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The Highest Class Talking Machine in the World

THE INSTRUMENT OF QUALlTY _:

CANTERBURY
$225

Build Better Business with Sonora

THE phonograph dealer who takes
on the Sonora line right now 1s
preparing not only to make the vear
1923 the largest in his history, but also
the year 1924—indeed, all the vears to
come.

By identifying his business with the
universal prestlge of Sonora quality;
by selling “the highest class talkmg
machine in the world,” with tone clear
as a bell and construction that 1s the
finest, he will build a solid, substantial,

quality business, catering to a quality
market.

Every Sonora he sells will add to
his reputation as a quality merchant.
The complete satisfaction and confi-
dence engendered by Sonora perform-
ance will raise his enterprise to the
pre-eminent position held by all mer-
chandisers of quality products.

Investigate this better selling prop-
osition! Wire us today.

SONORA PHONOGRAPH CO, Inc.

279 BROADWAY,

NEW YORK

Canadian Distributers:
SONORA PHONOGRAPH LTD., TORONTO
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“TALKERS” MAKE YUCATAN HAPPY

American-made Instruments in All Styles Are
Purchased by Rich and Poor—Fox-trots and
Dance Records Among Leaders in Favor

WasHINGTON, D. C, July 3—From the hut of
the Indian to the mansion of the millionaire,
mechanical music is driving dull care away. The
phonograph is as popular in Yucatan as in
the United States, according to a report to the
Department of Commerce from Consul O. G.
Marsh, Progreso. The smaller and cheaper in-
struments may be heard cheering the inhabitants
of the Indian hut, the ordinary phonographs are
found in the homes of the middle classes and
the most elegant cabinet styles grace the man-
sions of the wealthy. Perhaps no other modern
invention has done more to enliven the homes
of Yucatan than the mechanical reproduction of
music. A skillful local phonograph dealer has
popularized and capitalized this fact in a terse,
persistent and appealing advertising phrase:
“How happy is the home that has its phono-
graph.”

The American phonograph has entirely mon-
opolized the Yucatan market, there having been
no competition from other countries. An old
style with horn has had an extensive sale, but
cabinet styles have been preferred by better cus-
tomers. A few portable instruments have been
sold. All finishes have found a demand, but
the mahogany finish has had the greatest sale
among all classes.

Practically all orders for phonographs have
been placed by importers direct with factories
on factory price quotations, railway and steam-
ship freight and marine insurance being attended
to by American agents of importers or by freight
forwarders at American ports. The largest im-
porter and the one who has done a large part
of the local business has purchased on open
credit. Other firms have been, and will have
to be, dealt with in accordance with their finan-
cial standing and credit rating, if United States
exporters expect to do business here.

Practically all phonograph records sold in
Yucatan are of well-known American makes.
The most popular sellers have been American
fox-trots and Latin-American songs and dance
mnusic. The principal importers of records have
dealt with manufacturers on the same basis as
in the case of phonographs, but a considerable
number of records enter in a manner unknown
and are sold at varying prices by small retail
music dealers.

VICTOR SALESMEN TO CONVENE

Annual Convention of Traveling Sales Depart-
ment of Victor Co. to Be Held at Camden
During the Week Commencing July 23

The annual convention of the staff of the
traveling sales department of the Victor Talk-
ing Machine Co. will be held at the headquarters
in Camden on July 23 and several days follow-
ing. This conference is an annual affair and the
traveling men are called in from all sections of
the country to attend it for the purpose of be-
coming acquainted with the company’s new
policies, discussing sales questions and other
pertinent matters. The conference will imme-
diately precede the closing of practically the
entire plant for the annual vacation, which cov-
ers a period of two weeks.

ORGANOPHONE CO. CHARTERED

The Organophone Co., of Brooklyn, N. Y.,
has been granted a charter of incorporation un-
der the laws of New York State, with a capital
of $10,000. Incorporators are: C. E. Dirhan, F.
Mally and J. Mazurak.

See second last

New York, July 15, 1923

Price Twenty-five Cents

FRED C. PULLIN BECOMES MANAGER

Takes Charge of the Phonograph Corporation
of Indianapolis—Has Had Wide Trade Expe-
rience Covering a Period of Fifteen Years

Fred C. Pullin has recently been appointed
manager of the Phonograph Corporation of
Indianapolis, Edison jobber located in Indian-

apolis. Mr. Pullin has had extensive Edison

Fred C. Pullin
cxperience over a period of about 15 years,
both in the sales and production ends of the
business, his last post being that of production
manager of the disc record division.

F. F. DAWSON'S IMPORTANT POST

Appointed Sales Manager of the Texas-Okla-
homa Phonograph Co., of Dallas, Tex.

Announcement has been made by A. H. Curry,
vice-president of Thomas A. Edison, Inc. in
charge of the phonograph division, of the ap-
pointment of Floyd F. Dawson as sales man-
ager of the Texas-Oklahoma Phonograph Co.,

Edison jobber, located in Dallas, Texas, of
which concern Mr. Curry is president and
owner.

Mr. Dawson has had extensive experience in
the phonograph business, his past connections
including affiliations with various prominent
manufacturing and distributing organizations.
He was for a long terin of years manager of
the Cincinnati branch of the Columbia Graplho-
phone Co.

Mr. Dawson has assumed his new post and,
with his past record in rendering service to
retail phonograph merchants and addressing
trade bodies, vocational schools, etc.,, on the
problems of marketing and sales promotion, he
brings to the territory of this Edison jobbing
organization a valuable experience.

J. A. READ JOINS SONORA SALES STAFF

The Sonora Phonograph Co., New York, an-
nounced recently the appointment of J. A. Read
as associate general sales manager. Mr. Read,
who has been identified with the talking machine
industry for many years, will visit Sonora job-
bers and dealers throughout the country, co-
operating with them along the practical lines in-
augurated by the company’s sales department
some time ago. Mr. Read’s previous experi-
ence in the retail and wholesale divisions of the
industry qualifies him for his new work.

A charter of incorporation for the manufac-
ture of talking machines and records has been
granted to Harr’s Record Co. of Wilmington,
Del. The concern is capitalized at $250,000.

GENERAL VACATION FOR VICTOR CO.

Entire Plant to Be Shut Down for Two Weeks
From July 28 to August 13 in Order to Give
All Employes Regular Vacation With Pay

The entire plant of the Victor Talking Ma-
chine Co., Camden, N. J, including imanufac-
turing, office and sales divisions, will be shut
down on July 28, to reopen two weeks later,
August 13 for the purpose of giving the entire
personnel of the company a full two weeks’ va-
cation. Out of thousands of employes only a
score or so in the advertising and sales depart-
ments, to take charge of pressing current mat-
ters, will be on deck during the two weeks, and
these will get their vacations at a later date.

I'or the last couple of years the Victor Co.
has tried the plan of letting the main part of
the organization go at one time on vacation, and
the experiment proved so successful that it was
decided this year to solve the vacation question
with a general shut-down. All employes of the
company who have been in service for a year
or more will receive full pay for the two weeks
and those of shorter service will be recom-
pensed in proportion.

It is stated that the general shut-down has
proved a direct means for maintaining the effi-
ciency of the organization throughout the Sum-
mer months; when small sections were allowed
to go on vacation at different periods it meant
an unsettled condition for a period of from ten
weeks to three months. Under the new plan,
only two weeks are lost and the efficiency is
not nnpaired.

ONLY RECORD BY SAVOY & BRENNAN

Team Had Just Completed First Vocalion Rec-
ord When Bert Savoy Was Killed

In view of the tragic death recently of Bert
Savoy, of the popular vaudeville team of Savoy
and Brennan, who was struck by lightning re-
cently while bathing at Long Beach, it is inter-
esting to learn that the Aeolian Co. has the
only record made by that team. Some tinie
ago Savoy and Brennan made a contract to
record for Vocalion records and had just com-
pleted their first record when Savoy was
stricken. The record, which will shortly be
released to the trade, is exceptionally clear and
the characteristic repartee of the comedians is
highly amusing.

OPENS BRANCH IN NEVADA, MO.

Martin Bros. Piano Co. Launches a Successful
New Venture in Missouri

The Martin Bros. Piano Co., with head-
quarters in Springfield, Mo., has opened a branch
store in Nevada, Mo., with H. A. Ellis as man-
ager. The branch will handle a very representa-
tive line of pianos, including the Mason & Ham-
lin, Chickering, Behning, Gulbransen and the
Ampico, together with Victor, Edison and
Brunswick phonographs. It is reported that
business has been good with the new branch
since the opening.

ADOLF HEINEMAN SAILS FOR EURCPE

Adolf Heineman, vice-president of the General
Phonograph Corp., New York, and in charge of
the company’s needle division, sailed Saturday,
July 14, on the steamer *“Orbita,” accompa-
nied by Mrs. Heineman. This will be Mr. Heine-
man’s first trip abroad in fifteen years and he
expects to stay away about six weeks, spending
practically all of his time in traveling through
Germany, where he has a great many personal
and business friends.
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Why Close Shop in the Summer Months?

Five Dealers Out of Six in One Town Hide Behind the Excuse of
“No Business to Be Had” to Obtain Long Rest During the Summer

About this time every year a certain class of
talking machine merchants are engaged in the
interesting practice of cutting overhead to the
bone. Firmly convinced that business has hiber-
nated for the next three months or so, they cur-
tail advertising—some cut it out altogether—
reduce direct by mail to the mere sending out
of the monthly supplements (some even do not
do that) and wait patiently for the “dog” days
to pass, wondering in the meanwhile why sales
are so few and far between and complaining
bitterly about conditions. This may sound a
bit overdrawn to those dealers who continue
working throughout the Summer months, but
nevertheless these statements are based on facts.

Why Business Is Dull

A representative of The World who recently
went out into the territory surrounding the
metropolitan district for the specific purpose
of finding out what the dealers are doing to
stimulate business discovered some surprising
things. In one town, for example, where there
are six dealers handling talking machines and
records, questioning disclosed the fact that only
one merchant was making any effort to get
business. Think of it, one out of six! The
other five were doing nothing whatsoever to
stimulate trade. @ They were so firmly con-
vinced that selling talking machines and records
in the Summer months was an impossibility
that they simply laid down on the job. The
other and more progressive merchant is mak-
ing an intensive effort to get business through
the canvassing route and, while his sales froin
this work are by no means startling, they are
sufficiently frequent to warrant the continuation
of the campaign throughout the Summer.

At any rate, it is much better to have the
salesmen out trying to dig up a few sales than
to have them get rusty sitting in the store doing
nothing, and, furthermore, even if sales are
noticeable by their absence, the very fact that
the salesmen have been out visiting the people
in the community should be productive of a
good many live prospects who can be sold at a
more favorable time, say the early Fall

It cannot be emphasized too strongly that the
talking machine is in the specialty class and,
therefore, must be sold. People do not buy a
high-priced instrument like they do a pair of
shoes or groceries. Those members of the
trade who have achieved signal success have
not reached their enviable positions by taking
the line of least resistance. They have worked
hard and consistently, the aim being to make
a better record in sales each month than the
month preceding. Simply taking the so-called
dull season for granted is probably the best
and most conscience-satisfying way of obtaining
a good rest during the hot weather, but at the
end of the year when the annual sales volume
seems disastrously small there will be much
regretful looking back over passed-up oppor-
tunities.

A Policy to Insure Failure

The following statement from a dealer with
a small establishment is sufficient indication of
why that particular dealer has a small business
and also why the chances are overwhelmingly
in favor of his limited development: “There
isn’t any business now. Things are rotten. No
use advertising until the hot weather has passed.
Suminer is always our dullest season. Nothing
sells. No, I don’t advertise during the Summer.

You can’t make people buy when they do not
want to buy, and there is no use trying. I just
mark time and sell when they come in, but in
the Fall 1 will resume activities.”

Isn’t the above a masterpiece in the way of
a policy to follow in the conduct of a business
enterprise which, to be successful, requires
taking advantage of every opportunity and pro-
mulgating sales promotion drives which will
bring the dealer and his establishment to the
attention of the people in his community?

This article is not written with the object of
picking out the weak spots in the trade. It is
written with the hope that those who read it will
spend a few moments in quiet analyzation of
their own business. There are many mighty
successful merchants scattered throughout the
country who have no complaint to make over
Summer business volume. It isn’t because they
are lucky either, but simply because they never
let up in their aggressive efforts to continually
increase their business volume. It is the worker
who wins!

GERALD GRIFFIN SAILS FOR EUROPE

v

Gerald Griffin, well-known Irish tenor and
exclusive Okeh artist, sailed on the steamer
Cedric on June 30 for a visit to Ireland, where
he expects to pick up some new Irish melodies
and make a study of Irish folk songs. Mr.
Griffin, who is a composer of several popular
Irish numbers, is bringing out two new songs
through Forster, of Chicago, “A Welcome on
the Mat” and “I’ll Be Straying Back to Ireland
Some Fine Day,” both of which will be repro-
duced on Okeh records.

THE TALKING,MACHINE'S HELPMATE

NEW YORK
23-25 Lispenard St.

We are in a position to judge.
covers all grades.

Think NOW of Fall Business

Conditions have changed. The demand is now

for Quality Albums

Ask for our No. 600 Nyacco album, the

highest grade album on the market.

Samples sent on request to responsible

houses.

TO JOBBERS ONLY:—

Write for samples of our new de-
livery bags of No. 1 Craft paper (35
lb.) with strings and buttons at very
attractive prices.

N York Album & Card Co., Inc.

Pacific Coast Representative: Munson Rayner Corp., 643 South Olive Street, Los Angeles, Calif.

Our line The Best Interchangeable Leaf
The biggest demand is
for the NYACCO quality album. Bear this
in mind when thinking of Fall.
still, place your orders now for Fall and
take advantage of the present prices and
insure delivery.

Better

Record Album on the Market

W rite for display card —mailed
withoul cost. [t will help you
sell more Nyacco Albums

CHICAGO
415-417 S. Jefferson St.
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Victor supremacy 1is the
supremacy of performance
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Mahogany or oak

ing-machine industry 1s
directly traceable to
Victor skill and progres-
siveness. A considera-
tion of vital importance
to every dealer in Victor
products.

Victrola No. 125
$100 $275

Victrola No. 80

Electric, $315

Mahogany or walnut

Mahogany or walnut

Victrola No. 400
$250
Electric, $290
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Victrola No. 210
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Three Fundamentals of Good Collecting

System, Promptness and Firmness Necessary to Efficient Collec-
tion of Instalment Accounts and Prevention of Loss to Dealer

The three essentials of good collection prac-
tice are system, promptness and firmness, and
whether the dealer looks after his own collec-
tion department or the business is big enough
to warrant a separate collection manager the
observance of these three important factors
means dollars and cents on the right side of
the ledger.

Through the establishment of a definite sys-
tem for the collection departinent it is possible
to follow up dilatory accounts almost auto-
matically, which prevents any of them being
overlooked until such time as a second pay-
ment becomes due. A definite system also
serves to impress the customer with the fact
that the dealer handles the collections in a
businesslike way and that in itself is calculated
to command respect and bring in payments
promptly that would otherwise be neglected.

System is not only valuable in the keeping of
accounts in a way that will show at a glance
just how many payments are overdue and to
what extent they are overdue, but it likewise
provides for the sending out on definite days
of notices of instalments coming due or later
of the fact that they have become due and
paynient is desired.

The Psychology of Promptness

Promptness in collections serves several pur-
poses. In the first place, the prompt follow-
ing up of a neglected payment serves to jolt
the memory of those customers who have failed
to send checks through negligence and reminds
those who are dilatory on purpose that they are
being watched.

Promptness in going after collections not
only cuts down the volume of unpaid balances,
but likewise reduces the proportion of repos-
sessions. One concern, for instance, sends out
its first collection letter four days after the
date when payment is due. Should the first
letter be ignored a second follows four days
latter, and if necessary a third letter by special
delivery in another four days, or twelve days
after the date for payment. Should the letters
produce no results a telegram is sent four days
after the third letter, which means that sixteen

days after the payment has been passed the
customer has had four definite notices and there
is still time to do the collecting in person be-
fore a second payment is due.

The successful collection method is almost
invariably that which provides for the final
collection of the overdue instalment before a
second instalment becomes due, for the danger
of repossession and of bad debts increases in
direct ratio to the increase in the size of the
pending account. The customer can be forced
to pay one month’'s instalment where there
would be no possibility of making him take care
of two or three monthly payments in a lump
sum.

It might be stated in passing that the system
of sending notices to delinquent customers at
intervals of four days has worked out very
satisfactorily. Especially productive is the third
letter sent by special delivery and mailed be-
tween 4 and 4.30 p. m,, for it reaches the home
of the customer just about dinner time, when
the full family is gathered together and when
there can be no shifting of responsibilities.

Use of Special Letters and Telegrams

The use of the special delivery letter grew
out of the experience of a dealer who on try-
mg out such a letter brought to light the fact
that the wife of the customer had been given
the money to inake the payment, but had used
it for a matinee party. When the hLusband
learned of the fact there was a family jam, but
the dealer got his money. The telegram, repre-
senting the fourth notice, is also dispatched late
in the afternoon, preferably about 530, and is
also delivered at about the dinner hour.

Firmness in the matter of collections has a
value that is obvious, for if the customer gets
the idea that the dealer is careless in following
up his collections and is too afraid of losing a
sale to insist upon regular payments the result
can easily be foreseen. As a matter of fact,
the dealer has every right to be firm in insist-
ing that the terms of the written contract be
adhered to by the customer just as they were
by him in making the delivery of the machine.

He should see to it that the customer is im-

EZEETT BXa

1674 Broadway

ALBERT CAPIPBELL

Y
!
P4

ERANK CROXTON

In Concert and Entertainment
Personal Appearance of

Eight Popular Victor
Favorites on One Program

A live attraction for live dealers and jobbers

Bookings now for season 1923.1924
Sample program and paniculars upon request

P. W. SIMON,

DILLY KKAY

Manager
New York City

RUDY WIEDOEFT

T

PMONROE §1LVER.

JOHN M\EYERS

Famous Ensembles including

Campbell & Burr - Sterling Trio - Peerless Quartet

FRANK. BANTA

pressed with the obligation of the instalment
contract just as he is with any other form of
contract that he makes in the usual course of
business. When the dealer is called upon to go
after a delinquent customer he is going after
a man who has broken or is likely to break a
definite contract, and under such conditions has
no apologies to make. The business that is lost
as a result of firmness in demanding regular
settlements on account is more than offset by
the money saved through good collections.
The collection accounts should be so ar-
ranged that the dealer can tell almost at a
glance just what proportion of his regular
monthly instalments have become overdue.
Those who watch this department very care-
fully find that under normal conditions, with
no general depression or excess of unemploy-
ment, overdue payments can be kept at 5 per
cent or less of the total each month, and that
when the percentage rises to 7 or 8 it repre-
sents a danger signal that cannot be neglected.

AN EXCELLENT RECORD WINDOW

Luscher’s Music Shop, of New York City, Pre-
sents “Saw Mill River Road” Window Which
Attracts Widespread Attention

I.uscher’'s Music Shop, of 2712 Third avenue,
New York City, which recently won first prize
in a contest conducted by the local board of
trade, is again featuring a window display which
is among the most attractive, if it is not the
most attractive in the city at the present time.
Again the idea was worked out by Edward G.
Evans, of C. Bruno & Son, Inc., Victor dis- -
tributors, New York City. The window features
the July Victor record release “Saw Mill River
Road.” The display consists of a bark-covered
building representing a saw mill with a water
wheel. Running water revolves the wheel and
continues down a mill race the entire length of
the window, the banks of which are grass-cov-
ered. Mr. Evans brought from his place in
Connecticut a number of small pine trees which
represented the uncut lumber. A sawdust road
runs from the forest to the saw mill, with
mminiature donkeys hauling the logs. Cows
grazing in a pasture lend a pastoral effect to
the scene. The tie-up with the record is made
with posters, and the display of the record it-
self on easels. The popularity of the display
is well evidenced through the crowds viewing
it at all hours of the day and evening.

PATRIOTIC DISPLAY WINS PRAISE

Poppler Piano Co., of Grand Forks, Arranged
Edison Window in Patriotic Environment

Granp Forxs, N. D. July 6—The Poppler
Piano Co., Edison dealer of this city, recently
used a very effective window display of a patri-
otic character, which effectively tied up with
the National Guard and American Legion. J. A.
Poppler, president of the company, reports this
window helped establish a large amount of
good-will for his house. The background con-
sisted of a large American flag which com-
pletely covered the back of the window without
in any way draping the flag. On the left a
machine gun was placed with a war picture,
and on the right a model of the Baby console
of the New Edison. In front of the console
a group of war material was placed, including
Lielmets, belts, etc. In the center was a table
model of the New Edison beside an effective
merchandising sign telling the merits of the
Edison. Simultaneously an advertisement was
run-in the local newspapers linking up with this
window display.



Jouy 15, 1923 THE TALKING MACHINE WORLD 7
® ° |
Victor supremacy 1s the
supremacy of performance
Victrola I.\v/, $25
Oak
It proves an unparal- '
leled understanding of |
the sound-reproducing
| art—of music and me-
chanics and all the kin-
dred sciences that make
I for success 1n the talking-
machine industry.
Vi“"’;;‘;:“ = Victrola No. 105 "
Mahogany or walaut hogafyli? ol |
ﬂ
5
Victrola Neo. 300 Victrola No. 410 '
Victrola No. 215 $250 $300
e st emene ST
| §
wVictrola
~ “HIS ;45°§[§g§,v0|c5" - REG. U.S. PAT.OFF. : 1
Look under the lid and on the labels for these Victor trade -marks '
| Victor Talking Machine Company ||
Camden, New Jersey
| ' |
e - ]




e A RN LRSS 4

8 THE TALKING MACHINE WORLD

Jury 15, 1923

Value of Prestige as a Builder of Sales

That Elusive Something Called Prestige Has a Marked Effect on
Sales—Braid White Tells What This Force Is and What It Does

The analysis of the processes of salesmaking
has proceeded during the last two decades with
great vigor, and, in consequence, there is now
a great deal of literature on the subject—liter-
ature which shows that the energies and
thought-values expended upon the considera-
tion of the subject have not been wasted. It
is probably not entirely a matter for congratu-
lation that distribution in contemporary indus-
try should be generally considered more impor-
tant than designing and manufacturing; but it
certainly is so, for reasons which we need not
discuss at this time. Salesmanship becomes
all the time a more important matter and con-
stantly demands more of the time and attention
of the directors of business.

The Crowd Age

Among the elements which enter into the
process of selling, the factor of prestige may
justly be held as of the first importance. As
Gustav L.eBon has so well shown, this is the
age of the crowd, that is to say of the mob
of more or less undisciplined human beings
of all agesand both sexes, of all levels of individ-
ual education and intelligence, which is from day
to dayv played upon by the combined forces
of commercial, social and political propaganda,
whether through advertising, through the news-
papers or through the tyranny of commercial-
ized fashion. The crowd mind is the mind
which every great director of commercial ac-
tivities seeks to understand; for he has assured
his material success from the moment when he
can find out what the crowd wants and can
supply its desire. Now, prestige, whether per-
sonal or institutional, is one of the most power-
ful of the factors which control the crowd’s
action and provoke its desires. It is thoroughly
well established that the possession of a suf-
ficient quantity of prestige is in itself a guar-
antee that the possessor can impose his will
upon the crowd to an extraordinary extent.
The same, of course, is true of that prestige
which belongs to institutions and is principally
exhibited in the power over the minds of the
crowd which is possessed by great commercial
houses, of whose products the names have be-
come favorably known through continued iter-
ation and (also) through outstanding merit.

Power of Prestige

The salesman should at all times keep in
mind that if he can sell an article which pos-
sesses prestige he can sell successfully, always
and without great difficulty. Prestige is a mys-
terious quality. There are certain names in
the music industrv, for instance, which are
household words. Everyone would like to have

an instrument bearing one of these precious
names; and everyone, at least, feels it necessary
to explain when the instrument actually
possessed bears some other name of a smaller
prestige-value. This powerful property of these
favored names has been built up gradually, first,
through merit, and later (since the opening of
the modern era) through calculated publicity.
In certain lines of commercial activity it is pos-
sible to creat perinanent, or almost permanent,
prestige for articles of little or even of no merit
[as witness the once extraordinary prosperity
of the patent medicine industry]. But in the
music industries prestige must be based first on
merit and only secondly on advertising.

Because this is so, the salesman who is fortu-
nate enough to have a prestige value to sell is
the most fortunate of salesmen, for his com-
petitors, unless they also possess names of
equal or greater value, can compete with him
only in the matter of price. And price is the
poorest of arguments when the opponent is a
good salesman at all.

It is not necessary to mention names. Every
retail salesman in the music business knows
that when he has the selling of any one of
certain names half or more of hjs work has
been done before it has been begun, as it were.
The competitor who may have a name to sell
which lacks the property of prestige has to be
on the defensive all the time, and is very likely
finally to fall back either upon fancy lying—or
upon price.

Maintenance of Prestige

For precisely tlie same reasons manufacturers
whose products have acquired any prestige at
all, whether through old-establishment, superla-
tive merit or in whatever manner at all, should
never forget that to maintain this prestige is
the first of their commercial duties. No mat-
ter how good the product may be, the memory
of the public is not fool-proof and is subject to
strange lapses, wherefore it is necessary to
maintain the established prestige by constantly
telling the people the same story about the
pertinent facts. In this way the prestige is
maintained at its pristine value and, therefore,
so long as the process continues without cessa-
tion, the sales resistance against it will be found
to decline gradually.

Prestige, of course, is always a delicate and
tender flower, although so powerful in its effects.
It rapidly fades and withers, and is always
liable to the attacks of other prestige-values,
based upon competing articles.

Maintenance of prestige, however, is a sub-
ject which would demand a whole book to

itself, a book which would be, in effect, a
treatise upon the philosophy of advertising.
We are at present more concerned with the
philosophy of salesmanship and shall, there-
fore, continue to assume that the prestige-
values are maintained at their original or even
at their highest possible value.
The Law of Steps

Now, in salesmanship it is always a cardinal
principle not to confuse the mind of the pro-
spective purchaser by introducing new ideas
through wide leaps. In other words, in pro-
ceeding from the ideas or beliefs already and
unmistakably held by the prospect towards
beliefs we wish to impress upon that person,
we must be careful always to proceed step by
step, and so carefully that the mental distance
between the steps is not too great to be taken
with the utmost ease. For this, among other
reasons, it is very foolish indeed, usually, to
talk the mechanics of the article which is under
sale. Mechanics especially are never to be
talked, short of compulsion, save where the very
nature of the article demands such a treatment.
In the music industries there is scarcely a single
article to be named in which technical talk
during salesmaking can be said to do any good.
Such talk is rankly foolish when one is selling
music and not machinery.

Capitalize Prestige Value

In fact, the very best advice that can be given
to the salesman is to capitalize the prestige-
value which the instrument may possess and so
far as possible to confine the remainder of the
selling process to musical demonstration.

Thus, if one is wise, one will simply em-
phasize in every way the right to confidence
which the instrument, the records or the house
which sells them, have earnéd by their long
establishment and their acknowledged merit.
It is, of course, not necessary to tell the cus-
tomer that a house of long establishment and
high reputation is certainly not going to swindle
any individual buyer; that is not necessary to
put the truth in such brutal language. But it
is often necessary to remind the customer diplo-
matically that the house’s own familiar and
long-established policy is in itself the strongest
of guarantees that the article sold is what it is
represented to be.

