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Brilliantone Steel Needles Sell
Throughout the WORLD!

| Made by the oldest and

r largest

manufacturers of
phonograph needles in the

world.
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Wherever there is a phonograph. Brilliantone
Steel Needles are at hand. World wide distribu-
tion backed up by superiority and true quality
make Brilliantone the needles of the universe

Write for prices. discounts and the name of vomu
nearest distributor.

Brilliantone Steel Needle Company

of America, Inc.

370 Seventh Ave.

New York City
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Thoughts of Radio Industry

Are on Conventions and Trade Show

Plans Completed for R. M. A. Convention and First Radio Trade Show and
Conclave of the Federated Radio Trades Ass’n at the Hotel Stevens, Chicago,
June 13-17—Event Is an Assured Success—New Radio Lines to Be Introduced

Leaders of the radio industry-——manUfacturers,
wholesalers and retailers—will be present at the
annual conventions of the Radio Manufacturers’
Association, the Federated Radio Trade Asso-
ciation and the First Annual Radio Trade Show
of the R. M. A., to be held in Chicago during

Harold J. Wrape ’
the weck of June 13 to 17. The conventions
and show will be staged simultancously at the
new Hotel Stevens and the gathering, without
question, wilk be the greatest in the history of
the radio industry. Problems incidental to radio
manufacturing, distribution and merchandising
will receive attention at the various ineetings
scheduled to be held during the week. Addresses
by men prominent in the affairs of the Nation
as well as the leading lights of the industry itself
will be heard The latest and

Combining the conventions and trade show
is undoubtedly a constructive move that is
bound to be reflected in better business when
conditions normally are not of the best—dur-
ing the Sumimer. Elimination of the sharp hills
and valleys from the sales curves of retailers
1neans more satisfactory business all around.

The forthcoming gathering is of iinportance
and also of the greatest significance for the
reason that it indicates the radio industry has
now reached a stage of stability. Manufac-
turers, wholesalers and dealers are combining
their efforts for the common good. Introduc-
tion of new models is concentrated in one
period of the year, relieving retail outlets of
uncertainty regarding obsolescence of merchan-
dise. That this is a healthy condition there is
no gainsaying, and that the combined conven-
tions and trade show will be productive of
increased stabilzation of the industry and better
methods through the solution of harassing
problems is certain. .

Exhibit Space Sold Out

To the men who have been responsible for
the organization of the annual conventions and
show must be given the greatest credit. Their
plans were carefully made and they were car-
tied through with energy and foresight, with
the result that even at this early day the show
is certain to be an outstanding success. J. A.
Bennan, chairman of the program conunittee
of the Radio Manufacturers’ Association, is
authority for the statement that more than
five special trains have been sold out on the
several rail:oads which were first to extend
reduced fares on a fare-and-a-half certificate
plan to carry delegates to Chicago. Major
Herbert H. Frost, chairman of the show com-
mittee of the Radio Maﬁufacturqrs' Associa-
tion, declared that, due to the tremendous
demand for exhibit space from members of the

Association,” it has been impossible to supply
all the space requested, and in many cases those
who made late applications were unable to
secure facilities for their exhibits. “The ex-
position hall of the Hotel Stevens,” said Major

F’m’—._'—__—“ = 3

Arthur T. Haugh

Frost, "the largest hotel n the world, was
obtained for the holding of the trade show,
with approximately nineteen thousand square
feet available for exhibit space. Over forty-
one thousand square feet of space was called for
in the first batch of applications. Consequently
the demands of the applicants had to be reduced
in order to properly accommodate those re-
ceived,” Many late applications the committee
- was unable to take care of at all.

most improved radio sets and
accessories, designed and tested
in the laboratorics of the vari-

The Hotel Stevens, Headquarters for Conventions and Trade Show

- Last, but not least, a word of
credit is due G. Clayton Irwin,
Jr., general manager of the

ous companies, will be presented
for the first time at the Radio
Trade Show.

The important object in hold-
ing the show in June, instead of
later in the year, as has been
the practice in the past, is to
stimulate interest in radio dur-
ing the Summer months by the
introduction of the new and im
proved products. As far as the
retail trade is concerned, inter-
est regarding the models to be

introduced is at the highest
pitch and stocks have been
worked off so that merchants

may be in a position to concen-
trate on the latest products,
_t:"lus building up-Summer sales
v!plume. 8 ’

et

—

Radio Manufacturers’ Show As-
sociation, who has worked in-
defatigably to make the forth-
coming show the outstanding
success it is practically ccrtain
to be.
Interesting Addresses
Many distinguished speakers
will give their views regarding
various phases of the radio in-
dustry. Among these are the
Hon. Herbert H. Hoover, Secq
retary of Cominerce, who wi]li
be. the guest of honor and
principal speaker at the R. M‘!
A.banquet on Thursday evening)
and who also will appear bell
fore the meeting of the Fed4
erated Radio Trade Association
(Continied on page 60)
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Turnover at a Profit |
Is the Basis of Retail Success

The Fundamental Principle of Merchandising Is the Speed With
Which Stock Can Be Moved From the Dealer’s Shelves at a Profit

of any business, whether it be the retail
talking machine business or selling auto-
mobiles, brings home the fact that turnover at
a profit is the fundamental principle of inerchan-
dising. All the other factors that help to
promote a successful enterprise, such as loca-
tion, lines of merchandise handled, ability and
experience of personnel, effectiveness of adver-
tising and other publicity, etc., are merely units
in a plan of campaign to accomplish the object
of business, namely, to miake money.
Two Kinds of Turnover
Many merchants are successful in their strug-
gles to get turnover and they succeed in doing
so. But, in spite of this, their annual statements
show ridiculously small net profits and some-
times even a loss. Obviously there must be a
reason for this and one need not waste much
time in finding it. The answer, bluntly, 1s that
turnover alone is not enough. Turnover must
be accompanied by profit. That means simply
that retail dealers who are unable to make sales
at a profit will eventually fall by the wayside.
It means that cut-throat competition in the talk-
ing machine and radio industries, especially
among retailers, must cease. The merchant
who reduces the prices of his instruments mere-
lv because sonie other fly-by-night so-called re-
tailer is trying to drum up sales volume by giv-
ing away his merchandise is on the wrong track.
I.et the gyp artist undersell you. The chances
are this type of dealer is handling obsolete
products, In that case it 1s a comparatively
easy matter to get full price for standard mer-
chandise and secure a profitable turnover. If
the cut-price fiend is slashing on standard mer-
chandise he is giving the public his profits.
That is a form of philanthropy the dealer who
hopes to stay in business cannot indulge in, no
matter how generously inclined he may be.
The foregoing naturally leads to the matter
of discounts. There are dealers who declare
vehemently that it is impossible to make money

a. NALYSIS of the reasons for the success

in the talking machine and radio business be-
cause of the smallness of the discounts offered
by the manufacturers and distributors. The
discount on certain lines and particular products
may be too small, but this is not a general con-
dition. The usual discount is sufficient to give the
dealer a profit provided always he secures turn-
over at a profit. Naturally, the dealer who fails to
build up a good volume of business and who for
this reason is operating on a high overhead can
not make money. For this type of dealer in-
creased sales volume should bring about a de-
crease in the cost per unit of sale. However,
if overhead climbs in ratio to sales gain the
situation remains the same.
Economy in Merchandising

Little leaks lead to much loss. And this is
especially true of the retail business. The dif-
iference between profit and loss often is but a
fraction of one per cent. Get rid of the indolent,
ineffective salesman and replace him with a
producer and you are on the profit side of the
ledger. Stop sending out record supplements
and other literature to prospects who have
moved or died. Check the prospect list once or
twice a year and eliminate useless names. A
return postal card will do the trick. The ex-
pense represented by sending out literature
from which there is not the remotest possibility
of response in the aggregate is considerable.
When salesmen are idle because of slack busi-
ness give them the names of prospects and
send them out into the field. They may not
make many sales, but if they are conscientious
they are bound to close some deals. And re-
member, contact is valuable. It is the extra
sales that may mean a profit at the end of the
yvear. Economizing by failure to advertise is
not saving. When business is dull work harder,
and if the public will not visit the store go to
the public with your merchandise. Canvassing
always has been and will be a revenue
producer if it is done systematically and intelli-
gently. There is no escaping the fact that out-

side selling is the most difficult, but it pays, and
the dealer is in business to make money. Take
a loss on dead stock. Clear the shelves of mer-
chandise that will not move and use the money
thus realized to buy stock that will sell. That
is one way of speeding turnover.
Other Aids to Turnover

There are many other little tricks to speed
sales. For, example: Store arrangement has a
great deal to do with sales volume. Dealers are
finding out now that it pays to have the record
department in the front of the store. This fa-
cilitates the selection of records. Record cus-
tomers in the talking machine store are in the
majority, therefore, this arrangement is the
most efficient. Move the instrument department
toward the rear where there is quiet and where
demonstrations can be arranged to the greatest
advantage. Remember, people who are in the
market for a talkirig machine or radio set .can
more easily be sold if the demonstration
shows the instrument to the greatest ad-
vantage. Quiet is necessary to accomplish
this. Have demonstration rooms for radio sets
as well as talking machines. Service begets
business. Don’t promise service that yvou do
not intend to perform if called upon. The
dealer who retains the good will of his cus-
tomers is the one to whom they will go when
they are again in the market for merchandise.

There are thoughts in the foregoing for all
dealers, whether successful or not. The Sum-
mer is coming, and there is no use denying that
during the hot months business generally is in a
more or less lethargic state. Anything that the
dealer can do to maintain a fair volume during
the entire year is worthy of the most earnest
consideration. A sharply fluctuating business is
seldom profitable. Take the hills and valleys
out of the sales curve and replace thein with
an even flow of merchandise out of the store
and into the homes of consumers and the dealer
can regulate his business so that he secures the
maximum profit from his investment.

v

Jobbers and Dealers:

Note New Address

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

NEW YORK ALBUM & CARD CO,, Inc.

Established 1907

NYACCO Record Albums
NYACCO Radio Sets

NYACCO Portable Phonographs
NYACCO Photograph Albums
NYACCO Autograph Albums

64 Wooster Street, New York
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The Brunswick Prismatone, Madrid model,
embodying the latest development in
acoustical reproduction.

THE BRUNSWICK - BALKE-COLLENDER CO,,

‘Weve Named it —

&

BRUNSWICK
PRISMATONE
The Instrument of Coloyful Music”

ﬁ a result of the great nation-wide $5,000 Prize
Contest held last fall and winter, Brunswick’s
New Musical Instrument will from now on be called
The Brunswick Prismatone, “The instrument of color-
ful music.”

This winning name, first announced in Liberty Mag-
azine on April 9th, is being presented to the public
in full page ads in Liberty Magazine, May 7th issue,
and in The Saturday Evening Post, June 11th issue.

Just as the prism reflects every color of the spectrum,
so the Brunswick Prismatone reflects every delicate
tone in music. Truly it is well called “the instrument

The Brunswick Prismatone, Cortez model. In the
naturalness of its music, the Prismatone repre-
sents a great advance in sound reproduction

of colorful music.” Every Brunswick dealer will recog-
nize the sales-advantage of the name Prismatone and
of such a slogan.

The Brunswick Prismatone offers the public rich,
realistic, satisfying music . . . the deep bass and high
soprano which the phonograph failed to give . . . at
low prices which put it within the reach of every home.
It is outstanding in its field, just as the Brunswick
Panatrope is pre-eminent as a reproducing instrument.
The dealer who has the Brunswick Panatrope and
the Brunswick Prismatone on his floor has the finest
inventions in the field of music known to the world.

GENERAL OFFICES:

The Brunswick Prismatone and Radiola.
Cordova model combines in one cabinet the Pris-
matone with G- or 8-tube Radiola Super-heterodyne

CHICAGO
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Columbla Orgamzatlon Purchases Con-
trolling Interest in Nipponophone Co.

Columbia Phonograph Co.,

in ConJunctxon With Columbia Graphophone Co. of London and

Allied Companies, Control Japanese Fi:m—James R. Geary Remains as President

In an interview secured from Louis _Sterling,

few hours before he sailed for Europe on the
“Majestic,” it was learned that the Columbia
Phonograph Company, Inc., in conjunction with
the Columbia Graphophone Co., Ltd., of Lon-
don, and the other allied companies of the
Columbia organization, have purchased the con-
trolling interest in the Nipponophone Co. of
Japan.

The Japanese company was established about
twenty vears ago and now holds a dominating
position, both in phonographs and records, in
its field. It manufactures millions of records
and tens of thousands of phonographs annually
tor this lucrative oriental market.

Mr. Sterling, who is managing director of
the Columbia Graphophone Co., Ltd,, as well as
chairman of the Board of the Columbia Phono-
graph Co., Inc., states that James R. Geary,
who has met with such success in building the
business of the Nipponophone Co., will remain
as its president.

All the patented and other processes used by
Columbia in its chain of factories in fifteen
countries in North and South America, Europe
and Australia will be immediately introduced
into the Japanese factory. The phonographs
will have the identical playing qualities, and the
records, made the new way, electrically, will
have the same smgoth, silent surface that have
been’_pushx‘&gthe Columbia products to unprece:
den 'Tes peaks the world over.

Besides offering the Japanese public their own
particular types. .of music, recorded and re-
produced by the - most up-to-date  methods,
Columbia’s unrivaled international repertoires,
among ‘them the Columbia Fine Art Series of
Musical Masterworks, wilFFbecome immediately

available to the great and increasingly impor-
tant markets of the Far East. Already the
cffects of Beethoven Week, sponsored by
Columbia, have been felt by an intensified inter-
est in Beethoven recordings and other Master-
works sets in Japan.

A. G. McCarthy Resigns
From Sherman, Clay & Co.

Relinquishes His Office of Treasurer and Direc-
tor in Big Western Music House—G. W.
Bates Appointed Treasurer of Company

Sax Fraxcisco, CaL, May 5.—Andrew G. Mc-
Carthy has resigned as directer and treasurer
of Sherman, Clay & Co. Mr. McCarthy, who
was connected with the company for a number
of years, is particularly well known in the talk-
ing machine trade, having been in*charge for a
lengthy period of the company’s wholesale Vic-
tor business, in which capacity he attended a
number of meetings of Victor jobbers, when
their organization was in existence.

Mre. McCarthy has been succeeded as treasurer
by G. W. Bates, but no announcement has been
made -as to who will take his place as director
of the company.

Music Store Changes Name

CorBin, Ky., May 5.—A. D. Golden, who has
owned and managed Lay’s Music Store for a
number of years, announces that the business
now is known as Golden’s Music Store. AMr.
Golden has a thorough knowledge of the talk-
ing machine business.

William R. Davis With
Gold Seal Electrical Co.

New General Sales Manager Has Had Radio
Experience Over a Period of Twenty Years
—Formerly With Magnavox and Priess

The appointment of William R. Davis as gen-
eral sales manager of the Gold Seal Electrical
Co., Inc., niakers of Gold Seal radio tubes, has
been announced. Mr. Davis brings to his new
position a broad knowledge of the radio field, in
which he was one of the pioneers, and an excep-
tionally specialized experience in sales prob-
lems and procedure.

From 1906 to 1911 Mr. Davis was engaged
in important radio experiments for the Govern-
ment. - He was chief engineer of a public utility
organization in the Middle West from 1911 to
1917. During the war he undertook government
service on problems of radio communication
with aircraft, and later became sales manager
of the Magnavox Co. Latterly Mr. Davis has
been vice-president and director of sales of the
Priess Radio Corp.

Radio Corp.’s Income for

Quarter Is $10,572,490

Gross income from sales, communications and
other income of the Radio Corp. of America in
the first quarter of 1927 amounted to $10,572,490,
according to an announcem‘t 1 %head-
quarters in New York." After e\pen?ég,"costs
estimated taxes and accrued reserve for the
vear-end adjustments “of “$10,445;712, there re-
mained a®:surplus = profit of $126,778 for the
quarter. 8 - B L

P

The M. Doyle-Marks Co., Elmira, N. Y _has
copened a new music store at 304 Main street
Towanda, Pa. The concern 15 \\ell known in
the talking machmeatrade -
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Important

i at last—a really
different portable
phonograph —the

PEERLESS

'§$15 Portable

Turn to page 39
] and read the details

Two
Sales Winning
Styles

PEERLESS ALBUM CO.

PEERLESS—
the ALBUM

" Peerless Artkraft Album

Beautiful Gold-embqsseq Cover—Heavy Brown Kraft Pockets

Peerless Loose Leaf Album ||

Removable Pockets for Records e

‘.PEERLESS Record Carrying Case

-

e e

s€ason.

This new way of carrying records to the

camp, seashore and outing, appeals to every
portable owner.

ord sales, as well, for the retailer.

Its low priée. ‘makes selling easy. Now is
the Portable and the Peerless carrying case

PHIL. RAVIS, President
636-638 BROADWAY

It 1s a source of added rec-

New York
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The Demand is for

BRUNSWICK
“Light-Ray” Electrical Records

[ MUSICAL PHOTOGRAPHY |

\ Q\'
A Y
LEE SIMS

Radio piansst of national
fame

Outstanding Brunswick
“Light-Ray” Records of the Month

“So Blue” . . . “Moonbeam! Kiss Her For Me”—sung
by Nick Lucas, “the crooning troubadour.” 3492

* * *

“It All Depends On You” . .. “What Does It Matter”
—sung by Harry Richman, Comedian, with Orchestra.
3501

* * *

. “Gypsy Love Song”—
\yith orchestra.
! 3505

“In a Little Spanish Town” . .
played by Fredric Fradkin, violinist,

* * *

“A Lane In Spain” ... “Just An Ivy Covered Shack”
—sung by Frank Munn, Tenor, with Orchestra. 3510

g

THE

-

. rewatwin | ON
VecusChave "

BRUNSWICK-BALKE-COLLENDER

HARRY RICHMAN

New York's favorite night-
club entertainer

VERY Brunswick sales sheet shows how Brunswick

“Light-Ray” Electrical Records are sweeping the
country. The public is realizing as never before that
there’s livelier, more enticing music on the new Brunswick
Recotds than they find elsewhere.

Likewise, Brunswicks pre-eminence in the field of
popular musical entertainment is becoming generally
recognized as never before! Such dance orchestras as
those of Vincent Lopez,-Ben Bernie, Abe Lyman, and
Ohman & Arden . . . such inimitable entertainefs as The
Merrymakers, Nick Lucas, Lee Sims, and Harry Richman
. . . these and many others have brought Brunswick to
the front in the public mind. F

NPTy

The dealer who can offer Brunswick “Light-Ray” Elec-
trical Records his the musical merchandise the present-day
public wants. No doubt about it.

CO.,, GENERAL OFFICES:

CHICAGO
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A Practical System—
Retail Record Stock Control

How a retailer in Copenhagen, Denmark, Con-
trols His Record Stock by a Very Simple Plan

Carl Stagsted, sales manager of Polyphon, Copenhagen,
Denmark, for many years a reader of the Talking
Machine World, in renewing his subscription, states, ‘I
feel it is my duty to thank you for all the fine selling
ideas I have received through your paper.” Mr. Stag-
sted reciprocrates by outlining and illustrating his sys-
tem of record stock control and arrangement, which has
proved most successful, and says that he hopes it will
enable the readers of this publication to sell
records.—Editor.

RECORD stock arrangement and record

more

control are phases of merchandising that

are usually given little consideration by
the talking machine dealer, chiefly because
the record manufacturers have devised meth-
ods of stocking records and ordering and re-
ordering which work in a more or less satis-
tactory manner for the average dealer. The
methods suggested to dealers by the manufac-
turer, however, are, of necessity, outlined for
all dealers and do not take into consideration
the individual requirements of an establishment.
Jt follows, also, that the location of a store
has a great deal to do with the dealer’s arrange-
ments for keeping an adequate supply of records
on hand, the distance which separates the estab-
lishment from the record distributor being the
factor which has the greatest influence. In the

larger cities a dealer can, in many cases, secure
an order of records in a few hours through a
phone call, whereas in rural sections it is a mat-
ter of days before an order can be filled. It
remains, therefore, with the dealer to adapt
whatever system has been supplied by the
manufacturer to suit the peculiar needs of his
own establishment.

The Numerical System

Regarding the arrangement of the record
stock, the great majority of dealers use the
numerical system under which the records are
filed as issued, rather than attempt to keep a
stock classified with regard to the artist or type
of music contained in the recording. The chief
benefit of the numerical system is that it greatly
simplifies the periodical stock-taking of the mer-
chandise on hand, and its worst feature is that
when a salesman sells a certain type of record to
a customer and ascertains which type of music has
the greatest appeal, unless the salesman has a
thorough knowledge of the catalog, he is at a
loss to suggest similar recordings.

Unusual Method of Stock Control
An entirely different system of arrangement
and control has been devised by Carl Stagsted,

bearing, motor-driven machinery.

labor conditions

or small,

Genernl Oflices
311-321 W, 13rd St
Chlensgo

Send Dawis your specifications for estimates on
Radio or Phonograph Cabinets

The Davis Cabinet Factories are equipped with the latest type high-speed, ball-

. ) The Kokomo unit has over 300,000 square
fect of re-inforced concrete. daylight, manufacturing space, located near the
main line of the Pennsylvania R. R., with switch track facilities and ideal

Well-rated concerns will find Davis Industries, Inc.. a dependable source of
supply for their special cabinets or other woodworking requirements, great

Your inquiries addressed to Chicago office will be highly appreciated.

DAVIS INDUSTRIES, Inc.

Capital and Surplus $1,750,000.00

PPlants:
Chiengo, 1.
Kokomo, Ind.

is using it with great success. Mr. Stagsted out-
lined his system in a recent letter to The Talk-
ing Machine World, illustrating his remarks
with the charts which are reproduced on this

page and which may prove of value to dealers.

This system, briefly summed up, is as follows:
Each artist whose records are carried is given
a number which is recorded in a book and the
records of this artist are filed in the head rack
under the number. One record of each num-
ber in the catalog is contained in this head
rack, which is sub-divided into types of music as
illustrated herewith. The records are contained
in cardboard envelopes which have on their
face certain information regarding the record
and whether or not other records of the selec-
tion are in stock. In the case of best sellers, a
reserve rack 1is maintained. Mr. Stagsted
describes the operation of his arrangement as
follows:

Makes Reordering Easy

“We have in the head rack one record of
every number in the catalog, placed in a card-
board envelope. \When we sell the record we
put the envelope aside and we order next morn-
ing the same record. \When the records come
from the factory we place them in their en-
velopes and they are returned at once in their

Record No.

-¢LAIRE DUX

=

9620 A _r2

LOVYE 3012
T2 v TELLN

THIS ENVELOPE- BELONGS TO HEAD RACK. AND
MUST NOT BE SCOLD

rack numbers.

a red
know that we can find it in the reserve rack

is interested in hearing them.

the

gories as shown in illustration is, from a sell-
ing point, not good.”

position with the J. W. Poole Muzic Co.

and records.

The Head Rack Record Envelope

For the better sellers we have
reserve stock which is kept in a separate re-
serve rack. \When the head rack envelope has
mark beneath the artist’s number we

“To illustrate, when a customer asks for a

record by Claire Dux—she is No. 29—the sales-

man will at the same time take out other
records by Miss Dux and usually the customer
It is easy to sell
the record the customer asks for, but the profit
is made in selling additional records. The regu-
lar system dealers use in the States by placing
records after numbers and not in cate-

H. E. Liepmann in New Post

Huxtingron, W. Va,, May 6—H. E. Liepmann,
for several vears connected with a local music
house, recently resigned, and has accepted a
Mr.
Liepmann has specialized in radio work, in-

cluding special training with Victrola Radiola
combinations.

Stieff Adds Victor Line

WiLsineroy, N. C, May 6.—The local branch
of Chas. M. Stieff, luc., has added a complete
line of Victor Orthophonic talking machines
The Stieff organization has been
in existence for cighty-four vears and has up
to this time confined its activities to pianos.

The concern has a large patronage.
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No.601 Universal Receiver. Treas-
ure Chest. 6-tube; totally shielded;
equipped with voltmeter; solid Ma-
hogany. Operates on energy derived
from either house current or batteries.
Price, without accessories or Loop,
East of Rockies $225; Rockies and
West $240; Canada $295.

