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Hazeltine Corp. Wins
Federal Court Decision

Federal Judge Thacher Hands Down Decision
Stating the Hazeltine Patents Are Valid and
Infringed by Elec. Service Eng. Corp.

Professor .. A. Hazeltine was the first to in-
vent a radio receiver without “squeals,” accord-
ing to a decision handed down recently by Judge
Thomas D. Thacher in the Southern District
Federal Court. The decision declares that this
invention had “an astounding effect upon the
entire industry.”

The award was rendered in an action brought
by the Hazeltine Corp., owner of the Hazeltine
Neutrodyne patents, and its licensees, against
the Electric Service Engineering Corp. for al-
leged infringement of the Hazeltine inventions.
Judge Thacher holds that the Hazeltine inven-
tions are valid and infringed. This ruling fol-
lows closely the decision rendered two days
previously by Federal Judge Robert A. Inch in
the Eastern District Court of Brooklyn, who
held that the Hazeltine inventions do not in any
way infringe certain patents held by the Radio
Corp. of America and its associated companies.

The defendant in the case before Judge
Thacher set up every possible patent in the
prior art that could be brought against the Ha-
zeltine inventions as justification for its acts of
alleged infringement. Judge Thacher in his de-
cision sweeps these aside and in referring to the
patent issued to Chester D. Rice, owned by the
General Electric Co., the one most nearly in-

volved, states:

*This permanent and complete neutralization of the
Neutrodyne receiving sets before sale to the consumer
explains the commercial success of these instruments,
which is so strongly persuasive of invention. Rice em-
ployed a fixed ratio of equal capacities and equal turns
and arranged his coils with loose coupling. Hazeltine
provided close coupling hetween the coils and unequal
turns, with capacities in the ratio stated, and attained
permanent neutralization for all frequencies, a result
never attained before and one which had, as the evi-
dence discloses, an astounding effect upon the entire in-
dustry.”

After citing authorities, Judge Thacher then continues:
*Here, the difference between Hazeltine and those who
preceded him is much the same, and is of the most essen-
tial importance from a functional standpoint and of ex-
traordinary commercial value. Rice and Hazeltine were
not very far apart, but the difference between them is
the difference between success and failure.”

With respect to other patents cited against the Hazel-
tine inventions by the defendant, Judge Thacher says
‘‘the visible and tangible means for neutralizing capacity
coupling disclosed by Hazeltine was his invention, not
that of Alexanderson, Rice or of Goldsmith and \Wein-
berger.”

In reviewing the case in his decision, Judge Thacher
points out the following: ‘‘after the Plaintiff had rested
its case in rebuttal, and its expert had been excused and
could not be recalled, the defendant offered in evidence
an additional prior art patent, R. V. L. Hartley, May 23,
1916, No. 1183875. To have received the patent in evidence
at that time, to the prejudice of the plaintiff, would
have been unfair, because the proofs on beth sides with
regard to the prior art had been closed and the plaintiff’s
witness had left jurisdiction. However, T have consid-
ered the Hartley patent and find no anticipation of Ha-
zeltine therein or any disclosure whicli deprives his in-
vention of novelty. In this view I am confirmed by the
decision of Judge Inch in ‘the Radio Corp. of America v.
Twentieth Century Radio Corp..’ decided in the Eastern
District June 30, 1926.”

During the trial of the case, the Defendant set up as
part of his defense that neither Professor llazeltine nor
the Ilazeltine Corp. were the rightful owners of the Ha-
zeltine Neutrodyne inventions and that Hazeltine had
dedicated his invention to the Government and public.
This plea was based on the alleged ground that Pro-
fessor Hazeltine was in the employ of the Government as
consulting engineer at the time the invention was made
and, consequently, the invention was the property of the
people of the United States.

After reviewing the evidence submitted in support of
this contention, Judge Thacher dismisses it by stating,
“The defendant acquired no rights under the Act of
March 3, 1883, because the patent was not issued under
that Act.” Judge Thacher further states, “Nor is there
any merit in the claim that Hazeltine’s Assignee is not

entitled to sue. \Whatever rights the United States Gov-
ernment may have in the invention growing out of the
inventor’s employment, the patent was issued in his
rname and his assignees hold full legal title, which must
be recognized in a Court of Equity until superior equi-
ties are asserted.”

A decree in favor of the plaintiff's for appropriate re-
lief in accordance with this opinion may Dbe presented
upon the usual notice.”

New Edison Advertising
Attracts Wide Attention

Recent Magazine and Newspaper Ads on Dance
Reproducer the Forerunners of an Extensive
Campaign Planned for the Fall

The recent public announcement of the new
Edison Dance Reproducer, which not only
adds volume to the reproduction of Edison
records, but likewise increases the tonal range
and improves the quality, has attracted wide at-
tention throughout the country, the announce-
ment having appeared in the Saturday Evening
Post and over 150 daily newspapers in the lead-
ing cities from coast to coast.

It was stated at the Edison headquarters in
Orange, where great activity prevails at the
present time, that this announcement is but the
forerunner to an extensive magazine and news-
paper campaign to be launched early in the Fall
and which promises to carry messages of much
general interest, the details.of which will be
available in the near future.

Edison dealers report that the first adver-
tisements proved distinctly productive of re-
sults, as indicated by the demand for the new
dance reproducers from phonograph owners.

Important Concerns Become

Jobbers of A. H. Grebe & Co.

The Grebe Synchrophase Receiving Sets to Be
Handled in Important Territories

A. H. Grebe & Co.,, New York City, manu-
facturers of Grebe Synchrophase receiving sets,
announced recently the appointment of a num-
ber of well-known jobbers in important terri-
tories and all of these jobbers have placed sub-
stantial orders for immediate delivery in recog-
nition of the popularity of Grebe sets. Among
the new jobbers are the Universal Radio Co.,
359 East One Hundred and Forty-ninth street,
New York, who will distribute Grebe products
in Manhattan, Bronx, Westchester, Orange and
Putnam Counties; Trilling & Montague, Phila-
delphia, Pa.; Clyde Washburn, Memphis, Tenn.;
H. P. Alderman & Co., Buffalo, N. Y.; Cooper-
I.ouisville Co., Louisville, Ky.; Holley-Mason
Hardware Co., Spokane, Wash., and the Braid
Electric Co., Knoxville, Tenn. The Grebe mer-
chandising policy provides for the granting of
exclusive territorial privileges to its distributors
and under this plan Grebe jobbers have ample
opportunities to develop to profitable advantage
the sales possibilities in their territories.

Okeh Record by Victoria
Spivey in Public Favor

While in St. J.ouis, Mo., a short time ago, a
recording expedition sponsored by the General
Phonograph Corp., manufacturer of Okeh rec-
ords, arranged to make a number of special re-
cordings, including a record by Victoria Spivey,
featuring “Black Snake Blues” and another pop-
ular number. The record was released recently
and has met with the most enthusiastic recep-
tion by race rccord purchasers throughout the
country.

Blackman Co. Distributing
the Ultraphonic Sound Box

Prominent New York Wholesaler Appointed to

Distribute Device Made by the Audak Co. in
Greater New York and Connecticut

J. Newcomb Blackman, president of the
Blackman Talking Machine Co., New York City,
one of the leading wholesalers in the United
States, announced this week that his com-
pany had been appointed a distributor for the
Ultraphonic sound box made by the Audak
Co., of New York, of which Maximilian Weil
is president. In making this important an--
nouncement Mr. Blackman said: “We feel
sure that the trade we serve will be gratified
to learn that we have been appointed exclu-
sive distributor for the Ultraphonic sound box
in a very important territory, including all
of Greater New York and Connecticut, to-
gether with the cities in the Hudson River
Valley, northern New Jersey and Long Island.
In making arrangements to distribute this sound
box, we had in mind only one idea, namely, to
give our dealers a product that could be mer-
chandised profitably and satisfactorily. We
carefully tested every make of sound box sub-
mitted for our inspection, and as a result of
these tests proved to our complete satisfac-
tion that the Ultraphonic sound box represents
the best reproducer of its type now on the
market. We are planning an aggressive sales
campaign in behalf of this product and the
members of our sales staff are keenly enthu-
siastic regarding the constructional qualities of
the reproducer as well as its sales possibilities. -

“In offering this new sound box to our dealers
we are fully cognizant of the fact that the most
satisfactory results in the reproduction of pres-
ent-day records can only be secured through a
combination of three vital factors, namely, the
new electrical recordings plus the new and im-
proved type of sound box and the improved
type of tone chamber. \While this is the ideal
combination it does not provide for the suitable
and adequnate use of the millions of talking
machines which were placed in the lomes be-
fore the development and perfection of the new
tvpe of instrument. It is, of course, to the dis-
t'nct advantage of the dealers to have at their
d’sposal any means which will provide for the
increased use of the talking machines in the
home, and a corresponding revival of record
business.

“The first step, therefore, is to provide the
dealer with a product that he can offer to his
customers with the assurance that by using it
they will derive pleasure and satisfaction from
their records, thereby giving them an opportu-
nity to use their talking machines frequently in-
stead of period'cally. In offering our dealers
the Ultraphonic sound box we are giving them
the meuns for increased record sales in addition
tc the profit derived from the sale of the re-
producer itself. The possibilities for developing
a market for this sound box are unlimited, and
we are fully convinced as to the value of this
merchand:sing plan for our dealers.”

Appointed Magnavox Jobber

OaxLanp, Car., July & —The Magnavox Co.,
manufacturer of the Magnavox line of radio
equipment, recently announced tlhe appointment
of R. S. Williams & Sons, Ltd.,, Toronto, Can-
ada, as exclusive distributor for the Dominion
of Canada, including British Columbta. The
R. S. Williams organization has a record of
thirty years of cousistent increase in prestige in
the industry.

See second last page for Index of Articles of Interest in this issue of The World
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Analysis of Trade-in Allowance Problem

New Models Add Complications to Trade-in Situation— Retailers
Must Evolve Equitable Policies—Important Points to Consider

One of the most vital problems that the retail
talking machine dealer is called upon to solve
at the present time is the question of trade-
ins. Shall the dealer consider taking an old
talking machine or radio in trade, making an
allowance to apply as part of the first payment
on the new model? Shall he adopt an uncom-
promising attitude and resolutely refuse to en-
tertain a proposition of this nature? Last, but
rnot least, what allowance should he make on an
old talking machine or radio set?

There are many angles to this question of
trade-ins that require careful study and con-
sideration. While there are few dealers who
would refuse to consider a trade-in on the pur-
chase of a new talking machine, insofar as radio
is concerned there are many merchants who
have adopted a policy of refusing to make an
allowance on an old radio set. Other dealers,
while they do not emphasize their willing-
ness to take in the old radio, will do so if the
prospective customer forces the issue.

The trade-in problem, as far as it concerns
the talking machine, has developed new com-
plications, due to the number of immeasurably
superior new instruments that have been or are
about to be placed on the market. Many of the
old instruments were sold at ridiculously low
prices during the house-cleaning process in
preparation for the new models. In this con-
nection the dealer must make up his mind to
two things; viz, the allowance for the old instru-
ment and its marketability. On whether the
dealer will be able to dispose of the trade-in
instrument within a reasonable time and get
his money back is actually based his profit on
the sale of the new instrument in which the
trade-in was involved. Another point: The
trade-in allowance must in no case be figured
on the original price of the old instrument; the
reduced price at which the machine finally sold
should be the starting-point for the dealer’s
calculations. Over-valuation in eagerness to
make a sale must be guarded against in order to
preserve profits.

When it comes to the question of whether or
not it is advisable to consider trade-ins the an-
swer is that the talking machine dealer is in
somewhat the same position as the automobile
agent. New business would be considerably re-
duced or delayed if the dealer refused to make

an allowance on the old instrument. The new
talking machines are so meritorious and rep-
resent such a tremendous improvement over the
phonograph of the past that it would be a short-
sighted merchant indeed who would voluntarily
cut his market down to those people who do not
already own talking machines. There are many
thousands of people who now own the finest of

Each talking machine dealer
must get right down to the
business of evolving his own
trade-in policy. The main
points to consider are embod-
ied in the accompanying arti-
cle. Of special importance 1s
the point that the dealer must
protect himself through keep-
ing trade-in allowances down
to the lowest possible point.

the old models and who can well afford to pur-
chase the best and most expensive of the new
ones, but they must be sold on the idea and
after all the selling is done and the desire for
the new product has been aroused the dealer
must be prepared to take the old instrument
off the potential customer’s hands before he can
finally close the deal. This applies in a more
limited degree to radio.

The third question that comes up is the
marketability of the trade-in. Experience of
dealers proves that there is a very definite out-
let for the old instruments. Just as there are
thousands of people who can afford to buy the
best of the newer products there are also theu-
sands who for many reasons cannot afford to
purchase a new instrument at the moment and
who do not own a talking machine. These
people are the prospects for the trade-ins and
every sale of this type means a new record cus-
tomer. One dealer has found that he can
dispose of all the trade-ins without delay at an
actual profit by loading them in a truck and can-
vassing the poorer districts. He gets turnover
on his trade-ins and not only in this way makes
the full profit on the sales of his new instru-

ments, but he makes a profit on the trade-in.
That is good business and it is not an exag-
geration to state that most dealers can do the
same. Another dealer figures that it is nort
worth while to make any effort to sell the trade-
ins. He simply makes the sale if a customer
who wants a real bargain comes into the store.
Occasionally he inserts a classified ad in the
daily newspapers. This particular dealer has a
cellarful of trade-ins, representing real money.
He is located in a section of the city where it is
casy to dispose of stock of this character and he
1s losing money because of his inactivity. The
point is that there is more to the trade-in prob-
lem than merely making an allowance on the
old instrument and then forgetting about the
deal. The important part of the whole trans-
action is in disposing of the trade-in without
loss of time or sacrifice of money.

The attitude of dealers on this important sub-
ject varies greatly. One dealer stated that
with him the customer was the deciding feature
as to whether or not he would accept a machine
in trade. He pointed out that he conducted a
general music store, selling in addition to talk-
ing machines, radios, pianos of all grades and
musical merchandise. As he was situated in a
neighborhood composed entirely of residences
where it was necessary to retain the good will
of his customers and keep them coming to
him for new instruments of all sorts, he found
that in the long run it would be more profitable
to accept an old instrument from a customer of .
long standing, who had perhaps purchased three
or four instruments and was continually buying
rolls and records, rather than to take a decided
stand and run the risk of making an offended
customer. It was, however, only with this type
of customer that the dealer in question would
be inclined to make more elastic than usual the
values placed on the old-type instruments.

His attitude could be taken as typical of the
dealer situated in a purely residential section
where for over a space .of many years the store
had served the same people and had made them
friends and satisfied customers. It is on the
basis of good will that the store survives and a
too decided stand would in many cases injure
this asset. Stores serving a transient trade can
and should for their own profit treat the trade-
in problem from a purely business standpoint.

Tuned Loop Aerial (Directional)

List Price

$6 500 Complete
Without With' Accessories
Tubes and Weighs Only
Batteri pop"r 26 Lbs.
atteries

A Portable Radio

This latest addition to the NYACCO line represents the latest advance-
ment in Radio and fills the insistent demand for a light weight Portable

Radio.

It is a six-tube set operating on Dry Batteries. It has remarkable Tone
\ Quality, Volume, Selectivity and Distance Reception.

It keeps the Broker or Business Man in touch with the market while
away. Ideal for the Camper, Tourist, Motorist and Canoeist.

New York Album & Card Co., Inc.

23-25 Lispenard Street, New York
(Established 1907)




Jury 15, 1926 THE TALKING MACHINE WORLD

NICK LUCAS ABE LYMAN
“The Crooning Troubadour” and his orchestra
“Adorable” R “Do You Believe in
“Bye Bye Blackbird” — 3184 Dreams?"“‘Mary Lou” - Fox s
Voice and guitar with piano AL JOLSON trots with vocal choruses
World’s Greatest Entertainer by Charles Kaley
““At Peace With the World”
“Tonight’s My Night With Baby''— 3196

Accompanied by Carl Fenton’s Orchestra

Business always good
when you have records like these!

HE art of Jolson, Lopez and these

other Brunswick favorites knows
no season. There is plenty of record
business for the dealer who will bring
to the public’s attention these newest
offerings by the biggest stars of the
amusement world. Every one of these
numbers will demonstrate how im-
mensely Brunswick’s “Light-Ray”
electrical recording (musical photog-

WENDELL HALL raphy) improves music for the home. VINCENT LOPEZ
“The Red-headed Music Maker” and his Casa Lopez Orchestra
“I'm Gonnna Let The Bumble “Honeybunch” 1
Bee Be” 3144 “Adorable”’— 3148
“Lulu Lou" > Fox trots with vocal chorusesl

PANATROPES RADIOLAS RECORDS

THE BRUNSWICK-BALKE-COLLENDER CO.,, GENERAL OFFICES: CHICAGC
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Brunswick Panatrope Award
as Prize in Choral Contest

Cecelia Society of Ridgewood, N. J.,, Wins In-
strument in State Contest—Caldwell, N. ],
Woman’s Club Chorus to Record

The Cecelia Society, of Ridgewood, N. J., won
a Brunswick Panatrope as second prize in a
State Chorus Contest, which was the feature ot
main interest in conjunction with the musical
program of the General Federation of Woman'’s
Clubs, which recently convened in Atlantic City.

The directors and members of the Cecelia So
ciety are very much pleased with their prize and
expressed their unqualified approval of the Pan-
atrope in no uncertain terins.

Geo. A. Lyons, of the Philadelphia Brunswich
branch, and H. Emerson Yorke, of the Chicagc
headquarters of the company, officiated on be-
half of the Brunswick Co. at the presentation.
One very important reason for the keen rivalry
in the contest was the fact that the winners
were to record. W. A. Brophy, of the Bruns-
wick recording laboratories, is making arrange
ments for a record by the Caldwell chorus of
The Caldwell, N. J.,, Woman’s Club, who were
selected as best.

Victor Co. Announces New

Record Exchange Plan

New Proposition Will Take Care of Surplus
Stocks of All Mechanically Cut Records and
of Many of Electrically Recorded Selections

The Victor Talking Machine Co. has an-
nounced as of July | and effective on that date
a new record exchange proposition in two parts.
The first part of the exchange applies to all
black label mechanically recorded records
listed in the 1925 edition of the domestic catalog
and its supplements with the exception of 147
best selling and educational numbers, together
with all blue label records listed in the same
catalog with ninety-seven exceptions. This
change is on the basis of one-half the list price
value, the dealer to be credited with records
sent in in exchange against new record pur-
chases by his wholesaler.

Part two of the plan will start on January 1,
1927, and covers all domestic black labels and
all blue label records excluded from part one
of the exchange, together with all electrically
recorded domestic black label and blue label
records, now issued or to be issued, and which
have been oun the market for six months before
they are returned. The second section of the
exchange will be conducted on a full credit ba-
sis. Full details of the exchange and its opera-
tion have been sent to dealers by the factory.

Gulbransen Summer Sales
Campaign Interests Trade

The Summer sales campaign conducted by
the Gulbransen Co., Chicago, manufacturer of
Gulbransen registering pianos, has become a
nationally known business institution in this
country. Recently “Printers’ Ink,” a publica-
tion devoted to advertising and merchandising,
devoted several pages to an outline of the cam-
paign plan and an account of its success, for
the benefit of business men in all lines of en-
deavor. Manufacturers and dealers in varied
lines, everywhere in the country, have written
to the Gulbransen Co. for information regard-
ing its hot weather campaign. In the 1926
campaign, now being conducted, two outstand-
ing features will increase interest and bring re-
sults. Prizes will be given, three for each State,
in the forin of a beautiful gold coat-lapel button
or watch charm, to the leading salesman in each
of the three groups of cities. The campaign
opens at a time when salesmen have the op-
portunity of introducing two new products, the
small upright and the Colonial model register-

ing pianos. The campaign opened July 1 and
closes August 31, and any Gulbransen sales-
man or dealer who does outside canvassing or
selling is eligible. In addition, the pictures of
the winners will appear in the Gulbransen Bul-
letin, a magazine published by the firm.

Swedish Royalty Guests
of E. F. McDonald, Jr.

Crown Prince and Princess of Sweden Enjoy
Cruise on the Yacht “Zenith”

Chicago played host to Crown Prince Gustaf
Adolph and Crown Princess Louise of Sweden,
during the latter part of June when the royal
party spent several days in the city. One of the

Wi

Crown Prince and Princess on Yacht “Zenith”
most pleasant events during the Prince’s stay
was a trip on the yacht "Zenith” as the guest of
E. F. McDonald, Jr., president of the Zenith
Radio Corp., Chicago. On the afternoon of June

25, 'mid the dipping of flags and screeching of

downtown harbor whistles and sirens, the royal
party boarded the “Zenith” with Mr. McDonald
and cruised to the Great ILakes Naval Training
Station, where Captain Hines, the officer in
charge, had his embryo sailors demonstrate
their ability in maneuvering ships, after a
twenty-one-gun salute and full military recep-
tion had been accorded the visitors. Swedish
military and naval pennants flew from the
staff of the Chicago Yacht Club, from which
the party “shoved off,” and from the halyards
of the “Zenith” the personal flag of the Crown
Prince was flung to the breeze. Chicago papers
carried editorial accounts and reproduced pho-
tographs taken on board the yacht. The Prince
is a lover of the sailing sport and thoroughly
enjoyed the trip.

