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The NEW

Toman Reproducer No. 2

A Beautiful and Original Design
Improves Wonderfully, Old Phonographs as Noted Below

Heavy metal diaphragm—practically
indestructible.

Constructed on an entirely new prin-
ciple.

Cannot get out of order—will stand
severest shocks.

Needle holder is the only part ex-
posed—all other parts are enclosed
and protected.

Enunciation of every kind of voice
or instrument is clear and full.
Reproduces perfectly, extreme high-

est, or lowest tones.

The Toman non-friction stylus sus-
pension (no springs) gives instant
response to the most delicate
tones—this method also increases
considerably the life of each rec-
ord played.

13

. 2-V. —to fit old style Victor—
also fits Toman helical
tone arm,

tor.

. 2-C. —to fit Columbia old style
machines.

. 2-VG.—to fit very old style Vic-
tor horn type machines
— also fits German-
made tone arms, meas-
uring 19 mm. at hub
connection.

Produces a very fine Deep, Rich, Mellow and Powerful Tone

The Toman “"Helical” Tone Arm Set

Does not infringe any U. S. Patent

Not a copy or imitation

Constantly curves and tapers— Airtight in construction
No vibration or jingling on loudest tones

The walls of the Helical
tonearm progressively in-
crease in thickness from
3/32 inch at the repro-
ducer, to 3/16 inch at the
base — this construction
prevents any losses or
modification of sound
waves as this tonearm
does not uvibrate even on
loudest tones — whereas
tonearms made with thin-
ner walls will vibrate and
frequently lose and also
modify some of the sound
waves. The “Helical”
tonearm has a constantly
tapered air column meas-
uring 15 inches from re-
producer to amplifying
horn connection, and the
inside walls being perfect-
ly smooth offer absolutely
no resistance to the sound
waves—and, due to the perfect helical curves throughout, there is
absolutely no alteration of the natural characteristics of either high
or low tones, which are perfectly transmitted to the amplifying horn.

Manufactured by

E. Toman & Co.

2621 West 21st Place
CHICAGO, ILL.

This tllustration shows Toman
Reproducer No. 1. The Helical
tonearm can be supplied with
either reproducer, as desired.

Sales Distributor

Wondertone Phonograph Co.

216 No. Michigan Ave., Chicago, Il

Cable Address—*/\Wondertone Chieago”
Cable Codes—Western Union A.B.C., (5th Edition).

. 2-0. —To fit Orthophonic Vic-
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Know Your Sales Field
Market Analysis of an Average City

Survey of Homes in Ohio City of 30,000 Population Brings to Light
Interesting Facts Regarding Number of People Who Own Talking

Machines and Radio Receiving Sets

44 NOW Thy Market.” This is a motto
K that the average retail merchant might
well have printed in large type and
affixed permanently on his office wall, for it is
only by possessing an accurate knowledge of
the market possibilities in his territory for the
product he handles that the merchant is able
to gauge his sales prospects and his selling
campaigns. It is not sufficient, for instance, for
the dealer in talking machines and radio re-
ceivers to know more or less definitely that
from 50 to 55 per cent of the homes in his terri-
tory remain unsupplied with one or the other of
these entertainment media, for the strength of
Lis market depends upon a number of other
factors, chiefly the amount of money in those
liomes that is available for the purchase of his
goods, as represented by income, the character
of the people, as represented by the type of
home and manner in which the home is main-
tained, and the willingness to enjoy the good
things of life as indicated by the tendency to
spend money for various comforts and conveni-
cnces, ranging from telephone service to living
room equipinent,

In the matter of making market surveys the
talking machine and radio industry is at the
same time both fortunate and unfortunate. Un-
fortunate in that there are not available organ-
ized facilities for making general market
curveys on its own account, except as they
may be conducted in limited districts by ind:-
viduals, and fortunate, on the other hand, that
the numerous and extended surveys of homes
and home equipment that have been and are
being made by strong national organizations,
practically without exception, include musical
instruments in such surveys.

On several occasions The Talking Machine
World has been privileged to present to its
readers in concise form the results of various
national, or at least widespread, surveys con-
ducted by outside interests, which have in-
cluded information as to the number or percen-
tage of homes of various types equipped with
different kinds of musical instruments.  That
the information offered by these surveys is ap-
preciated by the live members of the trade has
been evidenced by the response.

In the April issue of The World the results
of a nationwide canvass of homes, cities and
towns with populations of less than 1,000 to
those of 100,000 or more were published. This
was conducted by the General Federation of
Women’s Clubs in co-operation with the Crowell
Publishing Co. and offered more general infor-
mation on market possibilities than has hereto-
fore been gathered.

Survey of Homes in Average City

Within the last month or so the Literary Di-
gest, utilizing the services of R. O. Eastman,
Inc., specialists in the gathering of trade in-
formation, has collated and published the im-

posing results of a home survey made in Zanes- -

ville, O., a city of some 30,000 population and
selected as typical of the average American city,

V-aluable

without seaport facilities to produce unusual ac-
tivities, or isolation to bring about stagnation.
The facts brought out as a result of the survey
carried on primarily to indicate the high value
fromm a marketing standpoint of homes equipped
with telephones, are of unusual interest to mer-
chants as a whole for the reason that they fit
in so well with the results of previous surveys
made by other interests and thereby substanti-
ating the figures in a large measure.

In connection with the canvass of Zanesville,
the investigators, as a means of check-up, also
made surveys in .thirty-six other cities with

Study the report of the survey
analyzed in the accompanying
article. There is much in the
figures and conclusions drawn
from them that is of interest
and practical value to retailers
who desire to plan their sales
promotion campaigns intelli-
gently and make drives for
business that will produce re-
sults. Zanesville, O., is an
average community and condi-
tions there are very similar to
those in your community. . .

populations averaging something in the neighbor-
hood of 25000 each, and thereby developed
further interesting information regarding the
market situation in this important cross section
of American community life.

A Comparison of Survey Results

The tabulated results show that 54 per cent
of Zanesville families own phonographs, as
compared with the average of 58.9 per cent of
phonograph owning families in 36 other cities
where investigation was made. It is interest-
ing to compare these figures with the results
of the National Federation of Women’s Clubs
more extensive survey which showed a national
percentage of 45.

In the matter of radio, only 16 per cent, or
one in six of the Zanesville homes investigated
were possessed of radio receivers, as compared
with 36 per cent of homes in 36 other cities
that were thus equipped. The national survey
made some time ago reported 26 per cent of
homes in cities of 25000 population as radio
equipped. These figures are particularly sur-
prising in the case of Zanesville in view of the
location of the city in the central section of
Ohio within what may be considered a short
radio distance of the popular stations operating
in Cincinnati, Pittsburgh, Cleveland, Columbus,
and other large cities.

By way of comparison, it is interesting to
learn that 43 per cent of Zanesville homes, or

Data for Retailers

more than four out of every ten, have pianos,
which fact compares favorably with the 51 per
cent of homes in the 36 other cities that are
possessed of such instruments. This is much
better than the national average of pianos in
the homes as determined by the Women'’s Clubs
survey which gave the percentage as 454 for
cities of 25,000 population. For those who like
to make comparisons with the automobile, it
may be said that 50.5 of Zanesville families own
cars of various makes, while in the 36 other
cities, 59.4 per cent of families had automobiles.
This would not indicate the dominance of that
product in the appeal to the family purse.
What Is the Market?

The percentage of homes that are equipped
with radio receivers, phonographs and pianos,
subtracted from the total, gives some idea of
the many homes in the cities where the surveys
were made that are still without such instru-
ments and may be considered as legitimate
prospects. But from these homes without
musical equipment must be subtracted that very
substantial number wherein the financial budget
will not permit of the purchase of such instru-
ments. This brings us to the highly important
phase of the survey, namely, the standing of
citizens as community assets.

In considering these figures an important
fact is that 69.9 per cent of Zanesville families
own their own homes, as compared with 71.4
per cent in the 36 other cities surveyed. In
Zanesville, which may be accepted in this case
as typical of other cities, 13 per cent of the
homes were valued at $4,000 or less, 27 per cent
at $4,500 to $6,000, 24.6 per cent at $6,500 to
$8,000, and 22 per cent at $8,500 to $12,000 with
only about 8 per cent valued at above that figure
and only five per cent at $20,000 or more, It
is significant, too, that 95 per cent of the homes
kept were in a fair condition or better, with the
majority coming under the headings of good or
excellent, This high proportion of home own-
ers has a very important bearing on the market,
for it indicates that not only are the citizens
of a solid and substantial character, but that
they are the type who, owning a home, will
most likely desire to install therein every pos-
sible comfort and convenience.

Another phase of the Literary Digest survey
that is valuable is the classification of heads of
families according to observation, which may in
a general way give some idea of financial stand-
ing. In Zanesville, for instance, 2.8 per cent
of houcseholders are executives as compared
with an average of 7.3 in the 36 other cities.
In Zanesville, 4.8 per cent are professional men
as compared with 10 per cent in the 36 other
cities, while in Zanesville there are 25 per cent
of unskilled laborers as compared to 36 cities
average of only 8.2 per cent. The groups re-
ported in the survey included, in addition to
executives and professional men, merchants,
public service men, salesmen and traveling ex-
ecutives, clerks, skilled craftsmen, skilled labor-

(Continued on page 11)

See second last page for Index of Articles of Interest in this issue of The World



Aggressive Merchandising

Makes Summer Season Profitable

Retailers Who Continue Sales Promotion Campaigns Throughout
the Summer Are on the Right Road to Bigger Annual Business

ITH the advent of Summer usually
V‘/ there is a general let-down in the efforts
of the entire industry to promote busi-
ness. This has been the case for a number of
years. In fact, a feeling has existed in the
trade for years that the Summer months wit-
nessed a lull in buying that made sales promo-
tion campaigns futile. The fallacy of this line
of reasoning has become more evident with
the passing of each year, and this year for the
first time a well-organized effort (the R. M. A.
Convention and Trade Show) has been made
to maintain business volume at a level that will
insure profits during the Summer months,
A Merchandising Problem
That it is a more difficult problem to keep
business up to par during the hot weather
period, no one will deny who is at all familiar
with the conditions faced by the retail dealer.
There is no doubt about it; the fact that
thousands of people close up their home for the
entire Summer and many others go away for
the usual two weeks’ period has an adverse
effect on the business of the talking machine
dcaler. But while there is a general exodus,
this is spread over the entire season. Some
people go away early and others go away later.
Thus while there is a movement out of the
various communities there is also a movement
back home following the vacation that continues
right through the Summer, Then, too, there
are the people who do not leave town, and
this class represents the majority.
Timely Opportunities
Why suspend all sales activity simply because
conditions are not of the very best to consum-
mate sales? The Summer season presents to
the dealer opportunities peculiar to the time;
opportunities that the retail merchant has little
time for later in the year. For example, what
about those instruments taken in trade? What
better chance for sales than to resort keepers?
The machines can be sold at a price that should
make sales easy. The poorer class, people who
would not be considered first line prospects for

the newer and more expensive instruments,
provide an outlet for used machines that 1is
made to order for the dealer who is wise enough
to sense the opportunity.

“King of Summer Sellers”

Then, there is the portable, the “King of
Summer Sellers.” The records of dealers who
make a serious effort to sell portable machines
during the Summer show the widespread de-
mand for these compact small instruments. And
there is money in portable sales. Cash! A
dealer remarked to the writer a week ago that
he could not pay his bills because he had gone
ahead with sales too rapidly and all his money
was tied up in outstanding accounts. This mer-
chant was holding off payment to his whole-
salers until later in the season when he would
be more plentifully supplied with cash. If this
merchant had concentrated to a greater extent
on the sale of instruments that have the strong-
est appeal right now and that can be sold on a
cash basis he could relieve a situation that is
extremely dangerous for his business. Portable
instruments, records, small goods, trade-in
machines and other items of a similar charac-
ter should bring-in cash enough to tide over an
unsatisfactory period.

More Cash Business Necessary

In this connection, during the outing of the
Talking Machine and Radio Men, Inc., the
metropolitan New York dealers’ association, a
few weeks ago, one of the dealers remarked that
while he concentrated on those items that
brought in immediate cash in combination with
the instalment business he never had any
trouble. The first year his business grossed
$150,000, leaving him a fair margin of profit
on his investment, after deducting operating ex-
penses. The second year this dealer decided to
expand and he made a strong bid for instalment
sales, neglecting almost entirely the cash side
of merchandising. The result was that at the
end of the year he had $50,000 outstanding on
his books and no available cash with which to
buy new stock. He also discovered that the

dealer who is unable to take advantage of the
two per cent discount for cash is practically
eliminating profits. In other words the first
yvear this dealer averaged an eight time turnover
on stock and by taking the two per cent dis-
count added 16 per cent to his gross profits. At
the end of the second year, as has been inti-
mated, the situation was serious. The dealer
gave the matter much thought. He was wor-
ried. He could have disposed of his paper, but
the cost of doing this would have seriously
jeopardized profits. He finally decided that it
would be cheaper to refrain from making in-
stalment sales for three months. This he did,
with the result that he barely scraped through.
During that period he concentrated entirely on
cash business, making special inducements to
the public to stimulate sales. When a customer
asked for terms he made the initial down pay-
ment so high that he immediately secured a fair
proportion of the cost of the instrument. This
change in policy, combined with the fact that
the money from outstanding accounts came in
regularly, saved the day, and three months later
the dealer was again on safe ground.
“House Cleaning” Period

It is a mighty good practice to clean house,
figuratively of course, occasionally. Otherwise
the dealer finds that he has a great deal of
money tied up in slow-selling merchandise. The
Summer months provide an excellent opportu-
nity for doing this. During the three months of
the vacation season the dealer should make a
strong effort to reduce his investment by dis-
posing of all the merchandise he possibly can,
getting as much cash in hand as possible, and
clearing the store of “stickers,” so that in the
Fall he will be prepared to go after business
in a big way.

The Nye Jewelry, Music & Radio Shop, of
McHenry, Ill, and its proprietor have won
quite a reputation as community leaders. Local
papers have been paying high tribute to A. E.
Nye and his accomplishments.

| —— it

Jobbers and Dealers:

“NYACCO” Manufactured Products

R 7 A A N
P

Twenty years’ manufacturing experience enables us to offer the trade a line that is tried and proven.
Write us for full information.

NEW YORK ALBUM & CARD CO., Inc.

Established 1907

Note New Address - - - - 64-68 Wooster Street, New York

NYACCO Record Albums
NYACCO Radio Sets

NYACCO Portable Phonographs
NYACCO Photograph Albums
NYACCO Autograph Albums
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First in Dance Music /
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Good Reasons

Abe Lyman

Ben Bernie

Ernie Golden and His Hotel
McAlpin Orchestra

Vincent Lopez
Ben Selvin
Isham Jones
Jack Denny
Ohman and Arden
Red Nichols
Six Jumping Jacks

T L Ernie Golden
#j Castlewood Marimba Band
. ' Carl Fenton
Harry Archer
Frank Black

Fletcher Henderson

Ben Selvin Jack Denny Ohman & Arden

Charley Straight
The Clevelanders

Savannah Syncopators

Park Lane
Ray Miller

Jules Herbuveaux

P g

Elgar’'s Creole Orchestra

Hariv Archer g
Anglo-Persians

Bud Jackson’s Swanee
Serenaders

Duke Ellington

Mound City Blue Blowers
Hal Kemp

“Kenn” Sisson
] Jules Hevbuveaux and His Orchestra
Anglo-Persians JOhﬂl’ly DOddS

Colonial Club
1 . . R Club
Why the Public acclaims Brunswick egent Clu
Carter’'s Orchestra

the leader in popular music i s
b Fess Williams
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Denver Music Concern Finds Broad-
casting Effective in Increasing Sales

John T. Bartlett Tells How the Reynolds Radio & Music Co., Through a Daily Broadcasting
Hour, Is Helping Its Dealers and Itself to Secure Larger Sales Volume

One of the first radio stations to be licensed
was KLZ, Denver, of the Reynolds Radio Co.
In the “early days,” KLZ, like many other sta-
tions, used phonograph music a great deal—
then didn’t. Now a daily phonograph hour is
back again, under unique circumstances—and is
proving very successful in promoting good will
and increasing record sales.

For many years “Doc” Reynolds and Mrs.
Reynolds were professional musicians. After
several years of exclusive radio operation-they
are branching out into the music field. The
name of the company has been changed to the
Reynolds Radio & Music Co. The first dis-
tributors’ franchise taken on was for Vocalion
records. In coming months, according to Mr.
Reynolds, other high-grade lines in the music
field will be added, and both as a distributor
and retailer the Reynolds Radio & Music Co.
will be an important factor in Denver and the
Rocky Mountain region.

The Vocalion Hour is a daily event from 11
to 12 a. m. KILZ reaches the entire distributing
territory of the company—Colorado, Wyoming,
New Mexico, Texas Panhandle, parts of west-
ern Nebraska,

“In the old days of phonograph broadcasting,”
said Doc Reynolds, “we gave the name and
number of a record before we played it. Now
we give the name and number afterwards. If
the listener likes the piece, wants the special
information about it, she is all ready to get it,
and remember it when we have finished the
record.

“In connection with our broadcasting we give
the names of our Denver dealers. Here in Den-
ver we have not sought retail business. We
mention the Silver Music Co., Bechtold’s, Cas-~

sell, Baldwin, Carl Schultz, Loop Market Music
Shop.

“For out of Denver points we suggest listen-
ers get the records they like of their dealers—
or direct from us. The letters which come in
we offer to turn over to a local dealer desiring
1o handle Vocalion records. Following a single
broadcasting, three letters came from Ft. Col-
lins. We appointed an excellent agent there on
the basis of the letters. The same thing has
occurred in many other places.

“We find, too, that we reach small commu-
nities we could not work with a salesman.

“Besides the daily morning Vocalion Hour
we have been using the phonograph records in

a combined phonograph and instrumental pro-
gram between 3 and 4 p. m. on Monday,
Wednesday and Friday. Our intention is to
continue this promotion of the records, proved
so efficient, so far by us, although the Summer
season is approaching. Our experience is that
we can get out over our entire distributing ter-
ritory through the Summer.”

Opposite the Reynolds store on Glenarm
street a large new theatre is being erected at
present. The construction work has seriously
interfered with retail business in the block. This
is one condition which put the brakes somewhat
upon the Reynolds Co.’s music expansion pro-
gram, but the intention is to have by Fall a
considerably enlarged stock. The retailing as
well as the distributing end will be gone into
with characteristic Reynolds enterprise and de-
termination. The company’s broadcasting sta-
tion KLZ is found to be an advertising asset
played to the limit, and the Colorado trade is
awaiting development with a great deal of in-
terest.

Schubert Centennial Plans
Near Completion in Europe

Recent cablegrams received by the Columbia
Phonograph Co. report rapid progress toward
the completion of plans to make the Schubert
Centennial Celebrations world-wide.

As part of these celebrations the Columbia
Phonograph Co. has offered prizes totaling
$20,000 for the completion of the master’s un-
finished symphony. The invitation to compete
in the completion of this masterpiece is ex-
tended to composers, teachers and students in
twenty-six countries.

The messages from Europe report that Ger-
many is most enthusiastic in its welcome of the
plans. The jury nominated for that country in-
cludes many noted musicians, among them
Richard Strauss, Hans Pfitzner, Max Von Schil-
iings, Wilhelm Furtwaengler, Max Liebermann,

Georg Schuneman, Siegfried Ochs, Otte Schna-
bel, Professor Von Hausegger, Georg Schu-
mann and Hugo Von Hoffmannstahl.

In the Austrian zone the following public men
have become members of the Schubert Com-
mittee: President Masaryk, Czechoslovakia,
and the Austrian Chancellor, Dr. Seipl.

Two New Distributors
for Bremer-Tully Mfg. Co.

The Bremer-Tully Mfg. Co., of Chicago, Ill,
announced the appointment recently of two
new distributors, one in the South and one in
the East. These are the Harbison-Gathright
Co., of Louisville, Ky., and Treeman, King &
Co., of Ithaca, N. Y. Both will distribute the
Bremer-Tully line of counterphase receivers,
B power units and speakers, featuring these
products in their territories.

Tapered Brass Entire Length

A CLEAN KNOCKOUT!

No Slow-Motion Pictures Necessary

Write for Quotations

PRODUCTS CORP.
k85 Greene St., NewYork.J

Ball Bearing Base

Canadian Distributors: Standard Phono. Supply Co., Montreal




1he Talking Machine World, New York, dugust, 1927 7

A Big Name in Music 7oday

Jhe BRUNSWICK PANATROPE
10 Models » » $90 to $1275

Prices Guaranteed to December 31, 1927

HE amazing success of
Tthe Brunswick Pana-
trope is due to the fact that
this musical instrument 1is

new in principle and in the
musical results which 1t pro-
duces.

The inimitable musical
quality of the Brunswick
Panatrope sells the instru-
ment. Dealers everywhere
report this to be a fact. To
hear the Brunswick Pana-
trope is to want it.

R T

Brunswick Pana-
trope, electrical type,
combined with 8-
tube Radiola Super-
heterodyne. Model
148-C. List price—
Eastern, $1250;
Coast, $12735.

Brunswick Pana-
trope. electrical type.
Model P-11, List

price $700. |

Brunswick Pana-

trope, exponential

type. Model 8-7.
j List price $90.

