£

VOL. XXI. NO. 6

e TA L KING = |
MA CHINE—>

Published Each Monthby Edward Lyman Bill, Inc., at' 383 Madison Ave., New York, June 15, 1925

R G
SR P R S e
§gfm§$&fa\@k®ﬂ SIS A .d'})‘ ) é&a‘%&m\@i

OGO SRCHCH OO ORCOHK IO GRS DOICOSR
25 - b%
133

)
0
b
1%
5
v

.  Brunswick PHONOGRAPHS
Brunswick RECORDS

2

$2;
Ty
>

Y7y

AT T T Ty

UURUUT

YAy
fa?.‘:‘l_! 102

BN R OGO

Fl

; Brunswick Rapioras

A ;

S|

i 3

(3

a3 3

o _ : : %

| The Sign of Musical Prestige 2
9

S 0 5

W

3

\wr‘gwr
GPIJT
e

R T FOOICD 0O

PHONOGRAPHS - RECORDS - RADIOLAS \/

THE BRUNSWICK BALKE-COLLENDER CO.
Manufacturers—Established 1845

e

DO

l? ( Generai Offices: CHICAGO Branches in All Priucipal Citles
:"’S’ New York Office: 799 Scventh Avenue

TS
N

G

THE BRUNSWICK-BALKE-COLLENDER CO. OF CANADA, Ltd.
Main Offices: 358 Bay Street, Toronto
Branches at Montreai, Winnipeg, Calgary, Vaucouver

ot

LTS T

L ~ Y Tatat e T Ta; Y, v NN PN
O O O O A OO O OO OO COICR O OO OO OO CORODIOIOD RO OO OOICIC0

AN
TR IR A

|

Eniered as second-class matter May 2, 1905, at thé post office at New York, N. Y., under the act of Congress of March 3, 3879



will present

New Ideas in
Radios : Phonographs : Speakers

that will secure Sonora dealers new
business on a ‘“‘secured profit” basis.

The fall season will find the Sonora dealer in an
ideal position. There will be a selection of radio
receiving sets that will not only have a selling ad-
vantage of excelling in tone quality, but will reveal
the newest ideas in radio cabinet artistry—cabinet,
period design and highboy models that reflect
the craftsmanship of the master cabinet makers
who create the Sonora de Luxe phonograph

THE CHATHAM—A new phonosaph cabinets which are world famed for their beauty. I
designed to te emand. It 1cti L 3
o oot of oo e New and artistic designs in phonographs too that

will unquestionably stimulate new business. In
thorough accord with the new demand—radio-
adapted, of course.

With the presentation of the Sonora Radio Receiv-

THE SONORA RADIO RECEIVING ing Set, the phonograph brings its richest legacy
SET—A beautiful musical instrument d- h S h d. . 1. h

M a3, fantnE R ol to radio—the Sonora merchandising policy—the
TR i g policy which always secures the dealer a substantial

profit—a policy that will establish a definite value
for radio as it has for the phonograph.

THE SONORA DE LUXE
SPEAKER—Famous for its
mellow resonance because it
has the identical tone chamb

of the Sonora Phonograph—$30.

THE SONORA CONSOLE SPEAKER
—Combines beauty of tone with
beauty of design—equipped with mica-
diaphragm and balanced with arma-
ture reproducing unit—§50.

SONORA PHONOGRAPH COMPANY, INC.

279 Broadway New York City - —-ll
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New Important Post
for Edward B. Lyons

Becomes Sales Manager of the Cheney Phono-

graph Sales Co. and the Record Sales Co.—
One of the Best Equipped Men in the Trade

CLEVELAND, O., June 5~—~Thomas R. Buel, presi-
dent of the Cheney Phonograph Sales Co. and
the Record Sales Co., 1965 East Sixty-sixth
street, in this city, two of the best known whole-
sale organizations in the State, announced this
week the appointment of Edward B. Lyons, as
sales manager of both companies. Mr. Lyons

Edward B. Lyons
needs no introduction to the dealers throughout
this territory, as for many ycars he was gen-
eral manager of the Eclipse Musical Co., Vic-
tor jobber, winning the esteem and friendship
ol the rctailers in all of the trade centers in

this scction of the country. He is thoroughly
familiar with the retailer’s problems, and will
be a valuable assct to the Cheney Phonograph
Sales Co. and the Record Sales Co.

The complete line of Cheney phonographs
has been distributed for a number of years in
this tcrritory by the Cheney Phonograph Sales
Co.,, and this well-known product is being
marketed by representative dealers throughout
the State. The Record Sales Co. is a distribu-
tor of Okch and Odeon records, manufactured
by the General Phonograph Corp., as well as
Slecper A-C Dayton and Thermiodyne radio
receiving sets and accessories,

Reynalds Music House
Gets Zenith Radio Line

MogiLe, Ara, June 6.—The Reynalds Music
House, of this city, one of the leading Victor
dealers in the South, has been appointed a
Zenith rcpresentative by the Zenith Radio
Corp., of Chicago. This popular and successful
radio receiving set will receive aggressive rep-
resentation by this well-known dealer, which
has a very large following in Mobile territory,
and which is splendidly organized to develop
a demand for such a high-class product as the
Zenith set.

The A. G. Reynolds & Son Music Store,
Fargo, N. D, formerly located at 403 N. P.
avenue, has moved to larger quarters at 407
N. P. avenue. The Cheney line of phonographs
ix featured.

Jewett Distributing Co.
Formed in New York

Charles W. Noyes Heads New Organization to
Have Exclusive Jewett Distributing Rights in
Metropolitan Field—To Carry Complete Line

With the advent of the new merchandising
policy announced recently by the Jewett Radio
& Phonograph Co., Pontiac, Mich.,, a new or-
ganization has been formed, known as the Jew-
ett Distributing Co. of New York, Inc, compris-
ing as its executives Charles W. Noyes, presi-
dent and treasurer; Harry Cashmore, vice-presi-
dent and Clinton F. Ostrander, as secretary.
This new organization will be ready to start
actual business July 1, acting as sole distributor
of Jewett radio sets, Superspeakers and other
Jewett radio products in the following territory:
five boroughs of New York, Brooklyn, Long
Island, Fairfield County, Conn.; Westchester,
north in New York State to include Newburgh
on both sides of the Hudson River, west in
New Jersey, including Phillipsburg and then
south, excluding Trenton. This territory will
be served from two warehouses, one in New-
ark, N. J,, and one in New York City, where
a complete line of Jewett ‘quality products will
be carried.

Starting about June 15, thc offices of the Jew-
ett Distributing Co., Inc., will be located at 16-22
Hudson street, New York City. The executives
of the company are planning to leave nothing
undone to co-operate with Jewett dealers in
carrying out the aims and ideals of the new
Jewett sales and merchandising policy.

F. T. Williams Now Music
Master Sales Manager

Was Formerly Manager of the Chicago Office
of the Company—Experienced Merchandiser
and Well Known to the Retail Trade

PHiLapELPH1A, PA., June 2.—The Music Master
Corp,, of this city, manufacturer of the well-
known Music Master radio reproducer and now
also manufacturer of everything in radio, has
announced the appointment of Fred T. Williams
as sales manager of the organization.

Mr. Williams has been manager of the Chi-
cago office of the company for some time. He
is thoroughly familiar with every phase of the
merchandising plans of the Music Master Corp.

The recent remarkable expansion of the Mu-
sic Master Corp. in size, manufacturing facilities
and scope of product, has created the need of
an executive of marked ability to direct its sales
in merchandising. Mr. Williams’ qualifications
and experience particularly fit him for the im-
portant post which he now assumes. The effi-
cient manner in which he has worked with
Walter L. Eckhardt, president of the company,
in the past presages close co-operation between
president and sales manager in the future, work-
ing toward the steady advancement of the busi-
ness of the firm with which they are identified.

Washington, D. C., House
Distributing Atwater Kent

WasHiNGgToN, D. C, June 8—The Southern
Automobile Supply Co., 1519-21 “L" street, N.
W., has been appointed distributor for Atwater
Kent receiving sets and radio speakers in the
territory in which it operates. This company
is a well established distributing organization
and has taken on the Atwater Kent line with
much enthusiasm. William E. O’Connor is
president and treasurer of the company.

Kenneth Reed to Cover New
England for Pathex, Inc.

Widely Known Executive of New England to
Cover That Territory in Interest of Pathé
Motion Picture Camera and Projector

The many friends in the trade of Kenneth
Reed, one of the most popular members of the
New England wholesale trade, will be interested
to learn that Mr. Reed is now associated with
Pathex, Inc, as New England representative.
This company manufactures the Pathé motion
picture camera and projector, and its active head
is Henry C. Brown, for many years one of the

Kenneth Reed
foremost Victor executives and a sales execu-
tive of exceptional ability.

As Necw England representative for Pathex,
Mr. Reed will have unlimited opportunities to
work in closc co-operation with his many dealer
friends in the trade, for the Pathé motion pic-
ture camera and projector will be marketed ex-
tensively through talking machine dealers. For
many years Mr. Reed was Victor wholesale
manager for the M. Steinert & Sons Co., Bos
ton, Mass., and in this important post won the
esteem and friendship of the dealers through-
out New England. He is well qualified to at-
tain an outstanding success in his association
with Pathex, Inc.,, and the results of his work
to date have been very gratifying.

Music Master Corp. Takes
Over Ware Radio Production

Important Announcement to This Effect Made
by President Eckhardt of Music Master Corp.

Walter L. Eckhardt, president of the Music
Master Corp., Philadelphia, Pa., made a very
important announcement this week to the effect
that his company had taken over the entire pro-
duction of the \Ware Radio Corp., New York,
one of the country’s leading neutrodyne manu-
facturers. Mr. Eckhardt stated that arrange-
ments had been concluded whereby the Music
Master Corp. takes the complete output of
Ware neutrodynes, including a special Super
Seven, which Mr. Eckhardt states will startle
the radio world. The Ware sets will hereafter
be known as the Music Master-Ware products.

An involuntary petition in bankruptcy was re-
cently filed against the J. F. Brandies Corp.,
Newark, N. J., manufacturer of radio head sets,
Herbert W. Royal has been appointed by the
court to act as receiver, The assets and liabil
ities have not been announced.

See second last page for Index of Articles of Interest in this issue of The World
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Small Clty Dealer Harvests Rural Trade

Poughkeepsie, N. Y., Dealer Finds That Rural Sections Are Rich
in Sales Possibilities and Cashes in by Advertising and Canvassing

In the city of Poughkeepsie, N. Y., the half-
way point between New York City and the State
Capitol, Albany, there is an enterprising talk-
ing machine dealer who has achieved success in
the face of some pretty stiff competition by util-
izing business methods which have made him
known within a radius of many miles of his
store, and while his establishment is by no
means the largest in that city or neighboring
communities he gets more than his share of the
business. The name of this dealer is D. Fried-
man and his methods are an excellent illustra-
tion of how the dealer in the small town sur-
rounded by rural districts can make the most of
his opportunities.

Rural Trade Worth Going After

A large share of Mr, Friediman's business is
with farmers and during the three years since
he opened his store he has steadily increased his
rural clientele. “There are two ways of reach-
ing the farmer,” points out Mr. Friedman. “One
way is by canvassing and the other is through
advertising. We do both, although we have
found advertising the most economical way of
securing business. In most small towns in
which a dealer is located or perhaps in a nearby
town there is a weekly newspaper and this is the
medium we have found to be most effective.
Poughkeepsie is a fairly large city and of course
we advertise in the local daily papers. How-
ever, about twenty-five miles north is the vil-
lage of Rhinebeck, which boasts a weekly pa-
per with an excellent circulation among the ru-
ral dwellers. We run an ad in this every week
and we find it well worth while.”

Many dealers fear to do business with farmers
during poor crop years and at other times while

the crops are growing. They work on the the-
ory that prior to the harvest the farmer needs
all of his money to keep going and if the crop
is not up to expectations or he does not get a
high price for his produce he is broke and in
debt. What is lost sight of is the fact that the

Are you located in a small
town? If you are, you will
be interested in this story of
how a live dealer surmounted
obstacles which may be similar
to those you contend with.
Perhaps you too have a ‘“har-

vest” waiting to be garnered.

farmer is a property owner and all farmers are
not in debt. The average farmer usually has
some money in the bank and if he so desires he
can undertake to purchase a talking machine,
records or radio set.

Mr. Friedman, in his extensive business with
farmers, finds them the best credit risk. “The
farmer does not depend upon a job in a factory
for a weekly salary and he is never thrown out
of work,” said this dealer, in pointing out why
the rural dweller is a good credit risk. “It is
true that sometimes the farmer is pinched for

money and he finds it hard to meet his obliga-
tions. But this condition is temporary and while
it may slow up the payments for a time the
money is sure to be paid. In my three years’
business dealings with these people I have never
had to repossess a machine and in rare in-
stances has a payment been allowed to lapse
even temporarily.”
Mail Order Competition

Regarding mail order competition, Mr. Fried-
man points out that almost all rural dwellers
receive mail order catalogs, but the competition
which these concerns crecated, say, ten years ago,
is gone. When the automobile replaced the
horse on the farm as a means of traveling to
town the mail order houses suffered. The
farmer, like other normal people, likes to in-
spect what he intends to buy before closing the
deal and naturally when he desires a talking
machine or other expensive product, he wants
to see it and hear how it reproduces before com-
ing to a decision.

The small town dealer must carry some cheap
line to compete with the cheap instruments of-
fered by the mail order houses. This is so not
because he will sell many of these instruments
in comparison to the more expensive standard-
make machines, but simply so that he has some
merchandise that compares favorably with that
offered in the mail-order catalogs. If he is able
to offer the farmer something along this line
the result is that when that individual is in the
niarket he will visit the store. What happens
after that is up to the salesman. Of course, the
object should be to sell the prospect the stand-
ard-make instrument. This should not be hard

(Continued on page 12)
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Dealers, write your jobber for details, or address List

New York Album & Card Co.,Inc. |

23-25 Lispenard Street, New York

WE
MAKE IT

YOU
PREPARE
FOR BIG
DEMAND

Portable Radio Phonograph Combination

LESS USUAL DISCOUNTS

R.P. 1

All orders up
to July st o
will be re-
ceived at this
price. After
that date the
list price will

be $65.00. O

R.P.3

panel: 10x14

Radio Panels

Console Phonographs

3-tube reflex loudspeaker
volume, distance selectivity

. .$45.00

for

R.P.5
5-tube tuned radio fre- o
quency receiver. Two
sizes: 1415x173/16 or

.15 3/I6x16%
......... ...$65.00

. s = x
o o o
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BRUNSWICK RADIOLA NO. 460
“The new musical instrument”’
Phonograph and Radio in One

Keeping Abreast of the

Times, Musically
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PHONOGRAPHS : RECORDS : RADIOLAS
THE BRUNSWICK-BALKE-COLLENDER CO. Manufacturers— Established 1845
General Offices: CHICAGO Branches in all Principal Cities New York Office: 799 Seventh Avenue

THE BRUNSWICK-BALKE-COLLENDER CO. OF CANADA, Ltd.
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Calgary, Vancouver

No outside wires
No exposed horn
No acid batteries

Complete in itself

© B.B.C.Co. 19256
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adio (Gbinets by Ponehue

Retail pri ces
Maintained

ERE’'S proven profit for you. The Adapto
Radio Cabinet retail price has been main-
tained by our jobbers and dealers against today's
price cutting ! Standardized in price—not a ‘‘bar-
gain sale’” product—it assures a definite stand-
ardized profit.
Protected patented features, combined with the
very flnest workmanship, make the Adapto an
easy seller., Adapto Cabinets accommodate any
radio receiver having a dial panel not larger than
10% in. high and 81% in. wide. Equipped with

compartment for enclosing batteries, batte(‘y
charger, and especially designed horn. Made in
mahogany and walnut. Price, $110. West of

Rocky Mountains, $120.
DISTRIBUTED BY

Capitol Distributing Company, Inc............ New York City
Stanley & Patterson, Inc...... .New York City

-Louisvitle, Ky.
...Toledo, Ohio
Columbus, Ohio
Cincinnati, Ohio
. Detroit, Mich.
Kansas City, Mo.
.Appleton, Wis.
ah,

1. 3. Cooper Rubber Co.
Julius J. Bantlin Co..
Eastern Auto Supply Co
The Schmelzer Company.
Langstadt-Meyer Co. .
Lee-Kountze Hdwe. Co.
W. & E. Radio Service Co.
J. H. Snodgrass Radio Co.
Redfield Electric Compan;
The F. Ronstadt Compan
Coast Radio Supply Co.
Herbert C. Moss

DEALERS

Write your nearest Distributor or us
direct,
DISTRIBUTORS

Some profitable territory is still open.

L.R.DONEHUE CO., Inc.

306 State St., Perth Amboy, N. J.

THE AVON MODEL ADAPTO—also

with loud speaker unit, concealed
born, and equipped to enclose every-

i mahogany and wal-
nut. Price, §65. West of Rocky
Mountains, $70.

Columbia President Makes First Official
Statement of Company’s Aims and Ideals

H. C. Cox, Recently Elected President, Gives an Interesting Outline of the Future Merchandising
Policies and Plans of the Columbia Phonograph Co., Inc.

The annual meeting of the stockholders of
the Columbia Phonograph Co. Inc, was held
May 25 at the company’s executive offices, 1819
Broadway, New York, and the following were
clected membcrs of the board of directors:
George R. Baker, Mortimer N. Buckner, George
L. Burr, Henry C. Cox, William C. Dickerman,
William C. Fuhri, Fred \W. Shibley, Louis Sterl-
ing, H. Mercer Walker and Horatio 1.. Whit-
ridge, The organization meeting of the board
was held on Wednesday, May 27, at which time
the following officers were elected: Chairman of
the board, Louis Sterling; president, H. C. Cox;
vice-president, W. C. Fuhri; secretary and treas-
urer, F. J. Ames; assistant secretary and assist-
ant treasurer, T. Allan Laurie. None of these
officers needs any introduction to the talking
machime trade for they havc all been identified
with the Columbia organization for many years,
and in fact, Mr. Sterling and Mr. Fuhri have
been associated with the phonograph industry
for a quarter of a century. Mr. Cox has won
recognition as an executive of exceptional capa-
bility and efficiency, and he is attaining marked
success as the head of the Columbia organiza-
tion. In a chat with The World Mr. Cox gave
a most interesting resumé of the ideals and aims
of the Columbia Phonograph Co., Inc, stating
as follows:

“This is 1925 and I am speaking about the
new Columbia Phonograph Co, Inc, now con-
trolled by phonograph capital and phonograph
men. Many persons have informed me that the
phonograph trade is waiting with interest for
a statement from me concerning the future
policies and plans of the Columbia Phonograph
Co., Inc. I have been reluctant to give out
such a statement, as certain of our plans have
not yet matured to a point where an announce-
ment can be made. However, there is not any
hesitation or indecision in the policies of this
company, and I am pleased, therefore, to make
our views known.

“The new.Columbia Co. stands for a fair deal
for everyone—jobbers, dealers, and the buying
public. Our prices will always be competitive
and will be placed as low as is consistent with
the highest quality. Our prices to dealers will
be the same for all—no favorites. We will
market Columbia products through the phono-
graph trade. There will be no cut price sales
to ‘gyp’ specialists. If Columbia can at any time
make a price concession on any product,
the benefit will be given to regular Columbia
dealers. 1 mean ‘a fair deal for everyone,” and
there is nothing equivocal intended.

“We intend to produce and market products
of only the highest quality. Our entire organ-
ization has been lined up with that thought
We believe we have employed the best men in
the world for quality production and the sale
of quality products. From time to time dealers
will have an opportunity to sce and examine and
sell new Columbia products as developed, and
will have an opportunity to judge for them-
selvés. I'm sure that every move and every
decision will be tested by this question—'Does
this improve Columbia quality? Listen to a
Columbia record now and compare it to one
issued last year. Try this month by month.
We feel quite sure on this point.

“Columbia will always be in the van of new
developments. We intend that every develop-
ment of value to the phonograph and record
will be obtainable or cxceeded in Columbia prod-
ucts. Here, too, our organization of phono-
graph men of long experience will not be found
wanting. We have started: Witness the Master-
works sets of complete symphony orchestra-
tions and beautiful chamber music; witness the
Glee Club records. Our slogan is ‘Columbia for
Good Music.’

