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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. N . Mo
Constructed tirely ne in- “No. 2-V. —to fit old style Victor—
ocrills)lf:c ST also .fits Toman helical

Cannot get out of order—will stand tone fFig.

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.

No. 2-O. —To fit Orthophonic Vic-
tor.

No. 2-C. —to fit Columbia old style
machines.

No. 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 vibrate 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”
tonpearm 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.

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

———

Sales Distributor

Manufactured by

| E.Toman & Co. Wondértone Phonograph Co. 5|

216 No. Michigan Ave., Chicago, Il

5 2621 West 21st Place : .
Caple Add —“Wondert ©h ’
CHICAGO, ILL. Cable é‘fdis—wm:m C:i‘;nerA?;:C. (’z»ct*;fommuon). ‘
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Price T wenty-five Cents

A $1,000,000 Business
Built by Partners With a $100 Start

‘When Charles Feldman and Charles Popkin Opened Their First
Retail Store Their Combined Capital Was $100—Merchandising
Policies That Made the Unusual Success of These Dealers Possible

ROM an investment of a hundred dollars

in talking machine merchandise in a small

portion of a store on the main street of
Brockton, Mass., to an inventory of $100,000 in
eleven stores throughout New England, is the
achievement of Charles Feldman and Charles
Popkin, who in 1909 founded the business. Each
vear the enterprise has grown and new stores
have been added until at the present time the
combined stores have a total annual sales vol-
ume of over one million dollars, and the stock
has been diversified to include, in addition to
talking machines, pianos and musical instru-
ments of all kinds.

In an interview with The Talking Machine
World, Charles Feldman outlined the policies
that have made this one of the most successful
talking machine retail stores in the entire coun-
try. He also tells something of the struggle
for a start, and his message is one of encour-
agement to dealers who are fighting for busi-
ness, handicapped by small capital. “When we
took the plunge, Mr. Popkin and I each had a
capital of fifty dollars. Our first stock con
sisted of a few phonographs and records sent
to us by a manufacturer on a consignment
basis. We had to make a cash settlement at
the end of each thirty days,” said Mr. Feldman.

Systematic Canvassing

“Qur method of procedure of getting business
at that time was absolutely nothing new, but a
straight cold-turkey canvass; getting the per-
mission from the owners of homes to place
phonographs on trial. We made a systematic
house-to-house canvass, leaving a machine in a
home with a selection of records anywhere
from twenty-four to forty-eight hours and
then calling in the evening to do our closing.
Of course, at first all work had to be done by
ourselves; delivering, selling and repairing our
own merchandise.

Expand With Aid of the Bank

“At that time we were selling a phonograph
and competing with another make for which
there was a considerably larger demand, and
we realized it was necessary to obtain the fran-
chise on that particular make of phonograph,
but due to the fact that they already had a suf-
ficient number of agencies in town, we could
not obtain it unless we bought out one of the
dealers who at that time was not doing much
business. His stock consisted of around $1,100
worth and he wanted $1,500 for the stock and
the franchise. Of course, $1,500 to us looked
unusually large. We had no possible means of
obtaining same, as the person who wanted to
sell insisted upon cash. However, after several
conferences between ourselves we decided that
we would go to one of the local banks, place
our cards on the table and ask for the loan.
The bank loaned us the money, we giving them
to understand that we would pay them back so
much each month. This new line added con-
siderable to our business and gave us an oppor-

tunity of getting ‘'sales that we were unable to
get before, with the result that in conjunction
with the house-to-house canvass we got many
demonstrations by the use of the telephone.
We tried to get as many demonstrations as
possible, working upon the plan of the law of
averages. Very soon after that we leased all
of the store, put in several booths and went
after the record business strong.

“Later on we understood that there was a
store for sale about twenty-five miles from
Brockton, in Plymouth, Mass. We investi-
gated and found that it would require about

No dealer ever started with as
great a handicap as confronted
the two men whose story ap-
pears on this page and few
have had such a remarkable
success in such a short period
of time. How the partners
embarked on a sound policy
of expansion, as told in the
accompanying article, is a
story replete with merchan-
dising suggestions that every
dealer should find interesting,
instructive and valuable.

$€3,000 to purchase stock and fixtures, and the
same procedure followed there. We again
went to the banks, told them our story and
they were glad to furnish us the money at
that time. We put a manager in charge of
the store and gave him a salary and a percent-
age of the profits.

$50,000 Sales in Small-Town Store

“Our next venture was purchasing a store in
Willimantic, Conn. This particular store gave
us our first experience in handling pianos, as
that store handled pianos in conjunction with
phonographs, records and musical supplies.
The manager of that store employed a sales-
man who lived in Stafford Springs, a town
about twenty-five miles away, and who was
doing business for our company in that terri-
tory, and in order for us to get the best results
we th(‘)ught it advisable to open a store there,
so that it would not be necessary for him to
go back and forth to get our merchandise. The
result was a permanent store in the town of
Stafford Springs, Conn., with a population of
only 4,000 people, but where we have done busi-
ness to the extent of $50,000 per annum. Most
of this business is brought in from outside
solicitation and the use of the telephone. Qur
next ventures were as follows: Webster, Mass.;

New London, Conn.; Westerly, R. I.; Rockland,
Mass.; Taunton, Mass.; Fall River, Mass., and
Providence, R. L.
“We to-day are operating eleven stores, doing
a business in excess of $1,000,000, and in con-
junction to that we are operating the Felkin
Supply Co., which is the wholesale department
of the United Music Co. That is, the Felkin
Supply Co. buys its merchandise direct from
the manufacturers and resells to the United
Music Co. stores.
Large Unit Sales of Radio
“When the radio business started we at first
hesitated about going into this particular enter-
prise, as we thought it was entirely out of our
field, but we waited until the time we thought
was right and entered into the radio business
and to-day our radio business is the largest
part of our entire business. We handle only
nationally advertised merchandise and sell in
large unit sales in preference to smaller sales,
and find by so doing we are able to handle
merchandise which is a better grade, giving us
less service 2ad, of course, more profit. We
firmly believe in the trial system in the homes,
as we find that doing so creates an interest, that
interest creates the desire and with a good
closing man on the job it works splendidly.
Managers Made Partners
“Our organization to-day consists of over
one hundred people. Each of our managers is
given an interest in the store that he manages,
giving him, of course, an incentive to see that
things are properly taken care of. Our credits
are watched very carefully, no special system
used, but leaving that to the discretion of the
manager. We might add that a good deal of
our business is done on the instalment plan,
but we insist that a carrying charge be added
on every lease, as we feel that it is nothing
but just and right that there be a distinction
made between the cash buyer and the instal-
ment buyer. We do not pledge any of our
paper, carrying it all ourselves, getting aid
from our various banks from time to time.
“We believe that if every music store
would make a carrying charge on instal-
ment accounts, in most cases where they
are not operating at a profit they would
show a profit.”

James R. Shefhield Elected
Director of the Radio Corp.

James R. Sheffield, former United States
Ambassador to Mexico, was recently elected a
director of the Radio Corp. of America. Mr.
Sheffield was an RCA director at the time of his
Ambassadorial appointment, and his re-election
follows his retirement from diplomatic service.

Isaac Berkovitz, music dealer, of 2487 Seventh
avenue, New York, is in bankruptcy.

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

Another Great Knickerbocker Accomplishment

The Reward
of Over a
Half Century
of Faithful

Dealer Service

Eastern Distributors

PANATROPES -- RADIOLA COMBINATIONS - ELECTRIC RECORDS

THE BRUNSWICK-BALKE-COLLENDER CO.
623-633 SO. WABASH AVENUE

CHICAGO
EXECUTIVE

OFFICES

October 1l4th, 1927.
Mlessrs Knickerbocker, Schouverling, Daly & Gales, Inc.,
114-120 Bast 23rd Street,
Wew York City, H. ¥,
Gentlemen:
We take this opportunity to welcome you into
the "Brunswick Family" for musical advancement.
. We know that your slogen: "Sixty-eight Years
Of Dependability™, will be appnlied to Brunswick products
to the great advantage of Dealers in the New York field.
Brunswick Netional Prestige, combined with
the excellent local acceptance of Xnickerbocker, Schoverling,
Daly & Gales Dependebility and Service will, we are sure,
péove to be a combination of irresistable force.
Very truly yours,

THE BRIQISWICK-BALXE-COLLENDER CO.

d Division.

Ask About Our Special Dealer’s Franchise Proposition

Shovron %@C%{@ T]? @ Ck@?ﬁg/ Warchouse
‘ ’//_\—/

526 W. 25th St.
114 E. 23d St. _
New York City = @¢

-

Phones: Gramercy 1141-1449
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Make Plans Now for

Christmas Record Sales

ZSNHRISTMAS offers the greatest op-
: portunity of the year to stimulate
record sales. Always there are thou-
sands of shoppers looking for the
inexpensive gift with which to dispose of many
of the names on their Christmas lists.

Brunswick has prepared specially attractive
displays this year to help Brunswick dealers cash
in more on Brunswick Records as Christmas
remembrances. A special Christmas mailing
piece, a beautiful six-color Christmas banner
and special gift envelopes, are available now.

Brunswick Symphony Album
Sets Make Ideal Gifts

THE BRUNSWICK-BALKE-COLLENDER CO., Chicago, New York - In Canada: Toronto - Branches in All Principal Cities

This special

A Few Outstanding Christmas

Records to Feature

“Silent Night” (Christmas Hymn) . .. “Holy Night”
(Cantique de Noel)—sung by Florence Easton, So-
prano, and chorus with orchestra. 10296

“Shcepherd’s Christmas Song” (Reinan Dickinson) . . .
“Three Kings” (Christmas Song)—sung by Collegiate
Choir, mixed voices with orchestra. 3693
“The Birthday of a King” (Neidlinger) . .. “For Unto
Us a Child Is Born” (Messiah)—sung by Collegiate

Choir, mixed voices with orclestra. 3694
“O Little Town of Bethlehem” . .. “The Infant Jesus”
—sung by Collegiate Choir, mixed voices with or-
chestra, 3690
“Santa Claus Hides in the Phonograph” (Ernest
Hare) . . . “Christmas Morning at Clancey’s”—Irish
Comedy by Steve Porter. 3689

“Night Before Christmas” (recitation by Ernest Hare)
... “De Sandman”—sung by Criterion Male Quartet.
3688

Christmas envelope
is in _five colors




Averages Seventy-five
Sales a Month in Small Community

The Carlisle

Radio Co.

Kans.,

in Salina.

