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SONORA Perfects

new type model—

An entirely new principle of
mechanical reproduction —an -in-
strument that will surprise you
with its magnificent volume. . -

The Minuet $165
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Price Twenty-five Cents

Louis S. Sterling, Chairman of Board of
Columbia Co., Discusses World Trade

Finds Increasing' Evidence of Prosperity in Phonograph Industry in European Nations—Co-
lumbia Co. Made and Sold Over 7,000,000 Records Throughout the World in December, 1926

Returning to New York after spending three
months abroad, Louis S. Sterling, chairman of
the Board of Directors of the Columbia Phono-
graph Co., Inc.,, New York City, and managing
director of the Columbia Graphophone Co., Ltd,,
LLondon, England, gave a representative of The
Talking Machine World an interesting resumé
of general conditions in Europe with particular
reference to the activities of the phonograph in-
dustry. For several years past the phenomenal
success of the Columbia Graphophone Co., Ltd.,
has been one of the outstanding features of this
industry and the same successful methods utiliz-
ed by the executives of this company have con-
tributed materially to the signal success at-
tained by the Columbia Phonograph Co. in this
country for the past eighteen months.

“The last three months of 1926 were the big-
gest in the history of the Columbia Graphophone
Co, Ltd.,” said Mr. Sterling. “This is equally
true of January and February of this year, and
there is every reason to believe that Columbia
activities throughout the world will in 1927 ex-
ceed all previous figures. In the month of De-
cember, 1926, we sold over 2,000,000 records in
Great Britain alone, emphasizing the strength of
the phonograph industry in that country.

“Gerimany was particularly prosperous in 1926,
and the Carl Lindstrom organization, which is
allied with the Columbia Graphophone Co., Ltd,,
closed last vear the biggest business in the his-
tory of the phonograph industry in Germany.
The company’s sales were in accordance with
general business conditions in Germany, for this
country is enjoying an industrial boom that
gives every indication of being a permanent one.
For example, on the stock exchange there is a
tremendous demand for German industrial
stocks, although the price range gives a divi-
dend yield averaging 4 per cent. The demand
for the stocks, however, is based on an excep-
tional activity in every German industry, which
will undoubtedly be reflected in increased div-
idends in the very near future.

“The past twelve months have witnessed a
very substantial increase in the prosperity of
practically every industry throughout Great
Britain. The Manchester cotton mills for the
first time since 1921 have canceled their mutual
agreement to keep open only three days a week,
and the mills will now operate just as many days
per week as necessary in order to turn out a
sufficient volume to meet their contracts. This
healthy condition is traceable, of course, to the
low price of cotton. For the first time since
1921 many of the shipyards in Great Britain are
loaded up with orders and by the Fall of this
year it is expected that business generally will be
excellent in practically every industry. By the
end of 1927 unemployment will undoubtedly be
back to a pre-war basis, making for general
prosperity everywhere.

“Italy made very rapid progress during 1926,
and our company made more money last year in
Italy than during any year in Columbia history.

“France is only fair, so far as we are con-
cerned, showing slight gains but with no marked
development. This country is manifesting a
steady improvement, but unemployment is in-
creasing owing to the gradual stabilization of
the money exchange, and economic authorities
do not expect France to regain permanent

prosperity until an agreement is reached with

America and Great Britain on the war debt.
“Speaking generally, phonograph business

throughout Europe last year was the best that

—
Louis S. Sterling
the industry has ever experienced, and this ap-
plies to Austria, Hungary, Czecho-Slovakia and
other countries. The popularity of the phono-
graph may be attributed to a general apprecia-
tion of music by the public as a whole, but the
prime reason is probably due to the fact that
the phonograph is one of the few products that
have not increased in price proportionately with
the rate of wages earned by the average work-

ing man in Europe. Phonographs are being
sold to-day throughout Europe at practically
pre-war prices, and while the working man is
earning ligher wages than he did prior to the
war, he recognizes in the phonograph a medium
that provides entertainment and education with
no price increase, but which has maintained
the same standard of value. It is also true that
the increased demmand for phonographs and rec-
ords throughout Europe may be attributed to
the marked decrease in the drinking proclivities
of the European nations. Throughout Europe
the people are more moderate in their drinking
than during any other time in history, and this
is reflected in the demand for music.

“The big bulk of phonograph sales throughout
Europe is in the class of instruments retailing
at $15 to $50, and in 1926 practically 85 per cent
of the machines sold approximated this figure.
There is a steadily increasing demand for
twelve-inch records, and the sales of our Master-
works Series in 1926 showed a very substantial
gain over the preceding year. In fact, the sales
of the Masterworks Series in January, 1927,
were double the figures of January, 1926.

“The reports which 1 have received from the
executives of the Columbia Phonograph Co,
Inc, in this country, indicate that 1926 was a
splendid year, but I am particularly pleased with
the fact that the record sales for January and
February of this year showed a 50 per cent in-
crease over the corresponding months in 1926.
Our machine business in this country has been
very satisfactory, and we are now getting under
way for a healthy year. Record business as a
whole seemns to be on the upgrade, but general-
ly speaking, record sales will usually keep step
with the demand for phonographs, for an old
phonograph very seldom acts as a stimulant to
increased record business. Columbia dealers,
therefore, are building up a substantial machine
business, recognizing that their record sales will
be in a measure proportionate to the new in-
struments they sell. 1 might add in conclusion
that during the month of December, 1926, all of
the Columbia companies throughout the world
manufactured and sold over 7,000,000 records,
which figure we are inclined to regard with
pardonable pride and gratification.”

Major J. E. Hahn Elected
President of Amrad Corp.

Continues His Activities Also as President of
the De Forest Radio Corp., Ltd., of Canada—
Powel Crosley Retains His Interest

Major James E. Hahn was elected president
and general manager of the Amrad Corporation
located at Medford Hillside, Mass., at a recent
meeting of the board of directors. Major Hahn’s
activities are perhaps better known in Canada
than in the United States, as he is president of
the De Forest Radio Corp., Ltd., of Toronto,
in which Powel Crosley, Jr., president of the
Crosley Radio Corp., in Cincinnati, O., is heavily
interested.

Major Hahn will divide his time between the
De Forest Corp., of Canada, and the Amrad
Corp., of Medford Hillside, Mass., and it is ex-
pected that he will put into effect in the Amrad
factory the same policies that have built the
Canadian corporation to its present outstand-
ing position, carrying on the work for which
the Amrad has been noted in the matter of
scientific engineering developments.

Harold J. Power, who is withdrawing as presi-
dent of the Amrad Corp., having sold his inter-
est in the corporation to Major Hahn, will en-

gage, it is understood, in an independent radio
business of his own.

It will be remembered that the Amrad Corp.
was reorganized a little more than a year ago,
when Mr. Crosley acquired control of the com-
pany and became chairman of the board.

40 Per Cent Increase in
Carryola Portable Sales

Don T. Allen, Vice-president of Carryola Co. of
America, Reports Closing of Two Busy
Months—Production Breaks Record

MiLwaukeg, Wis, March 7—Don T. Allen,
vice-president of the Carryola Co. of America,
reports the closing of two phenomenal months
in January and February of this year; the sales
being 40 per cent ahead of 1926. The Carryola
factory is working at the largest production in
the history of the company, and judging from
the orders on hand all previous records for
Carryola sales will be broken in the first six
mouths of the year. The Carryola advertising
and sales campaign, announced recently in de-
tail, is meeting with the hearty approval of the
dealers everywhere, and the figures for the first
two months of the year reflect the practical
value of this campaign.

See second last page for Index of Articles of Interest in this issue of The World
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Analysis of the
sales field will
show the retail
dealer where he
stands and point
the way to sales

What volume of business can you reasonably
expect in your territory? This 1s a very im-
portant question for every dealer to be able
to answer, especially those who are located
in small communities. The problem of secur-
ing fairly accurate information is not particu-
larly involved, but it does require some thought
and work. The dealer should know the answer
for several reasons. First, to determine
whether it will be necessary for him to expand
his sales-promotion campaign to take in a
larger territory than his immediate community.
Second, if he is faced with keen, and sometimes
unscrupulous competition, the necessity for
more energetic methods of sales promotion will
be emphasized. It is an unfortunate fact that
the dealer whose store is located in a section
of a city or town where there is not sufficient
potential business to give him a profit will
inevitably be compelled to go out of business
unless he overcomes the handicap by covering
a larger district.

Analysis a Necessity

An analysis of the kind suggested is of vital
importance. No manufacturer is satisfied to
sit back and guess at the sales possibilities of
the product he is making. Research gives him
an idea of the probable demand. Armed with
this data the manufacturer is prepared to plan
his sales-promotion campaign accordingly. In
other words, he is eliminating guesswork from
his business.

The dealer, too, must get down to brass
tacks. He must know where he stands. He
must protect his investment by being reason-
ably certain that there is a chance of success.
Once the retail merchant knows what to expect
the problem becomes one of turning potential
customers into actual buyers.

The Musical Census

The musical census is without question the
most effective way for the dealer to determine
the number of prospects in his community.
While it is a little more difficult for the dealer
located in a congested district of a large city to
take a musical census it can be done, as has
been proved by the experiences of many mer-

Sales Mean Profits—
What Can You Expect?

By Robert L. Kent

chants. At various times in the past there have
appearcd in  The Talking JMachine World
articles describing in detail just how dealers
have put the musical census idea across.

The small-town retailer has a simpler prob-
lem. He knows most of the people in his com-
munity or they know of him. The attitude of
the public to the merchant is more hospitable,
making it comparatively easy for the dealer or
members of his sales organization to make a
canvass of the territory.

VWhile personal calls undoubtedly are most
effective this method is expensive. Direct mail
will accomplish satisfactory results at a frac-
tion of the cost. An excellent “musical census”
questionnaire that can be used in connection
with a post card will be sent to dealers upon re-
quest to The Talking Machine World.

Big Sales in a Small Territory

A talking machine dealer located in one of the
most crowded apartment house sections of New
York City discovered that there were so many
establishments in competition with him that it
was almost impossible to do the volume of
business he thought necessary by catering to
persons living near-by. He realized that, no
matter how effective his sales promotion, the
other merchants would get a good share of the
business, and because the neighborhood could
support only half the number of retail stores it
boasted he would be compelled to do one of
two things: move to a location where com-
petition was less keen or retain his location,
using it is a base for more extended merchan-
dising operations. He chose the latter. He had
one delivery truck and two of his salesmen
owned automobiles. He planned a sales-canvass
to cover a territory within a fiftv-mile radius of
the store. The two salesmen covered a different
territory each day and soon a surprising num-
ber of sales were recorded—business that this
dealer would never have been able to secure
by any other means. He enjoyed not only the
normal volume of sales that he could expect
in his neighborhood, but in addition a large
volume of business from outside sources. This
is a concrete illustration of how the expansion

The territory in
which your busi-
ness has been
established may
be made to pay
by expanding it

of the field of operations can be made produc-
tive of business.

Another dealer, representing the opposite ex-
treme in type, operated a store in a town of
2,500 population. He handled talking machines
and radio, but discovered that his sales volume
was not large enough to give him an adequate
profit on his investmient. After considerable
thought this dealer turned his store over to a
competent and aggressive young man, whom
he made manager. Daily he loaded a talking
machine and radio set in his automobile and he
scoured the farming districts for business. This
canvassing-selling drive, during the last year,
has netted close to one hundred sales of radio
sets, in addition to numerous sales of talking
machines. Of course, this business was secured
only by the hard work of a man of ability.

A Harvest of Good Will

There is another angle of the outside selling
plan that is worth emphasizing. Not only does
it overcome the handicap of small restricted
territory but the very fact that the merchant
reaches people outside of his immediate district
gives him the opportunity of making contacts
that should eventually produce a substantial
volume of business, even if the results of the
first canvass are not entirely satisfactory.

Heads North Shore T. M. Co.

Evaxstox, Inr, March 4—G. W. Davidson,
manager of the North Shore Talking Machine
Co., has purchased the interests of other stock-
holders and was recently elected president of
the new organization. The establishment will
continue under the same name at 712 Church
street.

New York Incorporation

The Everite Radio & Phonograph Co., New
York, was recently incorporated at Albany
with a capital stock of $30,000. The in-
corporators are J. Frey, J. Tannenbaum and
F. H. Mahoney.

=
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Jobbers and Dealers:

Note New Address

SR

“NYACCQO” Manufactured Products

NYACCO Record Albums
NYACCO Radio Sets

NYACCO Portable Phonographs
NYACCO Photograph Albums
NYACCO Autograph Albums

Twenty years’ manufacturing experience enables us to offer the trade a line that is tried and proven.
Write us for full information.

NEW YORK ALBUM & CARD CO., Inc.

Established 1907

64 Wooster Street, New York
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Coming!
A New Brunswick Panatrope

With Radiola—The 138-C

The Supreme Achievement in Music or Radio

Features of the New Model 138-C
1. De Luxe Panatiope equipment combined with 8-tube Radiola
Super-heterody ne.

2. New and distinctive cabinet . . . figured walnut with overlay
decorations. Height, 45 in.; width, 351/ in.; depth, 2014 in.

Doors fold completely back.

4. Barrel loop antenna controlled by dial directly under radio
panel,

5. Radio panel so located as to permit operation from either
sitting or standing position.

6. Automatic cut-off switch for current supply controlled by
cabinet door.

7. New-type constant-contact Panatrope volume control . .. a
marked improvement over former §-stage type.

Panatropes Phonographs Radiolas Records
THE BRUNSWICK-BALKE-COLLENDER CO., GENERAL OFFICES: CHICAGO
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aggéral Phonograph Mfg. Corp. Chartered
—Otto Heineman President of New Firm

New Corporation, With $250,000 Capital, Replaces General Phonograph Corp. as Operating
Company, Making Motors, Needles, Etc.—Stockholders Agree to Important Plans

The General Phonograph Mfg. Corp. was in-

rporated recently with a capital of $250,000
under the laws of the State of New York. This
company will replace after April 1 the General
Phonograph Corp. as an operating company
and will manufacture motors and needles under
the various trade names which have become
internationally famous. The General Phono-
graph Corp. will continue as a holding com-
pany exclusively, owning all of the stock of the
General Phonograph Mfg. Corp. and practically
all of the stock of the General Industries Co.,
Elyria, O. The {formation of the General
Phonograph Mfg. Corp. 1s in accordance
with the result of a special meeting of
stockholders of the General Phonograph Corp.
held at the company’s executive offices in New
York on March 9, at which various details
regarding the incorporation of the new com-
pany, as well as the physical and financial set-
up to the affiliated companies, were ratified
unanimously by the stockholders.

Otto Heineman is president of the General
Phonograph Mfg. Corp., as well as the General
Phonograph Corp. In a letter to the stock-
holders, written under date of February 26,
Mr. Heineman pointed out briefly the remark-
able accomplishments of the General Phono-
graph Corp. in the past seven years. In 1920,
owing to the tremendous setback of the indus-
try, the company was heavily indebted in vari-
ous directions, but Mr. Heineman and his asso-
ciates “carried on” notwithstanding exceptional
handicaps and adverse conditions, until to-day
the company and its affiliated organizations are
in splendid shape financially and industrially.
In fact, the accomplishments of ‘the organiza-
tion in recent years have been little short of

phenomenal, and the company has been receiv-
ing the congratulations of phonograph execu-
tives the country over upon the present set-up
of the organization.

A. G. Bean, for the past eight years president

i

Otto Heineman
of the General Industries Co. Elyria, O., will
continue in this important position, being in
complete charge of the company’s activities.
Mr. Bean not only is a prominent figure in the
phonograph industry, but is well known in busi-
ness circles throughout Ohio in connection with
his various civic and industrial activities.

