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N EW ENGLAND — substantially prosperous in

normal times — is at an all-time peak in pro-

duction and payrolls. This progress will continue be-
cause its industries are essential for the present and
future, and because they employ particular types of
skilled well-paid labor, for which this section is noted.

Here, in clearly defined areas, are the people,
the outlets and the sales potentials that can be ef-
fectively utilized for profitable results by well co-
ordinated advertising and merchandising. One of

the essential factors in seiling this rich market is

THE YANKEE NETWORK,

21 BROOKLINE AVENUE
EDWARD PETRY & CO.,

ILLARS of

OSPERITY
in New
England

intensive and comprehensive radio coverage. Keyed
by the pioneer station WNAC, The Yankee Network
has consistently built sales for scores of advertisers
on numberless products and services.

Yankee Network stations, by close association
with the business, cultural, educational and entertain-
ment life of the various communities have the long-
existing, firmly-established acceptance 'stranger"
stations cannot achieve or supplant. Build your pro-
motions for 1942 around the network that is a vital

part of New England.

INC.

BOSTON, MASSACHUSETTS

INC. Exclusive National Sales Representative

Published every Monday, 53rd issue (Year Book Number) published in February by BROADCASTING PUBLICATL%NS IN¢., 870 National Press Building, Washingteon, D. C. Entered as

second ¢lass matter March 14, 1938, at the Post Office at Washington

c., under act of March 3, 1879.
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ALO” % inthe Kansas Field

DAy in and day out, our Wizard of Oz
friend, the scarecrow, is on the job in the interests of
greater productivity. Standing alone and unique in the
field of productive advertising throughout Kansas and
adjoining states is WIBW,

Since 1924, farm and small town listeners have known
our announcers and personalities by their first names.
Selling, therefore, becomes a sincere, personalized recom-
mendation of one friend and neighbor to another. Results
from such long-established confidence are inevitable.

WIBW led the entire country in volume of low-
cost inquiries for Kerr Mason Jars. Client X
(name on request) made direct $1.00 sales
at a unit cost of only 15¢. Our daily com-
mercial mail averages over 1,100 pieces!

Our Family of 4,811,511 listeners tunes in one of
America's easiest-heard signals...a dominating signal
made possible by America’s peak soil conductivity and
our enviable 580 kc. frequency that makes our 5,000
watts equal to a million watts at the other end of the dial.

Take advantage of this station that stands alone in
power, personality and prestige in a territory where
buying power is at a 20-year peak.

WIBW THE VOICE OF KANSAS

Ben Ludy—General Manager
Represented by Capper Publications

y F T T AR WL F R T
SRFLLT b -_‘\_cg'“ ﬁ el ;t%
£ im@'&mh*‘?

ve' -

BROADCASTING e Broadcast Advertising 1942 Yearbook Number ¢ Page 3

www.americanradiohistorv.com


www.americanradiohistory.com

INDEX TO CONTENTS OF 1942 YEARBOOK NUMBER

(Continued from page 2)

Committees of Defense Communicn-

tions Board -eemcecccmemcemaaoa 94
Committees of National Assn. of
Broadeasters 440
Communlcatxons Act, 1934,
-382-389
Communications Commissien, see
ederal Communications Commis-
sion
Communications, Defense Board -- o4
Congress. committees dealing with
radio Iegulntmn ________________ 59
Radio corr t 399
Con ticut, i 114
Consolidations of stations. 1934-41__ GO
Consulting radio engincers ________ 442
Consulting services ______________442-151
Contests, services ____ 446
Conversion chart. world tlme - 404
Conversion table, kilocycle-meter... 380
Cooperative Analveis of Broadcast-
ing, Program Popularity in 1941 24-28
Copyright, ASCAP station income
1628-1041 e aee 20
Copyright, music licensing groups._ 450
Corn Belt Wireless Group, stations
& personnel oo e s 5
Correspondents, in Congress gal-
leries 399
Count of stations by years ________ 11
Courses in radio technique. colleges
offering —__425-428
Cowles, The Stations ___ 5

Crosley Corp.. Latin American net 400
Crossley analysis, program poPu-

larity in 1941 __________________ 24-28
Crystals, coefficient, manufacturers. 366
D

Data—

Crossley Analysis, Program Pop-
ularity in 1941 ______________ 24-28
FCC industry analysis ______.._. 412-421
Hooper, C. E. audience analysis 30-36
Liat ———e 24-36
Movket _____________ 11-12; 24-36; 38-45
i -24-36; 422-424
____________ 14
Davis, H. P., mcmorial awards ____ 423

Dn);s, special weeks and, 1942 index
o

Defense Communications Board. 04
Delaware, stations _______________ 116
Deletions of stations, 1934-41 _____ GO0
Department stores, advertisers’ sue-
cess stories . ________-._ 71
Development of radio. a chronology.436-439
District of Columbia, stations ...._ 116
Division of broadcasting, revenues
among stations and networks.
1935-40 33
Don Lee Broadeasting System—
Advertisers using in 1041 _______ 256-267
Stations of ______ ... 5
Drugs & toilet goods, advertisers’
stories - 71
Dry Goods, National Retai!l Assn.,
1942 pr ti 1 guide 46-50
E
Education—
Bibliography of literature pertain-
ing to radio 430-434

Colleges and universities offering
radio courses ..o . . ______426-428

Farm program directors -.____.. 226
Institute for, by radic, Pregram
awards - 422
Tnstructors in --425-428
Educational groups, radio ________ 448
Educational cial  sta-
tions 447
Employment, FCC 1940 industry an-
alysis 420
Engineers, consulting —____________ 442
Engineers, Institute of Radio, medal
of honor awards __________.____ 424
Equipment—

Broadesst, manufacturers of ._..340-360

Receiving equipment, sales of,
1922-41, and totals - eee_ .- 14

Receiving. manufacturers of _.._376-379
Recording, manufacturers of 362
Types accepted by FCC oo _... 366

Eurepe, time conversion chart for.. 404
Executive and staff personnel of
FCC e 392
Expense—
Operating categories, 1937-40____ 45
Payroll breakdown, 1938-40______ 45
Experimental scrvices and television
laboratorizs, U. S. and foreign - 439

F

Farm editors and directors of sta-
tions
Federal Communication Commission—
Act of 1934, as amended
Attorneys practicing before -

Defense Communications Board.. 04
Deletions of stations. 1984-40.___ 60
Dual ownership order - __.__ 394
Equipment, types accepted . 366

Field offices
Industry income data ...
New stations authorized during

1941 ___ ST G orrmes oo -57
Newspaper inquiry otders __ --- 304
Personnel, execntive and staff  392-30%
Rules covering FM.o.o.__. 823-330; 331-332

364-366; 375-376
Rul covering standard broad-
uc::\‘. verin 370-374
Telcvition rules - 333-334
Federal Radio Comm former

members of _ oo imemean 302
Field offices of FCC _____.. 393
Financinl & insurance advertisers’ .

syccess BLOries oo oo 8
Fiscal operations of stations, net-

works, 1935-40 __ 38-45
Florida, stations -- --.116-118
Foods & beveraRes, ndvertisers’ ste- ~

cess stories oo emememamaa 78
TFoothills Group (Canada)— _

Stations and personnel - __.__ 76
Toreign—

Representatives in U. 8. ... 448

Stations oo -eeo._ - 401-411

Television Inboratories —-— .- 450
Frequencies—

Canadian stations Ly
Conversion table of .
U. S. stations by .
Frequency measuring scrvices ___ .
FM (frequency modulation) _ "22-132‘ 364-

466 ; 375-476
Armstrong licensees . 451
Engineering standards . 331-342

Stations authorized 2-326
Text of rules - 323-330.364-366 375- ,16
Receivers

Frequency monitors nppruvc«l by
FC

oo o o9o o o a o 366
Fuels & lubrieunts, advertisers’ suc- .
cess stories ... -————- N —— 82
G
Grorgin, stations - -- -—cee.-..118-120
Georgia liroadcasting System. sta- .
tions and personnel —-._-... - T
Georgia, Major Mavket Trio .- 75
Government agencies dealing with
rAdI6 ~omaemmmmeem—m—————n - 59
Gross billings. 1941, CBS, MBS. 18-20
Group Operated Stations ——————____ 7576
Group Ownership, U, S. Stations _ 58-G0
Guide, promotional, National Re-
tail Dry Goods Assn. for 1942__ 46-50
Guide, NAB. for wartime broadcast-
ing -- 92
Hawaii, stations .- __________ 192
Headlines of 1941 ____ 54
Hearst Radio Ine. _____ 76

Hettinger, Dr. Herman S.—

Broadeast advertising in 1941... 11-12
Analysis of fiscal operations of
stations, networks, 1935-40._.__ 38-46

History of radie development.

Holidays, calendar of... 46-50
Homes in U. 8, with radies .. 14
Hooper, C. E., program ponulunty.

19‘:1 ........................... 30-36
Houde Group, Canadian Stations of 76
Hours, conversion chart of ___.___ 404
House furnishings & housing, ad-

vertisers’ success stovies.._..._.. 80

1
Idaho, stations __.. 120

Ideas, titles of successful programs 84-90
linois, stations
Indiana, stations

Income, FCC industry ﬁzuru ...... 412-421
Index of advertisers in 1941 Year-

book Number _._ .o .- . ..- 452
Index, alphnbcucn] of special weeks

and days, 1942 ... oo .. 46-50
Index of program ideas and titles . 8§4-90
Industries, account billings, 1941... 18-22

Inquiry, newspaper. orders ... 394
Instructors in college courses in

radio -.425-428
Insurance & financial advertisers’

success stories oo __.__ = 78

Page 4 o 1942 Yearbook Number

Intermountain Network __. - ____ 75
Internstional News Service, sub-

scribers _______________________. 226-229
International stations licensed in

U. Ss. —— 390

Sponsors on 390
Investment, FCC station analyais.__ 418
Town—

Broadeasting stations ___________ 128-130

Cowles Stations—

Stations and personnel ________ 75

Kilocycle-meter conversion table.___

L

Labor groups and unions in radio..

