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The instrument by which
the value of all musical
instruments is measured

BRI TR

This trademark and the trademarked word
* Victrola ** identify al) our products. Look
under the lid1 Look on the Jabel !

VICTOR TALKING MACHINE CO.
Camden, N: J.

Yictrola XVI
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JOBBER

“The day before Christmas
we had only one Sonora phono-
graph in our entire establish-
ment. Dealers gobbled up
everything regardless of finish
or model so great was their
anxiety to get anything with
the Sonora name on it.”

DEALER

“We got 23 Nocturnes and
Minuets the Saturday before
Christmas by express and the
evening of the 24th they were
all sold.

“Our business in December
far exceeded that of last
December. Our business has
shown a substantial increase
every year from the begin-
ning.”

—

Here are quotations from Jletters
written by dealers who handle

JOBBER

“Owing to the demand we
have been unable to establish
new agencies. Rather than
take on some' available line
many prospective dealers are
patiently waiting for the in-
creased supply of Sonoras
which they know will soon be
available. -

“A number of our agencies
are in towns of less than 2,000
population and the volume of
their business would make
many a city dealer sit up and
take notice.

““Almost incredible small
town business has been built
up by the Easgle Drug Store of
Ingersoll, Oklahoma, whose
proprietor, Ivan Morgan, has
been making sales beyond any-
one’s greatest expectations.”

The Sonora is in tremendous aemand, sells easily, keeps bank
balances high and is a big money-maker for all Sonora dealers.

Sonora Phonograph Co., Inc.
GEORGE E. BRIGHTSON, President
New York City 279 Broadway
Canadian Distributors :
I. MONTAGNES & CO., Toronto

Sonora is licensed and operates under BASIC
PATENTS of the phonograph industry
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OPENS HANDSOME ESTABLISHMENT

Dreibelbis Music Shop Opens Attractive Store
in Butte—Handles Columbia Products and
Features Period Models With Great Success

Burte, MonT., May 5—The recent opening of
the Dreibelbis Song Shop, at 77 West Park
street, marked the completion of one of the
handsomest retail establishments in this city.
Louis Dreibelbis, the owner of this emporium,
has been receiving the congratulations of music
lovers throughout the city, who are enthusiastic
regarding the attractivencss of every detail of
thc furnishings.

In its talking machine department, the Drei-
belbis Music Shop handles Columbia products

Exterior View of Dreibelbis Song Shop
exclusively, and through the use of consistent
advertising, coupled with the efficiency of its
sazlcs staff, it has built up an extensive Célum-
bia clientele. The new store features Columbia
Grafonolas to advantage, and a group of hand-
some period designs emphasizes the quality of
this product.

One of the featurcs of the new home of the
Dreibclbis Music Shop is the perfection of the
sound-proof room equipment. There are ten

Interior View Showing Sound-proof Booths
sound-proof demonstration rooms for the sale
of Columbia Grafonolas and records, and in
addition there is a dancing parlor, children’s
parlor, Nation’s Forum room, reception parlor,
ladies’ rest room and record alcoves. The sheet
music department also presents a very attractive
appearance, and this department is attaining
signal success.

THE BLUE AMBEROL IN IRELAND *

T. Edens Osborne, the enterprising merchant
of Belfast, Ireland, has been featuring very
largely in the local papers the arrival of large
shipments of Edison Blue Amberol phonograph
records, which are very popular in that city.
Mr. Osborne is the factor in Ulster for these
rccords, and he, as well as his customers, is
pleased that shipments of phonographs and rec-
ords from» America are now becoming more fre-
quent. There was, naturally, quite an inter-
ference with shipments during the war.

The Airtone Corp., New York, has been or-
ganized to manufacture talking machines. The
capital of the new company is $300,000 and the
incorporators are C. H. Day, M. J. Finkelstein
and H. B. Mingle, 232 Broadway.

UNITED TAKES OVER HOUGHTON CO

$1,250,000 Corporation - Purchases Houghton
Mig. Co. and Will Make the Cathedral Phon-
ograph—Install New Equipment Throughout

Marron, O., May 5—The plant of the Houghton
Mfg. Co. here has become the property of the
United Phonograph Corp., of Omaha, Neb.,,
manufacturers of talking machines. The con-
sideration is not stated. M. L. Corey, president,
and R. W. Morrison, production manager of
thc Omaha corporation, closed the deal, and
the Marion Chamber of Commerce was instru-
mental in promoting the transaction. The new
company takes immediate possession.

The new firm is a $1,250,000 corporation, or-
ganized last August and its stockholders are
business men and bankers of Iowa and
Nebraska. For some time the company has
bcen giving contracts for the manufacture of
its machines to the Houghton Co. The com-
pany at the time of the sale was working on a
contract for 1,000 machines. The directors,
however, decided to purchase the plant outright
and as a result it is to be enlarged and new
cquipment installcd. The new owners, accord-
ing to Mr. Corey, expect to make 30,000 cab-
inets this year and by late Summer hope to
increase the output to 100 cabinets a day. One
hundred men will be employed.

The new owners manufacture a phonograph
called the “Cathedral.” R. W. Morrison will
be in charge of the local plant. The product of
the plant will be shipped to Omaha in carload
lots and distrihuted to thc trade from there.
C. W. Van Eck, of Grand Rapids, Mich., will
move here and assume charge as resident man-

ager.

A SERVICE CARD THAT PAYS

Dunlap’s Sporting Goods Co., Far Rockaway,
N. Y., Victor dealers, recently prepared a card
that it is using in order to be sure that every
Victrola shipped from the store is in perfect con-
dition and properly equipped before it is deliv-
ered to the customer.

This card is reproduced herewith, and Victor
dcalers will undoubtedly be interested in the
careful attention that is given to every detail
of Victor shipment. The card has been highly
praiscd by the customers of the Dunlap’s Sport-
ing Goods Co., who appreciate the service ren-
dcred and it is printed for this reason.

Diaph., Wax, Set Screw O. K.....................
Corners and Groves Cleaned......................
Cab. Polished..............

Entered in Book
Delivered by.............
DUNLAP SPORTING GOODS CO.,

FAR ROCKAWAY, N. Y.

INCREASE CAPITAL TO $25,000

The Cabinet & Accessories Co., Inc., New
York City, Otto Goldsmith president, has in-
creased its capital stock to $25,000. This com-
pany, although in existence a little over a year,
has built up a remarkable business in dis-
tributing many of the best known accessories in
the talking machine trade. This increase of
capital will enable a still larger expansion of the
business.

NEW VICTOR DISTRIBUTING HOUSE

Ohio Talking Machine Co. Will Open Up at
427-29 West Fourth Street, Cincinnati, June 1
—Prominent Men With This Organization

CincinnaTi, O, May 6.—The new Victor dis-
tributing organization to be located in this city
has been completed, under the name of the Ohio
Talking Machine Co.. as was announced in last
month’s World, with headquarters at 427-429
West Fourth street, and on or about June 1
the company will begin to supply Victor goods
to dealcrs in this section of the country. Of-
ficers of the new company have been elected
as follows: President, W. T. Haddon; vice-
president, A. H. Bates; secretary, C. H. North;
treasurer, C. A. Dougherty.

Mr. Dougherty has been for many years con-
nected with the accounting department of the
Victor Talking Machine Co. and in this new
connection as financial administrator in the
Cincinnati distributing organization, his knowl-
edge of modern accounting methods will be of

C. A. Dougherty J. J. Conaty
great value, uot ounly to his company, but to
Victor dealers in that section.

James J. Conaty, whose fourteen years’ ex-
perience in the record ordering depaftment of
the Victor Co. qualifies him as an expert on
records, will have charge of record ordering and
merchandising for the new organization.

The Ohio Talking Machine Co., in acquiring
thic services of Mr. Conaty, has succeeded in
carrying out its policy of making available to
Victor dealers a man whose experience and
knowledge in the comparative selling value of
records is national, so that competent assistance
will at all times be at the service of the dealer
to enable him to intelligently buy and efficiently
sell Victor records. As has been stated before
in these columns, all of the officers connected
with the company have had an extensive Victor
training and it is thcir purpose to organize a
trade service department which will be qualified
unusually in that direction.

Mr. Bates, who has figured as a Victor
traveler and later as manager of \Wanamalker's
talking machine depaitment in Philadelphia, is
an expert in store management. Mr. Dougherty
contributes to the company his knowledge of
store accounting and retail financing as par-
ticularly applied to the talking machine business,
and Mr. Conaty, as record expert in record or-
dering, record filing systems, and record mer-
chandising, will give his services in that con-
nection.

Tlie persounel of this new distributing organ-
ization is unusual in that all of the members
are men who have given practically all of their
business lives to the talking machine business,
which is another indication that there has been
rounded out a generation of men who have
specialized only in this industry.

The Denhard E)., Louisville, Ky., a large fur-
niture house handling talking machines, has in-
creased its capital from $75,000 to $150,000.
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| Unscientific Cost Finding -

D O 00

Manufacturers and producers generally are
finding it more and more difficult to meet the
ruinous competition of their competitors who
do not know how to figure the costs of pro-
duction. These people show as little insight as
many retailers in various lines who never figure
the cost of rent, clerk-hire and lighting on the
turn-over of their goods. The science of cost-
finding has been revolutionized since the
marked increase in the cost of raw materials.

Manufacturers, producers and creators to-day
are actually figuring their cost of production
on raw materials which they bought on a de-
clining market in the past, but which to-day
would cost from 50 to 100 per cent. more to
replace for future production. Manufacturers
who base their cost-finding on the prices of
yesterday are inviting disaster.

Granted that they would receive for their

product a fair margin of profit, when the costs
of yesterday are computed, they are actually
iosing money, for the simple reason that the
cost of replacement will often take more money
right out of the treasury than the selling price
will bring in. i

In other words, for any manufacturer of any
product whatever to base his selling price on
the actual cost of the components entering
into his product is extreme shortsightedness.
The only rational way in which he can
safeguard his interests is by calculating
the cost of each raw material entering into his
compositions, creations or products on the basis
of the actual market prices of the very day on
which he books an order.

It is the replacement of raw materials which
must be the chief consideration in finding costs
these days.

As to the results of the mistaken policy of
computing selling prices on the basis of the
actual amount paid for raw materials pur-
chased long in advance one néed but view the
sorry state in which the industries of Germany
are to-day, because of the very error in judg-
ment on which we comment. After the signing
of the armistice which brought the world war
to a close, and after the re-entry of the Teutons
into the commercial arena with the nations,
they straightway sold thousands of tons of
material at prices which, they calculated, af-
forded them most substantial profits, their com-

putations being based on the pre-war cost of ~
the raw materials to them. After they had sold
such accumulation of commodities at prices
which they thought yielded an exorbitant profit,
they were brought to the sad realization that
two or three times the amount they received in
sales would be required to replace the merchail-
dise sold.

Those who adhere to the suicidal policy of
basing their selling price on the actual cost of
raw materials instead of at their market value
at the time of the sale of the finished product
are certain to be much disappointed when the
market pendulum swings the other way. Then

e R

Everyone Should

Grasp the Importance
of this Policy, W hich
Forms the Keystone

of Industrial Success

S

they will have on their hands high cost mate-
rials in a declining market and consumers cer-
tainly will not pay them on the basis of the
actual cost of the raw material, but rather on
the basis of its then market value. If the seller
pleads that the materials which go into his
finished product cost him considerably more
than the prevailing market quotations, the
negotiator will simply laugh and inform said
seller that he (the almost buyer) is not going
to pay for accesses due to the erroneous judg-
ment of the buyer, when he purchased raw
materials at the wrong time, or at the wrong
prices.

It is, therefore, obvious that the only equi-
table way in which manufacturers of commodi-
ties that are made up from raw materials subject
to price fluctuations can safeguard themselves
is by taking advantage of the law of average.
If they are so fortunate as to have low cost raw

O O 0 00

Some Pertinent Reflections on the Sins of

By E. G. Banks

AR

materials on hand at the present time, they are,
in justice to themselves, compelled to consider
whatever profits arise out of this fortuitous
circumstance as a reserve fund against the day
when they will have high cost raw materials on
hhand in a market that is tending downward. In
the meantime those who have made a sufficient
study of the character of their business and
know that this principle is fundamental to suc-
cess, and who will, therefore, not deviate from
the steadfast adherence to it, are suffering from
the competition of those who are surely well
intentioned in their mercantile methods, but
who have never been able to grasp the vital
importance of this policy which forms the key-
sione of solidity in nearly all industries.

To all lines of business, the example set in
the way of right cost finding by the brass roll-
ing mills may serve as an object lesson. The
executive heads of the brass mills adjust their
prices speedily following a rise or decline in
the copper market. The reserves of copper and
zinc which they carry are so large that very

- often they work through a prolonged period of

high-priced copper on metal which they bought
in an abnormally low market. In doing this
they are enabled to lower their price comnsist-
ently when the copper market goes down, in
spite of the fact that they may have copper on
hand that cost them considerably more than
they will receive for their finished product.

It is to be hoped that those who have thus
far been blind to this immutable law of all
trades will soon see the light, and it is most
desirable that all trades as a whole shall carry
on a campaign of education toward that end.

DANGERS OF MUTUAL CRITICISM

When mutual criticism becomes a favorite
indoor sport between the different heads and
sub-heads of departments of an industrial in-
stitution there will soon be more trouble in evi-
dence than anything else. Mutual criticism and
mutual admiration are things of which a little
bit will go a long way. What we need for a
steady diet is an order of mutual co-operation
to make things go smoother and better. It is
time to cut out some of the blame-shifting and
fault-finding and put a little more of the spirit
of helpfuluess in their places.

tion brings the best results.

26 East 125th Street

REG. V.S PATOFF

To handle two lines at one time and do both lines
justice is well nigh impossible. at
any Victor dealer needs is Victor product, as specializa-

ORMLES, Inc.

Victor Wholesale Exclusively

We believe that all

NEW YORK
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Victor
Supremacy

The supremacy of the Victrola is
as evident 1n the prosperity of Victor
retailers as 1n the great musical
accomplishments of the instrument

itself.

Victor supremacy means retailer

SUcCcCess.

“Victrola” isthe Registered Trademark of the Victor Talking Machine Company designating
the products of this Company only.

Warning: The use of the word Victrola upon or in the promotion or sale of any other Talking
Machine or Phonograph products is misleading and illegal.

Important Notice. Victor Records and Victor Machines are scientifically co-ordinated and
synchronized in the processes of manufacture, and should be used
together to secure a perfect reproduction.

Victor Wholesalers

Albany, N. ¥.......Gately-Haire Co., Inc.

Atlanta, Ga. ........Elyea Talking Machine Co.
Phillips & Crew Piano Co.

Baltimore, Md. .....Cohen & Hughes,
E. F. Droop & Sons Co.
H. R. Eisenbrandt Sons, Ine.

Birmingham, Ala, ..Talking Machine Co.
Boston, Mass. .....Oliver Ditson Co.
The Eastern Talking Maechine

Co.
The M. Steinert & Sons Co.

Brooklyn, N. Y.....Amen.an- Talking Maeh. Co.
G. T. Williams.

Buffalo, N, Y..... .W. D. & C. N. Andrews.
Buff;]o Talking Machine Co.,
ne.

Burlington, Vt. ...American Phonograph Co.
Butte, Mont. .......Orton Bros.

Chleago, Ili. ..... ..Lyon & Healy,
The Rudolph Wurlitzer Co.
Chieago Talking Machine Co.