Brunswick Pana-
trope, electrical type.
Model P-13. List

| price, $600.
N the ten models of Brunswick Panatrope, five of fully planned sales and advertising help, the Bruns-
the exponential and five of the electrical type, are wick dealer occupies an enviable position in the
instruments to meet every musical need and family industry. The opening of the fall season will demon-
requirement. strate more clearly than ever the growing value of the
Backed by superior merchandise and aided by care- Brunswick franchise.
o

THE BRUNSWICK-BALKE-COLLENDER CO., CHICAGO + NEW YORK - IN CANADA: TORONTO
BRANCHES IN ALL PRINCIPAL CITIES



Demonstrate

New Models

to Prospects

Says Woodall

new instruments is the basic principle of
a live phonograph dealer who has made a
success of the business in a town of only 800
population. The dealer is C. A. Woodall, who
handles the Columbia Viva-tonal line of
phonographs and New Process records in Kut-
tawa, Ky. Because of the limited field of opera-
tions in the village Mr. Woodall has expanded
his territory to include the entire county, which
has a total population of only 8,000.
Demonstration Keynote of Selling
More than ever in the talking machine busi-
ness are demonstrations needed for the maxi-
mum promotion of sales of the new and radi-
cally improved phonographs and records. In
spite of the fact that most of the new models
have been on the market for many months
thousands of people throughout the country are
not aware how superior is the new to the old
and the result has been that the talking machine
dealers have failed to secure many thousands of
dollars of business that could have been theirs
had they pushed the wonderful products in
their stores in the most effective way. The
Talking Machine World has emphasized the
need for demonstration time and time again.
That some dealers realize and have taken ad-
vantage of the opportunity is indicated by the
reports that reach this publication from ihe
trade. Mr. Woodall knows that he has struck
the right note in his selling effort, because he
is getting better results in a very small com-
munity than many merchants whose locations
are more advantageous.
Method of Demonstration
“First,” sayvs Mr. Woodall, “I solicit a dem-
onstration, calling the attention of the prospect
to the new Viva-tonal phonographs, the succes-
sor to the phonograph. After I secure the con-
sent of the prospect to stage a demonstration,
I take a machine and a selection of records to
the home of the individual. I operate the
machine myself and I am- careful not to use a
needle that has become the least bit worn. I
also use all new records. I do not encourage
or give the prospect any chance to use the old

SOLICIT‘—\TIO..\T of demonstrations of the

records they have on hand, if I possibly can

avoid it. I usually succeed in this because I
remain close by the instrument and if I can
close the deal on the spot I take the machine
back to the store with me, for if I leave it, ex-

perience has taught me that the chances are
ten to one that the prospect will get to playing
old, scratchy records with old needles. The
result invariably is that they decide that the
new instrument is not much better than the old
one and a sale is lost. \Whereas, if I make a
deal before I leave and they play the records
I brought with the machine they will purchase
more New Procgss records before using old,
worn records.”

In spite of the fact that there are so few
people in the county Mr. Woodall utilizes ad-
vertising in the county paper to broadcast the
message that the new phonograph is entirely
different from the old type instrument and that
there is no possible comparison regarding the
quality of reproduction. This constant hammer-
ing home of the idea that the latest models
are designed along new principles has had the
cffect of interesting many people in the county
to the point where it has been a comparatively
simple matter to arrange a demonstration. Once
Mr. Woodall secures the necessary permission
it is simply a matter of permitting the prospect
to hear the machine under favorable conditions
in order to consummate a sale.

20 Per Cent Record Business

Mr. Woodall has made a close study of the
possibilities for sales of records in his territory
and the result has been that he has built up
an excellent volume of business in recordings.
Analysis of the field convinced him that sacred
music should have a great appeal in that dis-
trict and, accordingly, he featured those records
with such success that to-day the bulk.of his
record demand is for selections of this type.
This proves the value of knowing the field. It
is foolish for the dealer to carry a top-heavy
record inventory merely because it is his desire
to have a particular number in stock should he
by any chance get a call for it. That is one
way of slowing turnover to the point where
profits reach the vanishing point. The dealer
certainly can get a line on the record prefer-
ences of his customers and the public he de-
sires to serve by going to very little trouble.
This is absolutely in order for the dealer to
keep his shelves clear of slow-moving numbers.
Many a dealer has money tied up in records
that could be put to better use by investing it
in numbers that move from his shelves with
greater speed.

C. A. Woodall

Mr. Woodall a few years ago decided that the
talking machine business had reached the point
where profits were conspicuous by their ab-
sence. So he closed shop and went into an-
other line of business. YWhen the .new instru-
ments were introduced some time ago, however,
he saw the possibilities for business. He
realized that the trade had been revitalized and
that every individual, whether he had a talking
machine in the home or not, was a prospect
for the new instruments and records. The ex-
periences of this dealer prove the soundness of
his reasoning. If a merchant can make a go
of the talking machine business under the handi-
cap of an unusually small town location then
certainly dealers more favorably located should
not find it impossible to put their merchandising
sense to work effectively enough so that they
get a satisfactory profit on their investments.

Gennett Record Laboratory
Established in Birmingham

BIrRMINGHAM, ArLA., August 5—A very com-
plete recording laboratory has been established
in this city by the Gennett Phonograph Re-
cording Laboratories of New York. It is lo-
cated on the third floor of the Starr Piano Co.
building at 1820 Third avenue, where the com-
pany expects to make a specialty of Alabama
negro folk songs. The laboratory is splendidly
equipped at an expense of $275,000 with a com-
plete staff of technicians. The first Birming-
ham organization to make a record was the
Eddie Miles Orchestra of Cascade Plunge.
Other notable musical organizations and singers
will be recorded at this point so that music
of the South and of its composers will be fit-
tingly represented.

Octacone Gross Profit is Net Profit!

71932

Slightly higher
west of the Rockies
Licensed under Frank E. Miller,
Patent Numbers 1,190,787, 1,220,669.
1,294,137, 1,426,211 other patents
pending.

$19.50.

No servicing expense or loss to dealers in handling
this superior type of loud speaker.
edge, full floating cone makes it practically inde-
structible. Two models. Table Model (illustrated)
Pedestal
slightly higher west of the Rockies.

Protected, free

Model, $29.50. Both models

OCTEEIANE

PAUSIN ENGINEERING CO., 727 Frelinghuysen Ave., Newark, N. J.
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No. 524 Stromberg-Carlson
A.C. Receiver —Console

Uses outside antenna, ex-
ternal cone speaker. Has
dual control; Weston volt-
meter; Totally shielded cols;
Phonograph jack which per-
mits using the Receiver for
reproducing from records in
connection with a standard
phonograph when the latter
1s equipped with magnetic
pick-up device in place of
customary soundbox.
Includes Stromberg-Carlson
No. 403 Audio-Power Unit
with the following eight
R.C A. Tubes:

3 UX-201-A Amplifier Tubes

1 UX-200-A Detector Tube

1 UX-171 Power Tube (Last
Audio Stage)

1 UX-280 Rectifier Tube

2 Tungar 277465 Bulbs

(2 amp.)
ConsuMers’ Price, including
all tubes and No. 403 Audio-
Power Unir—

East or Rockies . . . ... .. $425
(Cone Speaker extra)

All Direct

House Lighting
Circuit

\*\‘_N ) // S «
[ g

From A.C. N\

“A” “B” AND “C” CURRENTS 7/

Neets the “Demand for GS implified Rﬂfl’z’o

T HIS Receiver is entirely operated
from 6o-cycle A.C. house lighting
circuit, by means of an audio-power
unit concealed in the cabinet. This
unit furnishes “A”, “B” and “C” power
in unfailing supply and 1s not depen-
dent upon frequent operating attention.
Batteries and liquids are all done away
with.

Designed especially for use with the
Stromberg-Carlson No. 10 Cone Speaker.
This speaker on account of its wide
musical range is recommended for only
the highest grade type of A. C. radio
apparatus—otherwise 1t will reveal the
incomplete filtration of the 6o-cycle
fundamental.

No. 524 Receiver, Console Model, American Walnut Cabinet
Also furnished in table model, Mahogany Cabinet.

StroMBERG-CArLsON TELEPHONE Mrc. Co.
ROCHESTER, NEW YORK

Makers of woice transmission and woice reception apparatus for more than thirty years.
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The Radiotron
1s the standard vacuum tube
for laboratory tests through-
out the radio industry.

e RCA Radiotron

Lot fo donuivey MADE BY THE MAKRENS OF THE NADIOLA

P by arhe
Rurdrotres

RADIO CORPORATION OF AMERICA NEW YOLKR -« CHICAGO SAN  FAANCISLO

Large sales volume ’ )
Low stock investment
Advanced engineering

High margin of profi s
Steady rate of turnover SrEr
Assured. consumer demand -y

Complete line for every purpose I I8

Greatest national advertising campaign

RCA Radiotron
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The sets pttured on this page are
SOCKET POWER
- OPERATED

Everything that 7% known in vadio, or that is

.*9 =

RCA-Radiola
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The sets pictiured on this page are
BATTERY
OPERATED
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demanded in radio, is in the new RCA line.

A-Radiola
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Milton Charles, Organist, Is
Exclusive Columbia Artist

Has Achieved Wide Fame as an Organist—
Prominent Musician for Many Years—At
Present Solo Organist With Theatre

Milton Charles, one of this country’'s best-
known solo organists, has joined the Columbia
Phonograph Co. as an exclusive recording
artist,

Mr. Charles, at present one of the directors
of the Gunn School of Music and Dramatic Art

Milton Charles
in Chicago, has been a prominent musician for

many years. At the age of fourteen he made
his debut as pianist in a joint recital with Mme.
Ernestine Schumann-Heink. When sixteen he
was a church organist and choirmaster. From
then on he was successively soloist at the Strand
Theatre in San Francisco and soloist at the
Rialto, Los Angeles.

At the present time Mr. Charles is the solo
organist of the Balaban and Katz organization
at the Tivoli and Uptown Theatre of Chicago.
In addition to his work in the theatres Milton
Charles is the theatre-organ instructor for the
Gunn School.

Louisville Music & Radio
Co. Enjoys Big Sales Gain

Reports 38 Per Cent Increase in Radio Business
and 96 Per Cent Boost in Accessories Sales
Volume—Aggressive Selling Responsible

The Louisville Music & Radio Co., of Louis-
ville, Ky., which handles a complete line of
talking machines, records, radio and small mu-
sical instruments, reports that radio business
during the early days of Summer showed an in-
crease of 38 per cent over a similar period a
year ago. Sales of accessories such as B bat-
teries, socket power tubes, etc., showed an in-
crease of 96 per cent. Gus Boldt, Jr., secretary

and treasurer of the company, in a statement to
The Talking Machine World declared that the
increase was largely due to continual advertis-
ing, and the fact that every effort is made to
close sales. The company has adopted a policy
of merchandising radio designed to give maxi-
mumn results, and at the same time reduce over-
liead. No sets are sold on approval, nor does
the company’s policy permit demonstration in
the home.

Know Your Sales Field—
Analysis of Average City

(Continued from page 3)

ers, and miscellaneous, the latter representing
less than 10 per cent of the total.
Effect of Smaller Families on Trade

The Zanesville Book of the Literary Digest,
published under copyiight, presents much other
information covering a wide field but not par-
ticularly germane to this industry of ours, al-
though in a general way all various phases of
the survey should be of interest 1o the merchant
who seeks a more accurate knowledge of his
field. In the classification of families, for in-
stance, the survey serves to upset the general

impression that the American family averages.

five members each, namely, mother, father and
three children. In the 36 cities surveyed as a
matter of fact 69 per cent of the families con-
sisted of four members or less, and 45 per cent
of three members or less. These facts are of
more or less importance, when it is desired to
make the appeal through the child.

It is to be admitted that every dealer cannot
make a thorough survey of his own city on a
basis that will prove profitable. Nor can the
average manufacturer carry on such a survey
throughout the wide territory in which his
products are sold. There is a mass of informa-
tion, however, regarding market possibilities
that can be obtained w'thout extravagant effort
or expense, and these broad investigations con-
ducted by organizations such as that repre-
sented by the Literary Digest provide excellent
guides for the dealer or the manufacturer who
is desirous of gathering information of his own.

Records of Historical
and Personal Interest

A special catalog of Victor records of his-
torical and personal interest has just been sent
to the trade by the Victor Talking Machine Co.
It is a compilation of records by artists now
dead, favorite selections by popular artists
which are no longer available through the regu-
lar channels and which have been withdrawn
from the current Victor Record Catalog and
made under the old recording process. There
are thousands of record purchasers who desire
the hundreds of favorite selections which are
listed in this volume.
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Donald Ross Appointed to
Important Splitdorf Post

Made Vice-President in Charge of Finance of
Prominent Manufacturer—Has Splendid Rec-
ord of Achievement

Donald Ross, who recently was appointed
vice-president in charge of finance of the Split
dorf-Bethlehem Electrical Co., as assistant se
retary of the war-time Red Cross, gained nation-
wide prominence in connection with his han

il

e

Donald Ross
dling of the allocation of more than $300,000,000
appropriated for Red Cross activities.

After the war, when Walter Rautenstrauch,
who was recently made president of the Split-
dorf-Bethlehem group, undertook the rehabilita-
tion of the Liberty Yeast Co., a subsidiary of
the former U. S. Product Co., Mr. Ross was
asked to becomie treasurer of the concern. It
was losing $30,000 monthly when they took
hold of it, and four years later, when it was
acquired by the Fleischman Yeast Co., its earn-
ings were on the basis of $350,000 yearly.

Mr. Rautenstrauch then entered the Fred T.
French Co. as president, and Mr. Ross became
secretary of the Federal Water Service Corp.,
whose assets run to $125,000,000. The renewed
association of the two men in the Splitdorf-
Bethlehem organization is regarded in New
York financial circles as another significant step
in the policy of energetic expansion in the radio,
clectric and automotive fields, which was recent-
ly announced by Edward H. Schwab, chairman
of the board.

The Barber Distributing Co. of New York
City, has been incorporated in Albany, N. Y,
with a capital of $125,000 to handle phonographs
and other musical specialties.

National Record Albums

Made of the best materials and finished by experienced
workmen

PORTABLE ALBUMS

ALBUMS FOR CABINETS
ALBUMS BOUND IN CLOTH or ART MISSION

Albums for Export Our Specialty

Write for list of 1927 styles and prices

National Publishing Co., 239-245 South American St., Philadelphia, Pa.




Loren L. Ryder

(Accompanying address, delivered before Western Music
Trades Association Convention 1t San Francisco last
month by superintendent of radio and talking machine
service of Sherman. Clay & Co., is worthy of thoughtful
reading by retail deaters.—Ep1ToR.)

N VERY radio and talking machine dealer,
IL whether large or small, has been con-

fronted by the problem of giving service
to the purchasers of electrical reproducing in-
struments. Nearly every dealer has made some
provision for taking care of this work. How-
ever, most dealers look at service as a liability
and a service department as an expense which
they would like to avoid. Little thought has
been given to putting this department on a
sound business basis. The trouble in most
cases 1s that the service organizations are not
truly functioning. They are operating in the
manner that proved adequate only in the
pioneering days.

Every successful jeweler, every successful
garage and every sucecssful washing machine
company has a technician who is capable of
meeting any difficulty that may arise in his
merchandise, but very few radio and talking
machine dealers have service men of this cali-
ber. Too many dealers employ the cheapest
class of help for this work and then condemn
the merchandise because of the troubles their
customers encounter and the reverts they have
on their hands.

Higher Type of Service Man Needed

The tremendous development that has taken
place in the radio and talking machine indus-
tries necessitates a higher type of service man.
Each organization should have at least one first-
class service man. Such a man should have
a good technical understanding and be able to
analyze any trouble, either eliminating it or in
the case of a factory defect giving a complete
and accurate report, so as to avoid any question
when a claim is made to the manufacturer.
Further, this man should be in a position to
render technical advice relative to the purchase
of new merchandise, thus avoiding merchandise
that is subject to service difficulties.

In the case of large organizations where sev-
eral service men are employed, the knowledge
of the trained man will be reflected in the
others—thus tending to win the confidence of
the customers. It must be remembered that
the customer regards the service man as the
authority after the instrument has been pur-
chased. A good service man, using tact, makes

Service s the Key
to Good Will and Sales

Higher Type Service Men Needed to Pro-
mote Good Will Among Store’s Patrons

By Loren L. Ryder

a satisfied customer and incidentally has a won-
derful opportunity to sell accessories.

Naturally men of this type will be higher
paid than the average man of to-day, but this
is economy. All too frequently service men
are sent out five, ten and even more times, on
a single job that should have been coinpleted
on the first trip. We must have men who think,
men to prepare for the particular job at hand.
They shculd carry all of the ordinary equipment
that is apt to be needed, such as tubes, batteries,
meters and tools, and completely finish each
job before going on to the next. They should
study every job where a repeat service call is
found necessary so as to avoid such repetition
in the future. Make your Service Department
pay by employing men for whose services your
customers are willing to pay.

Service and Selling

Reverts and dissatisfied customers give rise
to losses which are usually the result of weak
service organizations or improper sales. Any
service organization that is incapable of obtain-
ing reasonable operation from the instruments
handled is certainly a liability and can give rise
to a greater loss within a few months than the
additional cost of a good organization for a
vear, This department, which is used as a last
resource in making sales and making sales
penmanent, should certainly be among the most
efficient,

Improper sales especially by misrepresenta-
tion create in the mmind of the customer a de-
mand for greater performance than the service
organization can possibly obtain from the in-
strument involved. The service man is always
called upon to make good the representations
of the salesman. When the goal set by the
salesman is not reached in the every-day use
of the instrument, the service man is called
upon. In most cases, in order to back up the
salesman, he finds it necessary to give some ex-
cuse for the supposedly improper performance
of the set. He exchanges tubes, “B"” elimina-
tors, “A” batteries, loud speakers, takes the panel
to the store two or three times and ends up by
reccommending a new aerial, following the same
procedure every month in order to obtain each
monthly payment. Nearly all of this useless
performance can be avoided if the salesman in
closing the deal will just make a frank state-
ment as to exactly what the instrument is ca-
pable of doing. He should also tell the customer
what he may expect in the way of interference
at his location and maintenance from the
dealer. Educate the customner as much as pos-
sible at the time of sale. It pays! Remember,
a sale resulting in a dissatisfied customer is al-
ways a liability to a business organization.

As a representative of a jobbing house, I have

been interested in watching the activities of
various retail organizations. The progressive
houses seldom call on the jobber except for
merchandise, while the retailers with inefficient
service organizations continually call on the job-
ber with service complaints. These latter
organizations are the ones that complain of
poor business and the loss of sales. This is
true, as they lose sales—also time and money
in transporting sets to and from the jobber for
service. The way ta hold the confidence of a
customer is to correct any difficulty with the
least possible fuss and loss of time.
Adequate Service Profitable

A jobber is only too glad to stand back of
the products which he represents, but the job-
ber cannot efficiently act as a service organiza-
tion for the retail stores. A few months ago the
service committee of the Pacific Radio Trade
Association gave a report on “Making Radio
Service Pay.” This report may be obtained
from that organization. After making a care-
ful survey for several months the committee’s
opinion is that the successful radio merchant of
the future will be the one who renders adequate
service to his customer at a profit to himself.
Already over half of the radio retail stores re-
rort that their service organizations are working
at a profit. “Unlimited service” undoubtedly
causes the loss to nearly all of the rest of the
retail stores,

Limited Free Service

The committee has gone on record as recom-
mending a free service period of not to exceed
90 days. They are certainly to be commended
for taking this step and especially in the man-
ner in which it has been suggested. At the
present time our dealer organizations are not
complete enough and the public is not educated
to the point where they will accept a set policy.
However, by using this as a rule rather than a
set policy, a great deal can be done to cut down
this profit-eating “unlimited service.” Six and
twelve months’ service contracts have also been
suggested and can be sold to a customer quite
easily after the termination of the free service
period.

It is no more necessary to extend free service
to the owner of a radio set than for an automo-
bile dealer to grind valves or a jeweler to clean
a watch which has been in service for six
months. The jobbing organizations and the
manufacturers, as well as the dealers, are en-
deavoring to anticipate the demands of the pub-
lic and at the saine time supply a product that
will stand up under the grueling test of con-
sumer operation. By co-operation both in the
selection and maintenance of this merchandise
a profitable and satisfactory business may be
enjoved by all.

STARR PIANOS

STARP\ PHONOGRAPHS

GENNETT RECORDS

@e,brefent the Highest Attainment in Musical MWorth
Dhe STARR PIANO COMPANY

Established 187_2 :

Sl s
SN ;XI

12

Richmond. Indiana
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times
more certain of success

OHAWK

SR ]
SEMINOLE SPANISH VARCUEI‘:]’b CONSOLE —
A superbly unusual Mohawk Creation. Complete in every

detail of design, originality and construction. $2 5
Dimensions: 45%4 x 36 x 20 inches. List . 7

With A.C. Electrical Equipment, $110 extra

|
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e
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IROQUOIS CONSOLE —Rich walnut, hand-rubbed,
piano-finish, duo-tone, with apron maple spindle-carved,
four turned legs, battery compartment with front removable
panel, with built-in patented pyramid loudspeaker with

tastily designed Burgundy red silk-backed grill, with set
compartment accommodating Mohawk interchangeable
battery or electric Drawer Unit. Dimensions: $1 30
4734 x 2314 x 1514 inches. List . . .

With A.C. Electrical Equipment, $110 extra

Other Models at $67.50, $92.50, $165 and $195.

IX amazing factors combine in Mohawk One
Dial Radio to make success 6 times more certain.
The truth of this is reflected in the tremendous

business already achieved in Mohawk with the start
of the season weeks away. INo one can meet Mohawk
on level ground—no one can adequately match the
6 great Mohawk features—no one can succeed as
swiftly and as thoroughly as can the Mohawk dealer
with this utterly incomparable line. Check the
famous 6—the Interchangeable Drawer Unit,
exclusive and devastating to competition; Mohawk
6-tube, shielded set with ONE DIAL—the Originator,
the Pioneer and the Leader of them all; without
question the lowest price range at which such a line
as Mohawk can be sold; consoles of matchless design
and finish; A. C. electrically operated sets; the
Mohawk Dealer Franchise, written for the dealer first.
Six times more certain of success! It's worth a letter
of inquiry today!

MOHAWK RADIO is now licensed under
Radio Corporation of America Patents.
Full Protection for MOHAWK Dealers.

