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Victrola

REG. U.S. PAT. OFF.

The word “Victrola” as well as the picture “His
Master’s Voice” is an exclusive trademark of the
Victor Talking Machine Company. Being registered
trademarks they cannot lawfully be applied to other
than Victor products.

““HIS MASTER'S VOICE"

REG. U.S. PAT. OFF

\hctor Talking Machine Company, Camde

Entered as second-class matter May 2, 1905, at the post office at New York, N. Y., under the act of Conaress of Mare
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Model 242
$225

Phonograph
and Radio
All in One

Announcing a NEW Sonoradio Model
SonoraPhonographand Three Tube Neutrodyne

The New Sonoradio Model 242 is now
ready for immediate delivery to dealers.
This model consists of a three tube neu-
trodyne radio set together with a standard
Sonora Phonograph of high quality. The
radio set has one stage of reflex, thereby
:qualing four-tube capacity.

The radio set is built especially for use

with dry cell tubes—UV 199 or C 299. A

pecial tray is provided for batteries in an
enclosed compartment within the cabinet.

In addition there are two record albums
provided.

The Sonora Phonograph equipment is
on one side of the cabinet and the receiv-
ing set on the other. Sounds from both
phonograph and radio pass through the
same tone passage.

Here, indeed. is an exceptionally meri-
torious article of merchandise that can be
sold in quantity this Fall. Write for de-
tails of the Sonora franchise and selling
plans.

Sonora Phonograph Co., Inc., 279 Broadway, New York City
Makers of Sonora Phonographs, Sonora Radio Speakers. Reproducers and Sonoradios
Canadian and Export Distributor: C. A. Richards, Inc., 279 Broadway, New York
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K. R. Moses Now Crosley
Sales Promotion Manager

New Department Created by Mr. Crosley to
Take Care of Problems of Distributors and
Dealers—Long Connected With the Trade

Powel Crosley, Jr., president of the Crosley
Radio Corp., Cincinnati, O., announced recently
the appointment of K. R. Moses as sales pro-
motion manager of the company. This new de-
partment was created by Mr. Crosley to take
care of the rapid cxpansion of the company’s
business, and especially with regard to the prob-
lems of the distributors and dealers.

Sales promotion is not new to Mr. Moses,
as he was identified with the talking machine

K. R. Moses at His Desk
industry for tcn years, and is well known to
hundreds of distributors and dealers through-

out the country. For six years he was sales
manager of the Amberola phonograph division
of Thomas A. Edison, Inc., and prior to join-
ing the Crosley organization was associated for
four years with Shultz Bros.,, Omaha, Neb., ex-
clusive Edison jobbers. The sales problems of
the radio dealer and jobber are almost parallel
to those experienced by phonograph dealers in
the early days of that industry, and Mr. Moses,
with his previous experience and knowledge, is
ideally qualified to co-operate with Crosley deal-
ers in the development of business-stimulating
methods.

Promotions in Federal

Tel. Mig. Corp. Staff

Louis Gruen Aﬁpointed Assistant Vice-Presi-
dent—Other Important Posts Covered

B. G. Hubbell, president of the Federal Tele-
phone Mfg Corp., Times Building, New York,
manufacturer of Federal products, announced
this week that Louis Gruen had been appointed
assistant vice-president of the company, in
charge of the New York office. Mr. Gruen, who
has been associatcd with the New York offices
of the company for the past year, has achieved
considerable success in the introduction of the
company’s radio products to the talking machine
trade. He is well known in the phonograph
industry, having been identified with the trade
for many years.

E. Steinhilbcr, who has been a member of the
Federal organization in New York for a number
of years, has been appointed metropolitan man-
ager of the radio parts division, and John Gra-
ham, who is well known to talking machine
dealers in New York territory, is now metro-
politan manager of the radio phonograph divi-
sion of the company.

Standard T. M. Co. Buys
Out the C. C. Mellor Co.

Prominent Pittsburgh Victor Jobber Now Owns
Building, Stock, Etc., of Wholesale Division
of the C. C. Mellor Co., Pittsburgh

PitrsrurgH, PA., Septembcr 6.—It was an-
nounced this wcek that the Standard Talking
Machine Co., 305 Pennsylvania avenue, this

'city, well-known Victor jobber, had purchased

the wholesale Victor business, building, stock
and good will of the C. C. Mellor Co, also a
Victor jobber in Pittsburgh. The local trade is
keenly interested in this announcement, and the
Standard Talking Machine Co. has been con-
gratulated upon this expansion. Joseph C.
Raush, president, and Wallace Russell, man-
ager of the company, are planning to give Vic-
tor dealers in this territory every possible form
of co-operation and service in the development
of their activities. The Standard Talking
Machine Co. is one of the foremost Victor job-
bers in the country and the building that it
occupies at 305 Pennsylvania avenue is consid-
ered a model Victor wholesale establishment.

T. T. Evans, formerly manager of the Victor
wholesalc division of the C. C. Mellor Co., has
been appointed sales manager of the Standard
Talking Machine Co., and brings with him from
his former organization George C. Baish, Wal-
ter J. Fritz and Anthony L. Herrle. This sales
force will be combined with the present Stand-
ard sales organization, including C. E. Willis,
record department manager; E. A. Ferguson,
H. R. Riddle and H. A. Davies.

Sherman, Clay & Co.
Now Radio Distributors

Big San Francisco Wholesale and Retail Music
House Adds Representative Line of Radio

San Francisco, CAL., September 6.—One of the
most important happenings on the Coast this
past month was the announcement made by
Sherman, Clay & Co., that, starting on Septem-
ber 1, they would handle radio apparatus, both
as wholésalers and retailers. This announce-
ment, which was made the latter part of last
month, was much discussed by the trade, and
the fact that the company would act as jobbers
met with approval, as the consensus of opinion
seems to indicate that the company will prob-
ably confine itself to music trade channels, with
the exception of certain classes of radio stores,
and the knowledge which the Sherman, Clay
house has of the problems of the retail music
merchant will enable the company to give co-
operation, most complete and understanding.

The lines to be carried by the company in-
clude the Radio Corp. of America’s complete
line of radiolas and super-heterodynes, Crosley
sets and a special line made by Gilfillan Bros.,
to be installed in Victrolas. Eveready dry bat-
teries, Philadelphia batteries and chargers,
Music Master loud speakers and Worthington
loud speakers will also be carried. :

1. W. Sturdevant has been appointed man-
ager of Sherman, Clay & Co.'s radio depart-
ment, and Henry Wolfe is to have charge of
‘he service department, which will be one of
the most complete on the Pacific Coast.

Brunswick Sales Conference

Harry A. Beach, Eastern sales manager of
the phonograph division of the Brunswick-
Balke-Collender Co., has advised Brunswick
dealers in the metropolitan territory that the
conference of Brunswick retail salesmen origi-
nally scheduled for the latter part of this
month will take place on October 13 and 14.

- Price T wenty-five Cents

Gross-Brennan, Inc., Makes
Its Debut in the Trade

Both Members of Firm Well and Favorably
Known—Will Act as Manufacturers’ Repre-
sentatives With Headquarters in New York

The many fricnds in the trade of Benjamin
Gross and Herbert A. Brennan, both of whom
are well known in the radio and phonograph
industries, will be gratified to learn that they
have formed the firm of Gross-Brennan, Inc.,
with headquarters in the Canadian Pacific Build-
ing, 342 Madison avcnue, New York. The com-
pany has been organized for the exclusive pur-
pose of representing radio and talking machine
manufacturers in the East, and the location of

/ /A

rd

Benjamin Gross Herbert A. Brennan
its headquarters is ideal for this purpose, as the
Canadian Pacific Building is one of the most
popular and most accessible office buildings in
New York.

Benjamin Gross has for several years been
one of the most active figures in the radio trade,
having organized the Radio Stores Corp. and
officiated as its president and general manager
since February, 1922. He was formerly in the
electrical contracting business and has a host of
friends throughout the electrical and radio
trades. Mr. Gross is the eighth vice-president of
the National Radio Trade Association, in charge
of merchandising, and recently organized the
New York Jobbers’ Association. In addition he
is chairman of the jobbers’ section of the Radio
Trade Association, and his thorough familiarity
with every phase of radio merchandising well
fits him for his new activities.

Herbert A. Brennan is well known to talking
machine and radio jobbers from coast to coast,
as he has traveled extensively in recent years
in his various sales executive connections, For
the past two years Mr. Brennan was sales man-
ager for the Cutting & Washington Radio Corp.
and established jobbing connections for this
company in every part of the country. He was
associated with the Victor Talking Machine
Co. for four years as metropolitan representa-
tive and he is generally recognized as a most
capable and successful sales executive. Mr.
Brennan is a director in the National Trade
Association and is active in the work of this
organization,

Gross-Brennan, Inc, has already made ar-
rangements to handle several important lines of
radio products and full details regarding these
lines will be announced in a few weeks. The
members of the firm expect to devote their
entire time to co-operating with the trade along
practical lines, and they are open for any sug-
gestions from jobbers and dealers that will
malke this co-operation effective.

The Knight-Campbell Music Co., Der
Col.,, prominent music merchant and Victo
wholcsaler, has sccured a license for the
tion of a Class A radio broadcastin
opcrating on 226 meters with a pow
watts.. The call lettcrs assigncd to t
arc KFDL.

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



THE TALKING MACHINE WORLD

SepTeMBER 15, 1924

The Store Concert as a Sales Stimulator

Gotham Dealer Finds Concert a Real Sales Producer and Now He

Plans a Series of Them—Opportunity Is Open

The talking machine dealer who conducts his
business as does the grocery merchant or the
hardware dealer, or any person who deals in
merchandise which has but a utilitarian value,
is overlooking the biggest factor which makes
ior the success of a music store. The talking
machine dealer has an advantage denied mer-
chants in most lines. The first step in merchan-
dising any article is usually creating a desire
for it. With the talking machine dealer this
step is unnecessary, for every person has an in-
herent desire for music and the sole task left
him is to show the instruments lhe carries are
the logicul ones to satisfy this desire and the
purchasing of such instruments is well within
the power of everyone, regardless of the condi-
tion of his pocketbook.

To this end, therefore, the live dealer will
stress music and the logical sequence will be
the demand for instruments that will give the
people the power to enjoy and satisfy their de-
sire in their own homes. The talking machine
dealer is particularly fortunate in that the in-
strument which he sells is capable of being
enjoyed by all and has an appeal to everyone,
whereas other musical instrument dealers must
make their appeal to a selected few-—those
capable of performing on this or that instru-
ment.

One Dealer’'s Concert Program

An interesting example of thc manner in
which a talking machine dealer can arouse in-
terest in music with a direct tie-up with the
products he is handling is a concert recently
given by Joseph Friedman’s Music House, 66
Clinton street, New York. This was given in

spective customers. The expense was compara.
tively nothing in comparison with the results
which were gained by the store immediately fol-
lowing the event and for weeks following. Fou
local musicians were engaged, comprising a
quartet consisting of a violinist, pianist, 'cellist
and flutist. The following program was ren-

dered:

1 DMarch -ijadd.5.os EEaasds Stars and Stripes Forever
2 Selection ............iiiiiiiiiaaa.. Faust Selection
3 Valse gmoeg:.--- soouni e OO Danube \Waves
4 Jewish Selections .............. Yosei, Yukele, Yankele
5 What'll I Do?

Mr. Radio Man

6 \Waltz 7iuiiedwuwahdal .. o .. .. BEEE L RN Waiting
7 Don't Mind the Rain
8 The Chupe Kleid

Mein Goldele
9 Waltz ... . i Dolares
10 March . ...copapr - - - pompsdcccc---n Toska Porodinia

Attractive programs were printed and dis-
tributed to thosc entering the store, with a foot-
note following the order of selections, stating
that those played could be had on either talk-
ing machine records or plaver rolls. Intermis.
sions followed the playing of each number, dur-
ing which the people circulated through the
store and the record of the selection plaved
was heard for comparison purposes. It wwill be
noted that, while the program was widely
varied, the bulk of the selections were of Jew-
ish music, as the store is located in the heart
of the East Side, the largest Jewish section in
the country, and it ecaters largely to this class
of trade.

Results Prove Most Satisfactory

Joseph Friedman, in conunenting on the con-
cert, stated that the results were more than

to All Retailers

on the night of the concert and for the week
following and a nummber of machine sales were
made that were directly attributable to it. When
it is taken into consideration that, aside from
the immediate benefits, this dealer has built up
a prestige and good-will that are certain to re-
sult in future benefits to the business, the con-
cert can be said to be successful. So enthused is
Mr. Friedman over the results that he is plan-
ning to conduct a similar series of concerts in
the near future.
Make the Store a Music Center

While all dealers may not feel that exploita-
tion work of this sort is sufficiently beneficial
to be undertaken, there are other ways of mak-
ing the talking machine store the music center
of the community and linking the business with
current musical activities, a tie-up that will re-
sult in nothing but good to the dealer. The
music season of 1924-25 is rapidly approaching
and it will be to the benefit of the dealer to
keep himself informed of local and nearby ap-
pearances of those artists whose recordings he
carries, and by window displays and letters to
his mailing lists push the sale of these records.
A little extra exertion along these lines will be
more than repaid by the returns in dollars and
cents.

Hockett-Cowan Open Branch

Turare. Car, September 3—The Hockett-
Cowan Music Co., which has its headquarters
at Fresno, recently established a branch store
at 118 Tulare street here. A complete stock

the store and attracted a thousand or more pro- satisfactory. Records were sold in great volume of musical instruments is being carried.
= . e x < o e et
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>Tis Said, ‘It Can’t Be Done

JOBBERS' Territory is being allotted now.

Be in time. Write for particulars.

I New York Album & Card Co.,Inc. |

New York: 23-25 Lispenard Street Chicago: 415-417 S. Jefferson Street

I__We Have

60 per cent.

NYACCOFLEX ;

NYACCOFLEX offers the biggest opportunities in-
the Radio and Phonovraph Industrles
want a sales getter?

NYACCOFLEX is a reflex combining the best fea- ~
tures of the most powerful present-day circuits,

two tubes do the work of five.
OPERATES A LOUD SPEAKER. )

the Answer!!

Do you
Here it is.

Cuts battery cost

logged.

$55.00 list.

Gets distance, volume,

NYACCOFLEX embodies a phonograph of the finest
quality with a durable motor, a nickel-plated tone

arm and a well balanced sound box,
equipped with a NYACCO Record Album.

NYACCOFLEX is an all year round combination for
home and out-door use, that has no superior at a

List Price

$55.00

Less Usual Discount
(without Accessories)

1s selective and can be

and is

{&
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Victor supremacy i1s the
supremacy of performance |

Victrola VI, $35

Mahogany or oak

DCalCI‘S in Victor prod_ Victrola Noéss(;) (Portable)
LlCtS eXperience a h ig h Mahogany or oak

degree of satisfaction in
knowing the goods they
handle have proved their
superiority and are recog-
nized as the standard of
the world.

Victrola No. 105
$180

Mahogany, oak or walnut

Victrola No. 350
Mahogany, $235; electric, $275

Victrola No. 300 Victrola No. 410

$250 $300
Victrola No. 230 Electric, $290 Electric, $340
N Mahogany, oak or walnut Mahogany
Mahogany, $375; electric, $415
Walnut, $440; electric, $480 ‘

There is but one Victrola and that is made by the
Victor Company—look for these Victor trade marks

Victiola |

REG U'S PaY Ore 'I

- Victor Talking Machine Company, Camden.N.J.
HIS Méﬁ-!%?:?. VOICE™ Victor Talking Machine Co. of Canada, Ltd., Montreal

o &
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H?}ﬁoemér M-acie Zenith

Sales Promotion Director

Announcement of Appointment of Widely
Known Sales Executive by Prominent Radio
Manufacturer Welcomed by the Trade

Eugene F. McDonald, Jr.,, president of the
Zenith Radio Corp., Chicago, Ill., has announced
the appointment of H. H. Roemer as director
of sales promotion, with headquarters at the
company’s executive offices in the McCormick
Building, Chicago. This i1s a new department
that has been created by the Zenith Radio Corp.
as an important step in its plans to co-operate
with its jobbers and dealers to a greater extent
than ever before.

The appointment of H. H. Roemer to this
important post will be welcome news to the
Zenith organization everywhere, as he is gener-
ally recognized as one of the most capable and
thoroughly experienced sales executives in the
radio industry. He was recently general sales
manager of the DeForest organization and in

ForUniformTone
—Use ARMCO

Ingot Iron

The high purity and uniformity of
ARMCO Ingot Iron

equalled uniformity of tone—clean,

gives un-
strong pull and quick release in the
receiver coil assures clear, sharp

reception.

Used by the world's largest manu-
facturers of telephone and radio
equipment, ARMCO Ingot Iron is
the standard material for solid core
work—possessing unequalled uni-
formity and easy working qualities.

We are exclusive manufacturers of
bright, cold-rolled strips and .cold
drawn bars. Write or phone nearest
office for booklet of Electrical Uses
and prices.

EDGAR T. WARD'S SONS (0.

Chicago Cleveland Detroit
Newark Philadelphia

Boston

this capacity visited jobbers and dealers from
coast to coast. His previous experience includes
a thorough training in merchandising, sales pro-
motion and publicity, and he s ideally qualified
to work in close co-operation with the Zenith

H. H. Roemer
distributors and dealers in the development of
their sales activities.

Mr. Roemer was one of the first radio sales
executives to appreciate and understand the im-
portance of the talking machine dealer as a
sales outlet for radio products and, in a recent
chat with The World regarding his activities
with the Zenith Radio Corp., he said: “My be-
lief and confidence in the music trade as a sales
outlet for radio products is but an echo of my
company’s newly adopted policies. The Zenith
Radio Corp. has studied the music dealers’ prob-
lems, and its executives are all originally of the
music trades or are still identified with certain
of the largest manufactirers in the country.
They realize that dependability is one of the
greatest essentials in a product to be handled
by the music dealer and that the performance
must equal the claims. Jobber and dealer pro-
tection comes next, protection in territorial
limitations and a franchise that measures up to
the character of merchandising which must of
necessity run higher in cost in this industry
than in other lines.

“We all realize the value of limiting claims to
actual facts and our dealers have enough margin
in surprising performance to remain well within
the facts. This is one of the principal reasons
for our withholding from the public a most
important announcement in connection with the
Super-Zenith receiving set which will be dis-
played at the Radio World’s Fair, to be held in
Madison Square Garden, New York, next week.
We have concluded to withhold all details re-
garding this set until that time as a protection
that will enable Zenith merchants to prove that
all the claims made for this new set can be
depended upon absolutely. For eight months
four laboratory models of the Super-Zenith
have been traveling over the country, locked
and sealed, and tests made in hundreds of so-
called poor radio spots have proved the claimed
performance under the most exacting condi-
tions. The Super-Zenith has shown that it will
create sales where distribution heretofore has
been impossible, and we know that this new
set will receive a hearty welcome from our job-
bers and dealers as well as the discriminating
public.”

New Partnership Formed

William Waldman, Victor dealer, 601 Ninth
avenue, New York, recently purchased in con-
junction with Joseph Fishew, the Victor store
known as the Lenox Talking Machine Co., for
the past thirteen years located at 312 West
145th street, New York. Mr. Fishcw was con-
nected for scven and a half years with the
Morris Music Shop, 659 Lenox avenue, as man-
ager. The new cuterprise will be known as
Fishew & Waldman Music Stores, Inc., and will
carry a full line of Victor talking machines,
pianos aud musical merchandise.

Selectron Canadian Rights
Go to McLagan Phono. Corp.
Important Arrangement Closed With Maximil-

ian Weil Whereby Revolutionary Radio In-
vention Will Be Developed in Canada

ToroNTO, CAN., September 12.—A large financial
transaction that will have an important bearing
on the future success of radio in the Canadian
field has just been completed whereby the well-
known McLagan Phonograph Corp., Ltd., of
Stratford, Ont., has secured from the inventor,
Maximilian Weil, the mechanical, electrical and
acoustical engineer of New York, the Canadian
rights to the Selectron, a revolutionary radio
invention.

The Selectron, shown at the recent Music
Convention in New. York and at the Electrical
Testing Laboratories, was viewed by the Mc-
Lagan interests as a decidedly important con-
tribution not only to the radio field, but as a
solution of the radio talking machine combina-
tion.

The Selectron is manufactured in two models;
Type “A” for the manufacturer of phonographs
and Type “B” for the dealer to be sold for use
with talking machines now in the homes of the
country. It makes available the amplifying horn
of the talking machine for radio loud-speaking
purposes. At the same time it in no wise inter-
feres with the function of the talking machine.
The talking machine tone arm and sound box
are not used in any manner and are always ready
to perform their service. The radio loud speaker
is likewise free at all times to function. They
both, however, use the amplifying chamber, each
without interference with the other.

The fact that'a company with the large re-
sources and output of the McLagan Phono-
graph Corp,, Ltd., should turn its attention to
the Canadian radio field is evidence that radio
has entered a period of conservative and pro-
gressive development.

Brunswick Line to Be

Carried by J. N. Adam Co.

Burraro, N. Y., September 9—The J. N. Adam
Co., heretofore Victor exclusively, has opened
a Brunswick account and is featuring this line
of instruments, together with the Victrola.
Brunswick and Victor records will be featured
on a par by the store management.

The Brunswick Co. considers opening of this
account a bright feather in its cap, since the
Adam Co. has declined for years offers to open
departments for other high-grade phonographs.

The J. N. Adam music store is one of the
largest in the downtown section of the city. It
is under the management of Mrs. Loretta
Spring, who, since joining the staff early in the
Spring, has made it one of the most progressive
in the city. In spite of the fact that many deal-
ers suffered one of the worst Summer seasons
in the history of their business, the J. N. Adam
Co. brought its monthly balances up during the
season, greater than those of last Summer.

Seven windows of the main department store
are being devoted to Brunswick displays, and
thousands of invitations have been sent out to
persons to visit the store and view its line.

Adds New Radio Line

Many representative radio  departments
throughout the country have taken on the new
Console Speaker produced by the Patlié Phono.
& Radio Corp., of Brooklyn, N. Y. This new
spcaker is most attractive, combining a radio
table, a built-in loud specaker and room for bat-
teries. It does away with the exposed horn
and unsightly battcries and provides an attrac-
tive resting place for the receiving set. Straw-
bridge & Clothicr, thie largc Philadelphia de-
partmcnt store, is among thc many who lave
added the console speaker.
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supremacy of performance

Victrola VI, $35
Mahogany or oak

Victrola I1X, $75
Mahogany or oak

The satistaction, pres-
tige, and profit which are
part of the business of
every dealer in Victor
products, reflect. 1t.

Victrola No. 111 Victrola No. 360
$225 . Walnut, $235; electric, $275

Electric, $265

Mahogany, oak or walnut

Victrola No. 220
$200
Electric, $240

Mahogany, oak or walnut

Victrola No. 240
$125

Mahogany, oak or walnut

Victrola No. 405
Walnut, $250; electric, $290

There is but one Victrola and that is made by the
Victor Company—look for these Victor trade marks

Victrola

RCO LS PaY OFF

Victor Talking Machine Company, Camden.N.J.
Victor Talking Machine Co. of Canada, Ltd., Montreal

Tﬂ%‘ S —1
" Victor supremacy 1s the
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ncreasing Sales Through Right Methods

Clarence T. Hubbard Gives Concrete Illustrations of the Right and
Wrong Ways of Selling and Shows Why Sales Efforts Often Fail

“What race are vou training for Jim?"

“None,” replied Jim Wheeler, of Wheeler's
Music Store. “lI have a number of important
releases coming in Friday and I want to get
set for them.”

“But this is only Tuesday,” returned the
friend who stopped him. “You don’t have to
do those things today, do you?”’

“The way I look at it, Charlie,” replied
Wheeler, “is that I wouldn’t be owner and man-
ager of this store if I didn’t do a few things
I didn’t exactly have to do.”

And in these words there hangs more than a
tale—there hangs the retail talking machine
dealer’s opportunity.

Securing Important Facts

Here +is a talking machine retail sales in-
cident which will serve as a right-to-the-point
illustration. A man came into the store and
from his appearance he never looked like a
$125 order. Note the specific language which
the salesman used.

“Good morning, what may it be my privilege
to show you this fine morning?”

“] want to sce what you have in the way of
phonographs—the table kind,” returned the
visitor.

“All right sir. I'll put on another light over
here. You can't judge the good looks of these
machines without proper light. Won't you sit
down?” A chair was offered.

The customer, put in a very pleasant frame of
mind, accepted the invitation.

“What is vour favorite music?”’

“Piano solos,” replied the prospect.

The above is worth noting in particular
The average salesman. would overlook this
This salesman before even showing the

point.
machine learned the man’s favorite music. His
battle was half won in advance. He didn't

immediately plunge into the mechanics of the
instrument.
Showing Merits of the Instrument
Then the machines were shown. This was
done slowly and carefully. With skillful pres-
cntation the salesman got the prospective cus-
tomer to ask questions regarding the merit

‘all of which

points of the model he was most interested in,
were fully explained. Then he
played a few piano records.

After this demonstration, and further in-
spection, the visitor said—"I like both of these
two models  right here.”

“Both are good,” replied the salesman. “You
won't be disappointed with either. May I ask,
sir, where you live?”

The above words are also worth noting par-
ticularly. The visitor named a locality which
was immediately recognized by the salesman
and he asked the visitor if he knew so-and-so
living there. For ten minutes they talked the
talk of the customer’s town. The talking ma-
chines were entirely forgotten. Then the sales-
man left his customer alone for a few minutes
while he chose carefully a few records his pre-
vious conversation lead himn to believe were best
for the purpost. The customer was the next
to speak and stated that he would take one of
the models.

