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A SOUND IMPROVEMENT

NATIONALLY ADVERTISED, BACKED BY A LEADER IN THE

INDUSTRY . .. E\VEREADY
RAYTHEON
4-PILLAR TUBES

Eveready Raytheon 4-Pillar Tubes are the first real tube
improvement in modern radio. Let your customers hear
the difference in their own radios . . . an entirely new kind
of reception, breath-taking in its realism!

Eveready Raytheons are a quality product, built by a
great company, long established. Enormous laboratory
resources are behind each Eveready Raytheon, present and
future.

You can hear the difference and see the reason.

The Eveready Raytheon 4- Pillar construction is a SOUND
improvement! Look at the illustration. See how the
elements are anchored with four sturdy pillars . . . twice the
number, giving twice the rigid-
ity of ordinary tube construc-
tion.

permitted to use it.

Raytheon in each socket of
his present receiver.

NATIONAL CARBON CO., Inc.
General Offices: New York, N. Y.

Branches: Chicago Kansas City New York
San Francisco

Unit of Union Carbide and Carbon
red o
Corporation

No danger of frozen stock . . .
licensed tubes. They come in all types and fit the sockets of every
A. C. and battery-operated receiver now ir. use. Your customers
are awake to their advantages, because they are advertised, nation-
ally and constantly! Tell every customer to put a new Eveready

This 4-Pillar construction is patented . . . no other tube is

all Eveready Raytheons are

EVEREADY

RAYTHEON

— e

Trade-marks



Spring-Time... —==
HomeBeautifying Time..
ad Buying-Time

7 for
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Some dealers think of Spring as a
slump pericd for radio sales. But not
Brunswick dealers. This is one time when
the beauty of Brunswick gives it a distinct edge
on other radio sets. For when Father, Mother and the
Children hold council as to what shall be bought to replace
old furniture, Brunswick gets the overwhelming vote.

Every month in the year Brunswick radio sets are bought
because of the rare entertainment they provide—the perfect
fidelity with which they bring in any desired program.

During home-beautifying time, Brunswick sets are bought
not merely on this account but because the sma

rt o
design of Brunswick cabinets, their choice _‘
woods, their perfect craftsmanship, 2

lend added ch th Z
end added charm to even the )
/ finest homes. ' ﬁi 5
hY, N
/ &’ }\‘ _ A fgﬁﬁ ’Sﬂ
) S AL, @\\: N
P N /f\ N7 ™ )
"’ﬂ.k?' % J \‘\ % J / \ ,_g’w
i i 24 f&/ S {‘ @ £
N L~ /\\ % | \{j l&\yw A\
\\‘\(//," 2 AT o aa\x\Vd L ,Z" /
! { &\‘ \ 17 ’ | \ ) /

RADIO . . . PANATROPE WITH RADIO . .. RECORDS

_ . Model §-31, Combination Radi
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the Recciver with the Jelgphone Background

Strom])erg-Carlson advertising long has
stressed the importance of telephone
knowledge and experience in the produc-
tion of fine radio receivers. That the
public is becoming more and more
conscious of this fact is evidenced by the
50 per cent increase in Stromberg-Carlson
sales for the first quarter of 1930 over
the same period in 1929.

Quality of performance insured by the
telephone background —persistence of
advertising—integrity of direct-to-dealer
merchandising —strict maintenance of
the factory price—prestige of association
with radio’s proudest group of merchants
—these are the elements that make a
Stromberg-Carlson franchise desirable.

No. 846 Art Console. Ten
tubes. Triple Screen Grid.
Automatie Volume Control.
Visnal Tuning Meter. “Silent”
Push Button. Price, less tubes,

frr el i5347.50

Listen to the Stromberg-Carlson Hour Monday
Evenings in a Coast-to-Coast Broadcast of the
50-piece Rochester Civic Orchestra over the
N.B.C. Blue Network and Associated Stations.

STROMBERG-CARLSON TELEPHONE MFG. €O,
ROCHESTER, N.Y.

