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Victrola

REG. U.S. PAT. OFF.

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

HIS MASTER'S VOICE”

REG.U.S. PAT. OFF

Victor Talking Machine Company, Camden, N.J

Ertered us second-class matter May 2, 1905, at the post office at New York, N. Y.. under the act of Coagress of March 3, 1879.
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Two New ~

Sales Builders
Now Ready

Serenade—$150

Improved nickel-plated tone In line with Sonora’s policy of constant advance-
arm and trimmings. Nickel- di del h

plated double-spring motor of ment and improvement, two new models, shown on
SHbstantiglSconstauc st this page, have been designed and are now ready
velope filing system for forty

records. Construction and de- for the trade.

sign patented.

The Marlborough and Serenade are additions to
the standard period line that reflect increased pres-
tige to these splendid instruments. They incorpo-
rate all the improvements which have produced the
incomparable tone quality of the Somora periods,
including the new, large tone arm.

With new models and general improvements on
the old, the demand for Sonora in 1923 promises to
eclipse that of all previous years. Seize this oppor-
tunity te create a larger and higher quality busi-
ness! Wire today for information.

Marlborough—$185

Improved nickel-plated tone

arm and trimmings. Nickel- g

plated double-spring motor of Sonora Phonograph CompaHY? Inc.
substantial construction with

good record capacity. Envel-

ope record filing system for 279 BROADWAY’ NEW YORK

sixty records. Construction

and design patented. Canadian Distributors: Sonora Phonegraph, Ltd., Toronto

THE INSTRUMENT OF QUALITY E:

TheyHighest Class Talking Machine in the World

Lags ta o —
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OUR EXPORTS OF TALKING MACHINES

Export Figures on Talking Machines and Rec-
ords Show Increasing Tendency as Compared
witn Last Year—Our Buyers Abroad

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

Talking machines to the number of 5,139,
valued at $190,231, were exported in December,
1922, as compared with 2,679 talking machines,
valued at $140,318, sent abroad in the same
period of 1921. The twelve months’ total showed
that we exported 54,862 talking machines, val-
ued at $2,015,933, as against 36,568 talking ma-
chines, valued at $1,725,153, in 1921

The total exports of records and supplies for
December, 1922, were valued at $98,512, as
compared with $188,199 in December, 1921. The
twelve months ending December, 1922, show
records and accessories exported valued at
$1,080,149, as compared with $2,203,666 in 1921.

The countries to which exports were made in
December and the values thereof are as follows:
France, $820; United Kingdom, $9,669; Can-
ada, $149,380; Central America, $11,542; Mexico,
$18,037; Cuba, $4,609; Argentina, $12,980; other
South American countries, $11,892; China,
$1,330; Japan, $13,366; Philippine Islands, $1,-
§12; Australia, $22,118; Peru, $2,034; Chile, $5,-
385; other countries, $25,257.

In the above report the imports are not in-
cluded and this is explained by the Bureau of
Foreign and Domestic Commerce, which informs
The World that “Only the exports of domestic
merchandise by articles and principal countries
are published at this time on account of the
delay in the import reports. The corresponding
statement of imports will be published when
the delayed reports are received.”

E. J. TOTTEN WITH COHEN & HUGHES

Well-known Talking Machine Man Now Sales
Manager for Victor Wholesalers in Baltimore

Bartimore, Mp., March 5—E. J. Totten, for
the past ten years associated with the Musical
Instrument Sales Co. as sales manager, has
joined the staff of Cohen & Hughes, 1nc., Victor
wholesalers of this city and Washington, in the
same capacity. Mr. Totten has for years trav-
eled all through the East and has a wide ac-
quaintance with the Victor trade. He is par-
ticularly well versed in the retail merchandis
ing of Victor products and for that reason
should be able to prove of great service to
Cohen & Hughes dealers.

H. J. KING WITH DICTAPHONE CO.

Brincerortr, Conx. March 6.—Henry J. King
of New Haven, former general superintendent
of the New Haven Clock Co., has been ap-
pointed general superintendent of the new dicta-
phone plant to be operated by a company that
recently purchased the patent rights from the
Columbia Graphophone Co.

The dictaphone plant will be conducted inde-
pendently of the Columbia shops here in a
building that has been leased for a five-year
term by the new concern. The leased factory
is one of the present units of the Columbia
Graphophone Co., at Howard avenue and Cherry
street.

A charter of incorporation has been granted
to the Glee Compact Phonograph Co..of New
York City, under the laws of this State, with a
capital of $500,000. Incorporators are W. F.
Lanigan, H. G. Hooper and J. R. Hoyt.

See second last

MAKE BOOTHS PAY DIVIDENDS

A Practical Suggestion to Draw Patrons to the
Demonstration Booths and Thus Increase In-
terest in Records and Boost Sales

The more people the talking machiue dealer
can get into his demonstration rooms to hear
records the more records will be sold. That's
why it would be good business for the dealer
to place a sign on each demonstration room,
or even the store window, reading somewhat
as follows:

ORI QI

You Are Invited

To step into our demonstration roonis
and hear some records while you are in
the store, whether you buy a record or
not.

Let the salespeople suggest some new
records for you to hear, or call for any
you want to hear and we'll be glad to
get them out of stock for you.

We want all visitors to this store to

- feel perfectly free at all times to use our
denionstration rooms and our records for
their enjoyment and to do this without
any thought of obligation on their part
to buy anything from us.
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Such an invitation would be sure to get a
worth-while response from visitors and would
be sure to make a lot more visitors use the
demonstration rooms which are in the store for
the purpose of making demonstrations conveni-
ent and increasing business. And yet during a
large part of the time these rooms are not func-
tioning at all in helping the store to get more
business and make more money. This plan
would make them function at more nearly 100
per cent,

If the store has a big rush of buying visitors
at certain hours of the day it could specify on
the signs on the rooms that during these hours
the rooms were reserved for such patrons. In
this way the dealer can make sure that the
invitation didn’t in the least interfere with the
regular run of business.

NEW JERSEY CONCERN CHARTERED

A charter of incorporation has been granted
to the Thomas Carbon Black Co., 525 Main
street, East Orange, N. J., under the laws of
that State, to manufacture and deal in all ma-
terials used in rubber talking machine records
and other products. The concern, which has a
capital of $10,000, was chartered by Harry H.
Picking, George L. McCloud and Charles O.
Geyer.

