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= Is New Quality Smashing | =
= the Old One-line ldea? -

Why is it that more old-established one-line stores are taking
the Sonora agency than ever .before?
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Why is it that more and more music lovers throughout the
country are demanding comparison with the Sonora before they
buy any instrument?
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Because time and again Sonora has proved the magnificent fel
beauty and truth of its tone, when fairly tested.
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Because it is coming to be realized that Sonora, being the o
result of profound concentration on the part of a great company
upon making a phonograph only, MUST have striking points of
superiority over all other phonographs. “The Best Record is 3 Bt B
Better on a Sonora.” 5..,.:'_
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These facts mean a harvest of sales to every dealer who ‘
has the gumption to act, and act quickly, so as to get the i
benefit of this season’s Sonora business. gl
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Sonora Phonograph Company, Inc.

GEO. E. BRIGHTSON, President
279 BROADWAY, NEW YORK

Cuaaadian Distributors: Sonora Phonograph, Ltd., Toronto
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THE INSTRUMENT OF QUALITY
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CLEAR AS A BELL

The Highest Class Talking Machine
in the World
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Price Twenty-five Cents

EFFECTIVE PROSPECT-GETTING PLAN

Services of Teachers and Mail Carriers Used
to Secure Prospects by the Talking Machine
Department of the Campbell Furniture Co.

After disastrous experience with canvassers,
who would make unauthorized promises, mis-
representations as to price and all that, the
talking machine department of the Campbell
Furniture Co., of Piqua, O., discontinued the
employment of strictly outside men and has
developed a system of getting rural prospects
through mail carriers and school teachers. Ar-
rangements have been made with teachers in
charge of rural schools to furnish the store with
the names of live prospects in their respective
districts. Of course the teacher not only knows
the children under her tutelage; but often the
parents and sometimes the actual home condi-
tions. The teacher furnishing names of those
who are open for, or could use, a talking ma-
chine is given a small commission on each
prospect.

The rural mail carriers are used in a different
manner. The teacher cannot actually talk ma-
chines or give time after school hours to sell-
ing. The carriers, on the other hand, at least
those around Piqua, finish their routes at noon
and have their afternoons free. They have
their own automobiles, know the people living
on their mail routes and are not only in a posi-
tion to furnish names of prospects, but, where
they develop possibilities as salesmen, the store
uses them in the actual placing and selling of
talking machines and records.

VICTOR SCHOOL TO OPEN IN PEORIA

Classes Under Direction of F. A. Delano to Be
Held in Headquarters of Putnam-Page Co.,
Victor Distributor, November 6 to 9

Peor1a, Itr.,, October 5.—A Victor Salesman-
ship School, under the direction of F. A. Delano,
who has had charge of the Red Seal School
classes at the Victor factory in Camden, N. J.,
and who has been conducting salesmanship
classes in New York, Buffalo, Washington and
other cities, will be held at the headquarters
of the Putnam-Page Co., Victor distributor, of
this city, November 6 to 9, inclusive. The dif-
ferent phases of retailing, such as record sell-
ing, machine selling, stock keeping, etc., will
be thoroughly gone into and Victor dealers and
salesmen are eagerly looking forward to the
opening of the school.

EDWIN G. EVANS HONORED

An honor of no small magnitude has been
bestowed upon Edwin G. Evans, sales repre-
sentative of C. Bruno & Son., Inc., Victor
wholesalers, New York. Mr. Evans has re-
ceived the nomination for treasurership of
Darien, Conn., in which he lives. Mr. Evans
universal popularity with his neighbors and the
fact that he has been nominated on the ticket
that always wins in Darien make his election
next November a certainty. It is stated that
Darien’s budget amounts to $160,000 a year and,
therefore, Mr. Evans will undoubtedly be a very
busy man as he will assume these duties in
addition to his usual occupation.

OPEN TALKER STORE IN WASHINGTON

WasHingtoN, D. C., October 1.—Charles
Schwartz & Son, 708 Seventh street, N. W, are
among the latest additions to the talking ma-
chine business here. The new concern has
opened what is considered one of the largest
as well as one of the most attractive talking
machine stores in the city. The lines featured
are the Vocalion, Edison and Brunswick.

UNUSUAL PUBLICITY FOR VICTROLA

New York Hippodrome Uses Giant Victrola in
“The Grand Opera Ball’—Liberty Theatre
Uses This Instrument in “Molly Darling”

The products of the Victor Talking Machine
Co. are receiving some excellent publicity
through the medium of New York theatrical
productions. The famous New York Hippo-
drome and the Liberty Theatre are both using
Victrolas in their current productions. At the
Hippodrome the widely known Victor adver-
tisement showing characters from the various
operas issuing from an immense Victrola is re-
produced on the stage as a feature of the act
entitled “The Grand Opera Ball.” Thousands
of persons have already witnessed this spec-
tacle, which is indelibly stamped on their minds,
and undoubtedly many more will witness it.
The instrument used in this production is a
giant in size and the world-renowned Victor
dog trade-mark of huge dimensions also plays
an important part in the production.

“Molly Darling,” the musical comedy which
recently opened at the Liberty Theatre, which
to a large extent is based on operatic charac-
ters, also uses a large Victrola as part of the
stage property of the production, and here, too,
thousands of people are having the Victrola
brought to their attention.

TAKES OVER SWINEHURST MUSIC CO.

MANHATTAN, KaNs, October 3.—R. H. Brown,
formerly connected with the public schools of
Kansas City, Mo., as a teacher of music, has
purchased the business of the Swinehurst Music
Co., this city. The name of the business has
been changed to the R. H. Brown Music Co.
Columbia Grafonolas and a complete line of
musical instruments are handled.

-$2,299;

OUR EXPORTS OF TALKING MACHINES

Exports and Imports of Talking Machines and
Records Show Improving Tendency as Com-
pared With Last Year—Our Buyers Abroad

WasHINGTON, D. C, October 10.—In the sum-
mary of exports and imports of the commerce
of the United States for the month of July, 1922
(the latest period for which it has becn com-
piled), which has just been issued, the following
are the figures on talking machines and records:

The dutiable imports of talking machines and
parts during July, 1922, amounted in value to
$49,081, as comipared with $35,180 worth which
were imported during the same month of 1921.
The seven months’ total ending Jjuly, 1922,
showed importations valued at $311,032, as com-
pared with $382,071 worth of talking machines
and parts during the same period of 1921.

Talking machines to the number of 4,839,
valued at $181,193, were exported in July, 1922,
as compared with 2,133 talking machines, valued
at $100,279, sent abroad in the same period of
1921. The seven months’ total showed that we
exported 28,042 talking machines, valued at
$1,001,020, as against 22,757 talking machines,
valued at $1,084,195, in 1921.

The total exports of records and supplies for
July, 1922, were vaiued at $74,440, as compared
with $128,761 in July, 1921. The seven months
ending July, 1922, show records and accessories
exported valued at $611,250, in 1921, $1,397,384.

The countries to which exports were made in
July and the values thereof are as follows:
France, $99; United Kingdom, $5,333; Canada,
$80,412; Central America, $1,847; Mexico,
$23,029; Cuba, $1,099; Argentina, $9,574; Chile,
other South America, $7,179; China,
$5,313; Japan, $13,827; Philippine Islands, $4,256;
Australia, $7,593; Peru, $3,756; other countries,
$15,577.
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High School Students Make Good Prospects

b [HI I

The talking machine dealer who has been
mailing letters as a means of attracting business
may find, as did one dealer in Brooklyn, N. Y.,
that his appeals will not pull as effectively as
when they are directed to a certain class of
people. As the dealer explained: “Making your
sales letters specific certainly will contribute
toward their effectiveness, but I have found that
a sales-letter campaign brings more returns
when one's cfforts are confined to attracting
certain classes of people and telling those
people why they should buy talking machines.”