Introduce the New Emerson
Euphonic Talking Machines

The Wasmuth-Good-ich Co., Peru, Ind., man-
ufacturer of the new Emerson Euphonic talk-
ing machine, has prepared for the use of its
dealers a folder showing the complete line of
phonograph products manufactured by the firm.

The Emerson Euphonic Italian consolette,
Model 333, the first model to be introduced
this Spring, is small and low, requiring

less space than a console and is finished in
Italian style in duo-tone mahogany with fig-
ured panels on the doors. The new Emerson
sealed sound chamber, throw back tone arm and
flexible diaphragm sound box, are features of
the new product.

The firm has also introduced the *“Mozart”
period console finished in either duo-tone ma-
hogany or walnut, the Verdi, an Italian period
console, and the Wagner, both finished in burl
walnut or figured mahogany. All three consoles
contain a space which provides for the installa-
tion of a radio receiver and a special compart-
ment is set aside for batteries and other acces-
sories.

The trade recogmzes the demand for
simplified tuning in radio. Two control
design 1s the answer to this problem

This six-tube powerful long distance re-
ceiver is a spectacular performer. Tre-
mendous Volume—Great Selectivity and
its striking simplicity of operation make
immediate sales.

NOT MERELY
ASSEMBLED and SOLD

3 sets—3 cabinets make 9
models.

A full line lowers
sales resistance.
\Write for complete infor-
mation and circulars.

your

RadioSimplicity/

Why 2 Controls for a Radio Receiver!

(AsE 0 TuBe Receiver

METER CALIBRATED ~ Two VERNIER CONTROLS.

Model 60A Dial control
Model 61A Vernier control. . . ... ... $85.00

CASE RADIO RECEIVERS

Designed—Engineered—Manufactured and Merchandised

INDIANA MFG. & ELECTRIC CO.

“Two controls, for two-handed people.”
Retain the desirable features of three
controls with our two dial sets.

Strongly built and mounted in a sub-
stantial and beautifully finished 34-inch,
hand-rubbed, solid mahogany cabinet.
The entire set built complete in our
plant.

550 CASE BLOCK,

MARION, INDIANA
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Brunswick Panatrope

- (9 ] Model P10

Demonstration
’ sells the Brunswick Panatrope!

AKE a calendar of events in your community at which you can
present the Panatrope. Every demonstration creates an interest
which grows until the desires to own this wonderful instrument become

so strong that sales result.
Brunswick Dealers are finding that the following occasions lend them-
selves to successful Panatrope demonstrations:

Afternoon Teas Fraternal Gatherings
Bridge Parties Week-end Parties

| Lawn Parties Noon-day Club Luncheons
Country Clubs Summer Resort Activities
Church Affairs County and State Fairs

Tawilight musicales in small parks

PANATROPES < RADIOLAS -+ RECORDS

THE BRUNSWICK-BALKE-COLLENDER CO., GENERAL OFFICES: CHICAGO
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Indiana Radio Dealers
Organize an Association

Herbert C. Wall Elected President of Indana
Radio Trades Association—H. H. Cory De-
livers an Optimistic Talk on Outlook

Fr. Wayxg, Ixp, July 3—An increase of 100
per cent in the total volume of radio business
in the United States during 1926 was predicted
by H. H. Cory, of Minneapolis, secretary of the
Federated Radio Trades Association, a national
organization of radio dealers, at the banquet and
get-together organization meeting of the Indi-
ana Radio Trades Association at the Shrine
Clubhouse here, recently.

Herbert C. \WWall was elected president of the
new Association; Howard Cranfill, vice-presi-
dent; Chester \V. Keen, secretarv, and Bert J.
Duesler was named on the board of directors.

J. E. Ferguson, general sales manager of the
Neutrowound Radio Corp., Chicago, spoke on
“Selling Radio Apparatus.”

About 150 dealers from northern Indiana at-
tended the meeting. Officials of the Association
said that the gathering presaged the successful
organization of the dealers throughout the State.
Work of affiliating dealers in the central and
southern part of the State with the group is now
under way.

Four Years of Radio Exports
Are Valued at $22,281,000

The domestic rise of radio products was ac-
companied by their rise in importance as an ex-
port item in United States foreign trade, as is
revealed by figures made public by the Depart-
ment of Commerce. During the four years, 1922
to 1925 inclusive, total exports of radio materials
from this country were valued at approximately
$22,281,000.

Canada took $7,709,000 worth of these radio
exports, or 35 per cent. Markets in the South-
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crn Hemisphere took approximately 25 per cent,
the principal purchasers being: Argentina, 11
per cent; Australia, 8 per cent; Brazil, 3 per cent,
and New Zealand, Chile and British South
Africa, each 1 per cent.

Unofficial estimates place the total value of
radio materials madz in the United States dur-
ing 1925 at about $100,000,000.

S. W. Lukas With Whole-
sale Radio Equipment Co.

S. W. Lukas, well known in the metropolitan
music trade, having represented the Columbia
Phonograph Co. and many other talking ma-
chine concerns, recently joined the staff of the
Wholesale Radio Equipment Co.,, New York.
He will cover the New York City trade and
his wide experience in the field is certain to
prove of value in his new connection and to
the dealers with whom he comes in contact.

W. H. Haile in Important
National Carbon Co. Post

\W. H. Haile has been appointed manager of
the railway sales division of the National Car-
bon Co., Inc., with headquarters in Cleveland,
according to announcement just made at the
New York offices of the company. Recently
Mr. Haile was district manager of the National
Carbon Co. in Pittsburgh. Prior to that he was
district manager of the Union Carbide Sales Co.,
with headquarters in Chicago.

Gulbransen Prosperity

The Gulbransen Piano Co. of Chicago, Ill,
paid on June 25 a dividend on its common stock
of 2 per cent to stockholders of record. This
is the second common stock dividend of the
year. The company reports orders thus far in
126 to be far in excess of the same period of
1925.

Magnavox Co. Pgns Big
Advertising Drive Soon

Full I?ages in Saturday Evening Post and Other
National Magazines Are to Be Used to Push
the New Magnavox Cone Speaker

Oakeaxp, Car, July 5.— The Magnavox Co.,
manufacturer of Magnavox radio receivers and
other equipment, is preparing an intensive ad-
vertising campaign to push the new Magnavox
cone speaker that was recently introduced to
the trade. Part of this program is a heavy con-
centrated advertising campaign in the Saturday
Evening Post and other leading national maga
zines, using full pages. Dealer helps in pro-
fusion will also be supplied.

In a recent letter to its dealers the Magnavox
Co. gave as its reason for its belief that the
coming vear would surpass in speaker sales the
average of 100,000 per vear which it has main-
tained the fact that with the new cone speaker

~ many replacement sales will be made. The 1926-

27 season, it is predicted, will be prosperous.

Three New ‘Artists Heard
on Late Columbia Releases

The special releases of Columbia records is-
sued on July 10 contained recordings by three
new artists. Edith Clifford, of vaudeville and
musical comedy fame, makes her initial bow to
Columbia record fans with “Learning How to
Love” and “Oh, Girls! What a Boy”; the Buffa-
lonians, dance orchestra, are heard in “Deep
Henderson” and “Here Comes Emaline” and
Joe Jordan's Ten Sharps and Flats, a red-
hot aggregation, play “Morocco Blues” and
“Senegalese Stomp.” This list also contains a
record, both sides of which were recorded in
England, “Land of Hope and Glory,” a baritone
solo by Harold Williams, with vocal chorus
coupled with the Hallelujah Chorus from Han-
del’s Messiah, sung by the Sheffield Choir.

ords.

materials, 1t will last a life-time.
smaller model which has proved sc popular.
carrying cases will add to your record sales.

PEERLESS ART MISSION ALBUMS

No finer Album was ever made than the Art Mission Album.
Produced for both 10 and 12 inch records. Also a single album for
both size records in combination.
stamped in gold—it retails at a popular price with a healthy mar-
gin of profit for the dealer.

Peerless Record Carrying Case

Now in Two Sizes

The new large size Peerless Record Carrying Case holds fifty rec-
It 1s a beautiful piece of workmanship — made of the best
It 1s a fitting companion to our

Although attractively bound—

Both of these record

Exclusive metropolitan distributors for the new beautiful and educa-
tional “PICTORIAL RECORDS” for children

PEERLESS ALBUM COMPANY

PHIL. RAVIS, President
636-638 BROADWAY, NEW YORK
WALTER S. GRAY CO.,, Pacific Coast Representative

San Francisco and Los Angeles

L. W. HOUGH, 146 Mass. Avenue
Boston, Mass.
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Chiversal Macts in O-tube Receivers

The Rochester laboratories of the Stromberg-Carlson Company again triumph. This
time in the production of a receiver so “universal” that a dealer is now enabled to
offer his customer:

1. Choice of power supply—batteries or socket connection for filament and plate
current. 2. Choice of audio amplification—UX-112 tube or UX-171 tube or ex-
ternal amplifier. 3. Choice of pickup—loop or antenna.

No. 601 Receiver, treasure chest type, 6-tube: No. 602 Art Console (above) American walnut;
totally shielded; dual control; equipped with  space for all operating equipment. 6-tube totally
voltmeter; solid mahogany. shielded; dual control; Equipped with voltmeter.

Furnished in both regular and Universal models.

Furnished in both regular and Universal models.

Prices, less accessories: g, of Pacific TR - e
, _ o e, e Receiver,Regular (built-
Receiver, Regular ...$210.00 $225.00 $290.00 in cone speaker)...$340.00 $360.00 $470.00
Receiver, Universal Receiver, Universal—
(Loop extra)...... 22500 240.00 315.00  with external cone
No. 101-A Loop Outfit 22.50 25.00 31.50 speaker (Loop extra). 365.00 385.00 510.00

Prices, less accessories: East of Pacific

East of Péciﬁc _
Rockies 0ast anada
Rochester, N. Y. $35.00 $40.00 $45.00

SOM

\ Makers of voice transmission and voice reception apparatus for more than thirty years /

Stromberg-Carlson Telephone Mfg. Co. No. 5-A Cone Speaker
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Record Sales the Backbone of the Business

ECORD sales are not merely supplementary to the talking
machine business as a whole, but are really the basis of a suc-
cessful business, for the reason that they should, and in fact must,
be of sufficient volume to supply the cash necessary to carry on the
establishment and to finance most of the business.

\Vith the introduction of new types of reproducing instruments,
certain dealers in their enthusiasm have concentrated so strongly
on the sales of the instruments themselves or on securing orders
for future delivery that they have neglected to put the proper
energy back of the record department, with the result that they are
facing, or promise shortly to face, financkl problems that prove
embarrassing but not exactly disastrous.

Were the great volume of machine business done on a cash basis
the average dealer would find the going rather smooth, but with
from 75 to 80 per cent of instrument sales handled on a time basis,
all too frequently with initial payments that are distinctly low, the
dealer finds at the end of a given period that while his gross sales
records are large, his cash reserve is limited. More than one re-
tailer is in a serious plight right now simply because he has done
too much business in turning over for instalment paper, running
for a year or so, merchandise for which he has paid hard cash.

Dealers in the higher class of records find competition more or
less severe, but that is all the more reason for concentrating on
building up record business through carefully worked out publicity
and demonstration campaigns. Practically 100 per cent of the
record business is for cash, the individual amounts being compara-
tively small, but, nevertheless, in the aggregate totaling a very sub-
stantial sum. It will take many transactions in records to equal
one sale of the popular new machines, but those numerous trans-
actions provide the sinews of the business in the form of cash
while the one machine sale may represent a collection problem for
a year to come.

More than one dealer who has been approached by his whole-
saler regarding a falling off in his record orders has referred
probably to the fact that he has sold a generous quantity of the

popular types of machines and that his total business thus far this
year has surpassed that for corresponding periods during previous
years, when records sold more freely. The difference is that instead
of having cash on hand with which to meet his merchandise bills
promptly, that dealer is more than likely running on the ragged edge
with a safe full of instalment paper and under the necessity of
giving his wholesaler notes instead of cash.

Placing paper with finance companies helps to solve the prob-
lem, if the method is followed intelligently, but under any cir-
cumstances a financing charge cuts into profits as only the cream of
the paper will be taken by the large companies and there still re-
mains the necessity for watching collections. Finance companies
want the cash when it is due. They are not placated by note re-
newals and promises. They can be depended upon to furrish part
of the cash with which to keep the business running, but it is up
to the dealer to keep a substantial part of his own assets in liquid
shape for the same purpose. Closer attention to record sales pro-
vides the means to this end.

A great many dealers are showing an inclination to order records
on a hand-to-mouth basis, fearing that any inclination to plunge
will result in the building up of a record inventory of topheavy pro-
portions. In this respect the dealers are right because it i1s not the
liberal ordering but the hard selling of records that means cash in
hand, and a heavy record inventory, particularly of popular num-
bers, is even less desirable than a safe full of customers’ contracts.

Every new instrument sold means ostensibly the creation of a
new record customer, but experience has shown that unless the cus-
tomers, both old and new, are followed up closely and persistently,
their record purchases are not going to be of a calibre to bring
large profits to the retailer. For the dealer with sufficient capital
to carry a large quantity of paper for a year without disturbing his
business, heavy instrument sales without a corresponding record
turnover may be highly desirable, but for the average dealer who
has not sufficient surplus capital to have any of it in a frozen state,
close attention to cash record sales is essential. The attention that
is being given to the stimulation of record business in many quar-
ters indicates in itself the importance of the situation.

Substantial Foundation of Radio Trade

HE solid financial structure upon which the radio business, both

wholesale and retail. rests at the present time is well set forth
on another page of The \World this month by Fred Baer. who,
through his close contact with the industry in various directions, is
well qualified to speak with authority. Mr. Baer presents facts and
figures that should be given wide publicity by members of the trade
itself, in order to offset rumors circulated in banking circles and
elsewhere to the effect that the industry as a whole has met with
heavy losses.

Mr. Baer points out that although close to one hundred million
dollars were lost in radio securities, those losses were practically all
on paper and represented a falling off in stock values with the
change in market conditions. In many cases the figures represent
a certain amount of deflation, but only an apparently small amount
can be charged off to losses sustained in tangible merchandise.

Particularly significant is the fact that there is an estimated in-
vestment right now of approximately $400,000,000 in the radio in-
dustry, including the manufacturing, wholesaling and retailing
divisions, and it is conservatively estimated that such an mvest-
ment will bring a gross profit during the coming year of close to
$150,000,000. Inasmuch as the industry has become well stabilized,
there is reason to believe that optimistic opinion regarding its profit
possibilities has an excellent chance of being realized.

Banking interests who have taken occasion to make a close in-
vestigation of the industry have shown renewed confidence in the
business and its possibilities because of the character of the concerns
now engaged in the field and particularly from the fact that the
bulk of the capital involved represents private investment and not
public money.

Necessity of Intelligent Demonstration Work

EMONSTRATIONS, more demonstrations, and still more
demonstrations, is the secret of building up large sales volume
in the new types of reproducing instruments that have been and are

—_—
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being put on the market, and which for the most part cmbody en-
tirely new and highly improved developments in sound reproduc-
tion, including both the records and the instrument itself.

Advertising, of course, has its premier place in calling public
attention to the new products, for in this way interest is arouscd,
but used alone it will not enable the dealer to take full advantage
of the opportunity that is before him. It is only by demonstration
—by allowing the prospect to judge for himself the increase in
tonal range and the improved reproducing qualities of the new in-
strument and records—that the dealer can convince him that there
is really available a distinct and worth-while innovation in sound-
reproducing media. It may take a little more time and a little
effort to reach a fair proportion of the population by this means,
but it is the surest way to get results.

It is significant that those dealers who on their own initiative
or in co-operation with wholesalers have given demonstrations be-
fore various groups, including business organizations, clubs, so-
cieties, etc., have been the ones who have apparently made the
greatest progress in moving stocks of new instruments as they were
available. The same also applies to the records, for the improved
method of electrical recording means nothing to the average talk-
ing machine owner or prospective buyer, unless he can hear for
himself the excellent quality of music that is thus made available.

The dealer’s salesman can talk all he wants to about what the
new products will do and can describe them in the highest terms,
but the great bulk of the prospects are only going to show real
interest when they can hear what has really been accomplished in
the laboratories of the industry. In short, it is the prospect’s ears,
and not his eyes, that will convince him—a fact that must be real-
ized if business volume is to be secured.

Stopping Leaks in Radio Merchandising

HE value of associations among retailers of radio apparatus, as
such, regardless of what other lines of products they may be
interested in selling, has been so adcquately proved in a number of
instances that we may expect to see within the next few months the
formation of numerous associations of this character in various sec-
tions of the country, primarily as a means for protecting the inter-
ests of the dealers against the demands of the public and particularly
against competitive methods that do injury to all hands without
producing real benefit to any single individual.

It is to be admitted that the merchandising of radio receivers in
the early days of the industry was not all it should have been, for
the field was new, the public had to be shown, and there was so
much confusion that all too many dealers did not stop to check up
accurately on their selling methods and costs. With the stabiliza-
tion of the industry, however, it has been realized that if perma-
nence is to be assured sales methods must be adopted that will pro-
duce results while at the same time protecting the profit.

Particularly in the matter of demonstration and service have
many retailers found much grief. They realize that in all too many
cases the requests for demonstrations are based on curiosity and
that the demands for service are ofttimes unreasonable. The fly
in the ointment is that competitors often throw caution and good

sense to the winds in an effort to build up business volume and
forced undue liberality upon even the most conservative in an effort
to keep pace.

Fortunately, the radio retail trade associations have shown th
proper spirit in moving first to check these various leaks.  The
Northwest Radio Trade Association, with headquarters in the Twin
Cities, has been most active in this particular, as has heen the \Wis
consin Association. In Akron a new organization of radio retailer:
has set about reforming abuses, and in New York an association
committee 1s now working on a Code of Practices for the protection
of its members.

In practically every case promiscuous demonstration has bcen
checked by providing that no home demonstration will be mad
untless the prospect leaves a modest deposit to cover the cost of in
stalling the set, which deposit represents a service charge if no
purchase is made, or applies to the price of the mstrument if the
deal goes through.

This checks one very serious leak, and then there comes the ques:
tion of service after the sale and installation which, under certain
conditions, has helped to wipe out profits for more than one re-
tailer. After a set has been installed and been shown to work prop-
erly, it is only just that the customer pay for all further service,

‘whether it be the replacement of tubes or hatteries, the changing of

an antenna, or any other work made necessary by use of the set or
for any reason beyond a mechanical fault. In modern sets these
mechanical difficulties are so few as to be negligible.

The main point is that through associated action retailers can con
trol a situation that is practically beyond them as individuals.
Working under definite service agreements that are fair to both
customers and themselves they obviate the problem of having the
prospect play one dealer against the other on the service and
demonstration question. It means that the retailing of radio will be
put on a sound, stable basis, and yield the profits to which the dealer
is justly entitled.

Displaying the Portable in Native Heath

HERE is nothing like a show window or store demonstration

to convince the public of the desirability of portables, whether
talking machines or radio receivers. It is quite all right to adver-
tise these portables liberally, to illustrate them, and to give figures
showing their compact character and light weight, but the really
convincing stuff is to show the public just how these outfits may be
utilized in the bungalow, in camp, in a canoe, or elsewhere as the
vacation urge dictates.

Those retailers who have had the good sense and courage to
spend a little money in arranging attractive vacation scenes in their
show windows for the purpose of providing a suitable environment
for the portable instruments have found the investment productive
of direct sales.

It requires ingenuity and a certain amount of trouble and ex-
pense to arrange a window display that will stand out from its
neighbors and impress its message on the minds of the passers-by
but the results, as a general rule, are well worth while. It is the
answer to the problem of getting to those prospects whose motto
is “‘seeing is believing.”

