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ForInstance: Rachmaninoff’s Symphony No. 2. Played

by Cleveland Orchestra. Nikolai Sokoloft, Conductor. On
| : 6 records. Flrst time ever recorded! And only $1 each!

1 Album No. 11
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NEW PROFITS

The new Toman No. 3 Reproducer—latest

addition to the famous Toman line of Repro-

ducers and Tone-Arms. The No. 3 instantly re-

stores fine definition and delicate tone shading to any
phonograph—no matter how old. A real seller for
replacement purposes. It is equipped with the special
Toman duraluminum diaphragm, hand lacquered to
protect it against climatic changes. Special .double grip
screws hold reproducer to tone-arm—always in proper
playing position. A positive locking back without screws,
prevents loosened parts from interfering with perfect per-
formance. Artistic in design and built to bring out to
best advantage tone qualities of the new electrically
recorded records—the No. 3 is bringing Jobbers and
Dealers a nice volume of new profitable business.

The famous Toman “Helical” Arm is shown here with

the No. 2 Reproducer—an ideal combination for phono-

graphs with long horns. The Model H is absolutely

air-tight in construction. There is no possibility of loosen-

ing parts with vibrations which distort perfect sound

transmission. Cast of selected metal alloys, constructed

on soundest scientific principles of musical reproduction,

the Model H is right in every way. In combination with

the No. 2 Reproducer, it produces on long horn phono- -
graphs, music unsurpassed for volume, tone quality. and : . Model
definition. '

All Toman Products are most favorably priced Guaranteed
quality inside and out. We invite inquiry from Manufacturers.
Jobbers and Dealers. Samples sent promptly upon request.

E. Toman & Company

2621 West 21st Place CHICAGO, ILL.
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Grebe

Consolette

~]
Tone—clear, true, natural,
freedom from A-C hum.

Volume—without distor~
tion.

Selectivity— without loss of
tonal fidelity.

Local-Distance Switch

Antenna Control

@E Illuminated Dial in kilo- é

T S2A

cycles.
Line Voltage Control 1

Yhe Grebe Consoletteo

with its mahogany finish,
(which matches panel on
set) and self-contained loud
speaker is a masterpiece of
the cabinet making art.

B -
&h He

—

There’s Preﬁz'ge
and Profit

in the sale

of the

gaa

SYNCHROPHASE

TRADE MARK REQ. \.S. PAT. QFF.

AC Six
RADIO

HE dealer who shows this handsome cabinet model
of the Grebe Synchrophase A-C Six gains prestige—

there’s proﬁt not only in its ready sale but in the mini-

mum of servicing required after it has been sold.

The Grebe Consolette is a timely offering to that rapidly
growing army of radio enthusiasts who are demanding,
in addition to superiority of tonal quality, range, selec-
tivity and ease of operation established by the Grebe
Synchrophase A-C Six, an article of furniture of which
they can justly be proud.

Write for Booklet TUW

A. H. Grebe & Co., Inc., 109 West 57th Stréet, New York City

Western Dranch: 443 So. San Pedro St., Los Angeles, Calif.
Makers of quality radio since 1909

Factory: Richmond Hill, N. Y.
-
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Brunswick Radio,
table model 5KR
and Model “A”
Speaker. Receiver
to list at $115,
less tubes. Model
“A” Speaker to
list at $35.

Brunswick Radio! '

A great music house now offers Radio of the same high

musical standards as the Brunswick Panatrope

IKE the Brunswick Panatrope, Brunswick Radio F
represents the combined achievements of The .
Brunswick-Balke-Collender Company, Radio Corpora- L
tion of America, General Electric Company, and \Vest-
inghouse Electric & Manufacturing Company. |

The most advanced engineering triumphs in both the I.
super-heterodyne and tuned-radio-frequency fields are '.
made available in Brunswick Radio, plus acoustical
refinements which a great music house like Brunswick
is able to give. Furthermore, Brunswick Radio 1is
offered in cabinets of the same fine workmanship and
beauty for which Brunswick is noted.

Bl

Tone quality . . . better music. . .1s what people want.
Brunswick Radio is designed to give it to them. It is
the kind of radio you would expect a great music house
to produce.

Brunswick Radio, the Brunswick Panatrope, and the
Brunswick Panatrope with Radiola constitute the most
complete and attractive line available to the music

- PP .,
3 . it i
e vt VG
> N 3

tgté

dealer ... a line that will be kept before the public in |
consistent and frequent large-size magazine and news- {
paper advertisements. All supported by Brunswick §
Electrical Records! N

Get ready for this great new line. Advertise it. Give
it window space. Get the sales “story” clearly in mind.
Be ready to do a larger, more profitable business in
Brunswick instruments this fall.

Brunswick Radio, console type, Model SKRO.
List price $215, less tubes

THE BRUNSWICK-BALKE-COLLENDER CO., Chicago + New York + Branches in Principal Cities
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Times Have Changed

HE talking machine dealer is in a better position
than ever before in the history of the trade to build
business on a sound, profitable foundation. A few
years ago his existence depended practically entirely on one
item of merchandise; to-day he has two lines allied to each
other in such a manner that there is a double appeal to the
public. The talking machine dealer has been replaced by

the music-radio merchant.

from selling foodstuffs or other homne necessities. One iz
purchased because it sustains life and the other must be
sold on the basis that it adds to the enjoyment of life. That
is why beth talking machines and radio sets must be con-
stantly “sold.” That is why the dealer who plans a sales
compaign gets the bulk of the business in any community.
That is why the salesman who constantly “sells” his product
achieves better results than the
man who merely shows an in-

Radio has taken such a strong

hold with the trade and public
alike that the progressive mer-
chandiser has found it emi-
nently worth while to give this
line equal store space with the
talking machine and to place
the strongest kind of sales pro-
motion effort behind both the
talking machine and radio.

Every Dealer Should
Read These Articles

Marketing the Portable—By C.
........... (Page 4)

‘““Loan Receipt’’ Helps Gill Sell
Radio—By M. T. Bridston. .(Page 6)

N. Tunnell. . ..

sirument or set and answers
the questions put to him by a
prospect. That is why the sales-
man in a small store who, when
a customer stood in the door-
way to ask about a set displayed
in the window, did not make a
sale, because he neglected to in-
vite the customer into the store

for a demonstration. He was

Changed Conditions Selling Records— By B. C. too “tired” to stop leaning on
Reber. . .................. (Page 8) the counter and get to work on
i t h lu- . ] .
A —— Analyzes Display Cost .. . ... (page 9) 10 1 e e e
o of this incident is obvious.
business. First, the introduc- Effect on Retail Sales of Store
: o . Arrangement — B Willis .
il 7 istic models built on Parkef .............. y ..... (Page 9) Persistence

a new principle broadened the
sales field. Second, improved
methods of recording as well J
as reproducing the records
have given tle dealer a superior
product that has done much to
stimulate public interest and
break down sales resistance.
Third, radio has made it pos-

Newland Builds by Being Con-
sistent—By Ray George. . . (Page 14)

Selling Costly Radio Sets. .. (Page 16)

Selling the Music Lovers—By W. store. Persistence and knowl-

Braid White. .. .......... . (Page 32)

Drastic Change in Policy Aids
Gimbel’s Business. . ... ... (Page 40)

Something more is needed in
this business of selling talking
inachines and radios than a

edge are requisites. Know your
merchandise and know your
customers. There is nothing
new in that thought, but it

bears repeating. Persistence

sible for the dealer to develop %

an entirely new department of
his business, because the public
has been and still is eager for radio and sales have come
comparatively easily. Fourth, musical entertainment via
the air has developed and stimulated national musical taste
to the point where it is reflected in increased sales of talking
machines, records and other musical instruments. These are
important advantages for the retailer to consider, especially
now, when competition is so keen that there is a more or
less great tendency to pay too much attention to the less
fortunate aspects of retail talking machine and radio ner-
chandising as well as increasing competition.

This is an ideal situation. It gives the dealer something
he never has had before, because each of his two principal
items of merchandise stimulates the sale of the other. It
gives the forward-looking retailer the opportunity of doing
some exceptionally effective sales promotion. Merchandis-
ing music and home entertainment equipment is different

is by far tlie most important
factor in selling. More sales
of talking machines and radios can be attributed to follow-
up than are made to transients on their first visit to the store.
The dealer who advertises persistently; who uses direct mail
regularly; who ties up with musical and broeadcasting events;
who takes the names of transients who lLave demonstrated
their interest by making inquiry regarding a machine or
radio; who sends out good salesmen or saleswomen to close
deals that are hanging fire, and who become aggressive to
turn the wavering prospect into a customer, gains by this
persistence. He gains sales. He profits. He builds good
will. He insures his own success. Modern business is a far
cry from the storekeeping of twenty years ago. The public
is from Missouri and wnust be shown. The opportunity for
selection is great and the potential customer is diseriminating
enough to sense the true value of a product. Getting the
business today depends largely on salesmanship.

See second last page for Additional Index of Articles in this issue.



Marketing the Portable

R. E. Simpson’s Salesmen Use Portable
Phonograph as a “Card” of Introduction

ness card is his introduction; but R. E.
Simpson’s salesmen use a portable phono-
graph for their introduction. Simpson is man-
ager of the music department of the W. C.
Munn Co. department store, of Houston, Tex.
This department manager has made an out-
standing success in the sale of all size and price
talking machines this past twelve months; but
this fact is especially true in regard to the lines
of portable machines featured.
Use Portables for Demonstration
There are two outside salesmen for phono-
graphs for this firm. They do

IT is generally conceded that a man’s busi-

By C. N. Tunnell

give the live leads and win an invitation and
introduction into the prospect’'s own home
where the entire family can see that their home
is not complete without one or more talking
machines. These leads obtained at the shop or
at the factory are generally ones that mean a
large percentage of sales. A concrete example
that shows average results was recently demon-
strated when one of these salesmen used his
portable for his introduction to the employes
of a large tool and machine company. With
a direct demonstration, the salesman closed the
day’s work with the sale of four portable mu-

large talking machine is the best prospect for
a portable, or the purchaser of a portable is
later shown the logic of buying a large phono-
graph for an added bit of beauty within the
home. This retailer further finds that his port-
able customers are generally his largest buy-
ers of records, as they use the machines for
parties and outings that suggest all the latest
dance hits and new music.
A Quick Money Turnover
The portable talking machines of the W. C.
Munn Co. are sold for five dollars cash and
five dollars a month. This sales plan means
that the machine is converted

not depend upon a brief case

into cash within four, five or six

and a lot of illustrated litera-
ture to sell their merchandise;
they use a portable talking ma-
chine to actually demonstrate
their merchandise. It matters
little to the salesman whether
or not he is gunning for the sale
of an expensive cabinet machine
or the sale of the cheapest port-
able in stock: he uses just this
method of driving home his
opening sales wedge.

Selling in Unusual Places

Using the portable for an in-
troduction wins the way into
machine shops, large wholesale

HE accompanying article describes the methods

of a live sales manager in building profits through
the sale of portable phonographs.
are used in a new way to go after talking machine
sales and sources of business are explored that most
dealers do not even think about. Creating demand by
getting to workers in industrial plants; bringing the
product to the attention of boat owners and other
tested sales-building plans are discussed by this suc-
cessful retail talking machine merchant

Outside salesmen

months, a fact that means a
quick turnover of money as well
as stock. And with this selling
plan the returns and reposses-
sions are cut to the minimum.
It 1s the first impression of the
prospect that usually means a
sale or the loss of a sale with
this firm; and by using the port-
ables for an introduction these
first impressions have brought
this department a large increase
in profits,

Too much stress cannot be
placed on the beneficial results
of obtaining prospects from

houses, factories and other
places where there is a large
number of talking machine prospects. And
here the salesmen for the W. C. Munn Co. use
a bit of diplomacy. They do not go crashing
any gates to enter plants or factories where
they would not be welcome. Instead good
terms are gained with the superintendent who
gives consent to allow music in the plant
during some particular hour, or over the
grounds of the plant where the employes may
stop and listen at their own pleasure before
and after working hours.
The Right Location

Generally, a favorable location is obtained
where it will be necessary for the greater num-
ber of employes to pass on their coming and
going from work. And as many factories, ma-
chine shops and similar institutions have work-
men working at different shifts, there are pros-
pects coming and going by the demonstration
machine at all hours of the day.

It might be advanced that the tired work-
man or office girl would not care to stop after
finishing a day's work; but actual experience
proves to these salesmen that the tired man or
woman is the one that quickly responds to
restful music. With this fact in view, a bit of
common-sense psychology is used in the selec-
tion of the records that are played for the
benefit of the workmen of the public institu-
tions and results have been excellent.

No High Pressure Selling

At these demonstrations no particular stress
is made to close a sale; as it has been found
that factory managers are opposed to high-
pressure salesmanship to close sales among
their employes on the building grounds; but on
the other hand, these plant managers cooperate
in the spirit of furnishing music for those that
wished to listen and deem it perfectly ethical to
obtain the names and addresses of prospects or
to even make a direct sale where the prospect
expresses a desire for the machine.

It is just the portable demonstrations that

chines and two large-type talking machines.
Selling the Boat Owners

But portable sales are not confined to the
industrial workmen. These phonographs are
used as the introduction into every type home.
As Houston is located on a canal that joins
it with the Gulf of Mexico, many people of the
city own mwotor boats, house boats, and other
crafts that are used for week-end trips, par-
ties and general recreation. The portable pho-
nograph solves the introduction problem of
entering the homes of these prospects with
the explanation that this little machine is just
the very thing for the speed ship or boat. If
the prospect already owns a phonograph of
the more expensive type then particular stress
is placed upon the portable as being the solu-
tion for music on the boat. It is pointed out
that no beach party or week-end cruise can be
complete without a portable talking machine
for entertainment and for dance music.

The customer who does not own a talking
machine of the better class is centered on just
such a machine. Simpson’s salesmen find that
it is an easy matter to talk in terms of a qual-
ity-tvpe machine by having the portable for
actual concrete demonstrations of the latest
hits in records. The customer or prospect is
made to see that the portable machine fur-
nishes good music that is well worth the retail
price, but that a larger and more expensive
machine is just the article of home furnishing
that is necessary to blend in with the general
color scheme and decorative program of the
home. And by featuring the talking machine
to be just what is needed for a certain corner to
complete the attractiveness of the room the
sales argument is doubly forceful.

Although many retailers sidetrack the sales
of portable machines thinking that they may
replace the sale of a larger machine, Simpson
finds that they are more generally supplemen-
tarv sales. The person who already owns a

4

groups of people at industrial
plants, such as are utilized by
the outside sales staff of the Munn establish-
ment. Not only is much time and effort saved
by demonstrating before a crowd of prospec-
tive buyers rather than to individuals, but the
enthusiasm aroused in one or more of a large
crowd is likely to become infectious and arouse
the desire to purchase an instrument in listen-
ers who if approached as individuals would be
“eold” prospects.

Phillips’ New Store Opened
|

MorGganTOwN, W. VA, August 4—The new es-
tablishment of the S. A. Phillips Music Co.,
which was formally opened recently, is one of
the most attractively equipped to be found in
any part of the country. One of its many fea-
tures in a living-room, artistically furnished, in
the rear, facing the entrance, in which a pur-
cliaser may hear his favorite music in a home-
like setting. The main floor is devoted to a
display of pianos. In the talking machine and
radio department on the mezzanine floor are
shown the Victor Orthophonic, Brunswick Pan-
atrope, the full Edison phonograph line, includ-
ing the radio combinations and American-
Bosch, Sparton and Atwater Kent radios. Sheet
music and -small musical instruments are also
liandled. This business was founded here by
S. A. Phillips, the present proprietor, in 1902.

Lee Morse Given New Slogan

“The Mellow Swanee Voice” is the new de-
scriptive slogan just adopted for Miss Lee
Morse by Columbia, to accompany hereafter all
advertising of this popular Southern singer.
Miss Morse's latest Columbia record couples
Irving Berlin’s “When I Lost You” and a
composition by Miss Morse herself, “Lone-
some for You.”

pe N
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ollon
& Morpheus”

Feature Artists of Sealy

BILLY
HILLFOT

Air Weavers Radio Program

ERE on Brunswick Records are the authors of one of the
quickest acts to “take” on the air. Phil Cook and Billy

ThEiT FiTSt Hillpot are clever young men known to milliors through their
programs for the Sealy Air Weavers. Hillpot (Morpheus) was

BTunSWiCk ReCOTd “discovered” by Ben Bernie of Brunswick Record fame. Hillpot

was appearing in night-clubs with “Scrappy” Lambert, Brunswick

« . 99 artist, when Ben Bernie took them under his wing and helped

That’s MY Weakness Now! them get important night-club engagements. Now “Cotton and

v v - Morpheus” are members of the Brunswick family and have

“’Cause MY Baby Don’t Mean turned .out a record that wxll.speed up the cash register for the

: , ' Brunswick dealer. Feature this first record by these new Bruns-
Maybe Now!” . . . 3969 wick stars and watch for others.

2—good selections on every Brunswick Record—2

THE BRUNSWICK - BALKE - COLLENDER CO., Chicago * New York ° Branches in all Principal Cities
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Helps Gill Sell Radio

merchandising is in the home demonstra-

tion, and, perversely enough, it is in the
home demonstration that the radio sale must be
made. This is a problem that has long had
the consideration of Hurst P. Harrison, man-
ager of the radio department of the J. K. Gill
Co., Portland, Ore., toward the end that he now
uses a system of home demonstration that effi-
ciently simplifies this situation.

Unsatisfactory Methods

The “dark cloud” is familiar and ominous
enough to many radio merchandisers. Mr.
Prospect is interested in a radio to the extent
that he expresses a desire for a demonstration
in his home, half promising that if the set gives
good performance he will buy it. Installation
is made, and the salesman drops around in the
evening to talk to the prospect. Incidentally,
there isn't so much talking—real sales talking
done—as listening to the performance of the
set This means that the salesman dossn't
“close,” and leaves the prospect to “try the set
and see what it will do.”

This unsatisfactory premise to a sale devel-
ops even more phlegmatically. At the cnd of a
week of such “trying” the dealer finds that Mr.
Prospect has a number of grievances against
the set—there are noises, and so and so sta-
tion is weak, or a neighbor tuned in a station
that Mr. Prospect couldn’t get on his trial set.
He wants to try the XYS set owned by Mr.
Neighbor, but if the dealer No. 1 cares to, he
may leave his set there, and they’ll compare
them. The dealer, afraid of losing the sale al-
together, agrees to this unfair stipulation.

And his agreement snags up his stock in-
vestment even more securely, for the more sets
the prospect is allowed to have in his home for
demonstration the less chance has Dealer No.
1 of closing. Batteries and tubes are weak-
ened—at the dealer’s expense—and it is also true
that the set with the {reshest impression—the
last one he has tried—is the one that he finally
purchases. A set may be tied up anywhere from
weeks to months in this procedure, and still not
chalk up a sale.

Solving the Problem

This is the situation which Mr. Harrison has
corrected through the use of a “Loan Receipt”
form, worked out by himself, coupled with a defi-
nite procedure in “loaning out a radio.” The
very word—"demonstration” is not used in talk-
ing with a prospect entering the Gill radio de-
partment. The more significant word ‘“Loan” is
the term. Prospects do not make objection to
signing a “Loan Receipt” definitely stating the
terms on which they take out a radio on approval.

The prospect affixes his signature to the fol-
lowing stipulations:

“Received of the J. K. Gill Co. the following (here is
entered description of set, model of speaker, etc. . . . )
This merchandise is delivered to me on APPROVAL
and will he left with me ON TRIAL, with no ohligation
on my part, except to care for same, and same to be
called for in ............... ..., days, or if approved,
such terms of sale arranged to suit my convenience
(within reason.)

“It is understood and agreed that the ahove merchandise
will not he removed from my address, given away, or
otherwise disposed of, without due notice to the J. K.
Gill Co., and then only with their consent in writing,
except in case of fire or other possible damage while in

my - possession, then same to be removed and protected
as though the property were my own.

The crux of the method is fo set a definite loan

THE dark cloud on the horizon of radio

By M. T. Bridston

period, and keep it on the dot. Without stating
as much in so many words, Gill customers are
made aware that they will be permitted to have
the radio in their home for the stipulated period
and no longer. Mr. Harrison rarely allows this
loan period to extend over three days. The period
of time is set by talking over the situation with
the customer and the signing of the “Loan Re-
ceipt” follows. This method reverses the situa-
tion often observed, namely, that a prospect
“consents” to a demonstration in his home, and
the dealer regarding it as a favor to put his ma-
chine in for trial. A “loan” is a different matter
altogether.

If the prospect does not have an antenna in-

H. P. Harrison
stalled already, the Gill store explains that a good,

permanent antenna will be erected, and that
whether the set is purchased or not, the usual
charge for an antenna will be made. Generally
a flat rate of $10.00 applies. It rarely happens
that a prospect makes an objection to this plan,
and when he does he is not in the market for a
radio at all, and might as well be lost before
time investment has been made in him.
Salesman Follows Up

The salesman makes a call on the evening fol-
lowing installation, taking time to go over every
point thoroughly. The second evening the pros-
pect is given a breathing spell to try out the ra-
dio for himself, alone, and the third evening the
salesman calls prepared to close. The loan pe-
riod is up, the prospect knows, and this psycho-
logically puts him in a buying mood. He is given
an incentive toward decision. Instead of rushing
him through this procedure, the salesman takes
the viewpoint that he is seeking to close a legiti-
mate business deal that has hung long enough.

Mr. Harrison has also worked out another form
that is beneficial in achieving radio profits. He
has placed a “clincher” on his conditional con-
tract of sale—this in the form of a promissory
note that binds the purchaser whether the ma-
chine is still in his possession or not. It is par-
ticularly beneficial in safeguarding the dealer when
the repossession of a ruined machine is necessi-

5 -

tated. It is in the form of a printed addendum

to the contract:

“For value received, I promise to pay to the order of
the J. K. Gill Company, at their office in Portland, Ore-
BOM o eeveeoneeooooonanannanes Dollars, in Gold Coin of
the United States of America, with interest thereon, in
like Gold Coin, at the rate of ........covvevuenn. per
cent per annum from date until paid, payahle in month-
ly installments of not less tham $............ sese.. I
any one payment together with the full amount of inter-
est due on this note at time of payment of each install-

ment. The first payment to be made on the .oovuvnn....
day of ................ 192.., and a like payment on
the «.ovvvevnnnnnnn. day of each month thereafter, until

the whole sum, principal and interest, has been paid; if any
of said installments are not so paid, the whole of said
principal sum and interest to hecome immediately due
and collectible at the option of the holder of this note.
And in case suit or action is instituted to collect this
note, or any portion thereof, I promise to pay such
additional sum as the Court may adjudge reasonahle as
attorney’s fees in said suit or action.”

“Progressing” the Prospect

While the foregoing suggests that Mr. Harrison
has devoted considerable time to the mechanics
involving the sale of radio, it does not follow that
he has not given equal care to determining a
right and a wrong way to progress a sale. In-
deed, an answer to the observer is in his statement
that 80 per cent of the machines sold from his
department cost $200 and over. He has worked
out a way to “progress’” the prospect.

Mr. Average Customer, when he comes in to
look around, usually has a figure of $150 in mind.
However, Mr. Harrison doesn’t worry about this,
nor even start showing him his lower-priced line.
He takes Mr. Average Customer into a beautiful-
ly appointed private room, where a $1,300 electric
machine is installed. The customer is amazed at
the liquid-toned performance, and he is likewise
amazed at the price attached to it. Mr. Harrison
assures the prospect that he “just wants him to
hear it,”” answering the protest that he had
“nothing quite so expensive as that in mind.”
From §$1,300 Mr. Harrison proceeds down to
$650, $375 and so on.

Practical Psychology

The sales psychology back of this method is
that $375, for instance, is but a small price com-
pared to $1,300; yet the $375 customer would
think $375 “too much to pay” if shown that
model first. Working DOWN to $375, how-
ever, is another matter. This is a departure
from the old sellism expounded by many a
merchandiser not to educate the customer’s
taste above the price he can afford to pay—
but it is a departure that is achieving results,

Not long ago the Gill Co. sold one of the
$1,300 models directly through this method, the
purchaser being well able to afford the price,
but not aware that such radio performance
could be bought. The point is to present the
prospect to the machine as a visitor, not as a
prospect, Mr. Harrison tells you.

$1,800,000 Edison Insurance

The Thomas A. Edison industries have ob-
tained for their employes a plan of group
insurance aggregating $1,800,000, covering ap-
proximately 1,800 men and women. The plan
has been underwritten by the Travelers Insur-
ance Co., and has been made available to em-
ployes of Thomas A. Edison, Inc., Edison
Storage Battery Co. Edison Storage Battery
Supply Co., Edison Phonograph Distributing
Co. and the E. K. Medical Gas Laboratories.
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THE NoO. 635 STROMBERG-CARLSON
TREASURE CHEST

Uses s UY-227 A. C., one UX-171-A

Output and one UX-280—a total

of 7R.C.A.Tubes. Price, less Tubes

and Speaker, East of Rockies $185.

THE NO. 636 STROMBERG-CARLSON
CONSOLE MODEL

Uses 5 UY-227 A.C,, one UX-171-A

Output and one UX-280—a total

of 7R.C.A. Tubes. Price, less Tubes

and Speaker, East of Rockies $245.

NO. 10 CONE SPEAKER

A 22-inch Seamless Cone
Speaker. Complete with
long cord. Price, East of
Rockies, $40.

/I
tromperg-Carlson

@0728 Ir

STROMBERG—CARLSON TONE is not
merely a coined phrase—it is something very
tangible, very definite in the minds of most radio
dealers and innumerable users of radio—indicating a
beauty and faithfulness of reproduction which has
become the standard by which radio tone is judged.

There are many reasons for this superlative
quality of tone. The experience of thirty years
making telephones. The use of perfectly bal-
anced circuits to avoid regeneration. Scientific
total shielding. The two new Stromberg-Carl-
son Receivers shown above as well as the Strom-

berg-Carlson Cone Speakers are brilliant ex-
amples of Stromberg-CarlsonTone. The cabinetry
of both Receivers is so rich and graceful as to
set new standards. The prices of both are lower
than Stromberg-Carlson quality has been obtain-
able at heretofore.

StrROMBERG-CARLsON TeLEPHONE Mrc. Co., Rocuester, N. Y.
Other Models Range in Price to $1205, East of Rockies

Hear the Stromberg-Carlson Sextette through the N BC and 22 < Associated Stations

Stromberg-Carlson

| Makers of voice transmission and voice reception apparatus for more than thirty years. i
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SELLIN G RECORDS

partment nothing so determines that suc-
cess as a thorough knowledge of the
records the public appreciates, and an ability to
give them what they like. In this respect the
record department of the Household Furniture
Co., of San Antonio, Tex., has made a worthy
record, and the story of its success has been
related by A. P. Kolosky, manager of the de-
partment, in a most interesting manner.
Buyer Percentages
“The sales in any department are based on
percentages,” Mr. Kolosky ex-
plained, “and in order to assure

I N measuring the success of a record de-

By B. C. Reber

recorded for Okeh. These all stimulate sales
and, while the sale is always uncertain, as is
that of sheet music, it is good while it lasts.
Attractive Store Aids Sales
“Probably one of the greatest incentives
toward record sales is in having an attractive
place. All of our booths are equipped as near-
ly homelike as possible. They are roomy, well
ventilated and comfortable. Visiting one of
our booths provides more than a place to try
out a record; it is a room of pleasant and
comfortable surroundings; it is a place where

artist from each of these manufacturers. Con-
sequently it is necessary to stock all to satis-
fy the trade. This is a condition which has
been brought about by radio broadcasting.
Each manufacturer will also have certain rec-
ords which he will develop to a greater extent
than others. One may be noted for its clas-
sics; another for its dance selections; and a
third for its song hits. By having all these
lines we are able to offer the best at all times.
A Successful Policy

“QOur sales are showing a constant increase,
and we believe that much of
this increase is due to having a

1ull success in your department
it is necessary to know these
percentages and cater to them
accordingly. The younger set
will come in for a certain per-
centage of your sales on dance
records and popular hits. Old-
er men and women will prefer
classics, novelties or special-
ties. Each class represents a
percentage of your total sales,
and in order to have complete
efficiency it is necessary to be-
come thoroughly acquainted
with your trade and know what
they want in recordings.
“Here in San Antonio we
have a large business among the
negroes. Approximately 40 per

ERCENTAGES govern the sales in any depart-

_ ment of the talking machine business, according
to the successful dealer whose views are expressed
in the accompanying article. Discussing record sales
in particular, he points out that “buyer percentages”
give the dealer a certain index regarding the potential
demand for recordings of various kinds. T here is food
for thought in this article for every dealer who ers. e have done this con-
handles records, since it points the way to increased
business and the elimination of slow-moving record
merchandise which results in frozen assets

thorough knowledge of our
trade and in catering to their
wishes. We have so educated
our customers that they know
we will watch out for any new
records that they might enjoy
and, when they come in, we will
have them ready.

“As the new announcements
are sent out each month, we
check them to determine how
we may best serve our custom-

sistently, and our customers
know as soon as they study the
folder that if there is a new
record in it they will like
we will have it. Such a practice
assures a steady and consistent

cent of our record business is
done with these people, and,
while they will purchase a certain number of
records that are popular, there are certain selec-
tions that will sell big to them alone.

“The negroes are a class of people who en-
joy crooning such as blues, etc. They are also
strong on banjo selections, string instruments,
and sacred music or ‘spirituals.” If you get a
good supply of these selections in for this trade,
you may rest assured that they will be picked
up quickly by your negro customers.

“It is not hard to sell a negro. Give him a
good blues record, let him hear the tune, and
he is sold. It is nmever necessary to play both
sides, for he is more interested in the one tune
to wait for the other selection.

“One good feature about this kind of business
is that it is all cash. If we were to trust these
people too far theyv would be in every day
buying a dozen or more records, and, while
they make some of our best customers, we
have found it advisable to have all such busi-
ness on a cash basis.

“In addition to our negro trade, approxi-
mately five per cent of our total volume will
be in Spanish records, while another seven per
cent will be for the German class of people.
Possibly another five per cent will cover all
other nationalities, except the American, which
will cover the remainder.

“Songs are more popular than dance hits,
although they run very close. Our dance
records will make up about forty per cent of
our total volume, while the songs will make
up fifty-five per cent with the remaining in
novelties, specialties, etc.

“Artists who have been popularized over
the radio and who have records are sure to
help sales, especially if they are well known
as Nick Lucas, Gene Austin, Art Gillham and
others, or are local like Don Jose, who has

the setting is ideal to create a sale; it is a
replica of all that could be desired in a home.

“We train our sales people to be courteous
and attentive and we endeavor to cultivate this
so that it will be natural and not mechanical.
There is, however, such a thing as spending
a dollar’s worth of time in selling a fifty-cent
record, and we endeavor in every way to avoid
this so that our sales will be as efficient as
they are satisfactory.

“The majority of people who come into the
store come in to buy, and it is not much
trouble to sell them something they will like
and enjoy. Then there are a few who will
need a little urging to buy, but this can be
attended to if the sales people are properly
trained. But it is the ones who come in and
will poke around all day without buying any-
thing that must be guarded against.

“Have what the patrons want, what they
like, and sales will be speeded up. This gives
the sales people more time to wait on others,
and keeps the sales force down to a minimum.
There are many good departments that are not
making any money because their sales people
entertain the customers rather than sell them.
Business is a matter of selling, and not a social
affair and it should be conducted briskly.

Complete Record Stock

“We are carrying five makes of records at
the present time and will add another soon.
The five we are stocking are: Brunswick, Vo-
calion, Okel,, Paramount and Columbia. We
intend to stock Victor records within a short
time, thus rounding out our stock.

“There are some who will think that this is
too much, but we have not found it that way.
Each record manufacturer has a group of se-
lected artists who record for him alone. In
selling, however, one customer may admire an
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trade at all times and helps to
build up a profitable business.
“There is also some good business to be had
by specializing on unusual records. We special-
ize on records for negroes, on Spanish and Ger-
man selections, and on other similar recordings.
People have come to realize that we are not
afraid to put these in stock. They come to us,
and in buying these they hear others and buy
them. Thus it is that our business grows.”

Travels 6,000 Miles to
Sing in A. K. Radio Hour

Traveling approximately 6,000 miles and
spending 160 hours on the train in order. to
sing thirty-two minutes before the microphone
is the achievement of Suzanne Keener, colora-
tura soprano of the Metropolitan Opera Co.
She will broadcast on August 19 over the
Pacific Coast network in a concert presented
by the Atwater Kent Mfg. Co., of Philadelphia,
and its Pacific Coast distributors, Ray Thomas,
Inc, Los Angeles; Ernest Ingold, Inc., San
Francisco, and the Sunset Electric Co., of
Portland, Seattle and Spokane.

Miss Keener is the first of the great artists
appearing on the Coast Atwater Kent pro-
grams this year. Others include Toscha Seidel,
Richard Bonelli, Nicolai Orloff, Madame Luella
Melius, Leo Luboshutz, William Simmons and
a number of others who have achieved fame
in this and other countries.

New Music Store Opened

The Whitehall Music Shop is the title of a
new music store to be opened in Whitehall,
N. Y., by Alexander Sidur, who at present con-
ducts a jewelry business.
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Analyzes Display Cost

Cost of Window Display Circulation Based on
Extensive Survey Outlined by W. L. Stensgaard

the United States shows that the average

cost of window display circulation is
$1.11 per 1,000. A report on the findings of the
study was read at the convention of the Inter-
national Association of Display Men in Toronto
recently by W. L. Stensgaard, president of the
Association, and display manager of the Mont-
gomery Ward & Co. stores.