JOHNSTOWN FIRM OPENS DEPARTMENT

T. Reed List Manager of Talking Machine De-
partment Opened by M. Nathan & Co.

Jounstown, Pa., March 6.—A large talking
machine departinent has been opened by M.
Nathan & Co., one of the leading local depart-
ment stores, and Sonora and Edison phono-
graphs and records and Vocalion Red records
will be featured. The departinent consists of
a large display space for the instruments and
five record demonstration booths. Fittings are
the most modern obtainable.

T. Reed List, formerly connected with Jacob
Doll & Son, of Newv York, and A. H. List &
Son, of McKeesport, Pa., who has had wide
experience in the retail end of the talking ma-
chine business, has been selected as manager
of the new department, and a vigorous cam-
paign is being planned in the interest of this
branch of the business.

DR. DE FOREST DECORATED

Presentation of the Elliott Cresson Medal to
Dr. Lee de Forest for his invention of the
audion or three-electrode vacuum tube took
place late last month at the meeting of the
Franklin Institute of the State of Pennsylvania
in connection with the joint meeting of the
Institute and the Philadelphia section of the
American Society of Civil Engineers.

J. C. DUNCAN CO. ADDS VICTOR

MassitLoN, O., March 2.—The J. C. Duncan Co.,
music and jewelry dealer, which recently moved
into its new building, has added the Victor line
of talking machines and records, and the second
floor of the spacious warerooms has been
turned over to this branch of the business. A
complete service department is maintained by
the J. C. Duncan Co. and a vigorous campaign
in the interest of the Victor line has been in-
augurated.

C. S. ELLIS WITH BLOOMINGDALE

C. S. Ellis, formerly sales manager of the
retail branch of the Sonora Co. at 279 Broad-
way, New York City, has joined the sales or-
ganization of the talking machine department
of Bloomingdale Bros., Inc.

DELAWARE CONCERN CHARTERED

The Cunningham Manufacturing Industries,
Inc.,, Wilmington, Del,, have Dbeen chartered
under the laws of that State, with a capital of
$200,000. The new concern will engage in the
manufacture of talking machines.

NEW DISTRIBUTING PLAN OF COLUMBIA GRAPHOPHONE CO.

Country Divided Into “Big” Branches and District Branches for Distribution of Columbia Grafo-
nolas and New Process Records—Plan Provides More Satisfactory Service to Dealers

Geo. W. Hopkins, general sales manager of
the Columbia Graphophone Co. New York,
made the following announcement this week:
“The distribution of new Columbia Grafonolas
and New Process Columbia records has been the
dominant thought at the Columbia Graphophone
Co.’s executive headquarters this month, espe-
cially as the introduction of a complete new line
is always a problem for every company.
Analysis of service has brought about changes
in branches that are based on one thing alone,
and that is, more satisfactory service than ever.

“The stock maintained in the bigger and bet-
ter assortments in the larger branches has
given a service to the Columbia dealers served
by these branches that has been most satisfac-
tory, and, with this in mind, we have re-

distributed the United States, supplementing the
‘big branch’ service with district branches that
will give perfect distribution over the entire
country. The ‘big branch’ service will come
from Atlanta, Boston, Chicago, Cleveland,
Dallas, Kansas City, Los Angeles, Minneapolis,
New York, Philadelphia, Pittsburgh and San
Francisco. The supplementary service will
come from Buffalo, Detroit, New Orleans, St.
Louis and Seattle. -

“In this move the officers of the company are
looking forward to more satisfactory service
than ever before in connection with New Process
records and new types of Grafonolas, of which
the $100 console and portable are available. An-
nouncements of additional new types will be
made from time to time in the near future.”

page for Index of Articles of Interest in this issue of The World
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0 000
generally were
substantial amount each
onth for the advertising service that the ma-

If talking machine dealers

compelled to pay a

jority of the leading manufacturers are now
furnishing without charge or in some few in-
stances. as in the case of window displays, at
less than actual cost, the amount of such ma-
terial used regularly would increase to a sur-
prising degree and tlhie methods of its use would
be much more effective than is at present the
rule.

The great trouble is that although a goodly
number of retailers appreciate the advertising
service and sales helps provided by the inanu-
facturers, a far greater proportion accept such
service as a matter of course and make use of
it only sparingly. In some cases valuable busi-
ness-bringing posters, streamers and other ad-
vertising materials are left for weeks in the
packages or tubes in which they come from the
iactory and are either thrown away unopened
or inspected at a time when their value has
disappeared.

Only recently the advertising department of
a well-known manufacturer received a most in-
dignant letter from a dealer in one of the
smaller cities who declared that he was being
discriminated against in the matter of advertis-
ing material in favor of a larger competitor on
a neighboring avenue. He cited as an example
the fact that his competitor was attracting much
attention with a special window display featur-
ing a certain group of opera records which had
quite evidently been prepared by the manufac-
turer while he himself had not been supplied
with similar material. The manufacturer, in-
stead of endeavoring to explain things by mail,
had the traveler in the territory wherein the
complaining dealer was located, call at his store
and take up the matter in person. The traveler
was ushered into the dealer’s office and listened
for a quarter of an hour or more to a rabid
attack on the discriminatory tactics of his
house.

The dealer having finished his monologue, the
traveler went to bat and began to ask some
questions regarding material that he knew had
been received by the dealer, and which proved
that he was on the regular mailing list. He
then glanced about the office and found in one
corner several rolls and packages of advertising

li

matter and dealer service material from his
company that had lain there unopened so long
that they were covered with dust.

The second roll, opened, yielded a great mass
of detailed descriptive matter regarding the dis-
play of which the dealer had complained, to-
gether with several free posters and streamers
that were a part of that display. A circular
letter explained that materials for the display
could be purchased from the company at a sur-
prisingly low figure.

The traveler then pointed out to the dealer,
with a proper show of indignation, that his
“favored” competitor had simiply read and ab-
sorbed the information and suggestions sent

S

Use of Publicity Mat-
ter and Sales Helps

Prepared by Experts

Will Bring Returns
in Sales and Profits

=

ut by the manufacturer regularly and thor-
oughly and had taken advantage of the oppor-
tunities offered. On the other hand, the com-
plaining dealer had contented himself with
throwing the same valuable material in the
corner and forgetting about it.

The publicity material and selling helps sent
out by manufacturers, and in many cases by
wholesale distributors, are not forwarded to the
dealer simply in an effort to increase the postal
receipts, but are prepared and sent out for the
reason that they have some genuine value to
the man on the firing line. The circular letters
and the literature provide the contact between
the factory or wholesaler and the dealer, and are
designed to give him information regarding new
features of the line and the products upon
which special exploitation campaigns are being
centered. This is information that means busi-
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‘Dealers Can Build Profits by Use of Val-
uable Publicity Prepared by Manufacturers

ness for him, but can only prove profitable if
Le studies it and stores it in his mind instead
of in the waste basket.

