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A fitting testimonial to Toman quality is the fact
that this Toman reproducer is used exclusively on
the many thousands of Allen Portables which have
been sold.

All Toman Reproducers and Tone-arms are most favorably

priced. Guaranteed quality inside and out. We invite inquiry

from Manufacturers. Jobbers uand Dealers.  Samples sent
promptly upon request.

E. Toman & Company

2621 West 21st Place CHICAGO, ILL.
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Console No. 820

An lalian type cabinet which
combines with its beauty the in-
comparable features of the Grebe
Synchrophase A-CSix. For Grebe
A-C Six and Grebe Seven A-C.

De Luxe Console

The last word in radio reception
—a receiver so flexible that the
volume can be controlled from a
whisper to the full tone of abrass
band. Equipped with Grebe Syn-
chrophase A-C Six.

Buckeye Console

A cabinet of genuine black wal-
nut which forms a fit setting for
the tonal beauty of the Grebe
Synchrophase A-C Six. Also
adapted for Grebe Seven A-C.

10D

IKE the transition of the

piano from old-fashioned
square and upright atrocities to
the graceful baby ¢rand, radio has
now reached a stage of develop-
ment where “home atmosphere”
is becoming a most important

factor in the sale of receiving sets.

To meet this profitable condition
Grebe has produced a widely
varied line of cabinets and tables
whose sheer beauty will add a
touch of unmistakable good taste
to the most fastidious home.

Sendfor Booklet T W) which
fu//z/ describes the new Grebe

cabinets and tables.

A. H. Grebe & Company, Inc.
109 W. 57th St., New York City
Factory: Richmond Hill, N. Y.

Western Branch: 443 So. San Pedro St.

Los Angeles, Calif.

Makers of quality radio since 1909

Back of each cabinet
or table is the tonal
beauty, range and
selectivity of the
Grebe Receiver
making them doubly
saleable.

A

TRADE MARK
REG.US PAT.OFF.

122D

Table
No. 2250

This table with
self-coneained
speaker hasbeen
designed to har-
monize with and
carry the Grebe
Synchrophase
Seven A-C.

Table
No. 2249

This table con-
verts the Grebe
Synchrophase
A-C Six into an
impressive piece
of furniture. It
contains a com-
partment for
dynamic type
speaker.

Get it Retter with a Urebe

Table
No. 2227

This table in-
stantly converts
the Grebe Syn-
chrophase A-C
Six into a piece
of impressive
furniture. No.
1750 Speaker
may be installed
under cable.

Power
Amplifier
Table

Maximum pow-
er withour dis-
tortion is added
to the Synchro-
phase A-CSixby
this table which
incorporates a
dynamic speaker
and two 250type
tubes—push-pull.

Grebe Synchrophase

A-C S.

X
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Brunswick Super-heterodyne Model 5 NO, list $175 without tubes, Brunswick Model “A” Speaker, $35.

Super-heterodynes, Too
In Brunswick’s Great New Line

More to Choose From on Brunswick in

—
Record-Playing Instruments and Radio "
Than Any Other Manufacturer Offers <

HINK, Mr. Brunswick Dealer, what vou have to offer ! |

this year as compared with your competitors:

. Radio of SUPER-HETERODYNE as well as tuned-radio-
frequency tyvpe.

.. The Brunswick Panatrope, the world’s first electrical repro-
ducing instrument.

—
Bl S L DR U, S ———

. The Brunswick Panatrope with Radiola in new models,
including the new all-electric Model 3 KRO, listing at a
lower price than any such combination has ever been offered
at before ... $395.

All supported by Brunswick Electrical Records! Truly, a
great line, worthy of the name of Brunswick.

e — "

To keep this fine merchandise before the public, Brunswick
1s making announcements cvery week from September until
Christmas in The Saturday Evening Post, Liberty, and Sundav
newspapers in 108 cities!

In fairness to yourself, this great line and this advertising
merit an exceptionally aggressive selling effort by your
organization.

PANATROPES - RADIO - RECORDS Brunswick Super-heterodyne, Model 5NC8.
PANATROPE-RADIOLAS Lo list at $37°3, less tubes.

THE BRUNSWICK-BALKE-COLLENDER CO., Chicago, New York

Branches in All Principal Cities
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The Industry Gets Together

HEN the members of an industry reacl that
stage of enlightenment where they co-operate for

No

finer example exists than obtains in the radio field to-day.

the general welfare progress is inevitable.

Retailers, wholesalers and manufacturers are combining
for mutual advantage. Common problems are discussed and
plans made for the elimination of harmful practices. The
results of these discussions are

thrashed out. The number of speakers at this meeting has
been limited to one or two, so that ample time will be
available for floor discussions. It is through meetings such
as this, where members of an indnstry get right down to
the bnsiness of examining the troublesome phases of their
trade, that the greatest good can bhe derived. No man can
fail to benefit by attendance at a meeting of this kind.

The problems of one dealer

usually are the same ones faced

already manifest in the radio
industry. Better understand-
ing exists in all branches of
the trade and profits are re-
placing losses that resulted
from inefficient merchandising
methods. In a few words, the
industry really has become

stabilized to the point where

Every Dealer Should
Read These Articles

Building the Sales Unit—By B.
(B JREDEE wry woy § o & Hb's 5% 3 (Page 4)

by other merchants, whether
or not they happen to handle
the same line. Here competi-
tors can nieet in such a way
that they part better friends
and go back to the operation of
their bnsinesses with knowledge

that may lead to bigger profits.

it is on an equal plane with
older businesses. This is an
achievement that reflects credit
on the men in the radio field
who have had the foresight to
see the value of co-operative
effort and who have put forth
their best efforts to bring about

a better understanding.
Value of Discussion

At the recent trade show in

Telephoning the Portable Prospect
—By C.N. Tunnell. .. .. .. (Page 6)

Heppe Canvasses—Women Can-
vassers and Home Demonstra-

tions Win Sales.......... (Page 8)
Selling the Trade-in Radio Sets—
ByJ.H. Reed............ (Page 9)

Price Specializes in Foreign Lan-
guage Records....... . ... (Page 12)

Werley Music House Exhibits
Build Live List of Radio Pros-
pects—By D. Allen DeLongPage 16)

No better suggestion can be
made than to urge every dealer
to mnake it his business not only
to view the exhibits but to par-
ticipate actively in the discus-
sions at the meetings held for
the purpose outlined.

A Vital Move

Another vital move this year
at the Radio World’s Fair will
be the exhibit of phonographs.

Chicago considerable time was
given over to consideration of

Sales

trade problems. Dealers,
wholesalers, manufacturers and

broadcasters gave thought not

Building an Ad Character—A
Promotion Idea
Gained Patronage—By Roy

GeOrE T wans ncnss dwianmiy s (Page 20)

That the talking machine and
That radio business are now allies in
the full sense of the word is
evident and the standard plo-

nograpl is jnst as importaut an

only to their own problems but

also considered them in the

light of their effect on the entire industry. There were
joint meetings and gatherings devoted only to members of
the association holding them. Out of it all came much good.

The Fifth Annual Radio World’s Fair, complete details
of which appear elsewhere in this issue, gives the trade
another opportunity to prepare the way for better business.
First, of course, the public showings of the new models,
many of which will be on exhibit for the first time, are,
or should be, of vital interest to every member of the trade.
The dealer will have the opportunity dnring certain hours
of the day to examine the radio models he will feature dur-
ing the next year and he will be able to compare the rela-
tive merits of the various lines, so that the problem of se-
lecting tlie best products for his purpose should be sim-
plified. Another feature of the program will be a dealer
and jobber meeting at which mutual problems will be

item to the progressive dealer
as the standard radio receiver
and the combination phonograph and radio, and it has a
definite place at an exhibit such as the Radio World’s Fair.

This is a new era in merchandising. The inefficient fall
by the wayside. So do the lazy. Knowledge is the key
that opeus the door to profits. Know your business thor-

oughly. Get the other fellow’s viewpoint. He may know

something you do not. No man can know it all. Make as
frequent contact with other men in your line of business
as possible. The manufacturer has thoughts on retail mer-
chandising that are of value. Many manufacturers of
radio are proving this by the fine dealer helps they are
preparing to break down sales resistance encountered by
retailers. The wholesaler and his salesmen are in constant
contact with retail merchants of mauy tvpes and they often
The

have information that means money in your pocket.
exchange of ideas means broader knowledge.

See second last page for Complete Index of Articles in this issue
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Building the Sales Unit

Fox Co. of San Antonio Has Greatly In-
creased Record Sales by Two Simple Plans

N San Antonio, Tex., the Fox Co. has an
l enviable reputation for the mmanner in which
it does things in a big way. If a new
record is announced, this firim does not follow
the general practice of cautiously ordering a
few dozen, but is more apt to order several
hundred. Then will follow a sales conference
of the employes of the phonograph and record
department. All the sales incentive of this
record will be brought out. The work will
start, and within a few weeks the order will
have been sold and another placed.
Probably one of the chief incentives that this
firm has in boosting its record

By B. C. Reber

sales have jumped from one or two records
each to three to six. At the same time we
have been able to handle this increase in busi-
ness without increasing our sales organization.

“Another feature which we have adopted and
which has proved very successful is the use of
folders for popular hits. We had a lot of these
record holders which would hold three double
disc records at a time, but we ‘had not had
the sale we had anticipated. To take care of
this, we had cards made by our window trim-
mer which read, ‘The Latest Hits.” These cards
were made the same size as the outside cover

any trouble, then she will look at that and sev-
eral others before she is through. And each
time she picks up a record, the sales possibili-
ties are increased.

“Placing the popular hits in groups of three
is an elaboration of the first plan. Practically
all the customers who pick up one of these
books appreciate the value of getting the three
latest hits in a nice holder at a reasonable cost.
Consequently, instead of buying the one record,
which often resulted before, they now buy the
three in order to get the holder.

“These two plans are simple, economical and

effective. 'We have had both in

sales is in simple plans it de-

effect for several months, and

vises which naturally increase
sales with a minimum amount
of sales work. Recently the
firm worked out two unique
plans for increasing sales which
have proved very successful,
and which are worth passing
on. They are described by
William Malone, manager of
the department.

customer.

HE adoption of the chain store policy of display- a5

ing records flat on the counter has increased sales
for the Fox Co. without any increase necessary in the
sales staff, as plan requires minimum of attention to
Use of folders containing three records
which are offered customers as the latest hits is
another plan used by this company which has proved

the results have been far great-
than we had anticipated.
They have increased sales with-
out increasing costs, and we
consider them good plans for
any department of this kind.

The svccess of the Fox Co.
in promoting record sales by a
departure from the usual meth-
ods of record sales promotion

“For several years,” Mr. indicates concretely how much
Malone began, “it had been our successful in increasing the unit of sale. Both plans worth while it is from the
lic t have r records g o . . . . J .
L o T BoST e have the virtue of increasing profits without requiring standpoint of profits for the
placed behind the counter in .. s retailer to devise new and more
tiers as is the general practice. any addition to the store’s overhead. Y 3 effective methods of exploita-

Through this plan we sold a

tion. No matter what the lo-

goodly number of records. It
is not our habit, however, to be
satisfied with doing our quota of business. We
want to do better than the average, so we are
constantly working out plans which will assist
us in attaining this end.

“We began to look around for means of in-
creasing our record sales and found thag the
chain stores were selling more records per in-
dividual than the other stores. We endeavored
to find an explanation for this, and discovered
that these stores had their records out on the
counter where the customers could see them,
pick them up and read the selections, and thus
save the sales people considerable time in bring-
ing the records from the shelves.

“While this may seem like a small matter,
it plays an important part in increasing sales,
as we were soon to find out. We studied the
plan and decided to give it a trial in our own
department. We had a counter constructed so
that the records would lie flat, and had small
boxes for each record. This brought a large
part of our stock out before the customer, and
we noticed an immediate increase in sales.

“A grcat advantage in this plan is that it
greatly helps sales during rush days such as
Saturdays, etc. Customers who have heard
certain selections and are anxious to obtain the
record will come in to inquire if we have it.
It may happen that the sales people will all
be busy at that time, so the customer looks
over the stock. The desired record is found,
and possibly several others are selected. When
the sales person is at leisure to wait on the
customer, the greater part of the sale has al-
ready been transacted by the customer. It only
remains to make out the sales slip and take the
money of the purchaser.

“We have had this plan in effect for several
months and have found it one of the best sales
stimulators we have ever used. It not only edu-
cates the customers to wait on themselves, but
it gives them the opportunity of finding other
records in which they are interested, and our

of these record books, and were glued over
the original cover.

“In these folders we then placed the three
latest hits that lhad been brought out during the
month, and placed the volumes in a conspicu-
ous place on our counter. Within a few days
we noticed that a number had been sold, and
within a few weeks we had quite a brisk sale.

“This was another inexpensive plan which
sold three records instead of one, and gave
satisfaction at the samc time. We offered a
collection designed to appeal to the greater
number of record buyers, and we were able
to increase our business without additional cost.
At the saine time we moved those record books
which had been on our hands, but which had
failed to sell.

“We find that therc is always a good oppor-
tunity for increasing sales if a. little initiative
is put behind the cause. The best business pol-
icy les in working out a plan which will in-
crcasc sales and profits without increasing the
overhead. That is a point we always take into
consideration when we have some problem—to
work out a plau that will accomplish what is
desired without raising the sales cost.

“On our counter we keep those records which
are in the largest demand. The popular song
and dance hits, the musical numbers, etc.- By
placing these all out in front we give the cus-
tomer an opportunity of seeing them all. Fre-
quently a customer who had planned on buying
only one record will see others and buy from
three to six. This results from having the
records where they may be seen, and not back
of the counter where they stand in tiers.

“People like to pick things up and examine
them; and they will appreciate it more readily
if they can do this without the services of a
sales person. If a customer asked for a record,
she would feel under obligations to the sales
person. But if the record is where sle can
examine it without putting the sales person to

4

cation, there is bound to be a
certain amount of transient
business, but where a determined and original
effort is put forth sales can be increased. This
applies to records as well as to other lines of
merchandise featured by the music dealer.

E. C. Carlson in
New RCA Ad. Post

District Advertising Manager Named
Assistant Ad Manager in Charge of
Sales Promotion Has Long Experience

E. C. Carlson, until recently district adver-
tising manager of the Radio Corp. of America
at Chicago, has been appointed assistant ad-
vertising manager of RCA in Charge of sales
promotion, with headquarters in New York. He
has assumed control of all the sales promotion
activities of the company, and will co-ordinate
the functions of the district advertising divi-
sions with the general advertising department.

Mr. Carlson brings to his new position a
wealth of experience gained through five years
of RCA district work in which he was brought
into close contact with radio distributers and
dealers. He was formerly connected with the
Pillsbury Flour Alills, Cheney Talking Machine
Co., Rue Motor Co. and tlie Chicago and North
Western Railway.

