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Patented Features

Duraluminum dia-
phragm—four times as
thick as the ordinary
metal diaphragm.

JHESE new products bring you im-

L X provements in construction which
P44 &8 can be found only under the Toman
B name. Patented features—they be-

long exclusively to the E. Toman Company,-

and cannot be duplicated.

The No. 3 is the only reproducer made
with a positive locking back—vithout a single
screw to come loose and cause blasting. One
of the most important advances in reproducer
construction made in recent years. The No.
3 uses a triple suspended duraluminum dia-
phragm 10/1000 thick—four times as sub-
stantial as the ordinary 214 /1000 diaphragm.
It is hand lacquered to protect it against
climatic changes. Special double grip screws
securely hold the reproducer to tone arm,
always in proper position. These features
combine to produce a reproducer with full,
deep, rich tone quality as well as great beauty
of design.

The Model E. Tone Arm embodies all of
the best features of the Tomane<Helical Arm.
A full exponential taper with a full S curve.
It does not infringe upon any existing patent.
With the No. 3 reproducer, and the Model
E tone arm, you have the finest possible com-
bination from all standards of beauty or
performance.

No. 3

Most beautiful
reproducer ever

designed.

Model E-3
Showing the finest
possible combination.

These excellent nesww products are
most favorably priced. Toman guar-
anteed quality inside and out. [l’¢
inwnte inquiry from Manufacturers,
Jobbers and Dealers. Samples sent
promptly upon request.

| E. TOMAN & COMPANY

2621 West 21st Place CHICAGO, ILL.

Sales Distributor Export Office

WONDERTONE PHONOGRAPH CO. 189 W. MADISON ST.
L 216 No. Michigan Ave. Chicago, Il
1 Chicago, Il Cable SIVAD
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Introduction of the AC receivers and devices for
converting battery operated sets into AC receivers
will make the next year a profitable one for the

trade.

Battery set market should not be neglected

xpanded Sales Field Should
Boost Trade Volume

HE introduction of the AC radio receiv-

ing set has brought about a condition in

retail trade circles that should insure a
satisfactory sales volume during the year. The
strong demand for the all-electric radio, accord-
ing to reports from dealers throughout the
country, is an indication of the popularity of
‘these products. However, compctition is just
as keen as it was three or four or six months
ago, and the dealer who expects to gct volume
business must hustle for it. The all-electric
radio certainly will bring people into the store
without any great effort on the part of the
dealer. The only fly in the ointment is the fact
that there are so many dealers. Naturally, a
too great division of salcs among these dcalers
will shorten,the profit for each individual en-
gaged in the business. There is only one solu-
tion as far as the talking machine-radio dealer
is concerncd, and that is he must work hard to
get not only the business that would naturally
come to him, but also cash in on the cxtra sales
that can only be developed by merchandising
along modern and intelligent lines.

A Broad Market

The market is there. Every home that is
equipped with electricity, and where there is
now no radio set, is of course a live prospect.
How quickly and effectively the dealer sells
this type of individual depends cntirely upon the
circumstances and the effort put forth. Then,
too, a fair trade in replacement sales can be
made without too much trouble. Many people
who bought radio sets two or three years ago
may be considered as prospects. There is no
question about it; the performance of the mod-
ern radio set is far superior to those constructed
a few years ago, and it is performance and ease
of operation that the dealer must sell.

What every dealer wants when he is trying to
put over a product is a good convincing “talking
point,” and this he has in the all-electric set.
There can be no stronger argument to the man
or woman interested in radio and not especially
interested in fooling around with the mechanics
of a set than to make clear the fact that all
that is necessary to get reception is to simply
plug in on the house current—a simple action
that will appeal to most people. The market
is there, and there is profit in this business..

Profits From Battery Operated Sets

In spite of the widespread popularity of the
new all-electric set, battery operated sets will
still be sold. Throughout the country there
are thousands of homes without electricity, and
these are the logical battery operated set pros-
pects. Perhaps the demand for battery sets
may be smaller but nevertheless it is a foolish
dealer who will overlook this source of busi-
ness. The manager of one of the leading retail
concerns in the East made the statement a short

time ago that sales of battery operated sets
were consistently good, although sales of all-
electric receivers were more numerous,
Analysis of the Field

It is not a question of throwing out battery
operated sets and concentrating on the line of
least resistance, but it is more a question of
careful analysis of the market for each of these

The talking machine dealer
who handles radio now has a
three-fold market in that de-
partment of his business. New
products now being distributed
give the merchant a well-de-
veloped line of radio that is
designed to meet every con-
ceivable demand on the part
of the public. Competition for
sales makes necessary consist-
ent promotion efforts if the re-
tail merchant expects to cash
in on his radio department. . .

products. If investigation shows that the dealer
may expect a fair amount of business in battery
sets he should get behind them strong, and the
dealer who does this will find that it will pay
him handsomely, for the very simple reason that
many of his compctitors will undoubtedly be
neglecting this market for radio. Nor should
this statement be misconstrucd to mean that the
all-electric set should be neglected. On the con-
trary the retail sales promotion campaign
should include all the products the dealer han-
dles. If the line of merchandise is not impor-
tant enough to warrant sales effort, certainly it is
not important enough to take space in the store.

Modern methods must be used to get profit-
able sales volume to-day. The department
stores realize this. So do the chain stores, and
they get behind every department of their busi-
ness and make each department pay, otherwise
out it goes, and it is certain that where there
is a market for a certain line of goods the de-
partment is not thrown out, but it is forced to
pay. If the man in charge is unable to cope
with the situation they get a new man who can.
‘The one point in all this is that in so far as
battery sets are concerned, the dealer must de-
termine his market, base his buying accordingly,
and then go out and sell. On the other hand
what about the thousands of radio sets in the
homes to-day? All of these people certainly
are not prospects for all-electric sets. While
some may buy new sets, the vast majority will

not do so, however much they would like to
for the convenience of all-electric operation.
New Opportunity for Sales

New devices designed to convert the bat-
terv-operated set into an AC receiver, are being
introduced to the trade by various manufac-
turers. These devices are already arousing the
interest of the trade because retailers realize
that many people who mnow own battery-
operated sets are live prospects for them.

