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ENDURANCE

All Toman Reproducers are equipped with this special Duralumi-
num Diaphragm. From four to six times as thick as the ordinary
metal diaphragm, this product gives a durability and sturdiness

It is hyper-sensitive to the most delicate

previously unknown.
vibration and faithfully transmits tone values exactly as originally

produced.
Toman Reproducers and Tone-Arms are quality built and priced
Inquiries

right. Fully guarantced to be cxactly as represented.
invited from vecognized Manufacturers, Jobbers and Dealers.

Samples sent gladly upon request.

E. Toman & Company

CHICAGO, ILL.

2621 West 21st Place
Cable—SIVAD—Chicago
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Get it Better with aGfebe

Built for Permanence

TO the consumer the higher price of the Grebe radio
carries the assurance of permanent satisfaction that
experience has shown is not to be found in hastily con-
structed “bargains”. To the dealer it means permanent
good will and a minimum of bothersome servicing.

Ever

Grebe Synchrophase receiver has been accepted

by trade and public as the highest standard of radio ex-
cellence—and has remained the standard for years after
its introduction.

Grebe Buckeye Console

This beautiful cabinet
has been designed for
the Grebe Synchrophase
A-C Six or the Syn-
chrophase Seven A-C.
It has a speaker com-
partment which will
accommodate either a
dynamic or magnetic
type speaker. List price

(console only) $G25°

da

TRADE MARK
- kAT Grr,

Send for Booklet TUO

A. H. Grebe & Co., Inc.
109 West 57th Street, New York City
Factory: Richmond Hill, N. Y.

Western Branch: 443 South San Pedro ‘Street
Los Angeles, Calit.

Makers of quality radio since 1909

gs

SYNCHROPHAS

TRACE MARK REQ.VS. PAT.GFF,

AC Six

No. 2249 Table

The trend toward “radio
furniture’’ makes this
table with speaker com-
partment a particularly
desirable adjunct to
every Grebe home. List
price (table only) $2450

Grebe
Synchrophase
A-C Six
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Now a
BRUNSWICK

PANATROPLE
with Radiola

to Iist at

A $2502 b

74// — \\\\<
Complete

Brunswick Panatrope with
Radiola, Model 2KRO. Ex-
ponential type Brunswick
Panatrope combined with
latest Radiola. Light socket
operation. Volume control.
——e - Every advanced feature. To
’ list at $250, complete.

LY

ERE is Brunswick’s latest and most

outstanding musical value; the gen-

uine Brunswick Panatrope with Radiola
.. . two instruments in one ...at a price
lower than ever before.

Tone of this instrument is musically
perfect. The cabinet one of Brunswick’s
finest. Every advanced feature, such as
complete light socket operation, single
dial tuning, etc., is included.

Strengthening, as Model 2KR O does,
Brunswick’s position in the lower price
field, this beautiful instrument gives the
Brunswick dealer a rare opportunity for
increasing instrument business.

The Brunswick Panatrope with Radiola,

Model 2KR O, is being featured in 1
November newspaper drertamgenia (e Brunswick Radio, Model SKR. Listing at 895, less tubes, this receiver is
one of the most attractive values in Brunswick’s great new line. The
matchless tone of this instrument, when Brunswick Model “A™ Speaker is
used, will sell the instrument. Cabinet work is far beyond the ordinary.

RS -— —

country over. Be sure you have this fine
Brunswick creation on your floor.

Panatropes - Radio - Records - Panatrope-Radiolas

THE BRUNSWICK-BALKE-COLLENDER CO., Chicago . New York . Toronto . Branches in All Pri;m]ml Cities

B e . o i e e



‘The Talkine Machine World

Vol. 24. No. 11

?\Iew Y_o?k,— November, 1928

Price T wenty-five Cents

Efficiency in Marketing

OU can’t drive spikes with a tack hammmer. Nor can
retail business be developed to the highest point
of efficiency unless all of the functions of manage-

ment are properly co-ordinated. All indications point to
the best year-end business in the history of the industry.
The music-radio dealer to-day has a selection of products
that makes it possible to sell only lines suited to his class
of patronage. Prices are right.

Manufacturers have passed

the nail on the head. “True marketing efficiency may re-
quire the eventual, though gradual, realignment of many
It may require a complete re-orientation
But what

selling functions.
of conception and a remolding of basic policies.

"of it? The result to be obtained is the correct meshing of all

selling gears. Marketing efficiency assigns to each selling
mechanism its true function—and sees to it that each sales
‘machine’ performs the work

that is rightfully required of it.

along economies in production
to the dealer and the ultimate
consumer is the beneficiary.
The mark-up on music-radio
products remains substantially
the same as in the past, and
while the majority of retailers
have reached the point where
costly merchandising errors are
no longer entirely consuming I
profits
many dealers remain slim.

the net earnings of

A Few Facts

Analysis discloses the fact
that there are a number of rea-
sons for this. Competition re-
duces individual sales volume
of dealers. Price concessions
—over-allowance on trade-ins
—too much free service—lax-
ity in credit and other factors
are gnawing away retail profits
like a rat eating through a wall.
The whole simmers down to

Every Dealer Should
Read These Articles

Get Your Share of the Gift De-

Performance Sells Radio Sets—
By L. C. Lincoln

Radio Days Boost Sales— By
W. B. Stoddard

Vital Factor in Radio’s Progress—
By Dr. Lee De Forest. . . ... (Page 16) T

Selling Rural Markets—By J. K.
Rodgers............ ... .... (Page 17)

Marketing the Radio Trade-in—
By Frederick P. Altschul. . (Page 20) it.