Perhaps the inauguration of a definite sub-
scription charge for advertising and dealer
service by the manufacturers would have a
stimulating effect upon the retailer. If he were
paying -for the service each month he would
insist upon getting it or find out the reason
why. Being free, he often feels, wrongly, of
course, when he consigns the tubes and pack-
ages to the back of his desk, or the corner of
his office, without opening, he is not losing any-
thing. No greater mistake could be made.

The advertising service particularly is sent
out when the material is most timely and if
it is allowed to lie unheeded for even a fort-
night it often happens that its value in connec-
tion with the general countrywide campaign is
lost. The material is just as important as the
monthly invoices and should receive equal at-
tention from recipients.

W. E. GUTHRIE WITH WANAMAKER

Made Assistant to Lambert Friedl, Manager of
the Talking Machine Department

W. E. Guthrie, formerly connected with the
Columbia Graphophone Co. and later associated
with the General Phonograph Corp., has been
made assistant to Lambert Friedl, manager of
the talking machine department of the New
York Wanamaker store. Mr. Guthrie succeeds
Harry Bertine, who recently resigned. He has
been engaged in various capacities in the talk-
ing machine business for a period of ten vears
and brings to his new position experience in
this field which will undoubtedly prove of profit
to himself as well as to the Wanamaker de-
partment.

GODOWSKY SCORES IN THE ORIENT

The newspapers of the Orient have been print-
ing ecstatic criticisms of the playing of Leopold
Godowsky, famous pianist and Brunswick artist,
who has been giving a series of recitals in the
principal cities of China. Everywhere he played
Mr. Godowsky impressed his audiences with his
masterly interpretations and his amazing tech-
nique. )

THE TALKING MACHINE'S HELPMATE

Freight items eat up profits.
Chicago or New York, and save on freight charges.

New York Album & Card Co., Inc.

Nyacco Albums are bound

to Give Satisfaction

Every detail in the construction of Nyacco
albums has been so perfected that satisfied
customers are assured.

Another source of satisfaction in handling
the Nyacco line is the price.
and low prices offer an excellent proposi-
tion to the trade.

The prices of raw materials may force
album prices higher.
now at present low prices.

NEW YORK
23-25 Lispenard St.

Pacific Coast Representative: Munson Raynor Corp., 643 South Olive Street, Los Angeles, Calif.

High quality

We advise ordering

Order from nearest point,

The Best Interchangeable Leaf
Record Album on the Market

Write for display card —mailed

without cost. [t will help you
sell more Nyacco Albums

CHICAGO
415-417 S. Jefferson St.
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Victor supremacy is the
supremacy of performance

Victrola IX
$75

Aoy ottty “There 1s no way to Makogany or oak

Victrola VI, $35

judge the future except
bv the past.”

Victor supremacy ex-
tends over a quarter-cen-
tury. A consideration of
vital importance to every
dealer in Victor products.

Victrola No. 90 Victrola No. 130
$125 $350

Mahogany, oak or walnut Victrola No. 130, electric, $390
Mahogany or oak

Victrola No. 210
$100

Mahogany or walnut

Victrola No. 240
$115

Mahogany, oak or walnut

Victrola No. 330
$350

Vietrola No. 330, electric, $390
Mahogany

> 7 S iIcCtrola
"HIS MASTER'S VOICE"
' REG U. S. PAT OFF.

Important: Look for these trade-marks. Under the 1lid. On the label.

Victor Talking Machine Company

Camden, New Jersey
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M. M. KUHN WITH RICHMOND FIRM

Former Director of Edison Sales Promotion
Work Now Sales Manager of C. B. Haynes
Co.. Inc.. Edison Wholesaler, Richmond, Va.

Ricuyoxn, Va, March 3.—M. M. Kuhn, for-
merly a director in sales promotion work at
the Edison Laboratories, Orange, N. J, has
been appointed sales manager of C. B. Haynes
Co., Inc., 19-21 West Broad street, Edison dis-
tributor in this territory. Mr. Kuhn has had a
wide experience in the talking machine field,
especially with the Edison line, beginning as an
Edison retail salesman and advancing to the
position of territorial supervisor for Thomas

. Edison, Inc., which bronght him in contact
with dealers in all parts of the country.

A charter of incorporation has been granted
to the Harlem Music House, of New York City,
with a capital of $10,000, to deal in musical
instruments. Incorporators are I. and L. and
R. Goldstein.

MUNSON SONS €O. ELECTS OFFI(iERS

Charles E. Munson Elected President and J. T.
Miller, Vice-president and Manager

Zaxesvibne, Ounio, March 3.—The annual meet-
ing of the H. D. Munson Sons Music Co,, the
oldest exclusive music house in this city, was
held recently. The officers were re-elected as
follows: President, Charles E. Munson; vice-
president and general manager, J. T. Miller;
secretary, Miss E. A. Oldham, and treasurer,
J. M. Brelsford. The board of directors in-
clude C. E. Munson, J. T. Miller, Miss E. A.
Oldham, J. M. Brelsford and Mrs. Helen Mun-
son Frye.

Reports of the officers showed a very pros-
perous year and prospects for the future are
exceptionally bright. This well-known firm has
been at the sanie location for thirty-five years
and on May 1 will observe the seventy-second
anniversary of its origin. Mr. Miller, the vice-
president and general manager, has been con-
nected with the company for forty years, Miss

Oldham has been with the company for twenty-
four years and Mr. Brelsford for twenty-three
years, and they have aided in building up the busi-
ness to its present prosperous state.

OLSON WITH FINANCING COMPANY

Arthur J. Olson, well known in the talking
machine trade and for some time connected
with the Jones Motrola Co., New York, is now
associated with the Conunercial Investment
Trust, Inc., of New York, a financing company,
as New England representative.

BI-PITCH CO. CHARTERED

The Bi-Pitch Instrument Co., of Wilmington,
Del.,, has been granted a charter of incorpora-
tion, under the laws of that State, to handle
talking machines, with a capital of $100,000.

The salesman who keeps track of past sales
and endeavors to break his record each month
will do better than if he had no goal at all.

For Victor Deale

ORMES’

“Parade of the Wooden Soldiers”

WINDOW DISPLAY

rs—Victor Record 19007—Special Release
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By Exclusive Arrangement With

COMSTOCK-GEST

Producers of “CHAUVE SOURIS”

We Are Able to Rent You This Big Record Sales Producer

Write Now for Reservations
ORMES, Inc.