Closing the Sale

After the visitor had made himself a cus-
tomer-to-be in stating definitely that he did not
want to look around anywhere else, but that he
would take one of the two models indicated,
he mentioned that it was his wife whom he
wanted to please and he didn’t know which of
the two models to select. He said his wiie
couldn’t get to town. The salesinan suggested
that he call his wife on the telephone from the
store at the store's expense which the customer
did and the sale was closed. This was a real
sale, constructively produced and not only sold
a machine, but also sold the store and created
a happy and more-than-satisfied customer.

The Wrong Way to Sell

Contrast this with the following sales attempt.
A customer came into another store. The
salesman remained leaning against the shelf in
back of his counter until the customer came up
to him. “How do!” he greeted, “What’s on
your mind this morning?” This was said
pleasantly enough.

“A darn good deal,” was the unexpected re-
ply. The customer was jarred, though not

THE ORIGINAL ADD-A-TONE

met with this product.

dealer—a good seller.

now on the market.

Many of our dealers have commended us for the success they have
They say it has added to the intrinsic and
musical value of the phonograph; it has performed all we originally
claimed for it, and proved for the

We warn the dealer against buying
imitations: there is a number of them

We give to our customers and prospec-

tive buyers of the ADDR=ATONE

and form possible.

assurance that we will, by court pro-
cedure, protect them in every manner

UNIQUE REPRODUCTION CO., Ine.

Cable Address: Addatone, N, Y.

the .

INCOMPARABLE
FOR DANCING
Not a loud speaker,
just the best sound

hox made. Dealers,
write for the ADD.ATONE Tunior to
onr sole Distributor. Samuel Eshborn, 65
Fifth Ave., New York Citly,

32 Union Square NEW YORK

seriously. “I am having trouble with
radio,” he exclaimed.

“Most everyone does,” answered the sales-
man.

He didn’t make a sale. Neither did he make
a satisfied customer. Neither did he help his
store. His whole sales conversation even
though pleasant enough was not sales lifting.
He didn’t show his customer any new radio
developments. He didn't probe into the way
it was handled, perhaps, by the user. He
didn’t “throw himself” into the customer’s
problems, in short—he did only that which
he had to and no more.

Creating Good WIill for Future Sales

A dealer, for further example, repaired an
old machine for a man. It was in poor con-
dition, hardly worth repairing, but of the make
the store handled. The salesman knew his cus-
tomer would eventually have more trouble. He
didn’t wait to let the trouble or dissatisfaction
develop itself, he followed up the customer and
called him up personally to see how evervthing
was going with the patched up machine. A
friend in another line of business knowing of
his action said—“Why don’t you leave well-
enough alone?” “I could,” replied this dealer
of wisdom, “But to leave this man alone until
be developed his own trouble would not be
well enough. I know I have stepped into a
lot of trouble—but if I hadn’t, a vear from now
that man would make me far more trouble
with his talk against my repair service and the
machine I handle. I wouldn't hear of it per-
haps, but I'd be putting in twice the effort try-
ing to get sales which I'd be wondering why at
that time were slow. If I tell him too strongly
that his machine is hopeless he’ll think I just
want to sell him a new one. I'd rather nurse
along the one he has. Someday when he gets
ready, he will buy.”

You'll find that nearly every retailer of suc-
cess has lifted his way by doing many things
he didn’t have to.

Let me cite a few incidents of sales building
based on ‘“doing things beyond the expected.”

A man in a small town wrote an article for
a business magazine widelvy read in all lines.
It dealt with *“ service” in making retail sales.
A local dealer read the article, agreed with it
but didn’t stop there. He wrote the man who
was a ncwspaper man in his town, got him to
come to his store, made him a customer and
through a demonstration of the service he
wrote about succeeded in getting his own
establishment written up.

A talking machine dealer heard of a shore
cottage colony being wired for electricity. Hc
immediately put in a direct mail campaign
suggcesting the purchase of radio.

Challenge yourself with the question— “Am
I living up to all expected of me as a talking
machine dealer?”’—"or by chance am I at fault
in not going a bit furtlier?” The bit further
may be the mcans of adding to vour sales.

my

F. B. Morrison Joins Sales
Force of the Brunswick Co.

I©. 3. Morrison was rceently added to the
sales force of the Eastern phonograplt division
of the Brunswick-Balke-Collender Co., replacing
I1. L. Obert, who resigned recently to enter an-
other ficld of activity. Mr. Morrison will covet
territory comprising l.ong Island, Westchester
aid Rockland counties.

Mr. Morrison is possessed of a
perience in the talking machine ficld, having
been loug connected with the FEdison Co.

wide ex-
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DECEMBER 1923

More were installed in their other stores in

JANUARY 1924

Still more were put into use in

APRIL 1924

Again Steinert’s installed more Audaks in

on a more profitable and business-like basis.

Thix highly attractive arrangement for AUDAK nunits may easily, gnickly and inexpensively be put up. It makes the
store in general very atteactive and is highly practical as well. —In Ilns installation there are cight AUDAK units in a space
where formezrly only a SINGLE fuir-sized booth was placed.

THE AUDAK SYSTEM

The Modern Method of Demonstrating and Selling Records

Without the Use of Booths

Write for detailed information. Representatives in Principal Cities

AUDAK CO., 565 Fifth Ave. New York, N.Y.

Iu Canada, Manufactured and Distributed by MeLAGAN Phonograph Corp., Ttd., Stratford, Ont.

Fe
“Proof of the Pudding”’
Steinert & Sons, New England’s foremost music merchants, operating a chain of
stores, made their first AUDAK installation in
and further additions were made by the same firm in
The AUDAK SYSTEM has placed the record sales of thousands of progressive dealers
IT WILL DO THE SAME FOR YOU
Now is the time to improve your record sales facilities and realize a better profit.
|

L
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Studying the Cost of Distribution

HE cost of distribution, or, in other words, the increasing

percentage which overhead is taking in the ultimate price of
merchandise, presents a problem to which the best business brains
of the country are being increasingly applied. There is a triple
interest in this problem; first, that of the manufacturer who is
desirous that his product be sold at the lowest price commensurate
with quality and a fair margin of profit to the dealer; second, that
of the dealer, who, as a matter of self-preservation, necessarily
requires a net margin of profit sufficient to warrant a reasonable
return upon his investment of capital and effort; and, third, that
of the ultimate buyer, who wants goods brought to him at as low
an expense for the service of distribution as possible, without the
sacrifice of efficiency and convenience.

Manufacturers and dealers are studying the problem carefully,
and now the ultimate buyer, as represented through the Depart-
ment of Commerce, is investigating it, and, through the great
resources at its command, place at the disposal of the two former
classes facts and figures without which no ultimate solution
may be had.

The first results of this study will shortly be available in the
form of a series of bulletins. Those already announced include the
following titles: “Budgetary Control of Retail Stores,” “Community
Advertising,” “Retail Store Location” and “Cancellations and.
Returns of Merchandise.” Each of these deals with a vital prob-
lem of retail merchandising, no matter the line in which the retail
dealer may be cngaged, and the talking machine dealer, whose
problems fundamentally are very similar to those of merchants
engaged in other lines, should find much of value in them if they
live up to their announcement.

Excessive cost of distribution on the part of the retail talking
machine dealer is largely due to a lack of adequate accounting
systems, which causes him, in a majority of cases, to indulge in
expenditures which have no true relation to the volume of business
which he does.  As a result his overhead in many cases amouits {o
a proportion that decrcases his margin of net profit dangerously.
The first remedy for this condition is a true knowledge of the real
situation of his business so that he may eliminate waste and at the

same time learn to spend the money represented in his overhead
with a greater degree of efficiency. To accomplish this end, simple
and practical information is needed, which many times in the
present day is not available to the smaller dealer especially and
which is not possessed by a surprisingly great number of the
larger ones.

If the results of the Government’s investigations will supply a
groundwork of this information in a simple and practical form,
based on the actual facts as they exist and unadorned with theoret-
ical suggestions which have little or nothing to do with the actual
situation, they will constitute one of the most valuable works which
the Department of Commerce has ever performed and one which
will yield direct results to the three great classes in modern com-
merce—the manufacturer, the distributor and the ultimate buyer.

Placing Another Burden on Music

ONSIDERABLE surprise has been e:Zpressed in nrusic trade

and professional circles in the United States because of the
announcement that the Japanese Diet has finally passed a new tariff
bill in which the import duties on phonographs, gramophones,
talking machines as well as parts and accessories are fixed at 100 per
cent ad valorem, meaning an increase of more than 100 per cent
over the former duties on complete machines and an increase of
approximately 400 per cent in duties on parts. .

While it may be admitted that the Japanese Government is
badly in need of additional revenue, it is felt that the extra burden
was levied on phonographs without due thought being given to
the status of these instruments and their accompanying records. It
is significant, too, that no other musical instruments were included
in the 100 per cent ad valorem class.

In the United States we have had experience with the talking
machine from an educational angle. The supreme test came during
the war, when the Government cut down, or curtailed seriously, all
industries regarded as non-essential, and yet allowed the musical
instrument factories, even those engaged in the production of war
supplies in part, to operate on a very liberal schedule, using
materials and man-power that might well have served the

‘armed forces.

This consideration was due to the fact that talking machines
and records, for instance, were regarded not only as educational
mediums, but, in their role as reproducers of music, as powerful
factors in the maintenance of the morale of the members of the
Army and Navy and of those of our citizens who remained at
home. Even when it became necessary to raise heavy revenue
to carry on the war and excise and luxury taxes were imposed, the
assessments originally made on talking machines and records were
quickly cut and the taxes on those instruments were among the
first to be eliminated.

The status of the talking machine and its records has likewise
been recognized in European countries, and no doubt, if proper
representations are made to the Japanese Government, these new
import duties will be cut down to the former or to a more equitable
level, even if they are not eliminated entirely. Music is so generally
recognized as a necessity that a tax on instruments that produce it
seems illogical and thoughtless.

Showing the Way in Instalment Selling

LTHOUGH the manner in which talking machine dealers

handle instalment accounts in their new radio departments
has been frequently criticized from within the trade as being too
lenient as compared with the handling of term sales in other lines,
it is interesting to learn that this trade of ours is looked upon as
showing the way to the better class of electrical dealers and others
who are handling expensive radio sets and have not had the
experience of doing any great amount of business on an instal-
ment basis.

In discussing the question of handling radio equipment on a
time sale basis, the merchants' service department of one of the
largest concerns in the country specializing in store equipment
says regarding the status of the clectrical dealers in this connec-
tion: “The smaller dealers generally complain that the music stores
and department stores are setting the pace in this respect. The
smaller specialty shops are as a rule not equipped financially to
handle sets on the instalment plan, and they lack experience in
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handling the details of a credit business. Most of them agree,
however, that with the coming of (radio) sets priced at more than
$300, they will have to go on a credit basis if they expect to sell
large numbers of such sets.

If the talking machine store is to be regarded as the logical
retail outlet for radio apparatus, in view of the strong musical
appeal of the broadcasting program, then it is admittedly in pre-
ferred position for handling the more expensive equipment—the
sort of equipment that in price or character is comparable with the
better grades of talking machines. To have this fact admitted by
competitors in a new field is in itself significant as to actual
conditions and highly complimentary to our industry.

No Seasonal Lull With Foreign Records

EGISTER another hit for the foreign record as a means for

keeping business up to par during the Summer. A number of
dealers in New York and other cities who have been handling
foreign record business for some time past report that this section
of the record trade stood up best right through the hot months
because a great majority of the foreign record buyers are so
situated that they have not the time and, in some cases, the needed
money to go away for vacation periods.

Anything that tends to keep sales on a sound basis right
through the twelve months is worthy of consideration, and if
handling foreign records is calculated to keep things moving in
the Summer retailers might do well to look into this field more
carefully. The average purchaser of records in the English tongue
or compositions that may be classed as American lets up on his
buying as a rule, for he has other interests to attract him. The
foreign-born citizen, however, stays pretty close to home and keeps
right on buying those things which appeal to him.

Nor is this substantial business with the so-called foreign
population confined to the sales of records, for these musically
inclined folks do much to keep the machine business active. One
dealer, for instance, reported to The World that during July and
August of this year eight out of ten machines were sold to the

foreign-born customer. The figures should prove enlightening to
those dealers who have considered handling foreign records more
or less in the nature of service and without any great idea of profit.

In many cities of the country, particularly the East, the
combined foreign-born population often exceeds 50 per cent of the
total population. Many of them, of course, buy the usual run of
popular and classic records, but there are still enough who favor
the airs of their native countries to make the labor of catering to
their special requirements well worth while. Moreover, they buy
all year around, and trade of that sort is well worthy of cultivation.

Figures Show the Industry Still Progresses

CCORDING to a report just issued by the Department of

Commerce in connection with the 1923 census of manufac-
tures, the value of the products of plants devoted primarily to the
production of talking machines and records was $107,276,240, a
gain of 9.2 per cent as compared with the 1921 figures, despite the
fact that the number of such establishments during the two years
has dropped from 154 to 109,

It is likewise interesting to learn that the greatest number of
these establishments, twenty-four, are located in Illinois, New
Jersey coming second with seventeen and New York third with
sixteen. The remainder of the plants are distributed among a
dozen or so other states.

The fact that there has been a 10 per cent increase in the value
of the products is significant, for 1920 was regarded as one of the
peak years in talking machine production, all things considered,
and it was felt that there had been a dropping off in the actual
value of the products during the years that followed. If the census
report is even fairly accurate, it means that those plants which have
survived have enjoyed a demand that has made increased pro-
duction necessary.

Those who have been keen to herald the passing of the talking
machine industry, or at least its gradual decline, will find little
consolation in a census report that offers figures in direct contra-
diction to their pessimistic claims.
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Now Is the Time to Plan the Fall Drive

Dealers Who Have Definite Plans for the Fall Campaign and Get
a Running Start Will Reap Full Benefit of the

The Summer is now practically over, to-
rether with the so-called dull days, and the
trade is once again facing the revival of busi-
ness which usually marks the entrance of
cooler weather and the settled down routine of
the public following vacations and other div-
ersions which take people away from their
homes a good deal. The situation of the talk-
ing machine trade this year is different than in
any other year in its history for many reasons,
chief among which is the more. varied lines
which are now handled in most stores, with
all that this means in wider sales appeal and
broadened -business scope. During the year
many retailers have added to the lines of talk-
ing machines they handle, radio departments
have been installed in many stores and the ex-
perience gained during the year should place
the dealers in a position to cash in this Fall;

musical merchandise and sheet music 1s also
more widely represented in talking machine
stores.

Sales Volume Depends on Effort

Taking it all in all the forgoing means that
the talking machine trade is better equipped
to do bigger and more profitable business. But
as has been remarked many times these are
the davs when merchandise must be sold, and
the sales volume of the merchant regardless
of season depends upon the intelligent effort
of the dealer and every member of his organiza-
tion. It cannot be denied, however, that a well
directed sales campaign started in the early Fall
will bring better returns in point of sales than
4 business drive during any other season. The
reason for this is that in the Fall most people
are home and they are seeking home diver-
sions, also the holidays are in the immediate
offing and many people already begin to think
of suitable gifts for their loved ones, although
they may not.actually make the purchase of a
talking machine, radio or musical instrument
until later in the season. The big point-is that
the camipaign started early gets home to many
pcople at a propitious time and if the drive is

sustained throughout the Fall and Winter ing machine, radio and musical merchandise

period the cumulative effect will have a tremen-
dous influence on sales during the holidays, al-
though this represents a comparatively simall
part of the season’s business.

Intelligent Planning

There is a good deal said about intelligent
selling but too little attention is given to in-
telligent planning. Before a dealer can sell
intclligently he must have prospects to sell to
.and before these are available some kind of
campaign is necessary. It may be advertising,
canvassing, a series of window displays or some
other method of digging up live prospects, but
in every case the drive to be successful must be
intelligently planned and executed.

Too much emphasis cannot be placed on the
need for careful planning of the Fall business
drive. The beginning of Fall is really the most
important time of the year for the talking
machine dealer and it makes a great difference
whether the retailer gets off to a running start
or opens his campaign about the time the
season is half gone. There are many things to
consider in a well rounded campaign, probably
the most important of which is the advertising.
Most dealers depend to a large extent on the
effectiveness of their advertising to bring in
business. There is also the canvassing route
to sales and the importance of this cannot be
stressed too much. A canvassing campaign in
itself requires careful planning. Window dis-
plays, if they are to be effective, cannot be con-
ceived in a moment and then hastily thrown
together, that is, not sales pulling windows
Direct mail also plays an important part in the
talking machine business and this has been

found to be a very effective way of boosting -

sales of machines, records and other products
where the direct mail drive has been carefully
planned.
Featuring Different Products

With the great diversity of products at the
command of the well equipped talking machine
dealer the Fall or any other seasonal cam-
paign becomes more complicated. The talk-
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HENRY DBURR

1674 Broadway

[ALBERT cAPIPBELL

FRANK CROXTON

FIGHT POPULAR
VICTOR ARTISTS

In Concert and Entertainment
Personal Appearance of .

Eight Popular Favorites on
One Big Program
A live attraction for live dealers and jobbers

Bookings now for season 1924-1925
Sample program and paniculars upon reques:

PHILIP W. SIMON Manager

New York City

PONROE- S1ILVER

JOHUN MEYERS

Popular Ensembles including
Campbell & Burr - Sterling Trio - Peerless-Quartet

FRANK. BANTA.

Seasonal Revival

require different forms of presentation in all
kinds of publicity and the dealer must deter-
mine to what extent he is going to push each
line. Certainly an advertisement in the daily
newspaper devoted to talking machines and
musical merchandise loses its effectiveness un-
less very large space is used and the ad can
be blocked off into sections. There is a grow-
ing tcndency among dealers who make a study
of the effect of their publicity to segregate
the various types of instruments advertised.
For example: Radio is advertised in small
space and talking machines are advertised in
an entirely separate ad which may even be a
page or two removed from the radio publicity.
This is a good advertlising principle to follow
at all times. It also applies to window dis-
plays. It is better to change the window often
and devote an entire display to one product
than to show a little bit of everything and not
much of anything and without any effectiveness.
Early Bird Still Catches the Worm

The fellow who gets on the job just a little
bit ahead of his competitor in the race for
Fall business has an advantage. Those dealers
who have been decrying the dullness of busi-
ness due to natural trade decline during the
Summer now have no excuse for the cessation
of sales activities. Business is always “better”
in the the Fall and one of the reasons is that
dealers are more generally alert to the oppor-
tunities for sales and they spend more time in
actually going after business. Work does it,
whether it be Summer or Fall, and those re-
tailers who plan their campaigns and then ‘use
some intelligence in executing them will have
no reason to complain this Fall. This is
proved by the experiences of the trade during
past years.

First Radio World’s Fair
to Open September 22
Most Complete Exhibition of Its Kind to Be

Shown at Madison Square Garden and Sixty-
ninth Armory—Plans Practically Completed

The first Radio World’s Fair to be held under
the direction of U. J. Herrmann and james F.
Kerr in Madison Square Garden and the Sixty-
ninth Regiment Armory, New York, September
22 to 28, is practically completed as far as ar-
rangements go, and when the doors are opened
next Monday evening the public will see the
largest and most complete show of its kind ever
assembled. The fair has causcd wide interest
and discussion even in financial circles and it is
felt that this exhibition might be the occasion
of securing the active assistance of prominent
financiers.

For the past two months a small army of
scenic artists, carpenters and electricians have
been at work on the booths and decorations for
the show. Every possible preparation for the
convenicnce of visiting jobbers and dealers has
been made. A ‘‘Jobbers and Dealers Bureau”
has been formed, which will greatly cxpedite
business transactions between manufacturers
and merchants. In addition to arranging busi-
ness appointments and furnishing information
coucerning the show, this burcan will act as a
general information department and will take
carc of hotel accommodations and give other
lielpful aids. The exposition will be open to
the public at 1 p. m. every day, aud the wide
interest manifested indicates record attendance.

Morris Stockman, dealer in plionograplis and
records at 240 Woest Eiglity-sixth strect, New
York, made an asstgnment to Frank Drucker
on Angnst 20 for the benefit of lhis creditors.
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How Elbel Bros. Built a Large Business

An Interesting Analysis by Don Elbel of the Methods Which He
Practiced in Developing a Leading Middle West Retail Business

It has been truly said that “expcrience is the
best teacher,” but it is equally true that much
wasted effort can be eliminated through study-
ing the principles which have led to the success
of others in the same line of endeavor. Elbel
Bros., Victor dealers of South Bend, Ind., who
started years ago on a ‘‘shoestring”, now have
one of the most successful talking machine re-
tail houses in the Middle West and the practical
theories of business operation which Don Elbel,
who has been connected with the concern for
ten years, has applied and which have been
largely instrumental in the success of this con-
cern are of unusual interest in that they em-
phasize some of the so-called “old-fashioned”
but fundamental ideas of creating successful
business.

Mr. Elbel emphasizes particularly the need
for sustained effort, and he also points out the
value of association with successful business
men in the search for business knowledge and
the importance of completing what once has
been undertaken.

The following paragraphs, which contain
some worth-while thoughts for both employer
and employe, outline clearly the maxims which
Mr. Elbel applies to his business and which
have helped make the concern the success it is
to-day:

Learn How First

This means years of disappointments and that
spirit which makes you “come back” stronger
every time you are apparently “knocked down.”
Thousands of years ago one of the wise sages
said: “There is no royal road to learning.”
I believe already, with a few signs of present
unemployment, the first requirement made of
any individual applying for work, manual or
office, will be to subject him to a strict old-
fashioned apprenticeship. This does not mean
the idea of a hundred years ago—to work abso-
lutely without pay for years—but to work on an
underpaid scale until he shows signs of being
of real value to a concern, then advanced slowly
but steadily enough to inspire a desire to ac-
complish. Under this simple idea we would
eliminate the present method of a man “selling
himself” to an employer, with the break against
the employer in a sad proportion, causing the
much-discussed “labor turnover.” Here I em-
ploy the old maxim, “A man who never does
more than he gets paid for never gets paid for
more than he does.” If he enters your employ
at a wage he thinks less than he is worth it is
with the idea of showing you he can make good.
It brceds the proper confidence that established
so many corporation presidents out of errand
boys during the generation just past.

Finish the Job

When you know how—do it! Plenty of fel-
lows:can and do start—darn few finish. Here
cnters anothcr old maxim about perseverance
—nothing new, except that it is seldom applied

quired nowadays. I recall well an incident
wh I first started to sell Victrolas. 1 was
the entire department. (Our store was an old-

STARR PIANOS

established successful piano house and gave me
little encouragement in establishing a talking
machine dcpartment.) I was seventeen years
old. I wrote the advertisements (if there were
any); canvassed for the prospects, house to
house; sold the instruments; polished and de-
livered them myself; collected and repaired them
also. One of my first repair jobs was to re-
place a broken mainspring. Nobody knew how
to show e the method-—so in good old-fash-
ioned faith I simply started. Well, T started
in the afternoon expecting confidently to repair
this motor before closing time—6 p. m. To
make a long story short I entirely went through
the process of tearing down the motor, replac-
ing the spring and reassembling it five times
before I successfully got the springs “hooked.”
Now this required no special intelligence, but
I finished the job, and that’s the point.
Personal Salesmanship

I believe that there is a much-abused
that the most successful man must be a “go-
getter’—some abnormal cyclone that can blow
away thc seuses of the prospects and hypnotize
them, so to speak, into premature action. I
believe this misconceived idea keeps many men
from entering the sales profession and dis-
courages many more before thev complete their
“apprenticeship.” I find most men who try
selling give it up in about a year as a bad job.
One year will never complete what I choose to
call a salesman’s apprentice period—any man
who has become successful as a “specialty sales-
man” in any line will tell you it takes from
three to five years before you get into the real
money. This aforesaid type of salesman (the
“steam-roller” kind—usually an egotistical liar)
is not equal, in my estimation, to the ‘“steady
plugger.” Of course, every man is not adapted
to the selling game. He must understand, first
of all, “the human equation”—the psychological
moment to close, how to crowd the prospect
continually without being abrupt and other well-
known sales methods. But he can still be an
ordinary human—not a super-genius. A grcat
salesman once said: “Closing a deal is 90 per
cent personality and 10 per cent merchandise.”
I believe this is absolutely true on the ‘“one-
time basis,” but not for repeat business. Never-
theless, you have to give every new prospect
you approach your 90 per cent. Don’t waste
time selling “talking points.” Sell yourself. "1
do not mean bragging. I mean reflect confi-
dence. Work for a legitimate house, sell legiti-
mate merchandise, be associated with successful
men and be honest with yourself (by this I
mean keep your moral ideals of business above
reproach) and you will automatically reflect
confidence. Thus reflecting confidence on your
very face and in your very manner the law of
average will get you an entré and close more
deals for vou than anything you can say or do.

Sales Organization and Canvassing

I speak only of the kind I know—retail or-
ganization of about twenty or less. This should
include the greatest share of retail music stores.

idea

The first principle drilled into me, and which I
believe goes farthest toward establishing the
confidence and love of your employes, is this:
Never expect them to do anything which you
could not or would not do yourself.

