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Victrola

REG. U.S. PAT. OFF.

—

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

“HIS MASTERS VOICE”™

REGC. U.S. PAT. OFF.

Victor Talking Machine Company, Camrden, N.J.

Entered sa sccond-class matter May 2, 1905, st the post office st New York, N. Y.,

ander the sct of Comgross of March 3, 1879,
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THE SONORA STORE

A National Institution

Throughout the great cities of this country the best
music stores are rapidly becoming Sonora Stores.

The “Sonora Store’ has become a national institution
—one of the landmarks of retail business.

Without universal recognition of Sonora Quality—
Sonora Leadership—Sonora Profit—this result could never
have happened.

For 1t has been the more substantial Dealers, and the
Dealers most closely in touch with the publlc whose com-
bined efforts have made “Sonora Store’ syvnonymous with
leadership wherever you go.

Equipped with the highest class talking machine in the
world—d eveloped in the most attractive and popular
models, the prestige of years of National Advertising—and
a Dealer Service of real daily benefit—Sonora Dealers have
the very finest proposition in the Phonograph Industry.
Hence their success.

Write for information—today

SONORA PHONOGRAPH COMPANY, Inc.

GEORGE E. BRIGHTSON, President

New York: 279 Broadway
Canadian Distributors: I. Montagnes & Co., Toronto

Two New Sonora
Phonographs

of wonderful value

iy

The Intermezzo

$175
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“TALKER” INTERESTS INVENTORS

Articles Appearing in Scientific Magazines Indi-
cate That Inventors and Theorists Are Watch-
ing the Talking Machine Trend These Days

That young inventors and persons with an
original trend of thought are morc and more
considering the development of the talking ma-
chine as a field for their activities is evidenced
from the number of new ideas both practical
and fantastic which are appearing in a number of
publications devoted to various branches of
science and invention.

In a recent issue of Science and Invention
there appeared no less than seven articles deal-
ing with the talking machine. One article deals
with a recordless talking machine, on which
selected selections may be played by pressing a
series of electrical butions, which make contact
with a central exchange, similar to the telephone
exchange. At the exchange there are hundreds
oi miniature records clectrically connected and
any number of people can listen in.

Aunother article deals with a novel talking ma-
chine cabinet which was presented to E. C.
Morse as a surprise by the joiner shop in his
shipyard. Dr. Harry A. Knauss, inventor of a
metal phonograph record, describes his inven-
tion and other articles deal with a home-made
electric talking machine and a patented appa-
ratus for recording and reproducing sound.

A lengthy article entitled "A Scientist’'s Dream
of Future Movics” describes a motion picture
theatre which is equipped with various electrical
switches at the scats. Several different photo-
plays are flashed on the sereen simultaneously
and spectators can view either picture by simply
pressing a button. This also has the effect of
providing synchronized taiking machine nusic
for the picture which the spectator desires to
see. The music is heard through an apparatus
similar to a telephone receiver which fits over
the head. Verily. the world does inove!

JONES CO. OPENS IN GRAND ISLAND

Graxp Israxp, Nem, January 7.—The Jones
Music Co. has receatly opcned a new music
store at this point, carrying a complete line of
Brunswick phonographs and records, and also the
leading lines of pianos and sheet music. Mr.
Jones is very well known throughout the Middle
West, having formerly been connected with the
Gaston Music Co. as manager of its Grand
Island branch. He was connected in this capacity
for a good many years, and has proved himself a
real live musical merchandise man.

Mr. Jones has one of the finest music houses
in Grand Island, and anticipates a wonderful
amount of business from this new location. He
has working with him in the business his two
sons, who are both very aggressive salesmen.

NEW VICTOR SHOP IN JOHNSON CITY

Jorxsox City, N. Y., January 6—A new exclu-
sive Victor establishment, to be known as the
Musi¢c Shop, has been opencd at 237 Main street
here. This is one of the most attractive stores
in this vicinity. Complete modern_ equipment,
consisting of record demonstration booths and
record racks and a complete stock of Victrolas
and Victor records, has been installed.

THE BRUNSWICK IN MOUNT VERNON

E. Brodbeck & Sons, the well-known music
dealers of Mount Vernon, N. Y, have securced
the representation of the Brunswick phonograph
and records in addition to their other lines for
the Mount Vernon territory.

The chroni¢ kicker has a bootless occupation.
Most generally he hasn't a leg to stand on.

GETTIN(i IDEAS THROUGH EMPLOYES

Merchant Forms Idea Club and Awards Prizes
to Employes Submitting Best Suggestions

There is great danger in every business cstab-
lishment of getting into a rut. The talking
machine business is no exception and when
the manager or head of the business depends
upon his own ideas exclusively and neglects to
weigh the opinions and suggestions of the mem-
Lers of his staff he is soon operating his busi-
ncss on a stereotyped basis and that vital cle-
ment which we know as originality is lost.

One merchant has overcome this danger by
instituting an “Idea Club,” of which all the
cmployes of the establishment are imembers.
Each employe is expected to submit a number
of ideas in written form e¢ach month to the
manager, the most practical of which are selected
by the hcad of the firm and then discussed in
a general meecting of the staff. Prizes are
awarded each month to the threc cinployes sub-
mitting the best suggestions. The success of the
innovation is evident from the fact that out
of thirty-five suggestions submitted twenty-one
were adopted and put into immediate practice.

NEW RAINBOW RECORD DISTRIBUTOR

Cabinet & Accessories Co. to Look After Whole-
sale Distribution of the Rainbow Records in
Rapidly Growing Metropolitan Territory

The Rodeheaver Record Co.. manufacturer of
the Rainbow records, with headquarters in New
York, announces the appointment of the Cabinet
& Accessories Co., Inc, 145 East Thirty-fourth
street, New York, as exciusive joober for Rain-
bow records in the metropolitan district, and all
orders from dealers will be handled through the
new distributor in the future.

A. J. Heath & Co., recently appointed Rain-
bow record distributors in the Philadelphia and
Baltimore territories, have done a substantial
business in those records during and since the
holiday scason, according to reports received at
the Rodchcaver Co. offices,

URGE PATENT OFFICE PAY RAISE

Victor Talking. Machine Co. and Edison Co.
Notify Congressmen of Their Desire for Ac-
tion on Patent Office Pay Raise Bill

The Vietor Talking Machine Co. and the Thos.
A. Edison Co. are actively engaged in the move
to stimulatc action on the bill providing for in-
creases in the pay of patent office employes. In
addition to a large delegation of patent attorneys
and business men from New York and New Jer-
sey which visited Washington to attend a con-
ference with New Jersey Congressmen for the
purpose of speeding up action on the bill, which
is in committee in the House of Representatives,
the Victor Talking Machine Co. and the Edisou
Co., as well as other business houses, sent letters
to the Congressmen strongly urgihig that action
be taken immediately.

CONCERTS AID SALES CAMPAIGN

George M. Burt Co. Inaugurates a Series of Con-
certs as Part of Its Sales Campaign

Expicorr, N. Y., Januvary 7.—The talking ma-
chine departinent of the George M. Burt Co.'s
store here has been making an effective sales
drive in the interests of Vietor, Edison and
Brunswick machines, which it handles. A series
of concerts and extensive advertising in the local
papers are proving of considerable value in in-
creasing sales. In addition to the talking ma-
chines an extensive stock of Victor, Brunswick
and Edison records has been installed for the
beneft of patrons.

Prlce Twenty-fwe Cents

AUTO OWNERS ARE GOOD PROSPECTS

Names of Automobile Owners in the Community
Can Be Secured From Local Garages

A live prospect list is one of the most impor-
tant adjuncts to a successful business; therefore
the talking machinc dealer should pay particular
attention to the formation of these lists and he
should be sure not to overlook any good tips.
Automobile owners now form a large part of
any community and as a rule this class of people
have the money to indulge their tastes in music.

Once way of getting the names of automobile
owners is through the local automobile agencies
and garages. Somc of these may be reluctant to
give out any information which they have, but
the dealer can overcome this by making a trade;
that is, by offering in rcturn for the desired in-
formation a selected kst of names which he
already possesses and which might make good
automobile prospects—with the understanding, of
course, that the matter be entirely confidential.

INGENIOUS ADVERTISING IDEA

Victor Dealer Gains Publicity and Stimulates
Caruso Record Sales by Furnishing Musical
Prologue to Moving Picture Show in His City

Ly~x, Mass,, January 2—Soime valuable adver-
tising was obtained recently by John Z. Kelley,
Victor dealer of this city, through an ingenious
publicity stunt. Mr. Kelley persuaded the man-
ager of the Waldorf Theatre in Lynn to allow
him to furnish a free "act” consisting of Caruso
records exclusively, to be used as a prologue
to the regular moving picture show. Permis-
sion was granted and when the curtain was
raised there appeared a room in the center of
which was a Victrola. On one side of the
stage was a sign bearing in letters large cnough
to be scen at the back of the theatre the an-
.ouncement “Mlemories of Caruso,” and beneath
this. in smaller lctters, the name of the dealer
who furnished the instrument. In the lobby of
the theatre was shown a large picture of Caruso.

The reception of this novelty was enthusiastic
and the sale of Caruso records was considerably
stunulated. The manager of the theatre, who
operates several of them, is trying to arrange
to have this same feature embodied as part of
the program in his other theatres.

MAKES RECORDS OF INDIAN MUSIC

Indian Songs and Chants of Seven Tribes Re-
corded by Native Singers for Miss Frances
Densmore, Who Is Doing Much Good Work

Rev Wing, Minn,, January 2.—A valuable and
interesting series of reeords of Indian war songs,
folk songs and chants has been made by Miss
Frances Dcnsmore here. Miss Densmore goes
among the various tribes, selects the best and
most typical musicians and persuades them to
sing into her talking inachine. The songs of
seven tribes of Indians living on reservations
have been gathered in this manner. These in-
clude songs of all phascs of their every-day life,
those used in treating the sick, dance songs, war
songs and Indian drum playing.

GOES AFTER TRADE AND GETS IT

Burcertstows, Pa., January 3.—"If Mahomet
won't go to the mountain the mountain will come
to Mahomet.” L. M. Lytton, of this city, be-
lieves in this proverb and is proving it every day
by taking a Granby on the rear of his Ford and
going out through the mud-roads to the mining
comununities. Mr, Lytton also believes in selling
the higher-priced Granby, and is now introducing
Granby consoles. He wastes no time in his
store, but puts his faith in the above gquoted
proverdb.

See second last page For Index of Articles of Interest in thls issue of The Worid
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Makmg Record BuYing Too Easy for the
Customer and S me of Its Obvious Dangers

L Lodt Ry |

A question that interests a number of talking
machine dealers is just how far to go and when
to stop in their cfforts to make record buying
easy for the customer and save him from the
confusion that results when he is handed the com-
plete catalog or a supplemnent and left to select
the records that he may feel desirous of buying.

The practice of having close at hand, cither
as the part of a supplement or a separate hanger,
a list of a dozen or more specially selected
records calculated to appeal to the average talk
ing machine owner is not a new onc and has
been found quite effective from the fact that the
selections are changed at intervals and after a
time give to the talking machine owner an in-
sight into practically all the good things in the
catalog.

The practice, too, of determining the particular
musical taste of the customer and putting before
him either by word of mouth or in printed form
the titles of a half dozen or a dozen records of
that particular type of music from which to make
his selections has also been used effectively and
is still a standby of many rectailers.

In the way of publicity, of course, it has been
found highly desirable to feature one or two
records at a time, changing the titles sufficiently
to cnable the prospective purchaser to becomne
acquainted with practically all the good things
in the list before the next supplement appears.
All these methods, of course, are uscd by the
majority of record dealers and may be termed
standard to the trade. In view of this fact,
therefore, there is brought to light at intervals
new ideas developed by various dealers for pre-
senting the new records and particularly standard
selections to talking machine owners in ways that
will appeal by their originality and at the same
time produce the desired results in the matter
of sales.

As has been said before, however, there is a
question as to just how far the dealer should or
can go in limiting the list ifrom which his cus-
tomer may select without cither killing all interest
in the main catalog or at least interiering with
the sale of the general line of records.

One retailer, for instanee, conccived the idea
of having a local musical authority of consider-
able reputation pass on theé new records each
month and select four or five of those which he

consicered to be the best aleng musical lines,
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pcrt'cctlou in recording, ctc. On the face of it
the idea secems to be a good one, giving the aver-
age purchaser the benefit of expert opinion to
guide him in selecting the new additions to his
record library. From another angle, however, as

has been pointed out by another retailer, the an-
nouncement that the musical authority considers
three or four records to be the cream of the list,
from both musical and mechanical standards, in-
timates that the balance of the records in the cur-
rent month’s list are below par. Meanwhile it
may be that the great majority of those who read

Too Much Concentra-
tion on Special Num-
bers Liable to Force
Main Record Catalog
in the Background

the announcements or have the expert opinion
brought to them some other way may not stop
to analyze the matter so carefully, but the think-
ing individual will naturally feel that after he has
listencd to or purchased thc sclected records the

balance of the list are mediocre. It is self-evident
that the average person is not enthusiastic over
buying a product that is not the best in his own
opinion and particularly one that is not the best
in the opinion of the expert in the cmploy of the
seller.

On the face of it the cmployment of an cxpert
to give to the record purchaser the benefit of his
mature and trained judgment regarding the offer-
ings on the current record lists represents a highly
commendable bit of service on the part of the
dealer. But the qguestion to be considered is just
how far it is liable to react and affect the sale
of records not among the chosen few.

On a straight merchandising basis all records
are deemecd to be well selected and salable and
are issued on that basis, For a musical expert

RI VAR 1 RFETw m R

to advise¢ his particutar friends, or to offer his
opinion to those who scek it, is as it should be.
For him to call attention to some of the special
features of the list as being worth while from
his viewpoint is also quite in order, but when he
publicly announces a half dozen records or less
as being far ahead of the rest of the list from every
angle, then there is danger of killing possible
sales of other records.

