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DIVIDENDS

FROM NEW ENGLAND IN 1940
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Boston
Hartford
Providence
Worcester
Bridgeport
New Haven
New London
Portland
Bangot
Manchester
Fall River
New Bedford
Greenfield
Pittsfield

Lowell
Lawrence

Laconia
Avugusta
Lewiston

Auburn
Rutland

THE

FORESlGHTED advertisers, sponsor-

ing year 'round radio promotion in
the 18 key trading areas of New Eng-
land, will be on the receiving end of
increased sales dividends. Here's why:

Seventy-two per cent. of New Eng-
land's potential audience of 8,166,131
people live in cities or towns—46%, own
homes—59.8%, of all homes are single
houses—92%, of the homes are wired for

electricity—there are 1,990,900 radios.

YANKEE NETWORKI INC- sé)STON, MASSACHUSETTS

EDWARD PETRY & CO., INC., Exclusive National Sales Representatives

New England's 15,569 factories alone
produce goods worth $4,660,000,000
annually. Eleven per cent. of the wages
earned in the United States go to New
England workers.

You can hold this market and build
sales 12 months of the year thru the 18
stations of The Yankee Network, with
the complete coverage of all key trading
areas that only this combination of sta-

tions provides.

BROOKLI NE AVENUE
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NO ADVERTISING CAMPAIGN IS COMPLETE WITHOUT WSM

JACK DeWITT HARRY STONE ]A}:ll‘ STAPP
Chief Engineer General Manager Productien

w

w_ | . e S S

JACK HARRjS ]. H. NOLAND BEASLEY SMITH GEORGE D. HAY

Sporis & Special Events News Editor Music Director Audience Relations

WM. S L Yw.

FRANCIS CRAIG DAVID STONE ALBERT GIBSON WINSTON DUSTIN VITO PEL_LETHERI
Music Direclos: k Artists Service Sales Promotion Sates & Merchandising Music Librariom

WSM has one of the largest stalfs of talent one “genius” but the close cooperation of a
and technical experts of any single station well knit organization and a talent staft in
in the United States. That is one reason excess of 250 artists.

why WSM tailor-made shows break re-

Ask your secretary to write us today for
sponse and sales records for one client after

case histories. You owe it 1o your firm to

have this information. It will be sent by
And this is not the result of the work of any return mail.

another.

NATIONAL REPRESENTATIVES - EDWARD PETRY & CO.. INC.

NASHVILLE, TENNESSEE
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Reglonal networks, stations and of-
ficers . __ -196-197

Regu’ations governing Canadian
stations ____ R ——— .} L1 > ]
Religious stations in U. 8._ 247

Representatives. station—
Station lists of, U. 8. and Cansda 84-85
U. S. and Canada ___ 78-82

Production, program, services U. S. reps abrosd -. 423
Program Ideas and titles, index of.286-291 Foreign reps in U. S.____________ 423
Program libraries ________________ 804-306 | Research und m-rketln!GRri?lum - 4%
P r bl R
i Lot oo 1T 1 Retals Dr Gorde s 30.32.87
Program popuilarity in 1939 Rhode Island—
18-28: 24-28 : 427-429 Broadcasting stations ___________ 150
Program production, transcription, Rsdio homes by counties. 52
recording services ________ 8-94 ; 96-08 | Richardson Group. Canzda_________ 1897
Program popularity polls, 1989 ____427-429 | Rules and Regulations—
Promotional guide for 1989, NRDA Canadian stations ___________ 881.382
80.82.87 Coverin other than stnndurd
Public rel sarvices 436 broadcast, U. S.__ 876-880
Publicity services _________________ 436 Facsimile stations __
;ug}ll:llly owni:d stations_ _ 247 Hl&: !fmuency broadcast .u-
ul ers, list ——- - 893 Wo o
Puerto Rlico, guoz{onu _____________ 167 International stations __ __876-380
Te'evision tules propos 842
Q Tellevilldon s;atiom S 336
Rural and urban ownership of ra-
Quebec, statio 12 dlo sets, 1989 . . ______ 53-50,60
Number and use of rural and
197 urban radio sets_____.__.____ 58-59,60
R s
Saskatchewan, stations .__. ______ 172
RCA. officers and subsidiaries.____. 180 Radio homes by counties ________ 57
Radio accounts, agencies handling Sochools, colleges and universities
16-17; 262-283 in U. S, stations owned by._.. 247
Radio sdvertisers, national, regiona Scripps-Howard Radie Ine. 197
and agencles ___________.1§-17;248-281 Script services __ ________________ 84

Radio essociations and committees. 313
Radio Commlsslon Federal, former
489
-:orrespondents Con,

Radio gress __ 21
Radio development & chmnology-.ﬂ%-a”
Radio editors, U. 8.-Canada____ -214-215
Radio enrlneers. consultinz__
Radio edu 1

Zrou -
Radio homes in U. §, by state and

86-
Segal, Paul M., legal trends review__430-481
Services, consulting ____
Set manufacturers =
Sets, retail sales, 1922-1930 ________
Shortwave stations—

[ - P,
South American stations
South Carolina—

Broadcasting stations _____._.__. 152
county Radio homes by counties__._______ 52
Radio homes in “Canads by provinces South anoh—
and county ___________________ 57 Br ting stations 152
Radio legis! n.tion. Congressional com- Radic homes by countfes______.__ 62
mittees dealing with. _____.__ 178 | Southern Network _ __ 197
Radlo Manulucmren An n, televi- Speech input mulpment in U. s. “T848-361
343 { and reglonel
Radlo ownemhnp and use, urban with agencies ___ —----248-261
d rural 58-59.60 Program pobularity “in 1839
- 0-204 421 18.28 ; 24-28
Radio receiving equipment manu- Network billings and agency
facturers of . __ -.380-384 rankings, 1089 _____
Radio receiving equip s&l £ Sporta commentators, lis
1922-1939, and totals ..o . 14 | Spot br

Program

5 Stuart, Protecti
Id:

eas 89
States, radio homes by __...._..._ 38-60
States, ranking of urban and rural

radio homes o oo oo 58-80
Sntlon rcpmenutivea gg.gg

Sta
Acceptmz foreign language pro-

Aut.honud during 1939.__
Broadcast, officizl count,

1939
Canadian, rules governing

Canadizn, by call letters__ 72
Canadian. by frequencies.. 72
Educational and religious,
and Canada 247
Educational directors of.... 802
t, used in 846-360
Facsimil 57
Farm directors -.....- e 303

Group Operated ._ ____
Group Ownership, U, 8.
High fr
International in U.
New stations authorized, 1989
Newspaper-ownership
Services. put
Shortwave 72
Subscribing to news services ... _200-204
Subscribing to transcription Ii-s

raries .. ...
Television, U.

33

U. 8. by call lett 62-64
. S. by frequencies 66-70
U. S.. by states and territo! 108-167

Successful program ideas and titles 286-291
Sunflower Network ._ 197
Survey of radio homes ....38-59.60.212-213
Surveys of audience and popularity
CAB Analysis, 1939 ____ __
C. E. Hooper Analysis., 1989
Fortune. on public opinion.

T

Table, kilocycle-meter converslon... 334
Talent services _. ________ ____ 6-88
Technical literature -.._..--_-....890-391
Televigion—
Laboratories  and experlmenhl
services, U, 8. and foreign..._ 386
Literature of - 391
Proposed rules 842
RM.A. ellocation,  transmission
recommendations ______________ 243
Stations in U. 8. 336
Temperatures, coefficient emhl_-_ 840
Tennessee—
Br ting stations 154
Radlo homes by counties ..oooo-.- §2.54
Territoriea and possessions of U.
8., 1 167
Texas—
Broadcesting statfons ___________ 154-180
Radio homes by counties..__ 54
Texas Quality Network—
Advertisers using in 1939 _._____ 2256
Stations and personnel ___._____ 197
Texas State Network—
Advertisers using in 1989 _______ 280
Stations and personnel. 197

Time-buyers guide ______.__________ 60
Titles of successful program ideas 286-291
Towers, transmitters, used in U, 8._846-380

Trade Assns, and committees ._.... 313
Transcription  libraries, stations
subseribing .. _______ ... _.804-308
Transeription and program serv-
ices 86-94

Transcriptions—
World Transcription System______
ransradfo Press Service, subscrib.

ers

Tree, radio family_ . __.______
Treaty, l-hvnnl -llocltioul_-_
Tri-Sta

U

Unions and lsbor groups in radio..

United Presl. subscribers... ... 2

United Sta
Bmdmtlnz Tepresentatives
abroad
Government agencies dealing with
radi0 - e e
Homes with radio sets. by stal
and count!
International siations licensed in

407
00-202

88-56 58-59.60
T2

New stations authorized, 1089____ ™
Newspaper ownership of sta-
tions 205-210
Radio Editors —emeemoccceeaoo---214-215
Statione of —
By cail Jet TS oo 62-64
By freq X
By states and territories.....-.103-167
Map of stations . ... {inserted}
Universities and colleges—
Courses In radio offered.._______885- 881
Stations owned by. . ...
Urban and rural ownmhlp of ra-
dio sets by families _. _._..__ 58-59.60
U, 8. Radio homes by states and
counties - ommeooomeeomeaeoo... 38-54
Broadcasting stations - . 160-162
Radio homes by countfes......__ 54-58
v
Vermont—
Broadeasti 162
Radio homes by counties._.—...._ B¢
Virginia—
Broadcasting stations ___________ 162
Radio homes by counties ... 56
w
Washington—
Broadeasting statfons __ .. ____ 162-164
Radio homes by countfes ___
Washington attorneys vmtletng
before FCC . .____ 482.433
Washington Radio Correspondents.. 211
Weeks, special deys and. 1940 index
of ___ 80,32,37
West Virginia—
Broadeasting stations ___________ 164
Radio homes by countlea_________ 56

stations

West Virginia Network,
and personnel
Wisconsin—
Broadeasting stations
Radio homes by eotinties ._
Women commentators, list of .
World Transecription System—

Rates and data__________________ 188
Wyoming—
Broad f - 186
Radio homes by counties_________ 56
Y
Yankee Network—

Advertisers using in 1939.______. 289-242
Stations and executives.......... 197
VA

Z-Bar Network—
Stations and executives ________ 197

To Establish a Rigid Protection to
Listeners Against the Unworthy!

NBC BASIC RED NETWORK

Since KSD put the first programs on the air
listeners have been protected against the unworthy.
When advertisers began to offer commercial mes-
sages, KSD established and has continued a rigor-
ous censorship. Today, it is generally acknowledged

that commercial broadcasts over KSD must meet
high standards of ethics—a protection which listen-
ers and advertisers appreciate.

THE DISTINGUISHED BROADCASTING STATION
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MIAMI . . . winter and summer . . . the South’s TOP

market . . . Sell it the year ‘round through WIOD
. . . NBC Red and Blue outlet . . . 610 on the dial

—where South Florida listens!
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OUT IN FRONT-
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On every count, NBC is the

broadcasting leader!

EADERSHIP in anvthing is earned. And NBC has earned

its leadership in broadcasting with performance. The

kind of performance that has firinly welded the word “radio”

with “NBC” in the minds of America’s millions.

NBC’s leadership covers all phases of broadeasting. On

every count. NBC is out in front. And this “all the way”

leadership is due in large measure to the fact that NBC

draws freelv on the experience, research and resources of the

Radio Corporation of Ameriea, the only organization in the

world that makes and does everything in radio and sound!

O MR e
1 }A‘\"#q;s‘
L, C TR

NBC—out in front
in SPOTand LOCAL
ADVERTISING

“Vital Spots” indeed are the terri-
tories covered by NBC Managed
Stutions. And S])()l advertisers have

e

discovered the economy of using these
stalions to cover large areas at low
cost. Most of the NBC Spot stations
are snperpower transmitters on clear
channels covering major markels.
Their combination of adeguate power
and favorable frequeney enables ad-
vertisers to gel complete roverage in
markets with huxing power.

NBC—out in front
with
TRANSCRIPTIONS

The new RCOANBC Orthacoustic
Transeriptions . . . anachievement of
RO and NBC cogineers ... provide
the “trnest recorded sound yon've
ever heard” —literally sound  like
Live Stuedio Broadeasis.

For udional spot advertisers, NBC
Trapsceriplion Service produces ens-
tom built and syndicated programs
—and supphes recarding lacilitics for
agencies, program producers and nrt-
ists. NBC Thesanrus Service s nsed

by more thau 200 radio stations

NBC—out in front
with PROGRAMS

During 1939 more than 55.000 pro-
grams were broadeast by NBC. These
were sent out on the Red and Blue
Networks, hoth of which were—and
still are—on the air for an average of
18%% hours a day —a total of 37 hours.
These programs were put on the air
for some 26.000.000 radio familics in
the U. S. to hear—{rce. In addition.
many of them were heard by other
millions in foreign lands via short
wave wud through arrangements with
hroadeasting organizations in other
countries. or 13 vears the majority
of America’s most popular programs
-hoth day and night—have heen
heard over the Networks of the
National Broadeasting Company.

NBC—out in front
in SHORT WAVE

Sixteen honrs a day—every day in
the week —NBC short wave stations
are on the air . . . broadeasting in six
langnages to more than 80 forcign
lands. The tremendous aniount of fau
mail from these far away countries
is indicutive of the intense interest
NBC has awakened in listencrs

an interest that has built at NBC
the largest short wave broadeast
g stall in American radio . . . an
mterest that is now heing offered as
a profitable advertising medinm to

commercial sponsors.

e
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ALL THE WAY!
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NBC—out in front
with NETWORKS

‘I'here are two NBBC Networks—the
Red and the Blue. The Red is the
world’s leading advertising medium
—some $35.000.000 having been in-
vested in it by advertisers during
1939. Its facilities and programs are
unexcelled—and with them, it at-
tracts and holds the higgest listening
wndience in the world.

The NBC Blue Network enables ad-
vertisers to reach a vast coast-to-coast
andience in the "‘Mouney Markets™ at
] lowest cost nationally. Splendid buy
| that it is, NBC keeps making it better

by coustantly improving station fa-

! cilities. These are the reasons why
Ty Blue Network advertisers keep com-
ing back for more—yeur after year!

|

NBC—out in front
in TELEVISION

1 A« this is written, NBC has been on
the air with regular television pro-
grams for 8 months, Months marked
by vutstunding progress.

On the air 10 hours a week. Wednes-
dav through Sunday. NBCis bringing

SR Be

televiewers the matchless thrills of
major sporting contests. the finest
productions of stage and sereen. news

l events as they huppen—and a variety
of other splendid programs.
! Television has gone far under The
guidance of NBC. Seeing is helieving
i —it"s yours Tor the viewing !
A P
SRR

Ir

-

| 8
NBC—out in front
in ARTISTS SERVICE

NBC Artists Service is one of the
largest talent organizations in the
world. 1t offers a variety of top-flight
artists second to none—plus the un-
matched experience of NBC as a
program building background. Not
only does it provide artists with
personal management and valuable
guidance, but has them available for
every type of entertuinment, public
and private. NBC Artists Service
offers radio advertisers and their
agencies talent specifically suited to
theadvertisers’prubleins—talent that
successinlly answers the sales and
prograin plans he has in mind. The
serviee ulso furnishes program ideas
and complete casts,

T ——

)|

NBC—out in front
“IN THE PUBLIC
INTEREST"

"Radio is a public service.” That is
an NBC creed and NBC tries, at all
times, to operate its networks ac-
cordingly. That is why hoth sides of
important publie questions always
have been presented. (Most note-
worthy example is the famous “Amer-
ica's Town Hall” program —an NBC
feature.) It is also why news of na-
tional and international significance
is swiftly and skilfullv reported. NBC
broadeasts “in the public interest”
have played a major part in making
Americans the hest informed people in
the world . . . have done much to
increase the pleasures of modern life.