“In determining the cost of circulation we
have taken actual counts during various times
of day between 8 a. m. and 11 p. m.,”” Mr. Stens-
gaard continued. “Comparative counts were
also made on week-days and Saturdays. The
average increase of circulation was about 45 per
cent on Saturdays. This should indicate that
Saturday window circulation compares favor-
ably with that of Sunday newspaper circulation.
It also means that we are justified in giving
greater attention to the power of displays for
Saturday’s circulation,

“We have included in the cost of ‘display’ the
expenditures for display equipment, settings,
materials, salaries, lighting, and a fair rental for
the space occupied by the display window. This
has been computed at the rate of annual expen-
diture, and when we consider that the circula-
tion count was taken at perhaps the year's
lowest average (the month of January) our cost
of circulation would be considerably less could

3‘ SURVEY made in seventy-three cities of

we determine the average circulation during the
entire year.

“If our budget for display window operation
were determined by the cost per 1,000 of display
window circulation, using $1.11 per 1,000 as a
basic figure, the retailer’s business throughout
the country would prosper by a sound bankable
investment, and this amount would be sufficient
to allow much increased interest in his display.

“Take, for example, a city of 169,000 popula-
tion. The average daily circulation was found
to be more than 22,000, with the average Sat-
urday circulation over 32,000. This would mean
an approximate annual circulation of 8,550,000.
Basing the value of circulation at $1.11 per 1,000,
the annual expenditures on display would
amount to $9,490.

“Considering that this circulation count was
taken in January, we can easily estimate that
the average annual circulation will be at least
25 per cent higher, this taking into considera-
tion the holiday season and the many months
in the year when display window shopping is
much more comfortable than it is in January.
‘This would allow us an additional amount of
$2,375, making a total window display budget
of $11,865.

“In this amount would be included decora-
tives, display fixtures, salaries of display depart-
ment chargeable directly to windows. To the

above figures should be added any income se-
cured by the display department through the
resale of used fixtures or materials.

“When the display appropriation is deter-
mined through circulation, we believe it really
is more accurate and justified, because many
iimes the gross volume of the store is below
par by reason that merchandise displays and
advertising are not producing. When this is
the case, we usually find that thc merchant is
not making the proper investment to create his
merchandise presentations, and usually his busi-
ness is ailing because he is not able to analyze
the reason for his non-success.

“Usually a store doing in the neighborhood
of a $1,000,000 volume cannot expect efficient
displays in, say, 100-foot front for less than two
per cent. Usually the store doing the $1,000,000
volume would be located in a smaller town.
The decoratives for a 100-foot front in the small
town will cost exactly the same as they would
for the same store in a large city doing per-
haps many times this amount of business, but
occupying no more space.

“The store doing in the neighborhood of
$25,000,000 can usually operate windows around
an entire block for one-half of one per cent.
When we arrive at a reasonable appropriation
based on circulation we come nearer to doing
justice to both the small and large store.”

Etffect on Retail Sales of
Store Arrangement

Daniels & Fishers Store in Denver Boosted
Sales by Improving Interior Store Display

By Willis Parker

The phonograph and record demonstration
booths of the phonograph department of the
Daniels & Fishers Store, Denver, Colo., are
much larger than the average booths, and the
heavy carpets so commonly used have been re-
placed with beautiful tile-patterned linoleum.
Several reasons are given by Manager W. T.
Marsh for using linoleum. The first is that in
his opinion, and in the opinion of others, the
music from the phonograph sounds much bet-
ter than it does when the floors are deadened
with heavy carpet. Carpet seems to absorb
some of the sound waves, he avers, and there
isn’t as much resonance as would be otherwise.
An exaggerated example of the sound-deadening
qualities of carpet and heavy fabrics is con-
tained in the furnishings of a radio broadcasting
studio where carpets and draperies galore are
used to break the resonance so that there will
riot be so many echoes and re-echoes to inter-
fere with the transmission of the music over
the microphone,

The linoleum contains some sound-deadening
qualities and prevents disturbing echoes, but not
so much as heavy carpet. It is begter, how-
ever, than wooden floors, for there the sound
waves rebound with greater velocity and
strength on account of the hard surface.

“Another reason for the linoleum,” continued
Mr. Marsh, “is the wearing quality. We found
that the carpets we were using did not remain

in good appearance for more than five years,
although it was expensive material. We expect
this linoleum to last fifteen or twenty years.
It will be easier to clean, also, and by keeping
it waxed and polished it should always present
a good appearance.

“A third reason is that many of our cus-
tomers like dance music, buy dance records

~and frequently desire to test out the rhythm

of the music by dancing a few steps to the
music. The waxed linoleum permits this much
more than carpet does.”

Turning to other features in the department—
features that have more to do with merchan-
dising than beauty and comfort—we find two
kinds of record racks being used. One is con-
structed for the better display of the latest
records and the other is for the presentation of
bargains in recordings.

The first is a sloping rack set upon a table
that is four and a half feet long and 27 inches
deep. The rack slopes upward and backward
so that the rear is 24 inches higher than the
top of the table. The records stand on edge
with the face outward and they slope a trifle
at the top so that they are not in danger of
falling off. One record overlaps the one next
to it about three inches, which permits a larger
number of records to be displayed in each row.
but not enough overlap to interfere with read-
ing the titles of the selections. There are four
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rows of records on each rack, and two racks
(two tables). In the drawers of the tables are
accessories, such as phonograph needles.

“We find that by displaying the latest musi-
cal hits in this manner,” said Mr. Marsh, “we
increase our sales, because the sight of the
new records and their titles is more effective
than to list the titles on a long sheet of paper
and hang the list conveniently in the sales-
room or record demonstrating booth.”

In each record booth, and placed conspicu-
ously on the wall, is a long rack in which three
or four records may be placed with all of the
records in view. Over the rack is a neatly
printed card informing the reader that here is
a bargain—three records for a dollar.

“This plan helps us sell many of our slow
moving records and cleans up our old stock,”
explained Mr. Marsh. “People frequently will
buy three records for a dollar, regardless of
the popularity of the titles, because the bargain
idea appeals to them. Also, many people like
to hear the old numbers and will pick them up
in this manner. These sales are generally in
addition to the sales of newer numbers which
the customer came in to hear.”

Wm. R. McElroy Co. Moves

The Wm. R. McElroy Co., district manager
for the Steinite Radio Co., covering western
Pennsylvania and West Virginia, with head-
quarters in Pittsburgh, Pa., has moved from its
former location at 631 Penn avenue to new
quarters in the Chamber of Commerce Building,
Suite 604.

Local singing contests in this year’s radio
audition of the Atwater Kent Foundation have
already been held in several States, and from
carly reports it would seem that this year’s
audition would result in bringing before the
public another group of remarkable wvoices
among the younger generation for radio and
concert work.
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AUDACHROME

The Chromatic Reproducer

- X Gives You

Cabinet or
Portable—
Any Machine HY should any dealer be content

with such record sales as come of
themselves, without effort, when the ad-

dition of AUDACHROME to the sales

Equipped With an
AUDAK Reproducer

Is a Hig"' force widens the record market to include
Grade Machine ALL his customers? Stop and figure. If
N Yo record business really is profitable—and

no one denies that—isn’t it logical to try to
produce as much record business as pos-
sible? To be satisfied with such sales as
“happen” simply because people come in
and buy of their own accord. is really being

satisfied with half a loaf, when you can
ACCEPT NO IMITATIONS

Every Audachrome and every have a WhOIe loaf 1

other Audak instrument bears
a protective tag like this—
your guarantee!

Consider for a moment. AUDA-
CHROME performs as no reproducer ever
did before. Faithful to the echo, it inter-
prets music and speech with astonishing
realism. It catches and gives back every
chromatic shade of the performance, im-

The AUDAK

565 Fifth Avenue,
“Makers of High Grade Electrical and
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AUDACHROME

“The Standard by Which All
Others Are Judged and Valued”

the Whole Loaf.’

parting a naturalness that delights the ear
and makes thehearer appreciate good music.
This is how AUDACHROME makes it
possible for you to get the whole loaf!

Everyone who hears AUDACHROME
reproduction marvels at it. Therefore, let
everyone who enters your store hear
AUDACHROME! No matter why they
have come, yonr idea is to see that they
leave with a higher appreciation of good
music in their souls and AUDACHROME
and more of your new electrical records
under their arms. It’s a good trick—and
any dealer can perform it. Make up your
mind that you will not be content with
half a loaf—that you will have the whole
loaf—that AUDACHROME shall help
you to vastly bigger sales and profits, on
records, on AUDACHROME, and —later
—on new type talking machines, sub-
stantially priced!

COMPANY

New York

a'l'ﬁcousﬁcal Apparatus fgr More Than 10 Years’”
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Consolation prizes . . . all right
in their way, but they don't
weigh enough. We don’t know
who thought up the famous
maxim quoted at the left, but
we certainly do not like it for
an aggressive business, as well
as the “whole loaf” idea. Do
you?

* * *

A sprinter who takes the
bronze medal for third place
will hide his chagrin at not
having won the gold medal for
first place . . . but you may be
sure he fought like fury for the
higher honor and only accepts
the “consolation” because he
did not succeed in doing better.

* . *

Business is so much like sport
that way. It’s all right for a
dealer to be satisfied with less
than his quota of sales if he has
really tried hard to get more of
them without success. But the
weak thing to do is to be satis-
fied with what comes your way
automatically, without making
an intelligent effort for more
. . . being contented with “half
a loaf” when you are entitled
to much more if you'd try a bit
harder.

* * *

See things as they are. All
your customers who own talk-
ing machines should be buying
records of you regularly. To
those who don't own a talking
machine, you should be selling
the idea of buying one—and
AUDACHROME will help you
there, too.

* * *
Your sales possibilities are a
big circle, within which lies the
smaller circle of your actual
sales. The relative size of the

two circles depends entirely
upon YOU and your methods.

> * *

Half a loaf is better than none
. . . but who wouldn’t rather
have the whole loaf?

* * *
And you can get it!
* * *

As others are doing.

* * *

That is why AUDACHROME
means so much to the music
trade!
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1928-29 Consumptionto Reach
Total of 2,500,000 Receiving Sets

G. Clayton Irwin, Jr., General Manager, Fifth Annual Radio World's Fair, Makes an
Interesting Analysis of the Radio Market in the United States

“Contemplation of the radio market in the
United States based on present-day knowledge
of the field presents a picture that is truly an
inspiration to any man in the radio business,”
stated G. Clayton Irwin, Jr., general manager
of the Fifth Annual Radio World’s Fair, which
is to be held in Madison Square Garden, Sep-
tember 17 to 22, inclusive. An estimate of
2,500,000 sets for 1928-29 is made by Mr. Irwin,
who points out, at the same time, that a fair
sized goal to shoot at is one set for each of the
28,000,000 homes in the United States.

“At the present time there are 8,000,000 sets
in the country which operate with loud speaker
volume,” Mr. Irwin states, “and of this number
30 per cent, or 2,400,000 are away out of date,
admittedly inefficient and totally inadequate.
Moreover there are between 3,000,000 and
4,000,000 sets, in addition to the 8,000,000
with loud speaker volume, which are divided
among the ‘one lungers’, crystal sets, etc. These
3,000,000 to 4,000,000 pieces of radio apparatus
are crying for replacement.

“The 2,400,000 obsolete sets which operate a
loud speaker but feebly, whenever a station can
be tuned, added to the 3,000,000 to 4,000,000 en-
tirely obsolete sets, gives a replacement total of
between 5,400,000 to 6,400,000 sets. To be ultra
conservative, let’s call it 5,500,000.

“On top of this vast replacement market is a
much larger one—in homes which have never
possessed radio sets. Such prospects reach the
staggering total of 16,000,000 to 17,000,000, de-
pending on whether the 3,000,000 or 4,000,000
estimate of absolutely obsolete sets is used. In

addition it is well to remember that there is
another virgin field for radio sets which adds
350,000 more prospects each year. This is rep-
resented by the yearly increase in the number
of homes in this country:’

“Without considering foreign demand it is
apparent that there are nearly 22,000,000 pros-
pects for radio sets right this minute, and on
the basis of these figures an estimate of 2,500,-
000 sets for the year does not seem out of line.”

Here is how Mr. Irwin divides the radio
market:

Increase in homes each year.... 350,000
Homes without radio of any kind,
atl least mrmneserms aevmor Ik Aus 16,000,000
Sets needing replacement, at
leaStl cosren szeum e msne ity 5,500,000
21,850,000

ColumbiaSystem Adds
WABC as Key Station

Public Demand Responsible for Expansion
of Columbia Broadcasting System

The demand of the radio audience for more
of the Columbia Broadcasting System’s opro-
grams will be met through the use of Station
WABC as an additional key station, and the
expansion of Columbia broadcasts to include
Tuesday and Thursday nights, according to a
joint statement just issued by Major J. Andrew
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White, president of the Columbia Broadcasting
System, and Alfred H. Grebe, president of the
Atlantic Broadcasting Corp. This will permit
the Columbia Broadcasting System to furnish
radio entertainment to its vast radio audience
«very night, and on Sunday afternoons, starting
on September 2, 1928, according to the terms of
a long-time agreement entered into by the chain
and the new key station.

The facilities provided at the inception of
the Columbia Broadcasting System a year ago
were designed to supply the radio audience
with entertainment in periods of two hours’
duration on Sunday afternoons, and Sunday,
Monday, Wednesday and Friday evenings. All
of these programs have been broadcast on a
nation-wide network, now consisting of nine-
teen stations. At that time it was thought that
this amount of entertainment would be ade-
quate, but popular demand has made expansion
of service imperative. Early this year the
Columbia Broadcasting System entered into
three-year contracts with the Long Lines De-
partment of the American Telephone and
Telegraph Co., whereby wire lines are ready to
carry Columbia programs for sixteen hours a
day every day in the week. The added key
station and expanded studio facilities provided
by WABC complete the arrangements.

Stewart-Warner Earnings

Stewart-Warner Speedometer Corp. and sub-
sidiaries report for the quarter ended on June
30 net profit of $2,226,050 after depreciation and
Federal taxes, equivalent to $3.71 a share earned
cn 599990 shares of no par stock. This com-
pares with $1,387,284, or $2.31 a share, in the
preceding quarter, and $1,508,878, or $2.51 a
share, in the second quarter of 1927. Net profit
for the first half of 1928 totaled $3,613,334 after
the same charges, equal to $6.02 a share, against
82,570,926, or $4.28 a share, in the first half of
last year.
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‘New Line of

New Baby Outing
$12.00 List

Drnahandle handles it*

The World Famous Portable Phonograph

Latest Offering by the Makers
of Nyacco Products

New Junior Outing
$15.00 List

Jobbers—Werite for Special Quantity Discount

NEW YORK ALBUM & CARD CO,, Inc.

Established 1907

64-68 Wooster Street, New York

Culing Portable Phonographs

Naster yAWovable Musie”

New Senior Outing
$25.00 List
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BRUSHLESS - HUM-M-LESS

Induction Type

THE MOTOR OF TOMORROW

Again Gordon triumphs with this
induction electric phonograph motor

Truly a motor-marvel is this new achieve-

ment in the phonograph field.

It eliminates noise. Brushless, it is so quiet
that a physician’s stethoscope would be re-

quired to hearit running, onceitisinstalled.

It obliterates interference. Of induction-
type in accordance with the recommenda-
tionsof the A.I.E. E., any pick up in radio or

power amplifier is absolutely impossible.

Spring drive, it smoothly starts itself, attains
full speed within two turns of the turn-
table. Then maintains thatspeed constantly
and evenly regardless of the fluctuations

in line voltage.

Designed to operate on 110 volt. A.C., a
transformer, supplied at slight additional
cost, adapts it for 220 volt A. C.

Thus the Gordon Induction Electric Pho-
nograph Motor solves every previous
difficulty, adds many desired advantages,
supplies the superb answer for the radio

and phonograph needs.

It is a workmanship-like motor in every
particular. The fine§t materials are used for
every part no matter how inconsequential.

Splendidly engineered.

Manufacturers are invited to write for

prices on this motor of tomorrow.

L. S. GORDON COMPANY
1805 MONTROSE AVENUE, CHICAGO, ILL.

STUDNER BROS., Inc., National Sales Agents, 67 West 44th Street, New York City
Export Agents, Ad. Auriema, Inc., 116 Broad Street, New York City . Cable Address, Auriema, New York
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NEWLAND GROWS
by being

(CONSISTENT

The Newland Music Co., Phoenix, Ariz., is
one of the best organized phonograph shops
in the state, and Fred L. Newland, founder and
manager of the business, in eight years of con-
tinuous service has succeeded in gaining for
the firm a place of real distinction. A quick
turnover, an artistic salesroom and an aggres-
sive sales force outside make this experienced
dealer in Edison and -Columbia machines an
example whose business methods contain the
story of his success.

Steady Drive for Sales

Mr. Newland never gets excited over trade
conditions and never lets up on his steady cam-
paign for new customers. His business has
an air of stability and he plans his sales cam-
paigns and drills his salesmen with the same
enthusiasm that he applied when the phono-
graph was a novelty. Every Monday morning
he meets his sales force and lays before them
the outline of a week’s work. Lists of pros-
pects are given to each one on the force, the
routes to be covered are mapped out and the
sales points that are particularly seasonal are
very carefully gone over.

Concentrating Sales Effort

From time to time an attack is made on
certain groups of prospects. The farmers of
the Salt River Valley are canvassed according
to the crops that are being harvested, such as
the lettuce farmers, the cotton growers, and
the cantaloupe shippers; during the months
of May and June of the present year the lists
were made up from the names of workmen
engaged on several big building projects that
are under way in the city of Phoenix; the
payroll of the Coolidge dam project furnished
prospects for a complete canvass earlier in the
year; and for eight years this has been the
constant policy of the house. It has been the
steady business builder and Mr. Newland has
never wavered in his intention to completely
cover his field and keep it covered. “Go where
the money is,” says Mr. Newland. “You'll get
your share of the business.”

Limiting the Line

Lines other than phonographs have been car-
ried at times by this concern, and in radios
especially Mr. Newland has been successful in
getting a large proportion of his business over
the counter. When radios were new, he in-
structed his salesmen in the line he carried and
he helped them to sell radios, but he never
threw the reins to the customers in this busi-
ness. Free demonstrations are made on occa-
sion and a certain amount of legitimate serv-
icing is done on the radios sold, but there is
never » wild scramble on the part of the

m to crowd out other dealers who are over-

anxious to promise prospects the impossible
from the standpoint of good business.

“I make it a rule to have every prospect
come into the store and let me talk with him
before sending out a radio on free demonstra-
tion,” says Mr. Newland. “I have no fixed
rule as to what I will do, but talking with the
customer gives me the chance to work out a
plan that will be satisfactory to him and at the
same time not be ruinous to me.”

Selling Records ;

The case for holding records is notable in
the Newland Shop. One entire side of the store
is taken up with a big, well-organized, open-
shelf case, and in this are displayed as fine an
assortment of records as is usually stocked in
only the largest stores.

“Records constitute 15 per cent of the volume
of our business,” says Mr. Newland, “and I have
worked out a plan that has proved satisfactory
in handling it. No trade-ins are made and no
records are sent out on approval. We sell
records for cash only. But we do take every
occasion to let it be known that our stock of
records is kept complete and readily available.

Uses Live Mailing List

“Our mailing list includes every customer who
has ever bought a machine of us, and, once a
month, he receives the bulletin of new records
through the mail with the suggestion that he
keep these for reference later and that he come
in and hear those played that seem likely to
appeal to his tastes. Qur record business is
steady and leads to a large percentage of our
replacement orders on machines. It is remark-
able how many customers, when they hear a
record played on a new phonograph, are open
to the suggestion that the old machine at home
be traded in for a new one. My particular busi-
ness 1s to gather prospects for my salesmen,
and the performance-rooms here in my store
develop a surprising number of such prospects.

“To me, anyone who is interested in hearing
a record played is a possible prospect for a
new machine. Instead of taking it for granted
that the customer has a machine with which
he is entirely satisfied, I make inquiry to find
out the exact state of the instrument he has
at home. The fine new types of machine can
be made to make their own appeal to any
music lover who is without one. That is the
theory on which I meet every inquirer for a
record.”

Consistent Advertising

Mr. Newland leaves it to his salesmen to
sell the customer and contents himself with
gathering prospects. His attitude toward ad-
vertising is most conservative and he watches
the results most jealously. ‘“The best adver-

Continual Sales Drive—
Training of Salesmen

—QOther Profit Ideas

By Roy George

tising,” he says, “is that which ties my name
up with a name known nationally and con-
stantly advertised, like the name of ‘Edison,’
and I always make it a point to feature the
prominent name in my local advertising so as
to gain the advantage of cumulative publicity.
When hundreds of thousands are spent in na-
tional advertising of the thing I have to sell,
I count it better business to use my copy
merely to ‘point up’ that national advertising
than to attempt to make a spread of the New-
land Music Co.

“Direct mail has proved to get me better re-
sults than any other form of advertising that
1 have tried. For sixty dollars I can put 500
mail letters such as are sent out by the manu-
facturer into the hands of 500 known prospects,
and repeat it for twelve months. And it gets
far more than a casual glance, as my experience
in this type of publicity shows.”

Mr. Newland has used newspaper space ad-
vantageously in tying up his firm name in the
public mind with some particularly popular rec-
ord that is being widely talked about. This
was the case with the “Two Black Crows" rec-
ords, of which he sold an enormous number in
proportion to his other business. “I sold a great
many of the records, but I was trying only to
break even. I was using that record, with its
repeated popularity in the different numbers of
the series, to tie up the public mind with
the fact that this is a phonograph shop and
that our record department is something ex-
ceptional. I try to make it so, and I try to
make my publicity count.”

Appointed New England
Kellogg Representative

Thoinas H. Owen has joined the radio sales
staff of the Kellogg Switchboard & Supply Co.
and he has been assigned to the New England
territory. Mr. Owen has been spending several
weeks at the Kellogg plant in Chicago, where
he has been observing manufacturing methods
and attending sales meetings.

Artists Featured in Window

The Associated Music Publishers, of 140 West
Forty-second street, New York City, featuréd
the pictures of twenty Columbia artists in their
window of the week of July 16, attracting
large crowds. The window also displayed a
Columbia-Kolster phonograph, model 901, the
new Columbia portable in its handsome pale
blue leather case, Paul Whiteman records and
Masterworks Albums.

VAN VEEN SOUND-PROOF BOOTH

Wriie VAN VEEN & COMPANY, Inc., ez

and. MUSIC STORE
EQUIPMENT

313-315 East 31st Street, New York City
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New Models

Zenith for 1928-29 is the most complete
line of radio offered to the public. 30
New Models—A. C., Direct Current and
25 Cycle Models—3 different circuits—o,

8 and 10 tubes—with loop or antenna,

dynamic speaker or cone speaker. Also
models equipped with Zenith Automatic
Tuning, the sensation of the year in radio.
The “sales appeal” of Zenith Radio this
year is tremendous. With prices rang-

ing from $100 to $2,500 the Zenith dealer

can satisfy every radio purse and taste.

ZENITH RADIO CORPORATION
3620 Iron Street . . e CHICAGO

T H—
RADIO

30 Models—3 different circuits—6, 8 and 10 Tubes including De Luxe, Automatie and Phono-
graph Models—with or without loop or antenna—battery or fully electriec—S$100 to $2,500
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=>LONG DISTANCE «

ADE M™MARMRK

Licensed only for Radio amateur, experimental and broadcast reception. Western United States prices slightly highe

WORLD’S LARGEST MANUFACTURERS OF HIGH GRADE RADIO




yelling Costly Radio Sets

“Spohsorship Plan” of Merchandising Radio Sets

Proves Winner for Hale Bros. of San Francisco

(The following article is reprinted from the Retail
Ledger, of Philadelphia, because it deals with a new
phase of radio merchandising that has proved successful,
and it should interest every dealer.—Editor.)

OLLOWING the line of least resistance
Fis a common human failing that for a

long time caused radio sales in the higher-
priced ranges to suffer in the big radio depart-
ment of Hale Brothers, Inc.,, San Francisco,
Cal. But a “sponsorship plan” making each
salesman responsible for the sales and promo-
tion of a certain line has made the path to
bigger sales so exceedingly interesting that the
volume in more expensive models has been
stepped up to a marked degree.

Line of Least Resistance

Before the introduction of the sponsorship
plan, Hales' particular problem was this: the
department featured its own house radio, built
to its own specifications and offered complete
and installed for $98.50. It was an excellent
instrument at the price and with the name of
the store behind it just about sold itself. That
was the trouble. The set was intended by
Hales’ to meet the needs of many of their cus-
tomers who wanted a satisfactory radio and
couldn’t pay more. But it sold so easily that
salesmen didn’t exert themselves in pushing
other better lines with patrons who could just
as well have afforded them.

A Changed Situation

“The sponsorship plan has changed this situa-
tion radically. It has just about tripled en-
thusiasm for the sale of more expensive radios.
At the same time it has created a spirit of
friendly and helpful rivalry among salesmen
that was somehow lacking before,” explains
Arnold G. Maguire, radio sales manager. “The
result has been that while lower-priced sales
have kept up, those of costlier instruments have
gone far and away ahead of former figures.”

The sponsorship plan works out in this man-
ner: Each of the four salesmen in the depart-
ment “sponsors” a particular make of radio in
a way that in many respects makes him a de-
partment manager as far as that radio is con-
cerned. In addition to the house set, four
other lines of radio are carried, so responsibility
is not shared on any make. When a salesman
sells a radio in his own particular line he re-
ceives the full amount of commission allowed
on that radio. When he sells another make,

other than the house set, he receives 70 per
cent of the usual commission; the regular
sponsor for that radio receiving 30 per cent.
Only half the usual rate of commission allowed
on other instruments is given on the house set,
which is every salesman’s territory as far as
sales are concerned.
Salesmen on Commission

Salesmen in Hales’ radio department work
entirely on a commission basis and the sponsor-
ship plan has proved thoroughly satisfactory
both from the store’s and the salesmen’s view-
point, for both are making more money. Many
of the unsatisfactory points of the straight
commission plan in a department store have
been eliminated by Hales’ pro-rating feature.
When a customer comes into the department
and asks to be shown a certain make, unless
the sponsor of that instrument is busy he is
usually turned over to him. But if the cus-
tomer doesn’t happen to be particularly inter-
ested in any special make, the sponsor naturally
tries to sell his own radio. If he finally selects
another, however, the salesman’s effort does
not go unrewarded, though he doesn’t receive
as much as if it had been his own instrument.
At the same time the sponsor of that instru-
ment comes in for a share of the commission.

Salesmen Responsible for Details

“The apportioned commission plan makes it
especially worth while for the sponsor to ‘step
on it hard’ in selling his own line,” states Mr.
Maguire. “It is also fair to the other sponsor
whose radio he may finally sell, for this sponsor
has also done a definite amount of work in
promoting that sale. That is true because each
salesman, beside selling, does the buying in his
line after conferring with the sales manager.
With him, he decides what numbers will be
carried. He is responsible for the advertising
of his particular radio and he co-operates with
the display department in featuring window
showings in his line. He must keep stocks
filled in and in good condition. The plan re-
lieves the department management of a tremen-
dous burden of responsibility for details and
leaves it‘free for general promotion effort.”

Every instrument is featured in a separate
booth with the name of the instrument promi-
nently indicated over the door. Since the
store set is common property, this instrument

Radio Talkmg M

" Get In On These
RADIO PROFITS

| ITH radio almost universal, it's easy
[ to include a Dulce-Tone in every
l talking machine sale—and you might as well

get that extra profit. Or sell Dulce-Tone to
former talking machine buyers.

Duice-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 CO.
Dulce-Tone Division

Formerly named
THe GENERAL PHONOGRAPH MFC. Co.,
Elyria, Ohio

-

{ Fully guaranteed |

Fits any radio

also is shown in each booth for convenient
demonstrations.

Beside his general floor sales and promotion
work each salesman is also responsible for a
definite amount of follow-up work and must
spend one morning each week outside the de-
partment. Mr. Maguire, whose time is not
limited, works on big installations in hotels,
restaurants and other public places.

After closing a sale, the salesman attends to
the details of writing up the contract, takes
the customer to the credit department and
arranges the delivery date. The work of the
installation men is carefully routed and they
report to the department by telephone three
times a day. In this way delivery schedules
are followed closely. Unless some credit prob-
lem arises, sets are installed within twenty-four
hours after purchasing. Ninety per cent of the
sets sold are installed within this time limit.

When the contract is signed, the customer is
given a booklet outlining important points
about radio reception and telling exactly what
he may expect to receive in the way of serv-
icing. For the first thirty days unlimited free
service is given. After that, except where the
trouble is due to a fault in construction, serv-
icing is charged for at the rate of $1.50 an
hour. Special pains are taken to see that the
purchaser gets started off on the right foot,
not only in learning how to operate the instru-
ment but to get the best possible results.

Insuring Customer Satisfaction

During the busy season when there is a ten-
dency, even with the best of intentions, to cut
down on the amount of time given to instructing
the customer along these lines, a special service
man follows up each installation within three
days, calling on the customer to thoroughly
test the installation and seeing that the pur-
chaser is perfectly happy with his new instru-
ment. Hales’ are now featuring a special twelve
months’ service contract which offers for a
radio what corresponds. to a monthly oiling,
greasing and inspection for automobiles. This
service is offered at $12 a year, with twelve
monthly inspections, and is being contracted for
by a large percentage of customers.

Home-Demonstration Plan

Hales’ permit home demonstrations, but on
an unusual plan. The customer must pay in
advance 10 per cent of the value of the radio
he is having sent out, the same amount he
would have to in purchasing an instrument on
extended payments, If he is not really satis-
fied, he may return it within forty-eight hours
and his money will be refunded, minus any
labor charges, including the installation of an
aerial if that was necessary. This method meets
with no objection on the part of the prospective
purchaser who is acting in good faith and at
the same time eliminates the “joy-riding dem-
onstration-hound” who wants free entertain-
ment at the dealer’s expense,.

Orchestrope Scores in Concert

The W. P. Fowler Music Co., of Duncan,
Okla,, is one of a large number of dealers who
have been featuring to very fine advantage the
merits of the New Orchestrope made by the
Capehart Automatic Phonograph Co. Hunting-
ton, Ind, At a concert given recently by the
Fowler Co. with this instrument as the enter-
tainer, crowds of people proclaimed the Orches-
trope the latest in phonographs, not only in
automatic operation but in sound reproduction.
This instrument automatically plays both sides
of twenty-eight records and replays them in-
definitely as required.
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brings mew lustre . . . His Columbia Recordings released to date are:

Record No. 50070-D
I.a Paloma .. ... . . . La Golondrina
Record No. 50069-D 12 inch $1.00
The Merry Widow . . . My Hero (from
“The Chocolate Soldier”) (Vocal Refrain)
Waltzes.
Record No. 50068-D 12 inch $1.00
The Man I Love (Vocal Refrain)
My Melancholy Baby (Vocal Refrain).
Record No. 1465-D 10 inch 75¢
Pickin’ Cotton . . . American Tunes (Vocal

Refrains) Fox Trots.

12 inch 81.00

Record No. 1401-D 10 inch 75¢
Last Night I Dreamed You Kissed Me
(Vocal Refrain) . . . Evening Star (Help
Me Find My Man) (Vocal Refrain) Fox Trots.
Record No. 1402-D 10 inch 75¢
C-O-N-S-T-A-N-T-I-N-O-P-L-E (Vocal Re-
frain) . . . Get Out and Get Under the

Moon (Vocal Refrain) Fox Trots.

Rccord No. 1441-D 10 inch 75¢
Just Like a Mclody Out of the Sky (Vocal
Refrain) . . . Because My Baby Don’t Mean
“Maybe” Now! (Vocal Refrain) Fox Trots.

Ask for a Columbia Record

Record No. 1444-D 10 inch 75¢
That’'s My Weakness Now (Vocal Refrain
by Rhyithim Boys) . . . ’Taint So, Honey,
*Taint So (Vocal Refrain) Fox Trots.

Record No. 1448-D 10 inch 75¢
Come Back CHIQUITA (Vocal Refrain)
Waltz . . . Lonesome in the Moonlight
Fox Trot.

Record No. 1464-D 10 inch 75¢

I’'m on the Crest of a Wave . . . What
D’va Say (Vocal Refrains) Fox Trots.

Columbia “New Process” Records — Made the New Way — Electrically —Viva-tonal Recording —The Records without Scratch

Reg. U. 5. Pat. Off.
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COLUMBIA-HARMONY
PORTABLE JUNIOR :.

List Price—%1 500”

,'4‘,."7‘_]‘;1.3 ‘,\“..
“The Little Giant of B&fﬂ%
Phonographa™ 140 b

t'y?

The BUYER of a portable, buys records. His purpose in buy-
ing a portable is to play records. Sell both—he’s a double

customer when he comes in—and he’s a continuous customer.
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These renowned artists record exclusively for Columbia.
Your customers can be sold all their records, because every

one is exactly “like life itself.”
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These Columbia instruments give your customers the last word

in record playing and radio reception—as modern as tomorrow.

COLUMBIA PHONOGRAPH COMPANY . . . 1819 BROADWAY, NEW YORK CITY
CANADA + - » COLUMBIA PHONOGRAPH COMPANY, LTD. r » » TORONTO

Al Trade Marks Reg. 1.5 Pat. Orf.
«

Schubert Centennial- Organized by Columbia Phonograph Company ST
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Frank J. Coupe in
Newly Formed Co.

Widely Known Executive Becomes a Part-
ner in Redfield-Coupe, Inc., Advertising
Agency—Headquarters in New York

Frank J. Coupe, one of the most widely
known merchandising and advertising executives
in the music-radio industry, who for several

Frank J. Coupe

years has been vice-president of the advertising
agency of Dorrance-Sullivan & Co., New York,
has announced his resignation to become a part-
ner in the newly formed company of "Redfield-
Coupe, Inc. formerly the Redfield Advertising
Agency, with headquarters in New York.