Laboratories, television ___________
Latin American networks ..
Latin American stations _.
Lawyers practicing before FCC
Legal literature _____ o __________
Legislation, Committees of

gress dealing with radic_________ 59
AL W,

Lehman,
larity,
Libraries.

program pobu-

subscribers
Licensees. Armstrong FM 451
Licensing groups. music 450
Liebmann, Morris. IRE memorlal

prize oo 424
Listener and market data, litera-

ture =
Literature pertaining to broadeast-

ing == 430-434
Lone Star Chain - 75
Louisiana. statlons oo 134
Lubricants & fuel. advertisers’ suc-

tess StOIIe8 — e mm cmmimmmem——ae 32

M

MeClutchy Brondeamsting System 75
Muine. stations . ________ 136
Manitoba, stations ._ 196

Telephone-owned stations __ 6

Manufaecturers of—
Broadeasting equipment _.__ 340-360
Equipment types accepted by FCC 366
Low temperature coefficient

erystals
Receiving eq
Recording equipment

Mavps—
Blue metwork ___________________ 315
Canadian Broadcasting Corp.._____ 821
CBS n k

Mutual network ________________
NBC—Red network -
U. S. Stations
Market and listener data,

litera-
ture - 431

Market research
groups __..
Markets, adv
revenue in,
Maryland, stations ___

and marketing

1987-40.-

Mason-Dixon Radio Group,

tions
Massachusetts, stations ——_________
Maxim, Hiram, amateur awards_____ 424
Motion Picture Daily poll _________ 423
Measuring services, frequency. - 444
Members of FCC ______ -— 892
Members of former Federal Radio

C insi _ 392
Mergers & deletions of stations,

1934-41 60
Meters to kilocyeles, conversion

table - - 880
Mexican stations - 403-404

Michigan, stations ____
Michigan Radio Network—

Advertisers using in 1941. 258

Stations and personnel 75
Min i _-142-144
Miscellaneous services and organi-

zations 448
Mississippi, stations 144-146

Missouri, stations - _.__ .. _...-...146-148
Monitors, frequency and modulntlon,
approved by FCC
Montana, i 148
Monthly gross time sales, by net-
works, 1927-41 o el 18
Multiple ownership, U. S. stations
58.60; 39(
Music licensing groups __.____.___
Mutual Broadcasting System—
Advertisers using in 1941 _
Account billings, 1841__
Execuh’ves and rates

---249-251
—- 20-22

--317-318
............... 319

of
Monthly times sales, 1927-41 ... 18

N
National and regional advertisers
and agencies _._ . __.______. 263-282
National Assn. of Broadcasters—
Code compliance committee ______ 440
C i of 440
Distriets oo oo e e 440
Guide for wartime broadecasting . 92
Officers 440
National Broadeasting Company—
Advertisers on NBC-—Red in
1941 230-235
Executives and staff___ 310
Map of network_______ 311

Monthly time sales, 1927-40 —cm.-. 18
Owned, operated and programmed

stations . ____________________ 6
Pan-American network _________ 400
Rates 312-313

National Headliners Club nwnrdu- 422
Natl. Ind dent Br [ R 447
National representatives of stations  95-100
National Retail Dry Goods Assn.,
guide for 1942__________________ 46-50
Nebraska, stations ___ 148-159
Network Affiliates Inc. ______ 447
Networks and Groups—
American Broadcasting Corp.___ 6
Arizona Broadcasting Co. Net-
work . ______ -

Arrowhead Network
Blue Network
California Radio System_________
Canadian Broadcasting Corp.
260- 262  320-321
Owned and managed stations ... 6
Ce;trnl States Broadcasting Sys-
m

5
Colonial N k 75; 255
Columbm Broadcasting
........ 18; 20.22; 236 244 306 309
Owned and operated stations_..
Corn Belt Wireless Group.__ 15
The Cowles Stations .o ... 75
Don Lee Broadeasting Sys-
tem ____

Foothills Netwo
Georgia Broadcasting System

Georgia Major Market Tno- 6
Hearst Radio Inc..._ 5
Houde Group _______ 76
Intermountain Network ki
Kansas State Network. 75
Latin American ____ 400
Lone Star Chain ._. 5
Manitoba Telephone Stations 6
Mason-Dixen Radie Group______ 5
McClatchy Broadeasting System._ 75
Michigan Radio Network________75; 258
Mutual Brondcutmg System
3 20; 2498~ 251 ; 317-319
National Brondcaetmz Com
PANY —cecccee—--18; 230 255 310 313
Owned and managed stations ___ 75
Northern Broadeasting & Publish-
ing Led, o ____ 6
North Central Broadcasting Syse
kL]
Northlnnd Network .. 6
Northwest Network _ 76
Oklahoma Network Inec.. 76
Pacific Broadeasting Co. 76
Quaker Network ______ 6
Scripps-Howard Radio Inc. 76
Southern Network L]
South Central Quality Network. 76

Texas-Quality Network -
Texas State Network
Trans - Canada Communications

Group 76
Tri-City Group -cceececceceeee 76
West Virginia Network _________ 76
Westinghouse Radio Stations Inc. 76
Yankee Network . .76: 262-254
Z-Bar Network _________________ 76

Networks—
Fiscal operations,

1935-40_
Division of revenues, 1935~

Nevada,
New Brunswick, stations _________ 197
Newfoundland, stations -_
New Hampshire, stations
New Jersey, stations __
New Mexico, stations ...
New stations authorized in 1941.. 56
New York, stations _.ooo_. ... 152-160

News Services—

Directory of
Stations subscribing to._._
Newspaper ownership, U. 8. and
Canada _ oo oo oo 394 396-309
FCC inquiry Orders 79, 79-A. 394
Neorth Carolina, stations_
North Dakota, stations .
Nova Scotia, stations
{Continned on page 6)

BROADCASTING ¢ Broadcast Advertising

www americanradiohistorv com


www.americanradiohistory.com

Primary Read-er for Time Buy-ers

IF LIFE AIN'T ONE
THING,IT'S AN UDDER/
A gl <

CATTLE

1 WAS
EGGED
INTO THIS!

Animals, from which The source of eggs for

comeAmerical Steaks! your breakfast, and drum-

2 Farmers pull the cow’s sticks for your dinner.

handles, to obtain such Chickens and eggs both

very profitable dairy are bringing Nebraska

farmers the best profits

(YW T
I ! products as milk, cream,

1

"

buttermilk and butter.

Another major crop,
One of Nebraska's

greatest crops, con-

from which comes flour
for your bread, biscuits,

sidered a delicacy in and pancakes. Does not

large cities. Now grow as illustrated. At

sells at record prices present levels, is bringing

Nebraska farmers an Ly

per bushel.
enormous income.

U
W

‘ That for which Nebraska farmers exchange cattle,
%( chickens, dairy products, corn and wheat crops, and all other farm
’,)3( products, Nebraska farmers now have almost more money than they

know what to do with—and they’re anxious to exchange it for your
products! Reach these customers, through their station, KFAB! You
need KFAB, to do a complete job of selling the rich farm markets
throughout Nebraska and her neighboring states!

DON SEARLE, General Manager * » + ED PETRY & CO., INC., National Repr.
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Ownership, Group, U. S, Radio Guide popularity poll, 1941._ 422  Script services
Ownership, newspaper, U. S. an Radio  legislation, Congressional Services, i

Canadian stations —-——-oooooo__. 895-399 committees dealing with___ _— 59 Services. program, transcription___202-212

Radio Manufacturers Assn 447  Set manufacturers .. ... .. 376-319
P Radio news services . _._____._____ 447 Sets, retail sales, 1922-41 14
Pacifiec Broadeasting Co. 76 Radio receiving equipment. Shortwave stations, U.S... - 390
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Payroll— Sales of, 1022-41. and totals South American stations.
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recording Bservices ______________ 02-212 Research and merketing group: -_444-446 ™ 58-60
Program popularity polls, 1941 .._422-424  Retail set sales, 1922-41 _.__.____.. 41 : 390
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Publicity services . T 450 networks, 1936-40 . .  ______ 88 Services, publicity . 4
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Stations and personnel ... 78 Ratio of operating income [ 44 U. S., by states and territories.__105-194

A DISTINGUISHED
BROADCASTING STATION

NBC

BASIC

First in St. Louis

To Establish a Rigid Protection to
Listeners Against the Unworthy

R E D Since KSD put the first progroms on the oir listeners hove
been protected against the unworthy. When advertisers
Network began to offer commercial messages, KSD established and

has continued a rigorous censorship. Today, it is generally
acknowledged that commercial broadcasts over KSD must
meet high standards of ethics—a protection which listeners
and advertisers appreciate,

Successful program ideas and titles. 84-90

Survey of radio homes ___________ 14

Surveys of audiences and popularity—
CAB analysis, 1041 __ 24-28

E. Hooper analy 30—36
Polls - 422-424
T
Table, kilocycle-meter conversion_. 880
Talent agencies and services__....222.224
Technical literature ____ _________ 435
Television—
Laboratories and exPerimental
services, U, 8. and foreign ____ 450
L:ternture Of e eeeeee o 433-434
-338-384
Shtlons in U, 8. 333
Temperatures, coefficient crystal____ 366
Tennessee, 176.178
‘Territories and possessions of U.S.,
stations 105-194
Texas, atations ..._ -178-184
Texas Quality Net
Advertisers using in 1940 - 2B8
Stations and personnel . a 76
Texas State Network, statio
Personnel ——- 76
Time con I ¢ 404

Time Sales—
Networks' gross monthly, 1927-41 18
National.  non-network, local,
193740 . oo 12
Titles of successful program ideas. 84-89
Toilet goods and drugs, advertisers’
stories . o ki
Trade associations and committees.. 461
Trune - Canada Communicatione e
Trnmcrlption libraries, stations sub-
seribing _ oo ____ _218-220
Transeription and program services.202-212
Transceription equipment, manufac-
turers of e 362
Transportation and public utilities,
advertigers’ success storles_______
Transradioc Press Service, sub-
seribers P ----228-220
Tri-City Group 76

Unions and labor groups in radio
United Press, subseribers...
United States—
Broadeasting represenntwea
abroad .-
Governmen!
radio oo
Inter i tati o 3
New stations nuthonzed, 1941.__.. 56-567
Newspaper ownershlp of sta-

88
26-229

tions 3985-399
Stations of—
3y call letters oo o oo 62-64
3y freq 69-72
3y states and territories_______ 105-194
Map of stations - .eeeeemenn (inserted)
Universities and colleges—

Courses in radio offered_.__..... 426-428
Utah, stati 184
A
Vermont, stations _______________ 185

Veteran Wireless Operators’ Assn.