SELECTIVITY -

A great selling feature!

ELECTIVITY—scientifically correct—is giving ready sala-

The bility to Stromberg-Carlson Receivers in today’s jumble of
Stromberg-Carlson  broadcasting. And when air conditions are cleared up by the new
HOUR Radio Commission this same selectivity will become a selling feature
Tuesday Evenings 8 to 9 .
Eastern Daylight Saving Time Of €vVen greater Importance.
geo:f;zhiOslsen The character of Stromberg-Carlson ated by only 10 kilocycles. This selectivity
Stromberg - Carlson Orchestra selectivity is easy to prove. To make a is attained without the slightest impair-
i ‘;’V"l;"zg;/BZA test simply: listen late in the afternoon mentof tonequality.Itiscorrectselectivity.
KDKA, KYW before the majority of stations have come Many sets are not nearly so sharp—

on the air—or late at night. Run up and
down the dial. Find two out of town sta-
tions separated by 10 kilocycles. Several
such pairs should be available. Note
that one station is heard perfectly with-
out a trace of its neighbor though separ-

they admit unwanted signals. Others are
sharper which is wholly undesirable,—
the side bands are shaved off and the
quality of reproduction is ruined.
Stromberg-Carlson selectivity is a re-
velation to prospective purchasers.

STROMBERG-CARLSON TELEPHONE MFG. CO., ROCHESTER, N. Y.

Makers of woice transmission and ~voice reception apparatus for more than thirty years.
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Radio Service Pays
at the Haynes-Griffin Store

Gotham Dealer Made the Service Department
Paying Proposition by Reversal in Policy

overhead in connection with the operation
of the radio service department, but this
department can be made a revenue producer,
according to Howard T. Cervantes, manager of
Hayvnes-Grifin Radio Service,~Inc., which is the
service organization of Haynes-Griffin, Inc., re-
tailer of radio and talking machines, with two
stores in New York City.
New Service Policy Eliminated Loss
About a vear ago the service department of
his concern was so costly that its operation was
consuming profits resulting from sales. At that
time charges for service were not made with
the idea of putting the department on a profit-
able basis. However, the firm determined that
the serdice end_of the enterprise should pay its
own way and-’&%fg_é_cal change n policy was
made, \\ifh%ﬁﬁ,ﬁij’&l}h that the departinent at

II‘ 1z not only possible to eliminate excessive

The Conditions of Sale supplied to each -cus-
tomer has four principal clauces, as follows:

(1) The customer is entitled to one week's
free trial on the receiving set and accessories
selected. Within one week after purchase the
set may be returned either for cash refund,
credit or replacement by some other set, at the
option of the customer. This trial privilege ap-
plies to all sets regardless of make or price.
No credit or refund is made on charges for
labor covering installation, or for material used
fn-erecting an aerial

(2) Following the period of one week’s free
trial we continue to guarantee radio sets furn-
ished by us to be free from defects in material
and workmanship. If any defects develop
within the set manufacturer’s guarantee period,
provided the- merchandise has not been tam-
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JOB ORDER NO

TERMS —

HAYNES-GRIFFIN RADIO SERVICE, Inc.

41 WEST 43rRD STREET
NEW YORK CITY

JOB ORDER

FOR - —

pered with, We agree to repair the set satisfac-

= —— torily or at our option

= oATE to replace it with an-
other of the same
make.

(3) For thirty days
following purchase our
service department is
at vour disposal with-
out charge.

ROUTE o —

ADDRESS — —

CMARGE TO

(4) All service calls
or inspection made at

ADDRESS

vour own home after

thirty days from pur-

MATERIALS USED

chase are charged for
at the rate of $2 per
hour, including travel-

cosT

ing time.

fur-

The agreement
ther provides:

Tubes and Batteries

Equipment such as tubes

Work Compictag To Py Sotistaction

and batteries furnished by

Sio~ED

us are of standard make and

INSTRUCTIONS

tested quality. Owing to
the fact that the life of the
very best of such equipment
is uncertain and also be-
canse we have no means of

MATERIAL

LABOR

EXPENSES

TOTAL

QOPERATOR DATE

TIME FARE MEALS “ISC.

TOTAL wes
!

OTMEN D4 TO COWMEYS NE™OFWY I7 mecResasY

determining the amount or
kind of usage such equip-
ment receives in the hands
of the purchaser, we do not
guarantee the life of either
vacuum tubes or batteries.

REPORT

MATERIALS REQUISITIONED OR RETURNED TO STOCK

COosT RETURNED

\WWhen our service depart-
ment is called upon to re-

1

place batteries or other ac-
cessories in the home of a

customer a cash charge is

made for the new material

as well as the service of

our radio repair man, as out-

lined in Paragraph Four.

Distant Stations
We do not guarantee the

PURNTEN

reception of distant stations
on any radio receiver; re-

The Haynes-Grifin Job Order, Shown Above, G_ives All Needed Data

he end of its first year under the changed
policy actually showed a profit.

“We rcalized.” said Mr. Cervantes, “that the
first thing we must do was to make customers
‘calize just what they might expect in the way

vice, free or otherwise, and for that reason
ve had printed what we call a ‘Conditions of
Sale' agreement, This contract, if one may call
1 nust bhe made

‘lear to the customer at

of the sate and there is a coupon at

1wd which 1h UStomer slgns as a1 receipt
that he or she has received the agreement from
a and ix f ar with the conditions

gardless of make or price.
The securing of distant sta-
tions depends upon elemenis beyond onr control, such as
weather conditions, location of radio and the skill and
patience of the operator.
Traveling Expenses

In districts outside of Greater New York. or wherever

we do not maintain a regular delivery service, we are

obhliged to make an addilional charge covering traveling.
cxpenses on all service. ealls regardless of circumsiances,

including the original installation and on calls necessi-
Luted by defeets in the waterial furnishesd or in the char-
acter of our own workmanship,

Important: No salesman or cmploye of Taynes Grifin
Radio Service, Inc.. is authorized to change’ or add to
the conditiens of sale as above enumerated in any par-
ticular.  No promise of additional service or further suar.
antee of performance on the part of 1the merchandise -old
over and above thosc enumnerated jn” thig guarantee are

Howard T. Cervantes

authorized or agreed by Haynes-Griffin Radio Service, Inc.
Haynes-Griffin Service Club
A yvearly service club for customers is an-
other activity of the department which brings in
a considerable revenue. This club, which is
composed entirely of people who purchased
radio sets at the Haynes-Grifin establishments,
gives the customer twelve calls by an expert
radio technician in the course ‘of a year. The
annual dues of $25 covers the cost of these in-
spection calls and in addition the customer en-
joys a 10 per.cent discount on all parts and .ac-
cessories needed during the year. A surpfiging-
Iy large number of customers have enrolled in
the Club, which is a decided asset to the store
because of the opportunity which it provides
for regular contacts with patrons.
Another Source of Income
The service department derives a consider-
able income from the renting of radio sets.
These receivers are rented to visitors who are
stopping at the metropolitan hotels and who
desire radio entertaimment, to hospitals and
other institutions. A weekly charge of $235 is
made for the loan of a portable radio and a
charge of $35 is assessed for a large set. In
the past year more than 100 sets have been
rented and a few minutes with pencil and paper
will give an idea of the income derived. *
Money for Superior Service
The Haynes-Griffin stores are fighting soma
pretty sharp competition, some of the cut-price
and gyp variety. “There were two methods of
operation open to us,” stated Mr. Cervantes.
“One was to meet competilion on price and the

other to maintain prices at list and create
patronage through the quality of the lines
handled and the character of our service. We

chose the latter, and the development of our
business is proof that we decided wisely.”

Mr. Cervantes also points out that because
the service department makes a charge for all
work sufficiently high to provide a small margin
of profit the company is enabled to secure the
services of the most experienced and best men
available.

“During the rus!] season, to facilitate deliver-
ics and installation™®#viee; wwe have a warchouse
i which we carry the stock. The stores are
used merely as showrooms. Orders are turned
in to the service departinient. Each set iz thor-
oughly tested and polished belore delivery, thus
making unnecessagy this_work at the home of
the custemer, The s?&.‘\'icc department  is
manned bE seven experts, and in Winter this
munber is iucreased to fifteen. We operate five
service autonmobiles, completely cquipped © with
wateriitls, tools, ete. So cluse is the contact of
the service department with the customoers of
the store that we get to know the patrons and
receplion condilions peculiar to cach locality.
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Portable
supeir-
beterodyne

A six-tube super
heterodyne. en
cased in 2 hand-
some walnut cabi-
net that cleverly
flis 1 double pur-
pose—1n theliving
room oOf in camp
or shack or on the
beach.

Radiola 26.with 6
Radiotrons. $225

The greatest value i
radio toda)

ordinary antenna
equalled in steady
ance at anywhere n
price. May be operate
batteries Of from lighting
socket devices.
Radiola 20.
less equipment - - $78

RCA Loudspeaker 100. $3

s

Buy any one of the Radiolas shown
here and you will be sure of pure and
reliable reception. Every Radiola
__lower priced as well as higher—
embodies the skill of the engineers
of Radio Corporation of America,
W estinghouse and General Electric
who built these supreme receiving
sets as well as the world’s leading
broadcasting stations. GO tO any
RCA Authorized Dealer today and
ask him to demonstrate the Radiola.
Then you will know why more
Radiolas ar¢ in use than any other
make of set.

Bay with confidence

P

RADIO COP\POI\AT!ON
OF AMERICA

F

—+ MADE

RCA-Ra

MAOE DY TME‘MAKEI\S'OF THE RADIOTRON

The supreme electrical
and musical achieve-
ment of 1927 radio
This combination of eight-
tbe super-he(erodyne an
power speaker not only does
away with antennd and bat-
teries but sets 3 nEW standard

of musical realism.
Radiola 28.
with 8 Radiotrons $260
RCA Loudspeaker 104,
complete . - - ° $275
A. C. Package for adapung
Radiola 28 with RCA Loud-
speaker 104 on 50-60 cycle.
110 volt A. C. lighting €1r-
cui(.......S}S

OR! CHICACO
FRANCISCO

A-Radiola

-BY - THE

- MAKERS - OF - THE

N
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A-Radiola

MADE - BY - THE - MAKERS - OF - THE - RADIOTRON
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RCA Loudspeaker 104,
complete . . $275 list

(For 50-60 cycle, 110 volt
A. C. Lighting Circuit)

RADIO CORPORATION
OF AMERICA

New York Chicago
San Francisco

Buy with confidence where you
see this sign

RCA-Lc dspeaker

M A D E BY T H E M A K E R ADIOTLA

Y
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Montana Drug Store Purchased Carryola
for Own Use and Is Now Live Dealer

Peter A. D’Amico, of Billings, Mont.,

Bought Carryola Portable to “Liven Up the Store in

Quiet Moments”—Customer Asked for Instrument and in 1926 134 Carryolas Were Sold

Peter A. D'Amico, owner of the Grand Drug
Co., Billings, Mont., literally had sales of 134
Carryolas in 1926 thrust upon himm. It hap-
pened like this. He saw a Carryola advertise-

Peter A. D’Amieo
ment and bought one to liven up the store in

the quiet moments. It did not occur to him
then to stock and make an effort to sell such
an item in a drug store.

After a few weeks he disposed of it, but it

was missed so much that a new one was soon
ordered. In the meantime, the person who got
the first one was so well pleased with it and
boosted so heartily that others began to come
in and ask for one.

Mr. D’Amico put in a few Carryolas. These
soon went and he took orders for more. There
were three regular music dealers in Billings,
one of whom was already carrying the Carry-
ola line, but that didn’t bother Mr. D’Amico.
All he knew was that he could sell Carryolas.

He says: “We gave two records with each
machine, and sold them for $25 cash, or $30
on terms, $5 down and $2 a week. Two-thirds
of the machines were sold on terms, and now
they have gotten so well known from the
mouth-to-mouth advertising along with the Na-
tional advertising the Carryola Co. is doing
that they come into the store with the cash
in their hands telling us to get one of the ma-
chines ready for them.

“We sold 134 machines in 1926, and about
thirty-six so far this year (March 20). The
best thing about all these sales is that we guar-
anteed every one, and not one instrument ever
came back defective. Most of the people come
in and tell us they use them every day, too.

“As soon as we can get some house-to-house
salesmen we are going to place music in every
home. It has been the best line we ever took
over. And we plan to push it most aggressively
in the future.”

Victor Quarterly Record Exchange Plan
Outlined and Details Sent to Dealers

Second Part of the Record Exchange Plan Includes Black Label Domestic Reeords; Foreign-
Domestic Black Label and Blue Label Records, and Seleeted List of Domestie Records

) 3

The second part of the quarterly record ex-
change plan of the Victor Talking Machine Co.
was outlined and sent to dealers the early part
of last month, and includes hundreds of ree-
ords, both mechanically and eleetrically record-
ed, in four different classes. The quantity of
records returnable on the settlement dates may
equal but not exceedi3 per cent, calculated at
list price values, of the dealer's purchases of
Victor records for thé:three months preceding
the date of settlement:

The reeords included in this exchange are:
all Black Label records listed in the 1927 do-
mestie general record catalog and supplements
thereto up to and including 20143 10-inch, and
25776, 12-inch, in those series; all electrically
recorded foreign-domestic Black Label records
listed in the foreign-domestic catalog and sup-

plements thereto up to and including 78866, 10-
inch, and 68763, 12-inch, in those series; all 10
and 12-inch Black I.abel domestic catalog rec-
ords excluded from the Part 1, July, 1926, record
exchange, 147 records are included in this classi-
fication, and all 10 and 12-inch Blue Label do-
mestic catalog records, speeifically excluded
from the Part 1, July, 1926, record exchange,
97 records are included in this elassification.
This exchange privilege excludes Red Seal and
mechanically recorded foreign-domestic records.

The plan of operation in making exchanges
is as follows: After the%end of ®achzquarter
Victor wholesaleto’wm sadvise. theig iie.alers of
the list=price: amoung_g of e\c‘hzmge cfedlts estab-

,-sthed, by, the purchasesJof the preceding three

mOnths. y -Upon
will,

receiving this notice dealers
within thirty days, return.to the Victor

Co., at Camden, N. J., transportation charges
prepaid, records as stipulated, corresponding in
total list-price value to the amount of “record
exchange advices” received from wholesalers.
If credits have accrued with more than one
distributor, the dealer should still send the re-
turned records in one single shipment, but the
accompanying notice of shipment should specify
the names of the distributors.

Dealers are instructed to ship only perfect
records and large shipments are to be sent in
wooden boxes containing no more than 300
records and the records should be grouped ac-
cording to list-price and recording classification.

Northwest ‘Radio Show to
Enlarge Exhibiting Space

All of the 128 original spaces laid out for the
Sixth Annual Northwest Radio and Electrical
Show to be staged in the new Minneapolis
Auditorium the week of September 26 to Oc-
tober 1 have been reversed.

Plans are under way by the committee on

show arrangements to provide additional space

in the new Auditorium, which is available on
other floors, and if more applications are re-
ceived they will be taken care of in this manner.
A corporation for handling this year’s events has
been organized and consists of the following:
H. H. Reinhard, Reinhard Bros. Co., president;
W. E. Stephenson, Sterling Elec. Co., treasurer;
R. M. Laird, Laird Electric Co., vice-president;
C. J. Parker,."Western Motor Sup., vice-presi-
dent; T. W. Findley, Findley Elec. Co., vice-
president, and H. H. Cory, secretary and show

-manager.

Oakland Store in New Home

Oaxranp, CAL, May 5-—One of the pioncer
music houses of this city, the Oakland Phono-
graph Co., moved last month to new and larger
quarters at 1729 Broadway. Among the phono-
graph lines carried are the Victor, Columbia,
Brunswick, Sonora and Edison, .artd in radio,
Kolster, Magnavox, Atwater Kent and - Sonora.

Brunswick Dividend Declared

The directors of the Brunswick-Balke-Col-
lender Co., Chicago, Ill, recently declared a
dividend of 75 cents per share on the outstand-
ing Common stock of the company, to holders
of record as of May 5, 1927. The dividend is
payable May 15.

New Music Store Opened

SurroLk, Va., May 5—A new musie store, the
Grafonola Shop, was recently opened at 169
East Washington street. A complete line of
Columbia Viva-tonal phonographs and New
Process Columbia records is carried.

National Record Albums

Made of the best materials and finished by experienced
workmen

PORTABLE ALBUMS

ALBUMS FOR CABINETS
ALBUMS BOUND IN CLOTH or ART MISSION

Albums for Export Our Specialty

Write for list of 1927 styles and prices

Nhtional Publishing Co., 239-245 South American St., Philadelphia, Pa.
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Is Your Window an Asset or a Liability?

Good Merchandising Displays Are Creators of Sales—Some Tips
on Window Display Art That Are of Value to the Retail Trade

Mr. Stensgaard is an authority on the subject of win-
ow display. He is manager of the winaow display di-
rision of the Stewart-Warner Speedometer Corp. and is
president of the International Association of Displaymen.
—Editor)

HE manner in which you display vour
merchandise either beconies an asset or a
liability to vour business. Display is like

most every other part of selling effort, if you fol-
low the lines of least resistance it is sure to be-

W. L. Stensgaard

come a liability-——but if properly put to work it
can be made a valuable asset. The majority of
the larger retail institutions realize to a fair ex-
tent the value of good merchandising displays
and therefore make a reasonable investment in
them. It seems, however, that there still re-
main a great class who automatically presume
that good displays are a luxury or only available
to the greater retail stores. This idea certainly
cannot be harbored long by any merchant with
verage knowledge of factors that contribute to
successful merchandising, but is often given as
the reason, rather than to acknowledge he is
unwilling to make the small expenditures neces-
sary or devotc the time necessary, or pay for
the service.
The Function of the Display

The displaying of merchandise in your store
yr display front must first of all accomplish a
desire of “ownership” for the product shown in
the person viewing your display if it is to re-
ult in a sale. If thc displays do not crcate
ales they are a liability. To create a desire
to buy” therc must bec a power of attractive-
ness, ONV zniencc, comfort, cntertainment or

By W. L. Stensgaard

utility that impresscs itself favorably on the
mind of the passers-by. It is true enough that
vou may make an occasional sale from the
showing of a product where people can see it,
but unless you put the right atmosphere and
appeal about the showing of that product you
will not get the maximum sales that display
should produce—certainly if you are losing sales
by inefficient display you have a liability, exactly
the same as if you were hiring a salesperson
who was losing more possible salcs than he was
making.
Instrument of Unlimited Appeal

Radio or all musical instruments have unlim-
ited appeals and as yet in all of my display ex-
periences I think in general they are sadly
neglected. First of all they usually become a
piece of furniture in the home and should be
shown in alluring home atmosphere, the won-
derful entertainment brought to you in your
home, the enjoyment, the relief after a busy day,
the contact with the world news and sports and
a hundred other dramatic pictures of actual
selling value might be easilv portrayed with
little thought and reasonable expenditure. Dis-
play space is like newspaper space—after you
have the space it all depends on what goes into

linoleum-covered floors; certainly you do not
expect the customer to use a piano, talking
machine or radio in the bathroom; also many
poorly finished wood floors; these at best are
usually too hard in appearance and do not forin
a pleasant contrast tn wood finishes of products,
as do rugs, etc.

Bad window lighting too is very common and
certainly can do much to misrepresent the
merchandise yvou are showing. Remember you
have the investment in your display front 24
hours per day, whether you use it or not; cer-
tainly the cost of burning efficient lighting
during the evening hours (perhaps until 11 or
12 p. m.) does not mean excessive expense. It
certainly costs you more not to cash in on pos-
sible sales of those who pass leisurely your
place of business during those hours than the
mere cost of light current. Which would you
consider the economic waste, cost of light or
loss of possible sales?

Crowded Displays Are Bad

Making display too crowded merely to get
all you have where people can see it is a further
economic waste—you thereby make a conglom-
eration which loses appeal, and by showing too
much the passers-by are not able to get a defi-

A

STEWART-WARKER
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Radio Window Display That Effectively Attracted Attention to Line Shown

it—its arrangement, color appeal, convincing
picturization and sales-producing value.
Common Display Mistakes

The most general common mistakes of the
merchant in displaying merchandise I think are:
Backgrounds for the mnierchandisc that have
little or no connection with thc product or no
background at all. Poor floors either not cov-
cred or not too clean—plain color carpet or
process floor blocks make the best floor-cover-
ing for radio, etc. I havc noticed tilc pattern

nite glimpse of anything but an optical illusion
of all that leaves no impression whatever. It
1s much better to show less and change your
display oftener. I have usually found those who
give their display space little or no credit as a
sales-producing medium are usually those who
still insist, however, on showing “most all,”
thereby hardly doing other than openly ac-
knowledging their respect for display space,
but still not reaping maximum benefits due to
(Continued on page 14)
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STARR PIANOS

STARR PHONOGRAPHS

GENNETT RECORDS

Represent the Highest ttainment Tn Musical CWorth

J%e STARR PIANO COMPANY

Established 1872 "

Richmond. Indiana
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The New

MTAMN

PIANO SPEAKER

EASILY INSTALLED WITHOUT DANGER TO ANY PIANO

UTAH’S MOST SENSATIONAL OFFERING
Makes a radio reproducer out of any piano

The Utah Piano Speaker uses the full musical
resonance of the sounding board of the piano
to achieve the most marvelous orthophonic
tone qualities radio has ever known. No horn
or other speaker needed. Reproduces voice,
instruments, high and low notes, surpassing
anything ever achieved by a radio reproducer.
Price includes 25 feet of cord. Easily installed
without danger to piano. Order samples now.

Now selling like wildfire!
UTAH RADIO PRODUCTS CO.

1615 S. MICHIGAN AVE., CHICAGO
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Radio Corp. Competitions Designed to
Secure Practical Merchandising Methods

Radiola Dealers Participate in Contest to Sele:t Best Selling Methods for Spring and Summer
Usage—Grand Prize Will Be Awarded for Plan Best Adanted for Fall and Winter Selling

A contest with $5,000 in prizes for the
best selling plans devised by RCA author-
zed dealers has been mmaugurated by the Radio

rp. of America. This contest was announced,
ccording to RCA officials, in the belief that
the dealer will profit in direct proportion to
the thought and effort he puts into maintaining
sales volume during the Surimer months. All
plans cntered in the contest must be put into
practical operation in the dcealers’ own locality.

The contest is designed to stimulate the
dealer to a greater cffort in raising the level
of radio sales throughout the months of May,
June, July and August, and to further en
courage the . retailer to formulate - his own
outside selling miethods. The sales plan does
not have to be original, but must stand the acid
test of actval results. Eight prizes of $500
each will be awarded to the eight RCA author-
zed dcalers whose plans for selling Radiola
20's this Spring and Summer are adjudged the
best from the standpoint of the merchandising
idea and the actual results obtained. A grand
prize of $1,000 will be awarded to the RCA
authorized dealer who submits the best plan
which may be put into effect nationally for all
authorized dealers to sell Radiola 20's during
the Fall and Winter of 1927. Sales plans for
the Spring and Summer were received by the
Radiola sales campaign-manager at RCA head
quarters in New York by May 1. the date on
which the contest closed. It is announced that
shortly after September 1 all plans submitted
will be judged as to their relative merits and
compared with the actual results obtained, and
the volume of sales obtained by each dealer in
carrying out his plan will be compared with
the sales possibilities of his local market, so
that every dealer, whether he be in a small
community or a large one, will be on an equal
competitive basis.

The plans submitted in competition for the
$1,000 grand prize must be received by 1’
Radiola Sales Campaign Manager, Room 2036,
233 Broadway, New York City, on .or before
August 1. These plans should show in detail
the various steps which the Radio Corp. might
take in a national campaign on Radiola 20’s
during the Fall and \Winter of 1927, and should

contain an estimate of the results which the
dealer expects, if his plan is put into effect.
Only those authorized dealers who submitied
Summnier sales plans and demonstrated their
interest by actually putting their plans into
operation may compecte for the $1,000 grand
prize. In this way it is possible for the winner
of one of the $500 Summer sale prizes to win
the $1,000 grand prize

Are Your Windows an
Asset or a Liability?