NATIONAL RECORD ALBUMS
SET THE STANDARD

Furnished in cloth or beautiful brown mission binding

Valuable Phonograph Records Are Safely Kept in National Albums

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

Strength, Beauty, Value are
the Outstanding Features
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How Live Retailers Take Advantage of
Their Locations to Increase Business

Some Examples of Dealer Enterprise in Turning Apparent Disadvantages of Location Into Assets
—Study of the Local Sales Field Worth the Effort—Sales Plans That Fit the Territory

There are a number of accepted methods of
merchandising the products of a music store,
notably advertising, attractive window displays,
direct-mail campaigns, house-to-house canvasses,
a well-lighted and attractive store outlay to
bring in the casual passer-by and it is the use
ot these methods or a combination of some of
them which goes toward the building of a suc-
cessful business. Sometimes, however, it hap-
pens that a store is so located that its trade
can be stimulated by some means which would
not benefit a competitor situated a block away.
Take for instance a store located at the entrance
of a railroad station. Such an establishment
was described in the March issue of The World
when it was told that the Terminal Radio &
Music Shop, adjacent to the Pennsylvania sta-
tion, New York, during the year of 1923, did a
cash business of approximately $120,000. Prac-
tically all this business comes from commuters,
who live on Long Island and find it handy to
make their purchases just before boarding a
homeward-bound train.

H. Brodwin & Co,, talking machine and piano
dealers in the Bronx, New York, are located
next a Public Market, where food-stuffs and
merchandise of all sorts are sold. A door leads
from the music store to the mart. Harry
Brodwin placed a phonograph next this door
and it played continually with the result that
the shoppers were attracted to the store and the
record sales volume was materially increased.
So, too, with countless others who take advan-
tage of the peculiar location of their stores to
increase sales.

In a recent visit to the Thirty-fourth street,
New York, warerooms of the Wissner Piano
Co., the writer was told by John Bayer, the

manager, of a stunt that proved a decided factor
in boosting record sales. This store is opposite
the Vanderbilt Hotel, and some months ago
Mr. Bayer got in touch with the bell-hops of
the hotel and presented them each with several
records, building up good will. As it is the
bell-hops who do most of the buying of odds
and ends for the guests at the hotel the idea
was a good one and has resulted in record
sales of from twenty to thirty dollars a day or
an average of about $150 each week. From the
same source other profits have come, notably
that of renting portable phonographs to groups
of men who are in the city for convention pur

poses and who do not wish to purchase an in-
strument but desire one during their stay to
provide music for parties, etc. The store rents
the portable for five or six dollars a day and in
a very short time makes more than the price of
the instrument, at the same time providing an
outlet for records, as almost invariably the
rental of a portable means ten dollars or more
of record sales.

Dealers located in theatrical sections are all
in a position to cash in on their location and a
check-up on the attractions to appear, if they
are of a musical nature, or of the artists, to
see what recordings have been made, will more
than repay for the efforts expended if the re-
cordings are properly featured through displays
and direct-mail literature. The live dealer em-
ploying foresight after a study of his market
will find sales through a number of such avenues
which are seldom taken complete advantage of
by retail merchants.

Feature Stromberg-Carlson
Receiver in Window Display

Treasure Chest Model Receiver Presented in
Extremely Effective Setting Contrasting Set
With Treasure Chests of Old

Graxp RaPpips, MicH.,, July 8. — The Steketee
Radio Shop, of this city, authorized Stromberg-
Carlson dealer, recently presented the Strom-
berg-Carlson receiver to the public through the
medium of an attractive window display. The
window capitalized the name of the “Treasure
Chest” model receiver in an effective manner.
To one side of the window the Stromberg-
Carlson receiver reposed on a platform covered
with a velvet drapery and on the opposite side
an antique carved chest overflowed with jewels
and silks and fabrics of all descriptions. The
floor was covered with white sand and scattered
about were sea shells with a skeleton of a skull
to the rear.

To the rear of the window a placard pro-
claimed, under the well-known sign of the skull
and bones: ‘“Treasure chests of old are hard to
find but anyone may find a world of treasures
at the turn of a dial with the Stromberg-Carlson
Treasure Chest receiving set.”

The comparison of the Treasure Chest model
receiver with the treasure chest of pirate days
had an appeal that was decidedly effective and
stopped many passers-by.

A. L. MacFarland Now
Head of Radioart Corp.

SaN Fraxcisco, Car.; July 6—James B. Threl-
keld, Jr., organizer of the Radioart Studio and
president of the Radioart Corp., of this city,
recently announced that he has disposed of his
interest in that corporation to Andrew L. Mac-
Farland, who succeeds him as president and
principal stockholder. Mr. MacFarland has been
sales manager of the Radioart Corp. for a year.

and use.
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United Motor No. 73L. An exceptional
three-spring motor with a capacity of more
than six 10-tnch records.

The “LONG LIFE” Motor

Two Features Make It So

The operating mechanism of each United Motor is completely encased by a cas't-i§0n housing. ]
keeps out dust, dirt, slivers, sawdust, needles, etc.—protects in assemblmg, sh-lppmg,-demonstratlon
United Motors are always in alignment and always noticeably silent in running.

Each United Motor is lubricated automatically, being equipped with a wick oiling feature which
Oil never drips, yet the

insures correct lubrication for years without any attention from the operator.
working parts are supplied constantly with the necessary lubrication.

WRITE US FOR CATALOG AND PRICES
ON THE QUANTITY YOU NEED.
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United Manufacturing & Distributing Co.

Pheonograph Motors

are easy winding, silent in operation, quick
in pick-up and produce true and even tone
pitch throughout the record.

Made in sizes to meet every requirement
from the most compact portable outfit to the
largest cabinet and console types.

9702 Cottage Grove Avenue
CHICAGO, ILL.
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Main Springs

Repair Materials

A Manifold Organization

E do not believe that there exists in the phonograph industry
to-day a business which has the multiplicity of sales and handles
the volume of small sales as this organization.

We are equipped to fill the requirements of every phonograph
dealer in the World and our entire success rests primarily on the
degree of Service that we perform.

When you consider the fact that during the many past years
this organization has given real honest-to-goodness Service to thou-
sands and thousands of phonograph dealers in every part of
the world—and that our line has been so expanded to warrant dis-
tribution by recognized well-known wholesale distributors in vari-
ous parts of the United States, Canada and other Foreign Countries
—you will visualize the stupendous task we have assumed—and so
far always fulfilled.

Our business has been founded on twenty-four hour Service.
Our organization is trained and our system so arranged to continue
this practice at all times.

We are distinctly a Service Institution and in our New
Practical Catalogue you will see but a very small portion of the
many replacement parts listed which we can furnish you. It is well
to remember that we can furnish practically every phonograph part
that has ever been in use—within twenty-four hours—or give you
a good reason why.

“A Complete Service Institution”
p

810 ARCH STREET
PHILADELPHIA
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Black Speaallzes and Moves Merchandise

Akron Dealer Merchandises Hard-to-Get Records in an Unusual
Manner and He Has Built Big Sales Volume by Specialization

This is the day of the specialist—in business
as well as in the professions—and this applies
with force to the talking machine and record
business, according to Sterling K. Black, pro-
prietor of Black’s Record Store, Akron, O., who
points to his substantial business as concrete
proof of the truth of this maxim. Black’s Record
Store is busy selling records to groups of cus-
tommers when other dealers in the vicinity find
sales few, and, he points out, he has become
so well known that his sales are not confined
only to his own city, but he sends records to
many parts of the country. Sales slips show
shipments of records as far West as the Pacific
Coast, to many of the Southern States and the
States bordering Ohio.

Success in Four Years

Mr. Black started in business only four years
ago, on a shoestring, so to speak. In fact, his
first “store” was one-half of a ten-foot-square
room. His first month’s business totaled $25.
After five months he found it necessary to
secure larger quarters. His business was grow-
ing rapidly. Specialization was beginning to
pay dividends. His second store was a nine by
thirty foot room on the second floor. His
methods soon increased sales to such an ex-
tent that he found it necessary to move again—
occupying his present quarters. That was three
years ago and the business is still growing. Mr.
Black, himself, is authority for the statement
that each month since he has been in business
he has registered an increase in volume from
30 per cent to 110 per cent over the same month
of the previous year. This, briefly, is the his-
tory of Black’s Music Store. Of perhaps wider
interest and value are the methods that made
this rapid success possible, so here goes.

Easy Display Builds Sales

Of first importance in the scheme of record
merchandising, according to Mr. Black, is easy
display. This applies both to the store and
window. Look at the accompanying illustration
and you will see that this enterprising dealer
practices what he preaches. There are no
booths in the store, lack of space prohibiting,
but there are five good talking machines for
record demonstrating purposes. Customers
select their own records—from the tables,
shelves or wall racks. The records are easy
to find, because of the method of grouping and
classifying. For example: Band and accordion
records are grouped together ou the shelves,
violin and stringed instrument records are
grouped by themselves and the same holds true
of Gospel numbers, vocal records, dance num-
bers, foreign language records, etc. Here is an
important point: Slow-selling records are in-
cluded in the various groups and they sell with-
out any other special effort. Mr. Black’s stock
is practically clean of slow-sellers.

Stock What Patrons Want to Buy

The second point in the policy of Mr. Black
is that it pays to have in stock what the cus-
tomers are anxious to get. That is why the record

stock of this dealer is one of the most com-
plete in the State, covering everything from the
classics to the latest jazz. There are Blues num-
bers for those who like this type of music;
there are records in all foreign languages; there
is, jazz of all kinds; there are old records that
most dealers do not handle at all, etc. Here
is an example of how Mr. Black specializes:
He discovered that there was not a single store

Using the same publicity tactics brought in the
Southern trade and profits jumped.
Build Up the Mailing List

Mr. Black specializes in direct mail promo-
tion of sales of records and because of this he
cmphasizes the need of securing the names of
people who come into the store. Every indi-
vidual who enters Black’s is asked for his or
her name and address for the mailing list. The
result is that by this
and other means a
mailing list on which
appear the names of
over 9,000 people has
been built up. In the
rear of the store on
a little balcony Mr.
Black has a miniature
printing plant and
here he turns -out all
his very original and
effective mail matter.
Ninety out of a hun-
dred customers who
buy at this store
order from the record
lists mailed regularly.

A plan that is most

. . effective in getting
Unique Interior Arrangement of Black's Record Store direct mail read has
been evolved by Mr. Black. Briefly, it is as

in the community that handled what are called
Gospel records. He analyzed the potential
sales field and found that if properly exploited
these records would be quick sellers. Accord-
ingly, he installed what is probably one of the
most complete stocks of Gospel records in the
country. Direct mail, which Mr. Black uses
regularly to keep his customers in touch with
record developments, broadcast the message
among people who were most likely to be in-
terested. The demand was considerable from
the start, and the fame of the department has
spread until now orders for Gospel records are
received from other cities as well. The popu-
larity of these records in that community is
ndicated by the fact that in a section of the
city, four blocks square, over 200 of one record
selection were sold. The Gospel record stock
at Black’'s numbers in the neighborhood of 800
discs. The complete record stock totals over
10,000.
Features German Records

An analysis of his community convinced Mr.
Black that it would pay to feature German
records. He installed a carefully selected stock.
Then he secured the names of persons belong-
ing to local German churches and other organ-
izations. With this excellent mailing list in
hand the rest was easy. Special letters and lists
of records went out in a steady stream and the
orders came into the store with equal con-
sistency.

As soon as Mr. Black discovered that there
were many Southerners in Akron he stocked
records that would appeal to these people.

follows: On each envelope, using brightly
colored ink, is printed a slogan that catches the
eye of the recipient and arouses curiosity as to
the contents of the envelope. Here are a few
of the slogans that have proved especially
effective:

“Even if you were the daughter of a seventh
daughter born of the veil you couldn’t tell what
was in this letter unless you opened it.”

“If you put this in the waste basket put the
waste basket in the safe.”

“Don’t overlook offer No. 6.

“Don’t let the elephant and the donkey worry
you.” (Used just before election.)

“If it’s on a record and you can't get it else-
where you can get it at Black’s.”

Portables Prove Easy Sellers

In conclusion, it is interesting to note that
while this dealer does not handle talking
machines of the larger type he does have a
stock of portable instruments. These are dis-
played in the store and in an occasional window
devoted especially to portables. The result in
the past year was the sale of eighty-five of
these small instruments—a strong argument in
favor of proper displays and the salability of
portables.

At a meeting of the leading families of Cort
land, N. Y. to raise funds for a Y. W.C A,
the Brunswick Panatrope, supplied by Hyde's
Music Store, furnished the entertainment. The
music store benefited by securing a list of
likely prospects.

STARR PIANOS

GENNETT RECORDS

Represent the Highest Attainment in Musical MNorvth
e STA P\R PIANO COMPANY

Establmhed_l 872

eI
vl ,S: ,

STARF\ PHONOGRAPHS

KRichmond. Indiana
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Are You Selling the Whole Family?

HE music merchant’s problem of today is to find

awayto continue to sell to the friends and custom-
ers he has already established. Almost every home
has a piano or phonograph—and these instruments
usually last for several years. Obviously it is impossi-
ble to increase the sale of pianos or phonographs to
customers who are already well supplied—and the
present day condition of keen competition leaves
very few homes that are not canvassed thoroughly on
these articles.

The solution is to have something else to sell to
your present customers—something to offer the other
members of these families whose goodwill and friend-
ship you now hold —something to sell where you
have already eliminated sales resistance.

This “something” is a line of band instruments.

Every member of a family over 6 years of age is a
good prospect. The boys and girls of school age are
anxious to join the school bands—and the young
men at college pay their way thru school by playing
in amateur dance orchestras; at home everyone en-
joys a joyful gathering of young musicians.

5217-77 Superior Ave.

Band-Instruments
Preporadfoe— |

THE H. N. WHITE CO.
Cleveland, Ohio

Manufacturers of

Look over your customer list, figure how many
young folks there are in these families, then you will
get a comprehensive view of the biggest untouched
market in the music industry.

More and more music merchants every day are
realizing the possibilities of the small goods depart-
ment in producing a substantial profit—many stores
find that band instruments take care of the store
overhead expense. Look into this field now while
it is still uncrowded. Tie up with a high-grade line
and you will be surprised at the increase in your sales
in all departments.

We have prepared a comprehensive booklet cover-
ing the agency for King Band Instruments—uwrite for
it today.

The King Agency offers you a complete line of
nationally advertised first quality band instruments
and saxophones, a protected exclusive agency, a
financing service for releasing capital tied up in pay-
ment sales. The booklet explains all this in detail—
may we send you a copy together with our catalog
for your examination?

» nd Instruments
_ Makers of Kg Ba
. N.WHITE €O, hio
52’57‘_‘7‘; H Superior Ave. Clevelanld, Oha heet—along with
d your latest caralog and 4.‘%%“5‘.‘ ,igem R
D Eznmplve:e information on the Hng Plan for Financing
d information
E] Also sen

about your
payment sales.

R

PO T R A




16 THE TALKING MACHINE WORLD

JuLy 15, 1926

Mayers Adapts Methodsto Meet Conditions

Successful Retailer Operates Three Stores Catering to Different
Classes of People — Merchandising Programs to Fit the Trade Win

Analyze your territory, find out definitely the
kind of people with whom you must do busi-
ness and then apply the merchandising methcds
that will most effectively sell those pcople on
vou, vyour store and the merchandise you
handle. This is the unspoken principle in back
of the successful business built up by Adolpl
H. Mayers, talking machine and radio dealer,
who operates three stores in New York City.

A Humble Start

Eighteen years ago Adolph H. Mayers estab-
lished a music store in the lower East Side of
New York. It was a small store, a humble be-
cginning, but the entire stock of merchandise
was of standard products. The growth of the
business was steady and sure and, after eight
months at the original location, A. H. Mavers
moved to the upper \West Side, locating on
Ninth avenue in the lower Fifties. Within three
years a second store was opened and during the
past year the third store of the chain was estab-
lished.

Diversity of Merchandising Methods

Each of the A. H. Mayers stores is situated
in a neighborhood where the trade is of a differ-
ent class of people and the sales promotion plan
in each store has been adapted to meet condi-
tions. In the store on Ninth avenue the vast
majority of people served are of the working
class, people in moderate circumstances; in the
Broadway and Sixty-eighth street store the
clientele is composed of theatrical and semi-
professional people, and in the newly opened
branch a high-class residential population are
the customers of the Mayers store. It follows
naturally that the type of merchandise sold in
cach store, while being of standard make is, to
a large degree, of different prices. In store No.
1 the inexpensive type of talking machine and
radio composes the bulk of sales and the record
sales are of the popular variety, with a goodly
percentage of foreign language records; in store
No. 2, which in addition to serving the neighbor-
hood trade has by virtue of its location a large
transient trade, the sales are of all types with a
large proportion of talking machine sales being

of the portable type for use in small apartments,
and as many of the neighborhood’s residents are
of the theatrical world, always on the jump
from city to city, this type of instrument is very
popular. In the new store the better class and
more expensive instruments are the best sellers.

An apt illustration of the manner in which

A study of the territory in
which the dealer operates will
often expose faulty merchan-
dising methods that are re-
sponsible for lack of progress.
A. H. Mayers realized this and
acted accordingly, the sound-
ness of this policy now being
reflected in his three retail
establishments, all of which are
doing a successful talking ma-
chine and record business in
their particular locations. . .

the methods applied in each store differ is
shown in the following up of prospects. With
the high-class residential trade the telephone is
used as a medium to reach the prospect and the
salesman seeks through the phone conversation
to make an appointment at the store. In store
No. 2 a personal interview has been found to be
the method which best succeeds in turning
a prospect into a custommer. Neither one of these
methods, however, has succeeded in store No.
1. In this store the salesmen write personal
letters to prospects, employing longhand rather
than the tvpewriter, so that the personal touch
is assured.
Prospects Secured Through Customers

The great majority of prospects secured by
the A. H. Mayers stores are given by satisfied
customers, who are rewarded by the organiza-
tion for every sale that materializes from a

ANTENNA

Ten incbes
in diameter.
Price $10

Sells Best of All

Here’s a business builder that’s winning
a welcome everywhere—the Super-Ball
Antenna receives all wave lengths, in-
creases selectivity, clarifies tone, im-
proves summer reception—has thou-
sands of satisfied users.

Get your share of the quick sales on
this money-maker—easy to install, can-
not corrode. lasts a lifetime, is approved
under the National Electric Code. Some
excellent territory still open—write to-
day for terms and full details.

National and International Distributors

YAHR-LANGE, INC.
207-215 East Water Street

Super - Ball

Milwaukee, Wis.

recommendation. This method of making every
customer a salesman or saleswoman has proved
most successful and special stationery has been
printed for the purpose of keeping the custom-
er’s interest. After every purchase of an instru-
ment the customer receives the following
letter:

One good turn deserves another—doesn’t it?

You gave us an opportunity to make money, now we
return this opportunity to you.

In appreciation of your purchases at our stores we are
going to let you share in our profits. All you need to
do is to distribute the enclosed introduction cards to your
friends whom you think are interested in buying a radio. a
piano or a Victrola. Fill out the spaces provided for the
introduction—and we do the rest.

As soon as your friend purchases one or more of these
instruments from us (with an introduction card from you)
we immediately mail to you a valuable money profit-sbaring
coupon that you may apply towards the purchase of any
article in our stores.

Isn’t that a fair way of doing business? All you do is:

Give the introduction card to a friend; fll it out prop-
erly; your friend presents it when buying; we mail you
immediately a money profit-sharing coupon; then you re-
deem it at Mayers® Shop.

Get started now and see how many of these cards you
can give out. See how much money you can make.

Very truly yours,
A. H. MAYERS.

P. S.—More Introduction Cards supplied on request.

The introduction cards referred to in this
letter read as follows:

My Dear Mr. A. H. Mayers: This will introduce
MI wiiiaaeen . . hhi-. b amid - -
His address .....c.iiniiiniiiii ittt ieieiaaaaaaanns,

I recommend him as a friend of mine who wisbes to
buy a good Victrola.
My name .::o.mbbbim o ds o cusembibiad o s sl ot AR (e
Ay address ...ttt ittt
Kixpry Give Hiya Your *“'SUPERIOR SERVICE”

Direct Mail a Sales Builder

In an experience of many years the A. H.
Mayers organization has tried a number of
plans of exploitation and sales promotion but,
according to William Mayers, general man-
ager, direct mail campaigns have proved to be
the best method of stimulating sales. The poll-
ing lists of the districts served by the three
stores are procured and circulars and advertis-
ing literature supplied by the manufacturers are
placed in the hands of mailing concerns, who
attend to all details. In this manner upwards
of 20,000 families are circularized regularly and
successfully. In announcing new records, in-
stead of sending out the regular release lists,
two or three special numbers are selected for
exploitation and post-cards featuring these num-
bers are sent to those on the mailing list.

Civic Activity Pays

Another form of promotion work which has
been most effective in making the Mayers stores
the music centers of their sections has been
the co-operating with local civic, social and
educational institutions and organizations in
making their gatherings and social events suc-
cessful. Talking machines and radio receivers
are demonstrated at amateur plavs and similar
events whenever a request is made and in re-
turn acknowledgment is made to the Mayers
store for its courtesy in prominently placed
lettered cards and by mention in the programs.
This form of co-operation has boosted sales.