One has but to put himself in the position of
the purchaser of some other article of merchan-
dise. Say he is about to select a cravat from a
line of a hundred or more all offcred at the same
price. The salesinan doces not tell him that only
five of the eravats are worth while and far superior
to the rest. He sunply calls his attention to the
desirable features of the design and texture of
several of the line and lets him use his own judg-
ment regarding the rest.

The scrvices of a musical expert are highly de-
sirable in the talking machine store, for his advice
should prove of inestimable value to those who,
being more or less in the dark regarding music,
are somewhat at a loss about sclecting records
that will tend to improve their musical culture.
In offering such advice e can do it without re-
flecting upon other records.

To have him make definite selections from the
list, however, and advertise the fact secms to be
a good idca gone wrong.

HOSPE CO. ADDS BRUNSWICK LINE

Large Omaha Concern Adds Brunswick Line to
Its Extensive Stock of Talking Machines

OsaHa, NEg, January 7. The Brunswick line
was recently added to the talking miachine de-
partment of the A. Hospe Co. of this city. This
concern is onc of the oldest and largest musical
instrument houses in the Middle West, and for
the past twenty-five years. has been an exclusive
Victor dealer and until recently also a Victor
jobber.

This is quite an important addition to the list
of Brunswick dealers as the Hospe Co. will nat-
urally dispose of a great many phonographs and
records in the Omaha territory. Mr., Zitzman,
general manager of the Hospe Co., is very much
enthused over the latest acquisition to his talk-
ing machine dcpartment.

THE TALKING MACHINE S HELPMATE

EQUIPPED WITH

' rf/\rEa ALBUMS

RIGHT PRICES

INCREASED SALES

23-25 Lispenard St.

NYACCO RECORD ALBUMS for 19 22

MEAN:

SERVICE

Keep in mind our two factories and
order from nearest point.

It means a saving in transportation
to you.

NEW YORK

QUALITY
STRENGTH
DURABILITY

A. W. CHAMBERLAIN

New England Factory Reprecantative
26 Broad Si., Boston, Mass.

The Only Loose-Leaf Record
Album on the Market "

Quotations and Prices on Request.

New York Album & Card Co., Inc.

CHICAGO
415.417 S. Jeffe!'son St.
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Victor
Supremacy
1s lasting

It 1s built on the sohd foundation
of great things actually accomplished.

And the success of every dealer in
Victor products mcreases with every
new development of this wonderful
mstrument.

‘““Vietrola® is the Registered Trade-mark of the Victor Talking Machine Company
designating the products of this Company only.

Warningt The use of the word Viectrola upon or in the promotion or sale of any
other Talking Machine or Phonograph products is misleading and illegat.
Important Notice, Victor Records and Victor Machines are scientifically coordinated
and synchronized in the processes of manufacture, and should be
used together to secure a perfect reproduction.

Victor Wholesalers

Albany, N. Y..... .. Gately-Haire Co., Inc. Mitwaukee, Win, . ... Badger Talking Machine Co.
Allanta. Ga,,...... .Elyea Taiking Machine Co. | Minnenpolis, AMinn..Eeckwith, O'Neill Co.
l'hnlllps & Crew Piano Co. Mobile, Ala.........Wwm. H. Reynalds
Baltimore, Md...... Cohen & Hughes a Newurk, N. J....... Collings & Co.
:;L F.Dl'{‘o’cgbusgpsbmo; Inc |New Ilaven, Conn.. The (!:orton-(hllo-creamg
' le:nxh":":. dla. "E?_I:'"RD:::::';; Co. New Orleans. La....Philip Werlein, Ltd.
— mint s Thle cl:“:aslern Talking Machine | New York, N, ¥, gl:::;:\:ln n’{:li:mg Mach. Co.
i N
. The M. Steinert & Sons Co. gmli{:‘mh& Is)manln; c
Brookiya, N, ¥..... American Talking Mach, Co- Enickerbocker Talkmg ?{“
G. T. Williams Co., Ine chine Co., Inc.
Bufmio, N. Y.......Curtls N. Apdrews | Musical Instrument Sales Co.
Buffalo Talking Machine Co., New York Talking Mach. Co.
B ne. Ormelt
Burllugton, Vi...... Amcriean Phonograph Co - B Silas Pearsall Co.
ahonta ¥
gl"‘: te, “";'l: """"" g"‘m &B:m' kis............. .Okln(l:mma Talking Machine
icmgo, sisavese, on Q. ®
¢ Rudolph Wurlltzcr Co. Omahs. Nebr,,.,....Ross P. Curtice Co.
Chmago Talking Machine Co. Mickel Bros. Co.
Clnciannatl, O.......0hio Talking al'ach,mc Co. Peoria, .......... Putnam-Page Co.. inc.
The Rudolph “rhu," Co. Phliladeiphta, Pa...,).ouis Buehn Co. Ine.
Cleveinnd, O........The Cleveland Talking Ma- C. ). Heppe & Son.
chine Co. The George D). Oenstein Co.
The hclipse Musical Co. Penn_Phonograph Co., Inc.
Columbus, O........ The Perry B. Whitsit Co. The Talking Machine Co.
H. A. Weymann & Son, Inc.
Dallas, Tex,........Sanger Bros. Pittsl s W. F. Frederick Pi C
Deaver, Colo. ......The Knight-Camphell Music T R ec. '.\lcﬁorﬂ(":‘:;.. Ll(::i'to o
. Co. Standard Talking Mach., Co.
Den Molnes, ""“'“M‘f“d Bros. Co. Portlund., Me....... Cressey & Allen, Inc
Detrolt, n‘llel:.... ...Grm.ncll Bros. Portiund, Ore. . ... ., Sherman, Clay & Co.
Elmira. N. Y...... .Elmira Arms Co. fticbmond, \'a......’l‘l:e Cotlcy Co..
El Faso, Tex........ W. G. Walz Co. Kochenter, N. Y.....
flonolulu, T. M. ....Bergstrom Music Co., Ltd. salt Lake Clty, U gll:e J'ol:n tCllho“%C]érk Co,
o M: Sun Francisco, cnl crman, Clay &
flouston, Tex.......The Tes:(l:lng Machine Co. of Beiin. WAtk gg""‘"'" 8” g (C::.
= i Spokane, \\'nh ..... erman ay "
Indianspolie, Ind...Stewart Talkfnu M.u:h!nc Co. 8|I Loubs, Mo, ......Koerber-Brenner Music Co.
Jdacknonvllie, Fla....Florida Talking Machine Co.|St. Paul, Mian...... W, J. Dyer & Bro.
i Kanwas Clty, Mo....l. W. Jenkins Sons Music gﬁﬁ:" N, Y..... ,1\1’“ l%olﬁ\d%dr;mm% Siee s
0. By Sk K
The Schmelzer Co. . g
Loa Angelcs, Cal....Sherman, Clay & Co. Wiahington, D. CE""E" g,::?'g;:‘gom Co
Mempbis, Tenn.....0. K. Houck Piano Co. Rogers & Fischer

Victor Talking Machmme Co.

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

3
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Victrola VI, 335
Mahogany or oak

Victrola IX, $75
Mahogany or oak

Victrola No. 120, $275
Victeola No. 120, electric, $337.50
Mahogany or oak
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Victrola No. 300, $250
Mahogany or English Brown
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What Is a Live Prospect and How Much Is

He Really Worth to the De_aler‘p -

Li MOLL

What is a prospect and how much is he worth
to the dealer? That was the question recently
brought up at a mecting of talking machine
dealers and proved a greater problem than ap-
peared on the surface. One dcaler, for instance,
declared that he had practically 1,500 live pros-
pects on his cards and stated that they had only
cost him between $75 and $100, or a little over
5 cents apiece. Another said he had about 1,200
prospects and they had cost him something
over 10 cents apiece. Finally an old veteran in
the game declared that he had about 150 pros-
pects, that they had cost him over §1 apicce, and
were worth the money.

The difference between the various figures of-
fered by the dealers naturally brought forth some
quick questioning. It resolved itself into the
query, “What is a prospect? The old-timer,
who has been selling musical instruments for a
quarter of a century or more, practically settled
the matter when he gave as his defimition of a
prospect a person who, to the best of the dealer’s
kaowledge and belief, is going to buy a talk
ing machine and some records from that par-
ticular dealer. When it comes down to lists,
he declared, “I have lists of probably 3,000 names
and out of these 3,000 names I have one thou-
sand that may be considered in the sclected
class, and of that thousand there are at least
500 who are worth following up right now, but
when it comes down to prospects [ have only
about 150, bat these pcople are going to buy
from me within the ncxt few months. [ know
in most cases what they desire. what they want
to pay and how. I know their financial standing
10 be satisfactory and I am all ready to deliver
the goods when the opportune moment arrives.

UL IAT R SO T L SR LR
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Some are waiting for birthdays—some are going
to move into new homes-—some are waiting for
this event or that, but they know what they want
and I know what they want. and it is simply a
question of getting together. Those are what
I call prospects.

“A good list of several thousand names is not
to be sneczed at, because it gives the dealer
some basis upon which to work, but that list is
simply a directory of possible customers. A
careful weeding out will bring the list down to a

%ﬂlﬂ raRHIELRIE ATV G LS

How One Veteran
Salesman Differenti-

ates Between Lists

of Names and Lists
of Definite Prospects

AR RPN G EO N IRy S IIMIMIMIE

few hundred or a thousand names of those who
probably will buy talking machines some day,
and then the process of elimination is carried
out until we have the final list of those who have
committed themselves dcfinitely as to price,
terms and style, have agrecd that we have what
they want and are simply waiting. It may be a
few days or several months,

“When 1 was a younger man | worked for a

S UL LLRNISERAR I L TRCRIR L WG A AY

By G. H. Howe
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piano dealer, and finally one day ran across a
woman who said she had no piano, but hoped to
buy one some day in the future. [ came in very
cheerfully and reported to the dcaler that [ had
discovered a prospect. ‘\When will she be in
to buy? he said. ‘Oh, some time when she has
the money,’ was my answer. ‘In other words,
son, what you got is a name,” and I have never
mixed names and prospects since that time.

“l can best describe my idea this way: When
a man puts an advertisemcn! in a newspaper
the entire circulation of that newspaper repre-
sents his list. The answers to the advertise-
ment represent his selected list and those who
eventually get down to the closing point, or to
the point that promises a definite closing within
a reasonable time, arc his prospects. Perhaps
my idea may appcal more to the pessimist than
to the optimist, but at the same time it does
not raise false hopes and gives the dealer a bet-
ter and more certain working basis.”

ARTHUR HAMANN OPENS BUSINESS

Former Manager of Starck Piano Co. Returns to
Old Home in Sheboygan to Open Store

SHesovGax, Wis, January 2.—Arthur Hamann,
who for the past eighteen years has been man-
ager of the Starck Piano Co. in Chicago, has
returned to Sheboygan, his old home, to open a
talking machine business at 922 Michigan ave-
nue. Although Mr. Hamann will specialize in
talking machines he will eventually branch out
into the piano business. His plans include the
erection of a mmodern building on the site now
occupied by his present store.

N

of records”

JANUARY SALES

The large distribution of records over
the holidays makes this the one month
of the year to develop the ‘“home library
1dea among your customers.

This set of Peerless Classification
labels 1s designed to sell Peerless albums
In your store.

f . Every labeled Peerless album you sell
to-day paves the way for the sale of
twelve more records later on.

A set of Peerless album labels is fur-
nished free with each set of albums
lettered for Victrolas Nos. 80, 90 and 100.

Write for Our Reduced Prices

Peerless Album Company

Phil Ravis, Pres.

636-638 Broadway

Boston Representative
L. W. HOUGH, 20 Sudbury St.

San Francisco Representative

WALTER S. GRAY CO., 942 Market St.

Peerless albums are cov-
ered and bound with
Interlaken cloth.

New York City
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Victor supremacy points the
way to success for every music
retailer,

A

Victrola VIII, $50
Oak

Victrola 1X, $75
Mahogany or oak
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It marks the “path of least
resistance.’’
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*Vietrola'" is the Registered Trade-mark of the Victor Talking Machine Company
designating the products of this Company only.
Warning: The use of the word Victeola upon or in the promotion or sale of any
other Talking Machine or Phonograph products is misleading and illegal.
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Important Notice Victor Records and Victor Machines are scientifically co-oedinated
and synchrunized In the processes of manufacture, and should be
used together 10 secure a perfcet reproduction.
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5 Victor Talking Machine Co. A

Camden, N. J., U. S. A.
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Victrola No. 90, $125

Mabogany, cak or walnut
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Victrola No. 100, §150 Vietrola No. 110, $225 Victrola No 120, $275 Victrola No. 130, $350
Mabogany, cak or walnut Mabogany, oak or walput Victrola No. 120, electrle, $337.50 Vieteola No. 130, electric. 3415
Mahogany or oak Mahogany or oak
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I VIEWS RETROSPECTIVE AND PROSPECTIVE

E have turned over a new leaf—we have started a new chapter

—1922 is with us. It is a period for retrospective and prospec-
tive thought. \We have just witnessed the passing of one of the most
trying years in the history of the industry—a year in which every
manufacturer, distributor and merchant had to fight strenuously
to score any kind of accomplishment. This striving has brought with
it many evils consequent upon the unusually keen competition in the
price field, due to overproduction and overstocking. Indeed, the
closing months of the year witnessed a veritable orgy of price-
cutting in machines and selling on terms that can only be considered
unhealthy and dangerous to the stability and progress of the industry.

Such a condition should not be allowed to continue during the
vear 1922. It should be the aim of every business man to discard
those policies which work to the detriment of his business and the
industry as a whole. The talking machine industry has long
been recognized for its splendid trade practices—its adherence to
price-maintenance and the utilization of business methods that have
come in for no inconsiderable amount of commendation. A departure
from this high standard is to be deplored, and it is time that manu-
facturers, distributors and dealers arrived at a common understanding
that this price anarchy in the retail field should cease.