Cineinnatl, O. ......The Rudolph Wurlitzer Co.

Cleveland, O. ......The Cleveland Talking Ma-
chine 1
The Eclipse Musical’ Co.

Columbus, O. ......The Perry B. Whitsit Co.
Dallas, Tex. .......Sanger Bros.
Denver, Colo. ......The Clénight-Campbcll Music

Des Moines, Ia......Mickel Bros. Co.

Detroit, Mieh, .....Grinnell Bros.

Eimira, N, Y. ......Elmira Arms Co.

Ei Paso, Tex. ....W. G. Walz Co.
Honolulu, T. H. ...Bergstrom Musie Co., Ltd.

Houston, Tex. .....The Talking Machine Co. of
Texas.

lndlanapoll.s, Ind. ..Stewart Talking Machine Co.
Jacksonvllle, Fla. ..Florida Talking Maehine Co.
Kansas Clty, Mo. ..J. WC Jenkins Sons Music

Schme(;'zer Arms Co.
Los Angeles, Cal...Sherman, Clay & Co.
Memphis, Tenn. ....O0. K. Houck Piano Co.
Milwaukee, Wls. ...Badger Talking Machine Co.

Minneapolis, Minn.. Beckwith, O'Neill Co.

Mobile, Ala. .......Wm. H. Reynalds.

Newark, N, J.......Collings & Co.

New Haven, Conn..The g{orton-Gallo-Creamer
o

New Orleans, La.... Philip Werlein, Ltd.

New York, N. Y....Blackman Talking Mach. Co.

Emanuel Blout.
C. Bruno & Son, Inc
Charles H. Ditson & Co.

Knickerhocker Talking Ma-

chine Co., Inc.
Landay Bros., Inc.

Musical .-Instrument Sales Co.
New York Talking Mach. Co.

Ormes, Ine.
Silas E. Pearsall Co.

Omaha, Nebr, ...... Ross P. Curtice Co.
. i Mickel Bros. Co.

Peoria, Ill. ........Putnam-Page Co., Inc.

Philadelphia, Pa....Louis Buehn Co., Ine.
C. J. Heppe & Son.

" The George D. Ornstein Co.

Penn_Phonograph Co., Ine.
The Talking Maehine Co.

H. A. Weymann & Son, Ine.

Pittsb h, Pa. ....W. F. Frederick Piano Co.
= C. C. Mellor Co., Ltd

Standard Talking Mach. Co.

Portland, Me. ......Cressey & Allen, Inc.
Portland, Ore. .....Sherman, Clay & Co.
Richmond, Va. .....The Corley Co., Inc.
Rochester, N. Y...,E. J. Chapman.

Salt Lake City, U..The John Elliott Clark Co.
San Franelseo, Cal.,Sherman, Clay & Co.
Seattle, Wash. .....Sherman, Clay & Co.
Spokane, Wash. .,..Sherman, Clay & Co.

St. Louls, Mo..... ..Koerher-Brenner Musie Co.
St. Paul, Minn.....W. J. Dyer & Bro.
Syracuse, N, Y......W. D. Andrews Co.
Toledo, O. .:.......The (':I'oledo Talking Maehine

0.
Washington, D. C..Cohen & Hughes.
HaEE E. F. Droop & Sons Co.
Roht. C. Rogers Co.

Victor Talking Machine Co.

Camden, N. J., U. S. A,

e =

Victrola VI, $35

Mahogany or oak

Victrola IX, $75
Mahogany or oak

Victrola XI, $150

Mahogany, oak or walnut

Victrola XVI, $275
Victrola XVI, electric, $337.50
Mahogany or oak

REG. US, PAT. OFF.

4. “HIS MASTERS VOICE"
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ALL RECORD CUSTOMERS ARE ALBUM CUSTOMERS

MAKING THEIR SELECTION‘

Record in its Place

A profitable adjunct to the business.

nets of all sizes and styles.

quote prices.

ALL OTHER DISC RECORDS

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

CHICAGO OFFICE: 508 S. Dearborn Street

A Place for Every R;acord and Every

Albums are an Indispensable Requisite in the
talking machine business and wherever records are
sold. Practical and handy. Save time and records.

We manufacture disc Record Albums to fit cabi-
With the indexes they
are a complete system for filing all disc records.
We have unexcelled manufacturing facilities, and
considering quality our prices are the lowest. Write
us, giving quantity you may desire, and we will

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

W“ T
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THE PERFECT PLAN

KEEPING AFTER THE PROSPECT LIST

P. J. Ryan, of Windom, Minn., Develops Profit-
able Business by Using Aggressive Methods—
Attains Exceptional Sales Results

Winpowm, Minn., May 5.—P. J. Ryan, of this city,
has achieved signal success in the merchandis-
ing of the Serenado talking machine. Although
Windom has a population of only 1,700, \r.
Ryan has sold practically $10,000 worth of ma-

[

A Corner of the Ryan Display Rooms
chines in his first three months as a Serenado
dealer.

Mr. Ryan started in business just about the
time of the Jackson County Fair, so he secured
ounc corner of the main building, built a booth
dccorated in ivory and gold, in which he
placed three machines, mailed out lefters by the
hundred, and he was ready. He took the name
and address of each visitor to the fair who
stopped at his booth and immediately after the
fair began to follow up that prospect list, place

machines in the homes for test and take orders.
As the first list of prospects was cleaned up,
he arranged a demonstration in the high school
building which sold two machines to the school
board and gave him anothcr prospect list upon
which he could devote his attention and each
cne of the prospects was followed up by per-
sonal calls, instruments being placed on the
back of an automobile and taken to the home.
The success of P. J. Ryan may be repeated
in the smail towns if similar tactics are followed
and the dealer keeps everlastingly after the
p1ospects on his list. . -

M’CONNELL HEADS OHIO COMPANY

Nelson-Schroeder-Dever Music Co. Elects Of-
ficers for Ensuing Year at Annual Meeting

STeUBENVILLE, O., May 6.—At the second annual
meeting of the stockholders of the Nelson-
Schroeder-Dever Music Co. of this city, held at
the comipany’s offices last month, the follow-
ing men were elected as officers of the com-
pany and aiso as directors: S. A. McConnell,
president; A. D. Simmons, vice-president; John
Eynon, secretary; Frank B. Dever, treasurer,
and M. A. Nelson, manager.

This company has grown rapidly during the
{wo years it has been in operation. It is now
incorporated for $15,000 and expects to increase
1ts capital in the near future. Believing that
best results are obtained by the co-operative
plan, thirty-six local men and women are stock-
holders in the company, which has the agency
for the Aeolian-Vocalion and the Sonora.

ESTABLISHED DIRECT DELIVERY

Modernola Co. Mastered Shipping Difficulties
Owing to Railroad Troubles in Eastern Ter-
ritory Most Successfully—Production Grows

Jounstown, Pa., May 6.—The Modernola Co.
surmounted the shipping difficulties caused Ly
the recent outlaw strike on the railroads in an
admirable manner. In order that the many
Modernola dealers in the Eastern territory be
not disappointed, this enterprising firm estah-

. lished a truck line to New York City to make

deliveries. On the return trips supplies were
carried for the factory, which was thus allowed
to continue to operate at full capacity. Produc-
tion at the Modernola factories in this city was
recently increased by 50 per cent. Notwith-
standing this increased output, the Modernola
Co. reports that it is still behind in its orders,
but is making every endeavor to catch up.
Large numbers of inquiries from new territory
for the Modernola have been received within
the last few months.

WHAT UNCLE SAM OWES

As the public debt now stands, it is made up
of $15,616,800,000, comprising the four issues of
Liberty bonds, $4,422.700,000 of Victory short
term notes, $2,667,220,000 in Treasury certificates,
$870,000,000 in War Sawvings certificates and ap-
proximately $1,000,000,000 in bonds issued prior
to the World War. The greatest single item
among those old bonds is the issue of consol of
1930, which aggregate $600,000,000.

PEERLESS
Metal Back Album

Does it stand the strain?

I'LL SAY IT DOES!

Why Albums?

{| Because the empty album is a constant reminder to the owner to fill
it with records

PEERLESS Albums emphatically do sell records!

{| Because the average dealer is chiefly concerned with the sale of rec-
ords, it is good policy on the part of manufacturers to build their
talking machines with an ample record filing capacity in the form of

PEERLESS Albums.

{ Because the most popular machines on the market are cabinet types
equipped with albums. -

{l Because PEERLESS Albums, combining choice materials with skilled
workmanship, will make a good phonograph better, and a mighty fast
seller.

PEERLESS ALBUM COMPANY

PHIL RAVIS, President

43-49 Bleecker Street NEW YORK CITY

Representatives: BOSTON, L. W, Hough, 20 Sudbury Street;
CHICAGO, W. A.Carter, 57 E. Jackson Blvd.; SAN FRANCISCO, Walter S. Gray Co., 942 Market St.

Our Standard Grade

Lowest-Priced Quality
Album on the Market

Write for
description
and prices
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Victor
Supremacy

Victrola VI, $35

Mahogany or oak
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““Victrola”’ is the Registered Trade mark of the Victor Talking Machine Company designating
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l LABOR TROUBLES RETARD BUSINESS ADVANCE

LL departments of the talking machine industry have been

seriously interrupted during the past month by reason of the
so-called “outlaw” strike at the leading railroad terminals of the
country. Again we have been brought face to face with the serious-
ness of the sporadic outbreaks on the part of certain elements in
organized labor which act with utter disregard for the rights of the
people and their needs. Manufacturers in this industry, and it is
to be presumed in others, have been increasing production as rapidly
as their forces would permit to the end that the requirements of the
purchasing public may be satisfied. But their efforts have gone for
naught because shipments of freight have been absolutely tied up
for a month and thousands of people have been forced out of
cmployment by reason of the inability of the railroads to supply
factories with coal and raw materials.

This periodical halting of industry, this loss of millions of dol-
lars in actual cash for wages and in potential business, has got to
come to an end some time, and the sooner the better. There is a
certain element of labor that makes the average profiteer appear in
the role of a gentleman and scholar. It would seem well for industry
and the Government to combine to promote fairness and to throttle
the species of radicalism that places the individual demand above
the welfare of the commumty.

THE POTENTIALITY OF SERVICE

URING the past year or so, with stock shortage considerably in
evidence, more than one talking machine dealer has declared,
in effect: “I could do so much to develop my business in a big way
if T had somecthing to sell.” But a mere shortage of machines and
records does not place the active retailer in a position where he
mnot go to the public with something definite to offer, for what the
Iking machine dealer has been selling and is selling just now is
hicfly service. The industry as a whole has been built up with the
ervice idea and the widespread national advertising of the leading
manufacturers has all been calculated to emphasize this point.

It is truc that machines and records and the artists who make
them have all been featured strongly, but the dominant thought
presented to the public has always been that these machines and
records were immediately available at the nearest dealers—that the

retailer was kept well supplied for the convenience of the public and

~ was ready and willing to demonstrate, as well as to sell. With the

shortage of stock .the dealer who is looking to the future finds a
distinct opportunity for putting over this service idea stronger than
ever with his clientele. He can even emphasize the shortage of
goods to bring the point home. If he has not the desired record or
machine in stock he can at least promise to try and get it and keep
the customer informed of the progress of his efforts, or he can pro-
vide some means whereby the customer may obtain a machine, or
record, that will serve the purpose temporarily even though it may
not be just the thing desired. Then, too, the dealer will find so much
more time for the cultivation of good will, of-a more general music
interest in his vicinity—of a definite and assured feeling among the
educational factors, such as the musical clubs and the organizations
and individuals upon whom he can depend for future patronage.
Selling service is an art that in a measure is more complex than
the sale of the actual goods. It can be done in a way to offend, or
to leave a favorable impression. It can make friends or lose them.
If the retailer can develop a program that will result in the people
in his territory looking upon his store as a legitimate headquarters
for not only talking machines and records, but other musical instru-
ments, and the service associated therewith, then he has reached a
point where he can rest easy regarding what the future has in store.
When goods become more plentiful, when the free buying slackens
up perhaps, and actual selling again becomes a necessity, the retailer
who has the service idea thoroughly grounded in the mind of his
clientele is going to have that much less trouble in holding his own.
Building for the future, even at some expense, represents business
insurance and is just as essential as taking care of the day’s business.

ADVERTISING PRIMARILY BUSINESS INSURANCE

HAT advertising in a large measure, and under many conditions,

is primarily business insurance—the making of suitable provision
for the future—has been demonstrated most. emphatically during the
past couple of years when war and reconstruction problems inter-
fered with production and manufacturing plans generally.

Despite the fact that in few, if any, lines of industry were
manufacturers in a position to keep in sight of the demand for their
products, yet, with that optimistic spirit that never fails to win suc-
cess, they inaugurated and continued a plan of advertising that
has impressed the public mind to a very large degree. Far-seeing
manufacturers realized that it was a wise investment to sink a fair
proportion of their profits into business building for the future—
protecting themselves and their name against the time when pro-
duction fully caught up with the demand.

Manufacturers of musical instruments, particularly talking
machine manufacturers, have been strong believers in this policy of
business insurance. To-day, as during the war period, they have
kept trade and public interest aroused. and in this way are now in a
position to go after business on a big scale, because, thanks to their
advertising policy, business awaits them, and unlike the manufac-
turer who decided to cease advertising until the reconstruction period
is safely past. they are not compelled to reintroduce and readvertise
their products to the wholesale and retail markets.

There is nothing that is forgotten more quickly than adver-
tising. A company using hig space in all of the leading newspapers
of the country can stop for just one vear and find itself entirely
forgotten by the public. This is not theory but proven fact. Some
years ago, for instance, a concern manufactured a special soap
powder which had been advertised extensively for years. In view
of the fact that the business was to be closed out the company dis-
coniinued advertising almost entirely, and when the sale was finally
made to a competing housc the va'ue of the property had depreciated
nearly seventy-five per cent., largely because the good will of the
company was worth just that much less. After the advertising had
been stopped for a period dealers ceased handling the line. \When
there was a choice between two products they naturally selected the
once that was kept before the public through advertising and clung
to that line in preference to the non-advertised product.

Tt must be remembered that a trade name is worth little if
simply used on a particular product. The value of a name lies in
its being advertised and exploited to such an extent that it is con-
stantly in the minds of those who are expected to buy or sell that
particular product. Tt is only by advertising persistently that name
vafie can be kept alive. Make a list of the best known and most
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valuable trade names in any industry and you will find every one
- of them representing a well-advertised product.

Advertising itself is not simply a matter of business building—
it constitutes as we have pointed out the best form of business insur-
ance—the keeping of the market in a receptive mood for future
sales, and it is not governed by market conditions. Whether the
factory is undersold or oversold, advertising is always essential.

’ WORKING FOR TRADE ADVANCEMENT

EMBERS of the talking machine trade as a whole might well
look into the present activities of the Music Industries Cham-
ber of Commerce and the plans for the future of that organization
that have already been outlined. The work of the Bureau is under
the direction of a general manager of wide and successful experience
in organization work, who has outlined a program that is of
as much interest and importance to talking machine men as to those
in any other branch of the music industry. No better evidence of
this i1s supplied than the quick action taken in the case of the pro-
posed abolishment of commodity rates on talking machines and
pianos to Pacific Coast points as set forth elsewhere in The World.
The music industry to-day is not so much a collection of sepa-
rate trades as it is a combination of a number of divisions, the
majority of them with interests directly interlocking. The talking
machine trade is naturally quite well acquainted with the excellent
work being done for the general advancement of music, but the trade
should be equally familiar with the industrial activities of the Cham-
ber, if they may be so called, and the work being done for the
advancement of the music business as a business.