Is and awards 4238
Virginia., stati 185
w
War hip code 36-36
War censorship decree.. ... 399

w?rume broadcasting, NAB gmde
OF o g
Washington, stations

Washington attorneys pnctlcmt
before FCC _mmmmmmmaee e 428-430
‘Washington Radio Corrupondents - 899

Weeks, special days and, 1941 in-
dex Of oo e el 46-50
Westingh Radio Stati Inc.. 7%
West Virginia, stations __________ 188

West Virginia Network, stations
and peraonncl __________________ 76
190-191

Woman’s National Radio Committee

citations 424
World time conversion chart 404
Writers, agencies handling _ 222-224
Wyoming stations ________________ 19

Y
Yankee Network—

Advertisers using in 1941 _______ 252-254

Stations and executives... 76
Year-end review ._.__.________ ... 54

Z
Z-Bar Network, stations and execu-
tives 76

Page 6 o 1942 Yearbook Number BROADCASTING ¢ Broadcast Advertising

www.americanradiohistorv.com

3


www.americanradiohistory.com

| We take the job of being a radio station
Serioysly!

A partial list of this year’s WMCA public service
programs appears below. Each of the President’s
radio addresses has been broadcast and several have
been re-broadcast. The governor of New York has
been heard, as well as the mayors of New York City,
Newark, Bridgeport, Yonkers and adjacent cities.
Members of the cabinet, heads of Defense Boards,
Congressmen, military leaders, state and city offi-

E have an idea, neither revolutionary nor con-

fined to us, that a radio station should be more
than an FCC permit, a transmitter and a stack of
records. Radio must roll up its sleeves, there is work
to be done. Enterrainment is not the whole of radio.
Or, shouldn’t be.

We have tried to make those who live within
our area more conscious of today’s fast-moving,
living history by presenting a continuing series of
public service programs. They bring “history in the
making” right into the home; they are a reminder
of a citizen’s role in a democracy, the duties as well
as the pleasures.

cials have appeared on this station with increasing
frequency. Religious, fraternal and charitable or-
ganizations, too, have received time without stint.

Today, more than ever, we feel that public serv-
ice is a vital part of a radio station’s operation.

PUBLIC SERVICE SUSTAINING PROGRAMS
HEARD ON WMCA AT REGULAR INTERVALS

SOME OF THE ORGANIZATIONS REPRESENTED
ON SPECIAL WMCA BROADCASTS

LABOR ARBITRATION The only
radio program in America which
mediates labor disputes over the
air. Has jareventcd and settled
strikes and lockouts. Awarded top
honors by Ohio State University
as an adult educational program.
Every Thursday night.

AMERICANAQuUIZ A weekly Sun-
day night program conducced by
Edward Boykin, author and histo-
rian. Focuses attention on Ameri-
can history. Received top local
honors frem the Women's Nation-
al Radio Committee.

DEMOCRACY AT WORK A series
of programs which dramatized the
important defense roles of cities
and towns in the New York area.

YouTHBUILDERS' FORUM A
weekly discussion of national and
international events by average
public school children (not geni-
uses). Program is used by 1300
school teachers as a basis for class-
toom discussions.

DocTors FOR DEFENSE A sched-
vle of dramaric sketches showing
the role of the doctor in defense.
Prepared in coilaborarion with the
New York State Medical Sociecy.

FEDERATION OF CHURCHES Bi-
weekly talks by leading members
of the various religious faiths.

Krep 'EM FLYING A new series
of dramatic programs h}ghligh:ing
the lives and work of the men
behind America’s aviation plans.
Officials of the Army and Navy Air
Forces will appear as guests.

MORNING EXERCISES Aired five
days a week as a measure in help-
ing men and women stay fic.

Wiy DEMOCRACY The argu-
ments for democracy stated forc-
ibly by well knOwn?:gurcs includ-
ing Lt. Governor Charles Poletti,
Dorothy Thompson, Newbo!d
Morris, Charles Evans Hughes, Jr.
Presented by Council for Democ-
racy.

Goop HEALTH To You Weekly
discussions of health problems by
outstanding medical authorities.
Prepared by the Tuberculosis and
Health Society in conjunction with
the Information Bureau of the
New York Academy of Medicine.

FRIENDSHIP BRIDGE A program
of enterrainmenr and cheer broad-
cast three times a week over
WMCA and short-waved to Eng-
land through WRUL.

ListeNErs’ FORUM Round-table
talks on maucers of topical concern
by capable, well-informed speakers
who have included Clarence K.
Streit, William Jay Schieffelin,
Rockwell Kent, James Young.

American Red Cross

American Committee on Religion.
Rights and Minorities

America First Committee

American Legion

American Social Hygiene Ass'n

Boy Scouts of America

Brirsh American Ambulance Corps
Brooklyn Church & Mission Fed.
Bundles for Britain

British War Relief Society

Citizenship Educational Service

Commirtee To Defend America By
Aiding the Allies

Council tor Democracy

Community Chest Drives

Catholic Charities

Committee for Inter-American
Cooperation

Civilian & National Defense Exp.

Catholic Verein of America

Common Council for American

Unity
Churches of God of Greater N. Y,
Citizens Housing Council
Daughters of American Revolution
English Speaking Union
Free Milk Fund for Babies
Federal Union
Federation of Churches
Fight for Freedom Committee

France Forever
Friends of Children

Grand Street Boys' Association
Greater New York Fund
Harlem Children’s Camp Fund

Iscael Ocrphan Asylum
International Free World Ass'n

AMERICA’S

LEADING

INDEPENDENT

STATION

wWwWWwW. americanradiohistorv.com

Institute of Secial 6rder

Jewish Theological Seminary
Jewish Consumptive Relief Society
Jewish National Fund of America

Knights of Pythias
Keep America Out of War Cong.
Knights of Columbus

Loyal Americans of German
Descen:

Marine Corps

National Foundation for Infantile
Paralysis

National Consumers’ League

New York City Bar Association

Nart'l Conference Christians& Jews

National Republican Club

National Foreign Trade Council

Natcional Ass’n of Manufacturers

N. Y. Registered Nurses” Ass'n

N. Y. League Nursing Education

Overseas Press Club

Park Department of New York

Pore Authority of New York

Polish National Society

Society for Propagationof the Fzith

Stage Relief Fun

Sons of American Revolution

Saciety of Cincinnati

Salvation Army

Treasury Department

United Service Organizations

Union for Democratic Action

U. §. Commirtee for the Care of
European Children

United China Relief

Veterans of Foreign Wars
Women's Defense Corps

mea-.. .
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IKE WLS in Chicago, KOY
Gets Results in its own terri-
tory. Advertisers have re-
newed on KOY time after time—
they know that KOY Gets Results!

) oo
-

L R A A

Consider this: a coffee advertiser
offered a dictionary on KOY and
12 other western stations. KOY
produced greater response than any
other station carrying the three
five-minute programs weekly!

oL rrrErF)

-t

For more intensive coverage, use
the Arizona Network: KOY, Phoe-
nix; KTUC, Tucson, and KSUN,
Bisbee-Douglas. That’s the most
economical way to get intensive
coverage where 909, of Arizona’s
retail dollars are spent! For fur-
ther details on this rich market
.. . and the resultful coverage of
KOY and the Arizona Network,
ask any John Blair man.

CBS Affiliate ;

1000 WATTS
Day & Night  pHOENIX 5 5 0
ARIZONA KC.

KEY STATION OF THE ARIZONA NETWORK — KOY, PHOENIX — KTUC, TUCSON — KSUN, BISBEE-DOUGLAS

MANAGEMENT AFFILIATED WITH WLS, THE PRAIRIE FARMER STATION, CHICAGO —REPRESENTED BY JOHN BLAIR & COMPANY

5
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) Get Results
-West America

T 1S an accepted fact among

hundreds of advertisers that ad-

vertising on WLS gets results.
They have proved that to their own
satisfaction — proved that WLS
does influence people in Chicago
and the Middle West,

A mail order advertiser, for ex-
ample, offered a permanent wave
kit for 50¢ on a WLS morning pro-
gram three days weekly. He got
results—but quick! From his first
10 programs, he received 8,987 or-
ders, each with 50¢ enclosed!

This is but one example from
among hundreds. For further proof

.. or for information on how you
can use WLS to get Results in
Chicago and the Middle Woest,
write Glenn Snyder at WLS . . .
or ask any John Blair man.

50,000 WATTS
NBC AFFILIATE

%
P *
‘i’he #
PRAIRIE
FARMER
STATION

SEPRESENTED vy . - - . Burrince D. BuTLER
JOHN BLAIR & ComPaNY \ e AL eF - Presiden:
GLENN SNYDER
Manager

MANAGEMENT AFFILIATED WITH KOY, PHOENIX, AND THE ARIZONA NETWORK—KOY PHOENIX « KTUC TUCSON * KSUN BISBEE-DOUGLAS

www americanradiohistorv com
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Franklin 6473

—THE GREATEST
ADVANCE IN ENTERTAINMENT SINCE THE

ADVENT OF TALKING PICTURES!

Sounds that talk—in words! Sounds that are apt
or appropriate to the produect you're advertising
. . - sounds that suggest or remind . . . sounds that
are merely beautiful and memorable—all these

sounds can speak your commercials in words!