The motors, toune arms, sound boxes and
needles manufactured by thc Gencral Phouno-
graph Mfg. Corp. and thc General Industrics
Co. will be marketed cxclusively thirough the
Okeh Phonograph Corp, a corporation formed
last Fall and owned by the Columbia Phono-
graph Co., Inc.

This company, which manufactures the very
popular Okeh-Odeon record library, is also
headed by Mr. Heineman and, judging from its
expansion the past few months, it will attain
an outstanding success during the coming year.
Sales totals are steadily increasing and the new
Western Electric system of electrical record-
ing has been enthusiastically praised by Okeh
jobbers and dealers throughout the country.
During the past few months a number of prom-
inent artists have signed exclusive Okeh con-
tracts, and the present-day Okeh record is made
under the exclusive and well-known Columbia
process which eliminates surface noises.

To keep pace with the steady growth of the
company, the Okeh recording laboratory will
move to new and larger quarters on April 1, in
the old Tiffany Building at Fourteenth street
and Union Square, New York. Charles Hib-
bard, a pioneer in the development of record-
ing art and a leader in this important division
of the industry, continues as technical director
of the Okeh laboratories, assisted by a com-
petent staff of recording expcrts.

Mr. and Mrs. T. A. Edison

Celebrate Anniversary

Tort MyErs, Fra, March 2—While holidaying
here Mr. and Mrs. Thomas A. Edison celebrated
their forty-first wedding anniversary by a visit
1o a local moving picture theatre, making the
trip in one of the products of their next-door
neighbor, Henry Ford.

The Nall-Robertson Piano Co., Kansas City,
Mo., was recently incorporated.

A “Real” album
with individual
record pockets.

(Not a Box)

$ 1500

Retall

album.

A popular priced quality instrument—covered dianhragm Repro-
ducer with one-piece solid brass drawn tone-arm—and a real

PEERLESS ALBUM CO.

PHIL. RAVIS, President

636-638 BROADWAY, NEW YORK

All Peerless Albums are quality albums.
Album produced for individual 10 and 12 inch records or in combination to
the smallest album for a portable machine these products are all of the Peer-
less high standard. Send for a sample of the Art Mission Album in the size
g, gold embossing and the popular
price. Also send for catalog of our entire line of albums, record holders and

you can use and note the attractive bindin

record carrying cases.

New Peerless Portables

A Revelation in Artistic Workmanship

A machine, in which not only
the case, but the entire interior
(including turntable) is covered
with a beautiful Suede Genuine
Leather.

An innovation that will delight
the eye of your customers that
love nice things, at a very attrac-
tive price.

PEERLESS

ART ALBUMS

Contains a genuine leather covered rec-
ord album with individual pockets (not
a box) and gold plated clasp for mono-
gram.

From the finest Art Mission

$25.00 Retail
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- Brunswick Electrical Recording

is the musical news of the

e e ———————— .
month in The Saturday Eve-

o/ 6

Outstanding Brunswick
“Light-Ray” Records
of the month
“Blue Skies” ... ‘“Since I Found You”

—fox trots with vocal chorus. Vin-
cent ILoopez and His Casa Lopez Or-

ning Post and Liberty Magazine

HE story of Brunswick’s “Light-Ray”
electric recording (music by photography)
is told Saturday Evening Post and Liberty

enesge- s + @ Sl readers this month in full page color space. See
“Muddy Water’” . . . “Ain’t She Sweet?” o .
—Harry Richman, Comedian, with the March 12th issue of The Saturday Evening
Orchestra. 3435 . = r

- Rl Post and March gth issue ot Liberty.
“Yankee Rose”’—fox trot . . . “High,

High, High Up in the I{ills”—fox trot
with vocal trio by The Bonnie Laddies.
Harry Archer and His Orchestra. 3452
- * *
“Lohengrin”—Prelude to Aect III . . .
“Lohengrin”—Wedding Music (ActIII,
Scene 1). Cleveland Symphony Or-
chestra, Nikolai Sokoloff, Conductor

By giving the phonograph-owner a new interest
in his instrument. .. thus making him a customer
for Brunswick Records as well as for Bruns-
wick’s new musical instruments . .. this adver-

15121 tising helps every Brunswick dealer. Step up
= o your record sales by running the weekly Bruns-
e wick releases in your local paper. Mats supplied
free. Ask nearest branch.
Panatropes Phonographs Radiolas Records

THE BRUNSWICK-BALKE-COLLENDER CO., GENERAL OFFICES: CHICAGO
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Dedicated to
Constructive -Instructive Selling
by Gross-Brennan.Inc.
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/ |I \HE title and dedication of this publica-

tion represents as nearly as words permit
the spirit in which Gross-Brennan, Inc.,
was founded and in which spirit we wish to

i

The term, “permanent value,” now a by-
word in radio selling, first appeared in Strom-
berg-Carlson advertising. In connection with
Stromberg-Carlson products, it means exactly

. what it says, that straight along the line from
factory to ultimate owner, no depreciation of
value can result from Stromberg-Carlson policy.

That is what we mean by constructiveness in
radio, that is what is meant by all you read
about stabilization in radio.

X P T P TE

The constructive Stromberg-Carlson policy
we were called on to establish at the outset,
was at first termed everything from impractical
to visionary—even idealistic—a terrible word.
Our dealers’ success, and incidentally Strom-
berg-Carlson and Gross-Brennan success quickly
proved the efficacy of the policy.

And followers, with the vision to see that
idealism tempered by common sense is often
more practical than opportunism, have proved
it by their success.

2§ 96 N K96 O o

7436 ¥ g 3€

The bad examples of radio’s early days have
not yet been erased from the minds of many
who survived those days, or who, entering the
field when the worst was over, still believe that
methods which prevailed then can again prove

profitable.

To dissipate such false hopes and false be-

/N

.Sv-

continue to function and grow with our dealers.

Why---the salestructor?

liefs is what we mean by /ustructiveness in radio
selling.

Radio is now an accepted, established indus-
try. To place the taking of immediate profits
ahead of the building of a business has been
proven unconstructive throughout all radio’s
past. How can it ever prove constructive in’
the future?

Many manufacturers, now memories in radio,
set demoralizing examples till they succumbed
to inevitable results. Many distributors, now
memories in radio, tried to outdo manufactur-
ers at the same game. The great wonder is
that so many retailers who suffered under such
untrustworthy sources of supply have survived
and have kept their visions of a lasting future
in radio unimpaired.

To help enlarge such vision was one of the
reasons why Gross-Brennan, Inc., was founded.
To help spread the growth of such vision must
always be the Gross-Brennan job.

Our platform is this: ““To build a future for
our dealers as well as for ourselves rather than
merely exploit the present. Te make the Strom-
berg-Carlson franchise cherished as an ever in-
creasing asset to all who maintain and merit it.”

Therefore, this publication is dedicated to
your growth and ours through constructive-in-
structive sales measures. We sincerely hope
that every associated Stromberg-Carlson dealer
will take fullest advantage of the opportunities
these columns offer for successful development
of his business

7
% [Gross -Brennan ,Inc]
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These sound sales principles make the Stromberg-Carlson line a preferred asset for each dealer.

Gross-Brennan—Stromberg-Carlson—Dealers, their salesmen or service
men, who have not yet received a copy of the Salestructor, should so
notify our offices to assure their names being on our mailing list.

GROSS-BRENNAN,

New York & B>ston Representatives for Stromberg-Carlson Telephone Mfg. Co.

342 Madison Ave., New York City 910 Little Bldg., Boston, Mass.
Telephone—Vanderbilt 4025 Telephone—Hancock 7559

Inc.
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The air temperature has important influence on
radio transmission. The illustration adapted from
graphs prepared by Dr. L. W. Austin of the U.S,
Bureau of Standards, shows clearly how the strength
of the Radio signal decreases as the average air
temperature rises. Only a receiver of ample power
will give satisfactory results in warm weather.
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Makers of voice transmission and «voice reception apparatus for more than thirty years.
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YOUR WARM WEATHER SALES

ARCHe-the first month of Springe-has held the
record for Stromberg-Carlson sales for the past two
seasons. This indicates a realization by dealers that
when conditions are not at their best, the worth of
these magnificent instruments becomes even more
apparent. With a Stromberg-Carlson weakened
signals may be amplified readily to needed volume,
for there is always a surplus of power~>made pos-
sible through total shielding. Stromberg- Carlsons
are “summer-time” Receivers~“daylight” Receivers
~sReceivers that will stimulate your “after-the-
peak-of-the-season” trade in radio.

Dealers can safely stock and push these Receivers
in the Spring and Summer months.

STROMBERG-CARLsON TELEPHONE MraG. Co.
ROCHESTER, NEW YORK
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Analysis of the Radio Service Problems
of Talking Machine Dealers

Nation-wide Survey of Radio Servicing Methods of Talking Machine Dealers Shows That Few Merchants Know

What Service Department
Service Card

(The third of a series of articles analyzing the radio
service problems of retail talking ‘machine dealers and sug-
gesting solutions that have stood the acid test of experiment
based upon a questionnaire sent to dealers throughout the
country by The Talking Machine World.—Editor.)

In spite of the simplicity of the problem of
determining the cost of radio service apparently
few talking machine dealers know what per-
centage of their gross profits is consumed by
the operation of a service department. \When a
dealer enjoys a fair volume of radio business,
maintains prices and merchandises along rea-
sonably economical lines and at the same time
cannot show a satisfactory profit normally to
be expected from his sales volume, something
is radically wrong and the chances are that
something is the cost of extending service.

The returns of the questionnaire sent by The
Talking Machine World to retail talking ma-
chine dealers throughout the country showed a
startling range in the percentage of cost of serv-
ice in comparison to the total overhead of the
radio department. From 2 per cent to less than 50
per cent of every dollar spent in overhead in
merchandising radio was consumed by the serv-
ice end .of the business. Many retailers de-
clared that they had never “figured it out”;
some stated bluntly that service cost eliminated
entirely profits on sales and only one dealer de-
clared that his service department paid its
cwn way through sales made by service men
and charges for all calls.

While the answers to the questionnaire indi-
cated a lamentable lack of knowledge of costs,
at the same time the need for more complete
methods of cost finding in many talking ma-
chine establishments was emphasized. As was
mentioned in a preceding paragraph, the prob-
lem is not a difficult one. Indeed, it is a mat-
ter of simple accountancy.

The dealer who knows how each branch of
his business stands is in a fortunate position.
1f a department is not showing a profit, or, as
in the case of the radio service department, is
costing too much, he knows this without loss
of time and can take steps to remedy the situ-
ation,

How the International Phonograph Co., of
New York City, which enjoys a large radio
business, reduced the cost of service when it

Operation Costs—A Radio Service Agreement and Guarantee,

and Record Used by Successful Retail

discovered that the expense was making seri-
ous inroads on profits, illustrates concretely the
value of a well-thought-out plan of service de-
partment operation. This concern suddenly
awoke to the fact that many purchasers of radio
sets expected free service for an indefinite
period; namely, the life of the set.

The situation was serious because of the
heavy cost of keeping customers satisfied, and
finally the International Phonograph Co.
reached the conclusion that a definite service
policy would have to be established. The re-
sult has proved even better than anticipated.

Briefly, the system provides that each pur-
chaser of a radio set is entitled to certain kinds
of service, not for any stated period of time, but
limited by four service calls. To bring this
home to patrons was the task the company
faced, and in order to do this most effectively
the service agreement was fncorporated in a
contract illustrated herewith. This service
agreement has attached to it four coupons. One
coupon is given to the service man after each
call and when the four coupons have been re-
claimed by the store a charge for each service
call thereafter is made. This service agreement
is good for one year only. In other words, the
customer must use the four coupons within a
twelve-month period. The coupons are num-
bered 1, 2, 3 and 4, and contain the following
text:

Free Radio Service Coupon
Date of Sale......cooviniiviennnnn... Account No.....oo..... ..
Purchaser Address........ooiinnnn.
Upon request and presentation of this coupon within

one year from date, the purchaser is entitled to a Radio
service call free.

Your man has been here and adjusted my Radio to my
entire satisfaction.

Customer’s Signature.
Serviced by........ 000 3800000000000

Service Record File

A radio service card file is kept in the store.
A card is filled out for each customer and its
purpose is to give the service department head
or store manager complete information regard-
ing the service extended to a customer without
loss of time. An important item on this card
is a paragraph that reads as follows: “I, the
undersigned, wit-

NAME ADDRESS

i Account N-

3 . nessed the radio set

Chanse of Address '

Date of Purchase

Final Dute of Sorvice

installed and found

ARTICLE

INSTRUCTIONS TO SERVICE MAN |

co.n al

—— EVERY ACC'T MUST BE UP TO DATE WITH PAYMENTS
BEFOR!

- —— same to be in good
working order and
to my satisfaction.”

E RECEIVING SERVICE

8 E Beneath this is space
- E .
%
=2 SERVICE RECORD Order No. -
[ W
‘E { DateSold—_  __ Sold by. Thone
&
2| Name Add
AL -~
< Remarks = W Apt.
- a__ — — B
:
Inwaflsd ans Mance Collected My E Make Type Scrial No.
- B
I the undorsigned wineised the Radio Sei alled and found P
ﬂ..-‘:mxukfududn and I:A'-)“-‘uu/e‘r‘rl::u Sy g Date Inst.— — Installed by— Type of Arial
— —— A Darc In Patr Ows O. K. REMARKS
N | CASIILR g TR L i :
3 Cusomer's Wgmsar é.— A Supply L _l -
d1s - { o
SENVICK CARD OF JOMKPI 1. MAYENRA | ¢ - '
5 b T EN |
Above: Radio Service Card Used by | ™ .
Hotn =
Joseph H. Mayers for Permanent - 2
Record in Store Specis) - |
Right: Service Record used by Parnes 0 pe——
& Jacobs, Inc, New York, That .
Helps to Eliminate Confusion k g - -

Dealer

fur the signature of the customer. The card,
which is illustrated on this page, is self-ex-
planatory. On the right is another form of

SERVICE AGREEMENT

AND

GUARANTEE

BETWEEN
JOSEFH H. MAYERS, 103 Essex St. New York. Seller

And - = S

-Purchaser

Address..—.

Acct NOwwer e =

Date ~ Atticle

SERVICE AGREEMENT

_Joseph H Mayere will repair the radio instrument described above for a
period of one (1) year from dste of purchase, If upon ir igation it is found
that there is a mechsnical or electrical defect in the set ltaelf.

Every ouner of a radio set should famlliarize himeelf with the use and
care of a radio set, thua eliminating unnetersary dervice calls. 1 fummish four
(4) free service cal mufom »hich the purchaser can use within one year from
the date of purchase only.

1 farther sgree that at the time of recelving service om this padio 1 am
to surrender one coupon received from Jdseph H. Mayecs, and that after
surrendering sll my service coupons ! am not to be entitled to sny further
service on this radio unless 1 pay for same. Said eotpons are not transferable.

After installing the serial and hooking up the set at the purchaser’s
home, Joseph H. Mayers will not replace (free of charge) any aerisl or other
Installation that the purchuser may want due to wires being cut or purchaser’s
removal from one locdtion }uano!her. If service of this nature is requested,
Joseph H. Mayers will cheerfully.give ostimate of such work.