The National Association of Talking Machine Jobbers, together
with several individual talking machine manufacturers, have already
joined the ranks of the Chamber of Commerce, but the trade should
by rights be more generously represented. The more generous the
support the more definite the benefits derived.

| A TRIBUTE TO THE TALKING MACHINE

HE new attitude of the public towards music reproduced by

mechanical means is most strongly emphasized through the char-
acter of the comments offered by the newspapers on music of that
type. It has not been so many years ago that newspaper writers
took great delight in making sarcastic or supposedly humorous com-
ments on so-called “canned” music. It was something to be ridi-
culed and not taken seriously, but ‘“canned music,” thanks to the
talking -machine, has kept right on making decided progress.

The new attitude of the newspapers has been strongly in evi-
dence on numerous occasions recently, but never more noticeable
than in a recent editorial printed in the New York Tribune, under
the caption “Are Americans Musical?”” The whole question of

mechanical music and its influence in developing the musical inter-
ests of the nation is summed up in the following paragraph—a

paragraph that in a few words tells a story that should prove gratify-
ing to every talking machine man:

“The supercilious folk who suspected ‘canned’ music of all
sorts of ewil influences lacked faith in their art as a matter of fact.
There is only one way to develop taste in any art, and that is by
saturating one’s self in it. To learn rules, or hear an occasional
concert, or memorize a few pieces on a piano after years of dis-
agreeable endeavor, is not to become musical. The beauty of the
player-piano and the talking machine, artistically speaking, was that
they laid down no rules whatever. They simply filled the American
home with music—good, bad, indifferent, as the taste of the owner
elected. Taste does not remain stationary, however. There would’
be no progress in any art if it did. Music develops its own stand-
ards; it improves ears, comprehension, taste, as it goes along. That
is the experience and testimony of every one who has watched the
progress of mechanical music.”

There are still, however, instances where newspapers have ap-
parently failed to grasp the new status of mechanical music, and
where such ignorance is evident it is the duty of members of the
trade to set the newspaper men right. The quoting of the Tribune
editorial should aid greatly in the accomplishment of this object.

MAINTAIN CORRECT RETAIL SALES TERMS

HE insidious effect upon the public of any tendency to expand

the terms on which retail business has until recently been uni-
versally done need not be emphasized here. Every man who knows
the history of the music industries knows that the practice of granting
absurdly easy terms came very near to killing the piano business
altogether. The talking machine industry has been guarded against
this tendency to demoralization; and we must not forget that it was
the wise policy of the pioneer manufacturers which provided the
safeguards and nursed the infant industry through its earliest
struggles. To permit it now to degenerate, now when it is beginning
to taste prosperity on a large scale, is surely the most insane of
policies. Yet the steps towards loosening are being taken. Some-
body will surely think that he must “meet the mail-order terms”;
and how long will the industry maintain itself in so unequal a con-
test? It is time to wake up, friends. We need association action.
Can we not get it?

l INVENTORS CONTINUE TO BE BUSY

T is interesting to note the numerous lines along which various

experimenters are working in connection with the development
of new inventions for the talking machine. Its musical status, of
course, is now thoroughly established, but we find busy men endeav-
oring, and with some success, to adapt the talking machine to special
fire alarm systems, alarm clocks, and for other novel and commer-
cial purposes. It mayv be, howewver, that none of these inventions and
experiments will come to anything of practical value, but they all
serve to give increased publicity to the talking machine.
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Much has been said and written about per-
sonality and the study of human nature in sell-
ing, but the one big factor never mentioned is
the combination of the knowledge of human
nature and the use of one’s personality.

I will call it the “Art of Suggestion,” because
to make use of suggestions with the power and
force to create a lasting impression is an art
requiring much tact and judgment.

The art of suggestion is simply a close study
of human nature, and the trained use of one’s
personality by being able to suggest at such
time and in such manner as to make a lasting
impression on the person with whom you are
talking.

We are taught scientific selling, told to use
methods so and so and talk this and that, but
fhe salesman who forges ahead and delivers the
goods is the one who uses the fundamentals of
scientific selling combined with the simple judg-
ment of suggestion. ’

Every step in any given transaction is a sug-
gestion. The manufacturer suggests his goods
with national advertising. The dealer backs
the manufacturer up locally by suggesting his
store as the place to buy the merchandise, and
the salesman is the force behind the manufac-
turer and the dealer to create that desire to have
the merchandise in one’s immediate possession.

From the minute you come into contact with
the customer it is a continual suggestion. The
customer by calling has suggested to you the
interest in the merchandise you have for sale.
You grasp that suggestion and carry it out by
suggesting the merits of your merchandise, with
the idea of making a sale. You play a record
and suggest the beauty of tone and the clear-
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Dulcitone Walnut, Rich Mahogany,
Red or Brown

o ' T

Sales That Oft Seem Hopelessly LLost Can Be
Closed Through Art of Suggestio

ness in which your phonograph brings otit the
full tones of the singer or instruments. You
suggest the beauty of cabinet and finish, the
running of the motor and the other good points,
so you see it is all suggestion.

There is no other line that requires a closer
study of human nature than musical merchan-
dise, for music hath the charms to touch the

A

Few Lines Require
Closer Study of Hu-
man Nature When
Selling Than That of
1 alking Machines.

T

heart strings of one’s soul, bringing out the
sentimental, the jovial, or the hardness of char-
acter, and this is why the art of suggestion,
plays such an important part in your work.

A salesman may find many things to suggest
in bringing the customer to the desire of posses-
sion. Practice and study the art of suggestion,
study your prospect. Learn the art of form-
ing a quick conclusion, and this, with a few
words of preliminary talk with the customer,
will give yvou a working basis. Don’t try to
do all the talking. Lead your customer into

O AN

Dulcitone

Appearance

Tone

By M. Davis

Mgr. Brunswick Phomograph Dept., Portland, Ore.
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the talk and in so doing you will know whether
or not he is following you, and is interested,
and your sale will not drag.

The eye is the light of one’s thoughts, and the
salesman who can look the prospect directly in
the eye is going to read them correctly.

I could name many instances where the art of
suggestion has closed sales that seemed hope-
lessly lost. It is the salesman who has the
nerve to stay with his judgment and keep a
firm hold on the situation at all times who can
deliver the goods. When I went to selling
phonographs I had had no experience, but after
a complete analysis of the problems attached,
together with the use of the fundamentals of
scientific selling and judgment, combined with
the suggestive powers in which I believe, I had
one of my assistants keep a complete record
of every prospect to whom I showed a machine,
charging me with every call and.crediting each
sale. During the four months that this record
was kept my sales averaged 78 per cent of my
calls. The salesman who can create that last-
ing impression by suggestion and sincere hon-
esty of purpose will find a beaten path to his
door.

DOEHLER’S INTERESTING DISPLAY

The Doehler Die-Casting Co. exhibited a very
interesting array of castings of talking machine
parts at the Brooklyn Industrial Exhibit held
it Brooklyn during the third week in April
This company does a very large business in die-
casting of talking machine parts and was, there-
fore, able to display a very comprehensive line
of its products.

Superiority

The wonderful tone of the Dulcitone is not an accident, but the result of right
development of known principles governing tone production.
constructed tone chamber, embodying proper dimensions, shape and quality
of material, is the medium by which tone once properly started in the repro-
ducer is amplified and brought out full, clear and rich.

Dulcitone appearance is one of the prime factors in its popularity. Veneered
in beautifully matched genuine Walnut and Mahogany veneers, it appeals
instantly to the eye and commands admiration,

THE MOST BEAUTIFULLY FIGURED AND PERFECTLY MATCHED
VENEER IN THE ENTIRE PHONOGRAPH INDUSTRY.

The combination of wonderful tone and incomparable beauty of finish places
the Dulcitone at the head of the list of all Phonographs and explains its un-
questioned popularity with both dealer and customer.

Whrite for prices and further interesting information.

PROMPT SHIPMENTS.

The especially

DULCITONE WALNUT IS

I

Dulcitone Phonograph Company

Chicago Office, 404 Republic Bldg.

SOUTH HAVEN, MICHIGAN

000
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MANUFACTURERS OF MANUFACTURERS OF

THE BRUNSWICK 23 - BRUNSWICK
LAY €23-633 SOUTH waBASH AVENUE P bt 1

CHECAGO April 30th, 1920.
To brunswick Dealers
Everywhere:

LOYALTY BECAUSE IT PAYS -- that is the real business man's analysis
of modern merchandising. Not loyalty becsuse of sentiment, nor forced "fairness®
because of fear.

We have watched with great pride the genuine loyalty of Brunswick
Deslers. And we have been delighted with the way in which Brunswick Dealers have
anglyzed the situation.

You have recognized one basic fact -~ and that is, the merit of eany
product, and certainly a phonograph, must be decided by the people.

We want to send you willing buyers. People who are self-convinced.
Just &s we find our happiest and moet profitable association with willing dealers,
self-convinced dealers.

The phenomenal growth of the Brunswiock Phonograph has been based
op the instrument's superiorities. Every advertisement, every sales effort, every
demonstration has been to urge people to hear The Brunswick, to make comparieons,
then to decide.

Any produot, any business, any service, enything that is sold and
traded in MUST in the end stand or fall on its merits. And those merits are
decided only by the PUBLIC. Forced sales never gain lasting satisfactions.

All other considerations are secondary. And good businese rebels ageinst
them. Only broad, fundamental policies win permanence.

The public, to whom we advertise constantly, has responded to our
arguments. At Tirst their curiosity was aroused. Then hearing confirmed the beauty
of Brunswick Tone and the numerous superiorities. Many claim we understate
Brunswiock advantages.

And, frankly, that is exactly what we do. The whole truth would seem too
superlative. It would stretch oredulity. Hence we leave much to the prospeot’s
imagination, so that when he comes to you, he will find more than we have told him.
And that, of ocourse, establishes a kindly feeling toward you.

\ Brunewick plans and policies keep you in mind constantly, and your
gustomers. We build not only for today, but for tomorrow.

I would like to have every Brunswick Dealer read oarefully the seversl
messages included in our colored insert in thie issue. In it and subsequent messages,
we strive to tell what we are accomplishing for you and how we cooperate. :

Yours truly,
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PHONOGCRAPHS

Above — Brunswick phonograph factory at Dubuque, lowa
Other Brunswick phonograph factories — Muskegon, Mich.; Chicago, Ill.; Rockford, 1ll.; Knoxville, Tenn.; Toronto, Canada
Record factories — Long Island City, N. Y .;

AND RECORDS

Jersey City, N. J.

Brunswick Phonographs

butlt complete in six immense
Brunswick factories

The House of Brunswick has in-
vested an enormous sum in its pro-
duction division. And expansion 1s
constant.

Thus by building its mstruments
complete it controls the method of
manufacture and the quality. No
profits go to outside parts makers.
But it goes into the product. This
accounts for the many betterments
and superiorities.

The Brunswick production policy
is but one of the many policies that
spell a good business and a perma-
nent business to Brunswick dealers.

+The House of Brunswick has al-

ways been progressive. But it has

heen for 76 vears a concern that built
firmly, always msuring the future by
producing a superfine product.

Such broad and constructive poli-
cies make a Brunswick franchise an
exceptionally valuable asset to a
Brunswick dealer. It means a steady.
growing, satisfied trade, a permanent
connection, and an agreeable business
relation.

The future has much in store for
Brunswick dealers. As the past will
evidence. The giant strides of the
Brunswick Phonograph will keep up.
And now come Brunswick Records.
which are bound to make a like
success.

THE. BRUNSWICK-BALKE-COLLENDER COMPANY
General Offices: 623-633 South Wabash Avenue, Chicago

Branch Houses in Principal Cities of United
States, Mexico and Canada

Canadian Distributors: Musical Merchandise
Sales Company, 819 Yonge Street, Toronto
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Brunswick Record Plant
Jersey City, New Jersey
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Brunswick Records

produced at the fast-growing
Brunswick Record plant

Above is pictured one of the units for
the " production of Brunswick Records.
This pressing plant ts located at Jersey
City, N. J. The Brunswick Recording
Studios are in New York City. DBoth
are Brunswick iustitutions, managed by
Brunswick executives.

With Brunswick Records, as with
Brunswick Phonographs, this great or-
ganization has set the highest standards.
so as to insure a winning position in the
hearts of the people.

The Brunswick policy is 100 per cent
Brunswick Phonographs. 100 per cent
Brunswick Records. We are not depend-

ent upon others — we are not jobbers, but
old-time manufacturers with new-day
tdeas.

You can rest assured that Brunswick
Records will win friends for you. No
finer records are produced. As hearers
are quick to agree.

Brunswick Records are having the me-
teoric rise of Brunswick Phonographs.
We are putting tremendous effort and a
great fortune behind them. The list is
growing rapidly. Other famous artists
are being added to our already notable
list.

Already Brunswick Records hold a
dominant place amongst music-lovers.

THE BRUNSWICK-BALKE-COLLENDER COMPANY
General Offices: 623-633 S. Wabash Avenue, Chicago

Branch Houses in Principal Cities of United
States, Mexico and Canada

Canadian Distributors: Musical Merchandise
Sales Company, 819 Yonge Street, Toronto
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The Brunswick proposition is one of the
greatest opportunities that a dealer in any
line ever faced.

Here is a super-phonograph, with a
dozen superiorities. Here is an instru-
ment that in a few years has won a com-
manding place by sheer merit alone. And
its fame is spreading. Every Brunswick
is winning friends.

Now come Brunswick Records, which
will duplicate the sensation created by the
Brunswick Phonograph.

Here is an ancient house, a strongly

~ The ULTONA financed institution. a progressive group
:P]aying a Brunswick Record||.

of executives, a nation-wide organization.
splendid factories, every element that
spells permanency.

Here is a great national advertising
campaign, running constantly in the 56
foremost publications, with a combined
circulation of over 24,000,000 monthly.
A strong selling campaign, urging people
to come to vour store to hear The Bruns-
wick.

And topping all these advantages of the
present are the Drunswick plans for the
tuture; aggressive, constructive plans that
will be of still further importance to
Drunswick dealers.

Every Drunswick dealer will profit with
us in reaping the harvest of these plans.
The momentum is pushing us forward.
And added momentum will be evident as
time passes.

\We were never more confident, never
more enthusiastic. And that is the way
the Brunswick dealer fcels who analvzes

the situation. This will be a great Druns-
' “The TONE AMPLIFIER

With Grill Removed . wick vear, but next will be greater. Iach
@' [ o ) )

succeeding vear will be greater. A Druns-
wick franchise is more valuable every day.

‘a

[For Drunswick i1s marching on.

"HE BRUNSWICK-BALKE-COLLENDER COMPANY

General Ofhices: 623-633 South Wabash Avenue, Chicago

Branch Nouses in Principal Cities of Canadian Distributors: Musical Merchandise
United Manes, Mevico and Canada Nales Co., 519 Yonge A, Taronto




May 15, 1920

THE TALKING MACHINE WORLD

11

[ A

A small boy in school used to complain that
he had a hard time learning to spell because his
teacher changed the words every day. But this
same boy managed to absorb enough of his in-
struction to become an excellent speller in due
time and the fact that he had to meet new
words and new conditions every day made his
mind develop. The same argument can be ap-
plied to the salesman. It is only by meeting and
overcoming new difficulties that he progresses
and becomes master of his art. If there is any-
thing that is detrimental to good salesmanship
it is getting in a rut. Some salesmen, some-
times due to short-sighted methods of their em-
ployers, bury themselves so deeply in the rut of
habit that théy are in a fair way to digging for
themselves a business grave.