Building Them Better
Pricing Them Lower
Selling Them Faster

MOHAWK CORPORATION OF ILLINOIS

Established 1920—Independently Organized 1924
2213 Diversey at Logan Boulevard, Chicago
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Suggestions

for Ambitious Merchants

How the Use of Spotlights in the Windows Leads to More Sales by Focusing the Attention of
the Public on Particular Objects—What the Schubert Celebration, Sponsored by the
Columbia Phonograph Co., Means to Dealers—Cashing in on Prizefights via Radio Sales

A few months ago in Milwaukee an associ-

ation was formed, consisting of women man-
agers of Victor record departments together
with their co-workers. These women meet
each month at the office of the local Victor dis-
tributor and discuss selling points, sales
methods and kindred topics pertaining to the
latest record releases. There can be no doubt
but that each and every member of this organ-
ization gains from this monthly interchange of
ideas and telling of past experience and the co-
operation between competitors is one that can
be followed with profit by each and every com-
munity in the country, regardless of its size. Be-
fore considering the subject on the basis of a
city-wide proposition, first look at it from the
angle of the individual store. How many deal-
ers, employing anywhere from two to a half-
dozen or more record sales clerks, take a real
live interest in the department? How many
dealers hold regular meetings with the sales
staffs and test their knowledge of the new re-
leases and of the record catalog in general? Be-
fore any move for a city-wide association is
made, the proprietors or managers of each
store should inaugurate a system of having the
sales staff mmeet regularly and intelligently dis-
cuss the late record releases, select those rec-
ords that merit especial exploitation and “push-
ing,” pick out the one or more that would
produce the best results if played at the store
door, if the store employs this method of stimu-
lating record sales, and in general make certain
that each member of the staff has a workable
knowledge of the products which he or she is
Loping to sell.

Spotlights in Windows

The music store window has many times been
referred to as the face of the store and the
“silent salesman” and rightly so, for it is a vital
factor in a store’s progress and one that should
not be neglected. There is one element of win-
dow display that has an important function
and it is an element that is too rarely discussed.
This is the use of spothights in music store win-

dows. There is no reason why dealers cannot
make their windows work for them at night
and secure equally as good results for them as
they do in the daytime, and there is nothing
that can bring out the full effect of a window
display at nighttime as can proper spot light.
‘I'he music dealer should take heed of this valu-
able illuminating feature, for the character of
the merchandise, the size and shape of the dis-
play windows and the arrangement of the store
are such that the spot light can and does have
the opportunity of demonstrating its effective-
ness to the utmost. For the windows that are
deep, wide and high, the illumination should be
placed far above the merchandise so that the
lights will reach all parts of the display with
cqual intensity. Sometimes this is difficult to
do, so a spotlight is placed along the transom
bar to illuminate some item far in the back-
ground. When a dealer wishes to feature some
one instrument or group of instruments a color
shield over the spotlight serves the purpose ad
mirably. There are dozens of ways in which
spotlights can be used to increase the effective-
ness of a window display and the dealer who
wishes to get 100 per cent service from his dis-
play space will investigate the subject and shed
a little light on the ‘“silent salesman.”

The Schubert Celebration

In last month’s issue of The Talking Machine
World there appeared the story of the contest
to be sponsored by the Columbia Phonograph
Co., offering prizes totaling $20,000, to the mu-
sicians who offered the compositions to be se-
lected as the best completions of Schubert's
“Unfinished Symphony.” Ten thousand dollars
of the prize money will be divided among the
musicians in ten different zones who enter the

_selections, which are picked as being best from

those =zones; the remaining $10,000 will be
awarded to the composer whose work is con-
sidered best of all submitted. Leaving aside all
consideration of what this contest will mean in
encouraging a love of good music among the
masses of the people, we approach the reaction

ALL BRACH LIGHTNING ARRESTERS
Carry $100 FREE INSURANCE

Against Damage to Your Radio
by Lightning Induction.

NEWARK,N.J. 1,. S. BIRACH MFG. CO. TORONTO,CAN.

E = e = A

on the trade, the angle with which we are
primarily interested. Columbia dealers who
were active in pushing Beethoven records
during March, April and May of this year will
need no reminder of what the world-wide ex-
ploitation of the works of that great composer
meant to them in greater record profits. In
the six weeks’ period following ‘the Beethoven
Week, these records increased in sales volume
more than 500 per cent. It is logical to sup-
pose that the exploitation work which the
Columbia Co. is doing with regard to Franz
Schubert and his compositions in conjunction
with the one hundredth anniversary of his
death will see similar activity from the trade
angle. The musical publications and the: musi-
cal sections of the newspapers throughout the
world during the coming year will print thou-
sands of columns regarding Schubert, his life
and his works. Public interest is certain to
be stimulated and the music dealer who carries
a stock of records of this composer and who
can talk intelligently of the compositions will
profit,—not only for a short time but for many
vears to comne, because once a customer be-
comes interested in records of the better typs,
the interest is not transitory but is a permanent
liking, growing with knowledge.

Prizefights and Radio

Last month the description of the Dempsey-
Sharkey heavyweight bout was heard over one
of the largest broadcasting networks ever uti-
lized and millions of radio listeners followed the
fight as it was detailed over the air. Hundreds,
perhaps thousands of radio dealers took advan-
tage of the opportunity to demonstrate the mer-
chandise they sell by placing loud speakers in
such a position that the crowds outside could
hear the graphic description of the bout. Some
of these dealers were foresighted enough to
profit by sending out advance notices of the
coming broadcasting event, urging customers to
see that all of their accessories were in order,
and that the batteries were fully charged so
that on the big night none of the details would
be missed. If the interest in that bout war-
ranted a network of some thirty odd stations,
it is assured that next month when the cham-
pion, Gene Tunney, fights, the interest will be
greater and the hook-up will include even more
stations. There are few events, especially at
this time of the year, which attract interest
comparable to a heavyweight championship
fight, so that the dealer who overlooks this
cvent is deliberately closing the door on profits.
With proper exploitation work sets can be sold,
accessories renewed and a great amount of bat-
tery charging business done. Drop a line to
vour customers, telling them to make sure that
their sets are in perfect condition; to prospects,
inviting them to the store to hear the descrip-
tion of the fight. In short, take complete ad-
vantage of the opportunity and make it repay
vour efforts in cold cash. [

Clever Poster Ties Up
Radio With Prizefight

A striking poster was prepared by the North
American Radio Corp.,, well-known New York
distributing house, for distribution to dealers,
hooking up the entertainment value of radio
and radio products in connection with the re-
cent Dempsey-Sharkey boxing match at the
Yankee Stadium in New York. “Hear the fight
right,” was the selling message directly asso-
ciated with the Farrand speaker, Zenith
receiver, Eveready batteries and Cunningham
tubes. David Goldman, executive head of the
company, stated that dealers in the metro-
politan district noticed a distinct reaction in
direct sales due to this piece of sales-promotion
matter.

The Eclipse Music Co., of Paterson, N. J,,
has opened a branch store at 22 Bloomfield
avenue. This concern is one of the most pro-
gressive music houses in that city.
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a New
development

Freshman
EQUAPHASE

An entirely new principle of
stabilization and
these features :

Four tuned circuits 2 S S

Single drive — one control T
Full floating tube shelt - - - -
Drum type illuminated dial — calibrated in

wavelengths -~ +» « +

SOlid Mahogany Cabinet — artistically high- A Freshman development — licensed under patents;
R CA~—General Electric Co.—Westinghouse

lighted 4 L é ¥ t4 o 4 . z Electric € Mig. Co. and American Tel. € Tel. Co.

N LWNR

—_— —_—
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New sensational units by Balkite—

the lead €Y. Including the new Balkite “A” and
Balkite “AB” both without batteries. The lowest
prices in Balkite history. A reputation for quality
built by 2,000,000 units in actual use. A record
of long life and freedom from trouble unequalled
in radio. A huge advertising campaign. Balkite
is the 3rd largest advertiser. And a line so com-
plete it serves every requirement. You don’t need
to gambl_e’__: with your own or your customers’
money. You don’t need to experiment with un-
tried lines. Balkite is enough. Get behind the line

now and share the profit.

FANSTEEL PRODUCTS COMPANY, Inc.
North Chicago, Illinots

Balkite

Radio Power Units




The Talking Machine World, New York, August, 1927

17

| S—

Balkite “AB” Contains no battery. A complete
unit, replacing both “A” and “B” batteries and supplying
“A” and “B” current directly from the light socket. Con-
tains no battery in any form. Operates only while the setis
in use. Turns off and on at the light switch. Two models:
“AB” 6-135,* 135 volts “B” current, $59.50; “AB” 6-180,
180 volts “B” current, $67.50.

Balkite “A” Contains mno battery. The same as Bal-
kite “AB” above, but for the “A” circuit only. Will serve
wherever 6-volt “A” batteries are now in use. Not a battery
and charger but a perfected light socket “A” power supply.
One of the most remarkable developments in the entire
radio field. Price $32.50.

et

Balkite “B” Has the longest life in radio. The ac-

cepted tried and proved light socket “B” power supply.

300,000 units in use show that it lasts longer than any
device in radio. The new “B™135 and “B”-180 include
new improvements making their condenser capacity far
greater than usually found in any commercial “B” power
supply. Three models: “B"-W, 67-90 volts, $22.50; “B"-
135,* 135 volts, $32.50; “B"-180, 180 volts, $39.50. Balkite

now costs no more than the ordinary “B” eliminator.

Balkite Chargers Standard forA"batteries. The
standard charger for radio “A” batteries. Noiseless. Can be
used during reception. Prices drastically reduced. Model
“J,"* rates 2.5 and .5 amperes, for both rapid and trickle
charging, $17.50. Model “N"* Trickle Charger, rate .5 and
8 amperes, $9.50. Model “K” Trickle Charger, the most
popular of all chargers, $7.50.

*Special models for 25-40 cycles.
Prices ave slightly higher West of the Rockies and in Canada.

FANSTEEL PRODUCTS COMPANY, Inc.
| North Chicago, 1llinois

Baﬂ(ite

Radio Power Units
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Tax on Phonograph Sales
Introduced in Georgia

Bill Introduced in Assembly Puts One Per Cent
Tax on Gross Sales of Talking Machines,
Records, Etc.—Being Strongly Opposed

ATLANTA, GA, August 6.—Dealers in phono-
graphs, talking machines and records in Georgia
will have to pay an occupational tax of one per
cent of their gross sales if a measure recently
:ntroduced in the General Assembly is passed
and signed by the Governor.

The measure provides that a tax of one cent
on each one-hundred cents of the sale price of
phonographs, talking machines and records
shall be levied by the State as an occupational
tax. On the first of October each year, the
phonograph dealer must register with the comp-
troller-general, giving his name and business
address and receiving therefor a certificate of
registration.

Then, on the first of each month, the dealer
is required to make a return to the State comp-

The Talking Machine World, New York, August, 1927

troller-general of all sales made and the amount
of the 1 per cent occupational tax, sending to
the State treasurer his remittance in payment of
the tax.

Included in the list of commodities to bear
this occupational tax are candies, soft drinks,
automobiles, tires, automobile accessories,
motorcycles, radios, radio parts, typewriters,
adding machines, perfumes, chewing gums, cos-
metics and electric refrigerating machines—a
truly conglomerate selection! It is estimated
that in this way between $2,000,000 and $2,500,-
000 in revenue can be raised to meet school
and other State requirements.

Needless to say, phonograph dealers are fight-
ing the measure, and it is hoped that it will not
secure enough votes to pass.

Incorporated in Delaware

The Universal Radio-Phonograph & Furni-
ture Co. has been incorporated at Wilmington,
Del., with a capital stock of $250,000 for the
purpose of doing business in radios, phono-
graphs and other specialties.

THE WORLD’S LARGEST PRODUCERS OF DIE-CASTINGS

Doehler Die-Cant
Zinc Alloy Loud
Speaker Housing
157 ihe Radle
Corp. of America.
Selected ufier
comparative tests
wlth other mate-
rials and con.
struction, for
economy, appear.
ance and ronal
qualities.

(91" course Die Castings are not sold as standard commodities
like soap and candy . .. yet Doclhler, and Doehler only, has stand-
ardized certain qualities that permit the acceptance of nothing
less than perfected alloys for the specific die casting require-
ments in hand. ( These qualities are not secret; yet their at-
tainment iu the four Doehler plants has saved countless thou-
sands of dollars to those leadérs in Americau industry, availing
themselves of Doeliler service. ) If you are proud of your prod-
uct! If you are alert for improvements, rcfinements, saving in

productiou costs, we will gladly confer with you without obli-
gation. Your letter hcad will bring a copy of our new booklet.

DOEHLER

DIE-CRSTINGS

DOEHLER DIE-CASTING CO. Brooklyn, N. Y. ~ Totete,0, 5et” 55" Poswtons,Pa.

Plants at

E. H. Schwab Discusses
Practical Radio-Vision

Chairman of Board of Splitdorf Radio Corp.
Points to Commercial Possibilities of Radio-
Vision of the Future #

That radio-vision will be worked out as a
practical commercial proposition within the next
few years is the opinion of E. H. Schwab,
chairman of the board of directors of the Split-
dorf Radio Corp.

“Radio-audition has now reached the point,”
stated Mr. Schwab, “where it is possible to
reproduce with fidelity the spoken word and
music, and even that industry is yet in its in-
fancy. With firms of broad vision coming
strongly into the field at this time, backed by
unquestioned financial resources and placing
the merchandising of radio on a sounder basis,
it may be truthfully said that what we now
know as radio is hitting its stride. That we be-
lieve the auditory side of wireless is in itself
a gigantic undertaking well under way toward
vnheard-of possibilities is revealed by the com-
prehensive plans made by such firms as Split-
dorf.

“And when the other phase of radio, that of
vision, enters the commercial phase, then will
be born another of the world’s great industries
if one wishes to consider the two as separate
entities. As a matter of fact it is quite likely
that the outstanding firms engaged in the one
will take an active and leading part in the
other. Speaking for myself, I state here and
now that my interest will be as keen in the
newer development as it now is in the building
of broadcast receivers for present-day radio
reception.”

New Record Process to
Reproduce Novels for Blind

Capt. Round, of Marconi Co., London, Makes
Announcement of Interest

A cable despatch from London to the New
York Times tells of a new process invented by
Captain Round, of the Marconi Co., whereby
phonograph libraries for the benefit of ¢the blind
have been brought within practical reach. It
is claimed that the process enables a full-length
novel to be recorded on a half-dozen twelve-
inch records. These reading records are capa-
ble of running forty minutes and reproducing
intelligibly five thousand words on each side.
Captain Round is enthusiastic over develop-
ments and believes that with records produced
electrically on the same principle as his, it will
be possible to reproduce an entire symphony
on one side of the record without any break
whatsoever. This may seem fantastic, but this
is an age when it is well to receive everything
new with consideration.

Harold J. Power, Inc.,
Licensed by Radio Corp.

MEeprorp HiLLsipe, Mass., August 5.—Harold J.
Power, Inc., of this city, manufacturer of socket
power units, has announced that it has been
licensed by RCA. In a statement issued by
Harold J. Power, president of the company, he
states that he has always advocated legitimate
co-operation between competitors, and considers
the licensing policy by RCA of great value to
the radio industry and its stabilization.

New Firm Organized

The Watson-Riecker Music Co. has been
organized in Bellingham, Wash., with a capital
stock of $9,000. A. H. Kinney, of Everett, is
president; W. B. Watson, vice-president and
general manager, and H. N. Riecker, secretary
and treasurer.

r——
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THE Viva-ToNAL COLUMBIA—*“[ike life itself”
Model 810, illustrated, $300
Other models $275, $175, $160, $150, $115, $90
(Mabhogany or walnut)

Hallelujah! (from '‘Hit the Deck™)
Vocal — Crescent Trio

Sometimes I'm Happy {from “Hit the Deck )
Vocal Duet— Gladys Rice and Franklyn Baur
No. 998-D 10 in. 75¢
* * *

Dear Eyes That Haunt Me (Vocal Chorus
v Lewis James)

Two Black Crows Part 1
Two Black Crows Pare 2
Moran and Mack
No. 935-D 10 in. 75¢

*
What Does It Matter? Fifty Million Frenchmen Can’t Be Wrong
at Does It Matter! One Sweet Letter from You ik
- Like You (Vocal Chorus by Franklyn Baur)
Put Your Arms Where They Belong Fox Trots with Vocal Choruses by Ted Fox Trots from “The Circus Princess™
Organ Solos, Harold L Rieder Lewis Ted Lewis and His Band The Columbians
10 in. 75¢ No. 988-D 10 in. 75¢ No. 968-D 10 in. 75¢
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COLUMBIA

Sobre Las Olas (Over
the Waves)
Wiener Blur (Vienna Life)
Waltzes—
Jacques Jacobs’s Ensemble

No. 50042-D 121n. $1.25

The Star-Spangled Banner
America (My Country
"Tis of Thee)
Vocals—
Columbia Male Chorus

No. 50041-D 12 in. $1.25

PHONOGRAPH

SATURDAY EVENING POST Aug 20

Columbia Musical Masterworks

Set 48 Beethoven Symphony No. 5,
No. in C Minor, Op. 67

In Eight Parts ( Four Records) with Album—$6.00

GET people to listen just once, that is literally all you have to do!" was the
emphatic remark of a well-known business man (*) who for many months
had listened quite unresponsively to glowing words of praise concerning the
Viva-tonal Columbia, and then, almost by chance, suddenly heard it played.

He sat there amazed by the authority and convincing wholeness of the
music, amazed by the overwhelming sense of a great orchestra in the very
room, and, as he said, even still more amazed that all the verbal descriptions
had failed to give him the glorious truth.

His former point of view may be yours.” It surely is if you have not beard
the Viva-tonal Columbia Records played by the Viva-tonal Columbia! Talk-
ing, writing, even imagining, cannot tell you. You must bear/

One record will do it, o7e. Go to your dealer and ask to hear No. 50042-D
(listed in the margin of this page). For sheer pleasure follow it with some of
the others also listed. You will be thrilled and amazed!

You will find Columbia dealers everywhere —always displaying the music-
notes trademark. For example, here are some of the leading names:

LANDAY BROS., INC,
New York City, New York
LYON & HEALY, INC,
Chicago, Illinois
MARSHALL FIELD & COMPANY,
Chicago, Illinois
BEN PLATT MUSIC COMPANY,
Los Angeles, California
QUARG MUSIC COMPANY,
San Francisco, California
S. HAMILTON COMPANY, JOHN WANAMAKER,
Pittsburgh, Pennsylvania New York City, New York
(Other Leading Dealers Everywhere)

BARKER BROTHERS,
Los Angeles, California
CABLE PIANO COMPANY,
Atlanta, Georgia

DENTON, COTTIER & DANIELS, INC,
Buffalo. New York

L. S. DONALDSON COMPANY, INC,
Minneapolis, Minnesota

JESSE FRENCH AND SONS PIANO CO,
Montgomery, Alabama

skMr. Edward C. Waldvogel,
. Vice-President
in Charge of Sales,
The Yale & Towne
Manufacturing Company

Viva-tonal Records

COMPANY 1819 BROADWAY + NEW YORK

Canada: Columbia Phonograph Company, Ltd., Toronto
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MASTERWORKS SERIES

Set Chopin: Sonata in B
No. 32 Minor, for Pianoforte,
Opus 58.

DANCE SELECTIONS

Ted Lewss and His ‘Band

The Memphis Blues and Beale Street
Blues—Fox Trots

(Unfinished)

Choruses.  No. 103D 101n. 75¢
In Six Parss with Album $4.50

California Ramblers

Vo-Do-Do-De-O Blues and Lazy
Weather—Fox Trots with Vocal Cho-
ruses. No. 1038D 10 in. 75¢

eAl Lentz and His Orchestra
Who Wasthe Lady? and Every Night . S Set 6
1 Bring Her Frankfurter Sandwiches ELEETK“:A.L- ‘ ‘ - No.
-—Fox Trots with Vocal Choruses
No. 1037-D 10 §n. 75¢€

Howard Lanin and
His Orchestra
Gorgeousand'm Just Drifting Along : : bk
—Fox Trots with Vocal Choruses by TED LEWIS AND 'HIS BAND
Scrappy Lambert e . : s
No. 1029-D 10 in. 75¢ 3% d g 1050-D
Ipana Troubadours (s.C Lanin, ' 3 %4‘%"#- iES8aT) - ) e S
Director)y and Fred Rich and ”OG%{ZH“-C%:,-pi‘?«%?\\a‘c’.-“? oo : » YOU'LL WANT TO
His Hotel < Astor Orchestra : T /

HEAR THESE
One O'Clock Baby and She’s Got
“Jt1”—Fox Trots with Vocal Choruses
by Frank Harris Ne. 1036-D 10in.75¢

No. 1050-D 10 in. 75¢ In Six Parts with Album $4.50
Paul Ash and His Orchestra '\ Q&L = 2 0N .
You Don’t Like It— Not Much and -. fo 2 ! i ot Columbia . ge(; 41 ilc(t)m%eninsyg.p&?:({f \\\\\\\
sweetSomeone— FoxTrotswithVocal .o : . ZE hot \\

Set Debussy: Iberia (Images
No. 67 pour orchestre No. 2)

In Five Parts with Album $4.50

Wagner:AIbumNo. 1.
. ) ) Goetterdaemmerung:
,PHV.I:E‘S;-;" 5 Fox ‘Trot Song of the Rhine
. Daughters—Flying
Dutchman Overture —

THE MEMPHIS B-LUES' Tannhaeuser:Bacchanale

(Handy) ° - — Siegfried 1dyll —
Parsifal: Transformation

Scene.
Eight Records with Album $12.00

Moran and Mack

Two Black Crows Part 1, and
Two Black Crows Part 2

No. 935-D 10 in. 75¢

Milton (Charles
Me and My Shadow and
Forgive Me—Pipe Organ
No. 10s6-D 10 in. 75¢

Vernon “Dalbart

Lucky Lindy and
Lindbergh (The Eagle
of the U. S. A.)—Vocals

No. 1000-D 10 in. 75¢

VOCAL SELECTIONS
T he Wbispering “Pianist
(eArt Gillham)

I'm Waiting for Ships That Never
Come In and Pretty Little Thing

No. 1051-D 10 in. 75¢

Ruth Etting

At Sundown (When Love Is Calling
Me Home) and Sing Me a Baby Song

No. 1052-D 10in. 75¢

Lee Morse

Where the Wild, Wild Flowers Grow
and I'd Love to Be in Love

No. 1011-D 10 1. 75¢
Jobnny Marvin, ‘T he Uku-
lele cAce,” and (harles Kaley

Me and My Shadow and My Sunday
Girl-Vocal Solos No. 1020 D 10in. 75¢

Columbia Phonograph Company
1819 Broadway, New York City

__ —il..e

“'AH Trade Marhs Reg.t.5 Pac. O
A

ORE and more dealers everywhere are recognizing that

Columbia’s square-deal policy means profits and prestige
for them. Columbia Viva-tonal Records “made the new way—
electrically-—no scratch” are building customer-preference wher-
ever they are displayed and sold. Ask for details.