Centralized Collection Department

Naturally, as practically all sales of instru-
ments are on the instalment basis, the collec-
tion and credit end of the business is an im-
portant one. This department is located at the
main store on Ninth avenue aud is under the
direction of William Mayers. It handles the
collections for all three stores. There are more
than 4,000 accounts on the books and through
the system in use miore than 85 per cent of the
accounts are brought or sent in by customers.
How the collection system works and how the
remaining 15 per cent is secured will be ex-
plained in detail in an early issue of The World.
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New Brandes Cone
Retailing for $12-50

The latest Brandes achievement, now being announced to
the public. Unusual performance at half the usual price.
Wonderful tonal qualities—all the low tones. When your
customers hear this remarkable cone, they will be surprised

at its very low price. Let them hear it—they will be de-
lighted.

Beautiful in appearance, too. Antique bronze finish.
Adjustable. Fifteen inches in diameter. Its extensive ad-
vertising will make 1t the season’s sensation.

Acoustics by

Brandes

means the ultimate in reproduction

17
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Sonora Eastern and Western Distributors
View New Lines at Two Sales Meetings

Sales Meetings at Hotel Roosevelt, New York, and Hotel Drake, Chicago, Held to Discuss Plans
for Coming Season and to Demonstrate New Phonograph and Radio Lines

The new Sonora line for 1926-27 was pre-
sented to Sonora distributors in two rapid-fire
sales meetings—the Eastern distributors at the
Hotel Roosevelt, New York, and the Western

distributors at the Drake Hotel, Chicago. The

r? lT— AT - i

is considered by many experts to be one of the
greatest advances in radio art in the last few
yvears. All the radio frequency transformers
are shielded in copper cans and the rugged vari-
able condensers are effectively protected from
damage and dirt by
shielding with metal.
In operation this re-
ceiver is simplicity it-
self. Twin unit con-
trol can be tuned
effectively with one
finger, yet the two
separate dials give op-
portunity for fine tun-
ing and high selectiv-
ity. This set seems to
have unlimited power
and promises to even
outdo the Model C in
e distance.

Sales Meeting of Eastern Sonora
opening address at both meetings was made by
S. O. Martin, president of the Sonora Phono-
graph Co., who gave a brief résumé of the year’s
business, the fundamental reason for the suc-
cess of the company, its distributors and dealers,
and outlined the new and larger plan for 1926-27.

Mr. Martin was followed by Joseph Wolff,
first vice-president in charge of manufacturing,
who presented the new line. The new repro-
ducing Sonora phonograph was shown in four
distinctive styles, the Symphony at $275, the
Lyric at $175, the Concert at $125 and the Pre-
lude at $95. In the larger models the new multi-
cell tone chamber is used—an outstanding
achievement, the credit for which is due solely
to the Sonora acoustic laboratories. Through
this unique and decidedly distinctive tone cham-
ber tremendous volume is achieved and while
the bass rolls out in full depth, the high fre-
quency of the treble is retained through the
extra wood horn. The cabinets, too, are very
distinctive in design.

The new 1926-27 Sonora radio receiver was
presented. It will be known as the Model D.
This new set is a completely shielded, six-tube,
Hull “Balanced Bridge” circuit. This circuit
was invented by Drs. Hull and Ballentine and

Distributors In addition to the
new radio line Mr. Wolff annonnced that be-
cause of the popularity of the Model C set and
the Mode! C radio highboy they would be con-

paign and the newspaper advertising campaign
that Sonora would release in various cities
throughout the country. He also stated that
because of the intelligent use by retail dealers
of the Sonora co-operative advertising plan this
particular form of advertising would be con-
tinued and that all the new contracts for co-
operative advertising would be dated to April 1,
1927.

The meeting was brought to a close by Frowls
V. Goodman, sales manager, who pointed out
how eminently satisfactory the method of dis-
tribution has been during the past season and that
more than ever the company was convinced of its
fundamental soundness and that there would be
practically no change in its present method of
distribution. He did point out, however, that
for the company to be able to supply Sonora
dealers with merchandise it would be necessary
for distributors to make immediate reservations
for their requirements. The response was
gratifying. Mr. Goodman stated that the orders
which 1mmediately followed were the larges!
that Sonora distributors had placed with the
company in several years.

Those present at the New York meeting were:
R. M. Keator and Henry A. Deimel, of Mec-
Philben-Keator, New York; J. H. Burke, T.
Burke, R. Burke, of the J. H. Burke Co., Bos-
ton; Maurice Landay, Byron Forster and Arthur
Morris, of the Greater City Phonograph Co,,
New York; J. L. DuBreuil, C. H. Baker and

tinued in the line.
New list prices, how-
ever, were set—S$80
for the Model C set
and $165 for the high-
boy. New prices were
also announced for
the de Luxe speaker
at $22.50, the Stand-
ard speaker at $I15
and the Console at
$50. Mr. Wolff inti-
mated that Sonora
may shortly present a
cone speaker at $30.
Mr. Wolff was fol-
lowed by Messrs.
Thomas and Henry,
Sonora radio engi-
neers, who explained
the technical details of the new Hull circuit.

The afternoon session was opened by F. W.
Schnirring, advertising manager, who described
the national Sonora magazine advertising cam-
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Made

Have you heard the new

“MASTERCRAFT”

special
which gives
mellow tone — offering unsurpassed
possibilities to dealers.
Distributors in every locality can sup-
ply “MASTERCRAFT"” Phonographs
and Radio Cabinets

The Wolf Manufacturing Industries
New York Office: 17 West 42d St.

Model 257

with long Masterphonic horn,
tone arm and reproducer,
increased volume and

Wholesale

Manufactured by

QUINCY, ILL.

Western Sonora Distributors at Meeting in Chicago
L. E. Hilduzer, of the Pennsylvania Phonograph

Distributing Co.; C. A. Richards and Mr.
Velasco, of C. A. Richards, Inc.; C. J. Rey,
of James K. Polk, Inc., Richmond; A. H.
Trotter, Gibson-Snow Co., Syracuse, N. Y ;
Wm. Heinekamp and J. Zamoiski, of the Balti-
more Phonograph Distributing Co., Baltimore,
Md.; E. D. Coots and H. B. Haring, Sonora
field representatives; S. O. Martin, J. \Wolff,
F. V. Goodman, W. J. Keyes, C. C. Henry,
W. A. Thomas, F. W. Schnirring, L. O.
Coulter and L. Bieringer, of the Sonora organi-
zation; S. L. Mims and B. Ashby, of the J. Wal-
ter Thompson Co.

Those present at Chicago were: O. Rothlin,
of the Kohler Distributing Co.; M. Roberts
and J. B. Nicholson, of the Barker \Wholesale
Co.; H. Bird, of Moore-Bird & Co; J. K. Beach,
of the Hassler-Texas Co.; N. L. McMein, of the
Reliance Battery Products Co.; J. E. Date, of
Doerr-Andrews & Doerr; M. R. Miller and J. E.
Maunder, of the C. D. Smith Co.; H. Schiele,
of the Artophone Corp.; F. E. Yahr, H. C.
Schultz and \W. H. Oaten, of Yahr-Lange, Inc.;
C. S. Tay and B. A. Marquis, of the Tay Sales
Co.; O. Maurer, of the Kiefer-Stewart Co.; S. O.
Martin, J. Wolff, J. Herzog, F. V. Goodman,
C. C. Henry, F. \W. Schnirring, L. O. Coulter,
H. E. Gardiner, A’ B. Creal, F. E. Roediger and
Rav Reilly, of the Sonora organization.

The Argus Radio Corp., maker of the Argus
power radio receiver, is now occupying its new
factory at 257 \Vest Seventeenth street, New
York. New machinery has been installed and
it is believed the increased facilities will be ade-
quate to cope with the Fall demands for the
new Argus set.
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FINE ART SERIES OF MUSICAL MASTERWORKS

Columbia

The greatest Symphonies and Chamber Music
Works of world-famous composers, as re-
corded by Columbia, comprise a remarkable
program for those of true musical taste. For
any dealer who desires to build prestige and
at the same time reap added profit, we
recommend the active stimulation of sales of
the Columbia Recordings of these Sympho-
nies, Orchestral Suites, Concertos, Sonatas
and Chamber Music Works.

&, Columbia

COLUMBIA PHONOGRAPH COMPANY
1819 Broadway New York
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N | Columbia Album Sets of Musical Masterworks have

proved that they sell readily and without resistance to a
certain, wide group of musical enthusiasts. They are cap-
tivating in their brilliance and tone-quality. The hearer is
frequently surprised and delighted to know that such re-
markable recordings are available,
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RICHARD STRAUSS
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The opportunity to locate and stimulate this
vastly important and remunerative market awaits
every alert dealer. The desire for such music as
may be had with these exquisite record-sets already
exists. With but slight cultivation, this desire can
be effectively capitalized without interference
with, or substitution for the usual market for other
types of records. Let the Columbia Salesman give
you full details.
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COLUMBIA

MUSICAL MASTERWORKS ALBUM SETS B\
NOW INCLUDE

Beernoven : SympHONY No. 7, in A Major, Opus 92 :

BEeTHOVEN : SymPHONY No. 8, in F, Opus 93 [

Dvorax : SyMPHONY FFroM THE NEw WOoRLD il

Mozart: SympHONY No. 39, in E Flat, Opus 543 ‘

TscHAIKOWSKY: SymMPHONY No. 6 (PATHETIQUE) |‘ i

BeEeTHOVEN : QUARTET in C Sharp Minor, Opus 131 l

HaYDN : QUARTET in D Major, Opus 76, No. 5

Mozart: Quarter in C Major, Opus 465

BraunMs: SympHONY No. 1, in C Minor, Opus 68

10. Cesar Franck: SyspHONY in D Minor Wk
. Mozart: Concerto in A Major, for Violin and Orch., Op. 219 \

12. BeetHOVEN: SympHONY No. 5, in C Minor, Opus 67

13. BacH: CoNcerTO in D Minor for Two Violins; Sulte in B

Minor for Flute and Strings; CHACONNE for Viola

14. Laro: SYMPHONIE ESPAGNOLE, for Violin and Orchestra

15. RicHArp STrRAUSS: Tob UND VERKLAERUNG, Opus 24

16. RicHARD STrAUSS: LE BOURGEOIS GENTILHOMME

1000 NI LN s o 1 e

e
—
—

‘ 17. SAINT-SAENS: LE CARNAVAL DES ANIMAUX |
4 18. Scuuserr: QUINTET in A Major (Forellen), Opus 114 )
19. Bramws: Trio in A Minor, Opus 114 [

il 20. MozarT: QUINTET in G Minor, Opus 516
: 21. Mozart: QuarteT in B Flat Major, Opus 458 M
. 22. Havyon: QUArTeT in C Major, Opus 76, No. 3 (Emperor) }
i 24. Brauwms: SoNata in D Mmor, Opus 108
‘ 25. MozArT: SoNATA in A, for Pianoforte and Violin
‘ 26. BEETHOVEN : QUARTET in E Flat, Opus 74 (Harp Quartet) i £
U 27. BEETHOVEN: QUARTET in 4 Minor, Opus 132 [
tl 28. Hayox: SympHony No. 6, in G Major (Surprise Symphony) i
, 29. Gustav HoLst: THE PLANETS |
! ’ 30. BrucH: CoNcerto in G Minor (Ne. 1) for Violin and Orches- If

tra, Opus 26 |
31. Griec: Sonata in G (No. 2), Opus 13, for Violin and Piano |
32. CuoPIN: SONATA in B Minor, for Pilanoforie, Opus 58 ‘
33. Cesar FraNck: SoNATa in 4 Major, for Piano and Violin ([
34. BERLIOZ: SYMPHONIE FANTASTIQUE, Opus 14 ‘1
35. BrauMs: QUARTET in A Minor, Opus 51, No. 2 1l
36. Brauns: SoNaTa in A Major, Opus 100, for Violin and Piano ;
39. BeetHoveEn: SympHonNy No. 9 (Choral)

The above works are listed and reviewed in detail in

Columbia 1926 Record Catalogue, pages 6 to 43, inclu- |

sive, and in Columbia Masterworks Supplement No. 4 |

Both Gladly Sent on Request. Address

COLUMBIA PHONOGRAPH COMPANY
1819 Broadway New York
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Wiley B. Allen Co. Has
Fine Panatrope Display

Brunswick Panatrope Presented in an Artistic
Setting of Silver Cloth Drapes and Red Roses
—Extremely Effective Exploitation

Sax Francisco, Car., July 8—The Wiley B.
Allen Co., this city, has received countless com:
pliments on the beautiful window setting in
which it recently displayed the Brunswick Pana-
trope to the residents of this city. Mounted on
a platform, the Panatrope stood out prominently
in contrast to a background of silver metallic
material draped in half-circle fashion to center
the entire attention of passersby on the Pana-
trope. Large bouquets of red roses in wrought-
iron stands on each side of the instrument

An Artistic Panatrope Display
blended harmoniously with the satin plattorm
covering and the drapes on the floor.

‘In the front center of the display an attractive -

window card told the story of the Panatrope
briefly, but effectively. During the night a red
spotlight made the display one of unusual
beauty. The accompanying photograph does
scant justice to the window, as the color com-
binations are impossible to reproduce.

Globe Technolian Corp.
Formed as Merger Result

Globe Phone Mfg. Co., of Reading, Mass., and
the Technolian Corp., of Boston, Merge In-
terests—Headquarters in Reading

ReapING, Mass,, July 6.—A merger of general
interest to the talking machine trade was ac-
complished last month. The Globe I'hone Mfg.
Co.,, of this city, and the Technolian Corp,
of Boston, have combined. The Globe Phone
Mfg. Co. for nearly twenty years has been
recognized as a firm of acoustical experts and
more recently well known as the manufacturer
of Globe radio head sets and loud speakers. The
Technolian Corp. is the outgrowth of the Irving
W. Kimball Laboratory, of Boston, and brings
to the Globe Co. a line of reproducing speakers
and the Technolian combination radio phono-
graph, with its special inbuilt speaker.

The merged companies will be known as the
Globe Technolian Corp., with headquarters in
this city, and will announce a new and complete
line at a very early date.

Gennett Realty Co. Chartered

INpranapoLts, INp, July 7.—The Gennett Realty
Co., holding company for the Starr Piano Co.,
manufacturer of Gennett records, has filed pa-
pers of incorporation showing a capital stock of
$750,000, of which $500,000 is preferred and the
balance common stock. The corporation has
for its purpose the acquiring of real estate in
Richmond, Ind. The incorporators are Alice L.
Gennett, Clarence Gennett and Fred Gennett.

The Fisk-Pursell Piano Co., Lima, O., which
recently opened a phonograph department,
stimulated trade to a great degree by giving
to every purchaser within a specified time a
beautiful picture of “The Gleaners,” by Millett,
a gift that built good will.

Okeh Recording Artists
Play at Store Concert

Arcadian Serenaders Attract Large Crowd at
Appearance in Jesse French & Sons Piano
Co. Store—Autographed Records Sold

MosiLe, Ara,, July 6.—The Jesse French & Sons
Piano Co. reccived considerable publicity and
Okeh records were given a decided sales stim
lus through the appearance in the local Frer

Crowd Attracted by Arcadian Serenaders

store of the Arcadian Screnaders, who gave a
concert on a Saturday afternoon from four to
six o'clock. It was estimated that during the
concert more than 3,000 people visited the store
and as the Arcadian Serenaders autographed
each record sold there was a constant sale of
their recordings. The selections played were
those which had been recorded by the aggrega-
tion for the Okeh catalog.

A concert by the Brunswick Panatrope was
a feature of a recent meeting of the Engineers’
Club, Little Rock, Ark. The demonstration was
given by George F. Standke, of the Hollenberg
Music Co., that city.

(9

Double
Stylus Bar

Dealers!

Watch next month for
the complete Velvet
Radio Speaker line--
rarely beautiful mod-
els---perfect acoustic
engineering.,

.

The Velvet Speaker Unit
--bringing new radio satisfaction!

The Borkman Velvet Unit is the first unit to be
developed that reproduces naturally the articu-
lation of clear speech and yet yields both high
and low overtones of the whole range of musical
instruments. Not merely “low pitch”; for Vel-
vet Speakers retain the higher tones unimpaired.

The double stylus bar construction is patented.
The wonderfully balanced diaphragm of unusual
thinness, specially formed, is extremely sensitive
---yet won’t blast and won’t distort on the heav-
iest power amplification.

Tone qualities like velvet! Smooth, clear, de-
lightful! Radio reception as you have dreamed it!

Manufacturers

The BORKMAN RADIO
CORPORATION

Salt Lake City, Utah

Sales Department

The ZINKE COMPANY
1323 So. Michigan Ave.

Chicago, 1llinois
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Because —

Absolute maintenance of price <

No unloading <

No over-production <

Limited dealer appointments <

Custom-built—not assembled <

Greatly increased advertising campaign <

Exclusive features <

Binocular Coils S-L-F Condensers
Colortone Low-Wawve Extension Circuits
Flexible Unit Control Protective Fuse

A. H. Grebe & Co., Inc., 109 West 57th St., New York
Western Branch: 443 So. San Pedro St., Los Angeles, Cal.
Factory: Richmond Hill, New York

This company owns and operates

stations WAHG and WBOQ
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Because —

—> Full return on investment

> Protects your stock

-+ No over-stocking

— Unfair competition eliminated

> Minimum service

— > Liberal cooperative newspaper allowance

> Quicker sales

A protective policy, a satisfactory discount, a superior set
backed by a stable company specializing exclusively in receiving
sets for seventeen years—what better “‘set up’” on which to do a
profitable business?

Write for full details

A.H. Grebe & Co., Inc., 109 West 57th St., New York
Western Branch: 443 So. San Pedro St., Los Angeles, Cal.
Factory: Richmond Hill, New York
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Radio Industry Isin a Healthy Condition

Concrete Evidence That Industry Has Reached a Stabilized Con-
dition—Huge Profits in the Past—Big Expectations for the Year

[Ep17or’s Note: Fred Baer, who has written the article
which follows, at the request of The Talking Machine
World, owns and directs a publicity service which has had
considerable coutact with the radio industry. His knowl-
edge of editorial opinion as well as radio trade facts makes
his remarks of more than average interest.}|

Less than a year ago, the general opinion in
the radio industry itself was that at least two
years would be needed to bring about a con-
dition that truly could be called stabilized.
Financial interests, in but not of the industry,
thought it would take even longer.

To the surprise of everyone, the stabilized
condition, which was counted on as a hope for
the future, is actually here.

The fact has developed so suddenly that, even
yet, it is hardly realizable, but it is nevertheless
a fact. A talk with almost any reputable manu-
facturer or distributor will show which way the
wind is blowing; talk with enough of them and
the stabilized condition will be emphatically
demonstrated by the unanimity of opinion.

Distributors are placing orders for a longer
period ahead than they ever have done before;
and in greater volume, too. Almost every
manufacturer who demonstrated a profitable
line last year can already show orders for the
forthcoming year that will warrant a decided
increase in production, ranging from 20 per cent
to 50 per cent.

Very few manufacturers and practically no
distributors are carrying a left-over inventory.
On the contrary, the manufacturers are taking
steps to accumulate an inventory of their new
lines for Autumn and early Winter shipments.
On every hand there is anticipated an increas-
ing volume of business.

Not since the beginning of radio broadcasting
has there been such a situation as will obtain
in the forthcoming new season; a practically
complete absence of a holdover surplus stock
of receivers and parts.

It is important to the radio industry to have
this pointed out, because a large part of the
public has been under the impression that the
radio industry was completely in the dumps.
This impression was not founded on fact but
on a half-truth. The normal inactivity of the
Summer season, plus the wide dissemination of
a story about radio security losses, was respon-
sible for the idea that the radio industry was
on the down grade.

It is true that the mathematics of the widely
circulated story that about $100,000,000 have been
lost in radio securities were correct. These
were, however, paper and not actual losses.
They were arrived at by subtracting the lowest
market quotations at the most inactive season

By Fred Baer

from the peak market quotations last \Winter.
The resulting figure took no account of inflation
and what is more important took no account of
the great majority of radio manufacturers who
have néver gone to the public to borrow money.

It is undoubtedly true that many speculators
in radio securities lost money last year, but

The rapid progress made by
the radio industry from the al-
most inconceivable chaos of
only a year or so ago to the
firmness of the entire industry
from manufacturer to dealer is
outlined in the accompanying
article, which contains much
food for thought and many
reasons for optimism on the
part of the trade over the out-
look for profits during the
forthcoming year.

their losses by no means pictured the actual
condition of the radio industry. As a business,
radio made a great deal of money.

