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The best-known trademark m the world
designating the products of the Victor Talking Machine Co.
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CLEAR AS A BELL

MODEL 242
$225

MODEL 241
$475

The Sonoradio Line Will Enable You
To Meet This Season’s Largest Demand

Sonoradio models enable you to cash
in on the demand for both phonograph
and radio. The phonograph-radio
unit 1s the universal instrument. It
brings both phonograph and radio
entertainment—radio when the sta-
tions are broadcasting; phonograph
music at other periods.

Sonoradios 241 and 242 are priced
to enable you to meet the require-

ments of the great majority of pur-
chasers. Model 242, at $225, appeals

to those desiring quality at a moderate
price. Model 241, at $475, to those
who want the very finest instrument
obtainable.

Both models are exquisite examples
of cabinetry. Both have the beauti-
ful tone quality, volume and reso-
nance for which Sonora is famous.

Let us tell you more about these in-
struments, and about the Sonora fran-
chise. Write today.

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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Liberty Electric Corp. Is
Formed—$200,000 Capital

Officers of Company Men of Prominence—To
Make Phonograph Motors and New Type of
Battery Charger and Many Other Devices

The Liberty Electric Corp.,, of New York,
has been recently organized under the State
laws of New York, with a capitalization of
$200,000 preferred stock and 10,000 shares of
common stock, no par value. The officers of
the company are Edward P. Knapp, president;
M. R. White, vice-president; Minton Cronkhite,
secretary and treasurer. The board of directors
will include the officers and Elisha P. Cronk-
hite, of Smith-Hogan Co., New York, and Philip
W. Bliss, of Stamford, Conn. This concern has
a factory at Stamford, Conn., for the manufac-
ture of a new type of battery charger for the
radio, automotive and railway signal field; a six-
volt phonograph motor, operating from the “A”
battery, and a 110-volt universal phonograph
motor, operating from any line circuit, for the
phonograph industry, and a number of other
electrical developments invented and perfected
by themselves for the electric field in general.
The sales office of the company is 342 Madison
avenue, New York City.

The battery charger and the electric phono-
graph motor are both of interest to the phono-
graph trade, owing to the rapid tendency of
phonograph companies combining radio receiv-
ing sets and phonographs in the same cabinet.
The battery charger is also of interest owing
to the fact that it is stated to be a very simple
device which needs no attention of any kind, no
up-keep or replacements and is silent in opera-
tion. It is made for the phonograph in a very
small size, so that it may be installed in almost
any combination cabinet.

Of the officers of the corporation, E. P.
Knapp, the president, is known to the phono-
graph trade owing to his efforts in developing
and marketing the Tru-Time motor, which is
being sold through the Efficiency Electric Corp,,
of which Mr. Knapp is the vice-president and
general manager. The Liberty Electric Corp.
is known to the general electrical trade as a
manufacturer of radio receiving sets for the
United States Government.

T. F. W. Meyer Made Jewett
General Sales Manager

Appointed to Important Post Following Resig-
nation of Proctor Brevard—Was Formerly
Manager of Parts Division of Jewett Co.

DeTRoOIT, MICH., October 7—E. H. Jewett, presi-
dent of the Jewett Radio & Phonograph Co.,
here, has announced the appointment of T. F.
W. Meyer to the post of general sales manager
of that organization to succeed Proctor Brev-
ard, resigned. Mr. Meyer is not a newcomer
with the Jewett organization, having held for
some time the post of manager of the parts
division, in which latter capacity he was con-
cerned with the organization of what promises
to be an important branch of the company’s
activities. Nor is he in any sense a stranger in
the radio field; he was one of the founders of
the Mydar Radio Co., from which he withdrew
last Spring to join the Jewett forces. Prior to
his advent into radio in 1921 he was an auto-
motive man, for several years identified with
the extensive Willys organization. He is also
an engineer and was responsible for the develop-
ment of the Jewett Micro-Dial, which made its
first public appearance at the recent Radio
World’s Fair, and which attracted a consider-
able amount of interest.

Cleveland Talking Machine Co Takes
Over Interests of Eclipse Musical Co.

Purchases Assets, Stock and Good Will and Is Now the Only Victor Wholesaler in Cleveland, O.
—Many of the Eclipse Co.s Staff Join the Cleveland Talking Machine Co.

CreveLanND, O., October 7.—Confirmation of the
purchase of the business of the Eclipse Musical
Co. by the Cleveland Talking Machine Co. was
made here to-day by heads of both of these
enterprises.

Following negotiations pending over several
weeks the Cleveland Co. has purchased the
prhysical assets, fixtures, stock of Victor mer-
chandise, accounts and goodwill of the Eclipse
Co., and thus becomes the only Victor jobber
in this territory. The Cleveland Co. also takes
over the personnel of the Eclipse, including
Phil Dorn, Howard Rorseburg and Joe Novak,
of the sales division} Miss Esther Matyas and
other members of the office operating staff. The
sales representatives, well known to the dealer
element throughout the territory hitherto cov-
cred by the Eclipse Co., will continue to call
{or still further improvement to dealer service
with this change. One of the first moves has
been the acquisition of additional warehouse
space, doubling the capacity for the carrying
of machines, radio and records in stock, so
that instant delivery service can be given to
dealers. In the three days that the new ar-

rangement has been in effect a marked increase
of new business has followed, according to Mr.
Shartle, while compliments from dealers also
have been coming in, though formal announce-
ment was only to be made this afternoon. Dur-
ing the coming month plans for improving the
service to dealers will be completed.

Howard J. Shartle, head of the Cleveland
Talking Machine Co., is generally recognized
throughout the trade as one of the best posted
merchandisers in the Victor industry. Prior to
his election as president of the Cleveland Talk-
ing Machine Co. he was associated with the
Victor Talking Machine Co. for many years,
and his intimate familiarity with every phase of
Victor merchandising has been a vital factor
in the success of his company. Mr. Shartle has
raade a special study of record selling and has
offered many suggestions to Victor dealers that
have stimulated and developed record business.
The Cleveland Talking Machine Co. sales for
September doubled August business, and the fig-
ures for 1924 show a large increase over 1923.

Edward B. Lyons and P. J. Towell will join
the Cleveland Cadillac Co. in executive posts.

Boston Jobber of Royal
Line Elects New Ofhcers

P. A. Ware Becomes President and E. H. Mc-
Carthy Treasurer of Royal Line Sales Corp.,
Royal Distributor of Boston.

Boston, Mass., October 7—At a meeting yes-
terday of the stockholders of the Royal Line
Sales Corp., distributor in New England for
Royal phonographs and the Royal-Adler neu-
trodyne radio sets, made by the Adler Mfg
Co.,, E. H McCarthy was elected treasurer of
the organization, succeeding P. A. Ware, who
was made president. This move was made with
a view to placing the actual control of the dis-
tributing company in the hands of the men who
have been operating it from its beginning. With
Mr. McCarthy a director and officer, the com-
pany is entirely owned by New England men,
a policy which meets with the approval of the
Adler Mfg. Co. and its dealer clientele.

E. H. McCarthy has earned an enviable repu-
tation in the phonograph trade throughout New
England, having been associated with the Boston
staff of the Columbia Phonograph Co., Inc., for
nearly five years. He resigned from this organ-
ization to join the Royal Line Sales Corp. upon
its formation and his success with this company
is reflected in his election to its directorate and
the fact that he has acquired an interest in the
company.

P. A. Ware needs no introduction to the talk-
ing machine trade, as he is one of the veterans
of the industry with many years of practical
experience to his credit. The Royal Line Sales
Corp. is making important plans for expansion
that will be under the direction of Mr. Ware
and Mr. McCarthy.

O. S. Stanley With the

Eisemann Magneto Corp.

The Eisemann Magneto Corp., New York, an-
nounced recently that O. S. Stanley had been
placed in charge of Middle West territory, with
headquarters at 2005 South Michigan avenue,
succeeding P. G. Stedley, who has resigned. Mr.

Stanley was the company’s Pacific Coast repre-
sentative for the past year. Irving W. Edwards,
for a number of years connected with the Na-
tional Carbon Co., has assumed the duties of
district manager, with headquarters at 85 Second
street, San Francisco.

Victor Co. Announces
Group Record Sales Plan

Music Arts Library of Victor Records, Name
of New Plan Which Presents Groups of Re-
lated Records in Attractive Album

The Victor Talking Machine Co., Camden,
N. J., recently announced a new plan to be
known as the Music Arts Library of Victor
Records, which has been devised to aid in the
sale of certain records in groups by means of
an especially prepared, extremely attractive and
informative album, which will be given to pur-
chasers of the complete sets of records.

The first records issued in this form were
released on October 10 and included five rec-
ords, numbers 6459 to 6463, the first three of
which presented Schubert’'s Unfinished Sym-
phony, played by Stokowski and the Phila-
delphia Orchestra. Records 6462 and 6463 pre-
sented Schumann’s Quintette in E flat major,
played by Ossip Gabrilowitsch, famous pianist
with the Flonzaley Quartet.

While each set consists of five records and
includes the album, each record may be ordered
separately and sold at the list price of two
dollars, the album will be furnished only with
complete sets.

The plan should open up an entirely new
ficld for Victor dealers, as there has been a
long felt want for record sets such as are to
be issued under the Victor plan, and the sales
effort necessary to be expended in the sale of
the set is exactly the same as the dealer must
put behind a sale of a single record. The
album contains footnotes touching on the life
of the cotnposer and the history of the comi-
position, making the sets desirable as educa-
tional factors in addition to their worth as en-
tertainment features and for this reason they
are expected to be widely popular.

See second last page for Index of Articles of Interest in this issue of The World
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Live Dealer Solves Radio-Phono. Problem

W. T. Whitehead Tells How Phonograph and Record Sales Reached
Record Volume at Burger & Morse Store Despite Big Radio Demand

The assertion hastily made some months back
by some members of the trade that the radio
business “is going to drive the phonograph busi-
ness to the wall” has been proved to be nothing
but pure bunk by one phonograph and radio
selling concern. A little more than a year ago,
when the radio began taking long strides and
forging itself to the amusement firont, Burger
& Morse, of the Columbia Music Store, of 82-84
Broadway, Newburgh, N. Y., began to wonder
whether they should feel afraid or not; if the
radio was going to force the phonograph out,
they were in such a position that they felt that
they would be forced out with it. After a con-
ference they decided that the way to play safe
was to throw open their doors and take the
swaddling youth, radio, by the hand and allow
him to share the store with the phonographs.

Phonograph and Record Sales Gain

On September 1, 1923, the firm began keeping
tabs on, and comparisons of, radio and phono-
graph sales. \When for four months the sales
kept abreast of one another Burger & Morse
began to think that perhaps they had started in
too soon. When their sales of records, which
are among the biggest in the Hudson River
valley, jumped from a ton and a half to two
tons a week, the members of the concern began
scratching their heads, and wondering what was
going on; all the time the sales of phonographs
had kept to the average, and still they were
selling radio sets as fast as they could get them.

Why “Talker” and Radio Do Not Compete

One day in early September of this year,
when it was raining, a country gentleman (New-
burgh is the hub of agricultural Orange County),
in whose farm house Burger & Morse had pre-

viously installed a costly five-tube radio outfit,
entered the store and of H. Morse, of the firm,
asked:

“How much will you allow me on my phono-
graph if I turn it in and buy a later model? I
didn’t buy it of your firm, but, if we can make
satisfactory arrangements, I am going to buy
one from you.”

A bargain was made and a deal was consum-
mated. When Mr. Morse had registered the
sale, and given the farmer his receipt, he asked

. the question which solved the puzzle he and his

partner had been wondering about.

“Why are you buying a new phonograph,
Mr. Brown; isn’t the radio giving satisfaction?”

And Mr. Brown said: “Oh my, yes, but you
understand that I have three daughters who
all dance; they have friends who come to the
house one and two, and sometimes three, times
a week. They push the furniture back and
dance to the radio music. When the dance
music ceases they have to cease too; they don’t
like the fact that a radio set will not respond
to encoring. They find out a record contain-
ing the piece the radio orchestra has just played,
put it on the phonograph and resume their
dancing. Then there are times when the girls
say they can’t hear the music to dance to on
account of what they call static; there is no
static with the phonograph. Of course, the
radio is all right; the girls hear the very latest
in song and dance music, but they don’t hear it
again for maybe days. The result is they make
out a list of new records they want for the
phonograph. I have a list liere with me now;
All it out, will you?”

Mr. Morse did. ‘The country gentleman said,

as he stepped into his automobile in front of
the store: “You know, I would rather have
my girls do their dancing at home.”
Answer to Radio-phonograph Problem

Mr. Burger returned to his office and cogi-
tated on the wisdom of Mr. Brown’s statements.
In reciting the above instance, Mr. Burger said:

“Now that that customer has started the fog
moving I can sce it all. Just because Mr. John
Public has taken a liking to the radio doesn't
mean that he is going to take a dislike to the
phonograph. WWhen he said that a ‘radio set
will not respond to encoring’ he spoke words
of wisdom, and when he mentioned that the
phonograph has no static he wasn’t using any
unnecessary language. We can understand
now why our phonograph sales equal our radio
sales; we see what it is that has increased our
sales of phonograph records. The specialist in
any line can always learn from a customer things
he would like to, but doesu’t, know. When we
got in on what we considered the ground floor
of the radio business, more as a matter of pro-
tection than with any idea of increasing our
business, we had not the slightest notion that
we were laying plans to double our volume of
business; that is just what we have done. No,
the phonograph dealer, in my estimation, has
nothing to fear from the advent of the radio;
it helps in our case, rather than hurts. The
thing for phonograph dealers to do is to carry
both and, when a customer is doubtinl about
whicli to buy, to set forth the merits of both.
Phonographs will not make speeches or preach
serimons, but they have no static and will re-
spond 1o encores. They will also keep danc-
ing girls at home—sometimes.”
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Combines the best features of the most powerful
present-day circuits; two tubes do the work of five.
Cuts battery cost 60 per cent. OPERATES A LOUD
s SPEAKER. Gets distance, volume, is selective and
can be logged. Y
We are also the manufacturers of the Nyaccoflex
Radio-Phonographs, combining a phonograph of the
finest quality in both tone and equipment and the
oo q y
Nyaccoflex receiving set described above. Its price, =
(5 $55.00, enables it to sell on sight.
. : Territory is being allotted now.
NYACCO RADIO (REFLEX) RECEIVER JOBBERS! [0 Wil vaniestans.
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New York Album & Card Co., Inc.
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Victrola No. 50 (Portable)
$50

Mahogany or oak

Victrola No. 125
Mahogany, $275; electric, $315
Walnut, $325; electric, $365

Victrola No. 210
$110

Mahogany, oak or walnut

“HIS MASTERS VOICE™

Victor supremacy is the
supremacy of performance

|

Victrola IX, $75
Mahogany or oak

Of performances past
and present. Just as the
Victor has occupied its
position of leadership for
a quarter-century, so 1t
continues to lead the way
in the talking-machine
industry.

Victrola No. 370
Mahogany, $275; electric, $315

Victrola No. 400
$250
Electric, $290
Mahogany

Victrola No. 260

$150

Mahogany, oak or
walnut

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

Victrola

ALA U S DAY OFF

Victor Talking Machine Company, Camden.N.J.
Victor Talking Machine Co. of Canada, Ltd., Montreal.
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Eugen_eg. NE;DOI;ald, Jr.,
Honored by His Associates

Re-elected President of National Association
of Broadcasters—A Tribute Well Deserved

The National Association of Broadcasters held
a meeting recently at the Hotel Vanderbil,
New York, and elected the following officers:
President, Eugene F. McDonald, Jr., of WJAZ,
Chicago; vice-presidents, Frank \V. Elliott, of
WOC, Davenport, and John Shepard, 3d, of
WNAC, Boston; secretary, William H. Heinz,
of WHO, Des Moines; treasurer, Powel Cros-

Eugene F. McDonald, Jr.
ley, Jr., of \WWL\V, Cincinnati; executive chair-
man, Paul B. Klugh, of New York.

The directors elected were Richard Gimbel,
of WIP, Philadelphia; G. Brown Hill, of KQV,
Pittsburgh; William H. Hedges, of WMAQ,
Richmond Hill, Queens; Robert Shepard, of
\WWEAN, Providence; Harold J. Power, of WGL,
Medford Hillside, Mass.; Earle C. Anthony, of
KFI, Los Angeles; Jack E. Lit, of WDAR, Phila-
delphia; L. G. Baldwin, of WTAM, Cleveland;
J. R. Knowland, of KLX, Oakland, Cal.; W. \V.
Kideney, of WGR, Buffalo; James Cleary, of
VWGN, Chicago; C. H. Handerson, of WJAX,
Cleveland, and A. B. House, of WFBH, New
York.

The re-election of Mr. McDonald as president
of the National Association of Broadcasters is

a well-deserved tribute to his indefatigable
efforts in behalf of the Association. During the
past year Mr. McDonald devoted a considerable
part of his time to furthering the interests of
the Broadcasters’ Association, and in conjunc-
tion with the other officers and directors accom-
plished important results. As president of the
Zenith Radio Corp., Chicago, Mr. McDonald has
for many years been one of the foremost figures
in the development of the radio industry, but
regardless of his personal and business affairs,
he has spared no time or effort in furthering
the interests of the National Association of
Breadcasters.

Capital of De Forest Radio
Co. Is Now $25,000,000

Plans for Expansion and Development Under
Way—Announzement Made at Early Date

The radio and talking machine industry
learned with interest recently that the De For-
est Radio Telephone & Telegraph Co., Jersey
City, one of the pioneers in the radio field, had
changed its name to the De Forest Radio Co.
The announcement was also made that the com-
pany had increased its capitalization from $2,-
300,000 to $25,000,000. This announcement is a
concrete indication of the extensive plans for
expansion and development that the De Forest
Radio Co. has been consummating during the
past few months. The change of name was de-
cided upon in view of the fact that the company
is concentrating all of its activities in the radio
field, manufacturing De Forest Reflex Radio-
phones and De Forest Audion tubes, and the
name De Forest Radio Co. is therefore in- ac-
cord with the company’s general activities in
the radio field.

\ith a capitalization of $23,000,000 the De
Forest Radio Co. will be in a splendid position
to carry out the plans of its executives to a suc-
cessful end. De Forest products are famous the
world over, and at the present time the De
Forest sales organization is being perfected and
expanded along lines that insure permanency
and stability. W. H. Ingersoll, general sales
manager of the company and widely known in
commercial and advertising circles, will an-
nounce in the very near future full details re-
garding the De Forest sales program, and it is
interesting to note that the company has ap-
pointed quite a number of phonograph jobbers
as distributors for De Forest Reflex Radio-
phones and Audion tubes.

you try us out.

N\ “brass-tacks’ and deliver.

““Brass -

ALKING business straight from the shoulder you have
to admit that the word Service is like the proverbial
“step-child,” badly mistreated.

Everybody talks the “stuff” but few deliver.
good service is not in saying a whole lot about it, but giving
1t and that's what we are doing.

Our advertising man can write pages of copy on what we do
for the dealer but that won’t prove anything to you until

Talk over your merchandising problems with our representa-
tive, let him give you the benefit of his wide contact. On
\, this matter of service, our policy is to get down to

LX)

tacks”

The proof of
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THE CLEVELAND TALKING
MACHINE CO.

Wholesalers of Victor Products
CLEVELAND, OHIO
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Brunswick Conference Plans
for Gotham Are Completed

Conference of Salesmen Arranged by the East-
ern Division of the Brunswick Co.