This talking machine dealer then went on to
relate how he had overcome a problem that
had been bothering him. He believes in mailing
clever little letters to prospects, yet he realized
the trade was not coming in response to his
letters as it should. What did he do? Simply
this: He felt that he should direct his appeals
to other people, and he had a good reason,
for in his case many of the letters went un-
answered; therefore he decided to tackle his
problem from another point—he would send
letters to high-school students instead, address-
ing his appeals, of course, to them, and pointing
out why and how talking machines could easily
be bought on the instalment plan.

This enterprising talking machine dealer was
fully aware that such a sales-letter stunt would
be out of the ordinary, and for that reason
alone should be particularly effective. Many
talking machine dealers will, perhaps, send out
letters to prospects including all classes of
people, all of the letters being along the same
lines. But the dealer in Brooklyn concentrated
his efforts on high-school students, emphasizing

Written for The World by FRANK V. FAULHABER
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the advisability of purchasing talking machines
for their parents.

He suggested that a talking machine be pur
chased as a birthday present, thus surprising a
parent. Apart from the selling arguments that
were stressed the dealer also pointed out how
the young people could go about earning the
necessary money to pay for the machines. In
one letter he discussed the foolishness of spend-
ing money carelessly, money that often went
for various useless odds and ends. In this
wise he was implanting the art of thrift in the
young people.

The results that accrued from the dealer’s ef-
forts assuredly satisfied him. Many of the high-
school students visited his establishment to talk
over the matter with him, having been in-
vited to do this in the letters that were sent.
It was said lhere alone the returns were more
satisfactory than in the case where sales letters
were mailed indiscriminately, with no definite
object in view. As the dealer wisely observed:
“Pick out your prospect, then confine your at-
tention to that prospect.”

High-school students often earn money out-
side of school hours, and those who do not
can readily enough be encouraged to place
themselves in the way of a few added dollars.
Naturally, the talking machine dealer will find
in them many prospects that can easily be
turned into customers if but the proper effort
is exerted. In many cases where parents can-
not be induced to buy a talking machine their
children assuredly represent logical prospects.
Anyway, the experience of the Brooklyn dealer
in the high-school field is worthy of emulation

See second last page for Index of Articles of Interest in this issue of The World
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- Helping Customers to Get Greater Variety
Into Thelr Record Collectlons
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One big reason why talking machines remain
unused for long periods of time, collecting dust
and acquiring an aged, neglected appearance,
is that the owners haven’t sufficient variety in
their collections of records. Where the only
records in a collection are jazz, or, perhaps,
vocal or band, it is no wonder that the talking
machine owner acquires that tired feeling which
makes him inclined to feel that a machine is an
unnecessary piece of furniture.

There is, therefore, a splendid chance for the
live-wire talking machine dealer to get more
business by helping the owners of lop-sided
record collections inject more variety into their
collections and, by getting this greater variety
in records, to find more pleasure and profit in
playving their instruments.

Most people, it should be remembered, are still
somewhat shy in the matter of musical educa-
tion. They know, perhaps, one musical instru-
ment and so, when they come to buy talking
machine records, the majority of their pur-
chases are of selections of that one particular
instrument, and this leads to insufferable
monotony in music.

The alert dealer, realizing all this, could make
a powerful appeal to the owuers of lop-sided
record collections by advertising or by sending
out a personal letter which might read some-
what as follows:

“LET US HELP YOU GET VARIETY IN YOUR

RECORD COLLECTION.

“IWe have found that many of the talking machine
record collections of our customers are somewhat
lacking in variety. Some collections, for instance,
are heavy with violin selections, but have no harp
records. Others are strong with piano pieces but
neglect mandolin, vocal and band records, etc.

“Here’s the idea: Make up a list of the records
you have in your collection. Bring the list to us.
We'll go over it carefully and suggest some new
records which will give variety and tone to your
collection and which will harmonize with your musi-
cal tastes. By getting more variety into your record
collection you will find that you will gct more en-
joyment out of your phonograph.

“The greatest beauty of the talking machine is
its versatility. You are not cashing in on your in-
strument as strongly as you might if you aren’t
getting the biggest possible varfety of musie out
of it. Time and again we've found that people have
experienced a greatly revived interest in music by
the simple expedient of securing new records which
give them greater variety.

Of course we are glad to render this suggestion
to you as a part of our regular service. We'll make
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the suggestions of the records you might get in
order to secure the desired variety in your collection,
but our doing this entails no obligation on your
part. You don't have to buy all of the records or
any of them.
Come into our store and learn what sort of records
you ought to add to your collection NOW!"

This sort of an advertisement or letter would
be sure to attract attention and create a great
deal of comment. It would, undoubtedly, bring
some people into the store with lists of their
records. And it would, then, be merely a mat-
ter of good salesmanship to sell some additional
records to these people.

In addition to using this sort of copy in news-
papers it would be a splendid idea to use a
placard in the display window carrying the
same sort of copy. And, as suggested, it would
be advisable to use similar copy in direct mail
advertising matter sent out to all of the store’s
regular customcrs and prospective customers.

This stunt, after the initial effort, could then
be used effectivcly in other ways for attracting
attention to the store and in boosting the store’s
business. The store could, for instance, very
casily frame some exceedingly interesting win-
dow displays on this theme.

One such display could show a well-balanced
collection of fifty records, including a good
variety of all kinds of instruments and of all
classes of music. Such a display would appeal
to the average talking machine owner because
the collcction wouldn’t be so big as to be be-
yond the reach of the average individual. The
records in this display should be spread over
the floor of the window so that people could
read the titles for themselves. Then an ac-

companying placard might read as follows:
“IS THIS THE PERFECT RECORD
COLLECTION?

‘““There are fifty records in this collection, repre-
senting a splendid variety of instrumepts and vari-
ous classes of music. It has been prepared with
girreat care by music lovers who are experts in get-
ting the greatest rossible enjoyment out of their
instruments. The collection is - displayed for the
rurpose of suggesting new Kkinds of records to YOU
which will make you get greater enjoyment out of
your talking machine. Study this collection care-
fully. Then come into the store and let us tell you
just how many jazz records there are in this collec-
tion, how many vocal selections, how many band
records, ete,

‘*Get greater variety into YOUR record collection
and get more enjoyment out of your talking
machine,”’

It's entirely free service on our part.’

:: By Frank H. Williams
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This sort of a display would, undoubtedly,
make a very deep impression on many people.
It would set them thinking about the need of
getting more variety into their record collec-
tions if they want to get greater enjoyment
out of their phonographs and all this would lead
to the store making more sales of records.

Also, by not listing the numbers of records
in each classification included in the collection
of fifty records the store would be arousing
the curiosity of many people and this curiosity
would bring them into the store, with the re-
sult that it would siimmply be a matter of sales-
manship to make sales of records to the in-
quirers.

Another interesting window display which
could be quickly and easily framed on this
theme would be that of illustrating the sort of
uneven record collections which some talking
machine owners have. This could be done by
means of diagrams.

For instance, a diagram might be arranged
to show a typical lop-sided record collection.
A long, vertical, heavy line might visualize the
number of jazz records in the collection. Then
very small, thin lines might be used to repre-
sent the number of high-class vocal selections
and high-class instrumental selections in the
collection. Another diagram might show a
tremendous preponderance of high-class vocal
pieces. Still another might show a collection
top-heavy with violin or band selections.