There was a dealer in a Middle Western
State—not that his habitat has anything to do
with the story—who proudly held up the fact
that he was making a special effort to move his
dead stock of records and had kept his sales-
men at this plan for five years. His plan was
to keep his salesmen well informed as to just
what records needed a little more attention in
order to make sales and he instructed his men
to bring these records into every demonstra-
tion possible. His plan was excellent, but the
fact that he had been doing it for five years
without a change shows his vital error. Can you
imagine how enthusiastic his salesmen must
have been in trying to sell the same old records
for five years? If the dealer had only used a
little careful and well-planned publicity or if
he had displayed lists of these records around
the store he would have made a field for sales
which would have required much less effort on

the part of the members of his sales force.

A field manager or jobber who has the in-
terests of his dealers at heart would do well to
make careful investigations concerning condi-
tions from time to time. It would be a good

plan to find out in a friendly chat with the
dealer just what his habits are and have been
in disposing of his stock for several years past.
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Salesmen Who Bury

Themselves in the

Rut of Habit Usual-
ly Find They Have
DugTheir OwnGrave

S O O

\When all these memoranda have been gathered
and compared a little study will reveal a host
of ways in which these methods could be im-
proved and the dealer lifted from his rut.
There are so many ways in which talking ma-
chines and records can be sold that there is no
excuse for getting into a rut. Music plays a
part in every phase of life and this part is as
varied as the many moods of life itself. With
such a wealth of material always at the sales-
man’s hands it is.folly to repeat the old parrot-
like phrase “What can I do for you?” Current

e e

Salesmen Can Progress Only by Meeting and
Overcoming New Problems

00 0000000000 A
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By J. B. Parsons

events in the world of music, anecdotes about
the lives of famous singers, the recent recital or
concert, the latest dance number out on the
records following its great success as a song,
yes, and even the weather, for music can cheer
up the dullest of gloomy days.

Perhaps your customer may not know of all
these happenings in the world of music, but
will be interested in knowing about them and
possibly flattered by your inference that he does.
Or, indeed, he may form the habit of dropping
into your store to hear the news. Youare a thou-
sand more times more interesting to him if you
have something different to say each time. It
shows that you at least are not in a rut but are
wide awake to what is going on around you. If
you have a store large enough to require a num-
ber of sales people, train them to follow your
example and make them see that their worst
enemy is themselves if they fall into a rut. It
may require some effort to make the initial
change and start anew but it will prove worth
while in the end. The story of the small boy in
school contains the key.

A DELAWARE INCORPORATION

The Jentone Mfg. Co., Wilmington, Del., has
been incorporated under the laws of that State
to manufacture talking machines. The capital
is $100,000 and the incorporators are William
F. O’Keefe, George G. Steigler and E. E.
Abberle, Wilmington.

K. C. Sexton, well-known Victor dealer of
Washington, D. C., has taken possession of the
remodeled building at 631 Pennsylvania avenue.

B
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To the Talking Machine Dealer:

Edison Machines.

sapphire and diamond points.

Of course you didn’t.
sound—unresonant.

But drawn brass? ‘“‘T‘hat’s the thing!” you'll say; and for that reason
you will welcome this new Kent Tone Arm.

( KENT UNIVERSAL TONE ARM ’
(Kentone, Type 25 B; Patent Pending)

Fitted witb Kent Type S Sound box
Plays bill-and-dale-cut and lateral-cut records

We specialize in the manufacture of Sound-Boxes,
Tone Arms, and other attachments for Victor and
You ought to know about them
because they multiply your sales and your profits. Kent
Products, we say, “Win their way, by their play.”

And do not forget that we specialize in steel,

' Myr. Talking Machine Manufacturer:
Did you ever hear of a Cornet Foundry?

Only gentle curves.

nient of sound-box

without sound-box.

%

Registered in U. S. Pat. Office

avasivai TmmmmmmmmmmmmmmmmmmmmmMrmmmmmmmmmmmmmmmmmm

VAEORTONTOUTIOTIEVTIOTR

Cast metal is poor music-metal.

Not a die-casting, but made of seamless brass tubing, with
excellent sound-qualities.

No sudden angles to create sound-re-

flections.
Ball-bearing base. No resistance to movement of needle across
the record.
Ball-and-socket joint allows perfectly free up-and-down move-

Can be furnished with or without throw-back; and with or

FURTHERMORE, we can manufacture a seamless brass
Tone Arm especially for you, according to your own
exclusive specifications.

Ask us ANY question

We will answer to your satisfaction

F. C. KENT COMPANY

OB UOTONOT 3 |

It 1s dull to

Irvington, N. J.

(Note change of address to our
new and much larger factory)
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Tie Up to This
Vacation Model

Our Great National Campaign

We are placing this graphic advertisement,
reproduced in all the following forms, 1in
more than double the number of mediums
that we used for Vacation Models last year.
An added feature, sure to in-
crease sales, 1s the Non Set

Automatic Stop.

This advertisement will
appear in the June issues of
many national magazines

with an aggregate circulation
of more than 15,000,000.
Furthermore, we are following through, right

out onto the farms, by placing this Vacation
Model advertisement in all of the leading
farm publications.

Your Chance to Tie
Up Close

Cotorba | Here are five ways in which
you can give prominence to
your portable model Colum-
bia Grafonolas, and a sixth
1mportant way 1s suggested

on the opposite page.

Get out your June Record

Supplements the very

moment vou receive them

to your whole list of customers. Their covers

carry this advertisement. Address your

envelopes in advance.

Follow this up with the special folders
featuring Vaca- ‘
tion Models, which
we have prepared
for this great cam-
paign.Theircovers
also carry this
advertisement.

Be sure to dis-
play in your hear-
ing-rooms and on
your sales floor

the new June hangers featuring Vacation
Models and showing this advertisement again.

Our Monthly Window Display Service,
which saves you all your window worries,
shows this advertisement still one more time,
and features all the latest records. If you are not
already a subscriber, get your name !

in to your Branch Manager now.

Talk Vacation Models to your
customers every time they come
in. Pointout to them the endless

pleasurea portable model will give

them this summer. Begin now.

COLUMBIA GRAPHOPHONE COMPANY

New York




May 15, 1920 THE TALKING MACHINE WORLD 13

Big Columbia

Grafonola Drive

“NowWeCan Dance” | [Nt

You’ll say this many
times this summer if you
have the foresight to take
a portable Columbia Grafo-
nola along with you to Va-
cation Land. Sweet and
clear of tone, light, com- .
pact and easily carried, l '

|

these wonderful little Grafo- ,
nolas are never-failing en- f

tertainers. i
Make your vacation a '\"
success. Come in today J P
and take your choice. We ] ']?: £

carry all three of the porta- Y
ble models. Terms to suit
your convenience. =

Prices: $32.50—$50.00— $75.00 >

(DEALER’S NAME)

Send for this Cut

It's for your local news-
paper campaign, carrying
your own name and ad-
dress. It will make new
customers come in. Send
for this cut and use it
now. It ties up with many
thousands of dollars of
advertising in the mag-
azines. Follow it up with
the other advertisements
in our portfolio of Ad-
vertising for Columbia
Dealers. Do this, and
you’'ll reap a rich reward.
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CONVERTO

PATENTED DEC.I1.1917

Talking Machine CABINET

The proof of the high selling value of the Lund-
strom “Converto” has been established at the hands
of Victor dealers all over the country. At present

their demand for Convertos exceeds the supply.

Profits from Converto sales have been greatest

for those who were first to realize that the Con-
verto does sell readily to present owners of Portable
Victors, that it does arouse new interest in Records,
and that it does offer in connection with a Portable
Victor a more salable instrument to meet the com-

O

petition of low-priced cabinet machines.

qrim
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XXX,

The C. J. Lundstrom Mfg. Co.

S .0

LITTLE FALLS, N. Y.

) Co—
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Lundstrom  “Converto” Cabinets are broadly
covcred by patents. [nfringements will be promptly
prosecuted.

el

Converto
Wholesale Distributors

5. I'. Droop & Sons Co.
. Birmingham, Ala.Talking Machine Co.
;g Bonrton, Mass..... BBastern 'Talking Machine Co.
F: Baffalo, N. Y..... W, D, & C. N. Andrews
B Burlington, Vt....Amerlcan I'honograph Co.
Chleago, 111....... Lyon & Ilealy
Clnelunatl, Ohlo..Rudolph Warlitzer Co.

Cleveland, Ohio...Clevelnnd Talking Mach, Co.
The Ecllpse Musical Co.

Colnmbus, Ohle..Lhe Perry B. Whitsit Co.

Dallax, Texns....Sanger Iiros.

Demver, Colo..... ;Sho IKilght-Camphell  Musie
0.

Jacksonville, Fla..

Iansas City, Mo..

Memphis,

Milwaukee,

Moblle, Ala..
Newark, N. J
New Orleans,
New York Clty...

Omaha,

Nebr

Tenn..
Wis.

Ln.

Florida 'Ialking Machine Co.

J. W. Jeukins' Sons Music Co.
Sehmelzer Armns Co.

.0. K. Houck Plano Co.
.Badger 'Talking Machine Co.

W, H. Reynalds
Collings & Company
Philip Werleln, T.td.

Emanuel Biout

Cabluet & Accessories Co., Ine.

Knlckerbocker Talking Ma-
chine Co.

Mieckel Bros. Co.

.\WW. F. Frederlck Piano Co. °
Standard Talking Machine Co.

Pittsburgh, Pa..

Tortland, Me..... Cressey & Allen, Ine.
Rlehmond, Va....The Corley Co., Inc.

S§t. Paul, Minn...\W, J. Dyer & Dro.

San Franciseo, Cal.\WWalter 8. Gray Co.
Stoux Falls, S. D.Talking Machine Exchange
Syracuse, N. Y...W. . Audrews Co.
Toledo, Ohlo...... Toledo Lalking Machine Co.

Washington, D. C.Cohen & Hughes, Inc.
. F. Droop & Sous Co,

2
®
=

Albany, N. Y..... Gately-Huire Co., Inec. Des Moines, Ia...Micke! Bros. Co. Peoria, 1ll........ Intnam-Page Co.
Atlanta, Ga....... Llyea Talking Machine Co. Elmira, N. Y..... Elmira Arms Co. Philadelphia, Pa..C. J. Heppe & Son

Phillips & Crew I’lano Co. El Paso, Texas...W. G. Walz Co. ':;he G;oh. D."(?rnts‘teén Co. :-;
Bultimore, Md....Coleu & Hugles, Inc tlouston, Texas...'he 'Falk. Mach, Co. of 'Texis H(?“:\], \\'eo;lltl)l?lil':lp& S%n, Inc. o

.v.0.(®

I
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: Making the Repair Department Self-Support-
ing by Systematic and Careful Management

0 0 S

T

i

Piano merchants in various sections of the
country have for some months past been giving
considerable attention to the question of serv-
ice to the customer, in an endeavor to decide
upon some point of demarcation between serv-
ice to which the customer is entitled by right
and without charge and service—principally
tuning and repairing—for which a definite and
fixed charge should be made.

In the past it was no unusual thing for a
piano house to offer free to a customer an un-
limited number of tunings during the first year,
and an insistent customer could have the free
tuning period extended a month or two. There
was also included in the selling agreement at
times an offer to move the instrument once
during the year without charge. All this might
have been very well when labor costs and over-
head expenses were low, but recently, where
every dollar counted, this free service began
piling up quite a substantial total on the wrong
side of the ledger. Means to obtain relief were
quickly considered. The result has been in
most cases the elimination of all free tuning,
except perhaps one general tuning immediately
after the instrument is placed in the home, pro-
vided there is a necessity for it. Free moving
was long ago forgotten.

This question of free service to the customer
is naturally as interesting to the talking ma-
chine dealer as to the piano mian, although the
evils in connection therewith have not been
quite so evident in the talking machine trade.
The dealer is wise who makes a charge for ali
repair service, when the demand is not occa-
stoned by some evident imperfection in the
machine itself and who likewise has little to

say about the question of repairs while mak-
ing the sale. It does not inspire confidence
in the wearing qualities of the instrumcnt to

have the -dealer tell the customer that if this .

or that breaks, or gets out of ‘adjustment, it
will be fixed without charge. Also it is the
wise dealer who takes occasion to arrange a
definite fixed schedule of charges covering the
territory in which he does business so that the
customer has little room for argument when
he receives his bill for repair work.

Several concerns in the West have printed
up special repair charge sheets. These charges
cover the cost of new parts at list prices as
set forth in the repair parts catalog, and also
include a time charge for the repairman, as
well as his traveling expenses. In one instance
the dealer has zoned the city, and has estab-
lished a fixed travel charge for each zone, on
the assumption that the repairman will be car-
ried to the customer’s house in the dealer’s
automobile. The repair work is charged on a
time basis at the rate of $1.00 an hour for the
repairman’s time.

The dealers in one city have had their re-
pair charge schedules arranged for them by a
local distributor, and depend upon the dis-
tributor for their repair service. The whole-
saler’s repairman does the work on the deal-
er’s order, and where a C.O.D. charge is made,
he collects a fee of five cents for the collection

service. Theé charge to the dealer and the charge
to the customer differ sufficiently to enable
the retailer to realize a small profit, about

twelve or fourteen per cent. for his trouble. In
the schedule, as arranged by the distributor,
the charge for the use of the automobile is

“ably.

service.

licity at low cost.

want assistance.

1125 Oregon Avenue,

HIS MASTER'S VOICC

Do Your Address Labels
Advertise You?

VERY package you mail, express, or deliver locally
affords an opportunity to impress someone favor-
Many leading advertisers recognize this and use
a distinctive label for all shipments and mailings—one
that ties up with their name, their products or their

A member of our staff has been collecting fine ad-
dress labels for the past year and has a number of sets
that he will send, with our compliments, to Victor deal-
ers as long as his supply lasts.
enable you to print something that will afford good pub-
Furthermore, our publicity expert
will advise you as to the design of your own label if you

: TI-iE CLEVELAND TALKING MACHINE CO.
Bingham Building,

These specimens will

Cleveland, O.

made to include the repairman’s time going
from the store to the customer’s home and
return, the time actually spent on the job be-
ing listed as a separate item. For the infor-
mation of the customer a chart has been pre-
pared setting forth the tume required to make
some of the nrore common repairs and adjust-
ments, among the list on the chart being:

Replacing governor spring, replacing needle
arm spring, waxing sound box, timing motor
or oiling motor, are repair jobs that require
about 15 minutes.

Putting in new sound box diaphragm, putting
on two needle arm springs or a new rubber
diaphragm insulator, will require about 30
minutes.

Graphiting and oiling of spring barrel or put-
ting in a new main spring require about 45
minutes.

About one hour is required for putting in
two or three new main springs.

In cases where a customer demands rush
service to meet some special emergency, such
as putting the machine in shape after a recep-
tion or some other event, there is a double
charge made for the automobile service, this
double charge being fixed to cover the cost of
the special trip. The retailer is naturally up
against it to- a certain extent when he has a
machine out on instalments, and the customer
demands that a broken spring be replaced with-
out charge, or that some other adjustment bhe
made. No matter how simple the job, it takes
a certain amount of the repairman’s time, and
every five minutes costs money. The dealer
is between two fires, for i he refuses to fix
the machine the customer may demand that he
take it back and give as a rcason that the in-
strument will not play properly and is unsatis-
factory. If he does make repairs without charge
to the customer he opens the way for similar
demands and takes just that much from the
profits of the sale.

