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For the best fall business
in your history

; The Brunswick Panatrope
2 Brunswick’s New Musical
Instrument

3 Brunswick “Light-Ray”
Electrical Records (musical
photography)
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SONORA SHIELDED SIX
3125

Deep Rich Tones

never heard before
in Radio—

The Sonora Shielded Six achieves an enchanting

fullness of tone found in only one other instrument

—'The New Reproducing Phonograph. The sensa-

d tional success of these new instruments is due to
SONORA SHIELDED SIX

WANDA;S‘SCONSOLE the fact that for the first time bass notes are re-

produced in their full richness and depth.

l' T = ﬂ‘i And now these new depths are sounded in radio—
| It M ocean deep chords of majestic fullness, the vibrant
|l { J pedal notes of the organ—these are the new and dis-
L“W— == tinctive features of this great reproducer of music.
-

%

SONORA SHIELDED SIX y
DELUXE CONSOLE -

$225
CLEAR AS A BELL

Shielded Six

JL_
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Price Twenty-five Cents

ﬂL C. Lincoln Advertising
- Manager of F. A. D. Andrea

Popular and Widely Known Advertising Execu-

f: ~ tive Admirably Equipped for Important Post

0
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¥ widely known advertising

{

+ L C. Lincoln, one of the most popular and
executives in the
“phonograph and radio industries, has been ap-
iointed advertising manager of F. A. D. Andrea,

nc., New York City, manufacturer of Fada
" neutrodyne products. Mr. Lincoln is ideally
IInua.lified for his new post, as Lis previous ex-
perience includes an active association with ad-

L. C. Lincoln
‘tising and sales problems incidental to the
4 sic dealer.

‘or seven years Mr. Lincoln was associated
h the Sonora Phonograph Co., Inc., occupy-
the important post of advertising manager
a number of years and keeping in close

Prior to the Sonora
he was associated with the Starr
1o Co. and other well-known retail music
verns, where he gained an invaluable knowl-
el e of retail merchandising conditions. Mr.
coln will be in complete charge of the Fada
ertising campaign, which, this year, will be
re extensive than ever and of tremendous
ue to Fada distributors and dealers.

\CA Starts Educational
Meetings to Help Dealers

Purpose of Meetings Is to Value Service Prob-
"lems of Retailers and to Acquaint Them
With RCA Sales and Ad Policies

A series of dealer educational meetings has
been inaugurated by the Radio Corp. of America
to, help dealers with their service problems and
to acquaint them with sales and advertising

olicies of RCA. The first of these meetings
1is held recently at Syracuse, N. Y., under the

pices of the Robertson-Cataret Electrical
Supply Co., and the H. C. Roberts Electrical
%‘upply Co.,, RCA distributors. The gathering
was addressed by Pierre Boucheron, advertis-
ing manager, and E. A. Nicholas, Eastern dis
trict sales manager of the Radio Corp. The
dealers were assured that the present models
offered to them will be the same in all essential
respects for the next few years, as RCA engi-
neers had decided that there can be no basic
«hanges in the mechanism of a Radiola.

Edison and Walsh Leave

on Transcontinental Trip

President of Thos. A. Edison, Inc., and Vice-
President in Charge of Phonograph Division
to Visit All Jobbing Centers and Meet Dealers

Charles Edison, president and chief executive
of Thos. A. Edison, Inc., together with Arthur
T. Walsh, vice-president and general manager
of the phonograph division of the Edison inter-
ests, left Orange on September 12 for an ex-
tended tour of the entire country. Messrs. Edi-
son and Walsh will visit all the Edison jobbing
centers from Coast to Coast, and arrangements
have been made for a gathering of Edison
dealers at eaclhi point, to whom the executives
will deliver a message of great importance.

Various new products have emanated from
the Edison laboratories, some of which, in-
cluding the dance reproducer, have already
been offered to the trade and public, while
others will be placed on the market in the near
future. These new products will be demon-
strated and explained to the dealers in detail
and they will also be informed of the national
advertising campaign planned for the coming
months in the interest of the new Edison
phonograph and records. Elaborate new iner-
chandising plans will also be described.

It is expected that Messrs. Edison and Walsh
will be away from the factory headquarters for
a period of from three to four weeks, and it is be-
lieved that direct contact with the dealers of
the country, developed through the medium of
the trip, will prove a powerful factor in pro-
moting the distribution of Edison products.

Ideal Phono Parts Co.
and Buel-Lyons Combine

Pittsburgh and Cleveland Firms in Amalgama-
tion——Capital Increased—New Officers

An amalgamation of considerable importance
to the trade throughout the Pennsylvania, Ohio
and West Virginia districts took place recently
with the merging of the interests of the Ildeal
Phono Parts Co. Inc., Pittsburgh, with the
Buel-Lyons Co., phonograph and radio whole-
salers, Cleveland, O.

Plans have just been completed for the opera-
tion of the business in the future under the
name of the Ideal ‘Phono Parts Co., Inc., with
a considerable increase in capital stock of the
corporation, with offices and warehouses in both
Pittsburgh and Cleveland. The officers of the
merged corporation will be: Paul Susselman,
Fred C. Schuyler, William C. McClelland and
Edward B. Lyons, who will personally and
through a sales force of eight additional rep-
resentatives, working from both Pittsburgh and
Cleveland, keep in close contact with the trade
and be able to offer them the benefits of an
increased buying power and a larger and more
varied stock of merchandise made possible by
this consolidiation.

Among the more important advantages to the
trade in these three States brought about by
this latest move is the assuring of more efficient
and prompt service on the Okeh and Odeon
records, which are being merchandised by the
company in Pittsburgh territory through an
arrangement with the Everybody's Talking
Machine Co., a wider and more efficient dis-
tribution of Carryola portables, Valley Forge
main springs and parts, Symphonic and Ultra-
phonic reproducers, Melo-Art music rolls and
Artone phonographs, a new type phonograph
that has so far met with an unusual degree of
success due to its excellent tonal quality.

Fred. P. Oliver Elect—ed Vice-_
president and Gen. Manager

Of Boley-Oliver Co., New York, Distributor of
Kellogg Products in Important Territory

D. H. Boley, head of the firin of D. H. Boley
& Co., Inc, 1440 Broadway, New York, sales
agent for the products of the Kellogg Switch-
board & Supply Co., Chicago, Ill., announced
on September 1 that Fred. P. Oliver, one of the
most popular members of the wholesale trade,
had become associated with his company.

The

Fred. P. Oliver
firm has been o.ganized as the Boley-Oliver
Co., with Mr. Boley as president and treasurer
of the company and Mr. Oliver as vice-presi-
dent and general manager.

This new arrangement for the distribution of
Kellogg products in the important territory
served by the Boley-Oliver Co. reflects the rapid
growth and popularity of Kellogg receiving sets.
Mr. Boley has been identified with the Kellogg
organization for several years and has estab-
lished representative and successful dealers
throughout his territory. Mr. Oliver’s associa-
tion with the company will undoubtedly enable
the organization to build up an impressive clien-
tele among the leading dealers in the East, for
the quality of the Kellogg product will be re-
inforced by the fact that Mr. Oliver numbers
among his close friends practically every well-
known and active talking machine dealer in
Eastern territory.

“Fred” Oliver needs no introduction to the
trade throughout the country, for he has been
identified with the phonograph and radio indus-
try for the past thirteen years. For eleven years
he was vice-president and general manager of
the Blackman Talking Machine Co., New York,
Victor wholesaler, and for over a year was
metropolitan sales manager for the Music Mas-
ter Corp. He brings to his new connection an
exceptionally valuable merchandising and execu-
tive experience with a thorough knowledge of
the retailers’ problems.

An Important Correction

In the advertising of the Magnavox Co. ap-
pearing on pages 56 and 57 the circulation of
The Talking Machine World is given incor-
rectly, through an error on the part of the en-
graver. The circulation of The Talking Machine
World is 13,000 copies per issue, and not the
figure given in this advertisement.

See second last page for Index of Articles of Interest in this issue of The World
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IFall Volume Depends on Sales Promotion

Retail Trade in Better Position Than Ever to Do a Profitable Busi-
ness— Vigorous Sales Promotion Campaigns Will Be Rewarded

With the Summer drawing to a close and the
Fall, with expected stimulation of business, in
the offing, the retail trade must begin to make
plans for the sales promotion drives of the last
quarter of the year. Reports reaching The
World from correspondents in the leading cities
of the country, as well as the statements of
dealers themselves, indicate that optimism over
the outlook insofar as local prospects are comn-
cerned is justified. An analysis of the condition
of the industry, taking into consideration the
effect of new products on sales of retailers, in-
dicates that there are many sound reasons for
the expectations of the retail dealers regarding
a busy Fall season.

New Instruments Will Effect Sales

The fine new lines of talking machines, em-
bodying radical improvements; improved meth-
uds of recording, resulting in better records;
new and improved radio receivers and speakers,
all tend to aid the dealer, in that the talking
machine merchant will have new talking points
to strengthen his sales message. Not only will
non-owners of talking machine and radio sets
be prospects for these products, but those who
already own the old-style instruments may be
considered prospects and the dealer who makes
a serious attempt to sell to these people dur-
ing the Fall undoubtedly will be rewarded for
his trouble by making sales that otherwise
would never inaterialize.

Stabilization in Radio

While the talking machine situation has im-
proved tremendously, great strides also have
been made in radio. The chaotic condition that
marked the industry a year ago has largely been
climinated and, comparatively speaking, the in-
dustry, at least from the angle of the retail
dealer, is in a stabilized condition that can
only react to the benefit of the trade as a
whole. The retailers, too, have succeeded in
profiting by past mistakes resulting from lack
of knowledge of merchandising radio, and have
revised their methods of operation to such an
extent that many of the profit-killing practices
of a year ago have been eliminated. This is
particularly true of the service problem. Talk-
ing machine dealers now arc not permitting
service to devour profits on sales. Service plans
have been evolved that create customer satis
faction and at the same time leave the dealer

with a profit. Some merchants have even
brought the service department to the point
where it is actually a profit-producer.

Better methods of selling have done much to
stabilize radio retailing. Intelligent salesmen,
who understand their product and, what is of
equal iimportance, understand how to secure the
name of the prospect to the dotted line without

Introduction of new products
gives the retail merchant
strong talking points which he
can capitalize. Reports indicate
that the country is in a pros-
perous state and the time 1I1s
ripe for sustained campaigns.
The people have the money
and whether they will spend
some of it for products handled
by the talking machine dealer
depends in a great measure on
the sales effort put forth.

making all kinds of ridiculous claims for their
line as regards distance reception, etc.,, have
been instrumental, through right selling, in re-
ducing the need for service.
Competition Demands Action

Competition will be keen this Fall between
dealers handling new products. All of these
lines have merit and it will be a battle of mer-
chandising. Advertising, window displays and
other forms of business promotion should be
utilized by the dealer in building sales. The
merchant who carefully makes his plans for a
well-rounded drive and then carries out his cam-
paign vigorously and in detail will profit. The
merchant who, as usual, sits back waiting for
the elusive customer to come into the store will
do some business, but not enough to make the
season a success. It is the same story each
The intelligent go-getter will get the
cream of the business.

There is no question but that this Fall will
find the public in an excellent position to buy,
but whether they buy talking machines, records

year:

and radio depends upon the amount and quality
of persuasion put forth by the dealer. By the
time this issue of The World reaches the trade
people will have returned from their vacations
and will have settled down to the every-day
routine of living. Consequently, it is the ideal
time for the talking machine retailer to get busy
among his prospects with the idea of making
immediate sales as well as preparing for future
business. Certainly, with the wealth of new
machines and other products as the basis of a
campaign the trade is in a better position to
cash in on the buying power of the public than
it has been in years.
Profits From Parts

Another department of the talking machine
store which if properly exploited is certain to
bring large profits to the aggressive dealer is
new talking machine parts and repair parts. But
to secure the full benefits of selling these new
parts it is not enough that a dealer stock them
and await calls from the customer. He must
advertise them in much the same fashion as the
larger items of merchandise such as the talking
machine or radio receiver. He must circularize
the owners of old-type instruments and inform
them of the invention and availability of the
new parts which will add immeasurably to their
enjoyment of the instrument in their home.

New Reproducers, Etc.

It may be that some dealers will hesitate in
placing strenuous efforts behind this new mer-
chandise on the ground that the sales of new
reproducers, amplifying systems, etc., militate
against sales of the new types of talking
machines. On the surface this thought seems
logical, but every dealer must realize that among
the thousands of homes which he serves there
are instruments purchased within the past few
years which, having been used carefully and
having been trcated with consideration, are to-
day in as perfect shape as when they left the
dealer’s warerooms and the owners of these in-
struments are and will be extremely loath to
consign their talking machines to the scrap heap
or to accept an extremely small payment on
the instrument’s value as a trade-in. It is to
these customers that the new parts will have an
appeal and it is up to the dealer to reach them
and build his profits. In the last analysis intel-
ligent merchandisers will be busy this Fall.

To You

Nyacco
Lyric

Introducing —

(2 Dial, 5 Tube Control Receiver)

This instrument has been designed with 3 major factors being considered:

1. PERFORMANCE
2. APPEARANCE
3. PRICE

Added to these features we emphasize the FACT that the LYRIC is suff-
ciently selective to meet congested broadcasting conditions in the Metro-

-

politan areas.

The LYRIC is embodied in a Mahogany Cabinet. The front panel is bake-
lite, size 7 x 18, and very attractively lithographed in gold. The Rheostat
and Tuning Knobs are also made of bakelite.
graved with gold. The condensers are of the S.L.F. type.

This receiver covers all stations ranging from 200 to 600 metres.
Mr. Jobber, write or wire us for detail on our exclusive territorial proposition.

Dealers are requested to inquire of their
Jobbers regarding the LYRIC or Address:

New York Album & Card Co., Inec.

23-25 Lispenard Street, New York
{Established 1907)

Indicators and arrows en-
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Carrying the News

of the BRUNSWICK
PANATROPE

IRST demonstrations of the
Brunswick Panatrope were

Watch September issues

the news of the day in the metro- of these publications:
politan newspapers the following Saturday Evening Post
morning. Now, knowing that when Sept. 11

people hear this marvelous instru-

ment they’ll want to own it, Literary Digest
Brunswick is carrying the news of Sept. 18

the Panatrope to the millions in
the pages of the leading maga-
zines, and in newspapers as well. Liberty

This advertising creates the sales Sept. 25
opportunity of a lifetime for Bruns- Vogue
wick dealers. Watch for it, tie up
with it, and get the utmost in
profits from this sales-creating Etude
publicity.

Good Housekeeping

Harper’s Bazar

PANATROPES « PHONOGRAPHS +« RADIOLAS « RECORDS

THE BRUNSWICK-BALKE-COLLENDER CO., General Offices: CHICAGO
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fi H. =R_oemer Appointed General Sales

Manager of Bell & Howell Co., Chicago

Statement of Interest to Dealers by Prominent Executive Now Connected With Manufacturer
of Motion Picture Producers Equipment and Filmo Cameras and Projectors

H. H. Roemer, former director of sales pro-
motion and advertising of the Zemth Radio
Corp., has been appointed general sales
manager of the Bell & Howell Co., Chicago,
manufacturer of 95 per cent of the world’s
consumption in professional motion picture pro-
ducers’ equipment and amateur FILMO cameras
and projectors.

Mr. Roemer’s activities in field organization
and development in radio 1erchandising
methods are well known to the music and radio
deater as well as the industry at large and his
convictions in the substantial improvement in
that industry’s retail outlets are clearly mani-
fested by the move he has just niade. The
Talking Machine World, ever anxious to pass
on to its readers such constructive material as
will enecourage greater successes for the retail
music and radio dealer, requested Mr. Roemer
to prepare a paper incorporating the statements
made by him during his recent visit to New
York City, which is as follows:

“Many of my good friends in radio, hearing
of my rccent change, have expressed surprise
in what they termn as ‘leaving the industry.” |
have not stepped out of the picture—in fact,
I will figure in it to a much greater extent since
it will not in any sense be in competition with
any radio or musical line—but in solving onc
of the dealer’s greatest problems and bringing
to the retailers of any and all makes of radio
and music lines a much-sought-for support
Manufacturers and dealers alike appreciate the
finaucial difficulties brought about by off-season
sales slumps. It is a condition which, until
overcome, will never render retail merchandis-
ing of these lines an attraction for investment
much less a continuance of those who are at
prescnt engaged in them exclusively.

“The success of an industrv depends upon
the successful distribution of its produet—and.
by this same token, the success of distribution

is wholly dependent upon the success of its
retail outlets. 1f a dealer fails to make a profit
obviously he cannot continue in business. A
dcaler may show a profit over a certain period
of time—but, if sales are permitted to fade out
during off-seasons, the profits of his peak months
are absorbed by the upkeep expense of non-
productive months and seasons. There is a
very practical moral to the old storv about

H. H. i?oemer

the salesman who sold bibles in one town
and playing cards in the next. In the average
community the ice man in the Summer is the
coal man in the Winter and in smaller com-
munities we find the undertaker sclling go-carts
and renting his funeral earriages out for parties
and weddings. It's a case of getting them
‘going and eoming.” And why is the department
store a success? Is it not because of their
ability to ‘peal’ all seasons, fads and fancies?
“What I have here said is a condition not
unknown to the musie and radio dealer. e
have all figured and planned on ways and

()

cause no grief.
recognized as being seasonal,

ments

a most important matter.

sible with a2 minimum investment.

RADIO

No. 60D, 8170

SURE: You are interested in Radio
Receiving Sets as merchandise—mer-
chandise that will move easily and
The radio business is
and
with the trend for constant improve-
in design and construction,
your stock at the end of the season is
i Case Radio
Receiving Sets are sure because they
mean the biggest stock turnover pos-

SAFE: Case Radio Receiving Sets are
manufactured to faithfully perform
and serve the ultimate consumer. The
CASE line is built around a standard

See Our Exhibits — Booth FF7, Third Annual Radio World’s Fair,
New Madison Square Garden, New York, Sept. 13 to 18. Booth DD8,
Fifth Annual Chicago Radio Show, Coliscum, Chicago, Oct. 11 to 17, incl.

Indiana Mfg. & Electric Co.

Marion, Indiana

4
PR

- SELECTIVITY —

MODEL GO A

Only

O Qubes, 2 Controls $75%C_:

%-in Solid Mahogany Cabinet - -

six-tube design and circuit, the foun-
dation for our entire line of ten com-
plete models. Reception from the
most distant stations is reproduced in
quality tones and volume, with selec-
tivity in the separation of stations un-
excelled by any line on the market.

SALES: Sales result readily because
of the extremely satisfactory sets,
beautiful appearance of all cabinets,
ruggedness of construction (built for
a lifetime of service) all at low pop-
ular prices made possible by being
built entirely in our own plant.

Write for further

facts TODAY!

ODUCTS

QUALITY

No. 60C,

15

means to assist the dealer over the terrors of
that Summer slump and by such means as
would hold his selling forces intact and not
carry him too far away from his vocational
endeavors—to keep his entire organization in
the same sales-roads he has been traveling and
in contact with the same type of patron. Prac-
tically every music and radio dealer in the
entire country realizes that the quick profts
of a short season dwindle away during the late
Spring, Summer and early Fall months.

“The answer to this problem rests in the
analysis of his own setup. First, the music
and radio dealer is merchandising entertainment
for the home. An additional line of kindred
purpose, therefore, is most applicable to his
business. Second, his merchandise appeals to
the finer senses. He will cash in biggest by
observing the importance of this factor when
seleeting merchandise of like appeal for ‘off-
season’ selling. Third, his method of merchan-
dising involves a thorough understanding of
selling ‘in-the-home’ and he is particularly
equipped to sell by demonstration. He should
capitalize on this highly specialized form of
selling by taking on suech a line as will offer
continuance of this method of selling in order
that his sales force remain in good training
throughout the entire year and from year to
vear.,

“There is a fraternal relationship between the
phonograph customer and dealer through that
contact produced by the constant sale of rec-
ords—Ilikewise between the radio customer and

dealer through the sale of accessories and
serviee. But there’s that inevitable break of
these contacts during those dread Summer

months when even the best in music will not
keep people indoors.

“The dealer who will add a line possessing
a genuine ‘outdoor-appeal’ for the Summer sea-
son and carrying with it promise of greater
indoor-entertainment’ for the Winter months
will make possible the bridging of the non-
productive gaps and will enjoy an all-year-round
business. And as a result, not only do his
Winter profits remain intaet, but his Summer
months likewise build up a profit. And by this
continuous consumer econtact he builds up a
growing patronage. New customers whosec
first purchase was on the Summer artiele be-
come potential prospects for radio or musical
instruments in the Fall and the old customer
who has a radio or phonograph becomes a
potential prospect for the Summer article.

“From the very start of radio I could not
help but notice its seasonal tendeneies and as
the industry progressed and the field became
more and more organized this same condition
seemed to become even more pronouneed.
Many dealers were forced out of business be-
cause of this condition—others attempted ‘side
lines’ with but little suceess for their effort.
The problem cannot be solved via the ‘side-
line route” Whatever the additional line select-
ed it must be in a manner kindred, as I have
explained before. It must not stop off sud-
denly. On the contrary, it must blend in and
out and interlock. It must carry the samec
appeal that music attracts and it must possess
that same dignity. It should be of such ehar-
acter as does not require much space for
storing and stocking and it must be in approxi-
mately the same price class to prevent affecting
the priee-trained mind of the sales foree. It
must be an article requiring the least possible
servicing. And more particular than all else, it
must avoid anything of the ‘annual model’ idea

“Quite naturally (since radio made its bow
to publie popularity) my work brought me in
direct contact with the condition here at hand
and the problem meant as much to me as it
did to all others responsible for radio mer-
chandising. Article after article presented it-
self, but not until I came in direct contact with
FILMO products did I realize that the amateur
motion picture camera possessed all of the re-
quirements and advantages essential to meet
{)ractically every condition involved in the prob-
em,

“In 1923 amateur motion picturec cameras
began to attraet public attention and 1924
brought with it an interest which heralds an-
other great tidal wave of publie appreciation
not unlike that which swept radio aeross the
continent and into more than three million
homes; 1925 reports indicate that the present
amateur film consumption of motion picture
film equals 50 per cent of that used by pro-
fessional producers.

