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1 he Worlds first Super Pick-Up
leadss the way with

GREATER
VOLUME! |

REMENDOUS volume, that can be stilled to a whisper by
means of the built-in volume control . . . New beauty
of tone, clear and undistorted over the entire range . . .
Unusually attractive design . . . These unique features of

The new Toman Super Pick-Up— the World’s first Super Pick-Up make it one of the most
The greatest advance ever made . o 5 5
in the Pick-Up field. important recent developments in the radio-musical field!

Produced by the Toman laboratories . . . makers of the
world’s finest tonearms and reproducers . . . it sets new stand-
ards of Pick-Up performance. And it is reasonably priced!

Manufacturers who have seen and heard this new Super
Pick-Up are specifying it for their phonographs and radio-
phonograph combinations. Many Jobbers and Dealers are
enjoying the new profit-opportunity it brings the trade!

A single demonstration will convince you of its superiority
over all preceding pick-ups . . . of its value to you.
Wire or write for a sample. But ... do it NOW!

-----------1

E. TOMAN & COMPANY, I
2621 W. 25t Place, Chicago.
Gentlemen: You may send me a sample of
the 1930 Toman Super Pick-Up — for tane l
tests and inspectian — without obligation
on my part ta buy. l TONEARMS
I PICK - UPS
Name
Add
w | E. TOMAN & COMPANY
Established 1914
City i 2621'West 21st Place Chicago, U. S. A.
Cable — SIVAD — Chicage
Executive I Bankers: First National Bank of Chicago




Tclking Machine World & Radio-Music Merchant, New York, April, 1930

The judgment of his ear confirmed

EFORE he buys, this man
B wants to look inside the set that
is newer than screen grid. He
has already decided on the Grebe;
a demonstration has made him alert
to its broadened scope of entertain-
ment. Convinced by its performance,
he wants also to satisfy his curiosity
about its construction. And he is
quick to grasp the scientific impor-
tance of the principles that place it
a year ahead of the field.

In the old days, when parts were
big business, he used to build his own.
He has tinkered his way through the
years that have seen modern radio
evolved—would still be tinkering if
the family had not rebelled. So, when
he turns the talk into
technical channels, it is
partly from force of
habit — partly for his
wife’s benefit: his final
gesture of authority
before he capitulates.

Gre
ra

SUPER= SYNCHROPHASE W

Play along — let him assert
himself — then confirm the
judgment of his ear. Tell him
about the exclusive equalized
band pass filter which controls
the power of the screen grid
tubes in the new Grebe. Tell
him about the single audio
stage—about the original large
diameter speaker—about the
automatic phonograph circuit with
its specially wound transformer.

To his wife, the scientific signifi-
cance of these features may be steeped
in mystery, but she understands what
they mean in terms of radio enjoy-
ment. She knows that guests will ad-
mire her taste in furniture, when they

see the model she has
selected from the four

e created by Grebe...

Therefore: perfect har-
o mony in the family
l when he gives you the
check thatsealsthesale.

Alfred H. Grebe—“Even when
this set is silent, it gives its owner
pleasure, for we did not stop
whenwe had perfected its musical
qualities. In keeping with the
growing interest in home decora-
tion, we made each model an
artistically distinguished piece of
furniture. Eye appeal is another
reason why our franchise holders
steadily earn substantial profits.”

A. H. GREBE & COMPANY, Inc., Richmond Hill, New York
Western Branch, 443 So. San Pedro Street, Los Angeles, California




HE SECRET of successful mer-

chandising is QUICK TURNOVER.
When, for example, a Brunswick
dealer in a small music store can
take ten records of “St. Louis Blues”
and in two hours, by demonstra-
tion, sell every last one of
them, you can be mighty sure
that the Brunswick arrangement of
“St. Lovis Blues” is a “bull's-eye.”
The same is true with the other
three records featured on this
page —true also of hundreds of
outstanding Brunswick hits. All of
which is just another reminder that
the Brunswick franchise is a valu-
able franchise.

Talking Machine World & Radio-Music Merchant, New York, April, 1930

Tain’t No Sin
(To Dance Around In Your Bones) and

H’lo Baby

{theme song of Pathe picture “Forward Pass”)

by Cotton and Morpheus 4667

Known on the Air as the ““Sealy Air
Weavers,” Cotton and Morpheus can
take any song and make it a lasting
source of entertainment. That's exactly
what they’ve done with “Tain’t No Sin.”
Very popular—bound to be a tremen-
dous seller.

St. Louis Blues
and Beale Street Blues

played by Louis Katzman and the Brunswick
Orchestra, with vocal chorus by Dick Robertson

20096
This arrangement was first used in a
“Brunswick Brevities” broadcast last
Fall. Hundreds of “repeat” requests
followed. We complied a few weeks
ago, and also released our commercial
record 20096. Orders are pouring in
by letter—telephone —and telegraph
from every part of the country.

St. James’ Infirmary
(Gambler’s Blues) and

Ruff Scufflin’

Fox Trots, with vocal chorus, by
George E. Lee and his Orchestra 4684

Brunswick scooped the market on this
record by a month—greatly to the
profit of Brunswick dealers. “St. James'
Infirmary” is now, almost over-night,
a national hit —featured . over the Air
and by every orchestra.

What Is This Thing
Called Love ? and

She’s Such a Comfort to Me
(from “Wake Up and Dream!’’)

Fox Trots with vocal chorus, by
Ben Bernie and his Orchestra 4707

Ben Bernie recorded “Whar is This
Thing Called Love?” in his most fasci-
nating musical style. Easy to see why
he's a nation-wide favorite—and why
this record will be a tremendous hit.

RADIO ... PANATROPE WITH RADIO...RECORDS

THE BRUNSWICK-BALKE-COLLENDER COMPANY, Chicago, New York, Toronto — Branches in All Principal Cities




Talking MachineWorld

/8.4
- RadioMusicMerchant

Vol. 26. No. 4. New York, April, 1930 Price Twenty-five Cents

Wll Yvou be r[‘/zere oo o |||

HERE are very definite signs now in evidence that business gen-

erally has reached the bottom and is on the up wrend. The radio

industry, too, reached its lowest point several weeks ago and it is
now in a healthier condition than it has been in months. Manufacturers
are gauging production more accurately, distress merchandise has been
eliminated from the market to a large extent, and manufacturers, whole-
salers and dealers have materially strengthened their positions to carry
on and to take advantage of the betterment in radio demand that is al-
ready in evidence and that is certain to become increasingly strong as the
months pass. The entire industry is now in a position to progress along
sound and enduring lines provided each phase of the business is intelli-
gently and aggressively promoted.

ECAUSE of these facts, the RMA Trade Show and Convention, to
be held in Atlantic City in  June, comes at the most opportune
time of the year. There is no question about it. The radio in-

dustry will be in a position to take the most complete advantage of the
new lines that will be exhibited at that time. It is significant that res-
ervations for the exhibit space in the auditorium exceed all past records
for RMA Shows, and last year was one of the largest exhibits of radio
ever staged. There is added significance in the fact that hotel reserva-
tions are in excess of former years. These things unquestionably indi-
cate that not only will the entire radio industry be represented at At-
lantic City in the form of exhibits, but that the wholesale and retail fac-
tors of the trade realize the importance of the Show and plan to support
it by being present. It is an opportunity for the trade to get first-hand
information regarding products that may prove profitable and at least
will be instructive. The RMA Trade Show is the one event especially
for the trade, making it possible for those in the industry to compare
various lines. It is at the Trade Show that the dealer who is considering
the addition of lines or changes in his merchandising set-up can intelli-
gently analyze what the manufacturers are producing for public con-
sumption. It is at the Trade Show, too, that the jobber can get an idea
of what the industry has to offer.

——

r HESE are important matters for the reason that this year, as never
before, every branch of the industry which hopes to carry on in

a progressive manner must devote its energies to the products that

are best suited for its particular needs. The dealer must get down to
bedrock in merchandising. He must eliminate waste. He must get the
utmost in efficiency from every member of his organization and he must
make every advertising dollar bring returns on the investment. On the
other hand, the wholesaler enters into the picture as more than a dis-
tributor of merchandise. The wholesaler, to get the best out of his ter-
ritory in the way of business for the line he represents, has a duty to
the dealer, and that duty consists of practical merchandising co-operation
which will help the retail merchant profit. The RMA Trade Show is the
place for retailers and wholesalers to get together for their mutual bene-
fit. The importance of being present cannot be over-estimated. This is
the industry’s outstanding event and, remember, it comes at a time when
the industry, individually and collectively, must co-operate for the gen-
eral betterment of all. Make yonr plans to be among those present now.

3




Post
Sells

George Post finds that a
photograph of a radio instal-
lation in an attractive home
with a happy family group
about it is often the final
“shot” that closes a sale.

SOO SETS AYEAR

Adhering to Sound Trade-in Policy Enables

Dealer to Do “Big City” Business in Small Town

g TEN per cent trade-in allowance may
A have been Okey in 1929, but five per
cent is plenty in 1930 and in 1931 we
intend to refuse allowances on old battery sets,
in fact, we may establish this policy before the
year is out,” said George Post, of Geo. R. Post
& Son, Butler, N. J. The town of Butler has
but 2,000 inhabitants in it and yet these dealers
sell more than 500 radio sets every year in this
little place as well as a large number of Vic-
trolas and electric clocks. Not only that, but
they sell them on sound business principles and
net substantial profits from their merchandising
activities, a thing which many radio
dealers in the big cities fail to do.
“It must be remembered,” con-
tinued Mr. Post, “that there are
practically no battery sets being
sold to-day, so if a dealer takes one
in trade this year or next, he may
be sure that the prospect for a new
electric set is about ready to dis-
card the old battery set anyhow,
either because the relic is not
working or costs too much to
keep in repair, hence the radio re-
tailer who gives a trade-in allow-
ance of more than five per cent
this year is throwing away profits.
No individual who has once had
the pleasure of owning a radio is
going to do without one just be-
cause he cannot get a few dollars
more on an old unit and, further-
more, most people to-day know
that battery sets are worthless and
they are not as unreasonable in
their demands as they were a year
or two ago when electric sets first came on the
market to attract the public.
“We have less trouble to-day convincing

By Fred Merish

people that a five per cent trade-in allowance
is ample than we did a year ago with a ten
per cent trade-in and often we induce prospects
to give their old battery sets to charity rather
than take a few dollars from us for them. When
we first started selling electric sets there were
plenty of people in this vicinity, and in every
other dealer’s territory, who had only purchased
new battery sets or who had sets that were
functioning satisfactorily. They would come in
and think nothing of asking one hundred dol-
lars or more allowance for a battery unit on the
purchase of a new electric set, and those were

EO. R. POST & SON - RADIO Ato7 -

A e r—

the days when you had to give substantial allow-
ances to make them come across with orders.
Then too, you had a chance to sell a second-

4

hand battery set at that time. To-day you can't
get a dollar apiece for them and it would be
wise for the dealers to get together in every
town and make bonfires of their trade-ins.

“I think that many radio dealers make the
mistake of trying to give bigger allowances than
their competitors instead of laying their cards
on the table and telling a prospect frankly that
they can’t get something for nothing in this
world. That’s my system. I tell a prospect
that the dealer who gives a big trade-in allow-
ance, gets his money back some other way,
either in sub-standard tubes, inadequate installa-
tions, poor service or something of
that kind, and I find that this type
of argument makes an impression
and does much to overcome the
trade-in evil. There is no reason
why the radio dealer should assume
that he is indefinitely under obli-
gations to give ten, five or two per
cent allowance on trade-ins, so
now 1s the time to cut your allow-
ance to five per cent maximum,
gradually cutting the percentage
down to zero by the time 1931 rolls
around. You must realize that
shortly electric sets will be traded
in on new purchases, and if we
dealers continue to make allow-
ances of any size on old battery
sets, the average prospect will de-
mand an unreasonable amount for
his old electric set, and in the final
analysis he will be right. If a
worthless battery set is worth ten
dollars or more in trade, then cer-
tainly a prospect is justified in as-
suming that an electric set is worth $50 or $100,
so prepare now to keep down the demand for ex-

(Continued on page 26)
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Brunswick’s 1930
Models have won im-
mediate, enthusiastic acclaim

from the trade and the public.

A Pacific Coast dealer adds this cemment to a rush order:
“We have not been called to service one of the screen grid radios.”

A middlewesterner praises his new Model S14 in these gratifying words:
“Selectivity is fine. Volume is great. Tone is wonderful. T have logged
104 stations in one month.”

A Brunswick awner who lives in Des Moines, Iowa, sends in this imposing
DX list—and his set is scarcely four months ¢ld!

Enid, Oklahoma

San Juan, Porte Rico

Spokane, Wash. (Statinns
KGA and KHQ)

Seattle, Wush. {Stations
KJR and KOMO)

Tacoma, Wash.
Winnipeg, Canada

Toronto, Canada (Stations

CFRB, CKNC, CKGW)

Ottawa, Canada

Montreal, Canada (Stations
CKAC, CHYC, CNRM)

Calgary, Csnada

Vancouver (Seal Island)

San Francico, Calif., (Sta
tions KFWI, KYA, KPO
and KFBC)

Qakland, Calif.

Beverly Hulls, Calif.

Pasadena, Calif.

Hollywood, Calif.

Santa Monica, Calif.

Culver City, Calif.

San Diego, Calif.

Les Angeles, Calif., (Stations
KFI and KHJ)

St. Petersburg, Fla.

Chearwater, Fla.

Mexico City, Mexico (Sta-
tions XFG and XEN)

Havana, Cuba (Stations

CMC and CMK)

RADIO...PANATROPE WITH RADIO...RECORDS
THE BRUNSWICK-BALKE-COLLENDER COMPANY — Chicago — New York — Toronto — Branches in All Principal Cities
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Finds

Mrs. O. Halverson

EVEN yecars in the record department of
S the Knight-Campbell Music Co., Denver,

Col., has given me some definite ideas
about record merchandising. First, a record de-
partment sales person should cast off the idea
that scllimg recorded music is just the same as
selling other merchandise. It has been a won-
derful help to me and to girls who have worked
with me to look at record sclling from an al
together different angle. We handle Victor and
Columbia records.

The phonograph undoubtedly has been and
will continue to be one of humanity’s greatest
blessings. How could the poor man who de¢
sires beautiful music enjoy the classics or even
the more melodious and swecet opera music
without the phomnograph. Because music has
been recorded onto a cold disc which is sold
like a piece of bread, does not alter the fact
that the disc can and does bring the warmth
of beautiful music to hearts that could other-
wise never enjoy it.

There is the great business man who has
never had time to learn to produce sweet,
soothing strains from a violin. The desire is
in his breast, and, if it were not for the fact
that T could sell him a beautiful violin record
which he could play in the silent comfort of
his home, this man would miss much.

I am taking up much time endeavoring to
put this one point over because it is the founda-
tion upon which my success as a record sales-
woman has been based. Experience has shown
me that it is harder to sell records without
some musical education than it is if one has a
fundamental knowledge of music and composers
to begin with. Before entering the Knight-
Campbell Co.’s service I was a school teacher.
Among other things I taught music up to the
fourth grade. With no merchandising knowl-
edge whatsoever, I was suddenly thrown into
the record department during a Christmas rush
seven years ago. I was permanently assigned
to the record department after the holidays.

Only a short time elapsed before I began to
realize that record selling was a merchandising
art. One of the most successful and helpful
things I have done was started during my first
week in the record department.

For seven years 1 have kept a personal note
book on unusual and hard-to-find records.
Every time a customer asked me for something
that was difficult to find in the catalog, or which
was rarely asked for, I jotted it down in my
notebook, alphabetically. For instance, when I
first started. harmonica records were just begin-
ning to become popular. Diligent searching in
the catalog unearthed only three such records
at that time. These three were immediately
fixed in my notebook under H. Thereafter
when customers asked for harmonica records

Really

Record Selling Is

dn AI’t

As told to Thomas R. Thompson
By Mrs. O. Halverson

Record buyer and manager of Knight-Campbell Music Co.’s record department, Denver, Col.

no time was wasted in looking through the cata-
log. Indian records are another class which I
find dificult. They are usually listed many dif-
ferent ways and under misleading titles. I have
also found it expedient to list instrumental solos
by the name of the instrument—Banjo, Saxo-
phone, Guitar, Harmonica, and so forth. So
many people come in and ask for rccords simply
by saying, “Please let me hear some Banjo
records.”” My notebook has been an efficient
time-saver and most useful.

The record sales person can become more
proficient by study. Not only by studying re-
corded selections and keeping up with the very
latest by means of trade journals, but also by
studying poetry, operas, literature, music his-
tory, composers and their compositions.

Here is the practical value of much study.
A woman came into the store and asked for a
record about some soldier who was to be
hanged. History is full of incidents about bad
soldiers who have been hung, therefore, fur-
ther questioning was necessary. The woman.
however, could add nothing further except that
the song was a conversation between two men
talking about a soldier who was going to be
hanged. Having read Kiplings “Hanging of
Danny Dever,” I recognized the woman’s rec-
ord without having to dig through everything
I had cver heard about soldiers. This incident
is not given to show how studious I am, but to
prove that it pays to read everything possible
which may help sell more records.

In this particular case, as I recall it, T only
sold the one record, but the woman has re-
turned many times since and purchased enough
to repay my department for the time I took to
read Kipling’s works.