All of these developments combined make the
retail outlook for the next year eminently sat-
isfactory. In radio alone the retailer now has
three markets. First, there is the market for
the new all-electric sets. Second, the market
for battery sets. Third, the sales field for the
devices for converting battery sets into AC
receivers. In addition, the coming months
should witness an excellent demand for loud
speakers, AC tubes and eliminators. Another
factor that should react to the profit of the
dealer is the growing tendency of people who
own table sets to house them in the attractive
console and highboy cabinets now being placed
on the market by leading cabinct makers.

Because of these facts more than ever is it
necessary for merchants to analvze their im-
mediate markets. Buying the merchandise that
can be sold quickly enough to give the retailer
a profitable turnover will play an important
part in the success of talking machine-radio
merchants in the year to come—in fact, more
so than at any other time in the history of the
industry.

Certainly, the dealer has diversity of mer-
chandise with a wide appeal. He has the goods
and it only is necessary that he present them
in a manner calculated to create the desire on
the part of the public. More intensive sales
promotion campaigns, wider in scope, to in-
clude all the products featured, is the answer
to more frequent turnover in the various de-
partments of the business. Consistent effort
must be made by the merchant, not only be
cause modern merchandising and competition
demand it, but beeause only in this way can
he profit to the fullest extent.

The Battle for Business

In every community there can be only so
much business. There may actually be only
enough radio business to give adequate profits
to two or three storcs. On the other hand six
or seven stores may be fighting for sales, and
the result is that the dealer who fights the hard-
est and most effectively is bound to profit most,
and the more the individual gets above his quota
by just so much more does some competitor fall
down. The time is coming when the strongest,
most intelligent dealers will be the survivors in
the struggle for sales—an elimination that ean
only be of benefit to the trade.

See second last page for Index of Articles of Interest in this issue of The World
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Promises Don’t Sell Radio
Quality Line Is Best Sales Builder

[ HE best way to make a dissat-
I isfied customer is to promise
too much for a radio set when
it is being sold,” said W. F. McCarthy,
manager of the radio department of
Petersen’s, Chicago. “We make a policy
of promising much less for a radio re-
ceiving set than it is capable of accomplishing.
“When a customer asks how far a set will
receive, we tell them we do not know, but that
we guarantee the set will be entirely satisfac-
tory, and if it isn't we will cheerfully refund the
entire purchase price. We do not make a single
claim for a set except that we guarantee it to
give satisfaction. This guarantee has no strings
to it whatsoever. We let the customer decide
what we mean by ‘satisfaction’ As a result,
the customer tunes in his set the first night and
mnore than likely receives a dozen or more dif-
ferent distant stations. He finds that his set
will do much more than we had led him to
expect, and consequently he is thoroughly sat-
isfied with it. On the other hand if we promised
all we knew the set would do, he would not feel
that same sense of delighted satisfaction. Owing
to our conservative statements many of our
patrons believe firmly that they have the best
set the manufacturer ever turned out.”
Importance of Careful Selection of Line
Four years ago, when radio was first sweep-
ing the country, Petersen’s decided to take on
radio as a new department. Other firms were
jumping into the radio business haphazardly,
and were selling the first radios on which they
could get their hands. Many of the types of
radio were almost worthless, but the public was
ignorant and could be sold almost anything in
the shape of a radio set. “We, however, did
not want easy sales and easy profits,” said Mr.
McCarthy. “The store’s motto is ‘What Petersen
Promises, Petersen Does” and we had no in-
tention of making an exception of radio. We
did not want to sell a single set that would
make a dissatisfied customer, for we knew that
satisfied patrons are the best advertising a man
can have. We also felt that the first 100 sets
sold by us would determine the future success
of our radio department.

Petersen’s, of Chicago, Have Won Confidence
of Public Because Their Policy Is to Satisfy

By W. B. Stoddard

“To satisfy our old customers who were de-
manding radio from us we had a small two-tube
set designed under our own specifications. This
little set was remarkable for its simplicity and
clearness, and it thoroughly satisfied all of the
purchasers. We then made a thorough investi-
gation of radio, to find a set that would ful-
fil all our requirements, which were: The set
must give satisfaction with a minimum of serv-
ice from us; it must give perfect reception; it
must sell at a price suited to the bulk of our
trade; and it must be manufactured by a well
established, reliable manufacturer who would
stand back of every set we purchased. We
tested every set on the market that we thought
would suit our requirements, and after a year’s
search we found one that satisfied us.

“When we had chosen our set and were ready
to sell it, the customers who had bought the
small set of our own design were ready for the
new one. They were so well sold on their first
set they wanted to buy their new set from us.
Had we rushed into the radio business with the
first set we could buy, and sold it to our cus-
tomers with no thought of future business, the
chances are we would never have developed a
good radio business. But our customers knew
we had refused to sell radio on a big scale until
we had the proper set, so when we were ready
to begin in a big way, our customers had con-
fidence in us and the set we had chosen to sell.

Satisfying the Customer

“The only way you can have a satisfied cus-
tomer is first, to sell good ‘merchandise, and
then render real service on every set sold. Our
only charge is $6.00 for installing the set when
it is bought. All other service calls are ren-
dered free. Many radio dealers say this is bad
business. But we can afford to do it because
the sale of accessories and renewal supplies,
such as batteries and tubes, amply pays for

the service calls. And because we
were careful to pick out sets that re-
quire a minitnum of service, we have
to make very few calls, Had we been
content to sell any kind of a radio
set, we could not render free service,
as the repair work and ‘trouble calls’
would very seriously eat into our profits.”