“Our advertising and distribution policy will
be extensive, whole-hearted, consistent and con-
tinuous. We hope to develop dealer-helps that
do help; and that will be sought after and
productively used by the trade. We are cer-
tain that there is a large public demand for
Columbia phonographs and records. If dealers
will utilize the advertising and pulling value of
store windows, and the effective sales material
furnished to them, they will not only cash in

H. C. Cox, President, Columbia Co., Inc.

on the existing demand, but will create a new
and increasing demand.

“We do not intend to go into radio. It is
true we have announced the Columbia loud
speaker phonograph attachment. That is a de-
vice to be used in utilizing the phonograph tone
chamber as a radio loud speaker. Tt is high-
grade and priced low. Further developments
may come along later, but for the present we
are convinced of the wisdom of confining all
of our efforts to our real business.

“Now that I have talked several minutes on
various topics, I find that I could have covered
the whole ground-by simply stating that we
have every confidence in the future of the pho-
nograph industry and, therefore, in the success
of Columbia. We are in the game to stay. We
have invested our time, money and brains in
this great enterprise and we intend to make
good in every sense of the word. That covers
the whole ground because, of course, to do that
we must play a fair game, must have a product
of outstanding merit at a reasonable price, must
keep up to date and must consistently promote
the sale of our goods in a way that will be
helpful to the trade and attractive to the public.

“In return I ask from the phonograph trade
in 1925 an open mind and a fair show for Co-
lumbia. Our good friends, the trade journals,
will contain our announcements from time to
time. The Columbia salesmen will carry the
message to dealers from Coast to Coast. They
will always have something of interest to say
to everyone in the phonograph industry; to
evervone who loves this game and makes a life
work of good music, and who believes, as we
do, that there is profit and happiness in the
phonograph business.”

A new music store, the Thiery Music Co., re-
cently opened at 872 Third street, Milwaukee,
Wis., with a full line of musical instruments,
including phonographs and radio. The com-
pany has also taken over the business of the
Thiery Piano and Phonograph Co.,, and the
business of the J. B. Thiery Co.
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THE BRUNSWICK-BALKE-COLLENDER CO.
623-833 SO WABASH AVENUE
CHICAGO
EXEGCUTIVE
OFFICES

TO ALL BRUNSWICK DEALERS:

The announcement by the Radio Corporation of America of
their having consummated arrangements to sell to the
Victor Talking Machine Company, Radiolas for use in the
manufacture of combination instruments, is regarded by
this Company as having a most constructive influence on
the Radio and Phonograph industries.

The Victor Company is to be congratulated in the wisdom
displayed in selecting the Radiola, manufactured by the
Radio Corporation, which is, unquestionably, the best
radio receiving set manufactured, and, by so doing, fol-
lowing the procedure adopted by this company one year
ago, and, the Radio Corporation is also to be complimen-
ted upon its having successfully completed negotiations
with the Victor Co.

This arrangement will in nowise affect the agreement be-
tween the Radio Corporation of America and The Brunswick-
Balke-Collender Co., who will be supplied by the Radio

Corporation with the same receiving sets as those con-
tracted for by the Victor Co.

Very truly yours,
THE BRURSWICK BALKE COLLENDER CO.

& A

PRESIDENT.

BEB EM
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Selling Radio Service Pays Germain’s Rent

Application of Common-Sense Merchandising Principles in Giving
and Selling Radio Service Makes Department a Profit-Producer

Is the cost of servicing radio sets which you
have sold and thc overhead of the service de-
partment eating into your radio profits? Many
dealers claim that the cost of giving service to
their radio customers is making serious inroads
on profits from the sale of sets and some of
them fecl that the situation is hopeless. The
fact remains, however, that there is a solution
te the problem and that solution lies in placing
the service department on a real merchandising
basis—in other words, service can be sold at a
price which permits of a profit. At the present
time, probably due to the keen competition
among retailers of radio sets, dealers are going
far out of their way to extend service—costly
service, which kills profits.

Makes Service Income Pay Rent

Concrete evidence that the service department
can be made not only to pay for itself, but re-
turn the dealer a substantial profit, exists in
‘Germain’s Radio Shoppe, Inc., which operates a
store in East Orange, N. J., and another in
Montclair, N. J. S. G. Holbrook, who has
charge of the Montclair store and who is a
member of the firm, states that the service de-
partment of this concern is not only paying for
itself but is going far toward paying the rent of
the entire establishment. “The answer to profits
in the service department lies in placing it on a
purely merchandising basis. Service should be
sold and not given away,” he pointed out.
“When we sell a radio set we do not give serv-
ice over a period of time, say from one to three
months, as most dealers do. We explain to the
customer that we will make three service calls
without charging for same and we also take good
care to make the fact clear in the customer’s
mind that we will not replace parts which have
been broken or make repairs necessitated by
mishandling of the set by the customer. We
inspect the set and if we find any trouble due
to a fault in the set we make good without
charge. On the other hand, work and parts
necessitated by carelessness we make a charge
for. After the three calls have been made as
per agreement, we make a charge of $1.25 per
hour when we are compelled to send one of our
men out on a job. It is impossible to make a
flat rate for the reason that some jobs take
longer than others; the men are compelled to
waste time traveling, etc. If, for example, a
man visits a home ten minutes’ traveling time
from the store and spends a half hour at work
we charge less than where the man is compelled
to spend an hour in traveling to and from the

store and spend the same time in actually work-
ing. This is the only fair way to base charges
because it is the only way in which the dealer
can protcct his interests and prevent loss.
Soliciting Service Business
“There is a real opportunity for keeping thc
service men profitably busy by actually trying

Many talking machine dealers who handle
radio complain that the cost of servicing
sets which they have sold practically elimi-
nates profits. Dealers have experimented
along various lines and some of them have
succeeded in cutting the cost of service
considerably, Probably one of the prin-
cipal faults in connection with service is
that dealers have been inclined to go too
far in order to close sales, at least that is
the opinion of S. G. Holbrook, of Germain’s
Radio Shoppe, Inc., who tells in the ac-
company:ing article how he has succeeded
not only in operating this branch of the
business in such a manner as to eliminate
loss but he actually makes the service de-
partment show a profit. The secret, accord-
ing to Mr. Holbrook, is to use intelligent
merchandising methods in the operation of
the service department.

to sell service to patrons. We keep a card in-
dex of all our customers, whether they pur-
chased a radio set from us or whether we were
called out to do some work .on a set which had
been purchased elsewhere. We solicit for busi-
ness for the service department in the same
businesslike way in which we go out after sales.
Here is how it works out: Through experiment-
ing I discovered a simple method of eliminating
the blast which is common where a certain type
of loud speaker is used. 1 knew_ by looking
through my file just what customers were the
possessors of this type of speaker. I selected
three names and sent them a note telling them
what I could do about the blast. Two of these
people called me up immediately upon receipt
of this note and asked that a man be sent out
to make the necessary changes. The result was
an extra income of $6.00, which we never would
have had had we not gone out after the busi-
ness. Another example: A customer com-
plained that his receiving set was not giving
him the results he expected. 1 went over per-

sonally and found that this could be remedied
by installing a new aerial, I sold him on the
nced for this and the work was done at a charge
which gave us a satisfactory profit. Another
man’s property was so situated that if an aerial
was installed in accordance with the facilities
at hand his reception would be micdiocre. We
sold him on the idea of erecting a steel mast on
his garage. It cost him twenty dollars. We
sold the mast, did the work and made a nice
profit. That is what I mean by merchandising
service. It can and must be done if the dealer
expects to make the service department a profit
producer instead of a profit eater.”
Service Men as Salesmen

There is another angle to this service ques-
tion which may be made a power for profits, or
at least go a long way to pay for the operation
of the service department. That is by encour-
aging the service men to be observant when
out on calls, noting what accessories the custo-
mer is in need of. A report along these lines
will open the way for sales effort. Then, too,
the service man, if he is of the right type, will
often find opportunities to make sales of acces-
sories. This can be encouraged by the payment
of commissions on sales. There is no doubt
that by paying more attention to the purely
business phase of the service department the
dealer can largely eliminate losses which are
killing profits on radio set sales.

Crosley Distributors to
Hold Convention in June

Auditorium of Crosley Radio Corp. in Cincin-
nati to Be Scene of Important Gathering

The third annual convention of distributors of
Crosley radio sets and Musicones will be held
in the auditorium of the Crosley Radio Corp.
in Cincinnati, Tuesday and Wednesday, July 7
and 8. These conventions are always held after
Independence Day because at that time the ra-
dio season opens and the sales curve com-
mences to climb.

Merchandising plans, including the new
“Crosley Sales and Service Stations” idea, will
be presented in detail. A new standard for
values in radio apparatus will be established.
Distributors will have an opportunity to see the
increased facilities of the three plants which
makes it possible to manufacture 6,000 radio
sets a day.

For the Profitable Sale of Records—

The Audak System

The modern method of demonstrating and selling records

Without the Use of Booths

Dealers place as many as six Audak units in space formerly occu-
pied by one booth. There are Audak models to suit

each particular need.

information.

Write for full

The Audak unit illustrated supplied complete, ready for use upon removal from crate

AUDAK CO. - 565 Fifth Avenue - NEW YORK, N. Y.
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The Portable Season

Creates Sales for the

PEERLESS RECORD CARRYING CASE

Get Your Share

Every portable sale should include
a Peerless Record Carrying Case.
Each carrying case also induces the
sale of more records. Encourage
record sales with Peerless Record
Carrying Cases.

ART PEERLESS COMBINATION ALBUMS

= The new Peerless Combination Album holds 8 ten-inch and 4 twelve-inch
records. Thus making possible the placing in one album the two-sized
records of an individual artist, group or orchestra, etc., etc.

Attractively Bound—Stamped in Gold—At a Popular Price

¥ ¥ X

PEERLESS PRODUCTS MEAN PROFITS

Here’s Another One

Portable Machine Album

A new specially designed album, holding ten records, is just the record
holder for the portable talking machine. The records are placed in
specially constructed pockets—allowing the extraction of records without
moving album.

¥ X %

Exclusive metropolitan distributors for the new beautiful and educational

“PICTORIAL RECORDS” for children.

PEERLESS ALBUM COMPANY

PHIL. RAVIS, President

636-638 BROADWAY, NEW YORK

WALTER S. GRAY CO., Pacific Coast Representative L. W HOUGH, 146 Mass. Avenue
San Francisco and Los Angeles Boston, Mass.
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The Naltonal Muszc Trades Convention in Chicago

LTHOUGH the talking machine interests were not in any

sense strongly represented at the National Music Trades Con-
vention held in Chicago last week, there were a number of discus-
sions of a general nature during the course of the meetings of direct
interest to all retailers in the music field, including talking machine
merchants. These subjects covered matters of a fundamental na-
ture and included among other things the consideration of the ques-

tion of substituting a flat carrying charge on instalment sales for

the practice of charging interest on deferred balances.

So far as the talking machine trade is concerned, this proced-
ure has developed far beyond the experimental stage, and on the
Pacific Coast the Southern California Music Dealers’ Association
has already adopted and put into force a well-halanced schedule,
providing for carrying charges on talking machines and radio out-
fits, varying according to the terms of the sale. This schedule has
been in effect for some time, and dealers report that it is operating
very successfully.

The main point is that a simple, normal interest charge upon
instalment accounts does not properly recompense the merchant
for the time and trouble of handling such accounts or provide a
proper return on the amount of capital tied up in paper. Busi-
ness success depends chiefly upon turnover, and with a large per
cent of his capital tied up in instalment accounts the retailer is
frequently hard put to realize sufficient cash to take care of his
business demands. Adopting the carrying charge idea, he does not
in any sense offset his loss in stagnant capital, but he at least rea-
lizes something more than savings bank interest.

There are some retailers who admit frankly that they hesitate
about adopting the carrying charge, because of competition. They
are of the opinion that the dealer who continues to charge flat in-
terest on unpaid balances will have the best of the argument when
approaching customers and thereby capture the bulk of the busi-
ness. Perhaps in some cases this may be so, but the dealer will
find upon investigation that though there are still some talking ma-
chine houses which do not charge interest at all the great ma-
jority who do demand a fair interest on balances continue to do
business and prosper. So much for the carrying charge discussion.

A number of other matters of general trade interest were
handled at the same meeting, prominent among them being the cam-
paign instituted by the Better Business Bureau of the Associated
Advertising Clubs of the World against the users of “bait” adver-
tising at the instigation of the Music Industries Chamber of Com-
merce. Talking machine and radio dealers suffer quite as much
from this type of advertising as do dealers in other branches of
the trade, for the offering of supposedly standard goods at prices
ostensibly below the market serves to give to the public a generally
false idea of values and tends to disturb the entire industry.

Numerous other matters of general importance and interest
were handled during the convention period, and although the re-
sults cannot be expected to be revolutionary, they should tend to
accomplish much for the betterment of the trade as a whole.

This year the Chamber of Commerce officials again sanctioned
the official exhibits at convention headquarters, with the result that
the score or more concerns engaged directly or indirectly in the
talking machine or radio business were among the hundred or more
firms which had displays at the Drake. These exhibits themselves
served to attract to the convention many who came to the conven-
tion for the purpose of seeing the new offerings.

Lesson From Big Demand for Portable Phonographs

A PARTICULARLY interesting and important phase of the
present business situation in the talking machine trade is the
strong demand for portable machines of various types reported
from all sections of the country. These sales campaigns on port-
able models have been a feature of the Spring trade for a number
of years, and the results have been distirrctly satisfactory. Yet this
year, when business in many cases has been declared to be off color,
a strong drive by manufacturers of portable outfits, with the co-
operation of the dealers, has piled up a volume of business that
promises to break records before the season is over.

This big business in portable machines offers an impressive les-
son to those who are inclined to complain about conditions and
ease up on sales efforts because they feel that the effort is wasted.
The manufacturers of portables have gone after business consist-
ently and persistently. They have kept the portable before the pub-
lic in a manner that has proved convincing and brought results, and
the success of their efforts leads to the belief that similar energy
put behind all lines of machines would bring at least a proportionate
volume of business. These portable sales have already this season
mounted well into the thousands with various individual concerns,
and the total has long ago entered the realm of six figures.

Nor is the demand for the portable-to be regarded as some-
thing apart from the regular line of business, for it actually proves
a stimulant to the trade as a whole. In the first place, every port-
able sold results automatically in the sale of a library of records to
go with it, this library being large or small, according to the ability
of the dealer or his salesman to interest the prospect to the maxi-
mum.

Then again it opens the way for the sale of a cabinet type of
machine of some sort for the home, for the portable is a great
medium for introducing the true worth of talking machine music.
Perhaps, even the same little portable may bring about the sale of
a combination talking machine and radio outfit. This all depends
upon the manner in which the dealer views the situation and its
possibilities.

In every respect the portable talking machine is a live factor
in the industry to-day. It is bringing an immediate string of Sum-
mer business for the dealer, and at the same time providing him
with genuine opportunities for the future sales effort.

It Pays to Study the Field in Which You Operate

NI of the most successful methods that a retailer can adopt

as a means for preventing the accumulation of dead or slow-
moving stock is to make an intensive study of the character of the
field in which he operates or plans to operate, for in this cosmopoli-
tan nation of ours there is a tremendouns variety of demand evident
in different sections of the country.

In the handling of foreign records, for instance, the failure to
study the local field may mean a heavy loss, for it is good sense to
assume that where the bulk of the population in the dealer’s territory
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are from Scandinavian countries, for instance, they will be inclined
to purchase records of their own music rather than those of the
music of the Latin race. Likewise, there are certain sections where
the modern native-born element prevail, wherein the popular records
will represent the bulk of the trade, while in other sections under
similar conditions the call will be for the lighter classics.

The selection of stock that is most likely to appeal to the
neighborhood buyer is not in any sense a new doctrine, for we find
in other lines of business concerns that operate from two to a half
dozen stores in a given territory, each carrying the type of stock
calculated to appeal to a definite element of the community.

The same rule applies to the selection of machine stock, and
although the dealer may be inclined to carry a full assortment of
styles he is showing good business judgment if he concentrates on
those models which, in style and price, are likely to appeal most
strongly to those with whom he expects to do business.

At the present time we find talking machine dealers with some
hundreds, and in certain cases some thousands, dollars’ worth of
machines on their floors on which carrying charges have already
wiped out any potential profit, and yet these same dealers find
difficulty in getting sufficient supplies of those types of machines
upon which they enjoy the bulk of their turnover. Studying the
market and stocking according to the demands of that market
means higher turnover, wherein the profit lies, and at the same
time cuts down dead stock.

The same rule applies to the handling of radio receivers or
any other article which the talking machine dealer feels he can
handle profitably in addition to his basic lines. It is not a question
of what the factory finds to be selling best, or what a dealer in
another section is moving rapidly, but rather what the dealer can
handle and sell to advantage in his own territory. What will sell
on Lake Shore Drive, Commonwealth avenue or Fifth avenue is
very likely to represent dead stock in the Stockyard District, South
Boston, or the Lower Kast Side, and in actual business the lines are
drawn even more sharply.

How Giving Musical Service to the Community Pays

A\IY retailer of musical instruments who questions the practical
results of developing a public music service and the holding
of musical festivals at regular intervals might well get in touch with
Wm. F. Lamb, of Lamb’s Music House, Pottstown, Pa., who only
recently held his ninth annual music festival, supplying artists of a
caliber to interest a great mass of the local public and attracting
crowds who have come to associate the name Lamb with good
musical entertainment.

In a city with a present population of less than 15,000, Mr.
Lamb has built up a distinctly profitable music business, which he
attributes largely to his willingness to go outside of regular trade
channels to arouse interest in music and the instruments that pro-
duce music. At his last music festival, for instance, in addition
to his own orchestra, a permanent organization which is heard fre-
quently in Pottstown and vicinity and represents a constant adver-
tisentent for the business, there was presented the Eveready group
of artists whose names and voices are familiar to practically all
owners of talking machines and radio receivers. The concert filled

the local high school auditorium, which has a seating capacity of
over 1,000. .

“In giving musical service to the community, whether the in-
direct object is commercial profit or not, Mr. Lamb has followed
the Biblical lesson of casting bread upon the waters, and the returns
have been manifold. The same experience has been enjoyed by
other dealers in musical instruments who have sponsored series of
concerts, such as Philpitt, of Florida, or arranged special music
week celebrations as does DeForest of Sharon, Pa. The talking
machine dealer is particularly fortunate in that by presenting or
arranging for the appearance of noted record artists he has not
only a tremendous field to draw from, but he is developing a direct
hookup with the products he is selling. To the seller of pianos, or
band and orchestra instruments, such concerts depend for their
value on the indirect results from the interest in music aroused. To
the talkimg machine dealer they mean direct sales of records in
stock.

Lamb’s annual music festival affords a concrete example of
how this work may be carried on successfully, but there are many
other retailers also accomplishing satisfying results along similar
lines. Good merchandising does not consist of simply handing the
goods over the counter, but depends largely upon creating an interest
in and developing a market for those goods.

An Announcement of Great Trade Importance

THE announcement made recently by the Victor Talking Machine
Co. of the consummation of arrangements with the Radio Cor-
poration of America whereby the Radiola Super-Heterodyne will be
installed in Victrolas beginning in the Fall is of general interest
to the trade, for it puts a definite quietus upon the many rumors
that have been floating about relative to Victor Co. plans. The
big thing, of course, is that the announcement affords the Victor
wholesaler and the several thousand Victor dealers throughout the
country an opportunity to plan for the future both in their talking
machine and radio activities with a definiteness of purpose and with
the element of uncertainty removed.

From the radio angle the selection of the Radiola Super-Hetero-
dyne as the basis for the new combination product gives the assur-
ance that the dealers will not have to deal with an unknown factor
in radio and this should have a distinct effect in stabilizing the
trade and making for its permanency. That the announcement was
considered of general public importance was evident by the atten
tion given to it in the newspapers of the country.