Mr. Coupe brings to his new organization a

wealth of advertising and merchandising cxperi-
ence of more than twenty years. At that time
he organized the advertising agency of Coupe
& Wilcox, and later became associated with C.
Snowden Redfield in the Redfield Advertising
Agency, to which he has now returned as a
partner. He then became vice-president of the
Sonora Phonograph Co. in charge of advertis-
ing and sales, a post which he resigned to be-
come vice-president of Dorrance-Sullivan & Co.

J. C. Stanley Again
With Federal Corp.

J. C. Stanley has returned to the sales staff
of the Federal Radio Corp., Buffalo, N. Y., man-
ufacturer of Federal Ortho-sonic receiving sets,
covering the Northwest territory with head-
quarters 1n Minneapolis. Included in this ter-
titory are Minnesota, Wisconsin, North
and South Dakota, Iowa, Nebraska and Colo-
rado, and Mr. Stanley will visit practically the
same wholesalers as he did when he was for-
merly associated with Federal.

F. J. Fox Farrand
Co. Chief Engineer

Florian J. Fox has been appointed chief en-
gineer of the Farrand Mig. Co., Long Island
City. Holding a Bachelor of Science degree
from Yale University, Mr. Fox has had consid-
crable experience in the design of audio ampli-
fiers, power amplifiers, electric pick-ups and
loud speakers, and is the inventor of several
patented improvements. Mr. Fox was formerly
connected with the Bell Telephone Laboratories
in :New York, and until recently was with the
audio department of the American Bosch Mag-
neto Corp.

17

Kellogg Co. Appoints
Four Distributors

Kelvinator-Cleveland Co., Fobes Electrical
Supply Co., Collins Electric Co. and
Sickels & Preston Co. to Feature Line

Recently the Kellogg Switchboard & Supply
Co., Chicago, announced the following four new
distributors of Kellogg radio products. The
Kelvinator-Cleveland Co., Cleveland, O., will
provide outlets for Kellogg radio products in
north central and northeastern Ohio. This
concern is a large distributor of Kelvinator elec-
tric refrigerators and has a fine following of
dealers who are able tc merchandise radio, and
A. E. Bottenfield, the general manager of this
firm, is enthusiastic about the possibilities of
Kellogg radio reccivers in Ohio.

The Fobes Electrical Supply Co., San Fran-
cisco, Cal., will distribute Kellogg radio prod-
ucts in northern California and western Ne-
vada. This old-established electrical supply
house has branches in Portland, Ore., Seattle
and Spokanc, Wash. The Collins Electric Co.,
Des Moines, Ia., will represent Kellogg in cen-
tral Iowa. The Collins Co. has a large
dealer following in the electrical supply field,
and the firm has been in business for over twen-
ty years. Sickels & Preston Hardware Co,,
Davenport, la., will feature Kellogg in part of
northwestern Illinois and eastern Iowa. This
firm has been in the wholesale hardware busi-
ness for many years, and is one of the oldest
in Iowa, having been established in 1851

The Cayce Yost Co., Nashville, Tenn, held
a preseasonal showing of Atwater Kent radio
on July 25 to 27, which was largely at-
tended. Special invitations were sent out and
the entire affair was handled in a thorough way.
Enthusiasm marked the event.

SELL SYMPHONIC

For those who want the finest reproducer that
can be made, we present the Low-Loss Sym-
phonic Reproducer, the result of the most pains-
waking experiments and trials. Exquisitely made,
it 1s encased io a bandsome bronze finished
housing, with aickel or gold plated centerpiece.

LOW (LOSS
I paonic
AHONIGRAPH REPRODUCER

LIST PRICE
Nickel Plated $1000

Gold Plated . . $1200
(S/ightly bigher west of the Rockies)

plate. A great seller.

LIST PRICE
Nickel Plated
Gold Plated

A remarkable reproducer at a remarkable price.
Beautifully finished in polished nickel or gold

Verture

PHONOGRAPH REPRODUCER

MADE BY_SYMPHONIC

(Slightly higher west of the Rockies)

This is the $8.00 number that has been so popu-
lar with phonograph dealers everywhere. A won-
derful reproducer whose performance is so un-
usual that it sells immediately on demonstration.

ymphonic
&/ PHONOGRAPH REPRODUCER

LIST PRICE
Nickel Plated $ 800

Gold Plated $1000
(Slightly bigher west of the Rockies)

An acoustical gem in a
magnificent setting —
Each Symphonic and
Low-Loss Reproducer is
beautifully encased in a
gold embossed silken
conrainer commanding
attention ahd bespeak-
ing its quality.

Pioneers and Leaders
in the Independent
Reproducer Industry

= * 4500
$700

SYMPHONIC SALES CORPORATION
370 SEVENTH AVE.

NEw YORK
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The Balkite line of AC
receivers for 1928-9 1s
patterned after no exist-
ing receiver. Itisunique
in the field. And scarce-
ly a month after its
introduction, Balkite
Radio is an acknowl-
edged major factor in
the radio market. This

1s due to:

1. A Higher Unit -

of Sale. Balkite Radio
has been built in the
belief that the crying
need of the dealer is
not for lower-priced
radio, but for radiowith

fewer service calls.

2. Balkite Mer-
chandising. Balkite

PapePpePopadepadePpaePePpoP e eIPud oo o

FANSTEEL

Bal

kite i

The Balkite A-7

Showing the finely carved cabinet with doors closed. A cabinet 1o meet
the taste of the most exacting household—by Berkey & Gay

Balkite A-5

Cabinet by Berkey & Gay. Complete except for tub.s
and speaker, $230

paifem e&/

P I R T I0 T 20 2 2 20 29 0 S R S P B

hasalwaysbelieved that
the trade must make
money on its products.
The Balkite policy of
restricted distribution
insures a good profit

to every Balkite outlet.

3. Balkite Adver-
tising. Balkite has al-
ways been one of the
two or three most con-
sistent advertisers in
radio. As a manufac-
turer of radio sets it
means to maintain its

advertising position.

4. Balkite Service.
Balkite has already one
of the most elaborate

service organizations in

the field. No Balkite

L2 €2 (2 EE £3 €1 €1 2 €2 €2 (8 {2 €8 €2 (T ¢ 28 {2 £X

kite Radio

Cabinets by Berkey & Gay

v
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product is ever more
than a few days from
service. 16 Balkite Ser-
vice Stations are today
in existence. More are

planned.

5. Balkite Relia-
bility. Balkite has al-
ways been one of the
most scrupulous man-
ufacturers in radio. In
Balkite Radio even the
usual Balkite standards
have been surpassed.
There has simply never
been radio like this

before.

Balkite Radio meets
the trend of the market.

It is made by one of

the best known and

PuPep s epePeRep e aPpaePpePoPsPePsPaP el

FANSTEEL

Ral

The Balkite A-7

Cabinet by Berkey & Gay. Includes dynamic speaker. Complete

but for tubes, $487.50

Balkite A-3

For those who want all radio. Housed in a simple but sightly all-
metal case. Complete but for tubes and speaker, $197.50

Prices slightly higher West of the Rockies

‘o e e = Koo L= o s > €0 €2 Lo Cr Lo L= C~ ¢

liked of all radio man-
ufacturers. It will sell
in large volume. Sell
Balkite and you’ll make
money.

See our jobber. Fan-
steel Products Com-
pany, Inc., North Chi-

cago, Illinoss.

HAVE YOU
SEEN

THE
BALKITE
SYMPHION

?

It is the
finest instrument-
In music
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kite Radio

Cabinets by Berkey & Gay
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H. C. Grubbs in Im-
portant Victor Post

Appointed Commercial Vice-President of
the Victor Talking Machine Co.—For-
merly With Office Equipment Industry

An important addition to the executive per-
sonnel of the Victor Talking Machine Co. was
made recently by the appointment of Harry C.
Grubbs to the newly created office of com-

H. C. Grubbs

mercial vice-president. Mr. Grubbs has for
twenty-four years been connected with office
e¢quipment industry and comes to Victor from
Remington Rand Business Service, Inc, of
which organization he was general sales man-
ager of the mechanical division.

Born on a farm in southwestern Missouri,
Mr. Grubbs began his business career in 1904,
when he entered the factory of the Universal
Adding Machine Co., at St. Louis. In Decem-
ber of that year he joined the Dalton Adding
Machine Co. (then called the Adding Type-
writer Co.) and worked through practically all
the departinents of the factory up to the posi-
t:on of foreman of the assembling department.
In 1909 he went to the company’s San Fran-
cisco branch as repair man, where, being
anxious to try his hand at saleswork, he paid
for an assistant repair man out of his own
nieager salary and devoted part of his time to
selling. The record he made was so success-
ful that he was offered a sales agency in Rich-
mond, Va. He opened his office there in 1912
and began the task of opening up new territory
in Virginia and West Virginia, since this was
the first Dalton agency in that section of the
country.

In 1915 Mr. Grubbs went to Pittsburgh as
supervisor of agencies for the Eastern district,
comprising Pennsylvania, Maryland, Delaware,
New Jersey, West Virginia and Virginia. In
1916 New York State and all of the New Eng-
land district were added to his territory and
his headquarters were established in New York,
where he also took charge of the metropolitan
office of the Dalton Co. As head of this ter-
ritory, which had. formerly been three separate
sales districts, he built up a strong sales or-
ganization with twenty-five agencies actively
functioning in the interests of Dalton.

In the Fall of 1920 he was made vice-presi-
dent of the Dalton Adding Machine Co,
director of foreign and domestic sales, and a
member of the board of directors. When the
Dalton Co. was merged into the Remington
Rand organization in 1927 Mr. Grubbs became
cseneral sales manager of the mechanical divi-
sion, in which were included the Remington
typewriter, Powers tabulation, Line-a-Time and
adding machine divisions. He remained in this
position until he resigned in May to join the
Victor Talking Machine Co.

Mr. Grubbs’ first contact with Victor was
made several years ago when he visited the
purchasing department at the Camden plant to
close a sale of Dalton addine machines to the

e |
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company. His demonstration of the service
possibilities of the Dalton machine and his in-
tensive and effective sales methods so impressed
the assistant to E. E. Shumaker, at that time
the purchasing agent, that he introduced Mr.
Grubbs to his chief. Mr. Shumaker was at
once interested, and later, after he had become
president of the Victor Co., he took occasion
to learn more of the abilities and achievements
of Mr. Grubbs. Mr. Grubbs is already known
to a part of the talking machine trade, for since
joining Victor he has made a tour of the East
and Middle West, visiting the principal mar-
kets and studying prevailing conditions through-
out this territory at first hand.

L. H. Ragsdale With
the Showers Bros. Co.

Well-known Executive in the Radio Cab-
inet Field Appointed Representative for
the Central Western Territory

L. H. Ragsdale, a pioneer in the radio cab-
inet business, has been appointed by Showers
Bros. as its representative in the Central West-
ern territory. The Showers Bros. Co. one of
the largest furniture and ¢abinet manufacturers
in the country, has factories in Bloomington,
Ind.; Burlington, Ia., and Bloomfield, Ind., and
its radio cabinets have become nationally pop-
ular with the music-radio trade.

Mr. Ragsdale formerly served as sales man-
ager of the H. T. Roberts Co., of Chicago, and

L. H. Ragsdale

his activities have taken him over the entire
country. His six years of selling radio cab-
inets have brought him in contact with leaders
in the industry from coast to coast and he
understands thoroughly every phase of the
radio cabinet business.

New RCA Booklet

A new booklet in full color entitled “Getting
the Most Out of Radio” is being offered by
the Radio Corp. of America to all RCA Author-
ized Dealers for distribution in the Fall to their
public. The front cover, back cover and two in-
side covers are for the individual dealers’ own
advertising messages. Throughout the booklet
full-color illustrations appear showing RCA
Radiolas and speakers in attractive settings.
This piece of co-operative sales promotion is
available at a cost of $2.50 per hundred, includ-
ing envelopes, in lots of not less than five hun-
dred. It is a practical sales aid.

The Forbes-Meagher Music Co. of Madison,
Wis,, is enjoying a great demand for portables
and doing especially well with the new Victor
portable styles.

J. A. Prestele With
Gross-Brennan, Inc.

Will Cover Westchester, Rockland and
Orange Counties for Stromberg-Carlson
Radio Distributing Organization

J. A. Prestele is the latest addition to the
organization of Gross-Brennan, Inc,, distributor
of Stromberg-Carlson radio products, with
headquarters in New York City. Mr. Prestele,

= - o S e |
J. A. Prestele
who was formerly connected with the Atwater
Kent Mfg. Co., has a thorough knowledge of
the radio field, and according to H. A. Bren-
nan, of the firm, his acquisition, together with
the recent appointment of Lloyd Spencer as
sales manager, will strengthen the organization
and pave the way for a record year in the dis-
tribution and sale of the Stromberg-Carlson
line of radio receiving sets. :

Dubilier Opens Two
New Branch Offices

New Offices Opened in Philadelphia and
Chicago—G. E. Palmer, of Dubilier
Corp., Is Optimistic Over Outlook

The Dubilier Condenser Corp., New York

City, has announced the opening of two new

branch offices, one in Chicago and the other in
Philadelphia. The Chicago office, located at 330
South Wells street, is managed by Fred Dam-
arin, well known in radio circles in the Middle
West. A complete stock of Dubilier products
will be carried to meet the urgent requirements
of manufacturers and jobbers in the territory.

The Philadelphia office at 1524 Chestnut street
is in charge of Joseph H. Myers, who has been
1n close touch with this territory for some time
and is well fitted to serve the radio trade in
this field.

George E. Palmer, general sales manager of
the Dubilier Condenser Corp., has just returned
from an extensive trip throughout the East and
a large part of the Middle West.

“Things look good to me,” states Mr. Palmer.
“The best proof I can offer in substantiating
that statement is that the large manufacturers
of high-class receivers have practically doubled
their original commitments for condensers by
now. Also, delivery schedules have been ad-
vanced about 30 days by certain radio set man-
ufacturers, indicating that they are speeding up
their production in anticipation of early resump-
tion of brisk trade. Release for condensers has
come through from companies in the East and
Middle West at least three weeks before we
expected them.”

The Greenstone Talking Machine Shop, Inc.,
Chicago, Ill, has changed its name to the
Emerald Radio Shop, Inec.
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THE SEVILLE
Butt Walnut front, attractively over-
laid in rippled maple. Equipped with
RCA 100-A Speaker. Accommodates
all makes of radio sets. Height 42";
width 32"; depth 16". List price with
- speaker $85. Without speaker $62.50
No piece of furniture in the modern home is inspected so often and so critically as the
radio cabinet. It is becoming more and more the focus of family life, and its selection
is an important matter.
You will render your customers a real favor by selling them
WASMUTH-GOODRICH
Radio F 1t
Its variety of rare woods, its artistic de- available to retailers everywhere.
sign, its superlative finish and honest . £ s
= . . ’ Write at once for folders describing the
sturdy craftsmanship assure permanent ) . . .
. . . . entire line of Wasmuth-Goodrich cabi-
satisfaction and pride of ownership for b tandle. Be th
many a year to come — at eminently nets to ous.e any set you an. e. be the
reasonable prices. first dealer in your community to show
. . o . this quality line at reasonable prices!
Wasmuth-Goodrich Radio Furniture is < Y E
distributed by the strongest, most repu- Get in touch with your jobber, or write
table wholesalers — easily and quickly direct—today.
New York City Peru, Indiana
Svmphonic Sales Corporation, National Sales Managers, 370 Seventh Ave., New York City
p———— = P d
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“/hey have

an entirely

Portable Victrola Model Two-fifty-five
List price, $35

PEOPLE used to think of portables as
something to take along on thevacation
trip. Then these two new Victor Port-

ables came along and upset tradition.

These were no summer toys. Here
wete two real Victrolas that provided
first-class entertainment all year round.
Ata price which everybody could aftord.

They made life-size music—not
merely the photograph of a dance or-
chestra, but the orchestra zzs¢e/f. No
bigger than a traveling-bag, they have
more conventences than any portable

ever built.

VICTOR TALKING /_;,’i
CAMDEN, NEW N
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pened up

N¢% kaet

The rest 1s talking-machine history.
People living 1in tiny apartments,
modest homes, or on small farms, saw
in these instruments the ideal models
for their homes. A tidal wave of sales
swept the country.

Yet this new field has been barely
touched. In your own neighborhood,
you can think of dozens of small homes
who are potential buyers. Get these
people into your store. Better still, take
the portable to their homes and find
out how easy it is to sell this remark-

able instrument.

MACHINE COMPANY
JERSEY, U. S. A.

Portable Victrola Model T wo-thirty-five
List price, $15



Profit Winning Sales Wrinkles

Selling Sets “Stripped” Brings Up the Sales Total—Theme Songs of Feature Films Af-
ford Opportunities for Record Tie-ups—Photos of Recording Artists
Attract Attention to Window—Other Ideas

Following the practice of the automobile
dealer who sells automobiles without many of
the accessories which are essential to the great-
est utility and attractiveness, the radio depart
ment of the Jones Store, Kansas City, Mo., has
found that by selling radio receivers ‘“‘stripped”
and allowing the customers to purchase the ac-
cessories one at a time the average price of a
transaction is greater than if the set was sold
complete, ‘“‘ready to operate.” The manner in
which this works is somewhat along these
lines: The customer enters the store deter-
mined to pay no more than, say, $125; he exam-
ines a “stripped set” that retails for about $100
and after hearing it demonstrated decides to
buy it. He learns that for about $30 more he
can purchase the necessary equipment, but the
accessories, although efficient, are not as high
grade or attractive as numerous other models
that can be seen about the department and of
which he inquires. The upshot is that nine
times out of ten the customer “sells himself”
on accessories which bring the total cost of the
sale to almost double what-he had intended to
buy whereas if the cost of the set complete at
the same figure had been offered him when he
first entered the store he would have regarded
it as far too much.

Theme Songs

During the past year or two the musical
score accompanying feature motion picture
films has taken a more important part in mak-
ing the presentation successful. The theme
song of the score has been particularly of vitai
interest and as with “Charmaine” as an integral
part of “The Big Parade,” “Diane” occupying a
similar part with “What Price Glory,” count-
less other songs have been identified with ma-
jor film presentations. So successful has been
the part played by these songs in aiding a film
to prove profitable that at the present time no
Broadway presentation is featured without ar-
rangements having been made to popularize the
subject matter of the film through song: wit-
ness “Ramona” and “Laugh, Clown, Laugh.”
the themes of the films of the same titles. It
scarcely seems necessary to point out to deal-
ers the opportunities that await them in effect-

ing tie-ups with such moving pictures to stim-

.ulate record and sheet music sales but the fol-

lowing letters recently sent to their dealers by
the Philadelphia Victor Distributors relating
to this matter are timely and merit reprinting.
The first reads:

“You know from past experiences that the musical theme
of the hig feature photoplays on Victor records have
always sold well and especially when the picture was show-
ing near you. ‘Ramona’ affords a wonderful opportunity

Send in Ideas!!

Perhaps in conducting your
business you make use of some
unusual method in selling ra-
dio, talking machines, records
or accessories, or perhaps your
method of servicing is out of
the ordinary. If these ideas
have proved successful, send
us a note telling of them.
Photographs will add interest.

for a dealer-theatre tie-up and as the picture will he
shown at the ..........c000uveun. theatre in ..........
............... Ofl tevieiierenneaneeenaas.. We SUBRESt
that you emhrace the opportunity and make the most of
it.

“Get in touch with the theatre manager for window
display material and urge him to play ‘Ramona’ by Dolores
Del Rio, who is the feature star of the picture, on the
stage as a prologue, having a spotlight thrown on the
Victrola.

Look over this list of ‘Ramona’ recordings and use
as many as possible in your puhlicity.

LIST OF RAMONA RECORDINGS

“Use every means at your disposal for directing at-
tention to ‘Ramona.’ We can supply the records and if
there is any other way in which we can help you, do not
hesitate to call on us.”

A similar letter with window display sugges-
tions was sent out regarding “Laugh, Clown,
L.augh,” reading:

“Laugh, Clown, Laugh,” the latest Lon Chaney feature
photoplay, will be shown at the ......................
[ @ (5o 55660066060 0000 000 0 JBOY =3« R

“As ‘Laugh, Clown, Laugh’ is a story of circus life, a
unique window display can be arranged as a tie-up with

the picture. Use sawdust on the floor of window and
make a window valance from white paper conforming with
circus tenting, to give the window trim a circus effect.
Get from the theatre manager a 3-sheet picture of a clown,
mount it and huild the halance of your window around
it. We have availahle balloons featuring ‘Laugh, Clown,
Laugh, on one cside and on the other the records hy
Waring’s Pennsylvanians .. .. .. .. ..Cooper Lawley.

“The cost of these balloons is $2.25 per 100 and there
are many ways in which they can work for you. Of
course, you can use some in your window, blowing them
about with an electric fan. Yoy might also use barrel
hoops covered with plain paper and hroken in center with
‘Laugh, Clown, Laugh’ Victor records showing through.

“Don’t stop with a window trim. Get the theatre to
play the records and use every medium at your command
to feature ‘Laugh, Clown, L3ugh’.”

Feature Artists

An unusual and interesting display which at-
tracted much attention and resulted in greatly
stimulated records sales occupied the window
of the Bloomingdale Music Rooms on Fulton
street, Brooklyn, N. Y. during the period of
that store’s second anniversary the latter part
of June. Small photographs of seventy-five
Victor artists were pasted on the window in
artistic arrangement; ribbon streamers attached
to the window ran back to the rear of the
window space where an enlarged reproduction
of a Victor record reposed behind the new
model portable Victrola. The display was ex-
ceedingly effective. It had the quality of arous-
ing attention, for one could see passers-by
glance at the imposing list of artists and then
walk along the length of the window perusing
the names of the songbirds and entertainers.

Clever Display
The Ray Nunnallee Furniture Co., Van Al-
styne, Tex., recently featured a window pictur-
ization of a Columbia record release entitled
“A Corn Licker Still in Georgia.” The record
describes vocally the process of operating a
still, and the Nunnallee window showed it vis-
ually, including a log cabin and barn, enclosed
by an extensive rail fence of the snake pattern,
with barnyard fowl pecking at grain, and
Georgia mountaineers working the still

Nat Greene a Benedict

Nat Greene, vice-president of the Polymet
Mfg. Co., New York, was recently married to
Dr. Esther Tuttle of Boston. Following a
honeymoon at Lake Placid in the Adirondack’s,
the bridal couple will reside in New York City.

The Bennab Music Co. & Sport Shop, New
York, has been incorporated with a capital stock
of $10,000. S. Loewy, 2 Lafayette street, is

.named as sole intorporator.

Phono Radio Furniture of
Beauty and Quality

Excello Combination Console
meets every demand

This attractive model, the hit of the RMA Trade
Show, accommodates any radio set up to 24 inches
long and switches instantly from radio to phono-
graph reproduction.

Comes completely equipped with G E Electric
Phonograph Motor, electric pickup, tone arm, auto-
matic shut off, volume contre!, etc.’
Dynamic speaker.

Cabinet work of true Excello quality.

Also Cone or

Model R 44 Catalogue of complete line on request. Write today.
Closed
EXCELL 4824 W. 16th St., Cicero, IIL e
O PRODUCTS CORP. (Suburb of Chicago)
- — —

e
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The makers of Valley Forge non-jump
main springs are glad to affix their trade
mark with pride to this master product—
an *“*All Quality®’ main spring built to a
standard.

Our workers are ever on the alert to bet-
ter our products, never lowering quality.
Men with skill and experience abound in
this organization. They are directed to
maintain the position we have attained.

N 44.@1 I ulm

~ JAFISCHER, COMPANY

PHILADELPHIA - U-S‘A:
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PAL Supreme ~ $30%

(Slightly Higher in the West)

: ‘““Supreme in Every Sense of the Word”

Its Appearance Pleases—
Its Tone Quality Amazes~
Its Low Price Produces Business!'

Never before has a portable phonograph been as “quietly” successful as
PAL Supreme. Without “shouting from the housetops” jobbers and dealers
have been doing a tremendous business on this “wonder” phonograph. The
demand has not been forced. It came as the result of sheer merit.

OW 20" S LNEWYCRK
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MORE POWER

The United Pick-Up . . The
most exceptional product in the
) entire field. Bringing electrical
i+ reproduction, with full volume and
velvet tone, to any phonograph
Equxpp»ed_,_with our famous “Super-
-Magnet” and complete with arm,
cord,‘; plug and wvolume control.
Regalling at only §$16.50, this
United masterpiece offers a highly
pro le business in converting
onographs owned by
books.
ay!

motor that is to-day supreme
e].cL‘_-In’Eludes all the exclusive
ich aid your selling so greatly.
nt, durable unit that compares favor-

/ith the more, expensive cabinet motors.
" Strong-pulling, even‘running and equipped with
“" noiseless worm-gear wind, the United No. 2 is ac-

e cepted everywhere by Dealers as the most modern '
o= - of portable phonograph motors. ‘
b \
: i
'
I
-\
\ _ gy
l‘l’hii
d (PHONOGRAPH DIVISION) 1

~ UNITED AIR CLEANER COMPANY "
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with this
MOTOR

ORTABLES that are United-equipped

now have a motor which is not only
the most efficient—but even stronger pull-
ing than ever before. A larger spring
barrel and stronger spring give increased
capacity and absolutely true running speed
. . . Perfect performance to guarantee the
trade!

With United, your customer knows that
the heart of the portable will never miss a
beat. He is assured more value for his
money—complete satisfaction . . . Manu-
facturers tell us it is a great sales help for
the Dealer to be able to say—‘The motor
in this portable is made by United. It gives
you sturdy, sure, silent, lasting power at
even-running speed.”

For cabinet phonographs, the famous
United No. 5 is supreme in the field ... A
quality motor that was used in over 150,000
phonographs during 1927 alone!

Samples and quotations gladly sent to rec-
ognized Manufacturers and Jobbers, so that
they may actually see how United Motors

The famous United No. 5 motor for cabinet

RLLOTE el B e give the utmost in reliability for their
= 1 roduct at a most re. o .
| able price. More than 150,000 cabinet Dealers. Write . . . to-day!

phonographs were equipped during 1927
with this superior mdtor.

Skilled workmen, spe-
| cialists in phonograph
equipment, design and
build United Motors in
this modern plant. |

9705 Cottage Grove Avenue, Chicago, Illinois

I
. Export Offices: 163 W. Washington St., Chicago, 11L

—
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All-Electric A. C. Combination

This combination of Model 801-A
Receiver with Model 435-A Re-
producer attached to the cover is
a completely self-contained radio.
Six receiving tubes. One rectifier
tube. FOUR tuned circuits. ONE
dial control. Calibrated wave-
length dial, illuminated. Built-in
light socket aerial. Price of set,
$94.50, attachable speaker,
$16.50. Price of com-
bination,

$110.50

without tubes

$113.50
West of the Rockies

AC_ Al Electric
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Model 801 —Sameas801-A,but
not equipped for attachable
reproducer,

$9405 0 ;\;i;k)%u\t\}:sbt?f Rockies

Model 806—Same style as 801,
but operated by battery or bat-
tery eliminator.

$6 7 05 0 ;\ég.hs%u\tvt:sl:e;f Rockies

Model 435 —Stewart-Warner
Reproducer

$ 1 605 0 Westséf'ikzoSckies

New type magnetic cone
speaker with new tone
depth and beauty,

-

e —

o Ne—

Realism i Profit!
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Ready for
RCA RADIOLA 60

=
Model 101 Radio Table

G_enuine walnut veneer, height 327;
width 3414”; depth 17",

Model 201

Maple overlays on genuine walnut ve-
neer, height 4414”; width 3414”; depth
17 1-8”; panel overall size 30”; wide 10"

Model 12

Genuine walnut veneer, height 4414";
width 3414”; depth 17 1-8”; panel overall
size 307; wide 10",

These models truly exem-
plify the finest in radio cabinet
design.

Exquisitely ginished to show
the full beauty of the wood
grain.

Built to accommodate both
Radiola 18 and Radiola 60.

Equipped with RCA 100-A,
Peerless or Peerless Dynamice
Speakers, mounted scientit-
ically and acoustically to
enhance the tone of these
remarkable speaker units.

inereased manufacturing
facilities enable us to make
prompt deliveries.

SUPERIOR
CABINET CORP.

206 BROADWAY, N. Y.

-
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Sales to Employes’ Friends
Increase Radio Sales Volume

Employes of Herman Straus & Sons Co. Solicited Radio Business From Their Relatives
and Friends and Sold Seventy-seven Sets in One Week’s Time

Employes of the Herman Straus & Sons Co.,
Atwater Kent dealers in Louisville, asked their
friends “Have you a radio?” and sold seventy-
seven sets in one week.

This firm wanted to find out what would
happen when employe interest was centered
on radio. So it was decided to have an Em-
ployes’ Radio Week and divide the employes
under two “generals,” each of whom subdivided
their teams under captains and lieutenants.

The program for the week was explained to
employes at a mass meeting. A daily news
sheet, “Aerial News,’ giving the standings of
the teams and brief sales messages, was dis-
tributed each morning at the employes’ en-
trance. Frequent sales meetings were addressed
by officials of the firm. Each employe wore
a badge reading “Employes’ Radio Week,” and
had a sheet giving his quota and the rules of
the contest. Quotas were based upon selling
or non-selling classification.

It was suggested that each employe approach
his family and other relatives and friends with
the simple question “Have you a radio?” A
five per cent commission was awarded on every
set sold. Employes buying sets for themselves
got the regular store discount.

The week was started with a half-page ad-

vertisement in Sunday newspapers telling the
public what the store was doing. Stickers were
used on all carry and dclivered packages. Each
e¢mploye submitted a list of prospects, and from
this list the employes were checked daily as
to the progress they were making.

“The results more than justified our efforts,”
says Charles J. Murray, sales promotion man-
ager of the Herman Straus & Sons Co. “At
the close of the contest seventy-seven sets had
been definitely placed in the homes of Louis-
ville, and seventy-five additional names fur-
nished by employes to our radio department
are now being used. We have a selling or-
ganization now, better attuned to selling in
their own department, better salesmen of their
own merchandise, more loyal to the store, more
cager to demonstrate their helpfulness to cus-
tomers, and we have made of March a month
comparable to any month of the year in radio
sales.”

A feature of the week was a window display
showing the interior of a modern dining-room
and a family listening through the Atwater
Kent 37. Comments on the display were heard
many days after Employes’ Radio Week came
to an end. These extra sales have brought sales
volume up to a satisfactory point.

Trade News From the
Akron-Canton Field

Dealers Looking Forward to Busy Fall
Season—W. E. Pyle in New Post—New
Stores Opened—Other News

AxroN-CaNTON, O, August 7.—Outlook for the
talking machine and radio in this section of the
State seems good for Fall, as industrial con-
ditions are somewhat improved and money is
easier than it has been for some time.

The A. B. Smith Piano Co., one of the larg-
est of Akron music stores, will move soon after
September 1 to a new location.

W. E. Pyle, many years manager of the talk-
ing machine and radio departments of the Wil-
liam R. Zollinger Co., Canton department store,
has resigned and has taken a position in the
radio department of the Canton Hardware Co.

THE INSIDE
BACK COVER

OF
This issue of

The WORLD

has a very important
message for phonograph
manufacturers and
dealers.

Read it
Carefully

in this city. He has a large local following.

Radio dealers of Canton plan their annual
radio show to be held in the City Auditorium
about the middle of September. No dates have
been fixed for the annual exposition and it is
not known who will promote the show this
year, although news is eagerly awaited.

Fifty Akron and Summit County radio deal-
ers met here last week. Harry Bevington, of
the North American Radio Sales Co., spoke on
“Radio Merchandising.”

Radio dealers of the Youngstown area met
July 9 to form an association. More than
forty dealers plan to enroll in the new organi-
zation, which will hold meetings monthly. The
annual radio show will be held some time in
September. Plans already are under way for

25

the exposition, which will be held in the Rayen
Wood auditorium.

The George S. Dales Co., Akron music store,
lias been moving its newest record releases by
placing a young lady in the lobby of the store
with a machine for demonstration purposes.

Added space will be available for talking
chines and records when alterations now in
progress have been completed to the store of
the Kratz Piano Co., South Howard street
one of the oldest of Akron’s music stores.

Al Waltamat, one of the best-known talking
machine and piano salesmen in the Canton area,
long identified with the Alford & Fryar Piano
Co., has left this irm to do special sale pro-
motion for the W. F. Frederick Piano Co., at
Pittsburgh.

0. F. Deal, long head of the O. F. Deal Hard-
ware Co., Canton, has sold his interest in this
store and has opened a sporting goods and
radio store in North Cleveland avenue. Deal
will feature the RCA line of radio receiving
sets and accessories.

Catterall, Inc., is the name of a new radio
store opened in Canton recently in W Tuscara-
was street. John B. Catterall, many years with
the O. F. Deal Hardware Co., is head of the
new concern. Mr. Catterall is a well known and
popular business man.

Important Super-
heterodyne Patent

Major E. H. Armstrong Gets Patent Cov-
ering Simplification of Super-heterodyne
Type of Radio Receiving Sets

A new patent covering the simplification of
the super-heterodyne type of radio receiver has
been issued to Major Edwin H. Armstrong, of
Yonkers, N. Y., and by him assigned to the
Westinghouse Electric & Mfg. Co. This latest
patent of Major Armstrong covers a three-tube
super-heterodyne receiver instead of the usual
six, seven, eight or more vacuum tubes. In this
modified super-heterodyne the incoming wave
of a high frequency value is converted to the
intermediate frequency by means of one tube in-
stead of the customary two. It.-is claimed that
this frequency conversion is effected with such
cfficiency that it is possible to eliminate one or
more of the amplifying tubes after they have
been transformed to the intermediate fre-
quencies.