Victrolas and Victor Records
15 West 37th Street
NEW YORK

1

PHONE, FITZROY 3271-2-3
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Victor supremacy 1s the
supremacy of performance

———

Victrola IV, $25
Qak

The Victrola stands
alone. It meets the su-
preme test of music—and
of business, as every
dealer in Victor products

knows.
Victrola No. 120
Victrola No. 111 $275
$225 Victrola No. 120, electric, $315

Victrola No. 111, electric, $265
Mahogany, oak or walnut

Mahogany or oak

Victrola No. 230

Victrola No. 260 }
$150 & Victrola No. 300

$375 '\
Victrola No. 230, electric, $415 $250 X
Mahogany . BENhat En gmaloet Victrola No. 300, electric $290
Mahogany, oak or walnut

“HIS MASTERS VOICE™
| - REG U.S.PAT.OFF.

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

VlCtOI‘ Talking Machine Company

Camden, New Jersey
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|IMPORTANCE OF INTEREST ON TIME PAYMENTS

HE merchants who sell on instalments are really loaning money

to their customers for periods ranging from six to twelve
months. If the merchant goes to his bank to secure a loan for six
months or more he not only must prove that his credit standing is
unquestioned but must pay the current rate of interest for his
accommodation. yet this same merchant will loan his money, as rep-
resented by the capital invested in his merchandise, to a perfect
stranger without a hint of interest. It is not businesslike.

Talking machine dealers have been urged time and again to
insist upon the current rate of interest on time payments; first, in
order to recompense them for their accommodation in making the
loan, and, secondly, in justice to the cash customer who is deserving
of some consideration for his willingness to clean up the account at
once. Unfortunately there have heen, in practically every locality,
just enough ohdurate dealers to prevent any general adoption of
the interest-charging system. However, individual dealers have
and do insist upon interest and get it without suffering any material
loss of trade.

The charging of interest is calculated to stimulate cash sales
and to provide a means for nbtaining shorter terms on time sales.
Shorter terms in turn mean fewer repossessions and sounder busi:
ness in every way. There is no question but that the wide adver-
tising of long terms, frequently with no down payment, has done
more to injure the standing of the talking machine trade as a whole
than any other single factor.

Long terms, and the announced willingness to sell on instal-
ments without intere-t charges, naturally lead the discerning public
to believe that there is a great surplus of talking machines, that the
dealers have difficulty in moving them, and that, as a consequence,
the careful buyer can procure substantial price concessions.

Moreover, the individual who purchases a machine on long
terms and, for one reason or another, loses interest in it after three
or four months is quite willing to permit of its being repossessed by
the dealer and sacrifice the small amount paid as rental. If that
same purchaser has a fifty or sixty per cent equity in the instrument,
as a result of short terms, the danger of repossession is reduced
materially.

Long terms and no interest represeni bad merchandising even
if forced by competition, and the real sufferer is the legitimate
dealer who seeks to do business on a sound basis, giving fair value

and service in return for the payment of full prices for the products
he handles.

I MAKING REPLACEMENT BUSINESS PROFITABLE

T HI increasing exploitation of console models of talking ma-

chines by manufacturers and retailers and the popularity of
those models with the public threatens to develop some fresh prob-
lems for retailers unless great care is used in the making of allow-
ances on the many upright instruments offered for and accepted in
exchange.

In one or two sections of the country the situation is already
developed to a point where local associations have given thought to
the matter and seen fit to warn their members against overgenerosity
in placing valuations on instruments taken in exchange.

What is termed in the piano business the “trade-in" problem has
not, up to the present tune, been very evident in the talking machine
industry, but with the increasing number of console and art models
being offered there is a strong tendency toward replacing small ma-
chines, or those of early types, with the latest styles. This accom-
plishes two things—first, it brings more money into the dealers’
stores, and, secondly, it is calculated to revive, for a time at least,
interest in talking machines and records.

Starting with a comparatively clean slate, talking machine deal-
ers can well avoid the pitfalls that have engulfed some of their
piano-selling friends and, at the same time, make the replacement
business prove a profitable asset rather than a lability. The secret
lies in making only a fair allowance on used instruments, an allow-
ance that will make it possible to put the used machines into salable
shape and then resell them for a sum sufficient to show at least a
fair profit on the deal.

The making of a fair allowance rests particularly with the
dealer himself, rather than with the salesman, for the latter is
naturally interested in closing the sale and is liable to be a little
lenient in the matter of allowances in his anxiety to do business.
It must be realized as a fundamental principle that any allowance
made upon an old machine is a charge against the profits of that
particular sale and every dollar that is lost in the resale of the
“trade-in” is a dollar taken away from the profits—net profits.

In making a fair allowance on a used instrument, it must be
remembered that cartage, repairs, refinishing, storage and reselling
all cost real money. \When these factors are estimated, their costs
added to the amount allowed the customer in the exchange and the
final figure comes within the amount for which the used instrument
can be resold at a profit, then the allowance is a fair one, otherwise
it 1s excessive.

I THE PROBLEM OF FINANCE IN RETAIL TRADE

HE problem of financing a retail talking machine business where,

perhaps, the capital is limited and much of it is tied up in sales
leases has attracted considerable attention from dealers, both indi-
vidually and in association meetings, for although the credit terms
on the majority of talking machine sales are sound and the accounts
pay out well within the vear, the amounts that can be tied up in
paper for periods of several months are substantial and mean just
that much capital taken out of circulation in the business, with the
consequent curtailment of turnover.

Unlike the situation that exists in certain sections of the music
industry, the talking imachine manufacturers have not assumed the
burden of financing retailers. and, as the wholesaler obviously cannot
carry on such work to any great degree and still carry on his busi-
ness, the dealer must resort to his bank or discount his paper through
some other medium if he finds it necessary to get cash to meet his
obligations and develop his business.

In this connection at least one well-known manufacturer has
put mto effect a successful plan for financing deferred payments
for dealers through the medium of an established commercial in-
vestment company and a number of individual retailers have taken
advantage of the facilities offered by similar concerns to secure the
use of part of the cash, at least, tied up in instalment notes.

In making arrangements to finance his business, the retailer has
three things to bear in mind: first, that the company he plans to do
business with is a sound organization ; secondly, that his retail credit
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risks are good and calculated to meet contract obligations promptly
and, thirdly, that arrangements be made, where possible, to charge
interest on deferred payments in order to pay at least the bulk of
the cost of financing. It is significant that in the financing of auto-
mobile, furnace and even vacuum cleaner sales, where deferred pay-
nients are accepted. the customer, and not the dealer, pays for the
accommodation. This protects the cash customer for his willingness
to pay the full price in one lump and makes the time customer pay
fair interest for the use of the dealer’s capital for a year or so. In
other words, it is good business,

' ANALYZING THE BUSINESS OUTLOOK

EN weeks, or practically one-fifth of the year, have passed

since the 1923 calendar came into use, and the business results
for this fifth-year in the talking machine trade have as a rule been
sufficiently satisfactory to sustain confidence in the predictions
of those who during the holiday season or thereabout declared
that 1923 was going to be prosperous for the talking machine trade
as a whole.