The success this firm has had with the sale
of battery eliminators illustrates thie importance
of selling only the best equipment. When elim-
inators first came on the market the firm made
as thorough an investigation of them as they
had of radio sets. When they had finally chosen
what they considered the best on the market
they tested out their customers. The names of
100 of the best customers that had bought radios
of them were selected, and Mr. McCarthy called
each of them on the telephone and explained
the battery eliminator. The customers were so
satisfied with their sets that the great majority
of them bought eliminators simply on his sug-
gestion,

Features Three Lines of Radio

At present the radio department carries only
three makes of radio sets. “It increases the
merchandising problem to sell more than three
types and there is no real advantage to be
gained by stocking an indefinite number of
lines. The three we carry cover every pocket-
book, and each in its way is the best we were
able to find,” said Mr. McCarthy.

“We have also found that it does not pay to
make trial demonstrations. When we first en-
tered the radio field we sent out letters to 500
of our best customers asking permission to
make trial demonstrations in their homes. We
received very few requests, and in most cases
had to take back the sets after the demonstra-
tion. We now refuse to give them at all. We
know that as long as we sell good sets and
render good service, we will have no trouble
in selling our radio sets right off the floor.”

The Taylor Music Co., Moberly, Mo., has
been purchased by J. B. Ralston, formerly man-
ager of the store, who will reorganize the busi-
ness under the name of J. B. Ralston Music Co.

Jobbers and Dealers:

Note New Address

“NYACCQO” Manufactured Products

R 7 ZAHO0S, o

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

NYACCO Record Albums
NYACCO Radio Sets

NYACCO Portable Phonographs
NYACCO Photograph Albums
NYACCO Autograph Albums

64-68 Wooster Street, New York

L
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Brunswick

Announces
Llectrical Reproduction

at Lower Prices

RUNSWICK it was who first \VAVYAY, TV
offered the world music elec- A : v
trically reproduced and thus opened NN v

up a new avenue of profit to the VAITAY /j
v 2

Brunswick dealer. Vo
Brunswick now leads again with | ‘m

new low prices for 1928 on Bruns- .

wick Panatropes of both electrical .

and exponential types.
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Coming at the outset of the year,
these new prices will stimulate early-
year sales. Obviously, they greatly
broaden the market for Brunswick
instruments. And that means more
business for the Brunswick dealer!
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e i i Brunswick Panatrope (electrical type), Model P-11. Former price $700. Now $550.
Another Brunswick Panatrope (electrical type) is also now offered
at a lower price: Model P-14. Foriner price $450. Now $365.

- Also reduced:

“’f; Brunswick Panatrope (exponential type)
Valencia Model

T Former price $225. Now $175.

THE BRUNSWICK-BALKE-COLLENDER CO., CHICAGO - NEW YORK In Canada: Toronto Branches in all Principal Cities
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Opportunity for Victor
Dealers to Get Farm Trade

The American Farm Bureau Federation, with
a membership of about 3,000,000, is circulating
a six-reel film, entitled, “The Romance of
Sleepy Valley” in which many effective means
of making farm life congenial are presented.
One section of the picture has been devoted to
an interesting presentation of the pleasures of
an Orthophonic Victrola. The film will be
shown at hundreds of meetings. The Farm Bu-
reau has consented to permit Victor dealers to
take charge of the musical entertainment when-
ever the picture is shown, thus affording deal-
ers with a gr2at sales opportunity provided ef-
fective tie-ups are arranged.

The National Association of Music Mer-
chants recently issued an interesting booklet
to members and prospective members setting
forth the history, achievements and aims of the
organization,

The Talking

Annual Pacific Radio Ex- .
position August 18 to 25

The Fifth Annual Pacific Radio Exposition,
conducted by the Pacific Radio Trade Associa-
tion, will be held in the Civic Auditorium, San
Francisco, August 18 to 25, inclusive. W. E.
Darden has been appointed chairman of the
1928 Show Committee, the other members be-
ing Hal King, C. L. McWhorter and C. S. Shar-
rah. W. J. Aschenbrenner, secretary of the
Association, was appointed manager of this
year's exposition.

Long-Distance Reception

Broadcasts from Australia and Japan are
received regularly on the Kolster radio receiver
operated by E. F. Bauer of Nome, Alaska, ac-
cording to reports reaching the headquarters of
Federal-Brandes, Inc., Newark, N. J. Honoluly,
Hawaii, is also listed as one of Mr. Bauer’s
regulars. Reception in Alaska is excellent.

A 4-foot concealed tone
Serpentine tone-arm

Fff the heaviest quality
E Elaborately decorated in multi-color effects
Eg Genuine Heineman motor
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Peerless Vanity Portable

List Price $12.00

In Attractive Colors
314 inches high
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The Ultimate in Portables
at $25.00 List

Special matched reproducer
Covered with genuine DuPont Fabrikoid of

TGUN0. UHOGUNUNOTOBURONK

Peerless Master-phonic the
Extraordinary Portable for 1928

Mucline 1l orld, New York, February, 1928

Radio in Education Is
Urged by A. Atwater Kent

Definite organization for the general use of
radio in schools and colleges may be effected
in the near future, as the result of a suggestion
made to the Federal Radio Commission by
A. Atwater Kent, Philadelphia manufacturer
and broadcaster. In a letter dealing with ex-
tension of the use of radio in education, Mr.
Kent urges the Commission to bring together
leaders in the radio and educational fields, for
the purpose of working out a practical
program. He also sounds a note of warning
that the interests of education should be effec-
tively cousidered before all the broadcasting
hours are taken for entertainment.

