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FOREWORD

This will undoubtedly be the last volume of this
publication which has to do with only one type
of commercial radio—the type known as “amplitude
modulction”™.

In 1941 the broadcasting industry will launch o
new kind of transmission, known as Tfrequency
modulation”, to sail the commercial seas alongside
the older, present art.

The impending expansion—and all that it implies
—is already heralded by numerous developments.
Broadcasting expenses have risen enormously., A
rush for licenses has begun. And research, always
large on radio’s horizon, is already turning more
and more from a quantitative lo o qualitative form.

It is hoped that this latter development. in par-
ticular. is successfully reflected in these pages.
and that the material herewith presented (largely
through the cooperation of the radio indusiry itself)
will be useful in an era dominated by expansion
and transition.
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NO LONGER JUST FOR THE CHOSEN SEVENTY-FIVE

During the past winter, only seventy-five adventisers on all networks were able to afford
hookups of 50 or more stations for their products. Significanily, the average weekly
expenditure of these was $8,000 an evening half hour.

Now Mutual's new Yolume Plan—by removing the budget barrier that allowed only
the biggest 1o employ large scale broadcasting—opens the way to widespread network
success on a modest budget. Seventy-six station coverage of the country, reaching over

200 of the leoding 300 markets, is now available for only $3,438 an evening half hovr.

MUTUAL BROADCASTING SYSTEM

WATCH THIS COOPERATIVE NETWORK OF INDEPENDENT STATIONS

www americanradiohistorv com
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THE LEADING PROGRAM
SERVICE FOR
ADVERTISING AGENCIES

Creation < Writing < Production

TRANSAMERICAN BROADCASTING
AND TELEVISION CORPORATION

NEW YORK CHICAGO HOLLYWOOD
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RIGHT TIME \\C“);//

RIGHT PLACE N

5
\@
RIGHT APPROACH g (9

\#,é“ N SAAIA
~AAL P

As a salesman, radio yields the best dollars-and-cents return
when it is sent at the right time, to the right place, with the right kind of
approach. It has proved to be most successful, and most efficient, when
used as an integral part of a well-rounded, scientifically planned adver-
tising and selling program.

Continuous, intimate association with every phase of radio
development since 1922, and production facilities “on location” in the
country’s major markets, provide the background which enables
N. W. Ayer & Son efliciently to co-ordinate radio with any campaign—
national, regional. local.

N. W. AYER & SON, Inc.
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fors 2 complllt line of
RCA Transmitters from
| to 50,000 watts

To meet the needs of the na-
tion's radio stations, RCA
makes two lines of transmit-
ters. .. adeluxelive and an
economy line. Both are
hacked by capable engineer-
mg, extensive production
facilities, a thorough test sys-
tem,and an organizationrec-
ngnized amaong broadcasters
for its ability to produce
functional apparatus at rea-
sonable prices.

RCA deluxe transmitters
offer you high fidelity, re-
liable performance at low
operatiug cost. They arc de-

Use RCA Tubis in Your Statzon~—for reliable performance

signed for flexibility thatper-
mits you to increase power
by addiugstandard amplifier
units to the original equip-
ment. They feature modern,
attractively styled cabinets,
full metering, circuit breaker
protection, and heavy, over-
size components.

The RCA economy line of
tranamitters combine exesl-
lent performance with low
initial costand low operating
cost,

Whatever the needs of
your statiou, it pays to go
“RCA All the Way.”

RCA MANUFACTURING CO.. INC.. CAMDEN, N. J. - A Service of the Radio Carparation of America

12

www americanradiohistorv com
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HOW CAN WE
HELP your

After 175 cumulative years in radio and
advertising work, nobody knows better
than we that successful agency men are
the busiest and most hard-pressed group
of people in the nation.

That’s why we have never believed in the
sales efficacy of the big cizar, That’s why
none of our fourteen top-notch men will
ever altempl to “‘cultivate” you by social
visits in your office. That’s why the prime
purpoese of our contacts with you is te find
some teay {0 help you in your business.

Have you a survey to be made?—~a jobber
to be lined up in some tough territory?—
a test campaign for which yon need a per-
sonal representative on the spot? Let us
o to bal for you! That’s the way we work
in this group of picneer radio station
representalives,

EXCLUSIVE
REPRESENTATIVES
WGR-WKBW . . . . . BUFFALO
WCKY . . . . . . CINCINNATI
WDAY . . . . . . . .FARGD
WOWO-WGL . . . . FT. WAYNE
KMBC . . . . . . KANSAS cniy
WAVE . . . . . . LOUISVILLE
WTCN . . MINNEAPOLIS.ST. PAUL
WMBD . . . . . . . PEORIA
K$h . . . . . ., .8T LOUIS
WFBL . . . . . . . -SYRACUSE
vee [IOWA L.

WHO . . . . . . .DESMDINES
wog . . . . . . . DAVENPORY
KMA . . . . ., . SHENANDOAH
. « » SOUTHEAST , . .

WCSC . . . . . .CHARLESTON
WIS . .. ... COLUMBIA
WPTF . . . . . . . . RALEIGH
WDBJ . . . . . . . ROANOKE
v » 0 SOUTHWESY . . .
XGKQ . . . Fr. WORTH-DALLAS
KOMA . . . . CKLAHOMA CITY
KfUuL . . . . . .« « . . TULSA
« « « PACIFIC COAST . . .
KECA . . . . . , LOS ANGELES
XOIN-KALE . . . . . PORTLAND
KROW . . OAKLAND.SAN FRANCISCO
XIRO . . . . . . . . SEATILE

FREE & PETERS, INC.

Pioneer Radio Station Representatives

Since May, 1932

CHICAGO
186 N, Michigar Ave,
Franklin 6373

DETROIT

Trinity 2-8444

SAN FRANCISCO
One Eleven Sutter
Sutter 4353 Vandike 0569
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New Center Bldg.

LOS ANGELES
656 S, Grand Ave.

NEW YORK
247 Park Ave,
Plaza 5-4131

ATLANTA
322 Palmer Bldg.
Main 5667
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of Stations)..,.............. 427- 428
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ticulars of............ ... ... 228- 245
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—Map of... ... i i 484- 465
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—Programs, Commercial 1939-

1440, Complete Particulars

of . i e 278- 347
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forming Artists
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—Deafinition o.t ................. 177
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INDEX—Continued

(Net),

—S8pot Time Purchases
1939 and 1838

—See also under Sponsors

Naticnal Association of Broad-

casters:
—Code, Adoption of.........
—Code, Text of. ..o vvvennninnt
—Conventions, 1923-1940....... .
—Executives, Biographies of....
—Officers and Committees......
—Presidents since 1923.........
—See also under Broadeast

Music, Inc.

National Association of Performs-
ing Artists, Complete Par-
ticulars of

Nationzl Broadcasting Co.:
—Adaptations of Literary Works

—Charts on Radio Sales Ei-
fectiveness ..., oo o il
—Executives, Biographies of....
—Gross Billings to Advertising
Agpencies, 1939
—International Broadcasts,
Sponscred
—International Broadcasts,
Rate Card

—Petrsonnel
—Plays Specifically Written for.
—Political Advertisers, 1939....

—Programs, Commeteial 1939-
1940, Complete Particulars
of Lo e

—Pregrams, Sponsored Interna-
tional, Complete Par-
ticulars of

—Revenue (Gross Times Sales),
1927-1939

—Revenue by Indusiries, 1939..

—Revenue from Ten Leading
Sponsors, 1936-1939

—Sponsor Expenditures, Awver-
age, 1939 and 1938

—Sponsor Expendifures, Median,
1939 and 1938

—Sponsors, 1939

—Sponsored  Latin
Service ....iiiiiiien...

—Stations, Affiliated with... ..,

—Stations, Owned - Managed -
Pregrammed ...... .. ...

—Television, Developments of..

American

s

—See alse under Networks

National TFederation of Press
Women, Inc., Awards

Net Revenue, Explanation of. ...

439-
267-

796-
363-

247-

440
269
367
843
3686
367

244

280

58,92-93

T96-

135-

347-

127-

475~
468-

84b

136

348

476
468
47
254
130

347

348

116
121

130

130

130
130

476
465

474

357- 358,

443

101
116

17

NETWORKS

457-478

( Columbia Broodcesting System
Personnel—457-462; Columbia
Broadcasting Suystem QOwned and
Operated or Leased Stations—d462;
Mutual Broadensting System Per-
sonnel—d463; Mutual Broadcasting
National

System  Map—464-465;
Broadeasting Co. Personnel—466-
-~ 474; National Broadceasiing Co.

National Broadceasting Co.

Map—-468-469; National Broadcasi-
ing Co. Owned and/or PManaged
and/or Progremined Stations—474;
Spon-

sored Latin American Service—

| Networks—477-478.

Networks:

475-476; Canadian Broadcasting
Corp. Personnel—477, Regional

—ASCAP Proposed License..... 235-
—DBillings 10 Advertising Agen-

cies, 1939, ...... ..., 132-
—DRillings ta Twenty Leading

Advertising Agencies, 1939..
-——Commissions, Fees, and Profits

trom the Placing of Talent,

1930 .., 114-
—Commissions to Agencies, Rep-

resenfatives, Brokers, Etc,

1939 . e e 114-
—Executives, Biographies of.... 786-
—Expenses, 1939, ............... 114-
—Frequency Modulation........
—Gross Time Sales, 1927-39.....
—Income (Broadcast), 1939 and

1938 ....... e 114~
—Income (Broadeast Service),

1939 .. e 114-
—Literary Waorks Broadcast by

May 1, 1939, to May 1, 1940.. 247-
—Major, Sales of Station Time,

1930 e 114-
—Monepely Investigation....... 424-
—Net Time Sales, 1839 and 1938. 114-
—Payments to Canadian and

Exira - Territorial Stations,

1938 ...... e 114-
—Paymenis to U. §. Stations,

1939 and 1938............... 114-
—Programs, Commercial 1939-

1940, Complete Particulars of 278-
—Programs, Commerecial Types,

1938-1940 ...t 273-
—Profits (Broadcast), 1839...... 114-
—Regicnal, List of .. ............ 477
—Regicnal, Station Time Sales,

1930 L. i e 114-
—Revenue by Industries, 1930-

1939 . e 117~
—Revenue, Day Vs. Evening,

1931-1939 ... ... ..
—Revenue from Incidental

Broadeast Activities, 1939... 114-

239
133

132

113

115
845
115
354
116

115
115
254
115

426
115
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ent, 1930.........ccievinnn 114- 115
—Revenue from Ten Leading

Sponsors, 1036-1939......... 130
—Revenue {(Gross) from the

Sale of Time, 1927-1939..... 116
—Revenue {Nef) from the Sale

of Time, 1839......... vt 114- 115
—Spansors, CBS, 1830,......... 123- 125
—Sponsers, Mutual Broadeasting

System, 1939............... 126
—S8ponsors, NBC, 1839.......... 127- 130
—Sponsors by Rank of Expendi-

fure, 1939, .. ciee i 121- 123
—Sponsors, List of Accounis.... 137- 160
—Stations Affiliated with.......

458-459, 464-465, 468- 469

—Stations, Broadcast Income of
Managed and Operated Sta-
tions, 1939. .. civeiriiennnen,

—Television, Operating Methods

—S8ee also under Columbia Broadcasting
System, Mutual Breadeasting System,
and National Broadcasting Co.

New York Broadeasting System. 4978
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—C.A B, 1839-1940 Ratings...... 96
—NAB Code Stipulations....... 268
News Commentators:
—Fortune Surveys en...........

102, 103, 108- 109
—Professional Records.......... 847-1073
—Programs Compared by Type. 274- 277
—See also under Stations
NEWS-PUBLICITY ........ 779-793

papers—779-7898; Trade Journals,

Radio Editors of Major U. §. News-
Complete Particulars of—791-793,

|

News Services, Radic, Particu-

lars of......... Cieenriesens 266
Newscasters.................. See Stations
Newspapers:

—ASCAP Payments (Method).. 228
—Advertising Influenice on

Young People.............. 97
—Fortune Survey of............ 10%7- 109
—~—Gross Space Sales, 1937-1639. . 116
—Money Spent in the Purchase

of, 1930, ..ttt 131
—Ownership of Broadcast Sta-

tions, FCC Regulation of... 427- 428
—~-Radio Editors......couuioue... 779- 789
—Stations Owned by, .427, See also undeér

Stations
Nielsen Servige, Charts on Radio

Sales Effectiveness.. ees T6- 7B
North American Regional Eroad-

tasting Agreement:

—History of, 1939-1840.......... 452- 453
—Text of (Bxeerpts)........... 480~ 485
North Central Broadeasting Sys-

termn, Inc....ooiiiiiiaaat, 478

Novels, Network Adaptations of 249- 250
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O
Oklahoma Network............ 478
Qlad Dutch Cleanser, Radio’s Ef-

fect on the Use of.......... 65
Orchestras:

—Network Commercial Program,

1039-1940 ... .o iiiiaaaa. 278- 347
—Popularity PollS....coveennr.. 101, 103
—Professional Records (Orches-

tra Leaders)........... renaa 847-1075
Ownership, Radio Set,.....

See under Set Ownership
Ownership, Station:

—Frequency Modulation, FCC

Regulations ................ 445
—Network ...ciiviiinnniinias 462, 474
—Newspaper...... 427-428, See also under

Stations
—Regulation of by the FCC..... 424- 430

P
Pacific Broadcasting Co......... 478
Palmolive Shave Cream, Radio’s

Effect on the Use of........ 62
Palmolive Soap, Radio’s Effect

ontheUseof............... 60
Patent Medicines, NAB Code

Stipulations...... 269, See also under

Stations
Patents, Frequency Modulation. 353
Payne, George Henry, Biography

2 454- 455
Pebeco Toothpaste, Radio’s Ef-

fecton the Useof........... 61
Pepsodent Toothpaste, Radio’s

Effect on the Use of....... . 61
Periorming Rights Societies,

Particulars of........c.c000an 228- 245
Pillshury Flour, Radio’s Effect

on the Use of.............. 66
Plays:

—Adapted for Network Broad-

Casts L. iieiiiciiiaaas 247- 249
—8pecifically Wriiten for Radio 251- 254
Poetry-Prose, Adapted for Net-

work Broadeasts........... 249- 250
Political Sponsors:

—CBS, 1938, . 000 vinenninnnnnns 125
—NBC, 1939, .. ...t 130
Popular Music, Cavalcade, 1930-

19830 Lt ieir e 246- 247
Polls, Program Popularity....... 97- 106
Press and Radio, Fortune Survey 107- 109
Press Services, Radio........... 256
Producers:

—AFENCY t1eiviaiinnioranianna 177- 227
—Bijographies ............c..0000 847-1075
—Infernational Sponsored

Broadeast ...........0000., 347- 348
-—Network Commercial Program 278- 347
o 3 41714 7 11 o S . 1075-1087
—Transcription ................ 256- 266
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HEDDA HOPPER

radio-films-columnist

HEDR HOPPERS Houswon

Columbia Broadcasting System
Mon.—ng.-Fri.—-B:lS PM., Eastern Time
for
California Sunkist Oranges and Lemons

HEODN OPPERS HOLYWIN" <.

appearing in newspapers from
Coast-to-Coast distributed by
The Register and Tribune Syndicate.

¥ & *

6331 Hollywood Boulevard Hollywood, California
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—278-347;, NBC Sponsored Inter-
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ESTABLISKED 11

“The Agericy of

Shour Business’’

offers to advertising agencies an imposing array
of name talent—star singers, actors, comedians,
writers—scripts and serial ideas, popular dance
orchestras and musical conductors with estab-

lished reputations.

“Tbe Agency of Phow. Business’’

offers to performers and writers assurance of a
service that, since its inauguration in 1898, has
developed more talent from novice to estab-
lished star than any other agency in show busi-
ness, a service reaching into every field of the

entertainment world,

WILLIAM MORRIS AGENCY
INC.

RADICQ CITY, NEW YORK

LONDON CHICAGO HOLLYWOOD
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—Snpecial Offer Responses...... 46
—Studies of Buyinhg Actions.... 44- 48
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—Paymenis to ASCAP. ......... 228
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Recorders...... See Mechanical Recorders
Recordings............. See Transeriptions
Regignal Advertising Accounts

by Agencies............ ... 177- 227
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—List of... ... . 447~ 478
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—Frequency Modulation........ 354
—Television ................... 358
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uned in . ..

«» » with full reception and sympathetic

understanding of vour banking needs.

There is no static” when you confer with
an officer of the Bank of America about
a loan for « home of your own, a new
automobile, household equipment, per-
sonal requirements—in short, a loan for

any purpose.

40? "-"4,-

“\"':;

Bank of America

NATIONAL IRYSLE ASSOCIATION
Member Federal Reserve System and Federal Deposit Insurance Corporation

Complets Bnokine Serviieg | Cortomereial .. L Savingy L. L Prast .. Safe lienosit
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INDEX—Continued

Radio and Sales, Article by Archi-
J baid M. Crossley—33-56; A Port-
folio of Radio Sales Effectiveness
Studies, 1830-1940—57-93.

J

Research Organizations, Com-
plete Particulars of......... 254
REVENUE & TIME SALES...114-131

( Broadeast Industry Income State-)

ment, 1839—114-115; Radie Time
Sales, 1939, 1938, 1937—116; Com-~
parison Between Major Media,
1939, 1938, 1937—118; Network
Gross Time Sules—I116; Expendi-
tures for Network Radic by Indus-
tries, 1930-1839, Article by Dr.
Frank Stanion—117-120; CBS 1939
Revenue by Industries—120; Mutual
1939 Revenue by Industries—120-
121; NBC 1939 Revenue by Indus-
tries—i21; CBS-Muiual-NBC 1939
Advertisers by Rank of Expendi-
ture—i21-123; CBS Gross Client
Revenue, 1939—123-125; CBS Politi-
cal Adveriisers, 1930—125; Mutuel
Gross Client Revenue, 1939—126;
NBC Gross Client Revenue, 1939—
127-130; NBC Political Advertisers,
1939—130; NBC-CBS Day and Eve-
ning Revenue, 1931-1939—130;
Ranking Sponsors’ Contribution io
Network Dollar Volume—i30;
What Reader-Listeners Paid for
Radio, Magazine, Newspapers and
| Farm Papers, 1939—131.
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................ CBS
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1938-1839 .. ............ .,
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1831-1938
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1938-1939

..................
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Broadcasting System, 1933-
19

228
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123
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116
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1938-1939 ... ..o 130
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by 1930 Sponsors........... 126
—NBC, by 1939 Sponsors....... 127- 130
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Now You May Beat

The Drum, Junior
trere comes @ (ononercel.””

EOPLE nnt only do net listen for commer-

cials; they will not even listen fo them
unless they zre artfully persuaded that they
will hear something worth while,

“Give us,” says one execative, “some of
thase clever commercials, the kind the come-
dians get off that will make our radio listen-
ers laugh. T think they're fine.”

“Oh, ns,” replies his assoeiate, “we don’t
want that. What we ought 10 have is a series
of talks telling how our product is made.”

There’s a Right Way

Well, aside from the fact that some prod-
ucts ean neither be treated lightly in
commercials nor handled with too great pon-
derousness, there are infinite ways of writing
and delivering a commercial. Any given way
may be excellent for ane product, fatal for
another.

But in the {inal analysis. one thing is cer-
tain. The real test of a commercizal is nat,
“Does it sonnd good to yoa?” nor even “Hus
it proved an cliective type for some other
product 77=but “Fill it sell our goodsr™

Thar the right kind of commercials can do
this—1hat they can convert millions of listen-
ers into huryers is a fzet of which we in this
agency have ample evidence.

Far example. a long-~stablished, nationally
advertised drug store product was feeling the
effects of the gpmml husiness decline of late
1937, A new radio advertising technigue was

developed by this agency and used in the
promution of this product. Result: qpendmg
less in 1938 than 1937, sales jumped 35%
In 1939 the budget was increased 50% and
sules have tripled those of 1937, Profits are
now grezter than at any time in the history
of the husiness.

Successes like this are not exceptional in
our expetience. Many of our clients have
seen thelr businesses push ahead against
what appeared insurmountable obstacles.

What’s the answer? We think that pretty
largely it is the ability of this agency to do
a diffiendt job . . . the ingenuity, if you will,
1o find a2 way to increase sales and profits,
regardless of forces and circumstances ar-
rayed against such a performance.

Whether or not you are engaged in a radio
promotion now, or zre contemplating such a
prometion in the future, we would welcome
an opportunity te discuss our advertising
thinking with you. 'S:mply have your secre-
tary tclf-plmne or write fur an interview at
your cenvenience. Mo obligation whatever,

Free to Advertisers

This Titde book has leen
called the most enlightening

l. E

volume on radio commer- X 1.;
cials ever written, Your o VANDLE
name and address an your withl t‘l\\“

executive letterhead will
bring you a copy free.

i
i .

€
’l :
P ]
i

RUTHRAUFF & RYAN, inc.
NEW YORK Aduerliting CHICAGO

ST. LOUIS « DETROIT + HOUSTON + HOLLYWOOD - SAN FRANCISGCO » SEATTLE
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RESEARCH

RADIO AND SALES

FOREWORD
By Edgar A. Gruawcald

_ Perhaps it's a little late to ask the question, but the wistful query per-
sists in popping up : “What did national advertisers get for the $340,000,000
they poured into network radio since 19277

Insofar as such a question arises in retrospect, it's somewhat academic,
for the half billion dollars is now irrevocably over the dam. Dut the
validity of the query persists because the original expenditure is not only
being followed by an equal parade of dollars, but is, in fact, being accel-
erated at a high rate. In the geography of media, radio 1s fast assuming
the contours of a mountain range, whereas newspapers and magazines are
struggling to keep from settling into the guiet of a plateau. True, radio
has had its success stories and/or the belief in them. It has worked up a
Hindu fervor among its devotees before and behind the microphone. And
it has entrenched itself behind that almost invulnerable psychological ram-
part—Aimnerica’s love of mechanical contrivances,

But the voice of the auditor nonetheless persists in inquiring whether
radic has created a Pied Piper’s stampede, or whether the price of a seat on
the bandwagon is more than a contribution stimulated by cornets and
tambourines. For, after all, there are those on whom the magic of radio
has lost its hold. The record happens to show that at least 30 advertisers
who boasted “leading” network programs in 1930 no longer use radio, and
that two, in fact, are out of business altogether. Patently, radio’s power
has dimmed in a representative number of instances and, on the face of
things at least, has failed several disciples on their deathbed.

The costs and complexity of modern advertising must soon demand an
accounting of these matters. If radio is a whirling dervish, the giddiness
of its admirers nust someday wear off, so an aspirin is better now than
after auother half billion is spent. If, on the other hand, the medinm can
demonstrate two vital qualities—ability to embrace all necessary markets
at the right price, and the ability to multiply a sales message with maxi-
mum conviction and timing—then its future is still before it. Dut these
matters can only be settled by measurement. Judgment alone—often the
handmaiden of guesswork—is not enough.

Clearly, the stage is set for the final act, in which media rescarch must
accomplish the task before it. Some of the groundwork already has been
laid—as will repeatedly be shown in this writing—but unfortunately such
groundwork has not received the attention it deserves, Still more research
is necessary, and still more interpretation must be placed on what has been

33


www.americanradiohistory.com

RADIC AND SALES—Continued

done, before the high detail of a finished work is obtained. To place what
has been done, and what will probably be done, in proper perspective, a few
paragraphs of history might prove valuable.

% %

There is a diflerence between a medium and a market, as weil as a
means of correlating the two. Every advertiser knows that today. The
point is that advertisers didn’t always think about it. Old issues of maga-
zines for the early 1900's show only the barest grasp of the fundamentals of
advertising, which means that advertisers didn’t fathom the potentialities
of the medium or else had only a very rough idea of their market. In
either event, it's safe to say that the advertising of the early 1900’s often
proved over-expensive and disastrous—iwhich might be a clue to radio’s
early failures.

The first big step in describing the proper relationship between cart and
horse came in the second decade of the century. At that time several
leading universities made the transition from the study of economic geog-
raphy (source of materials) to the study of markets (ultimate destination
of materials in finished form). The ultimate destination of goods is the
consumer. 5o the consumer got into the spotlight.