I believe employes despise the “mahogany-
desk manager” who is “too good” to pitch in
and help anywhere in the store when needed.
1 believe they make a greater effort to do things
your way if they realize you are a “top notcher”
yvourself and know exactly how it should be
done. For instance: When sales slow down,
for time immemorial in the music business, it
has been found that the old-fashioned house-to-
house canvass is thc only method of producing
results. Now, I do not believe in “canvassers”
—cheap hirelings. But instead, your very best
salesmen can make an approach and get an
audience with practically every housewife with-
out her even suspicioning they are canvassing.
He gets the real information because he can
sense a live prospect immediately, while the
lesser experienced man wastes hours talking to
those whom he only guesses are prospects.
Your best salesmen can average one live pros-
pect to every thirty houses. We find thirty
houses about one good morning’s canvassing if
done well and audiences obtained—talking
“service,” of course, and trying also to adjust
any complaints on our instruments that they
encounter. Salesmen sometimes think they
are “too good to do soliciting.” But such are
not good men. For a truly good salesman is
the restless type and despises chair-warming and
yearns to get out and at 'em when they slow
up. These real successful ones have learned by
many sad years that canvassing is the one sure
method when all others fail. But after months
of a rush season it is human nature to delay a
return to the canvassing job.

When the Manager Canvasses

In the early years of the writer’'s experience
he practiced the habit of canvassing thirty
houses every morning. To-day, although most
of my time is administration of sales promotion
and advertising, still when these periods of
slackening occur, I say some morning (after
the boys have been complaining about no pros-

pects), “Come on fellows, I'll go with you; let's
pair off and start a systematic canvass.” I do
not consider it beneath my dignity to ‘“pull

door bells.” On the contrary, it’s great to get
outdoors and brush up against the public and
find out all over again just what the every-day
problems of your outside men are. Then—you
and your men are all “on your mettle,” for they
check you up and they figure you are checking
them. You are their equal while you are doing
this work—not their superior—and they in-
wardly respect you for it. Often since 1921 I
have kept this up for a solid month. The rivalry
is keen and every man is on his toes.

Before closing I wish to leave the impression
that my humble opinion of success is that you
can't upset the old, time-proved ideas. Intelli-
gence and perscvcrance still are winners.

STARR PHONOGRAPHS

GENNETT RECORDS

Represent the Highest cAttainment in Musical MWorth
Fhe STAF\R PIANO COMPANY

Estabhshed 1872

Richmond. Indiana
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Added to the Kennedy line —

An ultra-selective receiver for cutting
through powerful local broadcasting

Attention
Victor Dealers

Complete Kennedy three and
four-tube radio units can now
be supplied without cabinets,
but fitted with panels to insert
in Victor models 215, 400, 405
and 410. These radio units are
recommended by Victor Talking
Machine Company and can be
placed in the Victor models
named without cabinet work.
Also adaptable for other makes.

Write for full informartion.

K E N

Jhe Royalty

0720-9

ERE'S the set that answers the

question, “Will it tune out
strong local stations and tune in dis-
tant concerts on the loud speaker?"”
It will. And it brings back any desired
station whenever it 1s on the air, for
once the dial position for a certain
station is noted, that station always
comes in on 1ts OWn setting.

Five tubes—two of tuned radio fre-
quency amplification, one detector,
two of audio frequency. Works well
on an inside aerial or a loop where an
outside aerial cannot be put up. A

Full details of this
new Model XV will

be sent on request

wonderful set for distant reception;
vou needn’t wait until after midnight
when the locals close down.

One of the advantages of being a
Kennedy dealer is that you have back
of you a manufacturer who originates
—not imitates. You are therefore of-
fering the buyer a more advanced set
than he can buy elsewhere. Kennedy
sets are non-radiating—they do not in-
terfere with nearby sets. The Kennedy
line now includes several standard
models—three, four and five tube sizes
—all noted for superior tone quality.

If you are interested in a Kennedy dealer proposition, write
and we will advise whether your territory is still open

THE COLIN B. KENNEDY COMPANY

~ Saint Louis

E DY

OF Radio

15



16

THE TALKING MACHINE WORLD

SepTEMBER 15, 1924

Practical Pointers on Radio Installation

Satisfactory Radio Operation Dé"p'e':h'_ds Largely on the Proper In-
stallation of Sets—Some Profit-Building, Customer-Winning Tips

The final test of a radio receiving set, and
a test that keeps it sold, is that made in the
home of the customer. And upon the perform-
ance of the receiver depends the entire success
of the dealer’s campaign for radio business. With
the great number of complete receiving units
now on the market, receivers that have been
thoroughly tested by the manufacturers and
guarantced by them, the retailer has little to
worry about regarding the actual performance
of the outfit under proper conditions, but there
are various little details in the matter of in-

tallation and adjustment that have a distinct
bearing upon the successful operation of the
set in the home.

The Importance of Antenna Installation

In the first place, with the great majority of
receivers it is necessary to erect an antenna
either of the indoor or outdoor type, and the
manner in which the antenna is installed has
much 1o do with the pcrformance of the outfit.
It is not simply a matter of stretching a wire
across the roof or running it around the mold-
ing of the room as an antenna, and hooking on
another piece of wire to serve as a ground. Im-
proper wiring will reduce the efficiency of even
the best receiver to a noticeable degree.

Experience growing out of long practice has
proved that a short ground wire is most desir-
able—in fact, it should not be more than one-
tenth the length of the antenna leader. Other-
wise, fine tuning will be made difficult. Also,
the ground wire should not be placed parallel
to the lead-in but should run in an opposite
direction. The reason for this is that when
two wires are parallel for any distance the
ground acts as a condenser.

The Proper Insulation of the Antenna

Wherever possible the ground wire should be
connccted to the hot water pipe, preferably by
a copper band that may be clamped tightly to
the pipe by means of a bolt. If the water pipe
is not available the ground may be connected
to a radiator or register, but under no condi-
tions should it be attached to a gas pipe. Be-
fore having the ground wire attached the pipe
should be rubbed down with sandpaper to pro-

vide for a perfect contact. Carelessness in the
attaching of the ground wire has resulted in
the poor performance of many sets. The wire
used should be heavy and not less in cross
diameter than the cross diameters of the com-
bined antenna wires.

Where an outside antenna is used it is very
necessary that it be brought into the house
through an insulated bushing and kept away
from the sides of the window or from any part
of the building that might cause it to ground.
Upon the proper insulation of the antenna both
at the terminal points and all along the lead-in
wire depends in no small measure the clear-
ness and range of reception.

Avoiding Carelessness in Vital Essentials

It is natural to assume that the dealer will
see to it that the A battery is fully charged,
that the B battery registers the proper volt-
age, and that the tubes are in operating condi-
tion at the time the receiver is installed, but it is
surprising how many times carelessness in these
cssential matters is brought to light.

Where the receiver operates with dry cell
tubes 1t is desirable that a felt mat be placed
under the receiver to protect it from jars such
as those caused by persons walking about the
room and which. interfere with the operation of
the set to a slight degree. Special mats for
this purpose are available at small cost, but in
the abscnce of these the dealer should have no
trouble securing a piece of felt that will answer
the purpose.

In placing the set in the room it is well to
keep it away from the window and thereby
avoid the operating troubles that come as a
result of the effect of dampness on various parts
of the equipment. Likewise, it is well to have
the loud speaker in front of, or at one side of,
the receiver instead of placing it on top where
it is liable to cause a feed back of energy in
the audio frequency leads and produce tones
that are muffled and unnatural

Getting Best Results From Speaker

It sometimes happens, too, in the attaching
of the loud speaker that the dealer or his serv-
ice man do not make the proper positive and

FULL LINE of HARDWARE

FOR UPRIGHT, CONSOLE AND PORTABLE PHONO-
GRAPHS. IN NICKEL, GOLD AND SPECIAL FINISHES.

- Radio Cabinet Hardware

STAY-ARM

H PORTABLE

INVISIBLE HINGE

227 CANAL STREET

We have been catering to the hardware needs of the talking machine
and radio industries for a number of years. !
position to give attention and service of the highest calibre.

H. A. GUDEN CO.,, Inc.

.l NEEDLE CUP

£

Consequently we are in a

NEW YORK, N. Y.

negative contacts and thereby prevent the
speaker from producing the best results. In a
properly constructed set the pin of the phone
plug makes contact with the negative side of
the jack and the sleeve with the positive side.
The positive phone cord, that usually marked
with varied colored thread, in contrast to the
plain marking of the negative cord, should
therefore be attached to the sleeve of the phone
plug and the negative cord to the pin.

If there is any doubt as to the positive and
negative connections, it is easily possible to test
for oneself by alternating the positions of the
phone cords in the plug, until the loudest and
clearest tones come from the speaker. This is
an important matter for the reason that when
the connections are incorrect the current flows
through the magnetic field of the phone in a
direction opposite to that planned for in the
construction, and in time will cut down the
efficiency of these very necessary accessories.

In many apartments where it is not feasible
to have an antenna installed, or where objec-
tion is made to an inside aerial, sets designed
for loop reception are strongly favored.

How to Improve Reception

It sometimes happens that a loop receiver
which operates most satisfactorily in the deal-
er’s store fails to respond properly when in-
stalled in the home of the purchaser, the range
being extremely limited and the signals weak.
In such a case reception can usually be im-
proved by attaching a ground wire to one side
of the loop, the side which gives best results.
If this causes the receiver to howl, the attach-
ment of a small fixed condenser in series with
the lead will remedy matters. The effect of
grounding the loop is to greatly increase the
volume, although it cuts down the directional
quality of the loop to a certain degree.

There are many similar hints regarding radio
receiver installation that should prove of di-
rect value to the dealer in eliminating much
trouble and keeping custoniers satisfied. Ac-
tual experience will acquaint the dealer or his
employes with those methods best calculated to
perfect the operation of the particular receiver
or receivers featured, under the various condi-
tions met with in the locality served by the
store. It often happens that a little adjustment
will make a world of difference in results.

Ben Bernie’s Orchestra
at New Hotel Roosevelt

Popular Dance Organization to Be a Feature of
New York’s Latest Hostelry—Orchestra
Records Exclusively for Vocalion Records

The opening of the new Hotel Roosevelt at
Forty-fifth street and Madison avenue, New
York, a palatial hostelry and the latcst addition
to the chain of high-class hotels operated by
the United Hotel Co., was held early this month
with Ben Bernie's Orchestra supplyving music
for the dancing that is part of the service of
every modern hotel.

Beforc the Rooscvelt opened the public was
informed of thc engagement of Ben Bernie's
Orchestra through the medium of large signs
placed in the show windows of thc stores that
linc the street level of the hotcl, each of the
signs announcing in large letters the fact that
this popular orchestra rccorded exclusively for
Vocalion records.

Fishew & Waldman, New York City, have
incorporated with a capital stock of $20,000 to
operate music stores and deal in phonograph
and radio supplics. The incorporators are ]J.
Fislicw, W. Waldman and G. Wartell.
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Bestone
V-60

The Aristocrat
of Radio

The Bestone V-60 five-tube receiver in
beautiful, distinctive, antique polychrome
cabinet, with built-in high-grade loud-
spcaker and battery compartment.

List, $165.00

answering the music
dealer’s radio problems—

The Bestone V-60 Super-toned five-tube receiver, the latest development in
Radio, has been expressed by leading newspaper radio editors to be the ideal
radio receiver and to excel all others in tone quality and total elimination of
distortion, rasping noises, whistles and howls, and yet—it will equal the
distance and volume of any other receiver on the market. Though extremely
selective, a novice can secure maximum results, as the tuning is limited
to only two dials. The cabinet, as illustrated, a distinct departure from the
ordinary straight-line type, is finished in a beautiful subdued antiqumly-
chrome that will harmonize with the furnishings in the finest home.

and most important—

To avoid the price-cutting demoralization now so prevalent in the radio
field Henry Hyman & Co., Inc., will distribute Bestone V-60 Receivers,
direct and solely to the musical trade.

Worite to-day for further details regarding the popularly
priced receivers that will outsell any other receiver on
comparative demonstration—that excel others, at
double the price, in appearance, and the as-
surance against cut-rate competition.

Manufactured, Guaranteed and
Distributed by

Henry Hyman & Co., Inc.

476 Broadway 212 W. Austin Ave,
NEW YORK CHICAGO

Bestone V-60 five-tube receiver in beauti-
ful polished walnut eabinet.

List, $115.00

Bestone V-G0 rcceiver on panel for Vie-
trolas and other phonographs.

List, $85.00
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Otto Heineman, Just Home From Abroad,
Analyzes European Business Situation

President of the General Phonograph Corp.,, Who Spent Six Weeks in the Leading Business
Centers Throughout Europe, Optimistic Over the Outlook Both Here and Abroad

Otto Heineman, president and founder of the
General Phonograph Corp., New York, returned
to his desk recently after a six weeks' stay
abroad. While in Europe Mr. Heineman vis-
ited the important trade centers, and, as usual,
made a careful investigation of business and
economic conditions. At Berlin he spent quite
some time in conference with the directors of
Carl Lindstrom, Ltd., and he returned to Amer-
ica on the steamer “Columbus” accompanied by
Mrs. Heineman, who had previously spent sev-
eral months abroad.

In a chat with The World regarding Euro-
pean conditions, Mr. Heineman said: “Before I
cailed for Europe I gave your publication an
optimistic resumé of conditions for the Fall
trade, and 1 mentioned that I considered the
nomination of General Dawes as very impor-
tant, for it would give the European countries an
adequate idea of the American attitude towards
the Dawes plan. Since that time the European
nations at the London conference have signed
the agreement regarding the Dawes plan and
on September 1 it became effective. This really
means that American business men have been
able to consummate what all the politicians of
Europe failed to accomplish. American busi-
ness men with a sense of sound economics have
devised a plan for the financial and political
reconstruction of Europe that cannot fail to be
a success.

“Of course, we are keenly interested in know-
ing how America will benefit by this Dawes
plan and the reconstruction of Europe. Amer-
ican investors will help to carry over the $200,-
000,000 loan which Germany is getting under
the Dawes plan. This sum will be used as the
foundation for the new German Gold Bank,
which will be under the supervision of interna-
tional bankers, with America represented by
one of its foremost financiers. The new Gold
Bank will issue new gold notes and will be able
to supply German industry with its much
needed working capital. All industries in Ger-
many have been idle to a considerable extent
because of the acute money shortage, but it is
now hoped that these conditions will show a
marked improvement.

“With German industries in working condi-
tion, there will be an active demand for such
raw materials as copper, oil, cotton, wheat and
other products. It is quite natural that Europe,
and particularly Germany, will look to America
as a source of supply for these raw materials,
and especially as Germany needs them very
badly and has not been able to buy because of
its inability to finance properly. International
bankers estimate that these purchases will be
on a very large scale, which should help our

export and general business conditions mate-
rially.

“With Germany again an industrial factor in
the world’s business and with its various indus-
tries in operation, there will be undoubtedly in
a short while a logical employment for the
great deal of gold which is stored up in our
Federal Reserve Bank and which has been lying
idle. If American investors can be convinced
that it will be sound and profitable to invest
money in Europe, a considerable portion of this
gold reserve will again go back to Europe for
permanent investment. A large part of this

Mr. and Mrs. Otto Heineman Homeward Bound
investment will probably be in the industries of
these European countries, which, in turn, will
be enabled to extend their operations in the
world’s market. They will need a vast amount
of raw materials for manufacturing, which
materials can and will be supplied by America.

“All of these things cannot be accomplished
over night. It will probably take months or
years to rebuild what the war has destroyed,
but a beginning has been made, and I believe
that it is a most important step in the right
direction. Several months ago Judge Gary of
the United States Steel Corp. remarked that in
spite of any adverse conditions America is not
going into receivership. Judge Gary has again
commented optimistically upon business condi-
tions and his comments are based on a keen
appreciation of economic, financial and indus-
trial conditions.

“I firmly believe that our own industry will
benefit proportionately by a general revival of
business. 1 realize that we are facing unusual

problems, but they are all open to solution. The
tremendous popularity of the radio receiver may
have been an influence in decreasing record
sales temporarily, but the record will always be
the most popular musical entertainment for the
American people. Our company has been very
active the past year in making plans for the
Fall and holiday season. We have paid par-
ticular attention to the development of our for-
eign language repertoire, and the specialty cat-
alogs in our Okeh library have been enthusi-
astically welcomed by the dealers. Qur motor
and needle business has been very satisfactory
the past year, and 1 firmly believe that our old
time slogan, ‘A Phonograph in Every Home in
America’ can well be used to advantage by job-
bers and dealers during the coming season.”

Court Refuses to Abrogate
Radio License Agreement

Judge Inch in U. S. District Court Refuses
Either to Cancel or Amend Contract in
Hazeltine vs. Freed-Eisemann Litigation

After more than two months of considera-
tion, Judge Robert A. Inch, in the United States
District Court, Brooklyn, on September 4,
handed down a decision in the suit brought by
the Hazeltine Research Corp. against the Freed-
Eisemann Radio Corp. involving a license agree-
ment under which the Freed-Eisemann Corp.
manufactures and sells radio outfits and also
gave a decision in the suit brought by the Freed-
Eisemann Corp. against the Hazeltine Research
Corp. Judge Inch denied the contentions of
both parties to the litigation.

The trial took place in June. Many witnesses
were heard and voluminous documentary evi-
dence was submitted by both sides. Former
Governor Nathan L. Miller appeared for the
Hazeltine Research Corp., hile former Judges
Almet F. Jenks, Walter C. Noyes and Frank
Aranow looked after the interests of the Freed-
Eisemann Corp.

The Hazeltine Research Corp. and the Inde-
pendent Radio Manufacturers sought to have a
license agreement under which the Freed-Eise-
mann Corp. manufactures apparatus declared
forfeited because of non-payment of royalties.

Judge Inch refused to cancel the contract
because the facts did not show a forfeiture
and that an adequate remedy at law exists to
collect unpaid royalties. Judge Inch holds that
there was no provision in the contract that it
should be terminated by the non-payment of
royalties.

The Freed-Eisemann Corp. sought to have
the license agreement reformed to provide that
it should pay royalties only on certain parts
of a set. Judge Inch refused to do this on the
cground that the Court had no power to make
a new contract. He said neither the Hazeltine
patents nor the trade mark, Neutrodyne, were
in any way affected by the decision.

NEW PORTABLE ALBUM

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

National Record Albums
o Good Albums

Nationally known because they

give real satisfaction.

They require less selling effort.
Made to contain all makes of
disc records including Edison.

Write for our list of 1924

styles and prices

THEJPERFECT PLAN
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HEN you look over Columbia’s en-
\X/ semble of talent, you realize the truth

of the statement, Columbia has ‘“all
the music of all the world.” In every field of
music, Columbia artists enjoy an enviable
prestige.

Consider the classical field. Here you find
Walter Damrosch and the New York Sym-
phony Orchestra; Charles Hackett, the great-
est American tenor; Pablo Casals, the re-
nowned ’cellist; George Enesco, brilliant
violinist; Mischa Levitzki, premier pianist,
and other artists of international fame.

In the realm of lighter music, Columbia
presents Louis Graveure, Tandy McKenzie,
Barbara Maurel, Lucy Gates, the Fisk Jubilee
Singers, and others acknowledged from coast
to coast to be stars of the concert stage.

Columbia has the exclusive services of six
of the greatest dance orchestras in the coun-
try. They are Ted Lewis and His Band, Paul
Specht and His Orchestra, the California
Ramblers, Leo F. Reisman and His Orchestra,
Art Kahn and His Orchestra, and Columbia
Novelty Dance Orchestra.

Columbia has the music of the song-hit
artists, including Eddie Cantor, Van and
Schenck, the late Bert Williams, Jones and
Hare, Jay Flippen, Nora Bayes and other

head-liners of vaudeville and stars of musical
comedy.

Columbia has an imposing array of talent
in the old-time novelty record field. The
fiddle, banjo, guitar and harmonica experts of
the hill country have made and are making
records for Columbia for which there is an
eager demand.

Columbia has educational records for chil-
dren that provide parents and music teachers
with a most modern and complete library for
the development of the appreciation of music.

Columbia holds a position of leadership in
the foreign language record field. For years,
Columbia Records of twenty-seven different
nationalities have been preferred by the thou-
sands of foreigners living in this country.
Not only has Columbia the finest artists in
America, but also the greatest talent in the
homeland of these people.

Columbia Race Record stars need no intro-
duction. Bessie Smith, Clara Smith, Williams
and Brown, with others, are unexcelled in the
art of singing “blues.”

Here, then, is the tremendous scope of
Columbia’s prestige in the world of music.
The advertising that will present this pres-
tige and quality will be of untold benefit to
Columbia Dealers everywhere. In addition
to this national advertising, new counter lit-
erature will be available. All this makes the
Columbia franchise valuable.

COLUMBIA PHONOGRAPH CO., Inc., 1819 Broadway, New York

he Music
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of All The World™

Beginning in September, large-
space advertisements will appear
in the leading newspapers of the
country, presenting the message
that Columbia has “all the music
of all the world” Reproduced
herewith in miniature is an ex-
ample of the new advertising.
Notice the appeal for the develop-
ment of music appreciation. This
impressive advertisement will be
read by millions of parents all
over the country this month—just
at the time when education and
culture are uppermost in their
minds.

Copyviam 1920

cALL THE JMUSIC OF (ALL THE WORLD

Enrich _
His Mind and Life

with Music

IN CERTAIN happy homes the names of
Tschaikowsky, Mendelssohn, Debussy,
come as naturally to childish lips as
Grimm, Andersen and others beloved by
children everywhere for their fascinat-
ing tales of romance and make-believe.

In these happy homes, no child's edu-
cation is thought complete unless it in-
cludes an acquaintance with good music.
‘Time was when this acquaintance was a
cultural advantage open only to the
privileged few. Itmeant tutors, teachers,

‘costly lessons and concerts. To-day,
through Columbia Records, all the music
of all the world is made available to every
child.

Through Columbia Records your own
small son and daughter can come to
know and love the works of great com-
posers. And they can hear these works
intcrpreted by the finest artists and
musical organizations of all countries.

In the single moment 1t takes to put
an a record, you can fAly with them to
London and hear a marvelous English
orchestra’s rendition of that delightful
fairy-tale 1n music—Tschaikowsky's
“Nutcracker Suite” Like many im.
mortal fairy tales. it begins with “Once
upon a time”' (the overture) and is about
a humble heroine and charming fairy
prince, for whom the toys from strange
lands dance. (Record 50001 D.)

Then go in spirit to Paris and listen
to the French Symphony Orchestra play
“Le Rouet d'Omphale” (The Spinning-
wheel of Omphale), by Saint-Saens.
That it is a "symphonic poem,” a term
which to them may convey no meaning,
will not lesscn the children’s enjoyment
of the music or the legend of Hercules
and Queen Omphale which inspired it.
(Record A-6087.)

For the sheer electric thrill of it, play
next, “Ride of the Valkyries,” a record

by the Chicago Symphony Orchestra. In
it is all the fire of battle as dramatized
in Wagner's glorious composition.

These are but a few of the wonderful
Columbia Records through which your
children can acquire that familiarity
with good music which stamps the culti-
vated people of the world. ¢

Other records—hundreds of them, in-
cluding the latest popular records—are
listed in Columbia’'s catalog, obtainable
from any Columblia Dealer. Because of
the new surfacing material used on
Columbla New Process Records and their
laminated construction, scratching and
needle noise are eliminated, and you hear
the music with shadings of tone and
subtleties of phrasing not passible on
ordinary records. They are priced from
75¢ up.

COLUMBIA PHONOGRAPH CO, INC.
1819 Broadway, New York

Columbia

PHONOGRAPHS and

New Process RECORDS

Write to the Columbia branch or distributor nearest you

Atlanta, Ga., 561 Whitehall Street
Boston, Mass., 1000 Washington Street
Chicago, Ill., 430-440 South Wabash Ave.
Cleveland, Ohio, 1812 East Thirtieth St.
Dallas, Texas, 2000 North Lamar Street
Kansas City, Mo., 2006 Wyandotte Street
Los Angeles, Cal.,, 809 S. Los Angeles St.
New York City, 121 West Twentieth St.
Philadelphia, Pa., 40 North Sixth S:reet
Pittsburgh, Pa., 632 Duquesne Way

San Francisco, Cal., 345 Bryant Street

Columb

Buffalo, N. Y., 700 Main Street

Detroit, Mich., 439 East Fort Street
Minneapolis, Minn., 18 North Third Street
Seattle, Wash., 911 Western Avenue

»* * * *

COLUMBIA WHOLESALERS, Inc.
205 West Camden Street, Baltimore, Md.

COLUMBIA STORES CO.
1608 Glenarm Avenue, Denver, Colo.

COLUMBIA STORES CO.

221 S. W. Temple, Salt Lake City, Utah

TAMPA HARDWARE CO.

Tampa, Fla.

W. W. KIMBALL CO.

Wabash Avenue and East Jackson Boule-
vard, Chicago, Ill.

COLUMBIA DISTRIBUTORS, Inc.

1327 Pine Stree:, St. Louis, Mo.

224 West Fourth Street, Cincinnati, Ohio

517 Canal Street, New Orleans, La.

1d

New Process RE CORD S

“Columbia has all the hits and usually first”
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How Kieselhorst Is Canvassing St. Louis

Twenty-four Canvassers Make 600 Calls a Day and See 95 Per Cent
of the Prospects—Results Prove Canvassing in Larger Cities Pays

It is significant that those retail dealers who
are the most successful and find the least causc
to complain regarding business conditions are
the ones who do not fail to take advantage of
sales opportunities through canvassing and in-
tensive outside selling effort. Door-bell pulling
still is being found a sure road to sales by many
talking machine dealers, who are securing busi-
ness which in many cases would never have
been obtained had the dealer waited for the
prospect to visit the store.