Optimistic Over the Business Outlook

ESPITE the unusual spell of hot weather which ushered in the

first month of Summer, it is evident that business men have been
developing and perfecting plans for an early and successful Fall
trade. These are the merchants who comprehend that business
to-day can only be procured by strenuous work, careful prepara-
tion, and a proper study of their territory, and they have evidently
determined that they are going to get a very handsome proportion
of the amount of money which the American purchasing public
will spend for musical instruments of all kinds the coming Fall.

This is an age of specialization.

Van Veen Wareroom Equipment
—— EXPERIENCE —

In planning your wareroom equipment and improvements
it will pay you to use the services of an experienced house.

Many years of specialization in the equipping of talking machine warerooms has enabled
us'to render exceptional service in the planning and equipping of your warerooms and,
therefore, through specialization to offer this equipment at an attractive price.

Write for details and catalog.

VAN VEEN & COMPANY, Inc.

413-417 East 109th Street, New York City

'Phone Lehigh 5324-4540
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Stimulating Record Sales by Advertising

E. E. Forbes & Sons Make Special Drives on Single Records and
Find That It Pays—Ad Results in 200 Record Sales in Four Days

The talking machine trade has been educated
to the need for advertising to move its machine
stock, but records, to a large extent, have been
overlooked in this respect. The reason for this
apparently is that there is a general feeling
in the trade that the profit on the sale of a
record is so small that the high cost of adver-
tising makes it impossible to utilize this form of
stimulating interest in the product. True, most
dealers send out the supplements supplied by
the record manufacturers to their customers,
but in the majority of instances this is as far as
the sales promotion effort goes.

Successful Drive on Single Record

That it does pay, and that in a big way, to
spend some money in advertising and other
publicity to promote record sales is illustrated
in 4 concrete way by the E. E. Forbes & Sons
Piano Co., of Birmingham, Ala., which has in-
augurated the plan of making special drives on
single recordings of some particular merit
which is likely to make them widely popular.
Recently Harry Snodgrass’s Brunswick record
of “Three O'Clock in the Morning,” and “The
Moonlight, a Waltz, and You,” was selected for
a special drive. A special ad on this record was
run in the Birmingham Age Herald. The ad
was comparatively small, six inches, two col-
umns, but the results were surprising. A notice-
able stimulation in the demand for this record
was immediately felt, one order being received
from the town of Cullman an hour after the
paper reached there.

Getting Free Publicity

Clever advantage of the telegraphed order was
taken, resulting in some really extensive pub-
licity on this record. Briefly, the Forbes Piano
Co. wrote immediately to the newspaper, en-
closing the telegram to show the pulling power
of its advertising. As was expected the news-
paper made good use of the telegram by using
it with the original Forbes ad in a whole page
ad to show the power of Birmingham Age
Herald publicity. Of course, the Forbes
Piano Co. profited by this as it further adver-
tised the Snodgrass record. Six days later this
page ad was again used, making two complete

pages of free advertising for the Forbes Piano
Co. within a period of one week.

Now, the interesting part of this incident is
the fact that during the first four days two
hundred of the featured record were sold. And

=IWES UNIONE=]
TELEGRAM [Eicd

cvzz 18
CULLUAN ALA © 8014
PORBES FIAXO €O
DIRMINGHAM ALA
SHIP NEXT TRAIN ONE SRODORASS RECORD NUMBER
2650 AS ADVERTISED 1K TODAT'S AQE-HERALD

EASE ROSH
‘& 5 PRED 5 JAMES

Part of Forbes’ Free Publicity

this in addition to the many records which were
sold to customers who visited the store to get
the Snodgrass record. This incident shows
more effectively than any amount of arguing
the need for advertising in moving record stock.

The Form Letter as a Record Sales Aid

There is another method of bringing records
to the attention of the store’s customers and
that is through the medium of direct mail. In
this connection E. E. Forbes & Sons also have
been very successful. This concern does not
stop merely with sending out the record sup-
plements, according to E. E. Forbes, who says:
“We find one of the quickest ways to get record
business is by using a form letter mentioning
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The appeal of this attractive display beautifully executed inseven colors,
is so irresistible that it will bring many prospects into your store—not only
for Pal, but also for your regular lines of records, and other merchandise.

SEE PAL ‘AD’ on PAGES 36-37 |
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A Window Display that actually SELLS
furnished free to PAL dealers
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only one or two records. This is in the nature
of a personal letter, signed by the manager of
the talking machine department. We find that
if more than two records are listed the letter
finds its way into the waste basket. In these
Ictters we describe the outstanding features of
the record, impressing upon the customer that
the artists who have recorded it have done bet-
ter than could have been done by any one else.”
Herewith is a reproduction of the letter sent
out in connection with the drive on the Harry
Snodgrass record:
EXTRA SPECIAL
FROM
RADIO STATION WOS, JEFFERSON CITY, MO.
Record No. 2850, by Harry M. Snodgrass
2850 THrEE 0’'CLoCK 1N THE MORNING—Piano Solo,
Harry Snodgrass
TrE Moonvricur, A WALTZ AND You—Piano Solo,
Harry Snodgrass
“The King of Ivories,” as Snodgrass is known
to millions of radio fans, plays “THREE 0’CL0oCK
IN THE MORNING” and “THE MOONLIGHT, A
WaLTZ AND YOU™ as his first record. We feel
that there is nothing we can say that will in-
crease the popularity of this artist.
ANOTHER TIMELY NUMBER
12260 MIDNIGHT STRUTTERS
ScooxLuM BLUES
This is Jimmy Bryant’s latest Dance Record.
Don’t fail to ask for this record—it is great.
Other good records are listed on enclosed supplement
MAY WE SERVE YOU?
E. E. Forees & Sons Piaxo Co.,
1922 Third Ave., North.

Small City Dealer
Harvests Rural Trade

(Continued from page 4)

to do because the prospect will be able to see
the difference a few dollars make.

“There is another thing in which the mail
order houses fall down and that is service.
Service is a much-abused word, but the fact re-
mains that the dealer located in the community
is in a position to extend service, which is im-
possible for the mail order concern. Advertise
this fact and bring it home to the people who
are likely to be in the market for a talking ma-
chine and the local dealer always will be given
the preference.

The main thing for the small town dealer to
do is to keep his products and his store in the
minds of the people in his territory. This means
advertising, not spasmodic publicity, but a con-
sistent campaign. In the rural districts most
of the more substantial farmers have telephones
and they are listed in the phone book. Here is
a ready-made prospect list for circularization.
A two-cent stamp is a small price to pay to
bring some new product to a possible prospect.
Also, it is a small price to pay to bring to the
attention of the people the latest records.

The writer recently has had occasion to meet
and talk with many dealers in small communi-
ties and was surprised to discover that in few
cases did those dealers he came in contact with
think enough of the potential record business of
the farmer talking machine owner to send him
the record supplements regularly. That this is
a short-sighted policy no intelligent merchant
will deny. After a machine has been sold the
only chance the dealer has to continue his busi-
ness relations with the custorner is through the
sale of records. And then, too, every record sale
means a profit, a small profit to be sure, but,
nevertheless, worth considering. Some dealers
have as many as two thousand customers on
their books. Think what it would mean if each
of these purchased a single record a week.
Whether you have on your books the names of
one hundred customers or two thousand don’t
overlook the profits of the small sales.
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PRICE

SMALL phonograph part when you
want it 1s priceless. Thousands of dif-
ferent kinds of talking machines have
been made and distributed around
North America, in which were built all sorts of

A miniature veproduction of the new
Everybody’s India stock catalog, the
greatest of its kind ever issued tn the
talking machine industry. It is

printed throughout in sepia ink, and
illustrates and describes all the many
talking machine parts and accessories
that we sell.

Should one need g “dictionary” of
parts and accessories, he need go
no further than this new catalog, for
e'uerytlunq in a phonograph is de-
scribed in detail.

Handsomely bound and equipped
with hanger strap. Sent tn special
cardboard mailing carton, posiage
prepaid. Mail in your business card
now for a copy.

* Trade Mark Registered United States
Patent Office and Canada.

odd parts, and for many of these Everybody’s
is the only source on earth.

Who made these millions of phonographs; how they
are made and the wearing qualities of each is in our private
information file. Applying the law of averages to this
mechanical information we can anticipate and prepare for
a certain demand for each part. This is the “secret” of
how we are generally able to fill for you (by return mail)
a mixed order comprising many heterogeneous parts.

We charge no premium just because a part cannot be
obtained elsewhere. That this policy is pleasing to the
trade can be wisualized by glancing through our card
system containing thousands of customers who originally
started with an order for one part and now frequently
purchase accessories and supplies totaling hundreds of
dollars a month.

So you see that Everybody’s Service thinks of price
first for the customer, and last for itself. In bulk pur-
chases we know our prices are the lowest, and in small lots,
our customers frequently express amazement at our
trifling charges.
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Makers of Honest Quaker Main Springs
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A Complete Line of Talking Machine Repair Materials
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Forcing PaymentsWr[hout Good Will Loss

Danger of Making Enemies by Forcing Collections Is a Serious
the Hoskins Music Store Solved the Difficulty

Problem—How

The aim of every far-sighted business man is
to build good will. His success in doing this is
an important factor in continued prosperity.
I.oss of good will means lost business and pres-
tige and a consequent decrease in profits. The
talking machine dealer, of course, does the bulk
of his business on the instalment plan and con-
sequently it is in the matter of collections that
the greatest danger of losing good will lies.
The problem is how can the dealer force col-
lections and at the same time retain the friend-
ship of his patrons and make them boosters for
his store? This is especially important to the
dealer located in a neighborhood section or to
the merchant in the small town, who depends
almost entirely upon the good will of his neigh-
bors for his business. This type of dealer has
no transient trade to aid in bringing up the sales
volume. It is through repeat sales and the
friendship of his neighbors that he succeeds.

Two Ways of Handling Collections

There are two ways, broadly speaking, of
handling the collection problem. One is for the
dealer to be lenient in the case of delinquency
and the other is to force payment or repossess
regardless of consequences. The first method
is dangerous because the dealer may never get
his money or he may hold off on repossessing
until too late. In the second case the dealer
stands to lose the good will of those slow-
paying customers with whiom he has used harsh
measures. The sale of a talking machine, radio
set or other instrument on the instalment plan
should be the start of a friendly relationship
between the store and the customer which will
mean future sales of records, accessories, etc.
If 1t is necessary to repossess, obviously there
is no chance of future sales to that particular
individual and, further, the friends of the per-
son from whom the instrument has been repos-
sessed are likely to hear about it—and they,
too, are very likely to go elsewhere for any-
thing in the music line they may need.

How W. C. Hoskins Has Solved the Problem

In common with many other talking machine
dealers, W. C. Hoskins has faced this problem,
and he has solved the difficulty in a manner
which makes it unnecessary for him to worry
about financing. Briefly, the services of a
finance company are utilized and during the
period of time this service has been used the
results have been eminently satisfactory

The Hoskins Music Store is located in Chey-
enne, Wyo,, and deals in talking machines, rec-
ords, radio and pianos. The firm does a large
business and is known as one of the most suc-
cessful music houses in that section. Approxi-
mately 98 per cent of the entire sales of talk-
ing machines, radio and other musical merchan-
dise are made on the instalment plan.

“We finance all sales thirough a finance com-
pany,” states Mr. Hoskins, in outlining his
methods of operating the credit end of the
business. “This is made clear to each customer
before the contract is signed and the customer

is impressed with the fact that the finance

It is very important that you return this notice with
your remittance, otherwise there may be a delay in credit-
ing your account with the amount paid. We receive a
good many remittances daily. Some of them come without
this notice which causes delay in crediting the proper
accounts. This results in needless annoyance to the pur-
chaser.

Payments are due at our office, and therefore should
be sent by bank draft, . O. money order or personal
check, in sufficient time to reach our office on or before
maturity date,

Blank Finance Company

»”

The “Notice of Payment Coming Due,” which was mailed
to you 10 days before the payment was due, brought no
response and the account is now delinquent.

Surmising that this is merely due to an oversight, or
that the notice did not reach the proper person for action,
we are sending this notice with the request that you give
the matter the attention it deserves, as your credit standing
is worth far more to you than the amount invelved.

We will expect your check, money order or bank draft
by return mail so ‘“Please give it your attention to-day.”
Thank you.

Yours very truly,

Blank Finance Company

\We have as yet received nothmg in
“Notice of Payment Coming Due”
about 10 days before the due date.
delinquent.

We trust this has been merely due to an oversight
on your part and now that it has been called to your
attention we are expecting your check, bank draft or money
order by return mail.

‘““Please give it your atention to-day.’

Yours very truly,
Blank Finance Company.

reply to our
which was mailed you
The account is now

Thank you.

You seem to be inclined to let your payment get too
far behind. At least we have received no reply to our
two previous notices. We regret that the plan under
which we operate cannot, of necessity, permit of more
leniency, nevertheless,

To be straightforward about the matter, this
way we look at it:

Remember that we have hundreds of these accounts to
look out for and if a purchaser does not respond to our
notices we are able to judge each account by the remittance
column only.

You will readily realize that the nature and volume of
our business does not allow us to spend much time in
‘nagging” over delinquent payments. We pay out money
and otherwise shape our actions on the supposition that
tnese payments will be met as they mature. While it
might appear to be profitable for us to compel you to lose
the money you have paid on your time-purchase-obligation
we had much rather not be forced to do so—we are aiding
to sell commodities, not buy them.

It is distasteful for us to have to refer to the terms of
the mortgage-contract but nevertheless you will find same
quoted in part, for your guidance, on the slip enclosed
lierewith. Therefore, to be frank with you, this is our
final notice. \Vhile we hope you realize that we would
much rather retain your good will, please understand that
unless we hear from you on or before ..................
we shall be compelled to consider you in default under
the terms of your mortgage and shall proceed to protect
our rights thereunder without further notification to you.

Blank Finance Company.

is the

\We have to date received no response from our delin-
quent-payment notices (copies of which have been sent
you), addressed to the purchaser named on the face of
this notice,

1f you do not wish us to have our attorneys take this
matter up with the mortgagor in this instance kindly let
us have a check in the amount shown on the face hereof
[ A , or, if you do not see fit to carry this
payment for the mortgagor, you may act as our agents
and replevin the ( ), so advising us when this has been
done,—keeping up the payments to us until the (...... ) is
resold and paying the balance in full on such date, in
which event we would refund the unearned brokerage and
interest, |i any.

Otherwise, on the above date, if you have not exercised
either of the above options, our enly alternative will be
to place the account in the hands of our attorneys with
instructions to collect from the purchaser both the delin
) payment of $........ and the cur-
( .) payment of $ , or, failing in
this, to replevin the (...... ) not later than S days after the
current payment is due, disposing of same at sheriff's
sale (or if to better our interests, in any other way),
applying the proceeds to the note and costs of collection,
and collecting from yourselves, as endorsers, the differ
ence, if any, hence—

Let us hear from you regarding the above on or before
the date first above mentioned.

Yours very truly,

Blank Finance Company

company takes no excuses as a dealer will for
lapse in payments. This method of financing
is especially good for the little dealer who does
his own selling, collecting and bookkeeping,
and is to be recommended for two reasons.

“First: The dealer can talk very strongly
to a delinquent and explain that a court action
may result and the delinquent’s financial repu-
tation be smirched and lay the blame on the
finance company’s methods, and thus avoid
gaining the ill will of the customer. We have
found it good business to hide behind the fin-
ance company in cases of this character. They
back us up and the customer expects such ac-
tion from the finance company. The form let-
ters reproduced herewith are sent out by the
finance company with which we do business
and indicate the methods used.

“Second: The finance company acts as a sort
of special collection department for the small
dealer. It continually keeps before the dealer’s
mind that the customers’ payments are due, and
the dealer is compelled to keep the payments
coming in on time or else he gets in bad repute
with the finance company. Small dealers find it
difficult to departmentize their work and in
many cases their accounts collectible lag, but
with the finance company back of and prodding
the dealer very few accounts lapse.”

Sliding Interest Charge

The Hoskins Music Store charges interest on
all instalment sales. This interest is based on
the length of the contract and on the schedule
of the finance company with which this firm
does business. Other companies have different
arrangements. The length of contract on which
the interest charge is based runs from four to
twelve months. On a four-months’ contract in-
terest at the rate of 4 per cent is charged and
for each month over this period up to twelve
months one-half per cent is added to the inter-
est charge so that a twelve-months’ contract
calls for payment of interest at the rate of 8
per cent. Of course, the legal rate of interest
varies in different States but a carrying charge
can be substituted for interest, thus eliminating
any legal difficulties.

Securing Credit Data and Repossessions

“We always secure a financial report from our
iocal credit rating exchange of which we are
members,” points out Mr. Hoskins. “This in-
formation in the main is very accurate and thus
avoiding bad accounts is a simple matter. Last
year’s business showed a loss of only $35 on
collections, a very small sum when the extent
of our sales is considered.

“Occasionally some of our customers are
compelled to leave the city on account of work-
ing conditions and when this occurs we permit
them to leave their unpaid-for goods and ship
them to the customer’s new place of residence
when they have been paid for in full. If a
responsible party attempts to jump his contract,
we immediately start legal action and generally
are successful in having provision of the con-
tract carried out.”

Riza)
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Character in

Radio Equipment

A clean-cut store will add to its good
name by selling Radio of unquestioned
merit and definite prices.

No. 1 type Receiver, 5-tube, table model.
Finished in Adam-Brown Mahogany.

Stromberg-Carlson Radio Apparatus
has back of it the experience of over 30
years building voice transmission and voice
reception apparatus. Prices are established
on the basis of manufacturing only the
very highest quality instruments—and will
not be reduced.

No. 2 type Receiver, 5-tube, console model

q q q with built-in loud speaker. Finished in
Stromberg-Carlson Radio Apparatus is sold direct from fac- ither Mahogany or American Walna.

tory to dealer. Write for prices and plan of dealer service.

Ly
Stromberg-Carlson Telephone Mfg. Co. ; P RODY EE
1060 University Ave., Rochester, N.Y. ) ;:F:_"f'-:—'::_—:’;ﬂ’..’

Stromberg-Carlson
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Moving“Slow Sellers” by Window Displays
What a Chain Store Manager Discovered About Showing Hard-to-

Sell Merchandise in Windows—Profiting by Seasonable Displays

“The best use to which a window can be put
is to display the merchandise which the dealer
is endeavoring to push,” said the manager of a
large chain of retail talking imachine stores, in
a4 discussion on window displays. “To illustrate
my point I will tell you of an incident at one
of our stores a short time ago. It is my custom
to make the rounds of the various stores at
least twice each week. One evening, during a
visit to one of the stores, I wandered down to
the basement in which are placed instruments
taken in exchange. I examined these machines,
there were at least fifteen of them, and found
them in excellent condition. I asked the store
inanager how long they had been in the base-
ment and he told me that some of them had
been there at least a year. I had one of the
nmen bring up the best looking of the lot and
polish it up. In half an hour I had that instru-
ment in the center of the window with a large
placard announcing a ‘bargain’ price for a used
machine. Two hours later a woman entered
the store, and to make a long story short, she
bought the used instrument. Do you get the
point? We not only sold a machine which
would still be on our hands had it not been for
the display, but through the sale we created a
record customer.

Reversing the Usual Process

“The usual thing for talking machine dealers
to do is to put a new console or two in the
window, and hope that some one will see it, be
attracted by its beauty and come in to buy it,”
declared this executive. “That is very well as
far as it goes. Displaying this merchandise does
help to sell it. Of that there is not the slightest
doubt, but what of the goods in which the
dealer has his money tied up and which are re-
maining on his floor and shelves? Certainly,
the very fact that this merchandise is not mov-
ing indicates that some special effort must be
made to dispose of it. The answer lies in bring-
ing it to the attention of the public, either
through advertising or the window display. Both
are effective in attracting the attention of peo-
ple who either would not or cannot afford to
pay the price for the new and expensive. Cer-
tain types of people are always on the lookout

for bargains. These are the persons who pur-
chase a used talking machine or piano. If the
dealer takes in a machine in trade or finds it
necessary to make a repossession he must re-
sell it in order to make a profit. In other words,
as long as a used instrument remains on the
floor the dealer has not ¢ompleted the sale
which resulted in the trade-in.