Once the consumer was upstage, it was a guick jump from market
analysis to media analysis. Consumers learned about some of the products
they bought from advertising in publications. The next question therefore
was: how many readers do the publications reach?

Pioneers in experiments with circulation measurements were C. C.
Parlin of the Curtis Publishing Co. and R. O. Eastman of the Kellogg Co.
who, as a buyer of space for one of the leading cereal manufacturers, na-
turally wanted to know what he was buying. Simultaneously, sentiment
was crystallizing for definite statements of circulation. Out of the com-
bined ideas of measuring circulation, and making the results available, grew
the Audit Bureau of Circulations, the first great step in media analysis.

Tt 1s worth pausing at this point to evaluate what had happened; for
as the twig is bent, so grows the tree, Clearly, media analysis was off on
the quantitative foot. That is, it dealt with sice and sice only. It stated that
publication A had X number of readers, but the figure X was not factored.
Whether the X readers preferred white paper to blue paper, whether they
were in a better mood to read on Thursday than on Monday, whether their
eyes followed a printed pattern from left to right or vice-versa—these mat-
ters were not cast up for ballot. Preoccupation centered entirely on size
of cireutation, and therefore the scope of this type of research was limited.

True. the printed media did make advances in their size-research. As
vears went by, circulations were geographically defined. Details appeared
for cities and counties, and from such data advertisers began to draw
parallels between places they wanted to reach and numbers of subseribers
or newsstand buvers in those future arenas of strategy. TFrom cforts along
these lines sprang the embryo of media coordination with markets,

But when radio was injected into this setting, the new medinm at once
proceeded to demonstrate that guantitative research, for radio at least, is
imsuftficient.
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Essentially an arm of the entertainment mdustry, radio immediately
recognized the fact that the problem of size is a coefficient of the problem
of quality. For if Amos 'n’ Andy built a huge andience at 7 P.M., the possi-
bility was always there that at 7:15 P.M. the audience would disperse as the
coefficient of quality dwindled. The hunt for quantity in radio—that is, a
figure X which can be pinned down to any appreciable time limit—proved
as slippery as a pellet of quicksilver. Engineers couid (and still do) define
a potential listening area by electronic measurement, but for many practicaj
purposes this is tantamount to saying we'll have a duck dinner if you bring
the duck.

The point to remember about radio research, therefore, is that
sheer quantity is a cocfficient of some kind of qualitv—be it program merit,
program timing, competition, etc., or any combination thereof. Granted
only, of course, that the electronic radiation is sufficient.®

Shortly after the first network company was formed, Daniel Starch
made an extensive survey, and it is nmotable that with a true eye to his
problem he tried to ascertain, among other things, what the andience liked by
way of programs. He attempted to depict Auctuations by seasons of the year,
days of the week, hours of the day. He prabed into geographical, eco-
nomic, age and sex compositions. And he defined markets, therefore, not
merely as rigorously-set quantities, but as possible entitics which can be
called into being when some quafity is applied as life-giver. (This type of
market research even now has barely begun to reach newspapers and mag-
azines).

Radio soon took further steps in this important direction. Not content
with generalities, it began to study individual programs. Set owners were
asked to tabulate what they had listened to the day before. Next, research-
ers began to accumulate this data while individual programs were in the
process of broadcast {coincidental reporting). And latterly mechanical
devices have heen developed to record all programs delivered by the set.
Ratings on individual programs began for certain sponsors in early 1929,
and a vear later the regular Cooperative Analysis of Broadcasting ratings
made their appearance.t In the past 1l vears, such research has literally
occasioned millions of phone calls, interviews, and recordings,

* 0 Kk

As the second decade of radic advances, however, the most important
job is still ahead.

It is not enough to know about program qualities vis-a-vis size of
audience. Radio is not a charitable institution so far as the sponsor is con-

* The prohlem of a station's signal strength is not being minimized here, but it is
suggested that to some extent the problem is minimizing itself, Coverage is better today
than it was yesierday, and the elasticily of network hookups can often throw additional
stations into a breach of signal strength. All media have some problems of mechanieal
conveyance, and that factor is therefore separate from this discussion,

t¥For a discussion of the C.A.B., see pages 94-86. ¥or a resume of its 10-year program,
see VARIETY Ranio DIRECTORY, Vol, III, pages 33-151,
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cerned. The sponser wants to sell goods. His interest in declaring a
Roman holiday for the public is extremely mild.

And the problem of radio research therefore boils down—when all is
said and done—to the title of this writing: “Radio and Sales.”

From the outset it must be understood that all the results of salesman-
ship are not directly measurable. Such an astute authority as George
Slockbower, vice-president and sales promotion manager of L. Bamberger
& Co. (Newark, N. [, department store) has recently said: “Add up all
the so-caltled sales that you are supposed to be getting from your favorite
media . ... I think you will find that there is 80¢ of the store sales that you
can't seemingly account {or."*

But it is a mistake to suppose that methods cannot be devised to
measure some of this power.

Borrowing Mr. Carnegie’s title, radio’s interest in “how to win friends”
is merely introductory to its interest in how to “influence people.” And,
as stated before, radio is splendidly equipped by history to undertake this
qualitative research.

*  w ox

T asking Archibald M. Crossley, president of Crossley, Incorporated, to
discuss “Radio and Sales,” the Variery Rapio Directory had the following
considerations in mind:

i. The author has had a great deal of experience in the field of nteasuring
radio sales effectiveness,

2. Although his organization is naturally a competitor of many other re-
search organizations, e has dropped ail competitive aspects in assembling this
article, and has consulted with his colleagues, urged the use of their charts, and
ntherwise has attempted to give them full eredit for methods and piloneering in
methods.

It seems to the editors of the DireEcTory that such an ohjective attitude is
parameunt in a discussion of this type, and that qualification on this score alone
is ndicative of other necessary gualifications in the field of research—which,
if it 15 anything, is a profession.

All the data in this section is fully copyrighted by the VariEry Rapro
DirecToRY and ‘ar the persons from whom the materials were obtained. No
divoreement «f this section may be made from the full text of the hook unless
special permissinn s obtained in advance. No use of the charts in separate
formy is permitted unless: 1) full permission is obtained in advauce; and
2y creditis given this hook, the persons awning the Base material for the charts,
aml Arthur W Thompson, Directory art and typography consultant, who
concerved and executed the drawings.

‘National Retail Dry Goods Assn. Radio Session, Jan, 17, 1940,
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By Archibald M. Cressley, President, Crossley, Incorporated

THE JOB DEFINED

What constitutes advertising effectiveness? What results can an ad-
vertiser reasonably expect from his expenditure?

Cosmic as the words “time and space” may sound, there is no mysteri-
ous force which works wonders with the advertiser’s dollar. The universe
of any given market is measurable, and much of the effect of the media
upon that market can be traced. In the cold light of facts we realize that
the promotion dollar has a well-defined job to do, and that the job has
certain limitations,

Two Fundamental Limitations on Effecliveness

First, no medinm can be expected to reach out beyond its own particular
market. While “word of mouth” publicity or dealer merchandising may spread
the influence of a medium beyond its readers or listeners, such spread is a
plus market, not to be counted upon. The cifectiveness of a given medinm
involves that part of the desired market which it reaches, and how it
influences that part toward actual purchases.

Second, amy given market saoncy or later approaches saturation of poten-
tiel conswmers® The extent of market penetration is teo little recognized. It
is sometimes onec of the greatest difficultics with which advertising has to con-
tend. Today, for ecxample, we are practically at the point where all the fami-
lies who might have radio sets actually have them. Almost every family with a
telephone has a radio set, and in cities and towns of 3,000 population or more,
about nine out of 10 families have sets. Automobile families are rapidly ap-
proaching their limit. Few new family purchasers are available to the man-
ufacturers of refrigerators, clectric irons, electrie cleaners, and so on. Even
cigarette customers are belicved to be approaching saturation. Building
construction of various kinds has received setbacks from over-extension.
Many lines have been nioving closer and closer to the situation of such
staples as sugar, bread, shocs.

When saturation approaches, given markets are expanded very hitle
through the addition of new consumers. As children get older, as new
families arc formed, and as the succeeding generation of children arrives,

* Bditor’s Note: The reader should bear in mind thet the author definitely sauys
“given” market. This is a vast distinction from “total potential wmarket” in the case of
many products, although radios and autos, for instance, have almost attained COM-
PLETE market seturation.
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new consumers are added. Increases in income, changes in location of
home or occupation, and other transitions make new consumers. Excepting
such normal development, restricted in scope, the aggregate of new con-
sumers of a commodity in a given market is likely to be increased in the
face of saturation only if some mew product-use i3 developed and pro-
moted.

After commodity saturation comes brand satnration. After the maximum
of soup-consuming families i{s reached, Campbell approaches its maximum.
When the limit of automobile families is attained, Cadillac is moving
toward its zenith as a high-priced car in the high-price market. As the
greatest possible nwunber of toothpdste users is neared, the number choosing
a certain brand for taste is moving toward its top. So in the competltlon
of the brands, the leaders slow down as they hegin to reach the numerical
outskirts of new customers in a given market.

Aspects of Brund Competition

To expect advertising to find new customers in a well-sold market, or to
increase competitive position (in terms of numbers of customers), is therefore
somctimes asking too much. Campbell in 1940 probably will increase aggre-
gate numbers of soup-consuming families in given ntarkets very little, and total
number of Camphell consumers in the same markets compardtlve]y little,

Studies in medium-sized cities show that 129 of the brands of denti-
frices used by housewives in an average weck account for 85% of the brand
mentions. Conversely, 38% of brands divided among themselves only 15%
of the mentions. Fifteen percent of cereal brands named accounted for 85%
of mentions. - Stated the other way, 85% of brands named divided only 15%
of mentions. Six percent of toilet soap brands named accounted for 91% of
mentions, Ninety-four percent of brands divided 9% of mentions. Tive per-
cent of coffee brands accounted for 62% of mentions. Ninety-five percent
divided 38% of purchases.

Brand competition in many lines simmers down to a few outstanding
leaders, and many laggers. The laggers seldom become leaders, and the leaders
normally show small percentages of gain or loss vear by year 7n nuinbers of
customers. Note the following percentages of medium-sized city families
using certain brands in a typical week over a three-vear period:

FLOUR— 1936 1937 1938
Gold Medal................ .. 228 24.6 26.3
Pillsbury ... ... ... ... 17.9 18.8 19.1
Swans Down. ..o eiaas. 83 7.7 8.1

DENTIFRICES—

Ipana ... il 13.0 13.0 13.1
Dr, Lyon's.......oo oo 15.2 15.8 16.6
Pepsodent ... ... .. ... ... 13.5 13.3 13.4

CEREALS—

Kellogg Corn Flakes......... 8.5 18.1 17.2
*Wheaties ..o, 109 13.5 14.3

Shredded Wheat....... b 9.9 10.2 169

*Relatively new.
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For each of the brands above, large sums were spent un advertising,
Many more such instances might be cited,

Three-Sided Advertlising

If, then, after heavy advertising expense, brands often do not markedly
increase their total customers in e giwen wnrarket, what is the function of ad-
vertising? How can large expenditures be justified? Specifically, can a
million dollar appropriation pay its way if it adds only a few hundred
thousand to the aggregate number of customers in areas of near-saturation?

Three principal functions of advertising appear to be involved in the
question of evaluating effectiveness:

I. Creation of new customers.
2. Holding of old customers.
3. Acceleration of buying frequency on the part of old customers.

In the introduction of a new product, in the promotion of new uses of
a product, or in the development of new markets, an expausion in numbers
of customers may be looked for. That important new markets can be
opened by adequate research and promotion, many manufacturers can tes- -
tify. But for brands already well entrenched in a given market over a
period of years, the possibilities of adding new customers in that market are
limited. Defensively, the advertising expenditures may be allotted for the
purpose of preventing the inroads of competition—that is, to maintain the
numbers of customers accumulated over the years. Various examples might
be cited to show that drastic curtailment or discontinuance of advertising
has been followed by a major decline in sales or in relative salgs position.

The full creative function of advertising, however, has not been served
when smmerical saturation approaches. Beyond the mere defensive holding the
gains, a very important new function exists.

Multi-Brand Coensumers

When nearly everyhody came to own a radio, sales of sets continued to
tforge ahead because radio-families began developing into multiple-sct families.
Similarly, homes with bathrooms grew into multiple-bathroom homes—smeaning
not new customers, bul wore sales to the same customer. TFashion decreed
matching shoes, hence mtore shoes per customer. Cereals and other foods
developed use at more meals—agatn more sales por customer.

The competitive picture, however, is the most significant. Adver-
tising pits one brand against another in a new kind of competition—the
cffort to sell a product to a given consumer more often than a competitor
sclls him.

This competition recognizes the fact that one consumer over a period of
months will buy not just onc brand, but several. Thus, seweral companies share
the same constimer. Wherever the desire for (and the means of satisfying)
variety exists, multiple-brand consumers are to be found. The average
pantry shelf contains three or more different cereals. ¥requently different
brands of soup. soap, toothpaste, and so on, will be on hand. To the
desire for variety is added the influence of the dealer. A special price or
offer, a demonstration, non-availability of a particular brand at a given
time—these and many other influences bring more than onc brand of a
given commodity into a home over & period of a few months,
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Consumption Turnover

In the normal course of events, the need for replacement arises. Let
us say that for toilet soap some purchase is made once a week by a certain
class of families. Using loose terminology, let us refer to that as “Con-
sumption Turnover for toilet soap of four times monthly.” Due to a com-
bination of influences, the typical consumer in this group may buy Camay
onc week in the month, and Lux thrce weeks in the month. We may thus
refer to the Camay Consumption Turnover as onc per month, and the Lux
Consumption Turnover as three per month. The idcal for cither would
be four. Thercfore the major job of promotion campaigns all along the
line (including selling and merchaundising, dealer relations, advertising, etc.)
is to get as near to the Consumption Turnover of four as possible.

In such competition radio enjoys distinct advantages. If most purchases
of a given commadity occur on a Saturday morning between 10 and 11, radio
provides the means to rcach the consumer on Saturday at 9:30, or at any other
time. Radio provides not anly a time close to the time of purchase, but it offers
a dav-by-day reininder. With the growing number of radios in stores, broad-
casting even provides controlled point-of-purchasc salesmanship. Radio’s
selling is viva-voce, personalized, direct.

The directness and timeliness of this tie between scller and consumer
is reflected in efforts to measure sales cffcctiveness. If a store announces
a certain sale exclusively via radio, and a few hours later hundreds of cus-
tomers come in who could not otherwise have been influenced, the selling
power of the announcement is self-evident. The sales accomplishment of
the Ford Sunday Evening Hour, however, is far less casily measurable,
The job of thg Ford program is to build goodwill over a long peried so that
when the need for a new automobile arises, Ford will be thought of and
accepted.

Listening «nd Buving

In hoth cases, means are at our disposal to measure the act of listening
and the act of buying, and to rclate the two. We can ascertain what
families listened when, and how many times over a period, and what pur-
chases they made. The problem will not usually be as simnple as that of the
store mentioned above, nor will it usually be as difficult as that of the
Ford Sunday Evening Hour. There will be the complications of adver-
tising in other media, of word-of-month publicity and of dealer recom-
mendation, of long-standing habit and of many other influcnces. But m
soine cases, at least, there are ways of minimizing thesc complications. In
general, the nearer we can bring together the first sales impulse, the actual
sale, and the interview, the casicr our problem becomes. Hence, ordinarily
it is less difficult to measure effectiveness for rapid-turnover items than for
slonv-turning items.

Much of sponsored radio time covers rapid-moving goods. So the
opportunity exists for exploring into sales etfectiveness measurements in
the light of {a) new customers, (b) customers rctained in the face of com-
perition, {¢) competitive rates of buying frequency. Thus, our job takes form.
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II
THE TOOLS AT HAND

In the evaluation of sponsored radio broadcasting, the three principaj
dollars and cents factors with which we have to deal are: (a) talent, time
andd miscellaneous program costs—known factors; (b) audience size-—shown
by the Cooperative Analysis of Broadcasting and Hooper reports; (¢} audi-
ence buying actions—which have to be studied individually.

One of the most serious causes of reduced sales effectiveness is un-
earthed when a market analysis shows the receptive market to be in one
group, and an audience analysis shows the program appeal being made to
another (wrong) group. There are numerous examples of such misfits.
The classic example is the case of a cigar program, well liked by women,
and not by men.

Less serious, but much more frequent, are the misdirected programs
which hit the proper market but concentrate most of their fire wide of the
market. In this category we have many instances of programs intended for
low income groups but using upper-income-group appeal, or conversely.
Then there are programs misdirected in their appeal to certain age groups,
population groups, and so on.

In order to sell goods, the first step is to reach properly the market
which consumes the sponsor's product. Hence, sales results are affected
by variations in the listening habits of the desired market,

The Cooperative Analysis of Broadcasting was early described as an
effort to answer the question: “What programs continue to entertain and
influence their proper markets in adequate measure to justify investment?”

This service has proved that one market will histen at different times
than another, one will listen more than another, one wili prefer different
types of programs than another. Tollowing are a few of the highlights of
the variations, which bear upon sales effectiveness of programs insofar as
maximum desired audience is concerned.

Sectional Variations

The time differential brings about entirely different competition for the
listeners’ ear, and different counditions on the Pacific Coast from those on
the Atlantic Coast. An evening program in the east, unless rebroadcast,
may be subject to afternoon conditions in the west, Geographical sections
vary also according to different types of activities, recreation, and working
hours. Prevailing climate also has its effect.

Population Groups

The large city audience normally runs lower than the rural audience in
the daytime, while the reverse is true in the latter half of the evening.
Time of the Day ’

The composition of the audience shifts by parts of the day. Certain

hours are particularly good for reaching women, others for children, and
SO Om. '

Days of the Week
In general, weekday listening habits vary little. Sunday listening ap-
parently has been improved considerably by the use of that day for certain
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popular types of programs. Weekends are apt to show cousiderable varia
tion from weekdays in summer, but not so much variation in winter. Effec-
tiveness may be increased for some products by selecting a day of the week
closest to normal shopping time.

Income Levels

A tendency exists for greater use of a radio set as the income scale is
descended. On the other hand, the middle and upper groups will ordinarily
have more and hetter sets. Mechanical recorders show many instances of long
hours of set-use day after day by low income levels, Comparisons with interview
data, however, indicate that there is a lesser degree of attentiveness in these levels.
Upper income groups buy differently than lower income groups, and must be
appealed to differently. This variation is caused by variations in purchasing
power, as well as by variations in taste. Program appeals must be gauged to
follow divergencies in entertaimment likes and dislikes, education, shopping
habits, and so on.

Seasons

In some cases, summer slumps appear to be overrated. A tendency has
existed to let such slumps run their course without combative effort. Where the
slump cannot be averted, or can only be averted by heavy expenditures, then
off-season promotion can hardly be said to be effective. In other instances, sum-
mer advertising maintains continuity of appeal, and fills up winecessarily deep-
ened valleys. The situation is different today than it was before the advent of
good summer programs, improved receivers, automebile and portahle radio sets.
Today the summer shows a falling off at certain hours and generally shorter
listening periods, but no considerable drop in iotal audience. Effectiveness in
terms of audience size depends in summer, more than ever, on the time of the
day chosen.

Frequency of Appearance

Program {requency is an important factor in the entire effectiveness ques-
tion, but has not heen adequately studied. New techniques are making such
studies possible. Back in 1923 Starch raised the question as to whether it would
be more effective for an advertiser to use a magazine page every two weeks
instead of a double page every four weeks. But 17 years later the vital question
remams practically unanswered. Only preliminary work has been dene to
meastire the relative value of a person hearing a program twice in a week,
versus that ol two persons hearing it once.

Duration

Several hour programs recently have changed to half-hours. Information
is available to show the effect on audience size, hut not variations in sales ef-
fectiveness.

Position

I a program immediately precedes or follows a very popular program on
the same station, it will gather popularity from its neighbor. If competing on
other stations with an established popular program at the same hour, its audience
size, and possibly effectiveness, is apt to be reduced.
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Station Schedule

Programs, not stations, build audiences. The listeners will switch from one
station to another to receive the programs desired. But if one station con-
sistently carries more desired programs than another, a certain habit will develop
toward that station when in doubt. Some stations add very little of the desired
marlcet to the tota] per dollar of cost, others add a great deal.

Type

Preference varies by market groups, and by years. The rating services
show band-wagon tendencies, and the glutting of the air with too many shows
of the same type to general disadvantage. Hence, popular favor tends to shift
irequently. Audience participation programs probably run higher in sales ef-
fectiveness than do pure entertainment. Big names are not necessary for sue-
cess, nor can costly programs be counted upon to click. Undoubtedly some
programs could do as good a job with less expense. ILists of Ingh-rated pro-
grams contain many without prominent personalities. DMany big names have
fallen from favor, aud many have been built by radio.

Numerous opportunities are provided to make use of the rating services in
studying sales effectiveness. As both the C.A B. and Hooper services are con-
fined chiefly to the larger cities where the networks compete fairly evenly, it 1s
not possible to set up an absolute audience of so many million persons in the
entire United States, and to compute cost-per-listener.  But it is possible to
observe trends in selected cities, and to note what listeners do when a program
choice is available, As records date back for nearly 11 vears, program per-
formance can be studied relatively in many ways. Frequently, after three or
four months the trend can be forecast to some extent. Low first ratings are
less important than the rate and consistency of upturns. A program starting
high with considerable build-up, and advancing rapidly, may reach the ceiling
too soon, whereas a program that starts moderately and climbs moderately, but
steadily, may last a long while. Sooner or later programs may be expected to
die of sentlity. The sponsor who seeks maxiinum effectiveness will do every-
thing possible to revitalize or change the program bhefore old age sets in. Low
first ratings may be due to a bad hour of the day or to abnormal competition.
Some programs start low in summer and work into a strong competitive position
by fall.  Some, like “Information Please,” may comnand only moderate
averages, but rank high in the desired market.

Audience size, however, definitely is only one step toward sales effective-
ness. For a program to result in a buying action, it must commmand attention,
angd programs vary all over the graph-paper in attention-valune. Furthermore,
the commercial must command attention. To obtain such attention sponsors
sometimes run contests or special offers, or use programs of an interrupting type
instead of music and other types that can be heard subconsciously., One of the
most popular programs on the air today is generally recognized as much less
of a sales-builder than its less-popular predecessor.

Mechanical recorder tapes show three distinct types of listeners: (a) The
Restless Type, shifting continually from station to station, and hearing only
parts of programs; (b) The Let-it-Ride Type, with the set tuned to the same
station for many hours; (c) The Middle Type, selecting programs as desired.
It is not at all uncommon for a recorder tape to show a set on almost continu-
ously from early morning to late evening, with comparatively few shifts. When
such tapes are compared with interviews made shortly after the end of the pro-
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gram, it is possible to separate the programs of high attention value from those
of low attention value, The extent of this inattention is demonstrated by numer-
ous coiucidental surveys showing onc out of five so-called listeners unable 1o
name the program, and onc ¢ut of eight unable to name either the program or
the station, at the time of the call. One study of what listeners were doing
while an evening pregram was being delivered showed over 50% playing bridge,
reading, or cngaged in other attention-diverting occupations. Amnother study
showed as high as one out of four sets in operation for 10 minutes or more
when no one was in the room.

Thus, the regularly available rating services take us to the point where ef-
fectiveness can be measured in terms of relative numbers of set-owners paying
attention to the program and able to identify the sponsor. These are the num-
bers of impressions created. If the program has made an impression, then it
has done one very important part of its selling job. Between the time of the
impression and the time of actual purchase many things may happen to alter
or to obliterate that impression. The study of the buying action when it cotnes,
brings up new problems.

m
STUDIES OF BUYING ACTIONS

To ascertain the extent of the work already done in studying the results
of radio broadeasting, a letter was sent to a carefully selected group of major
sponsors and their agencics. The companies replying to this letter spend many
millions of dollars annually on time and talent. Yet, with only a few exceptions,
they have done little or no analysis of this kind. The exceptions, however, are
notable, in that they indicate that at least in those instances a fairly deﬁmte
cffectiveness has been found. In only two or three cases have advanced tech-
niques been employed.