One particular dealer delivered a machine
in mid-Winter and the customer started if run-
ning immediately it was placed in the home.
A broken spring resultéd from the first wind-
ing, which was easily explained by the fact
that the metal was cold and therefore brittle.
The dealer realized that he was in error in not
advising the customer to let the machine stand
until it became thoroughly warm and, there-
fore, replaced the spring without charge or
comment. Hardly a week had elapsed, how:-
ever, before the customer made a demand for
another new spring to replace one broken b
overwinding and kicked up quite a rumpus
when a charge was made. It took considerable
explaining to get the money for the spring,
and the result was he had a considerably dis-
satisfied customer. Onc of the large retatl
houses maintaining its own repair department
lias solved the problcm of repair charges quite
successfully by having a schedule printed up in
folder form. This schedulc is sent to the pur-
chaser within a week or two after the machine
has been placed in the home, and with it a
Ictter suggesting that should any repairs to
the machine be necessary or desirable it
would be well to place the order with the
house that sold the instrument to insure proper
attention.

The main thing to remcmber is that repair
work costs the dealer money—cash—and that
he must get that cash from the customer if he
does not want to run up a sizable total against
his profits during the vear.

The Cellotone Phonograph Mfg. Co., New
York. was organized last month with a capital
of $5,000 by R. Zellman, J. Kramer and I. Arndt,
9¢ Morningside drive.
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" OPPOSE FREIGHT RATE CHANGE

Music Industries Chamber of Commerce Com-
bats Move to Eliminate Commodity Rate on
Talking Machines and Pianos to Pacific Coast
—Committee Attends Hearings

The Music Industries Chamber of Commerce
1as received several strong protests, especially
irom music merchants on the Pacific Coast,
against the proposed elimination of the com-
modity rate on carload shipments of pianos and
phonographs from Eastern points and Chicago
to the Pacific Coast, and the substitution for
hem of the regular class rates, which are con-
siderably higher.

For instance, as a part of the general rate
revision, it is proposed to eliminate the com-

odity rate of $3.31%4 (12,000 pounds minimum
carload) which is now in effect for pianos to
San Francisco, and $2.87% (24,000 pounds mini-
mum carload), which is now the rate for phono-
graphs and accessories, and substitute for these
ommodity rates the regular class rates, which
at present are $4.00 for pianos and phonographs
and accessories.

The Interstate Commerce Commission, which
1as the matter under advisement, held hearings
in New York on May 3rd and in Chicago during
the following week. President R. B. Aldcroftt
of the Chamber of Commerce; O. A. Card, of
Kohler & Chase; E. A. Dingley, of the Victor
Talking Machine Co., and \V. E. Rammenkamp,
of Kohler & Campbell, Inc., New York, attended
the New York hearing and presented a strong
protest to the proposed change, citing an abun-
dance of facts to prove that shipments of mu-
sical instruments from Eastern points to the Pa-
cific Coast are entitled to the commodity rate.

The proposal to eliminate the commodity
rates on musical instruments is merely a part
of a much larger rate revision. Involved in the
question also is the matter of the increase
ir railroad revenue. The exact proposal is that
the commodity rate on musical instruments,
together with certain others, shall be abolished
and that such shipments shall pay the regular
class rates. Furthermore, it is proposed to
increase the regular class rates. The argument
of those opposing the continuance of the com-
modity rates on musical instruments is that on
account of previous water competition the rail
commodity rate has hitherto been placed at an
abnormally low figure. It also appears that

supporters of this proposition prefer to sub-
stitute a higher class rate because the inter-
mountain cities now have a differential on the
class rates, but do not have a differential
on the commodity rates, and the demand for a
differential rate on these cities is one of the chief
underlying causes of the revision.

ROYALTIES ON CANADIAN RECORDS

Victor Co. Announces It Will Pay Royalties on
All Records Mad: in Canada for Which Amer-
ican Publishers Hold Copyrights

The Victor Talking Machine Co., Camden,
N. ], recently notified the music publishers that
commencing with April 1, 1920, a royalty would
be paid on all records manufactured by that firm
in their Canadian plant of which publishers in
the United States held copyrights and the mas-
ter records of which were made in the United
States. In return for the contract covering
this situation, the publishers in most instances
are waiving all claims for any past royalties
that might be due.

BRUNSWICK CO. DECLARES DIVIDEND

Stockholders at April Meeting Vote Stock Divi-
dend of 200 Per Cent

The stockholders of the Brunswick-Balke-Col-
lender Co., at the annual meeting last month
voted to create an issue of $44,000,000 Class
B common stock, out of which will be declared
a stock dividend of 200 per cent, or $12,000,000,
on the present $6,000,000 common stock, which
will be designated Class A stock. The stock
dividend will be payable to stockholders of rec-
ord May 15.

The report for the year ended December 31
last shows net income after charges and Fed-
eral taxes $3,016,914, equivalent after preferred
dividends to 44.64 per cent on old common stock.

DEATH OF RUFUS L. BERRY

Rufus L. Berry, who for the past thirty-seven
years conducted the Berry Music House in
Springfield, Ill., died in that city recently in
his sixty-fifth year. The business, which in-
cludes a substantial Victrola department, under
the management of ILeslie Ford, will be con-
tinued by Mr. Berry’s widow.
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“hook-up.”

NEW YORK
71 W. 23rd St.

Window Pains

Dealers tell us it gives them a pain the way adver-
tisers send out window advertising that does not
Take more pains with this vital part
of your campaign by calling in the experts and
assure better dealer co-operation.

Look Into It!

EINJON LITHO

INCORPORATED,

Originators of Window Advertising for
Phonograph and Player Roll Manufacturers
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CHICAGO
332 S. Michigan Ave.

‘ FOR YOURI

PHONOGRAPH

'Made in Our
Watch Oil

DEPARTMENT

which for half a century
has made 80% of all the
watch, clock and chronom-
eter oil used in America.

The Best Oil For Any Talking Machine

In refining, Nyoil is given the same care as our
famous watch oil receives. All gums and impuri-
ties are removed, leaving it

Colorless, Odorless and Stainless.

Housekeepers say they would ndt be without
Nyoil because it is best for phonographs and sew-
ing machines—for polishing furniture and wood-
work and is odorless and will not stain. It is free
from acid and will not gum, chill or become
rancid. Sportsmen find it best for guns because it
prevents rust, .

NYOIL is put up in 1-0z., 3%-0z. and 8-0z. Bottles
and in Quart and lon Cans.
For Sale by all Talking Machine Supplies Dealers

WILLIA F. NYE, New Bedford, Mass., US.A .

PRODUCTION SPEEDED UP

Jones-Motrola, Inc, Making Prompt Deliveries
—Increase National Campaign of Publicity

Production at the factory of Jones-Motrola,
Inc.,, has been sped up materially so that this
company is now in a position to make prompt
deliveries. The production figure, at the pres-
ent date, has reached 100 Motrolas a day.

Jones-Motrola, Inc., is increasing its national
advertising campaign for the coming year.
Generous use of newspaper space throughout
the country will be made in addition to the list
of national magazines used last year. Among
the firms who have recently added the Jones-
Motrola to the lines which they wholesale are
the W. F. Frederick Piano Co. and the Stand-
ard Talking Machine Co., both of Pittsburgh.
a8

COLUMBIA MANTEL CO. DISPLAY

Full Line of Recordions Shown at Industrial
Exhibit Held Recently in Brooklyn

_—

The Columbia Mantel Co. exhibited a full
line of Recordion talking machines at the
Brooklyn Industrial Exhibit held last month, in
the Twenty-third Regiment Armory in that bor-
ough. The exhibit included console models and
several models with special finishes. A nursery
model was one that drew much attention. The
saying that ‘A prophet is not without honor
save in his own country” is disproved in the
case of the Columbia Mantel Co.. as products of
this company enjoy great popularity in Brook-
lyn. Publicity in the local papers has been en-
tercd into heartily and it was a natural sequence
that at the exhibit of Brooklyn iundustries the
Recordion be shown. One of the large models
of the Recordion was placed in one corner of
the dancing floor at the exhibition and proved
valuable in providing music for dancing

IDEAL MUSIC CO. IN NEW LOCATION

Praixriery, N. J., May 6.—The Ideal Music
Co. has opened for business in its new quarters
in the Linke Building at 227 \VWest Front street.
The company deals in Victrolas aud Victor
records and in the new warerooms will have
much greater space to display them. The
interior of the store is being redecorated and
all modern improvements which will facilitate
the display and sale of machines and records
have been installed.

It was announced last month that‘the Pan-
licllenion Phonograph Record Co.. New York,
had increased its capital stock from $20.000 to
S100.000.
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To Manufacturers

Every phonograph manu-
facturer who 1s sincerely
anxious to reduce his man-

How This New Copper Arm
Cuts Down Manufacturing Costs

ufacturing costs and yet not
reduce the quality of his
product will find a real mes-
sage in this announcement
—a 1nessage it will pay him By means of a new secret process of fabricating copper into any shape
desired a new Copper Tone Arm has been produced which at last answers
with successful finality that big problem of the manufacturer—“How can
I cut down my selling costs and yet make improvements on my machine?”

to consider.

The new Copper Process Tone Arm not only
cuts down the manufacturer’s production cost,
but production itself through this method can be
grcatly increased and improved. You are lim-
ited to no hackneyed design but can obtain tone
arms through this process in any design you de-
sire. Liability of breakage is totally eliminated
and there is no possibility of imperfection in
manufacture.
Plating Cannot DIeel

The plating of Copper Process Tone Arms can-
not peel and can be brought to a higher and more
beautiful polish than other metals. Also impor-
tant to you are the facts that they are lighter in
weight, free from leakage, and their use will

also reduce your assembling costs. Besides these
manufacturing superiorities Copper Process Tone
Arms produce better tone (more natural, mellow
and full), and have other advertising and selling
strong points which will also be explained more
fully to interested manufacturers.

Ask More Information

To manufacturers wishing to learn more about
Copper Process Tone Arms full information will
be given upon request. If you are a manufac-
turer in search of a product which will cut down
your costs and yet improve both the performance
and appearance of your machine write promptly
for full information about Copper Process Tone
Arms.

CONDON & CO., Inc., Sole Agents

200 Fifth Avenue, New York

Zform,
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Let us send to you free, and ,without
obligation, some packages of Torring-
ton Uniform Needles, the -only ball-
pointed steel needle made. Let us prove
to you that these needles eliminate the
harsh scratching that costs dealers
thousands of dollars each year in lost
record sales.
¥ree Proof That Torrington Uniforms
Are Profit-Winners

The number of records you sell depends
a great deal upon the kind of needles
you sell. We want to prove to you that

LLet Us Send You Free

Samples of

The Only Ball-Pointed Steel Needle

Torrington Uniform Needles prevent
that scratch which disgusts even the
" most enthusiastic record buyer.

Mafl Coupon for Samples

Learn how sharp, dagger-pointed nee-
dles kill a part of your rightful profits.
Learn how Torrington Uniforms, with
the ball point that fits snugly and rides
noiselessly around the grooves, in-
crease record sales and boost profits.
Mail coupon for free samples and our
Special Plan K.

To Dealers

Every dealer who wishes to

avoid a little mistake which .

he _may unknowingly be
making and which has cost
other dealers thousands of
dollars each year in direct
losses will be interested in
this Dealer-Message and the
Offer it makes.

Mail Coupon or

Letter to

Condon & Co., Inc.

Sole Agents

200 Fifth Avenue
NEW YORK

The New Cabinet Polish That

Holds Its Lustre

The big point about GLISS, this new kind of
cabinet polish, is the fact that the lusire lasts.
Through a special and non-injurious com-
pound “Gliss” quickly and without hard rub-
bing produces a glistening lustre which does
not smear, catch dust, and then wear off.
“Gliss” holds its polish and the pleased face

(Coupon)
CONDON & CO., Inc.

200 Fifth Ave., New York
Please send me—[] Free Samples
of Torrington Uniform Needles
and Special Plan K—[] Special
Proposition on Gliss. [ under-
stand, of course, that this request -
obligates me in no way.
(Check proposition(s)
you are interested.)

of your customer will be reflected as she
gazes at the results it produces.

Made so that your customers are pleased with
their purchases—marketed so that you are
pleased with your profit. Mail coupon for
Special Proposition on Gliss.

in which
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The Mikado and Mlle. Modiste Medleys
played by the Philharmonic Orchestra are
the most popular English and American
light operas played by the best orchestra
of its kind. A-6146.

Columbia Graphophone Co.

NEW YORK

R

V. E. B. FULLER WITH AEOLIAN CO.

Becomes Head of New Sales Promotion De-
partment Created by That Company

Verdi E. B.,Fuller, for a number of years
in charge of sales promotion work and tone
tests for Thos. A. Edison. Inc., resigned some
time ago to do similar work for the American
FPiano Co., and has now become associated with

(

Verdi E. B. Fuller .
the Aeolian Co., New York, as directos of the
new department of sales promotion just estab-
lished by that company for the benefit of the
retail dealers in the handling of the Aeolian
Co.’s Pianola and Duo-Art pianos and Vocalion
phonographs.

Mr. Fuller's success is largely attributed to
his wide knowledge of music and artists. It
is his claim that the merchandising of high
grade musical instruments involves the selling
of music itself and many of the innovations
which he has introduced successfully have heen
based on that theory.

A new talking machine store has been opened
in Washington, Ind., by the Kiefer Music Co.

“STENTORPHONE” RIVALS GREEKS

Machine With Voice of Thunder Plays Music
Which Can Be Heard Two Miles—Inventor’s
Neighbors Beg for Mercy Without Avail

A London correspondent informs us that a
British engineer “with more application than
mercy” has invented a talking machine whose
volume of sound, it is- said, will equal that of
Sousa’s orchestra the night the States went dry;
reproduce a lifelike impression of a modern
battle or make possible an Ulsterman’s speech
at a Sinn Fein meeting.

This latest and loudest form of musical horror
is the invention of H. A. Gaydon, a member of
the staff of the Creed Cable Co. He recently
tried it out on his surprised and delighted
neighbors in a London suburb. The tune played
was recognized more than two miles away.

Complaints came showering in from the same
distance. The objectors begged to have Gaydon
removed from the neighborhood. So a well-
known theatrical manager decided to take the
machine for his vaudeville houses as a popular
form of amusement.

The instrument is known as the ‘“Stentor-
phone”—after Stentor, the Greek herald, who
had a voice like thunder—and as the volume of
sound produced equals that of an ordinary or-
chestra it may quite possibly effect a mild revo-
lution in the average dancing hall and movie
show.

Compressed air and a patent sound-box are
the secrets of the new invention. The air is
supplied by an electric motor, and when it
passes through a small valve controlled by the
gramophone needle—ordinary records and
needles are used—it expands and creates a burst
of noise that in the case of vocal selections far
surpasses the original.

Standing about thirty yards from the instru-
ment the illusion of a band playing selections
at about an equal distance is almost complete,
but the most entertaining result is obtained
when a vocal record is turned on. The artist
was Sir Harry Lauder and the song ‘“We Parted

on the Shore’—and it sounded like the monster
voice of the biggest giant who ever walked in
the fairy tales.

