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THE FINEST
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LIPS

Here is the Toman No. 2 Reproducer! The finest
Reproducer—judged by all standards of beauty and
tone quality—the market offers.

(All Toman Products are most favorably priced. Guaranteed
quality inside and out. We invite inquiry from Jobbers and
Dealers. Samples sent promptly upon request)

E. Toman & Company

2621 West 21st Place CHICAGO, ILL. § l
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Scrap Your Smoked Glasses

HE trade outlook is bright; better than it has been

since radio became a factor in retail activities.

Reports from all sections denote a quickening of
interest. Sales of talking machines increase steadily. High
and low-priced models move at a more than satisfactory rate.
Portable phonographs grow in popularity by leaps and
bounds. Dealers are reaping a harvest from the sales of
these instruments.  Record

fundamental principles in retail selling. Theories that look
well on paper will not do the trick. Reduced to a simple
formula, retailing consists of buying right and selling at a
profit. Buying is easy once the right lines are selected.
But select carefully. Handle merchandise with the least
sales resistance. That means standard products made by
reputable manufacturing organizations. Stay away from the

unknown, mnnless the men be-

sales were never better, and
there is no let-up in the demand
in sight. Radio set sales are
bringing substantial profits to
aggressive dealers. Consumer
uncertainty regarding radio has

Every Dealer Should
Read These Articles

hind the product are known for
their integrity and ability and
the line is distinctive enough so
that yon have a fair chance to
fight for business in the face of
the keen competition existing

been largely dissipated. Stabi-
lization in radio is rapidly
becoming a certainty. The
Federal Radio Commission is
functioning efficiently and the
“chaos” in broadcasting is, to
some extent, history. Programs
have never heen better.

The Silver Lining

These are facts and they
have a bearing on the prosperity
of the retail trade: Talking
machines, both large instru-
nients and portables, have been
vastly improved. Methods of
recording have kept pace with
machine development, and re-
productionispractically perfect.

Set Record Sales Quota—By Roy
George. . ....... ... . .. (Page 4)

Record of the Month Club Plan—
By C. H. Mansfield. . ..... iPage 10)

Profit Winning Sales Wrinkles
A Budget of Sales Building
Ideas ..................... (Page 14

Selling Latin-American Field
Successfully—By John Lilien-
thal . .. ... . .. . ... .. 'Page 16)

Making Your Windows Work
Overtime — Practical Window
Display Tips. .. . .. _(Page 22)

Know Your Radio Line to Build
Retail Success—By P. D. Fah-
nestock... ... .. .. .. .. ... (Page 24)

Operation of AC Tubes and Socket
Power in General- By Dr. Al-
fred N. Goldsmith. ... ... (Page 28)

at the present time.
Strip for Action

The time has arrived in
talking machine and radio mer-
chandising when salesmanship
is the dominant factor in retail
success. Order-taking is obso-
lete. Swivel-chair store man-
agement has gone by the boards.
Intelligently directed sales pro-
energetic
sales effort will bring home the
bacon. In a few words: Ad-
vertise, circularize, demonstrate
and sell. Get down to business.
If the customer does not come

motion backed b

to the store. go to the customer.
If you don’t a competitor will.

Radio has made startling strides

Keep your salesmen on their

in the past year. AC sets have

toes. If the business in the

been placed on the market.
simplifying operation and eliminating maintenance worries
on the part of the consumers. This hias reduced service calls
on dealers, which in turn has cut service overhead, making
possible a dealer profit. Battery sets continue in fair de-
mand for the simple reason that there always will be a
market for these products. Dealers have solved many of
the profit-killing problems that were so worrisome in the
past. They have learned by experience. In short, the entire
stage, from manufacturing down to retailing, is set for big
business throughont the present year.

What the retail dealers of the coumtry do with the oppor-
tunity that is theirs depends on the efficiency of their mer-
chandising methods. The time has come to get back to

stove 1s slack send them out to
call on prospects. Another point: Walch overhead. Elim-
inate waste. Get rid of slow-moving stock. It can be done.
Put your salesmen on the job. Assets are just as much tied
up in unmovable stock as they are frozen in slow paying and
uncollectible accounts. Go after delinquents—hard. Make
them pay. Slow-paying accounts are profitless. Get rid of
them. Sell at a profit. Strip your business for some real
action by getting rid of the deadwood. Pay real salaries to
good salesmen. That is good economy. Make the best pos-
sible use of the manufacturers’ sales aids. That also is ecomuo-
my and good sense. Yes, there is ample reason for optimism
—but optimism must be backed by lard, intelligent work
on the part of every factor in this great industry.

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



Set Record Sales Quota

Geo. P. Ripper Assigns Quota of Records to Every Machine Sale
and Finds Plan Keeps Disc Sales Up to 10 Per Cent of Business

the finest exclusive Brunswick shops to be
found in the country, and due to the ex-
ceptional management of Geo. P. Ripper, who
opened the store less than three years ago, an
unprecedented volume of business has rolled up
for a town of 50,000. The entire Salt River
Valley is served here, which is one reason for
the exceptional success enjoyed; a good loca-
tion and live methods account for the rest.
Believes in Exclusive Line
“I was firmly convinced when I came to
Phoenix,” says Mr. Ripper, “that there was a
field for the exclusive line, and every month of
my experience has deepened the conviction that
the greatest mistake of the talking machine
world has been to clutter it up with a lot of
other things.” Mr. Ripper showed his confi-
dence in the exclusive shop by securing a loca-
tion in the very best business section of the
city and then fitting it up for the proper display
of the Brunswick line. Six comfortable demon-
stration rooms with sound-proof partitions af-
ford every facility for the customer’s con-
venience in making his record selections and
comparing the various machines, while an ade-
quate sales force, exceptionally well trained in
the facts behind the business as well as in the
technic of displaying the wares, moves about
the salesroom at the service of the customers.
“I try to give my organization adequate

PHOENIX, Arizona, is the scene of one of

By Roy George

training in the essential facts of such wonders
as Light-ray recording and electrical reproduc-
tion,” says Mr. Ripper, “so that they can an-
swer intelligently such questions as are asked,
or may even briefly introduce a matter of in-
terest when the occasion demands it, but they
are especially trained in deftness in the mechan-
ics of display.

“It is most important that when the record
is placed and the customer is waiting, there
must be no delay, no shifting, no uncertainty
as to what it is nor of the artist’'s name. The
attendant must be ready at the first sign of
impatience or of questioning on the part of the
customer and his wants must be anticipated.
The instrument must be stopped for the pur-
pose, not of making an explanation, but of
getting the customer’s next order. But when
a customer is satisfied to listen the attendant
is trained to efface herself by relaxing and
listening, too. The benefit of this training is
for its effect on the sales people. It keeps them
keyed up.”

Records on Approval

Mr. Ripper is an enthusiastic supporter of
the sale of records on approval. Not only does
he approve and practice the method, but he
has records to show that it has paid, and by
“records” is meant book records. “We require
no particular form of procedure on the part of
the customer,” said Mr. Ripper, “but we do

require the cash for every record taken out
unless the customer is on our credit list, of
course. In that case, we charge him for the
goods in full, and see to it that he understands
this to be the case. We then allow him to re-
turn any part of the purchase, up to two-thirds,
after keeping them out for three days.

“The result is just as you might expect. Two-
thirds of the goods are returned. But it facili-
tates the sale of the one-third that stays out
and stimulates the sale of records by fully 50
per cent. The psychology of selling records
demands that the customer must have a margin
of time and a margin of selection; the margin
of selection can be best given him at the shop,
of course, but the margin of time can be most
economically arranged at his home, where the
attendance of a sales person is not necessary.
My experience has been that the average cus-
tomer can be satisfied with a margin of selec-
tion equal to twice the amount of his purchase;
or, in other words, he can be permanently sat-
isfied with one record in three, and we have
never had a single instance of damage done to
the other two which he returns.”

