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FIRST CHICAGO STATIOK IN THE MIDDLE WEST!

Repeated investigations by independent
survey organizations demonstrate that
your program on WGN will have more
listeners than the same program on any
other Chicago Station. We will welcome
the opportunity to show you the evidence.

50,000 watts WG N INC. 720 kilocycles

441-445 North Michigan Avenue

Eastern Sales Office . . . Pocific Coast Offices
Norman Boggs Chicago, lllinois Paul H. Raymer Co.
220 E. 42nd Street Member of The Mutual Broadcasting System Los Angeles

New York, N.Y. Son Francisco
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Stake Your Claim
in 19 Markets . . .

s L T e
o B gL ot S

TAKE it with the one combination of radio
S stations that gives localized and complete
coverage of every key buying center in New
England — The Yankee Network.

New England never has, and never will be, a
one shot, one station market. It is too populous
— too prosperous — too definitely developed
into distinct sales areas. You just can't spread
it thin and get maximum results.

Keep this point in mind when you're plan-
ning sales campaigns for the coming year. Use
The Yankee Network as the hub and spokes of
promotional activities. Merchandise its selling
power — allocate your salesmen — your dis-
plays — your deliveries on the basis of the two-
fold advantages the 19 stations of The Yankee
Network provide (1) LOCAL acceptance and
effectiveness (2) COMPLETE coverage.

Why be satisfied with a slice when the entire

rich territory is available?

e

et Y S e

THE YANKEE NETWORK

21 BROOKLINE AVENUE BOSTON, MASS,
EDWARD PETRY & CO., INC., Exclusive Nafional Sales Representative

WNAC

Boston
*
WTIC
Hartford
*
WEAN
Providence
*
WTAG
Woarcester
*
wWIiCC
Bridgeport
New Huven
*
WCSH
Portiand
*
WLBZ
Bangor
*
WFEA
Manchester
*
WSAR
Fall River
*
WNBH
New Bedford
*
WHA
Greenfield
*
WBRK

Pittsfield
*

WNLC
New London

*
WLLH

Lowell
Lawrence

*
WLNH

Laconia
*

WRDO
Augusta

*
wWCOU

Lewiston
Avuburn

*

WSYB
Rutland

*
WELI

New Haven
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What More Can You Ask Than to Reach the Market Pictured Here?

Without asking you to read reams of factual data and sales arguments

we solicit your business on the basis of RESULTS ACCOMPLISHED

For Those Who Want Additional Information

WIBW operates with 5.000 waus. day and
night, on the dominaling 580 Ke. channel.
Primaryv service area of 206 counties in Kan-

WIBW’s wholehearied acceptance in so many
radio homes is due to our many years of un-

sas, Missouri, Nebraska, lowa and Okla- ceasmg efforts 1o be ,Of real _SER\ ,ICE b O
799 5 isteners . . . O our 1nterest in eir p ems
homa . . . 5,327,227 listeners. liste ! t .l their probl
We're mighty proud of the results obtained and welfare . . . to our friendly programs and
for our ad\'ertisers. Hnwever. we'd rather neighborly personalities.
you got current “success” stories direct We believe . , . with all our leart . . . that
from them. We suggesl that you write to . ¢ RESULTS for by o ducine
H. D. Lee Mercantlle Co.. Allis Chalmers, welgang EEH IR0 for oy Ly Nocucing
Proctor & Gamble. General Mills, or Inter- vour product into these homes where we are
national Harvester. accepted members of the family.

* In Kansas, Missouri, Nebraska, lowa and Oklahoma,

WI Bw ropEKA :‘{;5 COLUMBIA OUTLET FOR KANSAS

BEN LUDY Gen, Mgr.
REPRESENTED BY CAPPER PUBLICATIONS, INC.
NEW YORK DETROIT’ CHICAGO KANSAS CITY SAN FRANCISCO

BROADCASTING ¢ Broadeast Advertising 1941 Yearbook Number ¢ Page 3
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The Cowles Stations ... ____. 308
Don Lee Broadeasting Sys-

tem . _______ . 268-259 ; 308
Foothills Network ..._ 300
Georgia Broadcasting System 308
Georgia Major Market Trie 308
Hearst Radio Inme. _.. 308
Houde Group -._-__.. 309
Intermountain Network 308
Kansas State Network ___ o 308
Lake Superior Radio Group ___ 309
Lone Star Chain _._. ———o--—-_. 309
Manitoba Telephone Stations - 306
Mason-Dixon Radio Group =0 9
MecClatchy Broedcasting System 309
Michigan Radio Network .-.-__. 261. 309
Minnesota Radio Network _ 309

Mutual Broadcasting System.20, -22 252-

253 ; 300-303
National Broadcasting Com-
pany ... . 20-22 ; 244-250 ; 288-29¢

Owned and managed stations 288. 309
New York Broadcasting System 309
(Continued on page 6)
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S. reps abroad _ ... ___._ __ 462
Foreign veps in U. 8. __________ 223
Research and marketing groups __ 466
Retail set sales, 1922.40 _ .__._ _ 14

Retailers Promotienal Guide, Na.
tionzl Retail Dry Goods Assn.__ 40-44

Review of 1940 . ____. ____ =0 88
Rhode Tsland, stations _. cooo 156
Royalties, ASCAP income ._.. .__ 20
Rules and Regulations—
Canadian stations ____ _ __ __ 395-396
FM broadcast stations --374-386
International stations __.. ___ 178
Standard broadeast stations _._300-384
Television rules __ __ - 387
Television stations _______ _ 389

S Texas Quality Network—
Advertisers using in 1940 _______ 260
Saskatchewan, stations .. - 183 Stations and personnel.. ..... 309
Radio homes by counties__._.____ 286 | Texas State Network, stations and
Schools, colleges and universities personnel 309
in U.S., stations owned by _____ 223 | Time conversion chart 428
Seripps-Howard Radie Inc Titles of successful program ldcns.'204 -209
Seript  Services oo oo eme.ae Toilet goods and drugs, sdvertisers’
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Services, consulting _._.___ --.463-471 | Towers, transmitters used in U.S._.354-370
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Set manufacturers .. ~-=-408-409 | Trans - Canada Communications
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Educational ________ 223 SCPIDIBE oo e oo e eee o e 191-195
South American stations -422:426 | Trapeeription and Program services .184-180
South Carolina, stations. 186 | Transcription equipment, manufac-
South Dakota, stations _____.______ 158 turers of - ool 162
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Speech input equipment in US ...364 370 T i Servi b
Sponsors. national and regional with AL Press SDAICEESUDS
. seribera _______________________ 324-326
BEONCIES  — oo oo oo 224-237 Treat H 0 P
Program popularity in 1940 ._24-28; 30-38 WL BRI 6 °“'53':,58. T T
Program ideas, index of ...__. 204208 | oG -8 H -309
Network billings and agency ri-Lity BITT - emrerooaonocs -
rankings., 1940 . ____________ 20.22
Success stories of ... __ 196-198 U
Using international shortwave . 311 | yyiions and labor groups in radio_ 417
Sports commentators, list of _______ 210-220 | {Jpited Press, subseribers 324-326
Sporting News bascball announcers’ United States— i rmmmmnemes
awards oo oo e 461 " es—
L Broadcasting representatives
Spet broadeasting - __________ ~ 11-14 abroad 162
Sprague, Stuart, protecting pro- Government agencies dealing with
gram ideas _____. _________.___. 222 radio 81: 443
Station |epresent.auvea. and lists._ 92-9% International stations licensed in. 178
Stations-~ New stations authorized, 1940 __ 86-87
Authorized during 1940 ________ 86-87 Newspaper ownership of sta-
Broadcast, official count, 1922~ HORS . o cmmmmom oo 818-322
1940 .. .. -= - Population figures, 1830-1940 com-
Canadian, rules xovcrmnx parisons 48
Canadian, by call letters __ o 80 Radio EditorS o ooeoomoooon 328-329
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Deleted by FCC, 1934-40 ____ 91 By ecall Peuers ________________ 50-56
Educational and religious, U. §, By fr 82.85
and Canada oo 223 ;438 By states and territories..-._. 103-178
Equipment, used in _ 354-370 Map of stations ____________ (inserted)
Faesimile = = e 371 Universities and colleges—
Farm directors ______ 221 Courses in radio offered_..____.429-431
FMm . . . o om 386 Stations owned by .___ 223
Group npclntcd - 308-309 | Utah. stations 166
Group ownership, U. S .- - 90
Havana Treaty shifts _____ 50-18 A"
International jn U. S, 178 i
New xtations authorized. 1940____ 86-87 | Yermont. stations . __...._._.___. 168
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Serviers. publicity - .. ._eo_ 463 medals and awards _.__ - 462
Subscribin® to news services._ 191-195 | Virginia. stutions ... ... 168
Subseribing to transeription li-
braries _ _ W
Television, Washington, stations .. _...._... 168-170
. Washington gttorneys  practicing
U. S. by freauencies ) befare FOC oomcee conec wma- 456-457
U. S., by states and territories 103-178 Washington Radio Correspondents- 923
Successful program ideas and titles.204-209 Weeks, special deys and, 1941 in-
Survey of radio homes ... L] dex of ____________ _ _______. 40-41
Surveys of audience and popularity— Westinghouse Radio Sf.ntions Ine.. 309
CAB analysis, 1840 _. _ _____ 24-?8 | West Virginia, stations ____ . _____ 170-172
C. E. Hooper analysis. 1940_____ 30.3% | West Virginia Network, stations
and personmnel .. ______.____ 809
Wisconsin, stations - . _.__._. 172-174
T Wisconsin Broadcasting System. Inec. 809
Woman's National Radio Committee
Table. kilocycle-meter conversion__ 372 citations oo cein iommmmaan 46
Taient aZencics and services_____201-202 Woman commentators, list of 210-220
Technical literature .-432-438 | World time conversion chart...... 42
Television— Writers, agencies handling.__ 201-202
Laboratories and experimental Wyoming stations ______________ o 174
services. U. S. and foreign_...._ 388
Literature of 436 Y
Rules & oo 387
National Television Systems Yankee ‘Network.-—
mittee 887 Adv?rhsers using in 1040....__. 254-256
Stations in U. S. .o __.__ 389 Statinns -!II.I'd executives___ - Sgg
Temperatures, coefficient crystal .___ 397 Year-end veview o.ocecoee oo—o.-
Tennessec, stations Z
Territorivs and Possessions of U.S,,
stations .. - ... Z-Bar Network, station and execu-
Texas, stations ____ . ... __ tives  ____________ 309

THE

DISTINGUISHED BROADCASTING STATION

FIRST IN ST. LOUIS
To Establish a Rigid
. Protection to Listeners .
Against the Unworthy
NBC RED Network Exclusive

PROVED LISTENER PREFERENCE

In sixteen nation-wide voting contests to determine
the most popular programs and stars on the air, KSD
has led all other St. Louis stations in the voting for
listener preferences. The first of these polls was held
in 1935 and the last in 1940.

St. Louis Outlet

The Network Listened to by Most Persons Most of the Time
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> ~ 1 Faual to mail rvectdl i Yo S
k—i home (Davidean) County, ".# '--z
Less than mail ree’d. i

home (Davideon) Connty, ™
nonncements  hefore 6 PALL (LSCT, Over . No mail received. ‘ na o

Mail Map plotted as the rexnlt of seven an-

19,0000 pictures muailed dn respouse 10 offer,

What do vou want vour radio dotlar 1o huy? Walls,
towers, channels, talent . . . or results? Il it's results
voure after, then choose WRNL!

Oh Yes, vou'll get some walls . . . 50,000 of them (as
many as any olher station) on a clear channel with its
large secondary. You'll gel a tower, too . . . America’s
tallest.

But if you want results, study the above map. This is
only one “‘success story” where a WSA advertiser got
results . . . there are a Jot more, and if it’s results you're
after, better send for them, today.

NASHVILLE, TENN. HARRY L. STONE, Gen'l. Mgt.

OWNED AND OFPERATED BY
THE NATIONAL LIFE AND ACCIDENT INSURANCE COMPANY, INC.

NATIONAL REPRESENTATIVES, EDWARD PETRY & CO., INC.
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NEW FACILITIES...INCREASE

RN IX QY

DETROIT

R
b

KING TRENDLE BROADCASTING CORPORATION |

Basic Detroit Qutlet For NBC Blue Network

H. RAYMER CO. {
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And For Quick Sales Results

InThe State...Michigan Radio
Greater Coverage Network’s Tested and Proven

To A Greatly Enlarged Coverage To Over 4 Million

Good Service Area Population
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CHICAGD o M

Frankiir

Back in the dim dark days bhefore

For nine years, now, we’ve been

(EXCLUS.VE REIPREscTATiwES:

there were any such critters as rememhering this faect and il(‘tillg \v:g:;wxew e L\‘:'CJIE‘F;';S
. . . . , e work : woAY | L RARGO
“radio - station rcl)resentatlves”’ accordmgly. TO(]dy, we work as an 5,7\%':\ ..... . KANSAS CIT7
) . E DLl LOUISVILLS

several of our fourieen men here  associate — as “stand-in” — for WICN . . MINNZAROLISST. PAUL ¢
. . . . PZORIA

. . - A SO ST. LOUIS l‘

at F & P were in the agency Some of the biggest adveriisers S e i,

E . = H o IOWA

business. and finest agencies in the land. wo S swoes |
DAVENFORTY
KMA THENANDOALIY

What can we do for you? A survey, R O e s T
N . wese ... .. CHARLESTON
In those days, we remember, there . .. .0 0 analysis, or a state- wis oD COLGMBIA
. } . WPTE L L LDl . . RALEIGH
were darned few media salesmen 001 of station costs anil coverage wDBJ E ROANOKE
) . . SOUTHWEST . ..
or representatives who tried to go in your trade territory, for in- :gm . no\..,&sgou MD:Lcl]ﬁ
R . KTUL . .o oo o
very much further than simply to  stance? We’d like the chance to PacIEic ConsT TuLsa .
. . . KECA . . . LOs

sell space. But those who did go  show yon some typical “Free & KSIN-Kale | o Riant
A e o KROW . OAKLAND.SAN FRANCISCO
further were sometiing! Peters Service : . SEATILE

MEW YORM: 345 Park Aes,
Plaza %-4081

ﬂ['l'nﬂl'l" M Cemiber Bl

Since May, 1932

SAN FRAMCISCD: §i Swdrer
Saobimr £330

epresenmtz'ves

LOS ANGELES:
Vandike @

L KIRD

», FREE & PETERS. INC.

Pioneer Radio Station R

———

Muin

frrand  ATLAMTA: 322 Palmer Bial
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Broadcast Advertising in 1940

DR. HERMAN S. HETTINGER

Associate Professor of Marketing, University of Pennsylvania

BROADCAST advertising vol-

ume continued its upward

trend during the year just

closed, et time sales increas-
ing 21.5% as compared to 1939.
Estimated net time sales during
1940 amounted to $157,900,000 on
the basis of preliminary informa-
tion available at the current writ-
ing.! Time sales were divided
among the various portions of the
medium as follows:

TABLE 1

Estimated Radio Time Sales
(1940)

Per cent

Portion of Medium  Net Time Sales Total

National network $70.910.000 44.9%

National non-network 38.960.000 24.6

Local 48.030.000 30.5
Total $157.800,000  100.0%

Radio advertising volume experi-
enced the best growth in recent
years during 1940, the 21.5% in-
crease during the year just closed
being compared to a 124 gain in
1939 over the preceding year and
4% in 1938, Net time sales in 1940
were 33.89 above those of 1937,
and 98.4% greater than in 1935.
Net time sales of the medium in
recent years were as follows:

1936 mimmee 879,618,000
1937 1. 7.909.000
1939 1£8.968.000
1940 167,900,000

Gross Time Sales

If the more conventional figure
of gross time sales is taken, broad-
cast advertising in 1940 totaled
approximately $208,000,000. Gross
time sales are arrived at by multi-
plying the facilities sold by the

' Net time salca are based primarily upon
station revenue data comprising approxi-
mately 15 per cent of the medium’s sales
in recent years and on informution for net-
works. While the sample undoubtedly is
small enough to allow som¢ margin of
ertor, component stations scem to have
been sufficiently representative to cause the
estimates to be indicative of hroad general
trends.

rate charged for them for a sin-
gle broadcast. Net time sales on
the other hand represent advertis-
ing volume following the dedue-
tion of discounts granted for fre-
quency of use but before subtract-
ing agency and mid¢leman com-
missions which are considered as
costs of sales. Net time sales,
therefore, represent the actual dol-
lar volume of gross receipts of the
broadcasting business. Gross time
sales are used to secure a com-
parative picture of various media
because of the difficulty of allow-
ing for various forms of discounts

Official Count of U, S,

Broadcasting Stations
({From records of FCC)

Jan,1,1922.________________ 30
March 1, 1923 ___________ 556
Oct. 1, 1924___ ____________ 530
June 30, 1925_______________ 571
June 30, 1926_________ . ___ 528
*Feb, 23, 1927 __.___..._ 733
July 1, 1928 ______ ____ ____. 677
Nov. 9, 1929________________ 618
July 1, 1930 ______________ 612
July 1, 1931 ____________ 612
Jan., 1, 1932_________________ 608
Jan. 1, 1933________________ 610
tdan, 1, 1934_______________ 591
san. 1, 1935 ______________ 605
Jan, 1, 1936________________ 632
Jan. 1, 1937________________ 685
Jan. 1, 1938________________ 721
Jan. 1, 1939____________..__ 764
Jan, 1, 1940 ________________ 814
Jan, 1, 1941 882

* Federal Radio Commission fakes
orer rvegulation from Dept. of Com-
meiee,

+ Federal Communications Commis-
sion repluces Federal Radio Commis-
sion July 11, 1934,

BROADCASTING e« Broadcast Advertising

in the compilation of dollar vol-
unie.