(Coutinued from page 12)
the niisuse of thc space. Poor color combina-
tions often do more to detract from the mer-
chandise than to attract—to those inexperienced
in the use of color I recommend that they omit
the stronger colorings, or at least use them
sparingly—or seek the advice of onc they may
fecl knows color value. Arrangement of mer-
chandise” also means much, a well-balanced
showing will keep the attention of the window-
shopper longer than one of a seemingly
junbled mess. Try simple, neat arrangements
and not complicated set-ups. It is usually best
1o show the largest or tallest unit in the center
—after considerable experience vou will natural-
lv develop good, unbalanced treatments, but,
like poor color combination, these can be either
very bad or exceptionally good. Above all,
see that the merchandise is spotlessly clean and
that all surroundings are neat and clean, keep
the glass polished and br ght,
plays often.
A Sales-Producing Window

The display on the preceding page shows a set-
ting that proved to have sales-producing appeal.
This was placed with a furniture store which
had open backgrounds and which for that reason
was usually handicapped in making a good
showing. The settings were loaned by the
manufacturer of radios to further prove the
value of good display showings. Usually open
backs in the window allow the passers-by to see
so much that nothing really makes any impres-
sion, and the crossing of all the lines makes

change the d:s- =

for a jumibled mess and no real appeal is made.
This setting of silver metallic curtains, with
wrought-iron standards, was set up in a few
minutes and immediately formed a definite
background against which the merchandise
might become silhouetted, also allowing for
lighting effects. In short, it is like putting the
frame around the picture, it gives it a definite
outline. The arrangement of the nierchandise
is well balanced and enough accessories are
used so as to relieve any stiffness and add in-
terest to the showing. It is just this that makes
for the difference of just showing merchandise
or displaying it so as to create maximum re-
sults. Any reasonable investinent in better dis-
plays properly expended will bring you, without
doubt, the greatest dividends possible through
any form of advertising. After all your display
circulation is the most inexpensive and is worth
only what you get out of it—do not continue
lo let the people pass your store without put-
ting in displays alive with human interest appeal
that will stop a greater percentage of them.
Better displays mean better -business. Prove
this to yourself.

D. E. Humphries Music Co.
Has Attractive Display

California Stromberg-Carlson Radio Dealer
Dresses Window in Unusual Fashion to Draw
Attention to Stromberg-Carlson Receivers

Lo~xg BeacH, CaL, May 6.—A most unusual win-
dow display, reproduced herewith, recently occu-

The “Pin-Jack” Voltmeter
Simplifies Radio Servicing

ELIMINATE unnecessary service calls—
leave only those which will be profitable to

N §m
CALLLLIV

B

\_ NOT BEYOND

\ ~

you,

inspire your customers’ confidence,
make Radiola, Victor, Brunswick, Bosch
sets operate as their manufacturers in-
tended—all this you can do by urg-
ing the sale of the Weston Pin-
Jack Voltmeter. ¥ A Weston in-

strument is the one best way
to insure economical and
satisfactory operation of
these sets.

Weston Electrical Instrument

Corporation

190 Weston Avenue, Newark, N. ]J.

SIANDARD.IHE.WARLD OVER ="\

WESTON

Poneers since 15858

o "q_on

g

A stplay That Attracted Attentlon
pied the show windows of the D. E. Humphries

Music Co., authorized Stromberg-Carlson
dealer. The background was a profuse mass of
flowers and shrubbery and trees. In the fore-
front on one side was placed a Stromberg-Carl-
son receiver with cone speaker, on the other
side stood the figure of a tiger, drawing an
analogy between the “King of the Beasts” and
the “King of the Air.” Small display cards
proudly proclaimed this fact, stating “I am the
King of the Air,” “I am the King of the
Beasts.” The animal shown was full size with
liead mechanically controlled, moving slowly
from side to side, and with cves lighted by
small lamps. By means of an interrupter
mechanism the beast gave forth roars intermit-
tently.

Needless to state, the display attracted con-
siderable attention and was responsible for a
greatly stimulated interest in the Stromberg-
Carlson line of radio products.

Plan Rochester Radio Show

RocHesTER, N. Y., May 6.—The Rochester Radio
Trades, Inc., will hold its third annual radio
show at Convention Hall from September 26
to October 1, it was announced by Thomas B.
Sharar, president of the association, rccently.

Chas. 1.. Hohman, vice-president of the asso-
ciation, will act as show manager and Herbert
(. Silter will be assistant show manager.

11. I.. Baker, proprictor of the Hyannis Music
Shop, Hyannis, Mass., recently demonstrated
the Brunswick Panatrope at a boxing carnival
held in this town.
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For Your Protection!
KINSE Dealers Get Every Inquiry

C%“KI'NG” dealer contract means just what it says. When

we grant an exclusive territory, it is exclusive. Every
inquiry from that territory is referred to you. Every lead is
given to you promptly.

* All this is made certain by the system pictured above.
Every letter we receive (except those from our dealers) is
checked against our master maps. Signals are attached to
the letters showing territory and dealer’s name. Then we
make sure that that inquiry, or that bit of information, is
passed on at once. For time is of importance if the dealer
is to realize full benefit from the lead so referred.

Absolute protection, made sure by “King” methods, means
more profit for you.

Plus this adequate guarantee of territorial rights, we offer you:

1 A thoroughly good line of band instruments and saxo-
phones. You know “King” quality.

2 }ntensive, persistent advertising. National magazines and
3 . . (13 .
class” publications carry the “King” story to your cus-
tomers every month.

3 Maximum discounts.
4 An adequate financing plan for the handling of time-paper.

5 Intelligent co-operation. Direct mail campaigns, display
material, forceful catalogs, imprinted literature—these are
just a part of the “King”-planned co-operative selling
service.

Every feature you seek is offered to you in the “King” dealership contract

Many good territories are still open. Each week makes that number less. Our
mutual profit suggests a discussion of your territory now. May we have that opportunity?

Makers of

=
=
=
=

THE H. N. WHITE CO.

5215-87 Superior Avenue T~
CLEVELAND, OHIO

0., Makers of King Band Instruments

THE H.N. WHITE C Cleveland, Ohio

. e.
5215-87 Superior AVE: nd discount sheet 3

i talog an@ C15c™ ncy-
Sénd your latest ca e “"King’’ Age
D complete information ooy yout plan for financing

D Also send information about
sales.

long with
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New Autbmanc Vlctrola
Will Play Twelve Records

United States Has Greatest
Number of Listeners-in

One Out of Every Eighteen Persons in This
Country Has a Radio Set—England and
Sweden and Austria Next in Line

A recent unofficial survey of the United
States gives the number of radio receiving sets
i use at 6,500,000, or onc for every cighteen
persons.  This figure places the United States
n the lead as regards per capita enjoyment
f radio, for England, which is the Furopean
lcader, has one set for every twenty people;
Sweden has one for every twenty-five persons;
Austria, one for cvery twenty-six; Denmark
one for cvery twenty-cight, and then comes
Gerinany, with one for cvery forty-two.

Thie nuniber of broadeasting stations
11 countries is ven as follows:
twenty-seven; Germany, twenty-thiree;

Isles, twenty, and Russiz, nincteen.

in for-
Sweden,
British

Automatlc Vlctrola Kindles

Public Enthusiasm

The introduction of
the Automatic Ortho-

phonic Victrola to

thousands of people the Automatic
throughout the en-

tire country during the past month was an

undoubted success. From Maine to Florida
and West to the Pacific Coast, in large
cities, in small towns, in fact in every com-

munity where there was a Victor dealter, demon-
strations brought to the attention of the pub-
lic the latest product of the Victor Co., the in-
strument that changes records automatically,
operates electrically and gives an hour’s per-
formaiice before the operator need give it a
thought.

In some cities dealers combined forces to
make the introduction of the Automatic to the
public an event to be remembered, and that suc-
cess attended these demonstrations, whether
they were held by large groups of Victor deal-
ers, as in Cleveland, O. where forty-two re-
tail merchants co-operated in the demonstra-
tions, or staged by a Victor dealer alone in a
small outlying community, is indicated by the
reports appearing in the various newspapers,
which have been pouring into the offices of The
Talking Machine World for the past month.

These reports are all enthusiastic in tone,
proving conclusively the impression made by
the Automatic Orthophonic Victrola. The illus-
tration on this page shows a grouping of a
few of the newspaper reports selected at ran-
dom from the hundreds received. Undoubtedly
the Automatic Orthophonic introduction went
over with a bang. It accomplished all and more
than was expected. The wavy in which Victor
dealers took advantage of the opportunity, in
co-operation with the local distributors and the
Victor Co., was an indication of the manner in
which the trade itself hailed the new instru-
ment,

The procedure followed was much similar to
that when the Orthophonic line was presented
a year and a half ago. Dealers mailed invita-
tions to selected lists of prospects and influen-
tial local citizens. Invariably the attendance at
the demonstrations was large. In many cases
dealers hired local halls for the demonstration,
in others the store auditorium served to ac-
commodate the expected attendance. In sev-
eral instances dealers made arrangements to
present the Automatic in local churches.

The trade generally is enthusiastic over the
sales possibilities of the new product and in-
dividual dealers are following up the intro-
ductory effort with series of demonstrations,
striving in this manner to bring the merits of

Unprecedented Publicity Was
Result of First Showings of

the A utomatic as
quickly as feasible to
as large a portion of
the public as possible.
The instrument is the
center of attraction in dealers’ window dis-
plays as well as on the floors of the ware-
rooms; retail advertising is emphasizing the
desirability of the product. One clever dealer
has placed an Automatic near the entrance to
the store and here it is proving a powerful
record sales aid. The fact that twelve records
may be played in rotation does away with the
monotony of playing the same record over and
over again at the store door and broadens the
sales appeal of this form of demonstration.

Already the wide sales possibilities of the
Automatic Orthophonic have become apparent to
the retail trade. Sales of the instrument have
been numerous. One metropolitan New York
department store which operates a talking
machine section reports orders for fourteen of
the machines. This establishment is located in
the center of the shopping district frequented
bv people of means; a public that can indulge
its desires without permitting the factor of ex-
pense to be an insurmountable obstacle. Sales
are not confined to this type of trade, however.
Dealers whose business is entirely on the in-
stalment plan and whose prospects and cus-
tomers are composed almost entirely of middle
class and poorer people also are experiencing
a demand which has keyved them up to a high
pitch of enthusiasm. One dealer of this type
reported the sales of four instruments within
two weeks after the first demonstration and in
addition he has a fine list of excellent prospects
—and so it goes. This is business that brings
keen satisfaction to the trade.

Orthophonic

Necessity of Service Is
Stressed in A-K Bulletin

Factory Service Department Ready to Aid
Dealers in Solving Their Problems

In a recent bulletin to its dealers the At-
water Kent Mfg. Co., Philadelphia, Pa., em-
phasized the necessity of having the service de-
partment of the retail store competent and
readv to render efficient service on any miodel
of Atwater Kent receiver. In order that dealers
and their service staffs may secure instruction
in repairing and servicing sets, the Atwater
Kent organization has maintained a Factory
Service Department open to distributors’ and
dealers’ service men.

CONSTANTLY lNCREASlNG SALES

are testifying to the superior quality of our

COTTON FLOCKS FOR PHONOGRAPH RECORDS

STEP INTO LINE WITH THE BUYERS OF “QUALITY"”

CLAREMONT WASTE MFG. CO.,

Claremont, N, H.
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Majestic
brings better
Radio Reception
To any Set

Then sell your customers on the
fact that Majestic-“B’”’ Current Supply
will help give them improved reception.

It will boost your summer business— give you addi-
tional sales, right now when you need them most.

Majestic-“B” is the best B-Unit regardless of
price—the most popular—the biggest seller—
everywhere. In four out of five instances, a
demonstration usually means a sale!

Majestic Majestic
Standard-B Majestic Super-B Master-B
Capacity 1 to 12 tubes in- Positive control
Capacity Nine cluding the use of power of all output volt-

age taps. For sets
having high cur-

201-A Tubes or
equivalent. 45
milliamperes at rent draw or

tubes. 45 mils. at 150 volts.

135 volts. $29.00 heavy biasing
batteries. 60 mils.

$26.50 West of Rockies $31.50 at 150 volts.

‘es . $29, 1
West of the Rockies, $29 (As Illustrated) 531.50 ;v;iz‘;f ;1;5
Raytheon Tube Raytheon Tube $4.50 extra
$4.50 extra Raytheon Tube
$4.50 extra

SEE OUR EXHIBIT—R. M. A. TRADE SHOW
JUNE 13-18 —STEVENS HOTEL — CHICAGO, ILLINOIS

GRIGSBY-GRUNOW-HINDS-CO., 4558 ARMITAGE AVE., CHICAGO, ILL.
- e e S e e~ =
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Suggestions

for Ambitious Merchants

Employ College Students on Commission Basis—Likely Prospects Other Than Families—What
Does the Public Want on the Air?—Form Phonograph Societies—Sum-
mer Resort Business Is Worth Going After

Within the next few weeks there will be
thousands of high school and college students
dismissed from classes for several months for
the Summer vacation. A great majority of these
students will immediately start looking for em-
ployment. of some sort or other, either to pro-
vide themselves with pocket money or to help
defray their expenses for the coming vear at
school, and therein lies an opportunity for the
talking machine and radio dealer. \Why not
cmploy several of these young men as outside
salesmen—paying them a commission on sales?
In most cases the young college student will
welcome the opportunity of securing such em-
ployment, and again, he is usually popular, has
a wide following of friends, can secure entry
into homes where the regular salesman might
encounter difficulty, and his employment adds
nothing to the overhead if the remuneration is
based purely upon results. Try this and other
means of overcoming the popular bugaboo that
the Summertime is radio’s dormant season.
Likely Prospects

If your prospect file of individuals has been
thoroughly worked, and all have either been
sold or filed away for future reference or dis-
carded as not being likely sales, start checking
up and see what other channels there are for
sales which you have overlooked in the past.
First, the church, social and civic organizations
which boast clubrooms or meeting-places of
some sort, then, other places where people con-
gregate, refreshment stands and stores, barber
shops, hotels, etc.; then, the Summer resorts
are now opening for a big season, get after

them; and still again, have you approached the
firehouse and police headquarters in your vicin-
ity—in these stations the men must, perforce,
spend hours awaiting the call of duty and surely
a talking machine or a radio receiver would
lielp them pass many an hour which otherwise
would prove dull and monotonous. In these
latter instances, where no fund is available for
payment, a collection taken up from the men
who would benefit would make the price per
individual very small, or some other means
might be taken to raise the funds for the pur-
chase of an instrument.

What Do They Want?

During this period, while the Federal Radio
Commission is striving to ascertain what are
the proper steps to take to eliminate objection-
able interference on the air and to dispense with
the licenses of stations which do not measure
up to the proper standards, dealers can assist
the Commission by writing to their customers
and asking them their opinions as to what sta-
tions should be retained and the reasons for
their views. Irwin Kurtz, president of the
Talking Machine and Radio Men, Inc., New
York, has appeared before the microphone at
several New York radio stations, asking listen-
ers-in to send their opinions and suggestions to
him. Other members cof the samme association
are seeking the thoughts of their clienteles.
Correspondence between Commissioner Cald-
well and Mr. Kurtz relative to the matter has
been passed, and the Commissioner has stated
that he and his colleagues will welcome what-
ever aid radio dealers will give through col-
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dealers.
superiority.

won dealer satisfaction for the Gold Seal Line.

Incorporated

JOBBERS—A
few attractive
territories still
open — write
for details at
once

Gold Seal

Radio Tubes

tess

Gold Seal’s Resistless Progress

is a demonstration of selling power behind a
superior product. That is what makes quicker turn-
over and bigger profits for Gold Seal jobbers and

Finest materials, design and workmanship, insuring superior
tone quality, have won popular recognition of

Real dealer help, a liberal guarantee, an cxtensive nationui
advertising campaign, and a consistent square-deal policy have

Mail coupon today for full detuils

GOLD SEAL ELECTRICAL CO.

250 PARK AVE., NEW YORK

Be sure to visit our
Looth No. 97 at the
% M. A Trade
Show, Stevens Hotel,
week of June 13

/ All Standard Types \

Troe GSX U2
Highpower tubes
tor use bo lust
sageofsudiosm
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and
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You should be sharing in this unprecedented Success. HAT A
List peece 34 00

GOLD SEAL ELERCTRICAL €CO. Inc.
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lecting the views of listeners-in. In the last
analysis it is the listener-in who will determine
what stations will continue to function, and the
dealer who appeals to his trade to help clear up
the air by asking for frank and candid opinions
1s perforining a service to the radio industry
and trade and himself, and at the same time is
building good-will for himself and impressing
on his customers the fact that he remembers
them and is seeking to help them secure better
enjoyment from the radio receivers which he
sold them.

Phonograph Societies

Last month The Talking Machine World told
the story of the formation of a New York
City Phonograph Society, making the seventh
such association functioning in this country. In
large centers tlie music lovers who wish to form
such an association need the co-operation of the
talking machine manufactu.er or distributor,
who will place at the disposal of the society the
necessary material in the form of advance re-
lecases and also provide speakers to address the
members occasionally on topics regarding the
making of records and the recording of artists.
There can be no doubt but that-the phonograph
society formed of music lovers will have a
tremendous effect in stimulating the sale of the
better type of records and, with the new types
of instruments and the improved recordings
and the great number of sets of Masterworks re-
cordings which are being p'aced on the market,

it should not be a difficult matter for distribu-

tors to form a society in every city or town
in the United States. If it should happen that
ro distributor is located in a cominunity, the
leading music dealer should do the organizing,
gathering together a committee of music lovers
to form the nucleus of the group. The essen-
tials for the formation of the phonngraph
society are faw—the group of music lovers, a
place to meet, the co-operation of the manu-
facturer, distributor or dealer, varied and in-
teresting programs at the meetings, and the
society should grow and flourish. In .additien
to the effect such an association will have n
stimulating the sale of records, a dealer’s ac-
tivity in this promotion work will give him a
place in the music life of his community, will
increase his prestige and good-will and will add
considerdbly to the profit and reputation of his
establishment.

Resort Trade

Starting this month and continuing until Oc-
tober many thousands of city residents will oc-
cupy their Summer homes in the country and
at seaside resorts. Dealers located in or near
these vacation spots have a wonderful oppor-
tunity to make these months profitable ones
through increased record sales, sales of port-
able phonographs and the renting of table
models or other types of talking machines. Per-
haps the largest item of revenue comes from
record sales, but the renting of instruments
brings a profit which should not be‘ overlooked
by the dealer fortunately located in the center
of a vacation playground. For example, there
is a music dealer located at Patchogue, Long
Island, who carries in stock fifty machines
which list at about $35, and which he rents each
season for Sl per week. A deposit is secured
at the time of rental and returned when the
machine is returned in good condition. It takes
no far stretch of imagination to see the profit
which accrues from this business aside from
the record sales that are a part and parcel of
every rental,

W. Terhune Visits Gotham

Westervelt Terhune, manager of the Atlanta,
Ga.,, Columbia branch, recently spent several
davs at the exccutive offices of the Columbia
Phonograph Co., New York. He reports satis-
factory business on Columbia products through-
out his territory, both the Viva-tonal phono-
graphs and records moving  from  the retail
stores in satisfactory fashion.
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The Viva-tonal Columbia . .
Dealers who play and display .
the Viva-tonal Columbia have
an opportunity to attract cus-
tomers with an instrument < - 2
that is the ultimate in musical
achievement.
The Viva-tonal Columbia is not
oanly brilliant and distinctive in v e 2
tone quality, but the last word - —
in design, construction and Fﬁt?@;ﬁ?—,—,mg
finish. ! " s Al ® 1N - N
. SRR e
Demonstrations on the Viva- PR e O £ 7
tonal Columbia give the cus- e e
tomer an unforgetable sensation > Ay R & ; S paie
which cannot burt resultin per- i —
manently increased patronage : 3 i ¥ = - :
for thg stbze: : 41 Seven Models
=t A3 b § 22 The Viva-tonal Columbia is
s offered in seven popular models
4 3 ranging in list price from $90
A . 3¢ ;| to $300.
3 ' . - Each model affords an exquisite
; example of all that a phono-
\ . . graph can possibly be, ideal for
S ¥ home decoration, and amazing-
: I ly wonderful in its distinctive
& ; 1_ b : tone value. Elaborate literature
4 gt | g and sales-helps, as well as a lib-
' S RIECS NS eral discount policy, ably assist
the dealer featuring the Viva-
b 3 3 tonal Columbia.
=—— T 1
X ———
Viva-tonal Columbia Model 5
810—S300 {Decorated Broun
Mabhogany). Model 800
{Two-Tone Walnut} — $275

-'\,,.
i )

Viva-tonal Columbia
Model 710-8175. Deco-
rated Brown Mahbogarny

Model 700 {Tiwo-Tone
Walnnut}—$160

Viva-tonal Columbia
Model G11. Decorated
Walnut—$115. Modei
G601 {Tuo-Tone Browu

Mabogany}—3svu

Viva-tonal (olumbia
Model 650. Rich Broun
Walnut—$150




Columbia Records

All Columbia Records are made
the new way—Electrically, Viva-
tonal recording.

They are “the records without
scratch,” a phrase which origi-
nated with Columbia and which
has been instantly accepted by the
consumer as signifying a smooth-
ness and freedom from surface
noise hitherto unattainable in
records.

o
Electric Recording has complete-
ly revolutionized the record, giv-
ing it unprecedented volume,
greater rthythm and definition to
music of band, orchestra, voice
or chorus. The term, Columbia
New Process Records, today
stands for everything attainable
in reproduced music.
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Viva -tonal Recording
Jhe Records wi{{zout Scratch

o

Widest Ran ge

Columbia releases include the
widest possible range of electri-
cally made records.

Beethoven week, for example,
brought realization to millions
that Columbia’s recordings
(Masterworks) have achieved
new heights in artistic fidelity to
great orchestral renditions.

Columbia dance and vocal rec-
ords for home entertainment
include artists of foremost nation-
al prominence. Many of them
record exclusively for Columbia
with the newest of Broadway hits.

Likewise Columbia excels in the
field of Race and Hill Country
records — while its listings of
records in other Languages have
won front rank applause every-
where.

/ﬁ

Columbia aids dealers in'
every possible way—fre-
quent releases, monthly
catalog—supplements,
window displays, hangers,
posters, national advertis-
ing and local cut and mat
service.

Columbia Phonograph Company
1819 Broadway New York City

Canada: Columbia Phonograph Company, Ltd.
Toronto

bia

Let the Columbia salesman
show you how to develop
your market for Columbia
sales. You will find him
fully equipped to give first-
hand information to build
up this highly desirable
field of profit.




Distributors for

Columbia

marss Records

and the

Viva-tonal Columbia

Columbia Phonograph Company
63 North Pryor St., Atlanta, Ga.

Columbia Phonograph Company
1000 Washington St., Boston, Mass.

Columbia Phonograph Company
434 So. Wabash Ave., Chicago, Ill.

Columbia Phonograph Company
1825 East 18th St., Cleveland, Ohio

Columbia Phonograph Company
2000 No. Lamar St., Dallas, Texas

Columbia Phonograph Company
811 S. Los Angeles St., Los Angeles, Cal.

Columbia Phonograph Company, Inc.
121 West 20th St., New York City

Columbia Phonograph Company
40 North 6th St., Philadelphia, Pa.

Columbia Phonograph Company
632 DuQuesne Way, Pittsburgh, Pa.

Columbia Phonograph Company

125 South 8th St., Mayer Bldg., St. Louis, Mo.

Columbia Phonograph Company
345 Bryant St., San Francisco, Cal.

Columbia Phonograph Company
911 Western Ave., Seattle, Wash.

Columbia Phonograph Company, Inc.
700 Main St., Buffalo, N. Y.

Columbia Phonograph Company
222 West 4th St., Cincinnati, Ohio

Columbia Phonograph Company
439 E. Fort St., Detroit, Mich.

Columbia Phonograph Company
804 Grand Ave., Kansas City, Mo.

Columbia Phonograph Company
18 North 3rd St., Minneapolis, Minn.

Columbia Phonograph Company
517 Canal St., New Orleans, La.

Columbia Phonograph Company, Inc.
319 So. Clinton St., Syracuse, N. Y.

Columbia Wholesalers, Inc.
205 W. Camden St., Baltimore, Md.