Setting a Sales Quota

Primarily Mr. Ripper’s organization is con-
cerned with the sale of machines, and he car-
ries as fine a line of Panatropes as there is to
be found in the entire Southwest, yet he makes

(Continued on page 11)

New Baby Outing
$12.00 List

New Line of OUTING Portable Phonographs

Latest Offering by the Makers

of Nyacco Products

New Junior Outing
$15.00 List

Jobbers—Werite for Special Quantity Discount

NEW YORK ALBUM & CARD CO., Inc.

' Established 1907

64-68 Wooster Street, New York

New Senior Outing
$25.00 List
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For the June Bride’s
Wedding Gift

ell the | 50

Brunswick

Panatrope with Radiola

UNE is the month of brides...and of
wedding gifts!

The Brunswick Panatropewith Radiola Model

17-8 is an ideal instrument for the bride. For

every modern home today should have the means of

enjoying both records and radio. Here, at the lowest

price ever put upon such a combination, are the two
instruments in one.

The superb musical quality of the Brunswick
Panatrope with Radiola 17-8, whether playing records
or radio, coupled with its exquisite cabinet, has swept
this instrument into first rank as one of the most
popular combination models. It is a splendid ex-
ample of the truth that, for musical quality plus fine
cabinet work, Brunswick stands without a peer in the
fields of both music and radio.

The big political conventions next month offer
another buying incentive from which the alert dealer
will profit. Model 17-8 is the logical instrument to
push for these occasions also.

Put the Brunswick Panatrope with Radiola Model
17-8 out in your window. Demonstrate it in your
store and in the homes in your community. It ofters
a unique opportunity for summer business.

o = e
Brunswick Panatrope with Radiola Model 17-8

THE BRUNSWICK-BALKE-COLLENDER CO., CHICAGO, NEW YORK BraNcHEs IN ALL Princirar CiTiE
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Albert W. Atkinson
Resigns From Victor

Albert W. Atkinson, dean of the official staff
of the Victor Talking Machine Co., and one of
the small group associated with Eldridge R.
Johnson when the company was formed, re-
cently resigned from the Victor board of direc-
tors. In 1901 when the Victor Co. was incor-
porated Mr. Atkinson was foreman of the ma-
chine shops. His next position was that of
superintendent of the factory, and in 1907 he
was elected to the board of directors and ap-
pointed assistant secretary. In 1914 he was
appointed assistant treasurer but also continued
his jurisdiction over the plant.

In retiring from the Victor directorate, Mr.
Atkinson’s chief desire has been to reduce the
number of active interests, many of them call-
ing for heavy outlays of time and energy,
among which, in late years, a great deal of his
time has been divided.

JL
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John G. Wolfe With
New York Jobber

John G. Wolfe, who has long been active in
the music-radio trade, recently joined the
organization of the North American Radio
Corp, New York City, distributor of Zenith
receivers and Farrand speakers, as credit man-
ager. All matters pertaining to credit on cus-
tomers’ accounts are being handled by Mr.
Wolfe, who, through his long experience in the
trade, is ably fitted to take charge of this work.

Brunswick Dividend

The Board of Directors of the Brunswick Co.
recently authorized a dividend of 75 cents per
share on the outstanding common stock of the
company to stockholders of record at the close
of business on May 5, 1928, and payable to
stockholders on May 15, 1928.

JOUTUTON

T

H. W. Chadwick Is
Fada Representative

Henry W. Chadwick has been appointed sales
representative for Fada Radio in the states of
Towa, Nebraska, Colorado and western Illinois,
according to a recent announcement. Mr. Chad-
wick was formerly manager of the Chicago
sales office of Crosley Radio Corp. and also
held the same position at one time with Garod.
He brings to his new position a wide acquaint-
ance with the music-radio industry.

The Victor Talking Machine Co. released two
special records by Gene Austin the latter part
of last month and both have found wide. favor
with dealers. They are “Ramona” and “Girl of
My Dreams,” originally scheduled for the May
11 list, and “Tomorrow” and “So Tired”
scheduled for the May 18 list. A special
streamer featuring the releases in a most at-
tractive manner was provided dealers

JUONUNORUROTOTTOTOTONOR

The New Improved PEERLESS Portables

Comparison with the machines you are now selling
will reveal their superiority

Due to increased production we are now
able to offer these wonderful machines to

jobbers and other large users at the right

prices. If desired, you can obtain them

under your own name or trade mark.

Peerless Master-Phonic—$25.00 List

Appearance~Quality—~Tone

Covered with genuine DuPont Fabrikoid of
the heaviest quality
Elaborately decorated in multi-color effects

Y 1NVL)S

O/ IA®/ N0/

25

X

Peerless Junior—$15.00 List

PO

For those who desire lightness and compactness— Peerless Vanity
four colors— $12.50 list— dimensions 314 x 12 x 13

Two Sales Winning Styles of Record Albums
Peerless Artkraft Album

Beautiful Gold-embossed Cover—Heavy Brown Kraft Pockets

Peerliess Loose Leaf Album

Removable Pockets for Records

PEERLESS ALBUM CO.

PHIL. RAVIS, President
636-638 BROADWAY, NEW YORK
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No Summer Slump
on Brunswick

Still a Big Seller!

KOTPERN

— Worl -Famous
vy to Y Less
=

: ~~ e /A
RUNSWICK Electrical Rec- ‘

ord sales continue to increase.

February showed a decided

gain over January. March was a big- .
ger month than February. April /o‘r {ﬁelauqﬁ :

promises no let-down.

All over the country Brunswick O/jfour[i{é Hear

dealers are feeling the results of this "

tremendous swing to Brunswick which

[ J [ )
reflects itself in the consistent gains just
mentioned. The public is alive to the
wonderful quality of Brunswick elec-
trical recording as never before. d L
Brunswick sales and advertising poli- m
cies have helped awaken record buyers
to the better music now to be found . Y/
S /4
on Brunswick Records. lﬂ/’/eZ(/ yOI’k
Are you getting your share? Business
is good. There is every reason to be- O.
lieve it is going to continue to be

vood. All it takes is your co-operation
. . . your willingness to work with us.

A Few Outstanding Brunsawick Electrical Records

“Poor Butterfly” ... “Can’t Harold (“Scrappy”) Lam- “Ol’ Man River” (from
Yo’ Heah Me Callin' Caro- bert, Tenor. 3870 “Show Boat”) ... “Back
line?”—popular concert. “My Rainbow” . . . “Co- In Your Own Back Yard”
Red Nichols and His Five quette”—fox trots. Herbert —sung by Al Jolson. 3867
Penes with vocal chorvs  Gordon'y “Hotel Adeplia  “Camt Help? Lovin' Dat
) 3 e ispering Orchestra. 2 Man” (from “Show Boat")

“I Do Not Choose To Run’ ... “Varsity Drag” (from

“Ramona” . .. “I'm Wing- ... “Hey! Hey! Hazel” — “Good News”) —sung by
ing Home (Like a Bird On fox trots, Six Jumping Zelma O’Neal, Comedienne,
the Wing)” — sung by Jacks. 3876 of “Good News.” 3864

THE BRUNSWICK-BALKE-COLLENDER CO. - Chicago - New York - Branches in all Principal Cities



Strock's Price
Plan Wins

USTOMERS

customers without having to stop and

figure up the total costs? Can you
tell customers, offhand, just how much
the set will cost, how much the tubes will
cost, how much the B batteries will cost and
how much everything else connected with the
proposition will cost? Carl G. Strock, of Santa
Ana, Cal, can do all this, and he finds that his
ability to do it is a big asset to him in business.

All Prices Are Listed

Not only has Mr. Strock listed all these prices
for every set he carries in stock, but he goes
a step farther than this—he has the complete
price lists plainly lettered and placed on the
walls of his radio department where every visi-
tor can see the prices for himself.

“In the first place.” says Mr. Strock, “I have
found by experience that with my customers
it makes a rather bad impression when T tell
them that a set is priced at $250, for instance,
and then ask them to buy $70 or more of acces-
sories after they’ve bought the set for the first
price. This sort of thing used to seem to make
customers feel that something was being put
over on them. They seemed to feel that the
price first quoted them was deceptive and that
it wasn't the real price at all.