“T reverse the usual process of window dis-

L)
The window display is a tireless salesman
and deserves as much care in its preparation
as an advertisement. Sometimes it pays to
reverse the usual process and instead of
featuring the bright new models which are
easy to sell show the merchandise which it
seems impossible to dispose of. Every deal-
er has machines which he has taken in trade
and which represent tied-up capital. Show
them to the public in your windows oc-
casionally and see what happens. Then,
too, there are many occasions when special
windows will be real sales producers.
Just now the Summer window will be found
eminently satisfactory from the standpoint
of creating interest and developing sales.

play by occasionally offering these bargains.
Polish one of these machines and it looks
mighty good to the bargain hunter. Of course,
I do not claim that it would be advisable for the
dealer to devote his windows entirely to this
purpose. On the contrary, it is by occasionally
offering a bargain that the best results are ob-
tained. Then, too, no legitimate talking machine
dealer desires to build up a reputation as a cheap
merchant. The idea is to maintain prestige as
a dealer in high-grade merchandise and at the
same time move the slow-selling stock. The
window display will be found efficacious.”
The Seasonable Window

That the window is a powerful force for
building sales cannot be denied. However, it is
worthy of note that in the talking machine bus-
iness comparatively little attempt is made to

v
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realize to the full on this form of publicity.

One of the most neglected forins of display
is the seasonable window. Right now, for ex-
ample, the Fourth of July is but a few weeks
off. There will be all kinds of patriotic celebra-
tions and outings. What part is music, especially
talking machine music, going to play in all this?
Are you, as a dealer, going to make the most
of the opportunity? If so, now is the time to
get busy. It pays to make an unusual effort a
few weeks prior to a holiday. Here, again, the
window display will be found most effective in
stimulating sales, especially sales of records of
patriotic airs.

Another seasonable window at the present
time is the Summer window. Feature portable
talking machines and radios and see what hap-
pens. Friedman, a live dealer of Poughkeepsie,
sold five portable talking machines in one morn-
ing. The first customer came into the store be-
cause he saw a fine selection of portables dis-
played in the window. Later in the morning
this customer brought two friends, who also
purchased portables. Every one of these cus-
tomers paid cash. That’s nice business; the kind
ofi business that is too good to overlook. Im-
agine, five cash sales in a single day! The
Summer window can be made a real sales
builder. A

Other Merchandise Should Be Displayed

All of the above applies to records as well as
to talking machines and those dealers who
handle small musical instruments should not
overlook this branch of the business in window
displays. Change the windows frequently and
give the whole line a chance. Borrow some of
the items from the various stores so that the
setting for the display will be real enough to
intensify the appeal. For example, if a camp-
ing scene is decided upon, any sporting goods
dealer will be glad to loan a tent and other
camping outfit for the display, provided the
dealer will put a card in the window telling
from whom these items were secured. So get
busy and make your windows profit producers;
cash in on the “eye of the store.”

The Reason for Failure

“We cannot do justice to all of the causes that
occasion commercial failures without giving
some prominence to the lack of an objective.
So many people undertake business as an occu-
pation and not as a vocation. They merely
hope that buying goods at one price and selling
them at a little higher price will give sufficient
profit to cover expenses and something more.
There may be no reckoning at all with the
many emergencies that cross the bows of a
business enterprise and may wreck it unless
there is a good steersman at the wheel,” accord-
ing to J. H. Tregoe, executive manager Na-
tional Association of Credit Men.

“I have never discovered a successful person
in any enterprise who did not work consistently
and courageously toward a well-defined objec-
tive.

“Our objective may be the pot of gold at the
foot of the rainbow, but should we have pur-
sued the objective with persistence we will
have at least learned the value of consistency,
There are so many aimless wanderers in the
world that when we meet a person with a
highly developed objective a stimulation is felt,
and we are confident that here is some one who
will make a mark in the world.

At a recent merchant show held in Port
Richmond, N. Y., the Stephens Shop had an
interesting. exhibit of talking machines and
radio sets.
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eadsets are really
1il?@ speedometers

An automobile isn’t considered complete with-
out a speedometer. When a man wants to
know what his car can really do, he needs one.

e s || When the radio fan, wants to find out just
what distance his set can get—on goes the
headset. ‘

You can sell a Brandes Headset with every
radio receiver. It is as important a part of
the set’s equipment as the speedometer is of
the motor car’s.

The clutch on a Brandes Form the profitable habit of selling a Brandes

Headset makes it possible to . 9
raise or lower the ear pieces Headset with every radio set.

—and to fasten them easily.
It keeps the headset perma-
nently adjusted. .

Brandes
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Pearsall Co. Distributes
Caswell and Outing Lines
Prominent New York House to Distribute

Portable Phonographs Made by Caswell Mfg.
Co. and Outing Talking Machine Co.

L.loyd 1. Spencer, general manager of the
Silas E. Pearsall Co, New York, one of the
leading wholesalers in the East, announced re-
cently that the company had made arrange-
ments whereby it would distribute the products
of the Caswell Manufacturing Co., Milwaukce,
Wis, and the Quting Talking Machine Co. of
Mount Kisco, N. Y. Both of these companics
are recognized leaders in the production of
portable phonographs, and the Pearsall organ-
ization is keenly cnthusiastic regarding the sales
possibilities of these instruments.
Outing portables need no introduction to the
dealers served by the Pearsall Co., for the in-
struments have won recognition because of their
excellent tone quality and attractive appearance.

The Silas E. PPearsall Co. has for several
months been distributing a number of promi-
nent lines in the radio industry with the Zenith
receiving sel as its leader. The company has
attained phenomenal success as a distributor of
radio products and the Pearsall organization is
working in close co-operation with the dealers
it is serving.

It was suggested to the executives of the
Silas E. Pearsall Co. by many of its dealers
that the company considers the desirability of
adding portable phonographs to its line in view
of the tremendous popularity of portables this
vear and because of the excellent service the
Pearsall organization is giving its dealers.
These retailers pointed out the fact that por-
tables were becoming an all-year-round sales
factor and that the success of the Silas E.
Pearsall Co., as a distributor of radio products,
coupled with the exceptional experience of its
sales staff in the talking machine industry, well
warranted the addition of portable phonographs.
Mrs. Lydia M. Green, president of the company,
together with Mr. Spencer, gave this suggestion
careful consideration and finally decided to dis-
tribute the Caswell and Outing portables in
recognition of the popularity of these instru-
ments among the dealers.

Chas. Freshman & Co. to
Use Utah Loud Speakers

M. E. Schechter to Cover the East for Utah
Radio Products Co.—Chas. Freshman & Co.
to Use Utah Loud Speaker Units

Milton E. Schechter, head of the Artcraft In-
dustries, 1672 Broadway, N. Y., has been ap-
pointed Eastern representative of the Utah
Radio Products Co., of Chicago, manufacturer
of Utah loud speakers and loud speaker units.
Mr. Schechter is well known to the talking ma-

Caswell and,

chine trade throughout the East, where he was
identified with the industry for many years, and
he has alrcady closed a number of important
contracts with promincnt radio manufacturers
who will use Utali units in their product the
coming year,

In a chat with The World Mr. Schechter
stated that arrangements had been concluded
with Charles Freshman & Co., New York,
manufacturers of Freshman radio sets, whereby
Utah loud speaker units would be used exclu-
sively by this manufacturer in his 1925 sets.
This is one of the most important deals of the
year, for the Freshman sets are going to be the
subject of an exceptionally aggressive sales and
publicity campaign this coming season. The
order involves a very large production of Utah
units, and negotiations were closed by Henry
Forster, president of the Utah Radio Products
Co., working in conjunction with Mr. Schechter.

Mr. Schechter is also producing excellent re-
sults in developing a profitable and active de-
mand for the new Utah Super-Reflex Speaker,
which was introduced to the trade a short while
ago, and which is meeting with exceptional suc-
ccss. Mr. Forster was a visitor to New York
recently, spending several weeks calling on the
trade, and laying the foundation for an imyor-
tant sales campaign.

Pathex, Inc., Perfecting
Its Merchandising Plans

Trade Manifesting Enthus’asm in Pathé Mo-
tion Picture Camera and Projector

Henry C. Brown, of Pathex, Inc, 35 West
Forty-fifth street, New York, stated this week
that his company is making very rapid strides
in perfecting the extensive merchandising and
publicity plans which will be the foundation of
its campaign this year. DPathex, Inc, is manu-
facturing the Pathé motion picture camera and
projector, Mr. Brown, who for many years
was one of the foremost Victor executives, has
in his complete charge all plans pertaining to
the marketing of this product. Dealers from
all parts of the country have visited the head-
quarters of Pathex, Inc, during the past few
weeks and their enthusiasm regarding the sales
possibilities of this product has been reflected
in the receipt of dealer applications covering
practically every important trade center.

In a chat with The World, Mr. Brown stated
that the opening announcements in behalf of
the Pathé motion picture camera and projector,
would appear through the medium of full pages
in the New York newspapers about June 20.
These pages will carry a convincing sales mes-
sage to the New York public, setting forth
effectively the distinctive features of this mo-
tion picture camera and projector, emphasizing
its simplicity of operation and its very nominal
cost. Mr. Brown has personally sponsored this
copy, which will undoubtedly receive an en-
thusiastic welcome from the New York trade.

Elected to Directorate of
Sonora Phono. Co., Inc.

Warren J. Keyes and Frank V. Goodman
Honored by the Company—Both Have a
Wide Knowledge of the Trade

At a meeting of the stockholders of the So-
nora Phonograph Co, Inc, New York, held
recently, Warren J. Keyes, treasurcr of the com-

Frank V. Goodman

pany, and Frank V. Goodman, sales manager,
were elected to the board of directors. This
will be welcome news to Sonora dealers
throughout the country, as both of these execu-
tives are well known to the Sonora merchandis-
ing organization and have won considerable
popularity because of their capability and effi-
ciency.

Frank V. Goodman, sales manager, is one of
the foremost sales executives in the country,
numbering among his friends jobbers and deal-
ers throughout the trade. He has worked to
splendid advantage with Sonora dealers and
jobbers in solving their merchandising prob-
lems, and the results of his efforts are reflected
in the fact that the Sonora organization to-day
is on an exceptionally sound and profitable
basis. Mr. Keyes has been identified with the
Sonora company for many years, and his inti-
mate knowledge of all the matters pertaining to
finance and general administration of the treas-
ury department have gained for him the respect
and esteem of the entire Sonora staff.

The Moon Radio Corp., Long Island City, N.
Y., recently filed a petition in bankruptcy, with
liabilities of $29,457 and assets of $30,333.

NEW PORTABLE ALBUM

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

National Record Albums
Good Albums

Nationally known because they

(.

give real satisfaction.

styles and prices

They require less selling effort.
Made to contain all makes of
disc records including Edison.

Write for our list of 1925

THE PERFECT PLAN
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VERY Columbia repre-

sentative has something
constructive and specific to
say to every dealer with

whom he makes an appoint-
ment. This s 7925.

o

President and General Manager
Columbia Phonograph Company
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Your own customers
have never heard
their own phonographs.

Record ADESTE FIDELES (Traditional)
No.50013D | JOHN PEEL (Andrews)

12 Inch $1.25

This one record alone tells the story. The most
remarkable recording ever accomplished—nearly
5,000 voices on one record. Two magnificent selec-
tions by the Associated Glee Clubs of America at
the Metropolitan Opera House (850 voices) with
an audience of 4,000 joining in one of them. Here
is unapproached definition and amazing perspective
for the first time in phonograph history. Let your
customers hear it.

COLUMBIA PHONOGRAPH COMPANY, 1819 Broadway, New York
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Every sleeping phonograph
you bring to life means
record selling.

This one record alone 1s already bring-
ing to life and back into use thousands
of sleeping phonographs.

This one record alone will for the first
time make record buyers out of thou-
sands whose phonographs were origi-
nally bought solely for the amusement
of the young people.

Let them hear it.

D COLUMBIA PHONOGRAPH COMPANY, 1819 Broadway, New York
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Columbia’s policy
in two words:

SQUARE
DEAL

COLUMBIA PHONOGRAPH COMPANY
1819 Broadway New York

MODEL 580

MODEL 560 § - n
' $250 56 MODEL 550 MODEL 530

$200 8150

MODEL 140
$50

MODEL 440 MODEL 340 MODEL 420 @

8150 $120 8100
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Profit Winni@]es Wrinkles

Plan of Checking on References Given by Prospects Who Purchase on Instalment Plan—Hints
on Window Changing—E. E. Forbes & Sons Make Customers Secure Prospects

In selling talking machines on an instalment
basis the question of ‘checking upon the cus-
tomer’s references before credit is granted is an
important one. Dealers have different methods
of approaching the persons given as references
to ascertain the standing of the prospect as a
credit risk, using letters soliciting information
which will be treated as confidential, or using
the telephone or a personal representative to se-
cure the necessary information. No matter
what medium is used, time and trouble are taken,
with dubious results as far as securing correct
information is concerned. Human nature is
such that nine times out of ten the person asked
for information is loath to state that the cus-
tomer is a bad risk. Usually the answers re-
ceived speak in the highest terms of the person
seeking credit. Another factor to be taken into
consideration is that many people hesitate to ex-
press themselves in any way on a matter of this
sort, feeling that by so doing they obligate
themselves in case of default. The Interna-
tional Phonograph Corp., New York, has a sys-
tem of checking up on references that has
worked admirably and has served its purpose
without the references knowing that they are
being used as a check-up on a friend’s state-
ments. Serving a clientele that is for the
greater part in moderate and humble circum-
stances, the question of their friend’s ideas as
to their ability to pay is not as important as to
whether the statements made as to addresses and
friends’ or relatives’ addresses are correct. With
this end in view, a prospect secking to purchase a
talking machine on time is asked to give the
names and addresses of four or five relatives or

friends. Other information, such as the schools
the children attend, associations the prospect
belongs to and the name of his employer is also
secured. The letters sent to the persons given
as references, however, make no mention of the
matter of the proposed sale. They simply state
that the name has been secured by the store
and if the party is interested in a musical instru-
ment of any sort, or records or sheet music, a
visit to the store will assure them of its ability
and readiness to supply this need. The return
address of the store is, of course, in the corner
of the envelope, and a reasonable time having
elapsed without the return of the letter, it is
assumed that the prospect is acting in good faith
and everything else being correct the transac-
tion is carried through. If the letter is returned
the chances are that the customer has given a
fictitious name as reference and is not to be
trusted. The advantages of such a system can
readily be seen. It provides the necessary
check-up, supplies the store with new names to
be added to the mailing list as prospective cus-
tomers and obviates the necessity of asking a
customer’s friends as to his liability.
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A metropolitan dealer, who has made a de-
cided success of conducting exclusive record
stores, recently commented to a representative
of The World on the necessity of changing the
arrangement of the store’s windows every sec-
ond day or so. “It is surprising,” says this
dealer, “the difference which the mere chang-
ing of a record or placard from one side of the
display to the other makes in the general ap-
pearance of the window. It is not necessary to

put in elaborate window dressings every day or
two, but the arrangement of the different in-
struments and records should be changed about,
for the passerby notes the change and stops to
see what is new. This changing about applies
also to the listings of records on the windows
of the store. Even though new lists are placed
on the windows, if they are put in the same
place they do not attract the eye of the person
who passes by each day as much as though
each new listing were placed in totally different
parts of the window. These are small details,
it is true, but it is by paying attention to these
small items that I have been able to secure ex-
cellent results in building record sales volume.”
& & &

A novel and surprisingly successful method
of securing the names of new prospects was re-
cently put into effect by Harry Charles, man-
ager of the talking machine department of the
E. E. Forbes & Sons Piano Co., Birmingham,
Ala. To one thousand persons was sent a self-
addressed postal card, requesting them to write
the name of any person whom they thought
would be interested in the purchase of a talk-
ing machine or a piano. It was explained that
if they sent the name of any prospect who was
not listed on the store’s prospect list, and this
party was sold within three months, five dollars
would be given to the person supplying the
name. E. E. Forbes, head of the concern, in
commenting on the results of this campaign,
states: “Out of the list of 1,000 names, approx-
imately 100 good prospects were secured and
twenty-five of them were sold either a talking
machine or a piano. One lady sent in her own
name and the very next day called at the store
and purchased a player-piano.”

0. C. Micilae in New Post

Orin C. McRae has resigned as head of the
talking machine department of Scovills at
Quincy, Ill, to accept the managership of the
music department of Davidsons at Waterloo, Ia.

 CONTINENTAL

“"New Yorks Leading Radio House”

TRADE MARK

THE SYMBOL OF SERVICE

Your sales call for portable Radiolas

Customers at this time of the year look to dealers for
the best means of portable entertainment. It's per-
formance that counts—and because the portable
Radiolas perform anywhere—anytime, you can rest
assured that a stock of Radiolas will bring many sales.

The Semi-portable and portable Radiola Super Hetero—
dyne Receivers, famous for their receiving and tone
qualities, offer perhaps greatest summer sales possi-
bilities. The Semi-portable Super Heterodyne for
summer camps, motor boats, resorts, etc., while the
portable Radiola 26 answers the demand of tourists,
hiking parties, over night campers, etc., make a most
comprehensive line for every dealer to carry.

Continental Radio and Electric Corporation as
R. C. A. distributors will gladly take orders and our
dealer service will help you keep summer business at
top notch. Write today for descriptive literature and

felaponces IV holesale Only

Radiola Super-Heterodyne

CONTINENTAL RADIO & ELECTRIC CORPN.

New York, U. S. A

2108-Q°

Fifteen Warren Street
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Radio Selling kra !Replaces Order Taking

Lazy Man’s Methods Will Not Sell Radio, Says Pierre Boucheron,
Manager of Advertising and Publicity, Radio Corp. of America

I have just returned from a business trip
covering twenty-six trading centers, stretching
from Atlanta to Boston and from New York to
Chicago. 1 spoke to a great number of dis-
tributors and retailers who complained that
radio sales were falling off, that the radio season
was about ended, that they would cease sales
effort until the Fall, that saturation had almost
been reached;—fallacious, and spineless excuses.

Merchandising “Joy Ride” Is Over

The truth of the matter is that the average
radio retailer has simply been riding upon a
great wave of popular demand. He has made
very little selling effort; it has not been neces-
sary up to now. People have flocked to the
stores, literally begging to be allowed to spend
their money for a radio set—any kind of radio
set so long as it would “bring entertainment
out of the air” to them. True, some retailers
liave advertised, have dressed their windows,
have sent out circulars, have even canvassed;
but it all has been more or less spasmodic.
When they advertised once and did not see a
more than usual rush of customers the next
day, they have declared advertising ineffective
and have promptly abandoned it.

For the past three years radio has seen a
seller’s market. The seller has had it all his
way. In short it has been one grand merchan-
dising joy-ride, and now that the retailer notices
a slackening demand he is willing to ascribe it
to any number of convenient, “lazy man’s”
reasons.

Some Thought-Provoking Facts

Here are the facts, however. It is estimated
by industrial experts that to-day there are in
round numbers about 4,000,000 receivers in use
throughout the United States. This means that
about the same number of families are now en-
joying the benefits of radio. Since there are
about 24,000,000 families, it is certainly reason-
able to expect that at least another 6,000,000
sets can be sold without a great deal of sales
effort. This leaves us 14,000,000 families who
may not be such good prospects, either because
they have no money or because they are not
within easy reception range of a good broad-
casting station. These millions are prospects,
uevertheless, as I shall point out.

Three Classes of Prospects

While on the subject of prospects it may be
well to place them in three classes; first line,
second line and third line prospects.

