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Like
any

salesman . . .

Like any other salesman who has access to
America’s homes, a radio show should be

neat, clean, of good character and pleasant
personality.

And, like any other salesman, a radio show
must be a profitable investment for the
business which employs it.

All radio production at Young & Rubicam is
based on these two fundamental requirements.

Young & Rubicam, Inc.
ADVERTISING * New York Chicago Detroit San Francisco

Hollywood Montreal Toronto Mexico City London
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Su u :M:)u“m wl . g30PM without which it would be
o H
- Guild on the Al A better not to speak at all
Sunday f:e:‘:a:ns is the spieter*? < 10:00 PM
o tuses of ChliS\OPhE1WE|‘5 c8 BANKROLLER —sponsor (whom else?)
re
sunday 5::::;\\::‘ wilh De Sote” BOFF-—a guitaw
45 AM
piymouth spret? ABC 1049 CANARY —dame singer
istening Post )
Monday The Lis o stories o0 Ihe ether® 400" CLAMERQO—an egg or a turkey
(EOE et R ’ COW.CATCHER —product spiel before show
ade 0 9 -
Monday 'f:;::ywm, cchmeiz*) = 4:000M E. T.—electrical transcription
tum ETHER —air (what radio goes out on)
Mondat inner Sanc L:. with the 80071 10:30PM FLACK t
{ihe whoduhi NBC . —press agen
day The Fred Wﬁ'""‘ﬁ Show FOON—a snicker, more than a litter—less than &
LA (lotsa canaties®) ABC 10:45AM boffola.
wednesday The vistening Post ABC g:00PM HOOPER-DOOPER —a super-Hooper, natch
itie Pipee LIVE—-a2in't on the tecord
torsday Wi & yuks®) 4% AM
T (totga bolts* '“P - ABC 10:4% MELLER —melodrama
< taning POS
: The Listeniné g e PLATTER-BRAIN —dise jocke
Friday c8 jockey
satrday  LeUS Plel::‘dw Cream of Wheat) 12 NOOK ROYER BOY—account man
Ale
e 5 Theatre of Today €8BS SCHMERZ —oomph
trong
Saturd?y ?::‘uslhu Jeading Sat moth.
Woaper-dooper*) ngc  S4PW

SCHMO —emcee who don't know Irom nuthin’
SPIEL—commercial

SPIELER —announcer
STINKOLA—just what it says (a turkey that's been
in the sun too long)

STRIP—show that runs more than once 2 week
TEN PERCENTER —agent for tatent

WAX —master recording

WEB— network
WHISKEY-TENNER —expense account money

WHODUNIT — bang-bang script usually with private eye
YUK —so0 funny you bite the rug (or linoteum)
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F G5B stands fr
Firse Glass Bivadzasting

Seven Days a Week,

The Jack Benny Show, Tae American Tobacco Company

The Man Called X, Frigidaire Division.

General Motors Corporation

Breakfast Club, The Toni Company
This is Nora Drake, The Toni Company

Ladies Be Seated, The Toni Company

Hint Hunt, Armour and Compony

Portia Faces Life, General Foods Corporation
(Partial Sponsorship)

The Bob HOPG Show, Pepsodent Division,
Lever Brothers Conipany

Queen for a Day, Armour and Conpany
(South and Southwest)

Count of Monte Cristo, Pepsodent Birision,
Lerer Brothers Company (Pacific Coust)

Breakfast Club, Tke Toni Company
This is Nora Drake, The Toui Company
Ladies Be Seated, The Toni Company
Hint Hunt, Armoter and Company

Portia Faces Life, General Foods Carpusction
(Partial Sponsorship)

The Saint, Pepsodent Division.
Lerer Brothers Company (Pacific Coast)

The Big Story, American Cigarelte and Cigar
Company

Hint Hunt, Arnour end Company

Breakfast Club, The Toni Company
This is Nora Drake, The Tont Company
Ladies Be Seated, The Tous Company

Portia Faces Life, General Foods Corporation
(Partial Sponsorship)

Radio Reader’s Digest, Hall Brothers, Incorporaied

Queen for a Day, Armour und Company
(South gnd Soul hwest)

Breakfast Club, The Toni Company

This is Nora Drake, The Toni Company

Hint Hunt, Armiour and Company

Ladies Be Seated, The Toni Company
This is Nora Drake, The Toni Company
Breakfast Club, The Toni Company

‘lﬂ

Corp ion (Partial Sp 73

Portia Faces Life, Gexeral Foods
"

Your Hit Parade
The Awmerican
Tobacco Company

Give and Take
The Toni Company
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Ladies Be Seated, T Toni Company
Hint Hunt, Armour and Compeny

Portia Faces Life, General Foods Corpoiation
(Partiat Sponsorship)
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INDEX TO AM, FM, TV STATIONS BY STATES

STATE AM FM FM Grants v STATE AM FM FM Grants vV
Alabama .......... ... ...l 73 286 324 Rhode Island ..................... 216 . 331 284
Arfzona ... 15 boa 324 | South Carolina .... 216 316 231
ATKADSAS . .oooennenniinenetenn 16 286 324 ... | South Dakota 218 331
California .....ooooveervinenaennn. 80 286 324 278 | Tennessee ... 220 318 231 284
COlOTadO ..viniiini e 96 290 325 | 224 218 331 284
Connecticut ...........ocoeeeeens 98 290 325 218 | ULAR ..oveeenninaneniieienn 244 320 284
DelaWare ......o.ooooovvneieninans 102 325 2718 | Vermont ......................... 246 332
District of Columbia .............. 102 290 325 278 | ViEginia ......o..oin 246 320 332 284
FIOTa «.oooneennien i 102 290 325 278 | Washinglon ..o 250 320 332 284
GEOTEIR «.vevvveninerenirirneninns 108 292 325 .. | West Virginis .................... 253 322 332
EAaRO e 114 292 325 e WISCOMSIN .....eiiiiieenie 255 322 332 284
Mnois ..............c.cviivuunnn 116 294 325 278 i WyYoming ......cccoveeenneiine... 258 332
Indiana ............coiiiiieinnt 122 294 326 280 | U, . Territories and Possessions:

TOWa ... coiiei i s 126 296 326 280 ' AlASKR o ovoervnrie e 260
Kansas . .......c.occieevveiceinnes 130 296 326 ey HAWRE o oovrrrnnrrnnnnnnnns 261 .
Kentucky 132 208 321 280 | Puerto Rico .................. 261 330
Louisiana 136 298 327 280 ! _ o i
MRIIE ..o 138 298 327 !
Maryland ... 10 98 B 30 Official Count of U. S. Broadcasting Stations
Massachusetts .................... 142 300 327 280 (From records of FCC)
MichiBan ..............ccceeivensn. 146 300 327 280 | —— - — -
Minnesota ..........oceoieeriiiies 302 ik < &
::;“';::im‘, ::: o ;:: 280 ran.1,1022 ..oeeiiiiiiiinn 30 Jan. 1, 1939 ................. 64
WASSISSIDPE e * March 1, 1928 .............. 556 Jan. 1, 1980 ................. 814
MEHSSOUMT .\ eeiinins 156 302 328 282 | Oct. 1, 1024 ... 0 ST T ST mennsmon s o
Montama ... Bl -} June 30, 1925 ............... 571 Jan. 1, 1942 Cee. 923
Nebraska ........................ 160 302 328 . : June 30, 1926 ............... 528 Jan. 1,1943 ................. 917
Nevada .......... ..o iiiininiians 162 328 ! Peb. 23, 1927 c.iieiiiiiin.n. 733 Jan. 1,194 ................. 912
New Hampshire .................. 164 304 328 oo j July 11928 L 677 Jan. 1, 1945 ................. 943
New Jersey ...................... 164 304 328 282 | Nov. 9.1920 .........oovvn. 618 Jan. 1,146 ................. 1,004
New Mexico ...............ccoennns 166 328 282 | July 1, 1930 ........o..iilll 612 Jan. 1, 1947 ................. 1,520
New YOrk ..ooovoneininnninenens.. 169 304 328 282 | JUly 1, 1031 ...l (R b B 2 ococoosavsasunss 1,962
North Caroling ................... 182 308 329 | Jan. : 1932 i 808 Nore: As of January 20, 1948, sta-
North Dakota .................... 190 310 von © GLEh b (ERH) googoc000mnnaoan: 610 ions affiliated with four major net-
ORIO wooveeenaeiieeeeieians, 192 310 329 2gp | A0 11934 L 591 works as follows: ABC 265; CBS
Oklahoma 198 - o i Jan. 1, 1935 ........... .. ... 805 174; MBS 483; NBC 167. As of
"""""""""""" i Jan. 1, 1936 ...l 632 January 1, 1948, there were 374 FM
Oregon ...l 202 u 330 284 | Jan. 1, 1937 ...l 685 stations on the air, and 19 television
Pennsylvania ..................... 206 314 330 284 Jan.1,1938 ................. T21 stations. (See chart page 16).
ST. LOUIS’ No. 1 TEST MARKET for TELEVISION
. 0. or
St. Louis’ geographical location in the cen-  asm for television, KSD.TV’s accumulated
ter of the rich middle-west, and St. Louis’  know-how, and KSD-TV’s exceptionally
acknowledged reputation for economic  low rates offer an outstanding opportunity
stability, high purchasing power and for advertisers to start using television
product-loyalty make the area served by effectively RIGHT NOW. For details re-
KSD-TV the nation’s NUMBER ONE  garding schedules and availabilities, write
TEST MARKET FOR SELLING BY or call Free & Peters, Inc. or KSD-TV, the
TELEVISION. St. Louis Post-Dispatch Television Station,
The combination of St. Louis’ enthusi- 1111 Olive Street, St. Louis 1, Mo.
Page 6 o 1948 Yearbook Number BROADCASTING e Telecasting
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THE JIMMY DURANTE SHOW - -
(For Rexall Drug Co.)

ATLANTIC FOOTBALL AND
BASEBALL BROADCASTS
AND TELECASTS

el
HIRES TO YOU ayef'pﬂwemd

Phil Hanna and Phil Davis'

air shows

LUCKY STRIKE
FOOTBALL TELECASTS

THE ELECTRIC HOUR

T —THE HOUR OF CHARM
Phil Spitainy and the

THE TELEPHONE HOUR All-Girl Orchestra

Donald Voorhees,
the Bell Telephone Orchestrs,
and world-famous soloists

SOUND OFF with Mark Warnow
FOOTBALL BROADCASTS

(For U. 5. ARMY
and U. 5. AIR FORCE)

n. W. ayer & som, inc.

Philodsiphic, New York, Chicage, Datroit
Son Froncisco, Hollywood. Boston. Honolulu, London

BROADCASTING e Telecasting 1948 Yearbook Number o Page 7
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el ST, o S AU Lo LEE ML
1 Sell the Quaat-Hossion Manket |

'
% Central Indiana—not just Indianapolis —is
your primary market when your sales message
is broadcast over WIRE. In the populous 44
counties that comprise this area, over 464,000
families (1,629,435 individuals) have buying power of

more than one billion, seven hundred million dollars

— nearly fifty percent of the entire state’s!
« INDIANAPOLIS, IND.

\BC - 5000 WATTS Indianapolis, the sales Mecca of the Hoosier State, plays

NATIONALLY REPRESENTED BY daily host to hundreds of purchasers who come by automo-

JOHN E. PEARSON COMPANY - . . " : -
2 .O bile, train, bus and air fo shop in the Capital City. At home

Affiliated with " 2 . " ’ .
THE INDIANAPOLIS STAR their radios—like those of Indiana’s urbanites—are tuned

to WIRE and NBC—the nation’s most "listened to’' network.

1948 Yearhook Number * Page 8
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THE ARIZONA NETWORK

LASSO THIS MARKET-

*Official U. S. Census Bureau
estimates for July, 1947, show
Arizona’s population has in-
creased 31.6 percent since 1940.
This is the third fastest grow-
ing state in the United States
(lead only by the two Pacific
Coast states, California and
Oregon).

KOY- PHOEKIX 550 KC

KTUC-TUCSON 1400 KC

Coverage of this rich area is
assured with KOY’s dial set-
ting of 550 kilocycles.

KOY’s friendly, popular pro-
gram policy assures advertis-
ers of a large, responsive audi-
ence.

REPRESENTED BY JOHN BLAIR & CO. AFFILIATED IN MANAGEMENT WITH WLS CHICAGO

(000 WATTS CBS AFFILIATE

KSUN-BISBEE, LOWELL, DOUGLAS 1230 KC

BURRIDGE D. BUTLER- PRESIDENY

BROADCASTING * Telecasting 1948 Yearbook Number ® Page 9

wWwWWwW. americanradiohistorv.com


www.americanradiohistory.com

ANOTHER YANKEE JOINS THE QUARTER CENTURY CLUB

A pioneer New England radio station and one of
the original stations of The Yankee Network, serving

Providence and Rhode Island for twenty-five years.

WEAN

Aeceptance o THE YANKEE NETWORK ‘Powndation

THE YANKEE NETWORK, INC.

Member of the Mutual Broadcasting System

21 BROOKUNE AVENUE, BOSTON 15, MASS. Represented Nationally by EDWARD PETRY & CO,, INC.
Page_l() * 1948 Yearbook Number ) - N BROADCASTING » TeTcEsﬁng
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| LEADER IN BROADCASTING
P\ONEER\NG anp DEVE LOPMENT
4 FOR 25 YEARS /

‘ 2 o ,94

And our thanks to all who have shared in our progress

WNAC

Key station of New England's largest regional network and Boston originating
station of Mutual Broadcasting System, the world's largest network

THE YANKEE NETWORK, INC.

Member of the Mutual Broadcosting System
21 BROOKLINE AVENUE, BOSTON 15, MASS. Represented Nationally by EDWARD PETRY & CO., INC.

BROADCASTING - Telecastlng 1948 Yearbook Number o Page 11
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For better broadcasting equipment
...buy WESTERN ELECTRIC

HETHER vonr station is large or small, AM or FM, Western Eleetric
Woffers everything you need—from mike to antenna—to put your pro-
grams on the air at their best.

As throughout the history of broadcasting. Bell Telephone Laboratories

design and Western Electric craftsmanship assure you pace-setting per-

formance—and many vears of it!

There'’s a complete line ... AM or FM

DESIGNED BY BELL TELEPHONE LABORATORIES

Y g

1 B

AM TRANSMITTERS: You get
high quality, dependabil-
ity, and low operating cosi
in the 230 watt, 1 kw, 5 kw
and 50 kw Western Elee-

tric transmitters.

FM TRANSMITTERS: You get
many exclusive Western
Eleetrie features in the
Transview design 250
watt. ] kw, 3kw, 10 kw amd
50 kw FAM units.

SPEECH INPUT CONSOLES: Tlhe
popular23B and 23C inod-
els. Custom Built Consoles
10 mecl speeial needs, and
the 22D portable.

AMPLIFIERS: A complt‘lc line
of high quality amplifiers
lor every purpose. includ-
g the program-operated
level governing 1126C.

i

FM ANTENNAS: Western Elec-
tric Clover-leaf antennas
give you high efliciency
and a eiveular azimuth
pattern. Ior any poewer up
1o 50 kw.

MICROPHONES: Youy choice
of two famous Cardioids—
also the 610A A for ultra-
faithful single mike pick-
ups —or the rugged, de-
pendalle Salt Shaker,

LOUDSPEAKERS: New 87, 107
and 127 direct radiators
and a fine two-unit speak-
er to meet every station
need for top quality repro-
duetion.

VACUUM TUBES: Dutstanding
tulies for FM —a wide
range of both air and wa-
tereooled AM power tubes
—rectifier tubes for every
need.

REPRODUCER SETS: 1304 type,
with famous 9A or 9B re-
producers—also 304 type
panels—end flutter, rum-
hle, vibration troubles.

RELAY SWITCHING SYSTEM:
Solves difficult master con-
trol audio problems—sin-
plifies switching of several
audio program lines to
movement of one key.

SAMONITOR: Thisnew.mod-
ecately priced equipment
13 the only one that gives
vou «ll the features vou
want in a lrequeney and
modulation monitor for
' hroadeasting.

2A PHASE MONITOR: Makes
possible quick. aceurate
check of directional an.
tenna arvay ;uljuslmenl.
Antenna coupling and
phasing cquipment, 10o.

A line of plugs, jocks, cords, switches,
knobs, relays, headsets, transformers —
everything you need,

.. . and component parts:

- QUALITY COUNTS -

WWW.americanradiohistorv.com
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For complete supply service on
broadcasting equipment...go to GRAYBAR

N addition to serving the needs of the broadcasting industry for the
Western Electric items shown on the opposite page. Graybar supplies
many other items to completely equip the broadcasting set up. including :

Blaw-Knox Towers—Communication Products Transmission Line

Equipment—General Radio Broadeast Measuring Equipment,
Our 98 “broadcasting service stations,” listed below, also can supply

every electrical need for your studio. office or transmitter building in-

cluding wiring equipment, signaling equipment. lightin

There's a Graybar office near you

ALABAMA
Birmingham 3
1529.31 First Ave.. N.
Tel.: Birmingham +-1%61

ARIZONA
Phoenix 2
434 W. Madison Sireet
Tel.: Phoenix 3-6131

ARKANSAS
Little Rock
417 Byrd Sireet
Tel.: 5-1216

CALIFORNIA
Fresno
101 Van Ness Avenue
Tel.: 3-8347
Los Angeles 12
201 Sama Fe Avenue
Tel.: Trinily 3321
Oakland 4
222-24 Ninth Street
Tel.: Glenconrt 3151
Sacramento 1
1900— 1 41h Street
Tel.: 2-1828
San Diego 1
T30 Srate Sireel
Tel.: Frunklin 1361
San Franciseo 1
Nioth & Howard Streets
Tel.: Market 5131

COLORADO
Denver 2
18th and Bluke Sirrets
Tel.: Tabor 7116

CONNECTICUT
artford 6
153 New Park dve.
: Hartfurd 32-4401
New Haven 7

Tel.: New Haven 8-4163
DELAWARE
Wilmington 3
1003-1007 W. Fourth St.
Tel.: Wilmington 4.6213
DIST. OF COLUMBIA
Washington 2

60 Florida Ave.. N.E.
Tel.: Adams 4800

FLORIDA
Jacksonville 1
12th and Main Sireels
Tel.: Jacksonville 5-6785
Miami 30
835 Northwest Fitst Ave.
Tef.: Miami 2-3168
Orlondo
53335 W. Ceniral Ave.
Telc: Orlamlo 6133
Tampa |
H Eflamae Street
Tel.: M 2601
GEORGIA
Atlanta 1
167 Wahon Street. N.W'.
Tel.: Cypress 1751
Savannah
370 Indiati Sireet
Tel.: Savannah 2-1121
10AHO
Boise
2227 Fuirview Avenne
Tel.: Buise 6313
ILLINO1S
Chicage 7
850 West Jackson Blvd.
Tei.: Canal 4104
Peoria
212 E. Stale Sireet
Tel.: Peoria 4-8211
INDIANA
Evansville 14
1709-1713 E. Columhia $1.
Tel.r 3-3484
Hammond
830 Calumel Avenne
Tel,: Sheffield 5830
Indmnupo 7
400 W, Ohi
Tel.: Riley 75
10WA
Davenport
206-210 East 31l Sipeet
Tel.: Davenpori 3-2769
Des Moines 9
24 Eleventh Street
Fol.2 Des \uines 2-8611

KANSAS
Wichita 1

424 No. Rock Island Ave.

Tel.: Wichna 34294
KENTUCKY

Louisville 8

§24-628 Myrile Sireet

Tel.: Maxnolia 0210
LOUISIANA

New Orleans 10

601 South Pelers 51.

Tel.: Canal 1667
MAINE

Portland 3

Center & Cominsereial Sis.