In a word, salesmen must never forget that
the strongest sales weapon is found in the prop-
erty of prestige, and that if the article has it in
any way or form the possession should be
capitalized to the utmost; while if the article
has not yet established it, the retail house itself
must make use of what property itself possesses.

COMPARTMENT
TO HOLD SIX
RECORDS

AMPLIFYING

WONDERFUL
“ARTOIS”
REPRODUCER

10 OR12 INCH_, -~
RECORD TABLE

STURDY LOCK FASTENERS

» HANDLE PUT ON TO STAY

STRONGLY
CONSTRUCTED
CASE

CARRYING
NEEDLE WELLS

POWERFUL SPRING

SPEED REGULATOR

CONCEALED AMPLIFYING
TONE CHAMBER

The MODEL “E” PORTABLE PHONOGRAPH

Artistic---Superior Tone Quality---Light Weight---
Compact---Durable.

Not a Seasonal Portable.

By removing four screws, which hold the
phonograph 1n the case, it i1s instantly
converted into a table model.

A VERY DESIRABLE AND EXCLUSIVE
FEATURE.

Write for Our Proposition

THE GENERAL PHONOGRAPH

PIAYS ALL RECORDS.

MFG. CO.

ELYRIA, OHIO.
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WHAT IS THE MATTER WITH BUSINESS?

PEERLESS answers ‘““Nothing is the
matter with business!’’

A Few Sales Suggestions
I for July and August

' 1. Keep in touch with outdoor
musical events.

“ 2. Give talking machine con-
certs in the lccal parts.

3. Keep alive in your com-
munity the public’s interest
in music.

‘ 4. Keep following up your
customers and prospects
il whether they remain at
, home or wander to the sea-
‘ shore or mountains.

HE Summer months are with us, and the usual question ||
during this time of the year is “What’s the matter with
business?”’ For those talking machine dealers who go after ||
business energetically during the next few months there is ||
plenty of business, but it is going to require hard work and |

intensive effort.

PEERLESS offers the suggestion that during July and
August talking machine dealers should encourage their cus-
tomers to develop group record collections. This idea was ||
advanced by PEERLESS over a year ago and dealers who
have adopted the suggestion have found 1t a profitable one.
We have made a very careful study of this sales plan and ||

the PEERLESS Classification System 1s one of the solu-
tions of this important problem. Let us tell you more about
this classification system and how it can be used to develop
record business.

| e

PEERLESS PRODUCTS

DeLuxe Albums

All Grades of Record Albums I
“Big Ten” Albums Classification Systems ' i

Record-Carrying Cases Record Album Sets for

Interiors for Victrolas and All Make Machines I
Phonographs Record Stock Envelopes “

Delivery Bags
Supplement Envelopes

Photo Albums I

Peerless Record Carrying Case

|l The Peerless Carrying Case is built as a traveling com-
| panion to all portables, even the finest instruments.

1'| Its finish and workmanship match the high standards
|| of the best talking machines and it can be sold at a price
| low enough to insure the dealer a rapid turnover, whether
||Il it is sold separately or with a portable.

| We urge you to place your orders now while there is yet
|l time to prepare vour stock to meet this big and promising

| ‘\ demand.

PEERLESS ALBUM COMPANY m\“

l! PHIL. RAVIS, President

L. W. HOUGH
P el 636-638 BROADWAY Bsrves
an Francisco
and Los Angeles, NEW YORK 20 Sudbury St.

il

e — —— =
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l AGGRESSIVE SPIRIT NEEDED IN RETAILING ‘

HERE is great need for a more aggressive spirit in the retail
Ttalking machine industry. Dealers and salesmen are not boost-
ing their business and its marvelous possibilities as they should
in many cases, and there is too great a tendency evident to allow
other and newer simulators in the musical field to occupy a com
manding share of public interest.

When one considers the position of the talking machine as an
educator and a stimulator of musical taste and appreciation, it
seems as if we all were not doing our full share in proclaiming the
marvelous position which it occupies. Through its use not only can
the best of music be heard in the home, but the very personality, as
well, of the great leaders who dominate the orchestral, operatic and
concert stage. It is clearly the duty of every manufacturer, dealer
and salesman to act as a missionary, to the end that they bring home
the merits of the talking machine and its concomitant, the record,
to larger audiences of Americans.

\We have been preaching, month after month, on the necessity
of campaigns of actual contact—getting out and reaching the people
rather than having the people come to the store. This is a vital
necessity if we are to increase, particularly, the sales of records.
It means work, of course, but those who succeed in any business
have to work. This effort can be made a pleasure if the dealer or
his sales force develop a campaign intelligently and systematically.

During the next two months plans should be perfected so that
the dealers can enter the Fall season with a definite purpose and a
sincere desire to make a sales record that will excel anything
hitherto on file. Even during these Summer months, with their
extended periods of excessive heat, there are dealers who are carry-
ing on sales campaigns that are netting them a good profit, thanks
to their enthusiasm and their will to win.

Sometimes it seems as if there were not enough real active
dealers in the talking machine industry—we mean dealers of initia-
tive, who realize that business can only be developed by intelligent
and well-considered effort—judging from the limited volume of
sales transacted by the vast armyv of dealers now handling talking
machines and records, but who are not moving them very rapidly.

l THE QUESTION OF ADVERTISING IN SUMMER

ITH the arrival of Summer there has been a noticeable de-

crease in the volume of advertising done by talking machine
dealers in the various sections, although the curtailment, as a rule,
has not been as large as has been the case in other years. It appears
that the retail dealers are coming to realize, slowly, perhaps, but
surely, that it is just as essential to continue advertising regularly
throughout the Summer and the so-called “dull” period, as it is
during the livelier Fall and Winter months, and, in fact, generous
advertising is even more necessary if Summer sales volume is to
be kept on a substantial basis.

Harold A. Thurlow, well-known advertising man of Boston,
in commenting upon Summer publicity, said recently: “Merchants
who believe they know their business would look aghast if someone
should suggest that they close up their store during the Summer
months, yet they will curtail their advertising to that point where
they practically drop out of existence so far as the busy man and
woman of to-day is concerned.

“Progressive retail merchants know that properly prepared
newspaper advertisements produce worthwhile results. During the
Summer months make your advertising seasonable. Fill it full of
interesting store news. It is a well-known fact that many women
prefer the metropolitan newspapers that carry the most big depart-
ment store advertising. Capitalize on this habit and make your
advertisements newsy.”

It is perhaps overoptimistic to express the belief that Summer
business can be made as profitable as that handled at other seasons
of the year for the reason that various conditions operate against
it, but it is not bevond reason to insist that the maintenance of
a regular advertising campaign, with copy that suits the season,
together with a fairly energetic selling effort, can make Summer
business pay a worthwhile profit.

When the retailer simply accepts the Suminer season as is and
rests upon his oars he is simply facing the necessity of making up
during the remaining months of the vear the losses that are bound
to accrue in his business during the period of Summer rest.

THE CONVENTION FROM A SALES STANDPOINT

THOSE in and out of the trade who profess to see a falling off
of interest in the talking machine would have been enlightened
had they attended the conventions of the allied music trades in
Chicago last month, where a score or more of the manufacturers
of talking machines and accessories had exhibits at the Drake Hotel.
The exhibit period covered four days, and it is significant that,
without exception, every representative of the talking machine in-
dustry reported that the volume of actual orders booked the first
day more than compensated him for the expense and trouble in-
volved in making the exhibit.

It 1s to be admitted that the industry has its problems, and that
the demand for certain lines of goods may not be as active just
now as it has been in the past, but there is reason to believe that
this condition 1s only temporary. Certainly the retailers have shown
sufficient confidence in the future to place orders that involve con-
siderable money, and this is a matter worth considering seriously.

Next year the convention of the allied music trades will be
held in New York, and it is expected that exhibits will, as usual,
be placed in the convention hotel. In such an event, those in the
talking machine trade who seek to get in touch with the maximum
number of dealers at a minimum cost might well consider the pos-
sibility of being included among the exhibitors, whether or not the
convention program in itself gives much attention to the problems
of this branch of the music industry.

| LOWERING THE COST OF DOING BUSINESS !

HE retailer, and for that matter the manufacturer and whole-

saler, who does not know exactly what it is costing him to do
business is sailing an uncharted sea and is taking a serious gamble
against landing on the rocks of disaster. And vet there are a sur-
prising number of retailers, even in these days of income and excess
profits taxes and reports, who have no definite idea of just what
part of the selling price of their goods goes into the overhead and
what part, if any, remains as net profits. '

The trouble appears to be that too many merchants are in-
clined to take the gross profit figures too lightly and to accept a
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margin of 40 or 50 per cent of the selling cost as a very liberal
figure without endeavoring to learn just what amount is charged
against that margin before they can have the money that may
properly be called profit.

The retail talking machine dealer, for instance, who does a
business of $60,000 a year is liable to be too greatly impressed with
the fact that the gross profit on that turnover may amount to
$24,000 or $30,000 and neglects to study the situation to determine
whether that gross sales total represents a proper return for his
cost of doing business. When he figures rent, light, advertising,
help, insurance, freight and delivery charges and the thousand and
one items that enter into the conduct of business, he is liable to find
that he has been working all year for the honor of the thing and
that the success of the business is more or less visionary.

There is little excuse for the talking machine dealer not having
an accurate -knowledge of business costs for the reason that he is
dealing in fixed factors. His goods have a definite value and he
buys at a definite discount. All that remains for him to do is to
see that he includes in his overhead every single item of business
expense and then analyze those figures to determine whether his
sales force and his advertising are bringing in sufficient return to
warrant the costs. If it is not there are two avenues open—either
to reduce the sales force and the advertising appropriation to keep
the costs within bounds, or to jack up the sales staff and the ad-
vertising writer with a view to getting increased results from the
existing organization. The latter plan is certainly preferable.

l CO-OPERATION ON CREDIT INFORMATION

A SIGNIFICANT feature of the conventions of the various
divisions of the industry held within the past year has been
the attention given to the matter of credits. Piano manufacturers,
their dealers, musical merchandise and band instrument men and
the music publishers and dealers all have gone seriously into the
question of extended credit information, and with a satisfying degree
of success. It is but natural, therefore, that the talking machine
trade give thought to this problem. Perhaps the manufacturing
situation is such that an interchange of credit information is not
considered vital, but for the dealers partncularly those in the Iargex
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The headquarters of The Talking Machine World are now
located in spacious NEW QUARTERS AT 333 MADISON
AVENUE, NEW YORK.

This change has been made in order to take care of the space
requirenients of our rapidly expanding business and also in
order that we may serve the trade with the additional ad-
vantages that are only possible through our being located in
the new center of the advertising and publishing business.

We ask the readers of The Talking Machine World to kindly
make note of the change in our address and we wish af this
time to extend a most cordial invitation to all our readers
to visit us in our new establishment. We value very highly
a personal acquaintance with you all, and we are anxious
that you be familiar in a firsthand way with the chlaracter
and scope of our organization.

EDWARD LYMAN
Publishers - of -
383 MADISON
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metropolitan centers, such information honestly given and honestly
received is calculated to reduce materially the losses suffered
through doing business with those of no financial responsibility.

The Talking Machine Men, Inc., the organization of retailers
in and about New York, has given this matter attention, and it is
to be hoped that there will be some definite plan developed that
will work for the protection of the retail talking machine man
just as the furniture dealer and others who do instalment business
have managed to protect their interests through co-operation in the
matter of credits. As a matter of fact, a reliable credit service
among dealers in New York and other large cities should have the
effect of considerably curtailing the activities of “gyp” dealers
who offer so serious a problem to the legitimate merchant just now,
for it follows that the undesirable customer who cannot buy at
regular stores will be forced to patronize the “gyp,” and the increas-
ing quantity of that sort of business is not going to be profitable to
the gentleman who uses the private house as his business head-
quarters. This is an angle that in itself should stimulate more
earnest interest in credit matters.
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As a dependable partner Pearsall al-
ways covers his court. >

“Desire to serve, plus ability.” f

10 EAST 39th ST.

—
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Doubles

Ask any Pearsall dealer, he'll tell you. F

THOMAS F. GREEN, President 23
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Tested Stunts That Have Boosted Sales

W. Bliss Stoddard Tells How Chicago Trade Cashed in on Conven-
tion—Mysterious Music Makes ’"Em Stop—Alarm Clocks Aid Sales

The leading moving picture houses are show-
ing scenes from the music trades convention
which convened recently in Chicago and there
is a keener interest in music generally than is
usual at this season of the year. A number of
the window trims that were used during the
convention week have been left in, slightly
modified, and Wabash avenue during June pre-
sented an jnteresting appearance, with appeals
about equally divided between the June bride
and portable instruments for vacation.

The Cable Piano Co. featured one of the new
popular records, “Swinging Down the Lane.”
A canvas drop in the background showed a large
white house through the trees and in front were
lifesize cardboard cut-outs of youth and maiden
“swinging down the lane.” At either side were
talking machine cabinets of different design and
in the front center was a cluster of records of
“Swinging Down the Lane.”

Lyon & Healy featured records. The walls
and floor were brown, hung with blue velvet
curtains, while blue velvet drapes trailed across
the floor. A number of the new records were
scattered over the floor and a panel card an-
nounced: “The new June records are here.” In
this panel the word “June” was made of floral
wall paper.

People have been taught to reduce their
weight by music, and to learn French and Span-
ish through records, and now they are learn-
ing to play golf through the instrumentality of
the phonograph. Records are shown contain-
ing instructions in the fundamentals of golf laid
down by Chick Evans, the golf champion. A
sporting atmosphere was given to the display, as
the scene represented the veranda of a country
club. Against a wicker rocker leaned a bag
of golf clubs, while on the table were a portable
talking machine and a number of golf balls. In
other chairs and on the floor were a number of
copies of the golf records.

The Wourlitzer Co. showed in the rear an
archway hung with daisies. At one end was a
grand piano, at the other a harp and in the
center a talking machine cabinet, while standing
in the archway, in long veil and orange blos-
soms was a June bride—the figure borrowcd
from a local department store. The Cable Piano
Co. had a somewhat similar display, but in this

case the room was given a drawing room set-
ting. and only a piano and phonograph were
shown. On a pedestal in the center was-a
shower bouquet of tulle ribbons, white roses and
lilies of the valley. Cards attached to the piano
said “From Dad,” and to the phonograph, “From
Paul and Maizie.”
Music From Underground

A simmple, yet efficacious method of attracting
the attention of the passing public was recently
tried by the Brunswick Shop, of Indianapolis,
Ind. The shop sells phonographs, but the usual
plan of letting the passers-by hear the music
through the door or window was too stale to
appeal to their up-to-the-minute manager. [hose
who passed the store saw the horn of an instru-
ment pressed close to the glass, but alter an
instant they realized that the sound did not
come from there. People watched and listened
and finally located it. It came from one of the
circular manholes in the sidewalk, down which
coal is shunted. The salcs manager had had
holes bored in the man-hole cover, set a phono-
graph under it and set it going, and while the
public gazed at the silent instrument in the
window they heard the strains from the one
under the pavement. The plan drew and held
the crowds, and as they stood around and lis-
tened, they looked in the window and saw the
instruments, with cards stating the terms—and
as the manager says, ‘“the more lookers, the
inore buyers.”

Alarm Clock Sale Boosts Business

J. S. Williams & Son, Shcnandoah, Pa., re-
cently set a new record in getting out a crowd
in the sultry Summer weather. The firm had a
big stock of machines and records which they
wished to move and they felt that all that was
necessary to make them sell was to get people
to see them at close range. Accordingly, they
purchased a hundred good quality alarm clocks,
which they distributed at all points throughout
the store. Each of these clocks was set to ring
at a differcnt time and all were timed to “go
off” some time between 8:30 and 5:30, the open-
ing and closing hours of the store. They then
announced through the papers that thev were
going to hold a onc-day alarm clock salec, but
that the alarm clocks, instead of being sold,
would be given away. The idea was that when-

ever any of the alarms went off the clock was
given to the person who happened to be stand-
ing nearest to it. The plan provoked much mer-
riment in different houses throughout the town,
but it was efficacious, as people flocked to the
store out of curiosity, if nothing else, Knowing,
too, that this was the season when the Fall
brides and grooms were beginning to look
around for house furnishings, the firm further
announced that a good, practical present would
be given to the first one hundred men and
women in front of the store when it opened for
business that day. This announcement was
made along with cuts and quotations on the
stock they desired to move, and the brides and
grooms were told in advance that if they were
contemplating matrimony and wished to take
advantage of this sale the goods would be stored
free until they were wanted. In the large front
windows iwere shown a young couple (the
models borrowed from a local dry goods store)
inspecting a talking machine, while set about the
window were tabourets, tables, tea wagons and
other articles of house furnishing, each with a
small card stating the price attached to it.
When the one-day sale was held the crowd in
front of the store was so large that the side-
walk was blocked and the distribution of the
articles of merchandise to the first one hundred
became a rather difficult matter. Inside the
store the intermittent ringing of the alarm
clocks kept people constantly on the qui vive
and the store was filled the entire day—while
a very good volume of sales was recorded, and
those who did not buy that day had it impressed
upon them that this was the phonograph store
of the city.

PURCHASED PEORIA MUSIC SHOP

Peoria, IiL., July 2—Lacey's, Inc, 424 \ain
street, this city, one of the most prominent
music concerns in this section of the State, re-
cently purchased the Peoria Music Shop, 216
South Adams street, which is an exclusive
Victor establishment. The stock of the latter
concern has been moved to Lacey’s store, which
handles the Edison and Victor machines and
records and, in addition, a complete line of
pianos, etc.

-A-TONE

THE SUPREME TONE AMPLIFIER

A revelation in sound reproduction

Invites comparison with any sound box on the market.

“If you haven’t heard the
ABD-ATONE

ESPECIALLY ADAPTABLE TO PORTABLE
MACHINES

Incomparable for Dancing

Doubles the volume, yet improves the quality and detail

You haven’t heard your machine”’

UNIQUE REPRODUCTION CO., Inc.

Cable Address, “Addatone” N. Y.

32 Union Square, New York
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July 2, 1923.

Announcement

TO THE TRADE:

We have purchased the entire Victor merchandise and
goodwill of the wholesale business of the Knickerbocker
Talking Machine Co., New York Victor wholesalers, effec- -
tive June 30, 1923, after which date the Knickerbocker Co.
will discontinue as Victor wholesalers.

This move on our part is in line with the progressive
Blackman policy and in keeping with our conviction that a
reduction in the number of Victor wholesalers will be bene-
ficial to the trade. We hope it will pave the way for in-
creased sales and corresponding economies in wholesale dis-
tribution, in which the dealer may eventually share.

The financial strength of our Company-—the character
of our organization, and the completeness of our stock, will
insure a continuation of Blackman Dependable Service to
our present Victor dealers and to any new friends we make.

Very truly yours,
BLACKMAN TALKING MACHINE CO.

J. NEWCOMB BLACKMAN,

President,

= Taking Mactine Co.
28-30 W.25%25T. NEW YORKNY..
~ VICTOR WHOLESALE DISTRIBUTORS
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AEOLIAN CO. OUTLINES ITS NEW DISTRIBUTION POLICY

Instruments Now Being Sold Direct to Dealers Instead of Through Wholesalers—Vocalion Co. of
Chicago to Continue as Jobber—Big Fall Advertising Campaign Planned

The Aeolian Co.,, New York, issued an im-
portant statement this week, briefly outlining
its new policy of merchandising the Aeolian-
Vocalion phonograph. In discussing the plans
for this merchandising campaign R, M. Kemp-
ton, manager of the wholesale Vocalion depart-
ment, stated as follows:

“We are now selling our instruments direct
to our dealers, instead of through jobbers, ex-
cept in the city of Chicago, which is handled
through our jobber, the Vocalion Co. of Chi-
cago, and the metropolitan district will be han-
dled by the wholesale metropolitan dealers’ de-
partment. This is a change in our policy, but,
due to the gemeral change in the phonograph
business to-day, we find this working out to
a better end than our previous policy. This
enables us to keep in closer touch with our
dealers and we are limiting the number of ac-
counts to just one dealer in a town, except in
very large cities, where we have two.

“With this new policy we are also able to
give our dealers a very much larger discount
than we did before. This larger discount en-
ables the dealer to do a certain amount of local
advertising and we are very glad to furnish
mats of our ads from one column to full-page
size.

“All instruments are being shipped from our
Grand Rapids factory, where we have concen-
trated on the manufacture of the Aeolian-
Vocalion.

“The line which we have to offer this year
we believe to be the most attractive proposi-
tion on the market to-day. Our new catalog
and price list of our instruments cover our com-
plete line, starting with the new console we
are bringing out of Queen Anne design, which
will retail for $150 and will be ready for ship-
ment some time in August.

“Besides our line of conventional and period
cases we are having the leading interior deco-
rators bring through some very beautiful pe-

riod cases for us. These cases are being de-
signed and made by the following interior deco-
rators: Tiffany Studios, D. S. Hess & Co,, W.
& J. Sloane, Charles, of London, Wm. Pierre
Stymus, Jr.,, Inc, Wm. Baumgarten & Co. and
H. F. Huber & Co., and will be installed with
our own motors, tone arms, horns and Gradu-
olas. We feel these cases will add greatly to
our present line. \We can assure you that we
are going after Aeolian-Vocalion business in
a very aggressive manner this Fall and our ad-
vertising campaign, outlined briefly, is as fol-
lows:

“Aeolian-Vocalion national advertising dur-
ing the coming season will appear in the follow-
ing magazines, and others to be selected later:
Atlantic Monthly, Century, Harper's, Review of
Reviews, Scribner’s, World’s Work, Architec-
ture, Art and Decoration, Country Life, Gar-
den Magazine, House Beautiful, Vogue, Vanity
Fair, House and Garden. These magazines
have a combined circulation of 1,200,000. The
percentage of duplication is very small. They
cover the quality market of the United States
with a large margin. They are subscribed for
and read by people of means, good taste and
culture, by the people who appreciate music
and purchase musical instruments.

“There is not a worth-while home in the ter-
ritory of any Aeolian representative where one
or more of these magazines does not go each
month, not a family whose patronage is desir-
able which does not read the Aeolian message
cach month it appears. The advertising to be
started next Fall in these splendid periodicals
is unique. In dignity, beauty and impressive-
ness we believe it is in advance of anything
hitherto done in the music industry. If this
campaign as a whole could be shown it would
be almost overwhelming. It will, undoubtedly,
create the greatest sensation of any advertis-
mg campaign in recent years.

“The follow-up—the means by which every
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representative may obtain the beuefit of the na-
tional advertising—is also indicated. The main
feature, the illustrated letters, was used in New
York this Spring, with cxtraordinary effect.”

MANY NEW EDISON ACCOUNTS

Phonograph Corp. of Manhattan Doing Excel-
lent Business in Jewish Edison Recordings—
Some of the Latest Popular Releases

Among the new Edison dealers recently estab-
lished by the Phonograph Corp. of Manhattan,
Edison distributor, are the following: Nunn
Phonograph Co., Hacketstown, N. J; H W
Steere, Walden, N. Y.; Jacob Bros. Piano &
Phonograph Co.,, Brooklyn, N. Y, and the
Graham Music Shop, Jersey City.

In view of the large Jewish trade which the
dealers in the Metropolitan district are serving,
the Phonograph Corp. of Manhattan has been
doing an excellent business in Jewish records,
and the Edison library of this class of records
has been materially augmented in the last few
months, and will be further amplified by at least
twelve more releases between now and the first
of September.

Among the Jewish recent releases referred to
are the following: “Bris Mile” by Cantor Sha-
piro and chorus, coupled with “Der Pedler” by
Sam Silberbusch and Sadie Wachtel; “Die
Greene Yente” by Morris Goldstein and Lizza
Tuchman, coupled with “Mein Weibs Shegun”
by Morris Goldstein; “Der Telegraph” by Sam
Silberbusch and Sadie Wachtel, coupled with
“Der Ez-Hadas” by Sam Silberbusch.

The new releases will be by various artists,
including several singers who are new to the
Edison catalog.

CARL FLEEI ON EUROPEAN TOUR

After an extended European tour Carl Flech,
Edison artist, 1s scheduled to come to the
United States about Christmas time. His work
entitled “The Art of Violin Playing” has made
its debut, both in German and English, and is
making an excellent impression.
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EMILE COUE fumse f on

M. EMILE COUE
recording his famaus doctrine,
“Day by day, in every way, I
am getting better and better.”

-----

(Columbia
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(olumbia new Process Records

MILE COUE, the little druggist-
philosopher of Nancy, France, is one
of the outstanding personalities in the
world to-day. His message of health,
happiness and prosperity for every one,
through “Self Mastery,” which has stirred
theworld and which he personallybrought
to America, aroused here an interest, the
endurance and intensity of which is sen-
sational.

Thousands eagerly listened to his lec-
tures. Tens of thousands bought his
book. Had affairs permitted him to re-
main here, his time would have been in-
definitely engaged for a continuous lec-
ture tour.

Realizing that if he could personally
talk to the multitudes who wanted to hear
him, they would the more perfectly ab-
sorb the principles of his teaching and be
benefited, M. Coue arranged with the
Columbia Graphophone Company to per-
petuate his doctrine in his own words and
make it available to every one everywhere.

New Bucess R@COTAS

The Coue Records, “Self Mastery
Through Conscious Auto-Suggestion,”
are ready. The set—two double-faced
Columbia New Process Records, with the
super-silent new surface, tastefully en-
veloped and boxed, with the textof Coue’s
own words printed on the envelope, are
listed to sell at $3.50, less regular dealer
discounts.

It is M. Coue’s desire that every one be
given the opportunity to secure these rec-
ords. This coincides with the policy of
Coue’s clinics in Nancy and we are glad
to co-operate.

Columbia has the exclusive rights to
Coue Records. These Columbia New
Process Records are the only genuine
recordings of his voice.

The multitude of Coue’s followers will
be overjoyed at the opportunity to secure
these records spoken in this teacher’s sin-
cere and magnetic voice.

Visit the Columbia Branch in your ter-
ritory and examine the set.

Columbia Graphophone Company
New York




T———

U T T T S

THE TALKING MACHINE WORLD

Jury 15, 1923

To the Trade:

our production.

fied customers and repeat orders.
to justify it.

ALL OTHER DISC RECORDS

NATIONAL PUBLISHING CO., 239 S. American St., PHILADELPHIA, PA.

New York Office, 54 Franklin Street, Telephone, Franklin 1227, James E. Maguire, Representative

Our Record Album factory—all or any part of
it—is at your command. Hundreds of customers
can and will gladly testify as to the good quality of

Our large and growing business is due to satis-

Imprint (firm name or trade mark) stamped on
covers if desired when orders are sufficiently large

OUR ALBUMS ARE MADE TO CONTAIN VICTOR.
COLUMBIA, EDISON, PATHE. VOCALION AND

THE PERFECT PLAN

ALBERT M. BLACKMAN GRADUATED

Son of J. Newcomb Blackman Graduated From
University of Pennsylvania—WIill Enter Busi-
ness World This Fall—He Is Well Equipped

J. Newcomb Blackman, president of the
Blackman Talking Machine Co., accompanied
hy Mrs. Blackman, attended the graduation ex-
ercises held at the University of Pennsylvania,

Albert M. Blackman and His Parents

Philadelphia, Pa., recently, where their son, Al-
bert M. was graduated fromn the Wharton
School of Commerce and Finance. After four
years of hard work, during which he was an
honor pupil in every year, Albert M. Blackman
received the degree of Bachelor of Science in
Economics, securing the distinguished mark in
economics. For his research paper he selected
"Commercial Arbitration” and during his senior

year prepared an exceptionally fine sales man-

ual on the sale of Victor products from a
retail angle.