Just as this issue of The Talking Machine
World goes to press, arrangements are being
inade for a conference of retail merchants and
their sales staff to be held October 13 and 14
under the auspices of the Eastern division of
the Brunswick-Balke-Collender Co., with head-
quarters in New York. The conference will be
held at the Eastern office of the company, 799
Seventh avenue, and the program will follow
closely the very successful Brunswick retail
conference which was held in Chicago a few
weeks ago.

H. Don Leopold, manager of the Brunswick
Co.'s dealer service department, with headquar-
ters in Chicago, will be chairman of the con-
ference committee and in charge of all details.
Mr. Leopold also held this post at Chicago,
and in New York he will have the enthusiastic
co-operation of the entire Eastern staff, includ-
ing Harry A. Beach, Eastern sales manager
of the phonograph division, and H. Emerson
Yorke.

Among the speakers scheduled for the two
days’ conference are: P. L. Deutsch, vice-presi-
dent and general manager of the Brunswick Co.;
A. J. Kendrick, general sales manager, phono-
graph division; J. O. AMiller, production man-
ager; D. J. Pieri, chief radio engineer; F. E.
Fehlman, vice-president of Lord & Thomas,
Chicago, and Freed Teele, credit manager of
the Eastern division. An executive of the sales
division of the Radio Corporation of America
will also be one of the speakers.

Plans are being made to give the Brunswick
dealers and their sales staff an entertaining and
cujoyable program, and the special features call
for two buffet luncheons at the Brunswick of-
ficers and a banquet Tuesday night at the Club
Dieauville. Among the Brunswick artists who
will appear at the banquet will be Ray Miller
and a fifteen-piece orchestra, Marion Harris and
other well-known artists.

Keats Is Eastern Gennett
Record Sales Manager

Changes in the Gennett record sales division
for the Eastern district was recently announced
at the offices of the Starr Piano Co., New York
City. G. H. Keats, assistant sales manager of
the Eastern office, has assumed the executive
end of the sales managership of the record
division, following the resignation of W. G
Russell, who has made connections with the
Pathé Phono & Radio Corp., Brooklyn. V. C.
Rottkamp has been appointed assistant to Mr.
Keats and is taking care of the field work and
establishing dealer contact. Mr. Keats states
that the salc of Gennett records for the past six
weeks has been better than at any other time
during the year, with Irish records selling well
and with the demand for the popular vocal
records being especially brisk.

Victor Co. Announces Popular
Priced Portable Victrola

The Victor Talking Machine Co., Camden,
N. J., has just announced a new portable Vic-
trola, style No. 35, smaller, lighter and more
moderately priced than the popular Victrola
portable No. 50. The new model is made in
strict accordance with the best Victor traditions
and quality and there is every reason to believe
it will prove most popular. It is 634 inches
high, by 12¥{ inches wide, by 17 inches deep and
weighs 16%4 pounds. It is covered in black
IFabrikoid. The list price for the instrument
1s 835. For the benefit of dealers who wish
to place early orders for this instrument, the
Victor Co. states that the telegraphic code word
assigned it is Halbick.
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Victor supremacy 1s the
supremacy of performance
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Victrol:-x Vi, $35
Mahogany or oak
Dea]ers in Victor prod... Victrola No.$550 (Portable)
L 3 o = uCtS handle 1 known Mahogany or oak

quantity—a line of prod-
ucts that has demon-
strated 1ts worth by a
quarter-century of actual
accomplishments.

Victrola No. 80
$100

Mahogany, oak or walnut

I - Victrola No. 100
$150

Mahogany, oak or walnut

Victrola No. 410

Victrola No. 300

Victrola No. 215 $250 $300
$150 Electric, $290 Electric, $340
Mahogany, oak or walnut Mahogany, oak or walnut Mahogany

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

Victrola

ACO U S PaY Oss

= ) g Victor Talking Machine Company, Camden.N.J.
HIS MASTERS VOICE Victor Talking Machine Co. of Canada, Ltd., Montreal.
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How Direct Methods Win for M. Goldsmit

Policies That Veteran Dealer Has Found Best—Beating the Gyps—
Securing Adequate Down Payment—Giving Public What It Wants

In spite of the many changes which the past
few vears have seen brought aboiit in the talk-
ing machine business, due to the tendency to
take on new lines, more intense competition, and
great nunprovement in merchandising, the basic
principles of business remain the same and the
merchant who operates his enterprise by the
common sense utilization of these fundamental
merchandising factors cannot go wrong.

Successful Policies of M. Goldsmith

Brought down to the simplest terms success-
ful retail merchandising consists of buying mer-
chandise and reselling it at a fair profit. In
the case of the talking machine business this
means that the dealer must, to operate in the
most efficient manner for this type of business,
utilize every opportunity to secure the names
of hve prospects, who must be followed up in
an effort to sell them machines and records.
These prospects should also be approached with
the object of selling them any other merchan-
dise which the dealer handles as a sideline.

That, briefly, is the principle on which AL
Goldsmith, a veteran Gotham talking machine
dealer, works. The soundness of his policies
is indicated by the fact that he has been handling
talking machines for a period of twenty-two
vears, or since the inception of the industry,
and has made a success of the enterprise. For
eighteen years Mr. Goldsmith has been an ex-
clusive talking machine dealer, handling one
standard make of instrument, and his wide ex-
perience makes any assertion of his authoritative.

Meeting Cut-price Competition

The most difficult competition for the legiti-
mate retailer to meet is the gyp, according to
Mr. Goldsmith, but the retail talking machine
dealer who handles a standard product and
knows his line has very little to fear in this
direction. Where many dealers inake a big
mistake is in tryving to meet the gyps on their
own ground. It is better not to sell an stru-
ment at all than to take a loss on it and the
legitimate retailer, operating a high type of
business, cannot afford to meet the prices of
his fly-by-night competitors, not if he is handhing
a standard line.

“\When a customer comes into my storc and
after she has been shown an instrument de-
clares she can do better at some other talking
machine shop,” declared Mr. Goldsmith, ‘T ex-
plain that I am a responsible merchant; I handle
a standard product which I honestly believe is
the most perfect of its kind; I expect to be in
business for many years and not here to-day
and gone to-morrow, and therefore to retain the
patronage of the people who make their pur-
chases from me is most important and I can-

not afford to sell something which may result
in eventual dissatisfaction of customers and lost
trade. This at least inakes themn think, and as
I do a neighborhood business, this argument
often turns the tide in my favor.
The Down Payment

“Another thing, I receive a down payment of
at least $10 on every instrument I sell, with
the exception of the cheap portables, where I
insist on at least $5. \When a prospect objects
to paying so much down and insists on a $2
or 83 first payvment I do one of two things
if the instrument the prospect desires to buy
is fairly high-priced. [ endeavor to interest
that prospect in a cheaper instrument or, if
she will not meet my terms, I will not make
a sale. It has been my experience that the
person who is willing to contract for a high-
priced product and then can only afford a
couple of dollars as a down payment will cause
trouble later on. This is often so, not because
the customer is trying to get away with some-
thing on the dealer, but because the family
simply has not enough money to meet the
payments.

Direct Method of Collecting

“I send out very few collection letters. It is
my practice to make collections personally
where the customer has failed to meet the
instalment on the date it is due. Of course,
this method would not work in every neighbor-
hood. The dealer must analyze his patrons and
follow the course which will bring the best
results with the type of people with whom he
is doing business. Often a customer of mine
falls behind and I lose no time in visiting that
home. This impresses on them the importance
of meeting their payments promptly. Many
times a customer with only a few payments
to make scems determined to hang back and
then I simply point out to the head of the house
that there are only three or four more pay-
ments and ask him whether he would rather
lose the instrument or pay the small balance.
I even offer to reimburse them for the instru-
ment, but not a single one has taken me up,
although one man said, ‘Give me $75 and you
can take the talking machine away with you.’
Quick as a flash I took the asked-for sum from
my wallet and handed it to hin. \When it came
to a show-down he refused to take it, prefer-
ring to keep the instrument.”

Foreign-born Music Lovers

Mr. Goldsmith’s store is located in a district
where the bulk of the people are either foreign
born or of foreign extraction. They are music
lovers, the older people preferring the better
type of music and the folk songs of their native

countries; the younger generation preferring the
dance music and popular songs of the day. The
result of this is that Mr. Goldsmith not only
does a large business in popular records, but
he also has built up a large foreign record
business.

Another interesting sidelight on this type of
patronage was revealed by Mr. Goldsmith.
These people are thrifty and save money, al-
though in most cases their incomes are not
large. They save on other things apparently
but not on talking machines and other inusical
instruments. They prefer the best and Mr.
Goldsmith’s sales of instruments ranging in
price between $130 to $300 dre more numerous
than those of less expensive instruments. All
this shows the necessity of the dealer who has
such a neighborhood in his community cap-
italizing on the possibilities of this business.

P. Kaufman Now With
Dalrymple-Whitney Corp.

Appo.nted General Representative of New York
Radio Distributing Concern

P. Kaufman, for many vears connected with
the talking machine industry and well known to
the trade throughout the Middle West and East,
recently joined the organization of the Dalrym-
ple-\Whitney Radio Corp., 437 Fifth avenue,
New York, as general representative. Mr. Kauf-
man possesses experience that should prove in-
valuable in his new position, as, in addition to
his wide knowledge of the retail music field,
he is also well versed in the radio field, having
been connected with E. J. Edmonds, New York
Atwater Kent radio distributor.

Mr. Kaufman was formerly connected with
the Independent Talking Machine Co. the
Stradivara Co. and the Sonora PPhonograph Co.,
Inc. \While with the latter concern he covered
the State of Pennsyvlvania and also did field
work in the Middle West and throughout New
York, Maryland, Delaware and the \irginias.
For a period of two and a half years Mr. Kauf-
man was general manager of the talking ma-
chine dcpartments of the six stores of the Wiss-
ner Piano Co.,, and so has a thorough under-
standing of the problems of the dealer that
should enable him to render them real service.

There 1s much meat in this sayving of the im-
mortal Elbert Hubbard: “Once we thought work
was a curse; then it came to us that it was a
necessary evil; and yesterday the truth dawned
upon us that it is a blessed privilege.”

either small or large.

motor to turn the records.

Complete samples will be sent to any part of the United States for $10.00.

MINNELLI PHONOGRAPH CO., Inc.

HERE IT IS!

The last word in Phonographs.
a new invention that revolutionizes the entire industry.

The Minnelli Tone Arm can be placed on any kind of machine,
The Minnelli Tone Arm can also be placed
on a table. writing desk. or any place that you wish, for it has a
After placing the Minnelli Tone Arm
you can obtain the best and the softest tone vou have ever heard.
Better inforimation can be obtained by writing.
in both dealers and manufacturers.

The Minnelli Tone Arm,

We are interested

Pittston, Pa.
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A New Feature in Record Albums
PEERLESS Loose-Leaf Marks a

New Day in Album Construction

This extremely novel loose-leaf record album now being placed
in the hands of the trade 1s a big forward step in the manufacture
of such merchandise.

Read the description—look at the construc-
tion of this high quality product

a%’?%%?\%’%‘i
|

Containing 12 pockets, this new Peerless album
1s 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.
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Hundreds of dealers acknowledged the merit of this new loose-
leaf Album by stocking a heavy supply for the Fall season. It
will pay you to order a sample at once—or better still send in a
trial order.

Also Stock Radiologs

This will be a tremendously big season for Radio. Make
Radiologs a feature. Whether vou sell Radio or not, you can
supply Radiologs—thus bringing radio fans into your store.

We are exclusive metropolitan distributors for the new
beautiful 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.
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Business Conditions Show Steady Improvement

HE talking machine business is improving steadily in all sections

of the country, as was expected with the coming of the Fall
season, though there are still some districts where local conditions
mitigate against any marked progress in sales volume. Even where
the retail business is best, however, the dealer who is inclined to
take things easy, drift with the tide and wait for that share of busi-
ness which he feels must come to him in the natural order of events
1s likely to be fooled, and badly fooled, for there are indications
that it will require hard work and plenty of it to build up a sales
volume during the Fali and Winter that will not only prove prof-
itable of itself, but help put the year’s business total over in a
satisfactory way.

Any talking machine dealer who admits that sales are picking
up to a noticeable degree will also admit that he and his staff are
working harder than for a number of years past in an effort to turn
prospects into customers and to keep those people already on their
hooks in a buying mood.

There is an inclination on the part of the public in certain
quarters to do considerable shopping. Various stores report an
almost continual parade of “lookers” who ask for prices on
machines, examine them carefully, hear a few record demonstra-
tions and then go out with the promise to call again. It is the
problem of persuading these people to buy at once or of holding
their interest until they do finally buy that is keeping the managers
and their salesmen stepping lively during these early Fall weeks.

Certain it is that the majority of dealers, and for that matter
jobbers, are working harder than has been their wont. Perhaps
the results are not as satisfactory as might be expected in view of
the increased effort, but they are beginning to measure up with
previous years’ totals, made at a time when hard selling was not
quite so essential,

Business for the coming month is going to represent no path
of roses for the dealer, but at the same time, with a certain amount
of business to be had, the fellow who goes after it just a little
harder than he feels justified in doing perhaps at the time is going
to get the bulk of results, and the restful individual, or the one who

tries to divide his energies in a half dozen different ways, is going
to be disappointed and have complaints to make.

In certain States, where agricultural conditions have shown a
remarkable improvement as compared with this period last year, a
splendid feeling of optimism prevails owing to the high prices
received for the products of the farm. There is consequently a
goodly margin of money available for the purchase of such neces-
sities in the home as talking machines, records, radio and other
musical instruments that are making a wide appeal to the American
people. It is up to the dealer to capitalize on this situation by
bringing his products to the attention of the purchasing public.

T he Stability of The Talking Machine Industry

CCORDING to Eldridge R. Johnson, president of the Victor
Taltking Machine Co., in an interview given upon his return
from Europe recently, the net earnings of the Victor Co. for the
first six months of 1924 were from 17 to 20 per cent in excess of
the net earnings for the corresponding period last year, and he
declared that there was every prospect that the same percentage
would hold good for the balance of the year.

For those who for any reason doubt the stability of the talking
machine trade this statement by the Victor Co.’s president should
offer a full measure of encouragement. It was stated some time
ago that the Victor Co. schedule called for production 48 per cent
greater than that of 1923.. The statement was interesting as indi-
cating the confidence of the company in the future of the trade, but
that the actual business has brought with it so substantial an
increase in net profits offers a more convincing argument than
could be found in any production or sales figures.

There is no reason, and has been no reason, for doubting the
stability of the talking machine industry. It has its ups and downs
just as any other line of business, but its ups have been far more
numerous than its downs, and it has maintained an average that has
meant profitable business for the great majority of those dealers
who have consistently given to this trade the best that was in them.

It is true that talking machines and records have to be sold, for
we have passed the balmy period when the demand was so far in
excess of supply that the dealer was conferring a favor on the cus-
tomer when he permitted him to take a popular model of machine
or one of the popular records, but there are still to be found mer-
chandisers in the trade who are able to develop campaigns and sell
goods, and who are ready and willing to work. To such go increases
in sales volume and consequently increases in net profits.

W hat They Spent for Musical Instruments ‘,

URING 1923 the average family in the United States spent

the munificent sum of $13.49 for musical instruments, divided
as follows: talking machines and records, $3.51; pianos, players
and rolls, $7.54, and all other musical instruments, 44 cents. This
figure does not seem particularly impressive, and yet it represents
an increase of $2.38 per family over the average expenditure for
1918, and, inasmuch as it is the claim of the authorities that
families are getting smaller, perhaps that fact will be accepted
as encouraging.

The figures quoted are those offered by the Domestic Distri-
bution Department of the Chamber of Commerce of the United
States in its first report on the Population’s Purchasing Power, one
replete in detail and offering much information of genuine value
to the manufacturer as well as to the retail merchant regarding
sales possibilities in various territories.

The Chamber’s survey covers thirty of the leading cities of the
country from Maine to California. It shows, among other things,
the expenditures made by the average family for clothing and
likewise the expenditures made for furniture and housefurnishings,
under which heading musical instruments are included. \When it is
considered that musical instrument purchases' represent something
over 15 per cent of all money spent under that head, totaling in all
$88.88, the figures are not so unsatisfactory, even though they show
marked possibilitics for improvement.

The report has gone to the extent of dividing the population
as to native-born and foreign-born whites, negroes, ctc., and into
various age and occupational groups. It tells the percentage of
homes rented and owned and whether they are encumbered or
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unencumbered, and likewise gives the number of retail and whole-
sale dealers in a given territory.

The report represents probably the first attempt to gather and
disseminate information of this character on a national scale, and,
although it may not be as comprehensive as some would wish, it
opens the way for some very constructive work along this line
either on a public or private basis.

The main point is that it affords to the talking machine dealer,
as well as dealers in other fields, an opportunity for gauging the
sales opportunities in his territory, learning just what proportion of
the public’s expenditures is going into his particular field and just
what part of that division he himself is getting.

Retail selling has developed to a point where it cannot be
carried on on a hit-or-miss basis. The dealer, to be successful, must
be able to understand just what field he has to cover, what possi-
bilities lie in that field and how a campaign may be planned in
order to get the best results. Surveys such as that outlined above
are not calculated so much to give him full details of the matters
covered as to show him the way to make a similar survey on his
own account, a practical work that can be carried on without any
great difficulty when the way is once shown.

Proof of Increasing Public Interest in Radio

HAT approximately 175,000 people visited the Radio World’s

Fair held recently in New York serves to emphasize the wide
public interest in radio and all that appertains to it. From the
angle of the merchant this interest holds great sales possibilities,
and a goodly number of dealers in and out of the talking machine
trade have taken advantage of these possibilities to a greater or
less extent.

From the angle of the dealer who is new in the radio game,
or still feels that he has much to learn regarding this new industry
in order to handle the line intelligently, the recent show and those
that are to follow in New York, Chicago, Buffalo and elsewhere
are important, for the reason that they afford the merchant an
opportunity to make direct comparison between the receiving sets
and accessories offered by the various manufacturers.

One thing the Radio World’s IFair demonstrated conclusively,
and that is that the new industry is becoming rapidly stabilized,
and while improvements are being made steadily and frequently,

there are not apparent those overnight switches that have proved
so worrisome from the angle of the merchant. Moreover, the
complete set, assembled, tested and guaranteed by the manufacturer,
and attractively cased, is coming strongly to the fore. Radio 1s
rapidly growing out of the amateur and home builder stage, which
in itself is a matter of great interest to those who would sell it
as a complete unit.

How Growth of Musical Appreciation Is Helped

N the face of the declarations of paragraphers in certain news-

papers that talking machines and records are losing in a measure
their appeal to the public, there comes the report from Denver, Col,
that the advance sale of seats for the concert given by the Eight
Famous Victor Artists at the Auditorium in that city as the first
of a series of similar recitals in the West amounted to over $10,000,
a very respectable amount indeed for a concert.

The significance of the announcement does not lie in the fact
that this particular group of artists were able to corral over
$10,000 of Denverites’ money before they appeared, but rather
in the fact that it was the desire of the citizens of the city to
see in the flesh those whose voices and playing had become familiar
through the medium of talking machine records.

The instance is not an unusual one even at this advanced
day, for in practically every case where popular recording
artists have arranged to appear in person on the stage the public
has responded enthusiastically. If the talking machine owners
were not interested in their records and those who make them
such results in concert work could not have been achieved.

Orchestras such as those of Wiedoeft, Whiteman and Lopez
owe no small part of their success in vaudeville and on the concert
stage to reputations they have won through the medium of their
records, which have gone into hundreds of thousands of homes
in advance of their appearances in person.