It is true that there have been slight drawbacks in certain sec-
tions, but despite a long spell of Winter weather, the tendency in
some quarters to clean up stocks of used and discontinued styles
of instruments and other similar factors have not been able to keep
legitimate talking machine retailers from turning over a volume
of business considerably in excess of that during the same period
last year.

Under existing conditions there should be no reason why the
talking machine trade should not be able to report a better than
normal business for the entire twelve months when the new cal-
endar year rolls around, and this result seems to be further assured
through the actions of some of the leading manufacturers in intro-
ducing new models of machines calculated to prove distinctly pop-
ular to the public, together with new merchandising plans, par-
ticularly in the matter of records that, it is believed, will have a
wholesome effect in rejuvenating and maintaining the interest of
record buyers.

In the leading lines there has been, and still exists, a very
definite shortage of machines, particularly among those styles,

mostly flat top models, that have taken such a hold of the public
during the past couple of seasons. Record stocks, too, are in
excellent shape, due to the cleaning out process brought about
through liberal exchanges, and although the public demand for
records does not measure up with that registcred during some other
seasons, it is, nevertheless, fairly healthy and promises to improve
steadily during the year.

In short, the general trade situation is better than it has been
for at least two or three years, and with the general business con
ditions as sound and satisfactory as they are at present and
promise to continue there seems to be no need for worry on the
part of the talking machine dealer who really knows the game and
is willing to work hard and consistently.

I CLASSIFYING CUSTOMERS ACCORDING TO AGE !

T is probable that few, if any, talking machine dealers have taken

occasion to classify their customers according to ages. Yet such

a classification should prove both interesting and helpful in deter-

mining the sort of appeal most likely to get results from the stand-
point of sales.

A recent survey made under the auspices of the Photoplay
Magazine, New York, and republished in part on another page of
The World this month, indicates that forty-eight per cent of talking
machine record buyers are between the ages of eighteen and thirty,
twenty-four per cent between thirty and forty-five, and the rest
fairly evenly divided between those over forty-five and under
eighteen.

This is in contrast to the ages of wind instrument buyers, for
twenty-six per cent of them are under eighteen and an equal per-
centage of them over thirty. Both talking machines and wind in-
struments, therefore, seem to make an especially strong appeal to
Youth, while the piano is for those of more mature years, sixty-two
per cent of pianos being bought by those over thirty.

The talking machine dealer who advertises to reach the middle-
aged couple sitting in the library in the evening is not so liable to
get results, according to the survey, as he who goes after those of
the “flapper” and “‘cake-eater” ages or those who have achieved the
distinction of “newlyweds.”
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An Interestmg Analys1s of the Age Factor
in the Merchandlsmg of Talkmg Machmes

il

low many talking machine dealers have, in
classifving their customers, given real thouglt
to the age question with a view to making their

il [T AT

(LTI

la]kmg machinc and record purchasers, or 48
per cent, are Dbetwecn the ages of eightcen
and thirty, 24 per cent between the ages of

Table showing relative importance of 4 age groups in purchase of
PHONOGRAPHS AND RECORDS
Number of Per Cent Buvers | Per Cent Buyers | Per Cent Buyers | Per Cent Buyers
Srores Under 18 | 18 to 30 3C *0 4¢ Over 48
Buffalo 7 10 45 29 16
Providence....... 3 13 48 23 ' 17
. Hartford.... .. - 10 12 ‘ 46 26 16
Wilkes-Barre. . . 7 1¢ 50 2l , 14
i |

Easton...... 7 1§ 4 21 14

Dunkirk. ........ 2 2% 5 17 3

Natick............ ' o

o . e o = S Im s .

TOTAL AVERAGE 7 36 P 24 s

Copyricht, Photoplay Magazine
Stores Covered by the Phonographs and Records Investigation P

Buffalo—Denton, Cottier & Daniels; Loud’s; Neal, Clark & Neal.
Providence—G. Schirmer Music Stores; the Meiklejohn Co.; Place Music Co.
Heartford—Flint, Bruce & Co.; McCoys Sedgwick & Casey; Alfred Gallup; \Watkins Bros.
Wilkes-Barre—M\acWilliams; Fowler, Dick & Walker; Bevan Piano Co.; Murray Smith Co.; Ludwig & Co.; Landau’s

Afusic Store; Snyder’s Music Co.; Benesch & Sons.
Easton—N. Kowitz & Co.;
Dunkirk—Johnston's Musie Store.

Ralph Brothers; The Brunswick Shop; Wm. Keller & Son; \Wright’s; Lauter Co.; \WVerner's.

sales and advertising appeal directly to that
class which represents the majority of buyers?
How many dealers know accurately whether the
youth of twenty, or the settled individual of
forty-five to fifty, proves the best customer for
machines and records?

For the great majority who have overlooked
the age question much interest lies in the re-
cults of an extensive survey made undcr the
direction of the Photoplay Magazine, New
York, to detcrmine the factor of agc in retail
selling. In making the survey the representa-
tives of the magazine went right into the field
and secured facts and figures from music houses
of standing in Buffalo, Providence, Hartford,
\Wilkes-Barre, Easton and Dunkirk.
¢+ As a result of the survey the very interesting
information was devcloped that the bulk of

thirty and forty-five, 15 per cent over forty-
five. and 14 per cent under eighteen. Of the

A AT

g

TET BN

AT,
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purcllasers of wind instruments, 48 per cent
likewisc are between the ages of eighteen and
thirty, with 26 per ccent under cighteen, 18 be-
tween thirty and forty-five years old and only
& per cent above forty-five. In contrast, and
particularly interesting, are the figures regarding
pianos, for here the chief buying age changes
materially. Of piano purchasers, only 36 per
cent are between eighteen and thirty years old,
whereas 43 per cent are between thirty and
forty-five, 19 per cent over forty-five and only
2 per cent under eighteen. In short, it appears
as though the piano was the instrument for
those of mature years, wind instruments for
the more youthful and phonographs and records
fairly divided between the young and the
middle-aged.
Percentages Verify Selling Methods

It is conceded that the results of the survey
cannot be held to apply in every locality and
under all conditions, but reflect the situation
as it exists in five fairly representative cities.
The percentages would seem to signify that the
music merchants have been right in seeking to
interest the newlyweds and the.potential build-
ers of new homes, for the greatest volume of
all classes of merchandise is purchased by those
of an age that would naturally come within
those classifications.