“Investigating the source of supply in this
new industrv I found that the Bell & Howell
Co. was in 1924 and 1925 oversold far beyond
their production capacity, which led to the
erecting of their new factory in Chicago, which
provides an increased capacity to meet any
possible demand for the next tem years, and
I found further that the cause of their tre-
mendous suceess was the fact that FILMO
cameras and projectors were built upon the
same principles as are incorporated in all their

(Continucd on page 18)
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Vocal by
NICK LUCAS
The Crooning Troubadour

“Looking at the World Thru
Rose-Colored Glasses”

Fox Trot by
ABELYMAN

and his orchestra

‘Looking at the World Thru

Rose-Colored Glasses”
“Let Me Live and Love You

ok i ’ "
Just for Tonight” 3283 Cryin’ for the Moon 3268

Looking at the World
Thru Rose-Colored Glasses

On Brunswick’s “Light-Ray”

Electrical Records
(Music by Photography)

HESE two masterly recordings of this popular number
— vocal by Nick Lucas; instrumental by Abe Lyman
and his Orchestra—are without question the finest being
offered the public. Every Brunswick dealer will find
an extraordinary sales opportunity in these two records.

New Brunswick Records are now on sale every Thursday

PANATROPES - PHONOGRAPHS - RADIOLAS - RECORDS

THE BRUNSWICK-BALKE-COLLENDER CO., General Offices: CHICAGO
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H. S. Schott Appointe;i_
Eveready Gen’l Sales Mgr.

Has Been Connected With the Industry in
Manufacturing and Jobbing Branches for
Twenty-five Years—Well-known to Trade

Announcement of the appointment of Harry
S. Schott as general sales-manager of the Na-
Inc,,

tional Carbon Co,, manufacturer of

Harry S. Schott

Eveready radio batteries, flash lights and dry
cells, has been received by his friends in the
trade with a great deal of interest: Mr. Schott
goes to his new responsibilities from the post
of assistant general sales manager of the Na
tional Carbon Co., which he has occupied for
the past two years. Mr. Schott is a widely
known figure in the industry, with which he has
been identified in both the jobbing and manu-

facturing ends of the business for almost
twenty-five years. During most of this period
he was actively engaged in selling and sales di-
rection in the Eastern States and Canada.

His first association with the well-known
Eveready trade-mark was in 1913 when he went
with the old American Eveready Works to as-
sist in launching the first advertising campaign
undertaken for Eveready flash lights. Mr.
Schott then entered the Canadian branch of the
American Eveready Works, which was estab-
lished in 1914, when the Canadian branch was
absorbed by the Canadian National Carbon Co.
in 1918, He was named assistant sales man-
ager. He returned to New York in 1920 as
[Eastern sales manager of the American Ever-
cady Works, and when that organization was
taken over by the National Carbon Co. in 1921
he became Eastern district manager of the con-
cern. He was appointed assistant sales man-
ager of the National Carbon Co. in 1924, and
continued in that capacity untii his recent ap-
pointment as general sales manager.

American Bosch Magneto
Corp. Issues Statement

Net income of $243,752, after charges and de-
preciation, but before Federal taxes, has been
reported by the American Bosch Magneto Corp.
of Springfield, Mass., for the first six months of
this year: This equals $1.17 a share on 207.399
shares of no par stock. In the first half of last
year the income was $241,895 or $1.75 a share,
carned on 138,266 shares of no par stock.

J. B. Meyers With Liberty

J. B. Meyers, formerly manager of the music
department of Namm’s department store,
Brooklyn, N. Y., recently joined the sales staff
of the Liberty Music Store, Messrs. Hill and
Kosowitz, proprietors, New York. Mr. Meyers
is succeeded by H. Busloff at Namm’s.

E. R. Fiske Made C. E. Co.
Assistant Sales Manager

Assistant Director of Sales of CeCo Tubes Has
Had a Wide and Varied Experience in the
Radio Trade and Industry

ProvipeExce, R. I, September 6.—Edward R.
Fiske, formerly Eastern cales manager of the
Waage Electric Co., of Chicago, has recently
joined the staff of the C. E. Manufacturing Co.,
Inc., of this city, as assistant director of sales.

Mr. Fiske has long been associated with radio
sales work and activities, having managed the
Eastern field for the Waage Electric Co. for
the past two years. Prior to that time he was
buyer for the radio section of the John Wana-
maker Store, New York City. From shortly
after the war up until he entered the Waage
Electric Co. he was identified with that or-
ganization, and during the World War he was
on active duty in the Radio Communication De-
partment of the U. S. Navy.

This wide, varied and successful experience
in the radio field makes the new sales execu-
tive of the C. E. Mfg. Co. capable of riding to
success with the *“CeCo” tubes. The C. E.
Mfg. Co. is said to be one of the largest exclu-
sive radio tube manufacturers in the United
States.

Jackson Music Store Moves

SaNTA Moxica, CaL., September 7.—The Arthur
E. Jackson Music Store recently moved to new
quarters at 1447 Third strect, where additional
floor space is available for the constantly in-
creasing business. This establishment is one of
the oldest established in this city, having been
founded by Mr. Jackson thirty-two yvears ago.
Mr. Jackson is one of the oldest inhabitants in
Santa Monica, coming here forty years ago when
the total population of the city was in the
neighborhood of 2530.

—Send 1t back.

PEERLESS ART MISSION ALBUMS

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

And Now — THE PEERLESS PORTABLE

A $25.00 machine in value — to retail at $15.00.
either Brown or Blue two-tone Fabricord—Piano hinge—Brass
drawn, one-piece tone arm. Send for sample and if you don’t
think it’s the finest portable phonograph at anywhere near the price

A Peerless Quality product throughout.
PEERLESS—AII that the name implies—known the world over

PEERLESS ALBUM COMPANY
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636-638 BROADWAY, NEW YORK

WALTER S. GRAY CO., Pacific Coast Representative
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Broader Field for

- Stromberg-Carlson Dealers

The recognized value of the Stromberg-Carlson

franchise 1s markedly enhanced by the addition

of two new 5-tube Shielded Receivers. The
power and prestige of Stromberg-Carlson reputation
in Radio can now be fully utilized in both the 5-tube
and the 6-tube market.

Through the broadening of the Stromberg-Carlson
line, possessors of the Stromberg-Carlson franchise are
in the enviable position of being able to concentrate
their efforts on the products of a limited number of
manufacturers—an obvious advantage in radio mer-
chandising.

No. 502 Receiver, Art Console Model (Illustrated below)

American Walnut cabinet; coils shielded; equipped with volt-

meter; operates with battery power or house current; space

for batteries, etc. Price, less accessories; East of Rockies,
$290; Rockies and West $315.

No. 501 Receiver, Treasure Chest Model. Operating unit iden-
tical with No. 502. Solid Mahogany cabinet. Price, less acces-
sories; East of Rockies $180; Rockies and West $192.50.

No. 5-A Cone Speaker for use with Nos. 501 and 502 Re-
ceivers. Price, East of Rockies $35: Rockies and West $40.

{ Stromberg-Carlson Telephone Mfg. Co. [fumsi

Rochester, N.Y. mE==n
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Canvassing an Important Factor in Merchandising

T is the business that lurks in the highways and byways and

must be dug out through the medium of personal visits that
keeps the red ink oft the ledger of more than one talking machine
and radio dealer, and as time passes the real need for some form
of canvassing effort becomes steadily more apparent as retailers
in other lines, in increasing numbers, go into the homes for their
sales.

Many dealers are inclined to neglect canvassing and outside
selling on the plea that it proves a very expensive method of getting
business. And it is an expensive proposition if the dealer goes after
it haphazard and does not lay down a definite campaign that, judged
from the caliber of the people to be approached and the product to
be offered, appears to give some assurance of success. Some dealers
have even gone so far as to declare that with so many distributors
operating on a house-to-house basis the housewife becomes wary and
cannot be readily approached. Yet it is this very activity on the
part of vacuum cleaner, washing machine, underwear, hosiery and
even furniture salesmen that makes it necessary for other dealers to
go direct to the home in many instances, if at least a portion of the
available funds is to be garnered for their products.

The canvassing salesman is not of necessity a doorbell ringer,
but he does see to it that the names on the prospect list are followed
up personally, as well as by mail and phone. The best-intentioned
prospect. who may have promised to buy on a definite date, is very
likely to succumb to the sales talk of some persuasive individual on
his own doorstep and spend his money for something other than a
talking machine or radio unless the salesman for those lines is in
sufficiently close touch to get in his innings first and capture the
prize.

Certainly the proportion of those prospects who walk into the
store voluntarily to make purchases, whether in response to adver-
tising or direct-mail campaigns, is steadily on the decrease. When
the big and well-organized department stores of the country com-
plain loudly of the inroads of the outside salesmen, it is quite
evident that the smaller dealer in the specialized line is suffering

just as much and probably more. In the latter case it becomes a
matter of necessity to fight fire with fire.

Many dealers have found ways and means for conducting their
canvassing and outside selling on a distinctly profitable basis, par-
ticularly in suburban and rural communities. In almost every issue
of The World there are articles describing the methbds which may
be adopted by the ambitious retailer without the necessity of carry-
ing on his own experimenting. The main thing is that it is a day of
hard selling. With competition keen and persistent, it is the sales-
man who gets to the family pocketbook first who wins the prize.
What he has to sell, frankly, does not much matter.

The Dealer Must Not Ignore His Responsibility

N a surprisingly large number of talking machine stores of the

country, as ‘investigation shows, the new machines are being
bought by the customers rather than sold by the dealers, painful as
that statement may be to some of those who believe that they
may be properly classed as merchants. The trouble appears to be
that too much dependence is placed upon the ability of the factories,
through widespread advertising, to develop public interest in the
new instruments, to keep that interest at high pitch and thereby
bring customers into the stores without direct dealer effort.

What success has attended the sale of the new machines and
records is in a great measure due to the factory publicity, but that
publicity can be expected to scratch only the surface in developing
profitable sales. The greatest volume of business will be done by
those dealers who realize that they have something revolutionary to
offer, that the public is inclined to be skeptical and that direct means
must be developed for bringing the prospective customer and ma-
chine and records together, so that positive proof of the excellence
of the latter may be offered.

The printed word should do much to keep the public informed
of what the new products offer, but no printed message can convey
properly the excellence of the tonal qualities of the new instruments
and their records. Nor can it be assumed that the newspaper reader
will take the trouble to visualize for himself that quality of tone.

Dealers who are really going after business can cite many
instances of customers who have absolutely refused to be sold by
word of mouth, insisting that their machines of the old type were
thoroughly satisfactory. When an intelligent demonstration was
offered, however, these samme stand-patters proved most enthusiastic.
It is a question of comparison demonstration, and the work of selling
has quite as much to do with influencing the prospect to hear the
demonstration and be convinced himself as it has with the actual
signing of the buying order.

Establishing Definite Policy Governing Trade-ins

HE efforts of the Pacific Radio Trade Association to establish

a definite policy governing trade-ins should receive the enthu-
siastic endorsement of radio dealers throughout the country, and
the plan that is finally evolved should be studied carefully by the
retailers, both as individuals and through the medium of their local
associations, for upon the proper handling of trade-ins will depend
an important share of future retail profits.

It is conceded that it would be practically impossible to estab-
lish a fixed schedule of trade-in valuation to be adhered to strictly
by all dealers, but it is possible to draft a schedule to be used as a .
guide in the making of allowances on used receivers. Such schedules
have been adopted in other industries, as for instance by the auto-
mobile and the piano men, and although each transaction is handled
more or less on its own merits, the schedule affords the dealer a
definite starting point from which to operate, and he can increase
or decrease the allowance as he sees fit.

The dealer who is building for business volume cannot dodge
the trade-in question, for if he is going to meet competition on an
equal basis he must handle a certain amount of replacement bus’-
ness. It is but natural that the owner of a receiver, which is two or
three years old, who is financially able, should desire to place
in his home the latest apparatus with such improvements as have
been developed during the past year or so. It is also natural to
assume that he will hesitate about throwing away his old receiver
and write off as a total loss the amount of money he has put into it.
This means that the dealer to sell an improved set must make some



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

This one plan
appeals alike to
jobbers and dealers

‘N our contact with our
Idistributors this season,

..we emphasized just one
thing: “We make no claims.
Satisfy yourself.”

Our distributors took this
cue in talking to their dealers.

They said: “We make no

claims. Satisfy yourself.” PAGE

Why this plan? Merely be-

cause every claim we may
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make can be outclaimed. We
are not making or selling
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Neither are you in the busi-
ness of buying or selling
claims. Your customers are
buying performance this sea-
son.

Performance, that is, selec-
tivity, sensitivity, volume,
tone quality, ease of control,
value per dollar, etc.—are
these words for salesmen to
use or will the set and the re-
producer prove their exist-
ence?

We are so confident of the
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ability of Kolster Sets and
BrandesReproducerstoprove PAGE
their own superiority that we R
rest our case completely on a
demonstration.

Our jobbers will be glad to
lend you a Kolster Set and a
Brandes Reproducer to prove
their superiority to you—in
your store or in your home
—alone or with others. You
are the sole judge. We say:

“We make no claims. Satisfy
yourself.”

Make our products prove
their case. Convince yourself
that they are easy selling—Dbe-
cause outstanding in value.




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

s r— — ———

Send coupon for the name
of your nearest Kolster-
Brandes distributor. We'll
FOUR notify him that you’d like to
hear a Kolster Set and a
Brandes Reproducer. We'll
send you a description and
picture of our new line.

Kolster-Brandes

FEDERAL-BRANDES,INC.

Woolworth Building
NEW YORK, N. Y.

Federal-Brandes, Inc. T
Woolworth Building noo T o @ 0015050500888 8008850500500500008 66080
New York, N. Y.

Please arrange a Kolster- ~ FTTEET 0 rrrrrrrmosnresesn e
Brandes demonstration. Itis
understood that this does not CITY o STATE

obligate me.
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allowance for the old equipment, an allowance that will permit of
him again disposing of it on a basis that will at least give him an
even break, even though it may not show any profit.

The sale of a used receiver, properly handled, means the real-
izing of a fair profit on batteries, tubes and other equipment
necessary to operate it. It means also the lining up of a new cus-
tomer for the house, perhaps one who could not be persuaded at the
moment to make the necessary investment o secure a new appa-
ratus of the latest model. As his enthusiasm over radio develops,
there opens the way for more accessory and equipment sales and
very likely the opportunity for a profitable replacement.

In gathering general information regarding the trade-in prob-
lem, and as a result thereof developing sound suggestions for its
handling, the Pacific Radio Association is rendering a definite and
valuable service 1ot only to its own members but to the industry
at large. The trade-in can be made the medium for developing new
business, or it can prove a tremendous profit eater, according to the
manner in which it is handled.

Profits From Accessory End of Radio Business

HE dealer who, handling radio receivers, is inclined to regard

the accessory end of the business as a necessary evil is most
likely suffering from lack of knowledge of the importance of this
factor of the business, not alone as an income producer, but as a
builder of goodwill and patronage. Just as the owner of a talking
machine expects to be able to buy needles, record brushes, lubri-
cants, and other essentials for the operation of the machine from
the dealer from whom he bought his outfit in the first place, so
should the purchaser of a radio receiver expect to get adequate
service in the matter of accessories for replacement purposes from
the dealer who supplied his set.

Naturally, the dealer keeps on hand a stock of tubes, batteries,
eliminators, etc., with which to equip the receivers he installs, but
he is inclined to disregard the accessory department as a separate
division of his business, in the belief that he cannot compete suc-
cessfully with the price cutters, who are still with us, even though
in smaller numbers than heretofore.

In the first place he can refuse to compete on a cut-price basis
and still do a surprisingly large volume of business with those who
demand standard products and expect to pay a fair price for them.
On the other hand, even though the net profit on accessories may
not arouse his enthusiasm, the department is bringing into the store
regularly those who are potential buyers of new receivers or are
in a position to recommend the store and its service to their friends.

In the early days of the business, when home-made sets were
the vogue, a number of dealers ran into grief by trying to build up
a profitable trade in parts, for it was soon found that not only was
the unit sale small, but meant so much time spent in explanation and
in instructing the amateur that there was a loss rather than a profit
at the end. This does not apply, however, to present-day standard
accessories, such as tubes, batteries, antenna equipment, etc., de-
signed chiefly for replacement purposes. It is a cash-and-carry
business that can be developed to a most satisfactory point, as
witness the experience of various dealers set forth in the columns
of The World.

Price Maintenance Again to the Fore

NCE again the question of légalized price maintenance come

to the fore as a subject for national legislation, and according
to Senator Arthur Capper, of Kansas, author of a bill intraduced
in the Senate’s last session for that purpose and similar to a meas-
ure introduced in the House by Representative Kelly, of Pennsyl
vania, there will be a determined effort in the next Congress, which
meets in December, to have some measure granting price protection
on patented and trade-marked articles passed by that body.

It was quite evident during the hearings held in the last Con-
yress, on the Capper and Kelly bills, that there was strong organized
opposition to any measure designed to fix the retail price at which
an article must be sold. Nor was this opposition confined to con-
sumers, for the department store and chain store interests were
prominently to the fore in the fight. It means that if the price
maintenance measure is to be passed during the coming Congress
this strong opposition must be fully recognized and every effort
made to combat it.

There are certain fixed arguments that the opposition uses
frequently. Tirst, that the merchant, having hought the goods and
paid for them, comes into full ownership and consequently can do
as he pleases with his own property. Another is that the public
benefits when merchants through superior ahility, so-called, can af-
ford to lower prices and take a smaller profit. Then there are those
who raise the cry of monopoly when the manufacturer seeks to
take advantage of rights believed to be granted to him when he
secures a patent.

Regardless of the soundness of these arguments they must be
combated in a manner that is convincing, and no better proof of
the value of price maintenance in the building up of a sound in-
dustry is to be found than that offered by the history of the talking
machine trade. The wide distribution of its products in small
stores, as well as large ones, was built up primarily through the
protective influence of fixed prices that were admittedly fair to the
customer as well as to the manufacturer and dealer.

Reawakened Interest in the Talking Machine

ONE of the effects of the widespread advertising and demon-
stration of the new talking machines and records, in a meas-
ure unexpected, has been the tendency of owners of old-model
machines to take a greater interest in their instruments, even though
they may hesitate about investing in one of the new types. This
fact was brought out by the experience of dealers who make a
practice of handling live repair departments and selling repair parts
and who report a greatly stimulated demand for repair work.

This reawakened interest in the talking machine means an
increased market for record sales, and probably accounts in no
small measure for the improvement in record business reported
from various localities. When one dealer can report a repair busi-
ness averaging $300 a month, with single items running up to as
much as $20, there is reason to believe that the talking machine,
even of the old type, is again coming into its own. It augurs well
for the record business during the coming Fall and Winter.

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.

Write for our list of 1926
styles and prices

THE PERFECT PLAN
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Store Door Playing in Certain Localities

Is Unbeatable Sﬁmulus for Record Sales

Much Discussed Practice of Attracting Custome s Into Stores by the Playing of Late Releases at
Door Builds Record Sales—How One Store Has Develocped Its Record Department

Does the talking machine dealer locatéd in a
neighborhood or on an avenue which has a
transient population get the full benefits of the
store’s situation? Many of them do, of that
there can be no doubt for in past issues of The
World there have appeared instances of deal-
ers selling as many as 15,000 of one record
through the medium of store door playing. But
does the average dealer realize the profit-mak-
ing possibilities of regularly putting before the
public the latest releases through the constant
playing of a new hit? Store door playing can be
one of two things, depending entirely on the
location of the store. In a residential section
the constant repetition of one selection, played
at the door and, as is done in many instances
amplified many times through loud speaker de-
vices with the attendant distortion, can be a
nuisance and there have been many moves made
by harassed home owners and businessmen to
to have a law passed to forbid such playing. On
the other hand, in a section where the adjoin-
ing buildings are given over to shops and
similar establishments, the practice is not ob-
jectionable if kept within reasonable bounds
Countless instances can and have been given in
the columns of this magazine where dealers are
making large profits in their record departments
and the medium through which they reach their
purchasers has been that of placing a talking
machine with a record repeater at the door or
just inside the door.

A concrete example might best illustrate this
practice. A large drug store situated in the
neighborhood of the Grand Central Station,
New York, has in addition to its drug depart
ment countless other departments, as have most
drug stores of the present day. Included among
them is a small music department, ecarrying
three-for-a-dollar records, sheet music and
small musical instruments such as harmonicas,
inexpensive ukuleles, etc. This department does
not face on the street but occupies a corner of
the store about twenty by twenty feet. Aside
from an occasional window display the only
means of attracting trade is through having a
record played continuously. Yet the average
daily sales are in the neighborhood of $100, of

which 65 per cent represents the sale of
records. When it is taken into consideration
that the only trade drawn upon are those people
who have entered the store to purchase some
other article of merchandise and who are at
tracted to the music department through the
playing of a record it can be seen how powerful
a sales lever this method of selling is. A dealer
which 65 per cent represents the sale of
passers-by each day, who is failing to cash in on
his natural advantage will also see that he is
overtooking a definite profit.

Latest Summary of Exports
and Imports of “Talkers”

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

WasHixgroN. D. C., September 7.—In the sum-
mary of exports and imports of the commerce of
the United States for the month of June, 1926 (the
latest period for which it has been compiled),
the following are the figures bearing on talk-
ing machines and records:

The dutiable imports of talking machines and
parts during June, 1926, amounted in value to
$54,118, as compared with $38,865 worth which
were imported during the same pzricd of 1923.
The twelve months’ total ended June, 1926,
showed importations valued at $357,151; in the
same period of 1925, $438,345.