The portion of gross radic time
sales accounted for by different
parts of the medimmn in 1940 were
as follows:®

TABLE 11
Gross Radio Time Sales

(1940)
Per cent
Iurtion of Medium  Gross Time Sales Total
National network $96.456.000 45.9%,
National twn-network 52.200.000 24.8
Lawenl 59,300,000 29.3
Totul $207,956,000 100.07%

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

TABLE 111

Estimated Radio Gross Time Sales
(1927-1910)°

National

Year Networks Others Total

1927 $3.830,000 37,987,000 34,820,000
1428 10,227,000 3,873,000 14,100,000
1429 19,196,000 7,604,000 26,800,000
1930 27,694,000 12,806,000 40,500,000
1931 37,502,000 18,498,000 56,000,000
1932 39,107,000  22,793.000  61.800,000
1933 31,516,000  25.484,000  57.000.000
1934 42,659,000 30,228,000 72,887.000
1936 49.315.000 38,209,000  87.524,000
193¢ 59.671.000  47.880.000 107.551.000
1937 68.828.000 75,314,000 144,142,000
1038 71,728,000 78,390,000 150,118.000
1939 83,114,000 88,000,000 171,114,000
1940 96,456,000 111,500,000 207,956,000

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

Comparison With Other Media

As in recent years, radio adver-
tising continued to show the great-

Nutional network #toss time sales fig-
ures are taken from the reports of Publish-
er's Infurmation Bureau as are the data
fur network advertising by classes of busi-
ness prexcnted luter in the report. Maga-
zine advertising information is alio taken
from the same sburce.

est relative growth among major
media. National magazine adver-
tising increased 119 and amount-
ed to $167,408,000 on the gross
sales basis as compared to an in-
crease in radio volume of 21.5%.
National farm paper volume rose
12% during the year, and on the
osis of 11 months’ data, newspa-
per advertising increased 1.8%.

The greatest gain in the maga-
zine field was with regard to week-
iy periodicals where advertising
volume rose 18%. Special maga-
zine advertising (such as House &
Garden) rose 12% and that of
women’s magazines increased 3%,
while general magazines increased
4.

On the basis of 11 months’ in-
formation, total display advertis-
ing in newspapets increased 1.3%,
and automotive advertising rose
17.7¢¢. General advertising, on the
other hand, declined 1.5%. Retail
store advertising gained 1.1% and
that of department stores 1.6%.

Trends Within Radio Medium

As has been the case for several
years, national non-network and
local radio advertising in 1940
grew at a somewhat more rapid
relative rate than national net«
work volume. National network net
time sales increased 14.4% as
against th: preceding year. Na-
tional non-network volume rose
24.4% and local radio advertising
increased 28.7%. The relative
growth of the two latter classes of
business was at approximately
twice the rate as in 1939, while the
rate of network advertising growth
remained approximately the same
as during the preceding year.

The continued more rapid rela-

tive growth of national non-net-
work and local advertising has ma-
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terially changed the proportion of
business represented by different
parts of the mediun: as indicated
in the following table:

TABLE 1V

Proportion of Radio Advertising
Accounted for by Networks and
Other Portions of the Medium

National
Year Network (Hher Total
1927 79.47¢ 20.6%0 100,07
1930 68.3 3.7 100.0
1935 56.4 43.6 100.0
1940 46.4 53.6 00,0

This table is based on gross time
sales, which are the only measure
for which information is available
" prior to 1935,

While limitations of sample have
been such as to make possihle only
very tentative estimates as to the
division of non-network advertis-
ing among classes of stations, it
seems quite probable that clear
channel non-network business in
1940 will have amounted to be-
tween $26,000,000 and $26,501,000;
regional station non-network vol-
ume between $42,000,000 and $42,-
500.000; local stations net time
sales between $17,000,000 and $18.-
000,000,

It is quite probable that reyrional
station non-network advertising
gained between 25 and 30%¢ dur-
ing 1940. Clear channel stations in-
creased their volume to a slightly
lesser degree, while local station
business probahly rose between 5
and 7¢;. There seems to have been
comparatively little change in the
proportion of national non-network
and local business carried by dif-
ferent classes of stations during
the past year. It is quite probable
that, with a lengthening record of
experience provided by the annual
FCC radio advertising reports and
the new NAB unit service, more
thorough estimates will be possible
in future years.

No separate regional network
figures have been included it this
analysis, since conditions in this
field continue to be in such a state
that an estimate of their volume

has not seemed practicable. Re-
gional network operation today is
so highly flexible and varying as
to character that in many cases it
cannot very well be separated from
national non-network volume.

National Network Trends

Convenience goods, representing
articles sold in small units and
with a high rate of repeat sales—
such as foo: products, chewing
gum, toilet goods, pharmaceuticals,
soap and kitchen supplies, tobacco
products, and gasoline and lubri-
cants—continued on the whole to
show the greatest strength during
1940. Cigavette and tobacco adver-
tising over national networks in-
creased 26.99% during the year;
drug and cosmetic volume rose
17.6% ; soap and kitchen supplies,
14.6¢;; gasoline and lubricating
oils, 15.7% . As a 1esu't of this
trend, convenience goods account-
ed for 88.2¢% of national network
volume in 1940 as compared to
87.4% in 1939 and 71¢; in 1935,
Five classes of products — food.
drugs, soaps and Kitchen supplies,
toilet goods and tobacco products
—uaccounted forr four-fifths of last
year's network volume.

Daytime advertising again
showed the greatest relative gain
during the year, increasing ap-
proximately 26% as compared to
14.4% for network volume as a
whole. Principal gains during the
vear were caused either by the
sponsorship of additional programs
by established radio advertisers—
mainly daytime shows for the pur-
pose of securing additional sales
pressure—or by their use of a
greater number of stations. There
was some slight increase in the
numher of companies using nation-
al networks but not sufficient to be
of major significance,

Network Advertising by
Type of Business

Automotive Industry. Auntomo-
tive industry advertising decreased
11¢;. as compared to 1939. The
reduction in network automotive
volume was due principally to a
sharp decline in tire and accessory

advertising caused chiefly by Good-
year and United States Rubber go-
ing off the air. Ford and Chrysler
volume increased slightly while
Nash was a newcomer as compared
to 1939. Network automotive vol-
ume has declined continuously in
recent years and in 1940 is less
than half the 1937 figure and
slightly below that for 1935.

Building Materials. Advertising
by this group inereased 36.87% as
against the preceding year. Net-
work volume was the greatest of
any of the past three years and
nearly double that of 1938.

Cigars, Cigarettes and Smoking
Tobacco. Advertising in this field
rose 26.9% during 1940. Chester-
field advertising approximately
doubled, while Philip Morris and
Brown and Williamson volume—
mainly Raleighs — both increased
more than 4047, Old Gold came on
the air during the year, and White
Owl cigars materially extended its
radio advertising.

Clothing and Dry Goods. There
was an increase of 10.1%: in this
type of network advertising during
1940, the gain being almost entire-
ly due to added sponsorship by the
Adam Hat Stores. There was some
adding and dropping of clothing
accounts within the product class,
the gains and losses offsetting each
other in the main.

Confectionery. This form of net-
work advertising increase 28%,
due principally to a marked in-
crease in Marvs (D»r. I. Q) adver-
tising and to the addition of Pepsi-
Cola to network ranks. Other ac-
counts in this class increased
slightly.

Drugs and Toilet Goods. Net-
work advertising for the group as
a whole increased 17.6% during
the year. Drug products and denti-
frice advertising hath gained av-
proximately one-fifth while toilet
goods advertising rose absut one-
fourth as compared to 1939. Cos-
metics advertising decreased
slightly.

Procter & Gamble and Colgate-
Palmolive-Peet accounted for the
principal portion of the increase in

toilet goods volume, together with
Gillette safety razors, classified un-
der the same general heading.
There were fairly general in-
creases in the dentifrice field, with
Procter & Gamble’s Teel and Ster-
ling Proeducts’” Dr. Lyons leading

the field.
In the case of proprietary medi-
cines, Vaseline doubled, while

Sterling Products volume rose ap-
proximately 50%, principally due
to increased Bayer aspirin adver-
tising.

Financial and Insurance. There
was little change in total volume
in this class, advertising expendi-
tures decreasing 1.6%. The Pru-
dential Insurance Company’s ad-
vertising was increased approxi-
mately four-fifths, while the Met-
ropolitan company’s advertising
was discontinued. Financial adver-
tising was mainly on the part of
personal loan and automobile
finance companies, with some com-
panies discontinuing their efforts
and others coming on the air.

Foods and Food Beverages. Net-
work advertising in this field rose
4.3%. Cereals gained slightly and
food heverages decreased approxi-
mately one-sixth, due principally
to the reduction in Chase & San-
born advertising. There was a
marked increase in meat advertis-
ing, mainly due to Hormel's effort
in behalf of Spam. The miscella-
neous food group increased about
15%, with Campbell’s soup adver-
tising and General Foods sponsor-
ship of the Aldrich Family for
Jell-O among the more important
reasons for the gain.

Housefwmishings. Due prinei-
pally to Westinghouse’s sponsor-
ship of Musical Americana, net-
work advertising in this field rose
107.9<7. General Electric also in-
creased its advertising.

Jewelry and Silverware. Adver-
tising in this class went up 30¢;
during the year, the sponsorship
remaining comparatively un-
changed.

Lubricants and Petroleum Prod-
ucts. Marked increases in network

(Continued on page 14)

National Network Broadcast Advertising By Kinds of Sponsoring Business: 1940

{Gross Time Sales)

Crass of Sponsoring Business Jan. Feb. Mar. Apr. Meay June July Aug. Sept. Oct. Nov. Dec. TOTAL
1. Automotive Industry. 5257 620 $245.821 $246.864 $245.056 $239,1387 $23%.750 $192.612 $201.706 3207 592 $307.687 $299,050 $312,083 $2,983,978
2. Building Materials... 5 2.638 12,638 15,798 12, 18,1 15208 . e 7.694 43,808 o 5'!,719 240.632
3. Cigars, Ciarottes & Toblcr 1 219.202 1,118,848 1,190,247 1,189,683 1,283,138 1,157,259 1,193,011 1,228,766 1,169,197 1,302,061 1,281,174 1,375,785 14,703,521
4. Clothing & Dry Goods........._.... 27,816 30,156 24,508 6,800 30,088 22,414 8,082 2.200 27,607 21,334 41,099 34,326 279.440
5. Confectionery, Gum & loe

Cream.. - 198,983 202,369 248,229 253,480 294,229 239,230 251,565 176,151 241,192 260,128 262,322 282,037 2,910,415
6, Drugs & Toilet Goods. 2,327,587 2,084,226 2,209,610 2,125,859 2,109,076 1,925,705 2,001,877 1,896,723 2,088,054 2,609,103 2,365,123 2.625.935 26.368.878
7. Financial & Insurance . 84,964 58,971 62,167 74,432 92,250 81,497 93,710 89,787 87.096 91,837 91,102 96,565 1,004,378
8. Foods & Food Beverages.... .. 2,540,939 2,459,692 2,488,947 2,135,970 2,088,520 1,799,794 1.84L,400 1,714,554 1,776,981 2,270,320 2,217.907 2,381,542 25.716.566
g. ﬁlrden & Field._.g. . mrmnoe | ocos @ 0o ncao 6o 00 c0® 0 o o oo camoo 0 Coxerood | (OOINCD COD0 OO0 0 00 o mmm m
1 ouse Furniture
Fumllmng‘: ............ 20177 87,393 89,318 79,762 89,978 84,690 86,566 79,400 90,839 103,416 93,428 104,952 1,039.919
111 Jewelry & Siiverware... 29,59 27,599 34,579 26,781 17,810 18,000 14,400 14,330 19,216 32,089 32,769 490,341 305,513
2. Lubricants & Petroleum
l'r .ucu.........i(.,.. ey - 425,849 387,924 423,400 476,498 188,815 141,168 305,281 287,340 298, 211 434,679 435,136 544.520 1,948,876
18, Machinery & F: Equipment P .. . 0o mma T OoErmE, 0D o ormn TGy oo @
14, Office Equlx’ipme::m e o o, Q0_0B OO0 OOTIRORSEEL, 00 0BT, 1,560 15,720 16,832 4,112
15. Paints & Hardware. 40,028 43,906 58,473 26,332 20,931 4,908 4,908 13.164 22,474 89,082 13,894 324,785
6. Radios, Phonograpks, 38,417 13,030 960 6,760 7.280 . e e . 2,080 2,080 2,600 68,227
17 Schools & Correapon:lence -
Coul 6,580 6.448 8,120 7.628 7,344 9,380 7424 9,004 7.232 L] commnmmm o, g 74.416
18. Shoes & Leather Gools... . .. 2,310 2,340 19,998 26,561 23,624 31,093 26,561 30,454 27,160 25,768 32,428 28,846 279,173
19. Laundry S & H
a8 ouse 941,910 962,230 931,193 912,215 962,693 845,897 976,601 906,520 874,150 1,010,880 949,265 1,000,902 11,214,456
1. Stationery & Publishers. v T 12,248 27744 12,998 24618 51,889 73,362 126,496 106,975 11 BT
22. Travel & Hotels 1,086 776 41,508 32,880 46,867 39,386 17.254 33,510 26,000 24 908 30,233 341401
23, Wines & Bee 1,438 1.313 1,813 1,250 528 3,432 812 4576 1,500 '356 5 26,275
24. Miscellaneous. 98,712 98,061 113,045 74,957 77,851 84,976 86,108 115,563 236,301 1,130 71| 685,383 213, 608 3.014.779
TOTAL....crooerieve . $8,298,885  $7.800.361 $8,208,327 $7,727.673 $7.927,535 $7.085.790 $7.135.195 $6.843.608 $7.273.108 $9.831.864 $9.016.420 £3.308.845 $96.455.61¢

Source: Publisher’s Information Bureau, In¢.,, Monthly Nelwork Radio Broadcasting Reports.
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Major Networks’ Gross Billings by Advertisers: 1940

NBC Gross Billings

Adam Hat Storea_______________. $ 217,772
Air Conditioning Training Corp._$ 74,416
American Home Products Co..___ $1.909,117

Aerowax, $25,674

Anacin, $616.,828

Bisodol. $367.296

Clapps Baby Food, $101,545

Fly-ded, $68,79

Freezone, SG'I.

Hills Cold Tnble(l. $66,313

Kolynos, $355.597

Mystic Cream, $31,529

Oid English Floor Wax, $159,690

Plastic Wood, $49,025

American 0il Co. 8,320
American Tobacco Co. 41,144,570
Babbitt fne, (B T) _______ --$ 618,984
Bank of Amer, Nat Trust &
Savings Asen, --coceee———_.._$ 16,844
lephene Syst $ 406,308
Better Speech Inatitute of
AmMericA oo oo oo § 82,048

Bristol-Myers Co, _ . _______ $1,077,176
Vitalis, $439,766
Ipana-Sal Hepatica, $637,410

Brown & Williameen Tobaceco

Corp. $1,814,083

Avalon Cigarettes, $464,409
Big Ben Tobacco, $52,926
Bugler Tobacco, $524,485
Raleigh Tobacco, $672,868
Raleigh Cigarettes, $51.657

Wings Cigarettes, $147,788
Canada Dry Ginger Ale__. 310,933
Canadian Railway Assu. -$ 79,368
Cardinet Candy Co. -- - 36,208
Carnation Co. 611,904

Carnation Milk, $552,000

Albers Bros-Cereals, $59,004
Chamberlain Laba. - 42,291
Chemicals Inec. 4,104
Cities Service Co. oo $ 626,104
Colgate-Palmolive-Peet Co, 965,516

Shaving Cream, $235,880
Super Suds, $729,636
Consclidated Royal Chemical

Corp. 15,984

E. I, DuPont de Nemours Co.....$ 370.5624
Emerson Drug Co.________ 104.982
H. Fendrich Ine. _____.__ 61,425
Firestone Tire & Rubber 492,842
Fitch Co., F. W.o________________ 516,393
Food & Beveraze Broadcasters
Ass'n 92,566
Gallenkamp Stores Co. 83.264
General Electric Co. - -§ 525796
General Foods Corp. __..________8$ 31,794,830
Jello $816,373
Jello Puddings. $186.620
Post 40% Bran Flakes, 215.400
Maxwell House Coffee, 576,637
General Mills . _________ $2,495,736

Bisquick, $294,008

Corn Kix, $645.076

Kitchen Tested Flour, $348,982
Softasilk Cake Flour. $285.340
Sperry Flour Products, $123.449
Wheaties. $486,616

Bisquick & Wheaties, $362,354

Gillette Safety Razor Co.________§ 47,850
Gordon Baking Co. __ _$ 82,084
Greyhound Lines __ -$ 168.028
Griswold Mfg. Co. = ] 5,464
Grove Laboratories _$ 188.280
C. H. Gulden ____ -$  b2.720
Hall Bros. - ____ _§ 63,328

Hecker Products Corp
Shinola Shoe Pollsh. "$205.618
Presto Cake Flour & H-O
Oats, $11,136

Hormel, Geo. A, Co._________ $ 260,880
1llinois Central Railroad 11.310
Andrew Jergens Co. ___ 1,033,807

Woodbury's Soap &
Cosmetics, $7564.739
Jergens Lotion. 3279 068
Johnson, S, C, & So

Knapp-Monarch Co - _§ 26.600
Lady Esther Co. _ _$ 87.104
Lance Packing Co. _$ 16019
Langendor! Bakeries - -$ 31320

Larus Bro Co. ____ _$ 6.864
Lever B 114,162
Rinsu. $42,080
Spry, $72.072
Lewis-Howe Co. mcuece o _____ $ 057,354

Tums. $880,T44

NR Tablets, $76.610
Liggett & Myers Tobacco Co...._ $1,932,386
Loose-Wiles Biscuit Co.___ $

P. Lorillard Co.. . __________
0ld Gold Cigarettes, $279,620
uriel

Sensation Cig. & M
Cigars, $427,110
Manhattan So:

69,887

g Food,
Philadelphia Scrnpple 315.264
Benjamin Moore & Co,_
John Morrell & Co. __
Philip Morris & Co,..
C. F. Mueller & Co, .
Musterole Co. ...
Nash-Kelvinator  Corp.
National! Dairy Products Corp. 27$1.239,200
Cheese & Salad Dressing, $993,194
Milk & Ice Cream. $346,105

35.280

Ohio 0il Ce
Pacific Coast Borax Co

Camay, $876,947
Chipso, $571,109
Crisco, $742.094
Dash, $13.007
Dreft, $423,397
Drene. $207.146
Duz, $128,260
Ivory Flakes, $786.048
Ivory Soap, $1.896.485
Lava Soap. $219.321
Oxydol. $1,644,058
Teel, $438,342
White Naphtha Soap, $313,238
Pure Oil Co, --_$ 259,679
Quaker Oats Co. ---$ 956,756
Quaker Farlnn $11,908
Puffed Wheat & Rice, $77,015
Quaker Oats & Aunt
Jemima, $665.292
Quaker Oats, $201,541
Ralston Purina Co.
Remington Rand oo
R. J. Reynolds Tobacco Co.
Came] Cigarettes, $743,
Camel Cig, & Prince Albert
Tobacco, $299.161
Richardson & Robbins ____
Richfield Oil Corp.._.
Sherwin Williams Co.
S-W Paints. $162.50
Acme Paints & Lm-X. $87,872
Signal 0Oil Co._______ -8
Skelly 0il Co..
Standard Brands o
Tender Leaf Tea. $469.623
Fleischman's Yeast &
Aspie, $241,848
Chase & Sanborn Coffee, $437.916
Fleischman’s Foil Yeast, $354,812
Standard 0il Co, of Cal.________ $  68.680
Sterling Products _ .____ ___.___ $5,001,680
Bayer Aspirm. 8818 718
Cal-Aspirin. $86 8
Energine. ;297.534
Haley's M.O, $262.220
Ironized Yeast. $380.267
Dr, Lyons Toothpowder. $1.128.420
Moile Shaving Cream, $482,324
Mulsified Oil Shampoo. $54.926
Phillips Milk of Magnesia. $698,934
Phillips Milk of Magnesia
Creams. $338,133
Philline Milk of Mngnesll
Tablets. $280.505
Phillips Miltk f Magnesia
Toothpaste, $152,840
Sun Oil Ce..._
Swift & Co.
Texas Co. __.__.