NATIONAL
BROADCASTING COMPANY

3 //Z 0//;?/(// ,; gﬂﬂ(lié:ﬁ/
. //))/"ﬁ/////'//:) //)¢7 ( /y}/;wz
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A RADIO CORPORATION OF AMERICA SERVICE

BROADCASTING ¢ Broadcast Advertising
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any fobs ffor ma?

One of the things on which we pride
ourselves most, here at Free & Peters,
is the variety of ways in which we are
equipped to be really helpful to agen-
cies and advertisers everywhere.

This versatility is partly a result of our
almost unmatchable experience in ra.
dio—partly a result of deliberate plan-
ning (and spending). Our fourteen
men have a total of more than 175
years in eadio and advertising, includ.

ing experience in seven leading agen-

EXCLUSIVE

REPRESENTATIVES:
WER.WKBW . . . . . . BUFFALD
WEKY . « . . . . . GINCINNATI
woe . . . ... o DAVENPORT
WHO . . . . ... DES MOINES
WDAY . . . . . . e FARGO
wOwo-weL . . . . . FT. WAYNE
KMst . . . . . . KANSAS CITY
WAVE . . ... .o LOVISVILLE
WTCN . . . MINNEAPOLIS-ST. PAUL
WMBD . . .. L. L. PEORIA
KSD . . . . . . . 8T. Lows
WFBL . . . . « . . SYRACUSE

« - « SOUTHEAST . . .
WESC . . . ... .. CHARLESTON
WIS . . .00 COLUMBIA
WPTF « . « ¢ v s ¢ RALEIGH
WDB! . . . ¢« ¢ .o ROANDKE

« + « SOUTHWEST . . .
Kexo . . ... FT. WORTH.DALLAS
KOMA . . . ... OKLAHOMA CITY
KTUL -« - v v e 0 e v n TULBA

PACIFIC COAST
KECA . . . . ... LOS ANGELES
KOINSKALE . . . . . . PORTLAND
KSFO-KROW . . . SAN FRANCISCO
KVI . . . . .. SEATTLE-TACOMA

99

cies and several top-flight newspapers
and radio stations. And these experi-
enced men are strategically located in
six offices from Coast to Coast,
equipped with teletypes, data libraries,
auditioning facilities, etc.—ready, will-
ing and able to serve you well.

That service includes market studies,
coverage analyses, merchandising help
—almost any sort of cooperation you
can possibly need. . . . We hope you
will test both our ability and our eager-

ness to help yow.

REE & PETERS, Inc.

(and FREE, JOHNS & FIELD, INC.)

Picueer Radic Staticu Rewresentatives

CHICAGO NEW YORK
180 N. Michigan Ave. 247 Park Ave.
Franklin 6373 Plaza 5-4131

DETROIT SAN FRANCISCO
New Center Bldg. One Eleven Sutter
Trinity 2.-8444 Sutter 4353

www americanradiohistorvy com

LOS ANGELES
650 S. Grand Ave.
Vandike 0569

ATLANTA
617 Walton Bldg.
Jackson 1678
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Broadcast Advertising in 1939

DR. HERMAN S. HETTINGER

Associate Professor of Marketing, University of Pennsylvania

time sales in 193% amounted

to approximately $131,000,-

000, it is estimated on the
basis of preliminary information
regarding station revenues avail-
able at current writing.’ This rep-
resents a gain of approximately
112% over the preceding year’s lev-
el.

If the more conventional figure
of gross time sales is taken, broad-
cast advertising volume in 1939
totalled somewhat in excess of
$171,000,000, or an increase of 14%
over 1938. This figure is directly
comparable to the published total
of $151,484,000 for national maga-
zine advertising, Gross time sales
are arrived at by multiplying the
facilities used by the single time or
insertion rate. Net time sales, on
the other hand, represent advertis-
ing volume following the deduction
of cash discounts and also dis-
counts granted on the basis of
amount of time used or frequency
of broadcasting. They, therefore,
are more representative of the true
volume of the medium.

Estimated net time sales for the
medium during 1939 are as fol-
lows:

Radio Advertising Net Time Sales
(1939 Estimates)

BROADCAST advertising net

Portion of the Net Time Perocent
Medium Sales Total
National networks_.__$64,000,000 49.0%
National & regional
non-network -._... 31,800,000 24.5%
Locel advertising _._- 84.900,000 28.5%%
Total —coeee. $130,800,000 100.09%

Two features should be noted in

1 National network gross time sales have
been secured in toto from the networks and
from Publishers’ Information Bureau net-
work reports. and net time sales have been
calculated from this base. Station reve-
nues have been estimated on the basis of a
12 per cent sample of the medinm's sales
in recent years. While the sample undoubt=
edly is small enough to allow some margin
of error——especially if breakdowns are at-
tempted—the component stations seem to
have been sufficiently representative to be
indicative of broad general trends.

the above estimates. No figure has
been given for regional network ad-
vertising. Conditions have been in
such a state of flux during the last
year with regard to the formation
and operation of regional networks
that an estimate of their volume
has not been deemed practical at
this time. The breakdown of station
net time sales between national and
regional non-network business and
local advertising also should be ap-
plied with a certain degree of cau-
tion because of lack of uniformity
of classifying accounts in these cat-
egories on the part of stations.

Gross Time Sales (1939)

Gross time sales for the medium
during 1939 are estimated to have
been as follows:

Portion of the Groas Time Percent
Medium Sales Total
Natlonal networks __$83,113,813? 48.6%
National & regional
non-network ______ 42.000.000 24.5
Loeal advertising ____ 46.000.000 27.0%
Total ... .. $171,113,813  100.0%

On the basis of these estimates,
national network volume increased
16.9% during the year, national
and regional non-network advertis-
ing approximately 12%, local
broadcast advertising in the neigh-
borhood of 15%. Total non-network
pusiness gained about 13% over
1938.

Comparison With Other Media

Radio experienced a greater
growth in volume during 1939 than
did any other advertising medium.
Compared to an estimated 14% in-
crease in broadcasting time sales,
national magazine advertising rose
9.1%, national farm paper volume
2.6%, newspaper lineage 1.5%.

Gross volume of national maga-
zines—directly comparable to ra-
dio'’s gross time sales—amounted to

2 Pnblishers’ Information Bureau network
reports. This is not an estimate but & com-
plete summary of the year.

BROADCASTING e Broadcast Advertising

$151,484,530 in 1939° Gains, how-
ever, were not general and the ma-
jor portion of the medium’s in-
crease was due to an 18.6% rise in
the advertising volume of weekly
magazines. Advertising in general
women’s magazines declined 1.3%
as compared to 1938, while only
slight gains were experienced by
other groups. National farm paper
advertising in 1939 was $10,085,-
880,

Newspaper advertising in 1939
totalled 1,243,549,515 lines, an in-
crease of 1.5% over the preceding
year.! Total display advertising in-

2 National magazine and farm paver vol-
ume as compiled by Publishers’ Information
Bureau.

{ Newspaper lineage as compared by Me-
dia Records.

Official Count of U, S.

Broadcasting Stations
(From records of FCC)

Jan. 1,1922__ ___ . ... 30
March 1, 1923 _________ 556
Oct. 1, 1924________________ 530
June 30, 1925 ______.__ 571
June 30, 1926________.______ 528
*Feb, 23, 1927______________ 733
July 1, 1928 _________.__.___ 677
Nov. 9, 1929_______________ 618
July 1, 1930________ ... .. 612
July 1, 1981 _ . _____________ 612
Jan. 1,1932_________________ 608
Jan. 1, 1933 ____________ 610
tJan. 1, 1934_______________ 591
Jan. 1, 19356 ______.__ 605
Jan. 1, 1936________________ 632
Jan. 1, 1937 _______ 685
Jan. 1, 1938________________ 721
Jan. 1, 1939 . ______ 764
Jan. 1, 1940 ____ ... 814

¥ Federal Radio Commission takes
over regilation from Dept. of Com-

merce. o

+ Federal Commaunications Commis-
sion replaces Federal Radio Commis-
sion July 11, 1935,

creased 2.1%, due almost entirely
to a rise of 2% in retail lineage.
General advertising — the product
advertising of manufacturers and
other non-retail distributors — re-
mained at the same level as during
the preceding year. The most im-
portant gain in the newspaper field
was an 11.5% increase in automo-
tive lineage. Since newspaper rate
structures have not changed mate-
rially during the year just closed
the comparison of lineage with
magazine and radio dollar volume
is a practical means of measuring
relative media trends.

Media offering especially wide-
spread general circulation seem to
have experienced the greatest rela.
tive growth in advertising volume,
as evidenced by the 18.6% increase
in weekly magazine advertising and
the 15.9% gain in network gross
time sales. Both of these media se-
cure their principal revenues from
large manufacturers with national
distribution. Since e¢oncerns of this
type seem to increase their adver-
tising appropriations more rapid-
ly than does industry as a whole
following periods of recession such
as 1938, this practice may largely
explain the aforementioned trend.

National Network Trends

National network advertising re-
flected improved business condi-
tions and gained 156.9% over the
preceding year as compared to a
5.1% increase in 1938. Total gross
time sales of the national networks
totalled $83,113,813 for 1939 and
were the largest in the history of
the medium. National network vol-
ume has inereased steadily since
the depression and, with the excep-
tion of 1938, has grown between
16 and 20% each year since 1935.
Gross time sales for national net-
works have risen 66.1% since 1935.

National network gross time

1940 Yearbook Number o Page 11
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sales during the past decade were
as follows:

1930 oo $26,816,156
1931 oo 35,787,299
1932 - 39,106,776
1938 _____________ 31,516,298
1984 _____________ 42,647,081
1935 oo 50,067.686
1986 oo 59,743,860
1937 ol 69,315,573
19838 o ... 71,728,400
1939 .. 83,113,813

The rapid increase in national
network volume following the
slackening off in 1938 undoubtedly
was due mainly to the concentra-
tion of network business in conve-
nience goods advertising and, more
especially, in the large manufac-
turers of products of this class.
Convenience goods include articles
purchased in small units, with high
repeat sales, such as food prod-
ucts, chewing gum and confection-
ery, toilet goods, pharmaceuticals,
soaps and kitchen supplies, tobacco
products, and gasoline and lubri-
cants. These products have repre-
sented an increasing proportion of
total national network business an-
nuzlly. In 1930 they accounted for
50% of national network volume,
71% in 1935, 84.59% in 1938, 87.4%
in 1939.

Large manufacturers in these
and other fields also have become
increasingly important in national
network advertising. This is evi-
denced by the fact that, although
total network volume vose 15.9%
from 1938 to 1939, the average ex-
penditure per company rose ap-
proximately 20%. In 1938 the 20
companies with national network
expenditures of $1,000,000 and
over vepresented 50.6% of network
volume and in 1939 companies of
the same class —again 20 — ac-
counted for $43,166,644 or 52% of
the network total,

Day and Nightime Trends

The trend toward increased dayv-
time advertising continued in 1939
over national networks. Dawvtime
volume, exclusively of Sunday af-
ternoon, rose 23.4% during the
year, while evening advertising in-
creased 14.5%. Sunday afternoon
advertising declined approximately

one-fifth. Daytime gains have been
striking since 1935, total daytime
volume increasing 159% since that
year as compared to a 47.1% in-
crease in nightime business.

Trends in Radio Sponsorship

The principal gains of importance
among different product groups
sponsoring national network adver-
tising were in the tobacce, soap
and housekeeping supply, drug and
toilet goods, and gasoline and lubri-
cants fields—all of them in the
convenience goods category. To-
bacco products advertising in-
creased 32.8% as compared to 1938.
Cigarette and other tobacco adver-
tising have registered important
gains in network volume for several
years and 1939 gross time sales for
this product group were 233.5%
above those of 1935.

Food and food beverage adver-
tising gained 13.1% duving the
year. Principal increases were as
follows: fruits, nuts and vegetables,
150%; meats, 18.9%: miscellane-
ous food products, 18.97%; cereals
8.6%. Food beverage volume re-
mained comparatively unchanged.
Food advertising has increased
consistently and in 1939 exceeded
the 1935 level by 87.9%¢.

Advertising in the toilet goods
and pharmaceuticals fields in-
creased 15.3% as compared to the
preceding year. Dentrifice adver-
tising rose 61.4%-, toilet goods vol-
ume 30.37%, drug advertising 6.4%¢.
Advertlsmg by cosmetic manufac-
turers declined 13.5%. Combined
drug and toilet goods volume has
gained but 36.5% since 1935, due
principally to reduced pharmaceu-
tical advertising.

Soap and housekeeping supplies
increased their advertising over na-
tional networks 28.4% as compared
to 1938, the entire gain being ac-
counted for by laundry soaps. In
1939, network advertising by this
product group exceeded the 1935
level by 292¢. Lubricants and pe-
troleum products volume rose 347;
during the vear and in 1939 just
exceeded 1935 network advertising
expenditures. Network advertising
in this field has tended to fluctuate
to a greater extent than that of
other convenience goods,

National Networks’

Gross Monthly Time Sales
Ser also pages 16-17

% Gain
1939 over 1988 1538
NBC
Jan. ______. §4,033,900  6.3% $3.703,616
Feb. _ 8,748,695 7.2 3,498,063
March - 4,170,862 9.6 3,806,831
April —._____ 3,560,984 7.6 8,310,505
May _. _ 3,702,102 8.4 3,414,200
June - 8,382,404 6.7 8,200,560
July - 3.283.555 11.0 2,958,710
Aug. - 8,312,570 12.6 2,941,099
Sept. _ 8,815,307 11.8 2,979,241
Oct. - 4,219,253 11.8 3,773,064
Nov, - - 4.284.984 8.6 8,898,919
Dets oo 4,279,748 10.1 3,887,072
Total ... $45.244,354 9,16, $41,462,679
CBS
Jan. - 2.674.067 —T.1 2.879.945
Feb, - 2,541,642 —B.2 2,880,385
March - 2925684 —3.6 8.034 317
April - 2,854,026 11,7 2,424,18
May _-_____ 3,097,484 25.4 2,442, 233
June 2.860,180 34.8 2,121,495
July 2,311,953 69,1 1,367,357
Aug, _ 2,341,636 64,2 1,423,865
Sept. - 2.588.132  60.0 1,601,755
Oct. - 3,366,654 41.0 2,387,395
Nov, - 3,474,163 416 2.453.410
Dec _ 3,520,164 39.5 2,529,060
Total ... $34,639.665 26.39% $27,345,397
MBS
315.078  18.7 269,894
276.606 9.2 253,250
306.976 318 282.877
262.626 38.6 189.545
234764  20.9 194,201
228,186 12.7 202,412
216.588  29.6 167,108
205.410 24,7 164,626
210.589 5.1 200.342
428,221 28.1 347,171
827,045 —10.4 360.929
317,699 —B6.8 837.369
Total ... $3,329,782 14.0% $2,920,324

Spectacular gains were experi-
enced in a number of less important
categories of national network ad-
vertising sponsors. Financial and
insurance volume rose 164.3% in
1939. due principally to new appro-
priations amounting to $484,570 by
insurance companies. Insurance ad-
vertising over national networks
has been spotty, but last vear ex-
ceeded the 1935 level by 134.2¢%,

Clothing advertising gained
206.3% duving the year, principally
due to an increase in the men's
clothing field, but remained 38.89;
below the 1935 level. Jewelry and
silverware gross time sales gained
176% as compared to 1938, but ex-

ceeded the 1935 level by only 31%.