“This new plan, then, lets the customers see
everything for themselves. They can look at

CAN you quote complete prices to your

the price lists on the walls of my department
and see for themselves just what the total cost
of the set is. And this is tremendously helpful
in creating a feeling of confidence on the part
of thie public for this establishment.
A Time Saver

“In the second place, this proposition is a
great time saver. You know how it is when
people price sets in so many radio stores and
ask what the prices of the sets are complete.
The dealer at once gets out pencil and paper and
does a lot of figuring. Even after jotting down
the various figures he may not be sure he’s right
and may go over them several times. This takes
a lot of time and may scare the customer out.
When the customer sees a lot of figures being
put down and realizes that the figures represent
money that he must spend, he's apt to get
scared and shy away from the proposition. Also
when the dealer or the salesman takes so much
time figuring up the cost on each set it means
that the efficiency of the store or department is
cut down just that much.

Too Much Emphasis on Price

“In the third place, where prices are, secem-
ingly, kept secret and where the dealer or sales-
man has to do a lot of figuring when the cu
tomer asks for a price it is apt to be the case
that too much emphasis will be placed on price.
In other words, a large part of the time devoted

Dulce-C

Radio Talkingw&_

e

Get In On These
RADIO PROFITS

‘ x 7 ITH radio almost universal, it's easy

to include a Dulce-Tone in every
talking machine sale—and you might as well
get that extra profit. Or sell Dulce-Tone to
former talking machine buyers,

Dulce-Tone makes an ideal loud speaker of
any phonograph, and it fits any make and
any radio set. Simply set the talking machine
needle in the Dulce-Tone reed, plug in,
and you have the full volume, the beauti-
1ul clear tone that only Dulce-Tone and a
talking machine can give.

THE GENERAL INDUSTRIES CO.
Dulce-Tone Division

Formerly named
THE GENERAL PHONOGRAPH MFG, CoO.
Elyria, Ohio

L

3

Quoting the Complete
Sales
Resistance of Buyers

of Radio

Price Reduces

Receivers

By Frank H. Williams

to the sale will be spent in discussing price.

“Now I feel that it is rather bad business to
spend too much time talking about the price
of the radio. The more you talk about price
the more the customer is impressed with the
idea that a lot of money is involved in the
proposition. And the more he becomes con-
vinced that he is being asked to spend a lot of
money, the more he is apt to shy away from
making the purchase,

Waiting Customers

“There is another angle to the proposition
that is worth while. Suppose there are several
people in the radio department waiting for
demonstrations or service. Suppose the sales-
man is so busy he must keep some of them
waiting. If this is the case the people who
are waiting will find it interesting and profitable
for them to look at the price placards on the
walls of the departnient and to note what the
costs of the various items are and what the
complete cost is and all that sort of thing.  This
makes it possible for the customers to find the
radio that represents the amount they feel like
payimg. Consequently when the salesman doe:
get to them they are all set, ready to buy, and
it is just that much easier to make sales.”

Three Bremer:Tully
Jobbers Appointed

CHicaco, ILL, May 5—The Bremecr-Tully Mfg.
Co, 520 South Canal street, this city, manufac-
turer of the Counterphase radio receiver, re-
cently announced the appointment of the fol-
lowing distributors of Bremer-Tully products
in their respective territories: Granzow Bros.,
Dayton, O.; Odell Hardware Co., Greensboro,
N. C, and the Richmond Hardware Co., Rich-
mond, Va.

George Soule Joins
Pacent Electric Co.

Appointment of George Soule, well known in
the music-radio industry through New England
and the Middle West, as assistant sales man-
ager of the Pacent Electric Co.,, New York, was
recently announced. Mr. Soule has been en-
gaged for the past six years in the electrical
field in both sales and engineering capacities.

The Mohawk Radio & Electric Store, Syra-
cuse, N. Y, recently filed a petition in bank-
ruptcy with labilities of $12,443 and assets of
$2,187.

|
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re-eminence -
z’n%ne Qua/az[

PPERMOST in the mind of every prospective purchaser

of radio today...is the question of Tone Quality. He wants
assurancc that the receiver under consideration will reproduce
with truc fidelity all the tonal excellence of the original
artist’s voice or playing.

$iueu to lhe

Siromberg-Carlson Sextette
Tuesdayeveningsat8o’clock
ES.T. through the NBC and
Associated Slations: Wiz,
WBZ-WBZA, WJR, WBAL
WHAM, KYW, KWK, WREN,
WTMJ, KDK4A, WCCO, XV0O,
WFAA, KPRC, WOAI, WHAS,
WMC, WSB, WBT, KOA.

Because the Stromberg-Carlson Receiver has demonstrated
quality of tone heyond compare, it lias become the choice of
people with musical diserimination cverywhere.

For this reason the Stromberg-Carlson Dealer points with
pride to the sign announcing him, as an “Authorized Dealer.”
He knows that he can offer a Receiver which by virtue of
its pre-eminence in tone quality, has become the standard
by which all other receivers are judged.

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

Stromberg-Carlso

Makers of woice transmission and woice reception apparatus for more than thirty years.



RECORD of the MONTH

CLUB PLAN

By C. H. Mansfield

Fitzgerald Music Co.

Provisions of the
Record of the Month Plan

ACH month five of the

outstanding musical au-
thorities in our organization
of one hundred people will
hear every Brunswick and
Victor record issued for that
month. They will select the
outstanding record in each
class or type of music. On
the enclosed slip are listed
a few of the various types
of music from which these
outstanding records will be
selected monthly from new
records issued. Three dance
choices will be selected by
the committee each month
and rated 1, 2, 3, in order
of choice. If you want the
most popular dance number
of the month, place the fig-
ure “1” after “Dance Mu-
sic.” If you want the two
or three outstanding dance
numbers, place the figure
“2” or “3” after “Dance
Music.” In other types of
music only one selection will
be chosen each month,

EGARDLESS of type
or class of music, there
will be one outstanding selec-
tion each month, known as
the “Record of the Month.”
So if you want just one
record sent you each month,
and you are not particular as
to the type of music, simply
check “One Record of the
Month” on the card provided
for that purpose.

SYHECK and mail the en-
closed card, and you will
receive your ‘selections by
parcel post in regular order.
They will then be charged
to your account. If they do
not prove satisfactory, you
may return them within
three days, and exchange
them for others. Or you
will receive outright credit.
You are not obligated in any
way to keep the records,

providing returns or ex
changes are made within
three days from receipt.

owtiers of combina-
tions play the phono-
graph side of the in
strumetit, their interest
and enthusiasm in the
phonograph will wane,
and the chief source of
future business will be
eliminated, for we all
know that an enthu-
siastic customer is the
greatest of all business
stimulators.

If the combination
owner does not have a
good selection of
records or new num-
bers, then he is not
very likely to play the
phonograph side of the
combination for friends
who drop in, hence a
very effective means of
advertising for the
retail merchant is com-
pletely lost.

As an example, if the
owner of a large com-
bination is not inter-
ested in the phono-
graph side of his in-
strument he naturally
is not going to enthuse
over it to his friends—
in fact he is apt to be
quite the contrary—he

is more likely to advise

C. H. Mansfield

and that periods as long as six months or a
year had elapsed without the addition of a
single new record to their collection, all be-
cause they imagined that they did not have
time to come in and select new records.

This actual situation exists in an appalling
number of cases with phonograph and combina~
tion owners.

This is indeed anything but a cheering situa-
tion to the phonograph dealer—for while we all
naturally want to do as large a volume as pos-
sible in straight radio, still the wise dealer also
realizes that there is a great volume possible in
phonographs and combinations and a volume
that will yield a large profit. So in searching
around for some scheme to keep up interest in
the phonograph by getting new records into the
hands of our phonograph owners, we organized
the “Record of the Month Club”—patterned
after the now famous “Book of the Month
Club.” We reasoned that if we could get even
only one new record into the hands of our
phonograph owners each month we would be
doing much to stimulate interest in the phono-
graph—for then at least once a month the cus-
tomer would play his phonograph and thus
again be reminded of its potentialities as a dis-
penser of music, and then too, if the owners
have at least one new record each month they
are more apt to play the phonograph for their

records idea must be sold—for since the

ascendency of radio to popularity many
people have ceased to think of the phonograph
and records as a medium of music. Many
people still imagine that records and phono-
graphs are out of date and turn to the radio
for their musical entertainment.