Tel.: Portland 3-1761
MARYLAND
Baltimore 2
10@ South Sireet
Tel.: Saraloga 3050
MASSACHUSETTS
lollon 16
lnmbus Avewre

hington Strect

:frld 14373
8

165 Commiercial Street

Tel.: Worgester 64311
MICHIGAN

Detroii 1

55 Wesl Canfield Ave.

Tel.: Tewmple 1-3500

Flint 1

£18-122 E. Third Steeet

Tel.: Flint 21101

Grand Rapids 2

132 Monree Ave,. N.W

Tel.: Grand Rupids &-1231

Lansing 2
123 E. Shiaw av-ee Sireel
Tel.: Lansing 1-3134

MINNESOTA
Duluth 2
320 West Vst Sivect
Tel.: Melruse 6616

Minneapolis 15

824 Sonth Fourth $t.

Tel.: Geneva 1621

51, Paul }

464 Robhert Sirect

Tel.: Cedar 7191
MISSISSIPPY

Jackson

758 Ricks Sireet

Tel.: 3.6316
MISSOURI

Kansas City B

1644 Baltimore Asemiic

Tel.: Grand 0324

$1. Louis 3

2642 W ingluby Ave.

Tel.: Newstcad 4700
MONTANA

601 E. Aluminuan Sireel
Tel.: 3234

NEBRASKA
Omaha 2
1120 Capitol Avenne
Tel.: Allamic 5710

NEW HAMPSHIRE

Manchester

102 Hampshire Lane

Tel.: Mancherer 1363
NEW JERSEY

awark

2 Liberiy Street

Tel.: Market 2-3100
NEW YORK

Albany 4

40 Van Woert Street

Tef.: Alliany 5-1364

Binghamton

603 Press Bldg.

Tel.: Binghamion 23920

I!-Mulo 3

T7-79 Swan Sireet
Tel.: Washington iTon
New York 14
180 YVarick Street
Tel.: Watkins 1-3000
Rochester 4
186 Naorth Waler Sireel
Tel.: S1one 1100

Z. tower. ete.

Syru:uu 1

T North West Street
Tel Syracuse 2.12%1
Utica
115 Genesee Siteel
Tel.: Ulica ¢-1815

NORTH CAROLINA
Asheville
221 Patlon Avenue
Tel.: Asheville 6002
Charlotte 1
120 W. Morehead Sireet
Tei.: Charlotie 7177
Durham
303 South Duke Sireet
Tel.: Ducham F-113
Winston-Salem 1
321-327 Brooksinwn Ave.
Tel.: Winslon-Salew 3173

OHIO
Akron ¢
235 James Streel
Tel.: Franklin 2121
Cincinnati 10
715 W. McMirken Ave.
Tel.: Main 0600
Cleveland 14
1010 Roekwell Avenne
Tel.: Cherry 1360
Columbus 15
Third and Chestum Ste.
Tel.: Main Ht08
Dayton 2

332 Weat Munonenl Aredue

Tel.: Hemloek 1268
Yoledo 2

1700 Canton Street

Tei.: Main 8131
Youngstown 1

602 West Rayen Avenue
Tel.: Youngslomn 41578
OKLAHOMA

Oklohoma City 2

60 Wesl Main Strecl

OREGON
Evgene
2180 W. Sixth Streel
Tel.: 6260
Portland ¢
Park & Flamlers Sis.
Tet.: Broadway 1445

PENNSYLVANIA
Allentown
1941 Hamilien Sireel
Tel.: Allentown 3.3181
Belhlehem 1-0637
Harrisburg
1019 So. 13th Sireet
: Hurrishurg 7303
Phlladllnhla 7
910 Chierry Street
Tel.: Walun 2-3105
Pitisburgh 22
37 Water Sireet
Tel.: Court 4000
Reading
22 Sowth Third Sireet
Tei.: Reading 6231

RHODE ISLAND
Previdence 3
191-196 Richmami Sireet
Tel.: Dester 8100
SOUTH CAROLINA
Columbia
1927 AMain Sireet
Tel.: Columhia 2-2125
TENNESSEE
Chummaegc 1
222 C 1

Kno;‘vnlle
Henley 1. & Union Ave.
Tel.: Rnaille 3-6171

184 Saoth From Street
Tet.: Memphis 37-3421
Nashville 2

—8lh Ave. So.

¢ Xashville 6-7161

Tel.: Oklahoma City 3-9351 TEXAS

Tulsa 4
2106 East 12th Sireet
Tel.: 6-113]

www americanradiohistorv com

Amarille
701 Faal Tlnnl Arehue
Tel.: 26571

Tel.:

Beaumont

1070 Famiin Sireet

Tel.: Beaumon! 2-8184

Corpus Christi

1310 A!nel Sireet

Tel.: C. C. 6374

Dallas 2

400 So. Anstin Street
Tel.: Cerural 6431
Fort Worth 2

1107 Fuch Street

Tel.: Fort Worll
Houston 1

2001 Commerre Sireet
Tel.: Charter 1+3361

$an Antonio 8

1401 No. Hackherry Si.
Tel.: Faunin 6274

3-4525

UTAH

Salt Lake City 13
245 Sonth First Wen St
Tel.: Salt Lake City 3+38%

VIRGINIA

Norfolk 1

333 West 2151 Street
Tel.: Norfolk 2.2727
Richmond 19

611 and Cary Sireet.
icliny 2.2831
Roanoke 5

Salem Ave. & Sinth St
Tel.: Roanoke 8105

WASHINGTON

Seattle 4

King & Occidental $16.
Tel.: Main 4633
Spokane 8

132 Souih Post Street
Tel.: Riverside 3151
Tacoma 1

2112 A Street

Tel.: Main 9166

WISCONSIN

Milwuckee 2
778 N, Milwaukee Street
Tel Marqrette 1946
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NE

FREE & PETERS, INC.

Pioneer Radio and Television Station Representatives
Since May, 1932

3 YTHE COMPANY /

\&\f "

.

KEEPS '

-

G e

OR sixteen years, Free & Peters has “kept com-

pany” with an ever-increasing group of the
best-managed (and most productive) major radio
stations in America—and with an ever-increasing
list of the most successful radio advertisers and
agencies in this country.

EXCLUSIVE REPRESENTATIVES:

ALBUQUERQUE KOB
BEAUMONT KFDM
BOISE KDSH
BUFFALO WGR
CHARLESTON, S. C. WCSC
COLUMBIA, §. C. wiIS
CORPUS CHRIST! KRIS
DAVENPORT wocC
DES MOINES WHO
DENVER KVOD
DULUTH-SUPERIOR WDSM
FARGO WDAY
FT. WORTH-DALLAS WBAP

HONOLULU-HILO KGMB-KHBC

HOUSTON KXYZ
INDIANAPOLIS WISH
KANSAS CITY KMBC-KFRM
LOVISVILLE WAVE
MILWAUKEE WMAW
MINNEAPOLIS-ST. PAUL WTCN
NEW YORK WMCA
NORFOLK WGH
OMAHA KFAB

PEORIA-TUSCOLA WMBD-WDZ

PORTLAND, ORE. KEX
RALEIGH WPTF
NEW YORK: CHICAGO: DETROIT:
444 Madison Ave. 180 N. Michigan Ave. Penobscot Bldg. ROANOKE wDBJ
Plaza 5-4130 Franklin 6373 Cadillac 4255 SAN DIEGO KSDJ
ST. LOUIS KSD
SEATTLE KIRO
SYRACUSE WFBL
FT. WORTH: ATLANTA: HOLLYWOOD: SAN FRANCISCO:
406 W, Seventh St. 322 Palmer Bldg. Hollywood 215) 58 Sutter St. TERRE HAUTE WTHI
Ft. Worth 36-3349 Main 5667 6331 Holiywood Bivd. Sutter 1-4353 Television
ST. LOUIS KSD-TV
Page 14 o 1948 Yearbook Number BROADCASTING e Telecasting
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Analysis of Broadcast Advertising

BROADCAST ADVERTISING in
1947 continued its upward dollar
volume swing, which, with the ex-
ception of 1933, has continued un-
broken In every year of commercial
radio. America’s high Income levels
and general prosperity are accurate-
ly refiected in the broadcast adver-
tising figures for 1947.

Total net time sales amounted to
an estimated $356,690,000, a gain of
7.5% over 1946. This is in contrast
to the 68% increase in 1946 over
1945, indicating that radio Is strong
and healthy in its second post-war
vear. It should be remembered,
however, that the average yearly
per cent of increase in the pre-war
period from 1932 to 1943 was 19.6%,
almost three times the 1947 increase.

Net time sales represent gross
billings less frequency and promo-
tional discounts and therefore com-
prise the gross receipts of the me-
dium from the sale of time. These
receipts are before the deduction of
agency commissions which are con-
sidered an expense of sales.

It Is difficult to estimate receipts
from the sale of talent and similar
sources on a Ssample basis. How-
ever, these receipts will amount o
about $20,000,000 in 1947, bringing
the total of radio’s gross revenues
to approximately $377,000,000. Add
to this an estimated $70,000,000 spent
by advertisers for talent and pro-
grams on their own account, and the
1947 expenditures for radio advertis-
ing amount to approximately $447,-
000,000.

Trends Within Medium
{Refer to Table II)

Local advertising was the out-
standing leader in 1947, increasing
16.6% over the previous year, as it
did in 1946. For the first time in
radio history, local time sale dollar
volume exceeded network time sales.
The figure for local time sales Is
2.8% above the figure for network
sales—an estimated $10,300,000 =zu-
periority.

BROADCASTING

The editors feel that this 14th BrOADCASTING Business Inder is the most com-
plete yet presented. The 25% sample of existing stations proved also to

show 25% of the total revenues from time sales.

The stations polled repre-

sent e careful cross section of existing AM stalions, with allowence for
class of stations, city size, geographic distribution, and between newiy-

established and older stations.
supplied compiete information.

In addition, substantially all neiworks

TABLE I
RADIO NET TIME SALES 1946-1943

% 1947 %

Class of Business 1846% Total (Estimated) Total
National network .............. $126,737,727 38.2 $125,450.000 35.2
Regional network ........o.s... 5.728.871 1.7 5,890,000 1.7
National & regional non-network 82,917,505 25.0 89,600,000 25.1
Local ..e.aniiiees 0000a0000000000 116,380.301 35.1 135,750,000 38.0
9¥e{#8l a500000000000000000 $331.764.404 100.0 $356.690.000 100.0

* Source 1946 data: FCC reports

While regional and national spot
sales gained, network time sales de-
creased 1.1%, the first annual de-
cline since 1933, when sales dropped
19.4% from 1932. For comparative
purposes, both 1846 and 1945 showed
gains of 0.8%. In the war years of
1943 and 1944, the gain was 19% and
24%, respectively.

Estimates on network receipts are
based on net time sales less certain
duplications inherent in network

operations, but which are not usually
determined until publicatlon of
complete FCC data late in the year.

National and regional non-net-
work time sales (national spot bus-
iness) increased 8.1% over 1946. This
Is a slight decrease in relative posi-
tlon from the 1946 gain, which was
9.7%. However, it exceeds the 1945
gain of 7.1%. It is important to
note that national spot sales have
shown continuing gains annually

since 1934, but that, beginning in
1945, this increase has been consid-
erably less than in the 1940-1945
period. In 1944 and 1943, the gains
were 24% and 16.3%, respectively.

Reglonal network gain was 0.5%
over 1946, when a 10.7% decrease
was shown. In the previous year,
1945, regionals showed a 4.1% In-
crease. In 1947, the regional net-
work position remains steady, with
& slight gain in an increasingly
competitive year.

The outstanding growth of local
time sales is even more impressive
when the trend in the yeats 1939 to
1947 is taken into account. The
dollar volume of local time sales
has increased three and a half
times in that nine year span. While
other categories have shown relative
decrease or only small gain, local
sales increased equally in 1947 and
1946.

Factors responsible for this devel-
opment include:

1) The expanslon In the general
level of prosperity in the American
economy which has reached into
the smaller local markets. Farmers,
small retailers and service businesses
have shared alike In the general

TABLE II
RADIO NET TIME SALES—1935-1947

Increase over

National previous year Regional previous year

Class of Busi

Increase over Natlonal Increase over
Non- previous year

Increase over

Increase over
previous year

previous year
(%)

wWwWWwW. americanradiohistorv.com

Year Network (%)} Network (%) Network (%) Local (%) Total
13:;5 & $39.737,867 AN Ba0a00a0 acoa $13,805.200 Q000 $26,074,476 wer $79,617,543 0000
19367 ... Ceee e e e ooeo, . oapacas 0gao. . oapaocos
1937 56,192.3 41.4 2.854.047 acoo 23,117,136 67.4 25,745,394 37.1 117,908,973 48.1
1938 56,612,925 0.7 Bacaoooo aooo 28,109,185 216 32,657,349 (—8.7) 117,379,459 06
1939 62,621,689 10.6 B ogonas 0poo 30.030,563 6.8 37,315,774 14.2 129,968,028 10.7
940 71,919,428 13.1 1,869,583 ooao 37,140,444 238 44.758.792 200 155,888,247 20.5

1941 79,621,534 10.7 2,152,073 47 681,959 23.0 51,697,851 15.5 179,753,217 154
1942 84,383,571 6.0 2,631,788 (—-4.3) 51,059,159 11.8 53,898,916 4.2 191,973,434 6.7
1943 100,051,718 19.0 4,593,967 248 59,352,170 16.4 64,104.309 18.9 228,102,164 19.8
1944 124,680,747 248 6,150,656 33.8 73,312,899 23.5 84,960,347 2903 289,104,643 26.8
1945 125,671,834 0.8 6,414,526 4.1 78,583,644 1.2 99,814,042 17.5 310,484.046 3
1946 128,737,727 0.3 5,728,871 (—10.4) 82,917,505 5.5 116,380,301 18.6 331,764,404 6.9
1947 125,450.000 (-—1.1) 5,890,000 0.5 89,600,000 8.1 135.750,000 18.8 356,690,000 15

Sottrce; 1935 Census of Business; other years, FCC reports, except 1947 Broadcasting Yearbook estimate.

1Nation-wide and regional networks combined.

2 Data not avallable.
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TABLE 111

Estimated Percentage of Increase or Decrease in Revenues by Class
of Station and City Size in 1947 as Compared to 1946

Class of Station

Percent Change————

Natl. & Reg. National

and City Size Network Spot Local Total
Clear Channel -
Over 250,000 .. 24 5.1 —6.8 1.4
50,000-250,000 4.4 16.3 13.3 12.0
Under 50,000 . —54 8.9 16.7 3.9
Total ... ...vveene 2.4 6.5 —4.5 2.7
Reglonal Channel
Over 250,000 ., -1.8 14.4 1.7 5.0
50,000-250,000 —5.1 3.0 T4 2.7
Under 50,000 ... —5.0 3.0 10.9 a1
Total .eoiiiivarianiiaannns —24 10.1 4.1 44
Local Channel
Over 250,000 —0.6 6.9 11.4 83
30,000-250,000 —0.9 21.3 20.0 14.9
Under 50,000 —8.4 7.2 16.0 11.0
Total —4.0 10.3 15.1 10.8

prosperity, and new and better local
markets have developed.

2) The great increase in the num-
ber of local and daytime regional
statlons, most of which now serve
markets which had not heretofore
had adequate radio service.

3) The addition of numbers of sta-
tions in older markets. This devel-
opment has added to the amount
of radlo time avatlable to retaflers,
service industries, and smaller en-
terprises having primarily local or
regional markets.

4) The increased use of radio as
an advertising medium by businesses
with relatively small advertising
budgets. As time has becomne avail-
able to more advertisers, more have
become educated to the effective
selling power of broadcasting.

The sum of these factors has
created the steadily increasing trend
to bigger volume of local radio ad-
vertising,

New Stations

A remarkable vigor on the part of
new stations is reflected in data
gathered by BroancasTiNG from
150 stations established since Jan. 1,
1945, These 150 stations reported
time sales revenue of $8,703,887 for
1947—an average of $58,026 per sta-
tion for the flrst year’s operations.
This figure is even more surprising
when the fact that some stations did
not have a full year of commercial
operation in 1947 is taken into con-
sideration.

Only 30 of the 150 new stations
showed any revenue in 1945, an in-
dication that many of them started
operation about Jan. 1, 1947 or larer.
The thirty reporting for 1948 showsd
total time sales of $1,115,319—an in-
dividual average of $37,177 for that
vear.

As would be expected, local bus-
iness represented 89.6% of the rev-

TABLE IV
ESTIMATED GROSS BILLINGS-—-1947

Estimated

Class of Business Gross Billings
National network ......... $191,300,000
Regtonal network ......... 7,250,000

National and regional

enue of these new stations in 1947,
and 859% of revenue in 1946.

It would seem from the general
data on broadcast revenues, show-
ing predominant growth in local
stations and local time sales, that
the immediate trend Is toward local
advertising, and that this trend will
continue in 1948. An examinaticn
of FCC records also indicates that
there will be more local stations on
the air in 1948, and a corresponding
impetus toward more growth in the
volume of Iocal radio business.

It can be sald, also, that the
strength of local time sales indicates
that the local outlets will compete
with other media on a near-equal
footing for the 1848 advertising
dollar.

Business by Class of Stations
{Refer to Table III)

Revenues of all classes of stations
increased In 1947—each class taking
a share of the increased total rev-
enue for the year. Again, as in
19846, the local stations contributed
most heavily to the relative percent-
age increases. With the exception
of the clear channel stations in
citles of 50,000-250,000 population
which showed a 12% gain, the local
class was the biggest gainer, with
a much higher average gain than
the other two classes.

As shown in Table III, the locals
gained 10.8% over 1946, while clear
channel gained 2.7% and regionals
gained 4.4%. The leading position
of the local stations continues the
trend of recent years.

A 10 year survey in the 1947 Year-
book showed that average local sta-
tion revenues grew 126.2% from 1937
to 1945, as compared with an 86.9%
increase for regionals and a 45.5%
increase for clear channel stations.
With 1947 figures, 1t is evident that
the radio dollar is being spread even
further among regional and local
outlets, especially the latter.