The Eight Famous Victor Artists would have been unable
to have made any such record for advance sales in Denver had
their records not preceded them and created a desire in talking
machine owners to hear the record makers in the flesh. If any
proof of the continued popularity of the talking machine be needed
certainly the Denver experience and similar experiences in other
cities should prove thoroughly satisfying.
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Basic Principles of Radio Merchandising

Hints on the Intelligent Promotion of Radio Sales by Charles
C. Henry, Radio Engineer for the Sonora Phonograph Co., Inc.

The idecal combination of sales ability and a
thorough knowledge of radio is seldom found
in one person, but there is no man too old
to learn enough radio to materially aid in his
sales work. In fact, broad technical kunowl-
cdge of radio is not a necessity. Perhaps the
best training that a radio salesman can give
Limself consists in actually operating under dif-
ferent conditions the various radio sets which
he will be called upon to scll. There is no city
or community in which all sets receive equally
well from all stations. Nor were there cver
two radio sets which operated alike. Two sets
of apparently identical construction will func-
tion differently with the same tubes, batteries,
antenna and ground.

Knowledge Through Operation

Salesmen should avail themselves of the
opportunity to familiarize themselves thor-
oughly with the sets which they have in stock.
Store owners should insist that their salesmen
use in their own homes the types of sets which
are for sale in their stores, and, where possible,
these sets should be used by the salesmen under
as many different antenna conditions as is
practicable.

It is too common a thing to find radio sales-
men condemning standard sets of merit and
refusing to push them. This trouble usually
originates from a lack of familiarity and an
inability to correctly determine the needs of
various types of customers.

It always takes considerable time for any
radioc expert to hit upon the little tricks in
tuning which make available the greatest satis-
faction from any particular set. It may also
take time to find out the particular virtues
and limitations of sets. There is probably no
sct in existence which will receive equally well
on all broadcast wave lengths.

It is only with an intimate knowledge of the
receiving conditions in the various scctions of
the community, and the character of the
broadcast programs which are received in that
community, together with a full realization of
the capabilities of the set being demonstrated,

that the demonstrator can give the best sat-
isfaction to his customers.
What the Radio Owner Expects

In general, the new owner of a radio set
expects too much. If, because of good “air”
conditions, the prospect’s expectations are met,
there is likely to be a call for service on the
first sub-normal radio night which follows. The
new owner is not at fault, since he is con-
stantly hearing of freak rcsults obtained.

He frequcutly fails to realize that a broadcast
station which can transmit satisfactorily a dis-
tance of 2,000 miles, at a certain hour, on a
good radio night, may have difficulty in getting
out one-tenth of that distance a few hours later.
Again, many new owners of radio sets must
be informed that the transmission range of a
broadcast station during daylight is reduced to
a very small percentage of its night-time range,
yet, on the other hand, there are certain sta-
tions which are heard to much better advantage
during the day time.

Use of Educational Literature

Some dealers have devised a little pamphlet
for prospective radio owners which provides
them with the facts, which reduce the amount
of service cost to a very appreciable extent and
provide for the better satisfaction of the con-
sumer because of his greater knowledge of the
radio art.

The wording of this pamphlet must be handled
cautiousty and it is advisable for the new radio
dealer to obtain permission to use matter that
he has found to be of an acceptable nature,
which has appeared in books or periodicals.

It is preferable that this knowledge be in
the hands of a prospect before a demonstra-
tion is attempted in his home. A prospect also
should be cautioned not to invite guests for
his initial radio performance, since the demon-
strator may find it desirable to make slight
alterations or adjustments to the set in order
to permit it to fuuction at its best.

Instructing the Customer

There are certain little tricks to the trade
which experienced radio men know, which will
improve tone quality, volume or lessen inter-

SATISFACTION

satisfaction.

DE LUXE

Perfect Keproduction of Tone

Duo-]oNE

Price 3 for 30 Cents

Our policy of producing only the
Best 1s your assurance of entire

Always insist on getting

(BEST BY EVERY TEST)

Plays 100-200 Records
May We Send You Sample?

Comprany, INCORPORATED

Sole Manufacturers of De Luxe Needles
ANSONIA, CONN. .

NEEDLES

No Scratching Surface Noise

Liberal Trade Discounts

ference. These things may be attemipted on
“adjustment night.” During the second evening,
which is devoted to this same customer's set,
a portion of the timme should be given over to
the iustruction of the nmew user. It goes with-
out saying that some people require more hours
of instruction than others.

There is every reason why the owner should
be expected to pay by the hour for his in-
struction, since it will enable him to secure
the best results from his set with a minimum
amount of npkecp expense.

Difficulties of Store Demonstrations

There is another bugaboo to radio selling
which new radio dealers soon realize. This is
the difficulty of demonstrating radio sets in a
store. Antennas located in the business blocks
of any town suffer from the decrease in the energy
received at the antenna because of the absorption
of the radio waves in passing through thickly built-
up business blocks. These business blocks are
usually of masonry construction and contain
wires, piping, steel frame work and other metal-
lic bodies, which seriously hamper reception and
seem, at times, to even cause a distortion of
local and distant stations alike.

The daylight programs and the short range
of transmission possible during the day make
it almost impossible to give satisfactory demon-
strations during store hours.

With all this there almost invariably exists
a serious induction interference, due to local
telegraph and telephone stations, motors,
X-Rays and street cars. This trouble is not
usually encountered in residence sections and
when found is usually of very reduced intensity.

Demonstration in the Home

Successful radio stores seldom make any but
the slightest pretense of demonstration in the
store. They employ demonstration men who
devote their evenings to operating scts in pros:
pects’ homes. These men have preferably a
good sales ability, coupled with a thorough
knowledge of the instrument they are working.
They frequently are able to sell accessories in
addition to those which the prospect thought
he might require.

One of the most serious handicaps to a good
demonstration in a prospect’'s home is the cost
of an antenna and ground system for an eveut
which involves a problematical sale. The pros-
pect, however, can usually be convinced that he
should have a permanent antenna iustalled at
his hiome since he will, no doubt, purchase some
kind of a radio set in the near future, whether
or not he buys one from the dealer installing
the antenna. ’

In conclusion, it may be said that radio
selling, like any other art, is best done with
well-trained personnel who arc thoroughly fa-
miliar with the devices whiclh they offer.

F. S. Martin in New Position

Hrerexa, Moxt.,, October 4.—1. S. Martin, for-
merly connected with the Montana I’honograph
Co., distribntor of Kdison products, resigned his
position the latter part of last month and is
now conncected with Edison Phonographs, 1.td,
1271 Mission street, San Francisco, Cal., as a
traveler. He is covering the territory of central
and nerthiern California.

Foster Holding Sales Drive

Moxxkor, Lo, October 6.="Tlie IFuster Music Co.,
102 North Sccond street, recently started a sales
drive to run for one month and based on the
Victrola clnly plan,
retailing at $110 is heing especially featured.
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Dividends From the Publicity Investment

Making the Advertising Dollar Bring the Greatest Returns in
Sales—Constructive Suggestions Which Will Boost Fall Sales

During the next few months talking machine
retailers will launch advertising drives in order
to cash in on the usual Fall and pre-holiday
business. However, publicity is expensive and
the dealer who desires the most for his money
in this case promoting inquiries and sales) will
not go about his advertising in a hit-or-miss
manner, but will carefully analyze his problem
and then plan his campaign accordingly.

Whom Are You Trying to Reach?

The first question to determine is the type of
people the dealer is trying to reach. There are
several distinct classes, and advertising directed
to one type of people will not be very effective
in reaching another. For example: There are
the cultured people of the community, to whom
quality is of first importance, and the poorer
people, who make up the bulk of the population,
and to whom price and terms are vital consid-
erations, strongly influencing their purchases.

The Music Appeal

In these two cross sections of the public
there are a number of separate appeals which
the well-rounded advertising campaign will take
into consideration. Foremost in importance is
the music appeal. The talking machine is pri-
marily a music-reproducing instrument. It is
purchased for that purpose, and the advertising
which 1s built with the thought of bringin
home to readers the reproducing qualities of the
instrument or instruments featured will bring
the best results.

The Factor of Price

By far the largest portion of the public is in
a position financially where the dollar is an
important consideration. Therefore, the dealer
whose campaign is planned to include this
stratum of the public must deal with price and
terms in his ads. While price is important, it
is not of such predominance in the minds of
these prospects that the dealer is warranted in
going to extremes as regards down payments
and terms. Unfortunately, there seems to be a
tendency in this direction, and the result is
harmful both to the dealer making ridiculously
low offers and to the entire trade. The public
is essentially fair-minded and intelligent enough
to'realize that it cannot get something for noth-
ing. And a too generous offer is often looked
upon with suspicion, thereby creating an atti-
tude upon the public mind which is anything but
beneficial. Of course, this kind of publicity will
attract those people who are looking for “bar-
gains” on the instalment plan, but there will be
trouble with collections and losses through re-
possessions.

Other Appeals That Interest

There are many other appeals which are part
of the talking machine dealer’s advertising.
I'hese include entertainment, service, etc. The

ompanying illustration of one of the ads of
the Stewart Dry Goods Co., Louisville Ky., is
an excellent example of the service appeal. The
slogan of the firm, “It does make a difference
where you buy your Victrola and Victor rec-

ds,” is emphasized. The Stewart Dry Goods

Co. is going competition one better by educating
the public through this slogan to make its pur-
chases in its store. Service is again emphasized
in the announcement of Victrola Week in the
following paragraph: “During the great event,
while our stock is complete with every Victrola
in every finish, you may choose an instrument
for your home,” and in the following paragraph
service is again brought to the fore as follows:

system of following up inquiries in an effort to
turn the interest of the prospect into a sale he
is not taking complete advantage of his oppor-
tunities. Many people read an ad and their
momentary enthusiasm prompts them to visit
the store to inspect the instruments. At the
moment these people are good prospects, and
the dealer should make a strong effort, if he fails
to close the sale on the spot, to secure their

names and ad-
dresses. And then
not too much time

T

STy aOL
e
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E Victrola
R S 1
Victrola
T o .
o Announcing

At Stewart’s

Records and the popular numbers of tbe day

Victrola and Victor Records.”
Maxlo Salons, Seventh Floar.

of This Section

LE

Victrola |
NelX o 4 478 Victrola

S |
-~ 00 &0 Victrola
Ne® Ho

should be lost in fol-

lowing up the in-

quiry by putting a

From Monday, Sept. 22, to Saturday, Sept. 27

DUR_[NG this great event, while our stock is complete
1 with every Victrola in every finish, you may choose an
= instrument for your home, some of which are offered on

b Terms As Low As $5 Down, $5 Monthly =

! Here, too, you will find courteous and intelligent salespeople F o
to assist your :hoice of the world's best music on Victor

Come to our salesrooms this week and see what we mean

¥
“It does make a difference where you buy gour

STEWART DRY, Goobs Co

See Additional Stewart Advertialng on Pages 4 and §

Vict
Ne 1

good, live salesman
on the job. A very
successful retailer is
using a twofold fol-

Victrola
No o3 .

VICTROLA WEEK

LS low-up with excel-
———— lent effect. After
iill j securing the name
b \ and address of the

inquirer he mails a
letter to his or her
home the same
day.

T N This is in the nature
of the sales letter
and its wording de-
pends largely upon
the type of prospect
to whom it is sent.
The following day
the salesman calls
personally and tries
to arrange for an-
other demonstra-
tion, either at the
store or in the
home, and there-
| after this man calls
periodically at the
home of the pros-

Victrola

Ne2i0 . MO

‘ S B pect until the sale is
v Victrola made or definitely
rola Na 30 3%
v a hix lost.

The purpose of
advertising is, of
course, to create in-

Stewart Dry Goods Co. Advertising Emphasizing Service

“Here, too, you will find courteous and intelli-
gent salespeople to assist your choice of the
world’s best music on Victor records and the
popular numbers of the day.”

The layout of the ad is attractive, to say the
least, and the reader not only is impressed with
the message of service but also with the variety
of merchandise to choose from. It will be
noticed that the price factor is not neglected in
the Stewart ad, although it is uot made the
principal theme of the publicity. Combinations
of the wvarious appeals may be used to
advantage.

Inquiries and Follow-Up

Unless the talking machine dealer has somc

terest and arouse
desire to the point where the reader follows
up the matter by visiting the store or making
inquiries. From that point onward the re-
sponsibility of securing the name to the dotted
line rests entirely in the hands of the salesman.
In conclusion, too much emphasis cannot be
placed on the necessity of all members of the
dealer’s organization being thoroughly familiar
with the advertising, so that when an inquiry
is received the salesman can proceed in an in-
telligent manner. Ignorance on the part of the
salesman in this respect is a sure and easy way
of reducing the chances of securing the maxi-
mum sales per number of inquiries, thus killing
the effectiveness of the publicity.

STARR PIANOS
GENNETT RECORDS

Represent the Highest Attainment in Musical Worth
Je STARR PIANO COMPANY

" Established 1872

ST i -oisisisarene:
liete
0 & o X

Richmond. Indiana
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‘Buzilt with a finger

on the market’s pulse

UESTIONING hundreds of big town and little
townradio dealers; gathering the radio opinions
of thousands of people; finding the answer to that
outstanding question ‘‘How will it sell?”
—and then, working in closest cooperation with the best technical
radio men 11 the countiy to build this line of Kennedy models
to meet the requirements exactly; that is the plan we followed
to make this the biggest year Kennedy dealers have had so far.
Yes,wewere certainly thorough intakingthe pulse of
the market. For your benefir, Mr.ReliableRadioDealer.

You can now stock the nationally advertised Ken-
nedy line with full confidence that it is absolutely in
line with popular demand. And you will avoid much
unfair competition, for the price slasher is not ac-
ceptable as a Kennedy dealer. You have noticed the
high character of radio dealers who are handling the
Kennedy line. That is not accidental. Kennedy clean-
cut manufacturing and selling policies appeal to
merchants who are in business to stay, and Kennedy
dealers are appointed with care.

A Kennedy dealership is a valuable business asset

Mazl the coupon today and we will tell you more about 1t

SPECIALLY designed to fit
Victrola Models 215, 400,
405 and 410 without cabinct
work. Can also be fitted to
other talking machinces.
Three-tube and four-tube
modcls. Prices and special in-
formation on request.

Kennedy unit
for
talking machine

»

Taueg CoriNn B KEnNEDY CoOMPANY

Saint Louis

(el
r%:

MobeL X1

Beautiful mahogany inlaid cabi-
net, with built-in loud speaker
for reception of local and out-of-
town stations. Simplified tuning
on one dial. Stations are always
found at the same point on this
dial. Controlled volume. Non-
radiating. Licensed under Arm-
strong U.S. Patent No. 1,113,149
Retail price
without accessories $185.00
West of the Rockies $190.00

MopberL XV

Super-selective long range radio frequency
model It cuts right through local broadcast-
ing and brings in distance. Simple, logged
tuning with only two controls. Volume can
be controlled. Non-radiating.

Retail price withoutaccessories $142.50
West of the Rockies $145.00

MopbeL VI

This Kennedy brings in distant stations with
loud speaker volume. Like all Kennedy mod-
els, noted for purity of tone. Simple logged
tuning on one dial. Non-radiating. Licensed
under Armstrong U. S. Patent No. 1,113,149.

Retail price without accessories $105.00
West of the Rockies $107.50

MobeL V

One of the most popular models Forty-five
degree angle panel, a Kennedy feature, is con-
venient for tuning. Each station has 1ts own
dial setting and is al ways found at that point.
One dial controls tuning, the other regulates
volume. Non-radiating. Licensed under Arm-
strong U. S. Patent No 1,113,149

Retail price without accessories $88.75
West of the Rockies $91.25

C O U P O N
Tue Corin B. Kennepy Comeany, Saint Louis

I am interested in a Kennedy dealership. Please send
me particulars.

My name

Firmname—__ —
Street address

City
Business—
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Creating Once-a-Week Buy

How the Stamford Music Shop Has Built Up a Record Clientele
Which Visits the Store Weekly—Selling Records Before Released

“It takes intclligence and salesmanship to sell
records.

“The record salesman must know the record
stock and, what is of equal importance, must
know the customer.

“Handing out what the customer asks for and
letting it go at that is not salesmanship.

“Sales of records should pay the overhead of
the store and leave somc profits over.”

These four principles are in effect what Otto
Benzing, phonograph dealer of Stamford, Conn.,
believes the success of the record department
hinges upon. And he is qualified to express
an anthoritative opinion, in view of the fact that
during the past ycar he and Mrs. Benzing have
done a tremendous business, in spite of many
adverse influences. Mr. Benzing is a grcat be-
liever in the canvassing route to sales and he
has made a clean sweep of his territory in this
manner. Mrs. Benzing has charge of the store
and it is due to her sales ability, charming per-
sonality and the knowledge of the records she
sells that this concern does a record business
out of all proportion to its size and the number
of steady customers it has.

Customers in the True Sense of the Word

The ecustomers of this live dealer are con-
sistent purchasers of records and, although the
numnber of patrons is much smaller than is usu-
ally the case with talking machine establish-
ments located on busy thoroughfares, the lack
of numbers is more than made up by the numn-
ber of records purchased. Both Mr. and Ars.
Jenzing believe it is much better to build up
a steady clientele of music lovers, whether they
be lovers of classics or jazz, than to have a
large transient trade, because in the long run
the steady customers will buy more, thus giving
the dealer greater profits. There is a tip in this
for neighborhood re¢tailers who must necessarily
depend upon the patronage of the people of the
section in which the store is located for the
bulk of business.

“Typical of our customers is the baggage man
at the railroad station. Although, I am sure,
his income is small he comes in here once cach
week and purchases at least three records,”

said Mr. Benzinger. *“In the end this type of
customer is the best from the profit standpoint.
Most of our customers are of the working class,
the kind who do not receive any too much
money for their labor and are not exactly what
onc might call cultured. The way to sell these
people and make friends with them is to talk
the language they. can understand. Talking
over their heads about the records kills the
chances of making a sale and a friend for the
store.”
Selling Records Before Released

An unusual stunt in record selling has been
found very effective by Mrs. Benzing. When
a customer comes into the store Mrs. Benzing,
knowing the type of musie which that person
has been in the habit of buying, calls attention
in an cnthusiastie manner to a record which
is due for early release and actually sclls the
cusiomer the record before it has been rcleased.
Now the big point in this is that the customer
mus{ visit the store within a short time to get
this record and the same process of selling in
“advance” is repeated.

Mrs. Benzing is “sold” on the line of records
she handles and her enthusiasmm is contagious.
It has been pointed out many times that the
sales person who is not convinced that what he
is selling is the best of its kind makes an uncon-
vincing talker. Nr. Denzing is also enthusias-
tic over his line of tatking machines. He has
studied them and is in a position to deliver a
sales talk that will convince the most skeptical
of the merits of his product. te knows every
point in the construction of his instruments and
how they differ from other makes and his suc-
cess is concrete proof that his methods are
paying oncs.

Satisfy the Customer

Whether it is sclling machines or records, the
main object of this merchandiser is to make the
customer satisfied with his purchase. “Even
after a customer has completed his payments |
keep after him or her,” said Mr. Benzing. “Per-
haps my motive is a selfish one, but not entirely
so. In the first place, some day I may approach
a former customer again with a sale as my

ers of Records

0ld King Cole was a merry old soul

And a merry old soul was e,
He called for his pipe and lie ealled for his bowl
And he called for his fiddlers three.

IWZhen the fiddlers were gone King Cole wonld
laugh,

For a wery merry way had he

**  Of using a Baby Cabinet Phonograph

In place of his fiddlers three.