In our own business we have concentrated
upon the selling of the phonograph as a medium
of musical entertainment with the result that we
have developed quite a large amount of phono
graph and combination business in addition to
a very healthy radio volume.

However, after a check-up I have found that
many of the customers who purchased com-
binations have been notably poor record cus-
tomers, which is evidence of the fact that the
phonograph side of the combination is not as
popular apparently as the radio side. After
making a canvass of some 75 or 80 of these
customers in order to learn why they were not
purchasing records, the composite of the an-
swers was about like this: “We don’t have timne
o come down and select new records, and it
is so easy to just turn on the radio that we
never think much about records any more.”

Unquestionably if this is the consensus of
cpinion of the majority of owners of phono-
graphs and combinations, then something must
be done to stimulate and keep alive their in
terest in records or selling phonographs will
become increasingly hard and ultimately the
volume will be affected seriously, for unless the

IN order to seil phonographs, the music from

each,

(Check)
One Record of
the Month m]

Dance Music a
Popular Songs O
Concert Numbers [J
Grand Opera a
Symphonies a

you like.

ord each month

Put check in square after types of music
Put figure in space after square
stating how many records of that type
you would like to receive each month.
If you wish only the one outstanding rec-
regardless of type then
put no figures on lines after squares.

Check Your Musieal Likes Below

For instance, if you Jike vocal and popular songs, put a check after
. In other words, put a check after the type of musid as well as type
of voices or instruments you

like,

(Quantity desired)

Types of Instruments
and Voices

Piano [

Pipe Organ O

String Orchestra {J
Symphony Orchestra [J
Hawaiian Guitars [
Vviolin [0

Female Voices [
Male Voices O

Duets

Quartets [J

Put check in square after
type of singer or instru-
ment you like.

his friends to purchase
only a straight radio—
and such advice from
the owner of a com-
bination to a friend is
indeed very difficult for
a salesman to over-
come. My check-up re-
vealed that many own-
ers of phonographs and
combinations costing
over a thousand dollars
had purchased only a
comparatively small
number of records at
the time the instru-
ment was purchased

friends who drop in,
for they will not feel
that their library of
records is out of date,
as is customary when
there have been no new
records added for sev-
eral months,

The record a month
plan was first broached
to several phonograph
and combination own-
ers and met with such
anenthusiastic re-
sponse that we decided
definitely to put it into
(Continued on page 11)

FITZGERALD MUSIC CO.

{quantity) records each month,
as indicated on other side of this card.

receive thcm.
I do not return within 3 days.

BE SURE AND GIVE

Los Angeles Date.. ... .. e 192.
You may enroll me as a member of the ‘“Record of the Month’ Club
and send me, subject to return in 3 days after receipl......c.eeeeee.s

Your selectlons to be based on my taste

It is understood that this does not obligate me to purchase even onc
record provided I return the records within 3 days from the datc I
I also, however, agree to keep and pay for records which

Sincerely yours,

IMPORTANT
Type Instrument
owned NAME I Raa ey
Date purchased ADDRESS &'l B,
.................... (SHUB 0000000, 4 00000

INFORMATION REQUESTED ON OTHER SIDE

i

TELEPHONE...... .
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A Radiotron
for every purpose

PADIOTRON UX 2014
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AADIOTRON V-9
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RADIOTRON UE-193
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RADIOTRON WO-11
Dann At
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BACIOTRON U-170
Tl I
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RAGIOTRON UX-280
Pewer st
FAGIOTRON URZE
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RADIOTRON UV-178
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RAOIOTRON Uv-32%
e Toi

The siondasd by |
which other sacuum |
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RCA Radiot

CORPORATION
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The lingering vibrations of
the fine-toned "E” string
come to you on the air. Their
exquisite. modulations will
be faithfully reproduced if
the wbes of your receiving
set are RCA Radiotrons.

RCA Radiotront arc developed and perfected in the grear lab-
oratories of RCA, Westinghouse, and General Elecme, where
the leading brosdcasting seations are also designed  In these
laborateries each Radiomon undergocs 41 differenr tests. For
fuller enjoyment of your radio sex equip ir throughour with
RCA Radiortons. Never use new rubes with old oncs that
have been in use 3 year of more. Sce that your set is com-
pleccly equipped with RCA Radiorrons once a year ar lease

R

AMERICA NEW YORK CHICACO
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The new RADIOLA 18—For operation from 110 volt, 60 cycle, A. C. Employs
high-power radiotron rectifier and six alternating current Radiotrons. Mahogany
cabinet, walnut finished. Electrically-lighted tuning dial.
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Most popular of all Radiolas
miproved and be:mliﬁed
—and at a lower price

10LA 18

RCA Radiola
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ANNOUNCES A NEW AND IMPROVED MODEL
?/ I/le niost pa/m[fn' qf all Rﬂ(/lb/{l.f

pu— :‘—-“-*

‘)')‘)H))'))))‘)Sl‘(-(t(‘

tn with e well knows

RCA policy, economies cflected
through quisty produdon and vo-
proved muoy g @echods we
tgun passed 08 0 (he public

A bnes sastrument—ut 1 lowes prce
—tha's the new Radrols 16w »

"

The Lkonory cognecn of ACA, "7

RCA Radiola

oy th ins g

vorn . SAN FAANCISCO




The Talking Machine World, New York, May, 1928




The Tqlking Machine World, New YVork, May, 1928

Naoum Blinder Is
Columbia Artist

Russian Violinist Makes American Debut
During Columbia Co.’s Celebrity Radio
Hour—New York Concert

Naoum Blinder, Russian violin virtuoso,
made his American debut in the Columbia Co.
Celebrity Hour last month. This artist came
to America following a world tour which in-
cluded appearances in Russia, China and Japan,
in which latter country he was heard by Louis
Sterling, chairman of the board of the Colum-
bia Phonograph Co., who engaged him as an
exclusive Columbia artist. Following his radio

i3 _'_-

. Naoum Blinder
debut Mr. Blinder gave a concert at Carnegie
Hall, which was well received by press and

public. His first Columbia recordings, recently
released, include a Bach air and Schubert’s
“Ave Maria.”

G. P. Ripper Sets a
Record Sales Quota

(Continued from page 4)

an especial effort to keep the sale of records
up to the top notch. “It is the only way to
keep the interest of the public up to top notch,”
he says. “The list of new records goes every
month to our customers, and we make every
cffort to induce them to comne in and hear what
their favorites are doing. With the approval
method, it is necessary only to drop in and
make a few selections, take themn home, and at
leisure try them out. We give a great deal
of “front-door” publicity to the old favorites
because thcy draw all classes and serve as a
test of the merits of reproduction of the ma-
chine that is reproducing, but most of our new
records are sold by trial in the homes of our
customers.

“Ten per cent of our business is in records
and the only way we can keep to that figure is
by assigning a quota of records to every ma-
chine we sell, and then keeping up to the quota.
The Bruuswick Co. made one of the wisest
moves of recent years in the entire field, 1 be
lieve, in placing the uniform price of $1 on
records by the very greatest artists under their
control. The tremendous stimulation to rec-
ord sales that came from this move has re-
sulted in the stimulation of machine sales be-
yond all expectations, although it is well known
that records do sell machines. All told it was
the greatest thing for the business that has
occurred in years.”

Getting Together on Service

Mr. Ripper, like a great many dealers all
over the country, is beginning to ask how far
this unhappy practice of giving the customer
everything but a rebate on his light bill is to
be carried in the name ol “service.” “We stock
a small radio line and we offer a service that
we consider liberal on all radios installed, as
we do on our combination machines and elec-
trically driven Brunswicks. But surely there
is a limit to what can be considered adequate
installation adjustment  In adjusting them-

selves to a new world, radio dealers have
opened doors that are hard to close, but in
justice to themselves they should get together
with the public and have an understanding of
what is to be expected in the way of servicing
home installations of all kinds of equipment. If
they are slow to deal firmly with the subject
it will be the cause of the loss of much future
business outright, as well as being a constant
drain on present legitimate profits.”