There must be a close line of demarcation drawn as to the kind -

of men who are entrusted with the retailing of talking machines. A
man has the right to be a free agent, but he has no right to endanger
the entire industry in his desire to make money at the expense of the
well-being of the entire trade. The situation in the retail field to-day
needs remedial action, and the question arises: What policy can best
be adopted to make the talking machine business better for 1922?
Are there weaknesses discoverable when we analyze the several poli-
cies and systems now in vogue? These and other queries.are timely
and worth considering by talking machine men everywhere.

There is something more in life than the mere acquisition of
money—there is honor and reputation. The dealer who desires to
build a business that will be enduring must have a definite selling
policy—one that will augment the reputation of his house for correct
business methods. It is not a time to inject any mcthods which
detract in any way from the stability of the trade. There is no good
reason why dealers should announce that a talking machine can be
purchased for so many cents a day, or no initial payment on a time

sale. Such publicity has the effect on the public mind of cheapening
the talking machine, and that is the very thing that men interested in
its future should avoid.

\Vhen e consider the wonderful strides made by the talking
machine musically and commereially within recent years it seems
criminal for any miember of the trade to indulge in practices that
cheapen this instrument and undermine the industry. To our mind
the public should not be encouraged in the belief that a talking
machine can be purchased in this way. It is much more advisable to
educate the public to a higher conception of trading ethies.

The Talking Machine \World has always preached and believed
that price-maintenance is the foundation upon which the security of
this industry rests. It believes that the trade should oppose strongly
the attempt on the part of any of its members to shatter this founda-
tion by indiscriminate price-cutting.

| NO ROOM FOR THE MAN WHO DRIFTS IN 1922

SOME members of the industry, both manufacturers and dealers,
have drifted into the new year without any fixed plans, and have
simply waited for developnients, hoping for the best. Others have

entered the new year with a comprehensive program elastic enough

to meet any conditions, but sufficiently firm to permit of development
and the carrying out of definite plans calculated to bring in the maxi-
mum amount of the business available.

During some of the past years in the trade the drifter has man-
aged to get along without any great difficulty because there was
more business than all the dealers combined could take care of, and
he naturally got a substantial share simply through accident. The
dealer who drifts along to-day, however, and has not developed.a
definite advertising and selling campaign is putting an awful burden
on Lady Luck.

We have found retailers who have talked a good deal.but have
not had one concrete idea regarding special exploitation pl:ms for
the year; meanwhile thcy dwell upon the things they are going to do
when “the time is right.” On the other hand, we have :riin across
dealers who have mapped out regular advertising campaigns; have
arranged for concerts and recitals; have surveyed new fields which
they hope to conquer and, altogether, are in a position to give an out-
line of what their activitics are going to be for every month of the
year.

It may be that conditions will cause a switch in the prograim,
cither in the matter of curtailment or expansion, but at least there is
a definite foundation upon which the dealer may work. He is not
spending his money for exploitation work in spurts, but has a fixed
schedule, knows what it is going to cost him each month and realizes
how much business he will have to do to cover that cost, in addition
to his other overhead. It is simply a necessary factor in conductihg
all modern business, whether in selling talking machines or carpets.
No merchant, can simply drift along. He must have his trade com-
pass ‘aiid' his- business charts and be prepared to steer a straight
course.

] THE TREND IN CABINET DESIGNING

THE putting on the market in recent years of many new styles of
talking machine cabinets, including those known as period styles,
and particularly the various console models, has naturally encour-
aged the seckers after new business to endeavor to evolve case de-
signs which would have a strong appeal through their distinctiveness,

For years the trade, and public for that matter, were satisfied
with the ordinary upright type of talking machine. Everyone knew
what it looked like and recognized it in the home. Eventually it was
felt that distinctive designs would make an appeal to those who,
although in a position to spend substantial sums for talking machines,
found that though they could buy more elaborate cabinéts of an
accepted design they could not secure anything that was really ex-
¢clusive and emphasized the fact.

Then came the craze for something different—something that
was a talking -machme and yet was not a talking machine so far as
appearances went, with the result that the console models and the
other new styles that have become familiar to the trade were evolved.

It 1s now maintained, however, that, in the effort to get away
from sameness in cabinet design, the pendulum has been swung too
far in the other direction, and we are now faced with the danger of
seeing a number of freak styles offered to the public. In fact, there
already have been evidences of a tendency in this direction.
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It is very likely that a variety of styles of talking machine
cabinets is to be desired in order that all tastes may be satished, but
it is a-grave question whether the talking machine revealed by the
opening of a desk or the moving of a shelf of books, or the sliding
of a wall panel, is calculated to help trade development.

There 1s a wide difference between the artistic and the freak
styles. There are so many opportunitics for casing the talking
machine mechanism so that the result will be distinctive and artistic,
while still remaining a talking machine, that there seems to be no real
reason to resort to camouflage. It is much better for the industry to
offer something that is recognized as a talking machine, although
beautifully and expensively cased, than it is to offer some article of
furniture or equipment that unexpectedly tums into a talking
machine.

Bitter medicine is sugar-coated in order to fool children and
placate elders, but the talking machine of to-day is too well known
and too widely appreciated to require this coating of camouflage. It
is all right to have it different, but at least have it sensible and artistic.

MUSICAL EDUCATION BY MEANS OF RADIO ]

HE transmitting of talking machine music by radio has become

so prominent and so universal within the past few months that
the stories of such events have been crowded off the front pages of
the newspapers and are now handled as ordinary events, but the open-
ing of this new ficld for the exploitation of the talking machine is a
matter that is of general interest to the trade, for it all means pub-
licity and publicity means business.

The Westinghouse Co. has been for some time past holding
a series of nightly radio concerts from its sending stations in Newark,
N. J.; Pittsburgh, Pa, and other cities, covering a radius of prac-
tically a thousand miles and interesting many thousands of amateurs
and radio enthusiasts and their friends.

The sending of music by radio may be considered in the nature
of a novelty and without any great value, but the fact that the talking
machine has been so closely associated with such work at the outset
is a matter of congratulation.

THE NEEDS OF THE PATENT OFFICE

[L'OR a number of years there has been a persistent demand for
. Congressional attention to the needs of the United States Patent
Office, but the demand has been neglected to such a degree that a
situation has developed that represents a real menace to the business
life of the country. Two years ago, for instance, the Patent Office
was 15,000 applications in arrears, and to-day, according to the
Commissioner of Patents, it is 56,000 applications in arrears. These
figures offer convincing proof of the seriousness of the situation.
The efficient handling of the business at the Patent Office is a
most important matter, for both the development or the ruination
of a business may depend upon the decision of the Patent Ofiice
regarding the strength of patents under which it operates. There
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i1s no question but that the revival of business is hindered to
material extent as a result of this situation, for, of the thousan
of patents being handled, there are unquestionably many that, p
into force, would mean the establishment of new industrie e
employment of many new workers and a material increase in the
business activity of the country

Expert examiners in the Patent Oifice are paid only from $1,500
to $2,700, ridiculously small salaries in the face of existing conditions
and the work the nen are called upon to perform. The result i
that skilled examiners are resigning from the Patent Office service
and finding more profitable employment elsewhere.

In view of the situation, which is now so generally recognized, it
would seem that members of the music industry, as well as business
men generally, should support strongly the bill now before Congres
providing for fair increases in the salaries of Patent Office employes.
The fact that the bill provides for an increase of $5 in the patent fee
(from $35 to $40) should not serve to weigh against the great relief
that the passage of the bill may be expected to afford to industry
as a whole.

e

AIDING SELLING ABILITY OF RETAILERS ]

HEN the word school is mentioned in connection with busi-

ness there is, naturally, a feeling that it is intended for the
instruction of the amateur—the man who is seeking to break into the
field. It has been demonstrated most impressively, however,
during the past couple of years that the veteran salesman and dealer
is in a position to gain quite as much from a course in salesmanship
as is the beginner and, in fact, 10 gain more, because he has been
drilled in the fundamentals of the business and can profit the
greatest from the suggestions offered in the selling course.

The Victor Red Seal School is perhaps an outstanding example
in this trade, for not only has it served to add immeasurably to
the selling ability of retailers, but it has offered instruction that has
proven profitable to leading wholesalers—men who have been in
business almost from the time of its inception. Other salesmanship
courses and classes have been conducted by various manufacturers
and wholesalers, with excellent results in every case, where the
instruction is based upon actual experience, and where the classes
provide for an interchange of ideas. The individual is handicapped,
indeed, who cannot secure from that mass of practical information
ideas that can be introduced immediately and advantageously into
his own business.

Many of the general salesmanship courses represent simply
a mass of theory which depends upon the natural intelligence of
the student to put into practical use; but in this industry, at least,
the selling instruction has been practical and has, without doubt,
proven a tremendous factor in not only keeping the business going
as well as it has during the past few months, but it has helped to
give many retailers handling talking machines a proper conception of
the importance and dignity of the industry.

| except-iena_l
| Service s |

NEW TELEPHONE NUMBER
FITZROY 3271—3272—3273

VICTOR SUPREMACY

meant much to the Victor retailer during the past year—par-
ticularly the retailer who was exclusively Victor.

We believe that the Supremacy of Victor merchandise, plus the
wholehearted efforts of the retailer, will make 1922 the biggest
and best Victor year.

To this end we extend our services.

ORMES, Inc.

15 West 37th Street

Wholesale Exclusively

New York
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“Say It With Music,” one of the most popular
songs of the past scason, suggested to the Ru.
dolph Wurlitzer Co. store in St. Louis, Mo, the
idea for a Valentine Music Campaign, which
proved very successful as a sales maker,
Through the papers a special Valentine ¢oncert
was announced, scheduled to take place a week
before St. Valentine’s Day. To all of the com-
pany's patrons who had purchased machines o
records during the past year special invitations
were issucd. These were heart-shaped, red in
cotor and bore the invitation in gold letters on
the first page. Inside was the program: “Little
Gray House in the West,” Gluck; “Last Rose of
Summer,” Tetrazzini; “Sunshine of Your Smile,”
McCormack; “Call Me Thine Own,” Garrison;
“Mighty Lak a Rose,” Farrar and Kreisler;
“Roscs of Picardy,” McCormack; "A Dream.”
Caruso: “Kiss Me Again” Garrison; “For You
Alone,” Caruso; "\When You Look in the Heart
of a Rose,” McCormack.

The newspaper invitation was a double-column
ad, with a border simutating a lace paper valen-
tinc, and after extending an invitation to the
concert, the date and hout being mentioned, the ad
concluded: “Real Love Messages of All Sweet-
hearts—Victor L.ove Records in Valentine En-
velopes. Come and hear these tender songs
by the world's greatest artists and then pick
out one or more of them and let them be your
valentine. Say it with music.”

The concert lasted an hour, with an intermis-
sion of twenty minutes, during which the opera-
tion of the machine was explained, spec¢ial re-
quest records played and any questions an-

swered. No one was asked or cxpected to buy,
but many were anxious to avail themselves of

SEND FOR YOUR

CRCTISL LT e T

AT T TR 30 ST T T
the opportunity, especially after hearing some of
the concert records played. Particular interest
centered in the valentine records, which were
displayed on a table in a bower of red and white,
set off with a number of hearts and darts. All
of the records played at the concert, and fully
a hundred other ballads, ancient and modern,
were included in the list. Each was enclosed
in a stout manila envelope, with lines for the
address of the recipient, and in the comer a

fat Cupid and the littlc verse:

1 wish you'd be my Valentine, [ haven't words to say Rt:
I'm sending you this record, so put it on and play it.

The window that complemnented the other
publicity features showed an outline heart six
feet high, the wire frame being completely cov-
ered with red paper roses. Inside the heart was
a Victrola, and red ribbons ran from it to a
number of records sct in racks down close to the
glass. Each record had a red hecart pasted 1o
the center, on which in black letters was the
name of the selection, and all of them werce
records to be played at the Valentine concert.
A card set on an easel and bordered with red
hearts extended a cordial invition to the general
public to attend the concert.

" Catering 1o the American Legion

The glorious American Legion is an organiza-
tion that will have to be reckoned with from
now on. Its numbers are increasing daily. as
more and more of the boys join, and it witl pay
dcalers to make an occasional special appeal to
its members. Of course. the most advantageous
time to do this is when there is a district or
State meeting and large numbers of them are
gathcred together. Such a plan was adopted
during the national gathering at Kansas City last
Fall, In order to make a more forcible appeal.

‘SAMPLE TO-DAY

WIS MASTER'S VOICE"

Alc UBPaT. 9

My. Victor Retailer— -

Would you spend 15c to bring a customer into your store
and keep your name constantly before a Victrola owner?

We’ll say you will! That

is why we will send you a free

sample on request of our Advertising Sales-Building-Record

Brush.

YOUR ad inserted without extra charge.

KNICKERBOCKER TALKING MACHINE CoO.

Vietor Wholesalers

138 West 124th St.

New York City
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Developing a Valentine Music Campaign and
S'BUllding Means :: = By W. B. Stoddard

§ i Iy SHER R TRTON)
instead of individual advertising, all of the lead-
ing music dealers joined together in a full-page
co-operative ad:

ol e gl L R kil L

g BOYS OF THE AMERICAN LEGION
Here's the best thing you've seen or heard since
sight of the Stalue of Liberty.

firse rnuf‘ht
. drop into any of these dugouts and

F e B W

CIR RN T T,

hear the new Legion song, *“Hurrah, American
. 1] » )
{ Legion! It’s a whiz bang! 1
4 i iecd TEETTT 2 B TS Rt [ & 51 M GTI umlnll’lﬂ'l"x.""Ii'll‘“.