It pays well to be patient in exasperating sit-
uations. It is very trying to have a customer
angered because one cannot locate a record
which has been described by whistling. Such

nize the record selection which he desired.

A few days later T was listening to La Rosita
and recognized therein the little snatch which
our old friend had whistled. 1 called him up
immediately and told him that we had found
his record, and if he would come down we
would be glad to play it for him, or we would
send it out to his home. This customer now
buys all his records from the Knight-Campbell
Music Co. It is many little things like this that
build up success for the record department and
sales people in it.

People want what they want, and it is up to
the record sales person to find it no matter how
little she has to go on. The sales person who
says, “Well, T don’t know what they want—
why should 1?” will never build up a clientele
of buyers who purchase $25.00 worth of records
during one visit.

Here is a case in point which proves that it
pays to study one’s customners as well as one’s
business, and that it is good business for the
same sales person to serve the same regular
customer at all times.

During a Christmas rush an extra girl waited
on a customer of mine who comes down from
Wyoming twice a year, This customer had
never gone away from our department with less
than $20.00 or $25.00 worth of records. The
girl sold him only $6.00 worth of records and
thought she was making a big sale. The next
time this man came in he bought $34.00 worth
of recordings.

This large sale was made because we kept
showing him records and saying, “Now here
is something else I am sure you would like.”
Study of the customer’s musical desires saved
his time and by suggesting only the things he
wanted sales increased. The total sale was in-
creased because he wanted practically everything
played for him.

Tt is possible to build up the average sale.

Early in her seven years of record selling Mrs.

Halverson found that a notebook of unusual record-

ings would prove highly beneficial; knowledge of cus-

tomers’ likes and of stock is what builds sales volume

situations, however, are made to order for
building up good-will. We grasp the oppor-
tunity to make a good friend when a chance
like this presents itself.

I have in mind an old gentleman who came
into the department for a record which he de-
scribed by a whistled snatch. All of us en-
deavored to identify the tune, but were unsuc-
cessful. The customer left the store without
making a purchase. He was not in a bad frame
of mind because we had shown him that we
were so interested in pleasing him that we had
everyone in the department attempt to recog-

6

When we feel that we have sold the customer
all he will stand, or feel that the customer has
asked for everything he is going to want, we
get out something unusual, unique, novel. Cus-
tomers who come out of booths with all the
records they intend buying will go back and
listen to some unusual suggestion. “King of
Borneo,” which has a catchy melody and a lot
of humor in it, is a record I have used to
increase the average sale, for example.
Hawaiian and pipe organ selections are also
good builders. If seventy-five cents can be
(Continued on page 21)



Tolking Machine World & Radio-Music Mcrchant, New York,

April, 1930

Lieten Monday Evenings 10
the Coast-10-Coas Broadeast
of the 50.picce Rochester
Civie Orchestra over the Na-
tiosal Broadcasting Com-
|‘)-n_)": Blue Network and
saociated Stations.

No. 642 Siromberg-Carlson.
Iligh Console. Triple Screen
Grid in radio frequency.
Exira-size Electro-Dynamic
Speaker. Price, less tubes,

Fastofflockics ¢950
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The Strombherg - Carlaon
Cuarantee not 10 redmge jla
list prices has heen in eflect
since March, 1925, and con.
tinues withous limitation.

No. 651 Radie-I'honograph
Combination. Plays records
with Siromberg-Carlson
radio tone. Triple Screen
Grid. Price, less tubes, Eam

of Rockies - - 8369

eceivers

worthy ot fine broadcasting

PEOPLE are demanding radio
receivers equal to the task of
reproducing programs from the air, as fine as any ever heard
within the world’s greatest auditoriums.

One proof of this is the way they are turning to the Stromberg-
Carlson. Many of our authorized dealers sold three times as
many Stromberg-Carlsons in January 1930 as in January
1929, our greatest saies year.

1930 is a good radio year, if you are selling Stromberg-Carl-
sons. Because—as has frequently happened before at the end ofa
“sellers’ market”, mediocre products are going begging while
products of established quality are selling better than ever.

There is no doubt in people’s minds as to the ability, tone
(uality, fineness or durability of a Stromberg-Carlson. Nor
—as to the permanence of the company whose name it bears.

STROMBERG-CARLSON TELEPHONE MFG. CO., ROCHESTER, N, ¥

“There is Nothing
Finer Than a

Stromberg-Carlson”

MAKERS OF VOICE TRANSMISSION AND VYOICE RECEPTION PPARATUS FOR MORE THAN THIRTY-FIVE YEARS




L. W. Ong

‘Puts « Brakes »

Free

Y some he is called “the professional pros-

pect,” by others, “the perpetual demonstra-

tion addict,” but whatever his classifica-
tion, it is fairly well agreed that his tribe is
increasing. So much so that the comparative
merits of various “systems” for getting a “free
ride” are quite unblushingly discussed by other-
wise estimable citizens who have perhaps never
before done anything more unethical than take
a few liberties with the Eighteenth Amendment.

Musical instrument dealers have so long
taken the attitude that a certain percentage of
radio home demonstrations must inevitably be
free rides that the public has come to take ad-
vantage of their leniency with increasing fre-
quency. But now here and there we discover
a dealer scrutinizing the perpetual demonstra-
tion problem a little more closely, matching
“systems” with the free ride devotee, and either
selling him a radio or discouraging his further
activities as a professional prospect.

The free ride practitioner, for instance, who
contacts the Hollywood Music Co., at 6017-19
Hollywood Boulevard, the movie capital, Bruns-
wick and RCA dealer, encounters a situation
which usually proves rather annoying in that
his former, unfailing method doesn’t “click” as
it should. This store, during the past year, has
evolved a definite policy to cope with the free
ride situation. This program has entailed
changes both in sales methods and in the stock
control system.

“Only about one per cent of our radios are
sold from the floor,” says L. Waldo Ong, head
of the firm, “so consequently we come in comn-
tact with the perpetual demonstration evil on
rather a large scale. Given ample opportunity
to study it our conclusion has been that we, in
common with the average dealer, have encour-
aged the practice by our own laxity. The ‘no
obligation’ policy has been carried to extremes.
The dealer goes out, installs a machine, studi-
ously avoids sales talk on his first visit, and
allows the prospect to keep the instrument too
long through various pretexts.

“When we take a machine out now a sales-
man goes with it. The introductory work is
not left to a mechanic. The presence of the
salesman is evidence that we are on the job.
He doesn’t press the sale, if, after sizing up the
situation, he decides he has a true prospect, one
who is actually looking around to buy. But if
he learns that several other instruments have
been demonstrated in the home and the inten-
tion to buy is apparently in good faith he does
not hesitate to talk contract. If he comes to
the conclusion that he is on a ‘free ride,’ and
an experienced salesman knows the signs, he
uncorks the high-pressure cure right there. A
trained detective can pick out a crook in a
crowd through the latter’s nervous habit of
glancing over his shoulder. An observing sales-

By Wilfred Redmond

man can usually spot a free ride addict by his
pose of pretended interest in the machine.

“We never leave a machine in a home over
twenty-four hours without calling back. We
make arrangements to do so at the time we
leave it. And here is where we usually discover
conclusively whether or not we are on a free
ride. If it is the latter some objection will be
raised. ‘My husband and I are going out to-
morrow night,’ our prospect will say. ‘We'll
call at the dinner hour, then, if we may,’ will
be our reply. If she has her system down she
will instantly apologize that she is meeting her
husband downtown and they are dining out. If
she is just a beginner at the perpetual demon-
stration game she will hesitatingly give her con-
sent to our calling at the time we specify. But
the husband won’t be there. He will have been
delayed or something of the sort. There are
several variations in the way the game is
played. It will sometimes go on to the signing
of a contract. The final act, of course, is when
our professional prospect tells us over the phone
that the husband has learned that his position
is in jeopardy and they have decided to wait
a while, and will we please cancel the contract,
‘We are going to buy a radio though all right,
is the optimistic crumb that is tossed to us in
parting. Every dealer is familiar with this pro-
cedure, but the point I wish to bring out is
that we never let it go this far.

“About the third day of the free ride we ap-
pear unexpectedly at the home to take the radio
back to the store. ‘But my husband hasn’t heard
it yet,’ is the objection. ‘That’s all right, Mrs.
Smith,” we assure her. ‘We will bring another
one out to you. We have a customer for this
model and have to have it right away.’ Now
even a ‘free ride’ often discovers that she wants
a radio of her own for the first time when it
is about to be taken away from her before she
anticipated it. Then is when the desire for pos-
session is strongest—when something is about
to be taken away before the user has grown
tired of it. A theatre-owner recently had one
of our radios for a month and didn’t make any
move to buy it until we came for it one day on
the pretext of having a customer for it. Then
he signed a contract without any further pro-
crastination. -

“If we have taken a radio out of a home on
the pretense of having a customer for it, the
prospect, if a real one, will come to us again
as a usual rule, in which case we send out an-
other machine to her home. But if a ‘free ride’
she will go on to another dealer.

“I have discussed with other dealers the prep-
aration of a list identifying the free ride popu-
lation of the community but we decided invari-
ably that such a plan would not be effective in
that a dealer might have a disagreeable experi-
ence with a customer and propose his name for

]

Demonstrations

the list for personal reasons only when his clas-
sification as a free ride was actually uncalled for.
1t was also agreed that many dealers would not
heed the list, that they, in many cases, would
decide, after meeting a listed prospect, that they
could sell him a radio where some dealer whom
they did not approve of had failed.”

Mr. Ong discovered, when he first started his
campaign against the free ride annoyance, that
his system of stock control was largely respon-
sible for the situation. In common with many
other stores it was the practice of salesmen to
merely make a note of a machine taken out for
a home demonstration and place the memoran-
dum on the bookkeeper’s desk. The informa-
tion was then transferred to a book where the
record of machines out on demonstration was
kept one name under another down the page.
Sometimes the notes were mislaid, sometimes
not made out promptly when the salesman’s at-
tention was taken up with something else, and
sonetimes forgotten altogether. In discussing
this method with other dealers, Mr. Ong found
several others doing the same thing, some of
them cven having had the experience of ma-
chines out and their whereabouts forgotten.

Under the improved system now followed by
Mr. Ong the record of every radio in stock, out
on rental and demonstration is contained in one
file. This consists of a large diary book divided
into seven sections representing the seven makes
of radios handled by the store. One full page
is devoted to every machine that passes through
the dealer’s hands. With a stamp it is indicated
whether the machine is on the floor, out on
demonstration or rental, or sold. The name and
date of demonstration is entered so that it is
possible to tell at a glance where each machine
is and how long it has been out. If it is out
on trial an unreasonable length of time the
salesman who handled the demonstration is
asked to explain the fact. Each page contains
the entire history of the machine, shows how
many demonstrations were made before it was
sold, and thus gives the dealer a line on what
models are moving. There is no necessity to
go to three or four files when desiring to check
up on a machine, The pages are not kept in
loose-leaf form so there is no chance of a ma-
chine’s record ever being lost.

A similar system of eliminating complicated
files is in use with the rental machines. All the
data is contained on the back of each contract.
The notations are stamped and read: “Date
Paid,” “From,” “To,” “Amount,” and “Drayage
Paid.” A record of the mailing date of state-
ments is kept on the front of the contract.

When a demonstration machine comes back
the prospect’s explanation for not taking it is
solicited by the salesman and entered in the
stock book. This is followed up thirty days
later with a letter if the reason warrants it.
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GOOD NEWS

ABOUT RCA RADIOTRONS

NUMBER | . . VOLUME |

ERE’S the GOOD NEWS that brings a greater day of increased
profits to every RCA Radiotron Dealer.
L » * »

Here’s the practical help you need to enable yo# to make more
money . .. Expert merchandising counsei . . . the very backbone of this
new RCA Radiotron program of sales promotion . . . That’s the way
every RCA Radiotron dealer is helped along the road of bigger profits!

GOOD NEWS, the RCA Radiotron dealer publication, brings to
you each month expert merchandising counsel from acknowledged
leaders in the field. Its pages are packed with text and pictures show-
ing you how the most successful dealers are now running their
business. The latest achievements in engineering, research and manu-
facturing, as well as easily understood technical information for the
service man will be only a few of the many invaluable features that
you cannot afford to miss.

GOOD NEWS is the very first of a great program of sure-fire sales
aids which RCA Radiotron dealers will receive. These sales aids are
proved profit producers. They will help you to speed up your sales . . .
increase your profits and cash-in on the great magazine, newspaper
and broadcast advertising program which is keeping the famous
namc RCA Radiotron before your customers.

Henry W. Baukat, formerly Associate Editor of Radio Retailing,
has been secured to edit GOOD NEWS. Mr. Baukat is thoroughly
familiar with all phases of the industry.

RCA RADIOTRON COMPANY, INcC.
Harrison, N. J.

RCA Rad

Display the red and black carton
and the famous RCA trade-mark

THE HEART OF YOUR RADPIO SET

World Radio History



Mother’sDay Tie-UpsThat
INCREASED SALES

second Sunday in May, is taking on a

deeper significance, and cach year sces
more sons and daughters bring tribute to
Mother on Her Day. There is nothing that
gives more pleasure than music, so all dealers
should suggest that the children band together
and give mother a phonograph or a radio. Un-
like candy and flowers, which arc ephemeral, a
musical instrument (and radios are now gener-
ally classed as such) will give pleasure for
months and even years.

But before merchandise can be sold the idea
back of it must be put over, and for this reason
whenever a group of merchants co-operate bet-
ter results are gained than when a single firm
gives publicity to the day. A good example
of this is the co-operative campaign of the
leading merchants of Chester, Pa. They took
two pages in the local papers. At the top was
the vignette of a sweet-faced mother, and the

VEerses:
"1f I were hanged on the highest hill,
Mother o’mine, O mother o’mine!
I know whose love would follow me still,
Mother o’mine, O mother o’mine!

EACH year Mother's Day, falling on the

“1f T were drowned in the deepest scas,
Mother o'mine, O mother o'mine!

1 know whose love would come down to me,
Mother o'mine, O Mother o'mine!”’

The balance of the space was taken up with
individual ads, each merchant taking as much
space as he chose. The Hopkins Piano Co.,
showing the cut of a talking machine, said:

Keep Music in Her Heart with Music in Her Home.
The Vietrola makes a wonderful gift for mother.

Select one for her today, and let us deliver it with a

few choice records.

“Mother Dear” makes a very appropriate number,
75¢.

Chas. W. Hopkins, manager, said that most
of the phonographs were sold on deferred pay-

ments, with a year to pay.

Tollins had a single column ad, with a medal-
lion of Mother at the top, especially featuring
phonograph records:

MUSIC SHE LOVES TO HEAR AGAIN AND AGAIN

Give her those songs she loved so well when yon
were a youngster, And as her thoughts wander back
along the road to those dear remembered days, mother
will understand.

Mother’s Day is May 11. Send her a beautiful
album of records selected and recorded especially
for her. Come in and let us play them for you today.
When a radio is to be purchased, the buyer

should be urged to have it installed previous to
Mother’s Day, in order that Mother may have
the satisfaction of listening to the beautiful pro-
grams and Mother's Day tributes that come in
over the air on May 11.

The Southern California Music Co., Los
Angeles, Cal, ran a splendid tribute to Mother,
and suggested that only the best was good
enough for her on her particular day:

FOR MOTHER'S DAY GIVE A RADIO

The prayers he learns at his mother’s knee are the
man’s safeguard in life. It is the concentrated appre-
ciation of the grown-ups of the nation that established
Mother’s Day—the outstanding Sunday of the year for
her, the day when gifts to her carry an expression
of the sentiment that is never forgotten.

A phonograph or a radio will express not only the
sentiment, but its enduring quality. We will give you
cheerful expert counsel, and show you an infinite
variety.

They advised that $10 down would secure a
radio, and that a year in which to complete
payment would be given if necessary.

The Birkel Music Co., l.os Angeles, began
advertising several weeks in advance of Moth-
er’s Day, and as the date approached they urged

By W. Bliss Stoddard

niore strongly that purchases be made in ample

time to insure instalment before May 11:
A MUSICAL GIFT FOR MOTHER
To find the name of a world-famous maker on a
radio adds immeasurably to the happiness of the re-
cipient and bespeaks the good taste and discrimination
of the donor. With only two more days before Iler

Music
she loves to hear . .
agaz'fz and again

Give her thosc songs she
loved so well when you
were a youngster. And, as
her thoughts wander back
along the road to thosc
dear, remembered days . ..
mother will understand!

Mother’s Day is May 8th.
Send her this beaurtiful
album of records, sclected
and recorded especially for
her. Come in and lec us
play them for you——roday!

TOLLIN’S

615-17 EDGMONT AVENUE

"We Furnished Mother's Home—
Let Us Furnish Yours”

New
1CTOT
@ victor

Striking Mother’s Day Ad

Day—May 11—we are rcady to make delivery of all

last-minute gift instruments.

They pictured the different makes of radio
carried by them, and stated the down price on
the various sets, all of them being sold on de-
ferred payments.

An interesting method of showing their ap-
preciation of the great band of mothers was
adopted by Bullocks, I.os Angeles. On the
Saturday preceding Mother's Day girls stood at
the entrance of the store from the opening to
closing hour and handed to everyone who en-
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tered, regardless of whether or not a purchase
was made, a card and a graceful long-stemmeaq
white carnation. On the card was printed in
letters of gold:
TO MY MOTHER
Most of all the other beautiful things in life come
by twos and threes, by dozens and hundreds- -plenty
of roses, stars, sunsets, rainbows, brothers and sisters,
aunts and cousins—but only one Mother in all the
wide world.