Although devoting a great part of his time
to his studies Albert M. also gained promi-
nence as a tennis exponent, appearing with
considerable success in several Forest Hills and
Kew Gardens tournaments. He has always
manifested a keen interest in sports, sharing
his father’s delight in outdoor activities.

According to J. Newcomb Blackman’s pres-
ent plans his son will enter the business world
this Fall. These plans do not contemplate any
immediate connection with the Blackman Talk-
ing Machine Co., as Mr. Blackman believes that
the voung college graduate should secure his
business experience among strangers.

SOME RECORD FOR A RECORD!

R. S Willlams & Son, Ltd, of Montreal,
Canada, recently advised the Edison Co. that
they had discovered that the record number
4676 entitled “Three O'Clock in the Morning”
was plaved on a “Penny Arcade” machine 5,210
times, and it is still in good condition.

Mr. and Mrs. Rappaport, who operate M.
Rappaport’'s Music Shop, Victor dealer, 880
Westchester avenue, New York City, are on an
automobile vacation tour of the New England
States.
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OUR POLICY,

CONSEQUENTLY,

necessary to success.

Orange

MEBIISON |

ILIVING ARTIST
LRIREERENCE

FOR THE FIRST TIME,

since last September, we are in a position to establish a few more
Edison Dealers in the Metropolitan District.

during a shortage, is to give all goods possible to the merchants
who have been Edison Dealers and who have previously spent
their time and money in working up sales and prospects.

and because we are now making up our Fall and Winter require-
ments, we invite inquiry from merchants who are located at good
trading points, who believe in fair profits and who consider quality

The Phonograph Corporation of Manhattan

Metropolitan Distributors

New Jersey

A. H. CURRY ON WESTERN TRIP

Vice-President of Phonograph Division, Thomas
A. Edison, Inc., on Tour of Important Dis-
tributing Centers in the West

A. H. Curry, vice-president in charge of the
phonograph division of Thomas A. Edison, Inc.,
left on an extended Western business trip on
June 25. His first stop was in Chicago, where
two days were devoted to a special session of
the Executive Committee of the National Asso-
ciation of Edison Disc Jobbers, during which
consideration was given to the matter of in-
creasing production for the Fall and Holiday
seasons. From Chicago Mr. Curry went to
Minneapolis, from there to Omaha and thence
to Kansas Citv. He then proceeded to Dallas,
Tex., to look over the business of his company,
The Texas-Oklahoma Phonograph Co., in that
city. He expects to return via one or two other
Edisoun jobbing points and to be back in Orange
about the middle of July.

NEW OFFICERS OF DAVEGA, INC.

Knickerbocker Talking Machine Co. Now Hold-
ing Company for Davega, Inc., Retail Dealers
—Lurie Interests Withdraw

The Knickerbocker Talking Machine Co,
New York City, formerly Victor wholesaler, the
Victor distributing end of which was purchased
by the Blackman Talking Machine Co., has now
become the holding company for Davega, Inc.,
operators of a well-known metropolitan chain
of talking machine and sporting goods stores.
The Lurie interests have been withdrawn and
the reorganization of the company has been
accomplished. The new officers of Davega, Inc.,
are S. B. Davega, president; R. A. Davega, vice-
president, and Abram Davega, chairman of the
board, treasurer and also vice-president.

APPOINTS NEW REFLEXO JOBBER

Progressive Musical Instrument Corp. Metro-
politan Distributor for Reflexo Products

Reflexo Products, Inc., sole selling agent of
Reflexo blue steel needles and Gilt Edge
needles, both products of W. H. Bagshaw Co,
Lowell, Mass, announces the appointinent of
the Progressive Musical Instrument Corp., New
York City, as Reflexo distributor in the metro-
politan district.

Louis J. Unger, general manager of the Re-
flexo Co., reports that an increased output has
been made in the production of Gilt Edge
needles and attributes this increase in a large
measure to the new Gilt Edge display stand,
which includes the dance tone needles.

Alice Verlet, the distinguished soprano who
records for the Edison, arrived from Europe
early in July, after a very successful tour abroad.
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Famous Orchestras Maintain

OKJ\ Supremacy

in the dance field

production of fast-selling dance records.
Today, that supremacy is still maintained by
offering monthly, our notably large and early releases
of the latest dance hits played only by dance or-
chestras whose fame and popularity are firmly estab-

lished.

OKEH RECORDS early took the lead in the

Take, for example, Vincent Lopez and His Hotel
Pennsylvania Orchestra, holders of the record-break-
ing nine consecutive weeks’ vaudeville engagement,
made at America’s premier vaudeville house, Keith's
Palace, New York. Where 1s there another dance
orchestra that can parallel their tremendous popu-
larity? Take Markels Orchestra, “Society’s Fa-
vorite”—the orchestra that is almost unanimously the
first choice of Society’s discriminating “400™ for the
dance music at their very exclusive social functions.
Take Rega Dance Orchestra, under the personal
direction of our recording laboratory manager; it is
one of the most versatile phonograph record dance
orchestras 1n the country today.

Or take any one of the orchestras listed on the right.
Each one is individually famous in their own respec-
tive cities or districts. Each one has its own host of
admirers who fully appreciate the opportunities that
OKeh Records give for hearing the music of their
favorities right in their own homes. At the same time,
by means of OKeh Records, the accomplishments of
all these orchestras are available to the dance-lovers
throughout the nation.

Is there any wonder with such an array of famous
talent to choose from that OKeh Records continue to
reign as "‘the best dance records’?

A few representative dance
orchestras that record

for OKeh

* Vincent Lopez and His Hotel
Pennsylvania Orchestra

* Markels Orchestra
* Rega Dance Orchestra

* Herbert Berger's St. Louis
Club Orchestra

* Finzel's Arcadia Orchestra of
Detroit

* Finzel's Detroit Society Or-
chestra

* Guyon’s Paradise Orchestra

* Hotel Cleveland Dance Or-

chestra
* Handy's Orchestra

* George Kelly and His Origi-
nal Six

Blue Ribbon Trio

Tampa Blue Jazz Band
Original Dixieland Jazz Band
Blue Diamond Dance Orches-

tra

Glantz and His Orchestra

* Exclusive OKeh Artisls

L TheRecord Qudu,

General
Phonograph Corporation

OTTO HEINEMAN, President
25 West 45th St, New York

Okef\ Records

The Records of Quality
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Mail Orders—Hélp Business Develbpment

Talking Machine Dealers Have Excellent Opportunity of Expand-
ing Business by Going After Mail Orders—Factors to Consider

Newspaper advertising brings the message of
the talking machine dealer to a large circle of
prospective customers. Direct-by-mail literature
brings the dealer’s message to a smaller and
more select group of prospects. These are the
two forces which enable the live merchant to
extend his business far beyond the borders usu-
ally limited by the activities of the outside sales
organization, window displays, clever store ar-
rangements and other forms of publicity which
affect only those people within a narrow radius
of the establishment.

Extending Through Mail Orders

Every talking machine dealer has it in his
power to extend his trade by the establishment
of a mail order business on a small scale. The
opportunity is there. It merely awaits develop-
ment. True, the process of building up a mail
order demand is slow under ordinary circum-
stances. For example, let us consider the op-
portunities existing in the record end of the
business. Unlike the large mail order houses,
who are compelled to publish more or less elab-
orate catalogs at periodical intervals, the talk-
ing machine merchant is supplied with catalogs
(record supplements) each month. Of course,
trying to build up a mail order demand merely
by sending these supplements to out-of-town
prospects or those residing some distance from
the store is practically a useless procedure. The
dealer must go much further than this. In short,
he must develop a campaign which has for its
object the building up of mail orders.

Many Factors to Consider

A campaign of this character may take many
forms and there are a number of important
points to consider. In the first place, there is
newspaper publicity—advertising in the papers
which reach the people who live in the particu-
lar communities which the dealer is trying to
reach. This advertising must do much more
than advertise the products which the merchant
handles, or the service which the firm is in a po-
sition to extend to patrons. While these things
should play a part in the publicity, the main
function of the campaign should be to bring
home to the readers of that newspaper that the
Blank Music Co., or whatever the name may be,
is prepared to take care of mail orders. PBring
the fact that you are able to extend first-class
service by mail home to the owner of a talking

machinc who lives some distance from the near-
est talking machine establishment and the
chances are that you will get some business.
Repeat orders will come in a measure equal to
the satisfaction of the customer in your service
and the enthusiasm of the talking machine
owner in his or her instrument.
Payment Should Accompany Order

Unless patrons who desire to order records
by mail have purchased at your cstablishment
before credit in the case of records should not
be extended. It is a simple matter for the pros-
pect to send in the order accompanied by a
money order or a check. The sending of cash
through the mail should be discouraged because
quite often letters go astray, the weight of coins
tears the envelope and the money is lost, or
other contingencies may arise in which the cus-
tomer is at the losing end of the deal, with con-
scquent loss of confidence in the plan and a
feeling of irritation which the dealer will find
difficult to overcome.

Orders should be filled as quickly as possible
after receipt. Nothing so irritates a customer
who is anxious to secure a product as long,
tedious delay. Remember, the average patron
is not disposed to look at the matter in a
lenient manner. Service is expected and where
it is lacking the merchant is, eventually, the
loser. Service in the mail order business is not
limited to prompt shipment of orders. It ex-
tends equally to insurance that records ordered
reach the purchaser in perfect condition. This
necessitates the éxercise of great care in pack-
ing. Here the dealer can follow the example of
the jobber from whom he receives his records.

There is another way in which direct-by-mail
business can be built up and that is, as often
suggested by The World, by making direct mail
contact with a list of prospects which the dealer
has searched out by canvassing the country
and communities surrounding the city or town
in which he is located. This method will prob-
ably prove more effective in impressing on the
minds of talking machine owners the special
service which the merchant is inaugurating.
The expense, in comparison to the ultimate re-
turns, is comparatively small. However, and
this cannot be empliasized too strongly, the let-
ters which the merchant sends to customers
and prospects should be prepared with great

care. It is not a wise plan to try and save a
few dollars at the expense of loss of quality
and, conmsequently, pulling power of the cam-
paign. If a drive of this character is under-
taken at all it should be made as effective as
possible and no pains should be spared in put-
ting the plan across.
All Dealers Have Equal Opportunity

These few suggestions in regard to building
up a mail order business apply with equal force
to the talking machine dealer in the large city
and the small town. In the large city the mer-
chant has the advantage of many pcople within
a few miles of his store, many of whom find it
difficult to visit the dealer because of children,
sickness and many other reasons. These pros-
pects will welcome a plan which eliminates the
necessity of going to the talking machine store
or doing without the records they are anxious
to secure. In the city a plan which might prove
especially effective and can be run in conjunc-
tion with the mail order business is encouraging
the receipt of orders over the telephone and
delivering C. O. D. The small-town merchant
has the advantage of being close to rural com-
munities where the farmers very often find it
difficult to make regular trips to the nearest
town. This is especially so during the busy sea-
sons of the year, when planting and harvesting
are the order of the day. These people will take
eager advantage of the mail order plan, if it is
presented to them in the proper light. In fact,
the large mail order houses in various large
cities throughout the country are doing a tre-
mendous business in talking machines and rec-
ords with rural dwellers and much of this trade
will go to the merchants who go after it aggres-
sively enough and follow a definite campaign.

TALKING FILM CORP. CHARTERED

The United States Talking Film Corp., of
Wilmington, Del, has been granted a charter
of incorporation under the laws of that State
to deal in talking pictures, with a capital of
$1,000,000.

INCREASE CAPITAL TO $300.000

The Toledo Talking Machine Co. has in-
creased its capitalization from $200,000 to $300,-
000.

liable motor and tone arm.

Retail Price

RE you getting your share of the portable business?
The Modernolette is selling fast.

MODERNOLA COMPANY

New York Distributor: PROGRESSIVE MUSICAL INSTRUMENT CORP., 319 Sixth Ave., New York, N. Y.

0

—East of Mississippi —$35.00
—West of Mississippi —$40.00

Manufactured by

Are you selling the right machine?
It is constructed of solid walnut, wax finish. Has a re-
In quality, it is in the high priced class. In price it is low. We still

have some valuable territory open for jobbers.

JOHNSTOWN, PA.
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New Patrons as a Source of Information

The Successtul Methods of Securing Information From New Cus-
tomers Used by a Mid-West Dealer Outlined by Frank H. Williams

“There used to be a time,” said a successful
Middle \Western music inerchant, “when I was
merely thankfnl to see new customers come into
the store, and when the only thing I did with
these new customers was to see that they got
what they wanted and give them a warm invi-
tation to return to the store when they were
again in the market for any of the goods we
handle. But now I go considerably farther than
that—! endeavor to learn things from the new
customers which will be a real help to me in
getting more business.

“l.et me tell what 1 learned in this way and
just how I use this knowledge in going after
more trade and bringing more people into the
store

Questions Show Source of New Trade

“T make a point of personally asking these
questions of the store's new patrons: ‘\What
bronght you into this store? Was it our adver-
tisine?  Was 1t the recommendation of some
one of our regular patrons? Was it our window
displayvs, or just what was it? What thing
about the praise given us by one of our old
customers, or what thing about our advertising
or window displays particularly got your atten-
tion and made vou want to patronize this insti-
tution?’

"These questions are put to customers in a
diplomatic wayv, of course, which won’t make
them feel as though theyv were going through
a third degree examination, and in practically
all instances the customers seem to be per-
fectly willing to answer them.

“The answers to these questions show me
where the new trade originates. It is interest-
ing to know that 75 per cent of all our new
trade comes to us through the praise or recomd
mendations given us by regular customers who
have been patronizing us right along.

Valuable Information Secured

“Our questioning has given us some valuable
information upon which to work in building up
~till more business for the establishment. When
it becomes evident that the zood will and satix-
faction of the regular customers of the store are
so tremendously important in bringing in new
trade, 1t shows that the best sort of business
for us is to do everything in our power by
means of service to please every customer who
comes into the establishinent. Thus, not only do
we make sure of getting the future trade of
that particular customer, but we also make sure,
of having that customer recommend us to other
people who will in turn patronize us. In this
way we are developing our business in a con-
structive, worth-while manner all the time.

“The questions also show us that our adver-
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tising and window displays run just about neck
and neck in developing new trade.

“It was an iminense satisfaction to me to
fiid this out, because I had been rather dubious
about the value of my advertising and had been
thinking of cutting it out. e had thought
our window displays were iustrumental in bring-
ing in new patrons, and it was also a satis-
faction to find out definitely that this was actu-
ally the case.

Securing Facts on Advertising

“The answers to the questions show us that
the things about our advertising which are most
successful in bringing new people into the store
are the timeliness of the ads, the local and per-
sonal touch which we give them. I.et me illus-
trate what is meant by all this by telling of
some of the things said by new customers as to
why our ads had brought themn into the store.

“'Your advertisements are always interesting,’
said one woinan who had never before been in
our store, ‘and one of the things which have
really been instrumental in bringing me into
the store have been your reports on the music
which is most popular with your patrons, and
in the dance halls of the city. I have some
voung children who dearly love to dance, and
I've been very anxious to get the sort of music
that would make them want to stay home in
the evenings and bring their young friends to
tlie house, but [ didn’t know what sort of music
to buy, until T read vour ads. That’s why I'm
liere now—because 1 want to buy the sort of
music that you say is most popular’

“Another woman had this to say about our
advertisements:

“*‘l never read vour advertisements very
closely until 1 saw in one of them where you
told about Professor Smith, of the European
School of Music, giving a summary of the pro-
portion of jazz music and popular music and
classical music which should be in every home.
Now at our house we have always specialized
on classical music, and our musical library is
rather top-heavy as a result. Ny children are
alwayvs making a fuss because we haven't
cnough popular music, and 1 have come to the
conclusion that it will be a mighty good thing
to vary our library.

“These two quotations will be sufficient to
indicate the value of the advertising copy we
are constantly running and will show how our
copy 1s most instrumental in getting people into
the store.

Window Displays Not Neglected

“When it came to finding out from the new
customers who had been brought into our store
by our window displays just what things about
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The Naturelle Co.

125 East 23rd St.
New York, N. Y.
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our displays attracted their attention and made
them want to patronize our establishment, we
discovered some particularly interesting things.
For instance, one new customer had this to say,
‘I've always liked to stop and look at your
show windows because the displays are always
clean and attractive with a choice variety of
goods shown. Whenever anyone is greatly in-
terested in all kinds of music, as 1 am, window
displays which show a wide variety of goods are
particularly interesting. It helps a person in
getting the right slant on the whole realm of
music. The particular window display that
brought me into vour store is the one in which
vou are showing all the different kinds of
stringed instruments you have in stock. I had
no idea you carried such a big variety of stringed
instruments, and because I'm particularly in-
terested I've come in here to purchase one of
those shown in the window.’

“Another new customer had this to say about
our show windows: ‘The thing about your win-
dow displays which has made me come into
your store and become a regular customer is the
fact that you change your displays frequently.
I never go by this store without seeing some-
thing new and interesting in your windows—
something that makes me want to come into
the store and look at the goods on display and
trv them out.’

“All of this information learned from our
new customers has been really of immense help
to us in determining what to do in order to
attract still more new customers to the store,
and in order to do even more business than we
are now doing.

“Here in this store we consider the new cus-
tomer the most important one we have. If we
can get enough new patrons and make regular
customers out of them our business will grow
splendidly, and we will make money accord-
ingly.”

Aren’'t there some worth-while suggestions
presented herewith which will help other music
stores in getting more new customers?

GRANBY LINE AT FURNITURE SHOW

Graxp Raeips, MicH., July 1.—The entire line
of phonographs made by the Granby Mfg.
Corp., of Newport News, Va., was attractively
¢xhibited on the ninth floor of the Ringe Build-
ing during the Grand Rapids Furniture Exhibi-
tion i this city. This exhibition draws visitors
from all sections of the country, and the Granby
d'splay, accordingly, was well attended. J. F.
Stapleton, sales manager of the company, was
personally in charge.
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The Golden West

HERE is a real “Golden West” awaiting manufacturers

of talking machine products who are making quality
merchandise and selling it at a fair price, but the unlimited,
tremendous sales possibilities for this merchandise on the
Pacific Coast must be developed by a sales organization that
knows how to do it in the most resultful way.

The Munson-Rayner organization, although a comparative

newcomer in the talking machine industry. has already
attained a substantial measure of success. It has built up
an efficient, capable sales staff that visits talking machine
dealers on the Pacific Coast every working day of the year.
It has developed and fostered a spirit of dealer good will and
friendship that is invaluable.

In other words. the Munson-Rayner Corporation has not
only sold $500,000 worth of talking machine merchandise
to dealers on the Pacific Coast in a period of omly nine
months, but has established a good will that is far more im-
portant than sales totals.

If this successful organization can assist you in developing
Pacific Coast distribution for your product, please submit
vour proposition in detail. The Pacific Coast market for
talking machine merchandise represents one of the greatest
buying powers in the industry. but it is a market that re-
quires and deserves concentration, knowledge and experience.

Munson-Rayner Corporation
643 South Olive Street Los Angeles, Cal.

San Francisco - - Cal.

Branch Oﬂlces : Portlam], Ore. (Opens Aug. 15)

Distributor of Cheney talking machines.
Vocalion Red records and standard talk-
ing machine accessories.
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Types of Men Who Make Best Salesmen

An Interesting Analysis by Walter S. Jenkins, of Chicago, of
Method of Determining Whether Applicants Can Become Salesmen

I have been asked to state, according to my
own experience, what type of man, untrained in
salesmanship, can be molded into the best talk-
ing machine salesman.

It would seemm that every type of humanity
was placed on this earth for a special purpose,
and that each has certain inherent qualities
which the others lack. But let us, however,
leave the human family for a moment to get an
cxample to prove the point.

Suppose we were asked what type of horse
is swiftest, We would naturally think of that
branch of the equestrian family that nature built
for speed—a race horse. Certainly we could not
conceive of a dray horse coming down the home
stretch leading the field. But if we attempt to
state which kind of race horse is fastest we will
likely lose quite a little money before we learn,
as the old darky said, ‘““we can make money on
a race but not on the races,” meaning it is a
gamble to try to pick in advance the survival
of the fittest.

Made for Selling Purposes

There seems to be just as clearly defined a
species of humanity made for selling purposes as
there is a type of horse creatcd for speed; but it
does not always follow that every man is a suc-
cessful salesman that belongs to the salesman’s
class. A man may be classified properly but
also outclassed by his contemporaries, for there
appears to be just as much difference in com-
mercial results between the natural born sales-
man, but lacking in some essential, as between
thoroughbred horses that are short some qual-
ity. The winners are always in the minority,
but they come from the class that produces
winners nevertheless, and we want to study the
salient features which separate the selling class
of humanity from the others that were created
for other purposcs.

Now that we may get a mental picture of a
successful salesman as sketched from psycho-
logical research and practical results, let us
analyze the two following types:

This is the Shakespearean type.

x l";;\ S The kind that makes a good floor

Y salesman, but who is not so suc-

cessful elsewhere. He is a quick
thinker, logical, artistic, frail in
body, does not like hardships, and
might be called lazy when physi-

A cal effort is required; therefore,
lie is not suited to outside hustling.

Herc we have the athletic type. This type is
capable of success both in and out of the sales-
room. His characteristics are doing, compel-
ling, initiating, pioneering, would
rather rough it than to visit pic-
ture galleries, etc. (Professor
Myron A. Lee, of Cornell Uni-
versity, has written several in-
teresting articles on character
analysis.)

Since, for this article, there is
but space enough for a mere sketch of the
skeleton of the law of character analysis, the
difference between the requirements of the city
and country salesman will not be touched upon.
We simply assume the candidate before us is
one of the above types and rates well in health,
appearance, personality and mental ability.

Resourcefulness the Basis

From my own experience I have found many
failures among men that pass all of the tests
up to this point, simply because they lack re-
sourcefulness. A salesman may read all the
books on salesmanship and study psychological
principles, points of contact, motives that make
men buy, persistence, tact, views of the mer-
chants, etc., but if he lacks resourcefulness he
will become nothing more than a plain “parrot.”

A man apparently lacking all of the qualifi-
cations of the salesman except one often makes
a sale, and that is a sale—is it not? Proving
that his resourcefulness overshadowed to a great
degree all his shortcomings. There are, on the
other hand, a great many old-time salesmen
in the music field whose heads are full of
knowledge regarding musical instruments, yet
they are failures, simply because they cannot
solve unexpected problems.

Resourcefulness makes a dreary, rainy day
into a forerunner of a million-dollar crop and
of the revival of business. It puts smiles on the
storekeeper’s face, even if thie storm keeps away
lis customers, and it discovers the secret en-
trance to business when all the regular doors
are closed and locked.

It is comparatively easy to find a resourceful
man if one takes the trouble of asking the appli-
cant to obtain certain information which may
not be easily secured, or by inquiring for a
solution of a certain selling problem. A little
effort in this direction will often show you at
once whether the applicant is a “leaner” or a
“lifter.”

A Real Example

When P. T. Barnum brought Jennie Lind to
this country le sold her to New York so en-
thusiastically that 30,000 persons went down to
the dock to mcet the boat. People crowded on
the roofs in the neighborhood, crowds followed
her to the hotel, torchlight parades took place
at midnight, while 20,000 people watched and
cheered. The tickets for the first concert were
sold at auction, and Tenin, the hatter, a man
not musically inclined, paid the goodly sum of
$225 for a ticket.

No great musical artist had ever visited Amer-
ica beforc, and high-class music was under-
stood but by only a few, and yet Jennie Lind’s
ninety-three concerts under Barnum’s manage-
ment yielded $712,161.34 in a period of nine
months. Mr. Barnum knew nothing of high-
class music, had never seen Jennie Lind before
she appcared in this country ready to sing at
the first concert—in other words, he did not
know his goods, but he was resourcefulness

personified and all obstacles were forced to
melt away.
The Formula

My little formula, therefore, for selecting
salcsmen from raw materials is as follows:

First—Decide if the candidate is for inside
or outside.

Second—Select the type best suited for the
work—*"“mental.”

Third—From the applicants choose the most
resourceful.

Of all the words in salesmanship there is
none bigger than “resourcefulness.”

ETHEL MILLER AGAIN WITH JENKINS

Well-known Record Saleswoman Placed in
Charge of Record Department of J. W. Jen-
kins Music Co., Kansas City, Mo.

Kansas City, Mo., July 5—Miss Ethel Miller is
again with the J. W. Jenkins’ Sons Music Co.
and is now in charge of the buying and dis-
tributing of the records through the retail store,
1013 Walnut street. Miss Miller has been con-
stantly learning things since she was with the
J. W. Jenkins Sons’ Music Co. four years.
“Above everything,” said Miss Miller, “I have
learned the commercial value of records.”

Miss Miller established the Paul Talking Ma-
chine Shop in Kansas City and the exclusive
shop in the south part of Kansas City, known
as “Von Hershner-Trudell.” Miss Miller also
spent a Winter in the Arkansas hills, where she
established the Melody Shop at Fort Smith.

Since returning to the J. W. Jenkins’ Sons
Music Co. she has been putting into practice a
new system she highly approves of and recom-
mends, which is the personal work of following
up monthly releases with post-cards and the
writing of monthly letters to customers, making
suggestions along the line of their musical in-
terests.

The Melody Music Shop, Saul Bluestein, pro-
prietor, Memphis, Tenn., is featuring tlie Sonora
and Brunswick instruments.

No. 3 Tone Arm
No. 5 Reproducer

“OLD R

=LIABL

149-151 Lafayette Street
The Russell Gear & Machine Co., Ltd.,
INDUSTRIALS UNIDAS, S,

For several years this throw-back, ball-bearing Tone Arm has been the biggest
seller in our catalogue.

MUTUAL PHONO PARTS MFG. CORP.

209 King St.,, West, TORONTO, CANADA
Exelusive Distribuntors for Canada and All Other British Possessions
A., Balderas 110, MEXICO CITY, Exclusive Distributor for Mexico

WHY?

New York City
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., Walter Camp’s
: § “Daily Dozen”

for the

¥ Summer Camp

In many of the largest organized camps
throughout the country, the campers keep fit
by beginning the day going through Walter
Camp’s “‘Daily Dozen” on Health Builders’
sets. Many smaller camps of which we
have no record are also doing the same thing.

This demand provides opportunities for
summer sales by the dealer. Every retailer
who carries Health Builder sets should cash
in on this. If you haven't taken on the line
as yet, don’t delay any longer. Write us
today for full information.

HEALTH BUILDERS, Inc.