Senator Arthur Capper and Representative
Clyde Kelly recently introduced in the House
and Senate at Washington the revised Fair
Trade Bill to prevent misleading price manip-
ulation and to bring about price maintenance.
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Appearance~Quality—~Tone

Peeriess Vanity -~ ~ « -
Peerless Junior -~ - - -

Peerless Master-Phonic Portable

$12.00 List
$15.00 List

AL & UL/ Lo LALIA aA

Peerless Master-phonic
Peerless All Leather -~

-~ $30.00 List

<i

ALL LEADERS IN THEIR FIELD

Write for Samples and Prices

Two Sales Winning Styles of Record Albums
Peerless Artkraft Album

Beautiful Gold-embossed Cover—Heavy Brown Kraft Pockets

Peeriess Loose Leaf Album

Removable Pockets for Records

PEERLESS ALBUM CO.

PHIL. RAVIS, President
636-638 BROADWAY, NEW YORK
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Still the Big News

Brunswick’s One- Price-

for-All Policy on Records

Gives New Impetus to
Record Sales

FROM every section of the country con

tinues to come dollars-and-cents approval
of Brunswick’s new policy on records, which
has been widely advertised in the country’s

leading newspapers.

Some Brunswick dealers are realizing the
opportunities of this new policy more than
others. They are displaying and advertising
such wonderful music values as Brunswick’s
New Hall of Fame Symphony Series.

Here is classic music by great symphony
orchestras, under noted conductors, available
at prices 50% Jess in many cases than similar music can

be obtained for elsewhere.

Have you stopped to consider what this new Bruns-
wick policy means to you in profits? The increased turn-
over in Gold and Purple Label Records, as well as the
greater interest in popular records, makes Brunswick the
most desirable line to promote.

Not only has this new policy induced a remarkable
response in the sale of symphonic and other classical
numbers, but it has also served to emphasize Brunswick’s

prestige in the field of Popular Music.

Are you, Mr. Brunswick
Dealer, cashing in to the
utmost on this new price
policy? Remember,itis now
Big News to the public.
Get busy. Boost your sales
of all Gold, Purple or Black
LLabel Brunswick Records
at the new prices.

TWO GOOD SELECTIONS
ON EVERY
%, BRUNSWICK RECORD‘

Just a Few of the Rare Values Now

Auwailable on Brunswick Records

Symphony Album Sets

12-inch electrical recordings of
symphony classics and other ex-
tended works played by State
Opera, Berlin, and Berlin Phil-
harmonic Orchestra; direction
Richard Strauss, \Villem Furt-
waengler, etc. Formerly $1.50
each. Now $1 each. Demonstrate
these to music lovers, music clubs,
schools and other prospects!
* £ *

New Hall of Fame

Electrical recordings by such

10-inch Gold, Purple and Black
Label Records, formerly $1.50,
$1.25 and $1, now 75¢

12-inch Gold, Purple and Black
Label Records, formerly $2,
$1.75,$1.50 and $1.25,now $1

75¢
$1

BALKE-COLLENDER CO.,CHICAGO - NEW YORK

world-famous artists as Leopold
Godowsky, Elisabeth Rethberg,
Mario Chamlee, Edith Mason
New York Philharmonic Orches-
tra, Cleveland Orchestra, Minne-
apolis Symphony Orchestra and
others, many of which formerly
sold for $2, are now only $1 each
(10-inch records, 75c). Certainly
music’s most amazing bargain.

* %

Songs, Ballads, etc.

The pieces that never grow old—
such as The Rosary, Schubert’s
Serenade, Traumerei, At Dawn-
ing. Lost Chord—and dozens of
others are now available on
Brunswick Electrical Records at
only 75c each. Each sung or played
by an artist of national renown!

* * *

There are many dollars’ profit for
the Brunswick dealer who points
out the enormous savings now
possible through Brunswick’s new
prices on Gold, Purple and Black
Label Electrical Records.

In Canada: TORONTO
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Let the Non.-Selling Staff Aid in Building Volume—Increasing the Record Sales Unit-—Galperin
Music Shop Builds Mail Order Record Business—Disposing of Radios Taken in
Trade—Tell Passers-by What Reeord Is Being Played—Other Stunts

Although a man or woman may be employed
as a bookkeeper or stenographer or doorman or
delivery clerk, it does not follow that he or she
has not the capabilities of a good salesman or
saleswoman. Every employe of a music-radio
store should be given an opportunity to become
one of the selling staff in making either direct
sales or furnishing prospects, and should be re-
warded for his efforts. Occasionally dealers
solicit the help of their employes outside of
the regular staff by sponsoring competitions
with extra awards to those who secure the
greatest volume of sales. In the current issue
of The Voice of the Victor such a competition,
as developed and used by the J. W. Jenkins’
Sons Music Co., of Kansas City, is described as
follows: “This sales plan does not interfere
with regular business. It is designed to employ
the interest and ability of those in the store
organization who do not regularly sell musical
instruments. The piano and Victrola salesmen
make sales as usual . . . but do not compete
in the contest. Thus it is entirely fair . . . each
employe has the same chance. The plan is run
on a system of points. A sale amounting to
between $100 and $200 counts 1 point; $200 to
$500, 2 points; $500 to $1,000, 3 points; $1,000 or
over, 4 points. The awards, after the campaigu
has been in operation for twelve months, are as
follows: First prize, baby grand piano; second
prize, Victrola 8-30; third prize, Radiola.” It
might be interesting to note here that at the
present time the leader in the contest is a mem
ber of the sheet music department and those
occupying second and third places are both
doormen.

Inereasing Unit of Sales

Are your record salesmen or saleswomen
really selling or are they content to fill the
orders of customers entering the store because
of advertising or a window display or because
some friend has told them of a certain record?
A short time ago Parham Werlein, president
of the Philip Werlcin Co., New Orleans, La,
found that although the store was doing a good
record business the average unit of sale seemed
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Get In On These
RADIO PROFITS

WITH radio almost universal, it's easy
to include a Dulce-Tone in every
talking machine sale—and you might as well
get that extra profit. Or sell Dulce-Tone to
former talking machine buyers.

Dulce-Tone makes an ideal loud speaker of,
any phonograph, and it fits any make and
any radio set. Simply set the talking machine
needle in the Dulce-Tone reed, plug in,
and you have the full volume, the beauti-
ful clear tone that only Dulce-Tone and a
talking machine can give.