Record of the Month
Club Plan Success

(Continued from page 10)

effect. This was done on March first last—
the plan was presented to our list of phono-
graph owners in the following manner. A letter
was mailed introducing the “Record of the
Month Club,” and with this letter was enclosed
a little folder describing the plan in detail, to-
gether with an application card which the cus
tomer may fill out and return in a stamped
and self-addressed envelope which was enclosed
As you will note from the folder and card, a
person may if he likes receive more than just
one record each month—and it has been most
gratifying to note that the larger percentage of
those joining the club have subscribed for any
where from two to fifteen records a month.
Less than 10 per cent ordering one record.

Of course, if all those who enrolled should
subscribe to only one record a month, then the
operation of the club would be very expensive,
due to the cost of packing and mailing—but
when the average member subscribes for four
and one-half records a month, such as has been
the case with us so far, then it becomes a
profitable means of selling records, as well as
a means of promoting interest in the phono
graph. Now that the plan has been in opera-
tion for thirty days we have found that the
response has been even greater than we orig-
inally anticipated, and we feel that we have
done something that will not only give us an
added record volume, but will also serve as a
stimulus for our phonograph volume

The sixteenth annual convention of the
Chamber of Commerce of the United States
was held at Washington, D. C., from May 7
to 11. Means of maintaining local and national
prosperity comprised tlhiemes of the discussions
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Parker-Gardner Opens
New Brunswick Shop

Charlotte, N. C., Dealer Opens Attractively
Equipped Salesroom With a Complete
Line of Musical Instruments

The Parker-Gardner Music Store, Brunswick
dealer, Charlotte, N. C., which signed its Bruns-
wick contract in August of 1927, has just opened
one of the most beautiful and attractively

equipped music stores on the Atlantic Coast.
The keynote of the store’s beauty lies primarily
in its simplicity, and the Panatrope, the record,
piano, musical instrument and radio depart-
ments were all laid out with the thought of easy

customer access, and convenience of service.
The opening brought the good wishes of deal-
ers throughout their section of the country, and
many telegrams of congratulation were received
on the opening day.

J.J.Nolan Now Amrad
Manager in the West

MevForp Hirrsioe, Mass., May 4.—James J.
Nolan, formerly in charge of radio sales at the
Hub Cycle & Auto Supply Co., of Boston, and
recently connected with The Amrad Corp. of
this city in the capacity of Mershon sales engi-
neer, has been appointed to the important post
of Western Division Manager. Mr. Nolan’s new
headquarters will be at the Ainrad branch fac-
tory located at 2235 South La Salle street, Chi-
cago, Ill, of which he will have complete
charge.

Model
528

(o ——

. WESTON

RADIO
INSTRUMENTS

For A.C. Receiver Testing
a Three-Range Voltmeter

150/8/4 Volts

Dealers will find a ready sale for this
new Weston portable A. C. instru-
ment.

A new design throughout—especially
made for testing A. C. supply and tube
voltages, yet suitable for any A. C.
testing requirement within the range
of the instrument.

A small, durable and inexpensive in-
strument, yet embodying most unusual
electrical and mechanical features.
Furnished with each instrument is a
pair of special connecting cables.

WESTON ELECTRICAL INSTRUMENT
CORPORATION

606 Frelinghuysen Ave. Newark, N. J.
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ARS....

AUDACHROME

The Chromatic Reproa’ucer

the Real
®)

\ \

zf/ze Instrument that

MAGINE vyourself a customer, in

a music shop—you own a talking machine,
but haven’t played it much lately—you are not
unwilling to buy new records—if the dealer
lets you HEAR something that strikes your
fancy. Maybe you went in for something else
entirely—but while there you hear a marvelously real-
istic aria or a thrillingly life-like orchestral rendition.
You LISTEN—you are impressed—you want that record
—because your ear has BOUGHT it for you.

ACCEPT NO IMITATIONS The above is exactly what is happening in
g&’;ﬁ%‘.&‘gﬁ:{'ﬁlﬂ%}‘iffz music stores where dealers, instead of kicking about
T eR-Tagle imaginary public apathy to talking machines, have
buckled down to some genuinely constructive selling

~with AUDACHROME, the splendid new instrument
that brings out the last shade of value in each note
and phase of the new electrically cut records. AUDA-
CHROME sells the EAR, the hardest buyer of them

all. Use this star salesman overtime!

The AUDAK

565 Fifth Avenue
“Makers of High Grade Electrical and
“THERE ARE SEVERAL REPRODUCERS
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Sells ’em

AUDACHROME

“The Standard by Which All

. . Others Are Judged and Valued”
Trained orUntrained,

the Ear
Listens in Astonished
Pleasure to
AUDACHROME’S
Remarkably Faithful
Reproduction of
Speech and Music

Cabinet or
Portable—
Any Machine
Equipped with
AUDAK
REPRODUCER
Is a High
Grade Machine

COMPANY

New York, N. Y.
Acoustical Apparatus for More Than 10 Years”

AT PRICES TO SUIT EVERY NEED.”
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They buy perfume through the
nose and candy by taste—paper
through the sense of touch and
novelty post cards by sight—
but talking machine records are
bought by the EAR, always.

* . 3

Once you realize the fact and
the powerful opportunities be-
hind it, you will see tHe advis-
ability of demonstrating with
AUDACHROME—simply be-
cause AUDACHROME sells
the ear as it never was sold be-
fore. ’

* * *
Jazz or organ recital—light op-
era or heavy—vocal pieces and
difficult combinations of voice
and music—all look alike to the
interpretative genius of this
revolutionary new instrument.
AUDACHROME gives back
exactly what went into the
record—every record!

* * *

All the nuances and chromatic
shades of heterodyning pieces
in a great philharmonic orches-
tra are reproduced faithfully—
every inflection and trick of the
human voice—therefore you
yourself benefit most when you
use AUDACHROME to help
you sell your records.
* * *

Do as other dealers have done.
Put AUDACHROME to the
acid test—a personal demon-
stration! Try AUDACHROME
on your own EARS and you
will immediately realize why
all who hear it are delighted.
Listen to a few particularly
difficult records with low notes,
high notes, chromatic compli-
cations and the human voice all
intermingled. COMPARE the
performance of AUDA-
CHROME, that is all we ask.

. * .

Every AUDACHRO ME-
equipped talking machine in
your locality keeps its owner
in the record market—con-
stantly !

3 . .

And remember, everyone who
hears AUDACHROME wants
to own AUDACHROME it-
self. Another handsome sale
and profit for the store!

* * *

If you regard this great new
sales weapon in its proper
light, you may look forward to
a handsome increase in your
record volume for the coming
year. It's just a matter of mak-

ing the most of your ammuni-
tion!




Profit Winning Sales Wrinkles
Drug Store Does Big Record Business—Securing Free Publicity—Broadcasts Records

—An Ice Cream and Record Tie-up—Why Not Hire Students on Commission
for Salesmen?—Promoting Sales Through School Children

We sometimes hear merchants say they can-
not understand how the drug store can sell
records at a profit. Perhaps some of them do
not. But here is one that does. The Crouse
Pharmacy, Fifth avenue and Fourth street, Col-
umbus, O., in the short span of one year has
built up a large trade on Columbia records of
the old familiar tunes and race type records.
According to Dick Crouse, the genial proprie-
tor, the pharmacy occupies an unique position
with regard to record sales—it stays open eve-
nings when people have much leisure and are
susceptible to music. Many people come to the
drug store for refreshments or for a magazine
or a smoke and all of these people are excel-
lent prospects—more than that they are buyers
of records. Get the evening trade if your com-
munity and location make this possible.

Free Publicity
Don Flightner, Ohio representative of the
Columbia Phonograph Co., won new laurels for
himself recently through his interview with Mr.
Mack of Moran and Mack of “Two Black
Crows,” and stars of Earl Carroll's Vanities—
during their stay in Columbus, O. He wrote
up the story for the Columbus Dispatch, and
through this obtained much favorable comment
for his record which aided sales in Columbus
music stores. There is a thought in this for
other dealers.