Some of the Difficulties Charted

One very well known advertising manager pens a word of caution after
extensive use of radio;

“In our opinion, it is a mistake to use extravagant examples of the sue-
cess of this or that kind of advertising in effecting sales of a particular product,
for the product itself is the dominant factor in chhlEVll]g success, and advertising
is but one part of an involved operation . . . Securing the public conﬁdence
which has so much to do with success, is not accomp]ishe(l over night.”

There is perhaps no better way to begin a discussion of the hest means of
measuring sales results. Barnum’s famous sign, “This way to the Egress” pro-
duced results immediately, but people do not sit before radio receivers as they
walk along Midways, eagerly awaiting the next new experience. Most of the
products covered in the commercials are familiar, and while the threat of the
Martians may clog the roads, the usual advertising announcementi cannot be
expected to build some overwhehning impu]se

“This warm evening,” says a voice, “why not go down to the corner, or
telephone, for some Breyer's ice cream before going to bed.” Or in the morning
a store may announce a particularly attractive sale. That is just about as {ar
as the buying impulse can ordinarily be extended,

Many commercials are purely reminders. Probably most announcements
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are essentially so, varying only in degree. At one extreme is the very brief
time or weather announcement, and at the other is the plug which ordinarily
covers some characteristic of the product—a claim repeated over a period, such
as “dated coffee,” etc. Lacking photographs, color or layout, the radio com-
mercial must rely upon a well-spoken and well-worded, very brief message.
Its effectiveness therefore may depend more often upon constant timely re-
minders, plus the goodwill arising from the program, than it does from a greatly
aroused buying impulse. That it creates an smmnediate impulse under certain
conditions is well-known. Radio contests and special offers have achieved
almost fantastic mail returns, but taking part in a contest is quite difterent {rom
buying a brand of soap because it has been advertised on the air. Many factors
are involved. Radio may accomplish an outstanding job, only to run afoul of
stiffer competition in some other buying influence.

Many of the letters received point out the difficulty of separating the effects
of the different selling influences.

“We carefully watch the sales records of the individual products featured,”
says one prominent manufacturer, “but it is quite difficuldt at times to single out
the exact results secured from auy one medium of advertising when the use
of that medium is a part of a well-coordinated plan involving other media. We
know, of course, that there is a very distinet relationship between the audience
which a program has and the results obtained, but such factors as time, fre-
quency, program types and character of commercial announcements are so -
terwoven with competition that it becomes very difficult to isolate these con-
siderations and point to a general result that can be reliably expected.”

The need for more conclusive information is pretty generally pointed out
in the letters. “We dow’t care how many people listen to our program,” says
one official, “provided they produce enough business to miake them a paying
proposition. Some of the programs with the biggest listening audience are very
ineffective when it comes to actual sales.”

“I am not satisfied,” says another, “that the public rating of a radio pro-
gram’s popularity is always indicative of its selling force or lack of it. It is
very hard for us to determine what credit radio must be given for the success
of the different sales promotion campaigns we have operated. We believe it is
effective, but would not be able to say how effective unless we dropped radio
entirely and compared sales figures over a comparative period with and with-
out radio.”

Recognition of the need for effectiveness data has led a number of com-
panies to undertake experiments. As one middle-western manufacturer put
it, “we try to find out what makes the wheels go around.”

Scles Curves as Indicators

Mostiy the first analyses have dealt with general sales trends. The Inter-
national Silver Company permitted publication by CBS of a letter in which the
following statement was made:

“Radio sold so much International Silver that we were able to trace the
specilic effect of our program on our business—a very difficult thing to do in
the silverware industry, inasmuch as our product is distributed widely and
purchased from the wholesaler by the small dealer, Our wholesalers’ business
increased very appreciably while we were on the air, and increased on the com-
binations we featured in the broadcast. These were expensive combinations, so
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it is fairly apparent that radio can sell high-priced merchandise. Our sets were
retailing at $59.50 and $89.50.”

The advertising manager for a company on the air a number of years, tells
about efforts to measure actual sales results:

“The nearest approach we have reached to an actual study has heen to lay
down from time to time the force of our radio program, as we know it from
figures furnished us by networks and other sources, against sales conditions in
various territories throughout the country. Sometimes this doesn’t seem to
prove very much. On the whole, however, the picture has for years been so
satisfactory that we have been content with our radio operation. Qur picture
is complicated by the fact that since we started using radio, we have introduced
new praducts and . . . have greatly augmented our sales organization . . . Just
what part radio has contributed to our success is certainly a question which we
cannot attenipt to answer with figures. We have no doubt that radio has helped
our sales greatly, We have reason to believe that our present program . . . is
the most effective radio show we have ever had on the air . . . a better sales
maker,” '

An advertising agency writes:

“The most careful and resultful checking which we have done was for a
retail store, Complete control of the outlet was easy to obtain. Sales results
were weighted week by week {or seasonal fiuctuations to compare with previous
years. The main purpose was to determine the most effective use of one-minute
time from a copy point of view.”

Special QOffer Responses

A number of letters refer to special offer responses as effectiveness indi-
cators. A maker of household products reports:

“It is noteworthy that our greatest progress dated from the inception of
our radio activities. We seriously question whether (our product) would have
risen to be the leading seller as rapidly as it has were it not for the support of
radio. On the other hand, during this period of exceptional growth, we greatly
intensified our magazine advertising. The only studies which we have made of
tadio effectiveness have had to do with responses to sample oflers and, in one
instance, a prize contest.” .

An Eastern advertising agency gives a few examples of the use of test
offers: “In one market, a special sports broadcast of a locally important {oot-
ball game was tested by the tuclusion of a specially priced article in the com-
mercials, good for the following day only. In another case a contest program,
run on a test basis, was tried in three mediwmn-sized markets. Check, con-
ducted over a threc-week period, was made through analysis of a number of
entry blanks requested by the public {irom various retail outlets in whicl the
client’s preduct was distnbuted.”

Merchandising tie-ins are discussed by another agency in reporting the
experience of a company which for three years has used no consumer medium
other than radio. This company is in the food industry and features recipes.
Detail men call on dealers each week with a sales story Dbuilt upon the week’s
recipe. Thus, the program and the merchandising are used to impel activity
on the part of the grocer. This agent goes on to report other examples of
preminum merchandising, and then concludes: “Frankly T feel that the sales
power of radio can be measured only where its effectiveness as a medium can
he completely isolated.”
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The Isolation Principle

Two letters from advertising agencies show how the principle of jsolation
has been applied. An Eastern agency describes a temporary scetional limitation
on & radio network. A decided sales increase took place in the territory where
the program was broadcast, while a declinc took place in other areas. The result
was considered so clear that the following year, the network was expanded to
cover all territories. In another instance, the same agency studied relative atti-
tudes toward company name by comparing two groups—Iisteners and non-
listeners. In the former group the favorable attitude was found to be 20%
more prevalent.

A Western advertising agency makes direct use of Cooperative Analysis
of Broadcasting data. Names of persons interviewed in this service were classi-
fied as listeners and non-listeners according to the data obtained on specific days.
Equal quantities of names in each classification were then sent a blind letter
requesting information on the use of various types of products, with an enclosed
reply card. The name of the client and any pessible conncction with radio were
carefully concealed. “This technique was used on three different occasions from
six months to one year apart, and in each case the use of the advertiser’s product
was considerably higher in listener homes as compared with non-listener homes.”

Dealer Inventories

Two letters from manufacturers refer to the Nielsen Food and Drug Index
as a guide to retail sales competition. Onc company says:

“Over a period of years . .. in our case . . . varjations in sales are more
closely associated with the amount of radio advertising we do than with any
other tnedinm we use. An increase in radio expenditures witl show an increase
in sales about 60 days after the increased expenditure starts, and a cut in radio
expenditurcs will show a drop in sales about 60 days after the cut goes into
cffect. It does not necessarily follow that the increase n sales justifies the in-
creased radio expenditure, nor that the decrease in sales is in exact proportion
to the decrease in radio expenditures, But the fact remains that sales and radio
expenditure lines follow each other fairly closely with a lag of about 60 days
in either increase or decrease.”

Referring to the difficulty of measuring the sclling power of radio when
many media are used, this manufacturer observes that after fumbling with sev-
eral different prograins, one was found that seemed to be producing results, but
such results could not be attributed directly to radie at the time because the
effect of a price reduction had to be considered. The program was tried out in
one city, and sales mounted after a fow broadcasts, with considerably greater
increase than appeared in the remainder of the country. Extension to a few
other cities, a few months later, was followed by outstanding sales growth in
those cities. The program was therefore put on a national basis. “Today,” says
the executive, “it would be much harder to check, because the various other
advertising activitics would undoubtedly throw out of balance any estimatc
we might make. We believe, however, that our early experience gives a very
fair measure of value.” Sales went into millions before any major form of ad-
vertising other than radio was used.

This sarme company made several specific experiments with types of pro-
grats and schedules. A test involving changed time of broadcast was found
to increase the audience only slightly, Duplication of audience achieved by two
programs was studied on the basis of time and talent cost.
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The other manufacturcr compares audience rating services with retail sales
services.  “Uf the program is getting an audience and the consumer is buying
more of the product we conclude that the radio program is selling the consumer.
With us, more frequently than not, the radio program is the bulk, if not all, of
the advertising on the product,

“While we have discontimied programs, changed to other types, changed
from evening to daytime, changed time spots, length of broadcast periods and
practically everything clsc—as a result of our conclusions, I doubt that thesc
changes werc made because of any particular sct of {acts, but as a result of the
completc judgment in which those facts obviously played some part . .. We
have not yct found the ideal formula.” .

What the Networks Have Done

__ The National Broadeasting Company provides a collection of data of
different types. Canada Dry sales are reported to have increased 9% in
the first seven months of “Information Please” on the Bluc Network. A
survey by C. E. Hooper showed four out of 10 Winchell listencrs as Jergens’
customers (sce pages 92-93), while only 10% of non-listeners were reported as
using Jergens. About a million football guides are distributed each Fall to
listeners driving to Cities Service filling stations and asking for them.

The Columbia Broadeasting System has devoted considerable atten-
tion to the isolation principle. As far back as 1931, and again in 1932, Co-
lumbia presented the results of studies by Prof. Robert IF. Elder of the
Massachusetts Institute of Technology. The first report described three
methods that were considercd and rejected:

1. Sales figures before and after broadcasting.

2. Consumer inquiry as to what form of advertising influenced
purchascs.

3. Audicnce mail analysis.

The plan that was used called for isolation of a group of people who
did not possess radio sets, from set-owners. The non-owners were taken as
immunc to the effect of radio advertising, but exposed to magazine and
newspaper advertising, etc.,, to an cqual degree with other people. Pur-
chases of set-owners and non-owners of the same income level were com-
parcd, thus measuring the specific effect of radio advertising, the only fac-
tor not common to the two groups.

A qucstionnaire was mailed to sclected groups in twao citics, asking for
the names of brands used in the home, magazines rcad, whether a radio
was owned, and about how many hours per day the set was in use. Cate-
gories of goods sclected for study were chosen as articles in common use,
with rapid-turnover characteristics, comimon to various financial levels,
and heavily advertised in other media. Resulting data were analyzed to
comparce brands used in radio-homes. radio homes using sets three hours or
more per day, and non-radio homes.

In 1938 Columbia presented an analysis of its rural audiences, Dbased
upon a survey conducted by the Hooper-Flolmes Bureau, Inc.  Numbers of
products were checked in the rural homes, and correlated with average
hours of daily listening (see page 73).

In 1939 CBS carried on a two-fold isolation study through Crossley,
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Incorported, for a food advertiser, Tio major markets were chosen in
which all sales and advertising factors were directly comparahle except for
radio. In both the city where the program was heard and the city where
it was not heard, store inventories an the sponsor’s product were taken each
week for a month {see page 74). TFor each 100 units of sales in average
stores in the non-radio market, 188 units were found in the radio market.
Furthermore, in the radio market, set owners were divided into those who
had heard the program and those who had not heard it. Among listener
families the use of sponsor’s brand to the next competing brand was 131 to
100, compared with a ratio of 107 to 100 among non-listeners. Among reg-
ular ‘listeners the ratio was 336 to 100 compared with 159 to 100 among
oceasional listeners (sce page 73).

Tn 1940 Columbia conducted another study for a pharmaceutical manu-
facturer. Coincidentals, personal interviews and home inventory checks
were made. Two groups of 539 families each were obtained, alike on the
basis of family size, income, etc. Both groups also had practically the same
magazines in their homes. Regular listening families were found to have
stocked the sponsor’s brands in much larger propertions than non-listening
families {see page 91). Listening-families able to identify the sponsor made
a better showing than those not able te tdentifyv the sponsor.

Columbia now has in process of completion an extensive series of
studies of sales effectiveness embodying advanced principles.

Experimenis by Others

In 1936 tests were conducted by this writer’s organization on a group of
programs aired the same evening. Interviews the following morning made
pessible the separation of those who had heard each program the preceding
cvening and those who had not. In the group of non-listeners a {urther
separation was made to indicate those who had not heard the program the
preceding evening, but had heard it previously. Follow-up consumer in-
terviews showed brands purchased in the two weeks since the evening
covered. The results in each case demonstrated a better competitive posi-
tion for the advertised brand among those who had heard the program on
the specific evening (see pages 67-72). Since that time a number of
studies have been conducted comparing the purchases of listeners with
those of non-listeners,

v
WHAT THE EXPERIMENTS HAVE TAUGHT

The isolation principle appears to have stood the test of time. It is a
basic principle of medicine and chemistry, and works equally well in media
research. Prof. Elder’s original technique, however, would not work so well
today because a different set of conditions would be faced. Today the non-
set-owner js difficult to locate, and in some income levels and population
groups he is like a needle in a haystack. Since 1931-32 we have learned, too,
a great deal about the limitations of ordinary mail returns, and about the
ability of the average person to state accurately and completely how much
he listens and what he buys.

As stated in the first section of this atticle, we have also found that what
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a constmer buys or has on hand at a given time does not by any means make
that person an exclusive devotee of that brand. Te a very large extent the
American people are Multiple-Brand Consumers. Mrs. Jones may buy only
one brand at a time, and continue as a purchaser of that brand for many years,

and yet within any peried of a few months she may switch temporarily to
another brand,

Rapid Turnover vs. Slow Turnover

The problem of effectiveness measurement varies with the rapidity of
turnover of the product. This is true for several reasons. First, tast-
turnover articles are apt to be lower-priced than slow-turning commodities.
Hence, the buying impulsc is apt to come about with less deliberation be-
cause not so much is at stake. Second, while sales stimuli may he at work
over a long period for all types of goods, the active interest in the pur-
chase in the one case extends over a few days or hours, and in the other
casc over months or longer. Thus, the purchase of an automabile is some-
thing usuvally considered as much as a year or more in advance. On the
other htand, in the casc of a new cleanser, the houscwife may not even be
intending to buy, but a dealer’s sales talk may start and end the trans-
action in thrce or four minutes. If an investigator were standing nearby
at the time, the principal buying motive could be ascertained, But in the
case of the purchase of the autombile, only the finally deciding motive
could be obtained on the spot, and even that might not tell the whole story.

Perhaps the two most important problems arc:
1. How to scparate sales influences.
2. How to time and what to do about the “incubation” period.

Even in the case of the cleanser referred to above, the actual incuba-
tion period may have dated back some months. Mrs. Jones may have
recognized the name “Scourklean,” for example, as something which a
neighbor had recommended, or in somec indefinable way it may have de-
veloped a brain association with a window display passed a number of
times, or recalled an advertisement in a magazine sonie time back, The
sced of acceptance thus may hdve been sown weeks or months previously.

Duration of the Impression

T'he secd, however, must be nurtured. Its productivity depends upon
the way it is combined with other elements. The first favorable impression
may be cxpected to last only so long, the duration depending upon the
intensity of the impression and the importance ol the decision which must
be made. When a large amount of money is involved, little things are apt
to assume importance in a receptive mind. On the other hand, when the
ptirchase is more or less casual because very small sums are required, and
the commodity is bought frequently, no ordinary. stimulus will last very
long. The impact of any message, however disseminated, is apt to be light—
hence of temporary power.

In meastring sales impulses, it is apparently not necessary to go hack to
the earlicst stimuli, but for slow turnover commodities, it is advisable to
go farther back than ordinary memory serves. What actually sells a slow-
moviug item is often a long serics of stimuli of different kinds. Rapid-turning
lincs seem to be sold either by a stimulus close to the time of purchase, or by
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a repetition of stimuli, or by a combination of the two. In both cases regularity
of eaposure to one of more stimuli apparently pluys an important part. If 1t
were necessary in every case to trace the very first buying impulse, then
the time of “incubation” would be a very ditticult problem.

Separation of Sales Influences

Now, in this need lor regularity of any given stisnulus (ov set of stimuli)
to produce regularity of purchase, we have a clue to the separation ol the
different sales influences, because in an individual case only certain influ-
ences are regular. One of these is the product itself. If its perlormance
is completely satisfactory at an acceptable price, then the product is its own
salesman. If a change is made in the product or in its price, then the incu-
bation period for that stimulus starts as scon as the change is known to the
constumner.

The first job in the separation of sales influences is to divide off the constant
tnfluences from the variables. The product sells itself only in repeat sales.
The first “sale” may be a [ree sample, but il the sample is used, then
sampling (a form ol advertising) was responsible. In the case of repeats,
the sules influence of the product is normally a constant. Ij it is changed
in some considerable respect, then it becomes a variable.

So also with price, packaging, distribution. So long as there is no
change, the influence of each of these is a constant.

Reducing Variables to One

Variables occur most often in some form or forms of prometion. Some of
these forms run along month after month, even year alter year, in about the
same manner. [Vhen it happens that all the sales tnfluences are constant except
ane, and consumplion faciors are wnchanyed, then rises or declines in sales
uppear to be brought about by that one fucior. 1In that case, it 15 [requently
possible to measure the effectiveness ol that one influence by observing the
sales curve before and after the change has been made. The task, of course,
is still simpler when only one form of advertising is used.

Unfortunately, however, the question of constant versus variable cannot
be confined to any brand being studied. In the tug of war between brands,
Brand A may rise or fall without a change in any sales or consumption factor.
A competitor may put on a drive, cutfing into the sules of Brand A. Or the
competitor muy seriously weaken his own activity, thus by default permitting
Brand A to forge ahead. It will readily be seen, for example, that Cities Service
sales may rise because another oil company withdraws from key locations, or
raises its price, or lowers its quality, or weakens its advertising campaign,

The second job in sales influence separvation, therefore, is to find areas in
which all of the principally competing brands hove just as many constanls, and
just as few wveriables, as possible.

The third job in measuring radio effectiveness is to find in those areas fewo
groups of peaple which are alike in all respects except one. Group A has
definitely been exposed to the radio programs for this particular brand, and
Group B has definitely not been so exposed. Both groups are divided the same
way as to city-size, income level, availability of dealers and service, price, com-
petitive factors, and exposure to other forms ol promotion. Thus, the only
point of difference becomes exposure to the program.
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Isolation of Listeners Only One Step

But this does not complete the joh. If it should happen that the Exposed
Group shows a better competitive picture for the advertised brand in terms of
brands on hand or recently purchased, we still are unable to evaluate adequately
the effectiveness of the program. We do not yet know exactly what
the program has accomplished. The only final answer lies in a more detailed
study of the relationship between listening and purchasing.

What is the program intended to accomplish? And how much could it
reasonably be expected to accomplish? Before we begin forming opinions on
cffectiveness, certain hasic facts must be recognized:

L. IWe probably can never take the full measure of effectiveness. The
program affects more people than just those who listen to it. It may
impel dealers into greater activity either through their radio sets or
through salesmen’s portfolios and other merchandising. 1t may create
word-of-mouth endorsement for a product. Thus, a program has
“passed-on circulation” similar to that of a magazine. Contest results
indicate that many non-listeners send in entries, impelled to do so by a
recommendation.

2. The program usually cannot take the full credit for a sale to a lstener,
Nor can any single broadcast normally be expected to produce much in
the way of active buying stimulus. Barring a special offer of some kind,
the actual sale is apt to result from a combination of factors—at least
from a series of stimuli of the same kind,

W

»In view of these first two points, effectivencss measures will probably
never be absolute—certainly not until techniqures can be developed much
further. Tnstead, they must be considered in terms of what we call “in-
crements.”  In loose terms, an “increment” is something added on by a
given circumstance. In this case, the circumstance of listening to the
program would be expected to add to the listener group some hicrement
over and above what would be found in the non-listener group.,

4. The program can only add wew customers if there are new customers to
be added. 1f a brand is near its saturation point in customers, then less
can be expected of radio than would be the case if there are new markets
to develop.

The cold light of facts, therefore, dictates that for many programs the non-
listener group will make a good competitive showing for the brand under con-
sideration, and the standing of the listener group may not be enormously greater.
In one study a long-established staple was found to be used by over 809 of the
people who could not have heard a recent program for that staple. Obviously,
the increment added by the listeners could not hring the figure much higher
than 85%.

How, then, can radio {or any advertising} justiiy large expenditures?

Rate of Listening and Rate of Purchase

The answer lies in the relotive frequency of puvchase of the advertised
brand.  The ideal measure of effectiveness seems to le in the timeliness and
frequency of the stimulus, in relation to time and {requency of purchase.
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All of this boils down to some means of asking two questions:

1. When and how regularly have you bought this commodity, and each
brand of it?

2. When and how often have you heard the program?

That is the information desired, but the actual technique is not so easy.

Tn those cases where we can establish the fact that so many listeners began
hearing the program recently, and began buying the brand still more recently,
the known incubation period provides a good indicator of effectivencss. But
many brands have been bought over a long period of time—off and on, or with
some degree of regularity. For these the time factor by itself gives little help in
measuring sales results.

The crux of the problem of effectiveness in most cases appears to be found
in a measure of this degree of regularity of purchase. Suppose we find that
Mrs. Jones, a vegular Charlie MeCarthy listener, buys coffee four times a month,
and that her rate of buying Chase & Sanborn coffee is three times a month, and
that Mrs. Smith, a non-McCarthy-tan, also buys coffee four times monthly,
but Chase & Sanborn only once a month. Both listener and non-listener are
Chase & Sanborn customers. The program could not make Mrs. Smith a cus-
tomer because she already is one, but it might make her a beffer customer. If
we could find an indicator of buving frequency and listesting frequency in fawo
groups otherwise similar, we would come much closer than ever before to a
measurement of the power of radio. The next step would bhe to use this indi-
cator to evaluate results with different types of programs, different times of
the day, and se on.

Today’s big job for radio insofar as rapid-turnover lines arc concerned, is
to accelerate Consumption Turnover of the advertised brand. To accomplish
that purpose, the sponsor selects the best time of the day, duration of the pro-
gratn, number of times per week, program type, talent, station list, and so on.
His object is not so much to reach large numbers of peaple eccasionally, but
to veach in his specific market the miaximume momber of listeners who wwill fiear
lis sales message attentivcly.

Field Technique

How can frequency of buying, and frequency of attentive listening be
determined?

The first requisite of any technique for this purposc is that by some means
cach consumer in the sample will be reported on accurately for a period of wecks.
Ideally, this means what is known among marketing research men as a “static
sample.” We would like to have regular reports on the same people week after
weel, and month after month, DBut that is easier said than done.

The first difficulty is that in comparing listencrs and non-listeners, all fac-
tors must always be alike in every respect except the act of listening, But peo-
ple will be exposed to different conditions from time to time. They will read
different magazines from one week to the next, shop in different stores, and so
on, This difficulty can he overcome only by samples large enough to allow for
these variables,

_ Second, the number of people buying a commodity at any one time usually
will be small, and the number of people buying any given brand at one time will
be much smaller. The number of people hearing a given program and also buy-
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ing a given brand will be very smull indeed per thousand families. There are
several possible answers to this problem:

(1). Brands on hand in the home may be counted—the so-called bath-
room or patitry-sheli inventory. But inventories normally do not show con-
sumption turnover. Thus, a hox of Jell-O or a can of soup may remain on the
shelf a long time without use, If Campbell’s stays on the shel{ and Hormel’s
gets used up, then somewhere zlong the line Hormel has done a better job.

{2). The sample can be increascd to the necessary point, however large
that may be.