Local stations also ran away with
the honors in the per cent of gain
in national spot volume; registering
a 0.2% lead over the regionals and
leading the clear channel stations
by a 3.8% margin. This increase in
national spot sales is due in part,
to the decresse in network time

non-network 126,300,000

Local ........... 226,000,000

Total .......... $550,850,000
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sales, which allowed more available
time for spot advertisers.

Station revenues from national
and regional networks reflect the de-
cline in national and regional net-
work volume of time sales (See
Table I).

With the exception of the clear
channel stations in cities above 50,-
000 population, all classes shared in
this decrease. There is evidence
of a trend toward a decrease in rev-
enues from these two sources in
markets under 50,000 population for
all classes of statlons. It is appar-
ent that advertisers have eliminated
some of the secondary markets in
their 1947 advertising strategy.

Regional and local outlets also
showed the greatest galn in national
spot sales, 10% for both classes, as
agalnst 6.5% for clear channel sta-
tions.

Major share of the Increased
dollar volume of local time sales
went to the local stations, which
registered a 15.1% gain over 1946
in this category, while regionals
showed @ slight gain of 4.1%, and
clear channel local time sales
dropped 4.5%.

Both of these time sale categories
followed a trend established In re-
cent years.

Radio Gross Billings
(Refer to Tables IV & V)

Estimated gross billings for radio
advertising time during 1947 were
$550,850,000. Gross billings repre-
sent radjo advertising volume at the
one-time card rate and therefore are
of limited value in comparing radio
advertising volume with other media.
Discount structures vary greatly
from medium to medium and com-
parisons of gross billings by no
means accurately refiect media posi-
tions or trends.

Estimated gross billings for 1947
are given in Table IV, and network
and station billings for 1927-1947
are given {n Table V.

TABLE V
ESTIMATED RADIO GROSS BILLINGS
—=1927-1947
(000’s omitted)
V tional

Year network  Others Total
$087 $4,820
3,873 14,100
7,604 26,800
12,806 40,500
18,498 56.000
.79 61,900
5, 57,000
30,228 72,887
o 38,209 87,524
5 X 47,880 107,551
o . 75,314 144,142
1938...... 71,728 78,380 150,118
1939 83,114 ,000 171,114
6.4 123.344 218,800
, 154.274 261,174
2. 8,200 167.280 285,480
1943, g 00,499 352,280
1044, . 256,033 446,710
i 88,583 479,330
1946...... 193,010 319,400 512,410
1947...... 101,300 1 359,550 550,850

1 Source: Publishers’ Information Bu-
reau.

Comparison with Other Media

Newspaper and magazine adver-
tising shared, naturally, in the gen-
eral high advertising volume in 1947,
Faced with the same basic cost prob-
lems that plagued publishers In
1946, and with continued paper scar-
cities, profit margins were slim, but
volume remained high.

Newspaper advertising increased
163% In the flrst 11 months of
1947, compared to the same 11-
month perfod in 1946. In contrast
the 1846 gain was 24.3% over 1943.
(All figures are taken from Media
Records reports.) Automotive ad-
vertising showed the greatest gain,
registering a 64% increase; followed
by general and total display, which
gained 18.8% and 12.7%, respectively.
The only category showing a loss
was flnancial, which decreased 8.4%
from its 1946 total. Display adver-
tising increased 17.7%. Classified
advertising, the leading gainer in
1946 with a 323% increase, gained
only 12.09 in 1947.

Magazine advertising continued to

Growth of AM, FM, TV Stations in the U.S.

(Based on FCC data)
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12 YEARS

NEWSPAPER OF
THE AIR on the air
over Don Lee Net-
work for our client
Miles Laboratories,
Inc. for 12 consecu-
tive years.

8 YEARS

QUIZ KIDS on the
air coast-to-coast for
our client Miles Lab-
oratories, Inc. for 8
consecutive years.

7 YEARS

LUM AND ABNER
on the air coast-to-
coast for our client
Miles Laboratories,
Inc. for 7 consecutive
years,

7 YEARS

NEWS OF THE
WORLD on the air
over NBC for our
client Miles Labora-
tories, Inc. for 7 con-
secutive years.

2 YEARS

QUEEN FOR A DAY
on the air over MBS
under the complete
or partial sponsorship
of our client Miles
Laboratories, Inc.
since its premiere two
Years ago.

RENEWALS

DON'T
JUST
"HAPPEN"

Wade Advertising Agency
knows that the best way to
keep a program on the air
year after year Is to see to
it that the program pays
off for the client in sales
and profits. The record of
five programs sponsored by
our largest client, Miles
Laboratories (Alka-Seltzer
and One-A-Day Brand Vi-
tamins) illustrates what we

mean.

WADE
ADVERTISING
AGENCY

¢¢n¢t¢l -ﬁdvettidin; Counsel

CHICAGO ¢ LOS ANGELES_ |
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show the increase that has been the
trend for the last five years. A 10-
month figure available at publica-
tion date, shows a 6% increase in
magazine advertising in 1947 over
1045. Farm papers, refiecting the
high level of prosperity in the farm
market, showed an increase for the
first 10 months of 1947 of 32%. This
figure is four times the relative gain
in 1946, which was 8%.

FM and Television

FM and Television made strides in
commercial use during 1947. How-
ever, the volume of business was rel-
atively small, and no tabular sum-
mary has been included, With im-
portant TV and FM expansion pre«
dicted for 1948, it is probable that
significant beginnings in time sales
will occur, making 1947 data come
into focus in the light of 1948 fig-
ures,

As an Indication, however, 20 FM
statlons with an average of eight

TABLE VI
Nation-Wide Network Gross Billings by Product Groups,
1946-1947 1
1946— —1947

Gross % Gross o
Product Group Billings Total Billings Total
1. Automobile and accessories ...... $8,888,330 4.8 46,900,000 3.6
2. Bullding materials .........s 0000 2,502,087 15 2,485,000 13
3. Cigars, cigarettes and tobacco .... 15,728,205 a1 18,082,000 0.4
4. Clothing and goods ........ 1,423,828 0.7 993,000 0.5
5. Confectionery and soft drinks 7,646,05 3.9 5,085,000 2.7
6. Drugs and tollet goods ... 61,307,188 313 55,282,000 289
9. Financial and insurance .. 4,221, 2.2 5,477,000 2.9
8, Food and food beverages .. 42,834,713 22.3 47,207,000 24.7
9. Garden and field ......... 109,520 201,000 a
10. Household and furnishin, 5,088,411 2.8 4,863,000 .6
11, Jewelry and silverware . .. 1,214.058 0.8 1,138,000 06
12, Lubricants, fuel, ete. ... oo 6,722,715 3.4 5,796,000 3.0
13. Machinery, farm ¢quipment, etc. .. 61,074 0.5 285,000 0.2
14, Paints and hardware ............., 57,383 0.0 99,000 0.1
15. Radios, phonographs, etc. 1,196,238 0.6 1,770,000 0.9
16. 8hoes and leather goods .. 328, 5 0.2 1, 0.2
17. Laundry eoaps and househ 17,550,163 9.0 20,691,000 10.8
18. Sporting goods ........ 70,54 22 143,000 an
19. Stationery and Y;lbllsher 6,277,626 g 6,804,000 f
20. Travel and hotels .... 126,459 0.0 201,000 0.1
21. Beer and wWines ............oci000. 2,362,107 14 2,108,000 1.
22, MISCEHANEOUS . .eeveetonarnasinasne 6,414,570 34 5,129,000 2.
TOtAl ..uvieeiinninnniannns $193,009,500 100.0 $191,300,000 100.0

1 Source: Publishers Information Bureau Summaries for 1946; estimates for
1947 totals by BROADCASTING On basis of 10 months PIE figures.

all this ..

SPECIAL—Lennen & Miichell pio:
neered in putting play-by-ploy
boseboll on oir. Above, Red Barber
doing the Dodger gomes.

and television, too = »

NETWORK — Morgan, Ameche and Lang-
ford "take five" during rehearsal of Old
Gold show A Lennen & Mitchell production.

DREAM GIRL—There's showmanship plus in Lennen &
Mitchell's “Dream Girl” spot for Colgote’s Lustre-Creme.
Heard an Dennis Doy, Blondie, ond Can You Top This.

=

from the rodio and delevision workahops of

lennen & mitchell, inc. adeertising
HI.!'L:'. Frodeo Do, Hiver'y Hills, Calif. = 57 E. 45k Siveet, Now York 17, 0L T,
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SPOTS—Thousands of
spots—written, di.
rectéd and produced

by L ond M ...placed
every month for clients
fike Lorillard, Ruppert,
Colgate.

months commercial operation re-
ported a total of $138,000 time sales
in all categories. This would indi-
cate that the time sales for all FM
stations was something less than
$500,000 in 1947.

It also seems probable, from fig-
ures submitted, that the sale of TV
facilities to advertisers was In excess
of $500,000 last year.

Neiwork Advertising by Class
of Product
(Refer to Table VI)

Classification of total network time
sales by product groups fails to dis-
close any significant change within
groups, or in the relative posttion of
the traditional leading product ad-
vertisers. On the basis of a report
on the first 11 months of 1947, slight
shifts in percentages are apparent
in several groupings. The largest
change in any product group’s stand-
ing by per cent of total billings was
about 3%,

Drugs and tonet goods, the usual
leader, declined about 11% from its
1946 purchases of radio time, but
dropped only 29% in its relative
standing within the product groups.
Drugs and remedies remained about
the same, leading the product group
classification, but there was a de-
crease in the tollet goods group. The
cosmetics category showed indica-
tions of a minor gain in 1947, while
dentifrices dropped considerably.

Automotive Industry advertising
dropped 23¢9, from 1846, and most
of this drop took place in the pas-
senger car division, with truck, and
tire and tube remaining almost con-
stant; accessories showing a slight
gain. The drop in passenger car
advertising was about 55%.

The tobacco industry showed a
13.6% increase over last year's fig-
ure—a dollar increase of about
$2,300,000. Food and food beverage
advertising showed a gain of 8.9%.
This percentage was spread rather
evenly throughout the several cate-
gories, and cannot be attributed to
a sharp increase in any particular
category.

The soap ana housekeeping sup-
plies manufacturers upped their ad-
vertising budgets an estimated
16.5% In 1947, and paid about $20,-
691,000 for radio time during the
year.

Among the smaller radio advertis-
ers, travel and hotels, sporting goods,
paint, and garden and field showed
the greatest percentage gains in
1947, registering increases that
ranged from 1095% to 523% over
1946. The largest declines were in
clothing and dry goods, confection-
ery and soft drinks, farm machinery
and miscellaneous. This last cate-
gory dropped 24.8%.

The confectioneries and soft
drinks group suffered mainly from
a decrease in the advertising by soft
drink accounts.

Drugs and toilet goods, foods and
food beverages, laundry soaps, house-
keeping alds, and tobacco advertis-
ing, in order of their advertising
volume, together accounted for 73.8%
of network time sales. Of these
groupings, only drugs and toilet
goods showed a decrease for the
year.

BROADCASTING ¢ Telecasting

www americanradiohistorv com


www.americanradiohistory.com

°
s
B tﬂﬂt L‘Y not the name for some

island in the South Pacific. It's aviation

lingo for “jet-assisted-take-oft” and refers

to the method of quickly launching

heavily laden planes from short runways.

Er the advertiser who wants JATO

Battimone's Listening Falbet

resules in quickly launching his product in a proht-
able market, we suggest WCBM. From a lengthy m
record of successes we can offer a large audience and

John Elmer George H. Roeder
assure rapid sales acceleration. You'll find WCBM Presidant General Manoger
MUTUAL
a necessary part of your plan in expanding distribu- BROADCASTING SYSTEM
WEED and COMPANY
tion. Call on us to show you how we go about it. EXCLUSIVE NATIONAL REPRESENTATIVES
BROADCASTING ¢ Telecasting 1948 Yearbook Number e Page 19
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RETAIL RADIO SALES IN THE UNITED STATES, 1922-1947

(Compiled for the 1948 BROADCASTING YEARBOOK by 0. H. Caldwell, Editor of “Tele-Tech.”)

Total Sets Sold Total Tubes Sold Auto Sets Sold Total Sales of Auto Sets Total Radio
Broadcast Re- Homes with in Use Sets in Use
ceivers, Tubes, Radio Sets in U. 8.
Batteries, Parts
Number Value Number Value Value Number Number
100,000 $5,000,000 1,000,000 $6.000,000 $680,000,000 360,000 @ ........ 1 400,
550,000 15,000,000 4,500,000 12,000.000 136,000,000 1,000,000 00000000 1 1,100,900
1.500,000 100,000,000 12,000,000 36,000,000 o 000 2,500,000 ... 3.000.000
2,000.000 185.000.000 20,000.000 48,000,000 000,000 3,500,000  ........ 4,000,000
1.750,000 200,000,000 30.000.000 58.000,000 506.000.000 5,000,000 ‘ee 5,700,
1,350,000 168.000, 41,200.000 87,300,000 425.600,000 6,500,000 saamaaan 7,000,000
3,281,000 400,000,000 50,200,000 110,250,000 690.550.000 7,500,000  ........ 8,501
4,428,000 600.000.000 69,000,000 7 000 842,548,000 9,000,000  ........ 10,500,000
3.827.800 300,000,000 52,000.000 116.600.000 496,432,000 12,048.762 ... ..... 13,000,000
3.420,000 225,000,000 53,000,000 69,550,0 300,000,000 14,000,000 100,000 5,000,
3,000, 140.000.000 44,300,000 48,730,000 200,000,000 16,809,562 250,000 13,000.000
3,806,000 180,500,000 9,000,000 49,000,000 300.000.000 20,402,369 500,000 22,000,000
4,084,000 214,500.000 58,000,000 36.600.000 350,000,000 21,456.000 1,250,000 26,000,000
6,026,800 330.192.480 71,000,000 50,000.000 370,000,000 22,369,000 2,000,000 30,500,
8,248,000 450,000,000 98,000,000 69,000,000 500,000,000 24,600,000 3,500,000 33.000.000
8,064,730 450,000,000 91,000, 85,000.000 537,000,000 26,666,500 5,000,000 37.600.000
6,000,000 210,000,000 75,000,000 93.000,000 350,000, 28,000,000 6.000,060 ,800.000
10,500,000 354,000,000 91.000,000 114,000,000 375,000,000 28,700,000 6,500,000 45,300,000
11,800,000 450,000,000 115.000,000 5,000, 000,000 29,200,000 7,500,000 1,000.
13,000,000 460,000.000 130,000,000 143,000,000 610,000,000 29,700,000 8,500,000 56.000,000
4,400,000 154,000.000 87,700,000 94.000.000 0,000,000 30,800,000 8,750,000 58,340,000
3 700,000 3 24.000.000 17,000,000 19,000,/ 60,000,000 4 32,500,000 8.000.000 57,000,000
. Lne Nodoonng 25,000,000 70,000,000 S 33.100.000 7.000,000 ,000,
500,000 20,000,000 30,000,000 000,000 105,000,000 34,000,000 6,000,000 58,000,000
14,000,000 700.000.000 170,000,000 200,000,000 0 825,000.000 35,000,000 6,000,000 60,000,000
17,000,000 800,000,000 220.000.000 260,000,000 150,000,000 1,100,000,000 37.000.000 9,000,000 66,000,000

1 Includes home-bullt sets,
2 Figures for seta include value of tubes in recefvers. Totals include exports. In normal years, replacement tubes have run from 25% to 40% of total tube sales. All

figures are at retall value.

3 Based on Survey of Consumer Requirements, made at the request of the War Production Board Office of Civillan Requirements by the Bureau of the Census, U. S.
Dept. of Commerce, Dec. 1943 (BrOADCASTING, Dec. 20, 1943). Estimate of 700,000 sets sold includes 350,000 new and 350,000 used sets.

+ Based on WPB Survey of Consumer Requirements (BroADCASTING, Dec. 20, 1943).

5 Based on NAB estimate which includes homes possessing a usable radioc set in an:
or other part.

y condition either working or temporarily not working because of missing tube

" wese

CBS station for the Coastal Carolinas

1390 Since 1930

Chatleston, S. C.'s Oldest and Best Station *

*Hooper Surve Represented Nationally by Free & Peters, Inc.
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BROADCASTING Telecasting

world is hard for the city man to under-
stand. He has it —he even gets bored
with it.

But at WSM, we know the part radio
plays as a connecting link — its impor-
tance in bringing entertainment and
educational facilities to people in the
most isolated areas.

We know, because for 22 years we
have programmed not only for our city
listeners, but for the millions of WSM
neighbors in small towns and rural
sections.

Mr. Jones who runs the general store
at an Alabama crossroads and Farmer
Brown who farms his rocky acreage in
Kentucky hills hear WSM programs
designed especially for them.

Is there any wonder that folks in the
WSM listening area rank this station as
oneof the reallyimportant thingsin life?

;

1948 Yearbook Nuntber
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The importance of contact with the &
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ABC AND MBS GROSS BILLINGS FOR 1947

(CBS and NBC Billings Not Available)

Eversharp Ine. ........ sesenins 657,277  Sealey Matiress Co............. 40,560 . A H
AMERICAN BROADCASTING  Eroranare e e o " s S sarewny Siares e 1111 Seses By Industrial Classifications
Nestle’s Milk Produects..... . 604,447 The Charles E. Hires Co. o
COMPANY Goodyear Tire & Rubber Co.... 591,543 Bekins Van & Stonge . 32733 Foods and food beverages....$15,476,210
Derby Foods .......eusun . 589,983 Wm. 8. Scull Co ggg‘s: a;“ls :nd 1?111-:‘ n.:?lod‘ 11,200,995
H1H L, E. Waterman Co......... . 568,713 J. A. Folger & Co. o use furnitu
Gross Billings by Months 4 X Dotetmes O cai o) 361218 Los Angeles Soap . 2Eem furnishings ........ ceeeer. 2,920,030
JANUATY . oereieinneinnnnnianns $3,577,008 R. B. Semler Inc.............. 530,713  Harvel Watch Co... . 23233 Laundry soaps and house-
e 1110773241000 Carter Products Inme...... . 345891 Wilson Sporting Goods Co..... 23,177 keepers’ supplies .......... 2,897,237
. 3,568,895 Universal Match Corp.... . 336,466 Brotherhood of Railroad Statl y and publishers..... 2,313,028
. 3,453,150 Reichhold Chemical Inc.. . 516,692 Trainmen ......coo0000e00 a 214" pinancial and insurance....... 1,188,867
- 628,602 Seeman Brothers .. ... > g SRnely e Dles 21176 Automotive industry ........ 1,144,414
. 3,311 e . m m e eenaeaaas ..
3,4701';'33 DI. Pepper CO.................. 416,088 G. N. Coughlan Co.. . lojgap Building materfals ........... 1,067,725

. 19226 Cigars, cigarettes and tobaceo.. 1,032,780

doTiBs0 I reteriPanifine; lossg Confectionery and soft drinks.. L0657

. 3,376,483 American Cyanamid Co..
/656, 380,942 The Wildroot Co..