Joseph H. Mayers is not to be ponsible for the 1 of any
cahinets, batteries, eliminators, tubes or all other sceessories after installstion
ticket is signed hy the pnrcheser at his home, showing that tha instrumeat
was installed and left im perfect condition,

When the service of radio department Is requested there will be & charge
of $1.00 plus carfare made for service If upon investigation it is found that the
tadio set itself is mot at fault, but that the instrument is not opersting satls-
factorily due to run dowa condition of batteries, tubes, eliminators, ete.

T further agree that if I attach or install accessories of any kind to the
radio herein, not purchased from the said Joseph H. Mayers, that!?w{ll not hold
the ssid Joseph H. Mayers responsible for any bad eYect that anch sccessories
may have npou the uperation of the radio herein,

I FURTHER AGREE THAT AT NO TIME WILL I BE ENTITLED TO
DEMAND FROM JOSEPH H. MAYERS ANY SERVICE ON THIS RADIO
UNLESS MY PAYMENTS ARE MADE UP TO DATE, and [ otherwise comply
with all the terms of this contract. :

GUARANTEE

Joseph H. Mayers guarantees this radio set to be free from' mechgnical
and electrical defects and to fnncti~n properly when installed in accordance with
my anthorized directions. [ agree o replace at my expense any unit or part
which may prove defectlve within 90 days. (Batteries, eliminators, tubes,
cahinets, tahles, aerlal eqnipment and all other radio sccessoriee not Included)
Tt Is understood that the radio covered hy this gusrantee is a scientific instrument.
the effective operation of which is subject to the akill and knowledge of the
operator, manner and kind of aerial jnstallation and location of the instrument,
stmospheric conditions and other ‘interferences: and it is understood that
irrespective of whether separate payment is made to Joseph H. Mayers for
installstion of this instrument or.aerial. no representation warranty or guaranty
as to specific kind of operation of results is made hy Joseph H. Mayers hy
virtue of the installation in anestion; and as this irstrument was not mann-

by Joseph H. Mayers, the only warranty made by Joseph H. Mayers

is that the tostrument is that of the mmannfacturer snd ia in workahle and good

condition at the time of delivery Reception of specific and distant stations mpot

guaranteed. I will edjnst the instrument in qnestion free of charge npon a

surrender of a service coupon which is herehy sttached No repairing or
lishing of dwork 1s inclnded in this guarantee.

No representation or agreement has been made with reference to thie
goarantce and aervice agreement except as hereinabove set forth. No agent or
representative of Joeeph H. Mayers has authority to alter, vary. or waive any
of the terms of this°agrcemant.

Accepted:
JOSEPH H. MAYERS

—— (L.S.)

Witnezsed hy—

By - - (L&)

Credit Manager

Joseph H. Mayers Service Agreement
service record. This is used by Parnes & Ja-
cobs, another New York dealer. The purpose,
of course, is to give the dealer complete infor-
mation of the service given to each customer.

Charges Against Service Department

The radio service department must bear its
fair share of cost. The rent of space occupied
by the department, salaries, cost of operating
service cars, materials, light, heat, etc., all must
be considered. Only in this way is it possible
for the dealer to know accurately what service
is costing him.

On the other hand, to offset these expenses,
there is or should be income from scrvice calls,
income from sales made by service men. One
dealer credits the sales miade by service men
to the sales departiient, but this is not an equi-
table practice for the reason that allincome for
which the service department is directly re-
sponsible should be credited to it. Another
dealer charges - the loss represented by the
difference in the income and cost of the service
departutent to advertising. He does this on the
ground that if the service men do their work

(Continued on page 11)
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Produced by the combined forces of RCA,

General Electric and Westinghouse -~

Endorsed and adopted by the leading
phonograph companies -~ .~
I ADIOLA 28, with RCA Loudspeaker 104,

is not ordinary radio with batteries elim-
inated. It is radio built to operate from the
lighting socket, and based on radically new
electrical and acoustical principles. It is so
far in. advance of earlier types of musical re-
production that it sells readily—and profit-
ably—on demonstration.

Use HOME demonstrations—and increase your sales.

- RCA Loudspeaker 104
Complete . . $275 list.

RADIO CORPORATION
OF AMERICA

New York Chicago

San Francisco

RCA=-Loudspeaker

M A D E B M A K E R S H E R A DI OL A
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Advertising in Foreign Language Papers
Builds Big Mail Order Record Volume

Anton Mervar, of Cleveland, Advertised to Interest Local Customers and Found Orders Coming
by Mail From All Sections of the World—Large Stock and Care in Shipping Necessary

The valuc of the forcign language newspaper
as a mcdium for thc widesprcad distribution of
records is particularly well exemplificd in the
case of Anton Mervar, who operates a small
music store at 6921 St. Clair avenue, Cleveland,
and who during the past few years has de-
veloped what is believed to be the largest for-
eign record business in the city.

Cleveland, as is natural in view of its varied
industrial activities, has a large foreign-born
population, some statistics giving the proportion
as high as 70 per cent of the total inhabitants of
the city, and it is natural that any dircct appeal
to this substantial element should bring results.
Mr. Mervar, however, has gone further than this
and principally through the use of foreign
language newspapers has built up a mail ordecr
business that extends to the far borders of the
country and even beyond.

As an example of the manner in which his
publicity is reaching out, and of the growth of
his mail order business, it may be cited that
only recently Mr. Mervar shipped fifty Co-
lumbia records on special order to British Co-
lumbia and other orders also went to New
Mexico and California, with scarcely a week
elapsing in which shipments are not made to
other distant points. The growth of this record
business by mail has brought with it shipping
problems, for repeat orders depend upon getting
the records into the buyer’s home in good con-
dition. In order to avoid breakage the records
are packed in excelsior, for it has been found
that this material provides better protection
than the ordinary corrugated cardboard.

This particular dealer declares that there is
no secret in his method for obtaining business

and that, as a matter of fact, the growth of
record demand from points distant from Cleve-
land has been in the nature of a surprisc, for
it developcd out of the effort to build up a good
foreign record business locally. The widespread
circulation of some of the Cleveland foreign
language newspapers is primarily responsible for
this phase of the business.

Mr. Mervar advertises consistently in Cleve-
land foreign language newspapers, featuring
those records that are calculated to have the
greatest appeal to the readers of the particular
newspaper, whether it be Italian, Magyar,
Hungarian, etc. He, himself, speaks a dozen
languages and those who assist him in his work
must have considerable ability as linguists. This
is essential if foreign-born customers are to be
handled efficiently, for a great many of them
speak only the barest smattering of English.

Efforts are made to carry as complete a stock
of foreign records as possible. These are care-
fully classified to enable the salesman and the
shipping clerk to secure desired selections with
a minimum of delay. This large stock has also
proved a substantial factor in the success of the
mail order business, for it makes possible
prompt shipments. The actual extent of Mr.
Mervar’s foreign record business can best be
judged when it is stated that he started pri-
marily as a manufacturer of accordions with
records as a side line, but has found that the
side line business is thoroughly dominating the
accordion end.

The whole success of the foreign record busi-
ness of this dealer can be credited to consistent
and intelligent advertising, and the ability to
handle thc business properly.

Sound and Action Synchronized Perfectly

on Film Shown at the Rivoli Theatre

New Invention Perfected at General Electric Co. Laboratories Photographs Sound and Action on
Same Film—Demonstration Given Under the Auspices of the Radio Corp. of America

A demonstration of the photography of sound
upon the same motion picture film upon which
physical motions are recorded was recently held
at the Rivoli Theatre in New York by the
Radio Corp. of America in co-operation with
the General Electric Co. and Westinghouse
Electric & Mfg. Co. The photography applies
to sight and sound simnultaneously. While the
demonstration was confined to orchestration,
singing and introductory remarks from the an-
nouncer who appeared on the film, the imme-
diate possibilities of the new invention arise

from the rapidity with which the photographic
records of action and sound can now be made.

Interpreting the achievement, David Sarnoff,
vice-president and general manager of the
Radio Corp. of America, which has the rights to
this new system, said: “It is now practicable
to photograph the President of the United
States, voice as well as action, and to quickly
distribute films reproducing the event in all
parts of the country. Easily operated reproduc-
ing apparatus for use in theatres, schools and
churches will very soon be nationally available.

While the educational possibilities are vast
in scope, the most encouraging feature of the
new devclopment is that the equipment for a
national development can be provided in the
very near futurc. The Radio Corp. is proceed-
ing cnergctically with its plans for commercial
installations of its system in theatres, motion
picturc houses and other places of public enter-
tainment. An cntire opcra, musical comedy or
drania can bc clectrically rccorded on the film,
just as it is sccn and heard, and then reproduced
from the same film. Whatever can be seen or
heard, whcther it is a nightingale singing or an
army in battle, can now be recorded and repro-
duced.

“Whether it be called photophone or by some
better name which we are seeking, the
essence of this great advance in the art can be
found not mercly in the synchronization of
sight and sound, but in the fact that both oper-
ations are accomplished simultaneously on the
same film.”

In describing the apparatus itself, Mr. Sarnoff
declared that it was a remarkably simple in-
stallation. Thc projectors used are standard
motion picture apparatus except that a very
small box is placed between the top magazine
and the projector head which is used for repro-
ducing the sound. A small iron box contains
the amplifier used, with one switch to close the
circuit and a simple knob like the control on
a radio set, used to increase or decrease the
volume of sound as desired. On the stage or
adjacent to the screen is placed the loud speaker
and a cable carries the electric impulses from
the projector to thc spcaker. Only one attend-
ant is needed to operate the entire installation.
The type of speaker varies with the size of the
room in which the pictures are to be shown.

Mr. Sarnoff paid a tribute to the scientists
and engineers in the laboratories of the General
Electric Co., where the system was developed.

Analysis of Radio Service
Problems of the Trade

(Continued from page 10)

properly they crcate good will that is reflected
in increased business. There is something in
this, but if the service department cost is great
enough to jeopardize the profits from sales then,
obviously, this is costly advertising that the
dealer can very well do without. In this con-
nection it may be pointed out that good will
can be maintained even though a fair charge is

made for service.

The next article in the series will appear in the April 15
issue of The Talking Machine World and it will deal with
the subject of free service and its effect on sales, outlining
the experiences of dealers who have tried both free and
paid-for service.

The Apexeon Co. Boston, Mass., was re-
cently incorporated with a capital stock of
$250,000 to deal in talking machines, radio
equipment and other musical instruments.

National Record Albums

Made of the best materials and finished by experienced
workmen

PORTABLE ALBUMS

ALBUMS FOR CABINETS
ALBUMS BOUND IN CLOTH or ART MISSION

Albums for Export Our Specialty

Write for list of 1927 styles and prices

National Publishing Co., 239-245 South American St., Philadelphia, Pa.
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Music Taste

Varies

ow Well Do Yoq Know
our Record Catalog?

By C. H.

Manager, Phonograph and Radio

Here 1s hought that will mean much to you
if you can get it firmly fixed in your mind:
man or wo:an buys a phonograph principally

r what tha nograph brings him or her

e way music. The fact that it is a beaut:-

pre f furniture, or that it is electrical, cc
echanical, or what not, is really only a secon-

dary consideration,

To some people the desire for a phonograph
is based upon the instrument’s ability to bring

» themn the snappy song hits of the day—to

ers the late peppy dance music is the great
appeal—to others the old heart songs of other
days—still others are lured by the music of
some particular instrument such as the violin
—and a great many want a phonograph solely
for the comipositions of the old masters ren-
dered by the great artists of the concert and
operatic stage, and so forth and so on. There-
lore, you must be extremely careful of the rec-

-ds you select for vour demonstration. You
must be sure that the records you play are of
the type that appeal to the prospect.

Sales-Killing Demonstrations

Just as an instance, consider the reaction of
the man who has contemplated the purchase of
a phonograph and in his mind he has visioned
it as an instrumentality to bring to his home
the music of the masters by the world’s greatest
irtists. On his way to your store he visualizes
his marvelous instrument brightening his home
each night and day with those musical master-
pieces. Upon arriving at the store and being
ushered into the display room the salesman

ars down all the dreams of the prospect by
plaving “Hard to Get Gertie,” or some other
jazz number that simply jars the nerves of the
prospect and is very apt to considerably cool his
unthusiasm for the instrument.

Nothing on earth will serve to so quickly
nake a prospect lose interest in a phonograph
1s to play the other extreme of music to the
tvpe he likes. This holds true not only with
the individual with the above type of taste, but
with all types. Just play the operatic aria for
he man who likes only jazz or popular songs
and you have created identically the same reac-
tion, and remember that while these are the
reatest, still they are not the only two ex-
lremes There is the extreme from sentimen-
al music to the happy, comnic, carefree type, etc.

Analysis of Types of Music

\ great many persons seein to think that all
yeople are divided into just two classes as to

u t viz.: the who like popular music
and t like classical music. This 1s

wh

Mansfield

Department, Fitzgerald Music Co.

absolutely wrong, for there are a great many
more than just two tastes or types of music.
In o.der that you may better realize just how
many types of music there are, ‘a few of the
more outstanding are listed here: jazzy dance,
melodious dance, waltzes, sentimental love bal-
lads, band records, mnarches, etc, Southern folk
songs—Stephen Foster, negro jubilee songs,
mother songs, old heart songs, lrish
Scotch songs, popular semi-classic songs, con-
cert orchestra and band numbers, chamber
music (string quartets), light opera, overtures
and symphonies (orchestrations), classical con-
cert numbers (vocal and instrumental), light-
Leavy opera, grand opera, and heavy grand
opeca (\Wagnerian opera). :

Now, of course, there are really about four
broad general classes of music listed here. The
first class, or section, we will say, begins with
jazzy dance, and ends somewhere around senti-
mental love songs and popular semi-classic
music. The second class or field begins roughly
around sentimental love ballads and ends some-
where in the neighborhood of light classical
music. The third stage begins around the semi-
classic music and extends through the light-
heavy operas, and the fourth field begins around
symphonies and extends through the Wagnerian
operas.

This 1s not a discourse on music for the bene-
nt of the musician. [ am not inviting criticism
or argument—for 1 am neither musician nor
music critic. I am merely trying to divide
musical tastes as | have found them into gen-
cral fields for the benefit of the phonograph
salesman. Certainly there are people who really
enjoy all kinds of music—but they are indeed
rare, and you will always find that even those
persons have a distinct liking for certain types
of music more than others.

Be Prepared to Demonstrate

Of course, it is always absolutely nccessary
to be prepared for the customer whose taste
vou cannot fathom by having handy a small
selected list of good demonstrating records of
veneral appeal. Records that you have found
appeal to the majority of people—selections
that are “atwixt and between”—neither extreme

songs,

jazz or popular nor extremely heavy classical or
operatic.  Some of these records can be used
while you are ¢ndeavoring to get a line on your
customer's taste. Thus you will be minimizing
the possibility of cooling your customer’s en-
thusiasm as you might if vou made the mistake
of going to an extreme in the selection of vour
first records to be played.
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In order to fully understand why it is impor-
tant that the phonograph salesman be familiar
with all the various types of music if he would
be successful—just run down the list and see if
there are not three or four of the types of music
listed here that appeal to vou more than others
—and then see if there is not one type that ap-
peals to you more than the other two or three.
However, to better prove this point, it would
be best to ask some lay friend—for the mian
who is constantly associated with music, as
music salesmen are, is apt to find himself enjoy-
ing all tyvpes of music more than the layman.

The idea that I wish to impress upon you is
that nearly every pzrson has some peculiar, dis-
tinct likes in music. To say merely that a per-
son likes popular music does not mean that he
likes all tvpes of so-called popular music from
the jazzy dance number to the sentimental love
ballad. His fancy as a rule rests much more
strongly on one, or maybe two or three types
than on the rest.