-.-§ 319,004
S

Tidewater-Associated 0il Co
Tillamonk Countv Cre:mery Assn
Union Qi1 Co. of Cal._- -

19,034
246.721

Wesson Oil & Snowdrift
Corp. ... _.% 48.924

Westinghouse Elee. & Mfg "Co...$ 50R.592
Wheatena Corp. . ___. 26.730
J. B, Williams Co. - -$ 32R.=sal
Williameon Candy Co.. _.§ 16.224

Total Grors Commercial

Expenditures __ ______ $49,853.304
Total Gross Political

Expenditures oo ...% 800606
GRAND TOTAL .__.______. $50.662.000

CBS Gross Billings

Albers Brothers Milling Co._...__ $ 14,298
American Home Products Corp,_.$ 912,622
Leouis Philippe. $133.644
Edna Wallace Hopper
Cosmetics, $286,174
Anacin, $469,321
Kulynos, $74.483
American 0il Co..oocaaaas $ 469.303
American Tobacco - .cacmeen. $1,074.751
Half and Halt Tobacco, $201.695
Lucky Strike Cigarettes $873.066

Atlantic Refining Co. ___ 13.784
Axton-Fisher Tobacco C -$  30.727
Bathasweet Corp. ____.____ _$  19.222
Beneficial Manngement Corp. ____$ 20,736
-$ 119.023
$ 185,567
Corp $1,1568,722
Cnluforma Fruit Growers
$ 848.863
Cnmpann Sales Co. -—---$ 3871.042
Campbell Soup Co. . $4,044.889
Soup, Juice, Beans. $2.814,427
Franco American Spaghetti
and Macaroni, $699.914
Tomato Juice, $422,988
Soups. $107,060
Chamberlain Labs., _ . ...____ $ 18.829

Chesebrough Mfg. Co. _
Chocolate Products Co.
Chrysler Corp.
Coca-Cola Co.
Colgate-Palmolive-Peet

Dental Products, $866,

Shaving Cream, $334.271

Halo, Cashmere Bouquet, $296.021

Cue, $194,288

Palmolive Soap. $670,010

Qctagon. $338.466

Super Suds, $667,798

_§ 418.345

3.278
_$ 986.049
44.510

Colonial Dames Ine. ——occaeaoool $ 17408
Coluymbia Recording Corp. -$ 32,996
Commercial Credit Co.___ 209,067
Continental Baking Co. _ -$ 9n8.404
Corn_Products Refining Co. _.___ 666,121

Kremel and Linit, $168,895

Linit. $99.666

Argo, $102.470

Karo, $102.540

Mazola, $102.550

Cudnhv Packing Co., $368,199
Fithyl Gasoline Corp, - ---$ 242,590
Eversharp Ine. -- -$ 231403
Fels & Co. _$ 795675
Florida Citrus Commission .$ 132,153
Ford Motor Co, - $ 944.638
Genera) Foods Cor $4,092.519

Calumet. Swans 40

Diamond Salt. $72 890

Grapenuts. %8A1.138

LaFrance. Satina, $28R R58

Minute Tanioca. $192,280

Post 40 Bran Flakes, $434,596

Maxwell House Coffee. $106,717

Post Toac=ties. $327.908

Postum, %241 914

Sanka, $488.38

Grapennts Flakes. $91.500
General Mills . _____ $ 643.017

Whenties, $418.378

Corn Kix. $75.568

Cold Medal Flour. $97.684

Snerry (When'ies). $57.2RT
Genernl Petralenm Corp. of Cnlif 3 8.RO8
N Ghiradelli Co. _% 3012
Gillette Safety Razar Co...___ § 263.204
Great Atlantic & Pacific Tea Co. $ _R.093
Guif Qil CofPu o .mmmceccma- s 459,113

Hawaiian_Pineanple Co. . -
Holland Furnace Co,

HOW RADIO FILLS

ASCAP’S COFFERS

FOLLOWING iz a tabulation, gleaned from various official and industry
sources, indicating the rise in payments by the broadcasting 'ndustry to
ASCAP from 1923 through 1940, in relation to ASCAP’S total income dur-

ing those years:

Estimated Gross  ASCAP Income A8CAP

Year Broadcasting Industry  from Radio Total

1923 . % HS 68
1924 .. Ll 561,427
1925 . ..., 772,336
1926 . . .. .. . ... .. .. 1,062,619
1927 §  4.820,000 1,359.7G6
1928 14,100,000 1.580.504
1929 2G.R00,000 1,803.164
1930 .. ... .. 40,504,000 2.043.7M
1931 56.040,000 2.004.496
32 61,900,000 2.013.787
1933 H7,000.000 3.000,000
m4 o T2.887.000 3.550.000
1935 87.524.000 4,000,000
1936 . ... 107.551.000 4.450.000
1937 144.142,000 5.920.942
1938 .. ... ..... 150,118,000 6.087.351
1939 171,114.000 .3 6.950.000
1940 ... . Ll 207,956,000 +5.160.000 1Inavailable

* Estimate bused conservatively on 1840 dollar volume of broadessting industry,
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H. P, Hood & Sous R 2.208
George A, Hormel & Co $ 305,640
International Silver Co._ 302,000
Knox Gelatine Co., Ine. 7,566
Lady Esther Co. o 517,796
The Lambert Co, _____ 383,463
Langendori‘ Lmted Bakeries ... 11.667
Lehn & Fink Products Corp. ~-$ 221,424
Lever Brothers CO. oo $3,056.922

Spry, 3650.802

Rinso. $1,954,

Lux Toilet Soup. $842,138

Lifebuoy, $209.507
Libbey-Owen-Ford Glass Co, --.$ 111,050

Liggett & Mvers Tobacco Co.....$1,424,827
Chesterfielda, $1,332,833
Velvet Tobacco, $91,494

Co,
White King Soap, $82,897

Sierra Pine Tollet SoaD. 316 952
Luden's Inc, .- 3.149
Mennen Co. __.._ 106.01¢
Philip Morris & Co. 855.148
National Lead Co. 3.1
Nehi Corp. - _...coo 334.836
Noxzema Chemical Co. 1,704
Paramount Pictures Inec. 8.8568
Peter Paul Ine, —___ 14,684

408.287
165.212
713.883

288

$ 12,

Procter & Gamble Co. --$2,289,964

Drene, $107.210¢

Teel and Drene, $316,295

Ivory, $4569.606

Teel. $188.327

Crisco, $430.041

Chipso, $326,468

Oxydol, $317.020

Camay, $99.997
Prudential Insurance Co.
Pure Gil
Purlty Bakeries Service Corp
R. J. Reynolds Tobacco Co._
Rio Grande Oil
Sealtest __________
Sinclair Refining Co.
Smith Brothers -
E. R. Squibb & Sons
Stephano Brothers -_
Sterling Products

Bayer Aspirin, "$412.168

........ § 724,655

874,146

Ironized Yeast, $461,978
Texas Co. 911,471
Tidewater Associated Oil Co 16.080
Union 0Oil C 19.975
U. 8. Tobacco Co. 400,103
F, . 4.890
Wilmington Transportation Co. ~_S 17,707

Wm. Wrigley Jr. Co.__
Political Advertisers

GRAND TOTAL

MBS Gross Billings

Wander Co.  — . § 526.026
Bayuk Cigars _._ __._ 510,949
Gospel Broadcasting Assn_ 402.232
Genernl Cigar Co. . 343.681
Macfadden Publications 199.094
Richfield Oil Corp..__ 197.888
General Baking Co. —_._._ 184.221
American Satety Razor Cor . 158.857
Lutheran Laymen's League._ 127.466
Wheeling Steel Corp. _.__ 123.656
Gillette Safety Razor Co. 116.731
Carnation Co. _.__.__ 99,852
Ironized Yeast Co. 99.173
Cudahy Packing Co, 96.740
White Laboratories ._.____ 94,266
American Economic Foundation . 72.415
D. L. & W. Coal Co._~_ ___._._ 70.347
l'I!mois Meat Co. -- - 68.940
R. Semler Ine. _ 51,395
American Tohacco C - 50,892
Philip Morris & Co. 48.195
United Air Lines - 42,150
Mennen Co. . 40.344
Grifin Mfg. Co, .. 40,291
Howard Clothes - 40.168
Peter Paul Inc. 27,858
28,975
26,026
22.376
Younz Peonles Church of the Air 19.189
American Bird Products Co._._- 18,054
Hartz Mountsin Products Co.__.. 17.148
Philce Radio & Television Corp 15,000
Moody Bible Institute _.___ 14,370
Paul F. Beich Co.__._ . 13.657
Detrola Corp, .- —-_- 18,472
Fidelic Brewery ._.. . 11.88¢
John B. Canepa Co. ... _._ __. 10.847
5,331
4.440
Detroit Bible Class _ 2,576
Nat'l Conference of Prnver &

Evangelism _ N 3.987
8Swift & Co 2.008
Maltex Co. -_. 1.346
El Pn.so County “Board of

RS e ceeoe 1,086
Political 293,898
Cooperative .__..... 411,168
GRAND TOTAL __.. .. ___. $4,767.054
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It was for a good reason that Westinghouse led the way in broadcasting. Behind the men
who dreamed stood an organization that was master of all the things which made radio
possible, an organization that could link inspiration with achievement.

In the Westinghouse group today there are six powerful broadcasting stations, serving
important sections of America, and a short-wave station connecling us with our good
neighbors to the South. These stations, with the structure of which they are a part, make up
a family that unites in experience and in ambition to bring out the best that is in radio.

So America’s First Family of Radio keeps step with progress today and will tomorrow.

WESTINGHOUSE RADIO STATIONS

KDKA WBZ and WBZA KYW WOWO and WGL
Pittsburgh Boston and Springfield Philadelphia Fort Wayne

Represented Nationally by NBC Spot Sales Offices
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RETAIL RADIO SALES IN THE UNITED STATES, 1922-1940

{(Compiled for the 1941 BROADCASTING YEARBOOK by O. H. Caldwell, Editor of **Radio Today™)

Total Seta

Niumber Value
$5. 000,000
15,000,000

250,000,000
353, 000.000
890,000,000

1940%. ...,

11, 500 000

* Figures for sets include value of tubes in
1 Includes home-built sets.

Total Sales of
Broadcast Recelvers, Homes with Auto Sets

Total Tubes Motor Car Sets Tubes. Batteries. Parta Radio Sets in Use Total Rl[dio
Sets in Use

Number Value Number Value Value Number Number in U, 8.
1,000,000 $6, 000,000 $60.000,000 60,000 1400.000
4.500,000 12,000,000 136.000.000 1,009, 000 fl 300.000
12,000,000 36, 000,000 358,000. 000 2,500,000 3.000.000
20.000.000 48000000 430. 000.000 3.500. 000 4.000.000
30.000.000 58. 000,000 506,000,000 5,000, 000 5.000.000
41,200,000 67,300,000 425.800.000 6,500,000 6.500, 000

50,200.000 110.250.000 o . 690,550,000 7.600, 000 8.5

69,000,000 500,01 842,548,000 9,000,000 10, 300 000
52.000.000 119.600,000 o $3.000.000 496.432.000 12,048,762 13.000.000
53,000,000 69,550,000 108,000 5.940,000 300,000 _000 14.000.000 15,000,000
44,300,000 48.730,000 143.000 7.150,000 200,000,000 16.809.562 18.000.000
59.000.000 49.000. 000 724.000 28,598, 000 300,000, 000 20.402,369 22,000,000
58,000,000 36.600, 000 780.000 28,000, 000 350,000,000 21,456,000 28.000,000
71.000,000 50.000. 000 1.125,000 54,562,500 370,000,000 22,869,000 30, 500.000
98,000.000 69,000,000 1.412,000 69.188.000 500, 000,000 24,600,000 3.500,000 33,000,000
91.000.000 85,000,000 1,750,000 87,600,000 537,000,000 26,666,500 5,000,000 37.600.000
80,000.000 105. 000.000 800.000 32. 000,000 340.000.000 27.500, 000 5.800.000 40.800.000
98,000. 000 120.000.000 1,400,000 54,000,000 450.000.000 28,700,000 6.500.000 45,200,000
110.000. 000 110,000,000 1.800.000 72.000, 000 500,000,000 29,300,000 8.000.000 50,100,000
receivers, Totals include exports. In recent years, replacement tubes have run from 255 to 40% of total tube sales  All figures are at retail value,

(Continued from page 12)
advertising by American, Pure Oil
and Richfield, and the addition of
Sinclair to the list of network spon-
sors during the year, were in the
main responsible for the increase
of 156.7% as against 1939. Ethyl
advertising dropped about 45%
during the year.

Paints and Hardware. Volume
in this field decreased 4.8% with
some shift in sponsors and offset-
ting gains and losses among those
staying on the air.

Radios, Phonographs, etc. Adver-
tising in this product class de-
creased approximately 909 during
the year, due to RCA and Emer-
son leaving the air.

Sehools and Correspondence
Courses. Network advertising in
this group rose from $15,000 to
$74,000 during the year.

Shoes and Leather Goods. The
volume remained practically un-
ghanged from 1939, decreasing but

%.

Laundry Soaps and Housekésp-
er’s Supplies. Advertising in this
field rose 14.6% mainly due to a
gain in laundry soap volume, with
Colgate and Babbitt leading the
field in increases. Fels advertising
dropped somewhat.

Stationery. Radio advertising on
the part of Eversharp pens and
pencils was the principal reason
for the doubling of network volume
in this product class.

Travel and Hotels. Advertising
in this class increased from $45,-
000 to $341,000, due mainly to net-
work sponsorship of This Amazing
America by Greyhound.

Migcellaneous. If political adver-
tising is included, network volume
in the miscellaneous field increased
more than fourfold during the
year. Political advertising amount-
ed to approximately $1,800,000 in
gross time sales. If political adver-
tising is eliminated from consid-
eration, the remainder of the mis-
cellaneous group rose approximate-
ly 729 as compared to 1939. About
or.e-fourth of miscellaneous volume
during the year was accounted for
by mutual network programs of-
fered in various communiiies to
local sponsors.

Concentration of Advertising

Netwerk advertising was con-
centrated largely among a com-

paratively few manufacturers and
a relatively small number of ad-
vertising agencies. For the year
just closed, advertising placed by
the ten leading radio agencies ac-
counted for 58.6% of network vol-
ume. This is another indication of
the importance of a high degree
of specialized skill and experience
in the radio field; for it is prob-
ably this factor which is in the
main responsible for agency con-

Gross time sales of this group of
stations for national non-network
advertising durirg the first nine
months of 1940 were as follows:

TABLE V

National Non-Network Advertising
by Product Groups Over
143 Stations

(Jan.-Sept. 1940)

Gross Time Sales

equipment, and paint and hard-
ware national non-network adver-
tising. Clothing, confectionery, soft
drink and financial and insurance
advertising seem to have increased
approximately 100¢;, while heavy
gains were experienced also in non-
network advertising by building
material companies, the shoe and
leather goods industry, laundry
soaps and kitchen supplies, garden
equipment, and drug and toilet

centration, although undoubtedly i’:‘:‘“f’”"l” st ;:‘;;‘i“""“‘;"s’ % goods. There were slight decreases
the general concentration of na- B i ateeiai” 79617 .5 in wine and beer advertising, jew-
tional advertising among large Cigars. Cigarettes and elry advertising and the non-net-
agencies is a contributing factor. c,:ﬁ‘;ﬁﬁ;"’_"d Dry Goods s 44 work efforts by schools and corre-
It must be reniembered that in  Confectionery and Soft .. . spondence courses.
. N i Drinks 1,162,591 7. .
recent years approximately 80% [ Deinks .o L 2175750 20 Non-Network Advertising:
of all radio advertlsmg—natlopal Financial and Insurance 365.266 2.3 COmPOSi‘iOI‘l
and local—was placed by agencies, s and Food Beverages 3.194.467 20.6 hé
a . Garden e&nd Field 142.5689 K] S 1 indi : £ tur
a proportion probably higher than . cturnishings and everal indications of the nature
that found in any other medium. R Fu:’nishindgssw ggg.égg ;.g of national non-network radio use
q ewelry and Siyverware 2 g can be secured from an examina-
A Lubricant: Petrol ? .
National Non-Network Trends “Producte and Petroleum 1.295.481 8.4 tion of the data available for the
Until more data are available on  Machinery and equipment  98.942 .6 143 stations, There is a greater
. Office Equipment 718 _— A A h £ ind N
national non-network and local ra-  paints and Hardware 26721 A variety in the types of industries
dio advertising through the NAB Radios and Phonographs 274,702 1.7 and also the number of companies
Unit Reports, analysis in this field Sehools and Correspon- using national non-network adver-
A >0 dence Courses 55.539 .3 . .
must necessarily be limited. Shocs and Leather Goods 339,811 2.2 tising than with regard to those
However, the quarterly reports Seaps and Housekeepers employing national networks. Re-
0 o Supplies 991,423 6.4 A " ; &
issued on spot advertising by the sporting Goods 2198  __ gional distributors loom important
Publisher’s Information Bureau Stationery and Publishers 132419 .8 among the sponsors although quite
f. tai f statio ro- 4ravel and Hotels 180: 4740t 1 a few large national distributors
or certain groups ol stations p Wines and Beer 466,397 2.0 w large pration L
vide some highly interesting and Miscellaneous 690,704 3.6 are also included in the list. Thus

valuable information on this point.
At the present time information
is available for 143 stations and
covers the first nine months of
1940. Examination of the stations
furnishing information to the Bu-
reau indicates that for the most
part they are the more enterpris-
ing regional and clear channel sta-
tions located in the more important
markets of the country. They there-
fore cannot be considered entirely
representative of the medium but
may be of interest in that they are
the type with which national ad-
vertisers are most concerned,

$15.500,019 100.09;

The task of estimating trends in
volume by different classes of busi-
ness on these stations is rendered
difficult by the fact that the sample
does not remain the same from
year to year. However, there seems
to have been comparatively little
shift from 1939 to 1940, so that
some estimate of sponsorship
trends may be possible.

