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phonograph. called the Orthophonic. was
introduced. This development again came
from Western Electric's research depart.
ment. With proper promotions, this new
orthophonic Vietrola. together with the
improved recordings. boosted recorded
home entertainment to new peaks of pop-
ularity. The result was that the good
times of the middle 20°s saw the industry
production approach 100 million discs.

In 1929 the electric phonograph. with
gieater range in volume. replaced the
mechanical phonograph. That year rec.
ord sales were about 65 million, Of this
total. Victor sold 30.000.000. the Amer-
ican Record Company 17,000.000. and
Brunswick 12.500.000.

With expert neglect on the part of the
record companies and the advent of the
popularity of the radio. record sales
dropped to less than 10.000.000 in 1932,
The American Record Company. which
now owned Brunswick. sold around
6.000.000 records. Victor sold something
less than 3.000.000. and Columbia man-
aged to squeeze about 250.000. The epi-
taph of the record business was being
written,

In 1937 things started to happen. New
technical improvements. intelligent. hard-
hitting promotions by record companies.
the public’s desire 1o hear “the music they
want when they want it all combined to
make for a startling boom in records. In
1938 the industry produced and sold 33.-
000.000 records. In 1939 it sold 50.000.-
000 records, In 1940 it sold 75.000.000

records.

The following is a breakdown of rec-

ord production since that period: 1911,
100.000.000; 1912, 127.000.000: 1913,
139.000,000: 1911 118.000.000: 1915,
156.000,000: 1946, 2

A recent poll by an outstanding survey
organization predicts that there will be a
demand for 600 million records in the
first full post-war year. From all indica-
tions. there is not enough plant equipment
al present or in the immediate future to
produce this number of records.  Essen-
tially, present equipment is, from all

technological standpoints, obsolete. Un-
less new types of equipment are intro-
duced. this figure may not be reached.
Existing equipment and plants projected
will not be able to produce more than
from 300 to 350 million records in the
first full post-war year.

While the 1945 figures show a substan-
tial increase in the public demand for
recorded music. the record companies
were able only 1o fill fractional amounts
of the consumer demand because of the
industry’s shortage of pressing equipment.
In addition 10 these unprecedented record
sales, the accessories to the trade—such
as needles. albums. racks and recording
blanks—experienced a similar boom, In
1944 over $12.000.000 of gross sales of
permanent point needles were reached.

This volume of records has been pur.
chased by only 5.000.000 buyers. Accord-
ing 1o best reports. there are only 5.000.-
000 turntables in use. all of which have
Leen made prior 10 1940, The estimate is
that the first full post-war year will see
10,000,000  new radio-phonographs in
American homes, (According 1o a survey
made among the radio manufacturers. it
was estimated that 70 percent of the dol-
lar volume of the post-war radio will con-
sist of the radio-phonograph  combina-
tion.) According to past figures. every
buyer of a phonograph buys an average
of $39 worth of records the first year.
This, of course, is distributed among
father’s preference for the classics. moth-
er's choice of semi-classics. classies and
waltzes, and the children’s craze for the
crooners and jitterbug records. Let us
assume that the 10.000.000 estimated sales
of radio-phonographs will be only 5.000.-
000. Let us go a little further and assume
that the 839 average sale of records to
the new buver. which existed previously.
will only be $20. The net result still
shows 100,000.000 dollars worth of new
business for records alone in the first vear
of the coming period.  Add 1o this the
fact that 8.000.000 men will be coming
home from the Army. These boys who
during the war period were taken out of
the record consuming market have been
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of their own. RCA Victor had Hugues
Panassie, the famous French jazz critic,
work with them on a series of small band
recordings and theose that were not re-
issued are now collector’s items.

Columbia and Decca both hrought omt
albums re-creating styles—the former the
Chicago style, the latter the New Orleans.
A small company. General, sponsored an
album of New Orleans’ Memories by the
pianist-singer, Jelly Roll Morton, All of
this happened before Pearl Harbor, Now,
in 1945, Capitol announces its four-album
series, History of Jazz. As this was writ-
ten, two volumes were already on the
counters. a third on the way. Very seldom
do such volumes, taken all in all. succeed
in re-creating the essence of a stvle, But
star-studded albums such as that of Capi-
tol do stimulate public interest in this
aspect of jazz,

It is not in the provinee of this writer
to say what will happen 1o the innumer-
able small recording outfits that have
mushroomed during the war yvears, Some
of the older ones will survive. either at
present levels or will perhaps show a
growth.  Commaodore, for example. is
much too well established in the jazz field
to be expected to fold, and one might say
the same for Blue Note. though the latter
is a newer firm. Asch Recordings has
never limited itself to jazz but has a rep-
utation in other fields as well and, usually,
as with the aforementioned outfits. for
the sort of material that would not com-
pete with the major companies.

The smaller companies. and even those
that are rather large. have been more or
less in the position of the “little™ theatre
groups. Guild, Cosmo and AR\ are typ-
ical exceptions for they have boldly gone
into the name singer. name band husiness
that has heretofore heen a pretty much
cornered market.

Of direct interest to their position as
“little™ recording groups is the question
of what quality they produce. lLike other
critics and collectors I've waded through
hundreds of records during the past vears

made by small groups and I’d be willing
to bet that a majority of them have been
flopperoos.  Exceptions are groups such
as Cominodore (there are a few others
that need not he mentioned here, what
with space limitations and such).

For the dealer. the problem here is one
of choice. for even with big jazz names he
cannot always know what to expeet in
the way of performance. And unless de-
mand asks for it. he cannot be expected
to stock his shelves with duds. He can.
of course. read record reviews, hoping
that these might be the answer. Better
still. he can gradually learn to expect
what of what company.

The larger concerns will keep an eye
on the little fellows because they them-
selves will continue to want complete cata-
logues. But this is obvious. The question
remains:  Will their reissues of old hot
1ecords continue and will they occasion-

ally record small groups? My puess is
that sooner or later they will,

There is a difference in the folk musie-
hillbilly situation that every dealer will
recognize. A well established music store
catering to a general trade (say Carl
Fischer’s of New York) can always sell
-a Burl Ives. a Josh White album or such
albums as that excellent Smoky Mountain
set brought out by RCA Victor, In recent
vears a stbstantial following has devel-
oped for authentic folk music and even
for reasonable facsimiles by singers not
themselves folk-trained, When Lead Belly
(Huddie Ledbetter) first came North few
supposed his records would sell. bat they
Lrave—on RCA Vietor, on Asch. and. most
recently, in Capitol’'s 1istory of Jazz
Series,

Hillbilly music often has traces both of
folk music and jazz. The distinction?
From an esthetic point of view it's often
neither here nor there. but for dealers
with the trade that buys it we need not
<ay how it sells . . o and Elton Britt. Den-
ver Darling and the rest of them often do
cumbers that have a wider appeal than
just the mountain-music public.
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