That’s just part of the story of Sonovox. Sonovox
transmutes an ordinary plug into an entertain-

ment feature. Sonovox for the first time in his-

tory makes one-minute spots that draw fan

mail. Sonovox sells merchandise!

Broadcasting Magazine says “Sonovox is a boon

?

to radio programming.” A famous advertising
agency says “Sonovox will sell more radio time
and more merchandise than any other new tech-
nique ever introduced into radio.” Write us di-

rect . ... or ask your nearest F&P office.

WRIGHT-SONOVOX, INC.

180 N. MICHIGAN AVE. ... CHICAGO
FREE & PETERS, INC., Exclusive National Representatives

CHICAGD: ;8o M, Migkiray NEW YERKE 33> Fark Avw,. DETERDITI M Conter iy,

Plaza 5-4131 Teindry 2-Bd44
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Broadcast Advertising in 1941

of broadcasting stations

and networks during 1941

amounted to $176,280,000
on the basis of preliminary infor-
mation available at the current
writing. *Since net time sales rep-
resent gross billings less fre-
quency and promotional discounts,
they can be considered to consti-
tute the gross receipts of the me-
dium from the sale of time; the
writer deeming agency commis-

ESTIMATED net time sales

D R.

HERMAN S. HETTINGER

Associate Professor of Marketing, University of Pennsylvania

sions to be in the nature of an ex-
pense of sales.

In recent years net time sales
have accounted for approximately
92% of the medium’s revenues, so
that total station and network re-
ceipts for 1941 quite probably
were in the neighborhood of $190,-
000,000, although talent and mis-
cellaneous income are extremely
difficult to estimate.

Time sales were divided among
the wvarious portions of the me-
dium as follows:

Table 1
RADIO NET TIME SALES 1940-1941%*

Class of business 1940 % total 1941 (Elhmated) <% total
National network - . ____ ——--$ 71,819,428 46.29% $ 80,500,000 45.6%
Regional network __ ________ PR 1,869,583 1.207, 2,500,000 1.4%
National & regional non-network __ _ 87,140,444 28.8% 45,670,000 26.0%
Local 7T 44156792 28.8% 47,610,000 27,00,

Total net time sales $-- . —.--$155,886,247 100.0¢% $176,280,000 100,09,

* Official figures of the FCC have been used for 1940. while 1941 figures constitute estis
mates based upon preliminary data for a representative sample of stations of various

classes.

t Gross billings less frequency and promotional discounts.

Radio advertising volume, as rep-
resented by net time sales, in-
creased 13.2% in 1941 as compared
to the preceding year’s level. This
wag at a slightly slower rate than
in 1940 %en time sales rose
19.7% above those of 1939. Time
sales of the medium have increased
49.29% during the past five years
and in 1941 were 120.2% above the
1935 level.? .

Net time sales during the period
1937-1941, the former year being
the first in which the FCC collected
fiscal information from broadcast-
erz, are set forth in the following
table:

TABLE II
Total Radio Net Time Sales
(1937-1941)*
% Change

Year Net time sales previous yr.
1937 . - $117,803.973  _______
1938 ______________11T,370,469 — 0.4
1939 ___ T 129968026 41079
1040 - ____TTTTTT 156,686,247 1929,
1941 __ PR — 176 230.000 13.29,

(Estimated)
*Sources: 1937-1940, FCC releases ; 1841,
estimated.

The slight decrease in 1938
volume indicated in Table Il was
due entirely to a decline of 8.3% in
local broadcast advertising during
that year.

Trends Within Medium

The marked relative growth of
national and regional non-network
advertising continued to hold the
gpotlight in 1941 as it has done al-
most without exception since about
1934. National spot advertising
time sales during the year rose
22.9% above the 1940 level; a rate
of growth almost identical to that
of 1940 when spot business in-
creased 23.8%. National and re-

1 Net time salea estimates have been
based primarily upon station data repe
resenting approximately 45 per cent of
the medium’s sales during recent years,
together with information on network
operations sécured from certain of the
networks.

3For a detailed analysis of radio adver-
tising trends since 1985, see "An Analysis
of Fiscal Operations of Stations and Net-
works: 1936-1840"" on page 38 of this jssue.

BROADCASTING e« Broadcast Advertising

gional non-network advertising has
increased 97.5% since 1937 and
approximately threefold since 1935.

The development of this type of
business has been steady through-
out the period with the exception of
1939 when the rate of increase was
but 6.8%. The relatively small in-
creage during that year seems to
have been due to a lag in the effect
of the 1938 business recession with
regard to this form of radio ad-
vertising.

National network business during
1941 increagsed 11.9% as compared
to the previous year. The rate of
growth for this portion of the me-
dium was somewhat less than dur-
ing the preceding year when the
percentage of increase was 17.8%.
The 1941 increase in national net-
work advertising was at approxi-
mately the same rate as experi-
enced in 1938 and 1939. An im-
portant aspect of national network
revenues in recent years has been
the greater relative growth of net-
work volume in secondary markets
and among the lower powered
clasges of stations.s

Local Shows Growth

Local broadeast advertising hag
continued to grow more slowly than
have other forms of radio advertis-
ing, 1941 business of this type hav-
ing increased but 6.8% over the
previous year’s level as compared
to a general rise in net time sales
of 13.2%. Part of this comparative-
ly small increase may have been
due to the marked rise in national
non-network business, for at vari-
ous times in the past rising spot
volume seems fo have acted as &
brake upon loecal advertising de-
velopment.

Nevertheless, a large portion of
the relatively poor showing of local
radio advertising in recent years
has been due to more fundamental
causes; chief among them the

3 For details regarding trends in netwotk,
national spot and local business on different
classes of stations and in various size come
munities, dee “An Analysis of Fiscal Op-
erations of Stations and Networks: 1985-
1840, page 38.

weakness of radio in the retail field
at the present time. Time sales of
local radio advertisers in 1941
were 33.19% above 1937 and 83.1%
over 1935.

The extremely rapid rise of na-
tional and regional non-network ad-
vertising, and lag in local busmess
have resulted in important ghifts in
the relative importance of the va-
rious portions of the medium dur-
ing recent years. Whereas national
network time sales represented ap-
proximately 509 of the industry’s
revenues in 1935 and 1937, they ac-
counted for but 45.6% in 1941, In
contrast to this downward tendency,
national and regional non-network
advertising represented 17.39% of
the industry total in 1935, 19.7%
in 1937 and 26.0% in 1941. Local
broadcast advertising during the

(Continued on page 12)

Official Count of U. S.

Broadcasting Stations
(From records of FCC)

Jan. 1, 1922_______________.. 30

July1,1980_________________ 612
July 1,1981_________________ 612
Jan. 1,1982_________________ 608
Jan. 1, 1933 610
tJan. 1,1934 - 591
Jan. 1, 1935 _______.__ 605
Jan. 1, 1936_________________ 632
Jan, 1, 1937
Jan. 1, 1938
Jan. 1, 1939
Jan. 1, 1940

Jan. 1, 1941
Jan. 1, 1942

* Federal Radip Commission takes
over regulation from Dept. of Com-

erce.

t Federal Communications Commis-
sion replaces Federal Radio Commis-
gion July 11, 1934.
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same period declined in relative im-
portance from 32.3% of total time
sales in 1935 to 30.3% in 1937 and
27.0% in 1941.

Since the gross billings of radio
stations and networks represent the
volume of time sold multiplied by
the one-time rate charged for fa-
cilities without the deduction of
frequency and promotional dis-
counts, this figure quite naturally
is considerably higher than that for
net time sales volume. Moreover, it
is a figure of extremely limited sig-
nificance. Obviously it does not rep-
resent the actual gross receipts of
the medium since stations and net-
works never receive the dollars rep-
resented by the aforementioned dis-
counts. Morover, the use of gross
billings as a measure of the relative
importance of network, spot and
local radio advertising is highly
misleading since both the discount
structures and the earned discounts
vary materially between these
types of business.

An example of the fallacious con-
clusions which can be drawn from
gross billings is afforded by a com-
parison of radic gross hillings and
net time sales for the year of 1939
as compared with “net” space sales
of newspapers and magazines for
that year; the most recent year for
which Census of Manufactures
data, the only source of newspaper
and periodical data equal in com-
prehensiveness to the FCC broad-
casting reports, are available.

In 1939 radio gross billings
amounted to $171,113,000, while
net time sales were but $129,968,-
000, The latter figure is comparable
to the receipts from advertising re-
ported to the Census of Manufac-
tures by newspapers and periodi-
cals: $539,500,000 for the former
and $224,500,000 for the latter.
While the difference is not a great
one, it is sufficient to be significant.

Common Denominator

But if one is seeking to form a
judgment as to the potential eco-
nonmic impact of radio upon printed
media, even this logical deflation of
radio advertnsmg data is not suffi-
cient. Radio broadcasting receives
no income from listeners and but a
small portion of its total revenues
from sources other than the sale of

time.

In 1939, total radio broadcasting
receipts amounted to $141,287,000.
However, both newspapers and
magazines secure a substantial
proportion of their total revenues
from subscriptions and sales. When
receipts from these sources are add-
ed to the printed media figures,
newspaper receipts for the year in
question swell to $845,700,000, while
magazine receipts rise to $409,000,-
000 as compared to the previously
mentioned $141,287,000 of radio.

Nevertheless, gross billings are
essential for one important pur-
pose. They provide the only com-
mon denominator whereby the reve-
nues of various media can be com-
pared on an annual basis or, even
more important, whereby a com-
parative study can be made of the
use of different media by various
product groups or by individual ad-
vertisers,

Until the year just closed, gross
revenue figures were available for
all major networks; although, with
the exception of the estimates made
by the National Association of
Broadcasters from July 1933
through 1937, no similar informa-
tion has been available for local ra-
dio advertising and only a limited
amount for national spot. It is in-
teresting to note, however, that the

Bureau of Advertising of the
American Newspaper Publishers’
Assn. increasingly has been releas-
ing dollar volume information re-
garding that medium.