........... (Page 12)

Sales efficiency is not a thing
of hunches, opinions, guess-
work, nor rule-of-thnmb. Sales
efficiency requires research; it
study; it
knowledge of a highly special-
Selling efficiency
starts with thorough, thought-

requires requires
ized nature.

ful planning of the drive.”

Sales Volume

There is plenty of food for
thought in the above paragraph
for the retail music-radio deal-
ers who are finding that profits

are not up to expectations in
spite of good volume of busi-
Sales volume does not
Many a
dealer has succeeded in piling

ness.
always mean profit.

up an impressive volume only
| to find that he spent money in
the process instead of earning
That is not the fault of the
product, the discount nor com-

mismanagement, or, rather, in-
One de-
partment pays a nice profit and the loss on another section
of the business consumes it. What is the answer?

More thorough supervision of each department of the
business, with the idea of making all phases of the enter-
This means careful buying and

efficient management.

prise profitable, is needed.
energetic selling; elimination of waste and co-ordination of
all factors that tend to break down sales resistance and build
sales volume—advertising, window displays, direct mail,
follow-up, etc. It means more intelligent handling of credit,
and more determined effort to secure large down payments
and instalments when due. Above all, it means salesman-
ship of the highest possible efficiency. .

“Ten chances to one, when other things are almost equal,
orders are lost and won because of superior marketing
ability,” is the statement of Jammes P. Newcomb & Co., Inc.,
marketing specialists, in “Direct Reflections.” And they hit

the last

analysis, due to faulty mer-
chandising methods and these are subject to revision and
correction.

petition. It 1is, in

And that is up to the retail merchant.

The time is past when a retail merchant can keep his
books in his hat, so to speak, and hire a “clerk.” The latter
is as obsolete as the former. The best salesman obtainable
is none too good to sell the products handled by the music-
radio dealer, and accurate cost-finding records are as essen-
Briefly,

what the retailer must do to successfully get his share of the

tial as is a definite, well-planned sales campaign.

business is to modernize his metheds to the point where
they are on a parity with those of his competitors. He must
devote himself energetically to the business of merchandis-
ing and he must fight for every sale. He must stop all forms
of waste to reduce overhead to the minimum so that profits
will not be endangered by high sales costs, a problem vital

to retail merchandising success.

See second last page for Complete Index of Articles in this issue.

3



GET YOUR SHARE

-
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EEST

tory in a little more than a month. The

few remaining weeks of the year repre-
sent the climax of annual retail business, and
competition for the consumers’ dollars is at
its height. Talking machine and radio dealers
are going to get their share of holiday busi-
ness; in fact, all indications point to a record-
breaking sales volume for the retail trade. But
the volume of sales recorded by individual
dealers when the seasonal rush is over will vary
considerably. Past performances prove this.

This variance will not be because one dealer
has better merchandise than another, but, all
other factors being fairly equal, the difference
will be in the effectiveness of the retailer’s pre-
holiday merchandising campaign. The man who
plans a well-rounded sales promotion drive and
makes a strong bid for public attention and
patronage will be compensated. The need for
a thorough campaign on the part of the retailer
is evident. All merchants, even purveyors of
foodstuffs, are in the race for holiday volume
and they are spending money to make their
windows as attractive as possible. Advertising
appropriate to the season fills the newspapers,
circulars and other direct mail designed to
make the parting of the consumer and his
money seem the desirable thing gluts the mails;
prices, service, in fact all facilities that the mer-
chant can possibly extend to his patrons, are
featured with one idea in mind—to sell mer-
chandise to pre-holiday shoppers.

The part the individual dealer plays in the
holiday sales season depends on himself. The
retailer has a product that is ideally suited for
gift purposes. The beautiful talking machines,
ombination instruments and radio receiving
sets of the present have an allure that is hard
to resist. Appearance—music—entertainment
provide an unbeatable combination. In addition
there are the portable phonographs and smaller
musical instruments. The opportunity for ex:
ploitation of the most effective kind preceding
the holidays is excellent. At no other time of
he year is the public in such a receptive mood.

Now is the time to make complete plans for
the holiday campaign. Emphasize the suitabil-
ity of talking machines, records, especially
album sets, small musical instruments, radio

FFHE holiday gift-buying rush will be his-

receiving sets and accessories as gifts. Sell
the public on your line and your store.