Other gains during the year were
as follows: building materials, 35%;
confectionery and beverages,
12.8% ; paints and hardware, 24%;
shoes and leather goods, 21%.

Losses were experienced in sev-
eral fields. The most important de-
crease has been in the automotive
industry, where gross time sales
dropped 21.2% from the 1938 level
and were 24.6% below that of 1935.
In recent years the automotive in-
dustry has increasingly used non-
network advertising, and the lim-
ited data available indicates that
further increases have probably oc-
curred in this portion of the me-
dium during 1939. However, the
11.5% vrise in automotive news-
paper linage suggests that part of
the decline in recent years has been
due to a shift from the radio me-
diun.

Radio and musical instrument
gross time sales dropped 23.8%
during the year and were 19.5%
below 1935. Furniture and house-
furnishings volume decreased 18.9%
but remained at slightly more than
double the 1935 level. Radio adver-
tising by publishers decreased
817.1% during the year. Machinery
and farm equipment advertising
over networks was practically dis-
continued during the year; travel
and hotel volume dropped 25%, and
wine and beer advertising de-
creased from $327,237 to $9,744.
Political advertising was unimpor-
tant in 1939 as compared to gross
time sales for $138,105 for that
purpose during the preceding year,
Sponsorship by those products
classified in the miscellaneous
groups dropped 6.6% during the
vear.

Five-Year Network Trends

An examination of five-year
trends in national network sponsor-
ship confirms the observation made
earlier that an increasing propor-
tion of total business was being
concentrated in the convenience
goods categories. With few excep-
tions, gross time sales of specialty
goods (such as automcbiles, radios
and electrical household equipment)

(Continwed on page 14)

National Network Broadcast Advertising By Kinds of Sponsoring Business: 1939

(Gross Time Sales)

Kinds of Sponsoring Business Jan.
Automotive Industry, ... ... . $321,695
2. Building Materials. . 26.794
3. Cigars, Cigarettes & Tobaceo 835,736
4. Clothing & Dry Goods . . ..... 22,188
5. Con[ectlonery. Gum & Ice
Cream................... 143,446
8. Drugs & Toilet Goods. . 2,045.354
7. Fingncial & Insurance. . 10,620
8, Foods & Food Bevengeu 2,174,501
9.Gerden & Fleld. ...........c. vevninnns
10. House Furniture &
Furnishings. ... ...... oo 49,052
11. Jewelry & Silverware. . 33.095
12. Lubricants & Petroleum Pro-
ducts. .. ........ ...l 325,366
13. Machinery & Farm Equlpmem 140
14. Office Equipment. s
15, Paints & Hardware. . 55,789
16. Radios, Phonogruphl E 110,071
17. Schools & Correspondence
Courses............... .. . .......
l8. Shoes & Leather Goods. . 3,314
9. Laundry Soaps & House-
keepers” Supplies, ......... 713,721
20. Spor‘linz Goods.............. ........
21. Stationery & Publishers 23,400
22, Trave!l & Hotels. .. .. 13,035
23. Wines & Beer. .. 2,315
24. Miscellaneous. . .......... .. 83.460

$7.023.037

1y Source: Publisher’s Informztion Bureau.

Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. TOTAL
$297,452 $364,465  $335,664 $279,519  $253,722  $232,47T1 $182,419 $220 394 3217,422  $219.342  $3.275.879
0,600 LH3R 22.412 14,753 9.108 opga  oOospeqqn  Oasgooncn 12,790 15,988 175.773
795,642 884,649 870,332 920,545 R86,648 1,047,985 969,348 1, 110 28a 1,153,167 1,188,680 11.668,090
30,389 17.887 21,728 27,555 032 £,099 22,725 13,036 20,064 87,271 253.919
136,840 159,934 202,164 205,087 199.361 218,213 217,086 209,306 206,968 183,282 193,905 .275.492
1,858,689 2,019,714 1,781.020 1,843.919 1718468 1,588,192 1,498.233 | 538,420 2,150,477 2, 16‘2.894 ..,22:),29:1, 25.425_611
58,470 63,540 53,565 73.950 128,634 97.317 109.206 101,857 107,029 98,126 92,435 1,019,749
2,057,580 2.341,267 2,088.942 2,071,566 1,901,879 1.450,918 1.439,741 1,650,918 2,401,313 2,546,208 2,574,845 24.649.778
38,534 38,496 39,187 65,024 18,311 22,858 23,420 17,964 681,764 45,229 49,163 499,032
26,604 26,302 32,940 26,223 ........ G0000G00  Ooccancn  Comacoans 27,262 27,919 34,899 235.244
319.%-1 !I :&82.2§% 321,299 393,549 360,199 241.859 287.32 A75.264 427,642 423,839 417,129 4.275.609
7 oo oo ooo o cooooooo O QOonous G0 40ODOO 000000 EGO  SooGoono  ONoDooEAn  0E0Anoad 327
T ia.R02 0416 27.267  T1edse 2200 Te32 T zadl 98102 T 4Teb 340.15%
7,618 A6,745 R1,518 62,560 LERE 72,516 47,490 61,786 48,199 860.724
....... C e e L googg. © oogopoo. O 90po00ga 1,160 5,764 8,432 15,356
2.550 2,498 3,515 " 38,555 33,875 32,330 49,606 52,542 58,923 13,800 3,657 293.165
690.664 X18,235 746,344 856,954 792.31Y 771.338 R18,289 812,198 923,238 925,282 915.038 9,788,625

TA1es2 481F0 T 4TaTe " edave T odsRe 20281 U gdgan T goa 1TIUITID TLINIIUD U Tage 19
8.218 5808 .. ... .. 5,933 10852 ...l .. i e e g 232;2:
1,678 1185 ... ... .. 9o  oopoppo O 0onpope Deooapopog. 0O000CDEOS.  0000200g 396 756 9.744
61,702 51.285 52,263 32,628 18,351 132,823 6,468 108,618 713.406
$6,566,842 $7.403.513 $6.677.637 $7.034.350 $6.470.771 $5.812.793 $5.858.916 $6.089.029 S$R.014.129 ;8‘036. 192 $8.126,604 $83.113.813

Inc., Monthly
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Fur Capilo Ramil false

w400 and over

The ‘Coast’ is America’s #1 per capita market.

Sell it ALL with the ‘Coast’s’ leading network!

DAYTIME CPN
COAST COVERAGE

HE spectacular long-range coverage of
Tlhc Columbia Pacific Network richly
matches the West’s vast and far-ahove-
average bhuving power; delivers all this
wealthy narket—at the lowest cost per

thousand families,

PRIMARY COVERAGE—BY DAY:
100% of the West’s seven major metropoli-
tan markets and over 85% of the profitable
(but hard-to-cover) towns and rural areas
—where 2.637,207 families annually spend
$3,495,000,000 at retail every year.

AND BY NIGHT: 100% of the West's seven
major metropolitan markets plus over
97% of the towns and rural areas where
2,800,433 families,who spend $3,741,000,000
at retail every vear, regularly listen to the

Columbia Pacific Network.

PRIME RECEPTION—On the Columbia
Pacific Network you are superlatively
bracketed between the top-notch programs
of radio’s greatest advertisers. They nse the
Columbia Pacific Network so that they,

too. can sell all the West — economically!
i

_-jf“
COLUMBIA [/ 'fg;wNETWORK

A DIVISION OF THE

COLUMBIA BROADCASTING SYSTEM

Palace Hotel. San Francisco — Columbia Square, Los Angeles. Represented by Radio

Sales: New York . Chicago - Detroit - St.Louis + Charlotte, North Carolina
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RETAIL RADIO SALES IN THE UNITED STATES, 1922-1939

(Compiled for the 1940 BROADCASTING YEARBOOK by O. H. Caldwell, Editor of "Radiao Today")

Total Sets

Number Value

100,000 5,000,000

860,000 5,000,000
1,600,000 100, 000,000
2,000,000 186,000,000
1,150,000 200. 000,000
1.860.000 168, 000,000
8.281,000 400, 000, 000
4,428,000 600, 000,000
8,827,800 . 000,
8,420,000 225.000.000
8,000,000 140, 000,000
8.306.000 230,099,000
4,084,000 270,000,000
6.026.800 830,192,480
8.248.000 450,000,000
8,084,780 460,000,000
1. 260.000.000

gai
8

000,000

:
2

* Figures (o sets Include value of tubes in receivers. Totals include exporta.

home-built eets.

Total Sales of
Broadcast Receivers

Toial Tubes Motor Car Sets Tubes, Batteries, Parts

Number Value Number Value Value
1,000, 000 $6,000, 000 $60, 000.000
4.600.000 12,000,000 186,000,000
12,000, 000 86,000.000 368,000,000
20,000, 000 48.000.000 480,000,000
30,000,000 2 000. 000 506, 000,000
41,200,000 7,300,000 425,600,000

,200, 000 110,250.000 690,660,000

, 000, 000 172,500,000 842,548,000
52.000.000 119,600. 00 496,432,000
68,000,000 69,550,000 300.000.000
44,300,000 48,780, 200, 000, 000
58,000, 000 49,000, 000 300,000,000
58,000, 000 86,600,000 850,000,000
71,000, 000 50,000,000 870,000,
88,000, 000 69,000,000 500,000,
91,000, 000 85,000,000 637,000,000
80,000.000 105,000,000 840,000,000
91, 000, 000 114, 000, 000 876,000,000

In recent years, replacement tubes have run about 409%; of total tube sales. All figures are at retail value.

Home with Auto Sets
Radlo Sets in Use Total Radlo
Sets in Use
Number Number inU. 3,
80,000 1400, 000
, 000,000 11.500,000
2,500,000 8,000.000
3,500,000 4,000,000
5,000,000 6,000, 000
6,500,000 6,600,000
7.500.000 8.,500.000
9,000.000 10,500,000
12,048,762 13,000,000
14,000, 15,000,000
16,809,662 18.000.000
20,402,369 22,000,000
21,466,000 28,000,000
1869, 80,500,000
. 600, 33,000, 000
26,666,500 37,602,000
27.500.000 40,800, 000
28,700,000 45,200,000
1 Includen

(Continued from page 12}
and shopping goods (such as fur-
niture, house-furnishings, silver-
ware and jewelry), have either de-
clined as compared to 1935 or have
grown less rapidly than has nation-
al network advertising as a whole.

Changing Volume by Products

Changing volume of national net-
work advertising by different prod-
uct groups has affected the compo-
gition of total network volume as
follows:

Percent total
gross time sales
Product proup 1939 1988 1935
Automotive Industry 8‘1% 5.4% 7.9%
Building materinls._ 1.0
Cl!-n cigarettes
* & tobaeco ______ 14.0 12.2 7.0
Clothlng and
% oo _d .1 8
Confectionery ______ 2.7 2.8 2.8
rugs and toilet
___________ 27.0 21.0 88.0
Financial and
insurance ... _ 1.2 5 3
Food and food
erRges ... 29.8 30.6 27.0
Farniture and house
furnishings ______ 8 1.0 £
Jewelry & silverware .2 B .3
Lubrlennt: and pe-
_________ 6.1 4.2 1.6
Mnchinery ;nd farm
eqQuipment _______ ___ 2 oo
Office equlpmenl o oo e .6
Shoes -nd leather o q
Laundry soaps and
housekeeping sups
Plies 10.8 5.0
.6 9
Miscellaneous 1.9 2.5
Total__________ 100.09; 100,095 100.08%

The principal shifts in relative
importance are those which might
have been expected. The food in-
dustry has moved into first place
since 1935 while the drug and toilet
goods field has dropped to second
ranking. In 1939 food and food bev-
erages accounted for 29.6% of na-
tional network volume, while drugs
and toilet goods represented 27%
of gross time sales. Tobacco prod-
uct advertising has risen from 7%
of the network total in 1935 to 14%
in 1939, while the increase in the
relative importance of laundry soap
and housekeeping supply volume
since 1935 has been from 5% to
11.7%. On the other hand, automo-
tive advertising, which in 1935 rep-
resented 7.9% of gross time sales,
only accounted for 3.7% in 1939.

Non-network Sponsor Trends

Complete information on national
and regional non-network sponsor
trends is not available. However,

the quarterly reports issued on spot
advertising by Publishers’ Infor-
mation Bureau for certain groups
of stations provide some interest-
ing data on this point. Examina-
tion of the stations furnishing in-
formation to the Bureau indicates
that, for the most part, they are
the more enterprising regional and
clear channel stations situated in
the more important markets of the
country. They therefore cannot be
considered representative of the
medium as a whole, but may be of
interest in that they are the type
with which national advertisers are
most concerned. Gross time sales
information available at the pres-
ent writing is limited to the first
three quarters of the year and
summarizes the reports of 139 sta-
tions for that portion of 1939.

National Non-Network Advertising
By Product Groups Over Select-
ed Radio Stations
(First three quarters)*

Gross Time Sales

January-September

Product Group 1838 (138 stations)

1. Automotive industry ________ 421,260
2, Building materials —.___..__ 60,697
3. Cigars, cigarettes & tobacco_. 985,474
4, Clothing e ____ 111.081
5. Confectionery & soft drinks__  594.601
8, Drugs & toilet goods - 2,526,959
7. qunchl & insurance - 144,663
8, Food & beverages.. - 8,162,781
9. Garden & fleld ._ 94,664
10. Furniture & house furnishings 249149
11. Jewelry & silverware _______ 887.278
12, Lubricants & petrol. products 1.813.717

18. Machinery & farm equipt.-_ 110,270
14, Office supplies 245

16, Paints & hardware _.___..__ 24,721
6. Radios & musical instruments  285.904
17, & & corr
f— 89,766
18, Shoes & leather goods ..___ 224,997
19. Laundry scaps & housek
ing supplies ___ -  785.346
20, Sporting goods o oo 4,338
21. Stati y & 111.647
22. Travel ______ 183,360
23, Wines and bee 496.547
24. Miscellaneous 541,943

__________________ $13.361,284

The task of estimating trends
even on these stations is rendered
extremely difficult by the faect that
the same number do not report for
each year; the 1938 report, for in-
stance, being based on 167 stations
as compared to 139 stations for
1939. However, if the broad as-
sumption can be made that sta-
tions added or dropping out for
any particular year are not very
different in character of business
from those remaining in the sample

* Souree: Publishers’ Information Burean

“Spot Redic Broadcasting” gquarterly re-
ports.
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—a not completely improbable as-
sumption—it may be possible to de-
velop at least & rough indication
of national non-network trends.

Proceeding on this basis, national
non-network advertising on PIB re-
porting stations probably increased
as follows during 1939: Automo-
tive, approximately 10%:; tobacco
products, 359 ; confectionery and
soft drinks, 75%; drugs and toilet
goods, 30% ; jewelry and silverware,
30%; lubricants and petroleum
products, 50%. Radio set and phon-
ograph advertising gained about
25%; soaps and kitchen supplies,
approximately 30%: wines and
beer advertising, 40%; food adver-
tising, in the neighborhood of 20%.
Shoe and leather goods advertising
and furniture and house furnishing
volume more than doubled. Impor-
tant gains also seem to have oc-
curred in travel and hotel, and fi-
nancial advertising. Few losses
were recorded at all, and these oc-
curred almost entirely in the less
important national non - network
product categories. It is interesting
to note that upward trends have oc-
curred for the most part in the
same product groups as were ex-
periencing the more important in-
creases at the time of the discon-
tinuance of NAB broadcasting re-
ports in the summer of 1937.