It has been estiinated that the retailers’ gross
profit was in excess of $45000,000; that the
distributors profited to the extent of approxi-
mately $36,000,000 and the manufacturers made
a gross profit of about $33,000,000.

There were losses on the part of somme firms
in all three branches of the industry, but the
successes as against the losses are indicated
by the figures given above. Such figures give a
true picture of the state of the radio industry;
more than one hundred millions of dollars in
profit; not paper losses of almost the same
amount,

Expectations for the forthcoming year are for
$150,000,000 in profits for all three divisions of
the radio industry. There is every reason to
cxpect for a great many years a continually ex-
panding volume of business. The ultimate
market is nowhere nearly satisfied. The largest
calculation of initial installations of radio sets
places the number at 6,000,000 homes. Many of
these are already prospects for replacements and
there remains, of course, the immense number
of homes who never have had a set of any type.
Contrast these six million with the seventeen
million phonographs in use, almost that many

automobiles of the pleasure tvpe, and again as
many telephones. The homes that can afford
any of these are almost certain future pur-
chasers of radio receiving sets and all the ac-
cessories that go with the set

The confidence of the workers who compose
the radio structure is demonstrated by the
money they have put into it. The sound capital
investment in radio reaches stupendous figures.
Upwards of forty thousand retailers have in-
vested an average of $3,000 each—a total of
$120,000,000. Five thousand distributors have
invested again as much and even this large
aggregate sum does not give the whole picture
of the money behind their investment.

Many of these distributors are old and tried
merchants; in some instances half-million dol-
lar concerns with probably $30,000 invested in
their radio department. The manufacturing in-
vestment reaches about $150,000,000—the three
d.visions show a grand total of very nearly
four hundred million dollars. Most of this great
sum comes from private investment, it does not
represent so-called public money.

It will react to the advantage of the industry
in general if every individual in it takes the
time and trouble to point out to everyone pos-
sible these solid facts about the business. The
circulation of that misleading calculation which
made it appear that $100,000,000 had been lost
in radio when the very reverse was true, mads
a good news story but it caused considerable
harm. It frightened the banking minds to such
an extent that they practically withdrew their
support from the industry in a manner almost
unprecedented and which probably no other in-
dustry ever experienced. If the industry had
not been strong, it could not have held so firm
after such withdrawal of support. Happily, con-
fidence has been gradually restored until it is
practically back to normal. The bankers found
out for themselves the facts stated in this article
and their renewed confidence followed as a mat-
ter of course. If ever again such an attack, un-
witting and unmalicions as it probably was,
should come, the men in the industry should be
quick to refute it when they have such favor-
able facts with which to do it as they had in
this instance.

Announcement of the engagement of Dorothy
Klaidman, manager of the Klaidman Music
Shop, Brooklyn, N. Y., to Aron H. Chanin, of
the Chanin Construction Co., prominent build-
ing concern, was made last month. Miss
Klaidman has a host of friends in the trade

mand...

When a set meets with universal de-
and receives the heartiest en-
dorsement of radio engineers, deal-

What’s the Answer ?

ers and fansalike...it mustbe good!

That’s what Shamrock has done. Accredited
dealers of responsible standing are invited
to write for our protective sales plan.

SHAMROCK

(. _R.A D1 O

196 Waverly Ave.

Makers of Famous STANDARD SHAMROCK PARTS

Newark, New Jersey

SHAMROCK CONSOLE
GRAND

(One dial control)
Built in loud speaker. Space
!(ormlA E& B batterles. Price
withou!
accessories) $ 1 60

Other models as low u.$95
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MICA
DIAPHRAGMS

Immediate delivery—all sizes
Send for free samples and prices
All Mica Products

INTERNATIONAL MICA CO.

Baring 538 PHILADELPHIA, PA. ruuse’ ‘Phire.

WorkRite Mfg. Co. An-

nounces Plans for Season

V. H. Meyer, President of Company, Predicts
Early Buying and Busy Days Ahead—Number
of Radio Models Reduced to Three

Creveraxp, O., July 6.—The WorkRite Mig. Co,,
of this city, manufacturer of neutrodyne re-
well

ceivers and known throughout the in-

Tuning in on WorkRite Model 36
dustry, has just announced its plans for the
coming season. V. H. Meyer, president of the
company, stated recently that his organization
believes that there will ‘be early buying on the
part of the jobbers and dealers this year, with
an excellent business for 4ll standard recognized
manufacturers. The WorkRite Mfg. Co. has
been identified with various successful manu-
facturing activities for seventeen years, and for
the past five years has been manufacturing radio
products. In announcing the company's plans
Mr. Meyer stated that the line of WorkRite
models had been reduced to three with a price
range of $80 to $210. The adoption of a six-tube
circuit for all models and the reduction of
models in the line have simplified the company’s
production problems materially.

The WorkRite Model 16 is a table receiver
with two controls and no verniers being neces-
sary. The cabinet is of walnut with panel and
dial to match, gold trimmed. Special design,
straight-line broadcast condensers are used in
this and other WorkRite mnodels. The Model 16
lists at $80. The WorkRite Model 26 has the
same chassis as Model 16, but is mounted in a
small floor console with high-grade speaker en-
closed. This set retails at $145.

The WorkRite Model 36, shown in the accom-
panying illustration, is a handsome console
model with a walnut cabinet having a special
built-in cone speaker with a diaphragm twenty-
five inches wide. Space is provided for all bat-
teries or power units and the three-way switch
“off, soft and loud” gives excellent tone con-
trol. The operating panel is very simple, the

COTTON FLOCKS

Air floated, all injurious foreign matter eliminated
for

Record and Radio Manufacturing

THE PECKHAM MFG. CO. 238 South Street

Newark, N. J.
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new two-in-one control operating all three con-
densers fromn one dial. This model, which re-
tails at $210, has been wired by the WorkRite
engincers to make it possible to use efficiently
the various types of new power units.

Famous éoy Scouts Band
Makes Brunswick Records

SerINGFIELD, Mo., July 3.—Thanks to thc interest
of Lester E. Cox, secretary and manager of the
Martin Bros. Piano Co., this city, arrangements
have been concluded whereby the Springfield
Boy Scouts’ Band has made six recordings for
the Brunswick-Balke-Collender Co. Six marches
which the band played will appear on three
double-faced records. It is understood that the
royalties from these records will be divided be-
tween the National Boy Scouts’' organization
and the Springfield Boy Scouts’ Concert Band.
The C. G. Conn Band Instrument Co. is going
to use this organization as one of the features
of a motion picture production, which will be
fathered by that company at an early date,
showing how music is making true Americans of
the boys of the United States.

To Sue Infringers of Patent
Controlled by Mohawk Corp.

The Mohawk Corp. of Illinois, with head-
quarters in Chicago, recently received an im-
portant patent grant on its gang condenser, re-
lating to the assembly of a condenser, under
date of February 16, U. S. Patent No. 1,573,374.
The application was filed July 2, 1924, and Paul
A. Chamberlain, chief engineer for the Mohawk
organization, who joined the firm two years ago,
was the original inventor, The patent is said
to be of extreme importance and the Mohawk
Corp. intends to sue several concerns who are
said to be infringing. Since the patent covers
several features in the building of a radio re-
ceiver the Mohawk officials have employed
special attorneys to prosecute infringers.

Advertise Portables in
Resort and Travel Guide

Inpranvaporis, Inp, July 2—The Indianapolis
Star recently issued its annual Vacation and
Travel Guide, which is devoted entirely to edi-
torial and advertising the resort and play spots
in the State. Aside from the resort advertise-
ments, stores which supply the necessities for
camp and vacation used this resort guide as an
advertising medium. Prominent among the ad-
vertisers were the Pearson Piano Co., the Peo-
ples Outfitting Co. and the Fuller-Ryde Music
Co., who advertised portable talking machines,
ukuleles and similar articles of musical mer-
chandise.

Ted Lewis Featured at Strand

Ted Lewis and His Jazzical Clowns, exclu-
sive Columbia recording orchestra, recently
were featured at the Strand Theatre, New York,
where they received an ovation from capacity
audiences for their renditions of the latest in
dance music. During the program Mr. Lewis
apprised the audience of the fact that several
of the numbers had been recorded for the
Columbia catalog.

Music for Model Homes

Utica, N. Y., July 7—The Home Beautiful
demonstration consisting of five completely fur-
nished homes, which is being conducted by the
Utica Daily Press in conjunction with the lead-
ing furniture, music and department stores, was
held last month and was a complete success.
Buckingham & Moak furnished a combination
talking machine and Radiola and the S. & S.
Music Co. furnished a Brunswick Panatrope.
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Distributors

of

CLEAR A3 A BTLL

New Reproducing Sonora
Phonographs . . . Model C
Radio Receiving Set . . .
Highboys. .. and Speakers

The Artophone Corporation,
1622 Pine Street,
St. Louis, Mo.

Baltimore Phonn. Pi«t. Co.,
422 N. Howard Street,
Baltimore, Md.

Barker Wholesale Company,
Barker Building,
Los Angeles, Calif.

J. H. Burke Company,

221 Columbus Avenue,

Boston, Mass.

Doerr, Andrews & Doerr,
Minneapolis, Minn.

Gibson-8now Co., Inc,,
Syracuse, N. Y.

Greater City Phono. Co., Inc.,
76 Fifth Avenue,
New York, N. Y.

Ilassler Texas Co.,
1101 Young Street,
Dallas, Texas.
612 Broadway,
San Antonio, Texas.
1715 Main Street,
Houston, Texas.

Kiefer-Stewart Company,
Indianapolis, Ind.

Kohler Distributing Co.,
63 Minna Street,
San Francisco, Cal.

McPhilben-Keator, Inc.,
68 Thirty-fourth Street,
Brooklyn, N. Y.

Moore-Bird & Company,
1720 Wazee Street,
Denver, Colo.

Pennsylvania Pheno. Dist. Co.,
1013 Chestnut Street,
Philadelphia, Pa.

917 Wabash Building,
Pittsburgh, Pa.
1747 Chester Avente,
Cleveland, Ohio.

James K. Polk, Inc.,
181 Whitehall Street,
Atlanta, Ga.
811 W. Broad Street,
Richmond, Va.

Reliance Battery Products Co.,
2211 So. Eighth Street.
Council Bluffs, Iowa,

C. A. Richards, Inc.,
100 E. 45th Street, New York, N. Y.
Canadian & Export Distributors.

C. D. Smith Drug Co.,
St. Joseph, Mo.

Strevell-Paterson Hardware Co.,
Salt Lake City, Utah.

The Tay Sales Company,
231 N. Wells Street,
Chicago, Ill.

Yahr-Lange, Inc.,
Milwaukee, Wis,
442 E. Lafayette Avenue,
Detroit, Mich,
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Profit Winning Sales Wrinkles

Increasing Sales Thr01.1gh the Co-operation of Bell Boys at the Local Hotels—Plan That Pro-
tects the Dealer in Making an Allowance on OIld Instrument—The “Whirly-Gag”
That Created Interest in Records—Clever Tie-ups—Other Stunts That Pay

Here is an idea for the talking machine deal-
er who is located not too great a distance from
the local hotel, especially in the fair-sized city.
Get in touch with the bellboys and present to
them the proposition that very often guests,
who are stopping in the hostelry for a week or
two, would enjoy the entertainment of a talk-
ing machine. Offer to either rent a used in-
strument for the period, the delivery charges
being paid by the transient, of course, or make
arrangements to sell a portable. Give the bell-
boy a commission on all transactions, accord-
ing to the amount of money involved. Tt can
be done and is being done by a talking machine
dealer in uptown New York, who during the
past year has succeceded in deriving a fair
amount of revenue from renting used instru-
ments, thus making them pay a return between
the time they are brought into the store and
their final disposition through sales. In addi-
tion this enterprising dealer has sold quite a
few portable instruments to hotel guests, to say
nothing of records. Little kinks like these often
in the aggregate bring in considerable profit
during a period of a year.

Profiting by Trade-ins

Herewith is described a method of making an
allowance on a trade-in which does not em-
phasize to the customer the smallness of the
amount, no matter how fair the allowance may
be, given for the old instrument. L. Dreazen,
one of the leading talking machine dealers in
New York City, instead of making the allow-
ance on the old instrument, deducts a percent-
age from the price of the new products the cus-
tomer desires to purchase. For example: If the
new model retails for, say, $300 and the cus-
tomer has an old machine to trade in, Mr.
Dreazen in most cases makes a flat deduction
of 10 per cent of the price of the new machine,
bringing the cost down to $270. Then the usual
down payment of about $25 or $30 is collected
before delivery of the instrument. Of course,
in cases where the customer has a very old
machine to trade in or a very cheap instrument
Mr. Dreazen, instead of allowing the usual 10

per cent, makes a flat price on the machine.
This system has been found very satisfactory,
both to the dealer and to his customers.

A Unique Record Ad

We present an illustration of an animated
device that whirls its way into the memory of
thousands residing in Jacksonville, Fla. Wil
liam C. Gillespie, proprietor of the Rzdio

Close-up View of the “Whirly-Gag”
Phonograph Shop, that city, recently placed on
the front of his car what he calls his “"Whirly
Gag.” He writes that 1,000 people are daily
reading it—record sales are being increased by
it. He admits it is the best two-dollar-and-fifty-
cent ad. that has ever been used. The words
“Okeh” and "Record of Quality” remain sta-
tionary, while the background, colored black
with bright orange stripes, revolves according to
the speed of the car or breeze blowing. Its
perpetual motion startles dogs into barking;
pedestrians invariably attract their companions’
attention by pointing to it; passing motorists
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crane their heads to read it. This is a very
good illustration of how well display advertising
pays. Mr. Gillespie states his profits are in Okeh
records and his “Whirly Gag” is the salesman
that is helping to make them bigger.

Study Your Customers
An example of the benefits to be derived from
a close study of a dealer’s market and type of
clientele may be gained from citing the ex-
perience of J. B. Myers, manager of the music
department of the A. I. Namm department store,
of Brooklyn, N. Y. With the coming of the
Summer season Mr. Myers began to push the
small, inexpensive musical instruments, but
found that because of the location on the fifth
floor he was losing trade that, should the de-
partment be more advantageously located, he
would secure. He then began to study the
different types of customers and found that on
different days different types came to shop and
purchase their necessities. On Mondays, for
instance, he found that the type of buyers were
mostly those wanting bargains of merchandise
really essential. After close study during sev-
eral weeks Mr. Myers found that it was on Sat-
urdays that the younger crowd d’d its shopping,
and following his conclusions he installed a
special counter of small - goods on the main
floor of the store and found that sales increased
to a gratifying extent. Each Saturday proved
the worth of this practice and the Saturday
counter of ukuleles and similar small goods is
now a permanent and very profitable feature
for the Summer months.
Tie-up Sold Records
In the past there have appeared in the
columns of The World articles giving instances
of dealers co-operating with the local appear-
ances of record artists to feature the various
recordings of the artist, or, in the case of a
musical show, to feature the numbers of the
show that have been recorded. One of the best
recent illustrations of dealer tie-up with a
Broadway production was that of the Landay
Bros. chain of music stores in Greater New
York, which featured the song hit “Valencia” in
their window posters of June releases. This
song, which was, and is, the song hit of Euro-
pean centers, is the feature number of “The
Great Temptations” at the Century Theatre.
In the display window of each Landay store,
on the top of the record poster, was affixed
a picture of one of the beauties from “The
Great Temptations” and they attracted con-
siderable attention from passers-by.

Cashing in on Artists
The appearance in the Mark Strand Thea-
tre, Brooklyn, of the Record Boys, Brunswick
recording artists and radio and vaudeville thea-
tre entertainers, was the occasion of a success-
ful tie-up by the talking machine and radio de-
partment of the Brooklyn branch of the Aeolian
Co. A program of the theatre was attached to
the window with the names of the Record Boys
underlined. On each sidé of the program were
ribbons, one leading to a Radiola, the other to a
Brunswick Panatrope. An attractive sign read:
“Here are Three Ways of Hearing the Record
Boys.” An attractive poster with pictures of
the artists was on an easel on the floor of the
window, supplied by the theatrical management
gratis. As this store is but a short distance
from the theatre the tie-up was particularly
cffective and a substantial increase in sales of
records of these artists was noted.

Incorporated

The Indianapolis Music Shoppe, Indianapolis,
Ind, was recently incorporated with a capital
stock of 100 shares of no par value, t> deal in
musical instruments. The incorporators are
John C. O'Brien, William Gage Hoag and I. E.
Sollenzerger.

The Brunswick Co.’s line of new phonographs
was recently featured at the Wilson Music Co.,

Baton Rouge, La.
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~let Majestic

brush away youy
summer cob webs!

Summer business is all right! All you need is an article that sells—one
the radio public is looking for.

And that's just the merchandise you get in Majestic “B" Current Supply
Units. Majestic Units sell because they answer a need that has existed
ever since radio first started. They give dependable, constant, economical
“B” power direct from the light socket—a pure direct current.

Their low prices—$32.50 for the Standard and $39.50 for the Super, makes

them easily within the reach of all

Unique Plan Assures Sales

You can sell a Majestic 'B”" Current Supply Unit to one of
your customers; give him seven days trial. Then, if he is
not fully convinced that it improves his reception—that it is
the biggest “B” Eliminator value he can buy anywhere today,
give him his money back. Your money will be returned and
we will see that you are protected.

But we are sure that your customers will be more than pleased
with the Majestic “B’" Current Supply. We are sure it will
bring you new proﬁts and customers. Every conceivable test
and trial has proved this. Give us a chance to prove our con-
victions to you. Worite us, today, and we'll send you full de-
tails of our plan to put “real pep” into your summer business.

New York Show—Booth No. 10, Section “DD”’ Chicago Show—Booth No. 8, Section “K”’

GRIGSBY » GRUNOW ~» HINDS 7 CO.

4558 Armitage Avenue CHICAGO, ILL.
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The Window as a “Salesman” of Portables

A Number of Displays Featuring Portable Talking Machines in
Outdoors Atmosphere That Have Created a Demand for Portables

“Your actions are very suspicious to me,” an-
nounced the town's one and only arm of the
law, as 1 stood beside a lamp-post, pencil and
paper in hand. It was 10:30 p. m, with the
{olks streaming out of the local “opery house,”
and many giving the store window displays the
last once-over. I continued to put dots down on
paper before I answered the curious policeman,
who had given me several quizzical looks that
day as le found me in the same position.

“I'm through,” I announced. “Come with me
to Edgar Bridge’s store and I'll give you a
good account of myself.”

“Well, how did you make out?” inquired
Bridge, as he opened the door of his apartment
above the music store.

Checking Up on Passers-by

“Pretty good,” I responded. ‘“28 per cent of
stoppers. But before I go any further, will
vou kindly satisfy the officer that my actions
are honorable?”

Bridge disposed of the police force by ex-
plaining that he had installed a vacation dis-
play of portable phonographs that morning, and
1 had been on the job at ten minute intervals
to check up the number of folks stopping be-
fore the window.

Sometime back Bridge and I had had a heated
argument as to whether the vacation atmo-
sphere pays in a portable phonograph trim. He
felt that displaying the models was sufficient
publicity, but my contention was that this
method fails to sell people on the idea of tak-
ing music with them on their vacations in camp
and at the seashore. I agreed to put it to the
test. The day before, when his display held a
ncat array of instruments, he parked himself
across the street for ten minutes at a stretch
at the following times. (1) The going to work
crowd. (2) Mid-morning, at 10:30; (3) The
lunch hour. (4) Mid-afternoon, at 3:30. (5) The
returning from work crowd. (6) The after
theatre throngs. He had a pad, with the top
sheet penciled with a line down the middle.
These two places had penciled dots on them,
according to the number of passersby who

By Ernest A. Dench

“Stopped” or “Did Not Stop.” Said stopping
place was Bridge’s show window. His percent-
age under “Stopped” was 7 per cent.

The test proved my line of reasoning was
right, for Bridge couldn’t deny that a “Stopped”
increase of 21 per cent was satisfactory. Be-
sides, he had made two sales of portables that

The Summer season is now at
its height and dealers can cash
in on the natural demand for
portable talking machines. The
window display is a most ef-
fective medium for bringing
the merits of the various port-
ables to the attention of the

public at this time. W here
special attention 1is paid to
portables there will be no

“Summer slump,” as these in-
struments are in big demand
throughout the year.

day—a promising sign—and the following days
the portables began to slowly move, whereas
before he was lucky to sell three portables a
week.

Here are some examples of effective portable
window displays:

Fine Display at Ditson’s

In Boston, Mass., the Oliver Ditson Co. had a
most effective display. Beach sand, mixed up
with beach stones, served as the floor covering.
A grass edge around this stretch of beach was
achieved with finely chipped green paper. The
suitability of portables (there were several
placed about the trim) for outdoor occasions
was subtly suggested by such “props” as a base-
ball bat with mitts and a tennis racket held to-
gether at one end, with golf clubs and a fishing
rod at the other end. Both the side and rear

O receiving set ean be better than
its tubes. CeCo Tubes give
maximum results in clarity of tone,
rich volume and long life.

