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Important European-American Deals Have
Been Consummated by the Brunswick Co.

P. L. Deutsch, Vice-President of the Brunswick Co., Gives Details Regarding Vital Expansion for
Brunswick in Europe—Deals Closed Will Add Substantially to Brunswick Fame and Prestige

Two important negotiations have been con-
summated by the Brunswick-Balke-Collender
Co. which will give their product wide Euro-
pean distribution and at the same time bring to
the Brunswick trade here one of the most com-
prehensive foreign language record libraries in
Europe. It was disclosed in New York, last
week, by P. L. Deutsch, vice-president of the
Brunswick Co. and general manager of its
music-radio division who recently returned from
abroad where he represented the company in
final conclusions with the Deutsche Gram-
mophon Co., at Berlin and the British Bruns-
wick, Ltd., at London. He was accompanied to
New York by B. Borschardt, the Deutsche
Grammophon managing director who conferred
with the Brunswick Co. officials in New York.

The Deutsche Grammophon Co. is located in
Berlin and is the producer of records under
the trade name of “His Master’'s Voice” for sale
in Germany, and Polydor in Germany and other
countries, the company having been formed in
1919 by a group of financiers and business men
there to succeed to the business of a predecessor
company. Famous European artists and sym-
phony orchestras are under contract to the “His
Master’s Voice” catalog in Germany, while
under the Polydor label a varied repertoire of
the music of many nations is maintained, to all
of which the Brunswick Co. in America will
have access and at the same time the exclusive
dance repertoire, as well as the balance of its
catalog will be offered to the German public.

The sale of Brunswick records in Germany
and other countries through the new connec-
tion may be foreseen to be along aggressive,
but sound and conservative lines and in view of

the fact that business, in general, of the Ger-
man republic is of such a liealthy tone, there is
no question that there will be a lively demand
there for the Brunswick product.

Mr. Deutsch said further that as part of the

P. L. Deutsch
deal the electrical recording and reproducing
rights of the General Electric Co. will become

available to the Deutsche Grammophon Co.
through the German General Electric Co. so
that its new recordings from now on will be
made by the “Light Ray” mecthod and may be
expected to exhibit the same advance in tech-

nique that electrical recording has produced in
the United States.

A further immportant factor in this agreement
is the manufacturing and selling of the Bruns-
wick Panatrope and Brunswick phonographs in
Germany aund Austria by the Deutsche Gram-
mophon Co.

The large and complete catalogs of the
Deutsche Grammophon Co. comprise such
famous artists as: Erica Morini, Frieda Hem-

pel, Alfred Piccaver, Leo Slezak, Heinrich
Schlusnus, along with complete symphony
works of DBeethoven, Mozart, Haydn, Bach,

Liszt, Wagner and others rendered by leading
orchestras and interpreted by such famous mas-
ters as Richard Strauss, Bruno Walter, Nikisch,
Otto Klemperer, Leo Blech and Furtwaengler.
The Polydor International Library is stated to
cover German, French, Bohemian, Slovak,
Italian, Spanish, Roumanian, Scandinavian and
kindred music and is expected to form a valu-
able addition to the Brunswick record line
throughout America. Mr. Deutsch said that the
first matrices from the Berlin connection will
arrive shortly and that the trade service for the
Brunswick retail contingent will be established
as rapidly as possible.

The British Brunswick, Ltd., a newly formed
company, in which the DBrunswick-Balke-Col-
lender Co. has a substantial interest together
with that of British capital, will record and
manufacture in England electric records and
Brunswick Panatropes through an arrangement
made with the Thompson Houston Co. for the
exclusive use of the electrical recording and re-
producing rights which they control with the
General Electric Co. At the same time there
will also be an interchange of matrices between
the British Brunswick, IL.td, and the Brunswick-
Balke-Collender Co. as well as between the
British Brunswick, Ltd.,, and the Deutsche
Grammophon Co. and in the broadened field
of activity there will be an aggressive sales
policy.

New York Bankers Secure Control
of the Victor Talking Machine Co.

President E. R. Johnson Disposes of His 245,000 Shares of Stock in the Company to Speyer &

Co. and J. & W. Seligman—Over $40,000,000 Involved in Deal

The largest single business transaction ever
recorded in the music trade was consummated
on Tuesday afternoon of last week, wheu the
control of the Victor Talking Machine Co.
passed into the hands of the Wall Street bank-
ing firms of Speyer & Co. and J. & W. Selig-
man, through the agreement to purchase the
245,000 shares of common stock in the company
held by Eldridge R. Johnson, its founder, presi-
dent and principal owner. The bankers will
pay $115 a share for Mr. Johnson’s stock, and
it is stated that the same offer will be made
to the minority stockholders. There are alto-
gether 348,863 shares of Victor common stock
outstanding. .

It is stated that Mr. Johnson decided to dis-
pose of his holdings owing to the condition of
his health and his desire to be free from busi-
ness cares. The deal will call for the payment
to him alone of $28,175,000.

Representatives of the banking syndicate and
the Victor Co., on December 7, deposited a
majority of the common stock, 245,000 shares,
with the Camden Safe Deposit and Trust Co.,
thus binding the transaction.

Following the announcement of the sale of
his stock to the bankers, Mr. Johnson issued the
following statement to the stockholders of the
company:

“Influenced greatly by the condition of my
health and my consequent desire to be relieved
from business cares, I have, this day, given an
option to Speyer & Co. and J. & W. Seligman
& Co., bankers, for the purchase of all of my
holdings of common stock in the Victor Talking
Machine Co. on the basis of $115 per share, the
purchasers to receive in the event of their
exercising such option all dividends, if any, paid
or declared on or after December 6, 1926, as
well as any subscription or other rights ap-
purtenant to such stock.

“I have stipulated in the above agreement
that if the option is exercised the holders
thereof shall offer to purchase from all of the
other holders of common stock of the Victor
Talking Machine Co. all or any part of their
said common stock holdings at not less than
said price, to wit, $115 per share, the purchasers,
as stated above, to receive all dividends paid
or declared thereon on or after December 6, 1926,
as well as all subscription or other rights appur-
tenant to such stock on or after said date. The
holders of said option have agreed to make this
offer to you within fifteen days after they ex-
ercise such option, unless they make such offer
to you at an earlier date. The purchasers have
advised ime that it is their intention to preserve

. the continuity of the present management and

personnel and the standard of high quality
which has been the distinguishing characteristic
of the company since its earliest days.

“You will understand that it is not my wish
or intent to influence you in any way in any
decision you may make regarding your shares
of stock in the Victor Talking Machine Co., but
I have been so intimately associated with the
management and control of the company since
its inception that I did not feel it fair to others
who have invested their money in the enter-
prise that I should dispose of my shares with
out providing that they should have an oppor-
tunity, if they desire, to dispose of their shares
upon at least as favorable terms as myself.”

Mr. Johnson, a mechanic with very limited
means, became interested in the phonograph in
its early days, and in 1894 launched his own
company in Camden for the purpose of produc-
ing Victor machines playing what were then
the new disc records. In 1901 the Victor Talk-
ing Machine Co. was incorporated and fromn
that day and until July, 1925, the company paid
generous dividends to its stockholders. As
early as 1912 there were paid regular dividends
of 10 per cent and special dividends to the same
amount. In 1916, for instance, there was a 20
per cent regular dividend and a 60 per cent’
extra. Regular dividends of 40 and 45 per cent
were frequent, and in 1922 a 600 per cent stock
dividend was paid. It was not until July, 1925,
that the company found its business in such
shape that it was considered necessary to pass
a dividend. Dividend payments were resumed,
however, on August 6 of this year.

(Continied on page 112)

See second last page for Index of Articles of Interest in this issue of The World



[| >

THE TALKING MACHINE WORLD

Decemaer 15, 1926

More sales of
records bring
success on far
more complee
scaleforlive
retail dealers

The salesword of the moment 15, or should
be, “sell more records.”

This does not mean that sales policy should
neglect the sale of the new machines, which
are doing their very large part in bringing about
that renaissance of the phonograph industry
which we are all so happy to perceive and to
participate in. Rather, it means that the way
to a still greater and permanent success in the
future is by the road of record distribution. The
people of this country have nevcr been educated
to the point of becoming record enthusiasts.
This was because in the early days of talking-
machine cxpansion the amount of territory to
be covered was so enormous that a very large
aggregate distribution could be had upon a very
«mall individual consumption. It was rather
like the business notions of Celonel Mulberry
Sellers, who had been told that cach of the
four hundred millions of Chinese had bad eyes,
and calculated that thereforc thev all nceded
eve-water; so that the sale of one bottle of eve:
water only per unit of that population would
provide millions of profit. There were indeed
slight though effective obstacles in the path of
the ingenious promoter; but if onc puts aside
the question of sales resistance. which stumped
Colonel Sellers, the talking machine industry
will have to confess that for a long time it rode
to prosperity upon a Sellcrian horse. A popu-
lation growing from ninety to niore than a hun-
dred millions within a decade or so made for
deceptively large output figures. If onc person
in cvery ten bought onc machine once in a life-
time that incant ten millions of machincs. And
if each of those ten machine owners bought five
records per year, that meaut fiity millions of
records. Which all looks very big, and is big;
but it does not reveal, until analyzed, its actual
weakness as a basis for building prosperity.
For, in truth, we began to find out in due course
that the difficulty lay in the coming of that day
when the one-machine-in-a-lifetime-and-five-
records-per-year class of the population should
be prettv well satisfied. And then the question
became one of “what to do.” And it is the
answer to that question which is here given.

PHoliday Greetings

" E express our appreciation of the patronage
' and co-operation that we have received during
1926 and extend to the trade our wishes for

Merry Christmas
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Greater Profits by
lixploiting New Records

By William Braid W hite

That is to say, I make here no plea for the
neglect of any department of phonograph sell-
ing. I merely point out that one department
has been badly neglected in the past and that
if only as much good work be done in the future
on record sales, per individual machine owner,
as has been done in days past in placing ma-
chines all over the country, the phonograph
business will be placed upon a pedestal of pros-
perity from which nothing can ever pull it down.

But it is also proper to say, and to insist,
that the future foundations must be struck

The greatest opportunity for
the retail talking machine
dealer to build for permanent
success and to Increase his
volume of profits lies in the
more vigorous exploitation of
the record department. Record
sales can be built up to a
volume that will bring in a
steady stream of cash. Push
the records you handle.

deep. There is only one bedrock on which to
place those foundations, and that is the rock
of record consumption. It is essential to build
up among the present and future owners of
talking mathines an adequate interest in the
musical treasures of the record catalogs. Once
get even a strong minority of the buying public
into the habit of adding periodically to their
stocks of records, and the foundations of pros-
perity will have been struck right down to that
bedrock from which they never can be dis-
lodged.

The phonograph and its records constitute
together an art preservative of art. They not
merely reproduce, they record. That is to say,
they give one a “library” of rccords, a library

and

A Progperous 1927
NEW YORK ALBUM & CARD CO., Inc.

Established 1907

23-25 Lispenard Street
Makers of Nyacco Albums, Nyacco Radio Sets and Nyacco Portable Phonographs and Radio
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The record de-
partment gives
the retailer a re-
peat business —
record sales in-
crease profis

from whose shelves one can pick music as one
picks books, when and as often as one wants
them. Tt is the difference between having what
one wants when one wants it and having what
someone else wants when someone else wants
it. This is fundamental.

But it must once more be said that the way
to this desired permanence and prosperity is
along the road of record consumption. It is
essential to build up interest in record buying.
How this is to be done has often been told in
my own articles in this paper, as well as by
many expert merchandisers in these same col-
umns from time to time. One principle shall
for the moment suffice. There is nothing much
to be done save by general publicity to build
up more record buying among that large parst
of the public which takes its aesthetic pleasure
mainly through its pedal extremities; in other
words, among the dancing people. They will
buy the latest dance records anyhow and the
best way to deal with them is to advertise
steadily and persistently what one has of the
wares that appeal to their taste. There is, how-
ever a large and intelligent minority of music
lovers only waiting to be convinced that the
modern phonograph and records are really what
they are said to be. The process of convincing
is easy, for the phonograph of to-day really
does what it claims to do. The future pros-
perity of the phonograph industry is in the
hands of this minority. It is not so small a
minority either. And it is mainly composed
of the not-quite-so-young people. This minor-
ity has been badly neglected. Judicious remedy
of that neglect is quite possible and practicable;
and no wise dealer will fail to take this truth
into account while he is rebuilding his sales
policies upon broader and sounder and more
permanent foundations.

The installation of phonographs and several
loud speakers in different departments of the
Newark plant of the Westinghouse Co. has had
the effect of offsetting monotony, fostering con-
tentment of the workers and brightening the
entire work place.

NEW YORK
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W. H. Lynas Makes Interesting Analysis
of Status of Radio Industry in Europe

Managing Director of Graham Amplion, Ltd., of London, a Visitor to This Country, Declared
That the Radio Industry Throughout Europe Is Constantly Growing in Strength

W. H. Lynas, managing director of Graham
Amplion, Ltd., of London, England, arrived in
this country recently on the “Berengaria” to
spend a few weeks visiting the trade here and
in Canada. Mr. Lynas, who is making his head-
quarters at the offices of the Amplion Corp.
of America, expects to return to Europe within
the next few days and in the meantime is con-
ferring with S. B. Trainer, president, and Lloyd
L. Spencer, sales manager of the Amplion Corp.
of America, regarding extensive® plans for ex-
pansion during the coming year.

Mr. Lynas, who is internationally prominent
in radio circles, needs no introduction to the
radio industry in America, for he visits here
frequently and also attended the 1925 and 1926
conventions of the R. M. A. at Atlantic City,
where he was one of the speakers. Graham
Amplion, Ltd., maintain world-wide affiliations
which give Mr. Lynas an opportunity to keep
in close touch with radio activities throughout
Europe, Great Britain and the English Colonies.
The companies associated with Graham, Ltd,,
in the manufacturing and marketing of Amplion
radio products are located all over the world
and comprise Alfred Graham & Co., Ltd., Lon-
don, Eng., Amplion Corp. of America, New
York City; Amplion Corp. of Canada, Ltd.,
Toronto, Canada; Compagnie Continentale
Amplion, Brussels, Belgium; Compagnie Fran-
caise Amplion, Paris, France; Amplion (Aus-
tralasia), Ltd., Sydney, Australia; Etablisse-
ments Belges Amplion, Brussels, Belgium;
Radio Presse Internationale, Brussels, Belgium;
Radio Press-Paris, Paris, France; Deutscher
Amplion Vertrieb, Frankfort-on-Main, Germany.

In a chat with The World Mr. Lynas gave

an interesting resumé of the general status of
the radio industry in FEurope, stating: “The
radio industry throughout Europe is in very
healthy shape, gaining in strength and stability
at a very satisfactory rate of progress. The
sales, of course, are nothing like the volume
in America, but the business is on a firm foun-
dation with the sales curve on a more even and
steady plane during the active season than in
this country. In practically all of the leading
European countries there is a steady demand
for radio products during the Fall and Winter
months which does not show the sharp in-
creases and decreases which apparently are still
a factor in practically every section of America.

“At the present time the subject of broadcast-
ing is_receiving the attention of every member
of the radio industry in America, but in this
particular respect Europe seems to be quite
some distance ahead of the radio industry here.
As is generally known, radio broadcasting
throughout Europe is in the hands of various
Governments which receive the co-operation of
the International Broadcasting Confcrence. This
important and well-established association has
headquarters in Geneva and meets at frequent
intervals in the various European trade cen-
ters. Broadcasting throughout Europe is regu-
lated in such a way that there is absolutely no
interference with the wave lengths allocated to
the respective broadcasting stations. The wave
lengths which are assigned to the stations are
followed rigidly without complaint or protest
and there is a spirit of co-opcration which is
proving of immeasurable value to every phase
of the radio industry. For example, several
stations in England voluntarily relinquished re-

Qhis (ine
Leads to |
Greater
POIT

plans.

~%)| Sales—Larger and |-

Profitable selling does not just happen. It
is the result of carefully planned and care-
fully carried out manufacturing and selling

CASE Radio Receivers assure the radio dealer
easier and quicker sales with larger and surer
profits for these three reasons:

1. Six-tube tuned radio frequency sets of un- -

usual performance ability.

2. Attractive low prices—liberal dealer profits.
3. National advertising and dealer helps.

CASE advertising
many of them in your community. The CASE
merchandising plan helps you get the greatest
benefit and profit from that advertising.

A Reputable Product—A National
Institution with over 300 Jobbers

CASE Radio Receivers have five years of suc-
cessful performance to their credit.
made in a complete range of table and console
types to fit every purse. CASE sales have grown
steadily every year—CASE dealers have made
more money each year.

CASE Sets are manufactured by a well-estab-
lished, well-financed organization that does busi-
ness on a sound,
greatest satisfaction and profits for all con-
cerned.

Write today for complete literature and informdtion

INDIANA MFG. & ELECTRIC CO.

RADIO

Easier and Quicker

Surer Profits foryou!

reaches 8,100,000 families—

They are

conservative basis, assuring °

MARION, INDIANA

P

PRODUCTS

cently their rights to certain wave lengths be-
cause they were interfering with broadcasting
from several points in Europc. These wave
lengths were allocated to other stations and the
sitnation was adjusted to the complete satisfac-
tion of all concerned.

“The output of the various broadcasting sta-
tions in Europe seems to be more stabilized
than the average output of the American broad-
casting stations. Programs are maintained on
a definite, concrete basis and are not influenced
by the particular time of the day when they are
presented. At times, of course, the quality: of
the programs may suffer in comparison with the
extensive repertoires of the American broad-
casting stations, but there is a stability to the
output of the European stations that is prov-
ing a valuable contribution to the success of the
radio industry.

“During the past year the sale of radio prod-
ucts throughout Europe has shown a very sub-
stantial increase over 1925 and, although there
have been no radical changes in the product it-
self, the industry is steadily marching forward.
I find, in this country, that the most material
changes appear in the design of the product
rather than the basic construction; and this con-
dition is similar to the European radio indus-
try. It is in broadcasting primarily that Europe
shows a marked advance over America, and the
service given to the owners of radio receivers
is steadily increasing in proportion to the
growth of the trade. A valuable feature, for in-
stance, is the broadcasting from London at a
specified time each evening of the important
news of the day, sponsored by a group of world-
famous news associations. This resumé of
news happenings is followed closely by every
owner of a radio receiver, who, regardless of his
distance from the city itself, is enabled to keep
in close touch with the news of the day. The
Government does not permit commercial broad-
casting of any type whatsoever, and every pro-
gram that is broadcast must receive an official
okay before it is given over the air.

“l am greatly pleased with the exceptional
progress which Amplion products have made in
America and Canada the past year, and our
sales figures are very satisfactory. We have
plans in contemplation for 1927 which will un-
doubtedly prove of considerable interest to our
distributors and dealers and which will be an-
nounced by Mr. Trainer very shortly. I am
looking forward to a healthy, prosperous radio
year in 1927 with the industry showing a
stability commensurate with its world-wide
progress of the past four years.”

Columbia 1927 Catalog
Ready for Distribution

]
Entire Library of Columbia Recordings Pre-
sented in a Most Complete Fashion

The 1927 record catalog of the Columbia

Phonograph Co., New York, is just off the press
and it presents in a most complete and well-
arranged fashion the entire library of Columbia
recordings. The. first séction of the catalog is
given over to aii-alphabetical list of record
titles, followed by an alphabetical index of
artists and an alphabetical index of composers,
so that the dealer can readily find a record no
matter how meager is the information presented
by the inquirer.
. The next section lists and reviews the forty-
four Columbia Musical Masterwork album sets
with short summaries of the works and their
composers. Next follows the listing of concert
and operatic selections presented under the
name of the recording artist. In the order
named following this section are listed stand-
ard and popular records, race records, old
familiar melodies, Irish series and the educa-
tional series. The catalog is printed on a fine
grade of paper with clear readable type and the
book is profusely illustrated with photographs
of world-famous™ Columbia artists.
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DEALERS DELIGHTED

WITH
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No. 502 Receiver, Art Console, 5-tube; coils shield- o.,,,;'"-
ed; operates from house current or batteries; space i
for sacket power units or batteries. Price, less acces- T ]
sories but including external Cone Speaker T ? Y’
East of Rockies Rockies and West Canada
$325 $355 $380
No. 501 Receiver, same operating unit as No. 502,
Price, less accessories without Cone Speaker
East of Rockies Rockies and West Canada
$180 $192.50 $225
I find the No. gor Receiver is no exception to the excellent standards We wish to compliment you on the new Model yor Receiver inregard to
which you have established in your other models . . . . 1t is a great relicf everything connected with 12, 1.c., quality of materials, workmanship, appear-
to dealers to be able to concentrate more firmly on the Stromberg-Carlson ance and the resules obtained from ir.
Iine because of your new and broader scale of prices. There is narln'nf too complimentary which we can say in regard to the gor.
I anticipate a very heavy donand for these Five Tube sets, and trust The only drawback which we can posssbly think of is thar we may not be
that your production is goingro be adequate enough to take care of the demand. able 1o ger enongh of these instruments to supply our customers wants.
Haynes-Griffin, Inc., New York City United Music Company, New London, Conn.
We bave received and installed the new j-tube Treasure Chest Recesver. We We have just received the new No. o1 Receiver and having rested it out
are delighted with it and wish to compliment the Stromberg-Carlson Co. for will say that 1t is certainly a step forward in radio. We never yet have seen
producing this model, as we find it to be very suitable for the majority of a set 5o powerful and selecrive . when used with a Stromberg-Carlson
homes. Cone Speaker it has the finest tone we bave ever heard.
We intend to feature this Receiver in our sales campaign this season and We are cerrainly glad to have this set added to the Stromberg-Carlson
expect it to be our most popular model. family and believe st will be the biggest seller yer.
Gray, Trimble & Swmith Electric Co., Bloomington, Ill. Grantham & Ramsey, Kaw City, Oklahoma

(qNFLUENCED by the flood of public approval, Stromberg-Carlson dealers in
every section of the country are voicing their enthusiasm over the new §-tube

Recetvers.