(3). Purchase can be mcasurcd over a longer period. The number of pur-
chases over a month would be greater than the number over a week, or for a
given day. If the interviewing method is used, then the length of the period is
circumscribed by the number of days or weeks the memory can go back. For
slow-turnover items, the memory can go back farther than it can for fast-mov-
ing, low-priced articles. Somietimes it is possible through seme sort of induce-
ment to arrange with purchasers to keep records.

The third difficulty is the fact that people subjected to the same interview
at regular intervals are apt fo become unduly conscious of their purchasing
habits, and therefore a-typical.

For thesc and other reasons, the opinion of research men divides into two
schools—one for the static sample, and one for changed samples of similar com-
position. Those in the latter groups argue that as more people are covered with
several samples over a period, the results can be accumulated for more detailed
analysis. They claim the average frequency of purchase can be established
with a very fow repeat calls over a period of a few weeks, and that similar aver-
ages can he obtained satisfactorily for like groups at any time.

Frequency of exposure to the radio program itself can be established in
several ways. The same people may be called upon repeatedly. Or one
interview can sometimes cover several preceding programs if the programs
are arlequately described. Or the mechanical recorder can be used. The
recorder provides the desired running rccord of all set usc over a long
perind.  On the other hand,. it does not show who was listening, or
whether the listening was subconscious or attentive. [n the frequent cases
where recarder tapes show scts tuned to the saume station for hours at o
time, the probability is that very little, if any, attention was being paid. And
il the set was used by a child, for example, then there is little opportunity
for the commercial to get in its work unless the product or offer appezls
specifically to children. [n measuring sales effectiveness the comparison
should be between actual listeners and non-listeners. So a decision must be
made in individual instances among several methods, no ene of which 1s
perfect. For certain purposes best results can be obtained by a combination
of methods,

Technique for Slow-Moving Lines

For slow-turnover products, cifferent techniques must be used. Here the
function of the program is very different. In the case of fast-amoving items the
program commercizl endeavors to impel almost immediate buying action, with
little regard for what any other sales force may accomplish. But for many
slow-moving items the program commercial frankly recognizes that it cannot
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do the job alone, and cannot do it quickly. Its job, therefore, is to build up the
highest degree of acceptance, the most favorable state of mind, and in doing
so a number of other sales forces are usually required over a period. Hence,
the job of effectiveness measurement becomes principally one of measuring the
degree of accepiance, not so much that of tracing actual sales. States of mind
are formed over a long period, hut ordinarily can be measured at one time, if
the time of measurement is right. Timing assumes considerable importance.
Thus, if Mr. Brown has just bought a new Buick, his degree of acceptance of
the Studebaker is of little help in measuring the value of the Studebaker pro-
gram. On the other hand, that state of mind would have been very important
two weeks ago when the purchase was about to be consummated. In the inier-
view on slow-turnover goods, thervefore, it is desivable to include some question
which will bring ot the nearness of the next purchase. Progressive analysis
of results according to months, or other calendar units distant from esti-
niated purchasing time, can show the degree of acceptance at any point
along the line. '

The methods by which states of mind are measured are diverse, and
must be determined in individual instances. They are likely to be qualita-
tive in nature, dealing with attitudes and determining the basis for those
attitudes by a series of detailed questions. Often they may employ the
tricks of the psychologist in developing associations of ideas, TFor the sep-
aration of listeners from non-listeners, programs for slow-turning items
require no major difference in technique from that of the other programs,
except that regularity of listening over a period of at least several weeks is
even more important.

v
SOME CONCLUSICNS

The need for effectiveness measurement secems to be clearly recog-
nized, but the complexity of the problem has been frightening. In personal
conversation on the subject, one often hears: “It would be a wonderful
thing to have, but I don’t believe it can be done.” Here and there a ploneer
has stepped out and refused to concede the impossibility of the task. As
the experiments have moved along, some of the complexity has Deen dis-
sipated.

Today we know fairly definitely that some types of studies can be
made accurately. Listeners can be separated from non-listeners, and if
radio is the only advertising medium, a meaningful analysis of the behavior
of the two groups can be made for fast-moving items. The question now
is, how much further is it possible to ga?

Where different types of promotion are used and many sales factors
involved, the power of radio may never be completely separated. But for
many companies, it seems to be possible to set up two groups of consumers
agreeing in every respect except one—exposure to the radio program. It
is possible to measure the purchases and attitudes of these two groups, and
to observe how the competitive position changes when radio comes inta
the picture. For rapid-turning items, it is feasible to record the frequency
of purchase of a commodity and the relative frequencies of purchase of
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RADIO AND SALES—Continued

each brand. And it is equally feasible to record the frequency of listening
to the program.

) _Thig new approach to effectiveness measurement overcores many
difficulties met in the past. It has not been possible in many cases to trace
the start of purchase by Mrs. Jones of a given brand, and if such start pre-
ceded the hearing of the program, then that program did not make the new
customer. Still more difficult has been the tracing of the actual buying
motive, and the part radio played in it. Even immediately after a purchase
has been made, the customer often cannot say with certainty just what made
her buy a given brand. As days and weeks after a purchase pags by, the
customer is less and less aware of the impulse that played the greatest
part, But the use of the frequency factor for fast-moving lines, and attitude
tests in slow-moving categories, somewhat erases these difficulties.

Many problems are ahead. If we are on the right track, we are a very
long way yet from reaching our goal.

That age-old stumper, the priority of the hen or the egg, has its
counterpart in our problem. If the listener group shows a better competi-
tive position for the advertised brand than the non-listener group, some
argue that this only means listening as a result of buying, rather than con-
versely. A proud possessor of a new Ford, they say, becomes a devotce of
the Sunday Evening Hour. Whether that line of reasoning can he extended
to soap, soup, coffee, and so on, we do not know. To obtain the complete
answer, we probably need to go back to the time factor, If people generally
should start listening after the product is bought, then the purchase may
be responsible for the success of the program, rather than the other way
around. The same principle, of course, applies to frequency. If listening
frequency follows increased consumption turnover with a certain time lag,
then perhaps the product sold the program.

Vistas

The road ahead does not open up to the point where we can sell time
and talent contracts based upon dollar volume of sales results, But it does
seem to be leading somewhere, Just as audicnce measurcment has accom-
plished something on a relative-rating basis, so cffectiveness measurement
can go far with the principle of relating one thing to another in terms of
tncrements,

Most prabably there will never he any cooperative service of this nature,
hecause each measurement is an individual matter, with its own set of prob-
lems. Tt is difficult to see how anything more than certain basic material
can be supplied jointly to different companies. To cover all the many vari-
ables that would arise in any complete study jointly undertaken, a sample
of almost prohibitive size would seemn to be necessary. Scope would have
to he restricted to those cases where similar techniques could cover a num-
ber of programs.

There is much to keep the laboratory busy—plenty of work for the
technicians, But the importance of the need justifies a great deal of effort.
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A Portfolio of
Radio Sales Effectiveness Studies
1930 —1940

Preseuted in Cooperation with the Following :

Columbia Broadcasting System
Crossley, Juc.

C. & Hooper, Inc.
Hooper-Holmes Bureau, Inc.
National Broadcasting Co.
A. C. Niclsen Co.

Elmo Roper

( Who own the copyrights to this malerial )

These charts were especially designed by

Arthur W. Thompson
Art Consultant, Variety Radio Directory
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THE FIRST MAJOR RADIO v SALES STUDY
1930

AN EXCERPT FROM A DOCUMENT PREPARED FOR
NBC BY DR. DANIEL STARCH. THE FIGURES BELOW
ARE IN ANSWER TO THE QUESTION: “HOW DO
YOU EXPRESS APPRECIATION OF PROGRAMS
FPRESENTED. BY _STATIONS OR COMPANIES?”

10% 20% 30% 40 % 50%

60 %

LETTER
13.2
UNCERTAIN
2.9 (TOTAL = 100%}
10% 20% 30% 40% 50 % 60%
1 1 L
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THE SECOND MAJOR RADIOC vs. SALES STUDY
1931

CONDUCTED FOR THE COLUMBIA BROADCASTING SYSTEM
BY PROF. ROBERT F. ELDER

SHOWING USE OF NINE CLASSES OF QUICK-TURNOVER GOOQDS
IN RADIO AND NON-RADIO HOMES

=100 %

ALL RADIO

100 %

NON-LISTENERS

RADIO HOMES LISTENING
OVER 3 HOURS DAILY

100%

NON-LISTENERS

100 %

“THE MORE THEY LISTEN, THE MORE THEY BUY"
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CBS — PROF. ELDER STUDY: 1931

RADIO AND ITS5 EFFECT ON TOILET SOAP USE

(RESEARCH METHOD: MAIL QUESTIONNAIRES)

-100

~30

NON-RADIO HOMES

RADIO HOMES IN CITIES WHERE PRODUCT 15 ON THE AIR

- RADIO HOMES iN CITIES WHERE PRODUCT IS NOT OGN THE AIR

LUX PALMOLIVE
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CBS — PROF. ELDER STUDY: 1931

RADIO AND ITS EFFECT ON TOQTHPASTE USE

(RESEARCH METHOD: MAIL QUESTIONNAIRES!

NON-RADIO HOMES

RADIO HOMES IN CITIES WHERE PRODUCT 15 ON THE AIR

202.4

-200 "4 2004

- RADIO HOMES IN CITIES WHERE PRODUCT IS NOT ON THE AIR
-150 ]500 150+

119.2
160 106.5 .
100 100 . 100

~100 o ALY 100~

80.7
-~ 50 50

1ODENT IPANA PEBECO FORHAN'S PEPSODENT
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Bl
CBS — PROF. ELDER STUDY: 1931
RADIQO AND ITS EFFECT ON SHAVING SOAP USE
(RESEARCH METHOD: MAIL QUESTIONNAIRES)
NON-RADIO HOMES
2004
150
1004
- 50 50
B PALMOLIVE INGRAM'S ) ARBAS
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THE THIRD MAJOR RADIO vs. SALES STUDY

1932

CONDUCTED FOR THE COLUMBIA BROADCASTING SYSTEM

BY PROF. ROBERT F, ELDER

SHOWING INCREASE IN USE OF RADIO-ADVERTISED BRANDS

IN RADIO HOMES AS LISTENING TIME INCREASES

1HOUR 2 HOURS 3 HOURS 4 HOURS 5 HOURS & HOURS OVER 6

PERCENTAGE PERCENTAGE
OF USERS OF USERS
51% 51%

S0% 50°%

499, 49%

"‘
48, 48 %

A7%

47%

46%

46°%

45%

a5%

“THE MORE THEY LiSTEN, THE MORE THEY BUY"
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CBS — PROF. ELDER STUDY: 1932

RADIO AND ITS EFFECT ON CIGARETTE USE

(RESEARCH METHOD: MAIL QUESTIONNAIRES)

=100

' 3
Vo

NON-RADIO HOMES

RADIO HOMES

100

% %
g g SO

H0

LUCKY STRIKE

CHESTERFIELD



www.americanradiohistory.com

CBS — PROF. ELDER STUDY: 1932

RADIQ AND ITS EFFECT ON SCOURING POWDER USE

(RESEARCH METHOD: MAIL QUESTIONNAIRES)

- 100

- 50

NON- RADIO HOMES

OLD DUTCH SUNBRIGHT
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CBS — PROF. ELDER STUDY: 1932

RADIQ AND ITS EFFECT ON FLOUR USE

(RESEARCH METHOD: MAIL QUESTIONNAIRES)

NON-RARIO HOMES

RADIO HOMES IN CITIES WHERE PRODUCT IS ON THE AIR

- RADIO HOMES IN CITIES WHERE PRODUCT 1S NOT ON THE AIR X

=100 &
100 E

PILLSBURY SWANSDOWN GOLD MEDAL
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RADIO AND ROYAL GELATIN

PURCHASES: 1934

FROM A STUDY BY CROSSLEY, INC,

(RESEARCH METHOD: PERSONAL INTERVIEWS AND
SUBSEQUENT PHONE CALLS)

RATE OF PURCHASE BETWEEN ONE
IMMEDIATE LISTENER, ONE NON-IMMEDIATE
LISTENER AND ONE NON-LISTENER

100

25.0

% WHO HEARD PROGRAM THE NIGHT
BEFORE INTERVIEW AND BOUGHT THE
PRODUCT WITHIN ONE MONTH

% WHO HEARD PROGRAM OTHER
- THAN NIGHT BEFORE AND BOUGHT

THE PRODUCT WITHIN ONE MONTH

% WHO NEVER HEARD PROGRAM AND
BOUGHT THE PRODUCT WITHIN ONE
MONTH

PROGRAM RATING = 21.3% (SET CWNERS = 100% )

35+

304

25~

204

154

104

67


www.americanradiohistory.com

RADIO AND CAMPBELL'S TOMATO JUICE

PURCHASES: 1936

FROM A STUDY BY CROSSLEY, INC,

(RESEARCH METHOD: PERSONAL INTERVIEWS AND
SUBSEQUENT PHONE CALLS)

RATE OF PURCHASE BETWEEN ONE
TMMEDIATE LISTENER, ONE NON-IMMEDIATE
LISTENER AND ONE MNORN-LISTENER

- 30

100
- 25

23.5

- 20

% WHO HEARD PROGRAM THE NIGHT
BEFOQRE INTERVIEW AND BOUGHT THE
PRODUCT WITHIN ONE MONTH

% WHO HEARD PROGRAM OTHER
-THAN NIGHT BEFORE AND BOUGHT

THE PRODULY WITHIN ONE MONTH

% WHO NEVER HEARD PROGRAM AND
BOUGHT THE PRODUCT WITHIN ONE
MONTH

“ PROGRAM RATING = 25.7% (SET OWNERS = 100%}

68

o ——— S . - sl g e T e I et

e — o —


www.americanradiohistory.com

II
|

RADIO AND LADY ESTHER POWDER

PURCHASES: 1936

FROM A 5TUDY BY CROSSLEY, INC,

{RESEARCH METHOD: PERSONAL INTERVIEWS AND
SUBSEQUENT PHONE CALLS)

RATE OF PURCHASE BETWEEN ONE
IMMEDIATE LISTENER, ONE NON-IMMEDIATE
LISTENER AND ONE NON-LISTENER

100

12.6

% WHO HEARD PROGRAM THE NIGHT
BEFORE INTERVIEW AND BOUGHT THE
£ PRODUCT WITHIN ONE MONTH

% WHO HEARD PROGRAM OTHER
THAN NIGHT BEFORE AND BOUGHT
THE PRODUCT WITHIN ONE MONTH

% WHO NEVER HEARD PROGRAM AND
BOUGHT THE PRODUCT WITHIN ONE
MONTH

PROGRAM RATING = 18.8%, (SET OWNERS = 100%)
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RADIO AND SAL HEPATICA
PURCHASES: 1936

FROM A STUDY BY CROSSLEY, INC,

(RESEARCH METHOD: PERSONAL INTERVIEWS AND
SUBSEQUENT PHONE CALLS]

RATE OF PURCHASE BETWEEN ONE
IMMEDIATE LISTENER, ONE NON-IMMEDIATE
LISTENER AND OME NON-LISTENER

100

% WHO HEARD PROGRAM THE NIGHT
BEFORE INTERVIEW AND BOUGHT THE
PRODUCT WITHIN ONE MONTH

% WHO HEARD PROGRAM OTHER
- THAN NIGHT BEFORE AND BOUGHT

THE PRODUCT WITHIN ONE MONTH

3.1

% WHO NEVER HEARD PROGRAM AND
BOUGHT THE PRODUCT WITHIN ONE
MONTH

PROGRAM RATING == 23.4% (SET OWNERS = 100%}
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RADIO AND SLOAN'’S LINIMENT

PURCHASES: 1936

FROM A STUDY BY CROSSLEY, INC.

(RESEARCH METHOD: PERSONAL INTERVIEWS AND
SUBSEQUENT PHONE CALLS)

RATE OF PURCHASE BETWEEN ONE
IMMEDIATE LISTENER, ONE NON-IMMEDIATE
LISTENER AND ONE NON-LISTENER

100

¥ % WHO HEARD PROGRAM THE NIGHT
BEFORE INTERVIEW AND BOUGHT THE
PRODUCT WITHIN ONE MONTH

% WHO HEARD PROGRAM OTHER
-THAN NIGHT BEFCRE AND BOUGHT

THE PRODUCT WITHIN ONE MONTH

% WHO NEVER HEARD PROGRAM AND
BOUGHT THE PRODUCT WITHIN ONE
MONTH

8.6

FROGRAM RATING = 10.0%,

(SET OWNERS — 100°%)

108
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RADIO AND LIFE SAVER
PURCHASES: 1936

FROM A STUDY BY CROSSLEY, INC.

(RESEARCH METHOD: PERSONAL INTERVIEWS AND
SUBSEQUENT PHONE CALLS)

~25

-20

-15

RATE OF PURCHASE BETWEEN ONE
IMMEDIATE LISTENER, ONE NON-IMMEDIATE
LISTENER AND ONE NON-LISTENER

13.8

o, WHO HEARD PROGRAM THE NiGHT
BEFORE INTERVIEW AND BOUGHT THE
Gd ppopUCT WITHIN ONE MONTH

% WHO HEARD PROGRAM OTHER
-THAN NIGHT BEFORE AND BOUGHT

THE PRODUCT WITHIN ONE MONTH

%, WHOQO NEVER HEARD PROGRAM AND
BQUGHT THE PRODUCT WITHIN ONE
MONTH

PROGRAM RATING = 3.0% (SET OWNERS = 100% )
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RURAL LISTENING AND BUYING STUDY: CBS 1937-38

{CONDUCTED BY HOOPER-HOLMES BUREAU, INC.}

VIA PERSONAL INTERVIEWS, THE FOLLOWING PRODUCTS
WERE CHECKED AND CORRELATED WITH AVERAGE HOURS
OF DAILY LISTENING: TOILET SOAP; KITCHEN SOAP; KITCHEN
CLEANSERS; CANNED SOUPS; CONDENSED MILK; CANNED
TOMATO JUICE OR FRUIT JUICE; PACKAGED CEREALS;
PACKAGED COFFEE; WRAPPED BREAD; TOOTHPASTE
OR POWDER; FACE POWDER; LIPSTICK OR ROUGE,

AVERAGE NUMBER
QF PRODUCTS USED

9.9 9.9
9.8 9.8
5.7 9.7
9.6 9.6
9.5 9.5
9.4 9.4
9.3 1 9.3
9.7 2.2
9.1 v 2.1
\’5@ 9.0
.0 ! N
9 q&«./
8.9 & 8.9
/-;“Q‘/ 8.8
8.8 3 .
<y
o L .
. lo)
8.6 4“‘ / 8.6
&L
«?‘/

8.4 s 8.4
' VY4 '
8.3 / o 8.3

w‘}'/

8.2 Q\;S' 8.2
8.1 < / 8.1

\ 8.0
8.0 ‘\,3'/ .
79 |¥ 7.9
7.8 7.8
2 HRS. OR LESS 21,4 HRS. 4Y;-6 HRS. 6142-8 HRS, QVER 8 HRS.
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RADIO vs DEALER SALES: CBS 1939

SAME FOOD PRODUCT AS ON FACING PAGE

[(METHOD — STORE INVENTQRY CHECKS}

UNITS OF SALE PER WEEK IN AVERAGE
STORES IN NON-RADIO MARKET

- SALE UNITS IN RADIO MARKET

| 1
100 200

100

—— —

—m e i mimme ) T

et i L — o Tzl
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RADIO vs HOME USE: CBS 1939

A CERTAIN FOOD PRODUCT

(METHOD = COINCIDENTAL CALLS FOLLOWED BY INVENTORY)

NON-LISTENER FAM[LIES

USING SPONSORS BRAND
NON-LISTENERS USING
NEXT COMPETING BRAND

107
100

LISTENER FAMILIES USING
NEXT COMPETING BRAND

CCCASIONAL LISTENERS
USING SPONSORS BRAND

ALL LISTENERS USING

SPONSORS BRAND
REGULAR LISTENERS USING
SPONSORS BRAND

100
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NIELSEN SERVICE

CORRELATION OF RADIO LISTENING
AND HOME INVENTORY FOR PROGRAM *'C”

CALCULATED ON MONTHLY BASIS

RESULTS BELOW PRESENT AVERAGES FOR 6 FOUR WEEK PERIODS

(METHOD: NIELSEN AUDIMETER AND INVENTORY)

—30

- 20

LISTENER HOMES
HAVING PRODUCT *'C™

43% 35% 29% 24°% 23%
LISTEN LISTEN LISTEN LISTEN LISTEN
120 S0 60 30 2

MIN.  MIN. MIN, MIN. MIN,
1 j ]

ALL RADIO HOMES
LISTENERS AND
NON-LISTENERS

HOMES
HAVING
PRODUCT “C"

18%

h'

((MAR= rlNé_J
pERVICES

COMBINED
HAVING

PRODUCT “C™

NON- LISTENER

401

20~

10
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NIELSEN SERVICE

CORRELATION OF LISTENING AND BUYING PROGRAM *“B"

A PANEL OF HOMES HAVING PRODUCT B IN A CERTAIN MONTH, COMPARED
WITH THE SAME PANEL TWO MONTHS LATER. IT WILL BE NOTED THAT NEW USERS
CF THE PRODUCT LISTENED A TOTAL OF 210 MINUTES {OF A POTENTIAL 240
MINUTES) DURING THE INTERVENING MONTH, AND AN AVERAGE OF 32 TIMES
TO THE FOUR BROADCASTS. ON THE OTHER HAND, THE LOST CUSTOMERS LISTENED
ONLY 59 MINUTES DURING THE INTERVENING MONTH, AND AN AVERAGE OF
ONLY ONCE TO THE FGUR BROADCASTS.

APRIL MSTENING (PER HOME!

FAIELSENT)
TIMES MINUTES
\‘___’_f ], . T AT T TR -

3% 210
TTT TN T T AT T
2 80

CONSTANT
USERS

USERS IN MARCH USERS IN MAY
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NIELSEN SERVICE

PROGRAM “A’s”" RADIO AUDIENCE

MINUTE BY MINUTE AUDIENCE IN PER CENT OF

TOTAL RADIO FAMILIES

A FURTHER ESSENTIAL REFINEMENT IN MEASURING RADIO SALES EFFECTIVENESS
15 7O DETERMINE WHETHER THE LISTENERS WERE ACTUAERLY TUNED IN DURING
VHE TIME OF THE COMMERCIAL ANNOUNCEMENTS, OR ONLY TO THE ENTERTAIN-
MENT SECTION OF THE BROADCAST. THE ANSWER FOR PROGRAM A", SHOWN
BELOW, WAS MADE VIA THE NIELSEN AUDIMETER. SUCH A CURVE CAN BE COM-

PARED TO THE PANEL OF HOMES STURIED FOR USE OF THE PRODUCT.

50

55

60

I‘QARN( VING

SERVIC

Il

15 20 25 30 35 40 45

50

55

60
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NIELSEN SERVICE

SALES EFFECT OF RADIO

HYPOTHETICAL CASE

IN THE FINAL ANALYSIS, THE TREND INFORMATION IN CORRELATING RADIO
LISTENING AND BUYING 15 THE IMPORTANT THING. AFTER A FEW MONTHS OF
BROADCASTING, IT BECOMED POSSIBLE TO SEPARATE THE LISTENERS TO ANY
PROGRAM FROM THE NON-LISTENERS, AND THEN DRAW TWO CURVES INDICAT-
ING THE PERCENT OF USERS AMONG THE LISTENERS VERSUS THE PER CENT OF
USERS AMONG NOM-LISTENERS,

IT 15 ENTIRELY POSSIBLE THAT THE PERCENT OF USERS AMONG LISTENERS MAY
Bt LOWER THAN AMONG NON-LISTENERS WHEN A PROGRAM IS FIRST PUT ON
THE AIR. HOWEVER, REGARDLESS OF THE LEVEL AT THE START, IF THE PERCENT OF
LISTENERS AMONG USERS INCREASES FROM MONTH TO MONTH WHILE THE PER-
CENT OF LISTENERS AMONG NON-USERS DECREASES OR REMAINS CONSTANT,
IT IS QUITE SAFE TO CONCLUDE THAT THE PROGRAM IS SELLING GOODS.