Operates
direct

from the
A.C. Light
Socket

Proper Voltage Regulation
Dial and the Voltage Indicator.

Check Tubes at the Time of Sale

Your jobber will supply you, or write direct to:

WESTON ELECTRICAL INSTRUMENT CORP.
606 Frelinghuysen Ave.,

Here is a Counter Tube Checker
Which Requires No Batteries

Model 533

WILL TEST EVERY TYPE OF TUBE
(A. C. or D. C.—having filament voltages of 1.5, 2.5, 3.3, 5 or 7.5 wvolts, including

filament type rectifying tubes)

is quickly obtained by means of the Voltage Adjusting

It prevents comebacks and makes satisfied customers.

Newark N. J.

or any other

A.C—60 cycle

—90 to 130
volt source of
supply

WESTON

RADIO
INSTRUMENTS
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The New
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Corrugated Box Maker Lays Down
Rules for Packing Radio Sets

Hinde & Dauch Paper Co. Points Out Improvements in Shipping Methods—Result of
Experimentation—Unit Shipments Introduced by Corrugated Box Industry

When the radio industry sprang up a few
vears ago and developed almost overnight into
gigantic proportions it discovered that its
packaging problems had been largely antici-
pated,and solved. This was because the corru-
gated fibre box industry already had evolved a
modern package for phonographs and electrical
goods. The principles developed were readily
applied to the packaging needs of manufac-
turers of radio sets.

Few radio manufacturers are aware, perhaps,
that they fell heir to the benefits of a quarter
century of experimentation and intensive study
conducted by box engineering specialists. It

would be difficult for the manufacturers to ap-
preciate these developments fully without hav-
ing experienced the inconvenience and losses

imposed by cumbersome boxes stuffed with_

straw, excelsior and other highly inflammable
interior packing materials.

The principle of “unit” shipment was intro-
duced by the corrugated box industry. It was
made possible through containers designed es-
pecially to meet the requirements of varied
manufactures in the electrical goods industry.
A particular product was measured and fitted
with a special container with the same care
that a man is measured and fitted with clothes.

RADIO

franchise most valuable this year

an excellent mechanical job

Console. less tubes $295.00
Full details on request Write today

A public, ready to replace troublesome apparatus with
a modern radio to serve their pleasure for years to come.
1s demanding high quality in performance and appearance
along with simplicity and convenience
attitude s ltke a searching spot-light which. turned on the
Day-Fan 8-tube all-electric receiver for 1928-29. illumin-
ates all: the splendor of 1ts tone, its greater selectivity. its
sensittveness. and its full, true-to-life volume A wonder-
ful set. a co-operative newspaper advertising plan. and
exclusive dealer policy combine to make the Day-Fan

The new Day-Fan s an 8-tube sclf-contained all-electric set.
with 4 stages of radio frequency and employing two 171 power tubes
in push-pull in the last audio stage It is completely shielded. and

Cabinetsare of beautiful American walnut and make an 1nstant appeal

Table model sells at $150.00 less tubes and speaker
Table model. plus the speaker table. at $205.00 less tubes

K DAY-FAN ELECTRIC CO, Dayton, Ohio

Such a critical

The vacuum cleaner illustrates the point. It
once was the practice to ship two or three
heads in one box, several handles in another,
and a third contained various parts. Obvious-
ly the system was a great inconvenience to
the dealer, as he was compelled to unpack the
shipment, sort and count the parts to verify the
invoice, and then assemble the machines. Box
engineering specialists eliminated all of this un-
necessary expense and inconvenience and the
radio manufacturer found the principle ready
to hand.

The Hinde & Dauch Paper Co., of Sandusky,
O., one of the nation’s largest corrugated box
concerns, lays down these general rules for
packing radio sets as a unit; :

First: The contents must be so‘anchored
in the box that they cannot be shifted in han-
dling.

Second: No two separate articles are al-
lowed to touch each other.

Third: No highly finished, fragile or pro-
truding parts are permitted to come in contact
with the box walls.

For the shipment of small radio sets staunch,
double-faced board is used. There are cush-
ions at the bottom, ends and top which anchor
the contents an inch from all sides of the con-
tainer. When the lids are folded over and
sealed the radio set is anchored as solidly as
if it were a part of the box. At the same time
the cushions are resilient enough to absorb
shocks. ) =

Cabinet radios also are shipped in corrugated
containers, the body in one container and legs
and frame in another. The body is anchored
about two inches from- the sides of the box
with cushions similar to those used for the
small sets. o A

Benefits shippers derive from corrugated con-
tainers are twofold. First, a substantial reduc-
tion in shipping 'oom costs which runs as
high as 50 per-cent. Second, good will is cre-
ated. The rece’ver’s freight costs are lowered,
he can_ take invoice readily, store the goods
in dustproof packages, or deliver sets to pur-
chasers in the original containers. Protection
from damage in transit is a feature which bene-
fits all concerned.

Eveready Battery
Prices Are Reduced

Increased Démand for Layerbilt Batteries
Made Possible Price Cut by National
Carbon Co., Inc.

Reductions in the prices of its two Eveready
Layerbilt batteries have been announced by the
National Carbon Co., Inc.,, New York. The
company states that a greatly increased demand
for Layerbilts with the new flat cell construc-
tion"makes possible these reductions,

Prices on No. 485 and No. 485 Layerbilt are
reduced 75 cents and 55_cents respectively, with
dealer prices lower in proportion. The new list
prices of No. 485 is $2.95 instead of $3 50, and
No. 486 is $4.25 instead of $5. Announcement
hLas also been made of the addition to the Ev-
eready line of a small 435-volt battery, No. 762,
which is expected to be very popular.

Dealers were ngtified of these changes in a
letter from H. S. Schott, general sales mmanager
of the National Carbon Co.

R. T. Stanton Honored

R. T. Stanton, who heads the retail and whole-
sale sheet music departments at Lyon &
Healy’s, Chicago, has been elected to the board
ot directors of the Music Industries Chamber
of Commerce. Mr. Stanton is one of the best
known and most widely experienced men in
the sheet music trade. He was also elected to
the presidency of the National Association of
Sheet Music Dealers at the New York Con-
vention in June.
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* Peerless Scores Again

will surprise you. Write for samples and quotations.

"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

PHIL. RAVIS, President

DEALERS AND JOBBERS: Our trade discount on the Peerless Champion

Our complete line includes the Peerless Vanity in four colors, $12.50 list;
Peerless Junior $15 list; Peerless Master-Phonic $25 list.

PEERLESS ALBUM CO.

636-638 BROADWAY, NEW YORK

This time with the only
portable equipped with a
double spring motor list-

ing at $20.

This TRX-two-spring mo-
tor was formerly used in
a nationally advertised
machine listing at $35
and $50.

Plays three records with
one winding.

Highly decorated record
box in colors.

Full size piano hinge.

S shaped tone-arm and
Add-A-Tone reproducer.

Strong nickel plated hard-
ware.

Heavy DuPont Fabrikoid
with contrasting border
effects.
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...answering
present demand in !
price and quality

RIDE of ownership has long
been an established fact

Type X 26— 5260 with Utah owners. Now, with [

The new Italian Renaissance a new and complete line of im-

mahogany ecarved wood cabinet

speaker equipped with UTAH proved models, Utah Speakers

Power Motor. . .
will win even greater customer f -

j

approval.

To specialize on the full Utah
line is to insure for yourself
lasting profits and customer i
satisfaction. Prepare today for
the growing trade-tide that will
pass your door—unless you
are amply stocked with Utahs!

b e b

Type X30— %302 Full information to respon-

Beautiful genuine brown ma- g

hogany cabinetspeaker equipped sible dealers upon request
Wil Diah BOwED [olen, e UTAIl RADIO PRODUCTS COMPANY
of Vlah'sleading new ereations. 1615 South Michigan Avenue

Chicago, Illinois

]

Utah Dynola Cabinet made
of 5ply walnut with genuine
Burl walnutfront finishedin
antiquebrown. ThisCabinet
is of nondirectional design
having same grille and ap-
pearance hothfront and
back. Dimensions: 1212 high,
15" wide and 1212 deep.
Packed one to a wood crate.

Utah Dynola
Speaker
equipped with ¢‘A 100™
$75.00

equipped with *‘R 300"

60 00 110 volt alternating current light
$ 0 socket supply for tield excitation

i ith D 200" using Westinghouse dry rectifier.
equipped with 9" high, 9%’ wide and 7Y’ deep. |‘

$65.00

WE ARE MANUFACTURERS, NOT ASSEMBLERS
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PERFORMANCE, GRACE

have won for Utah leadership among radio speakers

Utah is licensed under Lektophone patents. .., Utah Dynola Power Speakers licensed under Magnavox patents

and BEAUTY



Each month W.
Braid W hite will
suggest methods
of stimulating
retail sales of
high-class music

peared in the columns of trade papers the
Columbia interests urge dealers to push
the sale of Masterworks sets *“because they
sell.”  With change of names the argument
applies equally well to the Victor Musical Mas-
terpiece series or to any other fine album sets
of high-class records. All of them do sell
Now this is already a well-established fact.
1 do not mean to say, indeed, that dealers will
find these sets selling as easily as single records
by some favorite dance orchestras, but what 1
do say is that the habit of buying a set costing
from four to twelve or fifteen dollars is a habit
which can be, and actually is being, created
among an ever-growing and already large num-
ber of persons.

IN an advertisement which has recently ap-

Facts vs. Fancies

Let me be perfectly candid in talking about
this matter. It is always easy to become “in-
spirational,” as the detestable phrase has it,
and to spout nonsense which has not the slight-
est relation to fact. Thus, for commercial
purposes, chambers of commerce will declare
that Podunk, say, is to-day the wofrld’s musical
center. But when they say that the chambers
of commerce are not stating facts. They are
engaged in selling Podunk, which is quite a
different thing. Jazz may be, and often is, ex-
traordinarily ingenious. In some of its most
elaborate forms jazz is a remarkable example
of musical craftsmanship; and it does apparent-
ly express the ideas of this age with some
directness. But to say that therefore it is
beautiful or aesthetically satisfying would be
as absurd as to say that the belly-room of a
piano factory at pin-filing time is as beautiful
as Schubert’s Rosamunde Impromptu for the
piano. In fact, the analogy is closer even than
appears on the surface. Jazz may be, jazz is,
the musical pabulum of the majority; yet, curi-
ously enough, there is actually less satisfaction
and less profit in filling the carelessly chosen
needs of the majority than the carefully thought-
out wishes of the minority. \What is popular
is always cheap, what is cheap always sells
easily, what sells easily everybody tries to sell,
what everybody tries to sell brings the mini-
mum of profit to each individual trying to do
the selling. And there you are.

Now note this: the only objection ever seri-
ously put forward by a dealer against putting
effort into fine records ran somewhat like this:
“A man or woman who wants a dance record

Creating a Record
Demand for Finest Music

Selling the Music Lovers

or the ‘Two Black Crows’ comes in, asks for
it, pays for it and walks out. The whole opera-
tion consumes five minutes of the time of one
clerk. On the other hand, when a customer
comes in who is interested in this so-called
artistic music he or she wants to fuss around
and hear a dozen records before buying one.
The time consumed is an hour of the time of,
not any, but the one clerk in the store who
knows the difference between symphony and
sympathy and who does not think, when the
customer mentions Bach, that he or she is
taiking about what the dog does when strangers
come to the door.”
And the Answer

The argument is not frivolous. Yet it is
fallacious. Let us grant, though it is granting
too much, that all customers who want dance
records know exactly what they want. Buyers
of this class nevertheless buy records one at a
tune. They do not buy in sets, and their prefer-
ence is for the cheapest record they can get
which will fill the bill. One may be able to sell
them occasionally some well-known name of a
dance orchestra leader, but the effort to do so
i1s as great as to sell one against another inter-
pretation of a piece of good music.

On the other hand, the argument about the
buyer of high-class records is worth nothing
save in the case of buyers who have no idea
what they want. Now such buyers are not
more frequent in the case of good than of bad
music. Of course if the customer is disposed to
lounge away an afternoon in a hearing room,
and if the clerk is ignorant and careless, with-
out any ability to suggest records, to help
along, or to accelerate the sale, then of course
much time may be wasted; but does not the
same chance apply in the other class of music
also? And now that album sets have appeared,
now that it is possible to get a set of records
in an album containing all of a celebrated piece
of music played by a celebrated soloist or en-
semble, without cuts and with a fidelity once
deemed impossible, there is no more difficulty
in selling a set of four or six than a set of
one. It is all a question of attracting to the
store the type of person who is interested in
that sort of thing. For to such a person the
name and the music of, not one but of several,
whole works will certainly be familiar. It is
as easy to sell the five or six records of Schu-
bert’s B flat trio as to sell the records of one
movement of it. Another thing: the album

Intelligent pro-
motion of sales
of good music
means more sub-
stantial  success
for the retailers

sets are now being put out in such a way that
a single record does not usually’ contain all
cven of one movement or section of an ex-
tended work. In order to save space one move-
inent will be brought to an end and the next
one will be begun on the same face of one
record; and so on. Thus the album set be-
comes a set to be bought complete, if atr all;
and the task of the salesman becomes that
much easier.
The Ultimate Question

Ultimately of course the whole thing comes
down to the question of attracting the right
kind of buyer to the store. Can it be done? Of
course, it can be done! Is it worth it? Just in
so far as it is better to sell from four to six
records at $1.50 apiece to one person than to
sell one record at $1.00, so is it worth while to
go after the buyers of high-class records, who
are the music lovers of the community.

But this much has to be remembered, in fact
everlastingly kept in front of the mind. Pub-
lic taste is a queer thing and the collective taste
of that part of the public which enjoys fine
music is even queerer. To that part of the
public the phonograph is still little understood,
for the absorption of the majority in jazz has
done a very great deal to obscure the achieve-
ments of the phonograph in the reproduction
of fine music. How many of the members of
the leading woman’s music club in any com-
munity of, say, 30,000 inhabitants really have
heard the Philadelphia Symphony Orchestra’s
playing of Schubert’s Unfinished Symphony on
a fine Orthophonic or electric pick-up phono-
graph of the latest type?

Of course we are not going to turn America
overnight into a musically cultivated land.
Would that we could do it; but Wwe cannot, and
there is no use in pretending that we can. Yet
the great fact remains that there is a music-
conscious minority which is steadily growing in
numbers with the growth of symphony orches-
tras, of choral societies, of bands and orches-
tras in high schools, of piano-playing contests
and so on. This minority is ready to be sold;
but this minority remains in great part igno-
rant of what the modern phonograph and the
modern record are. The dealer then has before
him a virgin field.

The Music Electric Co., Walla Walla, Wash.,
recently held a formal opening. Kolsier radio
and Columbia phonographs are handled.

Fall Trade Will Bring Increased Demands for
Records. Sell Albums to Protect Them.

The New National
Loose Leaf Record Album

Beautiful in design.
Durable and flat-opening.

(Patent Applied For)
Write for descriptive list and prices.

NATIONAL PUBLISHING CO.

Factory and Main Office
239-245 So. American St., Philadelphia, Pa.

Salesroom: 225 Fifth Ave., New York City
Albums for Export Our Specialty

32
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LLOGG

with the

@ alhedral
- Cone

OR the tirst time since the inception
of radio an advertising campaign
has been built around an idea that

will make people stop and think. The
above question ‘“Are You Tone-Con-
scious?” is the theme of a powerful
national newspaper campaign appear-
ing this [Fall in all the large distributing
centers of the country.

This preliminary announcement of
Kellogg’s sales producing advertising
for IFall is made possible through the
enthusiastic co-operation of Kellogb
distributors. Dealers seeking the trade
of the best people of their communities
should write the nearest Kellogg jobber
for more information.

Models 516 and 519
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KELLOGGS Supreme

Built into All Models th hout
Qualily 3l dpModel throaghout

169390 $ 7 7500

Modrl 518 —Walnut Consoletle. $225

[ West of Rockies, $240]

3odel 519—complete Consale, 837
[West of Rockies, $295]

I N spitc of its wide price range, the Kellogg
line offers one uniform, high standard of qual-
ity. All models are built with the same cir-
cuits, the sanie precision, and arc given the
«ame rigid inspection. The claims you make
for Kellogg performance will apply to what-
ever sct may meet the price ideas
of your customer.

Modecl 517 - Delure Console, £775
[ West of Rockies, $805]

= = —

y Model 514 =complete Console . $495
[ West of Rockies, $525]

Table Model 515—8§169. 50
[ West of Rockies, $178.56)

Model 516 —romplete Console, $375
[ West of Rockies, $400)

As fine furniture. Kellogg cabinets leave noth-
ing to be desired. The designs shown here
speak for themselves. In selection of woods;
in workmanship; in finish. each cabinet, from
the Model 518 to the 8775 Model 517, the
quality is that of the finest furniture—a
quality full worthy of the name—

KELLOGG.

This announcement is made through the cooperation of the
Distributors forming the Kellogg family.

Any dealer desiring details of the Kellogg franchise should write
or wire the Distributor serving the territory inwhich he is located.

If you are interested —and do not have a Kellogg distributor

already operating in your locality, we invite you to write direct
tous. We will gladly serve you direct until such time as a
distributor may be appointed.

Distribution in Illinois and Indiana

The northern parts of these two states are our own ““front yard™.
To be able to use them as a “proving ground”’—to develop
new plans for the benefit of our distributors in general, we
cover them direct from the factory.

To retail dealers in this section. we urge immediate action if you are
interested in a Kellogg franchise. If your territory isopen, we will welcome
a chance to show you all that we have to offer; not only a splendid line.

but an advertising and merchandising plan that will insure the sale of a
real volume of Kellogg sets.

KELLOGG SWITCHBOARD & SUPPLY CO., Chicago
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ELLOGG RADIO

and this advertising
back of it are “made
to order” for the
trade in this section.

As new comers into the Kellogg
Family, we find ourselves crowded
to capacity appointing new dealers.
As the seasonis almost upon us, we
suggest that dealers who are inter-
estedwill do well to write or wire us.
A representative will call promptly
to explain in full the Kellogg plans.

T
v del 515
| Meleo.50

ith
plete wit
Coml e

I YOU AT on you 1€ yroad 518 210 1
O
L L with the .
KE Tont

10 mﬁ
Kellogg Radio

Exclusively in this
£ — Territory by

Atlantic Radio & Marine Co.

20 Brookline Ave., Boston

AN
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~RE YOU ‘TONE- CONSCI

) e T ouUs’'?

“ E tahe pleasure in

presenting this excep-

tional advertising cam-

paign to our many loyal
Kellogg dealers in the
Metropolitan District

The few localities where we
still desire to place Kellogg
dealerships are being rapid-
ly closed up. Phone us if :
you wish to hear the details
of the attractive Kellogg ! U\' |
franchise we are prepared Window LaSainte J‘H ]
Chapelle, Paris { \l Y

to offer. NI Transmits the very

soul of music. . .

N\ A
¥\\¥N\\\\{‘\ /1/}'///%,4/

) i‘ v
AN

\elgesgs \ L

Bant

R A |

-.Fs,"’ ) “}w“.‘ I
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l millions.

To be deeply moved and
thrilled by the very SOUL
of some musical master-
piece is 2 joy reserved
only for those who pos-
sess a great radio!

Sweet, hushed melody or
rich, sonorous burst of
harmony —every note dis-
tinct, true—every instru-
ment brought out clearly
and unmistakably — that’s
music as it is brought to
you by the new Kellogg
Radio.

NN R S {lifall - r
27 AN Njg-, To b masle Srch el
’I

/
Model 519, $273
Model 516, §375

1t reminds you of the soft and clear and
sweetly blended chimes — exultant notes
of a deep, resonant organ—tones of golden-
voiced choristers —evening sunlight shin-
ing through rose windows. The Kellogg
is majestic.
Once you hear the new Kellogg Radio, you
will find its perfection, its thrilling inspir- Model No. 515
ation lingering. .. unforgettable. $169.50
Those endowed with a sensitive ear for
tone have hitherto used the radio more for
entertainment and information. Radio,
they felt, lacked trueness, fidelity to the
infinite variety of notes and instruments.
But now— every sound which comes from
the new Kellogg —1is just as it is rendered
—pure, unalloyed music. :
Model No. 514

Kellogg Switchboard & Supply Co., Chicago Model No. 518
$225 $495

T —
Vi 1 ow T ITVE <
» g

~ Kellogg Radio
Dl.stnbuted Exclusively 2
in this Territory by

The Boley-Oliver Co.,

1440 Broadway, New York

2

i
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Modet No- 514
$495.C°

This is the hind

of Advertising
a.nd the kind oz
Radio especially
appealing to our
quality market

There is real money to be made on Kellogg
Radio in every “live” town in Southern
California. If your locality is not yet closed,
wire or phone us for details.

Kellogg Radio distributed
exclusively in this territory by

ollins-Kelvinator Co., Inc.
1414-1416 East 7th St., Los Angeles, Cal.

SAY BERNARDING

SAN L1 S L
0BIspPo

105 AnGELES

IMPERIAL

*
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Like Kellogg Radio,
we think this
9dvertising stands
in a class by itselj

The RADIO

with the

aﬁﬁ&@mﬂ Tone

i

If anything was needed to
| “putover’ the Kellogg line
for any dealer, this adver-
tising 1s the thing that will
do it. Wait 'til you hear
all about these advertising
plans. Time is grow ing
short! Better wire us that
we may come and tell you
all about them.

Window LaSainte
Chapelle, Paris W

[|

f l&
The Great Rose 4 ;
y

Transmits the very
soul of music. . .

To hear music over the
radio is the common lot of
millions.

To be deeply moved and

thrilled by the very SOUL
of some musical master-

EMMET  |KOSSUTH [WINNE WORTH MITCHELL |HOWARO

BAGO

PO | piece is a_joy reserved
HANCOCK | CERRO S -
ALTO oro0 [FLOYD CRICK ggslgaf::e;??;;ic;rho pos

Sweet, hushed melody ot
rich, sonorous burst O
harmony —every note dis-

mnénus HUMBOLOT|WRIGHT | FRANKLIN {BUTLER  [BREMER

WEBSTER '?{,7';1::::“:'5_,;:“' , me(;lt bro_ughl: glxxt clc;;arly

ALH romr 2 sone || \P and unmistakably — that s
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s B you by the new lellogg

1 vose window

Radio.

Model 519, 3275
Viodel 516, 3375

Samed as the worla's G\

ﬂo:lhau}dulslnml.l

‘ the 13th’ eentury, 1t A

RROLL{ GREENF : :
STORY  |MARSHA )
r O - A It reminds you of the soft and clear and
sweetly blended chimes — exultant notes
TAMA

BOONE of a deep, resonant organ—tones of golden- —
GUTHRIE JOALLAS | POLK JASPER voiced choristers —evening sunlight shin- ;
POWESHIEK ing through rose windows. The Kellogg o
l] ing through fose Wi ey
T Opﬁef y(()lu hear t?e new Kell(;‘gg“Radio, you oy s‘
} will find its per ection, its thrillin inspir- odel No. 51
WADISON [WARKEN | MARION | MAHASKA ation lingerigg ... unforgettable. a $169.50

Those endowed with a sensitive ear for
tone have hitherto used the radio more for
entertainment and information. Radio,

UNION
CLARKE ~ LUCAS WONROE [WAPLL they felt, lacked trueness, fidelity to the
infinite variety of notes and instruments.

But now — every sound which comes from
DAVIS | the new Kellogg —is just as it is rendered

RINGGULD [DECATUR | WAYNE | A
—pure, unalloyed music.

PPA
NOOSE
Kellogg Switchboard & Supply Co., Chicago

Model No. 518 Model No. 514
$225 $495

Kellogg Radio
Di.stributed Exclusively ¢ 5
in this Territory by Ea——

Collins Electric Co.

. 203-205 Grand Ave, Des Moines, lowa
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coupled with such adver-
tising as this is an un-
beatable combination.

We have a profit story to tell
progressive dealers which we
believe has never before been
equalled on the coast. Territory
is closing fast. A wire will bring
you full details concerning this
most valuable dealer franchise.
Let us hear from you at once.

eaVvy  of music . nd
bass viols, the b ird- © are one-CODSC‘}g“ oul
The P tde drums—H . colos 1 yOU 0 vy —an peautiful
ke is
prass, the tutes 200 T reating WhQ o infinitoe \p rmao -
like not music. ibilities h C
—all play chat is 73t . possIl e fir A oduced bY
the ense bl s cotorful ‘(""“‘:e se‘“l‘z great orck:leo“
gut how ble prgut 10 Sthe Kellogg Radi
ety 18 YO
ou

ply Co.
Switchboard & Sup
o’ Chicago

b
25
1518, $2
Mctﬁg‘m with Tubes

1.LO

with the

Kellogg Radio
g Distributed Exclusively

in this Territory by

260 Fifth St., San Francisco, Cal.




The Talking Machine World, New York, August, 1928

N A

How Much of the
PIANO Does Your |4
Radio Reproduce?

\ Jone-Conscious ? ~

\\
PN

7

Here is an advertis-
ing campaign full
worthy of a line like

- Kellogg. It tells a
quality story as it
has mnever been

' told before.

: When you see the Kellogg line;
: when you hear of the advertis-
ing and merchandising plans;
then—and not ’til then can you
appreciate the Kellogg Fran-
chise. Let us lay these plans

! hefore vou. Write or wire.
MAGINE Paderewski attempting to play it A

Model 510, 327 3
Model 516, 537i ; §i

the low notes, radio music is thin—without
the Second Hungarian Rhapsody on a  the high notes, it lacks color and brilliancy.

CLAVICHORD —that primitive piano The charm and true beauty of the music

with only four octaves instead of the

is gone! =
modern seven! & o,

To realize how beautiful radio music ca sy

s . . n Ve,
‘“/'o.u]d it sound like .Paderewskx? Would  be, you must hear the Kelloge. Then you i ol b T ;ultlm
Lt%;.ve you any true idea ot the fire and hear every note, from the lowest to the ‘ e orsecouoRuE,
’c‘! ‘;’"CY of the SC‘COHC'! Hungarian Rhap-  highest. You get the harmonics and over- : S
]soky'. Of course not! There would be tones that give each instrument its purity ! N £ TALKISIA [CRAWTCRO| OSCODA _[RLCGNA
acking 'the t.hunderous peal of the bass— and richness—in fact, its very identity. ’ KT GRARD
the twinkling, sparkling - TRAVERSE
notes of the treb]e; there 8 You hear it ALL with ! MANISTORRLSA SRR ‘ggwcn e
would be lacking most of the KELLOGGn :
thecomrast.colorandvan’ety ; o~ wsl i cun'K L
of this beauriful, stirring Kellogg Switchboard & Supply Co. : At
work, played by a master, Chicago AADwIN [BAT
. . - ¢ OCEANA [NEWATGO |MECOSTA [ISABELLA |MIDLAND
That illustrates what hap- V¥ L ¢ Table i TUSCOLA| SANILAC
pens to good music when 2 M- g Model 515 i
b p — . $169.50 : TCALM [GRATIOT
reproduced by a radio in- - . A 3 st AREEY
capable of giving you the = L Tiine KENT REntscc T UPEER -
full range of tones. Lacking Model 518, $225 o N3 r i DITAWA 10N1A CLINTON s“nu&st CLAR
Complete wich Tubes -
OAKLAND  MACOM!
i MIEGAN  [ORRRY  JDATON  [INGH’M LVINGSTO
TAUROUN | JACKSON | WASHTENAw | WAYA(
YAN BUFEN] m_'l.zw
?ée RADI with t/’e OES [SANTTERANCH [WLSDILE]LCRANTE [WONROE
- —— . — . —

Cathedral Tone

Kellogg

Radio

o | | Distributed Exclusively
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ITH the backing of this novel and powerful advertising,
we believe every Kellogg dealer is assured of a profitable business

There are some very desirable localitics still open for Kcllogg dealer-
ships. If yours is onc of them, wire or phone us at once for details.

,;"T .’H////N\\\ ==

A4 R E YOU

TONE . CONSCGCIOUS

““—the night shall be
, . filled with Music,
P - And the cares that
?"f infest the day » »
Shall fold their tents
like the Arabs » »

WUSIC' Pure, unalloyed music! What blissful rest it brings .

to the tired mind—what soothing comfort to the weary soul A n d as Ssi l ent ly
—as, seated deep in your easy chair, you drink in the rich, glorious, e
colorful tones of some great orchestra playing the mspnred music Steal away vy v

of a master! Isn’t it worth while to have a really GREAT radio ZLONGFELLOW
in your home? One that brings you the very SOUL of music?— ¥ —

pouring forth, with exquisite fidelity, the sweet, hushed melody,
the rich, sonorous harmony, the varied tones of every instrument
- blendmg them all with perfect beauty. Such a Radio is KELLOGG!

Kellogg Switchboard & Supply Co., Chicago

Model 515, $169.50

There is a Kellogg Dealer near you, offering
a full assortment of Kellogg Models for
your selection. They are priced from
$169.50 to $775.00 —each one in a cabinet

of good taste and splendid finish. All but
Model 516, 3375

the table Model and Consolette are equipped Eaens
; 728 I with built-in speaker, makinga COMPLETE : ,’ ,u"
set, ready to operate when plugged into the 4 o

\ light socket. All Models are priced com.
Wi l/l t/le plete with the famous Kellogg A-C Tubes,

il
@@ﬁh@ oral &€ "mﬁ“‘ *‘; -

Radio

Kellogg

Distributed Exclusively
in this territory by

3 SONS'MUSIC CO.

| e [ e -l i Kansas City and Branches
Y run ;

" 0O KLAHOM A I Y
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REAT Advertising for
a GREAT product—’a
combination that canlt
help but win out for Kel-

log dealors. With the

There are still some openings @@ﬁh@@ﬂ&@l{ @@®
e

in this territory for 'Ijhe kind of
dealers who believe in ihe per-
manent money-malfmg Opli?r:
tunity in selling high quahty
merchandise, backed up by. a
strong company and aggrgsstlv?
advertising. Wire us if inter

ested.

T

Chartres, Fyq nce

Surmounting che Aidl-top which
marks the ciry of Chartres seandy
one of the mose beautifui
Caihedrals 1 g Europe — g
cublime Gorhe symphony,

Cathedyal !

!
cAre You |

ToneC. onscious? 1 I

|
| scssed by y € Lreat majority of I
| Peorl to respond to pure, rich, | 3
| mellow, sonorous . « -« perfect
| tone.

| To all ”Tunc-Cumdou-" pco- ’
ple.the wlorious rerroduction of
the Kellogg Radio will he wel.

. [ nt in Radi o, ne, || v .
If you are to pe thrilled | Textit fae yo‘u‘f,c"n."i}',','.,ﬂ?,’.h'. That’s music brought to !

and moved with a grear || Relions < erseiont L Aome good You by the new Kel.

- musical masterpiece — || :'J;'v"fu“.T"";‘,'C";',‘"'K-"‘.]"‘“-" f lo Radio. Keyy
M //_)\\\‘N Brove 10 vou i auhe ellogy is gg 10. ellogg

magnificently played — Z’,‘,’;_‘,"’.":,‘.‘ ol el plcaesiimto Radio delights the most
YOu must have pERFgcT (Lo b capable of giving: | discriminating, tone.
radio reception, You — ~ conscious ear. | 1
THE RN S\\\;&“ ] must have such reception as yoy With the new Kellogg you love B
1 get on the New Kellogg Radio radio, notalone for entertainment
s —reception, without hum and ab- ?l']‘l‘;::if?rm:l’"o"dt.’:!' f°? its master- ‘
< . ot Oyalrendition, for j¢s ure,
OH I O Y solutely true to the rendition. unalloyed music. Music a5 neusic
(’@«\\ Lingering and unforgettable . . . 1s when youare Inthe place where
S W\ TRUMBUL like sweet clear carillons. Rich in ;:“"s, l;]el:;lﬁe%l::(};:g.m!;orfvery mef-
AN ) majesty and splendor | . . like eve- ous burst of harmony Y Sonor-
R 83 1 : ALl . harmony comes to
ERIE \! > PORTA ning sunlight shining through rose You true — distinct,
= Wwindows, Every note, every Radio music with 5 new beauty . . [
HURON X = Instrument js itself!'— clear, yn. a new thrilling Magnificence , (
‘S\ = mistakable. that's the new Kellogg Radio. }
= A\ o STARK f»f"_" Kellogg Switchboard & Supply Co., Chicago ‘; ;
it il 1K g i |
e o i
< f| \f
CARROLL
HOLMES  [TUSCAR l
AWAS "
Model No. 515 Model No. 518 odel No. - .f
COSHOCTON HARRISO $169.50 $225.00  Nioar nesiSm 8 | /
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Kellogg Radio Distributed et

Exclusively in this Territory by

2106 Euclid AYe.
The Kelvinator-Cleveland Co. “teeind: ohis

v
W#\‘




The Talking Machine World, New York, Aungust, 1928

——

Y RSy e

How Much of the
PIANO Does Your (¢
| Radio Reprodyce?

PRGNS

“Great—Simply
Great!”

That was the verdict of
all our central New Yon:k
dealers whenthey saw 'thl.f
new Kellogg advertising!

Model 510, 8275
Model s:6, 8375

If your territory is not yet
closed on Kellogg, wire us at
once. You will instantly ap-
preciate the value of the Kel-
logg franchise when you hear
of the splendid sales and ad-
vertising plans we have to
place at your disposal for the
sale of Kellogg Radio.

MAGINE Paderewski attempting to play

alio o,

the low notes, radio music js thin—without
the Second Hungarian Rhapsody on a the high notes, it lacks color and by

illiancy, ‘l
, CLAVICHORD—that primitive piano The charm and true beauty of the music

with only four octaves instead of the ig gone! Q
modern seven!

To realize how beautiful radio music can . c
Would it sound like Paderewski? Would

&
&
&

s\.