For these dealers are reaping increased profits from this broadened Stromberg-
Carlson field of radio merchandise—and are enabled to concentrate more firmly
on a line which represents permanence of value.

Stromberg-Carlson Telephone Mfg. Co., Rochester, N. Y.
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Makers of woice transmission and" «voice reception apparatus for more than thirty years. {}’
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W. R. Davis Appointed
Priess Vice-president

In Charge of Sales—Julius V.Cremonim Named
Assistant to New Vice-President and Man-
ager of Foreign Sales Department

The Priess Radio Corp., 695 Broadway, New
York City, of which William H. Priess, the
well-known radio engineer, is the head, recently
announced the appointment of William R.

—

W. R. Davis

J. V. Cremonim

Davis as vice-president in charge of sales, and
Julius V. Cremonim as assistant to the new
vice-president and manager of the foreign sales
department.

Mr. Davis has had radio experience dating
from 1906, when he was associated with Pro-
fessor Fessenden in Governinent experimental
work. Later he joined the forces of the Mag-
navox Co., where for a period of five years he
held the post of sales manager.

Julius V. Cremonim has been with the Priess
organization for some time, first in the capacity
of sales representative and later as assistant
sales manager with complete charge of export
sales. As in the case of Mr. Davis, Mr.
Cremonim has a background of engineering
training as well as sales experience. He is a

graduate electrical and mechanical engineer and
has studied export conditions in both Europe
and South America. He spéaks fluently English,

Spanish, Portuguese, Italian, French and Ger-
man.

Discussing his new association with the
Priess Radio Corp., Mr. Davis said: “I am

extremely glad of the opportunity this new
connection affords me. We have only one unit
of sale—the Priess Straight Nine—and my un-
divided effort can be given to it.”

Ross Kenyon Now Treasurer
Sleeper Radio & Mfg. Corp.

Announcement of the election of Ross Ken-
yon as treasurer of the Sleeper Radio & Mfig.
Corp., Long Island City, New York, has been
announced by Gordon C. Sleeper, president.
Mr. Kenyon practiced law for several years be-
fore entering business as treasurer of the
Northam-Warren Corp., where he served for
five years in this capacity. Other officers of
the Sleeper Co. are Herbert C. Doyle, vice-
president and George O. Castelle, secretary.

Awarded Victor Franchise

David M. Isaac, of 1473 Myrtle avenue,
Brooklyn, N. Y., was recently awarded the Vic-
tor franchise and now carries a complete line
of Victor Orthophonic instruments and records.
Among the radio lines carried by Mr. Isaac are
the R. C. A, Atwater Kent, Freshman, Grebe
and Ambassador.

Victor dealers of Tacoma, Wash, made a
concerted drive to introduce to the residents of
this city the new Orthophonic records.

The Officers Club of Fort Sam Houston, San
Antonio, Tex., has purchased one of the new
Viva-tonal Columbia phonographs from the San
Antonio Music Co.

Interesting Facts About
Radio’s “Missing Notes”

L. C. Lincoln, Advertising Manager of F. A. D.
A'ndrea, Inc, Describes the Feature That Dis-
tinguishes Cone Speakers From Others

The story of the “missing notes” in radio
was related recently by L. C. Lincoln, adver-
tising manager of F. A. D. Andrea, Inc. In
many years’ experience in the music field,
Mr. Lincoln has made a special study of re-
producing devices.

“A very important element of a receiving set
is the reproducing device,” said Mr. Lincoln.
“The three principal elements, the tubes, the
receiver and the speaker, must work in har-
mony for best results. This combined result
has created a new term in radio, ‘harmonated
reception.’

“The average human ear can respond to
sound vibration from as low as 30 per second
to upwards of 10,000 per second, and the ordi-
nary music range may be considered from 30
per second, which corresponds to the low notes
of an organ, to upwards of 4,000 per second.
It is very seldom, however, that a note as high
as 4,000 per second is encountered. The lowest
tone in an orchestra, for example, is that of
the double bass viol, with 42 vibrations per
second, while the piccolo climbs to over 4,700.

“Obviously the speaker should give uniform
response throughout the entire musical range.
An effective and balanced response to all notes
in the musical scale is essential for true re-
production. Most speakers in the past have
failed to give any satisfactory response to
vibrations under 200 per second. These are
the ‘missing notes,' and reproducing them ef-
fectively and efficiently is a feature that dis
tinguishes the latest development in cone
speaker design from practically all other radio
reproducers.”
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record sales.

"PEERLES

Get your share of the Holiday Gift money. Record Albums
make most appropriate presents and when sold create heavy

Display Albums and you will
sell Albums—and Records too

wonderful value in the

2N S N NS e

PEERLESS ALBUM CO

PHIL RAVIS, President

636-638 BROADWAY, NEW YORK

Write for Sample of the above and ask about our
Peerless $15.00 Portable

Genuine Leather Covered

Peerless Portable

In Black, Brown and Blue

The Peerless Portables — covered
with genuine leather-—are remark-
able values at $25.00 The purchaser
immediately notes the difference in
quality leather—and sees the added
value of these rich instruments as
gifts. '

ALBUMS and
PORTABLES

Retail

Iz
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Now’s the Time

Money gifts and bonuses
at this time of the year
present a very great buy-

ing power.

"What real serious effort

are you making to get your
share, Mr. Victor Dealer?

C. Bruno & Son, Inc.

Victor Wholesale Exclusively

351 Fourth Avenue
New York City

1834 —Q0wer 92 Years of Dependable Service to the Music Trade— 1926
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Straightening Out the Air Tangle

HE confusion in the air which has followed the decision of the

Federal courts some months ago, to the effect that the Depart-
ment of Commerce did not have power under existing statutes to
regulate the operation of radio broadcasting stations and to specify
the wave lengths upon which such stations can operate, has resulted
in strong pressure being brought upon the Congress which is now
in sesston in \VWashington to pass one or the other of the bills before
it designed to regulate radio traffic in the air. The subject has
aroused national interest.

Local court actions in Chicago and elsewhere have served for
the moment to regulate this air traffic to an extent by injunction. but
the remedy is admittedly onlv temporary and does not extend far
enough to grant protection to non-protesting stations, which suffer
from the operation of others who have entered the field or have
seen fit to move about on the limited wave band.

The situation is one in which the manufacturer and retailer of
radio apparatus are deeply concerned. for present and prospective
radio fans are beginning to show a distinct reaction as a result of
the confusion in radio programs. In many localities, particularly
in or near the larger centers where numerous stations operate, it
requires a receiver much more selective than the average to enable
the listener-in to get his programs clearly and without interference.
The result is that owners of receivers are making loud complaints
to dealers about trouble in operating their sets, and numerous re-
ports are on record of prospective customers who hesitate to buy
because of what their friends tell them and what they read regard-
ing the conditions in the broadcasting field.

“Freedom of the air” sounds very fine as a slogan, and it
appears well in print, but does not work out in practice. The
point is that, if radio broadcasting is to be a part of our present-day
scheme of things. the public must be protected in its efforts and
desires to listen without undue interference to what is put on the air.

It is time for the industry as well as for the public to insist
that the conference committee smooth out its differences and so
reconcile the provisions of the \White and Dill bills—or provide a

substitute—to the end that satisfactory legislation be enacted. The
Dill Bill sponsored by the Senate places the control of radio broad-
casting with a Federal Radio Commission of five members to be
created, while the White Bill sponsored by the House, to accomplish
the same end, places radio control with the Department of Com-
merce. Various other phases of the bills can easily be adjusted if
the spirit is there, and pressure by every interested party should be
brought to bear while the new Congress is in session to bring about
such an adjustment.

The National Radio Co-ordinating Committee has aired
views and made its claims and it rests now with the retail trade
itself, so vitally interested and in such close touch with the public,
to demand of Congress some type of legislation that will provide
proper control of the air as a protection to the millions who already
own radio receivers and to the other millions who may be expected
to buy. It may be that during the short session of Congress, with
the many things of importance to come up before that body, there
may not be the time to iron out differences relative to permanent
legislation. In such an event it would be well for the trade and
the public to urge that some temporary or emergency legislation
be enacted that will grant desired relief until such time as the
permanent bill can be passed. The importance of the matter cannot
be overemphasized.

It's the Effort, Not the Market, That Fails

FOR those who are fond of declaring that the buying power
of the American public has been curtailed, and that the growth
of instalment buying has served to deplete the present and future
cash resources of the nation, there is little comfort in the Govern-
ment report to the effect that there is at present something in excess
of $50,000,000,000 on deposit in the banks of the country, of which
approximately half represents deposits in savings banks.

The important thing is that these deposits are earning, it is
estimated, some $800,000,000 a year in interest, part of which re-
mains in the banks, but a very substantial proportion, including that
accumulated in Christmas funds, is put back into circulation through
the medium of general purchases. Regarding industrial conditions,
the Government reports them to be altogether satisfactory, with
practically no unemployment and with most industries on a full-
production schedule.

These Federal statements reflect the continued prosperity of
the country, and the problem that is faced by the average retailer,
whether in the music field or some other line of business, is not
that of facing a failing market, but of meeting a steadily increasing
volume of competition from all directions. In short, there is plenty
of money in the hands of the American people to be spent, but there
seems to be a host of energetic salesmen after each dollar. The
matter resolves itself into first-class salesmanship, both through
the printed word that creates the desire, and through personal con-
tact which crystallizes the desire into the actual purchase.

Assuming that many millions of dollars are to be spent within
the next month or so in holiday and post-holiday buying, it is not
sufficient for the dealer to sit quietly by and wait for some of those
dollars to walk into his store. There are too many other dealers by
the wayside to interfere with the parade. The buyving power of the
country so far as the individual retailer is concerned rests entirely
on his ability to control a proper share of that power to his own
end. For the laggard hard times will always be here.

Authoritative Information Is Important

ANUFACTURERS in the talking machine and radio indus-
tries who seek to branch out into foreign fields on a serious

basis have no occasion to go pioneering in the broad sense of the
word or to depend upon advice and information of doubtful value
from sources ill equipped to render any real service to the exporter.
The American manufacturers collectively have been and are
supporting at a cost of some $3,000,000 annually a foreign trade
promotion service as a part of the Department of Commerce that
has proved its value by producing directly and through its own
efforts a volume of business annually that is many times in excess
of the cost of the work. The Bureau of Foreign and Domestic
Commerce stands ready upon request to make surveys of definite
foreign fields for domestic manufacturers, supply information that
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Viva-tonal Columbia

Model 810 . . . $300

(Decorated Brown Mchogany)

Model 800 . . . $275

(Two-Tone Walnut)

i

Viva-tonal Columbia
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) | Model 611 . .. 5115

Model 710. . . 8175

& ; (Decorated Walnut) - = (Decorated Brown
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This one finest gift
this Christmas
overshadows all the rest

HE Viva-tonal Columbia is greater than beauty of all the music of all

a phonograph—it is the successor to the the world!
phonograph. Not only does it do all that All that musicis today, theViva-
any phonograph ever could do, but it vastly tonal Columbia is—and it is yours
increases the entire range and volume of mu- to give—for their enjoyment.
sical and vocal reproduction. Make this supreme test of the merit

The deepest bass notes, so essential in of your one most important gift—be

dance tempo, but formerly not audible in sure that it is a gift that will give of
phonograph music, are now accentuated as 1tself.
the composer meant them to be. Great sym- Never before has it been possible to give
phonies may be heard with full appreciation such a gift as the Viva-tonal Columbia.
of every nuance of orchestral rendition. Not It 1s a gift that, above all others, gives
only magnificent volume—noz only startling of itself, lavishly, untiringly, affording a life-
clarity—not only absolute truth—but all the time of delight to those who possess it.

The dealer who is to demonstrate the Fiva-tonal Columbia to you may be identified by his display of the Columbia trade-mark.
If more convenient, write to us for descriptive booklet and let us tell you the name of your nearest Columbia dealer.

Columbia Phonograph Company, 1819 Broadway, New York

COLUMBIA New procEss RECORDS

Viva-tonal Recording, » + + + the electric records without scratch

The epoch-making electrical process of recording used in Columbia New Process Records is
offered to the public by the Columbia Phonograph Company through arrangement with the

; Western Electric Company

The public is invited to hear and test such  ing brilliance, smooth surface. volume, and
Columbia New Process electrical recordings as  tone-quality now available through the electric
the Berlioz Symphonie Fantastique, Tschal-  recording process. Any Columbia dealer will
kowsky’s “1812” Overture; Schubert’s Un-  gladly play these, as well as the latest popular
finished Symphony and Beethoven's Ninth  dance and vocal numbers. Look for the famil-
Symphony, all splendid examples of the'amaz-  iar Columbia trade mark.

Consider each model of the Viva-tonal
Columbia as a piece of furniture—

— Sorce yourself to forget its musical ca-
LA ' i ‘. '

v'i’- a5 4 s ‘wy/‘ y - v o e > pacity—and you will appreciate its
=N
~

h@'. )\ dignity and appropriateness. Study
I

= }/& i’ .
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its details and you will find excellence
of workmanship happily associated
with contenience of design




HE HOLIDAY SEASON al- 1
ways brings good business to

the phonograph and record trade—
but there never was a better time to
| offer the Viva-tonal Columbia and
Columbia New Process Records, re-

| The whole country has re-awakened
to a complete appreciation of home- |
I music—and the market for Columbia

| products 1s ready. Reach out for it.
It belongs to YOU.

COLUMBIA PHONOGRAPH COMPANY
1819 Broadway New York

corded the nmew way — electncally. |
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is authentic and the result of careful and expert research, and pro-
vide lists of prospective customers that, properly used, are of incal-
culable value to the would-be exporter, as well as to him who has
already had experience in the field.

The well-manned offices that the bureau maintains in the lead-
ing trade centers throughout the world keep on file catalogs of
American manufactured products, trade publications and other
literature designed to give the inquiring foreigner first-hand in-
formation of products made in this country that he may desire or
can use. These offices also transmit to headquarters information
as to market possibilities in their respective districts—information
that is at once forwarded to those in the United States to whom it
may be expected to be of interest.

This information service is far more elaborate than the average
individual appreciates and may be had by the interested manufac-
turers either entirely without charge or at a cost that may be con-
sidered infinitesimal compared with the expense that would attach
to similar work carried on under his own direction. Information
and advice on export matters come within the province of the
expert and manufacturers who contemplate broadening out their
distribution to embrace foreign fields would do well to keep in touch
with the Government bureaus, or someone equally qualified to give
information, rather than to make false moves upon information
simply rehashed from Government reports.

Securing general information upon export matters is not a
matter of mystery. A letter or two to the Bureau of Foreign and
Domestic Commerce in Washington will do the trick.

Closing the Books for Nineteen T wenty-six

ITH the end of the year only a fortnight off, 1t is possible
without calling a halt in the holiday trade to cast up the year's

accounts in some measure and find out just how really good 1926
has been to the members of the phonograph and radio trade. Tt
is to be admitted that some of the seemingly optunistic statements
issued before the first of the year have been discounted to a greater
or less degree by actual occurrences, but taking everything as a
whole we are rounding out a year that has been recognized as
productive of a staple volume of business, and there is every pros-
pect that the situation will improve materially as months go by.

Talking machine dealers for the most part have been in a pecu-
liar position for most of the year. The public responded nobly to the
appeal of the new types of instruments and new records, and the
question has been one of obtaining adequate supplies of desirable
models rather than that of developing prospects. For the dealers
who have worked consistently and intelligently, the business volume
has been of quite substantial proportions, and as stocks become
increasingly available this volume should grow in like proportion.
For the most part it has been a seller’s market, which has its good
points and its bad ones, and the condition will likely exist for the
first part of the new year at least.

In the radio field there has been a noticeable settling down and
stabilization, and a lack of the excitement that marked the first few
years of the business. It has requfred more intensive selling on
the part of dealers as a rule, but the sales have heen worth while
and the dealers have had the advantage of being better acquainted

11
RURIMIINES S S S TP
g i . ) F
g Jo all our ' /r/enc/s n the mduslry best
..l . .
' wishes for a :f”erry Ghristmas and a
New Hear of C/)rosper/'{l/ and //app/'ness.
“ °
8 =
s . =
ZANNNIS NS s eI NS

with the product and its handling, with the result that the profits
have been worth while. This is a situation that makes for perma-
nence of the industry.

If Congress manages in some way or another to clear up the
broadcasting situation there is every reason to believe that radio
will continue to be a distinctly important factor in the business
world, for the mdustry has now found itself.

Nineteen hundred and twenty-six has not been in any sense a
boom year, but it has been a most substantial one, and for the re-
tailer who appreciates the dangers of inflation and then deflation
the absence of a boom is not to be regretted.

Keeping the Mailing List Alive

LIVE mailing list is one of the most valuable assets of the

talking machine dealer in the building up of a record business
of large proportions, for it enables him to keep his prospects and
his customers constantly informed regarding the new musical offer-
ings calculated to make them interested in their phonographs. The
mailing list, however, is of greatest value only when it is kept con-
stantly up to date, for circular matter sent to the old addresses of
those who have moved away or passed on means that much wasted
postage and wasted effort. ‘

Checking up on the mailing list at regular intervals is not
an embarrassing process if the dealer takes advantage of the offer
of the postoffice to do that checking for him at a cost much lower
than the same work could be done by the members of his own
organization. Elsewhere in The World this month it is explained
how this official checking can be secured. Tt is worth earnest con-
sideration on the part of those who do even a fair proportion of
their solicitation and selling by mail.

An Outstanding Business Transaction

F tremendous interest and importance to the entire business

world and the talking machine trade in particular was the
announcement on December 7 of the sale by President E. R. John-'
son, of the Victor Talking Machine Co., of the control of that
company to the New York banking firms of Speyer & Co. and
J. & W. Seligman, through a deal which when completed will
call for the payment of $40,000,000 or more. Need it be said that
the final transfer of control came as a surprise to the industry.
Further announcements as to the future policies and plans of the
Victor Co. will be awaited eagerly Ly the industry and especially

* that large part of it closely affiliated with Victor activities.

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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Cheap Credit Causes Collection Troubles

Landau’s Have Solved the Secret of Successful Instalment Mer-
chandising—A Simple and Effective Credit Plan Reduces Risk

Cheap credit and a too long lapse in following
up delinquent accounts are the primary causes
of collection troubles. This is the theory of
l.andau's, who operate three of the most suc-
cessful music and jewelry stores in the an-
thracite coal region of Pennsylvania. That this
line of reasoning has merit is indicated by the
fact that poor accounts on the books of this
firm are estimated to be less than one-fourth
of 1 percent. And this in spite of the fact that
at the present time the Wilkes-Barre Landau’s
storc has 8,700 open accounts; the -Hazleton

finally rcach the credit department and the
credit manager inforins the patron once more
of the plan of payment.