W. W. Kimball Company
306 So. Wabash Ave., Chicago, Ill.

Columbia Stores Company
1608 Glenarm Ave., Denver, Colo.

Columbia Phonograph Company, Ltd.
51 St. Paul St., W., Montreal, Canada

Columbia Stores Company
221 South West Temple, Salt Lake City, Utah

Tampa Hardware Company
Tampa, Fla.

Radio Sales Company
483 So. Main St., Memphis, Tenn.

Columbia Phonograph Company, Ltd.
22 Front St., West, Toronto, Canada

COLUMBIA PHONOGRAPH COMPANY Columbia

1819 Broadway, New York City ‘a

'Columbia

NEW PROCESS RECORDS

Made the New Way ~ £4eciricaliy
Viva-tonal Recording - The Records withont Scratch

de Marks Reg. 11.5. Pae. O4F.
SRl o S0 Al “All Trade Morka Reg. 1S, Pat. 0.2
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Teletone Corp. of America
Moves to Larger Quarters

Now Occupies Large Space in Factory Building
in Long Island City—Plans Series of Cone-
Type Speakers in Addition to Regular Line

The Teletone Corp. of America, manufacturer
of radio speakers, which for the past two sea-
sons has had its factory and executive offices at
449 West Forty-second street, has just taken
over greatly increased space in the large fac-
tory building at Third and Van Alst avenues,
Long Island City, N. Y.

All the manufacturing equipment is now in-
stalled in the new quarters, and much additional
machinery has been ordered, which will greatly
increase the production of Teletone speakers.
Besides its specially designed model of last
season, carrying a unique amplifying system,
the Teletone Corp. will produce a series of
cone-type speakers. The first of these is already
in production. These cone speakers will be of

an entirely new design, particularly relating to
reamplification and attractive exteriors.

E. J. Madden, head of the Teletone Corp,
recently made a trip to the New England
States and demonstrated some of the firm’s new
models. These have been received enthusi-
astically by Teletone distributors in that ter-
ritory and commitments for the year have
already been made.

The Teletone Corp. since its inception has
endeavored to operate its business along high-
standard business lines. In order to consolidate
its position in this regard it has arranged an
entirely new form of distributors’ contract
whereby unrevocable assurance is given cover-
ing prices, change of models, etc. The Tele-
tone line of radio amplifiers will be shown at
the coming radio show in Chicago.

The Fourteenth National Foreign Trade Con-
vention will be held in Detroit on May 25, 26
and 27. Secretary of Commerce Hoover will
make the principal address. It is expected that
2,500 foreign traders will attend.
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Ernest Ingold Reserves
Space for A. K. Convention

San Francisco Atwater Kent Distributor Ar-
ranges for Use of Entire Second Floor of St.
Francis Hotel—Expects 1,000 Dealers

SAN Francrsco, CAL., May 3.—Accommoda-
tions were recently reserved in the St. Francis
Hotel, this city, by Ernest Ingold, Inc., for the
annual San Francisco Atwater Kent convention,
which it sponsors.

The space taken for the convention proper
comprises the entire second floor of the hotel,
and is one of the largest reservations ever made
in San Francisco. The company expects to
seat a thousand radio dealers at its afternoon
and evening function.

The general scheme of the convention to be
held on July 22, insofar as the decorations and
costuming of the “Atwater Kent Follies” are
concerned, is to be built around the use of
glittering tinsel and silver.

A sturdy

Jiffycase

THE SPEEDY SAFE ECONOMICAL PACK FOR FURNITURE, PHONOGRAPHS AND RADIO CABINETS

packing
case made
from light

tough
plywood

No Travel Marks!'

Furniture shipped in Jiffy cases always reaches its
destination undamaged for the simple reason that
this modern pack completely envelops its precious
load without touching it except at the points where
it is anchored.

The dealer finds that Jiffy cased furniture never
needs refinishing and this appeals to him as does
the fact that because Jiffy cases are supremely light

they bring in his shipments at the lowest possible
freight cost—at the same time giving him a knock-
down box which ¢an be used again.

The adoption of Jiffy cases for shipping is an
investinent in dealer good-will—but it is more than
that—it is an aid to factory efficiency, cutting packing
time and packing costs to the bone.

Progressive Furniture Manufacturers are using
Jiffy cases. Complete information will be promptly
supplied on request.

THE NORTHWESTERN COOPERAGE & LUMBER COMPA

ey -

(“PEERLESS"
MAPLE

FLOORING
AND -«

LUMBER

NY, GLADSTONE, MICH
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VICTOR TALKING MACHINE COMPANY
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nation-wide interest!

ALreEADY, millions of people know about the Automatic Ortho-
phonic Victrola. Millions have stopped to look at this startling
invention, to watch its almost-human mechanism, to hear its
magnificent reproduction of music. Its instant acceptance by
the public has been due-—in no small part —to the well-

planned demonstrations staged by Victor dealers.

Keep an “Automatic” i your window

Interest in this revolutionary Victor achievement
mounted with the weeks. The dramatic mechanics of this
new Victor instrument have captured the attention and amaze-
ment of all who have seen 1t. Capitalize this crowd-curiosity
and convert it into dollars and cents. Display your Automatic
instrument and put actzon into your window. Be sure the Auto-
matic is in operation so the public can hear as well as see it.
Feature it, not for its sales-appeal alone, but for the interest it
will attract to the rest of the line. Let prospects know that
there is an Orthophonic Victrola to suit every pocketbook.

The Automatic principle registers a definite advance in
musical reproduction. -Once again, Victor has demonstrated

its leadership in the talking machine industry!

“HIS MASTER'S VOICE"
REGU.S PAt QN

CAMDEN, NEW JERSEY, U. S.

A,
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“No Man's Land” Rich

Sales Field for Live Salesmen

J. L. Simpson Describes the Canvassing Methods of Logan, a
Small Town Dealer, Who Operates on Wide Scale on the Outside

HERE are many talking machine stores

I in the smaller towns throughout the

country which have developed their trade
territory more thoroughly than their brother
lealers in the big cities, and some of these alert
merchants have even extended their territory
bevond the normal bounds to the extent of 100
per cent or more.
Developed Wide Territory

Such an interesting store and dealer is the
Logan Music Goods Establishment in Clay Cen-
ter, Kansas, specializing in the sale of talking
machines. Clay Center is an average county-
seat town in Kansas, of the type running be-
tween five and ten thousand in population. It
is a lively little burg and boasts several other
music goods stores besides Logan’s.

However, this store and dealer stand out by
themselves in one interesting and remarkable
particular—Mr. Logan has developed his trade
territory for a distance of fifteen to twenty-five
miles in each direction from Clay Center.

In this section of the State, a condition which
is favorable to Mr. Logan and his plan of
canvassing is this: As a rule, only the country-
seat towns boast real music stores, although, of
course, many of the general stores in the small
intervening towns handle musical goods, such as
phonographs. Now, taking the territory East of
Clay Center, Manhattan, the next county-seat
town, is over forty miles away, leaving in the
:nterim a goodly territory which may be de-
veloped by any energetic music dealer.

A Rich Territory

For instance, taking the territory to his East,
he has as sub-centers, or stopping places on his
individually conducted sales tours, a group of
small but prosperous towns, including Green,
Lasita, Milford, Broughton, \Wakefield, Bala,
Leonardville, Walsburg, Randolph and many
others. Now, figuring all these in one direction
from Clay Center, in “no man’s land,” or musi-
-al goods territory belonging to any dealer who
can put over his line, it is obvious to see that in
the four directions he would have forty or so
small towns which would serve as centers, or
nucleuses from which to work in his campaigns.

Now, his plan isn’t so much to go from house

house all through this large territory, al-
though he does this to a certain extent, as to
pass from one small town to another, and cul-
ivate prospects, build up acquaintanceships, and

make friends in each, live prospects who will
tell him where they live, and perhaps even in-
vite him cordially to call and demonstrate his
phonographs.

A Productive Sales Method

This proves more productive of sales than the
method of stopping at every farmhouse he ar-
rives at, and attempting to sell without having
established a previous contact. Here's the way
he manages to build up live prospect lists.
Perhaps some day, shortly before noon, he will
leave his store in charge of employes, and start
overland to l.eonardville, say, a distance of six-
teen miles. He will make the trip straight
through, not attempting to make a sale while
en route.

The big idea, and one frequently used, is to
arrive at a town about dinner time, where he
will park in front of some hotel or restaurant,
where the neighboring farmers and stock raisers
stop for their noon meal, when shopping.

Perhaps, on average, there will be fifteen or
twenty persons, mainly farmers and their men,
taking dinner at the small-town restaurant or
hotel, and Logan can introduce the subject of
phonographs discreetly, without fear of giving
offense to anyone. Possibly, if interest war-
rants, he will bring in a good phonograph, and
play a few records to the waiting group, while
these persons are enjoying their after-dinner
pipe or cigar.

Arranging for a Demonstration

The point is this—he makes contacts which
are of a friendly nature, as well as of business
value. Perhaps he will inform Farmer Smith,
“I'll be out your way with some machines this
afternoon (or next Tuesday) and if it’s agree-
able, T'll stop in at your house, and play a few
good records on one of my machines. By the
way, just where is your farm located?’ The
farmer as a rule will give his name, and the
exact location of his farmhouse, and perhaps tell
him when it would be most convenient for him
(the farmer), when he will be at home and not
crowded with work.

Logan will make a note of name, location and
time convenient to call. And so, when he arrives
at this place, he does not come as a stranger
exactly, but somewhat in the sense of a newly
made friend. Thus such a prospect becomes a
“live one” instead of a chance or haphazard
prospect, as would be the case if Logan called

at the home without having known a single
member of the family.
Good Source of Prospects

Perhaps, from the fifteen or twenty persons
eating dinner with Logan, he will manage to
get the name and farm location of four or
five, and make a more or less definite arrange-
ment as to the time to call at the home of such
prospect. Sometime he can even close a sale
right in the restaurant or hotel, but the main
method is to connect up with prospects and
arrange for a demonstration.

Logan not only sells to farmers through this
method of gaining contact in a public place, but
he also sells to residents of these small towns.
Frequently he gains the entering wedge by
selling a phonograph to the proprietor of the
restaurant or hotel where he stops. As a cus-
tomer, he can talk selling to these people with
perfect ease and legitimacy, and once a sale is
made to such a place most everyone in town
knows it inside a week.

In most of these towns a big percentage of
the dwellers therein know Logan, know his
truck, and know his business. He uses this ac-
quaintanceship, this friendship, fully and legiti-
mately, as a stepping-stone to sales, calling on
people in the small towns after becoming more
or less acquainted, not pushing people tor de-
cisions or using high-powered methods, but
using sales arguments in a careful, yet friendly
manner.

And this method of gradual approach of feel-
ing his way and not attempting to talk “shop”
until he has made at least one “friendship con-
tact” with a prospect has been the greatest fac-
tor in developing for Logan a rich trade terri-
tory, much larger than that of most successful
phonograph dealers.

Mrs. Sarah Ravis Dead

Many friends of Phil Ravis, president of the
Peerless Album Co., will be sorry to hear of the
recent death of his mother, Mrs. Sarah Ravis.
Mrs. Saralh Ravis was eighty-four years old and
seemingly was in good health. She resided with
Mr. and Mrs. Philip Ravis, at 1264 Evergreen
avenue, the Bronx.

Besides her son, Philip, Mrs. Ravis is sur-
vived by a daughter, Mrs. D. Zimmerman, and
another son, 1. Ravis. :

The perfected single dial Shamrock —

Now retails at $75

Increased production and new economies in manufacture have
| made possible this drastic reduction in price.
{ protected by our 30-day advance notice.

' enjoy greater sales than ever before.

Dealers were fully
Shamrock Dealers will

SHAMROCK

( R.A DI O

195 Waverly Ave.

PIONEERS IN ONE DIAL CONTROL

Shamrock Manufacturing Co.

Newark, N. J.

Now

i)

Slightly higher West of
the Rocky Mountains
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DeForest, always the pioneer, leads the advance
to better radio reception with the creation of
special tubes for specific radio functions

The First Radio Tube in
the World, 1906, from
awhich has sprung the pres-
ent gigantic radio indus-
try. The device through
awhich natural sounds
audible to the human ear
aere transmitted by radio
for the first time.

that make for improved re-

ception in the various func-
tions of a radio hook-up have been
carefully developed by DeForest
engineers. Those invisible factors
specifically performing in their rec-
ognized spheres are making. radio
reception more and more enjoy-
able and dependable every day.

C ERTAIN tube characteristics

Take no one’s word but your
own. Try the new
Specialist DL-4 Audion in your
radio frequency stages. The de-
cided improvements- you will get
are an indication of the superiority
of all genuine Audions. Weak
signals hardly heard before become
loud and clear. Distant stations
move up close like locals. Better
performance because these Audions

DeForest

Skilled hands that fashioned so
exquisite an object as the Nur-
emburg covered cup of 1850,
now carefully guarded in the
Metropolitan Museum, must be
as deft today in the delicate pre-
cision requirea in making De-
Forest Audions.

are ecspecially designed to do
a radio amplification job.

The rigid limits, both
electrical and mechanical, to
which DecForest specialist Audions

arc strictly held assure a high
standard of wuniformity. Radio
amateurs appreciate  such  effi-

ciency. Constant grid-plate capac-
ity and high mutual conductance
provide a quality-volume from
distant reception which is heartily
satisfying to the critical radio fan.

You are earnestly urged to test
the features of these tubes by
replacing in  your RF stages
these specialist DL-4 Audions.

Such a trial will show you their

superiority definitely. Expense
is slight. DeForest Audions per-
form amazingly. -

i3 A new audion—
3 going any price’ ap-
— peal one better—is
the general purpose

Audion—the D-0lIA. It is an
unmatchable value at $1.65. It
offers the same standard of quality
that has made DecForest Audions
the recognized perfection in radio
tube manufacturing,

Reliable and well-informed Dealers
scll them because they know that
they are satisfaction-givers and busi-
ness-getters backed by the pioneer
institution of the Radio Industry,
and a formidable array of adjudi-
cated patents.

Write Dept. 10 for descriptive literature

THE DEFOREST RADIO CO.

Poavel Crosley, Jr., Pres. Jersey City, N. J.

freay
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SWEEPING

By Manufacturers —Jobbers

Poiyphase Ultra
$12.50
Singlephase Ultra
$8.50
Revelation Ultra

$5.50

" Accept No Imitations

For your own protection
look for
“THE Aubpsak CoMPANY™

A B BEVERLY PresSiotwy E3TABLISHED 1908 U8 A.PACTOAY. BAOOKLYN NY.

------------------

(Stamped on every genuine -
instrument)

HONE COMPANY This tag will hereafter

CTURERS be attached to every

PHEONE 87

Genuine ULTRA

1

—  e=ANDREWHrLGOuM RuRMIAURE, GO

MANUFAGFERERS OF

CABLE ADDRESs
*CoOMPOCO” MONTREAL
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THE M<L4GAN PHONQGRAPH CORPORATION, LIMITED
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RECOGNITION

and Dealers—-EVERYWHERE

The revolutionary new talking machine
has made it imperative for all these
progressive manufacturers to bring out
a machine of competitive quality.

To get this quality they found it neces-
sary to use the best reproducing equip-
ment made,—ULTRA (Phonic) RE-
PRODUCERS.

The same thing applies to your record
business, Mr. Retailer. For you to real-
ly cash in on the marvelous new rec-
ords, they should be reproduced the
best way possible on the old style ma-
chines.

To accomplish this, see to it that every
phonograph in your locality is equip-
ped with the best reproducers made,
—ULTRA (Phonic) REPRODUCERS.

Results

1. Handsome profit on sale of Ultra Reproducers.
2. Ever increasing record sales.

3. Cultivation of musical taste which will eventually
be satisfied with nothing less than the last word
in music,—one of the new type talking machines.

xxxxxxxxx
BTILLWELL 8840-8041.8842

WEW YORR OFFICE
383 FIFTH AVENUE
--------------

CABLE ADDRESS: “KIMBALL, GIIGAGU™
Y Y A B CANDWESTERN UNIOR CODES USFI

The AUDAK Co.

565 Fifth Ave.,New York,N.Y.

Makers of Acoustical and Electrical Apparatus for
More Than 10 Years

e A realliy
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Planned Advertising

Creates Prospects and Sales

DVERTISING that is out of the ordinary
is certain to attract more attention than
the usual stereotyped copy. This is es-

pecially true of talking machine and record ad-
vertising. The usual publicity appearing in
newspapers is devoted entirely to the mechani-
cal perfection of new instruments, or the merits
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Severa.l of the Will A. Watkin Co.’s “June Bride”

of the products are submerged to emphasize the
price appeal.

The Will A. Watkin Co., Dallas Tex., one of
the leading music dealers of that State, has
found it profitable to take advantage of every
opportunity to attract attention to its lines
through specific advertising. For example, June
is the month of the bride, and this enterprising
dealer ran a series of ads in the local news-
papers designed to enphasize the need for a
Brunswick Panatrope, or phonograph, in the
new home. Prior to their marriage, young
people are interested in furniture for their home
to be, but they are so busy with the multitude
of things to buy that it is very easy to overlook
some of them. The Will A. Watkin Co. takes
no chances and good strong advertising copy
does the reminding so effectively that many
sales are bound to be made.

‘ nswick
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- “";“,:,“ efih sbedute su
Sz roned Tk debtL

Four advertisements of the Will A. Watkin
Co. are reproduced on this page. The space
used was small, but the effcct produced was
profitable.

Much has been said and written about the
necessity for talking machine dealers to get out
of the rut; to do something different; to pep up

for the Bride of
Today, and of
Yesterday
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Advertisements
their entire sales plan; to institute aggressive
campaigns, and the most powerful medium at
the dealers’ command for accomplishing these
things is to utilize advertising space to the ut-
mmost advantage. It is better to spend some
time on planning a campaign than to just sit
down and send in any old kind of an ad just
so long as the name appears in the paper that
evening. Advertising is a real expense to any
business and unless the publicity produces sales
it is a form of waste that no dealer can afford
Haphazard advertising is not economy; it is
the well-rounded consistent campaign that
brings the people into the stores. It is up to
the dealer to analyze the type of people whom
he is trying to reach, and to plan his campaign
accordingly. If his prospective patrons are
people of small means to whom price is the
all-important factor, then of course the low cost

keep the

“A & B” Socket
POWER UNIT

Complete, ready to operate. lists at

367050 East of Rockics

for

Visit our Display at the R.M.A.
Exhibition, Stevens Hotel,
Chicago, June 13 to 18

‘Makes Easy Sales for Radio Sets

This new Acme “A & B"” Socket Power Unit will

properly charged and give you the proper “B”
current supply.

Dependable

It enables any set to operate as dependably
and constant as house current.

One switch controls everything, giving in-
stantly a steady strong flow of A & B
Power.

Besides Efficiency

This unit has important additional ad-
vantages.
quiet.
by ensuring your customers of satisfactory
performance at all times.

SEND FOR OUR LITERATURE GIVING
COMPLETE SPECIFICATIONS AND IN-
FORMATION ON OUR ENTIRE LINE

Order from yonr jobber today or write us.

battery on any Radio Receiving Set

It's neat. It'’s
It aids you

It's compact.
It’s popularly priced.

Always ready
action.

THE ACME ELECTRIC and MANUFACTURING COMPANYX.

1438 Hamliiton Avenue

Cleveland, Ohlo

of the instrument should be emphasized. If
on the other hand they are middle-class people
to whom quality is of paramount importance,
there is no doubt that advertising which empha-
sizes the type of design as well as the quality
of reproduction, whether it be a radio set or a
talking machine, will be most effective,

The point is that advertising is an essential
of retail sales promotion, and the dealer must
spend his money to the best advantage.

Victor Talking Machine Co.
Gross Sales Show Gain

Approximate $10,880,000 for First Quarter
Against $9,559,003 for Same Period of 1926

Gross sales of the Victor Talking Machine
Co. reported for the quarter ended March 31, in-
cluding approximate preliminary figures for
March, amounted to $10,880,000, as against $9,-
559,003 for the samc period of 1926. Victor's
reported earnings of $7,983,094 for 1926 do not
include its equity in undistributed earnings of
subsidiaries.

Earnings of the Gramophone Co., Ltd., in
the ordinary shares of which the Victor Co.
owns a majority interest, as reported for its
fiscal year ended June 30, 1926, amounted to $1,-
506,000, out of which it paid dividends of $1,085,-
000 for the year. The Victor Co.’s earnings for
1926 include only its proportionate share of
such dividends, and do not include its share in
the undistributed profits.

United Radio & Elec. Corp.
Now in Larger Quarters

Manufacturer of Ureco Radio Tubes Moves
From Newark to Irvington, N. J.

The United Radio & Electric Corp., manu-
facturer of Ureco radio tubes, has moved from
Newark to a large new factory at 500 Chan-
cellor avenue, Irvington, N. J. The company’s
business has been steadily growing and this has
necessitated increased factory space.

With the opening of its new plant the United
Corp. has started production on its series of AC
tubes as well as large rectifying tubes. In ad-
dition, its increased facilities will allow for en-
larged production of its entire line of radio
tubes.

WODA Awarded Prize

Radio broadcasting station WODA, con-
ducted by Richard O’Dea, talking machine deal-
er with stores in Paterson and Passaic, N. ],
was recently awarded a large portrait of Bee-
thoven as a prize for having presented the best
Beethoven program given by any New Jersey
siation in connection with the centennial of the
death of Beethoven. The prize was donated by
Max H. Krich, president of the Radio Dis-
tributing Corp., R. C. A. distributor, Newark,
Ncw Jersey.

Radio Owners Prefer Music

A census rccently completed by A. Atwater
Kent disclosed the fact that while the majority
of radio owners purchased their instruments
for amusement, onc out of every five gave as a
reason for thc purchase “the desire to hear fine
music.” In replying to a question as to what
tvpec of program they liked best, ninc out of ten
cxpresscd a prefecrence for music.
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PHONIC

NTRODUCING the

s latest iInnovation of the

=

YAL-PHONIC masters!
This IMPROVED VAIL-
PHONIC has the rare com-
bination of volume and
beauty of tone, plus wonder-
ful fidelity of reproduction.
That deep phonic tone
surges forth in amazing,
unheard of volume.
Made to fit all machines.
It 1s entirely new, both as
to construction and materials
used. Truly, it can be said
that the VAL-PHONIC is
the last word in reproducers.
Gune-metal-oxidize is the
standard finish, but it can
also be furnished m nickel

or gold.

—

Valley Forge is the trade mark
to remember when trustworthy
replacement materials are re-
quired.

-
el e g
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7 30 MARKET STREET

PHILADELPHIA, US.A.
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The NewBoschRadioModels are built,notonly
for customer satisfaction but for dealer profit
as well. They are “transportation proof”’. So
strongly are they constructed that they may be
deliveredto the customer with the original facto-
ry settings—without adjustment by the dealer.

To be convinced of Bosch Superiority, examine
the steel chassis, the condenser unit assembly
with its three point mounting, the short solid
connections, the locked assembly and the
elimination of solder operations. All models
have Single Station Selector —electrically
lighted — Bosch—RFL circuits—are armored
and shielded and are priced for volume sale.

The new cabinets present a new beauty in
design, craftsmanship, selection and finish of
fine woods. Appearance and performance are
so ably handled and the price range so attrac-
tive that Bosch is the outstanding dealer line
this year. The Bosch Dealer Policy is liberal
and it is strongly supported. It offers unusual
possibilities to Radio Dealers who are in busi-
ness to stay. It is well worth investigating.

Tell us in confidence about yourself, business
standing, financial strength and plans re-"*
gardless of the lines you now carry. We will be
glad to tell you of our plans for your locality.

AMERICAN BOSCH MAGNETO CORP.

MAIN OFFICE AND WORKS: SPRINGFIELD, MASS.
BRANCHES: NEW YORK CHICAGO DETROIT SAN FRANCISCO




Model 76—Six tubes, Bosch RFL circuit—
single station selector, Bosch Line O’Lite
tuning, wired for battery or socket power
operation, armored and shielded, spacious
power unit compartment, solid walnut
cabinet beautifully inished with and
without built-in reproducer.