Then followed the list of firms: Paul Talk-
ing Machine Shop, J. W. Jenkins Sons' Music
Co., Eddie Kuhn Song Shop and S. S. Kresge
Co. Of course, any other desired records could
be substituted for the one advertised here.
Hamburger Gives Wireless Concerts

Hamburger's, L.os Angeles. Cal, recently in-
troduced a distinct novelty in the way of increas-
ing the sales of its phonograph department. A
short time ago wireless operators, both amateurs
and professionals, were surprised to get the fol-
lowing announcement through their rcceivers:
“This is experimental station 6XAK speaking,
Hamburger’'s wireless station, located on the roof
of the store. Commencing to-day and continu-
ing for an indefinite period there will be varions
concerts and other announcements. We will
now have a sclection from the phonograph.”
Then followed one of the latest records and
thousands of radio opcrators—there are 10,000
withmn reach of the instrument—listened in while
Hamburger's gave a ¢oncert lasting from 4 to §
p. m. Announcement of the new service was
made in the papers, with the statement that in
addition to the afternoon concerts the store will
give concerts on Monday, \Wednesday and Sat-
urday nights, from 8 to 9 o'clock. and will later
establish a service between 8 and 9 o'clock in
the morning.

Linking Up With the Concert Artists

Now that so many of the world’s most fainous
artists are making records for talking machines,
it is very casy to tic up their names with the
records, Comparatively few can hear the origi-
nal artist, even when he appears in the ¢ity, but
everyone who possesses a talking machine ¢an
hear his music. This was the argument ad-
vanced by the Powers Co. Portland. Ore., at
the time of the recent appearance in the city of
Jascha Heifetz, the brilliant young violinist. At
the time of his appearance this concern ar-
ranged a window fitted up as a sun parlor, with
wicker farniture and cretonne draperies in maroon
and black. The entire background was given
over to a bust painting of Heifetz of heroi¢ size
—six feet square. At one side was a talking
machine and on a long, low mound, draped
with maroon silk, were shown a number of his
records. A card advised: “Hear Jascha Heifetz,
the wonder vioilnist. and then come down and
make a selection of his records, so that you can
continue to enjoy his mmsic regularly until he
comes again.”

NEW GRANBY DISTRIBUTORS

Hicn Poixt, N. C. January 6.—The Granby
Phonograph Corp.. Norfolk, Va., has announced
that the Shipman Organ Co. of this city, has
taken on the Granby line in the South as dis-
tributors. V. J. Shipman, treasurer and vice-
president of the Shipman Organ Co., recently
spent a few days at the factory of the Granby
Phonograph Corp. at Newport News. Va, and
consummated the deal, Through the large busi-
uess in organs which this company does through
the South. it is well known to practically every
music dealer, and it is expected that this new
connection will greatly increase Granhy prestige
throughout the Southern States.

The good will of customers is the greatest
asset a merchant can have. Without it he is in
danger of going on the rocks.
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Clip out, pin to your business
letterhead and mail to
The Globe-Wernicke Co., Cincinnati, Ohio:

Please send me information on
your cabinet which will interest the
people steadily buying records of
me. This without obligation. ¢y,

A coupon that opens new profits to you—
When people accumulate books they buy

extra bookcases. Today the very same people

are looking for something to keep their surplus

phonograph records in, records bought steadily

| for the past two years. You should be equipped

to flll thls ever-growing demand.

The popular console machines hold about eighty records.
Think how quick a family assembles eighty records!

Brown Disc Record Cabinets made by The Globe-Wernicke

Company will fill this need in thousands of homes. Their con-
struction is completely unique. Like all Globe-Wernicke
products, they are “built to endure.”

Nowhere can be found such
an adequate method for filing
records. The Brown Disc Record
Cabinet is very simple, but tre-
mendously serviceable. The
mechanical features form real
selling points. You will find both
men and women appreciate
them.

Brown Disc Record Cabinets come
in varying sizes, from two to twelve
drawers. They are finished to match
any talking machine. As a neat, use-
ful piece of furniture they can find a
place in any home. Some with bevelled
edges permit of a small machine fit-
ting into the cabinet.

Clip out the coupon above. It will bring you details of a plan that
means extra profits for you. Such a cabinet is marketable NOW.

Makers of Sectional Bookcases, Filing Cabinels in Wood and Sicel, Office Furniture,
Steel Safes. Stationers’ Supplies, Filing Cabinet Supplies and Disc Record Cabinets

Jhe GlobeWernicke Co.

CINCINNATI

Winter is the time when folks
buy records. You can sell
them cabinels, loo, if vou'll try.
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COLUMBIA PRIZE-WINNERS

Harry R. Lamoreaux Wins First Prize in Co-
lumbia Dealers’ Advertising Contest

The judges in the dealers’ advertising contest
sponsored by the Columbia Graphophone Co.
annouticed their decision recently and the win-
ner of the first prize was Harry R. Lamorcux,
Columbia dcaler at Cherokee, la. Hundreds of
advertisements were received by the judges and
Columbia decalers in all parts of the country
participated in this unique advertising idca. The
contest started on November | and finished on
December |, and the only provision was to the
effect that all advertisements entered in the con-
test must be devoted exclusively to Columbia
products and carry the Columbia trade-mark.

Mr. Lamorcux, 7in the winning advertisement,
offered the farmers 40 cents a bushel for their
corn. t0 be applied as payment for a Grafonola.
Mr. Lamorcux offered to deliver the Grafonola
by truck and cart away the corn with the samne
truck. As winner of the first prize this enter-
prising dealer will reccive free advertising in his
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local ng¢wspaper totaling six tuncs the space of
the winning advertisement, which was a full page.

The Hook Drug Co. Indianapolis, Ind., was
the winner of the second prize, which consisted
of frce advertising space totaling five times the
space of the winning advertisement. The Type-
writer Supply Co., Ft. Worth, Tex.,, won the
third prize, consisting of free advertising space
totaling four times the space of the winning ad-
vertisement, The Haverty Furniture Co., Hous-
ton, Tex.,, was the winner of the fourth prize,
which consisted of free advertising space totaling
three times the space of the winning advertisec-
ment. H. B. Vanosdall & Bro., Ashland, Q., was
the winner of the fifth prize, consisting of free
advertising space totaling twice the space of the
winning advertisement. The Farrar Furniture
Co., Bangor, Mec.,, was the winner of the sixth
prize. consisting of free advertising spacc total-
ing the same size as the winning advertisement,

Optunism is a fine thing, but it doesn’t count
for much without a little hustle behind it. Pessi-
mism and laziness often travel together hand in
hand, and they're going down hill all the time.
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Here are the Tanepen
diaplay box and the dis+
play cards supplied free
of charge to dealers.

Join the Army
of TONEPEN Dealers

A large number of dealers are now selling TONEPENS
because they are better than ordinary phonograph needles.
A TONEPEN plays loud, soft and medium. Our TONE-
PEN is good for at least one hundred records without remov-

ing it from the reproducer.

As soon as a prospect hears the results obtained with the
marvelous TONEPEN he buys a set of three for fifteen cents

—the retail price.

Display Cases and Cards

Every dealer who orders a gross of
TONEPENS rcceives free of charge
the TONEPEN display box and four
of the attractive display cards shown
on this page.

Attractive Dealer Offer

TONEPENS arc sold at such a lib-
eral discount to the trade that it pays
to handle them.

Write today for our attractive dealer
offer. Let us send you a gross of
TONEPENS with the free display box
and the free display cards.

Fifty Sample Cards
FREE

With every initial order we give 50
cards of Tonepens FREE for distribu-
tion as samples,

TONEPENS are guaranteed. If
any dealer or user finds that TONE-
PENS do not live up to our claims we
will refund his money. No dealer runs
any risk in stocking up with TONE-
PENS.

THE TONEPEN CO.

217A Center Street

New York

January 15, 1922

PHONOGRAP

Made in Our
Watch OQil

DEPARTMENT

which for halt 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 not be without
Nyoll 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, or become rancid
Sportsmen find it best for guns because it prevents
rust.

NYOIL is put up im 1-02.. 3-0x. and 8-0z. Boitles
and in Quar and Galion Cans.
For Sale by all Talking Machine Supplics Dealers

WILLIAM F. NYE, New Bedford, Mass., U.S.A

YOI,

HOPE TO EFFECT A REORGANIZATION

Creditors of the Remington Phonograph Co.
Meet in Philadelphia—Disposition Manifested
to Effect Reorganization of Business

PuiLapeLriia, Pa., January 3.—At a mecting of
the stockholders of the Remington Phonograph
Co., held at the Continental Hotel, this city, dur-
ing the past month, a committce of five of the
most active stockholders was sclected with in-
structions to make all the necessary investiga-
tion relative to the advisability of continuing the
business and report back to a full meeting to be
held some time during this month. The mect-
ing was attended by more than 400 stockholders.
Addresses were made by Louis Jersawit, receiver
in cquity; James S. Holmes, vice-president; B.
H. Stern, attorney, and P. E. Remington, presi-
dent. A gencral disposition was manifested to
cifect a reorganization with as little delay as
possible.

VOCALION DISTRIBUTORS ACTIVE

Both in Detroit and Cleveland Territorics Many
New Dealers Have Been Appointed

Oscar W. Ray, hcad of the wholesale Vocalion
record department of the Acolian Co., returned
recently from a trip through the Middle West
in the course of which he visited the Lind &
Marks Co., Vocalion distributors in Detroit, as
well as the Vocalion Co. of Ohio, distributors in
Cleveland. Mr. Ray was enthusiastic over the
progress being made in both territorics.

The Vocalion Co. of Ohio. which is among the
newer distributors, has provided commodious
and elaborate quarters for handling the Vocalion
line, including over 4,000 square feet of store-
room space. The company has alrcady estab-
lished seventeen new dealers for the Vocalion in
Cleveland and vicinity.

ABOUT A CERTAIN SALESMAN

Two business men were talking about a
salesman who had madc a record.

“Yes,” said one, “hc has made big sales this
year, but I wonder how long he can continuc
doing the work”™

“Why?"

“Because he makes pecople buy instead of
mmaking them want to buy.”

In that last scntence is a whole book of wis-
dom for every salesman.

Every salesman should ask himself: “Am I
making them buy my goods or am I making
them want to buy my goods?”

It is one thing to cram goods down the throat
of the customer. It is another thing to handle
him so that he will reach’ for the goods him-
sclf, says the Treasure Chest.
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NEW REGULATIONS REGARDING CLAIMS FOR TAX REFUNDS

Excess Payments Will Be Returned to Taxpayer Immedlately Under New Ruling Issucd by Inter-
nal Revenue Burecau—No Change in Rules Regarding the Taking of Inventories

-

Wasmingrox, D G, January S—New rcg,ula-

tions regardmg the proccdure to be followed by
the Internal Revenue Bureau in dealing with
claims for refund and abatement of Federal taxes
bave been issued by Commissioner David H.
Blair and will result, it is declared by officials of
the Burcau, in the more prompt adjustment of
such claims.
. Heretofore, when an overassessment or over-
payment was disclosed by the Bureau in audit-
Sng a tax return, the taxpayer was invited to file
a claim for the abatement of the overassessment
‘or the refund of the overpayment. Mhen re-
«ceived the claim was filed until reached in due
‘course for consideration, which often meant a
:Qelay of many months.

Hereafter taxpayers will not be advised of
their privilege of filing such claims, but instead
‘will receive a certificate of overassessinent and

check in correction of the error, or, if an as-
Sessment is outstanding against the taxpayer for
income or excess profits tax, the overpayment
will be applied against the assessment and any
balance remaining. immediately refunded. Al-
‘though it will no longer be necessary for tax-
:payers to file such claims when they themselves
Idiscover errors, they may continue to do so if
:\'hey wish.
it This action on the part of the Burcau is taken
:as a result of the inclusion in the new revenue
IIaw of a provision requiring the Government to
|pay interest upen claims for refund in an effort
ito reduce the amount which must be paid in
ithat way. This provision, according to business

men and tax experts, will dé more to bring the
‘\\ork of the Burcau up to date and bring about
.the prompt scttlement of claims than any other
‘method which has yet been devised for this pur-
;Pose.
¢ Instructions for taking inventories under the
jnew revenue law have been prepared by the

Lbureau of Internal Revenuc and transmitted to
collectors throughout the country.. Merchants,
manufacturers and business men generally, it is
pointed out, need experience no difficulty in tak-
ing their inventories for 1921, as no change has
been made in that section of the revenue law re-
lating to inventories.

Present Treasury regulations provide that in-
ventories must now be valued at “cost or mar-
ket, whichever is lower,” the Burecau explains.
Taxpayers were permitted, regardless of their
past practice, to adopt the “cost or market, which-
ever is lower” basis in taking their inventories
for 1920, but thercafter, the regulations provide,
changes can be inade only after permission is
obtained from thc Commissioner of Internal
Revenue. J
“In the case of a merchant,” it is pointed out,
cost’ means the invoice price less trade or other
discounts, excepting strictly cash discounts ap-
proximating a fair rate of interest, which may
be deducted or not at the option of the taxpayer,
provided a consistenit course is followed. To
the net invoice price should be added the cost
of transportation and other necessary charges in-
curred in acquiring -possession of the goods.

“In the case of a manufacturer ‘cost’ means the
cost of raw materials and supplies, expenditures
for labor and indirect costs incident to produe-
tion, including a reasonable proportion of man-
agement expenses, bhut not including any cost of
selling or securing return on capital.

“‘Market’ means the current bid price prevail-
ing at the date of the inventory for the particular
merchandise. The burden of proof as to the
correctness of the price rests upon the taxpayer
in each case. \Where no open market quotations
are available the taxpayer must use such evi-
dence of a fair market price at the dates nearcest
the inventory as may be available, such as spe-
cific transactions or compensation paid for can-

cellation of contracts or purchasc commitments
Where, because of abnormal conditions, the tax-
payer has rcgularly sold merchandise at prices
lower than the market bid price the inventory
may be valued at such prices. The correctness
of such prices will be determined by reference to
the actual sales of the taxpayer for a reasonable
period before and after the date of inventory.
Prices which vary materially from the actual
prices so ascertained will not be accepted as re-
flecting the market.