August ........ | V656012 KEymond Laboratories

September . - ° Radios, phonographs and mu-
.. 4203034 The Frank H. Lee Co.. . 369,19 Union Pharmaceutical “Co 16,296 s P Erap!
G conotoas " 3503944 American Ofi Co.... . 340281  First National Stores Inc. 14,712 sical instruments ......... 814,213
December ....ovceeeoon- s 4,092,073 Ward Baking Co......... vesss. 336,510 California Medical Assn.. 13,728  Miscellaneous ................ 829,740
Christian Science Gallencamp Stores Inc... . 12,312 Lubricants, petrolemn products
3548 057 Publishing Society ....,.., 315874 Meril Studio ......... Ooooaoaoo 4,266 and fuel ................. 540,615
Total ..... [T 0000200000 $43,548, Hastings Mfg. Co............... 295,425  Fisher Body Div, Wines, beers and Hquors....... 442,516
American Federation of (General Motors Corp.) ... 4100  Clothing and dry goods........ 368,196
Labor .....e.....covunn.. . 289,854 RKO Pictures ...... 00c000000a T 3504 jewelry and silverware........ 147,667
Champion Spu’k Plus “Co...l o 253,346  Controversial Issues ,.....-.-. 2,984 points and hardware 60,259
By Advertisers United States Army & Air Jewish Daily Forward... 883 g A o $0,159
Y Force Recruiting Service... 238,817 Politicals ............. . 1586 P g £ oo gacagaanas s
General Electric Co. Ice Capades INC.......ccvnunnn- 1,585 oes and leather goods....... 12,312
General Mills .............. ..-$3,844,672 (Lamp Dept.) ............ . 231,801 —_—
Procter & Gamble.. .2,511,23  John Hancock Mutual Life TOtal +ovvviraiiarrarienns $43,548,057 TOtal v.oooieninniann..., $43,548,057
Sterling Drug Inc.. . 2,025,714 Insurance Co. «...... A 229,464 _— —_—
Swift & Co....... .. 2,020,098  American Tobacco Co.... .. 206,838
Philco Corp. ... 0o f.g;g,:gg The Texas Co....... .. 200,334 By Agencies
Kellogg Co. ...... » 1,932, American Express Co..... .. 197,802 [d]
The Guaker Oais Co... . " 1309665 America’s Future Inc. T Y A9 MUTUAL BROADCASTING
Libby, McNeil & Libby.. .. 1,649,626 Lewis Howe Co...... .. 183,681
Miles Laboratories ............ 1,181,286  John Morrell & Co..... . 1775853 Dancer-Fitzgerald-Sample ....$5,188,332 SYSTEM
Westinghouse Electric Corp.... 1,137,412  Noxzema Chemical Co. R uo 187 J. Walter Thompson Co.... . 4,006,234 re
TOMI INC, »aeeerrmmecannnsenns 1,001,725  Knox Co. Inc........... © 167,478 Kenyon & Eckhardt..... . 3,215,913 Gross Blllmgs by Meonths
U. S, Steel Corp. of Delaware.. 1,067,725 Hunt Foods INc................ 166,698 McCann-Erickson ............. 2,520,472
Curtis Publishing Co........... Brown & Willlamson Batten, Barton, Durstine & Month Monthly Cumulative
Gillette Safety Razor Co Tobacco COrP. ............ 140,321 OSHOTR ..ovvenrurioeninnias 2,449,650  January .. o 32 110,513 $2,110,515
Kay Daumit ........ Elgin American Div. of llllnnls Compton Advertising ... - 2,312,823 February .. 1,850,141 3,960,656
Wesson Oil & Snow- Watch Case CO..vvvvnvnrs 124,434 Hutchins Advertising Co. . 2,010,932 warch ..... .. 2,014,745 6,035,401
drift Sales Co..... oonanoaan 807,251 Club Aluminum Products Co... 115192 Foote, Cone & Belding... - 1,282,064 april ,, 1,812,676 7,848,017
Equitable Life Assurance The Drackett Co.............. 63,843 Wade Advertising Agency.. 1,181,286  May 1,909,309 9,751,336
Soclety of the U. S. ,....., 761,601  “42” Products Ltd..... 61,611 La Roche & Ellis June 1,761,575 11,518,961
The Andrew Jergens Co........ 758,162 Willlam H, Wise & Co.. 61,077 Mazxon Inc. ........ July . 1,463,703 12,982,664
Bristol-Myers C€o............... 711,144  Benjamin Moore & Co... 60,759 William H. Weintraub & Co... 824,383 August .. 1,481,156 14,464,420
R. J. Reynolds Tobacco Co..... 685,624 Fisher Flouring Mills Co. . 52,064 Hill Blackett & Co............. 811,035  september 1,558,094 16,022,514
National Biscult CO........... 684,033 BOSCO €00 «coureerronmeenninnes 41526 Benton & Bowles...... 808,860  october 1,978,801 18,001,313
Sherman & Marquette. 801,387  November ...... 2,176,291 20,177,606
Warwick & Legler...... . 961,601 pecember ...... 2,195,105 22,372,711
Robert Orr & Assoc............ 738, 1162
Sullivan, Stauffer, Colwell
& Bayles .,...........,.... 716,078 .
Doherty, Cliford & Shenfield.. 711,144 By Advertisers
) ~ William Esty & Co......... . 685,624
L / b ) oy Knox Reeves Advertising.. 682,054 Ralston Purina .............. sl 572,140
[)p OWS The Biow Co. ........... 637,217  Bayuk Cigars .... 16z,
Kudner Agency ........... 595,643  Carter Products .. 1,217,143
3 Ry s L :ee:han‘x‘;"l].;wls ‘z %‘;‘“‘W- :gz-ﬁ; SErutdn ..iveiiiiiivoiaans v 1,207,614
Mus i . : y ATNE B oche, ams eary..... . Miles Labs .... vevevere. 1,166,767
Plus these LOCAL INTEREST programs gi Charles Dallas Reach Co....... 568,713 General Foods . ..l 003126

Lawrence C. Gumblnner Adver- General Motors

tising Agency ............. 361,216 philip Morris .
Erwin, Wasey & Co.. . 550,713 K’:nol;‘ 0" ’ e . ;:g’,;g
Schwimmer & Scott. . 536,466  whitehall Pharma al Co...... 767,960
_lrlonl:-foolrcr Co. o..onnn . Mi#lﬁ Pharmaco Co. ................ 719,126
racy-Locke Inc. ... . 416,088
Hazard Advertising Co. | sorgse Mytual Benefit Health & 708,535

Accident Assn. of Omaha...

The Joseph Katz Co.. 340,281  Quaker Oats ................. 627,266
H. B. Humphrey Co. 315,874 Cudahy Packing . 555:32:9
. Keeling & Co...... 295,425 wander Co. ............. . 523922
i ll'.Jt lenee Furman, Feiner & Co.. . 292,635  Ronson Art Metal Works..... 497,843
- N. W, Ayer & Son......... 213,613  smerican Safety Razor Corp. 480,117
McManus, John & Adams..... 253,34  Helbros Watch Co..... Opo o noo 457,827
Young & Rubicam......... ..o 235,541 Williamson Candy Co.. 456,935
Buchanan & Co... .. 200,334 Rayere Copper & Brass 439,374
JG. M. Mathes Inc....... 197,802  ppiico 397,218
ahagan, Turnbull & Co....... 184,419 [utheran Laymen s League

Henrl, Hurst & McDonald..... 177,953 G‘:,,;{:"s:;:{;“e.{‘;;‘;ﬁ‘:;, e s
Robert Raisbeck Advertising R. B. Semler Inc. ........... 281,797

Agency ......... - 160,478 rimount Clothing Co.......
Russel M. Seeds Co. 140321  Radio Bible Class .. .. 263,188
Weiss and Geller.............. 124434 yoice of Prophecy....... 260,873
Swaney, Drake and Bement.... 115192  puner Foundations . T 259,049
Brisacher, Van Norden & Staff 86837  gonti Products L 254708
Huber Hoge & SonS........... 61,037 goicer-Frazer ....... Y T T

. : I : ; i : St. George & Keyes.... .. 60,759 o Y
=OCIETY REM ¥ LI ] | Raymond R. Morgan Co.,...... 52:814 3;&,‘;"3,,’:?2’,‘,’.}:5.""“‘ 240,598
T s ‘ Pacific National Adver- of the Alr........ o 225,564
: . tising Agency 52,064 Coca Cola..................... 195936
KFORD RADIO COUNCIL - SPORTS REVIEW RGN SR tost  Commercial Credit Co. .l umsse
Sepigpcs f - ] vin Wilder Advertising. 40, Mail Pouch Tobacco,.. 136,615
. Brooks Advertising Agency 32,739 pienfield ofl 175,065
2 L LA (oboooooacos Petri Wine .......... . 167,958
AW LewlnCo Noxema Chemical Co ......... 154,594
- -~y oy g E;vell'& Thurbel:'““;: N:Jtlodlul ﬁ::"d LT
¥ ; - A nderwriters _.............. 136,712
Ask HEADLEY-REED Wil Ton S o oM i s
John C. Dowd Inc" ----- i chine Workers of America.. 134,827
Lockewood Sha'x Xl 'd - American Transit Assn....... 127,428
AB ] f i 1 i_ q t Bl?lﬁc:wgl‘:ll‘;dle eAdev::tlslng Musterole ............... .. 107,973
An ¢ ; Lf ate Smith, Bull & McCreery. . g‘ﬁ:ﬂu&“”é“""“"' oo ILiAl
Samuel Lewis Advertis!ng De{awm Lack:?iﬁ'r;;;l‘: """ 104,802
s
Agency .. sreesneenes . l_,OM_ Western Coal ............... 6,659
Total veivevieiannnn. ..., 43,348,057  Revere Camera Co. : 83,910
— (Continued on Page 24)
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. —MORE LISTENERS
PER DOLLAR.. .
IN MEMPHIS

I (if we used a full page of solid type—

We Couldn't Say More!)

INDEPENDENT—BUT NOT ALOOF

MEMPHIS, TENNESSEETE

PATT McDONALD, GENERAL MANAGER * FORJOE & CO., REPRESENTATIVES
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MBS BILLINGS
(Continued from page 22)
Bible lnstltute of Los

ANREIES .. oiuivnninnirnninns $66,807
Hershel Cnluornln Fruit Co.. 635,676
Peter Paul Inc........... 57,264
Carey Salt ............. . 54,216
Wilson Sporting Goods. 52,301
ATIIOUT  toeivnrneisnniiasaas o 48,1838
American Federatlon of

Labor ............. 46,281

Pilot Radio Corp. 0o
H. C. Cole Milling Co......... 30,951
Hastings Manufacturing Co.., 29,256

American Bird Products.... 26,929
G. Barr & Co. 26,604
National Economic Counc 26,344
Esquire .... 23,695
International Milling Co 00 22,034
Appalachian Coal ........ 00 21,091
Chicago Tribune ....... ao 18,612
Perfect Circle Co.............. 17,145
Pepsodent Division, Lever

Bros. ......c00viseniiaiae. o 10,696
Christian Reform Church ..... 8,184
Shipstead & Johnson ......... 6,380
Murine ......... 6o 4,970
Commuhist Party U S A 9000 4,532
National Federation of

Telephone Workers ........ 4,494
Progressive Citizens of

America ... e 3,170
Beverly Westwood Citizens

Committee ................. 2,440
Park Street Evangelical

Church ...............0.000 1,484
Horwitz & Duberman ......... 1,202
Grand Lodge of the A. F.

of A. M. State of New

York ... .. .oiiiieiaaiaaa., 714

Total 822,312,711

By Agencies

Gardner Advertising ......... $1,596,693
Ruthrauff & Ryan.... .. 1,537,853
Cecll & Presbrey.............. 1,437,212
Sullivan, Stauffer, Colwell &

Bayles ..................... 1,371,737
Neal D, Ivey Co.. 1,262,966
Roy S. Durstine lnc... 1,207,614
Wade Advertising Agenc. 1,166,767
Kudner Agency ........ 974,387
Benton & Bowles..... 929,470
Kenyon & Eckhardt.......... 785,529
Dancer-Fitzgerald-Sample .... 767,960
Arthur Myerhoff & Co........ 733,139
Wm. H. Weintraub & Co...... 724,793
Erwin, Wasey & Co 613,334
Grant Advertising ... 565.689
Hill Blackett Inc.............. 523,922
Federal Advertising Agency... 480,117
Aubrey, Moore & Wallace..... 456,935
St. George & Keyes..... 439,374
Hutchins Advertising .. 397,218
Gotham Advertising Co....... 344,764
Maxon Ine. ................... 299,533
Stanley G. Boynton

Advertising ................. 263,188
R. H, Alber Co................ 259,049
Bermingham, Castleman

& Plerce ............... 254,708

Swaney, Drake & Bement.... 244,14

Young & Rubicam.. 241,614
N. W. Ayer & Son.. 240,598
D’Arcy Advertising ........... 195,956
Sheldon, Quick & McElroy. ... 189,886
Walker & Downing........... 176,615
Hixon-O'Donnell Advertising.. 175,065
Moss & Arnold & Co.......... 1371.997
McFarland & Aveyard & Co. .. 136,712
Western Advertising ......... 133,742
Owens & Chappell.., 127,428
G. C. Hoskin Assn..... 127,131
Al Paul Lefton & Co......... 107,571
Roche, Willilams & Cleary.... 83,910
E. L. Brown Advertising Co... 65,676
Foote, Cone & Belding........ 58,884
Platt-Forbes Inc. .... 57,264
Gordon Best Co. ............. 54,216
Ewell & Thurber Assoc........ 52,301
Furman & Feiner & Co. ...... 46,281
Broadcasting Advertising .. .. 38,925
Grey Advertising Agency...... 30,968
Keeling & Co. 29,256
The Tullis Co... 27,882
“eston-Bumett Ine. o 26,929
Jim Duffy Co.. 90000000000 26,344
U3 00000000000 0000990000000 23,880
Schwimmer & Scott.......... 23,693
Crook Advertising Co......... 22,034
Haehnle Advertising ......... 21,091
Henri, Hurst & McDonald.... 17,145
Ewans ASSOC. ........... . 8,184
J, Walter Thompson Co. 6,398
Smith. Bull & McCreery 6,380
DO 4,970
Shorlane-Benet ‘Co. . 4,332
Brisacher, Van Norden
& Staft ... 2,440
Tarler & Skinner.. 1,484
Sterling Advertislng ......... 1,202

Total $22,372,711
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You Are Looking At
1,725,626 POSTCARDS

They were written in 3 WEEKS by women who listen to “QUEEN
FOR A DAY.”

We can’t show you a picture of the 2,234,146 letters that people
wrote to “HEART’S DESIRE” during its first six months.

It takes 2,234,146 people to send 2,234,146 letters . . . That's
ACTION—~the same kind of action that also produces sales.

How long has it been since anything YOUR program did caused
2,234,146 other people to ACT? -

RAYMOND R. MORGAN COMPANY

6233 HOLLYWOOD BLVD.
HOLLYWOOD e CALIFORNIA

BROADCASTING ¢ Telecasting
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WKRT —WKRT-FM

CORTLAND, N.Y.

Serving

Central New York —The Cortland-Ithaca-Svyracuse-Binghamton Area

* The Richest Market in the Richest State

e M
- 2 - CORTLAND BROADCASTING CO. INC.
i STATE THEATER BUILDING
27 NORTH MAIN STREET CORTLAND, NEW YORK
o CROWN CITY OF NEW YORK
WKRT 920 KC, 1000 watts WKRT-FM 99.9 mc, 15,000 watts

* WKRT and WKRT-FM is a new, powerful AM-FM medium serv-
ing the richest market in the richest state from a point at about
the exact geographical center. The annual per capita sales in

Cortland County are $1070 against the national average of $692.

Covering a population of 1,460,492 in 27 counties in New
York and Pennsylvania, the Cortland Broadcasting Co. offers

national and regional advertisers one of radio’s best markets,

CORTLAND BROADCASTING CO., INC.
CORTLAND, N. Y.

Gerald Mayer, Joseph Hershey McGillvra,
President-General Manager National Representatives
BROADCASTING o Telecasting 1948 Yearbook Number o Page 25
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1947 BROADCASTING TRENDS
A Summary of 1947 Polls Conducted for BROADCASTING Magazine

By ROBERT H. SALK, President
AUDIENCE SURVEYS INC,

HOW GOOD IS BMB? What's
wrong with radio programns? Who
is responsible? Does radio need a
new law?

To find the answers to these and
similar guestions of paramount in-
terest, Broadcasting Magazine, late
in 1946, commissioned Audience
Surveys to conduct radio’s first con-
tinuing study of opinion. The
opinions of station operators and
agency executives were to be polled
regularly on outstanding subjects
of current and general interest to
che broadcasting industry.

To accomplish this, separate
panels were established for radio
station managers and advertising
agency executives. Both panels were
selected on the basis of controlled
sampling methods. The station
managers’ panel {s a sample of all
U.S. commercial AM stations in op-
eration September 1, 1946, and con-
trolled for proper balance by city
size, network affiliation, base hour
rate, and geographical area. The
agency panel is a sample of all
national and regional advertising
agencies in the U.S., controlled for
proper balance by geographical area
and volume of business.

Ten polls have been taken {(an
eleventh was in the field as this
was written) and reported in detail
in Broadeasting. Throughout, co-
operation has been unusually grati-
fying. 55% of the “panellees” have
replied. on the average, with the
station manager panel averaging
65% returns. Additional returns,
received too late for tabulation,
usually add to this rate of return.
The final sample used in tabulation
is selected from all returns to con-
form to the controls established for
each panel

The ten polls covered a wide
variety of subjects. The lead-off
ballot revealed that station man-
agers believed that local stations,
listeners, CBS and NBC, in that
order, had been most instrumental
in stimulating good programming.
The panel at the same time reported
that advertising agencies and spon-
sors have done most to retard pro-
grams development; and that sta-
tions and networks have the great-
est responsibility for program im-
provement.

A second ballot to station man-
agers on programming revealed that
station managers considered that
including more local news in their
news programming had done more
than anything else to improve their
service to listeners. 76% of the
mansagers reported that their pro-
gram expenditures had increased in
1946 over 1945. Evaluations of the
long term effect of the Blue Book
were—53% of the station managers
felt it would be good, from the
listener’s point of view (compared
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to 15% who said it would have a
bad effect); and 59% said the long
term effect, from the station’s point
of view would be good (compared
to 11% who said bad). At the same
time 65% of the stations said that
in their opinions the Blue Book’s
provisions were not regulations
which they must follow, two and
a half times as many as said they

considered the provisions manda- .

tory regulations.