With built-in reproducer $178.50

The Talking Machine 1oyld, New York, Mav, 1927
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Model 57—Seven tubes, Bosch RFL cir-
cuit, effictent built-in loop, built-in 18"
reproducer, walnut cabinet with selected
pattern woods, spacious power unit com-
partment. Single station selector, electri-
cally hghted dial, Bosch Line O’Lite tun-
ing, armored and shielded, wired for
battery or socket power operation and
operates on loop or wire antenna from
two to two hundred feet. Price with
built-in loop, built-in reproducer $295.00

Without built in reproducer $162.50.

THE BOSCH NOBATTRY
“A” POWER UNIT

— for converting house current into
“A” power for radio receiver operation.
Typically Bosch, its construction, both
mechanical and electrical is of highest
grade and its performancels a revelation.

The outstanding features of the Bosch
Nobattry “A” are.

Constant voltage
Unvarying power
Quiet

Instantaneous—no heating delay

No harm if left *On”
Nothing to boil over

No chemicals to add
Economical in current draw

Model 66—Six tubes, Bosch RFL circuit—single station
selector, electrically lighted dial, Bosch Line O’Lite
tuning, armored and shielded, wired for battery or
soclket power operation, solid walnut cabinet — beauti-

Bosch Radio—the
Complete
Dealer Line

Model 57— Seven-tube
Receiver, Single Dial, cabinet
type, loop operated—built-in
reproducer — wired for bat-
tery or socket power opera-

tion . . . . . $295.00.

Model 76—Six-tube Receiy-
er, Single Dial, cabinet type—
wired for battery or socket
power. With built-in

speaker . . . $178.50.
Without the built-in
speaker . . . . $16250.

Model 66— Six-tube Receiv-
er, Single Dial, table type,
wired for battery or socket

power . . . $97.50.

Ambotone Reproducer—
Cone Type, Table Repro-
ducer, with years of recog-
nition for its perfect tonal
reproduction . . $27.50.

Nobattry —*“A”— An ideal
socket power device, supply-
ing ““A” current for all sets
up to ten tubes— no acids, no
moving parts, no hum, no
trouble, no heating

delay . . . . . $5800.

Nobattry “B”—Famous
Bosch Nobatrery for supplying
“B” Power for all sets up to
ten tubes—no acids, no hum,

long ived . . . $42.00.

Powertrol —Prevents direct
current passing from radio
receiver into reproducer with
consequentdamage. Pre-

g N‘; gfygjfegfis;gg;ye‘i;golgjgg—uses _ fully finished Idcal table type receiver, price $97.50. vents distortion and de-
“L"bq Receiver does not need to be re- f‘;ﬁ TRt Sl struction in Speaker. Should

wired :
Small in size—can be put in radio|2
cabinet like a battery

The Bosch Nobattry “A” is a perfect|, =%
companion to the famous Bosch No-
battry “B”. These two units form an
ideal combination for supplying “A”
and “‘B” current and retail for $100.00

be sold to every power tube .

STy <]
[aris]

of phonograph records —util-##
izes any style phonograph'
and reproduces through a
radio receiver and loud

speaker . . . . $20.00.

All prices slightly higher,Colorad
and west, and in Canada.

- .« vom e -
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Announcing for 1927

An Amazing Achievement!

Our new Saxophonic Instruments in combination
with the famous ULTRA (phonic) Reproducer,
made by the Audak Co., are the outstanding develop-
ment in recorded entertainment permitting a refine-
ment of sound reproduction possible in no other way.

TRA —— s
eY
The 12 fam ) R toduC The Standard by which all repro-
(phoﬂ\c ducers are judged and valued!
zj Vea '
é‘f 7Y “q
[~

Ry Five

. | Models
of

Tawelwve

MODEL 200
The Sonnet-

43 RIGH 30'W!DE 21'DEEP

5 MODEL 175 §
Consoleftte Grand
2% RIGH 30 vaiDE ' DEER

A Phonograph of Artistic Beauty. Jacobean Period
with Burl Walnut Front and Birdseye Maple Panels
with Rose Decorations.

An Instrument of Distinction, featuring full length

amplifying tone chamber with the improved Saxo-

phonic Equipments, makes this the Phonograph with
the Magic Voice.

Model 85

Model 110 Saxophonic Consolette Model 12? h
34 in. High, 35 in. Wide, 36 in. High, 21 in. Wide, 34 in. ngb, 35 in. Wide,
22 in. Deep 21 in. Deep 22 in. Deep

Write at once for Our Booklet and Special Discount and
Act Quickly. Be first to offer these new instruments to
the trade who are ready to receive them.

PLAYER-TONE TALKING MACHINE CO.

Office and Sales Rooms: 632 Grant St., Pittsburgh, Pa.

T | T il il
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HUNDREDS OF REQUESTS

for this profitable franchise are being received from progres-
sive, well established merchants all over the country. These
new applicants were quick to grasp the opportunity afforded

facilities to han-
dle volume
business.

M A

franchise is
a valuable
asset !

to any merchant who pos-
sesses adequate display
space and has the

This compact console
is panelled entirely of gen-
uine mahogany. Beautiful
burl maple inlays afford a
most pleasing contrast. Large
built-in cone speaker of re-
markable fidelity. Desk type
drop lid encloses the set
when not in use.

$890.50

by our increased production facilities—resulting in our ability
to expand our list of Authorized Freshman Dealers, as recently

announced.

DIRECT-TO-DEALER DISTRIBUTION

CHAS.

tion has been proven.

The Freshman plan of direct-to-dealer distribu-
We work directly with

the dealer. We have no intermediaries. His

together.

$49.50

The Freshman Universal
ABC Radio Power Supply
electrifies any 5-6 or 7 tube
radio.

No “B” batteries—No “C” bat-
teries—No “A” battery charger.
This one compact unit replaces
them all. Operates from any
electric light socket and is con-
trolled by the switch on the set.
No further attention required.
Complete with RCA and Tungar
tubes.

FRESHMAN CO.,

problems are our problems. We meet them

Six tubes~One Control

RSTERPIECY

We can still utilize the co-operation of respon-
sible dealers in several sections of the country.
Wire or write for detailed information.

Inc.

FRESHMAN BLDG., NEW YORK, 2626 W. WASHINGTON BLVD., CHICAGO
' 800 No. SPRING ST., LOS ANGELES
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Survey Shows Dealers Profit by Service

Investigation Sponsored by Paciﬁc Radio Trades Ass’'n Brings
to Light Some Interesting Facts Regarding This Phase of Trade

ALKING MACHINE dealers who handle

radio and radio trade associations through-
out the country are giving more and more at-
tention to the matter of service. \When radio
retailing was in its infancy the most important
problem confronted by the retail dealer was
the matter of reducing the cost of service to
the point where he could make a profit on his
sales. The trade has reached the stage where
the major faults incidental to extending free
service to radio buyvers has been eliminated,
although there are many individual dealers who
have much to learn regarding efficient service
department operation.

Men capable of doing

precision work are rare.
For a quarter of a century
the National Lock Co.
has been handpicking its
army of metal workers.
The result is hardware of
accuracy, durability and
uniformity of finish. Get
a catalog of Rockford
Hardware - it will pay you.

Natioral fock Co..
Rockford., [II.

U. S. A,
Cable Address: NATLOCK

Rock ford

Hardware

Branch Sales Offices:

Chicago, 111, St. Louis, Mo.
Cincinnati, O. Indianapolis, Ind.
Detroit, Mich. Jamestown. N. Y.
Evansville, Ind, Los Angelcs, Cal.
Grand Rapids. Mich, Milwaukce, Wis.
High Polnt, N. C. Seattle, Wash.
Sheboygan, Wis.

During the past four months The Talking
Machine World has been publishing a series of
articles dealing with every phase of radio serv-

icing. These articles were the result of a
nation-wide survey among talking machine
dealers. It is interesting to note that the con-

clusions arrived at in this survey are identical
with those just published by the Service Com-
mittee of the Pacific Radio Trade Association,
which was appointed to make a comprehensive
survey of radio service, and to bring to the
retail trade an analysis of conditions in this
branch of the business. The committee’s object
also was to draw conclusions and make recom-
mendations with the purpose in view of being
of aid to the retail dealer and to the industry.

While the survey of this committee was con-
fined only to the State of California, the in-
vestigation covers the methods in use by the
most representative dealers,.several hundred in
number.

Profit From Radio Service

The returns from a questionnaire sent to the
dealers developed one important point, namely,
that more than one-half of the retail outlets in
California are now being conducted at a profit.
In fact, 52 per cent of the radio dealers made
a profit on their service department; 10 per cent
broke even, while 9 per cent had no figures
available; only 29 per cent showed a loss. The
committee expressed considerable surprise at
the progress made in the music field, because
half of the music stores answering the question-
naire operate a service department at a profit,
indicating unusual progress in caring for a
mechanical-electrical appliance more or less
strange to a music establishment.

In this connection it is interesting to note
that no department store recorded profits from
the operation of the radio service department;
apparently due to the fact that little effort has
been made to build up a radio service depart-
ment, or to acquire service business.

Evil of Unlimited Free Service

The report of the Service Committee cor-
roborates the conclusions presented to the
trade by The Talking Machine World in its
series of articles by pointing out that the
largest factor contributing to a loss in the serv-
ice department is what is known as unlimited
free service. The committee states:

“It can definitely be stated that profit or loss
in the rendition of service is proportionate to
the amount of free service given and length
of time for which it is extended. The largest
number of dealers are already limiting free serv-
ice to periods varying from thirty to ninety
days, and here it may be said that these are
not the dealers who show a profit on service.
Those showing a loss are retailers giving free
service for a period longer than this. Many
dealers whose service department shows a profit
sell their customers at the expiration of the
free period a six or twelve months’ contract.
This provides for an inspection service once
a month during the life of the contract, the
usual charge price to be $12.00 a year.”

Service Costs Should Be Known

One point brought out by the survey of The
Talking Machine World was the fact that there
i1s a lamentable ignorance in the trade regard-
ing service costs, and the survey undertaken
by the Service Committee of the Pacific Radio
Trade Association found this also to be a more
or less general condition. Among the factors
that contribute to a profitable service depart-
ment, says the committee, may be mentioned
that of a nominal service charge, which in most
cases seems to be one dollar. The committee
believes that a minimum charge of one dollar
could not be termed unreasonable, and at the

same time it is low enough to be attractive to
the set owner. The better class of service de-
partments are making a charge of $1.75 an hour
for service; materials, if supplied, are charged
additional,

Customers residing at some distance from the
dealer’s store pay for transportation and the
time consumed in traveling. The average
charge for the erection of an antenna on a
flat roof is $10.00, which is considered reason-
able, and on a peaked roof the charge gen-

SERVICE CERTIFICATE

Received from
Address
The sum of Dollars (§
which entitles the holder of this Certificate to the follow-
ing:

(A.) A complete inspection of your radio equipment once
every thirty (30) days during the life of this certificate,
this inspection to include:

(1) A thorough test of your “A,” “B” & “C” batteries,

vour tubes, speaker, charger (or eliminating system)

and your radio receiver,

(2) Cleaning tube contacts, battery and switch con-
tacts, and tightening battery connections.

(3) Distilled water in battery, charger, etc., when re-
quired.

(B.) The delivery to vour home and the installation
of any batteries, tubes or other accessories purchased
O Y TP P epepepaps provided such installation
does not require more than thirty (30) minutes or one-
haif hour’s time. i

(C.) The privilege of one additional call per month pro-
vided any trouble should develop between regular inspec-
tion periods, this call to be made between the hours of
9:00 a. m. and 5:00 p. m.

This agreement does not in any way entitle the holder
to any service or labor other than that set forth in
this certificate. Other services or labor will be billed
at our regular stated charges.

Inasmuch as the essence of this contract is Service,
........................ assumes no further obligation or re-
sponsibility than that stipulated above.

Make all checks payable to.......ccvvvevuienennn... This
certificate is void unless signed by an authorized sales-
man of this Company.

By ittt Salesman
Good for a period of............. months from date hereof.
QUESTIONNAIRE

Owner’s Name
Home Address
Bus. Address
Home Phone ..........c..co.....

Make of Receiver........ocooeieiiiiinnnnn, SEY=5 00000000 00000
Make of Loud Speaker...............c..... Type.oeeivnennnn.
Number of Tubes

Charger .....
References
Remarks

Service Certificate for..

Date

Radio Service Certificate Suggested
erally is based upon time and material. In
suminarizing this work it is recomnmended by
the committee:

(a) That radio service be sold with the set,
and when the price is named that the buver
be given a definite statement, “\We will service
vour set without charge and instruct vou in its
operation for a period of so many days, after
which time we will make a small charge for
our services if they are required.”

(b) That service contracts good for six
months, or one year, providing for a monthly
inspection service, be adopted.

(¢) That service mien be selected with sales
ability m view and trained.

(d) That a simple but adequate cost record
be kept of the service department.

(e) The committee emphasizes the desirability
of handling reliable merchandise. The sale of
a poor accessory, followed by a service call,
means an unprofitable sale. ‘The sale of an un-
reliable receiver, followed by numerous service
calls, means a loss of profit.
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Eveready Layerbilt

‘“B’’ Battery No.

486, the Heavy-

Duty battery that

should be specified

for all loud-speaker
sets.

The Layerbilt pat-
ented construction
revealed. Each layer
is an electrical cell,
wmaking  automatic
contact with its
neighbors, and fll-

ing all available

space inside the bat-
tery case.

gl

'

Here is hattery power at its best

LIKE every other good battery,
the Eveready- Layerbilt pro-
vides only pure DC (Direct
Current), steady, noiseless, the
only current that can give the
best results of which a set is
capable. Radio is better with
Battery Power, always, for bat-
teries alone produce pure DC,
and are entirely reliable, con-
venient, available anywhere,
always ready to work. For best
results and satisfaction, sell
batteries, and for best economy,
sell customers the Eveready
Layerbilt “B” Battery No. 486.

For years everybody has
known Eveready Radio Bat-
teries as ‘“‘the kind that last

longer”—and now the public
is finding that the Eveready
Layerbilt “B” Battery No. 486
is the one that lasts longest of
all. So long does it last in pro-
portion to its price that hun-
dreds of thousands of people
have found it to be the most
economical battery they ever
used. It is not only that, but on
the basis of exceedingly careful
scientific tests it is by far the
most economical, dependable
and satisfactory source of “B”
power on the market today.
These tests, unerringly reveal-
ing what each type of “B”
power will do, have proved the
superiority of the Layerbilt,

and have shown why more and
more people are using it.
Because of the superior ser-
vice the Eveready Layerbilt
gives, it 1s the preferred battery
of all dealers who believe that
customer satisfaction is essen-
tial to the retail merchant’s
growth in sales and in profits.
Order from your jobber.
NATIONAL CARBON CO., Inc.

New York San Francisco
Atlanta Chicago Kansas City
Unit of Union Carbide and Carbon Corporation

Tuesday night is Eveready Hour Night—
8 P. M., Eastern Standard Time

wear-New York waN-Chicago
wJAR—Providence woc-Davenport
WEEI-Boston ERD { Minneapolis
Y\ St. Panl
wrI-Philadelph.a ksD--St. Louis
wer-Bufalo wrc—Waskington
WCAE~-Psttsburgh way-Schenectady
wsAI-Cincinnati wHas—Louisville
wraM-Cleveland wsB—Atlanta
wwJ-Detroit wevi—Nashville

wxic—Memphis

29
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Phonographs . . . Model D
Radio Receiving Sets . . .
Highboys...and Speakers

Barker Yholesale Company,
Barker Bulldlng,
Los Angeles, Callf.

J. H. Burke C.ompany,
221 Columbus Avenue,
Boston, Mass.

Doerr, Andrews & Doerr,
Mlnneapolls, Minn.

Gibson-Snow Co., Inc.,
Syracuse, N. Y.

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

Hassler Texas Co.,
2216 Commerce Street,
Dallas, Texas.

Kohler Dlstrlbuting Co.,
83 Mlnna Street,
San Francisco, Cal.

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

Musical Products Distributing Co,
22 TWest 19th Street, New York, N. Y.
Brooklyn & Long Island Distributors.

Pennsylvania Phono. Dist. Co.,
1015 Chestnut Street,
Phlladelphla, Pa.

917 Wabash Bulldlng,
Pittsburgh, Pa.
1747 Chester Avenue,
Cleveland, Ohlo.

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

Rellance Battery Products Co.,
2211 So. Elghth Street,
Council Bluffs, Iowa.

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

C. D. 8mith Drug OQo.,
St. Joseph, Mo.

Sterilng Roll and Record OQo.,
137 W. ¥ourth Street, Clncinnatl, O.

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

The Tauy 8ales Company,
231 N. Wells Street,
Chicago, Iil.

Yuahr-Lange, Inc.,
Mllwaukee, Wis.
442 E. Lafayette Avenue,
Detroit, Mich.

Semi-Annual Sales Meeting
Held at Atwater Kent Plant
Sixty Sales Representatives From All Parts of

the United States and Canada Hear Inter-
esting Addresses at Week’s Session

Sixty Atwater . Kent sales representatives,
covering all parts of the United States and
Canada. began a week’s session on April 19,
at-the Atwater Kent factory at Germantown,
Philadelphia. The occasion was the semi-
annual sales‘ meeting.

All the sessions were presided over by V. W,
Collamore, with the exception of an evening
session following the first day’s meeting which
was confined to sales executives and district
managers, The latter meeting was conducted
by R. E. Smiley, assistant sales manager, and
the subjects discussed related to field work.

During the week members .of the staff of
Barton, Durstine & Osborn, who handle the At-
water Kent advertising, outlined their plans,
and there was a talk by D. M. Bauer, advertis-
ing manager of the company. E. H. Kester,
in charge of sales statistics, gave a talk illus-
trated by charts at .the Friday session, and
among the sales executives who spoke were
John F. McCoy and P. A, Ware, merchandising
manager.

William Brand & Co. Take
Over Larger Headquarters

William Brand & Co., importers and dis-
tributors-of mica diaphragms and other products
for the talking machine and radio industry, who
for a number of years have been located at 27
East Twenty-second street, New York City,
have just moved into new and larger quarters
at 268 Fourth avenue. The Brand Co. is headed
by William Brand and William Naumburg, Jr.,
both of whom have long been connected with
the’ talking machine industry and were pioneers
in radio. They are considered specialists in
cverything pertaining to mica.

Southwestern Victor Dis-
tributing Co. Organized

Darras, Tex., May S5—A necw concern, the

Southwestern Victor Distributing Co., recently
opened offices and warerooms at 912 Commerce
street, the Wholesale Merchants’ Building, and
will distribute all the products of the Victor
Talking Machine Co. The officers of the com-
pany are R. S. Cron, president; H. G. Storm,
treasurer, and F. A. Bain, sales manager and
secretary.

Instalment Losses Small

Department stores that co-operated with the
Fairchild Publications in a nation-wide survey
of instalment sclling reported that the average
man or woman who buys on the instalment
plan is almost as good a credit risk as.the
person who nses a monthly charge account.
J.osses incurred by the average department
store from instalment business are only shightly
greater than those on regular charge account,
the survey revcaled.

It was also disclosed that for 85 per cent of
the reporting stores the percentage of instal-
nment business done was not greater than IS per
cent, and that for alinost half of these, or 41
per cent of the stores, the amount of instalment
trade was less than 5 per cent.

Opens Music Store

A ncw music store, the Dickson Book &
Musie Store, has been opened by NMr, and Mrs.
J. Moore Dickson, Clarksville, Tenn. The con-
cern is handling talking machines, records and
other products.

Kimball H. Stark Is New
Crosley Advertising Mgr.
New Crosley Radio Corp. Executive Has Had

~ Wide and Varied Experience in Radio Indus-
try—Well Fitted for Important Position

Cixcrxnari, O, Alay 7—Powel Crosley, Ir.,
president of the-Crosley Radio Corp., recently
announced the appointinent of Kimball H. Stark
as advertising manager of the company. Mr.

Kimball H. Stark

Stark has had a wide and varied experience in
the radio industry extending over a period of
ten years.

From March, 1917, until July, 1918, he was
with the De Forest Radio Tel. & Tel Co., in
the factory and laboratory, working on the
manufacture of receiving and transmitting tubes.
Following this, he was connected with the
Sperry Gyroscope Co., employed in radio engi-
neering and test work in connection with navy
war-time receiving equipment, and thence went
with the Wireless Improvement Co., as a radio
test engineer.

In 1920 Mr. Stark returned to the Sperry
Gyroscope Co. as a radio engineer in charge
of special navy-compass equipment, and a year
later was identified with F. A. D. Andrea, Inc,
as chief engineer, also managing the advertising
and sales departments, Following this connec-
tion, Mr. Stark had charge of purchase, inven-
tory and production control, including the
organization of statistical methods of the
Charles Freshman Co., New York.

R. C. Ackerman, Fada Export
Manager, on Trip Abroad

R. C. Ackerman, export manager for F. A. D.
Andrea, Inc., New York, is now on a foreign
trip to capturec new markets for Fada radio.
Among the centers of trade which are being
visited by Mr. Ackerman are Hawaii, Japan,
Philippine Islands, Australia, Ncw Zcaland,
Dutch East Indies and Straits Settlements. It
is cxpected that the trip will take about cight
months. ¢

Miss Marguerite Jay Engageci

The engagement of Miss Marguerite Mont-
gomery Jay, daughter of Mr. and Mrs. John
Clarkson Jay, to the Rev. Williammn Dudley
Fonlke Hughes was announced recently.  Mr.
Jay is a director of the Victor Talking Machine
Co. and a partner of the banking house of J.
and W, Seligman & Co. Miss Jay is a graduate
of the Brearly School and has been studying
at Bryn Mawr. The Rev. Mr. Hughes is a
graduate of Princecton University and of Hart-
ford College, Oxford, England. He is con-
nected with the Catliedral of St. John the Di-
vine and is headmaster of the Cathedral Choir
School.
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AGAIN demonstrating the acknowl- g
edged leadership of Symphonicin 4
the reproducer field we present to the
trade the reproducer de luxe,a precision
instrument of finest design and work-
manship,—the Low-Loss Symphonic. §
\
-%

As its name implies, this reproducer,
by virtue of its refinements, transmits
through the tone-arm every vibration
recorded on the record-groove, every
last tone or overtone with little or no
loss in transmission. Your customers
can buy nothing finer. Exquisitely
made, it is encased in a handsome
bronze finished housing with a nickel-
or gold-plated centerpiece. It is en-
closed in a handsome purple silk-lined
box with a beautifully embossed cover
and is identified by a gold stamped
purple ribbon across the face of the
reproducer.

RO PO ORI R IR T PR P

=,

- R TN .

The price is
$10.00

Gold-plated $12.00

Other Fast-Sellin g
Symplyanic ‘Reproducers

Symphonic . . .$%8.00
Gold-plated $10.00

This is the $8.00 number that has
been so popular with phono-
graph dealers everywhere., A
wonderful reproducer whose per- 2
formance is so unusual that it
sells immediately on demon-
stration.

f‘.

ST ST RQ AP
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. . $5.00
Gold-plated $7.00

R

A remarkable reproducer at a re-
markable price. Beautifully fin-
ished in polished nickel or gold
plate. A great seller,

Symphonic Phonograph
Loudspeaker Attachment

The greatest phonograph loud-
e speaker attachment you ever
=====o) ' heard. Not a toy but a genuine

P e B loudspeaker unit.

- Price $5.50

Gives a striking demonstration

(AU prices slightly higher west
o of the Rockies)

| SYMPHONIC SALES
[ CORPORATION

) Dept. W.
/ 370 Seventh Avenue
S NEW YORK U. S. A
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Sell Radio Reception
ww s 18 Policy of Wiley B. Allen Co.

HE Wiley B. Allen Co., with branches

I all over the West, has made a success of

radio from the start. When it was first
talked about the executives of the company
realized that here was a new form of musical
entertainment which was going to seriously
affect the business unless they grasped the
nettle firmly and made it their ally instead of
competitor. Accordingly they studied radio in
all its phases, and then took on a single make of
radio, and advertised this new recreation very
extensively.

The radio section of this store was added as
an adjunct to the talking machine department.
Announcements were sent to all the regular cus-
tomers of the store and due publicity was given
in the daily papers. Success followed—and
the business has gradually grown until it now
stands on a fifty-fifty basis with the phonograph
business. The policy of the store of handling
quality goods only was carried out in its new
line. Only one make of set was sold, although
a variety of models under this make offered op-
portunity for meeting all types of customers.
No attempt was made to handle parts.