It was a beautiful tribute to all mothers, with
out a thought of profit, yet it did more to call
attention to Mother and Her Day than reams
of printed publicity would have done. In the
center of the main aisle of the store was an
casel on which was a life-size reproduction i
Whistler’s Mother.

The Platt Music Co., Los Angeles, adopted
a somewhat similar plan, girls handing out post
cards containing a replica of the Whistler
“Mother,” and a short verse:

A picture memory brings to me;
1 look across the years and sec myself beside my
mother’s knee,

On the address side were the words “Moth-
er's Day” and the date. In the lobby of the
store was a Victor radio, which was tuned in te
catch the noonday program given by the Amer-
ican Legion at its dinner in compliment to the
mothers of the members. There was also a
Victor phonograph playing appropriate “mother’
selections. A big ad run by them at this time
suggested a new and up-to-date radio for
mother, and advised that the old radio or plono-
graph would be accepted as part payment on a
new radio. In the window were pictures of
mothers in a number of the late films—Seven
Days Leave, Mother’s Boy, Madam X, and
others. One of these was placed on top of each
model of radio cabinet shown, and a card sug-
wested “Give Mother the world’s best music on
ler day, via a Victor radio.”

1929 Radio Sales Hit
Peak, Survey Shows

WasuiNGToN, D. C. April 4—The average valuc
per dealer of radio equipment sales during 1929
by the 10,455 dealers reporting to the Depari-
ment of Commerce for the quarterly survey of
stocks and sales of dealers is placed at $13,000,
compared with $10,800 for the dealers reporting
this information for 1928 and $11,750 for the
1927 survey.

The dealers included in the survey, about one
fourth of all the dealers in the United States,
reported an aggregate business of $135,845,635
for 1929. This compared with $70,877,517 re-
ported by 6,569 dealers for 1928 and $90,785,050
for 7,737 dealers in 1927,

Sales of 862,599 electric sets and 35,197 bat
tery sets were reported by the dealers in 1929.
The average number of sets sold by each dealer
was 86, compared with 68 in 1928 and 47 in 1927.

Incorporation

The Roxy Music Stores, New York City, were
recently incorporated at Albany, with a capital
stock of $20,000.

Ralph Brown has opened a radio shop in
Gray Block, Red Key, Ind.
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Here’'s how
The Slectro- Chromatic PICK-UP

helps YOUR business....

INCE AUDAK first
began to create elec-
trical and acoustical in-
struments, the products
of this company have
been outstanding for
their merchandising
value to the radio-music
trade. Constructive
business has always fol-
lowed in the wake of
A UD AK instruments
. . . simply because their
precision, their rare
faithfulness to the high-

est musical demands, in-
evitably has increased the public’s
appreciation of good music and
facilitated the retailing of musical
supplies.

As AUDAK sound boxes helped

of GOOD entertainment, resulting
in a greater demand for records
and the salvation of a segment of
your market which of late has been

slipping. By demonstrating with

the ELECTRO-CHRO-
MATIC Pick-up, you
resurrect the record
business in your neigh-
borhood! You bring out
the best . . . in the high-
est type of records . . .
reminding people that
radio is not enough, that
they still must have re-
corded entertainment to
complete their happi-
ness.

More! When you sell
an ELECTRO-CHRO-
MATIC Pick-up to a
family that wants combination ad-
vantages but cannot afford them ...
you are paving the way for a com-
bination sale in your store . . . you
to get the profits by the simple
process of giving people,

you in the days when talk-
ing machines were your main
stock-in-trade ... so
the ELECTRO-CHROMATIC
Pick-up, with its masterly ally,
the TUNED Pick-up, helps you
today TO PROCURE MORE
BUSINESS. Not simply by the
sale of the pick-up
which is a very profitable end
unto itself . . . but through the
awakened public consciousness

“TUNED

continues the talk of the trade. That the big, long-
wanted improvement should come from AUDAK,
the very source the radio trade expected it from . . .
that it should answer the demand so fully
that one can now tune his pick-up even as he would
regulate his timepiece that pick-up per-
formance is now independent of external factars
o constant instead of changeable . this
is what the trade is talking about today.
Special mrodels for Victor and other
standard radio sets

through the finest of pick-ups,
a foretaste of actual combina-
tion performance.

Understand . . . the highest
type of radio receiving set can-
not be any better than the pick-
up used in demonstrating it. To
use any pick-up of less than
AUDAK quality is to belittle
the radio itself through stunting
its performance!

We’ve promised you new developments in 1930. You've had the TUNED Pick-Up
Next comes news of equal importance to the trade. Watch for it!

e AUDAK COMPANY

565 Fifth Avenue

New York

“Creators of High Grade Electrical and Acoustical Apparatus Since 1915””
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Go lo your

.....1is the BIG SHOT

nea Kadiola a2 reaKadiola 66

Cabinet Radiola with the mew Screen-Grid The newest RCA “all-electric” development in A new, improved RCA Super-Heterodyne with
Radiotrons. Built-in RCA Electro-Dynamic Screen-Grid radio combined with the phonograph. RCA Electro-Dynamic Reproducer. Built with
Reproducer. A powerful, efficient receiver of Radio and phonograph utilize the same improved master craftsmanship throughout. The finest
most modern design. $130 (less Radiotrons) built-in Electro- Dynamic Reproducer. ‘*Music Super-Heterodyne ever offered at this price.

from the air or record.”” $195 (less Radiotrons) $175 (less Radiotrons)

RADIOLA DIVISION
Display the famous RCA trade-mark RCA VICTOR COMPANY, INC.

RCA RADIOILA
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la dealer

in all RADIOLA
ADVERITISING in

10350

The biggest, most intensive business-building campaign in the
history of the Radiola is now under way ... a workable, profit-
able campaign that is arousing the enthusiasm of Radiola dealers
throughout the country.. a plan worthy of Radiola leadership
and prestige . . . a plan that is definitely and purposely built
around the Radiola dealer!

“Go to your Radiola dealer” is the keynote of the Radiola Broad-
cast Hour. “Go to your Radiola dealer” is the keynore of every
advertisement running in magazines, farm papers, class journals
and newspapers.

To be a Radiola dealer and to sell Radiolas, in this—the dawn
of a new era in Radiola marketing, will make any dealer pros-
perous. The truth of this statement will become more apparent
to Radiola dealers as the vear rolls onward.

The 1930 Radiola business-building campaign is proving a phe-
nomenal success. Put the campaign to work for you. Link your

geauti]f_lullv d;signei table mc;de! of the iadiola reputation with the finest reputation in radio ... the reputation
uper-tietero ne, the mosi1 selective circuit known . ’ . . . . .
in the radio ar, $98 (less Radiotrons) of the Radiola. The Radiola dealership is a good paying busi-

ness today ... it will bring more and more profits as the months
go on. You can depend upon it.

RCA RADIOILA




The Wide Variety of Tschatkowsky's Music

Is Amazing to the Music Lover; Many of His
Works Are Still to Be Put in Record Form

By
W. Braip WHITE

HAVE been inquiring a good deal lately
I in an effort to learn to what extent album

recordings of great musical works are ac-
tually selling. The testimony obtained is im-
pressive. There is no doubt in the minds of
the several sales managers to whom I have
talked that first-class album sets are selling
steadily and in quantities which show a gradual
and constant increase. This is very good news
to all who have the best interests of the phono-
graph at heart,

I was not mistaken. Columbia has now an-
nounced the American publication of the
Tschaikowsky violin concerto. My haste to im-
port the set from London was therefore ill-
timed, but I am glad anyhow that I had the
records a few weeks in advance of anyone
else around town. - For it is great music, and a
great, a very great, picce of playing and re-
cording.

I often think that Tschaikowsky is unfairly
estimated by those who have paid no attention
to his chamber music and his smaller works.
The noise and clangor, the sweep and power,
of the 4th, Sth and 6th symphonies have car
ried away public sympathy to such an extent
that the Tschaikowsky of the violin concerto,
of the trio for piano, violin and cello, of the
lovely songs and of the incomparable quartet
is hardly known outside the circles of professed
connoisseurs. In an article of this series some
months ago I ventured to say quite a good deal
about the famous Trio, dedicated “to the Memo-
ry of a Great Artist,” and last month I spoke
at some length on the violin concerto. I only
wish it were possible for me to talk at equal
length on the string quartet. '

Every recording studio has at least once had
to hear the lovely slow movement (Andante
Cantabile) of this last-named work, but unfor-
tunately only one of the other movements has
ever been recorded. This is a great pity, for
Tschaikowsky shows, in this quartet as in the
Trio, that he had a flair for chamber music, in
fact a talent of the highest value for work in
the most difficult of genres. Tschaikowsky
always disliked the piano in chamber ensembles,
but when he came to write the music which
should serve as an act of homage to the memory
of his mentor and friend, the pianist, Nicholas
Rubinstein, he felt that he could not leave out
the piano. On the other hand, he did not wish
to write for piano solo. He compromised on
piano, violin and cello. We are fortunate that
he did so. The Trio is one of the finest modern
examples of this difficult form, and stands with
Schubert’s in B flat, Beethoven’s in the same
key, and Arensky's in A minor.

What of Tschaikowsky Is Recorded?

Inspection of leading catalogs shows that
I'schaikowsky is not really well represcented.
His three greatest symphonies, the 4th, Sth and
6th (pathetique), have all been recorded in full
and are to be found in several editions, played
by orchestras of the calibre of the Chicago, the
Philadelphia, and the London. The Violin Con-
certo has been brought out recently, as we
know, with Bronislaw Huberman doing the solo
and the Berlin State Orchestra assisting. The
famous B flat major piano concerto which Fanny

Bloomficld Zeisler used to consider one of her
great war horses, has also been recorded by
Victor and by one German house. The equally
famous, but not half so interesting, *1812"
Overture has also been done several times. It
is onc of Tschaikowsky’s few pot-boilers, com-
posed to order, and like most occasional pieces
rather feeble in conception. It is noisy enough,
goodness knows, but noise is not exactly music.
It is a fine picce for a military band, out of
doors, with plenty of air space. But it is not
meant for indoor performance. Yet I once
heard it played by a military band . . . and it
was indoors!

The piano concerto is fine music. Tschaikow-
sky had an awful row over it when it was first
composed, with his friend, Nicholas Rubinstein,
who did not like it, refused to introduce it, and
said that it was unplayable. How curious it
is that the same criticism should have been
leveled both at the piano and at the violin con-
certos, when each was young. It is hard for
us in 1930 to realize what an uproar of hostile
excitement Tschaikowsky’s music caused at one
time or another among the musical conserva-
tives, especially in Germany. To-day no young
piano virtuoso would think much of himself if
he could not play the Tschaikowsky concerto,
with one hand tied behind him, as it were.

Zeisler and Siloti

The music is Russian enough, goodness
knows, which means that it sometimes gets out
of hand, is sometimes rather barbaric, is often
a bit unbalanced; but all the time is powerful,
attractive, convincing, The first movement to
my mind is the best by far, whether in the musi-
cal ideas it puts forth, in their development, or
in the treatment of the piano and of the orches-
tra. The hurrying tramping, almost galloping,
principal theme, with its suggestion of armed
men rushing headlong into battle, the noble and
thoughtful second theme, the splendid vigor of
the working out and the breathless rush of the
close, have all been familiar these many years
to concert andiences all over the world. Of all
those whom I have heard play it I think that
Alexander Siloti and the late Fanny Bloomfield
Zeisler have moved me the most. Siloti is him-
self Russian, knew Tschaikowsky well and
understands the spirit of his work thoroughly.
He plays still, despite his advanced age, with
the energy and fire of a young man. Only the
other day he gave a most remarkable perform-
ance of this great concerto in New York.

Fanny Bloomfield Zeisler was a veritable
dynamo of energy. How on carth she cver did
it no one will ever know, for she was a frail
little woman, physically speaking. Her nervous
cnergy, nevertheless, was astonishing and she
put every ounce of herself into her playing.
‘The Tschaikowsky concerto was her battle piece
for many years and she more than almost any
other individual artist sccured American recog-
nition of it. Victor has a marvelously good re-
cording of this concerto, done by Mark Ham-
bourg with the London Philharmonic. Ham-
hourg, at one time, came often to this country,
but of recent years has lived entirely in London.
He also is a Russian by birth and he enters into
the spirit of the great “Cossack concerto” with
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all the verve that one could ask of an artist.
Tschaikowsky in Genial Vein

The charming “Nutcracker” (Casse Noisette)
Suite shows Tschaikowsky at his most genial.
There is a complete recording by the Philadel-
phia Orchestra (Victor) which is a real gem.
The music is light, graceful and whimsical, as
befits its fairy ballet theme. To those who only
know the Tschaikowsky of the Pathetique Sym-
phony, this music comes as a charming surprisc.
Columbia has also recorded several of the dances
and marches, but I prefer the Victor recording,
which is about as good as anything of the kind
can ever be.

The Andante Cantabile of the String Quar-
tet has been done to death by the recording
companies, probably because it happens to pos-
sess a melody so haunting that the veriest low-
brow can understand and appreciate its beauty.
Unhappily only this and the Scherzo of the quar-
tet have been recorded, and we still wait for the
other two movements. Personally I am of the
opinion that the quartet is as fine as anything
Tschaikowsky ever wrote; but it is a shame that
it is not put out in full. We are now surely
past the days of dribs and drabs, snappets and
snippets of musical works.

The Serenade Melancolique has been recorded
by Columbia with Naoum Blinder playing the
violin. This is a lovely thing. I have an old
record of it which was one of the first records
[ bought when I started to collect, about ten
years ago. I also like very much the beautiful
“Melodie,” which Casals has played on the celln
for Columbia and of which I have an old violin
record also, and a Columbia by Kathleen Par-
low, a violinist who deserved more fame than
ever she achieved.

Let Us Have More

All these are beautiful things. They bring a
gentle, an appealing, a melancholy side of the
Russian composer before one. Tschaikowsky
could write beautiful melodies, melodies of the
most appealing lovely kind. Many of them, ecmn-
bedded in his great symphonies, have less oi
the intimate beauty he so well knew how to
embody in his music than they really deserve.
Think of the lovely second theme in the open-
ing movement of the Pathetique Symphony, and
then consider how its majestic orchestral set-
ting actually blurs the beauty of its line. The
melodies of the two solo pieces I have just men-
tioned stand out, on the contrary, in all the
sheerness of their perfection.

1 had alimost forgotten the “Marche Slave,”
beloved of orchestras. It takes on special in-
terest in its phonographic aspect, because it was
the first, unless I am mistaken, published in the
electric recording by Victor five years ago. It
is good exciting Russky music, if you like that
particular brand of Russianity. T don’t much.

Tschaikowsky’s music had an enormous vogue
for some years after his death. His music takes
wonderfully with all classes of listeners and 1
think that there ought to be a good deal more
of it recorded. At any rate, it is certain that
the Nutcracker Suite, the 1812 Overture, the
Trio, the Marche Slave, will live and be favorites
when a lot of later trash has been forgotten.
Let us have more Tschaikowsky records.
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GAIN HOWARD leadership has been asserted.

Always far to the fore in performance, HOWARD

now presents to the public this same superior perform-
ance at a marvelously low price.

In the new Plymouth, embodying the same Precision
Screen Grid chassis found in the more expensive
models, the dealer now has an attractive, richly con-
structed console . . . without an equal at its price!

By adding the Plymouth to the HOWARD line, dealers
and jobbers are given a mighty wedge to force them-
selves through the wall of competition to increased
sales and greater volume. Write us immediately for

your franchise.
The Plymouth (illustrated above)

16590

THE HOWARD RADIO COMPANY, South Haven, Michigan
Wholesale: 306 South Wabash Avenue, Chicago
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Securing an Attractive Display De-
spite Handicaps—*“Jacking Up” the
Outside Salesman—Staging an “Old
Age” Set Contest to Get Prospect List

HE dealer blessed or cursed, it depends on

one’s viewpoint, with large shop windows
is faced with -a problem every time window-
trimming day arrives—how to dress the windows
in an attractive, attention-getting manner at a
low cost and without making the result a con-
glomeration of miscellancous radio sets. The
I.yon & Healy Co. store of Evanston, Ill,, with
twa long, unpartitioned windows to trim, solved
its display difficulty by periodically alternat-
ing its more elaborate trims with a simple, im-
pressive display made by placing each set on
a scparate oblong of contrasting felt with the
natural wood of the show-window floor showing
in between. The result is a distinctive display
with ecach radio holding, in turn, the attention
of the onlooker.

$

C H. CARR, of the Carr Radio Stores, Chi-

cago, discovered that his outside salesmen
were taking the line of least resistance, in most
cases, and were accepting trade-ins where, by
a little extra effort, they might have gotten a
clean sale with the customer himself disposing
of his old set. An offer of an extra percentage
on all trade-free deals solved this *“sales lazi-
ness,” for the men put in extra effort to keep
the sales clean and earn the bonus. In the same
manner—by offering a small bonus—Mr. Carr
also increased the number of cash sales brought
in by his outside sales department.