To the extent to which PIB re-
porting stations are typical of the
medium as a whole, national and
regional non-network advertising is
less concentrated in a few product
groups than is national network
volume. Convenience goods gross
times sales—food, drug and toilet
goods, lubricants and petroleum
products, tobacco, soaps and kit-
chen supplies, confectionery and
soft drinks—on the 139 reporting
stations accounted for but 70% of
national non-network volume, as
compared to 87.4 per cent in the
case of national networks.

Incompleteness of Radio Data

The task of estimating broadcast
advertising volume and of evaluat-
ing trends in the medium is mate-
rially handicapped by important
gaps in non-network data and by
lack of standardization in the col-
lection of information.

It has been five years since the
Census of Business gave the indus-
try its first comprehensive survey
of the medium, of the distribution
of network and non-network busi-

ness among various classes of sta-
tions and in different parts of the
country and similar valuable infor-
mation. This base, therefore, has
little current value and the radio
report iz not to be repeated in 1940,
The statistical data collected by
the FCC Accounting Department
under Order No. 38 for 1937, and
so0 excellently summarized by it in
its testimony before the Commis-
sion on June 6, 1938, added a great
deal of important information re-
garding radio advertising, some of
it never available before. However,
the Commission’s logical concern
with regulation has naturally lim-
ited its dissemination of advertis-
ing data in spite of some extremely
helpful data released in this field.
The discontinuance of the NAB
broadcast advertising reports in
the summer of 1937 left the quar-
terly reports of Publishers’ Infor-
mation Bureau the only source of
information for national and vre-
gional non-network advertising ac-
cording to type of sponsoring busi-
ness; data essential to an intelli-
gent comparison of spot and net-
work trends within the medium. In
spite of their coverage of between
140 and 226 stations annually and
their undoubted value to stations
and advertisers, the usefulness of
the PIB spot reports is limited in
trend analysis by the fact that the
number of stations vary yearly.

National-Regional vs. Local

Problems of classification of
business also impose increasing
difficulties. The line of demarcation
between ‘‘national and regional
non-network” and “local” business
seems to be increasingly hard to
determine, probably due to the
growing flexibility of the medium.
With the present uncertainty as to
the meaning of these two terms,
the task of comparing ‘‘national
and regional non-network” and
“local” data for different years and
from different sources is made ex-
tremely difficult. Indeed there is
grave question whether the indus-
try would not be better off if it
would drop these non-network
designations and apply instead the
“general” and “retzil” classifica-
tions used in the newspaper field;
“general” to be applied to the ad-
vertising of manufacturers and
others distributing their goods
through retail stores, and “retail”
for retail stores and other selling
directly to ultimate consumers.

BROADCASTING + Broadcast Advertising
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Major Networks’ Gross Billings by Advertisers:

NBC Gross Billings

Procter & Gamble Co.
Camay $781,210
Chipso $523.533
Crisco $358,988
Dreft $285.265
Drene $116,176
Ivory Flakes $767.696
Ivory Soap $819.614
Lava Soap $269,910
Oxydol $1,191.187
Teel $372,057
White Nlphthl Soap $600,152

Sterling Products _______.______ $3,047,077
Bayer Aspirin $435,499
Bayer Lozenges $22,078
Cal-Aspirin $122,979
Haley's M-O $190.856
Dr. Lyons Tooth Powder 3993 567
Mulsified Qil Shampoo $6.7
Phillips Milk of Magnesia 3888.788

Toothpaste & Tablets $380
Phillips MM & Cream 3556.968

Standard Brands ______________ $2,898,621
Fleischmann Yeast $424,508
Foil Yeast for Health $832,726
Royal Desserts & Fleischmann

Yeast $672.520
Chase & Banborn Coffee $946.240
Tender Leaf Tea $522.5627

General Mills . ________________. $2,136.953
Bisquick $345,441
Corn Kix $367.942
Kitchen Tested Cake Flour $88,468
Softasilk_Cake Flour $680,227
Sperry Flour Producu $112,234
Wheaties 3542 588 .

General Foods Corp - - _..__ $2.078.400
Grape Nuts 3851.996
Jello $677,366
Jello Pﬂddmg‘ $100.008
Post 40% Bran Flakes $70.040
Maxwell House Coffee $878,990

American Home Products Co.___$1.724,714
Aerowax $98.907
Anacin $582,366
Bisodol $461,176
Clapps Baby Food $18,647
Fly-Ded $33.06 T
Freezone $51,248
Hills Cold leleu $62.120
Kolynos $205,978
Old English Floor an $167.347
Plastic Wood $58,863

Brown & Williamson Tobacco
Avalon Gigareties §$520,940
Bugler Tobacco $451 .11
Raleigh Tobacco $846,4
Raleigh & Kool Clllretbes Ss'ﬂ 118
Tobacco & Cigarettes $17,

Miles Laboratories ______________ $1.286.264
American Tobacco Co. —________ $1.219.438
Lucky Strike Cigarettes 31.041.155

Pall Mall Cigarettes $178,

Quaker Oats Co. —cocoooooooo . 81 192,004
Quaker Farina $10,076
Aunt Jemima P C Flour $45,156
Quaker Oats $728.468
Puiffed Wheat & Rice $408,304

National Dairy Products Corp. _._$1,164,930
Kraft $982,074
Sealtest $182.856

Bristol-Myers Co. --co._ . _____ $1,141,548
Vitalis $435.078
Irana-Sal Hepatica $706,470

Liggett & Myers Tobacco Co. ---__$992,032
Andrew Jergens Co. ______._..... $763.940
Woodbury's Sonp & Cos-
metics $516.666
Jergens Lotion $247,274

__________ $6,485,788

$1,707.601

Cities Service Co. __ --$718,282
Cummer Products Co. --$689 664
Energine $220.968
Molle $468.696
8un Oil Co. oo ____§ $656.084

Radio Corp. of America - $635.926
Lewu Howe Medicine Co. 636.338
P t Co. 603,400
Toothpnste $90,288
‘Toothpaste, Toothpowder &
Ant. $513,112

Carnation Co. __—ccccoemmmoon_ $598,137
Carnation Milk $561.676
Albers Cereal $46.,461

Philip Morris & Co. oo $590.016

8. C. Johnson & Son ____ --5$5689.330
Pillsbury Flour Mills Co. __ __$561,710
Firestone Tire & Ruhber Co. _____$5568.746
Kellogg Co. $514,442
Corn Flakes $409,280
Krispies $106,162
P. Lorillard Co. _________________ $490.282
F. W, Fitch Co. - --$488.265
Lady Esther Co. _ -$461 671

Ralston-Purina Co.
Wheat Cereal 8191 604
Cereals $266.172

Campbell Soup Co. oo ______ $451,248
Food Products $380,144
Tomato Juice $91,104
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T. Babbitt Inc. $436.200
Wander Co. . -
General Electric Co.
Canade Dry Ginger Ale
J. B. Williams Co
Pacific Coast Borax Co.
Sherwin-Williams Co. . ___ $307.985

S-W Paints $192.809

Acme Paints $115,156

R. J. Revnolds Tobacco Co
Welch Grape Juice Co. .-
Goodyear Tire & Rubber Co

-$306.241
-$297.368
-$273,881
.$253.816

$242,702
Colgate-Palmolive-Peet Co. -______ $240.637
Shaving Cream $66.128
Super Suds $184,509
Macfadden Publications Ine. ______ $219,933
Dr. E. Slean Ine. _____________$208,536
Sloan's Liniment $1985.114
Vince $13.422
Richfield Oil Corp - ______________ $200.564

Ward Baking Co. -
Penn Tobacco Co. ___.__
Grove Laboratories Inc.
Mustercle Co. ________
Adam Hat Stores

-$194,664
-$190,272
-$180.007
-$174,456
-$151,893

Gallenkamp Stores Co. emee----38L181
Gm. W. Luft Co. ............... $29.227
$26.442

Cor
Loou-w:les Bisclnt Co, $26,280

24,660

Modern Food Process Co.
Ballard & Ballard Co. . 2,084
General Motors Corp. (B

Divislon)

Tidewater Associated OIl Co, _
Gilmore 0il Co.
Air Conditioning Training Corp.
Tillamook County Creamety Assn. _s11. 508
Wilshire Oil Co. ____ - ..
Mazume Repeating Razor Co.. ... $7.602
Hecker Prod Corp.
Vanette Hosiery Mills
American 0il Co.
Chas. B. Knox Gelatine

Pittsburgh Coal Co _$1.087
Political - __-__ -$8.340
T $45,244.364

CBS Gross Billings

Swift & Co. __.— oo _____________ $127.384

Sunbrite Cleanser $122,388

Frankfurters $4.096 Lever Brothers CO. ..o sigﬁgg’

L3 1v] of + PR . »

i Chemeal o e Refning o $121.488  Colate-Paimolive. beet Cor ~ 2,509,098
Richardson & Robbmu - ~ Procter & Gamble Co. --._. - 2.288.347
Manhattan Soap Co. .____ Campbell Soup Co. _ 2,263,083
Standard Oil of Clh{orma R, J. Reynolds Tobacco Co. - 1,418,838
John Morrell & Co. William Wrigley Jr. Co. __ - 1,304,391
Westinghouse Electric & Mfg American Tobacco Co‘ - - 1,286,708
Lamont Corliss & Co. _.__.__ .. Chrysler Corp. - - 950,146

Ponds Cream & Powder $77.582 Ford Motor Co. . - 949297

Danya Hand Lotion $9.928 Liggett & Myers Tobacco Co. .. 945,620

Texas Co. -ovvcmccccmmn cmmean 875.418

Time Inec Americun Home Products Corp... 804,830
Dunn & McCarthy Continental Baking Co. - 729,648
American Rolling hil Pet Milk Sgles Corp. __ - 699,242
Signal Ofl Co. Ethyl Gasoline Co. _.__.. - 497,676
H. Fendrich Ine. Hawaiian Pineapple Co, - 489,630
C. H. Gulden Inec. Philip Morrls & Co. —--- - 487.470
Yesson Oil & Snowdritt Saies Cor. HT 476 he D oo o God
L) (IS e T49%  Tady Esther Co. D 430876
Food & Beverage Broadeasiers B ]

Ass'n 346,938 %ﬂ?{:’:‘i’é‘éiﬁ."g’ o S 128380

Gord Baki _ rudential Insurance [
Goraos Sekioy o0 sesie “me UM
Cardmet Candy Ce. 37.864 Deneficial Management Corp. ___ 890,896
. Mueller & Co. 34.81¢ [nternational Cellucotton Prods.
Pl[mer Bros. _.___ 34,182 L5114 884,430
Benjamin Moore & Co. _ 2,192 Cudahy Packing Co. - 852,425
Ohio O Co. .. . . __._.____% 31,461  Sterling Preducts ... 851,766
1939 Network Advertisers by Industries
{Compiled by Publishers’ Information Bureau)
*NBC CBS MBS Totals
Automotive $§ 852610 § 2397913 § 235,356 $ 3.275,879
Building Matermls 68,406 5,645 101,722 175,773
Cigars, Cigarettes, Tobaceco 5,553,716 5,297,181 815,193 11,668,090
Clothing ... .......... .. 157,093 691 98,135 253,919
Confectionery, Beverages.. 649,987 1,587,019 38,486 2,275,492
Drugs & Toilet Goods. . 13,872,839 7,651,605 901,227 22,425,671
Financial & Insurance .... ... . ... 939,988 79,701 1,019,749
Foods & Food Beverages. 14,423,273 9,688,774 337731 24,6490.778
Garden & Field ... ...... .. .. .... A
House Furniture &

Furnisbhings ... .. 496,633 2,399 199,032
Jewelry & Silverware . .. Lo 235,244 B 235.244
Lubricants & Fuel 819,412 2,390,774 45,417 4,275,603
Machinery, Farm Equipment .. ...... ... ..... 327 327
Paints & Hardware .. 340,157 ... ... 340,157
Radios & Musieal ....... 635.926 85,740 139, 0:)8 860,724
Schools & Corres, Courses. 13336  ....... e 15,356
Shoes & T.enther ...... .. 101,859 190,255 3,051 295,165
Laundry Soaps &

Housekeepers' Supplies. 5.751.483 4,032,142 9.783,625
Stationery & Publishers. .. 296,193 e 296,193
Travel, Hotels, Amusements 23,430 11 000 10,456 41,886
Wines & Beers ... ... ... e e 9,744 9,744
Miseellaneous . 153,981 $25,694 503,731 713,406

Totals $45,244.3534 $34,539,665 $3.329,794 $83.113.813

* Combined Red and Blue.
f Includes $5.352 political.
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Kellogg Co.
Brown & Williamson Tobacco Co.
Sealtest Ine.
U. 8. Rubber Pé-:duct.s

American_ 0Oil 295,048
Geo. A, Hormel & Co. 283,763
General Mills, Inc 272,928
Nehi Ine. —ooo-. 261,248
International Silve 285,244
. 235,058
Chesebrough Mtg. Co. 227,385
P. Lorillard Co. o 217,695
Pure il 215.423
I. DuPont de Nemours & Co, 196,620
Grlﬂln Mfg. CO. e 190,258
Corn Products Refining Co. 164,983
Household Finance Corp. - 184,763
Lehn & Fink Products Co. 116,418
Penn Tobaceo oo 103,475
McKesson & Robbins 102,375
Boweys Ine. oo 100,167
Ceolumbia Recording Corp 5,740
Fels & Co. 72,970
Purity Bakeries Service Corp., .. 63,985
Pennick & Ford, Ltd 63.620
John H. Woedbury Co. ... 020
Cel. Fruit Growers Exchange ___ 54,041
30.496
27,640
26,410
Tidewater Assocmted Ol Co. .-_ 22,102
Euelid Candy Co. of Cal, --—- 17.860
7.690
17.280
16,310
16.244
15,276
Wilmington Trlnspomtion Co. - 11,000
Paramount Pictures Inc. 10,465
Atlantic Refining Co. 10.093
Ralston Purlna Co. -___ 8,235
Twentieth Century Fox Film
Corp. 7T.178
Coty Inc. . . e 6,041
Wilshire Oil Co. _____ 5.940
Holland Furnace Co, —————_____ 5.645
Bath t Corp. 8,960
Sofenz Sales Corp, . ________ 3.658
Cardinet Candy Co. 8.520
Knox Gelatine Co. _____ 3,050
0ld Trusty Dog Food Co, 2,704
Calavo Growers of Cal. 2,660
Colonial Dames Ine. - 1.470
1. J, Fox Co. _______ 691
Political Advertisers __ 5.862
Gl cooceermooccoo oo 884,539,665
MBS Gross Billings
$621.614
-_ 866.969
304,651
220,073
212,783
Philip Morris & Co. -- 138,680
Philip Morris Cigare
Dunhill Cigarettes
Revelation Tobaceo
Emerson Radio & Phonoznph Corp. 102,676
Wheeling Steel Corp. —___________ 101,722
Lutheran Laymen LeAzun - 99,665
Gillette Safety Razor Co. - 93,577
P. Lorillard Co. - 86.087
Mennen Co. ceeo 77,301
Metropolitan Life Insurance Co... 70,240
Delaware. Lackawanna & Western
(Coal ] Co = NI 63,047

Ine.
Richman Bros.