Salesmen Study Their Products

The sale of radio is handled entirely by the
regular salesnmien of the store. A radio special-
ist was added to the mechanical department to
install sets in the customers’ homes and for
handling repairs, and he gave instructions to the
talking machine salesmen on the principles of
radio. All the men in this department under-
took a thorough course of study which made
them familiar with radio in general and with
the line handled in particular. In addition, they
were already trained in the field of music and
were able to meet the customer with an under-
standing of his interests.

The patron who goes to a music store usually
does so from some musical interest and radio is
best sold to him as a musical instrument,
capable of bringing to him a constantly chang-
ing program of high quality. As a rule he is
not interested in the mechanical side of the
instrument, and the salesman who talked coils
and tubes would generally fail to make a sale.

No Outside Demonstrations

All sales are made in the store, no outside
demonstrations being given. One of the special
booths in each store has been wired for aerial
and ground connections and fitted up in an at-
tractive and dignified manner as a drawing-room.
Here the sets are displayed as they would ap-
pear in the patron’s home. The demonstration
is given a dignity which would be entirely lack-
ing were a counter demonstration attempted.

It is a well-known fact that the quality of the
program actually appears higher in quiet sur-
roundings than it would were the same instru-
ment to be operated amid coils of wire and
cluttered store conditions—a fact of consider-
able importance in convincing music patrons of
the desirability of radio. All talking machine
demonstration booths in the Allen stores are also
wired for radio, so that a number of demonstra-
tions can be handled simultaneously in different
rooms.
Adopts New Radio Service Policy

Overhead on the sale of radio has been rather
high on account of the necessity of following
up the set after it has been installed in the
home. The Wiley B. Allen Co.,, however,
along with many other dealers, is adopting a
sales policy which will do away with many of
thie troublesome features of servicing and will
materially reduce overhead. A complete dem-
onstration of the instrument will be made in the
store. After the machine is delivered an ex-
pert will see that it is properly installed and will
give the purchaser thorough instruction in its
operation. He will see that the set is mechani-
cally perfect when delivered. After this, the
company will not be responsible for the cus-
tomers’ difficulties, most of which arise purely
from a failure on the part of the new operator
to understand the conditions with which he is
dealing. Hitherto a telephone call would re-
sult in an immediate visit from a “trouble man”
to locate the defect. Now he will be asked to
come to the store headquarters and explain his
difficulty.

Overselling Is Dangerous

The secret of success in radio sales, according
to the secretary of the San Francisco office, is
not to oversell the instrument. The patron
should understand the conditions and the limits
of the radio game very clearly. He should be
sold on local stations and not be disappointed
if he cannot get Canada or Cuba every night.
He should know that it is not always possible
to hear with equal clarity. He should appreci-
ate also that there may be peculiarities in the
location of his residence which militate for or
against the best receiving conditions—and that
even experts are sometimes at a loss to explain
what these are. If the salesman will be per-
fectly honest with him there will be little fear
of the return of the instrument caused by mis-
understanding of its limitations.

Cash sales are made whenever possible, but in
accordance with the policy of the store in other
departments, time payments are allowed. At
least one-third of the price is required as initial

payment, and payment must be completed within
six months,
Profits From Sales of Portable Radios

The method of the G. F. Johnson Piano Co.,
Portland, Ore,, in interesting people in portable
radio is an ingenious one. At the beginning
of the vacation season they install a window dis-
play of portable radios. At an hour when the
streets are most crowded a man with a small
black case tucked under his arm may be seen
looking interestedly at this radio display. One
interested spectator soon gathers a crowd about
the window—as a crowd soon gathers momen-
tum when a few people stop. As soon as a
number have collected the man slips to the en-
trance of the store and places his box on a
stand. Immediately music issues from it, and
the crowd sees that it is a radio instrument. It
is seen to be small and compact, and easily
transported. Bystanders who appear interest-
ed give the salesmen follow-up data, such as
names and addresses. The man in charge of
the set tells them of the special payment plan,
which allows them to purchase the $190 radio
on the ten-payment plan. Fully half of the
radio sales of this company are portable sets.

Amplion Executives Hold
Conference in London

S. B. Trainer, A. M. Harris and Lloyd Spencer
of Amplion Corp. of America Attend Con-
ference at Offices of Graham-Amplion, Ltd.

S. B. Trainer, president of the Amplion Corp.
of America, and A. M. Harris, chief consulting
engineer, who sailed for England recently, are
attending an important conference of Amplion
executives at the headquarters of Graham-
Amplion, Ltd., London. Lloyd Spencer, general
sales manager, who sailed for Europe at an
earlier date, joined Mr. Trainer and Mr. Harris
at the London conference. It is understood
that matters of major importance will be de-
cided at the meeting.

V. L. Rich, advertising manager, is in charge
of Amplion interests in the absence of the
other executives.

Opens Victrola Department

ScrantoN, Pa, May 5—The Stieff Piano Co.
recently opened a talking machine department
in its store at 513 Lackawanna avenue, featuring
the Victor line. Edgar W. Kraus has been
appointed manager.
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/ The Spring and Summer radio accessory season is on the
Set owners all over the country will buy loud speaker
extension cords to move the loud speaker to the porch—

%4 sun-parlor—or lawn. Be sure your stock is adequate.
BIRNBACH EXTENSION CORDS

No. UNITS List Price Radio Battery Cables made. in 5, 6,

- C lete. . $1.00 each 7, 8, 9 and 10 conductors, in stand- .
120- 20 Foot Complete. . $1. rd and sontinnons Tensthe of 100.
121- 30Foot Complete.. 1.40each ¢ o i, Replacement Joud speaker
122. 40 Foot Complete.. 1.80 each aid headiaet: cordly baitery| conttos
123- 50 Foot Complete. . 2.20 each  tors suitable for dry cells, “B” and
124-100 Foot Complete. . 4.20 each  *C” batteries. Assorted lengths.

Let us send our catalog

' BIRNBACH RADIO CO.

254 WEST 31st STREET

BIRNBACH PRODUCTS:

NEW YORK CITY
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Thes Finest. Radio Speaker

A REMARKABLE LOUDSPEAKER « A BEAUIFU

T

L

A Dual~Purpose Speaker

HERE is the most unusual piece of radio mer-
chandise ever offered the dealer.

A loudspeaker that will out-perform, on compara-
uve test, any speaker in its price class. The Globe
form is an integral part of its patented design and
permits the full range of reproduction in balanced
harmony—no blurring or roaring of the bass notes,
no rattling of the trebles.

The Globe itselfis a genuineaccurate full-sized libra-
ry Globe mounted on a bronze finished pedestal. It

can be used for reference just as any ordinary Globe.

Think what this means to your customers. Whata
delight to be able to follow travel talks and news
events, right on the loudspeaker, ot for the 1nstruction
of the children who have always wanted a Globe
to refer to. Here is a sales opportunity you have
been looking for—"'something new in radio.”
And the price is little more than the

cost of the Globe alone $5 500
Complete with 20 feet of cord

Symphonic Globe Speakers will be distributed only through exclusive wholesale channels,
We welcome inquiries from good dsstributors.

SYMPHONIC SALES CORPORATION, Department 7, 370 Seventh Avenue, New York

)

gmph@m:

GLOBE
SPEAKER

““Ins the

LIBRARY GLOBE

W/o.rl_d”
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You can forget

When you ship your radios in Atlas Plywood Packing Cases you
know there won’t be any come-backs from the other end in the way
of bothersome claims for damages.

Atlas Plywood Cases offer the surest shipping protection to radios
and phonographs of any packing containers made.
tinuous and satisfactory use by the largest phonograph and radio
manufacturers in the country will attest to that.

Let us figure on your list of sizes.

=l

New York Office
90 West Broadway

PARK SQUARE BUILDING, BOSTON, MASS.

damage claims!

Years of con-

* Chicago Office

A Work Bench to Facilitate Servicing
Radio Receiving Sets by the Retailer

Arrangement of Work Bench Has Much to Do

by the Service Department of F. A. D.

With Efficiency of Servicing—Bench Designed
Andrea, Inc.,, Can Be Used by All Retailers

A dealer’s work-bench for servicing of radio
receivers is made the subject of an interesting
report by the service department of F. A. D.
Andrea, Inc., of New York, manufacturer of
Fada radio.

The accompanying photograph shows one
very good method of arranging the work-bench

battery leads come up through the table and
are connected permanently to the row of bat-
tery clips immediately in front of the man
working on the set on the top shelf.  These
are mounted on a small strip of bakelite and
marked. This is very simple to construct, and
is of tremendous convenience. The battery

Practical Radio Work Bench for Retail Dealers

o simplify work on servicing radio receivers.
he picture an cellent idea of the essen-
tial layout and every tool nceded is right there,
deri head set, hatterics, screwdriver,

v t spua .

The fi Lin urse to remove the
chassis from the ‘ 1d the iltustration shows
one of th hi The table has three

vels, the lowe for the batteries, the

connections arc permaunent and snapping thesc
battery clips to the proper leads from the set
is but a matter of a few seconds. A wood
block with holes borecd in it holds the loops.
While this explanation has special refcrence
to a ccrtain set, dealers everywlhere may follow
the general lines and work out a suitable work-
beneh to fit their own needs. In the photograph
shown herewith the device between the speaker

649 McCormick Building

and the loops on the upper shelf is an oscillator,
in reality a miniature broadcasting station which
permits the dealer to conduct his tests inde-
pendent of any station or at any time.

It is recommended of course that all testing
be done with batteries which are of first-rate
quality and with the proper voltage. Just to
the right of the loops is a voltmeter perma-
uently mounted in a bakelite strip. The tube
rack is very easily constructed and will be
found a great convenience., All testing should
be done with tubes of known quality and it is
often preferable to use the tube dampers
which tend to prevent any microphonic action
or mechanical regeneration. At the point where
the soldering_iron is connected there is anether
convenience outlet. This connection is usefuil
for particularly dark days or seeing into dark
corners by simply attaching a 23-watt bulb on
a flexible cord. The drawer, while not an essen-
tial, is always useful. =

Mr. and Mrs. E. W. Poling
Injured in Auto Accident

ToLevo, O, May 35—Earle \W. Poling, well-
known music dealer of Akron, O. and Mrs.
Poling were painfully injured last month when
driving from their home to visit the Sparks-
Withington Co., Jackson, Mich., manufacturer
of Sparton radio sets. The car in which Mr.
and Mrs. Poling were riding collided with a
motor bus filled with children on a holiday trip.
Mr. and Mrs. Poling, although requiring treat-
ment at a hospital, were not seriously hurt.

New RCA “Movie” Slides

A revised set of motion picture theatre slides
may now be obtained by RCA authorized
dealers by writing for them to the nearest dis-
trict office. They are furnished free of charge
unimprinted, but the dealer’s name and address
will be imprinted at a cost of 10 cents per slide.
The complete set consists of fifteen slides,

J. H. Tregoe Resigns

J. H. Tregoe, who has brven actively identi-
fied with the National Association of Credit
Men sincc 1896, will retire from his position as
cxecutive manager on July 1. Mr, Tregoe has
made no plans beyond a trip to Europe this
Summer and he will make his permanent home
in California. No successor has as yet been ap-
pointed.

Sold Seven Automatics

During the week of the introduction of the
Automatic Orthophonic Victrola the Malarkey
Piana Co., of Pottsville, Ma., sold seven of the
new instrunrents,
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Acoustical
Amplification

—that’s the secret of the full,
mellow tones that are pro-
duced by the Melofonic LB
Speaker. It’s built to with-
stand the powerful high,
varying voltages being de-
manded now by leading set
manufacturers. And in ad-
dition to all this it is a beau-
tiful piece of furniture that
will harmonize with most any
color scheme.

Necessary !

DISTRIBUTORS

We are now negotiating for
exclusive territories in all
sections of the country. Write
us at once for our Distribu-
tors’ proposition.

MODEL LB

%65

RETAIL PRICE
Slightly Higher in the West

DEALERS:

Ask your distributor for
Melofonic Speakers. If he
cannot supply you write us
for name of distributor serv-
Ing your territory.

MODEL M

$7 850

RETAIL PRICE
Slightly Higher in the W est

First in Tone

and

- Appearance

—and you will say so too
as soon as you have seen
and heard the Melofonic M
Speaker. High or low notes
are reproduced equally as
well and with absolute fi-
delity. Melofonic Speakers
will improve the perform-
ance of any good receiver
and positively assists in
creating satisfied custom-
ers. Request samples to-
day and perform the “Best
by Comparative Test” in
your own store.
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PAL De Luxe $30—1List

Designed on the new improved sound reproduction principles—
with a forty-inch sound chamber. Equipped with the MICRO-
PHONIC tone-arm and reproducer, and the Thorens double spring
motor. Covered in richly designed, genuine DuPont Fabrikoid with
an embossed border finished in antique gold. Embossed album
border also finished in antique gold. Weight, 17 lbs. Size. 151
inches long. 12 inches wide and 734 inches high. Supplied in black,
blue. brown and red finishes.

The Standard PAL—$25 List

From the rich DuPont Fabrikoid coverings to the rugged Thorens
double-spring motor, every feature and every detail in PAL makes
everlasting inner and outer quality.

Equipped with the Therens double-spring motor (plays three records
with one full winding) and a specially designed metal shielded re-
producer. Weight 16 1bs.; 1514 inches long, 12 inches wide and 73/
inches high. Covered in genuine DuPont Fabrikoid and supplied
in black, blue. brown and red finishes.

PAL Junior—$15 List

It is one of the biggest selling portable phonographs in the industry
today, because it is the ideal machine for those people who cannot
spend more than S15 for a portable phonegraph. Equipped with a
heavy single-spring guaranteed motor, and a new improved tone-
arm and metal shielded reproducer. Weight, 1134 lbs. Size 1315
inches long, 1215 inches wide and 7 inches high. Covered with
genuine DuPont Fabrikoid, and supplied in black. brewn, blue. red
and green finishes.

PAL Kompact—$10 List

The smallest real phonograph made. Plays stand-
ard ten-inch records. Comes ready to play with
nothing to attach or remove. Its volume is equal
to that of many of the large size portables.
A remarkable sales item with irresistible
appeal for those who like a novel type real
phonograph. Weight 415 1lbs. Size. 5
inches long, 6 inches wide and 715 inches

high. Supplied in black only.

All prices slightly higher in
Far West and Canada

IMPORTANT !

During the past several months a great number of our
distributors and dealers thronghout the country have re-
quested that in view of the prominence of the “PAL”
trade-nrark, we change the names of all our portable pho-
nographs to conform with the “PAL” family name. We
therefore announce that, effective immediately, we shall
distribute all of our nrodels under the “PAL” famnily name
as follows: Pal DeLuxe (new model)—Pal (standard Pab
—Pal Jr. (formerly Regal)—Pal Kompact (formerly Kom-
pact).

Display and Demonstrate this remarkable line—It awill sell itself !
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It is today nationally recognized that the
“PAL” family is absolutely supreme in the
portable phonograph field—a leadership
which has been built up by years of unchal-
lenged superiority in quality, performance,
and above all in value!

Constantly improved —with features which
are found in no other portable phonographs,
—the “PAL” family is now, more than ever,
unequalled in quality and beauty—un-
matched in value. That is why it constitutes
the most important portable phonograph
group in the industry today.

Four models and fourteen finishes! $10 to
$30 retail! For quick action and prompt
service, write or wire us for the name of your
nearest distributor.

PLAZA MUSIC COMPANY
10 West 20t St, Vew Yo7k



The Symbol of Unswerving

UNIFORMITY
—In Radio

Apex Maintains a 15-Year Record

Fifteen years ago Apex was established. Every year, except 1920 (no explanation neces-
sary), has shown a profit—an unfailing index of the firm’s sound stand on the quality
of its products and its attitude toward Apex Jobbers and their Dealers. Uniformity in
earning capacity is a barometer of Apex standing with its customers and the radio in-
dustry as a whole.

Uniformity—

—in sales policy has been one of the most important factors in A4pex advancement. Rec-
ords show that 91 per cent of all business relationships established during our radio life
are active today. Apex never deviates from the policy of selling through the legitimate
trade channels of Jobber to Dealer.

Uniformity—

—in production is an outstanding Apex characteristic. Out of all the Apex radio sets
built in 1926, less than 1/3 of 1 per cent were returned, and the majority of these were
mechanically faultless. When an Apex is sold it stays sold.

* *
Uniformity—
—in personnel has tremendous bearing on the progress of an institution. The same men

who headed Apex in the beginning are its active responsible heads today. The pol-
icies and ideals on which they built the foundations are uniformly maintained.

* *
Uniformity—
in Apex Advertising and sales promotion work is another secret of the maintenance of
Jobber and Dealer good-will. Every advertising promise A4 pex ever made has been car-

ried out to the letter. During 1927 Apex is advertising to the public in every impor-
tant jobbing zone in the United States. Ask Apex for details.

See our complete NEW line at the R. M. A. Trade
Show, June 13-18, Booth No. 94, Stevens Hotel, Chicago

APEX ELECTRIC MANUFACTURING CO.

(Radio Diwvision)
/&2 1410 West 59th Street Chicago, U.S. A. /2
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Last-Minute News of the Trade

K. E. Reed Sales Manager
of Federal Radio Corp.

Popular Executive Has Had Seventeen Years’
Exopzrience in the Music and Radio Field—
Advancement Has Been Exceedingly Rapid

Bueraro, N. Y., May 7—The Federal Radio
Corp., manufacturer of Ortho-sonic receivers,
announces the appointment of Kenneth E. Reed

as sales manager. The selection of Mr. Reed

Kenneth E. Reed

for this important post marks one of the most
rapid advances in a company which has been
noteworthy for speedy progress since its mar-
keting reorganization in 1925 under the leader-
ship of L. E. Noble. Mr. Reed joined the Fed-
eral sales organization in August, 1926, as ter-
ritorial representative for metropolitan New
York.

His business career began in the talking ma-
chine field seventeen vears ago, when he went
with M. Steinert & Sons Co., of Boston, New
England Victor distributor, as stock boy. Some
time thereafter he took charge of the retail de-
partment at Steinert Hall, Boston. Later he
was appointed manager of the wholesale record
department, and during the early part of 1917
assumed the duties of manager in the general
wholesale department, where he remained for
eight vears. Mr. Reed’'s counection with the
Steinert Co. ended two years ago, when he re-
signed, to become New Enland representative
for I'athex. Upon his appointment last August
as Federal territorial representative for New
York, he took over the supervision of Federal's
sales and advertising campaign in the metropol-
itan area. In December he was made special
representative to Federal wholesalers, and held
that position until his recent appointment as
sales manager.

Congratulations apparently are very much in
order from Mr. Reed’s host of friends. He is
personally known to practically every talking
machine distributor and dealer in New England
and New York, and to all wholesalers of Federal
Ortho-sonic radio throughout the country. The
opinion that Mr. Reed will make a splendid suc-
cess of his new position seems to be unanimous.

RCA Dividend

At the meeting of the Board of Directors of
the Radio Corp. of America, held on Friday,
May 6, 1927 a dividend of 134 per cent for the
second quarter of the year 1927 was declared on
the outstanding “A” Preferred stock of the com-
pany. The dividend is payable July 1, 1927, to
stockholders of record June 1, 1927.

Spring Season of Edison
Tone-Tests Is Completed

LEdison Artists Give Over 500 Concerts During
Season in Various Parts of the Country—
New Edition of “What the Critics Say”

There has just been brought to a close the
annual Spring season of Edison tone tests in
the course of which a selected group of artisis
gave some 500 tone-test concerts in various
sections of the country. The success of this
method of providing direct comparison hetween
the Edison records and the voices and instru-
ments that are recorded has proved a most ef-
fective means of publicity and sales building,
and the plan is now in its twelfth year.

As a result of these tone-tests there has been
an increased demand for the booklet: “What
the Critics Sav,” containing the opinions of
noted musical authorities regarding the faith-
fulness of Edison reproductions, and a new and
revised edition of this booklet is now on the
press. An i1nnovation introduced this season
in connection with tone tests has been the sup-
plying of the audience members with cards upon
which they may indite various questions and
forward them to the local dealers. These cards
are proving effective in building up prospect
lists.

Sophie Tucker to Record
Exclusively for Okeh
Popular Star of Musical Comedy and Vaude-

ville Stage Makes First Okeh Records—Now
on Tour of Country With “Gay Paree”

Sophie Tucker, one of the most popular and
successful musical comedy and vaudeville stars,
signed a contract recently with the Okeh PPho-
nograph Corp, New York, whereby she will
record exclusively for the Okeh librarv. This
announcement will bz welcome news to Okeh
jobbers and dealers, for Sophie Tucker’s record-
ing of popular hits has won enthusiastic ap-
proval throughout the country and there is a
brisk demand for them.

Miss Tucker recently started on a country-
wide tour with “Gay Paree” and it is expected

Sophie Tucker

that Okeh dealers along the route of this musi-
cal revue will secure valuable publicity through
Miss Tucker’s Okeh contract. Her first Okeh
recording is accompanied by “Miff Mole's Mo-
lers” with Ted Shapiro at the piano, one of the
popular jazz orchestras of the present day. The
initial selections recorded by Miss Tucker under
her exclusive Okeh contract are “Fifty Million
Frenchmen Can't Be Wrong” and “One Sieet
Letter From You.”

Otto N. Frankfort 1s Made
Mohawk Vice-President

Popular Executive Is Appointed Vice-president
in Charge of Sales—Mr. Frankfort Recently
Completed Extensive Trade Trip

Upon his recent return from a seven weeks’
trip throughout the West and the PPacific Coast,
upon which he traveled over 10,000 miles, Otto
N. Frankfort, sales manager of the Mohawk

Otto N. Frankfort

Corp. of Illinois, was pleasantly surprised to find
new private offices awaiting him with thr let-
tering upon the door reading “Otto N. Frank-
fort, vice-president in charge of sales.”

Mr. Frankfort, who numbers among
friends radio distributors throughout the coun-
iry, presided at the recent verv successful Mo-
hawk convention in Chicago, and during the
course of the meeting recetved the hearty con-
cratulations of the jobbers upon his appoint-
ment as vice-president. His new title is a well-
deserved tributc to Mr. Frankfort's indefatiga-
ble activities in behalf of Mohawlk products, and
in addition to the felicitations received from
Mohawk jobbers, many wires of congratulations
were sent by radio executives. Gustave IFrankel,
president of the Mohawk Corp. of Illinois, and
Louis Frankel, treasurer of the company, are
working in close co-operation with Mohawk
jobbers and dealers, assisted materially by Mr.
Frankfort’s many vears of terchandising and
«ales experience.

h.s

Douglas De Mare’s New Post

As a reward for his effort in helping to place
the Mohawk Corp. of Illinois in prominent
position in the radio industry, Douglas De Mare
recently received a well-earned promotion, and
he 1s now vice-president in charge of engineer-
ing and purchasing. Mr. De Mare has been con-
nected with the Mohawk Corp. of Illinois for
five vears.

Recording for Columbia

One of the latest additions to the artists who
are recording exclusively for the Columbia
Phonograph Co. catalog is Cass Hagan and His
Hotel Manger Orchestra. Th's orchestra, v-hich
plays i the Moorish gritl a this hotel, has in
a compatatively short time won = considerable
following among New Yorkers.
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An Event of Significance to Radio

HE outstanding events of next month will be the annual conven-

tion of the Radio Manutacturers’ Association and the Federated
Radio Trade Association, together with the First Annual Radio
Trade Show, held at the Hotel Stevens, Chicago, from June 13
to 17, The selection of the dates for the meeting and for the
show 1s particularly significant, for earnest consideration is to be
given to the question of making radio a yvear-round rather than a
seasonal business, and the suggestions presented, together with the
decisions arrived at, can be put into effect in time to have a dis-
tinct bearing upon radio business during the Summer and Fall.