Taltking machines to the number of 10,008,
valued at $309,255, were exported in June, 1925,
as compared with 7,040 talking marhines, valued
at $187,969, sent abroad in the same period of
1925. The twelve months’ total showed that wc
exported 93,263 talking achines, valued at
$2,651,744, as against 74,364 talking machines,
valued at $2,439,159, in 1925.

The total exports of records and supplies for
June, 1926, were valued at $169,808, as compared
with $128,723 in June, 1925. The twelve months
ending June, 1926, show records and accessories
exported valued at $1,949,999, as compared with
$1,687,283 in 1925.
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The countries to which these instruments
were sent during June and their values were as
follows: United Kingdom, $385; Other Europe,
$6,385; Canada, $17,106; Central America, $34,
051; Mexico, $30,772; Cuba, $31,474; Argentina,
$19,308; Chile, $3,915; Colombia, $31,384; Peru,
$3,660; Other South America, $37,334; China,
$12,030; Japan, $3,092; Philippine Islands, $7,529;
Australia, $22,422; New Zealand, $5,893; Other
Countries, $20,316.

Sparks-W;thington Co.
Adds to Factory Space

Manufacturer of Sparton Radio Receivers In-
creases Facilities by Addition of Factory De-
voted Entirely to Radio

JacksoN, MicH., September 4.—Manufacturing
facilities of the Sparton Radio Division of the
Sparks-Withington Co. here have been greatly

William Sparks
increased by the addition of a large three-story
factory in eastern Michigan, formerly occupied
by the Jackson Automobile Co. This factory
has been laid out and equipped for exclusive
radio production and assembly. It is now in
full swing of volume manufacture and shipments.

The Sparton line now consists of four models.
To the two table types which formed the origi-
nal offering last Spring the company has added
a consolette, housing all accessories and in-
cluding a reversible speaker shelf, and a con-
sole with a large built-in cone reproducer.

Cabinet work, as well as the radio essentials,
is handled complete in the companv's own
plants, adding a highly interesting phase to the
industry for which this section of Michigan has
long been famous in the fine furniture markets
of the world.

Coil winding operations are another inter-
esting manufacturing operation. In this de-
partment, as in several others, the company-
has introduced methods of accurate and efficient
production, which are the direct results of its
long experience in the precision manufacture of
other electrical equipment.

William Sparks, president of the Sparks-
Withington Co., is giving his personal attention
to the production and distribution of the Spar-
ton line and he anticipates the products of the
company taking a prominent position in the
Fall and Winter radio offerings as indicated by
the growing popularity of the line.

Kenneth Curtis, chairman of the board of
control of Curtis Lighting, Inc., makers of
X-Ray reflectors and lighting experts, together
with other executives of the concern, recently
completed a series of fifteen- radio talks on
phases of indirect lighting. The talks included
the latest information on floed lighting and
show window lighting, w th particular attention
being given to the use of colored lights in
motion.
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Creatmg Sales Through Proper nghtmg

Modern Methods of Window and Store nghtmg Give the Talking
Machine Dealer Opportunity of Making Eye-Arresting Displays

[Richard L. Brown, the author of the article herewith,
1s associated with Curtis Lighting, Inc., experts on light-
ing and makers of X-Ray reflectors. Mr. Brown is an
authority on lighting and what he has to say in this article
should be of value and interest to dealers.—EbiTor.}

The buying public has recently shown a de
cided bent toward taking a good deal for
granted. Consistently advertised goods are
bought on sight without much question. In
many lines, and particularly in music and radio
stores, this new turn of the public mind is hav-
ing a tremendous effect, either to produce sales
or to lessen them.

Appearance as a Sales Factor

Mechanical accuracy is naturally assumed by
the average buyer nowadays, and the finish,
color, grace of line and distinctive qualities of
the talking machine or radio cabinet are the
chief factors in the sale. The mere appearance
of the cabinet should not matter so much in the
sale, perhaps, but it does matter. Isn’t it true
that it exerts a significant pressure upon the
number of your daily sales? If it doesn't you
are not making use of the most powerful force
for producing more sales that you have at your
command to-day.

By following a few general principles of good
show window merchandising, you can display
vour cabinets so that thc graceful beauty of the
construction, the handsome wood finish and the
distinctivc appearance of the models will be
brought out to their fullest advantage. When
you accomplish this, the greatest public interest
in your windows will be excited and you cannot
fail to increase your turnover and repay vour
efforts many times over.

Window Is a Stage

The music and radio store manager who re-
gards his window as a stage will adopt the best
methods of attracting attention to his displays.
Would an impresario hide his prima donna in a
crowd of lesser artists during the high points of
a musical performance? In doing so, should he
“sell” his star to the audience so that the de-
mand for her future appearance would always
be greater than she could fill? Do the “prima
donnas” in your window have the stage to them-
selves, or are they surrounded by miscellaneous
products? Unless you make your cabinets stand
out by the sheer force of their attractive power,
the majority of your prospective customers will
pass by the window without noticing them.

Beauty and simplicity should feature every
display of your cabinets. Each buyer will se
only one model in his home, and his decision to
buy will be helped considerably if you allow him
to imagine the cabinet in your window already
purchased and installed in his living room. You
can form this impression by giving the cabinet
a simple setting in good taste. A centralized
display with one, two, or, at best, three attrac-
tive talking machines or radio sets can be madc
a sure producer of more sales if you put enough
time and thought upon the essentials of modern
show window merchandising.

By Richard L. Brown

A harmonious background of rich plush or of
wood paneling with a dull, light-colored finish
will help to create the desired atmosphere of
luxury and refinement. It will also eliminate
shiny surfaces in the window and will help to
brighten the window with the aid of lighting.

Similarly, X-Ray floodlights are used to con-
centrate attention on the cabinets themselves.
With color screens, the X-Ray floodlights are
many times more effective in the window than
when the beam is clear white light. Money spent
in this equipment is a good investment.

=

- : — The psychology of
color is becoming.
more and more a
means of profit-mak-
ing for enterprising
merchants. Color
lighting secures the
attention of prospec-
tive buyers from a
long distance. 1t
plays upon their
sensibilities and emo-

tions exactly as it
does in the motion
picture theatres.

Each color and com-
bination of colors has
a definite human ap-
peal. You can make

use of color to such

Fine Example of Correct Lighting in Display Window

The most important single sales-producing
factor in the window is the lighting, and here
the close similarity between stage and window
illumination is obvious. The appeal of light and
color is just as strong to the throngs of your
prospective buyers outside the store as it is to
them when they are drawn into the neighbor-
ing theatres. Modern motion picture theatrc
managers are using light and color to pack their
houses, as everyone knows. Passers-by will be
attracted to your windows by a skillful and
practical use of the methods they employ.

A comparatively simple lighting system in
your window can furnish you with a highly
flexible means of creating, by the use of light
and color, an atmosphere of good taste and
refinement and a means of emphasizing the out-
standing and most easily salable qualities in
vour cabinets.

Adequate and properly controlled lighting in
music and radio store show windows is taken
for granted. The light sources are hidden from
the view of the passers-by so that their reaction
to the window is centered upon the cabinets
themselves and they are not conscious of the
light which attracted them. First, the X-Ray re-
flectors should be concealed in the upper front
part of the window, preferably recessed in a
false ceiling, or at least placed behind the
valance near or on the transom bar. Then, par-
ticularly in corner windows or those having
more than one side open to view, the X-Ray re-
flectors may be shielded by louvers or diffusing
glass plates over the bottoms of the reflectors.

When the prima donna is given the center of
the stage, as she is at every opportunity, a spot-
light is invariably used to rivet attention to her.

an extent that it will
have a direct bearing on the number of sales
of your talking machine and radio cabinets. The
message and spirit of your display can be en-
hanced many times by the proper and judicious
use of color light.

Fromm the colors of nature we have developed
color senses. Orange, for example, suggests
warmth and gives an air of good taste and
beauty. Amber denotes contentment, cheer
and prosperity. Rose is soft and inviting and
suggests health. Green is refreshing and sooth-
ing. Blue gives an air of stability and refine-
ment. Purple suggests luxury and splendor.
Deep red gives an atmosphere of striking beauty
and mystery. These colors are easily procur-
able by placing inexpensive color screeus over
vour X-Ray reflectors and floodlights.

Purpose of Color Lighting

The main purpose of color lighting i1s to set
off an already appealing display and give it a
finished tone. When it is well applied, the
passers-by are scarcely conscious of it. Instead,
they merely feel that the cabinets appear par-
ticularly attractive. For this reason, the deeper
colors, such as red, blue and purple, are not as
cffective, when used singly, as they are when
used more sparingly in connection with a clear
or modified color of a lighter hue.

For instance, when there is one predominating
color in the window, such as amber, orange, or
light green, slight tints of red and blue from
the X-Ray floodlights will accentuate the rich-
ness and superior qualities of the cabinets far
more than predominant colors of red or blue
in the window. A color thrown upon an object
of a similar color, such as amber on oak or

(Continued on page 16)

STARR PIANOS

GENNETT RECORDS

Represent the Highest cAttainment in Musical Worth
e STARR PIANO COMPANY
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STARR PHONOGRAPHS

Richmond. Indiana
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Are You Selling the Whole Family?

HE music merchant’s problem of today is to find

a way 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.

i D THE H. N. WHITE CO.
L . 5217-79 Superior Ave.
+ PR A P sepion of | Manufacturers of
| ExlusiveAdency i

Band IBIJWme‘n.&;;;;_.

Preparedfor = .|

Cleveland, Ohio

BAND INSTRUMENTS

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?

,WHITE C
13;1’%7? ?uperior Ave., Cleveland, Ohio
atalog and c.ljssc;\;gt sgency.

Send your latest
your Plan for

< o -
complete m(ormauo.n on A
Also send information abo

payment sales.

0., Makers of King Band Instruments

heet—along with

Financing
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New Models Create Need for Salesmanship

Demonstrations, Advertising and Other Forms of Sales Promotion
Necessary to “Sell” Public on Latest Talking Machine Products

Most of the large companies making talking
machines have now introduced their new and
greatly improved models, and retail dealers
throughout the country have these instruments
on their floors. Although recent developments
in the talking machine represent startling im
provements, making the new instruments so far
superior to the old that there is no comparison,
the fact remains that dealers as a whole do not
seem to realize the wonderful talking points
which they can use to create widespread inter-
est in these products.

Sales Through Demonstrations

The public demonstrations that have been
held in various parts of the country through the
co-operation of manufacturers, jobbers and
dealers have merely scratched the surface. It
is a pretty safe bet that a great many more
people know nothing at all about the merits of
the new instruments than those who do. An-
other point that must be reniembered is that
while demonstrations merely brought the fine
new machines to the attention of a small part
of the public, it is up to the dealer to follow up

the interest generated at these events. The
dealer must do the merchandising. He must
llammer away to keep alive interest. He must

advertise—malce the best use of his window dis-
plays. He must circularize. In short, he must
bring all the guns of sales promotion to bear if
he expects to get volume business. Competi-
tion is just as keen as it was in the old days,
there is no question about it, and it will be
keener this Fall, when every dealer is going to
fight for business, and the talking machine
dealer in particular is going to compete with
merchants handling all kinds of other products
suitable for holiday gifts. There is no doubt
about it, the talking machine dealer to-day has
something which he can be proud to handle in a
big way. He has a product that will make
money for him if he uses ordinary comimon
sense in sales promotion.
A Wide Open Market

The talk of a few years ago that the talk-
g machine business had reached the point of
saturation has been eliminated entirely by the
introduction of the mnew instruments and

records. An entirely new market has been
opened to the dealer. Not only those people
who do not now own talking machines may be
classed as legitimate prospects, but also those
who ure the vwners of old type instruments
can certainly be sold. This is so evident that
there is no room for argument when the fact

Introduction of vastly 1m-
proved talking machines, rec-
ords and other devices designed
to better the tone of old instru-
ments now In homes has
opened a wide market for sales
which the dealer can prof-
itably exploit. There is a vital
need at this time for real sales-
manship in order to present the
new Instruments In a manner
fitting their quality. There is
also a need for more aggres-
sive methods of retail talking
machine sales promotion.

1s taken into consideration that the new
machines and records combined are incompa-
rably superior to the old machines. Tones which
were never before reproduced through the
medium of the talking machine now give added
pleasure to the owner of an instrument.
Problem One of Salesmanship
The whole matter resolves itseti down to one
of salesmanship. It is up to the dealer to
get the right kind of men and wake it worth
while to go for business. Twenty-five-doliar-
a-week clerks produce results comumnensurate
with their salaries. A poor salesman can do
more harm than good. He can kill sales, create
a condition where the dealer loses valuable good
will and patronage often built up through years
in business and at great expense. It is far bet-
ter to carefully select men, and to build up a

volume.

SUPER-BALL ANTENNA

Ten inches in diameter. Price
$10.00. West of Rockies $10.50

National und International Distributors

YAHR-LANGE, INC.

Team up with the wimnners who
are cashing in on these popular
radio accessories — write today
for terms and territory.

This Way For Bigger Sales!

1ere's the opportunity in radio—let the Super-Ball
\ntenna bring big sales for you.
Condenser gets 40 per cent to 60 per cent more volume
—ecvery buyer is a booster.

App-oved under the National Llectric Code and by the
National Board of Fire Underwriters, the Super-Ball
Antenna receives all wave lengths, increases selecuvity,
clarifies tone, is easy to install, lasts a lifetime.

A special feature is the New
Super-Ground Clamp — “with
the grip ol a grizzly”; it can be
applied in a few seconds, reduces
high resistance in the ground
wire, saves batterics, Increases

A wonderful New

SUPER-GROUND
CLAMP

Milwaukee, Wisconsin

sales organization of the highest character. Bear
in mind always that the talking machine to-day
is an art product and it must be handled as
such. It is more than merely a provider of en-
tertainment, and the man who is in the selling
end of the game must know how to present
the new lines in a manner befitting their quality.
Prospects the Basis of Sales Volume

It is up to the dealer or sales manager to
make a determined drive for prospects, and then
resort to the most vigorous follow-up through
his sales organization. Give a good salesman a
fairly live prospect and the chances are pretty
zood that a sale will result sooner or later. The
whole situation can be summed up in a few
words—it is up to the dealer!

And having successfully concluded the sale of
a new type talking machine, the dealer must
not be content to rest on his oars. He must
keep up a vigorous mailing campaign to secure
that cash business which is a logical result of
the sale of an instrument, record sales. List-
mgs of the new record releases should be sent
promptly upon receipt from the record manu-
facturers or jobbers. Special releases should be
given fitting publicity and advertising. Re-
member, record sales are cash sales.

Creating Sales Through
Proper Window Lighting

(Continued from page 14)

maple, does not alter the color of the cabinets
but tends to enhance and beautify their appear-
ance. Amber on mahogany or chestnut does
not change the color of the cabinets either, but
it invests them with a much deeper and richer
tone. The stronger colors, when thrown on
light-colored woods, have a tendency to change
the tone, as red on a dark-green object will
make it appear red-black. Care should be taken
that the deeper colors do not have this effect
on the various finishes of the cabinets.

Whether only a small part of the show win-
dow is color lighted or the entire display is
tinted and colored, the difference in the appear-
ance and attracting power of the window com-
pared with the same display lighted with clear,
unmodified white light is astonishing. Color
equipment is easily available, and it will repay
for itself and the time and care taken in bring-
ing out the desired effects many times over.

Backgrounds to take color lighting effects are
coming rapidly into favor. Neutral tones of
plush, such as gray, and silver and gold metallic
curtains make splendid settings for countless
beautiful combinations of color light.

Color Light in Motion

The newest and most appealing advancement
in show window and show room lighting is
color light in motion. X-Ray reflectors and
color equipment on flasher or dimmer arrange-
1aents have been adopted with great success. By
this means a great variety of intermittent color
flashes and steady color lighting effects are
made possible, with almost any color combina-
tion desired. The separate floodlights in the
windows and any given number of the reflectors
may be so wired that they will be lighted
steadily or by flashes, and in exciting the inter-
est of the public this type of show window and
show room merchandising commands the atten-
tion that a costly newspaper campaign does.

Whether on a large scale or small, the cost
of installing color lighting in your show window
will be repaid many times over in a very few
months, and it will be the greatest material
help you can find for bringing out emphatically
the message of your window and the popular
selling points of your cabinets.
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Majestic Standard-B Current Supply

Especially adapted for sets having
not more than seven 201-A tubes,
or six 201-A plus one 135-150 volt
power tube. Popularly priced for
the average set. Improves tone—
betters reception.

RIC e e w3 e & o B $32.50

Majestic Super-B Current Supply

Capacity | to 12 tubes, including
the use of 135-150 volt power tubes.
Complete with switch to control
current from light socket.

D C eI i T e DR o o o In $35.00
West of Rocky Mts.... 37.50

Majestic Master-B Current Supply

Particularly adapted for Radiola 25,
28 and 30 and super heterodynes.
Will operate all power tubes, also
the new super power tube UX-171
(150 volts). Unequalled for sets
having a very heavy current draw.
Rating about 60 mils at 150 volts.

Price ............... $42.50
West of Rocky Mts.... 45.00

New York Show, Booth 10, Section B

You, Mr. Music Dealer, sell a phonograph fully equipped and then
look ahead for repeat sales of records and needles to that customer.
Why not apply that selling scheme to radio apparatus? Don't forget
the old customer who purchased a radio set from you last year or
the year before—sell him a

Majestic B'Garrent Supply
delivers pure direct current-From your light socket

at a low average cost of about one-tenth of a cent an hour. You have access to
that customer’'s home—enter it with a Majestic Unit—attach it to his set for
seven days. Tell him if he is not satisfied he gets his money back. Show him
how the Majestic Unit works—smoothly—without hum or noise—cheaply—
without upkeep expense. Explain how it relieves him of the annoyance of
buying new "B’" batteries, hooking them up to the set, and littering the room
with wires and adjustment screws. Your old customer is far easier to sell than
a new prospect. Capitalize upon your acquaintance and former contact with
him and make him even more satisfied with your store and its service by
increasing his radio enjoyment with the addition of a Majestic Unit to his
receiving equipment.

Sell your new receivers equipped with the Majestic Unit and boost your profit
on the initial sale. Incidentally, you will have made a pleased customer and a
satisfied set owner, for you relieve him of battery troubles and replacement
worries.

-

Sell your old and new ““B’" customers Majestic Units on the easy payment
basis. The small amount of money involved makes the collecting a simple
task, the long life of the unit keeps the customer satisfied. That's the way to
do a big business, and make big profits. You know Majestics are ‘‘staple mer-
chandise,”” guaranteed by us to the point that YOU can guarantee each Majestic
will make good. or we, the manufacturers, will. Therefore, it's easy to collect
the installments, as they fall due. The customer is bound to keep satisfied, and
you experience no trouble in having him continue paying for his purchase. The
full profits are in your hands in a few months’ time. You will increase your
turnover at least 100 per cent, as hundreds of other dealers are doing. Three
models take care of practically all receivers sold.

The best reproduction from your receiver is obtained by delivering to the set
the exact voltage required—neither too little, which results in weak signals, nor
too much, which causes '‘blasting.”

Because of a constantly changing voltage it is impossible to provide exact voltage
input by using batteries.

In B-Power Units this control is likewise essential because of the different line
voltages prevalent in different districts. A power unit without means of voltage
control cannot give uniform satisfaction. Best results require at least two con-
trols, viz., that on the Detector and Intermediate circuits (or, in the absence of
the latter, on the Amglifier circuit).

Note the two voltage regulators on the Majestic Standard-B and Super-B
models, and the three controls on the Master-B, the latter designed specially for
those sets having heavily biased circuits with resultant low current draw.

Remember the Above When Selécting Your B-Eliminator

Chicago Show, Booth 6, Section F

GRIGSBY-GRUNOW-HINDS CO.

4558 Armitage Avenue

CHICAGO, ILL.
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H. H. Roemer Appointed
General Sales Manager

(Continued from page 6)

standard professional motion picture apparatus,
which for the past twenty years has supplied
95 per cent of the world’s consumption in the
professional field. With the radio and music
- dealer problem as an objective to capitalize
upon and this being my motive of making the
move, I naturally selected the manufacturer
who stood foremost in the line.

“Further investigation developed the inter-
esting fact that in this line two pronounced
‘sales peaks’ were experienced by dealers
throughout all sections of the country. The
two-months-peak of November and December
accelerated by the holiday season—short but
unusually heavy in sales—and the April to Oc-
tober full season covering week-end trips, vaca-
tions and such other events occasioned by the

automobile and other lures of outdoor life.
Nine full months of good sales. Here was a
business that filled in exactly those months

most needed by the radio and ‘music dealer.
Not a side line. A line possessing individuality,
a non-competitive product carrying every kin-
dred attraction that would fit in exactly with
this type of dealer set up and sales organiza-
tion.

“Aside from the figures I have already given
with regard to public demand, we have but to
consult our own surroundings to more clearly
understand the extent of this new means of
entertainment. With the hundreds of thousands
of automobiles in use today, hardly one starts
out on a trip, no matter how short the jour-
ney, without a camera. A visit to any park
will bring to view hundreds of cameras carried
by the pedestrian. Practically every corner
drug store in every city or hamlet bears the
sign ‘Films developed here’—all mute evidences
of the public’s appreciation of a photographic
record of happy hours. These have all served
an admirable purpose. Each has required an
explanation of what happened before and after
the ‘snapping’ of those ‘stills.” How often youand
I have wished those we have shown those
snapshots to could see the real beauties sur-
rounding that scene. To see how °‘Bill Tee'd
off’ or ‘how cute the baby actcd,” or this and
that event in real action. The amateur motion
picture camera, at comparatively very small ex-
pense, makes possible the re-enactment of each
event over and over again on the silver screen
within our homes—each telling a story far be-
yond the eloquence of words—a form of enter-
tainment effervescent in its contagious appeal
to others—it sells itself—and it sells during
those months when radio and music dealers’
sales curves are low—when ‘everything-is-go-
ing-out-and-nothing-coming-in” The amateur
motion picture camera belongs to the radio and
music dealer—he will soon realize the im-
portance of this message.