Does Not Consider

Its Small Town Location a Handicap But Reaches Out for Sales

“S ALES in our retail radio department
have been averaging seventy-five sets a
month,” explained R. C. Carliste, mana-
ger of the Carlisle Radio Co., Salina, Kan. “We
find aggressive sales methods are needed for
keeping business on the up-grade. An impor-
tant essential is to keep in close touch with the
buying public. Salina has 18,000 population,
and is surrounded by a rich agricultural section.
A portion of our trade comes from the rural
districts.

“We have a well-defined sales policy. Our

By Clement W hite

4 per cent on sales. This is a profitable invest-
ment, as it recruits new business, which is es-
sential to a permanent success. The leading
newspaper in Salina covers both the city and
surrounding rural territory. We advertise regu-
larly with the definite purpose of giving pro-
spective customers buying ideas.

“The majority of our prospective customers
are familiar with the radio idea. QOur purpose
in advertising is to induce individual prospects
to consider their need of radio, and to show
them the wisdom of investing in sets which

first consideration is to feature a well-diversi- give lasting pleasure and satisfaction. In addi-
- tion to describing
Tscargistoodfor— [GET ACQUAINTED OFFER | "™ ifoot™ | the merits of our
. ;‘)OC - S This Card Is Weorth Money To You - l’hil;'oll.{ad(i)o Rattery radio in newspaper
126(;8‘:::;:59 OO, ELISPSIGOGDIHOI o : advertisements, we
oR $1.00 also. emph‘a‘sx'ze our

23¢ On any Radio Speaker service facilities.
On any 201\ Tube OR “Incidentally, this
on S$1.00 firm has the most
S1.00 On Trickle Charger up - to - date service
On any Used Radio Set We repair uny make of department in cen-

- " When applied on the Puchase of a Complete Set radio set. We have the o

This Card good until March 10. most up-to-date servioe tral I\RI’ISKS, and

Put this in Your Kadinv Cabinet
for Future Reference.

CARLISLE RADIO CO.

147 8. Santa Fe SALNA, KANS. PPhone 450

department in central

e can repair any make

Type of Direct Mail Sent to Farm Homes

fied stock. We handle three leading makes of
radio, which are not conflicting lines, owing to
the fact that the prices vary. Our paramount
idea is to feature a quality stock which meets
the needs of every purpose and every purse.
We display ten sample sets in the main show-
room. Incidentally, attractive display is one of
our major sales aids. We tie up stock display
in the showroom with our window trims, which
are changed two or three times a week. Attrac-
tive display focuses attention upon our stock,
and encourages prospective customers to inves-
tigate our service facilities.

“Radio is a line which responds favorably to
aggressive publicity. Newspaper advertising,
in particular, will keep a stock of radioc moving.
Our expenditure for newspaper advertising runs

of radio set. This is
why we are pre-
pared to back up claims made in our news-
paper advertising. I find expert service for
patrons is an outstanding factor in winning

trade. Since my initial start in the radio busi-
ness, I have adhered to the idea that sales
<hould be made on a service basis. This is the

logical way to create confidence among pros-
pective customers. Moreover, the satisfied cus-
tomer is a booster for the firm from which he
bought his radio set. Satisfied customers are
essential to business expansion.

“We use direct mail publicity in company
with newspaper advertising, as the two are
most effective when used in combination.

“We distribute a house organ, called Timely
Topics, which is appreciated by prospective cus-
tomers because of its pertinent articles and at-

tractive illustrations. This house organ carries
cur firm name on the front cover, and proves a
helpful advertising medium, as it induces pro-
spective customers to keep our firm in mind
when in the market for radio sets.

“We also distribute circulars and mailing
cards. Recently we decided to make the ac-
quaintance of more rural patrons, so we mailed
advertising literature to every farm home in
Salina county, offering farmers a special get-
acquainted offer. We secure good results from
this kind of publicity.

“An important essential when advertising
radio is to avoid the rut of generalization. It
is necessary to offer specific values, and to
emphasize quality and service. Original adver-
tising copy is of maximum value for attracting
new prospects.

“During the past five years I have had ample
opportunity to test the merits of various sales
aids. I find newspaper advertising remarkably
effective, because a good newspaper goes into
the homes of many desirable prospects.

“An important essential is to advertise regu-
larly; regular distribution of house organs, cir-
culars, ctc., gives best results from a sales-
building standpoint.

“We favor illustrated advertisements, as they
are of maximum value for catching the atten-
tion of prospective customers. The public is
seeking worth-while buying opportunities; we
aim to make each advertisement give the im-
pression of quality goods and superior service.

“Demonstration is one of our effective sales
aids. It isn’t unusual for my firm to have
twenty sets in the homes of prospective custom-
ers at one time for demonstration purposes.
Six salesmen canvass our territory, seeking de-
sirable prospects. Systematic canvassing en-
ables us to reach prospective customers who
are interested in quality and service. We are
succeeding in our aim to develop a permanent
business, because our customers are pleased
with our merchandise and with our service.”

| —

A DR

Jobbers and Dealers:

Note New Address

q,%:‘—- T 7 "(_OA

“NYACCO” Manufactured Products

NYACCO Record Albums
NYACCO Radio Sets

NYACCO Portable Phonographs
NYACCO Photograph Albums
NYACCO Autograph Albums

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

64-68 Wooster Street, New York
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Brunswick Welcomes
a Great Music House

| From Sherman, Clay & Co.’s 2-Page Announcement
in West Coast Newspapers :

‘“Spectacular developments in the reproduction of recorded and
| broadcast music by The Brunswick-Balke-Collender Co., develop-
ments that have been weighed and tested, have convinced us that the

inclusion of the new 1928 series of Brunswick Panatropes and Pana-

7 ’

tropes with Radiola will greatly enhance our service to the public.

erman, @lay & Co.

Everything Cfine in Music

THE BRUNSWICK-BALKE-COLLENDER CO., Chicago -

HERMAN, CLAY & CO., a chain of
forty retail stores throughout northern
California, Oregon and Washington, is one
of the largest music houses in the country.
The position of this firm in the music
field is indicated by the fact that one m sixty
of all the pianos manufactured in the United
States reaches the public through this single
far-western outlet.
That this firm, annmated by a conser-

(4

New York . »

vatistm and idealism that have few parallels
in business, after searching investigation and
careful decision has now added to its line
the Brunswick Panatrope and Brunswick
Electrical Records, is highly significant.

It can mean only one thing: That the
Brunswick Panatrope and Brunswick Elec-
trical Records by therr merit have won this
music house as they have won the trade and
the great American public evervwhere.

In Canada: Toronto -~

Branches in All Principal Cities
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Exchange of Credit Information Between
Merchants Increases Chances Against Loss

Credit Men of Columbus, O., Have Organized a *Skippers’ Club” Which Is Working Out to

the Advantage of All Merchants Who

Dealers who have and are encountering dif-
ficulty in tracing the movements of delinquent
customers who have changed their addresses
without giving notice to creditors would do
well to cooperate with other credit-granting
merchants in supplying information so that the
latest information would be available to every
dealer and the number of “skips’” materially
reduced. The credit men of Columbus, O., have
formed an association, the “Skippers’ Club,”
which meets monthly. At each meeting there
is an interchange of information through which
the credit grantors secure many new addresses
of “skip” accounts.

On or before a certain date each month each
member of the club sends in a list of “skips”

Do Business on the Instalment Plan

or lost accounts. The post office receives a
copy of the list and checks it and each member
receives a copy which he checks over and adds
any later addresses he may have. He brings
this copy to the monthly meeting.

The benefit of such an organization to any
dealer who sells on the time-payment plan
cannot be overestimated. The cost of issuing
the lists is comparatively small and when a
number of dealers join in would scarcely be felt.
Not only dealers who sell on a time-payment
basis would be interested but grocers, butchers
and other credit grantors would prove willing
to cooperate to end the menace of the dishonest
customers.

Talking machine and radio dealers who are

not connected with an organization of this type
would do well to take the initial step in form-
ing a group of merchants to protect their in-
terests.

Knickerbocker Co. to
Market Freed-Eisemann

The Knickerbocker Talking Machine Co,,
well-known wholesale distributor in New York,
will market the Freed-Eisemann radio line in
Manhattan and the Bronx, in conjunction with
the present Freed-Eisemann distributors in this
territory, according to an announcement of the
Freed-Eisemann Radio Corp., Brooklyn, N. Y.

The Automatic Phonograph Co., Indianapolis,
Ind., was recently incorporated to manufacture
and sell musical instruments with a capital
stock of 5,000 shares of no par value. The in-
corporators are H. L. Purdy, Homer McKee
and Fred B. Johnson.
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ANOTHER PEERLESS ACHIEVEMENT
THE PEERLESS VANITY

Almost the size and appearance of
a lady’s vanity bag.

Weighs 8 1Ibs.

Dimensions: 31, in. high, 121, in.
wide, 12 in. deep.

LMY ALY

EE;I D () - () D ()-ED-
B Always Ready to Play When Opened
E No Portable Like It on the Market

Nothing to Erect
Nothing to Dismantle
Nothing to Adjust

€D () - () €D () G-

VBT B /8¢
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The Peerless Vanity is covered in attrac-
tive fabrics in two-tone effects.
Carrying capacity of six records.
Plays two ten-inch records
winding.

Equipment includes genuine Flyer motor,
afld. phonic type reproducer and tone arm
giving the volume of larger phonographs.

— List Price $12.00 — l

with one

01

TR

Write for sample of the Peerless Vanity. Also the Peerless Vanity De Luxe in genuine
E leather, gold tooled, padded top, attractive colorings. These two models are in a class
by themselves. The complete line of Peerless Portables range in price from $12 to $30
” list.

-_— () - () - (-

Two Sales Winning Styles of Record Albums
Peerless Artkraft Album

Beautiful Gold-embossed Cover—Heavy Brown Kraft Pockets

BB B
[TaviTevraYI eV TaYITaY

Peerless Loose Leaf Album

Removable Pockets for Records

PEERLESS ALBUM CO.

PHIL. RAVIS, President

636-638 BROADWAY, NEW YORK
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AC.Receivers that play

Phono graph

Records,too

C Radio

( N - Q/{ POPULAR feature of the new Strom-
b

N\ \\\)

(/)/ozzoym/)/, |
Ve

The Stromberg-Carlson Hour
Tuesday Evenings 8 to 9
Eastern Standard Time
through
WIZ, WBZ-WBZA, KDKA,KYW, WJR,
WBAL and the new Stromberg-
Carlson Station WHAM

erg-Carlson Receivers is their ability to
play phonograph records through the audio
system of the Receiver itself, as well as to
receive broadcasting—a telling sales argument.