It is contended, indeed, that the machine can
be used as a drill sergeant, giving the words of
command before playing the marching accom-
paniment, or that if necessary it can deliver the
speeches of famous statesmen in a way that will
baffle the obstructive methods of the loudest
voiced heckler.

LARGER OUTPUT OF RE-CREATIONS

Production Being Increased and Quality of the
Discs Much Improved

The production of Re-creations is rapidly com-
ing to the point where the supply will more
nearly approach the demand, according to the
latest operating reports from the Edison manu-
facturing laboratories. At present there is no
dcarth of materials and the manufacturing or-
ganization is operating 100 per cent strong.

Furthermore, a recently perfected disc has
been devised which promises a finer quality of
Rc-creations than ever attained hitherto, which
will interest those already familiar with the high
grade of excellence maintained by the Edison
laboratories in their discs.

With the prospect of improved quality and
largely increased quantity of Re-creations the
Edison people feel that the biggest year of their
history is directly before them.

el l
PATHE DEALERS
and JOBBERS

1

7 AUTOMATIC STOPS

The simplest and most efficient Auto-

matic Stop on the market.
They give excellent service,
are easily installed and are
absolutely guaranteed.

Send 50 cents for Sample Stop

» Kirkman Engineering Corporation
7 484-490 Broome St., New York

-

€ SCOTFSRD Model |
REPRODUCER

Will be a great aid in developing the sale of Pathe
Records. Made to fit the Viclor gooseneck exactly
—it is as quickly attached as the Victor Reproducer
isquicklyremovable. An Attachment also made for
applyingitto the Columbia Tonearm. Orderasample
and realizethe profit for you in the richness of itstone
—surpassing all in purity, sweetness and power.
NET PRICES OF SAMPLES PREPAID
Nickel Plated Scotferd Model | Reproducer - $5.50
Gold Plaled Scotferd Model 1 Reproducer -« 6.50
Nickel Plated Scotterd Altachment for Columbla .35
Gold Plaled Scotferd Attachmenl for Columbla .50
Submitted on Approval, subject to return, in which
event the full price paid will be promptly refunded.
Liberal Reduction on Quantity Orders
Profitable Arrangement for Jobbers

Barnhart Brothers & Spindler

Superior Speclaltles ter Phonodraphs
Monroe and Throop Streets, CHICRGO
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N every industry there are recognized standards of excel-

lence and quality. The talking machine industry has
established three prime requisites for any successful instru-
ment, namely : .

Tone Quality

Motor |
Tone Arm | Perfection

Sound Box |
Cabinet Artistry

The BEACON possesses all of these requisites. Its tone
quality has won the favor of musical critics everywhere,
who consider it superior to the leading lines now on the
market. BEACON cabinet designs are distinctive and
exceptionally. attractive. BEACON _motors, tone_arms . and
sound boxes embody the finest possible construction and
workmanship.

Beacon Phonograph Company, Inc.

19 Milk Street, Boston, Mass.

Factories at Somerville and Waltham, Mass.

Western Representatives
MOELLER -WATERS, Inc., Lyon & Healy Building
CHICAGO, ILL.
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“She

BEACON

OR progressive dealers the BEACON offers unlimited
sales possibilities. Its superb musical quality is a para-
mount sales argument, and successful dealers everywhere are

featuring the BEACON as their leader.

There is a BEACON model to suit the requirements of every
prospective purchaser, and every instrument bearing the
BEACON name carries 'with it an iron-clad guarantee ‘as to
workmanship and quality.

There are four models, retailing from $90 to $250.
PERIOD MODELS from $375 to $1,500.

Investigate the BEACON sales plan today. We have an
attractive proposition for, “live” dealers.

Beacon Phonograph Company, Inc.
19 Milk Street, Boston, Mass.
Factories at Somerville and Waltham, Mass.

Western Representatives
MOELLER -WATERS, Inc., Lyon & Healy Building
CHICAGO, ILL.
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MAGNEDV

EACH NEEDLE -
PLAYS 10 RECORDS

= ‘He-ﬂ;.?og""' ;-

+ ) MAGNEDY/ -
'[;,-_‘é%oclA.“
i

THE ORIGINAL AND FASTEST
SELLING MULTI-PLAYING NEEDLE

ASK YOUR JOBBER

Manufactured by
SUPERTONE NEEDLE WORKS
18 W. 20th St, New York

CONCENTRATE ON-ONE MODEL

CincinNaTI, O., May 5-—The Crosley Mfg. Co.
of this city is attaining pleasing success in the
marketing of the Crosley phonograph. Job-
bers and dealers have been established in the
leading trade centers, and according to present
plans the company’s factory facilities will be
increased materially to meet the demands of
the trade.

The Crosley phonograph is manufactured in
one style only, retailing for $75. The company
is concentrating all of its manufacturing sales
possibilities on this one model, and Powel Cros-
ley, president of the organization, is giving per-
sonal attention to the many important problems
incidental to dealer co-operation.

ADVERTISERS TO DISCUSS DISPLAY

Convention of Associated Advertising Clubs of
the World Will Devote One Session to Mat-
ters of Interest to Retail Music Dealers

The second session of the Indianapolis con-
vention of the Associated Advertising Clubs of
the World, which will be held in that city on
June 6 to 10, promises to be of special interest
to talking machine and other music dealers. Ac-
cording to an announcement just made by the
program committee the Tuesday morning ses-
sion will be devoted to advertising in its rela-
tion to distribution. Among the topics sched-
uled for discussion under this head are:

(1) The Efficient Distribution of Agricultural
Products—The Part That Advertising Can Play,
by E. T. Meredith, Secretary of Agriculture.

(2) How to Fit the Display Window Into
Local and National Advertising.

(3) The Function of the Wholesaler as an
Independent Advertiser and Merchandiser, as
Well as a Distributor.

(4) How National Retail Distribution Can
Best Be Obtained—(A) by National Mediums,
(B) by Other Means.

(5) How Advertising Facilitates Economical
Distribution of Raw Materials and Manufac-
tured Articles From One Industry to Another.

(6) Advertising as a Modern Sales Machine
for Getting Distribution at Minimum Cost to
the Final Consumer.

A plan for a Federal Department of Adver-
tising, presented in the form of a proposed bill
creating it, will be offered at the convention,
the program committee announces. The bill,
which will be drawn by eminent authorities, will
be presented by a man of high position, who
will show briefly what advertising has done, and
still must do, for the Government.

The Fulton Music Shop, 8 Washington
street, Hoboken, N. J, has been incorporated
with capital stock of $15,000 by Louis S. Cohen
A. J. Greenberg and Nat. Harris.

HIGHER AUSTRALIAN TARIFFS

Material Increases in Duties on Musical Instru-
ments and Parts Provided for in New Meas-
ure That Has Just Gone Into Effect

Word has just been received here of recent
changes in the Australian tariff laws that will
prove of distinct interest to American manu-
facturers of musical instruments who have es-
tablishcd representatives in that country or who
contemplate entering the field. The new law
provides for a general increase in duties all
along the line, with Great Britain enjoying pref-
erential duties from 10 to 15 per cent lower than
other foreign countries.

The duty on pianos has been increased five per
cent, while the duty on talking machines of
all kinds has been increased from 20 to 45
per cent. Talking machine parts and records
are admitted tax free when from Great Britain
and are subjected to 10 per cent duty when
from other countries.

It i1s understood that the low duty on talking
machines and piano parts has been established
with a view to encouraging the development
of manufacturing industries in Australia.

NEW COLUMBIA STOCK ISSUE

‘The Columbia Graphophone Manufacturing
Co. is offering its common stockholders the
right to subscribe to 192,000 additional shares °
of its stock at $27.50 a share in the ratio of
a new share for five shares of common. The
new funds are needed by the company to meet
demand for its products.. Francis S. Whitten,
its president, states in a letter to its stock-
holders that “though the company’s production
has been steadily increased to the highest point
so far attained the company has not yet been
able to meet the current demand for its prod-
ucts. Net earnings, after taxes, for the three
months ended March 31, 1920, were approxi-
mately 35 per cent in excess of the same months
last year.”

'

jobbers promptly.

“WE DO CLAIM SUPERIORITY
WHEN IT COMES TO SERVICE”

Three big plants operating continuously give us an out-
put that enables us to supply some of America's biggest

THREE LARGE

We Build PHONOGRAPHS to an Ideal—
At a Price That Will Appeal!

We won't say we build the best as we do not deal in superlatives (there’s too much competition in that line)
but when it comes to Phonographs, well—we will leave it to your judgement as a connoisseur and business man.

Retailers—VVe have a jobber in your terri-
tory who can supply you over night with
big value phonographs at a liberal giscount.

6 Models—Retail Prices $85 to $200

FACTORIES

—ADDRESS —

GENERAL SALES
CORPORATION

1520 Buffum St
MILWAUKEE, WIS.

All Records
Correctly

OWNING AND OPERATING

General Mfg. Corporation

Recordeon Phonpgraph Co.
Heaney-Schwab Billiard Mfg. Co

Makers of Billiard Tables Since 1882
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Unico Installation of the Maison Blanche, New Orleans, Largest Talking Machine Department in the South.

VAC ATION days call for song and dance

music. Hence the increased demand
for new records and for small, easily trans-
ported talking machines in the beginning
of summer. To handle this increase of
business at a decrease of cost and confu-
sion, you want the maximum of sales effi-
ciency in your store. T 2

Philadelpbia, Pa,

MAISON BLANCHE COMPANY

IMPORTERS.
WHOLESMERS & RETAILERS

o e e

NEw DRALANS . 10/13/19

£

Q Unico Installations have been conceived with Contlecen: ‘
" that single purpose in view. They are designed the dopartie ot your sapretenticiog, . -4
‘ to get the most out of your floor and wall space, = poskiiituns The Sreheurimtuine: TR y ‘\
Y facilitating display of your stock and providing thet e, errers bas. omtucted Diusit 9

and executed his work in a satisfsctory

easy access to your goods. Attractive in decora- naruer ‘to aurselses.

tive details and ensemble, they give tone and e
atmosphere to your establishment—a valuable
asset in the eyes of your particular patrons and vieo-prestfost
a stimulation to their buying. s

7

o

MAISON BLARCEE COXFARY

Unico demonstrating rooms, counters and record
racks are readily adaptable to any desired plans
and individual requirements. Their patented
flexible features make them re-adaptable to suit
changing conditions.

AT

o
1) -

)

Prompt shipment from stock in ten designs en-
ables you to complete your improvements quickly,
because Unico Equipment reaches you com-
pletely finished, glazed and fitted, ready for

assembly and use. Send us today dimensions of

vour floor space. [Plans
and estimates will be sub-
mitted promptly without cost.

i

May we send you our latest boollet,
“ Musical Merchandising™ 2 It gives
you full information about Unico In-
stallation and its vital advantages.

UNIT CONSTRUCTION COMPANY

ﬁ Q
A’ Rayburn Clark Smith---President ll
gggw,\,,:g':;" P 582 Streot & Grays Ave V(&méf‘q&(; !

% Corner 4% St PHIL/ADELPHIA Bui dmg h ﬁ #
7% = .0 e O . 1 .\7% E
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ROYALTY CASE FOR STATE COURTS

U. S. District Court Rules That Action of Leo
Feist, Inc., Against Columbia Graphophone
Co. Comes Und:r Jurisdiction of State Tri-
bunal—Progress of the Case Interesting

In the United States District Court of the
Southern District of New York, Judge Knox
in the suit of Leo Feist, Inc., against the Colum-
bia Graphophone Co., for royalties upon the sale
of plonograph records, made from masters
recorded in the United States and sold in Canu-
ada, reversed a previous ruling and ordered threc
cases removed to the State Courts, in which
ILLeo Feist, Inc, had in similar suits received a
favorable ruling.

The suit at law for the recovery of royalties
upon records sold in the Dominion of Canada
was originally brought in the Supreme Court.
It was tried before Judge Hotchkiss and re-
sulted in a verdict in favor of the Feist company.
Upon appeal the judgment granted by the lower
court was affirmed by the Appellate Division.

Thereafter the Feist Co. brought three new
suits, one in the Municipal Court, one in the
City Court and one in the Supreme Court.
These suits the Columbia Co. had removed to
the Federal Court, claiming that the actions
were under the copyright law, and therefore
within the exclusive jurisdiction of the Federal
Court. Some months ago Judge Knox decided
that the Columbia Co. was right in its conten-
tion and denied the application of the Feist
Co. to have the suits transferred to the State
Courts, where they originated. Aftex this de-
cision application for a rehearing was filed and
Judge Knox reversed his previous ruling. The

cases will now be tried in the State Courts,
where a ruling has already been obtained. These
actions, provided some settlement is not made,
are the forerunners of innumerable suits which
the Feist and other music publishing houses will
undoubtedly start, as there is involved a large
sum of money.

THE BASIS OF VARNISH GLOSS

The Use of Rosin in Varnish Gives a Gloss,
Though It Has a Tendency to Make the Mix-
ture Brittle on Account of Lack of Oil

How many foreman finishers know exactly
why rosin is used in a varnish? WWe presume
many know these simple facts, but there may
be some who have not acquired the details.
Rosin gives gloss, and also may be used to cut
the cost or cheapen the mixture. Rosin also
tends to increase the hardness of the film, but
you must remember at the same time that it
contributes to Drittleness, because a less amount
of oil is used.

Rosin is also used in japans, driers and prac-
tically always in gloss oil, and is practically the
ouly gum which contains just enough oil to keep
it from going'to pieces. Rosin is used in var-
nishes of practically all grades. Gloss oil is also
used in inexpensive enamels, house paints, etc.,
where speed is required and also a high gloss
desired in a short time.

If an excess of rosin is used in the varnish it
is easily detected by continuous rubbing of the
surface with the fingers. If this results in a sort
of a chalky white surface you may be practically
sture that it is a rosin varnish. This does not
mean, however, that it isn’t satisfactory.

SOME ETERNAL TRUTHS

An Ounce of Loyalty Is Worth a Pound of
Cleverness—Stand by Your House

If you work for a man, in heaven’s name
work for him. If he pays wages that supply
your bread and butter, work for him, speak
well .of him, think well of him, stand by him,
and stand by the institution he represents. [
think if T worked for a man I would work for
him. I would not work for him a part of the
time, but all of the time. I would give him an
undivided service or none. If put to a pinch,
an ounce of loyalty is worth a pound of clever-
ness. If you must vilify, condemn and eternally
disparage, why, resign your position and when
you are outside damn to your heart’s content.
But, I pray you, so long as you are a part of
an institution do not condemn it. Not that
you will injure the institution—not that—but
when you disparage the concern of which you
are a part you disparage yourself. These, the
views of Elhert Hubbard, are worth considering

INCORPORATED
The Keen-O-Tone Talking Machine Co., New
York, has been incorporated with a capital of
$5,000. The incorporators are R. Kastonbaum,

W. Sweisfield and D. Keen, 508 West 134ih
street.

B. M. Walthall, former Victor Co. traveler,
has taken charge of the mew State distribution
office of the Robinson-Petit Co., Louisville, Ky.,
which has arranged to distribute the Sonora line
throughout the State.
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Motrola

will help to sell your phono-
graphs because it will supply their
service

owners with perpetual

NCE your customers discover

this electric self-winding at-
tachment, the old crank handle
Thus 1s
the last objection to mechanical
music overcome — the machine
run down’’ at the wrong

will be discarded forever.