The Remarkable Kieselhorst Drive

One of the most extensive and unique can-
vassing campaigns which has ever been under-
taken by a music merchant is now being con-
ducted by the Kieselhorst Piano Co., of St.
Louis, under the direction of E. T. Hammon,
general sales manager. The drive, which has
been under way now for some weeks, is being
conducted with a field force of twenty-four men
divided into crews of three, consisting each of
two canvassers and a captain, each crew taking
two city blocks at a time and each canvasser
covering a route shaped like a figure eight, each
house being visited. When it is considered that
St. Louis is a city of over 750,000 people the
extent of the task may be realized.

Averaging 600 Calls a Day

These canvassers are averaging approxi-
mately 600 calls each day and at times as many
as 1,000 calls have been reported in a single
day. Mr. Hammon, however, has issued in-
structions that the maximum calls per day
should be cut down to about 800 to insure ade-
quate attention to each hoine visited. It is
expected that the campaign will cover a period
of six months, or until every house in the city
has been visited and the information received
properly indexed. The results of the drive are
already very satisfactorily apparent in the large
number of live prospects secured and the num-
ber of sales which already have been closed,
although the real sales effort will be made this
Fall, when a drive will be undertaken and a
determined effort made to sell prospects se-
cured during the course of the present cam-
paign.

See 95 Per Cent of Prospects

The often expressed theory that it is impos-
sible for canvassers to get into a fair percentage
of the homes in a large city is definitely dis-
proved by the fact that the men in the Kiesel-
horst crews are seeing 95 per cent of the pros-
pects they call upon. This includes canvassing
of the most exclusive residential and apartment
house sections in the city. The fact that Man-
ager Hammon’s men are picked men may ex-
plain this, but the fact remains that the results
prove that it is possible to successfully canvass
in a large city.

Once an audience is gaincd with a prospect
the methods of the canvasser are simple. He
questions the occupant of the house whether or
not a talking machine, piano, radio set or other
musical instrument is owned, and if the answer
is in the negative the canvasser immediately
proceeds to sound out the family as to its de-
sires in the matter. Where those questioned
show signs of being good prospects an imme-
diate endeavor is made to get them to come to
the warerooms. If the canvasser is unable to
get them to agree to do this, the captain of the
crew is called upon to aid, and if he, in turn, is
unable to bring in the prospect a salesman
from the regular selling force is given the pros-
pect to follow up. Thus three men handle any
family that shows any sign of bejng a prospect
at all. If all of these fail the reasons are noted
and the prospect listed for future handling ac-
cording to the information secured. Besides
aiding the canvassers on prospects the captains

of the crews follow after them, filling in the
cards for houses where no one was at home
when the canvassing salesman called.
Checking Progress of the Drive

Manager Hammon is at all times in close
touch with the progress being made by his men.
Directly in back of the swivel chair in which
he sits there is a large scale map of the city
of St. Louis and adjoining suburbs. The map
is dotted by a great many red-headed pins, the
number of which is growing daily. Every pin
represents a city block in which each house has
been visited by one of the Kieselhorst canvass-
ing crews and, as quickly as possible, the in-
formation obtained is being tabulated, indexed

and filed, so that when the drive finally is com-
pleted the company will not only have what will
in all probability be the most extensive and
livest prospect list in the city, but it will also
have a greater knowledge of the territory from
which it draws its trade than is usually the
case with a music house.

The campaign of the Kieselhorst Piano Co.
is a concrete intimation of what this large and
progressive concern thinks of the value of out-
side selling, and the success which has already
attended its efforts in this direction shows how
cminently worth while it is for the talking
machine dealer to make a strong try for busi-
ness by the door-bell route

Radio Stores Corporation

218-222 West 34th 5
New York, N. Y.
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0 chines, musical instruments. That’s why
more and more people are going to talk-
ing machine stores to buy radio apparatus.
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Music Master loud speakers and Brandes Table Talk-
ers and Headsets will bring new customers into your
Cunningham tubes, Eveready “A” and “B”
batteries, Electrad antenna equipment and Harkness
Reflex Kits are other “best sellers” in radio.
prepared to make quick deliveries on all the supplies
mentioned as well as on adapters, plugs and other
standard makes of sets, parts and accessories.

We Specialize in Establishing Complete Radio Departments

A o Bt om0 B e B S on At

Dept. T.M.W. 924. 218-222 West 34th Street, New York, N. Y. ) i

Enclose
this in an
envelope
and mat
it imme-
diately

treet

d Perpetual Catalog

We are

RES

— ,.




20

THE TALKING MACHINE WORLD

SepTEMBER 15, 1924

Overcoming Everyday Problems of Sellin

All Salesmen Some Day Find Themselves Faced by Knotty Sales
Problems—A Few Hard Ones Cracked by Persistency and Service

Real salesmanship is a combination of many
things—knowledge of merchandise, patience,
understanding of human nature, etc. In the

talkin )achine business especially the man or
woman with selling ability is absolutely essen-
tial to the successful conduct of the business.
\When a customer enters a store and demands
a certain article and goes out with that article
without having had attention directed to other
goods in which he or she might have been in-
erested the person who served that patron has
demonstrated a distinct lack of salesmanship
and has lost an opportunity. Of course, the
salesman should know when to start and when
to stop. It is just as bad practice to antagonize

The PHONOMOTOR CO.

WM. F. HITCHCOCK, Proprietor
121 West Avenue Rochester, N. Y.

An Electric Equipment for the
PHONOGRAPH

Fully GUARANTEED

Universal—alternating or direct cur-

rent. Complete, with every part ready
to run.
Sample, mounted on motor board,

12x1234, $25.00 C.0.D. Money back

if not satisfactory.

The PHONOSTOP

An automatic stop for all talking ma-

chines, 1009 efficient.
STANDARD FOR EIGHT YEARS

Guaranteed.

Sold direct to

manufacturers all
over the world.

Nickel or Gold.

Your phonograph
is worthy of the
best stop.

This is the only one.

Your customers appreciate it

Our NEED-A-CLIP

A fibre needle clipper with hardened
tool steel blade, retails at 75¢, does its
work perfectly, indefinitely.

WE ALSO SELL GENERAL
PHONOGRAPH HARDWARE

Trade Prices upon application

The PHONOMOTOR

Trade-Mark Reg. U. S. Pat. Office

customers by unreasonable and obnoxious per-
sistence as it is to play the role of mere order
taker. On the other hand, the man or woman
who gives up the fight because results are not
immecdiately forthcoming has no place on the
sales floor. Following are described several in-
stances where the salesman had to show real
ability and demonstrate persistence and re-
sourcefulness to close the deal. These brief
accounts of how successful salesmen have over-
come obstacles demonstrate certain universal
principles of selling with which every salesman
should be familiar and practice.
Patience Brings Its Reward

Every talking machine retailer or salesman
has at some time or another bumped up against
a prospect who did not seem to have any idea
what type of instrument he or she wanted and
who looked at everything in the store and kept
the salesman busy for several hours demon-
strating the varions models. This type of pros-
pect is :a test of the patience of the salesman,
who, if he desires to close the deal, must keep
a curb on his temper, although this is difficult
under the circumstances.

A fine example of patience was demonstrated
by Miss G. M. Norton, who is connected with
the sales organization of the talking machine
department of the Sterling Piano Corp., Brook-
Ilyn, N. Y. One evening a couple came -into
the store to look at a certain model that had
been advertised. They were Irish, not very
long in this country, and naturally they liked
the jigs and reels of the land of their birth.
Jt seems that the finish of the cabinet of the
instrument advertised did not match their living
room furniture, but another instrument which
was a little more expensive did, and here was
the cause of the trouble. They did not know
which instrument to buy. The machine adver-
tised was a discontinued model and a real bar-
gain and the other was of standard make and
more expensive. For two solid hours the man
and woman played jigs and reels on first one
machine and then the other and they kept the
saleswoman busy answering questions \hich
were little short of foolish—enough to try the
patience of anyone. Well, they finally skipped
out of the store on the plea that they were to
have guests that evening and their time was
limited. Despite the efforts of Miss Norton to
sell the standard-make instrument she had to
watch them walk out. The lady promised to
visit the store again in the morning to definitely
make up her mind which instrument she would
purchase. Early the next day she walked in
and the proceeding of the evening before was
repeated. The lady finally decided to purchase
the standard instrument and the contract was
signed. Twenty minutes after she teft the store,
much to Miss Norton's dismay, she was back,
but to make long story short, she simply
wanted to be reassured that she had taken the
mstruiment  that would, give her the most
satisfaction.

Don’t Judge Customers by Clothing

Another sales incident that happened in this
store shows that it does not pay to pass judg-
ment on a customer because she is not well

dressed and does not give any outside indication
of wealth and refinement. A rather shabbily
dressed old woman entered the store one day
and she appeared to be the poorest type of
prospect. Much to the salesman’s surprise,
however, she immediately asked to see a cer-
tain period model and without any preliminaries
and heckling she stated her desire to purchase
a $500 instrument, because it matched her fur-
nishings, and she paid cash for it. Later the
salesman who had sold her the instrument had
occasion to visit her home and he received a
further surprise when he found himself sur-
rounded by luxurious and expensive furnishings.
There is a moral in this for salesmen who are
inclined to slight people who do not appear
to be possessed of money. One never knows!

What Would You Have Done in This Case

This is really the story of a sales effort that
failed and its chief interest lies in the efforts
made by the salesman to close the deal and how
he handled the almost impossible demands of
a most exacting prospect. A business man vis-
ited the New York store of the Rudolph Wur-
litzer Co. and stated that he wanted to purchase
a certain console model for his niece, who was
to pay for it. He declared that although he
could pay cash he wanted to make the purchase
on the instalment plan so that his niece could
make the pavinents, thus teaching her the value
of money.

The first obstacle came up when this prospect
objected to the interest payment. He declared
that a certain dealer of his acquaintance would
drop the interest charge. N. K. Edlund, then
manager of the talking machine department,
was summoncd by the salesman, who did not
want to act on his own initiative. Mr. Edlund,
after lengthy argument, finally convinced the
prospect that the interest charge was justified
for various reasons, not the least of which was
the service facilities of the company at the
disposal of patrons.

The next objection of this exacting prospect
arose over the recording of the contract. The
man objected to having the contract recorded
on the ground that he did not want his name
to appear at the court house. Mr. Edlund called
his attention to the fact that the contract would
not be valid unless it was recorded. Finally it
was arranged that the prospect was to give
his personal guarantee to meet the payments
if his niece failed to complete the terms of the
contract within a period of six months. ‘The
man returned to his office to await the prepara-
tion of this special guarantee by the Wurlitzer
attorneys. Although this detail was rushed
through and a man was on the way to the
prospect’s office within fifteen minutes, when he
arrived there he was told that the deal was ofl
because the same instrument liad been pur-
chased from another dealer at a lower price,
no interest and no legal contract. What would
vou have done under simtilar circumstances?

A. S. Draper, music dealer of Marshfield, Ore.,
will shortly move lis store to attriactive new
quarters at Fourth street and Central avenue,
that city.
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ThePrinceisHere
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Phone CAL edonia
0520-1-2-34

The Prince of
Victor Service
1s always here.

Ask any Pearsall dealer,
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A Musical Census as Basis for Fall Drive

Experience Proves This a Practical Method of Building Sales—
Prospect Card With Best Features of Other Forms Now in Use

To the dealer who feels that the canvassing
method is below the dignity of his general store
policy the following will be of interest to him
and give a clue to a method that has been used
by more than one high-class store with highly
desirable results in sales, and which brought
to it a prestige that will materially help it for
a long time to come. The method employed
is taking a musical census in which every sec-
tion of dealer’s city is canvassed thoroughly in

for this reason she was invariably known by
the people she called upon, which placed her
in an exceedingly desirable position to secure
accurate information.

From the prospect cards used by a number of
dealers in the country who successfully conduct
similar canvasses The World has attempted to
embody the best features into one that is de-
signed to eliminate waste effort and give the
dealer a composite card that covers all phases

is instructed to write the kind of instrument,
its make and age, also any other information
regarding it that he can secure. The space
left for “Who Play and What” will be a much
consulted bit of information as the dealer can
use it for an intelligent direct-by-mail or a
second-call campaign. The next two spaces on
the face of the card are devoted to information
relative to the record and roll library of the
person on whom the call is made. The purpose

BETTER MUSIC

Name

Family

BETTER HOMES
MUSICAL CENSUS

OCCUDATION . el M he | BAAPE o = Sl fld |- kAt aRals
Instruments Owned: P................. 2

Roll Library . ..., S

sHoz
HLW N =

P. T.
P.P. R
Rep.

T. M.

Radio

Record Library
Remarks:

an intelligent manner. For this work one dealer
employed several local school teachers whom
he found very receptive to the idea,

The work, as explained to these teachers, was
pictured as a census of the musical situation of
the city, and the purpose was to determine the
number of people who were musically inclined,
what instruments they owned and who in the
family played. The employment of these teach-
ers, all of whom were women, resulted in secur-
ing some accurate and interesting information
which they collected after intelligent interviews.
In a majority of cases the territory assigned to
cach individual teacher was the one where the
school in which she taught was located, and

of the canvass. Also it is designed to give him
a card which the canvasser can take with him
and bring back to the store where the dealer
can file it under its proper heading. The re-
verse side of the card is for the dealer’s infor-
mation and is in code so that it can be distrib-
uted generally without any feat of its being read
for information by any particular person.
The Face

The face of the card is for the name and ad-
dress of the prospect, members of the family
and their occupations, the latter being placed
directly underneath the members of the family
so that they can be easily read. In the “Instru-
ments Owned” space on the card the canvasser
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Celebrated Throughout the World
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of this is to determine; through careful and
diplomatic questioning, the quantity of rolls and
records, and, more specifically, the kind of music
in which the person is most interested. One
dealer who carried this idea out in great detail
obtained this information from several hundred
customers, and by a direct contact and with the
use of the telephone was able to make an appeal
to many individuals on the particular kind of
music which they liked.

Right here is a point worth bringing out as
regarding the usual propaganda that is sent out
on new releases. As a rule the list of releases
is necessarily general in character. But with
information on the choice of certain individuals
the dealer can, by use of the phone, call them
ar the time cf the new releases and make an
appeal on the music which this person likes.

In the remark column enough space is left
for considerable information of a general char-
acter. For instance, the general appearance of
the home called on, which is important; the can-
vasser’s opinion as to credit risk and the likeli-
hood of the person called on being a prospect
and for what in the near future. Other informa-
tion which he deems of importance may be
placed in this remark column for reference.

The Reverse

The reverse side of the card is for the dealer’s
Information and guidance. Space is left for the
division of the city by zones and a check mark
can be made opposite the zone in which the
prospect resides. This information has been
found important, as it gives the dealer a splendid
refcrence guide for any particular campaign
which he desires to put on. The second col-
umn contains the numbers 1, 2, 3 and 4, and
can be translated from the key to mean “Excel-
lent,” “Good,” “Fair” and “Poor,” which, of
course, has reference to the crcdit standing of
the person on whom the call is made. The third
column is uscd for the purpose of making an
entry as to what the person called on is a pros-
pect for. The space undcrneath is for register-
ing the date of the call and the approximate
date for the second and third call, cte. Thc bal-
ancc of the space can be used by the dealer for
any inicrmation which he may dcsire to place
on it for his guidancc.
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LITTLE TOTS NURSERY TUNES

SONGS, SAMES. STORIES --ON RECORDS
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Now four records to each LITTLE TOTS’ BOOK

instead of three! FEight selections instead of six!

You can now offer your customers one-third more for the same price—profit is the same.

We have added another record—two more selections—to each LITTLE TOTS' BOOK. Each book now contains four
double-faced, seven-inch records—eight selections of songs, games and stories that generations of kiddies have loved.
With each book come eight beautifully colored picture cards, illustrating each selection. On the reverse side of each card is
the verse or story, so that the child can see the picture, recite the verse or story, and then hear it perfectly reproduced—clear,
sweet and melodious—by the best-known artists in the country.

The tremendous popularity of children’s records has made them one of the staple items in up-to-date music stores and
record departments. Without them, your stock is incomplete.

And here are the two wonderful new books, just
added to our steadily growing catalog :
L
: NO. 8—THE “MEDLEY" BOOK Complete Llst Of BOOkS
Hey, Diddle Diddle: Goosey, Goosey, Gander: Little Miss Muffet
128 - < Alphabet Song e
See Saw: Hot Cross Buns: To Bed, To Bed: Bean Porridge Hot g o”
{Little Ja(ilc Horner: There Was a Cr:)oked Man: Little Tommie Tucker No. 1. The “Merry Sonb” BO(I){k
129 Georgie Porgie
Three Blind Mice:l\ Higgilty Piggilty: Lavender’s Ilue: Hobby Horse No. 2. The ‘Happy Day” BOOk
Humpty Dumpty: Mistress Mary: Pop! Goes the Weasel: Baby Bunting ¢
130 {Ding Pong Bell: Diddle Diddle Dumpling: To Babyland: Dickory No. 3. The “Jony ?_Iame” gook
Dickory Dock
Little Boy Blue: Fiddle Dee Dee: Pat-A-Cake: Polly, Put the Kettle On NO' 4. The Stor}l L 2
131 Baa! Baa! Black Shecp: Bobby Shafto: Ride a Cock-Horse: Pussy No. 5. The “Christmas” Book
Cat, Pussy Cat cv
113 " B
. 6. ook
NO. 9—THE “SUNSHINE'" BOOK No. 6. The “Lun?b}{ "
{O]l,[ Dear! o\‘Vhat Can the {The House That Jack No. 7. The ‘“Patriotic”” Book
132 Matter Be? 134 Built
The Jolly Miller The Plough Doy in Luck No. 8. The “Medley” Book
Twinkle, Twinkle, Little Star ¥Frog He Would A Woo- .
133 {Good Morning, Merry Sun- 135 { ing_Go No. 9. The “Sunshine” Book
shine The Dog and Cat
Price: 60c each 65¢c each
in lots of 6 dozen or more in smaller quantities

LITTLE TOTS PHONOGRAPH

Feature this attractive phonograph

together with LITTLE TOTS’ BOOKS, and vou will be surprised by the large number
I of sales you will make.

A complete phonograph, playing all size records, with a clear, rich and loud tone. Fine
wood cabinet in two styles. Rich ivory with colored kiddie pictures (as illustrated) or

mahogany.
Price $10.00 Retail

Dealers’ price $6.00 f.o.b. New York—Special prices to quantity users.

: LITTLE TOTS' PHONOGRAPH
Orde, jiar & a Sa,np[e. The Little Machine with the Big Voice

REGAL RECORD CO., 20 W. 20th St.,, New York
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Securing Neglected Summer Instalments

Necessary on the Part of Dealers to Catch Up

Vigorous Action

With Payments

No matter how hard the average dealer may
work to keep his collections up to normal dur-
ing the Summer months, or how effective his
collection system may be during the ordinary
course of business, he is most likely to find that
there has been a notable increase in the num-
ber of delinquent accounts during July and
August when he goes over his books right after
I.abor Day.

Much of this delinquency is due to circum-
stances, so does not reflect on either the dealer
or his customer, since the latter, with his fam-
ily, in many cases has taken up residence out
of town during the Summer or has been inter-
ested in more or less lengthy vacation periods
and thus has not given his usual attention to his
outstanding accounts.

There are some “collection hounds” who will
tell the dealer that his system should work
throughout the twelve months of the year and
that there is no excuse for Summer lassitude
and the piling up of delinquents. But if that
same dealer will get in touch with the telephone
companies or the gas and electric light compa-
nies he will find that they think it nothing unu-
sual to have generally prompt-paying customers
delay their bills from ten to thirty days during
the Summer. When the telephone, gas or elec-
tric light bill is not paid the customer runs the
risk of having the service shut off and being
much more directly inconvenienced than were
his talking machine to be repossessed.

Conditions being as they are, the logical thing
is for retailers to concentrate with unusual vigor
on collections during the month of September,
at least, and if it be found necessary to put his
whole staff on the work, including the sales-
men, for a week or so, with a view to catching
up, the results should be well worth the effort,
for they mean cash in hand and the mmaintenance
of a credit standard.

The Necessity of Catching Up Quickly

The necessity of catching up right after the
Summer holidays is not alone important from
the standpoint of getting the money at once,
but has a bearing on the future actions of the
customers. Summer delinquencies are usually

Allowed to Lapse During the

due to vacation changes. Prompt action in Sep-
tember will bring these people to terms and
keep them in line until the account is paid up.
But, if the collection of these back accounts be
neglected, the matter of letting the payments go
is likely to become a habit and prove a genuine,
burden to the dealer.
A Diplomatic Reminder

This matter of Summer delinquencies was
brought to mind chiefly through a dealer lo-
cated in a city near New York. Right after
Labor Day he was found busy supervising the
mailing of special letters containing bills to his
delinquent customers. The letter itself ex-
plained the situation and was worded as follows:

“Dear Sir:

“We hope that the Summer for yourself and
family has been a most enjoyable and helpful
one and that the vacation days were of the sort
that will linger long in your memory. We trust,
too, that, having settled down at home for the
balance of the year, you will again become in-
terested in your talking machine and will glance
over and check the lists of new records that
have been issued during the past month so that
we may deliver the selected ones and thus
freshen up vour library for the nights at home.

“At this time mayv we take the liberty of
calling your attention to the fact that your pay-
ments for July and August (or for either one of
these months, as the case might be) have not
been received by us and we assume, naturally,
that they were overlooked in the excitement
over vacation plans. We will appreciate it if
you will send your check for in settle-
ment of these past due payments, so that we
may start this month with a clean slate. We
know that the matter has simply been over-
looked and that you will be as anxious as we
are to keep your account up to date.

“Thanking you in advance for your attention
and soliciting your continued patronage, we
remain,

“Brown Talking Machine Co.”
To the dealer who believes that when it is
necessary to write letters to a delinquent cus-
tomer they should be firm and sharp the above

SKERVIC.

)

careful reliable way.

DE LUXE

Perfect Reproduction of Tone

Price 3 for 30 Cents

Our past achievement in producing only
the Best is the assurance that your Future
business will be taken care of in the same

Always insist on

(BEST BY EVERY TEST)

Plays 100-200 Records
May We Send You Sample?

Duo-loNE CompaNny, INCORPORATED

Sole Manufacturers of De Luxe Needles
ANSONIA, CONN.

NEEDLES

No Scratching Surface Noise

Liberal Trade Discounts

Vacation Season

may appear to be innocuous, but it must be re-
membered that, so far as it is possible to judge,
the people to whom these letters are going are
not deadbeats or persistent delinquents, but,
on the contrary, are assumed to have been
guilty merely of an oversight that may be de-
scribed as seasonal.
Following Up the Hesitating One

The dealer in question has been using this
particular form of letter for the past few years
and with very satisfactory results, it being un-
derstood, of course, that when the friendly note
does not bring in the money he does not hesi-
tate to follow it with the usual series of collec-
tion letters that become increasingly insistent
and that he takes whatever steps are necessary
to make the customer come across.

After having had experience in the increase of
unpaid accounts with the coming of Summer,
the dealer originally worked out a plan for ap-
pealing to the customers in the late Spring to
make payments in advance, getting out letters
early in June asking that the July and August
payments be included in the June check. The
idea proved a flat failure, however, apparently
for the reason that the customers felt that vaca-
tion demands would consume all their spare
cash and that they would rather trust to getting
the extra money somehow in the Fall than de-
prive themselves of it in the Spring.

The main thought is that during September
there is more or less time for attending to col-
lection work, but, if Fall business is half as
good as the majority of business men believe
it will be, there will be little time between Octo-
ber 1 and the coming of the new vear to gather
in the past-due payments. If house is cleaned
right now, the dealer and his staff can devote
themselves to the work of capitalizing fresh
sales possibilities without having the burden of
a large number of delinquent accounts upon
their minds.

C. A. True Joins New
York Talking Machine Co.

Well-known Local Salesman to Cover Brook-
lyn Territory for Prominent Victor Whole-
sale House—Has Had Wide Experience

C. A. True, well known in the talking ma-
chine trade in Ncw York through his connec-
tions as a member of the outside force of the
Silas E. Pearsall Co., and as general representa-
tive of Health Builders, Inc., joined the sales
force of the New York Talking Machine Co.,
wholesaler of Victor products, the latter part of
last month. Mr. True will cover the Brooklyn
territory for the company and his wide experi-
ence is certain to be of grcat asisstance to the
dealers whom he serves, as he has had a number
of years of experience in thc retail field, serving
for a time as the manager of the talking ma-
chine departnient of Bamberger’s Newark, N. J,,
department store.

New Progressive Radio
Catalog on the Press

The Progressive Musical Instrument Corp.,
319 Sixth avenue, distributor of radio apparatus,
announces that in a very short time its new
1924-25 radio catalog will be ready for dis-
tribution to the trade. This catalog will be very
claborate in its construction, and helpful to all
radio dealers in selecting the proper merchan-
disc for their shops. Copics will be mailed to
all those whe apply to FFdward Biel, the sales
niuger,

-



SepTEMBER 15, 1924 THE TALKING MACHINE WORLD 25

BUSH Aano LANE

““Better than a Phonograph’’

Duo-Vox Bush & Lane surpasses in the achievement of
reproducing music and speech with full naturalness and
ample volume. It brings out completelv all detail and char-
acteristic quality. The tone of Duo-Vox Bush & Lane
reproduction 1s irresistibly beautiful.

\ o

Style 50, Mahogany or Walnut

Separate patented reproducers, one for hill and dale and one
for lateral recordings embody advanced principles in repro-
ducer construction.

Write for Catalog and Agency Data

BUSH & LANE PIANO COMPANY

HOLLAND MICHIGAN
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Show a Profit

“Money Saved Is Money Earned”—and we can help you save money on your packing and

shipping. Our wide e}fperience in solving the problems of manufacturers enables us to
offer the most authoritative advice along these lines.