People always like to look at diagrams in
show windows. So such a stunt as this would
attract a lot of attention. And this vivid way
of visualizing the lack of variety in many record
collections would, undoubtedly, have the effect
of making many of the people who stop to
look at the window enter the store and pur-
chase records which would give greater variety
to their collections.

Of course, with these displays and with sim-
ilar displays the store should use window cards
on which would appear strong copy empha-
sizing the fact that the greatest enjoyment of
the talking machine comes when the record col-
lection is completely and carefully balanced
with a wide variety of all available forms of
music representing the great vocalists both in
operatic and popular fields and the celebrated
instrumentalists popular the world over.

THE TALKINGIMACHINE'S HELPMATE

Dealers, a beautiful colored display card,
by 14 in., mailed upon request.

JOBBERS and DISTRIBUTORS—How many do

you want?

New York Album & Card Co., Inc.

A. W. CHAMBERLAIN
New England Factory Representative
174 Tremont St., Boston, Mass.

23-25 Lispenard St.

NYACCO Albums
Aid Fall Business

Right Price,
Strength and Durability—all are found in NYACCO
albums.

These qualities mean dollars and cents to you.
Plan now for your fall business.

NYACCO albums this fall.

satisfied customers and develop reorders.

Service, Increased Sales,

Worite us for quotations
and prices — To-day.

NEW YORK

Quality,

Plan to sell
NYACCO albums make

11 in. The Only Loose-Leaf Record

Album on the Market

CHICAGO
415-417 S. Jefferson St.
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Victor supremacy
1s the supremac
of performance

Victrola VI, $35
Mahogany or oak

Victrola 1X, $75
Mahogany or oak

The universal recognition of Victor su-
premacy makes the Victor the safest, most
reliable and so most profitable line for music
dealers to handle.

Victor Wholesalers

Atlanta, Ga........ Elyea Talking Machine Co. Mobile, Ala.........Wm. H. Reynalds
Phillips & Crew Piano Co. Newark, N. J...... Collings & Co.
Baltimore, Md...... Cohen & Hughes Ncw Haven, Conn..The Horton-Gallo-Creamer
E. F. Droop & Sons Co. o.
H. R. Eisenbrandt Sons, Inc. | New Orleans, La...Philip Werlein, Ltd.
Birmingham, Ala...Talking Machine Co. New York, N. Y....Blackman Talking Mach. Co.
Boston, Mass....... Oliver Ditson Co. Emanuel Blout.
The Eastern Talking Machine C. Bruno & Son, Ine.
Co. Charles H. Ditson & Co.
The M. Steinert & Sons Co. chklf.rbocéer ’II‘alking Ma-
] ~ . . chine Co., Inc.
SO T émslflc%&i]ﬁ:g;n%ol\lafr}:'c Co. Musical Instrument Sales Co. Victrola No. 100
: = A Y ’ New York Talking Mach. Co.
Buffalo, N. Y...... Curtis N. Andrews Ornies, Inc. $150
| BuﬁallgcTalkmg Machine Co., Olibiom, Bits Silas E. Pearsall Co. Mahogany, oak or walnut
. 19 «l 'y -
Burlington, Vt..... American Phonograph Co. OKkla. ............ Oklahoma Talking Machine
Chicago, 1ll........ Lyon & Healy m Co. .
The Rudolph Wurlitzer Co. Omaha, Nebr...... Ross P. Curtice Co.
Chicago Talking Machine Co. Mickel Bros. Co.
Cincinnati, 0O,...... Ohio_Talking Machine Co. Peoria, 1ll.......... Putnam-Page Co., Inc.
] The Rudolph Wurlitzer Co. Philadelphia, Pa...Louis Buehn Co., Inc.
Cleveland, O....... Cleveland Talking Machine o Heppe & Son.
0. Penn Phonograph Co., Inc.
. The Eclipse Musical Co. The Talking Machine Co.
Columbus, O....... The Perry B. Whitsit Co. X H. A. \Veyman.n & S_°"- Inc.
Dallas, Tex.. . ... Sanger Bros. Pittsburgh, P.x.....éV.CF.MI;{Ie(:irerécgc PI':taélo Co.
Denver, Colo....... The CKnight-Campbell Music Standard Talking Mach. Co.
I R=0; Portland, Me....... Cressey & Allen, Inc.
Des J\.Iome.s. Ia..... Mx.ckel Bros. Co. Portland, Ore...... Sherman, Clay & Co.
Detr'ont. ;"Ilcl't‘,. cees .Grm.nell Bros. Richimond, Va...... The Corley Co., Inc.
Elmira, N. Y....... Elmira Arms Co. Rocliester, N. Y....E. J. Chapman Co.
El Paso, Tex....... W. G. Walz Co. . o
. Salt Lake City, U..The John Elliott Clark Co.
Ilonolulu, T. H....Bcrgstron3 Music .Co., Ltd. San Francisce, Cal.Sherman, Gy B ol
Iouston, Tex...... The ’I’!‘;\!g;ng Machine Co. of Seattle, Wash. ....Sherman, Clay & Co.
Jacksonville, Fla...The French Nestor Co. zxt)olmne.. ‘;“51" . .S'herman, Clay & Co. .
Kansas City, Mo...J. W. Jenkins Sons Music - Louis, ‘Io """ Koerber-Brenner Music Co.
o St. Paul, Minn..... W. J. Dyer & Bro.
The Schmelzer Co. Syracuse, N. Y.....W. D. Andrews Co.
Los Angeles, Cal...Sherman, Clay & Co. Toledo, O.......... The Toledo Talking Machine
Memphis, Tean.....0. K. Houck Piano Co. Washin 0,
1 . 4 gton, D. C..Coh Hugh
Milwaukee, Wis....Badger Talking Machine Co: Eo 1?" DSf_oopug eSsons Cor
Minneapolis, Minn..Beckwith, O'Neill Co. Rogers & Fischer
I - Victrola No. 120
J \ $275
s Victrola No. 120 electric $315.00
¥ Mahogany or oak

Important: Look for these trade-marks. Under the lid. On the label.

Victor Talking Machine Company

Camden, New Jersey
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The instalment plan has grown to be an im-
portant part of the talking machine business and
many establishments make a greater percentage
of their sales in this way than on the cash basis.
Now it would seem that where so much trouble
i1s taken to gain the patronage of this class of
customers an equal effort should be made by
the management to retain their friendship with
an eye to future business, but in many instances
such is not the case.

Following the opening of an account and the
purchase of a machine the customer comes in
contact with the collector or the cashier of the
firm more than with any other member of the
business; therefore it would seem that these
two employes should be selected with particular
care, mainly because they possess those quali-
ties of personality and courtesy which naturally
appeal to the average customer and enhance the
prestige of the firm. A man or woman acting
in the capacity of cashier who handles the pay-
ments of customers has a wonderful opportunity
of making friends and increasing the business
of the firm. On the other hand, if the cashier
or collector acts in a condescending manner
when coming in contact with these people in-
calculable harm is being done to the business
and the friendship of a customer with all that
means in the way of future sales has in all
probability been irretrievably lost.

The post of the person coming in contact with
these customers is equally as important, if not
more so, than that of the salesman, and the per-
son selected for the position should not only
possess a courteous and amiable disposition and
a pleasing personality, but should also have
some real sales ability.