$

THROUGH arrangements with one of its
leading accounts, the Cleveland Distribut-
ing Co., Atwater Kent distributor, has devel-
oped a simple but effective plan to secure the
names and addresses of good, logical prospects
for screen-grid sets. The May Co., of Cleve-
land, in its newspaper advertising, is asking the
public to enter their old Atwater Kent sets in
an “Old Age Contest,” a contest in which age
is na handicap, but an asset instead. And to
the owner of the oldest set registered with
the May Co. will be presented the newest
Atwater Kent model. Such a list of owners
of old sets is not only invaluable for the out-
side sales force, but is supplying the May Co.
with a large list of prospects for its general
direct mail list as well. This plan should work
for any dealer anywhere.

$

DESPITE the fact that the lure of getting

distant stations on a radio receiver does
not occupy the important position it once did,
the capability of a receiver in tuning in stations
far away is often the deciding point which
makes a sale. With this idea in mind, the

DIS'ING
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TES‘TED'PRACTICAL'FROFITABLE

Crown Radio Co,,
Kansas City, Mo,
recently conducted a
semi-public demon-
stration of Radiolas
66 and 67 in the
Country Club Plaza

Hotel. During the
demonstration,
which lasted five
days, stations in

every section of the
country were logged in. The Crown store fol-
lowed this with an advertisement in the Sunday
section of a local newspaper giving a full ac-
count of the demonstration and listing the call
letters, location and Radiola 66 dial reading of
176 stations that were received clearly and with
good volume. Mention was made of the fact
that the list did not include many distant sta-
tions which were logged but from which pro-
grams could not be obtained with enjoyable
volume and clarity.

$

H E. OLSON & Sons, RCA dealers, are

* congratulating themselves on the re-
sults secured from the sale of a Radiola 46 to
the local bank, the Farmers State Bank of
Cyrus, Minn. The bank uses the instrument to
bring in the latest market quotations which are
recorded on a board that hangs above the set.
The dealers, in addition to making the usual
profit on the sale, have gained a valuable per-
manent display, for the Radiola is seen by
everyone doing business with the bank, and,
in addition, the selection of the instrument by
the bank constitutes a strong endorsement that
carries weight in towns such as Cyrus.

$

YIRCULAR distribution had become a
rather difficult problem im most large
centers, due to the widespread adoption of the
new mail boxes. These boxes can be opened
for filling only by the mail man, the only slot in
them being much too small even for the ordinary
size leaflet. The Evanston Radio Laboratory
of Evanston, Ill, having found that circulars
were an excellent stimulator of business, did
not allow these new mail-holders to stop them
from using low-cost contacters. They merely
condensed the advertising material so that it
fit on a small card, and then they had the
card printed so that when folded it would slide
through the mail-box slot without disfiguration.

$

HE Walker Electric Co., of Wollaston,

Mass,, is employing a very satisfactory
method of boosting sales of the Atwater Kent
line which it carries. Mr. Walker realized that
on many service calls his sedan remained
parked for some length of time. To utilize
this time for advertising purposes, he installed
a battery set in the rear of his ecar. A baffle
board was constructed on each of the side
windows and dynamic speakers attached. Min-
iature posters, displaying the Atwater Kent
name, are used to cover the speaker and pro-
tect it from the weather. He also displays
prominently on each side of the car the name

16

and address of his firm. Mr. Walker makes
it a point when calling on a customer to'leave
the set going, and reports that in almost every
instance a good-sized crowd collects to listen
to the program. He has made many sales dur-
ing the past two months directly traceable to
this advertising.
$

HE Harbor Music Co., San Pedro, Cal,

of which Jack Auerback is proprietor, re-
cently joined in the “Dollar Day” offerings
which merchants in all lines were featuring by
matching every dollar paid by a customer for
a new Victor, Radiola or Edison radio receiver
as a down payment with one of its own, on
amounts up to twenty-five dollars. The offer,
which meant an actual saving of cash to the
custorner, attracted considerable business and
built up the volume of sales for the day to a
high figure.

$

ALESMEN, and particularly outside sales-

men, it i1s common knowledge, promise too
much. Especially is this true, dealers have
found to their sprrow, when it comes to service
guarantees. In their anxiety to close a deal,
salesmen sometimes make very sash service
promises. The result is a very dissatisfied cus-
tomer, invariably, when the day of reckoning
comes. To prevent this occurrence, the Atlas
Radio Stores, Inc., makes use of a form which
the customer signs at the time the sale is com-
pleted. This agreement, stating in black and
white the exact terms of the set and service
guarantees, must accompany the usual condi-
tional sales comtract, and it completely fare-
stalls any misunderstandings.

It is agreed between Atlas Stores, Inc., a corporation,
the seller, and M........ the purchaser, as
follows:

ordered from the seller by the purchaser, is guaranteed
by the seller fer ninety (90) days from the time of de-
livery of set against defects in workmanship or material
to the same extent that the manufacturer of such set guar-
antees the same to the seller.

The set, however, is not guaranteed to secure a definite
distance or maintaim a constant volume; nor is the life
of tubes, batteries or eliminators guaranteed.

Necessary service which is due to defects in workman-
ship or material to the extent of three service calls within
the first ninety days after delivery of =et will be rendered
by the seller free of charge. Inasmuch as the radio set
and accessories are to be in the exclusive use and control
of the purchaser, it is agreed that the seller’s servive rep-
resentative shall be the sole judge of whether or not any
service required by the purchaser is due to defects in
workmanship or material,

When the purchaser requests the seller to render service
wihch is not due to defects in workmanship or material
and/or in any event when service is reyuested by the pur.
chaser after three (3) free service calls have already been
made by the seller within the first ninety (90) days after
delivery of set, a neminal charge of $1.50 per haur or
fraction thereof will be made by the seller for such serv-
ice. Qutside of the City orf Chicago a minimum charge
of 75¢ in additien te the hourly service charge will be
made for travelirg expenses.

It is agreed that no representations ar agreements have
been made by the seller other than those contained herein,
and in the conditiona sales contract, between the parties
bearing even date herewith,

ATLAS STORES, INC.

Purchaser
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COLUMBIA GIVES YOU
FIRST CRACK AT SELLING
THE NEWEST DANCE SENSATION!

HE latest craze in dance-music is for on this bandsman's tremendous popularity.
Paul Tremaine's glorified hill-billy folk
songs and Spil’itllﬂl-‘ he transforms these fa- For onlv Columbia can gi\’C vou records of
mous melodies into smart, peppy steppers! Tremaine’s tunes —played by Paul Tremaine.
And he has caught on! His nation-wide And his first recording gives you one of his
daily broadcasts bring him thousands of en- finest and best-loved pair of hits!
thusiastic fan letters. 'T'housands visit his

Broadway plavground. Stock this record of the new jazz idol, now

and plenty—thev're bound to show you a new
Columbia dealers are going to cash in big “high” in dance record profits!

Record No. 2130-D—10 in.—75¢.

Hand Me Down My Walkin® Cane

She’ll Be Comin’ Around the Mountain—Fox Trots
Paul Tremezine and His Orchestra

Columb

“Magic J Notes”
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Viva -~ tonal Recording ~ The Records without Scratch

Columbia Phonograph Company, 1819 Broadway. New York City

Canada: Columbia Phonograph Company. Lid.. Teronte
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Columbia Portables
- it will pay you!

Columbia Phonograph Company. New York

Canada: Columbia Phooograph Company. Lid,, Torento

PUSH THIS
COLUMBIA
PORTABLE

NOW

For a big Spring clean-up!

)

\\\\

.

NOW is the time to start pushing Viva-tonal
COLUMBIA PORTABLES. For John J. Public
is planning his vacation. Camps, cottages and
motor trips are beginning to lure his mind from
his work. He’s a real prospect for vacation ac-
cessories. And no one can offer him a more
altractive, enterlaining vacation accessory than a

Viva-tonal COLUMBIA PORTABLE!

This $50 Viva-tonal COLUMBIA (Model No.
163), “like life itself,” is the best-selling port-
able you’ll ever get your hands on. It’s the ideal
instrument for woods, beach or bungalow.
Though it gives your customer such convenient,
light compactness, its remarkable tonal brilliance
is like that of an expensive machine. And this
COLUMBIA PORTABLE is so handsome that
after vacation your customer is proud to have it
in even the richest living room. Yet. . . it costs
but $50!

Get in on the ground floor of this Spring’s port-
able boom—push this great selling champion—
and start pushing now!
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You’ll reach EVERY size purse
with these

COLUMBIA PORTABLES!

Model No. 175

IVA-TONAL COLUMBIA PORTABLES

carry such a wide variety of price tags that
they’ll land you the business of the slim-
pursed Boy Scout as well as that of the well-
lieeled three-car men.

Of course the $50 COLUMBIA PORTABLE
(Model No. 163). “like life itself,” is the
healthiest seller to all classes. But for those
who’ll pay for additional luxury, there’s the
more elaborate COLUMBIA PORTABLE No.
175, selling for $60. It is electrically oper-
ated from house current. Its cabinet is beau-
tifully covered and lined. And satin-finished
gold plate gleams on all its trim and hardware.
This is truly “the aristocrat of portables!”

Model No. 118

For those who want a lot for a little, there are
splendid COLUMBIA PORTABLES priced at
$35 (Model No. 135), and $25 (Model No.
126). There’s even a little beanty selling for
only $17.50 (Model No. 118), with graceful
lines, neat finish and amazingly full, natural
sound volume! And remember—the superb
tonal purity and smart appearance of all Viva-
tonal COLUMBIA PORTABLES can be

matched in no other portables made!

Stock this well-rounded line of COLUMBIA
PORTABLES now. Put some of them to
work eye-catching in your window. Push
them—and land your share of this profitable
specialty business!

“Magic rg Notes '

In'rncll xl\susvnon.:
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COLUMBIA

PHONOGRAPH COMIPPANY

1519 Broadway,

New York City

Canada: Columbia Phonograph Company, Ltd., Toronto
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FOREIGN RECORDS IN THE WORLD

O matter what races
live ncar vou, they'll
find their best-loved music
m the Columbia Foreign
Records.  For Columbia
has records of the favorite
music and songs of thirty
different races and na-
tions.

No other company offers
you records i so many
languages. And these Co-
lumbia records are the real
tavorites of each race, per-
formed and directed by
their finest native Mmusi-
cians. German records
are made by real Germans
—Turkish  records are

Canada:

COLUMBIA FOREIGN RECORDS

(Green Label)

Armenian
Areadian
Bohemian
Bulgarian
Chinese
Croatian-Serbian
Finnish
French-Canadian

German

Greek
Hebrew-Jewish
Hungarian

Instrumental
(International,

Irish
Italian
Japanese

Lithuanian
Mexican
Voriwcegian
Persian
Polish
Portuguese

Roumanian

Russian

Sweedish

Scandinavian
(Instrumental

Slovak
Slovenian
Svrian-Arabic
Turkish

Ukrainian

. Columbia »

«Magic (@M Notes*™®
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Columbia Phonograph Company, 1819 Broadway. New York City

Columbia Phonograph Company, Ltd.. Toronto
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Viva -~ tonal Recording - The Records without Scratch
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made by real Turks—and
so on. These records are
the real thing!  ‘That's
what the people buving
foreign  records want.
And that’s why Columbia
records sell faster than any
of the others.

You'll find lots of vour
customers who are cager
for the music of their Old
Country—so be sure vou
have plenty of these Co-
lumbia Foreign Records
in vour store! Ask vour
distributor for the list of
new Columbia Foreign
Records—new ones are is-
sued just before the first of
every month.




EventheSalesCurve

With Sidelines

Golf Merchandise Is Among Lines
Being Added by the Trade

By George P. Hough

Vice-President, Allen-Hough Carryola Co.

HE radio-inusic industry is universally

I admitted to be the fastest-moving ficld

of commercial activity that the worid has
ever known. Since the days of the crystal set
the industry has moved forward in kaleidosco-
pic fashion until to-day we have the radio pho-
nograph combination with automatic record-
changing about to make its debut in the home
entertainment field.

In like measure, retail selling has been forced
to keep apace with the changes within the in-
dustry. Decause of the very nature of radio-
music entertainment, it is subjected somewhat to
seasonal influences, radio sales reaching their
pcak in Fall and Winter and decreasing some-
what in Spring and Summer. This is a natural
sequence because of the fact that the public
spends far more time out-of-doors during the
Spring and Summer months.

Thus, the dealer, and also the distributor, in
order to reduce overhead expenses during the
Spring and Summer, is, in the majority of cases,
forced to curtail his activities and to reduce his
sales force. The evils, and the danger of em-
(loying salesmen for six months, dismissing
thiem in the Spring and hiring and training new
men in the Fall, are too evident to warrant fur-
ther discussion.

It has been increasingly evident during the
past few months that manufacturers in other
fields are paying close attention to the radio
distributor and dealer as possible and logical
outlets for their products. Among these manu-
facturers we find the makers of electrical re-
frigerators, electric clocks, health lamps, and
similar appliances which are either non-seca-
sonal or whose seasons dovetail with those of
vadio. These manufacturers believe that the
dealer and distributor handling such lines will
be able to straighten out the sales curve and
that the dealer will be able to maintain his sales
and his profits at a normal level throughout
the entire year.

In the light of these facts, our company has
been looking for suitable products on which the
radio dealer and jobber can make a fair profit
and which can be easily and logically sold
through rad’o-music channels.

After a very thorough . investigation
tests not only of the product but of its sal-
ability through radio-music channels, our com-
pany recently acquired the Ampco Golf Club
Co., manufacturer of Ampco Golf Clubs. These
clubs are now being prodnced in our own fac-
tory in their cntirety.

In offering a line of golf clubs to the radio-
music trade, we took into consideration the
fact that golf was another great and rapidly
growing industry which slnould appeal to the
very people who saw the possibilities in the
radio industry when it was in its infancy a com-

and

COTTON FLOCKS

Air floated. all injurious foreign matter oliminated
for

Record and Radio Manufacturing
THE PECKHAM MFG. CO. 23aeui N

Newark,N.J.

paratively few years ago and have prospered.

Sales of golf clubs and bhalls last year reached
the huge total of $42,000,000, and with an esti-
mate of hundreds of thousands of new goli
players each year the total in 1930 should dwarf
the 1929 figures. Golf is no longer a rich man's
game. It is enjoyed just as much and played
just as well by the man on the public links as
by the member in the private golf club.

Radio jobbers and retailers have been quick
to sec the possibilities in golf club merchandis-
ing, and T ain pleased to say that some of them
have even gone so far as to express the thought
that we are benefiting the industry in general
by pioncering in golf club merchandise through
radio-music channels.

After all, compared to some other products
which are now being sold through radio stores,
golf clubs, from a merchandising standpoint at
least, present a very favorable picture. Seasons
dovetail perfectly. Out of the $42,000,000 worth
of golf club and ball sales last year, by far the
greatest percentage was concentrated in a few
Spring and Summer months, such a great per
centage as to make the rest negligible.

Because of this very fact, turnover in golf
clubs is very rapid, and this turnover and the
profit possibilities are further increased by the
fact that the investment for a representative
stock of clubs is comparatively small. On this
investment depreciation and breakage is prac-
tically negligible.

There is no service in connection with goif
club merchandise; no replacements and practi-
cally no grief.

While in general golf club sales are on a cash
basis, guided by their experience in the radio
field several retailers are selling Ampco Matched
Sets on a time payment basis with an initial
investment of $33.50 to $65.00 on the part of
the golfer. This time payment privilege—usu-
ally extended over a comparatively few months
—has proved an excellent business-getter.

Several radio dealers report new interest and
activity since the introduction of ‘golf clubs.
The presence of these distinctive golden clubs
in the windows has attracted many casunal cus-
tomers. The fact that men and women can
come in and “putter” around undisturbed with
the clubs pulls in quite a few new faces.

Aggressive selling of golf clubs can be car-
ried on along very well defined lines. Of course
the first list that retailers who have adopted
~olf club lines have covered intensively either

Type M
Recording Wax

Developed for Electrical
Recording. Works at 70° or
Normal Room Temperature

F. W. Matthews

107 Glenwood Ave., E. Orange, N. J.

by telephone or mail, or both, is their own cus-
tomer list. Then too, many of them are getting
the rosters of membership of the local golf
clubs. Because of several distinctive features
of the clubs, many retailers have called in all
the local pros, enlisted their help, and in some
cases made arrangements to have clubs sold
through the pro at the varicus golf clubs. All
in all, we are very “bullish” about the prospects
for golf merchandise through radio-music chan
nels, and are particularly pleased with the at-
titude which was pretty well summarized by
one jobber who said, “I think you men are
contributing a great deal to the industry by
having the courage to pioneer along the lines
of introducing golf clubs as a stabilizing factor
for both jobbers and retailers.”

Finds Record Selling
Is Really an Art

(Continued from page 6)

added to every sale each day, the annual profit
is considerable.

Discretion must be used, however, because
some people come in with only seventy-five
cents. No matter how much these people may
want to buy something else they cannot afford
it, and a record sales person only wastes time,
so far as sales are concerned, in pushing addi-
tional purchases. We have found, however, that
it boosts record sales to treat all customers as
if they had plenty to spend for records until we
learn different.

