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Analysis of 1949 Radio-TV Advertising 
NET REVENUES from the sale 
of broadcast time in 1949 reached 
an estimated $429 million. Total 
net time sales* increased a flat 3% 
over the previous year, in spite of 
a lot of scare talk about recession. 

The three per cent gain should 
be compared with a gain of 11.4% 
in 1948. 

It was a year of the jitters, in 
radio and elsewhere, but, like most 
other business, radio wound up 
1949 with' an excellent revenue 
picture. 

On a dollar volume basis the 
year's increase represented more 
than $12 million. It should be re-
membered, however, that, 1949 was 
a year of expanding television rev-
enue, and some advertisers were 
putting cash on the line for televi-
sion shows, expensive ones, and 
radio's cash receipts were bound to „ 
show the effects of that new de-
velopment. 

The increase in net time 
sales is the smallest percent gain 
in revenues of any year since the 
war's end. But 1949 was a year in 
which other indices of business 
prosperity dropped off sharply, es-
pecially during the summer and 
early fall. I t was a year that 

TV ADVERTISING 
EXPENDITURES, 1949 

Network . 59,900.000 
Spot 8.600.000 
Local 6,250,000 

TOTAL $24,750,000 

showed a marked rise in unem-
ployment, and a general feeling of 
insecurity among businessmen. 

Time salesmen, like salesmen in 
many other lines, .reported a defi-
nite return of a buyers market, 
and the going was at times pretty 
tough for many stations. 
• The $429 million figure doesn't 
tell the whole story of the radio 
revenue picture by any means. Re- * 
ceipts from the sale of talent and 
other sources are hard to estimate 
on a sample basis. Past experience 
would indicate that these receipts 

Editor's note: Statistical material in the BROADCASTING Business In-
dex is derived from data gathered in an extensive, nationwide sample 
of all classes of stations. Methods employed are those developed ojid 
applied by BROADCASTING with marked accuracy for the past 15 years 
and were founded upon the formula originally1 developed by Dr. Herman 
S. Hettinger, nationally-known economist specializing in the radio field. 
Statistical data was audited by the firm of Sinrod & Tash, Washington 
certified public accountants, which turned'over to BROADCASTING only 
weighted averages in each station and business category, in conformity 
with the canons of the American Institute of Certified Public Accountants. 

TABLE I 
RADIO NET TIME SALES 1948-1949 

% 
Class of Business 1948 Total 
National Network $133,723,098 32.1 
Regional & Miscellaneous Ne tworks* . . 7,329,265 1.7 
National & Regional N o n - N e t w o r k . . . . 104.759,761 25,1 
Loea r 170.908,165 41.1 

TOTAL $416,720,279 100.0 

* Includes miscellaneous ne twork and stations. 

1949 
(Estimated) 
$127.590,000 

7.500,000 
112,000,000 
181,900,000 

$428,990,000 

Total 
29.8 

1.8 
26.2 

,42.2 ' 

100.0 ' 

•»Net t ime sales represen t gross bill-
ings less f r equency and promotional 
discounts and the re fore comprise the 
gross receipts o f ' t h e med ium f r o m the 
sale of t ime in all categories. -These 
receipts are before deduct ion of agen-
cy commissions which a re considered 
an expense of sales 

would total about $22. million, 
bringing the total of radio's gross 
revenues to $451 million. Add to 
this an estimated $77 million spent 
by advertisers for talent and pro-
grams on their own account, and 
the 1949 expenditures, for adver-
tising total of $528 million. 

One of the significant develop-
ments of the first half-century has 
been the advent of radio and its 
"growth to the most widespread me-
dium of entertainment, education 
and enjoyment the world has ever 
known. Consequently, in the 
United States it has also become 
one of the most effective adver-
tising media known to business-
men. Since its faltering beginning 
in the early,'20's, radio has grown 
by leaps and bounds, until now it 
is well on its way to a $500 million 
net time sales total. 

Broadcast advertising is a widfc: 
ning picture now, with the develop-
ment of television. It is proper to 
consider television's great poten-
tial as an advertising medium as 
an outgrowth of radio. Where tele-
vision will stop, no one dares to 
predict, but it is reasonable to 
assume that the combined forceful-
ness of radio and television will 
attract many millions more in ad-
vertising dollars within the next 
decade. 

TV Development 
With a full tw9 years of rapid 

commercial television development 

behind us, net TV time sales in 
1949 have now reached an esti-
mated $24,750,000. - I t is reason-
ably safe to predict that this total 
could be nearly doubled, if TV's 
problems with the FCC are licked 
in a hurry. 

Of this $25 million, $9,900,000 
is estimated to have been spent by 

-advertisers for network advertis-

ing. Another $8,600,000 was spent 
by spot advertisers on television, 
and the remaining $6,250,000 was 
spent in television by local adver-
tisers.' 

There is no doubt that a fa i r 
portion of this $25 million is new 
money to broadcasting. Surveys 
among advertisers have shown 
that for the most part, television 
budgets are an additional appro-
priation,1 rather than a deduction 
from AM appropriations.^ 

Trends Within Radio * 
(Table II) 

Local adver t is ing^ still the bed-
rock of the radio revenue picture, 
but national non-network (spot) 
advertising , showed the biggest 
gain in 1949. Its 1% gain barely 
exceeded the 6.4% gain in local 
advertising. Spot advertising was 
an excellent source of revenue this 
year, largely because it is a flexi-
ble way to use radio. In a year 
when many businessmen were anx-
ious to avoid long-term commit-
ments, spot advertising became a 
handy short-ruiTmedium, used ex-
tensively to, promote new car mod-
els, foods and beer and wine. 

(Continued on page 12) 
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