In order to make the necessity for the above

M (RTHOIIIIT

How the Collectlon Department Can Co-
operate With Sales Orgamzatlon By Alonzo K. Foster
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qualifications clear, let us analyze by a concrete
example their value to the firm. John Jones
buys a talking machine on the instalment plan
and each week or month, according to the ar-
rangements made at the time of the purchase,
he conmies to the store to make a payment. He
walks up to the desk where the payment is to
be made and he is greeted by name, cheerfully
and with a smile, and he is asked to sit down.

S S
Cashier Handling In-

stalment Payments

Should Be a Person
of Tact and Possess
Real Sales Ability

e

While the payment is being made the cashier,
who should be familiar with the record stock,
suggests new numbers which are proving popu-
lar and requests that he listen to several of
them. If the customer is interested the cashier
turns him over to the care of a salesman, who
conducts him to a booth where the selections
mentioned will be played. This plan not only
results in sales but it implants in the mind of
the customer the conviction that he is looked
upon as a friend by the company, and if he does
not make a purchase at the moment he will
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surely do so when he does decxde to buy records.

When the contract has been signed and the
machine delivered it is up to the management to
see that the customer stays sold and the cashier
can be of muaterial assistance in this direction.
Many people purchase a new machine and find
after using it a short time that minor troubles
develop. When such is the case the customer
often asks himself whether he received his
money’s worth and he develops an attitude of
suspicion towards the store where the purchase
was made. This can be overcome by the cashier
by simply asking the customer when he makes
his payment if the machine is rendering good
service, and if some trouble has developed either
instruct the purchaser how to overcome the dif-
ficulty or send someone to make the necessary
adjustments.

In most establishments where there are in-
stalment accounts the cashier is either behind a
screen or looks out at a customer through a
small window, takes the payment in a silent,
impersonal and sometimes grouchy manner,
passes out a receipt and the customer goes away
feeling that he has intruded in entering the
store. Sometimes, also, under this arrangemen't
patrons are forced to wait in line before they

3

receive attention, and the business is transacted.

in a semi-public manner which is distasteful to
the average man or woman.

A small private office for the cashier will
overcome these difficulties and at the same time
furnish the means of closer personal contact. A
bench or several comfortable chairs may be
placed along the outside of the office for the
comfort of patrons while they await their turn.
The expense of making these arrangements will
be amply repaid by the increased sales.

.
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Main Wholesale Depot |

741 Mission Street, San Francisco, Cal.

Branch Wholesale Depots:

10th and Santee Streets, Los Angeles, Cal.

N.W. Corner 13th and Glison Streets,
Portland, Oregon

Oceanic Bldg., Cor. University and Post Streets,

Seattle, Washington

330 West Sprague Ave., Spokane, Washington
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| Victor supremacy is the
supremacy of performance |
The commercial gy ki
tritumphs of the Victor
naturally follow its musi- |
ll cal superiority. This in-
evitable result 1s a con- I
sideration of vital impor-
tance to every dealer 1n
H Victor products.
Victr;llaol;o. 80 Victrogaslz)o. 130 l
Mahogany, oak or walnut Vicuol;dr::c;glai(;- z're;:r;m $390 ’ 1
Il
Victrola No. 240 Victrola No. 260 Victrola No. 280 .I
Mahoga?\: lorswalnut Mahogas;\t'i? walnut ' Mallogariz?)? walnu
| |
e ; " ®
iU Victrola
" "HIS MASTER'S VOICE" REG.U.S PAT.OFF. |
Important: Look for these trade-marks. Under the 1id. On the label. L
Victor Talking Machine Company
Camden, New Jersey
L
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CLEAR ROAD AHEAD FOR BUSINESS ADVANCE 1

HE end of the coal and railroad strikes and the enactment of

the new tariff law, which have served to disturb business
throughout the country to a greater or less extent for several
months, are to be welcomed as opening the way for the resumption
of business on a national and normal scale. \While certain sections
of the country, or rather definite localities, have suffered more than
others from the effects of the two strikes, the threat of a Winter
without adequate fuel for factories and homes and the abandon-
ment or at least disarrangement of transportation facilities naturally
had a bad effect upon the business of the country as a whole. Hap-
pily these disturbing influences are now removed.

In view of the confidence with which the talking machine trade
has entered into the Fall season—a confidence that has proved itself
through the medium of substantial orders—the settlement of the
disturbing factors in question should bring about a volume of sales
in excess of even the most optimistic forecasts. Calculations of
Fall requirements were for the most part made when the strike
shadows still hung over us and, with that danger removed, there
is nothing on the horizon that should tend in any way to interfere
with the development of a business that, while it may not break
records, will at least bring in substantial profits.

I “TALKER” ENLARGES SPHERE OF USEFULNESS !

HOSE who have kept in touch with the development of the

talking machine record during the past decade will naturally
hesitate to make any prophecy regarding the status of that sound-
recording medium ten vears from to-day, from the fact that almost
every month there is discovered some new field of usefulness for it.

Originally intended by the inventors simply for the recording
and reproducing of business correspondence, the talking machine
record found its first great field as a musical entertainer, coming
hack into the business and commercial world on a large scale later.
Then came the conquering of the field of education with the re-
sultant placing of talking machines and record libraries in prac-
tically every school throughout the country. e find also the talk-
ing machine used for the teaching of languages, and for the cir-
culation of speeches of noted men. Then, too, have come talking
machine records to make the taking of physical exercise pleasant

and easy, as well as records for the training of the voice and for
other purposes, including the advertising of real estate auctions.

In fact, there seem to be few fields that have not been invaded
by the talking machine record in one way or another. Each new
field thus uncovered is calculated to do its share in insuring the
permanence of the talking machine and, consequently, of those en-
gaged in the producing and marketing of machines and records.

Some day perhaps some historian will take it upon himself to
write a real history of the industry and embody therein the romance
s0 closely interwoven with it.

A MOST SIGNIFICANT TRADE DEVELOPMENT

NE of the best indications of the confidence in the future felt

by the majority of members of the retail talking machine trade
is the amount of new equipment that is being installed in talking
machine stores and departments throughout the country. During
the past few months there have been scores of establishments either
entirely remodeled or partially remodeled with a view to giving
more needed space to the demonstration and sale of talking ma-
chines and records, and one of the largest manufacturers of booths
and other store equipment for talking machine dealers las reported
a record-breaking number of installations of such equipment, in
many instances running into thousands of dollars for a single store.

A retailer may talk optimistically because he feels that is the
proper thing to do, and because it is calculated to dispel any feeling
of distrust he mayv hold regarding the future of his business, but
the man who backs up his optimism by spending real money to
improve and enlarge his establishment certainly has some basis for
his calculations regarding coming business demands. Incidentally,
the character of talking machine stores is being improved steadily
until there i1s hardly one without a sizable battery of soundproof
demonstration booths and record-selling facilities that make for
speed, accuracy and, most important, more sales. It is a most
encouraging development and a condition complimentary to the good
sense and ambitious efforts of the dealers as well as a recognition
of the sales-creating value of artistic store installations. Broadly
considered it is a trend indicative of the health and permanency
of the industry.

' BETTER HOMES AND BETTER MUSIC

HERE has just been celebrated throughout the country what

i1s known as “Better Homes in America Week,” with various
individuals and organizations joining together to support the propa-
ganda of better homes and better home equipment, on the theory
that improvement in homes and living conditions means improve-
ment in the character of our citizenry.