DEPARTMENT W7

334 FIFTH AVENUE NEW YORK, N. Y.
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MAMMY

A RealSouthern
Mamz?) Son(g

CAROLINA

A Chain of Successes—

GOT TO SEE
MAMMA
EVRY NIGHT

A Lonesome Blues
FO}' Trot

“You cant gowiong -With any ‘FEIST song"

An Old Fasthioned Song,
Witha F&r TiotSw ing,

THE WORK OF JUNIOR MUSIC CLUBS

National Bureau for Advancement of Music Is-
sues Most Interesting and Valuable Volume
Covering Development of Such Clubs

The National Bureau for the Advancement of
Music has just issued a very interesting and at-
tractive volume on the History and Outlook of
the Junior Department of the National Federa-
tion of Music Clubs, by Mrs. William John Hall,
National Junior Club chairman. The book,
which is handsomely printed and attractively
bound, gives a detailed history of the various
junior music clubs in the different States of the
Union and offers a fund of information regard-
ing the activities of these organizations that
should prove a revelation not only to the mem-
bers of the trade, but to those who have taken
active interest in the development of musical
appreciation among children.

C. M. Tremaine, director of the National Bu-
reau for the Advancement of Music, has writ-
ten an introduction for the book in which he
tells the reasons for the volume and something
of the manner in which the Bureau has tied
up with the junior club movement. The volume,
if anything, proves that this junior club idea
has progressed far beyond the experimental
stage and that these organizations of juveniles
have progressed to the point where they repre-
sent a real factor in the musical life of the
country. On this premise they are to be con-
sidered seriously by the members of the trade
who believe jn the cultivation of the child as a
mmeans for promoting future demand for musical
instruments.

With a copy of the book at hand the local
dealer is in a position to find out just what is
being done by the junior music clubs in his lo-
cality and to lend his active support to the move-
ment to the ultimate benefit of his business and
the trade in general.

BLUE'S STORE IN BANKRUPTCY

BirMINGHAM. Ara., July 3.—Blue's Music Store,
which has been located on Dexter avenue for a
number of years, has just filed a voluntary peti-
tion of bankruptcy in the United States Court
here. Their liabilities amount to $18,266.97 and
their assets $2,015.39. The latter are listed as
merchandise and real estate, while the liabilities
consist chiefly of open accounts.

ARMENIAN TENOR’S FIRST RECORD

Armand Tokatyan Makes Vocalion Record of
“Miserere” From “Il Trovatore” With Rosa
Raisa—Listed in the July Supplement

The opera-going public has long been familiar
with artists of various nationalities appearing
on the opera stage, such as Americans, Italians,
French, Irish, etc., but peculiar interest attaches
to the high position won in the opera field by
Armand Tokatyan, an Arinenian tenor, who has
recently joined the ranks of the Metropolitan
Opera Co.

Particularly interesting from the trade angle
is the fact that Tokatyan makes his debut as
a record artist in the Vocalion supplement for
July, singing with Rosa Raisa a splendid re-
cording of the “Miserere” from “Il Trovatore.”
Tokatyan will shortly be heard on a number
of other Vocalion records, as it is said his re-
cording voice is unusually good.

REDUCTION IN FREIGHT RATES

Export Bureau of Chamber of Commerce Se-
cures 25 Per Cent Cut in Freight Rates on
Musical Instruments to Australia

Through the efforts of the Advisory Com-
mittee to the Export Bureau of the Music In-
dustries Chamber of Commerce, a reduction of
25 per cent in the freight rates on musical in-
struments to Australia has been obtained and
it is hoped that a reduction will also be secured
in the rates to Mexico.

The Bureau has compiled a very complete and
up-to-date list of importers and dealers in Amer-
ican musical instruments in practically all for-
eign countries, a copy of which will be sent on
request to any member of the Chamber who is
interested jn foreign trade.

IN CHARGE OF RECORD DEPARTMENT

CaxtoN., O.. July 5.—Miss Marguerite Falor,
for many years in charge of the sheet music
department of the George Wille Music Co., is
now in charge of the record section of this
well-known music store.

AMiss Falor, since assuming charge of this de-
partment. has made many changes in the
arrangement and now has one of the most sys-
tematic departments in this city.

MADE BY

PHONOGRAPH CASES
RADIO CASES

Reinforced 3-ply Veneer

The Standard Case for Talking
Machines and Radio Sets

Let us figure on your requirements

PLYWOOD CORPORATION, Goldsboro, N. C.

Mills in Va., N. C. and S. C.

ADVISES READING OF TRADE PAPERS

Robt. N. Watkin, New President of Merchants’
Association, Urges Dealers to Read Trade
Publications to Increase Business Knowledge

Robert N. Watkin, the new president of the
National Association of Music Merchants, has
long been a staunch believer in the value of
trade papers and has repeatedly called attention
to the valuable information he has gleaned from
the columns thereof.

It is significant, therefore, that one of the
first official statements issued by Mr. Watkin as
president was one urging that music dealers
get the habit of reading their trade papers in
order to learn how their fellow merchants
handle the various problems. In this connection
Mr. Watkin said:

“The arrival of your weekly or monthly trade
papers should be looked forward to with eager-
ness. Their cost to prepare, both in dollars and
in brain work, is enormous. They are prepared
by men who have had practical experience in
music stores and have the ability to tell others
about it.

“The editorial pages contain helpful, business-
promoting ideas. Their advertising pages con-
stitute a market place of musical instruments.
No matter where the music merchant lives, a
live up-to-date trade paper will keep him in-
formed as to what is going on in the music
business.

“WWe strongly recommend that every merchant
in the National Association of Music Merchants,
and those who are not members, get the habit
in 1923 of reading their trade papers.”

WILLIAMS STORE TO OPEN

CaxBRIDGE, Mass., July 3.—A new music housc
has been opened at 730 Massachusetts avenue.
known as the Williams Music Store. Musical
instruments and phonographs are sold.

WILEY PIANO HOUSE TO OPEN

CrartesToN. W. Va., July 5—The Alired
\Viley Piano House, temporarily located at 419
Stratton street, has opened for business.

SECOND YEAR SUCCESSFUL LEADER

3 The Most
¢ Dependable and

Inexpensive
Lid Support
on the Market

The bottom plateiscon-
structed of ome plece
of metal and it works
automatically perfect.
No parts to go out of
Applied for. order. The hingesare

made in two styles—
flexible and bent. Samples on request.

STARMACHINE &NOVELTY CO.

81 MILL STREET BLOOMFIELD, N. J.

G.L. LAING CO., Canadian Distributor
41 Richmond St., East, Toronto, Ont.

Canads Patent
Applied

Two other patents
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Reviving Interest of Record Customers

When a Customer Ceases to Make Purchases There Is Something
Wrong—A Letter That Succeeded in Regaining Lost Patronage

The problem of the lost record customer is
one that at various times serves to worry prac-
tically every talking machine dealer. It hap-
pens often that an individual will buy a
machine and several records and later on will
continue to add to the record library. Even-
tually, however, the customer suddenly ceases
buying records or cuts his purchases down
to an insignificant point. It is to meet just
such a situation that a card list of record cus-
tomers, showing their purchases, becomes of
practical value to the dealer, because it enables
him to check up promptly on those who have
cut record purchases and prevents his over-
looking those who, for one reason or another,
dropped by the wayside. When the volume
stops, for instance, the dealer is in a position
to make a direct appeal to the customer for
the reason as to the lapse of interest. It may be
that interest in the talking machine itself has
waned, but there is still a possibility that some
failure of service or some other grievance may
be the cause of the trouble.

A number of dealers, too, have found that
cxcellent results are obtained by writing direct
to the customer, sending either a personal or a
forin letter and inquiring as to the reason for
thc stopping of record purchases. This course
does not always result in increasing the in-
dividual's record purchases, but at least it gives
the dealer the information as to why there has
been a change of heart and with this informa-
tion at hand he can govern himself accord-
inglv.

If it is a matter of waning interest and the
customer admits the fact the dealer has a

chance of bringing to the attention of the cus-
tomer special records that he believes will
serve to revive that interest. If, on the other
hand, some failure of service has been respon-
sible for the loss of sales, thc dcaler can make
proper restitution or correct the trouble so that
it will not cause the loss of any other cus-
tomers, whether or not it brings that particular
individual back into the fold.

[t is generally maintained that what is pal-
pably a circular letter does not get any great
measure of attention froin those who receive it,
but the fact remains that if the lctter is prop-
crly worded it avill receive attention ina surpris-
ing number of cases, particularly if information
15 sought and the recipient docs not feel that

he is placed under any obligation to spend
money. The letter to the delinquent customer,
therefore, that asks for information that is

calculated to help the dealer improve his serv-
ice has an appeal to the machine owner that
brings satisfactory results.

As an example of such a lctter we rcpro-
duce herewith a form used by the Will A.
Watkin Co., Dallas, Tex. This letter is signed
personally by the manager, and is general i
character without any attempt being made to
hide the fact that it is a circular letter, and it
has produced results that have warranted its
continued use. Retailers who are seeking ways
and means for getting old record customers
back into line might well study the letter with
a4 view to developing one for themselves that
will meet a corresponding situation:

Dear Customer: Looking over our records the other
day, I noticed that you haven’t been so good a customer

of ours as you ‘used to be. That interested me
because [ have a notion that wlienever I lose d customer
I also lose a friend. I puzzled a good deal over the thing
that might have happened to cause you to take your trade
away, hut I couldn’t figure it out.

Finally I decided to drop you a line and ask you to tell
me frankly just what the trouhle was. Have we donce
anything that seemed to you discourteous or unfair? If »o
I want a chance to do the right thing without delay
may be able to afford to lose customers when the fault i.
in no wise ours, hut I can't afford to lose even a single
customer when it js.

In spite of all that any one can do. accidents will happen

oversights and slips occur. think many of the diffi-
culties of life arise from the fact that people don’t try t
clear up misunderstandings— just let them pass as if they
were trides. From my point of view, the loss of a customer
isn't a tritle. If there's anything I can do to bring you
back as a regular customer, I don’t want to lose a
minute iibout doing it.

Won't you write me personally (use the back of this
sheet) and tell me just how you feel ahout dealing with
us? \With kind regards and the hope of hearing from
you promptly, 1 remain, Sincerely yours,

1t once,

. Watkin Co

H. S. BROWN OPENS NEW STORE

GaroxNek, Mass, Ju'y 2—H. S. Brown, promi
nent New England music merchant, who opes
ates a large music store in Lynn and another in
Fitchburg, Mass., has opened a new talking ma
chine establishinent in the Rome Building, tiu
city. The local store has been fitted witlt the
most modern equipment obtainable and prescnts
an attractive appearance.

The Lang Bros. Brunswick Shop, formerly
located at 114 East Wavne street, South Bend,
Ind., has moved to 439 South Michigan street.

“Whos SarryNow? |
"Snakes Hips'

HEX

..
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medium for promoting Victor business.

A Mark of Service

Each month we prepare several hundred sets of attractively painted show cards
featuring the new Victor Records, as pictured here.

This service is considered a most important item in the M. I. S. extensive and
thorough plan of sales co-operation with the dealer, as experience has shown that the
strikingly designed and colorful cards, in their very refined gold frames, have a real
selling ability, in direct proportion to the manner in which they are exhibited.

We are not actively interested in the sale of show cards, bevond their value as a
Our reason for extending the service, on a cost-
share basis to Victor dealers, outside of our immediate representation, is to secure a

larger subscription list which will permit still greater investments tn art work.

\Write for descriptive circular.

Musical Instrument Sales Ca.

Yictor W oledeelors

623 C%/yé/ﬂ’/&%muty

TELEPHONE 9400 LONGACRE
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An Idea—
An Ideal and
Three Million Dollars
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graph that dares the test

The only phono
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%2 CAHE success of the New Edison was made

%4 possible through the soundness and
practicability of the idea that suggested its
development, the unusual ideals upon which
it was built, and the unlimited facilities for
the laboratory research which was com-
pleted only after years of scientific study
and at an expenditure of $3,000,000.

That the New Edison has lived up to ex-
pectations in the Re-Creation of music is now
past history. Its numerous tests of direct
comparison with the living artists before
audiences in various parts of the United
States and Canada proved beyond all possi-
bility of contradiction that the devices per-
fected by Mr. Edison have leaped the gap
between ordinary reproduction and actual
Re-Creation.

It is indeed gratifying to witness the hearty
acknowledgment accorded this greatest of
all Edison triumphs by an appreciative
public and the steadily increasing corps of
Edison dealers.

THOMAS A. EDISON, Inc.
' ORANGE, NEW JERSEY

of direct comparison with living artists

o ———————————————————SNIS———— L. e
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You simply can't keep that fellow Cohen away from telephones.
This month he both talks telephones and uses them in “Cohen

On Telephone Etiquette” and “Cohen 'Phones The Plumber,”
Record A-3904.

Here you have the original and only authentic Cohen, Joe Hay-
man, in two numbers that loose buttons and burst stays as of old.

COLUMBIA GRAPHOPHONE CO.

5353

New York

\

THE PACIFIC COAST AS A POTENTIAL FIELD

FOR SALES

Interesting Talk With R. L. Rayner, Vice-president, Munson-Rayner Corp., Los Angeles, on New
York Visit—Cheney Talking Machine and Vocalion Record Distributor Makes Important Deals

R. L. Rayner, vice-president of the Munson-
Raynor Corp., Los Angeles, distributor for
Chenev talking machines and Vocalion Red
records, as well as for other lines of talking
machine merchandise and accessories, was a
recent yisitor to New York. Mr. Rayner when
seen by Thc World was enthusiastic over
business conditions and prospects on the
Pacific Coast, wherc, as he expressed it, there
is a large buying public with a plentiful supply
of money at its command. “Not only are the
industries prosperous on the Coast,” declared
Mr. Rayner, “but those who come to us from
the East, in the great majority of cases, come
well supplied with money which they have ac-
cumulated in trade and which they use to make
life pleasant in our country.”

While in New York Mr. Rayner closed a deal
whereby his company will act as distributor for
Vocalion records in Oregon and Washington,

in addition to the California territory now cov-

ercd, and in order to take proper care of the
growing business a branch office of the com-
pany has bcen opened in San Francisco and
another office will be opened in Portland about
September 1.

The Munson-Rayner Corp. is a firm believer
in advertising and has started on an extensive
billboard campaign along the leading motor

highways in California and adjoining States.
Alreadv 100 de luxe billboards, all of them
painted and half of them equipped with elec-
tric lights, have becn placed. Later in the year
it is planned to have sevcral thousand such
boards along the Pacific Coast highways. The
billboard advertising at the present time is de-
voted entirely to the Cheney talking machine,
and possibly some of the boards will be de-
voted to the exploitation of the company’s other
lines as the campaign progresses.

An idea of the volume of business trans-
acted by the Munson-Rayner Corp. may be
gleaned from the fact that during the last nine
months it has had a turnover of over $500,000,
thanks to a well-organized executive policy
and a sales staff of hustiers, nine of whom are
on the road constantly in touch with dealers
and covering veritably all of the leading iner-
chandising points in California.

The secret of the success of the Munson-
Rayner Corp. is due to the fact that the organ-
ization keeps in close touch with the dealers.
It stimulates them to new activities, and the
results are satisfactory not only to the Munson-
Raynor Corp., but to thc dealers themselves.
In brief, this corporation is teaching the dealers
how to merchandise goods.

California is one of the greatest States per

Cover, Straps Attached

pleasant.

50 Ralph Avenue

BRUNS MADERITE

Phono Moving Covers
For all models of Upright and

Every progressive dealer needs a supply of de-
pendable moving covers. Mr. Average Man dis-
likes to unpack anything he buys.
padded delivery covers you protect and deliver
a perfect instrument with no necessity for dirt,
inconvenience or trouble to your customer.

It is much more simple to slip a cover over an
instrument at the store and off at point of deliv-
ery and the impression left with your customer is
MADERITE covers are strong, well
padded and satisfactory from every standpoint.

Consult your accessory jobber, phono dis-
tributor or write us for literature and prices.

A. BRUNS & SONS

Manufacturers of Canvas Goods

Console Machines

By using

BROOKLYN, N. Y.

capita in the purchase of musical instruments,
and the buying market has been enhanced con-
siderably, thanks to the splendid work of the’
Munson-Rayner Corp.

Mr. Rayner announced that both the Cheney
talking machines and Vocalion records were
enjoying increased demand all along the Coast,
and that the principal question at the present
time was that of getting sufficient stock from
the East to take care of orders promptly.

Whilc in New York Mr. Rayner arranged to
take on in his company’s territory Brilliantone
steel needles and the new Cesco record repeater.

BRUNSWICK STAFF HOLDS MEETING

Eastern Phonograph Division Has Interesting
Business Session—H. A. Beach Outlines
Plans for Extensive Summer Campaign

The Eastern sales staff of the phonograph
division of the Brunswick-Balke-Collender Co.
held an interesting imeeting recently at which
plans were made for a vigorous Summer cam-
paign. The morning hours were spent at thc
company’s rccording laboratory, where new
Brunswick recordings were played, and after a
luncheon at Keene’'s Chop House the meeting
reassembled at an uptown club.

At this point Harry A. Beach, Eastern sales
manager of the Brunswick phonograph division,
outlined to the staff his plans for a Summer
campaign, and coinmented on the fact that
dealer applications had been received that very
morning from every sales division in the East-
ern territory, which in itself indicated the rapid
strides being made by the Brunswick product in
the East. JMr. Beach reviewed in detail the
various happenings at the Brunswick meetings
held in Chicago during convention week, and
gave statistics of the Eastern Brunswick busi-
ness, which in some divisions showed better
than a 100 per cent increase over last year,
with a general increase for the entire division.
Dinner was served at the club and the evening
was spent in discussion and exchange of ideas.

MOVIE ADS ATTRACT ATTENTION

Aggressive Merchant Secures Exclusive Rights
to Advertise in Local Theatre

Advertising on moving picture screens has
been conccded to be as effective as any other
medium of publicity in bringing the merits of
the talking machinc bcfore a large number of
people. Henry W. Berry, Victor dealer, 3053
Massachusetts avenue, Cambridge, Mass., has
secured thc exclusive rights to advertise talk-
ing machines in one of the leading local moving
picture houses. Twenty-three slides, all re-
lating to Victor products handled by this pro-
gressive house, have been prepared, and these
are recutarly flashed on the screen. \When it is
considered that practically every patron who
attends the show eagerly reads evervthing
flashed on the screen, the value of publicity of
this character may be realized.
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Dealers in communities close to the farming
districts are often at a loss as to the best way
to reach the farmers. There are a number of
wayvs in which this may be done, among several
recently described in The \WWorld being the com-
piling of a farmer prospect list through per-
sonal canvass and then sending out literature
to them by mail. Heim’s Music Store, operat-
ing stores in Danbury and Ridgefield, Conn,,
and in Brewster, N. Y., has found the local
Farm Bureau publication a valuable means of
making contact with rural dwellers. Regular
advertising in this publication designed along
lines likely to appeal strongly to the farmers
has brought excellent returns.

Keeping the prospect list up-to-date means
saving money. Where the list remains for a
vear or more without undergoing a weeding
out process the merchant is constantly sending
out literature to people who are not and never
will be interested. In several years the time,
trouble and expense involved in sending out
this material reach considerable proportions.
The prospect list should undergo the weeding
out process at least twice each year, and, of
course, where people have moved out of town,
died, or for any other reason are unlikely as
prospects, the names should be dropped from
the list. There are enough people who may
develop into customers so that the dealer can-
not afford to waste time and money on long
chances. The Temple of Music, Scranton, Pa.,
sends out at regular intervals to people who
are in the seemingly “impossible” class a postal
card enclosed in an envelope. The card is
worded in such a way that if the customer re-
mails it to the store he or she signifies the de
sire to remain on the mailing list. Over 60 per
cent of these cards sent out to the patrons and
prospects of the store some time ago were re-
turned. The others were dropped from the
list as worthless, as far as sales were concerned.

Here is a stunt which dealers in the larger
towns and cities can take advantage of if they
are willing to co-operate. It was originated
by several merchants in a Middle Western city,
who got together and printed a little monthly
booklet entitled “Favorite Records Review.”
These booklets were inserted in local theatre
programs. In cases where two or three dealers
combine in producing something of this char-
acter the expense is reduced to a minimum for
each one and a more elaborate little booklet
can be prepared than would be possible if only
one dealer financed the whole thing. No better
place could possibly be found for the distribu-
tion of these little monthly publications than in
theatre programs. Both from the standpoint of
economy and because of the fact that the book-
lets are most likely to be digested this method
"of circularization is the best.

A certain dealer who was determined to build
up a clientele of wealthy patrons stationed a
man on the thoroughfare on which his store is
located to take down the numbers of all auto-
mobiles which stopped in his block. In a week
he had quite a long list of numbers which he
checked against the automobile registry, thus
securing the names and addresses of the owners.
To these he mailed sales letters designed to ap-
peal particularly to this class of people. A fine
grade of bonded paper and envelopes were se-
cured for this direct-by-mail work. The re-
sults were very satisfactory. The merchant
whose store is located on a high class business
thoroughfare may find this a profitable means
of securing some live prospects.

OUR EXPORTS OF TALKING MACHINES_

Export Figures on Talking Machines and Rec-
ords Show Increasing Tendency as Compared
With Last Year—Our Buyers Abroad

WasHincrox, D. C., July 10.—In the summary
of exports of the comumerce of the United States
for the month of April, 1923 (the latest period
for which it has been compiled), which has
just been issued, the following are the figures
bearing on talking machines and records:

Talking machines to the number of 4,710, val-
ued at $175916, were exported in April, 1923,
as compared with 4,406 talking machines, valued
at $154,891, sent abroad in the same period of
1922, The ten months’ total showed that we
exported 49,381 talking machines, valued at
$1,912,518, as against 29,951 talking machines,
valued at $1,250,545, in 1922

The total exports of records and supplies for
April, 1923, were valued at §121,634, as com-
pared with $101,912 in April, 1922 The ten
months ending April, 1923, show records and

accessories exported valued at $938,333, as com-
pared with $1,274,881 in 1922

The countries to which exports were made in
April and the values thercof ar follows
France, $2,293; United Kingdom, $6,814: other
Europe, $6,067; Canada, $39,703; Central Amer-
ica, $4,256; Mexico, $13,676; Cuba, $13,442; Ar-
gentina, $4,821; other South American countries,
$9,112; China, $736; Japan, $20.214; Philippine
Islands, $3,192; Australia, $10,761; Peru, $3,123
Chile, $14,394; other countries, $23,312

In the above report the imports are not in-
cluded and this is explained by the DBureau o
Foreign and Domestic Commerce, which in-
forms The World that “Only the exports of do-
mestic merchandise by articles and principal
countries are published at this time on account
of the delav in the import reports. The cor-
responding statement of imports will be pub-
lished when the delaved reports are received.”

Some salesmen achieve the best results when
they receive encouragement and others do their
best work when they are forced
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Complete
Book

fit the book.

20 West 20th Street

LITTLE TOTS NURSERY TUNES

SONGS, GAMES, STORIES --ON RECORDS

Ready NOW---the loose leaf
juvenile record album!

It gives just twice the ordinary juvenile record value!

SIX DIFFERENT SELECTIONS on three SEVEN-
INCH DOUBLE-FACED records with beautifully
colored picture and verse cards in a handsome loose
leaf book—retail price $1.00.

INDIVIDUAL RECORDS are 25¢ each—two selec-
tions on a seven-inch double-faced record with picture
and verse cards packed in a novel loose leaf pocket to

Liberal discounts to jobbers and dealers. Write NOW'!

REGAL RECORD CO.

REG. U.S.
PAT. OFF.

25¢

Individual

Records

New York
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PHONOGRAPH
Qhe Aristocrat of Phonographs

Do you get the best classof trade?

Do discriminating phonograph buvyers
award you their esteem and patronage?

EOPLE of taste and refinement admit un-

hesitatingly the two-fold appeal of the
Widdicomb—its unusual tonal beauty and faith-
fulness of reproduction, and its exquisite cab-
inet work in popular period styles.

Merchants handling the Widdicomb find that
they are building a steadily increasing patron-
age and prestige among the most discriminat-
ing buyers. Are you getting your share of this
class of trade?

Investigate the Widdicomb franchise, learn
how you, too, can command the business and
the esteem which accrue to the Widdicomb
dealer. Write today for complete catalog and
full particulars.

THE WIDDICOMB FURNITURE COMPANY
Grand Rapids, Michigan

Fine Furniture Designers Since 1865
NEW YORK: 105 W, 40th Street CHICAGO: 327 S. La Salle Street

Chippendale Model 4—finished
in Red or Antique Mahogany
and Walnut. Equipped with
albums for records, automatic
stop and patented tone control.

Widdicomb Phonographs in Period Stvles
are faithful intevpretations of the best de-

b signs of the old wmasters of the art of
Sheraton Model 5— wood-fashioning. They are the handicraft
finished in Red or of an organization which for three genera-
Antique ~ Mahogany & tons has enjoved a reputation for leader-
%tictih nghiﬁfg‘:‘w’%‘j ship as designers of fine furniture. Widdi-
records, anelomaiy comb Phonographs play all records. Prices
stop and patented tone of the warious models range from $90 to

control, $260.
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How Others Make Canvassmg Successful

Some Tested Plans Outlined by Martin L. Pierce, of the Hoover
Suction Sweeper Co., at Pittsburgh Meeting of Victor Dealers

It is recognized that one of the secrets of success in the
development of a retail husiness in the talking machine
field as well as in others is to go after the sales where they
are and not wait for them to come to the store. This
means the organized efforts of a competent canvassing and
outside sales force, not always an easy thing for the man
who has not had actual experience in this work. We be-
lieve, therefore, that the following paper on “How Dealers
Are Making a Success of House-to-House Selling,” which
was read hy Martin L. Pierce, of the Hoover Suction
Sweeper Co., at a recent meeting of Victor dealers held
in Pittsburgh under the auspices of the Standard Talking
Machine Co., and which appears somewhat abbreviated,
should prove of general interest to the trade. Certainly
there should be something found in the experiences of the
various concerns referred to that could with profit he
adopted hy talking machine dealers.—Ebprtor.

House-to-house selling is not a new method
of merchandising. It is one that has been used
by the old-fashioned pack peddler for many
years. It is, however, a comparatively new
method of distribution for the legitimate retail
dealer. The method has proved especially ef-
fective during periods of unusual sales resist-
ance. This method of selling is just as scientific
and requires just as careful preparation as any
other method being used. The fact that so
many concerns have failed to make good on the
method is nothing against it. To-day many
industries are dependent absolutely upon this
method of selling in order to keep them going.
House-to-house selling is just as dignified and
requires just as high a type of salesmanship as
any other kind of merchandising.

George D. Gaw, of Chicago, has built up one
of the largest envelope businesses in the coun-
try by going out after the business. He says,
“I turned every doorknob that might lead to a

sale.” The method he used was to go into a
district and canvass it absolutely clean.

During the dull period of 1921 the Stratton-
Bliss Co., New York distributor of Dodge au-
tomobiles, needed business mighty bad. It sent
out door-to-door canvassers and co-operated
with them by sending out direct-mail advertis-
ing. The canvass actually sold more cars than
enough to pay for the work done besides giv-
ing them a valuable prospect list. They secured
over 100,000 prospects during the drive. When
the prospect had been located they simply ar-
ranged a satisfactory and convenient time for a
demonstration.

The following methods of house-to-house can-
vassing have been used successfully by the elec-
trical industry:

The Commonwealth Edison Co., of Chicago,
has electric trucks into which it loads all kinds
of appliances, also from ten to fifteen salesmen.
These trucks go out into various parts of Chi-
cago and are located on some convenient cor-
ner. A stock man remains with the trucks and
the salesmen begin house-to-house canvassing,
radiating from the truck as a center. The city
is divided into districts with definite boundaries.
In making the canvass they go to the back door
where the lady of the house is found who does
her own work and who particularly appreciates
labor-saving devices of all kinds. This com-
pany maintains eight trucks with a force of 120
such salesmen. They are given an initial knowl-
edge of the appliances they are to sell. Their
educational work comes from the Central Sta-
tion Institute. The men are not turned over
to the captains until after they have passed

successfully this preliminary preparation. y
this niethod the appliances that are sold are
delivered on the spot.

