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Better than ever now to be
a Brunswick Dealer

see pages 5 and 7




The Talking Machine World, New York, January, 1928

OR the new year, we introduce to our
good trade the finest new products ever
offered.

No.3 See the new Toman No. 3 Reproducer, with
Most beautiful re-

profUEC e v e its many exclusive features. Note the new

designed. beauty in design. The positive locking back—
no screws to come loose and cause blasting.
The triple suspended duraluminum diaphragm
10/1000 thick—four times as substantial as the
ordinary 215/1000 diaphragm, and hand lac-
quered to protect it against climatic changes.
The special double grip screws, securely hold-
ing reproducer to tone arm always in proper
position. Hear now the excellent volume and
full deep rich tone quality of this remarkable
reproducer.

See the new Model E Tone Arm, embodying
all the best features of the famous Toman
Helical Arm. A f{ull exponential taper plus .
a full S curve. This arm does not infringe
upon any existing patent. Its features are
individual and complete.

Duraluminum di-
aphragm — four

times as thick as These excellent new products are most

the ordinary .

metal diaphragm. favorably priced. Toman guaranteed ‘
quality inside and out. We invite in-
quiry from Manufacturers, Jobbers and l
Dealers. Samples sent promptly upon
request!

Toman
‘‘Helical™

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

All Products Fully Guaranteed

E. TOMAN & CO.

Sales Distributor 2621 W. ZISt PLACE Export Office
Wondertone Phonograph Company : 189 W. Madison Street
216 No. Michigan Avenue Ch;cago cﬁ)l{;c_a_gsoi \IinA 5

Chicago, Ilinois
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HE first thing to be counsidered in any

I specialty merchandising business such as

the phonograph and radio business is
the sales organization—for upon the ability and
cuccess of the sales organization depends the
success of the business as a whole. Therefore,
much care should be taken in its selection.

I believe that there are few sales managers
who can look at and talk to a man and tell
whether or not he will make a successful sales-
man—I know I certainly cannot, and I havc
interviewed hundreds and employcd scores.
There are, of course, certain qualifications—
basic ones—that are essential to successful
salesmanship and should be looked for, but
soinctimes some man will come along appar-
ently utterly devoid of most of these qualifica-
tions and upset the rule by making an out
standing success. In selecting new nien I have
found that the following charactcristics arc
highly desirable and should be looked for
placed in the order of their importance:

1. Personality
. Enthusiasm
. Intelligence
. Ambition
. Appearance
. Desire to work
. Specialty Selling Experience

There are also drawbacks which arc just as
miportant to look for which I will list here:

1. Laziness d

2. Crudeness of Manner

3. Slovenly Appearance

4. Lack of Intelligence

5. Lack of Specialty Selling Experience

It is very hard to find any man who possesses
most of the good characteristics without some
of the undesirable ones—but when you find a
man who measures minus on the five undesir-
able points then the chanccs are that vou have
a man worth trying. In this connection 1 find
it safer and easier to measure his drawbacks
first, rather than his good qualifications. Oftcn
if the drawbacks are not too great, then you
may take a chance on the good qualifications of
the applicant for thc position.

Process of Elimination

In building up a sales organization the sales
manager must always bear in mind that, as a
rule, he must try out thoroughly thrce or four
men {0 get one or two good men—and as every
promising man should have a trial of at least
one niontl, it can readily be seen that it is a
slow, tedious process of elimination. Some of
the best salesmen I have known were complete
failures their first month or two of service.

One qualification, the value of which is often
over-exaggerated, is phonograph selling ex-
perience. Many organizations do not grow
very rapidly because the salcs manager is loath

N AW N

Clarence H. Mansfield, the author of this article,
is manager of the phonograph-radio division of
the Fitzgerald Music Co., Los Angeles, Cal.,

and he writes with authority on merchandising

uilding a Profit-Producing
Sales Organization

to hire anyone without experience. As the ap-
plicants with experience are few, consequently
he has few men from whom to pick. It is part
of the sales manager’s job to teach and train in-
cxperienced salesmen and thus build up the
organization.

It is interesting to note that some of the most

L

C. H. Mansfield

successiul phonograph and radio salesmen 1
have ever known never had previons selling
cxperience of any kind. Ome was cven a pro-
fessional prize fighter—somc were bookkeepers
—others were actors—some bank clerks—and
still others newspaper rcporters. Yet these par-
ticular men—who had no previous selling ex-
perience, all made outstanding successes selling
phonographs and radios.

In analyzing them, however, I find they all
possess one outstanding attribute—personality
—hence, I rate this as the most desirable qual-
ification.

Now I do not want to minimize the impor-
tance of previous selling experience. If I had
my choice between two men—one without ex-
perience, but who had all the good qualifica
tions, and a man who had had considerable ex
perience, but lacked some of the good qualifica-
tions, I'd choose the man with experience. But
I have always made it a rule to takc both men
when I have the two to choose between, and
aftcr a try-out period select the best man of
the two.

Getting in Touch With the Right Men

The question that seems to bother many sales
managers is how to get in touch with these
prospective salesmen. That is simple enough
and can be answered in one word—advertise.

\dvertise in the employment want columns of
the newspapers as well as in display space and
word your ad in such a dignified manner as to
attract the type of men vou wish. Here is the
type of advertisement that I have found ef-
lective:
“WANTED: By a high class music store—Salesman
lo sell Radios and the uew type Phonographs.
(Orthophonic Victrolas and Brunswick Panatropes).
A permauent position with excellent opportunity for
advancement in a business that is growing phe-
nomenally. The work is pleasant—educational—in-
teresting—and highly remunerative to the successful
salesman. No previous experience necessary. We
will give complete sales training to man of right
calibre. Apply in person between 8 and 10 A. M. to
Mr. Blank, Blank Music Co., 727-729 South Hill
Street.”

Another effective means of getting in touch
with the right sort of young men is to send a
letter, such as you will find reproduced here-
with, to prominent business and professional
men, college professors and high school prin-
cipals. The results from this letter will sur-
prise you, and you will also note that we have
not forgotten to incorporate a little selling point
in this letter about the new phonographs for

ihe benefit of the recipient:
“Dear Sir:

“Possibly you know of some bright voung man—
someone whom you think possesses fundamental
qQualifications of a good salesman—who would like

1o become conuected with our organization, selling
Radios and the new Osthophonic Victrolas and Brums-
wick Panatropes.

“To such a yonng man we offer a permanent con
nection with excellent opportunities for advancement
in a business that is growing phenomenally.

“Particularly do these new musical instruments,
developed by both the Brunswick and Victor com
panies, offer a fertile field for the salesman. These
marvelous new instruments are taking the country by
storm. They reproduce music from both records and
radio with realism that is positively astounding
You can readily understand what a tremendous field
there is for such sensational instruments.

“The young wman you refer to us need have no
previous experience, for we offer an intensive sales
training that will soon put him in a position—if he
is diligent, applies himself, and possesses ability—
to earn an income much in excess of what might

be his possibilities elsewhere. The work is pleas-
ant—educational and interesting.
“Any such man whom vyou may refer to us will

receive our earnest consideration and in doing so

vou will not only do us a great favor, but undoubtedly

you will be instrumental in giving some young man
an opportunity for which he will ever be grateful.
“Sincerely yours,”

When your applicants come in, remember
that if they possess good qualifications—and
have had no experience in the phonograph and
radio business, then it is up to vou to sell them
on the opportunity that this business offers.
Never adopt the gruff “take it or leave it” atti
tude. 1If thc applicant is desirable, the chances
are that some other sales manager in some
other line of business may be trying to “sell”
him a job also. Remember that while you are

(Continued on page 11)
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February Holidays

O-OPERATIVE advertising
C is becoming more popular

each year, and when a group
of merchants in either similar or di-
verse lines join to get their goods
before the public the big splash they
are able to make will naturally draw
more attention than individual advertising—at a
far less cost per capita. One of the best
methods of calling attention to their lines in
February was adopted by a group of cight of
the leading merchants of Council Bluffs, Ia.
They took an entire page in the paper, across
the top of which they printed, in letters an inch
high, “February Is Short on Days.” Beneath
this was the outline drawing of a short, fat
man walking between two tall, stunning-
looking girls. On the man’s vest was printed
the word “February” while on the skirts of
the girls were the words “January” and
“March” respectively, thus carrying out in an
amusing fashion the idea of a short month be-
tween two long ones. Beneath the figures was
printed: “What Are You Short On? If short
on any of the articles advertised on this page,
these concerns will supply you.” The balance
of the page was divided into eight squares in
each of which was a clever drawing and the
advertisement of one of the merchants. All
of them played up the word “short” by sub-
stituting “February” for it. For example, one
said, “Are you February on new records? If
so, March right in and inspect our latest ar
rivals.”

A “Lincoln” Sales Drive
Strain Bros., Great Falls, Mont., had a special

Lincoln Sale running for twelvé days and ter-
minating on February 12, Lincoln’s Birthday,
when small red, white and blue souvenirs were
distributed. They used a big double-page spread
to announce their sale, which included many
slow sellers they desired to move before the
new Spring stocks were received. A large num-
ber of extras were struck off and used as circu-
lars, being scent to patrons in the country and
adjoining towns. One of the features of the
sale which made it talked about all over town
was the impersonation of Abraham Lincoln by

Lincoln’s and Washington’s Birthdays and the
Celebration of Valentine’s Day Should Mean
Profits to Dealers—W. Bliss Stoddard Cites Ways

a moving picture actor. One of the windows
was fitted up as a reproduction of the living
room of Lincoln’s home in Springfield, Ill,, and
twice a day, morning and afternoon, the actor
appeared in the window and gave a short talk
which was conveyed to the crowd outside by
means of a loud speaker.
Tie-Up With Washington’s Birthday

When it comes to Washington’s Birthday,
the famous hatchet is always recalled, and this
was made the basis of a special advertisement
by Montgomery Bros. It was embellished with
an outline drawing of the bust of Washington,
and suggested:

George Washington Could Not Tell a Lie
We Can, But Won't

It is not difficult to stick to the truth when you have
such good merchandise to talk about as we have. Han-
dling only the very best in ali our lines, we are safe in
extolling their merits, The truth about our musical
instruments and phonographs is sufficient.
Reglizing that Washington’s Birthday is a time
for much entertaining, they arranged a window
featuring their patriotic records. It wads backed
with a large flag, while at either end were tall
silver vasés holding sprays of fruit blossoms.
On a mound in the center was a picture of
Washington, and in front of it a number of
patriotic records. Arranged amid billows of
red, white and blue silk at either end were a
number of the latest releases with a card say-
ing: “Lay in a stock of new records for the
Washington's Birthday Party.” A row of
phonograph needles, on the white silk-covered
floor formed the words “February 22nd.”

A Valentine Campaign

“Say It With Music,” one of the popular
songs of the past season, suggested to the Ru-
dolph Wurlitzer Co., St. Louis, Mo., the idea
for a Valentine miusic campaign. They an-
nounced through the papers a special Valentine
concert, and to all their patrons who had pur-

Afford Opportunities for Tie-ups

chased records or phonographs from
them the past year special heart-
shaped invitations were extended.
The invitation in gold letters was
printed on the red cover and inside
was the very carefully planned pro-
gram reproduced below:

Roses of Picardy, McCormack; A Dream, Caruso; Call
Me Thine Own, Garrison; Kiss Me Again, Garrison; For
You Alone, Caruso; Little Grey Home in the West,
Gluck; Last Rose of Summer, Tetrazzini; Mighty Lak’ a
Rose, Farrar; Sunshine of Your Smile, McCormack;
When You Look in the Heart of a Rose.

The newspaper invitation took the form of
a big lace paper valentine, and after extending
an invitation the balance of the ad read:

Real Love Messages of all Sweethearts
Victor Love Records in Valentine Envelopes
Come hear these tender songs by the world’'s greatest
artists and then pick out one or more of them and let
it be your Valentine.
Say It With Music

The concert lasted for an hour, with an in-
termission of fifteen minutes, during which time
special demonstrations were given and any
questions about the records answered. No one
was asked or expected to buy, but many
availed themselves of the opportunity never-
theless.

Special interest centered about the Valentine
records, which were displayed on a table where
all could see them. All of the records played
at the concert and fully a hundred more of the
sweetest ballads, ancient and modern, were in-
cluded in the list. Each was enclosed in a
strong manila envclope, with a little verse in
the corner:

1 wish you'd be my Valentine, but haven’t words to say

S(:t'I'm sending you this record—please put it on and
play it.

Praegers, San Antonio, featured Radiolas as
Valentine gifts. The window was gaily trimmed
with red crepe paper, which fell in waterfalls
in the rear, while big stone urns held clusters
of crimson paper roses. On a stand in the
center was a Radiola, while lower stands at
cach side held other sets. A card of gold,
bordered with red and lettered in black, sug-
gested “A Radio Makes a Splendid Valentine
for the Home.”

Jobbers and Dealers:

Note New Address

B S A 777 8
SR

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

“NYACCQO” Manufactured Products

X 7 A0S S

NEW YORK ALBUM & CARD CO,, Inc.

Established 1907

NYACCO Record Albums
NYACCO Radio Sets

NYACCO Portable Phonographs
NYACCO Photograph Albums
NYACCO Autograph Albums

64-68 Wooster Street, New York

Pl
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You Asked for it.. . Here it is!

A lower-priced full electrical type Brunswick
Panatrope with Radiola

Model PR 17-8 - To list at $550 « Light socket operation—no batteries
Cone reproducer combined with special reflector

GAIN Brunswick has succeeded where
A success seemed impossible. Fullyaware
of the tremendous demand for an electrical
type Brunswick Panatrope combination that
would sell at a low price, our laboratories
have for months put all their energies into
perfecting such an instrument.

Now we haveit. Here, combined so com-
pactly that the instrument is a marvel of
ingenuity, is the Brunswick Panatrope —
electrical type—and the newest model
Radiola known to everybody as No. 17.

A model which increases the field of
your sales many times. It will appeal at
once to the great middle class.

Its remarkable features include equal
excellency in recorded and broadcast music
over entire audible frequency range; com-
pact and convenient assembly; beautiful
design; superior construction; minimum
space requirement and lid concealing all
operating parts.

Theappeal of this newest Brunswick com-
bination is irresistible. Its profit-making op-
portunity enormous. Make the most of it!

TSN

AUTOMATIC
sTop (A8
ADJUSTING
LEVER [
RADIO- &
RECORD
SWITCH }

RADIO

VOLUME

CONTROL
SPEED

REGULATING
KNOB

Ry | ,\ PILOT LIGHT
3 CANCPY

M

\ L\ TuninG
; DIAL

TUNING

ONTROL
MAGNETIC
& PICKUP
W\ TURNTABLE
B START LEVER

|  PANATROPE
VOLUME
CONTROL

THE BRUNSWICK-BALKE-COLLENDER

co.,

Chicago, New York.

Brunswick Panatrope with Radila Mudel PR 17-8.

Equipment :  Electrical type Panatrope with Radwla

No. 17. One dial control. Light socket operation. Uses
latest A. C. tubes.

In Canada, Toronto.

Branches in all principal cities
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Carl J. Miller Accepts Post
With Sherman, Clay & Co.

SearrLe, WAsH., January S5—Carl J. Miller,
formerly manager of the phonograph and radio
departments of the Standard Furniture Co,,
rccently accepted a position with Sherman,
Clay & Co., in the Tacoma store. Mr. Miller
is well known in the trade and has been active
in the affairs of the Radio and Music Trades
Association, for the past year acting as director
of the Phonograph Group. He.is succeeded in
the Standard establishment by Lloyd Chase,
who has been with the company for a long
time, is well known in this section, and is
thoroughly familiar with the work.

The Dragner Music Shoppe, Inc., Palisades
Park, N. J.,, was recently incorporated to deal
in musical instruments with an authorized
capital of $25,000. Henry Dragner, Philip A.
Dragner and May V. Dragner are thc incor-
porators.

The Talking Machine World, New York, January, 1928

Vic. Meyers and Orchestra
Recording for Columbia Co.

SEATTLE, \WASH., January 5—Vic Meyers and
His Orchestra, of this city, recently signed a
long-time contract to record for the Columbia
Phonograph Co. catalog. The first release
couples: “Now That You're Gone” and
“Whether It Rains—Whether It Shines.”

Vic Meyers and His Orchestra have long
been favorites with Seattle dance lovers, and
for the past two years they have been featured
in thec Rose Room of the Butler Hotel. Radio

fans have also enjoyed the programs broadcast’

nightly over station KJR.

Immediately following the release of the
record several prominent music houses ar-
ranged to have the orchestra give concerts in
their record departments. The University
Music Stores, Inc., and the Remick Song Shop
were two houses reporting successful results
from this method of effecting a tie-up with
record artists.

O. P. Harris of Brunswick
Co. Addresses Seattle Trade

SeatiLe, WAsH, January 4—A meeting of all
the Brunswick phonograph dealers in this ter
ritory was rccently held at the New Washing-
ton Hotel. O. P. Harris, special traveling rep- !
resentative of the Brunswick Co., addressed the {
dealers and gave a forceful talk on the develop-
mecnt of the new Panatropes and outlined the
modern methods of recording, stating that with
the new processes it is possible to capture mu-
sical vibrations so slow that they can almost
bc counted.

The Rosso Music Shop recently held its
formal opening in new quarters at 53 North
Walnut street, Mt. Clemens, Mich., having dis-
continued its former quarters at 10 Walnut
street. The new location affords far more dis-
play space for the Victor and Columbia lines
which are carried and plans are under way for
an aggressive sales promotion drive.
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Peerless Introduces the
Extraordinary Portable
for 1928

The Ultimate in Portables
at $25.00 List

OO ONONUIOOTONG, O

2k e e F

EERUOROR T TR
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A

A 4-foot concealed tone chamber

Serpentine tone-arm

Special matched reproducer

VORI RUR O RO ORI R

Covered with genuine DuPont Fabrikoid of
the heaviest quality

E
B
E‘ Elaborately decorated in multi-color effects
E Genuine Heinemann motor
[ 2
: Appearance — Quality — Tone

o

Samples and attractive discounts submitted on request.
Our complete line of Portables lists from $12 to $30.

Two Sales Winning Styles of Record Albums
Peerless Artkraft Album

Beautiful Gold-embossed Cover—Heavy Brown Kraft Pockets

Peeriess Loose Leaf Album

Removable Pockets for Records

PEERLESS ALBUM CO.

PHIL. RAVIS, President
636-638 BROADWAY, NEW YORK

R
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Brunswick Scores Again
With New Record Policy

L - 0 )
i Ball
Symphonies — Operas — Ballads
- By the World’s Greatest Artists
All gold, purple and black label 12- All gold, purple and black label 10-
sloo inch Brunswick Records formerly inch Brumswick Records formerly 7 ¢
$2, $1.75, $1.50 and $1.25, now 3l. $1.50 $1.25 and $1, now 75c.

Again Brunswick Leadership is Demonstrated

RUNSWICK is known in the industry for the many new policies
and improvements that it has inaugurated. Some of these have
changed the whole trend of the music business. To mention just a
few:—
—Brunswick was first to offer double-faced classical records.
—Brunswick was first to adopt the present popular console type of
cabinet.

—Brunswick was first to offer a combined radio Teceiving set and pho-
nograph in one cabinet.

—Brunswick was first to offer a purely electrical reproducing musical
instrument, the Brunswick Panatrope.

And now Brunswick again leads—being first fo offer symphounic,
vperatic and standard mustc at popular prices.

‘“ ONDERFUL! A master stroke ot

merchandising,” is the way a leading
executive in the industry greeted Brunswick’s
recent announcement of new record prices.
From all parts of the country have come
comments equally favorable from the trade
and from leaders in musical circles. Apparently
no announcement to the music trades in years
has made more of a sensation. And from the
public, whose verdict is the final one, there has
already come a remarkable volume of business
to justify our judgment in making this move.

Brunswick’s New Policy—
Briefly Stated

RUNSWICK will no longer penalize the public’s

musical taste by charging more for great symphonic,
operatic, and other standard recordings by world-famous
artists and musical organizations.

We therefore have inaugurated a one-price-for-all
policy covering every record in our catalog. From now
on, all 10-inch Brunswick Records, formerly $1.50, $1.25
and $1, will be 75c. All 12-inch Brunswick Records,
formerly $2, $1.75, $1.50 and $1.25, will be $1.

Enduring music—the beautiful ballads, inspiring sym-
phonies and operas—is growing tremendously in public
demand, and to foster this growth in musical appreciation
we take this action.

Jorunswick_

THE BRUNSWICK-BALKE-COLLENDER CO., CHICAGO -- NEW YORK -- IN CANADA: TORONTO

Branches in All Principal Cities



Store-Door Playing Built this Business

W. C. Morrison, of Morrison Radiophone, Inc., Traces 85% of
All Sales to Policy of Broadcasting Programs From Store Door

r I\HIS is the era of publicity. The more
publicity the better, and the more you get
the more prominent you become. It’s

the age of advertising. Not necessarily paid

advertising, or newspaper advertising, or bill-
board advertising, but advertising that keeps
men and affairs—and their products and per-
sonalities—constantly before the public eye
85 Per Cent of Sales From Simple Plan
All last Summer and Fall W. C. Morrison,
owner of the Morrison Radiophone Co., Inc., of

Bridgeport, Conn., made his storefront broad-

casting pay and pay until 85 per cent of the

seasons’ sales were actually traced to this
simple advertising method. He didn’t, how-
cver, just turn on his sidewalk loudspeaker and
trust to luck in getting business. Instead, he
studied the demands of his radio fans and paved
the way for a big attendance with advance
newspaper announcements.
What Programs Are Favored?

Despite the fact that he is located on a busy
traffic thoroughfare, Mr. Morrison managed to
draw a couple of hundred residents and pedes-

By Clarence J. O’Neil

trians regularly by tuning in on popular pro-
grams. By personal investigation and observa-
tion he soon learned that his patrons preferred
programs as follows, and in their order of
preference: (1) Fight announcements, (2) Foot-
ball games, (3) Baseball returns, (4) Popular
musical programs,

With this tabulation of the most popular
prospective programs Mr. Morrison was guided
accordingly in his newspaper appropriations
Coming prize fights got the most newspaper
advertising space. Other programs were al-
lotted advertising space according to their de-
mand rating.

Tie-up With Window

A fresh window setting was always made
the day before an advertised program was to
be broadcast over the sidewalk. Several at-
tractive posters announcing a variety of sets
and parts were conspicuously displayed in the
store window. By far the most attractive

Get In On These“
RADIO PROFITS

‘ x TITH radio almost universal, it's easy

to include a Dulce-Tone in every
talking machine sale—and you might as well
get that extra profit. Or sell Dulce-Tone to
former talking machine buyers.

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

THE GENERAL INDUSTRIES Co.
Dulce-Tone Division
Formerly named
THE GENERAL PHONOGRAPH MFC. CO

e Elyria, Ohio

" Fits any radio :

Fully guaranteed

poster was always hung directly above the
heads of the spectators and in direct view of
the loudspeaker. It read: “It pays to buy the
better radio. This is the best you can buy
Radiola 104.”

Mr. Morrison claims he is satisfied if his
sidewalk broadcasting puts over just this one
message. So far it has given him ample sales
results. It is interesting to note that his sales
of loudspeakers, tubes and batteries, via the
sidewalk audience, have equaled the total sales
of complete sets.

Pulling Power of Publicity

With the closing of his outdoor broadcasting
accommodation, Mr. Morrison says that re-
sults have shown that his entire volume of sales
for the past six months, ending November 15,
were traced directly to the following sources:

85 per cent Sidewalk Broadcasting.
10 per cent Through Old Customers
S per cent Newspaper Advertising.

It may be the simplest, cheapest and oldest
way of advertising, yet this dealer finds the
front door still has pulling power as a most
effective publicity stunt.

Broadcasters’ Association
Issues the NAB News

" Official Publication of the National Association

of Broadcasters, Inc., Contains Much Inter-
esting and Informative Material

The NAB News, the official publication of
the National Association of Broadcasters, Inc.,
made its initial bow last month and contained
a wealth of interesting and informative ma-
terial pertaining to broadcasting and kindred
matters. Among the articles featured in the
issue were “Win Friends and Sell Time by
Truth and Frankness,” by Gordon Lathrop; a
report of the progress being made in the Asso-
ciation’s program of expansion, and a listing
of the various committees appointed by Earl
C  Anthony, of station KFI, president of the
Association.

A brief résumé of the work done in behalf
of radio by Admiral Bullard and the loss felt
by the industry in his suddcn passing was also
featured. The NAB News will be issued regu-
larly and will contain items of interest to
broadcasting stations and to the radio industry
in general.

Cornelius N. Bliss was recently elected a
member of the board of directors of the Radio
Corp. of America,
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THE  STROMBERG-CARLSON

HOUR, TUESDAY EVENINGS,

8 TO 9 EASTERN STANDARD
TIME TEROUGH THE NBC
AND ASSOCIATED STATIONS

NO. 734 A.C. RECEIVER
Price with Socket-Power Unit aad 11
R.C.A. Tubes=but notincluding Cone
Speaker or Envelope Loop; Ease of
Rockies, §755; Rockies and Wese, $795;
Canada, $1000.

- Strom

\

WJz, WBZ-WBZA,

KDXA,

KYW, WJR, WBAL, KFVE

4 AND WHAM.

i

uperl) Receivers

o7’ %f//’
Discrimim[ing
OTrade

EOPLE of culture— people who

love fine things—people shose
patronage a dealer encourages—are
attracted by Stromberg-Carlson A.C.
Receivers.

The tone quality of these magni-
ficent instruments is unsurpassed —
the result of scientific shielding and
superlative design of audio system
and Cone Speaker. Operation is sim-
plicity itself—all power being taken
direct from the A.C. house lighting
circuit; without the use of batteries
or liquids, and tuning being with a
single dial.

Their cabinetry is exquisite —
Console models in American Walnut,
some with panels of inverse French
marquetry; Table models in mahog-
any.

A.C. Stromberg-Carlsons range in price as follows: East of
Rockies, Radio Sets equipped with phonograph input jack,

S298 to $755; Radio and Ph ;wgmp/) Combined S1245—
Rockies and West, $315 to S1299—Canada, $390 to Si650.

StroMBERG-CarLsoN TerLepnoNE Mrc. Co.
ROCHESTER, NEW YORK
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Makers of voice transmission and woice reception apparatus for more than 30 years



Inimize Repossessions by

Remedying the Causes

An Analysis of the Repossession Problem Will
Determine Causes and Pave Way for Solution

By R. ]. Cassell

R. J. Cassell, formerly collection manager of Grinnell
Bros., Detroit, the author of this interesting article on
repossessions and their causes, is the author of “The
Art of Collecting”. Other articles by him on various
phases of the music business will appear in forthcoming
issues of The Talking Machine World.—Editor.)

OW I don’t guarantee to solve this prob-
N lem of doing away with reposses-

sions; in fact if I could do so the radio
and talking machine industry could and would
pay me a fabulous compensation, but I do be-
lieve that if we analyze the subject carefully
we can get at the cause and then it is up to
each one of you to apply the remedy. If we
can do this we have at least made a step in
the right direction, for this is truly the big
leak in the business, and one that should be held
down to a minimum.