PERCENT OF USERS OF THE PRODUCT AMONG LISTENERS AND NON-LISTEMERS.

30
27°%
25
2007,
NIELSEN
1770 _MARKETINO
‘ RsepviCe
15
13%
10

ocT, Nov. DEC. JAN FEB.  MAR, APR.  MAY JUN.

1 1 1 1 1 1 1 1
START OF BROADCAST

1

79



www.americanradiohistory.com

HOOPER RADIO REPORT: 1940

DRUG PRODLCT

USE OF PRODUCT IN LISTENER AND NON-LISTENER HOMES

{METHOD — COINCIDENTAL AND RE-TELEPHONE)

~100%
PROGRAM RATINGS
[TOTAL HOMES CALLED — 1009%]}
F&5 MONTHLY
RATING |11.7
40 WEEKLY
RATING
7.7
1.4
AUDIENCE
L 50 TURNOQVER
PER MONTH
r40 1.7
- LISTENERS
- 30
NON-LISTENERS
-20
-10
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HOOPER RADIO REPORT: 1940

SAME DRUG PRODUCT AS ON FACING PAGE

SHOWING USE OF PRODUCT

WITH FREQUENCY OF LISTENING IN PAST MONTH

100 100 -
- LISTENERS NON-LISTENERS
635 651
LISTENED
&0 LISTENED 4 OR MORE TIMES &0+
LiSTENED 2.3 TIMES
LESS THAN 2 TIMES
55.6
- 50 50+
40 a7 41.7 41.7 404
30 304
- 20 20-
-10 10-
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HOOPER RADIO REPORT: 1940

FOOD PRODUCT

USE OF PRODUCT IN LISTENER AND NON-LISTENER HOMES

{METHOD = COINCIDENTAL AND RE-TELEPHONE}

- 100 ¢,
PROGRAM RATINGS
(TOTAL HOMES CALLED == 100%)
=635 WEEKLY
RATING
L 40 DAILY 0.4
RATING
7.4 1.4
X AUDIENCE -
TURNOVER |=
- 50 PER WEEK
- 40
36.0 - - LISTENERS
- 30
MNON-LISTENERS
L
- 20
- 10
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HOOPER RADIO REPORT: 1940

SAME FOOD PRODUCT AS ON FACING PAGE

SHOWING USE GOF PRODUCT
WITH FREQUENCY OF LISTENING IN PAST WEEK

-100

- 60

20

-10

LISTENERS

LISTENED
LESS THAN 2 TIMES

36.0,

4 OR MORE TIMES

LISTENED
2.3 TIMES

50.7

36.0

NON-LISTENERS

LISTENED

36,0

1001
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HOOPER RADIO REPORT: 1940

SOAP PRODUCT

USE OF PRODUCT IN LISTENER AND NON-LISTENER HOMES

(METHOD = COINCIDENTAL AND RE-TELEPHONE }

- 100 %
PROGRAM RATINGS
(TOTAL HOMES CALLED — 10091
: m
3 WEEKLY
RATING
-60 9.5
DAILY
RATING
e 1.6
X AUDIENCE | =
-30 TURNOVER
PER WEEK
40

- LISTENERS

NON-LISTENERS

10.9

H|
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HOOPER RADIO REPORT: 1940

SAME SOAP PRODUCT AS ON FACING PAGE

SHOWING USE OF PRODUCT
WITH FREQUENCY OF LISTENING IN PAST WEEK

—100

L65

- 60

-50

-30

- 20

-10

- LISTENERS l NON-LISTENERS

LISTENED

4 OR MORE TIMES

LISTENED
2-3 TIMES

LISFENED
LESS THAN 2 TIMES

22.1

10.9 10.9 i0.9

10077

654

604

504

40

30+

207

104



www.americanradiohistory.com

HOOPER RADIO REPORT: 1940

CEREAL

USE OF PRODUCT IN LISTENER AND NON-LISTENER HOMES

{METHOD =— COINCIDENTAL AND RE-TELEPHQNE}

T106 %
PROGRAM RATINGS
(TOTAL HOMES CALLED — 100%)
F65 =
MONTHLY
0 RATING [11.3
WEEKLY
RATING
6.7 1.2
AUDIENCE \ —
- 50 TURNOVER
PER MONTH

- 40

37.1 i
- LISTENERS

NON-LISTENERS

-10

B
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HOOPER RADIO REPORT: 1940

SAME CEREAL PRODUCT AS ON FACING PAGE

SHOWING USE OF PRODUCT
WITH FREQUENCY OF LISTENING IN PAST MONTH

LISTENED
LESS THAN 2 TIMES

=100 100
- LISTENERS NOM.LISTENERS
E A5 — 4651
LISTENED
L 60 4 OR MORE TIMES
LISTENED
2-3 TIMES
- 50

371

37.1
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HOOPER RADIO REPORT: 1940

TOILET PREPARATION

USE OF PRODUCT IN LISTENER AND NON-LISTENER HOMES

{METHOD — COINCIDENTAL AND RE-TELEPHONE}

~ 100 %

- 60

-50

- 40

-30

-20

-10

- éSM

17.4

(TOTAL HOMES CALLED — 1G0%)

PROGRAM RATINGS

——
MONTHLY —
RATING |17€]
WEEKLY it
RATING
10.0 1.5

AUDIENCE
TURNOVER
PER MONTH

- LISTENERS

NON-LISTENERS
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HOOPER RADIO REPORT: 1940

SAME TOILET PREPARATION AS ON FACING PAGE

SHOWING USE OF PRODUCT

WITH FREQUENCY OF LISTENING iIN PAST MONTH

- 60

-50

-30

-20

-10

i-mo

LISTENERS

LISTENED
LESS THAN 2 TIMES

17.4

NON-LISTENERS

LS o e — T 65

LISTENED

4 OR MORE TIMES 40

LISTENED
2-3 TIMES

17.4

17.4

100+

60

50+

301

201
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RADIO vs. SALES: CBS 1940

A CERTAIN TOILET SOAP

FAMILIES HAVING PRODUCT ON HAND
DETERMINED BY PERSONAL INTERVIEWS

(TOTAL U. 5. MARKET = 100%, }

=30 %

=25%

-20%

~135%

']00/0

"'50/0

LISTENED 3 OR 4 TIMES
IN THE PAST MONTH

LISTENED ¥ OR 2 TIMES
IN THE PAST MONTH

LISTENED
OCCASIONALLY

MEN

WOMEN

NON-LISTENERS

30% -

259/0-

20% -

15% 4

]Oo/o'

5"/0"
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RADIC vs. SALES: CBS 1940

CERTAIN DRUG PRODUCTS

{METHOD = COINCIDENTAL CALLS FOLLOWED BY INVENTORY)

COMPETITIVE POSITION OF
MOUTHWASH [N TERMS OF
EVERY 100 FAMILIES FOUND
STOCKING NEXT STRONGEST BRAND
299
247
s o )
R £z Sz
2| 52 x| ¥5
bt z = x| z2a&
- 2 <
2 |00 Oxif100
° b3
=
REGULAR NON-
LISTENERS LISTENERS
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RADIO vs SALES: NBC 1940

JERGENS LOTION

{METHOD = COINCIDENTAL AND RE-TELEPHONE)

USE OF MEXT COMPETING BRAND BY

=40 % LISTENERS AND NON-LISTENERS

12.4%,

30
- LISTENER HOMES USING JERGENS
NON-LISTENER HOMES
USING JERGENS
20
10

10.8
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SHOWING USE OF PRODUCT WITH FREQUENCY OF LISTENING

RADIO v SALES: NBC 1940

JERGENS LOTION o SAME A5 ON FACING PAGE

IN PAST MONTH

- 50 %

- 40 %

"300/0

- 20 %

~ looln

LISTENED 4 OR MORE TIMES
SRR

LISTENERS

NON-LISTENERS

LISTENED
2-3 TIMES

LISTENED
LESS THAN 2 TIMES
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10.8 10.8
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TRENDS

COOPERATIVE ANALYSIS OF BROADCASTING
[WHAT IT IS AND DOES]

The Co-operative Analysis of Broadcasting was founded in March,
1930, as an outgrowth of the 1929 activities of the Association of National
Advertisers’ Radio Committee.

It 1s 2 mutual and non-profit organization operating under the super-
vision of a Governing Committee, two members of which are appointed by
the president of the American Association of Advertising Agencies, and
three members by the president of the ANA. This Committec has
full charge of management and sets all policies, business as well as re-
search. The subscribers comprise radio advertisers, agencies and net-
works. The cost 1s sprcad among them in proporiion to thcir respective
stakes in radio advertising, The average subscriber pays $100 per month
for approximately 300 ratings (or about thirty cents apiece).

Each rating which appears in the report is a percentage. To illustrate,
simply: If out of each 100 set-owners who are called 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 carrying a program does not
affect the size of the rating.

The field work is conducted by Crassley, Inc., a private research or-
ganization, on a contract basis., The governing committee maintains a per-
manent headquarters at 330 West 42nd Street, New York City, in charge of
A, W. Lehman, manager,

Ratings on practically all commercial network programs, daytime as
well as evening, are reported to subscribers, in twenty-four semi-monthly
and scveral more comprehensive reports which analyze programs by geo-
graphical sections, income levels, etc.

Currently the C.A.B. is making completed calls at the rate of 509,000
per vear. These are made by 53 investigators in 33 citics, irom Boston
to Dan Francisco and New Orleans to Minncapeolis. The calls are carefully
distributed by income levels to parallel the distribution of radio sets among
economic groups. Also, they are distributed by geographical sections to
correspond closely to the distribution of radip homes.

In addition to the regular reporting service the C.AB, supplies its sub-
scribers with special analyses of almost every nmaginable kind, such as
ratings of specified transcribed or sustaining programs, cumulative ratings
on local programs in various cities, and how listeners turn from one pro-
gram to another.

In summary, the C.AB. helps its subscribers:

1. To determine the best day and hour to select whenever a choice of
radio time 1s offered.

2. To follow the popularity trend of various types of programs and
discover when a given Lype is improving or wearing thin.

{Contimted on page 90)
94
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[WENTY-FIVE LEADING EVENING PROGRAMS
OCTOBER 1939—APRIL 1940
FROM COOPERATIVE ANALYSIS OF BROADCASTING RECORDS,

High——— ——Low——DMonths

Rank. Average Month Rating DMonth Rating onair
1, Chase & Sanborn¥ ..., .......... 40.0 Nov. 41.5 Mar, 3 1
2, Jack Benny (Jell-Q)............ 39.0 Apr. 42.8 Oct. 32.6 1
3. Lux Radie Theatre ............. 29.5 Feb. 33.5 Oct. 24.% 7
4, TFibber McGee & Molly (Johnson} 28.9 Feb. 32.8 Oct. 21.9 bl
5. Kraft Music Hall {Bing Crosby). 28.3 Jan. 34.5 Oct. 22.5 7
6. DMzjor Bowes (Chrysler) ........ 244 Apr. 2%.9 Qet, 21.2 7
7. Pepsodent—Bob Hope ........... 24.3 Mar. 29.0 Qct. i%.1 7
8. EKay Kyser (Lucky Strike)....... 23.6 Jan. 28.% Oct. 18.7 7
9, One Man's Family (Stan. Brands) 23.6 Mar. 28.6 Dec. 18.2 7
10, Kate Smith Hour {(Gen, Foods).. 22.6 Jan. 28.5 Oct. 19.2 7
1L Pot o Gold (Tums).............. 224 Feb. 28.3 Oct. 11.8 9
12. Fitch Bandwagon ............... 214 Apr, 254 Oct. 17.8 7
13. Fred Allen ({Bristol-Myers)...... 21.3 Feb. 24.1 Oct. 184 7
14. Good News of 1940 (Maxwell){. 19.8 Feh. 21.8 Oct. 16.6 ki
15. First Nighter (Campana)...... .. 194 Feh. 23.0 Qct. 15.4 T
16, Gang Busters (Colgate) ......... 17.8 Jan. 19.8 Nov, 14.6 614
17. Burns & Allen {(Lehn & Fink)... 177 Mar, 21.1 Qct, 15,0 T
18. Your Hit Parade (Lucky Stirike). 17.% Jan, 202 Oct. 12.1 T
19, Lowell Thomas {Sun 0Oil) ....... 173 Jan, 19.4 Nov, 14.9 v
20. Big Town (Lever Bros) ......... 17.1 Jan. 14,8 Nov, 15,9 7
21, Grand Central Station (Lambert) 164 Mar. 19.8 Oact. 13.3 T
22. Sealtest—Eudy Vallee............ 16.0 . . 114
23. Al Pearce (Hawaiian Pineapple).. 159 Feb, 18.4 Dec. 13.6 6
24. Texaco Star Theatre......... ,o.. 152 Feb. 18.6 Oct. 12.8 T
25. Walter Winchell (Jergens) ...... 15.0 Apr. 17.6 Qet, 12,4 bl

* Rated 40.6 gs G0-minute program (3 months); 39.5 as 36-minute program (4 monihs).

t Rated 198 ces GO-minute program (5% months): 18.7 as 30-minutie program (1%
months).

TEN LEADING DAYTIME PROGRAMS
OCTOBER 1939—APRIL 1940
FROM COOPERATIVE ANALYSIS OF BROADCASTING RECORDS

High N Low=——-DMonths
Rank, Average Month Rating Month Rating om air
1. Ben Bernie (Am, Tobacco),.... 10.3 Feb. 131 Qct, 7.7 [
2., Hobby Lobby (Fels) ............ 9.5 Feb. 12.1 Oct. 6.7 6
3. Ma Perkins (P & G) ............ 9.5 Feb. 11.0 Oct. 7.5 7
4. Pepper Young's Family (P & G) 8.9 § Jan.z 10.2 Oct. 74 7
Feb.
5. Mary Marlin (P & G)........... B.3 l Jan‘S 9.9 Oct. 6.5 7
6, Vic & Sade (P & G)............. 8.2 Feb. 10.3 Oct. 4.7 7
7. Guiding Light (P & G)......... 8.1 Jan, 8.7 Mar, 7.5 T
B. Stella Dallas (Phillips Chem.)... 7.8 {Feh.] 9.1 Qet, 5.9 7
{ Mar. §
9. 1 Want a Divorce (Food-Bev.
Bleasters) .............. R 1Y | Mar. T Apr. 1.6 215
10. Woman in White {Pillsbury)..... %5 Mar. 8.4 Oct, & v
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COOPERATIVE ANALYSIS OF BROADCASTING—Continued
(Conlinued from page 94)

3. To purchase talent advantagcously by comparing the performers on
different programs.

4. Ta decide whether a given season should be included or dropped.
5. To make comparisons between daytime and evening programs.
0.

To compare the difference in program audiences by sections of the
country, population groups, income levels, etc.

7. To discern by studics of the leaders and laggers what makes a good
radio program.

o

To check where the least competition is and find the most desirable
time to buy.

The Governing Committec is headed by Dr., D. P. Smelser, in charge
of the Market Research Department of Procter & Gamble (current lead-
ing radio advertiser). Dr, George Gallup of Young & Rubicam, Inc., is
treasurer, Chester . Lang, of the General Electric Company ; Dr. L. D.
H. Weld, of McCann-Erickson, Inc.; A. Wells Wilbor, of General Mills,
[nc., are the other members of the committee.

C. A, B. SPECIAL EVENTS RATINGS: 1939-40

From time to time the Cooperative Analysis of Broadcasting compiles ratings of
public events of outstanding imporiance or significance. Those recorded during the
past year are listed below. This material may not be reproduced without permission of
the C.A.B,, sole owner of the copyright.

SPEECHES
Duke of Windsor, May 8, 1939 (NBC Red-Blue) . ... ..iiiiiiiiiiaiieineiiisnaas 10.1
President Reosevell, May 22, 1939 (NBC Red-Blue, CBS)...........iviieienans 13.2
Chancellor Hitler, Sept. 19, 1939 (all networks) ... ... .. ... ..o oo ... 16.3
President Roosevell, Sepl. 21, 1939 {a)] networks) ... covrerveinnernnerrnsneenns 25.8
President Roosevelt, Oct, 5, 1938 (all networks}..,....... e ree e 12.
Prime Minister Chamberlain, Jan, 9, 1940. .. .. oo oo ittt it iiiennaaas 13.0
President Reosevelt, June 10, 1940 {(all nmetworks} . .. .. .oovieiiinn i innreniinne 45,5
SPORTS
Kentucky Derby, May 6, 1939 {(CBS) . ...t ivit ittt ettt ianennnnian 134
Baseball, May-September, 1989, average........c...ocvievr.an RN P |
All-Star Baseball Game, July 11, 1930, (... o i i i it 14.9
Louis-Pastor Fight, Sepl. 20, 1939 (NBC BlUe) ..... .. cciiiiiiirinnnrnneearnenns 4%7.6
World Series, Oct. 4-8, 1939 (Blutual) ... ... ..ot iiir i P 21.3
Football, October-December, 1939, AVEIAEE. .. .uv.unrenienonarnrnereaneerins 33.9
OTHER '
Opening of Congress, Jan, 3, 1940, . ... cuteirenre it ivenrarionenennnss e 16.1
Tackson Day Dinner, Jan. §, 1940 (all networks) . ...... . ... . iiiiniininninns 25.2

SPECIAL NEWS BROADCASTS
Between Auvg, 24-29, 1934, news broadcasts covering the war erisis accounted
for 18.99% of all daytime program meniions, and 27.2% of all evening program men-

tions, the peak day being Siturday, August 26, when 33.5% of ail program men-
tions were for *news”,
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PROGRAM POPULARITY POLLS

Listad herewith are the major program and lalent popularity pells of the past

yvear, with winners presented in order of their rank. poll
The order in which the polls appear is In

were conducted are briefly indicated,
chronclogical sequence,

SECOND ANNUAL SURVEY ON
YouTl, Conducted by Young America,

national news weekly for young people,
with the assistance cof International Busi-
ness Machines Corp. Approximately equal
numbers of boys and girls, aged 13-14, in
51 elementary and junior high schools
were given questionnaires which teachers
and principals supervised in filling out
during classroom pericds. The survey was
made during May and June, 1939, in major
markets of nine states-—California, Con-
necticut, Illinois, Massachusetis, Michigan,
New Jersey, New York, Ohis, and Penn-
sylvania. Three thousand returns, picked
at random. were used as basis for the
findings, listed below (in pari):

What's yeur feverite radio program?

1, Gang Busters................... 11.1¢%
2. Chase & Sanborn Hour......... 93%
3. Lux Radic Theatre............. 7.8
4. Jell-O Program................. 8.6%%
5. Lone Ranger................... 8.1
3. Good News of 1939 (Maxwell

House) .....iieriiiniiinnni.. 5.97%
7. Eddie Cantor’s Camel Cavavan.., 2.3
8, One Man’s Family............ .o 199
9. Town Hall Tonight......... .... 119
10. Dick Tracy....coovineeiiinnn. .. 0.4,
11 All others...................... 4759,

Who's your favorite radio star?
L Jack Benny......oooovvvvvnnnn.. 10.2¢
2. Fannie Brice................... B9
8. Charlie McCarthy............... 8.5%
4, Eddie Cantor................... T5%
5 Joe Penner................... .. 5.5%
6. Don Ameche.................... 3.4,
T.Fraed Allen..................... 3.2%
8 Bing Croshy.................... 2,29
8. Lone Ranger................... 1.99%
10. Edward G. Robinson............ 1,59
11, A1l others,.........ccvevvn. .. 47,29

How many different radio programs do
vyou listen 10 eech week?

ANSWET. ., ieitvvraeennn ....Average of 18
When you tune in on a radio program, do

you lisien to the mein part only, or to both
main part and advertising?

Main part only.................... 19.8%
Both ..o 80.2¢,
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Methods by which the polls

Wheat's your favorite amusement?

1, MOVIES .« oot iiei i e e 40.6¢%
D BPOTES e 26.69%
8 ReadiNE . vivivrrrcararanaans G.4<%
4, Radio ... ..o i i b.1g%
5. Bieveling ... ... e 2.5%
B Music ..o i 2.0%
TIPS e e 1.5%
8 Plays (drama)..........ocoaeees 1.2
9. 8inging ......... ..ol 1.0%
10, CIFCUS .. i e ia e 0.8¢
11. Al others. .. ... .o viivenns 11.3%%
Do you have @ radio in wour home?
D = T 99.4¢6;
N e e e e 0.6%

Do you have « redio of your own in your
roam at hotne?

Y8 o ettt e e e 41.4%
O vt e e e 58.8%

Which of the following kinds of advertis-
ing influences you most? {(Check one)

T = Y 1 P, 69.3%
2, Magazines ........ ... s 17.5%
3. WeWSPaPpers ..ovvvvivnrvnrrrirss 13,29

Does Mother take your advice when she

buys food?

Y- T 70.6%
{ Boys 68.19%
1Girls ... 73.0¢%

NO ittt e e s 28.4%
fBoys ....oiiiiaian 3199
1GIrls oo 27.0%

Whenr you ask Mother to buy certain foods
for you, do you ask for bramds?

S i i 60.29;,
fBOYS o.vi i §59.39%
1Girls ... 61.0%

1 o S 39.8%
{Boys .ooiiiiiia.. 40.7%

1 Girls 39.0%

SIXTII ANNUAL RADIO GUIDE POPU-
LARITY POLL. Conducted by Radio
Guide among its readers, and published
in weekly installments on June 23 and
June 30, 1933. Approximately 750,000
voles were cast in the poll. The tolal
vote for the 12 leaders in each classifica-
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age figure).