There never was a time in the history of
the talking machine-radio business when the
retail dealer occupied such a strategic position
in the merchandising field. The public has
been thoroughly sold on the new products—
both talking machines and radios. Time pay-
ment plan of selling brings even the fairly high-
priced instruments within the means of the
average individual. Therefore, this holiday
season it will not be so much a matter of
selling the public on the idea of ownership of
a talking machine or radio set as it will be a
problem of selling the consumer the idea of
making the purchase in your store. Be sure of
an ample stock to meet holiday requirements.
That there will be a shortage of certain types
of the more popular models is certain. While
all of the concerns who recently displayed their
new 1928-29 lines have entered into production
and are making shipments to distributors
throughout the country as rapidly as possible,
the demand is great and supplying it is a prob-

T —

of Gift
Demand

Window Displays Will Play
Big Part in Making Sales
During the Holidays

lem. Therefore, play safe by placing orders
sufficiently large to cover the greater demand
incident to the lolidays.

If the dealer’s memory is good he will re-
member that the holiday business does not by
any means cease at midnight on December 24.
For the past few years the amount of sales
closed for a period extending to six weeks after
Christmas was amazing. This is caused in a
large measure by the fact that many business
and industrial institutions reward their em-
ployes by the granting of a bonus as an ex-
pression of appreciation and good will for the
Christmastide. In most cases this money is
given too late to be spent prior to the arrival
of Christmas, and finds its way to the cash reg-
isters of merchants some time before the end
of the year or during January. So do not re-
lax your selling efforts until the Christmas sea-
son is becoming but a dim memory. And not
too much then.

The Christmas Club savings funds will be dis-
tributed soon and the volume will be great.
Have you made real efforts to secure vour
share of this sum spent for gifts?

RESERVE
YOURS

now
POR

Chnsimas

The illustrations on this page show two examples of window displays of music-radio dealers to

attract the Christmas shopping trade. No matter what other sales efforts are being expended

in the holiday campaign the window display must be given a prominent place, for an attractive
eye-arresting presentation is unequaled in snaring the elusive dollar bill

4
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Brunswick |

| The fastest-selling
| record of the year

ELLING by thousands even before the New York

opening of the great Vitaphone picture, Al Jolson'’s
Brunswick Records of songs from “"The Singing Fool’
have unquestionably become the OUTSTANDING
SALES OPPORTUNITY in the record business.

Brunswick is giving these Jolson records a tre-
mendous advertising boost. How much you, as an
individual Brunswick dealer, will profit from the
nation-wide popularity of this exclusive Brunswick
feature, you alone must decide. It is within your
power to sell this record by the thousands instead of
by the hundreds. Get behind these Brunswick Jolson
masterpieces and push them to their limitless limit!

! “Sonny Boy”’—*‘There’s a Rain-
bow 'Round My Shoulder’” 4033

Other hits from
the same picture

“Golden Gate” . . . 3775
“I'm Sitting on Top of the
World” . . . . . 3014

Panatropes : Radio : Records - Panatrope-Radiolas
THE BRUNSWICK-BALKE-COLLENDER CO.
Chicago - New York - Toronto

Branches in All Principal Cities




Recorp SeLLING

T. A. Coyne, of Rosenbaum’s, Pittsburgh,
Regards Location as the Big Sales Factor

E often hear about things being “with-

‘; ‘/ out rhyme or reason,” and while there

is reason enough back of the “record”
sales made by T. A. Coyne, manager of the
talking machine department of the Rosenbaum
Department Store Co., of Pittsburgh, strange
to say, along with a lot of other things there
1s a rhyme.

We all know that the poet wrote something
to the effect that “stone walls do not a prison
make, nor iron bars a cage.” But Mr.” Coyne
has changed it about to express

By George E. Kelly

machines from us. We have built the list by
giving unstinted service, expert and understand-
ing service from sales people who have been
in the department for seven years, and who, by
studying the customers’ wants until they have
come to know their minds practically as well
as they themselves, have built a bond of sympa-
thetic business relationship which hovers some-
where between friendship and purely business.

“Added to the thoroughness with which our
sales people handle the routine side of the

soever, and after taking a number of records
into a booth, should we notice that they fail to
play them through and are giving other obvious
signs of not being pleased or satisfied we regard
it as a rare opportunity. We have found that
when in such a mood a customer is particularly
susceptible to being shown. We proceed to
show them by taking a number of our most
approved selections, other than the omnes we
have noted the customer to have taken in the
booth, and play them for the subject, pointing

out their good points and other-

one of the fundamental prin-

wise endeavoring to sell them.

ciples as a result of which he
has built his department to the
enviable degree of selling never
only one record to a customer,
but always two or more. And
here is the rhyme:

“Location does not business make.
O, what a lot of tommyrot;

It may not make the business

But it sure does help a lot.”

He qualifies his rhyme, how-
ever, with this addition:

“Location is not everything,
although I have proved to my
own satisfaction that, at least in
a department store, location is

records.

HE talking machine department of Rosenbaum’s

store has occupied space on several different floors
and the location has had a decided effect on sales of
Other factors entering into the sale of
records include the psychology of choosing a well-
balanced selection of recordings to sell with a machine,
records specially chosen to call for replenishing, strive
to sell two or more recordings to each customer
and to hold customers and make them regular buyers.
A mail-order record business is possible and profitable.

Our sales people, of course, ask
permission to enter the booth
to do this and it has never been
denied them by the customer.
This keeps few sales from be-
ing lost in this way and aids in
building a greater volume of
business and to keep the motto
of ‘two or more’ in eminent re-
gard and to increase the sales
average of each clerk.