Columbia Phonograph Company, 1819 Broadway, New York City

Canada: Columbia Phonograph Company, Ltd., Toronto
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Columbia Broadcasting
System Adds Iowa Station

Latest Acquisition to Broadcasting Chain Regu-
larly Heard Throughout a Large Section of
the Middle Western States

A sixteenth radio station in its network cov-
cring the United States east of the Rocky
Mountains—Station KOIL, of the Mona Motor
Oil Co., Council Bluffs, Ta., has been announced
by the Columbia Broadcasting System.

The station, with a daytime power of 4,000
watts and 2,000 watts at night, is regularly and
reliably heard throughout a large section of the
Middle West, where it has a following built
by an intelligent policy of consistently worth-
while programs.

This additional link gives the Columbia net-
work stations to carry metropolitan programs
into practically every nook and corner of the
United States, with the exception of the ex-
treme Pacific Coast. Work is forging ahead
towards completion of the many details prelimi-
nary to the actual broadcasting of programs,
which will start Sunday, September 4.

Arthur Judson, who is America's outstanding
manager of musical artists and musical events,
is in direct charge of the Columbia Broadcast-
ing System's musical and program activities,
and Major J. Andrew White, veteran announcer
and pioneer radio station builder, is in charge
of the technical activities.

With the naming of the sixteenth station
Columbia announced also details of its affilia-
tions to insure stations in the new network
the pick of foreign as well as American musical
and entertainment talent. b

The unusual combinations of affiliations, par-
ticularly those of Mr. Judson and his powerful
foreign and special representatives, will make
available to American radio audiences for the
first time a rich musical field.

Practically every old-world musical center is
represented in the countries included in the
field, which the Colummbia Broadcasting System
is making available to the millions of radio
listeners omn, this side of the Atlantic.

The machinery for direct negotiation with
artists and celebrities extends to the musical
centers of Germany, Italy, Great Britain, Rus-
sia, Holland, Belgium, France, Spain, Austria,
Hungary, Switzerland, Czechoslovakia, Bul-
garia, Roumania, Australia, New Zealand,
Africa, India and the principal British colonies.

Splitdorf Radio Corp.
Issues Radio Booklet

The Splitdorf Radio Corp., Newark, N. J., has
issued a booklet describing its new radio line.
“Splitdorf strikes a new note in radio” is the
theme. Twelve models of receivers are shown
and two types of speakers. There are four table
models, four floor consoles and four period ultra
designs, “meeting the taste and requirements of
all classes of buyers.” Prices range from $45
to $800. It is interesting to note that one of
the merchandising points incorporated is with
reference to the Splitdorf license association
with RCA, General Electric, Westinghouse and
American Tel. & Tel. Co., assuring dealers of
bulwark protection against serious interruption
of business because of patent litigation. Re-
vealing the facilities back of Splitdorf are pic-
tured the five Splitdorf Bethlehem Electrical
Co. plants, including the new plant of the Split-
dorf Radio Corp.

Introduces New Tube Line

The Sunlight Lamp Co., Newton Falls, O,
manufacturer of radio tubes, for the past several
years, is introducing a new line of radio tubes,
Sunlight Crusaders, which are of special rein-
forced construction.

Sunlight Crusaders an unconditional

carry

guarantee for one year, made possible by the
solid reinforcement standard in all types. The
filament cannot be jarred out of position nor
can it come in contact with the grid and burn
out, it is claimed. Better reception is claimed
as the rigid construction tends to eliminate
microphonic noises.

Sunlight Crusader tubes are made in all types
so that the line is complete.

Freed-Eisemann Introduces
Phonograph Reproducer

A new phonograph reproducer, which is said
to contain a metallic diaphragm made of a
secret composition, is now being produced by
the industrial products divis on of the Freed-
Eisemann Radio Corp., Brooklyn N. Y. Keith
L. Saunders, manager of the Freed-Eisemann
industrial products division, states that the new
sound box has aroused conside. able interest
wherever demonstrated, and a successful busi-
ness throughout the country is anticipated on
the new product.
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Albany Victor Dealers
Get Orthophonic Publicity

Combine Efforts to Bring the Merits of Instru-
ment to Attention of Pleasure Seekers in
Park—Auditorium Orthophonic Concerts

Arsany, N. Y., August 7.—Considerable attention
was attracted to the Victor Orthophonic line
through the efforts of retail dealers in featuring
the product in a most effective manner at Mid-
City D’ark, the local recreation and amusement
center. A committee of seven Victor dealers
of which W. J. Killea was chairman, was re-
sponsible for thousands of people who visited
the park hearing the Orthophonic. The Audi-
torium model supplied many programs for the
c¢ntertainment of the crowds. A special “Victor
Day” started the ball rolling, and the dealers
expect to cash in on the publicity received.
This is a form of co-operative effort and far-
sighted promotion which deserves the highest
praise and its value to the individual dealers
who participated is undeniable.

DEALERS

HERE ARE REASONS WHY
YOU SHOULD SELL

AUTOMATIC

MADE BY PATHE
SELLS ON SIGHT

1
2
3
4
5
6
7
8
9

10

SFRVICE

MOTION PICTURE
CAMERA

AND PROJECTOR

. NATIONALLY ADVERTISED

. 500 REELS IN PATHEX FILM LIBRARY

. FILMS SOLD OUTRIGHT—NOT RENTED

. NEW FILMS RELEASED MONTHLY

. REASONABLE IN PRICE

. SIMPLE TO OPERATE

. EXTREMELY LOW OPERATING COST

. DISTRIBUTORS EVERYWHERE INSURE PROMPT

ACT!
COMPARE!!
INVESTIGATE !!!

THE BEST DEALER PROPOSITION IN
THE AMATEUR MOTION PICTURE FIELD

35 West 45th Street
New York, N. Y.
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AuTtomaTic ELECTROLA
Niumber 10-70

Automatic Electrola—it changes its own records.  An electrically

operated cone-type instrument 1n its highest development. Semi-wall

type cabinet in classical Renaissance style. Cabinet, walnut veneered,

blended antique fnish. Size, 51 1n. high, 40% in. wide, 2454 in.

deep. Fixed top, two doors opening in front. Concealed felt-lined
record discharge drawer in center pilaster.

“HIS MASTER'S VOICE" /
$5, REGU.S.W(‘”E
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with many

WiTHIN a very short time, three new instruments will be
added to the Victor line—three instruments of such supet-
lative performance,such beauty of desi gnand workmanship,
that they are certain to be great favorites with the public.

At the top there will be an instrument “de luxe,” com-
bining in one magnificent cabinet the Electrola, the Radiola,
and the Automatic Victrola. All of these features will be
provided in the most luxurious and advanced form. This
model will be complete in every detail—offering every phase
of reproduced music. It will be known as the g-535.

Another combination instrument of equal quality, but
without the automatic feature, will be offered at a lower
list price. As in the g-55, this instrument will have the
full six-inch cone Electrola, and the powerful eight-tube
Super-Heterodyne Radiola, with easy, positive controls. It
will be known as the g-25.

The third instrument—designated as the 10-70—will
combine the Electrola, as above, with the Automatic. The
cabinet job is one of unusual trimness and beauty,

The new, high-efficiency Speaker Unit now being used
in the latest g-40 instruments (Orthophonic or Electrola
reproduction through the full Orthophonic tone-chamber,
combined with eight-tube Super-Heterodyne Radiola) will
be made available for instruments now in the hands of
the trade.

These new models stand at the very peak of technical
and cabinet design. They will be in heavy demand—right
from the start. Opportunity 1s knocking. Don't let it
pass you by!

VICTOR TALKING MACHINE COMPANY
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.outstanding instruments

additional features

i

Tue AutoMaTic ELECTROLA WITH RADIOLA

Viictor's newest and most complete instrument gives you everything

in reproduced music and entertatnment

CAMDEN,

N EW

ELectroLA RaDioLA

Number 915

Electrola combined with eight-tube Radiola Super-Heterodyne in

their highest development. Six-inch cone with special Victor

acoustic stabilizer. = Cabinet im Italian Renaissance design,

walnut veneered, blended antique finish. Size, 4734 in. high,
4034 in. wide, 1815 in. deep.

Avtomaric ELectroLa Rapiora

Number 9-55

Automatic Electrola—it changes its own records. Electrola
combined with eight-tube Radiola Super-Heterodyne in ctheir
highest development. Six-inch cone with special Victor acoustic
stabilizer. Cabinet in classical Italian Renaissance design,
walnut veneered, blended antique finish. Size, 4924 in. high,

5134 in. wide, 27 in. deep.

JERSEY, U. §. A.



Method of Selling Musical

Instruments Differs Little _
From Radio Sales Promotion

By R. E. Smiley

{The following is an address delivered by the assistant
sales manager of the Atwater Kent Mfg. Co. before the
Western Music Trades Convention in San Francisco last
month.—EDITOR. ]

While I have been asked to address you on
the subject of how to sell radio in a music
store, I must in turn ask your indulgence if 1
seem to digress somewhat in order to arrive
at an answer to the seeming problem that has
been given me.

At first glance my acceptance of this subject
seemned to me presumptuous and it would be if
I were not connected with an organization large
enough to draw, from many sources, informa-
tion relative to any merchandising subject.

The history of radio selling is brief, but re-
plete with color and incident! Hectic, hurried
and unharnessed describe its early history.
Every man who hung out a radio sign five years
ago was considered a radio expert by the people
of his locality.

\Why? Because there were then no nationall
known trade names. Manufacturing conditions
were practically similar to selling conditions.
The manufacturers who forged to the front
were chiefly electrical or automotive manufac-
turers, or both. The race was to the swift.

An Easy Market

In the meantime, the legitimate established
manufacturers were not seeking nor promoting
but were filling a market. They sold to dealers
who, it appeared, could best sell radio. Those
dealers were automotive men, garages, electrical
stores, hardware men and young geniuses and
boy engineers, who opened radio stores. They
also sold to those who were interested in the
get-in and get-out method of operating business
and as one of the gentry aptly put it: “It is
quicker and better than the fake auction
racket.”

Then some nationally known companies be-
gan to merchandise their products. Markets
were analyzed, men with years of merchandis-
ing experience were acquired and plans iwere

made not for the next year's business but for
the business of the next decade.

That is why radio has come into its own, as
its proper place as a music producing instru-
ment and is to-day chiefly sold through musi-
cal channels. I need not here go into the tran-
sition from shoddy radio programs broadcast
by those seeking to fill the air with the din of

R. E. Smiley

their music to the very wonderful programs
such as are broadcast to-day by the nationally
known companies.
Specialty Selling

That is one piece of history. May I now ask
vour indulgence in tracing another commercial
development by means of an illustration?

Following the Civil War 'a certain group of
men in Missouri formed a company to sell sew-
ing machines. It grew! It grew so large and

fered.

“A' and ‘B Socket
POWER UNIT

Complete, ready to operate, lists at

$677.50
East of the
Rockies
FACTORY REPRESENTATIVES

Jn Beston. Netww TYork City.
Philadelphia. Cleveland, (hicago.
Milwaukee, St Louis. Atlanta,
Des Moines, San Francisco. Los

geles, Fort Worth. Toronto,
nad

We are giving the Trade this Fall the most com-
plete Profit Making Proposition we have ever of-

Acme Sales tripled this year—Why not cash in
on this popular line? Put in Acme Power Equip-
ment and grow with us.

Acme Power Units mean real Profits
for you. And they are easy to sell!

1. There will be more Acme advertising in Maga-
zines and Newspapers than ever before.

2. You will be supported by Window Trims —
Folders — Direct Mail Literature and similar
helps, and an attractive trade discount.

Acme Power Equipment is designed by pioneer
engineers in the Radio Field.
universal satisfaction is known by every dealer
now handling them.

Acme Radio Products are sold at popular prices
and are fully guaranteed.

ORDER EARLY-—Send for our new Sales Plan TODAY!

CONSIDER THESE FACTS:

That they give

Sold by Leading Jobbers Everyichere

THE ACME ELECTRIC and MANUFACTURING COMPANY.

1438 Hamilton Avenue

Cleveland, Ohio

e

rapidly that this company had its own factory
to build the sturdy carriages which its sales-
men drove about the countryside while selling
sewing machines.

This might be called the first group of house-
to-house men. They canvassed. Later that
company took on and sold Melodeons—parlor
organs, later pianos and later phonographs and
now radio. Do you see it? The development of
specialty selling that has been repeated the
country over in a minor way and in a major
way.

In that specialty selling there developed dis-
tinctive piano men, who opened piano stores;
who took on violins; who added harps and brass
instruments; who added phonographs; who de-
veloped stores which could better be called
shops; who progressed with the musical art and
established on the great thoroughfares of this
country music salons; establishments unrivaled
anywhere in the world for artistic appointments
and merchandise.

The credit for all of this is invested in you
gentlemmen and your forerunners. I trust I have
not tired you with a history that you may be
familiar with.

Similarity in Methods of Selling

Now I am asked to tell you how to sell radio
in a music store. Gentlemen, you already know
how from the experience vou have inherited
from your musical pioneers—those men who
canvassed the countryside and with the parlor
organ made every “best room” in the Victorian
Era a music room.

Twenty years ago, or more, you men knew
how to sell radio. Even more so now you
know how because vou know how to promote
an art and make that promotion profitable. You
know how to do the world a real service and
vet prosper in doing that service. Don’t sell
radio—that’s how to sell it. Is that a paradox?

Sell Performance

Seemingly so, but I mean do not sell the set
and all that goes to make it up, such as con-
densers, transformers, sockets, tubes, etc., etc.,
but sell what the set will do. Sell broadcast-
ing! Sell music! That’s what you have always
sold. Sell the programs and tell your custom-
ers of the wonderful things that are in the air
that they shouldn’t miss—sell their benefits!
Sell culture and refinement in the home! Sell
what the radio will bring the buyer, music plus

. what? Plus lectures, political programs, Na-

tional events in outdoor and indoor sports and
the hundred and one other things that you all
know about.
Forget Technicalities

The very salesman who can tell you a won-
derful and interesting story regarding a cer-
tain phonograph record or piece of music fre-
quently seems devoid of any intelligence when
it comes to selling radio. Instead of knowing
of some of the things that are on the air and
painting a picture and creating a desire that
would be well nigh irresistible he usually
launches into a dissertation of how many tubes
it has and how far will it reach, and how great
the volume is, until the poor prospects (and
frankly I sympathize with most of them in the
hands of the salesmen) become so confused that
their desire to buy is greatly curtailed, if not
entirely lost. If you go to buy a watch, you
do not ask the jeweler to take that watch
apart, you buy it because you know the name
of the maker and you buy it for eyve value and
performance. Likewise it is unnecessary to
take a radio apart to sell it any more than you

(Continued on page 27)
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They may read before —

but they Jisten afterwards/

Before they buy Radio Tubes Mr. and Mrs. Consumer read
about them. They read about the remarkable qualities of
all radio tubes and get sufficiently excited about one brand
to buy it. Then they stop reading and listen.

If it were as easy to make a good radio tube as it is to write
beautiful copy about it every man would ‘roll his own’ so to
speak. But radio tubes are perhaps the most difficult and
delicate item to manufacture in the whole radio calender.
The only way you can be certain that the tubes you carry
will listen as well as they read is to test them thoroughly
under all conditions of operation. Perryman Radio Tubes
have behind them a tube engineering experience second to
none. We ask you to compare them, too, by listening to

them and not by reading about them.

PERRYMAN ELECTRIC COMPANY, Inc.
33 West 60th Street, New York, N. Y.

LABORATORIES AND PLANT: NORTH BERGEN, N. J.

PERRYMAN RADIO TUBES

A Complete Line of Standard Equipment for every Radio Prpose

23
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Standard
of ( UAL]TY

there is one leader—one product recog-
nized as standard, by which all others
are judged. Tiffany for jewelry. Kodak for
cameras. Uneeda for crackers. You know
what these brilliant names mean in their
respective spheres. And . ... in the field of

reproducers v o v v o 4 v oo

Making talking machines (Ph oni c)

is an industry. Making
them to sell and STAY

SOLD is an art and a ReprOducer

science. Manufacturers
who use AUDAK repro-
ducing equipment are
wisely making sure that
their machines will stand
the test of time—in other

words STAY SOLD. They
are taking no chances!

Recognized as the
Standard in Its Field

Accept No Imitations IT' HAS STOOD THE TEST OF TIME

This tag is attached to every

genuine ULTRA~ MT. DealeT: Build sales and prestige

ALWAYS LOOK FOR IT

on the firm foundation of standard merchandise.
Remember, the manufacturer who offers
AUDAK as standard equipment is giving you
the best—by test!

The AUDAK

565 Fifth Ave.,

Makers of Acoustical and Electrical
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to
Have
and to

" Hold

i

9y, HEN a concern with real technical
£ talent, like the Audak Co., is con-
tinually spending large sums of
- money in pioneering along new lines and
developing new products, it is but reason-
able that it should protect its lawful rights
by all fair means. In justice to ourselves,
the trade and the public, we are taking
every fair measure to protect our United
States Reproducer Patents against in-
fringements.

No. 1637322 is the first patent awarded us
with a series of additional patents pending

COMP ANY

New York

Apparatus for More Than 10 Years

The Audak Company has been

making high grade acousticaland
electrical apparatus for over ten
years. Its output is standard, its
reputation intrenched. It is not
our desire to throttle competition
—if any one can make a better
reproducer without infringing
our rights, more power to him!

What we do insist upon is no
more than you, yourself, would,
were you in our position; that is,
that our rights be respected.
Makers of talking machines, dis-
tributors and dealers should
know that this company intends
to protect its interests—for the
good of the trade itself.

Only Audak Can Offer You
Reproducers Based Upon the
Patented Audak Principles
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Profit Winning Sales Wrinkles

How the Lion Store Music Rooms Maintain Sales Volume During Summer by Canvassing—
Twenty-five and Thirty Portable Sales a Day Is Record of Kansas City Firm—Utilizes Checks
to Get Radio Public'ty—Business Ca-ds That Attract Attention—Other Sales Builders

The Lion Store Music Rooms, Toledo, O.,
are finding that canvassing is effective in keep-
ing busin ss up t> par during the Summer
nmonths. Salesmen are routed to various sec-
tions, «nd there is no overlapping of effort.
When a salesman has completed a call on a
certan prospect he makzs a thorough canvass
within a radius of several blocks before going
to another district. Thus the salesmen-can-
vassers are enabled to make a greater number
of calls daily. Prospects are followed up in a
most aggressive manner by means of direct
mail, telephone and personal calls. The re-
sult has been that sales from this method have
reached a very satisfactory wvolume. Hit or
miss methcds of outside sales promotion do not
pay, as has been discovered by many retailers
who have tried it. Results are so slight com-
pared with overhead that profit is sacrificed.

Portable Drive Pavs
The talking machine department of the Jones
Store, Kansas City, Mo., is disposing of a
tremendous number of portables. The sales
reached the surprising figure of between twenty-
five and thirty per day during the latter part
of June and early July. Featuring these small
instruments at this season is mighty good busi-
ness. It pavs to stage a window display of
portables and to have them prominently placed
throughout the department. Advertise them to
the public by showing them, and the volume of
cash business thus secured will be very much
worth while. Portable sales also mean stimu-
lation of the demand for records.

Using Publicity Matter

The Steadman Music House, of Yonkers, N.
Y., one of the largest and most successful
concerns in the lower section of the State, has
arranged a series of boxes on a vertical rack
Each box is lettered with the name of a manu-
facturer. The boxes contain the various cir-
culars and other publicity matter distributed by
the manufacturers whose products the firm han-
dles. In this way there is no confusion; no
liunting around the store for a particular folder
or circular when it is wanted in a hurry. Di.ect
mail is facilitated because the naterial is at
hand for immediate use. The habit many deal-
ers have of putting the circulars away in a hid-
ing place of their own “so that thev can be

easily found” is a poor one, for the reason that
th> publicity matter is soon forgotten and
finally thrown away. At least every dealer owes
it to himself to make the best possible use of
this valuable and expensive mat.rial

Advertising Stunt

An unusual method of bringing its products
to the favorable attention of the publ c ha: been
cvolved by the Collingwood Radio t'o. «t
Toledo, ©O. This concern, which handles the
R. C. A. line, has printed on its checks the
figure of the little Radiotron man. The point is
that when an individual receives a check in
payment of a bill usually he feels pretty good,
especially if payment is made promptly. Thus
when he sees the R. C. A. publicity on the face
of the check he thinks of the Radiola at a time
when he is least antagonistic. These are the
little touches that round out the general pub-
licity plan of the most progressive types of re-
tail dealers and make their efforts in sales pro-
motion so successful. The little things count
in publicity. No business is being effectively
cperated unless as much attention is given to
apparently small details as to the larger issues.

Profits From Renting

The Waveland Radio Co., of Chicago, Ill., has
built up a profitable business in renting Radiolas
through a rather clever plan of suggestion.
Desk blotters have been placed in the rooms of
many of the North Side hotels. On this blotter
is an attractive advertisement, pointing out that
the firm rents radio sets as well as sells them.
The result has been that many of the people
who stop at the hotels have taken advantage
of the service to have a radio installed in their
rooms during their stay. Several sales have
resulted directly through this rental service,
people who rented the set liking it so well that
they decided to purchase. In effect these rental
deals are merely paid demonstrations. Try it.

Unigue Business Card

Phillips Music Store, of Bethlehem. Pa.. one
of the most successful dealers in talking ma-
chines and other musical products in this sec-
tion of the State, has a business card that is
cut of the ordinary. The face of the card con-
tains the name of the store, the name of the
representative as well as a list of the products

handled. On the back of the card, however, is
a photographic reproduction of the store front,
showing the window in which are attractive
displays, enabling the customer to visualize the
various musical products handled. A business
card, especially one passed out by a canvasser
or salesman, i; cast aside or forgotten unless
there is something unusual or impressive about
it. A metropolitan talking machine chain store
organization, which has a large force of can-
vassers in the field, realizing th's, had cards
printed in the form of a small folder. The face
contains the name of the reprcsentative as well
as the firm name and lines handled. On the
inside of the card appear the addresses of the
various establishments operated by the organ-
ization.
Svstem in Retailing
This is the age of system in the retail talk-
ing machine store as well as in the factory or
wholesale house. Glidden Baldwin, a dealer of
Danville, 111, has so systematized his business
that he knows the exact state of affairs in all
departments instantly. He sets a quota for
sales for a determined period based on past
performances and the outlook. He keeps a
monthly record of sales, cost of merchandise
and itemized expenses, and he bases operating
and sales promotional expense according to the
sales estimate. He has a key sheet on which
each part of his plan is entered in its proper
place. Each month he compares sales and ex-
penses with the estimate. If there is a marked
difference he searches to determine the cause
and plans accordingly. ‘“Once a month this
plan enables me to review the business in a
businesslike manner. It determines the actual
degree of profit or of loss. It leaves nothing to
the imagination,” says Mr. Glidden.