Our product—Atlas Plywood Packing Cases—f{urnishes the means of effecting economies
while increasing protection and efficiency. Our service cannot be duplicated by any other
It is prompt, regular and capable of handling the largest

packing case manufacturer.
orders without delay.

Ask for detailed information about Atlas Plywood Packing Cases and the service we are
The forwarding of a memorandum of your requirements will permit us to
point out specifically the saving Atlas Cases would accomplish in your particular line,

Atlas Plywood Corp.

able to render.

PARK SQ. BUILDING

BOSTON, MASS.

Largest Manufacturers of Box Shook in New England

Whiteman and Orchestra
Soon to Open Fall Tour

First Concert in Trenton on September 28—To
Play New England States and the Entire
South—Pacific Coast Appearances Scheduled

Paul Whiteman and His Orchestra open the
Fall season in Trenton, N. J., on September 28,
following which they will appear through the
Middle West, this side of the Mississippi River.
Later they are to appear throughout the New
England States, which is to be followed by a
tour of the South, finally appearing in Texas
carly in February. The bookings for the ap-
pearance of the orchestra are all made to the
latter date and include appearances in both
large and small cities in the Eastern and South-
ern part of the country, involving a great num-
ber of one-night stands.

Following its Texas appearance in February,
the orchestra will extend its tour out to and
including the Pacific Coast and undoubtedly
will return East by way of the Northwest route.
When the final plans for 1925 are complete
the orchestra will have toured the entire
country.

Cline Opens New Store

AstoriA, ORE.,, September 3.—The new quarters
of the Cline Music Co., Twelfth and Commer-
cial streets, have just been thrown open to the
public. Situated in a corner position in the
Associated Building, the new establishment has
a maximum of show space and the windows
have been appropriately decorated. The lower
floor is devoted principally to the stock of
pianos and sheet music and the upper floor
houscs the office and a spacicus phonograph
department.

New Spargo & Co. Manager

HazLeToN, PA., Scptember 5.—George S. Scho-
field has just bcen appointed manager of Spargo &
Co., the local music house, to succeed Mrs.
Recse, who has resigned. He has bcen identi-
fied with the Spargo establishment for a period
of years.

Shroyer Music Co. Buys
Building in Bethany, Mo.
Old-established Music House of That City

Takes Over Modern Business Building to
Meet Needs of Increasing Business

BerHANY, Mo., September 6.—The Deal Build- -

ing, erected only a few years ago for the purpose
of housing a department store and one of the
most modern business structures in this city,
has been purchased by the Shroyer Music Co,
which will occupy the premises on October I.

The Shroyer Music Co. has been searching
for a new location for some time past in order
to take care of the increasing demands of its
business which was established here twenty
years ago. At the present time the company
not only occupies a large store but requires
much outside warehouse space to take care of
the reserve stock.

Outlines Many Favorable
Fall Radio Sales Factors

Edward Biel, sales manager of the Progres-
sive Musical Instrument Corp., 319 Sixth ave-
nue, states that the outlook for radio business
this Fall is most promising in so far as the
many events of public interest to be broadcasted
will stimulate radio sales in the United States.

The coming world’s series baseball games
will immediately help the revival of the radio
business, as this year’s series will probably be
the most interesting in recent ycars. Following
this event will come the great Presidential
campaign early in October and until Election
Day, which will see the climax of a “radio-
fought” election.

The use of radio in this campaign has elim-
inated the necessity of the candidates to tour
the country, as through the voice of the air
nearly 100 per cent of the woters will decide
their political following. The months of Novem-
ber and December will be ideal for radio recep-
tion and radio will be the leading Christmas
gift of 1924. The public, with the help of the
frce newspaper publicity for all these events,
will be large buyers of radio this year and
dealers should take advantage of the opportunity.

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

Lowest Prices and Best Qualities Always Available for Delivery Anywhere

110 No. Broadway

Send for Bargain List of Repair Parts and Motors

THE VAL’S ACCESSORY HOUSE, Inc.

St. Louis, Mo.

Artistic Window Display
~of Radialamp Loud Speaker

Lexington Talking Machine Shop of Baltimore
Arranges Unusually Attractive Window

Bartivore, Mbp,, September 9—One of the most
effective window displays devoted to radio
products that has even been seen in this city
was that of the Lexington Talking Machine
Shop, which {featured the Radialamp loud
speaker in a recent display. This display,

Lexington Shop’s Radialamp Display
which consisted of twenty or more of the Radia-
lamps artistically arranged, and life-size figures
of a man and woman listening contentedly to

a radio program, attracted wide attention
throughout the city and resulted not only in
increased interest but in a large number of
sales of Radialamps. The accompanying con-
densed illustration gives an idea of the attrac-
tiveness of* the display, but to get an adequate
idea of the real beauty of the window arrange-
ment onc must visualize the scene bathed in
the mellow lights cast by the various Radia-
lamps.

Charles S. Plummer Dies

Newroxr, R. I., September 5—The local music
trade was considerably saddened by the recent
deatll of Charles S. Plummecr, vetcran music
merchant, who passed away at his home, “The
Pines,” in Portsmouth, aftcr a prolonged illness.
Mr. Plummer cntcred the cmploy of his uncle,
the late Colonel John Rogers, in 1877, holding
the position of manager of the music store on
Thames street, until Colonel Rogers’ death in
1910. He then purchased the business and car-
ried it on until 1919 as Plummer’s Music Storc.

Made McNeil Manager

VopesTo, UAL, September 2—Mrs, N 190 Riley
has just been appoimnted business manager tar the
McNecil Music Store, of this city
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Peerless Scores Again

—this time with a new loose-leaf record Album!

We are now manufacturing and filling requisitions for
our new and extremely novel loose-leaf record album—
a product that has been many months in the making—
perfected at last.

DESCRIPTION

Containing 12 pockets, this new Peerless album is fitted with
heavy brass posts and screws. The envelopes are eyeletted—
making them doubly strong—and just a turn of the screw cap
enables the user to replace a soiled or torn pocket. Combines
strength, utility and appearance.

Radio Season is Open

Whether or not you stock radio, you can

hardly afford to be without a supply of
PEERLESS RADIOLOGS.

RADIOLOG in your window will at-

tract many radio fans into your store, who
would ordinarily pass by, and give you an
opportunity to nterest them 1n a phono-

graph.

Christmas 1s Only 68 Days Off

If you read this ad on the very day the “World” reaches
you, Christmas will be only 68 days ahead. Give your-
self a chance to sell, and your customers a chance to buy
timely musical gifts. Remember: Peerless—the album
and a few records 1s one of the most popular of all pres-
ents for voung and old. How 1s your stock today?

We are exclusive metropolitan distributors for the new beauti-
ful and educational “Pictorial Records” for children. Ask us
to demonstrate and show you this wonderful record for the

kiddies.

Samples Sent on Request

PEERLESS ALBUM COMPANY

PHIL. RAVIS, President
WALTER S. GRAY CO. 636-638 BROADWAY L. W. HOUGH

Pacific Coast Representative 146 Mass. Avenue

San Francisco and Los Angeles NEW YORK Boston, Mass.

Kl
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A sample sold the fust ten distributors.  Instant %
recognition of the wiae sales possibilities and -

merit has been accorded )

PICTORIAL RECORDS
and SINGING PICTURES %

?5
Made in six inch double-faced records with transparent zg
playing surface pressed directly upon the multi-color %%
picture base. g
3
F
‘ The records are absolutely unbreakable. The songs ,Ei'
= and stories are exclusive and orlglnal n style, and are g
. of subjects with wide appeal to children. E
Eé 5
ES el
zg PICTORIAL RECORDS and SINGING PICTURES Ei
4 . . . &
e mark a distinct advance in the art of recording and &
! manufacture. They denote a new era in marketing of %
- - i :
E: children’s records. They enlarge the sales possibilities. g
o New and added interest in juvenile records is assured. g
E ¢
| E:( g
2 Territory for distributors and dealers now being arranged. s
g e
2 For further particulars write or wire é
E: 5
5 NEW RECORD CORPORATION :
I &
E 210 FIFTH AVE.,, NEW YORK CITY 2
E |
B
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Preparing for B.roadcasting
of World’s Baseball Series

Radio Interests Already Laying Plans to Put
the Big Event on the Air and Dealers Should
Realize the Opportunity

Dealers in radio equipment are looking for-
ward to a real opportunity for doing a sub-
stantial business with baseball fans in the near
future in view of the fact that plans are being
completed again for broadcasting the world’s
series, a feature which last year stood out
strongly among radio activities.

According to a statement made by the Radio
Apparatus Section of the Associated Manufac-
turers of Electrical Supplies only star reporters
of the air will be chosen to describe the series
for those listening in. It is necessary that
specialists be used for they must be able to vis-
ualize every play almost before it is made, and,
as a result, develop through practice a sort of
sixth sense. For instance, they judge from
characteristic movements of the umpire whether
a given pitch will be called a ball or a strike
and are able to put it into words immediately.

Certainly radio dealers who are keen to grasp
. every opportunity for making a special appeal
to prospective purchasers will take due cog-
nizance of the approach of the world's series
and, both through advertising and window dis-
plays, acquaint the public with the fact that they
have at hand the apparatus which will bring the
series right into the office and the home.

Increase in Exports During
Fiscal Year of 1923-.24

Specialties Division of Department of Com-
merce States That .Musical Instrument Ex-
ports Showed a Gain of 17.8 Per Cent

WasHINGION, D. C., Scptember 1.—In presenting
its survey of the exports from the United States
for the fiscal year 1923-24, as compared with the
preceding fiscal year, the Specialties Division
of the Department of Commerce states that the
musical-instrument group showed an advance
in all four quarters of the fiscal year 1923-24
over the corresponding quarters of 1922-23,
the total gain being about $1,500,000, or 17.8
per cent. These quarterly gains became smaller
with each succeeding quarter, being accounted
for largely by the course of exports of pianos
and phonographs. The former showed a large
advance for the first quarter of the fiscal year
1923-24 over the same quarter in 1922-23, but
this gain was much smaller in the two suc-
ceeding quarters, and by the last quarter was
turned into a loss, which, however, was
made up for the group as a whole by the gain
in exports of phonographs and records. Con-
sistent gains were shown in exports of band and
string instrumecnts for all quarters of 1923-24
over the corresponding quarters the previous
year.

Ackerly Expanding Store

PArcrHoGUE, L. I, September 6-—Construction
work on the new Ackerly Building, East Main
street, in which Jerome W. Ackerly plans to
house his music business after October 1, is
reported to be nearing completion. The struc-
ture will contain three stores and six apart-
ments of four rooms, in addition to the Ackerly
establishment, and will be built of brick, steel
and terra cotta, two stories in height. Every
detail is to be strictly modern, according to
statements made by the architect, Paul P.
Ruehl, who recently designed the Patchogue
Theatre.

Lopin’s, Inc., Charleston, W.-Va, has been
incorporated with capital stock of $10,000 to
conduct a music shop. The incorporators are
Joseph Lopin, Evan Branan, Aaron, Maxwell
E. and Lottie Lopin, all of Charleston.

Wil dlS e Musie Co.
Holds Its Annual Election

Miss M. E. Brown Now One of the Directors—
All Officers Re-elected—Bright Outlook

At the annual meeting of the United States
Music Co., manufacturer of the United States
music rolls, Chicago, Ill, August 19, Miss ML
E. Brown was elected to the directorate of the
company. Miss Brown is the largest minority
stockholder and, in addition, cnjoys the distine-
tion of being manager of the arranging and re-
cording department of the firm, the only woman
operating in this capacity in the industry. All
of the officers were re-elected. They are: Ar-
thur A. Friested, president; George L. Amcs
and George H. Bliss, vice-presidents; John G.
Crotsley, treasurer, and Delbert A. Clithero,
secretary.

The United States music rolls have enjoyed
increasing popularity througliout the year just
closed and the outlook for further substantial

gains in distribution this Fall is excellent,
according to the vicws held by members of the
concern. Many talking machine dealers handle
these music rolls and generally satisfactory de-
mand for them is being cnjoyed where they are
properly exploited.

E. R. F. Johnson a—Director
of Canadian Victor Co.

Son of Eldridge R. Johnson and Vice-president
of Victor Co., Camden, N. J., Succeeds R. L.
Freeman in Canadian Directorate

MoNTREAL, CAN., September 4.—The Victor
Talking Machine Co., of Canada, Ltd., head-
quarters in this city, has announced that E. R.
Fennimore Johnson, vice-president of the Victor
Talking Machine Co., Camden, N. J.,, has be-
come a director of the Canadian concern to suc-
cecd Ralph L. Frceman, resigned. Mr. John-
son is the son of Eldridge R. Johnson, founder
and president of the Victor Co., and was electcd
vice-president of that company in December.
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KNOCKED
DOWN SET

The A-C DAYTON
XL-5, is provided in
knocked down form,
complete with all
parts and directions.
Ask for circular.

SELL TRUE

RADIO

ENJOYMENT

UYERS of receiving sets this
B year will demand radio enjoy-

.ment. A set that will enable
them to select a favorite program
and then hear it clearly, without
distortion and interference, is the
set they will buy.

The A-C DAYTON POLYDYNE
XL-5 is a high grade, five tube re-
ceiving set that you can confident-
ly offer to customers who will de-
mand, above everything else, posi-
tive CLEARNESS OF RECEP-
TION.

The wonderful performance of the
XL-5, its beauty of design and
finish and its very reasonable price,
appeal to music dealers who must
sell and guarantee true radio en-
joyment with each receiver.

The XL-5, designed by A-C DAY-
TON Engineers, bears the official
stamp of the Polydyne Corpora-
tion, insuring the highest quality
in materials and workmanship and
the best in performance.

A letter will bring complete details
fully describing the XL-5, the
price, and attractive music dealer
arrangement. Get ready for a big
radio business this fall.

The A-C Electrical Mfg. Co.

DAYTON, OHIO

Makers of fine electrical equipment for twenty years.
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Two Edison Industries
Have Been Consolidated
Edison Phonograph Works and Thos. A.

Edison, Inc., Merged on September 1—Move
Designed to Create Greater Co-ordination

Effective September 1, the Edison Phono-
graph Works, which has manufactured Edison
phonographs since 1888, and Thos. A. Edison,
Inc., which has merchandised the same prod-
ucts since 1896, will be consolidated. Both in-
terests are located in Orange, N. J. The name
“Thos. A. Edison Incorporated” will continue
to be used, but hereafter will represent both
the manufacturing and merchandising branches
of the Edison phonograph industry. The pur-
pose of the merger is to bring about a greater
co-ordination of the Edison manufacturing and
selling divisions. It has been under considera-
tion for some time.

The consolidated corporation really com-
menced activities in 1888 when the phonograph,
the invention of Thos. A. Edison, was first pro-
duced for commercial distribution. It is con-
sidered particularly interesting and unique in the
history of American business that the Edison
phonograph industry is based upon an invention
conceived in 1877, and that, through all the
vears that have intervened, the inventor has
remained sole owner and active head of this
great manufacturing and distributing organiza-
tion,

The progress of the phonograph during the
period since its invention, nearly a half century
ago, is too well known in the trade to require
reiteration here. Tt is believed that through the
medium of the new consolidation the future ad-
vance of the Edison will be notable.

The Namasal Radio Corp.. New York, was
rccently incorporated at Albanv, N. Y., with a
capital stock of $15,000. The incorporators in-
clude P. Schechter and B. Roland.

New Dulcetone Jobber for
New York and Chicago

New York Talking Machine Co. and Chicago
Talking Machine Co. to Distribute the Dulce-
tone in Gotham and Windy City

Announcement was made the latter part of
last month that the distribution of the Dulce-
tone loud speaker for radio reception, for use
in connection with talking machines, is to be
handled by the New York Talking Machine Co.
and the Chicago Talking Machine Co in the
New York and Chicago territory. F. H. Teagle,
manufacturer of the device, was in New York
and, after a conference with Arthur D. Geissler,
president of the Talking Machine Co., arrange-
ments were completed whereby these well-
known Victor wholesalers would distribute the
product of the Cleveland concern.

The Dulcetone was devised by Mr. Teagle to
couple radio with-the talking machine without
any alteration being necessary to the instru-
ment. The device consists of a loud speaker
that is placed on the turntable with a groove in
which the needle of the musical instrument is
placed. The loud speaker then functions
through the needle, reproducer, tone arm and
tone chamber as does the phonograph.

Mr. Teagle recently visited the Victor Talk-
ing Machine Co., at Camden, and arranged to
exhibit the Dulcetone loud speaker at the Vic-
tor factory radio display.

H. A. Sherman With E. Blout

Henry A. Sherman was recently appointed
manager of the Emanuel Blout store at One
hundred and seventh street and Broadway, New
York, following his resignation from the firm
of Sherman & Kolbert, Inc. Mr. Sherman is
well acquainted in the local trade and possesses
a wide experience which admirably fits him for
his new position.

disappoint.

DOEHLER

The Worlds Largest Producer of

DIE- CASTINGS

In checking up on the prices of a die-cast
part, include among the items involved the
cost of a possible failure of that part in the
place where it will ultimately be used.

A very slight difference in the purchase
price per part may cause a very large dif-
ference in the ability of that part to render
the service expected.

Doehler engineers and metallurgists wel-
come every opportunity to work with ma-
chinery manufacturers in designing, as well
as in producing, die-castings that will not

DOEHLER DIE-GASTING Co.
BROOKLYN. N.Y,
POTTSTOWN. PA

TOLEDO. OHIO.
BATAVIA. NY.

New Finance Plan for

Federal Tel. & Tel. Dealers

Arrangement With Commercial Investment
Trust, Inc., to Take Care of Dealers’ Instal-
ment Paper—Should be Beneficial to Dealers

An announcement that should prove of inter-
est to all retailers of radio sets was recently
made by W. \V. Kideney, general manager of
the Federal Telephone & Telegraph Co., Buf-
falo, N. Y. This announcement stated that
arrangements have been completed with the
Commercial Investment Trust, Inc,, New York,
whereby every dealer of Federal standard radio
products will be enabled to sell receivers on a
new deferred or partial pavment plan.

The new arrangement simplifies greatly the
problem of the dealer in handling deferred pay-
ment sales, for it not only relieves him of the
burden of carrying an increasing amount of
paper himself, with the heavy drain upon his
capital, but likewise it takes from him the
strenuous work of collecting; for the Commer-
cial Investment Trust, Inc.,, makes collections
direct.

Under the plan the dealer is required to
secure a down payment amounting to at least
one-third of the total value of the receiver and
accessories, which obviates the necessity of de-
manding cash for tubes, batteries, etc., in cases
where smaller down payments are taken.

Changes and Additions
to Regal Record Co. Line

The Regal Record Co., 18 West Twentieth
street, New York City, manufacturer of Little
Tot records and albums, has recently made a
number of changes in its product. \While the
retail and wholesale prices of the books are to
remain the same, the number of records in each
album has been increased to four, giving a total
of eight selections instead of six. The records
are still manufactured in the seven-inch size,
double face, and are supplemented with eight
multicolored lithographed cards, carrying appro-
priate illustrations for each selection. The
veverse side of each card carries verses or sto-
ries of the records. This enables the child to
see the picture, read the story or verse and then
hear it reproduced on the record.

H. G. Neu, sales manager of the company,
recently stated that the children’s records are
now recognized by most dealers to be one of
the staple articles to be carried in permanent
stock. Record shelves should carry a complete
supply of children’s records. These records,
besides creating sales and profits, in many in-
stances bring customers into the store, who
very often nake purchases of other merchan-
dise.

In addition to increasing thc number of
records included in each of the Litile Tot al-
bums, the Regal Record Co. also announces
the addition of two new books to its steadily
growing catalog. These two books include
eight records, with a total of sixteen selections,
and are cowmpiled from verses and songs of
wide appeal to children. The new albums are
known as the “Merry Sunshine Book” aud the
“Medley Book."

Altogether, the calalog of Little Tot records
comprises over onc hundred and ten scparate
sclections.

Frank Elliott in New Position

Frank Elliott, well known in talking machine
circles in the metropolitan New York district,
has joined the statf of the North Amcrican
Radio Corp., radio distributor, as a special rep-
resentative to cover the talking machine trade.
Mr. Elliott has been counceted with the Rruns-
wick Co. for the past five yvears, covering the
Rrooklyn territory, and during that time he has
made « host of friends throughout talking ma-
chine trade circles.
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FADA Neutro Junior

No. 195
Three-tube Neutrodyne that is
a wonderful performer. Price
(less tubes, batteries, etc.) $75.

FADA “One Sixty”

No. 160-A
“The receiver that has taken
the country by storm.” The
best known of all Neutrodynes.
4 tubes. Price (less tubes, bat-
teries, etc.) $120,

FADA Neutroceiver
No. 175-A
Mahogany cabinet. Inclined
panel and roomy battery shelf.
5 tubes. Price (less tubes, bat-
teries, etc.) $160,

VA '\\‘.\1!
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FADA Neutroceiver Grand
No. 175/90-A

The five-tube Neutroceiver No,

175-A, mounted on FADA

Cabinet Table No. 190-A.

Price (less tubes, batteries,

etc.) $235,

FADA Neutrola l
No. 185-A I' FADA Neutrola Grand
\ !

_Malhodg_any c:ilfbinet, _beadutifully inlaid, No. 185/90-A
including self-contained loud speaker -
and ample room for batteries. A five- i ﬁ:eétl’beg‘:lf)tzo%;ggnéé
tube Neutrodyne. Drop desk lid con- ?t’g? ¢ Non 190-A Price
ceals panel when receiver is not in use. (la et b 0 bt oiee eicc)
Price (less tubes, batteries, etc,) $220. szegsss Lo eries, :

Now FADA gives you

a complete Neutrodyne Line

WHATEVER your customers want ceiver and Neutroceiver Grand—
in a Neutrodyne you can satisfy five tubes. If they want a more
them completely with one of the economical set, offer them the
new FADA models. If they want FADA Neutro Junior—three tubes.
de luxe cabinet work combined with And always there is the famous
utmost radio efficiency, there are FADA “One Sixty”’—the four-tube
the FADA Neutrola and FADA receiver “that has taken the coun-
Neutrola Grand, the FADA Neutro- try by storm.”

If you have not received complete new catalog, write for it now

F. A. D. ANDREA, INC., 1581 JEROME AVENUE, NEW YORK

Noep, FAO ANORDEAB INC. 5 WS 1
l LICENSED BY @
m"u“‘.” RADIO run«m\‘-“"Y“E
- ,.u»g;‘:m":ﬂar";“so';'.’é‘ﬁ.‘: ANG o 8
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Attention to Better Music Sells Records

Bryant Music Shop Salesmen Push Better Music on Records Be-
cause They Like It—Keeps Twenty Booths Filled With Buyers

Selling the better class of music on records
and building up a record clientele composed of
customers who make purchases week after week
and month after month is of the utmost impor-
tance in placing a business on a sound basis,
according to a talking machine dealer who does
a tremendous business in records each week.

Up on Eighth avenue, New York, in a section
where live many people of German birth and
extraction, as well as other foreign-born resi-
dents, is the Bryant Music Shop. This estab-
lishment does a very large business in records
of music of the better kind and, in the words
of one of the salesmen, this has been accom-
plished by sending out the record supplements
regularly and having the records in stock. The
clientele of this store has been educated to the
point where they look forward to the weekly
supplements containing the lists of new rec-
ords and often if a customer has not received
the latest list he or she drops into the store
to ascertain the reason. There is nothing spec-
tacular in this method of securing business, but

A S Tube

NEUTRODYNE

CABINET STYLE

Complete with

Loud Speaker, Tubes
and Batteries

Built by a firm with over ten
years’ experience in construct-
ing land and marine radio ap-
paratus for U. S. and foreign
governments.

Price of set alone . $125.00
Lafayette Reproducer 28.00

Solid Mahogany Cabinet
$35.00

DEALERS—Write for proposition

THE KOR-RAD CO., Inc.
Sole Distributors

151 East 58th St., New York

y

HE

T
;E N EUTRODYN E

Lieenned under Huwraltine Pnt. No, 1460080
Mode by K. E. Thompaon My, Co
Jersoy City, N. J.

it does show the value of sending out the sup-
plements regularly.
Salesmen Must Like Good Music

“The best way for a dealer to sell the better
music on records is to employ or educate sales-
men to like that kind of music,” stated a sales-
man of this live house. He pointed out that if
a salesman is interested, for example, in the
classics he will be prejudiced in favor of these
records and ‘will lose no opportunity to draw
the attention of customers to the merits of this
music. On the other hand, the salesman who
does not care a whoop about the classics and
is keen on dancing and the music that goes with
it and popular airs will, as the most natural
thing for him, push thesc records with greater
zest and better results. .

The salesmen at the Bryant Music Shop all
are lovers of the best and most enduring type
of music and perhaps this is the reason why this
end of the business has been developed more
than in most retail stores. Mr. Bryant himself
is a music lover and his extensive knowledge of
the Red Seal catalog has brought him much
business.