The Baby Cabmet Phonograph
Retails for $10.00

\s illustrated. Height 177; weight, 10 lbs. It
is painted ivory white, with nursery rhyme figures
in colors. Spring worm gear motor with speed
regulator.

What about children’s phonographs for your toy shop? They are always popular,
and more so than ever when the cold weather keeps the youngsters indoors. The
Baby Cabinct—and our small ‘Genola,” to retail at $5.00—are models that appeal
instantly, and both play any flat records up to 10 inches.

The General Phonograph Mfg. Co.

Elyria, Ohio

objective. ‘Then, again, the sale of a talking
machine or piano means future sales of records
and musie rolls. I believe in giving my patrons
a square deal and they know it. That is why
we continue to do a good record business.
\When a customer goes out of this store he is
in a happy mood, if we can make him so. This
policy has proved practical and I firmly believe
that one of the reasons why many of our cus-
tomers come in for records weck after week
is because they like to do so. They actually
enjoy buying here.

“Although, as I have stated, most of our busi-
ness is done with the type of people who are
not possessed of any too much of the world's
goods, we have a number of customers who are
in much better financial circumstances. , You
see we are not very far from the railroad sta-
tion and it is a habit of the wives and daugh-
ters of many of the commuters to call for mem-
bers of the family who work out of town, or
who are returning from a visit. From time to
time one of these persons will see our little
shop and stop in to hear a record. Invariably
they buy something and thev are so pleased
with the type of courtesy and service extended
by Mrs. Denzing that they make it a point to
stop in when they are in this neighborhood.
We have one custoiner, secured in this manner—
a man—who drops in occasionally and never
goes out with less than ten musie rolls.”

Using Manufacturers’ Literature

Another little stunt which is mighty effective
has been put in effect by this dealer. Several
makes of records are handled and the large
hangers listing the latest releases, instead of
being thrown away, are placed immediately be-
hind the service counter. All the customers
who enter this store go to the service counter
and the first thing that strikes their cyes are
the several large hangers. A simple thing, to
be sure, but it interests the patrons. They stop
to read and, what is of more importance, they
often see some title which interests them. They
ask to hear the record and another sale has
been made. Yes, a simple thing, but in the final
analysis it is the apparently small things which
lead to a large whole.

Cantor, Columbia Artist,
Meets Prince of Wales

A few nights before his departure from the
United States the Prince of \Wales was the
gues{ of honor at an impromptuy, informal party
given by Rodman Wanamaker on his palatial
houseboat. NMost prominent among the pecople
to be invited from an entertainment standpoint
was Eddie Cantor, exclusive Columbia artist,
who entertained the party with rare bits of his
contagious humor in the way of songs and
stories, but also had a little chat with the
Prince.

Dunlap Adds Ware Radio

Prewswkinn, N. Y. October 7—Dunlap’s Music
Store, of this eity, recently entered the radio
ficld with the addition of the Ware neutrodyne
to its stock of talking machines and pianos.
The concern operates a large local store and
another in Ossining.  Canvassing has been
found the most cifective route to sales by this
live merchandiser and his outside sales activi-
ties extend into the rural distriets, where he
does a large machine and record business with
the farmers. ‘Fhis class of business has been
found by Mr. Dunlap easy to sccure and hold
and experience has proved the rural trade first
class, from a credit standpoint.
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Keep inTouch with
National Events

The final desperate spurt as the DPresidential
campaign draws to a close! The returns as
they pile up on election night. Great speeches
and vital messages—the inaugural address, the
later congressional messages—hard, slow read-
ing, but easy to listen to—with a Table-Talker.

And, too, there’s everything from football
to recipes, from grand opera to market reports,
from prize fights to bedtime tales. All brought
to your home— shared with your family and

your friends by the real reproduction of the
Table-Talker.

randes

Q “The name
”@bff“,{k” fo know in Radio

50¢ extrawest

of the Rockies Navy Type 58

Superior
Matched Tone
Headset

’7 in Canada

In Canadi$122 d“ah‘lud Tone
Headset
49 in Canada

QC.Brandes, Inc,1914
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C. N. Andrews Is Host to
Victor Dealers in Buffalo

Discuss Radio at Luncheon and Dinner at the
Park Club in That City

BurraLo, N. Y., October 9.—Curtis N. Andrews,
Victor jobber in this city, will be the host to a
large number of Victor dealers on Tuesday, Oc-
tober 14, at a luncheon and dinner to be given
at the Park Club for the purpose of discussing
radio as applied to the talking machine business.
Victor dealers from \Western New York, North-
western Pennsylvania and Northeastern Ohio
have been invited to attend the meeting, and
several well-known speakers are scheduled to
address the dealers at both the noon and eve-
ning programs.

After dinner a radio program will be received
in the Park Club, and the business discussions
will be continued. Among the speakers are
Gordon Sleeper, head of the Sleeper Radio
Corp.,, New York, and Lloyd Graham, of the
Radio Digest, Chicago. Mr. Andrews has al-
ready been appointed a jobber for the Sleeper
Radio Corp. and the Freed-Eisemann Radio
Corp., and has also arranged to handle other
well-known radio products, including loud
speakers, head phones, batteries, battery
chargers, etc. The radio department is in
charge of M. H. Minick.

New Electric Motors for
Latest Sonora Models

The Sonora Phonograph Co., Inc, announced
recently that Sonora phonographs equipped
with a new electric motor would be ready for
distribution to the trade within sixty days. In
announcing this new motor the company said:

“Quite recently the General Electric Co. sub-
mitted to us an electric motor for phonographic
use, built under a principle that is reliable in
respect to uniformity of speed under fluctuating
current, as well as in regard to wearing qualities.
After many exhaustive tests we can unhesitat-
ingly recommend this motor. \We have sufficient
confidence in it to adopt it for our instruments.
It will run with perfect tempo and will stand up
perfectly under long and steady use. It is small
and compact, occupying no more space than the
ordinary spring motor; is of workmanlike con-
struction and of the best materials.

“This motor may be used only with alternat-
ing current, but since over 85 per cent of the
electric equipment in this country is for alter-
pating current, there will be only a few cities in
which the motor cannot be used. In models re-
tailing at $200 and above (excluding the de
Luxe) there will be an additional charge of $25
for the motor installed in place of the ordinary
spring motor. With de Luxe models there will
be no extra charge.”

TALKING MACHINE C2
28-30 W.23"ST. N.Y.C.

Let your purchases, Mr.
Victor Dealer, reflect
your approval of your
distributor’s depend-

ability.

Kennedy Distributors in
Cleveland and Omaha

Two New Important Appointments That Will
Mean Much for Kennedy Expansion

St. Louis, Mo., October 7.—The Radiovox Co., of
Cleveland, O., formerly R. C. A. distributor, has
just taken on the Kennedy radio line, which it
will distribute in the northern and northeastern
sections of Ohio, according to A. A. Fair, assist-
ant sales manager of the Colin B. Kennedy Co.
It has a very large live sales organization and
Robert Van Cleve, general manager, is much
enthused over the Kennedy product and is plan-
ning an extensive drive.

Recently the Storz Western Auto Supply Co.,
of Omaha, Neb., was included in the list of
distributors of the Kennedy product.

“\We are receiving many substantial orders
from distributors and they report their dealers
are now buying liberally,” said Mr. Fair in a
chat with The \World. “In fact, everything
looks good for a very ,successful season and
you may be assured everyone of us here is
doing his part to not only make the radio busi-
ness a subject of pride, but also to place the
Kennedy product and our organization on a
very high level.”

Heineman Motor Demand
Indicates Better Business

Otto Heineman, President of General Phono-
graph Corp., Presents Some Important Data

In a recent chat with The World Otto Heine-
man, president of the General Phonograph
Corp.,, New York, commented upon the fact
that the company’s motor business the past few
months had been exceptionally fine and far be-
yvond all expectations. The immense factories
at Elyria, O, are working to capacity, and Mr.
Heineman is co-operating with his organization
in giving phonograph manufacturers throughout
the country efficient service in taking care oi
their requirements.

Judging from the motor sales of the General
Phonograph Corp. the past few months, talking
machine business generally is showing a steady
improvement. For many years the figures com-
piled by this company have acted as a barometer
of phonograph sales generally. The first three
or four months of 1924 were fairly satisfactory,
but during the past few months the sales of
Heineman motors have increased by leaps and
bounds, indicating that the talking machine busi-
ness as a whole is enjoying an ununsually pros-
perous Fall season.

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.
3 Made to contain all makes of
disc records including Edison.

~Worite for our list of 1924

styles and prices

THEJPERFECT PLAN




HE Zenith Franchise inany

city is a five-to-six figure
money making opportunity for
any man.

Millions upon miillions of dollars
will and are being spent to bring
the world to the home via Radio.

Performance sells receiving
sets. AndinZenith Long Distance
Radio, a merchant can demon-
strate unequalled performance
with this most saleable and best
merchandized productofthemall.

Some one is going to make
money in your territory with
Zenith. Are you?

The Talking Machine World, New York, October 15, 1924
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“Long Distance” RAD |0

TRADE MARK

What does it mean
tobe a 2" dealer?

IT means the right to represent the most saleable product
on the market. And it means more.

The Zenith Company realizes the dealer’s right to pro-
tection. Zenith jobbers and ourselves want only the best
dealer in a market. To that dealer we present a policy that
assures no cut-price — cut-throat competition.

In return we demand and will get the type of business
man who is spoiling for a fight, who is ready now to line
up to the unequalled performance of Zenith Long Distance
Radio —to their extensive advertising, their intensive
merchandising, and take his abundant share of the millions
of Radio dollars that are being spent.

A wire to your nearest jobber (see following pages) will
bring an answer about your territory.

Remember “Best” and “Biggest”’ never were the same
word !
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MODELS

Fom 951550

Super-Zenith VII—(Not regenerative)—6 tubes—
2 stages tuned frequency amplification—detector and
2 stages avdio frequency amplification. Installed in_a
beautifilly finished cabinet of solid mahogany — 4475
in. long, 16, in. wide, 1035 in. high. Price $23O

BT —

(exclusive of tubes and batteries) .

Super - Zenith VIII — Same
as VII except—built with ma-
hoganylegs of well-proportioned
appropriate design, converting
model into console type. Price

Tuesi b
s baeriey ¥ $250

The juPerZenith
$550

HE SUPER ZENITH X, a worthy leader of a
worthy line, has these exclusive features.

Built-in patented super Zenith duo loud speakers (harmonically
synchronized twin speakers and horns) and the Zenith battery
eliminator which makes A or B Batteries and chargers unnecessary.
che ome sidle Rt genertos Sodoe | Concentrate on Zenith long distance radio, the line that is priced
battery space on the other. Price over a range wide enough to fit any prospect. Let the cheap busi-
| }(,i’ffelﬁi-?ff’/ hes o $300 | ness go to cheap dealers. Cheap prices mean dissatisfied customers

and no radio dealer will ever stay in business who cannot look a
customer in the eye three weeks after the sale was made.

ZENITH RADIO CORPORATION

Branch Office: General Offices: |
1269 Broadway, New York City 332 South Michigan Ave., Chicago, 1ll. |

Super-Zenith IX—Same as VI
except—built with legs and addi-
tional compartments containing
built-in Zenith loud speaker on

e ey

Model 3R—A specially de-
signed distortionless three stage
amplifier in combination with
the new and different Zenith
3-circuit regenerative tuner —

i binet. Ex-
treme seleceiviey. - . $160

Zenith Super-Portable—A six- . .
! ] . Model 4R—A specially designed
wbe radio set entirely self-contained three-circuit regenerative receiver in

tubes, A’ baueries, *'B’’ batteries,

Zenith Panel forcombination with H

T8 Thepeatier'h diloah are & combination with an audion detector a Victrola. Price of the panel |
and three-stage audio-frequency I i .
tenna complete . . . . $224 T e o $95 ?;%"Tead?r }tor .ms.ta.l' $150

e oy T
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KILLED craftsmen with knowledge

of how to create fine character and

impelling attractiveness, have succeeded in

producing cabinets for Zenith Long Dis-

tance Radio that have the visible value of
beautiful design and workmanship.

The cabinets are exceedingly beautiful,
their graceful lines and fine proportions
make them exceptional examples of the
cabinet makers’ art.

Zenith dealers will find that the cabinets
we have designed and produced are a de-
cided sales asset.

JAMESTOWN MANTEL CO.

Jamestown, New York
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Distance’ RA D |0

66
Long
TRADE MARK

IN ALABAMA

*x

BIRMINGHAM

ENITH Performance is without competition f

—the Zenith price and model range is right, B
the Zenith Sales Policy recognizes the dealer
right to fair profit.

The Zenith line represents the biggest money
making opportunity on the market now—wire
for all information.

TALKING MACHINE COMPANY

Birmingham, Alabama g
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“Long Distance’ RAD |O I

IN CALIFORNIA |

TRADE MARK

EALERS who are
looking for a Radio
line thatwillsellthrough
performance . . . fie fo

Zenith.

And behind Zenith per-
formance you will find
extensive advertising
plus intensive merchan-
dising.

Wire us about your ter-
ritory.
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LISTENWALTER & GOUGH

819 East First Street, Los Angeles, Cal.
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IN GEORGIA
' AND FLORIDA

TRADE MARK

K ATLANTA

HIS season Radio

spells opportunity
with capitals. And the
Zenith line is the one
best way to capitalize
on that opportunity.

Some dealer in your
territory is going to cash
in big with Zenith.Wire
for information about
the Zenith Sales Plan.

SOUTHERN AUTO & EQUIPMENT CO.
111 Forsyth Street, Atlanta, Ga.
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TRADE MARK

- IN ILLINOIS
| AND WISCONSIN

OW many Radio dollars
are you going to collect?
Someone in your locality is
going to get a lot of them by
representing the Zenith Line.

Zenith Long Distance Radio
sells on performance. The
line is wide enough in models

3 CHIGAGO * :
= h: T

and price to allow concentra-
tion. And behind it is a deal-
er’'s plan that makes profit a
certainty —not a speculation.
Territory is going fast — wire
about yours.

MUSIC TRADES RADIO CORPORATION
328 North Michigan Ave., Chicago, Ill.
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TRADE MARK

HE ZENITH LINE means the surest
A way to make money for any dealer.

A large statement—but true. Add Zenith
performance to Zenith advertising and mer-
chandising and with proper dealer effort no
radio prospect can retuse.

Is your territory open? Wire and find out.

REPASS AUTOMOBILE COMPANY
170-182 Park Avenue West, Waterloo, Iowa
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IN LOUISIANA
AND MISSISSIPPI
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T'S team work that wins! That's why the
dealer that ties to Zenith can’t lose.

He has for sale unequalled performance—and
behind his selling efforts are—extensive adver-
tising, proper merchandising and a sure fire sales
plan. Who'’s going to win the Zenith Franchise
in your territory?

WOODWARD WIGHT & COMPANY, Ltd.
New Orleans, La.
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FAIR and square dealer

plan that recognizes the
dealers right to make real profit
—that’s one of the big reasons
we took on the Zenith Line.

Plus this, Zenith sells on per-
formance — and stays sold
through enduring performance.
We want dealers who want
to make money—not next year
but right now.

Better wire about the Zenith
plan for your territory.

REPUBLIC RADIO CORPORATION
Ford Building, Detroit, Mich.
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E added our name to the name of Zenith

for one reason only. We believe it is the
one outstanding sales proposition on the market
today for any dealer.

The Zenith Plan of selling will interest you.
And while territory is going fast, yours may be
open. Wire,

| NEBRASKA BUICK AUTO CO.
| Lincoln and Omaha, Neb.
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IN NEW JERSEY

NEWARK

RADIO dealer to make money needs product perform-

ance, a price and model range that allows concentration
of effort on one name ... more, he needs a well advertised,
well merchandized product with a sales plan that avoids cut
price competition.

Analyze the Zenith Line and the Zenith Policy from those
four angles before you sign any other contract.

A wire will bring all the information.

E. M. WILSON & SON

11 Lafayette Avenue, Newark, N. J.
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IN WESTERN NEW YORK
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HE ZENITH LINE is wide enough to fit any
prospect who really wants Radio results. Between
$95 and $550 there is the ideal set for any one.

Add your name to the one name that has set the
standard for Radio reception. The Zenith name plus
yours is certain to win out in your territory.

Woire for the Zenith Sales Plan.

JOSEPH STRAUSS COMPANY
Buffalo, N. Y.
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IN GREATER
NEW YORK

EALERS wanted who will guarantee one thing — to
make money for themselves. We have taken on the
Zenith Long Distance Radio Line for one reason only. We
know it’s the most saleable offered the public. That means
money for you and money for us. Wire for all the information.

HERBERT JOHN CORPORATION
560 Seventh Avenue, New York City
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IN GREATER
NEW YORK

E give special service to Talking Machine Dealers on

ZENITH Radio Receivers. We employ Talking Ma-
chine Men especially to serve Talking Machine Dealers. Our
technical staff backs you up in seeing that you get 100% re-
sults. Our sales department specializes in prompt dealer team
work. Our service facilities plus the Zenith Sales opportunity
makes the Zenith Line a sure winner in your territory. Wire
for complete information.

RADIO STORES CORPORATION
216 West 34th Street, New York City
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% ROCHESTER

HIS season is going to beat all records for incoming
Radio dollars. And someone in your territory is
going to get a major share by linking to the Zenith Line.

Ten minutes will demonstrate in detail why the Zenith
Line is the most saleable, the best merchandised and
will return more dollars and cents for invested time
than any other product on the market.

May we tell you the whole story?

W. H. ROWERDINK & SON
78-82 North Ave., Rochester, N. Y.
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IN EASTERN
NEW YORK

ENITH represen-

tationmeansareal
money making oppor-
tunity for that dealer
who wants to make
mMoney now.

* UTICA Zenith performance,
Zenith advertising, the
Zenith price and model
range backed by a
square deal dealer plan
should make Zenith
yourfirstconsideration.

Wire for details
about your locality.

PORTER ELECTRIC COMPANY
514 Charlotte Street, Utica, N. Y.
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PHILADELPHIA

HEN the product is right . . . when the market is
right . . . when the advertising, the merchandising
and the sales policy, each, is right —no one can go wrong.

That's why we know that the Zenith Line is the one line
any dealer should think of first. Is your territory open? Wire.

(Music fMaster Corporation

10th and Cherry Streets, Philadelphia, Pa.
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IN VIRGIN

E BELIEVE the Zenith Line is the best propo-
sition for any dealer. That's why we took it on.

And the reasons are these — Zenith Performance
— Zenith advertising — Zenith merchandising — Zenith
sales policy. Someone is going to make real money in
your locality selling Zenith Long Distance Radio. How
about'you?

ARTHUR S. WILLIAMS, Inec.

LYNCHBURG, VA.
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IN VIRGI

A-DD yaur name to Zenith. Together they
represent the biggest radio opportunity in
your market.

Someone is going to win out with Zenith.
Someone is going to see what the properly
priced, properly advertised Zenith Line means
as a collector of Radio Dollars. Are you?

THE RADIO SHOP
Richmond, Va.
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TRADE MARK

ROSPECTS buy on

performance—that’s
the big reason why the
Zenith Line is most
saleable.

And when you back
Zenith performance
with an intelligent pro-
tective sales policy, real
advertising and an un-
surpassed system of
dealer cooperation, the
Zenith Franchise is a
certainty—nota gamble.

Your territory may be
open. Wire.

L. C. WARNER COMPANY

335 Occidental Ave., Seattle, Washington.
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IN WEST VIRGIN IA

WO fisted dealers are going to reap a big harvest
with the Zenith line. That is not a conjecture —
it’s a fact.