In commenting editorially upon the situation
in the musical instrument field the survey says,

Phonographs and Records

Wind Instruments

Pianos

Cotyright, Photoplay Magazine

Charting the Ages of Musical Instrument Prospects
Graphic charts showing relative importance of four age groups in its purchase of three major divisions of musical

nntrumen!:

Notice how the younger age group predominat es in the case of phonographs. records and wind instruments.

1t is not directly so great on pianos, but indirectly it is enormous.

Y our time is our time.

Call and see us any
time.

THME IRSTRUNMENRY OF QUALITY

CLEAR AS A BEZLL

Greater City Phonograph Co., Inc.

Exclusive Distributors for New York, Staten Island
and the Lower Hudson Valley

311 Sixth Avenue, N. Y.

Telephone Chelsea 9237

in part: “Who but the young are so absorbed
with the rhythm and cadence of things, so keen
in their enthusiasm for music and its outlet, for
dreams and visions and abundant spirits?

“It needs but a suggestion of the pleasures
that music can bring to capturc the imagination
of the younger generation. Youth is never too
solemn or too sophisticated for the thrill that
comes from the deep-toned summons of the
saxophone, the call of the bugle or the romance
of piano keys.

“No one knows better than the experienced
advertising man the need of keeping his message
constantly before the eyes of such readers.

“The rewards of musical advertisers in
America have been commensurate with their in-
terest in the younger generation. The names of
their products are familiar to every up-and-
doing youth. Particularly is the interest of
vounger people eager in phonographs and
records.”

An interesting feature of the survey, which,
as a whole, covered tcn leading lines of mer-
chandise, and was finally presented by the
Photoplay Magazinc in the form of an elab-
orately illustrated volume for the information
of advertisers, was the presentation of a num-
ber of statements from talking maéhine dealers,
several of which follow:

Mr. Oscar, of the Meiklejohn Co,,

R. 1., says:
"The eighteen to thirty age group makes 50 per cent
of the purchases of phonographs and records, and the

(Continued on page 12)

Providence,
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= NEW BUSINESS-- Popularity, in the common application of the word, usually

= OLD CUSTOMERS stands for something in timely favor—but, in the category

= - of trade-marked and trade-named merchandise, it means

= In looking over our “constant public demand.” :

= Customer  list  the A@&&.@M

= other day I was agree- The popular brands are

= ably surprised to find 1 b 1

= the addition of num- always best sellers. wstsron rae | ,
= €rous new names — R g |
= stores recently opened '

| | TR | PEERLESS

= never before favored g, the ALsur .
= us with their patron- '

= b . ) [
= — A Postal will bring this sign to you in

g age. the Album the next mail—WRITE

= But the most gratify- . g . :

= ing aspect of S it has a universal host of friends and admirers among talking

- lies in the fact that, machine owners who have tested its merit—everybody who

= with only four ex- has purchased one Peerless Album is a ready prospect for

= ceptions, all our cus-

= tomers of previous DTSy Dt

= years have laced . . . : .

= orders with uspsince Peerless i1s the sort of album which makes friends quickly

= last November. and keeps them indefinitely—its wide popularity will prove

= This means just two an asset to your business.

= things: first, that our

= efforts are being re-

= warded, and second, 3

~ | thar business really s | It Does Make A Difference What Album You Sell

= good all along the

= line—Peerless Albums

= are selling.

= Peerless Carrying Case is not only

= Wﬂ% an exceptionally good case but one

= you can offer at an attractive price.

= Write for prices on our “Special It will add to your sales, for every ]
= record owner is a possible purchaser ‘
= of this fine case.

% f
% Manufacturers of :—

% Peerless De Luxe Albums Peerless ‘‘Classification Systems”’

= Peerless All Grades of Record Al- Peerless Record Album Sets for All

= bums Make Machines

% Peerless “Big Ten” Albums Peerless Record Stock Envelopes

= Peerless Record-Carrying Cases Peerless Delivery Bags

g Peerless Interiors for Victrolas and Peerless Supplement Envelopes

g Phonographs Peerless Photo Albums

§ Peerless quallty is uniferm .and de-

= pendable. There are no two ways

g about it,

= PHIL. RAVIS, President

= WALTER S. GRAY L. W. HOUGH

= San Francisco 636-638 BROADWAY Boston

g 942 Market St. NEW YORK 20 Sudbury St.
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THE AGE F-ACEOR IN ADVERTISING
(Continucd from page 10)

flapper type 15 per cent. The flapper plays a little part in
the purchase of phonographs, hut she has a grcat deal to
do i the buying of records. She is usnally well supplicd
with monecy and pays cash for her purchases. If she
comes i with her mother the mother dlways allows lier to

clivice of records.””

1ake h

Mr. Tipling, manager of
Easton, P’a., says:

“If it were not for the flapper the Victor people might
as well out of business. They buy 90 per cent of the
records—mostly dance records. In the home she influences
the father and mother to buy a talking machine—she fis
the factor—it is rarely that we sell one to an elderly
conple or one without c¢hildren. The mother thinks if they
have a talking machine or piano it will help to keep the
girl at home, and the girl says she will stay at home if the
folks will hny one. The largest perecentage of our sales
are made that way. I think the girl has a good deal more
influence than she used to have.”

Mr. Bowers, of Ludwig & Co., Wilkes-Barre,
Pa., says:

“Young girls, wot wore than fifteen to nineteen, come
in to buy the smaller musical instruments, sueh as the
ukulele, and sheet music and records.

“In the purchase of a talking machine they nsually come
in with an older person, but they praetically get what they
want at such times, though I do not think they have as
much influence in leading up to its purchase as in the case
of a piano—that is, each one in the family is interested in
the talking machine.”

JOHN McCORMACK SCORES ABROAD

Co,,

the Lauter

John McCormack, the great Victor artist, re-
ceived a wonderful reception at his two con-
certs in Dublin last month. The proceeds,
amounting to over $20,000, were donated to the
Mater Hospital and St. Vincent de Paul Society.
Mr. McCormack-is now singing at Monte Carlo,
and, according to the cablegrams to the New
York papers, scored a great triumph in his ap-

pearance 1n “The Barber of Seville” and
“Aadame Butterfly.” His plans call for his ap-
pearance in Berlin, Copenhagen, Christiania,

Stockholm, Budapest and other European cities.