A. H. Mayers Touring Europe

A. H. Mayers, proprietor of the New York
City music stores bearing his name, is touring
Europe, accompanied by Mrs. Mayers. In a
recent message to The Talking Machine World
Mr. Mayers writes: “Tell the World we are
giving Europe the once over.” At the time of
writing Mr. and Mrs. Mayers were viewing the
beauties of Budapest.




The Talking Machine World, New York, September, 1928

2

7y W

X LEE

2y g DIMS
_ TN \j‘\)
,/ .
# \ On Brunswick Only
HE vogue of <““The Master of Modulations’” grows

every month. Latest recordings for Brunswick by
Lee Sims include two piano rhapsodies written by
himself: “Improvisation,” No. 200069, a 12-inch rec-

Recent Sims Records

“When Summer Is Gone” ... “If I Lost ord. Each rhapsody is an original fantastic piano
POES a1 i % & 3 % 50§ s o @ 4010 study, containing the colorful, modulating passages
- * . .modern and blue breaks . . . and the ever-chang-

“Improvisation” 2 e 20069 . . . .
P _ ing rhythms for which Sims is noted.

sk

“Are You Thinking of Me Tonight?” ...

. This is the music the Sims fans want—and it’s the
“Diane” ., . . . . . . . . . 3800

kind of music that makes more worshipers of this
gifted pianist. Sims, like other Brunswick artists, is

%= %

“Indian Love Call” ... “Deep in My

Heart. Dear” 3799 being given nation-wide advertising in connection with
g = his newest Brunswick Records. There is profit for you
“Meditation” ... “Some of These Days” 3764 in Lee Sims records—make the most of them!

Panatropes + Radio + Records - Panatrope-Radiolas

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



lTelephon

Ing

the Portable Prospect

7 I'\HE sales force of Thomas Goggan &
Bros., music dealers of Houston, Tex.,
works on the theory that every person

is a prospect for a portable talking machine;

and judging from the volume of business this
enterprising concern has done in this line, this
is more of a fact than a theory.
Telephone Builds Prospect List

C. W. Courand, manager of the phonograph
and radio section of the business, uses the tele-
phone to reach the largest possible list of
portable prospects. Throughout the entire

Summer and a portion of tlie Autumn months,

he keeps a girl busy telephoning

prospects. In starting out with

By Chas. N. Tunnell

apartment house prospect is further shown that
the portable is no handicap on moving day,
just pick it up and carry it in the car; then
when a home is built or a larger house taken,
it is a simple matter to trade it in on a larger
machine, or that the purchase of a larger ma-
chine and keeping the portable will have its
advantages of already having a good supply of
records on hand.
Interesting the Students

Working in co-operation with the telephone
girl are salesmen for the firm who know prac-
tically all the graduating high school students.

music through the purchase of this economical
talking machine. As many laborers are not
pe-manent citizens and unsettled, they are told
that the portable is easy to move, can be placed
anywhere in the home with little room, and in-
sures good music at a small cost. Terms are
made attractive to these prospects, as most of
them buy on instalment.
Sell on Time Payments
But regardless of what class of prospects is
being reached with portable suggestions, the
terms are kept ranging from five to fifteen
dollars and more generally ten to fifteen dol-
: lars as a cash payment. This
has been found to be a satis-

the telephoning of portable
prospects the general telephone
directory is used. Naturally,
this general list is somewhat of
a hit or miss method, with not
a high percentage of sales as
compared to the number of
people telephoned; but from
this general list live prospects
are_obtained that go into a list
that does return an extremely
high percentage of sales.

This telephone girl has city
directories and maps to enable
her to know in what particular
part of the city a certain street

URING

business.

the

Summer and Autumn months,

Thomas Goggan & Bro., of Houston, Tex., use
the telephone to solicit portable talking machine a
A girl using the telephone directory as a
list of prospects, telephones, varying the sales appeal
to fit the class of family phoned. In the better homes
in restricted districts, its appeal for outings, etc., is
stressed; in small apartment districts its compactness
is the feature; students, camps, laboring classes, the
portable has a special appeal for all.

factory figure that makes the
purchaser feel that there is
enough paid on the machine
that it is a purchase and not
rental. This payment plan
has been adopted since a trial
at a smaller down payment. An
outside selling club was organ-
ized. The list of prospects sup-
plied the sales force with a
select list where there was no
doubt as to the credit rating.
No other person was sold a
portable on this plan, but pros-
pects of this list bought fifty
machines within a few days at

is located, and from informa-
tion supplied by outside sales-
men and others, she knows the particular class
of prospects which lives in every section of the
city. This information makes it possible to
use just the right suggestion and get an inter-
ested hearing from the person to whom she is
telephoning.
Intelligent Sales Appeal

The prospects living in the better homes of
the restricted divisions, and in the better resi-
dence sections of the city are approached with
a particular sales appeal. In some instances
it is possible from the canvassers’ records to
tell if the prospect owns a talking machine or
not, and if she owns one of the more expensive
types. If it is found from the list that a cab-
inet type talking machine is owned, or if this
information is brought out in the telephone
conversation, the individual is told about a fine
toned portable available for the prospect that
is just the very thing to keep life and music
in the week-end party, the motor tour, or the
motor boat cruise. The average prospect of
this particular clientele is told about the port-
able talking machine being small, well built,
and especially suitable for keeping in the car.

‘When telephoning prospects who live in an
apartment house district, the portable as a
supplementary sale is not so much stressed,
as many of these prospects do not have room
for a larger machine. The sales girl points out
the advantages of having a portable that works
in well with the idea of small living rooins, etc.,
that are commonly found in the average apart
ment houses. These prospects are assured
that the portable may be had in a machine with
practically the same good tone as the larger
machines, and will give the owner the same
advantages in playing all the latest hits. The

A list of these students is worked by the tele-
phone girl to determine the ones who are going
away to college. Telephone suggestions show
many of these students where they will cer-
tainly want to take a portable along as well as
a good supply of records. Personal calls are
made on the students who are going away for
the next school term as well as on other
students who express an interest in a portable
talking machine.
Camps Offer Good Sales Field

And just as the telephone is used advantage-
ously in reaching the student trade, it is suc-
cessful in getting in contact with the girls and
boys attending Summer camps. Newspaper
reports of approaching Summer encampments
supply leads, while the information picked up
from the various clubs and organizations afford
the list of members to telephone. These pros-
pects are made to picture the pleasure to be
added to the camp outing with a portable. And
in order to relieve the customer of any worry
in packing and carrying the machine, it is
pointed out that the firm is prepared for pack-
ing the machine and shipping it on ahead to
be available when the party arrives at camp.
It is just these suggestions that have moved
many portables to people going on tours and
to Summer camps who would not have pur-
chased a portable otherwise or would have
waited until they reached their destination.

Another Excellent Market

The industrial and laboring class of pros-
pects prove to be good buyers of portables.
And here, still another appeal is made to these
prospects. In the first place, they are told over
the telephone that the portable macline makes
it possible for every family to enjoy the latest

6

one dollar and ninety-five cents
as a down payment. Ninety
per cent of these machines were repossessed.
In practically every instance, the customer was
satisfied; but after a tiime they decided that they
had little in the machine and would be getting
a good deal to let the machine go back.
Record Contract With Portables

Just as the down paynients are kept large
enough to make the sale remain a sale, every
salesman is encouraged to sell a record contract
with the sale of each portable. If the portable
is sold for thirty-five dollars, the customer is
prompted to make the contract at fifty dollars
or more, with the additional amount covering
records, eight or ten to be taken with the ma-
chine, the others to be taken as issued.

Use Radio to Sell Portables

Radio advertising is used in selling portables
and records by this firm. A local broadcasting
station broadcasts an “Early Riser’s” program
from six forty-five to eight forty-five o’clock
each morning. Records are supplied by Gog-
gan's for these programs, while at each pro-
gram the announcement is made that these
records are furnished by this music store, and
may be purchased at the store. This fact
brings in many new customers and old ones for
new records as well as builds up a large mail
order business. Once each week several hun-
dred words of information are given during the
programs regarding the many uses of portahles
for ‘every person, and for every purpose.

Goggan’s have built up a portable talking ma-
chine business that is showing a fine increase
in volume each season, but in addition to these
direct profits, the portables have broken the
ground for the sale of larger and more ex-
pensive machines as well as taught more cus-
tomers to buy records oftener.




ONAL excellence even more

pronounced than that for which

Stromberg-Carlsons are already
famous. Sensitivity and selectivity
more marked than ever. Cabinet work
of greater beauty in design and finish
—these latest models eclipse all pre-
vious standards of musical reproduc-
tion.

Included in the Stromberg-Carlson
line this season are two Receivers
employing the new zmproved A. C.
Tubes—one in a Treasure Chest or

Table type cabinet, the other in an

S tromberg-Carlson Kecesvers
for Direct Current areas range
n price from $205 to $985.

All prices quoted here are
East of Rockies. Shghtly /
higher Rockres and West and J
Canada. i
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New/teights of
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No. 635 Stromberg-Carlson

Teeasure Chest.  Operates on A.C
Tubes in so-60 cycle areas. Uses § UY-
127 A.C.. one UX-171-A Output, and
one UX-280 R.C.A Tubes. Price, less

/ tubes and Speaker........... $135.00

/

No. 1 Magnetic
Pick-Up Outfit
Fot reptoducing records
through the audio systern of
the Receiver. Price, with
long cord and plug....$35.00

Art Console cabinet. Both are com-
pact, beautiful in proportion and so
priced that the thousands who have
longed for Stromberg-Carlson quality
of reception may now obtain it.

There are also two larger Receivers
having tremendous wealth of volume
and cabinets of a magnificence suited
to the stateliest room.

This new Stromberg-Carlson line
will enable authorized dealers to offer
a high grade Receiver for every home.

StroMBERG-CaRrLsON TeLEPHONE Mrg. Co.
ROCHESTER, N. Y.

&Ier] Stramberg-Carlson 1s
equipped with a handy jack
which makes possible elec-
zrical reproduction of records
shrough the wonderful andio
system of the Receiver.

P—

b 1 No. 636 Stromberg-Carlson
Act Console.  Operates on A.C. Tubes in s0-60
cycle areas. Uses s UY-227 A.C., one UX-171-A
Qutput, and one UX-280 R.C.A. Tubes. Price, y
i less tubes and Speaker.......... ... $145.00 :

No. 734 Stromberg-Carlson
Peice, No. 734 A.C. Receiver, for so-€ocycle A C.
current areas, complete with 11 R.C.A. rubes,
but not including Speaker (Loop $30 extra).S755 | o

No. 744 Stromberg-Carlson l
Price, No. 744 A.C. Receiver, for so-6ocycle A.C.
current areas, complete with 11 R.C.A. tubes and
foop but not including Speaker...........

No. 11 Cone Speaker
SimilartoNo 10Cone 3peaker
but of Wall Type. Cord and
tassel of braided silk. Price,
withlongcordandplug $35.20 |

L
f

No. 10 Cone Speaker
Pedestal type, seamless Cone Speaker
with diameter of 22 inches. Price,
! with long cord and plug..... $40.00
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Moakers of woice transmission and voice-receptio



HEPPE CANVASSES

Women Canvassers Provide the Prospects and
Home Demonstrations Sell the Radio Receivers

F the public will not come to the store to
purchase talking machines and radio re-
ceiving sets get the product into the homes
of prospects. This is the policy that has
brought considerable business to C. J. Heppe
& Son, one of the leading retail music houses
in Philadelphia, Pa.
A Dependable Sales Builder
The value of strong, consistent outside selling
as a means of bolstering up business was con-
cretely proved several vears ago when the con-
cern found itself with a large stock of old
model talking machines on hand,
according to Leo M. Cronson,

The idea of a truck loaded with instruments
or sets accompanying the canvassing team has
been abandoned, according to Mr. Cronson. The
women canvassers are assigned to a territory
and they leave in the morning accompanied
by a salesman who starts them on the day’s
work. The salesman then goes back over the
ground covered the day before and devotes his
time to working on leads supplied by the
women canvassers. Occasionally the salesman,
if he has an automobile, will take an instru-
ment with him. The women canvassers do not

have been the result of canvassing and our
method of following up inquiries,” said Mr.
Cronson. “We have taken a leaf from the
sales manual of the electric appliance people
and have found it profitable e are now sell-
ing a comparatively large number of combina-
tion instruments, an interesting trend in the
business that indicates a desire on the part of
a certain class of the public to have both the
talking machine and radio instruments com-
bined in one cabinet. An illustration of how
the inquiry follow-up plan works out is an
incident that happened a short
time ago. \We had received an

manager of the talking ma-
chine and radio department.
“At that time people were not
buying,” he said, “and we de-
cided upon a drastic change in
our merchandising policy to
maintain sales volume. We
planned a canvassing campaign,
but along different lines than
the usual outside sales drive.
We procured tlie services of
four wwomen canvassers. These
were divided into teams of two
each. Each team was accom-
panied by an expetienced sales:
man. The teams were assigned
definite streets in the foreign
cections of the city and they

tions.

UTSIDE selling has been used by C. J. Heppe &
Son of Philadelphia for several years and it has
proved its worth in bolstering up business.
canvassers cover &

Women
district under the direction of a
salesman who starts them on the day’s route and stays
within the locality to arrange a home demonstration
when a likely prospect is unearthed. The salesmen
on the Heppe staff spend three days of each week on
the outside following leads and arranging demonstra-
Follow-up of inquiries with home demonstra-
tions has proved to be the best source of sales. .

inquiry from Atlantic City re-
garding one of the more ex-
pensive combination models,
the cost being $425. About the
same time we had a mail in-
quiry on an inexpensive radio
set from a nearby town. With-
out bothering to resort to mail
selling we loaded both instru-
ments on a truck and sent them
to the homes of these peaple.
Of course a salesman was also
on the job. The result was that
we made both sales. This is
concrete evidence of the value
of this sales promotion plan.”