This problem involves every department of
the business to a greater or less extent, so I
believe it is logical to take it up from the
standpoint of departments. The prime offende:
we will take first, the sales department.

The salesman, in his great desire to make
the sale, may think only of closing the deal
when it might have been better to have kept
the goods in the store. Why? The customer
may be a crook or some other undesirable
character, but the salesman overlooks this
phase of the matter and thinks only of getting
the name on the dotted line. Such sales are
repossessions in their inception.

Then, too, does the salesman know anything
about the customer’s financial ability to pay for
the goods purchased? I believe that the radio
and talking machine business take longer
chances in this direction than most other lines
of business. The more knowledge the salesman
has and the better the class of customers to
whom he sells will surely cut down his repos-
sessions. This has at least been my observa-
tion in studying the work of a large number
of salesmen.

Effect of Side Promises

Another fault of some salesmen is to make
side promises, which cannot be kept by the
house. I have in mind one where the cus-
tomer was told he would be given an unlimited
guarantee. This sale stood at a stand-still for
months until a special adjuster with tact and
salesmanship resold it. This was in reality a
repossession, as it cost the firm time and money
to resell the goods.

I could illustrate at greater length, but spacc
will not permit. Don’t make side promises and
don’t let your salesmen do so if you want to
avoid repossessions.

Then there is the customer who is not prop-
erly sold in the first place. We might call it
a forced sale. The salesman is too anxious
to close without creating sufficient desire in the
customer’s mind for the goods. The customer
may not fully realize that he has bought some-
thing until the collection department begins to
Insist on payment.

I have known customers to say they never
signed a contract. They didn't know that they
had purchased an instrument, as they thought
they were only renting. This leads to the
remedy of explaining your contract fully be-
fore you have completed your sale. Do so and
avoid repossessions. You have all had expe-
rience with the interest clause. Don’t be afraid
to give the customer a clear understanding of

this part of the contract. It means thousands
of dollars to the house, and if the customer
is not properly sold on the interest and dis-
covers the fact in the early stage of the sale
it may lead to repossession.

Then there is the direct misrepresentation by
the salesman with the intent to deceive. This
is fraud and acts like a boomerang when the
customer discovers that he has been deceived.
He loses confidence in the house and lets the
instrument come back. Yes, and not only is
it a repossession, but he tells his friends not to
deal with such a house. The loss ¢annot be
estimated. While no reputable house would in-
tentionally do this they must see that none of
their salesmen do so, to prevent repossessions.
5 False Financial Reports

Then there are false financial reports sent in
by some salesmen who try to put it over on
the house. A merchant may turn out to be
a peanut vendor or a street musician. A farmer
may be a day laborer, and I have known of
cases where the customer was actually on the
town and yet expected to pay for an instru-
ment. This kind of business is sure to result
in repossessions.

In most localities miusical instruments are
sold to foreigners. There are some foreigners
who are all right and pay without any trouble,
but there are a large number who do not know
their own names in English and when they
move they change their names or spell them
differently so that it is very difficult to locate
them. You should have a pretty good knowl-
edge of who they are before you sell them.
Some go back to their native land and they
will take radios, or talking machines, and such
accounts must be charged to profit and loss.
Know the foreigner to whom you sell and his
ability to pay before you make the sale.

The Collector’s Job

So much for the sales department. Now let
us take a survey of the collection department
and its effect on repossessions.

I have demonstrated that business houses that
keep up their collections according to the terms
of contract have the smallest number of repos-
sessions. Therefore, the manager and collector
should see that the customers pay exactly ac-
cording to the contract. The old idea that it is
best to coax them along does not prove to save
sales, but results in repossessions.

The manager must co-operate with his col-
lector and not take collection cards from him
and lay them on his desk and say he will attend
to that account and then let it go from day to
day without attention, If the manager takes
collection cards out of the collector’s hands he
will do more harm than good and the sale may
be a repossession. Co-operate with your col-
lector and encourage him in his arduous duty
to stop repossessions. The collector must use
tact and judgment in getting the money or he
will antagonize the customer, who may not say
anything but will let the instrument come back.

There is a custom of some houses to sell
almost any one who can make a down-payment
without regard to who the person is. This
practice prevails to some extent in every busi-
ness. Then is it any wonder that quite a per-
centage of instruments are repossessed?

You cannot blame the firm entirely, although
they are very lenient, for they rely on the man-
ager and salesmen to get a good class of busi-
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ness, and the directors cannot see the customer
or his home, but have to rely on the report of
the salesman. It is to the best interests of the
house and the salesman himself that he tell the
truth about his customer—to the end of a less
number of repossessions.

Overselling and overterms cause the customer
to get discouraged, as he cannot keep up the
contract, and unless a new contract is taken the
instrument is repossessed, after having been
used for several months, and the manager is
thoroughly convinced by his own collector that
the goods should be brought in or payment
made immediately.

Faulty merchandise may cause dissatisfac-
in the mind of the customer and he will judge
the house from the experience he has had with
it. I recall one instance where it was necessary
to give the customer a large discount and also
an agreement to put the instrument in good
condition.  Be careful that the goods are in
good condition before delivery, if you want the
sale to remain sold.

The accounting department can keep cus-
tomers satisfied by avoiding errors in accounts,
statements and notices.

The death of the customer, over which we
of course have no control, may cause a repos-
session. In such cases investigate at once the
heir’s circumstances, and by prompt action the
estate may be able to pay out on the account
or pay cash and prevent a repossession.

Divorces frequently cause repossessions. A
good plan is not to act too hastily, as often the
parties become reconciled and will continue.
So make haste slowly in such cases, but keep in
touch with conditions, and avoid repossessions.

The problem of service is a big one and many
lines of merchandise nowadays are sold largely
on the service the house gives. This is one
of the leading sales arguments of the Ford
Automobile Company. In your business see
that the customer gets all that is promised him.
These small matters may lead to dissatisfaction,
and this is the mother of repossessions.

To sum up, as the lawyers say: All depart-
ments have a duty to perform to prevent repos-
sessions. Service and courteous treatment by
all employes will go a long way towards keep-
ing the goods sold. A sale well sold to a re-
liable customer with a good down payment
and followed closely by the collection depart-
ment in a tactful way is pretty sure to pay out.

All salesmen and business owners are with
me in a desire to cut down repossessions. They
spoil your good work and lessen your showing,
tie up merchandise in poor sales, and are a
continual source of worry to cvery ome.
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A Radiotron
for every purpose

RADIOTRON UX-201-A
Deteclor Amplifier

RADIOTRON UV-199
Detector Amplifier

RADIOTRON UX-199
Detectar Amplifier

RADIOTRON WD-11
Detector Amplifinn

RADIOTRON WX-12
Detector Amplifier

RADIOTRON UX-200-A
Detector Only

RADIOTRON UX-120
Power Awmplifier Last
Auidio Stuge Only

RADIOTRON UX-222
Screen Grid Rudin
Prequency Amplifier

RADIOTRON UX-112-A

Power Amplifier

RADIOTRON UX-171
Power Aonplifier Last
Auwlie Staye Only

RADIOTRON UX-210

Dower shmplifier Oserllator

RADIOTRON UX-240
Detector Amplifier fur
Resistance-conpled
Auwrplification

RADIOTRON UX-213
F'ull-Warr Rectifier

RADIOTRON UX-226

A.C. Filament

RADIOTRON UY-227
A.C. lleater

RADIOTRON UX-280
Full-Wave: Rectifier

RADIOTRON UX-281
Ilalf~Wave Rectificr

RADIOTRON UX-874
Voltage Regulator Tube

RADIOTRON UV-876
Bullast Tube

RADIOTRON UV-886
Ballast Tube

The standard by
which other vacuum
tubes are rated
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RADIOTRON UX-201-4
RADIOTRON uV-199
RADIOTRON UX-199
RAQIOTRON WO-11
RADIOTRON Wx-12

RAOIOTRON UX-200-A

RAIOTRON UX.120
RAOIOTRON U722

PBADIOTRON UX-112-A

i T
PTG Make sure that your new radio
set is equipped with RCA
Radiotrons throughout. Manu-
facturers of quality receiving
sets specify RCA Radiotrons
for testing, for initial equip-
ment and for replacement.
They are recognized by experts
as the standard of performance.

RADIOTRON X240

RADIOTRON Ux 713
RADIOTRON UX.226
RADIOTRON UY.227
RADIOTAON UX280
RADIQTRON Ux.201
RADIOTRON UX-#T1
RADIQYRON UV-876

RADIOTRON LV-266

RCA Radiotron

Public approval has put the stamp of prefer-
ence on RCA Radiotrons. Their quality is
evidenced by the fact that they lead all other
tubes in volume of sales. That is because they
arc the perfected product of the expert engi-
neers of RCA—the same skilled scientists who
designed and built the country’s leading
broadcasting stations. There is a Radiotron
for every purpose. It will pay you to carry
the complete line.

RADIO
NEw YORK

CORPORATION
CHICAGO

O F AMERICA

SAN FrRANCISCO

You make every one of
these advertisements a
crackerjack salesman for
youwhenyoudisplayRCA
Radiotrons and recom-
mend them to your cus-
tomers RCA offers you
powerful selling helps,
counter and window dis-
plays in addition to news-
paper and magazine and
broadcast publicity that is
heavier than that behind
any other vacuum tube.

o,
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AUDIO STAEE

RCA Radiotron

MADE BY TH
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Here 1s the greatest advance in radio

RCA newspaper and magazine adver-
tising in 1928 will be the most extensive
ever undertaken. Saturday Evening Post,
Liberty, Colliers, Literary Digest, and
other magazines will be used through the
year. Leading newspapers throughout the
country will give RCA Dealers effective
local support. And there will be more
and better Sales Helps, Window Displays
and other business getters. The Saturday
night RCA Hour will be another big
advertising feature in 1928.

since the beginning of broadcasting

;

The simplified socket.power Radiola that electrical
engineers dreamed of has now been achieved

The fiew Radiola 17— from the ksboratocies of RCA.
General Electiic and Westinghouse—has rightly been
aalled 2 *wonder box ™

By means of the remarkable new alternatiog current
Radiotrons, it mkes all its power from your electric
light circuit. No bacteries or liquid-conraining devices
Juse plug it in and curn the single knob to select your
progeams

So simple that a child G operate it in a dark room—
but so finely designed and constructed that it repro-
duces with amazing fidelity the fine progeams from the
broadcasting srations.

Radiols 17 is the culmination of years of reseatch by
the great corps of clectriaal and acoustical engineers, In
the service of the Radio Corporacion of Americs, who
aze making the “impossibles” of yestetday the common-
places of comorrow.

RCA-Radiola
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RCA, General Electric and Westinghouse

= shie Loud:
oy

ca PEANER 1604
Amsa

ACA LOUDSPFAKER 100

s
RCA Lovdspester 104 {DLC ssi0

RADIO CORPORATION OF AMERICA NEW YORX

have designed these perfected Radiolas

Radiolas and RCA Loudspeakers, the product
of the same cagincers who buile the high-
power broadcaing stations, set the scandard
in the radio am.

Exclusively chosen by Victor and Brunswick
for use in their finest instrumenss, these re-
cclving sets embody the world's knowledge
of radio design

If you aze sbout to buy your first radio, ot
ifyou ace going to seleqt a new sct to replace
your old one, ask 2n RCA Authorized Dealer
to demonstratc these wonderful instrumenrs
for you

Besure that you listen toan RCA Loudspeaker

The performance of the finest tecaiver €an be
spoiled by an antiquated reproducer.

All Radiolas are equipped throughout with
RCA Radiowons—theheartof the recewvingset

RCA HOUR Every Ssturday Nighe
Through the following seations associated
with the Nationat Broadcasaing Compaoy

CHICAGO

e icwin— crehe AC. o kD
Exteme sensiiviy, selectmey, wone Sdekty and
euse of opersuen 498 complee.

AC Puckize for adipevg Rudiols 1 for AG.
opersdon with RCA Tauhpesied 166 o 633

ACA RADIOLA 16
The mew 2CA scouae-brney 1ee. Vers compact.
One-dul ou sdlectini, s nd

3 new sundard fot receivess

s o
Complete wth Radsoriore . . . . SAETS

SAN FRANCISCO

RCA-Radiola

MADE OY THE

MAKENS OF THE RAD(OTAON

THE MAKER

P

e

MAOE

7 is sign
marks the
Zeading
dealer
in every
community
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NEW SETS FOR OLD

More old radio sets will be replaced
by new and better sets in 1928
than ever before

Most radio buyers want simplified lighting
circuit operation,and most of them want one
of the new RCA RADIOLAS.

And a great number of people will come 1n-
to the market as first buyers,who have been
holding off buying a radio set until they
could get one that would run off the light
circuit as simply as an electric fan.

By carrying the RCA complete line RCA
Authorized Dealers will be able to meet the

public demand.

RCA Dealers will get the cream of the re-
placement business, as well as the cream of
the big, new business this year.

RADIO CORPORATION O F AMERICA
New York Chicago San Francisco

RCA Radiola

MADE BY THE MAKERS OF THE RADIOTRON
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RCA-LOUDSPEAKER 100-A

Unrivalled in tone quality among
loudspeakers in its price range, the

“100A” is the easiest selling radio

l instrument ever put on the market.
; él It’s bread-and-butter merchandise
This sign marks . RCA
e g for RCA Authorized Dealers. Lodipesh oS

RADIO CORPORATION OF AMERICA NEew YORkK CHICAGO SaN FrANCISCO

RCA Louds

MADE BY THE MAKERS O
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= et T ( r‘?_.‘f/ '\'-z-.‘{ \T.::{.‘E‘_"l

F THE RADIOLA

e ]

U O—




The Talking Machine World, New York, January, 1928

Building a Profit-Pro-
ducing Sales Organization

(Continued from page 3)
sizing up an applicant he, too, is sizing you
up, as well as the business, and it is just as
essential that you sell him your business as it
is that he sell you himself.

Do not become discouraged when you find
that a large percentage of the men you employ
do not “stick” or make good. Just figure that
the law of average will give you about one
good man out of every two or three.

Size of the Organization

How large should your sales organization be?
That depends somewhat on the population of
the territory you serve—up to a certain point
Of course, a town of two or threc thousand
people could hardly support a large sales organ-
ization, but when a city reaches a population of
100,000 or over, a radio and phonograph sales
organization need be limited only by the sales
promotion work of the dealer.

Do not think that simply by putting on a
large force of men you are going to increasc
business. The business tcrritory must be cul-
tivated by the sales manager, and the men
must be properly trained to successfully reap
the harvest.

Remember, too, that the building of a large
sales organization is a slow, continuous process
Your work is never finished, for while your
“turnover” of salesmen may be small, in a large
organization it is certain and continuous, and
the sales manager must be always adding new
material, so that they will be filling the gaps
left by those who leave. You should add new
material whenever possible. In no department
of business is there sucli a large turnover of
employes at the present time as in the sales
end, particularly where men are employed on
a straight commission basis. Straight commis-
sion men are naturally more apt to become dis-
couraged quickly—and quit—ofttimes before
they have actually proved that they are failures.
But at any rate, the turnover of salesmen is not
as serious as might be imagined, for the large
part of the turnover comes in the unproved
men or failures, and very seldom among the
better salesmen.

New Blood Needed

But the point I wish to make is this, there
are not enough salesmen in the business of
selling phonographs. We in the industry must
realize that, and begin to take on inexperienced
men from outside our industry and train them.
Until we do this we will not begin to even
scratch the surface of the possible volume. New
men will serve as new blood—and give new
inspiration and new enthusiasm to your present
organization.

Frank Dorian of Columbia
Phonograph Co. in Accident

Assistant to the President of Columbia Organ-
ization Suffers Rare and Painful Accident in
Form of a Fractured Heel—Back at Desk

Frank Dorian, assistant to the president of
the Columbia Phonograph Co., and one of Co-
lumbia’s most widely known executives, re-
cently sustained a fractured heel, a rare and
painful accident, while stepping from a bus in
New York. At the Roosevelt Hospital, where
Mr. Dorian was treated, the doctor said that
this type of fracture happened so infrequently
that he was going to look up the records to see
the date when the last one occurred.

Mr. Dorian, after but two days at home, re-
turned to his office on crutches. This devotion
to the interests of Columbia is typical of M.
Dorian’s long record of distinguished and un-
tiring service for Columbia. He became asso-
ciated with the Columbia Co. as the private
secretary to Columbia’s first president, E. D
Easton,

It was Mr. Dorian who wrote Columbia’s
first advertisement, one which appeared in a
Washington paper. In those early days he was
Columbia’s first branch manager, at the Wash-
ington branch, the first to be established. This
position carried with it the duties of sales man-
ager. After this came yet greater achievement,
when, as Columbia’s first European general
manager, he established the company’s Euro-
pean branches, living abroad for a number of
yvears at all the chief Continental music capitals.

Mr. Dorian's many friends in the industry
and the trade, both in America and abroad, wish
him a speedy recovery.

L. A. Nixon Nov;Eastern
Secretary of the R. P. A.

L. A. Nixon, widely known in the music-radio
mdustry, was elected Eastern secretary of the
Radio Protective Association at a recent meet
ing of the board of directors held in New
York, according to an announcement by Oswald
F. Schuette, executive secretary. Mr. Nixon
was formerly secretary of the National Radio
Trade Association and has been affiliated with
other radio trade bodies for a number of ycars
He will take up his new duties at once, main-
taining offices in New York City.

Shirley Walker Is Making
Series of Radio Addresses

San Francisco, Car, January 35—Thousands
of prospective miusical instrument buyers are
being rcached through the medivm of a serices
of radio talks being given over station KGO
by Shirley Walker, of Sherman, Clay & Co,
president of the Mnsic Trades Association of
Northern Calitornia.  Each talk lasts six min-
utes.  Thus far the talks have been on “Music in
the Home,” “Teaching the Sclhiool Children to
Play Musical Instruments" and “Music Contests
in the I'ublic Schools.”

New Store O;;ened

A new music store, the Radiola-Brunswick
Shop, was recently opened at 364 Central ave-
nue, Highland Park, Ill, by \lex Smith and
Robert U. Slavback.

The Bent Music Store. 633 Second street, La
Salle, IlL, is now opcrated by Arthur Groves
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Buys Brunswick Prod-
ucts by the Truckloads
Live Retail Merchant of Coffeyville, Kans., Is

Doing an Excellent Business—Volume Is
Reflected in the Large Orders Placed

That Brunswick business is very good in
Coffeyville, Kans., is demonstrated by the fact
that the Ross-Workman Music Co., of that
city, is ordering truckloads of Brunswick mer-

A Large Brunswick Delivery
chandise. The accompanying photograph shows

a truck, loaded with new Brunswick instru
ments, just about to be unloaded at the Ross
Workman warehouse, after having paraded
through the streets of Coffeyville; the sign on
the truck tells the populace of that city where
Brunswick merchandise is obtainable.

Schubert Contest Prize
Moneys Placed in Escrow

As a guarantece of good faith to composers
who are competing in the Internmational Schu-
bert Ccntennial Contest the Columbia Phono
araph Co. has deposited with J. P. Morgan &
Co. the sum of $20,000 in escrow. This is the
total amount of the prize moneys.

New Music Store Opens

Formal opening of the Hazard Radio &
Music Co., Hazard, Ky., was held last month
with an appropriate program. The Kentucky
Ramblers Orchestra furnished the music, en-
tertaining a large crowd of visitors. Victor
Orthophonic talking machines and records and
the Crosley radio line are carried by this enter-
prising concern, and plans are being formulated
tor an extensive sales drive

ALLEN

Complete dealer protection is
just part of our plan. We offer
helptul selling suggestions, fav-
orable terms, and fully guaran-
teed products only. Actually
aiding the dealer in making his
full legitimate profit,and giving

him complete protection.
Write today for sam-
ples, and catalog of
Allen Portables—
thefinestline ever
presented to the
trade, and nation-

ally advertised.

ALUMINUM
SPECIALTY
COMPANY

168 Trinity Ave., S. W.
Atlanta - Georgia




Artistic
Display of

J. K. Gill Co,
Portland,
Ore.

Windows That “Sell”

Pointers on Window Displays—
Profiting Through Plate Glass

T is generally conceded that the music

merchants, or merchants who successfully

sell radio, phonographs, pianos and other
- musical merchan-
M ~ dise, are what the
= “Babbits” would
term “Go-getters,”
but it is the writer’s
experience that
these same mer-

have consistently
neglected over a
long period one of
the most important
“come hither” ges-
tures in selling—
window displays
that sell.

== Even thc pro-
P. A. Ware gressive  butcher,
not to stress the alert druggist and able grocery
man, is invariably more of an artist in window-
selling appeal than is the average merchant who
handles musical instruments

Cast your memory back to the window with
rows of paper-frilled lamb chops surrounded
with decorative parsley and appropriatc vege-
tables, and in memory compare that window
with the pineboard-backed display of a few
musical instruments in a dusty window as
shown by some otherwise successful music man
you know.

At a recent convention of window-display

chants, as a class, .

By P. A. Ware

Merchandising and Sales Prowmotion Man-
ager, Atwater Kent Mfg. Co.

advocates from all lines of selling the writer
heard discussed window-display lore {from men
representing the drug trade, the grocery trade,
the furniture trade and the general department
store, but regardless of the fact that this coun-
try has some wonderful retail music selling
organizations, it was not on record that a music
retail representative was in attendance at this
important event.

The consequence is that while nearly every
specialized branch of selling is giving thought
to “selling windows” many music men are, to
use a hackneyed phrase, following the line of
least resistance.

Just how they are doing this can be best
summed up by what the legal fraternity calls
a “hypothetical question.” Assuming that the
reader is a dealer, may I ask that if you were
to sell some product bought by a purchasing
agent and that agent advised you to attend
his office next morning when he would hear the
sales talks of all the men selling a varied as-
sortment of goods who had approached him
that week, all at once: that is, “in concert,”
would you join the Tower of Babel conclave?

All right! pass the answer, but now loolk
around vour town or neighborhood and see if
some music merchant is not by “window ap-
peal” trying to sell a phonograph, a radio, a

B s
4 J\_'ll"vl

piano, an assortment of brass instruments, some
banjos and “ukes” and a saxophone or two to
every passing pedestrian’s single pair of eyes.

If there is not a lesson in the above for many
music men a great deal of thought and worlk
on the part of myself and my business asso-
ciates has gone to waste.

Howecver, it would be unfair if the reade:
accepted this indictment against the music

man’s lack of window-display knowledge as
relating to the trade as a whole.

It does not.

The Lyon & Healy windows at Chicago, the
Jenkins Music Co. windows at Kansas City and
elsewhere, the Grinnell Bros. windows in De-

(Continued on page 14)

 STARR PIANOS STARR PHONOGRAPHS
GENNETT RECORDS

vesent the Mighest Attainment in Musical North
De STARR PIANO COMPANY

Established 1872

Richmond. Indiana

Display by Atwater Kent Window Decorating Staff
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FOR - YOUR - 1928 - PROFITS

Full curved 8% mch tone arm,
special brass and copper alloy.
Highly sensitive swinging ac-
tion permits reproducer to
follow record grooves without

resistance, List  Prices—
Nickel $4.00, Statuar $5.0¢,
Old Copper $5 old or
Oxidized $6.00.

MODEL 102
Another 1928 Oro-Tone product.
Similar design to the Model 101,
with a flat special metal alloy
dlaphragm List Prices—Nickel
$ 00. Stamary $3.50, Old Copper
, Gold or Oxidized $4.00.

?:w,,
AN
_

1000-1010 GEORGE ST.

ey

RIGHT now! As the

new year opens!
Comes your big opportu-
nity to set your lines for
sure profit during 1928.

New reproducers, with
startling ability in tone-
definition-volume. New
tone-arms, which scientif-
ically develop the sound
waves to broadest limits.
New products—perfected
for your profit.

Manufactured completely
in one factory, largest of
its kind in the entire
world, offering you natu-
ral price advantages, and
better product. Write
today for samples and
illustrated catalog!

We cheerfully cater to
Manufacturers, Jobbers,
and selected Dealers. Send
now for complete free
catalog.

QUALITY FIRST

MODEL 101

Our newest reproducer, with all brass face
guard, diaphragm of Duro-Aluminum spe-
cnally processed. The Model 101 renders
excellent volume and finest tone quality.

List Prices—Nickel $3.50, Statuary $4.00,
Old Copper $4.00, Gold or Oxidized $4.50.

CHICAGO, ILLINOIS

MODEL J-t
Ideatical to M-1 except that it is
7% inches and \vlth a slightly
smaller base. Lis Prices—
Nickel $3.75, Statuary $4.75, Old
Co‘}?er §4.75, Gold or Oxidized
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Windows That “Sell”’—Creating Sales
Through More Effective Display Methods

(Continued from page 12)

troit, De Moll at Washington, Hardman-Peck
on Fifth avenue, New York, and the establish-

ment of the astute Chester Abelowitz on the

ibilities of intelligently arranged windows.

Since then the department I conduct has car
rted out in New York and in Chicago demon-
strations of one hun-

same great thoroughfare, are only a few houses
where artistry in window decorating 1s com
bined with the selling appeal.

But, oh, the horrible examples; not only in
the provinces but within a stone’s throw of
every house mentioned above.

There’s no doubt that a musical saw, or any
other jazz band adjunct, belongs in a complete
musical store, but surely its place 1s on display
with a company of its mates rather than lean-
ing against a truly great grand piano of na
tional fame. And yet I have seen just that
sort of a display, as I have also seen all the
appurtenances of the trap drummer’s art backed
by a great internationally known phonograph,
which was surrounded by pictures of great
operatic singers.

And yet when put to the test the average
nusic man can produce windows with a selling
appeal, but for some occult reason it seems
that he must be “spurred” to that business-
building and business-bringing action.

My first real interest in good windows from
a crusader’s point of view occurred about two
years ago when I helped promote a window
display contest among Atwater Kent dealers in
Philadelphia.

Cups were offered as trophies, and there re-
sulted sixty-three windows which competent
merchandising authorities said were perhaps the
greatest concerted display of a specialty prod
uct ever shown in an American city.

Moreover, many of the windows were pic-
tured in trade journals as unusual examples of
“selling windows.” The chief prizes were won
by neighborhood music stores not previously
interested to a great extent in the selling pos

dred dealers’ windows
in a given week; a
rather unusual accom-
plishment for a musi-
cal specialty line and
excelled, perhaps,
only by drug store or
grocery-store package
demonstrations con-
ducted by manufac-
turers of nationally
distributed products
The company 1
represent now has on
the road crews of ex-
pert window decora-
tors who are spread-
ing the gospel of good
windows chiefly
among the dealers

who think that expensive plush drapings and
artistic special settings are necessary to miake
an effective selling window.