Gross billings for the radio
broadcasting industry for 1941 are
presented in Table III.

TABLE III

Estimated Radio Gross Billings
(1940)

Class of business

"National network ——-— oo __ $106,900,000

Regional network _____________ 3,000 000
National & regional non-network 64,200,000
Local 63,500,000

Total gross billings —________ $287,600,000

Estimated gross billings for the
medium since the establishment of
network advertising on a perma-
nent basis in the fall of 1926 have
been as follows:

TABLE IV

Estimated Radio Gress Billings
(1927-1941)*

National

Year Networks Others Total

1927 __$ 3.883.000 987,000  $4,820,000
1928 - 10,227,000 3,878.000 14,100,000
1829 __ 19,196,000 7,604,000 26,800,000
1930 __ 27,694,000 12,806,000 40,500,000
1931 __ 37,502,000 18,498,000 56,000,000
1932 __ 39,107,000 22,783,000 61,900,000
1088 __ 31.516,000 25,484.000 57,000,000
1934 .. 42,659,000 30,228,000 72,887,000
1935 .. 40.315,000 38,209,000 87,524,000
1986 .. 59,671,000 47,880,000 107,551,000
1937 -_ 68,828,000 75,314,000 144,142,000
1938 __ 71,728,000 78,390,000 150,118,000
1039 __ 83.114,000 88,000,000 171,114,000
1940 .. 96,456,000 111,500,000 207,956,000
1941 __106,900,000 130,700,000 237,600,000

* Estimates by the writer and Paul F.
Peter, director of research, National Asso-
ciation of Broadcasters.

The more complete sample avail-
able for the current year’s estimate
has made possible a more detailed
analysis of changes in non-network
business during 1941 with regard to
various classes of stations, although
time requirements and other prob-
lems did not permit & similar an-
alysis of receipts from network
broadcasting.

It is estimated that national and
regional non-network advertising
on 50 kw. unlimited time clear-
channel stations rose approximate-
ly 25% during the past year, slight-
1y more than the average for the
medium as a whole, National spot
business on this class of station has
shown continued strength for sev-
eral years. In the case of 50 kw.
part-time clear channel stations the
gain in national spot volume was
probably slightly in excess of 10%.
The gain in national spot business
was particularly strong in the case
of the 5-25 kw. clear channel unlim-
ited time group, where revenues
from this source increased in the
neighborhood of 45%.

National and regional non-net-
work business on regional unlimit-
ed time stations probably increased
about 259, while receipts from this
source on the part of other classes
of regional stations seem to have
risen in the neighborhood of 309%.
Local unlimited time station reve-
nues from spot advertising seem
to have increased between 15% and
20% during the year just closed.

In the case of local broadcast ad-
vertising, business of this class on
50 kw. unlimited time clear-channel
stations—a comparatively unim-
portant item in their general busi-
ness—is estimated to have risen
approximately 10%, while that of
part-time stations of this class
seems to have remained compara-
tively unchanged. Local volume on
5.25 kw. clear-channel stations is
estimated to have increased in the
neighborhood of 15% during 1941.
There seems to have been but a
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slight increase in local business on
regional unlimited stations, prob-
ably under 5%, due in the main to
the crowded network and spot
schedules. On the other hand, local
broadcast advertising on all classes
of local stations seems to have risen
about 12%.

Product Groups

The task of estimating network
gross billings by product groups for
1941 has been seriously complicated
by the failure of NBC to make pub-
lic any gross billings figures for
1941. However, summaries by pro-
duct groups have been available
for CBS and detailed information
also has been published by Mutual.

It has been possible, on the basis
of this and other information to
make what seem to be reasonably
accurate estimates of national net-
work gross billings by types of pro-
ducts advertised. These are pre-
sented in Table V, although it has
been impossible to give the monthly
data heretofore published in the
Yearbook.

TABLE V

Estimated National Network
Advertising by Produect
Groups, 1940
Product group Gross billings % togt;lg

Automotive ___________ $ 8.120,000
Housing equipment

subplies ____________ 2,020,000 1.9%
Tobacco products _____ 15,380,000 14.4%
Confectionery & soft

drinks - ____________ 4.200,000 399,
Drug & toilet goods __ 31,690,000 29. 6%
Financial & insurance . 1,010,000 9%
Grotery food products - 25,790,000 24 16,
Jewelry & silverware _ 360,000 3,
Petroleum products &

fuel _______________ 6,040,000 5.6
Laundry soaps & house-

hold supblies __ 18.890,000 12.9¢,
Publications _____ 1,050,000 1.09%
Travel & Hotels _ 120,000 1%
Miscellaneous _________ 2.750,000 28 5%

Total gross billings 8106 900,000 100. 0‘70

Due to changes in sources of data
and similar limitations, it has been
necessary to readjust the product
classes for which information is
given. However, the majority of
these readjustments from previous
years have been in the nature of
combinations of classes of minor
importance, so that practically all
major categories are comparable.

Thus data similar to that pre-
sented for building naterials,
paints and housefurnishings in the

ast have been combined under the

eading of housing equipment and
supplies, It has been necessary to
shift soft drinks to the confection-
ery classification, thus changing
data for this class and also lower-
ing what, in the past, would have
been the normal figure for the food
group. There have been no other
changes of major importance.

On the basis of estimated gross
billings, national network automo-
tive advertising seems to have in-
creased approximately 109% over
the preceding year and once more
to have reached the 1939 level.
There has been comparatively lit-
tle change in the volume of auto-
motive network advertising volume
since 1937, when there was a drop.

Network advertising of housing
equipment and supplies rose sharp-
ly during 1941 and was 25% above
the preceding year’s level,

Tobacco advertising showed little
change during the year, rising but
5%, However, it has climbed stead-
ily since 1937, when it amounted to
$8,789,000 and in 1941 was estimat-
ed'to have amounted to $15,380,000,
nearly double the earlier figure.

There seeins to have been a slight
increase in network confectionery
advertising, although here the

problem is complicated by the re-
classification of products,

Network drug and toilet goods
advertising experienced the great-
est growth in dollar volume as com-
pared to 1940, rising over $5,000,-
000. The principal increase in this
category has come since 1939 when
its volume amounted to about $22,-
500,000. The percentage increase
for this class of business over the
previous year was 20.09% in 1941.

Financial and insurance adver-
tising over national networks in
1941 remained comparatively un-
changed from the preceding year’s
volume, although advertising by
this product class has nearly tripled
since 1938,

There probably has been a slight
increase in food advertising, but
again the changes are obscured by
a necessary reclassification of type
of business.

Jewelry and silverware advertis-
ing increased approximately 16%
during the year and was more than
double the 1839 volume of $500,000.

Petroleum products and fuel, al-
most entirely comprising gasoline
and motor oil advertising, rose 40%
as compared to 1940.

Household Supplies

Network advertising of soaps and
household supplies increased 24%
in 1941 as compared to the previous
year, and experienced the second
greatest gain in dollar volume—ap-
proximately $2,700,000.

Advertising by publications is es-
timated to have experienced the
greatest relative growth of any pro-
duct class, rising in the neighbor-
hood of 80%. Travel advertising
dropped sharply, as might be ex-
pected. The necessary reshifting of
minor classifications from recent
vears makes any analysis of the
misc¢ellaneous group impossible,

Shifts in the relative use of na-
tional network advertising by dif-
ferent classes of products in recent
vears have resulted in significant
changes in the percentage of gross
billings represented by different
product groups. These are shown
for 1935, 1939 and 1941 respect-
ively in Table VI.

TABLE VI
Estimated Percentage of National
Network Gross Billings Represent-
ed by Different Product Groups
% of totel grose bt'umya

Product Group 1983 1939
Automotive ... 7.99% 3 7% 2 9%
Housing equip. &
supplies —_________ 1.4%% 89, 1.9¢
Tobacco products ___ 7.00% 14.09, 14.4%%
Confectionery & seft
drinks —__________ 2.600 2.7% 3.9%
Drugs & toilet toods 33.09% 27.0¢% 29.6%
Financial & insur-
ance —_-_____-____ 8% 120, 8%
Grocery food pro-
ducts ____._______ 27.0% 29.69 24.1%
Jewelry & silverware_ .3%% 2% 3%
Petroleum products &
7.6% 5.1% 5.6%
plies oo ————___ 50% 11.7% 12.9%
Publications ________ B 4% 1.09%
Travel & hotels.._.. A% 9% 1%
Miscellaneous _______ 6.49% 35% 2.5%

Total gross billings.100.0% 100.0% 100.0%

Probably the most important
tendency to be noted from the fore-
going table is the increasing con-
centration of network gross billings
in the convenience goods field: i.e.,
articles sold in small units by a
multiplicity of retail outlets, for a
small price and which are pur-
chased frequently by consumers. If
one leaves gasoline and lubricating
oil out of the picture, which seems
desirable in view of the present
wartime emergency, goods of this
type represented 74.6% of network
billings in 1935, 85.0% in 1939 and
84.99% in 1941,
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CORRECTION, PLEASE

ECAUSE we produce 19 network shows—people often
B say ‘“Oh, yes, Young & Rubicam, the radio agency.”
We are glad to be known as leaders in radio, but
not glad to have our leadership in other fields over-
looked. Our business is not radio (nor is radio the

AGFA ANSCO, Binghamten, N. Y.
Agtu Photographle Materlals and EqQuipment

AMERICAN CAN COMPANY, New York, N. ¥
I'ackers” Cans and General Line + Keg-Lined
Beer Cans

BENDIX HOME APPLIANCES, INC., South Bend, Ind.
Bendix Home Laundry

BISSELL CARPET SWEEPER COMPANY
Grand Rapids, Mich. Bissell Carpet Sweepers

BORDEN COMPANY, THE, New York, N. Y.
Institutional - Manufactured Products (Fvap-
orated and Condensed Milk. Malied Milk.
Hemo, None Such Allnce Meat) ¢ Cheese Divi-
sion « Fluid MIk Divislon (New Yark, Chicngo
Detroft. Northern Cnlilornla) - lce Cream Di-
vision (New York. Chicago. Detroit, Northern
California) « Powdered Milk Divislon - Pre-
seription Produtts Divislon

BRISTOL-MYERS COMPANY, New York, N. Y.