This may seem like a trivial point, but it
has proved of the utmost importance. First,
repeated mention of the necessity of making
payments in the store leaves no room for mis-
understanding on this matter in the mind of the
customer. Second the importance of making
the pavments when due is hammered home.
Third, semi-monthly visits to the storc by each
of the customers has a remarkable effect on

store boasts approximately 5,000 accounts, and sales. Thus the people come in contact with
LANDAU'S HAZLETON STORE
DAILY REPORT SHEET NO 2439
s RETURNED
LEASE REC. ON - ALOUNT
DATE NAME ADDRESS Foriol, “xa ARTICLE 1 AccousT [Tamoae T Amores OF SALT
S o il L]
Petty Cash Balance Bank Balance Cash Sales Carned
Pig. asd Presaons dax L£aooh Salig -4
Traceierced taPetty Cach Depot this day Cazh Oyer
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The “Daily Report” That Has Simplified Bookkeeping at Landau’s Store

at the Pittston establishment there are about
3,000 names on the books.
A Difficult Territory for Credit

And this achievement has been realized in
the face of conditions from the standpoint of
credit and instalment selling that are far from
ideal. First, as has been mentioned, the Landau
stores are in the heart of the coal mining sec-
tion of the State. Second, a vear ago one of
the worst strikes among miners in history was
experienced, people spent all their savings for
necessities and went into debt, the music store
being compelled to wait for its money. Third,
the bulk of the people are foreign-born and
the usual methods of collecting are out of the
question. Another factor that makes Landau’s
record remarkable and which should be of wide
interest among dealers who are experiencing
collection troubles is that never in the years
that the firm has been doing business has a
collector been used.

Simple but Effective Credit Plan

Landau's credit and collection plan is the
essence of simplicity and economy. No ex-
pensive and involved system is used. The

success of the firm in its credit operations is
due entirely to the fact that a constant study
of the customers is being made, both for the
purpose of bettering the sales efforts at each
store and to facilitate the work of the credit
department. Here is a practical example of
the working of the plan:

A customer enters the store and the sales-
man proceeds to sell her a talking machine
or other instrument. As soon as thc negotia-
tions havc reached the point where the sale
is a certainty the salesman says: ‘“Madam, I
would like to call your attention to the fact
that Landau's do not employ collectors and it
is necessary for customers to make their pay-
ments in the store.”

The customer is then turned over to the
store manager, who O. K.s the contract and
again calls attention to the fact that no col-
lectors are employed and all payments must
be made in the store. Customer and contract

the stock, which is always attractively dis-
played, and many sales are madc that otherwise
would ncver materialize. Fourth, frequent visits
of patrons enable salesmen to gain and hold
the good will of the people to whom they have
sold merchandise. Fifth, the firm and the lines
handled are constantly in the minds of the cus-
tomers.
A Few Don’ts for Customers

Each instalment customer is supplied with a
receipt book, in which are entered the payments
made. The front cover of this handy booklet
contains the account number of the patron,
name, address, city. The inside of the cover
contains date of purchase, terms of lease,
articles purchased and amount of purchase. Be-
neath this in bold black letters is the message:
“Your payment on your lease is due and pay-
able at our store on date herein specified.”

The inside back cover of the booklet bears
the title, “Some Don’ts for Customers.” Here
are the “don’ts”; “Don? miss vour pavments;
Don’t pay money on our account to a stranger
unless he can show you a card with your name
and number, which is................ , and the
balance. There are impostors around always;
Don’t miss a chancc to visit our store, for
new goods keep constantly coming in; Don’t
forget to notify us if your receipt book is lost
or stolen, so that a new one can immediately
bc made out for you; Don’t fail to report any
inattention of our employes or dissatisfaction
with any goods, for we aln to do our very
best to please you, and, above all; Don’t fail
to see the manager; for he'll make good.”

Analyzing Credit Risks

Landau’s have made a study of the various
tvpes of prospective customers with a view
to determining their value as credit risks. They
have discovered, to give a concrete example,
that the customer who makes the down pay-
ment askcd, or who requests that the first
payment be very small and agrecs without ques-
tion to semi-monthly payments of $10, and
breezily announces that “I'll clean up the ac-

count in a month or two anyway,” usually will
bear close watching. Of course, some arc
sincere and do clean up the account, but many
are chronic instalment buyers and use the same
tactics everywhere without regard to their abil-
ity to pay as provided for in the contract. In
other words, there are many people who over-
buy, especially when credit is too easy.

On the other hand, the customer who states
definitely that she can only pay so much down
and so much when each instalment is due and
refuses to permit herself to be talked into
larger down payment and shorter terms,
usually is a good credit risk, for the reason
that this type of patron has analyzed her abil-
ity to carry the financial burden.

In spite of all precautions, however, Landau’s
are not infallible and occasionally a customer
deliberately moves away without leaving be-
hind her new address. For following up these
“skips” Landau’s utilizes the services of a man
who traces down “skips.” This man has the
use of a small automobile. He also follows up
deliveries to see that satisfaction between cus-
tomer and store is maintained; he makes
necessary repairs; delivers an instrument him-
self when necessary even late -at night, and
also works on the floor. He is a contact man
and has proved invaluable in retaining the good
will of customers.

A brief statement is sent out to a customer
in arrears. A few days only are permitted to
elapse before the sending out of this state-
ment. If no statement is forthcoming three
letters are mailed to the customer at intervals
of a few days each. When no payment is forth-
coming within a reasonable time, action is im-
mediately started to repossess the instrument.
During strikes and sickness of the wage-earner
of the family leniency is exercised in the credit
department. This promotes good will.

A Simple Daily Report

All of Landau’s operations have been reduced
to the last word in simplicity. The illustrations
on this page show the daily report in use at the
three stores of this firm. As will be seen,
this type of daily report is complete, giving
the store at the end of the day an accurate
record of the transactions made, including sales,
expenditures and payments on account. This
daily report is on ledger size paper and is
operatcd on the loose-leaf system.

On the back of the daily report are ruled
spaces—one to list the checks drawn during the
day; another to itemize petty cash expenditures
and a third for a summary of cash sales. The
“Summary of Cash Sales” space lists the types
of merchandise handled, as follows: Talking
machines, musical merchandise, pianos, sheet
music and music rolls, bicycles and jewelry. By
this simple plan Landau’s have a complete daily
report of the business transactions of the store
and it enables the management to analyze con-
ditions. There is nothing involved about the
system and it is complete, considerations that
should commend it to all talking machine deal-
ers who are seeking to improve their account-
ancy methods.

Featuring Stromberg-Carlson

The Gray, Trimble & Smith Elec. Co.,
authorized Stromberg-Carlson radio dealer of
Bloomington, Ill, is featuring the new five-tube
receiver and the new line of radio accessories
that have been introduced by the Stromberg-
Carlson Co. Attractive interior display, win-
dows and other publicity are drawing attention
to the line.
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For Your Protection!
KINE Dealers Get Every Inquiry

C‘%“KING” dealer contract means just what it says. When

we grant an exclusive territory, it is exclusive. Every
inquiry from that territory is referred to you. Every lead is
given to you promptly.

All this is made certain by the system pictured above.
Every letter we receive (except those from our dealers) is
checked against our master maps. Signals are attached to
the letters showing territory and dealer’s name. Then we
make sure that that inquiry, or that bit of information, is
passed on at once. For time is of importance if the dealer
is to realize full benefit from the lead so referred.

Absolute protection, made sure by “King” methods, means
more profit for you.

Plus this adequate guarantee of territorial rights, we offer you:

1 A thoroughly good line of band instruments and saxo-
phones. You know “King” quality.

2 Intensive, persistent advertising. National magazines and
‘ . . (13 .
‘class” publications carry the “King” story to your cus-
tomers every month.

3 Maximum discounts.
4 An adequate financing plan for the handling of time-paper.

5 Intelligent co-operation. Direct mail campaigns, display
material, forceful catalogs, imprinted literature—these are
just a part of the “King”-planned co-operative selling
service.

Every feature you seek is offered to you in the “King” dealership contract

Many good territories are still open. Each week makes that number less. Qur
mutual profit suggests a discussion of your territory now. May we have that opportunity?

THE H. N. WHITE CO.

5215-82 Superior Avenue ™~ 4 Instruments
. nstrume
CLEVELAND, OHIO THE H. N. WHITE CO: Maker of King Bar
S eumerior Ave., Cleveland, :
Makers of 5215.32 Superiot scount sheet along with

atalog and disc v Agency-
Send your latest €38 00 i e “King" Ag
D compl“eén.‘omauon yout plan for financing
Also send in
sales.

formation about

Name of Firm -

Individual - - - - ====-="~ -

Address - ---

City- - e
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Co-operative Ads
Score Over Sales Resistance

How G. M. Jensen, Brunswick Branch Manager,
Buffalo, Created Demand by Advertising Drive

[The accompanying article by Eleanor C. Spencer de-
scribes the effect of co-operative advertising and brings
out the value to retailers of taking advantage of oppor-
tunities of tying up with campaigns staged by manufac-
turers and wholesalers—EpiTor.]

Co-operative advertising participated in by
talking machine dealers, wholesalers and manu-
facturers during the past year has assumed
growing importance as a means of sales pro-
motion and building prestige for the dealers and

George M. Jensen

the lines they handle. There is no doubt about
it, by combining their efforts the dealers, with
the aid of the manufacturer or wholesaler, have
been able to present their products to the public
in a manner so impressive that sales have been
uoticeably increased. Many dealers, whose
llmited means prevent extensive newspaper
advertising, in this manner get the benefit of
page and double-page spreads in the news-
papers at nominal cost. Co-operative advertis-
ing is good for the dealer and it is good for the
wholesaler and manufacturer. It stimulates
business all along the line and it is the type of
help that farsighted manufacturers are placing
at the disposal of the merchants who handle
their lines.

A co-operative campaign that has been mark-
edly successful and which demonstrates the
value of this method of sales promotion is that
staged by George M. Jensen, manager of the
Buffalo branch of the Brunswick Co.

Working on an Advertising Appropriation

Mr. Jensen was allowed so much for factory

STARR PIANOS

Represent the Highest Aitainment -in. Musical Worth
e STARR PIANO COMPANY

Established 1872

advertising. He determined he would elaborate
on this advertising, which usually came in one
or two-column strips,
home he drew up several layouts for page news-
paper advertising, and balanced a dealer tie-up
with the factory advertisement. He explained
to the dealers the advantage of this oppor-
tunity to take part in a page newspaper adver-
tisement, giving them publicity and-prestige that
could not be gained any other way for so rea-
sonable a price. His campaign was successful
from the start. Mr. Jensen was certain of re-
sults, and his confidence was transmitted to his
dealer patrons, so that the enthusiasm became
spread throughout the Brunswick trade of his
territory, which covers western New York and
northern Pennsylvania.
Immediate Results

The experiment was tried out in Buffalo
early in May, shortly after Mr. Jensen was
placed in charge of the district, determined to
put Brunswick before the public of his territory.
Results were immediate. He carried his idea to
Niagara Falls, Elmira, Ithaca and Jamestown,
and in every instance the dealers were so
greatly pleased that the page co-operative
advertising of Brunswick dealers in these com-
munities has been established as a permanent
institution.

The copy is timely and has bearing on some
current news. If a Brunswick artist is appear-
ing in the city the fact is featured in the adver-
tising copy, which emphasizes records. ~ A
greater portion of the Summer copy featured
Brunswick dance records.

Pleased as Sales Increase

“The dealers of this territory are greatly
pleased with results of the co-operative adver-
tising which we have conducted so far,” Mr.
Jensen said. “It has brought them excellent
immediate results. For our distributing office
it has been more than satisfactory. The net
returns have gone vastly beyond my fondest
expectations. I am more fully convinced than
ever that the best results can be obtained
through teamwork. The development of our
page advertising is only the beginning of the
most constructive advertising campaign ever
conducted by the company.

“The effect of the advertising has been two-
fold. First, it has brought more buyers to the
dealers, resulting in a greater volume of busi-
ness through creating a desire to buy in the
consumer through the printed word. Second,
by encouraging dealers to tie in their activities
with national advertising, we are definitely sure
of their more effective co-operation in a mer-
chandising way.”

Monthly Sales Gains in Slow Season

Proof of results of the Summer campaign

so in the evenings at

can be found in the following month-to-month
comparisons, showing a percentage increase in
sales each month of the warm weather season

which ordinarily show a decline.  May sales
showed an increase of 9.3 per cent over
those of April; June increase over May
was 43 per cent; July increase over June,
7.7 per cent; August increase over July,
121 per cent, and September over Au-
gust, 30 per cent. October sales showed the
greatest increase compared with September,

which obviously is explained through the fact
that the Panatrope Model P-1, operating on a
twenty-five-cycle electric current, was released
in Buffalo during the forepart of October.
This electric current is prevalent in the resi-
dential sections of the city and scores of buyers
were waiting for this instrument to be placed
on the market. They were placed in homes as
rapidly as they were shipped to the city, and
the October increase in net profits went tower-
ing over any percentage of the preceding five
months.
Broadcast Brunswick Records

Mr. Jensen has not confined his efforts only
to newspaper advertising in exploiting the
Brunswick instrument and records. He has
arranged with Jamestown's leading broadcast-
ing station to set aside a Brunswick dinner
hour each Thursday, when the new Brunswick
releases are played on the Panatrope, which
was loaned the station in exchange for its
courtesy to the distributor. In announcing the
new releases the names of the Brunswick
dealers in the city are given as sponsors of the
program. The dealers and Mr. Jensen all agree
that this has been exceptionally effective in
creating new Brunswick record customers as
well as stimulating old customers to buy new
releases. The broadcasting station has received
many letters from listeners-in commending it
for allowing them to hear these new recordings.
When a Brunswick artist appears in Jamestown,
almost without exception he gives a concert or
recital at the broadcasting station, and com-
parisons are made over the radio with his record
on the Panatrope. These tests always bring
results and there are often requests for repeat
performances.

Setting an Example

Officials of the Brunswick Co. declare that
Mr. Jensen is setting an example for many
phonograph distributors. His enthusiasm, intel-
ligent effort and hard work have won the
admiration and commendation of his employers
who have suggested some of Mr. Jensen’s meth-
ods of advertising and exploitation to other
Brunswick men throughout the country.

Ilustration at top of page through courtesy of “‘Bruns-

wick Pace-dlaker.”

mfi!‘i\* I

STARR PHONOGRAPHS
GENNETT RECORDS

ftichmond. Indiana
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*1000” fora Name

Nothing to buy. No obligation
of any kind.

Send in one or as many sugges-
tions as you desire. Here is
your chance to win $1000

Our product is known as Majestic “B’” Cur-
rent supply with a slogan, “delivers pure,
direct current from your light socket.” We
believe the name and slogan can be im-
proved. A cash prize of $1000.00 will be paid the person
sending us the best suggestions for a name and slogan—with
a short letter giving reasons for selection. Duplicate prize
awarded in case of tie.

Hints to Help You

Keep the name Majestic. Originate a new and better word or phrase for
“B Current Supply,” also an appropriate slogan, -

The Majestic ? vastly improves radio reception, contains no
acids or liquids and voltage can be accurately adjusted to meet varying
conditions in every city and on any set. Some of its advantages
should be brought out in the new name and slogan you suggest.

If you have not already heard a radio set using a “Majestic” go to
your dealer for a demonstration. It will be a new experience for you in
radio reception. It may also give you the inspiration for a name and
slogan that will bring you $1000.00. Dealer will be glad to show you
the Majestic and do everything he can to help you win prize.

Contest closes at midnight January 29, 1927. Award of judges will

be published in this paper about February 15th. Address all letters to
Contest Manager, care of

GRIGSBY - GRUNOW ~ HINDS ~ CO
4584 ARMITAGE AVE.
CHICAGO-ILL

Contest Manager, care of Grigsby-Grunow-Hinds Co.
4584 Armitage Avenue, Chicago, Illinois

I submit for name. @ MAJESTIC. ==

For Slogan._____

Address

Name_ _ I
{ Use this form or one similar}

15

MUSIC

Dealers

At the left appears the
first of a series of adver-
tisements that will run in
over fifty Metropolitan
newspapers each week
beginning January 2,

1927, to January 29, 1927.

The prize contest will
focus the attention of
millions of radio fans on
our product and possibly
you dealers may also be
interested in suggesting

a name and a slogan.

This contest will doubt-
less .mean a tremendous
public interest in our
Majestic “B”
Supply. Display the de-

Current

vice in your show win-
dow and attract atten-
tion to your store. You
will profit from increased
sales and the prestige of
an article that gives en-
tire satisfaction.

o~ =

If you have not secured from your jobber counter dis-

play cards and window streamers, write or telegraph us.

GRIGSBY-GRUNOW-HINDS CO.

4558 Armitage Avenue

Chicago, Illinois
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Goggan’s Idea Exchange Plan Aids Selling

Increases Efficiency of the Sales Organization by Discussions of
Problems and Exchange of Ideas at Regular Meetings of Staff

After all, the ultimate success of a product
lies in its distribution to the consumer. A
manufacturer may search to the far corners of
the earth to obtain the finest material for his
product. The jobber may use every effort
within his means to give better deliveries and
better terms. The retailer may have a fine
store, and he may trim his windows in the most
attractive manner while at the same time he ties
up his displays with effective advertising. But
unless the salesmen have the knowledge and
ability to work effectively the money spent to
get people into the store will be largely wasted.

A short time ago a business bureau made a
survey among retail salesmen to determine the
weak points in this part of merchandising.
When all the reports had been turned in, it
was found that inattention and lack of initiative
were almost wholly the cause of less volume
among retail stores.

Be that as it may, there are quite a number
of retail merchants who have not waited for
surveys to disclose their faults. They have
studied their individual problems and have ap-
plied methods to remedy faults. These mer-
chants stand out from the general average as
the silver dollar in this country stands apart
from the franc. And among these merchants
may be classed the store of Thos. Goggan &
Bro., San Antonio, Tex. W. Edgar Parker,
manager of the radio and phonograph depart-
ments, tells how they have eliminated these
faults in their sales forces and shows how the
business has been materially benefited.

Exchange of Ideas Helps Salesmen

“Probably the greatest help in retail selling,”
Mr. Parker explained, “is in the exchange of
ideas. No one person will look at a problem
from the same angle that another will see it;
and it is because of this fact that new methods
are brought out and new means created for
selling more merchandise and rendering a
greater service to the customer.

“We have what we consider as good a sales

By B. C. Reber

force as can be brought together. I have used
great care in selecting the various employes in
our talking machine department and I believe
that I can positively say that they will rank well
with any other sales force in the country.

“We have taken up the task of training this
group of people to become expert sales people.

In the accompanying article
W. Edgar Parker, manager of
the talking machine and radio
department of Thos, Goggan
& Bro., San Antonio, Tex.,
tells how sales meetings are
conducted and how the ef-
ficiency of the salesmen has
been increased as a result.
There is food for thought in
this article for every progres-
sive talking machine dealer.

We have selected them because of their per-
sonality, their neat appearance, their references
and their general impressions. We hold regular
sales meetings in which we conduct sales
schools. We will take one item like a new
record or a package of needles and give one or
more meetings to that individual item until we
have conquered it. If it is a new record that
has just arrived, we endeavor to find out why
such a record has been made, who wrote the
musical score and whose orchestra or band
plays the music.

“If it is from a musical comedy we learn of
what play it is a part and get a brief summary
of the play itself so we can better appreciate
and understand the music and the words which
accompany it. Each record of this kind is thor-

More Than a Million Sales
for WESTON Radio Plug

comes the Weston Conwvertible ““Pin-Jack”’

Voltmeter !

The Weston Convertible “Pin-Jack” Voltmeter is
now ready to make its sales record and adver-

tising is appearing during the radio season in
the SATURDAY EVENING POST, reach-
ing millions of potential customers who
already know the quality of Weston
products. {This “Pin-Jack” Voltmeter
and High Range Stand is the most
practicaldouble-purpose voltmeter
ever offered to the radio pub-
lic. It measures both filament
and battery voltages at the
cost of one instrument,—
insures intelligent radio
operation, set perform-
ance, set satisfac-
tion, set economy
and profits for
the dealer.

Write or wire at once for full information

Weston Electrical Instrument Corporation
190 Weston Avenue,

STANDARD.THEWARLD.OVER

WESION

Pioneers since 1888

Newark, N, J.

A

Wasn €T,

_—

oughly discussed; and there is not a person in
the department who is in a position to handle
sales but who can talk intelligently on any
record we have in stock.

“We take the phonograph and analyze it
To us it is more than a cabinet with a spring,

" a motor and a peg for holding a round disc.

It is an instrument of entertainment. One
which will educate as it entertains. It is some-
thing which will while away a weary evening.
It can be used by both old and young with
equal enjoyment. It has a long life, and the
initial investment can be spread out so that
before it is of no further use the actual cost
will amount to less than a cent a day. That’s
a strong selling point.

“Then we have meetings when we discuss the
points in which we are weak. If one of the
salesmen goes out to call on a prospect for a
phonograph and fails to make the sale we may
have him get up and tell us what he said. Then
we will criticize his sales canvass and deter-
mine what should have been done. Or, if he
has made a good sale, we may have him tell
how he did it so others may benefit.