$1,500,000 BUILDING FOR BRUNSWICK CO. IN NEW YORK

Gothic Structure Will Be Built on Large Seventh Avenue and Fifty-second Street Site for Con-
cern on Long Lease—Will House Various Interests of Brunswick-Balke-Collender Co.

The Brunswick-Balke-Collender Co., manufac-
turer of the Brunswick phonograplis and rec-
ords, bilhard tables and tires, has completed
arrangements Lo locate its Eastern intercsts in
a large new building in the Times Square sec-
tion of New York City. The structure will be
designed especially to house the varied interests
of the company. This nnportant accession for
the northerly edge of the theatre and hotel
center is focused on a plot, 125 by 100 at Nos.
789 to 799 Seventh avenue, southeast corner of
Fifty-second street, opposite the Manhattan
Storage \Warehouse, and will necessitate an in-
vestment of approximately $1,500,000, including
the land value.

Back of the project are Thomas L. and Frank
L. Cunningham, who secured the site last year
as the No. 799 Seventh Avenue Corp., and who
have closed with the Brunswick-Balke-Collender
Co. a deal whereby they are to start erecting
on May 1, for its hcadquarters, a seven-story
and basement structure to be leased for a long
term, with renewal privileges, in which the
lessees will concentrate their activities now
housed in several buildings, principally at Nos.
29 to 35 West Thirty-second street through to
Thirty-third street.

Contract for construction of the building,
plans for which have been prcpared by F. B.
and A. Ware, architects, has been let to Cun-
ningham & Foley, Inc., which calls for com-
plction of the proposed structure by January,
1924,

The space contracted in this structure by the
Brunswick Co. approximates 40,000 square feet,
to be specially designed and to include its
phonograph department, billiard room equip-
ment, automobile tire section and a recording

laboratory for thc productions of famous singe
crs and musicians on phonograph records. The
latter branch is now housed in No. 16 West
Thirty-sixth strect. The building will be of the
Gothic type of arclitecture and will have a
base arca of 12,500 square feet.

FEATURES RECORDING IN ARTICLE

Jack Hood, Manager of Andersen Bros. Co.
Talking Machine Store, Writes Instructive
Article on Recording

Jack Hood, manager of Andersen Bros. Co.,
Portsmouth, O., well-known talking machine re-
tailer of that city, has, during the past year,
contributed a serics of articles on retail sales
methods to a number of publications, including
the Retail Philadelphia Public Ledger. Some
time ago Mr. Hood made a trip to New York
City and through the courtesy of Emil Schenkel,
advertising manager of the Regal Record Co.,
he was enabled to watch the recording of rec-
ords during a visit to the laboratory operated
by that company.

Upon his return to Portsmouth he contributed
a lengthy article on the making of phonograph
records to his local paper, which proved in-
teresting matter for its readers, being an out-
line of the technique of recording, descriptions
of the methods of artists and orchestras and
other pertinent facts relating to this industry.

H. B. Herr, talking machine and sporting
goods dealer of Lancaster, Pa., has sold his
stock of sporting goods and will devote more
time and space to the talking machine end of
the business in the future.

1
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HARRY C. HAWKEN NOW SUPERVISOR

Of Ormes, Inc., in the Metropolitan District—
Widely Known, Popular and Highly Esteemed

C. L. Price, vice-president and general man
auer of Qrmes, Inc, Victor wholesaler, an-
nonnced recently the appointment of Harry
Hawken as supervisor of the Ormes nietropol-
itan district. Mr. Hawken has represented this
wholesaler in the metropolitan district for the
past three years and during that time has won

Harry C. Hawken
the respect and esteem of the Victor retailers
throughout his territory.

Mr. Hawken entered the Victor field some ten
vears ago as manager of his father's Victor store
in Springfield, O. After being graduated from
Wittenberg College he entered the school of
commerce at New York University, and after
serving as an ensign of the U. S. Navy returned
to New York University, where he received
his master's degree in business administration.
Mr. Hawken is alwayvs ready to co-operate with
the dealers in solving their merchandising prob-
lemms and his promotion is a well-deserved
tribute to his conscientious work

A dusty window and a display which has been
in the window so long that it is obscured by a
film of dust is a repellent sight and turns away
trade.

MISS M. H. RICH’S BIG ACHIEVEMENT

Makes Three Half-hour Appearances During
State Teachers’ Convention in Oklahoma City
—Scores Big Success in Educational Field

Miss Mabel H. Rich, of the Victor educational
department, outclassed all previous records in
Victrola educational demounstration at Oklahoma
City. early last month when she made three
half-hour appearances with only five-minute in-
tervals between. Arrangements for the demon-
stration were made by the Oklahoma Talking
Machine Co. before the State Teachers’ Asso-
ciation. Miss Rich arrived in Oklahoma City
direct from Camden just in time to make her
first appearance before the \Women's Advertis-
ing Club of Oklahoma City. There were eight
thousand school teachers at the conyvention and
at each of the demonstrations Miss Rich used
entirely different sets of records, as each ad-
dress called for a different appeal. It is likely
that the first demonstration reached a larger
combined audience than has ever been attained
before in any talking machine demonstration.

NEW PHILHARMONIC CONDUCTOR

The announcement recently that William Van
Hoogstraten has been engaged to succeed Josef
Stransky, resigned, as co-conductor with \Wil-
liamm Mengelberg, of the New York Phil-
barmonic Orchestra, has aroused considerable
interest in musical circles in view of the fact
that Mr. Van Hoogstraten is the husband of
Mme. Elly Ney, famous pianist and Brunswick
artist, who has been widely acclaimed in con-
certs in this country and abroad.

LANDAU BRANCH IN NEW HOME

HazLetoN, Pa., March l.—Landau's Music &
Jewelry Store, for several vears located at 37
North Wyoming street, this city, has been
moved into attractive new quarters at 25 \West
Broad street. All departments of this branch of
the Landau chain have been enlarged and im-
proved by the addition of the most modern
cquipment obtainable.

FILES BANKRUPTCY SCHEDULES

Schedules in bankruptcy have been filed by
Usoskin Litho, Inc., 230 West Seventeenth
street, New York City, listing liabilities of $28,-
033 and assets of $23,271.

—

Announcing a New

Record Pressing
Plant

Record Pressing of the

very highest quality for

a few responsible
manufacturers

Latest Improved
Modern Equipment

Under the management of
an internationally experi-
enced record authority

SANDERS, Inc.

Springdale, Conn.

Near Stamford
Phone, Stamford 3980

a distributor.

received.

with us for our mutual benefit.

latest hits:

8041—Achin’ Hearted Blues.
Sugar Blues.