“] am certain those of my friends in radio
and the music field will agree with me—those
of us who have served in the executive chairs
of national distribution and merchandising owe
to the industry the benefits of our experiences
when such experiences will assist the retail
dealer in the solution of the problem which
has thus far confronted him—'How to Save
the Profits in Radio and Music Merchandis-

e "
ng.

Hardman, Peck & Co. Add
Stewart-Warner Radio Line

George Armstrong, manager of the New York
radio division of the Stewart-Warner Speedom-
eter Corp., reports that business is most satis-
factory and a number of new accounts have
recently taken on the Stewart-Warner line of
radio equipment. These new agencies are of
the highest type and include Hardman, Peck
& Co’s stores. Mr. Armstrong reports many
orders for the Stewart-\Warner line.

J. A. Fischer Co. Purchases
Aceolian-Vocalion Materials

Manufacturer of Valley Forge Products Buys
Parts and Replacement Material From Aeo-
lian Co. to Serve Vocalion Owners

PHiLADELPHIA, PA., September 7—The J. A.
Fischer Co., of this city, maker of Valley Forge
main springs and talking machine replacement
materials, has just conswimmmated a deal with the
Aeolian Co. whereby it purchased parts and
replacement materials on hand used in the con-
struction of the Aeolian-Vocalion.

The magnitude of this deal, which was nego-
tiated between J. A. Fischer and C. M. Estes,
purchasing agent of the Aeolian Co., is to be¢

PR

J. A. Fischer

found in the fact that over three carloads o
materials were sent from Meriden to the Fischer
headquarters in this city. The inventory value
of the merchandise purchased is said to be
$180,000.

From the very beginning of the organization
the policy of the J. A. Fischer Co. has been serv-
ice to its customers. While half of the organ-
ization has been busy selling and servicing mer-
chandise the other half has been equally busy
securing the proper goods to sell. This well-
balanced concern has therefore met with con-
siderable success in a brief period of time.

J. A Fischer, in commenting on the deal,
stated that the motive which prompted this pur-
chase was the opportunity to render good serv-
ice to the owners of over 100,000 Aeolian-
Vocalion machines in this country. This large
shipment, in addition to the regular stock on
hand, has forced the J. A. Fischer Co. to secure
outside storage facilities.

Federal Corp. Announces
Two New Distributors

Burraro, N. Y. September 7.—The Federal
Radio Corp., of this city, manufacturer of the
Federal Ortho-sonic line of radio sets, recently
announced the addition of two wholesale houses

Let us
MADE BY

PHONOGRAPH
RADIO CASES

Reinforced 3-ply Veneer

The Standard Case for Talking
Machines and Radio Sets

figure on your

PLYWOOD CORPORATION,

Mills in Va,, N. C. and S. C.

CASES

requirements

Goldsboro, N. C.

to its list of distributors. Cincinnati and ad-
jacent territory will be served by the Cincin-
nati Ignition Co., and in Colorado the Whitney
Sporting Goods Co., Denver, will distribute the
Federal line from its headquarters in the Kitt-
redge Building. Both of these firms are strongly
established in their respective localities and
have a following that gives assurance that the
Ortho-sonic line will be maintained at its usual
high standards.

Columbia Plans for Biggest

Season in Business History

W. C. Fuhri, vice-president and general sales
manager of the Columbia Phonograph Co., Inc.,
stated this week that the company's record busi-
ness for August was substantially ahead of
January, which represents a remarkable sales
volume indicative of the tremendous popularity
of Columbia records. The company is making
plans for the biggest season in its history, and
the factories are now working to capacity to
take care of the requirements of Columbia
dealers.

The Columbia Viva-tonal phonographs, which
have been received with marked favor by deal-
ers throughout the country, are being shipped
to Columbia branches in considerable quantities.
and Mr. Fuhri expects that by the end of Sep-
tember shipments will be going forward at a
very satisfactory pace. Wherever the Viva-
tonal phonographs have been introduced they
have received the enthusiastic endorsement of
the trade, and the Columbia Phonograph Co.,
Inc. has received many letters from representa-
tive dealers commenting in the highest terms n¢
praise upon the acoustical qualities of the new
instruments, as well as the attractiveness of the
cabinet designs.

Blackman T. M. Co. Becomes
Radiotron Tube Distributor

J. Newcomb Blackman, president of the
Blackman Talking Machine Co, New York,
wholesaler of Victor products, Fada and Cros-
lev radio sets and Pathex motion picture cam-
eras and projectors, announced this week that
the company had been appointed a distributor
of Radiotron tubes, manufactured by the Radio
Corp. of America. This tube, which is the
standard of the industry, is now the subject of
one of the most interesting and impressive ad-
vertising campaigns that have ever been inau-
gurated in the radio industry, and the appoint-
ment of the Blackman Talking Machine Co. as

Radiotron distributor emphasizes the impor-
tance of the talking machine dealer as a sales
outlet for these products. The Blackman or-
ganization is one of the most efficient and suc-
cessful in the East, and is ideally qualified to
distribute effectively Radiotron tubes.

Prominent Mohawk Jobbers

Otto Frankfort, general sales manager of the
Mohawk Corp. of Illinois, manufacturer of
Mohawk receiving sets, was a recent visitor to
Eastern trade centers during the course of a
trip which included Philadelphia, Pittsburgh,
Montreal and Toronto. Mr. Frankfort stated
that during the past few weeks his company had
appointed prominent jobbers in practically every
trade center throughout the country, a recent
appointee being the George C. Beckwith Co,
Minneapolis, Minn., one of the leading Victor
wholesalers in the Middle West. Mr. Frank-
fort will announce in the course of the next ten
days the complete list of Mohawk jobbers who
have been established recently.

For the Better Merchant

High-grade Dry Cell CERTIFIED B. & C. Bat-
teries and Dry Cell B. & C. Success Batteries
Manufactured by
SUCCESS BATTERY MANUFACTURERS
35 Broadway Brooklyn, N. Y.
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FINE ART SERIES OF MUSICAL MASTERWORKS

Recent additions to the Columbia Fine Art Series
of Musical Masterworks by world-famous musi-
cians include the following:

No. 41 Schubert, Symphony No. 8 (unfinished)
No. 39 Beethoven, Symphony No. 9 (Choral)
No. 34 Berlioz Symphonie Fantastique and others

Nothing so emphasizes the importance of Colum-
bia’s position in the music trades as these amazingly
brilliant, imported, electrical recordings.

-
P —
COLUMBIA PHONOGRAPH COMPANY

1819 Breadway New York
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Columbia Album Sets of Musical Masterworks have
proved that they sell readily and without resistance to a
certain, wide group of musical enthusiasts. They are cap-
tivating in their brilliance and tone-quality. The hearer is
frequently surprised and delighted to know that such re-
markable recordings are available.

Columbia
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The opportunity to locate and stimulate this
vastly important and remunerative market awaits
every alert dealer. The desire for such music as
may be had with these exquisite record-sets already
exists. With but slight cultivation, this desire can
be effectively capitalized without interference with,
or substitution for the usual market for other types SCHUBERT

of records. Let the Columbia Salesman give you
full details.

Records
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The New N

COLUMBIA
Like Life [tself

In every Viva-tonal Columnbia there is the utmost attention to each
detail, seen or unseen, whether it be for ormnament, convenience or
service. For example: every Viva-tonal Columbia 1s set off with a
harmonious golden bronze silk grill cloth that screens the tone-
amplifying section; every Viva-tonal Columbia is equipped with
four removable needle cups.

When you first see these Viva-tonal Columbias you will at once
i 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 achieve-
ment in fine quality cabimet work, as well as masterpieces of lasting
and artistic beauty.

Model 710 Model 611

Model 810

You can play any record of any make on the Viva-tonal Columbia, but your cus-
tomers will prefer Columbia New Process Records because of their perrect mter-
pretation and because they are “The ONLY records WITHOUT SCRATCH.

Columbia Phonograph Company
New York

Urva-tonal

—_— ———
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Why One Store Reported That Radio
Business Suffered From a Summer Slump

Prospect Asks Prices of Radio—Salesman Too Lazy to Demonstrate—Customer Leaves Without
Further Words—Salesman Reports “Business Rotten”—End Scenario

A customer entered the store of the Blank
Phonograph Shop, after first having looked at
the window display of radio sets.

“What is the price of that set?” she asked,
pointing to a well-known receiver—an expen-
sive set.

“Two hundred and fifty dollars,” declared Em.
T. Head, the salesman, who was alone in the
store at the moment, not deigning to move
from his comfortable position behind the coun-
ter where he had a good backrest.

“And what is the price of that console model?”
asked the prospective customer, indicating an-
other set shown in the window.

“Three hundred and eighty dollars,” drawled
the salesman, yawning and then looking out to
the street, his whole attitude one of bored dis-
gust.

The woman hesitated a moment at the door
of the store and then with a “Thank you” she
stepped out and was gone.

The incident related above it not a figment of
the imagination. It actually happened and the
guilty person was the manager of one of a
chain of stores. This is certainly an excellent
example of how not to sell. Perhaps the sales-
man felt indisposed. The writer happened to
be in the store at the time and the prospect
seemed to him to be eager to become the owner
of a radio set. The salesman lost a perfectly
good sale for the concern that was paying him
a salary to sell merchandise.

How easy it would have been for this sales-
man to politely ask the customer to examine
the set at close range in the store and to ex-
plain the merit of the particular receivers in
which she happened to be interested. Then, if

the prospect still was undecided, it would have
been an easy matter to secure her name and
address for the purpose of later follow-up. Even
if no sale resulted from the effort the person
would know about the store and remember the
courteous treatment she had received. That is
the kind of good will that builds a firm founda-

tion for a business—good will that means suc
cess in the long run.

While in the store the writer took the oppor-
tunity of questioning this salesman regarding
business. And, as might have been expected,
the answer came: “Business is rotten. Nobody
buys radio in the Summer and there is no use
trying to fool ourselves about that.” Certainly
business at this store was not as good as it
might have been, but perhaps there was a rea-
son for this aside from the fact that the weather
had turned warm. There is no need to further
emphasize the moral of this story, it is so very
obvious.

Northwest Trade Ass’n
for Federal Regulation
Moves That Laws Be Passed Putting Broad-

casting Under Government Control—Stations
Not Common Carriers—No Apparatus Tax

MinNeAapoLis, MINN.,, September 8.—Following
an address on “Radio Legislation,” by Con-
gressman W. H. Newton, of Minnesota, the
Northwest Radio Trade Association, in con-
junction with its affiliated Listeners’ Leagues,
passed a resolution urging Congress to pass a
law whereby the regulation of broadcasting be
placed in the hands of some executive branch
of the Federal Government with adequate funds
appropriated by Congress to maintain the
necessary special organization. This organiza-
tion to have “authority to issue and revoke
licenses, to refuse to issue licenses whenever it
appears that the public interest is best served
by such refusal, to assign wave lengths and call
letters, to establish power limitations and to
formulate and enforce regulations in connection
with said licenses.”

It was also resolved that a law be passed
stating that broadcasting stations shall not be
deemed to be common carriers under the law,

and shall retain the right to determine the char-
acter of all material broadcast, and that there
shall be no tax levied on radio receiving sets or
parts, or upon broadcasting equipment or opera-
tion, for any special purpose related to radio
broadcasting or government regulation thereof.

H. H. Wilken Appointed
Sleeper Mid-West Manager

The promotion of Hugh H. Wilken to be
district sales manager of the Sleeper Radio &
Mfg. Corp.,, Long Island City, with full re:
sponsibility for sales and service in the Mid-
West territory, has been announced by Gordon
C. Sleeper, president of the company.

Mr. Wilken has been with the Sleeper organi-
zation for the past three years and is well
known in the industry. His headquarters for the
present will be at 33 West Kinzie street, Chi-
cago, Ill, from which he will cover the States
of Ohio, Indiana, Michigan, Illinois, Wisconsin,
Minnesota, North Dakota, South Dakota, Ne-
braska, Iowa, Kansas and Missouri. Mr.
Wilken is a seasoned sales executive, having
been for some years district sales manager of
the California Packing Co. before joining the
Sleeper organization.

Sales Department

THE ZINKE CO.

1323 S. Michigan Ave.
Chicago, 11l

The ““Jewel Case”

Number 21
$45.00

A masterpiece in de-
sign, workmanship,
and acoustics.

“Just as if you were there! f

New Beauty---New Acoustics

“Velvef
Radio Speahers

The Spell of Radio Magic
Unbroken!

ERE is the Radio Sensation of years—
the Velvet “Jewel Case”, Its grace of

contour and quiet finish naturally blend in-
to the most tasteful surroundings and reproduction
is so complete and natural that you lend yourself to
the full enjoyment of the melody “‘just as if you were
there!”” Sales will reach enprecedented volume —for
the public wants it! Write or wire for dealer or job-
ber franchise quick!

Manufactured by

THE BORKMAN RADIO CORP.

S.le Lake City, Utah
Kalamazoo, Mich.

I

tE2

Number 9
The “Old Lantern”
Price $12.50
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Anélysis of the Radio Accessories Field

Growing Realization Among Retail Merchants That These Items
Will Bring in Considerable Revenue if Aggressively Exploited

There is evident throughout the talking
machine trade a growing interest in the radio
accessories field. Dealers are beginning to think
seriously of how best to merchandise acces-
sories in order to secure maximum turnover and
profit. While it is true that there are many
problems now facing the retail merchant in-
sofar as the accessories field is concerned, there
can be no doubt that these problems can be
smoothed over by intelligent merchandising,
bringing increased revenue to merchants.

In the last issue of The Talking Machine
World there appeared an analysis of the radio
accessories situation as it exists in the talking
machine store. Regardless of the individual
problems of the dealer, this analysis proved

In rich African ma-
hogany or American
walnut — beautiful !

TELETONE]|

Roadio Speaker

Teletone Corporation
of America

449-453 West 42nd Street
New York City

conclusively that there is a big market for ac-
cessories of all kinds, including loud speakers,
tubes, battery eliminators, batteries, voltmeters,
ammeters, hydrometers, chargers and other
miscellaneous products that may be classed as
radio accessories.

Big Accessories Sales

The result of this survey also showed that
while many talking machine dealers are making
a forceful bid for this business other dealers
look upon the accessories department merely as
a necessary evil. It is interesting to note that
where the merchant has given some thought
to the promotion of accessories sales business
has been of the most substantial character.
While it is true that the margin of profit on
most of these products is small and that the
profit per item is insignificant compared to the
revenue derived from the sale of an expensive
radio set or talking machine, the fact remains
that the volume sold makes up for this ap-
parently unsatisfactory condition. The point is
proved, as was shown last month, by the fact
that the gross volume of three dealers located
in three sections of New York City catering to
different classes of people did, respectively, a
gross semi-annual business in round nummbers
of $58,000, $26,000 and $8,000. These are
startling figures, and make one realize that the
multiplicity of sales of small items may be
worth while when there exists such a tremen-
dously large demand as the talking machine
dealer engaged in radio is enjoying to-day.

Analyzes Sales Possibilities

In connection with the radio accessories busi-
ness it is interesting to note that a paper was
reccently read by W. C. Rice, of the Rice-Wat-
ters Co., Seattle, Wash., before the Western
Music Trade Convention, entitled “Can a Music
Dealer Make Money Through the Sale of Radio
Accessories?” Because this paper deals with
some of the most important problems bearing
on this end of the business, and because it
demonstrates that there is a worth-while field,
once certain problems have been eliminated, it
is reproduced in part herewith:

“I'll bet that a lot of you retailers got a good
laugh when you read the title of this subject.
We all know that a dealer can sell radio ac-
cessories, if he will concentrate his efforts and
follow up his radio buyers through numerous
methods. One of the most important is keep-
ing in touch with the purchaser the same as
the dealer does in the selling of many of his
other lines. Now, in the phonograph depart-
ment, the dealer always tries to keep the new
issues of records before the phonograph owner,
knowing that it means a large increase in his
record department. That, of course, is no more
important than the radio accessory department.
By keeping in touch with vour radio owner you
are bound to get a certain volume of battery,
tube and other accessory business.

Building Battery Sales

“We all know the necessity of the proper
voltage of ‘B’ batteries, if the owner happens
to buy ‘B’ dry batteries we know that they are
at their best the first day they are used and be-
gin to lose their strength from then on. When
the set is sold the foundation for future sales
should be laid. Never overestimate the life of
batteries. The custoner should be told that the
ordinary ‘B’ battery will need replacement in
the course of two and one-half to four months
when used on the average five-tube set. Of
course there are exceptions; some people are
able to use their batteries for a much longer
period, but if your set is sold right you relieve
vourself of a lot of future grief and make a
number of sales that you would not otherwise
make. At the time of the original sale of the

set give your customer your advice about the
purchase of ‘B’ wet batteries, of ‘B’ eliminator,
etc., and if he does not see his way clear to
a purchase of that nature at that time you have
planted a seed that will grow and make a future
sale very easy.
Profits in Chargers, Speakers, Etc.

“Always try to sell a charger with your origi-
nal sale; you can easily show your customer
the advisability of keeping the ‘A’ battery to
the desired voltage. It will not be a hard sale
if he is shown that he will automatically pay
out the price of a good charger in the course
of a very few months at some battery station
and have nothing to show for his money if he
does not have it included in his contract.

“When a small loud speaker is sold with a
set always try to show the superior quality of
tone from the better speakers and the chances
are that your buyer will be back in a very short
time and buy the better speaker.

Strong Sales Promotion Needed

“Now I believe that the music dealer, if he
will put real effort behind the radio accessory
department, keeping it constantly before his
customers, with attractive window displays, let-
ters to his customers, newspaper advertising,
etc., and that if the manufacturer will ar-
range for the right kind of discounts; and if
the distributor will stop retailing at wholesale
prices and only wholesale to the legitimate re-
tail stores, cutting down the retail outlets to
something within reason, then I think that it is
possible for the music dealer to make a net
profit on radio accessories.”

Thomas Goggin & Bros.
Get Columbia Viva-Tonal

Sax  Axtoxio, Tex., September 4.—Thomas
Goggin & Bros., one of the oldest music houses
in Texas, having been established in 1866,
recently secured the agency for the new Colum-
bia Viva-Tonal line of phonographs. This
establishment is under the management of
Thomas Goggin and Tom Logan, and W. E.
Parker has direct supervision over the phono-
graph department. Miss Elfreda Rummel is in
charge of records sales and she reports a ready
response and good sales of the New Process
Columbia records.

Herbert Weil, Jr., Elected

Secretary and Treasurer

The many friends of Herbert Weil, Jr., were
interested to learn of his election as secretary
and treasurer of the Herbert-John Corp., New
York, distributor of radio products. An ex-
tensive sales campaign for this season’s busi-
ness has alreadv been inaugurated by the Her-
bert-John Corp. and the sales force has been
augmented. Herbert Weil, Sr., president of the
organization, stated to The World that he is
looking forward to a very satisfactory year.

Pathephones in Demand

StockToN, Cat., September 4—The Peffer Music
Co. reports an increasing demand for the new
Pathephonic phonographs, known as the Pathe-
phone. The introductory sale of these new in-
struments was most successful and increased
the store’s volume of August business consider-
ably over that of former years.

The Smith-Carroll Co., talking machine dealer,
recently supplied the Herald Model Home,
I.exington, Ky., with 2 Brunswick Panatrope.
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The New Balkite Charger

MODEL J. Has two charging rates. A
low trickle charge rate and a high rate
for rapid charging and heavy duty use.
Can thus be used either as a trickle or
as a high rate charger and combines
theiradvantages. Noiseless. Large
watercapacity. Visible electrolytelevel.
Rates: with 6-volt battery, 2.5 and .5
amperes; with'4.volt battery, .8 and .2
amperes. Specialmodelfor 2 5-40c¢ycles.
Price $19.50. West of Rockies $20.
(In Canada $27.50.)

Balkite Trickle Charger

MODEL K. With 6.volt ““A”’ batteries
can be left on continuous or trickle
charge, thus automatically keeping the
batteryat full 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 chargerifaresistanceisadded.
Charging rate about .5 amperes. Over
200,000 in use., Price $10. West of
Rockies $10.50. (In Canada, $15.)

A New Balkite‘“B” at §27.50

Balkite *‘B’’ eliminates ‘B’ batteries
and supplies‘*B’’ current from thelight
socket. Noiseless. Permanent. Em-
ploysnotubes and requires no replace-
ments. Three new models. The new
popular priced Balkite “B"-\W at
$27.50 for sets of 5 tubes or less re-
quiring 67 to 90 volts. Balkite *‘B"-X,
for sets of 8 tubes or less; capacity
30 milliamperes at 135 volts—$42.
Balkite*“B’’.Y, for any radio set; capac-
ity 40 milliamperes at 150 volts—$69.
(In Canada*B”’-W $39;“B”.X $59.50;
“B”-Y $96.)

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 filamentswitch on your set. Entire-
ly automatic in operation. Can be put
either near the setor in a remote loca-
tion. Will serve any set now using
either 4 or 6-volt ‘'A’’ batteries andre-
quiring not more than 30 milliamperes
at 135 volts of “B’’ current—practically
all sets of up to 8 tubes. Price $59.50.
(In Canada $83.)

All Balkite Radio Power Units
operate from 110-120 volis AC
current with models for both
60 and 50 cycles.

“—
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and advanced line

ever offered by
Balkite

The new line of Balkite Radio Power Units for 19026-7 is
the most comprehensive ever offered. It is a complete line to
take care of the power requirements of practically every stand-
ard radio set on the market.