The first line prospects for a radio set are the
well-to-do, the progressive middle class, the
average family which has the necessary money
but so far has, for some reason or other, not
felt the urge to own a radio set. After all the

sales publicity given to radio it is hard to real-
ize that many such desirable prospects exist,
but the fact remains that there are hundreds of
thousands of them. In this great class are
those whose life is so filled up, socially and
otherwise, that radio has not seemed of com-
pelling interest. There are those who are “sold”
on radio but who, up to now, have not decided
upon the particular kind of set to buy. This

Interesting facts presented in the accom-
panying article indicate that a rich field for
sales awaits development by retailers who
really sell radio. The day of the order
taker is past and now salesmanship is the
crying need in merchandising radio. Mr.
Boucheron points out that talk of satu-
ration is ridiculous and he backs up this
reasoning by an analysis of sales possibil-
ities which should prove illuminating and
encouraging to the retail trade. He outlines
the various types of prospects, three in
number, and gives other data which show
clearly the present-day conditions in the
radio retail field and that the reasoning
which causes dealers to relax their efforts
is fallacious and an alibi for inaction.

type of prospect is probably the easiest to sell;
the thing for the retailer to do is to find out
who and where they are and begin circularizing
or calling upon them—canvassing. Generally,
the first line prospect is one who has the money,
vaguely wants a radio set, is in the market for
a $100 to $500 set and will buy if properly ap-
proached.

The second line prospects are those who
already have some sort of radio set which may
be anything from a simple crystal set to a 3-tube
home-made affair giving more or less satisfac-
tory service. Owners of single tube sets now
want amplifying units for loud speaker results.
They need, of necessity, three tube receivers for
adequate loudspeaker operation. The tinkerer
who formerly made his own is now satisfied
that he will never become a second Marconi or
Armstrong; he is through with tinkering and
now wants all that broadcasting service offers
him and his family. In short, he is in the
market for a reliable, factory-built receiver in-
corporated in a good-looking piece of furniture.
The second line prospect is.of course not as
good a prospect as the first group but he is
nevertheless a very fair target for the retailer.
This man must be handled intelligently, as he

thinks he now knows all about radio. In this
class also we may consider the countless num-
ber of newlyweds who start housekeeping each
year. It is these second line prospects who
prove the fallacy of saturation. With the great
universal appeal of radio, it is safe to assume
that there will always be a popular demand for
receivers, that radio is not going to stand still,
that refinements will come from time to time in
the way of better reproduction, economy of
operation and simplicity. This is a progressive
age and even though an individual has bought
the latest loop receiver of to-day, he is likely to
be in the market for the receiver of two years
hence, even though it embody nothing different
from the present type except a new cabinet.

The utter fallacy of saturation was brought
home to me recently in a special investigation
we made to determine what cycle other indus-
tries went through after the first great rush of
popular demand had subsided.

First, of course, there was readjustment. The
get-rich-quick artists and the patent infringers
were shortly eliminated by economic pressure,
leaving the well-financed, well-managed, sound
organizations to carry on.

Thus to-day, I am told, more bicycles, sewing
machines, pianos and other rather prosaic prod-
ucts are sold than in the first bloom of their
appearance on the market, The difference lies
in the fact that these items are an accepted
every-day need or requirement, and no special
romance or imagination is required to visualize
ownership or to thrill the novelty seeker. They,
therefore, enjoy no natural publicity, the papers
have no front page yarns about them, no one
talks about them in smokers, clubs or drawing
rooms.

The third line prospects constitute by far the
great majority. They for the most part are the
wage earners, the lower strata of the middle
class, the poor people who have little money for
luxuries or entertainment. Price here is an im-
portant factor. It is not every member of this
class who has $100 or more to lay out for a
radio set—at least to-day. But it is well for the
far-sighted merchant to watch this class very
closely for the following reasons:

First, they are by far the majority; there are
more of these prospects than in class one and
two combined, and because of their numbers
they are much easier to reach through news-
papers and other advertising media.

Second, while they may not have the money
to-day, they will have it in time. Quantity pro-
duction is bringing list prices down within pur-

(Continued on page 22)

Wuebben Record Albums

are indestructible

They are manufactured on methods of construc-
tion which are protected by the Patent Laws.
It 1s impossible for the records to drop out.

Ask for our illustrated prospectuses and price lists -

Wuebben Gesellschaft, m. b. H., Kochstrasse 60, Berlin SW. 68
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Why We Want You To
Try “VALLEY FORGE”
Main Springs

“VALLEY FORGE” main springs, whether they
be one-half inch or two inches in width, are made
with the same exactness, precaution and painstak-
ing care.

Here are some of the facts:

‘made only of the finest virgin ore from the greatest
depths. (no surface ore used.)

—no scrap steel or remelted old iron is used by the
makers of “VALLEY FORGE.”

—frequent analysis while in process, insures maximum
carbon content, thus preventing poor material being
finished under the “VALLEY FORGE” trade mark.

—correctly tempered, insuring greatest pulling power.

—thoroughly sprayed with “Lubrill” to prevent rust,
corrosion and other conditions that springs are subject
to, and

—wrapped in “Mocolene”—created by us—which will
always keep the spring in perfect condition until used and

—boxed under the “VALLEY FORGE” trade mark.

a2 J. A. FISCHER COMPANY
b 730 MARKET STREET

BN
CV #'l?m PHILADELPHIA, U.S. A.

“FROM A NEEDLE TO A MOTOR”
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(Continued from page 20)

chasing power of this class and the time pay-
ment plan will do the rest.
Exploding Saturation Theory

By far the greatest eye-opener to the radio
dealer, however, should be the recent experience
of a certain well-known phonograph company.
Consider well the phonograph industry. It is
supposed to be suffering greatly from the in-
roads made by radio into the nation’s weekly
pay envelope. But here is what was done in a
test territory:

A canvass was made of 25,000 homes in St.
Louis and its suburbs, One out of every six
homes visited allowed a phonograph or a set of
records to be placed on trial. Four out of
five stayed sold! Rather disproves the satur-
ation theory doesn’t it? If this astonishing
result can show the great market still open for
phonograph products, consider what would
happen if a live radio distributor launched a
similar campaign for his dealers!

Think it over, Mr. Distributor and Mr. Re-

tailer. In simple mathematics, this is what that
phonograph drive shows: 1623 per cent of the
25,000 cold prospects accepted the free trial
offer, and four-fifths of that 1623 per cent
bought the merchandise demonstrated In other
words 11% per cent of the 25,000 were actually
sold.
Need for Vigorous Sales Effort

Phonographs have been sold to the number of
12,000,000; radio sets 4,000,000. Radio therefore
should yield, mathematically, three times as
many sales as phonographs. But dealers will
find a greater total than that, due to the greater
present popularity and word of mouth publicity
radio is enjoying. In the face of this, Mr. Dis-
tributor and Mr. Retailer you can’t blame a
sales slump on “saturation.” You can’t ignore
canvassing and wholesale demonstration. - The
first tidal wave of popularity is spent. It's now
plainly up to you to sell—to canvass. And the
pleasant part of the task will be to see how
much you can help yourselves!

Edison Phonograph and
Radio in Better Home

Stapleton Music Co. Ties Up Effectively With
Better Homes Week in San Antonio

San Antonio, TEx., June 5—Taking advantage
of unusual opportunities of bringing merchan-
dise before an interested portion of the public
is without question the most effective manner
by which the talking machine and radio dealer
can promote interest in his lines. At least this
is the belief of the Stapleton Music Co., which
tied up with the Better Homes Week held here
recently. In the model home, which was opened
during this week, in a conspicuous part of the
living-room, there was placed an Edison phono-
graph and an Atwater Kent radio receiving set.

Both occupied a place in the model home
through the efforts of Mr. Stapleton, enterpris-
ing head of the business bearing his name.
Mr. Stapléton has some decided views on the
merit of his products and their necessity in the
modern home. ‘“Radio’s place to-day is in the
living-room of the home,” he declared, “and its
appearatice must fit its surroundings. The day
of the radio set which detracts from the ap-
pearance of a room instead of fitting in har-
moniously with its surroundings is gone. As
far as phonographs are concerned the Edison
is a distinct contribution to the better homes
of to-day. Any home is the better for the pos-
session of both a phonograph and a radio set.”

The R. L. Jones Music House, Sandpoint,
Ida., recently moved to larger quarters in the
Rowlands Building.

A. Atwater Kent Enjoys Trip
in Airship “Los Angeles”

Has Novel Experience With Other Prominent
Philadelphians as Guests of Government Of-
ficials on Naval Airship

On the recent trip of the naval airship “Los
Angeles” flying a mile above the ground over
the States of New Jersey, Pennsylvania and
Delaware, twenty-six prominent men of the city
of Philadelphia were in the cabin. The new
broadcasting station with which the “Los An-
geles” is equipped was in charge of the famous
announcer of Station WEAF, Graham Mac-
Namee, and the messages broadcast from the
airship were widely received.

Among the prominent men taking this trip
was A. Atwater Kent, president of the Atwater
Kent Mfg. Co. of Philadelphia. Although a
manufacturer of thousands upon thousands of
radio sets Mr. Kent had never before appeared
before the microphone until his trip on the “Los
Angeles.” Before going to Lakehurst to embark
upon the trip Mr. Kent had installed a radio set
and loud speaker in his automobile. Later Mrs.
Kent sitting in the automobile had the unusual
experience of hearing her husband’s voice sud-
denly out of the sky. A signal honor was paid
Mr. Kent when Captain Steel, of the “Los
Angeles,” offered him the post of local pilot
to direct 'the ship over his own factory. This
factory, which covers eleven acres of ground,
became discernible when the ship was four
miles north of Trenton. In commenting on the
radio aspect of the trip in the airship, Mr. Kent
said:

“It struck me as interesting that though radio
enthusiasts on the ground try to have their an-
tennas as high as possible the “Los Angeles”
tries to have its antenna as low as possible. We
bad a single wire 300 feet long, trailing from
the ship. At the lower end is a ‘lead fish’ which
always points in the direction the ship is going
and which weights the antenna.”

» "

« LATHAM % % %

- SUMMER SALES

Price complete with six Radio-

Radiola 24 Portable Super-Heterodyne

E. B. Latham & Co. are once more
privileged to offer to their dealers
two new and timely products bear-
ing the famous Radiola trade mark.
The Summer season is at hand and
there will be an increasing demand
for portable radio receiving sets.
The two new portable super-hetero-
dynes manufactured by the Radio
Corporation of America will allow
dealers to meet the demands of
customers for portable sets. Back
of these products stands the service
for which E. B. Latham & Co. have
become so well and favorably
known throughout the industry.

WRITE OR TELEPHONE TO US
AND YOUR REQUIREMENTS

trons, but less batteries. . $195.00 WILL BE FILLED.

E. B. Lathant & Co.,

550 Pearl St., New York, N. Y.

Radiola 26 Portable Super-Heterodyne

Price complete with Home Battery Box containing'
antenna coupler, 6 UV-199 Radiotrons, but less!
batteries

ceeeeee....$225.00

]
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NEW YORK % % %
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—which means public confidence, readier buying. This \‘ ;]“ —
leadership is recognized not only in the quality of Radiolas Wl
and Radiotrons, but in the many contributions of RCA b A
to radio progress—including broadcasting. =
A Summer Campaign
that started on May 16th with a series of six Satur-
day Evening Post pages in five weeks. The campaign,
in magazines of many types—and in newspapers all
over the country—will sell Radiolas for the dealer
straight through the summer.
The New Portable Radiola .
| Radiola 26,
Super-Heterodyne in two models. These sets make ready complete ex-
prospects of the men who own motorboats, automobiles, cept batteries:
summer homes and camps. They will open new markets List  $225
—bring in new profits.
Radio Corporation of America
Radiola 24, 233 Broadway, New York 10 So. La Salle St., Chicago, Ill.
complete ex 28 Geary St., San Francisco, Cal.
cept batteries:
| Lisc  $195
e m——
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Pushing the Records That Fit Your Trade

You Can’t Sell Italian Records to a Norwegian, So Why Try—
Analyze Your Customers’ Desires and Give ’em What They Want

The factors which enter into the building of a
U ful record department are many and va-
ried and while some seem of trivial import, yet
for a talking machine dealer to secure from
this branch of his business the full return which
it should give, careful attention must be given
to cven the most minute detail. The location
of a store is perhaps one of the most important
factors to be taken into consideration in plan-
ning the record exploitation work. An estab-
lishment situated in a neighborhood where the
residents are all of native stock and not of for-
cign birth or extraction would be spending
money foolishly in making foreign records its
outstanding feature. And the same holds true
for thc dealer who, situated in a cosmopolitan
section, merely pushes the regular popular re-
leases without making a direct appeal to the
foreign population.

Knowledge Necessary to Sell Records

Another important item, one unfortunately
that is overlooked by many dealers, is the capa-
bilities and knowledge of the record sales staff.
By far too many dea}lers regard the record stock

being merchandise which can be sold by any
who has a bare knowledge of the catalog and
can get from the rack any number which a cus-
tomer requests. The record sales man or
woman requires as much, if not more, training
than the salesman on the floor who is selling
machines or pianos. A knowledge of music
and musical compositions is, of course, highly
desirable but is not essential. The record sales-
man should, however, know his catalog in such
a way that when a customer shows a preference
for a type of record, he is able to sug-
west records with a similar appeal. This type
ol salesmanship is, unfortunately, all too rare.

One need not dwell on the other requirements
of increasing record sales, such as advertising,

window displays and the constant use of the
mails in sending out supplements, notices of
special releases, etc. These are obvious and are
practiccd by most dealers. The two first men-
tioned, however, are often neglected and the
quoting of an interesting example of how one
dealer has built up his record business by tak-
ing full advantage of his location and using only

This is really the story of how the New
York Band Instrument Co. built up a large
record business by handling foreign lan-
guage records in a cosmopolitan district.
But the principle in back of featuring these
records is of the utmost importance as it
illustrates clearly the need and value of
dealers’ analyzing the musical tastes of their
clientele and then catering to them by fea-
turing the kind of music they like, The im-
portance of knowing the catalog is also
strongly emphasized.

musically educated salespeople, might hest illus-
trate their benefits.
Reasons for Big Sales Gains
The talking machine department of the New
York Band Instrument Co., New York, under
the management of W, H. Tyler, has within
the past four or five years, increased its business
about 500 per cent. Up to the present month
of this year, the increase over the similar pe-
riod of 1924 is approximately 100 per cent. These
figures are surprising. Mr. Tyler explained the
success of the store, partly as follows:
“Situated here on Fourteenth street, in the
midst of several foreign colonies with thou-
sands of transients passing each day, we have
an opportunity of securing a large foreign trade.

I

distributors and dealers —

quality—
With this result—

valuable one.

MAGNAvOX

why that mark stands for

Value and Quality

We know that our success rests on the success of our

That our merchandise must be satisfactory to them
and to their customers always—

That is why we have continually kept your customers
inmind in the manufacture ofall Magnavox products —

That is why we have devoted our entire effort to
the production of merchandise of utmost value and

Today the public recognizes that the Magnavox mark
means value and quality—

For this reason, Magnavox products are easy to sell
and the Magnavox franchise, therefore, is an unusually

THE MAGNAVOX COMPANY
OAKLAND, CALIFORNIA

. 6

As you can see we carry a full list of the for-
cign record supplements and our stock includes
records in practically every foreign tongue for
which records have been made. All record
customers’ names and addresses are taken when
they enter the store and placed on our mailing
list and a copy of the supplement is sent them
regularly. We find that the foreign-born cus-
tomers are among the very best types of buy-
ers. On instalment accounts, we have less trou-
ble with them than with any other class of cus-
tomers, and when treated decently and made
friends with they show themselves intelligent
music lovers and the most human of any type
of customer. Their purchases in the record line
aside from the music of their native land are
mainly of the better class of music.
Store Door Playing an Aid

“We also find that playing the talking ma-
chine at the entrance of the store, in this sec-
tion at least, results in stimulating the sale of
a record and brings many new customers into
the store. An instance of that is the record
which is now being played (referring to a rec-
ord from the Victor Russian catalog). Since No-
vember by playing that record on and off we
have sold 15,000 of the number and it has been
responsible for selling many other records of a
similar appeal. We advertise extensively in all
the foreign language newspapers of the city and
these efforts, combined with the usual recom-
mendations of pleased customers to their friends
have resulted in our record trade being of such
volume that it compares favorably, in our opin-
ion, with any other talking machine establish-
ment in the country.”

How Knowledge of Music Pays

Aside from foreign records, the largest pro-
portion of the record sales of this establishment
is of real high-class music, such as the Master-
works Series of concerts and symphonies and
the album sets which have been placed on the
market by the record manufacturers within the
past year. Taking into consideration the loca-
tion of this store this is surprising, but easily
explained by the fact that Mr. Tyler and his
sales staff are all musicians and with a wide
knowledge of musical compositions and history.
A customer can enter into intelligent conversa-
tion regarding the music value of certain records
with the sales force and get intelligent direc-
tions and suggestions as to the building of a
music library. Expressing a liking for one
type of selection, the sales person attending
will suggest others of a similar appeal and
with this brand of service it is not surprising
that record customers from all sections of the
city make the New York Band Instrument Co.
their record headquarters.

It is by following these policies that this
store at the present time does a record busi-
ness on Saturdays running into $300 or $400
a day and on Saturdays and Christmas eve in
December hovers about the $1000 mark. It is
not to be supposed because of the foregoing
that this establishment is an exclusive record
shop. Quite the contrary, the same high class
policies are followed in the merchandising of
talking machines, and in the well appointed
warerooms a complete line of instruments with
a wide price range is displayed. Mr. Tyler,
in commenting upon the talking machine situ-
ation, states that he is well satisfied with the
trend of affairs and looks to the future to see
the volume of sales of the department show
an even greater increase.

The Community Radio & Battery Shops,
Brooklyn, N. Y., were recently incorporated
at Albany by V. R. and L. F. Jones and E. F.
Rigney.
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Some Summer Support

Hitch your aerial to the
summer publicity and pres-
tige of Zenith. Commander
MacMillan’s Pole Expedi-
tion — Station WNP, Ze-
nith’s Chicago station WJAZ
and Zenith’s new floating
station WSAX.

Your summer profit recep-
tion will show real volume.

Ask any Pearsall dealer,
he'll tell you.

“‘Desire to serve—plus ability.”’
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J. A. Flanagan Now With
New England Music Co.
To Supervise Sales Work of Prominent Water-

bury, Conn, Retail Firm—Has Had Wide
Experience and Is Well Known to the Trade

JToseph A Flanagan, who is well known in

metropolitan New York retail trade circlces, re-
cently became associated with the New Eng-
of Waterbury,

land Music Co., Conn. Mr

m

J. A. Flanagan
Flanagan started his career in the music busi-
ness in 1915 in the capacity of salesman with
Abraham & Straus, Inc., large Brooklyn depart-

ment store. Two years later he resigned to
go with Landay Bros., who operate a chain of
retail establishments in Greater New York.
Then came a two-year period with the Black-
man Talking Machine Co., one of the leading
metropolitan machine distributors, as field
sales representative. Following this experi-
ence Mr. Flanagan accepted the position of
manager of the J. J. Cavanaugh Music Shop,
of Brooklyn, a year later becoming manager of
the large talking machine department of Fred-
erick Loeser & Co. From Loeser’s Mr. Flana-

gan returned to Abraham & Straus as buyer and
general manager of the entire music department.
Following a brief period with the Pioneer Piano
Co., Brooklyn, he accepted his present post as
manager of the New England Music Co., which
is not only one of the oldest music stores in
this section but it is also one of the most suc-
cessful. In addition to the complete line of
Columbia phonographs and records the New
England Music Co. handles radio, musical mer-
chandise and a fine line of pianos.

Clever Stunt Saves Wear
and Tear on Turntables

Cardboard Cut to the Size of the Talking
Machine Turntable Keeps Off Dust and Pre-
vents Fading and Other Defects

In the talking machine department of Bloom-
ingdale Bros. a clever stunt is in use to save
wear and tear on talking machine turntables.
Very often where instruments are displayed and
the lids are left open the felt cover of the turn-
table is exposed to dust and dirt. In addition
customers who enter the store very often
handle the turntables, leaving stains and finger
marks on the felt and detracting from the sala-
bility of the machine. Another danger to the
{elt, especially where a machine is displayed in
the window or other place where it is exposed
to the sun, is through fading. All of these
dangers have been eliminated at Bloomingdale
Rros. talking machine department by cutting
cardboard to the shape and size of the turn-
tables, punching a hole in the center and placing
it over the felt.

Harry Hayden in New Post

Harry Hayden, who has been in charge of
the Ohio and Indiana territory for “Popular
Science Monthly” for the past two years, has
resigned to accept the position of business man-
ager of The Crosley Radio Corp.’s super-power
broadcasting station WLW in Cincinnati.