It is a significant fact that the
policy of canvassing for talking

were instructed to cover every

machine and radio business is

person living in those streets.
\We believed that by a thor
ough canvass of the people in a neighbor-
hood the law of averages wiuld give us a
fair number of sales. Here 1s how the
women worked. One woman canvasser visited
the homes on one side of the street and the
other confined her activities to the opposite
side. The salesman remained with the truck
loaded with instruments which was stationed
at the end of the ctreet. As quickly as the
women canvassers succeeded in interesting pros-
pects the salesman had an instrument installed
and worked to close the sale. We put up
rizes of various kinds to stimulate the can-
vassers and in addition thev were paid a small
<alary and a commission on sales. The girls
we selected were inexperienced. but this proved
no handicap as we provided them with a sales
talk that we had found most effective. \When
a prospect was uncovered we immediately put
an instrument into the home on a trial demon-
stration of twenty-four hours. A longer period
of demonstration than this is useless, we have
found. Quick work, once the machine is placed,
increases the chances of a sale. Usually the
salesman made his follow-up call in the evening
when the entire family was at home. The
results were astonishing. We averaged a sale
a day, and when it is remembered that this
was a period when the talking machine busi-
ness was in a very lethargic state the results
were very satisfactory indeed
Same Plan Used to Sell Radio

“Substantially the same plan is now being
used to sell radio receiving sets and the results
to date are just as satisfactory as they were
when we started the drive exclusively in the
interest of the talking machine.”

fill out any cards for future follow-up. But
when a “hot” prospect is located she immedi-
ately notifies the salesman who is certain to
be nearby, and he then gets busy and usually
succeeds in making arrangements for a demon-
stration in the home.
Follow-up of Inquiries

This department has found that inquiries,
when properly handled, very often lead to sales.
Each inquiry is carefully noted on a card and
turned over to a salesman whose business it is
to go after the sale. Each salesman in the
department spends three days of the week in
the store and three days on the otuside, thus
giving all the men the opportunity of following
their own leads. \Vhen the salesman has a lead
to follow up he places the instrument or radio
set in which the customer or prospect may be
interested in the back of his car and sets out
for the home of the individual. \Vhether the
prospect asked for a home demonstration or
not makes no difference. The idea is to get
the instrument into the home. Usually there
is little resistance to the plan. There is a great
deal more resistance on the part of the pros-
pect to the thought of coming to the store for
a demonstration,

Home Demonstration Easy

Home demonstrations of radio receiving sets
are a simple matter to-day, says Mr. Cronson.
The AC sets are very nearly foolproof. It is
easy for the salesman to install the set, the
actual work taking but a few minutes. And
these installations are very satisfactory from
the point of performance and once the customer
tunes in on an interesting program selling be-
comes much easier. “Most of our sales recently

8

being followed with success by

music houses of the character
of C. J. Heppe & Son. whose long experience
in selling music has particularly fitted them
with an understanding of the best methods to
be used in placing musical instruments in the
home. Dealers who have not tried outside sell-
ing to any extent would do well to give this
method a trial. It has proved its merit over a
long period of years.

Consolidate DeJur
and Amsco Corps.

Consolidation of the DeJur Products Co,
Inc,, and the Amsco Products Corp., both of
New York, has been announced. The name of
the new organization is the DeJur-Amsco Corp.
Quarters affording a total floor space in excess
of 40,000 square feet will be maintained in two
buildings, according to Ralph A. DeJur, presi-
dent of the new company. Approximately
20,000 square feet Wwill be devoted to the manu-
facture of variable condensers, and the remain-
ing space will be occupied in the manufacture
of power resistances, rheostats, variable resist-
ances and other radio parts. A new develop-
ment laboratory equipped with the latest con-
denser and resistance measuring devices will be
installed to augment the present equipment.

Succeeds Dodge Music Co.

The Dodge Music Co., Anacortes, \Vash..
closed out recently after thirty vears in busi-
ness. It is succeeded by the de Remer Music
House, of which H. L. de Remer is proprietor.
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Leading makers of r;dio sets rec-
ognize RCA Radiotrons as the
standard vacuum tubes for all
uses in both transmitting and
receiving instruments They
specify them for tests, initial
equipment and replacement.

Radiotrons are the heart of the receiving set. To maintain
fine reception, the vacaum tubes in pour sct should be re-
placed with new Radiotrons at least once a year. Do not
use new tubes with old. Best resules are obtained by
changing all cubes at one time.

RCA Radiotron

MADE RY THE MAKERS OF THE RADIOLA

ADIO CORPORATION NEW YORK CHICAGO + SAN FRANCISCO

AMERICA
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RCA LOUDSPEAKER 103—The famous 5 RCA LOUDSPEAKER 100A—O0uer three-
“100A" in a new dress. The speaker made $ quarters of a million of rbis type of RCA
a thing of beanty as well as wiility. Tapestr) - speakcr are now in use. Their sturdy con-
corered. A beantiful ornament thar will fir i itruction and uniformly fine performance have
into any scheme of decoration. .  $37.50 . made them the most popular of all repro-

ducers, . . . . . ~ EWES29
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RCA DE LUXE LOUDSPEAKER 105—A
super-reproducer of wonderful vange, tone fidelit)
and capacity. Operates from A.C. house cursent.
Will supply “B” and “C'' roltages for receiver
1o which it is attached. Beautifully designed
cabinet. . . . . . . ¢ O $350

The
BIGGEST SELLERS

RCA Loudspeakers are fast-moving mer-

chandise. Wherever radio sets are sold
—of whatever make—the public demand
1s for RCA reproducing instruments. They

are the biggest sellers because they have

Tl TRl

complctc national acceptance.

This sign marks 1he

leading dealer in RADIO CORPORATION OF AMERICA
every communily. NEW YORK CHICAGO SAN FRANCISCO




~ Sellin

o the lrade-in

Cable Piano Co. Limits the Number of Trade-ins
and Sells Them Through Classified Advertisements

DEAD-LINE—and classified advertising.
A What has a dead-line to do with classi-

fied advertising? And whav has either
a dead-line or classified advertising to do with
selling used radios?

Much, says J. E. Waldrop, manager of the
radio and phonograph department of the Cable
Piano Co., in Atlanta, Ga. For classified ad-
vertising is used by him to move radios over
the dead-line.

“One of the most serious troubles with which
the dealer in radios is faced,” says Mr. Wald-
rop, “is the accumulation of radios that have
been traded in. They occupy valuable space.
They require attention before they can be sold
to the public. They become obsolescent in a
surprisingly short time. And, unless the dealer
is constantly on his guard, he soon finds him-
self with twenty-five or thirty instruments that
he cannot dispose of and that he must break
up and burn to get rid of. The dealer has to
take enough loss on the radios he trades in
without wilfully adding to it by allowing his
instruments to accumulate.

“Therefore we have set a dead-line on the
number of used radios that we have in the shop.
That dead-line is ten instruments. As soon as
we get eleven machines, we start to move them
by concentrated sales effort.

“And the best way to do this, we have dis-
covered, is through classified advertising. We
select the best value among the radios which
we have accumulated during the week, and
groom it for the sale. We write an attractive
advertisement about it and insert it in the clas-

By J. H. Reed

sified advertising columns of the papers. And
this advertisement not only serves to dispose
of this instrument, but others as well. When
do we advertise? If our stock on hand is a
large one, we miay run an advertisement on
Tuesday and on Wednesday evening, again on
Friday evening, and finally on Saturday morn-
ing. We always advertise at least one instru-
ment on Friday evening aud Saturday morning.
Why? Because the class of people who pur-
chase used radios is those who are on a salary.
They get their money on Saturday morning.
Friday evening they are probably figuring on
ways and means of spending their money, and
if we reach them then with the item they want
—a real bargain in a used radio set—the
chances are that we will sell them before the
week is over.

“We never advertise more than one radio at
a time. It isn’t necessary. You see, the radio
we advertise serves as a leader. If a prospect
comes in who doesn’t particularly like it, we
have other radios at bargain prices that we
can show While if someone conies in
after the particular instrument has been sold,
we tell him that we are soiry, but we have
surae others that represent just as real values
and induce him to look at them. In this way
we not infrequently dispose of all the instru-
ments that have accumulated above the “dead-
line” but sell out all save one or two of these
that we had in stock.

“One classified ad does not cost much. DBut
if it is written in the proper manner and used
at the right time, it will sell surplus stock of

him.

radios over the week-end. Which radios are
easiest to sell? Combinations. We have nc
hesitancy in offering good trade-in values on
combination radios and phonographs, for, even
if the instrument is not an electrical one, it is
comparatively easy to equip it for electrical
current. We sell our traded-in combinations
almost as fast as we take them in.

“On the other hand, small battery-operated
sets arc the most difficult to dispose of. Even
in the rural districts the better class of farmers
live in town or have their own electric light
plants, so that they, too, demand direct plug-in
sets. So the only thing we can do is to allow
a low trade-in value and get what we can for
them, pricing them so that people of the most
moderate means can get them for their homes.

“The radio dealer can, if he will, control his
trade-in situation. In the first place, he can
refuse to take any instruments which he
knows he will not be able to re-sell, or else
place such a low value on them that he can
break them up or give them away. In the
second place, he can prevent the accumulation
of old traded-in sets by setting a dead-line at,
say, ten or ffteen sets, and getting busy on
the selling end if the number rises above this
point. And in the third place, he can utilize
the classified ad column to good advantage in
selling his used stock. Its cost is low and its
pulling power, when properly worded and used,
is astonishingly effective.”

A deal line—and classified advertising. They
form a combination that can be effectively used
in preventing the accumulation of trade-ins.

Victor F_breign-Domestic Catalog

Contains Wealth of Musical Gems

Many Dealers Are Unaware of the Sales Possibilities of the Records Made for the
Foreign Born—D. Des Foldes Writes Foot-notes for Bulletins Listing Records

Despite the fact that one of the greatest classes
of record buyers of the present day is that of
foreign-born residents many dealers have neg-
lected to solicit this business. It is a known
fact that the peoples of many European coun-
tries are far in advance of citizens of this coun-
try in musical appreciation, and this love of

music has been transmitted by them to their

children. Record manufacturers have recog-
nized the vast market which is represented by
the foreign born and are regularly releasing
records for their consumption. Nevertheless
many dealers have been loath to study the pos-
sibilities of encouraging this trade, with the re-
sult that the business naturally gravitates to
some competitor who is more alert and more
willing to make himself acquainted with the
wants of this type of record buyer.

A glance at a recent issue of a bulletin (No.
18) sent out on behalf of the foreign-domestic
series of records, issued by the Victor Talking
Machine Co., gives an idea of the wealth of
material available in this class of record. A
great number of dealers are no more aware
of these releases than they are of the releases
of some record company whose products they
do not carry, yet music is said to be the uni-
versal language and is an art which boundaries
of nations or languages do not limit.

The bulletin in question was sent out to Vic-

tor dealers last month and contained records
to be placed on sale on August 17. Foot-notes
with explanatory remarks regarding each rec-
ord were supplied by D. Des Foldes, head of
the foreign-domestic departmment. They in-
cluded: In the International Series a coupling
of two polkas, “Nava” and “Ha! Ha!” novelty
selections, especially suited for outdoor or
store-door playing and “Dreams of Schubert,”
a medley of popular Viennese waltz tunes,
timely because of the interest in the Schubert
Centennial now being celebrated all over the
world; in the Croatian-Serbian series, a comic
sketch, “The Divorce,” with a native orchestra
is featured. The foot-note to this release gives
the Jugoslav population of fourteen of the
larger cities in the United States, stating that
Chicago has 20,000 of this race with New York
housing 15,000 and Pittsburgh third with 12,-
000, giving an idea of the large market.

Other languages included in this bulletin are
Finnish, German, Greek, Jewish, Italian, Lithu-
anian, Polish, Swedish and Spanish-Mexican.
Naturally the records listed in cach instance
are intended primarily for the natives of the
countries mentioned, yet the greater majority
of these records could be played before an
audience of native-born music lovers and find
a ready market. Some years ago, well within the
memory of every dealer, a waltz record, “Cielito

9

Lindo” was issued as part of the Spanish
Mexican listing. After a time this record had
become so popular that practically every record
manufacturer released the selection played bw
a modern dance orchestra and as part of the
regular popular releases. This is one instance
of the sales that are possible of gems hidden
in the foreign language series.

Aside from the sales possibilities among the
entire record-buying population there are
enough foreign born and their descendants in
this country to insure a handsome profit by
selling these records only to those for whom
they were originally intended. There is scarcely
a talking machine dealer to-day in whose ter-
ritory there are nct some foreign born. As
the Victor bulletin points out, there are over
183,700 Lithuanians in eighteen of the principal
cities of the United States—Chicago being the
principal haven with over 87,000 of this race
making their homes there. Lithuanians are
good record customers, and for a dealer to
neglect the sales possibilities of this nationality
or of any nationality is to overlook a sure
source of profit.

Another angle, and onc that should not be
overlooked, is that to these people who still
speak the mother language of their countries
the talking machine is still the principal and,
in fact, only means of home entertainment,
whereas English-speaking people divide their
attention between the talking machine and
radio receiver. There are, it is true, some pro-
grams being broadcast in foreign languages,
but at best they are few and far betwecn, and
are concerned with but a few of the foreign
languages. Look over this Victor bulletin on
U. S. foreign records. Then study your mar-
ket, decide what records should be carried and
go after this extra record business with vicor
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Three moguls of the rails, crooning softly

in their terminal . .. symbols of tremendous

energy . .. but all their stored-up power means

nothing till the engineers release their throttles. So

with sales power . .. you have to USE it, to make it

mean anything. Dealers who have really investigated the

matter, know from pleasant experience that there is enormous
sales power behind

AUDACHROME

The Chromatic Reproducer

. but of what earthly use is this power, unless it is utilized! Even as your
show windows are very valuable to you when forcefully decorated, but quite
worthless empty . . . the best merchandising assistance in the world will
not help you unless you seize it and work it for all it is worth. AUDA-
CHROME is POWER. Dynamic, volume-producing SALES POWER . . .
waiting to help the music trade. USE this power. The season is ripe . . .
now, more than ever, is the time to get busy and make the most of the
mighty merchandising force embodied in this best of all reproducing in-
struments.

The AUDAK

565 Fifth Avenue,
“Creators of High Grade Electrical and




Must Be Used
Means Anvything

AUDACHROME

“The Standard by Which All
Others Are Judged and Valued”

Without AUDACHROME you can sell
a certain volume of records . .. that’s ad-
mitted. But our proposition is so much bigger! What AUDACHROME
offers you is the opportunity to sell more records, more reproducers, even
more higher priced talking machines. By the simple process of demonstrat-
ing to your public...with the AUDACHROME... how good a talking machine
performance really can be ... every dealer can awaken in his customers’ minds
and hearts a greater respect for the talking machine and the wonderful new

electrically cut records. This means an active desire . . . stimulated business

. which, after all, is the highest expression of SALES POWER!

As true as life itself. Faithful to the very echo,
ACCEPT NO IMITATIONS

Euery Audachrome and cvery reproducing every shade and demi-shade of mean-
other udaa tnstrumen ears
@ rotectie vanbeet ing in the composition. Interpreting chromatic

. i changes as realistically as did the original players!
This is AUDACHROME . . . the greatest single
constructive force that has come to the music
industry in years. Yes, here is power . . . SALES
POWER! Release the throttle and USE it!

AUDAK Reproducers Listing from $5.50 up

COMPANY

New York
Acoustical Apparatus for More Than 10 Years”



Price Specializes
in LLanguage

Records

Seattle Talking Machine Dealer Carries

Records mn Forty-two Languages

of conducting the only foreign record

booth in Seattle, and has been operating
it for nearly seven years. He is located in
the Seattle Pike Place MMarket and his booth is
the haven for record seekers from every land
Besides Mr. Price himself, the sales personnel
includes Mrs. William King. who efficiently
carries on the business during his absence, and
Earle Hatch.