1103 Olive Street

Kansas City Life Bldg.

You Can Depend on Us

for the kind of service that a live dealer demands from
Our stock, complete and right up-to-date,
enables us to supply you with any quantity of Okeh
records—and we ship out your order the same day it is

We have the reputation of being honest to deal with and
ready to co-operate with our dealers in every way.
want to add dealers to our list who are looking for quick
sales and good profits—the kind of dealers who will act

Just as examples of records that have a rapid turnover
and bring a substantial profit, we suggest Sara Martin’s

8043—You Got Ev'ry Thing a Sweet Mama Needs But Me.
"Taint Nobody’s Business If T Do.

THE ARTOPHONE CORPORATION

New Kansas City Branch Office

We

The Record of Quality

St. Louis, Mo.

Kansas City, Mo.

The Records

Oj(zf\, Records e

CONCERT HALL FOR MUSIC CLASSES

Knickerbocker Talking Machine Co. Donates
Use of Spacious Hall to Musical Organiza-
tions to Promote Interest in Music

The Knickerbocker Talking Machine Co.,
Inc, Victor wholesaler, New York City, has
planned to give the free use of its attractive
concert hall to musical classes or societies week-
days between the hours of 8 a. m. and 6 p. m.
Several years ago, when the new headquarters
of the company were planned, an attractive con-
cert hall was included. The value of this hall
has bcen often proved when filled with large
numbers of enthusiastic dealers at the various
get-together meetings and recitals held under
the auspices of the Knickerbocker Talking Ma-
chine Co. Although the hall is frequently in
use, there are many days in which it is empty.

Abram Davega, president of the company,
believes that the offering of this hall, without
cost, to music classes and societies will have a
general favorable effect in the advancement of
music, which will in turn benefit everyone con-
nected with the music industry.

“TALKERS” POPULAR IN NEW ZEALAND

WasHingroN, D. C., March 2—Talking ma-
chines are in brisk demand and those retailing
at £10 to £15 have an excellent sale. The
portable type is favored on account of trans-
portation difficulties outside of the cities, ac-
cording to Consul K. de G. MacVitty, stationed
at Auckland, New Zealand.

BUYS STEWART CORP. ACCOUNTS

BixguamtON, N. Y., February 28—John W.
Kingsbury, owner of the bankrupt Stewart
Phonograph Corp., of this city, bid in the out-
standing accounts receivable of the concern for
the sum of $150. These accounts total $4.000,
but are scattered all over the continent. The
sale was conducted in this city by William H,
Riley, trustee,
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In spite of the vogue of the talking machine
in foreign fields and its immense popularity in
all the four corners of the United States, the
exports for the vear 1922 declined considerably,
although their value increased over the preced-
ing year. The exports of accessories were the
lowest in the last six years! This condition
may be attributed to the fact that the American
talking machine or phonograph is inimitable
with regards to both quality and price, while
accessories can be more readily copied. An-
other reason is that purchases are usually being
made of the bare commodity first, the embel-
lishments and accessories coming second when
financial conditions permit.

Other vital reasons governing the decline
in export trade in the talking machine field
have been the disturbed monetary conditions
throughout the world. The decline in the value
of foreign money as compared with the Ameri-
can has necessarily narrowed down our foreign
markets to a very considerable extent.

The first recorded exportation of phonographs
was made in 1910 when phonographs, grapho-
phones, records and accessory parts to the value
of $2,381,172 were sent abroad. There is no
record, however, showing the guantity or value
of each of these items. The progress of the
industry from this period may be seen in the
accompanying chart.

It will be seen from this diagram that the
exports for the period 1910 to 1914, inclusive,
are bulked together and are not classified as
are the exports of the following vears. This
is due to the fact that export statistics were
not itemized as has becen the custom in the last
seven or eight years. The figures and statistics
referred to are those compiled by the Depart
ment- of Commerce by the Bureau of Foreign
and Domestic Commerce.

The bulk figures, from 1910 to 1914, inclusive,
are shown by perpendicular lines.

From 1915 to 1922, inclusive, the exports are
divided, the exports of talking machines being
represented by black spaces, while the exports
of records and accessories are represented by
parallel lines.

The chart is simple and is in reality self-
explanatory. Accurate fignres covering the
above chart are hercwith presented for those
who prefer to make a more intensive study of

the situation in the talking machine field:

Talking Machines,
Records and

Materials
................................... $2,381,172
................................... 2,983,686
.......................... 2,520,292
...................... 2,805,978
........................ 2,512,320

Records

Talking and

Machines Materials

$794,011 $769,098

1,198,647 939,790

1,987,878 1,660,439

1,906,052 2,276,357

2,490,719 3,702,668

4,130,312 3,746,337

1,725,153 2,203,666

2,015,933 1,080,149

This
country in the world.
1922 are not yet available, but the exports to
the greatest country consumers have been com-

exportation covered practically every
Detailed statistics for

pited. The country which buys the greatest
number of talking machines from the United
States is Canada.

In considering the figures presented in con-
nection with this article, as well as all other
export statistical matter, it is best to consider
auantity exportation if an accurate figure is
desired. This is due to the varying prices
charged for talking machines and the different
unit values of the dollar. For example, if one
hundred machines are exported at a value of
£50 each, the value of the exported products
will be $5000. If the sale price of these in-

Statistics of Developmen
During the Twelve-Year Period : By joseon N. Kane
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strumments advance to $100 for each phonograph
instead of $50 as formerly, and if the same
quantity of talking machines is exported, the
value of the exportation will be $10,000. If a
comparison of the two years is made solely
on a valuation basis, the impression is conveyed
that the exports of one year were double those
of the preceding year. From the illustration
given, we know that this impression is a false
one, for the exportations of both years were ex-
actly alike! For this reason, it is better to
view the exports in a quantity capacity.

PHONOGRRPHS GRAPHOPHONES - G RAMOPHONES
'AND RECORDS AND MATEAIALS FOR

IFHONO GFAPHS- GRAPHOPHONES- GRAMOPHONES
ESIREC0BDS AND ACCESSORIES

m 0 m
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In 1922 Canada imnported from the United

States 16,945 machines valued at $714,205. In,

1921 it imported 11,014 machines valued at
$535,944; i 1920, 21,641 machines valued at
$1,158,438; in 1919, 27,468 macliines valued at
$1,174,775, and in 1918, 34,071 machines valued
at $1,037,799. The greatest quantity of talking
machines was exported to Canada in 1918, when
the exportation consisted of 34,071 instruments,

but the greatcst value of the exports was in

t of Export Trade

1919, when the exports were valued at $1,174,775.

Japan was the s