The public is not in any sense entirely to blame for any lack of
interest in radio during the Spring, Summer and, it may be said, the
early Fall months, for the trade itself has not been any too keen in
the promotion of campaigns to keep radio alive right through the
year. Then, again, the broadcasters have in the past been inclined to
let down somewhat in their programs with the coming of Spring,
and by that means have in a measure encouraged the public to let
its mterest lag for at least a certain period of the year. Then, too,
the dealers, having enthused over the new lines as introduced in the
late Summer or early Fall, have concentrated their selling efforts
to carry them through the holiday season and then have all too fre-
quently heen inclined to mark time until the next batch of annual
new modcls were ready for inspection.

This vear it is, or should be, different.  \With the Show at the
outset of the Summer there will be afforded to the retailer and the
public an opportunity for studying the improvements and making
decisions regarding what is most desirable and what is not, at least
two months in advance of the date at which the same opportunity
was presented the previous year. In other words, deliveries of new
models can now be made actually before the date that they were
first displayed in years gone by. This in itself has a significance
that should not be underestimated.

Coupling the conventions with the Show, as it were, serves a
most usceful purpose, for the members of the trade cannot alone
witness at first hand what progress has been made in radio reception

i

media, but can discuss with their fellows those matters of paramount
importance affecting the industry from every angle. First among
these matters comes the question of stabilizing the industry to a
point where it is a vear-round proposition and not confined to a
few months of the year, as though it had to do with straw hats or
fur coats. That the industry itself is cognizant of the situation and
is showing willingness to meet it augurs well for the future.

Peaks and valleys in business cramp the merchant’s plans, for
he 1s forced to worry either over a high inventory or a shortage of
stock. It is the product that moves steadily from his shelves month
in and month out, rising and falling, of course, to a degree from
one season to another, that makes for frequent turnover and profit-
able business. It is to be hoped that at the Chicago meetings some
solution to the several problems will be arrived at which will
ameliorate the present situation, if not entirely overcoming it.

For those who recognize the close affiliation between radio and
the other divisions of the trade interest is found in the fact that dur-
ing the week preceding the radio conventions and the radio show in
Chicago there will be held in that city, also at the Hotel Stevens,
the annual conventions of the National Music Industries, where
there are scheduled for discussion a number of matters concerning
trade-ins, the adoption of the carrying charge, and other similar
questions that are as pertinent to the man who sells radio alone as
the one who sells pianos.

Increase Profits by Higher Unit Values of Sales

ALTHOUGH the surface has barely been skimmed in the market

for new types of talking machines and phonographs, there are
already to be found those who insist upon making their appeal to
the masses by featuring the lowest-priced models together with long
terms of payment. It is a situation that has been brought about by
dealers themselves in some localities, in an apparent desire to cut
down sales resistance and take the easiest way in building volume.

Quality, and not cheapness, should be the logical argument in
selling these worthy new instruments, for there are in every com-
munity hundreds, and in some cases thousands, of prospects for in-
struments that run into hundreds of dollars. It is quite as possible
to sell these people higher-priced machines, and thus build up a big
unit turnover, as it is to let this market take care of itself and devote
efforts to getting after the little fellows.

It is significant that even under existing conditions the average
unit value of sales in the leading types of machines is in the neigh-
borhood of $300, as compared to an average value of $100 for the
old models. This in itself is significant, for it proves that a very
substantial number of the instruments sold must be considerably
over $300 in price if such an average is to be maintained.

Properly handled, the sales of units of $500 or more require no
more selling effort and often not as much as is required to dispose
of an instrument for $100 or less. As the dealer knows his busi-
ness and his trade, the credit risk on the larger unit sale is much
smaller than on the little sale. This is not to say that old and new
prospects who may be expected to confine themselves to purchases
of $100 or less should be neglected, but if the dealer and the sales-
man concentrate on the higher types of prospects they can realize
the additional reward that comes from such business while the small
unit sales will come close to taking care of themselves.

It was noteworthy that in the early days of the talking machine
the great bulk of the sales in the virgin field were of instruments
that in that day represented the cream of the output, with about $230
as the maximum per sale. As this high-class market whs satistied
the trade branched out to take care of the great popular and low-
priced market. It is quite logical to follow this same rule under
present conditions, for in a sense this virgin field has been recreated
and the big unit market is again existent. This is not to sav that
the man with $100 to spend is to be neglected, but it does mean that
if the dealer does go after high-priced business with its high per-
centage of profits, the smaller units business will practically take
care of itself.

It is agreed that the secret of successful retail merchandising is
in maintaining a rapid turnover of stock and capital. Big unit sales
mean a more rapid capital turnover, just as would a few of those
machines unsold have a distinct effect upon the inventory. It
makes considerable difference whether 100 or 500 sales are required
to develop a $50,000 volume. .
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Intelligent Publicity Hel/_a;the Industry

HE interest that has been shown throughout the country in the

New Automatic Orthophonic Victrola represents not only a
tribute to the foresight of the manufacturers in placing that instru-
ment on the market, but an opportunity for all members of the
industry to capitalize on the arousing of fresh public interest in the
talking machine and in talking machine music.

Any widespread publicity such as that which surrounded the in-
troduction of the new musical instrument retlects to the advantage
of every individual member of the industry, for it serves to center
public attention upon the products they have to offer and sales re-
sistance 1s reduced in direct proportion to the extent of this public
interest.

The people of the United States at the present time cannot be
depended upon to devote themselves to any particular product for
any length of time, unless their interest in that product is main-
tained through the medium of publicity of one form or another. It
1s not the fault of the public but rather a credit to the ability of
the manufacturers and distributors and advertising men of the na-
tion who have developed their abilities to a point where they can
sway public interest almost as they will, provided the product
offered has enough intrinsic value and there is sufficient money to
finance the campaign.

When therefore any product of the talking machine industry is
found sufficiently novel and worth while to warrant articles in the
news columns of the daily papers 1t tends also to focus or rather
refocus public attention on all similar products. In short; the Auto-
matic Orthophonic Victrola was accorded the reception it deserved,
but, more than that, it served once more to direct public attention
to the new sound-reproducing instruments and their accompanying
records. Thus the introduction of new instruments serves not alone
to round out an already rather complete line, but proves a rejuve-
nating force in favor of all instruments of the type so far as the
public 1s concerned.

Looking Ahead Is a Matter of Good Business

N an address before the Music Trades Association of Northern
California recently Philip T. Clay, head of the prominent Pacific
Coast music house of Sherman, Clay & Co., advised strongly that
talking machine dealers make a thorough study of the products they
were selling and the industry producing them with a view to plan-
ning in advance for any future developments. He went so far, for
instance, as to outline to a certain extent what he believes the talking
motion picture would mean to the industry, and what the constant
experiments by electrical and telephone engineers might bring forth
in the way of new records.

There are those in the industry who apparently hesitate to peer
into the future in the belief that if the public is led directly or in-
directly to expect something radically new, regardless of how far
ahead it may be, there is created immediately a tendency to hold
oft buying until this new product makes its appearance. This fear
is not at all groundless, for dealers have had experience in trying to
sell a really worth-while product that had been, or was about to be,
superseded by something just a little better.

For the dealer himself to look ahead, however, is a matter of
good business sense. He, oif course, cannot foretell or forestall all
business changes, but he can keep well enough informed regarding
the movements of the industry to be prepared in some measure at
least to take immediate advantage of new developments and to avoid
the difficulty of being caught with a high inventory of low selling
appeal. It might be well for members of the trade to read again
Mr. Clay’s laddress in The Talking Machine World for April
and to study what he has to say. They may not agree with him in
detail, but the soundness of his logic in urging that dealers know
their industry, what is being done in it and what promises for the
future, cannot be gainsaid.

It 1s true that the secrets of the laboratories do not always
reveal themselves to a satisfactory degree, but there are happening
those tangible things too often regarded lightly as experiments that
when properly understood point clearly toward the direction the
trade 1s headed. It is a question not simply of being informed, but
of being prepared.

T he National Music W eek Celebration

ATIONAL MUSIC WEEK has come and gone and, although
official figures are still unavailable, there is every reason to
believe that the occasion was observed officially in many more com-
munities than was the case last year when some 1,400 cities and
towns throughout the country arranged special musical programs
for the week.

The talking machine and radio industries should be particularly
interested m this Music Week observance, for in many respects
they are the ones that profit most directly and substantially from the
interest that is aroused. The general broadcasting of Music Week
programs, some of them particularly elaborate, as was the case ot
the Atwater Kent program on May 1, served to develop direct con-
tact with the great radio audiences of the country. On the other
hand, talking machines and records were utilized by many dealers
and by outside interests in presenting programs and from many
localities come reports of greatly stimulated business as a result.

This spectal Music Week celebration has proved itself well
worth while, but it should not be necessary for the retailer to wait
a full year for another chance to capitalize on public interest in
music. It is quite possible for him through the demonstration of
his products at stated intervals to keep this interest in music
alive and at the same time center it upon the particular tvpe of
music-producing and music-reproducing instruments he sells. The
programs that he may have offered in his store or in a hired audi-
torium as a part of his contribution to Music Week observance can
well be repeated monthly or even weekly under similar conditions
and with results that are likely to be much more certain because of
his direct tie-up and the lack of confusion.

Never before in the history of the country has the public been
s¢ genuinely interested i music or had so many opportunities for
hearing good music as at present, but this musical interest and ap-
preciation is of little value to the dealer unless he does his share to
capitalize it and turn it into his own channels. The surest method
i1s demonstration: comparative demonstration that acquaints the
prospect with the real value of the new music-producing media.

tional distribution.
distribution.

New MAGNAVYOX Policy

The research, engineering and manufacturing facilities of MAG-
NAVOX will be concentrated on SPEAKERS and TUBES for Na-
Receiving sets will be made for Pacific Coast

THE MAGNAVOX COMPANY

General Offices and Factory, Oakland, Cal.
Chicago Sales Office: 1315 So. Michigan Avenue
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Last-Minute News of the Trade

Federal Radic Commission Actively at
Work on Its Program to “Clear the Air”

Important Steps Already Taken to Insure Radio Fans of Better Reception Conditions—Temporary
Licenses Granted—Portable Radio Broadcasting Stations Condemned

During the past month the greatest activity
of the Federal Radio Comunission has been
centered on the issuing of temporary licenses
to broadcasting stations now in operation, and
relieving the situation in congested sections.
The greatest benefit from the work of the Com-
mission has been felt in the East, where stations
which conflicted with Canadian wave lengths
were eliminaied; stations which were conflicting
by broadcasting on practically identical wave
lengths were asked to operate on split time
schedules; the reduction of wave lengths for a
certain number of stations and by the reduc-
tion or increase oi power in the case of those
stations where such change would benefit the
section as a whole. Following the clearing-up
of the situation in the East the Commission has
shifted to the Middle West and similar steps
are being taken in that territory.

Another decision of the Commission and one
that is timelv at the moment is that portable
radio stations must cease their operations.
Formerly, and particularly during the Summer
months, these stations were heard from all lo-
cations and interfered considerably with fixed
stations, adding to the congestion.

\While the work done by the Commission has
cleared up the situation materially, nevertheless

the Comission stresses the point that the pres-
e¢nt status is merely temporary and may be
changed at any time. A recent statement of
Commissioner Caldwell states: “The group and
positions of stations now being contemplated
are temporary only, as a working arrangement
to continue station service pending their reallo-
cation, based on records of service to public.”

An indication of the close check which is to
be kept on stations to see that the rules and
regulations of the Commission are observed is
seen in the order which went into effect on
May 11 This order states that all broadcasting
stations must announce their c¢all letters and the
location once every ffteen minutes. A state-
ment issued by the New York Radio Supervisor
at the time read: *“For the purpose of facilitat-
ing a more accurate check on station frequen-
cies, each station must announce its call letters
and location as frequently as possible, and in
any event not less than once during every ff-
teen minutes of transmission. It is understood,
kowever, that this requirement is waived when
such announcement would interrupt a speech or
musical number.”

The regulation went into effect at 12.01 a. m.
on May 11 and will continue in force until
further notice.

Columbia Phonograph Co.’s Net Profit
for Year Exceeds QQuarter of a Million

Annual Statement for Year Ending February 28, 1927, Shows That Satisfactory Progress Is Being
Made—Consolidated Columbia and General Phonograph Corp. Figures

Just as the May issue of The World went to
press, the annual statement for the Columbia
Phonograph Co., Inc., for the vear ending Feb-
ruary 28, 1927, was issued by the Board of Di-
rectors. This statement, over the signature of
Louis Sterling, chairman of the Board, and H.
C. Cox, president of the company, indicated that
Columbia had made very satisfactory progress
the preceding twelve months, showing a sub-
stantial net profit.  The official statement to
the stockholders was the following:

“The company’s statement, giving the results
f operations for the vear ending February 28,
1927, shows a net profit of $270,000. The state-
ment is a consolidated statement, owing to the
fact that on November 1, 1926, vour company
purchased the phonograph record business of
the General Phonograph Co. This business has

since been incorporated under the name of
Okeh Phonograph Corporation which will con-

tinue to market the well-known brands of
Okeh and Odeon records.
“Your company owns the entire capital

stock of the Okeh Phonograph Corporation.
The net profit of $270,000 for the year, after
charging against expense the cost of reorganiz-
ing Okeh Phonograph Corporation, is a consid-
erable improvement over the past few years.

“The business has made good progress and is
continuing to make good progress. The new
Columbia Viva-tonal instruments and Columbia
New Process records are giving satisfaction and
increasing in popularity with the trade and the
public. According to present indications a con-
tinuation of this favorable condition is antici-
pated.”

A. C. Barg and P_e;cy Colli-

son With Gross-Brennan

Additions to Sales Staff of Stromberg-Carlson
Have Had Wide Experience in Radio Field

342 Madison avenne,
Stromberg-Carlson
in metropolitan territory, Massachu-
e 1sland and Connecticut, announced
this week the addition of two men to their fast-
wing afl \ Darg will cover the

1 125th street, including a part
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art of the State of
1 well known in the
ociated for sev-
Co., the Jewett
1o Col ang red Iv witl H. Grebe

Gross-Drennan, Inc.,
New  York,
ro 1

tte R

representing

1 A 1 tial

1 D

ng |

cral vear he  \eolian

n as

& Co. Mr. Cuilison was formerly sales manager
of the R. T. M. Radio Service.

New England Mills Co.
Made Sleeper Distributor

The Sleeper Radio & Mig. Corp., Long Island
City, has announced the appointment of the
New England Mills Co., Chicago, one of the
largest autometive distribntors in the Middle
West, as a wholesaler of the new Sleeper Scout
and Screnader electric sets in the Chicago zone.
Gordon C. Sleeper, president of the company.
stated that reports already received indicate that
the Sleeper products have met with a splendid
reception among the dealer clientele of the New
lZugland Mills organization. Mr. Sleeper fur-
ther stated that reports from other sections of
the country forecast a very satisfactory business.

Triangle Electric Co. to
Move to Its New Building

Kclster-Brandes Distributor Acquires Five-story
Building on Long Lease—Will Be in New
Quarters for R. M. A. Convention

Caicaco, ItL., May 6—Nathan L. Cohn, head
of the Triangle Electric Co., of this city, dis-
iributor for Kolster radio and Brandes speakers,
announces the acquisition of a new five-story
building at the corner of Adams and Jefferson
streets through a ninety-nine-vear lease, afford-
ing 120,000 square feet of floor space.

The Triangle Co. expects to be in its new
home in time for the Radio Manufacturers As-
sociation Trade Show in June, and a cordial
invitation is being issued to visiting dealers to
attend a housewarming at that time. Mr. Cohn
stated that his firm expected to do more than
a million-dollar business this year, a large part
of which will be in Kolster sets and Brandes
speakers, the lines on which the Triangle organ-
1zation concentrates its efforts.

Thos. A. Edison, Inc.,
Takes Over Detroit Jobbers

Detroit Jobbing Territory Now Combined With
That of Chicago Under the General Super-
vision of A. R. Kennedy, the Chicago Manager

Thomas A. Edison, Inc., last mmonth took over
the Edison phonograph distributing business of
the R. B. Alling Co., operating in Detroit ter-
ritory, and combined that jobbing house with
+he Chicago distributing plant under direct Edi-
son supervision. A. R. Kennedy, in charge of
the Edison jobbing branch in Chicago, will
have supervision of the recently acquired De-
troit territory.

Federal Radio Corp. Adds
Three New Wholesalers

BuFraLo, N. Y., May 10—The Federal Radio
Corp.. manufacturer of Ortho-sonic receivers,
has announced the appointment of three new
wholesalers: American Motor Equipment Co.,

Boston; Wayne Hardware Co., Fort Wayne,
and National Electric & Auto Supply Co,
Peoria.

These additions have been made necessary
by an unprecedented Spring activity on the
Federal Ortho-soni¢ line. Steady advertising
in national magazines and over fifty key news-
papers has shown an unmistakable effect npon
Ortho-sonic distribution, and sales officials in
Buffalo anticipate the need of a still greater
number of wholesale outlets for 1927-1928

Plaza Music Co. Announces
Changes in Products’ Names

The Plaza Music Co., 10 West Twentieth
~ireet, New York City, manufacturer of portable
talking machines, Banner and Domino records,
and other products for the music dealer, has
mst announced that at the request of a great
many of its dealers it has chaneed the name of
its Regal portable to the Pal Junior, and the
name of its Nompact camera-sized portable to
the I'al Kompact. The entire line of portables
at various prices are now designated 1’al Deluxe,
Standard Pal, Pal Tunior and Tal Kompact.
Simultancously with this announcement the
Plaza Co. has increased the list price of the Pal
Deluxe from $25 to $30. Distributors and deal-
crs’ prices, however, have not heen increased.



May, 1927

THE TALKING MACHINE WORLD

G. K. Purdy Head of New
Beckwith Milwaukee Branch
New Branch Office of the Federal and Mohﬁvk

Jobbers Will Serve the Wisconsin-Michigan
Trade—Formal Opening Held

The George C. Beckwith Co., Minneapolis,
wholesaler of Victor talking machines, Mo-
hawk and Federal Ortho-sonic receivers, re-
cently established a branch office at 341 Broad-
way, Milwaukee, under the management of G.
K. Purdy, the formal opening taking place on
the day of the Beckwith-Federal dealer meet-
ing, April 26. A rapidly expanding business
brought about the need for a branch office in
Milwaukee, which will serve a territory consist-
ing of Wisconsin, the northern peninsula of
Michigan and eastern tier of Michigan counties,
which border Lake Michigan. A complete stock
of all of the radio lines which the Beckwith
company, distributes will be carried in the Mil-
waukee office.

Mr. Purdy, manager of the new branch office,
has been active in the music field for a period of
eight years. For the past three years he has
been especially interested in the distribution of
radio receiving apparatus, having had charge of
the talking machine and radio department of
Yahr-Lange, Inc.,, Milwaukee Sonora jobbers,
since 1925. Mr. Purdy is well acquainted with
the dealers throughout the Wisconsin and
Michigan territory, radio manufacturers and
their representatives, and is ably fitted to ag-
gressively carry out the sales policy of his firm.

R. C. Colman, who maintains his headquarters
at the Minneapolis office, has been in completc
charge of the radio department of the Beckwith
organization since its inception in 1923, and is
a well known and popular figure in the trade.
Serving as Victor wholesalers for fourteen years,
the Beckwith company is one of the most promi-
nent distributors in the Northwest, covering a

territory consisting of Minnesota, North and
South Dakota, Northern Jowa, Nebraska, Mon-
tana, and part of Wyoming, as well as that
now served by the Milwaukee office. Eighteen
field representatives travel the territory in the
interest of the products which the firm dis-
tributes.

Among those products are Mohawk and Fed-
eral radio receivers, Philco socket power units,
Majestic “B” battery eliminators, Rola and San-
dar loud speakers, Eveready batteries and
Brach radio accessories.

Northwest Radio Dealer
Gives Pertinent Radio Tips
J. Earl Jordan in an Article in the Northwest

Radio News States That Hard Work Is the
Basis of Success in Retail Business

An interesting article under the caption “Hard
Work the Basis of Success in the Retail Busi-
ness,” recently appeared in the Northwest Radio
News, the organ of the Northwest Radio Trade
Assn., written by J. Earl Jordan, of W. J. Dyer
& Bro., St. Paul. In this article Mr. Jordan
stresses the necessity of hard work for Summer-
time business, and the idea of selling radio as
entertainment rather than concentration on a
particular make of set.

In conclusion Mr. Jordan gave a few ideas
which radio dealers might put to use to aid
Summer selling, as follows: Make a card index
of all places where people congregate and work
on them as prospects; write to national maga-
zine advertisers who show some scenes without
radio receivers; supply the newspapers with
live articles pertaining to radio; display inter-
esting pictures of radio used in an unusual
manner; have students sell on a commission

basis; use the slogan “Take a radio with you”
on vacationers; stress radio as a wedding gift;
start contest on distance Summer reception.

graphic reproduction.

PRODUCTS

AT R. M. A. TRADE SHOW

Manufacturers and jobbers are invited

to visit the Brooklyn Metal Stamping

Company exhibit at the Radio Manu-

facturers’ Association Trade Show,

Hotel Stevens, Chicago; June 13-17;
Booth 43.
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Sil-Vox Is the Fastest
Seller on the Market

BECAUSE —

It Is the Most Efficient
Reproducer Made -~ -

THE Sil-Vox Reproducer is the greatest and most efficient
instrument ever produced for the improvement of phono-
It has changed thousands of obsolete
phonographs hardly ever used by their owners, into new and
marvelous musical instruments for the entertainment and en-
joyment of family and friends.

Millions of old style talking machines are yet to be brought
up-to-date by equipping them with Sil-Vox Reproducers.

Stock Sil-Vox Reproducers
now and get your share of this
new and profitable business.
Four out of five Sil-Vox dem-
onstrations result in a sale.

Write for full particulars
and attractive discounts

Sug
ILVERV/VOICE

BROOKLYN METAL STAMPING CORPCRATION

~18-728 Atlantic Ave.

I. A. LuncI il: Busiiless
for Himself in Chicago

Well-Known Figure in Phonograph and Radio
Industries to Introduce Line of Cabinets for
Trade and Maintain Service Department

CHicaco, ILL., May 5.—I. A. Lund, a well-known
figure in both the phonograph and radio in-
dustries, resigned his position as secretary of
the United Cabinet Manufacturers Corp., Chi-
cago, about the middle of April to enter busi-
ness for himself. He has established temporary
headquarters on the sixth floor of the Audi-
torium Building in this city. Mr. Lund is in-
troducing a line of radio cabinets which will
be sold to manufacturers, distributors, and
dealers, and he will also maintain a service
department which will submit cabinet designs
to radio manufacturers to suit their various re-
quirements. He will control the production of
various cabinet factories, and it is expected that
a detailed announcement regarding his line of
cabinets will be made in the near future.

Mr. Lund needs no introduction to the music-
radio trade, for he has spent sixteen years in
the phonograph field, and for the past two years
he has been associated with the United Cabinet
Mfrs. Corp., of which he was one of the origi-
nal organizers. He is well versed in cabinet
design and construction, having gained his
knowledge of cabinet production through a
total of thirty-five years in the furniture manu-
facturing field. He plans to open an office and
display rooms in Chicago, and to exhibit the
ncw cabinet line at the mid-Summer furniture
market to be held at the Amcrican Furniture
Mart in this city.

The Indianapolis Broadcast Listeners’ Asso-
ciation recently issued a statement in which it
condemned destructive methods in clearing
radio interference, advocated co-operation.

There Is None Better

at Any Price

LIST

OX

Brooklyn, New York
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circulars offering radio material at greatly

Manufacturers’ Refusal to “Dump’”’ Distress
Merchandise Helps Stabilize Radio Market

George H. Kiley, Vice-President in Charge of Sales of Farrand Manufacturing Co., on Return
From Transcontinental Trip, States That Radical Merchandising Changes Have Taken Place

After a tour of all of the important jobbing
centers from Boston to the Pacific Coast and a
discussion of local problems with leading deal-
ers and distributors in each large city, there is
no question in my mind but that radical mer-
chandising changes have taken place in the
radio industry and that manufacturers generally
are giving more thought to the protection of
the distributor and the dealer. This is ex-
tremely true as regards the job lot sales and
“dumping” of distress merchandise. Jobbers
and dealers everywhere are opposed to this
method of merchandising and claim that it,
more than anything else, is responsible for un-
settled retail prices.