The agency panel was asked
whether as the number of stations
increased, they would have to spend
more or less money to get the same
results . they now get from radio.
Three out of five (61%) felt they
would have to spend more money,
while only 5% said it would cost
less. Behind this reply was the
geheral opinion that the radio au-
dience was almost at the saturation
point and that no station rate re-
ductions were to be expected.

A majority (51%) of the agency
executives felt that radio was too
commercial. Among this group, the
responsibility for over-commercial-
ism was placed in equal measure on
broadcasters and advertisers.

Asked te compare media on a
cost-per-thousand impressions basis
(for advertising mass appeal prod-
ucts), the agencies rated spot radio
and network radio first and sec-
ond respectively above newspapers,
magazines, outdoor and car cards.

In January, 1947, BMB was the
major item of industry discussion.
Although stations had had ample

time to study their own BMB re-
ports, area reports had not been de-
livered and agency use of BMB data
(the ultimate test) was necessarily
limited.

61% of the stations who sub-
scribed to BMB felt that BMB gave
them what they paid for, 14% said
no. Most stations, prior to BMB,
were using more than one type of
coverage information, with mall
analyses and millivolt contours the
most common. Almost twice as
many stations found BMB con-
sistent with their other coverage
data (and their own opinions of
their stations actual performance)
as said it was not consistent. Sta-
tions generally rated BMB’s man-
agement, selling and reporting
methods good, were most critical
of its research formula and its ef-
forts to educate users to BMB.
Significantly, these two problems al-
ready were the major concerns at
BMB headquarters and since have
been improved.

The agency panel (in March)
evaluated radio station merchandis-
ing and promotion activities. News-
paper advertising, courtesy an-
nouncements, newspaper publicity
and dealer calls were rated high (in
that order). Least valuable were
movie trailers, listener publications
and dealer bulletins. Asked which
services they would be willing to pay
more in station tlme to obtain,
agencies agreed (in fewer numbers
than praised each service) that they
would pay more for newspaper ad-

vertising, publicity and dealer calls,
but few feit that courtesy an-
nouncements should add to their
bills,

In April, with the White Radio
Bill hearings close at hand, the
station panel was polled for its at-
titude on the need for new radio
legislation. 80¢% reported their views
that a new law was needed, against
9% who {felt that present legisla-
tion was adeguate.

The panel was asked what fea-
tures should be incorporated into
a new law. A majority wanted the
law to: authorize station editorializ-
ing; require commentators to be
identified as such; define “public
interest” and “public service” pro-
grams; define duopoly, and clarify
limitations for the number of sta-
tions one licensee may own. On
procedural matters, a majority
wanted clear rules to cover: grant-
ing temporary licenses; specific sit-
uations under which hearings are
to be granted; daytime grants on
clear channels; and time limits for
FCC hearings. In addition a major-
ity sought: the separation of the
FCC inlo broadcast and common
carrier divisions; a ceiling on the
number of AM, FM and TV grants
and rotation of the FCC chairman-
ship. '

In July, station managers were
asked about conventions and meet-
ings. Asked about the number of
these meetings, the panel was about
evenly split—45% sald there were
too many such meetings; 42% said

{Continued on page 31)

Typical Audience Survey Charts Reprinted from BroapcasTinG Magazine

1948 Yearbook Number

Which of the following do you feel have the greatest Which of the following do you feel have done the most
responsibility for improving radio programming 2.... to retard improvement in programming # ...
Pram @ L ) L e T Petcost 8 5 W0 15 15 N O3 6 & W
T =R EE | 1
4 [ | i
by ising Agencles ...
lecol Svatfoms ... ... .. ..
Sponsors
Naticnal Networks ... .. . foderal Communicofions Commission ___.. o l |
Spoasors . .. ... Loco) SIBHORS ..coeeeemene e _-_.21 t
|’ - A
Ruting Services ,.,__.ﬂ . !
Advortising Agencies .., . . ... I I
Listomons _.....ooooooceeneene. - L] !
Listeneors..... ... ... |
Nationol Broodcasting Compeny.. .. . .. -_|7 | l
Wetonol Assodafion of beoodcortens .. ._ili| Transatiption Services. .............. .. ill |
| 1
Regionl Nobworks ... .. ... I ! | | Metvel Drondcosting Systom .. : I .
[ Columbia Breadtosting System ., .. . iU
Foderol Communk  Commisiion..... . ._n tucrece [
H redcraice [ L —— v [
U Tramecription Sorvices . . . . ﬂ! tdchoiee | | Rogisnol Notwarks....... ........ ndlchsicy -_
: | yacneica [ |
Rating Servicos ... .......ceme. - 1' :::‘m wm-r:wn:?; e Percontages hetal then 100
e meke mare than ena theice | Ft stk
Amorken leodensting Compony. . .l! o make mere thon one cheice
| National Association: of Breodcasters __ . F'
- Rodrance Sorvar ine T Avdhiance Surveps. Inc.
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1947 RADIO AUDIENCE ANALYSES

By C. E. HOOPER

President, C. E. Hooper, Inc.

1947, A YEAR which saw radio en-
tering into a much more highly
competitive era, in number of new
stations being licensed, in independ-
ent stations registering gains, due in
part to increased broadcasting of
baseball, and in increased competi-
tion for the advertiser's dollar with
other media, also saw radio depend-
ing more and more on audience
measurements for guidance in solv-
ing its problems.

The number of stations subscrib-
ing to “City Hooperatings” increased
from 269 to 357. The number of
cities in which “City Hooperatings”
are scheduled for publication on a
~continuous” schedule increased
from 75 to 86. The total number of
full service subscribers to Program
Hooperatings (36-city popularity
ratings) increased from 146 to 156.
The number of special survey-based
~Station Listening Index reports
was up 605% over 1946.

Because sponsored network broad-
casts play so large a part in building
the radio audience, let's look first at
the network program picture. As
was characteristic of 1946, so was
1947 full of discontinued programs,
program shifts and new shows, Dur-
ing the week of February 1-7, 1947,
which represented the “perak of last
season’s radio schedule,” 183 spon-
sored network evening and Sunday
afternoon programs were on the air.
By October 1-7, 1947, when the new
broadcast season is presumed to be
in full swing and winter-t‘me “regu-
lars” were back at work, only 128 of
these were back on the air. (See
Chart Id.

Nor does this 30% loss shown in
Chart I fully indicate the changes
which took place. Of the 128 which
remained for a new broadcast sea-
son, 35 (27%) had changed to either
a different network, were in a dif-
ferent time spot, or were on a differ-
ent day. Among these, to mention
only a few, were Abboit and Cos-
telio, Bob Hawk Show, Can You Top
This? Information Please, Take It or
Leave It, Vox Pop, Your Hit Parade,
and We The People.

In addition, 38 evening and Sun-
day afternoon programs listed in the
report for October 1-7 were not on
the air during the week ol February
1-7, 1947, These 1947 progrem shifts
come within tenths of a point per-
centagze-wise of equaling the violent
changes which took place in 1946
over 1945. This is the major ob-
stacle placed in the way of the lis-
tener who is vainly attemnpting to
memorize radio’s table of contents.

The schedule of the 166 evening
and Sunday afternoon programs re-
ported in the October 15th Program
Hooperatings Report is shown in
Chart II.

Daylight Saving Time, changes in
sponsored network schedules and
changes in radio fare all represent
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CHART

CONTINUITY OF SPONSORED NETWORK PROGRAMS
{Based on Sponsored Network Evening and Sundsy Aherssen Programs)

Numbar of Programs on Air Fab. 1-7, 1947

183

Nuabar of same Programs on Air Oct. 1.7, 1947

128

CHART 1

ANALYSIS OF SPONSORED NETWORK PROGRAMS

{Based on Sponsored Network Evening and Sunday Alterncon Programs)

LX)
Unshaaged from Feb. 1.7, 1947

1 35 38
Chaaged Day, Time

or Netwark

Néw Piograms

L 166

interruptions in listening habits. Of
the three, Daylight Saving Time is
probably the most destructive to
program ratings because it affects
& much larger number of programs
and because it runs concurrently
with the summer replacements.

In contrast to the drastically al-
tered sponsored Network program
schedules mentioned above, types of
evening programs remained com-

patatively stable. Dramatic pro-

grams (Chart IIA), which occupied
more sponsored time than any other
single classification, showed a gain
of 3.1% in network sponsored time
in 1947 over 1946. Variety programs
ranked second, but had a decrease
of 7.0% from 1946, a practical con-
sequence of the protest over mount-
ing talent costs, Other gains reg-
istered in 1947 were news and com-
mentators, up 2.9%; popular music,

CHART It

Hooper Basic Audience Trends

SETS-IN-USE INDEX -- EVENINGS
Janusry thra December 1940, 1945, 1947°

up 0.7%; quiz, up 29% and concert
music, up 0.5%. Miscellaneous lost
2.9%. Total sponsored evening broad-
cast hours for the 1947 fall quarter
was 4.3% lower than for the com-
parable period in 1948

Daytime sponsored network hours
were still dominated by the seriai
dramas, but there was a marked
decline in the time devoted to this
type program, the reduction heing
6.0%. This represents a significant
loss, since total daytime sponsored
network hours in the 1947 quarter
showed an increase of 13.8 (16.4%)
over 1946.

The following table compares
Average Network Program Hooperat-
ings of sponsored evening programs
in 1940, 1945 and 1947 for March,
July and November. The 1947 Rat-
ings have surpassed the war year
of 1945 in the March Reports, hit an
all-time low in the July Reports and
pulled back up by November to again
top the 1945 Ratings. Both 1947 and
1945, however, were consistently be-
low the average ratings of 1940, due
not to lower set use but rather to
increased competition for listener
attention both among the networks
and from independent stations. See
Table following:

Comparison of Average Ratings
Sponsored Evening Programs

Hooper Report Ratings
1940 1945 1947
March 15th ........ 12.8 10.0 114
March 30th ........ 9.3 10.7
July 15th .......... 1.2 54 4.9
July 30th .......... 5.8 48
November 15th .... 111 9.4 2.8
November 30th .... 9.4

o

Percent of sample using sets
]
w

20—

Averege Evémng  Sews.In. Use” s

the percent of tctal homes zailed which

| |

reported listening to the radic Sunday

15— through Saturday, 6:00 - 10.30 Pm, ET —J—. T 4 !
| 1 1 I

[ I | I I

“December 1947 figures not aveilable

I I I I I

! ! I
I I I |
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CHART A

DISTRIBUTION OF "NATIONALLY” SPONSORED
NETWORK TIME BY PROGRAM TYPES
OCTOBER - NOVEMBER - DECEMBER, 1947
EVENING

Concert Music .

Poputar Music
1.5 %

/

News & Commentators

14.) -

Variety
17.0 %

Dramatic

409 %

Miscellaneous

455 %

DAYTIME

Serial Drama

54.5 %

OCTOBER - NOVEMBER - DECEMBER, 1946

EVENING

Concert Music

Popular Music

10.8 %

News & Commentators

Variety
24,1 %

Dramatic

378 ¢

Miscellaneous

395 %

DAYTIME

Serial Drama

605 %

Top Ranking Evening Programs

The fop-ranking programs as of
the November 30, 1947 Program
Hooperatings Report and their posi-
tlon of rank In corresponding re-

ports for 1945 and 1940 are shown in
the listing below.

Nine of the November 30th First
Fifteen were among the First Fif-
teen in 1945; and seven were listed

Evening Ratings

in the First Fifteen in 1940, Two
programs, new in 1847 and in the
First Fifteen, were My Friend Irma
and Arthur Godfrey’s Talent Scouts.

Two four-program sequences, one
on Sunday evening with Jack BRenny
(7:00 P.M.), Bandwagon, (7:30 P.M.),
Charlie McCarthy (8:00 PM.) and

(9:30 P.M.), Bob Hope (10:00 P.M.
and Red Skelton (10:30 P.M.), con-
tinued to place consistently in the
First Fifteen and thus re-empha-
sized the trend toward block pro-
gramming.

Top Ranking Daytime
Programs

The Top Ten Daytime Programs
as of the November 15, 1947 Network
Program Hooperatings Report and
their positions of rank in 1945 and
1940 are shown in the listing below.

Only five of the Top Ten programs
were among the Top Ten for the
comparable period in 1945: however,
four of the remaining five were
within three-tenths of a point of
making this preferred list. They
were: Right to Happiness, Stella
Dallas, Our Gal Sunday, Ma Perkins
(CBS). Only four of the current
Top Ten were so ranked in 1940, A
four-program sequence in the day-
time, Pepper Young's Family (3:30
PM., Right to Happiness (3:45
P.M.), Backstage Wife (4:00 P.M.)
and Stella Dallas (4:15 P.M.), all of
which consistently placed in the Top
Ten, is an interesting echo of the
evening four-program seguences
mentioned above.

Sets-in-Use

As shown in Chart III, the Eve-
ning Listening Index for the greater
part of the year was below the 1945
and 1940 curves. In the January
15th Report, the Average Sets-in-
Use of 346 was the highest figure
released since the beginning of pub-
lication of the averages, excepting
only January and February Reports
published immediately following
Pearl Harbor. The March 15th Re-
port reached within 0.2 of the high,
average Sets-in-Use, being 344.

The July 15th and August 15th
Reports with an Evening Sets-in-
Use figure of 17.3 and 17.2 respec-
tively, established all-time lows. In
the Hooperating Hi-Lights accom-
panying the July 15th Report, there
was this statement, “In observing
that new all-time lows in Available
Homes, Sets-in-Use (only exception
August, 1941) and Average Rating
are established in this Report, It
should be borne in mind that such
averages more nearly reflect public
behavior on an exceptionally long
and exceptionally pleasant Fourth

- of July weekend (as compared with

other weekends in the populous
East).”

Second. during the summer
months there was the influence of
Daylight Saving Time, already dis-
cussed, which further tended to de-
ress the 1947 curves below the 1945
level. In 1945 War Time was In

First Fifteen Nov, 30, 1845 30, 1940 . .
November 30, 1947 Hooperating Position MR ssition Fred Allen (8:30 P.M.); the other on § ect throughout the year and the
1. Bob Hope . . p Tuesday evening with Amos ’n’ Andy antry had no regional or seasonal
2, Jack Benny 9513 € 1 (9:00 P.M.), Fibber McGee & Molly (Continued)
3. Fibber McGee & Molly 25.0 2 3 .
;. gxt;srlle charthy %243 g 2 Dayt Rati
0 0s ‘n’ Andy X 1 3t aytime tin,
g. gl;edd s.lilllen 222 8 not on Top Ten 7 £ Positl P
b -CH- d on
R R e k= CH ue CECTE oton November 15, 1947 Hooperating Nob- 15, 1045 Noo 15 Toe0
9. Mr. District Attorney 21.0 7 19 1. Our Gal Sunday 6.9 13 ¢
10. Truth or Consequences 20.3 21 24 2, Aunt Jenny 6.7 20 32
11, Walter Winchell t 20.3 4 [} 3. Young Widder Brown 8.5 5 22
12. My Friend Irma 13.2 not on not on 4. Romance of Helen Trent 6.5 10 19
13. Music Hall 18.1 12 30 5, Stells Dallas 8.4 12 4
14. Bandwagon 17.7 35 12 €. Ma Perkins (CBS) 6.2 14 not oo
15. Arthur Godfrey’s Talent Scouts 17.4 not on not on 9. Backstage 6.0 7 13
f Includes first and second broadcasts, 3: E‘fgl',’:'tf ‘;’ﬁ‘;‘ ?ng';m“y g'g 1:1’ 3
CH-Complited Hooperating. 10. Portia Faces 59 4 6?)
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time shifts. Beginning with the
October 30th report, the Average-
Sets-in-Use for 1947 began again to
surpass the 1945 level.

Daytime Sets-in-Use 1947 (Chart
IV) outranked 1945 throughout the
year, with the exception of August,
when the Victory broadcasts in 1945
pushed daytime listening to an un-
precedented high. The 1847 curve
more closely parallels that for 1940,
topping it slightly in the late
winter-early spring perlod and in
the fall but dropping somewhat
below the 1940 level during the late
spring and summer months.

These bhasic audience data are
obtained by Hooper interviewers in
36 “Hooper” citles in which each of
the four major networks offers serv-
ice through a local station. None
of the comparable information gath-
ered by the Hooper organization in
63 other American cities qualifies
for inclusion because these cities
fail to provide equal program avail-
ability to all four networks. These
selephone interviewers call homes
tontinuously while programs are on
she air and ask the following:

1, Were you listening to your radio
just now?

2. To what program were you lis-
:ening please?

3. What station please?

4.(a) What is advertised?

4.(b) How many men, women and
shildren are listening?

When a person picks up the
shone (at the other end of which
1s a Hooper interviewer) he imme-

CHART I

Hooper Basic Audience Trande
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diately becomes a fundamental period. The answer to the first ment effects literal comparability of

Hooper statistic. He is listed as a
member of the “Available Homes"—
the per cent “at home and awake”
and hence potentially “available” to
the radio during the interviewing
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question above yields another funda-
mental measurement, “Sets-in-Use,”
the per cent of homes listening to
the radio at a given time. The see-
ond question above vields the third
basic measurement, Hooperatings—
the per cent of total homes called
listening to a particular program.
4(a) is alternately used for Sponsor
Identification with 4(b) for *“Au-
dience Composition.”

In each instance the figure pub-
lished is an *“average” for the dura-
tion of the program and as such
includes the proper representation
of both full and part-program lis-
teners. This “average” measure-

measurement between programs of
all length and type. It can best be
interpreted commercially as that
per cent listening during the “aver-
age” commercial, whether it be for-
malized or integrated into the pro-
gram’s entertainment lines.

These measurements have been
adopted as standard by the industry
for network program popularity. Not
only does the organization stand
alone in its fleld, but because it has
been providing comparable radio
audience measurements since 1934,
it is the only organization in radio
with authentic back data strictly
comparable with current reports.

BROADCASTING TRENDS
(Continued from Page 26)

about the right number. A majority
of station managers attend: the
NAB convention, NAB regional and
district meetings, network sponsored
meetings, state or regional broad-
casting association meetings. Eval-
uating these meetings, the panel
gave top rating, in value to the
industry, to: the NAB convention,
network sponsored meetings and
NAB district meetings. In value
to the station: network sponsored
meetings was top, followed by NAB
district meeting, and NAB regional
meetings, with the NAB convention
dropping to 8th place.

The most recent ballot investi-
gated stations experience with disc
jockey programs. 90% of the sta-
tions broadcast at least one such
program, and the average station
carries over two hours daily. More
surprising, the average station has
carried at least one disc program

1948 Yearbook Number o
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for 4.7 yearts, and 65% of the sta-
tions have had a disc jockey pro-
gram on at least 2 years.