It is also the most advanced line Balkite has ever offered.
It is a line that furnishes radio power from the light socket.
In each of its three fields—battery charging, “B” power sup-
ply, and complete power supply for both circuits—it offers
units with such marked and obvious advantages as to make
Balkite outstanding in the field. In each field it offers ad-
vanced features of operation and convenience that are to be
secured in no other device.

While the line is all-inclusive, it is a very simple line lim-
ited to very few models, probably the smallest number of
models offered by any prominent radio manufacturer. This
means a line on which the jobber and dealer can easily con-
centrate his sales effort. It means a fast-moving line with
rapid turnover and short shelf-life.

And while Balkite is the most advanced line of radio
power units on the market it contains no experiments of any
sort. All the new Balkite Units are based on the same suc-
cessful principle that Balkite has so thoroughly and success-
fully demonstrated in the past. As usual, all are noiseless in
operation. They have no tubes. They are permanent pieces
of equipment. Even the new Balkite Charger and the Balkite
Combination are merely combinations of the best selling
Balkite Units of past years. The result is a line which, as
has always been the case in past years, will be trouble-free
with clean profit to the jobber and dealer. Get your share of
Balkite profits.

FANSTEEL PRODUCTS CO., Inc., North Chicago, IlI.

FANSTEEL

Balkite

‘Radio Power Units

>

‘The most comprehensive
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G%ORE Farrand Speak-
ers sold last season
than all other licensed
cone speakers combined !

1 Farrand Speaker
SENIOR

(17-inch cone)

Featuring a new driving unit
and walnut-laminated wood
cone—with its price unchang-
ed a greater “buy” than ever.

$32.50

Mustrated below—

Farrand POWER
Speaker

(36-inch cone)

A de luxe size Farrand Speaker
capable of reproducing the full
volume of an orchestra. Pedestal

Model (illustrated) —

$79.50

WALL MODEL $65-00

gt

Farrand Speaker
JUNIOR ~

(14-inch cone)

Radios’ greatest speaker value
—a smaller edition of the
Farrand Senior and its only
rival in performance.

$16.50

Farran

Radio
Products
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you afford not to be
a Farvand dealer ?

All Prices
slightly
higher

Waest of Rockies

FARRAND
“B” ELIMINATOR

NO PRODUCT in the annals of
radio retailing offers greater sales
possibilities than the Farrand
Speaker—no product assures
quicker turnover and profit!

LAST SEASON, despite a trebled
production capacity, there were
never enough to go ’round. This
season, still further increased fa
cilities insure delivery to all.

THE FARRAND FRANCHISE
not only means profit, but pro-
tection — proven territorial and
price protection that has won the
confidence and endorsement of
retailers the country over.

PRICE MAINTENANCE, un-

paralleled in radio retailing, has

identified the Farrand Speaker
from its first appearance on the
market. Farrand dealers know
they can get full price without
fear of price-cutting competition.

THREE NEW Farrand Products
this season—Power Speaker, “B”
Eliminator, and combined “B”
Eliminator and Power Amplifier
—give a threefold additional value

. to the Farrand Franchise.

FOUR WORDS tell the story of
Farrand consumer acceptance—
“The Ear Says Buy!” Quality of
performance — outstanding supe-
riority —make Farrand sales
merely a matter of demonstration.

Don’t wait. Apply for your Farrand Franchise NOW. There is a
Farrand Distributor near you. Get in touch with him At Once!

FARRAND MANUFACTURING COMPANY, Inc.

Thompson Avenue at Court Street

A heavy-duty
eliminator of
new high-vol-
tage capacity

$48:50

without tube

Long Island City, N. Y.

Delivers 400
volts of “B”
power

$62.50

without tubes

FARRAND “B” ELIMINATOR
combined with POWER AMPLIFIER
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Profit Winning Sales Wrinkles

Indications Point to New Record OQutlets This Fall—Offsetting Opinion That Good Location
Means Higher Prices—Unique Window Display Sells Okeh Record for Wm. Gillespie
—Rosenbaum Co. Emphasizes Record Service—Other Stunts That Help Sales

The dealer who is failing to push his record
sales to the limit is neglecting a sure. steady
and growing source of revenue, if present indi-
cations count for aught. Repair stores report
that the number of instruments brought in for
repairs are growing at a great rate and many
dealers state that numbers of customers for
records of big hits such as “Valencia” say that
the record is the first they have bought in many
months, or, in some cases, years. These new
outlets, or rather outlets which have been
stagnant for a long period, indicate that interest
1s constantly reviving in the talking machine,
and record sales will even mount above the fine
figure which thev have attained during the past
six months or more. It behooves the dealer to
pay some attention to the long-neglected record
department if he is to share in the cash profits
that record sales bring.

Makes Public Store Policy
There are many people who have the firm
conviction that a store located on a street or
avenue in the center of a high-class shopping
district raises the price of an article to corre-
spond to the increased overhead which the loca-
tion brings. To offset this opinion, the Landay
store of Fifth avenue, New York, displays in
the front of its main show window an attrac-
tively printed scroll, reading: ‘“Whether on
Fifth avenue or on Sixth avenue, whether in
town or out of town, the same prices prevail in
every Landay store.”

A “Live” Record Window

The policy of selecting one record from a list
and pushing that record strongly by means of
window displays has many times brought deal-
ers large profits. Particularly is this true when
the title of the record is such that it can be
adapted to an unusual window display. An in-
stance of this is the experience of the Radio
Phonograph Shop, Jacksonville, Fla., of which
William C. Gillespie is proprietor, which re-
cently pushed the OKeh record, “Black Snake
Blues,” sung by Victoria Spivey. This store
installed a window display consisting of a box

in which six snakes were enclosed. The snakes
he bought at ten cents apiece, screen wire cost
ten cents and he used; a box which was on
kand, so that all in all the display cost ninety
cents. Nevertheless some 1,500 people were
stopped by the unusual display and the initial
healthy order of this number was sold out
“clean.” The demand continued and the display
was kept in the window with unvarying good

[,
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The “Black Snake Blues” Window
results. Mr. Gillespie expressed the results of
the window, saying, “l hope to tell vou, there
were very few, if any, who packed this store,
who didn’t fall for this number like a trout
grabbing a full-sized shrimp.”

Sells Public on Its Service

The Rosenbaum Co., of Pittsburgh, Pa., be-
lieves in service and loses no opportunity of
bringing home to the large number of custom-
ers and the general public that the concern
specializes in satisfyving its clients. Direct mail
has been found most effective by this concern
in bringing before its large clientele and pros-

pects the products featured in the talking
machine department. Recently in all letters
and other publicity sent out by the talking

machine department a pamphlet was enclosed
bearing the illuminating heading: “Rosenbaum
Phonograph Record Service Means—." Beneath

WESTON“Pin-Jack”Voltmeter with HIGH RANGE STAND

R;ar showing adjust-
in terminals. R
able p rmina Dial showing double
scale for filament
and battery voltages.

/o
=

————

Plugging  Pin-Jack Testing “B** Battery
Voltmeter into Migh with the Pin-Jack
Range Stand for bat- Voltmeter and High
tery testing. Range Stand.

Weston Electrical Instrument Corporation :

STANDARD._THE WARLD.AVER

WESION

Fioneers since /888

For Dealer Profits

TWO instruments in one, this new Weston combination
1s a “Pin-Jack” Voltmeter for plugging into filament Pin-
Jacks on the radio panel for measuring filament voltages
—and a High Range Stand into which the Voltmeter is
plugged for battery testing. It gives you, the dealer,
alert servicing overhead on all sets you sell, and be-
sides a profit on each instrument. It gives your cus-
tomer tube economy, shows him the condition of
his batteries and makes him a satisfied, consistent
buyer of your goods.
complete dealer information.

T Write or wire at once for

190 Weston Avenue, Newark, N. J.

this was a message that emphasized the Rosen-
baum service, pointing out that the department
stocked the latest popular hits as soon as they
were released, new records were received each
week, the stock of both popular and classic
numbers is always complete, the organization is
composed of intelligent sales people, sound-
proof hearing rooms for use of customers and
the store makes prompt delivery of all pur-
chases. The pamphlet also stated that phone
and mail orders are welcome. This sort of
publicity has been exceedingly effective in build-
ing up the tremedously large talking machine,
record and radio business that the firm enjoys.
Sell the public on the service you give and the
price cutters and other concerns whose methods
might be classed as shady competition will have
little opportunity of undermining vour business.

Theatre Tie-ups Pay
Within the past six months or so the prac-
tice of dealers co-operating with local theatres
in supplying talking machines and records as an
added attraction to the regular theatre program
has become more and more widespread. The
introduction of the new tvpe instruments was
chiefly responsible for the added interest in this
type of exploitation, but dealers secured such
good results that many of them are keeping up
the work, linking up the instrument through the
showing of some moving picture, the title of
which is similar to that of a record release. An
example of such work was recently demon-
strated in Brooklyn, N. Y., where the Namm
store installed a talking machine in the lobby
of Loew’s Metropolitan Theatre for the week
preceding the showing of “The Dream Waltz”
and during the week of the showing of the film.
The Strauss waltz, “The Blue Danube,” was
played constantly and signs on the sides of the
platform upon which the instrument reposed
told briefly of the instrument and of the fact
that it was loaned by the Namm store.

A Sales Building Card

One of the methods used by the A. H. Mayers

music stores in New York City to stimulate

radio receiver sales has been the sending out of

the following cards to its mailing lists, which
number over 20,000 people.

FREE RADIO INSTALLATION CARD

To Sales Manager of A. H. Mayers' Stores:
- This card entitles
Mr.

Address . ooiiiin i it i i,
To Free Radio Installation, Plus Your Most Courteous

Service.
A. H. Mayers.
Present This Card \With Your Purchase

A large number of sales have resulted from
this stunt, as the idea of receiving something
free i1 conjunction with the buying of a radio
set has a decided appeal.

Pushing One Record
An interesting window display of effective
simplicity and of reasonable cost attracted
crowds when shown at the Luscher Bros. Music
Store, New York, and was responsible for the
sale of many records of “My Dream of the Big
Parade.” The display was built about a flutter-
ing American flag. A telescopic view of the flag
was had through three walls of beaver board
painted red, white and blue, placed about a foot
from each other. An uneven cut-out in the
center of each wall about two and a half feet in
diameter permitted the observer to view the
flag, which was kept constantly in motion®
through the use of an electric fan, which was
invisible to the passers-by. On each side of the
front of the display was attached a record of
the selection and the title “My Dream of the
Big Parade” was lettered at the foot of the
board. The entire cost of the display was in
the neighborhood of five dollars and it can be
used over and over again by simply painting
over the title of the song and with some other
object substituted for the flag.

The Melodee Music Shop recently opened at
Vallev City, N. D. A complete line of musical
instruments and radio equipment is carried.
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Model 35, six-tube ONE Dial receiver, less tubes
and batteries, but witb battery cable, $70.00

o wonNDER Atwater Kent dealers are jubilant
N over the Fall and Winter sales outlook. See
what s/ey see!

The sales policy: So satisfactory last year that it
stands pat for 1926-1927, without the change of
a comma.
The line: Four Receiving Sets. Five, six or seven
tubes. Genuine One Dial operation, without aux-
iliary devices; or three dials for those who prefer.
Tone, selectivity and range of all models again im-
proved by Atwater Kent engineering. These sets
will sell easily and stay sold—the Atwater Kent way.
Three Radio Speaker models. One ofthem offers
a new decorative note—duo-tone
color.
The prices: Receivers from £60 to
$140, including battery cable attached

) i Time, through:
to each set. Radio Speakers, designed

WEAF . . New York

to bring outthe bestin Atwater Kent wem.... Boston
. . wsal . . Cincinnati
Receivers, from $16 to $23. A price "~ Weashington

for every customer. e R

ATWATER KENT
4725 Wissahickon Ave.

1920-

Policy, line, prices, advertising—are rig/it

EVERY SUNDAY EVENING
The Atwater Kent Radio Artists bring
you their summer program at 9:1§ Eastern

Daylight Time, 8:15 Central Daylight

. Minneapolis-St. Paul

Write for illustrated booblet 1elling the complete story of Atwater Kemt Radio
MANUFACTURING COMPANY
A Arwater Kent, Pres.

Tt

£
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The advertising: Radio’s greatest campaign.
Fifty-one consumer magazines with 20,347,533
circulation. A/ kinds of magazines—general, wom-
en’s, boys’, farmers’ —monthlies and weeklies.
Many back covers, many pages in color. A list of
newspapers with 18,000,000 circulation. Posters on
4,358 billboards in and around 199 cities with a
population of nearly 40,000,000. A profusion of
new dealer helps—new window and counter dis-
plays, stuffers, and a mail campaign going direct
to prospects from the dealers’ stores, bearing the
dealers’ own names.

And the Atwater Kent Radio Hour: a powerful
goodwill builder for dealers — Radio’s
finest program, broadcast weeklyover
a far-flung network, with special con-
certs in cities outside the weaF chain

xsp. . . St. Louis Of stations.

WoR . . . Buffalo That’s the lineup as the whistle
wwy, .. Detroir ¢
s o (i blows. No wonder Atwater Kentdeal-

ers are jubilant. Who wouldn’t be?

Philadelphia, Pa.

Mode! 30, six-tube ONE
Dial receiver. Less tubes
and batteries, but witb
battery cable, $85.00

recciver.

Mode! L Speaker, $140.00

dark brown crystal-
line finish, $16.00

Model 32, seven-tube ONE Dial

Less tubes and bat-
teries, but with battery cable,

Prices slightly higher west of the Rockies and in Canada

Model 20 Compact, five-
tube Tbrec Dial receiver.
Lesstubesandbatteries,but
with battery cable, 360.c0

Model H Speaker,
dark brown erystale
line finisb, 321.¢
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Halloween Tie-Ups Created Radio Sales

Dealers Can Increase Sales in Radio Departments by Intelligent
Tie-ups With Forthcoming Holidays— Some Concrete Examples

One of the metropolitan newspapers recently
said, editorially: “Radio as a craze or fad is
over, but more people are buying radio sets
than ever before.” Radio has become standard-
ized and people are having it installed just as
they would a telephone or a phonograph, for the
pleasure and convenience it offers. In traveling
over the country this Summer I was more than
ever impressed with the truth of this statement.
In hundreds, literally thousands, of homes there
are now radio sets whose owners know no more
about the construction of same than they do
about the mechanism of their telephone. This

Rockford

Hardware

The newest and best for
your every requirement
is included in the Rock-
ford Line of Hardware.
A complete line—more
than 300 items for pi-
anos, phonographs and
radio cabinets. For bet-
tering cabinet work and
cutting cost use Rock-
ford Hardware. Write to-
day for samples of items
you use, and catalog.

National fock Co..
Rockford, JII.
U.S. A,
Cable Address— Natlock

Branch Sales Offices:

Chicago, Ill. Indianapolis, Ind.
Cincinnati, Ohio Jamestown, N.Y.
Detroit, Mich. LosAngeles,Calif,
Evansville, Ind. Milwaukee, Wis,

GrandRapids,Mich, Seattle, Wash.
High Point, N. C, Sheboygan, Wis.

St. Louis, Mo.

By W. B. Stoddard

is particularly true of women—who buy a radio
set as they would a player-piano and when any-
thing goes wrong expect a skilled mechanic
from the firm from which they purchased to
come and repair it, just as he would their pho-
nograph. Dealers should recognize this fact
and conduct a special sales campaign for the
benefit of this large class, ignoring altogether
the radio parts, but selling their customers a
new and delightful form of entertainment.

Just as phonographs are pushed for party
entertainments radio should now be featured.
The music companies themselves have seen the
light and have been among the first to advertise
the musical side of it.

Effective Halloween Publicity

Halloween is an excellent time to call these
radio sets to the attention of the public, for in
the lull of the games the voices snatched from
the air will harmonize perfectly with the spooky
atmosphere which characterizes All Saints’ Eve.
An excellent example of Halloween publicity
was that of the Hancock Music Co. whose ad
showed at the top a party listening to the
strains of music on the radio, while outside
could be seen witches, goblins, black cats, owls
and bats. In a compact paragraph in the center,
surrounded by plenty of white space, they made
the following suggestion:

New Way to Spend Halloween Eve

Last year and for a number of years preceding perhaps,
you attended a Halloween party and were amused by the
games and sports of the past. This year make it

A Radio Halloween
and let a sparkling and amusing Halloween program
entertain you and your guests.

In order to visualize this new type of enter-
tainment they arranged a window which showed
an entire room set for a Halloween party. The
walls were black and two long French windows
were hung with curtains of orange silk
Through these windows could be seen a sweep
of murky sky, with a yellow moon struggling
through the clouds, black tree branches, a fence
on which were black cats with bristling tails,
and a witch on her broom. Betiveen the win-
dows was a tall mantel with a cheerful fire in
the grate, and overhead orange letters fastened
to the wall to form the word “Radiolas.” On
a table was a Radiola set, while another was
shown on the floor, both being tied with orange
ribbons. A big floor lamp had a black and
orange shade and the room was illumined with
an orange glow.

“Make It a Radio Halloween”

The Wiley B. Allen Co., Los Angeles, called
instant attention to its radio sets with a rather
striking ad:

Make It a Radio Halloween

“Sorry, madam, but our musicians are all engaged for
Halloween!”

Your plans are all made. Invitations are out. Pumpkin
lanterns all made. Even the wax 1is ready to slick up
the floor for the Halloween dance. Then the bottom
drops out. The Musical Exchange is out of musicians.
Was there ever a worse calamity? A Halloween party
without music! That’s where

A Radio Is Worth Its Weight in Gold

It places the nation’s best dance orchestras at your
command — and singers, musicians, entertainers — artists
you wouldn’t dream of hiring.

You Can Get One in Time for the
Halloween Party

The window backing up the printed ad had
walls of yellow upon which were strips of
orange and black paper, while a large orange
half-moon had appliqued to it two black cats
with green eyes. A tripod was formed of gnarled
branches, from which hung a grinning jack
o’lantern, while strips of orange and black
paper ran to the four cormers of the window.
Long strips of orange paper, upon which were
black owls, were laid across the floor, while

paper hats, horns and bells, to give a carnival

atmosphere, were strewn about. On a gilded
easel was an orange card lettered in black, with
a black witch in the corner, saying: “For a
Merry Halloween Party.” Two radio sets,
upon one of which perched a black cat and on
the other an owl, were shown at each side of
the window.
Phonograph-Radio Halloween Tie-up

The Phonograph & Radio Shop, of Oakland,
Cal,, combined the two as features for Hallow-
een entertainment in its large window. The
black wall was hung with waterfalls of orange
paper and in the center of the display was the
cut-out figure of a witch four feet high, with
long, skinny fingers, pointing to a phonograph
on one side and a radio set on the other. A

big orange card overhead had printed in black:
WITCH
Radio or Phonograph?

In front of the witch was a big black cauldron,
on which was painted in white “Come and we
will demonstrate both.” Cardboard pumpkins
were set about and dance records were strewn
over the floor.

How Hobrechts Tied Up With the Holiday

Hobrechts, Sacramento, Cal., had on the wall
cards of gray and orange on which were painted
black cats. A lamp with orange parchment
shade had long streamers of black, and twisted
streamers of orange and black paper extending
to the four corners of the room. In one corner
was a palm, and on a raised platform were two
radio sets. Beside one of the sets was a loud
speaker, with a black cat in the mouth of the
horn. Standing behind the radio was a little
fellow in carnival costume of black, white and
orange, bearing a card suggesting “Entertain
Your Halloween Guests With Radio.” Several
other radio sets were placed on the floor close
to the glass, where they could be examined at
close range.

Effort of Persistent Sales
Promotion Is Cumulative

Here is a little true story with a moral. A
certain dealer spent a year in building up a
record business. He advertised and utilized all
the other methods of publicity and sales pro-
motion which experience had taught him would
bring his record department up to a profitable
basis. However, progress was slow and in
two years, because of keen competition, the de-
partment was not making the money he thought
it should. He determined to close out the
record branch of his business, and accordingly
he sold it to a dealer a block away, the clerk
who had been connected with the record end of
the business from the beginning changing posi-
tions and remaining with the record department.
Two months after the department was sold busi-
ness suddenly commenced to pick up and
every month since a gain of 200 per cent to
400 per cent in record business over the same
period the preceding year, when the first dealer
was still the owner, has been enjoyed, accord-
ing to the sales clerk. The first dealer had sold
his record department just when the cumulative
effect of his persistent promotion methods were
about to return him a handsome profit.

Columbia Ad Creates Sales

Large advertisements in the Chicago De-
fender and the Baltimore Afro-Defender of the
Columbia race record “Whip It to a Jelly,” sung
by Clara Smith, resulted in unusual sales of this
recording.
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VALLEY FORGE

% AVE you noticed how
easily a “Valley Forge”

main spring glides into the

spring cup? Due, of course, to
the double polishing process to

The Valphonic is be- which all Valley Forge springs
coming a by-word in the .

phonograph trade. It is are now subiected. A new
being used in preference s .

to many high-priced re- treatment that has been 1m-
producers, because of its

i s lenansss of topg, mediately recognized as a vast
and volume. It is amaz- p o

ing how near it comes to . . _
o e improvement. Convince your
Retail price $5.00 in an-

tique finish. Self!

J. A. FISCHER COMPANY

The Home of Valley Forge

730 Market Street,
Philadelphia, U. S. A.
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Radio Mfrs. Association
Opposes Czar Appointment

Decides Against Having “Czar” of Radio In-
dustry—Against “Chaotic Conditions”’—Dis-
approves International Radio Week

Caicaco, ItL., September 4.—At a meeting of
the Board of Directors of the Radio Manufac-
turers’ Association, held last month in Cleve-
land, O., a number of important subjects were
discussed and voted upon. One of the most im-
portant was a proposal that a “czar” be ap-
pointed for the radio industry. A definite “no”
was the answer of the association to this sug-
gestion.