In behalf of the merchandise I represent, 1
frequently tell dealers that I would rather see,
for good results, an exclusive display of our
product once a week than a two-weeks’ show-
ing surrounded by merchandise with a diversi-
fied appeal

Crepe paper has been extensively used in the
drug store and grocery store trade in a man-
ner that would offend the eye of the average
music lover or music prospect. ‘The use of
varied strips of yellow and red crepe paper in
the window, drawn fan-wise to a common cen-
ter where a tube of tooth paste or a can of
beans is on display, is appropriate perhaps for
selling merchandise costing a quarter or less.

However, any shop selling crepe paper can
produce samples of soft-toned decorative paper,
which is quite appropriate to the average music
window. Moreover, the manufacturers of this
decorative paper hand out, for the asking, book
lets explaining its use and in the absence of
more expensive draping good crepe paper
properly used forms a most effective trim

Our window trimmers have proved this by
making use of crepe paper in some of the most
exclusive music stores in the country, although
1 will admit that in such windows the use of
crepe paper was somewhat restrained and was
supplemented by window cards and our own
cffective dealer helps.

To the merchant who has paid no attention
whatever to his window, however, this form
of decoration can be recommended as ‘“‘bette:
than nothing,” and even that merchant should
take heed of the much-needed reform in the
music trade, which is that of using some one
piece of merchandise in an effective setting

Radio Table of Spanish De-
sign Introduced to Trade

A new radio table of Spanish design, finished
mm mahogany to match the model 17 RCA
Radiola, and equipped with model 100A RCA
— B specaker, has been an-
nounced to the trade
by the Stettner
Phonograph €Corp,
New York, one of the
pionecr manufacturers
of radio cabinets. A
unique feature of this
new product is the
slope of the cabinet,
which permits the
sound to be thrown
upward from the
speaker. An attrac-
tive grille covers the
speaker, which is in-
sulated with rubber
to prevent distortion

Two Fine Exampls of rtistic Atwater Kent Window Displays The “Stenola” trade-

mark of the Stettner Phonograph Corp., under
which the new Radiola table will be marketed,
is well-known throughout the music-radio in-
dustry.

H. C. Phillips in New Post

H. C. Phillips, formerly with the Radio Sales
Corp., Seattle, Wash, is now a member of
the sales staff of the Spokane, Wash., branch
of Sherman, Clay & Co. Mr. Phillips has been
identified with the Seattle trade for a number
of years and has been active In association
activities.

The M. & M. Music Shop, Durango, Colo.,
recently moved to new and larger quarters in
the Maytag building on Main street.

Welcome to Our
New York Office and Display Room

It is with pleasure we announce the opening, early in December, of a New York
City office and display room—Suite 607, Brunswick Building, 225 Fifth Avenue—in
charge of Mr. James H. Wilcox, widely known in the Record Album field.

A new patented type of Record Album will be on display in attractive bindings.

Werite for a 1928 National Record Album price list—it will pay you.

National Publishing Co., 239-245 South American St., Philadelphia, Pa.
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The cabinet of Model G-10, illustrated, is de-
signed in such proportions that it conforms with

the furniture in the average home. The panels
are of genuine mahogany, attractively inlaid.

A large cone speaker of great volume and
superb tone—screened attractively with silk—
is built right in the cabinet. A desk-type drop lid
encloses the panel of the set when not in use.

Freshman Electric Radios are free from
bother—there are no batteries to replace or
to charge. Not even an eliminator that needs
watering or that requires periodic changes of
acid. The power is supplied direct from the
light socket. Every Freshman Equaphase is
mechanically and electrically .right—and em-
bodies refinements which are not found in sets
selling at much higher prices.

MODEL G-10, Illustrated

":x‘-ﬁf ’q* $19 5

v COMPLETE

Ready to operate

or 1928

FRESHMAN
QUAPHASE

I
ol

wlin @

The entire line of Freshman battery and electric radios are sold only to
Authorized Freshman Dealers. They range in price from $54.50 to $500.00

Complete Information On Request

CHAS. FRESHMAN CO., Inc

Freshman Building, New York, N. Y.

2626 W. Washington Blvd., Chicago, IIL
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in the Store

People Like to Visit Fox Music Store
Because of the Homelike Surroundings

By L. C. Smith

vantages of a ‘“homelike” atmosphere

in a phonograph shop and yet not per-
mit the customers to forget what they come
for is well illustrated in the furnishings and
equipment of the Alfred Fox Music Store in
Bridgeport, Conn.

When a customer enters the richly appointed
salesroom of the Alfred Fox Music Store he
is immediately impressed with the roomy floor
space inviting him to promenade the full 100
feet length of the store. His interest is doubly
held by the elaborate assortment of talking
machines on both sides of the store. One of
the first objects he sees is a businesslike, flat-
top desk placed in the center of a group of
comfortable-looking wicker chairs. This desk
is located directly in the path of a niche in
the wall housing six listening booths. Several
flower plants and a small but beautiful soft
carpet occupy the center of this valuable space.

“But will the ‘homelike’ atmosphere detract
from the business angle when it comes time to
‘close’?” we asked Alfred Fox, the ownmer.

“That’s just the reason I put the desk where
it is,” Mr. Fox replied. “I want the public to
feel that this is a business institution, and that
we are here to sell talking machines and to get
the ‘signature on the dotted line” I have often
observed,” Mr. Fox continued, “that it is much
easier to persuade a prospect to ‘sign up’ if this
prospect sees someone else signing for a set
right under his eyes. That is why we believe
in transacting the final step in the sale right
out in front for the whole world to see.”

In addition to the psychological effect of
having a business desk in the reception space,
this location also permits the salesman to be
in a definite place to answer all the inquiries

H OW it is possible to combine the ad-

regarding talking machines and recordings.

Needless to say, Mr. Fox has the usunal
counter and cash register combination in the
front of his store, but when it comes to closing
the talking machine sale he prefers to divert
from the strictly commercial surroundings and
make the sale more inviting with a little “home-
like” atmosphere.

Music Merchants’ President
Addresses RMA Luncheon

C. J. Roberts, President of National Associa-
tion of Music Merchants, Tells of Advantages
of Selling Radio in Music Stores

New York and other members of the radio
and music trades met rccently at the Hotel
Commodore, New York City, at the monthly
membership luncheon of the Radio Manufac-
turers’ Association and heard C. J. Roberts of
Baltimore, president of the National Associa-
tion of Music Merchants, on the advantages
and also the difficulties of selling radio through
the music merchants. To-day the music dealer,
Mr. Roberts told his audience, is the natural
distributor of radio and he predicted that thc
music merchant would become the predominant
factor in the retailing of radio.

“In the public consciousness,” said Mr.
Roberts, “radio is music, About ninety-five per
cent of broadcasting programs consist of music
and if it wasn’t for the music on the air the
interest in radio would be comparatively small.
The price range of radio makes it possible for
every home to have a receiving set and there
should be one in every home in the country.

“Radio is doing more to establish the Ameri-
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& The complete story of the new Audak Reproducer is told
= a bit further on in this issue. See 2-page insert in colors

Between Pages 34 and 34a

. Another AUDAK Achievement
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can home and build up home life than possibly
any other commercial influence. And the sale
of pianos and radio goes together. The radio
stimulates the desire for the use of all other
forms of musical instruments.”

The troubles of the music merchant in hand-
ling radio in the early years of the industry
were detailed by Mr. Roberts, who said that
many music dealers had been “stung” in hand-
ling radio because of many factors attendant
upon the development of a new industry. Sets
became obsolescent quickly, trade discounts
were not stabilized, and there were many other
unfortunate trade practices which had operated
to the discouragement of the music merchant
in the handling of radio some years ago. But
to-day, according to Mr. Roberts, virtnally all
of these early major difficulties have passed
with the improvements in the radio industry,
the reliability of the modern receiving set and
apparatus making less demands for service. Mr.
Roberts stated that while trade discounts still
caused some hesitancy and complaints on the
part of music merchants, the question of servic-
ing radio to-day was “almost non-existent.”

“The music merchant is the natural outlet for
radio,” continued Mr. Roberts. ‘“When people
think of radio they think of music, and when
they think of music they think of their music
merchant. The latter is an experienced instal-
ment collector and has an experienced sales
force, together with surroundings equipped for
the demonstration of the beautiful modern re-
ceiving set. Radio is so greatly improved that
service is no longer the problem it once was.”

Mr. Roberts also suggested that piano tuners,
including high-grade men for the most part,
presented a field of recruits for radio service
work. An invitation to radio dealers to join
the National Association of Music Merchants
was presented by Mr. Roberts, who outlined
plans for the June National Convention of his
Association in which radio will have a promi-
nent part.

Major H. H. Frost, first vice-president of
the RMA, presided at the luncheon and
among the guests were Edward Ingraham, a di-
rector of the Federated Radio Trade Associa-
tion, Irwin Kurtz, another director of that Asso-
ciation and also president of the Talking Ma-
chine and Radio Men, Inc.,, of New York City,
and Delbert L. Loomis, executive secretary of
the National Association of Music Merchants

Udell Line to Be Shown in
New York April 5 to 17

INpianaroLls, INp, January 4.—The Udell
Works, of this city, makers of cabinets, includ-
ing a complete line for radio sets, will exhibit
at the New York Furniture Exchange, space
314, 206 Lexington avenue, New York, from
April 5 to April 17. The Udell organization
has not shown its line in New York for sev-
vral years, but repeated requests from Eastern
salesmen and dealers brought about a decision
to do so.

Radiotron Prices Reduced

Reductions in list price of several standard
types of Radiotron tubes have been announced
by the Radio Corp. of America. These new
prices, which were effective on December 17,
are as follows: UX-201-A, reduced to $1.50;
UX-112 and 112-A, to $3.50; UX-171 and 171-A,
to $3.50; UX-240, to $2, and UX-874, to $4.75

G. M. Reese, Jr., in New Post

George M. Reese, Jr., formerly with the
Gewehr Piano Co., Wilmington, Del,, is now
connected with the Robelen Piano Co. of the
same city. Mr. Reese was with the Victor Talk-
ing Machine Co. for a number of years and has
a thorough understanding of merchandising
problems of music retailing.
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Easier Sales—Big Profits—More Turnover

NEW ELECTROPHONIC

Made Especially for Playing Electrically
Recorded Records

These needles are made by a new process of special
tempered steel to play the new electric records without
blasting or vibration. These needles will bring out per-
fectly the bass notes as well as the high notes.

This is the finest needle display stand on the market.
Made of attractively colored heavy metal, very compact
and revolves. All tones on the stand.

Needles packed perfectly. The needles are packed in
envelopes (50 needles to an envelope) and the envelopes
are inserted in small packages. Each package is a different
color for different tones.

This is the fastest selling needle on the market.

Each Needle Plays 10 Records

No. 1 COMPLETE OUTFIT

1 Metal revolving stand, 100 packages of needles (50
loud, 25 X loud, 25 medium).

Retail Value $15.00

Dealers’ Price s 600

) 5

Complete

“ Big PROFITS /o YOUS 0

Metal g
. Refill Cartons
Revolving Stand
Takes only 5 inches of Counter Space LOUd, extra loud and medium,

RED AND WHITE 100 packages of a tone to a carton.

Size: 1634 inches high Retail Value $15.00
434 inches wide
434 inches deep Dealers’ Price s 00
Per Carton

Jobbers—Write today for Free Examination Offer

ELECTRO-PHONIC NEEDLE COMPANY

506 SOUTH WABASH AVENUE CHICAGO, ILLINOIS



Dealer Education Program Responsible
for the Success of Farrand Methods

David F. Goldman, Sales Manager of North American Radio Corp., Tells How Farrand Co. Pro-
tects Dealers and Has Maintained Products as One-Priced Merchandise

PROGRAM of education to dealers selling
radio apparatus is the main reason of owur
success in distributing Farrand speakers in the
Greater New York market. Three years ago,
when we were appointed to distribute Farrand
products, the dealers had created an ‘“‘upset mar-
ket.” Prices were being cut galore, whether or
not apparatus was new or old, good or bad,
advertised or unadvertised.
Invading “Cut-Price” District
With the Farrand speaker, a new type of
speaker at that time, theoretically and practical-
ly correct, and with a fine program of sensible
advertising, we set out to show radio dealers
that here was an item that was going to show
a clean profit at the end of the year. Our
biggest problem was convincing dealers that

the only profitable manner in which they could
expect to remain in business for a period of
time was to quit cutting prices and make the
substantial legitimate profit allowed by the
manufacturer. And as was to be expected,
we met our strongest opposition in Cortlandt
street, noted then more than now for its cut
prices. We were very anxious to break into
this market, with its enormous sales for such
a small, restricted area. But, nevertheless, we
were not going to change our policy of price
maintenance, nor would we go back on our
words to other Farrand dealers in the city.
In the Cortlandt street section we originally
opened up with but one retailer, knowing that
he would permit no price-cutting on Farrand
speakers. At first the neighboring dcalers were

THE WORLD’S LARGEST PRODUCERS OF DIE-CASTINGS

Doehler Die-Cast sinc
alloy three wayv wvalve
for combination Radio
and Victrola,

REPRQ T AL
‘ VER

TR HOb

IF you could see the multitudinous sizes and forms of Die
Castings produced in our four great plants each day.... @ If
you could see the engineering and metallurgical problems in-
volved in their production...., If you could see how our
organization meets unusual demands with a willing readiness....
@, That would quickly convince you of Doehler capability for
producing YOUR die castings—with certain satisfaction. (I, Our

booklet is interesting and informative. Your copy is free.

DOEHLER

DIE-CASTINGS

DOEHLER DIE-CASTING CO. Brooklyn, N.Y.

Plants at

18

~ Toledo, 0. Batavia,N.Y, Pottstown, Pa.

skeptical about this retailer’s success in selling
a radio accessory at full list price where the
practice is just the opposite. The answer to
the skepticism of these dealers at that time is
found in the fact that at the present time there
are about fifteen dealers in the Cortlandt street
section selling Farrand apparatus and nonc of
them advertising their Farrand speakers or
eliminators at prices lower than those adver-
tised by the Farrand Mfg. Co.
Getting Away From Price Appeal

Another phase of our educational campaign
to dealers in proper merchandising was in the
manner of advertising nationally known ap-
paratus. The main appeal in the retailers’
advertisements at that time was price. The
various other sales appeals were hardly ever
used. Neither were art work, fine engravings,
real sales slogans, etc. Moreover, we realized
that dealers would be anxious for a departure
from the conventional price-cutting advertise-
ments of three years ago. To meet this desire
we furnished our Farrand dealers with mats of
varying sizes, advertising the Farrand speakers
with a quality appeal in a different and attrac-
tive manner. The result has been that retailers
have never advertised Farrand speakers at
prices lower than the nationally advertised list
price.

No Dumping Policy

Another reason that Farrand products have
never been cut is that the Farrand policy has
never permitted “close-cuts” or dumping. When
a new model is decided upon, dealers are noti-
fied approximately one month ahead. They are
advised to buy only what they could immedi-
ately sell within the notified time. In fact,
during this notification period we have some- -
times run low on our merchandise in our own
warehouse and have shipped Farrand apparatus
from one dealer to another. The result has
been that when Farrand announced its models
no dealers found themselves with an appre-
ciable stock of the older models. Hence no
reason at all for price-cutting.

Dealers Protected From Loss

One of the best policies ever adopted by
any radio manufacturer, in our opinion, has
been that of the Farrand Mfg. Co., which pro-
tects dealers from loss through price reductions.
Although Farrand never has and still has no
intention of reducing its prices, the dealer is
assured that should prices be reduced at any
time he will be rebated on any stock he has
on hand, whether it be 15, 30, 60, 90 days or
more. With this guarantee and the assurance
of a month’'s notice before the introduction
of new Farrand models, retailers are safe in
stocking Farrand merchandise. If other radio
manufacturers were to adopt similar policies we
would see cleaner and more profitable merchan-
dising in the radio business.

Kolster Radio Selected
by Blindfolded Committee

A novel test for selecting a radio receiving
set was used by the Amesbury, Mass.,, Radio
Club in choosing the equipment which the club
is giving to the Amesbury Hospital as a means
of entertaining convalescent patients. A com-
mittee of nine club members were blindfolded
and several sets were tested, on the basis of
quality of reception, volume and selectivity.
The unanimous choice of the committee proved
to be a Kolster receiver. Each room in the
hospital is equipped with radio outlets and a
set of earphones will be installed at every bed,
so that each patient will have an opportunity
to listen in.

Immediately upon the announcement of the
release of parts 5 and 6 of “Two Black Crows,”
by the Columbia Phonograph Co., William
Hicks, of the Melody Shoppe, Elmira, N. Y.,
dispatched an aviator to Binghamton to pick
up a shipment in that city and rush the records
back to the store,
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Masterworks Album
Sets of Great Com-
posers

Celebrity Series
Dance Records |

Vocal Records |

Southern Series

Race Records

Foreign Language
Records

Columbia Phonograph Company, 1819 Broadway,
New York City

. RS RO
Canada: Columbia Phonograph Company, Ltd., Toronto s i e
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W. F. Wirges Appointed to
Important Brunswick Post

Is Now Recording Director of the Brunswick
Laboratories in New York—Musical and
Practical Knowledge Fit Him for Work

Wm. F. Wirges (popularly known as Bill)
has recently been appointed as recording
director of the Brunswick Laboratories in New

W. F. Wirges

York, and is the unusual combination of a real
musician and a man who can thoroughly appre-
ciate the practical or sales angles of records.

Mr. Wirges operates between New York and
Chicago, directing the recording of the Bruns-
wick artists, and in the comparatively short
time in which he has been at the post has
shown an exceptional aptitude to appreciate

the needs of the music dealers and the desires
of the public. He tempers his musical knowl-
edge with the realization that he must appeal
to an audience of many and varied tastes.

He is enthusiasm personified, and has the
ability to radiate and convey that same en-
thusiasm to the artists when they are recording,
and in that way he can bring out the best
qualities in those artists. He also has the tact
and discernment of character necessary in the
intelligent handling of stars, a trait most neces-
sary to one in this important post.

G. R. Nennstiel ap—e;s New
Phonograph and Radio Shop

KNoxviLLe, TENN., Janvary 5—The formal
opening of Gus's Phonograph & Radio Shop,
018 South Gay street, owned and operated by
G. R. Nennstiel, took place last month with a
large attendance. Included in the merchandise
carried are the complete Zenith and Atwater
Kent radio lines, Victor Orthophonic talking
machines and records, Brunswick Panatropes
and records and Columbia records.

Mr. Nennstiel i1s well known in Knoxville
and has had wide experience in the retail music
field, and for the past few years has been man-
ager of the phonograph and radio departments
of Sterchi Bros.

Appointed Dis:r—ib;or of
the Allen Portable Line

The Allen-Hough Mfg. Co., Milwaukee, re-
ports the appointment of J. W. Jenkins Sons
Music Co. as exclusive distributor of Allen
portables, in the territory covered by this fa-
mous house.

The Bayonne Maennarchor Singing Society
recently made two recordings for the Victor
Talking Machine Co. catalog.

19

Ed Lowry Now Exclusive
Columbia Record Artist

Master of Ceremonies at Ambassador Theatre,
St. Louis, Repeated American Successes in
England a Year Ago—Is Radio Favorite

Ed Lowry, new and exclusive Columbia
artist, is master of ceremonies at the Ambassa-
dor Theatre, St. Louis, Mo., where he fills that
post in a manner that is keeping the house
playing to capacity.

Mr. Lowry has long been a favorite with
American theatregoers, and a year ago he went

Ed Lowry
to England, where he scored an outstanding

hit. He was in vaudeville there in the London
production, “Whitebirds,” sang frequently on
the radio and also recorded for Columbia. At
one time he was playing in five different places.

His latest releases for Columbia are “She
Don’t Wanna” and “I Can’t Believe That
You're in Love With Me.”

Helycon Tone Arm No. 509

THE continuous taper of Helycon Tone Arm
No. 509 is acoustically correct. It is particu-
larly adapted to phonographs equipped with new
type reproducers and new long air column ampli-
fiers with enlarged bell-opening.

Made of heavy seamless drawn brass, nickel
plated; black enamelled bracket, that ensures
free sensitive swing and prevents tipping or
binding; all joints air-tight, felt-bushed to pre-

vent metallic vibration.

Helycon Tone Arm No. 509 is the outcome of
unceasing research, plus precision manufactur-
ing, a worthy representative of the Pollock-
Welker line of Helycon precision-built phono-

graph equipment.

Pollock-Welker, Limited

Established 1907—Pioneers in the Phonograph Industry
KITCHENER — CANADA

Cable Address—Polwel, Kitchener

Code—A.B.C. 5th Edition, Bentley's




20 The Talking Machine World, New York, January, 1928

*Heic it

THesE three new models have been created to fill a
definite niche in the great Victor line of instruments.

In the new Ten-seventy, the Automatic feature
and the recently developed cone-type Electrola have
been housed in a cabinet of exquisite classic Renais-
sance design. It is intended for those who want
an instrument that takes care of its own records
and, at the same time, permits the user to regulate

volume to suit particular occasions. A twenty-piece
orchestra for the house-dance, or the faintest thread
of melody as background for dinner-conversation.

MoperL EIGHT-TWELVE
ORTHOPHONIC VICTROLA

1.»':' >
.
“HIS MASTER'S VOICE”

REGU.S.PAT OFF.

MopeL TWELVE-FIFTEEN
ErLecTroOLA

VICTOR TALKING MACHINE COMPANY
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i
new models
to fit particular
markets

The Twelve-fifteen is, likewise,a new cone-type
Electrola, with the special Victor acoustic stabilizer
. smooth reproduction at every volume. The
instrument is also a remarkable loud-speaker for
an independent radio set—switch provided for

v, MopeL TEN-SEVENTY
AvutoMmaTic ELEcTROLA

CAMDEN, NEW

JERSEY, U. S§

changing from record to radio. Its cabinet, repre-
sentative of the charming Georgian period, is
particularly attractive to customers whose homes
are furnished in Colonial style.

In size, reproduction and list-price, the new
Eight-twelve comes between the standard Credenza
and the smaller console model, the Four-forty. In
quality of music,the new model offers the nearest ap-
proach to the full-toned Credenza reproduction. Its
cabinet, in French Renaissance style, is striking proof
that an impressive appearance is a matter of pro-
portion rather than size alone.

There is evidence that these three new models
will satisfy a very real need, fitting particular mar-
kets that are particular in their choice.

Order at least one of each for demonstration pur-
poses. As new Victor models, they have strong
window display value. Push their sales. You will
find they open up a new field that, with careful cul-
tivation, can be turned into a rich harvest of profit.

A .




Sales Possibilities in the Finest Records

Phonograph Record Dealers Not Keeping Pace With Manufacturers
in Their Efforts to Bring the Music of the Masters to the Masses

ing machine trade in a condition which

the most pessimistic would be obliged to
call healthy. No one will think of denying that
the phonograph staged a complete comebaek
two years since, nor that the wise, farsighted
and courageous policy of the manufacturers has
been thoroughly justified. Retail merchants—or
such of them as think beyond the needs or the
exigencies of the moment—are quite eommonly
willing to admit all this; and to that extent it
may be said that all parties are in agreement.
When, however, we come to deal with the big
questions of salesmanship we are obliged to say
that the practice of retailing still lags far be-
hind the principles on which the manufacturers
acted when they scrapped the old maehines
and the old methods of reeording, adopted
revolutionary new methods, and szt out to con-
quer their territories afresh,

For, strange as it may seem to the outsider,
there is every good reason for saying that many
retail merchants in the phonograph trade have
as yet shown little sign that they understand
the prineiples on which rests their future pros-
perity. When the manufacturers acted so dras-
tically and courageously three years ago, this
was because they realized clearly what had hap-
pened. The merchants in their turn must come
to this realization and then acquire the courage
to act upon it.

What They Learned

What was it that the manufacturers realized?
Why, simply that the talking machine as an
individual piece of salable material could only
withstand competition by giving something that
other instruments could not give, and giving it
actually in a more satisfactory way. In other
words, if the phonograph could be made to ex-
cel in the matter of reproduction, while preserv-
ing its unique ability to record the finest of
performances and store them up for use when-
ever and wherever wanted, then the phonograph
could continue to exist, and even to become

THE ending of another year sees the talk-

By W. Braid W hite

steadily a greater factor in the entertainment of
the nation. Failing this, the phonograph was
doomed.

Now the phonograph has been brought to the
point where its reproduction is evidently per-
fect. This has been accomplished mainly
through the development of eleetrical recording
systems which have by now become universal,
for the reproducing mechanism contained in the
machine needed only incidental and not funda-
mental alteration. Even the electrical pick-up
is of far less importange than the electrical
record. It is this latter which to-day actually
dominates the phonograph situation. The wise
merchant will be he who can see this, and act
accordingly.

The Deliberate Policy

The manufacturers indeed have seen this.
‘They have seen clearly that no development of
reproducing machinery would be worth talking
about so long as the recording was not brought
up to date. While recognizing the demand for
dance and popular music generally, it is elear
that manufacturers have deliberately begun a
policy of building up a library of high-class
recordings so splendid in choice of title and in
reproduction as to bring the phonograph, in the
ears of music lovers everywhere, to a position
of exaltation whieh five years ago could never
have been anticipated. In a word, the record
rules the roost; and the manufacturers know it,

For that very reason it is absolutely neces-
sary that phonograph merchants should make
up their minds to take the high-class electri-
cally-recorded record, study its possibilities of
sale in the community, and develop those pos-
sibilities up to a point of profitability. All this
is neither difficult nor unpractical. It is merely
a matter of recognizing that the high-class
record is to-day the basis on which phonograph
recording willy-nilly must stand.

The Stock Objection

I am well acquainted with the stock answer

to any such statement. It will be said that the

Dealers find our service profit-
able.
represent are fully guaranteed.
Our terms are right.
offer helpful selling sugges-
tions plus merchandising aid.

Write today for catalogshow-

LLEN

PORTABLES

For the products we

And we

ing Allen Portables—the
finest complete line
ever presented to
the trade, and
nationally
adwvertised.

SOUTHERN
ALUMINUM
COMPANY
513 Conti Street
New Orleans, La.
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record buyer who wants a piece of dance music
will come in, say what he wants, pay for his
purchase and leave within ten minutes; whereas
the prospective buyer of a high-class record de-
mands attention, personal time of a salesman
for demonstrating, and the trying of half a
dozen pieces. The objection is sound enough
so far as it goes, but it does not alter the facts
of the situation. If buyers of high-class records
do not know what they want and must be at-
tended to assiduously and at iauch expenditure
of valuable time, that is because the phono-
graph merchants are not yet reaching those
who do know what they want. And that is the
only rzbuttal needed.
Many Lovers of Music

At least it is the only one needed if and when
its implications are grasped. For the fact is
that the music-loving population of this coun-
try is already very large, if we include within
the classification all those men and women who
are interested directly and indirectly in good
music, who go to concerts, who play some musi-
cal instrument or who sing. There are some
millions of these people; yet one would make
not the least mistake in saying that the vastly
greater number of them are simply not aware
that modern phonograph recording is able to
give the very best of orchestral, ensemble and
solo music, vocal and instrumental, into their
possession, at very low cost, and that the mod-
ern machine reproduces this music with all the
beauty and power of the original. I wonder
how many of the music lovers of this country
know that the nine symphonies of Beethoven
are available in the new recording or the piano
quintet of Brahms, the B flat piano trio of
Schubert, and a whole stack of string quartets,
piano and violin sonatas, piano and violin con-
certos with orchestra, and even specimens of
out-of-the-way delightful music hardly ever
performed in public? How many know that it
is possible to have at home enough music of
every kind to provide a musical atmosphere
such as hardly a professional musician can
dream of enjoying?