Records, new or second-hand, classical or
sacred, in every language are available. The
counters are divided into partitions which are
each devoted to records from a certain country.
A card with the name of the country on it
helps to identify the records in each partition,
which taken in order, read something like this:
German, Suomalaisia, Scandinavia, Swedish,
Norske, Danish, Classical Imported Records,
Italian, Croatian, Serbian, Armenian, Russian,
Greek, Turkish, Polish, Ukrainian, Spanish,
Hungarian, Bethanian, Holland-Dutch, Rou-
manian, French, Welsh, Arabian-Serbian, Bel-
gium, Gaelic, etc., forty-two languages in all
being represented.

All domestic records are carried in Columbia,
Victor and Brunswick, and include everything
from old-time music to the very latest hits.
Complete catalogs are carried in all makes of
records. The stocks consist of every record

FRED P. PRICE has the unique distinction

that is made and every record that can possibly
be obtained in any foreign language. Four
average-sized hearing rooms are used.

“A big mail order business has been built
up and is very successfully carried on. Records
are shipped extensively throughout the terri-
tory west of the Rocky Mountains as well as
throughout the entire country. An occasional
shipment has been made to Australia, while it
is not at all unusual to ship them frequently to
the old country,” stated Price.

With regard to business conditions Mr.
Price declared: “Business is very good, and it
is good the entire year around. While most
dealers were not doing so well during July,
for us it was one of the best months that we
have ever had. We did nearly 30 per cent more
business at that time this year than we did
last year. There is nearly always a crowd buy-
ing records, and we have never seen a slack
time yet.”

Newspaper advertising is used in many of
the foreign papers. In local American papers,
ads are tied up with most of the Columbia,
Victor and Brunswick activities.

Radio station KVL is furnished with all of the

Where Fred Price Does a Large Foreign Record Business

record music used by that station from Mr.
Price’s booth. At all odd times these records
are used to fill in during the various broad-
casts and sometimes for two- and three-hour
periods during the day nothing but such records
are played.

Although Price specializes in records he does
sell an occasional phonograph. He handles the
Victor, Columbia and Brunswick lines.

Okay Shop Opens Branch

The Okay Radio Shop, \Washington, D. C,,
recently opened a branch store in the Trans-
portation Building, Seventeenth and H streets,
N. W, where a complete line of radio products,
including the Crosley and Freshman lines of
radio receiving sets, will be carried.

Sells Radiolas to Hotel

BristoL, Va., September 4—The Bristol Radio
Co., Inc., of this city, recently installed several
models of Radiola 17 in the Hotel Bristol.
Every room in the hotel has radio service.

— e i |

MNaster <-)fMovable Musie

handle handles it°

Quality Portable
Modern

| Other Outing Portables at
$12. $15. $17.50 $20. $25.
Five Styles — Five Prices

Write direct or ask your jobber

NEW YORK ALBUM & CARD CO., Inc.

Established 1907

64-68 Wooster Street, New York

FLYER
ew 1929 Model

Exclusive
Up-to-date

IT WILL PAY YOU TO LOOK AT THIS
NEW WONDER MACHINE

Remarkable Value
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" Counter Balance
Pick-Up Arms
Designed Specifically for Electric Pick-Ups

ITH THE INCREASING POPULARITY of electric reproductions, Manufacturers have
asked for an arm especially constructed to counter balance the weight of the pick-up,
yet of attractive lines combined with good quality of design and finish. Oro-Tone

now offers you these new Counter-Balanced Arms designed exclusively for this purpose.

The new Model 19V -88C (with throw-back) is designed particularly to accommodate
any pick-up fitting at right angles to tone-arm. The new Model 16Y2 is the correct
arm for use with a pick-up which requires a mounting against the back of the
case. These arms exactly meet the requirements of each type of mounting

and hold the pick-up in proper playing position.

These new models have distinctive Oro - Tone features and are constructed
to meet all the needs of pick-up service.

The needle point is correctly centered in relation to the pivot. Each
arm is equipped with a Counter-Balance which properly distrib-
utes the weight of the pick-up, giving exactly the right pressure

The Model 16V, is
the correct arm for
use with the pick-up
designed for mount-
ing against the back
of the case. Note
special Counter-Bal-
ance features.

at contact point of needle and record. A distinctive Oro-Tone
feature! Cast of selected metal alloys, and built entirely
in the Oro-Tone plant ---these new products have all
the built-in guaranted Oro - Tone quality. Manufac-
turers, Jobbers, and Dealers, have long awaited this
announcement. Samples gladly sent upon request
. . wire or write for details!

The standard Oro-Tone arms J-1,
H-1, or M-1 may also be equipped
with the Oro-Tone Counter-

The Model 19V;—
88C is designed par-
ticularly to accom-
modate a pick-up
fitted with a mount-
me bracket on the
side. Note special

Counter-Balance fea-
ture.

Balance. Samples submitted \
promptly. —
=
2
R/
. (/ MODEL
MODEL 191,—88C
161, \ Patent Penlding

e
», S :
NG 1000-1010 QUALITY FIRST GEORGE ST.
N CHICAGO, ILL. ‘
NN e e ————— )
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Clark Music Co. Has
Annual Radio Show

Third Annual Showing of New Models
Held August 20 to 25—Four-Page News-
paper Radio Section Used

Syracuse, N. Y., September 4—For the third
wuccessive year the Clark Music Co., of this
city, staged a radio show where complete ex-
hibits of the radio lines carried by the establish-
ment were displayed to the public. The exposi-
tion started on August 20 and continued until
Saturday, August 25, during which time crowds
of interested prospects visited the store and
many sales were made.

A four-page Clark radio section appeared in

The Talking Machine World, New York, September, 1928

the Syracuse Journal on Monday, August 20.
This section created a great amount of atten-
tion and was responsible in a large degree for
the splendid business which resulted from the
show. As one member of the Clark firm put it,
“the best proof perhaps that the radio section
registered is the fact that dozens of customers
came into the store with copies of the section in
their hands.”

The four newspaper pages were devoted to a
series of interesting articles regarding the de-
velopment of radio, news of the Clark establish-
ment, photographs of the store executives and
views of the stores and advertisements of the
different lines carried, which include: Kolster,
Fada, Freshman, Radiola and Atwater Kent re-
ceivers, Simonds cabinets and Sylvania tubes.
These shows have proved of marked value as
an aid to sales.

Federal Radio Corp.
Names New Jobbers

Thomas H. Peacock has been appointed
wholesaler for Federal Ortho-sonic Radio in
the Canadian territory of Calgary and Edmon-
ton, in the province of Alberta. Other whole-
saler appointments recently announced by Ken-
neth E. Reed, sales manager of the Federal
Radio Corp., Buffalo, N. Y., are Swanson Elec-
tric & Mfg. Co., Evansville, Ind.; Brown & Seh-
ler Co.; Grand Rapids, Mich.; Sterling Electric
Co., Minneapolis, Minn, and the Fort Smith
Radio Co., Fort Smith, Ark.

A new radio store has been opened in the
Park Plaza apartment building, Larchmont,
N. Y, by R. L. Durrell.

Two Sales IVinning Styles of Record Albums

Peerless Artkraft Album

Beautiful Gold-embossed Cover—Heavy Brown Kraft Pockets

Peerless Loose Leaf Album

Removable Pockets for Records

PEERLESS ALBUM CO.

PHIL. RAVIS, Preosident

636-638 BROADWAY, NEW YORK

Peeriess Scores Again

This time with the only
portable equipped with a
double spring motor list-

ing at $20.

This TRX-two-spring mo-
tor was formerly used in
a nationally advertised
machine listing at $35
and $50.

Plays three records with
one winding.

Highly decorated record
box in colors.

Full size piano hinge.

S shaped tone-arm and
Add-A-Tone reproducer.

Strong nickel plated hard-
ware.

Heavy DuPont Fabrikoid
with contrasting border
effects.

DEALERS AND JOBBERS: Our trade
discount on the Peerless Champion will
surprise you. Write for samples and
quotations.

Our complete line includes the Peerless
Vanity in four colors, $12.50 list; Peer-
less Junior 815 list; Peerless Master-

Phonic 825 list.
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The CountryApproves
Zenith Automatic!

See ZENITH
Automatic Display

Fifth Annual Radio
World’s Fair

New Madison Square
Garden, New York

September 17th to 22nd

Inclusive

BOOTHS 1 and 3
SECTION J—ARENA

30 Models—3 different circuits—6,

8 and 10 Tubes including De Luxe,

Automatic and Phonograph Models

—with or without loop or antenna

—battery or fully electric—$100
to $2,500

License d only for Radio amateur, experimental
and broadcast reception. Western United States
prices slightly higher

2

¥
5

=>LONG DISTANCE(-

ADE MARMK

The way in which the public is swing-
ing to Zenith Automatic Radio more
than fulfills our prophecy. At the
R. M. A. Show we said that Automatic
Radio would be the biggest sensation
of the season. And right now the
demand has dwarfed the generous
production schedule we laid out for
the Automatic Models. Zenith dealers
have this feature EXCLUSIVELY—
Automatic Tuning has tapped a
golden stream of profits for the sell-

ers of Zenith Radio.

EG

RADIO

3620 Iron Street CHICAGO

‘*Automatic Radio’’ Owned and Controlled by The Zenith Radio Corp., Chicago, U. S. A., under the following patents—Vaasselli 1581145, Re-issue 17002,
Heath 1638734, Canada 264391, Gt. Britain 257138, France 607436, Belgium 331166. Also under Marvin and other U. S. and foreign patents pending.

WORLD’S LARGEST MANUFACTURERS OF HIGH GRADE RADIO




Exhibits to Get Prospects

Exhibiting at Various Shows and Expositions
Has Proved Successful for Werley Music House

URING thz Autumn months, when busi-
D ness begins to ascend after the custo-
mary Summer cycle of sluggishness, the
Werley Music House, of 28 North Sixth street,

YiSIT SUR

RADIQ DEPT

By D. Allen DeLong

rented for the week’s duration of the exhibit.
One of these always finds the Werley Music
House represented with an exhibit.

While the booth space is necessarily small,

One of Many Exhibits Staged

Allentown, Pa., and branches in Palmerton and
Nazareth, Pa., begins to work upon develop-
ment of a prospect list for its salesmen during
the Autumn and \Winter.

After many years of haphazardly collecting
these lists from the marriage license records,
graduation rosters, and general house-to-house
work, the firm has hit upon the solution of its
problem by co-operating in the annual busi-
ness shows which are conducted in almost every
American community at various periods of the
year. They secure thereby a list of possible
customers sufficient to carry them through a
full Winter’s activities.

There are shows of various kinds, such as a
radio show, and a general good business show,
conducted annually in Allentown Booths are

by the Werley Music House

and the opportunities for adequate decoratioun
somewhat Limited, the Werley store creates an
effective atmosphere by the use of a red velvet
backdrop, which hides the unsightliness of the
plain booth wall, and sets off the fine mahog-
auny of talking machine cabinets, etc. Here
they have models playing all day long, attract-
ing by actual demonstration passersby who
long for music in their homes. There are men
always at hand to explain the mechanics of
their products and to demonstrate in any pos-
sible way the merits of the line.

In a courteous manner, and without forcing,
the salesmen readily can judge whether or not
these people are interested enough to follow
up. Many times the actual sale is made on
the floor direct. Often a demonstration at the

Get In On These
RADIO PROFITS

| WITH 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
| tormer talking machine buyers.

Dulce-T one 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 vclume, the beauti-
, ful clear tone that only Dulce-Tone and a
talking machine can give.

THE GENERAL INDUSTRIES CoO.
Dulce-Tone Division
Formerly named
THE GENERAL PHONOGRAPH MFG. Co.
Elyria, Ohio

L e~

Fully guaranteed

i Fits any radio |
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home, or a trial, is asked. Others do not com-
mit themselves, but do offer for the clever sales-
man an opening which he can follow later.

The advantage of the exposition is to bring
a concentration of people into one spot. While
only a certain percentage of passersby at the
store may pause to look, practically cvcryone
must see what the Werley store has to offer
in the booth, for they have come to the ex-
position for this purpose.

Therefore, the firm gets direct results to a
large gathering. Usually, during the week of
the exhibit, thecy have made fifty or more sales,
and possess a list of from 300 to 500 people
who are interested. The nominal fee required
for space in such an affair unquestionably
makes it one of the most profitable mediums in
the merchant’s yearly calendar.

Phonograph Records
in Safety Campaign

Portable Phonographs and Records to Play
an Important Part in Industrial Safety
Drive in Quebec

MonTreaL, CANADA, September 5.—Gramophone
records made especially for the purpose will be
employed by Industrial Section of the Province
of Quebec Safety League for the further exten-
sion of its campaign for accident prevention
among workimen, according to the latest bulle-
tin of this organization. Arthur Gaboury, sec-
retary-general to the league, outlined the par-
ticular purpose and working methods of this
scheme. First of all, he reiterated, the league
seeks the prevention of accidents through the
education of the public.

Mr. Gaboury explains it thus. The industrial
section has a membership of 549 employers,
including practically all the largest industrial
and utility firms of the province. These com-
panies at present have the service of the league
for accident prevention among their employes.
Until now this service has been chiefly in the
form of literature.

The industrial section believes, however, that
its program is not adequate, or at least is not
bearing the results that are possible and within
the range of its function, it was stated. Very
soon the “portable noon-hour speaker,” as Mr.
Gaboury terms it, is to be installed in the
plants and shops of the members of the indus-
trial section. The “speaker” will be in the
form of a gramophone, and monthly records
giving “good punchy safety talks” by an official
of the league for the benefit of employes will
be utilized in this service. All subjects regard-
ing accident prevention of local interest will be
dealt with on these records each month The
proposal i1s to use these in each plant at the
noon hour wlhen the employes are having lunch
and when they have time to listen.

Represents Fada in Indiana

A. C. Stevens has been appointed to represent
[Fada Radio in northern Indiana. Mr. Stevens
is well known to the trade in this territory,
and will operate from the Chicago headquar-
ters of F. A. D Andrea, Inc. L. E. Holcombe
has been transferred from the Indiana terri-
tory to Chicago, where he is now covering the
west side and the Loop district.

The Wedel Co, 520 Second avenue, Seattle,
Wash, carrying a complete line of radio prod-
ucts is building a large mail-order business.
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“like life itself”

COLUMBIA
RADIO

. a9 embodies the latest developments of
,‘kll,"\;}:: L)
g the art. (It is founded on 40 years’

progressive development concen-

trated upon the science of sound

3';53}3:4

il reproduction. ([ No other radio has

so brilliant a background.