I should like to know how other record sales
people handle the hardest customer of all—that
is, the person who comes into the record de-
partment and says she wants to hear something
but has not the faintest idea what it is. You
ask her if she cares for classical, popular, in-
strumental, vocal—she just shakes her hicad and
says, “No, I don’t have anything particular in
mind, bring me out some things and let me
hear them.” )

We have found it unprofitable to bring out
classical records for this type of customer. The
classical buyer, with very rare exceptions, knows
and asks for what she wants. We handle this
type by bringing out an instrumental, a popular
favorite, humor, and one of any other type of
record that at first glance we feel might pos-
sibly please. Whoever has such a customer
stays in the music booth and watches the pros-
pect to see just which records scem to appeal.

TONE ARMS

By the Manufacturers
of the world-famous
Thorens Motor

COMPLETE line of tone arms made by

HermanNN THORENS, Ste. Croix, Switzerland,
including the popular straight and “S” shapes;
acoustically correct in design. The workman-
ship is of the highest quality with prices
exceptionally low.

A wide variety of sound baxes, spring motors,
electric motors and other accessories is also
available. Write for complete details.

HERMANN THORENS

Ste. Croix, Switzerland
American Branch House:
THORENS, Inc.
450 Fourth Ave. New York City
P

21



Talking Machine World & Radio-Music Merchant, New York, April, 1930

W 1’1 ‘
il

g
|||||

l'W\ n}!

VICTOR-

ul \‘n. i
}l:h ’!l \\\

RADIO with ELECTROLA RE-45,

The complete modern musical instrument. Same

radio equi

electric Ra

List price

pment as R-32, R-52 and RE-75. All-
dio and Victor Record reproduction,
$275. Less Radiotrons.
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HE response of dealer and public to
Victor’s assurance of stability, to
Victor’s matchless performance, to
Victor’s envied and inimitable tone qual-
ity, has taken the form of sales...and

steadily increasing sales.

While so many merchants are waiting
for something to happen, the man who
handles Victor—and knows how to
handle it—is busy selling “the radio that

is really a musical instrument.”

The new season just around the corner
makes recorded music as important as
broadcast—or more so. Victor dealers are
helping the public to discover the unfail-
ing appeal of Victor-Radio with Electrola
—and combination sales have jumped

accordingly.
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FICA

After all, 33 years of success outweigh a
month or two of economic disturbance;
33 years of specializa-
tion in music reproduc-
tion must produce
superior products; 33
years of established
leadership are impress-
ed on the mind of the

whole American public.
That’s why the public

—today—is buying
Victor-Radio.

Tune In—The RCA Hour, VICTOR RADIO-ELECTROLA RE-75.
. List price $350 (Less Radiotrons). Employs
every Thursday night over  finest special walnut matched vencers; door-
panels in bas.-relief. Luxurious, leather
a coast-to-coast network  kacked, richly colored record albums. Bene
galese damask speaker covering, harmonized

Of the N. B. C. with cabinet in color and design.

Victor Division

R CA Victor Conlpany., Inc.

CAMDEN, N.J.,U.S. A.
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Netted $15,892,562 During 1929

Talking Machine World & Radio-Music Merchant, New York, April, 1930

RCA Grossed $182,137,739 and

Report for Year Ended December 31, 1929, Showed Total Current Assets Were
$90,809,150, a Ratio of Nearly 2.4 to 1 to Liabilities of $38,137,585

A total gross income of $182,137,739 and net
income of $15#892,562 for the Radio Corp. of
America, during the ycar ended December 31,
1929, was reported to the stockholders recently
by General James (. Harbord, chairman of the
board, and David Sarnoff, president of the cor-
poration,

Total current asscts at the end of 1929 were
$90,809,150 and total current liabilitics were $38,-
137,585, a ratio of ncarly 2.4 to 1.

Inventories included in current assets on De-
cember 31, 1929, were valued at cost or market,
whichever was lower, and amounted in total to
$31,947,000. Included in this amount is an item
of approximately $1,000,000 of current materials
and supplies used in the Communication serv-
ices of the corporation.

I'or the first time the inventories included
factory materials and supplies of the Victor or-
ganization amounting to $9,000,000 which are
being used in current 1930 production. The re-
mainder of approximately $21,800,000 represented
finished stocks of vacuum tubes, radio sets, ac-
cessories, phonographs, and phonograph records,
One-half of these finished stocks have been sold
during the first three months of 1930. The re-
maining finished stocks of about $11,000,000 ou
hand at this date represent a normal supply of
merchandise necessary to meet current trade
demands for the corporation’s products.

In presenting its annual statement the Radio
Corp. of America pointed to the impetus given
rescarch, engineering and manufacturing during
the ycar by the organization of two new com-
panies, in which have been unified the engineer-
ing, manufacturing and sales activities relating
to radio sets, phonographs, records and vacunnm
tubes.

The new organizations arc the RCA-Victor
Co., Inc, which will manufacture and sell the
devices in the receiving sets and phonograph
ficlds, and the RCA Radiotron Co., Inc, which
will conduct similar activities with vacuum
tubes. Manufacturing work of the RCA-Victor

Co. has been centered principally in Camden,
N. J., in the plants formerly owned by the Vie-
tor Talking Machine Co., while the principal
manufacturing center of the RCA Radiotron
Co. is at Harrison, N. J,, at factories formerly
owned by the General Electric Co.

“It is confidently Delieved that the unification
of the previously divided manufacturing and
sclling rights under the patents of the Group,”
said the report, “together with the unification
of rescarch and engineering which will be made
possible thereby, will materially assist in meet-
ing the responsibility of leadership which rests
upon the founders of the radio industry in
America.

It will mean greater flexibility of manufac
turing, and quicker response to the changing
nceds of the public and of the merchandising
sitnation. It will make possible increased cffi-
tiency and economy in engineering, manufactur-
ing and merchandising. The new organization
will continue to receive the full benefit in the
respective fields of the broad rescarch facilities
of the General Electric and Westinghouse com-
panies and of your own corporation.”

In international communications, conducted by
RCA Communications, Inc., development of i
rective high-speed, short-wave transmission and
reception was continued last year with the in-
stallation of additional facilities for both At-
fantic and DPacific use, which resulted not oniy
in increased efficiency and economy, but also in
a large increase in traffic over that of the previ-
ous vear. It was pointed out that despite this
progress the long-wave alternator stations are
still rendering valuable service, being particular-
Iy useful during peak-load periods and giving
insurance for continuity of service under vary-
ing conditions. The American Telephone &
Telegraph Co. continued to use long-wave
lacilitics of the RCA Rocky Point station in
connection with its international telephone serv-
ice, according to the report.

“The reliability of international radio com-

mum range of the MUSICAL SCALLE.

exeellent for all types of machines.

Patented
Gr. Britain 311,025

Germany

US.A. Patent Pending

Retails in England
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In Fancy Case
Bayonet and Continental
Fittings

Add to the Tonal Value of Your
GRAMOPHONE

A Super Metal Diaphragm Soundbox designed to give QUALITY reproduction over a maxi-
Wonderful results on long amplifying horns.

Limit Engineering Co., Ltd.

Also

Highly Recommended
by Experts in
British Press

Applications invited for
Wholesale Distributing
Rights

Certain areas not yet allotted

Albion St. - Kings Cross
LONDON, ENGLAND

munication was convincingly demonstrated,” the
report continued, “during the last six weeks of
1929 when, with a large number of transatlantic
cables out of commission on account of a sub-
marine carthquake on November 18, our circuits
to Europe were called upon overnight to carry
a greatly increasced traffic load.

“Notwithstanding the fact that our own traffic
was naturally heavier than ever before, and that
the Christmas Holiday season still further taxed
our resvurces with a heavy volume of traffic,
we were able to assist our cable competitors
and handled thousands of messages transferred
to us by the cable companies on both sides of
the Atlantic.  RCA has established and consoli-
dated its position as an important factor in in
ternational communications.”

During the year RCA took over management
of radio services in Colombia, established a de-
ferred press rate to Japan of half the ordinary
press rate, and opened a domestic radiotelegraph
scrvice between New York and San Francisco.

“Good progress was made in the field of radio
facsimile operation,” said the report, “and the
rate to London for photographs, ctc., was re-
duced. 1t is expected that a ditect facsimile
service between New York and Berlin will be
inaugurated shortly.”

Much progress also was made in marine and
aircraft radio. Substantial increase was noted
in the sale of ship radio equipment and di
rection finders and at the end of the year 1,395
American vessels were under contract for radio
service.

“T'wo Radiomarine coastal stations on the
Atlantic and a similar number on the Pacific are
now equipped with short-wave facilitics ¢n-
abling communication with ships over long dis-
tances,” the rcport continued. *Ships cruising
around the world are frequently in direct touch
with the United States during their entire voy-
age.”

A notable development was the establishment
of branch brokerage offices on board a number
of large transatlantic liners. During the severe
decline of the stock market quotations were re-
ceived on board ships thousands of miles from
New York City within three or four minutes,
while the ordinary tickers on shore were two
licurs behind the quotations.

The report reviewed progress in the amuse-
ment field, pointing out that RCA I’hotophone,
Inc., has now established an important position
in the motion picture industry. This company
is entering on a wider program of research and
development work. The National Broadcastiny
Company joined with several well-known music
publishers in the organization of a music pub-
lishing company known as the Radio Music Co.
One of the features of the year in radio was
the progress made in the development of inter-
national broadcasting.

Other outstanding events of the year men-
tioned in the report included the licensing of
manufacturers of vacuum tubes and the agree-
ment with General Motors for the organization
of the General Motors Radio Corp., which was
licensed under all patentk covering radio sound
and picture receiving and reproducing sets for
use in automotive vehicles and the home.

Leads in Philco Tie-Ups

David H. Fisher, Philco factory representative
in the north Jersey district, with offices at the
D. W. May Co., Philco distributor, Néwark, N.
J., recently received felicitations from head
quarters, on his efforts in bringing about Philco
tic-ups with the Warner and Paramount Thea-
tres in this section. The company stated that
northern New Jersey showed a higher percent
age of tie-ups than any other section of the
country. In each theatre Philco models are
shown and radio programs are received over
cne set. The most recent acquisition to the lis:
is the Little Theatre, of Newark, now showing
silent movies. These tie-ups have created wide
interest in Philco radio.
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¢(Q)e cAnnounce

H

ELECTRIC
PICK-UP

New, advanced in principal and Supreme in
tone quality, Utah Electric Pick-up is start-
ling in its reproduction qualities. Try IT!
. . . Utah Electric Pick-up offers a new
profit possibility to those who have
learned to depend on the qual-
ity of Utah products.
Information on request.

—— y " :

UTAH RADIO PRODUCTS CO.. 1737 S. Michigan Ave.. Chicago

SALT LAKE CITY NEW YORK TORONTO. CANADA
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A Big City Business
in a Small Town

(Continued from page 4)

cessive allowances on traded-in electric sets by
allowing a nominal sum for a battery set this
year, eliminating all such allowances by 1931."”

The Geo. R. Post & Son organization is not
only prudent about trade-ins, but also with
service. Six months is plenty, say these dealers,
and three months is even better for your profit
and loss account. As for down payments, get
enough to make the purchaser think he owns
the machine and is not merely renting it, other-
wise he may wreck the outfit and then not care
whether you “pull” it or not. Selling on time
does not justify small down payments because
it costs money to replevin and recondition a set
and then you must sell it again. Mr. Post
checks credits carefully even though he does
business in a small town. “Just because you
live in a small hamlet and have a radio store
there, do not assume that you know everything
there is to know about everybody in town,” he
cautions. “You've got a lot to learn if you
think so. Check credits in a one-horse town as
closely as you would in a big city.”

Here is a Memorial Day trim installed by the
younger Mr. Post who was in the Army as a
radio operator. These merchants are keen for
cffective window trims and change their five
windows every week or two. Mr. Post says
that people in the small towns fall for good
window displays as hard as the folks in the big-
ger cities and that about twenty-five per cent
of his sales can be traced directly to his show
windows. This store is in a central location
right near a factory and many people pass it
cvery day. Practically every passer-by looks in
the windows because there is always something
there to look at, hence, by putting plenty of
“eye appeal” in their trims, these dealers have
cstablished a window shopping clientele that is
a source of steady sales. These merchants did
so well in Butler that recently they opened an-
other radio store in Pompton Lakes and will
shortly open another in Sussex, N. J. Geo. R.
Post & Son are not worrying about the radio
business in 1930 at that rate. Of course, they
do not stick right to the town for business.
They draw trade from neighboring towns and
often sell sets in Paterson, about twenty miles
away and a city of 150,000 population. Instead
of complaining about the natives buying at
home, these merchants have cornered the local
market and are bringing big city business to
their small town. “Bearding the lion in his
den,” so to speak.

Mr. Post says that it occasionally pays to
take “homey” pictures of the radio installatious
you have made in order to show these photos
to other prospects. One of these pictures show-
ing a happy family gathered around a radio
sold by the dealer is shown on page 4.

Talking Machwme World & Radio-Music Merchant, New York, April, 1930

If dealers will bind such photos in neat leather
folders, giving one to each of their outside
salcsmen and reserving one for showroom use,
it is sure to make a strong impression on a
prospect, especially if said prospect knows one
or more of the families photographed.

Geo. R. Post & Son started selling radios
when they first came on the market and they
arc Grade A dealers or better, which is saying
something for small-town radio retailers. A
year or so ago they were among the top-notch
producers for the State with one manufacturer.
They handle Victor, Philco, Stromberg-Carl-
son, Atwater Kent and Majestic.

Use Columbia Records for
Majestic Demonstrations

The Chicago branch of the Columbia Phono-
graph Co. has prepared a sample package of
records and needles which are being used ex-
tensively throughout the Chicago territory in
the demonstration of Majestic radio combina-
tion instruments. The selected package of Co-
lumbia demonstrating records consists of two
12-inch symphony records, one 10-inch band
record, one 10-inch piano record, one 10-inch
song record, one 10-inch dance record and one
package of Columbia needles. The idea was
cvolved by Harry Alter Co., Chicago, Majestic
distributor, and A. J. Heath, district manager
in charge of the Chicago office of the Columbia
Phonograph Co.

In announcing the demonstration package for
Majestic combinations, models 102 and 103, the
Harry Alter Co. suggested that each demonstra-
tion should be carefully prepared, according to
the musical taste of the customer, using clean
records, and properly tempered needles. When
a poor grade of record or needle is used, the
music becomes fuzzy, but the listener, or pros-
pect immediately condemns the pick-up or
speaker instead of the record or needle, and the
result may be the loss of a sale. The trial
package always contains the latest records.

Brunswick Sues Over Name

The Brunswick-Balke-Collender Co., at 799
Seventh avenue, New York City, has filed suit
in the Federal Court Clerk’s office against
Brunswick Radio, Inc., for an injunction to re-
strain the latter from using the name Brunswick
in any way in connection with its radios and
phonographs. The plaintiff asks also $100,000
damages, an accounting of the profits of the
defendants and for costs and counsel fees.

The papers set forth that the plaintiff has the
sole right to use the name Brunswick on its
products. It is claimed that “Brunswick Radio
Products” was copyrighted by Harold M.
Schwab, Inc., which turned the trade-mark over
to the plaintiff. The complaint sets forth also
that it has spent millions of dollars advertising.

R. A. Graver With
RCA Radiotron Co.

Appointed Southeastern District Sales
Manager--Has Had Wide Experience in
the Radio-Music Industry

Richard A. Graver has been appointed South-
eastern district sales manager of the RCA
Radiotron Co., Inc., and is located in Atlanta,
Ga. Mr. Graver’s many years of experience
in the music and radio fields, started in 1916,

Richard A. Graver

with the De Moll Piano Co. of Washington,
D. C., traveling through six Southern States,
giving him first-hand knowledge of trade con-
ditions, and his pleasing personality caused him
to make many friends.

In 1927, when he went with the Pooley Co.,
of Philadelphia, Pa, hc shifted the scenc of
his activities to the eastern part of the country.
L.ater he joined the Atwater Kent Co., also of
Philadelphia, in January, of 1928, as assistant
convention manager. Following this Mr.
Graver went from the set to the tube business.
In March, 1929, he took up the duties of sales
manager of CeCo Mifg. Co. Providence, R. L

nial Chief Engineer

I. G. Maloff, one of the foremost radio en-
gineers in the country, designer of the Peerless
dynamic speaker, and formerly chief engincer
of Valley Appliances, Inc., is now chief engincer
of the Colonial Radio Corp.

Since the merger of the Colonial Radio Corp.
and Valley Appliances, Inc, Mr. Maloff has
been closely co-operating with Dr. Fulton Cut-
ting on the design of the 1930-31 Colonial line,
which will be shown at the trade show.

239-245 So. American St.

Phonograph and Radio Manufacturers
Custom Built Record Albums

For use in fine phomograph and combination radio cabinets, our record album is the
best filing method for records that has ever been devised.

Write us todey for samples and quotations

Established 1863
Executive Offices and Factory

——

In addition to the utility, the beauty and apparent quality of our albums will help to
sell your eabinets.

We are equipped to supply you with albums of exclusive design in large quantities.
Deliveries guaranteed to conform with your cabinet shipping schedules.

NATIONAL PUBLISHING COMPANY

Philadelphia, Pa.
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Powerful!
Permanent!

Profitable!

for nearly twenty years, the name of Colin
B. Kennedy has been written in mile high letters across the
pages of radio history.

...... for a like number of years, Col. Geo. M. Stude-
baker and his associates have been equally prominent in
industry and finance.