Higher-Priced Units of Sale

“We have shown a constant increase in busi-
ness, and we are gradually going into the better
grade of merchandise. By that I mean that the
majority of our sales are now in the better ma-"-
chines, rather than a large volume made up of
sales of cheaper models. We teach the cus-
tomer to appreciate the best. We point out the
pride in possessing a machine that ranks with
the best that can be had. We emphasize the
value of having a machine that will interpret
the tone quality and reproduce it just as the
artists would give it in person.

“We teach the value of music in the home—
the educational value to the growing children.
We point out the simplicity of operation of a
phonograph and the large variety of entertain-
ment that may be enjoyed on one of these
machines. We stress the importance of some
kind of entertainment in every household. We
show how more happiness and contentment is
to be found in homes with music.

“Then we stress the economy of the phono-
graph. Here is a machine that provides a great
variety of entertainment. You do not have to
bire some one to play for you. You do not
have to spend a lot of money and time in learn-
ing how to play. You can listen to the golden
voice of Caruso. Then you can sway to the
tunes of a dance orchestra. Tired of both of
these you can hear a snappy banjo solo, or
some novelty record. The range of entertain-
ment is almost unlimited.

“I believe one of the first essentials of sales-
manship is to know what you are going to sell
and to believe in it. Unless you can go to a
customer honestly believing that you are repre-
senting the very best phonograph or record that
can be made, you will never be able to sell
successfully. One of the foundations of sales-
manship is the faith you have in your merchan-
dise, and unless a salesman has that it is better
for both him and his house to part company.

Co-operation as Factor in Selling

“Co-operation among the employes is a great
thing in building up sales and maintaining har-
mony. If an employe comes to me with an idea
that he thinks is a good one, 1 owe it to my
firm to give it most careful consideration. If
the idea is a good one, it should be adopted and
he should be given proper credit. If it is one
which is not feasible, this should be carefully ex-
plained to him. Then he should be thanked
for his co-operation and interest.”
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MODEL HH
Model HH, Double Spring Silent Motor, ?&MIgG—byeswill shsmitly announce Model
" _ ouble Spring Silent Motor, to play
guaranteeg to pla.y five 10-inch reco'rds-, abso about four records, Same in every respect as
lutely noiseless in running and winding. Model HH, but smaller size.

OChHe

SILENT SMOTOR
CFAMILY

Read what the Carryola Company of America, the largest manufacturer
of portable phonographs in the world, says about The Silent Motor:

“The Silent Motor, in our humble “The Silent Motor has many special,
opinion, is the best motor made, bar strong features. It was selected for
none. And it's quiet. You can’t hear the Carryola Line because of its re-
it turn.” markably steady performance and

”

freedom from ‘grief.’

“It is unconditionally guaranteed by
us against defective workmanship or
materials,”

Silent Motor Corporation

HERMAN SEGAL, President
321-323-325 Dean Street Brooklyn, N. Y.
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Victor Co. Issues Fine
Catalog for Consumers

Complete Line Made by the Victor Co. Is
Illustrated and Described in Artistic Booklet
Designed for Consumer Distribution

“The New Orthophonic Victrola, Electrolas
and Radiola Combinations,” is the title of an
unusually attractive twenty-four-page catalog
that is being distributed by the Victor Talking
Machine Co., Camden, N. J. The complete line
of instruments manufactured by the Victor Co.
is illustrated in a most pleasing way.

The catalog opens with an introduction out-
lining briefly the merits of the new instruments
and records. It is also pointed out that in
choosing an instrument the quality of music,
perfection of reproduction and entertainment
value must be considered. The Victor Co.
emphasizes other qualities that must be con-
sidered, namely, “Design,” “Quality of Ma-
terial,” “Construction,” “Wood Finishes” and

“Equipment—Ease of Operation.” Considerable
space is given to a description of the Ortho-
phonic tone chamber, following which are illus-
trations in color of the various instruments.
The catalog really is in four sections—First,
the Orthophonic Victrola line; second, the Elec-

trola; third, Victrola-Radiola combinations,
and fourth, portables. Accompanying these
illustrations is a complete description of the
instruments, including list prices. :

The catalog is a fine piece of work, printed
on buff.colored paper. It is designed exclu-
sively for consumer distribution and as a sales
promotion, aid it should be of real value to
retailers. The catalog will undoubtedly prove
of great benefit in bringing to the attention of
the public in an appealing and forceful manner
the merits of the new instruments, paving the
way for later follow-up by dealers.

The Victor Co. is releasing a record made
by Benito Mussolini, Premier of Italy, bearing
his message to “The American People and to
the Italians in America.”

Department.

the Buescher Franchise.

Instruments are best.

public wants to buy.

How is Your Business!

“September has been a record-breaking month and
if the rest of the year keeps up like this month has,
we will certainly set some new records here in this
And Buescher True Tone instruments
are, of course, the bulk of our sales.”

Here 1s an excerpt from another letter recently
received from a music dealer who sees the value of

The Public has discovered for itself that Buescher
And Music Dealers are find-
ing out that the Public wi// buy what it wants. There
15 no dull season for the dealer who has what the

It may be that your territory is still open.
it would be worth your while to inquire.
you to investigate the Buescher Proposition.

Address:

Buescher Band Instrument Co.

Wholesale Department
ELKHART, INDIANA

BYESC

—-—-’

V

ErueClone

At least
It may pay

CHER..

“Band and Orchestra’
INSTRUMENTS

H. R. Fletcher Appointed
Algonquin Sales Director

Making Hea'dquarters at General Offices of
Company—Has Had Wide Experience in
Sales Field in Various Industries

The appointment of Harold R. Fletcher as
director of sales of the Algonquin Electric Co.,
Inc.,, New York, recently announced by Leo
Potter, president of the company, has been re-
ceived with considerable interest in the music-
radio industry. The Algonquin Electric Co. re-
cently acquired the trade name Thermiodyne

H. R. Fletcher

and is manufacturing a new Thermiodyne Flf-
teenth Century Period Chest model in its fac-
tory at Poughkeepsie, N. Y. :

Mr. Fletcher, who is one of the best-known
sales executives in this field, comes to the Al-
gonquin organization from the Amsco Products
Co., where he was director of sales. His New
York associations date from 1908, when he
traveled for the \W. E. Pruden Hardware Co.
In 1911 he entered the automotive industry as
distributor of Hudson cars and Stewart trucks,
later becoming the general sales manager for
the latter organization. His automobile activi-
ties assumed wider scope when he became vice-
president and manager of the C. T. Silver Co,,
Eastern distributor of Overland and Willys
Knight cars and later manager for the Stutz
Motor Co.

Mr. Fletcher will make his headquarters at
the general offices of the Algonquin Electric
Co. in New York, where he is busily engaged in
welding together an efficient sales and distribut-
ing organization,

Tracy Wells Co. Distributes
Kellogg Radio in Columbus

R. K. Smith, sales manager of the Kellogg
Switchboard & Supply Co., Chicago, recently
announced the appointment of the Tracy \Wells
Co., Columbus, O., as a distributor of Kellogg
radio products. The Wells Co. is a large and
well-known general merchandise house, which
will serve as its territory thirty-two counties
in Ohio and eight counties in Indiana.

Death of August Smith

August Smith, who for many years had been
superintendent in the record making depart-
ment of the Victor Talking Machine Co., Cam-
den, N. J, and an employe since the organiza-
tion of the company, expired suddenly from a
heart attack, on November 30, at his home, 100
East Madison avenue, Hollingswood, N. J. The
lamentable thing about the passing of Mr.
Smith is the fact that only three weeks ago he
was retired on a pension by the Victor Co. Mr.

’Smith, who was sixty years of age, is survived
by his widow and daughter.
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E are the music-makers,

And we are the dreamers of dreams,
Wandering by lone sea-breakers,

And sitting by desolate streams;
World-losers and world-forsakers,

On whom the pale moon gleams:
Yet we are the movers and shakers

Of the world forever, it seems.

With wonderful deathless ditties

We build up the world’s great cities,
And out of a fabulous story
We fashion an empire’s glory:

One man with a dream, at pleasure,
Shall go forth and conquer a crown;

And three with a new song’s measure
Can trample an empire down.

We, in the ages lying
In the buried past of the earth,
Built Nineveh with our sighing,
And Babel itself with our mirth;
And o’erthrew them with prophesying
To the old of the new world’s worth;
For each age is a dream that is dying,
Or one that is coming to birth.”

Ode by Arthyr O'Shaughnessy

CHRISTMAS 1926
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Consolidated Co., Baltimore, Utilizing
Big Business Methods to Sell Brunswick

First Public Utility Concern to Feature Comprehensive Line of Phonographs and Combination
Instruments Plans a Strong Campaign of Sales Promotion

BALTIMORE, Mb., December 7—The Consolidated
Gas & Electric Light & Power Co., of this city,
which recently added the cemplete line of
Brunswick Panatropes, electric phonographs
and records, is placing a strong merchandising
campaign behind these products. This, by the

Ben Bernie and His Orchestra in Baltimore

way, is the first public utilities organization in
any large city to merchandise musical instru-

ments of this kind. Because of the fact that
the policy of the Consolidated Gas & Electric
Light & Power Co. provides that only com-
modities which consume electricity or gas in
some way may be sold, only those instruments
that are electrical products will be handled.
The entire stock, of course, will consist of
Brunswick phonographs equipped with electric
motors, as well as the Panatrope line. Bruns-
wick records come under the electric classifica-
tion, because they are recorded by an electric
light ray method.

The concern has one of the finest buildings
in Baltimore, in the heart of one of the busiest

shopping districts, and the musical instrument
department has been lavishly decorated and
will be second to none in the entire State from
the standpoint of display facilities. A large
force of outside men is employed, fifteen of
whom operate from the department handling
the Brunswick product. Ten experienced men
comprise the inside sales force. Salesmen are
carefully selected; each man must pass through
an especially prepared course and intelligence
test. In addition, the salesmen have subscribed
to the Brunswick Panatrope salesmanship
course in order to more intelligently market
the new product. Just about the time the
Brunswick line was added preparations were

being completed for an exhibition of the
“Lady of Light,” which features a wax figure
in a giant seashell that can be colored in vari-
ous ways through an ingenious electric light
arrangement. This exhibit and contest lasts
for thirty days and it is expected that from
seventy-five to one hundred thousand people
will visit the department. Of course, all of
these people will visit the Brunswick exhibit.
A complete display of the instruments has been
arranged around the “Lady of Light” and dur-
ing the entire exhibit Panatrope demonstrations
will be made. Recently Ben Bernie and his
Brunswick Record Orchestra appeared at the
department for three consecutive days, enter-
taining with their music thousands of visitors
These few points indicate that this company
is planning to utilize big business methods in
merchandising the Brunswick line, and the
methods employed provide food for thought
for dealers who hesitate to really get behind
their talking machine lines.

Harry Reser, Columbia
Star, Makes 2000th Record

Harry Reser, director of the noted Clicquot
Club Eskimos, exclusive Columbia Phonograph
Co. recording artists, is celebrating the comple-
tion of his 2000th record. In less than five
vears that Harry Reser has been in New York,
he has established himself as one of the fore-
most banjoists of America. As leader of the
Eskimos and other dance organizations he has
made a number of dance records that have won
great favor with the public. The two thou-
sandth record was made by Reser a short time
ago at the recording laboratory of the Columbia
Phonograph Co. in New York City.

1. Weatherman has opened a complete music
store in the Skelton Building, Heber Springs,
Ark. Standard lines are handled.

Col. Mapes to Re-enter
Radio Manufacturing Field

Following the dissolution of Radio Center,
Inc., Col. S. Herbert Mapes, widely known radio
executive, has announced the completion of
plans which involve his re-entry into the radio
manufacturing field. Col. Mapes has established
offices in New York, and expects soon to begin
the distribution of a power receiving set, built
to operate from either alternating or direct cur-
rent, at a modest price for such equipment. De-
tails will be given to the trade at an early date,
it is announced.

Col. Mapes also states that he has allied him-
self with the production of refrigeration units
for the home and a household oil-burning heat
system at popular prices. It is said that Col.
Mapes will be president of the holding company
controlling these manufacturing activities.
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from the better merchandise. ‘_
With the dependable Oriole !
Receivers you have a line of
business stimulators that will
speed up turn-over and enrich
your profiit while giving last-

ing joy and satisfaction to both

the giver and the recipient.
Oriole Receivers with the
Trinum Circuit are positively
amazing in performance--and
they stay sold.
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No. 78—Price $2.70 .
Sales Department Manufactured by %haéf ulJonCde'rfu% C}F:;lstmas gift.
. q e Oriole Console has beauty of
The Z‘In‘ke Co. W-K Elecn‘lF Co. ok outward appearance, richness, dig-
1323 S. Michigan Ave., Kenosha, Wis. nity! And it brings true enter- &
Chicago, Il tainment. Full rounded tomes---
two loud speakers give maximum
tonal range, fully 6 1-2 octaves.

RIOLE RadioReceivers
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Money-Making

Suggestions

for Ambitious Merchants

Three years ago the talking machine depart-
ment of a music store located in a business
section of New York City, on a street used
daily by many thousands of pedestrians of prac-
tically every nationality, did a gross business
annually of approximately $15,000. This figure
was unsatisfactory to the proprietor because of
the high overhead, and he contemplated doing
away with the department. A new manager
was secured and he was given the position with
the understanding that he had a year to meet a
certain figure that was regarded by the owner
as satisfactory. The new manager studied the
situation and decided that the biggest asset of
the store was being overlooked, as not a single
foreign language record was in stock—the
domestic and classical recordings comprising
the catalog—despite the fact that immediately
bordering the street upon which the store was
located there were settlements of Russians,
Italians, Germans, Spanish and other foreign-
born and foreign-language-speaking peoples, and
the passers-by were, to a great extent, foreign-
born. Catering to this class of trade built the
store’s business within a few months to $7,000
and $8,000 monthly, and at the present time a
monthly business of $25,000 is not unusual. A
large percentage of this business consists of for-
cign language record sales. The yearly gross
sales for the year of 1925, talking machines,
records and combination of talking machines
and radio receivers, despite the fact that there
was a shortage of instruments for the last two
months, were in excess of $175,000. The re-
markable growth of this store in such a short
time is undoubtedly unusual, but it emphasizes
the importance of careful studying of the retail
market.

$$3$$ %89

With the present-day music dealer represent-
ing one or more lines of talking machines, any-
where from three to ten lines of radio apparatus,
and a miscellany of lines of musical merchan-
dise and band instruments, to say nothing of
other items, the average mail brings a vast
amount of literature from various manufac-
turers and jobbers all designed to help the
merchant sell. Some of this literature fulfills
the end for which it was designed, but it is also
true that a great part of it is superfluous and
many dealers after a time consign the contents
of these envelopes to the wastebaskets without
even a glance. It is unfortunate that this hap-
pens, for in many instances the manufacturers
send information of a decidedly helpful nature,
compiled by experts, and the application of the
policies urged in the sales promotion aids would
build profits. An illustration of such a message
is the following bulletin recently sent to deal-

ers by the Atwater Kent Mfg. Co., treating of

the important subject of trade-ins. It reads:

“Many dealers strive earnestly to make a perfect
sale, and when that sale is made they ‘let down’ on
the question of ‘trade-in’ terms. It is more than likely
that if the saine effort was exerted to avoid accepting
the ‘trade-in’ as was used in making the sale the dealer
would win out. -

“How? There are many ways and the prospect’s posi-
tion in life should indicate one of these ways. [If he is,
by chance, a manufacturer, large or small, it would pay
to point out to him that his old radio would be useful
in his office for keeping him informed on market informa-
tion or business news. The same line of reasoning ap-
plies to the manufacturer’s agent or sales representative
who maintains an office.

“Should he be a produce commission merchant, his
old radio would be useful for weather information. This
latter argument should appeal to men interested in water
or long-distance trucking transportation. Contractors in-
terested in outdoor construction and even mer interested
in amusement parks should respond to this appeal. Fail-
ing in finding a business appeal for using the old radio,
there is one last stand that will register a victory for
the dealer in a large percentage of cases.

“Here it is as used: ‘Surely,” says the dealer, ‘your old
radio while unfit for your home is more valuable to you as
a gift to someone dependent on you or in whom you are
interested than it would be as a resale or second-hand
article.” That may be the last stand, but, effectively used,
it at least breaks down the prospect on the question of
how much he might be allowed on his obsolete set.”

$$ 58 %88

Several times there have appeared in the col-
umns of The World instances telling of the suc-
cess a certain New York dealer has had in sell-
ing records, with a great percentage of his sales
being of the better type of music despite the fact
that the location of the store is not conducive
to such trade. The store is on the East Side of
New York on a street given over to shops
handling mainly a low grade of merchandise.
However, this dealer has, through a number of
methods, built up a clientele of patrons who go
out of the way to patronize his store. With-
in the past few months a branch store of this
establishment was opened and it soon became
apparent that the same high quality of mer-
chandise composed most of the volume of rec-
ord sales. Other dealers in better locations and
with the same line of merchandise do not sell
a fraction of the records disposed of by these
stores. What'’s the answer? This dealer and
his branch manager -both know and love music
and take every opportunity of making them-
selves better acquainted with new compositions
and with the artists who make the records, so
that both can talk intelligently to prospective
purchasers. On the occasion of the opening of
the Sunday night popular concerts at the Metro-
politan Opera House, New York, the writer
met both the dealer and his branch manager
entering the opera house, and the dealer re-
ferred to the fact that three recording artists
would be heard in concert. The branch manager

also mentioned that in the afternoon he had
heard the Philharmonic Orchestra play. The
moral—? a tailor must know cloth, a plumber
pipes, why shouldn’t a music dealer know some-
thing of music?

$$$ %839 3

A radio dealer situated in a residential section
of an Eastern city does the greater part of his
floor selling in the evening and spends the day
in canvassing and in attending to service calls.
He found that it was unnecessary to employ a
clerk or salesman during the day because of the
very few calls which he received from prospec-
tive customers or shoppers. However, in order
that no one desiring service on a radio set
should be disappointed he has attached to the
door of the store a small pad of paper with
a pencil attached, so that visitors to the store,
finding no one present to give them attention,
can write whatever message they wish and it
will be attended to at the time of the proprietor’s
return. This simple plan has resulted in this
dealer’s retaining many service customers, for
people who desire service, visiting the shop and
finding it closed, would wander on to the next
shop, but when it is possible to leave their
name and address and to state what they wish
done, they write their message and await his
convenience. .

$ $$ 8888

With reference to records it would seem that
dealers and their sales staffs might pay a little
more attention to this section of the business
to be in line with the larger manufacturers of
discs, who for the past few months have been
giving this end of the talking machine business
more and more attention in their advertising
space in the newspapers and other advertising
mediums. As a suggestion, would it not prove
profitable for the record sales staff to read each
morning in the newspapers the reviews of the
openings of all musical shows and the music
critics’ reports of the operas and concerts, in
order that they may learn what selections
proved the “hits” of new mnusical comedies, and
what selections recording artists are singing or
playing on the operatic stage or on the con-
cert platform? It is obvious that the record
salesman who can talk intelligently to a cus-
tomer about the latest releases from the current
musical productions, or converse on artists and
their latest successes, has a greater chance of
building up sales than the clerk who must refer
to a catalog for his talking points. It is not
possible for the sales staffs to visit each such
production to attain this knowledge nor is it
necessary, but it is possible to gain sufficient
knowledge from a study of the newspaper re-
ports to talk interestingly about the artists
and records. The plan costs nothing and re-
quires no great effort and is surely worthy of
consideration.

The Emerson Radval Corp., New York, has
been incorporated at Albany with a capital
stock of $150,000. S. Randel is the incorporator.

TALKING MACHINE WORKS

ERMANN THORENS

Ste. Croix, Switzerland

announces the establishment of its

NEW YORK OFFICE
at
450 FOURTH AVENUE, 11th floor

NEW YORK, N. Y.
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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
water capacity. Visible electrolytelevel.
Rates: with 6-volt battery, 2.5 and .5
amperes; with 4-volt battery, .8 and .2
amperes. Specialmodel for25-40cycles
with 1.5 amperes high rate. Price
$19.50. West of Rockies $20.(In Can-
ada $27.50.)

Balkite Trickle Charger

MODEL K. With 6-volt “A’’ batteries
can be left on continuous or trickle
charge, thus automatically keepingthe
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 chargerifaresistance isadded.
Charging rate about .5 ampere. Over
200,000 in use. Price $10. West of
Rockies $10.50. (In Canada, $15.)