Co-operative Record Drive
Talking machine dealer associations and
groups of dealers in those sections where a
trade association is lacking should be inter-
ested in the co-operative campaign which the
talking machine dealers of Seattle started last
month to bring electrically recorded records to
the public’s attention. These dealers, realizing
that the great majority of the people are not
familiar with the improvements made in re-
cording and reproducing music, launched a
campaign of public and private demonstrations,
adopting as their slogan “Modern Music—the
Electric Way.” All the music dealers are
keeping open house for a month and are offer-
ing to install any type of instrument desired in
a home for a two-day demonstration. Persons
planning parties or dances are being urged to
take advantage of the offer to provide entertain-
ment for their guests.

|
i

STYLE 21
Genuine  Mahog-
any or Walnut
only.

STYLE 21-B
Same with both
top panels hinged

to  accommodate
Radio Panel.

household unit.

STYLE 1

Gum Mahogany
Golden or Fumed
Osk.

These illustrations show several
of the many late models of
our line, which have been re-
designed, right up to the min-
ute, with especial reference to
the Radio-Phonograph Combina-
tion, destined to be the standard

Phonographs and
Radio Cabinets

STYLE 85—RADIO CONSOLE
Accepts Panels Up to 8x26 Inches.

Excel Phonograph Manufacturing Company

402-414 West Erie St., Chicago, Illinois

These instruments are produced
in all the popular finishes and
styles, including Uprights, Con-
soles and Wall Cabinets, and
our facilities enable us to make
prompt deliveries and most at-
tractive trade prices.
and price list mailed on request.

STYLE 17

Genuine Mahog-
any or Walnut

Phonograph only

Catalog

STYLE 2

Gum Mahogany.
Golden or Fumed
Oak.
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Tone Comes First

presents no sales resistance

because of its pleasing ap-
pearance. It will sell itself to
your customer, because
of its handsome finish—
but to stay sold requires
tone quality, and in this
we have succeeded ad-
mirably.

@H][S newest YAL-PHONIC
)

That deep, full, phonic
tone is all embodied in the 1m-

alone does it sell easily—but it
stays sold !

Every VAL-PHONIC is subject
to rigid test before it is released
for market. Nothing is
left to chance. Each and
every part entering into
its makeup is gauged
from a set “master® and
must tally with it. Since
the introduction of the

improved VAL-PHONIC,

we havereceived less than one re-

proved VAL-PHONIC—and not turn in a thousand for any cause.
There must be a reason for this

REG.U.S PAT. O Fr,

7350 MARKET STREET
PHILADELPHIA, US.A,.
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— “the line with

Phonograph Umt
Model AR35

New List Price
$12.00

Bi-polar type unit—ad-
justable. Handsome bake-
lite case. Threaded rub-
ber connector for tone-
arm,

UANTITY

Q production
enables us to make
the list price so low
this scason. At this
price dealers will
tind this model to
be a rcal sales
sweetener.
The same quality,
material, workman-
ship and design
goes mto this pho-
nograph unit as into
all Amplion models
—the qualities that
have made Am-
plion the standard
of the world in ra-
dio reproducers.

Amplion Dragon

AR19
List $42.50

Beautiful makogany pan-
elled bell. 204" high,
1414”7 ciameter.  Crystal-
line enameled. Bi-polar
type unit—adjustable,

HE model

that made
Amplion  famous.
Keen radio fans,
especially, buy and
use this model 1n
all parts of the
globe. it 1s also
widely used i ra-
dio laboratories for
testing and com-
parisons. lts unique
construction design
and graceful lines
has made 1t fa-
nuliar and quickly
recognized by the
radio public every-
where.

taining

Amplion Patrician

AA1S8
List $50.00

Handsome, hand-carved mahog-
any cabinet, 18"x12°x9", con-
long air-coiumn aith
famous AImplion unit.

SOFT mellow
diffusion o f
tone non - direc-
tional—has made
the Amplion Patri-
cian popular with
the music connois-
seur. The long air
column which 1s as-
sembled with an
Amplion unit m a
handsome hand-
carved mahogany
cabinet gives a clear
cut reproduction,
covering all fre-
quencies.
A good selling num-
ber.

Lion Model
AC21

List $25.00
14" Cone mounted on an 18"
sound board. Height, including
handsome bronze base, 20V:".
New balanced armature unit,
straight bar magnets of the
finest grade English Tungsten
steel.
This model can be supplied
awith cord for hanging on awail.
Amplion Mural Model AC24.
List 325.00

t1IS handsome

open cone
model 1s the latest
addition to the Am-
plion line.
[t meets the de-
mand for Amplion
quality at an ex
tremely moderate
pricee. Sturdily
built, beautifully
designed and un-
usually natural 1n
tone. A quick seller
— arouses enthusi-
asm from every-
body who sees and
hears 1t.
Biggest value on
the market.

AMPLION

Four great weekly maga:zines with a combined circulation of 6,392,895.
?§ This new series of Amplion advertisements will -be the most strikingly
q

the highest power selling media—and personal sales assistance, make:fj

Full pages in monthly magazines and a high pressure newspaper advertisin:

The artistic beauty of the entire Amplion line, its wide price range—'

Order through I

|

|
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| least resistance’’—

Colonial Cone
AC12

List $35.00

Handsome tszo-tone mahog-
any cabinet 14"x14"x9", nex:
balanced armature unit zwith
straight bar magnets of finest
English Tungsten steel.

HE world-

wide accep-
tance of this fine
cabinet cone has
justified us in In-
cluding it agam in
our 1927-28 lne.
Fine cabinet work.
graceful and sym-
metrical in design
and with Amplion
tone quality.

Its popularity both
with the trade and
the consumer will
help vour sales vol-
ume,

ADVERTISING

“-ampaign to focus this national advertising effort on the local dealers.
oeautiful and artistic advertisements in the entire radio field.

‘novelty of design—Amplion prestige and quality—national advertising in

Amplion Shield
AC27
List $67.50

Nexww process embossed «wal-
nut panelling, attractively
curved, combining grille-
front and back. Height 22".
16%4” Cone. Nexv balanced
armature unit <ith straight
bar magners of finest Eng-
lish Tungsten steel.

HE Shield is an-

other new model
this vear. Hasa
strong appeal to the
arustic minded cus-
tomer. A handsome
ornamenc 1l any room
—with true Amplion
quality of reproduc-
tion. Has fine display
and attention-attract-
ng values.

An excellent model
tfor sales demonstra-
tion.

‘Amplion truly “the line with least resistance.”

your jobber

Amplion Fireside
AC30
List $97.50

Height 36V4". New balanced
armature unit awith straight
bar magnets of finest Eng-
lish Tungsten steel. New
process embossed wwalnut pan-
elling, attractively curved,
combining grille-front and
back. 16V:" Cone. 20 f1.
Cord.

HE Fireside
is the leader
of the trio of new
Amplion models.
An all-year-round
seller. Has a dis-
tinct appeal to
people who use
their radio so much
in summer. s eas-
ily portable — and
with its long cord
—can be piaced
anvwhere 1n the
room or on the
porch. Like the
Shield. it is a fine
displav piece—
really beautiful.

Amplion Grand
ACI3

List $145.00

IWalnut cabinet xoith fine piano fin-
ish, 34'x33"x18". New balanced
armature unit with straight bar
Cobalt steel magnets. This steel
has the highest magnetic flux den-
sity of any metai. Combination
cone and sound board. 20 ft. Cord.

’ I ‘HE Amplion Grand
is

undoubtedly one
of the finest radio repro-
ducers in the world. This
magnificent instrument uti-
lizes the best principles of
sound reproduction. For a
demonstration number 1t
has no equal on the mar-
ket. Set manufacturers
themselves use the Am-
plion Grand for demon-
stration purposes for they
know that 1t brings out the
very best that their set
produces
This tribute to the Grand
speaks volumes and is one
of the greatest selling
points ot this model.

AMPLION CORPORATION of AMERICA

531-535 West 37th Street, New York
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PAL Phonopact

117, in. wide, 12 in. long
3 in.deep, weighs 73/ 1bs.
Carries 6 records!

&b

Overnight it has
become a tremendous
seller!

An over-night sensation because it is the last
word in a modern phonograph! Itis so small
you can carry it under your arm; it will actually
fit into a small traveling bag. But, notwith-
standing this compactness, its tone quality and
volume is equal to that of the standard size
portable phonographs.

Ultra smart in design and finish—built for a
life-time of use—and finished in a manner

which makes it plain that it is a quality instru-
ment. Supplied in blue, red, gray, black and
brown Fabrikoid.

Repeat sales come quickly. Distributors and
dealers throughout the country have already
re-ordered many times their original anticipated
quantities since the introduction of this phe-
nomenal product. Order today!

PLAZA MUSIC COMPANY, 10 West 20th St., NEW YORK
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Selling Musical Instru-
ments and Radio

(Continned from page 22)

need dissect a piano movement or a talking
machine motor.

Create desire by the same method you have
always used—"“The Lure of Music”—its value
in the home. You have always known how to
sell radios and your accepted methods sell it
best. If you music men will just look back
through your book of experience you will find
there the answers to all of the radio problems
that you believe to exist to-day. You found
that by concentrating on fewer lines or items
it became more profitable. Why not apply this
to your radio problem? You found that the
nationally known extensively advertised mer-
chandise was your safest investment in the
music field, why not therefore follow your ex-
perience along these lines in the radio field?
You found that certain lines gave you much
better and quicker turnover and this holds
true even more so in the radio field. You
found that if you handled everything the public
asked for your store soon became cluttered
with so many different items that profit was al-
most impossible. The same thing is happening
every'day in the radio field, and so on down
through the entire radio industry we find the
successful radio dealer paralleling in almost
every instance the experience of the successful
music dealer.

It is all very simple because you men have
worked it out for yourselves. The key to radio
selling as it applies to you music men is
ADEPT, ADAPT and ADOPT. Follow these
three from what you already have in selling
knowledge and the radio business is yours for
the taking.

Summertime is the season when portable
phonographs should be featured.

Ethel Waters, Columbia
Artist, Opens New Show

Famous Race Artist, Whose Records Are Na-

tionally Popular, Appearing in “Africana,”
a New Colored Musical Revue

One of the foremost race artists of the day,
Ethel Waters, exclusive Columbia artist, opened
a new show, “Africana,” at Daly’s Sixty-third
Street Theatre, New York City, on Monday
evening, July 11. This show, billed as a colored

Ethel Waters
musical revue, is a worthy successor to the
great colored revues of the past few years, and
gives every promise of a long run.

The third annual Radio Show of the Roches-
ter Radio Trades, Inc., will be held in Conven-
tion Hall, Rochester, N. Y. from September
19 to 24, 1927, instead of from September 26
to October 1, 1927, as previously announced.
A very fine musical program has been arranged
in connection with the exhibits.

2

Electric Supply Co. to
Distribute Pathex Line

Firm Has Headquarters in San Francisco and
Oakland—To Cover Northern California and
Nevada Territory—Well Known Firm

The appointment of the Electric Supply Co.,,
with offices and salesrooms in Qakland and San
Francisco, as distributor in no.thern California
and Nevada has been announccd by Pathex,
Inc., New York, manufacturer of the Pathex
motion picture camera and projector. The Elec
tric Supply Co., of which E. N. Watkins is
president and general manager, has been identi-
fied with the radio and electric appliance busi-
ness on the Pacific Coast for many years, and
is regarded as one of the leading distributors
of radio products in the territory,

Radio Scientists of World
to Meet in Washington

Radio scientists from the leading countries of
the world will gather in Washingtén, D. C. in
October upon the occasion of the regular meet-
ing of the International Union of Scientific
Radio Telegraphy.

This meeting is significant because the presi-
dents of the various working commissions will
render their reports, these relating to studies
of the big problems of radio. The four com-
missions will treat of the following subjects re-
spectively: Instruments and standards, trans-
mission phenomena, static and radio coopera-
tion. Officers for the succeeding three years
will be selected at the Washington meeting.

Preliminary to this world-wide gathering of
eminent scientists the American section of the
Int. Union of Scientific Radio Telegraphers will
meet in Washington in April. Dr. L. W. Austjn,
is chairman of the American section.

Because of its scientific construc-
tion and because all of the most
advanced principles of sound re-
production are embodied in its
construction, the Jewel No. 33
will reproduce the selection near-
est to the way it was originally
recorded by the artists.

No jangling—no distortion—no
tin-canny noise—nothing but per-

510 N. DEARBORN ST.

The Peer of All Reproducers

THE JEWEL No. 33

Price, Nickel $7.50—Gold $8.50 Jobbers and Dealers write for discounts

JEWEL PHONOPARTS CO.

fect harmony from the rumble of
the kettle drums to the high
tremulous silver tones of the vio-
lin and flute. Each instrument
distinctly heard, yet all combined
in one glorious harmonious whole.

The combination of the Jewel No.
33 Reproducer and the Jewel In-
strument taper brass tone arm is
the “last word” in equipment for
tone reproduction.

CHICAGO, ILL.




A Talking Machine Record

Buyer Discusses Dalesmanship of Records

Lack of Adequate Non-Technical Information Regarding the New

Recordings Is

The problem of increasing the sales of phono-
graph records is paramount among the many
problems confronting the music dealer, as such
sales represent one of his principal sources of
income, and bring into the store a class of
trade from which prospective buyers of phono-
graphs and other musical instruments are
drawn. The phases of record sales governed
by the popularity of artists and songs of the
day have been given a great deal of thought,
in the past, and judging from my own personal
experience as one not connected with the music
trades in any way, and as a buyer of records for
my own use, most of the effort put forth by
the average record sales person is to sell a cer-
tain artist, or a particular song or instrumental
number on the basis of the popularity of the
artist or number; not on any other point. To
be sure, the phonograph salesman usually has
a good line of talking points based on the im-
provements in recording and manufacturing of
the records, and while demonstrating the
machine to the prospect, he shows his apprecia-
tion of the great change which has taken place
in the records themselves by the arguments
he presents in their favor; associating these
arguments, of course, with those relating to the
phonograph itself.

Lack of Understanding

In my opinion, however, there is a great lack
of understanding of the new order of things
among those selling records exclusively, or
among those who sell records from time to time
along with other duties. This is natural as the
amount of non-technical information which has
been available on the new system of recording
used by the principal group of manufacturers
is conspicuous by its absence, and such infor-
mation as has been published in the proceedings
of the various Engineering Socicties has been
so technical as to be understood by only a lim-
ited class of readers, nonc of whom are phono-
graph record dealers, I am sure.

I was the proud possessor of a phonograph,
1920 model, and the history of this machine,

a Serious Drawback to Efficient Sales Presentation

By Gerald M. Best

based on its use, shows a falling off in the
number of times it was played during the years
1922 to 1925, to such an extent that commencing
from the time when the first high quality radio
broadcasting station came on the air, the ma-
chine could be classed as out of commission
entirely. I ceased buying records of popular
numbers, since I could hear them over the radio,
with what I considered better tone quality or
reproduction, and my record buying was con-
fined exclusively to grand opera, or symphony
orchestra music. Towards the end of 1925, I had
ceased to buy even these, since at that time 1
had acquired a new loud speaker which put my
phonograph at such a disadvantage that I could
no longer enjoy listening to it.
New Records Stimulate Interest

Then came the new records, and it was not
long before the newspaper advertising, and the
reports of friends caused me to visit my dealer,
to hear some of the new records played on
a new style machine. The improvement in the
records was so tremendous that I bought a
number of them on the spot, and rushed home
to try them on my old machine. Of course, it
is needless to say that I was disappointed at
the result, even though a considerable improve-
ment was noted, and it was not until I had ac-
quired a new machine, capable of reproducing
what was on the records, that I could say that
my phonograph was as good as my radio. So
much for the reason why a radio man is talking
to you about how to sell phonograph records.

To return to that subject, it is well to give the
scientist’s definition of perfect phonograph re-
production. It may be stated as “perfect”
when the reproduced sound or groups of sounds,
reaching the ears of the listener have the same
relative volume and quality as the sound reach-
ing the ears of an imaginary listener to the
original sounds would have had. Since it is not
possible to accomplish this effect perfectly, we
have to content ourselves with as near perfect

1. Every trouble

radio products.

For servicing battery
and battery eliminator
operated sets. Three
voltage ranges—
200/80/8
and a 20 milliampere
range. 1000 ohms per
volt resistance — re-
quiring only one mil-
liampere for full scale
deflection. A complete
check-up can be made

and distrust.

stimulator.

This Radio Set Tester

LOCATES

D. C. operated radio set.
2. New customers for your

HIS Model 519 Radio Set Tester is much more than a

mere instrument. It is the most convincing sales and
prestige builder the radio dealer can employ. Sells tubes, bat-
teries and supplies by quickly and accurately indicating required
Model 519 replacements. Inspires customer confidence and identifies your
store with dependable service and merchandise. Slow-working
and Inaccurate testing ‘“‘contraptions’ only provoke impatience

Ask for demonstration of the incomparable
Weston-Built Model 519 Radio Set Tester. 1t is a great trade

Weston Electrical Instrument Corporation

in few minutes
while set is in actual 196 Weston Avenue
operation.

TANDARD.THEWARLD.AVER

INCREASES

3. Number of service calls
per day.

4. Your profits.

5. Customer confidence.

with any

Newark, N. J.

Pioneers since 1888

reproduction as is possible with the equip-
ment now available. To obtain perfect repro-
duction, we would require what is termed
“two ears,” which means that to get the true
sense of direction of the various instruments in
the orchestra, we would need two sources of
sound at the receiving end, and two phono-
graph records, recorded simultaneously. Not
having this method, the next best solution is to
take advantage of the acoustic properties of the
room in which the selection is recorded, and so
design the room that the selections as recorded
have a certain amount of reverberation or echo
to give the roundness or fullness of tone re-
quired at the receiving end, to make the illusion
that the instruments are in the same room with
the listener as perfect as possible.
Improvements All Along the Line

I have touched on only a very small part of
the improvement which has been obtained in
the new records. We have improved reproduc-
ers, improved horns, electric systems of vepro-
ducing somewhat like the recording system only
with everything reversed, and improved basic
material from which the records are made. Of

the latter, the most noticeable result is the ab-

sence of needle scratch, some of which was
also due to deficiencies in the recording ap-
paratus, but mostly in the friction between the
needle and the record itself while it was being
played. All of these go to make the record
what it is today, and provide the greatest sell-
ing point which could possibly be wished for;
to sell the records for the fine musical quality
and perfection which they contain, and not the
reputation of the artist or orchestra rendering
the selection. It is no longer necessary to
rely on some famous orchestra, particularly for
the popular numbers, to sell records; it is not
absolutely necessary to stress the popularity of
some well advertised and catchy song; sell the
records on the basis of the fine reproduction
of each instrument in the orchestra, the perfect
balance of the whole, the number in which the
tuba or bass viol rounds out the rest of the in-
struments. I think I can safely say that the
music lover of today, who has come to realize
the great change that has taken place, does
not care in the slightest whether the piece is
played by the most famous orchestra in the
country, or one of whom he has never heard,
just so long as the piece he hears tickles his
bump of music appreciation to the right degree.
The same applies to the specialty records, such
as the pipe organ, which is coming into a popu-
larity never known before the advent of the new
records.

[Interesting talk made before the \Western Music Trades
Convention in San Francisco last month by technical ex-
pert of the Radio Magazine.—ED1TOR.]

Van Veen & Co. Installing
Amplion Executive Offices

Van Veen & Co,, Inc., New York City, makers
of Van Veen sound-proof demonstration rooms
and talking machine wareroom equipment, have
been awarded the contract to install the execu-
tive offices in the new headquarters of the
Amplion Corp. of America, 531 West Thirty-
seventh street. Ieon Tobias, secretary of Van
Veen & Co., reports that the work will consist
of three large offices and one large room. The
color scheme of the entire job is mahogany
and buff. Mr. Tobias predicts that the work
when completed will provide the Amplion Corp.
with one of the most attractive executive and
general offices in this city.
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RADIO IS BETTER WITH BATTERY POWER

Evercady Layerbilt
“B"” Battery No.
Heavy-
Duty battery that
should be specified
A for all loud-spcaker

486, the

sets

L~

The Laverbilt patented
construct.on
Each layer 1 an elec-
trical cell, making au
tomatic contact with its
ncighbors, and filling all
avalable space inuside
che batiery cuse

revealed.

Here is batlery power in its most economical form

BATTERY Power has many advan-
tages possessed by no other source
of electricity. Batteries give pure
DC, Direct Current, steady, quiet,
noiseless, uniform, taking nothing
from and adding nothing to radio
reception.

B-power supply from batteries is
reliable, for it is independent of
all outside occurrences. No line
troubles or blown-out fuses can stop
your customers’ radio reception if
they use batteries. After months of
perfect service, batteries give warn-
ing in plenty of time when new ones

are needed. Your customers need
never miss a single concert from a
battery-run receiver.

The reason that the Eveready
Layerbilt has to be replaced so sel-
dom lies in its construction. No
other battery is like it. See the
illustration above. It is built in
layers of current-producing mate-
rials. This system packs more active
materials in a given space, and
makes those materials produce more
electricity.

In laboratory tests and in actual
home use during the last two years

the Eveready Layerbilt “B” Battery
No. 486 has proved itself to be
the longest-lasting and therefore
most economical Eveready “B” Bat-
tery ever built. Because it is the
longest-lasting it is also the most
convenient.

For greatest economy, satisfaction
and reliability in radio, sell the
Eveready Layerbilt No. 486. Order
from your jobber.