Details of new Columbiaradioon followmg pages
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represents the most modern scientific development of the great Columbia and

Kolster Laboratories—as proven as
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MODEL

-
Ly

Cel —LIST PRICE: S140.00. I'rice weat of Rochr
Mountains . .. 8143.00. CABINET: Height, 1213"— Width, 24" — Depth,
1515”. Artistic in design,of walnut veneer, Dial board of figured butt walnut
veneer —a piecc of fine furnitnre. RADIO SET: A. C., three stages of tuned
radio frequency and one detector. Single tuning eontrol, variable conden«er
bank and rotating illuminated dial easily read through opening in the front
panel. Instrument operates on ordinary house current of 110 volts, 60
eycles, alternating cnrrent, no hatteries required; simply ping in. This set
ia supplied also for use with D. C, current. The amplifier, power pack and
radio sct use the following tnbes: 1.CX-371A or UX.171A; 4.CX.326 or
UX-226; 1-CX-327 or UX-227; 1-CX-380 or UX-280. Tnbes are extrs.
FINISH: The ornamental dial escuicheon is oxidized, antique hronze. The

cahinet hardware is gnn-metal finish. A jack is providedeotbatthe amplificr
may he used for the reproduction of phonof.aph records.

the pyramids, as modern as tomorrow.
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MODEL C-2—NLIST PRICE: S160.00. Price weet of Rocky
Mountains same. CABINET: Heigbt ll,s”—“'idlh. 253''==Depth, 1414".
Art Moderne design of Oriental walant veneer, high lighted, with antiqned
ivory white and ehonized mouldinge making a piece of very fine furnitare-
RADIO SET: A. C., four etages of radio freqnency and one deteetor. Single
tuning eontrol, variable condenser hank and rotating illnominating dial.
Easily read through opening in the front panel, Instrument operates on
the ordinary house carrent of 110 volts, 60 eycles, alternating current—
no hatteries required ; simply plog in. The amplifier, power pack and radio
set nse the following tnbes: 1.CX.371 or UX-171A;5-CX-326 or UNX-226;
1.CX-327 or UX.227: 1.CX-380 or UX.280. Tobea are extra. FINISH: The
ornsmental dial escntebeon ie oxidized antique hronze. The cabinet hard.

ware is gun-metal finish. A jack iv provided so that the amplifier may be nsed
for the reproduction of phonograph records.

MODEL -3

LIST PRICE %200.00

Price west of Rocky Mountains ... 8220.00

CABINET: Height. 45-13/16"; Width, 2115'; Deptb, 16”. High-hoy —
enrly English design, walant finished, using a striped walnut veneer. The
lines of the case are straight and of simple ebaracter, making a very effee-
tive ensemble. The instrument panel and speakerare located hack of the
swinging doors and are of straight lines, in complete harmony with the
halance of the esse. RADIO SET: This Coluinbia Radio set consists of thrce
stages of radie frequeney and one detector. Radio signals are received
through the three stages of radio frequency and tuned by means of a ringle
tnning control operating a variable condenser lank and rotating an illumi-
nated dial. This dial is easily read tbrough an opening in the frent panel.
Built in loud speakergivestypical Columbiareproduction — “likelifeitself.”
The instrument operates on the ordinary hou-e current of 110 volte. 60
eyeles, alternating eurrent, no hatteries required: simply plug in. This sctis
supplied also for nse with D. C. current. The Columbia amplifier, power

pack and radio set use the following tuhes: —1-CX-371A or UN-1714A:
4-CX-326 or UX-226; 1-CX-327 or UX.2

27; 1:€X.380 or UX-280. These
are not included in the list priee of the set. FIN1SH: The ornamental dial
escutchcon is oxidized antique hronze.

The cabinet hardware is gun-
metal finish. A jaek i« provided so that the amplifier may be used for tbe
reproduction of pbonograpb records.
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Take the sales static out of your radio business. Tune¢ in on con-

sumer reception and sales volume with these 5 Columbia Radio Sets.

© MODEL C-4 List Price £25%3.00
Price west of Rocky Mountains . . . $300.00

CABINET: lleight,47";Width, 23’ Depth, 16”. lligh-boys~—moderu
English period, walnut finished, front and dial hoard of figured hutt
walnut, a piece of fine furniture.

RADIO SET: This Columbia Radio set eonsiata of four stagesof radio
frequency and one detector. Radio signals are received through the
lour ntages of radio frequency and tuned by meana of a single tnning
control operating a variable condenser hank and rotating an illumi.
nated dial. This dial is easily read through an epening in the front
panel. Built in dynamic lond speaker gives typical Columhia repro-
daction —-+like life itself”. The instrument operates on the ordinary
bousre current of 110 volts, 60 eycles, alternating current, no hat-
teries required; simply plug in. The Columhia amplier, power pack
and radio set use the following tuhea:

1—CX-371A or UX-171A; 53 —CX-326 or UX-226; 1— €X-327
or UX.227; 1-—CX-380 or UX-280 and 1-—CX-381 or UX.281.
‘These arc not included in the list price of the sact.

FINISII: The ornamental dial escutcheon is oxidized antique bronze.
The cabinet hardware i« gun-metal finish. A jack is provided so that
the amplifier may he used for the reproductionof phonograph records.

MODEL ¢-5 List Price £330.00
Price west of Rocky Mountains . . . 2375.00

CABINET : Ilcight, 18”5 Width, 24'/; Depth, 19", ligh-hoy type Eng-
lish 18th Century, walnut finished. A pleasing example of the cabinet
maker’s art, haod-carved veneered with finest hutt walnuts,

Y
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RADIO SET: This Columhia Radie set consists of four stagze<of radio
frequency und onc detector. Radio signals are received through the
four stages of radio frequency and tuned by means of asingle tuning

SR

4

£,

} control oprerating a variable condenser hank awl rotating an illumi.
- nated Jdial in conjunction with it. This dial is eanily read throngh an
o opening in the front panel. A built in dynamie lond speaker with

power amplification makes the set capable of delivering tremendous
volume while still retaining Columbia’s life-like reprodnrviion. The
instrument operates on the ordinary house eurrent of 110 volts, 60
eycles, alternating enrrent, ne hatteriesrequired: simply plug in. The
Columbiaamplifier, power pack and radio set n«e the following tulies:

1—CX-310 or UX:210; 5 —CX.326 or UNX-226; 1 —CX-327 or
UX-227; 2—CX-381 or UX-281. Thesr arc not inclided in the list

price of the set,

FINISII: The ornamental dial escutchcon is oxidized antique bronze.
‘The cabinet hardware is gun.metal finish. A jack is provided 3o that
the amplifier may be naed for the reproduction of phonograpbrecords.
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Electric Reproducing Phonographs
and Radio Combinations

These instruments represent the ultimate in I{adio-Ph(mograph co-ordination.

S

From the standpoiut of sheer artistry and refined heauty, they are beyond

st
73t

compare—worthy to take their place in the most carefully appointed home.
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COLUMBIA - KOLSTER VIVA-TONAL COLUMBIA - KROLSTER VIVA-TONAL ¥ f‘u

The Electric Reproducing Phonograph The Elcetric Reproducing Phonograph
“like life itself” “like life itself™
Model 930 List Price £375.00 Moclel 901 i List Price 3475.00
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COLUMBIA ELECTRIC VIVA-TONAL
and
KOLSTER RADIO COMBINATION
~like life itself™
Model 960 List Price $600.00

The completeness of the Colimbia line: Phonographs, Reeords, Radios, Radio and
Phonograph Combinations.and Electriec Reprod ueing leuographs—uud their perfec-

tion. offer progressive dealers the opportunity ufmakiug real and continuous money.

Columbia Phonograph Company, 1819 Broadway, New York City

Canada: Columbia Plhonograph Company. Lid., Toronto it

Schubert Week, Back 1o Melody. Nov. 18-25. Organized by Columbia Phouograph Cmnp‘g.m_y




Customers 4- Salesmen

Harry Leonard, of Abilene, Kan., Authorizes His
Customers to Act as Sales Agents on Commission

act as sales agents enabled Harry

Leonard, Abilene, Kan, to dispose of
about 130 radio sets in a few months’ time.
This is a good sales volume for a country town
store with limited patronage.

“l aim to keep my customers working in
the interests of my radio business,” he re-
marked, when interviewed. “About 60 per cent
of my customers become part time salesmen.
They sell on a percentage basis, and pay their
own expenses. The secret of success in this
method of distributing radio sets is to choose
the right type of customers to act as part time
agents. A number of my part time salesmen
are high school students, who are favorably
known and liked by their associates.

“I sold a radio set to a farmer, and his boy
appeared to have the making of a salesman, so
I appointed him as agent in his locality. Within
a short time he had sold fifteen sets, and was
in touch with several good prospects. Then 1
interested a railroad man in my proposition,
and he made a good volume of sales. A young
barber purchased a set, and believed he could
find a number of buyers among his patrons, so
I told him to go ahead and boost business. It
didn’t take him long to sell ten outfits.

“It is easy to see that the plan of having a
number of zealous agents selling on a commis-
sion basis is bound to boost volume at a rapid
rate. I need a number of part time salesmen,
because my territory is so extensive. I cannot
depend solely upon the patronage of Abilene

THE plan of authorizing his custoiners to

By Clement W hite

people, as the town has only about 3,500 people,
and competition is keen, so I aim to work the
rural districts intensively. 1 have secured a
lot of profitable business from farm folks, and
from the small towns in the vicinity of Abilene.

“The fact that I have turned my stock once
a week for several weeks in succession proves
the soundness of this sales plan. I aim to
feature a good representative stock. Medium
priced outfits are best sellers in my territory.
I handle the big deals myself; I have scld sev-
eral expensive outfits, and expect to land more
of these profitable orders.

“I don’t allow competition to interfere with
my sales activities. Through aggressive can-
vassing and demonstration I sold high-priced
sets to six parties who were considering the
purchase of other makes of radio when I first
got in touch with them. I strictly avoid price-
cutting sales, as I think price-cutting is detri-
mental to a profitable business. The potential
demand for quality radio is adequate to insure
a profitable business provided intensive sales
methods are followed.

“l do not maintain a regular service depart-
ment, as I find it advisable to pass service work
on to a specialist. After installing a radio set,
I make one free service trip, then, if I receive
another call from the customer, 1 recommend a
man who devotes his entire time to this work.
My policy of selling quality radio cuts down
the number of service calls to the minimum.”

House-to-house canvassing is the most suc-
cessful sales aid used by Mr. Leonard, and all

of his part time salesmen are equally enthu
siastic regarding this method of getting in
touch with live prospects.

“] do some newspaper advertising, and keep
my stock attractively displayed,” remarked Mr.
Leonard. “But if I depended solely upon ad-
vertising aud display for boosting sales I would
lose a lot of profitable business. When I am
ready to work a new portion of my territory,
1 concentrate my efforts upon winning an
order from a prospect who has the making of
a salesman. After selling him, I show him
how he can add to his income by soliciting
orders from his friends. As a rule, little per-
suasion is required to induce an enthusiastic
customer to become a part time salesman. One
reason my part time salesmen have such sue-
cess at closing deals is due to théir enthusiasm,
which has cumulative effect in awakening in-
terest in the minds of the friends they inter-
view. \When a customer is thoroughly sold on
the merits of his radio, he is glad to make
special effort to point out its superior features
to his acquaintances.

“There is no doubt in my mind regarding
the need of aggressive sales methods on the

part of any one who features radio. I know
of no other line of merchandise which is so
receptive to lively selling campaigns. On the

other hand, lack of aggressive sales methods
reduces sales to a level where the business
doesn’t pay a profit. 1 am in favor of the plan
of having a number of zealous part time sales-
men on the job.”

SELL SYMPHONIC

For those who want the finest reproducer that
can be made, we present the Low-Loss Sym-
phonic Reproducer, the result of the most pains-

ng experiments and trials. Exquisitely made,
it is encased in a2 handsome bronze fimished
housing, with nickel or gold plated centerpiece.

LOW (LOSS
Yapaonic
HONDERAPH REPROCUCER

LIST PRICE
Nickel Plated $1000

Gold Plated . . $1200
(Slightly bigher west of the Rockies)

This is the $8.00 number that has been so popu-
lar with phonograph dealers everywhere. A won-
derful reproducer whose performance is so un-
usual that it sells immediately on demonstration.

plate. A great seller.

LIST PRICE
Nickel Plated
Gold Plated

A remarkable reproducer at a remarkable price.
Beautifully finished in polished nickel or gold

verture

PHONOGRAPH REPRODUCER

MADE BY_SYMPHONIC

(Stightly bigher west of the Rockies)

An acoustical gem in a
magnificent setting —

mphonic

PHONOGRAPH REPRODUCER
LIST PRICE

Nickel Plated .

Gold Plated .
(Slightly higher west of the Rockies)

-

$ 800
$1000

370 SEVENTH AVE.

Each Symphonic and
Low-Loss Reproducer is
beautifully encased in a
gold embossed silken
container commanding
attention and bespeak-

ing its quality.

Pioneers and Leaders
in the Independent
Repreoducer Industry

17

.- 8500
$700

SYMPHONIC SALES CORPORATION

NEW YORK
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NEW and instantly popular group of radio electric phonograph
accessories that is taking the country by storm. These items
afford the finest record rendition available at any price. They strike a
new note in accessories for the live dealer who finds accessory sales ever
decreasing, because of the growth of self contained sets. Every radio
customer is a prospect for the new day electric record reproduction.

PACENT
ELECTROVOX

~radio-electric phonograph
reproduction at its best

$75.00

without cabinet $60-%

‘X COMPLETE electric phonograph when
attached to radio which provides aston-

ishingly natural and beautiful tone quality—the
tone and volume equivalent to the high priced
instruments. Easy to install. Switches instantly
from radio to phonograph without removing
tube. Encased in beautiful walnut cabinet. Uses
Pacent silent induction electric motor requir-
ing no winding. Demonstrate it to your radio
set customers.
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IRST in the field, the new model
Phonovox, THE electric pickup is
fully justifying its leadership. A popu-
L lar priced piece of merchandise that
has a tremendous appeal to every radio

and phonograph owner. Here are sales

that are easy to make; just demonstrate

it to your set and phonograph
customers.

NDUCTION TYPE which means no

brushes, no sparking, long wearing.
Absolutely silent. Nothing to get out
of order. The most scientifically engin-
cered phonograph motor on the market.

These trouble proof Pacent accessories

will build you quick, profitable business.

Write or see your jobber today. Get

samples and information — but — DO
IT NOW.

Attractively cartoned in
a compact and colorful
display container—ideal
for counter use.

OMING right on the crest of the biggest wave of radio phono-

graph popularity the industry has ever known—these Pacent
accessories—recognized for quality by the name—are receiving tre-
mendous public approval.

They are within the price range of everyone—appeal instantly—
and sell easier than any similar type merchandise in your experience.

ELECTROVOX  PHONOVOX . PHONOMOTOR

The Modern Music Reproducer The Electric Pickup The Silent Induction Motor

PACENT ELECTRIC COMPANY, Inc.

91 SEVENTH AVENUE . . NEW YORK CITY

Pioneers in Radio and Electric Reproduction for Over 20 Years

Manufacturing Licensee for Great Britain and Ireland, Igranic Electric Co., Ltd., Bedford, England

19



BUILDING
an Ad

HARACTER

«Melodie-Mae” Has Proved
an Excellent Saleswoman

for Ripper Shop

By Roy George

made a real success under the manage-

ment of George Ripper, mainly because
his first big interest is in business; but he has
had an unusual support in the person of Mrs.
George Ripper, who has made her first big in-
terest—NMusic.