Another feature is the operation entirely
direct from A.C. lighting supply without
recourse to any “indirect” makeshifts; batter-
ies, chargers, so called dry rectifiers or dry “C”
batteries—they are fool-proof.

Besides these features there is the new
Stromberg-Carlson financing plan which
makes the purchase of a Receiver easy—help-
ful both to dealer and customer.

A. C. Stromberg-Carlsons range in price: East of Rockies, Radio Sets, equipped
with phonograph input jack, $295 to $755—Radio and Phonograph Combined
S1245; Rockies and West $315 to $1299; Canada $390 to Sibso.

StroMBERG-CarLsoN TELEPEONE MFG.Co., RocuEester, N.Y.

e = s = = S

———

Makers of voice transmission and voice reception apparatus for more than thirty years
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Plan the Christmas Sales Drive Now

W. B. Stoddard Describes the Methods of Merchants Who Staged

Successful Holiday Sales Promotion Campaigns—The Big Chance

HE old saying “I'wo heads are bctter
I than one,” could well be amplified by
saying that “a dozen heads are best of
all.” This is the theory upon which Ira K.
Young, general manager of the Crews-Beggs
Co., Pueblo, Col, works each Fall. For secv
eral vears, about six weeks before Christmas,
he gives a dinner at his home. To this are in
vited all department heads and buyers of the
store. In addition the head cashier is there,
the engineer, the display manager and the ad-
vertising manager. All of these, with their
wives, are the guests of “the boss” at his home
Each one is asked to note down any sugges-
tions which he may have for making the store's
holiday business better. After the dinner is
over these suggestions are read,
discussed, picked to pieces and
talked over generally. “Under the
influence of a good meal, 1t is sur-
prising how much good can be
done,” said Mr. Young. “We get
more good, sound selling ideas and
suggestions at this dinner than we
would in any other way. We have
done this for the last four years,
and every year it is more produc-
tive of suggestions that are worth
while. Last year the storc had
twelve enormous Christmas trees,
each about thirty feet higli, out
in front of thc building. These
trees were all brilliantly lighted
and the effect was beautiful. It
was a suggestion that came up at
the November dinner.”
Holiday Advertising
When the holiday advertising
starts in earnest in December, the
newspapers will be flooded with
pages and half-pages from scores
of irms. What is a man going to do to make
lis ad stand out in this ocean of printed pub-
licity? The Symons Co., Butte, Mont., has solved
the problem by having all of its holiday adver
tising in color. Whenever readers in western
Montana pick up a newspaper and see publicity
in red and green they can tell without looking
at the signature that it 1s a Symons ad. Every
llustration is printed in green ink. Descriptive
copy and prices are set in black with just
enough red to carry out the holiday color
scheme. “The chief merit of these color ad-
vertisements,” said the advertising manager,
“lies in the ink. It must be of a clear, bright
tone, otherwise it becomes quite mediocre. The
cost of using colors is about 15 per cent above

the regular price, but we find it an extremely
worth-while investment.
A Novel “Christmas Opening”

A novel “Christmas Opening,” which greatly
stimulated business—especially early buying,
was adopted by W. H. Lyman & Co, Inc,
Kewanee, Ill. “A special feature with us last
vear,” said the advertising manager, “was a
‘Christinas Opening’ at which no merchandise
was sold. This was held at the store during
the first week of December, and we started it
by keeping the store open the first evening
from 7 to 9 o'clock. Although no merchandise
was sold all the employes were at their places
on the floors, and displayed and demonstrated
all lines.

There was a live Santa Claus, who

to the eflectiveness of the display. Towards
the rear was a large crimson throne, and on
this during certain hours of the day Santa sat
and listened to the wishes of scores of little
people who came to see him. In front of the
store was a life-size wooden cut-out of a sol-
dier carrying a sign: “Time to buy Christmas
Gifts,” and a calendar of the month of De-
cember. Just over it was printed “Time Is Fly-
ing.” Each day the previous date was painted
out, showing the number of shopping days re-
maining.

The Kelly-Duluth Co., Duluth, Minn., had a
very interesting radio window, featuring the
delights of it, and its appropriateness as Christ-
mas gifts. The window was backed with cur-

e —

Holiday Window Displays That “Broadcast” the Gift Suggestion

circulated about, distributing candy to the chil-
dren. Favors were given to all visitors. The
cvent was a big success and helped greatly in
zetting the holiday season under way.”
Setting the Stage for the Holidays
The Haverty Furniture Co., Atlanta, Ga, had
a striking setting for displaying its lines. The
front section of the store, for the distance of
100 fect, was given over to radios aund phono-
graphs. Along one side of the wall, above the
heads of customers, was a long strip of blue,
spangled with silver stars. Against this were
shown life-size cut-outs of Santa and his sleigl,
with his six reindeer, the whole being suspended
from the ceiling and looking as though gallop-
ing through the air. A big yellow moon added
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tains of dark brown silk, against
which was set a Radiola. Drawn
up to the cabinet was a large
crimson-covered easy chair. Next
to it was a stand with smoker’s
set, and a big lamp with wide
spreading shade of crimson silk
shed its light over all. On the
floor, near the chair, was a care-
lessly dropped newspaper. A large
art card in deep blue, red and
green suggested “Give Dad a
Radiola for Christmas.”

Dad, however, is not the ouly
one interested in radio, and Yo-
well-Drew Co., Orlando, Fla,
made all who passed think long-
ingly of a radio set. The large
window was set to represent a
drawing room. At one side was
a fireplace, with candles on the
mantel and Christmas wreaths on
the wall. At the other side was a
big Christinas tree, laden down
with tinsel and ornaments. Be-
neath it was a phonograph cabinet. In the
foreground was an easy chair, with a number
of records scattered over it. In the rear was
a clock pointing to the hour of midnight.
Just bencath it was a radio and here sat a
voung woman, tuning in, evidently with the
intention of getting the Cliristmas chimes.

Holiday Stag Party

Since men seem more attracted to radio than
women, and do the greater part of the buying,
Tepper Bros., Selma, Ala., staged a Stag Party
in their store at the opening of the holiday
season. To several hundred prospects they
sent out a letter:

You arc requested to lLe present at our Showing for

(Continued on page 11)
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C. T. McKelvy Promoted

to an Important Position

Now General Sales Manager H. T. Roberts Co.
—Well Known in Radio Cabinet Field—Mr.
McKelvy Long Connected With Trade

C. T. McKelvy, one of the best known young
men in the entire inusic industry, has been ap-
pointed general sales manager of the H. T.

!

C. T. McKelvy
Roberts Co., succeeding A. J. Kendrick, who re-
cently resigned.

The H. T. Roberts Co. is a prominent factor
in the radio cabinet business, with salesmen
throughout the United States, and Mr. McKelvy
has been associated with it for the past eight
months, as manager of sales promotion.

Prior to his association with the Roberts Co.,
Mr. McKelvy spent five years with the Bruns-
wick-Balke-Collender Co., in the capacity of
sales promotion manager. He is one of the
brightest and most energetic members of thc
trade and has to his credit a number of inter-
esting merchandising campaigns which have
been followed successfully by many retail
houses in this country to their profit.

C. T. McKelvy is one of those rare individuals
who loves work. He has an equal amount of
affection for thc music business, and with his
dynamic, forceful personality and will to do, he
is constantly accomplishing things which are of
noticeable help to the jobbers and dealers with
whom he has contact.

Announccement also has been wmade of the
acquisition of Berkey & Gay radio furniture
by the H. I'. Roberts Co. This concern now
exclusively represents a great number of the
best known furniturc wmanufacturing houses in
the United States. Its program of action is
governed by a well-defined policy and an
aggressive method of selling. This policy has
heen developed under the supcrvision of Mr.
McKelvy and it is announced that no change in
the general plan will be brought about by his
promotion to the sales management.

Fada Radio Distributor
Appointed in Alabama

Appointment of the Bill Papc Tire Co. of
Birminghani, Ala., as distributor of Fada Radio
in the State of Alabama has been announced
by Louis J. Chatten, general sales manager of
F. A. D. Andrea, Inc. This well-known
Birmingham wholesale organization will pre-
sent the complete line of Fada receivers and
speakers to the trade throughout the Alabama
territory. Specialty men will make contacts.

Plan Your Christmas
Sales Campaign Now

(Continued from page 10)

Men Only, Wednesday evemning, December 10, where you
may enjoy free smokes and a free radic concert.

Positively nothing will be sold. It will be an evening
of inspection and entertainment, from the hour of 7.43
to as late as you please.

All women folk are to be excluded, even our saleswomen.
for this is to be a real stag party—with no women to
criticize. It is to be a night for regular fellows and we
want you to compliment us by coming.

Very cordially yours.

The management said that the response was
very generous, and through the demonstrations
and discussions that took place that night a
number of sets were sold.

Victor Educational Records

Tlhe educational department of the Victor
Talking Machine Co. recently sent to Victor
dealers a booklet listing and describing thirteen
Victor records especially adapted to beginning
the work of Music Appreciation in the Rural
and Consolidated Schools. The records wecre
carefully selected as a basis for a beginning in
the different phases of the work. A supple-
mentary list coutaining additional listings is
also included in the folder for those schools
that have already made a beginning in music
appreciation studies and desire a broader field
of study. The thirteen records listed contain
seventy-five selcctions.