“The value of each item in the inventory may
be measured by cost or market, whichever is
lower. An entire stock may not be inventoried
at cost and also at market price, and the lower
of the two inventories used. Inventories on
whatever basis taken will be subject to investiga-
tion by the Commissioner of Internal Revenue,
and the taxpayer must satisfy the Commissioner
of -the correctness of the priccs adopted. He
must be prepared to show both the cost and the
market price of each article included in the in-
ventory.

“In the conduct of modern business it is of the
utmost importance that every business, large or
small, whether ¢orporation, partnership or indi-
vidual, shall maintain an exact record of receipts
and expenses. No special system of accounts is
prescribed by the Bureau of Internal Revenue,
but the books should show in detail inventories,
purchases, sales, capital investments, deprecia-
tion and similar items required in making up in-
come tax returns.”

Forms for the making of returns of 1921 in-
come will be available at an early date.

ROGERS & FISHER IN NEW HOME

Wasningron, D. C., January 2.—The firm of
Rogers & Fisher, local Victor wholesalers, is
now cstablished in its new home at 1219 | street,
Northwest. The structure is modern through-
out and one of the most attractive in the city.

The man who really "delivers the goods™
doesn’t have to knock at back doors.

¥

Main Wholesale Depot:
741 Missiomn Street, San Frincisco *

Branch Wholesale Depots:

444 So. Broadway, Los Angeles, California
45 Fourth St., Portland, Oregon
Oceanic Bldg.,; Cor. University and Post Sts.,
Seattle, Washington
L 427 West First Ave.,, Spokane, Washington

-

"

HIS MASTER'S VOICE

~

Victor Victrolas
Victor Records
Victor Accessories
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“ Fmerson ,°Records

always have been, and still are, predominantly
popular for dancing.

Each month the latest hits are carefully seiected
and recorded with the inimitable tone depth and
clarity that make Emerson dance records superior.

Ten Latest Fox Trot Releases

fTHE SHEIK., FoxX Trot ....cc0iutirnrurirerorronseernns Lanin's Roseland Orchestra
10480 KA LU-A. From the Musical Production, “Good Morning, Dearie.” Fox Trot.
Natzy's Biltmore Hotel Orchestra

BLUE DANUBE BLUES Medley. From the Musical Production, “Good
Morning, Dearie.”” Fox Trot............ ..Natzy's Biltmore Hotel Orchestra
1 AIN'T NOBODY'S DARLING. Fox Trot
Ray Miller's Black and White Melody Boys

10431[
10471{ HEN BUDDHA SMILES. Fox Trot................

LEAVE ME WITH A SMILE. Fox Trot. ... ... .. }R“"Y Wiedoeft’s Californians

IT'S YOU. Fox Trot..........ovviuiireinnin.s

104821 1N 'SOMEBODY'S ARMS. Fox Trot. ... ..... ...."f}s""bds Little Chab Orchestra

10483 TARS Fox TEOM . g s A u - by bl o 0 el ' | ek } Glantz and His Orchestra

VOCAL NUMBERS

WHEN SHALL WE MEET AGAIN? Male Quartet. Orchestra Acc.
10479/ Broadway Quartet
BIRDS OF A FEATHER. Tenor Solo. Orchestra Accompaniment....Vernon Dalhart

WEEP NO MORE, MY MAMMY. Tenor Duet. Orchestra Accompaniment.

10478 Charles Harrison and Everett Clark
SOMEBODY’'S MOTHER. Tenor Solo. Orchestra Accompaniment. ........ Sam Ash
;I VE GOT THE RED, WHITE AND BLUES. "Blues” Novelty.........Noble Sissle
10484 Piano Accompaniment, Eubie Blake
|I'M A DOGGONE STRUTTIN' FOOL. “Blues” Novelty................ Noble Sissle
L Piano Accompaniment, Eubie Blake
104'85{BROTHER LOW DOWN. “Blues" Char. Song. Orchestra Acc. ...Al Bemard
DOWN IN MIDNIGHT TOWN. Character Song. Orchestra Acc......... Billy Jones
[APRIL SHOWERS. From the Musical Production, “Bombo.” Novelty Song.
104904 Orchestta ACCOMPANIMENt .. ........ouiuininiiieeaieiaaninnenns Arthur Fields
| THOSE OLD-FASHIONED DAYS Tenor Solo. Orchcstra Acc .Riehard Bold

STANDARD SELECTIONS

POOR BUTTERMILK. Piano Solo.--.....c.iiiiit i ininnnen
‘°48°{KITTEN ON THE KEYS. Piano Solo. ... .. vroorermneiesinens }-Z“ Conirey
MELODY IN E. Tnstramcntal Trioesssesse: srse s arssews oomamepamses o 1 :
1°‘"’7{SALUT D'AMOUR (Love’s Greeting), Instrumental Teio. ... .. Adler Trio
SPRING SONG. Violin Solo. Piano Accompaniment.......... }
104884 CANZONETTA. Violin Solo. Piano Accompaniment. ... .. ......... Maximilian Rose

rA PERFECT DAY. Contralto Solo........ .Louise Terrell
10489 THEN YOU'LL REMEMBER ME. From "The Bohemxan Glrl" Tcnor SoloB
Stassio Berini

Emerson foreign records for the new year
are paramount in their respective languages
All Emerson Records play on any phonograph

Emerson Phonograph Co., Inc.

New York City Chicago
C%fdsrfgtl’ 206 Fifth Avenue 315 So. Wabash Avenue

Phonogmphs

e
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The merchant who reads each month a whole
magazine full of articles intended to tell him
how to run his business must sometimes think
that trade papers are run entirely by men who
never sold a thing in their lives. The more ab-
stract, the more general a salesmanship article
may be, the less readily is it likely to be swal-
lowed by the merchant who is hungering for
somecthing “practical”; that is to say, who wants
to know some definite thing which he can do,
here and now, to bring in new business, improve
collections, move his stationary stock and make
himsclf feel happier generally.

No one writer, of course, posscsses any magic
key to unlock the secrets of salesmanship. After
all, there is a plaguey lot more in selling to an
unresponsive public than ¢an be summed up in
any course of lcctures in salesmanship. It is, no
doubt, true that salesmanship is the power (in
the words of an authority on the subject) “to
persuade people to purchase goods at a profit,”
but there are a great many possibilities wrapped
up in that definition, and a great many of what
may rightly be termed impossibilities, too.

The Fundamental Fact

The value of salesmanship articles, of dis-
cussions of salesmanship., or of anything clse
of the kind, rests upon the fact that in modem
conditions of life the task of discovering and
meeting the needs of the people is often not
easily disentangled from the parallel task of in-
venting articies for sale and then creating a
demand for themi. The two ideas are not on the
same level. But they are parallel.

Now, when the merchant says that he is an-
noyed by what he calls *‘thcoretical” advice, he
is making two different and separate mistakes.
He is supposing that general principles cannot
be casily applied to concrete cases, and he is
confusing the marked difference between the
salesmanship that flls acknowledged needs and
the salesmanship which has first to prove that
the need exists before it can begin to seek that
which will fill the need.

Creating the Need

What, for instance, is the talking machine, and
what are the records it uses but excellent exam-
ples of this second great class of commodities?
Before the talking machine was invented its
usefulness may, indecd, have been drcamed of
by some prophetic-minded writer or thinker,
but until it actually ¢came into existence the gen-
eral public was not so much as conscious that
any need, use or place for it existed or could
exist. There was not merely indifference, there
was complete ignorance. So, from the start,
in the talking machine business it has always
been necessary to demonstrate the need for the

Quality

The

“VICSONIA”

THE TALKING MACHINE WORLD
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machine and its accessories, to show that the
industry itself is tegitimate and has its place as
a beneficial, indeed an actively benevolent force,
not merely for entertaining society, but for help-
ing to make life better worth living. That idca
has had to be beaten into the consciousness of
the people by slow and persistent cffort. To
accomplish this task has called for the best
brand of salesmanship, whether by the printed
or the spoken word. But it has had to be theco-
retical salesmanship from the start.

That is to say, it has had to be based on some
definitely conceived and deliberately worked-out
plan, originally deduced not from experience, but
from analogy, imagination and logic. When

there is no actual previous experience to go upon
the man who undertakes to work out a plan of
salesmanship must be able to draw upon a wide

Proper Advertising Is
a Force Which Gradu-

ally but Steadily Pulls
Its Object Along with
It to Fullest Success

Pl W AT

knowledge of the workings of parallel though
different branches of business. He must know
what other men, creating demand for other ar-
ticles, have had to discover, to experience, to
achieve. He must know how their plans were
conceived, how they were worked out and what
lines of reasoning guided those who devised
then. He must, therefore, be able to reason
according to sound logical processes, and must
possess a large fund of historical knowledge (as
it may rightly be called) of business processes,
upon which to build the new structure of sales-
inanship which he is plauning to erect.
A Theory of Salesmanship

In a word, he must have the naterials for a
theory of salesmanship and the ability to con-
struct a workable theory out of these mate-
rials. He musi, therefore, be a “theorist,” hor-
rid-sounding as the word may be in the cars of
the nan who delights in calling himself prae-
tical. All salesmanship in the talking machine
business began as purely theoretical and was only
changed as the terms of the theory were found

AT TR T
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The “Musical Instrument Theory of Talking
Machme Salesmanship Works Out in Practice
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to agree with the facts
Where the reasoning was sound the the <
mained unchanged; where the reasoning wa
scen to be unsound it was changed. Finally, in
the consciousness of the biggest men of the in-
dustry arosc the generally perfected theory on
which all high-class talking machine salesman-
ship has been built. This theory may be called
the “musical instrument theory” of selling talk-
g machincs and records.

Upon this theory, developed in various ways,
cenlarged here and contracted there, sometimes
modified in ouc way and sometimes in another,
has been built up the extraordinary success
which has grected the talking machine during
the last fifteen yecars. It would be highly absurd
to reject this theory because one does not under-
stand it or because it is not quite so simple a
matter as it seems 10 be at first sight,

it is, however, evident, from what one hears
among dealers and the retail trade generally, that
this great theory, which has been so marvelously
carried to success by the great manufacturers
who have made our industry what it is, finds
itself in grave danger. It is in danger from
ncglect and in equal danger from that impatient
earncstness which wants to understand every-
thing in a moment and is always rejecting ideas
because they cannot be brought under this mo-
mentary yoke.

The Chill Breath of Neglect

Now is the tine when the merchants through-
out the couantry who have talking machines and
records to scll are asking themselves how they
inay get larger returns from their cfforts. Let
them pause and think. A structure built on pub-
lic confidence and public interest is slow a-buitd-
ing, yet quickly disappears under the chill of
neglect. It rook fificen years of advertising ac-
cording to a carefully devcloped theory of sales-
manship to bring the talking machine to the posi-
tion it was occupying when the great war-time
prosperity was at its height. But the structure
thus built up is a structurc which cannot be
made permancnt by any wishing. It must be
kept up constantly, it must persistenily be built
on, over and over again; for it vanishes as a
drcam before the cold breath of ueglect. Adver-
tising is a force which gradually, very slowly but
very steadily. pulls its object along with it to
success. But advertising is like a gas engine. It
must be constantly replenished with fuel, The
finest motor car ¢ver made is uscless on a rainy
night, ten miles from anywhere, with an empty
gasoline tank.

Now we accuse the retail trade of failing to
replenish their gasoline. They are in danger, that

(Continned on page 18)
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Victrolas and Grafonolas.

Fitted with permanent jewel point.

The Vicsonia is made of Bronze, sand casted and machined to measure-
Finished in heavy Nickel or Gold plate.

Note:
ment.

Meet the demand—Serve your customers
Sample Model “A” or “B" Vicsonia will be sent on receipt of $4.50,

price $7.50.

Note: Model “B” Vicsonia plays both Edison and Pathé records.

VICSONIA MFG. CO,, Inc.

313 E. 134th STREET

e e -

Reproducer

Recognized for its Perfect interpretation of Edison Disc Records on

Distinction

No loose parts.

Flexible stylus.

Retail

NEW YORK, N. Y,
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Helping You to Sell_

‘

Mal
last fo
musicy
the W
famil
A
deliv
lates 5
’, &6 ” olled around. ¥
Gfa needn’t “dress” | i to have music
this year. .
Or the opera Start now with 3
Columbia Grafonola
home in shirt slecves and sli if d your favonte rec-
Relax in your easiest crl'uir. e :2d5¥mm all t{l; music
9 0 he world.
your favorite sclections from operz and of all t t
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(DEALER'S NAME)

Columbia Grafonola and Columbia
s bring all the musi¢ of .all the world
o your lhiving-room. A small first pay-
-nt delivers any latest model Grafonola
your home. You pay for it as you and
ur family and friends enjoy it.

to you

| =

“v::\“smaﬂ firse Paymene ¢
any Grafonef, to -
home, Y, ) for

You can start at on¢e, tomorrow.

(DEALER'S NAME)}

Columbia
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Records for the Grafonolas
You Sold at Christmas
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New Columbia Grafonolas
in thousands and thousands
of homes—the Grafonolas
that were sold at Christmas!

You sold some of these
Now sell the

records that people want, and

Grafonolas.

must have, 1n order to get
real enjoyment, all through
the year, from the Grafonolas
they bought at Christmas.

Don’t wait tll they find
out for themselves that they
want new records. Tell them,
in your circulars, your
hangers, your window dis-
plays, and in the newspapers,
all about Columbia
Records. Use the news-
paper advertisements
which we offer to you 1n
the Columbia Dealers’

Advertisement Service for
January —shown on the op-
posite page. Order from us
today electrotypes of the ones
you want.

These advertisements will
remind your customers of the
new Columbia Records they
can get from you, to give

them increased enjoyment
from their Christmas

Grafonolas.

Of course these advertise-
ments will help you to sell
more Grafonolas, too—nearly
all of them mention the
easy-payment plan. Order
your electrotypes at
once, and use these at-
tractive advertisements to
bring customers to your
store.

COLUMBIA GRAPHOPHONE COMPANY
New York

Grafonola
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NATIONAL PUBLISHING

The ALBUM method EXCELS all other RECORD FILING systems EVER TRIED

We are at your service

for 1922

we

very best
ethical business co-operation included.

as well as satisfactory.