In fact, how many dealers know anything
about these things? And if dealers don’t know,
liow can it be expected that they shall sell good
high-class records in large quantities? If the
blind lead the blind . . .

A Program

It is quite evident to me that a lot of work
nzeds to be done to bring before the dealers
the existing facts, especially in the way of re-
moving the absurd notion that there is some-
thing exotic, hard to understand, indeed almost
foreign (hateful thought) and un-American
about trying to become interested in pushing
good music? It is evident that the phonograph
dealers have a lot to learn about high-class
records, and especially have to be taught to
overcome their apparent reluctance to make
themselves personally acquainted with these
things. And to these ends I propose to go for-
ward during 1928 with considerably more em-
phasis than ever before, in the work of bringing
before dealers month by month all that I can
find out about the best classes of record, about
how to handle them, how to demonstrate them,
how to sell them at a profit and how to build a
business in them. If I can succeed to any ex-
tent in building up dealer interest in these mat-
tcrs, I shall be doing the best service I can
do for all concerned.

The 1928 program, so far as I am concerncd,
then, is to run along these lines. And I think
that some good for all concerned is likely to be
accomplished.
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Sounding as it does the very depths of the sub-
lime, reception with the Utah Speaker brings \'
into being those mystic qualities of reproduction

for which so many strive but so few ever attain. VY
The most complete line—ranging from $10 to $100 ‘ ~a
UTAH RADIO PRODUCTS CO., 1615 S. Michigan Ave., Chicago g
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Dramatizing Radio
Through the Medium of Displays

T is hardly proper that the mer-
chandising of radio should be
considered more difficult than
the average product, but I am in-
clined to believe many dealers con-
sider it such, thinking that because
it is comparatively a new indus-
try time has not allowed principles of sell-
ing to become thoroughly developed. In the
main, I personally believe that radio should be
one of the most interesting products to mer-
chandise and yet from general observation its
presentation to the public has been abused.
Ask the average retailer—“what’s wrong with

W,
N\

the radio business?” and the chances are he w111
reply with one or all of the following five

points as the major reasons:
1—The public continues to look for “‘something
new,” feeling sure radio is yet undeveloped.
2—There is a belief among people that radio is
something to be enjoyed only a very few months of
the year.
3—The market is flooded with ‘“‘Cut-Price” radio
merchandise.
4—And the cost of rendering service is too great to
allow a reasonable profit on the sale.
5—Or the radio manufacturer has not produced the
set to meet requirements of this locality, (Never
asswning that his installation could be anything but
correct.)

And yet how many dealers assume that they
are responsible to a great extent for the condi-
tion which may exist—usually the buck is passed
to where it is thought it would meet the least
resistance. Would it not seem wise as dealers
to study the why of such a condition—is it local
—is it individual—what is the cure? If it is de-
cided that the condition does lie within the
province of the music-radio dealer, how best
can it be remedied?

That’s the first question to answer—when you
have done this to your satisfaction, then decide
for yourself if such points of interest are prop-
crly conveyed to your public. Radio can never
be sold merely as “radio”—it must be sold for
just what it gives to the listener-in. In brief—
Entertainment, Education News Sports, Music,

There’s a “Window Way” to Sales, Says W. L.
Stensgaard, Director of the Display Division of
Stewart-Warner Speedometer Corp. and Presi-
dent of International Association of Displaymen

Fun—all regardless of distance. Then, too, at
such little cost, and in the very comforts of
your own home, in fact there is no end to the
points of interest about radio that may be
dramatized so as to produce radio sales. The
five points listed above become minor difficul-
ties. Present radio to the public, as one of the
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Above: “The Air Theatre”
is a display suitable for the
average small window, and
was done in colorful poster
effects with flasher-lighting
cquipment in  the center

unit,
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Right: “The Children’s
Howr” is dramatically por-
trayed to the interest of
the kiddies in this colorful
display.

greatest engineering achievements—not as an
experiment; as a year 'round source of enjoy-
ment—not as a comfort for winter months; as
a standard product of standard price—not as a
piece of merchandise of fluctuating value; as a
mechanical deviee that requires service such as
does the automobile for which there‘ is a rea-

sonable charge—not as a mechanical
perfection that can resist all wear
and all abuse;as an instrument suited
to local conditions-——and by study
and radio engineering experience
you are qualified to meet them—
not as a delicate instrument only in-
tended for use under favorable conditions and
circumstances.

The American public are great believers of
what they read and see—they have been taught
to believe by “truth in advertising” and “seeing
is believing.” Knowing this let us begin plan-
ning how to present radio to the public.

Advertising in the newspapers is essential and
should be carefully executed by those expe-
rienced so as to bring back the best results pos-
sible on the investment made. On advertising
you expect to draw business to your store, but
are you prepared to “follow through?” When
the customer reaches your store does the pic-
ture you painted in his mind by words remain
the same? Is the radio itself shown in the
proper surroundings—does it picture “entertain-
ment” or does it just appear as a piece of furni-
ture, and does it look as though it was worth
the price? Unless you have prepared to more
vividly portray that picture, which was painted
in words in your ad—the customer reaches your
store and the enthusiasm is dampened, a greater
resistance is set up for the salesman to meet,
and this is one of the greatest reasons for “cut-
prices.” If it looked the value and the initial
enthusiasm was followed through—it would
also be worth the price—provided of course
that the performance was as described.

Your window displays are important, and I
will venture to say that 85 per cent of the
merchants selling radio have not yet capitalized

by dramatizing radio to the thousands who
pass their windows. It is a fact that display
window circulation is the least expensive adver-
tising medium the average merchant has. Dis-
play window adveértising is likened unto the
national or newspaper advertising—it is not the
(Contium’d on page 27)

VAN VEEN SOUNDPROOF BOOTHS

The standard for successful Talking Machine demonstration °

for years.

Write for particulars and catalogue.

VAN VEEN & COMPANY, lnc.,

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

Radio dealers are losing sales without them.

PHONE LEXINGTON 9956-2163




The Talking Machine World, New York, January, 1928

25

Here’s Why the Junior
Makes Any Portable Better—

‘Jhe

THE new improved Junior Motor is the smaller edition ot
the famous Flyer Motor. It is the ideal motor for
smaller, lighter portable phonographs because —

Made Like a Watch

Every part is made of the finest materials, as precisely made and as -

carefully inspected as though it were for a fine watch. Gears are cut on
special gear-hobbing machines. These machines make gears so much
better, so much more true than has ever before been possible that large
concerns in many lines are asking us to cut gears for them. This is cited
only as an example—every part of the Junior is made with the same
unusual care and precision.

Noiseless

Before it can come to you in a portable, a Junior must pass the Listen-
ing Test. It is run without a record, on a special sound box which
magnifies any sound many times. If either of two experts can notice the
slightest sound, the entire motor is rejected.

Exclusive Design

The Junior is the result of 12 years’ experience in motor design and
manufacture. Only the Junior (and its bigger brother, the Flyer) can
offer the sturdy construction, the freedom from vibration and noise, the
long life which these motors assure.

No wonder the great majority of all portables sold are equipped with
Junior or Flyer Motors. Dealers know that these motors mean easier
sales, more satisfied customers and no returns.

ELYRIA, OHIO
Formerly named The General Phonograph Mfg. Co.

15 _ENERAL INDUSTRIES CO.

Makers of Precision Products for a Quarter of a Century



Profit Winning

Sales Wrinkles

United Music Co. in Ad. Lists Satisfied Customers—Plan Your Promotion Campaign Now for
Coming Year—Photographs of Recording Artists Used in Display—Personal Touch Used in
Announcing Record Releases—Include Quality of Radio Talent in Sales Talk

Nearly every dealer will admit that one of
the most satisfactory means of increasing busi-
ness is through the recommendations of satis-
fied customers. This word-of-mouth advertis-
ing counts for far more than does the printed
word, and there are many music stores which
give a major share of the reasons for success
to this method. Another method of utilizing
the good will which your customers bear to-
ward you was recently illustrated by the United
Music Co., of Brockton, Mass., and other cities
in New England. This company used a two-
page advertisement in the Brockton leading
newspaper to tell the merits of the Stromberg-
Carlson line of radio receivers. One page of
the advertisement was given over to illus-
trating and describing the complete new line' of
Stromberg-Carlson A. C. receivers; the second
page read: “Over $200,000 worth of Stromberg-
Carlsons in Brockton and vicinity purchased
from the United Music Co. Through the kind
permission of these happy friends we list their
names as members of the great Stromberg-
Carlson family.” Then followed a list of be
tween 375 and 400 owners of Stromberg-Carl-
son sets. Publishing names in this manner is
certain to secure attention. The readers of the
newspapers, with average human curiosity, will
look to see if any of their friends are listed,
and a certain amount of human interest appeal
is engendered.

Plan Now for 1928

Now that the holiday season is past and the
new vear is well under way the time is ripe for
the dealer to get busy on some follow-up sales
promotion. Those people who purchased talk-
ing machines of various kinds just preceding
the holidays are excellent prospects for records.
This is the kind of repeat business that spells
prosperity for the merchant. It keeps the cash
rolling in, and what dealer cannot make use
of ready cash. Then, too, there are the pros-
pects developed during the holiday shopping
period. Intensive cultivation at this time should

prove resultful in making the early months of
the present year very satisfactory from a busi
ness standpoint. Advertise, circularize and get
vour men out in the field to make the most of
every sales possibility. There is no sound rea-
son why the retail merchant should sit back
simply because the holiday period—the peak of
business during the year—is past. Because
there is a natural tendency on the part of the
public to refrain from making purchases im-
mediately after Christmas the need for increased
aggressiveness by the dealer becomes more
imperative.
Photos for Display
The advantage of having photographs of
recording artists is demonstrated by the Tol-
zier Music Store, of Amarilla, Tex. The ac-

Unusual Brunswick Window

companying illustration shows how effectively
this aggressive music dealer has used artists’
photographs to make a most attractive window
display. His order of arrangement is well bal-
anced, as he shows almost every class of artist,
from the dance orchestra to the concert violin-
ist. Then, too, his display of the Panatrope
is attractive. The stage of display with the
artist, the finished record and then the Pana-
trope for reproduction, is very complete. The

radio instruments.

DEALERS—

All the signs point to a
BIG SALE of radio instru-

ments in 1928 ﬁ >

E-ALLOCATION of wave
lengths, synchronization of [y
stations and clearing of broad- ]
casting channels forecast a
banner sales year for reliable

The rapidly increasing sale of
Weston instruments over all
other makes indicates a wider
extension of radio knowledge
and the recognized need for
instruments of the highest
quality and most dependable
performance. Professional and
home set builders, service ex-
perts, manufacturing and lab-
oratory engineers and amateur
station operators know by ex-
perience that “Westons” give
the best service. Inferior sub-
stitutes, at whatever price, are

AC. end D.C. 2" and
314" Panel Instruments

”"%]INS

Model 519
Radio Set Tester

generally unreliable and use-
less.

Tie in with Weston Service and en-
joy the profit-making, quick turn.
over advantages of handling the
Weston line—for forty years the
world’s precision standards. We
suggest your consideration of the
models shown here. Dealers every-
where find they meet an exact need.
Your jobber will supply you and
help you select the most popular
ranges.

" WESTON ELECTRICAL INSTRUMENT CORPORATION
190 Frelinghuysen Ave., Newark, N. J.

PION EE R
SINCE IBBE
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TR‘UM ENTS f

Tolzier Music Store reports a large increase
in its record and instrument sales, due to this
attractive display.

Re: Record Releases

In announcing the latest releases to your
customers do you simply send them the booklet
provided by the manufacturers, or do you send
a personal or semi-personal letter suggesting
that several of the selections are particularly
desirable? A suggested record or two might
help quicken the interest of the customer and
result in sales which might not materialize from
the mere reading of a printed list. The follow-
ing letter sent out to the mailing list of the
Eberhardt Music Co., of Wichita, Kans., by
Jane Barth, of the record department, is an
excellent example of this point. It reads:
Dear Customer:
“Thinking,” No. 710-D, by Art Gillham, one of the
nost remarkable records ever recorded. Get this record,
put it on your phonograph some evening, and as you
fisten to it, a beautiful picture will come to mind. A
lonely man is sitting by the fireside smoking his pipe
and gazing dreamily into the flame. It is raining out-
ide, and he is sitting there thinking, just thinking,
that’s all. Do you think when you’re lonesome? Do
you? Hear Art Gillham in ‘“Thinking” and you will
have heard a record never to he forgotten. It will al-
ways linger in your memory.
We are listing a few other new Columbia records that
we would like to have you hear:
No. 1099-D, “When Day Is Done,”
ton Charles.

No. 1107-D, “You Went Away Too Far,” by the Sun.
flower Girl of WBAP—she’s fine.

No. 1109-D, “Och, Maybe It's You” (Ah, Peude Que Seas
Tu), (Ziegfeld Follies of 1927), by Harry
Reser and His Syncopators.

No. 1090 D, “Just Ouce Again,” by Paul Ash and His
Orchestra.

No. 1101-D, “Dearer Than All” by Rodeheaver and Doe.
This is a beautiful sacred duet.

No. 140-M, “For Thee,” soprano solo, by Barbara Maurel.

We are enclosing our November bulletin and feel sure
there will be some records among this list you would
like to hear, and we are looking forward to the pleasure
of playing your favorites for you. We appreciate your
patronage and are always glad to serve you.

You are welcome at Eberhardt’s. Just a few steps
north of the Lassen Hotel.

pipe organ, by Mil-

Sell Entertainment
During the past few months the broadcast
programs from practically every station have
shown continued improvement. Great corpora-
tions such as General Motors, Standard Oil and
a host of others have added radio broadcasting
to their mediums of advertising and publicity,
and they are sponsoring programs of interna-
tionally known artists. How many dealers
have incorporated into their selling talks ref-
erence to the new arrivals on the air? When
you are selling a prospect do you merely refer
vaguely to the great entertainment features,
or can you mention several of the artists who
are being heard? Also remember that the two
conventions to select candidates for the presi-
dency of the United States will be held within
the next five months and both promise to be
exciting and of interest to radio listeners every-
where. Use foresight, prepare a direct-mail
communication telling of the good things in
store during 1928, and see if selling entertain-
ment will not prove a better argument than
merely selling a radio receiver without visualiz-
ing its capabilities.
Plan Store Concerts
During this month talking machines and radio
dealers should plan a definite program of ex-
ploitation and promotion for the coming year.
The mediums which have proved most effective
n stimulating business during the past should
be given greater attention, and means not yet
tried should be given an opportunity of prov-
ing their worth. Store concerts of record re-
leases, a method which in the past proved
profitable for dealers all over the country,
should be given a trial. At intervals of be-
tween two or three weeks invite a number of
your customers to the store for a record con-
cert. Select the program carefully, varying the
types of music so that the entertainment will
be neither too heavy nor too light, and see if
the increase in record sales does not more
than offset the time, trouble and money ex-
pended. '




The Talking Machine World, New York, lanuary, 1928

A

Fast
Seller

A
* The Improved
/// Val-Phonic

Reproducer

HIS reproducer was and is offered to merchants

who know good products, and who could be con-
vinced only by distinctly superior performance, qual-
ity of materials used, and workmanship. Qur master
Val-Phonic meets the most exacting taste, and the
more fastidious choosers become enthusiastic boost-
ers, broadcasting its merits everywhere. There must
be a reason why it has gone over the top in such a
sweeping fashion, and it is only because we mever
cease our efforts to improve this already perfect Val-
Phonic reproducer.

The Val-Phonic has made good! It
will do good for you! Try it out. You
have all to gain, in offering merchan-
dise that will withstand the iron test,
and bring satisfied trade back to you.

Another item you cannot afford to slight. VALLEY FORGE non-jump main
springs. Each spring individually wrapped in Mocolene, a special wrapper which
protects it from foreign elements, and double polished and sprayed with lubrill
to prevent rust and corrosion. Each spring comes to you in a separate carton,
clearly labeled with its number, dimensions and resale price. Our reputation
was made on the VALLEY FORGE main springs. Here’s a chance to share it

with wus.

PHILADELPHIA - U-S'A-
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The PAL Family

Nationally Recognized as
the Industry’s Greatest
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Our Tremendous
Coast to Coast Outlets

Model 100-40
34” high—33” wide
20" deep

Model 100-50
347 high—33” wide
20" deep

Guarantee Greatest Phonograph Values

oS -

An Instrument |

Distirction

% Model 200 i
N\ 437 HioH 30" Wioe 21" Deep

A Popular
Instrument

SAXOPHONIC/
" Model 90 )
¥, }l."chu 2I'WipE 21'Deep / /

-
S

n Instr i
: o/n Jotrumer
Beauty

Model 175 .
. AZiHhaH 30°WioE 21" DEeP

* x

Marvelous
Tone Reproduction iwchen
played with the
Audak Reproducer

Fifteen New Models. Consoles, Uprights and Con-
solettes. Here’s the phonograph, artistically de-
signed, with new tone quality. And is specially low-
priced, quality considered. Write us today for book-
let and prices.

SOME TERRITORY OPEN FOR LIVE,
WIDE-AWAKE, EXPERIENCED SALESMEN

Player-Tone Talking Machine Company

Office and Sales Rooms: 632 Grant St.

Model 17”5-3‘
¥ e S ‘ PITTSBURGH, PA.

. SAXOPHONIC

Model 75
36 HigH Z_Q”Wm: 21 Dee

The Audak Reproducer
Our Tone Quality
Is Complete

Model 90-5
34”7 high—36” wide
217 deep
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Dramatize Radio Through
Better Window Displays

(Continued from page 24)
space alone, but what enters into it that decides
the sales-producing power. The mere placing
of merchandise behind the glass is not sufficient,
but it seems to satisfy too many.

Mr. Radio Dealer, I cannot too strongly em-
phasize the importance of your making a rea-
sonable investment in your windows. Show
radio in a setting that tells the passers-by in
picture form of “entertainment, enjoyment,
sports, news”—there’s no limit. When you sell
these you sell radio. Just as you expect the
manufacturer to develop a radio that you can
sell so does the public expect you to create
within them a desire for the radio. Dramatize,
change your windows often, let each display
be good—don’t be satisfied with hit and miss.

The larger the retail institutions, the more

A cat chasing a mouse through a grocery store
window will attract, but those who watch will
hardly be impressed to point of purchase of
any grocery shown. A fan blowing paper strips
or ribbons may attract, but it certainly denotes
only motion, it has not created a desire to pos-
sess for “comfort” sake such as would be the
case were the fan shown in use with a painted
cut-out picturing a man seated at his desk
in comfort, and on the other side a cut-out of
2 messenger just entering wiping the sweat from
his face. Again I say, dramatize—so as to
create a desire so strong it is hard to resist.
Good windows will cost you some money, and
they will pay you dividends, a liberal one if
properly invested.

I have seen radio shown on a tile floor, a
dirty floor, a crepe paper floor—in each case
the value of the product shown was easily de-
creased 10 per cent to 20 per cent. Would you
expect the radio to be used on a tile fioor? If
it were placed in the bathroom it might be, but
it is not a bathroom

) (,T 7 article. An invest-
{1 ment in small rugs,

to set the radio on,
would help increase
its appearance or
“vyalue apparent,” we
might say, eye value

I have seen bright
colored crepe paper
used to form a back-
ground for a beauti-
ful walnut cabinet.
Why? I don’t think

the dealer who used
it even knew; per-

haps he thought the

An Attractive Showroom
can be made of most any room, and this sketch illustrates one for a small dealer. and
At the right was an ugly partition, so we placed a damask curtain in that end of
the room and a tapestry on the opposite wall. On top of the radiator was placed
a slab on which was displayed a set and receiver. In front of this was placed a
settee. A platform was built on back of the window on which an attractive screen
was placed and modern lighting installed. This being a cement floor we laid an
attractive linoleum and then placed two rugs in the ccnter of the room. A marked of the

increase in sales was made after the changes had been made.

important are their display windows—they
know their value, and make an investment in
equal proportion to their value. In speaking of
display to none other than D. F. Kelly, general
manager of The Fair, one of America’s largest
department stores, located in Chicago, he said:
“The eye of the passer-by is focused on the
show windows, and they should be made as at-
tractive as possible. We consider the show
windows the most important feature of our
store.” The secretary of the Davenport, Iowa,
Retail Merchants’ Association, and, by the way,
one of the most successful music dealers of
that state, wrote me: “In my opinion, to neglect
one's window display, if not commercial suicide,
means at the very least the establishing of a
handicap which it will take many times the re-
quired window investment to attempt to coun-
teract through print publicity or other me-
diums.”

I could go on quoting hundreds of such inter-
esting remarks on the value of a store’s display,
but the important thing for the retailer to re-
member—regardless of size—is that his display
windows are just as valuable to him as they
are to the greatest store of the world.

Too often have I noticed hundreds of radio
displays that were very injurious to the dealer
even though it appeared as if considerable time
and thought, but little money had entered into
it. Remember, it is easier to detract than at-
tract; also that just to attract is not sufficient,
the display must

First—attract the passer-by to stop

Second—create within the party who stopped
a desire to possess

Third—bring him into the store, where the
display and contact should be on a par with
that seen outside.

A display to be godod must express the char-
acter of the store, be alive with human interest
appeal, exert utmost sales influence through si-
lent salesmanship, and be a builder of good will.

colors were bright
pretty. That’s
why I say it is easier
to detract from the
radio than attract to
it. The colorings
paper were
so bright the radio
was secondary—anyway can crepe paper
increase the beauty of walnut? Would
not a tapestry, a wall paper panel, a win-
dow effect or curtain make the radio appear
of greater value? Do you associate any value
with crepe paper? Everybody knows it is ten
cents the roll. Did you ever see crepe paper
used about the radio in the home? These are
all small details, I know, but they are what gu
to make a productive or non-productive display,
and when we try to analyze why we are not
producing sales we must analyze it in detail. The
fact of the matter is that it is just as easy to
put in a good display as a poor one, if we
understand the ingredients. A good display
may require slightly more on the initial ex-
penditure, but has always proved to be cheaper
than a poor display by reason of the fact that
the good display produces and the poor display
continues to be an expense, not an investment.
If you are a small dealer and do not have in
your service an experienced displayman, go to
one of the better non-competitive stores and
endeavor to have that displayman install a dis-
play for you some evening—prove it to yourself.
Just as a highly trained advertising man makes
your copy productive, so can a seasoned dis-
play executive transform your “non-stop” dis-
plays to sales producers.

Now suppose that you have created the de-
sire through your newspaper and the customer
has come to your store, the window display
has created a further interest and the customer
is ready to go inside. But first also remember
that hundreds or thousands pass your store
front each day, you consider it the most valu-
able space of your store—a large percentage of
these may not see your newspaper ads so as a
tie-up for those who do, and for all those who
pass your store front, good window displays
play a big part in your merchandising picture.
The greater percentage of customers come into

(Continued on page 28)
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Sonora Selective Radio
and the Tonalic
Sonora Phonograph

Distributors of

onor,

CLEAR a5 a BELL
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Sonora Distributors

J. H. Burke Company,

221 Columbus Ave.,
Boston, Mass.

Belmont Corporation,

316 South Third St.,
Minneapolis, Minn,
and

1210 University Ave.,
St. Paul, Minn.

Gibson-Snow Co., Inc.,

312 West Willow St.,
Syracuse, N. Y.

Greater City Phonograph Ce.,

76 Fifth Avenue,
New York City.

Hassler Texas Co.,

2216 Commerce St.,
Dallas, Texas.

Kohler Distributing Co.,

63-67 Minna Street,
San Francisco, Cal.

Mayer & Company,

2820 Locust St.,
St. Louis, Mo.

Moore-Bird & Co.,

1720 Wazee St.,
Denver, Colo.

Peirce-Phelps, Inc.,

224 North 13th St.,
Philadelphia, Penn.

James K. Polk, Inc.,

217 Whitehall St.,
Atlanta, Ga.

and

811 West Broad St.,
Richmond, Va.

Reliance Battery Products Co.,

H.

C.

2211 South Eighth Street,

Council Bluffs, Ia.

Schultz, Inc.,

442-448 E. Lafayette Blvd.,

Detroit, Mich.,

and

1743 Chester Ave.,
Cleveland, Ohio.

Steriing Roll & Record Co.,

137 West Fourth Street,
Cincinnati, Ohio.

Strevell-Paterson Hardware Co.,

Salt Lake City, Utah.

Tay Sales Company,

231 North Wells St.,
Chicago, Ill.

and

465 Milwaukee St.,
Milwaukee, Wis.

Twentieth Century Radio Corp.,

104 Flatbush Avenue,
Brooklyn, N. Y.

Western Radio, Inc.,

1224 Wall Street,
Los Angeles, Cal.

C. A. Richards, Inc.,

100 East 45th Street,
New York City.

Canadian & Export Distributors.
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Dale Wimbrow Records
Novelty Songs for Columbia

Singing Comedian Tells of “Oshkosh” and
of Golfing Troubles in “Roll Right Offa My
Green” in Recent Columbia Release

Dale Wimbrow, ukulele artist and singer of
original comedy songs, recently recorded two
numbers for the Columbia Phonograph Co.’s
catalog which are scheduled for quick release.

Dale Wimbrow
They arc “Oshkosh” and “Roll Right Offa My
Green,” two highly novel songs.

“Oshkosh” celebrates the Wisconsin City
of that name instead of the well-known South-
ern localities. “Roll Right Offa My Green” is
about Anastasia Brown, a golf club assistant,
and her boy friend, whose hazard was great.
Addicts of “the green” will get a kick out of
this record.

Book on “The Romance
of the Gramophone”

“The Romance of the Gramophone” is the
title of a book just published in Wellington, N.
Z. The book, which was written by T. Lindsay
Buick, is extremely interesting and entertain-
ing, tracing the earliest attempts to reproduce
the voice of man and going into considerable
dctail regarding the actual invention of the
phonograph by Thos. A. Edison, as well as the
development of public interest in the instru-
ment. Space is given to the work of other men
ir the development of the phonograph, notably
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that of Emile Berlincr. The history of the
large companies who entered the field in the
carly days is also briefly recorded and the book
concludes with a description of the improved
modzls that during the past year or so have
superseded the old style instruments and the
new electric rccordings. The volume is a val-
uable contribution to the literature on the
gramophone.

Permanent Injunction Is
Granted Zenith Radio Corp.