A. T. Haugh, president of the association
characterized reports of chaos in broadcasting
as the work of publicity seekers and expressed
the opinion that the situation is well in hand.
On this subject, the Board of Directors issued
the following statement:

“The association, which is representative of
the leading manufacturers of radio apparatus in
the United States, believes that the future of the
radio industry is entirely in the hands of the
listening public. Recent attempts to gain pub-
licity by scarehead articles regarding ‘chaotic
conditions’ are wholly unwarranted.

“There is only one thing in which the listen-
ing public is interested, and that is what they
get over the air.

“Reports reaching the National Association
of Broadcasters show that, while a few sta-
tions may have jumped their wave length or
changed their power, the effect on the listening
public has not been noticeable, nor has it made
any material change in receiving conditions or
in the worth of radio to the listener.

“Practically all the stations have agreed to
stay put until such time as suitable regulation
has been provided.”

The meeting also voted disapproval of Inter-
national Radio Week. The association, it was
explained, will no longer sponsor or support
the overseas radio tests, because of poor re-
sults. As one member stated: “It was felt that
the tests have done more harm than good in
leading radio set owners to expect too much of
their sets and too much of the broadcasters.”

Stevens Booklet Stresses
Seamless Burtex Diaphragm

Special Exclusive Feature of Stevens Speakers
Is Described in Attractive Booklet, Which
Contains Interesting Information

An attractive booklet, designed for distribu-
tion to the public, has been prepared by Stevens
& Co., Inc, New York, and is now available
to all dealers handling the Stevens line of radio
speakers, with the dealer’s imprint thereon if
desired. The booklet is artistically illustrated in
color, and describes the various models in de-
tail, stressing particularly their unique tone
quality, which it is stated is made possible
by the seamless Burtex diaphragm, an exclusive
Stevens feature, and a specially designed bal-
anced armature unit.

Helpful hints are given in the booklet on the
best method of obtaining most satisfactory re-
sults from Stevens speakers, including proper
connections to the receiving set. The booklet
points out that if tubes and batteries are in
good condition there is nothing to prevent the
utmost radio enjoyment when the Stevens
speaker is nsed in connection with a good set.

Photoradiogram Message
Sent Pacific Coast Show

A facsimile message of greeting from Gen.
J. G. Harbord, president of the Radio Corp. of
America, was transmitted to the sponsors of
the Third Annual Pacific Radio Exposition at
its opening at San Francisco on August 21-28.

This was the first public demonstration of the
photoradiogram system in the West, only com-
mercial pictures hawing previously been trans-
mitted.

Engineers of the Radio Corp. of America as
sembled receiving equipment which was placed
on public view at the Radio Show in San Fran-
cisco, thus permitting the spectators to witness
Gen. Harbord’s greeting actually spelling itself
out in dots and dashes. The demonstration
aroused wide interest, manifested by those pres-
ent when the message was received.

RCA Deal_en:s Use Sales Helps

RCA authorized dealers have used more than
14,000,000 pieces of sales helps so far this year,
according to the advertising department of the
Radio Corp. This includes catalogs, folders,
blotters, booklets, spccial Radiola III folders,
contest folders, motion picture slides and win-
dow trim material

R. C. Cameron Appointed
Sleeper Service Manager

Gordon C. Sleeper Announces Appointment of
Mr. Cameron to Important Post—Will Have
Charge of Service, Returns and Replacements

Robert C. Cameron has been promoted to
the important post of service manager of the
Sleeper Radio & Mfg. Corp., according to an
announcement by Gordon C. Sleeper, president.
Mr. Cameron, who has been with the Sleeper
organization for two years, gaining experience
in practically all departments of the business,
will have full responsibility for returns, service
and replacements at the home office, as well as
instruction of distributor’s service men.

Mr. Cameron is a practical radio engineer,
having graduated from Kentucky University.
He succeeds F. A. Klingenschmitt, who has re-
signed.

buyer.

608 S. Dearborn St.

Class “A” Attendance Quality Buyers

The one Big Exposition that 1s mak-
ing a strong drive in a direct mail cam-
paign to interest the quality dealer

ational Radio
Exposition

EXHIBITION HALL—HOTEL SHERMAN
Chicago, September 27th to October 2nd incl.

Likewise will all billboard, window
r card and newspaper advertising be de-
signed to appeal to the real quality '

Exhibits will contain the latest worth
while radio products that should be
shown to a class “A” audience.

Come and see what a radio show should
-~ be—No circus, vaudeville, or
freak stunts

A dignified exposition of radio for
fireside entertainment of home lovers.

For further particulars address

National Radio Exposition

Chicago, Ill.
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“I‘:Iegro Spirituals” Are Classics, States
Advertisement of Droop Music House

Advertisement Devoted Exclusively to ‘“Negro Spiritual” Recordings by Paul Robeson Gives
Interesting Information on This Type of Music and the High Plane it Occupies

In advertising records there is for the greater
part a certain set form used by dealers, and
when a piece of publicity, pertaining to records,
appears which differs from the usual run, it at-
tracts considerable attention. During the latter
part of last month there appeared in the Wash-
ington, D. C., newspapers an advertisement of
Droop’s Music House, which was distinctive and
a fine example of the highest class of adver-
tising. This advertisement was three columns
wide and ten and one-half inches deep and was
devoted entirely to recordings of "“Negro Spir-
ituals.” The feature of the ad was an editorial
bv E. H. Droop, which merits reprinting. It

reads:
Negro ‘“Spirituals”
In this announcement I desire to express what I feel

Mr. Edison Man:—

Never Say

“KAN'T,” «y “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 playing value
by thousands of dealers
and Jobbers for over
10 years.

Write for catalog of complete line

Reg. U. S. Pat. Off.

F. C. KENT CO.

irvington, N. J.

about this wonderful music of the Negro.

Many of these melodies are unquestionably of ancient
tribal origin and were brought to this country more than
300 years ago by those poor beings who, torn from their
homes, were sold into slavery. Hearing them, you will
find that many are expressive of deep sadness and suffer-
ing; rarely do they express worldly happiness or joy.

Added to and taken from as time went on, they grad-
ually became a fountain of hope and consolation—always
expressing the Negroes' faith in God and belief in im-
mortality.

The *“old” Negro of 50 to 100 years ago had a ‘“‘spiritual
complex’” that passes modern understanding; with all
honor, he clung reverently to “de word o’ God”’ as ex-
pounded to him by his spiritual advisers.

These “Negro Spirituals” will remain forever as

“Classics"

“tlood” that ever found lodgment
They are as soul-stirring as the cry

of the purest Negro
within our shores.
of Rachael.

I recommend these songs to all lovers of Emotional,
Uplifting, Spiritual Music.

E. H. Droop.

Adjoining this editorial appears a selection of
five recordings chosen as being characteristic of
the negro spiritual records, all recorded by Paul
Robeson, the foremost bass singer of the negro
race.

The point of the advertisement, that of ex-
plaining the proper plane of “spiritual” records
as occupying a place in the classical catalog, is
well brought out in the editorial by Mr. Droop.
Those music lovers with a proper appreciation
of music values have always ranked “spirituals”
in their proper position as classics, with a dis-
tinctive and everlasting appeal. Others, how-
cver, were apt to confuse this type of record
with the more widely known “race” record
which has a wide appeal but is asz different from
the “spiritual” as a jazz or “nut” song of the
present day is from an operatic selection ren-
dered by Caruso. The advertisement has there-
fore an educational value in addition to being a
sales stimulator.

Boudette Co. Plans National
Campaign on Loud Speakers

National Distribution Arranged for the Sono-
chorde Line of Speakers, Which Have Won
Popularity in New England Territory

Greatly enlarged space and manufacturing
facilities have now made it possible for the
Boudette Mig. Co., of this city, to offer its line
of loud speakers to radio fans all over the
country. Last year this company found its pro-
duction capacity so taxed that it was forced to
work on a twentv-four-hour basis and restrict
sales effort to New England. This sales handi-
cap did have one beneficial effect, it helped the
firm to carefully test out its product in a small
district and to work out a good co-operative
sales policy for the trade. With a reputation
firmly established in New England the company
has a rich background for its national cam-
paign for the coming season. Representative
jobbers all over the country have applied for
distribution rights in their territories, and many
franchises have already been granted to prom-
inent wholesalers.

Aside from the story told by the figures on
the balance sheet of this company, there is a
very romantic history behind the early struggles
of the organization. With limited floor space
and more limited financial support the Boudette
Co. was struggling three years ago for a foot-
hold in what was then a fast-moving but slip-
pery market for the new manufacturer. In
reality, the firm had but two assets, its loud
speaker unit design, and indomitable courage
in face of great odds. A few Boston jobbers
were interested in the speaker called the
Sonochorde loud speaker and sales grew from
actual demonstration and recommendation of

one radio fan to another rather than advertising,
because the budget for that purpose was prac-
tically zero. Last year the company applied its
unit, which has sixteen exclusive design features
to the cone type of loud speaker and results
were even more remarkable than with the horn
type. The sales response was instantaneous.

This year’s models of the Sonochorde cone
speakers contain the same reliable unit as last
year’s, but the physical
appearance has been
enhanced. One of the
most attractive designs
has the cone speaker
mounted and draped
on a piano lamp ped-
estal. Another model
i1s arranged for hang-
ing from the wall sim-

. et ilar to a picture or or-
Sonochorde Speaker namental shield.

To support its mass production and to ex-
pedite dealer sales the Boudette Co. will
launch a very thorough national advertising
campaign, using leading newspapers, radio fan
magazines and trade journals. Dealer helps in
the way of cards, circulars and signs are all
ready for distribution.

R. R. Records, Columbia

Dealer, in New Quarters

Texas Dealer Moves to Larger Store in An-
ticipation of Brisk Business—Displays Viva-
Tonal Models at Store Opening

DaLias, Tex,, September 3.—In anticipation of a
brisk Fall and Winter business in the new Viva-
tonal Columbia line and the other products car-

New Store of R. R, Records

ried by his establishment, R. R. Records, music
dealer, of Brownsville, Tex.,, moved to new and
larger quarters which had been especially pre-
pared for the housing of a retail music store.
The new store is one of the most attractive in
the State with solid mahogany fixtures through-
out. The opening day festivities were well at-
tended and an appropriate music program was
given. The feature of the opening, however,
was the introduction of the new Columbia line
of Viva-tonal phonographs.

In addition to the Brownsville store Mr.
Records conducts a store in Houston under the
name of the Records Music House. This estab-
lishment is under the management of A. S.
Margolius and he reports similar interest being
displayed in the Columbia line of phonographs.

Long Distance on One Tube

A world’s record in radio reception on a one-
tube set is claimed for Miss Jennie R. Miller, an
invalid radio enthusiast of Oswego, N. Y., who
states that she listened to station LOW, Buenos
Aires. Her record came to light in the an-
nual Miss Radio contest conducted by the Radio
World’s Fair to determine the champion femi-
nine radio fan. Miss Miller listens in during
the late hours of the night, and her radio log
is said to include 316 broadcasters, including
station 5NO, Newcastle, Eng.
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“More than pleased”

THE Metropolitan Music Co., in Minne- We have been more than pleased with the
apolis, Minn., sells most of the leading lines, results obtained and find it easy to sell this
including Steinway pianos, Victor Victrolas, excellent battery through your wonderful
Radiola and Stromberg-Carlson receiving advertising.” The Eveready line is a logical

sets, and, of course, one for every music es-
Eveready Radio Bat- T uesday might megs Eeeready Hour—=6) Po M) tablishment. Order a
teries. “About six Eastern Standard Time, through the following stock of Eveready

stations:

months ago,” Mr. J. Radio Batteries from

wWEAF-Neaww York wsAl=-Cincinnati

Long Writes, “\ve be gan wJjAR-Providence  wTAm=Cleveland your jobber.
o WEEI-Boston wwjy=Detroit
to 1nstall your Eveready WTAG-H orcester woN-Chicago Manufactured and guaranteed by
L bilt ‘B’ B wFI-Philadelphia ~ woc-Davenport NatiovarL Careox Co., Inc.
ayer 1 t attery “:GR—BIII"ﬁaIZ ; D :;\ﬁn}:leaiﬂolis Ne‘v York San FranciSCo
wit h R a d 10 1 a an d e b urzszo—s[ ool f *an Atlanta Chicago Kansas City
’ Canadian National Carbon Co., Limited
Stromberg-Carlson sets. Toronto, Ontario

eVERFADY

Radio Batteries

-they last longer
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Viva-Tonal at Store Door
Increases Record Sales

New York Columbia Dealer Introduces New
Instrument to Public Through Store Door
Playing and Many Sales Are Created

The Charles Bloomfield Music Store, New
York, Columbia dealer, found that in pushing
the New Process Columbia records and in intro-
ducing the new Columbia line of Viva-tonal
vhonographs, store-door playing with the new

Columbia Viva-tonal at Store Entrance
instrument proved an almost unbeatable method
of bringing the Viva-tonal to the attention of
the buying public. Immediately after receiving
stock of the Viva-tonal line Mr. Bloomfield
placed an instrument in the entrance to the
store and had a Columbia record play con-
stantly. As this entrance is several feet long
and is lined with window space the record could
be heard a great distance, the long narrow
cntrance serving somewhat as an amplifying
horn of large proportion.

The result was an immediate interest in the
Viva-tonal instrument, with many sales being
made. Record sales also increased as a direct
vesult of the demonstration.

Radio Corp. Prepares
Dealer Mail Campaign

Direct Mail Campaign Consisting of Letters,
Cards and Folders in Six Mailings to Prepare
Way for Demonstrations of Receivers

Details of an exhaustive direct mail cam-
paign, localized and built around the RCA
authorized dealer’s store, has been announced
by the Radio Corp. of America. [t is called the
Fifty-Fifty Direct Mail Campaign because the
cost is shared by the Radio Corp. and its deal-
ers. The campaign comprises Ictters, cards and
folders in six distinctive mailings, and is de-
signed to pave the way for the dealer’s sales-
man, who should make a demonstration call at
the home of the prospect after the last piece
has been mailed.

Broadsides in color have been mailed to all
RCA authorized dealers, containing full details
of the campaign. It is explained that the mail-
ings are prepared by the Radio Corp., ready for
the mail boxes, imprinted with the dealer’s firm
name and street address, addressed to the pros-
pects furnished by the dealer, with postage
stamps affixed. All that is left for the dealer
to do is to deposit each mailing in the post
office. The mail includes a return prospect card
for the salesman’s follow-up and reports.

This direct mail campaign is declared to be
the most comprehensive ever undertaken in
the radio industry, and the Radio Corp. is urg-
ing every one of its authorized dealers to take
full advantage of this sales building opportunity
at minimum cost.

Pleasing Sound Phonograph
Co. Makes Special Offer

A large assortment of phonograph main
springs and other equipment is being offered
to the trade at a special price by the Pleasing
Sonnd Phonograph Co. of New York City. In
making this announcement, Isadore Pascal,
president of the company, stated that the
springs are ‘made of the highest quality tem-
pered steel, accurately gauged and properly
oiled. Complete details of the entire line of
phonograph equipment are advertised elsewhere
in this issue of The World.

For the past eight years the Pleasing Sound
Phonograph Co. has specialized in handling ob-
solete and discontinued parts, which are difficult
to obtain, thus rendering a real service.

Full-size Cone, 17 inches—
made of the Finest Materials
money can buy.

Expensive wooden box packing, no
breakage — Full 5-foot cord —ex-
clusive direct-drive Unit, adjustable
—Generous Discounts.

More Tower cones have been
sold since March 2lst than any
other make during same period.

Write us for your distributor’s name.

TOWER MFG. CORP., Boston, Mass.

Miguel V. Varell, Columbia

So. American Representative

Has Had Many Years’ Experience in Talking
Machine and Import and Export Fields—Will
Make Headquarters at Buenos Aires

The Columbia Phonograph Co., Inc., New
York, has just appointed Miguel V. Varell to the
important post of representative for South
America. Mr. Varell is well qualified for the
arduous duties of managing and developing this
vast and important territory, having had experi-
ence in the phonograph and phonograph record
business extending over a period of more than
twenty years in the United States and foreign
countries. During this time he has held a
number of important executive positions, among
them that of manager and vice-president of the
American Odeon Corp. of New York. For a
number of years Mr. Varell was associated with

Miguel V. Varell
the Carl Lindstroem, A. G., Berlin, as their

foreign representative. Mr, Varell's long ex-
perience in the general export and import field,
his wide acquaintanceship, and broad knowl-
edge of conditions peculiar to South America,
indicate that Columbia is especially fortunate in
securing at this time the services of a man
who can assist so materially in forwarding the
ambitious export program now being launched
by the Columbia Phonograph Co. Inc. Mr.
Varell has spent many years in residence in
South America. He speaks five languages and
understands, as do few men, how to select a
repertoire of records, both native and imported,
that will have a popular appea! in the different
South American countries. Mr. Varell will
make his headquarters in Buenos Aires, capital
of the Argentine.

Akradyne 80, New Radio
Set, Now on the Market

A new model receiving set, called the Akra-
dyne 80, manufactured under the Neutrodyne
patents, will shortly be placed on the market
by the Akradyne Radio Corp.,, of New York.
The set operates with six tubes and is so
constructed that the latest type power tube will
properly function in the last audio stage. A
battery cable for convenience in making con-
nections is standard equipment with each ser.
Alfred Bloom, head of the organization, claims
exceptional volume for this receiver, with an
entire absence of distortion and a reduction of
so-called static disturbances to a minimum. Mr.
Bloom also claims that microphonic noises have
been eliminated in the operation of this set.
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VERY Flyer Motor, just before it is shipped,
must pass the listening test. The motor is
placed on a delicate sounding cabinet which mag-
rifies all sound far more than would be the case
in actual use. Then the motor is started and a
trained inspector listens. If there is the slightest
vibration or jar, the motor is discarded. If it pass-
es, the motor is taken to another room and an-
other inspector puts it through the same test.

Flyer Motors can pass such rigid inspections
because every single part is made and fitted as
precisely as in a fine watch. The result is a per-
fectly balanced motor that stands up under every
kind of use, satisfies the buyer, and stays
sold. Experienced dealers insist on Flyer-
equipped portable phonographs and in-
sure themselves against returns, com-
plaints, delayed payments and losses.

THE TALKING MACHINE WORLD

because

HE Flyer Motor is as per-

fected a mechanism as a
fine watch. The noise you
hear in many phonograph
motors is caused by the grind-
ing and wearing of poorly
matched parts. There can be
no such faults in a Flyer Motor.
Every part must pass severe
inspections for precision. Tol-
erances are held to half a
thousandth of aninch. Asthe
motor moves along the as-
sembly line every part is again
tested for its perfect match and
fit. Inspections guarantee that
nothingbutaperfected partcan
find its way into a Flyer Motor.
The result is a silent, durable,
sturdy motor that will give
years of satisfactory service—
a safe motor for you to sell.

31

ENERAL INDUSTRIES CO.

ELYRIA, OHIO
Formerly named The General Phonograph Mfg. Co.

Makers of Precision Products for a Quarter of a Century
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How Texas Firm Keeps Collections on Par

S. Knowlton, Manager of the Credit Department of San Antonio
Music Co., Outlines Collection Methods He Has Found Successful

While it has been readily admitted that the
sales organization of any firm in a great meas-
ure will determine the success and progress of
the business, it must be remembered that a sale
is not complete and the dealer does not get his
profit until the product which has been pur-
chased has been completely paid for and the
customer satisfied. For this reason on the effec-
tiveness of the collection department depends, in
a large measure, the success of the dealer.

In San Antonio, Tex., the credit department
of the San Antonio Music Co. is under the man-
agement of S. Knowlton. His position is no
casy one, for the sales of this firm are con-
tinuously on the increase and with this in-
crease comes an added responsibility to the de-
partment of which Mr. Knowlton is in charge.
However, since more than 85 per cent of the
collections are made on time each month and
the other 15 per cent kept prompt within reason,
it can be readily seen that Mr. Knowlton is
holding his own in a creditable manner.

A short time ago I had the privilege of mneet-
ing Mr. Knowlton for a few moments when he
was not busy and during this time he gave
me a few points on how he conducts the credit
cnd of this business so successfully. He has
been more than twenty-five years in this sort of
business and knows whereof lie speaks. So his
statements are such that any music dealer or
credit manager may read them with profit.

Know the Law

“One of the first things that any dealer or
credit manager should do,” Mr. Knowlton ex-
plained, “is to acquaint himself with the law in

By B. C. Reber

his respective State so that he will know
exactly how he stands. The laws regarding
credits, instalinents, law suits, chattel mort-

gages, and other simnilar cases with which credit
mnen must be familiar, differ in various States.
In some States these laws have been arranged
so that a credit man has some assurance of
getting his money. He may garnishee the man’s
wages, or take similar action. In other States,
however, this is impossible. For this reason, it
is the duty of every man who handles credits
to thoroughly inform himself as to his position
as written in law.

“With knowledge of this kind before him, he
can better act and avoid pitfalls which many
credit men fall into unconsciously through
ignorance of their position. In this State
(Texas) a man may transfer his bank account
from one bank to another, write the word
‘agent’ after it, and you cannot touch it. The
law recognizes that account as an account of
which the man is agent and it is subject only
to his own executive powers,

“It is also possible for one man to move
his furniture from one place to another without
notifying the authorities. Having done this, it
is also impossible to force him to tell where he
moved and where his household goods are lo-
cated. It is also impossible for any firm to as
much as unhook a screen door to take their own
merchandise except through proper process of
law. Doing so lays them liable to a suit from
which the complainant will emerge victorious.

“While, in handling credits, it is always much
more pleasant to avoid all recourse to legal ac-

Understand Ts

You can’t sell customers by scaring them!
You've got to win their confidence. You've
gol to show them that what you have to
sell is substantial, sound and economical.
The new Mu-Rad set is a set that can be
“shown.” In addition to equalling every set
and surpassing most radio sets in all ordi-
nary demonstrations the Mu-Rad is so sim-

Write toduy for

(A) Space for 135 Volt
“B” Battery or Mu-Rad
B Eliminator

(B) Power Tube

(C) Space for “A” Bat-
tery and Trickle
Charger

MU-RAD

Dept. W.