€, you must hear the Kelloge. Then you
it give you any true idea ot the fire and hear every note, from the lowest to the l S
brilliancy of the Second Hungarian Rhap-  highest. You get the harmonics and over- : =
sody? Of course not! There would be tones that give each instrument s purity
| lacking the thunderouys peal of the bags— and richness— jn fact,
the twinkling, sparkling
notes of the treble; there
would be lacking most of
the contrast, color ang Variety
of this beautiful, stirring
work, played by a master.

its very identity.
| | &
“You hear it ALL with . é
the KELLOGG" g

Kellogg Switchboard & Supply Co.

Chicago ; VV Owg, 104

OSWEGO

Table f

Model 515 j ¢ Q WAYNE ONONDAGA

b $169.50

That illustrates what hap-
pens to good music when
reproduced by a radio in-
capable of giving you the

- " é ONTARID |3 4,
= 4 S0y / 01SEGO
full range of tones. Lacking hg::},.,s..l,&rs;ﬁs T d Q) <] Q"/G{ ad

= ! o — TCHENANGO
72 RADIO Cathedral Tone
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R~ : V ‘ in this Territory by
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Here is the Quality
Radio story told in
a new and powerful
way. It will sell!

With advertising l.ike this .1111
local newspapers; with the wide
price range and unequalled api
peal of the Kellogg tone anl(
Kellogg furniture, Kellogg ‘dea -
ers are facing a boom season.
A few dealerships are still open.
Wire us thal you want details.

Cathedral
Chartres, France

Cathedraly in all Europe—4

| cAreYou | !

\ ToneC, onscious? || ‘

"Tone-Cons:lousneu" is not a ”
) Matter of musical education. Iy
s rather a natural ability pos.

mellow, sonoroys + oo perfect
tone.

|
To all "To_ne-Com:iou:" peo.

ple, the clorious reproduction of
the Rellogg Radio will he el i

. in Radi .| a
If you are to be thrilled TS, v;,‘f;f},_"{;’,‘.'.":{‘;‘.’;‘.’. | That’s music brought to

and moved with a great ;iﬁ'ﬁf@;‘;‘éﬁ!ﬁ.ﬁ?".ﬁ:&?ﬂ || You by the new Kel-
- SN musical masterpiece — || Innate  thac s ounesy logg Radio Kell

BT NRINGEE Y the radio s, tha Tave . 5K, g g ¢l ogg
~F%7 /’(///'/4 /GN\}\X\\ magnificently played — || :'njov:i‘: s Radio delights the mosgy
¢ Youmusthave pERFECT | Reapabels =T o dlscriminating, tone-

radio reception. You e = conscious ear,
must have sych reception as yoyu With the new Kellogg You love
gct on the New Kellogg Radio radlq. not alo_ne for entertainment
= : : - and information byt Or its master-

reception, without hym and ab d inf t but f

fuland loyalrex_]dinon, for its pure, !
unalloyed music. Music ag music

Lingering and unforgettable , . | 18 When youare in the place where

like sweet clear carillons. Rich in

solutely true to the rendition.

majesty and splendor . . _ Jike eve- ous burst of harmony comes to

ning sunlight shining through rose You true — distinct,

windows. l;vgry note, every Radio music with anew beauty, , . ‘
mstrument ijs itself!— clear, \in.- a new thrilling Magnificence . . . |

mistakable. that’s the new Kellogg Radio.
Kellogg Switchboard & Supply Co., Chicago
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Model No.514 Model No. 515 Model No. 518 Model No. s16—g375 il
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. '
aggressive dealer!

Seldom, if ever have we seen such a combination of appealing merchandise backed
by so powerful an advertising campaign. Though we are new members of the
Kellogg family, we are closing up our territory quickly. If you would like full
details, write or wire us at once.

f: /"l \R%“\

N
HVNXRE YOU “TONE - CONSCIOUS?”?

......

“—the night shall be
' - filled with Music,
L{ And the cares that
wa infest the day » »
Shall fold their tents
like the Arabs » »

, Q2{\USIC! Pure, unalloyed music! What blissful rest it brings .

; to the tired mind —what soothing comfort to the weary soul A n d as si l ent ly

i —as, seated deep in your easy chair, you drink in the rich, glorious, 1)

] colorful tones of some great orchestra playing the inspired music Steal away DV I
of a master! Isn't it worth while to have a really GREAT radio ZLONGFELLOW

in your home? One that brings you the very SOUL of music?—
pouring forth, with exquisite fdelity, the sweet, hushed melody,
the rich, sonorous harmony, the varied tones of every instrument
— blending them all with perfect beauty. Such a Radio is KELLOGG!

Kellogg Switchboard & Supply Co., Chicago

Model 515, $169.50

There is a Kellogg Dealer near you, offering
a full assortment of Kellogg Models for
your selection. They are priced from
$169.50 to $775.00—each one in a cabinet

of good taste and splendid finish. All but
the table Model and Consolette are equipped

; Ze with built-in speaker,makinga COMPLETE
set, ready to operate when plugged into the

light socket. All Models are priced com-

')Vit}l t/ze plete with the famous Kellogg A-C Tubes.

Qathedral Tone
R |

prgrTes Ao
-

Model 514, $493

e N B
e R R

Kellogg Radio
Distributed Exclusively
in this Territory by

Henry J. Rowerdink

82 St. Paul St., Rochester, N.Y.
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That's the verdict—spontaneous and enthu-

., v . . o o

siastic — of the musician— the critic —the
(7 Arceszou man who knmés—\(v)hex(\;. for the first time,
3 1 " he hears the KELLOG pouring forth the
one nsczous? 3 the music of some great orchestra — and
realizes, with his highly sensitive ear, the

exquisite fidelity of the Kellogg to the char- Model 516, $375

Model 519, $275

acteristic tones of every instrument — from

the deep toned bass viol to the bird-like flute.
The purity—the richness — the sweetness—

" the maiest?' and power of Kellogg ton¢ isa

revelation! With a Kellogg in your home,

you are in communion with the very
soul of music!

(7728 RAD l O Do you, for one moment, doubt the pos-
sibility of such perfect reception?

%’l'ﬂl t;’e Then you have never heard
the new KELLOGG!

' % Sathedral Cone
NP o Pa,

FAYETTE CLAﬂON‘

)

N\
Local Newspaper~— 1S Only a part Of BUCHENAN [ DE mﬁﬁﬁc’u“

the selling plans we are ready to lay B
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T} o < CLINTON )
1ere are many things about IOk poee A
dlealeir franchise that e% ery aglglgr;;ls?vgggglgg 5 \ N - /
(SZ':gllllo(i llilr:}(l)\)v._t Y(I)Ju will be interested Y(ﬁf L i Muscm: ¥
o p it. Let us lay these pl , y
fore you. Just wir R IS b~ LOW‘(
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adv.ertising tells the quality
radio story as it has never
been told before

As exclusive distri
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Last-Minute Newg —0_[ ?he Trade

Extensive Advertising Campaign
Planned for Kellogg Radio Line

Weekly Insertions in Metropolitan Dailies
Start in September—Tone of Kellogg Set

An extensive newspaper campaign, starting
the first week in September, will bring to the
attention of millions of readers throughout the
United States the features of Kellogg radio re-
ceivers, manufactured by the Kellogg Switch-
board & Supply Co, Chicago. Metropolitan
dailies and leading newspapers in key cities
throughout the country will be used in the
campaign, which will consist of weekly mser-
tions throughout the season. Full pages, half-
pages and quarter-pages will be used, in black
and white, rotogravure and color rotogravure.

and Leading Newspapers in Key Cities to
Will Be Dominant Feature of Campaign

In each advertisement the individual dis-
tributor’s name will be given a prominent placc
in the copy. In addition, the Kellogg franchisc
includes a liberal advertising allowance plan
which makes it possible for all Kellogg dealers
to have this advertising appear over their own
firm name i the local press.

“The Radio with the Cathedral Tone™” is the
keyvnote around which all Kellogg advertising
this year is built, tone being stressed as the
dominant feature. There will be three distinct
(Continued on page 109)

Four—MO(_lels of Brunsv;fi;:l?

Radio LiEe_ _ére Announced

Two Radio Receivers, a Combination Panatrope-radio Receiver and Cone Loud Speaker
Introduced to Trade—Company Plans Intensive Drive to Launch New Models

An announcement of far-reaching importance
was recently made at the Chicago headquarters
of the Brunswick-Balke-Collender Co., introduc-
ing several models of the new Brunswick radio
1eceivers. Samples of these instruments were
first shown at the Music Industries Convention
in New York City and at the Radio Manufac-
turers’ Convention in Chicago, and on both oc-
casions music dealers from all parts of the coun-
try accorded high enthusiasm to all of the mod-
els displayed by the company.

Detailed descriptions and illustrations of the
two models of straight receiving sets, the Pan-
atrope-radio combination and the Brunswick

speaker, which are the first offerings of the new
line, appear in the Newest 1n Radio section in
this issne of The Talking Machine World. In
design and 1n execution the cabinets housing
these instruments are representative of the artis-
try in fine furnmiture which has alwavs becen
characteristic of Brunswick products. Model 5
KRO, a highboy console, is finished in American
walnut and with doors that fit back flat against
the sides of the cabinet, presents a plcasing
harmony of simple dignity and ornamental de-
tail with high eye-appeal. All the hardware is
in antique oxidized finish. The Panatrope-radio
(Continued on page 100)

Harry Elkan Joins
Symphonic Corp.

Lambert Friedl Announces Appointment
of New Sales Manager—Has Been Iden-
tified With Radio for Several Years

Lambert Friedl, president of the Symphonic
Sales Corp., New York, national saies repre-
sentative for the radio cabinet products of the
Wasmuth-Goodrich Co., Peru, Ind, and manu-
facturer of Symphonic sound boxes, announced
this week the appointment of Harry Elkan
as sales manager of the company. Mr. Elkan,
who will make his headquarters at the execu-
tive offices of the company, 370 Seventh ave-
nue, has already started on his first trip
through Eastern territory and is meeting with
considerable success.

Harry Elkan has been identified with the
radio industry for several years, having for
the past two years been associated with
Stevens & Co., New York, manufacturers of
loud speaker products. He is keenly enthusi-
astic regarding the sales possibilities for the
Wasmuth-Goodrich line of cabinets which is
is now being marketed by represcntative job-
bers throughout the country, and Mr. Elkan’s
past experience in the industry will enable him
to co-operate efficiently with the wholesalers
and retailers of Wasmuth-Goodrich cabinets
as well as the users of Symphonic sound
boxes throughout the country.

New _United Portable
Motor to Be Marketed

The phonograph division of the United Air
Cleaner Co., Chicago, will announce in the near
future a new portable phonograph motor for
the larger portable modets which are appearing
on the market and which are enjoyving increased
popularity. [t is understood that the uew
United motor will have a much larger record-
vlaying capacity than the poputar United motor
No. 2 which has met with unusual success.

The new addition to the United Air Cleaner
Co. plant, southeast of the original structure,
has been completed and part of the machinery
and a large amount of wuew manufacturing
cquipment has already been moved into the
new building. The new addition contains ten
thousand square feet of floor space and is of
the same construction and general design as
the original unit,

Thomas Logan Dead
After Short Illness

Thomas Francis logan, president of the ad-
vertising agency of Lord & Thomas and Logan,
of New York, and one of the most prominent
exccutives in the advertising world, died on
August 9 at his Summer home at Ardslev-on-
Hudson, N. Y., following a short illness.

32a

Sonora Swinging into
Production on Line

Manufacturing Operations of Company’s
Complete Line of Radio and Phono-
graphs Largely Centered at Saginaw

“After scveral months of development and
preparatory work, the Sonora I’honograph Co,
Inc., has started production of its new line of

Percy L. Deutsch
phonographs, radios and combination instru-
ments that are expected to set a new standard
in the industry.,” announced P. l.. Deutsch,
president of the Acoustic Products Co. and the
Sonora PPhonograph Co. The company’s plant
is working at full capacity. The hine of prod-
ucts will be most complete and advance show-
ings of the various instruments, all of which
will be presented to the public in September,
have been most enthusiastically met by dealers

The Sonora Co. is headed by men who have
been closely allied with highly successful con-
cerns in the past and its research facilities are
such that the highest type of product will be
produced. The line to be manufactured for the
Fall trade will include radio receiving sets,
electrical and acoustical phonographs, combina-
tion radio and record-playing instrmments,
dynamic loud speakers, tubes and records.

Manufacturing operations will be largely
centered in the Saginaw, Mich., plant, though
some of the production will be in the com-
pany’s plants in the East. The electrical
apparatus will be manufactured at the Acoustic
Products Manufacturing Co.'s plant located at
Stamford, Conn.

Sonora-Sonatron
Agreement Reached

The Sonora Phonograph Co. and the Sona-
tron Tube Co. have amicably settled the dis-
pute involved in connection with the trade
marking of “Sonatron,” to which opposition was
originally made by the Sonora Phonograph Co.
The Sonora Phonograph Co. has withdrawn all
opposition and has stipulated to permit registra-
tion of the Senatron name and trade-mark.
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New Merchandise for Old
EPLACEMENT sales in radio mean increased sales volume
and they also mean trouble for the dealers unless they are

handled intelligently and cautiously., The dealer who is so anxious
to close a single deal that he will allow for an old outfit a sum far
bevond its real value and likewise far beyond any amount he will be
able to realize from it, is simply fooling himsetf. He has increased
his turnover, it is true, but has done it only by replacing new mer-
chandise for which he has paid or must pay good money for anti-
quated models that are likely to find their way to the junk heap.
The value of any old receiver is simply the amount it can be sold
for after handling and selling costs have been added to the original
allowance. Any other form of operating means cutting into the
profits. which, according to the majority of dealers, are all too small
under any conditions.

Cashing In On Movie Music

HILE discussing the progress of talking movies and the com-
ing of television, it might be well for talking machine record

déalers to consider what great opportunities arc offered by existing
combinati«_)fn.\ of music and films for increased record sales. Hardly
a feature film is released nowadayvs without being accompanied by
some special music written around the theme of the picture, and
with each showing of the picture, that particular musical selection
gains just so much more publicity. Outstanding examples of music
selections that have won tremendous popularity with and through
motion picture features are “Ramona.” and “Laugh, Clown Laugh,”
and there are others of like promise coming along rapidly. The
dealers who have tied up intelligently with the showing of films in
their own communities have realized substantially on record sales
with aggregate results that are fairly impressive.

Selling the Portable—and T hen

PPARENTLY it is another portable phonograph vear, and

no better evidence of the attractiveness of this field can be
found than in the check-up of the number of concerns that have
entered it within recent months. Perhaps. in a good many cases,
the total sales enjoved by some of the pioneer concerns may not
measure up with those of previous vears, for they are being spread
among an increasing number of manufacturers, but in the aggregate
the showing of machines produced and seld for 1928 will be very

substantial, In the old days the sale of a table model or a portable

The Talking Machine 1170rld, New York, August, 1928

was regarded as providing an outlet for records, and in addition
paving the way for the sale of a inore elaborate instrument to the
same customer at a later date. It is a viewpoint that should not be
lost track of today for it still holds good if the plan is followed out
consistently by the retail talking machine dealer.

Wias it the Poor Fighl or the Radio?

HEN Tex Rickard realized nearly $3,000,000 gross as a re-

sult of the Dempsey-Tunney fight in Chicago last vear his’
success was attributed to aggressiveness and good showmanship,
but when he dropped to below a million and took a substantial luss
on the Tunney-Heeney fight in New York last month the radio was
to blame, according to the promoters. It will take more than the
wails of Rickard to convince the sporting public that it was radio
rather than a second-rate fight which caused the trouble. So faras
records show, radio has aided very substantially, rather than
hindered any worth-while event or project. The sporting fraternity
seems to feel that without the radio the Tunney-Heeney battle would
have proven just as much a failure. So that’s that!

Still Depends Upon Merchandising

NLE dealer complains that the discounts on phonograph and

radio merchandise are too small, another that the overhead is
excessive, still another that the field is crowded and vet in every
case there is to be found a competitor who is doing a consistent
and profitable business. In a great majority of cases it all depends
upon the aggressiveness and merchandising ability of the individual.
There 1s one fellow who does the orthodox thing in an orthodox
way and gets orthodox results, while in the next block is another
dealer who gets out of the ruts, uses initiative, and makes money.
Merchandising is not a rule-of-thumb proposition, but still depends
and will always depend, upon individual abitity. The dealer who is
not making a go of it would do well to analyze his personal equip-
ment and his methods before he complains of outside influences.

Radio as a Medium for Service

O\’ER seventy-five per cent of radio owners, according to a

recent survey, make regular use of the time signals over the
radio to regulate their watches and clocks ; over sixty-three per cent
tune in regularly for rehgilous services; fifty-eight per cent depend
upon radio for the weather reports; twentyv-seven per cent maintain
regular interest in university lectures; over twenty-two per cent in
talks on health; eighteen per cent on reports regarding road condi-
tions ; about eleven per cent in stock market reports and so on. For
the dealer who has confined his selling talk and demonstrations to
musical values alone, these many other interests should open up
numerous new avenues for radio sales. If selling entertainment can
produce such wonderful results, then selling radio service should
lead to the establishment of new distributing records, and it does
render real and essential service. '

Making ihe Programs Better

HATEVER may be the final results of the efforts of the

Federal Radio Commission to drive numerous stations off the
air, with a view to clearing up the channels for the benefit of those
stations rendering service regarded as worth while and satisfactory,
it 1s certain that the Commission’s activities have had the effect of
bringing about a distinct improvement in broadcast programs gen-
erally. One has but to compare this Summer's program with those
of last Summer to appreciate this progress, and even further im-
provement is promised by various stations in the Fall.

HE official announcement of the placing on the market of Edison

radio recetvers and radio-phonograph combinations, made this
month, has been received with wide interest by both phonograph and
radio divisions of the trade as marking the eatrance of the earhest
of phonograph manufacturers into the radio field. The placing of
the name Edison on radio has not been a matter of impulse but of
careful consideration, and there is no question but that its signifi-
cance will be widely appreciated because of Thos. A. Edison's
prominence in the electrical and music reproducing fields. Its effect
upon the public in its relation to the development of radio interest
will be well worth watching.
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The Newest Creation in
Radio Cabinet Design

The Popular Hit of the Chicago Show

THE CASWELL-RUNYAN CO.

HUNTINGTON, INDIANA
Consoles With Personality

CONSOLE Number 25—List Price $112.00

Beauty of design and finish—spacious stationary com-
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partments and drawers—make this Radio Console most

lrgitre

desirable, and its dual use adds an economy feature
unexpected in a console of such superb design.
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Furnished with installation panels for any standard set.

Sold Direct to Jobbers

NI
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PhOtOS R el Wl aTR L._tt_lki_._:-xr
Descriptions

Prices

of this and other Caswell-Runvan Consoles, Tables and
Cabinets will gladly be sent you on request. Write for our
booklet showing the entire 1928-1929 line of new ‘“‘consoles
with personality.”

The Casweli-Runyan Co.

HUNTINGTON, INDIANA
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Number 25—List $112.00
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Last-Minute News of the Trade

W. g._Nevin Joins
Sterling Mfg. Co.

Appointed Sales Manager of Prominent
Manufacturer of Radio Speakers and
Accessories Located in Cleveland

CreverLaxn, O., August 7—William B. Nevin,
well known throughout the radio industry, has
been appointed sales mianager of the Sterling
AManufacturing Co., of this city, one of the iore
most manufacturers of radio accessories and
whose latest product is a complete line of dy-
namic and magnetic loud speakers. Mr. Nevin

W. B. Nevin

has been identified with the radio trade for over
ten years, his sales experience dating back to
1920, when he was sales and advertising man-
ager for John Firth & Co., of New York. The
advertising which he prepared at that time for
such products as Baldwin phones, Vocaloud
loud speakers and similar products set a stand-
ard in radio publicity at that time for effective-
riess and timeliness.

In 1922 Mr. Nevin became sales and advertis-
ing manager of the Colin B. Kennedy Corp.,
of St. Louis and San Francisco, and attained
ontstanding success in this important work.
After leaving the Kennedy organization Mr.
Nevin became a stockholder and officer of the
Operadio Corp. of Chicago, with an office in
New York in charge of Eastern sales. For
over a year he has been associated with the
Sterling Manufacturing Co. and a short time
ago took over the sales and advertising for
this well-known organization. He believes that
the coming season will be the biggest in the
history of radio from the standpoint of gross
sales, pointing out that the average fan is now
sold on electric socket operation and, moreover,
the general adoption of power amplification
with a corresponding improvement in tone qual-
ity will make for increased confidence in radio
performance.

“Lyric”’ Chosen as
Name for New Sets

“Lyric,” according to Otto N. Frankfort,
vice-president in charge of sales of the All-
American Mohawk Corp., Chicago, is the name
by which the new six- and eight-tube radio
receivers manufactured by this firm wili be
known. At the annual Radio Trade Show held
in Chicago in June the All-American Mohawk
line was officially presented to the trade, and,

according to Mr. Frankfort, “Lyric” as the
trade name for these receivers was finally de-
cided upon a short time ago.

“Lyric” is not new to radio dealers or the
public, for radio transformers manufactured by
the All-American Radio Corp. under the name
“Lyric” became internationally known for qual-
ity, performance and a rich, mellow tone.
“Lvric” transformers, it is claimed, are the
largest-sclling radio transformers in the world.
These transformers are used exclusively in the
new All-American Mohawk six- and eight-tube
receivers because of their known dependability
and performance. Mr. Frankfort stated that
the widespread appreciation of the importance
of sood transformers in accurate, clear-cut re-
production made the choice of “Lyric” as the
name of the new line a simple one.

Under the personal supervision of Mr. Frank-
fort, an advertising campaign, conservative in
language but of ample size, is virtually com-
plete, and is scheduled for release within a
short time. Newspapers will occupy an im-
portant position in bringing “Lyric” radio
receivers before the public.

E. H. McCarthy Joins
the Majestic Staff

Popular Radio and Phonograph Executive
in Charge of Operations in Metropolitan
Territory—Long Identified With Trade

E. H. McCarthy, for the past five vears vice-
president and general sales manager of the
Symphonic Sales Corp., New York, is now in
charge of metropolitan operations for the
Grigsby-Grunow Co., through Herbert E.
Young's office, 33 West Forty-second street.
New York. NMr. McCarthy retired from the
Symphonic organization on August 1, taking
with him the cordial good wishes of Lambert
Fried], head of this company, and the other
members of the staff.

Majestic dealers and jobbers in metropolitan
territory will welcome the appointment of Mr.
McCarthy, for he has been identified with the
merchandising of phonograph and radio prod-
ucts for over ten years. He is thoroughly
familiar with the retailer~’ sales problems as
10r over five vears he was in charge of the
Columbia Phonograph Co.’s advertising and
dealer service department in  Boston. He
therefore brings to his new work a thorough
familiarity with merchandising activities which
will enable him to co-operate advantageously
with Majestic wholesalersand retailers through-
out the territory.

Electrical Research
Labs. RCA Licensee

Electrical Research Laboratories, Chicago,
have been granted a license by the Radio Corp.
ol America to manufacture Erla radio products
under the patents of the Radio Corp., General
Electric Co., Westinghouse Electric & Mig. Co.,
and the American Telephone & Telegraph Co.
George Pearson, president, and Fred Wellman,
vice-president and general manager, of the Erla
organization, were in New York recently nego-
tiating with David Sarnoff, vice-president of
the Radio Corp. of America, and the license was
aranted a few weeks ago. Electrical Research
Laboratories manufacture six- and seven-tube
radio receivers, dynamic speakers, an electrical
phonograph pickup and phonograph amplifier.
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RMA Convention and
Trade Show 1929 Plans

Industry’s Conclave to Take Place Some
Time Between May 15 and June 15—
Meeting Place Not Yet Decided

Announcement that the Fifth Annual Conven-
tion and Third Annual Trade Show of the
Radio Manufacturers’ Association would be
held in the late Spring of 1929 has been made
by Major Herbert Frost, president RMA.

When the Fourth Annual Convention and

Major Herbert H. Frost
Trade Show, at Chicago, last June, drew 24,657
of the country's radio dealers, jobbers and
manufacturers, and thereby set an all-time rec-
ord, enterprising cities with go-getting conven-
tion bureaus attached to local Chambers of
Commerce become radio-conscious.

Now RMA officials are being besieged with
invitations from half a hundred cities, each con-
vinced that it has the most to offer the radio
men of the country. Consequently the exact
place for holding the next convention and
Trade Show is undecided. It is known, how-
ever, that the officials of the radio manufac-
turers give due consideration to the trade in
its preference for meeting somewhere near the
center of the nation’s population. This leads to
the view that Chicago will offer some serious
competition to other cities.

Some time between May 13 and June 13
(1929) is tentatively named as the bracket dates
between which the convention will be held.
Two other national radio associations will hold
meetings of their own concurrently with the
RMA. They are the Federated Radio Trade
Association and the National Association of
Broadcasters, which, with the RMA, compose
the radio triangle. Each maintains its separate
identity, attempts the solution of its own prob-
lems, but works together for the improvement
and betterment of radio. The Radio World's
Fair, which this vear is to be held in Madison
Square Garden, September 17 to 22, and the
Chicago Radio Show to be held October 8 to
14, are the two public shows which the Radio
Manufacturers’ Association sponsors.

The Baird Television Corp., of Delaware,
chartered with a capitalization of 1,000,000
shares of no par value, has absorbed the Baird
Development Corp. of New York. Early in

May it was announced that an American syn-
dicate has purchased the United States, Cana-
dian and Mexican rights of the Baird Television
Development Co. of London.

-3
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The Bloc Type Tone

Chamber y
Designed to give accurate repro- \ The Opera dio
duction. The tone chamberisan X ,/ D . .
exponential air eolumn cast in a ‘ g il Unit
solid monolithic bloc of a newlight Incorporates decisive improve-
weight material, **Voealite®’ which is \ / ments in power reproduction. Man-
absolutely inert,non-vibrating and un- ufactured under speeial Operadio

affected by any climatic conditions. Air

/ designs to handle the output of the
columns 30 to 84 inehes.

largest sets Dbnilt regardless of the

stages of power amplification used,
without trace of distortion, blasting or
rattling. S Volt D. C. 835

110 VoIt D. C. $40 100 Volt A. C. $50

The The
Junior > Senior
$15.00 $25.00

The New Senior is last year’s most popular
model, improved in performanee with many
refinements of design and finish. Either will
deliver satisfactorily the output of any set up
to and ineluding five and six tube neutro-
dynes, superhetrodynes, etc. using the 201-A
type tubes. Great volume, range and sensi-
tivity. The Junior has a 30 inch air eolumn,
Senior a 54 inch air column,

The Geneva
A table model Dynamie Speaker, scientifi-
cally construeied with a sounding board giv-
ing maximum baffle effcet. Beautiful in de-
sign and finished in rich walnut. Furnished
with Dvnamie Unit. 6 Volt D. C. 855;
110 Voilt D. C. $60 110 Volt A. C. 870

|
{:
|
[",\,_ L

The WESFMINSTER

The newest and finest of the Operadio Air Col-
ummn Spcakers. May be connected to any set
and will handle the output of any standard amp-
lifier system up to and ineluding the 171 tube.
Has a 61 inch air column. PRICE, £35.00

) The St. Charles

The Barcelona

A beautiful cabinet model Dynamie Speaker
whieh will handle and give tremendous vol-
ume with undistorted tone fidelity. Reec-
ommended for sets employing power tubes
or equipped with seperate amplifiers using

A very attraciive speaker table of spanish de-
sign equipped with a 54 ineh air colnmn, A
beautiful eahinet that is also designed to ac-
commodate any standard radio set.

Price, $42.50 power tubes. 6 Volt D. C. 870
Eio S The Bel Canto ; 110 Volt D. C. $80 110 Volt A, C. $90
Mauufacturer - Obtainable with an 84 in. air eol- Sales Department

OPERADIO MFG. CO. or 110 Vol 15‘.;{:'.' A ',E“'iﬁt}f"gr’ ﬁli‘;giful.) a The ZINKE COMPANY
St‘ Charles, IllinOis bé)::lrs?:(l"i)n (:)(:ml:;;b:lia(::p\l'litllfre]i.llle:'“z?i: c?)lillll:l‘lll): 1323-25 S. N[i(‘lligan Ave.

GREATER CHICAGO DISTRICT or Dynamie Units. Priee Range, $80 to $275 CHICAGO, ILLINOIS
—Pueifie Coast prices slightly higher ?

S
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NewMbtal Arr Column L Horns Are

2. THESE WONDERFUL NEW PORTABLES PRO-
k. DUCED by CARRYOLA, the World’s largest
exclusive portable Manufacturers—quality and
volume production made this possible! CAR-
RYOLA was the first to market portables at
$15.00 and $25.00 — the first to build a /
junior motor playing two selections and a /
master motor to play three! CARRYOLA
has its own steel and brass foundry
—motor plant—tool making—metal
stamping — nickel and gold plating
woodworking — cutting — emboss-
ing — air brushing and assembling
departments — everything from ‘J
the crude metal in the foundry &+
to the finished product, ex- I
cepting fabrikoids supplied
by DuPont— CARRYOLA
will continue to grow and
1s constantly developing
new i1deas for the
benefit of music and
radio trade.

MODEL TWENTY
(Metal Horn)

A truly outstanding value in its price class, having a
long air column metal horn (as shown above! producing
true tone quality and abundance of volume — nickel
plated hardware — two record spring motor — mezal
tone arm — sensitive Duro aluminum metal diaphragm

made in three colors of genuine DuPont fabrikoid in
black, blue or brown with inside linings to match —
plush covered turn tables to harmonize — wood album
holds 15 records. Measurements 714 inches high, 12
inches wide and 1434 inches long, weight 12 pounds.

MODEL THIRTY
(Metal Horn)

The most remarkable value in portables today. 50 inch
air column metal horn (as shown above) constructed
according to the exponential curve theory, a product
of our own laboratory. Heavy nickel plated hardware
— large motor plays three records with one winding —
patented Bakelite tone arm — beautiful Bakelite repro-
ducer with patented tripod diaphragm ~— special
patented lock catches — exclusive DuPont fabrikoid in
5 colors black, blue, green, brown and red. with linings

4
- 4 to match —plush covered turn tables. Measurements
814 inches high, 123{ inches wide and 16 inches long
' ~—weight 19 pounds.

Retails at $15.00 \ 4 Retails at $25.00

(5

THE CARRYOLA COMPANY 9 AMERICA
T . WORLDS LARGEST MANUFACTURERS
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Portables

Greeted Enthusiastically by Tiade

MUSIC AND RADIO DEALERS EVERYWHERE
should acquaint themselves with the unlimited
possibilities of CARRYOLAS many new models

embodying both mechanical and electrical
reproducing innovations. Many exclusive
patented features embodied in CARRY-
OLA portables in the past and NOW the
new exponential curve type long air col-
umn horns and electric pickup instru-
ments capable of producing music
equal to that of large and more ex-
pensive phonographs are the rea-
son for CARRYOLAS marvelous
strides in the music industry.
CARRYOLAS sales organiza-
tion are experienced phono-
graph men who know your
problems, and are at your
service! Dealers— write
for complete informa- |
tion and address of  SEEET
your neare s't dis t_l:"’li- of your Radio sct. Records played through loud spesse
butor now!

with increased volume and rich tone. Volume control
built in. Fabrikoid case. $20.00 with spring motor
$38.50 with electric motor; AC or DC form.

MODEL FORTY
(Metal Horn)

A wonder portable for appearance, tone quality and
volume. 60 inch air column metal horn, (as shown
2hove) our own laboratory product made according to
the exponential curve theory. Heavy gold plated hard-
ware — special spring motor plays three* records —
automatic stop — Bakelite tone arm — Bakelite repro-
ducer with patented tripod diaphragm—plush covered
turn table, patented automatic album holder and lid
support — lacquered wood finish inside — outside
covering extra heavy fabrikoid in two colors, brown or

i i 1 g L attach cord tips to prong of the detector tube and to
hl?Ck' M?surements o ”‘Cz‘es ol e round post of radio set. Records reproduced electrical-
wide, 1734 inches long, weight 23 pounds. %&%‘}‘%— ly through Radio speaker. Volume control built in.

Retails at $35.00 i i

$7:50 list. AC or DC form.

MILWAUKEE ~~~WISCONSIN

CARRYOLA ELECTRIC PICKUP can be
used with any Radio set and phonograpb. Simply re-
place the reproducer with the pickup furnished and
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Interesting Events of
the Trade in Pictures

Left — Stewari-
Warner Series
| “800° radio sets
delivered to Indi-
anapolis in record
hop. From left
to neht: Pilot of
the plane: L. L.
Banford. Indian-
apolis  distributor
for Stewart-War
ner: plane’s me-
chanic. and V. L.
Bolton. manager of
the National Furni-
ture Co.

Right—An Antcater
Kent triumvirate—
Ray Thomas.
Southeorn Califor-
nia Aticater Kent
distributor: Allen
McQuhae. Irish
tenor and the
“largest radio in
the world” which
Mr. Thomas manip.
ulated.