The Hon. Charles C. Simonds, judge of thc
Federal District Court of Detroit, has granted
the Zenith Radio Corp. a permnanent injunction
against Mark’s Auto Accessories, Inc.,, Dave’s
Auto Accessories and the John Ross Sales Co.
and each of them, and their representatives,
agents, servants and employes are perpetually
enjoined and restrained from directly or in-
directly representing, claiming, stating or im-
plying, either verbally or in writing, or by pub-
lished advertisements, or by any other manner
whatsoever, that the radio apparatus known as
“McMillan,” sold and offered for sale by them,
or either of them, is the radio apparatus used
by Lieutenant-Commander Donald B. MacMillan
on any of his Arctic expeditions, or that he
took said apparatus with him to the North
Pole, or into the Arctic regions, or that “Mc-
Millan” apparatus was ever used by any ex-
plorer named “MacMillan” or “McMillan” in
the Arctic regions, or by any member of any
Arctic expeditions, or commanded by any per-
son named ‘“MacMillan” or “McMillan,” or
from designating the said radio apparatus sold
or offered for sale by them or either of them as
North Pole McMillan, or by any other designa-
tion having a tendency to create the impres-
sion that said apparatus was used by any per-
son named “MacMillan” or “McMillan” at or
near the North Pole or in the Arctic regions.
Commander MacMillan used Zenith Radio in
the Arctic, exclusively.

In addition to the permanent injunction the
Zenith Radio Corp. of Chicago was granted
the damages it claimed against the plaintiffs.
It will be recalled that on November 21 a pre-
liminary injunction was granted Zenith against
the above defendants.

Leaders in all branclies of the industry are
optimistic over the outlook for business.

The Silver Electro-plated Needle

THE MW VDI E

Especially. adapted for electrically
recorded records '

Attractive prices for jobbers

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

Wall-Kane; Jazz. Concert., Best Tone, and Petmecky Phonograph Needles.

.

Dramatize Radio Through
Better Window Displays

(Continned from page 27)
the store by interest either from newspaper or
window, or both. Now, as well as before, radio
must have even more interest—remember “that
follow through” of your program.

When the customer comes to inspect the
radio closely, it should be presented under the
most favorable conditions. In the department
especially it should be presented in as near the
atmosphere in which the average home would
use it as possible. That home-like appearancc
should prevail. Let me suggest, just as an ex-
perimient, in some part of your radio depart-
ment, that you put up a window effect, with
near drapes, or hang a velour drape about eight
feet high, five feet wide. Set a console in front
of the drape, set a good-looking torchiére on
each side, a rug on the floor, a chair or bench
by the radio that invites the customer to sit
right down and imagine herself at home with
this radio. Then turn on the radio and you
have immediately overcome a great resistance
otherwise to be done by talk and talk—too
often not effective. The customer sells her-
self. Also leave the other part of your de-
partment as it is, sets here and there, no
thought to arrangement or eye value or com-
fort—now with the setting in one end of your
department as described above, watch it act like
a magnet, draw your customers from the other
parts of the department.

I have enjoyed fifteen years with retailers and
manufacturers in just such work, and it is sur-
prising why and how they can remain so igno-
rant on details such as these. Once they are
demonstrated they can hardly imagine how they
could have overlooked their value for so long,
and still be in business. The details are so
simple when we actually think of them, yet so
neglected. But have you ever wondered why
so many sales are lost? Did it ever occur to
you that a mental picture had been painted
in the customer’s mind of what you had to
offer, and then when they came to your store
they were disappointed, and you are offered
some excuse such as “I'll come back” or “We
weren’t ready to buy.” Make your presentation
of the merchandise so interesting that therc
can be no disappointment, and so the product
shown looks “worth more” than the price asked.
People don’t buy an article when they think
they are asked to pay more than it looks like
it's worth. It's easy to sell if you employ truc
and tried principles and have that “follow
through” in your merchandising program. When
you lose a sale try and analyze why; don't
always blamnc the prospective customer, and
too, remcmber that there is no way of knowing
how much business you are losing, but that it
is easy enough to know what you are getting
Take no chances, go aiter all of it.

The selling forces that you command are not
only the human element, that of the salesman,
but the physical presentation of the product,
the advertising, the atmosphere, the service—
co-ordinate all of these and more, synchronize
them to work as one and there will be an in
crease in your radio sales. But remember dram-
atize, entertainment, education, sports, news,
music, fun, kiddies’ hour, those are the reasons
for radio, when you sell thesc you sell radio
This radio business isn’t so bad after all—is it?
Just the way we go at it.

Lists Service Equipment

The service department of Fada Radio has
prepared a list of items which are classed as
standard equipment for every service man. The
list was prepared by an expert as a special
guide for Fada dcaler service departments.

It was recently reported that the phonograph
audiometer has been found to be the best me-
dium for use in educating hard-of-hearing pupils.
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Radio is better with Battery
Power

There is a kind of radio reception
that is radio at its very best. Clear.
Hum-free. True in tone, faithful.
Reliable. Reception from a receiver
that is working under exactly the
conditions for which it was de-
signed. For such reception, use bat-
teries. For batteries provide pure
D.C., Direct Current, the only kind
of current that is silent and unno-
ticeable in radio. For utmost de-
light, undisturbed enjoymeut, and
unalloyed delight, use Battery
Power.
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In the radically dificrent
Eveready Layerbilt the cells
are flat, and the battery is
assembled under pressure
into a solid block, eliminat-
ing waste space, packing a
mazximum of active mate-
rials within the bettery case,
and making those materials
more efficient.

HE ordinary dry cell “B” bat-

tery is full of useless holes—
wasle space between the cylindrical
cells. In a battery using large-size
cells the wasted space may amount
to as much as 30 per cemt of the
total.

A number of years ago we set
about correcting this state of af-
fairs. Dry battery traditions were
dropped. An entirely new kind of
dry cell was developed. It was flat
and square like a book instead of
cylindrical. Such cells were pressed
together into a solid battery block
The new
invention was patented, thus mak-
ing it exclusively Eveready. Such,

with no waste spaces.

briefly, is the history of the Ever-
eady Layerbilt “B” Battery that
embodies the first radical changes
and improvements ever made in
the dry cell.

But before this remarkable bat-
lery was ever sold, it was tested and
relested for several years in the
laboratory. Then it was put on
trial in home service in all parts of
the country. Several remarkable

Hlustrated to the left is the eylindrieal ccll

type of "B battery construction. Lach cell

is & unit connected to the others by soldcred

wires. The space between the cells is wasted,
useless.

we have put the holes to work

things were discovered in this way.
The battery contains more active
materials than a cylindrical cell
battery of the same ontside dimen-
sions—and it gives over 30 per cent
more service! The Layerbilt con-
struction puts the active materials
in closer contact with each other,
and makes them produce consider-
ably more electricity.

This is why the Eveready Layer-
bilt “B” Battery No. 486 is the
longest lasting of all Evereadys. It
is a heavy-duty battery for use on
all loud-speaker receivers. Hun-
dreds of thousands of people have
found it to be the most economical
radio battery they ever used.

You give a new degree of satis-
faction to your customers when yon
sell them the Eveready Layerbili.
Order from your jobber.

NATIONAL CARBON COMPANY, INC.
New York [

Atlanta

San Francisco

Chicago Kansas City

Unit of Union Carbide and Carbon Corporation

el ) ) S
EVEREADY
Radio Batteries
reREE——

» ~they sell faster
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AMIGHTY
MERGER OF
MEN AND

RESOURCES

ONORA ANNOUNCES to all Sonora dealers and representatives

the merger of four great companies—the Sonora Phonograph

Company, the Bidhamson Company, the Premier Laboratories,
and the Liberty Electric Company.

With this merger of brains, men, money, resources and experience has
been born a new and progressive force in the music industry.

The Bidhamson Company numbers among its officers and organizers
those captains of industry, John Hays Hammond, Lewis Kaufman,
James J. Burden, E. F. Hutton, Harris Hammond, and Anthony J. Drexel
Biddle Jr. It holds valuable patents.

The Premier Laboratories, headed by well-known scientists, holds
patents covering loud speakers, electrical recording apparatus and
electrical phonographs. These patents have never been divulged to
the public or the trade and constitute in themselves new and major
advancements in the acoustic field.
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The new corporation, incorporated in New York State and entirely
financed by its board of directors and present stockholders, has been
named the Acoustics Products Company. P. L. Deutsch of Chicago,
who developed the phonograph division of the Brunswick-Balke-
Collender Company, is president.

Backed by this amalgamation of interests, the Sonora Phonograph
Company retains its name and identity as a separate corporate structure,
with P. L. Deutsch as its new executive head.

New things are in store for Sonora and Sonora dealers — —new and
greater things.

Early in the New Year, Sonora will contribute to the realm of music
important new and epochal achievements destined to create world-
wide attention.

Watch for further announcements on a matter which may profoundly
affect the policies of the music industry and trade. During the interven-
ing months before the appearance of the new Sonora products, distribu-
tion and sale of the present popular Sonora line of radios and phono-
graphs will be energetically prosecuted and all Sonora distributors and
dealers may remain confident in the assurance of a sustained effort and
a constructive policy.

The fact that in 1927 Sonora sales were more than double those of the
prcccding twelve months, lends stability to the immediate situation.

With this new merger so triumphantly consummated, the year 1928
and those to follow will be known as Sonora years — years in which the
high records of 1927 will sink into comparative insignificance. Many
of the foresighted are now finding it wise to secure more information
about Sonora, its products and its prospects.

SONORA PHONOGRAPH COMPANY
64 East Jackson Blvd., Chicago, Il

B
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Money-Making

Suggestions

for Ambitious Merchants

Association Activities Merit the Support of Every Dealer—70 Per Cent of Sales Are Emotional
Rather Than Logical—Vary the Instrument Which You Are Using in Demonstrations—Do
You Tie Up With Local Happenings?— The Personal Touch Is a Big Factor

If there has ever been a time when talking
machine and radio dealers should take an active
interest in their local associations it is the pres-
ent. During 1927 the radio trade benefited
from the remedying of many undesirable fea-
tures of merchandising which ate into profits
and caused dealers to bemoan the difficult cir-
cnmslances connected with the selling of a set.
The bugaboo of service has to a great exient
been cleaned up, due to a number of reasons,
mainly the improvement in radio receivers, the
education of the public and of the dealer—
biit there are a number of factors that a group
of dealers working as a unit can remedy, where-

e

“Here’s the best
aerial to use
with that set
you’ve bought

Just connect it to your set and plug into the
nearest light socket. This little device uses
absolutely no current, requires no lightning
arrester, and cuts static down to almost zero.
You will get the same perfect reception as
you've just listened to here-—because we always
demonstrate with the Dubilier Light Socket
Aerial. Expensive? No, sir! Only $1.50.”

“More dealers than you can count are show-
ing off their receivers to best advantaye with
this unique aerial, and then selling them at
good profit with every set. Others are in-
cluding the Dubilier Light Socket Aerial in
the purchase price of equipped sets as an
added inducement. Have you tried out either
of these plans? If you're not equipped to
collect on this nationally advertised aerial,
phone vour jobber today for a trial supply.
Packed individually in attractive counter dis-
play cartons of ten. They are available
through any good radio distributor.

Dubilier Condenser Corp.
4377 Bronx Blvd. New York

Dubilier

LIGHT-SOCKET AERIAL

as the individual dealer would be unable to
help. The Northwest Radio Association has
done much to improve listening and selling con-
ditions; the New York Talking Machine and
Radio Men, Inc., are at the present time dis-
cussing some means of securing better -dis-
counts; the Wisconsin Radio Trades Associa-
tion just last month agreed that the meinbers
would not sell on home demonstrations, limit-
ing the time a set will be left in a home on
approval to one evening. The activities of these
organizations have done much to help radio
merchandising conditions. Every dealer in
every locality should give his support, attention
and efforts to further the work of his associa-
tion. He benefits from this work whether he
is a member or not, so it is only just that he
should pay in return for the value received.

Logic and the Emotions

In addressing Brunswick dealers throughout
the country, O. P. Harris, special traveling
representative of the Brunswick Co., makes the
statement that 70 per cent of all sales-are emo-
tional, while only 30 per cent are logical. In
other words, the dealer or salesman who is
content to sell a customer just what he or she
enters the store to buy is getling 30 per cent
of what might be sold with proper salesman-
ship. The average record customer who men-
tions a record can in ninety-nine cases out of
2 hundred increase the purchase many times.
And so, too, with window displays. Create
them with a definite purpose. Bring out some
point which will cause a desire for ownership
in the minds of the passers-by. If sales gen-
erally are but 30 per cent logical and the bal-
ance emotional, then with music and things
musical, the latter perceniage must be even
greater, for music is primarily an emotional
art, Don’t be content with the 30 per cent that
logic dictates, appeal to the emotions and see
how much you can increase each purchase.

Feature All in Turn

The days of the exclusive talking machine,
piano and radio store are past or are fast pass-
ing. With very few exceptions the music store
of the present day is a general music store,
and not only are kindred musical instruments
carried, but in many instances compelting lines
of merchandise are displayed side by side. It
follows, therefore, if many talking machine and
phonograph companies and radio manufacturers,
making instruments for almost identical prices,
are successful, there must be something about
the instruments that is different, some indi-
vidual point which has its own appeal. With
this condition prevailing, the policy that has
been put into effect by many dealers of featur-
ing a different make or type instrument each
week seems to be a good one. If your store
is one that follows the practice of playing an
instrument at the door, use a different instru-
ment occasionally; if you depend on indoor
demonstrations, use different models more fre-
quently. Even though you are sold on a cer-
fain type of instrument, give the customer a
chance to decide.

A Successful Display

It is the unusual in merchandising which
attracts attention and, consequently, makes for
more sales and greater profits. Are you con-
tent to go along as you did for the past five,
ten or fifteen years, or are you modernized?
The instruments you are selling have changed,
but how about yourself? The dealer of the
present day, to reap the possible profits, must
be awake to every opportunity. He must take
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advantage of every situation. An instance
which might perhaps be illuminating was that
of a dealer in Schenectady, N. Y. A new hotel
was opened, built on the modern style with
stores occupying the street floor. As often
happens the hotel was ready to open with the
stores still unoccupied. The dealer in question,
taking advantage of the situation and with the
holiday season at hand, got in touch with the
renting agents, and at a price secured the
window space of the unoccupied stores for dis-
play purposes. Each of the store windows was
utilized to present to the public one or more
of the latest in musical instruments in appro-
priate settings. Talking machines, radio re-
ceivers and other musical instrumenis were
shown, Yuletide season trimmings bedecked
the window. The result, sales far in advance
of what would have been made if the dealer
depended entirely on his own limited display
space. “It pays to advertise” has been said so
often that it has become a bromide, yet it is
true. Where and how to advertise depends en-
tirely upon circumstances in each community
and the ingenuity and foresight of each indi-
vidual retail music dealer.

The Personal Touch

The personal touch in salesmanship is un-
doubtedly the difference between a mediocre
salesman and a live wire who sells above the
average compelitor at all times—good, bad and
indifferent. In the December issue of The Talk-
ing Machine World appeared a story of a sales-
man who has built up a following of customers,
and averages $30,000 a year in record sales

“alone. His own explanation was that he treated

everyone who entered the store as a friend,
and the personal equation has played a major
part in his successful career. Another interest-
ing example of the personal touch was that
utilized by the salesmen of the Music Rooms
of the Lion Store, Toledo, O., who when they
sent folders to prospects, illustrating and de-
scribing the line of talking machines, wrote ou
the cover in pen and ink—‘“there is a model
for you pictured here—won’t you permit me
to show it to you?” Just a few words, but
they make all the difference between catching
the customer’s attention or losing it. It is sur
prising to anyone who is in close contact with
the music and radio retail trade to realize just
how often the little things, the insignificant de-
tails so liable to be overlooked, are responsible
for the building up of successful businesses.
Do the little things right, extend yourself to
be more friendly to your trade, and the big
things will come along of their own volition.
No one will attempt to belittle the value of
good will, yet it is built up by apparently trifling
and unimportant courtesies.

Advancement of Music

Music dealers, regardless of the instruments
they carry, should make it a point to be thor-
oughly informed of the work being done by the
National Bureau for the Advancement of Music.
This organization has for many years been
active in furthering the cause of music, and it
is ready at all times to give of its knowledge
and experience to assist dealers in their pro-
motion plans. Among the activities it has
sponsored and is sponsoring which make for
the betterment of the retail music business are:
the organization of school bands and orches-
tras, the school music memory contests and a
host of others equally important. If you have
done nothing to encourage the formation of
school musical organizations, or if you have
failed to co-operate with the educational au-
thorities in their music memory contests, you
have overlooked a big opportunity to increase
good will and profits. If you are at all hesi-
tant, as to ways of helping to boost musical
activities in your community, write to the
Bureau for the Advancement of Music, 45 West
Forty-fifth street, New York. C. M. Tre-
maine, director of the organization, is at all
times willing and anxious to hear from dealers
and to proffer his good advice.

T m———
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The clearest
and truest Electric Radio

**‘NLL’E

Balkite**A”
Like Balkite **AB” but for the
A circuit only. Enables
owners of a **B”’ eliminator
to make an electric instal-
lation at very low cost. $35.

§

Balkite “B”’
The accepted, tried and
proved light socket *B”

power supply. Three models:
$22.50, $35, $42.50.

Balkite Chargers

Standard for “*A” batteries.
Noiseless. Can be used during
reception. Trickle or High-
Rate, 3 models, $7.50, $9.50,
$17.50.

Special models for 25-40 cycles
at slightly higher prices. Prices are

higher West of the Rockies and in
Canada.

Is a standard radio set equipped
with Balkite Electric “AB”

Now you can give your customers
an AC electric receiver and still
keep your sales in tried and proved
devices.

Simply by equipping the sets
you sell with Balkite Electric “AB.”
Balkite Electric “AB” replaces both
“A” and “B” batteries and supplies
radio power from the light socket.
It contains no battery in any form.
It operates only during reception.
It makes any receiver an electric set.

This method makes

reception to which set owners are
accustomed.

In this method there is nothing
experimental, nothing untried. It
consists of iwo of the most depend-
able products in radio —a standard
set and Balkite.

By all means sell electric opera-
tion. As shown by Balkite sales
figures, that’s where the volume
is in radio today. But let the AC
sets you sell be standard radio sets
equipped with Balkite

possible the use in elec-
tric reception of stand-
ard sets and standard
type tubes. Both are
tried and proved, and
give by far the clearest

Chicago Civic Opera

on the air Thursday Even-
ings, 10 P, M. and 10:30
P. M. Eastern time over
WJZ and fifteen associated
stations on the Blue Net-
work of the

Broadcast Chain.

BALKITE HOUR

Electric “AB.” Then
the profit on each sale
will be clean.

Two models —
$64.50 and $74.50.
Ask your jobber. Fan-

National

steel Products Co.,Inc.,

and truest reproduc-

tion — the same

high standard of

Balkite

North Chicago,

Illinois.

ELECTRIC AB

< contains no battery p

.....
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NICKEL
AND

SIZES
4 Y4 IN.
AND
5% IN.

KLOR STAYARM

TRADE MARK

155 Leonard St.

orentze

@)

Manufacturer of

PHONOGRAPH AND RADIO CABINET
HARDWARE AND METAL SPECIALTIES

NEW YORK, N. Y.

Samples and Prices on Request

MEMBERS OF A BIG FAMILY—LEADERS IN THEIR LINE

SxAp CovER
STAYS

OPEN
OR.
CLOSED
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PATENT PENDING

Barbara Maurel and Felix
Salmond on Columbia Hour

Concert Mezzo-Soprano and Noted ’Cellist
Featured in Columbia Celebrity Radio Hour
—Symphony Orchestra Under Bowers Assists

Barbara Maurel, concert mezzo-soprano, and
Felix Salmond, noted ’cellist, werz the featured
artists in the Columbia Phonograph Co. Celeb-

Barbara Maurel

rity Radio Hour on January 4. The programs
included selections played by the Columbia Sym-
phony Orchestra, under the direction of Robert
Hood Bowers, composer, whose compositions
are being included in each celebrity program

Felix Salmond

by popular request. All three artists record ex-
lusively for the Columbia catalog.

Miss Maurel is known as one of the best
liedzr singers of the day, with a voice marked
.pecially by sympathy and finished phrasing.
Mr. Salmond has a world-wide reputation as
a solo ’cellist of the first rank. The number
of stellar artists performing on the 'cello who

have won wide following are so few that the
playing of Mr. Salmond was an unusual treat,
and listeners-in gave full vent to their pleasure
by sending in hundreds of letters of commenda-
tion to the Columbia Phonograph Co.

Splitdorf-Bethlehem Elec.
Co. Enters Aviation Field

Company Is Sponsoring the Endurance Flight
of Bert Acosta in an Attempt to Recapture
World Record—Splitdorf Parts to be Used

A dramatic re-entry into the aviation industry
is being made by the Splitdorf-Bethlehem Elec-
trical Co., of Newark, N. J, maker of the
Splitdorf radio receiving set and radio acces-
sories. The company is sponsoring the endur-
ance flight of Bert Acosta, trans-Atlantic flier,
in an attempt to recapture the world record
now held in Germany.

Acosta, who has Emile Burgin as co-pilot,
will use Splitdorf spark plugs and the new Split-
dorf NS-9 lightweight magneto on the Wright
whirlwind engine which powers his new single-
motor Fokker monoplane. The plane is now
being groomed for the flight and has been
christened “The Splitdori.” Acosta and Burgin
expect to remain in the air sixty hours. The
present record is 52 hours, 23 minutes.

The Splitdorf-Bethlehem Electrical Co. is
said to be the oldest electrical concern in the
country, and was onc of the chief suppliers
of aircraft magnetos to the Allied forces during
the war. While its manufacturing efforts have
been concentrated mainly in the radio, electric,
and automotive fields during the post-war pe-
riod, the Splitdorf laboratory staff has con-
tinued experimental work on aircraft magnetos.

Robert W. Porter, vice-president of Split-
dorf, states that the company will shortly go
into active production on the new maguneto,
in line with the policy of expansion announced
a year ago.

Artistic French Phonograph

From E. Philippeau, 7 Rue de Blois, Chateau-
dun, France, manufacturer of case work for
phonographs, we are in receipt of a photograph
of a very artistic phonograph designed and ex-
ccuted by M. Philippeau, who suffered the loss
of his two hands during the recent war. This
instrument and its creator have been honored
at various expositions, and have also won a
prize offered by the President of the Republic.
This production is in every respect a great
honor to M. Philippeau.

Youngjohn's Music Store, 162 West Main
street, Norristown, Pa. featured the Stewart-
Warner matched-unit radio receivers during the
holiday season with much success, a marked
gain in sales being noted.

“La Parisian” Portable
Makes Bow to Trade

Latest Product of the Allen-Hough Mfg. Co.
Has Several Important Features, Artistic
Finish and Is Priced for Mass Trade

The Allen-Hough Mfg. Co., Milwaukee, Wis,,
has just introduced to the trade a portable
named “La Parisian.” The instrument is small,

“La Parisian” Portable

compact and most cleverly arranged. Has a
sliding tone arm, which is in proper position
when the portable is played, and slides quickly
into the tone chamber when the top is closed.
The tone arm is in attractive color harmony
with the Fabrikoid used to cover the entire case.

“La Parisian” is in every way a musical in-
strument with practical playing value, and not
in any sense a toy or novelty.

Frangipane & Co. Move
Offices to Lyndhurst Plant

Andrew P. Frangipane & Co, Inc,
moved their offices from 32 Union Square, New
York City, to the factory of the company, at
261 Warren street, Lyndhurst, N. J. The re-
cent additions to the Frangipane factory build-
ing have provided space for housing the office
and manufacturing divisions of the company
under one roof.

Takes Over Victor Stock

Kinney Bros. & Sipprell, of Bellingham,
Wash., have sold their stock of Victor mer-
chandise to the Stark Piano Co., Bellingham.
Mr. Stark is enthusiastic over the possibilities
of the new line.

have
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Announces

CUT SPIRAL NICKEL
STEEL WINDING GEARS

"TRIPLE WORM
INSURING QUIET.
RUNNING

SPEED
REGULATOR PLATE

STURDY GOVERNOR CONSTRUCT/ION p
,_ %
— ] =y

7
SPEED REGULATOR

NOISELESS TURNTABLE ] NINE INCH TURNTABLE INCLUDED

STOP BUT NOT SHOWN

A New Portable Motor

The only one with easy, smooth,
noiseless worm-gear wind

This new United Portable Motor is worthy of the increasingly popular type of
Phonograph in which it will be used. It refines the mechanism of the machine
in keeping with the refinement leading portable manufacturers have brought about
in their cases. It is “quality throughout.” The Worm Gear makes it wind quietly,
smoothly, easily. You don’t have to “lean on it” to wind it. The winding shaft is
at top of motor-—hand does not strike table top when winding. It is a smooth-
running machine with the same driving mechanism and the same Governor as the
famous United No. 5. Bearings are of bronze. It is very sturdy, light and extremely

compact.
’ A STARTLING VALUE!

The exclusive features and finer construction of this new Motor commend it to
your attention. It has been slowly and carefully worked out in every detail and
is a worthy companion of the famous United Motor No. 5.

Order one for testing. See how this New United Portable Motor
will improve the performance and increase the worth of your product.

Phonograph Motor Division
UNITED AIR CLEANER CO.

9702 COTTAGE GROVE AVENUE

l"ll """In.

CHICAGO, ILL.
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o Another ~

QI wdak ach:

HE world moves on. Hand power

gives way to motor power. Automo-
bile succeeds pack-mule and aeroplane suc-
ceeds automobile. New inventions become
obsolete almost before they can be patent-
ed. The pace of progress is swift —nowhere
more so than in the realm of sound repro-
ducers, where AUDAK has set the pace for
more than ten years.

Leaders in their field by sheer merit,
AUDAK Reproducers have successively out-
stripped each other. Each new model has
achieved superiority over its older brethren.
Comes now the latest AUDAK development
—evolution, I would better say. A marvel-
ous new Reproducer that overtops anything
heretofore achieved.

New Heights of Acoustical
Excellence Attained by Audachrome

You have heard renditions that gave back
the low bass elements. You have heard
renditions that gave back the high, shrill
notes. But did you ever hear reproduction
that was absolutely life-like and devoid of
mechanical intrusion at both ends of the
scale? Didyou? That is AUDACHROME’S
remarkable triumph.

To Sell More of the New
‘ Electrically Cut Records—
! and Eventually to Sell More
Talking Machines—
Bring This Startling New
AUDAK Masterpiece to Your
‘ Customers’ Attention.

AUDA

The Chromat

Built on als

Reproduces Lowest Notes, Highest Notes

and Chromatic Shades, However Slight

Anyone who ever heard mechanically un-
satisfactory music played by a talking ma-

1]

chine knows that the marring, jarring in-

accuracies come at the top and at the bot-
tom of the scale. Thin, strident violin
music. Shrilling, trilling soprano notes.
Low drum and bullfiddle vibrations. Deep
chest tones from the male basso. These
are the elements wherein reproduction has
hitherto been incomplete.

And here is

where AUDACHROME gives new meaning

to the term ‘‘reproduction.’