POPULARITY POLLS—Continued

tion was counted as 100, and each pro-
gram's share thereof is represented via
a point system (tantamount to a perecent-

{For the corresponding 1940

poll, see page 103):

11.
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Star of Stars

Nelson Eddy.........cocuvvun ... 24.2
Jessica Dragonette......... . 15.9
Edgar Bergen.......,........... 12.6
Jack Benny..................... 124
Don Ameche.................. .. 10.6
Bing Crosby...oviveurennn. ... .. 10.5
Lanny ROSS..uvvvunnivnnnnnnn. .. 03.9
Joan Blaine,,......... brrrireeas . 023
Orson Welles.................... 02.1
Jack Baker...................... 019
Rudy Vallee..................... 015
Kate Smith..........covuuen .. 014
Comedian
Bergen-McCarthy ............ ... 39.1
Jack Benny,..................... 23.1
Bob Hope..... et e 09.8
Eddie Cantor.................... 07.6
Fibber McGee................... 07.2
Fred Allen...................... 04.8
Bob Burns............. veeraaa 03.0
Abbott and Costello.............. 01.8
Al Pearce............ i reeevana. 01.1
Ransom Sherman....,,,,......... 00.8
Frank Morgan................... 00.7
Robert Benchley................ 00.4
Commentator (Man)
Lowell Thomas.................. 33.8
Walter Winchell...... et 15.3
H. V. Kaltenborn................ 14.8
Boake Carter.................... 10.6
Jimmie Fidler.....,............. 09.4
Edwin C. Hill................... 09.3
Paul Sullivan................... 02.7
Fort Pearson.................... 01.1
Gabriel Heatter...............7.. 00.9
Fulton Lewis, Jr................ 00.6
Deems TayloT................... 00.5
Bob Trout.............0ovuvun. .. (0.5
Commentator (Woman)
Dorothy Thompson.............. 57.2
Kate Smith..................... . 28.3
Mary Margaret McBride........ 09.4
Kathryn Cravens...,............ 024
Eleanor Roosevelt............... D15
Hedda Hopper.................. 00.4
Nellie Revell.......... et ean 00.1
Adelaide Hawley................ 00.1
Dorothy Parker................. 00.1
Elizabeth Arnold................ 00.1
Lisa Sergio.................... .. 00.1
Radie Harris.................... (0.1
Radio Actor
Don Ameche.......... bevraenen 45.1
Orson Welles..... e i 17.3
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Les Tremayne. .......cveeiuienns 08.6
Charles Boyer.................. 069.3
Edward G. Robinson............. 040
Hugh Studebaker................ 02,7
Raymond Johnson............... 02.5
Phil Lord.......cciiiiiivianaes 023
Lanny ROss...ooovvvasn PN 02.2
Martin Gabel. ... ....coivvaivnns 01.3
Pat Murphy.......... N 01.2
Michael Raffetto,................ 01.0
Ruoadio Actress
Claire Trevor.....c...oocvarness 234
Barbara Luddy........c.ovvvienn 18.3
Joan Blaine............oiviiinn, 14.2
Alice Frost........c.0ciiiiians 08.8
Helen Menken. .....oovivrinnenann 08.3
Helen Hayes.....o..ooiiiarennsn 08.0
Anne Seymour.........civie00.. 058
Betty Winkler....... PPN vena. 04.3
Kathleen Wilsont. ..o vvivanvneas .. 042
Patricia Dunlap................. 01.6
Irene Rich..........cccvvn, vo.. 012
Marjorie Hannah...... fereaeea 01.2
Singer of Popular Songs (Man)
Bing Crosby..... s ibeeeans 36.1
Kenny Baker.............co00ue- 27.0
Lanfiy ROSS........c.cciioinsass 10.7
Don Ameche..,.............- oo 06.3
Jack Baker.......cceviiereieens 04.7
Frank Parker................... 03.7
Rudy Vallee.................... 03.6
Dick Powell.............c....... 02.2
Jerry Cooper......oceiviieninnans L7
Harry Babbitt.........cocvivu.-. 0L.4
Frank Munn.................... 00.9
Skinnay Ennis.................. 00.6
Singer of Popular Songs (Woman)
Kate Smith,....... Cheeieeens o0 366
Frances Langford............v0e 20.1
Virginia Simms........c00vvnn.. 13.5
Dorothy Lamour................ 13.3.
Hildegarde ....... e ter e, 04.6
Annette King...........c......... 038
Judy Starr.............ciiienns 015
Fran Allison...... W reree i nrereen 014
Joan Bdwards................ ... 01.3
Kay St. Germain..........ocovues 01.2
Connie Boswell....,............ 01.1
Muriel Wilson.................. 0i.1
Musical Program

Ford Sunday Evening Hour...... 34.3
Waltz Time..................... 141
Your Hit Parade................ 105
Voice of Firestone.............. 07.5
N. Y. Philharmonic.............. 06.4
99 Men and a Girl.............. 06.2
American Album of Familiar

Music ..ot 057
Manhattan Merry-Go-Round..... 04.3
NBC Symphony¥.....ccvevevn..n. 03.3
Metropolitan Opera Auditions.... 02.5
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POPULARITY POLLS—Continued

11, Radie City Music Hall....... .. 024
12. Cities Service Concerf........... 02.1
Singer of Classical Songs (Man)

1. Nelson Eddy...............c000. 54.3
2. Richard Crooks.......cccoivuuen 10.8
3. Lawrence Tibbett.............. , 09.6
4, John Carter...........ocvviine. p6.a
5, Donald Dickson................. 8.1
6, Lanny ROSS.....c..ociiviiinnan, 06.0
7. John Charles Thomas............ 01.7
8. Jack Baker.,....ccecivuiviinnnss 01.2
9, Frank Munmn.... eeevemeenrianas 068
10. Fred Hufsmith.................. 00.7
11, Lauritz Melchior............. ... 006
12, James MeHon................... 00.6
Singer of Classical Songs (Woman)

1. Margaret Speaks................ 234
2, Jessica Dragonetle. . ........... .. 22.1
3. Gladys Swarthout............... 10.9
4, Jeanette MacDonald............. 09.5
5 Miliza Korjus.....covoerivininnn 088
6. Jean Dickenson.........cevviuus 07.7
7. Lucille Manners................. 07.0
8 Lily Pons.......coveicnnnnns voes 03T
9, Grace MoOre...........coeevuins 02.2
10. Rose Bamplon.................. 01.9
11. Kirsten Flagstad................ 01.8
12. Muriel Wilson.................. 00.8
Announcer
1. Don Wils0m. cvvvvninnnnrinannnnns 28.4
2. Ken Carpenter.................. 21.8
3. Milton J. Cross.c...ooovon.. .. 159
4, Harry Von Zell............ e 086.7
5. Graham McNamee.............. 05.9
6. Ford Bond..... et e 05.8
7, Ted Husing......ovviivaviaeens (3.8
8. Xen Niles......cocovviviiinainn. 02.8
9. Ralph Edwards.................. 02.5
10. Bob Brown.........oivvviann.. 02.3
11, Ben Grauer......... e e 019
12, Fred Uttal..............coovess. 01.6
Variety Program
1, Chase & Sanborn Program...... 363
2. Kraft Music Hall....... e 15.9
3. Good News......veovvvnnvinnn.. 16.7
4. Kate Smith’s Hour.............. 07.6
5., Magic Key of RCA.............. 06.2
6. Breakfast Club................. 06.2
7. Jell-O L. 052
8. Rudy Vallee Hour.............. 03.0
9. Lircle ..oiriiiviiariei s 02.8
10. Texace Star Theatre............ 01.4
11. Town Hall Tonight,............. 01.2
12. TFibber McGee & Molly,......... 00.7
Audience-Participation Program

1. Kay Kyser's College of Musical
Knowledge ... .ovvviarinennnans 42.0
2. Information, Please........... vees 283
3. Battle of the Sexes...... ve.rv... 122
4, Professor Quiz.....vvivevvennen.. 07.5

29

5. True or False............cuni 03.8
6. VOX PODueenrrnrrnsoseannannenns 03.1
7. Ask-Tt-Basket ................... 01.4
8, We, the People............. ..., 0.9
9. Uncle Jim’s Question Box........ 00.8
10. Hobby Lobby......... brrvrae ey 00.4
11, What's My Name?............... 004
12.Dr, 1. @.vvevvnvanniinn. e eeiaanaa 00.4
Children’s Program
1, Lone Ranger.......coovvvvvneniann. 23.6
2. Ireene Wicker's Musical Plays.... 20.1
3, Coast to Coast on a Bus.......... 17.1
4, Tet's Pretend...coooivvrnneensanss 16.1
5, Little Orphan Annie.............. 05.2
6. Dick Tracy. o iiieirineiernarenns 04.3
7. Malcolm Claire........vevvuevnnne 03.5
8. Don Winslow of the Navy........ 062.9
9. Kaltenmeyer’s Kindergarten...... 028
10, Jack Armstrong..,............... 01.9
11. Horn & Hardart’'s Children’s
HOUP . viiiiiiiiiiiinsanenanaans 010
12. March of Games................. 61.0
Master of Ceremonies
1. Don Ameche........ reriaeaaeaa 36.5
2. Bing Crogby..cvvviniininnininean 18.9
3. Don McNeill...............ciiih, 13.9
4. Robert Young.................. .4 11.9
5. Jack Benny......... ...ty 04,9
8, Diek Powell...................... 034
7. Rudy Vallee..............oovnts 02.4
8. Fred Allen.........iveiveennaans 01.5
9, Walter O'Keefe,............ PR 015
10. Clifton Fadimau.................. 01.2
11. Ransom Shérmal.........civennn 01.1
12. Basil Rathhone................... 0.9
Serial Dramatic Program
1. One Man's Family....... e 49,2
2, Big Sister....oiiiiiiiiiiana.. 10.2
3, Bachelor's Children.............. 08,7
4, Guiding Light............. o0 aas (6.4
5. Road of Life............civiunt. 06.0
6, Valiant Lady.........ocveiivaanns 03.3
7. Life Can Be Beautiful............ 03.0
8. Betty and Bob.................... 02.8
9, Gir] Alene................ ... .. 02.7
10, Mary Marlin....eeveiiverinnanns 02.5
11, Vic and Sade..........ccovvivnnn. 02.4
12. Second Husband.................. 02.1
Swing Singer
I.Bea Wain, . ....oieiviiiii e 32.1
2. Martha Raye.....coeevvervnnn-. .. 159
3, Martha Tilton.................... 128
4, Virginia Simms................... 121
5. Edythe Wright................... 08.5
4§, Mildred Bailey........eocvvevnnns 077
7. Ela Fitzgerald................... 04.3
8., Maxine Sullivan......,............ 01.8
9. Marion Manh,............... 0.0, 01.3
10. Sully MasOm...vveoivrevervascnans 01.2
11. Connije Boswell................... 01.0
12, Judy Garland........cccciiiiiines 00.8
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. Eddy
. Hal Kemp...o.... oo,
.Sammy Kaye.....o. ... e
.Rudy Vallee......................
. Paul Whiteman...................
L Abe Lyman............ o
. Tommy Dorsey........... ........
. Richard Himber..................

r—
M= OO -Im O O

. Information,
. Men Against Death...............
. Cavalcade of America........ ...,
. People’s Platform
. National Farm and Home Hour. ..
. Natien's School of the Air
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. History in

POPULARITY POLLS—Continued

Swing Instrumentalist

, Tommy Dorsey.....oovvveenanna.
. Artie Shaw..... ...

Gene Krupa....oo i viinieneennns

. Benny Goeoodman..................

Henry Busse............c.ouvnon

L Jimmy DOrSey.....cvviiiininenoin
. Harry
.Ray Baudue......... ... . e
. Eddy Duchin.....................
. Milt Herth....... ... ......... ....
L Stuff Smith..... oo Lo
. Kay

James,. ... ...,

B =3 oA

Swing Band

CArtie Shaw. ...
. Benny Gocdman..................

Tommy Dorsey..........oc.vuovn.

CKay Kyser,..ooeon oo

Bob Crosbhy.cee i eeiiiiviianina,

. Larry Clinton........... ...... ...
LGene Krupa. . oo cveei i
. Sammy Kaye......... e
. Henry
.Phil Hartis.... ... .coiiieennn...
L Jimmy Dorsey................. ...
. Raymond Scott................. ..

Busse............... ...

Dance Orchestra

. Wayne King.. ... oo
. Guy Lombardo...........cc.0uiun
. Horace Heidt,....................

Kay Kyser.......................
Duehin.....................

Educational Program A

. American School of the Air.. . ....

Great Plays..............oooont.

. Music Appreciation Hour.........

World Is Yours......oooeenenn....
America’s Town Meeting.........

Non-Network (Locul) Program

. Zeke Mannors Gang, WMCA,

N. ¥.

. Hank Lawscon and the Bums,

WEEU, Reading. Pa.............

. Wayside Theater, WBBM, Chi-

cago, Il

" the Making, WBBM,
Chicago. i1 .

02.6
02.2
02.1
02.0
01.2

5, Memory Baseball, KFYR, Bis-

marek, . D ... oiviiiinann.. 069
6. Number, Please, WIR, Detroit,
Mich, ..o i 06.5
7. Night Watech, WIND, Gary,
£ T SO 06.0
8. Bernie Armstrong, KDKaA,
Bittsburgh, Pa.......... R, 05.6
9. Mad Hatterfields, WLW, Cin-
einnatl, Chic ..... ... ... .. .. 054
10, Supper- Time ZFrolics, WJIID,
cinnati, Ohio........cvvivuvvenn., 054
11. Nine - Twenty Club, WORL,
Boston, MaSs.......ocoieviiinniin. 05.0
12. Bradley Kincaid, WGY, Schen-
ectady, N, Yiiiiiiiiirnirnrannens 04.5
NATIONAL FEDERATION OF PRESS
WOMEN, INC. AWARDS. Announced

June 26, 1939. Resulfs are listed below,
together with the network on which the
winning programs appeared:

Best forencon weekday program
Getting the Most Out of Life....NBC Blue

Best afternoon weekday program
American School of the Air........ CBS

Best interpretation of mews
H, V. Kallenborn.........civeveieen CBS

Best vadie program contributed fo by a
womarn

GE Hour of Charm {Dorothy Thompson)..

NBC Red

Good taste and restruint in adverfising
announcements

Ford Sunday Evening Hour..........CBS
Mosi eriginal program idea

N. Y. World’s Fair Salute of Nations......
NBC, CBS, MBS

Shortwave program promoting inter-
nationdl pedee

N. Y. World’s Fair Salute of Nations......
NBC, CBS, MBS

Best program designed for rural listeners
Farm and Home Heour.......... NBC Biue

Children's program best designed to inter-
est and develop mind and charaster of
children under 12

Singing Lady (Ireene Wicker). .NBC Red

Children’s program best designed to inter-
est and develop mind and character of
youths over 12

Dr. Damrosch’'s Music Apprecia-
tion Hour.................... NEC Blue
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Rest performance of plays written for or
adapted to radio
Orson Welles .. ooeeiie i iiiinninn. CBS

Program most effective in presenting and
building American ideals
America’s Town Meeting of the

T e S Y NBC Elue

Special awerd for classical music
N. Y. Philharmonic Orchestra........ CBS

Brilliance of objectine reporting in the
field of foreign news
William I.. Shirer......cc.ouieivecniins CES

RADIO MIRROE “FACING THE MU-
SI1C” POPULARITY POLL. Ccnducted by
Radio Mirror among its readers, and an-
nounced in August, 193§:

1. Eddy Duchin.

2, Benny Goodiman.
3. Horace Heidt,

4. Sammy Kaye.

5. Guy Lombardo.

6. XKay Kyser.

7. Tommy Dorsey.
B. Artis Shaw.

8, Freddie Martin.

I10. Rudy Vallee.

DOWN BEAT POLL OF MUSICIANS.
Conducted among musicians by Down
Beat, and announced Jan. 1, 1840. Win-
ners in two of the numerous classifications
are listed below, together with the votes
they polled:

Swing Bands

1. Benny Goodman ................ 5,251
2, Glenn Miller ......... ......... 3,211
Jd. Bob Cresby ... il 2,139
4, Artie Shaw ...... ... ... cievn.. 2,116
5 Count Basie .................... 1,774
6. Duke Ellington ............... .. 1,087
Y. Jimmy Dorsey ... .......... ... 992
8. Gene Krupa .................... 945
9. Jan Savitt......... ... .. ... ... 931
10. Charlie Barnet .................. 718
11, Woody Herman ................ 705
12, Harry James .....coovviiiiennn.s 01
i3, Tommy Dorsey ............0vv-- 645
14, Jimmie Lunceford .............. 424
15, Larry Clinton .....,............. 376
Sweet Bands
1. Tommy Dorsey ................. 3,673
2, Glenn Miller ................... 3,585
3. Casa LOMa cveiiiriniinnnennnnns 3,532
4, Hal Kemp ..v. vviininnnnnennans 2,128
5 Kay Kyser ........o .o 1,448
6. Guy Lombarde ........ e 1,051

7. Sammy Kaye ... ........ ...... Dbb9
8 WasyneXKing ... . ................ 532
9. Jimmy Dorsey .............. ... 518
10. Horace Heidt ................... 356
11, Orrin Tucker ... ................ 304
12, Diek Jurgens .............c00... 261
13, Del Courtney ......... ..., 242
14, Jan Savitt ....... ... ... 231
15, Paul Whiteman ................. 218

NINTII ANNUAL NEW YORK WORLD-
TELEGRAM NEWSPAPER EDITCORS
RADIO POLL. Conducted by Alton Cook,
radio editor of the New York World Tele-
gram among radio editors in the United
States and Canada, and announced Jarn. 6,
1940. Votes were tabulated on the basis
of 3 points for each editor’s first choice,
2 for the second, and 1 for the third. Win-
ners, ranked according te popularity in
each classification, with number of votes
received: .

Favorite Programs

1. Jack Benny.....oooviiiini il 85
2. Information, Please.............. 63
3. Charlie McCarthy................ 55
4. Fred Allen....................... 36
5. Bing Crosby......c.............. 34
6. Kay Kyser's College... . ....... 29
7. Bob Hope.... ..o i 28
3. Lux Radio Theatre.............. 25
0. Orson Welles........... ........ 19
10. Toscanini Concerts......... .. ... 16
11. America’s Town Meeting. ........ 15
12. One Man's Family......... .. 3
Leading Comedians
1. Jack Benny..................... 143
2, Freq Allen....................... 85
3. Charlie MeCarthy................ 30
4. Bob Hope..... ........ .. ... .... 76
5. Fibber McGee & Molly,.......... 25
6. Burns and Allen.................. 20
7. Famy Brice .................... 11
8. Tom Howard-George Shelton.... 9
9. Abbott and Costello.............. 8
10. Milton Berle..... e teeehaaa 7
Quiz Programs
1. Information, Please.............. 183
2. Kay Kyser's Coliege............. 55
3, Professor Quiz, ... ..., . ... ..... 51
4, Doctor L. Q.. cviviiini i 46
5. What's My Name?............... 25
6. So You Think You Know Music?. 19
7. Gag Busters (Milton Berle)...... 17
8. Ask-It-Basket ................... 16
9 Poto Gold...................... 15
10, VoX POP.. s vein i 13
Dramatic Programs
1. Lux Radio Theatre............... 139
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Orson Welles........cco0veiienn 85
One Man’s Family...... e 45
Texaco Star Theatre............. 24
NBC Great Plays.........coenuen 21
Aldrich Family.................. 19
Columbia Workshop.............. 18
Ellery Queen dramas........... 17
First Nighter..................... 16
Silver Theatre., .....covvivnnrnn-- 13
Big Town (Ed G. Robinson).... 13
Hollywood Playhouse ........... 13
Quarter-Hour Programs
Fred Waring's Orchestra...,.... 88
Walter Winchell................. 43
Amos'n" Andy...oneiee it 40
Easy ACES..iiveiiveviarincarrans a8
Lum and Abner................. 26
I Love a Mystery......covvvevrnn 18
Lowell Thomas.....ccv.vaiuuann. 17
Children’s Programs
Let's Prefend......c.coeieninnn.n 72
Lone Ranger........coceevisnees 42
Liitle Orphan Annie............. 30
American School of the Air...... 24
March of Games........ccivvuanas 15
Singing Lady (Ireene Wicker).... 17
Year’s New Stur
Aleec Templeton ... eeiiveinan 50
Ezra Stone....covvvvviirveennsen 24
Glenn Miller,.,.......-cooviviann. 12

Mentions: Raymond Gram Swing, Dennis
Day, Mary Martin, John Kieran, Elmer
Davis, Barry Wood.

el il S

NP e e

DS LR

Sports Announcers

Bil Starn......covvviiiiennnens. 158
Ted HUSINE. .. oveneeneeionaaass .. 153
Red Barber.........covvviaiian 35
Clem MeCarthy......oovvvvini.. 24
Sam Taub......ccvverivrnennns 11
Commentators
Lowell Thomas......c.iviverrens 51
H. V. Kaltenborn................ 50
Raymond Gram Swing........... 36
Walter Winchell. ................. 33
Paul Sullivan.................... 18
Elmer Davis............oveevnn. .17
Fulton Lewls, Jr................. 12
Studic Announcers
Don Wilson........c.oovean i 48
Harry Von Zell................. 47
Milton Cress....o.oveeeieiennnn. 33
Ken Carpenter................... 28
David ROSs.. .o inienriionnnne 14
Ben Grauer...... ....ccovcivenuns 12
Paul Douglas ...........ccivnn 9
Popular Orchestras
Guy Lombardo.............,..... 78

Kay Kyser. . ooueriioneriiireenns
Andre Kostelanetz..... .. Ceenaan
Wayne King..........coveennnn

2

3

4.

5, Glenn Miller............vvvennnn
6

7

8

9

Benny (Goodman.......... Ceernas
Eddy Duchin..........ccoeavenes,

., Fred Waring.........cooiviiniunn.
10, Orrin Tucker.......ovveivvnnen.
11, Phil Spitalny.........ciivvieen. .
12, Pzaul Whiteman. .. .....coeanvenn,

Pemuale Popular Singers
Frances Langford................
Kate Smith....ociererivineennnns
Connie Boswell.................s
Virginia SImms..c.cveveivenrianes
Mildred Bailey ......ccccvvieen
Judy Garland........... [P .
Nan Wynn...oooeiiiearaaicaennnn
Bonnie Baker........o0000ee veaee
Dorothy Lamour..,.......oeeunus

PLRTMU N

~

Male Popular Singers
Bing Crosby..icviiiiiarneranaans
Kenny Baker............ ereeeies
Lanny Ross........ erevarananan
Tony Martin,,,..cocouuuny, o raraes
Dennis Day..eeciriianenssriaisas
Barry Wood......covieinveninaaes
Frank Munn...........cocevneetn
Frank Parker......cvciveuee PR
Buddy Clark ..... i aerresieanaan

Symphoeniec Conductors

Arturo Toscanini...........
John Barbitolli.........oceeuuninn
Alfred Wallenstein.............. .
Dr. Frank Black..,.......vvanvnus
Fugene Ormandy.........c.ovunes
Andre Kostelaneiz, .. ............
Erno Rapee......covveiininiannns,
Howard Barlow........co00vvnnen
Leopold Stokowski.............. .
Fritz Reiner..........ovvvennnan.

€01l ea B0

Do e e

—

Classical or Operatic Singers
Nelsonn EdQy....coviverenenennns
Lawrence Tibbeft................
Richard Crooks............c0uie
Tily Pons.eoceieieneeiiinnninnnss
Margaret Speaks...........veavis
Gladys Swarthout..... e
John Charles Thomas............
Marian ANAerSON...vceeireiossss
Donald Diekson...oovvvvinrens ves
Kirsten Flagstad.................
Lucille Manners. ....covevnivaensns
Jan Peerce...... et rreser e

ot el s
RHOWR N m IS N

37
30
26
25
24
16

i3
12
11

THE FORTUNE SURVEY. (Who is your

favorite news commentator?)

Reswlts of

a survey on this guestlon were announced
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in the January, 1949, issue of Forfune. The
research work upon which the Fortune
Survey is based is conducted by the firm
of Elmo Roper:

Lowell THOIMAS o0t ivicerenrannisna 24.8%
H. V. Kalitenhorn .......coovenvennn 20.8%
Edwin C. Hill.........ccoviiniann.. 9.3%
Walter Winchell ................... §8%
Boake Carter ...vvvivininenennnnan. 6.0%
Raymond Gram Swing....... vevees 3.8%
Elmer Davis ...covuviviiinienene., 3.5%
Other ..o iirrviiisarieiiiincanen. . 25.0%

Note: The column above adds up to

1009. This 1009%, however, is 54.8% of
the total sample; 38.19% of the persons in-
terviewed had no choice; and 7.1% an-
swered "don’t know.” Said Fortune:
“Kaltenborn is the favorite of the upper
iwo brackets, and of executives, profes-
sional people, and the proprietors of busi-
ness. Lowell Thomas pleases all the others
best .

NINTH WNEW (NEW YORK CITY)
SEMI-ANNUAL POPULARITY POLL.
Conducted by Martin Block in conjunction
with his “Make Believe Ballroom™ pro-
gram, and announced in February, 1940.
Listeners were asked to send in their pref-
erences regarding popunlar orchestras in
three classifications: 1) sweel; 2} swing;
and 3) over-all. Results of the February,
1940, poll:

1. Glenn Miller.

2, Benny Goodman.
3. Tommy Dorsey.

4, Sammy Kaye.

5. Artie Shaw.

6. Jimmy Dorsey.

7. Kay Kyser.

8. Larry Clinton,

9, Charlie Barnet.
10, Orrin Tucker.
11. Jimmie Lunceford.
12. Jan Savitt,

13. Guy Lombardo,
14. Count Basie.

15, Gene Krupa,
16. Blue Barron.
17. Bob Crasby.