A tendency on the part of manufacturers to
refrain from “dumping” is bringing about an
almost uniform resale price situation, so that,
with the exception of a few of the large East-
ern cities, radio is sold almost entirely at full
list price. Distress merchandise that is dumped
by the manufacturer through large retail outlets
is sold at such a ridiculously low percentage of its
original cost that not only the public, but many
of the dealers lpse faith in radio values. Not
realizing that the manufacturers who “dump”
are taking tremendous losses, they believe that,
to the contrary, these manufacturers are able to
dump at but a fraction of their original price
and still maintain a profit. Naturally, the result
is a belief that all radio is tremendously over-
priced

The past scason has been freer from this
kind of merchandising than the preceding sea-
sons. There have been only two or three con-
.picuous examples. Most merchandise sold in
this way is sold either through large chain

store retail outlets or to salvage companies who,
in turn, sell it by circularizing. During the
past year there has been a marked decrease in
the number of salvage companies who are na-

George H. Kiley

tionally circularizing dealers. The reason is
quite apparent; the salvage companies are no
longer able to find manufacturers willing to
dispose of stock to them.

A great deal of the credit for the elimination
of this type of merchandising is due to the
ciforts of the jobbers and dealers themselves.
Dealers and jobbers fail to respond to these

reduced prices. Furthermore, the dealers and
jobbers refuse to handle the product of manu-
facturers who have adopted the practice of un-
loading at the end of each season through these

cut-rate channels. A check-up on the recent cir-

cularizing of low-priced material has proved
that the actual returns in the form of orders
did not pay for the expense incurred by the
extensive direct mail.

The Farrand Mfg. Co. is particularly well
pleased that this attitude towards bargain sales
is spreading throughout the country. We have
been fortunate in being able to adhere to a
one-price policy during our entire period of
existence, thus assuring ourselves, our distribu-
tors and dealers of a fair margin of profit on
all Farrand products. Every Farrand dis-
tributor and dealer knows that his stock is guar-
anteed against decreased value due to change
in models, or change in prices, or any other
act or decision of the Farrand Mig. Co.

It, perhaps, has been impossible for the radio
industry to go through the rapid. expansive
growth that it has enjoyed without also en-
during some of the hardships that such rapid
growth is sure to bring. Public demand sprang
up so quickly that it forced hasty manufacturing,
which, in turn, brought a certain amount of
grief. It would now appear that the days of
hasty manufacturing principles are behind us
and that the industry is reaching that firm foot-
ing which has long been predicted for it.

The attitude of the men in the radio business
from coast to coast convinces me that never
again will there be any great amount of radio
merchandise thrown on the market in such a
manner as to upset and unstabilize the business.

Race records have been an important factor
in the sales of the Perfect Record Co., Brook-
lvun, N. Y. Tt is reported that records by the
following DPerfect artists are particularly popu-
lar: Zaidee Jackson, Mandy Lece, Rev. J. M.
Gates and Buddy Christian’s Jazz Rippers.
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OME radios are built for the

“masses.” You sell them,
of course. Other radios are
built for the “classes” who look
upon price as a measure of qual-
ity. You may or may not have
that kind of trade. But every
business has some of the kind
of trade the Kellogg is partic-

them! People 'to_whlom moder-
ate price is a consideration but
who, first of all, demand su-
preme musical quality and fur-
niture of particular charm.

Such trade is quick to appreci-
ate the Kellogg’s many distinc-
tive qualities. There is both
profit and satisfaction to you
in selling them Kellogg Radio.

ularly designed for. You know

; vy

Cabinets of real beauty
— worthy of the finest
surroundings.

A Builtin Speaker of marvel-
ous tone — positively free
from microi:g:nic interfer-
ence with the receiver.

Kellogg Switchboard and Supply Co.

CHICAGO, ILLINOIS

Lion Store Radio Guarantee Clarifies
the Dealer’s Stand on Service Liability

Service Agreement Between the Store and Customer Sets Forth Clearly What Service the Store
Renders and What Charges Will Be Made for Calls After Termination of Free Service

In scores of radio stores excessive service is
eating away the profits as steadily as a drop of
water will wear away a mighty stone. The
reason for this is that many retailers are afraid
to take a determined stand in the matter.
Others are entirely at sea. They have no idea
of how to go about stopping this leak.

The difficult feature of handling the unjust
and excessive calls for service requires the tact
of a diplomat. The manner in which one of
the large and profitable radio shops of the
country handles the matter without offending
the customer and is steadily drawing new ac-
counts from the old and at the same time is
building good will is worthy of the most care-
ful study of radio dealers everywhere.

The trouble is settled before it starts at the
Lion Store Radio Shop, Toledo, O. Doyle
Wyre, radio manager, explained by the use of
the service agreement, which reads as follows:

In order to avoid misunderstandings, we desire to call
attention to the following conditions governing the sale
of all radio outfits and radio equipment:

(1) All radio receivers, regardless of price or make,
are guaranteed by the manufacturer and ourselves to be
mechanically and electrically perfect at the time of de-
livery, but owing to elements entirely beyond our con-
trol, such as weather conditions, location of radio, lack
of skill on the part of the operator, etc., we do not

guarantee reception of distant stations on any radio re-
ceiver, regardless of make or price,

(2) We hold ourselves responsible for any defects in
the mechanism of the receiver itself for a period of thirty
days, provided it has not been tampered with, and if
any receiver is found defective within that period, we
agree to repair it, or, at our option, replace it with an-
other of the same make.

(3) All equipment such as batteries, tubes, etc., which
we furnish with all radio outfits is of standard make
and is carefully tested before delivery, and cannot, there-

fore, be returned or exchanged. The life of all tubes
and batteries depends entirely upon the amount and
kind of usage such equipment receives in the hands of
the purchaser,

(}) We agree to install an aerial, if requested, within
the City of Toledo, at a minimum charge of $10.00. This
installation consists of setting up the receiver, attaching
all equipment, erecting the aerial, and testing the receiver
as to quality of reception. An additional charge is made
for installation outside of Toledo, the amount of this
charge depending upon the distance from Toledo and ex-
pense involved. The erection of an aerial is governed
by existing conditions, such as type and size of dwelling,
size of yard, location of radio, etc. We do not furnish
poles or any other such additional equipment which may
be necessary for properly erecting the aerial. Any re-
quested additional work, such as the erection of poles,
installing base plugs, placing batteries in basement, or
the placing of extra loud-speaker outlets at other points in
the home, will be charged for according to the time and
material used in such work, and will be done at the
owner’s risk.

(5) Reasonable service and instruction are given free
of charge for a period of thirty days. After thirty days
all service is subject to our established rates as follows:
Service call, minimum charge, $1.50—Installing new aerial,
minimum charge, $5.00—Hooking up new set of batteries
and tubes, minimum charge, $1.50—For all Radio Re-
ceivers brought into our store for repair, a minimum
charge of $1.00 per hour will be made—For repairing Radio
Receivers outside of our store, a minimum charge of
$1.50 per hour will be made, plus materials used.

(6) We are not responsible in any way for damages
to any radio receiver or equipment after delivery, unless
same is installed by our radio service department. Tubes
are easily blown out and batteries discharge quickly if
impraperly connected.

(7) The arrangement set forth in the above paragraphs,
together with the schedule of prices, is subject to change
without notice.

Roy A. Forbes in Portland

PorriaND, Ore, May 5—Victor talking ma-
chine dealers of this city and surrounding ter-

ritory met last month at a local hotel and
conferred with Roy A. Forbes, manager of sales
of the Victor Talking Machine Co.; H. H. Mur-
ray, Victor consulting engineer, and Otto L.
May, Pacific Coast manager. The trade situa-
tion for the district was analyzed, and plans
were made for increasing sales,

Prepare for Naturalization
by Phonograph Recordings

Series of Records Made in Four Languages
Instruct Applicants for Citizenship in Subjects
They Are Required to Know

The first demonstration of “citizenship” talk-
ing machine records was recently given at the
Walt Whitman home in Camden, N. J. These
records, which instruct candidates for natural-
ization in the subjects they must know to pass
the tests required by law, are made in four
languages, and are intended to take the place
of text-books. They are produced by Herbert
M. Beck, former chief of naturalization for
Camden County, N. J. The records at the
demonstration were played to a group of for-
eign-born people on the Orthoplhonic Victrola,
which was presented to the home of Walt Whit-
man by Edward E. Shumaker, president of the
Victor Talking Machine Co.

Place Curtistrip on Market

Curtis Lighting, Inc., Chicago, recently intro-
duced a new wiring device, Curtistrip—a wire-
way constructed on 20-gauge steel electroplated
with Udylite on all metal parts to prevent rust
and corrosion. This device fills the long-felt
need for a rigid wireway wherever a conduit
containing several circuits is necessary.

The Howard Andrews Music Co., Inc., James-
town, N. Y, has filed a petition in bankruptcy.
Liabilities, $21,308.32; assets, $16,819.
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Distributors

JAMES K. POLK, INC.
181 Whitehall St., Atlanta, Ga.

CONSOLIDATED TALKING MA-
CHINE COMPANY
227 W. Washington St., Chicago, Il

JUNIUS HART PIANO HOUSE, LTD.
123 Carondelet St., New Orleans, La.

CONSOLIDATED TALKING MA-
CHINE COMPANY
2957 Gratiot Ave., Detroit, Mich.

CONSOLIDATED TALKING MA-
CHINE COMPANY
1424 Washington Ave. So.,
Minneapolis, Minn.

THE ARTOPHONE CORPORATION
1624 Pine St., St. Louis, Mo.

IROQUOQOIS SALES CORPORATION
210 Franklin St., Buffalo, N. Y.

OKEH PHONOGRAPH CORP.,
(New York Distributing Division)
15 W. 18th St., New York City

STERLING ROLL AND RECORD
COMPANY
137 W. 4th St., Cincinnati, Ohio

OHIO SALES & SUPPLY CO.
1231 Superior Ave., Cleveland, Ohio

L. D. HEATER
46914 Washington St., Portland, Ore.

EVERYBODY’S TALKING MACHINE
COMPANY
810 Arch St., Philadelphia, Pa.

JAMES K. POLK, INC.
1315 Young St., Dallas, Texas

JAMES K. POLK, INC.
811 West Broad St., Richmond, Va.

“Radio Advertising Places ’ljoc_) Much

Emphasis on Set,” Says S. M. Masse

Interesting Article Pointing Out the Weak Points of Present-Day Radio Advertising and Giving
Valuable Advice and Information Written by Head of S. M. Masse Co.

An unusually interesting article, entitled “A
Raid on Radio Advertising,” written by S. M.
Masse, of the S. M. Masse Co., Cleveland, O,
recently appeared in The Torch, the Cleveland
Advertising Club Magazine. The article is re-
produced in part below:

“The trouble with radio advertising at large
is the tendency to place too much emphasis on
the set itself and continually hammer away on
the shelf-worn claims of selectivity, distance,
power, etc.

“A radio is often compared to an automobile
which performs certain definite functions at the
will of the owner. But remember, the radio
set is absolutely useless except as the broad-
casting stations give out material to work with.
Prospects are not interested in buying receiving
sets; they are interested in buying the broad-
casters’ programs. Specific advantages of listen-
ing to good programs, readily tuned in, easily
tuned out when necessary—that’s the real story.

“There is more need, today, of intensive ad-
vertising in local centers. Conditions are so
vastly different in one city from another or in
a small town from a metropolitan city that the
same copy applying in one case may be ineffec-
tive in the other.

“It would mean more to me, for example, to
read an advertisement that stated: ‘Be able to
tune in between WTAXM and WJAY, while in
the city of Chicago with its thirty-seven sta-
tions on the air. There is a problem which is
peculiar unto itself.

“The matter of price maintenance is another
thing which has not been encouraged to any
extent in the radio industry. This condition is
undoubtedly caused by a lack of organization.
This lack of organization has been shown by
manufacturers allowing petty selfish interests to
act as a barrier to co-operative policies, by the
dealers themselves, who are equally guilty of
pulling every which way except together, and
even by the reluctance of broadcasters to organ-
ize,

“Radio advertising has been greatly exag-
gerated by claims made for this or that set or
device. This leads to a tendency on the part
of dealers to disparage the products of their
competitors. One concern starts to cut the
price on a standard brand and the other fellow
goes him one better. The result is that the
prospective customer begins to decide that he
doesn’t want a radio after all, or he will wait
until prices strike bottom.

“During the last year the radio industry
awoke to a situation of which it should have
taken cognizance long ago. In former years,
when it came around to March or April, every
radio advertiser started to cut down on his ad-
vertising—in fact, let down entirely in the ma-
jority of cases—then waited until Fall to open
up with a big splash. Now they have begun
to realize that radio must be kept before the
public the year round and that the trade espe-
cially must be sold during the Summer months.

“The woman’s viewpoint is another important
consideration in radio advertising which has ap-
parently been neglected. More and more will
women become the dominating factor in the
selcction of radio sets. In the first place, it
is a part of her household equipment. It is she
who will be entertained by it during the day-
time as well as in the evening. And it takes a
woman’s diserimminating taste to know good
tone reception from mediocre quality.

“Notwithstanding the fact the buyer is
supposed to be persuaded chiefly by what goes
in the set, the beauty and attractiveness of the
cabinet is not to be denied as a selling influence.
In the writer’s opinion there is an exceptional
opportunity to-day for cabinet manufacturers to
casli in on a ready-made market. With all the

sets in use which expose batteries or uncomely
wires to the naked eye the good housewife
would never discourage friend husband from
purchasing a cabinet in which the radio can be
conceaied completely. But how infrequently
do we read of radio cabinets on sale, and if we
do come across such advertisements they very
seldom explain their dimensions and what can
be accommodated in the way of batteries, bat-
tery charger, or complete set if necessary.

“Another very important influence in radio
advertising that has been somewhat neglected
is service.  After buying a set Mr. Prospect
doesn’t want to feel that he is faced with the
serious problem of keeping it in condition with-
out knowing much about radio. When one
buys a car he can drive it to the place of serv-
ice, but with radio it is vastly different. It is
the manufacturer’s duty to encourage the service
proposition among his dealers and in his adver-
tising. There is a story of an enterprising
dealer in Detroit who increased his radio busi-
ness manifold by offering a service insurance
policy with every set which, in addition to giv-
ing adequate service after the sale, protected
him from the customer who expects unlimited
free attention. Attached to this service insur-
ance policy were six coupons, each of which
was accepted in full payment of one-half
hour’s service in accordance with the policy
terms. In this way the prospect preserves the
coupons so as to use them only when necessary,
instead of asking for more service than is abso-
lutely necessary.

“A manufacturer of battery eliminators has
recently made considerable headway in increas-
ing sales by offering to install, free of charge,
each eliminator that was purchased. The re-
action was tremendously gratifying, proving
that the general public looks somewhat askance
at the simplest technique of radio problems and
will buy if they do not have to depend on their
own ability to install a device properly.

“It goes without saying that radio has taken
its place among the principal industries of the
world as an important business enterprise, and
radio advertising will help to develop the in-
dustry as much as science itself. Really, the
advertising has more latitude and opportunities
ahead of it than science, whose limitations at
this stage are manifest in the radio field.”

Freshman Co. Points Out
Value of Its Franchise

Attractive Broadside Sent Dealers Tells Why
the Freshman Franchise Means Profit—Con-
sumer Literature Also Distributed to Trade

An attractive broadside in two colors has
been mailed by Harry A. Beacl, sales manager
of the Chas. Freshman Co., Inc., addressed to
“Progressive Merchants, Everywhere,” pointing
out forcefully the value of the Freshman fran-
chise to authorized dealers. A letter, signed
by Mr. Beach, accompanies the broadside, in-
viting close co-operation between authorized
Freshman dealers and the home office, to the
end that greater success may result from the
Freshman plan of direct-to-the-dealer distribu-
tion. The entire line of Freshman Masterpiece
receiving sets, the Master speaker, power am-
plifier and power supply units, and the auto-
matic charger are attractively illustrated.

A pieee of direct mail with a return post-
card imprinted with the dealer’s name and ad-
dress, explaining how all Freshman receivers
may be electrified, has been prepared by the
sales and advertising departments and is avail-
able to all authorized dealers for use in their
consumer sales campaigns.
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The only DIFFERENT portable
in the popular-price field

Why dealers
now prefer the
PEERLESS
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Federal Ortho-sonic Art
Models in Window Displays

Beauty of the High-Priced Art Model Radio
Receivers Makes Them Particularly Effective
as Center Figures in Artistic Displays

Burraro, N. Y., May 6.—One of the factors the
sales department of the Federal Radio Corp.
this city finds greatly responsible for the

e

A. B. Clinton Co. Shows Art Models
success which its dealers are achieving through-
out the country is the effective use of window
display space in thc presentation of the various
models of the Federal Ortho-sonic radio re-
ceivers. The art models of the line are par-

Attractive Ortho-sonic Display
icularly effective when shown in a dignified
ing, lending themselves admirably to build-
ing an atmosphere of elegance and refinement.
The illustration of the window of the A. B.
linton Co., of Hartford, Conn., is an exccllent
mpl Here threc different 1nodels are
hown against a plain background, yet the in-
iments stand out in striking fashion. Small
d describe the quality of the sects.
ad No Acrial, No Ground, No Bat-
r | h No Guess Work, tune to the
] h and you get the station immedi-
¢l I iglit be mentioned that this store
ing in the higher-priced Federal

4

he
L.awrenc

nd illustration, that of Herbrick &
t Nashville, Tenn, is another ex-

ample of the manner in which the Federal art
models form effective center figures for window
displays. In this instance the dealers utilized
a large part of the material which is supplied
by the manufacturer, and it tells the story of
the receiver.

How Dealers Can Secure
Group Demonstrations

H. V. Pettibone Suggests That Radio and
Phonograph Dealers Install Instruments in
Chapels and at Dinners to Reach the Public

There is a wide field scarcely covered by any
dealers for the exploitation and demonstration
of the talking machine and radio receiver, states
H. V. Pettibone, in a recent letter to The Talk-
ing Machine World. Mr. Pettibone gives as
an instance a recent experience in Worcester,
Mass. That section boasts of many churches
and chapels situated in the outlying sections of
the city, which are too small to support a pas-
tor on a salary. One of these chapels, the Sun-
derland Road Chapel, on Easter Sunday had a
radio receiver installed and received the serv-
ices over the loud speaker from the Piedmont
Congregational Church, through station WTAG.
Mr. Pettibone states that, in his opinion, dealers
throughout the country could use this means
of not only demonstrating their products to
large groups but also to build prestige and
good-will through performing a meritorious
service to the community.

Another instance’ of group demonstration
which recently came under his observation was
that of a talking machine used to provide the
music and entertainment for an alumni dinner
of the Worcester Polytechnic Institute and the
capability and appeal of the instrument aroused
much enthusiasm among the listeners, several
live prospects being obtained.

Birnbach Radio Co. Moves
to New and Larger Quarters

Radio Accessory Manufacturer Now Occupies
Three Times the Space It Formerly Did—
Rapid Expansion Necessitated the Move

The Birnbach Radio Co., New York, has
found it necessary to move its radio acces-
sory business to new quarters at 254 West
Thirty-first strcet, New York City, affording
three times the floor space formierly occupied
at 370 Seventh avenue. Tlis triple expansion,
according to Philip A. Birnbach, executive head
of the organization, was forced by the rapid
cxpansion of the business. Among the Birn-
bach radio accessories which arc enjoying popu-
larity are loud spcaker expansion cords, ranging

from 20 feet to 100 fcet in length, battery cables, .

head-set cords and battery connectors.

Lighthouse Keepers Give
Thanks to A. Atwater Kent

Gift of Radio Receiving Sets to Lighthouse
Keepers in Lonely and Desolate Sections
Ends Monotony for Marooned Watchers

t

About a year ago A. Atwater Kent, president
of the Atwater Kent Mfg. Co., Philadelphia, Pa,,
presented Atwater Kent receiving sets to about
200 lighthouse keepers located in desolate and
alinost inaccessible places.

From Cape Hinchinbrook, Alaska, to the
Farallone Islands, on the Pacific, and from Ram
1sland Ledge, Maine, to Mosquito Inlet, on the
Atlantic, letters bring word of how radio dis-
pelled the tedium and loneliness of the long
months of isolation during which all other con-
tact with the outside world was lost.

“The lonely, dreary months that we lightkeepers always
have dreaded,” writes \Wesley Gray, keeper of Halfway
Rock Lighthouse, far up off the coast of Alaine, “have

Leen changed to happy and contented hours, thanks to
your gifts of radios.”

Typical of the experience of these isolated
lighthouse keepers was that of T. H. Baum,
keeper of the Croatan light, off the tempestuous
Carolina Coast:

“My set was installed by the captain of the light-
house tender when it made its last visit,”” Baum wrote.
“I had never in my life tried to operate a radio, but
I made up my mind I was going to give it a trial. To
my astonishment, I was soon listening to fine music
from many stations, It is a great mnystery to sit and
listen to music and singing and talking thousands of
miles away from this desolate waste of water. It gives
pleasure that nothing else could Lring to a lonely light-
keeper. It gives a man a new lease on life, to get in
touch, even in this way. with the outside world. Many
thanks, many times, and again thanks!”

J. B. Butler, keeper of the Mosquito Inlet
Light, writes:

“By bringing in Sunday sermons that we did not have
the privilege of hearing before, the set certainly has
proven a blessing to this station. May God bless you
for the gift.”

*1f there ever was a place where a radio set is wel-
come, appreciated and a great help in driving away the
blues, and in killing monotony and lonesomeness, it is
a lighthouse,” writes John R. Bishop, head keeper at
West Bank lighthouse, off Staten Island., *It is our only
means of recreation.”

Acme Elec. & Mig. Co. Are
Again in Their Own Plant

The Acmec Elec. & Mfg. Co., of Cleveland,
O., one of the largest manufacturers of radio
battery chargers, “B” power supply units, control
switches, AB socket power units and power
packs, have moved from their temporary ad-
dress, which was taken at the time their factory
was destroyed by fire last October.

The factory building destroyed by fire has
been put in the best of condition with modern
construction, and new equipment has been in-
stalled, which was specially designed to expedite
and accommodate a large volume of business. -
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Mohawk Radio Receivers
Are Installed on Trains
Thirty Broadcasting Stations Heard on Trip of

Omaha Special on Mohawk Set—L & N Rail-
road Installs Sets Throughout System

Radio receiving apparatus is rapidly becom-
ing standard equipment on railroad trains, and
a recent instance of this development was the

Mohawk Radio on Train

Chicago, Milwaukee & St. Paul Railroad instal-
lation of a Mohawk radio receiver on the
Omaha Special, a crack train running between
Chicago, Sioux City and Omaha.

Demonstrations were made on this train by
the Mohawk engineers and over thirty stations
were received with good results. Some of these
are as follows: W OC—Davenport, Ia.; WAA\W
—Omaha, Neb.; \WWLS, KY\W, WGN, WJAZ,
WEBH, WLV, all Chicago stations; KMO—
Shenandoah, Ia.; \WBAP—Fort Worth, Tex.;
WDAF-—Kansas City; KFKX—Hastings, Neb.;
WHO—Des Moines, Ia.; KDKA—Pittsburgh;

Pa.; KMOX—St. Louis, Mo.; WSMB—New Or-
leans. \WGN was heard on the entire trip dur-
ing different intervals.

Arrangements were made for the Mohawk
Corp. of Illinois engineers to install this set and
to make a check-up on the initial trip. Since
this time the set has been in constant opera-
tion and the passengers have been well pleased
with the results.

The Mohawk Corp. of Illinois has installed
Mohawk one-dial receivers on the L & N Rail-
road throughout the entire system, and these
trains run daily between Louisville, Nashville
and New Orleans with fine results. Since the
first of September the L & N Railroad has
ordered fifteen or twenty more sets for installa-
tion in its cars and these are in operation daily.

Paul Chamberlain, chief engineer of the Mo-
hawk Corp. of Illinois, recently stated that en-
gineers of various railroad companies have sug-
gested that special signal houses or broadcasting
stations be built every 50 or 75 miles so as to
give special wave lengths for transmitting along
their roads. In this way messages could be
transmitted to passengers on the train, trains
could be warned of any tie-up or trouble ahead,
and there would be constant communication be-
tween the railroad office and its various trains.<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>