On the basis of available data
there were probably slight in-
creases in automotive, food, gaso-
line and petroleum products, farm

Total

the majority of national non-net-
work tobacco advertising is on the
part of cigar companies, a product
which traditionally enjoys regional
markets. Ice cream companies loom
important in the confectionery
group because their markets are
also regional in nature. Regional
distributors and regional brands
are particularly important users
of national non-network advertis-
ing in the petroleum products field.
In the case of building equipment
and housefurnishings, sponsors are
principally those interested in tap-
ping the rural market.

National Press Building,

GLENN D. GILLETT

Consulting Radio Engineer
Washington, D. C.
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\ FACTS FOR rRAaDIO T! /Q%
1 ._____’___‘——;—’— z{ |

NBC Affiliate—900 Kc.

OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING CO.: THE OKLAHOMAN AND TiMES ¥ THE FARMER-STOCKMAN
KVOR, CoLorapO SprINGS * KLZ, DENVER (Under Affiliated Mgmt.) ¥ REPRESENTED BY THE KaTz AGENCY, INC,
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Established
August 20, 1920

-/_E\\

CSFon

.. LIVIN

IT CAN BE COVERED WITH A
SINGLE RADIO STATION, WW]

The established Detroit Market consists of six Michigan counties, all located
within 50 miles of downtown Detroit. These six counties account for:

° 480 of Michigan's population * 57% of its gainful workers
* 540, of its toial retail sales ® 599, of its industrial plants

¢ 05% of the State's income tax returns

Adveirtsers who wish to concentrate selling efforts where 1941 advertising dollars
will pay highest dividends. are finding that the Detroit Market and its HOME radio
station, WW . offer opportunity unsurpassed anywhere in America. Investigate the
unusual sales possibilities afforded by this market—and station WW J—without delay.

Wi

Notional Representotives
George P. Hollingbery Company

New York “ie Chicago .. Atlanta
San Francisco -i- Los Angeles

www americanradiohistorv com

Basic Member
NBC Red Network
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National Networks’ Gross Monthly Time Sales, 1927-1940

NATIONAL BROADCASTING COMPANY NETWORKS

1927 1928 1929 1930 1931 1932 1933 1934 1935 1936 1937
January . ........... $270.94y $631.015  $1.004 874 $1.418.979  $2.026 86U  3$2.635.447  $1.86U.885  $2.391.667  $2.895.047  $2.681.815  $3.541.599
February. . ........ 252.195 626.176 1.074.834 1.347.847 1.924.778 2.571.609 1.742.784 2.211.637 2.758.319 2.714.300 3.295.782
S 816.154 726.787 1.240.102 1.652.629 2,164, 434 2.864.783 1.997.468 2.507.890 3.025.308 3.037.873 3.614.288
273 .204 674.354 1.173.922 1.574.523 2,195,880 2.649.492 1.690.177 2.373.890 2.682.143 2.741.928 3.277.837
257 .981 701.029 1.192.930 1.731.409 2.101.525 2.305.448 1.662.887 2.475.173 2.685.211 2.561.720 3.214.819
241.930 608 . 566 1.014.361 1.509.224 1.941.153 2.081.463 1.512.13¢ 2.177.857 2.380.845 2.323.456 3.003.387
228666 575.333 1.014 037 1.692.680 2.027.975 1.825.433 1.370.993 1.864.420 2.208.935 2.429.983 2.707.450
195. 143 596.200 1.029.950 1.612,284 1.892 427 1.745.838 1.407.843 1.785.555 2.021.366 2.422.431 2.784.977
264.725 660.740 1.234.196 1.648. 581 1.951.326 1.807.795 1.555.606 1.860.166 2.163.317 2.886.637 2.850.581
. 368.111 1.101.411 1.483,284 1.972.414 2.318.091 2.063.273 2.130.046 2.775.431 2.779.557 3.696.48Y 3.339.739
November .......... 191.711 964 .86 1.413.961 1.890.532 2.475.905 1.953.953 2.188.342 2.683.494 2.655.100 3.468.728 3.381.346
December.. .. .. ... 599,232 892,858 1.433.931 2.037.785 2.596.185 2.000.454 2.324. 567 2.776.436 2.893.793 3,558,590 3.639.086
Total. ........ $3.760 010 $8.780.333  $14.310.382 $20.088.887 $25.607.041  $26.504.891 $21.452.732 $27.833.616 $31.148.93) $34.523.950 338.651.286
Al & Q 1 3
COLUMBIA BROADCASTING SYSTEM
1927 1929 1930 1931 1932 1933 1934 1935 1936 1937
Janvary .. .. . $274.824 $611.685 $692.114  $1.348.842 941.465  $1.405.958  $1.768.94 $1.901.023  $2.378.620
February ... 322 355 592943 750.621 1.319. 414 884.977 1.387.82 1.634.461 1.909.146 2,264 317
March. 100,872 726.093 1.110.526 1.436.050 1.016.102 1.524.904 1.829.353 2.172.382 2.559.716
April 407.695 705.442 1.076.103 1.351.592 775.487 1.371.601 1.615.389 1.950.939 2.563.478
100,537 642,782 1.065.352 1.326.994 624.256 1.255.887 1.287.453 1.749.517 2,560.558
319,413 592,248 1.057.230 915,830 353.056 925,939 1.066.729 1.502,768 2.476.576
322.171 131.428 877.366 591,183 445,414 630.290 910.470 1.292.775 1.988.412
323.040 392.673 774.518 540.342 499 .638 513.315 879.019 1.232.588 1.955.280
395.250 535.760 947.138 685.156 347.203 700. 491 1.086.900 1.888.932 2.028.585
503.753 792,833 1.099.717 972.358 1.125.793 1.752.601 1.980.512 2.754.808 2.505.485
535.353 775.394 1.247.248 1.105.895 1.277.459 1.682.959 1.722.390 2.429.917 2.651.473
579.176 712.922 1.197.106 1.005.229 1.372.716 1.674.087 1.885.977 2.433.353 2.786.618
Twal. . ... $1.447.308 $4.785.981 $7.605.203 $11.895.039 $12.601.885 $10.063.566 $14.825.845 $17.637.804 $23.168.148 $28.722.118
MUTUAL BROADCASTING SYSTEM
1935 1936 1937 1938 1939
Junuary ... . e e $157,721 $140.769 269 . 894 $315.074 P Al AN Al
Febr.ary . . . 152,958 154.344 253,230 276.605 ) Iq“ hh &
March. ... ....... 191.487 170.511 232 877 306.976 '
rl.. .. . 139.936 139. 106 262.626 ‘
ay. ... 129,090 100,154 234,764 INTEeD Y "1
June...... 104.512 75.024 228. 186 J = M § \l
July....... 109.562 61.662 216.583 . g Hette
August o 122066 66.354 205.110 1/ . .
September UL T L 168,923 91,608 210,589 Excliesive National
ctober. . . e e . $180.974 271.629 147.714 128.22) :
November. ... ... . . 173,411 207.345 157,661 327.043 i Representatives
December. ... .. ... .. .. . 175.301 193. 496 147.163 317.699 -
- Chicago ® New York ® San Francisco
Total. .. $3.329.782

129.0%6 $1.979.146 $i.t5

Detroit ® Los Angeles ¢ Atlanta

NATIONAL BROADCASTING COMPANY—RED

1938 1939 1940
January ........ ... $2.728.232 $3.211.161 $3.496.393
February. .. .. R 2.591.223 2.957.258 3,226,983
March. ............ ... 2.828.777 3.297.992 3.338.410
A b0l oao o o 2.544.810 2.879.571 3.128.685
2.697,492 3.025.53%8 3.216.940
June 2.555.217 2.739.917 2.919.405
July. .. 0o 2.377.0635 2.713.798 3.141.902
August ... 2 366.851 2.737.926 3,072.338
September. 5 2.387.938 2.750.688 3.132.005
October. .. ... 2.872.588 3.416.134 3.842.145
November. .. 2.948 .854 3.402.370 3.653.133
December. . . 2.928.181 3,400,383 3.786.4901
Powal... ... . . $31.827.848 $36.600.736  $39.955.322
NATIONAL BROADCASTING COMPANY—BLUE
L . 1038 1939 1910 THE DISTINGUISHED BROADCASTING STATION
JROUBIY e o $1.085.284 $822.739 $908.315
February. ... 110! o . 906830 713,437 905,101 M M M
March P 5 978,054 2. 965 .9
; RE T 8054 bizisen e b First in St. Louis
June 1IN D 835387 123 698 To Estabtlish a Rigid Protection to
AR M m Listeners Against the Unworthy
September. . .. ...... ... 564.619 T47.774
e SRRSERRRS 853 613 Lbis et .
ovem! L . h) +
Bestmny _mss s | Proved Listener Preference
Total. .. .. $8.643.618 $10.707.678
T T In sixteen nation-wide voting contests
e ) to cetermine the most popular programs
COLUMBIA BROADCASTING SYSTEM st popuiar prog
. 1oss oo and stars on the air, KSD has led all
J:{:',‘,‘:f';];{_.; ---------- ‘§ ggg-g;g sg;ggz;g;; B other St. Louis stations in the voting for
arch...... 034.317 .925.684 3.513. .
Apr L REN PR §<3é§-‘l‘§§ listener preferences. The first of these
v, 097, 3.570.7 .
June.. ... 495 . h
June. 2izlisy 28600180 gz polls was held in 1935 and the last in
August. . . 1.423 86(:) 2.311.836 2.875.657 'I 940
September. 1 601.7%55 2.563.132 3.109.863 9
e i
2.529.060 3.529.15% 3.819.989 NBC RED Network Exclusive St. Louis Outlet
827, $31.539.663 The Network Listened to by Most Persons Most of the Time
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DIRECT ROUTE TO THE BEST MARKET IN THE WHOLE UNITED STATES

WTIC offers you a direct route to Connecticut and the rest
of Southern New England—the richest market in the whole
United States. And that’s not just talk. Sales Management in
its September 1940 issue gave the cold, hard facts concerning
this rich industrial and farming community.

For example, the pet family annual effective buying income
for Connecticut is estimated at $3,423.00, the highest of any

of the United States and 39% above the national average.

- WTIC

And all indications point to an even greater figure during
the coming year.

What does all this mean? It means 399, more cash response
to your advertising.

The impact of 50,000 Watts and the authority of more than
15 years as the favorite station of Southern New England
makes WTIC the direct route for your sales message in this

rich market.

50,000
WATTS

A “MUST’ FOR A BIG JOB IN THE BIG SOUTHERN NEW ENGLAND MARKET

The Travelers Broadcasting Service Corporation, Member NBC Red Network and Yankee Network
Representatives: Weed & Company, New York, Chicago, Detroit, San Francisco

BROADCASTING « Broadcast Advertising

1941 Yearbook Number + Page 21
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Major Networks’ Gross Billings by Agencies: 1940

NBC Billings by Agencies

Blackett-Sample-Hummert
Compton Advertising -
J. Walter Thompson Co.
Lord & Thomas ...

Newell.Emmet Co, -

NETWORK BILLINGS BY AGENCIES: 1940
Ranked in Order of Combined Gross Billings
By NBC, CBS and MBS