At the instance of the Music Industries Chamber of Com-
merce music trade interests in a number of sections co-operated
more or less actively with local committees with a view to em-
phasizing the rightful position of music in the modern home of
culture and refinement, and it is to be hoped that numerous talking
machine dealers took advantage of the opportunity to hook up with
this new propaganda. i

It is unfortunate there are so many movements constantly
under way that the public has become rather indifferent and does
not respond readily to special celebrations or events. There is
hardly a week during the fifty-two when there is not being featured
some propaganda or another, but when a movement such as that
for better homes is under way it is well deserving of the support
of those who are merchandising the products that go into the rapidly
increasing number of better homes in America.

Any movement that makes for better home equipment makes
directly for sales of musical instruments, particularly of talking
machines as they possess the advantage, through the medium of
records, of providing both entertainment and the means for a musi-
cal education.

IMPORTANCE OF CONTINUOUS ADVERTISING

FOR the next few months at least there will likely be a consider-
able volume of talking machine advertising in local newspapers
as well as In magazines of mnational circulation with the idea of
arousing public interest to the buying point during the holiday
season. Such advertising naturally has a very stimulating effect
upon retail business, but it is unfortunate that so many members
of the trade, manufacturers as well as retailers, are inclined to use
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the bulk of their advertising appropriation within a certain season
such as during the Fall or Winter months, and then cut down or
eliminate it for the remaining six months of the year.

Perhaps it is well to increase advertising appropriations at cer-
tain seasons, say just prior to the holidays, but that does not get
away from the fact that to be effective advertising should be con-
tinuous and conducted on a year-round basis. It is well enough
to declare that there is a natural dropping off in business in the
Summer, and that liberal advertising during the Spring and Sum-
mer months is not calculated to bring in enough business to make
it a paying proposition. This is very true so far as it applies to
the man who spends $100 for advertising one day and expects to
get it back in increased business the next, but for the individual
who understands the theory of advertising and has some general
appreciation of its cumulative value the thought is not so much
what business will be brought in the next day, but what business
can be developed in the future through means of publicity.

There have been a number of concerns in all lines of trade
that owe the continuance of their business on a substantial basis
throughout the war and post-war period to the fact that they be-
lieved in continuous advertising and adhered to that policy despite
the upward and downward trend of business. By keeping at it they
developed and maintained an advertising momentum that proved
their salvation.

The manufacturer or retailer should no more discontinue his
advertising during any given period than he would discontinue his
selling effort. If a man only went after his sales prospects three
months at a time and then left off for two or three months some
competitor would land the sale. He knows this.-and “keeps on the
job” until the deal is either closed or definitely lost. Yet, advertis-
ing is simply selling through the printed word and the same danger
of deferred interest applies.

MONEY TO BUY MUSICAL INSTRUMENTS

HOSE who are of the opinion that a large proportion of the
population is not at the present time in a financial position to
purchase musical instruments of the better sort have a surprise

coming to them in the report of the American Bankers’ Association
to the effect that there are nearly 27,000,000 savings bank deposi-
tors on record, or an average of more than one depositor for every
family in the United States.

It is significant that during the past couple of years, while the
country has been going through what has been termed a period of
depression, the number of savings bank accounts and the amount of
deposits in such accounts have been increasing at a rate that has
surprised even bankers in closc touch with the situation.

The record may be taken to indicate that the spirit of thrift has
gained ground in the United States and that the great majority of
our people are putting aside a very sizable portion of their incomes
for the coming “rainy day.” With the money actually available,
even in savings accounts, and with the public trained to save, the
musical instrument salesman has an opportunity before him that
should in no wise be neglected.

If there is anything at all in the slogan “Music As an Aid to
Thrift,” which has been put forward by the music industry for the
past couple of years, then it should be capitalized right now. It
may not be that the 27,000,000 savings bank depositors represent
that many prospective talking machine or piano buyers, but cer-
tainly a very substantial proportion of them are in a position to be
convinced of the desirability or rather necessity of owning a musical
instrument of some sort.

INTEREST IN MUSIC IS STEADILY EXPANDING

:'ROM various sections of the country during the month have

come reports of a more general attention given to music in the
public schools in various cities. In certain localities general music
instruction is being attempted for the first time and in others definite
school credits for music study are to be allowed. Then, too, plans
are announced for the holding of music weeks and particularly
music memory contests during the Fall months. With all these
musical activities under way, and with the time for spending eve-
nings indoors approaching, there is real reason to look forward to
the sclling at retail of a very substantial volume of talking ma-
chines, records and all kinds of musical instruments.
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SIGNALS
Vanderbilt 3584-5-6-7

Call these signals and Pearsall’s
team work will put you through
for a big gain.

Ask any Pearsall dealer——he’ll
tell you.

““Desire to Serve—Plus Ability”’
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- How Best to Figure Percentage
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Tradition says figures don’t lie. Yet the
wrone interpretation of figures may throw the
head of the business completely off the track.
Mercantile agencies report that a large number
of commercial failures are directly due to the
proprietor’s or manager’s belief that the busi-
ness is making a profit, when, as a matter of
fact, it is running at a loss. And the reason
for this is that, in at least the majority of
cases, the business man has been deceived by
the use of percentages in allowing for profits.

What Is Percentage

In using percentages as a tool to work with
we should have a clear understanding of what
percentage is. Percentage is a standard of
comparison for amounts, just as a thermometer
is a standard of comparison for temperature,
or an inch, foot or yard is a standard of com-
parison for lengths. The word “percentum”
means 100 parts or 100ths. Therefore, amounts
are compared by per cent or hundredths, as
lengths are compared by inches and feet and
temperature by degrees. _

Accordingly one amount compares with an-
other amount as each contains a less or a
greater number of 100ths in the same manner
that one temperature compares with another
temperature according as it contains a greater
or less number of degrees, or that one length
compares with another length as it con_tains a
greater or less number of inches. It is seen
from this that percentage is simply a means for
measuring figures.

How to Find Percentages

In finding percentages we always have a
clearer view of the matter if we put the figures
in the shape of a fraction. Percentage, from
the viewpoint of mathematics, is fundamentally
nothing else but decimal fractions. You say
that 50 is one-half of 100. That means that 50
is fifty one-hundredths or 50 per cent of 100.
Likewise 20 is twenty one-hundredths or 20 per
cent of 100, and 10 is ten per cent, and 5 is five
per cent. The principle here is the same as
that governing the change of common frac-
tions into decimals, which is: “Divide the
numerator by the denominator” or ‘‘divide the
upper figure of a fraction by the lower.”

I AR

Nleﬂ”lods of Modern Business Management--

000.00. What we want to determine, first, is
what percentage of $100,000.00 is $25,000.00. To
do this we put the figures in the shape of a frac-
tion and divide the upper figure by the lower,
thus:

25000

'100000/25000.00/.25

20000.00

500000

500000
\We find, then, that the total yearly expenses
of $25,000.00 represents 25 per cent of the total

— s

Percentage Is a Stand-
ard of Comparison for
Amounts as the Ther-
mometer [s the Stand-
ard for Temperature

S o

yearly sales of $100,000.00. And we know from
this that, in making up our selling prices, we
must add 25 per cent for expenses, plus what-
ever margin of profit we desire to make.

Why Anticipated Profits Are Not Realized

This is all apparently simple enough. And yet
it does not alwavs work out just right, it seems,
Let us see, then, what it is that tangles up so
many of us in attempting to handle percentage.