E. N. Hurley, president of the Hurley Ma-
chine Co., of Chicago, manufacturer of the
Hurley washing machine, places canvassing first
in his merchandising scheme. All its advertis-
ing either is to apply as a suitable background
for the canvasser or to introduce him to the
homes of prospective buyers. The Hurley Co
in Chicago maintains a chain of forty retail
stores. Fully 95 per cent of its sales are
made either by the canvasser direct or by people
coming into the store as a result of the can
vassers’ solicitations.

The manager of the Eureka Vacuum Cleaner
Co. recently stated that the outstanding essen-
tials for success in selling vacuum cleaners were,
first, a competent house-to-house selling force;
second, local newspaper advertising; third, tele-
phone campaign, and, fourth, complete canvass
of prospects. He stated, ‘“My observation leads
me to believe that retail salesmanship by solicit-
ing orders by personal calls at the homes comes
first. The salesman must use his head, but he
can’t use that unless he uses his feet generously.”

The Trobaugh Hardware Co., of Morristown,
Tenn., has, for some years, been booking orders
from the farmers by personal solicitation. Its
arguinent is that when you take the farmer’s
order in his home vou have eliminated competi-
tion.

The Toledo Railway & Light Co. has divided
the city into twenty-eight districts. Each of
these districts is assigned a salesman. This

(Continued on page 34)

The New GRANBY
Queen Anne Console Model Neo. 215

List Price $100

Granby Uprights, $100, up
Granby Consoles, $100, up

A Combination That Can’t Be Beat!

The strong appeal of Granby Phono-
graphs to the buying public is to be
found in:

1.—Their superb elegance and careful work-
manship and construction.

2.—Their wonderful tone and performance.
3,—Their reasonably low price.

These are the three most important considerations by
which the public judges a phonograph and they are
met i1 a greater degree in

Yan

PHONOGRAPHS

than in any other machine.

3 In addition to the ease with which the Granby line

| sells, there is another advantage that makes a Granby

franchise worth while, and that is the unusually liberal
discounts we allow the dealer.

If you would like to have full particulars of our propo-
sition to dealers, phone or write.

Granby [\Janufacturing Corporation

Offices and Factory: Newport News, Va.
New York Branch: 37 West 20th St., New York

Telephone Watkins 4508

The GRANBY “Baby Grand”
Short Adam Console Model No. 225

List Price $135

=
“As Mellow as
Southern Moonlight”
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W. H. BAGSHAW CO.

370 SEVENTH AVENUE
NEW YORK SUITE 1214

Factory, Lowell, Mass.

AT 31st STREET

Canadian Distributors: The Musical Mdse. Sales Co., Toronio
Foreign Export: Chipman, Lid., 8-10 Bridge Si., New York City
Western Distributor : Pacific Coast Distributor:
The Cole & Dumas Music Co. Walier S. Gray Co.
50-56 West Lake St : 942 Market St
Chicago San Francisco. .Cal.
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This ldea wenr over big/

BRILLIANTONE
RECORD CLEANER e
NEEDLE CONTAINER

The record cleaner side is here
illustrated. It’s a feature that
takes instantly. Everybody that
sees this display carton on the
counter stops, looks and buys!

500
NEEDLES 4

Packed in this attractive
Counter display [Carton.

2061 Neadto o

Keeps Your Records ¢
And Your Needies D,;m

Combingtion £
Record ¢leancr §n,,;,,~,. : 500
uperior Oupti
Stael Needly;”

T R
SUPERIOR STEEL

BRILLANT N[i

TRAD MARX REG

The container side illustrated
above contains 500 Brilliantone
needles to sell for 30c. It mmulti-
plies your needle business by 3
It creates a 30c¢ sale where you
made a 10c oune before.

Combinyy;,
on
:::‘Zd(’fd"’, T T
ietor | DRILLIANTONE [ Sontinssoo
—— ”D"ﬁwgmdﬂ
— Steel N,
dles

LI IVTS

NO longer a novelty—no longer a fad, but an assured and permanent suc-

cess. The increasing demand everywhere, the rapid fire repeat orders
prove that the public wants this new 50c. idea in” preference w0 10c. envel-
opes. Orders are coming in, so fast that this item is becoming the biggest
feature of the biggest needle business in the industry.

Our Special Introductory Offer

of 10 cartons, each containing 20 packages to a carton, that costs you $60
and sells at $100 may soon be withdrawn.

Order Your Fall Requirements

Our AdVice iS NOW at Present Pricgs

BRILLIANTONE

STEEL NEEDLE COMPANY OF AMERICA, Incorporated

Selling Agents for W. H. Bagshaw Co., Factories, Lowell, Mass.

370 SEVENTH AVENUE, at 3lIst Street, Suite 1214, NEW YORK

Pacific Coast Distributor : Western Distributor:
Walter S. Gray Co. The Cole & Dumas Music Co.
942 Market St. 50-56 West Lake St

San Francisco, Cal Chicago

Canadian Distributor:
The Musical Mdse. Sales Co.
79 Wellington St., W.
Toronto

Foreign Export :
Chapman, Ltd.
‘8-10 Bridge St.
New York City
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TH @e Novelty Fox Trols —

BLUE

HOOSIER

BLUES

A Real Homesick
Blues foxTrot

You cant go wrong
with ax;/a]e/s/ '50//}7 N

RUNNIN

WILD

An Ebony FoxTrot

Tune

HOW OTHEliS MAKE CANVASSING PAY
(Countinued from page 31)

salesman is protected on all sales going into
this territory. On the sales that he makes in
the territory he gets approximately 10 per cent.
On the sales that are made to people in the
itore, to whom he has demonstrated, he gets
approximately 5 per cent, and people from his
territory who are sold in the store to whom he
has not demonstrated he gets 1 per cent or 2
per cent. As the salesman proves successful
Le is moved into territories from which a
greater quantity of business can be secured.
These salesmen are brought in each morning
at 830 for a meeting, where prospects that
were secured the previous day at the office are
distributed to the salesmen. The salesmen are
required to report on the number of calls they
made the previous day and as to sales that they
made both as to quantity and dollars and cents.
This system has been operating successfully
for several years.

The New Orleans Railway & Light Co. has a
system similar to this, but its men are not given
territories. It uses what it calls the “nine block
svstem.” A salesman is assigned a territory of
nine blocks, three each way. It requires ap-
proximately three weeks to cover this territory.
Any time during the three weeks he is not
more than three squares away from a prospect,

Ward’s PaddedKhaki

Moving Covers

for
Pianos
and all
Models of
Upright

and
Console
Machines
Distributors
BRISTOL & BARBER, INC.

3 E. 14th St. New York City

SHERMAN, CLAY & CO.
741 Mission St. San Francisco, Calif.

THE C.E.WARD CO.

Manufacturers

NEW LONDON OHIO

DUSTING
tHE KEYS

A Dusty Rag
Fox-Trot,

or a person to whom he has made a sale. If,
in the squares that he canvasses to-day, people
are away, to-morrow he can go back to those
homes and not be compelled to walk more than
three or four squares to get all of them. This
system saves car fare and automobile expense.
The salesman can easily make from ten to
twelve back calls, as well as the necessary
demonstrations for the appliance which he hap-
pens to be selling, each day.
Experiences of a Talking Machine Man

For several years Leslie King, of the More-
house-Martens’ department store in Columbus,
and now with the Brunswick Co., had charge of
the sales of Victrolas and Hoover sweepers.
He had the same type of organization selling
both lines of merchandise. He assigned his men
to streets. After using this method for three
years he reported the following results: For
every 100 houses canvassed the salesman would
find ten live prospects. From every ten live
prospects on the average the salesman would
make four sales. Mr. King also made it a prac-
tice to follow up the reports of his salesmen
with women selling records. They were to go
to every home that had a talking machine with
a basket of records, the thought back of this
being to get the people headed towards More-
house-Martens’ to buy their records regardless
of what kind of a machine they had.

The following are some of the outstanding
characteristics of the successful house-to-house
salesman.

Usually it is better that he have no experience
selling your type of merchandise than to have
had competitive experience. Regardless of how
honestly the salesman may accept your mer-
chandise, if he has at any time been connected
with a competitor the likelihood is that in his
subconscious mind he still has stored away his
competitor’s arguments against your merchan-
dise or the competitor's arguments in favor of
his own merchandise. He will nearly always
be found to be a little “touchy” when his old
methods of selling or the merchandise that he
used to sell are referred to in sales conferences
or by his fellow-salesmen. It is usually a good
thing to get men who have nothing to unlearn
before they can give you whole-hearted
allegiance.

The salesman should have had some expe-
rience in selling to women. Men who have
worked at some kind of retail selling usually
make good in house-to-house selling.

The Kind of Salesmen Who Win Out

The prospective salesman should be a man of
responsibility. When it is only necessary for
a fellow to make $15 or $20 a week for spending
money, who lives at home and eats off his father
or mother, he will never develop into a success-
ful house-to-house salesman. He should be
married or at least have a mother or sister or
somebody dependent upon him. This keeps
him steadily in the traces and gives him an
objective worth working for. A short time ago

_a young man who had been making $100 a

month was taken on the Hoover sales force.

By high-pressure methods our district manager
worked him up until he made $350 in a month.
He resigned and went back to his old job, stat-
ing that he would not work that hard for
anybody. This is a typical experience where
pressure is put behind such men.

This type of salesman should have a high
school education or its equivalent. In many
organizations college inen have proved most
successful. This is particularly true of the
Wear-Ever Aluminum Co. The preliminary
training should have outlined to the prospective
salesman the mechanical features of the prod-
uct, its use, its oulstanding sales points, argu-
ments for meeting objections and a clear-cut
statenient of the competition that the salesman
is apt to meet.

Training on the job. The prospective sales-
man should spend some time in homes with
an experienced salesman. This will show him
just how his preliminary instruction is to be
used. He will be able to see first-hand how
demonstrations are made and the usual objec-
tions disposed of. He will also gain confidence
readily as he himself cominences to sell by
being conscious that there is someone present
who will back him up if he stubs his toe.
This training on the job is very essential and is
used almost universally by house-to-house mer-
chandisers.

School instruction. After the salesman has
proved that he can sell the commodity and
is able to make a living at it, he becomes
eligible to a higher type of instruction which
most organizations are now giving at their
home offices or to groups in the field.

The Value of Sales Meetings

Sales meetings. Every organization of house-
to-house salesmen must have regular sales
meetings if they are to be kept up to their full
cfficiency. Many organizations have daily
meetings either in the morning before going to
work or in the evening after the work is over.
Many have weekly meetings. Some have a
combination of the two, a morning meeting for
reports, and one night a week for a full dis-
cussion of sales problems, planning and outlin-
ing sales programs and policies. The big objec-
tive of these meetings is to continually give the
men more selling material and new points of
approach so they will not at any time grow
stale on the job.

STYLUS BARS

(Any Style)

Stylus Bar and Mfg. Co.

Clague Rd.
Bay Village

OHIO




The Talking Machine 1World, New York, July 15, 1923

WL;NEEDLES

“A Famous Name for a Perfect Needle’’

The Ne dl FQ‘ ality

USE ANEW ; MADE FROM [ - % |
NEEDLE FOR . 4 HIGHESTGRADE - | I} TAK; Hang i
| CARBUNSTEEL : -

Now Packed in ENVELOPES ,
and BOXES [T T

J L ]— L

Ok.:?fw Needles are known for their

Uniform Points
Uniform Lengths

Perfect Reproduction

Every dealer handling ' JKel.. Needles
will be furnished with attractive display
material for store, counter and booth.

2t 2 Driita AN os £ N Y9 AINFFSS D

General Phonograph Corporation

OTTO HEINEMAN, President

25 West 45th Street New York
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CHECKING UP ON CLERKS’ VALUE

Effective Plan for Keeping Track of Earning
Value of Clerks Worked Out by a Merchant
in the West—Non-producers Found Out

A music dealer on the Western Coast has
worked out a plan that keeps him informed at
all times on just which clerks and departments
are paying their way and which are simply bur-
dens to the store. He figures that a clerk’s
salary should represent no more than a fixed
sales expense percentage of the total merchan-
dise he sells. He figures from his records that
he can allow 5 cents out of every dollar’s worth
of goods sold for the salary. Then, if he is pay-
ing a clerk $25 a week and that clerk sells $500
worth of goods in the course of a week he is
just barely earning his wages. If he sells less
he is an expense.

There are two simple records in his system.
They are headed “Sales by Clerks” and “Sales
by Departments.” The *“Clerk” slips have a
date line at the top and vertical columns with
the names of each of the clerks at the top.
The first thing each morning the bookkeeper
sorts the sales slips of the previous day, each
sale of each clerk is listed under his name and
at the bottom are the total sales of the day by
each clerk. Below that are appended the total
sales of each clerk for that part of the month
which has elapsed and also his sales for the en-
tire previous month. Thus the proprietor has
at his finger tips complete information about
the usefulness of each clerk. He pays every
man a fair wage and everyone knows that he
is rated on results alone.

\When the time comes to adjust salaries this
merchant consults his “Record of Sales by
Clerks” and thus those with good records are
rewarded, while the poor ones; after being given
warning and a fair trial, are dropped. This
system results in keeping every man on his toes
and they all develop into real salesmen, instead
of mere order takers. This does not mean that
tliey adopt the attitude of trying to force goods
on unwilling customers (for that cheap policy
always defeats its own end in the long run), but
that they study the good points of their mer-
chandise, the right method of approach to a
customer and other points that go to make a
top-notch salesman.

0. W. RAY SAILS FOR EUROPE

General Manager of Vocalion Record Depart-
ment on Extended Trip Abroad

O. W. Ray, general manager of the Vocalion
Record Division of the Aeolian Co., sailed for
Europe from New York recently on the S. S.
“Mauretania.” He was accompanied by Mrs.
Ray and plans an extended trip through Eng-
land, France and Italy, making stops at London,
Paris, Rome and other cities. Mr. and Mrs. Ray
are expected to return about August 10.

NEW McFARLAND STORE OPENS

SpraNGFIELD, ., July 5—The formal opening
of the H. H. McFarland Music Store in its new
location, at 14 South Fontaine avenue, took place
recently. A small orchestra furnished music on
the mezzanine floor and the second floor was
given over to a demonstration of piano selec-
tions played by Paderewski and De Pachmann
on a Welte-Mignon reproducing piano. Miss
Susan Thomas rendered vocal solos on the
third floor throughout the evening. The Mc-
Farland store was located for many years at
28 South Limestone street and is widely known.

CHATTANOOGA CO. CHARTERED

CHATTANOOGA, TENN., July 3.—The Chattanooga
Music Co., which has been organized about a
year, filed corporation papers in the county
clerk’s office recently. The incorporators are
Thomas O. Adams, V. C. Adams, Frank E. Cos-
tello, J. R. Costello and D. M. Coleman. The
company will have a capital stock of $15,000.

RAYMOND L. FRENCH IS RE-ELECTED

General Traffic Manager of Columbia Grapho-
phone Co. Re-elected President New Eng-
land Traffic League at Boston Meeting

Raymond L. French, general traffic manager
of the Columbia Graphophone Co., Bridgeport,
Conn., was unanimously re-elected president of
the New England Traffic League at the recent
annual meeting held in Boston—one of the most
active and largely attended meetings ever leld.

Mr. French has been active in the league for
a number of years, having served on the execu-
tive committee prior to lis selection as presi-
dent. He has conducted the league in the
past year most successfully during a period
when transportation was most difficult and the
problems 1many. He has represented the
league before the Interstate Commerce Com-
mission, the New England Governors’ Com-
mittee and many of ‘the various railroad

organizations and acquitted himself most favor-
ably. At the close of the meceting the member-
ship tendered Mr. French a vote of thanks for
the service which he has rendered. They feel
that he will be an important factor in advancing
the views of the league during the ensuing year.

H. UFFNER SAILS FOR EUROPE

H. Uffner, vice-president of the Peerless Al
bumi Co., New York, and one of the veterans
of the album industry, left the city July 10
on the steamer “Resolute” for a vacation trip
abroad, accompanied by his wife and daughter.

SADLER’'S MUSIC STORE MOVES

Narpervireg, Iir., July 3.—Sadler’s Music Store
Inc., handling Brunswick phonographs and rec-
ords, sheet music, etc., has secured new quar-
ters at 9 West Jefferson avenue. The establish-
ment is in charge of Miss Frances Tansey.
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ORTABLE time. Port-

able profits. But always
you must emphasize price and
quality.

With “PAL” you merely need
show your customer the ma-
chine and tell him the price.
Thus you emphasize both
price and quality simultane-
ously.

Light. Compact. Beautiful to

| or Fabrikoid
List $35

I Liberal Discohhts Offered

F. O. B. New York

July---August---September---
the outdoor months!

“PAL’”—in Mahogany, Walnut,

PLAZA MUSIC CO.

18 West 20th St., New York

you make a friend.”’

«Every time you sell a ‘PAL’
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look at. Good to listen to.
Built to last. And sold at a
price that is actual proof to
the buyer that he is getting
his money’s worth.

Sell “PAL” and you’ll make
friends.
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$5.000-000

worth of Discontinued Models

| GOLOMBIA GRAFONOLAR

OLD to the publlc in a three days sale by the

leadlng department stores throughout the country.

Unexpectedly we discovered that we still
have a few thousand of these Grafonolas

ready for shipment.

Wire or write for models and finishes still available.

Pronocrapu Jossers Corporation

RUDOLF KANAREK, President

56 Bleecker Street New York City

Telephone Spring 7197
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REACHING AND MAKING SALES TO SUMMER VACATIONISTS

Some Suggestions for Locating Prospects During the Summer and Boosting Sales of Machines
and Records to Vacationists Set Forth by Frank V. Faulhaber for The World

Instead of letting business lag during the
Summer months, the enterprising talking ma-
chine dealer will strive to interest such pros-
pects as can easily be sold. There are many
people going on their vacations who should be
in the market for at least some portable ma-
chine, to say nothing of records. Reach these
prospects! You can go after them from now
until the approach of Fall, thus keeping your
establishment not only busy, but emphasizing
your aggressiveness. :

There are, of course, divers ways of interest-
ing the Summer vacation prospects. Almost
any sort of sales-efforts with them in mind is
better than none. Special newspaper advertise-
ments can be devoted to bringing about this
business and specific circulars and sales-letters
will be timely, the work of some clever can-
vasser also being productive. The business is
right there, even in your own neighborhood; so
don’t hesitate to broach your proposition.

Sometimes in vour local newspapers appear
announcements of residents leaving for vaca-
tions; these particular people should be very
good prospects. And the work can be followed
within your own store. Tactful questioning will
bring to light information whether and when
your customers are going on their vacations.
If a patron tells about his or her coming vaca-
tion the salesman can explain the advantages of
a portable machine with records right then and
there. Some of your customers can give you
tips regarding other people’s vacations; secure
the names and addresses, then write them a let-
ter discussing your proposition. A personal
visit to these prospects should bring worth-
while responses in many cases.

The talking machine dealer should not want
for prospects. To the contrary, these specific

prospects can be obtained from various sources.
Small, suitable prizes to children might be of-
fered to get more of this particular information.
At the same time, rum displays that tie up with
your object here, so people will be reminded in
different ways and be more certain to give you
their business.

You can also write those people residing in
your neighborhood, likewise referring to the
telephone book. Now let us cite a specimen
letter here that will convey a good idea of the
possibilities. The following can be used to good
advantage by the talking machine dealer:

“Dear Mr. McFee:—We must tell you about
our many portable talking machines which we
are sure will interest you now. Many people,
vacation-bound, are securing such an instru-
ment from us, together with a liberal assort-
ment of records. Last year one pleased cus-
tomer, immediately following her vacation, came
to us to acknowledge her gratification. She
declared: ‘I am sure we would not have enjoyed
our extended holiday so much had we been
without that small talking machine you brought
before my attention. I thought I had taken
many records with me—but once we got started
in camp the younger people could not get
enough. Next year I shall surely take more
of them with me, for they contribute so much
to one’s enjoyment. We had many dancing
parties in camp, all because of that machine,
which we also played while on the water. 1
cannot thank you too much! Let us tell you
more about these machines, Mr. McFee. We
will welcome you at our store or gladly send
a representative. Send a letter or card, or use
your 'phone; you will procure prompt informa-
tion.”

Go after this vacation business, now!

CLASSIFICATION SYSTEM A SUCCESS

Group Plan for Selling Records Introduced by
the Peerless Album Co. Has Proved Success-
ful in Considerably Enlarging Sales

Over a year ago Phil Ravis, president of the
Peerless Album Co., New York, introduced the
classification system for record albums. The

Phil Ravis
result has been that the classification system of
selling records has not only met with general
approval, but has been found to be a very suc-
cessful method of selling records in group lots.
The numerous classifications which can be

MOTORS

Ready for Delivery
Double Springs; plays two 10-inch Rec-
ords; suitable for Portable Phonographs.
Sample, $3.75. Larger motor playing two
to three 12-inch Records; suitable for
Phonograph selling for $100. Sample, $5.75.

MERMOD & COQ., !6East23dst

Telephone Ashland 7395

used to increase the volume of record sales, add
considerably to record libraries and at the same
time assure the consumer of the best service
for his instrument are quite comprehensive and,
indeed, the idea might still be termed as in its
infancy. In fact, in seasons to come carrying
out the idea of the group sale of records will
be one of the most appropriate and profitable
functions of the successful record salesman.

It might also be added that the classification
idea, or group plan of record sales, came at the
most opportune period in the history of the
talking machine industry. Record sales were,
undoubtedly, at their lowest ebb. Record en-
thusiasts, who during the inflation period had
purchased records in gquantity, had reached the
stage where single record purchases were their
maximum. The group sale plan, following close-
ly on this period, was most timely.

The importance of group sales has now come
in for general recognition. So much so that
sales managers everywhere are advocating the
idea. And new suggestions, of which the
classification idea i1s the basis, are constantly
being brought forward.

According to Mr. Ravis the Peerless Co.’s
classification systems are sales stimulators
everywhere. The fact that the trade is behind
the idea demonstrates that the retailer is quick
to accept practical merchandising plans.

PRAVDER MUSIC HOUSE CHARTERED

The Pravder Music House has just filed in-
corporation papers under New York State laws
and will operate in Brooklyn. The officers of
the company are P. and C. Pravder and O. Seif-
fert. S. F. Swinburne, of New Rochelle, wil]
act as altorney.

PEARSON OPENS BRANCH STORE

PortLAaND, IND, July 2—The Pearson Piano
Co., of Indianapolis, has opened a branch store
in this city on Meridian street, with T. B. Red-
dington in charge

REGAL
50c

RECORDS

“It’s surprising,”
writes a dealer, “how
REGAL RECORDS
sell now—despite

July.”

e —

It is not surprising.
Summer is a big sea-
son for the REGAL
dealer for it brings
innumerable pros-
pects who want to
save money on their
summer records.

Naturally, all the old
customers plus so
many new buyers
bring a real “height
of the season” rush
right thru July and
August.

That is why the
Regal Dealer’s record
sales are continually
at their high normal
—even in July!

REGAL RECORD CO.

20 W, 20th ST. NEW YORK
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The Hidden Eye Values

of Sonora Instruments

).

AT A IS AT

BELOW the surface your prospects find the

story of Sonora superiority told at a glance.
Here they see the many features which create dis-
tinctive tone quality; laminated, all wood ampli-
fier, all wood and brass tone arms and scientifically
correct reproducer. Likewise they see the well

B ab%égga"d built, heavily plated, smooth running motors;

ﬁ.g,.._.,._"
-

three quarter inch cabinet walls ; thorough interior

=2 i finish and sound, lasting construction throughout.
<7 |

B '

=2 : S :
%i I It is the sum total of interior eye value and uni-
> versally recognized tonal superiority added to ex-
-.g( 1 terior beauty which makes Sonora such a profit-
| |

B able success for the aggressive dealer.

5‘: |I |

= Why not become acquainted with Sonora sell-

e T

ing possibilities? Wire or write today.

SONORA PHONOGRAPH CO,, Inc.

AT TR

- — 279 BROADWAY NEW YORK
|i $150 Canadian Distributers
1 SONORA PHONOGRAPH, Ltd. Toronto
y
g |
4 Il
'9\‘ .
ol THE INSTRUMENT OF QUALITY /Z=3
| @
2
S
= CLEAR AS A BELL

)

S AS

The Highest Class Talking Machine in the World
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The distributor named below who covers the teritory
which you are located will be glad to answer all inquiries
regarding a Sonora agency on receipt of a letter from you
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State of New York Lower Michigan, Ohio Wisconsin, Upper Michi-

with the exception of towns on and Kentucky. gan.

Hudson River below Pough- .

keepsie and excepting Greater Sonora Phonograph — Ohio Yahr & Lange Drug Co.,
New York. Company, Milwaukee, Wis.

Gibson-Snow Co., ?al:d, %x}ltﬂey RN SIS

Syracuse, N, Y.

N

e
{)

TGV @y

Eastern Pennsylvania,
State of New Jersey. States of North Dakota, Maryland, Delaware, Dis-
Sonora Sales Co. of New South DakOta’ Minnesota tn-(:t .Of Columbia and
Jersey, and Northern lowa. Virginia. i
605 Broad St., Newark, N. J. Doerr-Andrews-Doerr, Sonora Co., of Phila., Inc.,
Minneapolis, Minn. 1214 Arch St., Philadelphia,

Pa.
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State of Indiana.

@

\/,

Kiefer-Stewart Co., Missouri, Northern and
Indianapolis, Ind. Eastern Part of Kansas,
and 5 counties of N.E. Western Pennsyivania and
Oklahoma. West Virginia.

@viN@yN

V

State of Nebraska and

N

C. D. Smith Drug Co., S Dist. C 5>
. . of

Western lowa. 613 Arcade Bldg., St. Louis, P‘i):::[:la,rg}:,s e e @
Lee Coit Andreesen Hard- Me., St. Joseph, Mo. 505 Liberty Ave., Pitts b=
ware Co., burgh, Pa. g
Omaha, Nebr. :2
States of Montana, Colo- '_6

The New England States. rado, .New Mexnco ekl s g
Wyoming East of Rock All of Brooklyn and Long g

Sonora Phonograph Co. of Springs. fsland. ‘P/"
New England, Moore-Bird & Co ) g

! "

t202“1 I"sl:'::‘lsumbus Ave., Bos- 1720 Wazee St., Denver, Long Island Phonograph Co., =

’ . Colo. 17 Hanover Place, Brook- \G_

lyn, N. Y ‘%

)/q

Washington, California, . : ‘g
Oregon, Arizona, Western Utah, Western Wy:!)mmg, %

Idaho and East- : .

e e SR v o e
exception  of Brooklyn @

The Magnavox Co., ?:trevell-Paterson Hardware and Long Island. Qg_i
115 Jessie St., San Fran- 0:) Counties of Westchest Put- 5"',
cisco, Cal. Salt Lake City, Utah. Dam a:d Sutch?s:; :lsl ;';:xd:)n al@
River towns and cities on the Pﬁ

u;els_lt bhalnkdof lthe river, gouth )@

o of Highland; all territory south &=

mmtem Part of illinois and Essterre Iowa of Poughkeepsio. E
.. NS

Illinois Phonograph Corp., Greater City Phonograph Co., ;‘&

Southern Drug Company, 616 S. Michigan Ave., Chi- Inc., n
Houston, Texas. cago, IlL. 234 W. 39th St., New York >
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Puttmg Orlgmahty in Window Dlsplays

A Strong Sales Appeal Can Be Made Through Window Displays if
the Beaten Path Is Shunned and Something “Different” Is Tried

During the last year a number of talking ma-
chine dealers in various parts of the country
have attracted a great deal of attention to their
establishments, secured live prospects and
gained considerable free publicity through stag-
ing unusual stunts of various descriptions. In-
variably, where dealers have succeeded in get-
ting out of the beaten path in bringing their
lines to the attention of the public, the returns
have more than justified the time, money and
trouble involved. Many of these sales promo-
tion stunts have been described in the columns
of The World, thus broadcasting successful
plans which those merchants who are awake to
real opportunities could take advantage of.