I'lie Wolstone-Spiro Co., Toledo, O., was
recently incorporated to haudle radio equip-
ment with a capital stock of $20,000, and the
issuance of 230 shares of stock of $100 par

value.
i
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F. A. Magee Winner of
R. M. A. Golf Tournament

Presentation of Silver Cup for National Cham-
pionship Made by G. Clayton Irwin, Jr.—
Permanent Golf Club Organized

The final game of the R. M. A. Golf Touri
ment was played at the Calumet Country Club
and all honors were carried off by F. A. Ma;
president of the Trav-ler Mfg. Corp., Chicag
Ill. Presentation of a silver cup for the N:
tional championship was made by G. Clayton
Irwin, Jr., gencral manager of the Chicago radio
show, to Mr. Magee on Saturday night at the
show. Sou much interest has been taken in this
golf tournamcnt that a pcrmanent golf club
has bheen organized and following the comple-

)

right, Bernays Johnson, G. Clayton

Reading from left to
Irwin, Jr., General Manager, Chicago Radio Show: John
C. Tully, President, Bremer-Tully Mfg. Co., and Frank A.

i\{[agee, President, Trav-ler Mfg. Corp., and winner of

M. A. Golf Tournament.
tion of the tournament, election of officers for
1928 was held. John C. Tully, president of
Bremer-Tully Mfg. Co., Chicago, present chair-
man and holder of National championship for
the past year, was re-elected chairman of Radio
Manufacturers’ Association Golf Tournament.
Paul B. Klugh, of Zenith Radio Corp., Chicago,
vice-chairman; Harry Simpson, of Maring Wirc
Co., Chicago, secretary; H. O. Larsen, of the
Ekko Co., Chicago, treasurer. Albert New-
combe, Newcombe-Hawley, Inc., St. Charles
111.; Henry Forster, Utah Radio Products Co.,
Chicago, and Theo. Sheldon, Carter Radio Co.
Chicago, further membcrs of committee. Pres-
ent arrangements provide for qualifying con
tests to be held in various sections of the coun-
try during 1928, with the championship contest
at Chicago during thc R. M. A. Fall show.
The summarics of thc final game follow:

Frank A. Magec ..........covvevennns 77
H. G. Volimer ...... 76
L. F. Muter........ooooviiiiiiiiiina .. 7R
W. F. Owsley . ST
F. Reichmann ........ : e &
A ML Xless .............. . THoaeT ob 82
E. Williams .... ]3
H. E. Osmun ..o i i 91
A. Braun ......... 9)
H. O. Larsen ..... 92
T. K. Webster, Jr N1
H H Eby ...... 103
P. H. Owsley ........... 103

Announcing

the

32 Union Square, New York

SYMBOL OF QUALITY

LYREPHONIC SENIOR

Send for sample, prices, etc.

Andrew P. Frangipane & Co., Inc.

Factory: Lyndhurst, N. J.




Why Are Some Records Slow Moving?

Is It the Fault of the
Record or Is the Dealer to Be Blamed?

OO often in the distribution of musical

merchandise the complaint is made by

various retailers that certain records will
ot sell well. They offer objections to the style
f recordings, the pieces that are offered, and
many times find their shelves stocked with
records which have but little or no demand. A
thorough study of the retailer’s problems, how-
cver, has brought out the fact that in many
instances the fault lies, not with the manufac-
turer nor the wholesaler, but with the manage-
ment of the departments.

In the store of the J. R. Reed Music Co., of
Austin, Tex, the record department is managed
with unusual success by Mrs. Dene S. Newton,
aided by Miss Doris McCoy, and the manner in
which these two women have created a large
volume of profitable business makes an inter-
¢sting  story.

Clever Stock Control Plan

“In the operation of a department of this
kind,” Mrs. Newton explained, in discussing her
methods, “it is necessary to make a careful
analysis of the customers, the merchandise, and
the store policy. Then, these may be supple-
mented by some basic principles which will ma-
terially add good will and prestige to the de-
partment,

“We keep a complete stock of records, but
we do not allow any record to remain on our
shelves for more than thirty days. We keep
a check on our record stock by having our
numbers numerically. One of each record is
placed in a green, or what we call a "master,”
envelope. All other records bearing the same
catalog number are placed in the brown en-
velopes. In this way we are able to tell at a
glance of what records we have more than an
ordinary amount.

“We know at all times which records we have
on hand and those of which we have a large
supply. If we find that we have a few slow-
moving records we make a list of those num-
bers and make a special effort that day to sell
them out. In this way we are always able to
keep our stock clear of old numbers.

“We have found that one of the greatest fac-
tors in the creating of dead stock is the fact
that the public does not know you have it on
hand.

Definite Reccrd-Selling Plan

“There are a number of little courtesies which
may be practiced in the sale of records which
are often overlooked. We have made a definite
plan for promoting the sale of records which
we follow out in every instance. When a cus-
tomer asks to hear a new piece of a few
records which have been selected, we conduct
him to one of our booths, see that he is com-
fortably seated, wind the machine, place the
r rd and needle and wait until the music

STARP\ PIANOS

GENNETT RECORDS:

Represent the Highest cAttainment in Musical Worth
Dhe STAP\R PIANO COMPANY

Established 1872 . -

branch

By B. C. Reber

starts before we leave the booth. We have re-
ceived many compliments for our complete
service in this respect and believe that it has
done much in building up the sales volume
which we enjoy.

“We always keep our booths and our record
stock in good order. There are quiet periods
during the day when this may be accomplished
and it makes it very easy to take care of the
business during rush periods without confusion
or loss of time.

“Telling our customers of the new records
we receive as fast as they come in is one of
cur prime assets in increasing sales. We go
cover the list and show the customers the new
recordings whether or not they have asked for
any of these pieces. Of course, we do not force
ourselves upon the trade in this way, but merely
take advantage of an opportunity when we are
placing a record on the machine for them or
when we are wrapping up other records they
have purchased.

“Another thing which we have practised with
quite a little success is not to let a customer go
oui w.thout buying, or at least wi.hout hea.ing,
so.me record. If we have an inquiry for somc
record which is not in stock at that time, we
try to play something new for the customer,
or recommend a substitute. In nine times out
of ten this will lead to a sale.

Suggestion Sells Records

“Suggestion plays an important part in the
success of a sale, and we always have several
suggestions on hand for new records, new selec-
tions, or groups of records which will form a
pleasant evening’s entertainment. We study
our stock very thoroughly and know every
record on our shelves. This enables us to sug-
gest something pleasing to any customer who
is in doubt as to just what is desired.

“Specials, such as health records, books of
the opera, etc., we order sparingly, but we pro-
mote just the same. If we know of a customer
who we believe would be intecested in some-
thing of this kind, we either 'phone and suggest
giving these records a trial, or we mention them
the next time these customers are in the store.

“We give as much attention to the comfort
of our booths as we do the upkeep of our stock.
We try to place as many of the streamers that
come in as possible, but do not hang them up
in such a way that they will be easily torn or
appear unsightly. Instead, we paste them up
in a uniform order, at the same time hanging
the new record charts and other matter of this
kind around the booth as attractively as pos-
sible.

“Another essential of good merchandising is
in knowing how soon new records may be re-
ceived. We get all of our supplies from a
in Dallas, so we gct quick service.

This enables us to keep our stock down to a
minimum, and, where there is some doubt as
to how long a new hit will be popular, we are
able to order in small quantities.

Cater to Students

“A large portion of our trade comes from
students who attend the University of Texas,
which is located in this city. We have put
ourselves to great pains to make these students
feel at home here and always welcome them to
come in and hear our new records whether they
buy or not. This gives us a good prestige
among the students, and we have a large per-
centage of their sales.

“We do not believe in carrying inferior mer-
chandise, nor records which are an off-brand.
All of our stock is made up of nationally ad-
vertised and nationally known lines. The clas-
sic records which were so popular several years
ago have given way to dance records and jazz,
but there is still a fairly good demand for
these former if the field is properly worked.

“A thing well worth remembering in this
work is that the phonograph is the most widely
used and enjoyed musical instrument in the
world. Some people may have a preference
for the piano, others the violin, others a horn;
but all will appreciate hearing their favorite
musical instrument played on the phonograph
by some well-known artist. All of these things
must be taken into consideration if the record
field is to be thoroughly worked. While the
largest sales may be in orchestrations, novel-
ties, etc., it must be remembered that there are
others who prefer classics, religious numbers,
recitations, health records, and other selections.
By knowing your trade well and keeping each
tegular customer in mind as new records are
brought out, it is possible to cover the entire
territory.

“I believe we have one of the smallest record
departments of its kind for the volume of busi-
ncss which we enjoy. Our entire business, out-
side of the booths, is conducted in a space ap-
proximately nine feet square. Three sides are
utilized for record shelves; the fourth opens on
the aisle of the store and provides space for our
small counter.

“Summing up, I believe that courtesy to the
customer—and I mean doing those little things
which are so much appreciated but seldom
expected—letting the customer know what you
have, especially in the stock which is moving
slowly, knowing the condition of your stock at
all times, and knowing your trade, are the prime
essentials- in the successful management of a
department of this kind.”

Rollins’ Pharmacy, Chipley, Fla, recently
secured the agency for Victor Orthophonic talk-
ing machines and records.

BEeh

STARR PHONOGRAPHS

Richmond. Indiana
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omorrow’s Speaker —

The A-Z No. 1 table model re-
producer (illustrated) is made
in fine walnut finish with
ebony black base. Dimensions
21 in. high, 19 in. wide and
415 in. deep.

dardldddy

A-Z No. 1 Table Model 00
List Price ............. $30°
A-Z No. 2 Cabinet Model

List Price ...... ...... $22°50

Developed by ORO-TONE

World’s Largest Exclusive

Manufacturers of Tone Arms,

Reproducers. and Amplifying
Devices

The Marvelous New A-Z Reproducer

The Test Aloae

Tomorrow’s speaker—today! It’s here—the most
advanced development in the radio reproducing
industry!

The A-Z Reproducer is the result of over eight
years of concentrated development and research
work. Tt is constructed on principles contrary to all
principles employed in the ordinary speaker. Tt is
original—the one and only speaker of its kind. It
employs basic principles tested and proved over
centuries of time. These principles have remained
practically unchanged to this day in our best string
instruments such as the vielin, guitar, mandolin,
piano, etc.

The A-Z Reproducer is in reality a true-toned
reproducing musical instrument.

Eight and one-half years is a long time to spend
in the solution of an apparently insignificant puzzle.
But every minute of that time has been devoted to
experimenting with diaphragms and sound beards
for the true reproduction of sound, as now achieved

in the A-Z Reproducer.

To Phonograph Manufacturers Interested
in Electric Pick-Up

The A-Z Reproducer has becn carefully tested with
the electric pick-up methoed of amplification, in
direct comparison with the finest makes of speak-
ers. The results are a rcvelation!” Samples, for
actual tests, will be sent on 10 days’ approval to
reliable Manufacturers, Jobbers and Dealers.
Literature upon request.

THE A-Z CORPORATION, 1010 George St., Chicago, Ill,, U.S. A.
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Will Tell !

WITH TONAL

A=-Z

RANGE FROM AToZ
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There Is Nothing




Demonstrate Radio Sets

as Quality Merchandise

PPLYING the sales methods adapted to
selling high-class automobiles to those
of selling radio sets may seem like a

far-off comparison to soume decalers, vet to
Robert S. Miner, of Hartford, Conn,, it is his

The intimate tone given to an invitation “to
a private advance display in Miner’'s Salon”
gave the reader the impression he was per-
sonally invited to a private display. Still it was

only a different way he had of asking his pros-

every-day way of get

ting new customers.
\When one hears of l

a display to be made !

in a “salon,” he is in-
clined to picture 2
private exhibit of
Rolls-Royces in the
lobby of the best
hotel in town. If the
admission is free the
motor enthusiast will
drop in just to see
the most cxpensive
cars made.