Yes, it is true, as a dem-
onstration will prove. For
the first time dealers have
now a reproducer that gives
back highest and lowest
notes as naturally, as hu-
manly, as perfectly as it
reproduces the easier
middle range. Moreover,
AUDACHROME reaches a new standard in
the important matter of chromatic shad-
ings or color-tones, so impossible for aver-
age reproducers to attain. With AUDA-

CHROME you can play the most difficult |

orchestral or vocal selection from your
stock—and invariably the listening custo-
mer will be enthralled. Every piece in the




Reproducer

Principle

>nsemble will be heard. Every note will
register. Every syllable and eccentricity of
the human voice will be given back with the
naturalness of life itself. For AUDA-
CHROME is “‘FAITHFUL TO THE ECHO.”

W hatever Went Into the Record
Audachrome Reproduces—Exactly!

It is not claimed that AUDACHROME will
do black magic. It cannot give back what
never went into the record. But, take my
word for this! AUDACHROME interprets
as never before. Each and every value of
voice or instrument which materialized at
the original cutting of the record is repro-
duced perfectly.

That you may realize how faithfully
AUDACHROME reproduces—it actually re-
incarnates the scene! Acoustical character-
istics are reproduced so minutely that I am
not exaggerating when I say that AUDA-
CHROME ‘‘takes you there.”” And if the
new AUDAK masterpiece is so faithful, so
entirely natural and life-like in interpret-
ing the physical properties of the scene,
judge for yourself how completely it must
reproduce music and voices!

What of it? you ask! Why all this detail?
How will the new AUDAK Reproducer help
us make more sales and profits? By show-

The Talking Machine World, New York, January, 1928

DEALERS WILL RECOGNIZE |
IN AUDACHROME A NEW |
STIMULUS TO RECORD
BUSINESS

ing your customers a new conception of
talking machine realism. By rendering
any and all records in so life-like and nat-
ural a manner that AUDACHROME will be
wanted and more of your records will be
wanted —as never before! This is where
you come in.

Demonstrate with AUDACHROME — for
the sake of sales and prestige! Give your
trade the best interpretation of the won-
derful new electrical records. Tie up with
quality and progress! Make the most of
AUDACHROME'! Communicate with your

jobber today. '

PRESIDENT

The AUDAK COMPANY
565 Fifth Ave., New York,N. Y.

“Makers of Electrical and Acoustical Apparatus
for More than 10 Years.”
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The VERAPHONIC
Vincennes Phonographs

( There has been added to the Vincennes
group of high-grade Phonographs the
Automatic, carrying a retail price of only

. $485Q%0

This newly developed instru-
T ment operates a battery of ten
records, which may be played
* over and over again—without
|

|

|

attention, as long as desired;
or, by means of the selector, a
predetermined number of
P records will be played and the
' machine will automatically

cut off.

ﬁ This automatic record-chang- = - :
! ingdeviceisincorporated into ‘E\.m% e ————
Veraphonic Model No. 250-A

"[ the Vincennes Veraphonic.

FINIsH Mahogany and Walnut
DiMENsION: Height 4634”7 ; Width 30 9/16”; Depth22/”
EquirMexT: Automatic Record Changing Device

The phonograph that 9 people out of 10—blindfolded—

will choose over any other make.

Other models in the Veraphonic Line—$80.00 to $225.00
Models in the RIVOLI Line—%$65.00 to $180.00

incennes Phonograph Manufacturing Company
Yincennes, Indiana i

See our display in the American Furniture Mart, Space 917, January 3-24, 1928 J
—

A — == e ol = To— e — R ———al———




Last-Minute News of the Trade

E. E. Shumaker Finds Europe Enthusiastic
Over New Type Victrolas and Records

Reception Accorded “His Master's Voice” Instruments and Records Points to 1928 Being the
Best Year on Continent, Says President of the Victor Talking Machine Co.

With all of Europe enthusiastic about the
new types of “His Master's Voice” instruments
and the new “His Master's Voice” electrically
recorded records, the talking machine business

Edward E. Shumaker
in the British Isles and on the Continent is
certain in the next year to be the largest in the
history of the industry, according to E. E. Shu-
maker, president of the Victor Talking Machine
Co., who has just returned from a two months’
European trip, during which he studied busi-
ness conditions abroad and visited the plants
of the companies affiliated with Victor.

“The instruments corresponding to the Or-
tliophonic Victrola, the Automatic Victrola and
the instruments which reproduce and amplify
¢lectrically are just being shown in Europe and
the reception they are having is amazing,” Mr.
Shumaker said on his return. *“It is impossible
to keep the supply equal to the demand. In
every large city the display of any instrument
in a shop window, even though it is of a type
that has been on the market for some time,
causes crowds to gather. On trains people
discuss the new records and instruments the
way we, a few years ago in America, discussed
radio and some outstanding concert which had
just been broadcast. In Paris, London, Berlin
or Bucharest it is the same. Stores selling
records are crowded with lines of people wait-
ing to get into the demonstration booths. Eu-
rope has suddenly become awake to recorded
music.”

During his trip Mr. Shumaker visited the
British Tsles, France, Italy, Jugo-Slavia, Ru-
mania, Austria, Germany and Belgium and in
each country made a careful survey of business
conditions, especially as they affected the talk-
ing machine and record market. In England,
France, Belgium, Ttaly, Germany and Austria
he visited the plants of the companies asso-
ciated with Victor.

This tremendous interest in recorded music
which has sprung up in Europe in the past two
vears Mr. Shumaker believes is due, in a great
measure, to the new and greatly improved in-
struments and the new method of recording.

“Europeans are born music lovers,” he said
in discussing his trip. “They are perhaps more
exacting in their tastes than we are and I be-
lieve that under the old system of recording
they were never completely satisfied Now,
when it is possible to reproduce a complete
symphony orchestra or a world-famous voice

with perfect realism, they are finding that they
can have in their own homes just what they
would hear in the concert hall. Where a few
years ago people of culture did not consider
the talking machine seriously and refused to
have them in their houses, to-day they exhibit
their new instruments with pride. Conversation
constantly turns on the subject of new record-
ings and people await with interest each an-
nouncement of new releases.

“Not only are they interested in music re-
corded by their own artists and in their own
languages. American Jazz and the fame of
American orchestras are sweeping the world

through our recordings. T visited a good many
cities during my trip and I do not remember
cne in which 1 did not hear American music
played, both by orchestras and talking ma-
chines. There is no question in my mind that
the Victor Company and its associated com-
panies have ahead of them the greatest business
they have ever experienced.”

Tn addition to his enthusiasm for the foreign
market, Mr. Shumaker expressed himself as
exceedingly pleased with the results accom-
plished by the Victor Company during his
absence.

“It is most gratifying,” he said, “to return
to find that our sales of records during the
period of my absence have been beyond our
expectations. Instruments, too, have had a
remarkable sale and we experienced a shortage
in most models Our line of de luxe models
and high-priced radio combinations was prac-
tically exhausted even before the usual holiday
gift buyving.”

C; D. MacKinnon and C. T. Mélielvy Océﬁi)y |
Important Posts With Sonora Phonograph Co.

Both Executives Have Been Identified With Phonograph Industry for Many Years- Mr. Mac-
Kinnon Is Sales Manager of Record Division and Mr. McKelvy Is Sales Promotion Manager

Acoustic
Phono-

I>. L. Deutsch, president of the
Products Co. Inc, and the Sonora
graph Co., which it controls, announced this
week the appomtment of C. D. MacKinnon
as general sales manager of the Sonora record
division and C. T. McKelvy as sales promotion
manager of the Sonora Co. DBoth of these
popular executives have already assunied thein
new duties, Mr MacKinnon making his head-
quarters at the Sonora FEastern offices in New
York and Mr. McKelvy at the Sonora general
offices in Chicago.

C. D. MacKinnon and C. T. McKelvy will
need no introduction to talking machine dealers

C. D. MacKinnon
and jobbers throughout the country, for they
have both been identified with the phonograph
industry for many years and have hosts of
friends among retailers and wholesalers from
coast to coast. Mr. MacKinnon was for seven
vears assistant general sales manager of the
Vocalion division of the Aeolian Co. and for
three years served as manager of record sales
for the Brunswick-Balke-Collender Co. More
recently he was Eastern sales manager for the
H. T. Roberts Co. and he brings to his new
post an intimate familiarity with every phase
of record merchandising..

C. T. McKelvy was associated with the
Brunswick-Balke-Collender Co. for several
vears, occupying, respectively, the posts of
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territorial salesman, special representative and
sales promotion manager, and more recently
general manager of the H. T. Roberts Co.
He achieved outstanding success in the prep-
aration of sales promotion campaigns and is
generally recognized as one of the most capa-

C. T. McKelvy
ble executives in the development of profitable
and productive sales ideas.

Gold Seal Electrical Co.
Takes Over Appliance Firm

The Gold Seal Electrical Co., New York,
manufacturer of Gold Seal tubes, has announced
the acquisition of the business of the Gold Seal
Electric Co., of Cleveland, O., manufacturer of
household electrical appliances. This is the
first step in an extensive program of expansion.
Factories will be maintained at Cleveland, O,
and Newark, N. J, with executive and sales
offices in New York.
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NEW YORK, JANUARY, 1928
A Glance Into the Trade Future

HE year 1928 is now with us, bringing the hopes and

expectations of twelve months of business that will prove dis-
tinctly satisfying, both to those who manufacture and those who
distribute talking machines and radio apparatus, together with
their accessories. There is a distinct inclination among the far-
seeing members of the industry to play the business cards during
the year as they see them, without making any extensive prophecies
as to any noteworthy stimulation of activity, nor yet of any
noticeable backsliding.

The role of prophet under any conditions is a thankless one,
but it does not require a prophetic sense to view conditions as
they exist, or consider the happenings of the past year in retrospect,
and then gauge with a certain measure of exactness at least what
may normally be expected during the months to come. At the
present time the past performance chart is of particular value, for
it indicates that there have heen overcome during the past year
or two many annoying problems, the elimination of which will
mean clearer sailing in the future.

So far as the talking machine trade is concerned, there are
those, and they are in the majority, who believe that the peak of
the revival is yet to come, and there is every good reason to believe
that this is so. for 1927 saw in many cases a volume of orders that
could not be filled and in certain lines and certain products it is
likely that a similar condition will exist during a part of 1928
at least.

The public has been going through a period of education as
to the actual value of the new instrument. It has been more or
less of a slow process, with so many factors to attract attention,
but it has been quite evident that a large proportion of the public
1s constantly becoming better acquainted with what may be properly
termed a new medium for musical enjoyment. This process of
education has rested largely on the shoulders of dealers, for the
widespread printed word of the manufacturer has to be backed
up with physical demonstrations to prove finally convincing. That
an increasing number of dealers are realizing their obligations
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under these conditions is one of the encouraging signs for the
future. As one prominent manufacturer put it, the new type of
talking machine is “not a lusty infant but a revived giant.”

Again it is pertinent to call attention to the increasing sales
of records of the better type, an outstanding feature of the 1927
business, and which promises to show stronger advance this year.
The production of complete symphonies, operas, choral works and
the like, and the ready sale of these record collections at substantial
prices, is one of the best evidences that talking machine owners
will buy good records if they are properly presented. This fact
has heen further emphasized by the response to the action of one
manufacturer in reducing prices of records by noted artists to a
level comparable to prices asked for popular numbers. The rapid
increase in sales almost immediately was evidence of the fact that
the widespread distribution of good music—the sort that remains
interesting—is possible and profitable.

In radio there is every indication that the progress made dur-
ing the past year will continue during 1928, with a number of
disappointments of last vear eliminated. The progress of stabiliza-
tion m the industry has been remarkable, and although there was
some upset of schedules during 1927, due chiefly to the introduc-
tion and demand for socket power receivers, the situation has been
handled apparently as well as possible under the conditions and
has been ironed out to a degree where it is not likely to present
any serious problem during 1928, particularly as the field for new
sets continues active and replacement opportunities continue to
increase.

As one prominent radio official puts it, the public has become
“radio wise” and inclined to show definite preferences with suf-
ficient strength to offer a distinct guide for manufacturers who
are desirous of meeting market demands rather than forcing their
own ideas on a resisting market. Certain it is that the public is
demanding stability of product, ease of operation, coupled with
attractive appearance. Despite the changes that have come into
radio during the past couple of years, it is significant that the
tendency is toward receivers that are attractively encased, as well
as efficient in operation. In other words, radio has progressed
to a point where it is accepted as substantial and worth while, and
attention is being directed towards general appearance, and at
retail prices that are calculated to put real dollars in the dealer’s
pocket.

A bright spot in radio during 1928 will be the soundness
of the broadcasting situation. The activities of the Federal Radio
Commission during the past year in clearing up the broadcasting
tangle by eliminating numerous stations and dividing the wave
lengths of the remainder so that there would be a minimum of
interference, has proved a hoon to those desirous of receiving only
one program at a time. This possibility of clear reception, due
not only to the Commission’s action but to radical improvements
in broadcasting apparatus and procedure, has served to arouse
the buying interest of thousands of people who heretofore
have been more or less skeptical of radio’s value. The increasing
number of people who will be convinced during the coming year
points to an expanding market of no mean dimensions.

There is to be considered, too, the marked improvement and
elaboration of broadcasting programs. Only the other night some
30,000,000 people had an opportunity of listening to an hour’s
program that cost the sponsors $67.000 and utilized the services
of entertainers and speakers in five widely separated cities, namely,
New York, Detroit, Chicago, New Orleans and Los Angeles. We
find prominent factors in the motor car field, piano manufacturers,
talking machine and record manufacturers, and those interested
in the marketing of a variety of products sending out over the
air, often through a chain of from twelve to twenty stations, pro-
grams that are distinctly meritorious and would not he available
to the average listener-in except at a cost far beyond his means.
In short, there is no longer any uncertainty regarding radio enter-
tainment, and we enter the new year with this assurance and with
the further possibility that there will be still further improvements
during the coming twelve months.

As to the trade itself, it is optimistic. There are some things.
of course, to be ironed out, but through the medium of associated
effort these matters are being taken care of gradually and satis-
factorily. [Exaggerated claims and cut-throat methods are fast
giving place to sensible business policies, which is one of the best
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indications of the actual stability of the trade. The only fly in
the ointment is the patent situation, which, too, is being cleared
up gradually through licensing arrangements and by other methods.
There will probably be, of course, certain legal activities in this
line, but it must be considered that no industry of the size and
scope of radio has ever reached its full growth without such en-
tanglements. It is one of the penalties of success.

Getting Allithe kec;d Business

OR the dealer who is interested in his business on a permanent

basis and who realizes the importance and profit possibilities
of record sales, the new year should see a strong concentration on
the pushing of records of the sort that may be deemed to hold
permanent interest, that is, records of high-class compositions by
artists of recognized standing.

For a quarter of a century dealers have been urged to devote
efforts to the merchandising of the better class of records, and
for a quarter of a century there have been those who have been
satisfied to take the easy money that comes with little effort in
the selling of popular selections and let the better records remain
on the shelves until called for, thus putting a burden on the stock
overhead that has not always been appreciated.

However, the advice to give thought to the better-class selec-
tions is as pertinent to-day as it was ten, fifteen or twenty years
ago, and those who have really given thought to the matter and
have put that thought into execution have realized the soundness
of the suggestion. Particularly now, with the marked improve-
ment in recording and the notable offerings of symphonies, great
orchestral and choral works in album form, there has been made
available to the public a tremendous volume of tuneful music that
will be just as live in the record librarv five years from now as
it is to-day.

This does not mean that the popular end of the business is
to be neglected, for, as a matter of fact, the sales of popular records
can generally take care of themselves. That, however, is only
part of the business, and the appeal of such records, although
wide, is in no sense general. It is by gaining a sound understand-
ing of good music and its possibilities that the dealer can realize
100 per cent on his record market.

During the year it is the intention of The World to presen:
a series of pertinent articles on the selling possibilities of fine
records. There is nothing heavy or mysterious about it. It is
simply a recognition of opportunities that actually exist but some-
times remain unseen.

Realizing Two Profits on Music

ESPITE the widespread use of mechanical mediums for the

reproduction of music, there still remains and is constantly
being developed a desire on the part of a large portion of the
public to enjoy music through personal performance. This means
that there are some millions of American citizens who gain great
satisfaction through their ability to perform on some particular
musical instrument, whether it be a grand piano or harmonica,

To consider this portion of the public only from the angle
of its interest in talking machine or radio reproduction of music
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often means that a substantial opportunity for additional sales is
being overlooked. Being able to perform, it is but natural that
these people are not only interested in various types of musical
instruments, but are likewise interested in sheet music, and there
are a substantial number of dealers who have found it distinctly
to their advantage to carry stocks of sheet music for the con-
venience of patrons.

The radio and talking machine have served to make the public
distinctly familiar with selections of the better class, as well as
those of the popular brand, and a diversified stock of music from
which a purchaser may select a desired number, perhaps while
he is hearing it reproduced over the air or through the record,
means that the dealer is in a position to capture a sale that might
ordinarily go to some other store. It is true that the units are
small, but they are many and they count.

Self-Protection in Instalment Selling

IN addressing the American Economic Association in St. Louis
recently on the question of instalment selling, John C. Lonsdale,
president of the National Bank of Commerce of St. Louis, defended
the practice provided it was carried out along the correct lines. He
declared that one manner in which the dealer who sold on time could
piotect himself was to see to it that the unpaid balance on any
merchandise at any time should not exceed its reclaim value. In
short, what is needed to keep instalment selling on a sound, safe basis
is to demand and insist upon larger down payments and shorter
terms. It might be well for many retailers of talking machines and
radio receivers to give thought to the advice of this particular
banker, who appears to be one of the few in financial circles who
have not seen fit to attack instalment selling without qualification.

On the basis of cold figuring a $300 phonograph upon which
ouly 10 per cent payment has been made can not easily be resold for
$270 in case of repossession, but there is a chance that it would
bring the $240 that would remain unpaid after a 20 per cent initial
deposit had been made. It the dealer will stop to think just how
much le can get for a talking machine or radio should the customer
renege on his contract he will be strongly inclined to see that the
first payment is sufficiently large to give him a certain amount
of protection.

They Came, Saw and Were Conquered

N Seattle recently talking machine dealers came to the conclusion

that sales were not more active for the reason that the public
was not properly acquainted with the new products that were
available for its entertainment. The result was that the dealers
appointed a committee, and in co-operation held an ‘“‘open-house
week,” The occasion was widely advertised, and the public was
advised that visitors would be welcome at every talking machine
store where they might inspect and listen to the new instruments
without obligation and without fear of solicitation. The result was
that the public came and saw, in great numbers, and business im-
proved. So far as we know the idea is not patented, and it
might be well for dealers in other localities, who find public in-
terest lagging, to make a similar move.

i ol -
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WE START THE NEW YEAR BY GIVING YOU
A BETTER QUALITY, IMPROVED RECORDING,
GREATER VOLUME AND CLARITY IN THE

BELL RECORDS

Let us assist you in merchandising these records and from

our long experience increase your selling

THE BELL RECORD CORPORATION

NEWARK, N. J.
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Last-Minute News of the Trade

Carryola Co. of America Is Planning
Extensive Advertising Drive for 1928

Geyer Co., of Dayton, O, One of Leading Agencies in Middle West, Directing the Largest
Advertising Campaign Ever Undertaken by Well-Known Portable Manufacturer

One of the most extensive national advertis-
ing campaigns ever attempted in the portable
rhonograph industry has been planned for 1928
by the Carryola Co. of America, Milwaukee

B. B. Geyer
manufacturer, according to a recent announce-
ment.

The account has been placed with The Geyer
Co., of Dayton, O, national advertising agency,
which is directing the advertising for Frigid-
aire Corp. and the Delco-Light Co., two Gen-
eral Motors subsidiaries now holding com-
manding positions in their respective fields.
It also places advertising for a score of other
vationally known firms.

In naming The Geyer Co as advertising coun-
sellor, Carryola executives have obtained the
services of an agency, clients of which have

achieved outstanding success in their respective
fields. Frigidaire Corp. is the recognized leader
in the electric refrigeration industry, and has
risen to a high position in the General Motors
group within the past five years. The Delco-
Light Co., manufacturer of farm lighting plants
and pumps, likewise leads its field by a wide
margin. Among other accounts of The Geyer
Co. are the Dayton Rubber Mfg. Co., the Ameri-
can Seeding Machine Co., and many other well
known concerns throughout the country. By
obtaining the services of a large agency, the
Carryola Co. will have access to the combined
experience of a large staff of advertising spe-
cialists who have gained national recognition.

A special staff under direct supervision of B
B. Geyer, president and general manager of
The Geyer Co., has been placed at the disposal
of Carryola and is preparing copy for the
projected campaign. Constant contact between
the company and the Geyer agency will be
maintained by A. J. Foose who was specially
assigned to this account, and by copy writers
who will concentrate their entire efforts on
Carryola advertising. Advertising now in the
course of preparation will be placed with sev-
cral of the country’s leading weekly magazines,
as well as in foremost trade journals of the
industry.

Important improvements in the Carryola, an-
nounced recently, will be brought to public
notice by means of this enlarged advertising
schedule, according to present plans. New mar-
kets will be opened for this type of phonograph
through this program, designed to still further
strengthen the position of the company in the
industry in which it is a leader.

Audak Co. Announces the
Audachrome Reproducer

“Chromatic Reproducer Built on Entirely New
Principle,” Says Maxmilian Weil

As this issue of The Talking Machine World
reaches the trade, on January 15,to be exact,
Maximilian Weil, president of the Audak Co.,
New York City, will present to the trade his
newest product—the Audachrome. Veiled in
secrecy during its long period of development
it was shown and demonstrated for the first
time to a representative of The Talking Ma-
chine World just prior to its general release.

In describing the new product Mr. Weil
stated in part: “The Audachrome, as its name
implies, is a chromatic reproducer. It is en-
tirely different from any other reproducer. It
is built on an entirely new principle. Every
part of it is new and different, even to the set-
screw for the needle. The Polyphase repro-
ducer has represented our acme of achievement
in the past. Improvements were constantly
made so that it seemed as though the pinnacle
of achievement in reproducers had been reached
The Audachrome, however, far exceeds the
Polvphase in its performance.

“In the new electrically recorded type of
record there are many notes and frequencies
recorded that have hitherto been impossible.
With the average reproducer many of these
tones are not heard. With the peculiar con-
struction of the Audachrome everything that
has been put into the record is reproduced. Tt
reproduces not only the complete musical regis-
ter, but every chromatic shading characteristic
of the various instruments of the orchestra.”

Advance publicity, both published and mailed,
heralded the appearance of the Audachrome.
Mr. Weil has planned his factory production to
meet an expected heavy demand. The improved
Polyphase, Singlephase and Reselatin repro-
ducers will be continued with the Audachrome
taking its rightful place as leader of the line.

Noel S. Dunbar Is Split-
dorf Advertising Manager

Will Direct Advertising of Splitdorf Radio
Corp. and Other Subsidiaries

Noel S. Dunbar has been appointed general
advertising manager of the Splitdorf Radio
Corp., of Newark, N. J., and other subsidiary
companies of the Splitdorf-Bethlehem Electri-
cal Co. Mr. Dunbar is an advertising man of
many years’ experience. For a number of years
Mr. Dunbar was connected with Dorrance-Sul-
livan & Co., New York City, and prior to that
with Lord and Thomas. Both these agencies
rank particularly high in the advertising profes-
sion, and while with them Mr. Dunbar gained
a fund of Lknowledge that will undoubtedly
prove very beneficial in his present position.
Mr. Dunbar has been connected with the Split-
dorf Radio Corp. for some time in an advisory
capacity and took over the advertising depart-
ment of the various companies last month.

Starr Piano Co. Eastern
Division in New Quarters

Gennett Recording Studios and Eastern Sales
Division Now Occupying Building in Wood-
side, L. I.—Covers About 10,000 Square Feet

The Starr Piano Co., manufacturer of Gen-
nett records, has just taken occupancy of a
large building at 6010 Thirty-eighth avenue,
Woodside, L. 1., which will be utilized as a
recording studio and salesroom for the Eastern
division. The building has approximately 10,000
square feet, with exceptional facilities for re-
cording purposes. A thoroughly up-to-date
plating room is part of the factory equipment
and there is sufficient room for expansion in
all of the different departments of the com-
pany’s recording activities.

The new building is ideally located, being
near the Woodside station, and affords much
needed facilities for the growth of the Starr
Piano Co.'s recording division, as well as the
presentation of its various products for the
Eastern trade. George H. Keats, business man-
ager of the recording division; Ben Witlin,
Eastern sales manager; Gordon Soule, musical
director, and Arthur J. Lyons, technical record-
ing manager, are all making their headquarters
at the Woodside plant.

Brunswick Co. Announces
New Vocalion Distributors

Elion Bros., El Paso, Tex.; Harbison Manufac-
turing Co., Kansas City, Mo., and Cleveland
Phonograph Co. to Job Vocalion Record Line

From the general offices of the Brunswick-
Balke-Collender Co., Chicago, comes the an-
nouncement of the following jobbers of Vo-
calion records: Elion Bros. of El Paso, Tex.,
who will distribute Vocalion records in western
Texas, New Mexico and Arizona; the Harbison
Mfg. Co., of Kansas City, Mo., which will cover
parts of Missouri, Kansas, Oklahoma and
Nebraska. The Harbison Mfg. Co. is one of
the leading distributing houses in Kansas City,
and has made plans for a vigorous campaign
on the Vocalion line. The company reports a
tremendous demand for “Jim Jackson’s Kansas
City Blues.”

The third appointment is that of the Cleve-
land Phonograph Co., Cleveland, O. This
organization is one of the most aggressive in
that part of the country, and its addition to
the list of Vocalion jobbers will naturally mean
a decided increase in Vocalion activities there.
Since it began operations, a short time ago, it
has shown remarkable sales activities on the
entire Vocalion catalog, especially the records
by Elmo Tanner and Jim Jackson.

G. P. Allen Treasurer
of Allen-Hough Mfig. Co.

Gardner P. Allen was recently elected treas-
urer of the Allen-Hough Mfg. Co., Milwaukee,
Wis., maker of Allen portable phonographs. Mr.
Allen, who is a brother of Don T. Allen, presi-
dent of the company, is in charge of factory
production. Prior to his joining the Allen-
Hough Mfg. Co., Mr. Allen conducted a Buick
agency in the city of Milwaukee, and has a
record of success in automotive circles.

in Radio,” which appears on page eighty:nine in

this issue is a symposium expressing the views of

A new feature of The Talking Machine World each month is a section devoled to “The Newest
manufacturers are illustrated and described. This is a valuable directory for dealers.

for the new year in the talking machine and radie field.

this issue. Latest products introdnced by radio

Also in
leaders in the industry regarding the outlook
Turn to page 76.
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Featuring Single Record in Window and
Street Displays Builds Gillespie’s Sales

Aluminum Specialty Co.
Appointed an Allen Jobber

Will Distribute Allen Portable Phonographs in
North and South Carolina, Florida, Georgia
and Alabama—Has Wide Reputation

The Aluminum Specialty Co., Atlanta, Ga,
has been appointed exclusive distributor in the
Southeast of Allen portable phonographs. The
territory covered includes North Carolina, South
Carolina, Georgia, Florida and Alabama.