Originality Is Necessary

The same old thing done in the same old
way, week after week, and month after month,
takes the freshness out of any business, par-
ticularly window displays. Along this line the
talking machine decaler has an unequaled oppor-
tunity of making his store known to everyvone
who passes his door. Simply displaying a few
machines in the window in the usual stereo-
typed manner will not attract the attention of
the public. I’ut something in the window which
is different than the usual run of talking ma-
chine window displays and the story is different.
The idea is to make people stop, look and then,
when they have passed by, remember.

It is much more advantageous to spend a few
dollars in making the window a thing of beauty
than to curtail expense in this direction and have
a display which is so similar to the average run
of such exhibits that no one pays any attention
to it. In fact, a regular appropriation should
be allotted for window publicity purposes each
vear when the advertising appropriation is made
out. This appropriation need not be large be-
cause, as the dealer accumulates window dis-
play materials, he will find that much of it can
be used time and time again for different dis-
plays to good advantage

Human Interest Appeals

Originality is the one vital thing needed in
window displays, especially in the talking ma-
chine business. A little touch of human inter-
est in the window is worth much to the dealer.
In New York a concern manufacturing a new
type of so prosaic a thing as a furnace has its
showroom. When the furnace, without any at-
tempt at placing it in the proper setting, was
placed in the window the display was conspicu-
ous for the number of people who passed by
without more than a perfunctory glance. One
dayv, however, the display was changed. The
furnace was placed in its proper sctting, a room
in the home. An artist must have been at work

on that window. Instead of merely placing the
furnace in a room the greatest nicety of detail
was observed in making that room a living and
breathing thing, even to lifelike figures of a
gray-haired woman comfortably seated in a
rocking chair knitting and a fatherly-looking
old man reading a newspaper. Now, from morn-
ing until night, people stop in front of this dis-
play, not merely for a moment, but many of
them remain for some time, studying the various
details. Of course, the furnace is displayed in
such a way that it cannot escape the attention
of onlookers.

This incident is not related because in itself

it can help the dealer, but simply to illustrate
the point that, no matter how unromantic a
product may be, there is always an opportunity
of making a window display which is bound to
arrest attention. And the talking machine is
far from prosaic. The merchant who desires to
do so has the opportunity of arranging displays
which should bring a steady stream of people
past his doors just for a look. This sounds like
a fantasy of the mind, but it has been done.
Here and there throughout the courtry there
are dealers who have created a distinct name
for themselves through tlie attractiveness of
their window displays.

GALLI-CURC! IN LAWRENC_E CONCERT

Gardner’s Temple of Music Enjoys Increased
Sale of Famous Victor Artist’s Records Fol-
lowing a Largely Attended Concert

LAWRENCE, Mass., July 2—Gardner’s Temple of
Music, Shawsheen Manor, this city, has enjoyed

Fred Gardner—Mme, Galli-Curci
an unprecedented demand for records by Amelita
Galli-Curci, famous Victor artist, who recently

appeared before a large audience in the Empire
Theatre, this city. .While here Galli-Curci vis-
ited Gardner’s, which is one of the finest and
most progressive music concerns in the city.
The illustration shows Mme. Galli-Curci and
Fred Gardner, proprietor of the music house
bearing his name, at Shawsheen Manor. Im-
mediately before and following the concert the
aggressive sales organization was kept busy
supplying the demand for Galli-Curci records.
Fortunately, every record made by this artist
was carried and as a result no trouble was ex-
perienced in supplying the demand.

Gardner's Temple of Music carries a large
stock of finc instruments. The talking machine
lines include the Victor and Brunswick and in
addition Ivers & Pond and Bjur Bros. pianos
are handled by a competent sales force.

LOPEZ BECOMES A MINER

Famous Okeh Artist Descends Into Mines at
Scranton—Orchestra’s Enthusiastic Reception

ScraNTON, PA, July 5—Vincent Lopez and His
Hotel Pennsylvania Orchestra, exclusive Okeh
artists, visited this city recently for the pur-
pose of playing at a mammoth dance. Upon its
arrival here the orchestra was met by a commit-
tee of city officials, a crowd of enthusiastic citi-
zens, a brass band and the Anthracite Miners’
Sextet. Mayor Durkan conducted the members
of the orchestra on a tour of the city, including
a call at the International Correspondence
Schools and the Von Storch coal mines.

Upon arriving at the Von Storch mines the
lLopez Orchestra was serenaded by the Miners’
Sextet and, after this part of the entertainment
was finished, Vincent Lopez and his men douned
miners’ costumes and descended into the mines.
Okeh dealers in Scranton were well prepared for
the appearance of the orchestra and newspaper
advertising and posters were used to advantage.

‘ A FEW JOBBING TERRITORIES STILL OPEN

WALL-KANE NEEDLES

CONCERT NEEDLES

JAZZ NEEDLES

Each needle guaranteed Steel needles in tones of The special extra loud

to '-pla_y ten records:

extra loud, loud, medium
and soft.

needle. The only one of
its kind in the world.

Profit-Producing Jobbing Proposition
'_ALL-KANE NEEDLE MFG. CO., 3922 14th Avenue, BROOKLYN, N. Y.
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STYLE XIX
Oak, Walnut or Mahogany

Height, 33 inches; width 36% inches; depth,
2114 inches; adjustable tone-arm for playing
all disc records; high-grade, silent, Starr-
made motor; twelve-inch turn-table; speed
control; automatic motor stop:; tone regula-
tor; nickel-plated hardware; one package steel
needles; filing system.

The Stvle XIX Starr 1s an instrument
vou'll be proud to have on your floor.

- Not only has it the features and refine-
ments now expected of the modern
phonograph, but it possesses beauty and
dignity throughout and is replete with
that quality of workmanship which has
made all products of Starr origin famous
for half a century.

Silver Grain Spruce, “the music wood
of centuries,” forms the path for the

“Singing Throat” of the Starr Phono-
graphs. All tones are produced with
exact fidelity to the original. That 1s
why we say ““The difference 1s in the
tone.”

You’'ll marvel at the tone of Style XIX
as well as its other features of obvious
merit. Let us send you further informa-
tion.

Established 1872

perfect tone reproduction through the

NEW YORK CHICAGO LOS ANGELES
CLEVELAND INDIANAPOLIS

THE STYLE XIX

STARR

PHONOGRAPH
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Silver-grain Spruce, “The Music Wood of Centuries,” Makes
the Difference in the Tone of the Starr Phonograph

The Starr Piano Company

Richmond, Indiana

BIRMINGHAM
BOSTON

DETROIT
LONDON, CANADA

CINCINNATI
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fore he sang “l Love Me.”

Someone must have slipped Eddie Cantor a nut sundae just be-
Of a certainty, you never heard .
nonsense song rendered with more infectious hilarity than Eddie
works into this hymn to him.

As an encore, he puts another swift one right over the plate with
“Ritzi Mitzi,” a snappy, peppy ditty of flappers and such. Record

COLUMBIA GRAPHOPHONE CO.

New York

Q

e o002

HOW LIVE DEALER DREW CROWDS WITH ARTISTS’ TIE-UP

Fine Example of How Dealers Can Capitalize on Appearance of Popular Record Artists—Crowds
Hear Vincent Lopez and His Hotel Pennsylvania Orchestra, Okeh Artists, in Schuler Music Store

Burraro, N, Y. July 6.—The Schuler Music
Store, of this city, Okeh dealer, was quick to
take advantage of the recent appearance in this
city of Vincent Lopez and His Hotel Pennsyl-

but the Schuler Music Store went a step fur-
ther and arranged for a concert in its establish-
ment. A capacity audience attended the concert
and, in fact, hundreds of dance enthusiasts were

MEYER MUSIC CO. MAKES DEBUT

KaLazazoo, MicH., July 2—The Meyer Music
Co., 316 West Main street, has opened for busi-
ness in its up-to-date quarters in the Henderson-
Ames building. A complete line of musical in-
struments, including Victrolas, ‘pianos, sheet
music, records and small goods will be handled.
Harris Meyer, the proprietor, is still a young

vania Orchestra, excJusive Okeh artists. This
enterprising dealer realized the fact that an ex-
ceptional opportunity was being presented for
effective and timely dealer tie-up, with the result
that Lopez Okeh records enjoyed a phenomenal
sale at the Schuler store.

When Lopez and His Orchestra arrived in
Buffalo to attend the opening of the new Hotel
Statler detailed plans were made for launching
an intensive publicity campaign. J. A. Sieber,
advertising manager of the General Phonograph
Corp., New York, manufacturer of Okeh rec-
ords, and J. F. Gillespie, business manager for
Vincent Lopez, spent several days in Buffalo
prior to the arrival of the orchestra and in their
publicity campaign received the hearty co-oper-
ation of the Iroquois Sales Corp.,, Okeh jobber
in this city. 7

Practically every Okeh dealer in Buffalo de-
voted his windows to featuring Lopez records,

Enthusiastic Crowds in Front of and Inside Schuler Music Store, Buffalo, N. Y., to Hear Vincent Lopez, Okeh Artist

unable to gain admission. Lopez played a num-
ber of selections which he has made famous on
Okeh records and received an ovation.

There is no doubt but that the Schuler Music
Store, in addition to stimulating the sale of
Okeh records, added materially to the prestige
of the Okeh line in this territory through its
initiative and aggressiveness. This dealer set
an example for other Okeh retailers to follow
wherever Lopez and His Orchestra appear and
Mr. Schuler has been congratulated upon the
aggressiveness that characterized his tie-up with
the Lopez appearance at the Hotel Statler.

TENNESSEE JEWELERS TO MEET

The annual meeting of the Tennessee Retail
Jewelers will be held in Memphis, Tenn,, some
time this Summer. Many of these jewelers han-
dle talking machines.

QUALITY

I

man, but is thoroughly acquainted with the
music business. In addition to being a com-
petent organist, he has had many years’ ex-
perience with his father’s business.

'Record Business

HE Whitsit organi-

zation is paying
close attention to the
dealers’ activities in
connection with the de-
velopment of Victor
record business. Our
facilities and experience

are at your disposal—

The superior quality of our COTTON FLOCKS for record manufacture is the result of con-
why not take advant-

tinual study of the manufacturer’s requirements—diligent adherence to the use of raw materials
which will produce the best flocks and scrupulous attention to every detail of their maqufacture.
Numerous record manufacturers are profiting hy the cleanliness and uniformity of our

product through reduction in spoilage of records.
ARE YOU ONE OF THESE MANUFACTURERS!?

CLAREMONT WASTE MFG. CO. Claremont, N. H.
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EARLE POLING CONGRATULATED

Popular Victor Retailer Wins Good Wishes
From His Many Friends in Trade—Now Sole
Owner of Windsor-Poling Co.—Has Interest-
ing Plans Under Way for Coming Season

AKroN, O., July 6.—The recent announcement in
The World to the effect that Earle Poling had
become sole owner of the Windsor-Poling Co.,

Earle Poling

of this city, Victor dealer, has brought Alr.
Poling letters of congratulations from his
friends throughout the country. All of these
letters have commented upon the fact that Mr.
Poling has won a well-deserved success; a suc-
cess based on initiative, progressiveness and
hard work.

According to Mr. Poling’s plans Akron music
lovers will be given an opportunity to hear many
Victor artists in this city during the coming
year. This plan of bringing Victor artists to
Akron was inaugurated by Mr. Poling scveral
years ago, and during his first year in business
he brought thirteen famous artists to this city,
including John McCormack, Schumann-Heink,
Sousa, Harry Lauder and others. Hc cngaged
the armory, the largest building for concert pur-
poscs in this city, and every artist playcd to
capacity audicnces

Because of his activities in the coucert field

Mr. Poling’s Red Seal busincss has practically -

equaled the sale of other records in the catalog,
an achievement that has been attaincd by very
few dealers in this country. Courtesy and scrv-
ice are two of the main factors contributing to
Mr. Poling’s success and, as sole owner of the
Wirndsor-Poling Co, he will be in a position to
carry out his plans and policies with maximum
efficiency and thoroughness.

PAUL L. BAERWALD SAILS FOR EUROPE

Paul L. Baerwald, Eastern sales manager of
the General Phonograph Corp.,, New York,
sailed on Wednesday, fune 27, on the steamer
“York” for a six weeks’ stay abroad. Mr. Baer-
wald plans to make this trip a combination
pleasure and business journey, although he is
taking the voyage primarily to visit his mother
in Germany. Mr. Baerwald has a host of friends
abroad who will, undoubtedly, give him a royal
reception during his stay in Europe.

McMILLAN MUSIC CO. TO OPEN

Mianr, OxraA.,, June 30.—The McMillan Music
Co. will open its new store in the City Book
Building in a fcw days and will handle a stock
of musical instruments. Fred Frevert will act
as manager.

" TALKING MACHINE MEN'S OUTING

Preliminary Plans Completed for Annual Out-
ing of Talking Machine Men, Inc., to Be Held
at Karatsonyi’s on Tuesday, August 14

Prcliminary plans have becn completed for
tlic annual outing of the Talking Machine Men,
Inc., which will be held on Tucsday, August 14,
at Karatsonyi's, the popular outing rcsort at
Glen Head, L.. I. This ycar the talking machine
men and their gucsts will travel to the picnic
grounds by boat, thc committee having char-
tered the stcamcr “Seagatc” for that purposc.
The party will lcave Picr A, North River, at
thc Battery at 9 a. m. sharp and will land at
Karatsonyi's shortly bcforc noon and in time
for a first-class luncheon.

The committee in charge of thc outing, in-
cluding Sol Lazarus, chairman, together with
Messrs. Goldfinger, Kurtz, Berlow, Brown,
Goldsmith, Abelowitz, Conn, Galuchie and
Davin, motored to Glen Head recently in order
to look over the situation and see to it that the
best of everything was ordered for those who
will attend the outing.

The tide table showed that the water will be
high in the afternoon of August 14, which will
make it ideal for a long list of water sports,
including swimming races and diving contests.
There will also be the usual baseball game and
various sports on the commodious grounds ad-
joining the hotel, after which there will be danc-
ing until such timc as the boat starts back for
New York. Naturally, an elaborate shore din-
ner with all triminings will be one of the fea-
tures.

Single members of the party are urged to
bring their best girls, for the committee prom-
ises a moonlight sail on the return trip and,
cven should the moon fail to show, the outing
committec insinuates a dark deck with the right
kind of girl is not so bad after all.

.

Showing Reproducer of Jewel Needle Equipment Turned
Up to Change Needle; Also Position When Not in Use

Showing Reproducer of Jewel Needle Equipment in
Position for Playing Edison Record With Fibre Needle.

U e A

For The New Edison

L A A G MR 2

NOT

=|
Just Another Equipment

BUT

a distinct improvement in

Tone Reproduction as well as
in Mechanical Construction

and Finish.

the “EDISON” with the LEVER.

Plays all types of records. Operates the same as

Send for descriptive circular
which contains *“HINTS RE-
GARDING THE CARE OF A

Needle CENTERS on all records.

Showing Reproducer of Jewel Needle Equipment in
Position for Playing Lateral Cut Records on Edison
Phonograph

Showing Back View of Jewel Needle Equipment in Posi-
tion for Playing Lateral Cut Records on Edison Phonograph

S g R

=

PHONOGRAPH.”

WRITE YOUR EDISON JOB-
BER. HE HAS IT.

Price the same. Liberal dis-

No adjustments necessary when changing from
lateral to vertical cut records. Stop prevents
swinging to the right.

Needle scratch almost entirely removed.

T back of R d it ¢ count to dealers.

urning back o eproducer permits of easy

access to needle socket and saves records from GUARANTEED IN EVERY
unnecessary scratching. WAY.

Is the ONLY equipment that plays vertical cut MONEY BACK IF NOT
records with a Fibre needle in lt{he p(xioper SATISFIED.

EDISON” position with the eproducer We handle highest grade

turned FACE DOWN to the record, giving it :
a floating action. Jewel Point Needles.

JEWEL PHONOPARTS COMPANY

Straight air-tight construction and absence of
movable joints insure perfect reproduction and
great volume.

Pivoted ball-joint insures perfect reproduction and
freedom of movement both vertically and hori-
zontally.

Weight is the lightest that can produce perfect
results, thus saving the record, and permitting a
ffgledom and sweetness of tone considered impos-
sible.

Indestructible NGM-Y-KA diaphragms do not
blast, crack, split or warp, and are the greatest
development in phonographic sound reproduction
In years.

160 W. Whiting St., Chicago

< —
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A Mowve That Doubles Our
Producing Capacity

Demand for‘“United” Phonograph Motorsso far exceeded the capacity
of our old plant on Lake Shore Drive that we were forced to look for
new and larger quarters. We now have exactly the plant we needed.

LY AT,

&’

S

capital, is one of the first accomplish-
ments of the new management of this
old-established concern.

We bought this fine modern factory
with its 60,000 square feet of floor space
and its eight acres of land—for future
extension in order that we might better

serve our customers.

The plant could not be more ideally
arranged or equipped. Light streams
in from all sides and thru the glass-
clad saw-tooth roof. The whole factory
is one solid floor of concrete on one
level. A switch track at our loading
platform brings in our raw materials
and takes out our finished products. A
truck platform performs the same serv-
ice for local and express receipts and
shipments.

Later,we will show inter:or photographs
of the various departments—how the
raw materials move, in an orderly man-
ner, thru the various manufacturing,
finishing, inspecting and testing and
packing processes.

This move, and our increased working

All this means at least a doubled pro-
ducing capacity — 1,500 motors a
day.

It means greater promptness in filling
orders and—if such a thing is possible
—a better product.

“United” Phonograph Motors, with
their protecting cast iron housings and
automatic capillary lubrication, are in
such world-wide demand among both
manufacturers and dealers that we look
forward to a not-distant time when even
this great plant will have to be extended
to keep pace with the demand.

You are invited to visit us in our new
home. It is near the Burnside Station
(95th Street) on the Illinois Central;
while the Cottage Grove Avenue elec-
tric cars stop at the door.

Send for our new book-—*The Heart of the Plonograph.”

UNITED MANUFACTURING AND DISTRIBUTING COMPANY
9507 COTTAGE GROVE AVENUE, CHICAGO, ILLINOIS
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Advertising for F oreien lrade at Ho_me

The Great Percentage of the Population in the Larger Cities May
Be Reached Through Publicity in Foreign Language Newspapers

Although talking machine record manufac-
turers have for many years featured strongly
records in foreign tongues for the use of the
domestic trade and have advertised those rec-
ords consistently and persistently in foreign
language newspapers, it still is evident that a
large number of talking machine retailers are

not vet inclined to take full advantage of the .

opportunity of tyving up the manufacturer’s cam-
paign to thcir own advertising in such news-
papers, and thereby reaching into what may be
considercd a comparatively new field.

The fact that in New York City, for instance,
as well as in a number of other cities of the
country, those of foreign birth or the children
of foreign-born parents make up the bulk of
the population is not to be ignored from the
standpoint of business, for it devclops a situa-
tion that makes it necessary for the merchant
who seeks to reach the majority of citizens to
take iuto consideration the problemn of the for-
£ign population and how it may be approached.

The Large Foreign-speaking Population

According to the census figures for 1920, New
York City had a total population of 5,839,738,
of which 4,294,629 were of foreign birth or the
children of foreign-born parents. This means
that close to three-quarters of the population of
the city might be said to represent the foreign
elernent, even though something over two mil-
lion were actually born in this country, but of
foreign parents.

It is only necessary to make a casual survey
of New York to realize the extent of the foreign
influence in many localities. The large Jewish
population, or at least the bulk of it, is con-
gregated in two or three centers, the lower East
Side. sections of the upper \West Side and in
the Bronx and northern part of Brooklyn. The
Italians also have well-defined colonies in the
lower sections of thc city, in Brooklyn and on
the upper East Side. The Russians, Hungar-
ians and Germans are also more or less clan-
nish, and although they do not congregate as
strongly in certain districts, they, nevertheless,
stick close to many of the Old World customs
and traditions.

No stronger evidence of the clannishness of
these forcign peoplcs is to be found than in the
fact that a number of newspapers published in
ioreign tongues have circulations that comparc
well with certain accepted American dailies
That these ncwspapers have such large circula
tions means that just so many people are not
reached by the newspapers printed in English,
and, therefore, cannot be appealed to by the
advertising published in such papers. It hap-
pens, too, that a great proportion of thesc
readers of foreign newspapers are thrifty, well
fixed financially and willing to buy musical in-
struments to be installed in well-furnished
homes.

Various talking machine dealers in the metro-
politan district have for many years used
various foreign language newspapers, but have
generally confined their publicity to one or two
dailies. in that class. In short, if a storc is
located in a strong Jewish section Jewish news-
papers would be used, if in an Italian, the
Italian newspapers, etc., or, perhaps, the mer-
chant being of a certain racc would feel in-
clined to appeal to others from his native
country through his own foreign language news-
papers.

What the Aeolian Co. Has Done

It apparently has devolved on the Aeolian
Co. to emphasize the manner in which the
foreign-speaking population and those who read
foreign newspapers can be reached in a gen-
cral campaign. For some time past the Aeolian
Co. has run display advertising featuring both

Vocalion records and pianos regularly in half a
score foreign language newspapers, including
the New Yorker Staats-Zeitung and the Necw
Yorker Herold (German), the Forward and
the Day (Jewish), the Il Progresso Italo-Amer-
icano, the Corriere D’America and the Bolle-
tino Della Sera (Italian), the Amerikai Magyar
Nepszava (Hungarian) and the Novoye Russ-
kove Slovo (Russian), and the results have
thoroughly justified the campaign which has
made its effects evident in the increased volume
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the circulation of any single American daily.
Three-quarters of a million represent over 124
per cent of the total population of the city,
including men, women and childrcn, and is a
factor to be reckoned with.
Can Be Done in Many Cities

The experience of the Aecolian Co. is cited in
this case to show what can be done in the
covering of the foreign field and what has bcen
done in New York can be donc in a number
of other cities of the country, such as Phila-
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Some Examples of Aeolian Co.’s Advertising in Foreign Language Newspapers in New York City

1. Russian—2. Jewish--3. Italian—4. Hungarian (Magyar)--5.

of business experienced by the company's
stores, particularly in the Brooklyn branches
and in thc PBronx. The copy used was not
drafted with the particular view of meeting the
foreign idea, but simply represented a transla-
tion of corresponding copy uscd simultaneously
in the regular American dailies.

It is maintained in general advertising prac-
tices that the larger the circulation the more likely
is the advertiscinent to bring results for the rea-
son that the more people to whom a sales talk
can be presented the larger number of sales
that must result, igured out purely on the basis
of percentage. The foreign language news-
papers, at least the representative ohes such
as those used by the Aeolian Co., have a daily
circulation in excess of three-quarters of a mil-
lion copies, the aggregate being larger than

German

delphia, Detroit, Cleveland, Chicago, etc.,, where
the foreign born, or children of foreign-born
parents, make up a substantial percentage of
the population.

The talking machine manufacturers long ago
realized the possibility of cultivating this for
eign trade at home, so to speak, with the result
that not only is special newspaper advertising
run in the leading foreign dailies, but special
window hangers and posters were prepared in
foreign tongues for the use of dealers in local-
ities where there are many foreigners.

The success of the retail talking machine
business lies in cultivating every field inten-
sively and in searching for and developing new
fields, and a direct appeal to the foreign-speak-
ing population has brought excellent results in
practically every case in which it was tried.
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A vi;zw of Brunswick Exhibit of Phonographs at Drake
Hotel, Chicago, during Music Dealers’ Convention.

Brunswick Creates Quick Profits
while building dealer prestige

In the kingdoms of Europe a dealer gains prestige by adding to his firm

The Leviathan name the words: “Purveyor to His Majcsty the King.”
and Brunswick Tl - Bie ) o .
s it P ool n these United States the dealer gains prcsngc. y repr.cscntmg a house
of the U. S. Shipping Board whose products have grown famous through high quality and constant

Fleet sailed July 4th, on her . e 5 J
gy s,{e Al advertising. Products that are in big demand.

Brunswick phonographs for

the entertainment of her The Brunswick line of Phonographs and Records is a prestige line. It
passengers. Two Brunswick . 5 2

phonographs were installed stands pre-eminently among the greatest. To be a Brunswick dealer
in the first-class section and : . . > .

one each in the second and establishes a merchant, or enhances his standing. For bruns.\vmk has
third-class quarters. built in a short term of years an enviable position in the music world.

But Brunswick is not only a prestige line. It is a high profit line. So
the dealer who handles Brunswick gains prestige and profits. Brunswick
phonographs pay generous returns. Brunswick records are so skillfully
merchandised that with a limited catalog and a small inventory the dealer
has a quick and frequent turnover. Profits are multiplied this way.

New England Distributors:

Kraft, Bates & Spencer, Inc. THE BRUNSWICK-BALKE-

80 Kingston Street, Boston, Mass. . CHICAGO NEW YORK

7 ¢
(4

PHONOGCGRAPHS AND RECORDS
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Another view of the Brunswick Exhibit of Phonographs at the
Drake Hotel, Chicago, during the Music Dealers’ Convention.

What The Brunswick Franchise Means
besides prestige and profit

The Brunswick line is not only the premier line of prestige and profit.
It also insures to Brunswick dealers the preservation and protection of
their rights and privileges.

When you handle Brunswick Phonographs and Records you deal with
the manufacturer direct or with those distributors governed by the manu-
facturer’s policy—not with middlemen whose conflicting interests may
work to your disadvantage.

Brunswick Phonographs and Records are distributed through Brunswick
branch houses. So dealers are assured at all times fair treatment, square
dealings, equal privileges.

This is one of the many reasons why Brunswick dealer franchises are in
ever-increasing demand.

Brunswick selects its dealers carefully.

Therefore, the sign “Brunswick’ on a dealer’s store is a sign of musical
prestige.

COLLENDER CO. Manufacturers— Established 1845

CINCINNATI TORONTO

Canadian Distributors:
Musical Merchandise Sales Co.
79 Wellington St., West, Toronto, On:.

PHONOGCRAPHS AND RECORDS
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A prominent young evangelist, John Ross Reed, sings two of his
most successful hymns, “] Come To Thee” and “The Lost

Sheep, " in Record A-3899.

Reed is reputed to have appeared before more persons than any
other singer in this country, and his magnificent baritone voice is
heard with great effect in these two numbers.