Gordon_Baking Co. ____ - 42,763
Axton«Fisher Tobacco Co. - 31,180
Detrola Corp. _________ - 30,977
Moody Blble Institute _. - 80,788
Wheatena Corp. .____ - 24,228
General Cigar Co. _ - 22960
Bell & CO - 22.35%
Co. 18,866
Lambert Co ___________________ 16,784
Congress Cigar Co, -_ - 14,662
American Bird Products - 18,828
Thomas Leeming & Co. - 12,540
Maltex Co. —._____ - 11301
Quaker Oats Co, __ _ 8948
V. LaRosa & Sons - - 8,640
Aurora Laboratorivs ___ - 8,192
Hartz Mounmln Products Co. -... 7.2T
Hotel R 6,825
Twentieth Century-Fox Film Corp. 5810
Winter & Co. 5,505
Bathasweet Corp, . - 4,698
Paramount Pictures - = 857
Vadsco Sales Corp. .. ——mmeeae 2,043
Maine Development Commission - 1,920
General Mills 1,410
Cooperative .- .418 T16°
Gl cooecooocoo—oocooe— $3,329,732¢
* Of which General Baking Co
SPeNt e e em 26,264

t To which should be added $12 ln accu-
mulations through the vear of 60 cents
taken to nearest dollar; true total,
£3,329,794.
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Major Networks’ Gross Billings by Agencies: 1939

NBC Billings by Agencies

Blackett-Sample-Hummert __
J. Walter Thompson Co.._ .
Compton Adv. ________
Lord & Thomas._____
Young & Rubicam._ ____
Pedlar & Ryan.____._.._

..-$8,668,630

NETWORK BILLINGS BY AGENCIES: 1939

Ranked in Order of Combined Gross Billings
By NBC, CBS and MBS

Russell M. Seeds Co. o= 1,386,383

Stack-Goble Adv. Agency. eee-.- 1,294,410

Lennen & Mitchell____. - 1,254,172 Blackett-Sample-Hummert ... $10,714,498
Wade Adv. Agency-. 1,286.264 i K
Benton & Bowles I 1199743 Young & Rubicam_____.________ 6,481,352
H. W. Kastor & Sons Adv. Co.... 1,166.086 J- Walter Thompson Co....___ 6,342,268

Grady & Wagner
Franklin Bruck Adv. Corp.___.
Bowman & Columbia.

gew’r,ell %"Te;’: CO. mcomccceon.-- 1,041,742 DBenton & Bowles...._.. 5.421,812 H. M. Kiesewetter..
uthrau| yan a N
Erwin, Wasey & Co . H Ruthrauft & Ryan.._.._ 4,991,348 im;lef\uesn t:l Co. FRrT—
Roche, Williams & Gunnyngham. 636.084 Lord & Thomes.____.__________ 8,891,808 Kelly, Stuhlman UG
Knox Reeves Adv... ._..______.. 640.701 Compton Adv. ___ 8,811,128 Foster & Davies._____________
%‘-‘:;m(-:: K. Ellis & Co.. 5 ‘6 ;‘1‘; Pedlar & Ryan._________ 2,902,600 Fuller & Smith & Ross_
Needham Louis & Brorby 0.98g Ward Wheelock Co.. 2595270 Marschaik & Pratt
Hutchinson S o R, 1 BBDO . _____ - 2,481,296 Emil Brisacher & Staff________
Newell-Emmett Co. - 1,987.362 Campbell-Mithun ___
Wm. Esty & Co..___________. 1,852.629 W. I. Hamilton Co. ___
G 5 X H. W. Kastor & Sons Adv. Co.__ 1,782,120 Barton A. Stebbins Adv. Agency
ardner Adv. Co. . Lennen & Mitchell_________ 1,613,974  Fitzgerald Adv. Agency.. ...
e ramy heelockBCS e Russell M. Seeds Co..__ 1,400,433  Kenyon & Eckhardt..__.
365,900 Stack-Goble Adv. Agency ... _- 1,294,416 Tomasohke-Elliott ___._._..___.
357.162 Wade Adv. Agency.___._____... 1,236,254 Gale & Pietsch
805,241  Biow Co 1.234,622  Tucker Wayne & Co.
Grant Adv. Co....____ 269,016 Ca -
Henri, Hurst & McDonald._ 285,784 Gardner Adv. Ca. . 1,185,252 Byer & Bowman Adv. Awency -
Maxon Inc. .. 211828 N. W. Ayer & Son_ - 1,144.316 TLong Adv. Service .- oo
Hixson-O'Donnell  Adv... 200.564 Erwin, Wasey & Co.oo_______ 1,026,507 Bass-Luckoff _.____ -
MecKee & Albright . 182.866  Roche, Williams & Cunnyngham 1.008,509  Aitkin-Kynett Co, - - __
gec& &Hf;tugzey-. i:i.;:; Arthur Kudner oo 963,872  Botsford. Constantine & Gardner
Tinka - g Leon Livingstone Adv. Agency__
Glicksman Adv. Co.______ 161803 Buchanan & Co.ooom oo ooee 888.440 &8 g
Morse International ____ _ 121,488 Neisser-Meyerhoff _ £84.625 C. M. Rohrabaugh
Westco Adv. Agency.... 112,287 McCann-Erickson __ 715,984 Clements Co. __________ o
Frankiin mrre b Ot 105152 Shemman K. Bils. & G G526 Walsh Adv. Gor o ite
Franklin Bruck Adv. . d erman K. s 0. - 5 Vals! v Co NN
Fostor & ot dv- Gorp I Needham, Loujs & Brorby.._... 583,330 Sidney Garfinkel Adv. Agency__
Fuller & Smith & R;s 94'822 Hutchi Adv. Co. 561,710 Samuel C. Croot Co.___
Marschalk & Pratt.___. D et ta Cererrerms B e -
b 0 X eil ilkins ._____
N. W. Ayer & Son___.___ 68.408 508.408 Dan B. Miner Co. - _
Barton A. Stebbins Adv. Axency- 56,306 488.266 Weston-Barneétt Ine.
Fitzgerald Adv. Agency 47.676 460.650 Baker Adv. Agency -
Emil Brisacher & Staff 48.988 Aubrey, Moore & Wallace. ___. 438850 Kayton-Spierc ____
Kenyon & Eckhardt 88,612 Frances Hooper Adv. Agency-- ggg;gg Ié m lgnnéuy Coa_é__
Gale & Pietsch________ $8.160 . ockfield, Brown o.
T hke-Elliott 357.162  Commercial Radio -.-
Tacker Weyne & Co. ST Maxon Ine. 205405 Logan & Stebbins ..
e " R. H. Alber Cn. 305,107 MacLaren Adv. Co.
E:er &A dBowgmni Adv. Agency. - §“§1 Joseph Katz 290.399 M. H. Hackett Co..
L7 Gbh Bl coorrran L1181  Campb: u-x-:mld Co. of N.~ 294.950 J. D. Tarche
Botsford, Constantine & Gardner- 29,520 Grant Adv. Conoor AT 369016 Ray Davidson ?f .....
Leon Livingston Adv. Azency--- 24,660 Henri, Hurst & McDonald. 236,784 John H. Dunham Co.
Clements Co, __ ... _____ 28,236  Hixson-O'Donnell Adv. . 228,104 Richard F. Connor ...
Weill & Wilkins__ 16,356 Lé&o Burnett Co._ 15428 H. B. Humphrey Co.__ o
Dan B. Miner Co._ 8,256 Bermingham, Castl 190,255 L. C. Gumbinner & Co.._._____
Logan & Stebbins 5,040 Cecil & Presbrey 181,487  Brook. Smith, French & nee
Joseph Katz Con - »95;  Hellwig-Miller C 164983 Howard G. Hanvey___ -
Ray Davidson 2’636 C. W. Hoyt Co. 164,128  Glasser Adv. Agenc:
e Fovin Hir G bt g & b
. ritchfie 0. 5 anvey -
Hanvey & 704  Westeo Adv. Co. 126787 David Malkiel Adv. &
No Agency (Bll!ed D:rect) _______ 772,200 Morse International — 121,488 Dana Jones Co..___.___
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$35 FOR 500 MAPS

OF YOUR COVERAGE

MAIL OR CONTOURS, BLACK ON WHITE

BOND « DATA PANEL $15 EXTRA « COLOR

OR ADDITIONAL COPIES QUOTED ON
REQUEST

These maps are especially designed for
each client, are alliype. clean-cut. titled.
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CBS Billings by Agencies

Benton & Bowles_ o ... $4,176,615

Young & Rubicam._
Ruthrauft & Ryan- ..
ward Wheelock Co.

Blackett-Sample-Hummert
BBDO
J. Walter Thompson Co.________
William Esty & Co._

Buchanan & CoO. o o cceeooo
Neisser-Meyerhoff
Pedlar & Ryan, Inc
Compten Adv. ..
Gardner Adv. Co..
H. W. Kastor & Sons Adv. Co.
Biow Co. -
Lambert & Feasley__
Arthur Kudner _____
Aubrey, Moore & WI]]lce-_
Frances Hoover Adv. Agency.-..
Roche, Williams & Cunnyngham._
McKee & Albright..
Joseph Katz Co
Campbell Ewald Co. of
Lennen & Mitchell o _____
McCann-Evickson ____ . ______
Leo Burnett CoO._______________
Bermingham, Castleman & Pierce
Hellwig-Miller Co. --
Knox Reeves Adv..
Bowman & Columbia__
Sorenson & Co..___.
Russell M, Seeds Co
Campbell-Mithun _
Aitkin-Kynett Co. -
Hixson-0'Donnell Adv..

Emil Brisacher & Staff
H. M. Kiesewetter Adv. Agency._.
Walsh Adv. Cowe .

Sidney Garfinkel Adv. Agency...

W, Ramsay Co.
Cockfield, Brown & Co.
Kayton-Spiero & Co
MacLaren Adv. Co._.
J. D. Tarcher & Co...
Dan B. Miner Co..
John H. Dunham Co.

& Eckhardt ___________
Rny Davidson -

B, Humphrey Co._.
Howard G. Hanvey__.
Glasser Adv. Agenc
David Malkiel Adv. Agem:y-
Dana Jones Co. __
R. H. Alber Co..____
Direct

__ 4,072,207
9,546,452
2,144,022
2,044,458
1,762,398
1,687,189

_ 1,484,834
1,075,910

345,620
885,883
884,625
880,522
738,236
707,477
566,084
487,470
460,650
450,075
438,850
430,768
362,425
326,550
295,048
294,950
278,715
244,665
216,428
190,255
164,988
105,760
102,375
100,167

64,050

68.985

80,495

27,640

26,410

20,270

18,600

11,860

17,690

16,500
18,200

4
179,115

MBS Billings by Agencies

lvey & Eli

$ 621.614
420.

Ruthrauff & Ttynn-_- 0.016
R. H. Alber Co - 804.851
Erwin, Wasey & Co.. 228,266
BBDO 212.738
Biow Co. - —ccooceesmmemmeee= 15870
ritchfield_Co. 182,48
Young & Rubicam._.. 118,00
Grady & Wagner. - 102,67
Kelly, S;uh]man & Zahrndt. o gg.ggl_i’
Maxon Ing —coooummecaeoo o g
Lennen & Mitchell. .~  86.087
MeCann-Erickson __._______ - 82,248
H. M. Kiesewetter Adv. 81,989
W. I. Hamilten Co._ 60,076
Bass-Luckoff __ __ 80,977
C. M. Rohrabaugh __ 24,288
J. Walter Thompson 22,960
Anderson, Davis & P]atte 22,869
Samuel C. Croot Co. 16.806
Lambert & Feasley 15,784
Marschalk & Pratt 14.662
Weston-Barnett _ 18,828
Wm. Esty & Co. 12.640
Benton & Bowles 8,948
Commetciai Radio 8,640
Franklin Bruck Adv. Co.. 1.274
M. H. Hackett Co 6,825
Kayton-Spiero. . __ 5,910
Buchanan & Co.____ [ 2.667
L. Gumbi & Co. 2.0
Brooke, Smith, French & Dorrance 1,920
Blackett-Sample-Hummert _____. 1,410
Cooperative, MBS. 413,715
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Program Popularity In 1939

By A. W. LEHMAN
Manager, Cooperative Analysis of Broadcasting (CAB)

Cooperative Analysis of

Broadcasting of relative ra-

dio program popularity be-
tween December, 1938 and Decem-
ber, 1939 reveals many interesting
changes in status among the first
ten programs. The three leading
programs are the same for both
years but beyond that there is little
similarity. Of the remaining seven,
only two appear among the first ten
in both years.

The three leaders were, in order,
Chase & Sanborn, Jack Benny, and
Lux Radio Theatre. (In December,
1938, Kraft Music Hall was tied
with Lux for third.) Chase & San-
bern had a slightly lower rating in
1939 than in 1938, but Jack Benny
was slightly ahead and Lux was
well ahead. In the 12-month period,
Fibber Mc¢Gee & Molly rose sen-
sationally from 16th to fourth place,
nosing out Kraft Music Hall for the
spot [See 1939 BROADCASTING Year-
book for previous ratings and an-
alysis].

% COMPARISON made by the

Year's Development

In addition to the three leaders,
Major Bowes’ Amateur Hour and
Kraft Music Hall were the only
shows among the first ten in both
years. The Major, in fact, made a
real come-back after the slump
which followed his first sensational
rise to fame and long tenure of first
place. He stood sixth in December
of both years.

The following shows, listed with
their positions in December, 1938,
were not among the first ten a year
later: Burns & Allen, fifth; Rudy
Vallee, seventh; Town Hall, eighth;
Cantor's Camel Carevanm, ninth;
and Big Town, tenth. Burns &
Allen had shifted to a less advan-
tageous time,

Their places were taken by Fib-
ber McGee & Molly, fourth; Bob
Hope, seventh; Fitch Bandwagon,
eighth; Kate Smith, ninth and Pot
0'Gold, tenth. None of them were
new programs within the twelve-
month with the exception of Pot
0'Gold. Kate Smith, a real veteran
of the air, had finally found a for-
mula which enabled her to rise from
17th to ninth, while Fitch Boand-
wagon rose from 13th, and Bob

I-Distribution of Sponsored Network Evening

Programs According to Ratings
Month of December

Rating 1939
(% of No. of % of
get owners) Programs Total
40.0 and over 1 1.0
35.0 - 39.9 1 1.0
30.0 - 34.9 0 0.0
25.0 - 29.9 3 3.1
20.0-24.9 ki 7.2
15.0 - 19.9 10 10.3
10.0 - 14.9 28 28.9
50- 9.9 36 37.2
0.0- 4.9 11 11.3
Total 97 100.0

1938 1587
No. of % of No. of % of
Programs Total Programs Total
1 1.1 0 0.0
1 1.1 2 2.1
0 0.0 0 0.0
2 2.2 1 1.1
4 4.3 7 74
12 13.0 6 6.3
22 23.9 21 22.1
36 39.2 41 43.1
14 15.2 17 179
92 100.0 96 100.0

Hope from 23d respectively, These
wide shifts in popularity contrast
sharply with the relatively small
amount of change from 1937 to
1938, which may indicate signifi-
cant shifting in the public taste for
radio programs.

Fred Allen dropped to 11th place,
Big Town to 16th and Bwns &
Allen to 18th. The Rudy Vallee
show and Cantor's Camel Carevan
left the air.

In 1938 there was a wide gap be-
tween the two programstied forthird
place and the fifth place program
with the fifth to tenth place shows
closely clustered, but in 1939 the
gap had been closed up with less
than half a point separating fourth
and fifth places. Actually, Kreft
Music Hall had a higher rating in
fifth place than it had a year ear-
lier in its third place tie. The wide
gap now fell between fifth and
sixth places with the sixth to tenth
programs well bunched.