18. Eddy Duchin.
19, Harry James.
20. Reggie Childs.

SEVENTH ANNUAL MOVIE AND RA-
DIO GUIDE POPULARITY POLL. Con-
ducted by Movie and Radio Guide {pre-
viously known as Radic Guide) among its
readers, and published in weekly install-
ments from April 27 to May 11, 1940, The

total vote cast in each classification was
counted as 100, and each program’s share
thereof is represented via a point system,
tantamount to a perecentage of the total
(this method of computing poinis varies
slightly from the prior year’s method,
when the total mail of only the 12 leaders
in each category was used as base—see
page 97):

Ster of Stars

1. Nelson EQdy.....couivenineniinns 28.2
2. Don Ameche..........cccveenrt- 17.5
3. Bing Crosby......oovvviiviinenen 120
4, Jack Benny........coveevinrannnnn 102
5, Edgar Bergen,,..........ccvuevns 6.7
6. Alec Templeton.................. 6.5
7. Jessica Dragonelte............... 6.0
8., Lanny BOSS.....civevrniririnnan. 5.5
9. Alice Frost...........ciivvennn.. 3.6
10, Don McNeill..........vivinnnns 3.3
99.5
Favorite Program
1. Breakfast Club...._............. 32.7
2. One Man's Family............... 15.3
8. Jell=0 ittt 9.2
4, Kraft Music Hall................ 8.2
5. Chase & Sanborn Program...... 6.6
6. Metropolitan Opera Auditions... 6.0
7. Information, Please.............. 2.7
8. Tord Sunday Evening Hour...,... 5.6
9, Kay Kyser..... e iteraranasiaaas 5.2
10. Lux Radio Theater.............. 5.2
99.7
Singer of Classical Songs (Woman)
1. Margaret SpeaKs.......vvcvinnen 21.0
2. Jessica Dragonette............... 15.2
3. Jeanette MacDonald............. 139
4, Jean Dickenson.................. 12,0
5. Grace MoOre......cooveeeasensns 2.1
6 Lily Pons........coiieniiiiian, 8.7
7. Luecille Manners................. 8.0
8. Gladys Swarthout .............. 50
9. Marian Anderson......ocecaueen. 4.1
10, Mary Eastmal.......cccvvvavnnes 2.7
99.7
Dramatic Program
1. Lux Radio Theater.............. 36.0
2. Che Man’s Family............... 21.0
3. First Nighter.............oovet. 8.3
4, Campbell’s Playhouse........... 8.2
5. Those We Love,................ 8.7
6. Big TOWN. . cvervriviencerannans 5.2
7. Aldrich Family.................. 4.8
8. Hollywood Playhouse. ... ........ 3.3
9, Adventures of Ellery Queen..... 31
10, Silver Theater...........cc.u.u. 3.0
99.6
News Commentator {Woman)

1. Dorothy Thompson.............. 48.2
2, Kate Smith................ ... 27.2
3. Hedda Hopper..oveeevieiniannns 12.7

103
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Mary Margaret McBride.,....... 4.1 4, Donald Diekson............. P N |
Eleanor Roosevelt ............... 2.9 5. Jack Baker............ .12
Louella Parsons...... .......... 22 6. Frank Munn..................... 54
Adelaide Hawley.......... ..... 1.1 7. Lawrence Tibbett.... ... ... .... 5.2
Dorothy Parker..... ............. 8 8. Kenny Baker.................... 37
Claire Wallace. ..o oer . 0 9. John Charles Thomas........... 24
Ablma Kitehell. .. oeeee s 5 10, Felix Knight.................... 14
99.9 95.8
Radio Actress Variety Program
Barbara Luddy............oouaen 162 1. Breakfast Club....c.cvsecrnnan.. 22.6
Helen Hayes................ ..., 15.7 2. Rraft Music Hall................ 21.8
Joan Blaine..................... 123 3, Chase & Sanborn.,.............. 129
Alice Frost...................... 116 4, Bob Hope Show (Pepsodent)..... 9.2
Nan Grey.............onnn 113 5 Good News of 1940.............. 8.1
Gale Page..............ooann 10.7 6. Kate Smith HOUT. . vur oo onn. ... 8.7
Belly Winkler................... 6.9 7. Jell-O (Jack Benny)............ 5.1
Bette Davis..................... 61 8 Texaco Star Theatre............ 45
Madeleine Carroll............ ... 31 9, Club Matinee. ... ..ooooooene. ... 44
Anne Seymour.....vveviinhn 36 10, Town Hall Toni ght
— 2
995 . (Fred Allen}............... ... 4.3
Singer of Popular Songs {Blan) 99.6
Bing Crosby...... ... .......... 33.7 .
Jack Baker...................... 17.8 Radio Actor
Lanny ROSS.....ooovvvuou...... 140 1. Don Ameche.............. ... .. 39.8
Kenny Baker.................... 138 2. Orson Welles.................... 131
Don Ameche.. . . ... ... ... 51 3. Charles Boyer ................. 12.9
Frank MURR. ..o 3G 4. Les Tremayne. .. ...ooooeveenn.n 9.5
Johnny Johnsion................. 2.9 5. Edward G. Robinson............. 5.9
Tony Martin..... e 28 6. Hugh Studebaker............. .. 55
Rudy Vallee..................... 96 7. HEzra Stone.... ... ... ... 51
Don Reid.ounner e e 24 8 Martin Gabel.................... 31
—— 9, Jim Ameche........ e 2.4
995 10. Michael Raffetto................. 2.3
News Commentafor {Man) A
Lowell Thomas. . ...oveveoveenns 37.8 89.6
Walter Winchell.......... .. .. .. 14,1 Quiz Program
H. V. Kaltenborn. ............... 130 1, Information, Please.............. 32.9
Bdwin C, HiL................. T8 2 Dr. L Queeiecoiiiiiieiiiiii 19.9
Paul Sullivan.................... 6.9 3. Kay Kyser’s College of Musical
Jimmie Fidler,.................. 5.8 Knowledee 12.7
L HE e .
e Davis. -+ 54 4 Battle of the Sexes.............. 83
aymond Gram Swing.......... 57 5 Professor QUIZ ...........cc.inn. 7.9
Boake Car K.” """""""""" 3.6 8, What’s My Name?............... 75
Fulton Lewis, Jr.o............... 2.4 7 ASK-TE-Basket . ..o 19
1'66‘6 8. So You Think You Know Music.. 2.6
Announcer ‘ 1%' \é‘?x Pop%‘. e T o f ;
Don Wilson.....ooveoiu e annn. 27.5 o ATUEOT FAISE. oo e -
Ken Carpenter.................. 18.8 09.6
Milton J. Cross........ ... ....... 17.1 ’
Ralph Edwards. ................. 94 Sports Commentator
Bab Brown...... 8T 1. Bill Stern........ ... ... ... 44.3
Harry Von Zell. .. . ... ......... 5.8 3. Ted Husing...................... 23.3
Harlow Wilcox........ . 26 3, Bob Elson,...................... 88
Ford Bond.......... ... ....... 2.8 4, Bob Trout,......... ... ... 5.0
Fregd Uttal...... ... ... ... ...... 2.5 5. Graham MeNamee.......... ..... 49
James Wallington. ... ... .. . ... 2.1 6. Clem McCarthy.... .. ......... 45
JOR— 7. Red Barber.,................ ... 30
99,3 3. Sam Balter....... . . ... 23
Singer of Classicat Songs {Bian} 9, Tom Manning ....... ... 19
Nelson Fddy.. ..., ... ... 428 10. Stan Lomax... .. ..... ...... ... 14
Richard Croohs I —_—
Lanny Ross, 9.4 0994
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POPULARITY POLLS—Coniinued

Serinl-Dramatic Program

One Man's Family.. ............ 36.0
Those We Love................. 12,1
I Liove a Mystery............... 838
Big Sister... . .. ......... .. ... 8.4
Bachelor's Children.. . ... .. 7.9

Aldrich Family........... ... . 75
Valiant Lady..,. ................. 6.1

Guiding Light............... .... 5.9
Vic and Sade.............. R 5 |
Girl Aloene,.,.................... 3.2
90.5
Musicel Praogrom
Ford Sunday Evening Hour.... .. 24.7
Your Hit Parade................ 13.0
Kay Kryser's College of Musical
Enowledge .......c.cove. vt 12.4
Voice of Firestone... ............ 11.0
American Album of Familiav
Music .........coiea i L 9.3
Metropolitan QOpera Auditions.... 8.5
GE Hcour of Charm............. 6.3
Krafi Music Hall. e .. bb
Fred Waring’s Plea*ure Tlme .. 4.3
Cities Service Program.... ...... 4.3
99.4
Audience-Participation Program
Kay Kyser's College of Musical
Knowledge ................... 43.8
Dr. L. Q.oiveeeieii i, ... 160
We, the People,............ .... 7.9
What’s My Name?............... 7.0
Vox Pap..ve-iiiiiiii i 8.4
Information, Please.............. 6.0
Battle of the Sexes..... .. R 1
Hobby Lobby.............. ... .. 30
Ask-It{-Baskef, ........ e .. 28
Professor Quiz.................. 1.8
89.4
Comedign
Jack Benny.........:. .., ...... 301
Bob Hope............... L. 230
Edgar Bergen................... 16.3
Jim Jordan (Fibber McGee),,... 12,2
Fred Allen,.......oc0veeieint 15
Eddie Cantor...,................ 29
Ransom Sherman... ... ......... 2.9
Bob Burns............ ... .. 21
Fanny Brice .................... 1.5
Al Pearce. ....o.viaia ..o 14
99.7
Singer of Popular Songs (Woman)
Kate Smith.............. ....... 185
Naney Martin............ ...... 159
Frances Langford ............... 14,4
Bonnie Baker........ ........... 11.6
Ginny Shmms, .. ... 9.3
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Judy Garland. . ..... . S
Connie Boswell .. ........... - 9.1
. Evelyn Lymne ..... ...... . 54
Bea Wain. . .....-. ... .. . 80
Dorothy Lamour........... L. 2.3
99.7
Dance Ovchestra
Wayne King............-.. .. 2480
Guy Lombarde. ... ..o 21.3
Kay KFSEr .eevivnavonnsrrmrens 16.1
Horace Heidt. ... ..... ..o 104
Orrin Tueker., ... oo 6.9
Clenn Miller.........covveaain 6.0
Fred Waring.... ....... . ....o.- 4.8
Sammy Kaye. . ... c.veeeia 4.1
Fddy Duchin... ..... ... .- 3.2
Bob Crosby..... . o ceroos 2.5
99.6
Children’s Program
The Lone Ranger. ........co.. .- 25.1
Coast to Coast on a Bus.......... 14
Let's Pretend . ....... .o oo 15.1
The Singing Lady............. .- 14.3
Kaltenmeyer's Kindergarten..... 7.6
Little Orphan Annie............ 6.4
March of Games....o.o.. 0o - 5.1
Tom MAX. ..o oviiniei e 4.2
Jack Armsirong. . .............-- 2.8
Horn & Hardart Children’s Hour. 2.7
99.5
Educational Program
Information, Please.............. 23.6
Cavaleade of America, . ... 133
Ameriean School of the Anr ...... 2.1
Nationa! Farm and Home Hour.. 9.2
Music Appreciation Heur,,...... 8.7
University of Chicago Round

Table ... o vt 8.5
World Is YourS...ves voeeeeoroenn 1.8
] R VA 7.6

Ameriea's Town Meeting of the
AR e e 6.0
Amerieans at Wolk .............. 3.2
100.0

Master of Ceremanies

Don MeNelll ... vovrennne. .. 31.9
Don Amerhe.........covieniinnn 20,8
Bing Crosby....ovvvvveeaaiies 14.2
Rudy Vallee..................... 7.0
Clifton Fadiman . ..oeovevirann.. 4.2
Ransom Sherman................ 2.9
Milton J, Cross.......ooovevn ot 2.8
Bob HODE. vvriee e ienicaee e 2.5
Garry Moore. ... 2.3
Lanny ROSS .. ovcrvivnnnven 2.2
99.8
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SIXTH ANNUAL AWARDS OF THE
WOMEN'S NATIONAL RADIO COM-
MITTEE. Announced May 16, 1840,

Forum Discussions
America's Town Meeting of the Air.
University of Chicago Roundtable.
People’s Platform,

American Forum of the Alr,
Nationzl Radio Forum.

Educationai Programs
National Farm and Home Hour.
Americans at Work.

On Your Job.

Religiouws Progroms
Dr. Harry Emerson Fosdick’s National
Vespers,
Church of the Air.
Catholic Hour,
Hymns of All Churches.
Religion in the News.

News Commentaiors
H. V. Kalienhorn.
Lowell Thomas.
Raymond Gram Swing.
Elmer Davis.

News Services

Associated Press.

United Press.

(Commended for their unbiased presen-
tation of the news).

European Broadcasts
News from Europe.
World Today.
News Round-Ups from Abroad.

Dramatic Programs
Lux Radio Theatre.
Columbia Workshop.
Campbell Playhouse.
Great Plays.

Evening Drumatic Sericls

One Maw's Family,
Aldrich Family.

106

Ouistanding Daytime Program
Gallant American Women,

Variety Programs
Chase & Sanborn Preogram (Bergen-
McCarthy).
Good News of 1940.

Quiz Programs

Information, Please,
Professor Quiz.

Best Sponsored Programs of Serious
Music

Ford Sunday Evening Hour.
Metropolitan Opera Auditions.

Best Sustaining Programs of Serious Music
NBC Symphony.
New York Philharmonic Symphony.
Wallenstein’s Sinfoniefta.

Light Blusic

Voice of Firestone.
(Cities Serviece Concerts,

Children’s Euterteinment Programs

Let's Pretend.
Ireene Wicker’s Stories.

Childrew’s Educational Programs
School of the Air.
Musie Appreciation Hour (Dr. Walter
Damrosch).
Cavalcade of America.

Best Single Programs

1. Broadeast by Xing George VI,
Prime Minister Chamberlain, and Pres-
ident Roosevelt on Sept. 3, 1939, announc-
ing the outhreak of the war.

2. Account of the scuttling of the Graf
Spee, )

3. International broadcast in which the
Queen of the Netherlands and President
Roosevelt participated on March 18, 1940.
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"FORTUNE"” SURVEY OF PRESS AND RADIO

The following sample of public opinion is taken from the Fortune Survey, published
in the August, 1939, issue and herewith reproduced hy permission of the editors. The
text accompanying the tables is exactly as it appeared in Fortune,

Fortune Surveys are based upon research work conducted for the magazine by the
firm of Elmo Roper.

From which one source do you get most of your news about
what is going on?

Upper Lower
middle middle
Total Prasperous class class Poor Negro
Newspaners «.eveeeenes 63.8% 70.7% 70.0%% 63.6% 58.1% 51.6%
Radio ................. 254 17.8 21.0 26.8 3L3 283
Friends ...ociviiniaan., 34 1.t 1.2 2.5 4.8 12.2
Both ...........ol, 3.1 4.0 3.5 3.1 2.7 1.4
Magazines ............. 23 4.5 2.7 1.9 1.3 3.1
All other.............. 13 1.2 11 L5 1.0 1.5
Don’t know............ o Vi .5 6 8 1.9

“Here a cloud, no bigger than a man’s hand, shows itself above the horizon. True,
the newspaper lead is ample; but there is good cause for concern on the part of pub-
lishers in the fact that nearly two-fifths of the nation has found it can get most of its
news without turning to newspapers; and that one-fourth relies most heavily on radio—
an entertainment medium to which news transmission is admittedly a byproduct.

“Radio’s inroad deepens from top to bottom of the economic seale, taking in nearly
twice as many of the poor as of the prosperous. {(The impecunious Negro depends on
newspapers less than all others, more on the gossip passed on by ‘his friends.) By
occupation, there are marked preferences, Executives, professionals, and retired people
rely on newspapers even more heavily than do the prosperous; unemployed and students
rely on radio even more than do the poor. Perhaps the most significant variations in
preferance are those registered by three geographical sections:

Northeast Southwest Pacific Coast
INL300T o3 oY U 65.5¢% 63.5% 56.8%
Radio ..iie it et e i e, 27.4 18.8 33.1
5703 > 2.2 18 3.8
B entS tvrreeiiie e raniinesnotnenennias 18 11.2 1.6
All other answers..........civeiiieeannan, 3.1 47 49

“In the Southwest the gabby neighbor is more than three times as potent a news
source as in the countiry as a whole. In the Northeast, seat of most of the hation’s great
newspapers, the press scores its highest popularity (and radio, too, rates better than
average). But on the Pacific Coast the percentage favoring radio is greater than for any
other region, or for any economic or occupational group. As we shall see, the press of
that region js held in relatively low esteem on many counts.

“There is oneé more reason why the publishers should ponder well the growing
rivalry of radio: while the §3.8 percent who still favor newspapers are a plump majority,
they are not a contented majority. They don't like some things about the press; indeed,
many of them compare newspapers unfavorably to radio,

Which of the two—radio or newspaper—does the better job?

Newspaper Radio DBothsame Don’t know

Gets news to you more quickly........... 12.9¢ £3.0% 2.0 2.1%
Gets news to you more fully............... 78.6 13.2 3.8 3.4
Gets news to you more accurately......... 38.3 38.0 16.6 7.1
Gives you news freer from prejudice...... 17.1 49.7 18.3 149

“On the obvious scores of speed and completeness, there is little to be said. The
public’s atfitude is a reflection of radio’s own slogan, following its delivery of a news
flash: ‘For further details see your local newspaper.! The overwhelming majority accept
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FORTUNE SURVEY—Continued

that complementary relationship, and it is surprising only that sc many consider the
newspaper iaster (e.g. 20.6 percent of Negroes) and radio news more complete (18.5
percent of the poar).

“By economic status, these answers generally followed the curve established in
Question I—ie, the higher the bracket, the higher the regard for the press—with one
conspicuous exception: on the questicn of prejudice, the prosperous, who rely on the
press more than do the poor, were even harsher in their judgment; 52 percent consid-
ered the radio freer of prejudice. Again the regional differences are eloquent. For
aceuracy, the Southwest gave the press the highest vote, 45,2 (to 26.5 for radio); for fair-
ness, the best the press could draw was 21.3 (fo 41.5) in the Southeasl. On both counts
the Pacific Coast again registered its poor opinion of the press: only 29 percent consid-
ered the newspapers more accurate; only 6.2 percent rated them freer of prejudice.

“The total figures on belief in accuracy and fairness become more sobering when
it is considered that 63.8 percent of the people rely on newspapers for most of their news,
Of those newspaper adherents, nearly one-third consider the bLroadcasts more faithful
to accuracy, and two-thirds consider them more faithful to justice. ‘That leads to an
all too easy assumption that people resort to newspapers not for betfer news, but simply
more news, and that if the broadcasters could supply more complete reports, they would
capture a correspondingly greater following, The assumption is too easy because of the
differences inherent in the handling of news over the air and on the printed page.

“Radio news is of three kinds: (1) bulletins, mostly composed from dispatches of the
Agsociated Press, United Press, International News Service, or Transradio Press; (2) com-
mentaries, delivered by men like Lowell Thomas H. V. Kaltenborn, Edwin C. Hill, et ¢l.;
(3} ‘special evenls’ c¢r spot-news coverage like play-by-play sport reports, public cere-
monies, important speeches like “fireside chats’ of the President or addresses by European
stalesmen, running descriptions at disaster scenes. This on-the-spot news (often very
voluminous) gives radio listeners a kind of coverage that the newspaper medium cannot
match. In handling the hulletins, which are abridged versions of the very same material
that the newspapers print, radio confines itself to the naked, irrefutable highlights of the
news. It shuns speculative material and tries to ulilize the ample time advantage that
it has over newspapers in order to verify unconfirmed details. It geoes out of its way to
avoid expressing any opinion on controversial questions. Whether or not in fear of the
Federal Communications Commission, radic strains for complete impartiality on the air.
The press, on the other hang, is willing {o stick iis neck out. It goes In for detailed
accounis, editorial interpretation of the news, political reporting where facts are subject
to confusing pressures, and sells itself with sometimes overweening headlines, It is pre-
cisely in that area that the hazards of inaccuracy and alleged unfairness lie, If radio
should fry to match the press’ kind of delivery it would naturally incur the same haz-
ards. Meanwhile its reputation for high credibility stands.

Whieh do you like best?

Tolal Men Women Prospetous Poor
Radio commentators............... 39.3% 36.4% 42.1% 34.0¢%, - 43.6%
Newspaper Editovials.............. 25.9 207 22.0 33.0 19.8
Newspaper columruists. ....... ... 10.7 11.4 10.1 17.3 7.5
No choice....... .. ..... ... . ....... 184 176 19.3 13.5 22.6
Don't know. .. .. e e ie.... BN 49 6.5 2.2 6.7

“and so it appears that radio is the U. S. public's preferred sourece of news interpre-
tation, Indeed, the radio comnientators are more popular than the editorial writers and
columnisis combined. Even the prosperous, who give the editorial wrilers a larger vote
than any other economic group, prefer the commentaiors by a shade: while the poor
faver the radio pundits six to one over lhe columnists. The commentators ranked first
of the three In every section of the couniry, and among all occupational groups except
professionals, executives, and retired people—who sland loyally by the préss on nearly
all questions. Among classes of newspapers, only the Scripps-Howard readers, who like
their columnists far more than the average (19.5 percent against the national average of
10.7 percent). give a decisive majority to edilorial writers and columnists combined over
the broadeasters. Recalling onece more that nearlv two-thirds of the populace rely on
newspapers for their news, let us now see what happens when an outright choice must
e rmade.
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FORTUNE SURVEY-—:(:OJlt]ﬂLied

If you heard conflicting versions of the same story from these
sources, which would you be most likely to believe?

North- South- Pacific
Total east west Coastl
A radio press bulletin..... 2277 . 28.8% o 189% | 55 40 1015 o
A radio commentator...... 17.8 % W03% g5 }47‘”% 115 ;27'4 293 4%
An authority you heard i
speak .......iiiieaaa... 13.0 13.5 12.0 7.5
An editorial in a news-
PADEL ... 124 ) 148 ) 112 13.7
A news item in a news- [ i |
PAPET vivvvrnr e, 111 1269 83 '257 172 314 42 ;229
A columnist in a news- [ | | !
PAPRT .. veieiii i 14} 26 30 ) 48 |
Depends on paper, writer,
speaker ........iiiaiin. 11.8 7.9 113 26,1
Dont know................ 8.2 5.6 17.9 4.1

“There, perhaps, is the most painful set of answers that the press must swallow from
its public. For reasons implicit in Question II, it may be an unjust answer, as much
denoting an inappreciative body of readers as an inadequate press, However, that
extenuation cannot completely explain away the weak hold on the public of the editorial
writer and the columnist, (Of income groups the prosperous alene kept faith in the
editorial writer over the commentator.) Even In the Northeast, where the press is
relied on most heavily as a news source, only one-fourth of the people would take the
word of the newspaper against the field in a dispute, The Southwest, which gave the
press [ts highest vote on accuracy, alone {avored the newspaper over radic, It is heavily
undecided, with a great body of ‘don’t knows' contributed to by puzzled Negroes. But
those with opinions would believe the newspaper version of a story rather than the
radio; and the news item ahead of all comers. On the Pacific Coast we encounter once
again the public’s extraordinary discontent with its press. The people there register a
heavy preference for the radio commentator; but more than one-fourth skeptically with-
hold their avowal of confidence in any news source until they know exactly who asks
for it.

“Deserved or not. here is evidenced of newspaper unpopularity.

Do you believe the government should own or more closely

control—-
The electric The Radiec broad- The
utilities raflroads ecasling  newspapers

(48 . 5 15.049% 13.0% 469 2.6%
More closely control...................... 20.2 18.0 142 10.3
Leave alone ..........ueeeiiinnn, 48.0 29.0 58.8 73.6
Don’t know. . ... i 16.8 19.4 124 12.5

“These figures echo the answers to similar questions in the Survey for June, 1933,
adding up to a distinct ‘hands off radio’ and an even more emphatic ‘hands off the
press.” Here are the answers as to newspapers, by income groups:

Upper middle Lower

Prosperous class middle class  Poor Negro
L« l14¢, 17% 2.8% 4.6 12.5¢
More closely contrel............... 5.9 7.3 10.5 111 20.7
Leave alone. ...........ocvvien e 87.4 829 76.2 67.3 36.3
Dorm’t know.....oovve e, 5.3 8.1 105 17.0 30.5

“The Negro's is the only quavering voice in an otherivise booming chorus. Reasons
tor his lack of enthusiasm are not difficult to find. Answers to other parts of the ques-
tion show that he is more in favor of government control of other industries than are his
poor white neighbors, The government has shown attention to his needs during these
recent years, so the government may be locked to again. Moreover, the Negro can
hardly feel much interest in the white man’s press; he seldom appears in it unless he is
in trouble. Other breakdowns show that in every region of the country, in communities
of every size, among readers of every Kind of paper, the overwhelming majority says

LT

‘leave newspapers alone’.
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VARIETY SHOWMANSHIP PLAQUES

Since 1933 Variery has made periodic (usually annual) surveys of the local show-
manship displayed by radio stations. These surveys have been restricted to cities where
two or more radiop stations gperate in commercial competition.