COLUMBIA GRAPHOPHONE CO.

New York

S. KAMINSHINE BECOMES SECRETARY

Of Wall-Kane Needle Mfg. Co.—Capacity of
Needle Display Stand Is Increased—President
Cohen on an Extended Business Trip

The \Wall-Kane Necdle Mfg. Co. Brooklyn,

. Y, has announced that S. Kaminshine has
een appointed secretary of the company. In
addition to his duties as an executive of the
organization he will continue to have full charge
of the sales. Ar. Kaminshine recently com-
pleted a successful trip through Middle \West

S. Kaminshine

territory. He found business good and every-
one optimistic over the Fall outlook.

The 1Vall-Kane Needle Mfeg. Co. recently
questioned its customers relative to the advisa-
bility of increasing the capacity of the Wall-
Kane needle display stand from sixty boxes to
one hundred boxes of needles. In practically
every instance the opinion was strongly favor-
able and, therefore, it is announced that in the
near future new stands will be produced con-
taining one hundred boxes each.

N. Cohen, president of the company, reports
that the factory is very busy filling orders, with
a fair apportionment of the demand between
the Wall-Kane line of ten-time needle and the
concert and jazz one-time. The trade has re-
sponded well to the announcement of price in-

rease on the Wall-Kane line, effective Septem-
ber 1, and many jobbers have anticipated their

Fall requirements and are taking advantage of
the present prices.

Mr. Cohen, accompanied by Mrs. Cohen, left
on July 1 for an extended trip, which will com-
bine both business and pleasure. All the prin-
cipal cities throughout the United States will be
visited, witli a side trip to the Hawaiian Islands
when San Francisco is reached. Mr. Cohen ex-
pects to be gone for nearly three months.

PLAN TO CELEBRATE ANNIVERSARY

F. C. Kent Co., Manufacturer of Talking Ma-
chine Equipment, to Celebrate Tenth Anni-
versary—Plant Working to Capacity

The F. C. Kent Co., 67 Grace street, Irving-
ton, N J, will shortly celebrate its tenth anni-
versary as manufacturer of talking machine at-
tachiments and equipment. Originally the Kent
organization manufactured, exclusively, attach-
ments for the Edison machine. The company
still produces large quantitics of such attach
ments and counts that portion of its product as
its most important item. In recent years, how-
ever, this concern has manufactured tone arms
and sound boxes of standard size and dimension
and specially designed products on order. This
department of the Kent Co. is now running at
full capacity and in certain scasons the plant
find~ it necessary to run overtinie

F. C. Kent is the head of the company that
bears his name. Prior to entering the talking
machine industry he had many yecars’ experi:
ence, particularly in the field pertaining to in-
tricate mechanisms and fine jewelry. \W. S, File
secretary of the company, devotes most of his
time to the sales and advertising end of the busi-
ness. He is a statistical expert of some note
and has had more than a little experience in
sales efficiency methods.

F. C. Kent, in speaking of the present trade
trend, said: “\Vhile it is true our business in
attachments is quite considerable we find the
other departments of our business constantly in
need of enlargement. This is especially true of
our brass tone arm, which is manufactured and
shaped under hydraulic pressure. A consider-
able amount of our present output is being
shipped to manufacturers of the console type of
machine. The growth of this type of product
is quite large and, seemingly, it is the model
that will be in demand for the next few vears.”

Phonograph Parts and Supplies
MOTORS, TONEARMS, SOUNDBOXES, SPRINGS AND NEEDLES OUR SPECIALTY

Lowest Prices and Best Qualities Always Available for Delivery Anywhere

1000-1002 Pine Street

Send for Bargain List of Repair Parts and Motors

THE VAL’S ACCESSORY HOUSE

St. Louis, Mo.

POSSIBILITIES OF FREE PUBLICITY

Contributing to Music Section of Local News-
paper Opens Way to Increased Prestige

One enterprising dealer in a fairly large city
developed quite a reputation as an authority on
artists and things musical by contributing regu-
larly to the musical section of his local news-
paper. He made it a point to write brief stories
of interesting incidents in the lives of the lead-
ing record artists, and he also prepared quite a
number of small contributions on various diffi-
culties encountered in making records. The re-
sult has been that he and his business have
become widely known in his city, and many
people have come to him to purchase instru-
ments and records, as well as to ask advice,
who never would have done so otherwise. This
is a splendid opportunity for gaining prestige
and free publicity.

MAKE OKEH RECORDS IN CHICAGO

Ralph S. Peer, of the Okeh executive staff
of the General Phonograph Corp., New York.
returned recently from a trip to Chicago, where
he met Fred \W. Hager, director of the Okeh
recording laboratory, and Charles Hibbard,
technical chief of the Qkeh library. While in
Chicaco the threce Okeh executives co-operated
with E. A. Fearn, president of the Consolidated
Talking Machine Co., of this city, Okeh jobber,
in making a number of special recordings for
the Okeh library.

Victor
Wholesalers

The House
of
Me}lor
Pittsburgh

since

1831
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"The New Pathé Producls

The New Pathé Records

play on all phonographs with steel needles.
The only nationally known trade-mark
record on the market at a popular price.
Catalog complete with the latest dance
and vocal hits of the day. Also classical
and operatic records by world famous art-
1sts, all double-faced at the same price.

The New Pathé Phonograph
Line
Beautiful new designs 1n Upright and
Console Models with the new Pathé oval
horn. Also the new Pathé Portable

Model, compact but complete including
record file.

The Pathé A ctuelle Phonograph
The Pathé Actuelle Phonograph 1s new,

novel and different from any other phono-
graph 1n the world.

The Pathé Radio Loud Speaker

The radio world acclaims a new marvel.
The Pathé Radio Loud Speaker marks a
new epoch in radio reception; reproduces
with any desired volume, speech that 1s
natural and clear and, without distortion,
music that 1s pleasing.

The Pathé Skyscraper
Record Rack

enables dealers properly to display their
records. Constructed of steel; beautifully
oxidized and polished. Bult in sections
(like a sectional bookcase) ; you add new
units as you need them. Comes knocked-
down but 1s very easily assembled. More
substantial and better in every respect than
anything on the market—and cheaper.

Fathé the World Ouver

On every continent on the face of the glabe,
In the remotest corners of the earth, the Pathé
Red Rooster is known. It is the most famous
trade-mark in the world today. For thirty
long years, Pathé’s world-wide organization
has been manufacturing acoustical products.

- That 1s why

—the new Pathé records that play on all
phonographs with steel needles are the

equal of any records in the world, irre-
spective of selling price.

—the new Pathé line of phonographs 1s
handsome in design and supreme in tone.

—the Pathé Actuelle is different from any
otber, phonograph in the world—a new
principle 1n the art of sound reproduction.

—the Pathé Radio Loud Speaker is recog-
nized by leading radio engineers and the

public at large as the best Loud Speaker
on the market.

—thousands of dealers from coast to coast
are today handling the new Pathé prod-
ucts and hosts of new dealers are con-
tinually being added to the list.

This is the Meaning of Pathé the

World Over

Fill out the coupon, sign and mail it to us to-day.

20 Grand Avenue, Brooklyn, N. Y.

—
: PATHE PHONOGRAPH & RADIO CORP.
I
|

Mail descriptive matter, prices and discounts on items

checked.

O Pathé Records That Play on All Phonographs with
Steel Needles.

O Pathé New Phonograph Designs.
O Pathé Actuelle Phonographs

0 Pathé Radio Loud Speaker.

O Pathé Skyscraper Record Rack.
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and saxophone.

Specht and His Orchestra.

Now you have “Morning Will Come” and “Don’t Cry Swanee” —
Record A-3910—one of the finest fox-trot releases ever offered
the American public.

Take a dash of Grieg. Add a generous measure of brass, banjo
Mix all with the masterly musicianship of Paul
Pour into a record.

Simply gorgeous.

COLUMBIA GRAPHOPHONE CO.

New York

POINTS TO QUALITY AS SALES AID

Herbert D. Berkley, Manager of Bloomingdale’s
Phonograph Department, Describes Results of
Featuring Right Merchandise and Methods

An interesting article on “Quality in Mer-
chandise and in Merchandising” by Herbert D.
Berkley, manager of the talking machine de-
partment of Bloomingdale’s, New York City, re-
cently appeared in the “Sonora Bell,” the live
house organ of the Sonora Phonograph Co. The
article, based on facts covering many years of
experience, showing the trend in demand, pre-
sents some thoughts on the talking machine

Herbert D. Berkley
business which are worth the attention of the
entire trade and, therefore, it is reproduced:
“Customers judge the firmy through impres-

sions made upon them by salesmen. True, we
know that. But how many salesmen think of it
when selling?

“One of our steadfast rules is to employ only
specialists to sell phonographs, men who know
the business thoroughly, so that we can be rep-
resented intelligently. We have found, as no
doubt others also have, that the salesman whose
knowledge consists of just enough to ‘get by’
resorts repeatedly to misstatements. Misstate-
ments are harmful all around. Men of this cali-

ber are too expensive to experiment with. Don’t
do it!

“\We have whipped a live-wire organization
into being, given them the right kind of mer-
chandise to sell, a broad and liberal policy to
back them up and generous publicity, newspa-
per and otherwise. To us it has spelled results
—satisfactory and profitable.

“But we have come to realize that our suc-
cess depends, aside from the splendid organiza-
tion, on quality merchandise for a foundation.
‘Quality first’ has been, is and always will be
our slogan. To that, more than any one thing,
we can attribute an ever-increasing volume of
business; a self-advertised business!

“Merchandising phonographs in a department
store 1s a little different from the retail phono-
graph shop. Yet the same basic principles ap-
ply. The difference is in turnover, upstairs lo-
cation, periodical window displays and other ele-
ments which are of themselves handicaps to the
very nature of the business. Yet department
stores are a very important outlet as distribu-
tors of phonographs.

“The phonograph is being purchased by dis-
criminating buyers. They are buying with as
much an idea for style, design and interior deco-
rative effect as for phonograph purposes. This
accounts for the remarkable business being done
in period console models, in which we have
shared to no small degree.

“But tone and constructional care in cabinet
work are being carefully scrutinized. Real hon-
est-to-goodness merchandise is having first call.
It is the call of quality!”

STATHOPOULO INCORPORATED

A new musical instrument concern called the
House of Stathopoulo has just been incorporated
in New York City with a capitalization of
$10,000. The following are the proprietors: M.
A. Stathopoulo, A. G. Malamas and F. Lynch.
Acting as attorneys are Kramer, Bourke & Gal-
gano, 130 West Forty-second street.

TWO NEW MUSIC STORES OPEN

Coxcorp, N. H., July 5—Two new music stores
have just been opened in Newport and Lebanon,
according to announcement by the proprietor,
William H. Avery, of Concord.

DELIVERY BAGS

|| 210 Franklin Street ’

OKJ\, Records
STRAND and OUTING PHONOGRAPHS

Brilliantone, True Tone, Tonofone and Gilt-Edge NEEDLES
AND ACCESSORIES

Complete Stocks and Prompt Service

IROQUOIS SALES CORPORATION

Wholesale Distributors

BUFFALO, N. Y.

NEW QUARTERS IN CLEARFIELD, PA.

E. E. Smith Holds Formal Opening of Elabo-
rate New Home in That City—Handles
Complete Line of Victor and Brunswick In-
struments—Many Attend Celebration

CLEARFIELD, Pa., July 5—E. E. Smith, who en-
tered the piano and talking machine business
in this city in 1914, recently found it necessary
to procure more space to handle his growing
business and, as a result, held the formal open-
ing in an elaborate new business home in this
city last month. A reception was held at the
new warerooms in the evening, for which Ben-
nie Krueger’'s Orchestra furnished the music,
and later about 150 guests attended a dance at
the Dimeling Hotel, where the same orchestra
held forth during the entire evening and into
the next morning.

It was estimated that over 5,000 people visited
the store on the opening date and elaborate
decorations were prepared for their benefit.
Each visitor was presented with a flower as a
souvenir of the event.

The new building erected by Mr. Smith com-
prises two stories and basement, fifty feet by
fifty feet. All the floors are of hardwood and
the interior color scheme is buff, ivory and ma-
hogany. A special system of indirect lighting
has been installed and ninety-four feet of show
window space has been provided. In addition
to E. E. Smith, proprietor of the business, the
organization includes Miss Helen Cole, man-
ager of the record department; Miss Bernice
McDowell, furniture department; Miss Mada
McDowell, office manager, and Flynn Smith,
salesman.

Mr. Smith carries a complete line of Victor
talking machines and Brunswick Phonographs
and records, in addition to an extensive line of
well-known pianos and player-pianos which are
featured. Among the trade representatives from
out of town who attended the opening were
H. A. Mills, of the Weaver Piano Co., Inc.,
York, Pa.; Edward A. Ferguson, of the Stand-
ard Talking Machine Co., Pittsburgh, and Jack
Endress and Walter Badger, of the Brunswick-
Balke-Collender Co.

NEW RECORD DELIVERY BAGS

The New York Album & Card Co., New York
City and Chicago, manufacturer of the well-
known ‘““Nyacco” line of talking machine
albums, has just introduced to the trade a new
line of heavy craft paper record delivery bags
of the string and button type. Aax Willinger,
president of the company, stated that it was
planned to have the dealers’ imprints appear on
the side with the button and string, as it is
believed that this side of the envelope is far
more often seen than the so-called front. Sam-
ples that have been shown are reported to have
created a number of initial orders. The album
end of the business is reported going well, with
a marked change in the demand towards quality
albums. '
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BENNY DAVIS SIGNS WITH EMERSON

Popular Songwriter and Singer to Record Own
Numbers for Emerson Records

Benny Davis, the well-known songwriter and
popular singer, has been signed by the Emerson
Phonograph Co., Inc, to sing exclusively for
Emerson records. Mr. Davis will sing his own
numbers and other popular selections. The
trade will particularly remember him as the
writer of “Margie,” “Dearest,” “Say It While
Dancing,” “Stella,” “Make Believe” and other
successes.

In exploiting this new artist the Emerson Co.
will issue a lithographed hanger for display pur-
poses which will carry the monthly releases of
his songs. The company has greatly extended
its dealer service, particularly in the way of
available advertising material, and is also in-
cluding for trade distribution a monthly window
strip featuring the selections of Irving and Jack
Kaufman.

ATTACKING PROSPECTS’ WEAK POINTS

Salesman Should Analyze Customers and Plan
Sales Talks Along Most Effective Lines

During a discussion of the factors which con-
tributed to the success of one of the business
leaders of this country, one gentleman who had
Lknown the successful man for many years de-
clared: “He alwavs studies the people with
whom he comes in contact and tries to find
wherein they are weakest. He then attacks
their weak points and never gives up until he
gets what he is after.”

There is some food for thought in this brief
statement for members of the talking machine
trade to ponder upon. The dealer and his sales-
men arc in business to make sales. Analysis
of each customer should indicate along what
lines the sales talk should be made. In other
words, the weak point of the customer should
be discovered if possible, and the salesman who
is handling the prospective purchaser should
hammer away along the lines where the cus-
tomer is in a position to offer least resistance.
Of course, tact and courtesy must be used and
great care must be exercised so that the cus-
tomer is not antagonized.

RECORD DEMAND TO CONTINUE

A. J. Baum, of the Independent Recording Lab-
oratories, Analyzes Trend of Demand

A. J. Baum, of the Independent Recording
Laboratories, who is at present doing the re-
cording for various record manufacturers, states
that indications show there is to be no drop in
the demand during the Summer season. The
tendency of record manufacturers is to lengthen
their record lists this Summer. While it is true
that some of the additions appeal to dance en-
thusiasts there is also, apparently, an increase in
the demand for good popular songs. Vocal selec-
tions are returning to prominence and this indi-
cates further additional sales for the retailer,
inasmuch as sales of dance records are holding
their own.

Arthur Bergh, musical director of the Inde-
pendent Recording Laboratories, looks with
much favor on this aroused interest in vocal
renditions. It undoubtedly marks a return to
works of the better sort. Mr. Bergh also stated
that the care and attention now given to pres-
ent-day orchestrations demonstrate that the pur-
chasers of instrumental numbers are becoming
more discriminating.

PATHE AT MERCHANDISE FAIR

The Pathé Phono. & Radio Corp., Brooklyn,
N. Y., will exhibit at the forthcoming National
Merchandise Exhibition. This well-advertised
affair will be held at the Grand Central Pal-
ace, from July 23 to Aug. 3. The Pathé Co.
has secured an attractive location at Booth 556,
where the entire line will be well displayed.

YONKERS CO. OPENS THIRD BRANCH

Opening of Third Store in Yonkers, N. Y., by
the Yonkers Talking Machine Co. Made Gala
Event—Many Hear Musical Program

. Yonkers, N. Y. July 6—The Yonkers Talking
Machine Co., one of the most rapidly growing
music concerns in this city, recently opened its
third branch at 457 South Broadway here. The
formal opening of this new Victor establish-
ment was made a gala occasion and the many
music lovers wlro visited the store on that day
were entertained by Brooke Johns and His Or-
chestra, Victor artists. The Victor Talking Ma-
chine Co. presented the management with a
large floral piece and also congratulations.

A number of well-known members of the in-
dustry were present, including Otto May and
Paul Carlson, of Chas. H. Ditson & Co.,, New
York Victor distributors, and Mr. Martin, Vic-
tor jobber, with headquarters in Brooklyn, N, Y.

The dealer who operates a repair departmment
is in a position to render service to patrons.

is absolutely guaranteed

oA Fact!

In downtown Detroit,
the following mer-
chants are among our
many customers:

Cable Piano Co.

' Crowley-Milner & Co.
! Cunningham Drug Co.
Detroit Music Co. |
Max Strassberg Co.
People’s Outfitting Co. |

'WALES FURNITURE CO. ADDS EDISON

New Building Under Construction for Florida
Firm—Plans Fine Phonograph Department
for the Edison Line in New Structure

Lake Watks, FLA, July 3—The Wales Furni-
ture Co. here has rccently taken on the Edison
line, having succeeded the Lake Wales Pharmacy.
The deal was closed by Phonographs, Inc., Edison
jobber, Atlanta, Ga.

H E. Draper, proprietor of the Wales Furni-
ture Co., has under construction at the present
time a handsome new brick building facing two
streets and will have some of the finest show
windows in central Florida, as well as some of
the best sound-proof booths in that part of the
State. The Wales Furniture Co. will pay spe-
cial attention to the Edison department.

Charles Durso, well-known taltking machine
dealer, of Sowmerville, N. J., recently added the
Brunswick line of machines and records to his
stock. Mr. Durso is planning a vigorous®drive

on his new acquisition.

Plays two 10-inch,
or one 12-inch

record at single

winding.

HINK of the sales you will clinch by
telling your customers that the Spen-
cerian is guaranteed thruout! Even the
motor spring is guaranteed for one year.

For example, every part of the Spen-
cerian motor is required to be perfect
within less than 5 of an inch —less
than half the diameter of a human hair!

Westphono backs you 100%. “Every
claim handled promptly and satisfac-
torily,” says one merchant. Isn't this a
tribute to our co-operation!

LIST ‘PRICE (East of ‘Rocky Mountains) $30

Westphono Inc.

Only the use of quality materials plus
precision in manufacture make this
sweeping money-back pledge possible.

46 W.Fourth St. |
St. Paul, Minn. |
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charm.

The sweetly sad melody of the “Adagio-from ‘Moonlight Sonata’ "
(Beethoven) never was presented with greater understanding than
by Duci de Kerekjarto’s sympathetic violin in Record 80802.

Legend_has it that this"number was Beethoven's farewell to a
noble maid who spurned his love.
dramatic melancholy which Kerekjarto brings out with irresistible

COLUMBIA GRAPHOPHONE CO.

QL

Certainly, it is tinged with

New York

MILLER PIANO CO. OPENS NEW HOME

Formal Opening of Coatesville, Pa, Branch
Attracts Many Music Lovers—Large Stock
on Display in Attractive Quarters

CoATesVILLE, Pa., July 3 —Elaborately furnished
and decorated, completely equipped and con-
veniently arranged, the new store of the Miller
Piano Co. was formally opened here late in
June with great crowds filling the place both
afternoon and evening.

Having just completed a sale of old stock in
connection with the removal to a new room, the
store was opened with a full line of pianos,
talking machines and small musical instruments.
One thotsand Victor dogs were given away as
souvenirs of the occasion, and even then the
supply was not sufficient to meet all requests.

Webbies Orchestra furnished music and there
were also musical numbers by Bennie Henton,
of Conway's band; Mr. Knecht, of Sousa’s band,
and Mr. Liberetta, of Creatore’'s band. These
gentlemen represented C. G. Conn, Ltd., manu-
facturer of band instruments, and presented a
program of band instrument music, while Mr.
Knecht, who is also a pianist of note, played
a number of piano selections. There were pres-
ent also representatives of the Victor Co,,
Thomas A. Edison Co., Cheney Sales Co,,
Weaver Piano Co. and other manufacturers.

The store presents a pleasing appearance from
the street, with its two big display windows at-
tractively arranged. At the front of the store
are the cabinets containing records for talking
machines and a cabinet for display of small
musical instruments. Back of this, and divided
by an elaborate partition, are seven sound-proof
rooms for demonstration of talking machines

ITALITAN

Popular Music

Recorded in Italy
by the best

known{talian Singers

MONTHLY RELEASES
WRITE FOR CATALOG
Out-of-Town Agents Wanted
Distributed by

ITALIAN BOOK CO.

145 Mulberry St. New York, N. Y.

and player-pianos. The display of pianos occu-
pies a large part of the floor space, while in
the rear is the office of the firm.

Mr. Miller expressed great pleasure because
of the splendid crowds which participated in his
opening, and this morning stated that within
a few months he will extend the building to the
rear in order to provide even more space than
is now used. With the opening of the new store
the Miller Piano Co. has added the Victor line
of machines and records.

B. E. BENSINGER “LEVIATHAN” GUEST

President of Brunswick Co. Makes Trial Trip
on Famous Steamer—Four Brunswick Phono-
graphs in “Leviathan” Equipment

B. E. Bensinger, president of the Brunswick-
Balke-Collender Co., Chicago, was one of the
guests on the trial trip of the “Leviathan,” the
United States Shipping Board’s world-famous
steamer. Mr. Bensinger's presence on board
was made doubly enjoyable by the knowledge
that this “Queen of the Sea” includes in its
equipment four Deluxe model Brunswick phono
graphs. Mr. Bensinger’s attendance on this trip
was caused by the fact that the Brunswick-
Balke-Collender Co. has for many years been
an active figure in export shipping circles, al-
though it so happens that Mr. Bensinger is a
personal friend of Chairman Lasker, of the Unit-
ed States Shipping Board.

OKEH RECORD FEATURES NOVELTY

“E. Z.' Flute Used for Recording Purposes—
Inventor Attains Excellent Results

The General Phonograph Corp., with its usual
aggressiveness, has just issued a record by Sam
Cook, the whistling minstrel, featuring on one
side “Dearest” and on the other side “Crying
for You.” Mr. Cook’s method of rcproduction
is a new “musical instrument” known as the
"E. Z.” flute, which is nothing more or less than
the old-fashioned tin whistle dressed up and
modernized. With a little practice an amateur
can produce real tunes on the “E. Z.” flute, but
Sam Cook, its inventor, produces results that
are exceptionally fine. His Okeh record is meet-
ing with success and may be the forerunner of
wide popularity for the “E. Z.” flute.

DOING NICE MAIL ORDER BUSINESS

Lirtie Rock, Ark., July 5—The Hollenberg
Music Co., 415 Main street, this city, has suc-
ceeded in building up an excellent mail order
business in records through the medium of a
special coupon order slip and record list which
is senl out to patrons and prospects. The rec-
ords desired by the customer are noted in space
provided for that purpose on the coupon, which
is then mailed in to the store. Prompt filling
of orders and efficient service have helped mate-
rially in making this plan a success.

POSTERS HELP CLOSE SALES

New Sonora Posters Designed to Help Dealers
Sell Instruments—Show Distinctive Features
of Product—Exceptionally Good Publicity

An important series of posters has just been
prepared by the Sonora Phonograph Co.’s ad-
vertising department for the purpose of provid-
ing dealers with material which will give the
story of the Sonora phonograph’s interior con-
struction and exclusive sound-reproducing fea-

Sonordl

eomier of the
Acn o v himoor nxr‘ ot
o, aze, shovanne the e

char.a'_sunéu = It plays the.best record better

One of Several Striking Sonora Posters
tures. PBesides forming excéptionally fine win-
dow and wall display material these posters
have been designed to help the dealer sell So-
nora instruments. It is suggested that the deal-
crs frame these posters as permanent sales helps
in order that they may be used to close sales
and give prospective purchasers an adeguate
idea of the many distinctive features of the
Sonora instruments.

CULP BROS. IN NEW HOME

Fort SmritH, ARk, July 5—Culp Bros. Piano
Co., one of the largest music houses in this city,
has just moved into new quarters at 703 Garri-
son avenue. The new home has been thorough-
ly remodeled and ample provision has been
made for the display of the large line of pianos,
talking machines and musical instruments which
the concern handles. This is now one of the
finest music houses in the city.

Repair Parts, Main Springs, Motors

Single-spring Motors ............ $ 2.50
Double-spring Motors ............ 3.25
Liberty Motors .... ............. 6.00
Three-spring Motor .............. 12.50
Four-spring Motor ............... 15.00

Tone Arm and Sound Box, per set,
$1.35 and up

WRITE FOR CATALOG

PLEASING SOUND PHONO. CO.

204 E. 113th St. New York, N. Y.
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Zze Jewellone
Reproducer»«Tone Arm

Jewel Tone Arm No. 3

Base made reversible to avoid
Glued Joints in Motor Board

Jewel Tone Arm No. 4

Note handsome Bell-Shaped
Base without Flange showing

Original and Exclusive Features
Plays Edison and Pathe Records in actual Edison position and with a fibre needle.
Made in 815", 915”, 1015”. When thrown back on tone arm in Edison position, the re-

producer lies flat, so dome cannot touch it when closed.

Finished in nickel or gold plate.

Reproducer in position to play Shows reproducer thrown back Equipped with or without
Edison Records with Saffo on tone arm in Edison position. Mute, Mica or NOM-Y-KA
point or fibre needle. Dome cannot touch it. Diaphragm.

P
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l 150-160 Whiting Street CHICAGO, ILLINOIS, U. S. A.
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TRADE'S MUSIC WEEK COMMITTEE TENDERED A BANQUET

Officials of Talking Machine Men, Inc., Entertain Committee in Charge of Music Week Publicity
for the Trade in Appreciation of Their Successful Accomplishments

The committee in charge of the activities of
the local phonograph interests during the re-
cent music week celebration, when full-page
advertisements were run in several New York
dailies and special advertising material was sup-
plied to retailers with a view to having them
hook up directly with the celebration, were
the guests on Thursday evening, June 28, of
President Irwin Kurtz and the executive com-
mittee of the Talking Machine Men, Inc., at
an elaborate though informal dinner at the
Hotel Pennsylvania. There were about thirty
present and the affair was one of the most
successful in talking machine trade annals.
Good fellowship reigned supreme and every-
body had a thoroughly good time.

During the course of the evening Abram
Davega, chairman of the Music Week commit-
tee of the talking machine industry, addressed

the gathering and summarized the work of the
committee and the results accruing therefrom
He was followed by Lloyd Spencer, treasurer
of the committee, who made public a list of
those who had contributed to the publicity fund,
and gave an accounting of the expenditures.
Otto Heinemann, president of the General
Phonograph Corp., who had direct charge of
the publicity campaign, was out of town and
therefore could not be numbered among the
guests.