Northwest Ass’'n Meets
EuceNE, ORe., June 5.—A meeting of the North-
west Radio Dealers’ Association was held here
recently, at which Prof. H. G. Tanner, electrical
and radio specialist, University of Oregon, and
Prof. E. Means, of the high school were guests.

Chicago, IlI,
Ginct 3

Rockford

Hardware

ROM the complete Rockford
Line of Hardware you can get
what you want when you

wantit. More than 300 hardware
itemsfor pianos,phonographsand
radio cabinets are illustrated and
described in our special 96-page
catalog. Advantageous service is
assured by the strategic locations
of our large factory and conven-
ient branch offices.
know the best in cabinet hard-
ware unless you know the Rock-
ford Line. Write for catalog today.

Natioral fock Co.,
Rockford_. 1.

Branch Sales Offices:

Indianapolis, Ind.
1.

You cannot

Detroit, Mich.
Evansville, Ind.

High Point, N. C.

, NL Y.
Los Angeles, Cal.
Milwaukee, Wis.
Grand Rapids, Mich. Seattle, Wash.
Sheboygan, Wis.
St. Louis, Mo.

G. A. Ensenberger & Sons
Erecting $250,000 Home

Handsome Six-Story Structure to House Busi-
ness of Bloomington, Ill, Concern—Large
Music Department to Be Feature

BrooMINGTON, ILL., June 8 —G. A. Ensenberger
& Sons, one of the leading furniture dealers in
this part of the country, have completed plans
for the construction of a new six-story home

How New Ensenberger Home Will Appear

on North Center street, this city, which will
cost in the neighborhood of $250,000. A fea-
ture of the completed structure will be the
music department, under the management of
Otto F. Mueller, and the fine line of instru-
ments handled, including the Edison and Victor
lines of machines and records, Gulbransen and
other nationally known lines of pianos, will have
a most attractive setting.

The building will be a model of its kind, no
expense being spared to make it up to the min-
ute in appearance and appointments. As may.
be seen from the accompanying illustration the
structure is extremely handsome. A unique
feature will be the use of the entire first floor
as the entrance to the building, really an un-
usually large arcade. Along each side of the
arcade, extending from the front of the store
to the back, will be large display windows. Be-
tween these two windows will be space twenty-
four feet in width extending the length of the
building. This open space will be broken by
two glass-enclosed “islands,” each ten by four-
teen feet in size, providing further display facili-
ties, and giving the company unexcelled oppor-
tunities for bringing its merchandise to the at-
tention of the public.

This firm has been in business many years,
in fact since 1879. Gustave A. Ensenberger,
whose foresight and energy quickly brought
success, founded the business in 1886 in the
building which has been torn down to make
room for the new structure.

E. R. Johnson Makes Gift
of 10,000 Books to Schools

Eldridge R. Johnson, president of the Victor
Talking Machine Co., has ordered from the pub-
lishers 10,000 copies of Solicitor General James
M. Beck’s book, “The Constitution of the
United States,” which he plans to distribute to
the schools and libraries of the State of New
Jersey, particularly in small towns and sparsely
populated rural districts where the book is not
likely to be found.
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Turning New Patrons Into Regular Buyers

Customers Who Visit Store Regularly for Their Musical Needs
Are the Foundation on Which the Retailer’s Prosperity Rests

During the course of a year there may be
many stay-away customers, the talking machine
dealer naturally often being piqued. The store
operates decidedly at a big advantage when it
does much advertising of different kinds, brings
out attractive window-trims, places due value
on expert salesmanship, and similar factors, yet
there is an appreciable loss when customers do
not return. And does the talking machine
dealer really know just why certain customers
do not come back, while others delight in re-
turning? Here we have an interrogation beg-
ging much contemplation which may steer some
establishments onto the road to greater pros-
perity.

“Encouraging the new customer to come back
—that is an important object. Therefore it is
expedient at the very outset to keep a line on
the new patrons. Providing a suitable record
book, one that is to be used regularly, in which
are to be entered the names and addresses of
new customers, together with other desirable
information leading to contact, solves a big
problem.

Keeping in Touch With the Customers

There comes in George Darlington. You want
to keep in close touch with him. Very well, the
attending salesman aims to procure his name
and address. Should curiosity or objections be
manifested, it can be explained: “Well, it is our
desire to let you know about new records that
we receive, in which we are sure you'll be par-
ticularly interested. Certain records that you
particularly like we'll gladly remind you about,
if you want us to.”

As a matter of course the customer is flat-
tered. He lets down the bars and obviously
he is not likely to lose sight of this particular
talking machine store. Remember, it is not
alone the purpose to send new customers the
monthly lists and other interesting sales litera-
ture; some customers will appreciate it when
special records are brought to their attention
by means of personal letters, postal cards, or,
perhaps, by phone. This is a little extra serv-
ice, which may be construed by some as only
so much “trouble,” but it is the kind of trouble
that assures greater dividends. For there are
customers who fancy popular pieces, others want
all new classical records; one particularly wants
all jazz records and another seeks all standard
song records. Naturally if the way is made
casier for the new customer the work will pave
the way to many additional sales in return—
sales that else might never materialize. The
record book is the liaison betwcen the new cus-
tomer and those extra sales.

Securing Data and Using It Intelligently

Salesmen should try to acquire all possible
data regarding the different customers that in
any way hint of utilization in bringing about
more and better transactions. Such conse-
quential matters as whether a certain customer
takes exception to loud talk, may be entered,
together with his name, address, as well as
other worthwhile bits of information.

The work suggested will of course complement
the other sales efforts of the store. To receive
a personal letter is better than simply a month-
ly catalog right along. It is this added personal
touch that commands the interest and attention
of the more discriminating prospects and brings
about better and larger record sales.

There is a particularly good feature embraced
in the intelligent use of a record book. At times
when sales lag and some of the salesmen may
be idle, the golden minutes can be put to use
looking it over. We may find, for instance,
that Robert Gimpert has not been in the store
for nearly six months! That will never do!
Now, without a record book, you’d have lost

sight of this customer altogether. But now you
can get hold of him. You may have his phone
number. Here's one opportunity. Then you
can write him a little postal, or a personal let-
ter, somewhat along the following lines:

Dear Mr. Gimpert—It is, indeed, surprising to us that
we have not heard from you for such a long time. It is
almost six months since you gave us the pleasure of selling
you a line of talking machine records. We are wonder-
ing why you have not returned.

We are ever ready to welcome you again, Mr. Gimpert.
Just now we have a gemerous stock of new albums of
classical pieces, which we are sure you will want to con-
sider. Why not come down some time—make it next
week at the latest!—and let us play = few numbers for
you? Bear in mind, you will not be urged to buy; however,
the music will do that! We are sure you'll like some of

these new classical -offerings. They are remarkable re-

cordings.

We are expecting you and will consider it an honor
to play such pieces as you may desire. If you cannot
come, let us hear from you, at any rate. Thank you!

In the preceding we have an appeal that will
find receptivity. It is a courteous offer, one that
many former customers will avail themselves
of. If the customer does not come he will prob-
ably get in touch with you, a point which this
letter also objectifies. Of course, if the first
letter fails, there are the future possibilities.
Letters can be so couched as to carry the most
personal touch in each case. Find out what a
record book can do for your store in the way
of building sales!
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Use Radio as a Means of Record Publicity

Ludden & Bates Find Radio a Help in Promoting Record Sales—
Sunday Broadcasting Programs Bring a 10 Per

What is the cffect of thc popularity of radio
on phonograph sales? This is a much discussed
question at the present time. Many dealers
have cxpressed the belief that radio has hurt
the talking machine and record busincss. Other
dealers, however, who have tied up their talk-
ing machines and sales activities with radio
have profited thereby. In refutation of the ar-

uments that radio is harmful to the talking
machine business are the experiences of many
dealers. For example, most of the selections
broadcast are obtainable on records. Dealers
who have staged tie-ups with this fact in mind
have profited in increased sales, and where deal-
ers have continued intensive sales promotion
efforts in the interest of talking machines in-
stead of ignoring this end of the business in
favor of radio there has been little cause for
complaint,

In this connection the following experience
of the Ludden & Bates’ Music House, of At-
lanta, Ga., described in the Public Ledger is
interesting:

“Installing a radio broadcasting station in their
store gave the Ludden & Bates’ Music House, of
this city, the opportunity to demonstrate their
phonographs and introduce their new records in
several thousand homes in and around Atlanta
every Sunday evening. The playing of the new
records is made the feature of the Sunday eve-
ning programs, given between the hours of 6
and 7 o’clock, and this program has become
the most popular of the week.

10 Per Cent Record Sales Gain

“An increase in sales on records of 10 per
cent is credited directly to these Sunday eve-
ning concerts. Beginning Monday morning,
large numbers of persons came into the store
and called for the records that were played on
the program of the previous Sunday evening.
Many of these records have not been advertised
in any way previous to their presentation at the
Sunday concert, indicating that the broadcast-
ing of the records not only attracts attention,
but induces music lovers to buy the records
they have heard over the radio.

“The broadcasting of the new records has
also increased the sale of phonographs, but to
what extent cannot be estimated. Many per-
sons who come into the store for the first time
often to ask about phonographs, mention that
their attention was drawn to the store through
hearing their radio concerts. It is distinctly
apparent that these concerts are increasing the
popularity of phonographs within range of the
broadcasting station. They induce owners to
buy more records and use their machines more,

and cause many to want phonographs in their
homes.

“At the other concerts, which are given cvery
Tuesday and Saturday evening at 9 to 10
o’clock, vocal and instrumental numbers are
featured. Musical instruments of all kinds are
used in making up the program, which adds to

The experiences of this live Atlanta, Ga,,
dealer are intensely interesting, because
they present concretely how the talking
machine dealer can stage an effective and
profitable tie-up with radio. Ludden &
Bates have succeeded not only in stimulat-
ing interest in records by weekly radio pro-
grams but the result has been sales of talk-
ing machines and radio sets. Radio is now
an integral part of the every-day life of a
large portion of the public and Ludden &
Bates have taken advantage of this fact by
using it as a medium for bringing their rec-
ords before radio fans. That this effort has
been successful in creating sales is brought
out in the accompanying article.

its attractiveness and variety, and at the same
time suggests to any one who might be inter-
ested in buying such instruments that they can
be found at Ludden & Bates’. Advertising is
not permitted at this broadcasting station, but
the name of the store is mentioned conspicu-
ously each evening as having prepared the pro-
gram being presented, and the fact that it is
a music house associates it in the minds of the
hearers with the musical instruments that are
heard.

“A noticeable increase in the sale of musical
instruments is credited to advertising obtained
through the broadcasting station, but, as with
phonographs, it is impossible as yet to make
any estimate as to the amount of new business
the station is bringing in. Many new customers

mention the fact while in the store that their.

interest was drawn to this store by hearing the
name mentioned repeatedly in connection with
the programs heard.

“The broadcasting from the store naturally
proves a big aid in selling radio receivers, into
which line this store has gone quite extensively
this season. Most of their sales are made to
their old customers, who want radio entertain-
ment to supplement the music provided by the
instruments they own.

Cent Sales Gain .

“The salesmen close many radio sales by men-
tioning the fact that an outfit in the home will
enable the owner to hear all the new phono-
graph records cach Sunday evening. In such
cases the sale of the radio is usually followed
by the sale of many records that would not
otherwise have been bought as a direct result
of the placing of the radio receiver in the home.

“Variety is the spice of life and we endeavor
to give our listeners their share of it,” says S.
M. Frenkel, in charge of programs, in explain-
ing his policy in providing radio entertainment.
“Every effort is made to provide programs that
will appeal to the tastes of as many as possible
of those persons who own radio receivers and
who will compose the audience when the pro-
grams appeal to their interest.”

Music Predominates on Programs

Vocal and instrumental music naturally pre-
dominates on these programs. Mr. Frenkel
and others in the store are in touch with the
musical people of the city and are in position
to give their radio audience the best musical
talent the city affords.

“Of all our programs, that given on Sun-
day afternoon and featuring the new phono-
graph records is the most popular,” Frenkel
stated. “The Sunday afternoon programs are
given chiefly for local reception, but the mes-
sages we get show that they are enjoyed in
other cities and in other States within our
range as much as in Atlanta. At these concerts
we are swamped with request calls. While the
programs are being broadcast our telephone is
ringing almost constantly, and it takes most
of the time of one person to answer these calls.
This hour of music on Sunday evening con-
trasts with the general run of Sunday programs
and makes a big hit.”

Cost of Operation

This is believed to be the first music house in
the South and onc of the first in the United
States to install and operate a radio broadcast-
ing station in its own building. The outfit cost
about $2500 and the operating costs average $25
a month, covering depreciation on tubes, cur-
rent required and other operating expenses. An
electrical jobber provided the outfit and takes
care of the operating costs, while the stote pro-
vides the studio and programs.

The decision of Federal Judge Knox dismiss-
ing the “wired wireless” infringement suit
brought by Major General George O. Squire
against the American Tel. & Tel. Co., has been
upheld by the United States Circuit Court of
Appeals.

sets.
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controlling volume and tone.
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Write for booklet and special low prices.
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John F. Davidson, Rutherford, N. J., writes:
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“Everecady Radio Batteries are the
best moving products in my shop”

“ALL you have to do to sell Eveready
Radio Batteries is to display them. They
bring people into my shop—and the best
part of it is, once a customer always a
customer.”

In these words Mr. A. H. Smith, of
Waukegan, I1l., sums up his success with
Eveready Radio Batteries, which strik-
ingly parallels the experience of radio
and battery retailers throughout the
country. Dealers everywhere who

consumer acceptance for Eveready “B”
Batteries, making it easy for you to com-
plete the sale. And the high quality built
into every Eveready Battery insures sat-
1sfying performance—‘‘they last longer”
—batteries and customers too!
Wherever there is radio there is a
demand for Eveready Batteries. Order
them from your jobber, stock them,
display them, sell them. Get the attrac-
tive Eveready window display material.
It’s free to you for the

employ the simple sales
policy of displaying Ever-
eady Radio Batteries are
meeting with better than | wmes tone b ¢
good sales results. WEAF Newvork

Providence
WEEI Boston

Eveready Radio Battery | yri ruaeons
national advertising creates

WCAE Pittsburgh

EVEREADY HOUR
EVERY TUESDAY AT 8§ P. M.
Eastern Standard Time
For real radio enjoyment, tell your cus-
tomers to tune in the “Eveready Group.”

asking. Order from your
jobber.

Manufactured and guaranteed by
NATIONAL CARBON CO., Inc.

New York San Francisco
Atlanta  Chicago Dallas KansasCity

Canadian National Carbon Co., Limited
Toronto, Ontario

WEAR Cleveland
WSAl Cinclnnatl
WWJ  Detroit
Minneapolls
LD { St. Paul
WOC  Darenport

eVEREADY

Radio Batteries

~they last longer
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Pi'omoting kL

iciency in Delivery Service

How a Number of Dealers Have Solved Their Delivery Problems
and the Effect of Intelligently Handled Deliveries on Business

One of the most helpful, least expensive and
lcast difficult ways of promoting the efficiency
of the delivery service of a talking machine
store is to start perfecting the system of han-
dling deliveries in the store itself—right at the
point where the outgoing package or musical
instrument is taken from stock, according to
a vicw expressed by Jesse Rosenstein, president
of thc National Piano Co., one of Baltimore’s
most modern and most uniquely appointed mu-
sic establishments. In short, Mr. Rosenstein’s
idea is to begin at the beginning.

“Too often,” he said, “everybody in the store
who has anything to do with deliveries is dis-
posed to throw the entire burden of showing
speed and efficiency upon the shoulders of the
men in charge of delivery trucks. No thought
is given to the fact that from the moment the
order is given in the store that a purchase is
to be delivered by a certain time every employe
who has to handle the package becomes a part
of the store’s delivery system. They can help
to get it to the customer in the quickest pos-
sible time if they are alive to their duty, or they
can delay its delivery materially. The manager
who sees to it that they are alive will get the
best delivery results and have the greatest num-
ber of pleased customers.

“A further means of increasing the efficiency
of delivery service which we have adopted,”
continued Mr. Rosenstein, “is to so arrange a
part of the interior of the store building that
when a purchase is started from one of the
showrooms or the stock room it gets to the
shipping room door, where the truck awaits it,
by the least devious route and without dis-
turbing or interfering with work or business in
the various departments.

“After studying this problem—we realized its
important bearing on our delivery system—the
idea appealed to us so strongly that we went to
considerable expense to lease the entire rear
half of the adjoining building and did exten-
sive remodeling in both buildings solely for the
purpose of facilitating the very first operations
of starting a delivery on its way to a customer.
We have found it an economy in both expense

and time in handling deliveries, to say nothing
of the trouble and annoyances that have been
banished. It will pay any music concern to
study this problem of interior arrangement with
reference to any desired improvement of deliv-
ery service. It saves much lost motion. The
same arrangement serves to facilitate the receipt
and distribution of incoming freight.

“In a way we also use our deliveries as a
means of increasing business, or at least culti-
vating our customers and keeping their good
will. With each delivery we send a ‘complaint

Often delays and trouble incident to the
delivery of merchandise cause loss of good
will or at least a straining of the friendly
relations between the customer and the
store. For this reason it is very important
that deliveries be handled intelligently and
that no friction develop with the customer
at this end of the store’s service. The store
management is responsible for the proper
working of the delivery system, according
to the several dealers who describe their
methods in this article, and passing the buck
to the truckmen invites trouble. These
dealers also tell how they promote good
will through delivery service and give other
valuable data regarding their experiences.

card’ which we request the customers to return
to us if after trial of the purchase they find any
fault that needs correcting. Thus we make
them feel that we do not consider that mere
delivery on our part concludes our sense of obli-
gation to them. It pays in creating a reputation
that makes our customers bring us other cus-
tomers.”
Keeping to a Definite Schedule

Samuel Fink, head of Fink & Co., large North
Howard strect dealers in general music mer-
chandise, is a believer in maintaining strict com-
pliance with a well-planned schedule for deliv-
eries as the surest means of attaining efficiency
in delivery service.

RADIO CABINETS

2000 S. 9th St.

In our 46 years of Building Furniture

Let Us Build Your Radio Cabinets

Aside from our regular line of cabinets, we are building them
by the thousands for large users of cabinets. With substan-
tial orders, we build special, exclusive designs.

BURT BROS., Inec.

Philadelphia, Pa,

“We operate with two light trucks,” said Mr.
Fink, “but if we are hard pressed with deliv-
eries we contract for more. Under ordinary
conditions we maintain two morning and one
afternoon deliveries, the latter mainly for rush
orders. We find it best to own our trucks.
The drivers being in our employ, we think, in-
sures more loyal service. Even though this
method might mean a little more yearly ex-
pense we are convinced that the cost is repaid
in increased business.and more satisfied cus-
tomers. The way we use deliveries to increase
business is to send out advertising in each pack-
age, require truck drivers to verify addresses and
then place the customer on our regular mailing
list.”

Sending a Salesman With the Goods

The Talking Machine Shop, of which Andrew
J. Oldewurtel is proprietor, finds two light
trucks and a touring car, owned by the estab-
lishment, gives the most satisfactory and eco-
nomical service.

“Although we have two branches to look
after besides the main store, we live up to our
reputation for prompt delivery with our equip-
ment,” said Mr. Oldewurtel. “It requires sys-
tem and a strict adherence to delivery sched-
ules, but if you train your organization care-
fully along this line you can get away with
most of the difficulties that arise. We use the
touring car for carrying light packages and for
occasions when it is helpful in a sale to send a
salesman along to give instruction to the pur-
chaser or to complete the transaction.

“In many cases this idea of sending a sales-
man with a delivery has brought us new busi-
ness. It is a propitious time for him to pick
up information that gives us additional ‘pros-
pects,’ that might never otherwise be secured.”

Private Delivery Service Best

A firm advocate of a music store maintaining
its own trucks is W. L. Roberts, manager of
the Kranz-Smith Piano Co., large Charles street
establishment dealing in talking machines, radio,
musical merchandise, as well as pianos.