“Our department is located
on the store’s balcony to which
an entrance and stairs lead di-
rectly from the street. This

one of the most vital factors

obviates for the customer the

governing the success of a talk-

ing machine section. I have also had it proved
just as conclusively that this is not equally
true of every department, and that a talking
machine section in a large store requires a
highly specialized form of management and a
location which, to suit its purposes, can be
nothing other than exact. OQur location co-
incides with our other merchandising policies
and methods because it answers the tests by
which I determine a proper location and be-
cause while evolving those tests through expe-
rience I arrived at the proper location by means
of the trial and error method.”

Perfect teamwork which he has instilled ‘nto
his sales people is responsible for the fact that
Mr. Coyne’s talking machine department has
attained to practically maximum efficiency in
salesmanship. That teamwork was taught them
for the proper fulfillment of four purposes:

1. To take full advantage of an ideal location
and sell each customer. To sell something and
as much as possible.

2. To sell a goodly stock of records with talk-
ing machines. A well-balanced supply without
a preponderance of “hits” but with a quantity
of the classics, old favorites and “popular,” psy-
chologically chosen to call for replenishing.

3. Never to sell one record while there is the
possibility of selling two or more. In short,
always to sell “two or more” records.

4. To see that the customers come back.
[Local and suburban customers, mail-order and
other out-of-town customers. To make them
“come back for more.”

Briefly, as he describes it, Mr. Coyne’s talk-
ing machine department operates in this way:

“We have many mail-order customers,” says
Mr. Coyne.
mailing list by attending to their wants whcn
they visit our department on periodic trips to
the city, and when they purchased their talking

“We have built up an extensive

business, stock and all the rest, making an un-
impeachable familiarity with their jobs, we use
torm letters. The letters we use at certain
periods tell little ‘stories.” They are cheerful
and filled with human interest and not allegedly
friendly humbug. That is why we have re-
ceived so satisfactory a response.

“We ask the recipients, in the letters, if they
would not like to have Uncle Sam deliver them
two selections for their approval for about two
days. The letters are directed to all those who
are numbered on our up-to-date mailing list,
customers who have purchased from the de-
partment. The response is profitable and the
percentage of those who are either moved to
reply in the affirmative or to come into the city
to examine these and other selections is appre-
ciably large.

“When a customer does come in in response
to one of the letters, or for any reason what-

necessity of having to enter the
store when crowded. The talking machine de-
partment was at one time located on the ninth
floor and was later moved to the balcony, where
business was observed to improve considerably
under the co-ordination of location and
methods. Necessity later compelled it to be
moved to the fourth floor for a time, but there
business in no way was able to compare with
the immediate pick-up we experienced when a
few months ago we moved the entire depart-
ment down to the balcony again.”

The average small store dealer has not the
opportunity of experimenting with the location
of his department that befell the Rosenbaum
section located in a large department store,
nevertheless he should study his store layout
and decide whether or not his record section
is situated to best attract customers who have
entered the store to purchase some other com-
modity. And the other rules also hold good.

Frank P. Hart Joins
Grigsby-Grunow Staff

Appointed Assistant to General Sales Man-
ager Herbert E. Young—Has Broad
Merchandising Experience

Frank P. Hart, for many years a well-known
figure in sales work throughout the Middle
West, has joined the staff of Grigsby-Grunow
Co., maker of Majestic All-Electric radio re-
ceivers, as assistant to General Sales Manager
Herbert E. Young.

About 1904 Mr. Hart began his business
career in Chicago as a messenger boy for the
firm of Pope & Eckhardt, Chicago Board of
Trade operators. In his sixteen years’ connec-
tion with the firm he enjoyed a number of pro-

6

motions throughout every department of the
business—tribute to his ability.

Six years ago Mr. Hart left Pope & Eck-
hardt and took a position with the Rit Prod-
ucts Co. in the sales division. His duties in-
cluded market survey and direction of sales,
and by means of methods which he introduced,
the company was able to increase distribution.
and bring about greater sales efficiency through
the proper routing of the salesmen over their
territories, and the strategic location of the

_best sales outlets throughout these territories.

Mr: Hart thus comes to the ‘Grigsby-Grunow
sales offices with a broad and successful sales
and merchandising experience behind him

The Saevke-Laass Radio Co., Inc., Wau-
watosa, \Wis., was recently incorporated with
a capital stock of $5,000 to deal in radio equiph
ment, musical instruments, etc.
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hy, / thought a Stromberg-Carlson

cost much more | ”

After the charm of Stromberg-Carlson tone has Hear the Stromberg-Carlson
: , Sextet over the NBC and
captivated your customers’ ears; after the grace and T e ronis i)

rich beauty of the cabinet has won their admira-
tion—then to find out that Stromberg-Carlson
quality can be had at so low a price 1s the finest
sales psychology.

The new Nos. 636 and 635 Receivers bring the
Stromberg-Carlson line within reach of the average

No. 635 Stromberg-Carlson

family. They vastly increase the opportunity for : Treasure Chest. Operates on
A.C. Tubes in 50-60 cycle areas.

sales among the thousands who already know that Uses 5 UY-2127 A.C., one UX-
. . . 171-A Qutpuc and. one UX-280

“Thcre 1S nothlng ﬁner than a Stromberg-Car]son. R.C.A. Tubes. Price, less tubes
and Speaker . . . . $i85.