. . welding the forces of Colin B. Kennedy and
Col. Geo. M. Studebaker has resulted in one of the most
powerful organizations in the radio industry.

...... ample financial resources, unexcelled engineering
skill, modern production facilities and a receiving set of
exceptional quality, guarantee the permanent stability of
this mighty combination.

and their Gibraltar-like strength is backed by
a distinctly original program of aggressive selling and mer-
chandising to make KENNEDY, “The Royalty of Radio,”
profitable to good distributors and dealers.

Colin B. Kennedy Corporation, South Bend, Ind.

We invite investigation of the
frrofit-building possibilities of
the KENNEDY line.
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Asks Support for
Capper-Kelly Bill

Arthur Walsh, Vice-President and General
Manager of Radio Division, Thos. A.
Edison, Inc., Urges Support of Bill

In a recent letter sent out by Arthur Walsh,
vice-president and general manager of the radio
division, Thomas A. Edison, Inc., the support
of the Edison radio trade is solicited for the
passage of the Capper-Kelly FKair Trade Bill
This legislation in effect will maintain the resale
price of any trade-marked article, climinating
the unfair price-cutting practices that have op-

= ___

Arthur L. Walsh

crated to the detriment of so many now engaged
in the radio field.

The Capper-Kelly Fair Trade Bill has already
been favorably reported by the House of Repre-
sentatives Committee on Interstate and Foreign
Commerce and it is expected that Congress will
act on the bill within a very short time.

Thomas A. Ildison has put himself on record
in favor of the bill in the following letter to
Congressman Clyde Kelly:

“Fair competition between manufacturers is a
zood thing and will inevitably result in fair
prices to the public. ‘The competition developed
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103 PARK AVE., NEW YORK

by the price-cutting methods of certain retailers
is harmful to the manufacturer, destructive o
the legitimate dealer, and of no lasting benefit
to the small portion of the public temporarily
affected by it. I heartily approve of the Capper
Kelly bill.”

Mr. Walsh, in asking support of the Cappar
Kelly Fair Trade Bill, has associated himself
with (. S. Williams, another vice-president of
Thomas A. Edison, Inc., who, as chairman of
the Ways and Means Committee of the Ameri
can Fair Trade Association, is taking a promi-
nent part in the general movement that has de
veloped in favor of resale price maintenance leg
islation.

The letter sent out by Mr. Walsh follows:

**Attached hercto is a copy of the report of the Inter
stite and Foreign Commerce Committee of the House of
Representatives on the Capper-Kelly Fair Trade Bill which
I think will interest you.

“The primary object of this hill 15 o protect the manu
facturer, the distributor and the dealer in trade-marked
goods against unfair cut-rate competition,

“Mr. Thomas A\. Edison has placed himself on record
as being ungualifiedly in favor of this legisiation.

“Indications are that Congress will act on this matter
within a very short time. \We ask you to read the hill
and the comments of the committee upon it. If you agree
with Mr. Edison that it is in the best interests of the peo
pie, we urge you to hring the Committee report to the atten
tion of your local Congressman and to express to him your
approval of the bill. We also ask you to obtain similar
support from local merchants who do not believe in a
cut-price policy.

“For any further information on this subject. please
address Mr. C. S. Williams, Jr., one of our Vice-I'res:
dents, who is also Chairman of the \Ways and Means Com
mittee of the American Fair Trade Association.”

Exhibited Sets for Schools

I5. R. Stonaker, H. A. Beach and C. H. Berg
mann, consulting engincer, radio manager, and
sales engincer, respectively, of the Stromberg

SHOWERS' RADIO FURNITURE FOR

CROSLEY RADIOS

THE SHOWERS BROTHERS CO.
BLOOMINGTON, INDIANA

WASMUTH-GOODRICH

COMPANY
FINE RADIO CABINETS

Fashioned by

MASTER CRAFTSMEN

PERU, INDIANA

“arlson Telephone Mig. Co., were at the Music
Supervisors’ Convention in Chicago March 24

to March 28, The Stromberg-Carlson Co. dis-
played radio receiving sets and apparatus suit-
able for school usc.

Atwater- KerE Dealers
Stage Sales Drives

Atwater Kent dealers throughout the country
arce aggressively getting after business, accord
ing to reports. Jobbers are co-operating in
making these drives a success and the results
have been very satisfactory.

The New York Atwater Kent distributors,
E. B. Latham & Co., E. ). Edmond & Co. and
E. A, Wildermuth, arranged a window display
tic-up on Miss Brice's talking-singing picture
“Be Yourself,” playing at the Rialto Theatre in
New York City. Hayes Clarke, Atwater Kent
supervisor, and T. MacDonald, Atwater Kent
representative, co-operated with the organiza
tions in effecting the tie-up, which included 1,000
window posters showing this musical comedy
star listening to an Atwater Kent The
Publix Theatres also co-operated.

Floyd C. Weber, radio dealer of Ackley, Ia,
sold approximately 250 Atwater Kent sets in a
town of 1,500 population, and made a very good
net profit during the past ycar by digging for
prospects, and a service policy that l¢ft no room
for complaint. Apparently hard work and first-
class service still remain factors in the sales pro-
motion end of the business.

l.ebeck DBros., Nashville, Tenn., department
store, recently featured *“Atwater Kent Blue
Ribbon Week at Lebeck’s.” Radio displays on

every tloor of the store, special window displays

set,

and distribution of blue ribbon hadges to every
the sharp
upturn in the sales curve,

The Willhams Piano & Radio Co., Watertown,
S, DL ostaged a radio show in co-operation with
the Colonial Theatre, in that city, and business
boomed. Newspaper advertising, posters, broad
casting, novel doorknob publicity, window dis
plays and theatre heralds were instrumental in
getting results,

Melbourne, la.,, has exactly 434 inhabitants.
\W. R. Leibsle, Atwater Kent dealer in that small
community, has sold up to date 300 radio sets.
In other words, 69 per cent, on a per capita
basis, now own Atwater Kent sets, and he is still
going strong.

sales person in store resulted in a

DeForest Radio Co.
Elects New Officers

Following a special meeting of the Board of
the De Forest Radio Co. on March 21,
James W, Garside, president of the company, an
nounced the clection of Oscar Monrad, presi-
dent of the Ampco Twist Drill Co., as treasurer
and director of the De Forest Co. The Board
also elected William J. Barkley vice-president;
Dr. T.ce De Forest, vice-president in charge of
vesearch, and Allen B, DuMont, vice-president
in charge of cngincering. The mecting was
held to close the records in anticipation of the
annual meeting on May 13.
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~'A profitable Source ot
Additional Business

that banishes Tween-season slumps

head.

With AMPCO golf clubs in stock you can
casily obtain a fair share of the $42,000,000
which is annually spent for golf clubs and balls.
YT - And your percentage of net profit will be

—ea L higher than you’re accustomed to earning be-
— — cause AMPCO golf club sales are cash and

ﬁ final—without exchanges, adjustments, repairs,

service calls or any of the other profit thieves
typical of music sales.

Grasp the additional business opportunity of-
fered you by AMPCO golf clubs! Get ac-
quainted with the host of exclusive selling fea-
tures that will convert 959% of the lookers into
owners. Learn what a surprisingly small in-
Clubs Illustrated in their Actual Golden vestment is required to put a complete line of
Color AMPCO clubs into your store! Get the facts
of our tested plan to bring golf club buyers to
your door! The business is there—ready, wait-
ing! Let us show you how to grab it!

Why AMPCO Clubs are Easier to Sell!

The new AMPCO irons, with larger face and rounded sole, are
specially designed to give greater control over the new larger ball.
And these features are being aggressively merchandised to the
golfing public in forceful national advertisements! Other exclusive
AMPCO features: “Rustless Forever,” “10% to 129 More
Resilient,” “More Yards per Stroke,” “Lasting Golden Beauty”—
add a line-up of sales producing points of superiority unequaled
by any other golf clubs on the market!

Jobbers: Write for discounts, details of the AMPCO line, and the mer-
chandising and advertising forces behind it. Allen-Hough sales
experts have developed plans which will enable you to build up
sugstantia] business among your radio dealers and cash in on exist-
ing business in sporting goods departments throughout your terri-
tory.

Dealers: Write for name of your nearest jobber. AMPCO clubs will pay
your overhead this summer—and make a profit for you besides!

ALLEN-HOUGH CARRYOLA CO.
MILWAUKEE Dept. 20 WISCONSIN

WORLD’S LARGEST MAKERS OF PORTABLE MUSICAL INSTRUMENTS

: slow. Here’s a quick-turning sales stimulator  display value that will
— that will enable you to hold tight to your hard  ores.

earned autumn-winter profits — instead of
spreading them out to cover slack-season over-

1 AMrco ﬂgf Clubs

1: ] Here’s a spring and summer seller that moves Beautifully boxed
== fast at just the time that musical lines move

AMPCO matched sets.
as shown, possess a

do credit to the finest

AMPCO golf clubs
are available in steel
or wood shafts, and
are made in right and
left - handed styles —
assuring an answer to
every consumer de-
mand.

Jobbers and Dealers by the Hundreds . ..

;' Y are being drawn by the magnet of sure summer
fa QF L profits with AMPCO golf ¢lubs! Many of them
‘8 dé}/ Y have reasoned that the time must be ripe for

d_'\ é‘e\\/z‘, music merchants to tie up with the growing
-f///\/ G0 golf industry—else we, as musical instrument
/'_\,\a"»"? manufacturers, would not have tied up with it
/A@(g} ‘4{’ i/ by ,ﬁs ourselves. And they reasoned right! Why
7; (§ % v /£ !ﬁ?\ L don’t you do likewise?
//\' IV ﬁ’.‘,‘, v

[MORE YARDS PER STROKE]

GOLF CLUBS
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ESTABLISHED

$99.50 L!ST PRICE

(Less Tubes)

MODEL 8—A remarkably selective, sensitive
screen grid chassis incorporating 4 screen grid
tubes and 245 power tubes in push-pull. Cabinet
beautifully finished in two-tone walnut. Full
Dynamic Speaker. Marvelous tone!

- — Oy - —
WTNE PN

T

$149.50—LI!ST PRICE

(Less Tubes)

MODEL 9—A splendid radio-phonograph com-
bination containing an 8-tube screen grid chassis
with 4 screen grid tubes, full Dynamic Speaker,
and United motor and Pick-up, standard on
many leading electrical reproducing instruments.
Beautiful cabinet finished in two-tone walnut.
At a price at which you usually sell a radio alone!

UNITED No. 22 MOTOR

One of United's famous absolutely complete
line of motors for all types of musical in-

'r 'T struments - - this excellent motor for
portables is strong-pulling, even-running
! l and priced right for popular models - -

It has all the advantages of United built-in

MOTORS Zl‘;xixl'lt-;y' which assures absolute depend-
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DISTRIBUTORS—

Join in
SENTINEL'S SUCCESS!

SE NTINEL RADIO — now selling exclusively through Jobbers —
offers a tremendous profit-making opportunity to established radio
distributors . . . Sentinel offers Distributors a line of screen grid models
that bring new perfection in radio. Their full, rich tone, beautiful
cabinets, and popular prices assure volume sales. And the line includes
a radio-phonograph combination at a price at which you usually
sell a radio alone! . . . Sentinel offers distributors the support of one
of the oldest, most experienced manufacturers in the radio-musical
field . . . Sentinel offers wide Dealer acceptance —based on Sentinel’s
known quality, national advertising, and real selling appeal of
quality radio at a popular price . . . Sentinel offers public prestige,
created by its campaign of Saturday Evening Post advertising.

National Newspaper Advertising

Besides all these selling advantages, Sentinel offers each distributor
a strong schedule of newspaper advertising, concentrated in his
district, to assure him of large volume. To each dealer, Sentinel gives
a generous allowance for cooperative advertising, to pull customers
to his store . . . Established Distributors interested in building a
profitable, permanent business with a successful line of radio — priced
for volume sales — and supported by a manufacturing policy that
guarantees stability of price and value — are urged to write us Today!

UNITED AIR CLEANER CORPORATION

9705 COTTAGE GROVE AVENUE, CHICAGO, ILLINOIS
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Gre
10 / A{}:{;?;\N HATTAN

“Partners Again”

C%fter a brief year’s absence we

have once more become distributors

of Grebe radio in the territories we
serve. We have successfully mer-

chandised Grebe products since 1909,
Cwe believe that Grebe radio 1s

entering, the bipdest season 1t has
ever enjoyed. We are enthusiastic
over Grebe policies and the oppor-
tunity that the Grebe franchise
ofters the dealer.

We recommend Grebe to all dealers
for a profitable 1930-31 radio year.

There is NO COMPETITION to Grebe Quality

ANHATTAN
ELECTRICAL SUPPLY CO, INC.

New York Chicago St. Louis
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The Troubadour has a well-known,
fully licensed, eight-tube screen
grid chassis, with three screen
grid tubes —combined with Mills
famous continuous playing selec-
tive outomatic electric phono-
graph. Its Dynamic Speasker gives
truly marvelous tone. lts beau-
tiful  walnut cabinet is richly
decorsted in red and gold.

The Troubadour is the outstanding
development of the Mills Novelty
Company  makers of musical re-
producing instruments for more
than 4Q vears.

sings of
DEALER PROFITS

NO new instrument in years has offered

Dealers the profit opportunities of the new Troubadour » »
It opens new, nearly virgin markets for the alert Dealer.
Because of its beauty of tone and cabinet - - its wide va-
riety of entertainment, and its sure steady profit--the Trou-
badour sells quickly to hotels, restaurants, stores and clubs.
And it carries a good margin of Dealer profit » » The
Troubadour is the finest continuous playing, selective, auto-
matic electric phonograph and screen grid radio combina-
tion. It is equipped for coin-operation with
a patented device accepting nickels, dimes,
and quarters - - which triples its income wher-
ever peop|e gather. It attracts customers
and makes constant profits in any p|ace of
business. No wonder Dealers find it a rapid
seller! » » send the attached coupon for full
information on the profits Dealers are making
with the new Troubadour, and on our special
offer to Dealers. It will point the way to
quick, new profits foryou. But--do it Today!

MILLS
NOVELTY COMPANY

4100 Fullerton Avenue Chicago, lllinois

Mills Novelty Company
4100 Fullerton Ave., Chicago.

Tell me about the profits Dealers are making with the new Troubadour—
and how | can quickly make these profits!
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“YALYL COMEGIANS

.\
}ﬂ Z% 2 Y\
T OKEH RECORDS

41393—75c 41402—75c

With You— objets d’art...

Fox Trot; Refrain

Stein Song—

alwavs Fox Trot; Refrain

The More I’'m

unique

Puttin’ On the

: dance .
Ritz— , In Love With
Fox Trot; Refrain music... You_
Played by Carl Webster’s Fox Trot; Refrain
Yale Collegians ...for those who Played by
are ever seeking The Gotham Collegians

that atmosphere
of profitable

business...

| Okeh Phonograph Corporation
[N New York, N. v. [
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E Customer Satisfaction

Jobber Satisfaction
Dealer Satisfaction

Past Performance Guarantees It !

A

B\

2\ D)

An Investment in Excellence

For years Transformer Corporation of America has built first-
quality radio equipment and established an enviable reputation
for “Delivering the goods.”

What is more natural than that our wide knowledge of radio
merchandise and production economies, our efficient organi-
zation and financial resources, should find expression in a com-
plete receiver—T. C. A. Radio?

Every part is fabricated in our own plants, resulting in a new
standard of radio value.

N

Licensed by Write or wire for details

Radio Corpora-
‘jon of America
and Associated
Companies.

Transformer Corporation of America

2301-2319 Keeler Avenue
CHICAGO, U. S. A.
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Permanence in Performance,
Fidelity in Reproduction—

UprcO ELECTRIC PICK.-UPS

—ARE PRECISION BUILT—

HAVING specialized for over 14 years in developing and building sound and sound-repro-
ducing devices, we are ideally equipped and prepared to design and build—any special
pick-up to your specifications—from design to capacity.

We will cheerfully co-operate with any manufacturer’s engineering division and place at
their disposal our facilities.

UPCO PRODUCTS ARE ENGINEERED BY ENGINEERS

Upco Standard Pick-up-an instrument designed and built for phonograph combinations — attachable to any phonograph with
definite impedance, making it a m ost universal pick-up for AC sets

. : . " The Symphony head attached or de-
The Symphony is a type designed for theatre use; arm accommodating 16 tached in a second. An important feature

broadcast records made in 200 to 5,000 ohms; perfectly balanced and for operators. Ruggedly built with
adjustable to the desired weight on the record. positive contacts.

UPCO PRODUCTS CORPORATION

A. BORSUK, President

270 LAFAYETTE STREET - - NEW YORK CITY
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“Keep Your Eye on Your Customer
—Not on Your Competitor”

Jack Hurd, of Elizabeth, N. J., Outlines the Reasons for His Success in a Simple
Formula—Plans Selling Activity Around the Entertainment of the Customer

N the current issue of Good News, the house
organ of the RCA Radiotron Co., there is a
stary entitled, “Keep Your Iiyve On Your Cus-

A i
pAy NIGHT/

EAP"‘THURS A
PMARIA JERITZS

muoﬁwcf:‘,,oﬁmn oF the

RCA Radiotron Hour

Enjoy Bettar Reception with ROA Radiotrons

JZ logx

tomer—Not On Your Competitor” by Jack
Hurd, of Elizabeth, N. J, as told to [. K. West,
Mr. Hurd outlines the reasons for his success,
It is a simple formulia, but one that is packed
with horse sense and, therefore, we are repro
ducing the article in part below:

“T can pack all I've learned about merchandis
ing scts and radio tubes into one sentence.
Keep your ecye on your customer and not on
your competitor!