Other Divisions of Taste

Then there are other divisions of taste in the
tvpe of voice or instrument or musical organiza-
tion rendering the <election. You have all come
in contact with the customer who detests so-
pranos or who has a highly developed appreci-
ation for the bass voice and vice versa. As
well as some types who have a great liking for
vocal quartet harmony and others who detest
it, and you have come in contact with the person
to whom the violin was soul-inspiring, and still
others who regarded it more as a screeching,
raspy instrument of torture; and so forth and
S0 on.

Now since there are so many different types
of music and since each customer is apt to have
a different taste the advantage, or rather neces-
sity, of knowing all records is very evident.

As an example a prospect to whom you are
demonstrating may be an elderly man and you
may learn that he is particularly fond of mili-
tary marches, of the Sousa type. Now in the

(Continued on page 14)
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Light Beam Rec;raing Process, Controlled
by Federal Tel. Co., Covers Wide Field

Patcnt of Theodore H. Nakken, Acquired by Federal Telegraph Co. of California, Covers Com-
bination of Photo-Electric Cell and Amplifying Tube in Recording and Transmission .

The recent announcement of the Federal
Teclegraph Co. of California, with which Fed-
eral-Brandes, Inc., manufacturer of Kolster
radio and Brandes speakers, is associated,
regarding the acquisition of a sweeping funda-
inental patent governing the light beam process

recording sound, has created a stir in the
technical world. This patent of Theodore H.
Nakken is said to cover the only practical com-
bination of the photo-electric cell and amplify-

Theodore H. Nakken
ing tube in making phonograph records and
talking or musical films as well as transmission
of pictures by wire or radio and television.

The Nakken patent, according to experts,
controls all systems in which light impulses
acting upon a photo-electric cell are translated
into corresponding but strong current impulses,
such as are now being exploited in this country
in the form of talking and musical films. The
Nakken developments are scientifically accurate,
these experts claim, and by his processes varia-
tions in light caused by variations in sound
which may occur with great rapidity operate
sound-reproducing circuits with the same
rapidity.

The first work along the line of translating
light into electrical response began in 1873,
according to Mr. Nakken, when it was discov-
ered that the element selenium, when exposed
to light, changes its electrical resistance in such
a way that the change is proportional to the
amount of light falling upon it. Through his
invention of the luminotron, Mr. Nakken states
that it is possible to replace the selenium cell
by photo-electric cells in all instances where
formerly the selenium cell had been used. This
true photo-electric cell is said to supply by itself
an electrical resistance to light action, whereas
the selenium cell only changes its resistance to

current flow supplied by an external source.
It is claimed that all the overtones which can
be recorded in sound records can be reproduced
through the Nakken arrangements of photo-
electric cell and amplifier,

The Federal Telegraph Co. of California,
through the acquisition of the Nakken patent,
claims a controlling situation in the new art
of talking films, transmission of pictures and all
applications of producing sound through the
medium of light beams, and states that each
competitor is free to work out his own solu-
tions of apparatus for utilizing the Nakken cur-
rent impulses. s

Work is progressing rapidly at the Federal
laboratories in Palo Alto, Cal.,, on the apparatus
and public demonstrations of the Nakken devel-
opment will be made in the near future.

Erie Dealers Tie Up With
Visit of Waring Orchestra

Record Sales Markedly Stimulated by Tie-Ups
With Victor Artists Arranged by Aggressive
Talking Machine Dealers

Erig, Pa., March 5—The music dealers of this
city co-operated with Waring’s Pennsylvanians,
Victor artists, on their recent visit here, with
the result that record sales were greatly stimu-
lated. Tom Waring, who in addition to play-
ing with the orchestra also makes vocal Victor
records, appeared at the Winter Piano Co. and
autographed all the records made by him which
were purchased during his stay. The Bates
Piano Co. and the Campbell & Parker Music
Store entertained the artists during their stay
in this city.

Knowledge of Record Stock
an Aid to Machine Sales

(Continued from page 12)

catalog there may be listed scores of different
marches, but unless you have heard them all
lhow do you know which ones are best, and most
apt to appeal to your customer? Without a
proper knowledge of the record catalog you
are just as likely to pick the poorest, or the
least appealing, record in the list, and naturally
imake the demonstration less cffective. And it
is not enough that you be familiar with two or
three good marches—you should know them all,
for what would happen if the “march” customer
wanted to hear four or five such numbers?
Could you continue to build up his desire for

the instrument unless you had cataloged in your
mind several outstanding march numbers in-
stead of only two or three? Not unless you
were lucky—and in the profession of selling
you simply can’t afford to trust to luck.

Know Entire Catalog

The foregoing example only illustrates the
nccessity of being familiar with one type of
music—but there are many types, so therefore
to be properly equipped to sell phonographs you
must know the entire catalog. To further illus-
trate this—just imagine yourself demonstrating
to customers at various times whose different
tastes ran as follows, and as a test of your
knowledge of recorded music, see just how
many good demenstrating records you can
name:
Marches
Saxophone solos
Melodious violin numbers, such as “Souvenir’............
Concert orchestrations such as Indian Love Call.........
Classic piano recordings such as Hungarian Rhapsodie..
Popular vocal quartets
Symphony orchestra numbers, such as Intermezzo from

Cavalleria Rusticana
Hawaiian guitar numbers........c...ooeeviueenonecececaneccne.
Indian songs such as Cadman’s “Land of the Sky Blue

Water”
String orchestras, chamher music.......c.cccceiiuiiiiiaie
Operatic arias, haritone voiCe..........coeeeiieniiecaeaeenensss
Operatic arias, teNOF VOICE....oeueeereeneennncarescaoscesnses
Operatic arias, SOPramo VOICE....e.ceioeeucecoescansossonases
Popular semi-classic songs such as “At Dawning”........
Old heart songs such as “When You and I Were Young

Maggie”
Stephen FoSter SOMES.....civiiueiiieierunnieneeeaaneccasannns
Scotch songs
Comic talking recordsS......ceceeieiirinruaruienncosencesaennns
Christian Science hymns
Other religious hymnS......cccviiieuiieeneeseeasoasonsosonses
Negro spirituals

This little test of “what’s what in records”
will show you very clearly how well you know
the record catalog, and consequently how well
equipped you are to sell phonographs. In
some of the foregoing classifications you should
be able to name instantly at least six or eight
selections—in others as many as ten or fifteen.

You niight say, “Well, I don’t have to learn all
this, for the record catalog has all the different
selections cataloged in such a way that I can
turn to the class of music I am in search of
and find listed there together all the different
selections of this type.”

Quite true, but after you turn to this list—
what then? How do you know what records in
that list to select unless you are familiar with, °
or at least have heard, them all? All selections
in a certain class are not on a par, by any
means. Some are outstanding, both musically
and from a recording standpoint, and much
more popular and appealing than others, and it
is up to you to know what numbers these hap-
pen to be, for every number that you play that
lacks appeal hurts your chances for closing the
deal just that much. In a demonstration you
are going to have an opportunity to play com-
paratively few numbers—ofttimes the fewer the
better—so you must be sure that each number
plaved is as effective as possible.

(Continued in April)
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/ The Spring and Summer radio accessory season is on the
way. Set owners all over the country will buy loud speaker
/ / extension cords to move the loud speaker to the porch—

- - sun-parlor—or lawn. Be sure your stock 1s adequate.
P
- s @ BIRNBACH EXTENSION CORDS BIRNBACH PRODUCTS:
@ -
\ No. UNITS List Price ;‘agiOQBat:‘er]yo Cab';s :nade_ in t5, g.
N - , 8, 9 an conductors, in stand-
— - R 120- =1 ::oot Complete. . $1.00 each ard and continuous lengths of 100-
v olllo | 121- 30 Foot Complete. . 1.40 each foot coils. Replacement loud speaker
| [ 4 122- 40 Foot Complete. . 1.80 each and head set cords, battery connec-
L == 2123- 50 Foot Complete. . 2.20 each tors suitable for dry cells, B’ and
b —"F 124-100 Foot Complete. . 4.20 each *“C” batteries. Assorted lengths.

Let us send our catalog

BIRNBACH RADIO CO.

370 SEVENTH AVE.

NEW YORK CITY
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For Your Protection!
KINSG 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 adyertising. National magazines and
€t . . (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.

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

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

THE H. N. WHITE CO.

5215-85 Superior Avenue ™~ 1 tnsoruments
ing Band Ins
CLEVELAND, OHIO THE H. N. WHITE CO.. Maker of L8
° > eve A .
5215-85 Superior Aves . heet along with
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Easter Window Displays
that Appealed to the Eye

By W. B. Stoddard

Since music is one of the leading features of
Easter the dealer should especially stress his
talking machines and radio sets at this season.
Some excellent suggestions are oflered by a
group of Chicago firms

Lyon & Healy Co. had a series of Spring
windows. One of the most interesting was
that devoted to Rhythmodic Classics. The back-
‘round was a kaleidoscope of colors, with a
broad border of gold on which were silhouettes
of dancing figures. A gay card suggested “The
latest thing in dance music—Rhythmodic Classics
—You can now dance to the world’s best-known
melodies recorded in fox-trot rhythm.” They
showed a cabinet phonograph and down front
a number of new records, including Hungaria,
arranged from the Hungarian Rhapsody.
Books of the Rhythmodic Classics were also
shown. A radio display had a black panel on
which was a tall tree in dull orange tones. To
a card was attached a storage battery, and
radio sets and parts were strewn about. At
one side were a number of records in a rack,
with a card: "“Exchange your Old Records for
New Ones—Ask about this new Lyon & Healy
Service.” A beautiful corner window had a
special Easter display. In the rear was a pipe
organ, with stained glass windows on each side,
and tall candles in front of each window. Ped-
estals were banked with palms and Easter lil-
ies. In the foreground was a phonograph and
records, and a card adorned with lilies said:
“Let there be an abundance of music on Easter
Day—Here are some of the most beautiful an-
thems and organ solos to swell the heart with
joy.” Another phonograph window was backed
with green satin, with drapes of gold-hued silk.
At one side was a cabinet phonograph and near
it a floor lamp with shade of green silk. At the
other, on an easel was a large framed picture
of Mme. Schumann-Heink, with records of her
songs scattered over the floor.

Other Effective Displays

A carnival window was arranged by the Cable
Company to feature their radio. From the ceiling

extended countless serpentines of gay colors
which trailed over the black floor, thickly
strewn with confetti. Carnival cards of green,
lettered in blue, with orange. dots, featured the
beauties of the radio sets, one of which was ex-
hibited in the foreground.

The Bent Music Co. was floored with large

Music plays an important part
in the observance of Easter,—
the season of the year calls
for displays that are bright,
colorful and attractive. The
music dealer should dress his
store windows in harmony
with the thought in mind that
the penitential season is past
and the period for rejoicing has
arrived and let his store win-
dow display be in harmony
with the arrival of Spring. .

squares of purple and lavender paper and backed
with purple paper over which were long stream-
ers of lavender. They featured both the cabi-
net and portable styles of radio, as well as
phonographs. On the cabinets were pots of
Easter lilies while cut-out Easter bunnies were
shown on the floor in front.

Davidson’s Talking Machine Shop had a
beautiful setting, showing players of a number
of types, embowered in palms and Easter lilies,
and white floor boxes filled with yellow jonquils
and asparagus fern. Cabinet radio 3ets were
also featured.

The Steger Talking Machine Co. had a win-
dow backed with curtains of green silk, and tall
vases on wrought-iron pedestals, filled with
masses of fragrant lilacs. They featured several
makes of radio.

Less

VOLTS D¢

Retails for $10

etc.,

Servicing

Ouverhead—

If your customers operate their sets
with Voltmeter Control

ODEL 506 “Convertible” Pin-Jack Voltmeter
M will give your customers better set perform-
ance through proper filament control and enable
them to locate and correct troubles, run-down bat-
teries,
{[Simple to use.
jacks provided for its reception on Radiola, Victor,
Brunswick-Balke,
fOther sets and hook-ups are easily adapted to re-
ceive it with the extra pin-jacks accompanying each instrument.
fiWhen the instrument 1s removed from the set and plugged into
the High Range Stand it gives your customer an instrument for
checking his batteries.
him continuous set performance and prevent trouble for you. It
will be worth your while,

without calling for your assistance.
The Voltmeter plugs into filament

sets.

Bosch and Standardyne

Sell him an instrument that will give

WESTON ELECTRICAL INSTRUMENT CORPORATION
190 Weston Avenue, Newark, N. J.

STANDARD.THE.WARLD.AVER,

WESION

Pioneers since /1888

An interesting scheme of interior decoration
was carried out by the Davis Co. in the early
Spring. In the radio and talking machine sec-
tion (as well as several others) the pillars were
covered with bark to resemble trees while
masses of foliage, spread out at the top, gave
the rooms the effect of a vast forest with
spreading branches.

Easter Concert Sells Many Records

Thearle Music Co., San Diego, Cal, gave en-
joyment to a number of music lovers and inci-
dentally greatly increased the sale of both sa-
cred and popular records by a pre-Easter concert,
which was given in the music salon the Satur-
day before Easter. The event was announced
in the newspapers, and as the company has been
giving these concerts for a number of years
there was a goodly crowd, as the public knew
good music would be heard. The artists in-
cluded a vocalist and an instrumental trio, and
between these selections there were a number
of records rendered on the phonograph. To
add interest to these phonographic selections
the demonstrator, before placing each one on
the machine, told something about the melody
—the conditions under which it was written,
liow it happened to be written, or some historic
occasion on which it was rendered—thus giving
a personal interest to every piece. Special suc-
cess was had with the book of records—ithis
being half a dozen double records in a card-
board cover. These were put up both in sacred
and popular music, tied with ribbons, and were
featured as especially appropriate Easter gifts to
a hostess, or from the children to mother,

Easter at Fitzgerald’s

The Fitzgerald Music Co. Los Angeles, Cal.,
laying equal stress on phonographs and radio,
brought out in a very catchy manner the pleas-
ures to be derived from each on Easter day.
In both cases the comnpany linked up music with
the eggs and rabbits for which Easter is famous.
In the midst of its spacious lobby was a large
glass show case floored with green grass. Here
was shown a radio set, with aerial. Behind it
was a larger than life white cut-out rabbit, with
his front paws through the aerial. Tall Easter
lities were placed on either side of him. At the
front was a big pink cardboard egg two feet
in diameter on which was printed in gold “Let
the Rabbits Bring You a Radio for Easter.”
One of the large windows was given over to
featuring phonographs, the setting being that of
a modern drawing room, with rich bronze velvet
curtains at the side. At one side was a phono-
graph cabinet draped with a broad band of silk
ribbon which extended to the opposite end of
the window, where were two big white cut-out
rabbits. On the cabinet stood a little fellow of
four or five, in the act of rolling a record down
to the rabbits. Set in racks were a number of
Easter selections, and an art card, adorned with
rabbits, gave a list of a dozen or more records
with niusic especially appropriate for the little
folks.

Music and Radio Dealers
Exhibit at Auto Show

VINCENNES, INp., March 4.—Talking machine
and radio dcalers co-operated with automobile
dealers in the anuual auto show which was held
here recently in the Coliseum. The side tiers
of the auditorium sere given over to the
presentation of the latest models of radio sets
and talking machines, with the exhibits of the
Vincennes Phonograph Co., Schneider Music
Store and the Fry Music Store attracting con-
siderable attention.
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delivers pure direct current from
your light socket

Majestic
Standard-~-B
Capacity, nine 201-A

tubes or equivalent. 45 .
milliamperes at 135 volts.