The Zenith Franchise is a four square proposition
that gives you an unexcelled product, properly priced
in a wide model range, backed by extensive advertis-
ing and a sales policy that assures no cut price com-

petition. Wire about your territory.

THE RADIO DISTRIBUTING CO.
Wheeling, W. Va.
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BUT PERFORMANCE
IS NOT ENOUGH!

ERFORMANCE is a matter of demonstration. We
believe that any fair minded judge can be convinced
that Zenith performance is beyond competition.

But that 1s not enough. That performance must be
offered the public in the most salable form. You will
find the Zenith line is properly priced. You will
find it covers a wide range of models. You will find
behind it the kind of advertising that helps the dealer
turn prospects into sales. You will find a Zenith Sales
Policy that is founded unon the recognition of the
jobbers’ and dealers’ right to a fair and legitimate profit.

The engineering department of the Zenith Radio Cor-
poration is second to none in the industry. And to those
engineering brains has been added the merchandising
knowledge of a group of men, gained through long years
of experience in selling the public kindred products.

That’s why the Zenith franchise represents the biggest
radio dealer opportunity in the country today.

ZENITH RADIO CORPORATION

Branch Office: General Office:
1269 Broadway, New York City 332 South Michigan Avenue, Chicago, Ill.
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Canvassing Route to Volume Radio Sales

Aggressive Tactics Prove Effective in Securing Prospects and
Sales for Arthora Store—R. M. Whitelaw Describes His Methods

Talking machine dealers who are handling
radio are discovering that in merchandising
talking machines or radio practically the same
basic principles of selling obtain. Thcy are be-
ginning to realize that both are musical instru-
ments and mediums of entertainment and must
be sold on this basis. The day when the dealer
who operates a radio department can sit in his
store and merely hand out what the eager cus-
tomers want is gone and has becn replaced by
a healthier condition, one where competition is
keen enough to make the dealer rustle for sales,
and that this condition is sound is proved by
the evolution of practically every enterprise of
a similar nature. A higher merchandising plane
means more sets sold and the establishment of
a sound, enduring business. Competition is
keen and there are many instances of cut priccs,
but these are conditions which have been in
existence in the talking machine trade for years
and that the legitimatc dealer, the one who is
wide awake and progressive enough to go out
after business, has increased his sales volume
year after year is proof enough of the fallacy
that business is going to the dogs because of
these practices. The field is wide open for
radio and the proportion who own sets to those
who do not and those who are now or will be
soon in the market for better receiving outfits
is small. Roger Babson, in a recent report on
the radio industry, estimates that it will be ten
years before the saturation point is reached and
even then there will be plenty of opportunity
for large rewards for the live dealer.

Sell Tone Quality

“In selling radio you are dealing with the
most living, vital, yet mystérious, thing of the
twentieth century,” declared R. M. Whitelaw,
manager of the Ideal Radio & Music Co., of
Newark, N. J., in discussing the merchandising
of radio. “This very mystery has a tendency
to confuse and perhaps cause many people to
postpone purchasing a radio set. Every effort
should be made to impress upon a prospect the
fact that the modern radio set is not a compli-
cated electrical apparatus, but, on the contrary,
it is a medium for entertainment. In discuss-
ing, tone quality the talking machine dealer is
on familiar ground and when the set is sold
on the basis of its reproducing or receiving
quality much trouble can be avoided.

“The question of what distancc the set will
bring in is best answered by the general state-
ment that location and other conditions govern
this problem to such an extent that it is im-
possible to guarantee similar results in all lo-
calities. The salesman should emphasize the
selectivity of the set he is trying to sell, its
ease of operation and its volume and clarity of
reproduction. Discuss the mechanism of the
set as little as possible, as you are apt to get
lost in a maze of conversation which may or
may not prove instructive and certainly is not
conducive to closing a sale. Take it for granted
that your prospect knows something about radio
and let him know that you feel that he does and
then sell him on the tone quality of the set.”

The above are the principles which experi-
ence has proved successful at the Ideal Radio
& Music Co. Another practice which this live
concern has found the most efficient radio sales
builder has been outside selling and home dem-
onstrations. During the time the concern has
featured radio it has been discovered that a
very small percentage of the people who come
into the store to secure information regarding
the various sets buy at the time. They want to
shop around. However, the percentage of sales
to store visitors has been brought up consider-
ably by following up inquiries. In the main,
this follow-up is done during the evening, when

the entire family is at home. A set of the
type that needs no outside aerial is taken along
by the salesman and thc demonstration is made
in the home under conditions which are much
more favorable to making a sale than would
bLe the case with a store demonstration.
Canvassing for Radio Business

Arthora, a concern handling talking machines
and radio in Stamford, Conn., has inaugurated
a canvassing caiipaign for prospects for both
talking machines and radio wliich already has
proved the worth of this inethod of securing
business. In addition to many prospects a
number of sales of radio outfits and talking
machines have becn made.

A canvasser has been secured to thoroughly
cover the city. This man is not a salesman
and makes no attempt to sell. His object is
simply to find prospects and this he is doing.
He inquires whether there is a radio set or a
talking machine in the family and then through
further questioning he ascertains whether the
persons he interviews are interested either in a
radio set or a talking machine. This informa-
tion is placed on a card provided for that pur-
posc and later a salesman goes out to follow
up these leads. This eliminates lost motion on
the part of the salesman. He loses no time
by calling on people who are not in the market
and thus his sales are much greater,

The

THE Murdock Five Tube Neutrodyne

represents the highest achievement in
Neutrodyne construction. Everything
about this wonderful receiver denotes
quality and exceptional performance. The
unfailing resources, skill, and experience
of a pioneer manufacturer who has been
making radio equipment of the highest
engineering standard for 20 years, enter
into its construction.

The Murdock Neutrodyne is built, not

Simplicity of tuning.
howls.

interference.

Hook-up with the Murdock Neutro-
dyne—and give your customers the best
in radio. The high quality and moderate
price of this receiver turn in volume sales
and good profit. Backed by strong ad-

New York—33 Park Place

/a Licensed by

Murdock Neutrodyne

has every feature that your
radio customers want

THESE FEATURES ESTABLISH
THE MURDOCK SUPREMACY

Frecdont from objectionable squeals and
Clarity and rich tone volume.
the desired loeal and distant stations every time and without
Loitg distance reception.

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

Branch Offices:
Chicago—140 S. Dearborn St.

MURDOCK
NEUTRODYNE

“assembled”. It is a unit of standardized
parts—all made in our own factory or
according to our own specifications. Each
part is rigidly inspected before it goes
into the receiver. Then each receiver
must pass a number of searching tests
before it gets our approval. The refine-
ment of construction revealed in all de-
tails of assembly and wiring accounts
for the exceptional performance of the
Murdock.

Selectivity—ability te get

vertising in radio magazines and daily
newspapers—and active sales co-opera-
tion. See your jobber today. If he does
not carry the Murdock Neutrodyne write
us for information and dealer discounts.

San Francisco—509 Mission St.
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How Live Dealers Tie Up With Halloween

Wm. B. Stoddard Gives Some Concrete Instances Where Dealers
Have Profited by Clever Tie-ups With This Merrymaking Holiday

All Saints Eve, October 31, is the carnival
night par excellence, and cvery dealer in talk-
ing machines and records should seec to it that
the public is fully acquainted with his complete
stock of dance records, and mirth-provoking
monologs, quartets and solos. Use plenty
of the accepted symbols of the occasion—
witches, black cats, bats, owls and the black
and orange crepe paper—and thus tie up your
line with Halloween festivities.

A Sales-producing Halloween

The day permits many picturesque advertise-
ments and displays. Stix, Baer & Fuller, St
Louis, featured dance records for Halloween,
showing three clowns dancing amid a shower
of confetti, serpentines and toy balloons. It was

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.O.D. Money back

if not satisfactory. _

The PHONOSTOP

An automatic stop for all talking ma-

chines, 100% 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

captioned: “Of course you’ll dance on Hal
loween. It will be the wee sma’ hours before
you stop if you dance to these fascinating
records.”

Then followed a long list of releases, as well
as the most popular dance records of recent
months, the name, number and price of each
being given. They complemented this with a
gay window, which, though small, brought the
joy of the Halloween dance strongly to mind.
The floor was covered with a tarpaulin and was
thickly sprinkled with confetti. From the ceil-
ing descended myriads of serpentines of all col-
ors. At one side was a phonograph, topped with
the figure of a grotesque clown doll. In the cen-
ter of the display was a young woinan in dance
frock of black and scarlet, with a black half
mask. She held in her hand a dance program,
and beside her was a big black cat with bristling
tail. At the other side was a card with this
message: “Of course, you'll dance on Hal-
lowecen. Pick out some new records for the
occasion.
room 1o suit every taste.”

Capitalizing the Holiday in Los Angeles

Two of the leading music dealers in Los
Angeles—the Platt Music Co. and the Fitz-
gerald Music Co.—had special settings that
brought their records and talking machines into
prominence. The first named had three tall
black standards each topped with a grinning
Jack o’Lantern, while from the ceiling hung fes-
toons of serpentines. Four different styles of
cabinets were shown, each wreathed with ser-
pentines. Down the front were set a number
of the latest records and a card suggested: “Get
Your Records Now for the Revels of All Saints
Eve.”

The Fitzgerald Co. showed in the background
a large circle five feet in diameter, covered with
dark blue cloth. Holes were cut in this cloth
in the shape of moon and stars, and these were
covered with orange or silver gauze, with a
strong light behind them, making the “starry
heavens” stand out very distinctly. A card-
board fence was erected and on this, silhouetted
against the moon, was a black cat with humped
back and bristling tail. A platform covered
with black felt had on either side tall torchieres
with shades of orange silk, at the base of each
being the life-size cut-out of a black cat. In
the corners were piles of pumpkins, upon which
were painted “Get Your Records for Hal-
loween.” Three phonographs were exhibited,
on the top of each being a black cat, while at
the basc was a pumpkin on which in black
letters was printed the price of that particular
niachine.

Fostering Home Pleasures

Formerly the youngsters, especially boys,
roamed the streets on this night, committing all
sorts of depredations under the guise of “sport,”
but of late years the indoor gatherings have
superseded to a great extent these nocturnal
prowlings. The idea of the indoor “party”
should be fostered by every music dealer, not
only because it will lielp hiin sell records and
machines, but because he will earu the good
will of all law-abiding adults, who object to thc
bell-ringing and othier Hallowecn prauks. The

There is a selection in our usic

Sunday Schools, Boy Scouts, Camp Fire Girls
and kindred organizations often hold gatherings
on Halloween, and the loan of a phonograph
for entertainment will build much good will.
It is particularly valuable at this season, for
most merchants are now getting things in shape
to launch their Christmas selling campaign.
One music firm brought its records prominently
to mind as gifts by having printed in bold
letters upon the envelope of each record: “Give
Records for Christmas—something the whole
family can enjoy.” \Whenever they lent a ma-
chine for some festive occasion, such as a
Halloween gathering, the records were natu-
rally handled by a score of people during the
evening, all of whom had a chance to see this
suggestion. '
Cater to the Kiddies

The children play a large part in Halloween
festivities and records suitable for them should
accordingly be featured. All of the records con-
tained in the Bubble Books make good enter-
tainment, and all of the Mother Goose rhymes
should be suggested. They were advertised
very strikingly by Robinson’s, Los Angeles.
Suspended by slender but stout wires from the
ceiling was a big goose with outspread wings,
on which was seated Mother Goose herself, in
peak cap and garments of red, blue and gold.
In one corner of the room was a juvenile phono-
graph, which was being operated by a small
boy, while at the other end was a cabinet and
an adult machine, on the top of which was a
big black cat. Half a dozen little children were
scattered about, some dancing, some listening
to the music. The boys were dressed in clown
suits of black and orange, while the little girls
wore fluffy orange frocks. All of the children
carried horns decked with orange and black
ribbons. Around the white wall were hung a
series of records, with borders of orange. In
the center of each record was an orange circle
upon which the name and price of the record
were painted in black. A card suggested:

“MUSIC FOR THE HALLOWEEN PARTY”
Come to our big children’s music department—on the toy

floor—and hear the liveliest, funniest, dancingest tunes you
ever listened to. Just the thing to make the kiddies shout
with glee at the Halloween party.

In the section devoted to children’s music a
phonograph wvas installed and on the Saturday
preceding Halloween a number of children from
local dancing schools, dressed as fairies and
goblins, danced to the music of the phonograph
before a delighted audience.

Herb Wiedoeft’s Orchestra
on Long Concert Tour

Herb \Viedoft's Orcliestra, Brunswick artists,
have signed bookings for a tour of fourteen
weeks, extending from Clevecland to Pittsburgh,
to New York, and then back to open for the
Winter at The Cindcrella Roof, Los Angeles.

The tremendous success of Herb Wiedoft's
Orclicstra on tour has shown itself tangibly in
record sales. Brunswick decalers in each in-
stance have co-operated enthusiastically in ad-
vertising the appearance of these artists witll
excellent results.
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UNIFORM QUALITY

You can safely rely upon the guality of our

COTTON FLOCKS for PHONOGRAPH RECORDS

Write for samples and quotations
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DELIVERY

! Yarsall  93% P

Oppanen s 62% 4
Oppoewt.  57%

PER-
o CENTAGE

WHOLESALER MONTH OF FILL
Pearsall 92%
Competitor “A” JUNE 57%
Competitor “B” 61%

Pearsall 91%
Competitor “A” JULY 45%
Competitor “B” : 62%

Pearsall AUGUST 93%

NOTE -The above figures represent the
actual delivery checkup of a prominent Vic-
tor Dealer—submitted in appreciation of
Pearsall Service.

BUT
—Ask any Pearsall dealer, he'll tell you.

‘“ Desire to serve, plus ability.”’

W holesale Only

jl Q NEW YORK CITY
eSS b

10 EAST 39th ST.

SILAS E. PEARSALL COMDANY
= ——

- °’Srmau10“9‘>’ -

THOS. F GREEN

PRIOGEA
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Cashing in on Holidays Through Windows

Seasonal Displays of the “Eye-Arresting” Type Impress Passers-
by at an Opportune Time—Important Element of the Sales Drive

With Thanksgiving in the offing it is time for
talking machine dealers to think of ways and
means of making this holiday pay dividends in
sales. More and more each year music is being
accepted as an important element in making the
holidays thoroughly enjoyable, and live music
dealers vie with one another to make pre-holi-
day days profitable. To what extent any indi-
vidual dealer succeeds in this depends entirely
upon himself and the efforts he puts forth.

The Seasonal Window

The window display and advertising offer the
talking machine merchant the most effective
methods of getting his message before a sub-
stantial portion of the public. In the case of
the window display the retailer has a great ad-
vantage, for he can visualize the message de-
signed to create sales of the product he handles.
The seasonal window is especially forceful,
from the standpoint of creating a desire for the
instruments displayed, and it also implants a
thought in the mind of the passer-by—the
thought that music helps make the home hap-
pier and the holidays more enjoyable.

The illustration herewith shows a simple and
at the same time appealing Thanksgiving win-
dow display arranged by the Barnes Music Co.,
of Los Angeles. The display fairly breathes
the holiday spirit and the golden days of Fall.
The simplicity of the arrangement is most at-
tractive. It will be noted that there is a lack
of crowding, a fault too often prevalent in win-
dow displays. Only two talking machines are
shown, an upright and a console. Placards
placed in advantageous positions strike the eye
with significant messages. The cost of such a

display is very small. The leaves and other
embellishments can be secured by a trip to the
outskirts of any town or city. The natural
background of the window or a strip prepared
especially for the display to carry out the theme

of one dealer in a small town that his displays
are so original and striking that each week his
window is the Mecca of most of the shopping
portion of the public. The window is a power-
ful “silent salesman” and it works twenty-four

N .

hours each day. It is
valuable space for
which the dealer pays
dearly and so it is up
to him to get some
return from it. The
only way he can do
this is by compelling
those who pass by on
business or pleasure
bent to stop and look.
A display which does
this results in two
things—first, it em-
phasizes on the public
mind the dealer and
his business, and,
therefore, may result
in future sales, and,
second, it creates im-
mediate sales.

The talking machine

can be secured from the local sign painter at
comparatively small cost, and can be used each
vear for similar displays.
Make ’Em Stop and Look
To make passers-by stop, look and think is
the function of the window display. It is said

3

A Thanksgiving Window Display Which Will Make ’Em Look

HLER

The Werld's Largest Producer of

DIE- CASTIR

A successful compromise between price and
quality has never yet been arranged. Re-
sponsible manufacturers never attempt it—
responsible purchasers never really ex-
pect it.

There is no recorded instance of gold dol-
lars having been purchased for less than 100
cents—and there never will be.

Each Doehler Die-Casting has a quality
that is honestly measured by its price. Each
dollar paid for a Doehler Die-Casting buys
100 cents’ worth of sound serviceability,
accuracy, strength, metal quality, satisfac-
tory service,

TOLEDO. OHIO.
BATAVIA. N.Y,

s St — L

BROOKLYN. N.Y,
POTTSTOWN. PA

- dealer who secures
the greatest benefit
from holiday sales

possibilities is the qne who utilizes all the
forces at his comnand in a consistent drive
for business, and by no means least of these
is the window display. During the days, and
even weeks, preceding the holidays the public
turns out to do its shopping in greater
numbers than usual for the reason that this
is the season of family reunions, festivities
and feasts. At this season also window
displays attract greater attention than usual be-
cause the American public has been educated
to look for unusual and beautiful exhibits. Win-
dow shopping becomes the favorite sport of
father, mother and the children. They are all
in a receptive mood and the sales message of
the talking machine dealer expressed through
the medium of the window display has greater
force than at any other time of the year.

However, while the window display is in the
front rank as a holiday sales producer, newspa-
per advertising, direct mail and other methods
of making the public realize the enjoyment to
be derived from appropriate music at this time
are all important links in the sales-promotion
campaign and none should be neglected. A
well-rounded campaign demands that the re-
tailer make each unit of his drive for business
as strong as possible. By the time the issue of
‘I'he World in whicl this appears reaches the
trade Thanksgiving will be only a few weeks
off—little enough time for plannming the holiday
sales campaign.

Announces Booklet on
Radio Art Furniture

The Columbia Mantel Co. Inc, Brooklyn,
N. Y., recently sent a letter to the trade au-
nouncing its new booklet ou “Radio Art Fur-
niture.” This well-known furniture manufac-
turing house during the thirty years of its exist-
ence has witnessed the growth of the talking
machine industry from a small beginuing to its
present status, and is enthusiastic over the
future of the radio industry as part of the
talking nachine business. \Within Greater
New York it is announced that auto truck de-
livery will be made right to the premises of the
purchaser and even in more distant shipnients
it has established a slogan of “Without a
scratch” for its delivery department,
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LITTLE TOTS NURSERY TUNES

SONGS, GAMES, STORIES --ON RECORDS

1/3
MORE

AT THE

OLD PRICE

. . eigh lecti
4 RECORDS [ i complete in an $1.(£

attractive album with eight pictures and verse cards, ‘2o

E:

Declers The Price Remains the Same—So0 Does the Profit Dealers
e If you are possessed with a keen sense of merchandising you. won’t need ke o |
Lots less very much of a reminder to send in your order for this new value in -4 -shalf
than one- LITTLE) TOT Books. .The contmulz{ll and CVelr 1ncre’z$lmgt p?hpelgarlt%ﬁg el
halfgross Children’s Rgclqrds, fmaf}fung your stoc 1ncoml;}3€te Wil (;uthe old. e e
present possibility of offering your customer more a ) =
65c.each provides additional means for the creation of good will and customers 60c.each
satisfaction.
Complete List of Books A SURE-HIT

No. 1. The “Merry Song” Book H 0 L l D AY l T E M

ﬁzj § $E: «iﬁff}éiﬁ" 11;’::11: The increased value at the old price combined with

No. 4. The “Story Hour” Book the vast possibility of numerous repeat sales, places

No. 5. The “Christmas” Book LITTLE TOTS Record Books before you for

No. 6. The “Lullaby” Book ) premier consideration as a Holiday Item. Think

No. 7. The “Patriotic” Book it over!