Broadcast Records

A clever stunt with a radio receiver was used
by the Evans Radio Service in Albion, Ind,,
with such good results, according to “The Kol-
ster Dealer,” that the idea is offered to all
dealers, especially those in small towns where
everybody knows everybody else. When the
Chamber of Commerce of Albion held its an-
nual banquet and election of officers, H. R.
Evans suggested to the president that a little
unusual entertainment be furnished by a Kol-
ster set. “The meeting was held in a hotel,”
said Mr. Evans. “We placed a Kolster con-
sole with a built-in power cone speaker in the
dining room, and a phonograph pickup and a
microphone, or telephone, in an upstairs room.
Instead of listening to whatever radio music
happened to be on the air, the diners heard a
specially selected list of new phonograph
records, chosen to fit the occasion. Between
records we announced that KERS was broad-
casting—Kolster-Evans radio service. We an-
nounced a few jokes and stories about some
of the men present, and it made a big hit. The

way the music came out of that model 6H made
everyone look at it a good deal of the time
and talk about it. We had a small, neat sign
on it saying that it was a Kolster set. The
records werc selected to show off both the low
and high notes, to demonstrate what the Kol-
ster can do. Since that night the Kolster has
been the talk of the town. We were asked to
use it at a Father-and-Son banquet, and it
made a fine impression there also. Station
KERS is becoming very popular. It has brought
us a lot of publicity and requests for radio
demonstrations in homes. The apparatus con-
sisted of a phonograph pickup, a telephone
microphone, and a switch so we could use
either the phonograph or the telephone. The

Send in Ideas ! !

Perhaps in conducting your
business you make use of some:
unusual method in selling ra-
dio, talking machines, records
or accessories, or perhaps your
method of servicing is out of
the ordinary. If these ideas
have proved successful, send
us a note telling of them.
Photographs will add interest.

output from the switch was connected to the
6H through a special adapter in the detector
socket, also using the detector tube with it.
Three volume controls were used, one across
the pickup, one across the phone, and ome as
a tone control across the output. A 0-50 meter
was used in the phone circuit to see how the
voice was coming through.”

Boosting Sales

C. C. Baker, Columbus, O, Victor, Brunswick
and Columbia dealer, and originator of the
Musical Fountain about which much has been
written, is using a very unusual out-of-doors
display to attract attention to the.store, to the
fountain and to records. An ice-cream freezer
has been converted into a phonograph. The
freezer shaped instrument has been painted
with gay colors—two doors below act as trans-
mitters. Here the sweet strains of the new

Columbia record—"“I Scream, You Scream, for
Ice Cream,” come to the ear of the passer.
This selection by the Clicquot Club Eskimos
fits into the business of the store perfectly and
is serving as a great advertising medium. Mr.
Baker stated record sales are fully 50 per cent
greater this year than last. The fountain idea
is proving very popular in Columbus and prom-
ises to increase record sales still further.

‘*“On a Commission Basis”’
During the next month or six weeks the col-
leges and high schools will be sending out
many thousands of graduates and the hundreds
of thousands of undergraduates for the annual
Summer vacation. A great majority of these
young men and boys will immediately seek tem-
porary employment, either to provide them-
selves with spending money or to acquire a
sum to continue their educational studies, and
therein lies the opportunity for phonograph-
radio dealers. Before the colleges and schools
close, seek one in your vicinity, write or speak
to the authorities and inform thcm that you can
use several young men during the Summer
months. Employ them on a commission basis
and see if your sales during the so-called dead
months do not increase. The variety of mer-
chandise carried in your store should offer an
opportunity to the aggressive student and no
difficulty should be encountered in securing a
sufficient number of the right type of sales-
men. Explain to them that the merchandise
they have to offer consists not merely of one type
of article but includes radio receivers, phono-
graphs, radio accessories, records and other musi-
cal instruments. Have them canvass the neigh-
borhood thoroughly. Give them lists of former
customers who have purchased radio sets or
talking machines from you and have ceased
buying. See if this trade cannot be brought
back to the store. The album sets of records
sold by anyone with an interest in music and
able to talk intelligently concerning the com-
positions, the composers and the artists, should
bring in a worth-while profit. Don’t depend
on miracles to overcome .the Summer sales ob-
stacles. Business is there but one must go out
and get it. This is one method.

Wins the Children
Familton’s Music & Radio Store, College
Point, L. 1., have been quite successful with
a publicity plan that includes the distribution
of small rulers to school children, as well as
blotters. Of course these bear the firm’s name
and, what is more important, the children of
the entire community get the habit of visit-
ing the store. A good idea!

A New York dealer who does a big business
with album record sets found it profitable to
have special albums made up and sells selec-
tions of an opera or a group by the same com-
poser or artist in album form.

Sell Albums That Will Adequately Protect Your
Customers’ Valuable Records

The New National
Loose Leaf Record Album

Beautiful in design.

Durable and flat-opening.
(Patent Applicd For)

Write for descriptive list and prices.

NATIONAL PUBLISHING CO.

Factory and Main Office
239-245 So. American St., Philadelphia, Pa.

Salesroom: 225 Fifth Ave., New York City
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NEW LOW PRICES

rreshman

ALL=ELECTRIC RADIOS

Greatly reduced prices on the entire Equaphase line enable Authorized

Freshman Dealers to realize volume sales during the Summer season.

MODEL 6-7 MODEL G-4

New Price New Price
$122.50 $149
without tubes without tubes
Old Price 3185 Old Price $225
complete complete

MODEL G-10 MODEL G-1
New Price New Price
$113 $99.50

without tubes

Old Price $195

without tubes
Old Price $156

complete complete
Other Models
G-3—New Price $124 without tubes. G-5—New Price $155 without tubes.
Old Price $200 complete. Old Price $250 complete.
G-6—New Price $225 without tubes. H-9—New Price $295 without tubes.
Old Price $350 complete. Old Price $500 complete.

West of Denver all prices are approximately 8% higher.

On all 25 cycle sets add $10 to the above prices.

CHAS. FRESHMAN CO., Inc.

Freshman Bldg., New York 2626 W. Washington Blvd., Chicago

L o o N B e e e < e <t



Selling 1.atin-American Field

States may be a complete failure when
it comes to selling Latin America. The
people soutli of the Rio Grande differ greatly
from those of North America. It is not only
the language, but race, tradition and sentiment
which vary greatly from ours. A successful
salesman in Latin America first of all must be
able to talk Spanish and correctly interpret the
true Latin traits; these are prerequisites that
are necessary. The old idea that anything is
good enough for export, fortunately, is a thing
of the past and earnest efforts have been made
and are being made to get an outlet for our
surplus manufactured goods. There are a num-
ber of American products that have conquered
the Latin American markets, one of them being
phonographs and records for which there is an
excellent market in these countries.
Hard Road to Travel
With a view to studying and developing our
Central and South American markets, I left
New York the middle of May, 1927, and have
just returned after an absence of ten months.
I have traveled thousands of miles by steamer,
river boats, railroad, antomobile, motorcycle,
horseback and cable lines, and have been in
treacherous climates, where one had to use the
utmost precaution regarding food, insects and
animals. There were times when I lhad con-
ferences with artists and distributors lasting
well into the night, and at 5 o’clock in the
morning I had to be in the saddle again. The
hardships were indeed severe at times. When
I left New York, 1 was absolutely convinced
of the high quality of the Columbia products,
but to-day, after having visited dealers and dis-
tributors in some fifty South and Central Ameri-
can cities, I can point with pride to the actual
success of Viva-tonal Columbias and New
Process records. When I say that business has
increased 350 to 400 per cent, I am making a
conservative statement. But, why is it that
Columbia can register such increase in busi-
ness? In the first place it is the good old
name Columbia that is known in all corners of
the world as one of the pioneers in the talking
machine industry. Quality products such as
Viva-tonal Columbias and electrically recorded
Columbia records are quickly recognized by the
critical eyes and ears of the Latin Americans,
and it may be of interest for me to cite a few
examples of how I secured attention and event
ually closed important deals.
Selecting a Distributor
In one market I wanted a new distributor.
\fter having made inquiries and having secured