About a third of the stations find
dis¢ jockey programs harder to sell
to national accounts than their
other locally produced shows.
Roughly, half that many find them
easler to sell. In the local field,
however, 60% of the stations find
these programs easier to sell than
other locally produced shows,
whereas only 9% say they are
harder to sell. 45% of the stations
find disc jockey programs about as
profitable as any other locally
originated program; 37% find them
more profitable; only 12% say they
are less profitable.

The Trends surveys are being
continued as a regular feature in
Broadcasting to report on station
and agency attitudes on the major
topical problems of the industry.
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OPERATING COSTS OF STANDARD BROADCASTING STATIONS

Compiled by NAB from FCC Summary of 1945-1946 Annual Financial Reports

BROADCAST EXPENSES EXPRESSED AS PERCENTS OF STATION Network* Non- Fulltime
NET REVENUE FOR ALL COMMERCIAL STATIONS Affiliated Affiliated Total
. Network®* Non- Industry* 1945 1946 1945 1946 1945 1946
Affiliated Affiliated Total Gen. & Adm. Expenses
1945 1946 1945 1946 1945 1946 Salaries & Wages ............. 59 6.5 19.8 59 6.6

Number of Stations ............. 709 791 147 162 856 953 legal Services ................ a1 J 23 a8

Technical Expenses }Er;‘suz;anaczené.vé.l&...i:.x.....é ..... g g o.g g g
Salary & Wages .............. 6% 88% 88% 104% T1% 9.0%  ohb ol ¥ O ces Pttt R 1B T2 15 13
Repairs of Tech. Equipment .. 12 12 13 14 12 12 Deobeciation & Amartization " i R I
Cost of Power ............ 10 9 8 9 10 9 e HRBIRRID o00 ol e a0
Other Technical Expense . 4 9 9 13 8 10 eIt T e B e @

Total Technical Expense .... 106 118 119 140 107 121 Lg;‘s ; -------------------- IT LT % iT LT

Program Erpemses T T T T LOSSES a.eiiiiiieiiiinsineee d
Salarles & Wages ............. 84 101 107 120 87 104 O e e s 112 181 a3 133
Talent Expenses .............. T4 7.5 8.7 8.6 7.6 7.5 y . ¥ : X y :
Royalties & License Fees ... .. 35 30 28 28 29 29 Total Broadecast Expense ...... 624 674 963 624 6.7
Transcriptions & Recordings .. ND 11 ND 16 ND 12 Sy (o a6 326 as 323
Cost of Wire Service .......... 11 10 13 15 11 11 el Alaua 4NBRED oococ : o 2 318 32
Other Program Expense .. . 4 35 52 31 45 35 Total Broadcast Revenue ..... 100% 100% 100% 100% 100%

s "fI‘otaEl ;’erog:am Expense 0 243 262 28.7 299 248 266 REGIONAL CHANNEL—FULLTIME Regional®
elling Expenses .

Salaries, Wages & Comms. .... 5.2 5.9 9.7 9.9 5.8 6.3 Number of Stations ............. 255 267 27 32 282 299

Adv., Prom. & Publicity Exp. .. 37 35 3.3 39 3.6 35 Technical Expenses

Other Selling Expense ........ 13 1.1 12 1.2 12 12 Salaries & Wages .......ouce.. 3% 8.4% 9.0% 104% T4% 86%
Total Selling Expense ....... 102 103 142 150 106 11.0 Repa.lrsf of Tech. Equipment ... 1% 1.2 l.é 1.0 1.18 1%

Total Direct Expense ....... 1 483 ! 9 461 497 Cost of Power ................ . -1 . 10 . :

e EI’;,enses L Other Technical Expense ..... 7 9 3§ 15 7 9
Salarles & Wages .... 39 97 121 125 93 100 Total Technical Expense .... 99 112 118 139 100 115
Legal Service . 1.2 11 .7 1.8 12 12 Program Ezrpenses
Insurance ...... 5 5 5 5 5 5 Salaries & Wages ............. 85 101 107 115 8.7 102
Exper, & Develop. Ex 4 3 K] 4 4 3 Talent Expenses ,.... 6.4 65 126 118 69 7.0
Supplies & Services 16 2.0 1.8 22 1.7 2.0 Royalties & License Fees . 29 28 2.8 25 29 2.8
Depreciation & Amortization 2.3 24 2.1 3.0 2.4 24 Transcriptions & Recordin ND 12 ND 1.6 ND 12

t .. 1.7 L7 20 22 1.7 1.8 Cost of Wire Service ... 3 8 2.0 1.9 9 9
1.6 15 19 1.7 16 15 Other Program Expense . .. 44 34 45 3.1 4.4 3.3
.......... A 2 3 4 1 3 Total Program Expense ..... 230 248 326 324 238 254
A . 4.0 3.8 4.0 34 40 33 Selling Expenses
& Adm. Expense 223 232 276 281 229 233 Salaries, Wages & Comms. .... 54 59 97 91 57 62
ggg:hgggafggg;;ﬂfg?gfe €14 715 824 870 690 735 Adv., Pégn}. & Publicity Exp. .. 39 38 24 34 38 38
Federal Income Taes 26 s 106 130 310 265 OrgiarSeing Expense 0 108 107 125 138 107 110
1Y,
G LR Alied s 100% 100% 10% 10441 Direct Expense ....... 434 467 573 506 445 479
50KW CLEAR CHANNEL—FULLTIME S0k Cleare Gen. & Adm. Erpenses
Network* Non- Tulltime Salaries & Wages 9.0 98 115 115 9.2 99
Affitiated Affiliated Total Legal Services vies 13 11 14 13 1.3 1.1
1945 1946 1945 1946 1945 1946 %nsurangze De . -l- e Ex ------- 1 g g g ? g g
............. 41 4 Xper. Ve oD REXDCNSCIELEL : ;

Rl O LD 0 0o 1 a 4 Supplies & Services ........... 16 19 15 18 15 18
Salaries & Wages ............. 5% 8.1% 164% 15% 87%  Depreciation & Amortization .. 26 26 26 23 26 26
Repairs of Tech. Fquip. ....... 1.1 1.0 33 11 1.0 RENb .uvueecnennnnnnann, 800 1.8 18 23 2.5 1.8 19
Cost OFf POWET ..vvervnnvnnnns 14 1.4 2’5 14 14 TaXeS 1eveveenenrencinnoiiasa, 1.6 16 18 1.6 16 16
Other Tech, EXP. ......... .. 8 9 2 8 9 LOSSES . eieiiiiiiiiiiiiienin 114 4 2 2

Total Tech. EXD. -........... 108 120 24 108 120 Other Gen. & Adm. Expense .. 38 36 48 38 39 37

Proaram E s Total Gen. & Adm. Expense . 226 233 270 258 229 236
Salaries & Wages 65 81 46 65 80 Total Broadeast EXpense ...... 660 700 843 854 674 7L
Talent EXPENSes .............. 121 123 75 121 128 EEER B o) (SR
Rovyalties & License Fees 31 39 33 31 39 Federal Income Taxes) ...... 34.0 300 159 146 326 285
Transcriptions & Rxordiriéé':: ND 6 17 ND i Total Broadcast Revenue ..... 100% 100% 100% 100% 100% 100%
Cost of Wire Service .......... K| S5 LT N D HANNEL—FULLTIM. .
Other Program Expense . 39 39 26 39 39 LOGAL © E Local

Total Program Expense ..... 263 291 196 263 20.0 Number of Stations ............. 361 429 70 62 431 491

Selling Expenses Technical Expenses
Salaries,p\(#ages & Comms. .... 3.3 36 46 3.3 3.7 Salaries & Wa%es ............. 85% 94% 88% 98% 85% 95%
Adv., Prom. & Publicity EXp. .. 3.2 3.0 6.0 32 3.1 Repairs of Tech. Equipment .. 13 14 15 13 14 14
Other Selling Expense ........ 15 1.8 24 1.5 1.8 Cost of POWEr .....coo00veevns 8 8 9 8 8 8

Total Selling Expense ....... 81 82 130 8. 8.4 Other Technical Expense ..... 10 9 9 8 9 9

Total Direct Erpense ....... 452 493 550 452 494 Total Technical Expense 116 125 121 127 116 126

s - ) et . Program Expenses

slnce tne Feports Bled by thom with the Comrslsaion Aa. et shou adequsts seere:  Salaries & Wages ............. 103 118 125 135 107 120

gations of expenses between station and network operation. Talent EXpenses .............. 23 24 4.2 5.0 26 2.7
ND = No Data—LT = Less than .1%. Royalties & License Fees ...... 2.8 2.7 2.6 28 2.8 2.7

Transcriptions & Recordings .. ND 16 ND 18 ND 17
8%;1; ofPere Ser};’i‘ce .......... gg ég }’2 i? Ls’é :I,.g
er Program Expense ...... { . : d I
INVESTIGATE ALDEN FACSIMILE Total Program Expense ..... 229 240 280 288 237 246
. - . Selling Expenses
ML staons e e e Frcaimile Stiem 35,8, Domatonal means 1o Salaries, Wages & Comms, ... 74 15 93 103 11 19
Ty B S lermdyEsn o onog o4 oo
. . - - 1, ceae . R . . B . .
ek i o Tepduce the most btantiul pichures not anly in Total Selling Expense ....... 16 114 148 160 122 120
2. The Alden system assures attention-getting programs by combining sound Total Direct Expense ....... 46.1 479 549 575 475 492
and the operation of bulletin size recorders in semi-public places, en- Gen. & Adm. Expenses
larging the same program that is sent to the home and other points. Sa:larles & 'Wa 129 131 140 133 131 131
3. The Alden system is designed and priced for the mass market; is not Legal Servi (3%) 0000000000000 1'5 '5 * '9 '6 ‘
restricted as to particular FM sets and thus has the promotional interest ga LSS go0000000000000a g L L8 L L L6
of all set dealers ir your area. glsumng;ebé. . ‘l‘ . Ex s g 2 l.g g g g
4, The Ald i ic simplicity. minimi 0 o XPper. velop. pense E E . g o d
perchangsable share Pary oo B e pyice, thiough ln- Supplies & Services ....... 20 24 16 17 19 23
“technical people. Depreciation & Amortizatio 25 2.6 22 24 25 2.6
5. The Alden system has every factor, including program possibilities, that Rent ........ e 1.6 16 1.8 19 1.6 1.6
insure the largest saturation of recorders [ib:er area, operation in marginal TAXEE v vvvernenronsoone 1.7 1.5 1.7 1.5 1.9 1.5
signal areas, and thus the greatest possible coverage for your station. LiOSSEE vevvvvrovnenernnnnssanses 3 6 4 5 3 6
Investigate Alden Facsimile and Alfax Paper now. Other Gen. & Adm. Expense .. 4.6 4:(3) ;.0 gg 4.5 4.0
Total Gen. & Adm. Expense 282 28 292 28. 284 283
ALDEN PRODUCTS COMPANY Total Broadcast Expense ...... 143 762 841 860 159 715
117 N. Main Street Brockton B17, Mass, Broadcast Income (before
Federal Income Taxes) ..... 257 238 159 140 241 225
Total Broadcast Revenue ..... 100% 100% 100% 100% 100% 100%
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AUDIENCE ANALYSES VIA AUDIMETER METHOD
By A. C. NIELSEN
President, A. C. Nielsen Co.

IN 1948 BROADCASTERS must
give increasing attention to pro-
gramming. In this article the fac-
tors creating this need will be re-
viewed, followed by an outline of
steps to be taken if programming is
to be placed on a scientific factual
basis.

The Battlefield of Media

Viewed as entertainment or as an
advertising medium, the success of
radio 1s measured by its success in
winning, holding, and expanding its
place on the time budget of con-
sumers. Day after day, week after
week, this battle is in progress.
Every form and type of human
activity is contending with radio
for a place on the clock face. After
all is said and done, the effectiveness
of advertising dollars spent in maga-
zines, newspapers or radio depends
upon the proportion of time that
consumers are wiling to set aside
for these media.

In this clock face competition, ra-
dio has been both fortunate and
successful to date—and here are the
facts to prove it.

A glance at Chart 1 shows that
the market—by families and people
—has continued its expansion dur-
ing this past year. Granting com-
plete accuracy for these figures,
there has been a galn of approxi-
mately a milllon famtlies—a very
important addition to the total
market. The mere fact that these
added families are new families, be-
ginnjng life as newly-created house-
holds, spells out new opportunity
for goods and services.

Of course, these new families, like
all the rest, can allot their time—at
least their leisure time—pretty much
as they choose. How did radio come
out in its competition for time?
Very well indeed!—it seems, because
in contrast to that gain of almost
one million families, there has been
a gain of nearly two million radio

INCREASE IN RADIO HOMES
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THE NIELSEN AUDIMETER

Figure 1
This graphic, automatic, electronic
instrument records dial twists of a
radio receiver in each Nielsen sur-
vey home. Record is kept for 24-
hour period, dey by day, recording
vital radio data.

families. This increase is not only
evidence of the market's decision to
allot time to the medium—included
is the market's decision to spend its
dollars for radio equipment to make
this possible.

And here’s another piece of evi-
dence to lay on the table—MORE
HOMES HAVE MORE RADIOS. A
study made last year compared mul-
tiple-set homes In 1947 with those
of 1944. (Chart 2.) Again, radio has
reason to congratulate itself. With
more money to spend, and more ra-
dio sets avallable, the number of
multiple-set homes has shown dra-
matic increase—34%. These multi-
ple-set homes do not merely Indicate
the desire of families for greater
convenience in their listening. These
added sets also stand for added lis-
tening-—more people in the house-
hold giving more time to programs
of their specific cholce. This makes
possible a still greater impact of the
medium on the total market.

Failure to measure this greater
impact will provide another instance
in which radic has been short-
changed as a medium—and the
market-reaching effectiveness of
programs left in doubt. Such short-
changing [s unnecessary. The Niel-
sen Radio Index is based upon a
technique that includes the accu-
rate measurement of radio usage in
multiple-set homes.

The NRI Service

We have been considering the in-
crease in the consumers’ listening
facllities. Have these Increased fa-
cilities resulted in greater time
given to radio?

That is a highly important and
fundamental question, and Iike
many others in relation to radio—as
regards time buying, time selling
and programming—can be accu-
rately and adequately answered from
the data provided by Nielsen Radio
Index (NRI).

BROADCASTING ¢ Telecasting

The basic characteristics of this
service may be summarized as fol-
lows:

1. NRI is not a program rating
service restricted to an index of a
program'’s popularity. It is a very
comprehensive marketing research
service that is applied to the major
marketing, time buying and pro-
gramming problems involved in
broadeasting and sponsoring radio
programs.

2. NRI is based upon an adequate
sample of radio homes, extending
from coast-to-coast and representa-
tive of 63% of all radlo homes. It
is so selected and maintained that
it reflects factors of human behavior
influencing program listening and
product buying. NRI homes are lo-
cated precisely in accordance with
the distribution of radio homes,
county by county, and by census
tracts in metropolitan areas. Rich
families and poor families, living in
cities, small towns and on farms are
all included in their proper propor-
tion. As -a result, this sampling
method makes possible projectible
ratings for each radio program. A
fired sample of homes is needed to
insure maximum accuracy of data,
to produce significant trend infor-
mation, and to make studles com-
paring market penetration between
programs and competitors, and for
long periods of time.

3. The scope and accuracy of NRI
data is fundamentally due to the
fact that it is derlved from each
home by an electronic device, pat~
ented and developed by A. C. Niel-
sen Company. ‘This device bears
the trade-marked name, Audimeter
(Nielsen Automatic Electronic Re-
corder; see Figure 1), Unseen, un-
heard, unnoticed and its function
unknown In most sample homes, the
Audimeter makes a continuous rec-
ord of each tune-in, the minute-
by-minute listening and the time of
tune-out for each program heard in
the home.

4. Personal calls by the trained
Nielsen field staff are made on each
NRI home at regular intervals, and
during these calls an actual physi-
cal inventory is taken of network-
advertised products. Thus, listener-
ship to specific programs can be
compared with the consumption of
program sponsors’ products in the
same identical consumer homes.

More Listening Hours
The average number of hours al-
lotted to listening—per home, per
day—represents, in 1947, an increase
of approximately 8% over 1946. This
is direct evidence, indeed, on how
radio is faring in media competi-
tion. And this increase gives the
greater assurance because it seems
to show that the long trend which
began 20 years or more ago is still

pursuing its upward course.
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But of far greater significance
than this percentage increase be-
tween the two years is the total
number of hours which the average
American home now sets aside for
radio. Again, this astounding fact
can be written across the 12-month
calendar—the average American
family on an average day allots more
time to radio than to any one other
of its activities except sleeping and
working!

But in addition, the fotal volume
of hours devoted by the radio mar-
ket to radio on an average day has
increased approximately 14%.

To summarize this favorable posi-
tion of radio:

The market has increased. There
are more families to sell, more
families to listen.

The proportion of radio-equip-
ped homes has fncreased. All but
a negligible fraction of American
homes is now included.

More homes have more radios.
More units in the total market
can now listen to the program of
their choice,

And, against this background—

More families now give more
time per day to the radio.

Another Side to the Picture
It is highly probable that, looking

back from some point in the future,
1048 will emerge as a year of un-
usual importance in radio’s history.
We may then see clearly that it was
during these next 12 months that
a new pattern of time allotment by
American homes began to have its
effect upon the long-term trends of
listening to radio.

It, of course, does no good at all
to shut our eyes to the fact that
certain conditions are now at work
in broadcasting which may, on the
average, lower the audience size for
any one program, station or net-
work. It is now too early to mesasure
the full effect of these changing

(Continued)
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conditions. At this poin:, we can
only indicate their possible effect
on radio—both as entertainment and
as an advertising medium.

On the graph on page 16, we see
the phenomenal increase that has
occurred in the number of AM sta-
tlons—a 1947 rise of 419 in total
operating stations. It becomes ap-
parent that these new AM stations
will introduce an important new
element in the competition for the
consumer’s time. A greater number
of stations and a greater number
of programs will share the consum-
ers' allotted radio time. TUnless
there should be a more dramatic in-
crease in average amount of time
allotted by the average home, pro-
grams on the average may expe-
rlence a reduction in audience size.

NRI data reveals that, in total,
independent stations have increased
their share of listening 21%—March
1947 versus March 1946. But more
significant is the fact that among
independent stations operating in
March of both years an increase of
12% has been recorded. Thus of the
total gain by Independents, 57%
seems directly attributable to im-
provement in program offerings by
those independent stations operat-
ing in both years. Apparently, in-
dependent stations have utlized part
of their greater prosperity in thus
increasing their competitive
strength.

Frequency modulation, another
comnpetitor for the consumer’s time,

shows greater progress—a gain of
2479 in number of statlons actually
overating. There were 100 in 1946;
347 in 1947.

The general listening public prob-
ably thinks of FM as only another
type of radio reception. It, of course,
does not take into account all the
many technical differences between
AM and FM, and the fundamental
requirement of producing and trans-
mitting a separate FM program in
order to reach FM receivers. Very
probably the average family with
FM facilities would be somewhat
confused in verbally reporting over
the phone regarding FM versus AM
listening. The automatic electronic
recorders of the Nielsen Radio In-
dex could make certain that when
FM was being listened to, this lis-
tening was being reported.