Stromberg-Carlson models for A.C. and D.C. areas No. 636. Art Console, Shown
range in price from §185 to §1205 East of Rockies. ;‘;I?,?;“;n;:?";‘;{’c‘; Jeas tubbe

and Speaker . . . . S$i45.

StroMBERG-CARLsON TELEPHONE MFG. Co. Prices quoted are East of Rockies

ROCHESTER, N.

Stromberg-Carlson

Makers of voice transmission and voice reception apparatus for more than 30 years
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Pertformance
ells RADIO Sets

By L. C. Lincoln

Advertising Manager, F. A. D. Andrea, Inc.

L. C. Lincoln

HE big question no longer is “Shall T buy

I a radio?” but “What radio shall T buy?”

It is no longer nccessary for manufactur-

ers to create the desire, for most everyone

wants a radio. But the buyer of a radio to-day

is beginning to realize that after seven or eight

years there should be one or more outstanding

names with a record of satisfactory perform-
ance and superlative quality.

Ve have arrived at the stage where the con-
sumer can tnrn away from a mass of unsup-
ported” claims and pay heed to both past and
present perforinance of any particular radio
set as a guide in making his decision. Ever
since the advent of broadcasting manufacturers
of receiving sets have run a frantic race to
reach the point where their products would
faithfully reproduce what was broadcast. Some
spared neither effort nor expense to reach per-
fection. Others developed price products
which were good dollar-for-dollar value, but
limited in quality of tone and satisfactory per-
formancc. But regardless of the differencc in
results and difference in price therc was very
little difference in the claims made by the manu-
facturers of each individual make.

The consumer has naturally come to believe
that most of the difference in radio sets is just
the difference in price, and it has been no easy
matter to convince him otherwise, since im-
provements have come so thick and fast that
each year’s product was almost obsolete be-
fore the public knew about it, and past per-
formance was lost sight of in the face of ex-
travagant claims for thc improved products.
But now radio receivers have reached the
point where they are stabilized, and the future
will develop gradual refinements rather than
radical improvements.

The all-electric set of to-day, using the AC-227
tvpe heater element tubes, push-pull amplifier
and a super-dynamic speakcr. leaves little to
improve, and manufacturers of <ets, providcd
their basis is correct design and close attention
to details and inspection, will soon find their
products receiving deserved universal recog-
nition by the public. It is no easy matter for
the manufacturer of such sets to describe them,
for all the adjectives that would adequately do
so have been uséd up by the manufacturers of
sets of lesser merit. But if it were possible
for everyone interested in the purchase of a
quality receiver to take a trip through various
factories and see just how the sets are made it
would not be difficult to establish what goes
into the making of a real job. Let us assume
for a moment that such trips were feasible in

a sufficiently large number of cases. Then let
us see what thc visitor would find out as to
quality manufacturc, as against specd produc-
tion. After which let's analyze thc essentials
of a cood radio receiver.
Countless Manufacturing Processes

By what esscntials are radio receivers rightly
judged? Four, namely: tonc quality, selectiv-
ity, distance and reliability. This. in spite of
various surveys and statements to the contrary
that bring in various matters, is more or less
beside the point. Now a visitor would have
no difficulty in observing that, in the striving
for quality, something was being built into thc
apparatus bevond the mere assembling of the
parts. \Whethcr he knew anything about radio
or not he would bc amazed at the countless
manufacturing processes necessary in the build-
ing of a radio receiver and doubtless surprised,
too, at the great size of some of the machinery
required for turning out the various parts used
in the assembly. He would get his greatest
surprise if he kept count of the number of tests
madc during the turning out of a single guality
receiver at moderate price. A set I have in
mind passes 419 tests by inspectors plus doz-
cns of visual inspections before it bears the fac-
tory stamp of approval. Of thesc therc are 262
tests before assembly, 154 after assembly and
three final tests, including the air test. \When
thc purchaser turns on the set in his home
that is the 420th test.

All these tests arc carefully planned and
nothing is taken for granted. Quality materials
are bought, tested before fabrication and again

Tone
Distance and Reliability Are
the Essentials of Radio Sets

Quality, Selectivity,

after fabrication. Special equipment is used for
measuring resistances and voltages. There is
no guesswork. Every step is measured and re-
measured. An ever alert, ever watchful corps
of engineers and inspectors insure precision
manufacture of all the parts of the product.
What Is Built Into Quality Sets?

If it werc possible for the buyer to go into
the plants and make his own comparisons, and
if he understood all the processes or had them
cxplained, this would be a good method of sell-
ing him—in other words, placing him in a posi-
tion to judge good radio manufacture. To
translate the meticulous accuracy and painstak-
ing care of production with the proper design
as the foundation to the ultimate prospect is
not such a simple proposition, however. Por-
tunately, as in the saying ‘“\Vhat goes up must
come down,” there is a similar truth in “what
goes into the manufacture must come out.”