NATIONAL CARBON

New York IEE

Chicago

CO.,

San Francisco

Ixc

Atlanta Kansas City

Unit of Union Carbide and Carbon Corporation
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[Epitor’s Notr—This is the seventieth of a series of
articles by William Braid \White devoted to the various
interesting opportunities which prevail in the domain of
education for the retailer of talking machines. The subject
is one of great interest and we commend these articles to
the consideration of all who are devoting attention to the
featuring and developing of the musical possibilities of
the talking machine.}

Franz Peter Schubert_

Franz Peter Schubert, the hundredth anni-
versary of whose untimely death will be ob-
<erved next vear, was one of those astonish-
ing personalities which come into the world at
long intervals, thinking, acting and living in
realms totally unknown to the generality of
men. This voung man, who died at the age
of thirty-one, possessed that strange and mys-
terious ability to think in terms of music, to
use music as a kind of mental language, ac-
tually more familiar to him than words are to
the ordinary man, that ability which all great
composers have had in great quantity, of course,
but which no one has ever had just as he had it.
Schubert in fact exceeded all other men who
have lived before or since his time, of whom
anything is known at least, in the ability to turn
out a steady stream of beautiful, original and
captivating melodies. Given the appropriate
mood, he could write one lovely song after an-
other, using any scrap of paper that came 10
hand. And all his work bears the unmistakable
stamp of this spontaneity, of which he
possessed a greater stock than any of his pred-
ecessors, contemporaries or Successors.

Centennial

The phonograph world cannot help being in-
terested next year in the Schubert Centennial,
because records of his songs, string quartets,
trios, quintets and symphonies are among the
best sellers. Moreover the remarkable an-
nouncement made by the Columbia Phonograph
Co. of a prize contest, world-wide in its scope,
for the best third and fourth movements to
Schubert’s Unfinished Symphony has stirred up
a great deal of discussion, which will now cer-
tainly continue until the issues shall have been
decided. Some words about the man and his
contributions to music are therefore very much
in order at this time, if only as a preliminary to
the events of 1928.

In point of fact very little indeed is known of

B - = o
b s
Hermann Thorens
Ste. Croix, Switzerland

b

e Manufacturer of Europe’s Most

Celebrated Phonograph Motors

Great selection, [
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playing up to ten
records.
il  Superior quality
at moderate prices
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Schubert’s private life. He was born in 1797
of poor sparents, was sent to a school main-
ltained for choir boys of the cathedral of Vienna,
was tnrned out from it when his voice broke
and thereafter shifted for himself. He played
the piano, he composed and he taught. His
music gradually came more or less into de-
mand, especially among those who liked his
songs, so that before his death he was acquir-
ing a certain reputation among the musical con
noisseurs of the most musical city of the world.
The great Beethoven, however, overshadowed
his fame, as was natural enough, and he re-
mained to the end of his davs poor and ob-
scure.
The Child Man

Schubert had some good friends, like the
Vogel family, and was favorably noticed by
Beethoven himself. His ways, however, like
those of most men who live in a dream world
of their own, were singularly simple and unbusi-
ness-like. Much legend has become attached to
his name and many stories are told, most of
them no doubt apocryphal, in illustration of
his utter simplicity and unworldliness. The
most famous was long later told by Robert
Franz and is perhaps true enough. It appears
that Schubert and his friend Franz were
anxijous to go and spend a day in the country,
but when the time came both of them were
flat broke. So Schubert rummaged around for
come time and dug up some sheets of music
paper which he asked Franz to take around to
a certain publisher who had already taken some
of his songs. Schubert thought he could get a
little money for these sheets on which. in fact,
he had written in music some of his previous
thoughts. But he refused to go himself, saying
that he had been turned down so often that he
no longer had the nerve. So Franz went
around, showed the publisher. the music and
was treated very grufly. In effect the pub-
lisher said that “that fellow Schubert’s” stuff
was not selling and that he would not pav a
ducat for a hundred more of his songs. Franz,
however, stood his ground and the publisher,
to get rid of him, at last threw him a ducat
and said, “take it or leave it,” picked up the
songs and disappsared into his sanctum. Franz
went back to Schubert half afraid to show him
how little good he had done by his morning's
work, but to his astonishment his friend was
delighted at the outcome. So the two started
off with a whole ducat between them, happy
as kings. When lunch time came they stopped
in a little wayside inn, had sausage and bread
with red wine and sat there talking for some
time. After a time Schubert called for some
paper and a pencil, ruled lines and began to
write down some more songs which had oc-
curred to him on the way. Among these,
savs Franz, was the famous “Hark! Hark the
Lark.” And it is said that the greedy publisher
did bring out his cheaply gotten prizes and
among them were some of the loveliest of
Schubert’s songs.

This extraordinary little man, dark, near-
sighted, short, bespecfacled, insignificant, com-

TEST IT.

OUR VICTOR
Record. Service

has a reputation for efficiency.
Suppose you try it.

E. F. DROOP & SONS CO.

1300 G. STREET, WASHINGTON. D.C.
204-6-8-10 CLAY STREET, BALTIMORE, MD

posed altogether more than six hundred songs,
a whole set of string trios, quartets and quin-
tets, and nine symphonies of which three, at
any rate, are well known and frequently per-
formed. One of them, the so-called Unfinished
Symphony, is probably the best known work
in its form ever composed by anybody. The
iight opera “Blossom Time,” dealing fancifully
with Schubert's life, contains many lovely bits
from his songs and other compositions, and its
best remembered excerpt is a modified (and
spoiled) version of the second theme from the
first movement of the Unfinished Symphony.
Hardly any of Schubert’s work, however, was
known beyond a verv limited audience during
his lifetime, nor did it obtain an introduction
to the music-loving public of the outside world
until some years after his death, when Men-
delssohn, then at the height of his fame and
in search of novelties for the famous Gewand-
haus Orchestra of Leipsic which he then con-
ducted, obtained permission to make a search
through the trunk in which were stored the
dead composer’s remaining manuscripts. In
this way the famous Unfinished Symphony, the
iast great Symphony in C major and other
works were brought to light.
Melody

Schubert’s music, if it has any weaknesses,
suffers from an embarrassment of riches. Mel-
ody flowed from his brain so spontaneously
that he often found himself unable to organize
and mould into compact form his materials. His,
larger works, like the Symphonies, show
plainly that often Schubert had more music
flowing from his spirit than he knew how to
handle effectively. These works are often
somewhat incoherent, with too much richness
of material and too little concentrated effort to
finish and turn it into a perfected piece of
workmanship. His songs on the other hand
are usually flawless gems. “Hark! Hark the
Lark,” “Death and the Maiden,” “The Wan-
derer,” “The Erl-King,” “Who is Sylvia,” “The
Miller's Daughter,” “The Serenade” and “Mar-
gatet at the Spinning Wheel,” one could length-
en the list almost indefinitely. All are lovely,
some gems of the first water. All have been
sung for a century and are as much beloved as
ever. Nearly all of them have been recorded
for the phonograph, some of them indeed many
times by many singers of all tvpes and ranges
of voice.

Recordings

The string quartets, trios and quintets are
marvelous things too. The new Victor electric
recording of the Trio op 99 in B flat is prob-
ably the finest piece of recorded work done
vet. The violin is played by Jacques Thibaud,
the piano by Alfred Cortot and the ’'cello by
Pablo Casals. \What a trio of stars! Then the
Columbia recording of the so-called “Death and
the Maiden"” quartet, done by the London String
Quartet, is another splendid example of elee-
trical recording. The famous “Forellen” quin-
tet is another fine Columbia recording too.

Of course the Unfinished Symphony has been
done over and over again. Some history and
analvsis of it will no doubt be interesting, but
I think it would be best to leave that for a
later month. Meanwhile Schubert’s centenary
draws near. Let us get ready for it.

Tell the merits of the line you handle by ar-
ranging eve-arresting window displays.
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F. W. MATTHEWS & Zrospest Sirst




The Talking Machine World, New York, Jugust, 1927

31

PIANO SPEAKER

EASILY INSTALLED WITHOUT DANGER TO ANY PIANO

Makes a Radio
Speaker out of
any piano

*'10

THE most complete line—
the fastest selling line—the

newest ideas—your customers’

satisfaction guaranteed — Utah
sets the pace.

UTAH
Screen Speaker

An entirely new and really decora-
tive speaker idea. A screen adap-
table to many uses. Made of five-
ply walnut. The finest cabinet
construction with bowed front. 10-
foot air column. 40” high by 28"
wide by 12”7 deep.

UTAH
No. 30 Cone

Carved with peacock
grille design. Natural
fimish walnut.  Size—
Height, 18". Weight—
15 lbs.

UTAH RADIO PRODUCTS CO. 1615 5. Michigan Ave., Chicago
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Outdoor Sports and Other Entertainment
Featured Outing of Berg A.T. & S. Co.

Employes of the Manufacturer of Artone Talking Machines Spend Enjoyable Picnic in Pleas-
antdale, N. J.—Guests Included Many Prominent Men of the Trade—Dancing Ended Day

The Berg A. T. & 8. Co., prominent in talk-
ing machine circles as the manufacturer of Ar-
tone talking machines and portables, held its an-
rnual outing for its employes and their families
on Saturday, July 16.

Five palatial busses of the interstate trans-

sion in a remarkably efficient manner through-
out the mazes of New York City traffic so that
the trip from the factory in Long Island City
to the electric ferries at West Twenty-third
street was made in about twenty minutes.
Noisemaking devices and banners on each car

admirable host and personally saw to it that
every member of his party felt at home and
enjoyed himself or herself. Shortly after the
arrival at Pleasantdale an elaborate course din-
ner was served in the dining room of the hotel,
after which outdoor pastimes were again en-
joyed until the return to Long lsland City in
the early part of the evening. In the ballroom
of the hotel an Artone talking machine, which
very efficiently took the place of an orchestra
for dancing, was installed.

The day also marked the birthday of I. Gittel-
son, secretary of the company. Somebody
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Employes of the Berg A. T. & S. Co. and Their Families Enjoying Annual

portation type were necessary to transport the
picnickers, as well as several private cars. The
arrangement committee, under the direction of
Ed. Manning, treasurer of the company, led the
procession in the cars of L. Baxter, of the Bax-
ter Mfg. Co., and Lawrence Ottinger, of the
U. S. Plvywood Co., Inc. In the officials’ car
was Joseph Berg, president of the company,
Z. M. Katz and other members of the official
family. A motorcycle escort led the proces-

told the throngs on the sidewalks en route what
it was all about,

A quick and pleasant trip through beautiful
residential sections in New Jersey brought the
procession to its destination at Goldman's
Hotel, Pleasantdale, N. J. The entire facilities
of the hotel were at the disposal of the guests
and theyv threw themselves whole-heartedly into
the enjoyment of shade trees or athletic events,
as they preferred. Mr. Berg proved to be an

32 West Randolph St.

NOW AVAILABLE TO NON-MEMBERS

2 HE most comprehensive survey of radio patents, ad]udlca-
tions and pending suits ever published.

A classified and indexed list of U. S. patents pertaining to the
radio industry with a periodic supplementary service.

Write immediately for details
RADIO MANUFACTURERS ASSOCIATION, Inc.

Chicago, Il

Outmg at Pleasantdale, N. J.

passed the news around and soon Mr. Gittelson
was kept busy accepting the congratulations of

his host of friends. - Although the affair was
primarily an outing for the employes of the
company, other members of the trade were
present as the guests of Mr. Berg. Among
these guests were Homer Stevens, of the Gen-
cral Industries Co., Elyria, O.; Harry Fox, of
the Okeh Phonograph Corp.,, New York City;
L. Baxter, of the Baxter Mfg. Co., Elmhurst,
N. Y.; Lawrence Ottinger, of the U. S. Ply-
wood Co., Inc, New York City, and others.

There were also two guests of honor from
overseas, S. Schmidt and D. Florea, of the
Anglo-American Co., Bucharest, Roumania.
These gentlemen had come to this country to
make arrangements for handling the Berg Ar-
tone line abroad as wholesale distributors for
Roumania and the Balkan States.

Shellac Shortage in India
Causes Prices to Go Up

The,shortage of shellac in India has grown
more acute from week to week, according to
reports from local authorities who point out
that shipments from the factories to Calcutta
for the first half of 1927 were 30,200 packages
less than for the same period last year while
exports from Calcutta to the world during the
same period were 28,740 packages less than last
year,

It is evident that the severe cut in the Bysaki
crop is reflected in the price situation. The
shipment price from Calcutta at the end of last
month was 57 cents and the New York spot
price was 58 cents a pound. A year ago the
prices were 24 and 27 cents respectively. This
marks a substantial difference in price.

Samuel J. Kelliher is now manager of the
piano and phonograph departments of the
United Music Co., Brockton, Mass.
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SYMPHONIC

The standard of
phonograph re-
producers.

Price 5800
Gold Plated
$10.00

York, August, 1927
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NEAREST APPROACH | YOUR WINDOW WILL SELL THEM

TO PERFECTION

Beautiful inStruments, built to the most exadt-
ing limits of mechanical precision. Maslerpieces
of acouslical design.

THE Low-Loss Symphonic Reproducer transmits every
note, every tone, every overtone on new type phono-
graph records with minimum loss in transmission. By
special construction of diaphragm, sound waves, which
tend to dissipate on other types, are collected in center
without impedance and transmitted unimpaired through
tone arm. Every geauine Low-Loss Symphonic is packed
like a piece of jewelryin a beautiful container, and has
across its face a purple silk ribbon stamped in gold, as
illustrated. Price $10.00.

The ““Symphonic’’ Reproducer at $8.00 and ““Overture”
Reproducer at $5.00 are also built on the same scientific
lines, to transmit carefully matched vibrations with amaz-
ing ﬁdelity to the least variation in the record groove.

Their price range from $5 to $12 covers all classes
of customers from those who want the VERY BEST
to those who demand real quality at moderate cost.

(AU prices slightly higher weft of the Rockies)

LOW 1 LOSS

ympaome ;  ymphonic @
PHONDGRAPH REPRODUCER

l MERELY showing the SYMPHONIC GLOBE
SPEAKER in your window elicits inquiries,
and creates tremendous interest. Children ask for

' them—women are attracted by the idea.

ilfu.rtm,;ian
. 5 ’ elow shows
The present widespread fad for buying globes; the Globe Speuber
proven public interest in a globe and a fine loud dpened fir
speaker combined; the present-day desire for full volume.

greater knowledge of the world and its affairs;—
all of these things make half your sale assured when
you exhibit the SYMPHONIC GLOBE SPEAKER.,

OVERTURE

The finest low-
priced repro-
ducer on the

market.
Price $ 5 00

ll And a demonstration does the rest.
. $ 00 .
Gold Plated I Price 3 5 with 20 feet of cord.
L ’ Write us for the name of your nearest jobber.

A few more wholesale territories open to good
jobbers. Write us.

SPEAKER

SYMPHONIC SALES CORPORATION, Dept. W-7, 370 Seventh Avenue, NEW YORK
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Radio Adwvertising

If you ship your radios in Atlas Plywood Packing Cases you can take
advantage of their clear veneer sides to get in your advertising licks with
some striking two-color printing on one or more parts. Besides the adver-
tising advantages that handsome lightweight Atlas Cases cffer they effect
a labor saving in your packing room, a freight saving in shipment and give
superb protection to the radios or phonographs packed within.

Send us case sizes toduy. We'll gludly show you interesting figures on them.

el

ds

PARK SQUARE BUILDING, BOSTON, MASS.

New York Office
90 West Broadway

B
CARRY THE WEIGHT ~.SA
ATLAS PLYWOOD CORPORATION

VE FREIGHT

Chicago Office
649 McCormick Building

Taﬁ:ing Machine and Radio Men, Inc.,
Staged Annual Outing at Briarcliff

Dealers From All Sections of the Metropolitan Territory Indulged in Sports at Annual Gath-
ering of the Clan in Westchester Hills—Prizes for Winners of Contests

The annual outing of the Talking Machine
and Radio Men, Inc, this year was held at
Briarcliff Lodge, N. Y., Thursday, July 14, and
a pleasant day of water sports and other games
was enjoyed by close to two hundred members
of the trade in the metropolitan district and
their families. The crowd left New York in
two busses, arriving at the Lodge about noon.
A baseball game between the dealers and job-
bers was won by the former, the score being
8 to 0. The swimming meet for men was won
by E. D. Reynolds, and the relay swim and
diving events were won by Ollie Graffen and
his son, William. A duck race was won by
Martin Mayers, son of Joseph Mayers. S.
Abend captured first place in the foot race and
in the race around the pool Sam Greenberg
won by a good margin. Mrs. E. G. Evans and
Mrs. Ira Greene took first and second places
respectively in the women's foot race. Mrs.
Ed. Biel won first prize in the ladies’ diving

contest. A hotly contested golf match was
won by Morty Salzman. Mrs. H. A, Brennan
won the ladies’ tournament.

During the luncheon and dinner excellent
musical entertainment was furnished by Jack
Kaufman, Ben Selvin's band and White and
Bessinger, the Radio Franks, the Columbia
Phonograph Co., co-operating with the associa-
tion to secure talent for the event.

Prizes were donated by the following con-
cerns for the winners of the various events:
Columbia Phonograph Co., Giigsby-Grunow
Hinds Co., E. B. Latham Co, Greater City
Phonograph Co., Triangle Radio Supply Co.,
Progressive Musical Instrument Co., Sonora
Phonograph Co., Okeh Phonograph Corp,
North American Radio Corp., Charles H. Ditson
& Co., Gross-Brennan, Inc.,, Chas. B. Freshman
Co., E. J. Edmond & Co.,, New Jersey Radio,
Inc., Silas E. Pearsall Co., and the All-Ameri-
can Radio Corp.

;I‘ our _of Twents;-_four Cities by Aeroplane
Introduces New Crosley Radio to Trade

Famous Plane, the “Stork,” Entered in Third National Air Tour, Covered Distance of 4,110 Miles
in Sixteen Days—Delegations of Distributors and Dealers Welcomed Flyers

Reviving an ancient legend and at the same
time emploving the most modern method of
transportation, the Crosley Radio Corp. has in-
troduced its new ‘“Bandbox” six-tube receiving
set to jobbers and dealers in twenty-four
cities.

Samples of the set were conveyed to thesé
cities in a Waco airplane known as the “Stork.”
This plane is the property of Powel Crosley,
Jr., president of The Crosley Radio Corp., who
entered it in the third annual National Air Tour.
Fourteen planes participated in this tour, leav-
ing Detroit on June 27 and stopping at twenty-
four airports, over a distance of 4,110 miles in
sixteen days. The purpose of the tour was to
demonstrate the efficiency and reliability of
modern aircraft.

Wishing to aid in the popularization of air
travel and at the same time to have the new
set displayed rapidly over a large extent of ter-
ritory, Mr. Crosley entered his plane in the tour.
It is a biplane with one of the Wright Whirl-
wind motors similar to that used by Lindbergh,
and was piloted by Lieut. John Paul Riddle. It
flew as Number 12 in the tour and established
an excellent record for performance which was
due to the splendid airmanship of Lieut. Riddle,
as well as to the construction of the plane. On
each side of the fuselage was painted a likeness

of a “Stork™ carrying a ‘‘Bandbox” radio set.

Large delegations of distributors and dealers
met the airplane at the various landing fields
and saw the sets displayed. City officials and
other distinguished citizens were included in
these groups in many instances.

The plane was christened the “Stork,” of
course, because it was carrying a newcomer in
the family of radio products. This feature of
the affair was the source of much interest
throughout the trip. In some of the cities
the girls, dressed in nurse uniforms, were on
hand to greet the “baby” Bandbox. Harry E.
Sherwin, general sales manager of the Crosley
Corp., was a passenger over the entire route
and had charge of the demonstration of the
sets at the airports. In a telegram sent to the
distributors just before the “Stork™ started
from Detroit, Mr. Sherwin, signing himself
“Nurse,” stated that the plane was bringing a
iealthy “baby,” one that does not squeal, but
will keep people up at night, and which is ready
for adoption in each territory.

During the tour, Mr. Sherwin told the story
of the flight’s progress from leading broad-
casting stations in the cities visited. Daily
bulletins concerning the tour were broadcast by
the Crosley station, WLW, in Cincinnati.
Among the stations to broadcast Mr. Sher-

win’s talks were: WGR, Buffalo; WEAF, New
York; WIP, Philadelphia; KDKA, Pittsburgh;
WLW, Cincinnati; WHAS, Louisville; WFAA,
Dallas, and WOW, Omabha.

So favorably has this set been received by
the dealers at the airports and at the Trgde
Show, that plans for a mass production schedule
of 4000 a day are under way at the Crosley
plant in Cincinnati.

Cities visited by the planes were: Buffalo,

Powel Crosley, Pilot Riddle and Plane

Geneva, Schenectady, Boston, New York City,
Philadelphia, Baltimore, Pittsburgh, Cleveland,
Memphis, Pine Bluff, Ark.; Dallas, Texas; Okla-
homa City, Tulsa, Okla.; Wichita, Kansas;
Omaha; Moline, Ill.; Lansing, Illinois, near
Chicago; Grand Rapids, Mich., and Detroit.

P. A. Ware, of Atwater
Kent Co., on Trade Tour

Percy A. Ware, merchandising manager of
the Atwater Kent Mfg. Co., is in the midst of
an extensive speaking tour.

Mr. Ware left the Atwater Kent headquarters
in Philadelphia on July 16, and will talk on mer-
chandising at dealers' meetings in ten States,
West Virginia, Pennsylvania, Ohio, Michigan,
Missouri, Arkansas, Kansas, Oklahoma, Texas
and Colorado. His new slide films on the best
accepted methods of merchandising radio are
attracting much interest wherever shown.

A. A. Tremp Director
of Frisco Radio Show

San Francisco, CAL., August 3—Anthony A.
Tremp, managing director of the Nevada Trans-
continental Highway Exposition, has been re-
lieved of his duties at the Reno Fair in order
that he might take up his active work here as
director of the Fourth Annual Radio Show to
be held in the Exposition Auditorium, Augfist
20 to 27.

Numbered among the exhibitors are all of
the leading manufacturers of receiving sets and
radio accessories. The show this year will evi-
dence the growth over the exhibits of preceding
years in many other ways than an increased
number of exhibitors.