Though there is some uncertainty
on the part of the public regarding
FM, those who pay for time and
those who produce shows and broad-
cast programs have a firm grasp of
the truth that if part of the audience
tunes to FM reception, such listen-
ing may represent, to an unknown
degree, a subtraction from the AM
audlence. FM may produce a latge
part of its own audience; but this
is not yet known. Nielsen Radio In-
dex is not reporting FM listening.
But when the demand for accurate
measurement of FM becomes large
enough to support commercial op-
eration, such measurements will he-
come part of regular NRI service.

WQUA is powered and pro-
grammed for the QUAd-Cities!
Our interference-free day-and-
night signal blankets this four-
city metropolitan market with
planned programming, of, by
and for its more than 200,000
people. Spotlighting their in-
tense local interest in sports
(WQUA carried more than
200 play-by-play broadcasts in
its first year!), news, special
events and music against a
background of Mutual pro-
grams, we have won unprece-
dented recognition.

“The QUAd-Cities” Station™
RADIO CENTER T egqy+ S
MOLINE, ILL,

WQUA

FULL TIME = MUTUAL BRUFF W. OLIN, Pres., Gen. Mgr.
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Television a Major Factor

There is still another major fac-
tor emerging. Operating television
stations have risen from a total of
6 in 1946 to 16 in 1947, Recent esti-
mates have placed the number of
television sets in the hands of con-
sumers as high as 40,000 by the end
of 1047,

Unlike the public’s possible con-
fusion regarding AM and FM, here
there is no uncertainty at all. The
public is obviously and sharply
aware that, at last, they are looking
at images that have come over the
air. Depending upon effective de-
velopment of television as entertain-
ment, an increasing number of
homes may consclously be reducing
their listening time as they increase
their viewing time.

It is quite possible that emergence
of successful televiston will stil]l fur-
ther increase the public’s time-total
allotted to entertainment over the
air. But somewhere along the road,
this internal competition between
television, FM and AM will begin
to assume an impotrtance that must
be reckoned with. The first step in
clearly measuring this competition
is to establish an accurate measure-
ment of television in its {impact on
the total market. And again, some-
time back, in the NRI engineering
development laboratory, the tech-
nical development making this pos-
sible was completed and tested, and
it now awaits the time when tele-
vision will reach a sufficiently high
level of commercial operation.

Radio’s Total Audience

Under the pressure of this in-
creasing competition, radio should
put an end to its unfortunate and
unfair habit of measurifig the audi-
ence of programs by the one yard-
stick of “average or coincidental
audience.” The seller of radio handi-
caps his own sales efforts; the work
of the radio producer stands in an
unfavorable light; and the buyer of
radio underestimates the true value
of his purchase—as well as mislead-
ing himself as to the relative value
of various programs; all because of
this careless habit of quoting aver-
age (or *“coincidental™ audience
figures.

BROADCASTING
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The radio audience is not fixed
for the entire duration of a program
—some people tune in early; others
tune in late; and still others tune
out before the end of the program.
But these part-time listeners hear
commercials, gain impressions, and
buy the products advertised.

To get the full effect of this aver-
age (or “coincidental”) audience,
let's compare it with the total audi-
ence for programs of varying dura-
tion. (See Chart No. 3.) While the
number of unclaimed listeners va-
ries widely from program to pro-
gram, the average 15-minute pro-
gram has a total audience 30%
higher than its average audience;
and for the typical 30-minute pro-
gram the NRI Total Audience
{counting all the families who lis-
ten) is 41% higher than the average
audience. NRI service makes a coni-
plete and accurate record of all the
familles that listened each minute
of the program.

The truth about radio adds uo
to a far better, brighter, keener sales
story than the Industry has yet
used. This data is needed now by
advertisers and agencles, program
producers and sellers of time and
talent.

The impact of radio is embodied
in an NRI measurement that the
advertiser or a marketing man
should reach for—NRI “Cumulative-
Commercial Audience.” It measures
the great radio audience hitherto
uncounted—the 80% of homes lying
beyond the reach of the 36-city “Cn-
incidental” phone rating. It takes
all the radio audience to account
for' the entire market for products.

It measures the “Cumulative
Audlence” reached by a series of
programs. This is the market cov-
erage of the sponsor’s program at
work over a period of time. It re-
veals to the advertiser or agency
what portion of the market is cov-
ered adequately—what is left open
for competitors. And NRI “Cumu-
lative-Commercial Audience” re-
ports the number of homes hearing
each program’'s commercial message
—for a series of programs. These
two major NRI measurements of
radio—NRI “Total Audience” aund
NRI “Cumulative-Commercial Au-
dience” will assume a new impor-
tance in the light of radio’s increas-
ing competition. They become im-
portant because they tell the truth
about the far larger audience reached
by radio and because they give the
true and larger base for radio’s com-
petition with other media.

But adoption and use of these
larger, more accurate measurements
of the impact of radio on the market
are only part of the strategy that
must be considered by broadcasters,
networks or stations, as they face
increasing competition in Ameriea’s
time budget.

The other half of this strategy de-
pends upon skill in programming;
the strategy of so placing specific
programs, or types of programs, by
hours of the day, or days of the

Telecasting
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week, or season, that as a result
larger audiences are gained and held
by a station or a network.

Principles of Programming

In the main, the strategy of pro-
gramming goes back to certain prin-
ciples—one or another of which may
become important in relation to any
ohe station in any one situation
These principles may be listed as
follows:

a. Build around sirong programs.
Take advantage of an already
achieved large audience, already es-
tablished in relation to some pro-
gram (station or network).

b. Consider audience building at
those points where the accumulated
shares of audience for major stations
are low in respect to the index of
“hemes using radio.” It is at these
points that the potential increass
for an individual station is high.

c. Consider carefully the allocation
of talent dollars in proportion to
the "available audience” level—as
shown by the NRI Rating ‘“Homes
Using Radio.” If the audience is
bound to be small because of habits
of human behavior over which radio
has little control, (for example, the
dwindling audience at 10 p.m.), then
talent costs should not be main-
tained at levels warranted only by
higher potential audiences.

With these principles in mind,
let’s consider certain specific appli-
cations arising from NRI service.

STATION
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Share of Audience

NRI “Share of Audience” is that
proportion of fotal listening allotted
to any one program or type during
a given time period. The share of
audience of a particular program or
type, when compared with the pre-
ceding program’s share of audience,
will indicate its audience building
power.

Audience building powers of par-
ticular programs or types vary con-
siderably by hours of the day, days
of the week, seasons of the year and
other factors. Broad generalities
cannot be relied upon. Instead, each
individual situation must be ana-
1yzed.

Block Programming

Now let us turn to a phase of pro-
gramming that has received very
considerable thought during the past
12 months. This has come to be
known as “Block” or “Mood” broad-
casting—the continuation of the
same program fype across appreci-
able periods of time. The advan-
tages of building a program structure
of this kind are presumed to be
these:

1. There seems to be evidence that
proper scheduling of programs of
the same type will attract and hold
larger audiences than would be
otherwise attracted by mixing pro-
grams of various types (daytime

serials would be an example of the
principle involved).

2. The tuning habits of people are
not flred. Sometimes they tune in
late—sometimes tune out early.
Chance of attracting listeners to a
type of program they prefer is pre-
sumably greater during a period of
an hour than during a 15-minute
period.

3. It is believed that once people
get in the mood for a certain type
of program, they prefer to continue
listening to that type. Hence change
from one program type to another is
supposed to break the so-called
“mood,” thus losing audience.

However, these generalities are not
enough. They only argue that “block
programming” seems _desirable. It
is important to give careful con-
sideration to other factors available
from NRI data:

1. It must be remembered that the
relative strength of the program type
will, to & large degree, determine
size of audience obtained. For ex-
ample, it’s generally recognized that
comedy-variety programs on the
average produce largest audiences.
Concert music, as a type, produces
relatively small audiences. Thus.
the inherent strength of the pro-
gram type selected for the “block”
series is of prime importance.

2. The relative strength of com-
peting programs exerts a major in-
fluence on size of audience obtained.

3. The use of “block programming”
in principle cannot overcome the

(Continued)
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weacness of a particular program.
Specific strength of all programs in
the series is required to produce and
maintain audience,

4. It must be kept in 1nind, as
always, that the strength of pre-
ceding and following programs in-
fluences audience size.

5. Careful consideration must be
given to the type of program used
to effect transition from “block pro-
gramming” of one type to “block
programming” of another. Said in
another way, “What type of program
will hold the audience to Block I
and make possible the conversion
of this audience to Block II?"

6. And, of course, the program-
ming facts illustrated in the preced-
ing section must not be neglected
here; i.e., the relative strength of
each program type varies by time of
day, day of week and season of year.

With these points jn mind, let's
consider the application of one or
two of these factors in a typical
“block program” situation.

In Chart 4 (page 39) we have a
picture of “block programming”
across the time interval of an en-
tire afternoon. Beginning with 12
o'clock and running until 2 o’clock,
we see that one particular type
program appears on Station No. 2.
From noon until 1 o'clock, Station
No, 2 Is in a dominant position.
However, when the same type of
program is aired on Station No. 3,
note the apparent flow of audience
from Station No. 2 over to Station
No. 3, and that Station No. 3 then
dominates the air with its ‘“block”
series of continuous “mood” pro-

| PROGRAMMING OPPORTUNITIES

It ACCUMULATED SHARE OF AUDIENCE OF 4 MAJOR STATIONS
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grams until 4:45 when this “mood
series” is terminated. At this
point, two other series of ‘‘mood”
programs, keyed to child listening,
compete directly with one another
for the major portion of the listen-
ing audience.

One fundamental principle is thus
illustrated: The series of “block”
programs used must be keyed to the
mood possibilities of the available
audience.

Programming and Audience
Behavior

An NRI test of programming com-
petition among four stations has
shown some Interesting facts about
audience reactions to block program-

ming. One of the four stations car-
ried a certain type of program for
an hour and a half, and built up its
share of the total listening audience
to approximately 35%. When this
station dropped its block of programs
at the end of the hour and a half,
that type program was picked up by
another station, with the result that
station No. 2 more than doubled its
share of audience, and station No.
1 lost more than half its audience.

When this loss was discovered
through NRI measurement, station
No. 1 restored that type program
following the conclusion of station
No. 2's block of programs, and re-
gained its audience,

It seems clear from the movement
of audience in this particular survey
that a combination of circumstances
has created on this particular eve-
ning, a heavy preference for a single
type of programming.

It is important to know this and
other related NRI facts concerning
audience behavior in order to do the
most effective job of programming.

Here in Chart 5 is an actual case
in which NRI data revealed pro-
gramming opportunities and made
possible wise decisions in program-
ming strategy. It will be recalled
that, in a preceding section of this
article, one of the principles of pro-
gramming was outlined as “Build at
those points where the accumulated
shares of audience for the major
stations are low.” Here on Chart 5
are the accumulated shares of au-
dience for the major competing sta-
tions for four separate time intervals.
The first bar in each instance rep-
resents the accumulated shares of
these major stations for a particular
report period for 1946; the second
bar, the comparable report period
for 1947.

Comparing these accumulated
shares, we see that the 1947 level in
each instance is much lower than
the 1946 level. This fact indicates
that the programs now being aired
over these major stations do not
have the public appeal which the
1946 programs had. Thus these time
perfods offer large potential au-
diences for any station which is able
to air programs better tuned to pub-
lic acceptance.

erage Co.

moving due to WLOW.”

Represented

FORJ OE

w L u WDoes Sell]

GASOLINE . . . “Dealers are very enthusiastic about the
results thus far achieved.”

BEER . .. “Majority of places selling Arrow Beer keep their
radios on WLOW all day. We wish to compliment you
on the selling job you are doing for us.’’

AUTOS . .. i feel entirely satisfied many of our cars are
Centre Motor Co,

WLOW was the ONLY radio station in Virginia
to receive a First Prize Award in the 1947
Billboard Magazine Contest!

WL

NORFOLK, VA.

Pure Qil Distributor.

Norport Bev-

Robert Wasdon
Gen. Mgr.

The nation’s smallest state has . . .

WRIB

IF YOU OVERLOOK WRIB, YOU OVERLOOK RHODE ISLAND

PROVIDENGE, R. I.

250 WATTS e 1220 K. C.

Represented Nationally by Forjoe & Company

There are 138,000
foreign-born in R, I
A good majority of the

pulatmn is one gen-
eration removed from
foreign ancestry.
WRIB's “beamed”
programming for both
English and foreign-
born aims at delivering
BOTH.

Only WRIB in R, I,
carries Italian, French,
Portuguese, Polish,
Jewish, Armeman,
Greek, Syrian language
programs — beamed at
potential audiences
aggregating more than
350,000 persons,
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Awards and citations listed
herewith were presented
during 1947 and were not
necessarily for that year.

MAJOR RADIO AWARDS and CITATIONS—1947

Annual Advertising
Awards *

City College Broadcasting
Awards *

1946 Gold Medal Award
EDGAR KOBAK, president of MBS
for “contributions to the knowledge
and technique of radio advertising.
DR. ALLEN B. DUMONT, president, Du-
mont Laboratorles, Inec.
for “contributions to the advancement
of television as a new service to the
public a8 & new medium of adver-
tising."
Radio Division Bronze Medals
STANDARD BRANDS and J. WALTER
THOMPSON CO.
for outstanding skill In commercial
program production, Fred Allen
Program.
U. 8. RUBBER CO. and CAMPBELL-
EWALD CO.
for programs which contributed most
to the advancement of radlo adver-
tising as a social force, N. Y. Phil-
harmonic Broadcasts.
THOMAS J. LIPTON INC. and YOUNG
AND RUBICAM INC.
tor a special program, Hunger Marches
0O

n.

+ The annual Advertising Awatrds
were founded by Edward Bok In
(924, and administered by the Har-
vard School of Business until 1830.
They were revived in 1935 by Adver-
tising and Selling Magazine, present
SponNsor.

American Television
Society Awards

ELECTRIC ASSN. OF CHICAGO
for television promotion in the Chi-
cago area
THE DRAMATISTS GUILD, New York;
for making new programs and pro-
gram ldeas avallable to television
JACK POPPELE, WOR New York; presi-
dent. Television Broadeasters Assn.
tor being individual who has done
most to solve television problems,
specially for work on apartment
house antenna problem and the tax
o7 television in public places
GEORGE SHUPERT. sales manager.
Paramount Television; ATS Presi-
dent 1945-47
for rendering greatest personul service
to the advancement of the medium

H. P. Davis National
Memorial Awards *

KENNETH BANGHART. NBC 3taff
National Gold Medal Winner and $300
grand p
ED. HERLIHY. WNBC New York

Group award winner for owned and

operated station class
RAY OLSON, WOW Omaha
Group award winner for regional af-
filiate class
GEORGE BARCLAY. KFI Los Angeles
Group award winner for clear channel
affiliate class
DAVID BENNETT, WKBO Hasrrisburg,
Penna.
Group award winner for local affillate
class

DAVID GARROWAY, WMAQ Chicago
Honorable mention for owned and
operated station class
JAMES WESTOVER, KDKA Pittsburgh
Honorable mention for clear channel
affiliate statlon class
ALBERT V. GILBERT. WIRA Madison.
Wis,

Honorable mention for regional affil-
iate station class

EVANS A. NORD, KELO Sioux Falls

Honorable mention for loca] affiliate
station class
Established by Mrs, H. P. Davis in
tribute to the late Dr, Davis, ploneer
in broadcasting &s vice president of
Westinghouse E & M Co.. and chair-
man of the board of NBC, Winnin
announcer is awarded gold meda.
and $300 in cash. Runners-up are
awarded engraved rings. Both these
awards are distributed annually. Se-
lections are made from regular staff
announcers of NBC statlons.
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Plaques
Top awards for best in class entrants.
regardless of type of entry, have
been awarded to:
KENYON & ECKHARDT INC., New York
AMERICAN BROADCASTING CO.
KGFJ,. Los Angeles
WFIL, Philadelphia
WLW, Cincinnatl

Awards of Merit
KENYON & ECKHARDT INC., New York
for the most eflective promotion of a
sponsored program, County Fair.
KGFJ, Los Angeles.
for the most effective public service
programs, The Law Is Your Servant,
and If They Had Lived. (100-250 w
class

The following awards for the most ef-
fective direct selling, sponsored pro-
grams:

AMIE‘&!;;ICAN BCSTG. CO.. Henry Morgan

ow
WFIL, Philadelphia, Teen Age Time
J. M. MATHES INC., New York, Canada
Dry Sparkle Time,
WGQN, Chicago, Baker's Spotlight.
NBC WESTERN NETWORK. Hollywood.
Name Your Music.
RICH'S INC.. Atlanta
for the most eflective institutional
program, created by a Sponsor,
Rich’s Radio School.
WGAR, Cleveland
for the most effective Institutional.
sponsored Pprogram, created by a
station, Fooilights Forum.
WEEI, Boston
for the most effective public service
program. Sez Guidance for Youth
{5-10 kw class).
AMERICAN BCSTG. CO. New York
for the most effective public service
program, Hiroshina. (Network
class).
HARRY S. GOODMAN, New York
for the most effective sponsored spot
announcements, Weather Forecast
Jingles.
BANNER & GREIF, New York
for the most effective promotion of a
sponsored reglonal program, Projes-
sor Quiz
WNHC, New Haven
for the most effective over-all station
promotion (100-250 w class).
KMBC, Kansas Clty, Mo,
for the most effective over-all station
promotion (5-10 kw class).
KTHT, Houston
for the most effective promotion of a

public  service program, KTH
Builds A GI House. (100-250 w
class).

KLZ, Denver

for the most effective promotion of a
- public .service .program, KLZ Farm
Reporter. (5-10 kw class).
WFAA, Dallas
for the most effective promotion of a
public service program, Homer K
Saphead. (5-10 kw class).
WFIL. Philadelphia
for the most effective promotion of a
;ponsored rogramm, Louis-Conn
ight. (5-10 kw class).

KECA. Los Angeles
for the most effective promotion of a
sponsored program. Philco Radio
Time With., Bing Crosby. (5-10 kw
class) .
AMERICAN BCSTG. CO., New York
for the most effective promotion of a
sponsored program. Philco Radio
Time With Bing Crosby. (Neywork
Class).
WLW, Cincinnatl
for the most eflective over-all sta-
tion promotion (50 kw class).