Twenty Booths and All Filled

In one of the large cities in New Jersey there
is a talking machine dealer who has twenty
record demonstration booths in one of his large
stores and it is the usual thing on a Saturday
afternoon or evening to have all of these booths
filled with people trying out records and several
waiting to enter as soon as a booth vacancy
occurs. How is this accomplished? Not by

. anything radically new or unusual in the way

of sales promotion, but simply by featuring rec-
ords as well as machines in advertising and
window displays and by circularizing machine
owners and record prospects continually. This
store also does a great volume of business in
the better music on records and this has also
been accomplished by remembering that there
is something more to the record library than
popular and dance music.
The Classics at the Store Door

The usual thing in the way of store door
playing to attract patronage and attention to
a particular record is to play some jazz number.
Now, almost every jazz and dance enthusiast
knows the latest hits. He or she hears them
constantly at dances, theatres, etc., perhaps be-
fore the number is received by the dealer, and
it is safe to say that in the majority of cases
the number is quite familiar to this type of
passer-by. Why not vary the monotony by
playing an occasional classic of the lightcr type?
A wiolin or other instrumental number played
at the store door would attract just as much
attention as the jazz and the results would be
even more far reaching, becausc thc retailer
would be educating his patrons to a liking for
better music and he would be crealing intcrest
in a portion of his merchandise which is too
often slighted. Remember that ouly by turning
over stock can rcal profits be madc and cer-
tainly that decaler who only turns owvcr half of
his rccord stock and who permits a consider-

able investment to be tied up in merchandise
which he is not selling is not conducting his
business along efficient lines. Unbalanced sales
effort is one of the real causes of poor business
and no retailer can afford to carry a fair-sized
stock of records of the better music unless he
sells them, and it is a ten-to-one shot that these
records will not move any too fast unless some
effort is made to sell them.
Selling Good Music on Records

Furthermore, it takes real salesmanship and
a knowledge of the music on the records to sell
them with any degree of success. When a cus-
tomer comes into the store for a popular or
dance record or two the salesman is taking
orders, but if he proceeds to supply the cus-
tomer with the numbers demanded and then at
least makes an effort to interest that patron in
one or two of the latest classics he will be"
practicing salesmanship. The sales manager of
the talking machine department of a large de-
partment store in the East, a woman, by the
way, each day gives each member of ler sales
organization a list containing an equal number
of records and among these are included Red
Seal numbers—the Victor line is handled—and
the salespeople are told to sell as many of the
numbers listed as possible. Each month a cash
prize i1s awarded to the one having sold the
greatest number of the listed records. This
little stunt moves slow-selling record stock and
it is one good way of systematically pushing
the best in music on records, thus moving the
entire record stock and at the same time educat-
ing the record clerks in the art of real salesman-
ship.

Kohler & Chase Plan Branch

Nara, CaL., September 4—The Kohler & Chase
Music Co., of San Francisco, will open a branch
store in the Empire Theatre Building here, it
was recently announced by H. D. Secoy, local
representative. A complete stock of pianos and
Sonora and Brunswick phonographs and rec-
ords will be carried. Show windows will be
erected on both First and Coombs streets.

Butte Phono. Co. Expands

Burte, MoNT., September 6.—The Butte Phono-
graph Co., 123 North Main street, has just
taken over the entire stock and fixtures of thc
Howard Music Co., of this city. The outstand-
ing business of the latter concern will be con-
ducted by thc Butte Phonograph house in the
future.

Krone in New Store

Bryvan, O.. September 6.—The Krone Music
Store has just taken over the quarters on South
Main strect vacated by the Schuck Jewelry Store,
and will occupy this space in the future as well
as the small room in thc rcar in which it
formerly was located.

Let us
MADE BY

PHONOGRAPH CASES
RADIO CASES

Reinforced 3-ply Veneer

The Standard Case for Talking
Machines and Radio Sets

fégure on your requirements

PLYWOOD CORPORATION, Goldsboro, N. C.

Mills in Va., N. C. and S. C.
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Why Advertise a Registering Pia

L
in a Phonograph Journal?

For just this reason: we are able to present a product with an

active, profitable market, merchandised on much the same lines

as are talking machines.

Your merchandise, generally speaking, is nationally adver-
tised. So is the Gulbransen.

Your merchandise, generally speaking, is nationally priced.
So is the Gulbransen. |

Your merchandise, generally speaking,is at a point where the
service expense is so small as to be practically negligible. The
same is true of the Gulbransen.

Your merchandise opens a way to continued profit from the
original transaction through the sale of records. So does the
Gulbransen.

Your manufacturers, generally speaking, concentrate on few
styles, requiring minimum investment in stock of machines, by
the dealer. So do we, making four models only.

. _ In the phonograph field are some of the l
world’s greatest “human interest” trade
M-O-T-1-O-N marks. The Gulbransen also has such a
. . trade mark — the famous Baby that means
in your window “Easy-to-Play”.
Here is the type of Theseare a few reasons why the Gulbran-
up - to - date moving sen “fits in” with the average retail talking
window display de- machine business, and why it is now
‘ vice that phonograph handled in so many stores of this type.
| merchants are accus- Many merchants heretofore handling talk-
tomed tg' bA ing machines exclusively have changed
moving Baby. . .
The Gulbran- thelhr pohc;y on account of the Gulbransen
‘ = CHLBRANSEN . sen trade-mark RRDOERIEYE : _
| Tt - ¥ 5 action. Y oumay find that there are many points
of similarity in your own case—cenabling

, you to sell Gulbransens at a very slight
e "1 increase in overhead.

GULBRANSEN COMPANY
3236 W. Chicago Avenue, Chicago Why not find out? We'll gladly send
the full details to any dealer in commun-

Gentlemen—Tell us how the Gulbransen ‘“fits in” with a
talking machine business.

ities where representation is available.
Just fill in the handy coupon.

GULBRANSEN COMPANY

gl ety Tme e ol s ! 3236 W. Chicago Ave., Chicago

Name

Address

(Pronounced Gol. BRAN-gen) L

x GULBRANSEN

The ‘Registering Piano
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THE INSTRUMENT OF QUALITY

onor

CLEAR AS A BELL

Below are shown just a few of the
Sonora period models for Fall. Of
highest  quality throughout, and
priced moderately. these models rep-
resent splendid values and are
exceptionally salable. Handling the
Sonora line will be your best assur-
ance of a profitable Fall Season.
Why not get in touch with us to-day?

Saginaw

$100

Marquette

$125

Serenade

$150

Anne

$250

Queen

Sonora Phonograph
Co., Inc.
New York City

¢ RICIEARDS, NG
New k ty

Census Shows Substantial Gain in the |
Manufacture of Phonographs in 1923

Statistics Compiled by the Department of Commerce Indicate a Gain of 9.2 Per Cent in the
Manufacture of Talking Machines in 1923 Over 1921, When the Last Census Was Taken

WasHincToN, D. C, August 30—The Dcpart-
ment of Commerce announces that, according
to data collected at the biennial census of man-
ufactures, 1923, the establishments engaged pri-
marily in the manufacture of phonographs re-
ported products to the value of $107,276,240, an
increase of 9.2 per cent as compared with 1921,
the last preceding census year.

In addition, phonographs and phonograph
records and blanks were manufactured to some
cxtent as secondary products by establishments

each in Connecticut and Pennsylvania, 5 each in
Massachusetts and Ohio, 4 each in California
and Wisconsin, and the remaining 7 in Iowa,
Minnesota, Missouri, North Carolina and Ver-
mont. In 1921 the industry was represented by
154 establishments, the decrease to 109 in 1923
being the net result of the omission of 69 estab-
lishments which had been included for 1921 and
the inclusion of 24 new establishments. Of the
69 establishments omitted 19 had been engaged
primarily in the manufacture of phonographs in

NMumber of establishments...... .. ... ... oot
Wage earners (average number) d........................,
Maximum mMonth ..eveeeeeenereeecooccaccsnnosonaces

Minimum month ... ... ... .. . . i

W ages mea: m: - - Ennnnn et MBS ESSSGSI R n s -

Cost of ‘materials (including fuel and containers)...........
Products, total value..........coiiiiiniiiniieninnnneonnnns
Phonographs, other than dictating machines, number....

VAT =0 560000m " * 56050000 00d00 A6 ol T

Dictating machines, number........... ... ool

Value ..ot ittt ittt

Records and blanks, number..............ciiiiiiiaa..

Value jjss ol limhspannsn s gt deua. 0t
Needles, value:

Steel i amnkibadd s usnsens ssl+HE o

Other o smqnmdmiods . . . olbisdis s e, B mEm 25000 "

Parts and accessories,
(CH (S OB 660, 066, - 0866 110 0000 o - 1500000000

Other parts and accesSOries........covvieeeneennes
Custom work and repairing, value....................
All other products, value..............coiiiinin ..
Value added by manufacture b..............ccooiiiiie....

HOrSePOWeT .ttt iit e ettt ettt

Coal consumed (tons of 2,000 Ibs.).......covveieeieinnnnn
a A minus (~) sign denotes decrease.

b Total value of products less cost of materials.

c Not reported.

d Not including salaried emploves and proprietors and firm members.

final report.

Per cent of
1923 1921 increase a
109 154 —29.2
20,505 17,938 14.3
Nov. 23,194 Jan. 20,408
Jan. 18,358 Aug. 14,696
79.1 72.0 -
$24,937,166 $21,773,750 14.5
$45,097,220 $41,057,508 9.8
$107,276,240 $08,212,784 9.2
981,635 592,493 65.7
$55,551,817 $38,361,063 44.8
15,824 3,540 347.0
$1,485,243 $243,676 309.3
98,104,279 105,191,929 —6.7
£36,372,410 $47,843,836 —24.0
$1,181,794 $739,386 59.8
$274,393 $394,749 —30.5
$10,611,137 $6,594,300 €0.9
$2,544,208 $1,683,290 31.1
$8.066,929 $4,911,010 64.3
$407,498 $452,223 —9.9
$1,391,943 $3,583,531 —61.2
$62,179,020 $57,155,276 : 3.8
41,604 )
158,047 )

Statistics for these classes will he given in

engaged primarily in other industries. The
value of these commodities thus made outside
the industry proper in 1921 was $1,404,394, an
amount equal to 1.4 per cent of the value of
products reported for the industry as classified.
The corresponding value for 1923 has not vet
been ascertained but will be given in the final
reports of the present census.

Of the 109 establishments reporting for 1923
24 were located in Illinois, 17 in New J[ersey,
16 in New York, 8 in Indiana, 7 in Michigan, 6

1921, but reported other commoditics—ifurni-
ture, radio apparatus, and toyvs and games—as
their principal products in 1923; 40 had gone
out of business; and 10 were i1dle during the
entire year.

The statistics for 1923 and 1921 are sunuma-
rized in the statement above. The figures for
1923 are preliminary and subject to such correc-
tion and change as may be found necessary
upon the further examination and analysis of
the returns.

Radio Advertisers’ Data Book
Issued by Rosenberg Co.

Arthur  Rosenberg Co., Inc, advertising
agent, 110 West Thirty-fourth strees, New York,
recently distributed to radio manufacturers the
first issue of the Radio Advertisers’ Data
3ook, which it has compiled and published.
This book contains the advertising rates, circu-
lation, mechanical requirements and other data
regarding all the radio consumer and trade pub-
lications, as well as those of general magazines
and ncwspapers which feature radio.

The book also contains other valuable in-
formation, including a radio trade map of the
United States on which are indicated the arcas
ol greatest radio sales activity; the numerical
strength of the trade is indicated; the growth
of the industry is reviewed and the export mar-
ket is also surveved.

Albert W. Skinner Dead

Watirsuvry, CoNN., Sceptember 6.—Albert \W.
Skinner, of the Skinner Music Co., died lhiere
recently.  Mr. Skinner was ill but a short time
and underwent an operation which proved un-
successful.  He had been in the music business
for thirtv-one vears and was well kuown in
music circles.

Rules “Talker” a Home Need

Urica, N. Y., September 6.—That the talking
machine is a household neccessity was the gist
of a decision handed down by Justice of the
I’ecace Burke in a recent action here. The
action was brought about by a claim for pay-
ment-on the instrument by a local dealer. The
defendant in the case had purchased the ma-
chine and shortly afterward was separated from
her husband. The husband refused to pay for
the -instrument on the ground that it was not
a home necessity. The court ruled otherwise.
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ITALIAN BOOK CO.

145 Mulberry St. New York, N. Y.
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Aeolian Co. Plans to Move Northward
to Center of New Retail Shopping Zone

E. S. Votey, Vice-president of Company, Outlines Its Future Plans for Location of New Aeolian
Hall—Forty-second Street Building Can Be Utilized for Three or Five Years as Yet

The recent sale of Aeolian Hall to the
Schulte interests and the subsequent lease of
the building to F. W. Woolworth Co. for a
period of sixty-three vears, without any accom-
panying announcement at the time of the future
plans of the Aeolian Co., naturally aroused
much interest and speculation both in and out
of the music trade.

There was considerable question as to why
the Aeolian Co. decided to move from the
Grand Central zone to a new location which
will admittedly be in the upper Fifth avenue
section near Fifty-seventh street. The World
is privileged to publish herewith a statement
by E. S. Votey, vice-president of the Aeolian
Co., setting forth its reasons for changing the
location of its headquarters. Mr. Votey said:

“The sale of Aeolian Hall does not mean im-
mediate evacuation. The company reserved
the right to remain on Forty-second street for
three or five years, yet it is free to take quicker
action, if advisable. The company plans to
move northward to a new Aeolian Hall to be
built. Where or when has not been determined.
A number of negotiations are being carried
along. We are in the fortunate position of not
being hurried.

“In the moves from Broadway, to Twenty-
third street, to Fifth avenue and Thirty-fourth
street and to West Forty-second street, the
company had sensed imminent changes of neigh-
borhood occupancy. It has been fortunate in
its real estate operations and has reaped re-
wards as a pioneer in new districts.

“The Grand Central zone, we felt, is destined
to be a financial district, perhaps exclusively
so, and there are many evidences of this ten-
dency. We are proposing to move from the

Grand Central district to a retail shopping loca-
tion and we are moving for the same reasons
that prompted us to move from Twenty-third
street and Fifth avenue and Thirty-fourth street.

“Each of the company’s real estate moves
occasioned an immediate profit and such moves
have been uniformly fortunate in anticipating
new shopping centers and increased convenience
for our customers. In recent years the traffic
problems have been added and increasing street
congestion is a factor which our company was
bound to consider.

“Whether the new Aeolian building to be
built will contain a concert hall or not, a ques-
tion of large interest in the musical world,
depends, of course, on size of plot, although
there is not now the same need for an audi-
torium as in the days when the Duo-Art piano
was new and had not yet been established as
a musical instrument of first importance. There
was then advantage in the artist association,
but this may not now be so important when
the public has come to know and accept the
reproducing piano. There are other plans being
promoted for concert halls and it may not be
necessary to include an auditorium in the new
Aeolian Hall as it seemed to be when the
present structure was built in 1912

“The sale of Aeolian Hall and its more re-
cent leasing anticipates the removal to a new
location, made necessary by the changes met
and impending in the Forty-second street dis-
trict, but no new location has been decided upon
and there is no urgency of need prompting a
quick decision. We are progressing through
many negotiations and sooner or later a new
Aeolian Hall will rear its height in the sil-
houette of New York's sky line.”

Edison Dealers’ Window
Display for September

The illustration herewith shows the attrac-
tive window display arranged for the use of
Edison dealers by Thos. A. Edison, Inc. Sim-

plicity is the keynote of this display and the
manner in which the Edison phonograph is
exhibited and tied up with the records makes an

Attractive Edison September Display
effective ensemble for any window, regardless
of size. Edison dealers taking advantage of
these monthly displays are finding them suc-
cessful sales producers.

Music House Chartered

LEBANON, PA., September 8 —Reifsnyder’s Music
House, Market Square, was recently incorpo-
rated with a capital stock of $200,000, to deal
in musical instruments. Perry B. Reifsnyder
was named president, Lyle A. Moser, secretary,
and C. Claire Moser, treasurer.

The Rorabaugh Dry Goods Co. Wichita,
Kan., has added radio to its phonograph de-
partment.

We invite a personal test. There is
nothing more convincing. Order a
sample arm and test it out. It will
win you on merit only. Our prices
are low and the quality second to
none.

Write or wire us for samples and
quotations and give us an outline
of your requirements.

Send for sample of our
new Tone Arm for
Portable Machines
and Edison
Attach-

ments.

Combination Radio and Phonograph Tone Arm

NEW EMPIRE COMBINATION

Tone Arm (Ball Bearing)
Reproducer

Loud Speaker

| Radio

EMPIRE PHONO PARTS COMPANY

Eetablished in 1914

2261 East 14th St.

W. J. McNAMARA, President

Pivot Base

for

and Phonograph

Cleveland, O.
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Sectional view of cabinet showing
Radiola Super-Heterodyne installa-
tion. No outside antenna or ground
wires required. Directional loop
has been Installed in swinging
left-hand END PANEL of cabinet.

The Brunswick double purpose am-
plifier is a triumph of musical and
radio research. So perfectly bal-

Sectional view of rear of
cabinet showing battery
and loud speaker instal-
lation of Brunswick
Radlola No. 260,

anced and proportioned is it for
both phonograph and radlo repro-
duction, the shift has been so care-
fully worked out, that it is gov-
erned by merely a turn of the lever.

ABrunswick Radiola
No. 260

The Newest and Most Remarkable
of Musical Instruments

OW Brunswick dealers offer a
comprehensive line covering
their entire requirements, all under
one name—Drunswick Phonographs,

Brunswick Records, Brunswick
Radiolas.

on the most profitable basis of all —
one line with corresponding decrease
in capital investment, with stock for
actual requirements only —with
higher proportionate turnover.

And the direct factory-controlled and

The high standard of Brunswick in-
spires the whole line. The superlative
in phonographic reproduction, in
recorded music, and in the music of
the air.

Now with this line they satisfy any
customer who enters their store. And

protected Brunswick IFranchise is yet
another strong feature. Maximum
discounts, assured by the elimination
of middleman, and direct factory con-
tact, make this much-in-demand line
the most profitable franchise to have
in this field of music.
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Sectional view of top of
cabinet showing instal-
lation of Radiola 111-A.

Brunswick Radiola No. 35

... the Brunswick Radiola Emphasizes

Further the Completeness of
the Brunswick Line

RUNSWICK waited years while

engineers, experts experimented,
before bringing out the DBrunswick
Radiola. Only when music of the air
was brought to the same high stand-
ard of Brunswick recorded music,
were they willing to put their name
upon it.

The Brunswick Radiola 1s a labora-
tory triumph. The blending of both
phonograph and radio to the common
use of the famed Brunswick Method
of Reproduction, was achieved only

THE BRUNSWICK-BALKE-COLLENDER CO.

Manufacturers— Established 1845
GENERAL OFFICES: CHICAGO

Branches in all Principal Cities

after countless experiments and costly
research work.

Now the Drunswick double-purpose
amplifier is perfectly balanced and
proportioned — both for radio recep-
tion and phonographic reproduction.
Now it is approved by the Research
ILL.aboratories of the Radio Corpora-
tion, as well as by Brunswick music
and phonograph authorities.

Hence the superlative Brunswick Ra-
diola—a manufactured product, not a
makeshift combination.

Rear view of cahinet show-
ing battery installation.
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New England Distributors: Canadian Distributors:
Kraft, Bates & Spencer, Inc. Musical Merchandise Sales Co.
80 Kingston Street, Boston, Mass. 79 Wellington St., West, Toronto, Ont.
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597D DD D

P
2=

l|| |é)§;o§ .;.;0;0;.90;.;.9.;0;.3.;0 ;‘B’B’;‘E .9.90}.909 09 °B°§ o;ogogogogo;oso;o

:
i

e L







SepTEMBER 15, 1924

35

Enthusiastic Over Atwater
Kent Co.’s Sales Policy

L. E. Latham Outlines Policy of Atwater Kent
Co. for the Season 1924-25

L. E. Latham, of E. B. Latham & Co., New
York, distributors for the radio products of the
Atwater Kent Mfg. Co., is particularly enthu-
siastic over the announcement of that com-
pany’s sales policy for the season of 1924-25,
which represents one of tlie few occasions that
a company in the radio trade has seen fit to
encourage the confidence of the dealers by stat-
ing exactly what it plans to do for the season
to come.

“The Atwater Kent Co. has established what
comes close to being a precedent in the trade
by announcing a definite radio sales policy for
the coming season,” declared Mr. Latham, “and
cne of the outstanding features of that policy
is that the company has established one single
maximum discount for the recognized dealer
of its radio products, thus eliminating the dis-
satisfaction that so often grows out of the inain-
tenance of the so-called sliding scale, preferen-
tial and special discounts.

“The line for the season will be a thoroughly
comprehensive one, embodying four, five and
six-tube sets in both open and closed and
Del.uxe models in variety to please the great
majority of customers and to ineet the limita-
tions of their pocketbooks. A feature of the
line will be a phonograph sound-reproducing
unit for use with various leading makes of talk-
ing machines and there will also be offered three
types of Atwater Kent loud speakers.

“At the present time the company is prepar-
ing a dealer contract designed to make the han-
dling of its line a valuable franchise through
the fact that the dealer’s territory will be pro-
tected in a way to insure him a business profit.
Distribution will be handled through the general
music dealers, talking machine dealers and the
electrical and automotive dealers, and plans
have been ‘made to aid recognized dealers to
make satisfactory arrangements with finance
companies to take care of time payment sales.

“In addition to a complete and extensive mag-
azine and newspaper advertising campaign the
Atwater Kent Co. has provided a number of
pieces of literature on radio for distribution by
dealers to their prospects and customers, these
including catalogs describing and illustrating
the products of the company, special leaflets
describing various sets, a general instruction
booklet giving necessary technical information,
various dealer display sales helps, electric and
novelty signs and window display suggestions.

“On the whole, the Atwater Kent Co. has set.

forth a program that indicates the giving of
much thought to the immediate future of the
line and its distribution, a fact that will appeal
to those dealers who have experience with
vacillating policies in production and distribu-
tion of radio products.”

Display for Newlyweds

REeNo, Nev., September 4.—H. E. Saviers & Son,
Victor and Sonora dealers, recently featured a
window display that resulted in a number of
sales. Several models of instruments were
shown and beside each was a handsome reading
lamp. A framed placard carried the inscrip-
tion: “Brides and grooms, attention! This bride
doll, lamp and bed lamp will be given free to
the first bride and groom to buy a phonograph
at this store, Victrola or Somora.” The dis-
play was instrumental in bringing in a number
of newlywed couples and those who contem-
plated taking the step.

New Philpitt Manager

OxLanDo, FLA., September 3.—The managership
of the S. Ernest Philpitt & Son music store
here was recently taken over by Marshall Phil-
pitt, succeeding Ross B. Steel.

THE TALKING MACHINE WORLD

Nightly Concerts at Victor
Atlantic City Showrooms

Attractive Programs Rendered Each Evening in
Big Boardwalk Auditorium Drawing Crowds
of Enthusiastic Music Lovers

ArLantic City, N. J., September 9.—In the con-
cert ‘hall connected with the new showrooms of
the Victor Talking Machine Co., at 1731 Board-
walk, here, there was inaugurated recently a
series of daily concerts that will be a regular
feature of the establishinent and will serve to
present to the great amusement-loving public
that visits this resort recording artists and or-
ganizations of note, together with the latest
Victor record releases.

As an example of the type of programs which
are being presented, the program for each night
of a recent week might be quoted as typical.
On Monday evening the playing of a number
of Victor records with explanatory talks under
the tile “The Miracle of Recorded Music.” The

following evening the subject was “Tone Pic-
tures.” On Wednesday, “Artists Up to Date.”
Thursday the program consisted of Russian
music. On Friday the Victor releases for the
current week were featured, and on Saturday
there was an hour with the great tenors and
baritones.

Admission to the concerts is without tickets
aund special invitations are extended to the
guests of the large Boardwalk hotels to attend.
Judging from the size of the audiences at the
concerts already held the idea is going to prove
distinctly successful.

New Royal Distributor

Denver, CoLo., September 5.—Joseph Phillips,
3229 West Colfax avenue, has been appointed
representative of the Adler Mfg. Co. and will
distribute Royal phonographs throughout Colo-
rado, Wyoming, Utah and New Mexico. Mr.
Phillips is an cxperienced merchandiser and has
a thorough knowledge of the territory.

S EMAANIN

EQUIPMENT

ELECTR.ICAL

Announcing the 6-D Recetver

"I YYPE 6-D embodies the most modern developments in
- radio engineering, together with unusual design and
workmanship. It meets the most exacting requirements of

discriminating buyers.

The outstanding characteristics of this new Receiver are ex-
treme selectivity, extraordinary distance range and excep-

tional clarity. Tuning is very simple.

The 6-D is a non-

oscillating Receiver, and no potentiometer or stabilizer is

employed.

Start the season right. Display this new Receiver in your
store, and prove to your customers that you are keeping

apace with the latest developments.

Volume sales will

follow. If your jobber cannot supply you, write to us.

Circusr: Two stages of tuned radio fre-
quency amplification, detector and two
stages of audio frequencyamplification.

Tubes: Five in all. Jacks provided for
either five or four tube operation.

Barreries : Either storage or dry-cells.

Cables: Complete sersupplied for <A™
and ““B’" batteries.

Aerial: 75 to 125 feet, single wire.

DPrice,without Tubes & Batteries, $125.00

SPECIFICATIONS

Wave lengths - 200 to oo meters, with
uniform efficiency of receprion.

Panel: Aluminum, with attractive
crystal black finish. A perfect body
capacity shield.

Dials: Sunken design. Shaped to fit
the hand and permirt a natural position
in tuning.

Ik

Rheostars : Adequate resistance for all
standard base commercial tubes.

Condensers : Single bearing, low leak-
age losses.

Sockers: Suspended on cushion springs
which absorb- vibrations.

Cabiner - Mahogany, with distinctive
lines and high finish. Ample space
provided for ““B’’ barteries.