ALL OTHER DISC RECORDS

CO., 239 S. American St., PHILADELPHIA,

In wishing our customers business prosperity,
also add that our aim and desire will be
to serve them satisfactorily in every way—the
ssible in exchange for their moncy,

May 1922 be a year during which we can all

say our dealings together have been enjoyable

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

PA.

THE PERFECT PLAN

TALKING MACHINE SALESMANSHIP
(Continned from page 15)

is to say, of forgetting that a structure has been
built up of public confidence and public interest
1 the talking machine. They are actually for-
getting that the “musical instrument” theory is
the only one which has ever sold talking ma-
chines profitably. They are forgetting how to
sell music and are trying to sell furniture, terms
and talk. They are making a mistake. This
trade neceds to forget consideration based upon
temporary paiic and to go back to the well-
tested and sound theories of salesmanship al-
ready described. Then we shall have that re-
vival for which we are all asking.

Theories of salesmanship, then. are not non-
sense. \When they are based upon sound prin-
ciples they are simply systematic rules for prac-
tical application. All great work is done on the
basis of sound theory; and the “musical instru-
ment” theory of talking machine salesmanship,
the theory which has made the names Victor,
Edison, Columbia, Brunswick, Sonora names of
world-wide import. known from North 10 South,
from East 10 West, is the only theory which has
ever worked or ever will work., \We wanut more
‘theory,” not less of it; and we want it to be
sovnd theory, unshrinkingly applied.

The road of failure is strewn with merchants
who didn’t believe in advertising.

MATHUSHEK ADDS VOCALION LINE

Meriden, Conn., Branch of the Mathushek
Piano Mifg. Co. Occupies New Store and
Secures Aeolian-Vocalion Agency

Merinex, Cosy., December 20.—The local retail
branch of the Mathushek Piano Mfg. Co., at 31
West Main street, which recently moved into its
present quarters, has scecured the agency for the
Acclian-Vocalion and Vocalion records, accord-
ing to Carl Strauss, manager of the establish-
ment.

Seven  sound-proof record demonstration
booths have been constructed, and in order to
facilitate the service to customers the store will
be conducted on a self-service plan to a certain
extent. Each month's latest records will be
placed on a counter, and customers will be privi-
leged to select records and try them in the
hooths.

The new establishment offers unusual oppor-
tunities for the display of the full line of
Mathushek pianos, which are carried in stock.

BRONX RECORD STORES CHARTERED

'he Bronx Record Stores. talking machin
dealers, of New York City, have been granted
a charter of incorporation under the laws of New
York State, with a capital of $10,000. Incorpora-
tors are R. and FF. Duff and }. Greenwald.

Patented
1914
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ARE YOU PREPARED?

Patented
1914

tule the day.

501-509 Plymouth Court

Keen competition is the keynote of business for 1922,
If you handle goods of high quality—Particularly Boston
Albums—you nced have no fear ol the fure,
Boston Albums are made right—To satisly your mosi exacting customers.

BOSTON BOOK COMPANY

—

Goods of quality will

Your business is assured.

CHICAGO, ILL.

ENGLISH LIKE AMBEROL RECORDS

Jake Graham Establishment in Liverpool Finds
Ready Market for Edison Blue Amberol Cylin-
der Records and Amberolas

The accompanying illustration shows part of
the record department of the Jake Graham estab-
hshment. factors for Thos. A. Edison in Liver-
pool, among the oldest concerns in England, and
one of the early subscribers to The Talking Ma-
chine World. The Edison Blue Amberol cylin-
der records and Amberolas are handled here and

|

|
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Jake Graham’s Amberol Dcpartment
it is interesting to know that the old-style cylin-
der is still finding a ready market among British
music lovers.

In a letier to The World, Burt Reynolds, man-
ager of the cylinder department, says in part:
“A big majority of people consider the Blue
Amberol and the Amberola 1o all intents and
purposes dead. As far as we are concerned it is
not dead—it is a pretty ‘live’ business.”

The Jake Graham establishmeat, of which \W.
A. Hunt is proprietor, is one of the widely known
talking machine houses in Liverpool, and, in ad-
dition to featuring Amberola phonographs and
Blue Amberol! records, various talking machine
novelties are handled. The concern also has a
large repair parts department in which parts for
any make of machine may be obtained.

INTERESTED IN NEW VENTURE

G. Howlett Davis, president of the Standard
Music Roll Co.. Standard Paper Box Co. and
the organizer of the Arto Co., is one of the active
figures in the newly organized Newark Record-
ing Laboratory, which has opened up offices at
15 West Park street, Newark, N. J. The com-
pany has several contracts to record for record
manufacturing companies and in addition will
specialize in individual voice and instrumental
recordings and will give particular service to
teachers and students.

Never imagine that only facts matter. Senti-

ment is a fact, too, and an important one.
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h is an idea,. generally accepted as sound,
that the more people that can be brought into a
store by one means or another the more busi-
ness will result. In other words, out of 100
people sales are made to ten; a proportionate
‘ratio -of sales will be realized if 500 or 1,000
people are.brought in contact with the store.
It is this idea that is influencing a great many
talking machine dealers in the establishing of
rest rooms for women.shoppers, offices for han-
dling of theatre and concert tickets and other
facilities for the comfort-and convenience of the
public, but which are not ordinarily a part of
the talking machine dealer’s business.

One retailer has even gone so far as to pro-

* vide quarters suitably furnished and with com-
petent attendants where children may be leit
while their mothers are shopping or attending
to other affairs in the business scction of the
¢ity. It all means a certain investment and a
certain c¢ost for maintenance, but under most
conditions it has been found that these little
courtesies extended to the public result in a
volume of business that is worth the time and
the energy.

There is a certain and very substantial ele-
ment who, when they make use of conveniences
such-as are offered by talking machine dealers
and others who have carried out the same idea,
feel more or less obligated to show their appre-
ciation, and whenever the opportunity presents
itself make purchases at the store offering such
conveniences. Then, again, there are those who,
while ordinarily making their record purchases
at other stores, are inclined to switch their busi-
ness when they find that one particular dealer is
‘willing to provide for their comfort. There are

Ways and Means of Gettmg People Into
the Store as a Stimulus to Business -

TR fald

still others who, knowing little or nothing of the
talking machine and its musical value, build up
an acquaintance as the result of repeated visits
to the rest room, the ticket office or the nursery,
and eventually make substantial purchases.

The question is how far it-is advisable for the
retailer to go in providing facilities for comfort
and convenience without putting himself under
a financial burden out of proportion to the direct
results realized. Snmply to opcn a rest room

Dealers Who Have
Arranged Their Store

So as to Command

Public Patronage Are
on the Road to Success

and nursery, for instance, is not sufficient. The
fact must be advertised broadly, and advertised
in a way that will attract the attention of the
female element. :On top of this there must be
provided some means for entertaining and for
taking care of such simple wants as may result
from the use of the various facilities. There
are stores in the larger cities whose rest rooms
provide a rendezvous for thousands of women,
and quite frequently their men friends, during
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By F. H. Parsons
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the year. The rooms are claborately and ex-
pensively furnished and provided with suitable
attendants, and the managers of the stores are
able to trace a surprisingly large volume of busi-
ness to the publicity of these lounging rooms.

The retailer who can teach the women of his
town to accept his rest room as a general meet-
ing place is building up a following not only
among those who actually make use of his facili-
ties, but among thosc who become acquainted
with those facilities indirectly. But, having done
all this for the good of the public, the retailer
is quite within his right in calling attention, deli-
cately, of course, but persistently, to the fact
that he is selling talking machines and perhaps
other musical instruments. Having of his own
free will provided comfort for the public, he is
at least entitled to a fair return from his efforts,
and a surprising number of people, it has been
found, appreciate that faet.

THE QUEENS MUSIC SHOP OPENS

Jamatca, N. Y., January 7.—The Queens Music
Shop, exclusive Victor establishment, was opened
here recently by R. Bruckner and A. Platz, the
latter having been connected with the Victor
Talking Machine Co. for a period of fifteen
years. A number of sound-proof record demon-
stration booths have been constructed for the
convenience of patrons also a spacious, hand-
somely decorated talking machine display room.
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The Long Music Store, of Winchester, Ky.,
has moved its talking machine shop from the
Sympson Building, on Main street, to the Sara-
bach ‘Building.
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NEW YEAR'S. GREETINGS

We extend to yoi, our many ‘Business Friends and
Customers our hearuesl Greetings and Best Wishes for the

Lrrsti-ds, SILL I, D P e 2 Z
3
N
b Y
N .
N
By
3
N
Y
N
N
hY
3
Y
N
3
X
R
N
3
¥
3
¥
X
N
N
N
N
b
T
N
N
3
N
¥
N - dif
I New Year.
! ‘
i) - .

We are deeéply grateful to_you for not only the business
with which you have favored us, but for the friendly courtesy
{ which has made our business with you such a pleasure.

We hopc that you share with us the entire confidence
and opum:sm that The Musical [Trade. Busmess inthe com- ﬂ
ing year will 'be- sbuud healthy and prosperous.

Faithfally yours,.

Duojone Comeany, Incorporaten

' Is up to each and every one of us to make it so.

ANSONIA. CONN,
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GIVES OPINION ON EXCISE TAXES

Geo. W. Pound Dcfines Tax Status of Certain
Orders and Delayed Deliveries

George W. Pound, general counsel of the
Music Industries Chamber of Commerce, has
issucd the jollowing interesting bulletin regard-
ing the payment of excise tax on goods ordered
prior to August 13, 1921, but not paid for or deliv-
ered until after December 31, 1921. In this con-
nection Mr. Pound said:

“Section 906 of the Revenue Act of 1921
carrics a long and somewhat complicated scrics
of provisions concerning goods subject to the
excisc tax which were contracted for prior to
August 13, 1921, but upon which delivery will
not be effccted until after December 31, 1921,
Perhaps it would be more intelligent if 1 reduced
to a simple statement of fact the prineiples of
law involved in this section.  August 15th is
supposed to be the date upon which business was
put upon its guard rcgarding these taxes, the
date of the introduction in the House of the
Tax Bill

“Most provisions of this section do not apply
10 our industry in the light of the repeal of the
tax upon music. However, under (C) it is pro-
vided that any person who prior to August 13,
1921, made a bona fide contract with any other
person for the sale or lcasc after December 31,
1921, of amy article taxed under Scction 900 of
the Act of 1918 (including phonographs, pianos,
ctc.), but which is not taxed in the new Act, and
where the contract price included the tax, and
such contract does not permit the deduction of
such tax on such goods, then the vendor or lessor
shall refund to the dealer such portion of such
contract pricc as inc¢ludes such portion of the
tax.

“Ordinarily in such cascs the tax should be
simply deducted after December 31, 1921.

“This provision does not in any way affect
the tax on band instruments,”

OTTO HEINEMAN'S BIRTHDAY

Otto Hcineman, president of the General
Phonograph Corp., was the recipient of con-
gratulatory letters and telegrams from all parts
of the country on Tucsday, December 20. the
occasion being his birthday. Floral gifts from
the cmployes iwere placed in Mr. Heineman's
office beforec he recached there in the morning,
and he also rececived a handsome cigar holder
from the employcs as a mark of their affection
and esteem.
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SMITHOLA

MADE BY

JOHN SMITH & CO.

NEW YORK, U.5.A,
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EVERLASTING

'ETCHED METAL NAME-PLATES

FOR MANUFACTURERS AND DEALERS
Write for prices

stating quantity
desired

| ELECTRO-CHEMICAL ENGRAVING CO., Inc., 52 Vanderbilt Aveane, New York, N. Y.

SOLD BYy

HENRY JONES @ CO. i

8L UNION ST.
ALLEGHENY, PA,

NEAT IN APPEARANCE

DISTINCT TURN FOR THE BETTER

Charles A. O'Malley, of Silent Motor Corp.,
Brings Good Report From the West

Charles A. O'Malley, president oi the Silent
Motor Corp., Brooklyn, N. Y., returned late last
Monday from a trade trip covering many of the
central northwest States. After spending sev-
cral days at the New York offices of the com-
pany Mr. O'Malley made an additional trip cov-
ering the States of New York, Ohio, Michigan
and Nlinois. In a statement upon his return Mr.
O’ Malley said:

*There is a distinct turn toward more pros-
perous conditions. However, there is no time
like the present to go aifter business. 1 have
found conditions quitc improved and the demand
for silent motors shows very substantial in-
crcascs, At the present timne the Silent Motor
plant is working at c¢apacity, but the demand for
single and double motors well exceeds produc-
tion.”

TYING UP WITH THE RECITAL

Kay-Graham Co. Arranges a Special Display to
Mark Visit of Werrenrath

The Kay-Graham Co.. music merchant of
Portsmouth, O, had a very claborate window
display lately in conncction with the appearance
in that city of Recinald Werrenrath, the noted
baritone and Victor artist. Mr. Werrenrath's
picture was displayed in the center of the
window, against one of the new Victor 300
modecls, and a score or more of his most popular
records were also feawured.

The Kay-Graham Co, operates a model cstab-
lishment in every particular, having a large.
well-equipped showroom and a battery of five
sound-proof demonstrating booths.

“PURPOSE”

To Our Customers We Owe All—To Them We Give All

A tie that strongly links
the retailer and Cohen
& Hughes 1is

unity of purpose—
the purpose of most
efficient merchandising.

COHEN & HUGHES

Wholesale Exclusively

BALTIMORE

WASHINGTON

GIVES CHEER TO EXPORTERS

Dr. Julius Klein, Director of the Bureau of
Foreign and Domestic Commerce, Tells Ex-
porters Their Feet Are "on Solid Ground”

PuiLaperpuia, Pa,, January 3. —American ex-
porters were told to “hold their heads up, as
their fcet wcre on solid ground,” by Dr. Julius
Klein, dircctor of the Burcau of Foreign and
Domestic Commerce of the Commerce Depart-
ment, in an address late last month before the
Philadelphia Export Club.