Russell M. Seeds Co. Blackett-Sample-Hummert ..... $12,108.788  Byles-Kerr Co________________ 72.415
Benton & Bowles _ Benton & Bowles _—oooo.o_____ 7,678.57¢4  Clemunts Co. - 69.887
Elthraufz &M{!)_‘:“" Yonng & Rubicam. . 6.497.16¢  National Clnsllﬂud Ad\ AEency 67,836
GLA e Ruthrauff & Ryan _. 6.343.379  Barton A. Stebbins Adv. Agency 61,212
Stack-Gobie Adv. Ag ini 2 Aitkin-Kynett G 55.857
Wade Adv. Ageney Compton Advertising 5.282.502 itkin-hyoett Co. - ... .
BBDO ___._____ J. Walter Thompson.________.. 4.572.285 Fitzgerald Adv. Agency . 48,924
Knox Reeves Adv. Lord & Thomas --.__.. _ 3779806 D'Arcy Adv. Co. ____. __ 44.510
Wm, Esty & Co. Newell-Emmett Co. - 3.526,349 Twun Livingston Adv, Azency o 42,987
;_l- W. Kastor %Sons Adv. ward Wheelock Co. 3.344,475 M. M. Fischer Associntes _____ 40,718
B.w"'cw“” Co._.__ BBDO . _. 3,411,767 Hedfield-Johnstone ... 40,648
Roehe. Wiliiama & Cannvagham.  a7e.113 | Pedlar & Ryan .20 0 2880002 Bormingham. Castolman & 10251
Needham., Louis & Brorby .___. 633,512 William Esty & Co. ..___ 2,652,805 ieree cme meeeae = R
lé. W, ﬁ:msﬁ’ iCo. = g:’l.gﬂ: Russell M. Seeds Co.. 1,920,143 l'l:omlsChk:aE“l(x! oo 36.205
rant vertising Co. - 14,71 Biow Co. cooomeee__ 1.850.340 ceford v guney 34,112
Fuller & 3mith & Ross. - 5)8592 | w. Kastor & Sons Adv. 1.603,828 lord Adv. Service __ 33,264
ivyﬂevAgerJngﬂgofO- - 4B | Linnen & Mitchell L. .. 1.579,545 Wuiss & Geller____ 30.727
McCann-Erickson ... - 336,676 | Knox Recves Adv. Ageney. 1,656.256  Morse International 29,643
Warwick & Legler __ 378.402 | N. W. Aver & Son ______ 1.495.547  Platt-Forbes _____. 2758
McKee & Albright 316,105 | Stuck-Goble Adv. Agency. 1.460,78¢  Cramer-Krasselt Co.. 26,600
Henri, Hurst & McDonald 336.724 | Wwade Adv. Ageney____ 1.308.382 Commueoreial Radio Service Adv.
%ﬂ:hﬁr ﬁg;f(ri:'ilgie Co..- i{g-g% Erwin, Wasey & Co.. 1.053.807 Ageney _ . _ . . ________ 26.025
Y 7 bkl L 0. - Hioioas Buchanan & Co..__ 1.043,898  Anderson. Davis & Plat!e 22.376
Maxon Ine. - 295.065 | Neisser-Meyerhoff 1.029.601 Campbell Ewald Comn cooma_ o 21,752
Leo Burnett Co.. 259',579 Gardner Adv. Coo.o oo, 1.023,787 Botsford. Constantine & Gardner 20,428
Hutchinson Advertising Co 230.424 | Roche, Williams & Cunnyngham 968.749  Weston-Barnett .. . __________ 18.054
Sherman & Marquette__ 225.388 McCann-Erickson  -ceocemocoaoo 863.506 lnsser Adv. Afency . oo 17,615
glllcksrg\_g Adv" % - 217972 | Maxon, In¢.o . _____ 676,991 George H. Hartman Co. _______ 17.148
Gej;'::- _’i":ne& Newell %géé‘% Nvedham. Louis & Brorby 633.512 Charles Stuart .____. - 16.844
Beaun;nnt‘& Hohman. . MS.’O‘ZB Arthur Kudner___._.__.___ 611.766 Nachman Rhodes 16,019
Kenyon & Eckhardt 126.564 | L. W. Ramsey Co. - 576,513 Boss-Tuckoff _._.___... - 18.472
Westco Adv. Agency 123,449 C. L. Miller Co.o_____________ 566,121 Dillingham, Livermore & Dur.
C. W. Hoyt Co, 123.280 | Grant Adv. Co. .coeeomann 544,714 [T« 11.880
g"ch:;lt'"n& Cﬁ 118,238 | wmcKee & Albright 519445 W. W. Garrisen Agency 11.670
LD K X 112620 | tver & Entington 510.949 The Caples Co._______ 11.310
Brisacher. Davis & Staff 92.666 | Fuller. Smith & Ross - ____ 503692  J. Ed Long Adv.. 10.847
McJunkin Adv. Co, _ 82,046 | Sweeney & Jamg CO. o aio -- igg.gm Al Paul Lefton Co._ 9.988
rman K. Ellls & Co._.__ 76,244 | Joscbh Katz & Co o _____ 472,113 Gillham Adv. Ageney 9,150
Byer & Bowman Adv. Asency i5.048 | Foderal Adv. Agency . 423,428 Pairis & Peart _____ 8,993
Clements Co. ____..____________ 69.887 | R. H. Alber Co 421421  Smith & Drum. 8,896
National Classified Adv. Agency.  67.838 | Aubre & Walla i 7,266 - & Co i
Barton A. Stebbins Adv. Ageney 51,912 Aubrey, Moore & Wallace. - 387266 J. D. Tarcher & Co. 8.802
Fntzgerald Adv. Ageney. oo 18094 | Lambert & Feasley . . . .- 383,468 Grady & Wagner Co 1.188
M. Fischer Associates. - 1018 | Warwick & Legler ____________ 378.402 Weill & Wilkins ______ 6,680
Tomuchke—Elllott ________ - 36,208 Lew Burnett Co. . . 357,708 Walter Barusch Adv. Azency.- 6,206
Leeford Advertising Agency_... 34,112 | Sherman & Marquette _ 341,923  Harold Cabot & Co.____________ 6,129
mz Advertising Service .__... 33.264 Henri. Hurst & McDonald 335,724 Bennett., Wather & Menadic 4,890
Mm;‘eLf""'t:f:;"‘?o::lv Aency-.. 31320 | william H. Rankin.. _._.__.__ 320,978  Albert Guenther-Frank Law. 4.488
Cramer-K rasselt Co.—— - .. T J. M. Mathes, Ine. o_____. .. 314.682 Gray Adv. Agency 4,440
Campbell Ewald Gor 35892 | Sherman K. Ellis & Co 207,916 Ray Davidson _. .. 3.408
Botsford. Constantine & Gardner 29,428 | Hutchinson Adv. Co. ... 230,424 McCord Co...o_.__ 8,278
Charles R. Stuart _____________ 16.844 | Glicksman Adv, Co. ..___. 217,772 Lisle Sheldon ARency.._____.__ 2,910
Critehfield & Co. .. 16.364 | William Blair Baggley ____ __ 214,818  vgn Sant, Dugdale & Co._ 2,691
g:lcnlr;e")‘;nlﬂﬁvgnrses& Wallace Igﬁ; O"D\':l. Sheldon & Cannady 209,067 M. H. Hackett. Inc.__. - 2.670
W. W. Garrison A_R_ér;c}:_- o }1-670 wan-(xgun'::“ CED o= 32;633 Aireasters, Ine. . __ 2576
The Caples Co.._ .. 1.310 esteo v. Agency .. _ -4 Cesanna & Associates 2,314
Al Paul Leno(,'l Co. 13_131 gﬂ'?l'. Cor;ellﬂ&h Newell __ 17;-338'3 Wood. Brown & Wood 1:944
Grady & Wagner C 7.788 canmont ohman ... .... 168.02 Lowe Features.____ 1,435
Weill & Wilkins 6.5'80 H. M. Kiesewetter Adv. Agency i65.676  Harry M. Frost Co. 1.430
Jlbel-th Guenlher.F: 4.488 | Critchfield & Co. 164,290  Samuel C. Croat Co. 1.348
l?:l? Slﬁ?ézfokg-; ggfg Surenson & Co. - .- i35.567 Neithoff & Whit . 1,086
v B Kenyon & Eckhardt - __ 134.130  Bernard F. Astreicher Ad 800
M. H. Hackett Tne. __ ¥ M Al
Wood. Brown & Wood it g“"f- St;““émgn & Zahrndt 127-;‘;6 William A. Ingoldsby Co. 500
Cesanna & Associntes 1,828 . W. Hoyt Co. .. 123.280 Callaway Associates. . 320
Lowe Features __ 1,438 Franklin Bruck Adv. Corp._____ 114.680 Badger & Brownin; 214
Wm. A. Ingeldshy Co. 600 | Raymond R. Mergan Co. _ 112,182 politieal _. - - __ 293.898
‘gln"er I?Ju-ch Adv. Agency_ 206 | U. S. Adv. Corp. . ___ 111,060  Cooperative . - . 110,688
asser Adv. Agency ____..____. 212 gl-irach?]r. Davis & Staff. 107.250  Diveet - . .. .- 473.628
Direct oo ampbell-Mithun . ______ 89,985
F VBT Nedunkin Adv. Co.. - - 82.046
GRAND TOTAL oo, $50.668,000 | Byer & Bowman Adv. Agency__ 75.048 TOTAL .. _____.$96,455603
Joseph Katz Co.____ 460.303 Leon Livingston Adv. Agency.. 11.667
CBS B,ll, b A . ;(nm;)eRee;”l- Adr.__ - 4;&.325 (}.;nllhnm Adv. ARency __._ 9,150
1111NZS encles Lambert Feasley o 388.4 aris & Peart ______ 8,993
g y g ﬁubre; lMoore & Wallace - 371.042 ?mith & Drum _ 8,806
axon Ine, ______ _______..__ 264.294 . D. Tarcher & Co. _. 8,802
Roche. Williams & Cunnyngham Wm. H. Rankin Agency. 7.968
S L o -$ 6928983 0.Deq, Sheldon & Canady -—-——— Kenyon & Eckhardt .. I
Young & Rubicam 4562245 Federal Adv. Agency . Harold Cabot & Co. 6.129
Ward Wheslock Co. 3344475 McKee & Albright - Walter Burusch ____ 5.910
BEDO 5063012 %l‘ﬂlseﬁl & Co.“ R geyer. Cornell & Newell 5,061
"""""""" ¥ iesewetter v. zemy. ennctt. Walther & Menad 4.890
lﬁ:&ﬁﬁ%ﬁx,’;&'{' é{o“mme"' igggggg Wm. Blair Baggley Ageney_.___ J. M. Mathes ___________ 3.749
William Esty & Co..___ 1'515.550 Sherman & Marquette .. Hixson-0'Donnell Ad 3.510
J. Walter Thompson Co, 1332142 Raymond R. Morgan Co. McCord Company _ 3.278
Tord & Thomas - 1974855 Y. S Adv. Corp. ___ Ray Davidson __ 3.408
The Biow Co. o oo 7 1004199 Leo Burnett Co.__ Al Paul Lefton Co. 1.857
N. W. Ayer & Son 1033432 Campbell-Mithun Harry M. Frost Co ..~ .2 1.430
Nelsser-Meyerhoff 060.661 Erwin Wasey & Co. Bernard F. Ostreicher Adv 800
Pedlar & Ryan ___ 929.519 Aitkin-Kynett Co. _ Cesana & Associates ... 386
Buchanan & Co._ 530,320 Westco Adv. ARency Callaway Associates ... 320
g :‘“dpw“ A\gv o 839,647 300797 Badger & Browning - 214
ardner ve Co._ el 704,733
H W. Kastor & Sons Adv. Co.2  613.185 1oa9e Direst o . . 326,937
-------------- elily !
Arthur Kudner 532.256 - 17.403
MceCann-Erfckson ..o ___ 476,830  Brisacher, Davis & Stafl . _..._ 14,684 GRAND TOTAL __ . .._.._.. $41,025.549
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MBS Billings by Agencies

Blackett-Sample-Hummert Inc.

lvey & Ellington 510.949
R. H. Alber Co. ___ 421,421
Erwin, Wasey & Co._ 270,831
J. Walter Thompson Co._ 66,977
Federal Advertising Agen 237.564
Sherman K. Ellis Ine._ 221,672
BBDO . 184.221
Ruthrauff & Ryan _ 169,520
Critchfield & Co. .. _ 137,926
Kelly. Stuhiman & Zahrndt 127.486
Maxon Ine. __________ - 116,731
William Esty & Co. 94.265
Arthur Kudner Ine, o 9.51
Bayless-Kerr Co. _. 72,4156
Nesser-Meyerhoff 68,940
N. W. Ayer & Son _ 55.807
Lord & Thomas . o 50.802
Blow Ine, 48,196
M. Kiesewetter Adv. Agency.. 40,344
Redﬁeld-Johnswne ___________ 40,648
Bermingham, Castelmen & Pierce 40,291
Roche, Williams & Cunnyngham. 817,000
Platt-Forbes __________________. 27.858
Commercial Radio Service Adv.

Agency 26,026
Anderson, Davis & Platte 22.376
Westov-Barnett - ooooo.. 18.064
George H. Hartman Co. 17,148
Mchee & Albright —._ 16,000
Bass-Luckoff 13,472
Dillingham, Livermore & Durham 11.880

Ed Long Adv. 10.847
Buchanan & Co. . 5.331
Gray Adv. Agency 4,440
Van $Sant, Dugdale 2.691
Aircasters Ine. .____ 2.676
Samuel C. Croot Co. 1,346
Neithoff & White _ 1.086
Political ______ 293.898
Direct ____ 3.987
CooPerative ___________ 410,688
GRAND TOTAL ______________ $4.767.054

THE DISTINGUISHED
BROADCASTING STATION

First in St. Louis

To Establish a Rigid Pro-
tection to Llisteners Against
the Unworthy

Proved Listener
Preference

In sixteen nation-wide vot-
ing contests to determine
the most popular programs
and stars on the air, KSD
has led all other St. Louis
stations in the voting for
listener preferences. The
first of these polls was held
in 1935 and the last in
1940,

NBC RED Network

Exclusive St. Lonis
Outlet

The Network Listened to by
Most Persons Most of the Time

BROADCASTING ¢+ Broadcast Advertising

www americanradiohistorv com


www.americanradiohistory.com

GMAZ zﬁ"[ ! Current paag,wmz.t

BOND CLOTHING

PROCTOR & GAMBLE Gobne\\"b sam B¢ , Hiam
FOLGER COFFEE uble o, % qupe'™ e A
KROGER Othin corut® of ¥
MT. VALLEY WATER wania™ & Americ® &
AMERICAN DAIRY ASSN..  Co?" eago 5, iy TrO
GROVE'S BROMO QUININE" Oper® Pho Do*
BEICH CANDY | cwic P Club
- 1c09° il, N Swing
OVALTINE, < _ elpp; 3 Lavgh
NATIONAL REFINING \ton LeW'® MPhop,  Thg 3
ST. JOSEPH'S ASPIRIN 2 Wino hag,
7 am S PIQy 8 O
BAUME BENGUE nd O roag, d
cuticuRA) RoY™ Neq ast trom Eng'S"
J g 110
LEA & PERRIN °rdan paC Nev

AMERICAN SAFETY RAZ Xy Raymong
LIBERTY MAGAZI W T & dohny Scott
KREML HAIR TONIC o DO eblety 5
BAYUK PHILLIES) »\ Wo™ e WeeK 4 walen™®
BEAUMONT LABORATORIES ghow o pifre
GLOBE-DEMOCRAT | | Dicy, Phi
Uni Jur Hareig
DEWKIST FOODS ) o Press Ne,, Yens
PURITY BAKING s Ospey g,  pdo™
PEVELY DAIRY Magicia® Inge,  we\®
WHEELING STEEL) , jndrake the 4 & Jone gother®
SLACK FURNITURE) Juay g of e
WHITE LABORATORIES ) Carol G <
. Q
:ALSTgFF :Riwmq,, gammmy KoY peter Quill ¥ quy
UTO CLUB OF MO. Hof %
Ko, hlin's Orehest?

Rolla Covs

[ 4
Schoo\ of 1

7 ST. LOUIS THOMAS PATRIK, Inc.

HOTEL CHASE ST. LOUIS
r Kw K Represented Nationally by
| PAUL H. RAYMER CO.

3t ‘.-.."E-T'" = 1
ol Erclusive MUTUAL BROADCASTING SYSTEM i S7. Lowis
BROADCASTING » Broadcast Advertising 1941 Yearbook Number o Page

wwWw americanradiohistorv com

23


www.americanradiohistory.com

Program Popularity In 1940

By A. W.

LEHMAN

Maunager, Cooperative Analysis of Broadcasting (CAB)

REVIEW of the year’s

changes in rank of the ten

leading programs made by

the Cooperative Analysis of
Broadcasting revealed but three
shows among the first ten in De-
cember, 1940, that weren’t among
them in the last month of 1939. The
newcomers were The Aldrich Fam-
ily, Kay Kayser and One Man’s
Family. The programs which
dropped from the ranks of the
leaders to make room for them
were Kraft Music Hall, Fiteh Band-
wagon, and Pot o’ Gold. This rela-
tive consistency contrasted with the
record of the previous year when
there were five newcomers among
the first ten.

New Leader

In December, 1940, the two lead-
ing programs were the same as a
year earlier, but they had changed
places. Chase & Sanborn, after
changing from a full hour to a
half-hour yielded the leadership to
Jack Bemny by a small margin. In
third place were Fibber McGee &
Molly who, in the preceding year,
had risen sensationally from 16th
to fourth spot. Lux Radio Theatre
held fourth place at the close of
1940, having dropped from third
place in the twelvemonth. Next was
Bob Hope who rose from seventh
to fifth., He had been one of the
newcomers of 1939.

Most sensational of the novices
of 1940 was the Aldrich Family,
which wound up in sixth position
after being in 40th place a year
earlier. Kate Smith continued to do
well during the year following her
appearance among the charmed
circle of ten in 1939 for the first
time in her long career. In Deocem-
ber, 1940, she ranked seventh.
Eighth place was captured by
Major Bowes, marking his sixth
consecutive year among the leaders.
He had placed sixth in December,
1939. Another new face, Kay Kyser,
took ninth place. He ranked 12th
a year before. One Man’s Fumily
finally joined the leaders in mid-
season, placing tenth compared
with 13th twelve months earlier.

None of the three programs

I-Distribution of Sponsored Network Evening

Programs According to Ratings
Month of December

Rating 1940 1939 1988

(% of No. of % of No. of % of No.of % of

set owners) Programs Total Programs Total Programs Total
40.0 and over 1 0.9 1 1.0 1 1.1
35.0-39.9 1 0.9 1 1.0 1 1.1
30.0-34.9 3 2.7 0 0.0 0 0.0
25.0 - 29.9 4 3.6 3 3.1 2 2.2
20.0 - 24.9 ki 6.3 7 7.2 4 4.3
15.0-19.9 14 13.1 10 10.3 12 13.0
10.0-14.9 41 38.2 28 28.9 22 23.9
5.0- 99 30 28.0 36 317.2 36 39.2
0.0- 4.9 7 6.3 11 11.3 14 15.2
Total 108 100.0 97 100.0 92 100.0

which failed to hold the pace left
the air. They were merely too hard
pressed. Between December, 1939,
and December, 1940, Kraft Music
Hall fell from fifth to 12th place,
Fiteh Bandwagon from eighth to
11th and Pot o’ Gold from tenth to
57th. The career of the latter show
had been decidedly meteoric.

In 1940 most of the gaps that
had been previously noted among
the ten leaders’ ratings had been
closed or considerably lessened. The
two leaders still had a comfortable
lead over the third place show, but
it no longer appeared insurmount-
able. Any of the remaining seven
shows could easily gain a rung er
two within the space of a month.

Meaning of Table I

Table I is based on December,
1940, 1939 and 1938 and shows the
distribution of sponsored, evening,
network programs according to
their ratings. Several trends ob-
served in 1939 apparently con-
tinued. The amount of listening in-
creased. Cutting of several leading
programs in half made more good
time available, lessened competi-
tion for the listener’s ear at certain
choice hours, thus bringing about

a larger number of well rated pro-
grams.

The art of programming and of
time and station selection continued
on a high plane aided to a large
degree by improvements made dur-
ing the year in the CAB. Upon this
and other fact-finding organiza-
tions, spensors and their agents
lean heavily. The hunger for news
which was noted a year ago con-
tinued unabated and as the war
developed from a Sitzkrieg into a
true Blitzkrieg the public turned
more and more to the radio for
latest reports. There is consider-
able indirect evidence that the vast
amount of listening to news pro-
grams accounted for many men-
tions for programs immediately
preceding or following them.

The Ten Leaders

In December, 1940, the ten lead-
ing evening programs were:
. Jack Benny
. Chase & Sanborn
. Fibber McGee and Molly
. Lux Radio Theatre
. Bob Hope
. The Aldrich Family
. Kate Smith Hour
. Major Bowes Amateur Hour
Kay Kyser
. One Man’s Family

© O 00 =2 O U sk $O DS =

—

II-Monthly Rankings of the 11 Programs Which Were Among the Five
Leaders for Any One Month During the Year Ending December, 1940

Jack Benny
Chase & Sanborn

Major Bowes _________.____...
Kay Kyser
One Man’s Family
Kraft Music Hall _____.___..

Your Hit Parade ... ___.__.___
*—Changed Network.

NB—Off the Alr.

Aldrich Family .. _____ ...

Dec. Nov. Oct. Sept. Aug. July June

1 1 1 NB NB NB
2 2 2 1 NB NB
3 4 4 NB NB NB
4 3 3 2 NB NB
5 5 5 NB NB NB
6 12 1 6 8 5
8 7 i 4 1 1
9 11 13 5 2 3
10 8 9 3 4 [
12 17 20 12 5 2
19 (a) (a) 7 3 4

(a)—Not rated b

May April Mar. Feb. Jan.

NB 2 1 1 1 1
1 1 2 2 2 2

5 5 3 3 4 4

2 6 4 5 3 5
NB 4 9 6 7 8
o 25 26 27 24 34

3 8 6 9 10 11

7 7 8 10 9 6

3 10 7 7 8 10

8 3 5 4 5 3
10 12 15 18 18 16

latio litical h

ns for
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Popularity Shifts in 1940

During the year 1940, Jack Benny
was on the air eight months. Most
of that period he ran a nip and
tuck race for first place with the
Chase & Sanborn program, but
yielded only in May. He had jumped
ahead slightly in January when
Chage & Sanborn changed from a
full hour to a half hour. At the
year end, Benny was pulling away
a bit.

Chase & Sanborn, off the air only
in July and August, was consist-
ently in second place except for May
and two months ¢f June and Sep-
tember when Benny was off the air.
In those months the show captured
top position. The May achievement
was probably aided by the advent of
daylight saving. It is interesting
to speculate on what would have
happened if both shows had re-
mained during the entire summer.

Fibber McGee was quite consis-
tent, starting at fourth in January
and February, third in March and
April, dropping to fifth in May and
June. He and Molly returned from
vacation to take fourth place again
in October and November and rose
to third once more in December.