These built-in essentials I have already men-
tioned. By explaining why the various tests,
why the various inspections build in the essen-
tials of good radio performance, we arrive at
a standard by whick radio may be judged.

It becomes the duty of the manufacturer of
quality apparatus to explain what constitutes
superb tone quality, what brings about extreme
selectivity in a radio receiver, the how and
why of great distance performance and just
what is meant by absolute reliability when the
term is applied to radio performance. Discus-
sions of these subjects are as interesting to-day
and form as great, or greater, advertising and
sales topics as they did some time ago.

Predicts 11,032,855
Sets in Use by 1929

Frank A. Arnold, Director of Develop-
ment, National Broadcasting Co., Ad-
dresses League of Advertising Women

Frank A. Arnold, director of development,
National Broadcasting Co, prcdicts that by
the first of the year there will be 11,032,855
radio receiving sets in use in the United States.
The occasion of the forecast was the League
of Advertising Women's monthly dinner at the
Advertising Club recently. He also quoted
$2,092,000,000 as the money outlay for sets,
parts and accessories during the last seven
years ended December 31, 1927.

“A survey of radio broadcasting has recently
been prcpared for the National Broadcasting
Co. by Daniel Starch,_of Cambridge, Mass.”
<aid Mr. Arnold. “This survey covers the ter-
ritory east of the Rocky Mountains, and was
obtained by individual canvassers, 17,099 fam-
iliés”” being visited, and from this group
=cientiﬁca11y‘localed by cross sections of the
country, were obtained for the first time basic
facts and figures of the radio industry.

“It is now a known fact that 9,023,366 fam-
ilies east of the Rocky Mountains own and
operate radio receiving sets. Of this group
New England has the largest percentage, name-
ly, 43.85; Middle Atlantic States next with
43.75, followed by the Middle West, ecast of

8

the Mississippi, 38.96; west of the Mlississippi,
36.33, while the South Atlantic and South Cen-
tral are 2395 and 20.60, respectively. The
weighted average of the entire group is 34.59,
or a little over one-third of the families east
of the Rocky Mountains. Using the same basis
of computation, we now know that including
the Pacific Coast there are 9,630,348 families
owning radio receiving sets, which, figured on
a basis of 43 members to a family, gives a
total radio audience of 41,453,496.”

Other speakers were Louis A. Whitten,
director of radio broadcasting, Hanff-Metzger
Advertising Agency. whose subject was “Radio
Advertising From the Show Angle,” and
George J. Podewvn, director of radio programs,
Batten, Barton, Durstine & Osborn, Inc.,, who
spoke on “Choosing Radio Copy.”

F. W. Watts Joins
the Dubilier Corp.

The Dubilier Condenser Corp., New York
City, announces an important addition to its
cales organization in the person of Frank W.
Watts, who has been appointed sales manager
of the Industrial Division. This branch”of the
Dubilier activities includes power-factor correc-
tion equipment, lightning protection devices,
interference prevention equipment, spark sup-
pressors, carrier-current condensers and other
products that are outside the radio receiving
set and accessory field.
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Elmer Parks, A. K.
Dealer, “Hunts” Sales

Baltimore Dealer Places as Many Sets as
Possible in Homes for Demonstration—
Closes Sales the Next Day

While tliere are dealers over the country who
are regarding radio in much the same light as
they regarded bacon or beans or boots, while

Elmer Parks

they are sitting back waiting for the manufac-
turer’'s advertising and sales promotion to do
the major part of the selling job, in short, treat-
ing radio as a commodity instead of a specialty,
no sueh idea is cramping the style of Elmer
Parks, of Baltimore, trading as the Radio Sales
Corp. Parks is an old-time specialty salesman
who long ago learned that if you are going to
sell goods you have got to see people. Hec re-
fuses to be an order-taking dealer just as he
would have received no kick out of being an
order-taking salesman during his days on the
road over a period of years.

Parks’ idea of radio merchandising is based
on hunting. A picture of a gun, no matter how
handsome it may be, won't bring down a bear,
or even a squirrel. When you go hunting you
want real guns and real ammunition. And
Parks has a whole truckload of it; a truckload
of Atwater Kent sets. He places as many sets
as possible each day for an overnight demon-
stration in the home. The next day he visits
the homes and works to closc his sales.

Does the plan work? Ask Parks. During his
first ten days in the field he personally sold
twenty-nine sets of one type or another, and
he has been going along merrily ever since.
Parks regards his telephone as an invaluable
business asset—a selling asset. A young lady
sits at the instrument all day calling home after
home in the local trade area, using a well-pre-
pared, standardized inquiry canvass. She de-
velops many good leads which are later closed.

The Radio Sales Corp. is just struggling out
of the one-man stage, and in spite of the fact
that a prophet is not without honor save in his
own country, there are folks down Baltimore
way who will concede that Parks is getting
ready to do big things in a big way.

Thos. A. Edison Honored

Thomas A. Edison, in his role of inventor,
was one of the seven pioneers of American
industry honored by nearly 2,000 men and
women at a reception and dinner at the Hotel
Astor, New York, on the evening of October
24. The other pioneers honored on the same
occasion were Henry Ford, for the automobile

industry; Orville Wright, aviation; Charles M.
Schwab, iron and steel; Julius Rosenwald, mer-
ehandising; George Eastman, photography, and
Harvey S. Firestone, rubber.