Left—iT alter Johnson. man-
ager of the Newark Bears
and one of ‘the greates:
pitchers erer in busebdll. re-
cetring an Atcater Kent AC
radio set from Citv Commis
sioner Howe on  “Walter
Johnson Day” i the teamn s
stadium, Newark. N. |. The
set was a gift of B. & O.
Inc.. Aticater Kent jobber

al

-

Right—Sales stuff of the Am.
rad Corp. Back row—left to
right: R. U. Clark. 3rd:
Carl J. Main: D. A. Betts:
E. H. Troan: L. B. Trefry,
C. J. Smith. Front row—
left to right: R. M. Lowriz:
James J. Nolan. IT estern
Division Manager: T . H.
Lyon. General Sales Man-
ager: W. L. King. Eastern
Division Manager. and J. A.
Malout

Below—International Jury (seated) in Columbia Phonograph Co.’s Schubert
Centennial Contest 1chich awarded $10.000 prize to Kurt -tterberg of
Siceden for an original symphony. Left to right: Adolfo Saluzar. Spain:
Alexander Glazunow. Russia: Guido Adler. Austria: Donald Francis Torey,
England; Dr. Richard Schmitz. Austrian Minister of Education, (non
juror); Dr. Michael Haimsch. president of Austria. (non juror): Walter
Damrosch. America. Chairman of Jury; Emil Mlynarski. Poland: Unspe-
cified lady: Franco Alfano. lialy; Max Schillings. Germany, and Carl
Nielson. Scandinaria

i

e — —— o - —

Above—The attractive nianner in which the Sparks-Withington Co. presented
its new line of Sparton Equassone radio receivers to its 1cholesale representa-
tives at the jobbers convention held at the cormipany’s plant at. Jackson. Mich.,
recently. Similar displavs are being used at the dealer meetings which are
now being held throughout the country and at which company officials are
explaining the features of the new line. A number of these dealer catherings
have «lready been held and in ervery instance the correspondents of The
Talking Machine World report that the enthusiasm with which the trade
grected the new models cannot be stressed too much. The advertising de-
partment of the Sparks-Withington Co. has prepared a large amount of material
to assist dealers in launching their camipaigns on the neiww Equasonne models
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Sponsorship of Musical Activity
Aids Sonora Dealer to Success

Lester Cox, President of the Ozark Motor & Supply Co., Has Had Long E;cperienCe in
Music Industry—Prepares for Active Campaign on Sonora Phonograph-Radio Line

Largely as the result of continuous sponsor-
ing of musical activities and seven years of
hard work in the music industry, Lester Cox,

Lester Cox
president of the Ozark Motor & Supply Co.,
of Springfield, Mo., distributor for the Sonora
Phonograph Co., Inc., in eastern Missouri, has
become one of the most successful retail op-

erators in the music industry.
Mr. Cox says regarding his business suc-
cess, “It has been purely a question of hard

plugging and keeping on the job.” Then in
the next breath he adds, “I am a great be-
liever in luck. The harder I work the more
luck I seem to have.” Perhaps it is luck, but
with the modification he expresses it sounds
more like plain intelligent hard work that has
brought the success he chooses to call luck.

Mr. Cox has for years been an advocate of
good music. The Boy Scout Band in Spring-
field,. Missouri, is the largest in the United
States, having approximately three hundred and
sixty-five members. There are ,more public
school students enrolled in music in Spring-
field than in any other city its size in the coun-
try. This interest in music is largely due to
Mr. Cox’s efforts. In addition to this he has
sponsored the Civic Music Association, which
has been responsible for the development of
all the musical activities in his territory and
has helped to promote the musical interests of
the entire community and the country sur-
rounding it.

Mr. Cox’s ability to organize and to build
up organization loyalty to a remarkable de-
gree, either in business or out, has undoubtedly
been responsible for his outstanding success.
But what is more interesting to those who
work for and with Mr. Cox is the fact that he
has a reputation for building men, and, though
young, has developed a number of successful
business men.

“My main thought all the way along in sell-
ing musical merchandise,” Mr. Cox is quoted
as saying, “is to take it away from the old idea
of selling the piece of merchandise and in turn
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having a standard approach for all our men
on the various articles of musical instruments,
so that everyone would tell the same story,
telling what it does, not how it does it.”

Mr. Cox started in business in 1915 as a sales-
man for the Langenberg Milling Co., of St.
Louis. It was not long before he became sales
manager, but resigned in 1917 to enter the
United States Air Service, where he made™an
enviable record as a pursuit pilot. When 'he
left the army in 1919 Mr. Cox organized and
managed the M. & W. Motor Co., distrjp'utor
for Studebaker Motor Cars throughout south-
western Missouri, southeastern Kansas and
northeastern Oklahoma. In 1921 he purchased
an interest in the Martin. Bros. Piano Co. of
Springfield, Mo., becoming secretary and gen-
eral manager of that company and vice-presi-
dent of the Martin Finance Co., in which
capacities he served until he purchased the con-
trolling interest in the Ozark Motor & Supply
Co. on Jamwary first of this year, and became
president ¢} the company.

This company is now laying plans for an
intensive sales campaign in connection with
the new line of Sonora instruments which will
be on the market by September. This line will
be most complete, including radio sets, electri-
cal and acoustical phonographs and combina-
tions, electric reproducing instruments, loud
speakers, records, etc.

Declares Public Is Sold
on Combination Models

Public acceptance of the combined radio and
phonograph was recently stressed by R. P.
VanZile, Chicago district manager of Fada
radio. “The public is sold on apparatus that
makes it possible to utilize the phonograph as
well as the radio, particularly through electric
pick-up devices,” said Mr. VanZile. “From tlie
trade viewpoint this is an exceedingly interest-
ing development.”

The name Temple and its
Compelling Significance

struction.

Temple Air Column
Speaker §29

the tonal range.

Model 20
Temple Air Chrome
Speaker $3%

in Speaker Design.”
where for its laboratory and manufacturing facilities, that is why TEMPLE is synonymous with quality.

The Temple laboratory staff, headed by Prof. Paul G. Andres, consists of nine graduate engineers.
These men are constantly at work developing reproducers worthy of the Temple name.
speakers, therefore, are not the result of mere ideas, but of careful and painstaking research in an
electro-acoustical laboratory that is second to none in the country.

These factors account for the immediate acceptance of the two new Temple offerings—the new
Model 15 Air Column and the new Model 20 Temple Air Chrome speakers.
known mathematically correct exponential Air Column made famous by TEMPLE, and now at a point
of perfection never before approached. Model 20 is the sensational Temple Air Chrome—a new and
Its open radiator consists of two sections instead of

startling development in the reproducer field.
one, driven by the powerful Temple Double Action unit, thus substantially increasing the volume and

HE name TEMPLE is recognized wherever radio exists as perfection in speaker design and con-
And herein lies a tale of an organization that has earned the naime of being “Leaders

An exacting standard of measurement—an organization that is unequalled any-

Temple

Model 15 is the well-

DEALERS—WRITE FOR FULL PARTICULARS

TEMPLE, INC.

é 1915 S. Western Avenue
i o

Chicago, U. S. A.

| LEADERS IN SPEAKER DESIGN \_
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Photo is actual : - - o - Fifteen Different
size of speaker . _— Color Combinations
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t Last!

AN

ELECTRIC
TURNTABLE

that cannot
create noises

m

Radio-Phonograph
Loudspeakers

HE Bodine Type RC-10 Elec-

tric Turntable is a high-torque
spring-supported electric turntable
with a reliable Bodine Induction
Motor. There are no brushes or
commutator to cause trouble or
create crackling noises in the loud-
speaker.

The surest way to eliminate noise
and motor interference in electric
phonographs is to use an electric
turntable with an induction motor.
Brushes and commutators will
spark, no matter how carefully they
are made.

Reliability and noiseless operation
make this electric turntable ideal
for phonographs and radio-phono-
graph combinations.

Exceptional Features
of the Bodine Type RC-10
Electric Turntable

No brushes or commutator to cause
noises in the loudspeaker.

Spring support absorbs any vibration.
Mechanically noiseless operation.
Accurate governor control
Compact unit construction.

—

@B &> GO

Mail the Coupon today!

BODINE ELECTRIC COMPANY
2270 W. Ohio Street, Chicago, IlL

d me complete information and
prﬁleesasgnset:e Bodine Type RC-10 Electric
Turntable.

Company

Address
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Peerless Announces
Champion Portable

New Instrument Has a Double Spring
Motor and Other Important Features—
It is a Popular-Priced Product

’
The Peerless Album Co.,, New York, has an-

nounced to the trade a new portable, the Peer-
iess Champion, which is said to be the only
portable on tne market with a double spring
motor retailing at the popular price of $20.

“This is a real opportunity for the dealer and
the public,” said Phil Ravis, president of the
Peerless Album Co. “It is made possible
through a fortunate purchase of the entire stock
of two-spring portable motors of a leading man-
ufacturer. This motor was formerly used in
machines retailing at 835 and $50. The Peer-
.ess Lhampion plays three records in one wind-
ing, has a decorated record box in colors, full-
sized piano hinge, nickel-plated hardware S-
-haped tone-arm and Add-A-Tone reproducer,
and is finished in heavy DuPont fabrikoid with
contrasting border effects. While our purchase
comprised a large number of motors, our pro-
duction on the Peerless Champion will neces-
sarily be limnited to the quantity of motors in
hand and it is a case of first come first served
on this special buy.”

Mr. Ravis stated that the Peerless factory is
now operating at capacity on the regular line
of portables and albums, in addition to the
Champion, all of which are in demand.

Demonstrate Radio
Picture Broadcast

First Showing of Cooley Rayfoto System
of Transmitting and Recording Radio
Pictures in the Home

The New York trade was invited to attend
the first private showing and demonstration of
the Cooley Rayfoto System of transmitting and
recording high-speed radio pictures in the home.

The affair was held at the Hotel Mayflower
on July 9 and 10 from 10 in the morning until
10 at night, and was under the personal direc-
tion of Edgar H. Felix, of the Radiovision
Corp, New York, owners of the Cooley Ray-
foto System and manufacturers of the Cooley
Rayfoto Receiving Kit. The sending and re-
ceiving apparatus were at opposite ends of the
same room and the visitors were able to wit-
ress the demonstration of the sending and
receiving of the picture at one time.

Literature and signs called attention that
four broadcasting stations had adopted the
Cooley System for broadcasting pictures and
were sending out pictures at regular intervals
ior owners of Cooley Kits.

Closely co-operating with the Radiovision
Corp. was the Foster-Saphin Co., factory rep-
resentative in the metropolitan territory. Both
Byron Foster and Al Saphin were present to
greet their many friends in the metropolitan
trade. Both were formerly connected in radio
and talking machine circles. Byron Foster, it
will be remembered, was at one time president
of the Brilliantone Steel Needle Co. and later
was identified with the Davega-Knickerbocker
interests. He is also active in the affairs of
the Talking Machine & Radio Men, Inc., the
Metropolitan trade association.

Demand Broadcast Time

Declaring that there is room on the air for
all existing broadcasting stations the Inde-
pendent Broadcasters’ Association presented
resolutions to the Federal Radio Commission
demanding the immediate allotment of a “major
portion” of the nation’s radio facilities to in-
dependent community stations.

New Sonora Portable
Arouses Enthusiasm

Durability, Forty-three-Inch Tone Cham-
ber and New Type Reproducer Are
Features of Latest Sonora Product

The arrival of the new Sonora portable
rhonograph has been marked by great enthusi-
asm with which dealers and buying public alike
have acclaimed it. The Sonora portable is small
in size and light in weight, but its steel frame
insures durability. The portable is encased in

New Sonora Portable

a heavy Spanish-grain morrocoline. It has a
forty-three-inch sealed air column tone cham-
ber, air-tight from soundbox to flare. This
feature, and the new bellows type Sonora re-
producer, it is claimed, results in mellowness
of tone and depth of reproduction. The re-
producer is a bellows type soundbox specially
adapted to this instrument. The motor is of
the long-playing, easy-winding type. All the
interior hardware is gold finished, the exterior
trimmings solid brass.

An extensive dealer-help campaign has been
inaugurated and will be supported by trade pub-
lication adve-tising. Four-color descriptive book-
iets and direct mail campaigns have been pre-
pared for use by dealers. The window-display
material for the Sonora portable is unique.
Seven individual cut-outs, lithographed in eight
colors, depict a camping scene at a lake side.
The scene is realistic and arresting. In addi-
tion to this there are lithographed window
streamers and other material

The Sonora portable is the first of the new
line of instruments of the Sonora Phonograph
Co.,, Inc. Others, including radio sets, elec-
trical and acoustical phonographs and combina-
tions, electrical reproducing instruments, loud
speakers, records, etc., will follow in rapid suc-
cession, it is announced by the company.

Fada Dealers Meet

A meeting of Fada retailers for the purpose
of discussing dealer problems was recently held
at Bridgeport, Conn., by Post & Lester, New
England distributors. for F. A. D. Andrea, Inc.
Among those who attended from the Fada plant
at Long Island City were R. M. Klein, general
manager; C. M. Sherwood, metropolitan sales
representative; F. X. Rettenmeyer, of the Fada
engineering staff, and H. J. Winsten, advertis-
ing counsel. -

Introduce the “Adrianola”

A company is in process of formation which
will soon be incorporated for $100,000 to manu-
facture the ‘“Adrianola” automatic phonograph
in Fond du Lac, Wis. Sylvester Adrian and
his brother, Matthew Adrian, are interested in
the enterprise, the former being the inventor.
The new corporation will have its manufac-
turing plant at 22 East Second street, Fond du
Lac, with offices in Milwaukee.
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WNSTANTF
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At the Crosley-Amrad Convention there was a
spontaneous and enthusiastic interest in the all-
electric models of the

|||ii||l|||i||||” I
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Symphonic Series

At the Chicago Trade Show thousands
of retail dealers crystallized this enthu-
siasm by applying for the Amrad
franchise.
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You owe it to yourself and to your customers

Kyg:t The Opera to see and to hear this line. Each model is The Sonata
. Combination radio and_elec- all-electric; each has a builtin Dynamic Handsome console of wal-
tﬁncaldpli]omzlgraph.d Rllchly . . nut with decorative panels
faured, fandoarved walnug Power Speaker; each is encased in a hand- GO ot o o iezoll g
] ) 3 A . wood. e m modern,.
mlt_g;,relyl)yg:ggcal,pgg;te}; some cabinet-—and the prices are amazingly purely clectrical radio ?)“y‘f

k d il ted : i i
e T low for radio sets of such outstanding qual- el S
Price $875 ' ) :
(without tubes) ity and performance. (wf:;loc::t ﬁﬂ’lfes)

SPECIAL FEATURES

The chassis includes a tone control in
the rear of the Chassis, enabling the

The Nocturne

Console model in
walnut, built- in
Dynamic speaker.
Purely electrical.
Illuminated single
dial control and
hronze escutcheon
plate enameled in
color Douhle
shielded.

Price $295
(without tubes)

user to adjust the tone of the receiver
to suit his taste, emphasizing either
the high or the low notes,

It also has an electrical phonograph
pick-up attachment which becomes ef-
fective hy throwing a small switch,
employing the audio amplifying system
and electric dynamic speaker for phono-
graphs of any type—giving the full
richness and volume of tone, even in
the case of small portable phonographs,
One of the outstanding features is that
which permits the use of the electrical
connection for the receiver (through
the lamp socket) as an antenna and
ground 1in which case neither outdoor
nor indoor antenna is necessary. Best
results, however, can he ohtained hy
use of an outdoor antenna and ground
wire. The principal use of the antenna
plug-in is 1in demonstrating the re-
ceiver either in the home or in the
display room.

The Concerto

Beautifully ro-
portioned modern
cabinet of Amer-
ican and oriental
walnut. Electric
Dynamic power
speaker built 1nto
cahinet, Purely
electrical, single
dial control.
Price $320
(without tuhes)

THE AMRAD CORPORATION

MEDFORD HILLSIDE, MASS. 2235 S. La Salle St., Chicago, Ill.
J. E. HAHN, President PoweL CrosLey, Jr.,, Chr. of the Board
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AMMUNITI()N! .o

Good men make a good army but victory comes only to

the army with a full supply of ammunition! " Like thousands
of other dealers you may be all set in a good location with the
right kind of a store, but have you got the right kind of am-
munition? ° Every radio dealer must have the ammunition
of victory. * Not merely new merchandise of great distinction

of design and mechanical excellence but merchandise backed
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by a name which is on the tongue of the nation! 7 Adver-
tising by word of mouth, by magazines, newspapers and by
radio has rolled up a great tide of fame and demand. © This

is the ammunition you can use and conquer with! And

Kolster' has it ! " Get the new I{Olster ‘| Drop us a line today and we will send

you pictures of the merchandise in a de

SetS, display them, demonStrate them luxe volume, together with full details of

the Kolster selling and advertising plans.

and dO the bUSineSS. 7 7 7 7 7 © 1928, Kolster Radio Corporation, Newark, N. J.



Drastic Changé in Policy
Aids Gimbel’s Business

Opening of New Music Section Brought Changes
in Merchandise and Methods—Proven Successful

New York departinent store, moved the

music sections to an entirely different
location, opening a street level store that ex-
tended from one block to another with a great
amount of window display space facing both
streets. Coincident with the move, a new
manager was appointed for the talking machine
and radio departments and a drastic change in
the establishment’s policy was decided upon.

William Schneider, who for some time past
had made an enviablc reputation for himself as
manager and buyer of the talking machine de-
partment of Bloomingdale’s, was appointed as
buyer of the departments in the new store.
Undcr his direction the music-radio sections of
the Gimbel establishment has completed a most
satisfactory year, considering the change in lo-
cation and the more important change in policy.

Formerly the Gimbel store specialized in dis
posing of vast quantities of liquidated merchan-
dise. These sales, with the utmost in price ap-
peal as their outstanding factor, moved a great
quantity of radio receivers. Terms were ex-
tremely reasonable, purchasers being called
upon to make only small payments and to con-
tinuc monthly payments over a period of from
one year to eighteen months. The results from
this type of selling were not long in making
themselves apparent. Servicing charges ran
high. The amount of repossessions was out of
all proportion.

With the advent of the new management the
policy was changed. Only standard merchan-
dise was, and is, carried. Instalment sales are
made on the basis of one-third down, balance
within six months. The results of this policy,
according to Mr. Schneider, are a substantial
and satisfactory business, with better profits,
less servicing and repossessions kept down to a
minimum.

3. BOUT fifteen months ago Gimbel Bros,,

There are a number of factors responsible for
the success which the Gimbel store has enjoyed
for the past year. Aside from the quality of
merchandise carried and the method of opera-
tion, the store’s location must be awarded a

that would not be attracted to a music section
in a department store that was located on an
upper floor and would necessitate visits through
crowded aisles.

Consistent advertising has also played its part
in sustaining business and advertisements of the
Gimbel music section appear regularly in all
the leading metropolitan newspapers.

In a recent interview with The Talking Ma-
chine World William Schneider commented
upon the present trend toward the AC oper-
ated radio receivers, stating that practically

every prospective customer is insistent upon
direct AC operation. The combination instru-
ments are also faring well in popular favor.
During the past few months the modernistic
style radio receiver has come in for a share of

proportion of the credit. Located between
Sixth and Seventh avenues on Thirty-second
and Thirty-first streets in quarters especially
designed for music warerooms with ample space
for display and demonstration, customers are
naturally attracted. A large and varied stock
of radio receivers of the four or five leading
makes is alwvays on the floor with an assort-
ment of cabinets to please the most fastidious.
The fact that the store is located on the street
level has also had its effect in bringing in trade

WANTED!
By Radio Fans

THE
ELECTRAD
LEAD.IN

For Outdoor
Aerial

A really better Lead-In. Fits
under locked window or doors;
bends any shape. Triple-ply
insulation, 10 inches long,

cannot short-circuit. List 25c. ;’

{

<

Listed by Na-
tional Board
of Fire
Underwriters

 ELECTRAD
LAMP
SOCKET
ANTENNA

Ends the need of aerials and
lightning arresters at omne
stroke. Makes any electrical
outlet am aerial, Reduces
interference. A distance get-

Complete FREE Circulars on Request
U Dept. G-8, 175 Varick Street, New York ]

ter. Uses no current, and
SAFE. List, $1.00

ELECTRADxu«

40

Artistic and Eye-Arresting Display Stged by Gimbel Bros.

the public’s favor and with the advent of the
".',n;‘e—'\""wa 3

Atwater Kent mod-
ernistic AC receiver,
a display of which
occupied the store’s
window for some
weeks, many of
these instruments
were sold. The in-
clination toward
cabinets finished in
the moderni stic
manner has led Mr.
{¢ Schneider to have
! special cabinets madc
up so that a wide
variety of the mod-
els will be available
to those customers
who desire radio in-
struments to corre-
spond to the modern
furniture and dra-
peries with which
they have furnishcd
their homes. Not
only are these cabinets modernistic in fin-
ish but they are extremely modern in that they
serve the purpose, not only of housing the
radio set, but of providing a secretary, a cellar-
ette, a telephone desk and numerous other ad-
juncts which will give the cabinet a utilitarian
value far in advance of those now in vogue.

Newspapers Test Freed-
Eisemann Model 60

The Freed-Eisemann Model 60 DC receiver
was recently tested by several newspapers, in-
cluding the New York Herald Tribune, Boston
American and Brooklyn Daily Times. Reports
to the headquarters of the Freed-Eisemann Ra-
dio Corp.,, Brooklyn, N. Y. stated that recep-
tion was entirely satisfactory under exacting
conditions.

Dispose of Wholesale
Small Goods Business

Tonk Bros. Co., Chicago, musical merchan-
dise distributors, have purchased the wholesale
small goods and piano material departments of
Lyon & Healy, Chicago, with the exception of
Lyon & Healy accordions and harps. For the
present the wholesale department of Lyon &
Healy will continue to function, but within the
next two or three weeks the wholesale stock
of the concern will be transferred to the Tonk
warehouse at 623 South Wabash avenue, and all
orders will be filled by that company.

Important British Merger

The Duophone & Unbreakable Record Co.,
Ltd., of England, has gained administrative con-
trol of the French and British Brunswick com-
panies, according to arrangements just con-
cluded, it is reported by the Duophone Co. The
Brunswick Companies are licensees of the
Brunswick-Balke-Collender Co., of Chicago.
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'FASTEST SELLING PRODUCT®

-

Instant electrical reproduc-
tion, broadcast through your
own radio, from any phono-
graph.  Retails for only

$1.50, with a liberal profit EALERS have found that Phono-Link is already the

margin for Jobbers and selling sensation of the trade . . . Quick, profitable
Dealers. cash business and an absolutely unlimited market . . . For
every phonograph and radio owner prefers electrical reproduc-
tion of his favorite selections . . . And it doesn’t taks the

public long to recognize a new and better way of getting it.

The moment the customer sees and hears the Phono-Link,
your sale is made . . . So simple to attach and operate . .
comes comnlete with connectors for both AC and battery-
operated radios and adaptors for old-style tube sockets. Ready

e ~ to instantly attach to any radio set made . . . you don’t even

el € ™ 4
- 4 5 ¥ \s remove a tube to change from radio to phonograph . . . The
/ \ lightest pick-up ever designed (barely 214 ounces) and there-

: fore the least wearing on records. A real seller!
P e lustwwrd |

i | Everyone to whom you've ever sold a radio or phonograph
repr C——] - . y ] . :
will immediately want a Phono-Link. Can you imagine a
1 more open and profitable market? . . . By all means wire or

0. } write vour nearest jobber for Merchandising Plan and samples
0 llﬂ . . . today . . . or write us for his address and details!

Allen-Hough Manufacturing Co.
Racine, Wisconsin
This Attractive Display
Makes Selling Easy !

FACTORIES:
NEW YORK AND RACINE

Makers of the famous

Allen Portables



GCREATER VALUES
AN UNLIWITED WARKET

THE ALLEN Double s;.)ring motor,
PORTABLE No. 6 .. h. e oo

feature of the Allen No. 6.

feature of
No. 6.

Built in long air column
horn . . . more volume,
fuller rounded tone. A
featureof theAllen No.6.

The supreme achievement in port-
ables. The one instrument which
combines finest tone quality, ex-
treme musical range and fullest
%, volume. Equipped with long
) air column horn, superior
reproducer, and double
spring, 3-to 4-record motor.
Standard Allen quality,
plus exclusive selling
features!




HE GREATEST SELLING LINE ever
offered the trade—that’s what Dealers
e saying of the new Allen portables.
I new features ... Greater values . ..
. . . Rapid turnover that brings
ts!

tter portables . . . And here they
your demand . . . Double Spring
markable Reproducer, Long Air
Horn, Beautiful Oil Painted Album
lors), Cushioned Tops of Velvety Pad-
and many other exclusive features . . .
e sellers—something unusual to offer your

Just call the Allen Distributor nearest you for
samples and merchandising helps. Or write
direct for complete catalog and local Jobber’s
address . . . Plan to do so . . . Today!

ALLEN-HOUGH MANUFACTURING COMPANY

Racine Wisconsin
[ FACTORIES—~RACINE and NEW YORK

THE ALLEN
| PORTABLE
] No. §

The most popular
portable on the
American market.
Now priced even
more favorably to
increase your sales
volume.

ALLEN 4

QUICKER PROFITS
WITH ALLEN PORTARBLENSN

THE ALLEN
PORTABLE No. 20

The only portable in it’s price class
with a long air column horn, and
other exclusive features. A sure
seller in a big way!

The market is created for
you by consistent adver-
tising in THE SATURDAY
EVENING POST reaching
over 3,000,000 homes!
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OT just another “speaker”
in the accepted sense of
the word, but a new re-
producer built upon the

finest Dynamic Chassis known to
radio science —a reproducer that
is rapidly being accepted as the
mndisputed leader in its class —a
reproducer that is finding favor
with thousands who seek a rich
dignity of design which reflects
good taste and harmonizes with
well-appointed interiors—a repro-
ducer that is winning the endorse-
ment of music-lovers who seek
undistorted reception of the
splendid programs now current a-
mong thenation’s key broadcasting
stations. In the MARCO DYNAMIC
REPRODUCER a new leader is born
that will make both friends and
profits for the radio trade.

The New MARCO DYNAMIC is made
in three models, which list at
£65.00,367.50and $75.00, respec-
tively. Standard trade discounts.
Literature sent upon request.

Jle MAERCO

DYNAMIC LPEPRODUCER

MADRTIN-COPELAND CO Radio DProducts

PROVIDENCE, R. L. ESTABLISHED 1880

The MARCO
)T‘Q_P‘ . DYNAMIC CHASSIS
), = Type DU-110 (110-volt
"é ‘ —60 cycles). List - $50

Fi Type DU-90 (110-volt
=3 D.C) List - - - §40

Tor radio and phonograph Type DU-6 (6-volt
installation; sold withont case. D.C.) List - - - 335

—
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Record Reproduces

Scenes With Music E PERRYMAN RADIO TUBES

PERRYMAN

Baird Combines Electric Phonograph

With Television Principles in Disk De- < s : :
vice—Double Grooves Utilized Distance Wlthout DlStOTthﬂ

]
A radio system which utilizes a phonograph
record with two needle tracks, one of which

reproduces the voice of the singer while the
other reproduces the singer’s features, has been
perfected by John L. Baird, radio television in-
ventor. According to a statement just made by

Capt. Oliver G. Hutchinson, managing director
of Baird International Television, Ltd., of Lon-
don, Eng., who is at present visiting New

York, the device, which is said to be small and

compact, will plug into an ordinary radio set

or phonograph. It can be used to entertain 4
the owner with either broadcast television

images intercepted simultaneously with the ’ ’ ’

radio artist’s voice or provide like entertain-
nment entirely from two recordings on the
phonograph disk. The machine is to be pro-
duced for home use as soon as feasible.

Only one televisor scanning-disk apparatus
is necessary for one owner, as the radio set,
phonograph and television receiver may be
combined compactly in the same console. Such
a combination, called “phonovision,” is to be
demonstrated here soon by engineers of the
American-Baird Television Corp., whose offices
are in New York.

“Paul Whiteman, playing his latest jazz piece
on the record, will be visible leading the or-
chestra, as the record was actually made in the
recording studio,” according to Captain Hutch-
inson. “Baird’s phonovision by gramophone
records is accomplished by two needles instead
of one. The image of the singer, or of what-
ever the record happens to be, will be repro-
duced, as well as the sound.”

The principles of recording such a record
tollow: First the recording in the phonograph
laboratory will be mechanical vibrations corre-
sponding to both light and sound. Both sets
of vibrations will be retained on the disk for
phonovision, just as are those of sound for
the ordinary record. The lights and shades
reflected from the faces and forms of the singer
or group before the light-sensitive photo-elec-
tric cell will be transformed into feeble electric
currents, which, after great amplification, will
be made to actuate a cutting tool to inscribe
on the wax master-disk the vibrations corre-
sponding to the scene. Instead of placing the

are being sold
as fast as we can
make them—

for two reasons

1.

No better A. C. Tubes are

made by anyone at any price.

2.

Our wholesale and dealer

vibrations mechanically on the wax disk th?y P:{;::Egn Pzg'birslanha‘lgeridth: arrangements are founded
could be used electrically to actuate a radio pat Y 8¢,

. . . which keeps the elements in h. h
transmitter and be put on the air as radio permanent alignment at the on common sense—wnic
television. In the same way sound vibrations distance of greatest effi- 1 ﬁ
created by the entertainer or musical group ,‘ijegc)f- EVC(;'_Y, Plerryman means mutua pro t.
before th‘e microphone will be simu'ltane(?usly arl:tef:(lis ug;ontﬁsonla);x}"rgrl;aarr;
changed into another set of mechanical vibra- Electric Company.

tions to cut the voice groove on the record.
The reproduction of the record on a phono-

vision machine is just the reverse in principle. WhOlesalerS Please Note
The record is run at the proper speed, the
sound groove vibrations fed into an electrical
amplifier and through a loud speaker are heard
by the auditor as sound. The light vibrations
are fed through a separate amplifier, actuate a
neon tube and appear through a Nipkow or
television scanning disk as impulses of light
which are assembled as an image when the

Nipkow disk is rotated at the proper speed. Write for our 1928 proposition
Fada Sets Completely Tested

The Fada Radio receiver has 419 separate

Proof that we have an interesting proposition for wholesalers
will be furnished to you on request. Not by us alone, but by
Perryman Wholesalers who have been with us for years and
who will write you directly, telling you of their experiences with
regard to sales, profits and cooperation.

PERRYMAN ELECTRIC CCMPANY, INC.

and distinct tests before the final test of being 33 West 60th Street New York, N. Y.
turned on in the home of the purchaser, in
addition to dozens of visual inspections, accord- Plant: North Bergen, New Jersey

ing to Louis M. Clement, chief engineer of F
A. D. Andrea, Inc, Long Island City. These

Lembly of the chassis and e fnal tesve, n PERRYMAN RADIO TUBES

cluding the air test. A Complete Line of Standard Equipment for every Radio Purpose
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Radio Dealers Can Learn
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From Outside Competition

Methods Employed in Selling Specialties Have Proven Successful, and Dealers Might
Employ Them With Profit, States Richard E. Smiley, of the Atwater Kent Co.

An interesting and informative address was
given by Richard E. Smiley, assistant sales
manager, Atwater Kent Mfg. Co. before the
Western Music Trades Convention, held at Los
Angeles, Cal, recently. He said in part:

The radio industry is going through its
usual seasonal period, with its attendant
rumors flying thick and fast. We hear on one
side that a certain company is going to revo-
lutionize the entire industry, and on another
side that another company will absolutely
dominate the market to the exclusion of many
older and more familiar names. All of you
music men have been through the same condi-
tion time and time again, and it seems almost
ridiculous to sound a note of warning that you
men study rather thoroughly and seriously any
and all propositions which are offered to you.
It is not my wish to detract from anyone's
activities, but anyone who cares to study the
situation at all cannot fail to realize that if
all the present programs are carried out the
radio industry will find itself considerably over-
produced, with dire results. It is largely within
the power of you men, in so far as the Pacific
Coast is concerned, to prevent such a condition.

Is radio a specialty or a commodity? Some-
times, as [ view the entire situation from coast
to coast, I am inclined to believe that too many
of us are forcing radio into the commodity
class, which, according to my observations, is
almost diametrically opposite to the way you
are handling the rest of your business. You
men have been raised in a school of the keenest
sort of competition and it oftcn seems that the
very lessons which gave you success in the
other fields are being utterly ignored in this
business.

It seems to me that merchants as a whole
are prone to forget one point, and that is the
consumers’ viewpoint. Shall we say that the
millions of dollars which have been spent in
placing a manufacturer’s name in the minds of
the public be for naught? Shall we say that
the influence of millions of satisfied owners be
entirely wiped out? Shall we say that the

manufacturer’s good will built over a period
of years will vanish as fog before the sun?
No, because these things are too thoroughly
entrenched in the mind of the public and are
gained only after years of expensive, arduous
and painful labor. If you were to ask me what
is the most valuable asset in any proposition
I would say that it is a combination of these
three things. Yet on every hand we see mer-
chants utterly ignoring it, casting it out of
their business life without any thought as to
its cost or value. And if these conditions are
true and the merchant is sound in doing so, it
seems to me that we are challenging the ef-
fectiveness of national advertising, both news-
paper and magazine, and the part it plays in
the business of a successful merchant. Na-
tional advertising, in my opinion, is the Gi-
braltar that safeguards the average retail deal-
er’s existence.

Constituted as it is at present, I cannot con-
scientiously believe that the radio business is
a specialty business, because too many of the
fundamentals of a specialty business are being
ignored. The present policy of many dealers
in handling a large variety of lines, both
competing and non-competing, in so far as
price is concerned, cannot last long, because,
sooner or later, under such policies certain
manufacturers are going to be forced to find
certain retail distributing outlets that will be
solid enough to withstand the varying winds
of a ‘radio spring.” There is something
radically wrong with the dealers of the radio
industry when almost overnight their affec-
tions wander from a fried and tested manu-
facturer with whom they have done business
for a number of years to the “rainbow lure”
of any new proposition that happens to conie
down the street. Surely, such a condition can-
not last for long, and sooner or later someone
will have to pay the piper.

All of this brings me up to the subject as
indicated on the program:

Who is your competitor?
competition?