The Radio Set People Can

People Will Buy!

further information.

RADIO CORPORATION
Asbury Park, N. J.

the Radio Set

ple, yet practically constructed that the
most immature mind can comprehend
its operation with little difficulty. It is
tuned by just one dial. The new Mu-Rad
models are striking examples of tremen-
dous volume, controllable to a whisper, deli-
cate selectivity at any range and quality of
tone remarkable in radio history. Investi-
gation costs yvou nothing

tion as much as possible, the credit man should
protect himself and his firm by knowing his
position in the eyes of the law. Then, when
an instance arises wherein a customer en-
deavors to practice fraud, the credit man knows
just how to proceed in the most direct and
effective manner without making his firm or
himself liable.
Prompt Action on Delinquent Accounts

“The second thing essential in credits is
prompt action on all accounts which fall due
and which are not taken care of. When a per-
son makes out a contract agreeing to pay a
fixed sum on a certain day in each month and
fails to pay that sum, he should so notify
the store as to why. In notifying the store,
he should also be in a position to give some
definite promise as to when he will be able
to make the payment.

“This may seem rather cold-blooded and
much as many people consider business to be.
On the other hand, it is only asking what is
due. If a man is unable to make his payment,
we are not hard with him when he comes into
our store and makes an explanation. Instead,
we sympathize with his circumstances and if
there is anything we can do which will help him
out, then we are glad to be able to serve him.

“However, we do not forget that we have
made a contract with that man, and we expect
him to live up to it as he expects from us. We
will not foreclose a contract if he fails to make
a payment, but we expect to know why it has
not been made. That is an explanation which
is due us and one which we insist on having.

Follow-Up of Delinquents

“Each day slips are made out having the
names and addresses of those who have failed to
make their regular payments the day before.
These are given to the salesman who sold the
merchandise and he i1s expected to make a re-
port on the customer within the following forty-
eight hours. If he fails to do this, or if the
report he turns in does not look satisfactory, I
send out a collector to see what is the matter.
If this fails to get any results, I go myself.
One thing is dominant above all others: We
must know exactly where we stand at all
times.

“We are willing at all times to work with
customers and endeavor to help them through
any difficulties, but we must know at all times
just when we may expect our money and how
much. We are in business to make a profit.
Our profit comes from the merchandise we sell
and the money we collect for that merchandise.
However, if we fail to collect the money, we are
operating at a loss and in time the business
would go broke. We do not intend to go
broke.

Handling a Difficult Case

“The other day I had a man come in to see
me who was one of those hard-boiled customers.
He had been.in arrears on his payments for
several weeks and I threatened to call in the
machine and close the account if he did not
come in to see me personally and explain when
we might expect a payment. I also demanded
that he make some arrangements for continuing
his payments in order that he might live up
to his contract as he had agreed.

“In reply he informed me that we had sold
him a poor machine, that he was not satisfied
with what we had done for him, that we could
pick up the job at any time we wished, and that
he would get another machine from another
firm later on.

1 had given this patron a lot of time and

(Continued on page 34)
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Symphonic Has Practically
World-Wide Distribution!

(%ESIDES proving itself a notable artistic triumph, the Symphonic Phono-
graph Reproducer has chalked up a great merchandising success!

“There’s a Symphonic distributor near you.” No matter where you
are located, in what part of the world, you can obtain the sort of
service you have every right to expect on the Symphonic
Reproducer. Consult the list below for city nearest you:

DOMESTIC DISTRIBUTION

BALTIMORE NEW ORLEANS
& BOSTON NEW YORK
m hnmmlt BUFFALO OGDEN
CHICAGO OKLAHOMA CITY
PHI]NDERAPH REPRUDUEER CINCINNATI PHILADELPHIA
CLEVELAND PITTSBURGH
» COLUMBUS PORTLAND, MAINE
DENVER PORTLAND, OREGON
DES MOINES PUTNAM, CONN.
DETROIT SAN FRANCISCO
HONOLULU SAN JUAN, PORTO RICO
KANSAS CITY SEATTLE
KNOXVILLE SPOK ANE
LINCOLN ST. LOUIS
LOS ANGELES SYRACUSE

MINNEAPOLIS TOLEDO
Other Responsible Distributors Being Added

EXPORT DISTRIBUTION

ARGENTINE CHINA FRANCE
CANADA CUBA JAPAN
The first, original, and best independent MEXICO NEW ZEALAND

reproducer having a metal (alloy) dia-
phragm, a material with which the

most prominent phonograph manufac- This world-wide distribution of an obviously

turers equip their new instruments. . . s 1
superior product, coupled with effective advertising
and intensive sales promotion, has placed the
Symphonic Reproducer at the forefront of demand.

sell The We solicit your patronage on the basis of superior

merchandise, most attractive prices and discounts,

SUPER - and broad, personal cooperation. Write foday for

' the name of distributor in the city nearest you.
Reproducers s.uonc saies Corroration

LAMBERT FRIEDL, President
370 Seventh Avenue - . New York City

GENTLEMEN:—

Please send me the name of my nearest distributor and all details regarding the Symphonic Reproducer; prices, discounts, etc.

Name _Street . No.____

City- _State___ . -
e = ___l




34

THE TALKING MACHINE WORLD

SeprEmeer 15, 1926

ATLAS CASES—phonograph

manufacturers’

standard for years

Leading phonograph manufacturers believed it was all to their advantage

to adopt Atlas Cases and now they know it.

to use them.

That’s why they’ve continued

Extremely strong and remarkably rigid, Atlas Plywood Packing Cases
give ideal protection to the fine finishes and delicate mechanical parts of

both phonographs and radios.

Unusually light in weight, too—which is

soon realized by the big reduction in freight bills.

PARK SQUARE BUILDING, BOSTON, MASS.

New York Office
90 West Broadway

Chicago Ofhce
649 McCormick Building

Sonora Line of Radio Receivers Shows

Decided Trend Toward Simplified Control

New Offerings Include Six-tube Set in Two Console and One Table Model—C. C. Henry, Chief
Radio Engineer of Company, Explains Operation of New Receiving Set

The 1926-27 line of Sonora radio receivers
shows a decided trend toward simplified control
witl: balanced circuits and shielded sets. The

New Sonora Console

same circuit in two console aud one table
models comprise the new offerings. It is a six-
tube set with two tuning controls and selectivity
and volume adjustments. Two stages of radio
frequency and threce of audio frequency are em-
ployed. Among the new and interesting fea-
tures used in the Sonora receivers 1s the new
radio frequency amplification system known as
the “Hull Balanccd-Bridge Circuit,” which has
the following advantages: l.—Maximum sensi-
tivity obtainable from UX 201A tubes. 2.—
Amplifies at all wavc lengths equally well. 3.—
Does not oscillate or squeal at any wave length.
4—The tone quality is not distortcd due to re-
generation, and 5.—Simplifies operation in that
there is required no delicate setting of dials or
knobs.

The three stages of very low-ratio trans-
former-coupled audio-frequency amplification
not only provide for the best tonal quality, but
make possible the satisfactory employment of
“B” eliminators without danger of the trouble
usually known as “fluttering” or “clocking.”

A four-point “Sensitivity-Selectivity” knob
makes available a wide variation in selectivity.
This control enables the operator to increase
the sensitivity to weak signals to a maximum
by using as little selectivity as is possible
under his existing interference conditions.

Charles C. Henry, chief radio cngineer of the
Sonora Phonograph Co., in explaining the sim-
plified control of the new set, states:

“By placing the two tuning drums side by side,
properly curving the edges and using metallic
friction reduction gears, a new tuning control
mechanism has been obtained which gives, in
cffect, a single tuning control without the
drawbacks to which uni-control are subject. This
is a marked improvement over the common
forms of single, double and triple tuning dial
devices.

“After tuning in any loud station it is pos-
sible with onc finger to run through the broad-
cast band of wave lengths and to tune in one
station after another by moving both tuning
dials simultancously witli one finger. Then, by
a slight changc of position of the finger, either
drum may be turned slightly to increase the
loudness of the signal. The total absence of
additional vcrnier adjustments and ‘com-
pensators’ makes for the ultimate in simplicity
of operation. The tuning system is a precision
or vcrnier mcchauism of maximum ease and
quickness of setting.”

Othcr features of the new modecls are the use
of stecl for strength and for the removal of the
possibility of permanent misalignment of syn-
chronized parts and the shielding of component
parts to reduce interference. The base panel
is of steel and thc front pancl of beautiful
mahogany veneer. All visible metal parts are

Sonora Table Model
given several coatings of heat-treated enamel.
Ferrous metals have been treated to prevent cor-
rosive action. Cabinets are of a high-type of home
furniture and the designs harmonize well with

all home settings. They are made of selected
and matched mahogany veneers. The finish is
lhand-rubbed and of the popular Adam brown
color. Console models are equipped with a new
Sonora built-in cone speaker, oval in shape and
free from paper rattle. The popular battery and
speaker table upon which the table model is set
is made in the same design as last year, but has
a built-in cone speaker instead of the horn type.
The battery compartments have been made
more accessible through a removable back and
two removable front panels.

How Texas Firm Keeps
Its Collections on Par

(Continued from page 32)
I had expected something like this, for the
longer an account runs the more dissatisfied the
customer becomes with the merchandise. I had
taken extreme pains to assure myself that the
machine was all right, that the customer had been
treated fairly, and that- we had done everything
within our power to live up to our agreement.

“I then told the man if that was his orders
there was nothing for us to do but to carry
them out. I promised hiin, however, that if we
did pick up that machine, he would never pur-
chasc another from another house in the city as
long as I was credit manager for this firm. 1
explained that the transaction we had had with
him would be reported and that he would be
listed as unsatisfactory to deal with. That this
mark would remain back of his name until he
had made a justifiable settlement with us.

“Before he left hc toned down a bit and I
finally got liim to agree to pay $5.00 per week.
He was a good printer wlio was regularly em-
ployed in one of the shops here in the city and
was earning $40.00 per wcek. Under these cir-
cumistances there was no reason why he should
not pay up his account on time. We parted
good friends and since that time he has met
his payments promptly.

Direct Mail Effective

“Ninety days is the outside limit with us. If
nothing has been paid within that period of
time it is reasonable to conclude that a poor
sale has been inade and the sooner it is recti-
fied the better for everyone concerned. If
ninety days go by without a person paying even
a little on his account, we consider.that cus-
tomer_as hopeless.

“During this period we have a series of let-
ters which we send out on certain occasions.
There are nine of them, arranging for a different
letter to be sent out every ten days. In many
instances, however, one of the people from this
department will make a personal call, thus mak-
g it unnecessary to send a letter.

“Handling credits may be a hard job, or it
may be an easy one. It all depends upon the
manner in which it is handled. When a situa-
tion arises which demands action it will not
hclp matters any by putting it off. When you
show your clients that you expect them to re-
spect their contract they are more prompt in
their payments and they have a greater respect
both for your firm and yourself.”

The Maryland Record Co.,, Hagerstown, Md,,
was recently incorporated with a capital stock
of $25,000 to manufacture low-priced records.
The company is located in the Central building
and the factory is under the supervision of Eric
Kamrath.
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This double

Feverish Activity in the

Advertising Department,

artists busy, copy writers
working overtime, photog-
raphers lights brighten the
night, printersandengravers
dashing in and out, newspa-
per representatives from all
over the country — mean-
while we borrowed these
preliminary layouts. The fin-
‘ished ads will be striking
pieces of work — actual size,
400 and 600 lines each.
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page spread in The Saturday Evening Post

Now in radio comes that daring depth in
reproduction and that marvelous tone

Sonora sincerely believes that its dealers
will enjoy one of the most successful sea-

achieved heretofore only in the New
Reproducing Sonora Phonograph. Visu-
alize the 2,600,000 families who will read
this persuasive sales message in The
Saturday Evening Post and the 3,829,000
newspaper readers into whose conscious-
ness this message will be hammered
week after week.

sons in their history, with this most com-
prehensive line of phonographsandradios
at a price range thoroughly in accord
with the consumer demand. Sonora sales
will naturally reach new heights—but
with this dominating,salescompellingad-
vertising campaign, appealing to 6,400,000
families.unprecedented successis certain.,
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CLEAR AS A BELL

The ARTOPHONE Corp.

1622-24 Pine Street St. Louis, Mo.

‘**‘And now a radio
that lives up to
the traditions of
The Highest Class
Talking Machine
in the Worid.”

Distributors of the

NEW REPRODUCING SONORA

and the

SONORA SHIELDED SIX RADIO

for

Arkansas, Oklahoma, Western Tea=essee,
Western Kentucky, Mississippi,

Barker Wholesale Co.

Barker Building Los Angeles, Cal.

**We sincerely believe
that this will be the
most successftul sea-~
son. Sonora Dealers
have ever enjoyed.
A comiprehensive line
backed by dominating
advertising wili com-
pel success.”

Distributors of the

NEW REPRODUCING SONORA

and the

SONORA SHIELDED SIX RADIO

for

Southern California, Arizona and the

&

Louisiana Hawaiian Islands
&
Baltimore Phonograph Distributing J. H. BURKE COMPANY
’ Co. 221 Columbus Avenue Boston, Mass.

309 North Charles Street Baltimore, Md.
‘**New depths in repro-
duction are realized in
the New Reproducing
Sonora and the Sonora
Shielded Six. New
heights in sales will be
realized by the dealers
who feature this par-
ticularly popular line.”

Distributors of the

NEW REPRODU CING SONORA

and the

Sonora Shielded Six Radio Set

for

Maryland and the District of Columbia

“From fashion-
able Back Bay to
the backwoods of
Maine, Sonora’s
famous tone
achieved success
for Sonora deal-
ers.”

Distributors of the

NEW REPRODUCING SONORA

and the

SONORA SHIELDED SIX RADIO

for

Maine, New Hampshire, Vermont,
Massachusetts, Rhode Island

and Connecticut
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CLEAR AS A BELL

Kohler Distributing Co.

63-67 Minna Street San Francisco, Cal.

‘*“The New Repro-
ducing Sonora
and the Sonora
Shielded Six are
the keys that wiil
open the ‘Golden
Gate’to the haven
of permanent
progits.”

Distributors of the

NEW REPRODUCING SONORA

and the

SONORA SHIELDED SIX RADIO

for

Northern California, Oregon,
Washington, Northern Idaho
Western Nevada, Alaska

Moore, Bird and Company

1720 Wazee Street Denver, Colo.

‘*“With the New Re-
producing Sonora
and the Sonora
Shielded Six, So-~
nora dealers’ sales
will elimb to the
Pike’s Peak mark.”

Distributors of the

NEW REPRODU CING SONORA

and the

Sonora Shielded Six Radio Set

for

Colorado, New Mexico, Wyoming
and Western Nebraska

4

McPhilben Keator, Inc.

68—34th Street Brooklyn, N. Y.

‘“Our experience as
one of the earliest ra-
dio jobbers has given
us a very keen appre-
ciation of the value of
Sonora’s merchan-
dising policy of per-
manent profits.”

Distributors of the

NEW REPRODU CING SONORA

and the

Sonora Shielded Six Radio Set

for

Brooklyn and Long Island

K

Pennsylvania Phonograph
Distributing Co.

1015 Chestnut Street 1747 Chester Aveaue
Philadelphia, Pa. Cleveland, Ohio
Wabash Building, Pittsburgh, Pa.

‘“Promiscuous distribu-
tion invariably promises
unfair competition.
Everyone cannot secure
the Sonora franchise but
thosewho do are assured
of permanent profits.”

Distributors of the

NEW REPRODUCING SONORA

and the

Sonora Shielded Six Radio Set

for
Pennsylvania, Southern New Jersey,
Delaware, Eastern part of West
Virginia and Northern Ohio
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CLEAR AS A BELL \—’

James K. Polk, Incorporated

181 Whitehall Street 811 West Broad Street
Atlanta, Ga. Kichmond, Va.

AUTHORIZED DEALER

UTIUI'

CLEAR AS A BELL

This gold leaf sign in a
dealer’s window is an in-
signia of quality that
thousands of Southerners
will be looking for.

Distributors of the

NEW REPRODUCING SONORA
and the
Sonora Shielded Six Radio Set
for

Virginia, Eastern Tennessee, North Carolina, South
Carolina, Georgia, Florida and Eastern Alabama.

£

C. A. Richards, Incorporated

100 East 45th Street New York, N.Y.

‘“Where Cleopatra
reigned, where the
kangaroo plays,
where the tango
originated — every-
where those low
booming notes and
erooning cries of the
New Reproduecing
Sonora and the
Sonora Shielded Six
are enthusiastically
acclaimed.”

Distributors of the

NEW REPRODUCING SONORA

and the

Sonora Shielded Six Radio Set

for
The World —excluding the United States

E

4
Reliance Battery Products Co.

2211 South Eighth St. Council Bluffs, Iowa
**This season radio

will be bought
chiefly on the
reputation of the

maker —Sonora is

a name in which
everyone has im-.

plicit confidence.”

Distributors of the

NEW REPRODUCING SONORA

and the

Sonora Shielded Six Radio Set

for
Iowa and Nebraska

The C. D. Smith Drug Company

313 South Third St. St. Joseph, Mo.

“KFor ten years ‘Clear
As a Bell’ music has
won success for
dealers, ourselves
and Sonora, first
with the Highest Class
Talking Machine in
the Worid and now
in radio as well.”

Distributors of the

NEW REPRODUCING SONORA

and the

Sonora Shielded Six Radio Set

for

Missouri and Kansas



Sterling Roll & Record Co.

137 West Fourth Street

Cincinnati, Ohio

“The Highest
Ciass Musical In-
struments in the
World on a basis
that insures per-
manent profits.”

Distributors of the

NEW REPRODUCING SONORA

and the

Sonora Shielded Six Radio Set

for

Eastern Kentucky, Southern Indiana,
Southern Ohio and the Western
part of West Virginia

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

TAY SALES COMPANY

231 N. Wells Street

Chicago, Illinois

*“The dealers’ opinion
of Sonora is very
definitely expressed
in Chicago. Sixty-
seven of the most
prominent dealers
advertise Sonora
week after week in
the leading news-~
papers of this city.”

Distributors of the

NEW REPRODUCING SONORA

and the

Sonora Shielded Six Radio Set

for

Illinois, Northern Indiana
and the river towns in lowa

4
Strevell Paterson Hardware Co.

Salt Lake .City, Utah

‘“The popularity of
the deep toned pho-
nograph is proven
in the success of the
New Reproducing
Sonora—and now a
radio in which the
same depth in repro-
duction is realized —
The Soncra Shielded
Six.”

Distributors of the

NEW REPRODUCING SONORA

and the

Sonora Shielded Six Radio Set

for

Utah, Southern Idaho and the Western
part of Nevada

&

Yahr-Lange, Incorporated

207 East Water Street 442 E. Lafayette Ave.
Milwaukee, Wis. Detroit, Mich.

‘““The success of the
Sonora dealers dur-
ing the decade we
have distributed
Somnora pays a giow-
ing tribute to Sonora’s
merchandising policy
of permanent profits.”

Distributors of the

NEW REPRODUCING SONOR

and the ¥

Sonora Shielded Six Radio Set

for

Wisconsin and Michigan
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§CLEAR AS A BELL

Doerr, Andrews and Doerr

Minneapolis, Minn.

*“The dealers to
whom we sold the
first HighestClass
Talking Machine
in the World, ten
years ago, are
still the most en-~
thusiastic Sonora
boosters.”

Distributors of the

NEW REPRODUCING SONORA

and the
Sonora Shielded Six Radio Set
for

North Dakota, South Dakota, Minnesota,
Montana and Northern lowa

Greater City Phonograph Co.

76 Fifth Avenue New York, N. Y.

‘“The continuation of
Sonora’s liberal cooper-
ative advertising policy,
backing up the New Re-
producing Sonora and
the Sonora Shielded Six
will undoubtediy result
in the outstanding suec-
cess of the season.”

Distributors of the

NEW REPRODUCING SONORA

and the

Sonora Shielded Six Radio Set

for
Northern New Jersey, New York City, counties
of Westchester, Putnam and Dutchess and all
Hudson River towns and cities on the west
bank of the river south of Highland; all ter-
ritory south of Poughkeepsie

4

Gibson Snow Company, Inc.
Syracuse, N. Y.

**Ten years ago we began
distributing the Highest
Class Talking Machine in
the World. Today in ad-
dition to distributing the
quality phonograph, we
are distributing a radio
to which we believe the
same term may be ap-
plied.”

Distributors of the

NEW REPRODUCING SONORA

and the

Sonora Shielded Six Radio Set

for

New York State, with the exception of towns
on Hudson River below Poughkeepsie,
and excepting Greater New York

’

Hassler Texas Company

2216 Commerce Street Dallas, Texas

*“The World’s Highest
Class Musical Instru-
ment —merchandised
on a basis that not
only gives a dealer a
substantial profit but
keeps it for him.”

Distributors of the

NEW REPRODUCING SONORA

and the

Sonora Shielded Six Radio Set

for

The State of Texas
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H. C. Cox, President Columbia Co.,
Discusses European Business Conditions

Prominent Executive, Home From First Annual Meeting of Heads of Various Columbia Com-
panies, Makes Interesting Analysis of Conditions in Various European Countries

Henry C. Cox, president of the Columbia
Phonograph Co., Inc., of New York, the Amer-
ican unit in the Columbia international com-
bine, has just returned from the first annual
meeting of the heads of the various Columbia
companies which are now manufacturing in
eleven countries, exclusive of the United States,

FENXIN STUGID

H. C. Cox, President, Columbia, Co.
and selling in practically every civilized part
of the globe.

At this year's conference, held in Berlin, there
were present, among other officials: Louis
Sterling, managing director of the Columbia
Gramophone Co., Ltd, London, and its sub-
sidiaries and chairman of the board of directors
of the Columbia Phonograph Co., Inc., of the
United States; Max Strauss, director general of
the Carl Lindstroem A. G., Berlin, and its sub-
sidiaries, established in many foreign countries,
and R. Seligsohn, managing director of the
Trans-Oceanic Trading Co. of Holland; as well
as Mr. Cox, the American president.