...... Tk B g A

No. 654 Radio-Phonogz aph
Combination. Plays records
with Stromberg-Carlson radio
tone. Compact walnat finished

cabinet. Triple Sereen Grid.
Price, less tuhes,

East of Rockies . . $3()9

tromberg-Carlson

MAKERS OF VOICE TRANSMISSION AND VOICE RECEPTION APPARATUS FOR MORE THAN THIRTY-FIVE YEARS
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ELECTRIC
PICK-UP

New, advanced in principle and Supreme in
tone quality, Utah Electric Pick-up is start-
ling in its reproduction qualities. Try IT!
... Utah Electric Pick-up offers a new
profit possikility to those who have
learned to depend on the qual-

¢ ity of Utah products.
' e : Information on request.

UTAH RADIO PRODUCTS CO.. 1737 S. Michigan Ave.. Chicago

SALT LAKE CITY NEW YORK

TORONTO, CANADA
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hat do you mean—an
“"ANTI-DEPRECIATION TUBE"2

The more you know about radio tubes, the more you realize that some of them change their tone
quality with use.

What has happened" They still light up; the set still works—but the tube isn’t delivering the
service it was bought to give.

When a tube chanﬂes its tone with use, it has dropped too rapidly in emission characteris-
tics. A good tube stands up in service; it doesn’t get tired.

The main proof of the high quality of Gold Seal Radio Tubes
is the fact that in thousand-hour tests they drop very slightly.
They sound as good when the set is paid for as when you first
made the sale.

Protect your reputation and your sales with the quality of
Gold Seal Tubes. Find out about territories and terms vight now.

GOLD SEAL

ANTI-DEPRECIATION TUBES
GOLD SEAL ELECTRICAL CO., INC. 250 PARK AVENUE, NEW YORK
A Tube for Every Set and Every Socket

Some Exclusive Territories

Still Open. Send the Coupon.

Dept. 4-A, 250 Park Ave., New York

I'm ready to e shown, if you can help me
make money in the tube business. Send me
your {J dealer [J jobber proposition

NaME i cigmacivom $aisin e b w0

rGOLD SEAL ELECTRICAL CO., Inc.
l
l
|
]
1
} Address
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They shop
no farther

SHOPPERS . . . you sense
the fact as soon as you see them.
Something slightly hesitant in their
approach—a trace of embarrassment—a general
air of “if, maybe, perhaps”—nothing specific,
but you know. Experience tells you that they
have been going from store to store, listening to
different sets, comparing. Now let them hear
the new Grebe, and they will shop no farther.

They have learned that screen grid means
power; show them how this power is controlled,
without sacrifice of volume or clarity, in the set
that is newer than screenm grid. They have
learned that good, modern radio sets a high
musical standard; show them how Grebe T'ri-
toned radio adds to their en-
joyment of every variety of
broadcast entertainment. Tune
in any popular program. You
won’t have to tell them who is
on the air; they will instantly
identify their favorites by the
lifelike quality of this receiver.

Gre
ra

SUPER~ SYNCHROPHASE %

Among the low frequencies, among the high
frequencies, at any calibration on the dial, filter

out the wanted broadcast. No overlapping, no
distortion—no apologies. Get distance for
them, regardless of the hour. What if powerful
local stations are on! The Grebe reaches out
beyond at any time and brings in far-off stations
intact, with local vividness.

Pin these shoppers down. Tell them about
the exclusive equalized band pass filter, single
audio stage, original large diameter speaker,
automatic phonograph circuit — features that

place the new Grebe at least a

year ahead of the field.
They probably did not intend
e to buy when they walked in, but
the intention is theirs now and
d it’s concentrated on this set. So,
l write ‘“finis” to their shopping
tour—write it on your order pad.

ALFRED H. GREBE—“Further evidence of the manner in which
the profits earned on the Super-synchrophase are safeguarded is
shown by the limited number of service calls.
infinitesimal—a small fraction of one per cent.
tinual drain on your earnings on this set after you have sold it.

It is practically
There is no con-

Its uniformly precise construction is a tribute to the craftsmen who
build it—a source of comfort to our franchise holders.”

A. H. GREBE & COMPANY, Inc.,, Richmond Hill, New York
Western Branch, 443 So. San Pedro Street, LLos Angeles, California