What is your
Perhaps that question can be

Selling

MO

[Grigsby-Grun

T C=RAD IO

9’35 Company, Exclusive Mfrs.}

is just a matter of getting the prospect to

LOOK AT, LISTEN TO
and PRICE

GRIGSBY-GRUNOW COMPANY, 4540 Armitage Ave., Chicago

best answered by calling to your attention the
growth of the trade association idea. .Once
upon a time merchants in the same line of
business looked upon one another as bitter
competitors, but as time went on they realized
that if they became friendly competitors their
mutual interests would progress much more
rapidly and profitably. Thus, we find music
merchants gathering together several times a
year for the purpose of exchanging ideas in an
endeavor to learn more profitable and better
methods in order that they may more effec-
tively lure the average person’s dollar into their
store. The trade association idea is really the
outgrowth of the merchant’s realization that his
hard and kleen competition existed not within
his own line of business but from another in-
dustry.

One of the most important factors in bring-
ing this viewpoint forcibly to the attention of
you men have been the trade journals, ever
alert and on their toes. These men, with their
programs, are a splendid asset to the industry,
in making it possible for merchants to have a
common meeting place where new methods and
policies can be discussed, tried and passed on
to others. Their value to this industry cannot
be overestimated and if there be by any chance
any of you men here who are not regular sub-
scribers to the trade journals of your industry
you are overlooking an excellent opportunity to
become a better, more successful merchant.

Our other competitors find it quite advan-
tageous to employ outside salesmen and while
here and there we find some people opposing
it, yet as a whole it has proven quite success-
ful and a considerable volume ot business is
being done that way. The sales of several
companies which 1 can think of offhand total
in excess of $250,000,000.00 and probably, if an
accurate figure of the entire total could be had,
it would run into staggering figures. It does
not seem to me that we can sit at a meeting
of this kind and say we will or will not em-
ploy this method of securing sales, but we must
be guided by our competitors, just as they, in
many instances, must be guided by what we do.
I do not believe that the general proposition
of outside solicitation is wrong, but I think
in many instances our methods need some cor-
rection. Last year in talking with a man in
San Francisco he made the statement that it
required more real ability to operate an out-
side crew successfully than it did to operate
the store. I cannot vouch for the correctness
of this statement, but I do know there is a lot
more to outside selling than merely hiring a
bunch of men and turning them loose, without
much direction or supervision, on a straight
commission basis. One of the most successful
operators that I know pays his outside men a
salary and bonus, and his results have been so
excellent that he says he will never again re-
turn to straight commission. This whole sub-
ject of outside men is so large that I do not
want to go very far into it, except to touch
upon it in the light of our other competition,
and also to draw, from the methods by which
the outside men work, a lesson for our inside
store management. Most of us realize that un-
less we send out outside men to the prospect
with a clear understandable story, featuring the
product, we are licked before we start, but vyet,
like the proverbial Dr. Jekyll and Mr. Hyde,
we deliberately handicap our inside salesman
in his efforts to sell by confronting the pros-
pect with an array of merchandise that cannot
help but confuse. I do not mean that the
dealer should necessarily handle one line ex-
clusively, but if he finds it necessaryv to handle
more than one line, would it not be wiser to
have these lines non-competing? No salesman,
I care not who he is, can do justice to his
house or himself as long as he, in almost the
same breath, must tell the same story about
several different malkles of radios. When he is
forced to do that he becomes merely an order-
taker, and not a specialty salesman.

Let us look for a2 moment at some of the

(Continued on page 44)




e e s R —————

The Talking Machine Warld, New York, Augusr, 1928 43

b 8

| §El_l. MORE RADIO FURNITURE

1

WITH THIS GREAT NAME . ;...

The new line of Berkey & Gay Radio Furniture offers dealers the
biggest oppoftunity for profits and permanent business existing in
the radio accessory field + + + + + The Berkey & Gay name, adver-
tised for 40 years, makes these cabinets easy to sell —turns the stock
many times faster than unknown names and is an assurance of

—

satisfied customers and a permanent growing business.

Ior full particulars write, wire or plione the H. T. Roberts Co.,
2412 South Michigan Avenne, Chicago, Illinois—Radio Furni-

ture Sales Division of the Berkey & Gay Furniture Company.

BERKLY & GAY

LRadio Furnrfure
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R. E. Smiley Talks
to Coast Dealers

(Continned from page 42)

other methods our competitors employ in the
sale of their merchandise. I do not know ac-
curately, but I would hazard a guess that each
week ten to fifteen pieces of direct mail reach
me. In the past six months, if my recollection
serves me correctly, I have received two pieces
on radio and one piece on phonographs, yet
countless pieces of automobile, washing ma-
chine, vacuum cleaner, yes—even metal weather
stripping, and porch enclosure literature have
reached me. We cannot sit by idly and with
a wave of a hand say that all of this goes into
the waste paper basket, for such is not the
case. The constant hammering of these
messages is not without effect, and already the
dcsire to purchase one or two of these items
has been created, and that you will admit is
going a long way toward making a sale.

Too many radio merchants whom I have
contacted have boasted of the high initial down
pavment they have secured and also of the
high cash sales they have made. It is nice to
make a big cash sale, but the trend of American
buying is more and more toward extended pay-
ments. Recently the head of a finance com-
pany showed me the amount of their total pur-
chase of radio paper; I expressed surprise at
the smallness of the amount, but I was even
more surprised when he replied that the aver-
age radio merchant had not encountered the
necessity of making a greater use of deferred
payvments. Observation leads one to believe
that our other competition is not waiting for
thc nccessity, but have gone out aggressively
and have offered every inducement possible
with the facilities at their demand. One radio
manufacturer, realizing the need for a broader
and more efficient finance plan, has recently
made arrangements whereby any dealer han-
dling his line, who cares to, will find his prob-
lem of financing sales practically solved.

As I talk, the matter of demonstration comes
to mind. With a few minutes of phoning I
could have half a dozen different specialties on
their way to my house for a demonstration,
and vet a recent survey of some 400 dealers
shows that over 50 per cent will do no home
demonstrating exccpt when the sale is. practi-
cally assured, and as a last resort. A radio
in thc home, on demonstration, is 75 pecr cent

The Talking Machine World, New York, August, 1928

sold, and yct hundreds of dealers throughout
the country make it hard to have demonstra-
tions in the home, while the other competition
is making it as easy as possible. And so 1
could go on at great length pointing out to
you how this other competition, your competi-
tors, are using every means at their comimand
to get the public’s dollar.

Industry against industry—our industry sell-
ing music, happiness and entertainment, pitted
against almost every industry which contacts
the home. And what can happen to a divided
industry is best illustrated by calling to your
attention the situation which existed last Fall
in the radio business, where on one side we
had certain manufacturers offering AC sets,
and on the other hand manufacturers who, be-
lieving that AC sets wcre too far from pcrfection
to place their name on them, told the pubic
that after all the battery-operated set was the
dependable set for the homc. Now that con-
dition has passcd, and thousands of people who
have heen waiting for the OK of the entire in-
dustry are ready to buy. or willing to be sold.
As evidence of this, one prominent manufac-
turer who introduced a perfected AC receiver,
around the first of this year, has produced and
sold over 200,000 receivers, breaking tradition
and upsetting the old theory that when the
snow leaves the ground there is no radio busi-
ness to be had.

We look into the future with confidence, a
united industry agreed on the typc of product
they will have to scll. They will spend much
for advertising, for sales promotion wocrk—
they will put into their sets the greatest values
possible—they will do everything within their
power to wage a succcssful battle agzinst the
othcr competition—but from that point on the
cutcome depends upon you men who contact
the public. Never beforc has the outlook been

* quite so promising.

Record Fada Radio Sales

The largest volume of sales for June in the
history of Fada Radio has been announced by
R. M. Klein, general manager of F. A. D. An.
drea, Inc. Entering July with the factory run-
ning full blast, a fifty per cent increase in sales
over the corresponding period of 1927 has been
recorded for June, and the total for the first six
months is also record-breaking, according to
Mr. Klein. Floor space in another building has
been occupied by Fada, to care for growing
business.

MODEL AC-171 CHASSIS

production of voice and musie

This sturdy chassis with self-contained power
supply fits into any standard cabinet or console.
Power amplification assures highcst quality re-

Now Available in Cabinets

THE FAMOUS

Self-
Contained

CABINET MODEL AC 172
This distinctive two-tone russet bronze
metal cabinet houses the famous 7-tube
PIERCE-AIRO Chassis with self-contained
power supply.

7 Tube Electric Chassis

To meet the demands of our trade, we offer the
1929 PIERCE-AIRO AC Chassis housed in a
beautiful cabinet.
jobs enable dealers to meet demands for either
a high-class chassis or a fine receiver, at prices
that are within reason and pay the dealer a
worthwhile profit.

PIERCE-AIRO, Inc.

Power
Amplification

These two PIERCE-AIRO

Learn more about these two PIERCE-AIRO
jobs.  Write for cwcular giving complete
spectfications, prices and discounts, or order
a sample PIERCE-AIRO for a tryout in
your store.

123 Fourth Avenue
New York City

Television Still in
Experimental Stage

Fred D. Williams, Vice-President of the
Raytheon Mifg. Co., Discusses Future of
Television—Encourages Amateurs

That television has arrived cannot be denied.
It is here, even if in the form of a crude yet
mightily interesting experiment. In fact, it is
going to be the broadcasting story all over
again. Most of us can recall those days when
a lone radio amateur, here and there, operated
a radio telephone transmitter and gave phono-
graphic concerts over the air for such radio
enthusiasts as were willing to build a receiving
set and tune in. And just as broadcasting was
fostered and developed and popularized by the
efforts of a handful of radio amateurs, so may
we expect radio television to develop until it
attains that ultimate perfection we have every
reason to expect.

It is well, however, to issue a note of warn-
ing at this time. In the first place, let us be
reasonable with television technique. Those
who hope to see large screen images, with de-
tail comparable with the excellent motion pic-
tures of to-day, and with the entire world be-
fore them, are doomed to keen disappointment.
\We might as well disillusion them from the
very start. Television technique, at this time,
cannot handle more than a very small screen
size, say 1%4 by 1% inches, while the detail is
only of the modest variety. A face, hand, large
type, a simple mechanism—these can be pro-
duced fairly well, so that the imagination is not
too severely strained. In a face, for instance,
it is possible to see the eyebrows and the teeth
in the case of good transmission and reception.
However, it is useless to expect to identify in-
dividual hairs or gold teeth.

Nevertheless, one gets a tremendous kick out
of television experiments. The wonder of flash-
ing living images through space even exceeds
that of flashing the human voice or music
through space. I have seen a group of hard-
boiled radio experts just as fascinated by the
television reception of the WLEX signals from
Lexington, Mass, as a group of boys perform-
ing an autopsy on an old phonograph. \WWhat
I mean is that the results themselves are of
perhaps secondary interest, for it is the tech-
nique itself that is so fascin®ting. Imagine, if
you will, the transmitting end, with its power-
ful arc light, its whirling scanning disk sweep-
ing a beam of light across the face of thc
sitter, the reflections picked up by the mar-
velous electric eyes or photo-electric cclls and
translated into modulations of the transmitted
wave; and then step over to the receiving end,
with its sensitive receiver, its amplifier, its
g'owing neon tube, the scanning disk, and the
tiny image flickering before you, in perfect step
with the prototype in the distant broadcasting
studio! The thrill of the thing is wonderful

There is vast room for research and develop-
ment and even true invention in the television
technique. Just as the early radio workers were
more interested in their circuits than in the
signals they intercepted, so must it be with
television for some time to come.

Two of the main elements, namely, the photo-
electric cell and the neon glow tube, have been
solved. Most of the transmitting stations are
employing the Raytheon Foto-Cell, while most
receivers are uiilizing the Raytheon Kino-
lLamo. The =solution of these problems has
naturally fallen in the field of gaseous conduc-
tion, and have therefore been solved by special-
ists in those fields. But the problems of scan-
ning disk patterns, synchronism, distortionless
amplifiers and many others still invite the in-
ventive boy or man. And there may be fame
and fortune—just around the corner.

The Curran Music House, Sharon, Pa., is
conducting a successful drive on the new Ma-
jestic electric radio.
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RECORD
Distributors

THE ARTOPHONE CORPORATION
1624 Pine St., St. Louis, Mo.

THE ARTOPHONE CORPORATION
McCall Building
Memphis, Tennessee

THE ARTOPHONE CORPORATION
203 Central Exchange Building,
804 Grand Avenue, Kansas City, Mo.

GEORGE CAMPE
611 Howard Street, San Francisco, Cal.

CONSOLIDATED TALKING MA-
CHINE COMPANY
227 W. Washington St., Chicago, Il

CONSOLIDATED TALKING MA-
CHINE COMPANY
2957 Gratiot Ave., Detroit, Mich.

CONSOLIDATED TALKING MA-
CHINE COMPANY
1424 Washington Ave. So.,
Minneapolis, Minn.

GROSSMAN BROS. MUSIC
COMPANY
2144 E. 2nd Street, Cleveland, Ohio

JUNIUS HART PIANO HOUSE, LTD.
123 Carondelet St.,, New Orleans, La.

HAWAII MUSIC COMPANY
1021 Fort Street, Honolulu, Hawaii

L. D. HEATER
46914, Washington St., Portland, Ore.

IROQUOIS SALES CORPORATION
210 Franklin St., Buffalo, N. Y.

OKEH PHONOGRAPH CORP,,
(New York Distributing Division)
15 W, 18th St., New York City

PACIFIC WHOLESALE, INC.
433 E. Twelfth, Cor., Wall Street,
Los Angeles, Cal.

JAMES K. POLK, INC.
217 Whitehall St., S. W., Atlanta, Ga.

JAMES K. POLK, INC,
1315 Young St., Dallas, Texas

JAMES K. POLK, INC.
803-05 West Broad St., Richmond, Va.

THE Q. R. S. MUSIC CO.
1017 Sansom St.
Philadelphia, Pa.

STERLING ROLL & RECORD
COMPANY
322 Race Street, Cincinnati, Ohio
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Latest Phonograph

and Radio Patents

PHoNoGRAPH RECORD RoTATING MECHANISM.
Alexander Roy Davidson, Edmonton, Alberta,
Canada. Patent No. 1,675,697.

Recorp Stop. Edmund S. Geer, New York, N,
Y. Patent No. 1,675,852

PaonograPH. Cecil K. Lyans, Baldwin, N. Y.,
and Albert Hathorne, Du Bois, Pa. Patent No.
1,676,101.

Erecrric PHonNocraPH Circurlr. Julius Wein-
berger, New York, N. Y. assignor to the Radio
Corporation of America, Delaware. Patent No.
1,677,806.

CoMBINED Raplo AND PHONOGRAPHIC RECORDING
AND ReprobucING System. Paul Goldsborough,
Minneapolis, Minn. Patent No. 1,676,491.

Sounp CoNVEYING ApPARATUS. Otto R. Grass,
Chicago, Ill., assignor to the Oro-Tone Co. same
place. Patent No. 1,676,493.

DrIVING MECHANISM FOR TALKING MACHINES.
William W. Moyer, Camden, N. J., assignor to the
Victor Talking Machine Co., same place. Pat.
No 1,676,660.

Rapio TuNing DiaL. Leonard E. Dorsey,
Coatesville, Pa. Patent No. 1,677,075

INDICATING MEANS FOR Raprio APPARATUS. George
L. Lang, South Orange, N. j. Patent No. 1,675,-
360.

Rapio Recewving Circuits. Chris L. Volz, De-
troit, Mich. Patent, No. 1,675473.

RaplotraNsMIsSION, Raymond A. Heising, Mil-
burn, N. J., assignor to the Western Electric Co,,
Inc., New York, N. Y. Patent No. 1,675,888.

Rapio AprparaTUS. Josef Henrik, Hallberg, New

York, N. Y. Patent No. 1,677,589.

Rabpio TuniNg Device. Oshel C. Staats, Ripley,
W. Va. Patent No. 1,677,737.

RADIOTUBE AND METHOD FOR OPERATING SAME.
Earl L. Koch, Pittsburgh, Pa., assignor to Fred-
crick S. McCullough, Wilkinsburg, Pa. Patent
No. 1,677,89.

ConsoLe Rapio CaBINET. Johan O. Bergman,
Rockford, Ill., assignor to Rockford Novelty Fur-
niture Co., same place. Patent No. 1,678,032

Picture Broadcasting
Is Gaining Rapidly

The Radiovision Corp., New York City, an-
nounces that stations KSTP, St. Paul, Minn,
and W]JBI, of Scranton, Pa., have joined the
growing list of stations broadcasting pictures
through the Cooley Rayfoto process on their
radio schedules. Among the other stations in
the chain are WMCA, New York City, which
broadcasts a picture playlet every Wednesday
night and pictures three mornings each week;
WTAJ, Milwaukee,; KMOX, St. Louis; WO-
KO, Mt. Beacon, N. Y.; WDEL, Wilmington;
WW], Defroit; WFI, Philadelphia; CKNC, To-
ronto; and CJRN, Winnipeg.

R. M. Klein Analyzes
Retail Radio Market

The *“upstairs” group, or those with the great-
est incomes, are going to be a big factor in
radio sales this year, in the opinion of R. M.
Klein, general manager of F. A. D. Andrea, Inc,
Long Island City. This means selling radios
over wider price ranges, Mr. Klein pointed out,
and giving the dealer a larger market both for
moderate priced sets and for the higher priced
merchandise.

To the single phase of simplification may be
accredited a tremendous portion of the in-
creased volume of sales for the industry, Mr.
Klein further commented.

The Sterchi Music Co., Terre Haute, Ind,
has been incorporated with a capital stock of
$5,000 to take over several stores.

Immediate delivery—all sizes
Send for free samples and prices
All Mica Products

INTERNATIONAL MICA CO.

Buring o3 PHILADELPHIA, PA. paS2™%000

Built Big Business
From a Small Start

The Fromar Co. Steinite Radio Dis-
tributor of Harrlsburcr Pa., Grossed
$1,500,000 in the Last Three Years

One of the most successful wholesale radio.

concerns in the East is the Fromar Co., 25
South Third street, Harrisburg, Pa,, headed by
Troy B. Wildermuth. Mr. Wlldermuth who
now distributes the Steinite radjo line, started
in 1914 with capltal of $60. Early in his career
; —1 he saw the advan-
tage of confining his
efforts to only high-
class merchandise
and the soundness
of this policy has
been concretely
demonstrated by the
growth of the busi-
ness. The company
T. B. Wildermuth first handled both
radios and accessories and in 1925 handled radio
exclusively. During the years the firm has
been in business sales have topped the $4,000,-
000 figure and in radio alone during the last
three years the books show sales of more than
$1,500,000. This is a remarkable achievement
when it is considered that this volume of busi-
ness was done in a territory within a radius of
seventy-five miles of Harrisburg, the company’s
headquarters, with only three salesmen.

Proper Use of Magnetic
Pick-up in Playing Records

The volume from a magnetic pick-up used to
play records through the audio amplifier of
the radio set depends a good deal upon the
design of the amplifier itself and upon the tubes
and battery voltages employed, as well as the
method of connecting the phonograph pick-up
to the radio receiver, according to officials of
the Pacent Electric Co.,, New York, manufac-
turer of the Pacent Phonovox.

It was pointed out that the new secret of
securing added volume lies in leaving the de-
tector tube in its socket, instead of removing
it as under the old method. New style Pacent
adapters for both battery-operated and AC sets
are available which fit over the prongs of the
detector tube. Once the adapter is in place,
the tube is put back in its socket and need not
be removed when records are played.

Markets New Recerd Album

A new record album, finished in a highly dec-
orative effect in four colors, red, blue, brown
and gold, is the latest addition to the line man-
ufactured by the Peerless Album Co. New
York. This album was designed primarily for
manufacturers of portables who desire an album
which will improve the general appearance of
their portable cabinets. Phil Ravis, president of
the Peerless Album Co., explained that this new
product will also be available to the public
through dealers, and will carry an appeal to the
record collector.
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MODEL 66

Combination Phonograph and Six-tube Elec-
tric Radio chassis same as Model 60—in keeping
with the unusually superb All-American
Mohawk Corporation Radio Consoles. Complete
with electrie pickup, spring motor turntable:
lift top. with built-in cone speaker and two
record albums. For eperation on 110-Volt A.C.

60-Cycle Current. Complete $ 2 4 5

less tubes.
With Electro Dynamic Speaker
Additional, $35.00

MODEL 88

Really the utmost in phonograph and Radio
combination. Furniture superb, Eight-tube
Flectiric Radio Sect; chassis same as Model 80;
Radio Corporation of America Electric pick-up;
General Electrie Induction Motor, concealed
velvet turntable; Electro Dynamic Speaker:
compartment for record albums. Foroperation
on 110-Volt A.C. 60-Cycle Current. This model
furnished with Eleetro Dymamic $425
Speaker only. Complete less tubes.

Slightly higher prices prevail on All-
American Mohawk Corporation Lyric
Radios in the Western states.

NEW—a new, capable, progressive and resourceful
organizationresulting from the merger of the Mohawk
Corporation of Illinois and the Al-American Radio
Corporation—new, advanced manufacturing facilities
—new sets, of unsurpassed excellence, radio and pho-
nograph combinations presenting new features—new
refinements—new beauty of design and finish—new
merchandising methods—mew and forceful advertis-

ing ideas and plans—new low prices—new appeals to
radio buyers—new and greater opportunities for deal-

ers to do a bigger, more profitable business!

NEW—that’s exactly what the public wants! Radio
buyers are keenly on the alert for something new and
better. You have it—in the All-American Mohawk
Corporation line of Lyric Radios for 1928-1929. And
back of it all—reputation established by two pioneers
in. the field of radio—confidence created by honesty of

purpose, by fair dealing. by keeping faith with the

Radio Buyers of America.

Tell your customers that you have something new
and better. They’ll listen eéagerly. Prove it—you can do
it with the All-American Mohawk Corporation Lyric
Radio. Super excellence and greater value are con-
vincingly evident in operation, beauty of appearance
and price economy.

A few choice territories are still open to reputable
dealers. Wire or write for complete particulars. Line
up with a leader!

ALL-AMERICAN MOHAWK CORPORATION

4257 Belmont Avenue - Chicago, Illineis
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New Sparton Equasonne Radio
Sets Displayed to Toledo Trade

Capt. William Sparks and Other Speakers—Sparton Officials at Meeting—Toledo Radio
Co. Moves—Radio Jobbers’ Show a Big Success—Other Trade News

Torepo, O. August 4—The Toledo Radio Co,
Sparton wholesaler, has moved to larger and
more elaborate quarters in the National build-
ing, 136 Huron street. This is the third time
this concern has moved within the past few
years. Chas. H. Womeldorff, president, stated
the new location will give the concern three
times the present floor space and will make it
nossible to add lines not heretofore possible
on account of cramped store space.

On July 30th the Toledo Radio Co. held a
one-day convention for all Sparton dealers in
the Toledo territory. At this time the new
Sparton sets were displayed and the significance

of the newly developed Equasonne fully ex-
plained. Capt. Wm. Sparks, president of the
Sparks-Withington Co., Jackson, Mich., makers
of Sparton receivers flew to Toledo. With him
came Prof. Glasgow of Washington University,
St. Louis, Mo., technician of the radio division
of Sparton. Other officials of the factory at-
tended and addressed the dealers on service,
sales and advertising features and plans for de-
veloping more radio business.

The Toledo Radio Jobbers’ Show held re-
cently at the Hotel Lorraine was a pronounced
success from every standpoint, reported Clif-
ford Johnson, president of the Toledo Radio

tube requirement.
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Radio Tubes
for A. C. Sets

THE popularity of CeCo A. C. Tubes with the

radio public is firmly established, gained by their
outstanding performance in clarity, sensitivity, vol-
ume, absence of A. C. hum and—of prime importance
—maximum operating life.

The CeCo line of A. C. Tubes not only embraces
all the popular types, but includes several “special
purpose” types—enabling CeCo dealers to meet every

Type M-26 (226) Amplifier: A 174 volt, 4 prong,
base, 1.05 amp. A. C. tube for operation on alternating
current through a step down transformer.

Write for particulurs regarding the CeCo trade proposition
und a copy of an unusual folder:
Most Out of Your Radio.”

CeCo Manutacturing Co., Inc., Providence, R. I.

Cyets

UX

Price $2.50

“Getting the

Trades Association, which sponsored the af-
fair. The dealers attendance was large and the
cale of sets for early delivery was most gratify-
ing. Directory of exhibitors includes—Stewart-
Warner Products Co., Stewart-Warner radio;
Toledo Radio Co., Sparton radio; S & P Radio
Co., Bremer-Tully sets; Detroit Electric Co.,
G:ebe sets; Heat Power Engineering Co., Ze-
nith sets; Toledo Automotive Equipment Co.,
Kolster radio; James MacDermott Co., Philco
line; Union Supply Co., Freed-Eisemann radio;
Cleveland Distributing Co., Atwater Kent sets;
Koberts-Toledo Co., Majestic sets; Aitken, Raaio
Corp., Crosley sets; F. Bissell Co., Radiolas,
Radiotrons; French Battery Co., Ray-o-Vac bat-
teries; H. Poll Electric Co., Steinite radio;
Lake States General Electric Co.,” W. G. Nagel
Supply Division, Radiolas, Radiotrons.

A meeting to complete arrangements for the
convention of the Ohio Music Merchants’ Con-
vention which will be held here September 12
was held recently at the Commodore Perry Ho-
tel, the convention headquarters. Robt. Taylor,
president cf the association, and Rex Hyre, sec-
retary, of Cleveland, were in attendance. Henry
C. Wildermuth, of the Whitney-Blaine-Wilder-
muth Co., Toledo, is chairman of the committee
on arrangements and of the golf committee. He
stated that the other committees were all func-
uoning nicely and that plans for the biggest con-
vention the state association has he.d are prac-
tically completed already. . \V. Smith, presi-
dent of the J. W. Green Co., is chairman of the
finance committee and Henry Stucke, of Grin-
nell Bros, is chairman of the entertainment
committee. Other members are C. B. Trow-
bride, manager of the Cable Co.; Fred N.
Goosman, ot Grinnell Bros.; Warren L. Kel-
logg, of the Cleveland Talking Machine Co.;
Carl Landgraf, of the Greene Co.

T. W. Reade, president oi the Phonograph
Supply Co., wholesaler, left last week on a buy-
ing trip to New York, Philadelphia and other
kastern points. While in the East he will also
interview a number of manufacturers with a
view to interesting them in exhibiting their
products at the convention of the Ohio Music
Merchants’ Association in Toledo.

The State Music Co. recently held an opening
of its new store in the Van Ness Building.

The LaSalle & Koch Co., Toledo department
store, has added the Victor line.

Stanley Roberts, president of the Roberts-
Toledo Co., jobber of Majestic radio, recently
was host to a number of retail managers.

Bob Higgins, formerly of Grinnell Bros., To-
ledo, has been appointed sales manager of Grln—
nell Bros.” branch at Pontiac, Mich.

Gulbransen Publicity

The Radio Division of the Gulbransen Co,
Chicago, recently sent to dealers handling Gul-
bransen radio products a muslin banner, ten feet
wide by three feet high, printed in two colors
black and yellow, and reading as follows: “See
the Gulbransen Radio—A-C Table and Console
Models — Sturdy — Dependable — Matchless
Beauty—Come in for Demonstration.” This
banner is equipped with eyelets and may be
hung on the outside or inside of the music
store. The Gulbransen Co,, it is said, has found
a splendid response on the part of its mer-
chants to the new radio product. The first
tests of the Gulbransen radio receiver have
shown that it gives unusual reproduction and
measures up to Gulbransen standard in every
way, according to word received from the Chi-
cago headquarters of the company.

New Federal Wholesalers

The Metropolitan Electrical Supply Co., Chi-
cago, Ill., and the Swanson Electric & Mig. Co.,
Evansville, Ind., have been appointed whole-
salers by the Federal Radio Corp., Buffalo, N.
Y., and will serve Federal Ortho-sonic retail-
ers in their respective territories.
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“FOR THE PERFORMANCE OF
THESE PROMISES... HOLD ME
PERSONALLY RESPONSIBLE”

C. A.EARL, Presider CHAS. FRESHMAN CO.,, Iuc..

DON'T profess to know much about radio. But in
the management of one of the largest automobile
"}{ enterprises in the country I have learned the one

rule on which all business success must be founded:

“An Immediate Sale is a Temporary Advantage, but
1 a Satisfied Customer is a Permanent Asset.”

1

|

< We want every Freshman dealer and every Fresh-
man user as permanent assets. And to that end we propose to protect
the dealer's interest, first, last and always.

We are prepared to give you and your customers a good product at a fair
price, sponsored by an organization, morally and financially responsible.

I am a stranger to many of you. But my associates need no introduction
to the radio trade. I shall let these gentlemen outline for you the poli-
cies of the Freshman organization: Mr. Harry A. Beach, General Sales
Manager; Mr. George Eltz, Chief of Engineering and Mr. W. J. Keyes,
Tréasurer.

What these gentlemen promise I personally guarantee shall be carried out.
—C. A. EARL

AN IMMEDIATE SALE 1S A
TEMPORARY ADVANTAGE
BUT A SATISFIED CUSTOMER
IS A PERMANENT ASSET"”



RESHMA

OLR ULTIMATE RADIO

“VOLUME SALES FOR DEALERS
AT A PROFIT”

HARRY A. BEACH, Vice-President in Charge of Sales

DFJ PPROXIMATELY three thousand dealers— most of them
&) leaders in their communities—are enthusiastically floating the
Freshman banner.

These dealers we consider partners with us in the Freshman
business. Only as we co-operate to assure them volume sales a# @ profir
can our business prosper.

To them we pledge merchandise of quality and dependability, a business
policy based upon a sym pathetic understanding of the dealer’s problems,
and above all — co-operation spelled with a capital “C”.

Many cities, towns and districts now have ample Freshman representa-
tion. But in many more are opportunities still open. In these localities
we invite houses of standing to represent the Freshman line.

The 1928-29 Radio Season promises to be the greatest in history. The
Freshman manufacturing, selling and advettlsmo program is the most
comprehensive we have ever attempted

To our present dealers we extend our heartiest thanks for their splendid
support and we are determined to merit a continuation of their confidence.

The Freshman franchise is now one of the most valuable in radio. We pro-
pose to make 1tstill more valuable, month by month—HARRY A. BEACH

AN IMMEDIATE SALE 1S A
TEMPORARY ADVANTAGE
BUT A SATISFIED CUSTOMER
IS A PERMANENT ASSET"”




“SIMPLICITY AND STURDINESS”

GEORGE ELTZ, Vice-President in Charge of Engineering

s HE purchaser of a modern radio expects from his receiver—
first, performance — second, uninterrupted service.

y The essentials of performance are—true fidelity of tone, selec-
tivity and sufficient distance. On quality of reproduction there
can be no compromise. With selectivity and sensitivity the proper value
of each must be assured, bearing in mind that the receiver is to be oper-
ated by the general public, not by an expert.

With the present perfection of radio, the performance of a receiver by
a leading maker is fairly well taken for granted.

For the present the public interest is centered on Uninterrupted Service.
With a view of meeting thisdemand the forthcoming Freshman models
are designed with special attention to Simplicity and Sturdiness.

At points, where trouble tends to develop, the factors of safety have
been increased. Parts have been simplified, reduced in number and pro-
tected from damage by the operator.

The operator's satisfaction and the dealer’s profit depend on a maximum
of service on the part of the receiver, which shall necessitate 2 minimum
of service on the part of the “trouble man”.

The super-simplicity,which is the basis of the latest Freshman designs,will,
we are confident, meet with the hearty approval of public and trade alike.

— GEORGE ELTZ

"AN IMMEDIATE SALE IS A
TEMPORARY ADVANTAGE
BUT A SATISFIED CUSTOMER
IS A PERMANENT ASSET”

F

RESHMA

OUR ULTIMATE RADIO
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ERESHMA

OUR ULTIMATE RADIO

“CHARACTER AND BUSINESS s
ABILITY AS IMPORTANT AS N
FINANCIAL RESPONSIBILITY"

W. J. KEYES, Vice-President and Treasurer

SHE Freshman organizution 1s building for the future as well
as the present.

{ New dealers are being selected with care, and by no means
on a basis of financial responsibility alone. While, of course,
such responsibility is essential, even more important is character and

= ——————r

business ability.

To the public the Freshman dealer is more than a mere distributor. He
is the representative of the Freshman Company in his community. The l
public’s estimate of the Company and its products is based largely on the
dependability, the honesty, the conscientiousness of the service rendered
by that representative. '

The Freshman Company desires to be represented, not necessarily by the
largest, but the lesr dealer in each community.

The Freshman franchise is a valuable piece of property. It shall be our
constant endeavor to make it ever more valuable. —W.J. KEYES

CHAS. FRESHMAN CO., INC. | )

NEW YORK - CHICAGO - LOS ANGELES ‘

"AN IMMEDIATE SALE 1S A
TEMPORARY ADVANTAGE - | |
BUT A SATISFIED CUSTOMER | o 3\
IS A PERMANENT ASSET"” ~ |
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must put up with a more or less inferior prod-

Australian Heavy Import Duties uct or pay an exorbitant ‘pricc for an instr.u-

ment which is low priced in the country of its
origin, is undoubtedly more a matter of poli

Retard Imports Of Instruments tics than of economic conditions and time aloue

Outlook for American Manufacturers Is Not Bright Because of Raising of Tariff Bar-

can change tlie status of the present laws. The
only outstanding grace that can be seen from
present conditions is that local manufacturers

riers—Low-Quality Merchandise Is Flooding Market may be stirred to attempt to produce some
r———— article of merit that might afford a basis of

SYpNEY, AUsSTRALIA, July 15.—The talking
machine trade, like the piano trade in this
country, is more or less suffering general trade
depression. It has been prostituted by the
methods of firins without standing or prestige
offering inferior instruments at excessive prices
and ridiculous terms. Trade has to a certain
extent got away from the legitimate houses
to the departiment stores and fly-by-night fur-
niture dealers.