President Kurtz, incidentally, announceéd that
in view of the growing number of Okeh record
dealers in the Metropolitan district, a special
Okeh division of the Talking Machine Men,
Inc, had been created for which a vice-president
would be elected at a later date.

A generous amount of entertainmnent was fur-
nished by representatives of the various music

121 West Avenue
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THE PHONOMOTOR CO.

~ The PHONOMOTOR

Trade Mark Reg. U. S. Patent Office
WM. F. HITCHCOCK, Proprietor

The Perfect Electric Phonograph Motor

Is again in the hands of the INVENTOR for exploitation.

Phonograph Manufacturers and Dealers are invited to communi-
cate with us for samples and quantity

Satisfaction guaranteed in every unit.

This motor has a splendid reputation of eight years’ multiple service,
the only electric equipment remaining in the field since its start, and
there are thousands of them running perfectly and with correct

Sample will be sent C. O. D. for $25.00.

perfectly satisfied. Give size of motor board desired, for sample only.

Our PHONOSTORP is also the perfect automatic-stop for electric and
No phonograph complete without it.

Agents for installation of Phonomotors and Phonostops in old
phonographs wanted in every city.

Write us immediately

ROCHESTER, N. Y.
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Money refunded if not

publishing houses and the talking machine men

-joined heartily in tite singing=of “Yes, We Have

No Bananas” and the other classics of the day,
thus showing their appreciation of the better
class of music.

The affair was so successful that it was some-
what of a task to recall all the details thereof.
It might be well to cite the fact thay if Mr.
Volstead or William Jennings Bryan had been
present they would have been awfully sore and
discouraged.

Owing to the absence of a satisfactory out-
door course, a number of the guests confined
themselves to that form of golf known as
“African” to the satisfaction of some of the
participants and the distress of others.

C. A. RICHARDS IS HONORED

Sonora Export Manager Honored by French
Government—Sails on Long European Trip

C. A. Richards, manager of the export de-
pariment of the Sonora Phonograph Co., re-
turned recently from a four months’ trip in

C. A. Richards
the interest of Sonora product to Mexico, Cuba

and South America. On his return to New
York he found a letter from the French Con-
sul General, informing him that the President
of the French Republic had conferred upon him
the cross of “Chevalier de la Legion d’'Hon-
neur,” in recognition of the services rendered
by Mr. Richards to the French cause during
the late war. Mr. Richards, accompanied by his
wife, left on July 1 for a trip to Scandinavia,
England, France and Italy.

MOVE EDISON DEPARTMENT

BmMineHAM, ALA., July 3.—The Edison depart-
ment of Loveman, Joseph & Loeb, this city,
has recently been moved from the fourth to the
first floor of tlie building and, while they antici-
pate extending the department in the near future
and taking more floor space, they have hand-
some display rooms and booths on the first floor
of their mammoth building. Mr. Holstein, local
manager, states that they will make still fur-
ther improvements in the very near future.

POSTCARDS PROVE SALES BUILDER

Interest in records has been stimulated to a
considerable degree by the use of postcards by
the talking machine department of Blooming-
dale’s, large New York department store. The
cards contain lists of the latest record releases
and are headed by the following message: “Just
telephone us. We'll send these special Victor
records.” The entire mailing list is circularized
in this manner and the results have manifested
themselves in many orders over the telephone.

WEST CO. LEASES NEW BUILDING

Jouier, IrL., July 5.—The \West Music Co. has
just obtained a ninety-nine-year lease on the
Alpine Building in Van Buren street, but will
not occupy these quarters until the expiration
of a three-year lease on its present location.
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By the Writers of

Three Melody Hits —

A Fox Trot Ballad
WhyShould [Cry Over You"

ONE

“You can't go wrong -With any ‘FEIST ' song

y § ///7,
Paul Whltemans =

The Irresistible Fox Trot Hit \
AnotherCarlhy -Tierney Masterpiece \

T
sefiis

Recent Slzrzne Convention Rewlted in Increased I)emand fo;
Records—Louis & Co. Remodeling Oumter s—Activities of Month

WasHINGgToN, D. C,, July 7.—The recent Shrine
convention here, with the resulting influx of visi-
tors, was responsible for a greatly stimulated de-
mand for records. In addition to the two Shrine
marches—“Nobles of the Mystic Shrine,” by
Sousa, and “Saracen Guard,” by White—the hit,
“Yes, We Have No Bananas,” was just begin-
ning its big run, and both local and out-of-town
sales were excellent. Ansell, Bishop & Turner,
Victor dealers, 1221 F street, N. W, reported a
big mail business, records being sent to nearly
every State in the Union. The Van Wickle Piano
Co., 1222 F street, also enjoyed a good record
business, shipments being made to nearly forty
of the forty-eight States.

At Cohen & Hughes, Victor distributors, it
was impossible to supply enough of certain rec-
ords to meet all demands during the height of
the run, but Leslie Lore, manager of the Wash-
ington office, states that the demand is slacken-
ing off somewhat now and he has been able
to catch up with orders. Portable models of
phonographs, it was explained, are going very
well, although Mr. Lore has observed more ac-
tivity throughout the territory around Wash-
ington than in the city itself.

Console models still lead in sales in this city,
those with the new divided top being especially
popular. Cohen & Hughes report much interest
on the part of dealers in the release of the new
art machine to be put out by Victor Co. and it
is predicted that these will be in much demand.

Louis & Co., Victor and Brunswick dealers,
located at Seventh and G streets, N. W., are
busy remodeling their building. Up to a short
time ago the talking machine department occu-
pied the ground floor, while the second and
third floors were taken up with toys and nov-
elties, but recently the entire toy and novelty
stock was sold to one of the big department
stores in the city and the whole building will be
given over to talking machines and records.
Extensive changes are contemplated which will
make this establishment one of the biggest talk-
ing machine stores in Washington.

Diplomatic representatives of the Latin-Amer-
ican countries on their way to the Los Angeles
exposition were entertained on their trip across
the country by a Brunswick model 212 and a
library of records which were placed in their
observation car by the store of Lansburgh &
Bro., 420-430 Seventh street, N. W.

The Mt. Pleasant Music Shop, 3310 Four-
teenth street, N. W. has inaugurated a can-
vassing campaign which is stimulating sales
during the hot- weather period. It is taking the
store to the customer so to speak.

Console models are not so much in demand
as they were three or four months ago, accord-

ing to R. H. Stuart, manager of the talking
machine department at Gibson's, 917 G street,
N. W. “Console sales are noticeably less at
our store,” he said. “During the Winter we
sold many console models, but they are slowly
giving way to the upright models now. The rea-
son for this, as I see it, is that the average
small house these days simply hasn’t room
enough for a large console and people are get-
ting the upright models because they fit in
better.”

CHANDLER IN NEW BUILDING

Santa Awa, Car, July 3—B. J. Chandler, en-
gaged in the musical instrument business here,
plans to move into his new building on its com-
pletion in about two weeks. The structure is
two stor 1(-', in hexght and w111 cost about $50,000.

BRUNSWICK DEALER EXPANDS

Hurley-Tobin Co., Trenton, Opens New Annex
—Phonograph Department Has Increased Space

TrenTON, N. J., July 5.—The Hurley-Tobin Co,
of this city, Brunswick dealer, held a formal
opening recently of its new annex on Hanover
street’ and during the week of the opening
Craft’'s Orchestra, a local musical organization,
gave a series of concerts. The new annex ac-
commodates the phonograph department, which
has been given added space and equipment. The
Hurley-Tobin store comprises about 43,000
square feet of floor space, which makes the es-
tablishment one of the largest merchandising
houses in Trenton. Numerous telegrams and
floral pieces were received at the opening, in-
cluding a congratulatory offering from the
Brunswick Co. The Hurley-Tobin Co. now op-
erates seven large retail establishments in Tren-
ton, Camden, Atlantic City and Bridgeton, N. J.;
Wilmington, Del.; Hazleton and Wilkes-Barre,
Pa., in which talking machines are featured.

Every social organization is a good prospect
for a talking machine and records.

— e

ZIMMERMAN -BITTER

CON STRVCTION®" COMPANY

Presents a New Imtallatwn

168 Main St.,

Record Racks
Hearing Rooms
Service Counters

The Eclipse Talking Machine Co.
Paterson, N. J.

This is ene of the 5 floors installed for
the above cancern in their new building at

Patersen, N. J.
ation is considered throughout the trade
as the most complete and modern equip-
ment in the entire state of New Jersey.

Display Cases
Musical Imstrument
Cases, Etc.

Prices on request

ZIMMERMAN-BITTER
CONSTRUCTION COMPANY
325-27 East 94th Street, New York

The install-

Phone Lenox 2960
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The AEOLIA N —
VOCALION

a

High Quality at a Low Price

HIS high-grade

phonograph at
a popular price
will prove a sensa-
tion in the music
instrument field this
season.

]

The fact that it is an
Aeolian-Vocalion is a
guarantee of its musical
perfection and the high
standard set by the Aeo-
lian Company for superior
cabinets means that at last
the demand has been met
for a quality phonograph
at a popular price.
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This model i1s equipped
with the Graduola, which
is to the phonograph what
the artist’s touch 1s to
other instruments.

Queen Anne Period Model

Specifications: Height, 3413”; Depth. 217"
Length, 3414”. Graduela—Velour Turntable—
Nickel Hardware. Walnut Finish.

I'he AEOLIAN COMPANY
| AEOLIAN HALL NEW YORK
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VOCALION

RED RECORDS

Selvin’s Orchestra

another popular attraction
which records exclusively for

OCALION

RED RECORDS

Probably no group of musicians has set more fect a’dancing than the Selvin
Orchestra.

Many thousands are enjoying, listening and dancing to the remarkable Sel-
vin Vocalion Red Records which falthfu]]y reproduce all the harmony and
sway which have made Selvin’s Orchestra thc most popular on Broadway.

Have you these great records?

14583—A Kiss In The Dark—Intro. “Weaving My Dreams"—Waltz.
—Broken-Hearted Melody—Walta.
14545—Don’t Think You'll Be Missed—Fox Trot.
—Seven or Eleven—Fox Trot.
14544—Down Among the Sleepy Hills of Tennessee—Fox Trot.
—Don't Be Too Sure—Fox Trot.
14563—O0Ild Time Waltzes—Part 7—Intro. Sunshine of Paradise Alley—She
May Have Seen Better Days—Take Me Out to the Ball Game—
Maggie Murphy's Home.
—Part 8—Intro. Daisy Bell—Bird in a Gilded Cage—DMolly, O—DMy
Sweetheart’s the Man in the Moon.
14532—Bambalina—Fox Trot.
—Argentine—Fox Trot.

The AEOLIAN COMPANY

AEOLIAN HALL NEW YORK

Ia)

Distributors
of Vocalion Red Records

MUSICAL PRODUCTS DISTR. CO.,
37 E. 18th St., New York City.

WOODSIDE VOCALION CO.,
154 High St., Portland, Me.

A. C. ERISMAN CO,,
174 Tremont St., Boston, Mass.

GIBSON-SNOW CO,,
306 W. Willow St., Syracuse, N. Y.

LINCOLN BUSINESS BUREAU,
1011 Race St., Philadelphia, Pa.

SONORA DISTR. CO.,
505 Liberty Ave., Pittsburgh, Pa.

VOCALION RECORD CO. OF MD.,
305 N. Howard St., Baltimore, Md.

0. J. DEMOLL & CO.,
12th and G Sts., N. W. Washington,
D. C.

LIND & MARKS CO.,
530 Bates St., Detroit, Mich.

VOCALION CO. OF CHICAGO,
Distributors of Vocalions and
Vocalion Records,
529 S. Wabash Ave., Chicago, Il

VOCALION CO. OF OHIO,
328 W. Superior St., Cleveland, O.

LOUISVILLE MUSIC CO.,
570 S. 4th St., Louisville, Ky.

HESSIG-ELLIS DRUG CO.,
Memphis, Tenn.

GUEST PIANO CO.,
Burlington, Ia.

D. H. HOLMES CO,,
New Orleans, La.

STONE PIANO CO.,
Fargo, N. D.

STONE PIANO CO.,
826 Nicollet Ave., Minneapolis,
Minn.

STREVELL-PATERSON HARD-
WARE CO.,
Salt Lake City, Utah

MOORE-BIRD CO.,
1751 California St., Denver, Colo.

MUNSON-RAYNER CORP.,
643 S. Olive St., Los Angeles, Cal.

THE MAGNAVOX CO,,
115 Jessie St., San Francisco, Cal.
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Energy of Dealers Resulting in
Good Summer Business—>Many Mer-
chants Add New Lines—The Neuws

TET 4

ToLEpo, O., July 6.—Talking machine merchants
are obtaining a good Summer volume of trade.
It is being secured, however, through hard, con-
sistent plugging. Moreover, dealers have added
many lines of merchandise the past month, and
this, with the fact that salaries to workers in
local industries have been increased, augurs well
for future business.

The Toledo Talking Machine Co., Victor job-
ber, has enjoyed a 20 per cent increase in busi-
ness during the six months just passed over
the same period last year, Chas. H. \WWomeldorff
reports. It is said also that the Victor dealers
are well pleased with the special record releases,

for they bring customers to the store more fre-
quently.

Warren L. Kellogg, of the traveling force, is
vacationing at Chippewa Lake, Mich. A. S. Ley-
bourn, office manager, and his family are now
occupying the Leybourn cottage at Toledo
Beach. C. H. Womeldorff recently made a busi-
ness motor trip to Michigan points. Later he
and his family will vacation at one of the north-
ern Michigan resorts.

E. A. Ericsson, New York, president, and J. J.
Ryvan, vice-president of the Toledo Talking Ma-
chine Co., were recent visitors to the local
warerooms.

At the Lion Store Music Rooms, where Vic-
trolas, Brunswicks and Cheneys hold forth, trade
is ahead of last year for the first six months,
A. J. Pete reports. Record and portable buying
by cottagers and young people seldom has been
better. Fully 75 per cent of all records go to
boys and girls and are of the dance type.

At the LaSalle & Koch Co. Music Shop trade
for the half year just closed shows a large
gain, Forrest O. Edwards, manager, states.

LIVE

A big volume of tone sufficient to fill
a very large space can be had from any
phonogiaph by using Bristol’s Audio-
phone Reproducer outfit. This utilizes
the same Loud Speaker which is so suc-
cessfully used in connection with radio
receiving.

It not only gives a big tone, but is a
real reproducer and brings out the natu-
ral qualities of the original performance.
The tone is smooth and beautiful—en-
tirely without blurring and mechanical
noises.

A hand control 1s provided which
makes it possible to regulate the volume

TRADE MARK

AUDIOPHONE

REG. V. 5. PAT. OFFICE

THE BRISTOL COMPANY

WATERBURY, CONN.

to accommodate the size of space and
effect desired.

Just visualize the satisfaction of having
such an equipment to use this summer,
for concerts, entertainments and espe-
cially dance music on the porches of
clubhouses—homes—yachts—hotels—etc.
They can listen to the celebrated artists,
can dance to music by the most famous
orchestras. And, it is always ready—
no waiting or disappointment. Impromptu
occasions arranged without trouble.
Take advantage of this summer-time
sales opportunity. Write for further in-
formation. We would at least like to
give you a demonstration.

The Master, a popular-priced table top console
phonograph, has been added to the Cheney and
Victor lines and will be used to obtain sales
volume. The Jewel record is another addition.
Dance records are selling in the ratio of five
to one to others.

At Grinnell Bros. portable Victrolas in com-
bination with records have been responsible for
a good Summer business to date. Larger in-
struments are also in fair demand. Miss Thelma
Woodward has joined the record sales force
and Miss Elois Fletcher is a new member of
the sheet music staff.

W. A. Grubbs has been appointed manager
of the talking machine department of the Cable
Company. He formerly occupied a similar posi-
tion with the house. The Brunswick line is
now handled here in addition to the Victrola
and Columbia. The record department has also
been enlarged recently.

The Goosman Piano Co. reports sales above
the corresponding six months of last year.
President Fred Goosman states that outside
sales work is producing a good share of trade
today. In one week recently a number of sales
of Columbia, Aeolian and Granby machines were
sold almost entirely through outside work.

Frank Fleightner, Cherry street Columbia
dealer, has upon his floors the new Columbia
models. They are receiving an enthusiastic re-
ception from customers, he says.

J. Pietrykowski, who conducts Columbia mu-
sic shops on Junction avenue and on Lagrange
street, both in the heart of the two local Polish
sections, is doing a brisk business among these
people.

Frazelle Piano Co., Sonora and Vocalion re-
tailer, is enjoying a Summer patronage of pleas-
ing volume. A booklet entitled, “The Sunny
Saunterings of a Sonora,” illustrated with scenes
on shipboard, in Constantinople, in the movies
and in distant lands, presents a concrete story
of a trip with a portable which is proving an
effective bit of direct advertising.

The Whitney-Blaine-Wildermuth Co., in spite.
of the extremely hot weather of the past ten
days, is maintaining a fair volume of Summer
sales, especially portables and records.

At the Kneisel Record Shop the Wolverine
portable is meeting with the approval of a large
number of vacationists, Miss Angeline Hanken-
hoff states.

At the J. W. Greene Co., one of the important
elements which has been responsible for the
fine showing this year is the team work of de-
partment workers. Before records or other mer-
chandise is purchased all employes are asked
to inspect the article and give an estimate of
the number of items they can dispose of. This
estimate is used as a buying schedule, as well
as a check on the clerk. Moreover, the per-
petual inventory card system recently installed
is a direct aid to record sales. A bargain base-
ment is being opened as a feature of the new
store. New merchandise added includes the

" Carola and Spencerian portables.

Kenneth E. Frederick is spending his vaca-
tion enjoying a lake trip which will include
Niagara Falls.

A. A. Fischer was bereaved through the loss
of his son recently.

On July 1 E. A, Kopf, for several years man-
ager of the talking machine department, as-
sumed charge of the music roll section also.
These added duties, with the completion of the
enlarged departments, will make his post one
of the most important in the house. M\iss Char-
lotte Hapgood, formerly in the roll department,
has joined the record force and Miss Sadie Opp
is now a member of the roll department.

Carl Rule, of Grinnell Bros., is enjoying a
two weeks’ fishing trip at Thornapple Lake,
Mich.

Wm. Gaston, formerly Victor traveler, now
sales manager of Grinnell Bros.” retail stores;
Geo. Deacon, of the Cleveland Talking Machine
Co,, and H. E. Kane, of the Chicago Talking
Machine Co., were recent business visitors.

Out-of-town dealers visiting this market
lately included \Wm Hubble, Monroe, Mich.;
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MOTORS
TONE ARMS
REPRODUCERS

Grey Iron

DIRECT FACTORY PRICE—JUST MENTION THE QUANTITY

CASTINGS( TURNTABLES
MOTOR FRAMES
TONE ARMS

and Brass for HORNS and THROATS

Direct Quantity Importations On {PHONOGRAPH NEEDLES

D. R. DOCTOROW

Stylus Bars
Screw Machine Parts
Talking Machine Hardware

JEWEL and STEEL (Bulk or Packed)
GENUINE RUBY BENGAL MICA

Vanderbilt Ave. Bldg.
51 East ¢2nd Street, New York
Tel. Vanderbilt 5462
Murray Hill oo

J. Bauch, Oak Harbor, O.; Miss Charlotte
Sawkins, Alma, Mich.; W. Wagonlander, Syl-
vania, O.; Fred. Meier, Monroe, Mich.; E. M.
Pratt, Delta, O.; H. E. Deck, Bryan, O, and
Frank Davidson, Columbus, O.

Harold Goldy, Columbia representative, will
take with him to the Columbia branch gathering
in Cleveland the first part of July a number of
dealers, among them Frank Fleightner, Jos.
Pietrykowski, A. E. Rae, Toledo, and R. S
Budd, Lansing, Mich.

J. L. Coller, Tecumseh, Mich., general music
dealer, is moving his business to a larger build-
ing close to the center of the town. The
Victrola department will be one of the finest in
that section of the State, it is reported.

REFLEXO PRODUCTS IN GOOD DEMAND

Louis J. Unger, President, Concludes Satis-
factory Trip—Joseph M. Miller Added to
Reflexo Corp.’s Organization

Louis J. Unger, president and general man-
ager of the Reflexo Products Corp., New York
City, recently completed a six weeks’ trip cov-
ering New Orleans, Texas, Kansas City, St.
Louis and other important trade centers. Mr.
Unger found business conditions good, which
were attested to by the substantial amount of
new business he received. The new Gilt Edge
stands, which include the dance-tone needle,
proved very popular wherever shown through-
out the trip.

The sales staff of the Reflexo organization
has been augmented by the addition of Joseph
M. Miller, who will cover the metropolitan
trade in the interests of Reflexo and Gilt Edge
needles. Mr. Miller is an experienced talking
machine man, having been connected with the
retail end of the business for a number of years
in the New York warerooms of Sol Lazarus.

SMITH BROS. OPEN NEW STORE

WairTier, Car., July 3.—The Smith Bros.
Music Co. held its formal opening recently at
114 East Philadelphia street. A fifteen-piece
orchestra and the William Axworty Trio fur-
nished special music for the ocecasion. Frank
W. and H. Clinton Smith constitute the com-
pany and they have been engaged in business
for the past twenty years in Redlands. The new
establishment is in the form of an L-shaped

room, with an interior finish of gray. The con-"~

cern will handle a complete line of standard
musical instruments and a group of sound-proof
demonstrating rooms has been installed in the
rear of the store. Large crowds attended the
store’s formal opening.

LANG BROS. IN NEW STORE

Souts Bexp, Inp., July 5.—The new quarters
of Lang Bros.”music store at 439 South Michigan
street have been recently opened for business.
This is now one of the most attractive stores in
the city and has many new and up-to-date fea-
tures. Record racks, sound-proof record rooms
and display space for showing pianos and play-
ers are accommodated on the ground floor. 1In
the basement are the showrooms for displaying
the various phonograph models. Lang Bros.
were formerly located at 114 East Wayne street.
Brunswick phonographs are handled.

WOOD BROS. IN FINE NEW HOME

Prominent Pittsfield, Mass., Concern Opens
Spacious Quarters

PirtsFieLp, Mass., July 7.—Wood Bros., promi-
nent musical instruinent concern, have just
moved from 114 North street, this city, into
their handsome new establishment at 421 North
street, which is considered one of the finest
stores devoted to the sale of musical instruments
in this part of the State. The new home really
comprises two buildings, the one facing North
street being three stories in height and the rear
structure one story high. The latter building
will house the workshop and will also be used
for storage purposes. The front contains spa-
cious display rooms. The concern also operates
a store in North Adams, Mass. In addition to
a complete line of pianos, Victor talking ma-
chines and records and musical nierchandise are
handled. John E. Murphy is manager of the
local store.

TO MOVE TO NEW QUARTERS

PryMoutH, Mass., June 30.—W. N. Snow, who
handles phonographs as well as housefurnish-
ings in his Main street store, will move into
new quarters early in the Fall.

EMERSON RECORDS NOW FIETY CENTS

Important Price Reduction Announced by Emer-
son Phonograph Co.—Quality Standard Will
Be Maintained—To Be Marketed Exclusively
Through Talking Machine Dealers

The Emerson Phonograph Co., New York,
manufacturer of the well-known Emerson rec-
ord, which is now being merchandised by dealers
throughout the country, recently annpunced a
reduction in the list price of its records from
75 cents to 50 cents. This change will affect the
company's complete catalog, comprising popular
and standard selections.

In making this announcement to the trade,
B. Abrams, president of the company, empha-
sized the fact that the Emerson record will be
marketed exclusively by talking machine dealers
and a few of the most prominent department
stores. The company is making this move in
order that its records may be presented to the
trade as a standard quality product backed by
a responsible manufacturing organization.

Mr. Abrams placed special stress on his com-
pany’s plans for the future production of Emer-
son records, stating that the quality of the rec-
ords will be maintained and the reduction in
price will in no way affect the company’s manu-
facturing standards. Among the many retail
establishiments whicl are now carrying Emerson
50-cent records are the following: Landay
Bros., with its many stores; Saul Birns, Inc,
nine stores; Gimbel Bros., Frederick Loeser &
Co., Abraham & Straus and others.

BRUNSWICK IN INDUSTRIAL PARADE

Among the many participants in the great
Industrial Parade, Saturday, June 23, in connec-
tion with the Silver Jubileec of New York City
was the Brunswick-Balke-Collender Co., which
displayed on an attractively arranged float some
very artistic samples of the various products
which it manufactures.

and Plano Hinge.

Record Case for 12
Records.

II Plays all records.

Tone Deflector in
Back.

Non-Spill
Needle
Pat. Cup
Appld. for
LIST PRICES
With Standard Tone Arm as

shewn in illustration abeve.

Plays all Records ............. $35.00
With Autematic Equipment, as

shown on the right. ,.......... $37.50

Usual Piscount Allowed fo
Responsible Dealers

7o Lo co

1000 George St. CHICAGO

ORO-TONE PORTO-TYPE

Protective Hardware

The No. 16 Oro-Tone Automatic Arm, shown ahove, piays all
records and AUTOMATICALLY adjusts weight, centers the needle
and gives the correct angle when playins either lateral or verti-
cal cut records. The list price of the Porto-Trpe equipped with
the Automatic Concert Arm is $37.50.

Here is a portable phonograph, com-
plete in every detail, that dealers the
country over are finding easy to sell.
Read the reasons why you also will
find it profitable to sell this remark-
able Oro-Tone Porto-Type.

1st—A consistent high standard of work-
manship is your guarantee that you are
selling an item of real merit. 2nd—The
tone quality compares well with larger-
sized machines. 3rd-——Every part, includ-
ing the records, is contalned within the
case, so that when closed. the compact
case s easily carried without danger of
breaking either parts or records. 4th—The
motor {s mounted in a rigid cast-iron
frame and is constructed to play two rec-
ords with one winding. 5th—Oro-Tone
standard tone arm and equipment is used
on all Porto-Types except where the auto-
matic equipment is desired. 6th—The rec-
ord-filing compartment holds one dozen
ten-inch records. Tth—Dimensions:
Length, 1614 inches; width, 11% inches;
height, 7 inches; weight, 20 lbs.

Patent
Appld. for

Automatic Tone Arm

Do not fail to mention style of
arm wanted when ordering.
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Rothschild & Company, Chicago, Ill. An cxceptionally attractive department.

If All Music Customers Were Blind

You could sell musical merchandise 1n a
junk shop successfully—the sense of sight
would not influence your customer.

But—the eye does exert an important influence—stop and ponder over your aver-
age sale of a phonograph.

A beautiful phonograph in restful home surroundings—and the entertainment
of the world’s best music which it affords—is your appeal.

Can you get that appeal across in a store which makes no pretense of the “rest-
fulness and comfort” which you picture?

Does the significance of “attractiveness” in the product suggest the desirability
of similar attractiveness in your store where that product is displayed?

There is only one way to make your store effective—use “Unico Service” which
successful, cheerful and attractive stores have used for a decade.

Specialized facilities, pqtented sectional construction and expert service combine
to make the “Unico System” the only successful and economical method for equipping
your store. Over 3,600 users in the United States and in 13 foreign countries prove
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