THE GENERAL INDUSTRIES CoO.
Dulce-Tone Division
ormerly named
THe GeNERAL PHONOGRAPH MFc. Co,
Elyria, Ohio

to be low. Investigation showed that the aver-
age unit of sale had never been over $2 per sales
girl. He decided to keep a definite record of
the average unit sales each week and inform
the salespeople of the result. This was what
happened in the first two weeks:

First Second
Week Week

Record Salesperson No. 1..... $2.50 $3.03]

Record Salesperson No. 2..... 3.05 3.24 Th:rse are
Record Salesperson No. 3..... 3.06 4.04[‘".'“:
Record Salesperson No. 4..... 3.05 3.83]“"l sazs

These figures prove conclusively that the
sales force was not selling to the best of its
ability and that when real efforts were put into
record selling a big improvement was noticed.
Details, such as average unit sales in records
or other small items, often escape the attention
of the dealer, but careful supervision of all de-
partments of the business, regardless of the
price of the items of merchandise, is necessary
if all possible profits are to be made.

Pushing Soundboxes

Many dealers are more or less actively pro-
moting the sale of the new soundboxes designed
to improve the tone of the old model phono-
graphs. A New York dealer has secured ex-
cellent sales results by placing a small placard
in each of the record demonstrating booths,
reading as follows: “Tone! The new soundbox
on your old Victrola will make a marvelous
difference in the tone of it. Plays your old
records better and gives that wonderful new
tone to the Orthophonic recordings. Ask to
hear it.”

Sell Them by Mail

It will be conceded by most dealers that if
talking machine owners could have the new
record releases brought to their attention regu-
larly without the necessity of making a visit to
the store, they would buy more records. It
sometimes happens that a record customer lives
at an inconvenient distance from the dealer’s
quarters and by the time he or she is in the
vicinity of the store several releases have gone
by and many possible record sales lost. The

Fully guaranteed
Fits any radio

Galperin Music Shop, of Charleston, W. Va,,
has quite a number of these customers. In order
that they continue as regular record buyers
despite their inability to visit the store, or dis-
inclination to do so at frequent intervals, the
Galperin Musie Shop has built up a mail order
business through frequent advertisements. A
list of record releases is published with the fol-
lowing order blank attached:

Out-of town patrons may clip this ad, mark the numbers
you want, mail to us with name and address, and we'll
mail them to you—C. O. D. if you wish. (You save, how-
ever, by enclosing money order and adding 15¢ for post
age.)

WEGIE - 2000080 00

Dealers, especially in the smaller cities and
towns, will find that mail delivery will more
than pay for the time and money expended in
increasing sales by this means.

Trade-in Bargaing

What are you doing with radio receivers
taken in trade? In most cases the out-of-date
instruments, because of their age or design, have
but little value, and have no place on your store
floor with the new and up-to-date receivers, yet
they have some value, and the dealer should
realize whatever profit there is in each set. Why
not set aside a corner of the store as a bar-
gain counter and display the traded-in sets?
Display the price prominently and many people
who would not be interested in buying a regu-
lar new set will be attracted by the low price.
Incidentally, accessories will be sold and the re-
sale of the old set will offset whatever was
given in the trade-in purchase. Should the
number of sets so received reach a quantity it
would be well every three or four months to
advertise a sale of used receivers at low prices,
for many would be attracted by the price who,
having entered the store, might prove good
prospects for the latest model receivers.

Letting Them Kuow

The Independent Radio & Electric Co., 2386
Broadway, New York City, Brunswick and Co-
lumbia dealer, depends to some extent upon at-
tracting record customers by playing an instru-
ment immediately inside the store-door. In
warm weather this instrument is so placed that
it is visible to passers-by and can be depended
upon to stop a certain percentage who, attracted
by the selection being played, enter and pur-
chase the record or records. With the coming
of cold weather, when it became necessary to
kcep the store-door closed, a new stunt was
tried and has proved successful. This consists
of an attractive hanger which is attached to the
inside of the door and is plainly visible from the
street and which reads: “Columbia (or Bruns-
wick) record now being played” and in an insert
the record is placed. In order to secure the
maximum results from store-door playing lis-
teners should be informed of the number to
which they are listening. The idea being used
by the Independent store is good, as is the one
used by another New York dealer, consisting of
displaying a copy of the sheet music of the
selection being played on the phonograph.

Album Set Follow-ups

There is perhaps no better example of the
benefits which can be received by an intelligent
and aggressive follow-up of a customer than
that of securing orders for new album record
sets from those who have already purchased
this class of merchandise. Record buyers who
are interested in music of the better class and
gratify this interest by buying sets of sym-
phonic works will welcomc a reminder from
the dealcr when a new album set is placed on
the market. A metropolitan dealer who does
a large record business, including many sales
of Victor, Columbia and Brunswick album sets,
makes it a point to drop a line to each of
these customers upon the introduction of a

new series of records and does, as a conse-

quence, a large amount of repeat business.
Special attention to sales promotion of these
recordings is certain to be profitable,
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| @Ae Pistinguished

tromberg-Carlson

Tre Distinguished Service Medal of
the United States. Awarded to those
who have distinguisked themselves

by deeds of valor on the field.

Broadcasting that
helps the dealer

Stromberg-Carlson broadcasting every
Tuesday nighe at 8 o'clock over $:ations
of the Blue Network is definitely de-
signed to aid the dealer in selling
Scromberg-Carlson Receivers.

/one Qua/il‘)/ Sells it —

The broadest appeal to the radio buyer and one to which most people
respond, 1s the Quality of Tone which the receiver possesses.

As broadcast programs grow in splendor, Tone becomes more and more
important. For true fidelity of tone only, can faithfully interpret these
programs so that they may be fully appreciated to their fullest extent.