1
s 4 i

3.
XA

This is exactly the
logic that Mr. Miner
puts behind every
radiv sales appeal
that he makes. He
was salesman for a

leading automobile
company good
many years before entering the radio field one
vear ago September 1. Naturally he still clings
to a number of automobile selling ideas.

Miner’s first year as a radio dealer was a
success, he claims, due to the fact that he con-
verted his storeroom into a 'modern ‘salon.”
In every piece of advertising literature or cir-
cular letter he distributes a paragraph was
always included extending an invitation to the
reader to drop in to "Miner's Salon” and see the
latest radio models.

The result, according to Miner's observation,
did not necessarily frighten off the middle-
class prospect and draw more of the elite. In-
stead it gave both classes the idea that a mod-
erate-priced radio was being displayed in an
extraordinary setting.

Partial

View of Miner’s Radio Salon

pect to drop into his store. To use Mr. Miner’s
statement, “It was the automobile way.”

Following is an example of the opening para-
graphs he used in his latest letter introducing
his “Autumn Salon Display”:

“As in fine motor cars, so the manufacturers of finer
radio equipment have adopted a policy of introducing
early in the Fall the models which shall carry into the
following calendar year.

“FADA radio is bringing ont a marvelous now lire o
instruments as their 1928 series. I have just received
an introductory shipment of these umproved models,
and intend to display them in a kind of Autnmn Salon—
a private advance showing—throughout the week of
September 12."

Such personal letters are, in Miner’s experi-
ence, the most effective means of getting the
prospect to see his radio stock. He spentover
$800 during the first twelve months in mailing

Are YOU servicing radio sets
by the WESTON METHOD?

I_‘l_nl |

|'”[

The Weston Model 519 Radio Set Tester is more
than an instrument. It offers a new method of
testing which, in less than ten minutes, will enablc
youn to make an aecurate check-up of the condition
of any D. C. set—tubes, batteries and circuits—so
that you can make the required repairs or replace-
ments with no fear of a come-back or complaint.
Never neccessary to remove a set to the shop to
locate a trouble. This explains why a radio service
man, with a Model 519 as his only equipmnent, ean
average from-15 to 20 service ealls a day and real-
ize large profits on thie sale of aceessories as well
as from service charges. The Model 519 is easy to
operate. merely requiring a few short turns of a
Rotary Switch provided on the instrument. A
complete instruction hook gives you full directions
for wmaking all tests. Your jobber will supply you,
or write to ws direct and ak for Circular J.

All tests made within 10 minutes!

1—Tests filament and plate voltages.
2—Tests A, B and C battery supply.

3—Measures plate current of eaeh tube
with Zero or C-Battery Bias.

4—Gives true voltage of B-Eliminator.

S—Detects open transformer windings
in the audio eireuit.

6—Deteets open eireuits within the set.
7—Deteets shorted or reversed wiring.

WESTON ELECTRICAL INSTRUMENT CORPORATION
190 Weston Ave. Newark, N. J.

-
—=1 )
PIONEERS / -
SINCE 1888 N/ e
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a different type ‘‘salon” invitation to his pros-
pect list of 1,400 names, and the results obtained
in actual sales have been very satisfactory, ac-
cording to this aggressive retail radio mer-
chant.

If only one radio sale resulted from cacl
of his twelve anuual letters, it would more than
cover cxpenses. Miner, however, has had as
high as fifty visits resulting from a single letter,
plus the final sale of six sets from the same
“salon” invitation.

Clark Music Co. Sponsors
Unusual Broadcast Program

An unusual and interesting broadcasting stunt
was arranged and sponsored by Melville Clark,
president of the Clark Music Co., 416 South
Salina street, Syracuse, N. Y. at the Annual
Radio and Electric Exposition held in the New
York State Armory in that city recently. Miss
Claudia Race, concert harpist and head of the
music appreciation department of the Clark
Music Co., and Miss Mary Becker, one of Syra-
cuse’s leading violinists, figured in the program
in a most interesting manner. These two artists
were playing from the front balcony in the
large armory where the exposition was being
licld and they were accompanied by Ernie Mills,
artist organist at the Strand Theatre in Syra-
cuse, who accompanied them directly from the
large four manual organ in the Strand. The
violinist and harpist received the organ accomn-
paniment as the output of a Radiola 28 and Mr.
Mills heard the violinist and harpist through a
headphone connection with the Vitaphone
which is a permanent fixture in this beautiful
theatre. The combination broadcast most ex-
quisitely and it is the first time that this un-
usual feature has ever been done here.

Max Targ Mid-West Rep-

resentative for Lyrephonic

Andrew P. Frangipane & Co., of New York
City and Lyndhurst, N. J, announces the ap-
pointment of Max Targ, of 229 West Randolph
Street, Chicago, as Western factory representa-
tive of the company. Mr. Targ is one of the
well-known figures in talking machine circles
and has a host of friends throughout the Mid-
dle Western territory which he covers. Andrew
P. Frangipanc recently returned from a visit
to Chicago which resulted in not only the ap-
pointment of Mr. Targ as Western factory rep-
resentative, but in the opening of a number of
new accounts for the Lyrephonic line as well.

New Fada Distributor
for the Philippine Islands

The Western Equipment & Supply Co., of
Manila, has been appointed Fada distributor
for the Philippine Islands, according to an an-
nouncenmient by R. C. Ackerman, export mana-
ger for F. A. D. Andrea, Inc. This company is
operating in the Northern portion of the
islands, while in the Southern scction the Photo
Material & Paper Co. handle the Fada line in
Cebu and Ilo Ilo. Mr. Ackerman, who recently
returned from a visit to the I’hilippines, states
that the future of vadio is very bright there.

Metropolitan Radio Supply
Co. Holds Formal Opening

Los AxciLes, Car, November 3.—The Aletro-
politan Radio Supply Co., carrying a full linc of
nationally known radio receivers and acces-
sories, held its formal opening at 134 West
Seventh street on November 1, observing the
opening with appropriate ceremonies. The new
establishment, which has been equipped with
the most modern fixtures, is conveniently lo-
cated in the downtown section of the city.
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THE New FRESHMAN

Freshman
EQUAPHA.

Model G-7 here illustrated is panelled
entirely of genuine mahogany, and con-
tains a large cone speaker mounted on
a Baffle Board, which is placed in a
remarkably resonant tone chamber, ren-
dering exceptionally fine tone quality
and “true-to-life” reproduction.

$ COMPLETE -
Ready to Operate
A Freshman development—licensed under patents;

R C A—General Electric Co-~—Westinghouse
Electric & Mfg. Co. and American Tel. & Tel. Co.

THE LIGHT SOCKET
SUPPLIES
ALL POWER

”/ 7 acids water
% /// trouble excuses
%/m”%m batteries makeshifts

Sold to Authorized Freshman Dealers Only

CHAS. FRESHMAN CO., Inec.

FRESHMAN BUILDING, NEW YORK
CHICAGO LOS ANGELES

The Radio of Superior Performance




How C. C. Baker Doubled
Record Sales by Installing Soda Fountain

Live Columbus Dealer Uses Soda Fountain to Bring People Into Store
and Advertise Merchandise — The Fountain Keeps Them Occupied

. C. BAKER, of Columbus, is the type of
C music merchant swho swatches what the
fellows in other lines of business are
doing, how they do it, and what results they
achieve, and has proved on numerous occasions
that he has the keenness and courage to adopt
an idea that is new and radical and applies it
with success to his own business. In other
words, he is not hindered by precedent, but
believes that modern business situations should
be met swith modern methods.
A Radical Innovation

Ar. Baker's latest move has been the installa-
tion of a soda fountain in his store in Colum-
bus, where he devotes himself chiefly to the sale
of talking machines and records. The soda
fountain idea first caused a ripple of amusement
amnong Mr. Baker's friends, as well as his com-
petitors, then there was a period of serious
watching, and finally expressions of amazement
regarding the results of the innovation. Now
the soda fountain more than pays for itself and
has almost doubled the record business.

The idea of the soda fountain was conceived
by Mr. Baker through watching the methods
adopted by merchants in other lines to attract
attention to their wares. Every ballyhoo,
whether it was for a three-ring circus or a medi-
cine show, depended upon its band to bring the
crowds within reaching distance; the land auc-
tioneer also depended upon the band to bring
prospects to his sales; the new store, whether
it handled furniture, drugs, or what not, gener-
ally had an orchestra to bring people in on the
opening day. But what particularly impressed
Mr. Baker was the fact that the successful soda
fountains depended upon phonographs and
automatic pianos, and even, in some cases, small
orchestras, to attract their patrons and to keep
them coming.

“What struck me,” said Mr. Baker, “was that
the soda fountain, for instance, was using music
to induce people to buy sundaes and mineral
waters, and I could not see why it was not just
as logical to reverse the process to bring
customers into the music store. The soda foun-
tain is simply a means for keeping them
occupied while they are in the store listening
tc the music. It is a case where sauce for the
goose really proved to be sauce for the gander.”

Investigation Preceded Installation

Mr. Baker did not install his soda fountain on
the spur of the moment. He first visited the
largest cities of Ohio and got the opinions of
his many friends in the music trade in that
State. Some of them smiled, but all of them
declared that, although radical, the plan seemed
to have possibilities. Then he went to Chicago
and New York and studied the soda fountain
situations in those cities. He learned, for in-
stance, that even a moderately successful foun-
tain could attract at least 500 people a day, and
he felt that if 500 people came into his store
cach day he could find among them a good
many customers for phonographs and particu-

larly records. Then Mr. Baker continued his
investigation to find out what kind of a foun-
tain was best suited to his needs, and finally
had the manufacturers develop one, with imita-
tion organ pipes adorning the top, so that
through them could issue the music played on
a phonograph.
Public Flock to Store

Finally came the day swhen the fountain was
installed and ready for operation. Its opening
was announced with becoming modesty. It was

“What struck me,”
Baker, ‘“was that the soda
fountain, for Instance, was
using music to induce people
to buy sundaes and mineral
waters, and I could not see
why it was not just as logical
to reverse the process to
bring customers into the music
store. The soda fountain is
simply a means of keeping
patrons occupied while they
are listening to the music.”

says Mr.

termed “the musical fountain” and all that ad-
vertised it in the windows of the Baker store
was the small sign reading ‘‘visit our musical
fountain inside.” Not only did the public of
Columbus respond immediately to the innova-
tion, but other merchants sat up and took notice
and the newspapers sent special writers to de-
scribe the newest business-getting medium. Mr.
Baker, however, was chary about certain types
of publicity. He installed the soda fountain not
to supplement the income from his music store,
but to bring more business to that music store,
and did not seek to have the tail wag the dog.
And the soda fountain came first. With all the
modesty, however, the results were immediate
and surprisingly satisfactory.