Our charted tests (results eonfirmed
by laboratories of national reputa-
tion) PROVE CECO TUBES’ SU-
PERIORITY—as detectors, as ampli-
fiers.

You can safely recommend CeCo
Tubes whether one tube or eight are
required.

Now ready! CeCo Tubes with new
type Long PRONG BASES. Also,
power amplifier tubes, E (Dry Cell
Type), F (Storage Battery), for last
stage of Audio Frequency.

Write for Catalog and Prices

C. E. MFG. CO., INC.
702 Eddy Street Providence, R. L.

-its in the TUBE

rd

A TUBE FOR EVERY RADIO NEED

A g g
Filament Volts ....... 5.0 3.0 3.0
Filament Current ..... 0,25 .08 .08
Plate Voltage ........ 20 to 120 20 to 80 20 to 80

panels were adorned with dark green crepe
paper, bordered with a sage green stripe, with
a top decoration or escalloped frieze of sage
green crepe paper,
Camping at the Seashore

Another house to make a Summer showing
with beach sand was the Lewis Music Store,
Rochester, N. Y. A few loose green leaves were
scattered over the sand, with a “pup” tent
staked ready for occupancy, at the left end.
On guard here was the well-known phonograph
dog, on a rope leash tied to the tent. A port-
able was set atop its carrying case near the
tent. A few records to be played were on the
ground beside the instrument. At the right
end a camp table was set up and cooking uten-
sils placed on it for “atmosphere.” Also about
the trim were several camp stools, with either
a ukulele or banjo placed on the same. One
showcard employed ran as follows: “Camp in-
struments—durable and easy to carry.”

The companion card indicated that: “Music
will make your vacation more enjoyable. A com-

plete stock of portable phonographs, ukes,
banjos, records, etc.”
A Restful Display
The Crowley Milner Co., Detroit, Mich., took

care of the background with a porch shade
hung on rollers, with cretonne for the rear
side hangings. Large palms in green tubs were
stationed at each rear end. The central posi-
tion was monopolized, as it should be, by a
portable model on a rustic garden chair. Other
models were noticeable on stands and about
the artificial grass floor.

“Take music with you on your vacation.
Select your portable from our complete stock,”
suggested a framed card at the front centre.

Portables in Two Kindred Lines

Cincinnati, O,, is one of the best cities in the
country in the all-important matter of Summer
display presentation of portables. Wurlitzer's
combined portable phonographs and radios in
a timely setting, which was floored with imita-
tion grass, with a genuine tree log thrown
across the ground at the rear. Back of the logs
were ferns, the pots of which were hidden from
view by the log. In front of the log, at the
left end, was a red and white striped canvas
chair, leaning against the back of which was the
showcard we quote: “No picnic is complete
without a Portable Phonograph or Radio Set.”
At the opposite end of the log, in front of it,
was a camp stool, open, and occupied by a radio
receiving set. Also propped up against the
same log were several tennis rackets, a fishing
rod and a guitar. - A picnic on the grass was
conveyed by spreading the middle of the floor
with a white luncheon cloth, set for four. To
the left of this cloth, but off of it, was a low-
tree stump that was moss covered, and “hous-
ing” a portable phonograph. A record rested
against the tree stump, with a banjo-uke on
the ground nearby.

A portable instrument in its open carrying
case was set on the ground to the right of the
picnic spread.

Camp Realism

The camp atmosphere predominated in the
display devised by Baldwin’s, also of Cincinnati,
O. The cream-paneled background—a perma-
nent feature of this show window—was left in-
tact, same being adorned at the middle with a
pictorial showcard, with a camp scene in colors
at the upper part of the card, and the message
below it: “Going to camp for an outing? Take
a portable phonograph with you. You must
have music.” Room was found at the left end

(Continued on page 28)
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VALLEY FORGE MAIN SPRINGS

BIG 3 FEATURES

NON-JUMP (Prevents Jumping and Slipping)
MOCOLENE (Dustless Packing)
LUBRILL

(Prevents Rust)

“'ggF& S your repair depart-
%1 ment keeping abreast
with the front of vour
store? Are you using the
same kind of spring now as
you did when you sold the
old style horn machines—or
are you using Valley Forge —
the modern method which
eliminates jumping, rust, cor-
rosion and the many elements
to which most springs are
subject?

e

There’s as much difference be-
tween Valley IForge Springs and
the old method of making them,
as there i1s aith the old Horn
machines and the new models
now on the market.

Equip Your Shop the
Valley Forge Way

REG.U.S.PAY. OFF,
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- - |

730 MARKET STREET
PHILADELPHIA, US.A.
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Emphasizes Importance of
Radio Lightning Arrester
L. S. Brach Mfg. Co., Points Out How This

Equipment Adds to the Efficiency of Radio
Reception by Eliminating Trouble

At a recent gathering of radio men the ques-
tion of the use of lightning arresters by radio
set owners brought forth some very pertinent
facts. Among these was the mistaken impres-
sion that the arresters were only used to guard
against the effects of lightning striking an an-
tenna wire. It is interesting to note that many
members of the music trade realize that light
ning arresters are required for a far more fre-
quent service, that of protecting against light-
ning induction affecting the efficient operation
of the radio set.

In order to substantiate this latter conten-
tion a representative of The \World requested
nformation along these lines from the L. S.
Brach Manufacturing Co.,, engineers, who not
only agreed that the scope of the use of the
lightning arrester did serve other purposes than
the generally acknowledged use but stated that
thousands of radio sets to-day are working
under the handicap of having some part of
their equipment broken down by lightning in-
duction and the sets are operating either noisily
or much less efficiently than when they were
new. It is said that in each lightning flash dur-
ing a storm there is a wide area of electrifica-
tion. Every radio aerial picks up by induc-
tion an abnormal current which, in seeking
ground, very frequently punctures the insula-
tion of coils, condensers, grid leaks or other
parts of the radio set, leaving a permanent
damage to the set. This damage may not pre-
vent the operation of the set, but it certainly
will affect the tone quality, quietness and the
reception in general. Such damage is very diffi-
cult to locate and sometimes aimost impossible
to find
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Atwater Kent Studied Nation’s Market
Before Appearance of Season’s New Line

Barton, Durstine & Osborne, Advertising Agents for Atwater Kent Mfg. Co., Made Nation-Wide
Survey, Interviewing Owners, Non-Owners, Dealers and Jobbers

PuIiLADELPHIA, Pa., July 3.—The importance of
modern or scientific merchandising is clearly
recognized by the Atwater Kent Mfg. Co., mak-
er of Atwater Kent Radio receiving sets and
radio speakers. The hit or miss element is en-
tirely eliminated. Prior to the beginning of
the new season and the appearance of the Fall
advertising Barton, Durstine & Osborne, of New
York City, advertising agents for the Atwater
Kent Mfg. Co., conducted a survey which was
wide in scope and at the same time thorough
in detail. It is probably the most comprechen
sive radio survey ever undertaken. Eighty-six
reporters were used to travel 42,758 miles and
interviewed 3,672 owners and non-owners of
radio sets, 1,083 retailers and 37 distributors.
The survey covered most of the United States
as well as part of Canada.

It is said that the dealer and consumer ques

tionnaires fill thirteen bound volumes in addi-
tion to summaries. All this was done to get the
facts about radio to guide the Atwater Kent
Mfg. Co. in its manufacturin a n
vertising policies.

Some of the high lights from the survey are
particularly interesting. There seems to be a
general reduction on the part of the dealers of
the number of lines handl F

New York departinent store which carried
seventeen makes last Fall now carrie even
The survey showed the great popularity of the

Atwater Kent receiving set both in the minds
of the dealer, distributor and by the public, and
also proved that Mr. Kent is probably the best
known of radio manufacturers. Other inter
csting facts of vital importance in planning th
Fall campaign along most effective lines were
also unearthed.

Vitaphone Corp. Secures
Metropolitan Opera Artists

It is announced that the Vitaphone Corp,
maker of a device to synchronize motion pic-
ture music to the hwman voice, has signed a
contract with the Metropolitan Opera Co., by
which it obtains the right to engage Metropoli-
tan artists to take part in its productions. In
this connection the Manhattan Opera House
has been secured for one year by the Vitaphone
Corp. for the presentation of its productions
as well as for a studio and a production plant.
The Vitaphone is an instrument recently put
out by Warner Bros. and perfected by that
company, the Western Electric Co., the Ameri-

can Telephone & Telegraph Co., and the Bell
Laboratories. With this device, which “photo-
graphs” sound upon the film, theatres all over
the country, it is said, will be able to offer not
only “movie grand opera,” but a synchronized
musical accompaniment for all other types of
film, which will make it possible for even the
smallest theatre to have a sixty-piece orchestra
providing the music.

Leases New Quarters

Henry S. Brown, phonograph and radio dealer
of Fitchburg, Mass, has leased the store in the
Y M. C. A. Building and will occupy the quar-
ters after renovations. Mr. Brown also operates
stores in Gardner and Lvnn.

SPACE FOR
135 VOLT "B’
BATTERY OR
MU-RAD B-
ELIMINATOR

i The

~ MU-RAD

“Golden Rule”
Policy

Dept. W.

is a new idea in radio merchandising.

AS make SALES

POWER TUBE

It is a unique
plan that embodies protective territory, small commit-
mients, assignment of territorial sales quotas, bonuses
in proportion to sales, and a fixed plan for exchanging
old for new models to consumers—

per.

And get the idea of solidity. This is the sixth year of broadcasting.
MU-RAD'S sixth year also.

MU-RAD RADIO CORPORATION |

Stability is important.

ASBURY PARK, N. J.

An advanced idea in broadcast receivers.
ing control—enormous volume controllable to a whis-
Power tube in last stage.—faithful reproduction
—a receiver beyond competition among fine sets,

, SPACE FOR
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TRICKLE CHARGER

The

MU-RAD
Super-Six
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Single tun-
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Summer Radlo Busmess Is What You Make
It, Says Well-Known Radio Executive

S. S. Sondles, Manager of the Advertising Department of the Magnavox Co., Emphasizes Need
of Going After Radio Business During the Summer Months—Practical Selling Hints

“You can count on the aggressive radio dealer
not giving in to the old bugaboo about lack of
interest in radio during the Spring and Sum-
mer months,” reads an interesting statement
over the name of S. S. Sondles, manager of the
advertising department of the Magnavox Co,
radio manufacturer, Oakland, Cal. The message,
which has been sent to Magnavox distributors
and dealers, emphasizes the need of going after
business during the Summer months and out
lines several practical methods of increasing
sales volume, and for that reason it is reproduced
i part herewith:

Your Sumner radio business is going to be
pretty much as you make it. If you resign your-
self to wait for it to walk into your store you
may not realize it, but Mr. Alert Dealer is steal-
ing a march on you by going out after business.

There are hundreds of methods of stimulating
business. One of the most profitable adjuncts to
any store is a properly managed mailing list (a
mailing list of 1,000 and up can well support an
automatic addressing system with card record
and addressing plate combined in one). If you
haven't a matiling list you are missing something.
Here are some of the ways you can compile a
worth-while prospect and ‘service” list.

Mail a letter to a selected list of professional
and business men. The letter should refer to
the entertainment and educational value of radio
and the desirability of owning a Magnavox per-
fected single-dial radio. And ask for the oppor-
tunity to make a demonstration. The letter
might be supplemented with a self-embodied or
separate coupon requesting pertinent data such
as the following suggestions:

Do you own a radio and, if so, what make?

Is speaker built-in or external and what make?

What make of tubes do you use and how many?

Do you use dry or wet “B” batteries or power unit?

Do you have a battery charger and, if so, what make?

Are you satished with the tone quality, selectivity, method
of operation and distance performance of your set?

A higher percentage of returns will be as-
sured if you enclose a stamped, self-addressed
envelope.

A similar mailing as the above with a duplex
post-card.

Use coupons in your local newspaper advertis-

ing.

Get names of prospects from friends and cus-
tomers of the store.

Get names at fairs, exhibits of various kinds,
demonstrations, etc.

FForm a Boys’ Radio Club, paying them for
names, not to be duplicated, of prospects who
are willing to listen to a demonstration. The
interest in this scheme is intensified if a good
mexpensive radio set is offered as a prize to the
one getting the greatest number of names within
a certain time.

Pay school children to make a “radio census.”
Inexpensive novelties, if popular, sometimes
serve as well as money.

If you sell phonographs or records you will
have a valuable list of radio prospects.

The above suggestions have merit, but they
must be built up to meet individual circum-
stances, and don’t forget that the radio “replace-
ment” and “service” business like the sale of
records in the phonograph business is just so
much velvet if gone after and handled in the
right manner. Batteries deteriorate or have to
be recharged, maybe a new charger is needed,
tubes have to be replaced, the antenna system
should be inspected annually, speakers and sets
are constantly being improved and only if you
keep in close contact with this “service” busi-
ness and capitalize on its opportunities will you
profit thereby.

Don't be afraid to demonstrate Magnavox.
Automobiles, washing machines, and vacuum
cleaners are mostly sold through demonstration.
Demonstrate in the home. Metropolitan dealers
vary this practice to fit conditions. Many deal-
ers report that from six to seven sales result out
of every ten demonstrations. Rural communi-
ties are an especially fertile field for demonstra-
tion sales. The day is past when radio was
bought. From now on it will be sold.

The Window Display

as a “Salesman’” of

Portable Talking Machines in Summer

(Continued from page 26)

of the trim for a tent of the wigwam type, back
of which was a clump of large evergreen
branches. Beside the tent opening a portable
phonograph was set on the ground, which was
sp.ankled with dirt, gravel and fine sand. Even
more attention was given to the right end of
the trim, where a clump of branches indicated a
woodland nook. Beneath the overhanging
branches was a lake, formed by a large square
mirror embedded in the floor, and surrounded
by white sand. There were two miniature
canoes—one on the lake, the other partly rest-
ing against the shore. The center attraction
proved to be a fire, apparently built of dried
branches, and burning away, thanks to an
electric light bulb under some red crepe paper
hidden among the branches. A kettle over the
fire was suspended by stout branches.
The Summer Outdoors in England

All of last June I spent in England, which
country was favored with exceptionally warm
weather instead of lots of rain and chilly days,
as is often the case during this month. The
stores selling portables responded splendidly to
the chance to enjoy the lure of outdoors.

I
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For the New Victor Line

12 Styles Padded Covers, ¥Form VFitting,
Strap and Buckle Attached

With

v TRON HORSE” 0™

PADDED PROTECTION COVERS
OLIVE DRAB DENIM

The new line of covers for the Victor
Electrola and Orthophonic instruments
is now ready.

Perfectly made by a house specializing
for many years in textiles.

Extra heavy padding, cushion-like, to
prevent damages in making shipments.

Our line embraces all the models of
the leading manufacturers, including:
Victor, Brunswick, Columbia, Sonora,
Radio Corp. of America, Stromberg-
Carlson, Etc., Etc.

Reliable Manufacturing Standard Always Maintained

Mill Contractors COTTON GOODS
224.226 EAST 42ND ST.
MAIN OFFICE AND SALESROOM

A. L. REACH TEXTILE CO., Inc.

Manufacturers
CANVAS SPECIALTIES
NEW YORK, N. Y.

Keith, Prowse & Co., Ltd., London, Eng-
land, introduced a painted background of a
country road with a car parked along the samme.
A verdant meadow running from the road was
carried right into a trim by flooring same with
artificial grass mats, at the middle of which
was a portable phonograph. Kneeling before
the instrument was a little girl cut-out. Her
young parents, represented by life-size cut-outs
near the back, were also listening intently to the
record being played.

Two showcards were in the following vein:

1. “Wherever you pull up the Portable Gramovhone ren.
ders your avorite music in an instant of a minute.”
“Whatever the age or taste, the Portable Gramouhone
fills the bill.”

Lady’s Handbag Comparison

Hickie & Hickie, Ltd.,, Reading, England,
screened the background and sides with cool
Summer cretonne drapes in a restful floral de-
sign. A sign at the rear centre, executed in
cream script on a blue background, announced
that “Summer Time is Music Time.” A cabinet
model reposed at the rear right, with a piano
at the middle, and topped with a banjo and
ukulele. Among the several portables down in
front was this appropriate announcement: “The
........ Portable—As easy to carry as a lady’s
handbag.”

Easy for a Child to Carry

The cynosure of all eyes in the window of
Scotcher & Sons, Birmingham, England, was
a colored cardboard cut-out of a little girl, who
carried a portable in its carrying case with great
ease. The caption painted on the feet of the
girl pointed out that—"A Portable Gramophone
will provide music and entertainment wherever
you may go. A child can carry one. Always
ready for use.”

Lily Pond Atmosphere

A lily pond was realistically conveyed in the
irim arranged by the Gramophone Shop, Birm-
ingham, England. The front half of the floor
was laid with a silvered mirror, on which at
cach side was a very shallow art pottery bowl
in dull green tones, with water lilies ‘“grow-
ing” in the same, as on a body of water. The
rear half of the display was cared for with an
imitation grass mat, about which portables were
in  evidence. *“Portable Gramophones—Take
one with you on your holidays,” ran a large
window streamer.

The Resonator, Ltd., is the name of a com-
pany organized in Sydney, Australia, to manu-
facture and sell a new countrivance for phono-
graphs which, it is claimed, dispenses with the
tone reproducer and sound box. It is in the
shape of a cone made of the lightest Queens-
land maple and applies the needle directly and
very lightly to the disc.
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“The profits are sure”

IN Granp IsLaND, NEB., the Jones Music
Co. handles leading lines in musical instru-
ments and radio merchandise—including
Eveready Radio Batteries. “About Septem-
ber 1, 1925,” Mr. Ed. A. Jones writes, “we
decided to discontinue buying hit or miss
batteries and settle

every confidence in Eveready Batteries. Our
battery business has grown until today it is
one of the most profitable departments in the
store. We know that the profits on Eveready
Batteries are sure, and the service expense
very small.” The Eveready line is a logical
one for every music

down to Evereadv ‘A’
and ‘B’ Batteries. We
beganadvertising Ever-
eady products with our
other advertising and
we soon found our cus-
tomers as a whole had

stations:

WEAF-Neaw York
wJjAR—-Providence
wEEI-Boston
WTAG-H orcester
wrI-Philadelphia
wGR—Buffalo
wcaAE-Puttshurgh

Tuesday night means Eveready Hour—S8 P. M.,
Eastern Standard Time, through the following

Ksp—S?. Louis

establishment. Order
Eveready Radio Bat-

terles from your jobber.

Manufactured and guaranteed by
NatiovaL Carsox Co., Inc.
New York San Francisco

Atlanta Chicago

Kansas City

Canadian National Carbon Co., Limited
Toronto, Ontario

wsa-Cincinnati
wTaMm-Cleveland
wwj-Detroit
woN=Chicago
woc—Davenport

. Minneapolis
U CCO—; §t. Paul

eVEREADY

Radio Batteries

~they last longer
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He turns his piano stoc
13 times vearly

How Grant Hazel has applied the principle of concentration

to build a remarkable volume of business

RANT HAZEL’S MUSIC STORE has

a 16-foot frontage on East

Kirkwood Avenue, Bloom-
ington, Indiana.

Everyone in Bloomington and the
farming country around knows
Grant Hazel’s neat, attractive
place of business. Years of con-
sistent advertising and can-
vassing have made it familiar
to farmers and townspeople
alike.

Bloomington is an average
American town of 15,000 lo-
cated in a diversified farming
section, and having no par-
ticular industry of importance.
It 1s the seat of the University
of Indiana, a fact which adds
considerable life to the com-
munity but is not a factor of
importance in the piano busi-
ness.

“IV7e want people to feel at home here.”
Sather and son have carried out in a practical fashion. An attrac-
tive store, and every square foot of display space at work

It was in this town—just
such a typical community as
hundreds of other Gulbransen
dealers do business in—that Grant
Hazel last year sold 706 Gulbransen
Registering Pianos with an average
stock of only eight! In attaining this
remarkable volume of business, he
turned his stock 13 times.

Why he succeeds

“By concentrating on the Gulbran-
sen Registering Piano and pushing
1t alone,” says Grant Hazel, “I find
that I get farther. Customers know
that when they buy a Gulbransen
Registering Piano they are getting
their money’s worth. That’s what
counts. My best leads come from
satisfied customers.