Despite the wounds suffered by America’s for-
eign trade during the last year, he declared, there
was nothing radically wrong with the export sit-
uation and no cause for dcspondency, although
there was need for the exercise of prudence and
shrewdness.

"The decrcase in the value of American export
trade in the fiscal year 1920-21," Dr. Klein said,
“as compared with the preceding yecar, was duc
largely to lower prices rather than to diminished
quantities. Considering exports for that ycar
from a weight basis, we find incrcases of 34 per
cent for the groups of raw materials and of 39
per cent for the foodstuffs, with a slight decrcase
for such manufactured products as can be indi-
cated by weight”

The prescat situation, he continued, required
the most careful sclection of American salesmen
abroad 1o avoid entrusting the country's foreign
business to represcntatives conncected ragially or
socially with competitor nations.

“This mecans,” he said, “that we must under
1o circumstances put our commercial future in
Latin America or in Russia in the hands of Ger-
man agencies, and that our business in the Far
East should bc conducted as far as possible
through American houses, or at least through
native rather than European agencies.

“Good times will return e Latin America,”
he continued, on a sound basis when the rest
of the world's industrial nations, particularly such
as Great Britain and the United States, are in a
position to buy more of the products of Latin
America.”

JOINS THE ELITE MUSIC CO.

George T. Cooper Now Member of Staff of
Columbus Talking Machine Store

Corunsys, O, January 3—George T. Cooper,
for the past several years manager of the Vic-
trola department of the Goldsmith Music Store,
has joined the Elite Music Co., South High
street, 1t was announced Saturday. When the
Goldsmith store sold out its Victor department
Cooper was much in demand by local music
dcalers, but he chose the Elite Music Co. be-
cause of the fact that this firm specialized in
Victor products exclusively. Cooper has built
up a strong following of friends while selling
Victrolas, and they will be interested to know
of his change in connectious.

NEW RECORD EQUIPMENT

The Circle Talking Machine Shop, Indian-
apolis, Ind., has rccently rcarranged its entire
record department in order to provide for:.a
larger stock of records. while at the same time
allowing ample space for the display of ma-
chines. The deparument is cquipped through-
out with Ogden scctional filing cabinets.
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THE LYON & HEALY

Revised price list and supplementary merchandise catalog listing the most desirable
lines of domestic and foreign musical merchandise obtainable is now ready for distribu-
tion to the trade.

The revision of Erices has not been a halfway measure with us. We took the
revision bull by the horns and slashed to the bone.

“QUALITY ALWAYS” Has Been Our Shibboleth —
The Best Goods at the Price

Leaders since the inception of this house in 1864, leaders we propose to remain.
Note our lines which form the logical basis for our claim to leadership.

AMERICAN MADE FOREIGN MADE
SOWN MAKE” Band Instruments. CREMONATONE Violins and Cellos.
“OWN MAKE" Mandolins, Mandolas, Mandocellos, Banjos and MAESTRO Violins and Cellos.
Ukuleles. STUDENT Violins.

L. & H. AMERICAN PROFESSIONAL Band Instruments. HANS NEUNER Violins and Cellos.

L. & H. AMERICAN CLIMAX Band Instruments. AD PLESS Violins.

WASHBURN Guitars, Mandolins, Banjos and Ukuleles. Wm. E. HILL & SONS Violin, Viola and Cello Bows.
LYON & HEALY CAMP-UKES. LYON & HEALY Violin, Viola, Bass and Cello Bows.
LYON & HEALY Professional Saxophones. ¢ CARL SCHREIBER Boehm Flutes.
VAN EPS Recording Banjos. TRIEBERT Clarinets and Oboes.
LION BRAND Drums. ADLER Clarinets.
L. & H. Professional Xylophones. NEW CHAMPION Band Instruments.
MARAVIGLIA (Italian System) Accordeons. MAJESTIC Concertinas.
LYON & HEALY HARPS—The World's Standard. Herm. PRELL Artist Bows.
AMERICAN CONSERVATORY, LAKESIDE and RENAISSANCE Model Lutes and Leading Makes of

JUPITER Guitars and Mandolins. Accordeons, Harmonicas, Strings, Etc.

Where will be found another such array as this? A big item which should
not be overlooked is our National Advertising Campaign: we are continually
popularizing the goods we make and handle. in the columns of national
magazines and papers throughout the United States. The benefit of
this advertising will accrue to the dealers handling our goods. All
inquiries received by us are referred back to the local dealer.

If not already handling small musical merchandise lay your
plans to do so. A more propitious time could not be chosen
than now. Wholesale catalogs to the trade only.

LYON & HEALY

Wabash Ave. at Jackson Blvd.
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Katy won’t dance on the Bowery now.
Frank Crumit tells why in his new song
“When Francis Dances With Me.”
knockout. Also “Da Da Da My Darling” on
the same record. A-3521.

Columbia Graphophone Co.

I's a

NEW YORK

[;ERSISTENCY IN ADVERTISING ESSENTIAL TO SUCCESS

Continuous Publicity Is a Necessary Factor in the Conduct of a Successful Retail Business—To
Indulge in It Haphazardly Is to Invite Failure and Undermine Confidence

There appéars to be a more general realization
ampng retail talking machine merchants of the
fact that steady advertising is both a legitimate
and important factor in the conduct of a suc-
cessful retail business, and is not something to
be "indulged in occasionally when the retailer
has a little extra money to spend.

Apparently, not all retailers in the industry
have succeeded in placing their advertising on
an;entirely successful and scientific basis. A
great many of them are using publicity, in one
form or another, steadily and consistently, and
this individual publicity, coupled with that of
othjer retailers, large or small, gives to the in-
dustry a standing and stability that cannot be
reckoned on a cold dollar-and-cents basis.

In an article in Collier's Weekly recently, en-

titted “The Punching Bag of Business,” the
writer, 1. H. Doutrich, in telling the story of
his success as a merchant, sums up the matter
of publicity in the following interesting para-
graphs:

“Advertising is a most vital part of business.
There is no such thing as an ‘advertising cam-
paign'—unless you want to admit there is such
a thing as a ‘breathing campaign’ or a 'bathing
campaign.” You can stop breathing and let the
lungs rest, as Stephen Leacock once said, but
more of you will soon be at rest than your lungs.
Just so with advertising. It goes on all the
time—your advertising or your competitor's ad-
vertising. You can make a short, special drive
in some one city if you are a manufacturer or a
retailer, and you c¢an call that a campaign. But

Seaburg Mfg.Co. | i | -

Jamestown, N. Y,

No, 250T,List Price $195.00
Usual discounts to dealers
48"x28"x31" high. Finished all

around
Solid Mahogany. Walout or Oask

mand for those articles.

the bread-and-butter advertising which you'do
for a living can't be defined by any such limited
word.

“When Billy Sunday, who is a great adver-
tiser, was in Pennsylvania some time ago a
minister told him that his conversions were not
permanent. ‘Neither is a bath,’ said Sunday. If
you have something to scll—commodity or serv-
icc—you must tell the world about it You
can’t cxpect that people will remember you if
you give them any interval at all to do .the
quackest and casnest thing in all the world, wluch
is to forget youw.”

Mr. Doutrich has hit the nail on the head whcn
he emphasizes the necessity of steadiness and
persistency in advertising, rather than the plan
of carrying on spasmodic campaigns. It is ‘the
constant rciteration of the name of the dealer
and of the products he handies that gets under
the skin of the public and makes the publicity
as a whole prove resultful. =

There are many so-called advertising cxperts
who stand out firmly for this or that method of
advertising. There are those who insist that
under present conditions the thing to do is to
advertise a specific product and by concentrating
on that one item bring the public to a point
where there comes the inclination to purchase.
On the other hand, there are advertising men
who are just as strongly in favor of institu-
tional advertising—advertising which emphasizes
the reputation and standing of the house and
which lets that reputation stand as a guarantee
of the products offered.

There is no question but that in certain lodali-
ties and under certain conditions institutional
advertising will pay, especially where a concern
has followed that practice for many years and
is firmly established in the public mind. More-
over, it cannot be disputed that concentration
on one or two articles will create a certain de-
Just what form -the
advertising should take is largely a matter of
location and the situation that exists, but the
rule that constant and persistent advertising is
necessary—more nccessary right now, perhaps,
than for many years past—cannot be overlooked.

It is doubtful if any single dealer in the cqun-
try has so far lost confidence and optimismi re-
garding business as to neglect his advertising
entirely, and the retailer who lets down on: his
publicity campaign is making a grave mistake.
The momentum that is lost between periods of
spasmodic advertising costs too much money.
The live dealer needs to keep moving . every
minute.

i
C. E. BYRNE INTERESTED

C. E. Byrne, vice-president and advcrusmg
manager of the Steger & Sons Piano Mfg. Cd, is
chairman of the by-laws committce of the recent-
ly organized Western Advertising Managers"As-
sociation, whose hcadquarters are located in
Chicago.

=

Charles V. Ortner, music dcaler of Darien
Center, N. Y., is featuring the Pathé line.
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J. J. DAVIN ELECTED SECRETARY

Popular Talking Machine Man Now an Officer
of Reincke-Ellis Co.—Well Entitled to Im-
portant Promotion—Capable and Talented

The Reincke-Ellis Co., Chicago, has just an-
nounced the appointment of J. J. Davin as sec-
retary of the company. This appointment will be
welcomed by all the Victor dealers who know
of Mr. Davin's work in the promotion oi sales
and service items for Victor dealers exclusively,
for it means they will have some onc active and

J. J. Davin
alert in planning and creating business builders
for them for some time to come

- Mc."Davin for many years was connected with
the New York Talking Machine Co. and is per-
sonally acquainted with almost every Victor
dealer in the East. Since August. 1920, he has
been actively engaged in the promotion of the
Reincke-Ellis Victor departinent and his hard
plugging has carned him his new promotion.

Mr. Davin was recently in the East for the
holidays and stated that the dealers all over the
country are taking advantage of the many sales-
producing items the Reincke-Ellis Co. has created
during 1921, and stated that this support has
made possible for relcase carly in 1922 three
new items that have long been nceded by the
Victor dealers.

The first Reincke-Ellis catalog of “Business
Builders for Victor Dealers” was placed in the
mails the first weeck in January and the 1922
campaign will be full of interesting and profitable
releases,

NOVEL COLUMBIA DISPLAYS

Live Columbia Dealer Getting Business Through
Window Exhibits

Lixcory, Nes., January 3—L. N. Cline, of
Schmoller & Mueller, Columbia dealers of this
city, 1s utilizing to splendid advantage the at
tractive show windows in this establishment. He
is continually introducing novel idcas in the way
of window displays and. recently, the Royal Mel-
ody Boys, a popular local orchestra, played in
the window during she entire evening. The boys
were dressed in proper costumes for the occa-
sion and a young lady also appcared in the win-
dow, calling the attention of the crowds to the
latest Columbia dance records which were being
featured by the orchestra.

The sidewalk was crowded with people all eve-
ning and Mz, Cline states that the sale of records
was far beyond expectations. While this enter-
prising dealer has been featuring records ex-
clusively he has by no mcans neglected Grafonola
sales and, within a period of thirteen days, sold
twenty-eight standard and two period models.

Nonec of the impressive things in life is ever
accomplished now without the aid of music. be
it a recruiting party, a marriage or a funcral,

FEATURES M'CORMACK RECORDS

J. A. Bleisenick, of Hahne & Co. Utilizes
Victor Artist's Appearance in Concert in
Newark to Stimulate Record Sales

Newark, N. J., January 6.—A clever sales stunt
was put into cffect by J. A. Bleisenick, manager
of the talking machine department of Hahne &
Co., in which the appcarance of John McCor-
wack in a local concert was featured. The plan
consisted of placing a postcard in every program
at the concert on one side of which appeared
a picture of the Victor artist and an invitation
to visit the Victor department of Hahne & Co.
The other side of the card contained a list of
McCormack records following the words, “After
hearing John Mc¢Cormack in person-this evening
you will appreciate the following.” Ncedless to
say this publicity greatly increased sales of Mc-
Cormack records.

Dou’t maké the mistake of believing that there
is no sentiment in business. If you do your doom
is sealed.

CARUSO ANNIVERSARY WEEK

Executive Committee of Caruse Memorial
Foundation Endorses National Project

“Caruso Anniversary Week,” to begin Satur-
day, February 25, and to bc marked cial
concerts and other activitics in all parts of the
country, was approved at a meeting of the cxce-
utive committee of the Caruso American Memo-
rial Foundation at the Bankers’ Club held in
New York recentl

The mecting was held to formulate plans for
raising an endowment fund of $1,000,000, the in-
come to be used for scholarships and awards for
deserving students of music and for promoting
a wider appreciation of musi¢. IPaul D, Cravath,
president of the Foundation, presided.

Music is to the arts what fove is to man; in
truth, it is love itself, the purest, loftiest language
of passion, portraying it in a thousand shades of
color and feeling; and yet, true only once, intelli-
gible at the same time to thousands, no matter
how different their ideas and affections.—Weber.

What Does The

JOB

Want?

We give the jobber what we believe
he wants. See if we are right in our
estimate.

Ist—A good machine—good tone,
good finish and good mechanically
—a machine that doesn’t eat up
profits in repairs and adjustments.

2nd—Protection in territory and
enough territory to furnish ample
profits during normal and lean
times, as well as during boom
times.

3rd——Freedom to run his business
as he sees fit. It may be better for
the manufacturer to control prices
and terms and all retailing condi-
tions, but there are times when a
jobber must depart from fixed
schedules and extend terms and

THE HARPONOLA COMPANY

101 MERCELINA PARK
CELINA., OHIO
Edmund Brandts, President

The Phonograph
with the‘“Golden Voice”

B ER

-

prices that will meet conditions in
his territory.

4th—Economy in distribution
methods by the manufacturer. The
jobber in North Dakota should not
have to pay a share of the cost of
an expensive advertising campaign
that may only chiefly benefit New
York and other large cities.