On the first day several hundred people visited
the fountain and within a few weeks the daily
average of customers was well over 1,000.
Perhaps the best illustration of the manner
in which the new idea took hold is found in
the fact that with the fountain Mr. Baker in-
stalled a small kitchen at a cost of $1,700 to
provide for the light lunches of sandwiches and
salads that are a recognized part of a soda
fountain to-day. In three weeks it was found
necessary to rip out that kitchen and install
one four times as large to take care of the
trade, and the three tables that were set about
to accommodate customers had increased to
twenty in number, with Mr. Baker’s only worry
being that they would encroach too much on
the space that he insisted upon allotting to his
music shop

As soon as the fountain was opened a mod-
ern phonograph was put into operation play-
ing the latest records, and the customers dis-
played real delight in having music with their
light meals and their refreshments. Then Mr.
Baker conceived the idea of having the fountain
clerks and the waitresses ask various customers
if there were any particular selections on
rccords they would care to have played. This
service made an immediate hit and the program
throughout the entire day soon consisted chiefly
of requested selections. Then Mr. Baker pro-
ceeded to talk to this fountain customer and to
that one regarding music and what he had to
offer. He was particularly impressed with the
fact that whereas at the outset the requests
were divided about equally betwveen popular
numbers and the standards and classics, within
a short time the proportions changed until only
about 10 per cent of the selections requested
were of the popular order, and the balance of
the higher type.

100 Per Cent Successful

The main and most important fact is that
Mr. Baker’s idea of using a soda fountain to
interest prospects in music, thus reversing the
method of the average fountain in using music
tc interest customers in refreshments, has
worked out 100 per cent successful. It is inter-
esting of course to find that well over 1,000
people patronize the fountain each day, with the
number constantly increasing, and that this ven-
ture in itself is growing and producing a profit
at a rate that is embarrassing the sponsor. But
the main fact is that since the fountain was in-
stalled Mr. Baker’s record sales have actually
increased 85 per cent and that the better class
of records are moving more rapidly than ever
before in the store’s history despite the fact
that Mr. Baker is one of those dealers who
have always consistently advocated good music.
Mr. Baker’s soda fountain idea stands unique
in representing a form of publicity for music
that doubles sales, but in addition pays a profit.

Third Atlanta Radio Show
Proves Unqualified Success

ATLANTA, GA.,, November 3.—The third Atlanta
Radio-Electrical show held at the Auditorium-
Armory during the week of October 17 to 22
was an unqualified success, with thirty-five firms
exhibiting. The exposition was primarily a
radio show, although electrical appliances were
also shown and an aeronautical exhibition at-
tracted considerable attention.

The outstanding features of the radio exhibits
were the tendency toward the more expensive
models and the cabinet enclosed receivers. The
combination phonograph-radio receiver models
were also predominant in many displays. The

great majority of loud speakers shown were
those of the cone type, with the clock-shaped
cone speaker the most popular with the public.

The standard for successful Talking Machine demonstration
Radio dealers are losing sales without them.

:
g Write for particulars and catalogue.

VAN VEEN & COMPANY lnc.,

for years.

VAN VEEN SOUN

PROOF

313-315 East 31st Street, N. Y. City

BOOTHS

PHONE LEXINGTON 9956-2163
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Atwater Kent Mig, Co.
Announces New Prices

Large-scale Operation Is Responsible for 20
Per Cent Average Reduction in Prices of
All Products Made by That Concern

PHiLapELPHIA, I’a, November 6.—A  new
schedule of prices for 1928, based on manufac-
turing cconomies possible only with operations
on a large scale, has been announced by the
\twater Kent Mfg. Co

At the opening of the 1928 radio sales season,
A. Atwater Kent announced to a national meet-
ing of radio distributors here, recently, that be-
cause of tremendous production facilities he had
put into operation for this season, the public
will receive the benefit of a twenty per cent
average reduction on all his radio products.

“It is right.” said Mr. Kent, “that purchasers
<hould share in the result of up-to-date manu-
iacturing methods in everything. This is the
iendency of the time.

“In our fiftecn-acre factory our production

The Talking Machine World, New York, November, 1927

cngineers and experts, since the inception of
radio, have been working out manufacturing
cconomies which smaller factories perhaps
could not accomplish. These advancements
have not only enabled us to maintain but to
improve the standard of our product.

“The new prices are in keeping with the long
established Atwater Kent policy of sharing with
the public the results of economies as fast as
they are put into practical operation.”

Nineteen twenty-eight prices are announced
as follows: Model 30 receiver, $65; Model 32,
$90; Model 33, $75; Model 35, $49; Model E
speaker, $24; Model L speaker, $12.50 and
Models H and G $15. The “B” power unit,
Model R, complete with tube, is §39.50.

Brunswick Dividend

The directors of the Brunswick-Balke-Col-
lender Co., Chicago, recently authorized a divi-
dend of seventy-five cents per share on its out-
standing common stock payable November 15
to stockholders of record as of November 3.

THE WORLD’S LARGEST PRODUCERS OF DIE-CASTINGS

Doehler Die Cast
Zine Alloy Unit_Cup
and Base for Radio

Type Loud
Speaker, wwith inter
nal and cxternal

thread cast.

coNDENsH ."' Mo

i

HTINGS

] HERE is but one standard by which the Doehler organization
. y . .« . D .
gauges production...the best. This uncompromising attitude

has attracted ...

and held...the patronage of America’s greatest

industrial enterprises. Since 1906 the leadership of Doehler Die
Castings has rested on engineering and metallurgical expertness

.. plus the mechanical resources to insure vast production. And
now, in 1927, three complete Die Casting plants and a separate
division for assembly, makes the certainty of deliveries a fact
beyond even unusual contingencies. €.Consider us at your

service in solving YOUR Die Casting problems.

DOEHLER

DIE-CASTINGS '

e

DOEHLER DIE'CASTING CO. Brooklyn, N.Y. ~ Toledo, O. Bata}:’ll::lllqa;‘ Pottstown, Pa.

Two New Crosley Whole-
salers Are Appointed

Southland Elec. Supply Co. and Kentucky Igni-
tion Co. Handling Crosley Line—Several Dis-
tributors Open Branch Offices

CincinNAaTl, O., November 4—Two new whole-
sale radio distributors have been added to the
list of those who handle Crosley radio products,
namely the Southland Electric Supply Co., of
Louisville, Ky., and the Kentucky Ignition Co.,
of Lexington, Ky. The Southland Co. will
handle the Crosley line exclusively and will
cover the southwest Kentucky territory.

The increase in the demand for Crosley mer-
chandise has led a number of Crosley distribu-
tors to open branch offices. Among them are
C. D. Franke & Co., Charleston, S. C., which
has opened a branch at Columbia, S. C.; Harper
Meggee, Inc., Seattle, Wash, which has a
branch at Spokane, Wash.; Noyes Bros. & Cut-
ter, St. Paul, Minn., have opened branches in
Fargo, N. D,, and Billings, Mont. The Billings
branch operates under the name of Chapples,
Inec.

C. Bauer Sons, Inc., Open
New Store in Jamaica, L. 1.

C. Bauer Sons, Inc., which for the past forty
yvears has maintained handsome quarters at
738 Broadway, Brooklyn, N. Y., has completed
arrangements to open a branch at 1602-04 Ja-
maica avenue, Jamaica, L. I. In addition to
handling leading makes of pianos, C. Bauer
Sons, Inc, will have a very handsome talking
machine department, showing the finest models
of Victor Orthophonic instruments and Victor
records. A complete radio stock will also be
carried, including models in Radiola, Fada,
Freshman, Crosley, Atwater Kent and other
makes. A novel feature of the new Bauer store
will be a reception hall where entertainments
will be given, the establishment having a floor
space of more than seventeen thousand square
feet. Irving S. Lesser is general manager of
the new Jamaica store.

C. L. Farrand Sees Season
Best for Trade and Public

“The 1927-28 radio season looks like one of
the best both for the trade and the listener,”
said C. L. Farrand, president of the Farrand
Mig. Co, in a recent discussion of business
conditions,

“Radio users are in a much better position
than ever before, with manufacturers today
more reliable than ever,” Mr. Farrand stated.
“The average manufacturer in the radio trade
this season has a heavy investment in patents,
and in addition is licensed under one or several
patent licensing agreements. As only respon-
sible manufacturers can be licensed under any
of the important patents, this automatically
raises the standard of responsibility of the
manufacturers in this industry.”

Pelton Music Shop Opened

CarricooN, N. Y. November 5—A new music
store, the Pelton Music Shop, was recently
opened here by D. M. Pelton. In its initial an-
nouncement of the new establishment the circu-
lar sent out to the residents of this town and
adjacent territory called attention to the com-
plete stock of Brunswick Panatropes and Pana-
trope-Radiola combinations, the Columbia Viva-
tonal phonographs and records. Attention was
also called to the Columbia Phonograph Hour
cvery Wednesday night from station WOR and
network of sixteen stations. In a P. S. message
the question was asked: “Have you heard ‘Two
Black Crows?'”
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Viva-tonal Electric RepM
“like life itself”’
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Columbia-Kolster (shown here)—$475. Viva-tonal Columbias in
both mahogany and walnut, ranging in price from $90 to $300.
Viva-tonal Columbia Portables, $50.
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Two great companies have contributed to the producing of an entirely new
musical insttument—the Columbia Phonograph Company, makers of the
Viva-tonal Columbia and Columbia Records, and Federal-Brandes, Inc,
makers of the Kolster Radio Set.

The result is the Columbia-Kolster Viva-tonal

Electric Reproducing Phonograph.

It plays any standard record. Elusive tonal shadings, actually in the records,
but impossible of reproduction on the ordinary phonograph, are brought out
in all their beauty. The volume of sound can be increased or decreased at will,
from a whisper to a fortissimo. Changes in volume have absolutely no effect
upon the quality of reproduction. The definition and balance of the original
are retained in their entirety.

The Columbia-Kolster gets its power from the house current. Batteries
are eliminated. It requires no winding. An exquisite jewel-like topaz pilot
light, set on the line of vision, indicates when the current is on. Every detail
is designed to delight the eye and offer the utmost in service.

Before buying a new reproducing instrument, hear the
Columbia-Kolster Viva-tonal Electric Reproducing Phonograph.
The Columbia-Kolster is now being shown by leading dealers everywhere.