For Sale by Reliable Dealers

EISEMANN - MAGNETO - CORPORATION
General Offices: 165 Broadway .

DETR.O 1 T

J AN

FROLA- N C185CO

New York

- cCHICA GO



THE TALKING MACHINE WORLD SepTEMBER 15, 1924

... just let him

You don’t need a
fortune to become

an Edison Dealer—
ask nearest Edison

Jobber
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sell himself!

NSTEAD of giving the customer a regular
il 83 “sales talk” when he inquires about the
New Edison—just let him sell himself!

Send a New Edison to his home for side-by-side
comparison with any other phonograph —let
the evidence of his own ears prove its over-
whelming superiority.

You know how easily the New Edison sells —
and this plan makes sales still easier. Try it!

THOMAS A. EDISON, Inc.
ORANGE, N. J.
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Imitiative Is Needed for Business Success

Braid White Points to the Importance of Initiative in Devel-
oping Greater Selling Efficiency and a Successful Business

It may be the merest old fogyism, but one is
sometimes much tempted to believe that the
youths of the day have less initiative than those
had twenty years ago who are now their fathers.
Whether it is that the conditions of life are so
absurdly easy to-day, whether it is that the
spread of material prosperity has been so ex-
traordinarily wide during recent years, the fact
remains that the young man and woman of the
hour seem to take life very easily; in fact,
almost too easily. Now, I am not one of those
who believe that constant “hustle” is the only
thing worth having in life. On the contrary,
the mere fact that the American people have
learned more or less how to play as well as
work during the last two decades seems to
me to be one of the best signs that the world
is getting better and not worse as time goes
on. No, the point I wish to make is that, for
some reason or other, the youth of to-day has
not the creative spirit.

Analogies from the realms of art, literature

and even physical science can doubtless be .

drawn to support this thesis, but it is sufficient
for the present purpose to talk about the mat-
ter in its business aspect, and especially with
respect to salesmanship.
Riches by Mail

There never was a time when more money
and labor were being expended on the art
of salesmanship than are being expended now;
but this only proves that there is much need
for a better sort of salesmanship and for a lot
more of it. Certainly there is no proof that
there are more good salesmen, although there
is a great deal of evidence to show that per-
sons not entirely scrupulous have discovered
that. every American youth believes that the
salesman is the most fortunate of persons and
holds down the most fortunate of jobs. If this
were not so there would surely be fewer schools
for teaching by mail in twenty-four lessons the
art of salesmanship and of accumulating a
fortune.

It is then not so much that young men
dislike salesmanship as it is that they try to
become salesmen without learning the game

.one must object.

properly from the ground upwards, to which
The man who possesses that
precious mental quality called “initiative” is
precisely the man who does not expect to be-
come a high-grade salesman overnight, because
his possession of that quality enables him to
see that he himself must create his own cir-
cumstances and make his own job in whatever
activity he occupies himself. The man who does
not see this has no initiative, and is the man
who supposes that by swallowing (after paying
for) some formulas and catchwords he can, in
some mysterious fashion, blossom out as an
expert in a game which its biggest players de-
clare to constitute the study of a whole life-
time.

There is no royal road to salesmanship, then,
but there is one possible, practical road. That
is the road which leads through the valley of
initiative. A man who possesses this quality
may be perfectly ignorant of a given line of
business, or of a given product, but yet will be-
come an expert with surprising rapidity in that
line or product, because his own creative fac-
ulty will drive him to master the problem set
before him and then, when he has mastered it,
will show him original, individual ways of ap-
proaching it, so that he may come in due
course to distinguish himself above his fellows
by his ability to crack all the hardest nuts and
solve all the hardest sales puzzles.

What Is Initiative?

What, then, is initiative? It is almost as hard
to define in words as is that other rare quality,
tact. One remembers that the best definition
of tact ever given was by way of being a
parable. A butler, it was said, entering a bath-
room, found inside a lady bathing. He at once
withdrew, saying loudly, “I beg your pardon,
Sir.” That is really a good example of the use
of that faculty called tact, which might per-
haps be roughly defined as the ability to say
and do always the exactly right thing at exactly
the right time in all conditions of human
intercourse. Initiative meanwhile is no easier
to define with any exactness, but perhaps one
might say that it is that mental faculty which

fidence in us.

skilled craftsmen can create.

211 Congress St., Boston

o
l
|
|

FELF

Justifying Your Confidence

\ N / HEN a talking machine manufacturer specifies Ameri-
can Felt Company’s felts, it is an expression of con-

We are conscious of this faith and so we produce the finest
felt that the most modern equipment and the most highly

All the resources and facilities of this organization are avail-
able through our branch offices.

AMERICAN FELT COMPANY

325 So. Market Street, Chicago

114 E. 13th Street, New York City

L]

leads a man or woman to perceive and to do
the best thing in circumstances where that
thing is not immediately obvious. It is the
quality of initiative that tells a motorist in a
tight place just how to take advantage of the
circumstances and to escape triumphantly from
what some one else would allow to drift into
a smashup. It is initiative which enables a
salesman to devise, upon the spur of the mo-

. ment, the appropriate answer to an unexpected

question, or the right approach upon an un-
expected rencontre with some person or cir-
cumstance not mentioned in the books. Any
one can see a train of circumstances, but it is
initiative which makes a man see what should
or might flow from those circumstances.

These Had It

Many men had meditated upon the fall of
bodies, but only Newton was able to grasp the
fact that these phenomena are all small repre-
sentations of an universal law. Millions of
men had watched the steam from a tea-kettle
force up the lid, but this demonstration of ex-
pansive power went unheeded till James \Watt
suddenly saw that here was the solution of the
problem of utilizing steam as a power to do
work. The motor car had appealed to thou-
sands before Henry Ford perceived the fact
that a revolution in the whole condition of life
would come about when a standardized vehicle
at a low price had been built, and proceeded
to build it. The quality of initiative alone kept
up the spirits of men like Edison, Taintor, Bell,
Berliner in the early days of talking machine
development; for each of these men saw in his
mind’s eye that a certain condition of things
was possible, and from that mental picture pro-
duced by their possession of the quality of ini-
tiating ideas came the courage which sustained
them till their work had been done.

Initiative brought Marshall Field to Chicago
and initiative showed him how to conquer.
Initiative made Patrick J. Healy the head of the
great music house which is almost synonymous
with the name of Chicago. Each of these men
was always willing to dare, because he had seen
his problem clearly and knew that he was right.

Why Not To-day?

It really does seem, however, that our young
fellows to-day possess not quite so much of
this desirable quality as their fathers did. Per-
haps, as I said before, life is too easy. Per-
haps those very inventions which were produced
by initiative have destroyed, by their abundance,
the quality that produced them. Life is very
easy and very luxurious. Young men are
brought up in luxury and they come to be-
lieve that wealth is to be gained by devious
methods and rapid ways. They dream of “deals”
when they ought to be at work.

However that may be, the old rule is as good
to-day as it was a thousand years ago. The
prizes of life go to him who has the ability
to initiate new ideas and to dare to put those
ideas into practice. The mentally lazy man
can never make a success, though he starts
with ever so much money. Whatever aud who-
ever hc be, the man who would build business
must possess that initiatory quality, that ability
to think, to see, to do, independently.

The young American has always in the past
prided himsclf on his independence and his abil-
ity to make good. The knowledge that life
would not be too casy otherwise has always
helped. To-day we need to talk a little less
about “deals” and a little more about carcers,
less about “easy money” and more about good,
hard, honest work, less about ourselves and
more about how little we know, less about
“beating the gamc” and more about playing
it; less about imitating and more about creating.
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Strand Radio

"News

The only cabinets

with built-in loud-speaker horn
of sound-board spruce

(a) projecting the sound out at the top of cabinet at ear level—

(b) with the lid deflecting the sound waves forward—

(c) producing head-phone quality in loud-speaker volume.

All dials at elbow height.
Gas-tight partition; no
corrosion. Batteries and
charger accessible. Pure
tone quality—marvelous

volume.

R1 Open 3

List Price

$75

Set not included

For Fada,
Sleeper,Tuska,
Crosley,Moon,
Garod,

and any other set
with a panel not
over 20" x 10'".

Every radio set belongs in a cabinet.
Every radio set should be a complete,
attractive

self-contained, appropriate,

piece of furniture.

Theright cabinet will
sell the set—and the
right cabinet carries
the real profit.

Here is where the radio money is
going to be this Fall. A suitable en-
closure of an efficient set at a reasonable
price, and at a fat margin of profit to
the dealer—all this has arrived just as
it did in the phonograph business, only
it took fifieen years to arrive in the
phonograph business, and beginning
with this Fall’'s business it is here
already in radio.

““Quality product
at low list and
lon's discount.”

List Price

$100

Set not included

For Freed-
Eiseman,Ware,
Eagle, Thomp-
son, Murdock,

and any neutro-
dyne or other set
with panels not
over 29" x 9'',

R1 Closed

95 Madison Avenue

Manufacturers Phonograph Co., Inc.

GEORGE W. LYLE, President

New York City

R2 Closed
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Making the Advertising Appropriation
Bring in the Greatest Returns in Sales

Neighborhood Dealer Must Use Mediums Which Have Greatest Circulation in His, Particular
Locality—Bulletins and Organs of Clubs and Churches Worth While as Ad Mediums

I'o the talking machine dealer who has but a
limited advertising appropriation the question
of the mediums which he should employ is an
important one. He must put forth his message
in that which will bring it before the greatest
number of people who are in a position to be-
come future customers. This does not neces-
sarily mean that the paper with the largest cir-
culation is the logical one for the dealer to
utilize. Ofttimes the paper with a smaller cir-
culation, but with one that is widely read in the
dealer’s locality, will have a pulling power many
times more powerful than that with a large city-
wide circulation. In the larger cities this prob-
lem has been solved to a certain extent by the
issuance of neighborhood papers which treat
chiefly of the problems of that one locality and
carry advertisements of the merchants and en-
terprises of that section. In New York this
idea has been carried even further, for certain
of the metropolitan dailies issue supplements
which are given over entirely to the advertising
and news matter of an individual district or
section. If two or more papers appeal to the
dealer as being suitable as mediums, a study of
their make-up, the circulation statements or an
advertisement carried in each, with a check-up
on the results, will soon determine which one
he should use to obtain the best results.
Advertising in Bulletins of Clubs and Churches

Another class of medium which may be used

the dealer with even better results and at
less expense are the bulletins or organs issued
by institutions, clubs or churches in his locality.
A good instance of this is the advertising car-
ried by James Egan’s Music House, 630 Colum-
bus avenue, New York. Mr. Egan is an accred-
ited Columbia and Vocalion dealer and does a

brisk business in machines and records. He is
situated in a cosmopolitan neighborhood, with
a large percentage of the residents being of
Irish birth or extraction, and it is to this class
of trade that he makes his appeal. By dint of
a little extra sales effort and by carrying at all
times a complete stock of the Irish recordings
of all the companies he has built up a large
Irish following and his sales of Irish records
assume large proportions.
And the Congregations Buy

His advertising is in line with this policy.
There are three Catholic churches in the vicin-
ity and a majority of the congregations are
Irish or of Irish extraction. Each of them
issues a monthly bulletin which contains the
news of the past month and a schedule of its
activities for the coming month. These are dis-
tributed free to all attendants at the churches
and so run up, in each instance, to a circulation
of several thousands. As they contain infor-
mation which is useful to those who possess
them in their honies, they are usually retained
for a much longer period than is the general
publication. Mr. Egan advertises in each of
these bulletins, having a full-page, back-cover
position-on one and a half-page advertisement
in each of the others. The total cost each
month is exactly $25 and the return, in his esti-
mation, is many times that amount. All issues
of the bulletins carry the request that the read-
ers patronize the advertisers and occasionally
on the Sunday that the papers are issued it is
explained verbally that they are made possible
by the advertisers and the congregations are
requested to give their patronage to those mer-
chants. .

That the choice of these mediums in the case

of the Egan Music House is more profitable
than advertising in daily papers cannot be
doubted, for they circulate in the immediate
vicinity of the store, which is situated at Co-
lumbus avenue, between Ninetieth and Ninety-
first streets, and the territory which they cover
extends from Seventy-eighth street to One hun-
dredth street, from the Hudson river to Central
Park.

Whether a similar advertising campaign on
the part of dealers situated differently would be
as fruitful of results is problematical, yet the
small expense allows every dealer to experiment
and a check-up of the results could decide
whether or not such advertising should be made
a permanent feature of his publicity. The me-
diums selected need not be those issued by a
church—clubs, fraternal organizations and other
institutions issue such organs and any would
serve a similar purpose. The success attained
by the Egan Music House would make it seem
worth while for any talking machine dealer to
proceed along similar lines.

Eight Victor Artists to
Appear in Denver Concert

Denver, Coro., September 6.—The concert to be
given here on September 15 by the Eight Pop-
ular Victor Artists is being eagerly looked for-
ward to and local Victor dealers are making
every possible arrangement to reap the full
benefits of the appearance of these popular
artists. A committee of three dealers, A. W.
Mason, of Daniels & Fisher; O. P. Jones, of
the Denver Dry Goods Co., and J. M. Thomp-
son, of the Wells Music Co., has been named
to complete arrangements for the concert, which
will be given in the Municipal Auditorium.

A national radio conference to discuss better
voluntary regulation of the wireless has been
called by Secretary Hoover to meet in \Wash-
ington, September 30.

Distributor for

Acme Apparatus Co.
Allen Bradley Co.
Brach Co., L. S.
Burgess Battery Co.
Brandes, Inc., C.
Como Apparatus Co.
Coto Coil Co.

Crosley Mfg. Co.
Cutler-Hammer M{g. Co.
Dubilier Condenser Co.
Electric Storage Battery
Electrad Corp.

Fleron & Son, M. M.
Martin-Copeland Co.
Music Master Corp.
National Carbon Co.
Radio Corp. of Amer.
Sterling Mfg. Co.
Sleeper Radio Corp.
Weston Elec. Inst. Co.
Western Electric Co.
Westinghouse
Workrite Mfg. Co.

—and others.

Simplify Your Radio Installations
The Radiola Super Heterodyne

No Aerial - - -

Self Contained Batteries

Radiola Super-Heterodyne

batteries

loud speaker .

Our Talking Machine Department, composed of talk-
ing machine men, understands your problems and is

organized to help you.

TIMES APPLIANCE CO. Inc.

(Wholesale Only)

33 West 60th Street

Telephone Columbus 7912

(second
monic) with separate Radiola loud speaker,
with six UV-199 Radiotrons, but without

Same as above, but without Radiotrons or
$

No Ground

har-

$269.00

New York
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MUSIC
DEALERS:

For the tone quality and
dependability that make
each sale a lead to more
sales, be sure to sell only
genuine RADIOTRONS.
And tell the public that
you do. Call attention
to the mark. And proﬂt
by its prestige.

This page appears in the
Saturday Evening Post,
the Literary Digest, and
a long list of magazines
—the start of a campaign
to boost your Radiotron
sales. Tie up with it!

It isn’t a genuine WD-11
unless it’s a Radiotron.
It isn’t a genuine WD-12
unless it’s a Radiotron.
It isn’t a genuine UV.199
unless it’s a Radiotron.
It isn’t a genuine UV.200
unless it’s a Radiotron.
Itisn’t agenuineUV.201.a
unless it’s a Radiotron.

<

This symbol of
quality is your
brotection

b 3 £ T a2

BRI, = SR SRR Y
>

Radins WD-11 474 WD-12

CMade Hisrory/

These are dry cell tubes—the
tubes that made possible the
swift progress of radio in
the home everywhere. They
meant clear tone—undistorted
detection — radio and audio
amplification — and volume
reproduction —all with dry
batteries. They meant radio
in the city—on the farm—off
in camp—everywhere!

And today, there are millions
of these Radiotrons in use.
Everybody knows them fa-

miliarly as “WD-11’s” and
“WD-12’s.”” But they are not:
genuine unless they are RA-
DIOTRONS. Always be sure
to look for that mark on the
base, and for the RCA mark
on the glass. It’s important,
whether you are buyinganew
set with Radiotrons in it, or
buying new Radiotrons to re-
place old ones. Always look
for the Radiotron mark and
the RCA mark. Then you
have the genuine—sure to live
longest—serve best.

Radio Corporation of America
Sales Offices: Suite No. 339

233 Broadway, New York 10 So. LaSalle St., Chicago, Ill.

Radiotron

REG. .U. S. PAT.

433 California St., San Francisco, Cal.

OFF.
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Edison Tone Tests Attract
Thousands at Atlantic City
Successful Series of Tone Tests Given During

the Summer in Edison Exhibit in Art and
Industry Exposition at Seaside Resort

Among the outstanding attractions during the
Summer to a host of Atlantic City visitors were
the Edison tone tests given almost continuously
during the day and evening in the Edison Ex-
hibit at the Art and Industry Exposition on

“Dentip};ne” Enables Deaf
to Enjoy the Phonograph

J. W. Gonce, of Anderson, Tenn., has in-
vented what he calls a “Dentiphone,” which
cxtends to those hard of hearing the pleasure
of enjoying the talking machine. The inven-
tion is an attachment one end of which carries
a stylus, which rests in the groove of the phono-
graph record while the other end is formed into
a mouthpiece to be held between the user’s
teeth. Thus the tones of the record become
audible through the vibrations which are set up

the Million Dollar Pier. The exposition opened

ey o AmpIco = s {)“

on the bones of the
head. Quite a num-
ber of deaf people
are enabled to hear
ordinary conversa-
tion through an in-
strument that brings
about such vibra-
tion.

Mr Gdnce says
that the device may
be constructed from
any suitable res-
onant material, such
as steel, hard rubber
or numerous woods.
While a steel needle
or metal is desirable,
favorable results
have been obtained
with styli of hard
wood. Thcre must,

on July 16 and closed on September 10, and in
the interim thousands of people from all parts
of the country were privileged to hear the New
Edison demonstrated under particularly favor-
able conditions.

Various well-known Edison artists appeared
in the tone tests, which were held in a tem-
porary auditorium arranged just outside of the
House Electric, in which was installed one of
the latest Edison models. Hardly had one
audience left the auditorium at the conclusion
of a tone test than the seats were filled by
newcomers who also had an opportunity of
hearing the Edison reproduced in comnparison
with the voice of the living artist. The accom-
panying photograph gives some idea of the
type of audience which listened to the tone
tests and the number of persons present is an
indication of their popularity.

Listening to an Edison Tone Test in Atlantic City

of course, be a head
of some sort to carry the stylus, and at the
other end a suitable mouthpiece; and near each
end there must he a thin, flexible section—the
one near the stylus helps the latter to follow
the groovc in the record, while the one near
the mouthpiece is necessary to avoid shock
and jar to the teeth. Between the two thin
sections the instrumcnt may be of practically
any cross-sectional figure whatever.

Thomas Music Co. Chartered

New BerN, N. C, September 6.—The Thomas
Music Co., of this city, has just been incor-
porated with an authorized capital of $25,000.
R. N. Scott, H. P. Whitehurst and J. O. Fair-
cloth, all expericnced business men, are thc
proprietors

In antieipation of the Fall demand which you will receive for thesc
ncw Radiolae, we suggest that your orders be placed at this time.

TRI-CITY ELECTRIC CO.

WHOLESALE ONLY

Main Officeand Warechouse
§2:36 Latoyette Street
NEWARK, N. J.

RADIO CORYP

SERVICE THAT COUNTS!

Radiola Super-Heterodyne, with
' Radiola Loudspeaker and 6
Radiotrons UV-199; entirely
complete except batteries, S269

Our complete stoek of Radiolas is at all times availuble for immediate
delivery to Northern New Jcrsey Talking Machine and Radio Dealers.

O R

Branch
Strarzie anwd Edtison Streets
PATERSON, N. J.

ATION DISTRIBUTOR

New Victor Record by
the Prince of Wales

Record by British Crown Prince on “Sportsman-
ship” Released Just as Prince Reaches Amer-
ica for His Second Visit

The long-expected visit of the Prince of Wales,
which had been heralded through the medium
of news dispatches for several weeks, held
a special opportunity for dealers in Victor rec-
ords for the reason that in the Victor catalog
there is a recording by the Prince himself, the
record being No. 35746 and the title “Sports-
manship.” Samples of the new record were sent
out on August 22 and the shipment of initial
orders was begun on August 29, so that
many dealers had this record in stock while the
Prince was still traveling about this country be-
fore going to his ranch in Canada. The re-
verse side of the record bears the song, “God
Bless the Prince of Wales,” played by.-the band
of H. M. Coldstream Guards.

Two Popular Trade Mem-
bers Are Photographed

HayproN, Va, September 6.—Cheyne’s Studio,
Victor dealer of this city, was recently visited
by I. Son Cohen, president of Cohen & Hughes,
Victor wholesalers of Baltimore, and William

. Biel, secretary and treasurer of the same con-

cern. In order that a reminder of the very

I. Son Cohen and William Biel
pleasant visit bc retained the photograph of
Mr. Colhen and Mr. Bicl, which is reproduced
here, was taken, proving that thc personnel of
Cheync’s Studio are not only progressive talk-
ing machine men but also artistic photogra-
phers and “know” good subjects when they see
them.

New York Quarters of U. S.
Music Co. Are Rearranged

The New York branch of the United States
Music Co. recently went through a period of
housecleaning preparing for Fall business.
Various alterations were made in the com-
pany’s quarters and the stock was rearranged
with a view to increasing efficiency. It is re-
ported that business is unusually good for this
season of the year and there is every prospect
for a roll demand this Fall greater than the
manufacturers have experienced for years.

Donald C. Fendler and L. J. McAllister, of
the company’s salcs staff, and S. L. Lucas, press
manager, have just returned from a vacation
spent at Canadian Sununcr rcsorts and are all
set for a strong salcs drive.

New Gennett Record Hits

‘T'wo of the hits of “lunocent Exyes,” now play-
ing at the Winter Garden, “Hard-hcarted Han-
nal” and "“Hula Lou,” havc proved mnost popu-
lar with buvers of Gemuctt rccords. ‘“Hard-
hearted Hannalh” is sung by thc Windy City
Jazzers and “Hula Lou” is plaved as a fox-trot
by Bailey’s “Lucky Scven.
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MOTOR No. 77

A Leader in the Industry

The Number “77”’ has maintained the leadership in its class
for the past ten years, setting the pace to the tune of ONE
MILLION now in use and all of them still going strong!

And here are some reasons why

No mediocre materials or “short cut”
methods are permitted in the manufac-
ture of Heineman Quality Motors. Or-
dinary bearings won’t do for the “77.”
They must be made of phosphor bronze.
Every single governor spring and ball
must be individually weighed and tested.
All gears must be absolutely accurate.
Nearly so won’t do. Accurate to the
thousandth part of an inch is the Heine-

man standard! Driving and winding
shafts, and in fact every part down to the
smallest screw must come up to the
rigid standard set for it.

And then, when the component parts are
all assembled into a complete motor they
must give a noiseless and satisfactory
account of themselves to a keen expert
of long experience before thev are de-
clared “fit for duty.”

HEINEMAN QUALITY MOTORS

Manufactured by

General Phonograph Corporation
OTTO HEINEMAN, Pres.

25 West 45th Street

New York City
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Profitable Marketmg of Crops Brings
Good Business to Kansas City Dealers

Liquidation of Indebtedness by Farmers Brings About Stabilized General Business—Sales Drives
Result in Retail Activity—Unusual Window Display Attracts the Public

Kansas City, Mo., September 9.—Steady busi-
ness increase has been noted by both retailers
and wholesalers during the past month. The
profits from the excellent wheat harvest in the
Southwest and the prospects for a good corn
crop have had their effect in marked improve-
ment in all lines of business activity. The farm-
ers have used their profits to liquidate their
indebtedness at the banks, and still are in com-
fortable enough financial condition to do more
spending than they have been able to during
the past few years of hard times. The banks,
in turn, are now on a steadier basis and are
prepared to further business advancement by
extending credit to firms wishing to expand or
otherwise improve their business. Dealers are
all anticipating brisk steady business for the
coming season, due to these conditions. An
especially encouraging feature of the trade
situation is that its improvement is on a sound
coustructive basis.

Sales Drives Resultful
. The August sales drives staged by a number
of the local retailers went off very successfully.
Much interest was manifested, and the buying
of this period has continued as the Fall stocks
are being introduced. While the business aver-
age in most of the stores is high, the day-by-
day business has been quite spasmodic. Vaca-
tions are over now in nearly all of the stores,
and everyone is settling down .for a busy Fall
and Winter business season.
Knabe Studios Staged Successful Drive

The Knabe Studios, in their Summer clear-
ance sales drive, made a special feature of the
fact that they offered refund and exchange
privileges. This appealed to many and helped
to make the sale a highly successful one.

Household Club Plan Sells Machines

The Victor, Edison and Sonora phonographs,
carried by the music department of the Jones
Store Co., have been offered for sale on the
store’s Household Club plan, which provides
for special time payment arrangements. The
response has been very good.

Brisk Business at Wunderlich’s

The Wunderlich Piano Co. found that its
Summer business held up surprisingly well. As
the manager expressed it the sales force “simply
kept on the job, and the results were remark-
ably gratifying.” Both the phonograph and
record business was active through the Sum-
mer, and the outlook indicates marked improve-
ment during the Fall months.