$26.50

West of Rocky Mts., $29.00
Raytheon Tube $6.00 extra

r

MAJESTIC Super-B

Capacity one to twelve tubes,
including the use of power tubes.

45 mils. at 150 329.00

volts [ ] [ ] [ ] L ] [ ] 9
(As Illustrated)
West of Rocky Mts. $31.50
Raytheon Tube $6.00 extra

Majestic Master-B

Positive control of all out-
put voltage taps. For sets
having high current draw
or heavy biasing batteries.
60 mils. at 150 volts.

$31.50

West of Rocky Mts. $34.00
Raytheon Tube $6.00 extra

5 Points of Superiority

1 Better Reception

No hum. Superior to any source

of power.

2 Economy

Low first cost.

form of “B” Power.
fraction of a cent per hour.

5 Flexibility

Cheapest and best

available.

Costs only a

3 Dependability

Maximum, unvarying power always

4 Durability

No acid or liquids.
Tube; no filament to burn out.

Uses Raytheon

Voltage can be accurately adjusted to meet vary-
ing conditions in every city—and on any set.

Give your customers a demonstration on THEIR sets

It will sell more units

GRISBY - GRUNOW - HINDS - CO.

4558 ARMITAGE AVE.

CHICAGO, ILL.
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A—utomatic Ortilophonic Talking Machine
Introduced to Trade by the Victor Co.

New Instrument Plays Twelve Records Automatically, Eliminating Necessity of the Individual
Changing Each Record—Electrically Operated—Has Other Distinctive Features

With demonstrations before dealers, jobbers
and small groups of music lovers in various
cities, the Victor Talking- Machine Co. has
launched its latest development, the Automatic
Orthophonic Victrola. This extraordinary in-
strument, which is expected to have a far-reach-
ing effect upon the industry, changes records
automatically and plays twelve records in suc-

Automatic Orthophonic Victrola, Open
cession without attention from the operator

after the mechanism has been started. The
automatic instrument was developed in the Viec-
tor laboratories, after experiments extending
over a period of five years.

The Automatic Orthophonic Victrola, as the
new instrument is designated, performs an in-
tricate operation in a surprisingly simple man-
ner. Twelve of the familiar type of disc records
are placed on the magazine spindle, which runs
through the center hole of the records. When
in playing position, the magazine of records is
suspended at an angle of about sixty degrees

above and to the left of the turntable of the

mstrument. The electric motor which drives
the mechanism is started by pushing a starting
lever at the side of the turntable. This sets
the turntable in motion. A slight pressure on
the starter button throws the record-changing
mechanism into gear. A record lift-ring, or
mechanical “hand,” which when idle rests
around the edge of the turntable, comes up to
the magazine and takes off the first record.
This “hand” then returns to the turntable with
the record, the tone arm swings into playing
position, the needle descends to the surface of
the record, and the music starts.

When the first record has been played to
completion the needle slides into a continuous
eccentric record groove. This eccentric groove
imparts a slight oscillating motion to the tone
arm, which motion again brings the record-
changing mechanism into operation. The needle
1s lifted from the surface of the record, the
tone arm 1moves far enough to the right to clear
the record and turntable, and the mechanical
“hand” again gets busy. This “hand,” or lift-
ring, tilts the completed record off the turntable
into a velvet-lined receiving drawer, and con-
tinues np to the magazine to take off the second
record. Returning to the turntable, it deposits
the record, the tone arm returns to p]aying po-
sition, and the process is repeated until the mag-
azine is empty. Thirty seconds is the time
required for the instrument to change records.

When the last record has been played to com-
pletion the motor is shut off automatically.
This is accomplished by means of a switch
trip-lever on the side of the record lift-ring.
The trip-lever is held away from the switch as
long as there is a record on the ring, but drops
down to engage the switch lever when the ring
returns to the disc after tilting the last record
into the receiving drawer.

The starting button serves a dual purpose

(Continued on page 118)

Federal Radio Commission Appointed —
Immediate Action to “Clear the Air”

Meeting Planned in Washington Is First Step to Eliminate Chaos in Broadcasting—Interest of
Public in Enjoyment of Radio Programs to Be Protected—Entire Industry to Benefit

WasHINGTON, D. C., March 7—The new Federal
Radio Commission was completed on March 5,
when President Coolidge made recess appoint-
ments of Orestes H. Caldwell, of New York,
and Henry A. Bellows, of Minnesota, two of
the five nominees who were not confirmed by
the Senate. The other commissioners are:
Rear-Admiral W. H. G. Bullard, Media, Pa,,
chairman; Judge Eugene O. Sykes, Jackson,
Mich., and John F. Dillon of San Francisco.
Following conferences on plans of procedure
Secretary Hoover announced that he has in-
vited the Radio Commission to meet in Wash-
ington this week.

Secretary Hoover also issued an order to-day
announcing that the Radio Division of the De-
partment of Commerce has been established as
a scparate unit directly under the Secretary of
Commerce, with W. D. Terrell in charge.

“The whole subcurrent of the fight over radio
legislation during the last two years,” said
Secretary Hoover, “has been to prevent the
radio listeners being dominated by politics or
any other selfish interest in control of broad-

casting.
“T am confident that this comunisston will
act at once in the interest of the listeners

energetically to clear up the chaos of liowls
which arise through interferences of stations
and is the result of the long delay in securing
this legislation. As the decisions of who shall
usc wave lengths must be based on public in-

terest I have no fear that those many radio
stations which have developed high skill and
service to their listeners will be fully protected.”

One of the first jobs of the Federal Radio
Commission will be “to clear the conflicts out
of the ether” and eliminate interference, Orestes
H. Caldwell, of New York, remarked, when
told of his recess appointment.

“Everybody knows there is great interference
and confusion,” he said. “The problem is to
secure good reception with the least disturbance
of existing broadcasting industries. Every
fellow is entitled to a square deal.

“One of the first steps in this direction will
be the organization of an engineering staff to
study the situation and determine what is neces-
sary.”

Latest figures show that there were approxi-
mately 700 stations in operation now, 165 were
under construction and plans had been reported
for 328 more. Since the old radio law was held
ineffective last july, 206 new stations had been
built, fifty had changed location, 170 had
changed power, 106 had changed wave length
and seventy-two were preparing to increase
their power.

The task of “clearing the conflicts out of
the ether” would include planning the work
of these stations so that the interference re-
sulting from two or more broadcasting stations
sending on wave lengths close to each other
would be eliminated.

H. Donaldson Leopold Vice-
President of Ad. Agency
Well-known Executive of the Talking Machine

Trade Assumed New Duties With Dearborn
Advertising Agency on ‘March 1

H. Donaldson Leopold, advertising and sales
promotion manager of the Carryola Co. of
America, Milwaukee, Wis.,, manufacturer of
Carryola portable phonographs, is now vice-
president of the Dearborn Advertising Agency,
624 South Michigan Boulevard, Chicago. Mr.
Leopold assumed his new duties on March first
and his merchandising and publicity experience
of recent years well qualifies him to give ex-
ceptional service to the clientele of this agency.

Mr. Leopold has been directly connected with
the music industry for seven years, starting in
1920 as territorial representative for the Victor

H. Donaldson Leopold
Talking Machine Co. He joined the Brunswick-
Balke-Collender Co. in 1922 as New York City
salesman, later being appointed assistant East-

ern sales manager. His excellent work in this
post bronght him recognition from the Bruns-
wick executive office in Chicago, which he
joined a few years ago in its dealer service
department, managing this department for a
year. He was later appointed manager of the
sales promotion department, which he created,
resigning from the Brunswick organization to
join the Carryola Co. of America. Mr. Leopold
numbers among his close friends talking ma-
chine dealers, jobbers and manufacturing ex-
ecutives throughout the country and he is
bringing to his new work the hearty good
wishes of the industry.

Capacity of United
No. 6 Motor Increased

Cmicaco, ILr., March 7—Frank F. Paul, gen-
eral sales manager of the United Air Cleaner
Co., of this city, manufacturer of United Phono-
graph motors, announced this week that the
company had made arrangements to increase
the capacity of its popular No. 6 motor to five
ten-inch records. This increase in capacity
takes place immediately.

E. A. Schroder in New Post

Ernest A. Schroder, who has beeu associated
with the phonograph industry for a number of
vears, recently joined the sales staff of the
Audak Co., 565 Fifth avenue, New York City,
as sales representative. Since joining the Audak
organization lhie has confined his interests chiefly
to the presentation of Singlephase and Poly-
phase and Revelation Ultra-phonic reproducers.
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BEETHOVEN

ETWEEN March 20th and 26th of this year the
entire musical world will pay honor to the
great name of Beethoven.

It will be Beethoven W eek—the centennial celebra-
tion.

This Week is directly sponsored by the Columbia
Phonograph Company and marks the appearance of
a special Columbia Centennial Edition of Beethoven
Masterworks.

CENTENNIAL
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BEETHOVEN

Through Columbia’s efforts, Beethoven’s
name will fill the press, pervade the air,
flash upon the screen.

Literature has been prepared, interesting
both to seasoned music lovers and to
those to whom up to now Beethoven
may have been unknown except in
name.

Make this Beethoven Week celebration your week.
Let your customers—all of them—know about it.
Remember, that, just as millions have Shakespeare in
their homes, these same millions will want Beethoven,
if only as a part of their permanent culture and social
equipment.

This immense amount of free advertis-
ing is for you. It can do everything but
play Columbia Beethoven Records for
your customers. You alone can do that.
You can. Will you?

IN EVERY WAY YOU CAN!
ADVERTISE! DISPLAY! DEMONSTRATE! SELL!

COLUMBIA PHONOGRAPH COMPANY, 1819 Broadway, New York City

MARCH 20-
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Sponsored by ,
Columbia Phono graph
ComP any

__J —
%e Sonatas

Ser No.

54. Sonata quasiunafantasia
(Moonlight Sonata), Op. 27, No.2, for
Pianoforte; in Four Parts; Sonata
Pathetique, for Pianoforte, Op. 13:
int Four Parts i SREE L e 8 $6.00

Beethoven Week
March 20-26

uy g
The S_z/mpéonies

Set No.

57. Symphony No. 1, in C Major,
Op. 21; in Eighc Parcs...........86.00
45. Symphosay No.2,inD, Op. 36;
in EighcPares............... $6.00

L

46. Symphony No. 3 (Eroica) in E
Flat, Op. s5; in Fourteen Parts.$10.50

53. Sonata in A (Kreutzer Sonata)
Op.47.for Violin and P1ano, in Ten Parcs
$7 50

SFESRMERICANS pay cribute to
‘ Beechoven thisweek, commem-
b/ $) orating the hundredth anni-

versary of the world's greatesc composer.

The Columbia Centennial Edition of
the Masterworks of Beethoven (elec-
trical recordings, complete, without
abridgement other than conventional
repeats) is presented by the Columbia
Phonograph Company asan appropriate
permanent tribute to the master. Here
1n this immutable treasury will every
music-lover find the symphonies, the
quartets, and the sonatas in the special
Centennial albums.

The message of Beethoven's music
will be delivered in behalf of Beethoven

47. Symphony No. 4,in B Flat, Op.
60, mTen Parts.......... .. .§7.50

48. Symphony No. 5, in C Minor,
Op. 67; in Eight Parts...........$6.00

in F Minor, for Pianoforte, Op. 57, in
Six Parts..... .$4.50

Conductors
and Soloists

Felix Weingariner
Willem Mengelberg
Sir Henry J. Wood
Sir Thomas Beecham
Sir Hamilton Harty
Sir George Henschel
Ignaz Friedman
W. H. Squire
Albert Sammons

65. Sohata Appassionata,
T

61. Symphony No. 6 (Pastoral) in
F, Op. 68; in Ten Parcs. . $7.50
63. Symphoni;No. 7,in A Major,
Op. 92, in Ten Parts............87.50
64. Symphony No. 8,in F,Op. 93;
10| S/ PS4 e e $4.50
| 39, Symphony No.9 (Choral)
in D Minor, Op. 125; in Sixceen Parts
(Previously Issued) .. .. ..$12.00

|
Cj/'ze CﬁaméerWusic

Set No. Week by Walter Damrosch, assisted by Lener String Quartet
G66. Quartet in G Major, . the Musical Art Quartet, and vocalists, William Murdoct.
Op &) Ha 125k SRR EEEE 450 who are broadcasting the Beethoven

59. Quartet in C Minor,
Op. 18, No. 4; in Six Parts.. . ... $4.50

60. Quartet in B Flat,

Hour on Saturday, March 19, and Sat-
urday, March 26, over the following

Centennial

.sz' terature

Op. 15 Mo 6: in Six bass $4.50 STations: WEAF, WEEI, WJAR, WTAG,
4: Q. e Fl.\I' o WGRe WL, WREs WESHE WERSEWTANG 1. Centennial E by Danicl
. uartet in ajor, . L . entennia ssay Y anic
Op. 59, No. 1; in Ten Pl"f,S- veno.$7.50 AL G N S O A e Gregory Mason.
50. Quartet in E Minor, A YoMV 3D, M 2. Religious Aspects of Beetho-
| Op. 53, No. x; in Fighe Parcs.. S6.00 Full details of this program will be s o
I 51. Quartet in C Major, S Ox) the radio pagc.. 3. Civic Tribute to Beethoven.
Op. 59. No. 3; in Eight Parts....§6.00 ThC Masterworks series of thc Co- 4. Booklet on Life and Works ot
61 SRS IE R lumbia Phonograph Gompany, includ- Beethoven.
Op. g5, in Six Parcs......... $4.50 ﬁng the Beethoven Centennial Edition, 5. Special Supplement of Colum-
55. Quartet in F Major, contains 6o albums of the greatest bia Beethoven Centennial
Op. 135, in Six Parts...........$4.50 works of the greatest composers from Masterworks issues.

Bach to Strauss. Write for the Centennial Literature,

52. Trio in B Flat, Op. 97, for
Violin, 'Cello & P1ano;in Ten Parts$;.50

described above, free on request.
' COLUMBIA PHONOGRAPH COMPANY

l 1819 Broadway, New York City I

A RECORD LIBRARY OF THE WORLD'S GREAT MUSIC

& Columbia

NEW PROCESS RECORDS
-

1

pes—

[

\' S
VO 4 T

&)

‘qQ
<)
A 2
A
g%

Viva-tonal Recording - The Records without Scratch
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F. A. D. Andrea Sees_No
Springtime Radio Slump

Statement Based on Analysis of Country-wide
Sales—Fada January Sales Exceeded in Vol-
ume Those for Six Months of 1926

Discussing the business outlook for 1927,
Frank A. D. Andrea, president of F. A. D.
Andrea, Inc., stated that the indications are
clear that there will be no early Springtime
slump so far as the sale of adwvanced types of
radio apparatus is concerned. This statement is
based on a current analysis of country-wide
sales, which for January exceeded in volume the
Iada sales for the first six months in 1926. Feb-
ruary sales are paralleling sales for the first half
of January, according to Mr. Andrea, with in-
dications that March 1 will show a volume of
business this year equal to that done up to Sep-
tember 1, 1926, from January first of that year.

Pointing out that there is an exceedingly ac-
tive market, the Andrea statement places the

Llame for any possible territorial slump on the
shoulders of individual wholesalers or dealers,
attributable 1 a large measure to “failure to
take advantage of the natural conditions that
exist.” Study of special local conditions and
analyzing of reasons are urged in those sections
where sales are not on a par with the country-
wide situation. Continued activity, aggressive
solicitation and advertising will get the business,
m the opinion of Mr. Andrea.