The general redistribution found
the occupants of each place rating
somewhat better than the corres-
ponding show a year earlier with
the single exception of the leader,
Chase & Sanborn. The average rat-
ing for the first ten shows was a
peint and a half higher in 1939
than in 1938, namely 26.8% com-
pared with 25.3%. The median rat-
ing of all 30-minute evening pro-
grams had risen more sharply, from

B.8 to 10.2. In 1937 the figure was
only 8.2. The median of evening 60-
minute programs rose from 18.4 in
December, 1938 to 19.1 in Decem-
ber, 1939,

Table I is based on the month of
December in 1939, 1938 and 1937
and shows the distribution of spon-
sored evening network programs
according to ratings. 51.6% of these
programs rated 10 or better in 1939
compared with 45.6% in 1938 and
39% in 1937. A year ago it was
pointed out that there were thiee
factors accountable for this trend.
First, a2 greater amount of total lis-
tening, second a greater amount of
listening to the leading programs
and third, greater reluctance on the
part of the advertisers to keep a
poorly rated program on the air.

There probably should be added
to these reasons a healthy increase
in the art of programming and time
and station selection, based in large
part upon studious attention te such
data as are regularly furnished by
the CAB and other fact-finding or-
ganizations. One reason for the fur-
ther increase in total listening this
year has been the public hunger for
news because of the disturbing in-
ternational situation.

Over the years the percentage of
programs rating less than 5 has
steadily diminished, but the decline
was more noteworthy in the past
yvear. In December, 1937, 17.9%
rated less than b; in December,

II-Monthly Rankings of the 11 Programs Which Were Among the Five
Leaders for Any One Month During the Year Ending December, 1939

Chase & Sanborn _________ _____

Jack Benny

Lux Radio Theatre

Fibber McGee & Molly
Kraft Music Hall
Major Bowes

Kay Kyser _____________________
Rudy Vallee ____________________
Your Hit Parade ________________

Kate Smith Hour _
Town Hall ___________

NB means ‘no brosdeasts’.
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Dee. Nov. Oct. Sept. Aug. July June Moy April Mar. Feb. Jan.
1 1 1 1 1 1 1 1 1 1 1 1
2 2 2 NB NB NB 2 2 2 2 2 2
3 3 3 2 NB NB 3 4 3 3 3 3
_ 4 5 [>1 5 NB NB g 9 11 16 14 14
b 4 4 4 3 4 4 3 4 4 4 4
8 6 6 3 2 2 b 8 6 6 8 5
12 10 8 6 4 3 8 b 12 12 i 16
.. NB NB NB 1 8 5 13 16 15 17 11 6
16 17 19 11 5 ki 13 19 24 21 27 33
9 8 7 NB NB NB ] 11 5 5 10 8
11 12 10 NB NB NB 12 7 16 8 5 156

1938, 15.2%; while in December,
1939, only 11.3% of all evening. pro-
grams were below the 5 mark. The
greatest increase noted from 1938
to 1939 was in the percentage of
programs which moved from the
5-9.9 classifieation to the 10-14.9
classification.

The Ten Leaders

In December, 1939, the 10 lead-
ing evening programs were:
. Chase & Sanborn Program
. Jack Benny
Lux Radio Theatre
. Fibber McGee and Molly
Kraft Music Hall.
Major Bowes Amateur Hour
Bob Hope Program
. Fitch Bandwagon
. Kate Smith Hour
. Pot O’Gold

Popularity Shifts in 1939

For the year ending Deec. 31,
1939, as in the year before, the
Chase & Sanbern program took
first place in each month. Jack
Benny, except for the three months
when he was off the air, held second
place. The year before he had
dropped back to third place in one
month. Lux Radio Theatre was on
the air for ten months, taking third
place in all but two. During Jack
Benny's last vacation month Lux
took second while in May it had
yielded to Kraft Music Hall. The
latter, on the air the entire period
was & steady fourth until Decem-
ber, though it took third place in
May and August. In December it
dropped to fifth. Fibber McGee &
Molly started at 14th in January
and February, fell back to 16th in
March, climbed to 11th in April,
ninth in May and June and after a
two-month vacation returned to the
air in September in fifth position
which was maintained during the
fall, finishing fourth in December.

Major Bowes started at fifth in
January, then ran eighth, sixth,
sixth, eighth, fifth, and profiting
from the hiatus months, placed
second in July and August and
third in September, falling back to
sixth in October, November and De-
cember when the season was again
in full swing.

Kay Kyser bounced around a good
deal, taking 16th, seventh, 12th,
12th, fifth, eighth, third, fourth,
gixth, eighth, tenth and 12th in
order. Rudy Vallee, after a long and
illustrious career of more than ten
years for one sponsor finally re-
tired. Of the nine months he was on
the air, he ranked among the first
ten in only four, three of these be-
ing the summer months. Kate
Smith, also an illustrious radio vet-
eran and broadcasting at the same
hour, gave him some real competi-
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We write this in a fine parental glow

Our network seems to us stronger in program power
and In station-advertiser loyalty than ever before in

our five year’s rapid growth.

Even as we write this, the makers of Ovaltine, for ten
years one of radio’s best known names, have just signed
a series over 83 Mutual outlets. And this, hard on

the heels of the recent 1940 Carnation contract.

Any doubt as to whether member stations could profit
from the first cooperative network seems definitely
settled. Mutual’s key member stations have just signed
exclusive five-year agreements further solidifying
Mutual’s development and future.

BROADCASTING ¢ Broadcast Advertising

So Mutual faces 1940 with its billings at an all time
high, its station line-up at a new peak, and its basic
belief in profit sharing and independence of operation

for all member stations, unshaken.

. MUTUAL

BROADCASTING SYSTEM

Offices: Chicago « New York « Boston « Detroit

Los Angeles - Cincinrlati « Cleveland - Columbu.s
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III-Division of Commercial Network Time

By Program Types: Evening Programs
(October, 1938—April, 1939)

1V-Division of Commercial Network Time

By Program Types: Evening Programs
(May to September, 1939)

CLASSICAL l.7ﬁ — FAMILIAR MUSIC 0.7

CLASSICAL 0.4]
CHILDREN'S PROGRAMS O

AUDIENCE
PARTICIPATION
12,5

POPULAR
MUsIC
16.1

VARIETY
27.1

Amount of Time

on the Air

Type of Ratings Range No. of % of Rankin%

Program  Average Rank Low  High Programs Time of Time
Variety 14.7 3 2.2 42.3 30 271 1
Comedy 11.0 2 6.1 18.4 1 7.2 5
Drama 10.8 3 2.9 28.2 18 17.8 2
Audience

Participation 10.6 4 2.0 21.2 13 12,5 4
Classical 10.5 4 — — 1 1.7 9
Serial Drama 10.4 6 1.5 20.2 1 6.8 6
Popular Music 7.6 7 L.T. 16.5 20 16.1 3
Semi-Classical 7.4 8 5.4 9.6 3 3.4 8
Commentators

and Talks 6.6 9 1.8 12.4 10 6.7 1
Familiar Music 2.4 10 — — 1 T 10

COMEDY
8l

VARIETY
24.5

SERIAL
DRAMA

2.3

18.7

AUDIENCE
PARTICIPATION

POPULAR MUSIC
18.6

Number
Average [ % of Rankin
Type of Program  Rating Rank Programs Time % of Time
Variety 10.1 1 31 24.5 1
Drama —ceooceoo_ .o 9.1 2 13 8.7 5
Classical cccoeeoae - 8.0 3 1 0.4 10
Comedy . ________ 7.9 4 8 8.1 [
Audience Participation _ 7.8 5 18 16.7 3
Serial Drama _________ 1.3 6 9 9.3 4
Semi-Classical _.______ 6.1 1 4 5.3 8
Popular Music ________ 5.6 8 24 18.6 2
Commentators and Talks 5.0 9 8 7.6 1
Children’s Programs ___ 4.3 10 1 0.9 9

NOTE—Each program type has been allotted the number of hours which all programs in that type represent. The chart is based on the table of program types.
Fifteen-minute programs broadcast 5 times a week have been considered as 114

a week 3 hour, etc.

ours per week for the number of weeks investigated, 15 minute programs 3 times

(Continued from page 18)

tion, rising very fast from 17th in
December, 1938 to fifth in March.
Vallee at the same time was drop-
ping from seventh to 17th. Kate
Smith held up well with the excep-
tion of & drop to 11th in May and
returned to the air in Qctober after
a three-month vacation in seventh
place, dropping back to eighth in
November and ninth in December.
Of the other shows which placed
fifth or better in one or more of the
twelve months, Your Hit Parade
was the most erratic, ranging all
the way from 33d to fifth; Fred
Alien reached fifth place only in
February and ranked as low as 16th
in April

Table II shows the month-to-
month rankings of the 11 programs
which were among the five leaders
for any month during the vear end-
ing December 1939,

Leading Daytime Programs

The leading daytime programs in
December, 1939 were:
1. Ben Bernie
. Ma Perkins
. Hobby Lobby
. Pepper Young’s Family
. Vie & Sade
. The Guiding Light
. Mary Marlin
The Woman in White
. Stella Dallas
10. Goldbergs
10. Road to Life
In the previous December the ten
daytime leaders were:
. Ben Bernie
. Ma Perking
. The Guiding Light
. Pepper Young’s Family
Magic Key of RCA
Mary Marlin
. The Woman in White
. David Harum

© 001N Uk 010

9. The Big Sister

10. Road of Life

Sets in Use

There is likely to be more fluctua-
tion in the rankings of daytime pro-
grams than among evening pro-
grams because of their lower rat-
ings and closer bunching, yet there
were fewer changes in the daytime
programs appearing among the
first ten between December 1938 and
1939 than there were in the evening
programs. The Magic Key of RCA
left the air. David Harum and The
Big Sister dropped out of the lst.
The newcomers were Hobby Lobby
(formerly an evening show), Vic
& Sade, Stella Dallag and the Gold-
bergs.

Over a period of years, sets in
use at some time during the day
have shown very little variation.
From October, 1935 to April, 1939
the range for week-days was from

a low in July, 1936 of 56.89% of aset
owners to & high in January, 1938
of 73.4%. Starting with August,
1939, each month showed a new
high figure for percentage of sets
in use at some time during the aver-
age week-day since October, 1935.
No doubt the European War ac-
counts for the record. Sundays
show more extreme fluctuations be-
cause of outdoor activities in ths
summer time which keep people
from their sets, while in the winter
the weather tends to keep them at
home. The low listening point on
Sundays was August, 1937 with
45.3% and the high point was Feb-
ruary, 1938 with 75.8%. During the
daylight saving period, sets in use
at some time during the day run
about 12% less than during the
standard time period.

Very little difference in listening

(Continued on page 22)
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ORE PROOF/

that KGW and KEX are your
BEST radio salesmen in the
rich Oregon market...

The old saying “"The proof of the pudding is in the eating” goes for
radio stations, too. The proof of the sales potency of KGW and
KEX in the prosperous Pacific Northwest is in the results obtained
by those who are using these stations.

As a matter of record, we quote from the following typical local examples:

FURNITURE

"We credit our KGW-KEX radio advertis-
ing as the principal factor in our sales
increase. You give us thorough coverape
of suburban as well as city areas.”

—Gerurtz Furniture Co.

WOMEN'S APPAREL

"KGW has been a decided factor in help-
ing us merchandise our store to the style.
conscious women of Portland.”

—Cbhas. F. Berg, Inc.

FLOWERS

"We are renewing our contract for the 7th
vear because KGW has hrought us so
many new customers.”

—Nick's Flawer Home.

BREAD

“\We are very enthusiastic about the results

we are petting from our morning Ppro-
gram to women, vver KEX.”

—Davidson Baking Co.
AUTOMOBILES

"The major advertising factor in the growth

of our business has been the use of KGW
spots every night for the past three years,”
—Roy Burnett Motors, luc.

PIANOS

“KEX has pulled our sales cost down and

pushed our sales volume up. Time and

again we have cleared our floor of used

pianos hy means of our broadcasts.”
—United Piano Co.

V<
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What KGW and KEX is doing for these and other advertisers it can
do for you. To reach responsive minds and pocketbooks in the rich
Oregon Market where surveys show that 95% of the homes have
radios, use the stations of The Oregonian—KGW and KEX.

WTJEDEﬁEE'ﬁWN

PORTLAND, OREGON

REX

- I|I/"l‘
- 1

- - i_
%”f t{-; 620 KC 1160 KC
a \ = = g 5000 WATTS DAYS b 5000 WATTS

ﬂ S - 1000 WATTS NIGHTS X . CONTINUOUS

lw R National Representatives LUE
- v "
- NBC RED EDWARD PETRY & CO.Inc. NBC B
= New York - Chicogo * Detroit - St. Louis - San Francisco - Los Angeles

BROADCASTING ¢ Broadcast Advertising

wWWW . americanradiohistorv.com

1940 Yearbook Number o Pagn 21



www.americanradiohistory.com

(Continued from page 20)

by geographical areas is evident ex-
cept for the Pacific Coast, where
there are substantially more sets in
operation during the early evening
hours due primarily to differences
in time and the fact that the inost
popular programs are scheduled on
eastern time.

Programs in Rural Areas

The CAB has recognized the need
for information concerning the ra-
dio habits of rural and small town
radio owners by making special
studies in the spring of the past
three years. The interviews have
totaled more than 60,000, divided
almost equally between farmers
and persons located in small towns.
Rural radio audiences are larger
during the daytime than urban
audiences, but are smaller in the
evening and the late hours.

The rural survey of 1939 showed
about the same degree of differ-
ence in favorite programs between
the rural and the urban populations
as had been found before Of the
ten leading programas in rural areas,
four were not among the 10 leaders
in urban areas. These were Na-
tional Barn Dance, Fitch Band-
wagon, Fibber McGee & Co., and
Lowell Thomas. Kraft Music Hall—
Bing Crosby, Good News of 1989,
Big Town, and Cantor's Camel
Qara,vun, among the first ten in the
city, were not so well favored in
the country. As to daytime pro-
grams, rural and urban prefer-
ences were a trifle closer. Bach-
elor’s Children, David Harum and
The O’Neills ranked among the
first ten in the country but not in
the city, while the converse was
true of Big Sister, Aunt Jenny's
Real Life Stories and Our Gal Sun-
day.

The ensuing tables compare the

Staff group-subscriptions for BROADCASTING

ranking of programs in rural areas
with their ranking in cities and vice
versa:

Ranking of the 10 Leading

Evening Programs in Rural

Areas Compared with Their
Large City Ranks

Rural Areas LargeCities

Chase & Sanborn
Program

Jack Benny

Major Bowee Amateur

Houw
Lowell ‘Thomas
National Barn Dance
Kate Smith Hour
Lux Radio Theatre
Fitch Bandwagon
Fibber McGee & Co.
Burns and Allen

SOB-ING LW B
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Ranking of the 10 Leading

Evening Programs in Large

Cities Compared with Their
Rural Area Ranks

Large Cities Rural Areas

Chase & Sanborn

Program )] 1
Jack Benny 2 2
Lux Radio Theatre
Kraft Music Hall—

Bing Crosby
Good News of 1939
Big Town
Kate Smith Hour
Burns and Allen
Major Bowes Amateur

o Mm-S Aa W
-
e

our
Canter's Camel
Caravan 10 11

Ranking of the 10 Leading

Daytime Programs in Rural

Areas Compared with Their
Large City Ranks

Rural Areas Large Cities

Ma Perkins
The Guiding Light
Bachelor’s Children

he Woman in White
Pepper Young's Family
Stella Dallas
Backstage Wife
David Harum
Mary Marlin
The O'Neills

DO M BN
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Ranking of the 10 Leading

Daytime Programs in Large

Cities Compared with Their
Rural Area Ranks

Large Cities Rurézgt Areags
1

Ben Bernie
Ma Perkins

Iy

The Guiding Light 2
The Magic Key of RCA 35
Pepper Young's Family 5 5
Stella Dallas 5 6
Mary Marlin 5 9
Backstage Wife 8 1
Big Sister 8 14
Aunt Jenny's Real Life

Stories 8 19
Our Gal Sunday 8 37

An analysis of preferences by
evening program types showed that,
with some exceptions, rural audi-

ences favored variety and audience
participation shows in about the
same degree as their urban neigh-
bors. However, preferences for
other program types varied widely
from those of urban listeners.