The department and furniture stores have
accepted the phonograph trade as a side line
and, like much of the cheap furniture, the in-
struments have been of very poor quality and
made for quick sale. The quality invariably
is bad, but unfortunately the majority of the
public are not able to discriminate between the
junk lines and those marketed by the legitimate
music houses.

Nevertheless, the illegitimate trade has been
responsible for the overflow to the consuming
market, consequently the depression is very
marked. Innumerable small tradesmen and
furniture makers have been producing phono-
graphs and are also partly respousible for the
glutted market.

Owing to the heavy import duties, some of
the world's best-known manufacturers are
now building their instruments in Australia
and other local factories of standing are now
well established. Two factories in Sydney are
producing very fine instruments, equal in toue
to the best imported lines, though possibly not
so refined in the cabinet work and finish.

There is a tendency in Australia to raise tar-
iff barriers, which will mean exclusion of many
imported lines, and the outlook for American
manufacturers is not very bright. The opin-
lon m commercial circles generally is tliat
the tariff question has been overdone and our
politicians have run mad on the point.

Australia is essentially an agricultural coun-
try and never can be an exporter of manufac-
tured goods because of hcr geographical posi-
tion and labor conditions. Australia’s success
as a nation depends on the products of the soil
and fortunately some of our statesmien realize
that the agriculturalist needs protection and
help as well as the manufacturer, but the few
so disposed are more or less overwhelmed by
the majority of politicians, many of whom have
prejudicial interests.

The entire musical manufacturing industry
in Australia employs but 1,600 hands and two
good-sized American factories could oversup-
ply local requirements in phonographs, pianos
and player-pianos, yet there is an enormous
tariff barrier to protect a comparatively insig-
nificant industry, the result being that a few
people and a few shareholders only benefit.

Countries feeling they are excluded from
Australia by tariff walls are themselves raising
tariff walls so that Australia may in time find
that there is no overseas market for her wool,
wheat, butter and other agricultural products.

Trade depression in Australia has not been
so severe for many years and one of the
reasons fs the present tariff wall, which has put
some of the smaller men out of business and
there will be more to follow.

Record manufacturing has made considerable
progress and the three leading companies of
the world now have their own plants operating
and producing a very good record, many of
them from the imported matrices. There has
been some local recording, and progress is be-
ing made in this way so that in time most of
the records used will be manufactured in Aus-
tralia. The tariff wall has also been placed
against the importation of records, which is

stimulating the local manufacturer though not comparison with imported products, but it will

beunefiting the public. be quite some time before such a condition
Australia’s trade with America in phono- reaches a satisfactory conclusion.

graphs will run in the future more to accesso-

ries, like motors, tone arms, sound boxes, and

other supplies, than to finished instruments; Wendhelser Store Moves
the completed job has little chance on account
of the high landed costs, of competing with the RockviiLE, CoNN. August 7.—The Wendheiser

locally manufactured instruments, which are Music Store, one of the oldest music establish
of good average quality when produced by nents in this vicinity, having been established
established manufacturers, in 1889, recently moved to new quarters at

This condition, which, although interesting, 21-23 Main street. George P. Wendheiser is
militates against the average purchaser, who proprietor of the store.

f Raytheon BH ¥

THE ONLY TUBE

“That Fits the Wzllzons of’
“B” Eliminators Now in Use

ACME . ... ACME ELECTR . AMPLEX-. . .. APCO
APEX ...7. ARBROPHONI RYLESS . .... BENJAMIN
ELECTRIC....BOSCH ... \GS-STRATTON . . . . BUCK.
WALTER . .....BUELL . _ . SH & LANE . ..... CASE
CHAMBERLIN . . . .. e ..... CONSOLIDATED
CORNELL . . ... CROSLEY ! DONGAN . . ... DRAGON
DUBILIER .....DURKEE-\ § B S8 8 /HARGER..... ELECTRON
EPOM.....ERLA.....FI|§ SRS B /ca..... FREED-EISEMANN
GENERAL INSTRUMENT . . ; . . GILFILLAN . ... GRANT
GREBE . .. .. GREENE.BRO : HERBERT . . . . . JEFFERSON
JORDON-CARISCH . . . . KINCk == ‘F 1....MAJESTIC (Master, Super
and Standard) . ... MALONE-LI}; i MN.COPELAND . ... MAYOLIAN
METRODYNE . .... MIDWES} { ] ...MOHAWK . .... MURAD

MUTER ..... NATIONAL . .
OZARKA .... PARAGON ...
PREMIER . .. PRESTOLITE . 1
SPARTON .... STANDARD K . « STANDARD RADIO (Canada)
STERLING ... . STEWART , . TIMMONS ... .. TRIPLE A
UNITED ENGINE . ... UNIV . VALLEY . ... VARION
WALKER .. .. WARREN , , .BSTER ELECTRIC . . .. WELLS
WHITE ...... WISE-McLU .««s+ YORK .., ...ZENITH

D BATTERY ... .. OPERADIO
. PRECISE . ... PRECISION
. SIMPLEX . . . SPARTANA

ORE than one hundred different makes of “B” Power Eliminators are
specially designed to take only Raytheon BH Tubes.

The millions of these eliminators, now in use, make a steady and dependable
market for millions of Raytheon BH Tubes for replacements.

You can make a lot of sales for yourself, and at the same time do your
customers a real favor, by advising them to replace the Raytheon BH in their
eliminators after each 1000 hours of service.

A slight decrease in distance or volume is usually
a sign of diminishing power in the eliminator,
which may be corrected by the replacement of
the Raytheon BH Tube.

Ask your distributor for li;aytheon BH in the
attractive, sales-making display carton. On this

carton of four tubes, costing you $10.80, you make
a clear profit of $7.20.

RAYTHEON MFG. COMPANY
Cambridge, Mass.

§Raytheon BH®

LONG LIFE RECTIFYING TUBE -
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Speed Production
at Farrand Plant

Lee R. Hurlburt, Recently Appointed Fac-
tory Manager, Installs Conveyor System
for Production of Farrand Speakers

Lee R. Hurlburt, who was recently appointed
factory manager of the Farrand Mfg. Co., Inc,
l.ong Island City, and his engineering organi-
zation have just completed the installation ot a
complete conveyor system in the Farrand plant
which closely resembles the conveying lines

Lee R. Hurlburt
tire and automobile manufacturers.
Mr, Hurlburt was for many years production
manager of the Pennsylvania Rubber Co.’s plant

used by

at Jeannette, Pa. Except for the unloading of
material into the storeroom, which, owing to the
variety of sizes and types, such as furniture,
etc., cannot be accomplished by conveyors, it
is announced that there will not be a single
truckler in the entire Farrand plant, although
more than four hundred employes will be con-
stantly employed upon the conveying lines of
the company geared up for a daily production
of 6,000 completely housed dynamic or perma-
nent magnet speakers.

In the Farrand plant the Sandar line of dy-
namic and permanent magnet speakers are pro-
duced in addition to the complete Farrand line
of speakers which this year is said to be the
most comprehensive in the company’s exis-
tence. In a period of less than four months, it

The Talking Machine World, New York, August, 1928

is said that the five scattered Farrand factories
have been consolidated into one smooth work-
mg unit and more than twenty different items
of production have been put into successful op-
eration. It is anuounced that the plant is now
working three shifts in some departments and
two shifts in others. The inspection lines are
said to be so exact that an average of less than
2 per cent rejects of the completed product are
received at the final test tables.

The Farrand Co. states that it produces in
its own plant practically all of its speaker. The
company has its own machine shop, toolmakers,
coil, condenser and bobbin departments, a paint
shop and four automatic conveyor lines where-
in it produces drivers only on one line, con-
verts the drivers into chassis on the second
linc, and puts the chassis into finished speak-
ers on the third line, the fourth line serving as
a pick-up for the delivery of finished and semi-
finished products into stock.

Radio-Art Cabinets
Exhibited to Trade

Eastern dealers were entertained recently a:
a private showing of new Radio-Art cabinets
sponsored by the Musical Products Distributing
Co., Inc.,, New York, at the Hotel McAlpin.
Twenty-one cabinet models were on display,
covering a wide range of designs and prices.
Refreshments were served to the visiting mem-
bers of the trade during the three days of the
exhibit, which was in charge of B. D. Colen,
president, and John Graham, assistant sales
manager of Musical Products Distributing Co.

DeForest President
Denies Tube Rumors

Denial of rumors that the reorganized De-
Forest Radio Co. is about to introduce a revo-
lutionary vacuum tube has been made by James
\V. Garside, president.

"“We have no intention of launching a rad-
ically new tube at this time,” Mr. Garside said.
“It is true, however, that we are rapidly get-
ting into production on a new and improved
line of DeForest audions, which will cover the
usual standard types for battery and socket-
power operation. Announcement of these new
audions will be made at an early date.”

134 in.

price.

510 N. Dearborn Street

No. 195
A New Jewel Tone Arm

Suitable for portable and medium priced
phonographs, also electric pick-up units. A
tapered brass tone arm made in the popular
“S” shape with goose neck throw back—
Length 9 in., diameter of opening at base

A wonderful tone arm at the price.
facturers—write for detailed description and
You will be surprised.

' JEWEL PHONOPARTS CO.

Manu-

CHICAGO, ILL.

Will Distribute the
Graybar Radio Sets

Graybar Electric Co. to Distribute Com-
plete Line of Receivers—Has Branches
in All of the Principal Cities

Of unusual interest to the radio and electrical
industries is the announcement by G. E. Culli-
nan, vice-president in charge of sales for the
Graybar Electric Co.,, New York, to the effect
that his company will soon distribute a com-
plete line of Graybar radio receiving sets.

Graybar now has offices and warehouses in
sixty-eight principal cities, a complete national
system of distribution. Mr. Cullinan pointed
out that the company’s entry into the radio set
field is a logical move, as it was one of the
first to distribute radio products, the Western
Electric 10-D speaker, 7-A amplifier and later
the Western Electric cone speaker coming to
the trade through the Graybar Electric Co., then
the supply department of Western Electric.
Graybar also has been active in the technical
aspects of radio, some 170 Western Electric
broadcasting stations now operating having
been sold through this organization.

Since 1926, when the name Graybar was
adopted, the company has been a large national
advertiser and now enjoys an acceptance in the
American home gained through the marketing
of a complete line of Graybar housekeeping ap-
pliances through nationwide dealer outlets. Ad-
vertising plans for the Graybar radio receiver
include color pages in national magazines, roto-
gravure and black and white advertising in
seventy leading newspapers, color inserts in
trade publications, direct mail, window displays,
dealer helps, etc.

Mr. Cullinan stated that Graybar’s reputation
for quality is an assurance that its receiving
sets will be of highest caliber, and their promo-
tional plans are indicative of a determination to
become a factor in the distribution of radio.

Dreher Store Sold .
to Lyol & Healy, Inc.

" CHicaco, IiL., August 4—Lyon & Healy, large
retail music house of this city, has purchased
the Dreher Piano Co.'s business in Cleveland,
giving the Chicago concern control of one of
the oldest music houses in Ohio, Henry Dreher,
president of the Cleveland company, plans to
retire from active business, it is reported.
Plans of Lyon & Healy in connection with the
operation of the Dreher business,.according to
R. E. Durham, president, include a continuance
of tlie policies of the Dreher Piano Co. as well
as expansion in directions which Lyon & Healy
have found profitable.

Interesting Article in
Plaza Co. House Organ

The July issue of “Sound Facts,” the monthly
Louse organ of the Plaza Music Co., New York
City, contained an interesting article entitled
“While the Iron Is Hot (and the Weather
Too),” written by C. J. Kronberg, president
of tlie Plaza Music Co., who recently returned
from a European trip. It contains some excel-
lent suggestions upon the merchandising of
portables. This interesting house organ is in
its third month and in its 16-page size has be-
come very popular with Plaza dealers.

A-C Dayton Representative
in the New York Territory

The Friedman-Snyder Co., of 15 Park place,
New York City, has been appointed Metropol-
itan representative of the A-C Dayton Co., of
Dayton, O., which makes a complete line of AC
radio receiving sets and the Flewelling Short
Wave Adapter.




e

-

The Talking Machine World, New York, August, 1928 51

‘Never Before have dealers had such Outstanding
Sales Features offered in an electric pick-up

EVER BEFORE, in electric pick-up history, has the qual-

ity and brilliancy of reproduction been attained as

that produced by the new De Luxe Model Pacent
Phonovox. With Radio Sets coming completely equipped and
fitted for attaching an electric pick -up, the Pacent De Luxe
Phonovox offers sales potentialities second to none among
radio and phonograph accessories.

No other electric pick-up offers the use of the fibre needle with-

Ny ~ out loss of volume, the scientifically balanced tone arm and the
ability to switch from phonograph to radio without removing
Uses either a fibre or the detector tube. These are but a few of the manytalking points.

steel needle Be prepared for the big selling season. Order a stock from

your jobber. If he cannot supply you, write us at once.

PACENT ELECTRIC CO., INC., 91 7th Avenue, N.Y.

Manufacturing Licensee for Great Britain and Ireland: Igranic Electric Co., Ltd., Bedford, England

PHONOVOX

THE Electric Pick-up




52

The Talking Machine World, New York, August, 1928

RCA Ad. Manager Analyzes
Radio Retail Selling Methods

Pierre Boucheron in Interesting Article in NEMA News Divides Selling Into “Inside”
and “Outside” Varieties and Details Methods of Each Type

“ O-DAY selling is no longer recognized
Tas a single, unified branch of activity,”
says Pierre Boucheron, advertising manager,
RCA, in an interesting article in the Nema
News, the organ of the National Electrical
Manufacturers’ Association. “Retail selling, for
example, we may divide into two parts, one
of which we shall call outside selling, and the
other inside selling. l.et us first consider the
‘inside’ variety.
Inside Selling

“The primary factor leading to dealer success
is the location of his store. It should be obvi-
ous that he should locate on the best available
street and that he should select his site with
Aue regard for its accessibility, its conspicuous-
ness, and the number of people who may rea-
sonably be expected to pass by it in the course
of a day. In these considerations the dealer
should compare the estimated size of the busi-
ness with the prospective renting costs.

“Second in importance is the dealer’s win-
dows. Suitable and attractive window display
is a most important factor in a retailer’s busi-
ness. He should be advised to trim his window
weekly; to use novelty appeal with arresting
primary color effects and flashers at night; to
use human-interest demonstrations, manufac-
turers’ displays and price cards. Above all, he
should be cautioned to avoid hackneyed or
common displays of merchandise.

“Third in importance is the dealer tie-in with
the manufacturers’ national advertising cam-
paigns. Local advertising, which is a cardinal
form of tie-in, should do three things:

1. Contain a timely appeal.

2. Feature the product and the price.

3. Display the dealer’s name and address in
bold type.

“Closely allied with this type of sales promo-
tion is the liberal use of mats, electrotypes and
photographs which should be furnished upon
the request of the dealer. Above all, it must
be recognized that it is the insistent and local-
ized, rather than sporadic and general type of
advertising, which ultimately brings success.

“The movies, billboards and car cards can
also be utilized in helping the dealer increase
his sales. The conspicuous display of a num-
ber of twenty-four-sheet posters on billboards,
located at strategic points from the standpoint
of traffic flow, offers the means of an effective
advertising campaign at a minimum expense.
In addition it is well worth the dealer’s while
to investigate the possibilities of a yearly car-
card campaign on the local trolley line or bus
line. Movie slides, too, containing the name
and address of the dealer, are assured of a large
audience at the local or neighborhood theatre.

“No discussion of the components of what
is known as inside selling would be complete
without a consideration of the possibilities of
printed announcements, handbills and dodgers.
Fairs, club functions and the like present a fer-
tile field for the general circularization of pub-
licity material of this sort.

QOutside Selling
“Those who actually do come into a dealer’s

shop comprise but a very small percentage of
the potential market. They are outnumbered
at least ten to one by the persons who pass
by his store without even thinking of entering.
It is to this vast body of possible radio owners
that outside selling addresses itself. A survey
of the opinions of a number of successful deal-
ers indicates that there are four factors which,
above all others, have aided in building up
their sales. These may be correctly grouped
under the heading of outside selling. They are:

1. In addition to local newspaper advertising,
a direct-mail campaign introducing the store to
a selected list of prospects.

2. An extensive use of the telephone in fol-
lowing up a mail introduction.

3. The further following up of these mail
and telephone calls by the personal visit of
an outside salesman.

4. Actual demonstration to
customer,

the prospective

Direct-Mail Appeal
“Let us consider the direct-mail appeal in a
series of printed letters and messages which
constitutes the medium of the dealer’s best and
most direct introduction to his prospective cus-

tomer. A mail campaign may be employed
purely as a seasonal effort, applying extra pres-
sure during the best selling months of the year.
During this period, which, in the radio field,
takes in the months from October to March,
it has been found advisable to send out any-
where from two to six or more mailings, each
ten days apart.

“Then again, the direct-mail effort may be
spread over a whole year, and this practice has
rapidly been gaining favor of late. In this con-
nection it is to be noted that the mailing list
is of paramount importance, for all advertis-
ing, to be effective, must reach the right kind
of people. Experience in the radio business has
taught that the best results for getting names
of prospects are obtained from the satisfied cus-
tomers. It is always good policy, therefore, to
keep in touch with the customer and inquire
about the results he is getting with his set.
Another good way of building up a compre-
hensive mailing list is to make a survey of the
‘key families’ in the city or district—people who
are acknowledged leaders in its business and
social life. The recommendations of this class
always carry weight. Although these two
methods are perhaps in widest use, several oth-
ers have suggested themselves. Among these
may be mentioned the readily obtainable lists
of income tax reports, telephone subscribers,
automobile owners, voters and members of
social and business clubs. But regardless of
its source, the mailing list represents the mar-
ket on which the dealer is concentrating, the
battleground of his efforts, and it must be as
select and as comprehensive as possible.

Jobber Is Host to
Ortho-sonic Dealers

R. E. Tongue Bros. & Co. Sponsor Meet-
ing in Philadelphia—More Than 100
Retailers Present at the Conclave

More than one hundred Federal Ortho-sonic
retailers were recently entertained at a dealer
parley and dinner in Philadelphia by R. E.
Tongue Bros. & Co., distributors for the Fed-
cral Radio Corp., Buffalo, N. Y. R. E. Tongue,
Jr., was master of ceremonies, and R. E.
Tongue, Sr., delivered a welcoming address.

C. J. Jones, assistant sales manager of the
Federal Radio Corp., introduced the new Ortho-
sonic G10-60 AC receiver, which was accorded
hearty acceptance. Mr. Jones outlined mer-
chandising plans for 1928-29, including Federal's
advertising policy and campaign, and also dis-
cussed increase of retailer discounts and a con-
tinuance of the Federal Designated Retailer
policy which has enjoycd marked success sinze
its inauguration three years ago. Mr. Jones was
followed by Glen Tongue, who outlined the
mechanical structure of Federal apparatus and
discussed service matters. A number of new
retailers were accepted for the Ortho-sonic line
in 1928-29.

A. K. Radio on Exhibit

One would Rardly think that an educational
exhibit was the place to display radio appa-
ratus, but the Atwater Kent Mfg. Co. in its
enterprising methods of promoting radio in
general, included an elaborate booth in the Na-
tional Education Exhibit held recently in
Minneapolis, Minn.

First Half of Philco
Dealer Meets Held

Trade Centers From Boston to Los An-
geles Already Covered—Officials Con-
tinue Through South and East

The first week of August mmarked the comple-
tion of the first half of the country-wide sched-
ule of dealer meetings being held by the Phila-
delphia Storage Battery Co., Philadelphia, Pa.,
manufacturer of Philco products.

These meetings are making it possible for
the trade in each important center to receive
first-hand detailed information of the merchan-
dising plans prepared for the new all-electric
Philco receiver and Philco speakers.

That this localized method is effective has
been evidenced by the interest and the large
attendance of the meetings already held. Thus
far, the important trade centers from Boston to
Los Angeles have been covered, and by the end
of August the last lap along the Southern
route and up the Eastern seaboard will have
been completed.

These meetings are conducted by Sayre M.
Ramsdell, sales promotion manager; Robt. F.
Herr, service engineer, and Harry Boyd Brown,
advertising and merchandising counselor, of the
home office and the local Pliilco manager.

New Concern in Greeley, Col.

The Dickey-Sanders Music Co., of Greeley,
Col., has been incorporated with a capital of
$25,000 to do business at 1013 Eighth avenue,
that city. The company will sell musical instru-
ments, radio sets, phonographs and electrical
appliances. H. W, Sanders will be manager.

M’f’g. Radio & Phonograph f
HARDWARE

PERFECT
Portable Feedle Cup

Open Stays Open
Closed Keeps Closed

Star Mach. & Nov. Co.
Bloomfield, N. J.
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= The Demand for Quality Never Ceases

o3 To learn the difference between ordinary Cotton Flocks and
5 “QUALITY” Cotton Flocks, order a sample bale of our Stand-
ard No. 920 for Phonograph Record Manufacturing.

CLAREMONT WASTE MFG. CO.

Claremont, N. H.
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MopEL 71 —Sandar
Table Dynamic . $50

MobDEL 61— Balanced
Armature type . . $35

Oow 1one
SUpremdac

ODAY radio receivers are
designed —and listen-
ing ears are attuned— for
mellow bass-reproduction.
There’s a definite, outstand-
ing demand forrich,colorful,
low-toneeffects. Little wonder
that SANDAR—the one
speaker especially designed
to meet this trend —is mak-
ing new sales records every-
where. Have you seen and
heard the new 1929 models?
If not, get in touch with your
distributor without further
delay. Ten models— Dynam-
ic and Balanced Armature.

SANDAR

SANDAR CORPORATION, LONG ISLAND CITY,'N. Y.

Division of Farrand Mfg. Co., Inc.

MoDEL 65— Sandar
Cabinet Junior $19.50

MoODEL 75— End-
Table Dynasic . $75
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Outdoor Portable Phonograph
Demonstratlons Build Sales

R. T. Cassidy Tells How O. Soderberg, V1ctor Dealer, Sells Victor Portables by
Demonstrating Instrument at Every Possible Outdoor Gathering of the Public

“Put your portables on the air outdoors
where people want to hear them and can judge
their tone. It will keep your talking machine
and record sales business up to standard.”

This is the advice of O. Soderberg, of Soder-
berg's Victrola store, Sandusky. Mr. Soderberg
is out this season to make a record selling the
new Orthophonic Victor portables. During
the first two weeks this type of machine was
on the market he sold thirteen and he hopes
to average at least a machine a day through-
out the vacation months. Mr. Soderberg and
his Victor portable are as inseparable hot-
weather pals as Mary and her little lamb.
Wherever Mr. Soderberg goes in his car the
portable goes too and he goes just everywhere
throughout his home city and county.

July 4 found them at the County Fair
Grounds, where they entertained crowds at the
municipal Fourth of July celebration both af-
ternoon and evening. Mr. Soderberg had an
especially constructed booth for this occasion
and was assisted by Victor men from Cleve-
land. But he doesn’t need these accessories to
make sales. In fact the July 4 demonstration
was planned to introduce and advertise the new
type of portable rather than to sell it. When
he is out to sell Mr. Soderberg looks for peo-
ple as they go about their every-day work and
play. These are his best prospects.

Band concert nights at the city parks Mr.
Soderberg is on the job with his portable to
play between band numbers. Hot nights when
swimming and boating parties are to be found
at the parks and numerous lake resorts Mr.
Soderberg and the Victor are there too. Many
of his sales this season are being made to the
owners of speed boats which sail on Lake
Erie. Young people buy portables to make
music for their dances and beach parties. Old-
er people like to have them so that they may
have their symphony music and old-time tunes
at their Summer cottages. Mr. Soderberg finds
that auto camps are good places to sell port-
ables. A big family reunion held at an out-
door amusement place offers prospects too.

“Watch the daily newspapers,” says Mr. So-
derberg. “Wherever people gather for outdoor
amusement there is likely to be a chance for
vou to sell portables. Let your music do most
of the talking. - A good portable will almost

Dynamie
Cone Speakers

Exponential Air-Column
Drum-Type Speakers

Exponential
Air-Column Horns

Dynamic Units for
Exponential
Air-Column Horns

We are the only company manufacturing

a dynamic unit with a full floating coil

for Exponential Air-Column Horns. All

Racon Dynamic Speakers or Units may

be had either for A. C., D. C. or Battery
operation.

Write for Catalog and Prices

sell itself if you give it half a chance and one
satisfied portable customer brings you several
others. It is an endless chain.

“Portable sales keep up your Summer busi-
ness in the record department. Summer is
nsually considered the dull season for records,
but I do not find it so. My Summer business
is heavier than \Winter because it is constantly
being stimulated by my portable sales. Por-
table buyers are frequently as good as or even
better record customers than buyers of larger
machines. This is especially true in the Sum-
mertime when the younger set is keen for the
‘hot’” new dance numbers every week.”

News of the Trade
in Kansas City Area

Columbia-Kolster Combination Instru-
ment Meets With Trade’s Approval—
Record Business Continues Consistent
—Combinations Selling Well

Kansas Crry, Mo, August 7—With the month

of July over, following a period of very accept- _

able activity in both the phonograph and radio
lines, dealers and distributors here are ready
to go into their Fall business confidently ex-
pecting one of the biggest seasons in both lines
in the history of the business. This has been
by far the best radio year the dealers have ever
had, according to reports of dealers.

Outstanding in the Summer demand is the
activity of combination machines. The new Co-
lumbia-Kolster combination, which is just be-
ing introduced to the trade here, is meeting
with instant success wherever it is demon-
strated. The two new Victor combinations are
in good demand as well.

J. W. Jenkins' Sons’ record department re-
ports fine record business throughout the Sum-
mer. According to Miss Wilcox, head of the
department, they are not experiencing the Sum-
mer slump which they used to feel. The new
Orthophonic portable is proving very popular
here, according to Jenkins.

The Sterling Radio Co. reports demand for
Kolster and Columbia merchandise far ahead
of last year. At the present time they have on
order $400,000 worth of Kolster radios, and the
demand for Columbia machines is on the in-
crease and has been throughout the Summer.

The Sterling Co. has expanded its sales force.
Charles M. Gaffney will be in the new sales pro-
motion department, E. G. Hildner will cover the
city territory for the Columbia line only, and
E. F. McNees has been appointed to cover the

territory in southwest Missouri and northwest
Arkansas districts.

Of particular importance is the coming dealer
meeting to be held by the Sterling at the Hotel
President on August 9. A similar meeting will
be held in Wichita on August 7.

Combination machines have been the feature
of July business with Paul’s. The new Colum-
bia-Kolster combination has met with im-
mediate approval, according to this store, and
they expect this to be a prominent feature of
Fall business. The two new Victor combina-
tions priced at $425 and $250 have been very
active. Record business is good.

Kellogg Bowlers Win
Chicago Tournament

To state that Kellogg bowlers roll a wicked
ball which tosses the pins right and left is put-
ting it entirely too mild. They know the game.
Plenty of practice during the past bowling sea-
son prepared them for Chicago’s West Side
Industrial Bowling Tournament which was held
at Bensingers’ Bowling Alleys in Chicago re-
cently. These boys had little trouble in piling
up a total score of 2918 for three games and

Kellogg Bowling Team

edging out the nearest aspirants for first place
by a neat margin of 195 points, bringing the
championship to the Kellogg Switchboard &
Supply Co. Left to right in the picture are
William Hennessy, Frank Mizaur, Frank Holub,
Frank Vancura and Stanley Oavczarek.

New Splitdorf Distributor

The Splitdorf Radio Corp., Newark, N. J., has
announced the appointment of the Goodnew
Specialties Co. as a distributor for the State of
New Hampshire. Roger W. Keene is president
of the new distributing organization.

Buys Arison Music Shop

Daniel Castellanos, Inc., 61 \Whitehall and 1
South streets, New York City, has purchased
the Arison Music Shop, 45 West 116th street,
New York City. This establishment will be
operated as a branch of the main store.

55331;

BROOKLYN

720 Atlantic Ave.

to quote.

Electric Pick-Ups

Manufacturers

Modernize your phonographs or portables
with an electric pick-up.

Write us for particulars. We are specializing
upon manufacturer’s needs and will be pleased

METAL STAMPING CORP.

for

Brooklyn, N. Y.
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Bosch Radio Medel 28—for 110 volt AC opera-
tion using scven alternating cutrent tubes and
one power rectifying tube. Single tuning dial
electrically lighted, solid mahogany cabinct.
Price . . . . . . . $132.50 less tubcs.

.5

Authorized Bosch Radio Dealers are now show-
ing Model 28A console illustrated, specially de-
signed for them with the standard Bosch Radio
Speaker Console has fine selected and pat-
terned woods, richly carved, beautifully finished.
Bosch Radio Dealers are offering the console
28A with Bosch Radio Speaker and the Model
28 Bosch Radio Receiver for . . . $197.50.

OSCH

b LR ﬁwm-gnun [T ,.,;\";.;aa_._

af

RADIO

) 2 8

Dealer acceptance of the new Bosch plans is verity-
ing our assertion that the Bosch Ruadio contract

will be the outstanding money-maker this year.

The Bosch contract is based on sound merchan-
dising principles and provides profits and ad-
vantages not to be had in any other contract.

A wider selling range, a strong price advantage, a
more flexible inventory investment are prominent
features of the Bosch Dealer contract.

The new Bosch Receiver is far ahead in
performance and appearance—it is backed

Authorized Bosch Radio
Dealers are now showing the
console Model 29B, specially
designed for them with super-
dynamic speaker and special
high-power speaker supply.
Console has sliding doors,
beautiful craftsmanship and
celected woods. Bosch Radio
Dealers are offering this con-
sole 29B with super-dynamic
speaker and special high-
power speaker supply with
Bosch Radio Model 28 Re-
ceiver for . . . . $29500.

by the Bosch traditions of precision
workmanship and Bosch national ad- |
vertising. A request will bring you the h
interesting details. Write our main

office or our nearest branch today,

if you want to be included in our plans. .

Prices slightly higher west of Rockies and in Canada — Bosch Radio is
licensed under patents and applicationsof R. C. A., R. F. L.. and Lektophone

AMERICAN BOSCH MAGNETO CORPORATION
SPRINGFIELD - - - - MASSACHUSETTS
BRANCHES: NEW YORK CHICAGO SAN FRANCISCO

—



56

London Firm’s “White
Elephant” Radio Sale

Victor Hyde Describes a Sale Put on by
a London, England, Store That Moved
Slow-Selling Radio Merchandise

A fresh and nove! form of sale advertising
was successfully featured by Catesby's, Totten-
ham Court road, London, England, to promote
a “White Elephant” radio goods sales in the
first weeks of July. “Truth in Advertising” on
the window showcards was given a frank and
candid—and humorons—twist that appealed to
the public, and sales proved this.

“We've heard a report (unconfirmed at pres-
ent) that the British Museum are after these.
Any way we are presenting them to you for
23s. each” was their way of selling off some
horn tvpe loud speakers that had proved slow

Have you heard

the sweeter.

purer fone of

Televoeal Quality

Tubes? A com-

plete line, na-

tionally adver-

Write for full
description and

prices.

o
A 4

Televocal

Corporation
Televocal Building
Dept. G-3
588 12th Sireet
West New York, N. J.

elévac

Ouality Tubes
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in moving. As most readers are probably
aware, the British Museum in London collects
antiques. Other showcards were equally as
original. While sale advertising is, of course,
vigorously conducted in England, this is a new
form of sales boost in that country.

The sale, which opened with throngs round
the windows, was a great success. To support
the title there was a reproduction of a white
clephant in a corner of each showecard, and an
almost life-size model of an elephant draped in
white in one of the windows. An illuminated
eve winked at the public stopping to inspect
the displays of radio products.

Farrand Starts on
Expansion Program

Well-known American Financiers Have
Recently Become Identified With the
Farrand Mfg. Co., Inc.

Several notable figures in American finance
have recently become identified with the Far-
rand Mfg. Co., Inc, Long Island City, which is
+aid to be starting on its greatest era of con-
structive expansion. New directors include
Robert Law, Jr., chairman of the Murray Hill
Trust Co.,, and Willam Dewey Loucks, attor-
ney and financier. It is also understood that
Matthew C. Brush, a director of many corpora-
tions, has acquired a substantial interest in the
company. James A. Dunn, vice-president of the
Barnsdall Oil Corp., is a director and large
stockholder, and Dudley M. Mason, well known
in the rubber industry, has-also acquired a sub-
stantial interest and has been clected director
and chairman of the board.

George H. Kiley, vice-president in charge of
sales, has recently closed contracts with a num-
ber of manufacturers, 1t is said, for their entire
requirements for the coming season for both
dvnamic and permanent magnet type speakers.
The Farrand Co.’s foreign business is develop
ing very rapidly and its export shipments dur-
ing the current season, it is announced, are
much larger than at any previous time in its
Listory, a very fine state of affairs.

“Radiotrician”’ Takes
Place of Service Man

Newly Coined Word to Add Dignity to
Service End of Radio Business

“Radiotrician” is the newly coined word now
applied to the youny man who installs and serv-
ices radio receivers and its use is to become in-
creasingly prevalent in such cities as GChicago,
St. Louis, Buffalo, Dayton, Rochester, Minne-
apolis and Milwaukee, where local radio trade
associations have arranged for the education,
examination and registry of men who service
radio receiving scts.

Under the auspices of the Federated Radio
Trade Association, the idea of radio installation
and service, only by men who have proven their
ability, is spreading to all parts of the country.
In the opinion of executive secretary, H. G.
Erstrom, it is these trained service men who
are to become the radio merchants of to-mor-
row and for this reason training is of the ut-
most importance to the trade.

“For the trained man, radio has no blind al-
leys,” recently stated Mr. Erstrom, “and future
radio merchants are going to come from among
the men who become qualified radiotricians.
Under the plan outlined by t<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>