Three New Balkite “B’’s

Balkite *‘B”’ eliminates “B’* batteries
and supplies‘‘B” current from the light
socket, Noiseless. Permanent. Em-
ploys no tubes andrequires noreplace-
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 Combix;ation

When connected to the ‘“A” battery
this new Balkite Combination Radio
Unit supplies automatic power to both
“A” and *‘B” circuits. Controlled by
the filament switch on 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 and re-
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 volt AC
current with models for both
60 and 50 cycles. The new
Balkite Charger is also made
in a special model for 25-40
cycles.

Jo

Permanent
pieces of equipment-
in this Balkite feature

lies your profit

To tell the difference between Balkite and any other device
does not take very thorough examination. You can tell the
difference the minute you look at a Balkite Unit. The dif-
ference is even more obvious when you pick up the unit
and feel it. Balkite Radio Power Units are permanent pieces
of equipment, made to last.

The evident scrupulous care that goes into the manu-
facture of every Balkite Unit is not altruism on our part.
It is based on the conviction that to be permanently suc-
cessful the products of any manufacturer must represent
honest manufacturing value. In the long run the public
will not accept less.

This scrupulous care is also part of our belief that for a
manufacturer to be permanently successful evervone con-
nected with the sale of his product must make a legitimate
profit out of it. And by legitimate profit we mean more than
the temporary profit made out of each sale. We mean that
the manufacturer must take every precaution that the profit
of the trade is not eaten up by service cost.

Not only does Balkite give you the greatest volume, but
the profit you make on your sales is clean. Once sold, Bal-
kite Radio Power Units stay sold. They don’t come back.
Get behind Balkite now, and make the maximum profit out
of the demand for light socket radio power.

FANSTEEL PRODUCTS COMPANY, INC, North Chicago, 1.

FAN STeE

Balkite

“‘Radio ‘Power Units

S
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Stress Radio Service,

By W. B. Stoddard

The radio department of Lyon & Healy,
Chicago, is one of the finest in the city. On
the main floor there is a large section, with
sales and display space, and ample facilities for
a varied assortment of accessories. If a cus-
tomer likes a set and wishes to hear it demon-
strated he is taken to the fourth floor, where
there are numerous small rooms in which this
can be done without the distractions encounter-
ed on the busy main floor. Lyon & Healy were
the first musical instrument house to intreduce
a radio department. This was in the Swinmer
of 1922 when there was only one broad:asting
station in Chicago and very little was kuown
about the new form of entertainment. They
took it up carefully and cautiously. Said the
manager of the department:

“We made exacting tests over long periods
of time. We were months assembling the stock
of merchandise in order that we could give
assurance to our patrons that anything they
purchased from us would give satisfaction.

Using Mail Advertising to Good Purpose

“Direct-mail advertising has been used with
excellent results in our radio department. Three
sets of circulars are sent, ten days apart, to our
regular mailing list, which consists of the names
of those who have purchased Victrolas from us.
These circulars are in the form of folders, with
a perforated postcard attached which can be
torn off and used by the customer for mailing
purposes. There is a place for the name and
address. The days of the week are enumerated
as well as the hours from 2 to 9 p. m.,, whizh
the customer can check off when requesting a
demonstration. A corps of outside salesmen
is employed on commission. These men visit
prospective customers and demonstrate the sets
for them.”

From the first they had the problem of the
“gyp” dealer to encounter—the firms with no
reputation to maintain, who would buy second-
hand outfits and inferior accessories, and then
run big advertisements featuring the low prices
of their sets. Having sold a set on price they
gave no attention to service. Indeed, their
policy seemed to be when called upon to do

For Territorial Rights
Address

MU-RAD

Radio Corporation
Dept. W

Asbury Park, N. J.

Customers Will Ask You
" for the New

MU-RAD

Will You Fill Their
Order or Lose a Sale?

Six years of continuous publicity, sane mer-
chandising and positive value have made
for Mu-Rad a name that is respected by
dealers and public alike.
Rad Receiver is all that earlier sets have
been, and more.

Your customers have read Mu-Rad’s
announcement of
Recerver.
demonstrations. Will you be ready? Mu-
Rad’s dealer policy is generous, fair and
square and as old as radio. Vrite today
for franchise in your district.

repairing to leave the set in such shape that
before long more repairs would be needed—
with the costs piling up all the time.

First-class Service Department Established

“One of the first things we did,” said the
manager, “was to establish a first-class service
department, and we have found it one of the
best methods of combating the cut-rate store.
The man who buys a cheap set and then has

Lyon & Healy, one of the
most successful stores selling
musical instruments in the en-
tire country, are operating a
profitable radio department as
the result of the merchandis-
ing policies outlined 1in the
accompanying article.  The
basis of all radio sales promo-
tion at this fine Chicago store
is service to the customer and
insurance of satisfaction. .

constant trouble in securing competent service
when anything goes wrong, is very appreciative
of real service, and in many cases discards his
cheap set, purchases one that is reliable and
remains a good friend of our firm because he is
serviced promptly and efficiently when he
needs it.

“We have never recommended the building
of sets, but advise our customers to purchase
sets complete. A man may get a lot of fun out
of a set he makes for himself, but it is usually
no more satisfactory than if he attempted to
make a Victrola without the proper scientific
knowledge. Another thing—any firm “with a
reputation to maintain would be expected to
service a set for which he sold the materials—
which is very unprofitable, as no matter how
good the materials, if they are not put together

SUPER-SIX RECEIVER

This new Mu-

the new Super-Six
You will be asked for Mu-Rad

Not Price, Say Lyon & Healy

properly thcre will always be something wrong
with it.
Speaker Department Is Help to Buyers

“Our big speaker department has been respon-
sible for no small share of our success. Trouble
with speakers is apparently one of the main
things with which the radio purchaser has to
contend. Accordingly, we have a special room
where a series of speakers is installed, one of
each kind kept in stock. With the assistance
of a mechanical device installed in connection
with the radio set and controlled by a telephone
type switchboard, each speaker can be demon-
strated separately. In this way a customer can
compare the respective merits of the speakers,
demonstrated at the same volume.

How Buying Terms Are Arranged

“The privilege of extended payments is
accorded our customers, but we have found it
better to make the time shorter than usual
Formerly, six months’ time was given to liqui-
date the account, but experience has proved
that four months, which now obtains, is more
satisfactory. One-third of the amount is re-
quired down, and the balance arranged in four
nionthly payments. In a few cases, where the
credit references are exceptionally good, the
time has been extended to six months, but as a
general policy it has been found better to ob-
serve the short time limits. Many stores ask
one-fourth down, with twelve months to pay,
but we have found it better to stick to the short
time and have no repossessions, which are never
profitable. There are so many changes in radio
in six months’ time that many time-paying cus-
tomers feel they would like to have one with
all ‘the latest improvements,’ and importune the
dealer to make an exchange before they had
fulfilled the requirements of their contract.

Sets Sent Out on Ten Days’ Trial

“The unreasonableness of certain customers
was likewise demonstrated in connection with
our former policy of selling the sets subject to
thirty days’ approval. It was found that many
would assume a disgruntled attitude—think
their neighbor’s set better than their own—a
better buy for the money, etc. For this reason
our policy was changed and sets are now sent
out on ten days’ trial with a nominal charge for
installation. It is possible to find out all there
is to learn about a radio set in ten days’ time
and a longer time only results in confusion. If
a prospect is not fully sold when in the store
we send out a set on ten days’ trial. We make
a small charge for installing the machine, but
give sixty days’ guaranteed service, which
means that should any set be found defective
in any way it will be remedied without charge.
Battery replacement or the paralyzing of tubes,
the latter one of the most frequent difficulties
of green operators, entails a moderate charge
for service.

“Service is the keynote to our success, and
with it we have found it possible to maintain
prices, and sell on the quality instead of the
price, which is the only way of keeplng a set
successfully ‘sold."”

Stewart-Warner Distributor
Sponsors Radio Concerts

Des MoiNes, Ia, December 7.—The Stewart-
Warner Products Service Station, distributor of
Stewart-Warner radio receivers, reproducers,
tubes and accessories, is sponsor for a series of
seven radio concerts, known as the Stewart-
Warner Matched-Unit Radio Programs, which
are being broadcast every Monday evening
from eight to nine, Central Standard time, from

Station WHO.
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bitious.

*The fundamental exclusive
circuit making possible
Ortho-sonic reproduction is
patented under U. S. Letters
Patent No. 1,582,470

1

The Federal plan gives the retailer an opportunity to
concentrate on fewer lines, and in his advertising and
selling statements to be consistent in his recommen-
dations to his customers.

The general Ortho-sonic Line through its all-satisfying
range of models and prices, simplifies ordering and
inventorying, and results in faster turn-over and better
profit margins.

The Retailer realizes that a manufacturer, willing to
forego maximum immediate profits for the sake of
perfecting and producing simultaneously a varied line,
must be inspired by a grim determination to build
and to hold a respected position throughout the years.

Federal Radio

=

The sign of the Designated
Federal Retailer

FEDERAL RADIO CORPORATION, Buffalo, N.Y.

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

LOGIC

NY radio retailer able to confine his dealings to one large
and responsible concern which manufactures a complete
line of receiving sets that will meet all his requirements is
indeed in a fortunate position. Federal Designated Retailers,
operating on this basis, are enjoying bigger and better re-
turns than otherwise possible. And for these reasons:

The advantages offered by the Federal Plan are too unusual
ever to be overlooked by the retailer who is sincerely am-
Write your Federal wholesaler for full details.
you don’t know his name, write us.

ORTHO-SONIC’

If

Reg. U. S, Pat. Ofl.
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Profit Winning Sales Wrinkles

Cashing in on Window Display of a Single Record — Radio Dealer Uses Testimonials to Create
Sales—Unique Record Enables Dealer to Analyze Buying Trend—Books Increase
Friedman’s Profits—Advertising on Milk Bottle Caps—Other Unusual Stunts

The policy of occasionally devoting the win-
dow display space of a retail music store to
featuring a single record has in many instances
proved very successful in not only stimulating
the sale of the record featured, but also aiding
sales in other lines. The dealers find that an
unusual window display has the tendency to
bring people into the store, permitting the
dealer and his salesmen to bring to their atten-
tion new instruments and new record releases.
Within the past few months the Distributing
Division of the Okeh Phonograph Corp. has
been co-operating with its dealers in arranging
displays featuring record releases, and in each

Ro ckford

Hardware
The Rockford Line of

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

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

Natioral fock Co.,
Rockford. JI1.
U.S. A.

Cable Address—Natlock

Branch Sales Offices:

Chicago, Ill.
Cincinnat, O.
Detroit, Mich.
Evansville, Ind.
Grand Rapids, Mich.
High Point, N. C.

Indianapolis, Ind.
Jamestown, N. Y.
Milwaukee, Wis,
Seattle, Wash.
Sheboygan, Wis,
St. Louis, Mo.

Los Angeles, Cal.

case the dealer reports stimulation of sales.
Both Charles Silverberg, of 178 Myrtle avenue,
Brooklyn, N. Y., and the Reo Talking Machine
Co., 434 Lenox avenue, New York, used the
following stunt to push sales of the Okeh
record, “King of the Zulus.” A colored man
was engaged and garbed in Zulu fashion to cut
up capers in the window, which was decorated
and contained literature pertaining to the
recording. The Lazar Music Shop, of 312 West
145th street, New York, selected “Lil’ Farina”
as the record to be featured. A complete set of
photographs of “Lil’ Farina” and her playmates
in the “Our Gang” comedies was arranged in
the window, together with display material pro-
vided by the Okeh Corp. A little colored girl
dressed like “Lil’ Farina” was in the store dis-
tributing photographs .of the famous little
colored motion picture star to customers.

Uses Testimonials
It is a kink of human nature that a person
who reads the testimonial of a product in an
advertisement will be doubly interested if it
should happen that the signer of the approving
letter happens to reside within the neighbor-
hood or district in which he is a resident. It
does not matter that the signer is as unknown
to him as though he lived thousands of miles
away—the familiar address seems to add sufhi-
cient weight to the testimonial to give him faith
in the product. Realizing this, the Miller Hard-
ware Co., of Maysville, Mo., recently issued a
booklet filled with testimonials received from
owners of Atwater Kent sets in Maysville and
vicinity. The last few pages of the booklet are
given over to illustrations of sets and speakers.
This company uses the booklet to enclose in
envelopes and as a piece of direct-mail literature
and has found it successsful in developing many
sales.
Aid to Sales Analysis
A talking machine dealer in Ohio keeps an
accurate record of the sales of the various type
instruments and thus is able to judge with .a
tair degree of certainty the trend of demand.
A large ruled ledger sheet is used for each
style of instrument. The sheet contains space
for the name and address of the person to
whom the machine was sold, the date, number
of instrument, cabinet style and finish, as well
as price. Thus all of the console models, for
example, that sell at a certain price are listed
on one sheet as soon as sold. Other sheets
are kept of the other models. Analysis of
sales over a period of a month, several months,
semi-annually, etc., gives the dealer an idea
of what is selling and he can thus control his
buying, avoiding overstocking on styles for
which there is very little demand.

Profits From Books

About a year ago Joseph Friedman, operating

a talking machine store on Clinton street, in
the lower East Side of New York, started a cir-
culating library for the purpose of bringing peo-
ple into the store regularly so that the latest
records could be demonstrated and sheet music
be presented. From the beginning, with a
couple of hundred of “best sellers” on the
shelves, this department more than paid its way
and an increase in sales of records was noted.
At the present time the library contains thou-
sands of titles and the weekly revenue from
readers is in the neighborhood of $100. Mr.
Friedman is so enthusiastic over the success of
the venture that he is adding more space to the
book shelves and he claims that in time the
rental of the large store which he occupies will
be paid in full by the money received from the
rental of the books. Aside from the profits which

are being made, when it is taken into considera-
tion that 400 people belong, and each week or
two these people come into the store and in
many cases readers come several times during
the week, it can be easily seen that the dealer
and his sales staff have an excellent opportunity
of interesting them in records, sheet music,
small musical instruments, and in some cases the
larger units of phonographs and radio receivers.
Getting the prospective buyers into the store
has always been the dealers’ problem. Here is
a method that succeeds admirably and, at the
same time, brings a cash profit in itself—what
could be fairer than that?

Unusual Advertising
Straying a bit from the beaten path has in
innumerable instances secured for the dealer
who chooses unusual methods of obtaining pub-
licity and stimulating sales results which are
far better than sticking to conventional plans.
A recent interesting example of the manner in
which the E. G. McKinney Hardware Co., of
Durant, Okla., Atwater Kent dealer, advertised
the line bears retelling. This firm purchased
milk bottle caps in large quantities and sold
them to dairymen and milk dealers at cost price.
Each cap carried the message “Atwater Kent
radio is sold at McKinney'’s.” Mr. McKinney,
proprietor of the store, believes this message,
going to many homes every day, is an excellent
medium for dealer advertising.

Holiday Circulars Pay
During the few weeks preceding the holiday
season the talking machine dealers' sales vol-
ume should reach the peak for the year.
Whether it does so depends largely upon the
effort put forth by the merchant to interest
the public in the products he sells. To this
end sales-promotion campaigns reach their
climax. Laudau’s Jewelry & Music Stores, in
Wilkes-Barre, Pittston and Hazleton, Pa., are
doing something this year that other dealers
may find worth while, even with the limited
time still available to the public for holiday
buying. It is simply a special booklet showing
the wvarious lines handled, descriptions and
prices, which is being mailed to every customer
and prospect on the mailing list of the firm.
The booklet is in keeping with the Christmas
spirit and presents a potent argument in favor
of making this a musical Christmas.

Publicity on Bags
Spargo & Co. “The Musical Shop,” of Hazle-
ton, Pa. believe in keeping their name before
the public. This concern operates a modern
talking machine department and also a musical
merchandise section. A number of small bags
are used for the numerous accessories that are
in constant demand. On these bags appears the
following message: “The various articles of
merchandise on sale at our store have been
selected with the greatest care, and it is our
hope that every purchase shall prove entirely
satisfactory. If it does not, please feel per-
fectly free to return it for adjustment. Superb
strings for violin and ukulele have proved them-
selves superior over a period of forty years. We
recommend them to you as the very best pro-
curable.” Spargo & Co. are constantly working
to create customer satisfaction and this little
stunt has done much to make dealings with
patrons pleasurable and profitable.

Features Masterworks
The branch store of the New York Band In-
strument Co., New York, having on hand an
old sheet music rack of the type which stands
on the floor and contains a half-dozen or more
shelves for display purposes, having no use for
it in the sheet music department, used it to dis-
play the Columbia Masterworks Series of rec-
ords to very good advantage.

The Phone Distributing Co., New York, musi-
cal instruments, was recently incorporated at
Albany with a capital stock of $20,000. The
incorporators are H. Anderson, O. A. Olsen
and F. Forman.
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PERRYMAN

RADIO TUBES

PERATMA

“Distance without Distortion’’

Ty
Amplifier-Detector
New
with

WL
Type P.A. 171
Power Amplifier

New Standard Base
with Long Pins

Type P.D. 200-A
Super-Sensitive

pe R.H. 201-A

Standard Base
Long Pins

Detector
New Standard Base
with Long Pinsg

Seanmuwoth|

- +

The filaments of Perryman
Radio Tubes with the patented
Perryman bridge are doubled to
form a letter M. This twin con-
struction not only exposes a
greater area of filament surface,
but it doubles the area of elec-
tron emission and increases the
capacity of the tube. The real
result is a tube that does its ap-
pointed work more easily, giv-
ing greater volume without
distortion. Its longer life is a
distinct economy.

The clear glass demonstrating
tube shows the patented Perry-
man Bridge which holds the
elements in place at the distance
of greatest efficiency. Ordinary
jars or jolts do not affect Perry-
man Tubes.

Patented June 22,26

PERRYMAN

LABORATORIES AND PLANT
NORTH BERGEN, N. J.

PE

Preach the gospel of tube teamwork
and make five or six sales instead
of one. Many of your customers are
buying new super-sensitive detectors
and using out-of-date amplifying
tubes. Others are putting good power
tubes on the end of a line of antiquated
detector-amplifiers that gum up the
works. . .. Every set needs a super-
sensitive detector, modern amplifying
and an efficient power tube to func-
tion properly. Tube team work—
that’s what does the trick. And the

best team always wins — Perryman
Radio Tubes.

Perryman Distributors are

equipped and ready to sup-

ply you with tubes, adver-

tising literature and help-
ful cooperation

[ELECTRIC CO.

SALES AND EXECUTIVE OFFICES
33 W. 60th ST.,, N. Y. C.

RRYMAN
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Let Post Office Check Your Mailing List

Local Postmaster Has the Authority to Correct Dealers’ Mailing
Lists—Accuracy Eliminates Waste in the Direct Mail Sales Effort

Every dealer in talking machines or records
or radio apparatus maintains, or should main-
tain, a mailing list of customers and prospective
customers of the store, for a very substantial
proportion of possible business lies in the fol-
lowing up of customers by mail. This same
rule holds good in every business where a
large proportion of the trade is in additional
accessories or replacements, as in the case of
records. ’

Accuracy in Mailing List Important

The efficiency of the mailing list, however,
depends primarily upon its accuracy, and there
1s hardly a factor in business that can de-
teriorate so rapidly as the mailing list unless
it receives constant and intelligent attention to
keep it alive. A list that is 100 per cent perfect
to-day, if such a thing is really possible, may
be only 90 or 95 per cent perfect a month from
now, and then continue to go down the scale
unless some sort of a check-up is made to see
that no waste material is being carried in it.
People move, die and experieiice changed cir-
cumstances with great frequency and without
notice, particularly in urban communities where
sticking to the old homestead means nothing
and where a change of home requires simply
the services of a gang of movers to take the
housefurnishings from one apartment to an-
other.

Cost of Wasted Literature

Every decadent name or address on a mail-
ing list means the loss of from five to twenty-
five cents cash each time a piece of literature
is sent out by the dealer. Multiply that by
the number of incorrect names and addresses
found on the average list of one thousand or
two thousand names and it represents a sub-
stantial total of money that might better be
expended for some other purpose. Numerous
dealers follow the usual routine of printing a
ceturn postage guarantee on the envelope to
insure its return should the address be wrong.
This checks up with more or less accuracy on
those who have passed away, but is of little
value in tracing prospects who have moved
to other localities and made arrangements to

have their mail forwarded to the new address.

Then, again, other retailers resort to the re-
turn postcard system, not only for checking
up on names and addresses, but to learn
whether the prospect’s interest in the merchan-
dise offered is still alive. For example, if the
customer has disposed of his talking machine
he is no prospect for records, and the record
literature sent him each month is for the most
part wasted.

Any checking up done direct by the dealer
is an expensive process and is to be endorsed
only for the fact that failure to have some
check on the mailing list means the waste of
material of much more value than the expense
of a little mail detective work.