Special Events and Sports

During the year 1939 the CAB
continued its custom of issuing rat-
ings from time to time on public
events of outstanding interest. For
instance, 16.3% of set owmners in-
terviewed reported hearing Presi-
dent Roosevelt’s speech at the open-
ing of Congress on Jan. 4, 1939.
13.2% heard him address the Amer-
ican Retail Federation on May 22.
The opening of Congress for the
Special Session on September 21
was of greater interest since 29.8%
heard him at that time. On October
9, when he spoke during the broad-
cast of the Community Mobilization
for Human Needs, 12.1% of set
owners reported hearing him. The
Duke of Windsor, speaking on May
8 attracted 10.1%. The ceremonies
attendant upon the election of the
Pope on March 2 were heard by
11%.

The European situation has, of

course, had its effect on listening.
During the pre-war crisis from
Aug. 24 to Aug. 29, 18.7% of set
owners listened to news broadcasts
during the daytime and 27.2% dur-
ing the evening. The peak came on
Aug. 26 when 33.5% of all pro-
grams mentioned were news broad-
casts. On Sept. 19, 16.3% of set
owners reported hearing Hitler talk
from Danzig.

The CAB also reports on the in-
terest of the radio audience in
sports features. In 1939 the great-
est interest was again displayed in
boxing, or at least Joe Louis. His
fight with Bob Pastor broadcast on
a single network attained a rating
of 47.6% which did not approach
the figure of 63.69% established in
the previous year by the Louis-
Schmeling fight broadcast over two
networks.

Football and Baseball

College football broadcasts showed
a well maintained interest although
the previous year's peaks were not
attained. Week by week, the ratings
were:

Oct, T —commmme o 23.6
Oct. 21 ____________ 37.3
Nov.d o _______ 35.7
Nov. 18 . ________ 36.2
Dee. 2 .. 36.0

The average for the season was
33.9 compared with about 35 for the
preceding year.

Baseball always draws well, es-
pecially the World Series, but lis-
teners in 1939 did not equal the ra-
dio audience reached the year be-
fore. The average rating for the
four games in 1939 between the
New York Yankees and the Cincin-
nati Reds, broadcast over a single
network, was 21.8. The correspond-
ing figure for the four games in
1938 between the New York Yank-
ees and the Chicago Cubs broadcast
over four networks was 33.2. In
1937 the average for four World Se-
ries games between the New York

Magazine are specially priced to enable your
entire personnel to become better informed on
the business of broadcasting.

Wohrite us for special low group rates for agency,
advertiser and station staffs.

NATIONAL PRESS BLDG.

BROA @
/ A’?i?.ﬁisé

THIS 446-PAGE YEARBOOK WITH EACH STAFF SUBSCRIPTION
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Yankees and New York Giants,
also on four networks, was 25.3.

During 1939 the CAB issued
monthly reports on listening to
baseball broadcasts. The figures
were:

April-May ._._____. 17.7
June _.____________ 17.2
July . _____ 18.7
Avgust ____________ 17.6
September .. ...__.. 16.2

The All-Star game on July 11 at-
tracted 14.9% of set owners. The
ratings for both baseball and foot-
ball are for play-by-play deserip-
tions and not for resumes or sports
news bulletins.

CAB Mutual Organization

The foundation for the CAB was
laid by the radio committee of the
Association of National Advertis-
ers in January, 1929. As a result of
the committee’s discussion of a
study made by Crossley Inc., a num-
ber of leading advertisers employed
that organization to make indi-
vidual surveys. Later these were
combined into a report for the ANA
and at the same time Crossley was
requested to submit an outline for
a cooperative investigation which
would include “the checking of pro-
gram popularity”. The ANA ap-
pointed a special committee to work
out the details. The field work was
started by Crossley Inc. on March
1, 1930.

In 1934 the CAB was reorgan-
ized, taking its present set-up as a
mutual, non-profit organization
with a governing committee of five,
three of whom are appointed by the
president of the Association of Na-
tional Advertisers and two by the
president of the American Associa-
tion of Advertising Agencies. This
committee sets all policies, business,
financial and research, Crossley Ine.
is still employed to do the field and
technical work. The CAB is the of-
ficial organization for rating radio
programs, It is supported by leading
advertisers, agencies and networks
on the basis of their respective
stakes in radio.

The Method Used

The loosely defined term “recall”
should not be applied to the tech-
nique the CAB now uses. As the
result of 11 years of practice, con-
stant experimentation and revision,
it is now using a method which per-
haps would be better defined as
“the triple check method of identi-
fication”, Under this method the lis-
tener need not remember the exact
program name. He or she needs to
give sufficient information about
the program to enable the investi-
gator by cross checking station,
time, or description of the pro-
gram, to enter it on CAB records
as having been heard. This method
has several outstanding advantages
such as speed, accuracy, economy.
It obtains the answer to the vital
question “Has the program made
an impression?’—a factor which
the advertiser, to be successful,
must know.

Fifty-two investigators, making
calls at four stated times each day,
working simultaneously 168 days of
the year in 33 major cities from
coast to coast complete 510,000 in-
terviews based on more than 800,-
000 telephone calls, The geographi-
cal distribution of calls coincides
roughly with the distribution of ra-
dio sets and calls are distributed by
income groups in accordance with
the distribution of radio sel owner-
ship by income groups. Thus the
criticism leveled at most telephone
surveys, that they reach an undue
proportion of persons in the upper
tncome groups, has been eliminated
a8 far as the CAB is concerned.

Reports Issued

The results of these investiga-
tions are sent to subscribers in the
form of 24 semi-monthly reports
which include ratings for each
sponsored network program. Each
rating which appears is a percent-
age of set owners and not of lis-
teners. To illustrate simply:

If, out of each 100 set-owners
who are interviewed in the area
covered by a given program, 20 re-
port that they heard it, then the

rating which appears in the report
ig 20. The number of stalions carry-
ing a program does not affect the
gize of the rating.

Semi-annually two complete an-
alyses of radio program audiences
are prepared and sent to subscrib-
ers. These reports analyze all pro-
grams by type, compare programs
by length of broadeast, give varia-
tion in popularity preferences both
geographically and by income lev-
els, give the relationship between
the amount of time devoted to types
of programs, and the average popu-
larity of those types. The summer
report, for the five months of day-
light saving time is based on ap-
proximately 212,500 completed in-
terviews with radio set-owners,
the seven-month winter report on
297,600,

Annually the CAB issues infor-
mation on the ebb and flow of the
radio audience, comparing the num-
ber of sets in operation by years,
by season of the year, by parts of
the day, by hours of the day, by
income levels, by geographical sec-
tions.

The CAB has also made three
comprehensive studies of program
audiences and listening habits in
rural areas, comparing these data
with the data regularly obtained in
large cities. In the latest rural sur-
vey, conducted in the spring of
1939, investigators interviewed
21,242 rural set-owners, of whom
10,165 were farmers and 11,077
were located in 350 small towns
having an average population of
less than 800.

From time to time special reports
and ratings on outstanding events
such as political speeches, interna-
tional crises, prize fights, World
Series baseball, football, ete. have
been issued.

Further, the CAB supplies special
analyses of radio programs from
statistical material already com-
piled. For example, after a program
has been on the air for a season
a subscriber can obtain break-
downs showing the relative popu-
larity of the program for A, B, C
and D income levels, by cities, ma-

jor geographical sections or sales
areas. Subscribers can also obtain
complete case histories of all com-
mercial programs broadcast during
the past nine and one-half years.

How Service is Used

Subsecribers use the CAB report
to help them:

1. Determine the best day and
hour to select Whenever a choice of
radio time is offered.

2. Follow the popularity trend of
various types of programs and dis-
cover when a given type is worn
out.

3. Purchase talent advantage-
ously by comparing the performers
on different programs.

4, Decide whether a given sea-
son should be included or dropped.

5 Make comparisons between
daytime and evening programs.

8. Compare the difference in pro-
gram audiences by sections of the
country, population groups, income
levels ete.

7. Discern by study of the lead-
ers and laggers what makes a good
radio program.

8. Check where the most impor-
tant competition is and thus find the
most desirable time to buy.

The CAB provides within a fort-
night the “box-office” on all spon-
sored network programs based on a
comprehensive, nation-wide sample,
regardless of the time of day or
night program is broadcast.

Cities Surveyed

The investigation work is regu-
larly carried on in:

Eastern Cities — Boston, New
York, Philadelphia, Pittsburgh,
Baltimore, Detroit, Cleveland, Buf-
falo, Cincinnati, Hartford, Provi-
dence, Syracuse, Rochester, Wash-
ington.

Southern Cities — Lonuisville,
Memphis, Atlanta, New Orleans,
Dallas, Houston, Oklahoma City.

Midwestern Cities—Chicago, St.
Louis, Des Moines, Kansas City, St.
Paul, Minneapolis, Omaha.

Pacific Coast Cities—San Fran-
cisco, Los Angeles, Portland, Seat-~
tle, Spokane.

made to radio in twelve vigorous years. By these

things, the leadership of a network is also measured.

ENTERS 1940 breaking all major radio records; leading all networks in au-
dience and advertisers’ acceptance. These tangible records, today, reflect the
“intangibles™ that have so long been associated with Columbia...the intangibles

of service, of performance, of action; the basic contributions which CBS has

COLUMBIA

PACE SETTER FOR THE NETWORKS
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The Time-Buying Function in

By C. E. HOOPER
C. E. Hooper, Inc.

Radio Advertising

WO functions have long been
recognized in the production

I of printed advertising: (1)

Creation, (2) Space Buying.
Advertisers using newspapers and
magazines have recognized both
functions as pertinently separate,
yet each as important. The ab-
sence, down through the years, of
any yardstick for measuring com-
parative achievement among print-
ed advertisements did not prevent
precise delineation of ageney func-
tion, namely, to: (1) Produce the
best advertisement possible, (2)
Buy the niost advantageous “posi-
tion”, (3) Schedule it for appear-
ance at the most opportune time.
(2) and (3) are “placement” func-
tions.

From the very early days of
commercial radio, a comparative
yardstick in the form of program
ratings has been in use. The fact
that they have been called “popu-
larity” ratings has caused them to
be interpreted as measurements of
programs in terms of comparative
creative achievement. Ratings have
been the tools of the radio produc-
tion departments in advertising
agency and broadcasting offices. Up
to 1939 they played but a minor
and superficial role as aids to the
time-buying or placement personnel.

It would be an overstatement to
declare that the radio business was
not aware of the fact that place.
ment influenced the size of ratings
—for there have been repeated ex-
amples of a program rating chang-
ing abruptly when it, or a simul-
taneous competitor, was moved
from one time period to another.

There is a difference, however,
between knowing that the law of
gravitation exists and applying it
to a calculation. In 1939, radio
made a significant beginning in ap-
plying measurements of placement
factors as an addition to and sepa-
rate from strictly popularity ele-
ments in its calculations and evalu-
ations of program performance.

It is the sole purpose of this con-
tribution to BROADCASTING'S Year-
book Number to set forth evidence
taken from existing records to il-
lustrate, in actual cases, the appli-
cation of radio’s new information
on program placement.

To make & beginning, let us view
some comparative program ratings
on the same production, noting the
differences in audience size when
there are radical differences in
placement conditions, noting simi-
larity in ratings when placement
conditions tend to be similar.

LEADING NATIONAL
ONCE-A-WEEK PROGRAMS

National Ratings*
December, 1939

Charlie McCarthy P.M.
Jeck Benny _ P.M.
Radio Theater P.M.
Fibber McGee P.M.
Bob Hope ___ P.M.
Major Bowes __ P.M,
Walter Winchell P.M.
Bing Crosby .._________ P.M.

* Source: Hooper Nationa! Ratings Re-
ports. Base: December interviews only.

Pacific Coast Ratingst
December, 1939

Jack Benny ... _______ 32.5 8:30 P.M
Walter Winchell ____. 27.5 9:00 P.M
Charlie McCarthy _____ 25.0 5:00 P.M
Fibber McGee -.o._.. 249 6:30 P.M
Bob Hope .. ___ 229 7:00 PM
Bing Crosby ... ... 20.5 7:00 PM
Radio Theater _______. 20.2 6:00 PM
Major Bowes _.______. 19.1 6:00 P.M

+ Source: Hooper Pacific Coast Ratings
Report. Base: October, November and De-
cember interviews.

Notes on Foregoing Ratings

BING CROSBY: Although received
loeally at different times (Example:
East 10-11 P. M.; Coast 7-8 p. m.)
placement conditions were otherwise
similar in that ne sponsored network
competition was enconntered in any
part of the country. The vatings ave
seen 10 he identienl. indieating relative
uniformity of program appeal in both
samples and reflecting that the pro-
gram was_ unaffected hy placemeut
variables. The ratings were: National,
20.5 and DPacifie. 20.5.

MAJOR ROWES: Major Bowes en-
counters the same mnjor sponsored
network eonmpetition both in the Na-
tional snmple and on the Paeific Const,
namely. the Maxwell House f{iood
Xetes program. The loenl time of re-
ception (a placement factor) is differ-
ent (Bast: 910 p. m.. Coast: 67 p.
m.} but apparently in this instanee. in
influence. a minor difference. The rat-
ings tend fo be similar: National, 21,
Dacifie. 19.1.

FIBBER McGEE: As iu the cage nf
Crosby and Bowes. Ineal time of re-
ception differs bnt sponsored network
competition (Bob Croshy) is the same
in both samples. RatinZs: Natioual,
23.7; Pacific. 22.9.

CHARLIE MeCARTHY: It is when
a radical change in “time of loeal re-
ception” takes place, ic., when the
willingness of listeners to tune in a
progrant comes in confliet with cow-
venience or ability to do so, that the
rating is materinlly altered and its
significance fades a= n mensurement
of popularity. Charlie  MeCarthy
renches Coast listeners at 5-6 p. m. ns
eompared with 89 . . in the Fast,
The result iz that Jack Benny and
Walter Winchell. under better place-
ment_conditions, both show larger Pa-
cific Const ratings. MeCarthy Ratings:
National, 31.2; DPacific 25.

RADIO THEATER: The Radio The-
afer encounters lhe snane !‘l‘nll.‘?ﬂl“l‘(l
network programs hoth in the National
and in the Pacific Coast «minple. Like-
wise, the ratings of the comnetitive
programs are only =lightly higher on
the Coast. The lower Pacifie Consl -
ing on the Radio Theater. may none-
theless be tracenble to placentent vath-
er than powvmlnrity. in this instanee.
Witness: The relative diffienlty of
coneentreating on a one-honr play dnr-
ing the dinuer hoyr G-7T p, m. on the
Const, as eompared with 9-10 p. m. in
the Tast, Ratings: Nntinnnll
Pacific. 20.2.