This is the reason why many buyers who want finer radio reception
select the Stromberg-Carlson, and the growing demand among people of
musical discrimination for these receivers is indisputable evidence of the
tone quality every Stromberg-Carlson possesses.

equipped with phonograph input jack, S295 to $755; Radio and Phonograph

ed. C. Srromberg-Carlsons range in price: East of Rockies, Radio Sets,
Contbined $1245; Rockies and West $315 to S1299; Canada $390 to S1650.

StroMmBERG-CARLsON TELEPHONE Mrc. Co., RocuesTer, N. Y.

Stromberd-Carlson

Makers of voice transmission and voice reception.apparatus for more than 30 years
I - —- . . L




Open and Lease Accountsin
Phono.-Radio Stores

Increasing the Efficiency of the Credit De-

partment—-Collecting Past Due Accounts

By R. ]J. Cassell

R. J. Casscll, formerly collection manager of Grinnell
Bros., Detroit, the author of this interesting article on
handling of open accounts, is the author of “The Art of
Collecting”. Other articles by him on various phases ot
the music business will appear in forthcoming issues of The
Talking Machine World.—Editor.

N the radio and talking machine business we

find two classes of accounts, namely, open

accounts and lease accounts. The first of
these, open accounts, is unsccured, while the
second class is protected by a lien on the goods
until fully paid. While the lease accounts will
make up the bulk of the business, every dealer
will find it necessary to open accounts with cus-
tomers and extend the usual thirty days for
payment,

As the open account part of the business is
not the largest part it is apt to be neglected,
and it is for this reason that it is worthy of
careful consideration to the end that this branch
of the work may be kept up to the standard.

When goods are sold in this manner they
are sold without security, and a good rule when
collecting from customers who may have both
kinds of accounts is: Open accounts first, in-
terest on contracts second, and lease accounts
last. Many customers prefer to reverse this
order, but if my advice is followed it will insure
the collection of the unsecured accounts first,
which is obviously the only safe method. See
that your cashier and collector are so instructed.

Monthly Statements

It is the almost invariable rule to send the
customer a statement on the first of the month
following the purchase of the goods, and right
here let me state that it is wery important that
these statements on open accounts be sent out
so they reach the customer on the first day of
each month to insure prompt payment. Many
customers will pay the first bills that come in,
and then, if they have used up all the available
cash, they will put the other over until a future
date. Let me therefore urge you to realize the
importance of getting statements on open
accounts out on the first of the month follow-
ing purchase.

Second Statement

We will suppose that the first statement gives
the terms as cash, which usually means that
payment is due on the mailing of the first state
ment where credit has been extended. Some
houses do not send out another statement until
the first of the following month. It is to be
noted that the particular customer and his gen-
eral standing will influence the mcthod by which
the account is handled. Many customers will
call or remit on receipt of the first statement.
To those who do not pay by the I5th of the
month a second statement is sent out. The
second statement is not itemized but gives
merely the amount “as per statement rendered,”
thus referring to the itemized first statement.

The fact that a good many houses do not
send out a second statement will show the cus-
tomer that you expect him to pay according
to the terms under which he purchased the
goods, but at the same time he cannot take
exception, as you have said nothing that could
be criticized. Try out the second statement on
your open accounts,

Nature of the Follow-up

At this point, that is thirty days after sending
out the first statement, put the account in the
hands of your collector or write a personal let-

ter. Some houses follow the practice, which
used to obtain quite generally, of placing the
account in the hands of their collector soon after
the first statement was sent out. The practice
is, however, nearly obsolete, and as a rule is
neither economical nor advisable. Many busi-
ness men of the present day are accustomed to
receive statements and remit in payment by
mail, and as long as they pay up promptly they
are inclined to resent personal collections.

Where collections can be made by mail, the
economy is obvious. The letter—usually a form
letter even though written to the individual, and
signed—costs but a few cents to prepare and
deliver to the recipient. A collection in per-
son, on the other hand, requires the time of a
collector, and in most cases, carfare, and save
in the case of near-at-hand accounts, the ex-
pense is material. Nor are the results produced
such as to justify the extra cost. Indeed, in
many cases better results are produced by the
use of letters.

Follow-up Letters

The nature and number of the letters sent to
delinquent debtors will be governed by the
condition of the particular account. Form let
ters are sometimes used for this purpose, with
blank spaces left for the insertion of the name,
amount due, and any other special data. Where,
however, an account is material in ammount, or
the customer is a regular or important one, it
is much better to have each letter written on the
tvpewriter, even though the wording is taken
from form letters, and to sign it either with the
name of the collection manager or the name of
the house. When this is done the letter be-
comes in fact a personal letter, and it will re-
ceive far more consideration than would be ac-
corded a form letter, no matter how excellent.

Operation of the Follow-up

When the time for an active follow-up is
reached, two statements have already been sent
to the delinquent debtor; his account is, nomi-
nally at least, thirty days overdue; and the first
of the month has been reached. On this day
the first letter is sent to him, and if the follow-
up is to be close, this is {ollowed on the fifth
and tenth of the month, or, in other words,
the letters go out five days apart. The number
of letters will depend on the nature of the ac-
count. The matter is then allowed to rest un-
til the first of the following month. The debtor
has now been given sixty days from the date of
sending the first statement, and if neither pay-
ment nor any word of explanation has been re-
ceived, the statement should be given to a col-
lector with instructions to see the debtor and
bring personal pressure to bear. The number
of delinquents for the collector to look after
will usually be small, as the statements, to-
gether with the follow-up letters, are effective
with all but the most difficult cases.

The collector must use every effort to see
the delinquent customer, and by direct request,
argument, persuasion, and any other lawful
methods, try to secure payment. If the custom-
er succeeds in eluding the collector, or the con-
ditions are such that the collector cannot see
him, a special delivery or registered letter will
generally impress him with the importance of
setiling up or explaining why he cannot settle,
or, better still, induce him to call at the store
and thus give an opportunity for a personal
interview. The latter is most satisfactory.