If you are uncertain as to the location of one of these, write us and the name
and address of one near you will be sent you.

Diagram showing installation of Kolster
Power Cone Speaker in the Viva-tonal
Columbia.

The Columbia-Kolster (Model 900) has an
“electric pickup” of new design, with unique
and exclusive features. The Kolster Power
Cone Speaker, inside the beautiful, high
lighted walnut cabinet with its mahogany
overlay, is of the electro dynamic type, and
| introduces a new feed-back principle. The
| instrument is equipped with five Cunningham
tubes. It is 40% inches high, 31% inches
‘ r=a wide, and 21X inches ‘deep. Two drop
4 N record-bins hold twenty records each. Im-
——— e portant exposed metal parts are gold plated,
satin finish. The 12-inch turntable is over-
laid with green velvet. List price, $475.00

18y

Columbia Phonograph Company

1819 Broadway, New York City

Canada: Columbia Phonograph Co., Ltd., Toronto
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TWO BLACK CROWS Part 3
(Mack)
MOURAN and MACK
1094-D
(144198)
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Columbia New Process Records

Celebrity Series

S o/}bie Braslan

The Sweetest Story Ever Told (Stults) and Love's Old Sweer
Song (Molloy)—Contralto Solos  No. 2052-M 10 in. $1.00

Instrumental Music

(olumbia Symphony Orchestra
. (Dir. Robert Hood Bau'er;? :
Wedding March (Mendelssohn) “Midsummer Night's
Dream’ #nd Bridal Chorus from Lohengrin (Wagner)
No. s0051-D 12 in. $1.25

Vocal Numbers

Lee Morse .
My Idea of Heaven (Is to Be in Love with You) and Side
By Side No. 974-D 10 in. 75¢

Little Jack Little

Who's Wonderful, Who’s Marvelous? Miss Annabelle Lee
and Who Is Your Who? No. 1122-D 10 in. 75¢

Columbia Mixed (Chorus

Medley of Christmas Hymns—Parts 1 and 2 (Arr. by Bowers)
No. 50050-D 12 in. $1.25

Dance Music
Ted Lewris and His Band

Alexander’s Ragtime Band 474 The Darktown Strutters’
Ball—Fox Trots with Vocal Choruses by Ted Lewis
No. 1084-D 10 1. 75¢

“Ben Selvin and His Orchestra

Play-Ground in the Sky #nd Wherever You Are (from “Side-
walks of New York™)—Fox Trots with Vocal Choruses
No. 1133-D 10 /n. 75¢

Fred Rich and His Hotel <Astor Orchestra

Good News and Lucky in Love (from “Good News!")—Fox
Trots with Vocal Choruses
No. 1108-D 10 in. 75¢

(ass Hagan and His ‘Park (entral Hotel

Orchestra and The Radrolites

The Varsity Drag (from “Good News!”) (Vocal Chorus |
Baur, James and Shaw) #»z4 Dancing Tambourine — Fox Trorts
No. 1114-D 10 in. 75¢

Columbia Musical Masterworks
Set 7’) Mozart: Symphony No. 41, in C Major
No — ey 0 RO ==

(“Jupiter”), Op. 551
Complete in Eight Parts (Four Records) with Album — $6.00

15;;-\: 75 Tschaikowsky: Trio in A Minor, Op. 50
S “To the Memory of a Great Artist”

Complete in Twelve Parts (Six Records) with Album-—$9.(

Ask your Dealer for Complete
List of Recent Records




Columbia-Kolster
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Dance

Fred Rich and His Hotel
e Astor Orchestra

TheElectricReproducing Phonograph

e P
like hfe ”Sd/" Good News and Lacky in Love—Fox
s == = Trots from “Good News" )
= ey No. 1108D 10 in. 75¢
Cass Hagan and His ‘Park

1 (entral Hotel Orchestra
| ﬁ. i Manhattan and Broadway—Fox Trots
> 0 ' e | from “Manhattan Mary”
3, 1 I(.M }“T' ' No. 1138D 10 fn. 75¢
yoy g e e “Don Voorhees and His Orch.
1." I i | I‘q ' il ']ll; | I Soliloquy mvszy Blue Heaven—Fox
(it | i |1 | Trots No. 112¢g-D 10 in. 75¢
WPERLT Vocal
LB o2 Lee Morse

Dawning and I've Looked All Over
for a Girl Like You
No. 1149-D 10 in. 75¢

Model 900 List Price 8475

Plays any standard record. Batteries are elim-
inated. Five Cunningham tubes included in Columbia
equipment, The volume can be increased or de-
creased at will. Marvelous tone. Beautiful,
high lighted walaut cabinet with mahogany
overlay.

In this single instrument, are combined
the Columbia achievements in the repro-
duction of recorded music with the finest
and latest developments in power ampli-

fication, the Kolster Power Cone Speaker. ELECTRICAL
PRYLESS
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Al An Ideal Gift

ForChristmas, birthday,oranniver-
sary, give the two Moran and Mack
Records, “Two Black Crows," the
world’s funniest and most popu-
lar records.

Part | and I[I—No.g35-D 10 1. 75¢
Partsil1and IV —No. 1094-D 10in.75¢

]

{Mack)
MORAN and MACK

1094-D
(114198)
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o | Masterworks Series

Set Berlioz: Symphonie Fan-

Viva-tonal Columbia B No 34 cociique. Op. 14
PhOnographs T ‘B Complete in Tuelve Parts. with Album, $9 00

Set 6 Beethoven: Symphoany
No. No. 8, in F, Op. 93

----- — - 3 C Complese tn Six Parts, with Album, $4 50

Before buying another phono-
graph, hear the Viva-tonal
Columbia, the musical creation
of the Columbia Phonograph
Company. A wide choice of
models, prices, and sizes, from
the imposing No. 810 at $300
to the remarkable No. 160,

the Viva-tonal Columbia

Portable at $50. Some in

Set 6 Debussy: lberia (Images
No. pour orchestre, No. 2)

Complese 1n Five Parts, wish Album, $4.50

* Set 5 Beethoven: Trioin B Flat,
No Op.97,for Violin,Violon-

rx

mahogany, some in walnur. =, e 3 cello and Piano

All “like life itself.” Hear T Complese 1n Ten Parts, with Album. §7.50

their living tone. Mod. 160, List Price $50 % iTrege Marks Reg UL Pas. 01t
- 57 IneY e 0o

Te:Marcs
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COLUMBIA PHONOGRAPH COMPANY
1819 Broadway, New York City

Day by day, week by week, month by month,
Columbia is constantly on the alert to interest
the prospective customer. The selection of
artists, the choice of what to record, the quality
of the record itself, plus Columbia’s high standard
of service —all these features impress the cus-
tomer, and increase the dealer’s sales.

Columbia Phonograph Compuny, 1819 Broadway. New York City

Canada: Columbia Phonograph Company. Lid.. Teronto
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Mark Strand Theatre to
Feature Victor Orchestra

Nathaniel Shilkret and the Famous Victor Salon
Orchestra to Be a Permanent Feature of Pro-
grams in Large New York Theatre

The Victor Talking Machine Co. announces
that, after several months of negotiations, ar-
rangements have been completed with the

o

Nathaniel Shilkret

Mark Strand Theatre, New York City, whereby
Nathaniel Shilkret and the world-famous Victor
Salon Orchestra will make their first appear-
ance as a permanent feature of the Mark Strand
program on November 5.

Mr. Shilkret is known to millions through his
records and his radio broadcasting activities.
For the Mark Strand he has augmented the
Salon Orchestra, bringing together an orgau-
ization composed of several of the most popu-
lar Victor orchestras now playing under his
baton. In the series of programs which he will
introduce he will use his own musical arrange-
ments for which he has become famous, and it
is probable that on many of his programs other
widely known Victor artists will appear.

Policies of Temple, Inc.,
Are Outlined at Banquet

Chicago Firm Host to Its Executive and Sales
Organization—A. Marchev, President, Out-
lined Ambitious Plans For Expansion

Temple, Inc., Chicago, maker of Temple loud
speakers and radio reproducing equipment, en-
tertained the firm's executives, department
heads, Central States sales organization and
their wives, at a banquet at the Hotel Stevens
on October 11, during the Chicago Radio Show.
A. Marchev, president of Temple, Inc., was
toastmaster of the evening, and outlined the
Temple policy and plans for expansion. During
the course of his remarks he stated that con-
sumer acceptance of the Temple air column
speaker since the June trade show, and the in-
creased demand from distributors and dealers
had caused the company to purchase an addi-
tional factory in Chicago, which will increase
the present Temple output four times.

Another important announcement was to the
effect that Addison H. Brown, New York City,
had been appointed sales manager of Temple,
Inc. Mr. Brown has had many years of experi-
ence in radio merchandising, and is well known
to the trade throughout the United States. After
the banquet Temple, Inc., entertained the guests
at an evening performance of “Hoosiers
Abroad” at the Blackstone Theatre.

Among the guests at the banquet were Fred
Williams, president of the Dubilier Condenser
& Radio Corp.,, New York City; Prof. and Mrs.
P. G. Andres, Prof. Fred Temple, Irving Schu-
bot, district manager of territory No. 7; J. F.

Guppy, Northwestern district manager; V. W.
Behel, Jr.,, vice-president of Behel & Iarvey,
Inc.; Jack Redell, Chicago, and Franklin Mec-
Dermott, St Louis; Mrs. A. Marchev, F. F.
Husum, comptroller of Temple, Inc., and Garet
W. Denise, development engineer.

C. V. Hill With Fada

C. V. Hill, formerly with the French Nestor
Co., of Jacksonville, Fla.,, has been added to
the New York staff of F. A. D. Andrea, Inc.
Mr. Hill will devote his tiine to special work
among Fada dealers throughout the metropoli-
tan territory.

New Crosley Salesmen

New salesmen were recently added to the
staff of the Crosley Radio Corp., Cincinnati, O,
in the persons of T. N. Thompson, who is cov-
ering the Northwest territory, and Roy Cum-
mings, who is working out of the New York
office.

.vised and

19

Music Industries Conclave
to Be Held in New York

Hotel Commodore Again Selected as Conven-
tion Headquarters During the Week of June
4—Making Reservations for Exhibits

The Cominodore is the official hotel for the
1928 convention to be held in New York during
the week of June 4, according to a vote of the
board of directors of the Music Industries
Chamber of Commerce. The hotel has been ad-
tentative reservations for exhibits
are being received.