No. 8. The “Medley” Book

No. 9. The “Sunshine” Book O

rder Now
LITTLE TOTS’ PHONOGRAPH
Feature This Attractive Talking Machine Prlce

of sales made. The Little Tots Talking Machine is not a toy, but a complete
well constructed phonograph, playing all size records with a clear, rich and
loud tone. Fine wood cabinet, painted in Rich Ivery, embellished with
attractively colored kiddie pictures; or plain mahogany.

ORDER ONE AS A SAMPLE Retalil

together with Little Tots Books and you will be surprised by the large number $ 1 O

Dealers Price, $6.00f.0.b. N. Y.

REGAL RECORD CO., 20 West 20th Street, NEW YORK
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Efficient Speech Is Big Power in Selling

The Art of Selling Ié an Art of Talking, Says Braid White, in
an Interesting Dissertation on This Phase of Retail Business

The art of selling is an art of talking.
Thought cannot be expressed save by means
of words, and the choice and use of speech are
the essence of good salesmanship. Of course,
it can always be said by someone that he knows
a very successful salesman who can hardly read
or write and glories in having no education, and
all that sort of thing, but none of that really
has anything to do with the case. A man who
thus succeeds is successful despite his handicap,
and would be much more successful if he were
better educated. The fact remains that the man
who has any idea of rising above the lowest
ranks needs to possess or to acquire the art of
efficient speech.

What “Efficient’” Means

I say “efficient” and not “correct,” for the lat-
ter word is badly misused and in the popular
mind has come to mean something stilted and
pedantic. What I have in mind is the power
of using words to convey one’s meaning in the
most efficient manner, and by the specific ad-
jective ‘“efficient” I mean the manner which,
for any given purpose, may be most likely to
achieve its end. Thus I do not confine myself
to what is called “snappy” or brisk or brief or
“forceful” speech. I mean whatever kind of
speech will obtain the results aimed at in each
case; which may mean anything and everything
as to manner, although it can only mean one
thing as to content.

Clearness and impressiveness are probably
the most valuable qualities in the speech of the
salesman. By clearness is meant the quality of
conveying to the hearer one’s thought un-
spoiled, without losing half its weight and
power in the course of conveyance. To be a
“clear” speaker means, of course, to be a clear
thinker and that, in turn, means that one must
have practiced the art of arranging one’s
thoughts logically. A clear thinker who has
read enough good literature to have learned
something of the trick of expression will be a
clear talker.

What Is Clear Thinking?

Now clear thinking depends upon certain con-

ditions of the thinker’s mind. These are mainly

controlled by education and training. The
sloppy apology for an education with which too
many men and women have to be satisfied
furnishes the most unfavorable soil for the
propagation of a clear-thinking mind; but what-
ever one’s educational circumstances may have
been, it is possible always to appreciate the
simple fact that clear thinking, which gives
mastery over facts and persons alike, depends
upon mental capacity to sift evidence and to
distinguish between what is patently false and
what is probably true. There is no royal road
to mastery in thinking, but there are certain
things to be done which if and when done will
help immeasurably along the rather straight
and narrow path laid out for the thinker.

The first of these may be described by call-
ing it the practice of examining evidence. A
man who makes his living by selling is popu-
larly expected to be an advocate rather than a
judge, but this is true only in regard to his
actual selling work. In respect of the judg-
ments he frames about people, about business
matters and about everything which demands
soundness of opinion, he must be impartial and
coolly determined to get at the truth of the
matter in question. When selling he is a
pleader, when managing he is judge and gen-
eral in one.

The practice of examining what is presented
to one’s judgment, instead of either at once
accepting or rejecting it, is the first of prac-
tices to be undertaken by him who would think
clearly. No business executive takes snap judg-
ments; or, if one does at any time, he is sure
afterwards to be sorry more often than not.

The second thing is the practice of not allow-
ing one’s judgment to be warped by either
prejudice or suggestion. Prejudice is the dead-
liest enemy to clear thinking and at the same
time the subtlest of all human errors, for it is
mixed up with education and environment and
thus eats into the very roots of one’s being.

The Crowd and Its Power

Crowd suggestion is another deadly enemy.
To follow always the fashion, to be always “up
to date,” to fear always that one may be doing

F»

FULL LINE of HARDWARE

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

o) Radio Cabinet Hardware
| ; . STAY-ARM
B
|
L

HPORTABLE
// NEEDLE CUP

INVISIBLE HINGE

227 CANAL STREET

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

H. A. GUDEN CO,, Inc.

et ~“‘

Consequently we are in a

NEW YORK, N. Y.

something not entirely in accord with the pre-
vailing thought of the crowd, is to be merely
a member of the mob and to surrender in ad-
vance all hope of mastery. The suggestive
powers of the crowd are enormous; yet they
dissolve like a puff of vapor in the clear dry
light of independent thought.

Given this determination to weigh all evi-
dence and to use only independent judgment,
without heed to the temptations of prejudice
and suggestion, one acquires almost insensibly
the habit of clear thought, which leads with
equal certainty to the gradual and sure mastery
of clear speech. No better way can be found
of hastening one’s progress than in the practice
of writing down one’s thought about proposi-
tions or ideas presented to one. To keep a
diary may seem neither very important nor
very useful, but a steadily written journal of
his life from day to day will give a man a power
over expression that he can hardly acquire in
any other way.

Impressiveness

Impressiveness of speech is that quality which
enables a speaker to press home his ideas to
his hearers with magnified effect, owing to the
manner of his delivery, apart from the actual
matter of it. When a man is able to present
his thought not only clearly, so that it shall be
thoroughly understood, but also impressively,
so that it shall be heard with pleasure and shall
cause those who hear to be impelled towards
assenting to the statements put forth, he may
consider himself qualified to sell, whether his
goods be material or mental, dry-goods or idea-
goods. Impressiveness is part of the good sales-
man’s equipment, but impressiveness does not
mean noise, or ranting, or rhetoric. It rather
means that quiet earnestness which comes when
a man has both thought out all the facts about
the proposition he is enunciating and has con-
vinced himself that it is worthy his best efforts.
Earnestness which is noisy is worse than no
earnestness at all, for it then becomes mere
ballyhoo. High-class salesmen never place
themselves on a level with the Coney Island
barker or the cheap jewelry auctioneer. Quiet
earnestness, on the other hand, conveys to the
hearer a sense of the speaker's power which is
usually decisive and sometimes overwhelming.

Reading

Even good salesmen may resent the sugges-
tion that more and better reading would be
very good indeed for most of them; yet this is
only too true. The sloppy thinking, the slop-
pier speech and the general sloppiness of men-
tality that permit a man to sell, vet never to
surpass his fellows in selling, that make him
a salesman, but never one of those big men to
whom the apparently impossible tasks are
given, are all characteristics of an age which
despises learning; yet it is the most patent of
truths that the big men are always learners
from birth to grave. He who would know how
to handle his ideas should, nay must, be a
student; nor is there any road towards mastery
in this department of life easier, immore open

-and more certain to repay than the road of

good reading. I am not selling books; but if
I had long since collected them on my shelves
one by one I should certainly want to have
those volumes which togcther are called the
Five-foot Shclf of Books, and which President
Eliot selectcd. A man who has no more read-
ing than is in these only will be a man who
can talk because he will have learned to think,
who can talk pcrsuasively because he will have
lcarned how Burke persuaded, who can talk im-
pressively because he will know how Lincoln
spoke at Gettysburg, who can reason because
he will know how Socrates argued.
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40% Off List—
How much is REALLY yours B

Landay Bros., one of the country’s foremost music merchants,
operating a chain of stores, made their first installation of

24 AUDAK UNITS in
DECEMBER 1923

They have just placed an order for
still more Audak Units for their
Fifth Ave. stores.

The AUDAK SYS-
TEM has placed the
record sales of thou-
sands of progressive
dealers on a more
profitable and busi-
ness-like basis.

IT WILL DO THE
SAME FOR YOU.

Now is the time to
improve your rec-
ord sales facilities
and realize a better
profit. Install

THE
AUDAK
SYSTEM

The Modern
Method of Demon-

strating and Selling

Records

Without the
Use of Booths

Record Service with Audak Unit

This unit supplied complete as shown, ready for nse on removal from crate.

Write for detailed information. Representatives in Principal Cities

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

In Canada, Manufactured and Distributed by McLAGAN Phonograph Corp., Ltd., Stratford, Ont.
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French Nestor Co. Arranges
Series of Dealers’ Meets

Three Sales Conferences for Southeastern Vie-
tor Dealers to Be Held in Jacksonville, Miami
and Tampa During the Month of October

JacksonNviLLE, Fra., October S8—The French
Nestor Co., Victor wholesaler of this city, has
arranged for an important series of three sales
conferences for the benefit of the Victor dealers
in the Florida district, which takes in sections
of South Carolina and Georgia, as well as
Florida.

The first conference will be held at the Semi-
nole Hotel in Jacksonville on Thursday, Octo-
ber 16, and assurances have already been re-
ceived that all the representative dealers and
department managers, as well as many of thei:
sales people from northern Florida, Georgia and
Carolina, will attend this session.

The second conference will be held at the
Hotel Roberts, Miami, on Tuesday, October 21,
for the benefit of dealers located on the east
coast of Florida, south of Daytona. The third
conference will be held at the Hillsborough
Hotel, Tampa, on Friday, October 24, and will
draw from west coast and central Florida points
as far east as Eustis, Sanford and Orlando.

Elaborate programs have been prepared for
each of the conferences, which will be divided
into morning and afternoon business meetings
with a banquet in the evening. The speakers
will include Frank K. Dolbeer, sales manager
of the Victor Talking Machine Co.; Parke \Wil-
lis, of the mechanical department of the Victor
Co.; David S. Pruitt, Southeastern traveling
representative of the Victor Co., and Martin L.
Pierce, sales and promotion chief of the Hoover
Co., Canton, O., vacuum cleaner manufacturer,
who on several previous occasions has delivered
addresses before talking machine retailers.

The purpose of the conferences is to give the
dealers and their sales people concrete facts
and valuable talking points on the construction
and quality of Victor products and outline for
them tried and proved advertising and sales
plans and methods, including window and store
display, stock keeping, ctc., with a view to en-
abling them to realize fully upon their oppor-
tunities as Victor rctailers.

Tailor-Made Packing Cases

Atlas Plywood Packing Cases undoubtedly give proper protection for your product
in every detail. They are scientifically made for the specific goods they are intended

to carry.

Their scientific construction makes possible the combining of light weight with
The result is a big saving in freight charges and in
Atlas Cases carry heavier loads than the ordinary wooden

creater protective qualities.
claims for damage.
box.

Atlas Plywood Packing Cases make a better appearance and cost less.

Send us a memorandum of your requirements so that we may point out just what
savings Atlas Cases can effect in your particular line.

Atlas Plywood Corp.

PARK SQ. BUILDING

Largest Manufacturers of Box Shook in New England

BOSTON, MASS.

Crosley Radio Co. Now
Occupies New Factory

Opening of Cincinnati Plant Makes Fourth Fac-
tory—New Plant to House Radio Station—
New Model Proving Popular
Civcinnati, O., October 6.—The Crosley

Radio Co. recently moved into its new executive
offices and factory at Colerain and Sassafras
streets, which will also house its new high-
powered broadcasting station. This is one of
the four factories now operated by the Crosley
manufacturing interests.

The spacious executive offices are
a most modern setting and occupy an entire
floor in the forward wing of the new home.
The other floors are given over to assembling
plants. These latter divisions are operated
along the most efficient lines, and assembling of
the Crosley products resembles similar perform-
ances often spoken of in reference to the Ford
plant.

The assembling of the raw materials com-
mences at one end of the many lengthy tables
before which each expert workman is seated
and the progress of these various parts through
many hands along the table is a credit to mod-
ern manufacturing methods. \When the assem-
bled product reaches.the completed base each
set is given a headphone testing. These sets
had been previously given preliminary testings
as they moved along the line. The set tested
and passed is immediately pushed forward into
the hands of wrappers and boxers and marked
for shipment.

The new Trirdyne $100 model lias in recent
wecks been given particular attention and heavy
quantities of this, which is already shown to be
a popular model, are being produced.

R. F. Novy Visits Hollenberg

Litrie Rock, ARk, October +—R. F. Novy. of
the Brunswick-Balke-Collender Co., St. Louis,
was & recent visitor to the headquarters of the
Hollenberg Music Co. here, where he held con-
ference with the officials of the company. He
reported that the Bruuswick-Radiola combina-
tion set had already established itself on the
market.

given

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.

Val McLaughlin to Make

Records for Brunswick

Val McLaughlin, who has become a nation-
wide favorite through broadcasting her stories
for children, has signed an exclusive Brunswick
contract. Her first records will be announced in
November. Miss McLaughlin has been what
might be termed a sensation in radio broadcast-
ing circles. Her style of rendering stories for

15 BADKHOUSE

a

s
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Val McLaughlin

children has been an innovation in work of this
type. Daily she receives hundreds of letters from
little tots all over the country, asking for their
favorite stories. Special advgrtising is being
prepared and onc of the features will be a spe-
cial envelope for lher records.

Carter Co. Adds Edison Line

Kokoazo, Ixp, October 7.—The Carter LElectric
Co.. 112 Southh \Washington street, recently
secured the agency for the Edisoun phonograph.
lohn Carter, president of the company, stated
that the organization is now fully equipped to
serve the many owners of Edisou phonographs
in the city.

The men who produce jazz say that jazz is
nothing more or less than the modern American
treatnient of music—more particularly in point
of both orchestration and instrumentation.
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MOTOR No. 22

The Heineman Number 22

vy |l F'T the motorboard of any of the moder-

e ately priced console models on the
market today and nine times out of ten T
you'll find it equipped with the Heine-
man Motor Number 22. Manufacturers know
that the buying trend now is for consoles at a
reasonable price. That's why the majority of
them are using the Heineman Number 22. They
know that it is absolutely dependable and made
with the painstaking care used in the manufacture
of all Heineman motors, regardless of price.

Some More ‘‘Reasons Why”’

The Number 22 meets the demands is given the 22. It goes through the

for an inexpensive motor that yet is
reliable. The “reason why” it is in-
expensive is because in the first place
it is smaller. That means less material
required and hence less expense.

However, the same care that is used in
manufacturing the higher priced motors

same number of careful checkings, is
made by the same precise machinery
and 1in fact practically the same ma-
terials are used. Only smaller quan-
tities of 1t are required. But remember
this: There is never any difference in

the QUALITY of any HEINEMAN

motor.

HEINEMAN QUALITY MOTORS

Manufactured by

General Phonograph Corporation
OTTO HEINEMAN, Pres.

25 West 45th Street

New York City
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Squelching the “Saturation
Point” Calamity Howlers

Methods of the Victor Co. in Proving Wrong
Those Who Believe Sales Have Reached
Their Limit Featured in Printers’ Ink

An interesting tribute to the progressive busi-
ness methods of the Victor Talking Machine
Co., Camden, N. J., appeared in the form of an
editorial in the September 18 issue of Printers’
Ink, the authoritative publication on all adver-
tising matters. Under the caption “Saturation?
Think of Victor!” the article dealt with the
bugaboo of saturation and told of the methods
by which the Victor Co. is overcoming the be-
lief which some people have, that the talking
machine industry has reached its limit of dis-
tribution. The article reads:

“When you see saturation in the distance,
stop and consider how some of the gigantic
businesses of the country have tackled the prob-
lem. Look, for example, at the Victor Talking
Machine Co. with that problem in mind.

“Over a long period of years it has marshaled
its sales force and dealers in an intensive and
unbroken sales attack on consumers. It has
been one of the largest advertisers in the coun-
try. Despite the fact that many people believe
that the phonograph industry has about reached
its limit in distribution, it probably will con-
tinue to be a great advertiser.

“And while many are thinking that the satura-
tion point has been reached for phonographs,
what is the Victor Co. doing? Right now it is
telling its dealers about the farmers’ prosperity.
It is telling dealers that farmers soon will be
seeking relaxation and diversion. ‘Strike while
the iron is hot—sell them Victrolas.’

“‘How?’ ask the dealers. ‘With a light de-
livery car you can visit a number of farmers
each day, taking a Victrola and records with
you. Don’t wait for business to come to yon
or someone may head it off,’ answers Victor.

“A new school season opens. Victor jacks up
its dealers by asking: ‘Have you shown your
local school board the educational advantages
of having a Victrola in the school auditorium?’

“Vacation is over and people are returning
with portable Victrolas. The dealer is urged
to canvass his list of purchasers of this model
while the people are receptive to suggestions
that they invest in an instrument more suitable
for the home.

“The concert and grand opera season ap-
proaches. Here is the industry’s great sales
impetus which robs saturation of its myth. Vic-
tor makes certain that its dealers are awake to
possibilities.

“That bugaboo saturation! When you think
you have reached it, ponder over what Victor
tells its dealers: 'You may have to look about
a bit for ways to get business coming your way,
and there are a score of ways looking right at
you. It is to your own interest to look about
and see what can be done, and now is the tine
to do it.”

Aside from its commendation of the Victor
Co., this article should merit the attention of
all dealers in that it mentions methods of stimu-
lating sales that have proved without equal in
the past, namely, canvassing and tie-ups with
local musical events, the value of which has
been illustrated time and time again by articles
appearing in the columns of The World.

Clarkson’s Store Renovated

PLaTTSBURGH, N. Y., September 8—Recent al-
terations and improvements have made Clark-
son’s Music Store in the Clinton Theatre Build-
ing one of the most attractive stores in this
section of the country. Tle store now occupies
the entire frontage on the Clinton street side
of the theatre and carries a complete line of
Brunswick phonographs and records, as well
as a full line of pianos and musical merchan-
dise.

A Business Card That

Contains a Sales Message

Ideal Music Shop, of Newark, Purchased by W,
Arrowsmith—Name Changed to Ideal Radio
& Music Shop to Cover Lines Handled

NewARE, N. J., October 8—The Ideal Music
Shop, one of the leading talking machine stores
in this city, owned by a company which oper-
ates several stores in Greater New York, was
recently sold to W. Arrowsmith, who for a
number of years has been connected with the
talking machine and radio business and who is
a thoroughly experienced retail merchandiser.
The name of the establishment has been
changed to the Ideal Radio & Music Shop, a
fine line of radio having been added.

A clever little stunt is in use by Mr. Arrow-
smith in connection with his business cards.
The face of the card contains the name and
address of the concern, together with the name

of the card is the following self-explanatory
and interesting message:

RADIO has found its place in home life. It has
come to stay, and has earned its welcome.

It is consistently demonstrating its educational
value. 1t has passed the luxury stage and has
become a necessity in our every-day lives.

We hear the jazz of Broadway, the sermons of
well-known preachers, the concerts of celebrities and
the direct connections with all National and Sport-
ing events. We can demonstrate the merits of any
of the Nationally known sets in our spacious booths
or in your own home. Let us Radioize your home
to-day and you will enjoy the interesting programs
NOw,

The largest, finest and most completely equipped
Radio Shop in New Jersey is at your service.