They Fluctuate

Lux Radio Theatre fluctuated
with the popularity of its stars
and plays. Its course was as fol-
lows: Fifth in January, third in
February, fifth in March, fourth
in April, sixth in May, second in
June, off the air in July and
August, second in September, third
in October and November and
fourth in December,

Bob Hope gained substantially
during the year. He ran eighth in
January, seventh in February,
sixth in March, ninth in April,
fourth in May and after a long
vacation, ran fifth in the last thrce
months of the year.

The Aldrich Family was highly
unstable and skyrocketed during
the course of the year. It evidentiy
gained from a shift in network and
from remaining on the air during
the summer, thereby gaining audi-
bility. Other shows in the past have
also comie into their own during
the summer, such as One Man's
Family, The Hit Parade, and Kay
Kyser. The Aldrich Family started
the year in 34th position, then ran
24th, 27th, 26th, 25th. The show
was not rated for June, due to time
and network changes, but showed
up in fifth place in July. The last
two weeks in June, the Aldriches
had been in Jack Benn’s spot, which
may have had something to do with
the sudden jump in the rating.
Then they ran eighth, sixth, 11th,
12th and made a remarkable spurt
to take sixth in December.

Major Bowes showed flashes of
(Continued on page 26)
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III-Division of Commercial Network Time
By Program Types: Evening Programs
(Oectober, 1939—April, 1940)

IV-—Division of Commercial Network Time
By Program Types: Evening Programs
(May to September, 1940)

COMMENTATORS
& TALKS
10.0

POPULAR
MUSIC
10.5

15.9

VARIETY
26.3

AUDIENCE
PARTICIPATION

Amount of Time

on the Air
Rank in
Type of Ratings Range No. of % of i
Program Average Rank Low  High Programs Time of Time
Variety .o__. 15.7 1 2.4 40.6 33 26.3 1
Classical .___ 128 2 . . 1 1.7 10
Drama _____ 12.7 3 6.2 29.5 23 16.7 2
Serial Drama 12.5 4 7.4 23.6 7 7.6 6
Audience
Participation 11.4 5 1.8 24.4 20 15.9 3
Children’s
Programs .. 11.1 6 103 12.5 3 3.5 8
Semi-Classical 10.0 T 9.9 10.2 2 2.5 9
Popular Music 9.0 8 3.0 21.4 15 10.5 4
Familiar
Musie .. 8.0 9 24 11.5 7 5.3 7
Commentators
and Talks. 6.3 10 1.5 17.3 9 10.0 5

NOTE—Each program type has been allotted the number of hours which all programs
in that type represent. The chart is based on the table of program types. Fifteen-minute
programs five times 8 week rate as 1% hours ver weck. l5-minute programs 3 times a

week 3 hour, ete.

(Continued from puge 24)

his old-time ferm. He started the
year a poor eleventh, rose to tenth
in February, ninth in March and
sixth in April, dropped back to
eighth in May but was in the money
in third spot in June. With the first
five shows enjoving wvacations in
July and August, the clock was
turned back to 1937 when the
Major consistently led the parade.
He passed One Man's Family and
Kvraft Musie Hall which had been
ahead of him earlier in the year.
With the return of three of the
leaders in September, the Major
placed fourth then, taking seventh
in October and November and
eighth in December.

Kay Kyser was in and out of the
leaders throughout the year. Month
by month he ran as follows: Sixth,
ninth, tenth, eighth, seventh,
seventh, third, second, fifth, 13th,
11th, ninth.

One Man's Family was consis-
tently among the leaders for the
first time in a long career. After
starting at tenth, the show placed
eighth, seventh, seventh, tenth,
third, sixth, fourth, third, ninth,
eighth, tenth.

Kraft Music Hell started at a
strong third in January, winding
up much lower in the fall. After
January the month-by-month record,
was fifth, fourth, fifth, third
eighth, second, fifth, 12th, 20th,
17th, 12th. In the first part of the

Page 26 « 1941 Yearbook Number

POPULAR MUSIC
1.3

NEWS
B TALKS

1.9

VARIETY
20.%5

AUDIENCE
PARTICIPATION

20.1

Amount of Time

on the Air

Rank in

Ratings Range No. of Yo of %

Type Average Rank Low High Programs Time of Time

Variety - ______ 12.6 1 1.3 29.2 30 20.5 1

Drama __ _.._.__ 9.9 2 2.2 25.8 21 14.4 3

Aud. Particip. —___ 8.5 3 2.1 209 27 20.1 2

Scrial Drama .. 8.5 3 44 18.9 [ 6.5 7

Popular Musiec ___ 8.1 5 3.4 165 12 11.3 5

Familiar Music .. 7.1 6 3.6 95 9 8.4 6

Semi-Classical —_.. 7.1 6 64 1.7 3 2.4 9
Children's Pro-

grams - ____.__. 6.5 8 57 173 3 4.5 8
Commentators,

News and Talks. 5.4 9 1.7 145 10 11.9 4

vear the show had little competition
but in July it changed to the spot
opposite Major Bowes. Bing Crosby
was absent from the middle of
August to the middle of November.
Your Hit Parade was among the
leaders only during the summer
months, placing tenth in June,
fourth in July, third in August and
seventh in September. The rest of
the time it ranged from 12th to
19th. This show has always been
subject to extreme fluctuations.

Leading Daytime Programs

The leading daytime shows in
December, 1940 were:
Ma Perkins
. Pepper Young’s Family
. Vic and Sade
. Life Can Be Beautiful
The Woman in White
Mary Marlin
Right To Happiness
. Stella Dallas
. Our Gal Sunday
. Road of Life

S DAY LN~

[

In December, 1939, the ten day-
time leaders had been:
. Ben Bevrnie
. Ma Perkins
Hobby Lobby
Pepper Young’s Family
. Vic and Sade
The Guiding Light
Mary Marlin
. The Woman in White
. Stella Dallas
10. Goldbergs
10. Road of Life

Perhaps most interesting is the
fact that all ten leaders this past
December were five-a-week quarter-
hour serials. None of the Saturday
or Sunday half-hour shows of vari-
ous descriptions could make the
grade. Truly significant of the grip
of these homely serials ig their con-
sistency year in and year out, The
old stand-bys keep about the same
rank year after year despite the
fact that ratings of daytime pro-
grams are mote closely bunched.
Also of interest is the fact that a

(Continued on page 28)

OO TR WN

BROADCASTING ¢ Broadcast Advertising

www americanradiohistorv com


www.americanradiohistory.com

When you think of :

BN ORLEAN

you think of:

e QL e RSN
2 o8 LA S

T
r

e T AR TR L e e
T e B e i = =
. e e il L

SRR
;

50,000 WATTS

The greatest Selling POWER

in the South’s greatest city

Columbia Broadcasting System Afhliate

National Representative — The Katz Agency

wWwWwW . americanradiohistorv.com


www.americanradiohistory.com

(Continued from page 2v)
single manufacturer, Procter &
Gamble, pioneers in presenting
multiple daytime serials, sponsored
the first seven as well as the tenth
ranking show.

Newcomers to the first ten were
three in number, Life Can Be
Beautiful (which did amazingly
well to attain fourth place), Right
to Happiness and Our Gal Sunday.
Leaders of December 1939 but not
1940 were Ben Bernie who changed
to an evening hour, Hobby Lobby
which left the air and the Gold-
bergs.

Taking only the serial dramas for
the month of December, Ma Per-
kins has led for the past three
years, Pepper Young's Family
placed second in 1939 and 1940, Vie
& Suade third in both years and
Road to Life tenth in both years,

Sets in Use

The percentage of sets in use at
some time during the day had
fluctuated very little for some years
before the outbreak of present hos-
tilities abroad. For the period from
QOctober, 1935, to April, 1940, the
low point for the average week-day
was reached in July, 1936, at 56.8%%.
The pre-war high was attained in
February, 1937 at 73.4% Starting
with September, 1939, when the war
broke out, each monthly figure set
a new record for the corresponding
month since October, 1935. This
trend continued until April, 1940,
which failed to better the figure of
April 1938. The all-time high for
the average week-day was 76.9% in
January, 1940. R

Sunday listening shows wider
fluctuations than week-days,
largely due to outdoor recreation in
the summer time. But the trend to
greater listening was equally pro-
nounced on this day. In August,
1937, a mere 45.3% of set owners
tuned in their sets. This low-point
was not even approached in subse-
quent summers. From July, 1939
there was a steady, month-by-
month rise from 56.9% to a new
high of 78.3% in January, 1940.

During the standard time period,
listening is about 11% greater than
during daylight saving time.

Gain in News Audience

The CAB made a special com-
parison of listening to all news pro-
grams, sponsored and sustaining
during the winters of 1939-40 and
1938-9, on Wednesday nights. The
national average rating for such
programs broadcast between 5 and
8 p.m. (EST), increased 395 from
14.1 to 19.7. For the later hours
(8-12 o’clock) on the same night
of the week the increase in the rat-
ing was even greater, 55% or from
9.7 to 15.1. It appears that in times
of emergency people seek late eve-
ning news from the radio to sup-
plement their evening newspapers
more than in ordinary times.

In December, 1939, the average
rating of four sponsored network
news programs was 9.6%. A year
later the figure for seven such pro-
grams was identical. This repre-
sents a substantial increase in the
audience of such presentations. The
old favorites, like Lowell Thomas
increased their ratings consider-
ably.

In the summer of 1939, news and
commentators took up 7.5% of
sponsored network time compared
with 11.9% in 1840. In 1939 this
program type ranked ninth out of
ten with an average rating of 5.0
compared with a ranking of ninth
out of nine with an average rating
of 5.4 in 1940. In per cent of time,
the type ranked seventh in 1939
and fourth in 1940,

Geographical Areas

Very little difference in listening
by geographical areas is evident
except for the Pacific Coast, where
there are substantially more sets in
operation during the early evening
hours due primarily to differences
in time and the fact that the most
popular programs are scheduled on
eastern time.

Special Events and Sports

During the year 1940 the CAB
continued its custom of issuing rat-
ings from time to time on public
events of outstanding interest. 1940
was most prolific in this respect,
with a heated political campaign
and all the fanfare that goes with
it. The audiences of many of the
candidates were reported by the
CAB during the fall. Also during
the year there were numerous re-
ports on sports broadcasts and
other national and international
events.

President’s Addresses

The Jackson Day Dinner address
on Jan. 8 attained a rating of
25.2%, bettering the President’s
rating of 16.7% on the same oc-
casion in 1939. Both were below his
mark of 32.6 in 1936.

In a broadcast from Washington
over the three major networks
2-2:30 p.m. on Thursday, May 16,
the President was reported heard
by 22.8% of the set owners inter-
viewed.

His address at Charlottesville,
Va., on June 10, in which he de-
nounced Italy’s entrance into the
war, produced a rating of 45.5% —
the highest rating ever recorded
by the CAB for a speech of any
kind. It was carried by four net-
works.

Other Events

The ceremnonies attendant upon
the opening of Congress Jan. 3,
1940, were heard by 16.1% of the
radic owners, comparing closely
with the figure 16.3 a year earlier.

The late Neville Chamberlain, in
a trans-atlantic broadcast on Jan.
9, was rated at 13,

Col. Charles A. Lindbergh was
rated at 7.7 in a broadcast by
CBS on May 9.

The speech of King George VI,
picked up by the major networks
at 1 p.m. Sept. 23, was reported by
7.2% of the set owners interviewed.

The Political Campaign

The political fight officially
opened with the Republican Na-
tional Convention in June. On Mon-
day, June 24, 25.2% of the radio
homes were tuned to the broadcast
and on Tuesday, June 25, 27.3%.

The Democrats held their conven-
tion in July. On Monday, July 15,
the rating was 24.0 and on the next
day, 32.9 including mentions for
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the address of Senator Alben W,
Barkley. During the day it had
been announced that he would de-
liver a message to the Convention
on behalf of the President.

The acceptance speeches of the
Republican nominees were also re-
ported by the CAB. Willkie’s
speech, broadcast fromm Elwood,
Ind, over all four national net-
works attained the highest rating
recorded for a political speech in
the ten years of the CAB's re-
search. 37.8% of the questioned
owners of radio receiving sets re-
ported having heard the G. O. P.
candidate in their homes. In 1936
Alfred M. Landon's speech broad-
cast from Topeka, Kan., rated 28.5.

173 of set owners reported
hearing Senator Charles L. Mc-
Nary's acceptance address on Aug.
27. The major part of the cere-
monies was carried by Mutual,
NBC-Red, and CBS.

On Sept. 29, the President’s ad-
dress from Philadelphia, aired over
CBS, NBC-Blue and Mutual, rated
only 8.9%. The speech was made
at 4 p.m. on a Friday.

Political Resume

The closing political speeches
came thick and fxzst. Here is a
resutne of them:

Oct, 28th — President Roosevelt from
Madison Square Garden at 10 p.m. (NRC
Red & Blue), 36.4:; Wendell L. Willkie

héo;n Louisville, at 10:30 p.m. (Columbia).
16.5.

Oct. 20— Wendell L. Willkkie from
Charleston, W. Va., at 10:30 p.m. (NBC
Red), 20.7; Joseph C. Kennedy from New
York City at 9 p.m. (Columbia), 19.2.

Oct. 30—President Roosevelt from Bos-
ton at 10:15 p.m. (NBC Red, Columbia,
Mutual), 387: Dorothy Thompson from
New York at 8:30 p.m. (Columbia}, 11.7,

Oct. 31—wendell L. willkie from Cam-
den. N. J., at 8:30 p.m. (Columbia), 18.

Nov. 1—President Roosevelt from the
Academy of Music, Brooklyn. N. Y., at
9:00 p.m. (NBC Red, Mutual), 37.3; Cor-
dell Hull from Washington at 9:45 p.m.
(NBC Red & Blue). 18.8.

Nov. 2-President Roosevelt from Cleve-
land, at ¢ p.m. (NBC Red, Columbia), 87.0;
Wendell L. Willkie from Madison Sduare
Garden at 10:15 p.m. (NBC Red & Blue.
Columbia & Mutual), 30.6

Generally, the President spoke
over two or more networks, while
Mr. Willkie spoke over one net-
work. On Saturday night the Presi-
dent’s address was ¢covered by NBC
Red and Columbia; Mr. Willkie's
talk by NBC Red and Blue, Colum-
bia, and Mutual.

Sports

During the year the CAB also re-
ported on numerous sports broad-
casts including regular reports on
football and baseball plus special
events such as prize fights and the
Kentucky Derby. On May 4, 15.2%
of the set owners heard the latter
event broadcast between 6:30 and
7:00 p.m.

BOXING—Joe Louis continued
to be a great favorite with radio
listeners. The Louis-Godoy fight on
June 20, 1940, rated 37.9. One Sept.
6, 14.7% of set owners reported
listening to the Billy Conn-Bob
Pastor fight. On Dec. 16, the Joe
Louis-Al McCoy fight rated 22.1%.
None of these ratings came close
to the figure of 47.6 scored by Louis
and Pastor in 1939 nor the 63.6
attained by Louis and Schmeling in
1938. The latter was broadcast over
two networks.

FOOTBALL—The ratings for
college football broadcasts follow:

1940 1939

Oet. 5 ... 25.1
Qct. 7. 23.6
Oct, 12 __
Oct. 21 37.8
Nov. 2.
Nov. 4 _ 35.7
Nov. 16__
Nov. 18 36.2
Dec. 2 . _____ __ . 36.0

BASEBALL—During the base-
ball season the CAB reported

monthly on listening to baseball
broadcasts. The figures are for ac-
tual broadcasts of the games, both
major and minor league, heard in
the 33 CAB cities. In 1940, interest
became more intense month by
month as the struggle for the pen-
nants became more furious. This
contrasted with the experience in
1939 when the Yankees ran away
with the American League race.
The ratings for the two years fol-
low:

April-May .. ________ 168 17.7
June 7.7 17.2
July 8.2 18.7
August . o c 19.3 17.6
September . . _..... 193 1.2
Average . _.__._.... 181 17.6
The average rating for the

World Series between Detroit and
Cincinnati was 25.2 compared with
21.3 for the 1939 series between the
New York Yankees and the Cin-
cinnati Reds. The games were
broadcast over the Mutual network
in both years.

CAB Organization

The foundation for the CAB was
laid by the radio committee of the
Association of National Advertis-
ers in January, 1929. As a result
of the committee’s discussion of a
study made by Crossley Inc., a
number of leading advertisers em-
ployed that organization to make
individual surveys. Later these
were combined into a report for
the ANA and at the same time
Crossley was requested to submit
an outline for a ccoperative inves-
tigation which would include “the
checking of program popularity.”
The ANA appointed a special com-
mittee to work out the details. The
field work was started by Crossley
Inc., on March 1, 1930.

In 1934 the CAB was reorgan-
ized, taking its present set-up as a
mutual, non-profit organization
with a governing committee of six,
three of whom are appointed by the
ANA and three by the American
Assn, of Advertising Agencies. This
committee sets all policies, busi-
ness, financial and research. Cross-
ley Ine, is still employed to do the
field and technical work. The CAB
is the official organization for rat-
ing radio programs. It is supported
by leading advertisers, agencies and
networks on the basis of their re-
spective stakes in radio.

The Method Used

The loogely defined term “recall”
should not be applied to the tech-
nique the CAB now uses. As the
result of 12 years of practice, con-
stant experimentation and revision,
it is now using a method which
perhaps would be better defined
as “‘the triple check method of iden-
tification”. Under this method the
listener need not remember the ex-

(Continned on page 38)
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New Data For The Time Buyer

By MATTHEW N. CHAPPELL, Ph.D.
C. E. Hooper, Inc.

research has been directed

primarily towards determin-

ing the gize of program audi-
ences. When program audiences
“rate” high, radio’s production per-
sonnel or talent is acclaimed. The
function of the timebuyer in achiev-
ing this rating, or the lack of it,
and the importance of selecting
time have been widely overlooked.

On what days, at what times, in
what seasons of the year and in
what geographic areas can the ad-
vertiser expect, with the competi-
tive picture as it is in this year,
1941, to obtain the largest audience
for his program?

It is the object of this article to
furnish the timebuyer and the cli-
ent with a method for answering
these fundamental questions. The
answers are, in some cases, quite
different from beliefs currently
held.