4

won’t ¢
time.

The MOTROLA will not only sell talk-
ing machines, but will renew the enthu-
siasm of those who already possess them
and will stimulate your sale of records.

For these reasons the largest jobbers of
Edison-Victor - Pathé-Columbia-Sonora
and other makes of phonographs arc

acting as Motrola distributors.

A heavy consumer demand is being cre-
ated through the series of retail adver-
tisements now running in Life, Literary
Digest and other leading publications.

JONES-MOTROLA, Inc.

29 West 35th Street, New York

315 South Broadway
Los Angeles

57 E. Jackson Boulevard
Chicago
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What Makes Phonograph Sales?

The natural hunger of human beings for music

Glorifying the instrument by encasing it beautifully—making it serve
as the means of producing music.and as a furniture ornament of the
home. Seekers for the perfect gratification of their music hunger
realize their ideals in

2070007

0%

It produces music as originally rendered by the artists—full volumed—
without scratching or disturbing surface noises. It overcomes the ob-
jections of critics to “canned music.” Its mechanical improvements
have made it a supreme instrument of musical reproduction.

This most human musical reproducer has been housed grandly. L’Artiste cabinets
are triumphant in conception, workmanship and refinement. The five uprights and
four consoles in wvarious
woods of exquisite beauty
and treatment are all period
designs. Music lovers and
furniture enthusiasts find in
L Artiste phonographs the two
essentials that make them
want to possess thisinstrurrert.

177772

277

“There is no sales resistance
when L'Artiste i1s demon-
strated. The sale is made if
the prospect wants to buy
a phonograph.

2277227 %
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L'Artiste Phonographs make
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friends and profits for the music
merchants who sell them. Send for

2%

illustrated catalogue and prices.

GRAND RAPIDS PHONOGRAPH COMPANY

D222

:. GRAND RAPIDS, MICHIGAN

’ THE PHILADELPHIA SHOW CASE COMPANY -

§ DISTRIBUTORS

§ New York office, Philadelphia office, Pittsburgh office, New England distnbutors,

\ 841-845 Bush Terminal Sales Bldg. 127 North 13th Street 2002 Jenkins Arcade C. C. Moir, Cambridge, Mass.
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At one time I did not make a practice of call-
ing on people I had sold—but now I do. When
I look back to that time, I stop and wonder
how many sales were lost because I failed to
keep in touch with my customers. Through
‘satlsﬁed friendly talking machine purchasers I
am now getting much new business.

In these days of strong competition we hear
much of ‘“service,” and, after all, that is what
counts. Who is it that does not like attention?
People are pleased when we remember them—
when we go out of our way to do some little
kindness for them. Continued attention has an-
other good effect—it inspires confidence. A man
once said to me, “I know you gave me a square
deal, for you would not come to see me again
~if you hadn’t!”

I make a practice of calling on each customer
at least twice a year. As a rule, I do not make
special trips out of my way to see them, but
drop in whenever I am in the. neighborhood.
If it is necessary, I oil the motor or make ad-
justments, play a record or so, and ask if there
is not a friend or neighbor who is thinking of
buying a talking machine. It is best to put this
question early in the interview and perhaps
refer to it later on. This gives the customer
time to think of her acquaintances, their nceds
or expressed desires.

Naturally, it is easier to sell a prospect ob-
tained in this way. When I can introduce my-
self as coming from Mrs. —— to whom I sold
a talking machine, a much better opening is
made than if I simply ring the door-bell and
ask if there is an instrument in the house.

Understand, I have nothing to say against
the good old method of a straight house-to-
housc canvass. As a young fellow just out of
high school I was broken in on that method, and
kave always stood by it, as it has stood by me.
In fact, my time is about equally divided between
it and my system of calling which I have just
outlined. One’s list of bright prospects some-
times shrinks woefully, and then there is nothing
like ringing every door-bell in the block.

But getting new customers through satisfied
customers proves to be an endless chain. There
is one lady who has given me the names of six
subsequent customers, who, themselves, in their
turn, have brought me a lot more business.
Looking over my books, 1 find that fully 60
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Outside Salesmen Should Follow Up Their
Talking Machine Customers
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per cent of my sales come from this source, the
balance being picked up in a straight housec-to-
house canvass. Of course, no matter how the
sale was picked up, I look upon that customer as
a potential prospect getter.

There is another point upon which I'd like to
touch, for I find that in just this respect many
salesmen at times lose out—and, as good old
Harry Lauder says, “This is that”’—

I've heard of salesmen who never lost a sale,
but I’ve yet to meet one of these gentlemen!
No matter how hard we work a prospect, how
excellent our merchandise, how convincing our

10O

Winning New Cus-
tomers Through Sat-
isfied Ones Proves
an Endless Chain

Leading to Success.
S0 O O

arguments, it sometimes happens that one day
we confidently call on a party only to be con-
fronted by a bright, new, shining talking ma-
chine—one that our efforts did not put there!
That’s a jolt indeed, but I've turned such an
unpleasant surprise to good account more times
perhaps than I would care to mention.

Now, a salesinan might treat such a 51tuat10n
in either one of two ways. He might express
kis chagrin and disappointment in a surly, dis-
courteous manner, or he might adopt the better
plan of taking defeat smiling, and show that,
whilc he is sorry to lose the sale, he hopes the
pleasant relationship will continue. I have made
good record customers for my house out of sales
that I have lost and a number of times worked
my system of follow-up calls to advantage. At
the present time I am taking care of a number
of machines which competitors sold, and have
drawn new business from doing so. Only the
other day [ sold a bill of goods amounting to

%
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By W. Edgar Bates
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considerably over $300—and this prospect I
gained through keeping the friendship of a man
who bought from the other fellow.

Never run down the machine that you did not
sell. Speak a good word for it if you can, but
if you can’t—"keep mum!” No one likes to
have his good judgment questioned, and that is
just what you do when you give adverse criti
cism on the talking machine of his choice. Con-
tinue to take a personal interest in the musical
needs and wants of the purchaser. The chances
are the other fellow will not and therein you
have the advantage. The reason for this is,
as I've said before, that people like attention!

EMPHASIZES PERSONAL ELEMENT

Will A. Watkin Co.,, Through Newspaper Ad-
vertisements, Introduces the Public to the
Members of Its Talking Machine Staff

The Will A. Watkin Co., Dallas, Tex., has
adopted the idea recently set forth in The World
that the personality of the various individuals of
the sales force be put forward in the advertis-
ilig for business in the belief that the personal
element had much to do with the successful sell-
ing of talking machines and records. In carry-
ing out the plan the Watkin Co. took liberal
space in the local papers and inserted therein
the portraits of W. R. Long, manager of the
company’s talking machine department; Miss
Harriet de Freese, in charge of the record de-
partment, and J. Fred Butler, who recently
jeined the Watkin Co. staff to take charge of
outside sales.

The Will A. Watkin Co. features Columbia
Grafonolas and records, and carries on an ex-
tensive publicity campaign in connection with
the conduct of that department of its business.

CPEN NEW STORE IN ILION, N. V.

Bob Thompson, of Ilion, N. Y. has Icased
the Munger store in the Graves block in Mo-
hawk and will open as an Edison dealer there.
He has other stores in Herkimer and Ilion
and will devote most of his personal time to
the Herkimer branch while Bertram Cady will
kave charge of the Ilion store.

A

slight ad for the landlord).

Victrolas and Victer Records

'WE ARE MOVING—EVERY DAY

DEALER doing $1000 a month can’t pay $500 rent.
landlord’s boost may wake a dealer to make more money (a

But, regardless of rent, Pearsall Service of daily and lourly
moving Victrolas and Victor records helps you to pay it.
all express and freight schedules.

Remember this feature of Pearsall Service in May—and down’t
forget it in July, October, August, June, September, January, No-
vember, December, April, March and February.

WHOLESALE ONLY

The

IWe catch

10 East 39th Street, New York
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W. F. G. STEELE TELLS OF AUSTRALIAN MUSIC TRADE

Manager of the Melbourne Branch of the Aeolian Co. Now Visiting This Country, Outlines
Conditions in the Musical Instrument Industry in the Antipodes—Some Export Suggestions

An interesting and at the same time inter-
ested visitor to New York just now is W. F.
C. Steele, manager of the Melbourne, Australia,
branch of the Aeolian Co., who came to New
York by way of London. This is Mr. Steele’s
first visit to the United States, and he expressed
h'mself as being much impressed with American
methods of doing things, particularly as Aus-
tralian business men have been strongly inclined
tc adopt American methods in their trade affairs.

Mr. Steele stated that the Australians were
quick to learn, had plenty of initiative, and
were not bound by tradition in the conduct of
industrial enterprises. Under such conditions
the American methods fit in most acceptably,
tle ideas being carried out in the follow-up sys-
tems, in advertising, and in general business
practice. The fact that American musical in-
struments, accessories and supplies have gained
a strong hold in the Australian market makes
the adoption of the business systems of this
country that much easier.

The demand for musical instruments of all
kinds is very strong in Australia just now, and
the chief difficulty is in getting sufficient goods
from overseas to meet the demand. British
factories are barely getting back to a producing
basis in most cases, and with the manufacturers
in the United States overwhelmed with domestic
orders, the Australians are not getting the quan-
tities of goods they really need.

All Australian industries are very active just
now and are recovering rapidly from the ef-
fects of the war and the reconstruction period.
Wages as a rule are much lower than those at
present prevailing in tht_: United States, but at
the same time the cost of living is estimated as
being about half of the scale existing in this
country, which enables the Australian worker
to have a sufficient amount of free money to buy
musical instruments and things of like nature.

Although there are several manufacturers of
musical instruments, including pianos and play-
ers, in Australia, they must depend chiefly upon
other countries for supplies of raw materials and
parts, and are, therefore, able to produce only
comparatively limited quantities of goods. A
revision of the Australian tariff laws recently put
into effect will, it is believed, encourage manu-

W. F. G. Steele
facturing in that country, inasmuch as although
finished instruments from England must pay 30
per cent duty, and from other countries 45 per
cent, piano actions and parts may be brought
in from England tax free, and from other coun-
tries under a duty of 10 per cent.

The Aeoclian Co. maintains four branches in
Australia—in Melbourne, Sydney, Adelaide and

Brisbane—and is credited with having set new.

high standards for the conduct of the music

business in the cities where the branches are
located. Mr. Steele stated that with the coming
of the Vocalion the Aeolian Co. proved a pioneer
in presenting to the public the full cabinet
phonograph through the medium of display ad-
vertising, using quarter, third and even half
-pages in the daily newspapers. The result has
been that the Vocalion has gained a strong foot-
hold in the Australian market and faces a very
bright future as the supply increases.

Mr. Steele incidentally offered some sugges-
tions for exporters of musical instruments that
should be adopted instanter. If American manu-
facturers desire to build up a permanent export
trade they should see to it that a definite propor-,
tion of their output is set aside for distribution
among their foreign representatives so that
these representatives will be kept supplied even
though in smaller quantities than they could
really use. As it is now, many of the so-called
exporters simply use the foreign market for the
unloading of excess stocks and appear to forget
all about it when the domestic demand develops
to a point to absorb the entire output.

Mr. Steele plans to leave New York about
May 15. He will first go to London to attend
to considerable work that awaits him there and
expects to reach Australia early in July.

WINS ATTENTION WITH DOG TEAM

The Tremont Talking Machine Co. Boston,
recently attracted much attention from the
crowds in the neighborhood of Tremont and
Boylston streets by sending out a team of
four Boston terriers, hitched to a little car
on which was a large Victor dog. The pro-
pensity of the terriers to sit down to rest at
the most congested points on Tremont street
gave the traffic police much extra work although
the spectators enjoyed it immensely.

The Hillcrest Phonograph Mifg. Co.,, New
York, has been incorporated with a capital of
$50,000, by J. N Vandervall, A. B. Mason and
L. A. Leavelle, 420 I.enox avenue.

Now Xylophoning for Emerson

Fmerson fales Company

HE Emerson Xylo-Phiends can make xylo-

phones do most everything but lie down and
roll over. They certainly make them speak a
language no toe is too proud to understand.

~

The Emerson Xylo-Phiends are playing for Emer-
son Standard 10-inch Gold Seal Records exclusively
and making the biggest kind of a hit.

Emerson records are going with a rush —because
they feature the new music while it IS new—
the sparkling new dance hits—the song hits that
you hear people whistling and humming wherever

you go.

4018 JENKINS ARCADE BUILDING

wagon.

PITTSBURGH, PA.

Now'’s the time to get aboard the Emerson band-
We'll be glad to answer any questions.

e e e ——
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VITANOLA
FOURTEEN [

How Long Do You Expect
to Be In Business?

IF you're in business for a permanent
profit—to handle and sell the type of
merchandise that makes customers and
an ever-increasing trade—then—1V itanola
spells opportunity for you.

A six figure fortune is going into newspapers and
magazines this year to put the name VITANOLA
before the buying public of the country.

And on top of the nation-wide demand we're
creating, the quality of the Vitanola is so high
from every standpoint that it is in a class by itself.

Cabinets—motor—mechanical construction—re-
sults—from every standpoint Vitanola represents
the best that money, skill and “know how” can put
together.

]

T he Book “How to Make a Phono-

graph Department Pay” is free
to all dealers who write for it.

VITANOLA TALKING MACHINE COMPANY, 508 West 35th Street, CHICAGO, U. S. A.

Metropolitan Sales Representatives: M. M. ROEMER SALES CORP., 1127 Broadway, New York, N. 'Y
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- What Is It That Makes the Talking Machine :
1 Salesman of Real Value to His Employer?:

24

It is far easier to become a successful sales-
man than many holding such positions realize.
Why the majority fail to attain a higher place
in the industrial world in this capacity is di-
rectly traceable to their own lack of interest.
Many have the ability, but they fail to develop
their latent talents, and then marvel that they
remain only mediocre salesmen, while others of
their acquaintance reach higher planes and com-
mand salaries that are really worth while. The
reasons for failure to rise are few, but the im-
portance of these reasons as dependent upon
real achievement are vital and they must be
studied closely and adhered to with undeviating
purpose.

What is it that makes the salesman of value to
his employer—the ability to make customers for
the company? This may seem impossible in a
large house in cities where the number and
character of customers are so large and varied.
But it is possible and it has been accomplished
by a fair number of individuals. In some cases
there are certain salesmen who command large
salaries who are carried with the sole idea of

making sales. They are capable of making sales .

because they study their subject in the minutest
degree, .and the proprietors are aware of the
facts. -
The man who sells talking machines, for in-
stance, can only make good by proving his
ability to make sales that are creditable. It is
not a simple matter, but it can be done. First
the salesman makes a study of the instrument
he is offering for sale and ‘its advantages over
other instruments. Thus, when he seeks a cus-
tomer, or when a customer comes to make a
purchase and asks to be shown an instrument

the salesman is capable of talking with intelli-
gence, so that he can offer arguments that will
be of sales force. His manner is cordial, but
not overbearing. and he is cheerful, considerate
and always polite. It matters not when a cus-
tomer becomes impolite and out of humor, the
salesman is always unchanged. By this method
he has the customer at a disadvantage and the
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Many Salesmen Fail
to Attain a Higher
Place in the Sales
Domain Through

Lack of Interest

ST g

battle will always be in his favor. He has op-
portunities to make a sales that would not be
possible otherwise.