“I am satisfied that we get more efficient and
loyal service out of the drivers of our two light
motor trucks than we could expect from drivers
for a contractor whom we might employ,” said
Mr. Roberts. “I believe we are well repaid for
any extra expense we incur for maintenance of
our own trucks, and I don’t think the difference
in the expense is great enough to outweigh the
other considerations.

“A rule which we require our drivers to ob-
serve as part of our delivery system, and it is
one that makes for greater efficiency, is that a
driver must report by telephone to the main
office from time to time after he starts on a
route. This enables us to reply intelligently
and sincerely to any call or complaint by a
customer about a delayed delivery. We know
the route and we have the driver’s report as to
where he made his last delivery and at what
time. Therefore we can give the complaining
customer some assurance that will save great
inconvenience .in case plans had been made to
leave home at a certain hour.”

Advertising Matter in All Packages

L. Klein, manager of the main store of A.
Burdwise and its four branches, all of which
deal in general musical merchandise, is confi-
dent that he gets more efficient service by using
two trucks owned by the house.

“We have tried other methods,” said Mr.,
Klein, “but after all you can exercise control
of drivers in your own employ with better re-
sults. Besides, it saves much trouble, and some-
times delay, which occurs when you have to call
up your contractor to get certain service at a
particular time.”
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Gulbransen Trade-Mark
“€asy to Play”

Is Your Turnover As Good?

Parks Music House Co., Hannibal, Mo.,
turned their Gulbransen stock 19 times in
1924. Nineteen times based on cost of goods;
23 times based on number of instruments!
By way of comparison with what are gen-
erally supposed to be much faster-moving
lines, the average turnover of department
stores is 3 1-20 times; of 5-and-10c stores,
8 3-10 times.

The Parks record was made without spe-
cial inducements, without special sales, at
Gulbransen National Prices. The Parks
organization have found, as have so many
others, that maximum results are obtained
by selling the Gulbransen. They have
found that other merchandise cannot be
sold alongside of and in comparison with
the Gulbransen.

Gulbransen Company
CHICAGO

They sell the Registering Piano idea, not
the “player-piano.” Theysell personal “touch”
on the keys, through the medium of the
Registering Piano. They are not in compe-
tition with “player-pianos” quoted at “bait”
prices. Nor with “player-pianos” with which
a lamp, cabinet, scarf and a dozen-and-one
things are thrownin “without extra charge.”

They sell, in the Gulbransen, a clean-cut,
honest article, made, advertised and sold
according to progressive ideas. The Gulbran-
senactually is responsible fora large number
of dealers remaining in the piano business,
because it is different, honest, progressive
and handled all the way through in a busi-
nesslike way. The progressive way has
proved to be the most profitable way for
music merchants.
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Times Appliance Co. Holds
First RCA Dealers’ Meeting
First of a Series of Meetings by Prominent

New York RCA Distributor Was Marked by
Instructive Talks on Service Problems

The Times Appliance Co., New York City
RCA distributor, was host to its dealers at a
dinner and business session, the first of a series
of such meetings, held at the Cafe Boulevard,
on Monday evening, May 18. A bountiful re-
past was served at 6.30, during the course of
which “Ukulele Bailey,” a ukulele artist of no
small ability, entertained. E. B. Ingraham,
president of the company, occupied the seat of
honor as toastmaster of the affair, but due to a
temporary restraint upon his speech, because
of a recent operation, he relied upon C. T. Mow-
bray, of the Times Appliance organization, to
read his speech of welcome. This speech
sounded the keynote of the meeting, which was
the servicing of radio, and in it the prediction

The PHONOMOTOR CO.

WM. F. HITCHCOCK, Proprietor
121 West Avenue Rochester, N. Y.

An Electric Equipment for the
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Fully GUARANTEED

Universal—alternating or direct current.
Complete, with every part and ready to run.

Sample, mounted on motor board, 12x12x3%4
unfinished board, $25.00 C.O.D. Money back
if not satisfactory. /5 cash with C.O.D. order.
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Guaranteed.

Sold direct to
manufacturers all
over the world.

Nickel or Gold.

Your phonograph
is worthy of the
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Cable Address:
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Codes: and A.B.C,, S5th Edition

Improved.

Richardson, Orr & Co., Sydney, Australian
and New Zealand Representatives.

Bentley’s

Trade Prices upon application

The PHONOMOTOR

Trade-Merk Reg. U. S. Pat. Office

was made that as time went on service would
play an ever-increasing part in the merchan-
dising of radio sets.

Following Mr. Ingraham’s address, E. C. An-
derson, of the Radio Corp. of America, was
introduced as the contact man between the cor-
poration and its dealers and distributors. Mr.
Anderson also spoke on the subject of servicing
and emphasized the fact that merchandise was
not actually sold until satisfaction was given.

Mr. Anderson introduced H. G. Beebee, head
of the national service department of the Radio
Corp. of America, who gave an interesting talk
on “Servicing the super-heterodyne.” This talk
was illustrated by stereopticon slides and he in-
terestingly took up in turn each problem which
possibly might confront the RCA dealer in the
merchandising of the super-heterodyne.

Following Mr. Beebee's address a general dis-
cussion took place in which those present di-
rected questions upon the subject to Mr. Bee-
bee. During the course of the evening there
was also outlined to the dealers a new and
more liberal finance plan.

There was on display the new number 24
Radiola portable super-heterodyne, the Radiola
No. 3A in portable form with built-in loud
speaker and reel aerial, and Radiola super-het-
erodyne in a period console cabinet.

Close to two hundred were present, and the
gathering was a decided success both from the
get-together spirit which was engendered and
the great amount of valuable information ob-
tained as a result of the addresses and discus-
sion.

Record Display in Booths
Boost Individual Sales
Records in Special Display Racks in Booths in

New York Wanamaker Talking Machine De-
partment Make Demonstration Easy

The power of suggestion in selling has often
been emphasized but it will bear repetition at
the present time because now as never before
it is necessary for talking machine dealers to
bring all of their forces to bear to create and
stimulate sales. There are many applications of
“selling by suggestion.” There is, for example,
the application of this principle by word of
mouth when the salesman is serving a patron
and there is another application which strikes
lome just as forcibly and is equally as produc-
tive in sales, although in this case the principle
is applied in the abstract. An excellent exam-
ple of what might be termed “silent suggestive
selling” is applied in the talking machine de-
partment of the New York John Wannamaker
store. In the record booths on a small table
are record display racks and in these from six
to twelve records have been placed. A cus-
tomer listening to the demonstration of a record
cannot help but notice these racks. Curiosity
does the rest. The customer glances at the
titles of the records and very often there is
some title which appeals. The result is, of
course, that the customer places the record on
a machine and if she likes it another sale is
made. Most people who visit a talking machine
store spend the bulk of their time in the booths.
This gives the dealer a splendid opportunity
for bringing records and other small accesso-
ries to the attention of patrons by displaying
them where they are likely to suggest the need
for them on the part of the customer.

To Broadcast Record Music
From Store Radio Station

The regular Friday evening radio programs
broadcast from the Miami, Fla, store of S.
Ernest Philpitt will include the latest record-
ings, according to a recent statement by C. R.
Putnam, manager of the Tampa branch. S.
Ernest Philpitt has branch stores in seven
Florida cities and is one of the large retail
music concerns in the South.

George A. Eckweiler Now
Sales Mgr. of Jewett Co.
New Executive Has Had Wide Experience as

Operator and Aided in Extensive Experiments
With Jewett Superspeaker

The Jewett Radio & Phonograph Co., Pon-
tiac, Mich,, manufacturer of Superspeakers,
Tewett radio sets and other products, announced
recently the appointment of George A. Eck-

George A. Eckweiler
weiler as sales manager of the company’s
manufacturers’ equipment division. Mr. Eck-
weiler has had a wide experience in the radio
industry, having been a radio operator some
twelve years ago. In 1924 he was associated
with Capt. Jack Irwin of the Wellman Expedi-
tion and S. S. “Republic” fame; this adventure
being known throughout the country as the
radio broadcast “Covered Wagon” traveling
laboratory. It was equipped with suitable re-
ceiving apparatus and several Superspeakers for
making various tests and to determine the effi-
ciency of different circuits under varying local con-
ditions. Experiments were carried out in cities,
deserts, mountain tops and even in the depths
of mines, and through this unusual research
work Mr. Eckweiler gained a host of friends
in the radio industry throughout the country.

A petition in bankruptcy was recently filed
by the Boulevard Radio Shop, New York, list-
ing liabilities of $2,575 and assets of $1,448.

Cohoes Envelope Co., Inc.

Home Office
and Factory
COHOES, N. Y.

Sales Office
N. Y. and Vicinity
342 MADISON AVE.
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Protection
For You

Sales of Jewett Quality Products will henceforth be
made on a basis of Exclusive Territory.

There will be but one Jewett Distributor in each
Distributing Territory.

There will be but one Jewett Dealer in each Dealer
Territory.

Each Distributor—and each Dealer—will thus be
protected against unfair competition behind a
definite territorial rampart.

Each Distributor—and each Dealer—will be further
confirmed in his exclusive rights by direct contract
with this Company.
Merchants of Radio who appreciate the protection
implied by a Jewett Franchise are invited to write
us immediately.

There will be a wider and

an even more attractive

Jewett Line for you to sell.

JEWETT RADIO & PHONOGRAPH COMPANY

5660 TELEGRAPH ROAD PONTIAC, MICHIGAN
Factories: Allegan, Michigan — Pontiac, Michigan
Canadian Factory: Export Sales Office:

Jewett Radio Phonographs, Ltd., Walkerville, Ont. 116 Broad Street, New York City, N. Y.

The Jewett Micro-Dial—Makes . The Jewert Superspeaker Console—

tuning 50 times as accurate, Fits A handsome cabinet with Superspeaker

anyset. Needs onlyascrewdriver performance. Enough said. Price

to install. Price $3.50. $40.00. West of the Rockies, $42.50.
The Jewett Parkay Cabinet— The Jewett Superspeaker The JewettVemco Unit—Makes The Jewen Superspeaker Highboy
With parquetry top. ;uls the ama- —All that the name implies. a loud sereaker out of your phon- —Houses Radio set and all batteries.
teur on a par with the most exclusive Recommended by experts ograph. The Reproducer used in Superspeaker built in. Takes Radio
cabinet worker, All sizes, prices to everywhere.  Price $30.00. the Superspeaker. Price $12.00. into the realm of fine furniture. Price
correspond. W est of the Rockies $32.50, West of the Rockies, $12.50, $130.00. West of the Rockies, $140,

Jewett Quality Products
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Do You Look Upon Radio
Customers as Salesmen?

H. H. Roemer, Sales Promotion Manager, Zenith
Radio Corp., Says “Service Is an Asset” That
Can Make Salesmen of Customers
“The dealer who looks upon his buyers as

customers’ has fallen scveral blocks behind

in the radio procession,” says H. H. Roemer,
sales promotion mmanager of the Zenith Radio

Corp. “Every customer you make is a sales-

man. A salesman of the most enthusiastic and

productive type—and he does not add a dime to
your payroll.

“The more satisfied you inake a customer the
more loyal he becomes as your salesman. The
dealer who overlooks the real good-will repre-
sented in these indirect salesmen by not render-
ing them service when needed automatically
cuts down his greatest sales force.

“Service is an asset—an opportunity. A wise
dealer will welcome service—in fact, were I a

Mr. Edison Man:—

Never Say

“KAN'T,” o “KENT”

The KENT No. 1

With ““S” Sound Box for playing lateral
cut records on the Edison Disc Phono-
graph has outsold all competition.

Bought for thelr re-
sale and playing value
by thousands of dealers
and jobbers for over
10 years.

Write for catalog of complete line

Reg. U. S. Pat. Off.

C. KENT CO.

Ervington, N. J.

F.

dealer, I would ‘snoop’ around to Jocate a
chance to ‘service’ a customer. Outside of golf,
no game affords the opening for getting ‘close
to your man’ as an evening spent in his home—
with your heads together learning the set. He
will share his best cigars with you—call you
by your first name and go out of his way to
boost your game.

“The dealer who fails to cultivate a custom-
er’s intimate acquaintance possible while serv-
ictng a set is shutting off his most productive
avenue to ‘sales’—he is running his business
up a blind alley.

“And now allow me to again repeat that old
familiar psalm of mine. Technical radio sales
talk sounds to the average prospective buyer
much the same as the Englishman who wanted
to say—'A rolling stone gathers no moss,’” but
said instead—‘A revolving specimen of the pha-
lazon age collects no crystagamous.’ You may
excite envy and you may astonish your cus-
tomer with your scientific scope—but is his or-
der on your books when you have finished?
Radio technology is all Greek to him. It
throws such a scare into him that he fears his
inability to cope with such a highly technical
instrument.

“Stay in front of the panel. Sell confidence.
Sell simplicity of operation. Sell results. Sell
him out of fear and assure him of your cheerful
willingness to assist him in producing results—
and then follow it up with actual performance.
Get into his home-——talk plain terms—his lan-
guage, and make of him a willing boosting
salesman.”

C. Monroe Smith Member
of Fada Sales Organization

F. A. D. Andrea, Inc., New York City, manu-
facturer of Fada neutrodyne radio receiving
sets, recently announced through R. M. Klein,
sales manager of the company, the appointment
of C. Monroe Smith as a member of the sales
organization. Mr. Smith was formerly con-
nected with the Domestic Electric Co., New
York, and brings with him a wealth of sales
and merchandising experience. He was for six
years in the sales department of Manning, Max-
well & Moore, Inc., manufacturers of tools and
brass goods for use in passenger cars and
trucks. He subsequently joined the Chilton
Co., Philadelphia publisher, and occupied the
position of Eastern manager of that company's
publications and business manager of the Com-
mercial Car Journal. Mr. Smith was graduated
from the Wharton School of Finance and Com-
merce, of the University of Pennsylvania, in
1906.

W. S. Custer Opens Its
Attractive New Home

CantoN, O., June 7—The W. S. Custer Music
House heralded. the formal opening of its fine
new store at 1818 Ninth street, S. W., recently
by some extensive advertising. The new store
is one of the finest in the city, and in addition
to a fine line of pianos there is a large phono-
graph and radio department. The Sonora pho-
nographs and Atwater Kent, Thompson and
Garod radio lines are featured. Band instru-
ments and sheet music also are handled. The
firm operates another store at 229 Cleveland,
N. W, and has built an excellent business by
progressive methods.

Ernest Davis Makes His
First Edison Recording
Latest Addition to the Ranks of Edison Artists

Is a Tenor of Note and Is Well Known Both
in This Country and Abroad

A new Edison artist made his debut with
the record releases for the month of May, He
is none other than Ernest Davis, whose first

Jamigsen
’

Ernest Davis
Edison recording is entitled “I Look Into Your
Garden.”

Mr. Davis is a well-known tenor who has had
numerous engagements in the recital, festival,
oratorio and opera fields. He made his debut
in 1915 with the Society of American Singers
in Chicago, and his concert, opera, festival and
oratorio appearances have been numerous both
in this country and abroad. His recent operatic
performances in Italy and his concert perform-
ances at the famous Queen’s Hall Symphony
Concerts in London had particular significance
since they brought forth in these countries an
American singer whose entire training and en-
tire artistic career was achieved in America.
Mr. Davis hails from the Middle West, his
home State being Kansas.

Dixie Stars, Columbia
Artists, Extremely Popular

Recording, Vaudeville and Broadcasting Stars
Win Praise of Record Buyers

The sales department of the Columbia
Phonograph Co., Inc;, New York, N. Y, has
received many letters from Columbia dealers
throughout the country referring enthusiastical-
ly to the records made by the popular Dixie
Stars, Al. Bernard and Russell Robinson. These
two artists are not only well known to owners
of phonographs, but have attained wide success
through their vaudeville appearances and their
broadcasting. They have an original and
unique delivery which enables them to give dis-
tinctiveness to popular hits of the day, and Co-
lumbia dealers report a steadily increasing
demand for their records.

The Radio Pastime Corp, Dover, Del, was
recently incorporated at Dover with a capital
stock of $500,000.
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CONSTANTLY INCREASING SALES

are testifying to the superior quality of our

COTTON FLOCKS FOR PHONOGRAPH RECORDS

STEP INTO LINE WITH THE BUYERS OF “QUALITY"”
CLAREMONT WASTE MFG.[CO.,
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Claremont, N. H.
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H The Famous
Heineman Line
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H MOTOR NO. 66

Here is a powerful double worm,

direct driven motor with three
h vertical springs. This motor is
designed for the highest grade
phonograph and has a very
;1 strong pulling power.

ey —

MOTOR NGO, 37

This is a 2-spring motor, run-
ning four 10” records with one
winding. All gears are milled.
The windlng 1s of the spiral type
and guaranteed smooth. More
than one milllon of these motors
in actual use. The most poputar
motor for consoles and uprights.
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MOTOR NO. 33

> <

Having exceptlonal pulling pow-
er, combined with llght weight
and a slronf and durable con-
structlon, this metor is speclally
adapted for high-erade portable
and table machines.
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FLYER MOTOR

A high-grade motor, speciaily
adapted for Portable Machines.
With one winding it plays two
average 10” records.
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25 West 45th Street

Leadership—

from the very start!

EN years ago, the phonograph industry was
flourishing—but with the business controlled
by only the few companies who had been
the leaders ever since the invention of the
h.

Then the famous Berliner patent expired—and with it
crumbled the barrier which had excluded others from
the phonograph manufacturing field.

It was a big task to induce piano and furniture manu-
facturers to make phonograph cabinets and install in-
dependently made phonograph motors. But, by dint
of consistent work and continual proof of the superiority
of our motors, our pioneer work was successful. Hun-
dreds of piano and furniture manufacturers began to
make phonographs, equipped with Heineman Mlotors,
and the now great independent phonograph industry
was founded.

Thus, from the very start, Heineman Motors of Quality
took the lead in this independent industry-—and have
held that leadership ever since. Witness today the con-
fidence that manufacturers and dealers have in Heine-
man Motors—the implicit confidence that has been re-
sponsible for over three millions of these sturdy sources
of motive power being sold, for the now uncompro-
mising insistence of dealers that the phonographs they
sell be equipped with Heineman Motors.

Witness this confidence and you see the culmination
of ten years' persistence in holding to a standard

steadfast, easy and noiseless operation; superior design
and durable construction; highest quality materials—
the standard that has given, from the very start, the
leadership of the independent phonograph industry to

HEINEMAN QUALITY MOTORS

A Product of the

General Phonograph Corporation

OTTO HEINEMAN, Pres.

New York, N. Y.
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MICA
DIAPHRAGMS

Absolutely Guaranteed Perfect
We get the best India Mica directly.

We supply the largest Phonograph Manu-
facturers.

Ask for our quotations and samples before
placing your order.

American Mica Works
47 West St. New York

Now the “Orchestra Works
of the Great Masters”

Latest Addition to the Odeon Library Issued
by the General Phonograph Corp. Is Beet-
hoven’s Immortal Fifth Symphony

The General Phonograph Corporation, New
York, has just announced to its Odeon distribu-
tors and dealers a new addition to its library
eonsisting of Beethoven’s Fifth Symphony, in
an album set eomprising four twelve ineh rec-

Album Container of Odeon Reeord Series

ords. The reeording of this most popular of
Beethoven’s symphonies was made without the
slightest abbreviation by the German Opera
House Orehestra, under the direction of Dr.
Weissmann. The group of records is presented
in a de luxe album of light blue eloth with
heavy gold stamped front cover. The inside of
the front cover shows Beethoven's picture with
the four movements of the symphony inter-
preted elearly so that everyone can get a full
understanding of the music.

A number of orchestra works will be present-
ed in a similar way in the near future, and this
series of album sets will be known hereafter
as “Odeon Library-Orehestra Works of the
Great Masters.” All the future albums will be
presented in similar eolor schemes with attrae-
tive front eover designs.

In a chat with The World, A. Thalliayer,
manager of the Odeon division of the General
VPhonograph Corp,, statcd that speeial care was
taken to make the interpretation of the various
works as they appear on the inside front eover
of the album easily understandable and at the
same time interesting. It is planned to not
only deseribe the musie in a general way but
to interpret the spirit of the composers, thereby
familiarizing the publie with a true understand-
ing of the world’s greatest musie.