3. FIRST class salesmman in the United

VAN VEEN SOUND- PROOF BOOTH

Write VAN VEEN & COMPANY. Inc., ELH

Successfully

satisfactory information, I picked out my man,
and in my mind he was already added to the
long list of distributors and dealers, but the
prospect did not know anything about it as yet.
I arranged for an interview with the proprietor
of the firm I had selected, which was gladly
granted. In the corner of the store was an
old horn machine and a young lady was selling
ten records a day, or, when business was good,
fifteen. I wanted to make a distributor out of
this very firm, but had to sell my idea, and
proceeded at once. I found out that after the

John Lilienthal
moving picture theatre closed, most of the
people went to an ice cream parlor; I therefore
secured permission from the owuer of this place
to put one of our Viva-tonal machines there,
and one evening played until 1:30 in the morn-
ing. The people stayed longer than usual and
wanted to know where they could buy the Viva-
tonal Columbia and New Process Columbia
records. I directed them to the store of my
prospective distributor where the Viva-tonal
replaced the old horn machine. More people
were attracted. I explained our products to
clients, and within a few days had orders for
six Viva-tonal machines. The head of the firm
became more and more interested, and, at the
right moment, I secured a large order and ap-
pointed the firm Columbia distributors. To-day
this firm is buying thousands of dollars worth

Ability to Talk Spanish and
: Quality Line Necessary

By John Lilienthal

Columbia Foreign Sales Representative

oi Columbia products, and has grown to be an
active and important Columbia distributor. 1
have gained another friend, and to-day the head
of that firm is not only a business but also a
personal friend.
A Concert in the Interior

Way in the interior, in one of the South
American cities, I aroused enthusiasm among
music lovers by arranging a concert with the
Model 810 Viva-tonal. 1 knmew that our dis-
tributors were interested and liked our line, but
I wanted to bring their enthusiasm to the high-
est pitch. Through friendly relations, 1 secured
a hall for a concert, sent out eighty printed in-
vitations to people of high society and was
pleasantly surprised by an attendance of 130
people. I had arranged a select program, and
before starting the concert addressed the audi-
ence in Spanish. The concert was a complete
success and the press eulogized it as unique
and highly praised the Columbia product. What
[ had planned, namely, to convince the music-
loving public of the superiority of Viva-tonal
Coluinbia phonographs and records, was fully
realized—because, for days after the coucert,
the store of our distributor was actually stormea
for Columbia goods. The personnel was in-
sufficient to attend to all the customers, so I
pitched into the work and for two days I was
elling records over the counter. These days
were the biggest selling days in the history of
this distributor, and he has been selling Colum-
bia for many years. To-day these distributors
are doing a voluminous business and they are
100 per cent Columbia enthusiasts.

Comparison Demonstration Wins Sale

In another market, I was present when a cus-
tomer came to the store of our distributor; he
had a machine and records of a competitive
company. We began to talk about Viva-tonal
Columbia and New Process records, and I ex-
plained the advantages of the Columbia prod-
ucts, demonstrated the goods, and could see
that he began to be interested, but the fact
that he had another machine in his home
seemed to be the stumbling-block in the way
of making a new sale. Just the same I offered
to send a Viva-tonal to his home so that he
could hear it alongside of his own machine.
Our distributor went along with this prospec-
tive customer, taking with him a good assort-
ment of Columbia records so that this prospect
could convince himself of the superiority of
our goods. This man was convinced imme-
diately, bought the Viva-tonal, a good supply of
records, and broke up the greater part of his

(Continued on page 19)
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OOD business men know the fallacy in the Model J:1

b [ . . ’y Full curved 7% inch tone

idea of “something for nothing.” They i Ty AT A

have learned from experience that the low- g acioy, permas rc

i 1 1 grooves without resistance
est priced is seldom, in the long run, the least 0 Price — Nickel $3.73;

1 Gold or Oxidized, $5.75.
expensive.

Nowhere is this principle better illustrated than
in the field of tone-arm manufacture. Nowhere
does it follow more surely that cheapened ma-
terials and workmanship result in a cheap prod-
uct — and cheap performance.

Oro-Tone, recognizing these facts, has stead-
fastly insisted that cast tone-arms are necessary
for fine reproduction. Modern musical repro-
duction demands a cast tone-arm to give real
volume without buzz! It demands properly al- \
loyed metal parts. It demands painstaking work-

manship' Model M-1
There is a vast difference between cast tone- Pl curccd 4
arms and those made merely “to sell at a price.” )
Each product has its place and use — but one 2
hopes beyond reason in expecting a cheap, $5.00:
loosely assembled tone-arm to give real repro- '
duction. As it usually works out, the quality
.product is always the least expensive in the
long run.

Oro-Tone manufactures quality tone-arms and
reproducers. There is no compromise with fine
performance standards. Every product is made
completely in our own plant and large scale
economies enable us to keep production costs
at a minimum. Made in the United States, com-
plete stocks of Oro-Tone Products are always
on hand and shipments are made promptly up-
on receipt of orders.

Remember “There Is a Difference!”

We cheerfully cater to Manufacturers, Jobbers and
Selected Dealers. Send now for complete free catalogie

7. Qoone e -

GEORGE ST.
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F.R.T.A. Plans for
Conclave in Chicago

To Be Held Simultaneously With RMA
Trade Show and Convention in Chicago
June 11-15—Important Program

The Federated Radio Trades Association is
actively at work making plans for a conven-
tion of all its members and prospective mem-
bers during the coming RMA Trade Show,
June 11-15. The attending radio wholesalers
will hold a meeting under the auspices of the
Radio Wholesalers’ Association for work on
the completion of this newly formed organiza-
tion and also to make standard recommenda-
tions on trade practices and Code of Ethics.

The Dealers’ Section of the Federated will
also hold a separate meeting devoted exclusive-
ly to dealers’ problems and the perfecting of
the organization to aid the dealers generally
throughout the country. The Manufacturers’
Representatives’ Section will also have time on
the program for a meeting of its group to de-
vise ways and means whereby it can increase
the good will of the entire industry.

Interesting Statistics
About Kolster Radio

The statistical department of Kolster radio
has divulged the information that if all the
transformers manufactured in the Kolster plant
in a period of only four months for use in the
power cone speaker, the AC power pack, the
electric reproducer for the Columbia-Kolster
phonograph and in the pivot cone, were piled
ina column seven feet square, it would soar into
the air exactly as high as the Woolworth Build-
ing, the tallest in the world.

More figuring brought about the further dis-
closure that if the small bits of metal, called
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laminations, used in making choke coils during
that four-months’ period were placed end to
end they would reach from the factory in
Newark, N. J., across the United States to the
Kolster laboratories in Palo Alto, Cal. And if
the wire used in these same coils were laid in a
straight line it would stretch three times around
the earth and have 18,000 miles of wire left.

New V{;:e-President
of Raytheon Mfg. Co.

Widely Experienced in Radio Accessories
and Automobile Fields

CAaMBRIDGE, MAss., May 7.—The Raytheon Mfg.
Co., of this city, has announced the election of
Fred D. Williams as vice-president. As presi-
dent of the Dubilier Condenser Corp., New
York, for the past year and a half Mr. Williams
has been responsible for putting this company
on a sound basis. He will remain temporarily
as president of Dubilier and continue in an
executive advisory capacity in addition to his
activities at Raytheon.

Before going to Dubilier Mr. Williams di-
rected the sales of the Grigsby-Grunow-Hinds
Co., makers of “Majestic” eliminators. Previ-
ous to that he served as vice-president and
general manager of the 1.. H. Gilmer Co., pre-
eminent manufacturer of industrial belting and
automobile fan belts.

Stewart-Warner Net Up

The Stewart-Warner Speedometer Corp. and
subsidiaries report net profit of $1,387,284 for
the quarter ended March 31, compared with
$1,062,048 for the first quarter of 1927 and
equivalent to $2.31 a share earned on 599,990
no par shares, compared with $1.77 a share in
the first quarter last year.