Sal Hepatica + Minit Rub » Peterman’s Discov-
ery - I'eterman’s oach Food * Peterman's Ant
Food + Toushay Hand Lotlon « Ipana (Radio)

CANNON MILLS, INC., New York, N. Y.
Cannon Sheets « Pillowcases « Hosiery

CELANESE CORPORATION OF AMERICA
New York, N. Y. Celanese Yutns and Fabrlcs

CENTAUR COMPANY, THE, New Yerk, N. Y.
Fletcher's Castorla

CLAPP, HAROLD H., INC., Rochester, N. Y.
Baby Foods

CLUETT, PEABODY & CO., INC., New York, N. Y.
Arrow shirts « Collurs » Underweal » Neckwer

CONTINENTAL FOODS, INC., Hoboken, N. J.
Continental Soups

CUMMER PRODUCTS COMPANY, Bedford, Ghio
“IEnergine’” Products

DRACKETT COMPANY, THE, Cincinnati, Ohio
Drano » Windex

DRAKE BAKERIES, INCORPORATED, New York, N. Y.
Drake's Cakes

FLORISTS' TELEGRAPH DELIVERY ASSOCIATION,
INC., Detroit, Mich.

FRANKFORT DISTILLERIES, INCORPORATED
Louisville, Ky. Four Rases + IPitul Jones « Ol
Oscar Pepper Brand « ATattingly & AMooré « An-
tique « Old Beker » Old Velvel

GENERAL FOODS CORPORATION, New York, N. Y.
Postum « Grape-Nuts » Grape-Nuts Flakes
Gripe-Nuta \Wheat Meal » Jeil-O « Jell-O Tud-
ding ¢ Jell-O Ice Cream: Powder and Freezlng
Mlx » Swans Down Cake Flour + Sanka Coffee
Kuffee Hag « La France « Satlna « Calumet
Baking Powder « Buker's (oconut « Minute
‘'apioca « Birds Eye Frosted Foods « Edihle
Nuts « lustitutional

GULF OIL CORPORATION, Pittshurgh, Pa.
Gull PProducts
HOTELS STATLER COMPANY, INC., New York, N. Y.
IGLEHEART BROTHERS, INC., Evaasville, Ind.
Swans Down Family Flour + Mixed Feeds
INTERNATIONAL FIBRE BOARD, LTD.
Ottawa, Ontario Ten/Test Insulating Board

INTERNATIONAL SILVER COMPANY, Meriden, Conn.
Sierling Silver DIv. « 1847 liogers Bros. + \Wm
Rogers & Son

INVESTORS SYNDICATE, Mianeapolis, Minn.
JELKE, JOHN F., COMPANY, Chicago, 1.
“Jelke's Good Luck™ Margarine o Mayannaise
JOHNSON & JOHNSON, New Brunswick, N. J.
Baby Products Div. « zed Cross DIy,

LEVER BROTHERS COMPANY, Cambridge, Mass.
*8wan’ Sou

LIEBMANN BREWERIES, INC., Brooklyn, N. Y.
1theingold Beer, ete.
LIFE SAVERS, INC., Port Chester, N. Y.
Life Savers Candy Mints
LIPTON, THOMAS J., INC., Hoboken, N. J.
Libton's Tea
MASONITE COMPANY OF CANADA
Onawa, Qntarie Musonlte Products

METROPOLITAN LIFE INSURANCE COMPANY
New York. N. Y.

biggest part of it). Our business is doing the whole
advertising job from start to finish. Below are the
clients for whom we do it. Study their advertising,
wherever you see or hear it, and judge for yourself
how well we do the job—in all media.

MOLLE COMPANY, THE, New York, N.
Alollé Brushless Shavlng C:eum . l\lilu; Dental
Plate Powder
MOTOR WHEEL CORPORAYION, Lansing, Mich.
Duo-Therm Division
NATIONAL SUGAR REFINING COMPANY, THE
New York, N. Y. Jugk Frost Sugars
NORTHERN PAPER MILLS, Green Bay, Wis.
‘lollet Tissues
OWENS.CORNING FiBERGLAS CORPORATIO
Toledo, Ohio Fiberglas

PACKARD MOTOR CAR COMPANY, Delroit, Mich.

PARKE, DAVIS & COMPANY, Detroit, Mich.
Pharmaceliical and Biological Froduets

PERSONAL PRODUCTS CORPORATION, THE
Milltown, N. J. Modess + Meda « Co-Ets

PHARMA-CRAFT CORP., INC., THE, Louisville, Ky.
“Fresh’ Deodorant

PULLMAN COMPANY, THE, Chicage, IIi.

RATH PACKING COMPANY, THE, Waterlos, lowa
Black Hawk Meats
ROYAL TYPEWRITER COMPANY, INC.
New York, N. Y. Rov¥al Standard Typewr|ters
Royal Portable Typewriters « RRoytype Supplies
SANFORIZING OIV. OF CLUETT, PEABODY & CO.,
INC., New York, N. Y Shrinkling Procens
7.UP COMPANY, St Louis, Mo.
"7<Up" Beverage
SIMMONS COMPANY, New York, N. Y.
Reautyrest . Deepsleep » Slumber King Mat-
iressges « Metal Furniture « Studio Couches
Cribs and Beds
SINGER SEWING MACHINE COMPANY, THE
Ya

New York, N. Kinger Sew Ing Machines
#nd lelated Accessories

TRAVELERS INSURANCE CO., THE., Hartford, Conn.

WALKER-GORDON LABORATORIES CQ., INC.
Plainsboro, N. J.
Certified MIlk and Ac¢idobbilus Milk
WESTINGHOUSE ELECTRIC & MEG. CO.
East Pittsburgh, Pa.

YOUNG & RUBICAM, Inc.

Advertising

NEW YORK + CHICAGO -
HOLLYWOOD -

SAN FRANCISCO
TORONTO

DETROIT -
MONTREAL -

E—
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* Figures for sets include value of tubes in receivers. Totals include exports.
1 Includes home-built sets.

RETAIL RADIO SALES IN THE UNITED STATES, 1922-1941

(Complled for the 1942 BROADCASTING YEARBOOK by O. H. Caldwell, Editor of **Radio Retailing Today™)

Total Sets Sold Tolal Tubes Sold

Number Value Number Value

..... 100,000 $5.000,000 1,000,000 $6.000,000
b6 15.000,000 4,600,000 12.000,000
100,000,000 12 000,000 36,000,000

165,000,000 20,000,000 48,000,000

200,000,000 30.000,000 58,000,000

168,000,000 41.200,000 67,300,000

400,000,000 50.200.000 110,250,000

600,000,000 69,000,000 172 .500 .000

300 .000.000 52,000,000 119,600,000

225,000.000 53,000,000 69,560,000

140,000 .000 44 .300 ,000 48,730,000

230,099 .000 59 .000,000 49,000,000

270,000,000 58,000,000 36 .600 ,000

330,192 .480 71.000.000 50,000 .000

450 .000 ,000 98 .000.000 69 ,000.000

450,000,000 91,000,000 85.000.000

260,000 .000 80,000,000 105,000,000

356,000,000 98,000,000 120,000,000

380,000.000 110,000,000 110,000,000

..... 13,100,000 460,000,000 130 ,000.000 143 .000 .000

Tolal Sales of
Broadcast Recelvers, Homes with Aulo Sets
Auto Sels Soid Tuhes, Baiterles, Parts  Radio Sets in Use Totai Radio
Sets in Use

Value Value Number Number inU. 8.
$60.,000,000 60,000 400,000
186,000,000 1.000.000 11,500,000
358,000,000 2.500.0 3.,000.000
430,000,000 3,600,000 4,000,000
506,000,000 5,000,000 5,000,000
425,600,000 6,600,000 6.500.000
690.660,000 7,500,000 8.500 ,000
42 .548 .0 $,000,000 10,600,000
496,482,000 12,048 ,762 13,000,000

300.000.000 14,000,000 15,000,
200,000,000 16,809 .562 18,000,000

800,000,000 ,402 ,369 ,000 ,
350,000 000 21.456 ,000 28,000,000
370.000.000 22,869 .000 80,500,000
500,000,000 24,600 .000 33,000,000
537.000.000 26,666 .500 87.600 .000
340 .000.000 27 .500 ,000 40,800,000
450,000,000 28,700,000 .200 ,000
500,000,000 29 ,800.000 50,100,000
600,000,000 30.800,000 57,000,000

In recent years, replacement tubes have run from 26% to 40% of total tube sales. All figures are at retail value.

dd

THIS POWERFUL STATION

TO YOUR LIST

PONTIAC, MICHIGAN
joz

BIG RESULTS

at

LOW COST

1000 STREAMLINED WATTS
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RADIO SETS IN USE

Jan. 1, 1841 Jan. 1, 1942
y. 8 Horne's with Radios 29,400,000 30,300,000
'Secondary’’ sets in above homes__ 11,000,000 14,600,000
Battery .porhbles 1,800,000 3.000,000
Auto-radios __________ 8,000,000 9,600,000
Total sets in use. U, 50,200,000 57,400,000
Sets with shortwave reception.__ 85,000,000
Sets with FM J— 200,000
Phonograph player units, ineluding combination ... ____ 6,500,000
Television recelvers in use. 10,000

CENSUS BUREAU RADIO SET DATA

By HOWARD G. BRUNSMAN
Chief, Housing Statistics, Population Division, Census Bureau

THE BUREAU of the Census reports that information on the number
9f homes that have a radio was obtained for each occupied dwelling unit
in the United States in the Census of Housing of 1940. The results of this
Census shortly will be released. The type of information which is being
made available is indicated below.