IN THE PAST, radio program

Methods of Rating

“Program ratings’” show the per
cent of the sample listening to
given programs, “Sets-in-use’’ show
the per cent of the total sample
which is listening to the sum of all
programs at a given time. These
data would give the timebuyer an
adequate picture of radio strength
for each broadeasting perio:l if all
other characteristics of the sample
were constant from one time and
place to another. Analysis shows,
however, that other characteristics
of the sample manifest such im-
portant variations that radio may
actually perform less effectively at
a time when, for example, 35% of
the sets are in use than when 30%
of the sets are in use.

Before the radio effectiveness in
a given time period can be decided,
it is necessary to determine the per
cent of the sample that constitutes
the available audience, that per cent
of the sample which is “at home
and awake”. The element in the
sample which varies within wide
limits from one time to another
and from one geographic section to
another is the complement to the
“available audience”, namely, the
proportion which is “not at home”.
Since it is “not at home”, this seg-
ment of the sample is aof a part of
the available audience for any pro-
gram,

In order to determine accurately
how effective a job radio is doing
at one time as compared with an-
other, or how well one program is
doing as compared with another,
it is necessary to eliminate the “not
at home” elements from considera-
tion and interpret “sets-in-use” in
terms of the “available audience”
only.

This is not to say that a measure
of “not at home” is not valuable
to the timebuyer. Quite the con-
trary. It is a measure which is of
primery tmportance to him; for it
deterinines the actual size of the
available audience.

ilaving eliminated the “not at
home” segment of the sample, one
can proceed to determine the abil-
ity of vadio to compete successfully
with other activities for the atten-
tion of the people who are in their
homes. (Because there is no word
or phrase by which to indicate the
effectiveness of radio in converting
the available audience into radio
listeners, the term *“audience effi-
ciency” is suggested and is used
below with this meaning. The term
is borrowed from engineering where
“efficiency” expresses the ability of
an engine to convert available po-
tential energy into active or kinetic
energy. Thus, the efficiency of a
gasoline engine is the per cent of
energy available in the gasoline
which the engine can convert into
useful work.)

It appears from the above con-
siderations that the timebuyer
needs two sets of measurements:

First, he rvequires data on the
total sample broken down by “not
at home”, “at home not listening”
and “sets-in-use”., By adding the
last two, or by subtraeting the first
from the total sample, he can de-
termine the size of the “gvwilable
«udience”. In order to buy time
most effectively, he must know how
the *“available audience” shifts
from one evening to another; how
it varies from one period to another
of the same day or evening; how
it differs from one geographic scc-
tion to another and how it varies
seasonally.

Secondly, the timebnyer must
know how much of the “available
audience” radio recruits. And he
must know the recruiting power,
or ‘‘audience efficiency”, by lhours
of the day, by geographic sections
and by scasons.

Coincidental Studies

These two sets of data, in con-
junction with audience reports,
will aid him greatly in choosing the
mnost desirable time and the most
desirable places to present the cli-
ent's program. Both sets are yield-
ed directly by the coincidental
method of studying radio audiences
and can be obtained by no other
method in common use. The mean-
ings of the terms used here will be
made somewhat clearer by a hrief
resime of the telephone coinci-
dental method and the manner in
which it yields these measurements,

The name *“telephone coinciden-
tal” arises from the fact that a
sample of telephone homes is called
continuously during the time each
program is on the air and vespon-
dents are asked the following ques-
tions:

1. “Were you listening to the radio
just now when the phone rang?”

2. “To what station were yon listen-
ing¥”

3. "What program 3s coming over
that station?"

4. “What advertiser
program ¥

In a cevtain per cent of an inter-

puts en that
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viewer's calls, the phone is not
answered. The telephone company
reports that if the phone is not
answered by the time it has rung
six times, the probability that no
one is at home is very high. If
there is anyone at home under
these conditions he is probably
asleep. In either case, they are
non-listeners and are grouped un-
der the category “not at home”.
Since, by definition, the telephone
coincidental method samples radio
listening in telephone homes, those
in which no one is at home are non-
listening homes.

Conclusions Reached

The measures discussed in this
paper ave obtained, roughly, as fol-
lows:

“Not at home’’—The per cent of
homes sampled in which no en¢ an-
swers the telephone.

“'Sets-in-Use” — The per cent of
homes sampled in which someone is
listeniug to the radio, obtnined by di-
viding the numbher who answer “yes’
to Question I by the number in the
total sample,

“At home nnt listening”—The per
cent obtained by dividing the number
who answer “no” to Question I by
the number in the total sample,

“Program Rating”—The per cent of
the homes which are tnned to a given
program, ohtained hy dividing the num-
her whe identify (through Questions
IT. 111 aud IV) the program to which
they are listening hy the number in
the total sample.

The above are some of the meas-
ures yielded by the coincidental
method which have long been in
use. The new measures discussed
here for the first time are obtained
as follows:

“Available  Andience” — The  per
cont of the total sample whieh is “at
home and awnke”; obtained hy sub-
trueting the “not at home” from the
tatal sample; or, what amonnts to the
same  thing, by adding “sets-in-nse’
to the per eent “at home not listen-
ing”,

“Audience  Efficiency” — The  per
cent of the “available andience” eon-
verted into listeners during any hread-

casting period: ohtnined by dividing
“sets-in-use™ by “available andience’.

The measurements, “not at
home” “available audience” and

“audience efficiency”, are yielded
only by the coincidental method of
audience study. The mechanical
methods of studying station tun-
ing offer no means of distinguish-
ing between a family which is “not
at home” and not, therefore, avail-
able to listen to the radio and a
family which is “at home not lis-
tening and, therefore, available.

Recall methods commonly used
disregard homes in which no one
answers the telephone. I have shown
elsewhere' that the “not at home
then"” response obtained in the day-
part recall method does not meas-
ure the nuniber of homes in which
there is actually no one at home
at a given time of the day or eve-
ning.

3 “Causes of Inconsistencies Between Co-
incidental and Day-Part Recall Radio Pro-

gram Ratings’, 1940. May be obtained on
request from C. E. Hooper Ine.

Size of Sample

The charts which follow are dra-
matic in revealing differences in
time - buying opportunities when
audiences are measured for size,
compared with those indicated by
a measurement of radio’s efficiency
in recruiting an audience.?

In each case, the two charts to be
together are presented together.
The one deals with the character-
istics of the total sample, from
which the size of the available audi-
ence may be determined. The total
sample is considered as 100% in
this case,

In the other type of chart, which
shows the power of radio fo re-
cruit listeners from the available
audience, the latter, the “at home
and awake” segment of the total
sample, is considered as 100%. In
all cases, ‘“‘sets-in-use” is repre-
sented by the cross-hatched area,
“at home not listening” is lined,
and ‘“‘not at home”, where shown,
is in white.

Chart I [page 32] shows that the
“sets-in-use”, 34.5%, is found in
February and the smallest, 19.7%,
in August. Which is to say, there is
a 75% larger average evening radio
listening audience in February than
in August.

When They Listen

There are two reasons for this
condition. The first is seen on ex-
amination of the segment of the
sample which is ‘“‘not at home”.
The smallest number of people is
“not at home” in January and
February. The “available audi-
ence”, the “at home and awake”,
is therefore greatest during these
months. These are also the months
when the greatest *sets-in-use”
oceur.

The greatest “not at home” is
found in July and August. There-
fore, the ‘available audience” is
smallest for these months. They
are also the months when “sets-in-
use” are smallest.

Because these and similar data
have been available in past years,
they have given rise to the con-
clusion that there is less listening
in the smmmer because fewer peo-
ple are at home,

Such a conclusion is premature
and based on insufficient evidence.
This may be seen from the fact that
while “sets-in-use” is 75% greater
in February than in August, the
“avajlable audience” (‘“sets-in-use”
plus “at home not listening”) is
only 149 larger in February than
in August, It is obvious from the
comparison of these two figures

(Continued on page 3.2)

‘It should not be concluded that the fac-
tors discussed here are the only ones to
be considered when the time buyer places
a program. The importance of considering
type and arrangement of programs before
and after his program, as well as sgimul-
taneously, was considered in detail in this
space in the 1940 Broadcasting Yearbook
Planning programs for a total evening is
of great importance in recruiting an active
audience from the available audience. One
good runner does not make a good relay
team. But four giod runners passing the
stick along cover all with glory.
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(Continued from page 30)
that something other than “not at
home” accounts for the major part
of the large difference in “sets-in-
use” hetween February and August.

Chart II indicates the second and
more significant cause of the sum-
mertime drop in ‘“sets-in-use”. In
this chart, the “available aulience”
equals 1009%. Since ‘“not at home”
is eliminated from consideration,
the chart represents the compara-
tive success from month to month
with which radio competes with
other activities for the attention of
people who are at home and could,
therefore, listen to the radio. That
is to say, this series of charts is
a measure of the efficiencr with
which radio rvecruits listeners from
the available audience from one
month to another. The major differ-
ence in “audience efficiency” is also
between February and August.

Daytime Changes

It will be noted, that while

“sets-in-use” is TH6% greater in
Februaly than in August and the

“available audience” is only 14%

greater, the proportion of the
“available audience” which is re-
cruited for listening is bB4%
greater in February. Cne of two
conditions are indicated by this
finding: Either poor pxogmmmmg
causes the dlop in summer evening
“sets-in-use” or some factor oper-
ates in the summer which necessi-
tates stronger motivation in order
to initiate listenng than is required
in the winter, Evidence at hand
eliminates the latter as a possi-
bility.

The seasonal changes which are
so marked in evenmg prograinming
are only slight in the case of day-
time programs. Much the same
programs and types of programs
are presented in the daytime both
winter and summer. If, as is argued
by some advertisers, there is some
change in listening behavior in
the summer, some factor which
predisposes people to require a
stronger motivation to listen than
is required in the winter, this
should be true for the daytime as
well as for the evening.

Evidence on this scove is pre-
sented in Charts [il and IV. Chart
ITI shows the monthly variations
in the characteristics of the total
sample for the daytiine and Chart

IV, the monthly variations in “audi-
ence efficiency”’ for the daytime.

The chief characteristic of these
charts is the uniformity from
month to month. Whereas the “sets-
in-use” in the evening is 75%
greater in February than in Aug-
use, Chart III shows that the dif-
ference between these months in
the daytime “sets-in-use” is only
16.8%¢. The difference in ‘“‘available
audience’” between the two months
is also less for the daytime than
for the evening, being only 8.6%
greater in February.
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ency with which radio recruits lis-
teners from the audience available
in the daytime also varies but
little from August to February.
Daytime ‘‘audience efficiency” is
only 7.6% greater in February
than in August, This figure may be
contrasted with the 549 difference
in “audience efficiency” for evening
programs for the same months.

Quality of Programs

These facts: the small difference
for daytime programs between
February and August in “avail-
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“audience efficiency”, together with
the wide evening variations would
seem to necessitate the conclusion
that low evening *“sets-in-use” in
the summertime result primarily
from the poorer programs adver-
tisers present for consumption on
summer evenings.

Chart V [page 37] shows how the
characteristics of the total sample
varied from one evening of the week
to another, December 1939, through
November. 1940. Chart VI [page
37] presents the efficiency with
which listeners were recruited from
the available audience during the
same period.

It will be seen that “sets-in-use”
was highest for Sunday evening
and lowest for Saturday. “Not
at home” was also greatest for Sun-
day and only slightly less for Sat-
urday, These findings indicate that
Sunday night is the poorest night
in the week so far as “available
audience” is concerned and that
lavger audiences could be obtained
any other night of the week.

Nonetheless, ‘'sets-in-use” is
greatest on Sunday evening. This
leaves no question of the ability
of radio to obtain a large audience
even when “not at home" is at g
maximum,

It is also to be noted that because
of the smaller available audience
from which listeners may be re-
¢ruited on Sunday, the Sunday pro-
grams motivate listening to a
greater degree, in comparison with
programs of other evenings, than

their ratings would indicate. For
example, while Sunday evening
pregram ratings average 11¢¢

higher than those for Monday, the
Sunday programs are 257 more
efficient in recruiting listeners from
the available audience than are
Monday evening programs.

These data should indicate to
the time buyer that there is no
magic about programs presented on
Sunday. Rather, he may expect,
other things being equal, to do a
better job for his client on any
other night of the week, not exclud-
ing Saturday, which is curvently
underestimated as a radio broad-
casting evening.

Sectional Data
Charts VII and VIII [page 37]

show the sectional differences en-
countered on Sunday evening 6-10

(Continued on page 37)
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CBS audience

“The strongest ‘all-day’ schedule in network history”

egular CAB program ratings show CBS with a consistently

_Stronger schedule than any other nerwork in all of 1940.
The Columbia Network, against all competition, deliv-
ered the largest audiences to its clients, for more program-
periods in the ensire broadcasting day than azy other network.,
Counting every rated sponsored quarter-hour on all networks
in all of 1940, CBS averaged 161 “firsts” each week against
all competition; the second network had 154; the third net-
work, only 18 “firsts”.

CBS leadership is most striking in “the major battle-
ground of network competition”; in the tensely competitive
evening hours. Whether you take the entire evening (6:00 p.m.
to 12:00 m.) or just the heart of the evening (8:00 to 10:00
p.m.), CBS wins more “firsts” than the second and third ne:-
works combined. The exact evening score is shown in the charts,

for all of 1940.
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leadership 1n 1940

“In the major battlegrounds of network competition”

6p.mtol2m.E S T.
(FIVE DAY TOTAL)

6p.m.tol2m. ES.T.
(SEVEN DAY TOTAL)

NETWORK 2 NETWORK 3

NETWORK 2 NETWORIK &

WEEKLY AVERAGES, 12 MONTHS OF 1940

8tol0p. m E.S.T. >

8tol0Op.m E.S.T. >
(SEVEN DAY TOTAL)

(FIVE DAY TOTAL)

A ]
14 “rirsts

e cTC "
L IRST

NETWORK 3 NETWORK 3

NETWORK 2 NETWORK:2

These charts are based on CAB rated sponsored programs in 1940, and show
the average number of quarter hours, each week in 1940, in which each network
delivered the largest audience to its clients against all other network competition.

# 6:00 p.m. to 12:00 midnight E.8. T. and 8:00 to 10:00 p.m. E. 8. T. See text
on facing page for score on entire broadcasting day.
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CHART ¥
| CHARACTERISTICS OF THE EYENING TOTAL SAMBLE FOR EACH DAY OF THE WEEK

CHART ¥
CHARACTERTSTICS OF TWE EYEWING AYAILABLE AUDIENCE FOR EACH DAY OF THE wWEEx
| "NOT AT HOME®,
FOR DECEMBER,
Evening Total Sample for Eacn Day

“AT HOME NOT LISTENING" AND °SETS-1N-USE®
1939 THROUGH NOVEMRER 1940
1001

"SETS-IN-USL"
1940

1004

"AT HOME NOT L JSTENIKG™ AND
FOR DFCEMBER, 1939 THROUGH NOVEMBFR,

Evening Available sudience for Eacn Day

6:00-10:30 oo . ET.

6:00-16:30 p.m., E. T,

28.3; 19,7 20.4 21.0 _QI: 22-.: .25.3. i :*:,'E'If’:: I'rﬁ:,j:
v
7 // 7 |
LA Vi ) |

30.0

.

'
Honday

Sunday

1
ﬂ Sets-in-Use

Tuesday

5
Wednesday

At Home Not Listening Not At Mome

“he

raday riday

(Continued from page 32)
pnr local time, January through
April, 1940.

Chart VII shows that ‘'not at
home' is smallest in the North
Central section and largest on the
Pacific Coast. On the Pacific Coast
on Sunday evening during these
months “not at home” s 47%
greater than in the North Central
area and 30% greater than in the
East. The “available audience” in
the East is 12% larger than that
on the Pacific Coast.

“Sets in Use” is largest in the
Mountain, 42.9%, and in the East
41.8%. It is smallest on the Paci-
fic Coast 35.8¢%¢. That is to say
there are 16.8% more “Sets-in-
Use'” in the East during this period
than on the Pacific Coast.

Chart VIII shows however, that
the “audience efficiency” on the
Pacific Coast, 51%, is nearly as
great on Sunday evening as that
of the East, 53.1%:. It would ap-
pear therefore, that the primary
cause of difference in “Sets-in-Use”
between the East and Pacific Coast
is attributable to difference in the
size of the available audience on
Sunday. The difference in the effi-
ciency with which radie recruits its
audience on Sunday evening is sec-
ondary.

The reader should not generalize
these results from Sunday to other
evenings of the week.

Charts IX and X [page 38) show
the conditions by half-heur periods
found in the East in December. All
evenings of the week are combined.
While “not at home’ increased
gradually from 6 to 10:30 p. m,,
“sets-in-use” rose rapidly from 6
until 9-9:30 . m, and then declined.

Average Audience

Chart X shows that ‘“‘audience
efficiency” follows a pattern some-
what similar to that of “sets-in-
use”. However, while there were
more “sets-in-use” between 7 to
7:30 than there were between 10
and 10:30, programs presented in
the latter period recruited listen-
ers more efficiently than those pre-
sented in the former. It is interest-
ing to note that throughout the
week the period 8:30 to 9:30 p. m.
recruits over half of the “avail-
able audience”.

These charts do not, of course,

taset v
LoARaCTERISTICS 01 IRt EVENING MTAL 30E o €300 GEOGAAPRIC SICTION
MOT AT HOME'. TAT NOME MOT LISTENENGT AR TSRTSeINersy
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B sets e
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give any indication of the wide
variations that occur within half-
hour periods from one evening of
the week to another. Space does
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gram. Because cach rvating pre-
sents the “average audienec”, each
is strictly comparable with every
other. List 2 presents in order the
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Base: Available Audicnce
Jack Benny
Charlie McCarthy
Fibber McGee
Bob Hope
Aldrich Family . _..__ __
One Man's Family
Bandwagon
Rudy Vallee o a
Good News of 1941 __
We the People ... _.___..-.
Guy Lombardo
Truth or Consequence
Take it or Leave iL _.__ _
Edward G. Robinson __
Doctor Christian __. -
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Eight of the 15 programs have
the same rank order in both lists.
Bandwegon moves up from the
rank of 9% on List 1 to 7 on List
2, Take It o1 Leave It moves up
from 15 on List 1 to 13 on List 2.
The programs which attain a
higher rank in List 2 than in List 1
are all presented on Sunday or
Saturday evenigs when they attain
their high ratings despite the smal-
ler available audiences.