Hazeltine Corp. Elects

At the annual meeting of the Hazeltine Corp,,
owners of neutrodyne patents and trade-marks,
the following officers and directors weré elected
for the year 1927. R. T. Pierson, president;
Edgar Rickard, vice-president; Paul Armitage,
secretary, and Jack Binns, treasurer. The direc-
tors include the following: Paul Armitage, 1. M.
Day, L. A. Hazeltine, Fred Hellman, W L.
Honnold, Thomas H. Leggett, R. E. McConnell,
Harvey S. Mudd, R. T. Pierson, Edgar Rick-
ard and W. H. Taylor, Tr.

New Model Orthophonic
Victrola Placed on Market

Latest Product of Victor Co. Designed to Con-
form in Size With Needs of Apartment House
Dwellers Where Space is Limited

The Victor Talking Machine Co. has placed
on the market a new model Orthophonic Vic-
trola, the 4-40, designed to conform with the
requirements of the modern home or apartment
for a cabinet of limited size and convenient
form. The new model is smaller than the popu-
lar Credenza model, being 3734 inches high,
37 inches wide and 20 inches deep. It is
equipped with the non-set eccentric groove
brake which stops the record automatically with
pre-setting. It is available in its usual form
with a spring motor that runs ten minutes with-
out rewinding and also with the induction disc
electric motor for use with alternating cur-
rent, and also with the Universal electric motor
for use with alternating or direct current.

A sturdy
packing
case made

from light

tough
Plywood

Jiftycased in jig time!

Jiffycasing furniture is the easiest, quickest ship-
ping room job ever invented.

Pads and wrappings are not necessary.
man with a hammer and screw driver can snap
out more work than a corporal’s guard operating
via the padding, wrapping, crating route.

Not only does the Jiffycase cut packing time

Jiffycase

THE SPEEDY SAFE ECONOMICAL PACK FOR FURNITURE, PHONOGRAPHS AND RADIO CABINETS

One good

and lkewise packing costs to the bone—it pro-
vides a supremely safe container which carries
your furniture to its destination in perfect condi-
tion at the lowest possible freight charge.

Dealers like this protective shipping case for it
relieves them of refinishing troubles aud gives
them a knock-down box which can be used again.
Investigate the Jiffycase now.
will be promptly supplied on request.

Complete details
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A Business Opportunity
for Victor Dealers

A HUNDRED years have passed over Beethoven's grave. Yet his great spirit lives
today in matchless musical achievements that bear the stamp of immortality. In
this centennial year and month, music-lovers everywhere will turn to his works
in fitting tribute to his genius. And for those works, they will naturally turn to you.

You and we have a great duty to perform in the observance of the Beethoven
Centennial  Ours 1s represented in the magnificent recording of the Beethoven
Fifth Symphony—his most famous, popular and characteristic work —specially
done for this occasion. Yours consists in making this noble work—the very essence
of the character of a world-figure—available to his countless admirers, and known
to thousands more who will love and want it once they hear it. That you can
profit greatly in this work is certainly no bar to your undertaking it with all energy.

Of no less importance than the .Fifth Symphony are the following Beethoven

works:
The Kreutzer Sonata—four (4) 12-inch  Two Quartets—No. 16 in F Major,
Red Seal Records. No. 2 in G, each of which in-
The Symphony No. 3— (Eroica) six cludes four (4) 1o-inch Red Seal
(6) 12-inch records. Records.

An explanatory folder, memorial edition, is supplied with each set of records.

Take your part in observing the Beethoven Centennial. Order these records now.
Demonstrate them—completely, frequently, persistently. A free souvenir booklet,
supplied by your wholesaler, will help. Put in a Beethoven window. Offer demon-
strations before clubs, schools, church and social gatherings.

Identify yourself with the Beethoven Centennial in @ Victor way. Your customers
expect it of you—and the rewards are in proportion to your effort.

“HIS MASTER'S VOICE”
REGUS PAT OFF,

CAMDEN, NEW JERSEY, U. §S. A
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Familiarity

By S. 1. Marks

It was not so long ago that dealers and others
were overwhelmed with calls for service only
to find that approximately 90 per cent of the
calls applied to tube and battery replacements.
One might say that this should have been prof-
itable business for the dealer due to the sale
of accessories. But when we consider that
every case demanded the dispatching of a serv-
ice man who might consume an hour or two for
cach call, the apparent profit disappeared. On
the other hand, the radio set owner soon dis-
covered that he was paying good money not
alone for the accessories replaced but also for
the time of the man hooking them up. The
next time he needed batteries or tubes he
bought them himself and made his own replace-
ment, thus saving himself and the dealer need-
less expense.

Public More Familiar With Radio

Public familiarity with radio has been pos-
sibly the greatest factor toward improvement in
service conditions. We say this advisedly, for
our work covers principally the radio sets that
have been in use for some time, whereas im-
provement in construction is more or less too
recent for an experience table. Public reaction
to a new development has always been more
active than manufacturing improvements. A
very good sample of this is seen in connection
with automobiles. We all can recall the time
when it was necessary to spend several days
learning to drive a car. To-day a car is sold
with instruction in driving confined to a trip
around the block just once, and in many cases
not even to that extent.

Simplified Operation Reduces Service

Simplifying operation on new sets has been
a very helpful factor in reducing service calls,
for it has aided the dealer in giving his customer
more explicit advice on operation than has here-
tofore been possible. The lack of absorption of
radio problems by the dealer has been one of
the principal thorns in his own road. The ma-
jor portion of his sales, in such cases, has been
overselling due to lack of knowledge on opera-
tion. The comparatively complicated schemes
of operation have been too confusing to the

With Radio

Reduces Calls for Service

decaler in his limited sphere of sales effort to
permit of concentrated study on set manipula-
tion and possibilities. With the advent of single-
control sets and standardization, even the dealer
learns quickly the few twists required to cor-
rectly operate a radio set, and the imparting of
this knowledge to his customer does not take
any appreciable length of time to conclude his
sale. \With the customer properly and quickly
instructed in the use of the radio set, many
service calls have been eliminated which former-
Iy were occasioned by ignorance.
Quality a Factor in Service

The elimination of wildcat manufacturers of
radio sets has also been a material factor in re-
ducing service work. For sets these days are
made from substantial material capable of hold-
ing up indefinitely under normal usage, the
inanufacturers of to-day realize that their stabil-
ity depends in a large measure upon the product
of their factories, and hence refrain from in-
stalling any material, no matter how cheap, that
is likely to fall back upon them. On the other
hand, the so-called wildcat concern was only in-
terested in the disposal of its product for the
then current season, reaping the profit and dis-
appearing.

With the public’s and dealer’s buying confined
to few makes familiarity with operation and
weaknesses are soon absorbed and at the slight-
est sign of trouble the remedy applied and
often anticipated. The owner from discussions

* with other owners of similar makes soon learns

to maintain his set without the necessity of
calling in a service man for help. Many an
owner to-day is doing the work formerly left to
the dealer or service man.
Overselling Talk Dangerous

Overselling talk by dealers’ salesmen has
heretofore worked more havoc in radio than
possibly any one factor on the merchandising
end. The buyer is more correctly informed on
the limitations of the various suggested types
of radio sets than at any previous thime since
radio became an industry. No longer does the
buyer learn that he can pick up Honolulu the
first night and every night thereafter. He ex-

FULL LINE of HARDWARE

For Radios and Phonographs

87 WALKER STREET .

H. A. GUDEN CO., Inc.

NEW YORK, N. Y. j

pects now to take potluck with atmospheric
conditions and the various whatnots that disturb
his distance dream. In the big cities the dis-
tance programs no longer hold the main attrac-
tion. Il.ocal concerts and programs are becom-
ing sufficiently attractive to maintain interest to
the exclusion of distance.
Standardization of Models

Standardization of models and increased dis-
tribution have been very helpful in reducing
service work for dealers and others. The owner
has had greater opportunity to learn in lay ex-
pressions what causes his set to operate and
prevents it from operating, thus educating him-
self on its proper care and attention.

With the marketing of new devices there will
always be additional service until familiarity re-
duces the calls. Socket power accessories are
recent examples. Especially is this true of ac-
cessories requiring the addition of distilled
water. The dealer might place greater emphasis
on minor details for the benefit of owners, es-
pecially those details actually requiring effort by
owners. This will help materially in reducing
his service costs.

School for Radio Service Men

A remaining problem in radio is that of serv-
ice men. \With but few concerns capable of
maintaining such men over a twelve-month
period, the types available in season do not re-
flect a creditable showing. It is only natural
to expect this deficiency in any industry wherein
employment can be expected for but three or
four months of the year, and men left to shift
to other industries during the remaining eight
months. It is believed that the best answer to
the service man problem is the organization of
# scliool from which men are selected for per-
manent connections. Such men should be
bonded. We have found it more economical to
employ men at fifty dollars per week than the
types available at twenty-five to thirty dollars
per week. The qualifications of the proper type
of men include the following:

Technical knowledge of at least six different

makes

Pleasing appearance and personality

Sales ability

High school education

Tact

Service men have it within their power to in-
sure or break a sale. In these days of instal-
ment sales a service man's qualifications are
serious factors in the profit and loss statement.

It may be of interest to manufacturers to
learn, from our experience on strictly service
work, that sets of current manufacturers coun-
structed two and three vears ago are still giv-
ing excellent service to their owners, but that
sets of home construction are developing the
troubles anticipated for them which eventually
result in the factory product remaining the only
type in the home.

Factors That Cut Service Cost

Improvement in construction

I’ublic familiarity with radio

Simplicity of operation

Reduction in, and eclimination of, indiscrimi-

uate manufacturers

Dealer and public buying confined to limited

number of makes

LElimination of overselling talk by dealers

Standardization of models

Increased distribution

Orthophonic on “Leviathan”

An Auditorium model Orthophonic Victrola
was recently iustalled on the S. S “"leviathan”
while it was being reconditioned at a Boston,
Mass., drydock.
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The Layerbilt patented
construction revealed.
Each layer is an elec-
trical cell, making au-
fomatic contact willk
its neighbors, and fill-
ing all available space
inside the batlery
case.

Evercady Layerbilt

“B"” Battery No. 486,

the Heavy-Duty bat-

tery that should be

specified for all loud-

spcaker sels. Price
$5.00.

DIFFERENT !

This, the most economical “B” battery to
use, 1s the most satistactory to sell

OUT of the murk of contrasting
claims in radio one thing stands
clear: The Eveready Layerbilt “B”
Battery No. 486 is, without doubt,
the most economical of “B” batter-
1es. It is, therefore, beyond all ques-
tion, the preferred battery for deal-
ers who are creating and holding
theii trade by selling satisfactory
merchandise only. There is a de-

cided swing of public demand to

the Heavy-Duty size “B” battery,
and that swing is going to be more
and more pronounced as people
learn that only from Heavy-Duty
Layerbilts can they secure real econ-
omy on loud-speaker sets. In the

Eveready Layerbilt you have the
longest-lasting of all Heavy-Duty
batteries. It costs the consumer 25
cents more, but the increase in ser-
vice 1s much greater than the slight
addition to the price.

Eveready Layerbilt’s surprising
performance is due to its construc-
tion. It is built in layers of flat
current-producing elements, which
make connection with each other
automatically, and fill all available
space inside the battery case. Layer-
building packs more active material
in a given area and makes those ma-
terials produce more electricity.

Radio users will get maximum

satisfaction from their loud-speaker
sets, maximum ‘“B” battery ccon-
omy, and you will build your repu-
tation to greater heights, if you sell
this, the greatest dry cell “B” battery
ever built.  Order the Eveready
Layerbilt from your jobber.

NATIONAL CARBON CO., Inc.

New York

Atlanta Chicago
Unit of Union Carbide and Carbon Corporation

San Francisco

Kansas City

~ wear-New York

Tuesday night is Eveready Hour Night—9 P. M,
Eastern Standard Time.

KsD-S!. Louis
wre-il"ashington
woy—-Schencctady
wHas—Lowisvillc
wsB—Atlanta
wsyz-—-Nashville
wae-Memghis

wsAr=-Cincinnati
wraMm-Cleveland
wwJ—Detroit
woN-Chicago
woc=Daven port

Minneapolis
“’°°°{ St. Paul

wJArR-Providence
WEEI-Boston
wrac—1Voreester
wrI-Philadelphia
wer—-Buflalo
wcaE—Pittsburgh
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country of the world.
the ULTRA

(Phonic) from far

An advertisement
oft Japan

of

‘*If a man build a mouse trap better than
any other, the world will make a beaten

path to his door.”’—Emerson

the AUDAK COM

Makers of Acoustical and Electrical
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Dominance

The
Polyphase

ULTRA $12.5°

Just as the Rolls-Royce fills a demand for
the last word in cars among those who
demand and will pay for the finest, so the
Polyphase fills the demand for the last
word in reproducers. The Polyphase is
free from the slightest phonographic trace.
It has no nodes to spill or splash. It is ad-
justable so that its acoustic impedance can
be suited to the phonograph on which it is
used.

g™

8 | r-'
i
"'I

™

The
Singlephase
ULTRA $8.5°

is the famous reproducer which repro-
duces the ringing high notes and the boom-
ing bass, with equal fidelity.

The brilliance of its performance startled
both dealers and public and made it almost
overnight an enormous success. It not
only brings you a worth while profit, but
will greatly increase your record sales
through its fine reproduction.

The
Revelation

ULTRA $5.5°

In response to requests from dealers the
REVELATION ULTRA has been created.

A high type product, at a low price, made
of finest quality materials and in the scien-
tifically studied manner for which Audak
products are known everywhere.

Your jobber will gladly demonstrate its su-
periority.

ULTRA reproducers

PANY, 0 o e e the Tindass
9 New York City ducers are judged

and wvalued

Apparatus for More Than 10 Years
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An Amaging Achievement!

Our new Saxophonic Instruments in combination
with the famous ULTRA (phonic) Reproducer,
made by the Audak Co., are the outstanding develop-
ment 1n recorded entertainment permitting a refine-
ment of sound reproduction possible in no other way.

ULTRA
s
The {?tf)loReproducer The Standard by which all repro-
(pboﬁ‘c ducers are judged and valued!
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MODEL 175 MODEL 200
Consolette Grand The Sonnet-
S HIGH 30'VIDE 2V CEER 43 HIGH 30'WIDE 2I'DEEP
A Phonograph of Artistic Beauty. Jacohean Period with Burl Walnut An Instrument of Distinction, featuring full length amplifying tone
Front and Birdseye Maple Panels with RRose Decorations. chamber with the improved Saxophonic Equipments, makes this the

Phonograph with the Magie Voice,

Model 85

Model 110 A ot  Model 125
34 in. High. 35 in. Wide, 22 1n, Deep T s | el 34 in. High, 35 in. Wide, 22 in. Deep

AR TR R RRC R RN TR RS SRR SR SRR SRR RO RARTASCETTRRN A YR sTnszeTATsascrsysana st

Write at once for Our Booklet and Special Discount and
Act Quickly. Be first to offer these new instruments to
the trade who are ready to receive them.

PLAYER-TONE TALKING MACHINE CO.

Office and Sales Rooms: 632 Grant St., Pittsburgh, Pa.
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VAL PHONIC

l | | Val Phonic is
used on the old

records, or the new
electric recordings,
it performs in a
most pleasing
manner. [t is built
for continuous use
in the customet’s
hands and will
result in increased
record sales.