Forgetting the Discount

“People don't buy radio scts because they can
get five per cent more discount. They buy them
to listen to broadcasting.

“They don’t buy RCA Radiotrons just because
they love nice things. They buy them so they
can hear the fine broadcasting programs at thetr
hest. T am convinced that most of the failures
in radio are those people who can't keep that
simple fact ever before them.

“Nearly everybody knows that another Demp-
sey-Tunney fight or another political campaign
would help our business. What they don’t know
is that business can be good without a man
mauling contest. Most of them sit around be-
moaning the fact that the Dempscy-Tunney air
attractions are too few and far between. They
fail to realize that just as big events are on the
air every day.

Merchandising Broadcasting

“Take the time T won the prizes of the RCA
on selling sets. T planned my whole sclling
activity around the cntertainment of the cus
tomer. TInstead of sclling radio T sold the en-
joyment to be had from radio. Instead of tatk
ing about radio gencrally, 1 merchandised the
liroadcasting programs and the personalities on
the air. Customers can picture the joy to be
had from listening to a Rudy Vallee, a John
McCormack or any one of the countless radio
stars. I have found that the regular programs
are just as exciting and have just as much hus
ing appeal as the hig ‘specials” if they are
played up to the public.

“Take Amos 'n’ Andy. T understand that that
program has changed the peak at movie theatres
from &:15 to a later hour. A fellow was telling
me that even telephone calls have taken quite
a stump during the period that this famous pair
are on the air. If pcople will change their life-
long habits just to hear Amos 'n’ Andy, it is
certain that they will not argue over price or
small discounts when buying a radio set or an
RCA Radiotron. A few cents or even a few
dollars are not going to stand in the way of
their enjovment.  All they want is to hear the
best possible reproduction of their favorites.
Finds Out What People Like

“I find out what people ke, find out when
it will be broadcast, and then make a window
display acquainting them with the coming fea-
ture.
taneous buying message on the minds of the
passer-by. You'l
enjoy him hest with RCA Radiotrons,” T'o the
people passing my store that message is a real

Such window displays register an instan-

‘BPe Roxy's Guest To-night.

invitatton to them, for Roxy is a living per
If anv of
those passers-hy have poor tubes, they won't
let them stand in the way of a perfect evening's
They want Roxy and not a mu-
And

sonality, a part of their daily life.

citertainment.
tilated version of Roxy’s entertainment.
they'll come in to buy.
Responsibility Begins When Set Is Sold

“AMy responsibility begins when I sell a set.
Not before. As I look at it, T am not in the
business of sclling radio sets. T am in the busi-
ness of selling home entertainment.  The cus-
tomer isn’t interested in the mechanics of a
radio sct or the particular technical reasons why
hiz sct is not in working order. All he is inter-
ested in is the simple fact that he isn't getting
any music from his sct or getting the enjoy-
ment from it which T promiscd he would receive,
1t’s un to nie to cure that set’s troubles, and
to cure them quickly.

Every Employe a Salesman

“Fyervone in my organization is a salesman.

T'hey are, one and all, selling the organization

37

to the customer and the potential customer. Qur
~ervice men are trained not only to repair sets,
hut to be courteous, tactiul and helpful to the
customers. A man might be a genius at repair-
ing scts, but he might, at the same time, do ir
reparable harm to the customer’s good will by
failing to be polite.
Sell Replacements

“Many times my service men have been able
tc sell a complete replacement set of RCA
Radiotrons by simply explaining to the customer
that best results can be obtained only by hav-
ing tubes of equal power and strength. They
point out that the replacement of one tube often
results in unbalanced and distorted reception.
1f this is selling, it is sclling service which wins
customer appreciation.

Doesn’t Pay to Experiment

“The surest way of building customer good
will is to sell-quality, well-known, merchandise.
In the end, selling quality 1nerchandise pays the
biggest dividends because:

1. Tt gives the customer the most satisfaction.

2. 1t does not pay to experiment on one's
custoners,

3. 1t cuts my expenses by reducing the num-
ber of service calls.

4. There's less sales resistance in selling an
advertised and accepted product and that
saves me a lot of talking.

5. Turnover is specded.

6. Instead of ‘wasting’ my time servicing sets,

I can use that time to better advantage in
profitable selling.
It nets me the larges: profit.”

Buddy Rogers Is
Exclusively Columbia

~1

Charles  (Duddy) star  of
Paramount films, is one of the latest exclusive
Columbia recording artists announced by the
company. Mr. Rogers has starred in a dozen
or more featured films and recently made per
sonal appearances as vocalist at the Paramount
Theatre, New York City.  His first Colimbia
record couples “Any Time's The Time To Fall
In Love,” from the forthenming picture “Para-
mount on Parade,” and “Swecepin’ The Clouds
Away” from the same picture.

Columbia dealers are effecting tic-ups with the

appearance of Mr. Rogers™ films.

Rogers, juvenile

Sharpness is Permanent.
Half Turnings and Mouldings.

SPECIAL DESIGNS:
ples or sketches for quotations.

Lafayette Blvd. and 14th St

Make Your
Cabinets Attractive

by the use of

LIGNINE
(Wood)

CARVINGS

The Beautiful

They are a Wood Product, Perfece In Design.

We are prepared to execute orders for Special Desggns.

Their High Points Endure, and the Clean Cut

Our Line consists of Grilles, Scrolls, Panel Ornaments, Pilasters, Rosettes. back Plates. Drops,

Submit sam

Write for Catalog and Free Samples

ORNAMENTAL PRODUCTS CO.

DETROIT, MICH.
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Henry W. Baukat With
RCA Radiotron Co.

Appointed Director of Publicity and Edi-
tor of “Good News”—Is Radio Engineer
and Has Had Wide Experience

Henry W. Baukat, well known in the radio in-
dustry, has joined the RCA Radiotron Co.,
Inc, Harrison, N. J., as director of publicity
and editor of the publication “Good News.” Mr.
Baukat was a radio amateur as far back as 1912
and has studied radio in all of its phases ever

Henry W. Baukat
For the past five years he has been tech-
nical and associate editor of Radio Retailing
and has had close contact with thousands of

since.

members of the trade. He is a member of the
Institute of Radio Engineers.

In his new capacity Mr. Baukat will continue
to closely contact dealers and jobbers and give
them aid and advice from his wealth of experi-
ence. His practical experience gives him a keen
realization and understanding of the difficulties
faced by the members of the trade.

Gulbransen Portfolio Issued

Gulbransen has released to its distributors a
comprehensive sales portfolio featuring the new
model No. 9950 Gulbransen, retailing at $99.50.

ggxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxﬁ’
They Are in a Class by Themselves!

MOT,
“‘“N%EDI.EQN
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Included are unusual advertisements, which are
being extensively used to introduce the new
Gulbransen radio receiver in newspapers through
radio-music dealers.

Join Electrad, Inc.,
Engineering Staff

Electrad, Inc,, New York City, manufacturer
of resistors and other radio accessories, recently
announced the additions to the engineering
staff of Harry H. Horning and E. J. Hughes.
Mr. Horning was, for ten years, connected with
the engineering and sales staff of the Cutler
Hammer Mfg. Co., of Milwaukee, and nine
years a supervising engineer of devclopmen:
and design with the Philadelphia & Reading
Coal & Iron Co. His duties with Electrad,
Inc, will be in the nature of a special develop-
ment and sales engineer.

Mr. Hughes had been connected with the
Splitdorf Electrical Co., Newark, N. J., as re-
search cngineer, and with the Brandes Prod-
ncts Corp., Newark, N. ], as general supervisor
on development and production of resistors and
condensers. His duties with the Electrad or-
ganization will be the development, research,
and production, on vitreous cnameled resistors.

Public Favors Use
of Motor Car Radio

The recent public hearing on the subject of
the proposed ban legislation of radio in motor
cars in the State of Massachusetts, held before
the Public Works Commission, gave evidence
of overwhelming public interest in radio for
the motor car. Out of more than 200 attending
only five registered in favor of the bill and
these promptly withdrew from the meeting al-
lowing the vote to be unanimous in favor of
unrestricted use of motor car radio.

Among the interested parties attending the
hearing was Roy Davey, general advertising
manager of the American Bosch Magneto Corp.,
chiefly interested in the outcome because the
design of the new Bosch motor car radio re-
ceiver permits operation of the set while the
engine of the car is running.

The Naborhood Paint & Radio Stores, Inc,
will open a store in Milwaukee, Wis.

REKS

SPECIALLY DESIGNED FOR ELECTRICAL REPRODUCTION

onto a record .

AXXXXXELXEELRXERLXERERRRRK

370 Seventh Avenue

X&X

Everyone interested in the better electrical reproduction of music
and speech should hear how this sensational new needle performs! 1t
is so different from old-style needles as to beggar description! Only
your ears are needed, however, to appreciate the difference. Once you
have placed a DYNAMOTONE Needle in a pick-up and swung it
. you'll realize that here indeed is the final link
in perfect electrical reproduction
needle YOU and your confreres have been awaiting!

Be sure to send for samples .

BRILLIANTONE

STEEL NEEDLE COMPANY OF AMERICA, Inc.

KXLXLLLLXLXLEZELLLLLLLLLLLLLLLLLRKE

the specially constructed

. . QUICK!

New York City

%mxxxxxxxxxxxxxxxxxxxm

Harry Alter Makes
Radio Presentation

Furnishes Simplified Central Radio Sta-
tion, Consisting of Revamped Majestic
Combination to Veterans

To supplement the original equipment in-
stalled in the Veterans Great Lakes Hospital,
by the Chicago Daily News, the Harry Alter
Co., Majestic distributor, Chicago, furnished a
In-

new and simplified central radio station.

, = o R
Harry Alter Presents Radio System

stead of having a special man on the watch,
constantly, with the old equipment, which
could only be used cight hours per day, because
of battery recharging, the new equipment in
its compact form was installed in the office of
the officer of the day. It consists of a re-
vamped Majestic 101 combination, and the pres-
ent installation handles approximately 600 head
phones and seven loud speakers. It has a spe-
cial switching arrangement which takes carc
of five outlets with monitor and volume con-
trol on the set.

The presentation was made under the aus-
pices of the seventh district of the American
Legion. . The photograph shows members of
the American Legion and the representatives of
the Naval Station accepting the radio system
from Harry Alter.

NamedJﬁoi)beyr_ for
Cincinnati Victor Co.

Wakem & Whipple, Inc., announces its ap-
pointment as Chicago district distributor for
the Cincinnati Victor line of merchandise, in-
cluding the Luminaire, and the Victor Airplane,
table fan, also the Victor Clean-Air ventilator,
H. W. Collins, president of the Cincinnati Vic-
tor Co., recently addressed a sales meeting of
the Wakem & Whipple sales force in Chicago,
and outlined the complete merchandising pro-
gram of his company. B. D. Waldie, of the
advertising firm of Behel & Harvey, Inc., ad-
vertising counsel of the Cincinnati Victor Co.,
explained the national advertising program,
which embraces such media as the Saturday
Evening Post, American, Good Housekeeping,
and other magazines.

Wakem & Whipple, Inc., is exclusive distrib-
ntor for the Cincinnati Victor Co.’s line in the
Chicago territory.

Intermountain Bruns-

week Jobber Named

Zion’s Co-operative Mercantile Institution,
Salt Lake City, Utah, has taken over the Inter-
mountain distribution of the Brunswick radio—

Panatrope Division. This organization will
serve more than 150 Brunswick dealers in
Utah, Wyoming and Nevada. R. T. Perry,

who for the past ten years has been connected
with the Salt Lake City branch of the Bruns-
wick Co., has been appointed manager.
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Capehart Sweeps Away

Price R

in the Automatic Phonograph Field

PLAYS RECORDS
CONTINUOUSLY

on Both Sides Without Attention

Send Coupon or Wirel

Capehart has always sold exclusively through dealers. New dealers wanted
now to serve a greatly increased market. Investigate—send coupon or wire

for the Capehart dealer’s portfolio telling full details

esistance '

“Give us an automatic phonograph to sell
at an attractive price and we’ll sweep the
field” said music dealers. Here it is, at last—
the Amperion by Capehart, a companion line
to the Orchestrope at NEW LOW PRICES!
And models for the home as well as husiness

— radio in combination if desired.

BIGGER PROFITS
THAN EVER

Capehart music is now easier than ever to sell. A
big money maker for business—a new source of joy
in the home. Capehart dealers have previously made
$2,000 to $11,000 a
month. Now the market
is increased many fold!
Price resistance has
been swept away. A

complete line for every

purse and purpose. Big

0 ° o - Orchestrope Park Mo
national advertising and and Bouble Unir”

Orchestrope Auditorium
Model for Large Halls Speaker for outdoor use

direct mail campaigns
to create new prospects

everywhere.

Orchestrope for the
of the valnable Capehart Home—a {ri{m[h of Orchestrope Commercial
odel

cabinet wor|

Franchise and the opportunities for really big profits.

Capehanrt

AMPERION-ORCHESTROPE

THE CAPEHART CORPORATION, FORT WAYNE,

-----------------------------------------I
The Capehart Corporation,
Dept. 4884 |, Fort Wayne, Indiana

Please send, without obligation, your portfolio describing
all models of the Capehart line—Orchestropc and the New
Amperion— and details of the Capehart Dealer’s Franchise.

City State

IN DlANA oy e e T o Y Y T L L L L L L LTS
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Theremin Transferred
to Victor Division

Name Changed to Victor Theremin—In-
strument Released — Dealers Feature
Recording of Product

I'he sale and exploitation of the Theremin
“ether wave” musical instrument has been trans-
ferred from the Radiola Division to the Victor
Division of the RCA Victor Co., Inc., according
to an announcement by H. C. Grubbs, vice-
president of the Victor Division. The instru-
ment will hereafter be known as the Victor
Theremin.

G. Dunbar Shewell, who has had many years
of experience in the music merchandising field,
will continue in charge of the Victor Theremin
Division under Mr. Grubbs, with hcadquarters
at Camden, New Jersey. New York offices lo-
cated on the sixteenth floor of the Woolworth
Building will also be maintained.

Special concerts on the Victor Theremin are
being broadcast regularly every Saturday night
from 7.15 to 7.30 over WJZ and a nation-wide
network of the National Rroadcasting Co.
Among the thousands of letters which have been
received from listeners are many asking where
the instrument may be heard and bought. Thesc
are referred to the local dealers. The first
recording of the Victor Theremin is included in
the March Victor record release, with Nat Shil
kret’s orchestra,in “l.ove” and “Aren’t We AlL"

The Victor Theremin is arousing widespread
interest wherever it is placed on sale. Alrcady
many of the leading music firms are retailing
this unique instrument.

C.W. Hunter Named
Silver Coast Manager

Silver-Marshall, Inc., Chicago, Il., maker of
Silver radio receivers and the Silver-Marshall
line of radio parts, has announced the appoint-
ment of C. W. Hunter as Pacific Coast man-
ager. Mr. Hunter formerly occcupied a similar
post for Kellogg Radio. He is making his head-
quarters in T.os Angeles, and has a wide ac-
guaintance with radio distributors and retail
dealers throughout the California, Oregon and
Washington territory.

Sherwood Hall, Crosley
Jobber, Extends Territory

Grann Rarems, MicH,, April 4—The Sherwood
Hall Co., 1.td.,, Crosley-Amrad distributor, re-
cently added eleven more counties in the
northwestern part of Michigan to the terri-
tory it covers on behalf of the Crosley-Amrad
line. H. E. Clark, manager of the radio depart-
ment, reports an enthusiastic reception of the
new Crosley models throughout the territory.
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The Services of—

WALTER A. SCHILLING

Nationally known trade pioneer, are now available in either full or part time
capacity as merchandising, advertising or publicity director to a well-rated
radio manufacturer, jobber or broadcasting interests.
76 West Sixth Street, Bayonne, New Jersey

Tel. Bayonne 2311

Heston-North, Inc.,
Jobbing Firm, Formed

Appointed Wholesale Representative for
Stromberg-Carlson Tel. Mfg. Co. Cover-
ing the Cincinnati Territory

The Stromberg-Carlson Telephone Mig. Co.,
Rochester, N. Y., has appointed the firm of Hes-
ton-North, Inc,, as representative for Cincinnati,
O., and adjacent territory. The firm is located
at 702 Chamber of Commerce Building. Charles
E. Heston, onc of the members of the firm, is
a native of Rochester, where he was connected
with the Stromberg-Carlson Co. as sales engi-
neer, assistant sales manager, export manager,
supply manager and sales representative for
southern Ohio and Kentucky for a period of
twenty-eight years.

Charles H. North is of Cincinnati, in which
city he has a background of more than twenty
vears' experience in the radio-music business.
Part of this time was spent with the Victor
Talking Machine Co. as assistant manager of
the contract department. Following this he be-
came secretary and treasurer of the Ohio Talk-
ing Machine Co., which office he held until quite
recently.