Honorable Mention
J. M. MATHES INC., New York
for the creation of an unusually effec-
tive direct selllng, sponsored pro-
gram, Hoagy Carmichael Program.
THE NATIONAL COUNCIL OF THE
YMCA. New York
for the creation of an unusually effec-
tive institutional program, Children
of Babel.
KSD. St. Louls
for an unusuallv effective public serv-
ice proeram. The Cardinal Glennon
News Story.
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KUOM, Minneapolis
for unusually effective public service
programs, KUOM For Kids and.
School by Air.
WNEW, New York
for an unususlly effective public serv-
}ce program, Keep Faith With Amer-
ca.
WTMJ. Milwaukee
for an unusually effective public serv-
ice program, Cooperation Please.
COLUMBIA BCSTG. SYSTEM, New York
tor unusually effective public service
programs, Operation Crossroads, and
Empty Noose.
YOUNG & RUBICAM, INC., New York
for unusually effective promotion of
; sponsored national program, Vozx
op.
WMT, Cedar Rapids, Iowa
for unusually effective promotion of
public service radio program.
Traffic Jam in the Cornfields.
WING, Dayton
for unusually effective over-all sta-
tion promotion.
WNBC, New York
for unusually effective over-all station
promotion.
KYUM. Yuma
for unusually effective over-all sta-
tion promotlon.
KXOK., St, Louls
for unusually effective promotion of
a sponsored program, Rush Hughes,
* The CCNY Awards under the chair-
manship of Dr, John Gray Peatman,
associnte dean CCNY, are deter-
rmloed by the following committee
of radio editors of the advertising
and amusement press: Paul Acker-
man. Billboard: Victor Dellaire.
Printer's Ink.: E. W. Davidson. Sales
Maenagement: Joe Koehler. Sponsor:
Lawrence M. Hughes. Advertising
Age: Bruce Robertson. Broadeast-
ing: M. H. Shapiro, Radio Daily.

duPont Awards *

WHO Des Moines

WKY Oklahoma City, Okla.

ELMER DAVIS ABC commentator

* Cash award of $1.000 to each winner

accompanied by embossed recognil-
tion plaques, The three annual
awards aré presented under @ spec-
tal Irrevocable and perpetual trust
fund, established in 1942 by the
widow of Alfred I, duPont in his
memory. Selection committee; Dr.
Francis P. Galnes, president, Wash-
ington and Lee Unlversity, chair-
man; Mrs. LaFell Dickinson, presi-
dent of the General PFederation of
Women's Clubs: M. H, Ayelsworth,
New York attorney and first president
of NBC; the Right Reverend Henry
St. George Tucker, retired presiding
bishop of the Episcopal Church:
Mrs. duPont: Wm. H. Goodman,
secretal’yY of the Awards Foundation.
Previous winners of the duPont
Awards were; 1045—-KDKA Pitts-
burgh. WNAX Yankton, 8.D., Low-
el Thomas: 1 -W.
WTAG Worcester. H, V. Kaltenborn:
1943—WLW Cincinnatl. WMAZ Ma-
con, Ravmond Gram Swine: 1942—
KGET San Francisco, (shortwave
station at the time operated by G
E.) and Fulton Lewis Jr.

General Electric Award

Silver Plaque
KOA-NBC Denver
for station operatine perfection: loss
of only four seconds during 1946.

IRE Memorial Awards *

IRE Medal of Ionor
L. C. F. HORLE. Chief engineer, RMA
for “substantial and important ad-
vancement in the science and art

of radio communication.”

Browder J. Thompson Memorial Prize
W. H. HUGGINS, AAF Radlo Engineer
for his paper on "Broadband Noncon-
tacting Short Circults for Coaxlal
Lines.*
1948 Morris Leibmann Award
8. W. SEELEY, director, RCA Industry
Service Laboratories
for “development of iangenious cir-
vt:;m,s related to frequency modula-
on."
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wWwWWwW. americanradiohistorv.com

National Headliners Club
Medal Awards

ARTHUR GAETH, Mutual Broadcasting

ystem

for the outstanding foreign broadcast
of 1846, his “excellent and dramatic
on-the-spot coverage of the Nurem-
berg executions.”

JOHN GALBRAITH, KGO

for the outstanding news broadcast
of last year; his “excellent on-the-
smt account of the Alcatraz prison
riot.”

WINSTON BURDETTE, CBS

for the outstanding assigned radio re-
porting achievement of 1946, his
broadcast from the Bilbo hearing In
Jackson, Miss.

JOHN McVANE, NBC

for outstanding coverage of a con-
tinued major news story; his “ex-
cellent reporting of the United Na-
tlons meetings.”

* Awards ere for tournalistic achleve-
ment during the year 1946 and are
awarded at the snnual luncheon
of the Headliners in Atlantic Cit¥

Ohio State Awards*

Group I—National Network Programs:
RELIGIOUS BROQADCASTS
First Award The Eternal Light, NBC.
Honorable mentions, Sait Lake City
Tabernacle Choir, CBS; The Cath-
?:Iécs Hour, NBC; Way of the Spirit.

AGRICULTURAL BROADCASTS
First Award, Columbdia’s Country
Journal, CBS. Honorable Mention.
The Garden Gate, CBS.
WOMEN'S PROGRAMS
Nch:lrst Award. No Honorable Men-
n.
CULTURAL PROGRAMS
First Awards, Theater Guild of the
Air, ABC, and NBC Symphony, NBC.
Honorable mentions, Stage '47, CBC,
Author Meets Critics, MBS, Fred
Waring Show, NBC.
PERSONAL AND FAMILY PROGRAMS
Flzséc Award, Are These Our Children.

SOCIAL PROBLEM PROCGRAMS
First Award, American Town Meeting
of the Air, ABC.
PUBLIC ISSUES PROGRAM
Honorable Mention, University of Chi-
cago Round Table, NBC.
NEWS INTERPRETATION PROGRAMS
First Award, Raymond Swing, ABC.
CIVIC & SERVICE PROGRAMS
FerstCAward. Doctors—Then and Now.

BC.
INTERNATIONAL PROGRAMS
First Award, World Security Work-
shop, ABC. Honorable Mention.
Your United Nations, NBC.
SPE;CIAL ONE-TIME BROADCASTS
First Awarde, The Eagle’s Brood and
The Empty Noose, CBS Documentary
Unit.  School-Teacher 1947, and
Hiroshima End All, ABC: The Pa-
tient and the Visitor, CBC.
CHILDREN'S PROGRAMS FOR LIS-
TENING OUT OF 8CHOOL
Firat Award, American School of the
Air, CBS; and CBC Children’s Pro-
grams, CBC. Homorable mention,
Supérman, MBS.
TEEN AGERS PROGRAMS
Filrst Award, It's Up to Youth, MBS.
Honorable mention, Youth Asks the
Government, ABC,

Group ll—Regional Networks and
Organizations, Regional and Clear
Channel Stations

RELIGIOUS BROADCASTS
HonOrable Mention, Adventures of the
Spirit. WNEW New York, and Ad-
vent Programs, KMOX St. Louls.
AGRICULTURAL BROADCASTS
Honorable Mention, Corn Belt Farm
Hour, WHO Des Moines, Ia.. Farnt
Safety Series, WKY Oklahoma City:
and Home Grounds, WHA Madison.
CULTURAL BROADCASTS
First Award, Author Meets Critics.
WQXR. New York: and Adventures
Into the Mind, WMCA New York
Honorable Mention to Ohio Story.
WTAM Cleveland, and Campus Voi:?-
tor. WOSU Columbus.

(Continued on page 44)
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T every field of nadio

LOOK TO THE GENERAL ELECTRIC COMPANY

AM Among the first to design, build

and operate transmitters in the AM field,
General Electric has always maintained its
interest in advancing the art and technical
development of this phase of broadcasting. The 250 watt
AM transmitter shown here is the first of 2 completely
new line thar includes all types, from the lowest to the
highest power ratings.

FM As a pioneer in the develop-

ment of FM broadcasting, General
Electric has acquired the background

. and experience which has proved so
invaluable to the newer stations entering this field. As a
leader in FM, General Electric has a complete line of FM
transmitters for s:ations of every size.

COMMUNICATIONS

In the broad field of communications,
General Electric has placed emphasis
on the importance of quality, reliability and simplicity of
design in this type of equipment. Since many of the appli-
cations for radio communications equipment are in the
nature of public services, extreme care has been exercised
to design each unit for maximum utility. Complete systems
for the bands available to these services are provided, both
station and mobile.

"ﬁ{

AVIATION To the pilot, the

radio equipment is the most valuable in-
strument in his plane, since his life may depend upon it.
In designing the complete General Electric line of Aviation
Electronic Equipment, reliability far beyond accepted
standards was demanded. The high quality that is being
built into these entire lines is assurance of dependability
under the most critical conditions.

"T’ TELEVISION For many years

hy - General Electric has been in the forefront
' ! i in the development of television. Station
i i WRGB has provided outstanding facilities
; for experimentation, both in technical de-
velopment and in programming. This union of engineer-
ing with studio production has provided General Electric
with a background of experience that is of incomparable
value to those entering the television field.

MARINE RADIO

During the war General Electric was one of the

largest producers of radar for the Armed Forces.

Many of these developments have been refined

and simplified for use in peace. The Electronic
Navigator, a radar development, is one of these peacetime
applications which is now being used in navigation to
protect shipping. Other equipment now being developed
will 2id in saving untold millions of tonnage and numbers
of lives in the future.

=)

FOR COMPLETE INFORMATION ON GENERAL ELECTRIC RADIO EQUIPMENT, WRITE OR CALL ANY OF THESE DiISTRICT OFFICES:

ATLANTA 3, GA.
187 Spring Street
Walnut 9767

CINCINNATI 2, OHIO
215 W. 3rd Strest
Parkway 3431

BOSTON 1, MASS. DALLAS 2, TEXAS
140 Federol Street 1801 N. Lamar Street
Hubbard 1800 LD 224

CHICAGO 54, ILL. DENVER 2, COLO.
1122 Merchandise Mort 450 17th Street
Whitehall 3915 Keystone 7171 Trinity 3417

710 williamson Bld 3.
Sunericr 4822

Suite 1302-1301

KANSAS CIiTY 6, MO,

CLEVELAND 4, CHIO
105 W, 14th Sireat

Euclid & Public Sware
MINNEAPOL!S 2, MINN. SAN FRANCISCO 4, CALIF.

LOS ANGELES 14, CALIF.
0 NEW YORK 22, N. Y.

570 Lexington Avenuve
Wickersham 21319

Securty Title .n.urcrce Ridg.
530 West Sixth Street

PHILADELPHIA 2, PA. SEATTLE 4, WASH.
1405 Locust Streer 10 Second Avenue
Victor 9745 Pennypocker 5-6000 Main 7100

SYRACUSE I, N. Y.

12 Sixth Street 235 Montaomery Street Syracuse 6. 4411

Moin 2541 Dsuglas 3740

SCHENECTADY, N. Y.
Bidg. 247, Rm. 105
Scheaectady 4-2211

WASHINGTON 5, D. C.
806 15th Street N. W.
Executive 3400

LEADER IN RADIC, TELEVISION AND ELECTRONICS

GENERAL @@ ELECTRIC
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MAJOR RADIO AWARDS and CITATIONS
(Continued from Page 42)

PERSONAL AND SERIAL PROBLEMS
First Award, New Worid A-Comin,
WMCA New York: and It's Up {0
You, WCAU Philadelphia. Honorable
Mention, The PTA Program, WHA
Madison; Dr, Parker, WOR New
York: and V D Program Series, WKY
Oklahoma City.
PUBLIC ISSUE PROGRAMS
Pirst Award, One World or None,
WMCA New York. Honorable Men-
tion, Strayer Report, KWSC Pull-
man, Wash.
NEWS INTERPRETATION PROGRAMS
Honorable Mentlon, World Front,
WLW Cincinnatl.
PROGRAMS INTERPRETING CIVIC
AND S8ERVICE ORGANIZATIONS
Honorable Mention, Industrial Health,
WWJ Detroit.
PROGRAMS FOR FURTHERING IN-
TERNATIONAL UNDERSTANDING
Pirst Awards, WLW Famine Mission,
WLW Clnclnnati, and United Ng-
tions Sessions, WMCA New York.
Honorable Mention., Journeys Be-
hind the News, KOA Denver.
SPECIAL ONE-TIME BROADCASTS
Honorable Mention. For Conscience
Sake, KOIN Portland; Traffic Safety,
WCCO Minneapolis; and Band Red
Feather, WLW Cincinnati.
CHILDREN'S .PROGRAMS FOR LISTEN-
ING OUT OF SCHOOL
Flrst Award, Story Time, KLZ Denver.
Honorable Mention, Pal Show, WOR
New York.
TEEN-AGERS PROGRAMS
Honorable Mention, Youth Looks at
News, KDKA Pittsburgh.
PROGRAMS FOR USE IN SCHOOL BY
PRIMARY CHILDREN
Honorable Mention, Story Period for
Juniors, CBL Toronto.
PROGRAMS FOR INTERMEDIATE
GRADE SCHOOL CHILDREN
First Award, Nature Study, KDKA
Pittsburgh. Honorable Mention,
Music Time, KMBC Kansss City and
Adventures in Speech, CKY Winni-

Peg.

PROGRAMS FOR USE IN SCHOOL FOR
JUNIOR AND SENIOR HIGH
SCHOOL PUPILS

Honorable Mention, Once Upon a
Time in Ohio, WOSU Colimbus,

Group IfI—Local Orgpenizations and
Local Stations
CULTURAL PROGRAMS
First Award, March of Propress, CJOR
Vancouver. Honorable Mention. Be-
hind the Scenes in Musie, C
New York,
PROGRAM FOR PERSONAL AND SO-
CIAL PROBLEMS
Honorable Mention, Bright Tomorrow,
ington.

PROGRAMS PRESENTING PUBLIC IS-
SUES

Honorable Mentlon. Toledo Jr. Town
Meeting, WI'OL Toledo.
PROGRAMS OF CIVIC AND SERVICE
ORGANIZATIONS
First Award, United Natfons Sessions,
WNYC New York. Honorabie Men-
tlgﬁ. This is Memphis, WMPS Mem-
phis.
SPECIAL ONE TIME BROADCASTS
Honorable mention. Golden Jublilee,
WXYZ Detrolt, and The Immigrant,
WINX Washington.
CHILDREN'S PROGRAMS FOR LISTEN-
ING OUT OF SCHOOL
First Award. Chrisimas Festival,
WNYC New York.
PROGRAMS FOR USE IN SCHOOL BY
PRIMARY CHILDREN
Honorable Mention. Tales From Four
Winds, WNYC New York.
PROGRAMS FOR INTERMEDIATE
GRADE SCHOOL CHILDREN
Honorable Mention, News X-Ray,
KUOM Minneapolls, and Adventures
in America, KFJZ, Ft. Worth.
* Sponsored by the 17th Annual Insti-
tute for Education by Radio, Ohio
State Unlversity, {Columbus).

One World Award *

The late FIORELLO H. LAGUARDIA
was selected as 1947 winner for press
and radio, to receive a trip around
the world by plane. My, LaGuardia
was cited "'in itlon of his
outstanding national and interna-
tlonal public services in his fear-
less stand on the radio and in the
press, a8 well as in his publie life
fenemlly. in furthering the highest
deals of One World.”

* The idea of the award originated

in December 1944, to give annual
recognition for outstanding contri-
butions toward developing lnterna-
tional understanding by represent-
atives of the Dpress, radio and mo-
tion plctures.
Previous winners: 1646, Norman
Corwin, 1945. David Sarnofl for ra-
Jdlo, Darryl Zanuck for motion pic-
tures, and Kent Cooper for press.

George Foster Peabody
Radio Awards *

WOW Omasha
for outstanding regional Public serv-
ice program, Operation Big Muddj.
COLUMBIA BCSTG. 8YSTEM Inc.
for outstanding entertalnment In
drama, Columbia Workshop,
WELL Battle Creek
for outstanding public community
service, Our Town.
NATIONAL BCSTG. COMPANY
for outstanding entertainment in mu-
sle, Orchestras of the Nation.
WILLIAM L. SHIRER AND CBS
for outstanding reporting and inter-
pretation of the news.
MUTUAL BROADCASTING SYSTEM
special citation of honor for news
program. Meel the Press.
COLUMBIA BCSTG. SYSTEM
special citation of honor for presenta-
tion. Invitation to Music.
COLUMBIA BCSTG. SYSTEM
special citation of honor for Suspense.

AMERICAN BROADCASTING CO.
special citation of honor for Henry
Morgen Show.
WSB Atlanta

special citatlon of honor for sequence,
The Harbor We Seek.

JOHN CROSBY, New York Herald Trib-
une radio columnist

spectal award for his outstanding con-
tributions to broadcasting through-
out his writings,

DEXTER MASTERS (WMCA New York)
for outstanding educational program.
Omne Worid or None,
AMERICAN BCSTG. COMPANY AND
ROBERT SAUDEK

speclal citation of honor for the adap-
tation of John Hersey's account,
Hiroshima.

GLORIA CHANDLER (Association of
Junior Leagues of America)

special citation of honor for adapta-
tion of books dramatized and trans-
scribed. Books Bring Adventure.

WHCU Ithaca

specal citation of honor for Radio
Edition of the Weekly Press.

* Established in 1940 in honor of the
late George Foster Peabody by the
board of regents of the University
of Georgis, to be jointly admints-
tered by its Henry W. Grady School of
Journallsm and the NAB. Listening
post committees are set up each year
throughout the United States under
the leadership of Mrs. Dorothy Lew-
1s, coordinator of Iistener activity
for NAB. Recommendations of these
committees are made to the Pea-
body Awards national advisory
board. Members of this board in-
clude: Edward Weeks, editor, the
Atiantic Monihly, chalrman: John
H, Benson, formerly president Amer~
fcan Assn. of Advertising Agencies,
New York: Bennett A. Cerf, presi-
dent, Random House Inc., New
York; Jonathan Danlels, editor,
Raleigh (N.C.) News and Observer;
Mark Ethridge, publisher Loulsville
Courier-Journal and Times; Earl J.
Glade, mayor of Salt Lake City; Jo-
seph Henry Jackson, literary edftor,
.Sen Francisco Chronicle; Waldemar
Raempffer’, science editor, New York
Times; Dr. I. Keith Tyler. dlrector
of radlo education, Ohlo State U.:
Mrs, Ellzabeth Ames, executive df-
rector of "Yaddo,” Saratoga Springs,
N. Y.; Dixon Wecter, professor of
English, U. of California, and asso-
clate fellow, Huntlngton Museum,
Los Angeles. Dean Drewry and Ma-
rlon Smith, scting chancetlor, Uni-
versity Bystem of Georgle., are ex-
officic members.

1
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EDDIE CANTOR SHOW

THURSDAY NIGHT NBC

Sponsored by PABST BLUE RIBBON

THIS IS YOUR F.B.I.

FRIDAY NIGHT ABG

Sponsored by The Equitable Life
Assurance Society of the U.S,

THE METROPOLITAN OPERA

AUDITIONS OF THE AIR

SUNDAY AFTERNOON ABC

Sponsored by Farnsworth Television &
Radie Corp. (Makers of Capehart Phone<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>