The 1926 convention was held at the Com-
modore and it was thought by many that the
accommodations were unusually good from the
standpoint of service, meals and rooms. An-
other important feature of this hotel is that it is
easily accessible from the Grand Central station
where most of the visitors from out of town
will arrive and to others arriving from other
points, since it is easily reached by subway
and train from any part of New York.

The Janette Rotary Con-
verter Tvpe CB12-F, shown
at right, is designed espe-
cially for dealer’s use in
demonstrating A.C. Receiv-
ers, combination sets and
electric talking machines.
- A heavy duty machine capa-
ble of standing up under
years of continuous opera-
tion. List .......... $104.00

Dealers in Direct Current Districts !
Boost Your A. C. Radio Sales

Almost any radio or talking machine
needs to be demonstrated before it can
be sold, but this is still more true of the
new A.C. Receivers and electric talking
machines of the Electrola or Panatrope
types. These more costly machines st
be demonstrated—and to their best ad-
vantage, too.

And, with the new Janette Rotary Con-
verter they can be demonstrated—every-
where. The Janette Rotary Converter
permits a perfect demonstration, free

Write for full information and discounts

Janette Manufacturing Compary

554 West Monroe Street
CHICAGO

Singer Bidg., 147 Broadway
New York

1 Type
For use with AC. Re-
ceiver or combination set in the

Janette Rotary Converter

C13-F.

home. Can be placed out of sight
anywhere in the house. List $84.00

from noise or hum, in direct current
districts. Dealers in these districts no
longer work under a big handicap—as is
shown by the sales records of dealers
using Janette Rotary Converters.

Also a special Janette Rotary Conver-
ter has been designed for use in the di-
rect current home, thus increasing the
number of prospective buyers of A.C.
Receivers aud electric talking machines.
The dealer not ouly sells more instru
ments, but he also makes a neat profit
on each Converter.

Real Estate Trust Eldg.,
Philadelphia

“We wish to express our thanks and appre-
ctation for the prompt and courteous atten-
tion that you gave our request IVednesday,
October 19. The Rotary Converter arrived
Just in time to complete the sale of a
$1,150.00 instrument.”’

Janette Rotary Converter Type

C13. For home use with talking
machine only. Not adaptable to
radio - - - - List, $60.00
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Leaping magazines with striking Victor Red Seal adver-
tisements are already on the news-stands and in the homes
of millions of subscribers. Other arresting advertisements,
dramatizing good music, are to follow. Already, Victor
dealers are reporting results from this powerful campaign.
You have no time to lose.

. e PN Sell your customers on the idea of having a musical
Wy , library. Red Seal Records bring them the finest of all the
. | world’s music—interpreted by artists of international repu-
tation. And, long after the concert season is over, they have
the same magnificent music—ready for unlimited encores.

Of course you have read the great Red Seal merchandising
book, “S.R. O.,” which points out definite ways to capirtalize
the increasing appreciation of really fine music. It’s worth
rereading for its sound selling suggestions.

Particularly the customer-booklet, “A Musical Galaxy.”
Here's a valuable sales-maker to send to your list of special
prospects. Read over the Victor prize-offer for the most
effective window-display—using the marvelous Red Seal
posters in full color. In the back of the big merchandising

book, you'll find newspaper advertisements, specially pre-
pared to pull prospects into your store. Run them in your
local tie-up campaign. Work in as many of the publicity
Stories as you can.

Most important of all, see that every one of your sales-
people has a copy of the practical treatise on “Getting

Acquainted.” Encourage them to enter the Victor contest
for individual salesmen and saleswomen.

For more than a generation, Victor has exerted an im-

measurable influence on the growing musical appreciation

t ? ’ of out nation. Share that responsibility and reap the rewards
‘) 0 S that go with leadership.

1T

“HIS MASTER'S VOICE"

CAMDEN, NEW iRl S Ay




Boardman & Gray Receive

30 Per Cent of Radio Business
From Profitable Trade-ins

By C. J. O’Neil

HEN 30 per cent of a dealer’s business
W consists of sales resulting from trade-
ins he is certain to give this market
enough sales pressure to hold this . volume.
Bradley C. Gray, of Boardman & Gray, Albany,
N. Y., realized the importance of this trade-in
demand when he was made manager of the
radio department a year ago, and immediately
he established a fixed trade-in policy.

Mr. Gray devotes just as much time to a sales
prospect seeking a little credit on a home-made
set as he does the cash customer. He does so
hecause he knows the trade-in man was re-
sponsible for $39,625 of his total business vol-
ume during the last year.

“There is no doubt,” remarked Mr. Gray in
giving his opinion of the trade-in field, “that
the market for the sale of new radio receiving
sets comprises not only all people who have no
set of any kind, but in my particular location
there is a big demand from those who have
sets. During the past year I found many of
the so-called amateur radio makers coming out
for the better models. Besides the home-made
set owners, we have sold new sets to those with
one, two, and three tubes and receivers which
were acquired at cut-price sales, through mail
order houses, miscellaneous manufacturers and
similar selling outlets. It seems the more they
see of cheap sets, the more they crave the ex-
pensive ones.

Trade-in Prospect Is Half Sold

“The longer I study the trade-in situation the
more I realize that this prospect is a good new-
set customer already 50 per cent sold. In siz-
ing up this man’s reaction to the radio you will
readily see that: first, he is interested in radio
either from a technical or program standpoint,
otherwise he would not have bought a cheap set
or made one himself; secondly, having a set,
he watches all new developmnents; and, finally,
his pride drives him to a dealer because of the
ancient appearance of his outfit or because he

finally admits his home-made set cannot com-
pete with standard receivers for reception.”

Mr. Gray has had customers trade back used
sets for better merchandise from two to four
times. In each transaction he enjoyed a profit
on the original sale and still made 25 per cent
profit on the reselling of the returned set.

When as many as four sales resulted from
the original transaction, encouraged by accept-
ing a trade-in, one can readily see how this field
was responsible for almost one-third of Board-
man & Gray’s annual business.

Must Know Values

But the secret of handling this branch of
the dealer job, according to Mr. Gray, is to
know the value of a second-hand set at a glance
and then make a price that will allow the house
50 per cent on the acceptance price. Knowing
the value of a set at a glance is very important,
otherwise a dealer may underestimate a receiver
so as to deprive him of a profit on the resale
and also on the ultimate sale of a new set.

When a trade-in prospect approaches Mr.
Gray for a credit on a new set proposition he
immediately discourages the customer’s idea by
making a ridiculously low bid. If the original
quotation does not appeal to the customer, he
then suggests he try selling it himself, for per-
haps he can get a better price.

This all may sound like an independent air

on the part of Mr. Gray, but as a matter of -

fact he is not willing to let a person interested
in a new set get away so quickly. He primarily
means to mark time; first to see how much the
trade-in customer expected to realize; and sec-
ondly, in the course of the conversation to give
the set a thorough inspection to see how much
it is really worth, in the event that he would
accept it as a trade-in.
Eliminating “Bargaining”

In speaking of the dealer’s position at this
stage, Mr. Gray is of the opinion that, “The
dealer should examine the set and quickly make

Uses the new 280 tube.
DRI type.

Tube $5.00 Additional

mills.

actory pre
ntatives
all of
principal cities

Makes Easy Sales for Radio Sets

New Dri-Line Gives You Sensational
Radio Power With Its Flow of Strong,
Steady A & B Current

OUR NEW TYPE AB-280 delivers 180 volts at 40 mills.
The A rectifier is the new approved

Economical on current, compact—attractive.
marvel thoroughly approved by the best radio laboratories.

Lists at Only $54.50

This Acme New “B”’ Power Unit

TYPE B-280 uses the new 280 tube.
Gives equally exceptional performance.

Lists at Only $22.00

Acme Radio Products are sold at popu-
lar prices and are fully guaranteed.

Sold by Leading Jobbers everywhere
ORDER NOW-—Send today for information on the complete

An engineering

Delivers 180 volts at 40

With Tube $5.00 Extra

Acme Line

1438 Hamilton Avenue

THE ACME ELECTRIC and MANUFACTURING COMPANY.

Cleveland, Ohio
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an estimnate of what it may promptly be resold
for and should offer its owner one-half that
figure. This procedure calls for an eye appraisal
made promptly and a statement of an exchange
offered in a manner that does not leave room
for bargaining.

“Very often the prospect for a new receiver
overestimates the value of his old set. This is
quite natural in view of the fact that he remem-
bers he paid two or three times the amount
offered not more than a year ago for the set.
He "has to be reminded that manufacturers of
radio equipment have made astounding progress
since then, and also that his set has depreciated
considerably in that short time.”

Reselling the Trade-ins

Mr. Gray never gives trade-in receivers any
particular sales attention until he has an accu-
mulation of about fifty, then he puts the entire
lot up for sale. About every six months he
calls in two repair men to check, test, put in
working order, and if necessary refinish seme
of the cabinets. Hiring a couple of repair men
for a couple of weeks enables Mr. Gray to reno-
vate the sets at a minimum cost. '

In pricing the trade-in sets for their resale
value he endeavors to make about 25 per cent
con the set. At this rate of profit he allows 25
per cent of the original trade-in profit for re-
conditioning purposes.

A glimpse at the sales reports of the twelve
months Mr. Gray made a specialty of patroniz-
ing trade-in customers will reveal that he hit
on a new sales field that apparently makes his
time spent well worth the labor.

$3,750 Profit From Trade-ins

During the past year Boardman & Gray ac-
cepted 125 trade-ins ranging from $25 to $125.
At the rate of realizing $30 profit on each of
these sets, Mr. Gray registered a net profit of
$3,750 for his efforts in accepting trade-ins
during this period. Even with this wholesome
figure, the net profit made by Boardman & Gray
per transaction in trading with used receivers
has not been approached. The real harvest in
this market is the profit realized on new ma-
chines. In this particular dealer’s case the 125
old sets were replaced by new ones averaging
$250 list price, or a total of $31,250 gross sales
for one year.

Guglielmo Marconi Sees
Vast Possibilities in Radio

Guglielmo Marconi, inventor of wireless teleg-
raphy, in a recent interview, said: “This is a
radioc age. The world is coming more- and
more to doing everything by radio. So far it
is only communicating and amusing by it. It
will soon be educating its people and regulating
all its life by it. Radio will, furthermore, ac-
quire a larger and larger share in the life of
all people as it will become more and more
widely appreciated that as a science it is yet
in its swaddling clothes.”

General Motors on the Air

Among the newest additions to the many fine
broadcast programs that are proving factors in
creating public interest in radio is the General
Motors program. The first program of this
series was broadcast on November 7 and will
be followed regularly each Monday e<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>