When interviewed, Mr. Cox discussed freely
the general business conditions as he observed
them in the European countries visited in his
seven weeks’ tour. He dwelt specifically and
enthusiastically upon the conditions obtaining
in the manufacture and sale of phonographs and
phonograph records as an industry and as they
affected the companies forming the Columnbia
combine. In England, Mr. Cox says, the coal
strike has not affected seriously industries other
than those situated in the immediate vicinity
of the mines. Transportation is normal.

The phonograph and record business in Eng-
land has shown a remarkable increase. Never
before in the history of the industry, Mr. Cox
says, have the Columbia record sales at this
season of the year reached such volume. The
advance orders of the Viva-tonal Columbia
phonographs are also running far above the
most sanguine expectations. In fact, the an-
nouncement of the new line of Columbia phono-
graphs has aroused a dealer and a consumer
enthusiasm that is without parallel in the his-
tory of Columbia.

Mr. Cox was impressed with the considerable
progress that Germany is making in her recon-
struction program. He affirms that everybody
seems to be hard at work and that unemploy-
ment is being steadily reduced. The Lind-
stroem Co. is going ahead rapidly with the new
recording system and is following the same
methods in recording and manufacturing that
have been so suecessful in producing the British
and American Columbia New Process record.
The German company is also adding to its line
the Viva-tonal Columbia phonograph, recently

developed in America. DPlans are maturing to
manufacture and market these phonographs not
only in England and Germany, but in all foreign
countries which have Columbia factories or to
which Columbia products are exported.

Mr. Cox says that the matter of extending
and increasing the export business of all the
companies in the Columbia combination re-
ceived special attention at the Berlin con
ference. Mr. Seligsohn, who returned for the
meeting from a four months’ business tour of
South America, reported that business condi-
tions in the Latin-American countries were
never better, and that everything pointed to an
unprecedented increase in business for manu-

WORI_.D_
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facturers of phonographs and phonograph rec
ords who have the experience and the resources
to handle it. The lLindstroem Co. has for year
been the outstanding factor in this rapidly ex
panding field.

A pleasant incident which marked the visit of
Mr. Cox in London was the news, received
shortly after his arrival, that the new Columbia
factory, just completed in Australia, had alrcady
begun manufacturing, and that within a few
days after the first records were pressed the
plant was in full production.

The increase in Columbia business is world-
wide, as shown by the announcement of the
purchase of a plant in Oakland, Cal,, a key posi-
tion for manufacture and quick distribution of
the company’s products on the Coast and in
Western States.

Mr. Cox was accompanied on his trip by Mrs.
Cox. A number of days were spent in sight-
seeing in Paris and a restful vacation enjoyed
in Stratford-on-Avon, the quaint English town
in which Shakespeare was born.

How the Charles E. Roat Music Co., of— :

Battle Creek, Caters to School Children

Progressive Musie House Sets Aside Rooms for Children So That They May Prepare for Musie
Memory Contests—Furnishes Instruments to Rural S:hools—Inereased Good Will Is Result

BarrLe Creek, MicH., September 4.—Co-opera-
tion with the schools and school children not
only sinooths the path for future sales, when in
the next decade or two the school children of
to-day will become the buyers and home build-
ers, but has its good results in immediate sales
and also builds up the prestige and reputation of
a music establishment as being a vital factor
in community affairs. This is the experience
of the Charles E. Roat Music Co., which goes
to extremes in putting the facilities of the store
at the disposal of school children preparing for
music memory contests and similar 1nusical
events.

This establishment for some time prior to the
annual music memory contest, in order that all
children, whether or not they possess musical
instruinents at home, may stand on an equal
footing, sets aside certain demonstration rooms
for the children so that they may prepare for
the coming contests. In each room a talking
machine and a set of recnrds contaimning the
musical compositions from which the examina-
tion will be held, are placed. The children are

they read.
Are you prepared to supply the demand?

A Type of CeCo for Every Radio Need

You insure customers satisfaction every time you make a sale

of CECO.

They are “best by test” in the laboratory—"best by perform-
Write today for complete data sheet.

ance” in the home.

Two New CeCo Tube

Developments

TYPE G’ TYPE “II*°
HIiGIl MU
For Impedance or Itesispance
VCouDled Receivers

Theres Profit and Satisfaction( &
in Selling EC Radio Tubes

CECO tubes are being advertised to your discriminating cus-
tomers in the pages of the big magazines and Radio Journals

SPECIAL DETECTOR
RATING

mnade welcome at the store after school hours
and, as natural, parents in hearing of this favor
accorded their children patronize the store, and
more than once an entire set of records has
been purchased by parents.

Nor does the Roat establishinent stop here.
In the case of rural schools, too far removed
from the store to take advantage of having the
pupils visit and study, upon request they may
have the store furnish a talking machine and
the full set of records required. Special programs
are given the puopils and repeated as often as
the teachers desire. The publicity secured by
the store more than offsets the time and trouble
expended.

F. W. Clement, vice-president of the Charles
E. Roat Music Co., suins up this type of ex-
ploitation work in a few words, saying: “The
music store cannot directly enter the public
schools but there are many ways to co-operate
with the schools in some enterprise. \We are
always on the alert to do so and find that it
reacts to our advantage in creating sales and
general good will.”

The Tubes
of’
LONG LIFE

DAF EEN = R SO E LR VA S R A : \
Fil Amp. ...l o.25 Eil amp. ...
Plate Voits ...... ... go-150  Dlate Volts
Gives clearer Reproduction Improves reception especially
with increased volume, on DX or distant Stations.
List $2.50 List $2.50

devoted exclusively to Radio Tube Manu-
facture.

The new enlarged CECO Plant loeated at mEmBea
Providenee, R. I. The largest in the world
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*RADIOLA 30

Eight tube super-hetero-
dyne with power speaker
and complete lighting sock-
et operation without batter-
ies. The final word in radio
today. Complete, list $575

RADIOLA 20

Five tube set with single
control—and verniers for
delicate tuning of distance.
Remarkably fine in tone.
Hear 1t!

With Radiotrons, list $115

b d
e

uthorized
Al)ealer
i @; .'

This sign marks the leading
dealer in every community.

* RADIOLA 30

RADIO

Sell the newest things in radio—the most ad-
vanced—yes! But radio that has had the “road
test” of experience. There is nothing newer
than the s7ngle control of the latest Radiolas—
nothing newer than the complete A.C. operation
of Radiola 28 and Radiola 30—nothing new-
er than the remarkable power Loudspeaker 104.
Yet all these are developments which RCA
has pionccrcd and which are now tried—tested
—and perfected products. They are in hun-
dreds of thousands of homes already.

Their fame is widespread. Their advertising
has been gaining power for a full year, as a
rolling snowball grows in size and force.

Your real profit lies in proved quality. Feature
RCA Radiolas.

99

@

A-Radiola

- BY E-MAKERS - OF - THE -

P\ADIOTP\ON
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| =Y O MORE “B” batteries. And no more current

| | 1 z hum! The RCA “B” Battery Eliminator will

= == stay sold, because it means steady current, silently

- RCA- delivered. Ithelps radio sales because it improves
POWER AMPLIFIER : ' ¥ o o '

: reception. It opens new selling possibilities with

Uni-Rectron p P . &P
old customers. Itserves with the power tubes be-

A poweramplifierand rec-

e

tifier for louds peakers. In cause it delivers up to 135 volts. It has the name
. RCA Loudspeaker 102 it . .
" shows its wonderful possi- . RCA to back it—and a wide sales market eager
- bilities. . . . . . e

for RCA products. Push the Duo-Rectron for
bigger profits.
Duo-Rectron, complete, list: $65.

RC

‘B BATTERY ELIMINATOR

) (DUO - RECTRON)

Complete, list: $105:

{r-w_-.- e

-

v

o 1 SO ML I & e, 1554
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Eir_lging Prospective Customers Into
the Store Through Power of the Window

Darrow Music Co., of Denver, Col, Says J. L. Simpson, Interests People in the Line It Handles
by Arranging Windows of Great Appeal—How a Record Display Created Sales

Business is good only for those who make it
good, in phonographs or any other line, these
days. And, it’s a patent fact that you can't sell
merchandise to folks unless you get them into
your store, and, in general, it’s more or less diffi-
cult to get them into your store, unless you can
interest them in soine way in your windows.

The Darrow Music Co., of Denver, is very
much alive to this fact, and as a result, the Dar-
row show windows are perhaps the most un-
usual of any music store in the West.

The Darrow people interest folks in their
show windows by putting something in them
which is snappy, right up to the minute, and
suggestive of something late in the musical line.

Their latest stunt in the way of a graphic,
novelty window, advertising a late record which

is very popular right now, in Denver, revolves

around the possibilities of building something
appropriate about the title of a late song.

“‘I'm Wild About Animal Crackers,” is the
song and record chosen as the basis for their
last window display. A regular jungle is created
in the window by means of a truck load of the
smaller limbs cut from cottonwood trees, and
arranged in appropriate jungle style.

In the midst of all this dense foliage, the Dar-
row people have placed a bunch of jungle
animals, not as large as the real thing, but much
larger than toys.

Here are lions, tigers, elephants, and all the
rest of the inhabitants of the real jungle, and
one old lion shakes his head up and down con-
stantly, being equipped with an automatic de-
vice which makes him seem very much alive.

This window display is so graphic that it
attracts people almost as magically as do the
animals in a genuine zoo, the space in front of
the window on the sidewalk being crowded and
jammed from morning to night.

Appropriate signs on the windows, such as
“Do not feed the animals,” add interest to the
window display. A big bunch of animal crackers
is displayed in connection with the display,
and a large sign announces the fact that a box
of these crackers will be given free with every
record, “I'm Wild About Animal Crackers,”
sold during this exhibit. In another section of

the show window this record is played con-
tinuously on a phonograph, and since this is
located just inside the door, the song is audible
for almost a block away.

This window display could not be described
as an expensive one, since the animals in the
window weré borrowed for the occasion, the
cottonwood limbs cost nothing but the cutting,
and the phonograph playing in the doorway
costs the store nothing.

And yet, this display, because it is ingenious,
because it connects up graphically with a popu-
lar song, interests many persons daily and has
resulted in many sales.

Precision Products Co., of
Ann Arbor, Mich., Expands

C. A. Verschoor, president of the Precision
Products Co., 321 South Main street, Ann Arbor,
Mich., announces the purchase by that company
of the radio manufacturing division of the
Machine Specialty Co., of Ann Arbor. The
latter has been engaged in making Arborphone
radio sets on contract for the former. This
step was taken, according to Mr. Verschoor,
preparatory to increasing the production of
Arborphone sets. In order to finance the pur-
chase and provide capital for expansion, the
Precision Products Company has sold an issue
of common stock to its present stockholders and
close associates, including Sanford Bros., Chi-
cago, who represent the Arborphone nationally.

September Columbia Record
Display Stimulates Sales

The September window display of Columbia
New Process records prepared by the Columbia
Phonograph Co., Inc., for the use of its dealers
is an example of the lengths to which the com-
pany is going in order that Columbia dealers have
every advantage in attracting potential record
buyers. This display, entitled “The Masquer-
ade,” is a particularly attractive one and is the
work of Alice Willets Donaldson, widely known

after year.

test.

step toward

16 BOYDEN PLACE

Al Ghat is Best in Radio

Getting Into Action!

The spirit of radio optimism is “in the air.”

everywhere are face to face with the signs that point to a

brisk fall-and-winter season, with standardized radio equip-
ment setting the pace in sales.

Eagle Radio has kept its faith with dealer and public year
This year, our line of standardized products
has been further strengthened by the introduction of new
creations whose sheer merit outweighs every comparison

Seeing the Eagle 1926-7 line is the first
“Getting Into Action!”

EAGLE RADIO COMPANY

Radio dealers

NEWARK, N. J.

MICA
DIAPHRAGMS

Immediate delivery—all sizes
Send for free samples and prices
All Mica Products

INTERNATIONAL MICA CO.

Bioi s PHILADELPHIA, PA. s eniie

for her magazine cover designs and book illus-
trations. The display is one which lends itself
to striking color and unusual treatment and
dealers who are using the display report that it
has been effective in enticing customers into
their stores.

Geo. Lewis Has Had Wide
Experience in Radio Field

Vice-president and General Manager of Ken-
Rad Corp., Manufacturer of Vacuum Tubes,
Spent Years in Radio Service of U. S. Navy

Owr-:NsimRo, Ky., September 4.—George Lewis,
who recently assumed the position of vice-

George Lewis
president and general manager of the Ken-Rad
Corp., manufacturer of vacuum products, is one
of the outstanding figures in the radio industry
and has had a wide and varied experience in
radio circles.

From 1909 until 1923 Mr. Lewis was con-
nected with the radio service of the United
States Navy, during which period he held many
details, having been at one time in charge of the
Naval Laboratory at the Bureau of Standards,
where experimental and research work relating
to the development of the Navy’s radio com-
munication system was carriéd out. Later Mr.
Lewis was the radio officer in charge of all
activities, stationed at the New York Navy
Yard, and during this time he had complete
charge of the development and manufacture of
practically all of the transmitters utilized in the
Naval Service. During the latter part of the
World War Mr. Lewis was stationed at Wash-
ington in charge of the Radio Design Division
of the Bureau of Engineering.

Following his resignation from the Navy, in
1923, Mr. Lewis became connected with the
Crosley Radio Corp., as assistant to Powel Cros-
ley, Jr. During the years Mr. Lewis has been ac-
tive in radio activities he has attended several
international radio conferences as a representa-
tive of the United States. Mr. Lewis is an ac-
tive member of the Institute of Radio Engi-
neers, having served as a director for two terms,
a position which he occupies at present for the
third time.
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The Crosley Musicone, an- establishes beyond challenge the Musi- the smaller Musicone and this,
D nounced little more than a year cone’s superiority. not the cone shape, is the secret of
ago, mtroduced a revolutionary 1 . Musicone excellence.
speaker prinaiple and took the And now Powel Crosley, Jr, an-
|‘adio IOlld Speaker market })y storm BOUNCES y the CrOSle S”[’er It OHCI'S, by virtue Of 1ts larger propor-

i Musicone ! . :
Its overwhelming popularity, which has tions, still more superb volume It pro-

involved the replacement of hundreds This larger 16-inch cone utilizes the duces, especially in the bass, still richer.
of thousands of old type loud speakers, same Crosley patented actuating unit as resonance!

The 12-wnch Musicone has been reduced to $12.50.  Also at $32 wn the form
of a beautiful Console, wn wlach both reccvver and batteries may be placed

THE CROSLEY RADIO CORPORATION, Cincinnati, Ohio

POWEL CROSLEY, ]Jr., President

OSLEY XM USICONE

BETTER: COSTS LESS

L\D £
Dealer franchise. All prices slightly higher West of the Rockies

- Write Dept 26 for illustrated booklet and details of the Crosley
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STEWART-

atched -

Ann ouncing Several ]mporlanl
Additions to the Stewart-Warner Line

Again Stewart-Warner leadership is demon-
strated in a big way!

In keeping with our established policy of
supplying our dealers and the American pub-
lic with the most modern and complete line
of radio and radio equipment on the market,
we now announce the following important
additions to the Stewart-Warner line: —

Three new 5-tube T.R.F. receivers
with two tuning dials.

Four new 6-tube T.R.F. receivers
with one tuning dial.

A new type reproducer,employing
an entirely new principle, em-
bodying the best features of the
horn and cone types.

These new numbers do not in any way sup-
plant any of the present Stewart-Warner
models. They are added simply to round out
the line—to give the radio buyer a wider
selection of styles, models and prices to
choose from.

STEWART-WARNER SPEEDOMETER CORPORATION
1824 DIVERSEY PARKWAY, CHICAGO, U.S. A.

The completed Stewart-Warner line meets
every demand of every radio purchaser. There
is a model for every purse, every home and
every taste. And all conform to the rigid
Stewart-Warner standards of quality, work-
manship, performance and beauty.

The broadening of the Stewart-Warner line
opens up entirely new fields of profit for the
dealer who holds a Stewart-Warner Radio
Franchise. It means doubled sales, doubled
profits and a firmer foothold in the radio busi-
ness for him.

Now — on the eve of the great Fall selling
season—is the time for you to hook up with
Stewart-Warner. An unequalled line of radio
products,a big Nation-wide advertising cam-
paign, a franchise giving you 100% protection,
the tremendous prestige of the Stewart-War-
ner name —all these combine to assure real
success for you.

Write or wire now for complete price list and
full particulars regarding a Stewart-Warner
Protective Franchise in your community.

Sunday—12:30 P:M. to 2:00 P.M., 4:00 P.M.

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

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

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

P. M. to 10:00 P. M.

TWELVE

TUNE IN 'STATION WBBM, 226 METERS. =~ "\
. THE STEWART-WARNER AIR THEATRE - N

Thursday—12:01 A. M: to 2:00 A.M., 4:00°
P.M. 10 6:00 P.M.,8:00 P.M.to 12:00 P.M.

Friday—4:00 P. M. to0 6:00 P, M., 8:00 P. M.
to 10:00 P. M.

Saturday—4:0

Wednesday—4:00 P. M. to 6:00 P, M., 800 ' Z00A-M-

DERTN WA IS T SRATRATE W 6 RARTS W RETETE N A B A AR T LRt LA S A A T S it

MILLION PEOPLE

o PyaeSTT e - . — o R T—— .
TS R S SR R N ST IS TN INCTUEN ST

0 P.M.t0 6:00 P.M., 8:00 P.M.
M ONG

CHICAGO TIME

ARE




SerTEMBER 15, 1926 THE TALKING MACHINE WORLD 41

-WARNER

Unit Radio
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Model 325—5 tubes, 3 dials M?g:nl l?eodx-c‘:)\Si:—h’I;;be Model 365—5 tubes, 2 dials
$75.00 of an\; make) $65.00

$2.00

Model 350—6 tubes, 1 dial
Built-in reproducer—$110.00

Model 415—New type
(Can Fe used ‘l:“)h set

Model 400—Horn type i £y (el

(Can be used with sc(yp $30.00

of any make)

$25.00

Model 345—6 tubes, 1 dial
$80.00

Model 315—Console
5 tubes, 3 dials—$250.00

Model 375 :
Console Model 360—Highboy Console .7,
5 tubes, 2 dials 6 tubes, 1 dial
$175.00 $400.00

Prices shown are without Accessories
Prices slightly higher West of Rockies
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Profiting by Improved Methods of Selling

Retail Dealer Faces a New Situation in Promoting Sales of the
Improved Talking Machine—Taking Advantage of the Sales Field

During the coming Fall every manufacturer
of phonographs will be putting forth steady and
elaborate effort for the purpose of building up
public demand. l.ong as the phonograph has
been on the market, one must not overlook the
fact that the machines and records which were
brought out about a year and a half ago rep-
resent, in one form or another, a complete break
with the past, technically and artistically. The
world had become accustomed to a confined
narrow and incomplete reproduction of sound,
and until the advent of radio this was consid-
cred almost as if natural and inevitable. To
day, however, all is changed. The talking
machine now challenges comparison, not merely
with radio reproduction, but with the actual liv
mg performance which it reproduces. Allow-
ing for the difference between the wide spaces
of an auditorium and the narrow acoustic space
surrounding the horn, it gives exactly what one
would hear if one were sitting in the concert
room listening to the I’hiladelphia Symphony,
to Fritz Kreisler, to Paderewski, to Amelita
Galli-Curci or 1o Maria Jeritza.

“Virtually Indistinguishable”

Moreover, this is not to be taken in a DPick-
wickian sense. Allowing for the quustion of
acoustic space, which is immensely nmportant
of course in rclation to volume of sound, the
new records and the new machines at their
best do give results virtually indistinguishablc
from the actual performance of an orchestra, a
violinist or a singer. One gets now, be it re-
membered, a rccording done in the hall where
the orchestra or soloist is actually giving a con
cert or recital, and one gets not only the barz
sounds, and these in greater richness of quality,
but the “atmosphere” of the concert room, that
peculiar sense of spaciousness which one feels
when sitting in a great auditorium, even that
slight echo which comes from the great open
acoustic space and that occasional whisper of
extraneous sound which shows that an audi-
ence is actually present. Now that is something
which never before has been possible, and be-
cause it is possible now it opens up entirely
new fields for talking machine and record sales-
manship.

A New Situation

1 choose this one point almost at random, be-
cause I am anxious to stress one principle,
namely, that the modern salesmanship must deal
with an altogether new situation. This is not a
matter of a small improvement in details. 1t is
something new in principle, the actual repro-
duction of the actual surroundings of an actual
musical event. And because it is all this, sales-
manship must be prepared to accept and grasp

a new and formidable selling weapon, a weapon
which ncver before has been available, but
which, now that we have it, ought to prove itself
potent to the pulling down of every stronghold
of doubt and difficulty.

I doubt the retail trade thoroughly realizes
what these ncw possibilities are. Of course, it

Fidelity of reproduction of the
latest machines and records
placed on the market by lead-
ing manufacturers gives the
salesman a talking point that
should go far to tearing down
sales resistance, thus building
up sales volume in the talking
machine store to a point never
before enjoyed. Dealers have
the product and sales depend
on their promotion efforts.

is in orchestral, operatic, choral, quartet and
other ensemble work of the kind that the “room
sense,” as it may be called, makes its moxs!
obvious appearance. On the other hand, even
with the simplest solo, song or bit of instru-
mental playing, there is a difference which is
easily felt, if not so easily described. There is
an absence of that “cramped” effect which older
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