For purposes of illustration, let us take, first,
the method of the business man who knows
nothing about what his expenses are. He has
perhaps heard some other man in the same
trade or industry say that he figures to make
10 per cent profit, and because that is what he

—
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) The superiority of the Sonora is as marked
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ONovra\ g W

P ——

i LG |l ARG

T

By G. W. Hafner

Manager of G. W. Hafner, Inc., Chicago.
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To illustrate let us assume that the annual
sales of a certain business amount to $100,000.00
and that the annual expenses aggregate $25,-

thinks others are asking he will figure some-

thing like this on a sale, which costs him, say,
$20.00:

Cost of goods $20.00
Add 109% of $20 for profit 2.00
Total..ueeeeiiieeeieniienennnnn. $22.00

He will probably mark the goods to sell for
$25.00, thinking that the extra $3.00 will cover
his overhead expense and that he will make his
10 per cent profit and perhaps a little over. Let

us see, now, what has really happened:

Cost of g00ds .v.vvveiiniiininennnnnn. $20.00
Expense 259% (not of $20, but of $25,

which will be explained later) ......... 6.25
Tiotal COSE oiurebsmororats o o iy TP pilerind o o, $26.25
Sales price ....nvu.... TR . LY 25.00
Net 10SS cvvinneeenneeereneeennnnnns $1.25

or 5 per cent of the selling price.

Next let us illustrate the method of the busi-
ness man who knows, from last year’s figures,
that his expenses amount to 25 per cent of his
sales, but does not know how to apply that
knowledge correctly. Probably his estimate
will show up like this:

Cost of goods .......... PRI g $20.00
Expenses 25¢% of $20 .....oivrninnnnnn.. 5.00
Profit 109, of $20 ....... P A ol G o o 2.00
Total. cee v eeinriieeneeennne.  $27.00
Let us see what has happened in his case:

Cost of g00ds .......oovvveinnnnnnnnnns $20.00
Expenses 25¢ of $27 (instead of $20).... 6.75
IGIEVER oo 0 96600088 o os 0 &b 5000 woeweoe. $26.75

Sale price i 27.00
Net profit ...... PSPPI | o o $0.25

which is .926 per cent (less than one per cent)
of the sale and not ten per cent.

The differences between actual and anticipated
profit, developed in the above illustrations, are
due entirely to the fact that two different bases
have been used in arriving at the results. In
the first instance the percentage of expense of
25 per cent was arrived at by using the sales at
selling prices. In the second instance this per-
centage was applied to the sales at cost prices.
This is the error too often made by business
men.

Suppose the cost of a given article or com-
modity is $1.00 and a merchant wishes to add
a margin of 33 1/3 per cent to the selling price,
how would he figure it? Adding 33 1/3 per
cent to the cost will not give the desired re-
sult, because:

33 1/3 per cent of $1.00 equals 33 1/3 cents.

$1.00 plus 33 1/3 cents equals $1.33 1/3, or the
selling price.

33 1/3 cents divided by $1.33 1/3 equals 25
per cent.

Hence, instead of earning 33 1/3 per cent on
the selling price, as he had planned, the busi-
ness man would actually earn 25 per cent only,
because different bases were used in the cal-
culation.

The following table gives the equivalent per-
centage to be applied to cost prices in order to

secure a given margin of profit on selling prices:
Desired  Corresponding Desired Corresponding
Per Cent on  Per Cent on Per Centon  Per Cent on
Sellmgzg’nces Cost grlces Selling Prices Cost Prices
.333 ° .613

38
26 351 39 639
27 370 40 666
28 +390 41 695
29 410 42 724
30 430 43 754
31 450 44 786
32 471 45 818
33 493 46 852
34 515 47 887
35 538 48 923
36 563 49 .961
37 587 50 1000

Rule for Figuring Percentages

In this matter of figuring percentages the
very first thing we must get a firm hold on is
this: The sale price represents 100 per cent.

To figure by per cent intelligently _we must
have somewhere something that represents 100
per cent, which in this case is the sale price.
When we attempt to figure any part of the

(Continued on page 12)

Copyright, 1922, by G. W. Hafner.
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- Now! On the threshold A Coot '
= Promising of your biggest season—with 7 7”5%@{%

= T £7 R £ Fi

= three months of constantly : ?au,vlfxpﬂvyy[/?fcjl?s

§ The season is better growing demand ahead Of

= than promising! Already, you—is the time to lay in |
= instrument sales have k of :
= livened up and other your stock o ‘
= marked increases, partic-

= ularly in record sales, must f =
= inevitably foll<?w. ] The PEERLESS =
= great opportunity is here! Display This Sign—lt Will Sell Pecrless =
g Albums both support Albums for You—Send for Yours at :
= and promote your record the Album Once. =
= sales, first by filling an ab- =
= f;:,‘;‘feb;e;‘;;‘:g;ﬁg"ans‘f,i: Regrets in merchandising follow lost sales opportuni- |
= vitation to owners to syste- ties. A full shelf of Peerless albums, a window display

3 :Z‘gfj:‘y salfest mpore of Peerless albums, in fact, any showing of Peerless al- '
= . oo bums about your store means dozens, often hundreds, of

= est of all, eerless oL0

= i, R additional cash sales.

= mediate profits by enabl-

= ing you and your clerks A NEW ACCESSORY

= to increase each unit of

= le, b th ir-

= resitible to all who seek PEERLESS RECORD CARRYING CASE

= quality at a reasonable

= price. Here is a new sales-

% Peerless carrying case, maker, a strong, durable’

= announced here, is an- waterproof record carry-

= other popular merchandise . St 15 deal

= item which will put an ad- mng ocase wit 1g de€a e.r

= ditional figure on most of profits and a lower retail

= your cash sale tickets if e

= you will.stock it and begin p .

= to push it now. Accommodating 25 ten

= or twelve-inch records,

= sz this case, substantially

= built, with brass trim-
mings, suit-case handle

= and double strap fasteners,

= will find favor with a

2 large majority of your

-% customers.

§ Manufacturers of :—

g - Peerless All Grades of Record Al- Peerless ‘‘Classification Systems’*

2 ' bums Peerless Record Album Sets for All

= ] Peerless ‘“‘Big Ten’” Albums Make Machines

= \ Peerless Record-Carrying Cases Peerless Record Steck Envelopes

= j \ Peerless Interiors for Victrolas and Peerless Delivery Bags

s L ) Phonographs Peerless Photo Albums

§ L s .

= . 4 It Does Make A Difference What Albums You Sell

% PEERLESS ALBUM COMPANY q
=i PHIL. RAVIS, President

g WALTER S. .GRAY 63 6-638 BROAD WAY L. W. HOUGH

= San Francisco Boston

= 942 Market St. NEW YORK 20 Sudbury St. =
= ' E
= — |
A A R R
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HOW BEST TO FIGURE PERCENTAGE
(Continued from page 10)

whole as 100 per cent we immediately get into
difficulty. All component parts are measured as
100ths of this 100 per cent. Hence,

If expenses Fepresent ....veveevennennson.s 25%
And profit represents ........co00ii00nenn 109%
We have accounted for................... 35%
And the cost of the goods must, therefore,
TEPTESENL ot vvmenonennnneonnensonsons 65%

Making the sale price......oveueieevnnenns 07
In other words, the $20 cost of goods is 65

per cent of the sale price, which sale price is
represented by the total of 100 per cent.

In figuring percentages of this kind the fol-
lowing rule must alwavs be observed:

Divide the amount of the cost by the percent-
age it represents—the answer will be the sale
price.

$20 divided by 65 per cent equals $30.77, which
should be the selling price of the merchandise,
provided the price paid for the goods is $20,
expenses are 25 per cent of the sales, and the
dealer wishes to make a profit of 10 per cent
net.