If you want a jobbing proposition
that is planned on sound business
principles, and elastic enough to
meet your needs, better ask us for
the Harponola Proposition at once.

HARPONOLA
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Widdicomb

Widdicomb upright model of Queen Aune Period, with partitions for albwms, automatic stop.
and patented tone control. The W iddicomb plays all records. Prices range from $95.00 to $300.

the phonograph of two-fold appeal

—an incomparable musical instrument and an artistic and decorative article of furniture

Taste in phonographs today is be-
ing educated to the point where buy-
ers of discrimination and refinement
look upon a phonograph not only as
a musical instrument, which must be
perfect in its mechanical qualities,
but as a permanent part of the ap-
pointments of their home, which
shall blend harmoniously and unob-
trusively with the general decorative
plan.

The principal factor in developing
this trend of taste has been the Wid-
dicomb—the Aristocrat of Phono-
graphs—whose manufacturers were
perhaps the first to sense this new
thought in the minds of phonograph
buyers. There is no good reason why
a phonograph should not combine
musical perfection with grace and
beauty as an article of furniture, and
this is the two-fold aim of the manu-
facturers of the Widdicomb.

For 56 years manufacturers of fine
period furniture, what more natural

All Widdicomb

models are now

selling at pre-
war prices

than that the Widdicomb Furniture
Company should follow the same line
of thought in the construction of a
phonograph”

To the tonal and reproductive ex-
cellence produced by the Widdicomb
Amplifying Tone Chamber—an ex-
clusive feature developed after years
of experimentation by the most expert
phonograph designers procurable—
1s added the exquisite cabinet designs
incorporating the best results of 56
yearsof fine furniture manufacturing.

The appointments of the most lux-
urious home can be matched in the
various styles of console and upright
models, including the Adam, Chip-
pendale, Sheraton, Queen Anne and
other popular periods in furniture
design, finished in beautiful red or
antique mahogany and walnut. In no
other phonograph on the market will
you find the combination of musical
perfection and artistic period furni-

-l

ture design offered by the Widdicomb
the Aristocrat of Phonographs.

Buyers with taste are indorsing the
Widdicomb idea, and many of the
leading phonograph merchants of the
country have found a sound, steadily
increasing business in meeting that
demand that the Widdicomb has done
so much to create. You can offer the
Widdicomb to your customers with
the complete assurance that it is
superior to anything on the market in
both musical qualities and exquisite
design.

The Widdicomb franchise s
offered to a limited number of really
representative merchants at points
where distribution is not yet per-
fected. Write for complete catalog
of the entire line, together with
details of the merchandising plan.

The Widdicomb Furniture Company
Grand Rapids, Michigan

Fine furniture designers since 1865

PHONOGRAPH

~. Uhe Aristocrat of Phonographs (s8)
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The average talking machine dealer whose ter-
ritory is in part through rural sections cannot
secure all the sales by action at the store. Some
buyers may know where his store is, they may
hear he gives good value and is honest in his
dealings; yet they may not go to the store to see
for themselves. This sounds a bit strange, but if
we think it over we will find that we very often
do similar things ourselves and never know just
why we do them. It is this group of buyers who
keep the dealer from realizing the full profits of
his field, for their money is paid to mail-order
dealers or to dealers in other cities.

The problem of cornering these sales and mak-
ing them add profit is no easy one, but can be
accomplished by the use of unique sales schemes
and much hard work. The purpose of this arti-
cle is to suggest a few methods of winning over
these prospects, and special attention will be
given to the method of approaching and securing
the attention of the customers you want to win
over.

The methods to be used should be regulated
by the occupations of the people you are trying
te attract. If your field of undeveloped customers
is largely rural, it is well to know of the prob-
lems they have to contend with; then go about
showing them how they will benefit by making
their purchases at your store, or by any kind of
service you can offer them. And you will
find many types of rural customers. For exam-
ple, there ace those of foreign birth or descent:
they very probably have different tastes than the
ones descended from generations of American-
born citizens.

Unless you have ample time and a capable sales
force in the store you cannot go out and study
them personally for the length of time needed to
get an accurate line on their likes and dislikes.
But you can secure much of this necessary in-
formation from those direct sellers, such as in-
surance agents, who have come into contact with
them. A talk with an agent friend will do you
both good, and each will receive ideas as to
human nature, which is vitally important in
bringing over a ¢ustomer who has been purchas
ing elsewhere. Then do not try remembering
the little points indefinitely: cards are cheap and
a few notes on a card, stored away in a file, will
prove a bonanza when you have time and oppor-
tunity to go out and see that prospect personally.

1f the customer you are starting out to win
over is worth that effort, then a continued effort
should be made to keep him satisfied. Appoint-
ments are worth making—and keceping—and the
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The Problem of Cornering the Extra Sales
and Making Them Pay a Proflt By Smith C. McGregor
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prospect will be easier to approach if he knows
when ‘you are coming. A successful dealer re-
cently told me that he always made appointments
with prospects, and didn’t try to win over too
many a day. Rather, he said, one prospect se-
cured permanently is worth more than three
who make only a purchase or two and then go
back to their old habit of buying elsewhere.
This dealer, by the way, has a card index for
clippings and notes about his field, and he can
thus keep a hand on the pulse of progress and
knows how conditions are, the crops, the labor
situation, building operations, money and any
other items he thinks he can use.

You probably advertise more or less through
newspapers, and if so the local editor can prob-

The Closing of Extra
Sales Depends on a

Full Knowledge of
What Is Happening
in Your Selling Field
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his canvassers have been.
average editor is a busy man, and an appoint-
ment at his convenience, if possible, will bring
you some good ideas. Then, if you are planning
on some advance circularizing for prospects, he
¢an probably advise you of any changes in ad-
dresses. The real estate man is another good
idea-vendor, if you will try and give him some
sales hints, too, for he knows who is moving and
apt to need a musical instrument in the home.
The whole problem of bringing in the extra
sales depends on your knowledge of what is hap-
pening in your field. The better you know the
prospects the finer chance you have of landing
them. And the only way to know them is to
know their problems, their difficulties and the
things they are interested in. When you go out
and meet them directly, even if you have a good
file of notes, don't act too superior, It kills
sales, as any experienced salesman will tell you.
Don't start off telling of the money savings
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alone. The prospect might intercsted in get-
ting the most out of life and a few hints of how

much better life would be with improved fur-
nishings in the way of a handsome talking ma-
chine and its value in a cultural way might be
far more efficient as a sales promoter

The prospect is only human. Those extra
ales can be cornered by going after that human
in a human way. The world admires a go-
getter, but that doesn’t mean being a persistent
caller with the one idea of increasing your own
profits. Try.giving the new customer something
that will make his life a little more interesting,
and after you have secured the initial sale con
tinue to treat him as well as you did while try-
ing to land that first sale.

RECORDS OF INDIAN TRIBAL SONGS

Member of Taos Tribe of New Mexico Con.
tributes Valuable Records to Smithsonizn
Institute—Carries Atmosphere of Old Mexico

Rosendo Vargas, a member of the old Taos
tribe of Indians of New Mexico, has been lend-
ing valuable aid to the Smithsonian Institute of
Washington in its splendid work of preserving
historical data. He has made a number of talk-
ing machine records of the tribal songs of his
people in their native language. These songs
{which include examples of every kind of singing
practiced by the Taos Indians) carry the atmos-
phere of old New Mexico and reflect the spiritual
thoughts of a tribal people that once was in a
high stage of cultural development. Some of
the words of the songs——-expressed in a language
which, although extremely complicated, is
capable of expressing an infinite variety of intri-
cate thoughts, and discloses an advanced stage
of mental development—are very long and have
delicate shades of meaning that are difhicult to
translate into English, Many of the songs are
action-songs—one of them being called a “Going
Song.” which simply means a song that is sung
by the Indians when going into the fields to
work or when starting out to catch their horses
préparatory to going on a trip.

WHY NOT AID IN THE RESULTS

If you're getting all the salary the business will
allow, suppose you turn your attention to inc¢reas-
ing the business. Never lose sight of the fact
that much of the business result to be achieved
is distinctly up to you.

reproducer.

guaranteed.
RETAIL PRICE $1.50

198 Broadway

The PHON-O-MUTE

“The Perfect Tone Regulator”

The PHON-O-MUTE regulates tone control at the
only logical place where tone should be regulated—at the

The PHON-O-MUTE is attached to the stylus bar
instantly and without the use of screws or mechanism. It
does not mar or ipterfere with the sound-box in any way.

The PHON-O-MUTE provides for any degree of tone
desired without changing the type of needle.

REGULAR TRADE DISCOUNTS

PADDACK PRODUCTS, Inc.

Satisfaction

New York
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Imagine

Rose Ponselle and Ricardo Stracciart
singing “Mira di acerbe lagrime” (Here, Pleading at
Thy Feet), the duet from /! Trovatore!
music lover who secures this record. Order now.
Columbia 49922,

Columbia Graphophone Co.

Lucky is the

NEW YORK

OVATION FOR ART HICKMAN

Famous Columbia Artist Makes First Appearance
of the Scason at Ambassador Hotel, Los
Angeles, and Is Given Wonderful Reception

Los AxceLes, Cat., January 4.—Art Hickman,
famous dance orchestra leader and exclusive
Columbia artist, received a tremendous ovation
at the Ambassador Hotel recently when the Art
Hickman QOrchestra made its first appearance of
the scason. Columbia dealers throughout this
territory took advantage of Mr. Hickman's ap-
pearance at the Ambassador Hotel through the
use of timely publicity, and among the dealers
who carried attractive advertising were the
Remick Song & Gift Shop, the Bartlett Music
Co. and Cooper's Melody Shop.

The night of the Hotel Ambassador opening
was the most brilliant social affair of the sea-
son. The cafe was filled to overflowing, and
every table was crowded. Chas. P. Mack, assist-
ant manager of the Los Angeles branch of the
Columbia Graphophone Co., arranged to have a
large floral piece in the form of an imitation
Columbia record plzced at the entrance of the
cafe. where it was the center of attraction.

For one week previous to Art Hickman’s ap-
pearance, large imitation Columbia records four
feet eight inches in diameter were on display in
the lobby of the Ambassador Hotel, announc¢ing
the opening date of Art Hickman's Orchestra
During the week of the opening large records

mounted on trucks paraded the streets every day,
and the publicity tie-up was most efhcient.

RECENT GRANBY ACTIVITIES

Business Shows Pleasing Development—Reports
From Various Points—Prominent Men Enter-
tained at Dinner—Conditions in the West

NorrFoLK, VA., Januvary 3.—The Granby Phono-
graph Corp.,, of this c¢ity, is receiving encourag-
ing reports from its representatives in all sec-
tions of the country. Austin L. Fordham, who
represents Granby in eastern Pennsylvania, re-
ports excellent business and that the various
period designs are proving very popular.

F. D. W. Connelly, representing Granby in
North Carolina, has been making his headquar-
ters in High Point and in addition to the ex-
cellent representation he is giving the line in that
State has found time to organize a singing so-
ciety, join a church choir and otherwise advance
interest in music. He has been elected an hon-
orary member of the High Peint Chamber of
Commerce and the Commercial Club.

E. W. Schumaker, of St. Louis, who repre-
sents Granby in the \West, writes that business
1s showing a very decided improvement and
states that he does not believe it entirely due
to holiday demand but tather indicates a healthy
return to normal business. Mr. Schumaker re-
ports a number of new Granby dealers estab-
lished in his territory.

1658 Broadway

ALBERT CAPIPB

1 10

ERANK CROXTON

EIGHT FAMOUS
VICTOR ARTISTS

In Concert and Entertainment
Personal Appearance of

Eight Popular Victor
Favorites on One Program

A live attraction for live dealers and jobbers

Bookings now for season 19211922
Sample program and panticulars upon reques

P. W. SIMON, Manager

j

New York City

e

MONROE SILVER

JOHUN MEYERS

Famous Ensembles including

Campbell & Burr - Sterling Trio - Peerless Quartet

FRANK. BANTA.

- .

LAMBERT FRIEDL RESIGNS

General Phonograph Corp. Manager to Take an
Extended Rest Owing to Ill Health

Lambert Fried!l, manager of the metropolitan
distributing division of the General Phonograph
Corporation, New York, resigned from his posi-
tion this week, owing to ill health. Mr. Friedl,
who is one of the best known members of the
talking machine trade. is planning to take a com-
plete rest for about six months in order to recu-
perate fully.

As manager of the metropolitan distributing
division of the General Phonograph Corp. during
the past year, Mr. Fried! was an important fac-
tor in the development of Okeh business in this
territory. His success may be attributed in a
measure to the fact that he numbers’ among his
personal friends the great majority of dealers in
this territory, and his familiarity with every
phase of retail merchandising in this industry
enabled him to give the dealers maximum serv-
ice and co-operation.

ART IN ADVERTISING AWARDS

Some Mcembers of the Music Industry Whose
Advertising and Drawings Have Come in for
Commendation From Noted Art Directors

The “Annual of Advertising Art in the United
States” for 1921 has recently been issued. This
is a catalog of the exhibitions of advertising paini-
ings and drawings made at the galleries of the
National Arts Club in the Spring of 1921, which
exhibition was held by The Art Directors’ Club.

Awards were made by a jury consisting of
Richard J. Walsh, chairman; Robert Henri,
Charles Dana Gibson, E. H. Blashfield, Arthur
W. Dow and Joseph Pennell. The awards made
at this exhibition, which is held in the Spring of
each year, are looked upon by the advertising
profession as authoritative and indicating the
companies and specific piéced~of_the advertising.
done by said companies, which “are the finest
published in a given field;, from th'e'\g\tandpoim,
of art. . ‘ )

The following awards for 1921 are of. 'interest
to the music_industfy: Piano 'a:!yerﬁ_sef;fents—
Steinway & Sons, The Packard Co, - Orgdan ad-
vertisements—Estey Organ Co. -Talking machine’
advertisemgnts—Victor ' Talking -Machiné- Co.,
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