“Melodie-Mae” is a real live character in
the Salt River Valley, and her bright, chatty
letters to the folks are read with interest as
they appear in the local press every week, and
result in a very definite volume of business
coming to the Brunswick Shop. The character
is the creation of Mrs. Ripper, and, more than
that, is Mrs. Ripper. Her interest in music is
unmistakable any time you happen to talk
with her, and it is the good fortune of the
customers and of the shop that she is able to
kindle something of this same enthusiasm in
the people she comes in contact with.

“The idea of the Melodie-Mae letters came to
me in the night,” says Mrs. Ripper, “as so
many things do. That’s when I plan my win-
dow trimming and special sales efforts of every

THE Brunswick Shop, Phoenix, Ariz., has

~MELODIE-MAE MELODIE.-MAE

the record girl says, | | ;1. d ot

Dear Folks: record girl says |
“Here comes the Hello, Folks;_

bride!" LOTS of ’em, Now I AM excited for |

am going to pet to see
You in person this very
afternoon, for of COURSE,
you are going to attend
Miss  Scrivner's cooking

and today is the LAST
day you can buy hers
that adorable little
Panatrope, 6 records

and a bridge lamp for school at Smith’s Appli.
$104.50. Only $8.50 (f3ance Shop, 337 West
down and $8.48 a Van Buren St, beginning
month. It will be [!oday at 1:30 p. m. You

knqw everything worth
whlle. is being done by
c_lectnc:'ty these days, and
since “‘man’s heart js in
his stomach,” cooking s
one of the main essen-
tials.  What would our
grandmothers say if they
were to be invited to at.
tend an “electric” cook-
Ing school? [']] pet they
wouldn’t come for fear
of being “shocked.” Now
M stands for meals (quite
‘mportant), but it ALSO

something entirely dif-
ferent from the usual
run of gifts, and a last-
ing one of joy and
pleasure for the new
couple in their new
home.

Now that Old Sol is
warming up the Gold
Spot we are going to
need something to pep
us up, and ‘“‘we’ve got

MELODIE MAE

The Record Girl
Says:

Dear Folks:

“Something
and something dif-
ferent”’! That’s what
most folks are look-
ing for, and we
HAVE it, just in time
for your vacation too.
I'll dare to say it is
the best in town for
the money, a brand
new portable JUST
put on the market.
This outshines ANY
we have EVER had
before, Has a brand
new tone-arm and re-
producer and 3% feet
of horn (in a PORT-
ABLE, imagine!) Re-

Il the record girl says:

new,

gate looking for my let-

,spending our evenings in-

MELODIE-MAE

Dcar Folks:

] see you are out at the

ter and | wouldn’t dis-

appoint you .for the
world.

Suminer is about to
give way to Autumn,

with her colors of brown
and gold, and it will nof
he long until we will be

doors again, and then
what will we turn to for
our recreation?

Now, I'm going to
make a suggestion. I
have told you many times
of the advantages of the
Panatrope. Its amazing
syccess is due to the fact

that. it is new i rin-
W

ct st

IT”  An UNUSUAL | a7 )
s music, d | produc 11 the bass
dandy 2 that QERTAINLY il 70 S o
Newspaper Column Conducted by “Melodie-Mae” That Is Widely Read
kind. After I got the character in mind, the column of very

writing of the letters was easy. I just let
‘Melodie-Mae’ hold the pen.”

The chatty letters with the cartoon of “Mel-
odie-Mae"” sitting at her harp have been widely
read and favorably received from the first, and
their pulling power has been constantly evident.
Customers quote from the letters and even
come into the shop with the advertisement in
their hands to ask about something that is
mentioned in a conversational way.

Two very definite instances, that show some-
thing of the psychology of advertising, effected
complete sales clean-ups without any of the
usual display advertising and in spite of the
fact that the announcements were made with
apparent casualness in a single paragraph of
the letters where they were buried under a

Popular Radio

Accessories

ELECTRAD
CERTIFIED
LEAD-IN

Another orofitable Electrad
item because of its convenience
and “short.¢ircuit-proof’” con.
struction. Fits under locked
windows or doors. Bends any
shape. Triple - ply, water-
proofed insulation 10 inches
long. List 25¢ each.

Listed by Na- W

tional Board
of Fire

Underwriters

4 ELECTRAD
LAMP
SOCKET

ANTENNA

A fast selling radio accessory
because it does away with
roof aerials and risk of
lightning—makes every socket
an aeriaj—is simple, efficient—
? uses no current and absoclutely
SAFE. List $1.00 each.

Write for dealer proposition and full information.
Dept. G-6, 175 Varick Street, New York

ELECTRADx
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interesting musical chatter.

One of these referred in an offhand way to
an exceptionally attractive merchandising tie-
up of a small Panatrope, a bridge lamp, and
a group of selected records. The single refer-
ence was sufficient to create an active demand.
Another example, of a more lasting nature, was
the announcement of a record exchange and
the appeal was made on the basis of house-
cleaning. Something in that appeal started the
line coming and it has continued ever since.

Two things make these letters go: They sug-
gest music and they create atmosphere. The
atmosphere created is.the atmosphere of the
home and Mrs. Ripper has the happy faculty
of running in a single line about the weathe:
or the breakfast table that just naturally catches
her readers where they are; and from there
she soon takes them to where she wants them,
and that’s the Brunswick Shop.

A good example of Mrs. Ripper's special
publicity campaigns was displayed at the an-
nual Electric Cooking School conducted by one
of the local newspapers. The Brunswick Shop
secured the exclusive privilege of making a dis-
play, and for five days Mrs. Ripper conducted
a musical program of from thirty to forty
minutes in the presence of from 1,400 to 1,500
of the leading women of the community, and
so well did she manage the concerts that they
were featured in the news reports.

An attractive booth was arranged at the front
of the hall for a general display, and, in addi-
tion, five big Panatropes were placed in differ-
ent parts of the hall in a general hook-up with
the microphone of the speakers’ platform.

At the opening of each program \rs. Ripper
appeared in person and outlined the group of
records she had selected for their entertain-
ment, calling their critical attention to the very
great advances that have been made in the
methods of recording and reproducing the very
finest things musically. Her personality gave
the concerts all the color of an artist’s presence
and she was careful to direct the critical appre-
ciation of her auditors to the products of the
Brunswick Shop. Among her ingeniously con-
trived programs was one patterned after the
manner of a radio program, announced as com-
ing from station Music, “Melodie-Mae” an-
nouncing, and her recipe for music “served to
a turn” on five Panatropes was published
among the many recipes carried away from the
cooking school.
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TO THE

Built of two-
toned walnut. Di-
mensions, 44 inches
high—36 inches wide.
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EW specifications for the chassis of the Splitdorf

COMO model offer outstanding sales and profit
opportunities. Read this description. You will recog-
nize the COMO’'S remarkable merchandise values—its
strong, compelling sales appeal.

A perfect piece of cabinetry, following the beautiful
lines of an Italian credenza. Fluted pillars with poly-
chrome caps flank the sides. Built of satiny two-tone
walnut.

Chassis contains the Splitdorf DUPLEX Receiver,
Senior amplifier with tivo “250™ tubes and double
dynamic loud speaker reproducer. Needless to say,
with this tremendous power, the tone quality of The
Como is absolutely unsurpassed. Its volumeis sufficient

to fill an auditorium, either when operated as a radio
receiver or when reproducing phonograph records.

Eye Appeal, Ear Appeal, Price Appeal, all combine
to make the Splitdorf COMO commanding value in
- C Al ~  today’s radio market.

: List Price, for A. C. Oper- $490
ation, without tubes—

Ten Other Models from 38135 to $850

Do you know

the facts about
Splitdorf’s amas-
ingly liberal discounts?
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tails and terri-
torial protection.

SPLITDORF RADIO CORPORATION Subsidiary . . . Splitdorf-Bethlehem Electrical Co., NEWARK, NEW JERSEY
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VAl Somine
Town !

coming! . . . coming! . . . COMING!!! The greatest
aggregation of musical exhibits ever put on wheels. The
Victor Caravan will swing into your territory soon.

Here is a tremendous traveling exposition created to
help Victor dealers all over the country. Carloads of
advance dope. Volumes of money-making facts. Sur-
prising announcements.

Be there with your crowd when the show starts.
You'll see things you've never seen before in all your
life. Get pointers you will remember and use for months
to come.

Wherever the Caravan has gone, it has played to
capacity audiences. Everybody has flocked to see it.
He has come away filled with inspiration and sales-
ammunition for the big fall season, for the new horizon
that is at hand.

Ask your jobber when the Caravan will arrive. If for
any reason you miss the Caravan in your vicinity, grab
a train afterwards for the nearest town on its route. It's
worth three times the railroad-fare.

For this 1s THE BIG SHOW-—dramatizing the dawn
of the most profitable Victor season in history. It brings
you the opportunity of a lifetime. All your friends will
be there. Plan to be among them when the curtain
goes up!

CAMDEN, NEW JERSEY, U. S. A.

“HIS MASTER'S VOICE™
NGV S MK QP




How Columbia Sold Whiteman

No Avenue of Publicity Was Overlooked in Telling
Public That Whiteman Was Exclusively Columbia

definitely in the public mind as an exclu-
sive Columbia recording artist. His first
records have already sold beyond all expecta-
tions. Record buyers are heeding the slogap
of Columbia’s big initial publicity
and advertising campaign—they are

PAUL WHITEMAN has been established

By H. W. Clock

Advertising Manager, Columbia Phonograph Co.

ard nature, gave Whiteman full opportunity to
demonstrate his remarkable versatility and at
the same time please all tastes. Manyv of these
numbers he had just recorded for Columbia.
The continuity announcing each selection was

The first five records, as well all subsequent
ones, carried the Paul Whiteman label espe-
cially designed by Columbia in four colors for
this artist. Each record was contained in record
envelope also especially executed in four striking
colors, a novel departure in the pho-
nograph business. These labels and

asking Columbia dealers for Paul
Whiteman’s Columbia records.
Never before in the history of the
phonograph industry hasa campaign
of such scope, with such a con-
centrated punch, been launched to
identify a recording artist with a
phonograph company. After weeks
of careful preparation, with as much
care to details as is given by a mili-
tary commander in preparing a
drive, the advertising and publicity , ‘.,
forces, which had been leading up
to the main merchandising attack
through converging advertising

lines, joined forces and went over x

the top on the evening of June 19.
This was the much heralded Paul
Whiteman radio hour, entitled
“Sixty Magic Minutes with Paul
Whiteman,” sent over forty stations
of the National Broadcasting Co.
to every corner of the Continent of
North America, and to the entire
world through the short wavelength
station of the General Electric Co.
at Schenectady, N. Y. This hour,
during which Paul Whiteman held
the center of the aerial stage, was
a rvcevelation to even those wlo
thought they knew their Paul
Whiteman.
Preparing the Stage

Weeks before this event the
Columbia Phonograph Co. had sent
out stories to the domestic and for-
eign press and important trade
papers announcing that Paul White-
man had signed a contract to record
exclusively for Columbia. Included
in one of these stories was a short

‘1'.

envelopes were used to great advan-
tage by thousands of dealers all
over the country in dressing their
windows and identifying their stores
with the big advertising and pub-
licity campaign. In the meantime
dealers’ selling aids of many Kinds
had been produced and forwarded
to Columbia dealers for staging
their own Paul Whiteman cam-
paigns in their localities and in
tying up and cashing in on the great
national drive.
Advertising Tie-Up

The basis of these dealer adver-
tising helps consisted of three
newspaper advertisements—one col-
umn, two columns, and three col-
ums—featuring Paul Whiteman'’s
trade-mark head, and carrying
straightforward copy, with the
slogan, “Ask for a Columbia
Record.” These advertisements
were made available to the dealer,
in mat, electro and stereo form
with the understanding that the
dealer was to be permitted to use
them under the terms of the liberal
Columbia dealer co-operative adver-
tising plan, by which the company
pays for half the cost of the space.
Each of these dealer advertisements
listed the first five Whiteman rec-
ords in such manner as to permit
the substitution of new records as
they are released.

Other Dealer Helps

In addition to the three dealer
advertisements, four Paul Whiteman
cuts were supplied Columbia dealers
in mat, electro and stereo form for

biography of Paul \Whiteman,
sketching his remarkable career.
Copies of this biography were sent Columbia
dealers for local use. The public was also in-
formed as to the forthcoming broadcast. An
unusual and striking streamer, tying up Paul
Whiteman’s trade-mark head, a microphone
and the Columbia trade-mark, was distributed
to dealers for use on their windows. On the
day of the broadcast 140-line radio an-
nouncements were run in the morning and
evening papers of every radio broadcasting
high spot in the United States. The circula-
tion of these papers alone totaled nearly
twenty millions of copies. Thus the stage was
set for the barrage laid down as it were for
the big event.
Carefully Planned Radio Program

The radio program itself was carefully
planned to give the listeners-in a maximum of
enjoyment, and, at the same time, enable the
Columbia dealer to cash in on the results to
the very greatest extent possible. The hour
opened and closed with the recording of Colum-
bia’s “Magic Notes.” The numbers chosen for
broadcasting, combining popular selections with
those of what might be considered of a stand-

Paul Whiteman

colorfully worded. The opening, closing and
quarter-hour announcements wherein lies the
advertising value to the advertiser and his deal-
ers, laid special emphasis upon two points; first,
that Paul Whiteman had signed a contract for
a long term of years as an exclusive Columbia
recording artist; second, that his first Colum-
bia records were to go on sale the next day at
the stores of all Columbia dealers. .These two
facts were impressed upon the radio audience;
other advertising points, such as that of the
new Columbia radio set, were subordinated.
One of the quarter-hour announcements was
devoted to a short biography of Paul White-
man, thus tying up the program with previous
press notices.
The Follow-Up

This radio program was immediately fol-
lowed up the next day by the appearance of a
big 1,200-line advertisement tying up with the
broadcast and featuring the five Paul \White-
man records of ten selections just going on
sale. This advertisement appeared in morning
and evening papers in the higl spots all over
the country.
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their use in local papers. These

consisted of line cuts of Paul
Whiteman's trade-mark head in two sizes, and
half-tones of a photograph of Paul Whiteman,
also in two sizes. Among the helps furnished
by the company for dealers’ windows and stores
were a special Paul Whiteman hanger featur-
ing all five records; a window streamer, exe-
cuted in attention-arresting colors, and a Paul
Whiteman four-page folder presenting a
biography of Paul Whiteman and playing up
his first record release.

The regular monthly Columbia window dis-
play service, for which many Columbia dealers
subscribe, featured a giant head of Paul White-
man as the central panel. Four small cards
depicting Whiteman in various poses, for use
in the window or on the counter, and a large
window streamer completed the display.

Paul Whiteman slides in colors for use by
dealers in moving picture theatres rounded out
a campaign which is the most pretentious ever
staged by a phonograph company in exploiting
a single artist. The volume of sales of the
Columbia dealers who tied up with the cam-
paign has already proven the results to be
greater than anticipated,

e S —



e now reveal to you

the

startling story of the

New SONORA

hese magnificent musical instruments will ehange eomplcetely your con-

ception of musieal reproduetion; their selling plans and dealer polieies will

alter the profit picture to the true VWusic-VWerchant

HE new inventions, the new

management, and the new mil-
lions have resulted in a new giant in
the phonograph and radio field.