Dealers in this area of the United States have
long been familiar with the Aluminum Specialty
Co., which is the largest distributing organiza-
tion in this particular section of the country
It is affiliated with the Aluminum Specialty Co.,
Dallas, Tex., and with the Southern Aluminum
Co.,, New Orleans, forming the largest portable
distributing corporation in the entire world.

Charles Miller Jones, active head of the
Aluminum Specialty Co., states that every
dealer to whom he and his organization have
shown the Allen line is enthusiastic over the
sales possibilities.

The Aluminum Specialty Co. is extremely
well regarded by dealers throughout the terri-
tory for a most constructive policy of dealer
protection. Through co-operation with this dis-
tributor, a great many accounts in the South-
east have prospered handsomely, and have had
their profits protected by the exclusive method
of distributing which has been part of the com-
pany’s plan of action. Hundreds of dealers
have taken full advantage of the excellent sales
promotional helps that have been issued by
Mr. Jones and his organization, and also have

2en aided by co-operative terms, and excep-
tionally prompt shipments. The Aluminum
Specialty Co. supplies its trade with a full
coterie of advertising helps, and by the assist-
ance of trained salesmen who are regularly in
contact with the trade throughout the extensive
territory covered.
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Window and Street Displays Which Illustrate the Title of the Selection Sell Thousands of
Single Featured Records—Carnival Ballyhoo Methods Successful

This is a jazz age in which we are living,
and so the jazz ‘methods of advertising the
new records are frequently the best methods to
use. For proof of that one need but go to
Jacksonville, Fla., and look at the Radio Phono-
graph Shop run by William C. Gillespie. Mr.
Gillespie is a live wire when it comes to mer-
chandising. He always is doing something new
that gets the attention of those who pass his
store,

Recently he has been having quite a run on

Gillespie’'s Eye-Arresting Window
spirituals and blues, and in order to put the
new numbers over big he has adopted regu-
lar carnival ballyhoo methods. The accompany-
ing photos show two examples of this bally-
lioo method. The one was a sidewalk display,
whereas the other was a full window trim with
all the fixings. But in both cases the central
idea of the number was ballyhoo in the good

cld style, in each case sales of the number

featured increased to a marked degree, accord-

ing to reports at this establishment.
Frequently the crowd is so thick that it is

VStore Door Display That Aroused Interest

almost impossible to get past the store. And
the people are not all lookers either. In three
days he will sell as many as five hundred to a
thousand records of a new number, which is
certainly selling them in a city with about a
100,000 population. When it is borne in mind
that there are other shops in addition to the
Radio Phonograph Shop this would appear to
be a record of which to be proud. Mr. Gilles-
pie makes it a rule to get a run out of a record
while it is new, and as soon as another new
one comes along that is good he ballyhoos that
and cashes in on it before the fad dies out.
That is one of the secrets of his success.

TABLES for MODEL 17 RADIOLA

New Model 37 Atwater Kent

Equipped with Model 100A
RCA Speaker

Finished in mahogany to match the
gast-selling Model 17 Radiola and
Model 37 Atwater Kent in both
design and finish.

distortion.

Model No. 60 and No. 55—Pat. App. For

“Pioneers in Radio Cabinets”

Factory and Show Rooms—314-322 E. 75th St., New York

Attractive slope of cabinet permits
the sound to be thrown upward
from sSpeaker.

Neat grille covers speaker which is
insulated with rubber to prevent

Manufactured by

STETTNER PHONOGRAPH CORP.

Telephone: Butterfield 4777-2932
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SYMPHONIC
eA
PIONEER
PRODUCT

LOW h LOSS
omic
fPHHNﬂERAPH REPRODUCER

Symphonie Continues to Lead

SYMPHONIC—the First, Original, and still
by far the most widely accepted indepen-
dent reproducer in the world.

I t1ss af er Without exception, all other independent
to buy da “phonic”type reproducers were patterned

after SYMPHONIC.
standard

product j

SYMPHONIC does perform best in com-
parison. :

When better reproducers are built,
SYMPHONIC will build themi. oo w0 Buick)

SYMPHONIC SALES CORPORATION
370 SEVENTH AVE. [omaiiicii,  NEW YORK
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SYMPHONIC

eA
STANDARD
PRODUCT

Anaccoustical gem in a magnificent setting—
Each SYMPHONIC and LOW.LOSS REPRO-
DUCER is beautifully encased in a gold em-
bossed silken container commanding attention
and bespeaking its quality.

There can be no substitute for SYMPHONIC
REPRODUCERS. If your jobber does nor
stock genuine SYMPHONIC REPRODUCERS,
write us.

)

ymphonic
PHONDGRAPH REPRODUCER

The Proot of the Pudding

Symphonic product is way past the em-
hryonic stage. However, SYMPHONIC goes
steadily on, giving to the trade, as a matter
of course, the benefit of every improve-

It iS S afer Y ment which results from our constant
research and experiments. That is why
to Sell a SYMPHONIC has earned its reputation for
d d DEPENDABILITY and EXCELLENCE. That is
standar why the $pmphonic TRADE MARK on a re-
roducer is of MORE IMPORTANCE THAN

produél _J | P ¢

9 THE PRICE TAG.

SYMPHONIC performs best in comparison.
Convince yourself.

SYMPHONIC SALES CORPORATION
370 SEVENTH AVE.  Ligminicpie iy — NEW YORK




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

The question is sometimes asked: what sort
of high-class music is most easily digested by
the greatest number of possible consumers?
In other words, if we go out after those mem-
bers of the community whom we think of as
being the most likely to take an interest in
high-class recordings, with what music is it
best to start them?

A good deal hangs upon the answer to this
apparently trifling question. Some months ago,
Compton McKenzie, the brilliant novelist who
founded and continues to conduct that attractive
little magazine The Gramophone, offered a
prize for the best short essay from a reader on
the subject “Why I don’t like Chamber Music.”
The prize was awarded to a coal miner, who
stated his preferences and his antipathies so
simply and well that there was no doubt of
his eligibility for first prize. It does not matter
in the least, for our purposes, what he said,
save that he showed he thought chamber music
to be dull and pointless; but what is important
is that his prize consisted of a set of records
of Schubert’s so-called “Trout” quintet, for two
violins, viola, cello and contra-bass.

What the Winner Learned

The winner got his prize and presumably
tried the records over a few times, for the fol-
lowing issue of the magazine carried a letter
from him in which he said that if all chamber
music was like that, he was glad he had learned
how wrong his opinion had been. And he
wanted to be put in touch with other chamber
music records, so that he might improve the
acquaintance thus accidentally begun.

All of which simply illustrates the difficulty
of dealing with a subject like this. Music ap-
preciation has two sides to it. The world is
simply full of men and women who latently are
ready to absorb sweet sounds through every
pore of their beings. But this instinctive desire
for the healing and inspiring influence of fine
music is sometimes weak amid the rush and
noise of the modern world, needing to be built
up by cultivation and experience. Yet, in point
of fact, there is no such thing as a music either
obscure or uninspiring to the open mind. Theo-
dore Thomas was very right when years ago
he said “popular mpusic is familiar music.” For
this aphorism is just as true when it is rendered
in the form “any music which is familiar is
popular.” In other words, virtually all the bar-
riers which are supposed to stand between
the average person and the understanding of

Creating a Record
Demand for Finest Music

By W. Braid W hite

high-class music vanish into nothingness, just
as soon as there comes the opportunity to hear
a great deal of this music. So that it is absurd
to say that any of this or that type, class or
kind of music is easier or harder to sell than
any other.
How About These

Of course there are certain pieces which cap-
ture the attention of the most ignorant mind, if
sobeit any feeling at all for musical line and
form lies latent. Thus, if one were to under-
take to pick out a few titles which could be
absolutely depended on to sell to the most un-
likely customers, one should have no difficulty
in making up a very respectable list. Thus, for
instance, taking some of the simplest, shortest
things first, and omitting vocal music altogether,
there are:

Minuet in G—Beethoven, violin arrangement.

Gypsy Rondo—laydn, string trio.

Minuet from Don Juan—Mozart, string orchestra.

Air on the G string—Bach, violin solo.

Humoresque No. 7—Dvorak, violin solo.

Prize Song from ‘“Meistersinger”—Wagner, violin solo.

Evening Star Song (Tannhaeuser)—\Wagner, ’cello solo.

On Wings of Song—Mendelssohn, violin solo.

Spinning Song—Mendelssohn, piano solo.

Fifth Iungarian Dance—Brahms, violin

Nocturne in E flat—Chopin, piano solo.

Maiden’s Wish-—Chopin, piano solo.

Canzonetta from quartet op. 12—Mendelssohn,
quartet.

Andante Cantabile from Quartet—Tschaikowski, string
quartet.

The list could be extended much further, but
enough has been given to show what is meant.
All the above-mentioned pieces are instantly
attractive. After long experience in trying all
of them on persons of every kind of receptive
capacity, I can safely say that I have never yet
found one of them fail to make a hit.

Trumpets and Drums

If now one goes on from these simple solo
and small ensemble pieces to larger works of
the orchestral style, there are quite a few which
may be recommended and demonstrated with-
out fear of consequences to any person. Such
aes

Tannhaeuser Overture—\Wagner.

Introduction to Third Act, Lohengrin—\Wagner.

Magic Fire Scene, Valkyr—Wagner.

Theme and Variations, Rustic Wedding Symphony—
Goldmark.

Marriage of Figaro, Overture—Mozart.

Zampa, Overture—Herold.

William Tell, Overture—Rossini.

And so on. All are guaranteed to be painless,
and it may be said with complete confidence
that not one of them will be dismissed as dull.

solo.

string

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

Some of them, like the first and the third on the
list, almost overwhelm the hearer with thair
magnificence. Others like the fourth and the
fifth are charmingly gay and lightsome. The
last appeals to all those immature adult minds
by whom the rendering of an imitation thunder-
storm on a movie theatre organ is regarded as
the summit of musical achievement,
With Bated Breath

With bated breath now, let us approach
chamber music, which we are told is so ter-
ribly unintelligible. Well, here is some which
is anything at all save unintelligible, but which,
on the contrary, will make a hit with any group
of business men and women anywhere:

Trio in B flat op. 99—Schubert, piano, violin, ‘cello.

Trout Quintet—Schubert, two violins, viola, "cello, contra-
bass.

Trio in D Minor—Mendelssohn—piano, violin, ’cello.

“Harp” Quartet op. 74—Beethoven, two violins, viela,
‘cello.

Clarinet Quintet—Mozart, clarinet,
*cello.

two violins, viola,

Again there are plenty more. But one will
begin warily, trying a bit at a time. Most of
these last-named pieces come on two to four
records, usually set up in an album. To work
up a trade in records of this kind is an achieve-
ment which many dealers already have found
possible, and extremely profitable to boot.

Of course I have only skimmed lightly over
the surface of a very large subject in mention-
ing the titles listed above. But my object has
been to give the dealer who wishes to investi-
gate the possibilities of selling high-class
records profitably some general ideas which he
may use to guide him until he feels that he
can go on by himself. It will be noted that I
have entirely omitted vocal records. This was
simply because there has been too much past
insistence upon the names of operatic stars,
which has in fact not led to steady purchases
of even good vocal records by other singers.
For every owner of a talking machine to have
one or two records by one or two well adver-
tised singers may in the aggregate mean large
output of these one or two numbers; but does
nothing to help along general buying of the
thousands of other fine records by the same
people or by other artists, of which the general
public knows nothing and the dealers appar-
ently not much more. Voice records I shall
come to in due time. Let us meanwhile cul-
tivate a more profitable field and one as yet
almost untouched.

full particulars.

A safe, snug pack—quickly handled!

With Jiffycases you get a safe snug pack which can be handled in a fraction
of the time required via the obsolete wrapping and crating method.

J;rf)'cases are quickly assembled from light, tough, cleated ply-wood panels
which come to you cut to size and knock down.

Jiffycase panels occupy minimum storage space and can be assembled in
minimum time, while their lightness assures minimum freight cost.

Dealers like these nifty modern packs because they completely protect ship-
ments and at the same time provide boxes which can be used again.

Ask for

Northwestern Cooperage & Lumber Company

Gladstone, Mich.

Jiffycase

THE SPEEDY SAFE ECONOMICAL PACK FOR FURNITURE. PHONOGRAPHS AND RADIO CABINETS
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A good

6 tuhes. Operated from
E'45'60 light socket.

)
Without tubes .............. 460

E-45-25 Onctyom,

out tuhes ...........ooeeeell

E_5 Console

Federal is a wonderful product!

Here is radio recognized the world over
for its tonal superiority and its beauty —
every set a precision instrument — and built
up to a standard, not down to a price.

Federal Ortho-sonic Radio is designed
and built by responsible manufacturers with
a reputation to protect — by manufacturers
with more than a quarter of a century’s spe-
cialization in fine electrical communication
apparatus behind them — and here
to stay.

Incomparable in tone -— selec-
tivity — operative simplicity —
beauty of cabinet design. Design
alone makes Federal stand out —
win quick approval. ’

FEDERAL RADIO CORPORATION, Buffalo,

E_lo 6 tubes. For operation with batteries or
eliminators. Without tuhes or ac- 5165
CESSOr1e S IR

E-10-60 Operated from light socket. 8275

Without tuhes

E_10_25 Operated from light socket. 5290

Without tuhes

The Sign of the Desig-
nated Federal Retailer

product

F_40 7 tubes. For operation with
hatteries or eliminators.

Built-in loop. Without tubes §

orliaccessories’ Sunaamat .. 450

Operated from light
F-40-60 socket. Built- Spa()

in loop. Without tubes......
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Federal AC radio sets give the same remark-
able results as the famous Federal battery
operated machines. No hum or distortion.
No batteries, liquids or adjustments. Simple
— safe — quiet — always ready to go!

Many models — for loop or aerial, bat-
tery or socket operation. Priced from $100
to $1250 (higher in Canada).

Here is a product that with the
right kind of co-operation DOES
insure a retail success! Don't wait
for demand to prompt an in-
vestigation.  Anticipate the de-
mand. Write your wholesaler —
or us — today.

N. Y.

(Division of The Federal Telephone Manufacturing Corp.) Operating Broadcast Station W GR at Buffalo
FEDERAL ORTHO-SONIC RADIO, Ltd., Bridgeburg, Ont.

FEDERAL

ORTHO

-SONI1

Reg. U. S. Pat. Off

Ticensed under patents owned andfos

conlroiled by Radio Corporation of

America, and in_Canada by Canadian
Radio Patents, Ltd.

RADIO

K Federal’s fundamental exclusive dever-
opment making possible Ortho-sonic re-
production 1is patented under U. S

Letters Patent No. 1,582,470
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Music Dealer Is Equipped
to Profit From Radio

Stabilization of Industry and Quality of
Product Fit Merchandising Plan of Trade

By Chas. Freshman

President Chas. Freshman Co., Inc.

HE fact that so great a number of first-

I class music dealers in every section of

the country have instailed radio depart-
ments is ample proof of the stabilization of the
radio industry. It is recognized that the musie
trade comprises the most substantial group of
merchants in the country. To sell radio these
merchants must be definitely convinced of the
salability and utility of an instrument before
handling it.

Naturally, the music trade demands a musical
instrument. To-day good radio receivers are
niusical instruments of the highest calibre. Not
only are they musical instruments, but they pro-
vide varied other entcrtainment featurcs which
cannot be supplied by any other instrument or
machine.

The Electric Radio

With the advent of the electric radio which
operates from the same electric socket that sup-
plies ordinary home requirements, without the
necessity of batteries, liquids of any kind, elim-
inators, or other accessories, the last objection
of the musical trade to radio has been done
away with—that of service, and the necessity
of carrying an assortment of small and large
parts,

The electric set of to-day has reached that
stage of development where it is practically
fool-proof. After being installed there should
be no need for service on the part of the dealer.
All that is necessary to turn it on is to snap
or pull a simple switch similar to that used on
ordinary lamps. Turn the dial to the station
desired—no other operation is necessary to se-
cure the most desirable results.

Manufacturers of electric radio receivers to-
day offer the public an assortment of cabinet
work equal to any other line of musical mer-
chandise. There are many styles, period and

other console designs. These handsome con-
soles contain everything necessary to operatc
the radio—the set itself, power unit and a loud
speaker, which is built right in the cabinet so
that there isn’t a wire visible to mar the appear-
ance of any room.

The benefit of the electrie set, the ultimate
in radio, is easily perceived. It assures the
dealer of the sale of a complete unit at an
established, complete price, assuring fair profits
with little if any responsibility for installation.
The only thing the dealer usually has to do
with the installation of an electric radio is to
put up an aerial and make a few simple connec-
tions and adjustments before the set is function-
ing to the entire satisfaction of the purchaser.

Great Strides in Radio

Let us also consider the great strides that
radio has made in its short history of scarcely
five years. Only in this short time has the gen-
eral public realized its countless benefits. Dur-
ing this period there has bzen more news and
publicity on radio matters given by the press of
the country than any other subject. Every
newspaper of any consequence publishes daily
a list of the programs which are being broad-
cast in all parts of the country. Newspapers
devote column upon column of space to the
artists who are on the air and their programs.
Not only that, but a great number of papers
and magazines publish large sections devoted
to nothing but radio so that every person in
the entire country who is able to read is well
acquainted with radio. The public has de-
mandcd this information. The days of technieal
mystery regarding radio are past. Radio is as
much a necessity for the home to-day as prac-
tically any other piece of furniture.

Music Dealer Is Equipped for Radio
The music dealer is probably better equipped

ALLEN

Dealers know our policy. It
has made money for them. For
we help them sell.
only guaranteed merchandise,
and on helpful terms.
havenotdone so,writetoday for
samples, and catalog of Allen

Give them

If you

Portables — the finest

complete line ever
presented to the
trade, and nation-
ally advertised.

ALUMINUM
SPECIALTY
COMPANY

328 N. Ervay Street
DALLAS :: TEXAS
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Chas. Freshman

than any other type of merchant to handle radio.
About 90 per cent of all radios are sold on the
instalment basis, a reasonable down payment
and monthly instalments carried up to twelve
nionths before the final payment is made. And,
there is no type of merchant better equipped or
better versed in the instalment method of sell-
ing than the music dealer. However, the music
dealer should be most eareful in the selection
of the radio manufacturers he represents. From
the experience of a good many large musie
dealers with whom the Freshman Co. has elose
contact, it is advisable to carry the lines of not
more than three large, financially responsible
manufacturers who support their dealers with
sufficicnt national and co-operative dealer ad-
vertising to crcate consumer interest in their
product. This, of course, is all that the manu-
facturer who is making standard, well-inspected
merchandise can do. Tt is up to the retail mer-
chant to capitalize on the advertising of the
manufacturer to the best of his ability.

Considering all factors, radio fits mighty well
into the operating plan of a good music dealer,
and it is gratifying indeed to see the enthusiasm
and action that these merchants are putting be-
hind the world’s newest industry—Radio.

A. Atwater Kent Gives Fund
to University of Vermont

A new application of the practical bent of
“Green Mountain” boys is seen in an award
provided by A. Atwater Kent, himself a Ver-
monter by birth and education, to the engineer-
ing school of the University of Vermont. This
award—the income from a fund of $5,000—is to
be made annually, not to the boy who stands
highest in his classes or who can show the best
general average of academic scholarship, but to
that student who best shows “cxcellence of
judgment and general grasp of the principles
of electrical engineering.” A bronze tablet com-
memorating the award, on which the names of
the first twenty students to win the prize will
be inscribed, has been placed in the engineering
hall of the college.

U. S. Exempts Batteries
From “Poison” Labeling

Storage batteries and electrolytic rectifiers
are not “poison” and need not be so labeled,
according to a U, S Government decision. This
ruling will relieve radio and other manufac-
turers who feared that a new law would require
a “poison” label, possibly with skull and cross-
bones, on harmless radio batteries and recti-
fiers. In some quarters it was even feared that
the “poison sign” might have to be placed on
a receiving set shipped in interstate or foreign
commerce.

The Tonkawa Radio & Music Co. was re-
cently opened in the See Building, Tonkawa,
Okla.,, with a complete line of phonographs,
radios and other musical instruments. W. W.
Reser is manager of the establishment.
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Edison Phonograph in Far
Corners of the World

Instruments Entertaining and Educating

Civilized Peoples and Untutored Savages

USIC is hailed as the universal lan-
M guage, for although various nationali-

ties and various races may have their
own particular ideas as to what constitutes ac-
ceptable music, nevertheless, they all use music
as a medium for the expression of their emo-
tions and their temperaments. The international
character of the demand for musical instru-

smiles would appear as some popular Broad-
way ragtime singer would render a negro ditty.
The instrument and records were furnished by
the Batavia branch of Messrs. Larsen, DeVrey
& Co., Edison distributors for the Dutch East
Indies. A recording outfit made possible over
200 records of native songs and dialects re-

P e
Establishment of C. Alkan, Inc.,, Manila, P, I.
ceive a shock when looking at the pretentious
building that houses the business of C. Alkan,
Inc,, Edison distributors in Manila, for here
is a modern city with a population of over 300,-
000. From this center Edison products are
distributed throughout the islands. ;

Coming closer to Broadway there ave to be

ments of American make
alone may be accepted as
proof of the universality
of the art.

But beyond the simple
catering to the musical
desires of the peoples of
the world, there is to be
found an abundance of
romance not only in sup-
plying the media for the
production and reproduc-
tion of that music, but in
making permanent rec-
ords of the songs of the
peoples in far distant
places. It is in this dual
role of benefactor and
historian that the Edison
phonograph has found its
way into the far corners
of the world, and there is
hardly a country, civilized or uncivilized, in which
that instrument is not widely known.

Not so long ago there appeared in the news-
papers the thrilling adventures of the Dutch-
American-New Guinea Expedition in exploring
new and unknown territories in the East Indies,
and in this work of exploration the Edison pho-

The Peculiar Costume

corded by the expedition. The Edison distrib-

~
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Listening to Brbadway in the Jungle

of the Natives Consists of Woven Strands of Rattan \Worn as a Body Protection

utors were quick to give publicity to the choice
of the expedition for the Edison phonograph
by publishing rathzr unique advertisements fea-
turing the fact in the local newspapers. One
of the ads is sufficiently interesting to repro-
duce as an example of the up-to-date publicity
employed in a tropical country situated right

under the Equator.

| From the jungle of
New Guinea to South
Africa is not a long
jump in the minds of
many, for Africa has
always been associated
with stories of mys-
terious wilderness de-

nograph played a most interestfng and exceed-
tngly important part.

The Dutch members of the expedition were
pritnarily interested in mapping out the un-
known district, while the American members
of the party were chiefly concerned in collecting
anthropological and other data regarding the
pigmy and other tribes of which little was
known. Part of the equipment of the expedi-
tion was an Edison phonograph which not only
gave relaxation to members of the party, but
was used in interesting experiments in observ-
ing the reaction of the half-wild native tribes
to modern music. Rather curious, according
to Dr. Leroux, a member of the party, was the
fact that “coon” songs made a greater impression
on these people than instrumental music or fox-
trots. Eyezs would light up in wonderment, and

Interior View of Premises Occupied by Cia. Fonografica Mexicana, Dis-
tributors of Edison Phonographs in Mexico City

spite the fact that there
has developed in many
quarters of the conti-
nent a high standard of
civilization. There is
Johannesburg, for in-
stance, associated in his-
tory with the Boer War,
and to a certain extent
with the diamond mines,
Here one is led to think
of London because of many similar characteristics
in the layout and construction of the city, and
among the reminders are the buses of the London
type, carrying on the front the Edison phonograph
advertisement.

Those who regard the Philippine Islands more
or less in the light of a great jungle will re-
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found the attractive
premises of the Cia. Fo-
nografica Mexicana on
Av. 16 De Septiemhre,
No. 26, Mexico City, dis-
tributors of Edison pho-
nographs in the Republic
of Mexico, and maintain-
ing branches in a number
of the large cities of the
republic.

The native Cuban, like
most of his Spanish-
speaking prototypes, is
musical by nature, and
his island, “the Pearl of
the Antilles,” is among
the largest customers of
the United States for mu-
sical instruments of all
kinds. In Havana and
other large cities there
are many establishments promoting the sale of
phonographs and records of all descriptions, and
the fact that their merchandising methods are
similar to those employed in this country will
surprise many. As an example, the illustration
on the next page represents one corner of
the demonstration rooms of Compania Harris,
S. A, distributors of Edison phonographs and
records in the City of Havana. The building
is a modern structure in the heart of the city
with ample show windows and up-to-date mer-
chandising facilities.

We in America are accustomed to preten-
tious business establishments for the distribu-
tion of musical instruments, yet there are to be
found in other countries business houses

Reception Room of H. W. K. de Brey & Co., The Hague, Holland

that may be described as veritable temples of

music, as, for example, that of H. W. K. de-

Brey & Co., of The Hague, Holland, distrib-

utors for the Edison throughout thie Nether-

lands. The company maintains branches also

in -Amsterdam and Rotterdam, the establish-
(Continued on page 43)
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Built Up to a Standard

Thirteen years of tone-arm and sound box manufac-
ture have given us an opportunity to know—not
merely guess at—the requirements of manufacturers
and their dealers.

EMPIRE Tone Arms and Sound Boxes represent,

therefore, a standard quality product that has been
perfected in our laboratories and needs no further
development after reaching the consumer.

EMPIRE Tone Arm No. 75

An all brass, continuous taper, all-curve arm equipped with ball-bearing base

There are several models of Empire Tone
Arms for both portable and large machines.

Equipped with a specially treated all
metal diaphragm, it is particularly
adapted to machines having the new
amplifying chambers and tone arms.

Empire Reproducers

A line of sound boxes that bring out the best
tones in the new electrically recorded records.

The Premier

What are your requirements? Let us send you samples and quotations.

The Empire Phono Parts Co.

(Established in 1914)
WM. J. McNAMARA, President

10316 Madison Avenue Cleveland, Ohio
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As a Cm*ryola Decaler you have sometbz'ng to Oﬁ%r everyone
who likes music. And each product 7s a leader i its ﬁeld.

you—fast selling and profitable. Each is the kind of a

product that sells on demonstration. Each answers a
public demand—a demand for high-grade home entertain-
ment at low cost.

THESE BRING NEW CUSTGMERS TO YOUR STORE: First,
portable phonographs with improved tone quality that seta new
standard for portable phonographs, yet at ordinary portable
phonograph prices. Second, a compact unit complete with
handsome carrying case, motor, turntable, and electric pick-up
for utilizing a radio set to play and amplify phonograph

EVERY item in the Carryola line is 2 money-maker for

-

- -

| (RERUGEA | .

MASTER e
Sl

Carryola Master

A fine phonograph—portable—with features usually found only
on expensive cabinet models. Audak Ultra (phonic) reproducer—
curved, throwback tone arm of Bakelite—tone chamber of 1m-
proved design, fitted with nesw-type metal grill, carrying case for
15 records. Motor designed, built und backed by the Carryola
Company of America—the only portable manufacturers to make
their own motors. The Master is furnished in black, brown, blue,
green or red Fabrikoid with embossing and air brushing to
haryr ize—hand ickeled fittings.