A sample will
convince you,

ARl rAR
0 - 2
b i 73 0 MARKET STREF_T
PHILADELPHIA, US.A.
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300 Radio Set Sales in Two Months Out
of 400 Prospects Is Record of G-R Store

Recommendations From Satisfied Customers, Names Turned in by Salesmen for Other Lines
and Prospects Dissatisfied With “Gyp” Stores Are Sources of Establishment’s Prospects

Out of four hundred bona-fide prospects en- -

tering the G-R Radio Store, Kansas City, Mo, in
two months, three hundred radio sets were sold
without the employment of a single outside
salesman, according to George W. Ryan, store
manager, who outlines his sales methods in the
following interesting article appearing in a re-
cent issue of the Retail Ledger:

“Out of 400 bona-fide prospects entering our
1adio store at Fourth and McGee streets, in
two months, 300 radio sets were sold during that
time, without the employment of a single out-
side salesman.

“Results may, as a rule, be more easily tab-
vlated than analyzed, and, of course, there are
various things which have entered into our suc-
cess in selling such a large percentage of pros-
pects. I firmly believe that one prospect, prop-
erly connected up with and handled methodi-
cally, is worth a half dozen of those who go
window-shopping, or radio shopping, from one
store to another, without any real intention of
purchasing a set. To connect up with the people
who honestly contemplate the purchase of a set
is a knack in itself, and that’s why 400 genuine
prospects were more prolific of results in the
way of actual sales completed than if we had
connected up with five times that number of
average or ‘lukewarm’ prospects.

“No doubt, then, our system of locating with
real, live prospects is one of the main reasons
for our percentage of bull’s-eyes.

Three Ways of Securing Prospects

“We have three distinct ways of connecting
up with prospects, in addition to our general
methods of advertising, window displays and
exhibits of stock in the store.

“The most important of the three are thc
prospects sent to us by persons who already
own our sets—satisfied customers who not only
like the sets they have bought, but are satis-
fied, in addition, with the treatment accorded
them while making the sale and in the matter
of service afterward.

“The livest of all live prospects is the one
who comes to us as a result of the warm recom-
mendation of our merchandise and our store,
personality and service, from some friend who
has been an owner of one of our sets long
enough to try it out thoroughly. These are the
best prospects of all, as well as the most numer-
ous.

“In most cases, of course, this service to us
from owners of our sets is simply the result of
the natural expression of their satisfaction, and,
like all gifts of true friendship, these peoplc
expect no pay for their kind words which re-
‘sult in additional sales for us.

“However, some patrons, at the time they
buy a set, tell us frankly that they might be able
to put over some more sales for us, and when
they wish they may act as agents for us in
their respective neighborhoods. We then pay
them a small commission, which lessens the
price of their own sets.

“But in the average instance, sales made as a
result of prospects sent us by friends who are
already customers cost us nothing in com-
mission.

“The value of satisfied purchasers, as it affects
our business in particular, may be illustrated by
two striking examples, illustrative of others. A
few months ago one of the pressmen working
on the Kansas City Star purchased one of our
sets. He liked it so well that he told his friends
in very emphatic fashion. His word as to the
performance of the set meant more to these fel-
lows than all the high-pressure sales talk im-
aginable, for they knew he had no ax to
grind. He had found a set that suited him and
he was ‘telling the world about it’ As a re-

sult of his -satisfaction we have sold sets to

five other pressmen, who would never have

come to our store but for the original purchascr.
Six Sets to One Family

“Another similar instance, where we have sold
six radio sets in a single family, is an outstand-
ing one in our business, perhaps in Kansas City
retail radio history. The original purchase was
made some months ago, and, since this, sets
have been sold by us to three brothers and sis
ters and two cousins of the first purchaser,
whose satisfaction was the best sort of ‘sales
energy’ for this store. More instances might be
quoted, but these two tell the story plainly.

“Qur next best method of connecting up with
bona-fide prospects is through outside salesmen
whose vocation may be selling almost anything
clse but whose avocation is to sell sets for us,
when people call for them.

"There are many salesmen, working from
house to house, or from office to office, selling
sewing machines, vacuum sweepers, clectric
washing machines, etc., who quite frequently
come into contact with real radio prospects—
people who say, without solicitation, ‘Now, if
yon were selling radio sets, instead of washing
machines, I could talk business with you.’

“Salesmen of this typz work for us, not talk-
ing radio in general, but getting in contact with
those who are thinking strongly enough about
radio to mention it of their own accord.

“We have connected up with several first-class
salesmen in other lines who are glad to take
on our radio as an incidental, or sideline, with
out taking any time or energy away from their
regular work. What they malke selling our sets
is all ‘velvet’ to them, since all they do is to
counect the prospect up with our store and we
complctc the sale.

“Those who bring up the subject of radio of
their own accord are almost as good—and
salable—prospects as those who come to us as a
rcsult of recommendation from their friends.
Thus we secure the services of salesmen of
real ability who are willing to act as our occa-
sional agents, so to speak, and no commission
is paid them except upon actual sales. Naturally,
they do not receive any salary or expense
money.

Bad Advertising Brings Many

“The third class of live prospects come to our
store as a ‘flareback’ from the misleading ad-
vertising of other radio stores—and here is
genuine proof that any sort of misrepresentation
in radio advertising is a bad policy for the store
doing it. But it is an asset to the stores which
refrain from it.

“Here’s how it works out in actual practice:
Perhaps some radio store, anxious to get pros-
pects into the store by any method, good, bad
or indifferent, advertises that a customer may
take a set home by paying $5 down. But fre-
quently there is a ‘joker’ connected with this
offer, and this joker is one which makes many
prospects angry—so, in retaliation, they come
to this store or to some other which has not
attempted to trick them. .

“In making sales, demonstration is a big fac-
tor in completing the deal. Instead of having
just one demonstrating set every set in stock
or one of every type is hooked up for immediate

use. If a man wants to listen to a small set,

that’s the kind we. demonstrate with, and the
same with the largest ones. We are .prepared to
give good, clear demonstrations, although
located downtown, where some radio stores
claim they cannot give a good idea of how a set
will work. We allow two davs’ trial in the home,
sell for one-fourth cash, the balance in four
months, with 6 per cent interest. But we pre-
fer to sell for cash, lience the interest charges.”

Complete List
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The Beethoven Centennial Celebration

ANUFACTURERS of talking machines and records are to

be congratulated upon their prompt appreciation of the op-
portunity afforded by the forthcoming centennial of the death of
Beethoven to interest the general public in the works of this famous
composer, and for that matter in good music in general. Probably
no more outstanding character among the older composers can be
found than Beethoven, whose compositions, even though they may
be ranked among the classics, are, nevertheless, generally familiar
to the musical lavman,

Particular credit is due to the Columbia Phonograph Co. for
sponsoring the preliminary work of the organization of the Bee-
thoven Week Advisory Committee, made up of prominent music
lovers and musicians throughout the country, with George Last-
man, of Rochester, one of the leading figures in American musical
circles, as chairman. Thc company has not let the matter rest with
the presentation of the suggestion for the centennial celebration,
but has sent throughout the country a special staff of men to de-
velop contact with city officials and music lovers in various centers,
and to lay plans for the promotion of local celebrations as a part
of the national movement.

Fortunately for the promised success of the celebration, com-
mercialism has been kept well in the background and, although it
cannot be said that the entirc idea is altruistic in character. at least
the efforts put forth cannot be expccted to bring to the company
any proportionatc direct returns. \With the proper spirit of co-
opcration shown by retailers, howcver, there is aftorded a genuine
opportunity for placing in thousands of homes in the country col-
lections of rccords of good compositions not only by Bcethoven,
but by other composers of like standing. It is in greater apprecia-
tion of music such as that of Beethoven that the talking machine
will find its real future. The foundation of the business in the
past has been good music, and, despite the remarkable developments
that have taken place both in recording and reproducing instru-
ments during the past couple of years. that rule still holds good.

The fact that manufacturers other than the Columbia Co. have

seen fit to participate in this Beethoven celebration through the
medium of their dealers is to be heartily commended, for every
occasion of the sort affords just another opportunity for the legiti-
mate exploitation of good music, particularly as it i1s made available
through the medium of the talking machine and its records.

Effect of Radio Conirol Law on Trade

HE Radio Control Bill is now a law, having received the signa

ture of President Coolidge on February 23, and automatically
becoming effective as of that date with the proviso that sixty days
are to be allowed for the general adjustment of the broadcasting
situation before the more drastic provisions of the act become
operative.

The passage of the bill at this session of Congress is a distinct
tribute to those who labored so faithfully and earnestly to bring
about legislation calculated to check the threatened chaos in the
air and protect the interests of both the public and the radio indus-
try. Chief among these factors were the various radio associations
who were continually in the forefront in the fight to bring about
action by Congress, and these organizations had the support of the
various other trade bodies throughout the country which, individu-
ally and collectively, devoted their efforts to securing relief from a
situation that seriously affected the stability of the entire industry.

Even though the new law may be in the nature of a compro-
mise, it at least gives the Government agencies unquestioned au-
thority to deal with the matter at hand as energetically as require-
ments demand. \With 733 program broadcasting stations operating
within a wave band said by experts to afford proper accommoda-
tions for only eighty-one stations, there is no question of the need
for some adequate and effective control.

One of the important results of the passage of the new law
1s its probable effect upon the public, for there i1s no question but
that many prospective buyers of new receivers and those who might
be inclined to replace old outfits with new ones have been more or
less frightened over the published reports of confusion in the air
and have hesitated to make purchases. Proper control is certain
to change this and again make satisfactory reception possible with
the ordinary receiver and to restore public confidence in the future
of the radio industry.

Phonograph Clubs Increase Interest in Records

MOVEMENT that reflects most emphatically the great in-

terest in phonograph music of the better sort on the part of
music lovers in this country is the recent organization of phono-
graph clubs in various sections of the United States with a
view to bringing together those of similar tastes in the matter of
reproduced harmony. With the organization of a phonograph club
in New York last month there are now in the United States seven
such organizations with the promise that the number will be n-
creased in the very near future. The formation of such clubs serves
to put phonograph music on a serious plane and there is no ques-
tion that through the discussions in these organizations there
1s calculated to come much of practical value to those who have to
do with the selection of numbers for recording and with the actual
recording 1tself.

The phonograph club is in no sense a new venture, for such clubs
were organized in England many years ago and at present there
are 150 such organizations in Great Britain, eight of them being in
London. Discussions by these societies of the relativc merits of
various records, of various means of recording and of matters
phonographic generally, have contributed much to the advancement
of the art in that country. Although the movement on this side of
thc water is still in an embryonic state therc is still a possibility
that, as the number of clubs increascs, they may wield an excellent
influence for more gencral appreciation of recorded music and for
further improvements along that line.

Victor Meetings Emphasize V alue of Contact

O better indication of the fine spirit of co-operation that has
developed between the Victor Talking Machine Co. and its
dealers can be found than in the fact that the president of the Victor
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Co. took occasion to appear before several groups of dealers during
the past month for the purpose of explaining at first-hand some of
the manufacturing problems of the company, the progress that has
been made and plans for the future development of the business.

It is unfortunate that, following talks in Philadelphia, New
York, and one or two other cities, indisposition forced Mr. Shu-
maker to disappoint several gatherings of dealers in the West, but
although in such cases a personal appearance was impossible, there
was no doubt regarding the existence of the proper spirit.

It 1s significant that on the occasion of the Philadelphia meet-
ing, the first of the sertes, a Victor Co. president, for the first time
in the history of the trade, appeared before and talked to a meet-
ing of dealers, a fact which served to emphasize the commendable
desire to develop contact between the dealers and the company’s
executives, The results were even better than anticipated, for the
retailers in the main have been quick to respond to the able and
frank talks of President Shumaker and the other Victor Co. officials.

Radio Show Means an Earlier Radio Season

HE list of exhibitors at the first radio trade show to be held

in Chicago the week of June 13 as published in another sec-
tion of this issue of The World is a concrete indication of the tre-
mendous interest aroused throughout the industry by this impor-
tant step in radio merchandising. It is practically a foregone con-
clusion that the radio trade show will be an outstanding success,
for the manufacturers have already reserved space far beyond the
capacity of the auditorium of the Stevens Hotel, and are working
enthusiastically to emphasize the importance of the show among
jobbers and dealers throughout the country.

The first radio trade show marks a most important step in
ihe history of the radio industry, for not only will it enable jobbers
and dealers to visualize with maximum convenience the products
that will be offered by the manufacturers for the coming season,
but it will serve as a sales stimulant that will undoubtedly carry
over for a period of twelve months. The presentation of radio
products in June will mean the opening of an earlier radio season
with a consequent increase in profits for every factor of the indus-
try and a stabilization of the industry itself that cannot be meas-
ured in dollars and cents.

The Radio Manufacturers Association, which is sponsoring the
first radio trade show and whose annual convention will be held
coincident with it, is deserving of the enthusiastic and whole-
hearted support of jobbers and dealers everywhere in its efforts
to make the trade show of tangible value to the idustry. This
associatton, which comprises in its membership the great majority
of the leading manufacturers of radio products throughout the
country, i1s leaving nothing undone that will serve advantageously
the interests of the radio industry, and the radio trade show in
June gives every indication of being a permanent tribute to the
efforts of this association in behalf of the industry which it is
representing so capably and efficiently.

A number of manufacturers have sensed their error in creat-
ing the impression that radio was a seasonal rather than an all-
year-round entertainment medium and have, by the introduction

of improved radio sets and the encouragement of good Summer

broadcasting, endeavored to re-educate the public to a point where
the business can be spread to a satisfactory extent throughout the
twelve months. These moves are certain to improve the situation,
but a complete solution cannot be arrived at unttl manufacturers m
their advertising and dealers in their contact with prospects talk
radio all the year around and lose the habit of keeping quiet about
it from February or March until August. The remedy lies with
the trade and not with the public. It takes an unusually pros-
perous business to realize enough profits in six months to carry on
satisfactorily through the remaining six months of the year.

The activities of leading trade factors in evening the sales curve
should he instrumental in bringing about a more satisfactory condi-
tion in retailing. The efforts of the manufacturers and associations
must be strongly backed by similar work on the part of individual
dealers to insure the complete realization of profitable year-round
business. The solution of the entire problem is based on continu-
ous and aggressive sales promotion on the part of the entire
industry.

50th Anniversary of Invention of the Phonograph

HI< nation-wide celéebration last month of the eightieth birthday

of Thos. A. Edison, to which the newspapers of the country
devoted columns upon columns of space, might be held to be like-
wise a memorable occasion for the entire phonograph industry, for
this year marked the fiftieth anniversary of the invention of the
phonograph by Mr. Edison, and in a sense the founding of an
industry that has enjoyed a place in the sun for well over a quarter
of a century.

In many lihes of trade a span of fifty years is not at all imn-
pressive, but in the phonograph trade this span encompasses the
entire history of the industry to date, and those who have been
connected with the trade for periods ranging from twenty-five to
thirty years are rightly considered as veterans.

When one stops to consider the place that the phonograph and
the talking machine have won in American home life, of their influ-
ence as educational and music factors—of the millions upon mil-
lions of dollars that have been brought into the pockets of the manu-
facturers, distributors and dealers—and the developments that have
taken place constantly in the industry, there appears to be little
excuse for pessimism as to its future. No industry that has shown
the strength of ours, or has to support it the wide appeal of music,
can stand still—its development, commercially and technically, is
inevitable.

Indication of Slabilization of Radio Induslry
HE 1926 report of the Radio Corp. of America, showing a
very substantial increase in sales over the preceding year, is a
significant indication of the increased stability of the radio industry.
This company, a pioneer in the industry, has through its tremendous
and far-reaching publicity campaigns carried a message to prac-
tically every home in America in behalf of radio and this message
is' not only reflected in the company’s strength and stability, but in
the rapid progress that is being made by one of America’s newest

and most important industries.
I ———

the Octacone Speaker.

periment with any other six speakers.