How do we know this is correct? A method
to be of any value must be susceptible to mathe-
matical proof. Let us therefore prove the prop-
osition thus:

Cost of goods........ 5¢% of 30.77 equals $20.00
Expenses ....c.cco000e ? f7 of 30.77 equals 7.69
Brofit] g cxorororrmmer. - - - 3 109 of 30.77 equals 3.08

Total........... 100% $30. 77
This method is absolutely correct, whether it

is applied to a 50c sale or to a $500 sale.

The selling price is 100 per cent, or the whole.
All component parts are represented by 100ths,
or percentages of the whole. There is nothing
in the entire equation that represents 100 per
cent except the selling price. Hence, all per-
centage computations should be based on the
selling price.

Good advertising is 85 per cent brains and
15 per cent goods to back it up. Brains in-
clude knowing what to say and how, when and
where to say it

SEND FOR YOUR SAMPLE TO-DAY

e _

MR. AND MRS. PILGRIM ENTERTAIN

Many Guests at Dinner Given in Connection
With the Celebration of Twenty-fifth Wed-
ding Anniversary at the San Remo Hotel

W. G. Pilgrim, treasurer and assistant gen-
eral manager of the General Phonograph Corp,,
and Mrs. Pilgrim were hosts at an enjoyable
dinner given at their apartment in the San Remo
Hotel, New York, a few weeks ago. The occa-
sion for this party was Mr. and Mrs. Pilgrim’s
twenty-fifth wedding anniversary, and con-
gratulatory telegrams and letters were received

the organization, and his knowledge of admin-
istration and finance has been an important
factor in the success of the General Phonograph
Corp. Among the guests at the dinner were Mr.
and Mrs. Otto Heineman, Mr. and Mrs. Adolph
Heineman, Mr. and Mrs. M. Sampter and P. G.
Vogel. It was a most enjoyable evening.

GROWING BUSINESS AT PANDORF’S

Builds Up Substantial Business With Victor and
Brunswick Lines in One Year

CincinNAaTI, O, October 3—One of the most
successful and progressive talking machine es-

Notable Guests at Mr. and Mrs. Pilgrim’s Twenty-fifth Anniversary Dinner

from Mr. Pilgrim’s friends throughout the
country.
Mr. Pilgrim has been associated with the

General Phonograph Corp. for the past six
years, and through his exceptional executive
acumen has won the admiration and respect of
every member of the organization. He has
been “right-hand man” to Otto Heineman,
president of the company, ever since he entered
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For-You Alone
e

Myr. Victor Retailer—

We'll say you will!

Brush.

138 West 124th St.

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

That is why we will send you a free
sample on request of our Advertising Sales-Building Record

YOUR ad inserted without extra charge.

KNICKERBOCKER TALKING MACHINE CO0.

Victor Wholesalers

New York City

tablishments in this city is Pandorf’'s Music
Shop, 3949 Spring Grove avenue. The Victor
and Brunswick lines are handled exclusively,
and K. W. Pandorf, proprietor of the concern,
through energetic merchandising policies, has
succeeded in building up a substantial trade,
although in business only one year. Mr. Pan-
dorf states that the outlook for the future is
exceedingly bright.

DAUGHTER OF F. E. EDGAR A BRIDE

Miss Enid Horton Edgar, Eldest Daughter of
Well-known Piano Man, Becomes the Bride
of Leon Soderston, the Prominent Artist

Miss Enid Horton Edgar, eldest daughter of
Frank E. Edgar, the well-known and popular
member of the wholesale staff of the Aeolian
Co., was married at noon on Saturday, Sep-
tember 16, to Leon Soderston, prominent young
artist of New York. The ceremony was per-
formed at the Edgar home in New Haven, Conn.
Mr. and Mrs. Soderston left at once on a fort-
night’s honeymoon in the White Mountains and
upon their return will make their home in Pel-
ham, N. Y.

GRANBY EXHIBIT AT OHIO FAIR

ToLeno, O., October 3.—Among the exhibitors
at the Ohio State Music Exposition, held in
this city September 26 and 27, was the Granby
Phonograph Corp., of Newport News, Va. This
exhibit was under the auspices of Charles Ken-
nedy, Cleveland jobber of the Granby line, and
Thomas McCreedy, sales manager of the com-
pany.

Mr. McCreedy has rapidly assumed charge of
the sales end of the business and, following a
conference held at the New York offices of the
company between Mr. McCreedy, O. P. Graffen,
New York district manager, and J. F. Staple-
ton, general manager of production, an exten-
sive Fall campaign was entered into which is
already bringing results.

SON OF ENRICO CARUSO WEDS

Enrico Caruso, son of the world-famous tenor
and Victor artist, was married recently to Miss
Eleanor Canessa in Naples, Italy, according to
advices from that city. The bride’s father was
a close friend of the late singer and is well
known in Naples’ social circles.
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The Radio Dealer and the

R C A Sales Policy

The dealer who handles RCA apparatus, who displays the RCA

symbol, 1s more than a customer of ours, more than a trade-outlet. He 1s an
integral part of the RC A organization, as much so as our laboratories, factories,
and sales force.

Hence, the sales policy of the Radio Cor-
poration of America considers not only
prices, but merchandising helpfulness. It
includes the building of public confidence
in RCA dealers. It protects the RCA dealer
by enabling him to offer only apparatus
which has been developed by the foremost
research organization in the world and
which has been thoroughly tested before it
is announced. It is concerned not only with

the present, but with the future.

The dealer who is interested in future as
well as in present profits cannot afford to
associate his good name with apparatus

manufactured by mere speculators.

Of These Things the R C A Dealer
Can be Sure:

. The Radio Corporation of America by
protecting its own good-will and name
protects his.

. The Radio Corporation of America is an
organization that systematically conducts
research to improve the art of radio
broadcasting and communication. lIts
Radiolas, Radiotrons and other ap-
paratus always embody the latest ap-
proved discoveries. The RCA dealer is
always sure of carrying in stock the best
apparatus that can be produced at the
time.

. No other radio manufacturing company
conducts systematic, nation-wide adver-
tising on such a scale as the Radio Cor-
poration of America for the benefit of
the dealer.

Among R C A distributors are the following famous music houses:

ALBANY RADIO CORPORATION, Albany, N.Y. LYON & HEALY, Chicago, Ill.
LANDAY BROS., Inc., New York City

RﬂdiO WOﬁ;iiWJDE
RFLES

-

Sales Department, Suite 2076
233 Broadway, New York, N. Y.

W. F. FREDERICK PIANO CO., Uniontown, Pa.

rporat:on

of America

—

District Office
10 South La Salle St., Chicago, Ill.
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Sales Medium for the Dealer . . By s B

A AN I T O O O e AT s T R gt HE

The telephoiie can be made not only an ef-
fective but a profitable sales medium if it 1s
intelligently used by the bright salesman who
is after the elusive record customers. The live
talking machine store keeps a list of its cus-
tomers and when they fail to show up for any
reason a call is probably made upon them, or
letters sent, informing them of the latest rec-
ords by eminent instrumentalists or singers.
When this doesn’t succeed in arousing interest
or enthusiasm it has been found very effective
to play over the phone some of the newest and
best records to the elusive record customer.
All that is necessary is to hold the transmitter
of the phone close to the amplifier of the talk-
ing machine and an excellent reproduction of
the record is conveyed to the ear of the listener.

\ talking machine salesman, who has had
quite some success along this line, told the
writer the other day that he had awakened the
interest of a great many old customers for
records through this medium. It is a well-
known fact that a great many users of talking
machines tire of the instrument once in a while
and this is largely due to the absence of new
records. The playing of the same old pieces
time and time again—no matter whether they
are classical or jazz—creates a feeling of weari-
ness that results in indifference to the merits
of the instrument. This is the class of people
the salesman arouses by means of playing rec-
ords over the phone. He creates a “desire”
for records and thus demonstrates his skill as
a psvchologist and as a salesman.