Employ the Post Office

The logical method for keeping the mailing
list alive and up-to-date, however, is to have the
Post Office Department itself do the checking.
It is not generally known that the local post-
master has authority to check mailing lists
of business houses in his district against the
key list at the post office itself, charging for
the service at the rate of sixty-five cents per
hour, or the actual pay of the postal clerk en-
gaged in the work.

Formerly this checking service simply pro-
vided for the elimination from the lists of those
who had moved out of the postal district for
one reason or another and the insertion of
correct addresses where such were lacking. The
importance of the work has been appreciated,
however, and postmasters are now authorized
to insert new addresses in place of old where
persons have moved and left forwarding ad-
dresses. As the postal list is subjected to what
is practically a daily check by carriers, it may
be considered as nearly correct as possible.

It is suggested that when the mailing list
submitted covers several postal districts that
the list be divided by the business man accord-
ing to such districts, which will save consider-
able time and consequently money in the work
of revision. Time will also be saved when the
lists are submitted in alphabetical order, as this
facilitates the work of checking. Although the

»g‘z

s “everybody in
town” selling the

same line you sell?

AGNAYOX

Single Dial Sets—Cone

Speakers—Tubes take you out of

indiscriminate

competition by

restricting distribution to the few.

Write

The MAGNAVOX COMPANY, Gen’l Sales Office and Factory, Oakland, Calif.
Chicago Sales Office: 1315 So. Michigan Ave.

charge made by the post office for this checking
service is on the basis of actual cost of the
clerk’s time, the work is not altogether altruis-
tic, for the reason that a clean and corrected
mailing list facilitates the work of the post
office itself through making deliveries easier
and quicker and avoiding much of the trouble
of checking mail matter that is incorrectly ad-
dressed.
Dead Ones Don’t Buy

Modern merchandising is an intensive proposi-
tion and every bit of wasted effort that is
expended detracts just that much from the
volume of business handled. To carry on
direct mail campaigns with a list that includes
a noticeable percentage of dead and useless
names means that just that proportion of the
campaign, with its costs and the efforts put
into it, has gone for naught. It is a matter
of economy to keep the mailing list up-to-date,
for then practically every piece of literature
actually gets into the hands of someone who
is presumed to be interested in what the dealer
has to offer. To insist on endeavoring to do
business with a dead mailing list is comparable
to expecting a large volume of sales to be made
in a cemetery. The dead ones don’t buy.

Freshman October Sales
Show Increase Over: 1925

Net sales of the Chas. Freshman Co., Inc,
for the month of October, 1926, totaled $1,482,-
913, an increase of 135 per cent over the net sales
for October, 1925, which were $1,290,174, ac-
cording to a report issued to stockholders by
Chas. Freshman, president. Mr. Freshman
further stated that the total net sales from
June 1 to October 31, 1926, showed an increase
of 38 per cent over the corresponding period
of 1925.

Commenting upon these figures, Mr. Fresh-
man said that the October sales, in spite of
the substantial increase,” were handicapped
through the company’s inability to secure suf-
ficient console cabinets to meet the demand
of the trade. In order to eliminate this con-
dition in the future, Mr. Freshman stated that
the company is considering acquisition of one
or more furniture factories.

Plan Display Contest for
McDonald Howl Arrester

A window display contest, with prizes total-
ing $2,000 in gold, is being conducted by the
Spartan Electric Corp., New York, distributor
of the McDonald Howl Arrester. The prizes
are offered for the best window display of
advertising material featuring this accessory.
which is a live-rubber jacket that fits over each
tube and is said to eliminate noises and howls.
The contest is open to all retail stores” selling
radio supplies and will end on February 15.
1927. The winners will be announced in the
March issue of The Talking Machine World.

“For Xmas and Ever After”

The advertisements of the Victor Talking
Machine Co., which appeared in leading national
magazines during the month, have stressed the
slogan: “For Christmas and ever after—The
New Orthophonic Victrola—The Gift that keeps
on giving.” The text matter of the advertise-
ments describe the desirability of the Ortho-
phonic and several models of the line are illus-
trated.
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1S not just another

reproducer, but a
master work built
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constructed with a hand
hammered metal dia-
phragm—thin as a hair
—no blast, but plenty
of volume.
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Introduce Mikiphone Port | i o i o o C G o 0o O S e i e e
able Phonograph to Trade

Popular European Miniature Portable Phono-
graph Is Placed on American Market—Has
Proved a Big Success on the Continent

A novelty in portable phonoegraphs is being
introduced in this country by the Mikiphone
S. A. Inc., with headquarters at 44 Whitehall
street, New York. This unique instrument
which is known as the Mikiphone, is a portable
phonograph that may be slipped in a pocket,
for it weighs only two and three-quarter
pounds. The instrument is made in Switzerland ®
and the American distribution is under the
direction of C. Rotvand, who is prominent in The Luxurlous
European commercial circles. The Mikiphone ;
portable phonograph was invented by Stefan
Vadasz, who has secured many patents covering AMPL]ON PATR]C]AN
the distinctive features of the instrument. The
shape of the phonograph is circular and in its

metal case has a diameter of only four and one- reproduces the true gaiety Of Holidav

quarter inches. s 1 R . . -
The outstanding feature of this new type of MUS1C. DlStlﬂgUlShed mn appear‘anc'e !

phonograph is the sound amplifier which is at- Nationally Advertised—For the discrimi-

tached to the sound box with the tone lever . . . . . ef )

operating as a speedometer and brake. The natlng Radlo PUbllc, the ldeal Yllletlde glft.

motor, which is made in Switzerland, is guaran-

teed to play a full ten-inch record with one -

winding.

The immediate recognition of the Mikiphone

in European countries is reflected in the pub- .
licity that it has attained in musical and com- The trade empha‘tlcauy endorses
mercial circles. Mme. Mistinguett, the most new Amphon developments

popular musical comedy star of Paris, sings a
selection devoted entirely to the Mikiphone,

and newspaper publicity has been accorded the AMPLION CONE*AMPLION PATRICIAN

phonograph in practically every leading Eu-
ropean country.

G. E. Palmer Sales Mgr.
for Greene-Brown Co.

—our plants at New York and Muskegon are

running to full capacity—working overtime!

For timely deliveries may we advise ORDER-
George E. Palmer was recently appointed ? {

sales manager of the Greene-Brown Mfg, Co, ING IMMEDIATELY? Do not miss any

Chicago, manufacturer of the Brown “B” bat. Christmas Sales on these profitable new
tery eliminator, according to an announcement .
from the firm’s headquarters. Mr. Palmer has Amphon numbers'
had an extensive experience in radio, is also a ,
mechanical and electrical engineer, and for WTlfe fOT name Of ]Obb@'f
some time past he has been connected with the g .
Daven Radio Corp. of Newark, N. J., in charge mn your tCTTltOTy
of manufacturer’s sales.

The Greene-Brown Mfg. Co. has been produc-

ing the Brown “B” current supply unit for about THE AMPLION CORPORATION Of AMERICA

four months and a number of prominent dis-

tributors have added the product to their lines, Suite C, 280 Madison Ave., New York CitY
among them being the Empire Electric Mfg.

Co., Milwaukee; Louisville Auto Supply Co., The Amplion Corporation of Canada Ltd.
Louisville, Ky.; Friday Battery & Electric Co., Toronto, Canada

Ottumwa, Ia.; Excelsior Radio & Battery Co.,
Harrisburg, Pa.; Wetmore Savage Co., Boston, | _ — ]
and branches throughout New England, and the |

Van Ashe Radio Co., St. Louis. AC12 AMPLION CONE....................... List $30.00
Panatrope Aids Sales of DRAGON MODELS
Roadside Confectionery AR19 Amplion Dragon ......................... List $42.50
ARI114 Amplion Junior de Luxe.................. List $27.50
BAKersrIELD, CAL, December 7.—The Bruns- ARI111 Amplion Junior ................... ... ... List $24.00
wick Panatrope, accompanied by a trap drum- T e List $12.00
mer, stimulated trade of Day’s Confectionery & . e R e e Sk
Gas Station to such an extent that within a few
days after the installation of the instrument PHONOGRAPH ATTACHMENTS _
cash sales were more than tripled. The owner AR35 Amplion Concert Grand................... List $20.00
of this roadside confectionery saw the possi- AR67 Amplion Standard Unit................... List $12.00

bilities of the Panatrope and purchased the in-
strument from Urner and James, local Bruns- r - — —
wick dealers. This music store is a firm be-
liever in the efficacy of demonstrations and it
has had great success in selling Panatropes by

this method backed up by billboard advertising. 6? . g@
\.< i > /]

Paul Specht has signed contracts with the . é’(; A ﬁ\
Columbia Phonograph Co., covering the record- @ gia)

ing of his Original Orchestra and also of the fr——
Georgians. In addition, his two Great Britain

orchestras also will record for Columbia. wawwwwwwwmwwwmwwm
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Long-Term Instalment Sales Bad Practice

Contracts Extending Over a Long Period of Time Tie Up Dealer’s
Capital and Undermine Business — Short-Term Sales Profitable

The terms at which products are sold at re-
tail can make or wreck a business, for every in-
stalment contract means a drain upon the
capital resources and the longer that contract
1s for, the greater the capital drain. Short
terms mean quick capital turnover. This state-
ment is in no sense a brief for members of
the banking fraternity who are declaring from
the housetops that instalment selling on gen-
eral principles represents a menace to the
credit fabric of the country, but it is true,
nevertheless, so far as it affects the dealer who
is so anxious for sales that he sacrifices his
good credit judgment.

Danger in Long-Term Contract

There was a time when, with talking ma-
chine sales averaging only about $100 per
unit, it was regarded as a matter of wisdom
to keep the time payments within a single
year, and in most cases within a six months’
period. With units now offered to the public,
however, running in value from $600 to $1,000,
there is an inclination in some quarters to ex-
tend the contract period and thus detract the
attention of the customer from the amount he
is pledging himself to pay.

This situation is liable to lead to evil un-
less held in check by the dealers themselves.
The theory of having terms extended as the
amount of the purchase increases is a mighty
poor one, for if such tactics are necessary it
means that customers are buying outfits far
beyond their means, and are not sound credit
risks. An authority has put it well when, on
being asked regarding his idea of the proper
down payment on a given sale, he replied: “Get
a large enough payment at the outset to make
the customer realize that he is buying the ma-
chine and not simply renting it.” In other
words, the amount should be sufficiently large
to command respect.

With the holiday season coming on, and a
distinct scarcity already apparent in certain
lines of popular merchandise, particularly the
newer models of phonographs, the retailer owes
it to himself to see to it that terms are kept
within reasonable bounds. With a limited num-
ber of instruments at his command he is facing,
temporarily, a sellers’ market and can afford to
choose his customers to a certain extent at
least. When he lets popular models go out of
his store on terms that carry payments over
a period of fifteen or eighteen months he is
not only tying up that much capital, but he is
throwing away the possibility of selling that
same machine to a more substantial customer
for cash or on a basis that approximates cash.

There is quite a hullabaloo made at various

times regarding the entrance of the automobile
dealer into the field of instalment selling, it be-
ing maintained that some 80 per cent of all cars
sold at present are sold on terms. It may be
that selling motor cars on time provides a new
form of direct competition for the prospect’s
dollars, which means that it draws money from
other retail interests after those same dollars.
So far as interfering with the existing instal-
ment terms, héwever, the automobile merchant
has tended to stabilize that type of business.
Minimum down payments of approximately 2§
per cent are demanded in motor car sales, and
the balance must be cleaned up within a year
of monthly payments amounting, at times, to
$200 or more each. In addition the customer
pays for insuring the car against fire and theft
during the period of the instalment contract and
also pays financing charges.
A Plan Worth Emulating

It might be well for talking machine dealers
to take a leaf from the book of the automobile
men, and to set a minimum of 25 per cent in-
stead of the usual maximum down payment of 20

per cent and insist that the contract be cleaned
up. within the year regardless of the amount,
making the smaller sales pay out in a shorter
period where possible. The dealer who under
present conditions in the trade advertises
terms and tries to do business on the ‘“nothing
down and two years to pay” basis is simply cut-
ting his own throat. He may be building up
sales volume, but at a cost that leaves him lit-
tle if any profit at the end of the year.
More Cash and Larger Profits

When there is an overplus of stock and sell-
ing conditions are poor there may be found
some excuse for moving machines on a basis
of long terms, but that method should be con-
sidered as a desperate step. With the market
sound and stocks short, there lies the oppor-
tunity for getting business that is profitable,
the sort that means cash in the till rather than
paper in the safe. It may mean a little extra
salesmanship and the heart pang that comes
when a prospective customer walks out with-
out buying, but in the long run it will mean
more cash and more profits.

Christmas Time Is Music
Time Told in Victor Posters

Some Striking Dealer Publicity Recently Issued
by the Victor Talking Machine Co.—Features
“The Gift That Keeps on Giving”

“The Gift That Keeps on Giving” is the
slogan which is stressed in the Christmastime
selling material supplied Victor dealers through-
out the country by the Victor Talking Machine
Co. First and foremost are th: window post-
ers, consisting of a large centerpiece and two
side posters in beautiful, deep brilliant colors,
with a blue background and a border of the
conventional holly wreath in green and red. The
large center poster bears the slogan mentioned
above; and on one side poster is printed “The
New Orthophonic Victrola,” on the other, “The
New Orthophonic .Victor Record.” An accom-
panying folder gives two illustrations of win-
dows in which good use is made of this material
in dressing a most attractive display. The
record hangers are designed in similar brilliant
colors and contain a widely varied list of Victor
records for Christmas, which should be used to
good advantage by dealers.

A special folder describing and illustrating
the full line of Victor Orthophonic instruments
and Radiola combinations is also included in
the selling material. The cover of this booklet
is most beautiful and bears an illustration in

pastel tints of a host of angels rising in a cloud
from the homes of a snow-clad village, each one
playing a musical instrument. The caption on
the cover of the folder is “Christmas Time Is
Music Time.” '

New Radiotron Sales Help

A new Radiotron sales help in the form of
artistically colored red, white and black tube
display containers is now available to R. C. A.
authorized dealers. One type holds three tubes
of the UX-201-A size and the other accommo-
dates four of the UX-199 type. These cartons,
which make unusually striking counter and
window display material, were designed as an
aid in selling the three or four tubes on dis-
play where only one was previously bought.
This encourages the idea of keeping spare tubes
handy in the home. The containers are avail-
able to dealers without charge, but the supply
is limited, according to R. C. A. officials.

Stages Radio Show

MarsHFIELD, Ogre., December 6.—The L. L.
Thomas Music Co. held its annual radio exposi-
tion for a week the latter part of last month
and was most successful in attracting thousands
of prospective radio buvers to attend the display
and demonstrations of the latest radio equip-
ment.

25 Wilbur Ave.
Long Island City, N. Y.

(GILFILLAN RADIO

SWEETEST TONE —HIGHEST SELECTIVITY
SIMPLEST OPERATION

GILFILLAN BRoOS. INC.

2525 W. Penn. Way
Kansas City, Mo.

1815 Venice Blvd.
Los Angeles, Calif.
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HERE, 1n the radically different
Eveready Laverbilt, 1s the “B”
battery which tops them all. In-
stead of the usual assembly of
round cells, 1t 1s built of flat
layers of current-producing
materials. This construction,
exclusive to Eveready, makes
use of the spaces now wasted
between the round type cells
and avoids the usual soldered
wires.

Test after test has proved that
this battery is the most econom-
ical “B” battery ever built, and
you can make that flat-footed

Why Eveready Layerbilt is
the most economical “B” battery

ever built!

statement to all your customers.
Tell them that on all loud
speaker sets the Eveready Lay-
erbilt will give twice the service
of the smaller Light-Duty bat-
teries. It is far and away the

Tuesday night means Ewveready Iour—9
P. M., Eastern Standard Time, through the
following stations:

wrasM—Cleveland
wwJI-Detroit
woN-Chicago
woc-Davenport
Minneapolis

“’cc"{ St. Paul
xsp-St. Louis
wre-Washington

weAF-New York
WJAR-Providence
WEEI-Boston
wrAG-Worcester
WFrI-Philadclphia
wGR-Buffalo
WCAE-Pittsburgh
wsal-Cincinnati

eVERFADY

Radio Batteries

-they sell faster

most economical source of “B”
power obtainable. Itisalso the
most reliable and dependable.
It delivers pure D. C. (pure
direct current) which is essen-
tial to true tone reproduction.
This is the best “B” battery
we have ever built, and we
firmly believe that it is the
best “B” battery available on
the market today. Order from
your jobber.

Manufactured and guaranteed by

NATIONAL CARBON (CO., Ixc.
New York San Francisco
Atlanta Kansas City
Canadian National Carbon Co., Limited, Toronto, Ontario

Chicago



30

THE TALKING MACHINE WORLD

Decemeer 15, 1926

How an Intelligently Selected Sideline
Eliminates Periods of “Trade Depression”

Hanley Found a Camera Department a Profitable Investmen: Because These Products Sold
Particularly During the Seasons When His Main Business Slowed Down—Other Sidelines

One of the greatest problems of the retail
talking machine and radio trade to-day is to
overcome slow periods, when sales slump and
no effort seems to be very effective in creating
business. There is no denying the fact that
dealers and their salesmen are so rushed at
times that they are hardly able to cope with
the situation, and at other times they are prac-
tically idle, while overhead goes on just the
same.

There are several logical solutions, the
most feasible of which seems to be for the
dealer to add a sideline that will move during
those seasons of the year when talking ma-
chines and radio are naturally not in great
demand. The selection of a sideline, however,
must be carefully made. The dealer must

Now!!

L R 4

The KENT Attachment
with the

KENTONE

SENSITIZED REPRODUCER

Here is the new
KENTONE SENSI-
TIZED REPRODUC-
ER on the Kent at-
tachment No. 1 for
playing lateral - cut
records on the Edison
Disc Phonograph.

The KENTONE Attachment has been a
successful and standard product for over
twelve years. With the new KENTONE
SENSITIZED REPRODUCER these two
products in combination now are avail-
able at reasonable prices.

Write for catalog of complete line
of tone arms and sound boxes

F. C. KENT CO.

Irvington, N. J.

analyze his territory and actually gauge the
sales possibilities of whatever line he is think-
ing of installing. It is foolhardy to invest a
substantial sum of money on a chance that it
will sell. The retail merchant is in no position
to guess. He must know.

Hanley, a progressive dealer of Kansas City,
Mo., found himself up against this condition
He discovered that there were some months
in the year when radio did not sell in the
volume that he thought necessary. In other
words, his sales curve was uneven, and he
realized that this represented inefficiency and
waste. Inefficiency because no business can
return maximum profit when it is a part-time
enterprise and waste because during the slack
period salesmen were idle and overhead con-
sumed profits made during the more busy
times.

Hanlev carefully analyzed the situation and
determined to add a line of cameras and photo
supplies to supplement his main business—=
radio. During the season when radio sales
drop the camera department comes into its
own; when radio sales are at their peak the
camera department is not quite so busy, al-
though sales are made the year around, and the
department has shown a handsome profit on
the investment.

There is another feature of the sideline that
is worthy of consideration; it brings people
into the store, and anything that accomplishes
this is eminently worth while. - The progres-
sive dealer spends huge sums of money an-
nually in advertising, gives a great deal of
thought to arranging striking windows and
sends out quantities of direct mail—all for the
purpose of interesting people to the point
where they will come into his store. One
thing is sure, the people who buv a camera
from Hanley, and those who take their films
there to be developed, do not lose sight of the
fact that he handles radio. He has established
a contact that actually increases business in his
main department. He is also constantly build-
ing good will that means increased sales and
proft. There are many other sidelines that
will accomplish the same purpose. For exam-
ple, there is fishing tackle and other sporting
goods—especially appropriate during the Sum-
mer months. There are small musical instru-
ments and other lines that will occur to the
dealer who spends any time at all thinking
about sidelines.

Stevens Conoidal Speaker
Used by Station WMSG

Madison Square Garden Broadcasting Corp.

Gives High Praise to Speaker Which Is Be-
ing Used in Reception Rooms at Station

The broadcasting station WMSG, Madison
Square Garden, New York, has adopted the
Stevens Conoidal Speaker for use in its recep-
tion rooms as well as for output control pur-
poses. In making this announcement, J. B.
Price, sales and advertising manager of Stevens
& Co.,, New York, made public a letter from
J. Bernhart, president of the Madison Square
Broadcasting Corp., which states:

“The Stevens speaker, which we are using, I
find is equal in volume to any of the recognized
standard makes and is superior in quality to
many of them. The reception of high and low
notes is very satisfactory. The speakers are
giving 100 per cent satisfaction.”