Data on the number of homes which have a radio will be presented
separately for owner-occupied dwelling units, for tenant-occupied dwelling
units, for white owners, nonwhite owners, white tenants, and nonwhite
tenants for each of the following areas. These data will be presented in
the Second Series Housing Bulletins. A separate bulletin in this series is
being prepared for each State. Bulletins for several States are now avail-
a]glez and it is anticipated that the full series will be completed by July,
1942, .

. Total of each State.

. Total of the urban area of the State.

., Total of the rural-nonfarm areas of the State.

. Total of the rural-farm area of the State.

. Each urban place having 50,000 inhabitants or more.

. Each of the 140 metropolitan districts, as defined by the Bureau of
the Census.

The number and percent of all occupied dwelling units having a radio
also will be presented for each of the following areas in the Second Series
Housing Bulletins. The data for these areas will not be shown separately
by tenure or race.

a. Each urban place having 2,500 to 50,000 inhabitants.
b. Each county.

c. Total of the rural-nonfarm area of the county.

d. Total of the rural-farm areas of the county.

The number and percent of occupied dwelling units having a radio
will be presented for each census tract in the 60 cities for which census
tracts have been established. These data will be presented in the Popula-
tion and Housing Bulletins on Statistics for Census Tracts. A separate
bulletin will be issued for each of the census tract cities. It is anticipated
that the full series will be completed by July, 1942,

According to present tentative plans, an analytical study will be made
of the number of homes at each rental or value level that have a radio.
The results of this study will be presented separately for owner-occupied
and tenant-occupied dwelling units, and for white and nonwhite dwelling
units in the southern States. The results of the study will be presented in
the Third Series Housing Bulletins which should be completed before the
end of 1942, The data will be obtained for each of the following areas:

. Each State.

b. Total of the urban and rural-nonfarm areas of the State,
g. Total of the rural-farm areas of the State.
e

o oo

o

. Each urban place having 50,000 inhabitants or more,
. Each of the 85 principal metropolitan districts.

BROADCASTING ¢ Broadcast Advertising
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R ADIO has become of age. Its miracle.
now 21 years old, has advanced through all
the stages of every important and benefi-
cial service, and has become common-
place . ... ils mystery taken for granted.

That is as it should be. For radio is too im-
portant ., .. too great to be held in awe. Let
the philosopher wonder at its cause, but
let the people enjoy its effects. Radio is for
the people.

Jew., Gentile, Catholic and Protestant are
all served . . . and served well by radio.
For American radio is as democratic as
the people it serves.

Information. entertainment, education and
innumerable services that
Midas could not buy with
all his gold are to be had
with the push of a button . . .
the flick of a dial. The fi-
nancier is served no bhetter
+ +» » no quicker than the
farmer.

The American public . . . comfortable and
relaxed in the living room or speeding
over the highway . . . hears history as it
is being made and is beiter informed on
both sides than ever before. Radio has not
only reported the events, but for the first
time has brought about mass participation
in the determination of a foreign policy.

Radio service Is as limitless as the ether
waves. In peace it provides culture. in-
formation and amusement. In catastrophe
it has alleviated suffering and raised funds
for the needy. Today it is bolstering morale
and building bridges of understanding
beiween the Americas. But regardless of
its task . . . always it serves.

That's why Radio is the
Fifth Estate

WSM is proud to be a part
of the American system of
Broadcasting . . . the Greal
Fifth Estate,

WcS/'II -
NASHVILLE, TENNESSEE

ODWHED AND OPERATED BY
THE NATIONAL LIFE AND ACCIDENT INSURANCE COMPANTY,

EDWARD PETRY & CO., INC.

HARRY L. STONE, Gen'l. Mst,

INC.

NATIONAL REFRESENTATIVEE,
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twenty hours a day P —
thlrty thousand people read daily/
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National Networks’ Gross Monthly Time Sales, 1927-194.1

NATIONAL BROADCASTING COMPANY NETWORKS

1927 28 1929 1930 1931 32 1933 1934 1935 1936 193
January. .. $270,949 $651,015  $1,004.874  $1,418,979  §2,026,860  $2,635,447  $1,869,885  $2,301,667  $2,895,037  $2,681,615  $3.541,999
February 262,195 626,17 1.074, 1,347,847 1,924,778 2,571,609 1,742, 78 2,211,637 2,758,81 2714300 3,295.7
March, . 16,1 726,787 1,240.102 1,652,629 2164434 2.864,783 1997, 2,507,890 3,026,308 3,037,873 4,614,283
April , . 273,209 74,354 1.173,922 1,574.5 2,195,880 2,649,892 1,690,177 2,373,890 2.682.143 2,741,928 3,277,837
ay. 257,981 701,029 1,192,930 1,781,409 2,101,525 2,305,448 1,662,887 2475, 2,685,211 2,561,720 8,214,819
June. 241,930 609,568 1,014,861 1,509,224 1,981,155 2.081.466 1,512,139 2,177,867 2,380,845 2,323,456 3.003 387
Tuly . 228,666 575,833 1.014.087 1692, 680 2,027,975 1,825,433 1,370,993 1,864,420 2,208,935 2,429,983 2,707 .450
August. ... 195,143 596,200 1.029,950 1,612,284 1.892,427 1,745,838 1,407,848 1,785,555 2,021,366 2,422,431 784,97
September 64.7 680,740 1,234,196 1,648, 1,951,832 1,807,795 1,565,606 1,860,166 2,168,317 2,886,687 2.850.581
October. 368,111 1,101,411 1,488,284 1,972,414 2,818,091 2,063,278 2,130,046 2,775, 481 2,779,557 3,696,489 3.389.739
November 491,711 964,864 1,413,961 1,890,532 27475905 1,953,963 2,188,842 2,683,494 27655, 100 3'468,728 $.381.346
December. ........... 599,232 892,858 1,483.981 2.037,185 2,596,185 2,000,464 2,924,667 2,776,436 21898,793 3558590 8,639,086
Total.......... $3,760,010  $8,780,333 $14,310,382  $20,088,887 $25,607,041  $26,504,891 $21,452,732 $27,833,616 $31,148,931  $34.523,950  $38,651,286
COLUMBIA BROADCASTING SYSTEM
928 1929 930 1931 1932 1933 1934 1935 1936 1937
JENUBEY .. o viunnnnns $52,736 $274,824 $644,685 $692,114  $1,848,842 $941,465  $1,405.958  $1,768, 949 s1.901.023  $2.378,620
February . | 99,837 822, 86/ 592,543 750,621 1,819,414 884,977 1,387,82 1.854.4 1,909,146 2,264,817
March, . .. 98,492 400,872 726,093 1,110,526 1,486,050 1,016,102 1,524,904 1.8 553 2,172,382 2,569,716
April. .. 138,891 407,695 705,442 1,076,103 1,354, 59 775487 1,371,601 1, 515 1389 1,950,989 2,563,478
&y .. 84,280 400,537 642,782 1,065,852 1,326,994 624,256 1,255.887 1,287,455 1,749,517 2,560,558
June. 78,400 319,413 592,248 1,057,230 15,830 553,056 9259 1,066,729 1,502, 2,476,576
July ., 72,800 322,171 431,428 '877,366 581,183 445 414 630,290 910,470 1,292,775 1,988,412
August 89,600 325,040 392.673 774,518 540,842 4997638 513.815 879,013 1,232, 1,955,280
September 119.836 395,290 536,760 947,138 685,156 547,203 700,491 1,086,900 1,838,932 2,028,585
ctober . 158,868 508,753 792,888 1,099,717 972,358 1,125,798 1,752,601 1,980,512 1754, 2,505,485
November 200,032 585,365 775,394 1,247,248 1,105,895 1,277,459 1,682,959 1,722,390 2,429,917 2,664,473
Decsmber 214,536 579,176 772,922 1,197,106 1,005,229 1,372,716 1,674,087 1,886,977 2.433.358  2,786.618
Total. . $72,500  §1.447,308  $4,785,981  $7,605,203 $11,895,039 $12,601,886 $10,063,666 $14,825,845 $17,637.804 $23,168,148 $28,722,118
MUTUAL BROADCASTING SYSTEM
1935 1938 1937 1938 939 1940 941
ORI $157,721 $140,769 $269,894 $315,078 $817,729 $505,231
62, 54,8 268, 250 276,605 337,649 442,167
91 170,511 32877 306,976 390,813 518,774
189,936 139,106 89545 262,626 363, 468 ‘28
129.090 100, 154 194,201 234,764 322,186 508,922
104,512 .02 14l 228,186 299,478 534,518
109,562 64,662 167,108 216,583 235,182 512,748
- 122,066 66,364 164,626 205,410 227,865 582,068
168,925 91,608 200,842 210,589 283,463 529,013
$i80.874 271,629 147,114 847,771 428,221 784,676 839,829
178,411 227,545 157,661 360,929 327,045 627,562 958,986
175,301 193,496 147,163 337,369 317,699 576,983 948,498
T T $529,086 $1,979,146 $1,455,070 $2,920.324 $3.329,782 $4.,767,064 $7,300,955
Y — Planters Nut & Chocolate Co._—— 72,396
NATIONAL BROADCASTING COMPANY—RED American Chicle Cor o 56,056

CBS Gross Billings

Campbell Soup Co.
Lever Brothers Co.

193 1940 1941%
January $2,728,232 $3,211, 161 $3,496,393
February - 2,591,223 957, 2! 3,226,988
March. 2,828,777 3,297,992 8,338,440
April. . 2,544,810 2,879,571 3,128,
ay. 2,697,492 3,025,638 8,216,940
June. 2,566,617 2,759,917 2.919.405
Ty, ... 2,377,066 2,713,798 3,141,902
August, ... 2,366,861 2,737,926 3,072,838
September 1387,958 1750, 3,132,005
October 2,872,688 3,446,134 8,842,196
November 2,948,854 8,402,370 8,658,135
ecember. 2,928,181 8,400,383 8,786,901
Total.......... $31,827,648 $36,600,736 $39,955,322 ..........

Phlhp Morrla & Co., Ltd. Inc.

* Due to a change in policy 1941 figures wete not teleased by NBC.