Similarly, those that move down
in List 2 are presented on days in
which the available audience is
larger. It is interesting to note that
while Charliec McCuarthy's “‘rat-
ing"” is only 0.9 percentage points
higher than Fibberr McGee's, the
dummy’s “audience efficiency” is
5.9 percentage points higher. Other
conditions equal, Jack Benny, Char-
lie McCarthy, One Man's Family,
Baadwagon, and Tuke It or Leave
It would get higher ratings if all
were presented on some evening
other than Sunday.

SUMMARY

1. In time-buying, it is neces-
sary to take into account the pro-
portion of the population which is
“not at home"” during any broad-
casting period in any geographic
section. By subtracting this quan-
tity from the total sample, the
timebuyer may determine the size
of the group “at home and awake”
which is available to listen to the
radio.

2. In order to determine how ef-
ficiently radio programs are re-
cruiting listeners from the “avail-
able audience”, the latter, rather
than the total sample, must be
used as the basis of calenlation.
With measurements based on the
“available audience” before him.

(Continued on puge 38)
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(Continued from page 37)

the timebuyer can observe radio’s
success in recruiting listeners for
the “available audience” by days
of the week, periods of the day,
geographic sections of the coun-
try, and months of the year. No
attempt is made in this article to
furnish these data by broadcasting
periods for each day.

3. Analysis shows that on Sun-
day evenings, the largest “avail-
able audiences” are found in the
East and the North Central sec-
tions, where “not at home” is ap-
preciably smaller than in other sec-
tions. “Sets-in-use” is 16.8%
greater, for example, in the East
than on the Pacific Coast local time.
The difference in available audi-
ence is 129%. The difference in
“audience efficiency’ is only 2.1%.
It would appear, therefore. that
the difference in “available audi-
ence” is the major cause of the
difference between the East and
Pacific Coast in ‘‘Sets-in-use” on
Sunday Evening.

4. Sunday evening offers nation-
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CHaRT X

CHARASTERVSTICS OF THE EASTERN EVERING AYAILABLE AUDIEMCE
FOR EACH WALF MOUR, ML EVERIWGS OF TME WEEK COMBINED

*AT HOME NOT LISTENING™

FOR DECEMBER, 1%4¢

Aveilable Muclence for Esch Hall Hour = 1303
{Eastern Tine Shown)

At Hose Mot Listenlng

AND *SETS-INsUSE®

ally, a smaller ‘“available audi-
ence” than any other evening of
the week. However, *sets-in-use”
is greater on this evening, which
shows clearly that large listening
audiences can be recruited even
when the available audience is at
a minimum. It indicates, also that

with other conditions equal, even
larger audiences could be developed
with the same radio effort on any
other evening of the week.

5. The data show that the cur-
rent belief that radio should not
expend as much effort in the sum-
mer as it does in the winter is

questionable. For example, the
greatest difference in the evening
“available audience” occurs be-
tween February and August. This
difference is 14%. This factor can-
not account for the difference in
“sets-in-use” between these two
months which is 75%. It seems
probable, therefore, that the sum-
mer drop in evening “sets.in-use”
must be attributed to weak evening
programming in the summertime,

This conclusion is  greatly
strengthened by the observation
that, apparently as a result of
uniform summer and winter pro-
gramming during the daytime, all
three factors: “sets-in-use”, “avail-
able audience” and “audience effic-
jency” manifest negligible changes
between February and August in
the day time audience records.

6. Systematic application of the
new radio measurements illustrated
here to the specific placement prob-
lems of individual programs can
effect an inereased efficiency in the
use of the radio advertising dollar
which is of appreciable signifi-
cance.

SEND NOW

FOR ALL THE IMPOR-
TANT NEWS IN RA-
DIO...

PLUS

THE MOST RELIABLE
RADIO REFERENCE
INFORMATION . . .

PLUS

AN UP - TO - DATE
1941 RADIO OUT-
LINE MAP . ..

ENTER YOUR SUB-
SCRIPTION TODAY

TO
e
ASTING

lewimagazine of Radio

At Advertsing

BROAD

The Weekly -

AND THE NEW 1941
YEARBOOK NUMBER

5 PER YEAR

Program Popularity in 1940

(Continned from page 28)

act program nanie, He or she needs
to give sufficient information about
the program to enable the investi-
gator by cross checking station,
time, or description of the program,
to enter it on CAB records as hav-
ing been heard. This method has
several outstanding advantages
such as speed, accuracy, economy.
It obtains the answer to the vital
question “Has the program made
an impression?”—a factor which
the advertiser, to be successful,
must know.

Fifty-two investigators, making
calls at eight stated times each day,
working simultaneously 158 days of
the year in 33 major cities from
coast to coast, complete 700,000 in-
terviews based on more than
1,100,000 telephone calls. The geo-
graphical distribution of calls co-
incides roughly with the distribu-
tion of radio sets and calls are
distributed by income groups in
accordance with the distribution of
radio set ownership by income
groups. Thus the criticism leveled
at most telephone surveys, that
they reach an undue proportion of
persons in the upper income groups,
has been eliminated as far as the
CAB is concerned.

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

If, out of each 100 set-owners
who are interviewed in the area
covered by a given program, 20
report that they heard it, then the
rating which appears in the report
is 20. The number of stations carry-
ing a program does not affect the
size of the rating,

Semi-annually two complete ana-
lyses of radio program andiences
are prepared and sent to subscrib-
ers. These reports analyze all pro-
grams by type, compare programs
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by length of broadcast, give varia-
tion in popularity preferences both
geographically and by income levels,
give the relationship between the
amount of time devoted to types of
programs, and the average popu-
larity of those types. The summer
report, for the five months of day-
light saving time is based on ap-
proximately 292,000 completed in-
terviews with radio set-owners, the
seven-month winter report on
408,000.

Annually the CAB issues in-
formation on the ebb and flow of
the radio audience, comparing the
number of sets in operation by
years, by season of the year, by
parts of the day, by hours of the
day, by income levels, by geograph-
ical sections,

From time to time special re-
ports and ratings on outstanding
events such as political speeches,
international crises, prize fights,
World Series baseball, football, etc.
have been issued.

Further the CAB supplies spe-
cial analyses of radio programs
from statistical material already
compiled. For example, after a pro-
gram has been on the air for a
season a subscriber ecan obtain
breakdowns showing the relative
popularity of the program for A,
B, C and D income levels, by cities,
major geographical sections or
sales areas, Subscribers can also
obtain complete case histories of
all commercial programs broadeast
during the past ten and one-half
vears.

How Service Is Used

Subscribers use the CAB report
to help them:

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

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

3. Purchase talent advantageous-
ly by comparing the performers on
different programs.

4. Decide whether a given season
should be included or dropped.

5. Make comparisons between
daytime and evening programs.

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

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

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

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

Cities Surveyed

The investigation work is regu-
larly carried on in:

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

Southern Cities — Louisville,
Memphis, Atlanta, New Ovleans,
Dallas, Houston, Oklahoma City.

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

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

Transmitter of this

or greater power

withia 75 miles of
Sioux City

BROADCASTING ¢ Broadcest Advertising
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CALENDAR OF EVENTS AND PROMOTIONAL GUIDE: 1941

The 1941 Calendar and P'romotional Guide for Retailers, from which
this information was obtained, is published by the
National Retail Dry Goods Assn.. New York

JANUARY
Flower—Snawdrop, Carvation: Birthetone—
Garnet, Huacinth.

1 New Yecar's Day: Emancipation Proc'a-
mation, 1863: Federal Job Insurance
created. 1936 ;: Sucial Security effective,
1937; Paul Revere. patriot, born 1735,

2 -Georgia admitted to Union. 788,

3 28th year U. S. Postal Banks estab-
lished

4—Utah admitted to Union, 1896.

§—New Mexicn Joined joined Union.
Old Christmas Day (Epiphany).

7-—Telephone communication New York
and London., established 1927; fimst
naticnal election, 1789; first rezularly

1912:

established bank in America, obened
in Philadelphia, 1782.
8—Battle of New Orleans, 1815 (legal
holiday in Louisiana).
9—Connecticut joined Union, 1788: first

ballpon ascension in America at Phila-
delphia. 1793 ; photography (dakuerro-
type) was first used. 1839.

10—National Motor Boat Show. N. Y., Jan.
10-18.

11—A'exander Hamilten born, 17

12 -Tobaceo Week, Jun, 12-18; Jo n Han-
cock, patriot, born 1737.

13—N. R. D. G. A. Convention, Jan. 13- 17

New York: modern printer’s ink firat
used in Phllndelphm by Jacob Johnston,

IJ—F‘g\(-)s‘t written Constitution adopted at
Hartford, Conn.. 1639.
15—First locomotive built. U. S..
16—18th Amendment in_effect,
pealed December 5, 1833).
17—Benjamin Franklin born 1706 ; Natiunal
Thrirt Week. Jan. 17-23.

18—Danie] Webster born 1782. .

19—Robert E. Lee born 1807 (lexal holi-
day in the South); Edgar Allen Poe
born 1809.

20—Inauguration Day.

21—Thomas J. Jackson (“Stonewall
son™) born 1824.

22—Lovd Byron, poet, born 1788.

23——National Peanut Week, Jan.
1845 Congress scheduled natio

1831,
1920 f(re-

Jack-

tion day for Tuesday after first Mon-
day in November.

24.—~Morse exhibited telegraph, 1sdr: meld
discovered in California. 184%.

25—Robert Burns, poet, born 1739,
28-—Ten Week, Jan. 26-31: Michikan ad-
mitted to Union. 1837,

27_Edison patented incandescent lamp,
1880; Mozart. composer. born 1756
Lewis Carroll. author **Alice in Won-
derland”, born in 1832,

29—Kansas admitted 10 Union, 1861,

30—Franklin D. Roosevelt (32nd Presi-

dent) born 1882; Annual Birthdav Ball.
31—Franz Schubert born 1797,

FEBRUARY
Flower — Primrase; Rirthstone — Amethysi.
1- -New England Sportsman’'s anid Boat
Show. Boston, Feb. 1-9; George Wash-

ington elected first President of U. S.,
1789.

2 Candlemas Day. also known as Ground-
hog Day.

3- Notlon Market Week. Feb., 3-8: Na-
tional Business Show in N, Y.. Feb.
3-8 : Horace Greeley born 1811: Men-

delssohn-Bartholdy born 1809.
6 -Massachusetts entered Union. 1788.
7--Boy Scout Anniversary Week, Feb. T-
13; long distance telephone ..pened.
New York-Chicagn, 1892 : Charles Dick-
ens born 1812.

4 -National Drama Week, Feb. 09-16;
Weather Bureau organized. 187y,

11-—-Dog Show. New York, Feb, 11-12;
Thomas A. Edison born 1847,

12- Natlonal Defense Weck. Feb. 12-22:
Abraham Lincoln born 1809: Georgia
Day (holiday in Georgia).

13 - University of North Carelina. trst
State University. opened. 1793,

14—International Ski Jumping, Combined

Jumping and Cross Country Champion-
ship, Feb. 14, 16, 16, Berlin, N, H.;
St. Valentine's Day: Oregon admitted
to Union. 1858: Arizona admitted to
Union. 1912; Bell and Gray patented
te’ephone, 1876,

13—National Sportsmen's Show in N. Y.
Feb. 15-23: National Cherry Week.
Feb. 15-22,

17—Suez Canal opened, 1867,

18..~.Phonograph patented by Edison. 1373.
19 Ohio admitted to Union. 1803.
20—Better Speech Week, Feb. 20.24.
22--George Washington, born 1732 legal
holiday all states); American School
Administrators” Convention, Feb, 22-

27: National Sew and Save Week. Feb.
212-March 1.

Timely tienps for stations and sponscrs are presented by the ‘Retuiler’s
Culendar and Promotional Guide for 1941’ compiled by the National
Retail Dry Goods Association. The calendar offers tips for programming

and wmerchandising and algo will prove helpful in promotion and sales.
tIndicates crent date tentative.

FEBRUARY ({4 inacd)

25 —-Shrove Tuesday: observed as Mardi
Gras in_Alabama, Florida, Louisiana:
Victor Huge born 1802: 16th Amend-
ment adopted giving power to tax in-
comes. 1913,

26-—Ash Woednesday, Lent bekins: 15th
Amendment adopted. 1869 ; Canal Zone
granted U. S. by Treaty with Panama.
1904.

27 Henry Wadsworth Longfellow born
1807.

MARCH

Flower—Violet; Birthstone—Jasper, Blood-

gtone. Aquamariue.

1 Bank of Phllndslphm chartered-—first
in U. S.. 1780 ; Nebraska joined Union.
1867 U. S. Department of Education
mlublished by Congress, 1867.

2 National Ski Championship. Seattle,
ash. ; Texas Independence Day.
3-—iNational Display Week, March 3-8;
first U. 8. postage stamps, 1847; Flor-
ida admitted to Union, 1845;: Bell.

inventor of telephene, born 1847,

4 -Inventor's Exhibit. Dallas. Tex.. March
1-7: bank holiday of 1933: 102nd anni-

in United

versay of express service
States : Pennsylvania Day, charter
gRranted [681: Vermont Joined Union.
1791,

horticulturist. born

7—Luther Burbank,

1849,

8§ —Sportsman’s and Boat Show, Detroit.
March 8-16: Farm Day (8th anmiver-
sary of Farm Aid Program).

10 Teclephone first usced. 1878,

12 Girl Scout Anniversaty Week. March
12-18; mreat blizzard of 1888: General
Post QOffice establizhed. 1799.

13- -International Bowling Championships.
St. Paul, Minn.. March 13-April 28.
14-—International Downhill and Slalom

Championship. March 14, 15, 16, Ber-

lin. N. H.; Eli Whitney patented ent-
%99 gin, 1794; Albert Einstein born
[

15—Federal income tax due: Maine admit-
ted to Union, 1820.

16—National Wild Life Restoration Week.
March 16-22: Sportsman’s Show. Tn-
dianapolis. March 16-24 ;: Federal Trade
Commission organized, 1916,

17 - St. Patrick's Day; American Toy Fair.

Y. March 17-29: International

l-‘lm.\er Show, New York, March 17-22.

20—Spring begins today.

21—Bach, composer, born 1685,

25—Maryland Day (State holiday).

28- -Savannah, first American steamboat
to cross Atlantic. set sail from N. Y.
1819,

1
29—Bascball Week. March 29-April 5.
30 Sportsman's and Boat Show in Buffalo.
March 30-April T: Alaska made part
of U. S, 1867,

APRIL
Flower—Duisy! Birthstone—Suapphire,
Diamond.
1—April Fool's Day: Conservition Wik,
April 1-7 {in several states).
2—First U, 5. Mint established. 1792,
5—Baseball Weck ends.
6—Palm Sunday: Army Day: U. S. en-

tered World War, 1917: Peary dis-
covered North Pole, 1909,
7--Metropolitan  Opera House. N. Y.,

opened 1880.

8—1Circus at Madison Sauare Garden.
New York. April 8-27; Ponee de Leon
landed in Florida at St. Angustine, in
scarch of the Fountain of Youth. 1513
Louisiana joined Union, 1812.

10- Holy or Maundy Thursday.

11- Good Friday

12—Passover—-First Day; Loent onds at
noon,
13— National Garden Week. April 13-19:

Passover— Sccond Day ; Easter Sunday.

14- Pan-American Day.

17—World Bridge Qlympics held throush-
out country.

18—Passover—Seventh Day.

19—Passover — Last Day: Patriot's BPay
(Mainc and Massachusetts) ; Paul Re-
vere's ride, 1775,

20 Humance Sunday: Be-Kind-to-Animala
Anniversary, April 20-26.

21 —Natipnal Foot Health Week, April 21-
26: Spanizh-American War began 1898,

22 Birthday of J. Sterling Morton, foun-
der of “‘Arbor Day.”

24 -First Newspaper,
Letter. pulilished 1704
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APRIL (Continucd)
25- -Pennsylvania  Rclay Carnival, April
25-28.
26 National Fishermen's Week., Abril 26-

May 3; Confederate Memorial Day in
Flnrlda Alabama. Georgia and Missia-
sippi.

27 Scicnee and Engineering Fair, N, Y.,
April 27-May 4; Daylight Saving be-
gins; National Hetter Homes Week.
April 27-May 3,: Morse, inventor of
telegraphy, born 1791: Audubon. nat-
uralist, born 1780.

28 National Baby Week, April 28-May 3:
Maryland entered Union, 1788.

30 Washington inangurated first
dent, 17R9.

Prexi-

MAY

Flower—Hauwthorne, Lily of the Valley:
Birthstone—Agate., Emerald.

1 -Moving day in many cities; National
Hardware Sprink Open House, May
1-10; May Day or Child Health Day;
National Egg Week, May 1-7.

3 National Baby Week ends.

{—National Music Week, May 4-11.

5—National Restaurant Week, May 3-11.

6 Manhattan Island {(now New York
City) purchased from the Indians by
Peter Minuit. 16286.

10- National! Golf Week, May 10-17: Con-
federate Memorial Day (Kentucky.
North Carolina, South Carolinal}.

It—Mother's Day: Raisin Week. May 11.
17: Minnesota entered Union, 1858,

12 National Hospital Day; Peace Woek,
May 12-18.

15 Straw Hat Day, some cities : air mail
wervice established, 1918,

16 t{National Cotton Week, May 16-24,

17- West Coast Relays in Fresna, Cal.:
First Kentucky Derby, 1876,

18 INational First Aid Week, May 18-24:
tForeign Trade Week. May 18-24; Na-
tional Poetry Week, May 18-25; Inter-
national Good Will Day.

20—RBuddy Poppy Week. May 20-30.

21—-OQutdoor Cleanliness Day in New York:
Lindbergh's Paris Flight. 1927,

22—Ascension  Day  (Parochial
closed) : National Maritime Day.

23—South Caroli