The seven pioneers were introduced by Dr.
Nicholas Murray Butler, of Columbia Univer-
sity, with a brief referenee to the accomplish-
ments of each. Following the introductions
Charles M. Sehwab spoke for the pioneers and
outlined some of the things American industry
had accomplished. He took occasion, too, to
pay a special tribute to Mr. Edison, writing for
him on a card, “You are the best-beloved man
in America and you deserve it”” There werc a
number of other speakers, all of them promi-
nent in some particular line of industry.

Ruth Etting Hailed
in Vaudeville Tour

“Sweetheart of Columbia Records” Ac-
corded Effective Billing in Pacific Coast
Tour—Afforded Dealer Tie-up

The recent vaudeville tour of the Pacific
Coast theatres made by Ruth Etting, exclusive
Columbia recording artist, who has won the
litle of “Sweetheart of Columbia Records,” af-
iorded Columbia retail dealers with an excellent
opportunitv of stimulating sales of this clever
artist’s recordings. The accompanying photo-
craph gives an indication of the billing which
Miss Etting received on her triumphant tour
and shows the case with which dealers could
tie up with her appearances.

Miss Etting is widely popular in Chicago,
where she was formerly a star night club en-
tertainer, and even more popular in New York
City, where she was featured as a principal in
the recent Ziegfeld “Follies.” Her vaudeville
tour, covering a large territory, has added to

boo oo
How Columbia Artist Was Featured
her following and should result in a decided

increase in the sale of her already popular
Columbia recordings.

Gramophone Co. Statement

Gramophone Co., Ltd.,, London, reports for
the year ended Junc 30, 1928, net profit of
£1,104,098, after debenture sinking fund, in-
terest, etc., comparing with £752,216 in the pre-
ceding year. After payment of 5 per’cent pref-
erence dividend, amounting to £5,000, balance
was £1,099,008, against £747,216 in the preced-
ing year. Stock outstanding consists of 100,-
000 shares (par £1) of 5 per cent preference,
750,000 shares (par £1) of ordinary and 850,000
shares (par £1, of which 12s. is paid) of ordi-
nary B.

J. D. Mugford Joins
Sonora Phono. Co.

Appointed Director of Publicity—Widely
Experienced in This Country and in
England—Well Known to Trade

Continuing its policy of building a strong
organization to back the worlk of its representa
tives in the field the Sonora Phonograph
recently appointed J. D. Mugford as dircctor

J. D. Mugford
of publicity. Mr. Mugford has had a long and
varied experience both in England and this
country, and in addition to his work as a jour-
nalist, is well known to radio and concert audi-
ences, on both sides of the Atlantic.

Chamber Fights the
Freight Rate Boost

Chamber States Proposed Rates Are Too
High—Members of Traffic Committee
Also Opposed to the Plan

The Eastern railroads’ plan to doublc the
freight rates on phonographs clectrically am-
plified was opposed by the Music Industries
Chamber of Commerce in a brief presented by
Alfred L. Smith, general manager, before the
Consolidated Classification Committee in New
York on Wednesday, October 17. The Cham-
ber stated that the double first-class L. C. L.
rate, which will result if the proposed rates
are permitted to go into effect, are impossibly
high from a commercial standpoint and that it
would compel phonographs electrically ampli-
fiecd to bear a freight cost considerably higher
and all out of proportion to that on similar
competing products sold by music stores.

The following members of the Chamber
Traffic Committee also appeared and argued at
some length on their respective viewpoints:
I.. R. Ahern, Columbia Phonograph Co.; W.
Hildebrand, Thomas A. Edison, Inc, and L.
P. Siddons, DBrunswick-Balke-Collender Co
Norman H. Lawton, of the Victor Talking
Machine Co., also a member of the Traffic
Committee, appcared before the Classification
Committce at the meeting that was held in Chi-
cago the following week. E

D. W. May, Inc,, E?xpanding‘

D. W. May, Inc., Crosley-Amrad distributor,
of Newark, N. J, and the May Home Ultilities,
an independent subsidiary, will shortly be
housed under one roof when the alterations to
the May headquarters at 380 Central avenue,
Newark, enlarging the quarters, are completed.




The Talking Machine World, New York, November, 1928

$250 @. CASH PRIZES »

AUDAK wants

stso::o'\ Chromatic
v % ] 59° _
gre * .0 1000
= giest :; gr’ﬂ‘i“. g™
sec’ s, €2 . .
\’ g Pr32¢ OT “just another pick-up.” The

AUDAK Company, famous for

the quality of its talking machine reproducers, could

have brought out that sort of pick-up a long time ago ... when
they first began to appear. But AUDAK, makers of a line of
Reproducers which are the absolute standard in their field, has
waited till now to announce a Pick-up . . . because not till now
have we felt that we had a product which would measure up to
the wonderful reputation and performance of our Reproducers.

Merely reproducing and amplifying sound is not music, and
therefore this is not enough for a pick-up to accomplish. We
held off until we had perfected an instrument which would
preserve the harmonics, the chromatic shadings, the very realism of
the music. Now we have what we sought . . . and we want a
name for it.