This little happening illustrates the necessity
for constant action, continued attention, even to
the minutest phases of merchandising. No

salesman can be certain that he has a 100
per cent of satisfied adherents in his list of
customers. Human nature is not built that way.
There is always a continued flux in the domain
of buying as in everything else, but the dealer
or the salesman who, by persistent, intelligent
efforts, perfects and puts into operation plans
that will keep his house and his product well

“"”|l|l|lll[lll[\l]lllllllllllllllll[lllll[lllllllll'lllllll =

Interest of Slow Cus-

tomers Canbe Awaken-
ed by Using the Tele-
phone Intelligently
as Sales Stimulator

S

before the attention of his customers is un-
questionably bound to reap a larger percentage
of sales than those who are content to drift
along without making any effort to hold or
expand their trade.

The dealer or salesman has an important
niission these days. New interest in the talking
machine and records must be developed and
every effort must be made along these lines.
By meeting discouragements with a spirit of
optimism and alert persistence there is no ques-
tion that the salesman on the battle front will

NI,

=y

llll|l|||||Ill|lIIl|||ll||||lllIIIIIIIIIIIIIIIIIUIH[:

succeed in bringing about the much-desired
business activity. This Fall and Winter should
be distinguished by the absence of sluggards
in the sales fields. Men of action are needed
who will inaugurate and develop a campaign
that should mean high scores in the talking
machine sales field.

W. H. NOLAN BUYS VICTOR SHOP

AppLETON, Wis., October 2—William H. Nolan,
formerly connected with the Louis Buehn Co.,
of Philadelphia, Pa., has purchased the
Carroll Music Shop, this city, from Mr. and
Mrs. E. F. Carroll. The new proprietor is in
the East making arrangements to secure the
Eight Victor Artists for a local concert. The
Victor line will be handled exclusively.

NEED OF CONSTRUCTIVE PUBLICITY

The need for real constructive advertising—
advertising with an idea in it—was never so
necessary as to-day, particularly in the retail
field. Manufacturers or distributors have really
a duty in this respect to their dealers. They
must get close to them and lead them into
safe and correct paths in the retailing of their
products. Where this has been done dealers
are manifesting a new spirit in the domains of
publicity and salesmanship.

Salesmanship should rarely, if ever, use de-
structive criticism. Value each piece of mer-
chandise, each musical composition, for its own
points and never condemn it for lacking what it
does not embody.

BE

PREPARED!

[
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here, bringing renewed business—
Are YOU pre-

a rush of orders.
pared?

E can fill your requirements
for tone arms and repro-
ducers. Quality? The best. Prices?
And above all,
Our plant is working at

top speed, and we are in a position
to guarantee prompt shipments.

Very reasonable.
Service.

LET US HEAR FROM YOU

Mutual Phono Parts Manufacturing Corp.,

AN old slogan—but one that
@
Hl fits the occasion. FALL is

The No, 1A Tone Arm with No. 2

Sizes range from 6 in.

No. 3 TONE ARM
No. § REPRODUCER

Reproducer,
to 8% in.

149-151 Lafayette Street
New York City
The Russell Gear & Machine Co., Ltd., 1209 King St., West, TORONTO, CAN., Exclusive Distributors for Canada and All Other British Possessions
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Unlimited opportunities for bringing his rec-
ord stock before the public in a forcible man-
ner are open to the merchant who takes ad-
vantage of the large variety of recordings
which compose his library and turns them to
good use in his advertising and window dis-
plays. The operas, foreign language records
and several types of popular recordings offer
unsurpassed material for effective window dis-
plays and may also be used as the basis of an
advertising campaign in the interests of this
branch of the business. The merchant should
strive for one result, and one result only—
quick stock turnover at a profit, and this can
only be brought about by intelligent merchan-
dising, i. e, an appeal to the music-loving pub-
lic which is different from the average run and
which not only sticks in the minds of prospec-
tive customers, but which also tends to sug-
gest his store in connection with the goods ad-
vertised when a purchase is contemplated.
There are three methods of niaking an appeal
of this nature which have been found most pro-
ductive of results: Advertising, direct-by-mail
literature and window displays.

First, let us consider advertising. In com-
paratively few cases does the dealer use spe-
cial space in the newspapers to advertise his
record stock. In most cases he either com-
bines machines and records in his ads or neg-
lects the latter almost entirely. Of course,
most people take it for granted that where
talking machines are sold records may also be
obtained. While this is true the fact remains
that no special effort is made in the advertis-
ing to create a desire on the part of owners
of machines to buy certain records and, conse-
quently, the dealer sells only those records in-
formation of which may have been obtained
by the customer from another source and then
he may be assured that only people who have
been his steady customers will come to him
for these selections. This in itself is very well,
but the dealer is the loser because his stock
turnover depends too much on outside influ-
ences and there is nothing to attract new cus-
tomers who may be purchasing their records
from one or more other local establishments.

The following suggestions for an advertising
campaign in the interest of the record end of

m
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the business should prove of value in stimulat-
ing the demand for records of all classes: For
the purposes of the campaign list your rec-
ords according to coinposers, artists, operas,
languages, various musical mediums, such as
vocal, orchestra, violin, etc. Now, if it is your
desire to push records of a certain composer
list these records in an attractive manner in
the advertisement. The theme may be carried
still further by a very brief sketch of the com-
poser. This adds the human interest touch

s

Effective Method of
Bringing the Record
Stock Forcibly Be-
fore Public in Win-

dows and Advertising

ST

which is often hard to secure and which is one
of the secrets of effective advertising.

There are mmany people who particularly fa-
vor the work of a certain artist and this lik-
ing may be taken advantage of by advertising
the recordings of the various artists in a man-
ner similar to the above. Of course, one com-
plete advertisement should be devoted to the
recordings of a single artist.

The operas, foreign language records and
other types of recording could be treated in
generally the same manner with excellent re-
sults. The foreign language records offer an
especially attractive field for advertising of this
character. In every community people of a
certain nationality predominate and in the
larger cities there are Slovac, Italian and Ger-
man sections, the people of which the dealer
can reach in this manner. Special care should
be exercised to display the ads in such a man-
ner that they will attract the attention of these
people. If there are any foreign language pa-
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Classification of Recordings Lends Force to
Sales and Advertising Drives

By Frank L. Parsons

AR TR drighi .

pers in your community make it a point to ad-
vertise recordings of the nationality repre-
sented by the newspaper through that medium.
For examnple, if there 'is an Italian newspaper
in your city reach the readers througlh that pa-
per and advertise only records made in the
Italian language. The operas are especiall:
popular with these people. The same plan
should be followed if there is a local Jewish
newspaper, etc.

The dealer should strive to break the monot
ony by giving to each advertisement an in-
dividual toucl, so that the interest of the pub-
lic will not wane and that, on the contrary,
they will begin to look for the ads. Each ad-
vertisement should also tell a story designed
to, first, attract attention; second, arouse in-
terest, and last, but not least, stimulate ac-
tion. The latter is really the reason for all
advertising. If there were no possibility of
action—that is, the desire for ownership car-
ried out by making a purchase—there would
be no use in spending good money for adver-
tising.

Another forin of advertising is direct-by-
mail literature. In this case many dealers have
departed from the old method of merely send-
ing the record supplemments to the list of cus-
tomers each mon<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>