Crosley and Amrad
Jobbers Appointed

Addition to Distributors in Line With
Policy of Building Exclusive Jobber
Representation Throughout Country

Continuing its policy of appointing distrib-
utors who will handle Crosley and Amrad
products exclusively, the Crosley Radio Corp.,
Cincinnati, O., announces the addition of two
more outstanding exclusive distributors. They
are the Wetmore Savage Equipment Co., of
Boston, Mass., and the B. H. Spinney Co., of
Springfield, Mass. These concerns are gen-
erally regarded as leaders in the New England
territory. They did a tremendous business last
year, but are looking forward to a much greater
sales volume in 1928.

Other prominent distributors who will handle
Crosley and Amrad products exclusively are
Motor Parts Co., Philadelphia; Kierulff &
Ravenscraft, Cal.; Lincoln Motor Sales Co.,
Baltimore; Hudson-Ross, Inc., Chicago; Kriese-
Connell Co. Indianapolis, and the Twentieth
Century Radio Corp., New York.

Radio Exports

The department of Commerce reports that
during the month of February 4,527 receiving
sets were exported from the United States, val-
ued at $189,877. Of these sets, the largest num-
ber went to Canada, with Argentina taking the
second largest number and Australia the third.
During February 45,830 radio tubes were ex-
ported, valued at $78,106, of which by far the
largest number went to Argentina, Canada tak-
ing second place. Receiving set accessories ex-
ported during the same month were valued at
$124,067, receiving set components at $148,168
and transmitting sets and parts at $23,134.

LOUDEST MADE
JUMBO
NEEDLES
FOR THOSE WHO CRAVE
THE LOUDEST

TRADE MARK

All

MADE BY THE

OLDEST and LARGEST
Needle Manufacturers

in the World!

Bagshaw has been making phonograph needles longer
than any other manufacturer, and dealers have always
made big profits from their sale. All our brands: Briw-
LIANTONE— JUMBO—GILT EDGE—REFLEXO—o0r your
Privare BRAND—will make money for you!

our necedles are made in this country.

Send for samples and complete information today—
and start making real money from your phonograph
needle sales.

) You can
rely on them to give true tone reproduction and complete
satisfaction for your customers.

‘Che
TRIPLE TONE

REG. U.S. PAT. OFF.

| PLAYS 10 RECORDS
IN THREE TONES

MADE IN US.A

Be sure your needle

MADE IN US A

[ )
BRILLIANTONE

NEEDLES
DANCE TONE

9

[

packages are marked
MADE in U.S.A.

| {

o I

370 Seventh Avenue

PRIVATE BRAND

(Your Name Here)

l PHONOGRAPH NEEDLES l

BRILLIANTONE STEEL NEEDLE COMPANY

of AMERICA, Inc.

New York City
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Dealer

Paul Whiteman now an exclusive Columbia Artist

Columbia combination Phonograpll and Radio

Moran & Mack (“The Two Black Crows’’) New Record—Parts 7-8

COLUMBIA ELECTRIC VIVA-TONAL AND
KoLSTER RADIO COMBINATION—MODEL 960

@ The Kolster Recciving Set in this instrument has been specially designed for use with this
latest phonograph-radio combination. Yonr customers may now enjoy radio and records
at their best in this new superlative Columbia No. 960. List Price, $600. 9 Feature this

instrument. Write for special descriptive folder for distribution to your customers. ¢ ¢ @

Schubert Centennial-Organized by Columbia Phonograph Company
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Paul Whiteman

1N

o
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This is Good

News for every

Columbia Dealer!

(It means more and more Columbia Sales.  Whiteman has signed a contract

for a long term of years to record exclusively for Columbia. He is now making

Columbia Records. The first ones will be announced shortly. ¢ ®© B ®
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{ Columbia New Process Records, .
with their smooth scratchless surface, and their
recording made the new way, electrically, entrancingly capture

in record form, the superb artistry of Paul Whiteman. ¢ At last, through the
medium of Columbia Records, Paul Whiteman can now be heard anywhere,
any time, “like life itself.” Columbia’s «“Magic Notes” bring this world famous
orchestra into your customers’ homes, exactly as if it were playing for each
one, individually.  The artist who is in a position to choose, turns naturally, as
does Whiteman, to the Columbia recording studios and laboratories, because he
knows his records will be precisely what his music is. g Be ready to tell your

customers to “Ask for a Columbia Record of Paul Whiteman.” ¢Be prepared to

wire your orders for Paul Whiteman’s Columbia Records, soon to be announced.
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“Magic Notes”

MORAN AND MACK’S

tA‘Two BrLack Crows'
| Rncom) (Parts768) f

&\KN\\\\ﬁ & '-’Zj O\

ycu 11 Neve M“ é Céda
with That Horse!"

Whether they make Canada or whether they don’t, Moran and Mack give their friends
arecord ride this time. From the first clatter of hoofs, as The Headman tries to restrain
his fiery steed, to the last Mackenese drawl, there’s action and laughs a-plenty on

RECORD No. 1350-D, 10-inch, 75¢ — PARTS 7 & 8

Previous «“Two Black Crows” Records
1st «Two Black Crows” Parts 1 and 2, No. 935-D, 10-inch . . . . 75¢
2nd «Two Black Crows” Parts 3 and 4, No. 1094-D, 10-ineh . . . . 75¢
3rd «Two Black Crows” Parts 5 and 6, No. 1198-D, 10-inch . . . . 75¢

Also Special Charles E. Mack Record

«Qur Child” . . .~Elder Eatmore’s Sermon on Throwing Stones”. . . No. 50061-D, 12-inch, $1.25

Made the New Way ~ £iecirically
Viva-tonal Recording - The Records without Scratch

Columbia Phonograph Company, 1819 Broadway, New York City

Canada: Columbia Phonograph Company, Ltd., Toronto

@ Columbia »#&sRecords /(A
% v

“Magic Notes”
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Selling the Latin-
American Market

(Continued from page 16)

our goods. This man was convinced imme-
diately, bought the Viva-tonal, a good supply of
records, and broke up the greater part of his
collection of competitive-make records, stating
that henceforth he would only buy Columbia
records.

Building Friendship

I could cite many instances more, but I will
just refer to one more example from the many,
to show what a good product, personal contact
and enthusiasm are able to produce and accom-
plish. Around the first of the year I happened
to be with one of our older distributors. This
is generally a busy time, as inventory has to be
taken, and there is little time for salesmen and
representatives; I therefore offered to assist our
distributors in the inventory of the Columbia
department. They agreed, off came my coat,
and within a few days the inventory was
finished. While doing this work I became more
intimately acquainted with the selling force of
the Columbia department, made several sugges-
tions and improvements, and when everything
was finished I received the biggest order this
distributor had ever placed with the company.

Rules for Selling in Latin America

The rules for successful selling in Latin
American countries are simple but well defined.
The first impression of a person is of vital im-
portance and decisive. A salesman, therefore,
should have appearance and personality and
pleasing ways to attract the attention which
makes an approach so much easier and helps
over many difficulties. If the man is also in-
telligent, there is an additional advantage.

To sell goods successfully, one must have
absolute confidence in his product, as this
creates enthusiasm and ambition and a desire
to work well and hard. A good salesman must
have also an understanding of human nature;

he must not only be a salesman but a friend
as well, must be absolutely fair and square—
even under adverse conditions. The old way
of loading up the shelves of a customer is a
method of the past.

The Latin Americans have an inborn love for
music. In fact, every Indian is a lover of
music—so that the phonograph industry has a
vast field to work upon. The prospects are
excellent, and I am glad to say that Columbia
is an important factor in all Latin-American
markets on account of the excellence of Colum-
bia products. Our “Magic Notes” trade-mark
1s gaining ground everywhere.

Kolster President
Sails for Europe

Ellery W. Stone, president of the Kolster
Radio Corp., and of Federal Telegraph Co. of
California, its subsidiary, recently sailed for
Europe to make a first-hand survey of radio
conditions there. Mr. Stone plans to spend
five weeks in England and F<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>