The trade and the publie are now
offered, under onc name—Sonora—a
eomplete range of musical instru-
ments, artistieally perfeet, beautiful
to the eye and to the ear!

The Glorions MELODON
— alone or with Radio

The Melodon is a name you will see
brilliantly advertised next month in
nearly all the important magazines
and in seores of great newspapers.

It stands for absolute perfection in
eleetrical reproduetion of sound, by
reeord or in combination with radio.

There are four Melodons, one alone
and three in eombination with radio,
which give you, for the first time, an
instrument equally faithful for the
resonance of the bass and the elarity
of the treble. Here for the first time has
the Eurythmie Principle of Sound

Waves been applied praetieally to the
electrical reproduetion of musie.

You will agree with the leading
dealers who already have heard labor-
atory models in New York that these
marvelous instruments provide pure
and faithful reproduetion whieh is a
new delight to the critieal ear. And

" that is logieal, for the Melodon and the

Melodon with Radio are the highest
developments in the applieation of
eleetrieity to the art of reprodueing
musie.

The New
SONORA RADIOS

By its radieally new coneeptions,
Sonora has taken the radio out of the
elass of an eleetrieal apparatus, and
changed it to a musieal instrument of
surpassing fineness and beauty. The
new Eurythmie Prineiple of musieal

4 4 4 a4 a4 a4 a4 o

reproduetion applies to every Sonora
Radio and makes Sonora the year’s
outstanding performer in all elasses
from the smallest model to the finest
7-tube instrument.

Two Aeoustie
PHONOGRAPHS

Sonora presents with pride, instru-
ments that set new standards for
aeoustie reproduction. This and the
beauty of their eabinets will on sight
and sound establish these new Sonoras
as leaders of their type.

Played with any record, but espeei-
ally with the new eleetrically made
Sonora reeords, soon to be put upon
the market, the phonograph will reach
a new height of expression. '

Look earefully at the beauty of the
eabinets, and note the many speeial
Sonora features, as you study these
pages and the 11 models of this im-
portant announeement. And be sure
to read page 8—it will profit you well
to get in early on the Sonora business
to be done!



SONORA PRESENTS

A COMPLETE NEW LINE OF

MUSICAL INSTRUMENTS...

Model A-16. This beautiful instrument is the
Sonora Melodon with Radio. It is a De Luxe
Model—an electrical reproducing instrument for
all records of lateral cut type—in combination
with radio, that sets a new standard for glorious
musical reproduction. Of the treasure chest type.
one is offered a choice of richly toned, Spanish
grained leather canopies and bases of various
designs to form different combinations suiting
individual tastes. A “'7 tube’ radio set employ-
ing a full complement of eleven tubes. It oper-

THE NEW SONORA MELODON WITH RADIO —GLORIOUS AMUSIC

ates on 110 volt 60 cycle A-C. (also supplied for
25 cycle). Employs the high-voltage. long-life
Sonora tubes, giving remarkable performance in
both record and radio reproduction. Automati-
cally starts and stops all records without pre-set
and includes record albums of unique design.
Embodying all latest and best developments, it is,
in addition, designed for use with Sonora “long-
playing” records—a forthcoming Sonora feature.
Operates without antenna for local stations and
on short, inside antenna forremote stations.

“CLEAR AS A BELL?”




THE MELODON, THE MELODON WITH RADIO, RADIOS, AND PHONOGRAPHS

Model A-44. This instrument—the Sonora
Melodon with Radio—sets a new standard in
the industry for good taste, in kecping with
Sonora’s reputation for beautiful cabinet work
as well as leadership in musical reproduction
It is English Renaissance in character, with
beautifully grained Butt Walnut panels blend-
ing with Crotch Walnut and Qak Burl over-
lays. The electrical apparatus and character-
istics are exactly the same as in NModel A-46.
Provides decorated record albums—books of
lovely design with illuminated covers. Like
all other Sonora Radio and Combination
instruments this model operates without
antenna for local stations and on short,
inside antenna for remote stations.
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Model A-40. A Sonora Melodon with Radio. This
instrument is designed to sell at a popular price and
will quickly establish itself as a leader in the field.
While it does not incorporate all of the features of the
niore expensive models, nevertheless it establishes new
standards in performanceregardless of price. Contains a
*'six tube” radio set which actually employs nine tubes.
Operates on 110 volt, 60 cycle, A-C. (also supplied for 25
cycle). Employs the long-life, high-voltage Sonora tubes.
Automatic start and stop non-preset device for all rec-
ords. Decorated record albums. Cabinet of Hepplewhite
design. Combining East India Satinwood, Australian
Walnut and Zebra Wood, ornamented with hand carv-
ing, creating a cabinet in extremely good taste.
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SONORA

FOR 18 YEARS SONORA INSTRUMENTS HAVE BEEN NOTED FOR GLORIOUS MUSIC

PRESENTS

}

T
|

Model A-36. In this instrument we
present a radio that represents the highest
development in the art of musical repro-
duction. The tonal quality is such that
it will be accorded an immediate accep-
tance as a true musical instrument while
its beautiful cabinet will gain it a promi-
nent position in the home. It operates on
110 volt, 60 cycle, A-C. (can be furnished

A COMPLETE NEW LINE

OF MUSICAL INSTRUMENTS...

in 25 cycle also), is a ‘“seven tube’ set
employing eleven tubes, including those of
high-voltage long-life Sonora design. The
cabinet upholds Sonora standards in ex-
quisite furniture, and is William and Mary
period. Recessed doors of Crotch Walnut,
paneled in American Walnut. Operates
without antenna for local stations and on
short, inside antenna for remote stations.
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THE MELODON,

FOR

18 YEARS SONORA

Model A-20. The new Sonora Melodon,
full electric operation, for those who prefer
a record playing instrument of the very
highest type. It may also be used for radio
reproduction in combination with radio
sets. It operates on 110 volt, 60 cycle, A-C.
(also furnished for 25 cycle), employs a
total of six tubes (including the Sonora

THE MELODON WITH RADIO, RADIOS, AND

’
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high-voltage,Zlong-life tubes), and is de-
signed for use in connection with ‘‘long
playing” records—a forthcoming Sonora
feature. Equipped with automatic start and
stop non-preset device. Cabinet, of new and
distinct design, is early Renaissance, of Jap-
anese Curly Ash, Butt Walnut and Striped
Australian Walnut. Dull rubbed finish.

INSTRUMENTS HAVE BEEN NOTED FOR

PHONOGRAPHS

CABINET DESIGN



SONORA PRESENTS A COMPLETE NEW LINE OF MUSICAL INSTRUMENTS...
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Model A-30. A popular A i E‘l
priced, ‘‘six tube" radio sct, R \ )
actually cmploying nine -I.l::(.l'llfl'.liﬂnfl" IRt . |
tubes. The combination of H d h 1 2
Sonora high-voltage, long- Ho.ooBie y
life tubes, with a highly efli- P MY AT 5T 0 AT s

cient circuit design, rcsull in
an instrument of marvelous
performance. Used on 110
volt, 60 cycle, A-C. (also
furnished for 25 cycle). Self
contained loud spcaker asin
all other models. Cabinet of
Australian Walnut, East
Indian Satinwood and Rose-
wood ovcrlay. An instru-
ment as musically perfect
as it is beautiful.
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Model A-50. A marvelously perfcct dynamic loud speaker, 10 inch cone, Model A-32. The characteristics of this instrument are the same as those
that brings out the very best in radio. The sanic speaker used in Sonora Radios. of Modcl A-30, the only differcnce being in the cabinet design. Here is a crea-
May be employed with standard design radio sets equipped with output tion to please another taste—one which again exemplifies Sonora leadership

transformer. Requires 110 volt, 25 or 60 cycle, A-C. external current supply. in craftsmanship as in glorious musical reproduction.




THE MELODON,

The New Sonora Poriable

bodies all the wealth of volume and brilliance of tone of many expen-
sive cabinet phonographs—yet it’s as easy to carry and as luxurious
in appearance as a smart overnight bag. Among its fourteen distinc-
tive features are a Sonora bellows-type reproducer, 43-inch air
column tone chamber completely air tight from sound box to flare,
absolutelysilent motor, and a special accordion-type record container

THE MELODON WITH RADIO, RADIOS, AND

. New in shape and size, em-

Furnished in deep blue or rich brown padded morrocolene cover.

PHONOGRAPHS

Models A-14 and A-12—

The characteristics of these
two popular-priced acoustic
phonographs are identical, the
only difference being in cabinet
design. Model A-11 is Ilepple-
white, Model A-12 of con-
ventional design. Both instru-
ments represent the highest
standard of acoustical repro-
duction and embody certain
notable points. (1) non-preset,
full automatic stop. operating
on any standard lateral cut
record.(2)Special Sonoradouble
diaphragm reproducer. (3) Ball
bearing, brass, tone arm. (4)
I'ull exponential, air column
tone chamber, Sonora design.
(5) Long playing, heavy duty,
double spring motor (supplied
also with universal type electric
motor if preferred.



Bl “Gﬂl‘ these

New SONORAS soon...

They will vitally affect your business

The prices will be almost as start-

Sonora accomplished in pre- ling as the instruments themselves,

YOU have had a glimpse of what

senting for the first time a well under what your first impression
will lead you to expect. There is no
competition you need fear with

Sonora as your leader.

complete and unified line of true
musical instruments.

i d ell be witl
L e The unusual plans made in the in-

terest of music merchants, the
modern merchandising system, the

the splendid appearance of every
model, you will be even more amazced

whe.n your ears tell yf)u tha.t Soniin trade helps, the financing plans, the
engineers and Sonora inventions have national advertising, all prepared in

created an instrument that defies the your interest, certainly supply the

superlativc. very last inducements which any

. . reasonable business man can ask.
Every music merchant in the land,

Sonora dealer or not, will find his Write today to the nearest Sonora

District Officc or Sonora Distributor
whose name appears below. Ask them

business directly affected by these
instruments, for when the public sees

them, and hears them, all previous to arrange to show you these splendid

standards of musical performance Sonora instruments. Or see them at

will for once and all be changed. THE SONORA BUILDING the shows!

SONORA DISTRICT OFFICES

(For direct distribution to the trade)

Sonora Building, 50 West 57th Strect 64 East Jackson Boulevard 602 Statler Building 63 Minna Street
New York City Chicago, Illinois Boston, Mass. San Francisco, Cal.

SONORA DISTRIBUTORS

(For the districts named)

Western Radio, Inc., 1224 Wall Strect H.C. Schultz, Inc., 442 East Lafayette St. H. C. Schultz, Inc., 1700 Payne Ave.

Los Angelcs, Cal. Detroit, Michigan Cleveland, Ohio
+ + o+
Moore-Bird & Co., 1720 Wazec Strect Strevell-Paterson Hardware Co. The Belmont Corp., 316 S. Third St.
Denver, Colorado Salt Lake City, Utah Minneapolis, Minn.
+ + +
Ozark Motor & Supply Co., 308 South Jcfferson Avenue For Export: C. A. Richards, Inc., 70 East 45th Street
Springfield, Missouri New York City

SONORA PHONOGRAPH COMPANY, INC.
SONORA BUILDING, 50 WEST 57th STREET, NEW YORK CITY
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St. Louis Radio Dealers Relate
Methods of Handling Trade-ins

The Trade-in Radio Receiver Is Dangerous but Inevitable—St. Louis Radio Trades
Association Members Tell of Individual Methods of Handling This Problem

At a recent meeting of the St. Louis Radio
Trades Association an interesting discussion
on the question of trade-ins was held and im-
portant facts regarding this trade problem were
developed. Arthur Brandt, chairman of the
meeting, introduced the subject by a statement
in which he said that the trading in of a used
radio sets was becoming a frequent happening
and will become more frequent in the future.
With this situation, he stated, the policy of
the dealer on trade-ins must be a good one,
or he will take a loss instead of a profit on
the transaction where a trade-in is involved.
To illustrate his remarks the chairman took
as an example the sale of a radio set which
amounts to $150. Assuming that the dealer
does not make over 10 per cent net on his
gross sales the profit would be $15. If a trade-
in is involved and $30 is allowed for the old
instrument, the sale becomes one of $120, 10
per cent of which would be $12 less the cost
of selling the trade-in instrument. Mr. Brandt
stated that he found the average dealer sells
the traded-in set for the same amount he al-
lowed for it, and the cost of selling this set
is as much as selling a new set. In his talk
the chairman showed that'the cost of doing
business amounted to 30 per cent of the gross
sales and should the dealer sell the traded-in
set for the $30 allowed on it the cost of selling
would be $9, which, deducted from the profit
of $12, leaves an ultimate profit to the dealer
of $3 instead of the $15 which the sale of a
new set would bring without a trade-in in-
volved. If the dealer makes less than 10 per
cent of his gross sales the profits are lessened
and in many cases a loss is incurred.

After this outline was given by the chairman
of the meeting a general discussion was in-
dulged in by the members. J. E. Sampson was
the first dealer called and the general trend
of his remarks was that he discouraged trade-
ins on anything but current models and that
he would not allow in excess of one-half of
what he was positive he could sell the traded-
in set for.

Mr. Hoosier, of Scruggs, Vandervoort &
Barney, said that his experience as a depart-
ment store manager was that grief would come
unless the trade-in situation is handled differ-
ently than the music business handled it in the

THE INSIDE
BACK COVER

OF
This issue of

The WORLD

has a very important
message for phonograph
manufacturers and
dealers.

Read it
Carefully

past. He stated that pianos traded in by his
company were considered as a total loss until
resold and until that time they were put in
stock and valued at $1. He stated that the
mark-up from cost is double and that although
the radio discount is 40 per cent and the piano
discount is 50 per cent, still trade-ins have
been a losing business for the music dealer.
Mr. Gross, of Famous & Barr, said his com-
pany would not offer for resale any old sets
taken in trade, it being against the company
policy to sell anything but absolutely new mer-
chandise. He said they allowed 5 per cent of
the total cost of the old equipment offered in
trade and the new equipment purchased. In
other words, old equipment costing $200 and
new equipment costing $300, a total of $500,

25

would secure a $25 allowance for the customer.

Mr. Ermantraut, of the Ermantraut Music
Co., stated that his set rule on trade-ins is to
allow 10 per cent of the purchase price of the
new equipment sold.

Ed Gross, of Gross Bros., followed the rule
of allowing $2 per tube, $1 for old storage bat-
tery regardless of make or condition, $4 for
speaker, any type, and $5 maximum on elimina
tor, any type. He said that he has been highly
successful in the pursuit of this plan.