>
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Empire Tone Arm No. 50

A drawn brass “S” shaped arm for all large
machines. It's the latest Empire number.

PIRE

Five Good Reasons for
Empire Tone Arms

1. PROPER DESIGN. Thirteen years of experi-
ence and research are back of these Empire Tone
Arms. Empire design Tone Arms are correct in

Empire No. 25

Similar to the No. 50, ex-
cept that it is one inch
shorter and is for port-
able machines. Sells at
a price that cannot be
equalled. P

-

every detail.

2. CAREFUL MANUFACTURE AND INSPEC-
TION. It’s one thing to design a Tone Arm and
another thing to make it. The Empire factory
has bheen specially equipped for this kind of

work. Careful inspection prevents shipment of
any defective parts.

3. A RELIABLE COMPANY. Conservative man-
agement, together with adequate financing, per-
mits the Empire Phono Parts Co. to progress
steadily and increase production to meet de-
mand.

4. PROMPT DELIVERIES. This is an important
item. You must have parts delivered promptly
so as to maintain your production schedule.
Empire makes prompt shipments.

§. RIGHT PRICES. Because of perfected manu-
facturing processes and large production, Em-
pire prices are extremely low for high quality
parts.

EMPIRE
Sound Boxes

More and more Empire reproducers are
being recognized as leaders among Sound
Boxes.

For Your Protection

Use these perfected Tone Arms. They will safeguard the

, Thirteen years in the manufacture of Phono
reputation of your products,

Parts, inc}uding reproducers, shows results
in the efliciency of these Empire prodncts.

Write or wire for quotation on your requirements. Write for infermation and prices

The Empire Phono Parts Co.

WM. J. McNAMARA, Pres. Established 1914

10316 Madison Ave. Cleveland, Ohio

Empire Tone Arm No. 75

An all-brass, continunous taper. all curve
Tone Arm equipped with full ball-bearing
base.
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Now Enjoy These Sales

URING the next thirty days, five
million boys and girls will go
away to school. Thousands of

these students are located right near
you, and are now buying the things they
want to take along.

Ever last one of them should have a
Errgois MASTER, the world’s most popular
portable, to provide wholesome fun and
entertainment. Be sure to take advan-
tage of this profit opportunity.

Enjoy the many sales that are yours by
showing the MASTER in your windows
and through your advertising. A good
window card with the above suggestions
will now bring you a lot of business.
And remember that our advertising in
the national magazines is working
right with you--the only nationally
advertised line on the market. Make
your plans today!
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The EE=Z MASTER is the
fastest selling portable on
the market, and dealers
everywhere are cashing in
on a nation-wide public de-
mand for this instrument.

Every Dealer is insured full
profits because [EEEZ pro-
ducts are sold everywhere
on the same fair basis.
They are priced right, built
right, and quick sales are
easily made by displaying
them.

The MASTER 15 the stand- .
: ard of the portable values

“/The. FLAPPER is a ' novelty
=1nstrument “of: unusual

'The CUB is the one high
. quahty portable pmced low

PORTABLE PHONOGRAPHS
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Let Not Another Day Go By—

without sending for a sample of The Organ-Tone

King of Reproducers

It is UNIQUIE.
It stands in a class by itself.

It will make a sale where others will not.

Do not sleep on your prosperity.
Be convinced that this is more
than “just another reproducer.”

Mr. Dealer: 1f your jobber does not
The Organ-Tone carry The Organ-Tone, we shall be glad

King of Reproducers to supply you directly from our factory.

The only reproducer
finished in three colors

We Have Built the Better Reproducer

"MM@mmmm

/" COMPANY

Mdk&rs Ofﬁﬂeﬂr/ﬂf akers o ADD-A- 32 7/”10]1 Sq
And Revrodiucers Makers of ADD-ATONE New Jyork, V).
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Last-Minute News of the T'rade

L. B. Casagrande Elected
Caswell Mfg. Co. President

Other Officers Elected Are J. G. Casagrande,
Vice-President; J. R. Matthews, Secretary.
and J. G. Bach, Treasurer—Directors Named

MiLwaukeg, Wis, August 5—At the annual
meeting of the stockholders of the Caswell Mfg.
Co., of this city, manufacturer of Caswell port-
able phonographs, heild on July 29, the follow-
ing directors were elected for the coming year:
L. B. Casagrande, J. G. Casagrande, J. R. Mat-
thews, J. G. Bach and R. A. Bach. Immedi-
ately after the directors’ meeting, the following
officers were elected: President, L. B. Casa-

L. B. Casagrande

grande; vice-president, J. G. Casagrande; sec-
retary, J. R. Matthews; treasurer, ]J. G. Bach.

In making this important announcement to
the trade, L. B. Casagrande stated that the com
pany had a number of interesting and far-reach-
ing manufacturing and marketing plans to be
presented to the trade in the near future. The
control of the Caswell Manufacturing Co. is
now in the hands of L. B. and John Casagrande,
znd plans are now being made to double the
Caswell manufacturing facilities with a view to
increasing the company’s high standard of serv-
ice. Since announcing its new line of portable
phonographs, the Caswell Mfg. Co. has received
orders which have utilized every square foot
of manufacturing space, and the organization
hkas been adjusted to take care of the increased
demands upon its facilities.

The. Caswell Manufacturing Co. has been one
of the leaders in the portable manufacturing
field for several years, and in the past has been
operating in a certain degree as a subsidiary
of the Abel & Bach Co. of Milwaukee. With
the election of the new directors and officers,
L. B. Casagrande states that there is no con-
nection whatever between the two concerns, ex-
cept that J. G. Bach retains his interest in Cas-
well and his place as a director and officer of
the Caswell organization.

W. B. Gannon to Represent
Stromberg-Carlson Co.

Former Talking Machine Executive to Act as
Stromberg-Carlson Radio Representative in
the Detroit Territory—Wide Experience

RocHEsTER, N. Y., August 4 —The Stromberg-
Carlson Tel. Mfg. Co. manufacturer of the
Stromberg-Carlson radio receiver and other
radio products, recently announced the appoint-
ment of W. B. Gannon as the company’s radio
representative in the Detroit, Mich., territory.

Mr. Gannon has had seven years of experi-

ence in the talking machine business, having
been a Victor factory representative and a dis-
tributor’s representative, and was at one time
in business for himself in the retail field. This
experience will stand him in good stead in
dealing with the music-radio trade in the De-
troit field.

The appointment of Mr. Gannon was neces-
sitated by the steadily growing volume of
business in the Detroit area.

Plans for Fourth Annual
Radio Industries Banquet

Twenty-two Prominent Radio Trade Associa-
tions Sponsor Event—Expect Nation-wide
Broadcasting Hook-Up—President Invited

Twenty-two prominent radio trade organiza-
tions, including trade associations throughout
the leading industrial centers of the country,
are listed as sponsors for the Fourth Annual
industries’ Banquet, which will be held on Sep-
tember 21, at the Hotel Astor, New York, dur-
ing the course of the Radio World’s Fair at
the Madison Square Garden. The banquet gives
every indication of not only being the greatest
in the history of the radio industry, but one of
the most important trade gatherings in the com-
niercial history of the country.

Paul B. Klugh, chairman of the banquet com-
mittee, and L. A. Nixon, executive secretary,
have been working day and night since July 1
tc provide a program that would make history
for the radio industry. Judging from present
indications their efforts will meet with unparal-
leled success, and they are being ably assisted
by the members of the various sub-committees
who have met frequently in the past few weeks
and reported as to the progress made in their
1espective activities. It is safe to predict that
the capacity of the Hotel Astor ballroom and its
adjoining rooms will be far below the require-
ments of the banquet committee, and Mr. Nixon
is urging the manufacturers to send in their
ticket requirements at the earliest possible date.

It is expected that the broadcasting tie-up for
this banquet will be the greatest in history, with
every possibility of including a chain of stations
rcaching from coast to coast. The various trade
zssociations sponsoring the banquet will hold sec-
tional banquets on September 21 for the benefit
of the radio audiences in their various localities.
The list of these joint meetings is growing rap-
idly and will be announced in detail on Septem-
ber 15.

The Speakers’ Committee, of which Major
Herbert H. Frost is chairman, is planning one
of the outstanding features of the radio year,
having extended an invitation to President Cool-
idge to address the banquet on September 21.
Major Frost, accompanied by ex-Congressman
Frank Scott, counsel for the R. M. A., visited
the Black Hills, S. D., recently and extended
this invitation to the President, who was keenly
interested in the importance of the event, and
wlhose definite answer in response to the invita-
tion will be ready very shortly.

Major J. Andrew White, veteran radio an-
nouncer, will, as heretofore, act as master of
ceremonies for the gemeral program, and in-
cidentally this program gives promise of being
one of the most enjoyable entertainments that
have been offered by any organization in the
radio, theatrical or musical worlds. Major White
will also direct the activities of four or five as-
cistant masters of ceremonies representing the
broadcasting stations in different parts of the
country.

Listenwalter & Gough, radio wholesalers of
Los Angeles, Cal,, have been appointed Sona-
tron radio tube distributors.
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W. W. Carroll Appointed

Carryola General Manager

Formerly Sales Manager of the Radio Division
of Briggs & Stratton Corp.—Extensive Sales
Promotional Campaign Planned by Company
MiLwAukee, Wis.,, August 3.—Effective July 15,

W. W. Carroll was appointed general manager

of the Carryola Co. of America, Milwaukee,

Wis., prominent manufacturer of Carryola port-

able phonographs. Mr. Carroll is in charge of

sales and manufacturing, and his broad experi-
ence in both the sales and manufacturing fields
admirably qualifies him for his new undertaking.

For the past two years he has been associated
with the Briggs & Stratton Corp.,, Milwaukee,
as sales manager of the radio division. During
the six years prior to his connection with the
Briggs & Stratton organization, Mr. Carroll was
vice-president of the Dure Co., Toledo, O,
manufacturer of interior hardware.

An ambitious program of sales promotion and
merchandising in behalf of Carryola products
has been mapped out by Mr. Carroll for the
current season and extensive plans for the sales
organization are now being developed. The na-
tional advertising program of the Carrvola Co.
of America will continue in full force.

The firm has enjoyed the largest volume of
business in its history during the first half of

W. W. Carroll
1927, and all indications point to a record-break-
ing year for the prominent Milwaukee institu-
tion, whose manufacturing program for 1927, it
1s said, will undoubtedly exceed 300,000 portable

phonographs.

Victor Jobbers in Camden
for Sales Conference

Just as this issue of The Talking Machine
World goes to press, Victor jobbers from all
parts of the country are assembling at Camden,
N. J. to attend an important sales conference
relative to products and marketing plans for
thie coming year. The sales nieeting will take
place August 15 and 16, and a very interesting
program has been prepared under the direction
of Roy A. Forbes, dircctor of sales and mer-
chandise. The entertainment part of the pro-
gram will consist of a dinner to be given on
August 15 at Greenhills Farms.

The Federal Radio Commission recently
ruled that the broadcasting of mechanical re-
productions such as records or piano rolls must
be clearly announced as such. Violation of this
ruling may be punished by a fine and revoca-
tion of the license.
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Do You Know Your Market Possibilities?

HE TALKING MACHINE WORLD is again privileged to

present this month the results of a survey that will provide
talking machine dealers with some iuteresting figures regarding
the percentage of homes in an average of 30,000 inhabitants, and
the market possibilities that are to be found in a city of that type.
in this particular instance the Literary Digest made a careful
canvass of Zanesville, O., homes, selecting that city as typical of
the average because it did not enjoy the abnormal business stimu-
lation found in a seaport city, nor, yet, did not suffer from the
stagnation frequently found in communities that are more or less
isolated. In other words, Zanesville may be accepted as a city
enjoving natural business advantages.

The survey shows among other things that 54 per cent of
Zanesville homes are equipped with phonographs, as compared
with an average of 589 per cent in thirty-six other cities of
similar population that were included in the same investigation
Only 16 per cent of the homes were equipped with radios, as com-
pared with a 36 per cent average i the thirty-six other cities.
It is interesting to compare these figures with a national average
of 45 per cent of homes equipped with phonographs and 26 per
cent equipped with radio as determined in the extended survey
made by the General Federation of Women's Clubs and presented
in The Talking Machine World in April.

The percentages brought to light in these surveys may mean
little to the average dealer, but the purpose of the surveys should
mean much to the talking machine or radio retailer who seeks to
know his market and its possibilities. A farmer before he sets
out his crops determines the soil characteristics of the various sec-
tions of his farm. He plants his potatoes, his corn and his cotton
or his wheat in those sections where they are most likely to thrive.
It is just as essential that the dealer consider the ground upon
which he is to do business, to determine what sections may be
considered most likely markets for the high-priced instruments,
what may best be appealed to with medium-priced products, and
those sections which from the caliber of the inhabitants might
be expected to absorb normally only the lower priced goods. Tf
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Ie does this, he is going to save much effort that might otherwise
be wasted. _

From the general survey the dealer can secure many ideas
tor the survey that he should make in his own territory, or, at least,
regarding the information he should have on hand relative to
his prospects. It is important, for instance, to know whether the
prospect owns his own home, and if he does, what is the value
of that home, and whether it is kept in good condition. It is
nnportant also to know the occupation of the head of the house,
for that, in a majority of cases, determines his current buying ability.
The number in the family and their ages also have a bearing on
the ability or the inclination of the prospect to buy. In short,
through the survey system, the dealer is enabled to go to those
places where sales are most likely to be. The time and trouble
expended on securing the information is more than offset by the
saving of time in going after sales.

The fact that only 16 per cent of Zanesville’s homes have
radio, and 54 per cent phonographs does not mean that there re-
main 84 per cent of homes to be equipped with radio and 46 per
cent with phonographs, for from the remaining percentages must
be deducted a substantial number who for one reason or another
are not in a position to buy and probably never will be. To
separate the live possibilities from the dead ones is the object
of studying the field, whether through the survey or by other means.
Capital and time are too valuable to permit of wasted effort.

Fiftieth Anniversary of the Phonograph

IT is just a half-century ago this month, on August 12, 1877, to
be exact, since Thomas A. Edison thrilled the entire country
with the announcement of his new machine that was capable of

recording, and in turn, reproducing the human voice. It was only"

a crude device, with its tinfoil-covered cylinder, a threaded shaft
turned by a handle, and the simplest sort of diaphragm to trans-
form the voice into vibrations that could be recorded, yet it proved
one ot the epoch-marking inventions in American history, and the
hasis of an industry that stands among the leaders of the great
industries of the nation.

It is doubtful whether Mr. Edison, in first developing the
phonograph, had even the slightest conception of its future, for
it was hailed as simply a toy, and was not given really serious
consideration until ten vears after the first model was introduced.
It, however, led to new inventions and coustant improvements,
one atter another, until there has developed an industry repre-
enting an investment of many millions of dollars, a distributing
organization that reaches into the far corners of the world, and
7 medium of entertainment and education, the possibilities of which
are still, after fifty years, not yet exhausted nor, for that matter.
even fully realized.

As a result of Mr. Edison’s genius in presenting the first phono-
graph to the public, scores oi other men have been spurred on to
lend their brains and ability to the further development of this
remarkable new entertainment medium in its various forms. But
what is more remarkable is that Mr. Edison limself, after a hali-
century, still maintains the keenest interest in his phonograph, and
even to-day is developing new improvements and refinements that
In a sense are as noteworthy as the first introduction of the instru-
ment itself.

Although the commercial developments of the instruments
that have followed the introduction of the original phonograph
n the recording and reproducing of the human voice and of music
have proved marvelous, there must still be considered seriously
the altruistic value of the phonograph in the musical development
of the nation.

Through the medium of Mr. Edison’s phonograph and the
various instruments that followed, it has been possible to intro-
duce into the homes of the world the voices of the great artists

and the music produced by other noted artists and instrumental -

groups. It has meant that the individual citizen of most limited
means has been able to hear in his own home voices of the opera
and concert stars, has heen able to enjoy the great orchestral
works, and has thus been privileged to develop an appreciation
of good music to an extent that would have been impossible were
he compelled to visit the opera house and the concert hall regu-
larly. The educational value of recorded music has long been
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realized, with the result that a great percentage of the schools
ot the country are now equipped with record libraries and the
istruments through which they may be heard.

In the United States, particularly, no single factor has con-
tributed so much to a broad and general understanding and appre-
clation of music than has the phonograph. It is the one instrument
that has had the rare distinction of being the basis of one of
the country’s great industries, and at the same time an outstanding
factor in the education of the public in the art of music. DBoth
commerciallv and artistically it has proved an outstanding succcss,
and all within the brief span of fifty years, or, to be more accurate,
forty years of actual development.

It is eminently fitting that the great industry which grew out
of the invention of the phonograph, and outstanding figures in
every walk of life throughout the country, should join together
in paving tribute to Thomas A. Idison upon the golden jubilee of
his invention, and Mr. Edison as the pioneer is to be congratulated
not alone upon the success of the invention, but upon the fact that
he is privileged to look back upon a hali-century of marvelous
accomplishment, and to take an active interest in developing that
marvelous mechanism of 1877 along still broader lines. What
will the next half century procduce?

Price Maintenance Again to the Fore

HE proposal of the Federal Trade Commission to investigate

the whole question of resale price maintenance and resale price-
cutting from every angle is of outstanding importance to the talk-
ing machine and radio trade. and for that matter to manufac-
turers and distributors in every line of business, for the proposal
brings with it the hope that the investigation will serve to clear
up a situation that has been for the past ten years becoming
steadily more complicated.

For the last decade or more, the courts have been called upon
to render decision aifter decision upon this or that phase of price
maintenance, or attempted price maintenance, and out of it all
has come no single decision that can be accepted as a sound prece-
dent by which to measure the legality or illegality of any move
made by the manufacturer to protect resale prices of his products.

The Federal Trade Commission in proposing fo investigate the
economic, legal and business angles of the entire resale price-main-
tenance question is displaying a full measure of good sportsman-
ship, for the Commission has been the Federal agency charged
with enforcing the laws against the legal methods of price main-
tenance and from many angles has had closer contact with the
problem than anyone else.

The talking machine trade particularly has, on numerous oc-
casions, gone on record as strongly favoring proposed legislation
iegalizing the maintenance of retail prices, for it has been recog-
nized that the growth and prosperity of the industry, in its early
vears at least, was due in no small measure to a strict enforcement
of retail price schedules by the manufacturers. On the other hand
there are interests which are strongly opposed to any legislation
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calculated to check the cutting of prices on patented and trade-
marked articles.

The Commission’s investigation, while it cannot, of course,
result in a report that will please both factions, should, neverthe-
less, shed some real light on the guestion and give some definite
indication regarding what may be expected in the matter of retail
price protection in the future.

As it stands now, numerous manufacturcrs with perfectly
honest intent have gotten into scrious and costly trouble through
their efforts to protect their products in the matter of prices
charged to the public. Yet, there has been no guide by which
might be determined the legality of any particular method, and
not so long since the Supreme Court of the United States in the
American Tobacco Case practically threw up its hands and de-
clared that 1t could throw no further light on the subject.

It is to be hoped that the Federal Trade Commission’s findings
will offer some definite information for those who favor, or who
object to, price maintenance. If the report is favorable to the
cause then it is likely that legislation to make price maintenance
legal will have a much better chance than heretofore. If, on the
contrary, the report is unfavorable, then members of industry will
know just where they stand and can govern themsclves accordingly.

Growing Conﬁd—ehce in the Radio Industry

HATEVER may be the sales possibilities offered by the
new radio season, and they seem to be fairly bright, if the
consensus of opinion in the trade means anything, there is no
disputing the fact that the dealers are entering the season with a
teeling of confidence in the lines they are handling that did not
exist some few years ago. This has been brought about in some
measure by the natural readjustments in the industry, but to a
great extent must be credited to the good business vision of the
manufacturers and the success of their efforts in stabilizing the
market so far as it lies in their power and with proper regard
tor the natural progress in the production field.

Within the past few years there has heen a noteworthy change
in the methods of the leading radio manufacturers. with the result
that the new lines as introduced do not call for the complete
scrapping of last season’s goods, but represent such improvements
in existing lines as are calculated to arouse interest and improve
results without making it necessary to throw older models in the
discard.

The new attitude i1s bound to react to the advantage of both
the manufacturer and the retailer, primarily because the latter can
feel free to place his orders and lay out his selling campaign on
a basis of what husiness the market can produce, with the confidence
that he is not to be caught in mid-season by the announcement
of a radical change in products that will automatically antiquate
the stock already on the shelves. As this feeling of confidence
grows it will mean that the manufacturer will receive advance
orders 1 a volume that will keep his factory operating on a satis-
factory basis without the peaks and valleys of production,

Portable?

DO YOU KNOW THAT—

the 283,000th ABD-ATONE
Reproducer is now serving the
owner of a Carryola Master

Do You Know That—
HE ADD-ATONE REPRODUCER

ADD-ATONE
Junior

32 Union Square

Pat’'d 1925

CHANGED THE STYLE IN SOUND-
BOXES FROM THE OPEN FACE TO
THE CLOSED FACE TYPE?

UNIQUE REPRODUCTION COMPANY

ADD-ATONE

Senior
and Harmony

New York, N. Y.




Last-Minute News of the Trade

Victor Co. Announces New 1927-8 Elec-
trola and Radio Combination Instruments

Roy A. Forbes, Director of Sales and Merchandise, Informs Trade in Letter of Proposed Portfolio
Describing Electrola and Radio Combination Lines

The Victor trade received this week a very
important communication from the Victor Talk-
ing Machine Co., over the signature of Roy A.
Forbes, director of sales and merchandise, stat-
ing that shortly after August 15 the company.
expected to send out an attractive portfolio
illustrating and fully describing each instrument
in the Electrola and Radio Combination line
for 1927. In the meantime, Mr. Forbes has
placed before the trade such information as is
available at the present writing. In his prelimi-
vary announcement Mr. Forbes said, “\We now

know definitely that we shall be able to offer
a most outstanding line—superlative per-
formance, extreme beauty of design, instruments
within the reach of the masses, instruments
which will have an irresistible appeal for
the most discriminating.”