10

R. J. Cassell

If the debtor can be influenced to call at the
store, the collection manager has him on his
own ground, and before he gets away, should
be able to make some adjustment of his ac-
count. It is obvious that the debtor has some
income at least, that this will be spent, and
that some one is going to get it; and the ques-
tion is whether that some one will be your col-
Jection manager. He should keep firmly in
mind the fact that the money is due; that the
debtor is unjustly keeping it from your house,
and he should not allow the debtor to take an
injured air or in any other way place him at a
disadvantage. The collection manager has a
strong advantage in his surroundings and the
conditions, and he should make the best of it.

In any such case the debtor is almost sure to
start out with the usual hard-luck story, which
may or may not be true. Whether it is true
or not, the collection manager should take an
interest in it, and let the debtor feel that he is
sympathetic and disposed to be friendly. This
will frequently lead the debtor to tell more
than he had originally intended and will thus
give a better idea of the actual conditions, and
show whether these really stand in the way of
payment.

It is usually good policy to make no offers
of compromise or adjustments, but to take it
for granted that the debtor will pay the full
amount. There is a moral effect in this, for
the debtor, feeling that the entire amount is
expected, will frequently of his own accord
suggest payment of a part. In such case he
should be allowed to state just what he can do,
and then such action should be taken as the
conditions seem to indicate.

Keeping in Touch With Delinquents

Another point to be impressed on the debtor
is the importance of keeping the house fully in-
formed of his exact address, street and number,
as much valuable time is lost in tracing debtors
who have moved and who—though perhaps with
no intention of evading payment—have failed to
send their new address. It is a good plan to
stamp on receipts, letters, and statements the
following notice:

IMPORTANT!
Pleas: do not move without noti-
fying us of your new address

This suggestion may seem simple, but in
practice it will be found a great aid in keeping
in touch with small debtors of the “moving"”
class. You want all the business you can get
but you must have the money for the goods
sold; so see to it that your credit man is care-
ful to whom he extends credit and that your col-
lection department follows-up the open ac-
counts consistently and without loss of time.
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Maria Kurenko and Toscha
Seidel on Columbia Hour

Russian Coloratura Soprano and World-Famous
Violinist, Exclusive Columbia Recording
Artists, Heard in Company's Celebrity Hour

Maria Kurenko, the “Russian Nightingale,”
coloratura soprano, and Toscha Seidel, Rus-
sian-born violinist, both exclusive Columbia
record artists, were the soloists in the Colum-

Maria Kurenko
bia PPhonograph Co.'s Celebrity Hour on Feb-
ruary 1 which was broadcast over the network
of the Columbia Broadcasting System.

Mme. Kurenko, born at Omsk, Siberia, has
been prima donna at the Moscow and Chicago
operas, and is at-present a favorite with a large
following among concert-goers and is accepted

Toseha Seidel

as one of the leading sopranos before the Amer
ican public to-day.

Toscha Scidel, world-famous violinist,
born at Odessa twenty-seven ycars ago and was
brought to the United States by his teacher, the
celebrated Auer. He achieved instant success
and has since ranked as one of the foremost
violinists on the concert platform. Mr. Seidel
is now an American citizen.

The Russian artist hour was in line with the
policy of the Columbia Phonograph Co. to main-
tain a cosmopolitan interest in its programs
and to offer a diversity of entcrtainment to the
army of listeners-in.

was

Music Store Has Advantages
as Radio Outlet, Says Survey

I.AwrencE, KAN, February 7.—The Bureau of
Business Research of the University of Kansas
in its recent study of radie credit sales in Kan-
sas summarizes the arguments favoring nwusic
aund furniture stores as the main types of out-
lets for radio scts aud accessories, saying:

“The receiving set is a drawing-room fixture
and the expert advice of the furniture or music
dealer as to the external appearance and models
is neccssary.

“The musical instrument dealers have shown
success in handling high-priced quality products
and have been trained by the manufacturers for
the greatest efficiency in demonstrations.”

Open Chicago Studio

The Chicago studios of the National Broad-
casting Co. were opened recently as a pick-up
point for the Blue Network of which WJZ, New
York, is the kev station. Engineering difficulties

delayed the opening of this studio since last
November, according to M. H. Aylesworth,
president of N. B. C.

The formal opening of the studios will mark
the first utilization of the company's entire Blue
Network facilities with a studio program orig-
inating 1in Chicago. The program will be spon-
sored by Montgomery Ward & Co., of Chicago.

Cashing in on St. Patrick’s
Day by Staging a Tie-Up

It goes without saying that music should be
featured on St. Patrick’s Day, or rather a week
in advance, and an excellent sale of records for
the plionograph can be achieved if appropriate
selections are featured.

A good example of publicity along this line
was the two-columu ad or the Southern Cali
iornia Music Co., Los Angeles. It showed at the
top a cut or an Irishman and lus donkey, and
also that o a Victrola. The ad was captioned:
OId Irish Melodies. Sougs that never grow old
—Hear them now on vour Victrola.

Then followed a list from which to make se-
lections; the name, the composer, price and
record number all being given: “Old Irish
Mother of Mme,” “Just Like a Gipsy,” “My
Wild Irish Rose,” “In the Garden of My
Heart,” “\Where the River Shannon Flows,”
“I'll ' Take You Home Again, Kathleen,” “Kil-
larney,” “Kathleen Mavourneen,” “Mother Ma-
chree,” “A Little Bit of Heaven,” “Macushla,”
“Comie Back to Erin,” “The Low Back Car,”
and “Wearing o’ the Green.”

An Irish harp was the valued posscssion of
an Irish colleen of the city, and she brought it
to the store and gave two concerts on the Satur-
day preceding St. Patricks Day. All of the
sclections rendered by lier could be had in
record form, and copies of same were lung on
racks in the congert room for the inspection
of all wishing to procure Irish music. The
concert called anew attention to the haunting
nelodies, and many sales resulted therefrom.