This new AUDAK Pick-up is a fit running mate to
AUDACHROME and the other fine AUDAK Repro-

RULES ducers. It reproduces voice and music with all the vital
Contest open to all in the accessories so essential to real music (but which are missed
music-radio trades, except . .
those connected directly or blurred by ordinary pick-ups). It makes the transfor-
with the Audak Comipany. . . . . .

mation from mechanical to electrical frequencies, with a
In th j : g :
it ep;,tsf,','fs. oslyb',',:,-om-,',’; faithfulness never before achieved. These are some of the
an identical winning name, ideas that may be embodied or suggested in the new name.

each will receive the stip-
ulated prize.

Judges 1will be three im-
partial executives, only one
in the employ of this com-
pany.

Submit as many nantes as | I he
you wish. All suggestions
must be received before

midnight, December 24th,
] [ 4
Compang e to the 565 Fifth Avenue,

“Creators of High Grade Electrical and
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a name for its great new
Electric PICK-UP '

HE quality of AUDAK’s new Pick-up will

equal that of the famous line of AUDAK
Reproducers . . . and we do not know how to sum
up its excellence in fewer words. The music trade
is well informed on the acoustical merits and sales
power of this great family ... the standard by
which others are judged and valued.

~ And here is the new Pick-up . . . every bit as
fine as AUDACHROME and the other sterling

AUDAK Reproducers. A delicately adjusted in-
strument that will do yeoman service on the radios
of your customers. A sales aid, indeed . . . like

AUDACHROME, again . .. since it is only neces-
A T o
sary for folks to HEAR the new AUDAK Pick-up o Bl = Bty

other Audak instrument bears
a protective tag like this—

in action, for them to want to own it. A very
important achievement is this, and one for which =
trade and public have waited.

Revised Prices on
AUDAK REPRODUCERS
Audachrome . . List S12.50 Be Sure to See
Polyphase ¢ sg.s0 (I and Hear the New,
Singlephase “ 8650 Tremendously Improved
Revelation “  Sg§.50 SINGLEPHASE ULTRA (-phonic)
—! Reduced From $8.50
to $6.50 List

COMPANY

New York

Acoustical Apparatus Since 1915”



Radio Davs Boost Sales

Co-operative

Action

of Association

Members Builds Interest in Radio Sets

heard constantly if you want it to be

successful,” said M. A. Bonney, man-
ager of the radio department of the Roat Music
Store, Battle Creek, Mich. On a pleasant after-
noon in September, there was stationed at the
front of the store, where it could be heard by
all the passing throngs, a radio set which was
broadcasting orchestra music and concert selec-
tions continuously. Overhead were gay flying
pennants announcing “Radio Days.”

“These Radio Days,” said Mr. Bonney, “were
the result of a confercnce of the members of
thc local Radio Dealers’ Association, and were
designed to take the place of the Fall Radio
Show. It was felt that if the public could be
gotten into the various studios where radio
sets and cabinets werc sold, and where their
operation could be cxplained under the most
iavorable circumstances, much better results in
a business way could be obtained than by plac-
ing them all together in a big auditorium,
where there were countless other things to dis-
tract the attention of those in attendance. The
co-opcration of one of the local papers was,
accordingly, secured, and it was agreed that for
a series of four afternmoons and evenings all
of the members of our Association would tune
in on the local station controlled by the news-
paper. Special artists were secured for the
four nights, and announccments were sent out

¢ P UT your radio where it can be seen and

By W. B. Stoddard

(hat for two hours each afternoon and evening
the programs broadcast by station WKBP
could be heard in any of the salesrooms of
members of the Radio Dealers’ Association.
The advertising expenses of this campaign, con-
sisting of newspaper announcements, pennants,
stickers, etc., were borne by the Association,
and in addition most of the firms ran individual
ads, playing up their own particular type of
radio. Also the newspaper gave us several col-
umns of news publicity each day, and aroused
the intcrest of the public to a high pitch.

“Of coursc, we had our windows dressed es-
pecially for the occasion, featuring several
types of radio, and inviting the public to come
in and hecar the programs of the local and im-
ported artists. The event was a big success,
and every evening, in particular, groups of radio
jans could be found wandering from store to
storc, comparing the receptivity of the different
sets, which were all tuned in on the same local
broadcasting station.

“During this series of Radio Days we had
one fact brought very forcibly to our attention.
Interest is now centered almost exclusively in
the all-electric sets with everything attached to
the light socket except the aerial and ground.
These all-electric sets were strong on the mar-
ket last vear, but this season they have put the
battery into eclipse.

“We carry the Radiola. Atwater Kent and

Sparton, and find that each has its stanch ad-
herents. Many feel the same loyalty as they
would for their favorite automobile. We made
a great effort to obtain complete lines of each
of the various types of sets we carry, and we
were unusually successful for the period of the
year, as many manufacturers are far behind
with their orders.

“We service all machines free for a period
of thirty days, after which regular charges are
made. This allows a legitimate profit, which
is not the case where free calls are made for
an indefinite period.”

While the evening entertainment i