Comimenting upon the foregoing, Mr. Price
stated that Stevens & Co. had always en-
deavored to place this speaker at the disposal

of the severest critics for use in places where
it would be put through the most exacting
tests, and the company has a large file of un-
solicited testimonials from consumers and
acoustical experts.

Efficiency of the Stewens speaker is attributed
to two exclusive features, the Burtex diaphragm
and the Stevens tensile tension unit. The
Burtex cone is said to be chemically treated,
thus making it impervious to all atmospheric
effects, and its tensile strength is claimed to
make it practically indestructible. It is said

that the Stevens unit is the only cone speaker

unit built on a tensile tension principle, which
enables it to retain its high quality of tone
even when subject to excess current.

Eva Leoni, Operatic Star,
Recording for Columbia

Artist Has Won Large Following of Admirers
Through Operatic Appearances in European,
Metropolitan and South American Cities

Eva Leoni, operatic star on three continents,
has recently completed her first record for the

Eva Leoni
Columbia Phonograph Co.
umphs of this artist have been made in every

The musical tri-

opera center of the world. Miss Leoni was
born in Vienna, of French and Italian parent-
age. A pleasing personality, combined with
a coloratura soprano voice of great sweetness,
soon attracted attention and with it came op-
portunity. Now the Columbia Phonograph Co.
has made it possible for all to hear and enjoy
her charming singing.

Televocal Corp. Announces
New Power Detector Tube

A new power-detector tube, TC-200-A, has
been produced by the Televocal Corp., New
York, manufacturer of Televocal Quality Tubes.
This has been added to the line of four other
types now being manufactured. The chief
features of Televocal tubes are that they are
claimed to be non-microphonic and cannot
short. These two features are said to be
achieved by the use of the Televocal Support,
a device invented by the company.

Feature Chargers as Gifts

Provipexce, R. 1., December 7—The Apco Mifg.
Co., of this city, is solving the age-old problem
of “What to give for Christmas” in an admir-
able manner by boxing the Apco “A” charger
in a holidav box for the Christmas season. H.
R. Fuller, general sales manager of the radio de-
partment of the Apco Mfg. Co,, reports that the
holiday boxing of the Apco “A” charger has al-
ready resulted in substantially increased sales.

L. S. Burk has been appointed manager of
the radio department of the Jordan Music
House, Charleston, S. C.
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They
who believed
ave Proﬁtz'ng —

Pontiac

$140 i

Chcrokee- v

$65 List

SENECA—Mohawk One D‘iSal ,six-tube
shielded radio set in wal- 5 750

nut drawer. List price

HEN we announced the Mohawk One

Dial Radio line for 1926-27, we offered to

dealers an opportunity to sell looks, value,
performance, and the fruits of a leadership gained
through years of one-dial pioneering. Of these
the latter is perhaps most important, but to see
why requires foresight and keen merchandising
sense . . . Hundreds of dealers had that fore-
sight and merchandising sense and believed, as
we did, that the pioneer in any field is best
equipped in experience and prestige, and so is
surest of leadership. They believed and they
are profiting now with Mohawk One Dial Radio
. . . Now that we have proof to add to promises,
we urge again that you write or wire at once for
the complete story of Mohawk One Dial Radio.

Mohawk Corporation of Illinois
Established 1920
Independently Organized in 1924

2220 Diversey, at Logan Boulevard, Chicago

Mohawk Corporation of Illinois

CHEROKEE—Shielded. Rich walnut
hand-rubbed piano finish. Full piano-

hinged. 10% ins.high,13% ins.
deep, 15% ins. long. List price ‘565

WINONA —Shielded. Rich $80

walnut. 24 ins.long. List price

CHIPPEW A—Shielded. Ricg walnut,
two-toned. Built-in 110

loud speaker. List price
PONTIAC—(In large illustration).
Shielded. Burl walnut, drop front.

Built-in loud speaker. 46
inches high. List price . $14O

GENEVA—Shielded. Front full burl

walnut, inlaid. Iiloudh s};ieaker built
into dome, 44 inches high.
List price . . . . . . 5185

POCAHONTAS—Shielded. Burl wal-

nut inlaid. Built-in loud speaker with

7-foot horn. 45% inches $3 OO

high. List price . . . ..

Prices west of the Rockies slightly higher.
Canadian prices 40% higher.

Established 1920
Independently Organized in 1024
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Mathews’ Outside Selling Brought Results

How a Progressive Dealer Planned His Canvassing Campaign and
Followed Up Prospects—Other Ideas That Built “Talker” Sales

When Mr. Mathews invested his money in
store fixtures and attempted to sell talking
machines he had not proved his ability as a
salesman. Probably one of the greatest attri-
butes he possessed was his good judgment of
human nature. And that is an important asset.
Moreover, he was ambitious and in debt. The
latter liability proved to be a qualification which
assisted him materially in the successful out-
come of his financial ventures. However, many
other persons have possessed the same qualifi-
cations, and especially the latter, and still failed
in business. Mr. Mathews started his phono-
graph business in a small town. He was well
aware of the hard work he must do to succeed,
and so this knowledge prearmed him against
discouragement.

Doorbell Ringing Builds Sales Volume

When asked to explain his success, Mr.
Mathews said: “At present I am familiar with
the talking machine business, but when I began
I had no previous experience in this line. I had
1ead but little about the usual methods of prac-
tice by successful merchants. But before invest-
ing my small amount of money in the business
I attended quite a large number of sales meet
ings held in a large phonograph establishment
in a nearby city. I became aware of the fact
that it would never do for me to sit inside the
store and wait for the business to come in,
Therefore, as soon as I had arranged things
in proper order I employed a stenographer who,
also, began to study the art of selling. After
that I spent but little time in the store. And
I soon learned that actual sales ability was not
nearly so important as the number of hours
work done each day. And, also, I discovered
that long hours greatly assisted in obtaining
orders. However, my main method of obtain-
ing business is canvassing from door to door
and obtaining accurate knowledge as to the
kind of machines the various homes contain,
and particularly I learned the location of the
homes in which there were no phonographs.
These I listed as prospects No. 1. Some of the
homes contained wornout or old phonographs

By Leo T. Parker

and these I listed as prospects No. 2. In some
other homes there were new phonographs and I
listed these as prospects No. 3. I also estab-
lished a regular mailing department, and each
week I mailed my No. 1 prospects an attractive
advertisement. To the No. 2 prospects I mailed
advertising matter every two weeks. And to
the No. 3 prospects I mailed advertising matter

That the dealer must make a
determined effort to get vol-
ume talking machine business
has been emphasized many
times in the columns of The
World. The accompanying ar-
ticle describes how several re-
tailers are succeeding by put-
ting in force original plans of
outside sales promotion
and supplementing these with
carefully planned direct mail,

every month. It is to be presumed that I called
on the same persons frequently. I included a
list of the latest records in the circular matter,
and attempted to influence the sales in this
manner. Moreover, I never knocked a com-
petitor. However, this is not saying that I
did not attempt to prove that my phonographs
were better than all others manutactured and
sold. After making a sale I continued to call
on my customers when I had no other place to
go. By this method they realized that I was
trying to please them. And that is exactly what
appeals to them.

“I believe that the majority of salesmen who
are unsuccessful are the type who never have
time to call on a customer after a sale is com-
pleted. They do not realize the considerable

P

1587

Piano Hinge—any length

FULL LINE of HARDWARE

For Radios and Phonographs

87 WALKER STREET

H. A. GUDEN CO., Inc.

A

1582

<O:UL\

Invisible Hinge

NEW YORK, N. Y.

business lost to them by assuming this attitude.
Satisfied customers are the most probable
source of obtaining good future prospective
purchasers. I received numerous tips of pro-
spective buyers, and many times I gave a dem-
onstration in the home of a user. When this
was done, of course, the prospective purchaser
was usually a friend of the owner, who fre-
quently assisted greatly in closing the sale. An
important thing is that my customers believe in
me, and I make every effort to make them like
me. The result is that I receive many tele-
phone calls from my customers who request
me to call on their friends who are in the
market for a phonograph. And when an owner
assists me to sell a phonograph I remember
him with a few good records.”

Letters of Recommendation Prove Useful

Another very successful salesman said:
“There is no doubt that every salesman has a
particular method for making sales. I have
adopted but one regular plan and I find that
one is the only plan I require. Probably it may
not seem so important to the listener, but it
serves me well and so I am satisfied with it. I
obtain a letter of recommendation from each
person whom I sell. Prospects are given an
opportunity to know that I satisfy my cus-
tomers as well as become impressed with the
fact that my machine is a good one. Next, I
carry about two hundred testimonial letters
written by various persons who live in different
sections of the city. It is not often that a pro-
spective customer has an opportunity of reading
a letter written by a person who lives close to
him, but the letters serve the intended purpose.
All of this assists materially in making a sale.
It is true that there are many salesmen who
do not have confidence in letters of recom-
mendation to accomplish sales, but I know that
my testimonial letters are means of securing
orders. I always suggest that if the prospec-
tive customer desires he may immediately tele-
phone any of the persons whose name he sees.
In fact, I insist that he does. Of course, they
are glad to say a good word for me to a pro-
spective buyer, because they are my friends.

Still another successful salesman said: “Dur-
ing slack periods I specialize in selling portable
machines. I find that by taking a sample in a
small automobile and traveling about the city
and outside communities sales are not difficult
to make. In other words, I find that one must
keep in mind the various circumstances in order
to know just where the most profitable business
may be obtained.”

Gets Prospects Through Customers

Still another unusually successful salesman,
when asked to explain his most successful sales
plan, said: “First, one must be observant for
live prospects. One good prospect is worth a
dozen halfway ones. So I spend valuable time
attempting to locate a good prospect. One way
in which I always have obtained prospects is
that I offer a free record to every owner who
gives me the name of a live prospect, and then
I give him three to five more records if I close
the sale. The second is, I assume that when all
of the good phonographs are considered, prob-
ably the workmanship of the best one is. not
much better than the others—price considered.
And in talking to a prospect I dwell on the
minor - refinements, such as finish, convenience
of operation and tone quality. And in trans-
acting ‘business with reasonably sensible per-
sons I find they warm up to me, whereas=f |
knock all other machines and.attempt to hold
mine out as the only one, many business per-
sons become prejudiced immediately and the
sale is lost.”
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More than a quarter of a million
Farrand Speakers sold in twelve
months ! . . . If you are not already
a Farrand Dealer, you should be!
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They shield and save the finish

419

Atlas Plywood Packing Cases do more than that, too.

They take

radios as well as phonographs to the farthest points on the globe
without the slightest damage to ANY of their delicate parts. Atlas

Cases are strong, safe and sure.
which is a good advertisement for the shipper.

They are also mighty fine looking,
And best of all,

Atlas Packing Cases save freight and duty—they are so very light

in weight.

PARK SQUARE BUILDING, BOSTON, MASS.

New York Office
90 West Broadway

Chicago Office
649 McCormick Building

Magnavox Co. Purchases Site for Large
Plant Addition to Cost Over $250,000

Deal Closed for Four-acre Tract in Industrial District of Emeryville, Cal, Adjoining Oakland—
Plans Call for Immediate Erection of Structures With 100,000 Feet Floor Space

The Magnavox Co. announces the purchase of
a four-acre site in the industrial district of
Emeryville, Cal.,, adjoining Oakland. Plans are
being made for immediate erection of buildings
containing over 100,000 feet of floor space. The
new factory will be of the most modern type,
costing over $250,000. The very latest machinery
will be installed and advanced methods of
production of radio tubes, loud speakers and re-
ceiving sets instituted.

“The continued success of Magnavox prod-
ucts,” says F. M. Steers, president, “both in
radio and electric heating devices, clearly war-
rants making this expansion. For some time
our present facilities have been cramped. The
growth of our tube department has been phe-
nomenal. Likewise our business in loud speak-
ers. The steady demand for Magnavox sets

indicates that next year will bring vastly more
sales for our various models. More details of
the new factory will be made public just as soon
as they are determined.”

Interesting Demonstration
Plan Announced by Pathe

Will Send Sample of Any Pathephonic Instru-
ments to Dealers to Permit Them to Make
Satisfactory Demonstration

Realizing tone as the most distinguishing fea-
ture of the new type of talking machine, the
Pathe Phonograph & Radio Corp., Brooklyn,
N. Y., has adopted an interesting demonstration
policy for its dealers. While the Pathe Co. has

e e e
issued an attractive catalog of the new Pathe-
phonic line, it is announced in a recent letter to
the trade that it will send a sample of any of
these types of machines to the dealer for his
inspection so that he can hear for himself the
improvement that has been made in the art of
phonographic reproduction.

Equal initiative is shown in the record de-
partment, which is featuring not only the
Christmas numbers in the Pathe catalog, but
also calling attention to a number of other
records with a religious appeal which should be
in demand during the Christmas season.

Plan 1927 Radio Show

The sixth annual Northwest Radio Show will
be held in the new Minneapolis three-million-
dollar auditorium in 1927. This was decided
by the Northwest Radio Trade Association,
sponsor of the event, at a regular meeting at
the Nicollet Hotel, that city, last month. The
week of September 26 to October 1 Hlready
has been reservgd for the event through ar-
rangements with the auditorium committee.

Sparton Distributors at the Sixth Annual Sparks-Withington Party
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Another Year of Great Opportunity

ote

NewPhone

Number and
Increased Service

Our telephone number
has been changed to
GRAmercy 5100—an
easy one to remember.
At the same time we
have had installed ten
consecutively numbered
trunk lines— 3100 to
: 5109 — thereby assuring
N quicker connections at
all  times. Remember

the new number

2, \(GRAMercy

for VICTOR Dealers!

Victor dealers have ample cause for satisfaction with the
year now drawing to its close. Phonograph and record sales
have been remarkably good and will undoubtedly reach a
climax during the current holiday season that will establish
a new high level.

There is every reason to believe that this healthy condition
will continue through 1927 and that another year of great
opportunity lies ahead. Business is soundly prosperous, em-
ployment is steady and promises to continue so, and plenty
of money is available for the purchase of luxuries.

Look ahead now and plan to get your full share of this
potential business! And remember that dependable distribu-
tor connections will mean a great deal to you in the year to
come. We have been rendering dependable service to Victor
dealers for almost a quarter of a century and understand
their problems as only a wholesaler of such long experience

%LMNG MacHinE Co.

28-30 W.23R2 ST.  New York N.Y.

VICTOR WHOLESALE DISTRIBUTORS

“BLACKMAN and DEPENDABILITY—One Suggests the Other”
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The Greatest Line of Porlables
&ver Offered 1o the Trade

KOMPACT
125

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

(For West and South add 10¢;)
(Canada, $25.00)

DeLuxe

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

FAL

YD52 Retail /

Assure yourself of getting all the Portable business
in your territory by featuring the Pal, Regal and
Kompact. You will then be able to fill the require-
ments of everyone of your customers—from those
who want the best in portable phonographs, to

those who prefer the lower priced machines.

PLAZA MUSIC COMPANY » NEW YORK, N. Y.
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This MICRO-PHONIC Outfit i
actually changes an old style phonograph into a

DEEP RICH TONE Instrument

This is the BIGGEST thing in a
phonograph accessory ever offered T T
Every owner of an old style phonograph will :\;,i,dcc::;: a:\: ,',(,)lhb,c}:
readily buy one of these Micro-phonic Out- big demand for these

Micro-phonie Qutfits.

fits. By merely substituting it on their own Write today,

phonographs, they can get that deep rich tone
of the new high-priced models.

End Your Trade-in Worries

This Micro-phonic Outfit is the solution to your trade-in
worries. Equip the machines you trade in with the Micro-
phonic Outfit and you will find a ready market for them.

Complete

#1090

Reproducer Only

$6 LIST

Liberal Discounts

ADVERTISING HELPS—An attractive display card together with a

complete advertising service of window strips, circulars, newspaper mats,
etc., is supplied free to all Micro-phonic dealers.

Plaza Music Company, New York, N. Y.
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OFFERS A CHRISTMAS CONSOLE MODEL
for IMMEDIATE EXPRESS DELIVERY

Q_/{N exclusive design of finest craftsmanship. An exquisite console of rare
grace and beauty built around a radio set that music lovers have approved as
the superb musical instrument of radio.

Fl Two controls, calibrated in wave lengths, five tubes giving two stages of

tuned radio, detector, and two stages of audio amplification with output trans-
Jij former.

' The Sleeper console provides a big tone chamber acoustically correct equip-

‘ ped with the new adjustable Amplion unit; ample space is provided for heavy
1 duty batteries and provision is also made for the use of electric power devices
i to run the set from the lighting current.

Price of this console complete except for

batteries and tubes: $225.00 f. o. b. New York

The Sleeper chassis especially designed for console installation is also available
separately. Immediate delivery. Prices quoted upon request. Size of panel
22 by 9 inches.

Sleeper Radio & Mifg. Corporation

GORDON C. SLEEPER, President
6th and Washington Aves. Long Island City, N. Y.

T

SREES
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Salesmanship in the Record Department
Essential to Its Profitable Operation

Selling Records Demands Complete Knowledge

of the Catalog—]. F. Brogan Studies His Prod-

ucts—How He Cashes in on Knowing the Contents of the Record Catalog

At a recent meeting in New York of a talk-
ing machine dealers’ association one of the
speakers, a distributor’s representative, laid
stress on the fact that the record departments
of a great many dealers are being neglected,
being under the direction of incompetent and
careless clerks who merely take orders from cus-
tomers without any real knowledge of the prod-
uct they are handling. There is another type
of dealer, however, who realizes that the record
department is an important one, and who gives
as much attention to his stock of records as he
does to the instruments on the floor, and
chooses his record sales staff with as much care
as he does the men who are to sell the talking
machines. He realizes that every person who
purchases a talking machine is a potential re-
peat buyer and the purchases of records in the
future, if properly handled, will in many cases
equal if not exceed the purchase price of the in-
strument.

Knowledge of Catalog Essential

The salesmen are selling talking machines
and records, it is true, but these products repre-
sent music, and the salesmen, to secure the best
results, should be able to converse intelligently
on the subject of music. It is not meant that
every record salesman should be a trained mu-
sician, conversant with musical terms and ex-
pressions, but he should know the catalog and
the records represented in it, to an extent that
when an opera is mentioned he can select the
principal selections of that opera without re-
course to the catalog. He should have at his
finger tips the outstanding artists of the present
day and the records they have made. If a cus-
tomer expresses a desire for a certain type of
record he should be able to offer recordings
with a similar appeal

Real Salesmanship

Such a record salesman is J. F. Brogan, man-
ager of the branch store of the New York Band
Instrument Co., New York, who, through his
wide knowledge of recorded music, recently
completed a cash sale for a $550 talking machine
and with it records totaling in price $377. The
customer who entered the store was interested
in the Orthophonic Victrola and had no inten-
tion of purchasing the library of records with
which he finally became possessed, but, having
decided to buy the instrument, he asked Mr.
Brogan’s assistance in selecting some records.
The customer was musically inclined, being in
fact a musician, and in Mr. Brogan he found
a kindred spirit. The Columbia series of Mas-
terworks were the first items Mr. Brogan
demonstrated and the customer was so aston-
ished at the high standard of these recordings
and Mr. Brogan was so well qualified in de-
scribing and explaining the recordings that he
sold the entire series of forty-one Columbia
Masterworks albums, costing $260. Not con-
tent with this he explained the Victor series of
album sets and was successful in selling the
entire series, together with other single records,
bringing the total record sale to $377. In pass-
ing, it might be mentioned that the customer
had with him a friend who, in listening to Mr
Brogan’s sales talk, became interested and final-
ly purchased a $300 instrument and between
$75 and $80 worth of records, making the total
transaction about $1,300, all of which was paid
in cash.

This was accomplished by salesmanship.
While sales totals of the amount mentioned for
a single transaction are unusual, this salesman
has built up for himself a clientele which visits
his store from all sections of the city because
of his ability to aid them in intelligently select-
ing records.

Recently the wife of a prominent artist of the
Metropolitan Opera Co. visited the store and
stated that she had been recommended to it by

a friend. She purchased in the neighborhood
of fifteen dollars’ worth of records on her first
visit and before leaving gave Mr. Brogan a list
of the names and addresses of several friends
who she felt sure would appreciate the send-
ing of the latest record releases.
Selling Album Sets
With the album sets of records assuming a
more important part in the record stocks of
live dealers, the record department needs more
than ever competent direction and manage-
ment to secure from it the profits which this
section of the store should bring in. As these
sets have a list price ranging from five to almost
fifteen dollars, they represent a portion of stock
which should be given attention. The larger

companies are featuring these products in news-

paper advertisements and in the programs of
musical events. The manufacturers are doing
their share; it remains for the dealer to prepare
himself to cash in on the market that is be-
ing ripened.