WALTER WIXCIIELL: The com-
bined ratings of Winchell’s major spon-
sored eompetition nationally nre 21.3
(Manhattan Uerry - Ga- Round plns
Ford Symphony). On the Const the
comhined ratings of the thrce spon-
sored network programs whieh oppose
him total 11.3 (Ben Beraic. Mr. Dis-
trict Atforney. News). It is apparent.
therefore. that the canse of the higher
rating achieved hy Winchell on the
Coast is not Ineal time of placement
(it is 9 p. m. lneal time in hoth sam-
ples); it is weaker sponsored network
competition on the Coast; je. the
cause_is competition. n_placement fae-
tor. Ratings: National 20.9: Pacifie
Conast, 27.5.
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A list of December ratings for
leading five-time-a-week programs
follows. It is our thought that the
reader may benefit from applying
his own analysis to the placement
conditions surrounding each pro-
gram, and individually determine
reasons for the differences.

LEADING NATIONAL
FIVE-TIME-A-WEEK
PROGRAMS

National Ratings*
December, 1939

EST
Amos & Andy __...___ 125 7:00 P.M.
Jack Armstrong - 119 5:30 P.M.
Rnnd of Life _.._ - 10.8 11:15 P.M.
1 Love a Mystery 9.9 7:15 P.M.
Fred Waring 9.9 7:00 P.M.
Pepper Young's F 8.9 3:30 P.M.
The O'Neils - 88 12:15 P.M.
Ma Perkins ... . 87 3:15 P M.

* Based on December interviews only.

Pacific Coast Ratingst
December, 1939

PT
t Love a Mystery ____. 11.6 8:15 P.M.
Amos & Andy _._____ 104 8:00 P.M.
Fred Waring . . 10.4 3:00 P.M.
Pevper Young's Family 9.2 12:30 P.M.
Helen Trent . 7.5 8:30 AM.
Our Gal Sunday __ 7.3 9:45 A M.
Hilitop House .- T2 1:30 P.M.
Pretty Kitty Kelly ... 7.2 1:00 P.M.

4 Based on average of Octoher, November,
December interviews.

In 1939, radio had not yet decided
whether its “circulation” is the
total sets which could be reached
potentially, or whether “circula-
tion” is the sets it does reach actu-
ally; the latter is a variable which
is in & state of constant change. It
did, however, become apparent dur-
ing the past year that it is not a
question of one or the other but
that the time-buver needs records
of both if he is to perform his place-
ment function with anythine better
than horse and buggy efficiency
Records of the first type (potential
audience) aid in selection between
networks and stations. The net-
works themselves have made strides
during the past year in making
measurements and preparing rec-
ords of this character. Records of

the second type (actual audience)
have, in 1939, become regularly
available in 15 minute time wunits
from 9 a.m. up to 7:30 p.m.; by 30-
minute periods thereafter.

Two significant points should be
made in this connection:

1, These “Sets-in-Use figures are
the result of direct research on the
subject of set use—they are not by-
products.

2. The records of *'Sets-in-Use”
are made by geographic sections to
supply the time-buyer with a pic-
ture of localized listening within
territorial units and time zones—
such detailed records are necessary
to sound decisions regarding re-
broadcasting as well as purchase of
time for original broadcast. They
are also of assistance in “spot” time
buying.

Chart I shows an actual pat-
tern of listening during the third
quarter of 1939 as described above.
Although the report is actual, being
based on the answers to the ques-
tion, “Were you listening to the
radio just now?" asked during July,
August, September, 1939, the iden-
tity of the time zone or geographic
area iz not included.

The differences in the foregoing
ratings and Sets-in-Use record are
provocative of serious thought re-
garding the potential improvement
in radio effectiveness which is in-
herent in a thorough knowledge of
the workings of factors solely ger-
mane to the function of radio pro-
gram placement. The examples
state the problem and suggest the
desirability of a more thorough
analysis of some one situation. For
this purpose we have chosen to
visualize information we have aec-
cumulated on an evening period,
Tuesday, 8:30-9 p.m., New York
time.

L] L] *

The Beville Report
Before proceeding with this
analysis, however, it seems desir-
able, due to the highly technical na-
ture of radio reporting, to inject a
(Continued on page £6)
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(Continued from page 24)
description of our methods and pro-
cedure. To supply readers with this
background, we are reprinting, with
the permission of the Princeton Ra-
dio Research Project, from Pages
8-13 of Social Stratification of the
Radio Audience’’ by H. M. Beville,
Research Manager, NBC, a descrip-
tion of what Mr. Beville calls
“Hooper Reports”.

1. Hooper “National”
Reports:

Delivered to subscribers in two
gsections (1) Daytime—9a.m.-6:00
pm. (2) Evening—6 pm.-10:30
p.m. For each sponsored network
program, the following items of
information are reported:

. Name of Sponsor

. Name of Product

. Network Used

. Time of Broadcast

. Number of Total Calls

% Not Answering Telephone
. % Home Not Listening

% *‘Sets-in-Use”

. % Listening to Program

1. Change from last report
. Ratio Programn Listeners to
*“Sets-in-Use”

1. Change from last report

f. 9% Sponsor Identification

The above items with reference
to an average of 90 evening pro-
grams typically represent the fact-
ual content of a Hooper Evening
“National Ratings Report”. About
75 daytime, two, three or five time-
a-week, fifteen-minute per day com-
mercial programs are reported in
this detail in Hooper Daytime “Na-
tional” Ratings Report.

2. Hooper “Set-in-Use” Report:

This report is based on three
months moving averages. The mov-
ing average device is used to pro-
vide an adequate statistical base for
“Sets in Use” material in each of
four geographic sections by 15 min-
ute periods of the day and for the
early evening hours (when for the
most part programs are of 15 min-
ute length); and by 30 minute
periods for evening periods after
7:30 p.m.

The geographi¢ sections are
Eastern, represented by 13 cities all
in the Eastern Time Zone. North
Central, represented by four cities
all in Central Time Zone but North
of Mason-Dixon line. South Central
represented by seven cities all in
Central Time Zone but South of
Mason-Dixon line. Pacific—repre-

Ratings
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Hoorer NaTiONAL RATINGS
*Insormarion Prsasr”~ Tues, 8:50-900 £5T -Bum

Decemaea

Infor-

‘mation CBS Red All
Please Network  Network Others
49.79%;, 18.105% 18.1%* 18.5%
38.7 0.5 22.9 7.9
32.3 19.7 86.2 11.8
29.6 22.2 87.7 10.6

® Note: Sustaining Programs except in Pacific Coast cities.

sented by four cities all in Pacific
Time Zone. (Two Mountain Time
Zone cities which are included in
“National Ratings” produce in-
sufficient data for a “Sets in Use”
report for that Timme Zone.)

Data included for each time
period:

% Not Answering Telephone

% Home Not Listening

% Sets in Use

% Sets Listening to Network
Programs

% Sets Listening to “All Other
Programns’”

This “Sets in Use” report is de-
signed for use primarily by the
agency or advertiser.

3. Hooper “Sectional”
Report:

The content of this report, like
“Sets in Use”, is based on three
months moving averages for rea-
sons given above. The “Sections”
are the same geographic units de-
scribed under “Sets in Use” above.

This report contains & page on
which is indicated those specifie
cities, which were used as a base
for the ratings both “Nationally”
and by “Sections’”. The same page
indicates in which of the cities the
subject program encountered the
same Program or programs as uni-

Ratings
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form “listener’” competition. Typi-
cally the latter list is shorter than
the former due to the facts that (1)
all programs are not broadcast lo-
cally in all Hooper interviewing
cities and (2) “rebroadcasts” of
programs almost universally en-
counter different program competi-
tion as compared with the original
broadcast.

The Hooper “Sectional” Ratings
Report is supplied to agent and
advertiser on their own programs
only. It is divided into three parts:

A. “Uniform Competition”

Here is shown the distribution of
listeners among the networks “be-
fore”, ‘“during” and “after” the
broadeast of the subject program.
The base is those cities where pro-
gramming follows a “uniform’ pat-
tern during the broadcast. The audi-
ences to these same city stations are
also reported for the 15-minute
period “before” and “after” (re-
gardless of network or program-
ming of these stations before or
after) so that the influence in audi-
enee of programs preceding and fol-
lowing the subjeet program may
serve as a reference point for com-
paring the size of the audience to
the subject program. The distribu-
tion of the listening audience “dur-
ing” the subjeect program’s broad-

cast is also shown (in ¢hart form}
for each 15-minute period it i3 on
the air.

B. Identification

This report, like “Uniform Com-
petition” is based on “National”
interviewing although physically
reported in the “Sectional” Report.
It reports the following three de-
grees of respondents’ attentiveness
to or awareness of what is being
broadeast at the time of the inter-
views.

1. Program Rating

In the case of the “Program Rat-
ing” either the name of station, of
program, of talent or of sponsor is
accepted as evidence of listening.

2. “Program” Identification

This is the same as Program Rat-
ing except that those who named
“only the station” are eliminated.

3. “Spongor”’ Ildentification

Includes only those listeners able
to name the sponsor or product ad-
vertised.
C. Geographic Section Ratings

Here in elaborate detail is shown,
the distribution of the listening
audience by network, “before”,
“during” and “after” the subject
program’s broadeast within each of
the four geographic sections. Each
of the four areas is treated inde-
pendently on a three-months mov-
ing average and results are shown
on two bases (1) total calls (2) set
users. This, like other divisions of
the sectional ratings report, is typi-
cally supplied to the agent or ad-
vertiser -on his own program plus
those which precede, compete with
and follow it only.

* *» *

‘Information Please’

This program of Canada Dry has
been chosen for illustration because
it is probably sought for, as enter-
tainment, by more readers of these
pages than any other program; be-
cause it was given first award by
Radio Guide as the outstanding pro-
gram; second award by the Worid-
Telegram; and because the same
broadcast period includes the cur-
rently much-publicized Pot o’ Gold
program.

Chart II and the accompanying
table are supplied to readers to re-
fresh their minds with the Septem-
ber-December, 1939 Hooper Na-
tional Ratings on Information
Please, and the distribution among
the networks of all persons listen-

(Continued on page 28)
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(Continued from page 26)
ing to the radio during those broad-
casts of Information Please.
Chart II shows Sets-in-Use, 8:30-
9 p. m. Tuesday advancing by
months:

September ..._......._. 300
October ——______ . -- 366
November ___..__ e 421
December ______________ 46.7

Actually this increase is at a rate

about two-and-a-half times the nor-
mal seasonal increase as computed
for all evening programs.

The ratings of Information Please
do not reveal the reason for this in-
crease:

September __..___.___.. 149
October - ____ _______ 14.2
November . ____ 13.6
December o oo ___ 13.8

The report of % of Listeners sug-
gests the need for investigating the
circumstances of placement be-
cause, though the rating based on
Total Calls (see bar charts) is hold-
ing steadily, the rating based on
Ljsteners (see pie charts) is drop-
ping:

% of Al Listeners During 8:30-
9:00 P.M, Which are Tuned to In-
formation Please

September .o ._______ 49.7
October ____________.___ 38.7
November ______________ 32.3
December ______________ 29.6

This illustration of the phenome-
non of a “rating’ experiencing no
material change, while something
of major consequence is happening
to a large group of other homes, is
introduced here to dramatize the
desirability of keeping in close
touch with placement conditions—
with what is happening on other
networks. In this instance, the ex-
planation lies in the above table
rather than the chart; the former
revealing rapidly mounting ¢o of
Listeners to Red Network Stations:

September _____________ 13.7
October _________.____ 22.9
November . _________ 36.2
December ______________ 371

% of Listening to Red and CBS
stations is reported here regardless
of programming. Actually, after
September, with the exception of
the Pacific Coast Area, opposing
network programs during the fall
of 1939 have been—on CBS, Lever
Brothers' Tuesday Night Party;
on Red, Tums’ Pot o’ Gold. On the

Pacific Coast, Red, Chesterfield’s
Fred Waring and Fleischmann’s
Mystery, on CBS -— Campbell’s
Amos 'n’ Andy and Drene’s Jimmy
Fidler.

The degree to which a program’s
rating differs under varying condi-
tions of competition is illustrated in
Chart IIIL. In it all other areas are
lumped together for comparison
with the Pacific. Actually, differ-
ences in progrem appeal may cause
wide differences in coverage be-
tween sections, even when competi-
tion is the same. Particular atten-
tion is called to the difference
in rating, and % of Listeners, in
the South Central as compared with
East and North Central despite the
fact that programming is uniform
in the three areas. This is illustrat-
ed in Chart [V. Information Please
is seen to be covering about eight
out of every 100 homes in the
South, about 16 out of every 100
homes in East and North Central;
a difference in the coverage index
of about 2 to 1.

Ratings on Information Please
are also influenced by the size of
the audience which is assembled to
the program on its Blue Network
stations just “before” its broad-
cast and just “after” it goes off the
air. Although less apparent as a
factor than some of those illus-
trated above, and much less perti-
nent here than on many other pro-
grams, these percentages are vis-
ualized for Information Please in
Chart V.

Notes on Chart V:

1. Where The Aldrich Fam-
ily precedes Information Please (in
East and North Central), the %
of listeners tuned to Blue stations
during Information Please is high
—36.1 and 37.6 respectively. On
the Pacific Coast The Aldrich Fam-
ily follows Information Please and
is helped by Information Please,
but does not apparently contribute
to the latter’s audience, i.e., Infor-
mation Please gets 26.5% of the
listeners, The Aldrich Family,
28.8%.

2. It is true that in the South
Central Section The Aldrich Family
precedes Informaltion Please just as
it does in the East and North Cen-
tral, but the Pot o’ Gold has so
taken hold in that area (it polls
48% of the listeners) as to illus-
trate the need for particular rather
than general information with vef-
erence to program performance.
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Listening Patterns

In addition to the attention given
to program ratings, under a va-
riety of placement conditions dur-
ing 1939, much attention was paid
to behavior of listeners within
the limits of the time period when
a given program was on the air.

Detailed reports on the pattern
of listening to individual programs
can be and are being supplied in
time periods as small as five min-
utes. Such reports are typically
based on interviewing conducted
ducing three successive months
during which the program pattern
of the subject programy (and of its
major competitors) has remained
reasonably constant.

As a normal service practice, the
listening pattern 1s reported
monthly by 15 minute units, If
there is a high point of interest in
a program (see second 15 minutes
of Pot o’ Gold and Charlie McCayr-
thy below) it reveals itself in the
shape of a listening pattern. By
similarly picturing the pattern of
listening “before” and “after” the
subject program on the same sta-
tions, the revelation of the flow of
audience to and from the program
is reasonably complete. Charts VI
and YII are based on Hooper Ra-
dio Reports for December, 1939
and show in Chart VI the listen-
ing patterns of Information Please
and Pot o' Gold. Chart VII pie-
tures the listening pattern to

Red Stations Sunday evening for
the period 7-9:30 p.m. New York
Time.

Little variation in audience size
to these Red Network stations is
noted during the broadcast of the
Jack Benny program. From that
point on, a continuous flow to and
from the Red Stations is indicated.

The flow line, which is superim-
posed on these individual period
averages, shows the character of
the actual shifts in station audi-
ence size.

Note: Low point in Red Network
listening is 9:00-9:15 P.M. Explan-
ation: Walter Winchell is then
broadcasting over the Blue Net-
work.

The factual evidence contained
in this contribution to BROADCASY-
ING'S review of 1939 illustrates
something which has become in-
creasingly apparent in 1939, name-
ly, that there is much more to the
successful use of radio than merely
“going into the show business".
Trustworthy comparative measure-
ments of the size of radio audi-
ences, listening under vastly dif-
ferent circumstances in various
sections of the American market,
are assisting in laying the ground-
work for a new radio advertising
strategy, a strategy which extends
beyond the creation of story and
commetrcial lines into the second all
important advertising agency funec-
tion-—Time-Buying.
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