Pausin Engineering Company
727 Frelinghuysen Ave., Newark, N. J.

DCTEBONE

Here’s one good selling point to remember about
You can knock or drop it,
accidentally or otherwise, on a concrete floor if you
wish, and it still will reproduce just as clearly and
sweetly as it ever did. If you have your doubts as
to the value of this selling feature try the same ex-
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Shightly higher
west of the Rockies

Licensed Under Frank E. Miller,
Patent Numbers 1,190,787, 1,220,669,
1,294,137. Other Patents Pending.
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How to Reduce Cost of Fire Insurance

Many Merchants Are Paying Esxcessive Rates for This Form of
Protection — Authoritative Suggestions on Buying Fire Insurance

‘he analvsis of many retail store owners’
fire insurance policies, including talking machine
dealers, proves that few take advantage of the
many little ways by which they can save money
through rate credits. It is advisable in fire in-
urance policies covering on buildings to have
attached what is called the “Foundation Clause.”
The wording of this clause varies in certain sec-
tions of the country but provides in general that
the cost of excavation, and the cost of founda-
tions below the level of the ground where there
is no basement, or below the level of the lowest
basement floor may be excluded from the cover-
age of the policy and, therefore, excluded in the
2pplication of the coinsurance or reduced rate
contribution clause which is usually attached
to fire insurance contracts.

The purpose of a “foundation clause” is to
eliminate the necessity for a building owner to
pav a fire insurance premium on foundations,
which are set in the ground, also the cost of
the excavation, all of which could not, of course,
be burned. This is stressed because if an ap-
praisal is made of vour building, the cost of the
foundations and excavations will be included
unless vou have them separated and arrange
vour insurance accordingly.

Betterments and Improvements

Do vou know how to handle Betterments and
Improvements® If vou, as a talking machine
dealer, are the occupant of the building which is
owned by another party and you have spent con-
siderable money on improvements yvou naturally
have an insurable interest in those improve-
ments, but vour interest diminishes gradually
until at the end of the term of your lease you
have no further interest, the ownership then
passing entirely into the hands of the building
owner. Therefore, instead of including the
value of improvements and betterments in your
stock and fixtures policy you should make an
arrangement with the owner of the building to
cover the improvements and betterments under
a separate policy issued to yourself and the

By Clarence T. Hubbard

owner as your interests may appear. Then if
those improvements and betterments are dam-
aged or destroyed at a time when your lease is
Just half completed, one-half of the proceeds
Trom the insurance would be yours and the
other half the building owner’s. In this way
the building owner pays for part of the insur-
ance cost in the proportion which the owner's
mnterest in the improvement and betterments
would bear to the amount of insurance.

Oftentimes stock is of such a susceptible na-
ture that the rate on it is much higher than on
the furniture and fixtures. Notwithstanding
many stores insure their stock and their furni-
+ure and fixtures under a blanket policy over
all and at the highest rate of the combination
applving. Ask your agent about this and if
there is a difference in the rates separate the
value of vour stock from the value of your
furniture and fixtures, have a policy issued to
cover for a specific amount on each and you will
secure a lower average rate and consequently a
lower premium on your stock and fixtures in-
surance.

The Blanket Policy

In addition there is another benefit, a blanket
policy covering both stock and fixtures which
requires vou to carry by rule among the com-
panies at least 90 per cent insurance to value,
or else to be a coinsurer for the difference with-
out securing any reduction in the rate for the
90 per cent coinsurance clause. You can, if
vour stock and fixtures are insured separately,
obtain the credit applying for 90 per cent coin-
surance. Oterwise you pay the 80 per cent coin-
surance rate, which is higher than the 90 per
cent coinsurance rate, vet you have 1o carry
90 per cent insurance to value! It is important
to kcep the amount of your insurance equal to
the full value of your property, or at least to
80 or 90 per cent of the value of the property,
depending on the percentage of coinsurance
which is incorporated in your policv. To do
so means to save money through insurance.

T [elevocal Corphn.

FIFTH AVE. ~ ~NEW YORK

Televocal QUALITY TUBES

Dependable and a Technical Triumph

RADIO TUBE that is non-

microphonic — won’t short.
Sold in matched units;
balanced and plainly marked de-
tector, radio frequency or audio
frequency.

DEALERS AND JOBBERS

Ask for particulars on this new and
better radio tube that costs no more.

tested,

The greatest saving in insurance cost can be
cffected through the proper control of fire in-
surance hazards on your premises and on your
neighbor’s premises.

A few recommendations vou can follow out,
without extra cost, and which will enable an
inspector of the Rating Office to view your
premises more favorably can be suggested.

First arrange your stock in an orderly fashion.
Especially in the case of stock in packing cases
or boxes. Such should be arranged in tiers of
an even fashion, and no cases allowed to rest
on the floor. Skids should be placed under
them. Never allow anything to obstruct stair-
ways or doors—above all, do not place any ob-
struction against automatic fire doors. If you
have a basement see that the stairway to it is
clear of everything, that the basement itself is
readily accessible, and that there is no rubbish
allowed to accumulate there. If you have oc-
casion to store empty boxes or crates see that
they are piled up in an orderly fashion. If there
15 a furnace in the basement, provide metal ash
cans for disposal of the ashes. Keep the floor
clean. In general, make vour basement look as
though special pains were taken to keep it in
an orderly fashion.

Then you can co-operate with your business
neighbor in removing some of the fire hazards
mutual to his property and yours, remembering
that his deficiencies can cost you money. For
example, there may be an opening from the
building you occupy to the next building. This
may be closed by an ordinary door. By co-
operating with your next-door business neigh-
bor you perhaps can have an automatic fire door
installed, to reduce your rate, the cost to be
borne equally by vou and him. Then there may
be a “loading” in your rate for not having the
walls of the building parapeted. Co-operation
with the owner of the neighboring building may
result in the wall being brought up to standard
and the consequent reduction in rate to be
enjoved will apply to both of vou.

Consult Rating Authorities

A merchant in the East, for instance, recently
constructed a fireproof building of a very mod-
ern type. The rating authorities were not con-
sulted until after the building was completed,
the insurance already written and an application
made for permanent rates. The fire insurance
on the building mentioned would be expected to
bc low. \When the inspector applied his sched-
ule and in measuring the hazards he arrived at
a rate of $1.00 per $100 insurance for one year!
The merchant was amazed at the high cost of
his fire insurance, as the value was $250,000,
and the premium therefore was $2,500 a yvear.
He soon learned that the reason for the high
charge was not due to the building itself but to
an adjacent exposure of a frame hotel on the
South, and the exposure of a brick garage on
the East. Upon the reconunendation of the rat-
ing authorities an outside sprinkler system was
installcd on the new building as a protection
against both of thcse exposures and when the
property was again rated a rate of 25c. was
made, involving a saving of $1,875 per vear in
thc fire insurance premium.

One thing often overlooked during the excite-
ment of removal is that the fire insurance con-
tract is a personal one, and does not follow the
property. If vou plan to move, ask your agent to
endorse your policy giving yvou the privilege to
remove the property to vour new location and
secure the form of endorsement which grants
coveragc at both the old and new locations
during thc process of removal,
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The JUNIOR CONE is the
Outstanding Speaker for 1927

UTAH RADIO PRODUCTS CO., 1421 S. MICHIGAN AVE.,CHICAGO

87%-In. Senlor Cone $1 6 23.in. Junior Cone $1 O 14-in. Standard $22-50 11.in.Juntor $12-50 37110 x 13%in- Book $19
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The carefully planned acoustical balance of ADD-A-PHONIC rejuvenates the old phono-
this reproducer, designed with a straight line graph; makes a marked improvement in the
frequency, opens a new market for repro- modern machine; and especially benefits the
ducers. portable. '
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Give Your Radios a Square Deal

. ship them in Atlas Piywood Packing Cases. Then you will know
they will reach your customers in top-notch condition.

Leading phonograph manufacturers will gladly tell you how Atlas Cases
have been protecting their beautiful machines in shipment for years.
They believe in giving their phonographs a square deal. That’s why they
adopted rigid, light-weight, handsome Atias Plywood Cases in the first

place.

S|

CARRY THE WEIGHT — SAVE FREIGHT
—V4 ATLAS PLYWOOD CORPORATION )

PARK SQUARE BUILDING, BOSTON, MASS.

New York Office
90 West Broadway

Chicago Office =
649 McCormick Building 729

Unique Program Planned
for Eveready Radio Hour

Flve of the Most Popular Rzd.o Announcers
Will Officiate and Each Wili Prepare a Pro-
gram Unknown to the Others

A unique program has been scheduled for the
Eveready Hour of the National Carbon Co.
mn March 15, broadcast through WEAF and
its network of associate stations.. Five of the

e
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Miss Barbara Maurel

most popular radio announcers in the country
have prepared a miniature program of ten min-
utes each, with himself in any role he may
sclcet and the regular staff of Eveready artists
and musiciaus as entertainers. In the final ten
minutes of the Eveready Hour all five an-
nouncers will combine forces in an impromptu
sketch.

Graham McNamee, Philips Carlin, Norman
Brokenshire, Milton Cross and Niles T. Gran-
lund are the announcers. Each has outlined
the program for his own ten-minute period and
has delivered it in a sealed envelope to the
program directors. None of the announcers
know what the other will do with their ten-
minute periods. Only the program dircctors
know in advance what the entirc hour will bring
forth

larbara Maurel, mezzo-soprano; the Eveready
Revellers, comprising Wilfred Glenn, Franklvn
Haur, T.cwis Jamces and Elliott Shaw, and the

vercady Orchestra will respond to the calls
of the five radio ringmasters.

Irvin S Cobb, famous humorist and author,
was rccently featured in an Eveready Hour

¥

I'he Period Phonograph Co., New York, ha
yeen incorporated at Albany, N. Y. with a
capital stock of $25,000

Splitdorf Jobbers and

Managers in Conference

Walter Rautenstrauch, President of Splitdorf-
Bethlehem Electrical Co., Outlined Effort to
Maintain Quality of Its Products

Distributors and branch managers of the
Splitdori-Bethlchem  Electrical Co. gathered
from all szctions oi this country. and Canada
for the annual conference at Newark, N. J,
recently.

In outlining the company’'s policy for the
vear, Walter Rautenstrauch, who became presi-
dant on January 1, emphasized that quality was
the primary considerat.on of the production
program with respect to all the company’s
products, whielh ineclude magnetos, radio sets
=nd supplics, spark plugs, socket wrenches and
cable. He cited the recent appointment of
I'red 1. Upton as vice-president in charge of en-
vineering and inspection and George Lang as
vice-president m charge of manufacture as fur-
ther evidence of the company’s continuing policy
to produce lines of uniformly high standard in
the automotive, elcetric and radio fields. R.
\V. Porter, general sales manager, presided.

E. H. Kester, Statistician
of A. K. Co., a Benedict

PPHApELPHIA, PA, March 9—E. H. Kester,
statistician of the Atwater Kent Mfg. Co., was
married to-day to Miss E. G. Derbyshire, of
the Germantown section of Philadelphia. The
marriage was performed at St. Stephen’s [
E. Church, in Germantown, after which the
happy couple left for a honevymoon, spent in
the milder climate to be found along the South-
ern Coast. Mr. and Mrs. Kester will be at
home after April 1 at their residence, at Glen-
side, Philadelphia.

Thos. A. Edison on Vacation

Thonas A. Edison, accompanied by Mrs. Edi-
sonn and his son Charles Edison, and Frederick
Ott, member of his staff of experimenters, is
vacationing at lis Florida Estate ncar Fort
Myers. Although Mr. Edison weut South for
i rest he is kept informed by daily bulletins of
the work of cvery department in lhis West
Orange l.aboratory.

Gold Seal Dividend

A special dividend of 15 cents a share lias been
declared by the Board of Dircctors of the Gold
Scal Eleetrical Co., Inc., New York, manufac-
turcr of Gold Seal radio tubes, on thc capital
stock of the corporation, pavable March 14, to
stockholders of rccord on March 4.

Magnavox Co. Tube Line
Will Embody All Types

Line Rounded Out to Cover Complete Range
of Types—Tube Sales Have Shown Remark-
zble Increase—Attractive Dealer Literature

Oaxraxp, CarL., March 4—The Magnavox Co,
manufacturer of the Magnavox line of radio
equipment, recently announced that it has
rounded out a complete range of radio tubes,
embodying all tvpes—detector, amplifier and
rectifier. A twelve-page booklet illustrating
and describing the various types of tubes will
be issued to dealers in the very near future for
distr:bution to their customers. The Magnavox
Co. and its distributors have for some tinie been
urging dealers to place more effort behind the
tube products and the canfpaign is proving most
successful, as is cvidenced by the increased
orders which sare daily pouring in. Magnavox
tubes have a reputation for long life, uniformity
and non-microphonie featurcs. They have the
standard “X” base, which fits both the “X"” and
the Navy tvpe sockets. An important feature
is that no solder is used on the end of the
prongs, so that poor contacts are avoided.
Among the tubes that have led in popularity
are the 201-A type Universal for use in all
sockets; the 171 tvpe power tube for use in the
last audio stage; the 150-D quality detector
tube and the 200-A type super-sensitive detector
tube.

Other consumer literature recently sent deal-
ers included an attractive two-page folder in
colors picturing and describing the Stanford
and Cornell model cone speakers. The sale
of these two model speakers has been maost
gratifving to the officials of the Maenavox Co.,
who also report that Magnavox radio set sales
are very satisfactory.

Harry M. Frost Co., Inc.,
Issues Attractive Booklet

Under the title of *“Who is Frost?” Harry
M. Frost Co., Inc, advertising agent, of Bos-
ton, Mass, lias issued an attractive booklet. The
personnel of the organization is presented
through a number of pages; one page ta each
man, which includes a photograph of the execu-
tive, together with a Dbrief sketch of his past
connections and accomplishnicnts. Among the
cxecutives thus presented are: Fugene B. Fraser,
president; Karl M. Frost, vice-president; Harry
M Frost, treasurer; Harold M. Tavlor, produc-
tion managcer; Joseph D. Sweency, account ex-
ccutive; R A. Maurer, art direetor, and Rax-
mond E. McLaughlin, junior aceount exccutive.
Harry M. Frost Co. is advertising counselor for
a number of well-known houses in the radio
industry, ineluding the Tower Mig. Co., Bou-
dectte Mfg. Co. and Teletone Corp. of Ameriea.



The Talking Machine 1Vorld, New York, March, 1927

A New Creation for ALL Creation!

Faultlessly, noiselessly, uncannily, as though guided by a magical un-
seen hand,—humanlike in its performance,—a dozen records move and
rotate in turn beneath a stylus housed in a cabinet of exquisite beauty
that conceals in its fine proportion an exceptional scientific invention.

One that promises to revolutionize the talking machine business,—one that
opens up a new epoch of greater activity and profit for Victor dealers—
it is the Automatic Orthophonic Victrola.

Without a touch this remarkable instrument operates of itself, produc-
ing a continuous program of the world’s greatest music on Victor records
for one solid hour.

Remember the Automatic Orthophonic Victrola is so unique, so exclusive
in undreamed of advantages, that it awakens new enthusiasms and de-
sires on mere presentation. The old time conventional performance now
gives way to this new creation.

Truly, here, Mr. Victor Dealer, are millions of dollars in new demand cre-
ated for you by this stupendous new invention of the Victor Talking Ma-
chine Co. No other standard make of phonograph in the world possesses
an automatic instrument.<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>