Mr. Baker, of the Baker Music Co., said his
policy of accepting trade-in merchandise and
the allowance on the same was measured by
the condition of his stock of used equipment
on hand. In other words, if his stock was
overburdened he either refused to accept old
equipment or did accept it at a figure prac-
tically the same as nothing in the way of an
allowance. If his stock is low on used equip-
ment he follows the policy of allowing 50 per
cent of what he believes is the possible resale
price of the old set.

Other dealers gave their views and several
stated that the Trade-in Red Book of the As-
sociation was the best medium they had dis-
covered as a guide to trade-in activities.

Colley-Minnich Co.
Is Jensen Jobber

Will Distribute Jensen Dynamic Speakers
in Tennessee, North and South Carolina,
Georgia, Alabama, Florida, Mississippi
and the Virginia Territory

The Colley-Minnich Co., Norris Building,
Atlanta, Ga., has been appointed sales repre-
sentative for the Jensen Radio Manufacturing
Co., Chicago, dynamic speaker manufacturer,
according to Thomas A. White, general sales
manager of the Jensen organization. The
Colley-Minnich Co. represents the Jensen
organization in the States of Tennessee, North
and South Carolina, Mississippi, Albama, Vir-
ginia, Georgia and Florida.

In commenting on this latest appointment,
which now completes the Jensen sales organ-
ization for the entire country, Mr. White said,
“We feel particularly fortunate in having ob-
tained the Colley-Minnich Co. to represent us
in the South. Both J. E. Colley and W. F.
Minnich have been identified for many years
with the jobbing trade in the South, and while

their sales activities have been largely in the
automotive field, they have recently entered
the radio field also. An intensive sales cam-
paign to round out the distribution of Jensen
dynamic speakers through the jobbing and re-
tail trade in the South is already under way
through the Colley-Minnich organization.”

H. T. Melhuish in New Post

H. T. Melhuish, formerly manager of sales
administration of the Radio Corp. of America,
has been elected vice-president of the General
Contract Purchase Corp. in charge of its radio
division. The election of Mr. Melhuish follows
the recent acquisition by the Industrial Accep-
tance Corp. of the General Contract Purchase
Corp. and its affiliated companies, heretofore
owned and operated as instalment financing
subsidiaries of the General Electric Co.

S. Obsusin Resigns

S. Obsusin, who has been manager of the
European Phonograph Co., New York City, re-
cently resigned this post and states that after a
brief vacation period he will re-enter the trade.

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.

. 3 s -

WEsTON ELECTRICAL INSTRUMENT
CORPORATION

606 Frclinghuysen Ave. Newark, N. J.
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TELLING®

DAILY i§ NEWS

he Pattsbumn Press L

See “The Saturday Evening Post”, September 15, for the opening of the Freshman Campaign

Great National Magazines, reaching millions of radio lovers — big daily newspapers,
read by yet other millions—carry to the American nation the new and immensely sig-
nificant message of **Simplified Radio”

“Simplified Radio”, as exemplified by the New Model Q, represents not merely minor
improvements, but a basic advance in Radio Science.

Parts have been reduced in number and complexity. Points where trouble usually
occurs in most other sets have been materially strengthened. The New UX222
“Shielded Grid” Tube gives seven times greater radio frequency amplification than any
other tube used for that purpose today.

~-
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SIMPLIFIED RADIO

MODEL Q

All-electric Console
% Using UX222 Shiclded Grid Tube

= (e $129.00

“The Little Giant-of the Air”

MODEL Q—All-electric Table Model
Using UX222 Shielded Grid Tube

'l‘l:l:e'-) $69 . 00

MODEL N-12

All-electric
With Dynamic Speaker
Using UX250 Power Tube

) $195.00

“An Immediate Sale is @ Temporary Advantage, but a Satisfied Customer is a Permanent Asset”

“Simplified Radio” gives the dealer the most effective selling argument he could wish
for. And this season—“Simplified Radio” is exclusively a Freshman selling argument.

“Simplified Radio”, plus the Freshman policy of quality construction throughout, assures
a dependability never before attained by any receiver—and #/4 in the way of performance
that can truthfully be claimed for radio today. Models list in price from $69 to $350.

Write for full particulars about the most valuable Franchise in Radio today.

CHAS. FRESHMAN CO, INC.

NEW YORK - CHICAGO - LOS ANGELES
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Crosley Radio Corp. Prepares
Direct Mail Plus Canvassing Plan

Sales Promotion Plan Devised by Crosley Co. Takes Burden From Shoulders of Deal-
ers—Follow-up of Customers Should Prove Particularly Effective

In an endeavor to encourage its dealers to
adopt an aggressive policy of selling this sea-
son, the Crosley Radio Corp. Cincinnati, O,
maker of Crosley radio products, has prepared
a comprehensive, workable, profit-building plan
for the benefit of its authorized retail represen-
tatives. This plan is an interesting departure
from former methods used, which in the main
consisted of having the dealer purchase thou-
sands of expensive prices of direct-mail litera-
ture, mail them and trust that the prospects
would visit the store. The Crosley plan aban-
dons this method and suggests that small lists
be compiled carefully and mailings be made on

a time-table schedule, after which a personal
call by a salesman be made for the purpose of
demonstrating the sets.

In the detailed explanation of the plan pre-
pared by the Crosley organization it is esti-
mated that a salesman working on part time on
the proposition should average about fifteen
calls a week. It is therefore suggested that
the direct-mail plan and the follow-up plan be
laid out in units of fifteen names for each
salesmnan in the employ of the dealer.

The Crosley Co. has prepared three handsome
mailing pieces, each with a different sales ap-
peal stressed. These pieces are to be sent out

0 Bz:ggestAdverﬁsing
Support ever gffered in
CeCo History . . .

There’s a CeCo Tube
for every Radio Need

port been offered phonograph, music and

radio dealers to help them sell CeCo Tubes:
and no greater sales and profit-making opportunity
was ever offered. With the high quality and per-
formance of CeCo Tubes and their generous dealer
discount—backed up by advertising and broadcast-
ing activity
that no live dealer can afford to pass by without
investigation.

N EVER in the CeCo history has greater sup-

the CeCo dealer proposition is one

Consumer Adwvertising

Publications such as Popular Science Monthly, Radio
News, Radio Broadcast, Radio Doings and others will
bring the CeCo sales message before not only the general
public but the influential group of radio enthusiasts.

Leading newspapers throughout the country also will
carry the CeCo message of tube quality and service regu-
larly twice each week, establishing 2 consumer acceptance
that is bound to result in real sales volume and worth-
while profits.

Chain Broadcasting

Starting Monday, September 17th, at 8§ P.M. and for
many Mondays thereafter, CeCo will broadcast an inter-
esting and unusual musical program of high quality
throughout the 18 stations of the Columbia Broadcasting
System—entering millions of homes by invitation and
providing a direct contact with 100% tube buying public.

Every radio set owner—every radio listener—will be-

easy one.

come acquainted with CeCo Tubes—overcoming sales
resistance and making the CeCo selling job a relatively

The stage is set for the biggest year in CeCo History. Get your
share of the increased sales and greater profits. Write for full
wticulars. We do our full share to help you sell CeCo Tubes.

CeCo MANUFACTURING COMPANY, Inc.

702 EDDY STREET, PROVIDENCE, R. L.

at intervals of one week. and after the third
message has been sent the salesman should
call at the home to make arrangements for a
home demonstration or to seek to induce the
customer to visit the store for a demonstration.
The second week after this campaign is started
mailing piece No. 1 is sent to a new list of
names, and this is kept up until all prospects
have been thoroughly covered.

In order to take as much of the burden as
possible from the shoulders of the dealer, this
plan is offered completely addressed and
stamped, ready for mailing. All that remains
for the dealer to do is to see that the pieces
are mailed regularly, and to keep a record of
mailings for follow-up by the salesmen.

A brochure recently sent dealers gives the
entire plan in the greatest detail. The first
advice is to make a list of prospects, and fol-
lowing this is a number of tried and proved
methods of securing prospects. This is fol-
lowed by the plan mentioned above with speci-
mens of the three pieces of literature which are
to be sent customers and prospects.

The Crosley Sales Promotion Plan does not
end when the receiver is sold, and placed in
the home of the customer. Realizing that a
dealer’s greatest asset is a list of satisfied cus-
tomers who can be depended upon to give
word-of-mouth advertising because of their sat-
isfaction, the Crosley Radio Corp. has prepared
a series of three postcards to be sent to set
purchasers. The first of these is to be sent a
few days after the set is delivered and installed.
It merely thanks the customer for his order and
gives the dealer’s assurance that he is certain
that the set will be liked. Owner follow-up
No. 2 is to be mailed two weeks after the in-
stallation of the set. It reads: “Just wanted to
make sure that your new Crosley is giving
satisfaction. Remember we are always at your
call. We want your Crosley to please you in
every way.” This continued interest in the
customer, and the desire to be of service, is cer-
tain to please him and leads up to the sending
of follow-up No. 3, which is in the form of a
return card to be sent out three weeks after
the installation of the receiver. This card asks
for an expression as to the owner’s réasons
for satisfaction with his puichase and allows
space for the names of three others who can
be recommended as prospects.

Carroll Elec. Co.
Holds Dealer Meets

The Carroll Electric Co., of Washington, D.
C., and Baltimore, Md. distributor of the
Freed-Eisemann line of receivers and speakers,
is conducting very successful dealer meetings,
according to reports to the Freed-Eisemann
Radio Corp, Brooklyn, N. Y. Harold Berman,
of the Freed-Eisemann sales promotion depart-
ment, spoke on merchandising at both meetings
and gave a technical description of the new
developments and refinements incorporated in
the latest model receivers.

Southern A. K. Dealers
Hold Annual Convention

Nasuvittg, TeNx.,, September 6.—The fourth
annual convention of Atwater Kent dealers
from central Tennessee, southern and western
Kentucky and northern Alabama was recently
held at the Andrew Jackson Hotel, this city,
sponsored by the Braid Electric Co., Atwater
Kent distributor. The gathering attracted
about 200 prominent dealers and the three-day
session concluded with a banquet presided over
by George Hay. Among the principal speakers
during the session were: E. L. Hollingsworth,
J. H. McKee, J. S. Dagney, L. S. Still, G. M.
Fischer and J. O. Smith. Y. \V. Bambill, head
of the Braid Electric Co., presided over the
business sessions of the convention.

o
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UTAH DYNAMIC SPEAKERS

bring to their possessors the utmost in radio repro-
duction. The Utah speaker shown above is the No. 65
equipped with 110 A C Dynamic unit . . . com=-
plete with rectifier and transformer $65. The Utah is
the only complete line of speakers on the market.

UTAH RADIO PRODUCTS CO., 1615 S. Michigan Ave., Chicago

Utah is licensed under Lektophone patents. Utah Dynamic
Power Speakers licensed under Magnavox patents.
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Cleveland Sonora
Jobber in New Home

Increase in Business and Anticipation of
Demand for the New Sonora Products
Lead to Move to New Quarters

The Cleveland branch of H. C. Schultz, Inc,,
prominent wholesaler of musical instruments,
and Sonora distributor for Michigan and parts

- VSc'hﬁitz, Inc.

of Ohio, has been moved to new quarters at
East Seventeenth and Paynes avenues, in Cleve-
land. This move was necessitated by the new
plans and forthcoming new Sonora products as
well as an increase in the company’s Ohio busi-
ness of 1,000 per cent during the past year.
The new branch building is modern in every
respect. Both warehouse and office furniture

New Home of H. C. Schultz, Inc,

and equipment are of the most up-to-date type
of steel construction, The floor space is ten
times that of the former establishment and in-
cludes warehouse, office and showrooms.

Ten years ago H. C. Schultz began his career
in the field of musical merchandising by taking
charge of the Cleveland sales of the Columbia
Phonograph Co. In a short time he had be-
come vice-president of the Kennedy-Schultz
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Co., distributor of musical supplies, phono-
graphs and records. When this business was
sold to the Record Sales Co., of Cleveland, Mr.
Schultz again joined the Columbia Co. and
took charge of sales in Detroit. In 1925 he
took over the sales of Sonora products in
Michigan, at that time distributed by Yahr &
Lange, Inc., of Milwaukee. In May, 1927, Mr.
Schultz formed H. C. Schultz, Inc, and pur-
chased the Michigan interests of Yahr & Lange
and the Ohio interests of the Pennsylvania
Phonograph Co. at Cleveland. At the same
time he took over the distribution of Sonora
products in both territories. Larger gquarters
were secured in Detroit, and on the first of
June a small branch was opened in Cleveland.

Starting with less than 200 accounts of their
predecessors the concern has built up a na-
tional reputation on musical merchandise, and
now caters to nearly two thousand music deal-
ers. A volume of business amounting to little
less than a million dollars was done the first
year, a remarkable showing, reflecting credit
on the management of the firm.

Golden Sun Co.
Perfects Process

LouisviLLe, Ky., September 5—The Golden Sun
Co., of this city, recently announced that it has
perfected a new gold-finished processed alumi-
num to be used in the manufacture of the Wil-
lett patented diaphragm. This metal is the re-
sult of a long laboratory research, and is said
to develop a pov erful volume without blasting
or the usual metallic shrill The reproduction
of the voice is said to be perfect and free from
distortion. This new metal will be used exclu-
sively in Sun phonograph reproducers and radio

_units. The retail price of the type M-28 will

not be increased and dealers’ discounts will
remain the same as heretofore.

Answers Service Queries

A list of most frequently asked service ques-
tions and the proper answers thereto has been
prepared by H. W. Holcombe, manager of the
service departinent of Fada radio. The ques-
tions and answers are to a great extent typical
of those in connection with sets used with bat-
teries, power supply equipment, or AC re-
ceivers.

Not just another equipment but a distinct im-
provement in tone reproduction as well as
mechanical construction and finish. A perfectly
balanced reproducer for playing records made
by the electrical method.
Edison equipment is quite so good in tone qual-
ity—and it has great volume.

JEWEL PHONOPARTS CO.
510 No. Dearbor:a St., Chicago, Ill.

No other needle

Edison Shop Features
Carryola Displays

Dallas, Tex., Dealer Presents Products to
Prospects in Attractive and Interesting
Window and Interior Displays

Davras, Tex., September 6.—The Edison Shop,
of this city, reports that it has secured a most
satisfactory volume of sales of Carryola port-

Carryola Window at Edison Shop
able phonographs attributable directly to the
attractive exterior and interior merchandising

displays. The accompanying photographs
give an indication of the manner in which this
establishment presented the Carryola line to
the residents of Dallas.

The hand-lettered poster conveys the vaca-
tion and outing idea to the passer-by, who can-

Interior View of Edison Shop—Note Carryolas
not help but be attracted by the generous dis-
play of Carryola Master portables. This mer-
chandise is displayed with other musical prod-
ucts that have their greatest appeal in the Sum-
mer months. The Carryola ‘“Masters” are
shown in five distinct colors with the beautiful
bakelite tone arms corresponding.

Upon entering the store the first thing that
greets the eye of the prospective purchaser is
a long display comprising about seventy Carry-
ola Master portables in one line, all open and
ready to play—an impressive showing.

New Models Shown
at Dealers’ Meeting
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