$25.00 LIST

East of the Rockies

Carryola Lassie

Flat-type portable, furnished in black, blue or broun
Fabrikoid. Both case and record album are embossed
and air-brushed. Latest design curved, thvowback,
die-cast tone arm. Equipped with Audak reproducer.
This Carryola model is the only portable phonograph
in its price class that has all these exclusive quality
features.

$15.00 LIST

East of the Rockies

WORLD’S LARGEST MAKERS OF PORTABLE PHONOGRAPHS
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profits fast/

records. Third, an inexpensive, fast-selling electric pick-up
to attach to any phonograph and radio set, for reproducing
and amplifying phonograph records.

HOW CARRYOLA HELPS YOU SELL RECORDS: And your pro-
fits do not end when you have sold a Carryola Master, a
Carryola Lassie, a Carryola Pick-Up or a Carryola Porto
Pick-Up. Every one of these items will help you build record
sales! Every one will bring about a demand for records in
homes where you have never sold records before.

BIG NATIONAL ADVERTISING CAMPAIGN TO SPEED SALES:
Even that isn’t all that Carryola is doing for you. Not only do
we offer you fast-selling merchandise—products that sell them-
selves and then go out and sell records for you—we go further
than that. We back you up with a big, nation-wide campaign
of advertising. Such magazines as the Saturday Evening Post
and Liberty will carry advertisements of Carryola products.
When your customers see the name Carryola displayed in your
store, they will remember having seen it before—having read

[EAR YOLA]

CARMYOLY
RE PR

Carryola Electric Pick-Up

The pick-up itself replaces the reproducer of the phono-
graph. Then by simply removing the detector tube of
the radio set and inserting adaptor plug in its place,
records may be played on the phonograph and electric-
ally amplified. Volume may be controlled by wmerely
turning the volume control knob. Packed in an attractive
and colorful counter display box.

$10.50 LIST

East of the Rockies

about Carryola in their favorite magazines—not once, but
many times. They will be already more than half sold on
Carryola. It will pay you to tie in with this advertising by
prominently displaying Carryolas.

LET CARRYOLA HELP YOU MAKE 1928 A BIG YEAR: Write
today for specific information about Carryola—the name of
your nearest distributor—details of our selling plan. 1928 is
going to be a big year for dealers who handle the Carryola
line. Now is the time for you to make this valuable con-
nection. Write or wire today.

THE CARRYOLA COMPANY of AMERICA

647 Clinton Street Milwaukee, Wisconsin

ARRUOLA

rond this you buy furniture

Carryola Porto Pick-Up

To attach, simply replace the detector tube of radio set
with adaptor plug. That’s all. Play records in usual
1way—hear them from the loud speaker with all the added
volume and richness of tone that is characteristic of
clectric reproductian.

The pick-up or electric reproducer is attached to acurved
throw-back arm which makes it easy to change needles.
Volume control conveniently located on motor board

bl b to r late volume anywhere within
limits of receiving set and speaker. Box is beautifully
finished in neat, durable Fabrikoid with nickel-plated

fittings.
$23.50 LIST

East of the

Rockies
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ANEW
FARRAND
SPEAKER

Again a Farrand advancement in speaker de-
sign ... the Farrand Concert Speaker. Greater
tonal depth than ever before...richer, clearer
bass tones, with all the pleasing treble retained.
Exquisite in design and finish. Already a
“best seller”. Don’t wait. Place your order

now with your nearest Farrand distributor.

S .00 ;
Slightly higher in
Far West and Canada

arrand
CONCERT

SPEAKER

0.

5
FARRAXND MANUFACTURING CO.

A

Al

.INC., LONG ISLAND CITY.NEW YORK
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Edison Phonograph in the
Far Corners of the World

(Continued from page 42)
ments being known as “Kunstzaal Edison.” The
decorations and furnishings of the headquarters
building both inside and out are in what is
known as L’Art Nouveau style with stained
glass in profusion, delicately tinted decorations,
unusual lighting effects, and a profusion of
flowery plants. Here music is presented in a

distinctly appropriate harmonious atmosphere.

St. Louis Radio Association
Opposes Direct Advertising

Trades Association Asks Members Not to Harm
Broadcasting by Announcing Sales and
Prices, But to Limit Themselves to Names of
Companies and the Lines Being Featured

The St. Louis Radio Trades Association has
gone on record as opposing direct advertising
over the air. According to announcement by
Robert W. Bennett, president, the fifty mem-

- bers of the Associa-
tion who sponsor pro-
grams will in the fu-
ture be limited to the
announcement of their
firm name and busi-
ness. All direct adver-
tising will be entirely
eliminated.

Under the sponsor-
ship system the an-
nouncer of the station
carrying the dealer’s
program will say:
“This program is
sponsored by Blank &
Co., dealers in radio
sets and supplies, a
member of the St
Louis Radio Trades

Corner of Edison Demonstration Rooms of Compania Harris, Havana.

Elsewhere about the world also are found
Edison distributors with establishments that in
themselves reflect the substantial character of
the demand and the wide appreciation for that

e EERSTE GRAMOPHOON in
het hartje van Nieuw-Guinea.

Na een sireng onderzook ging de Neder-
tandsch-Amerikaansche Nieuw -Guinea
Expeditio over 10f den aankoop van een

NEW EDISON.

Runt U zich eene betere aanbeveling
voor het Edison-product voorstellen?
en DAAROM gaf men
DE VOORKEUR
aan den NEW EDISON.

KUNSTZAAL EDISON

Welievreden Noordwijk 1S

Advertising the Edison in New Guinea

musical instrument. They represent proof posi-
tive of the international character of music.

Sales Aids for Dealers

Attractive window streamers and counter
cards, in blue and orange, are now available to
all dealers of the Arcturus Radio Co, Newark,
N. J., A-C tube manufacturer. The complete
story of Arcturus tubes is told in fifteen words.

Association.” If the
program is sponsored by the wholesale distributor
the announcement will be: “This program is spon-
sored by the wholesale distributor of Blank radio
sets, a member of the St. Louis Radio Trades
Association.,” If the wholesaler desires to use
his firm name, mention of the equipment he dis-
tributes is prohibited.

The first action on elimination of direct ad
vertising was taken at a mecting of the Asso-
ciation directors on November 1. The formula
for the announcements was drawn up by Mr.
Bennett, Wm. P. Mackle, secretary of the Asso-
ciation, and Harold J. Wrape, former president
of the St. Louis group and now president of
the Federated Radio Trade Association.

Letters have been sent to all members of the
Association informing them of the action of
the board and asking their co-operation. The
Association hopes by its action to influence
other radio advertisers throughout the country
to eliminate long lists of articles for sale, prices,
etc. It is felt by several members of the Asso-
ciation that lengthy announcements in reality
harm the broadcast advertiser, as it is believed
the average fan will dial away to another sta-
tion before the announcement is completed by
the advertiser.

Channel Number Plan
Not Approved by R.M.A.

The Federal Radio Commission has been ad-
vised by the Radio Manufacturers’ Association,
Engineering Division, that, to avoid confusing
the radio public, it is not ready to approve
a proposal for identification of broadcast chan-
nels by numbers, necessitating radical changes
in the dials of receiving sets. The Federal
Commission has been advised by H. B. Rich-
mond, director of the R. M. A. Engineering Divi-
sion, that the engineers of the R. M. A. for the
past three months have been studying the
channel-numbering proposal and are giving it
further careful consideration, but so far are
unwilling to endorse the plan.

Sonatron Tube Prices Cut

The Sonatron Tube Co., Chicago, Ill, re-
cently announced a reduction in the list price
on the following types of tubes: Sonatron type
X-201A has a new list price of $1.50; type X-171
$3.50; Type X-112 $3.50; type X-240 $2.00.
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Red Lion

Cabinets

for

The New

Atwater Kent
Model 37 A. C,

Atwater Kent Distribu-
tors are now in a posi-
tion to supply dealers
with Red Lion cabinets
to fit the new Atwater
Kent Model No. 37 A.C.
Radio. This includes the
entire line, desk type,
console, and chest type
cabinets. This will in
no way interfere with
the regular line of cabi-
nets for Atwater Kent
Model 35, 30, 33 Radio.

The big business in radio
for 1928 will be in the
popular priced field.
The New Red Lion-
Atwater Kent combina-
tion, which supplies
cabinet, A.C. Set and
built-in speaker to retail
at $133, is an ideal outfit
to meet the demand.

RED LION

CABINET COMPANY

Red Lion, Pa.
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~and in

— leaders in almost every industry are laying
plans for bigger production, finer production and a
swelling volume of sales.

All signs point to 1928 as the biggest radio year.

Careful surveys in the past forty days in many
markets reveal the name Kolster as prominent in
millions of minds. The star of Kolster Radio is firmly
in the ascendancy.

In markets where battery sets will still dominate,
and in markets where electric sets will lead, the name

Kolster has a new and powerful selling authority.

Enjoy the KOLSTER FAMOUS COMPOSERS HOUR
over the nation-wide Columbia Broadcasting System.
Every Wednesday 9 to 10 P. M. Eastern Time
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AUTHORIZED

The most salable radio merchandise B et

in 1928 will be Kolster. The keenest

dealers will have Kolster, talk Kolster

and use the Kolster Advertising and
Merchandising Plan to the limit. The
reason is quicker turnover and the

evidence is coming.

Use the coupon.

FEDERAL - BRANDES, Inc.

200 MT. PLEASANT AVENUE
NEWARK, N. J.

© 1928, Federal-Brandes, Inc.
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Music Shoppe in Town of 1025 Population
Wins Success Through Store-door Playing

Brunswick Panatrope Dealer of Goose Creek, Tex., Tells How Constant Demonstration Has
Proved to Be Big Factor in Its Success—$14,263.53 Business in Five and a Half Months

IT is generally recognized that one of the best
methods of increasing record sales is by con-
tinuous demoustration at the store door, so
that passers-by will be attracted, provided, of
course, that the location of the store lends it-
self to this type of exploitation. Too many
dealers believe that it is necessary for an es-
tablishment to be located in a big city on a
thoroughfare with many thousands of transients.
This is not so, as is proved by a recent com-
munication received from the Brunswick Co.,
announcing its outdoor record demonstration
equipment. This equipment consists of two
types, one a Panatrope cone mounted on a
transom baffle board with all necessary acces-
sories for connecting the cone to any P-3 type

SET WITH
A-C TUBES

R-S

(o]

WO DYNAMIC
UNIT

ANY 6 voLr
OUTLET a/chre cnancer

MAacvavox

Dynamic Speaker
UNIT

(Type R-4, 6 volts, D. C.)

Hook it up like this sketch because
the 6 volt rectified output of any
standard trickle charger or “A”
rectifier will energize the field of
the MAGNAVOX 6 volt Dynamic
power speaker unit.

R-4 unit only $50

Easily fitted into any cabinet

Aristocrat Model

Dynamic Speaker
COMPLETE
6 volt $85
110 volt $90 °
Only the Dynamic type speaker can

bring out the full qualities of repro-
duction demanded today.

Write for speaker bulletins

The Magnavox Co.

Oakland, California

instrument in the store, the other is a complete
unit for transom use over the doorway.

Accompanying the announcement was a
reproduction of a letter from the Music Shoppc,
Brunswick dealer of Goose Creek, Tex., a town
of 1,025 population. The Music Shoppe has in
five months built up a business of $14,263.53,
and attributes a great deal of its success to
the use of the P-13 Panatrope demonstrator.
J. Fondren, one of the proprietors of the es-
tablishment, tells of its growth as follows:

“From the middle of February to the first of
March we did business to the amount of
$1,153.19 in machines and records. During the
month of March our volume was $2,340.78. For
this period we averaged about six records a
day and sold about sixteen machines. The re-
maining business was a small amount of sheet
music and phonograph needles. QOur total
record sales were around three hundred, but
not until we installed the remarkable P-13
Panatrope demonstrator did our record and ma-
chine volume show much improvement. The
first month (April) we had the P-13 going we
sold several hundred records, and we recall
very vividly the activity on one day when we
sold 150 records. For April, May, June and
July we have averaged around twenty-five
records per day.

“Since the first of April, the time the P-13
has been going, we have sold twenty-nine port-
ables, fifty-six exponential Panatropes ranging
{from the $125 to the $325 models, and five P-13
Panatropes at $575 each.

“It might be interesting to some of our
brother dealers to look over some figures that
we have gotten together from the ledger.

Total for February (13 days) ........ccoevvnnvnnnns $1,153.19

‘ “ March ..cooiiiiiannn.. .. 2,340.78
“ “ April .. oo 2,645.92
“ ‘“ May . 3,345.86
“ “ June . 1,696.53
“ L ) 2 ARARRERRARBIARY. 000000 00000000000 3,081.25
Total for five and one-half months.............. $14,263.53

“You will notice how the sales began to im-
prove and ‘stay there’ after the P-13 was in-
stalled. It might be advisable to make an ex-
planation here in regard to the decrease in
business volume in June. A number of men
were discharged from a local industrial plant
about that time. We did not feel their loss
so much, but others were afraid they would
be discharged and naturally held on to their
pay checks. We werg also about this time
reorganizing our business, planning for a big
Fall business and improving our methods, in
any manner that we could. It was about this
time that J. L. Echols joined the firm, succeed-
ing Mr. Robinson,

“You will notice by the figures that as soon
as the discharging of men stopped the sales fig-
ures went right back to normal, From February
15 to the end of March we averaged $89.59 per
day. We did not have the P-13 dliring this
time. From the first of April to the end of
July, a period of four months, we did a total
of $10,769.56. Taking out the Sundays and
holidays we were closed we averaged over $106
per day, an improvement of around $16 per
day. We are located thirty miles from Hous-
ton, Tex., a city of over 200,000 population.

MICA
DIAPHRAGMS

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

INTERNATIONAL MICA CO.

Barine sss PHILADELPHIA, PA. piiaste ‘phite.

" Three Houston daily papers are distributed in

this section every day.

“We spend about $50 per month for adver-
tising in the leading local paper. There are
two newspapers here, a semi-weekly and a
weekly. We patronize the semi-weekly, carry-
ing an ad, at least once a week, one-quarter
page size. We never run an ad without a Pana-
trope cut in it. We publish the names of the
new records and their numbers.

“The amount of capital when we started out
in February was $1,000. The weather was cold
and the outlook none too bright, but we went
to work. Our success has been nothing phe-
nomenal, but it has been better than we antici-
pated. Perhaps we were fortunate in seeing
our way clear to put in that P-13. It might
be interesting to state before we close that we
have been able to arrange with local private
capital to carry our paper. This has really put
us on a cash basis. We pay 10 per cent, but
this is added to the contract price of the ma-
chines. We do not sell records, needles or
supplies on the credit plan.

“Our store, as we stated before, is logated
in the rear of the Goose Creek Pharmacy. It
is 15x23 feet, and thoroughly crowded with
new machines and record shelves, but we have
made it a point to have two comfortable
lounges for customers, with a cool fan over-
head. They can come in and listen to twenty-
five records if they care to, and the more who
loaf with us the better. We make it a policy
to keep well posted on the number of machines,
style, age and make in every home. We get
this very desirable information by conducting
our canvass under the guise of a ‘Musical Sur-
vey,” which it really is after all. If people
think you want the information for your store
alone they do not care to give it out, but
when they are told that it is a ‘musical survey’
they readily co-operate with us. Of course,
everything is listed from harmonicas to jew's
harps, but the phonograph is cataloged just
the same.”

Furniture for Radio Sets
Is an Expensive Item

R. M. Klein, General Manager of F. A. D.
Andrea, Inc,, Declares 35 Per Cent of Cost of
Radio Goes for Furniture in Set

In purchasing a good radio receiver to-day,
35 per cent of the expenditure goes for the
furniture in the set, according to R. M. Klein,
genzral manager of Fada Radio, who recently
made careful calculations designed to arrive
at the exact costs of various materials that go
into the making of latest radio models. In
Mr. Klein’s opinion the proportionate cost of
furniture to the rest of the set will be still
higher in the future.

.Edhtdtdtdbjtdbjhdtdbdajbibdtdtdtdbjbitdbjhdbjtdtdwbjtdtdtdbibj
The Demand for Quality Never Ceases

To learn the difference between ordinary Cotton Flocks and
“QUALITY” Cotton Flocks, order a sample bale of our Stand-
ard No. 920 for Phono°raph Record Manufacturing.

CLAREMONT WASTE MFG. CO.
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Claremont, N. H.
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Backed by

77 Guarantees,

i}/z)U’RE as safe as the Bank of England when you sell a
portable phonograph equipped with a Flyer Motor. Every
part and every operation—77 in all—in the making of the Flyer
is inspected and guaranteed perfect by the inspector—every Flyer
must be 100% perfect before it can come to you in any portable
at any price.

Cast iron frame, sinewy, athletic spring, bronze bearings, specially
cut precision governors and gears—every part of the Flyer is
designed and made by experts to stand years of hard use and
deliver years of satisfaction.

The Flyer plays two 10 inch selections, is absolutely noiseless,
and weighs but 4% pounds. It improves the value and helps the
sale of any portable, and portables equipped with the Flyer are
the safe, profitable portables for you to sell.

i _ENERAL INDUSTRIES CO.

ELYRIA, OHIO
Formerly named The General Phonograph Mfg. Co.

Makers of Precision Products for 25 Years.

‘Jhe
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Distributors

JAMES K. POLK, INC.
217 Whitehall St., S.W., 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.

IROQUOIS 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.

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

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

THE ARTOPHONE CORPORATION
McCall Building
Memphis, Tennessee

OKEH PHONOGRAPH
CORPORATION
809 So. Los Angeles St.
Los Angeles, Cal.

OKEH PHONOGRAPH
CORPORATION
339 Bryant St.

San Francisco, Cal.

THE Q. R. §. MUSIC CO.
1017 Sansom St.
Philadelphia, Pa.

The Talking Machine World, New York, January, 1928

Plans for R. M. A. Show and

Convention Are Completed

R. M. A. Directors Meet in Cleveland to Com-
plete Plans for Annual Convention and Trade
Show in Chicago the Week of June 11

At a meeting of the Radio Manufacturers
Association’s board of directors at Cleveland,
last month, plans for the fourth annual R. M. A
convention and second annual trade show at the
Stevens Hotel, Chicago, during the week of
June 11th, were completed. A change of the
dates for the R. M. A. convention and trade
show was considered seriously, because the an-
nual convention of music dealers is to be held
in New York the previous week and that of
the hardware dealers the subsequent week, but
it was found impossible to arrange any other
dates for the R. M. A. affairs. Adequate hotel
and other accommodations could not be secured
for any other week than that originally selected
by the R. M. A.

The R. M. A. board tried to change the dates
for its events to the last week in May and
also to other weeks in June, in response to
suggestions that the R. M. A. dates might make
it difficult for music dealers and those in the
hardware trade distributing radio to make en-
gagements at all conventions. Another factor
for the R. M. A. board’s consideration was the
fact that the National Republican Convention
will be held at Kansas City during the week
of the R. M. A's events in Chicago. But after
careful consideration of all possibilities of
changing dates, with a desire to meet the con-
ditions presented by the music and hardware
dealers, it was found utterly impossible to ar-
range any other dates for the R. M. A affairs
The R. M. A. board, therefore, proceeded with
the program for the week of June 11th, receiv-
ing a detailed report from H. H. Frost, chair-
man of the R. M. A. Show Committee. Also
the R. M. A. board ratified arrangements for
the annual public radio shows during 1928 in
New York and Chicago.

The R. M. A. board rcceived a report on the
progress made in its patent interchange plan.
A. J. Carter of Chicago, chairman of the
R. M. A. Patent Interchange Committee, and
C. C. Hanch, the author of the Patent Pooling
Plan in the automotive industry, and the R. M.
A. special counsel in the radio patent inter-
change plan, submitted reports. More than
half of the R. M. A. members have replied al-
ready to questionnaires regarding their patent
interests.

A meeting of the R. M. A. membership in
New York on January 24th was called by Presi-
dent C. C. Colby of the R. M. A, by direction
of the board, to receive a more detailed report
regarding the patent interchange enterprise.
Also in New York on January 25 the En-
gineering Division of the R. M. A. will gather to
consider the question of uniform radio stand-
ards and other engineering problems. On the
following day, January 26, the R. M. A. board
of directors will meet, also in New York.

To extend the activities of the R. M. A.
and increase the services rendered to its mem-
bers, and also to the public and other units of
the industry, the R. M. A. board authorized an
increased budget and arranged to have its credit
information service operated through a privately
conducted credit corporation at a considerable
saving to R. M. A. members for credit service.

Action on changes in the constitution and
by-laws of the R. M. A, suggested because of
the Association’s growth and broadening activi-
ties, was deferred for further consideration by
the board.

The R. M. A. board adopted a resolution, de-
ploring the loss to the radio public and the
industry by the death of Rear-Admiral Bullard,
late chairman of the Federal Radio Commission.

The R. M. A. manual on cures for homemade
static has been so well received by the public
that another edition, amplified and revised after

consultation with the National Electric Light
Association, was planned by the R. M. A. board.
Engineers of the N. E. L. A. will co-operate
with the R. M. A. engineers in improving the
R. M. A. interference manual, Better Radio
Reception, and prepare for larger distribution
to listeners-in. More than 52,000 of the inter-
ference manuals already have reached the pub-
lic through the R. M. A. with the very active
assistance of the National Association of Broad-
casters and the Federated Radio Trade Asso-
ciation.

The Legislative Committee of the R. M. A,
headed by Morris Metcalf, Springfield, Mass.,
also met at Cleveland, but deferred any action.
The R. M. A. at present has no legislative pro--
gram, being satisfied with the initial results of
the Federal Radio Law and the work done by
the Federal Radio Commission. It has no leg-
islative program to urge at this time and none
is in preparation, but it will hold itself in
readiness to act through its joint legislative
committee with the National Association of
Broadcasters on any national legislation which
may concern the interests of both in the future.

New Reproducer for the
Allen Portable Phonographs
E. Toman & Co., Chicago, Makers of Repro-

ducers and Tone Arms, Announce New
Product Exclusively for Allen Portables

E. Toman & Co., prominent Chicago mauu-
facturers of reproducers and tone arms, recently
announced a new reproducer which will be

New Reproducer for Allen Portable

used exclusively on Allen portable phonographs,
made by the Allen-Hough Mfg. Co., Milwaukee,
Wis,, and which are rapidly gaining in popu-
larity with both the wholesale and retail trade
throughout the country. '

The reproducer has many new and interesting
features in its general construction. The dia-
phragm is constructed of duraluminum, 10/1000
thick, triple suspended, and lacquered to pro-
tect it against climatic variations, a feature
which is said to bring about a tremendous dif-
ference in volume, depth of tone, definition,
and in actual reproduction,

E. Toman & Co. have also conceived in this
reproducer a splendid development in a posi-
tive locking back, eliminating the need for
screws which often become loose and cause
blasting. Live-rubber gaskets are used to
cushion the diaphragm and double-grip tone
arm screws securely hold the reproducer in
perfect position.

The Allen-Hough Mfg. Co., for which this
reproducer has been created, is planning an
extensive program to properly introduce it as
one of the big features of its well-known port-
able line. As Don Allen, president of this com-
pany, puts it, “This is the one logical repro-
ducer for portables.”




The Talking Machine World, New York, January, 1928 49

SANDAR will mke it so!

ERE’S another year and here’s SANDAR SEN’IOR_WOdQL 75.0

still riding successfully along on a wave of
popularity, making new sales and new friends (No.25)
every day, making 1928 even happier for the ' Y 00
dealers who handle SANDAR and for the fans West Qf the ROCIneS $30
who purchase it. W

Lower priced than any other licensed speaker O
of its size—$27.50 —attractive in appearance, JUNIORWOdeL $165°

perfect in performance, the Sandar Senior now (No. 2,1)
has a popular, healthy running-mate in the . 95
Junior model, retailing at $16.50. Both of West Qf the Roc.kles $1 -

them, from all reports, are destined to build up Licensed under Lektophone Patents
even better records during the current year.

Sandar franchises are valuable assets these
days—they mean prestige and profits. Why
not seize a real opportunity by signing up
Sandar! Write TODAY for terms and full S P E A K E R
information.

SANDAR CORPORATION, Crescent Plaza Building, Long Island City, New York
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High Priced Talking Machines and Radio
Receivers Selling in Milwaukee Territory

Electrically Operated Sets Prove Popular—Federated Radio Trade Association to Meet in Febru-
ary—Oshkosh and Madison Units Join Wisconsin Radio Trade Association

MiLwaukee, Wis., January 7—Extremely fa-
vorable reports from Milwaukee retail establish-
ments and jobbers have been rcceived with re-
gard to the recent holiday business on radios
and phonographs.

Electrically operated sets have been excep-
tionally popular. Vernon H. Maurer, president
of the Badger Radio Corp, jobbing house,
stated that within two weeks during the Christ-
mas selling szason this company distributed
four carloads of the new A. C. sets.

High-priced phonographs sold extremely well
in Milwaukee during the holidays, according to
Harry Goldsmith, of the Badger Sales Co., Vic-
tor jobber in Wisconsin.

Yahr-Lange, Inc., reported an excezllent sale
of their Super-Ball antenna during the holiday
season and the company has shown a 30 per
cent gain over last year, according to Fred
Yahr. The concern is receiving hundreds of
pictures showing excellent window displays of
the Super-Ball antenna by dealers. Judging
from the number of photos which have made
their appearance, the campaign to get the Super-
Ball properly displayed has not been in vain.
Efforts of the individual dealers will not have
been in vain either, as general reports indicate
that their window displays have brought in
additional sales.

The meeting of the Federated Radio Trade
Association in Milwaukee February 14 and 15
is expected to stimulate business to a great ex-
tent. An elaborate program of entertainment is
being arranged. Registration will begin at 9
a. m. the first day. A luncheon will be held at
12:15. Immediately following the luncheon the
business session will open and run through until

5:30. The entirc second day will be given over
to business session with a big stag banquet to
close the session. On the first night there will
be a theatre party and dance.

Two new units have been added to the Wis-
consin Radio Trade Association, the Oshkosh
unit and the Madison unit. A recent meeting
of dealers at the Athearn Hotel at Oshkosh
brought out a number of men in the field who
listencd to a talk by W. B. Arvin, assistant
secretary. Another meeting will be held some
time this month.

On Thursday, December 8, a meeting of
dealers was held in Madison for the purpose of
forming a trade association in that city. A
three-hour session attended by a large delega-
tion from Milwaukee was held, the principal
speaker being Michael Ert. He told the dzal-
ers of some of the experiences of the Wisconsin
Radio Trade Association during the past five
years, and laid particular stress on problems
now confronting tha Madison dealers. J. A.
Coats, of the Radio Sales Co., of Madison, is
chairman of the executive committee.

Merrill J. Page, Inc, radio studios, have been
opened here at 4807 Cent<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>