“We have never catered to the

© Charles Gilbert Shaw
Bloomington, Indiana

University of
Indiana Campus

This is the attitude that

\_ £ year Il’ar and Re-
adjustment Period

!
4
' > I

13’s a lucky number when it means turnover

—but it wasn’t meve luck that brought
Grant Hazel's significant sales increase

5

Ny

82/ Gulbpansen
Sales
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166

CL 1918 1019

020 i 22 1023 1924

How aggressive sales effort made Grant
Hazel's sales grow. Note the steady climé

to the present figure

of 106 sales in 1925

idea that we ought to sell a cheap
ptano. Quality throughout, not just
a fine case, 1s what tells in the long
run. One woman in this town has a
Gulbransen thathasbeeninherhome
for 10 years. It’s just as good
as the day she boughtit. Itis
still just as true to the slogan,
‘Easy to Play’; and even more
mellow in tone.”

His way of doing business

Grant Hazel finds that the
Gulbransen nationally-priced
system makes for confidence
all around. He pomnts out to
his customers the price appear-
ing-in all national advertising
and branded on the back of

every Instrument.

“That’s a fair and square
plan and it forestalls any bar-
gaining to bring down the price
at the expense of the dealer’s
legitimate profit. Gulbransen
makes a quality instrument
— a piano which, because of
its patented, exclusive Registering
feature, offers possibilities for mu-
stical enjoyment no other piano can
give. And people know that the
price is right.”

He points out to his customers the price appearing
in all national advertising and branded on the
back of each iustruiment
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Not a large store, but a neat and attractive one, and every square foot devoted to SELLING

How you can make more
money selling pianos

Grant Hazel is but one suc-
cessful Gulbransen dealer.
There are hundreds of others
from coast to coast.

Without exception thesesuc-
cessful Gulbransen dealers em-
ploy the Grant Hazel method
of doing business. They take
full advantage of the co-oper-
ation which the Gulbransen
Company offers its dealers.
They use newspaper adver-
tising, window advertising,
outdoor advertising, store ad-
vertising. And they canvass
systematically and consist-
ently.

The Gulbransen Company

has worked out the most complete
and successful plan for building busi-
ness ever offered to the retail piano
trade. Itis a plan which, if followed

Grant Hazel and his son, Fred, are typical Gulbran-
sen dealers,men who have built a fine piano business
on a basis of square dealing and aggressive selling 3232 W, CHICAGO AVE., CHICAGO, ILL.

Any merchant who will concentrate on
the Gulbransen Registering Piano and
do two things can be sure of success.
The two things are:

1. Take full advantage of the Gul-
bransen advertising and selling helps.

Go out after business—use the out-
suie selling plan and matenial prepared
by the Gulbransen Company for 1its
dealers.

This is a prescription which is good for
any ailing piano business, no matter how
large or small the store or where it is
located.

Grant Hazel says:

out methodically, has never failed
to produce results.

If you are not availing yourself
of this plan, you are missing one
of the biggest opportunities
for making money in the
piano field.

If your business is not all
that it should be, if you are
not getting the success you
feel you deserve, we invite you
to write for complete details.
Without the least obligation
to you, we shall be glad to send
vou full information.

GuLBRANSEN COMPANY

Grant Hazel, who
used to go out and
tune pianos him-
self, has seen
manybrandscome
and go. Ten years
ago he picked the
Gulbransen Reg-
istering Piano as
awinner. His suc-
cess has substan-
tiated his good
Judgment
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How Wanamaker Makes Radio Service Pay

Elimination of Needless Service Demands Through Clear Under-
standing With Customers and Reasonable Charge Solved Problem

The service angle of radio merchandising at
retail constitutes one of the most vital problems
with which the talking machine and radio dealer
is faced. Various plans have been worked out
by dealers, many of which have considerable
merit, and others which seem to lack the most
important consideration—economy.

The cost of radio service is what makes this
phase of the business so troublesome. It is easy
enough to promise all kinds of things in the
way of service, but when the dealer is called
upon again and again by the same individual
to mmake good his promise the cost jumps to
such an extent that any profit there might have
been in the deal is not only killed, but the re-
tailer finds himself out of pocket.

Various plans of service have been described
in The Talking Machine World in the past.
Each of these plans had the merit of being
effective and economical, giving the dealer the
opportunity of rendering adequate service
without endangering profit. Most of these sys-
tems have been those in use by exclusive re-
tail dealers.

Here is another service plan that is in use
by the radio department of one of the largest
departinent stores in the world—john \Vana-
maker’s, New York. When it is realized that
the Wanamaker store moves thousands of radio
sets to hundreds sold by the average dealer, it
will easily be seen that service here is of para-
mount importance.

Service Staff of Six Experts

It was not so long ago that the Wanamaker
store had well over fifty service men on the job
day after day. What this means in the matter
of organization and expense any dealer will
realize. The point is that there are now only
six men actually doing service work in the field
for the Wanamaker store, according to the
statement of T. L. Jennings, assistant manages
of the service department.  These six men cover
a territory within a radius of about fifty miles
of the New York store. Two automobiles are

in constant use for covering the outlying dis-
tricts where time would be lost through travel
ing by train.

In addition to reducing the num-

ber of service men to such a tremendous ex-
tent costs have also been cut to a minimum so
that now the department actually pays for itself.
Radio service does not eat into profit.  The
radio department now is a profit producer; that
is the difference between costly service and in-
telligent service, and that is what every retail

Radio Work Ticket No. 3333

Date......oooviiiiiinan...

B O G 0 0 ¢ O 0 0000 e 00000000000  ~ 0~~~ 000000
Address) @ - pEesadar - - - - - FETTET Tt P s s 5 A
Telephone No............ Apt. Noooooovvnnnnn
Call Date.......vociiiiiiiiiinnnnnnnn. A == = 580600
| (Y, sy ym—y

I 66 0 50008086 - - - - - Blo BB o NOue it ieinneennnns

Letter Written.............
This Machine now operates to my satisfaction

Customer’s Signature
Date

Radio Work Ticket

talking machine dealer who handles radio can
do if he gets right down to business and dis-
cards a lot of the foolish ideas that are allowed
to undermine his business. The time has come
for plain speaking and as far as radio service
is concerned the matter rests distinctly with the
dealer. He can learn a lesson from the auto-
mobile agent who gives service to a reasonable
cxtent, and then makes a charge for repairs,
etc., and the point is that with all this the auto-
mobile dealer has lost nothing by his firmness.
Personal Contact in Service Department

At the Wanamaker store the service depart-
ment occupies two offices adjoining the radio de-
partment, making it easily reached by custom-
ers who desire to visit the store personally to
air their grievances. This personal contact is
invaluable; it straightens out a lot of little mis-
understandings that might mean lost business.
It creates a friendship that reacts to the bene-
fit of the Wanamaker store; it means a busier
radio department.

Routing the Service Men

In one part of the service office is a long

desk on which are four telephones in charge

The famous \Weston In-
stant Change Radio Plug
for connection to Loud

More than just
sales profits

W HEN you sell a Weston Model 489
Radio Table Voltmeter — you sell
radio service to your customer and a
lower dealer servicing overhead to
yourself. This instrument gives exact
knowledge of voltage conditions, en-
ables the operator to use his set at
the proper filament voltage, enables
him to prolong the life of tubes, test
batteries and get satisfactory radio
reception. { This is just one of the
Weston quality radio instrument

Speaker or Head Set Licensed under line which has been profitable to
made as a Precision In- S. Patent 1 d
strument and selling for 1,498,196 many dealers. { For complete in-

only 60c.

Weston Electrical Instrument Corporation :

STANDARD._THEWARLD.OVER— ==\

WESION

Pioneers since 1858

formation request Circular J.

190 Weston Avenue, Newark, N. J.

iz

of four clerks. The sole duty of these individ-
uals is to receive complaints over the phone.
Having received the complaint a so-called radio
work ticket, reproduced herewith, is filled out
and passed back to the main office of the serv-
ice department. Here in the afternoon these
radio work tickets are separated into districts.
This is necessary because of the large territory
covered by the Wanamaker store. As much as
possible the six radio service men cover the
same territories daily in their work. This is an
important point for the reason that the men
are familiar with reception conditions in the
territories in which they operate, and thus they
are enabled to give more intelligent attention to
their clients. The purpose of the radio work
ticket, as will be seen on examination, is evi-
dent and therefore needs no further elucidation.

On the back of the Radio Work Ticket the
service man gives a detailed account of the
results of his inspection along the following
lines: Condition of machine found; A battery
reading; B battery reading; Condition of tubes;
Tuning of machine; Stations tuned in; Time;
Materials used; Remarks; Total time to com-
plete job; Fare; Expenses; Total; Mechanic.

The Wanamaker Warranty

Another important point in the Wanamaker
merchandising policy which has been found to
materially curtail the necessity for service has
been by having a clear understanding with the
customer at the time ‘of the sale. To assure this
attention each radio set bears a tag especially
designed at the Wanamaker store. The war-
ranty on this tag is as follows:

John Wanamaker, New York, warrants each new radio
receiver, phonograph or musical instrument to he free
from defects in material or workmanship under normal
use and service. Qur ohligations under the warranty are
limited to providing you any part or parts thereof which
shall, within ninety days after delivery, he returned to
us for examination and which our examinations shall
disclose to our satisfaction to be defective.

This warranty shall not apply to any instrument which
shall have heen repaired or altered hy anyone excepting
our authorized representative, so as in our judgment to
affect its stahility and reliahility, nor whicn has heen suh-
ject to misuse, negligence or accident.

This warranty applies only to the hare instrument itself
and does not apply to radio tuhes, radio hatteries or radio
accessories, phonograph records or musical instrument ac-
cessories, of any kind whatsoever. Accessories cannot
he warranted hut a thorough inspection cof all accessories
hefore shipping assures the delivery of perfect merchandise
to our patrons.

In the event a radio or phonograph service man is
required for a call at the home a nominal charge for
lahor will be made. For service, call Stuyvesant 4700 and
ask for radio service or phonograph service.

An Important Point

It is interesting to note that while the war-
ranty covers ninety days on the replacement of
defective parts without charge to the customer
actually free service is only given for the period
of thirty days, after which a charge of $1.50 per
hour is made when the customer lives within a
radius of twenty miles of the store. Patrons
living further away are charged accordingly.
Very often service men are compelled to bring
sets into the store for repair. On the eleventh
floor of the establishment is a large repair shop
where experts go over the sets carefully and put
them in condition. Radio sets are called for
onlv when they have been in the hands of the
customer for some time, and where the service
man fails to locate the source of the trouble
during his examination at the home of the cus-
tomer.

Complete Records

The service department also has a record of
every radio set sold in the New York store.
Every transaction between the store and the
customer in which the radio set is involved is
filed, thus the service department can tell in a
moment just what has been rendered to the
customer in the way of service.
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Safe and Sane

There are no fireworks or
explosives in Pearsall’s
line.

A to Z in Radio

RECEIVERS
ZENITH
SLEEPER
TRINITY
SPEAKERS
ZENITH
TELETONE
SAAL
AMPLION
SILVERVOICE

BATTERIES
EVEREADY

CHARGERS
FUL-WAVE “A” and “B"”

“B” BATTERY ELIMINATORS

ZENITH
WEBSTER

TUBES
PERRYMAN
CUNNINGHAM

PHONOGRAPHS

CASWELL PORTABLES
ORO-PHONE REPRODUCER

Ask any Pearsall dealer,
he’ll tell you.

Plus Ability”

SILAS E. PEARSALL COMPANY |
10 EAST 39th ST%VEE%O‘:\;§ g/f;/}i%w NEW YORK CITY
SRS SRS e
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You can depend upon it!

An Atlas Plywood Packing Case can always be relied upon
to take a phonograph or a radio to its destination in

first-class shape.

If you use an Atlas you can be sure of a low first
cost, a labor-saving in assembling, greater protection to
your machines and a saving in freight charges on every

shipment.
That’s why the

have used Atlas Cases for so many years. They know
what to expect of them—and are never disappointed.

PARK SQUARE BUILDING, BOSTON, MASS.

New York Office
90 West Broadway

leading phonograph manufacturers

CHRRY THE WEIGHT ~SAVE FREIGHT
1‘ ATLAS PIXWOOD CORPORATION

L)

Chicago Office
649 McCormick Building

9310

The New Sparton Receivers
Make Favorable Impression

The Sparks-Withington Co. Receives Many
Compliments From Trade on the Merits of
Its Fine Line of Radio Products

The Sparks-Withington Co., Jackson, Mich.,
has received many letters of commendation
from dealers throughout the country in connec-

Sparton Model 5-26

tion with the new Sparton receivers, which were
recently introduced to the trade. Attractive
cabinet designs of the receivers as well as their
constructional qualities have made a very favor-
able impression upon the trade, and jobbers and
dealers are preparing to feature the instruments.

The Sparton receiver Model 5-15 is a compact
instrument, including many original features of
design and performance. The five-tube tuned
radio frequency circuit is balanced by an ex-
clusive patented method which the company
states permits of the absolute elimination of all
self-made squeals, but will retain full efficiency
in receiving station broadcasting on the longer
wave lengths.  Virtwally the whole receiver is

Sparton Model 5-15
built in the Sparks-\Vithington plants, the cabi-
nets being in black walnut with steel panels;
the model listing at $63.
The Sparton receiver Model 5-26 is proving

remarkably successful everywhere. An exclu-
sive and patented method of balancing Sparton-
built twin cylinder radio transformers and highty
modern methods in coupling combine to give
this receiver a high degree of selectivity, even
in congested centers of broadcasting. The
Sparton-built cabinet is of black walnut with
handsomely grained steel panel and includes
compartment for “B"” batteries. Micrometer
dials are standard equipment on this instru-
ment, the list price of which is $83.

Atwater Kent Honored
by Worcester Polytechnic

Famous Institution Bestows Honorary Degree
of Doctor of Engineering on Prominent
Manufacturer of Radio Receivers

WOoRCESTER, Mass, July 1.—Formal acknowl-
cdgment of the public service rendered by A
Atwater Kent, president of the Atwater Kent
Mfg. Co., Phitadelphia, Pa, in developing radio
and broadcasting concerts by world-famous
artists was made officially by the
Worcester Polytechnic Institute of
this city on June 16, when the in-
stitute conferred on Mr. Kent the
honorary degree of Doctor of En-
gineering. It is the first time that
this famous old school of engineer-
ing has given this honorary degree.

In conferring this honor on Mr.
Kent it was stated that considera-
tion had been given to his musical
programs, his development and mar-
Keting of a high-grade, medium-
priced radio receiving set as well as
his invention of an ignition system
of starting and lighting automobiles.
Mr. Kent is a former student of
Worcester “Tech” and referring to
the importance of a technical edu-
cation in this present age stated:
“There never was a time when the
graduate of the technical school had
the opportunity he has to-day. Nor was there
ever so wide a field for his knowledge, nor so
great a chance for him to make good. In the
field of radio alone, the development is so rapid
that the most highly skilled engineers are re-
quired to keep pace with them. Radio is the
young man’s field. It appeals to his imagina-
tion and demands his highest technical skill
Not even we who are in the closest touch with
the radio field can tell exactly what baflling
mysteries of the air yet remain to be solved”

Phonograph for Medical Use

Boston, Mass., July 6—Dr. Richard C. Cabot,
professor at the Massachusetts General Hospital,
in his post-graduate teaching is using the phono-
graph and records perfected by the Columbia
Phonograph Co., in conjunction with the Bell
Telephone Co., and the Western Electric Co.,,
which transmit the sounds of the healthy or
diseased chest organs. These recordings are
proving invaluable to medical students in their
studies of heart and lung diseases.

1. S. Phonograph Co.,
been granted a charter of incorporation at
Albany, with a capital stock of $10,000. The
incorporators of the new concern are 1. and ]
Stein and A. Shakt.

Brooklyn, N. Y., has

Goldsmith Music Shop Gets
Profits From Small Items

R C A Dealer Gives Attention to Small Articles
as Well as Higher-Priced Merchandise—Dis-
plays Radiotrons Prominently

There are some talking machine and radio
dealers who make the mistake of pushing only
the larger itemis of merchandise carried in stock,
but not the Goldsmith Music Shop, of Brooklyn,
N. Y., authorized R C A dealer, which follows

How Goldsmith Displays the Small Items
the policy of merchandising every article carried

in stock, whether a package of phonograph
needles or a piano. This store makes a big
profit and has a rapid turnover in Radiotrons
and Rectrons and the accompanying photo-
graph shows the prominent position these items
arc given in the window display. The sales-
force has a thorough knowledge of the products
and every prospective customer is given an ex-
planation of how the detector or amplifier will
work in his particular set.

Naturally, a store which follows this policy
of giving the attention to the small items fol-
lows the same policy in its general practices and
its store is attractively laid out so that all mer-
chandise is given proper display. This progres-
sive deater has succeeded in building up a sub-
stantial clientele by rounding out his sales pro-
motion methods.

Features Records

Anthony Annunziata, music dealer of 235
\Wooster street, New Haven, Conn., recently
secured the agency featuring the Victor foreign-
language catalog of records. Mr. Annunziata
also carries the Starr and Sonora lines of phono-
graphs and Gennett and Okeh records and his
consistent sales promotion methods have made
him a successful dealer.
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Licensed under apphca-
tion for letters patent of
Radio Frequency Labor-
atories Inc. {R. F. L.}

Backed by 29 Years’
Telephone Experience

HE music dealer who has built up a sound, substantial business should

I make radio connections equally sound. Leave the “fly-by-night” set to

the “fly-by-night” type of dealer. Tie up to radio merchandise that has

the backing of real financial strength and business integrity-—such a back-

ing as the Kellogg Switchboard & Supply Company does place behind
the goods it manufactures.

Flawless, faultless radio reproduction such as Kellogg has attained can come
from experience alone. In radio set building, nothing—absolutely nothing—

matches experience. Mail This 7

Model 507 receiver is the finished result of our 29 years Coupon
experience in voice transmission—a set that cannot squeal or Today /
howl —that brings them in with a “punch” to delight the \ n-G
most critical radio fan. Heavy shielding around and between Sml.fce}l‘lgggr .
the coils prevents interference, and three stages of radio

// & Supply Co.
frequency give maximum range and selectivity. R o T

i - Chicago, lllinois
x:iﬂssg? :}r::]l::lflse‘:;?lg] Write for Our Franchise Plan // luh";e[s:_dasll‘,‘;;ﬂa:e;?ieec]f‘i’g
::;k ;?fvl‘f:’::sarse]]izggg Mail this Coupon NOW for our plans to give Kellogg / Pll‘::f;‘ d{;‘,:ir":‘:;pg;d of you
er air column. Ample space dealers PROPER support—for a copy of the fairest fran- /7
for all batteries or power chise ever offered you—for full details of the new Kel- 4
supply units. logg 507 receiver with the refinements and improvements 7 Name e =

possible only from experience such as has been Kellogg’s /7
JOBBER INQUIRIES INVITED

Kellogg Switchboard & Supply CO/.//

1066 West Adams St., Dept. 21-G, Chicago

Address = —

e~ — E—— e
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KOMPACT
12.5( 50

(For W t dS th add 10%)

(For West and South add 109%)
(Canada $25.00)

West and South
add 10%)
(Canada $35.00)

» Q5 Reta il/
The BIG season for portables is here!

Real profits are now being made by those dealers who are
featuring the Pal, Regal and Kompact Portables. With
this complete line they are able to fill the requirements of
all their customers - - from those who want the best in
portable phonographs to those who prefer the popular
priced machines.

If you act quickly you will still be able to get your share of
the big summer and vacation demand for these machines.

SEND IN YOUR ORDER NOW

PLAZA MUSIC COMPANY
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Portable Phonographs

the MIISIC Dealer
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Free~attractive 7 color display material
to dealers featuring PAL and Regal portables

REAL live prospects, not only for PALS and Regals, but also
for your regular lines of records and other merchandise will be
brought into your store by these attractive displays, beautifully
executed in seven brilliant colors.

In addition to the displays, multi-

color price tags and other advertising P
materials, all designed to increase e L, 1) PORTABLE

your sales, are furnished gratis to T4 ' f ' 4 [_Tr’)[‘f{]@m@@ /ABH]
dealers featuring the Pal, Regal and Kok K _.'..' .‘ g! Cl

Kompact Portables.

Be sure to write in for » f ! f ‘t

your displays NOW ! sy o e oy e ey sy

We will send you free cuts of the
Pal, Regal and Kompact for your
advertising. Our advertising de-
partment will be glad to assist you
in making up and laying out your
advertisement.

Do not hesitateto ask us for these

10 West 20th Street, New York, N. Y.
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UPERIOR performance and superior decorative quali-
ties have put Stevens Speakers into the lead. Their
selling points make instant appeal—they sell on sight.

Made by the pioneers in this field, with years of experience,
exhaustive scientific research and successful production
behind them, Stevens Speakers are notably superior to other

Model “A”

17% inch

1deal for the home, com-
bining superior tone, and
volume with decorative
clegance. Mahogany
sounding board gives rich
resonance and power to
the tone. Can be used on
console, or hung on wall.
Complete with easel base

so-called “‘cone-type™ speakers. They embody many ex-
clusive features which provide ideal radio reproduction
combined with exceptional decorative qualities.