IDEAL RADIO & MUSIC SHOP

New Quarters in Fond du L;c

W. H. Schmitz, owner of a music store at
Fond du I.ac, has moved from his old quarters
at 2414 South Main street into the Moose Tem-

of the company’s representative. On the back

ple at 21 Forest avenue.

. —_—
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A GREAT SEASON-—
A GREAT RECEIVER —

GREAT RADIO SEASON is before us — a
season when the Music Dealer will come definitely
to the front in the Radio sales field.

Music Lovers are flocking to Radio and are buying fine
receiving sets. Your trade will look to you for a
Receiver that will deliver the maximum in radio enjoy-
ment, at a price within the reach of the average family.

That's the A-C DAYTON XL-5. A super, five tube
receiver, guaranteed to furnish the utmost in selectivity
and volume and receiving the finest of music with
PERFECT CLEARNESS, the XL-5 is an outstanding

value in the fine Receiving Set market.

Beautifully designed and finished in
dark mahogany, the XL-5 has an instant
appeal. Simplicity of operation makes
it easy to demonstrate and SELL.

—.

The A-C DAYTON XL-5
is furnished in knocked-
down form, complete with
all parts and directions,
neatly packed in attrac-
tive display case. Write
for circular.

THE A-C ELECTRICAL MFG. CO., DAYTON, OH10
Makers of Fine for

C s ON

Write today for complete description,
price, discounts and music dealer plan.

Electrical Equipment Twenty Yecars
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Wisdom of Classifying Prospects for Radio

Variety of Radio Receiving Combinations Permits the Talking
to Make the Proper Appeal to Various Classes

Machine Dealer

In the handling of radic receivers in their
various forms on a profitable basis the talking
machine dealer is faced with certain problems
which, while not really serious, require good
merchandising sense in their solution. He is
persuaded to go into the handling of radio on
the basis that he has a definite following among
the musical people of his town, enjoys entrée
to their homes, has an establishment that is
ideal for the demonstration of radio receivers,
and knows how to sell music and music-pro-
ducing instruments.

The very fact that he has on his books a defi-
nite list of customers may prove embarrassing
unless he uses good judgment in making his
radio appeal to those same customers, for more
than one dealer has suffered a more or less
heavy loss on a radio sale for the reason that
he has been persuaded to take in exchange for
a combination radio phonograph a straight
phonograph which has been hard to resell at a
fair price.

- Classifying the Appeal

A talking machine dealer who has been quite
successful in handling radio and who has.
avoided the accumulation of a profit-killing as-
sortment of used instruments has devised three
distinct avenues of approach in placing his radio
receivers before prospects and customers. To
the owner of an upright phonograph in which
it is not easily feasible to install a radio receiv-
ing panel the dealer talks the separate receiver
complete in itself, either equipped with its own
loud speaker, or with a loud speaker unit for
attaching to the talking machine tone arm,
which provides the argument for the retention
of the old machine.

When the customer is the possessor of one
of the newer console models the dealer centers
his sales talk on one of the radio receivers in
panel form specially designed for installation in
cabinets of that type, and persuades the cus-
tomer that he is really saving money by utiliz-
ing the receiving unit and retaining the talking
machine and its cabinet intact.

Then comes the prospect who has been’ iii-
portuned on numerous occasions to buy a talk-

ing machine and a supply of records but has
held off. Here is found the real field for the
exploitation of the combination talking machine
and phonograph, for to him such a sale means
a clean sale without any occasion to take back
an old and often unsalable instrument. Should
the combination not appeal to the prospect it is
often possible to sell him some complete receiv-
ing unit of one of the recognized types.
Keeping Exchanges at a Minimum

It does not require a great deal of effort to
classify the several groups of customers and
prospects and the trouble that is saved by such
classification is well worth the effort. There are
times, of course, when the dealer will find it
profitable to make an exchange proposition to
the customer provided he can give a low allow-
ance on the used instrument and get a good
price for the combination, but there are other
occasions when a poor exchange can wipe out
all the potential profit of the new sale.

Not so very long ago a dealer called the at-
tention of one of his customers to a new combi-
nation selling at $350. This same customer
had only a half year before purchased a console
phonograph at 2 price approximating $200. The
customer was interested in the radio outfit and
agreed to buy it with the proviso that his other
machine be taken in exchange. The dealer
stretched his allowance to $125 as a concession,
but the customer demanded that he be allowed
the full price he paid for his phonograph. “I'm
certainly not going to spend $75 for the privi-
lege of having used the machine for six months”
was his declaration. Although the dealer did
not allow the full amount as demanded, the
compromise arrangement was unprofitable to
the dealer and, moreover, not satisfactory to the
customer. Such a sale would be better unmade.

Keeping Old and Building New Business

It is conceded that the average talking ma-
chine dealer taking on radio still plans to con-
tinue in the talking machine business, to which
he has devoted at least several years. Like-
wise, it is conceded that he is going to look for
radio business from the customers and pros-
pects of his talking machine store, and it will

satisfaction.

—satisfaction.

211 Congress St., Boston

FELT

Satisfaction

Permanent patronage is invariably the result of
Leading manufacturers of talking machines con-
tinue to favor us with their orders for turntable felt
year after year for one reason and only one reason
Other manufacturers may be interested in know-

ing about this source of felt supply. An inquiry
will receive careful attention.

AMERICAN FELT COMPANY

325 So. Market Street, Chicago

114 E. 13th Strcet, New York City

require good business judgment to follow out
both programs.

Simply to make a radio canvass of a full list
of talking machine customers will unquestion-
ably lead to complications, for what will appeal
10 one customer may not register with another.
Just as the dealer seeks to sell a $50 instrument
to one customer, and a $350 model to another,
so he must differentiate when going after radio
sales.

The division of customers and prospects into
three classes may not work in every instance,
but it at least affords a basis on which the
dealer who is on the job and knows his clien-
tele can divide his sales appeal.

By offering the radio panel unit to the owner
of the modern console phonograph, or the up-
right phonograph designed to take such a unit;
by offering the separate and complete receiver
unit to the owner of the upright model who
can be persuaded to retain his phonograph and
use it as a loud speaker; by offering to the new
prospect his choice of either the combination
phonograph or the separate radio, the dealer in
this way getting the most out of each field
without embarrassing comebacks.

The Clean Sale Spells Profit

There is no question but that the trade-in
problem is going to grow in the talking machine
trade, for it cannot be entirely avoided. In
some cases a good exchange proposition can
be made profitable either in dollars or in good
will and plans can be developed for moving
the used instruments thus accumulated. It is
the clean sale, however, made for either cash
or instalments, but without any exchange, that
insures the proper net profit, and any method
that will insure and expand these clean sales is
worthy of consideration in the development of
any merchandising policy.

Nyaccoflex Radio Introduced

The New York Album & Card Co., New
York and Chicago, manufacturer of the
Nyacco line of talking machine record albums,
which entered the radio field last month
with the introduction of its Nyaccoflex com-
bination radio-phonograph, has gone further
into the field through the production of a sepa-_
rate radio set called the Nyaccoflex. The new
set contains the same distinguishing features
of the set used in the combination but is en-
cased in an artistic table cabinet with slanting
dial board. It will be merchandised principally
through the talking machine trade. Max Wil-
linger, president of the company, recently con-
cluded a trip through the Middle West in the
interest of his new products. He reports that
they were well received wherever shown and
that a substantial volume of orders for them
is being received at both the New York and
Chicago factory headquarters.

New Manager at Shartle’s

MEeapviLLe, Pa., October 7.-—\liss Rose Steven-
son was recently appointed manager of the Edi-
son plionograplh department at Shartle’s store,
opposite the Academy of Music, Chcstnut street.
Miss Stevenson possesses a wide experience in
the retailing of phonograpls, having been in the
business for eight years. Slhe intends making a
personal call on all Edison owners in the city.

Has Changed Its Name

INpiANaPOLIS, IND.,, October 7.—The Phonograph
Corp. of Indiana, Edison jobber in this district,
recently changed its name to Edison Phono-
graph Distributors Co.
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The first of the Cheney Na-
tional Advertisements appeared
in the September 20th issue of
The Saturday Evening Post

The Cheney line embraces a
wide range of upright, console
and wall cabinet De Luxe
models, as well as a number of
radio combinationmodels both
equipped with. or adapted for
radio installation. The CAR-
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Outstanding Merchants

Everywhere

Sell The CHENEY

Lyon & Healy, Inc.
icago
Henry F. Miller & Sons Piano Co.
Boston
John Wanamaker
New York
Strawbridge & Clothier
Philadelphia
Buescher’s Music Co.
leveland
J. L. Hudson Co.
Detroit
Cable Piano Co.
Detroit and branches
Pearson Piano Co.
Indianapolis and branches
Foster & Waldo Co.
Minneapolis
The Emporium, Inc.
San Francisco
Barker Brothers
Los Angeles
G. F. Johnson Piano Co.
Portland, Ore.
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During the past ten years, The
Cheney has won public apprecia-
tion for its superior tone quality
and distinction of cabinets un-
equaled by any other phonograph.

The Cheney franchise has come
to have definite value in every
community.

Now—Dby inaugurating a cam-
paign of national advertising in
The Saturday Evening Post, by
carrying the story of Cheney su-
periority into millions of the best
homes, we are making The Cheney

he
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The Master Phonograph

More Profits for Every Cheney Dealer

franchise an asset of even greater
value.

EveryCheneymerchant will find
selling easier, note a greater famili-
arity on the part of his customers
with Cheney features, and make
more profits.

The biggest, most influential
music and department stores in the
countryare putting TheCheneyon
their floors. Could there be better
reason for every merchant inquir-
ing into the profit possibilities of
The Cheney in his store?

Write immediately for complete information on
The Cheney line, prices, and franchise opportunities

THE CHENEY TALKING MACHINE COMPANY — CHICAGO

The Cheney is made complete in our own factories in Grand Rapids, Michigan
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Should Dealers Send Records on Approval

The Methods of Several Retailers and Resulting Problems in
Sending Out Records on Approval Outlined by Frank H. Williams .

When it comes to the sending out of records
on approval, should the talking machine dealer
do so without any restrictions being placed on
the customers getting the records? Or should
the dealer place certain restrictions on approvals
which will have the result of creating some
business for him? And, in the cases of ap-
proval customers, how can the dealer cash in
on these customers to the fullest extent pos-
siblc, not only at the time oi sending out ap-
provals to them but also in the future?

These are important questions for the con-
sideration of every dealer. And it will be worth
while for all retailers to consider the various
ways in which different dealers successfully an-
swer thesc questions. Here are some of the
most interesting and worth while ways in which
various dealcrs handle the approval problem:

Insists Customers Make Purchase

Pribyl’s Phonograph Shop, at the corner of
Fifth and Main streets, Santa Ana, Cal, is
definitc and specific about the things it expects
from customers who ask to take home records
on approval. This store has a sign above its
stock of records which reads as follows: “At
lcast one-third of all records sent ‘out on ap-
proval must be purchased.” And, ovcr another
seetion of the phonograph record stock, the
itore has this additional sign: “No exchanges.”

Thesc signs are so prominently displayed that
it is a careless customer indeed who can come
into the store and not see them. So most of
the customers are informed in advance of what
is expected of them when they ask for records
on approval. But, in order that there will be
no misunderstanding about the matter, the
Pribyl store politely informs all approval cus-
tomcrs of its terms about approvals and so
docs away entirely with any chance for mis-
takes. This plan of making customers purchase
at lcast a third of the records they secure on
approval has becn of great help to the store.”

Forty-eight Hours Return Plan

\ Southern California talking machine storc
insists that its eustomers return all approvals
within forty-cight hours of the time they are
taken from the store. If the records are not
returned within that length of time they are
charged against the eustomer as a regular sale.
I3y making this rule regarding approval records
and by enforeing it to the letter, this store
has done away with a great deal of the trouble

which it formerly had in the haudling of ap-
proval records through delayed returns.
Doesn’t Send Out Dance Records on Approval

“Our experience with approval records may
not have been the same as that of other deal-
crs,” said a live wire Middle Western merchant
“but we have found that we have a lot more
troublc, in the long run, with dance records sent
out on approval than with any other kind of
records.

“This is a sample of the sort of trouble we
have had with such approvals: A young girl
came in here not so very long ago and said her

family was tired of the old dance records and

she wanted to see if she couldn’t get them to
buy some new records. She wanted us to lct
her take out a dozen or so snappy new records
on approval so that she could demonstrate thew
to the family and get them to buy some of them.
The next day the girl returned with all of the
records and said she was very sorry, indeed,
but the family didn’t like any of thc records
and her folks would come to the store them-
selves and hear some rccords and then make
purchases.

“Right away we were quite suspicious. [
thought sure there was something else doing
than the simple state of affairs the girl had
told me about. And my suspicions werc fully
justified when on looking at the society ecolumn
of the local paper that evening I saw where
the girl had entertained at a dance party the
previous evening. She had made us furnish
the music for her dancing party, but didn’t pay
us anything for it and didn’t give us any credit
for it, either.

“A few experiences of this sort made us in-
stitute our rule against sending out dance rec-
ords on approval. With the other kinds of
records there isn’t the temptation for doing
things of this sort and there is more reason
for people wanting to hear how the records
sound on their own machines in their own
homes.”

Care Must Be Exercised

“We have put a lot of intensive study oun
this matter of sending out phonograph records
on approval,” declared another dealer. “We
feel, of course, that the more demonstrations
of phonographs and of records we can give
to our customers the more business we ill
do and thc more money we will makc. Con-
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Combination Set Manufacturers

\re PROGRESSIVES in the talking machine ficld. They are
looking into the future and preparing to meect a clearly forecast

dcmand.

We have looked into the future and are prepared to mect a
dcmand, just as clearly forccast, for quality bhinding posts “with

Tops Which Doi’'t Come Off.”

our ficld.

We are IPROGRESSIVES in

IEBY posts are scientifically designed, beautifully finished and

their price is right.

They can be furnished either plain or en-

araved in twenty-five different markings.

Our COMBINATION is
QUALITY and SERVICE

H. H. EBY MFG. CO., Philadelphia, Pa.

sequently it is, of course, to our advantage to
send our records on approval. But if the
people who get records on approval simply
take advantage of this service and if they hold
the records longer than they should and simply
play them to pieces while they have them, then
we will be better off by not having any approval
service at all.

“In view of this, then, the best proposition
for the phonograph dealer with regard to send-
ing out records on approval is to make sure
that the people who get the approvals will not
abuse the privilege.

“\Ve find from experience that while young
pcople purchase the most records at our store.
they are also the greatest abusers of the ap-
proval privilege. So we have made it a rule
to cut down, as much as possible, the approvals
allowed young people and to give older people
just about what they want in the way of getting
reeords on approval. \Ve either kid the young
pzople out of getting records on approval o:
we tactfully tell them there is nothing doing
and, generally, they take it all right and don't
raise trouble, and e get as much business
from them as we ever got. And, of course, the
older people are quite appreciative of our cour-
tesy in giving them quite extensive approval
privileges and we have greatly increased our
business from older customers in this way.”
Follows Up Approval Customers by Phone Calls

“AWe follow up approval customers conscien-
tiously all the time in trying to get more busi-
ness from them,” commented another dealer.
“We have almost no restrictions regarding the
sending out of records on approval provided
we kncw the people who want the approvals
or provided that they look right to us. In
fact, this thing of sending out records on ap-
proval is one of the most profitable branches
of our business. But we are not content with
simply getting what business ecomes to us vol-
untarily from our approval customers. Ve keep
right after these customers all the time in try-
g to get still more business from them. e
keep track of the names and addresses of all
eustomers who have ever received records from
us on approval and the dates of the last times
we scnt them such records. Then, every other
month or so we call them up on the phone—
if they haven’t purchased any reeords from us
in the meantime—and we suggest that we send
them out some new records to try on their
machines.

“In most instances this offer gets response
from the people to whom it is made. These
custoniers who are accustomed to gctting rec
ords from us on approval tcll us to go ahcad
and send out sounic of the new records. \We
do so at once and we practically always get
enough business to make the proposition very
much worth while. And we always feel that
such business as wc get in this way is business
that we have actually created, as it is busincss
that, otherwise, wouldn’t have come to us.

Brodrib & Blair Opening

Watersury, Coxx., October 8.—The
opening of the new headquarters of Brodrib &
Lilair, Victor and Edison dealers, was held re-
cently at 97-99 Bank street. The new quarters
are complete in cvery detail with facilities for
the proper demoustration and display of a full
linc of Victor and Edison products, a scection
to be devoted to radio, with testing and concert
rooms. ‘Tlie mezzanine is given over entirely to
a piano salon. A feature of the opcning day
cerentonies was the musical program rendered
by local and nationally known artists. Flowers
augd appropriate souvenirs were distributed.

formal
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FALL PRICE LIST—PARTS FOR ALL MOTORS and MACHINES

)

MAIN SPRINGS

Each Spring Packed in Individual Box
No. Yrive each

105 1% in. x .022 x 17 ft., pear-shaped holes on
both ends for Victor motor............. $0.60

406 1% in, x .022 x 12 ft., pear-shaped holes

on both ends for Vietor motor......... b

307 1% in. x .022 x 17 It., bent arhor and
Desr- -shaped hola outside = A

E 1 in. x .022 x "12 ft.. bent arbor an
¢ lApeal -shaped hole ontside for Victor motor 0.50

409 1% in. x .022 x 17 ft., bent arbor and

bent end outside for Victor motor. 0.60
410 1% in. x .0622 x 12 It., hent arbor nnd

bent end outside for Victor motor. .. ... 0.50
411 1% in. x .022 x 9 ft, bent arbor and

bent end outside for Victor motor. .. ... .45
112 13/lb in, x .025 x 19 ft., pear-shaped

hotes for lleineman No. i4 and Pathe

NIOLOT  «eevesronsnanrnrmnnnrannsansnss 0.60
413 1 in. x .020 x 15 ft., both ends bent for

latest style Vietor motor.............. .50
420 1 in. x .025 x 12 ft., pear-shaped holes on

both ‘ends For Heineman Nos. #3-77. .40
421 1 in. a .020 x 13% [t oval holes on horh

ends tor Vietor NOS, $-6-8urnrerniians 0.40
422 1 in. x .020 x 13% ft.. bent arbor tor Vie-

tor motor Nos. 4-6-8................. .40
423 1 in. x .025 x 16 ft, obleng holn: for

Melsselbach motor Nos. 16-17-19...... 0.50
424 1 in. x .025 x 16 ft., oblong hole for

irasco, Sonora. Silvertone, Saal motors 0.60
425 1 in. x .025 x 16 It., pear-shaped and

oblong holes outside Tor Krasco, Sollora

and Aeolian
426 1 in. x .025 x 11 ft.,, pear-shaped holes

tor Columbia single-spring wmotor...... .35
427 1 in. x .028 x 10 ft., pear-shaped holes

Tor Columbia two. three and four-spring 0.38

0.60

428 1 in. x .025 x 1§ ft., pear-shaped and

oblong hole for Brunswick motor....... 0.65
429 1 in. x .022 x 9 ft., oblong hole outside

Tor Meisselbacl No. 12 motor......... .35
420 1 in. x .25 x 12 ft., oblong lLole outside

for Sonora. Saal and Brunswick....... ,40
435 7% in. x .023 x 10 ft., pear-shaped Hhole

for Pathe and Blick motors........... .30
436 7% in. x .023 x 10 ft., oblong hole outside

for Meisselbach Nos. 9-18............. 0.30

437 % in. x .023 x 10 ft., pear-shaped hole
for Columbia” and Heineman No. 36.. 0.28
428 % n. x .025 x 8 ft., for Madison and
German MOLOrS .....cxcceovvovoonnnns 0.25
439 % in. x .022 x 8 ft.,, for Imported motor 0.22
1