At the top of the new line there will be the
“De Luxe” consisting of the Automatic—Elec-
trola—six-inch cone—8-tube Radiola Super-
Heterodyne, housed in a new and most con-
venient type of mounting with conveniently

(Continued on page 128)

Don T. Allen to Announce
New Plans Shortly

Former Carryola Executive Visits in East—
May Form New Portable Phonograph Cor-
poration—George P. Hough Also in East

It is announced that the exclusive sales con-
tract under which Don T. Allen has been hand-
ling the output of the Carryola Co. of America,

| &
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Don T. Allen

Milwaukee, \Vis, was canceled on July 13 by
mutual consent. It is understood that George
P. Hough, former sales manager, and B. B.
Conheim, special representative, are also no
longer identified with the Carryola Co.

Mr. Allen and Mr. Hough, accompanied by
their wives passed through New York recently

on an extended motor trip through the East,
calling on several of their friends in the in-
dustry.

It is probable that Mr. Allen will form

shortly a new corporation for the manufacture
and sale of portable phonographs, associating
with him Messrs. Hough, Conheim and several
other men formerly identified with the portable
phonograph industry. This news will undoubt-
edly be received with interest by the trade in
view of the large acquaintance which these men
enjoyv and their knowledge of the portable in-
dustry gained through many vears of trade
contact. It is stated that definite announce-
ments as to future plans and the purchase of a
suitable factory for the project wili materialize
at an early date.

Designate September 21
as NNational Radio Day

Radio Industries Banquet Committee, Realizing
Public Interest in the Broadcast Program,
Authorizes Designation—Seeks Tie-ups

The Radio Industries Banquet Comunittee,
realizing the public interest in the program
broadcast from the annual banquet in New York
City each vear, has authorized the designation
of Wednesday, Septemnber 21, as National Radio
Day. As in former years broadcasters all over
the country will carry the broadcasting of the
program of the banquet beginning at nine
o'clock New York time.

Last year, in five cities, local radio associa-
tions staged trade and industry banquets, broad-
casting their local programs up to the time the
New York program began to go over the local
station, thus linking up the two programs most
effectively. This year the committee is urging
that more local associations arrange such tie-
up banquets and programs.

It is also the aim of the banquet committee
that broadcasters in general should endorse the
National Radio Day movement and designate
their programs on September 2[ as National
Radio Day programs, endeavoring to give the
listeners a special treat that day, if possible.

Impressive Ceremonies

Mark Edison Jubilee

Fiftieth Anniversary of Invention of Phono-
graph Celebrated With Special Program at
Thos. A. Edison’s Home on August 12

The fiftieth anniversary of the invention of
the phonograph by Thos. A. Edison was cele-
brated with much ceremony at Mr. Edison’s
home in Llewellyn Park, N. J., on Friday,
August 12, and was participated in by Governor
Moore, of New Jersey, together with other
distinguished guests and executives of the great
Edison organization from all parts of the
country.

The party gathered at the Edison Labora-
tories at 1I o'clock, and proceeded to Mr. Edi-
son’s home, where Mr. Edison was presented
with a bouquet of fifty yellow roses to com-
memorate the Golden Jubilee of his great in-
vention. Governor Moore then presented Mr.
Edison with a richly illuminated portfolio con-
taining messages of felicitation from Governors
of many States, prominent governinent officials
and representatives of foreign governments.

One of the interesting features of the cere-
mony was the speech by Charles Edison, now
president of Thos. A. Edison, Inc., who in the
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course of his address turned to his father and
said: “Fifty years ago you spoke into the first
phonograph and it repeated your words to you;
now the newest Edison model wants to speak
to you in its own words.” At this point an an-
niversary model, the latest development in Edi-
son phonographs, repeated a brief address out-
lining the early days of the phonograph and the
problems that have been overcome in its de-
velopment.

In his reply to the various speeches, Mr. Edi-
son talked briefly and consented to have his
words broadcast over the air through Station
WOR, in Newark.

Audak Co. President Is
Awarded Reproducer Patent

Maximilian Weil, President of the Audak Co.,
Receives First Patent of Series on New
Types of Phonic Reproducers

Maximilian Weil, president of the Audak Co.,
New York City, manufacturer of the ULTRA
phonic reproducers, announces that he has re-
ceived one of the first patents issued on the new
tvpe of phonic reproducer. This patent, No.
1,637,322, was granted on July 26, 1927, and con-
sists of thirty-five claims. Alr. Weil points out
that this patent is the first of a series of ten
pending patents which he has filed.

The Audak Co. is one of the pioneers in the
production of the new type of reproducers and
has enjoved exceptionally good business in this
field. It has made acoustical and electrical
apparatus for more than ten vears, manufactures
the ULTRA phonic reproducer in three models,
the Polvphase Ultra, Singlephase Ultra and the
Revelation Ultra. Maximilian \Weil, president of

Maximilian Weil
the company, who is an inventor and prominent

in the study of acoustics, is well Lknown
throughout the phonograph industry. He has
spent many years in close application to this
work and, despite the success with which the
product has already met, he is engaged in still
further research, development and experimental
work.

Mr. Weil’s formation of the Audak Engi-
neering Corp., a manufacturing subsidiary of
the Audak Co., as announced elsewhere in this
month’s issue, is a still further step in the ad-
vancement of the Audak Co. and will assure

Mr. Weil's ideas being carried out to the
minutest detail in the finished product.
Levitan, Inc., 4536 \West Warren avenue,

Detroit, Mich., has been incorporated to deal
in phonographs with a capital of $15,000.
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Announces Oklahoma
Columbia Distributor

Harbor-Longmire Co. to Distribute Columbia
Products Throughout the State—Firm Well
Known to Trade in That Territory

W. C. Fuhri, vice-president and general man-
ager of the Columbia Phonograph Co., New
York City, announced recently the appointment
of the Harbor-Longmire Co. Oklahoma City,
Okla., as Columbia distributor in the State of
Oklahoma. This wholesaler has been identified
with music activities for many years and has
been serving dealers in Oklahoma territory to
excellent advantage. They will distribute the
complete line of Columbia products and their
sales staff is being augmented to take care of
the demands of the Columbia dealers.

Mr. Fuhri returned recently from a five-
weeks’ trip to the Pacific Coast which included
a visit to the leading trade centers between
Chicago and the Coast. He found Columbia
business very satisfactory in all of the cities
Le visited, with the Columbia branch managers
on the Coast keenly enthusiastic regarding their
activities the early part of the year and the out-
look for the future. The Platt Music Co., of
Los Angeles, Cal,, which has eight other stores
in California recently became a Columbia dealer
and is developing a very fine clientele for
Columbia products.

Columbia sales in the month of June were 30
per cent ahead of last year and although the
July figures are not yet available officially, it is
expected that they will run considerably ahead
of June. Record business is increasing rapidly
and the demand for Viva-tonal phonographs is
zlso showing a steady growth. While on this
trip, Mr. Fuhri received many favorable com-
ments regarding the completion of plans for the
Columbia Broadcasting System and dealers
everywhere are very enthusiastic as to the bene-
fits which they believe will be derived from the
inauguration of this broadcasting system.

R.C.A. Makes Fine Show in

Earnings for June Quarter

Net profit of the Radio Corporation of Amer-
ica during the June quarter amounted to $425,-
537 after depreciation, patent amortization, in-
come taxes and accrued reserves for year-end
¢djustments. This compares with net income
of $126,778 in the previous quarter and $82,020
during the same quarter in 1926. The June
quarter profit is equal to $1.08 a share on the
395,597 preferred shares of $50 par value,
against 32 cents a share in the preceding quarter
and 20 cents a share in the second quarter of
1926.

Handsome New Home for
Landau Bros. in Hazleton

The Standard-Sentinel, of Hazleton, Pa., has
published in a recent issue an illustration of
the handsome new four-story business block
now under course of construction at 17 West
Eroad street, for Landau Bros., the well-known
talking machine, radio, furniture and jewelry
merchants in that city, which they expect to
cccupy early in the Fall. This concern has also
acquired an cqually attractive building in
Wilkes-Barre.

!
Amplion Directors Elected

At a recent meeting of the stockholders of
the Amplion Corp. of America, held at the New
York offices of the company, the following di-
vectors were elected: Leslie Laurence, chair-
man of the board; S. B. Trainer, president; W.
H. Lynas, vice-president; J. N. Trainer, treas-
urer; A. W. Harris, chief engineer; L. L. Spen-
cer, general sales manager, and P. N. Gray.

A Sterling
the Right

R-81 “B” Power

for 3 to 8 tube sets includ-
ing power tube. All
three voltages Detector,
Medium\and High are ad-
justable within wide lim-
its. On and Off switch.
List Price: including Ray-
theon BH tube, - - - $28.50

RT-41 “B” Power

for Radiolas and sets using
up to 5 large tubes. Output
at 25 mils. is 130 volts. De-
tector, Medium and 1ligh
voltages adjustable within
wide !imits. List Price:
including UX 213 tube,
$27.00

R-98 “B-C” Power

A Universal “B-C” model
for high-class sets. Will
not hum at 100 mils. Has
four “B+4" voltages, two of
which are independently
variable. All four voltages
are variable through pri-
mary controi. Variable High
“C” voltage. On and Off
switch. List Price: in-
cluding BH Ra y t heon
tube - - $38.00

R-97 “B-C’ POWER-—the
extra Heavy Duty Model,
$53.50 coniplete

will provide exactly
“B” Socket Power
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RACTICALLY every set has its

own particular “B” power require-
ments. Unless these are met exactly,
the radio owner will not get full benefit
of improved tone quality from Light-
Socket power.

No matter what set a Sterling Power
Unit is operating, positive adjustment
enables every tube to receive its correct
voltage. The low voltage of peanut tubes,
the heavy drain pulled by the 112 and
171 Power tubes—all are accommodated
to a nicety by Sterling Power Units.

Sterling Power Units employ the
Raytheon BH tube. These units are
priced from $28.50 to $53.50—a model
for every class of trade. Model RT-41
is expressly designed for Radiolas. It
uses UX213 type tube and is priced at
$27.00.

Decide now to handle the Power Unit
line that really does fulfill its promise for
profitable sales without comeback, with-
out after-sales servicing. A post card to
us or your jobber will bring you trade
information.

The
Sterling Mfg. Co.

2831 Prospect Ave. - Cleveland, Ohio
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One of the atrractive
models in which the
new Kellogg A.C.
Radio is shown.

Licensed under ap-
plication for letters
patent by Radio Fre-
quency Laboratories
(RFL).
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Wicita A. . Distributor
Planning for Big Business

First Carload of Atwater Kent Radio Sets for
1927 Season Reaches Goodin Radio Corp.—
Six More Carloads in Transit

WicHITA, KaAN.,, August 6.—The first carload of
radio sets for the 1927 season to reach Wichita
was unloaded Saturday by the Goodin Radio
Corp., distributor of Atwater Kent receivers
and Pooley cabinets in this territory.

In anticipation of a much heavier radio busi-
ness than was experienced last year, the Goodin
Co. now has in transit six carloads of radio
goods. The machines are being ordered much
earlier this year than in the pasi, and shipments
to dealers are being made as quickly as the
merchandise is being received.

During the Summer the company’s place of
business at 333 South Lawrence avenue has been
completely remodeled to make it possible to
handle a great volume of business. The for-
mer automotive supply and repair business of
the company has been entirely sold out, and
the firm will operate henceforth only in the
radio field. The corporation was formerly
known as the Goodin Motor Service.

New Teletone Tip Table
Cone Speaker Is Introduced

This New Model Has Met With Favorable
Reception Throughout Trade

The new Teletone Tip Table cone speaker,
illustrated herewith, which was recently an-
nounced to the trade by the Teletone Corp. of
America, Long Island City, N. Y., has met with
a very favorable reception, according to E. J.
Madden, executive head of the Teletone organ-
ization. It is finished in two-tone mahogany
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with a mahogany table top on which the
speaker is mounted, 18 inches in diameter, thus
permitting its use as a decorative, end or lamp
table. The cone is so mounted as to use the
entire wooden casing and table top as a sound-
ing board. It is furnished with a 20-foot ex-
tension cord. Mr. Madden points out that this
Tip Table model is not only a new Teletone
speaker, but i1s a distinct advance in cone

i
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Teletone Tip Table Cone Speaker

speaker design and reproduction. As indicated
in the illustration, it is a speaker which can be
sold as a piece of furniture as well, being most
attractive in appearance.

Another Teletone speaker which is proving
very popular is Model 68, an advanced cone
type enclosed in a mahogany grill and sounding
board. The Teletone-made unit used in this
speaker will not rattle under strong volume and
operates with equal nicety on 90 volts or higher,
according to the manufacturers. It is 15 inches
high and 34 inches deep.

The A. C. radio
tube developed
and made by Kel-
logg—experienced
lampmakers for
many years. This
tube is used in
Kellogg A. C.
sets and sold
generally to the
trade.

/

Rad

No A Battevies
Ao B’ Batteries
No 'C Batteries

NONE/

Peerls ortable Sales
Continue in Good Volume

Demand for the Products of the Peerless Al-
bum Co. Exceeds Expectations, Says Phil
Ravis, President of the, Company

The demand for the Peerless portable phono-
graph, manufactured by the Peerless Album
Co., New York, has greatly exceeded expecta-
tions, according to Phil Ravis, president of the
company. Mr. Ravis states that the Peerless
manufacturing plant has been exceptionally
busy and all indications point to a very suc-
cessful year’s business.

J. E. Halpern, of the Peerless Co., recently
returned from a trip through New York State,
introducing the new Peerless all-leather port-
able to jobbers and dealers in the various
trading centers. Mr. Halpern reports that he
succeeded in booking a splendid volume of
business and the Peerless product excited
favorable comment wherever demonstrated.

Among the features of the Peerless portable,
according to the manufacturer, are a built-in
record album with eight pockets, new type
phonic reproducer with metal alloy diaphragm,
one-piece brass-drawn tone arm and a Junior
Flyer motor. One model is said to be covered
in genuine suede leather and the other in
fabrikoid. The product is finished in two-tone
combination color in maroon, blue and black.

Lynch Co. Features Columbia

The J. D. Lynch Music Co., Riverside, Cal,
has been conducting quite a drive on Columbia
Viva-tonal phonographs and records. In this
connection Uncle Remus, KHJ broadcast en-
tertainer, recently greeted friends and admirers
of the Lynch store and helped to emphasize
Columbia qualities.
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A C. Straight Through!

POWER TUBE - ALL

A S THE manufacturer of the first successful A. C. Tube, Kellogg has been expected to pro-
' duce the finished, the ideal set for using that tube. We have done it. We have given you a

set with seven Kellogg A. C. tubes—power tube and all.
already placed their orders, knowing that this Kellogg A. C. set is sure to be the most
of and the most profitable seller the market has to offer.
that there will still ke a big demand for D. C. sets.

Some folks do not

Many of the leading dealers have

talked-

But YOU know—and WE know—

have A. C. current

Others want the kind of radio reception only a Kellogg can give — and demand it at a mini-
mum price.

Kello gg D.C.Sets 1 rermitar 57 ) UP’

For that trade we offer Kellogg D. C. sets in 5 and 6 tube models to retail from $75.00 up.

ALL have Kellogg's exclusive system of Inductive Tuning.

ALL are built to the same

quality standards that Kellogg has been building into its telephone equipment for the past
thirty years. The time is growing short. If you are not yet assured of a Kellogg Franchise,

NOW is the time to act.
Kellogg Switchboard & Supply Company

Chicago, Illinois

Dept. C—259

Write or wire!

Member R. M. A. and N. E. M. A.

Important Matters Taken Up
at Amplion Corp. Sales Talk

Lloyd Spencer, General Sales Manager, Presides
at Conference—Recent Additions to Sales
Staff Well Known to the Industry

Detailed discussion of Amplion Corp. sales
plans occupied the attention of the sales de-
partment of the Amplion Corp. of America, at
a recent sales conference held at the executive
offices of the company in New York. Lloyd
Spencer, general sales manager of the Amplion
organization, presided, and outlined the com-
pany’s sales policies and merchandising plans.

It was announced that several new members
liad joined the Amplion sales staff, which now
comprises the following well known men.

W. L. Lown, for many years in the radio in-
dustry and recently associated with the Daven
Corp. and previously with the W-K Electric
Co.; Carl J. Main, who was associated with the
A. H. Grebe Co., and previous to that with the
Priess Radio Corp.; J. J. De Bona, who was
general sales manager of the Homcr P. Snyder
Mig. Co. for the last few years. H. G. Hille-
brand and F. W. Piper continue in their posts.

Sleeper Announces Direct
Current Operation for Sets

The Sleeper Radio & Mfg. Co., Long Island
City, has announced the addition of direct cur-
rent operation to its full line of electric sets
introduced a short time ago for alternating cur-
rent use. Gordon C. Sleeper, president of the
company, states that this announcement has
been received with particular interest by dealers
in certain sections of New York, Boston, Chi-
czgo and other cities where only direct current
is available. Two consoles have recently been
added to the Sleeper electric table models.

Slogan for Gold Seal
Tubes Has Been Registered

The Gold Seal Electrical Co. Inc., New
York, manufacturer of Gold Seal radio tubes,
has adopted the trade-mark illustrated herewith
and it has been registered for all advertising
and sales-promotion activities of the company.
The slogan, “There is power behind the Gold

Esu’-i;& \

There’'s POWER behind
the Gold Seal Line

Gold Seal Trade-Mark
Seal line,” has also been adopted in connection
with the illustration. This trade-mark is in-
tended to convey the strength and stability of
the firm and its product.

Brunswick Dividend

A dividend of 75 cents per share on the out-
standing common stock to stockholders of rec-
ord at the close of business on August 5 and
payable August 15 has been authorized by the
directors of the Brunswick-Balke-Collender Co.

Crosley Fully : Pro_tect-éd
Under Important Patents

Secures Rights Under Hazeltine and Latour In-
ventions Following License Under Group
R. C. A. Patents—Complete Protection

An agreement has been signed by the Hazel-
tine Corp. and the Crosley Radio Corp., whereby
the Crosley Co. obtains full rights under the
Hazeltine Neutrodyne and Latour Corp. patents
and inventions, according to a recent announce-
ment. The Crosley Co. has already secured a
license under the group patents of the Radio
Corp., General Electric, Westinghouse Electric
and American Tel. & Tel. companies. It is
stated that this license, together with the agree-
ment made with the Hazeltine Corp., gives the
Crosley Co. full protection.

Commenting upon this agreement, Powel
Crosley, Jr., president of the Crosley Radio
Corp., stated:

“Just as the Federal Radio Commission is
clearing up broadcasting, so will the clearing
up of the patent situation help the engineering
and manufacturing side of the industry. The
rights obtained under the Hazeltine-Latour
patents, in conjunction with other patent rights
the Crosley Corp. enjoys, will enable us to
manufacture the best and most efficient type of
radio receiver engineering science knows. In
doing this we feel we are materially assisting
the Federal Radio Commission in its work of
removing interference from broadcasting, be-
cause we will be able to produce receivers with
a maximum amount of selectivity and free from
any possibility of interference or annoyance to
neighboring radio sets.”

The latest addition to the Columbia library
of Gilbert and Sullivan opera music, Selections
irom “Iolanthe,” is recorded by the Court Sym-
phony Orchestra. ’
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Another Leader
in Peerless
Popularity

An instrument of exceptional value—new and
different, sturdy equipment throughout, loud,
clear tone.

Has a Real Album— 5
Not a Box I 5 Retall

Absolutely unlike any other Portable in appearance—bigger in
size—much deeper and richer in tone—with a real built-in
Record Album, with eight pockets—a guaranteed Heineman
Motor—smarter in design —and in three attractive colors,
blue, maroon and black.

JOBBERS: DEALERS:

gg?t:lfl‘z Pﬁ%Rl‘rﬁlS)lSe $1y50£et?2 Here is a Portable Phonograph
dominate the dealer trade in which offers your customers
the most remarkable value ever

your territory. Write us for
. presented. Order a sample to-
full details of our profitable LR e

proposition.
Why dealers now prefer the PEERLESS
1.—New Type Phonic Reproducer arm matching the Reproducer
with Metal Alloy Diaphragm, perfectly.
giving wonderful reproduction. 4.—Covered with genuine DuPont

Fabrikoid.

5.—Two-tone Combination covering
in Blue, Maroon and Black.

3.—One-Piece Brass Drawn Tone- 6.—Guaranteed Junior Flyer Motor.

2.—Real DPeerless Record Album
with eight individual pockets.

- () D ()T ()

PEERLESS—
the Album

Peerless Artkraft Album

Beautiful Gold-embossed Cover—Heavy Brown Kraft Pockets

Peerless Loose Leaf Album

Removable Pockets for Records

Peerless Record Carrying Case

This new way of carrying records to
the camp, seashore and outing appeals
to every portable owner. It is a source
of added record sales, as well, for the
retailer.

Its low price makes selling easy. Now
is the Portable and the Peerless carry-
ing case season.

PEERLESS ALBUM CO.
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Boley-Oliver Co. Shows the
Kellogg Line at Open House

Metropolitan Retailers View Latest Radio
Products of Kellogg Switchboard & Supply
Co., at Warerooms of Sales Representative

The Boley-Oliver Co., 1440 Broadway, New
York, sales representative for the radio prod-
ucts of the Kellogg Switchboard & Supply Co.,
Chicago, 111, held open house the week of July
18 for the purpose of showing the dealers in
metropolitan territory the new Kellogg A. C. re-
ceivers. David Boley, president of the company,
and Fred Oliver, vice-president and general
anager, were busy throughout the week dem-
onstrating the new products to the dealers and
giving in detail the distinctive characteristics
of the new Kellogg sets. The dealers were
keenly interested in the sales possibilities of the
new line, and manifested their approval by plac-
ing good-sized orders for immediate delivery.
The Boley-Oliver Co. was delighted with the
success of the presentation as the orders in
hand were far beyond anticipations.

The company recently completed its sales
organization with the exception of several ad-
ditional salesmen who will be added to the
staff within the next fortnight. Albert Simons,
well-known in the New York wholesale field,
is now sales manager of the company; L. M.
Lehr covers Bronx and the upper west-side in
Manhattan; H. W. Rustin covers lower Man-
hattan; \V. F. Walker covers Brooklyn and
Long Island; H. C. Husk covers New Jersey
and Leslie J. Hunt covers Westchester and
Connecticut. S. L. Capell, secretary of the com-
pany, is working in close co-operation with theé
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