Victor Foreign Selections

The Victor foreign record releases for June
inelude selections in the following languages:
German, Hebrew and Yiddish, Italian, Danish,
Greek, Norwegian, Polish, Slovak, Swedish,
Welsh, Russian, Mexiean ineluding Spanish
selections rceorded for Mexico.

New Quarters of Mitchell
Phonograph Corp. Opened

Great Gathering Give “Send-off” to Proprietors
—New Building Admirably Equipped

Detroit, MicH., June 1.—A recent event of im-
portanee in local retail talking machine eireles
was the removal of the Mitehell Phonograph
Corp. to its new three-story building. The
opening was one of the most attractive ever
held in that seetion of the country and visitors
from all parts of the city attended. The build-
ing, located at 3000 Gratiot avenue, directly
across the street from the firm’s former head-
quarters, is of briek and stone eonstruction, and
p.esents a fine appearanee with its unusually
large and well arranged window space. The
interior of the store gives the impression of
spaciousness, with the entire second floor, or
balcony, display being visible from the ground
floor. The general offiees, record and roll de-
partments, reeord booths and display space for
phonographs and pianos are located on the
first floor. The second floor is devoted entirely
to talking maehines while the third contains the
stock rooms and the radio manufacturing de-
partment. The Mitehell Phonograph Corp.
handles its own make of phonographs, a line
of radio sets of its own manufaeture, the com-
plete line of produets of the Zenith Radio Cor-
poration, and the Cable-Nelson pianos.

After the crowds had departed, a real house
warming took place in the form of a two hour
entertainment followed by daneing to music
furnished by the A. Klein reeording orchestra,
formerly of New York City. A very enjoyable
program was given by Kloer and Hitehcock,
entertainers, and Jerry Gamble, ukulele artist,
of Ringling Brothers.

Prominent among the guests were Franklin
13. Ward, president; Herman Granse, sales man-
ager, and H. S. Hyde, viee-president, of the
Radiomaster Corporation, Bay City, Mieh., and
their wives; Gene Whelan, of the W. W. Kim-
ball Co., Chicago, and Edward Roetscl, presi-
dent of the Blood Tone Arm Co., Chieago.

Swiss Like Gennett Records

The Gennett reeords made by The Starr
Piano Co., Richmond, Ind., are being handled in
Zurieh, Switzerland, by E. A. Berther as dis-
tributor. These records are steadily inereasing
in popularity abroad.

K‘ift; O’Connor, Girl Bari-
tone, New Columbia Star

Popular Vaudeville Headliner Signs Contraet
to Reeord for Columbia Co.

One of the most recent additions to the Co-
lumbia recording library is Miss Kitty O'Con-
nor, a native of Kansas, and widely known in
the Middle West through her appearance as a
headliner on the Orpheum Circuit. Miss O’Con-

nor's voiee is a round, robust baritone, and its

-

Kitty O’Connor

range and power are so exeeptional that it has
attraeted the attention of several famous bari-
tones, including Osear Seagle, who eoached
AMiss O’Connor for a time in her stage work.

Miss O’Connor has signed an exelusive eon-
tract with the Columbia Phonograph Co., Inc,
and her reeords will be featured to excellent
advantage in the Columbia publieity sales eam-
paign this year. Her first releases are “Yearn-
ing,” and “If You Never Cry, You'll Never
Know.”

Death of Henry Schwartz

Henry Sehwartz, proprietor of a music store
at Morristown, N. J., died recently at the age
of 73. In addition to retailing musieal instru-
ments Mr. Schwartz was an aceomplished mu-
sician, having graduated from the Warsaw Con-
servatory of Musie.

LID SUPPORTS
CATCHES
CONTINUOUS HINGES

HARDWARE

for

RADIO and PHONOGRAPH CABINETS

NEEDLE CUPS .

‘WEBER-KNAPP CO.

JAMESTOWN, N. Y.

BULLET CATCHES
STOP HINGES
INVISIBLE HINGES
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Now—with your regular lines slowing up, you can still turn the sum-
mer months into PROFIT months by featuring PAL and Regal
Portable Phonographs.

Just think of the tremendous list of real prospects there is in your
own neighborhood for a quality portable phonograph! Why—most
everyone includes one in their vacation equipment, or takes one on
outings or auto-trips. The business is there, it’s up to you to reach
out and get the profits.

A complete display and newspaper advertising service that actually
SELLS PAL is furnished free to all dealers. The new large PAL win-
dow display, beautifully executed in seven brilliant colors, will bring
many customers into your store, not only for PAL, but for your
regular lines of records, and other merchandise.

ORDER 4 SAMPLE PAL and REGAL TODAY.
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Regal-

The POPULAR-PRICED
PORTABLE

REGAL, our new popular priced
portable, is a machine especially de-
signed for those who do not care to
spend more than $15.00 for a portable.

REGAL is a phonograph of excep-
tional value, good to look at, and
good to hear. You will be able to
sell a great many on account of its
fine tone quality and low price.

$15.00 Retail
$9.00 Dealer's Price
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by Selling these two
Superior Quality Portables
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retail/

PAL is the utmost in portable value! Its superior tone

quality and appearance appeal immediately to all classes.

00 This, together with its low retail price, has earned for PAL,

SI =’ among the trade, the recognition of being the easiest selling
portable phonograph.
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| Dealer’s Price
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i PLA7A MUbIC COMPANY 10 WEST 20th STREET, NEW YORKi
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Radio Horns
Of Every Description

Cabinet Horns a Specialty

Tlustrated are a few of the styles and shapes
for cabinets which we have designed.

25 YEARS' EXPERIENCE designing and
manufacturing sound amplifiers placed on
your work.

All horns sound proof coated for full

Tell us your requirements.
special designs and figures—Particulars free.

STANDARD METAL MFG. CO.

Chestnut - Jefferson - Malvern Sts.

volume and clear tone

We will give

NEWARK, N. J.

Noted Columbia Artist to
Tour Orient in the Fall
World-famous Pianist, Mischa Levitzki, Colum-

bia Artist, to Tour Extensively Throughout
Orient—Scored in Concerts Here

The Columbia Phonograph Co., Inc., an-
nounced recently that Mischa Levitzki, exclu-
sive Columbia artist and world-famous pianist,
had completed plans for a tour of the Orient in
the Fall, opening at Singapore on August 27

Mischa Levitzki
and appearing at Batavia, Java, a few days later.
Mr. Levitzki plans to give about twelve concerts
in Java and from there is scheduled to invade
Eritish India for the purpose of giving twenty

concerts. From that point this eminent artist
will proceed to China, Japan and possibly the
Philippines; his complete tour comprising be-
tween fifty and sixty concerts.

The concerts given by Mischa Levitzki the
past season in this country were received en-
thusiastically by the music-loving public as well

Monthly Popular Releases

ITALIANSTYLE

Records and Player-Piano Rolls

REPRODUCING SELECTED ITALIAN POPULAR
! SONGS, OPERATIC and DANCES

Distributed by

ITALIAN BOOK CO.

145-147 Mulberry St. New York, N. Y.

j CATALOGUES SENT ON REQUEST

as by the most prominent music critics in the
lcading cities. He is generally recognized as
one of the greatest pianists of the present day,
and particular interest has been centered in his
recent Columbia recording of the “Air From
Orfeo” and “Waltz in E Minor.”

Edison Name Misuse
Is Proved by Inquiry

Fair Trade League Queries Dealers all Over
Country on Question .

Representative dealers in electrical and radio
supplies, musical instruments and fountain pens,
including department stores, retail jewelers and
druggists in almost every State of the Union,
whose opinions were sought by the American
Fair Trade League, are unanimous in declaring
that the name “Edison"” attached to any of these
products suggests only Thomas A. Edison, the
electrical wizard.

Their replies were collected and tabulated by
the Fair Trade League to ascertain the extent
to which the commercial enterprises in which
Thomas A. Edison is interested are being injured
by the unauthorized use of the Edison name.

In announcing the results of this investiga-
tion, Edmond A. Whittier, secretary-treasurer
of the league, points out that the unauthorized
use of the names of nationally known manufac-
turers, to describe certain similar types of mer-
chandise manufactured and sold by competitors
is a growing practice which deserves the atten-
tion of the Federal Trade Commission and local
authorities responsible for the enforcement of
laws governing commerce and advertising.

Colin B. Kennedy Corp.
Moves Executive Offices

St. Louts, Mo., May 6.—-The Colin B. Kennedy
Corp., of this city, one of the country’s foremost
radio set manufacturers, moved its entire exec-
utive offices a few weeks ago to new quarters
at 2017-23 Locust street. This move concen-
trates the executive offices and the manufactur-
ing plant of the Kennedy Corp. in one of the
most modern and best equipped radio plants in
the Middle West, occupying a seven-story build-
ing in the heart of the St. Louis business dis-
trict. The company’s new home provides for
maximum efficiency in manufacturing facilities,
and also gives the various departments an op-
portunity to co-ordinate with each other to
splendid advantage.

Utilizing the Movies
to Boost Portable Sales
Movie Slides Featuring Sonora Portables Are

Found Effective Publicity by Dealers—Prac-
ticzl Sales Appeal Reaches Public

The advertising department of the Sonora
FPhonograph Co., Inc, is finding increased ac-
tivity among Sonora dealers in the use of movie
slides. The accompanying illustration shows a

,akzv Music and
“3 /2 Happiness
" ith

i !

KOIOTA
WS poriabie

Sonora Movie Slide
timely slide prepared by this department to fea-
ture the Sonora portable. This slide combines
attractiveness with a practical sales appeal, and
Sonora dealers are using it to advantage to
stimulate the demand for portables.

Crosley Station Features
Series of Musical Concerts

CincivNaTi, O, June 5—A new feature was
introduced recently from the Crosley WLW
superpower station, when the Hotel Gibson Or-
chestra, of this city, under the direction of
Robert Visconti, began a series of dinner-hour
concerts, to be held on Mondays, Wednesdays
and Thursdays, fromm 7 to 8 o'clock Eastern
standard time. Solos, trios and other combina-
tions will be formed from the group of mu-
sicians in this ensemble orchestra, and Mr. Vis-
conti will be heard in violin interludes when
not conducting the orchestra. A special ampli-
fying apparatus was installed on the mezzanine
floor of the Hotel Gibson where the orchestra
is located, and telephone lines were connected
with the WLW station at Harrison, O., from
which points the concerts are being broad-
cast.



June 15, 1925

THE TALKING MACHINE WORLD 39

to

Swi

Distributors of the Swanson Jr. Portable

ATLANTA . . James K. Polk, Inc., 181 Whitehall St.
BUFFALO...Wm, A. Carroll, 803 Bramson Bldg.

CHICAGO: Lyon & Healy, Wabash Ave. and
Jackson Blvd.
Cheney Talking Machine Co., 24 N.
Wabash Ave.
Consolidated Talking Machine Co.,
227-229 W. Washington St.

CINCINNATI. ....... Columbia Distributors, Inc.,
224 W. 4th St

CLEVELAND. .Record Sales Co., 1965 E. 66th St.

DETROIT. .. .. Consolidated Talking Machine Co.,
2957 Gratiot Ave.

KANSAS CITY.Artophone Corp., 804 Grand Ave.

MINNEAPOLIS..Consolidated Talking Machine Co.,
1121 Nicollet Ave.

NEW ORLEANS...... Junius Hart Piano House,
123 Carondelet St.

Columbia Distributors, Inc.,
517 Canal St.
NEW YORK CITY. .. .General Phonograph Corp.,
15 W. 18th St

BPORTICAND, ORE. & o8 oo ok awial s L. D. Heater,
357 Ankeny St.

RICHMOND, VA....... Richmond Hardware Co.,
101 S. 14th St.

SAN FRANCISCO......... ... L. D. Heater Co.,
420 Ninth Ave.

ST. LOUIS.......... Columbia Distributors, Inc.,
1327 Pine St.

Wholesale Musical Supply Co.,
208 N. 17th St

PORTABLE

Has the strength and tone quality of cabinet machinzs.
that amazes!

Weight,
compact portable phonograph on the market.

IN the time it takes for you to sell oze cabinet
machine (even a cheap one) 1t 1s very likely
that four people walk in and out of your store
who would buy a good portable.

Auto Tourists Dwellers in crowded apart-

Summer cottagers ments
Calnpers Business girls who room
Social clubs out

Complete the deal with the

wanson J £, List $25:2

(In Far West $27.50)

,.r nuorg o €1

A valu-

12V4 1bs. Case measures 1234 by 11 by 6v4”. Mlost

Consolidated Talking Machme Co.

227-2290 West Washington St.

Chicago, Illinois
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Max Straus Discusses European Trade
Conditions and American Business Growth

Managing Director of Carl Lindstrom Organization, Germany, Manufacturer of Odeon Records,
Was Guest of Otto Heineman, President of General Phonograph Corp. During Visit Here

to Heineman, president and founder of the
General Phonograph Corp., was the host for
s week ng May to Max Straus
aging director of the Carl Lindstrém organiza-
tion in Germany, the foremost European man-
ufacturer of rccords and phonographs. The
General Phonograph Corp. represents the Lind-
interests in this country, and has becen
rcinarkably in the introduction of
yu records to music lovers in America.

Max Straus is one of the foremost author
ities on the munufacturing and miarketing of
phonographs and records, and in a chat with
The World he commented as follows regarding
his visit to America and conditions abroad:
“On this trip 1 have been greatly impressed
with the tremendous strides that have been
made in practically every phase of American
business life since my last visit here four years
ago. It seems that on all sides I find increased
efficiency and material advances in manufactur-
ing and merchandising, and my only regret is
the fact that I have been able to spend but three
weeks in this country. Wherever 1 have visited
during my stay here 1 have been received with
the utmost courtesy and consideration and 1 am
deeply grateful to my many friends in the

merican phonograph industry who have wel-
comed me so cordially both in a business and
personal way.

“While it is true that apparently the phono-
-raph industry in America is somewhat below
normal at the present time, there is every rea-
son to believe that it will revive rapidly and
steadily in the very near future. There is no
other form of entertainment, radio included, that
can possibly take the place of the phonograph,
or this instrument, coupled with good records,
offers a distinctive and absolutely individual
form of musical education and entertainment.

“1 was very gratified to find a tremendous de-
mand for foreign language records and 1 have
no hesitancy in predicting that the sale of this
type of record will show substantial increases
year in and year out. The people from foreign
lands who now make their home in America will
always appreciate and buy records characteristic
of their native lands, and this is especially true
when we realize that European travel is in-
creasing by leaps and bounds, permitting music
lovers from foreign shores to keep in touch
with the songs of their native tongues.

“At the present time our organization is re-
cording in every country in Europe, and through
our exceptional facilities we are in a position
to furnish the General Phonograph Corp. with
all of the latest records in foreign languages.
We are increasing our vast repertoire month
after month, and it is interesting to note that

man-

successful

among the leading American hits at the present
time are such selections as ‘O Katherina’ and
‘Titina,” which were introduced originally as
recordings in the foreign language repertoires.
We are delighted with the success achieved by
the General Phonograph Corp. with its Odeon
record division, and it is a success that is based
on a thorough knowledge of marketing condi-
tions in this country.

“As is generally known to the American pub-
lic, business conditions in Europe are compar-
atively difficult because of after-war conditions,
but our company has reached its pre-war turn-
over in quantity production with, of course, a
very substantial increase in the moneys received
for this production. More than 50 per cent of
our record production consists of the better type
of music, such as symphonies and standard se-
lections, and in fact, our turnover on twelve-inch
records is equally as big as our turnover on ten-
inch records, if not slightly larger. We have es-
tablished all of the factories which we main-
tained previous to the war in the different Euro-
pean countries, and we expect to increase our

s GRAPHITE PHONO
MY_S SPRING LUBRICANT

Ilsley’s Lubricant makes the Motor make good.
Is prepared in the proper consistency, will not run
out, dry up or become sticky or rancid. Remains in
. its original form indefinitely.
Put up in 1, 5, 10, 25 and 50-pound cans for dealers.
This lubricant is also put up in 4-ounce cans to
retail at 25 cents each under the trade name of

EUREK NOISELESS TALKING
e MACHINE LUBRICANT
Write for special proposition to jobbers

ILSLEY-DOUBLEDAY & CO., 229-231 Front St., NewYork

turnover in 1925 materially as compared with
1924, The business closed for the first quarter
of this year was well ahead of 1924, both in
quantity production and moneys received, so
that we are very optimistic regarding the out-
look as a whole. The demand for phonographs
in Europe has centered, to a considerable ex-
tent, on low-priced products, but even in this
direction there seems to be considerable im-
provement recently with an increasing demand
for higher priced instruments.”

While in America, Mr. Straus visited the im-
mensc Elyria factories of the Gencral Phono-
graph Corp., as well as the company’s plants in
Putnam, Conn., and Newark, N. J,, and accom-
panied by Otto Heineman, he called on mem-
bers of the trade in several of the leading cities.
Arriving here on May 4 on the “Deutschland”
Mr. Straus was busy every minute of his stay,
returning home on the “Leviathan” May 23.

F. W. Burgh Is Jewett
West Coast Representative

Fred W. Burgh, who has been identified with
the radio industry for many years, has been

F. W. Burgh
appointed Western Coast District sales repre-
sentative for the Jewett Radio & Phonograph

Co., Pontiac, Mich. Mr. Burgh might be called
one of the pioneers in the radio ficld, for he
started in the business when radio broadcasting
was first introduced. He is keenly enthusiastic
regarding the sales possibilities for Jewett prod-
ucts, and will co-operate efficiently with Jewett
dealers in connection with their Summer and
Fall campaigns.

Badger Music Co. Buys
Kremer Brunswick Stock

Foxp pu Lac, Wis, June 5.—The Brunswick
stock of Kremer Bros. retailers of this city,
was recently purchased by the Badger Music
Co., making the latter concern the exclusive
representative for that line here. The deal in-
volved the purchase of Brunswick phonographs,
records and Radiolas. In addition the firm han-
dles the Victor line.

The Badger Music Co. is one of the most
prosperous retail talking machine concerns in
this vicinity, and during the past few years it
has enjoyed a steady growth. The band and
small instruments department has made excep-
tional advances in sales volume in the several
stores operated by this firm.

The Batteryless Radio Corp., New York, has
been incorporated at Albany with a capital
stock of 200 shares of common stock of no par
value. The incorporators are E. Mulcahy and
R. R. Raymond.

either small or large.

motor to turn the records.

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

MINNELLI PHONOGRAPH CO., Inc.

HERE IT 1IS!

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

The Minnelli Tone Arm can be placed on any kind of machine,
The Minnelli Tone Arm can also be placed
on a table, writing desk, or any place that you wish, for it has a
After placing the Minnelli Tone Arm
you can obtain the best and the softest tone you have ever heard.
Better information can be obtained by writing. We are interested
in both dealers and manufacturers, or will entertain a proposition for
the purchase of this invention outright.

The Minnelli Tone Arm,

Pittston, Pa.
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Rig};t Kind of Merchandising and Price
Stability Important in Radio Progress

A H. Zimmerman, President of the Republic Radio Corp., Zenith Distributor for the State of
Michigan, Explains How Careful Distribution Is the Key to Better Radio Business

I'lic oft repeated statement—*“The recollec-
tion of quality remains long after price is for-
gotten,” can scarcely be applied to radio mer-
chandising just now, for in ils present chaotic
condition and its wild offering of good radio
merchandise for a song, the public is not allow-
ed to forget price for a moment.

Mr. Brown has just purchased, at advertised
list prices, a very satisfactory radio installation,
after long and tedious all-night demonstrations
and much service on the part of some reputable
radio merchant. Then, one fine morning, Mr.
Brown opens his ncwspaper to find spread
across two whole pages an advertisement by a
local department store offering the public the
results of a very fine buy in the same product
at a ridiculously low price. The manufacturer
had nceded the money, and decided to change
models to the extent of brown dials instead of
black ones, or else had just become plain panicky.
Quality and value were forgotten and price was
recalled to Mr. Brown as a very bitter pill.

There has been already so much of this thing
that the radio industry appears ludicrous even
to the layman. The automobil<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>