Striking Record Window

One of the most striking window displays in
Kansas City music stores recently was arranged
by the Brunswick Shop to advertise the record,
“You Ain't Got Nothing T Want,” played by
the Mound City Blowers. A small brown frame
bungalow was placed in the center of the win-
dow. From its green shingled roof to the steps
leading down from the white-columned porch
to the gravel path, the house was complete in
every detail of design and workmanship. In
front it bore a large sign with the warning,
“Quarantine—Beware—Smallpox.” A sick-look-
ing doll was leaning against one of the French
windows which flanked the front door, and an-
other stood at the edge of the porch in conver-
sation with a fashionably dressed doll in blue
who stood in the yard with one arm extended
disdainfully, quite obviously saying, “You Ain’t
Got Nothing I Want.”

Christman Co. Featuring Brunswick

Reports from the recently opened Brunswick
department at the Christman Dry Goods Co.,
Joplin, Mo., indicate that an excellent phono-
graph and record business has gpened up there.
The department is one of the most beautiful
in the State, being finished throughout in
matched walnut, with plate glass show cases
and beautifullv decorated booths.

The Brunswick Co., which is now making
first shipments of the new Brunswick Radiola,
will start its national advertising campaign for
the machine in the Kansas City territory Sep-
tember 11. All of the dealers who have seen
the new machine are delighted with it, and ad-
vance orders have been pouring in until the
company is now far oversold. The popularity
of the Brunswick Radiola is expected to cause
reflected increases in the other Brunswick lines,
and the wholesale house reports that a stimu-
lating reaction has already been felt there in
the increased phonograph orders. As a conse-
quence of these favorable factors the outlook
for Fall business is excellent and dealers han-
dling this line are optimistic.

Location in Theatre DlS-
trict Helps Record Sales

HAGErsTowN, Mb., September 8.—By utilizing to
the fullest possible extent the advantages of
his location, Norman B. Kurzenknabe, of the
Talking Machine Shop, 4 Potomac street, has
built up a very large record business. Situated
in the heart of the motion picture theatre di:
trict, this store keeps open until after 11 o’clo
at night and caters to the crowd on their w
home. Effective tie-ups with four of the th
atres have been made by arranging with the
organists at each to play late Victor release
during the performance. As the audiences file
out from the show the same selections are heard
on a talking machine which stands just inside
the door and wafts the music out to the street.
The result is a thriving demand for records of
all descriptions, another concrete instance of
how tie-ups of this nature pay the far-sighted,
aggressive dealer.

DISTANT STATIONS can be tuned
in with remarkable clearmness and vol-
ume. All but the most distant can be
heard on a loud speaker.

EASY TO OPERATE. So simpli-
fied and sensitive that no technical
knowledge is necessary for its opera-

tion. Permits absolute logging of
dials.
SELECTIVITY. One of the most

selective sets made. Local stations
can be tuned out and distant stations
received—without interference.

Capitalize on the nationally known
name of Murdock—and the great de-
mand for the neutrodyne. The high
quality and moderate price of this

NEW YORK—53 Park Place

Here are the features that
establish the supremacy
of the Murdock Neutrodyne

It will pay you to make the Murdock
the basis of your radio trade

WM. J. MURDOCK CO.
414 Washington Ave., Chelsea, Mass.

Branch Offices

SAN FRANCISCO—-509 Mission Street

MURDOCK
NEUTRODYNE

DOES NOT RADIATE.

APPEARANCE. The handsome sol-
id mahogany cabinet and black panel
make the Murdock acceptable to the
most exacting home environment.

DEPENDABILITY. Guaranteed to
give the most satisfactory results un-
der all conditions where reception is
possible.

SALES CO-OPERATION. Backed
by powerful advertising in radio mag-
azines and daily newspapers—and
strong sales policy.

receiver assure volume sales and big
profit. Get in touch with your jobber
today. If he doesn’t carry the Mur-
dock Neutrodyne write us for infor-
mation and dealer discounts.

CHICAGO—140 Dearborn Street
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Window Displays That Create Radio Sales

The Radio Window With a Message Will Reach the Heart of the
Fan—Wide Opportunity for Effective Appeal Through Displays

Regardless of what may be said to the con-
trary, good radio merchandising is very similar
to good merchandising in other lines, although
features may be connected therewith that re-
quire special handling just as with any other
product in preparing and carrying on a sales
campaign.

There is, and probably will be for some time

Window Showing Radio Entertainment in the Home
10 come, a very substantial natural demand for

radio receivers and equipment. But the dealer
who is inclined to sit back and depend entirely
upon this without putting forth any special pro-
motional and sales effort on his own account
is very likely to be dissatisfied with the results
from his radio department.

In the matter of window display, for instance,
there is just as much reason to prepare a proper
display of radio receivers and equipment as
there is to give thought to the display of talk-
ing machines, records, or any other type of
musical instruments. An increasing number of
radio receivers are coming on the market,
which, in their design, are calculated to find a
welcome place in the home and which have an
appeal in that connection as well as for their
actual receiving possibilities. Some of these
new models are of the attractive console type,
richly designed and finished. Others are table
models or are built to fit into various types of

abinets. Still others make an appeal not only
from the standpoint of design but from their
small size.

The dealer who seeks to build up a permanent
radio business with the best people of his com-
munity cannot be satisfied with telling of the
reccption possibilities of his line, but must let
the public sec how well the¢ manufacturer has
install he radio equipment in a cabinet that
is an attraction rather than a plain black panel

bhox.
Window Displays Bring Results

It is significant that thosc dealers, in the
talking machinc as well as in other fields, who
1 it to window displays
‘ | ntirely satisfactory and, in

r 3 Tt has happened fre-

whose mind had been

1 Ximumn powecr
becn particularly struck
1 h clal play and has invcsted
i ling his estimated limit

quciutly that a prospcc

It has low 1z¢d

ir 1 ne |

article. Tt tru 1kin
and musical merchandise

in onc window

that thc most
mnfined to onc
icular tvpc of
machines, pianos
1 displayed

but i such 1 the appcal

was general and could not be concentrated on
any one item. When it was desired to feature
strongly one particular type of talking machine
or one special record release, the proper method
has alwayvs been to reserve an entire window
for that purpose. The same rule follows in the
display of radio sets and accessories.

This is not to say that the dealer should

the annual Fall hunting season is approaching
rapidly when the city-bred man gets into the
wilds and after a few days misses the enter-
tainments of urban life, especially in the long
evenings.

Another window carries with it the human
touch and emphasizes strikingly the manner in
which the radio can be made to provide enter-

devote his entire window space to radio and
exclude the various lines of musical instruments
he handles. But if he is taking the department
seriously he might well arrange to have a com-
plete radio display perhaps one week in three
or one week in two.

For at least the next few months the retailer
who gives proper thought to his radio window
displays is going to profit materially thereby
for the reason that good radio windows are
notable for their scarcity. Walking along the

main streets of any of our large cities one sees
plenty of radio displays but they are either in
the corner of a window devoted chiefly to other
products or they represent a conglomeration of

Emphasizing Distance Reception in the Window Display

tainment for all members of the family. In this
particular case the dealer has taken the oppor-
tunity of displaying close to a dozen different
types of receivers which may be accepted by
the prospect as indicating there is available a
radio set suitable for any purse. This appeal
is from the family and home angle.

The window display shown above gets under
the skin of the distance “bug”—the man or
woman whose enthusiasm over a radio set in-
creases in proportion to the number of stations
logged and the distance of those stations. In
this display, which was featured in the Bruns-
wick Shop, Detroit, ribbons from the controlled
dials of a Radiola Super-Heterodyne to points

Ia’»"o -t

on a large map of
the United States
where broadcasting
stations which sup-
posedly had been
heard on the instru-
ment are located
were used effectively
to convey the idea
of the practically
unlimited entertain-
ment available.
These illustrations
serve to prove that
not only are attrac-
tive window dis-
plays possible, but
that there are so
many avenues for
appealing to the

A Radio
dials, condensers, tubes, phones, etc., that mcans
very little to the prospect for the completc sct.
Many Opportunies for Display Appeal

That good radio windows are possiblc is quite
evident from the accompanying photographs of
displays which have actually bcen made in rc-
tail stores and have produced results. Each of
the windows shown makes a different appeal to
the radio prospect. One display, for instance,
showing a Fcderal set in a log eabin, illustrates
the manner in which radio can bring music and
other forms of entcrtaimiment into the far-dis-
tant wilderness and to the loncly hunter or
trapper. FThis display is particnlarly timely, for

Window Display With Especial Appeal in the Fall

prospect that it is
an easy matter to arrangc a series of win-
dows to attract ncw types of prospects at
frequent intervals. In this group alone the
appeal lias bcen madc to the lonesome individ-
ual, to the faniily group, and to the individual
for whom the charm of radio is tlic distance it
covers. The dcaler can find many opportunities
for putting the radio appeal across.

Tlie main thing is that, altliough a large pro-
portion of the population has beeu sold on
radio, they have not been entirely sold on the
idea of demaunding attractive casings for the
instrument. Tt is up to the dealer to show thc
public just what lic has to offcr.
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ANNOUNCES THEIR NEW
POWERFUL NEUTRODYNE MODELS
THE GEORGIAN AND THE Y

owey’

Power—to produce great volume.

Power— to bring in distant stations.
Power—to work through local stations.

Power—to moderate or intensify volume.

Power—to render the original quality of
tone transmitted.

The Garod Georgian

Rich brown burled walnut, with door-
panel borders of inlaid ebony and holly
—5 tube model—built-in loud speaker— Power—to SeleCt programs.
battery compartments and accessory .
drawer. Will grace the finest drawing

room—provide the best in radio recep. Power—to get the best out of the program.
tion. Size 35" " long—16%" deep—42"2"
high.

¥ 40000 . PR RN

These models have power plus—and then more
power. They are full voiced—with tonal quality
of exquisite timbre. They can be controlled to
meet the capacity of the small living room, or
manipulated to take full advantage of the
acoustic possibilities of the large hall.

The Garod V

Genuine mahogany highly finished
cabinet—graceful 15°sloped genuine
mahogany panel—carved feet— five
inch dials—double reading Weston
volt - meter — 5 tube model. Size
34%" long—13%" deep—11%" high.

$19590

In every respect, they are worthy of bearing the

name GAROD.

We are now ready to enter orders, and grant
jobbers of standing, exclusive non - conflicting
territories, where open.

The Garod RAF

The receiver that made GAROD
famous. Added mechanical im- -
provements — 4 tube model — with
which you are familiar. Size 192"
long—7%" deep—10" high

313500
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SEE OUR EXHIBITS AT
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Effect_ive Vocalion Windows Prove Sales
Stimulators for Gardner White’s Store

O. H. McLean, manager of Gardner \White's
Jetroit store, at 4849 Grand River avenue, de-
votes six or more window displays each year to

THIS STORE

OPEN
MON DAY <WEDNESDAY
EVE. UNTIL 8:P.M.
SAT. UNTIL 9PM.

" oz

RADIO

P amo it

| EASY PAYMENTS

sible for a large increase in Summer business.
Tall shaded lamps were interspersed with the
display of Aeolian Vocalions and a combination

Vocalion phonographs and Red records. An
unusually effective one was featured the last
two weeks in June, which was directly respon-

One of the Gardner White Co.’s Win dows Which At_tracted Wide Attention

radio-phonograph—the floor was carpeted with
Vocalion records and a mammoth Red record
was centered above the radio.

Morris Music Shop Expands

Miaar, Fra, September 3.—The Morris Music
Shop recently purchased a lot on Coral Way at
Coral Gables, and plans are rapidly going for-
ward toward the erection of a store and apart-
ment building. Mr. Morris was one of the first
to enter business in this new suburban district
and his business expanded so rapidly that new
and larger quarters are necessary.

A Pocket Edition Phonograph

A recent foreign dispatch gives the interest-
ing information that a Hungarian engineer of
Prague has invented a phonograph the size of
an ordinary watch. There is room inside for
ten discs, giving a repertoire of twenty selec-
tions. By placing the instrument on a water
glass the sound is amplified sufficiently for an
ordinary sized room.

Recordings by Cincinnati
Conservatory Artists

Starr Piano Co. Announces New High-grade
Series of Gennett Records Made by Artists
of the Cincinnati Conservatory

Word has just been received that a new group
of Gennett records to be known as the Cin-
cinnati Conservatory of Music Artist Series is
being manufactured by the Starr Piano Co.

Robert Perutz, Polish violin virtuoso and
member of the artist faculty of the conservatory,
has just completed the production of four dou-
ble-face ten-inch records. They are “Gavotte”
by Mozart-Auer—*“Cradle Song” by Tor Aulin;
“Valse Bluette” by Miche—“Zapateado” by Sar-
asate; “Valse Caprice” by Wieniawski—"Swing
Song” by Barnes and “From the Canebrake”
by Gardner; “Spanish Serenade” by Chaminade-
Kreisler—“To a Wild Rose” by MacDowell
Mr. Perutz has been peculiarly successful in his
recording. His tones are true and big as well
as very beautiful. - '

The Cincinnati Conservatory of Music Artist
Series will be continued by Karl Kirksmith, solo
‘cellist of the conservatory orchestra and also
member of the faculty. A considerable demand
is expected for these records as the Cincin-
nati Conservatory artists are known not only
in America but in Europe for their splendid
musicianship and artistry.

Victor Foreign Records

The Victor foreign record releases for Sep-
tember include recordings in the following lan-
guages: German, Italian, Russian, Hebrew and
Yiddish, Bohemian, Croatian, Finnish, Lithuan-
ian, Mexican, including Spanish recorded espe-

“cially for Mexico; Norwegian, Polish, Slovak,

Slovenian and Swedish. Literature and avertis-
ing matter concerning these releases have been
sent to all Victor dealers.

Model J

Top 34x21 in
Height 33y in.

Model T

Top 35x22 in.
Height 34% in.

Model H

Top 35x22 in.
Helght 3414 In,

ITY”

TALKING

AUTE

“NOW” is THE TIME
To Put in THIS LINE

Sold From

Manufacturer to Dealer

Our Console Cabinets are equipped
with United Self Oiling Motors—
Blood Tone Arms and Sound Boxes
—which with “LAUTER QUAL-
Cabinets are a combination
not to be beaten.

Let Us Have Your
Next Order—IV rite

For Prices and Particulars

THE H. LAUTER COMPANY

West Washington at Harding Street
Indianapolis, Indiana

MACHINES

Model ¥
Top 40x22, Height 35% in.

Meodel E
Top 40x22, Height 3534 in.

Model! K
40x22, Meight 36 in.

Top
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Intense Production Activities in the

Canton-Akron District Felt in Sales

Quality Merchandise Has the Call as Business Steadily Gains—Talking Machine Exhibits Fea-
ture of Stark County Fair—Formal Opening of the New George S. Dales Store Soon

CANTON-AKRON, O., September 8-—Talking ma-
chine, record and radio sentiment shows im-
provement this month over last mionth, and
while buying in August was not brisk, never-
theless dealers report the outlook is far more
encouraging than it has been for many weeks.
In both cities production schedules are being
increased at the major factories, especially in
Akron where the rubber and tire factories are
increasing output and employing more men.
Talking machine dealers interviewed this week
say there lhave been more inquiries in the past
few days than at any time this Summer and
that people are talking buying and some sales
are being made. Dealers say majority of talk-
ing machines being bought are the newer con-
sole models and that quality merchandise is pre-
ferred. Records have been holding their own
all Summer, the dance and popular song num-
bers being in most demand.

Talking Machine Dealers at Fair

In the main display hall at the annual Stark
County Fair, second largest in the State, half
a dozen booths have been reserved for talking
machine and piano dealers, according to Charles
A. Fromm, secretary of the Stark County Agri-
cultural Society. “I believe music dealers are
more anxious to show their wares at the county
fair than any other class of merchants, for they
claim they get more live prospects at the fair
than through any other medium of exploitation.
More than usual space has been allotted dealers
of talking machines this year,” IFromm said.
Canton and Massillon music dealers are always
represented at the big exposition which attracts
in the neighborhood of 100,000 people in the
five days it is in existence.

Edison Demand Good

Harold M. Rutledge, manager of Rhines Edi-
son Shop in Canton, reports Edison business
on the increase. “We have noticed a change
for the better in the past two weeks. Inquiries
indicate the new console models are in much
demand and the average prospective buyer is
talking quality merchandise,” he declared. Mr.
Rutledge announces this store as well as the
Massillon store of the firm will be represented
with its usual big display in the merchants’ ex-
‘hibit hall at the annual Stark County Fair.

Strassner Back Home

W. E. Strassner, head of the Strassner-Custer
Music House, who has been in New York and
other Eastern cities studying music, is back in
Canton and again at his desk at the music store
which recently reopened in its new location on
Cleveland avenue, Northwest. Mr. Strassner
was recently presented with a medal from mem-
bers of Nazir Grotto, for his excellent work in
directing the band of that order, which in June
won first prize at the annual national convention
of the fraternity at Indianapolis, Ind.

Sells Cardinal Stock

Sale of the stock of finished talking machines
at the plant of the Cardinal Phonograph Co.,
Zanesville, O., which concern was recently ac-
quired by the Zane Mfg. Co., is now in progress.
Future policy of talking machine manufacture
at this concern is indefinite.

Garver Bros. Display Edison at Fair

A large exhibit of the Edison phonographs,
including the newest console models, will be
presented by Garver Bros. Co., Strasburg, O.,
at the annual Tuscarawas County Fair at Dover
late this month. The Edison Co. will have the
only phonograph display, for the Garver store
has leased the entire display hall for its exclu-
sive use.

Alliance Dealers Optimistic

Alliance, O., talking machine. dealers report
business better the past two weeks than at any
time this Summer. Three Victor dealers in the
west end of the city, The Vernon Piano Co.,

Cassaday Drug Co. and J. H. Johnson’s Sons,
are doing a nice volume of business in records,
but machines have been in poor demand for
some weeks. With the advent of Fall, how-
ever, business is expected to be considerably
better.
Victor Records Grow in Popularity

American folk-poenis set to music with Euro-
pean folk-dances, negro spirituals and the latest
in dance numbers recorded in recent Victor
releases, are most popular with record buyers
in Akron, according to Earle G. Poling, head
of the well-known Victor store there. “Machine
business has been only fair, but I expect it to
improve with the advent of September,” Mr.
Poling said. “Records have been going big
all Sunmimer, probably because we have made

it a custom to stress a good number and se
several hundred records of it in the course of
two weeks or thirty days,” he added.

Dales to Open Soon

Alterations to the store of the George S
Dales Co., of Akron, will have been completed
by the middle of September, when the new store
will be formally opened to the public. Talking
machines will be given all the second floor and
pianos will occupy the third floor, leaving the
whole main floor to the display of jewelry.

Wiedoeft to Play at Canton

Announcement that Herb Wiedoeft and His
Cinderella Roof Orchestra, of I.os Angeles,
Cal,, will play a return engagement at Moon-
light Gardens, Meyers Lake Park, Canton, O,
has been enthusiastically received by admirers
of this well-known band of Brunswick record
makers. D. W. Lerch, local Brunswick dealer,
plans a tie up with the appearance of the band
here and will feature their newest record re-
leases in a window display. On their former
appearance here they created a tremendous
record demand in local Brunswick shops.

o . ,,—:-)

TﬁO Speaker

Lamp

[ Patents Pending ]

Lights the way to greater Radio Sales
and Profits for you

ity of tone, by marvelous performance
Thor Speaker Lamp is making an
unparallelled appeal to the public imagina-
tion and is experiencing sales through musical
and radio dealers that are almost as spectacu-
lar as the invention of radio, itself.

Thor Speaker Lamp is the original combi-
nation Loud Speaker and electric lamp. Con-
cealed within a beautiful floor or table lamp
that harmonizes with the furnishings of the
most elaborate room, is a special speaker unit
made by the famous Dictograph Products
Corporation. This unit amplifies, and repro-
duces perfectly, bringing out the high and
low tones, as well as the middle tones.

Thor Speaker Lamp is free from gutteral
and throaty sounds so manifest in all horn
type loud speakers. It is non-directional,
which means that you can hear it in every

BY SHEER beauty, by remarkable qual-

part of the room, eliminating the necessity of
sitting directly in front of a horn to listen in
distinctly.

Demonstrate Thor Speaker Lamp beside
any awkward, ugly, ungainly present tyEe
loud speaker and its beauty alone will win the
preference of your customers; add to this,
however, its full, rich, mellow musical tone—
its low price (Thor Speaker Lamp costs no
more than horn type loud speakers)—and you
have the road to quick, profitable radio sales.

Behind Thor Speaker Lamp is a merchan-
dising policy that is devoid of freak stunts
and novelties. Sound principles, established
by other lines of business in selling, are fol-
lowed. Supporting this policy is an extensive
advertising campaign in national mediums.
The advertisements which have appeared and
will appear are bound to bring orcrers to musi-

cal dealers who carry Thor Speaker Lamp.

Franchises in certain territories still open. Jobbers and Dealers are invited to write
for descriptive literature and full details

THOR Radio Division o the

Golden Gate Brass Manufacturing Co.

1239 . 1243 Sutter Street,

San Francisco, California
[110]
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TRF-50
(] A handsomely

carved cabinet —
a most efficient 5-
tube circuit with
Unit Tuner and
built-in Magnavox
Reproducer.

(O TheReceiver you
have been waiting
for; study the
details.

These new Broadcast Receivers complete the

MAacvavox Radio Line

S HE exceptional facilities for building radio business possessed
d by every energetic phonograph and music dealer call for the
i0nll most  highly perfected merchandise—Ilike that bearing the
e’ 3| name Magnavox.

The Broadcast Receivers here shown offer three decisive advantages:
unequalled simplicity of control; reproduction of exceptional clearness in
any desired volume; and handsomely carved period cabinets designed in
accordance with the best traditions of the music trade.

The simplicity of control is provided by the Magnavox Unit Tuner
which does away with all complicated dialing, and places the novice on
the same footing as the radio expert. In point of selectivity and distance,
Magnavox Broadcast Receivers also satisfy the most discriminating.
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As illustrated, the panel carries only three knobs—the On and Off Switch, the Selector
{Magnavox Unit Tuner] and the Volume Control. This last dial permits any desired
volume instantly and without altering the superb character of reproduction in any way.

Evolved at a time and under conditions obviating the necessity of costly changes during
production, Magnavox Receivers have for the dealer the final advantage of offering the
public. the utmost economy in price as well as efliciency in operation.

Description

The same highly perfected Magnavox circuit is embod-

ied in cabinets with and without built-in Reproducer,

as described below.

Magnavox Radio TRF-50 — A 5-tube tuned radio
frequency receiver consisting of two stages of tuned radio
frequency of special design, detector, and two stages of
audio frequency.

Magnavox Unit Control Tuning. Built-in Magnavox
Reproducer unit.

Cabinet of true period design, beautifully carved, with
hand-rubbed antique finish: height, 1434 in.; length,
20Y% in.; depth, 1834 in.

Price without tubes or batteries .

$150.00
Magnavox Radio TRF-5—Same as TRF-50 but en-

cased in simpler cabinet without built-in Reproducer.
Cabinet measures: height 9548 inches; length 2015
inches; depth, 1434 inches. Loudspeaker and “A” bat-

tery terminals in rear.
Price without tubes,batteries or reproducer $125.00

Magnavox Reproducer M4 is a most desirable acces-
sory for TRF-5. $25.00

Werite for copy of Broadside Announcement giving
details of Magnavox service to Registered Dealers

THE MAGNAVOX COMPANY, OAKLAND, CALIF.

SAN FRANCISCO: 274 Brannan Street

NEW YORK: 350 West 31st Street

e

Canadian Distributors: Perkins Electric Limited, Toronto, Montreal, Winnipeg

Announcement

Magnavox Radio Receivers will be publicly announced
in full-page advertisements in Saturday Evening
Post on September 13 and September 27, followed by
a strong list of general, radio and farm papers issued
October 1—the total combined circulation being eight
millions.

Make this your most successful radio season by fea-

turing TRF-50 and TRF-5 Broadcast Receivers.

To those who qualify as registered dealers, we give

a special advertising service of great value.

MAGNAVOX—now a complete
Radio Line

The name Magnavox is now identified with a complete
Radio line, including Broadcast Receivers, Vac-
uum Tubes, Reproducers, Power Amplifiers
and Combination Sets.

By the Magnavox plan of distribution, the Registered
Dealer is given assistance that insures him becoming an

important factor in the radio business of his community.
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Real Salesmanship Necessary for Best

Results in Merchandising of Radio

Interestine Analysis of the Radio Situation, Particularly as It Affects the Talking Machine Mer-
chant, by B. R. Hassler, Sales Manager of the Colin B. Kennedy Co.

a sign of fine health in the radio indus-
ry when so much of the retailing is coming
into the hands of experienced talking machine
dealers. For one point in which radio needs
most improvement is in the methods of selling.

The talking machine dealer is among the first
o bring real salesmanship into radio. Up to
this time it has sped along on the crest of the
wave of popular demand and that wave is still
rising. It is estimated by Roger \W. Babson
that over $300,000,000 will be spent on radio in
the coming season—a figure that is quite con-
servative. One regrettable accompaniment of
this demand is that any part of the money
should be spent on the kind of merchandise sold
in the “gvp” shops, which do more harm than

good to the repufation of radio. While it is
perfectly true that the public loves a cut price,
there is disappointment in the wake of a pur-
chase made in a store which sells without
regard to the final satisfaction the purchaser
finds in the merchandise. There has been a
strong effort on the part of price slashers to
build up large volumes of radio sales at slim
profit—in some cases as low as 5 per cent.
There is abundance of evidence though that
burned buyers have become wary, and will deal
only with the reliable established firms.
Home Set Building Declining
Our company has recently made a survey of
the radio retailing situation and found a de-
cided tendency away from the home-built radio
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clear tone and volume. Not
the shightest trace of noise,
squeals or howls.

Install a Dynergy and
watch your sales jump!
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Satisfaction to Customer
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