The road to success is not easy but the goal
is worth fighting for. The reward will come
after efforts have proven the capability of the
man. Practical experience is a help and this
is very much needed by the salesman. He can-
not advance without a reason, and the reason
is plain to the thinking man.

_Co-operation and real live interest in the
wants of the customer are real essentials that

=
==

e M R i

will make the salesman of profitable value to
his employer. Want of interest, simply because
one does not own the store, is the reason why
some people will never own anything. They are
lacking in the first principle that will make suc-
cess possible.

The excuse offered by this class of people at
times is that their salaries do not justify any
more effort on their part. This is the very
reason why it is low and will never be higher.
It is the barrier that stands in the way of the
advance they desire. They hope to receive a
good salary for mediocre work. We see, now
and then, a salesman who rises to a position
of trust, and sometimes becomes a manager or
even a proprietor. This is accomplished by in-
tegrity, hard work, care, interest, politeness and
forbearance. Ask the head of any successful
organization the reason for.his success and the
answer will include a number of these funda-
mental principles for success.

Sometimes the hours are long, the position
irksome and the salary below what is desirable.
What is to be done to correct these conditions?
What value can you place on your services?
How can you estimate your worth other than
by the number of sales you make? This is the
only sure and safe way. If you hope to make
good there lies the avenue that leads to suc-
cess. Sales are the only thing that will count
for you. If you cannot sell every customer with-
in your power, the making of a friend will be
the next best thing for you to do. These friends
will be powerful enough later, perhaps, to help
your salesmanship, and it will always pay you
to keep in mind these facts.

Of the many thousands of salespeople who
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family record.

1 WALNUT PIIONOGRAPI CABINET

s Y AMERICAN

“The Cabinet-wood Superlative,”

For Phonograph Cabinets

The qualities that make American Walnut
supreme among the world’s cabinet-woods .
are not debatable. They need no argument.
Everybody knows. And everybody has known
—back to the earliest name in your own

DOES YOUR LINE
DEMAND created by our big national
advertising campaign for high-grade furniture
of American Walnut?

Interesting data for manufacturers and
dealers on request. IWrite us for a copy of the
New Book on American IWalut. (Valuable.)

AMERICAN WALNUT MANUFACTURERS' ASSOCIATION
Room 1022, 616 So. Michigan Boulevard, Chicago

MEET THE
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SPECIAL RELEASE

O]<E‘)\/ Records

o I T T

TIMELY NUMBERS |

On Sale as soon as received

4089 ALEXANDRIA—Fox Trot. ... .. Harry Raderman’s Jazz Orchestra
10-in. ¢ MAKE THAT TROMBONE LAUGH—Fox Trot............
$1.00 | e e Harry Raderman’s Jazz Orchestra
4090 VENETIAN MOON—Fox Trot........ Rega Dance Orchestra
IO-in. o

$1.00 | OH! BY JINGO—One Step................ Rega Dance Orchestra

4091 { YOU’'RE A MILLION MILES FROM NOWHERE—Tenor. . ..

0 e e b R R T B s o ma v s e s o0 = 22a3 Wio o Carroll Shannon
$1.00 L WHEN THE HARVEST MOON IS SHINING—Vocal. .. . Sterling Trio
4092 ROSE OF WASHINGTON SQUARE—Fox Trot. Rega Dance Orchestra

10-in.
$1.00 | SONG OF OMAR—Fox Trot....Harry Raderman’s Jazz Orchestra

DON'T WAIT—ORDER FROM YOUR JOBBER TODAY

You will at once recognize the demand for the selections listed

above. ‘‘Venetian Moon'’ is without a doubt the current instrumental
“hit” and ““You're a Million Miles from Nowhere'’ is the favorite vocal
selection. ‘‘Alexandria,”’ the fox trot sensation from ““Aphrodite’” and

“Rose of Washington Square,”” the leading success of ‘‘Ziegfeld's Mid-
night Frolic,”” are being extensively played, advertised and featured—
we pick them as numbers justifying special release.

General Phonograph Corporation

OTTO HEINEMAN, President
25 West 45th Street, New York, N. Y.

Factories : Newark, N. J., Elyria, Ohio, Putnam, Conn., Springfield, Mass., Kitchener, Ont.
BRANCHES : CHICAGO SAN FRANCISCO TORONTO, CAN.
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'. The Ted Lewis Jazz Band makes its first
laughing trombone record this
“When My Baby Smiles at Me” is a fox-trot
that will fill your till.

A-2908.

Columbia Graphophone Co.
NEW YORK

month.
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are daily making the effort to succeed, how
many of them are really in dead earnest? How
few ever attain to a more than ordinary height?
And why? Ask the proprietors of the com-
panies that employ them. Ask for the record
of sales that have been made by the failures.
The answer can be noted in a few minutes. The
sales fell short of the requirements and the
salesman was satisfied with the effort made.
To-day there is a manager of one store, who a
few years ago began the sale of talking ma-
chines. without very much, if any, knowledge
of the instrument itself. He made good, not
because it was any favor on the part of the
management, but just because he proved that he
had the ability to make sales, by making it his
business to learn all about his line and his busi-
ness. To-day he is mounting the ladder that
leads to larger success. In the past year he
made a new record for the company, and it is a
big company, too. But there was a determina-
tion to win and he is winning. Can you not
do as much? If not, look into your own self
and find the reason.

ANNUAL CONCERT A SUCCESS

Bripgeport, CoxN., May 5—The annual con-
cert and dance given recently by the fire de-
partment of the Columbia Graphophone Mfig.
Co. at the Casino attracted a big gathering of
friends of the members and proved a decided
artistic and financial success. The chief fea-
ture was the concert, which introduced to a
Bridgeport audience several artists making rec-
ords for the Columbia library. Among the ar-
tists on the program were the Murray Trio,
composed of Johnny Ruel, Ed. McGowan and
Pete Murray, who are all well known as en-
tertainers and song writers, having written
numerous selections which have achieved coun-
try-wide success. Miss Margaret Calvert proved
not only an excellent violinist; but a graceful
dancer. Other artists on the program were
“Bill” Steinke and Frank Kampline.

AEOLIAN CO. OPENS BRANCH IN FORDHAM SECTION

Elaborate Quarters Provided at 270 Fordham Road to Take Care of Growing Volume of Trade
in that Section of the City—Opening Marked by Elaborate Recitals

The new Fordham branch of the Aeolian Co.,
at 270 Fordham road, New York, was formally
opened on Wednesday, April 28, which import-
ant occasion was marked by elaborate recitals
on the opening day and on two days following.
Recitals were given both afternoon and evening.

The new Fordhami branch, which is in the
heart of that fast-growing district, is only a
short block from the Grand Concourse and direct-
ly opposite two new theatres now in course of
construction. It is under the management
of M. P. Stein, who takes charge of the
Fordham store in addition to the Bronx branch
of the Aeoclian Co. at 149th street, over which
he has presided as manager for some time.

The main floor of the store, which has a very

handsome plate-glass front, measures 25 x 100
feet. The second floor is 74 x 100 feet, and in
addition to housing several departments, con-
tains a commodious recital hall, seating 200.

The opening of the new Fordham branch pro-
vides the Aeolian Co. with added facilities for
covering the entire metropolitan district in a
thorough and direct manner. The Bronx branch
at 149th street, under the management of Mr.
Stein, has proven distinctly successful and the
service the company has thus rendered to its
patrons in that section of the city has been much
appreciated. The branch in Brooklyn has like-
wise proven successful, while Aeolian Hall
proper takes care of the retail business in Man-
hattan Borough.

MEMPHIS HOUSE WITH A HISTORY

Mewmepuis, TENN.,, May 6.—The Armstrong Fur-
niture Co., one of the big wholesale furniture
houses of the South aund of the country, for
that matter, has a history extending back eighty-
tive years to 1835, when the great-grandfather
of Owen Armstrong, the manager of the com-
pany’s wholesale Pathé department, started a
furniture factory at Rising Sun, Ind. Later the
business was at Lawrenceburg and afterwards
at Evansville. The first plant was the first steam
factory west of Ohio. The wholesale. branch
was opened in 1869 at Memphis, and this ulti-
mately became the headquarters of the busi-
ness. The company covers a very large section
of the South with general and special salesmen,
and they are all keenly enthusiastic regarding
the possibilities of the talking machine business.

_The company established its Pathé department

about four years ago. \Within the past year it
has been organized on an extensive basis, and
has actually increased 200 per cent.

GRAFONOLA PRICES CHANGED

Styles K-2 and L-2 to Be $225 and $275 After
the First of This Month

The general sales department of the Columbia
Graphophone Co. has announced a change in the
prices of the K-2 and L-2 Grafonolas, effective
on May 1, whereby the list price of the K-2
Grafonola will be $225 and the L-2 Grafonola
$275. The official announcement of these new
prices reads in part:

“Straight lines on Columbia Grafonolas make
it possible to sell them for use in every home,
regardless of the period furniture used in that
home. There are more straight lines in the
furnishing of a room than anything else, which
therefore enables the Columbia Grafonola to fit
in with decorations and furniture better than
any other type instrument on the market.

“We have the statement of experts in the
architecture of furniture for the above, and ex-
perience proves that our statement is correct.”

|
FOUNDED 1835

the South.

the right start.

STRONG FURNITURE CO.

A good start is half the game.

Our Superior Service, co-operation and jobbing experience enable us to give all dealers
Werite today for full information.

Distribulors

There are certain desirable localities still open for wide-awake Pathe dealers in

=

ARMSTRONG’S

Memphis, Tenn.

ARM
59 and 61 North Main Street
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Edison Message No. 71

A prominent newspaper advertising manager
of the East recently had the following to say about
Edison Interlocking Advertising:

~“ Advertising of the nature shown me to-
day is of the highest class and type. All pub-
lishers will be glad to get this advertising, as
it is elevating and educational to the com-
munity, and a credit to the publication in
which it appears.”

This is one of many endorsements Edison
Interlocking Advertising has received and justifies
the effort we apply to its preparation. The best
copy writers of our agency, whom we consider, by
the way, the ablest in the profession, and the fore-

most type and layout expert, co-operate In pre-
paring it.

We would be glad to have you use it. See
your jobber’s salesman on his next trip.

THOMAS A. EDISON, Inc.

ORANGE, N. J.
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How California Dealers are Increasing Talk-

ing Machine and Record Sales -
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By W. B. Stoddard
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Much advertising s done by a prominent
manufacturer to the effect that its records are
so natural that they cannot be distinguished
from the voice of the singer. People in the
smaller towns are apt to take such an announce-
mcnt with a grain of salt, so the Key Drug
Co., Riverside, Cal,, determined to give actual
proof. It secured Miss Marie Morrisey, con-
tralto, who sings for Thos. A. Edison, Inc., and
billed her for a concert at one of the local mov-
ing picture theatres. The concert was adver-
tised in the daily papers and by cards in the
company’s show window. Admission to this
concert was free, but in order to make it more
impressive, tickets were printed and given away
by the Key Drug Co., only those having tickets
being admitted. Miss Morrisey sang a number
of her most popular selections, and at the con-
clusion of each the record of that song was
rendered on an Edison phonograph placed on
the stage. So similar were the two that if one
closed his eyes he could not tell whether it was
the singer or the instrument. Needless to say
that this “showing the people” was more ef-
fective than reams of advertising. During the
concert a card at either side of the stage an-
nounced: “All of the songs rendered by Miss
Marie Morrisey can be secured in record form
at the Key Drug Co. Step in when you pass
that way and hear any of these, and other songs
rendered by this popular singer—as well as
hundreds of other popular and classical selec-
tions, both vocal and instrumental.”

A side entrance to the store leads directly to
the phonograph department. This is in charge
of a young wonian who devotes her entire time
tc demonstrating the instruments and taking
orders for records. Just inside the door stands
a phonograph which is kept in constant action,
the music floating out upon the air causing many
to stop and listen. On either side of the door
are long, narrow glass cases, in each of which
is a pole with a series of hooks, upon which are
hung a number of the late records. These rec-
ords catch the eye of the people who stop to
listen to the music, and frequently bring to
mind the one which they desire to buy.

Orchestra Concerts in a Store

An excellent manner of securing the trade
of the music loving people of San Diego, Cal,
was recently adopted by The Bledsoe Co. Hav-

ing a large and beautifully furnished salesroom,
which was not in use in the evening, the com-
pany offered its use on every Monday evening
to the San Diego Conservatory Orchestra.
Neatly engraved cards of invitation to all its

patrons were then sent out as follows:
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WE KNOW YOU ARE A LOVER OF MUSIC

Therefore, we cordially invite you to enjoy a re-
hearsal of the San Diego Conservatory Orchestra in
our large music room every Monday evening. This
orchestra is composed of talented young musicians
under the direction of the well-known local orches-
tra leader, Chesley Mills.

An evening of splendid entertainment is always
enjoyed by those who attend. No admission is

charged. Seats for all. A
THEe BrLepsoe Co.
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In order to encourage local tafent, the com-

pany had several records made of selections
rendered by this orchestra, and after the con-
cert a number of these were rendered by the
Victrola. \With the evening’s entertainment
fresh in mind, and with a feeling of local pride,
a considerable number of these records were
sold. No attempt was made to urge people to
purchase either talking machines or records, but
several of the instruments were placed at con-
venient intervals and during the intermission
there were usually several demonstrations made,
resulting in the sale of a number of the late rec-
ords. The Bledsoe Co. catered not only to the
established trade but to prospective customers
as well, its regular talking machine and récord
ad bearing, in a small box, an announcement of
the orchestra rehearsals, and a cordial invita-
tion to all music lovers to attend them.
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NEW MANAGER IN LEWISTON, ME.

Ira J. Nay, Jr.,, has bheen appointed manager
of the piano and talking machine department
cperated by the Atherton Furniture Co., in
Lewiston, Me. Mr. Nay has had wide experi-
ence in the trade and was manager of branch
stores for M. Steinert & Sons Co., Boston.

The board of directors of the Columbia
Graphophone Mfg. Co., at a meeting held April
19, declared a quarterly dividend of $2 in cash
on each share of, the outstanding preferred
stock of the company, payable May 1 to stock-
holders of record on April 24

Poetry Booms Sale of Phonograph Record

A merry little jingle sticks in the mind of the
rcader long after a logical, sober prose ad has
slipped from memory, and it was doubtless with
this in view that the Grey-Maw Music Co., Inc,
San Diego, ran for its newspaper announcemernt
a catchy verse surmounted with a cut of a Pathé
rooster. In the verse, which limps a little at
times, it must be confessed, not only popular but
classical music is advertised:
i e T

The Pathé rooster keeps on crowing,
So well he might, he’s steadily growing.
Whenever you wish him to entertain
Just call upon him, ’tis net in vain.
Collins and Harlan, or Campbell and Burr
Can always be counted to serve you, sir!
Or Rudolph Ganz in Rachmaninoff’s Prelude
Can help to fill in an interlude.
No needles to buy, no needles to change,
No damaged records to exchange.
If you buy a Pathé you'll make no mistake,
It plays any record no matter what make.
GRAY-MAW
Music Co., INc.
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This company also makes quite a specialty of
portable talking machines for camping trips,
shiowing in its window several in handsome
leather carrying cases, with a card:

IS TN AT G I
MUSIC IN THE WOODS!

Never dogs music sound so sweet as in the silent
depths of the forest, or across the rippling waters of
the bay or stream. Take a phonograph with you on
that camping trip. Drop in and see our handsome
carrying cases; and look over our stock of melodies,
old and new.
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