110 in. x .028 x 16 ft., button holes for
latest style Columbig ........ocoveevne .65

441 2 in. x .022 x 16 ft., Tor Meisselbach
motor No, 18 ......covveavinneeenanns I825;

442 2 in. x .025 x 16 ft., for Edison motor... 1.25
443 1% in. x .028 x 21 ft, for Edison disc

MOLOT - - . liimons s d e s oiu B0 s = fbre o Fole N 1.25
414 % in. x .022 x 11 ft., for Edison motor.. 0,22
445 % in. x .022 x 8 ft., ‘for Swiss motor. .. .. 0.22

446 % in. x .028 x 11 ft., for Western motor 0.30
447 11/6 in. x .030 x 21 ft., for Edison...... 0.90

PARTS—HARDWARE

5000 Crown gear for Blick motor.............

5001 Crown gear for Melophone motor. 0o

5002 Crown gear for Heineman No. 0.........

5003 Tone-arm goose neck for lndependent arm 0.25
5004 Governor pinion for imported motor...... 0.25
5005 Tone-arm base for lndepeudent arm 0.25
5006 Aulomatic nickel-plated lid supports. . 0.22
5007 Automatic gold-plated lid supports...... 0.55
50U8 Piano hinges, nickel-plated, 15% in. long 0.22
5009 Highly nickel- plate(l needle cups..Per 100 2.00
5010 Covers for cCups ...........ecaeee Per 100 1.00
5030 Highly gold-plated cups.......... Per 100 7.00
5031 Needle cup covers, gold-plated....Per 100 5.00
5032 Turntable feits, 10-in., round or suuum.. 0.15
5033 Tumtable felts, 12-in., round or square.. 0.18
5034 Motor bottom gear for Triton motor...... 0.20

MICA DIAPHRAGMS

23/32 in. Victor Bx. Box, Ist grade......... £0.15

14 in . new Vietor No. 2, very best....
151732 in., for Sonora........... .. 0.20
2 1716 in., for Meisselbach hoo .. 0.22
2% in., for Pathé new sty¥le...........oooeeee 0.35
e, in., for Columbia No. 6 or Mutuil Bex 0.25
in., for Pathé or Brunswiek........... 0.45
SAPPHIRE NEEDLES
Pathé, very best. loud tone, genuine........... $0.12
1’athé, soft tone, ivory setting..... .. 0.18
Pathé, soft tone, steel setting... . 0.10
lsdison, very best, medium tone 0.18
tcdison, very best, loud tone... 0.15
Kdison, genuine diamond .......cieiiiiiineen 1.25
STEEL NEEDLES
Brilliantone, all tones....... o o Per 1,000 $0.45
Blne Steel Reflexo, per puckaze.............. 0.07Y
Wall Kane Needles, per Dackage............ . 0,06

ATTACHMENTS

In Gold or Nickel-Plated
Altachment for Victor Arm to play Edison..... $0.25

IKent, for Edison with € boN................ . 2.50
IKent, without box for Edison, nicket or zold. 1.60
For Columbia, plays vertical records........... 0,35
Kent special adaptor with sound box. gold-plate

or oxidized ........ciiviiiiieireciiiaiiaes 4,95
Favorite Master Adaptor “*Supreme’” box N. P. 4.35
Iavorite Master Adaptor, ‘’Supreme’” box gold 5,00

P. SallaseootmBlomds o8 p@he o - ool B3 Ve 15,
Favorite Master Adapt,or, **Supreme’’ box o0Xi-

dized] =l . a AW a f B T e et bl s ,.5.00

MOTORS

Distributors for Heineman and Meisselbach Motors

Krasberg, 2-spring ...... o o 0 .. $9.00
Krasberg, 3-spring . 11,50
Krasberg, 4-spring ......... . 13,50
Heineman, No. 36. 2-spring .. 7.50
Heineman, No, 33, 2-spring 8.50
Heineman, No, 77, 2-spring .. 98,50
iTeineman, No. 44, 2-Spring ........coovuv-uus 12.50

All 1notors complete with 12-in. Twmntables

FAVORITE MFG. CO.
105 East 12th St.,, NewYork

Tel. 1666 Stuyvesant

COMPONENT PARTS FOR COLUMBIA MOTORS
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COMPONENT PARTS FOR MEISSELBACH MOTORS
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COMPONENT PARTS FOR HEINEMAN MOTORS
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COMPONENT PARTS FOR VICTOR MOTORS
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PARTS FOR VARIOUS MAKES

COLUMBIA REPAIR PARTS

No. Price each
2951 Columbia main SPrivgs................. $0.38
3451 Columbia spring barrel head...Complete 0,75
5008 Spring, barrel winding gear, old style... 0.75
3834 Spring barrel winding gcar, new style... 0,75
604 Needle cups ,........... L Der 100 2.00
606 Needle cup COVErS. . rnns .Per 100 1.00
5106 First internnediate gears. ,...Complete 0,40
5107 Second intermediate ,:ars ...... Cowplete 6,40
12537 Worm gear For single-spring motor. .. 0,30
12336 Bevel pinion single-spring motor. 0.35
12333 Bevel pinlon, regular style........... 0.75
12334 Bevel pinion, latest style........... 0.75
12235 Bevel pinion for old- style double spring 0.50
12332 Bevel pinion disk shaft........ Complete 1,00
13496 DMale winding pnion ...... 0.30
12496 Female windiug p\nlon 0.30
3004 Governor shaft 0.40
11778 Driving shaft .Complete 0.50
13796 Governor balls ...Complete  0.08
3570 Governor springs, each 0.02...... Per 100 1.50
G739 Stylus bar ............cc0...- Complete  0.35
56160 Universal attachment ......... 0.35
13228 Winding crank, 3 sizes, 7, 8 and 9 in.

10NE| &gt -

f - Eaeh 0.35
439 Columbia Governor Screws ......Ter 100 (.00
Columbia Barrel Screws ..... Per 100 1.00
Columbia Sound Box Thimb Screws.

, Per 100 §.50
Columbia No. 6 Sound Box, nickel-plated 2.25
Columbia Tone Arm. nickel-plated, old

or new style

MEISSELBACH REPAIR PARTS

P9764 Main springs for motors 16, 17 19. SO 60
: 0.35

1’9765 Main springs tor motor No

CI’532 Governor ............... (, mplete 1.90
11504 Governor shalt, new st .
I'1505 Goveruor shatt, old stylo. o
AP533 Governor ball ............. 5
Cré644 Turntable shaft Neos. 16, 17 0
CI'645 Turntable shaft for No. 12.. oo b
APG97 Spring barrel cup for Nos. 1 19 0.50
AP698 Spring barrel cup for No. 12 .. 0.50
CI’1113 Spring barrel shaft and gear. 0.90
P152Y Brake lever, bottom plate.. 0.10
P'604 Brake lever, top plate 0.10
AP528 Winding shaft for Nos. 16, 17, 19 0.60
AP529 \Vl'i7nd\{1[; shaft, straight cut, Nos. 16,

....................... 0.60
AP530 \Winding shaft, spiral cut, for 10; 12 035

AP531 Winding shaft, straight cut, for 10; 12 0.35

ADSS1 DBrake 16Ver ........ocecceesvenssians

...
&
-
o
oo
[-3%)
oL

CP536 iInterinediate gear for Nos. 16,
M  Winding cranks, 3 sizes ............. 0.7
140 Speed indicalor................00.nn 0.45

HEINEMAN REPAIR PARTS

CI'5226 GOVOITIOT  ...... wrvnuueee- Complete.§1.
Turntable shaft ............ Complete
Governor balls, 33; 77; 44........
Governor balls for No, 36. o8
4 Governor pwion for No. 0.,
Governor shaft
indicator .
Main spring for No. 33 or 77
Main spring for No, 3
Main spring for No. 44.
AP9778 Spring barrel cup for No. 33 or i7..
Spring barrel cup for No. 36........
Spring barrel cup for No, 4%..
Winding shaft for motor No. 33.
Winding shaft for motor No. 3 0.40
Winding shaft for No. 44 or 0.
Complete 0.15
I 0

Escutcheon ..
Turntable brake .
Winding crank, 3 sizes.

APg409
AP10072

REPAIR PARTS FOR VICTOR
MOTOR

Prive each
§0.60

5012 Winding gear .,........ceuieeee.s

5013 Turntable gear, straight cut small teeth 0.35
5014 Turntable gear. large teeth, straight cut 0.35
5015 Turntable gear, small teeth, spiral cut... 0.35
5016 Turntable gear, big teeth, spiral cut.. 0.35
5021 Rubber back for exhibition box.......... 0.35
5017 Rubber back for No. 2 sound box. . 035
5018 Governor collar ... o8 0.15
5019 Spring barrel shaft 0.60
5020 Stylus bar for No. 2 box.... St (-3 5)
5022 Stylus bar for exhibition box........ sam 0835
5011 Attachment for vertical cut record....... 0.25
5040 Governor springs, for Vietor...... Per 160 1.00
5041 Governor serews, for Victor....... Per 100 1.00
5042 Governor balls, new style, for Victor..... 0.08
5043 Needle arm screws for exh. box...Per 180 1.50
5814 Needle arm screws for No. 2 box..Per 100 (.50

SOUND BOXES

No. B1 Bliss sound box., fit Victor.. g
No. F Favorite, fit Victor .........covvenunnn 1.75
No. I ‘“*Supremo’’ nickel-plated, loud and clear 2.50
No. 1 *“Supreme’’ gold-plated. loud and clear.. 3,25
No. I “’Supreme”” oxidized.
No. M Nickel-plated, mellow tone, ror Victor. 1.75
No. M Gold-plated, mellow tone 0o

No. G Nickel or gold-plated .....
No. P Gloria patent, extra loud..
No. H 1lmported nickel-plated ...
No. 6 Columbia, nickel-plated ......

TONE ARMS

No. K With sound box............c.....
No. P Nickel-plated without sound box

No. P Gold-plated, without sound box.... 4.50
No. M Melsselbach Tone arm and sound box.... 4.75
No. M Meisselbach Qold-plated sound box..... 7.50
No. I, Made of brass tubing, nleckel-plated... 2.50
No. L. Made of brass tubing, gold-plated..... 4.50
Columbia Tone Arm, nickel-plated, old
O R NICIVIS Sty ] Qs B ohewane === = 2.50
ILSLEY LUBRICANT
26-1b. Can ...
10-1b. Can ...
5-1h, Can
1-1b. Can
4-0z. Can

FAVORITE MFG. CO.
105 East 12th St., NewYork

Tel. 1666 Stuyvesant
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Give Value—and the Sales
Will Take Care of Themselves

That’s the experience of all
Gilt Edge dealers. For, once
a customer enjoys the match-
less recording of these superh
needles he’ll have no other.

Plays ten records perfectly
—bringing out every tonal
beauty from the first to the
tenth. Gilt Edge Needles not
only mean more customers,
but more satisfied customers.

But, besides volume, there’s lib-
eral profit in selling Gilt Edge
Needles—100% profit. Send for
our No. 100 Display assortment
(four tones) of 100 packages that
sell for 10c each—$10—that cost
you only $53. And with it comes
a crackerjack Display Stand that
does the selling for you.

Reflexo BLUE STEEL
(Spear Point) Needle

is another great seller. Plays
cvery tone—loud, soft or medium.
Display stand No. 50 of 50 pack-
ages (15c each), sells for $7.50—
costs you $3.75.

Write for samples. Ask your jobber.

REFLEX0 PRODUCTS CO., Inc.

Selling Agents for
W. II. BAGSHAYW COMPANY
3147 Fifth Avenue New York
o) : =

yrre—— 15¢ _-;._-‘ {
I =21 “MaptinU.S.A - |

Changes Announced in
Victor Traveling Staff

Several Changes of Territory and New Assign-
ments Follow Annual Meeting of Members
of Traveling Department in Camden Recently

CaMpEN, N. J, October 6.—A number of new
appointments and several new assignments of
territory were announced following the recent
annual convention of the staff of the Victor
traveling department held at the headquarters of
the Victor Talking Machine Co. in Camden,
N. J. The new members of the staff include
A. W. Deas, Jr., who will cover Brooklyn,
N. Y., and Connecticut, succeeding A. H. Levy,
who is in charge of the Victor exhibition rooms
opened some time ago on Fifth avente, New
York; B. L. Plank, assigned to Texas and
Louisiana territory; C. V. Price, with head-
quarters in Denver; C. B. Gilbert, as assistant
to B. F. Bibighaus, New York City, and F. G.
Hawkinson, who will act as special representa-
tive. C. C. Hicks has been transferred to Min-
nesota to cover the St. Louis and Kansas City
territory, succeeding in the latter district T. L.
Husselton, who is in charge of the Victor exhi-
bition rooms at Atlantic City.

The following travelers will continue to cover
the same territory as heretofore: R. C. Hopkins,
Newark; R. A. Drake, Albany; D. S. Pruitt,
Atlanta; F. C. Erdman, Cleveland; R. A. Bart-
ley, Philadelphia; G. L. Richardson, Des
Moines; W. T. Davis, Baltimore; \V. R. Lewis,
Detroit; J. A. Frye, Boston; R. P. Hamilton,
California; B. F. Bibighaus, New York; R. S.
Cron, Chicago; L. S. Morgan, Milwaukee; E. S
F. Marx, Pittsburgh, and A. C. Mayer, Cin-
cinnati.

The annual meeting, which covered five days,
was under the general direction of F. K. Dol-
beer, sales manager of the company, assisted by
E. J. Dingley, assistant sales manager; C. L.
Egner, manager of the traveling department,
and his assistant, O. L. May. Members of the
various factory department staffs addressed the
salesmen, and one afternoon was devoted to the
Atlantic City showrooms. The golf tournament

at the Bala Golf Club, Philadelphia, followed by’

a dinner, wound up the proceedings.

Dayton Fan & Motor Co.
Radio Products Popular

The latest radio sets manufactured by the
Dayton Fan & Motor Co. Dayton, O, the
OEM models, are meeting with success. They
are the results of many months’ experimenting
by Major O. E. Marvel, who was in the United
States Signal Corps during the war and has
been connected with radio since its very incep-
tion. The OEM-7 is a four-tube set and the
OEXM-11 is a three-tube set. They have the
Duo-plex circuit developed by Major Marvel
and are very compact and easily operated.

These products are being distributed at re-
tail by dealers in all sections of this country and
Canada. The company has launched an exten-
sive advertising campaign which includes cpace
in practically all of the leading radio and elec-
trical trade papers, generous spacc being used
to tell the public as well as dealers about these
radio products.

The comipany is standing bchind its dealers,
giving them many sclling helps and co-operating
with them in cvery way to increase salcs.

Edison in Model Home

OxranomMa City, Oxia., October 6.—Lattin’s
Plionograph Sliop las supplied an  Edison
plionograph, in a Willilam and Mary period
model, for tlic model home here. The instru-
mecnt is a beautiful onc, with inlaid bordcr, and
harmonizes perfectly with the furniture of the
room iun which it lias been placed and is at-
tracting widc attention.

H. C. Schultz Joins the
Yahr & Lange Forces

Well-known Talking Machine Man in Charge
of Michigan Territory for Sonora Distributor

MiwaUKEE, Wis.,, October 6.—Yahr & Lange,
Sonora distributors of this city, announce the
acquisition to their sales staff of H. C. Schultz,
who will have entire charge of .the Michigan
territory of Yahr & Lange, with headquarters
in Detroit.

Mr. Schultz brings a wealth of experience
in phonograph merchandising to his new duties,

H. C. Schultz

which amply fits him to make a big success
of the new undertaking, as well as to serve the
dealers of his territory in splendid fashion. He
spent a number of years in the phonograph
business in Cleveland. At one time he had
his own retail business in that city, being a
partner in the firm of Kennedy & Schultz.
Later he had the Cleveland City territory for
the Columbia Co.

For the last three years Mr. Schultz has been
in charge of the Detroit territory for the
Columbia Co., during which time he has built
np a splendid reputation for himself.

The engaging of Mr. Schultz is a distinct
asset to Yahr & Lange and to the dealers in
the Michigan territory where Mr. Schultz is
already instituting many plans whereby Sonora
dealers will be the recipients of a high grade
of service and co-operation.

The J. H. Padgham & Son Co., Santa Ana,
Cal, has been taken over by Mr. Pryble, who
was formerly connected with the concern.

\ RADIO

TALKING MACHINE
DEALERS,
PIANO
DEALERS,
Etc. ’

should send
for this new

RADIO

CATALOG
No. 26-R
Covers a most
complete line
of quality Ra-
dio Products,
with liberal dis-
counts applying

for Dealers.

/ J /
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WRITE TODAY!

“The House with a Poliey.
Exclusively wholesale!”

OHIO RUBBER

228 W. Tth St.Cincinnati.
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**Instruction pervades the
heart of the wise.”
— Confucius

The wise dealer heeds that
greatest of instructors—
popular demand. That’s
why he sells the Grebe
Synchrophase.

Orctor Wl

Jobbers and Dealers who build with the Grebe Synchrophase are estab-
lishing themselves upon the bedrock of thoroughly satisfied customers.

All Grebe apparatus is covered
by patents granted and pending.

TRADE MARK

HE high degree of selectivity and

over-all efficiency attained in the
design of the Grebe Synchrophase
is rivalled only by its rare craftsman-
ship and thorough ease of depend-
able operation.

Write for literature

A.H.GREBE & COMPANY,Ixc.

Van Wyck Blvd., Richmond Hill, N.Y.
Western Branch: 443 So. San Pedro St., Los Angeles, Cal.

At

TRADE MARK
REG.US. PAT.OFF,
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Harold Baﬁex; Mak;s First
Recording for Victor Co.

Victor Publicity Announcing Record by Famous
Pianist Sent to Dealers

he Victor Talking Machine Co., Camden,
N. J., recently supplied to its dealers a window
poster with the announcement of the first re-
yrding of Harold Bauer, pianist. This an-
nouncemnent is an important one, in view of the
standing of this artist in the front rank of con-

Harold Bauer

temporary pianists. He has toured the United
States ‘many times and is world-famous.

Harold Bauer was born in England in 1873
of musical pafents and at the age of ten made
his first concert appearance as a violinist. It
was not for some years later that he mastered
the technique of piano playing, but by devoting
himself assidyously to this instrument he rose
rapidly. His ‘first recording on Victor records
ouples Rubenstein’s “Kamennoi-Ostrow” and
‘Impromptu in A Flat” of Schubert.

How Tie-up With Record
Artists Creates Business

Dexver, CoL., October 6.—How a talking ma-
chine dealer can tie up with the local appear-
ances of prominent record artists was recently
demonstrated by the Chas. E. Wells Music Co,,
of this city, which cashed in on the local ap-
pearance at the Orpheum Theatre of Isham
Jones and His Orchestra, Brunswick artists.
The Chas. E. Wells Music Co. is one of the
most successful phonograph concerns in the
entire Middle \West, and the tie-up with Isham
Jones was typical of the methods which have
brought this house to the pinnacle of success.

A feature of the tie-up was an unusually
effective window display, many sales of the rec-
ords of these artists resulting. In addition a
definite advertising campaign was launched and
a dtrect mail campaign placed the message of
the artists’ appearance before the entire mailing
list of the concern. This campaign not only
stimulated sales of the Isham Jones re<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>