NATIONAL BROADCASTING COMPANY—BLUE

American Home Products Corn b
American_Tobacco Co.
Sterling Products, Inec._
Ford Motor Co. ——...
General Mills, Inec.__.
Pet Milk Sales Corp...
E. R, Squibb & Sons

1938 1939 1940 Prudential Insurance Co, of
January......o..... Ve $1,065,284 $822,739 $908,816  .......... comﬁﬁi’ Co. —-
mEmooon TEE g e Do Beed
arc . » v . i
4p3 R o e
ay. . N . ' ..
Jun{. : 45,05 6221487 722695 . Lt stherdCo
July.. 581,645 569,757 688,536 o Thomas I Listor
‘August 57T4.248 574,644 665, 8 . Ame o Ol oo
Sec':zebz‘rber gg{g,?g ggg‘ﬁg 1 ;%..Z'Z;‘ . Chesebrough Manufacturing Co.
November. . . 950,066 832,614 1.046,043 e California Fruit Growers Ex-
aco . M change _ o
December. ... onne. 58,891 879,366 122,972 LIl United States Tobaces Go,
Total. . ..evnnn $9,635,131 $8,643,618 $10,707.678  .......... Continental Baking Co.,

¥ Due to a change in policy 1941 figures were not released by NBC.

COLUMBIA BROADCASTING SYSTEM

Commercial Credit Co.
Magazine Repeating Razor Co...
Pacific Coast Borax Co.____

Luxor, Ltd.

1938 1939 1840 1941 Emerson Drug Co. -
$2,879,946 $2,674,057 $8,575,946 $3,909,638 &
. 680,335 2,541,54: ,380,627 8,602,657 FPenn T Co.
3,084,317 2,925,684 8,513,170 8,928,9 Best Foods, Inc. ______________
424,180 2,854,026 8,322,689 8,891,422 Bowey's, Inc. .________
2,442,283 8,097,484 8,570,727 8,825,466  Gillette Safety Razor Co..
2,121,495 ,860,180 3,144,218 8,706,989  Curtias Candy Co.______
1,367,867 2,811,953 3,071,898 8,498,694 Los Angeles Soap Co.____
1,423,865 2,841,636 2,876, 667 3,414,820 Libbey-Owens.Ford Glass Co.
1,601.766 2,568,132 8,109,863 8,527,262 Cudshy Packing Co.____.
2,887.395 8,366,654 4,001,492 8,898,979  Armstrong Cork Co.
2,458,410 8,474,163 1689, 708,095 Mennen Co. ____________________
2,629,060 8,529,154 3,819,989 8,771,654 Travel & Publicity Bureau of Ont,
Govt.
$27,346.397 $34,539,665 $41,025, 548 $44,584,378  Vick Chemical Co.______________
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e 1942 Yearbook Number

Johns-Manville Corp.ocaecaeaao.

BROADCASTING ¢ Broadcast

General Foods Corp..____.______$4,630,421
4,316,460

1,120,706
_ 1,114,126
1,076,601
974,333
971,641
900,618
876,466
768,736
668,362

647,945
687,066
574,660

545,260
537,048
505,070
498,465
488,263
474,457

462,208
441,228
430.364
404,593

General Petroleum Corp. of Cahf. 47,956
International Cellucotton Preducts
Co. 48,022
Elgin National Watch Co._______ 44,468
P. Lorillard Co.________ 44,144
Richard Hudnut, 0,92
National Lead Co.________ 85,757
Macfadden Publications, Inc 32,873
Peter Paul, Ine.__________ 31,659
Art Metal Works_ 26.974
Union Oil Co.___ 5,344
Smith Brothers _ 21,643
F. Mueller Co._ ,699
Soil-Off Manufacturing Co. 20,217
Bathasweet Corp. ______ 20,178
Knox Gelatine Co.. Ine.. 19,602
Breakfast Club Coffee__ 18,690
Albers Brothers Milling Co._ 18,224
Colonial Dames, Inc.___________._ 18.064
Seasid il 15,701
Wilmington Transportation Co.__ 18,787
Atlantic Refining Co.___________ 11,265
Alexander Smith & Sons Carpet
Co. 10,669
Bekins Van & Storage Co. 7.881
General Motors Corp. 8,431
Luden’s, Ine.__.__ 6,187
Nestle's Milk P 5.597
Gallenkamp Stores Co. 4.418
Tayton Co. ___ 4,152
Shell 0Qil Co._. 8,656
Eagle Oil & Refining Co. 2,384
Vultee Aircraft Corp._.__ 521
GRAND TOTAL_______________ $44,684.378
%
1941 1940 TIncrease
Jan, —_______$8,909,688 §$ 3,675,946 9.3
Feb, __ ,502,667 ,880,627 5.1
March - 8,928,902 8,518,170 11.8
April ___ 8,801,422 8,822,689 10.7
May _ 38,825,466 8,670,727 7.1
June - 8.7086.989 3,144,213 17.9
July _ 8,498,694 8,071,398 18.9
Auvg. _ 8,414,820 2,876,867 18.7
Sept. _ 8.527.262 8,109,863 134
Oct, - 8,898,979 4,001,492 *2.6
Nov. _ 8,708,096 3,689,778 .5
Dec.  —eee- 3,771,664 3,819,989 *1.3
TOTAL ._.$44,684,378 $41,025,649 8.7
* Decrease.
Advertising
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gain the Biggest Radio Year
in ‘Ra.«R"™ History

RUTHRAUFF & RYAN RADIO GROWTH 19371941

1937 1938 1939 1940 1941

_1 ey

2

NCE again Ruthrauff & Ryan has completed a record year
in Radio advertising. Figures for 1941 far exceed those of
any previous year in this Agency’s history.

But even more significant is the fact that this increased growth
has been due in large measure to the increased billing of our old
clients—good evidence that Ruthrauff & Ryan methods make them-
selves felt in Sales.

In achieving this success, Ruthrauff & Ryan has not been wedded
0 any one formula, nor limited to any particular kind of show.
Among our programs are included Comedy, Musical, Dramatic,
Variety, Daytime Serials, Audience Participation and “Spot”
Broadcasting.

Another important success factor is this Agency’s sales-minded
attitude toward “commercials.” Our “commercial” writers are
chosen for their salesmanship—for their ability to sell through the
spoken word.

Would you like to know more about the radio background of
Ruthrauff & Ryan—one of the few agencies in America with com-
plete radio facilities in che East, Mid-West and West Coast terri-
tories? We shall be glad to arrange an interview at your
convenience.

Ruthrauff & Ryan, Inec.

ddvertising
NEW YORK CHICAGO

ST. LOUIS . DETROIT - HOLLYWOOD
SAN FRANCISCO . SEATTLE . HQUSTON

www.americanradiohistorv.com

NETWORK PROGRAMS

MAJOR BOWES’' ORIGINAL AMATEUR HOUR
Sp. d by Chryslar Corparation dar Plymouth, Dodge P ger Caré and
Verucks, De Sote and Chrysler Mator Cors

EDWARD G. ROBINSON IN “BIG TOWN"

Sponsarad by lever Erothers Company for Rinse

BOB BURNS IN “THE ARKANSAS TRAVELER"
Spensored by Compkell Soup Company for Campbeil's Soups

“THAT BREWSTER BOY"

Sponsored by Quaker Oots Compony for Quaker Oats and Mother's Oats
"VOX POP"” with PARKS JOHNSON, WALLY BUTTERWORTH

Sponsored by Emerson Drug Campany for dromo-Selrzer

“GOOD WILL HOUR" with JOHN J. ANTHONY
Sponsored by Iranized Yeart Company for lrontzed Yeast

LANNY ROSS
Sponsorad by Compball Soup Company for Franco-Americon Spoghet,
Macareni, and Beef Gtary

“GRAND CENTRAL STATION"

Sponsared by Lever Brothars Company for Rinie

“QUIZ OF TWO CITIES”

Sponiored by Naxzema Chemital Company for Noxzema Skin Creom

“AUNT JENNY'S REAL LIFE STORIES™"
Sponsored by Lever Brothers Campony for Spcy Shorlening

“ELLERY QUEEN"

Sponsored by Emarian Drug Company for Brome-Seltzer

“BIG SISTER"

Sponsored by Lever Brothers Campany for Rinia

“ARE YOU A MISSING HEIR?"

Sponsored by lronired Yoot Company for lronized Yeast

"THE SHADOW"

Sponsored by Delawars, lockawanns & Westsrn Coal Compony for "blve cool’
""MEET MR. MEEK"
Sponicred by Lever Brothers Compony for IHebyoy Soop

"A HELPING HAND' with JOHN J. ANTHONY

Sponiored by lronized Yeast Compoay for lronized Yeort

“ORPHAN ANNIE"
Spontored by Quoker Qats Company for Pulfed Wheot ond Pufad Rice Sparkiss

NETWORK PROGRAMS IN CANADA

NG SISTER ... for Rinso

DG TOWN...for Rinso

CANADIAN THEATRE OF THE AIR... for Iranized Yeost
GRAND SCEUR .., for Rinso

LES SECRETS DU DR. MORMANGES...for lronized Yeost
LIONEL PARENT CHANTE.,.for Rinto

LUCY LINTON'S STORIES FROM LIFE ... for Suniight Seap
NAZAIRE and BARNABE . . _ for Lifebuoy Soop

TANTE LUCIE .. . for Sunfight Scap

“SPOT” PROGRAMS

AMERICAN CIGARETTE & CIGAR COMPANY, Inc. .. . for Pall Mall
Fomous Cigoreties

BINYON OPTICAL COMPANY ... Opticai Supplies

DODGE DIVISION OF CHRYSLER CORPORATION... for Dodge
Possenger Cors

DAVID G. EVANS COMPANY . ."'Old Judge'" Cafee

. FENDRICH, Inc. ... ¢or La Fendrich Cigars

GALVESTON-HOUSTON BREWERIES, lInz.... Beer ond Ale

GARRETT & COMPANY, Inc. ... Yirginio Dore” and Gorrett Wines
GILMORE OIL COMP