Pay Tribute to Berlin

On January 18, the Columbia Phonograph
Co. during its Radio Hour paid tribute to Irv-
ing Berlin. A brief sketch of the composer
started the prescutation and was followed by
the playing and singing of famous Berlin num
bers from “Alexander’s Ragtime Band” up to
the present song success, “The Song [s Ended.
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Husk O’Hare to Record
for the Vocalion Catalog

Jack Kapp, in Charge of Vocalion Division of
Brunswick Co., Announces That Popular
Leader Has Recorded “Hot” Numbers

Cuicaco, Iir., February 7.—Jack Kapp, in
charge of the Vocalion department of the
Brunswick-Balke-Collender Co., recently an-

Husk O’Hare
nounced that Husk O'Hare and His Stage Band,
now playing at the Capitol Theatre in this city,
have just recorded a number of “hot” records
for early release on Vocalion records.

Husk O'Harc has been a popular favorite for
the past eight years for his introduction of ¢x-
cellent music of the “hot” type, and the an-
nouncement of his engagement as a Vocalion
artist is being well received by Vocalion job-
bers and dealers throughout the country who
anticipate a good demand for his records.

Engineers Visit Fz;da Plant

Members of the Institute of Radio Engineers,
attending the third annual eonvention in New
York, recently were guests of F. A D. Andrea,
Inc., at the Fada Radio plant in Long Island
City. The visiting engineers were eonducted
through the factory in groups, and were in
terested in the evolution of Fada Radio from
the raw material to the finished product.

The Silver Electro-plated Needle

JHE HMW VOILE

Especially adapted for eléctric;jzill’y
recorded records

Attractive prices for jobbers

WALL-KANE NEEDLE MFG. CO., Inc.
3922—14th Avenue, Brooklyn, N.Y.

Wall-Kane, Jazz, Concert. Best Tone, and Petmecky Phonograph Needles.
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Sonora Phonograph Co.
Occupies Chicago Quarters

Sonora Organization and Acoustic Products Co.
Located in “Music Row” on East Jackson
Boulevard—Convenient to the Trade

A. J. Kéndrick, vice-president and general sales
manager of the Sonora Phonograph Co., Inc.,
announces that space in the splendidly located

New Home of Sonora Phonograph Co.
office building at 64 East Jackson boulevard,
Chicago, widely known as the Lyon & Healy
building, is now being occupied by the Sonora
Phonograph Co. It is admittedly one of the
most accessible business locations in the “Loop”
and is especially convenient for the visiting
trade as it is in the center of the district famil-
iarly known as “Music Row.”

The offices are on the seventh floor and are
served by two batteries of passenger elevators
as well as freight clevators. The reception hall
of the office facing on Wabash avenue is paneled
in white marble and furnished in walnut. Here
Sonora products, both the present AC radio linc
and the mechanical phonograph line, are on dis-
play. Off this foyer are the Chicago offices of
P. L. Deutsch, president of the Acoustic Prod-
ucts Co., Inc, and the Sonora Phonograph Co.,
Inc., the offices of Mr. Kendrick, vice-president
and general sales manager of the Sonora Phono-

PHONOGRAPH
r MOTORS

omoa

—

H

WIDE variety of

Motors made by
HERMANN THORENS,
Ste. Croix, Switzer-
land, Manufacturer
of Europe’s most
celebrated phono-
graph motor.

High quality — rea-
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playing up to 10
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graph Co., Inc, and C. T. McKelvy, sales pro-
motion manager. There will also be large, at-
tractive demonstrating rooms whiere the new
product which Sonora will soon announce can
be seen and heard, as well as offices for the con-
venictice of out-of-town customers.

Off the foyer will be quarters for the audit-
ing department and general offices, and behind
these the offices of the advertising and dealer
service departments and the Midwest sales di-
visions. Other executives of the company, in
addition to above, having offices on the floor
are L. O. Coulter, assistant sales manager, hav-
ing supervision of advertising; D. C. McKinnon,
record sales manager; H. D. Bibbs, in charge of
Midwest sales, and Ray Reilly, district sales
manager.

Passing of Wm. E. Gilmore
Is Regretted by the Trade

Members of the phonograph industry, par-
ticularly those associated with its pioneer days,
learned with great regret of the death recently
of Wm. E. Gilmore, who for many years was
general manager of Thomas A. Edison, Inc.,
and who had also been president and general
manager of the National Phonograph Co. Mr.
Gilmore died on January 19, at St. Mary's
Hospital, in Orange, N. J.,, after a two weeks’
illness of pneumonia, aged sixty-five years.
The funeral services were held at his home,
132 South Mountain avenue, Montclair, N. J.
Mr. Gilmore is survived by his widow, a
son, J. D. Gilmore, and two daughters. He
was also a brother-in-law of Frank K. Dol-
beer, at one time general sales manager of the
Victor Talking Machine Co., Camden, N. J.

Mr. Gilmore entered the Edison Electric
Light field when he was eighteen years of age
and later graduated into the phonograph field,
where for many years he was a vigorous figure
in the upbuilding of the industry. When he
retired from the Edison business he became
president of the Essex Press, a well-known pub-
lishing concern.

Rigoletto Quartet and Lucia
Sextette on Victor Record

The Victor Talking Machine Co. recently re-
leased to its dealers a coupling of the Rigoletto
Quartet and the Sextette from Lucia on record
No. 10012. The selections are sung by a group
of the greatest Victor artists: Galli-Curci,
Homer, Gigli, De Luca, Bada and Pinza.

The Victor Co. fcels that the sales possibili-
ties of this record, which lists at $3.50, are
enormous. It will be fcatured in the company’s
national magazinc advertising, will be given
special treatment in the March record supple-
ment, and window posters featuring it will be
supplicd all dealers.

New Fada Dist;ibutor

The Southern New York Electrical Supply
Corp., Binghamton, N. Y. with a branch at
Elmira, N. Y. has be<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>