To Feature Edison Line

R. C. Farrington, who has been identified with
Edison products for twenty vears, and O. T.
Daline, associated with Edison Radio since its
introduction on the market, have established a
new Edison service at 191 Broadway, Portland,
Ore. The new establishment, known as the
Farrington-Daline Radio Shop, is succeeding
Jack Lang’s Radio Shop.

Victor R;we Rc;ord Ads

The Victor Division of the RCA-Victor Co,,
Inc., recently inaugurated an advertising cam-
paign featuring Victor race records. These ads
appear in the “Chicago Defender,” “Pittsburgh
Courier,” “Afro-American” and “Amsterdam
News.” In addition, the advertisement will ap-
pear in the “Illustrated Weekly,” which is in
cluded in more than seventy race papers.

The Universal Radio Sales Corp., 618 West
Twenty-fourth street, Milwaukee, Wis., was rc
cently incorporated.

MAY RADIO CORP.

380 Central Ave., Newark, N. J.
Sole Distributors in Northern New Jersey and Staten
of the Philco Standard line.

112 Bleecker St., N. Y, C,
Sole Disttibutors in Manhattan and Brooklyn of the
Standard line

Sole Distributors in Worcester,
Grid Plus lines.

MAY Distributors of
Balanced Unit RADIO

MAY DISTRIBUTING CORP.

MAY DISTRIBUTORS, Inc.

797-805 Beacon St.,
Middlesex and Norfolk counties,

D. W. MAY, Inc

393 New St., Newark, N. J.
Sole Distributors in Northern New Jersey and
Staten Island of the Philco Screen Grid Plus

hine
D. W. MAY, Inc.

34-36 W, Houston 8t.,, N. Y. C.
Sole Distributors in Manhattan and Brooklyn
of the Philco Screen Grid Plus line

Island

Philco

Muass,
Mass.,

Boston,
of the Philco Swndard and Screen

Columbia Foreign Language
Record Division Moved

On April 1 the Foreign Language Record
Division of the Columbia Phonograph Co., Inc,,
moved from 1819 Broadway to 11 Union Square,
West, New York, where greatly increased facili-
tics are at the disposal of this department. R. F,
Bolton, manager of the Columbia Foreign Lan-

R. F. Bolton
guage Record Division, states that during the
past year there has been a marked increase in
the demand for foreign language records, and,
in order to meet the requirements of the com
pany’s clientele, additional recording and office
space was nceded,

At the present time twenty-cight foreign
languages are inctuded in the Columbia library,
and, under Mr. Bolton’s able direction, the sales
volume is growing rapidly. Mr. Bolton has
been identified with Columbia activities for
more than two decades, and is familiar with
every phase of recording and merchandising,
as applied to foreign language records.

Announce Appoint-
ment of Pacent Agent

George Soule, sales manager of the Pacent
Flectric Co., New York City, recently an-
nounced the appointment of Fred Garner &
Co., Chicago, T1l, as Chicago representative for
the Pacent organization. The territory now
covered by the Garner company comprises the
entire State of Indiana, practically the entire
State of Tllinois, eastern part of Towa and east-
ern half of Wisconsin.

P. M. Day & Co., of Detroit and Jackson,
Mich., have also been appointed agents of the
Pacent organization for the State of Michigan,
with the exception of the upper peninsula. The
Day organization takes over the distribution in
this territory formerly handled by the Chicago
and Cleveland offices. Mr. Day and L. M.
Moore will look after the Pacent interests.

Radio Shop, Tnc., 412 Arcade Building, Racine,
Wis,, has been incorporated g deal in radio
cquipment with a capital stock of 500 shares of
no par value,



PERRYMAN

RADIO TUBES

McIntyre-Burrall have built up a
mighty substantial volume on
Perryman Tubes in a sparsely
settled territory with widely sep-
arated trade centers in face of
the keen competition of Mil-
waukee and Chicage jobbers.

Mclntyre-Burrall estimates their
sale of Perryman Tubes for 1930
will run into six figures. This is
hased on their Perryman busi-

ness of 1929,

In October, 1929 alone. their
purchases were within $3,000 of
their entire year’s purchases of
Perryman Tubes far 1928.

In 1928 Mcintyre-Burrall’s total
volume of Perryman Tubes was

$20.000 over 1927.

In seven months of 1928 Mcln-
tyre-Burrall’s monthly purchases
of Perryman Tubes were in ex-
cess of their total year’s pur-

chases of Perryman Tubes in
1927.

Headquarters of

Mclntyre-Burrall Co.,

Green Bay, Wisconsin

MCINTYRE=DBUERRALL

STALT THEIR FIFTH
CONSECUTIVE YEAR
AS PEDRYMAN
JOBEBELS

Fred Burrall, President of Mclntyre-Burrall
Co., a staunch believer in the Perryman policy
and product

No jobber continues to merchan-
dise any brand for five con-
secutive years unless both the
product and the policy are thor-
oughly satisfactory.

Mclntyre-Burrall’s success with
Perryman tubes does not repre-
sent any average figure, nor is it
exceptional. P’erryman has many
jobbers who have merchandised
Perryman tubes almost since the
inception of its business whose
success is equally outstanding.
Perryman offers you a quality
product; a policy of selective
distribution; no intra-brand com-
petition; price protection against
decline; a sympathetic under-
standing of your problems and
our active co-operation to their
solution.

Radio tubes are one of the largest
replacement items open to in-
dustry, and they offer an enor-
mous potential source of profit
as a repeat item.

W rite today for details

PERRYMAN ELECTRIC CO., INC.

4901 Hudson Blvd., North Bergen, N. J.
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Good News Makes Its
Bow to Radio Trade

First Issue of House Organ Sponsored by
RCA Radiotron Co. Is Replete With In-
formative Material

One of the finest house organs that has come
to our attention in a long time is Good News
(About RCA Radiotrons) published by the RCA
Radiotron Co., Harrison, IN. J., the first issue
of which has just come off the press. The pub-
lication, which consists of thirty pages of text
devoted to business and Radiotrons, is literally
crammed with information of importance to
radio dealers.

In the first issue G. C. Osborn, vice-president
m charge of sales of the RCA Radiotron Co,,
deals with “What the New RCA Radiotron Co.
Means to the Industry,” in which he stresses
the importance of that organization to the in-
dustry, and the policies of the company. “Keep
Your Eye on Your Customer—Not on Your
Competitor” is the title of an article by Jack
Hurd, of Elizabeth, N. J., which outlines the
merchandising policies of this successful dealer.
Considerable space is devoted to the official and
cxecutive personnel of the RCA Radiotron Co.
There is a page of cartoons by Milt Gross,
which is funny, interesting and tells a story.
Meade Brunet, sales manager of the company,
presents in the first issue an informative article
on “Buying for Profit,” in which he emphasizes
the point that all profit starts with buying and
he backs up this statement with some interes:-
ing merchandising facts that no dealer can afford
to ignore. Two pages are devoted to pictorial
views of the RCA Radiotron Laboratories, an
interesting story in pictures that tells how tubes
arc made. The intensive campaign of advertis-
ing planned by the company for the benefit of
its dealers is also described.

These are just a few of the articles in this
remarkably fine house organ and they serve to
indicate the constructive policies of this pub-
lication, which in reality are a reflection of the
policies of the company producing-it.

J. W. Mclver, advertising and sales promo-
tion manager of the RCA Radiotron Co., is re-
sponsible for the birth of this paper. It is a
fine, constructive piece of work and he deserves
credit for giving the trade such a publication.

World African Subscriber
Gets Kennedy Sales Course

SoutH Benb, Inp., Aprit 6.—The Colin S. Ken-
nedy Corp., of this city, recently received a
very interesting letter from James E. Wray, of
Johannesburg, South Africa, reading as follows:
“With reference to the paragraph appearing in
‘The Talking Machine World’ of December,
1929, T would be glad to receive a sample copy
of your radio course for retail salesmen. I
am interested at present in Brunswick and Co-
lumbia. My firm, the Brunswick Gramophone
House, handle Brunswick exclusively in the
Transvaal.” Immediately upon receipt of this
letter the Colin B. Kennedy Corp. sent Mr.
Wray a copy of the Kennedy radio course for
retail salesmen, and Talking Machine World
& Radio-Music Merchant is delighted to know
that one of its subscribers in far-off Africa was
so keenly interested in this very interesting
salesmanship course.

A. J. Loeb With Polymet

Officials of the Polymet Mfg. Corp., New
York City, makers of condensers, coils, resis-
tors, etc., have announced the appointment of
A. J. L.oeb as sales representative for northern
Ohio and the State of Michigan. He is making
his headquarters at 3221 Carnegie avenue, Cleve-
land, Ohio.
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KNOWS THIS
FAMOUS NAME

N
N B WIN

Y,
2\ Nathaniel BALDWIN

enters the complcte

receiver field with a

Naturally you want to product that justifies his With selling features a
be identified with the commanding position in year ahead, built to the
radio. uncompromising Na-

startling success of this ' ’
thaniel Baldwin standard,

unparalleled line of com-

make this franchise your
plete receivers.

most valuable asset.

Wire or write now —don't

wait for the announcement,

NATHANIEL BALDWIN INCORPORATED %

W 1601 SOUTH MICHIGAN BOULEVARD
W CHICAGO . ----ILLINOIS W

COMING

To Be Announced in April «With 1031 Refinements

U
H




+4 Talking Machine World & Radio-AMusic Merchant, New York, April, 1930

seThe quality and life of CeCo Tubes

compare with any that are manufactured today”

R. C. HINER, May, Stern & Co., Pittsburgh, Pa,

Give me any radio dealer.
Let him spend two hours
alone 1n our 3% acre plant
...seeing for himself why mil-
lion dollar equipment and
42 engineers are needed to
make CeCo a decidedly bet-
ter tube. When he learns
of CeCo’s fair policy and
generous discounts...there’s
another dealer headed to

bigger business.”
. °
DO YOU

KNOW?

. PRESIDENT

1. Over 10,000,000 CeCo Tubes CECO MANUFACTURING ('0O.. INC.
are in use today. The U. 8. Gov.
ernment, occan st
countless cor e
ionsare dai a¢
. In the last five rCo ha 5 P s Soi ) ¢ CAC £

PROVIDENCE. R. 1.
n steamships, and

Radio Tubes

The CeCo Courjers evel Co Tubes are licensed und h
Monday ni t 8:3 Eastern 8.  _ patents and applications of t he Radio
T. over the Columb om 22 C ion of America, General E
stations. T ogram 8 one tric Company, Westin ghouse Electric
of the mos lar e al Manufacturing Company, 1
Lis in Mond: e d Companies.,
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Interesting Events of
the Trade in Pictures

Left: Dinner ten-
dered to H. E.
Capehart, president
of the Capehart
Corp., Ft. Wavne,
Ind., manufacturer
of Amperion and
Orchestrope prod-
ucts. by Havnes-

Above: The six men comprising the sales and service
personnel of the Edison Distributing Corp., of Orange,
N. 1., have a combined Edisen experience of 84 years,

R areraging 14 years per man. Left to right: P. . Burns
g(r;{ﬁ:; a?e()." CI(\IIPP. W. H. Deutsch. A. W. Toennies, E. Skinner. T. A.
it CLECUEe () D) McCauley and A. W. Barton
York City

Right: First meeting of
the Atcater Kent Sales
School sponsored by the
Birmingham Electric
Batterv Co., A. K. dis-
tributor of Birmingham.
Ala.. for the bhenefit of
its deulers. The school
is directed by Fred M.
Gorfain

Abore: C. W. Hunter, recently appointed Pa-

cific Coast manager for Silver-Marshall, Inc.,

manufacturer of Silver radio receivers, has «a

host of friends among the deadlers in Oregon,
W ashington and California

Anton Lang, prologuist of the Passion Play at
Oberanunergau, has the first radio_set in this
world-famed little German village. He is shown
examining a JRC tube, made by the Johnson-
burg Radio Corp., Johnsonburg, Pa.

Abore: Hf's Excellency, Y. Hamagu- Above: The sidewalk circulation of this win-
chi, premier of Japan, making Co- dow, featuring Eveready Raytheon tubes, made
lumbia records which were widely by the Natianal Carbon Co.. was 6,165 in one
circulated before the Japanese elec- hour when a clocker counted the passers.byv.
tion last February The display was shown in the Union Carbide

. & Carban building on Forty-second street. New

York City, and featured the four-pillar construc-

A tion of these popular tubes

wor SILVER RADICS »

10 ELECTRIG MAMP & SUPPLY CO,M22 PML 51

e RSN

s N AR
: - et A S e |

Two sixty-nine-foot trucks deliver Silver radio receivers, made by Silver-Marshall, Inc., to distribut-

ing points all over the Middle West from the company’s plant in Chicago, Ill. Each holds 175

Silver receivers, twenty-five more than can be loaded in the ordinary freight car. According to Traf-

fic Manager A. C. Stone they are fast and safe, and he adds when bigger trucks are nmade they’ll
use them to facikitate service to distributing points
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Distributors of ¢/{ajestic Radio

Albany, N. Y.
Majestic
Produects,
Inc.

90 Hudson Avenue

Atlanta, Ga.

Capital Electric Co.

7 Auburn Avenue

Charlotte, N. C.

Shaw’s, Inc.

3114 S. Tryon Street
MAJESTIC Exclusively

Jacksonville, Fla.

Southern Hardware & Bicycle Co.
20 E. 14th Street

Chicago, Il
The Harry Alter Company

340 No. Dearborn Street
Telephone: Whitehall 8300
Northern Illinois Distributors

Distributing Exclusively MAJESTIC Radio

Cincinnati, O.
Cincinnati Majestic Radio
Distributing Corp.
1042 Gilbert Ave.

Kansas City, Mo.

Sterling
Radio
Co.

1515 Grand Avenue

Baltimore, Md.
Eisenbrandt Radio Co.

Pratt and Paca Streets

Washington, D. C.

932 H Street, N.W.

Birmingham, Ala.

Forbes Radio &

Refrigerator Co.
1st Avenue, North

Cleveland, O.
Majestic Distributing Corp.
of Cleveland

4608 Prospect Avenue
Columbus, O. 199 E. Broad St.

Dallas, Tex.

Radio Equipment Company
OF TEXAS
1924-26 Main Street

HOUSTON SAN ANTONIO

Lincoln, Neb.

R. S. Proudfit Co.

Established 1879
720 “O” Street

Marion, S. D.

Hieb Radio Supply Co.
Superior MAJESTIC Service

Boston, Mass.

Majestic
Distributors,
Inc.

539 Commonwealth Avenue

Hartford, Conn. Portland, Me

Des Moines, Iowa

Hieb Radio Supply Co.

1221-23 Locust Avenue

Milwaukee, Wis.

Badger Radio Corp.

MAJESTIC for Profits
480 Market Street

Detroit, Mich.

Detroit Electric Co.

101 East Jefferson Avenue

Branches: Grand Rapids, Mich., Saginaw, Mich., Kal-
amazoo, Mich.,, Lansing, Mich.,, Iron Mountain, Mich.

Minneapolis, Minn.
The Roycraft Company

Specialized Wholesale Distributors
25 North Third Street

Brooklyn, N. Y.

Specialty Service Corp.
“Service Is Our Middle Name”
651 Atlantic Avenue

Huntington, W. Va.

Air-Ola Radio Co.

Exclusive MAJESTIC Wholesaler
Tenth Street at Seventh Avenue

Newark, N. J.

North Ward Radio Co.
367-369 Plane Street

Buffalo, N. Y.

Majestic Distributors, Inc.

392 Elm Street

/.

Indianapolis, Ind.

Capitol Electric Co.

“Capitol Quick Service”
122-124 South Senate Avenue

Norfolk, Va.

Woodhouse Electric Co.
238-240 Court St.
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“Mighty Monarch of the Air”

New York, N. Y. Pittsburgh, Pa. Seattle, Wash.

. ge Majestic Distributing Co.
Ma] eStlc Hamburg Brothers John Street at Terry Avenue

Portland, Ore.: 89 N. 12th St.

Distributors 963 Liberty Avenue Spokane, Wash.: 703 N. Division

Butte, Mont.: 115 Hamiltor St.

I_nc. Sacreamento, Cal. South Bend, Ind.
L8 oty Kimball-Upson Co. | Radio Equipment Co.
Philadelphia, Pa. 607-11 K Street . I?S:i East Monroe‘ Street
Distributors Northern California 62:3 S:Yn(gl,inl:o;l St. ;,;;v:'}:stington St.
Peirce % Phelps . L
St. Louis, Mo. Tampa, Fla. h

Merged With The BenWOOd-Linze CO. Majestic Distributing COl'po

“Pioneers in Radio—

Penn Phonograph COO First in Midwest” Florida Ave. at Jackson St.
437-51 No. Fifth Street

Salt Lake City, Utah Utica, N. Y.
HARRISBURG, PA.
123 South Second Street o . HorrOCkS'Ibetson CO.
United Electric Supply Co. 54 Genesee Street
WILKESBARRE, PA. S .
214 South Main Street 117-119 West Fourth Street IV e P 1 B " lgfmms'fr'lm l

Jiffycase

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

This modern pack has proved its worth through
years of service to leading manufacturers in the
radio, phonograph, cabinet and furniture fields
—firms who have found that it pays to pack
the Jiffycase way. They look upon Jiffycase as
a money-saver in freight—storage space—and
labor costs.

Jiffycase brings your product to its destination
in perfect condition, free from breakage and
transit mars. Let u