Sheppard Co. in New Home

SavanxaH, Ga., December 6.—The formal open-
ing of the new home of the B. J. Sheppard Co.,
music dealer, took place November 23 with elab-
orate and appropriate ceremonies. The three-
story building at 220 Broughton street, West,
was attractively decorated and from ten in the
morning until nine at night a musical program
was provided and souvenirs were distributed
to visitors. This establishment, which has been
in existence for about twenty years, carries a
complete line of Victor Orthophonic talking
machines, Buescher band instruments, pianos
and other musical instruments.

B. Goldman, Inc., Ocala, Fla., reports a big
business in Victor Orthoohonics and records.

SIZE:
Diameter, 414 in.
Height 134 in.
Weight 234 lbs.

Guaranteed to

play a full ten-

inch record with
one winding

PLAYING

44 Whitehall Street

POCKET PHONOGRAPH

CLOSED

Jobbers Wanted !

VADASZ SYSTEM

Retail Price:

*1

Liberal
Trade
Discounts

SOUND AMPLIFIER

MIKIPHONE S. A. Inc.

New York
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(et the whole range
of Christmas sales

- with the complete line
of Radiolas |

Sell to the man who wants lighting
Sell to the man who wants the finest socket radio.

radio—at a moderate price. Radiola 28, list, $260. RCA Loudspeaker 104, list, $275.
A.C. Package, /:;r adapting Radiola 28 foruse with Loud-
Radiola 20, list, $115 speaker 104, without batterses, list, $35.

N
Sell to the man who wants the super-

lative quality of the super-heterodyne. - —  Sell to the man who wants the great
Radiols 250 fist, $165 - = electrical and musical achievement of
—— the Radiola 30.

Radiola 26, Iisl, $225 : Radiola 30, list, $575

Aﬁ‘”’R(ldiOlq' ' g

This sign marks
the leading
dealer in every
community.

MADE - BY - MAKERS * OF - THE - RADIOTRON
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Opportunity for Trade to Tie Up With
National Drive of Piano Manufacturers

Association Plans Expenditure of Over Quarter of Million Dollars Annually for Three Years to
Promote Interest in the Piano—How the Trade Can Tie Up

Beginning with the first of the year the
piano trade of the country, and most directly
the National Piano Manufacturers’ Association
in co-operation with the retailers, will launch
a nation-wide campaign to arouse more general
public interest in the piano for the home.
Funds of over a quarter of a million dollars
annually for three years have been appropriated
for the purpose and the program is one that

should serve to bring desired results in a con--

siderable measure at least. The program
includes a campaign to promote the teaching
of piano playing in the elementary and high
schools of the country under the group plan
and the holding of local and national piano-
playing contests, all of which may appear
foreign to the talking machine trade, but which,
nevertheless, can be taken advantage of profit-
ably by the talking machine dealer who keeps
in touch with what is going on in his own
particular locality.

We hear a great deal of the place that has
been filled by the talking machine in the field
of education and have witnessed the excellent
use of phonographs and records in the various
schools of the country; yet few dealers have
apparently realized the possibilities of the talk
ing machine record in providing expert in.
struction in the personal playing of the piano
or other musical instruments. As a matter of
fact, we hear of artists who have declared
that they have been able to improve their
methods by studying the records made by
themselves and other artists of standing. We
find also pianists who by a close study of the
recordings by the masters of that instrument
have been able to improve noticeably their in-
terpretative work.

The phonograph dealer who keeps in touch
with the exploitation work being done for the
piano, particularly in group instruction, can
undoubtedly profit by calling the attention of
the pupils, at least those who have advanced
to a certain degree, to the advisability of
listening to the records of noted pianists in
order to gain a proper appreciation of tempo,
dynamics and expert expression generally. On
the face of it it may seem a little far-fetched.
Only recently at a public entertainment a
young lady, in responding to the applause
brought forth by her pianistic ability, declared
that she owed the excellence of her interpreta-
tion to the study of records of the same num-
bers made by noted piano virtuosi.

The phonograph record will not teach piano
playing, nor will it teach the playing of the
saxophone or the violin, and the elementary
work must be done along the old lines, with

proper instruction and faithful practice. With
the ability to sound the proper notes and
chords, however, there comes the demand for
intelligent fingering and the correct use of the
pedals. In short, for capable expression. For
this purpose the records provide the example
of the master. They may be repeated time
and time again without bringing forth the

‘slightest indication of impatience or fatigue.

Patient practice in following the record will
result inevitably in a better rendition by the
budding artist.

It is significant that the makers of music
rolls for reproducing pianos have already
sensed the possibilities for providing instruction
through the medium of the recordings by lead-
ing pianists on the rolls. In some cases these

recordings are so arranged that the artist plays
the treble while the student plays the bass,
and then the process is reversed. When the
ensemble is worth listening to then the
progress of the pupil is improving. Phono-
graph record manufacturers have not yet
progressed to this point in their instruction
work, but they do make it possible for the
young pianist to study the interpretations of
a number of prominent pianists at close range
and with as frequeént repetitions as are neces-
sary and desirable,

As the campaign for the premotion of the
piano develops throughout the country, some °
wise phonograph dealers are going to seize
this opportunity for effective tie-up and take
advantage of it. It will probably bring no
overpowering volume of business direct, but it
assuredly will bring some if properly handled
and will result in a close tie-up with the musical
people in the dealer’s particular territory. That
is publicity of extreme effectiveness and it can
be utilized in other directions in promoting the
dealer’s sales.

E. S. Applegate & Co.
Feature Mohawk Line

Trenton, N. J., Concern Conducting Successful
Newspaper Advertising Campaign in the In-
terest of the One-Dial Radio Receiver

TrentoN, N. J., December 6.—E. S. Applegate
& Co., 17 South Broad street, this city, have
been conducting a most successful newspaper
campaign featuring Mohawk one-dial radio re-
ceivers. This newspaper advertising has been
appearing in the Trenton Evening Times and
the originality of the campaign has been one of
the most important features in its success. Dan
Egan, general manager of the company, who is
responsible for the sales and advertising policies
of E. S. Applegate & Co., has been congratu-
lated upon the use of newspaper advertising
which has not only produced direct results, but
which is quality publicity of the highest degree.

When the campaign was inaugurated Mr.
Egan arranged for preferred space in the news-
paper, whereby the Mohawk advertising would
appear on page three, which is recognized as
one of the most desirable positions in news-
paper advertising. Before the basic display copy
appeared, sixteen-inch advertisements were used
on page three to advise the newspaper readers
that a special radio announcement would ap-
pear on that particular page within a few days.
This method of attracting attention to the cam-
paign was used for several days when the ad-
vertising itself was presented to the public. The
Mohawk one-dial receiver was illustrated to
splendid advantage and the distinctive features
of the product were presented so effectively that
the number of sales and prospects received were
far beyond all expectations.

Radio Corporation Dealers
Hold Meeting in Portland

Great Gathering of Northwestern Dealers Hear
Addresses by Men Prominent in Field

PorTLAND, ORE.,, November 23.—The representa-
tive retail and service dealers of the Radio Cor-
poration of America held a meeting in this city
recently. During the afternoon a business meet-
ing was held with a banquet to discuss service
and a sales campaign for the current year. The
meeting was called by George A. Boring, man-
ager of the Pacific States Electric Co., in co-
operation with a transient number of represent-
atives from the San Francisco headquarters,
including among others Herbert M. Hucke, serv-
ice specialist; N. A. Woodford, radio trade spe-
cialist; and G. Harold Porter, manager of the
Pacific division. J. R. Bullock, district adver-
tising manager, was also in attendance. Dis-
cussion was centered during the afternoon in a
general coverage of radio service and retail dis-
tribution. Mr. Hucke covered the various pro-
cedures in efficient servicing not only in their
line, but all types of receiving equipment as
well. The three speakers covered the service
subject at the banquet. Mr. Bullock devoted
his talk to advertising. Mr. Woodford’s subject
was ‘“‘Radiotrons,” and Mr. Porter, Pacific di-
vision manager, gave an outline of the develop-
ment of the establishment of the Radio Corpo-
ration of America and spoke of the develop-
ments in the radio industry.

The Charmaphone Co., Pulaski, N. Y., manu-
facturer of phonographs and radio cabinets, re-
cently enlarged its plant. Increased business
made expansion necessary.

In Brooklyn
1271 Bedford Ave.

The BOSCH combination—

The Armored Radio, the Ambotone and the No-
battry together make, not only radio perfection,
but in addition keep your customers happy and
your bank deposits healthy.

ARMORED RADIO — AMBOTONE — NOBATTRY

WEBER RANCE CORP.

Sole Metropolitan Distributors
Circle 7610

In New York
225 West 57th St.
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The newest Bosch Radio achievement——a quality reproducer at $12.50.
Mellow and free from metallic sound, a reproducer that will sell easily

and 1n great volume. The new Bosch Library model reproducer is
distinctive. Its entire cone disk is gold, ornamented with a wide plain gold circular frame.
Tastefully decorated in the oriental motif and so pleasing is the black and gold
combination that it becomes a note of furnishing in any home. It is the ideal
guest room or “extra” radio reproducer. The Library Ambotone may be had at the same
price in either the table model or the medallion which with its gold color silken cord hangs

upon the wall. The Bosch Libr'lry model reproducer is reqdy for immediate deliveries.
The New Library Ambotone—Table Type or Medallion—$12.50 ]

NOBATFRY

‘B POWER UNIT

The famous Bosch
requires no ad just-

Nobattry “B* power ‘ment, is without humj
nothing to fill or
spill. Designed for

personal and mechan-

Unit answers every
demand for a de-

pendable, long lived,
lighting socket power ical safety and ade-
quate for any set up to 10
tubes including power tube.

. . , Its voltage ranges from 90 to
Nobattry is entirely automatic, ;35 vou can feature the

mistake proof, it cannot burn gk Nobattry with perfect
out tubes of the radio receiver.  safety. Ed 3 for Alternating
It pleases customers because it~ Current $48 —Direct $42

attachment that will give silent

and unvarying “B” power. The

All prices slightly higher Colorado and West and in Canada

AMERICAN BOSCH MAGNETO CORPORATION

MAIN OFFICE AND WORKS: SPRINGFIELD, MASS.,,BRANCHES: NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO
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Licensed wnder Lektophonc Patents

Popularlty
Proﬁts

“HE excellent performance,

artistic appearance, popular
price and national advertising are
real, sound reasons why ecvery
good dealer should 1mmediately
stock and secll

“The Speaker of

the House”’
THE PACENT CONE

THE almost over-night public

acceptance of the Pacent
Cone has attracted the full at-
tention of the progressive dealers
everywhere to make it their busi-
ness not to overlook any mer-
chandise for which there is pub-
lic interest and demand.

Type A (table type), 17 inches
in diameter, with bronze-finished
base, cord and Pacent detachable
plug.

List Price $28.50

($31.50 West of Rockies)

LSO made in 36 inch size
for either floor or wall
mounting. Full information and
prices will be sent on request—

prices ranging from $78.50 to
$89.50.

Write for special dealer proposi-
tion on this quick-selling product,
and for “advertising helps.”

Pacent

Radio Corporation
156 West 16th Street New York City

L. W. James in New Post
With Federal Radio Corp.

Former Assistant Sales Manager Now Assistant
to President—E. S. Hilber Promoted to Posi-
tion Vacated by Mr. James

The Federal Radio Corp., Buffalo, N, Y., has
announccd the appointment of L. W. James,
formerly assistant sales manager, to the posi-
tion of assistant to the president. Mr. James
is a very well-known figure in the sales division
of radio, having been intimately connected with
Federal’s field organization for nearly five years.
After a period of managership in the Kansas
City Federal branch, and several months as spe-
cial representative, he was recalled in the Fall
of 1925 to take over the duties of assistant sales
manager at the factory. Mr. James has been
succeeded as sales manager by Ernest S. Hilber,
who for three years has been sales manager of
Federal radio parts in the metropolitan district,
and was then made special representative to
wholesalers in the United States and Canada.

Panatrope Furnishes Music

for Jackson County Fair

PorrLanD, Ore.,

December 6.—The Brunswick
Panatrope did yeoman service at the annual
Jackson County Fair, as is attested in the fol-
lowing excerpt from a letter to the local office
of the Brunswick Co. from the secretary of the
Fair. Tt reads: “I wish to take this means to
express for myself and my Board of Directors
our sincere thanks and deep appreciation for the
fine music furnished by your Panatrope in the
various buildings during our recent Fair. There
was a wire put into the following buildings:
Horticultural, Forestry, Automobile and
Women'’s, with loud speakers attached and con-
trolled by a main instrument placed in the
Weeks & Orr’s booth in the Merchant’s Build-
ing, and it was done in such a manner and we
were given such a volume of music that I did
away with the usual orchestras which I used in
these various buildings, thereby saving a good
many dollars.”

Crosley Has Developed
a Tremendous Industry

Within the brief span of a few years, radio,
as a manufacturing industry, has leaped to
front rank among the industries employing fac-
tory workers in Cincinnati. The Crosley Radio
Corp. has attained this position. More than 2,-
300 people work directly for the Crosley Corp.
in the Crosley factories. Many thousands more
are employed in outside factories in Cincinnati
and other sections turnigg out wire and punch
pressed products as well as thousands of fine
cabinets each day. The Crosley Corp. itself
manages to produce 1,500 cabinets daily. But
to bridge the gap it must go outside for addi-
tional thousands. Production approximates
6,000 sets each day.

Open Sales Office in Chicago

La Grancg, ILr.,, December 7.—The Producer
Manufacturing Co., maker of phonograph appa-
ratus, a newly organized corporation, has made
its headquarters at 819 Hillgrove avenue. The
sales offices are located in the Railway Ex-
change Building, Chicago.

Praises Carryola Portable

The Carryola Co. of America recently re-
ceived a communication giving high praise to

.the Carryola Master portable talking machine

from a proud possessor of this instrument.
The writer is a traveling man and he extols the
instrument as a boon for those on the road.

Harry A. Beach Now Sales
Manager Chas. Freshman Co.

Nationally Known Executive Joins Forces of
New York Radio Manufacturer in an Impor-
tant Capacity—Is Widely Experienced

An announcement of nation-wide interest to
the music-radio industry was the appointment
of Harry A. Beach as sales manager of the
Chas. Freshman Co., New York, manufacturer
of Freshman Masterpiece receivers and acces-
sories. The official announcement was made by
Myron Goldsoll, vice-president of the Freshman
Co., who stated the directors of the company
had decided that the sales managership required
the services of an executive who was not only
widely experienced in the merchandising of a
nationally advertised product of merit, but one

Harry A. Beach

who was fully conversant with the Freshman
plan of doing business exclusively through
franchised dealers and who believed implicitly
in the soundness of such merchandising efforts.

Mr. Goldsoll said that Mr. Beach had spent
several weeks in close association with Mr.
Freshman and himself, as well as other officials
and executives of the Freshman organization,
studying production and distribution methods
of the company.

“As sales manager of the Chas. Freshman
Co.,, Mr. Beach has a most interesting posi-
tion,” said Mr. Goldsoll. “He comes to a com-
pany that is daily growing stronger, operating
on a unique sales plan which is highly suc-
cessful and which he is asked to further de-
velop, but which in principle will not be
changed in any way. Mr. Beach is in sympathy
with our methods and is a straight-thinking ex-
ecutive. All of the officials of our company
are solidly behind Mr. Beach and we know
that our dealers will extend to him their full
co-operation.

“We always have on hand an accumulation
of applications for the Freshman franchise that
we desire to handle with fairness to our well-
established dealers. Good merchants, old-time
niusic stores and other worthy concerns are
not in the habit of being refused the purchase
of materials that they desire to handle. They
justly think that a manufacturer should be com-
plimented by their application. Consequently,
we sought as sales manager a man of fine
diplomacy and keen judgment, and we believe
Mr. Beach is that executive.”

For sixteen years Harry A. Beach has been
a widely known figure in the music industry.
He joined the Victor Talking Machine Co. in
1910, becoming in time manager of all the
traveling representatives of that company. He
resigned in 1921 to become vice-president and
general sales manager of the Unit Construction
Co., Philadelphia. In 1923 he was appointed
Eastern sales manager of the phonograph divi-
sion of the Brunswick-Balke-Collender Co., re-
signing some months ago.
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The Fulfillment of an Ideal

HE individual or the institution without
ideals soon loses the stimulus of inspiration
. and the satisfaction which comes from
making others happy.

The Brunswick Company, its dealer organization and
their respective employees, and the great electrical
institutions that have collaborated, may all look back
upon 1926 with a feeling of just pride.

This has been an epoch-making year.

The whole world has been made happier through
the combined efforts of all of us who have together
successfully introduced and marketed the World’s
First Purely Electrical Reproducing Musical In-
strument—

The

BRUNSWICK
PANATROPE

THE BRUNSWICK-BALKE-COLLENDER CO., GENERAL OFFICES: CHICAGO
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[Epitor’s NoTe—This is the sixty-third of a series of
articles by William Braid White devoted to the various
interesting opportunities which prevail in the domain of
education for the retailer of talking machines. The subject
is one of great interest and we commend these articles to
the consideration of all who are devoting attention to the
featuring and developing of the musical possibilities of
the talking machine.]

Why Not Phono. Societies?

Some months ago, and, in fact, quite by acci-
dent, my attention was directed to a movement
in the talking machine realm which has become
very influential across the water. It seems
that about three years ago Compton McKenzie,
the famous novelist, who is an amateur expert
in matters phonographic, took the very bold
step of publishing a magazine entirely devoted
to the interests, not of the trade, but of the
buyers of talking machines and records. He
said that he thought there were enough of these
latter to give him the circulation he would nzed,
and for their benefit he proposed to bring out
each month a musical amateur’s paper, devotedl
to the phonograph, in which everything pertain-
ing to machines, recordings, reproducting,
music, etc., should be discussed by experts for
the benefit of the thousands of music lovers all
over the world who are getting the better part
of their musical pabulum through these media.
At or about the same time there was organized
in London, under his direction likewise, a
private recording society which was named the
National Gramophonic Society, and the aim of
which was to be to record for subscribing mem-
bers only, and at cost, musical works which
were not, and were not likely to be, recorded
by the regular recording companies. The two
enterprises, mutually supporting, have now been
running nearly three years and they have gone
on steadily increasing in influence and in num-
bers.

Working the Localities

Along with the activities of the National
Gramophonic Society in producing recorded
music not otherwise likely to be obtainable, it
appears that local societies are being organized
from time to time among talking machine en-
thusiasts under the same general auspices.
These societies consist of groups of men and

women interested in music who possess phono-
graphs and records, and who meet at each
other’s homes or elsewhere at regular intervals
for the purpose of giving concerts of phono-
graph music and of discussing and ecriticizing
the music to which they listen. From the ap-
pearance of the reports I judge that there must
be dozens of these societies throughout Great
Britain to-day. It is hardly necessary to point
out that all this is helping along the sale of
machines and of records. Every reader of The
Talking Machine World is aware of the marvel-
ous strides into great prosperity which the
British end of the Columbia Co. interests has
made during the last three years. And it is at
least significant that the Columbia interests
have been among the best, perhaps indeed the
actual best, supporters of the magazines I have
mentioned.
Well, Why Not Here?

Now, seriously, is there any reason why
something like this should not be done in the
United States? As a matter of fact a Boston
group has already started the publication of a
magazine called The Phonograph, modeled
upon The Gramophone, and already some local
societies are being organized. But apart from
that, apart even from the question of a private
recording society which is not yet probably to
be considered as a “live” topic in this country
(much as one might wish it were), why do not
phonograph dealers investigate this question
of amateur societies of phonograph enthusiasts?
Of course, the first reply will be that condi-
tions are different in the United States. Con-
ditions, whatever they may be, are doubtless
“different,” but that means absolutely nothing.
There are plenty of phonograph enthusiasts to
be found in the United States. There are also
millions of phonograph records to be sold, but
real promotion is needed.

What Actually Happened

I had occasion recently to get in touch with
phonograph enthusiasts located at points East,
West, North and South. These people must
one and all have been in so close touch with
events abroad as to have heard of the new
movement. Now if such enthusiasts have al-
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-amateur groups across the Atlantic.

ready made themselves known, it is a safe bet
that in every community are the materials of a
similar group which only need to be sought in
order to be discovered.

I know that this is true because only recently
the same thing has happened at home. I
thought it would be interesting to see whether
in Chicago there were any men and women like-
minded with myself. And without half trying I
found plenty of them. There has not been the
least difficulty in forming a casual circle on
the same general principles as govern these
And the
results so far have been most thoro<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>