“Miles ahead of them all”

and silk hanging cord.
$25 .
Note the unique “Conoidal diaphragm made possible by

the new material, Burtex —absolutely moisture proof. Only
one-piece, seamless diaphragm — practically unbreakable.
Combined with the Stevens “non-freezable™, balanced arma-
ture unit, a greater range of musical tones and overtones is
made possible than with any similar speaker on the market.

Dealers all over the country report an
astomishing demand for these qualty
products — made right and sold right.

tevmsjpealzers

CoNOlDAL

N_\_\N\_,lOUSLY CURVE

p -(5 PROT S

,& BY O™ C‘) \
/ AMERICAN ¢

/qTENT PROTECTION®

ORPORATION
= ""//

Model “B”

14% inch

Thc scientific curve of
perfect sound reproduction

Similar to Model ** A™ but smaller.
Ornamental and highly efhcient.
An exclusive device gives all
directional effect if desired—

Stevens dealers are absolutely protected at all points and
backed up by a square deal policy with real cooperation

ADJUSTABLE
by tilting top as illustrated.

Comple: . .....$16.50 . .
e ! that makes quick turnover and substantial profits.
Send for detailed description and dealer plan. If
E not obtainable from your jobber, write us direct.

STEVENS & COMPANY, Inc.

46-48 EAST HOUSTON STREET NEW YORK CITY

Made by the Pioneers in Cone Speakers
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Knocking Other Lines Is Certain to
Arouse Interest of the Public in Them

Ray Reilly, Chicago District Sales Manager, Sonora Phonograph Co., Inc., Drives Home Some
Pertinent Facts in the Interest of Better Merchandising—Evils of Knocking Other Lines

A professor in one of our well-known uni-
versities once had a grievance against a par-
ticular secret order. He issued the strictest of
orders to his class, comprised of forty pupils, to
the effect that anyone who joined the order
would be expelled. Result: The next day the
entire class joined the order.

Why? Because he had KNOCKED.

Does this not go to prove that adverse criti-
cism, strongly covered by personal prejudice,
is the surest way of making people think the
things you don’t want them to think and do the
things you don’t want them to do? It is a
quality of the human mind as old as human na-
ture itself.

It is true in business and in social life, in both
it causes trouble and mistakes. Therefore the
talking machine or radio salesman who aspires
to a knowledge of the finer points. of his pro-
fession should apply the moral and its teach-
ings to his business.

He must not knock.

Isn’t it a difficult thing to understand why
so many talking machine and radio salesmen re-
sort to this most unproductive of methods in
making sales? This same question was asked
by the musical merchandise buyer of one of
the largest merchandising institutions in the
country. The question is hard to answer, un-
less it lies in the trait of human nature which
leads an unresourceful person to defend his lack
of intelligence by casting reflections upon those
who are more intelligent. At any rate, it is a
definite, decided thing that the surest way of
offending an intelligent customer is by knock-
ing the other fellow.

Results are not, have not, and never will be
obtained by this procedure. Quite the contrary
is true: Indeed, it is generally the one being hit
with the hammer who profits most. In other
words, knocking is a boomerang which comes
back to its originator as surely as a stone
thrown into the air returns to the ground. By
knocking is not meant constructive criticism.
The talking machine and radio salesman should
have an extensive knowledge of his own product
and of other lines as well, in order that he may
better explain the various features of the differ-
ent makes and bring out the good points of
his own. In this connection it will be well to
remark that the salesman first of all must be
sold on his own product, if, after he has gone
over and studied the various talking points of
various machines, he cannot discover superior-
ity in his own product, he can never make
much of a success or be of much value to the
house he is employed by. He must be sold first,
before he can sell others, and in order to be
sold himself he must necessarily have familiar-
ized himself with competitive products.

There is a difference between knocking and
constructive criticism, namely, an intelligent
appreciation of the fact that other machines
have good qualities and along with the knowl-
cdge and ability to show his own product’s
superiority.

The executives, the men higher up, who have
arrived at some position in life, know this, and
the men working for them, the salesmen who
are sent out to sell the product, are not in-
structed to attempt sales by knocking. In fact
they-are warned against it, for the men who
have succeeded know that when a representa-
tive of theirs spends a lot of time talking with
a prospect about the product of another con-
cern, the customer is quite apt to figure out
that there must be something- good about. the
product being talked of by the person who is
trying to sell another. Perhaps the customer
has never heard about the line which the sales-
man has started to knock, perhaps the sales-
man simply assumes that the customer knows

about the competitive line. At any rate it has
happened more than once that the salesman’s
unusual interest in a competitor has sold that
very competitor to the customer.

There is nothing so wonderful or so cruel as

Ray Reilly
words—nothing so helpful if used rightly, noth-
ing so harmful if used wrongfully.
Remember: The devil lived in heaven, until
he started knocking—now look where he is.

Caruso Heirs in Litigation

Gloria Caruso, six-year-old daughter of the
famous tenor, through her guardian, is bringing
suit in an effort to prevent the sons and
brother of Enrico Caruso from sharing in the
royalties paid on the sales of Victor records.
It is alleged that the sum involved is in the
neighborhood of $1,000,000. Despite the fact

that Caruso left a testamentary document desig
nating his two sons, his brother and his wife
as hcirs, Martin V. Bergen, guardian for Gloria
Caruso, contends that the sum belongs to her,
subject to her mother’s dower right in it, stat-
ing that the royalty agreement entered into
some years ago had no standing under the
Italian law.

Northwest Radio Trade
Tour Will Start August 1

Reservations are coming in rapidly to the
office of the Northwest Radio Trade Associa-
tion for the the second annual Northwest Radio
Trade Tour. The tourists will leave Minne-
apolis, Sunday night, August 1, and spend one
day each in the following cities: Grand Forks,
N. D.; Fargo, N. D.; Aberdeen, S. D.; Sioux
Falls, S. D.; Mankato, Minn.

A very elaborate prograin is being provided
for the big banquet to be held in each city and
a program committee for the tour is providing
a number of good speakers on various mer-
chandising and selling problems. The tour, in
effect, will be a series of Mid-Summer radio
conferences participated in by the dealer and
jobber members of the Northwest Radio Trade
Association at the various points. From two to
three hundred radio dealers are expected to at-
tend the meetings at each of the above-named
cities this year. This estimate is based on the
dealers in attendance at last year’s meetings.
About seventy-five jobbers and manufacturers
of the Northwest Radio Trade Association
will make the 1,500 mile tour of the territory.

Practically all of the jobber and manufac-
turer members making the tour will carry with
them latest models of radio sets and acces-
sories which they represent in the territory, and
at each point an exhibition of this equipment
will be set up for the benefit of the visiting
dealers and jobbers. This will constitute, in
effect, a preliminary closed trade show. T.ast
year an immense amount of business was writ-
ten up by the members making the tour and
many new customers and friends were made as
a result,

Wholesalers of the Victor Talking Machine
Co. products will hold a general conference on
July 12 and 13 at the factory of the company
in Camden, N. J., for the purpose of discussing
business conditions and plans for the future.

| BUSINESS.

25 West 45th Street

When You Sell Needles

Consider Your Customer’s
Satisfaction

If You Choose to Sell

OReh ... Dugone, Needlles

YOU ARE SELLING THE FINEST QUALITY
i NEEDLE MADE; WITH A PROFIT FOR YOUR

GENERAL PHONOGRAPH CORPORATION

OTTO HEINEMAN, President

New York City
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PRICES GUARANTEED

Again RCA gives the dealer a price guarantee on all the new
1926 Radiolas, right up to December 31, 1926. If prices go
down, an RCA Authorized Dealer will not lose! Last year,
RCA gave its dealers over four million dollars in credit on
lowered prices.

WODELS GUARANTEE,

Every RCA Authorized Dealer can order now with confidence,
for the dealers know and the public knows that the present
models of Radiolas will not be superseded this year.

WEAVY ADVERTISING

Circulation numbers cannot tell the whole story of RCA ad-
vertising. It will reach pracrically every good prospect—some
of them many times. The important national magazines—the
radio, farm and boys’ magazines—and more than a hundred
NEWSpPapers.

and a BIG CAMPAIGN

to advertise the dealer

L_»‘NF—‘V—“)L{,\'N

To make the public choose its dealers as care-
fully as it chooses its sets, RCA is running a
special $30,000 campaign in The Saturday Eve-
ning Post to talk about its dealers, and to make
the RCA Authorized Dealer sign one of the
best known trademarks in the country.

DPut in yom:/%zll order NOW

‘ s l/\pr. 1926

Nov. 1926

Aug. 1926

Red)

) MADE -

* MAKERS ' OF - THE'P\ADIOTRON =]
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Big Field for Sales Among Music Lovers

Now More Than Ever Before the Talking Machine Dealer Has the
Opportunity of Cashing in on Reproducing Qualities of His Line

It cannot too often be emphasized that the
talking machine business has become a musical
business in practice as well as in theory. True,
it was always so theoretically, but just as the
cheap piano for a long time hid the true in-
wardness of the piano industry by hiding from
the dealers the fact that a musical instrument
can have no permanent excuse for existence
save a musical excuse, so also the enormous
popularity of the dance record and its allies
for a long time concealed the truth about the
talking machine business. This was, and is, a
very simple truth. Put into the plainest

Rockford

Hardware

FROM the complete
Rockford Line of
Hardware your every
need can be supplied to
advantage. Over 300
hardware items for pi-
anos, phonograph and
radio cabinets. Write
for samples of items you
use, and catalog.

Natioral fock Co.,
Rockford., JII.
U. S. A.

Cable Address—Natlock

Branch Sales Offices:

Chicago, 1ll.
Cincinnati, Ohio

Indianapolis, Ind.
Jamestown, N. Y,
Detroit, Mich. Los Angeles, Calif,
Evansville, Ind. Seattle, Wash.
Grand Rapids, Mich. Milwaukee, Wis.
High Point, N. C.  Sheboygan, Wis.

St. Louis, Mo.

language, it merely means that hereafter the
talking machine has to fight for its place in the
sun in competition with other sources of music,
and precisely as one of such sources it will
have to justify its existence by appeal to its own
musical merits. Just in so far as it has such
merits can it survive. This is the truth which
it is absolutely necessary for salesmen and
dealers alike to understand to-day.

This is the truth which lies at the foundation
of successful salesmanship in the talking
machine business. Let us examine it a little
more at length. Like most other truths of the
kind, it is likely to meet with a good deal of
vociferous objection on the part of those who
are unable: or unwilling to think beyond the
immediate circle of their interests. Yet, so far
as I can see, unless and until this truth has be-
come generally apprehended, and, still more,
put into practical use, the talking machine busi-
ness will not return maximum profits.

Sarcasm, but Not Lies.

It has often been said, perhaps sarcastically
but certainly not wholly without truth, that one
of the signs whereby one knows a music dealer
is dislike for music. ‘It is sad that such a gibe
should ever have gained currency, nor shall I
deny that like most gibes it is more picturesque
than accurate. Nevertheless, also like most
gibes, there is a substratum of truth beneath it.
The music dealer has typically been a man who
has regarded the music business just as an-
other man might regard the dry goods, or
needles and pins, business; namely, as one way
of making a living by taking advantage of the
difference between the cost of things bought in
quantities and what one can get for them: when
one sells them one piéce at a time. Now,; profit
is the life blood of business, and if the mer-
chant cannot make profits he cannot stay in
business. Please let no one think that I over-
look this elementary truth. What, however, I
also do not overlook is what most critics of the
materialistic, who imagine themselves very
practical and realistic, usually do overlook,
namely, that there is no such thing as automatic
demand, save in respect of absolute necessaries
of life, like sugar and bread. And even with
these it is a commonplace of advertising prac-
tice that the public will buy only a minimum
quantity if left to themselves; in fact, will get
along with actually less than civilized people
ought to consume. There is no such thing as
an automatic demand.

Therefore when the talking machine dealer
talks about “Giving the people what the people
want” he is usually only repeating without
thinking about it what some one else has said.
The people do not know what they want, save
in respect of necessaries, and even with the
most obvious of these the public do not
know how much of them they want. When it
comes to a thing of the mind, of the feelings,
of the faculties of pleasure, like music of what-
ever kind, there is no telling from day to day
what the unaided and unguided public taste may
do. What is popular one day is unpopular the
next. And the experience of every music dealer
backs up this statement.

Fruits of Neglect

But the fact just stated is undoubtedly over-
looked by those same dealers in whose experi-
ence it nevertheless bulks so large. For the
generality. of the dealers have been, for years,
going on the supposition that the demand for
the talking machine, which some twelve years
ago became pretty firmly founded upon the
dance record which came in with the Great
War, was a demand which would go on for-
ever. Firm in this belief, the generality of the
dealers utterly neglected the musical side of the

" poses.

business, forgot to push the high-class record,
and, what was worse, permitted the manufac-
turers to fall into the same condition of apathy.

Well, we all went through the dark days; and
then out of despair came light. The manufac-
turers took things into their own hands, cleared
their decks and produced new and wonderful
machines, new and wonderful records based
upon a new and wonderful system, and an-
nounced that they were through with the old
policy of sitting still to count the profits. Here-
after, said they, our policy is a policy of selling,
not waiting for the buyer to come in. And the
business has been coming back ever since as
fast as it can.

What does all this signify? Simply that dur-
ing all these years we have had, waiting for us,
a public ready and willing to take the talking
machine as a musical instrument pure and
simple, ready for all we could hand them in the
way of fine music, ready for the new orchestral
records by the Philadelphia orchestra and by
Sir Henry Wood’s London players, records
which sound orchestral and the subject matter
of which is good solid stuff into which the
artistic teeth can be well sunk. It means just
this, that to-day we have such a public all ready,
but a public and a demand much smaller than
they would have been if only we had been wise
enough to look into the future and realize that
it is always well to prepare for those emer-
gencies which may be neither expected nor
even calculable, but the coming of which is al-
ways possible, if not probable.

Shall We Profit by the Lesson?

We have had our lesson and it remains to
be seen whether we shall take good advantage
of it. If we are wise enough to profit by ex-
periences which have been salutary, if severe,
we shall also be wise enough to improve upon
experience and make it serve our future pur-
This means work, it means going out
deliberately after the intelligent element in the
community and getting it on the band wagon.
That is what it means. And that in turn means
a new turning of the mind, a literal repentance
from past sins and a determination to follow
the light, e’en though the task of following be
less easy than the old, but now excessively dead,
method of sitting back and letting blind chance
rule.

Public Must Be Sold

The talking machine business must hence-
forth be conducted as a music business. The
public has once more to be sold, this time to
an understanding of what the talking machine
is and how far superior to all its rivals. The
task is after all not so difficult, for the public
is half sold already. But it is a task which calls
for some determination and brains. Given
these, the retail merchant may look forward to
prosperity surpassing his best expectations.

Ellensohn Gives Outdoor
Panatrope Demonstrations

Frencr Lick, Inp, July 9—Substituting the
Brunswick Panatrope, with the music of the
masters of classical and popular music available
at all times, for the efforts of an amateur band
in this town’s evening band concerts has re-
sulted in many sales for the Ellensohn Music
Co., Brunswick dealer. The evening band con-
cert was a well established feature of the town,
but the sincere but ineffective efforts of the
amateurs were not always up to scratch. The
Panatrope, however, with its variety of music
by famous artists, has caught the popular fancy
and the outdoor demonstrations have won many
friends for the instrument.
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A Line for the Jobber

MADE BY

CASWELL RUNYAN

> Cabmet Makers of Expenence >

220 e e 0 am cam cam
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;
Model No. 99 le
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I Myr. Jobber Write for Information
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i THE CASWELL-RUNYAN COMPANY

; ~ HUNTINGTON, INDIANA
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Sparton Radio is built by 1A . ,

the manufacturers of the ‘ﬂ

world - famous Sparton y 2

horns for motor cars. Its e d 1 n er

production is a logical de-

velopment of the Com- [ Ib ® 4

pany’s quarter-century of

precision manufacture of 0 e aal r
electrical equipment.
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WHICH to Buy and WHY?

“Volume—Selectivity—Distance—Clarity”
—jump at you from every printed page—
but how can you choose from so many?

The thinking buyer will look for the
reputation behind the product. Only here
can you find your answer, and the assur-
ance that your Radio dollars will bring
you full realization.

Twenty-five years ago The Sparks-
Withington Company started building
goodwill and fine electrical equipment,
and has long been known as the leader of
its field. Our quarter-century reputation
is your guarantee of the ultimate in radio
reception.

The Sparton is a perfectly balanced five
tube Tuned Radio Frequency circuit of
remarkable and proven performance.
Cabinets are in rich two-toned walnut at
prices of $63 and upward.
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Ilustrated models:
Sparton Model 5-15, $63.00 Sparton Model 5-26, $83.00
Western and Canadian prices slightly more
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Pfizes Kwarded to Atwater Kent Dealers
for Unusually Eye-Arresting Windows

Sixty-three Dealers Tied Up With Atwater Kent Convention in Philadelphia by Arranging Win-
dow Displays That Drew the Attention of Thousands of People to This Line of Radio Products

During the recent convention of Atwater Kent
distributors in Philadelphia the local distrib-
utors, the Louis Buehn Co. and the M. P. Radio
Co., suggested that Philadelphia dealers dress
their windows appropriately for the occasion.
Sixty-three dealers acting on the suggestion
gave considerable care to the dressing of their
windows. An inspection disclosed that no two
had dressed their windows alike and, therefore,
there were to be found sixtv-three varied forms
of radio window display, each one of which was
an excellent example of its kind.

In recognition of the efforts of the dealers
the Atwater Kent Mig. Co. presented silver
trophy cups to the first and second-best win-

e

d

Alex A. Gettlin—First Prize
dows, and the Pooley Co., maker of Pooley cabi- _
nets, also presented silver cups to the third and

fourth. The Louis Buehn Co. and the M. P.
Radio Co., local distributors, decided to award
ten cups to the owners of the next ten windows.

Alex A. Gettlin, of 5630 North Fifth street,
was awarded first prize. Mr. Gettlin reproduced
in his window a home scene recently used in
the Atwater Kent advertising. The result was

a particularly pleasing setting for the display of
the Atwater Kent radio set, and a tie-up with
the -great national consumer advertising cam-
paign, which is now being conducted by this
prominent manufacturer.

The window of Walter Stainthorpe, at 2073

Walter Stainthorpe—Second Prize

East Chelten avenue, which was awarded second-
Mr. -

prize, had an entirely different appeal.
Stainthorpe ingeniously featured the Atwater
Kent set and speaker as the “beacon that lights
the uncharted seas of radio.”
avith its lighthouse and flashing light, its sea
with ships upon it and its simulated blue sky,
was unusual and attracted considerable atten-
tion on the part of the public.

The Blue Bird Music Shop, 6020 Lansdowne
avenue, in addition to a sumptuously dressed
window in colors, which the accompanying
photograph cannot do justice, portraved not
only Atwater Kent sets and speakers, but the
Pooley cabinet equipped with Atwater Kent
radio. This company introduced an element of
novelty in the skeleton Atwater Kent cone
speaker, which was attached to the plate glass
front. A sign invited the passerby to “place
your ear firmly against the window and listen.”
Upon doing so it was found possible to listen
to the reception of one of the sets in the wind-
dow transmitted by the loud speaker unit, which
was attached to the glass.

F. B. Chambers & Co., Sixty-first and Market

f%%@@gméﬁgm
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STMGHT% NINE

85 boops purcte/

A Super-Selective Receiver Designed for Metro-

politan  Areas or

Other

Congested Districts

ITS FEATURES
nine tubes—single tuning control—loop operation—6
stages of radio frequency amplification, detector and 2
audio stages—exceptional tone quality—unparalleled dis-

tance range.

Table model with loop

Due to popular-demand. we will continue to manufacture
the “STRAIGHT EIGHT,” the ideal 8-tube loop re-

t¢cerver for-rural and suburban-markets

. $175.00

PRIESS RADIO CORPORATION

695 BROADWAY 2223 NEW YORK:N,Y.

This window, ;

streets, displayed the Pooley cabinet with At-
water Kent radio in a comfortable and inviting
home scene. It will be seen that this Chambers
window with its attractive furnishings simply
provided a jewel setting for the display of one

F. B. Chambers & Co.—Fourth Prize
Pooley .cabinet with Atwater Kent radio and
one Atwater Kent speaker.

The aftermath of this display is particularly
interesting. A number of dealers reported to

Blue Bird Music Shop—Third Prize
the Atwater Kent Mifg. Co. that they have
traced many sales directly to the window dis-
plays they arranged during the <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>