An outgrowth of the surveys is the newer annual award of showmanship plagues
(see facing page for facsimile reproduction) which have been presented since 1936 to the
stations under the categories listed below (brackets indicate duplicate awards in any

given year).

SPECIAL AWARDS

RCA-NBC ({for
program pioneering”).

“television

1939...o Lucky Strike (for “consistent
sponsor showmanship®),
Lever Bros. Co. (for “Lux
Radio Theatre”; “Big
Town” with Edward G.
Robinson and Claire Tre-
1938....... vor; and the Al Jolson
program),
Atlantic FRefining Co. (for
“good taste in radio com-
mercials”).
PRCGRAM ORIGINATING STATION
1939, ....... KMRBC, Kansas City, Mo.
1938........ WLW, Cincinnati, O.
1937, ....... WXYZ, Detroit, Mich.
1936........ WLW, Cincinnati, O.
PRESTIGE SUBSIDIARY STATION
1939 § WSNM, Nashville, Tenn,
"""" { WRVA, Richmond, Va.
1938........ WTIC, Hartford, Conn.
1937 { WOW, Omaha, Neb,
"""" { KSL, Salt Lake City, Utah.
1036 WHAM, Rochester, N. Y.
"""" WHAS, Louisville, Ky.
FARM SERVICE STATION
KDMA, Shenandoah, Ia.
1939...... .« 3 WNAX, Yankton, 8. D,
WBT, Charlotte, N. C.
1938........ WSM, Nashville, Tenn.
1937 KMMJ, Grand Island, Neh.
"""" WDAY, Fargo, N. Dak.
1936 §y WHOQ, Des Moines, Ia,

""" ** | WL, Chicago, 111
NETWORK-OWNED STATION
1939........ WRC-WMAL, Washington,D.C,

1638........ KNZX, Los Angeles, Calif,
1937 WBT, 'Charlotte, N. C,
"""" -} KHJ, Los Angeles, Calif.
1936........ KMQZX, St. Louis, Ma.
NEWSPAPER-OWNED STATION
1939 WML, Memphis, Tenn,
"""" KFBK, Sacramento, Calif.

1938........ WWJ, Detroit, Mich.
1937 { WDEJ, Roancke, Va.
"""" { WEAA, Dallas, Tex.
1936........ WKY, Oklahoma City, Okla.
PART-TIME STATION
1939........ WESUN, St. Petersburg, Fla.
1938........ No award.
1937....h0.. No award.
1936........ WHB, Kansas City, Mo.
FOREIGN-LANGUAGE STATION
1939........ No award.
1938........ WOV, New York City.
1937........ CKAC, Montreal, Que.
1936........ WBNX, New York City.
SOCIAL SERVICE STATION
1939, ....... KOIN, Portlznd, Ore,
1938....... . WHA, Madison, Wis.

{ KSTP, St. Paul, Minn.

1987 .0ne | WSMB, New Orleans, La.
1936........ WEVD, New York City.
SPORTS STATION

1939........ WWSW, Pittsburgh, Pa.

1938, ....... No award.

1937.... ... No award.

1936........ WIND, Gary, Ind.

NATIONALLY EXPLOITED STATION

1939........ WLW, Cincinnati, O.

1938 WOR, New ¥York City.
"""" WEFBR, Baltimore, Md,

1987........ No award.

1936........ WCKY, Cincinnati, O.

COMMUNITY EXPLOITED STATION

1939........ KTSA, San Antonio, Tex.

1838........ KVOR, Colorado Springs, Colo.

1937 { KWK, St, Louis, Mo,
"""" { WGN, Chicago, 111

1936........ KFFPY, Spokane, Wash,

CANADIAN STATION

1939........ CFCF, Montreal, Que.

1938........ No award.

1937........ No award.

1936...... ..CFRB, Toronto, Ont.
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FAMILY SET OWNERSHIP: URBAN AND RURAL,
AS OF JANUARY 1, 1938

—Urhan*—, ill ‘otnl Rural—~ ~——Total—

1938 Percant ’_‘ all’%fnseln? FG&EI“"I.’X:!}[;;P’—'{Q;; Fegent—\ 1933 Porfent.

STATE. Radio Owner- H'gd!n Owner-  Radio Owner- Radle Owner- _Radio Owner-
Alabam Families. shin,  Families. ship, Families. ship, Families, sbfp.  Families, ship.
Al—}zoma -------------- 154,600 75 90,400 59 180,200 &2 22601 48 Bid 0 56
Arkansas T 3100 g9 33,100 72 13,400 64 46,501 69 79,600 77
California . 7 C 83,100 78 57,500 55  1uvzuy ¥ 16b,y00 43 ¥5aBUU bl
Colmadla .............. 1,287,100 94 275600 97 157,100 96 432,700 Y6 1,718800 U5
Comlecto FERRERLEERRRTER 138,200 91 53,100 81 42,200 60 95,300 70 233,500 81
Del leut e 281,400 92 102700 93 16060 85 120,500 92 402,100 2
AWATe | wieses i 30,860 S0 17.900 B4 2100 76 26400 Bl ST.G00 26

Distriet of Columbia

2 .. 152800 91
istrict 162900 91 L. L. .. L 152500 9

189,500 80 79,300 59 99100 42 108400 53 297900 67

Eie?fgm 180,500 74 90,400 55 ag 500 32 190,300 40 370,800 52
ms” < 34,200 080 3¢,600 81 33900 1T1 64500 75 ug,700 B0
! inois .. 1,426,600 93 243,000 86 182,500 T3 434,500 86 1,857,100 9
Indlana ) 480,300 92 173,00¢ 90 163,500 74 336,500 B2 BIEB00 87
OWA i 262,500 93 139,700 86 175600 T4 315,300 TH 577,800 &5
Kansas 189,300 93 97,500 78 81000 47 198,500 60 367,800 T3
Kentucky .............. . 209,600 86 121,600 70 164,700 $6 286,300 Gl 484,900 70
901?“"&“3 ............... 168,100 78 56,300 51 73,000 40 120,500 44 297,400 S8
Maine ... L, 9,700 81 85,300 94 36,100 86 121,400 91 201,100 N
Maryland 235100 90 89,000 84 41,000 97 130,000 82 355,100 87
Massachusetts 812,100 92 83,300 96 18,800 ¢4 107,100 86 1,019,200 92
Michigan 771,100 93 189,900 93 161,200 ¥5 351,100 89 1,122,200 Y2
MMinnesota 309,300 93 104,100 §3 143,500 71 247,600 77 556,900 85
Mississippi . . 61,600 71 42,600 51 Y300 31 142400 33 207,000 42
Missouri ....... 525,600 94 154,800, 76 142,400 47 297,200 5% 22800 77
Mentana ...,............. 44400 of 32,800 78 37,400 14 70,200 75 114,600 81
Nebraska 120,100 93 72,200 82 91,800 63 164,000 74 234,100 81
Nevada .................. 11,000 92 13,600 97 3400 48 17,500 97 23,500 Y5
New Hampshire....... .. 69,700 41 39,000 01 15,700 ©% 94,700 93 124,400 92
New Jersey...... ....... 845400 94 149,300 52 27,800 90 177,100 91 1,022,500 Y3
New Mexico,............. 23,700 88 23,100 59 19,500 43 38,600 a1 62,300 81
New York........ ...... 2,623,300 93 353,600 93 155400 84 509,000 80 5,132,300 93
Norih Carolina........... 161,900 79 101700 54 145000 42 246,900 47 408,600 55
North Dakota............ 26,200 94 32,806 73 60,6560 73 93,400 73 119,600 77
Ohio .....uivvviiieinnn... g3 207,900 & 213400 385 511,300 vl 1,641,500 92
Oklahoma ......... 87 109,800 T4 142,000 U ©51,800 65 454,300 T3
Oregon  .......... . ; 04 76,400 98 62,000 97 138,400 §7 2854006 95
Fennsylvania 92 495709 &8 156300 78 652,500 85 2,206,40¢ 90
Rhode Island 92 10,300 94 2700 90 13,000 93 155,500 92
Southh Carolina 70 §6,600 58 71,200 §7 137800 45 207,300 51
South Dakota............ 31900 03 30,100 B3 63,100 73 101,200 76 132,900 &0
TENNessee ............... 211260 32 - 101,300 76 147400 50 248,700 5% 455,906 &7
TOXAS v cvvreririnnnnes o 556,200 84 ~ 109,800 67 277,500 50 477,300 56 1,033,500 68
Utah ..o 61,800 91 29500 8¢ 15,700 50 48,200 49 111,060 90
Vermont ................ 30,000 91 35,600 54 23,000 82 2BG00 89 84,600 90
Virginia ................. 178,800 82 115200 65 106,200 49 221400 56 400200 65
Washinglon . ... ...... 254400 94 107,400 S5 81,500 97 198900 96 443300 U5
West Virgimia ., .. ... 111,800 86 158,200 &4 78,300 80  2:5,500 2 148,300 4
Wisconsin .. ............ 377.000 93 110000 B0 1255700 65 135700 71 &IZT0D B
Wyoming ..... eee....... 18,100 90 19,700 26 12800 63 31,700 75 49,500 BU

GEOGGEAPHIC DIVISIONS

New England............ 1515400 92 361,200 94 114,300 88 475500 92 1980,900 82
Middle Atlantic ........ 5,092,600 03  HOB.GO0 B0 340,000 32 1,338,000 83 6,361,200 92
E. Northh Central....... .. 4,185,200 93 1,018,800 90 B45,300 77 1,865,104 83 6,050,300 Y0
W. North Central........ 1364700 93 639,200 Bl 758,000 G2 1,397,200 69 2,861,900 80
South Abtlantic ......... 1900800 82 718100 66 579800 45 1297800 52 2598700 65
E. South Central ........ 535,000 80 355900 G5 5342100 <5 GYS000 H1  1,53T.000 60
W. South Central, .. .. 1014000 83 423400 €4 601,700 48 1.025100 53 2,040,000 65
Mountaini .......... .. seis00 90 235500 7€ 178.000 &6 413500 72 778,000 80
Pacific ....... o .........15%8500 91 459400 YT  S006U0 95 760000 U6 2,448,500 55

U, 8§ totals. ... .. 17195600 w10 5210100 80 2260800 Y BATOHOD 6Y 26,606,500 A2

* Auto radios and all other extra sets excluded.
7 Viliages are communities with less than 2,500 population,
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ESTIMATED SET OWNERSHIP: JAN. 1, 1940

(Thesc estimates were made by the publication “Radio Today™)

U. 8. homes equipped with radios. ... . ... .. i i e 28,700,000
Additional sets In above HOmMIBS . ... ...t i e s 9,200,000
Battery portables. .. ..t e e ) gO0,0UO
AUEO-TAAIIS © v et ittt ittt et et e e et e e s 6,300,000

Total U. S. 80 OWINCES D . . ..o i e e 45,300,000

ESTIMATED RADIO RECEIVER SALES: 1939

(These estimaies were made by the publicalion “Radio Today’”)

Average

Retail

Type of receiver Number v of Total Value

Radio Consoles....... ... ... .. .... ... .... 1.500,000 211 561

Radio Compacts. ... i i cun.. 4,550.000 50.5 16

Table Combinations. ............... ..... 250.000 2.8 30

Console Combinations. ................... 200,000 2.2 100

Portables .........viiiiii i 900,000 10.0 24

Auto-radios .. ... .ee. e a0, 1,200,000 13.3 40
Total Sales, ......................... 9,000,000

BASIC DATA ON RADIO OWNERSHIP AND
LISTENING: AS OF JANUARY 1 1938

The information below is from a study issued in 1939 by the Joint Committee on
Radio Research, which is composed of equal representation from the Association of
National Advertisers, the American Association of Advertising Agencies, and the Na-
tional Association of Broadcasters.

Rural. Urhan. Combined.

Total U. S. families. ... ,.... 13,721,000 (100%%) 18,920,000 (1007%) 32,641,000 (100%)
Total radio families,........ 9,470,900  (69%,) 17,195,600 (917%; 26,666,500 (B2%)
Radio homes with twg or

moere sets................ 549,312 (5.8%+) 3,404,720 {18.8%*) 3,954,041 (14.B%p*)
Median number of years

radia families have owned

sels ... T years 8.2 years 7.7 years
Radio families owning an

automeobile .............. 7,775,609 182,17 %) 11,675,812 (67.9%*) 18,451,421 (72.99:*)
Radio families owning an

auto-radio ............... 1,269,101 (13.4%*) 38,370,338 (19.6%*) 4,639,438 (17.4G%%)

Radio families listening some-
time daily:
Average weekday.... B8438,5072 188.1¢.*) 13,825262 (80.4%*) 22.263,834 (83.55,%)

Saturdays ........... 8,315,450 (878, *) 13,188,025 (76.7%:*) 21,504,475 (80.6%*)
Sundays ............. 8,163,916 {86.2%*) 13,189,025 (76.7%*) 21,352,941 (80.1%*)
Average 7 days...... 8,381,746 (88.59%*) 13,722,089 (79.8%*) 22,103,835 (82.9%%)

Median hours of daily use
of radio:
Based on all sets
owned ............. 4:47 hours 4:08 hours 4.22 hours
Pased on sels in use
some time during
the tofal day....... 5:18 hours 5:;12 hours 5:14 hours

* 1009, =all radio homes.
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REVENUE &5

BROADCAS'|
Compiled by the Federc

A. REVENUE FROM THE SALE OF STATION TIME:
(1) Network :
Sale of Station Time to Major Networks. . ..........o.....L. !

Sale of Station Time to Regional Networks..................
Sale of Station Time to Other Networks and Stations......... ‘

B ) ‘
Deduct Portion of Sales of Network Time Paid to Networks ar
LY 5 1] s - |

Actual Total Derived from Networks.......... .. ..o, . |

(2) Non-Network
Sale of Station Time to National and Regional Spot Advertisers |
Sale of Station Time to L.ocal AAVETtSErs. « . ... vvmneennreenns. :

~B. REVENUE FROM THE SALE OF NETWORK TIME:
Sale of Network Time to Advertisers.........ooiviiiveiniiionn.. 3
Sale of Other Network TImme. c o vr v e enmeieaesreieraren et anaannns ‘

Total Sale of Network Time. ..o ittt rnennnnnrrnaran |

Deduct Payments to Stations. ...y |
Deduct Payments to Canadian and Extra-Territorial Stations....... |

Actual Total Retained by Networks....oovveiiiiiii s |

GRAND TOTAL SALE OF 1930 TIME.......ucoveeianannnns
Deduct Commission to Agencies, Representatives, Brokers, etc......

Net Rewvenue from Sale of Time.. ..o vieiiiiiiinis !

C. REVENUE FROM INCIDENTAL BROADCAST ACTIVITIES
Sale of Talent Under Contract.....v.vioerriveranenerreasnnaaeans !
Commission, Fees, and Profits from Placing Talent................ |
Sundry Proadeast REVENUES . s« n v v e s rernrrsenrennnaeee e |

Total Broadeast RevVele.. « v orertae s nmanrneaoanrecssans ‘
D. TOTAL BROADCAST EXPENSES.. (i )
L. BROADCAST SERVICE INCOME. . ..coviviiiirieinaanaaeas |

* Stuttons licensed to major networks, and those licensed to others but mancged i}
major networks as to programs, time, or sales. One station less «fter Nowv. 27, 1930.
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f
)

IME SALES

d
ICOME: 1939
| mmunications Contnission
23 Managed 682
Operated Qther Total 705 Grand
Networks Stations®| Stations Stations | Total 1939 1938
$5,791,030| $16,700,911 $22,500,941
........ 1,139,244 1,139,244
........ 473,943 473943
5,761,030 18,323,098 24,114,128
5,451 738,108 743,559
5,785,579 17,584,900 23,370,569 | $23,370,560 || $20,411,963
5,667,105 24,804,948 30,472,053 | 30472,053| 28,109,185
3,031,217 | +33,784,557 | 36,815,774| 36815774 || 33,402,801
61,599,851
1,021,838]
62,621,689
23,370,569
441,490
38,809,630 38,809,6301 35,455,510
129,468,026 || 117,379,459
9,277 959 1,228,609 6,398,846 8,127,455| 17405414| 16,487,200
29,531,671 13,255,292 69,275,649| 82,530,941 112,062,612 100,892,259
1,150,928 879,535 3044084 4,524,219 5,675,147 6.081 344
1,009,260 27,527 82,735 110,262 1,119,522 e
2,199,359 459,096 1,866,128¢F 2,3252241 4,524,583 4 384,775
33,891,218 14,621,450| 74,869,196] 89,490,646| 123,381,864 1| 111,358,378
28,259 990 9,192,526 | 62,337.404| 71,529930| 99,789920| 92,503,594
5,631,228 5,428,024 | 12,531,792 17960,716| 23,591,944| 18,854,784

t Since stations with revenue of less than $25,000 for the year were not required to
nort details, this figure may include some amounts for national and regional non-net-
vk business and some amounts for network business. Howewver, the greater portion of
2 revenue for thege stations is from time sold fo local users.
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RADIO TIME SALES: 1939, 1938, 1937
{At One-lime Card Rates)

1939 1938 1937
Network Sales................. e $83,113,801 §71,728,400 $69,612,480
National Spot Sales...........coovunnnn 58,000,000 35,100,000 28,900,000
Loeal Sales ..........coviiivrnninrnnnn. 46,000,000 41,700,000 16,000,000
Approximate Tatad ................ $167,100,000 $148,500,000 $144,500,000

(Note: The figures for gross national spot and local time sales are projections on
Federal Communications Commission reports. The FCC computes sales in these cate-
gories as “net’—that is, after fregquency discounts have been subiracted [see pages 114-
1151, Naturally, some margin of error must be allowed in augmenting a “net” back into
“gross,” and the ahove figures therefore are nothing more than estimates, For purposes
of this compilation, it was assumed that the FCC figures are about 20% below “gross”
figures. The time sales for 1937 and 1938 have been revised upwards, and are therefore
somewhat higher than the figures for the same years appearing in prior issues of this
publication. This revision was made on the grounds that prior estimates were much too
conservative, mainly as regards the volume of local sales. Network “gross” figures are
exact totals, computed by the networks themselves,)

Comparison Between Major Media: 1939, 1938, 1937

1939 1938 193%
Radio Broafleasting . ................... $167,100,000 $148,500,000 $144,500,000
National Magazines .,............... ... 151,484,530 148,520,420 169,764,913
NeWSPAPEES . .. .iiteinnnr o snrseasenn 552,000,000 544,000,000 £30,000,000

(Note: Gross space sales for magazines were compiled by the Publishers’ Informa-
tion Bureau, Inc. Magazine revenue includes the revenue of “American Weekly” and
“This Week.,” These two publications accounted for $12,276,384 in 1937, $8.993,618 in 1938,
and $9,918,708 in 1939. Gross newspaper advertising revenue is frem ecstimates by the
Bureau of Advertising, American Newspaper Publishers Association. This estimate
covers national and local [including classified] revenue of U, S. English-language papers.
The 1839 figure may be broken down thus: national advertising, $152,000,000; local adver-
tising, $400,000,000. The comparable 1938 breakdown wouwld be: national advertising,
$148,000,000; local advertising, $396,000,0800.)

NETWORK GROSS TIME SALES

The following income by years is computed at the gross card rates before agency,
or other discounts. In the case of the National Broadcasting Co.,, the Red and the Blue
network grosses are combined:

NBC CBS Mutual
1927, e $3,760,010 e
1928, .. e 8,780,333 $1,64786¢0 L.
1929, . ... ... ... 14,310,382 4785981 L
1830, ... ... 20,088,887 7,605,208 ..
1931, ... ... il 25,607,041 11895083 L.l
1932, ... 26,504,891 12,601,868 ..
1933, .. 21,452,732 10,063,566 ...,
1934.......... e 27.833,616 14,82584 ...
B5..o 31,148,931 17,637,804 *$1,293,103
1936........... Cee.... 34523950 23,168,148 *1,884,615
1937, ... S ........ 38,631,286 28,722,118 2,239,076
1938, ........ .. oo 41,462,679 27,345,387 2,020,324

1939. ... ... 45,244,354 24,539,665 3,329,782

* Note: {n 1935 and 1936 Mutual computed its inceme as net and not as gross.
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MILLIOAS OF DOLLARS

EXPENDITURES FOR NETWORK RADIO BY
INDUSTRIES: 1930-1939

By Dr. Frank Stanton

Director of Research, Columbia Broadcasting System

The steady increasc in advertising dollars invested in network broad-
casting during the past 10 ycars is most striking. Year by year (with the
exception of 1933) total expenditures on nation-wide networks for time
alone have increased from $27,000,000 in 1930 to over $83,000,000 in 1939—
an increase of 210% in 10 years. This overall growth is the more remark-
able when onc considers that the climb was virtually constant all through
the depression years.

Drug-Grocery Preponderence

The composite trend s particularly interesting when one examines the
parts played by the varions industries in building this swiftly-rising curve.
The preponderant factors in the increase have been the items falling within
the two broad classifications of grocery and drug lines (which are the heav-

iest advertisers in all major media},
proportionately about twice as important now as they were in 1930,
1939 grocery and drug lines accounted for more than cight out of every 10
dollars spent for network radio tinie: back in 1930, four out of 10 dollars

went into these same categories.

In combination, these two groups are

In

The dollar volume for the grocery and
drug line has gone from $11,948,641 in 1930 to $70,812,400—a jump of 492%.
(Coniinued on page 120)
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ANNUAL TIME EXPENDITURES* FOR N;“

(See accompanying 1,

1930 1931 1032 193

GROCERY LINE......... $5,797,114 $10,376,904 $12,416,819 $10,49!
Foods and Food Bev- ;
ETALES .. ........... 5,264,116 8,957,021 11,297,227 9,48B¢

Soaps and Household ‘
§upplies ............ 532,008 1,419,883 1,119,592 1,01¢;
Wines, Beer and Liquors  ......  ......  ...... o
DRUG LINE............. 6,151,527 12,837,703 16,406,587 12,102%

D‘rugs, Toilet Goods... 3,236,343 6,106,667 8,526,268  7,96(;
Cigars, Cigarettes, To- i

baACCs .\ rrrrnnr... .. 2,076,114 5,371,117  6,245223  2,00¢;
Confectionery, Gum, Ice f'
Cream ............. 839,070 1,359,010 1,635,006 1,227
AUTOMOBILE LINE.... 2,850,752 2,497,260 4,242,425 5,007/
Automotive ........... 1,355,414 1,313,923 1,939,004  2,31€]
Lubricants, Petrol. Prod 1

and Fuel............ 1,495,338 1,183,346 2,303,331  3,58¢]]
FURNITURE AND |
CLOTHING LINE..... 4,447,234 3,542,367 1,214,724  1A40¢

R adios, Phonographs i
and Musical Instrs... 2,402,508 009,057 167,757 5932,
House Fuarniture and

Furnishings ........ 629,283 795,841 255,672 40C,
ShoesandLeather :
Geods ............. 834,392 1,261,430 396,151 g
Clothing and Dry Goods 581,051 575,139 395,144 405"
ALL QTHERS.........., 7,569,119 6,537,756 4,826,221 1,60(§i

Pinancial and Insurance 1,209,644 1,493,351 1,251,977 669;]
Stationery, Publishers.. 1,421,922 1,359,001 750,298 193ﬁ
Travels, Hotels, Amuse- 1

ments .............. 1,359,618 170,821 41,551 1233
Machinery ........... 910,151 727,041 657.615 44|
Paints and Hardware. . 198,696 727,243 435,955 150)
Jewelry, Silverware.... 432,049 113,770 150,638 24
Miscellaneous ......... 2,037,039 1,946,529 1,538,187 38«‘!1-|

|
k
TOTAL.......... $26,815,746 $35,791,999 $39,106,776 $31’516F

Source: Data compiled by CBS Research Division from Publishers’ I
mation Burean Annual Reports. _

* Gross facility costs oniv; costs for talent not incinded. |
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DRK RADIO BY INDUSTRIES: 1930-1939
25 1174-120)

1934 1935 1936 1937 1938 1939
1,128,604 $15,740,839 $18,569,931 $23,654,678 $29,720,893 $34,443,147

1,661,679 13,031,268 14,923,017 17,811,555 21,774,705 24,649,778

2,003,678 2,452,523 3,513,622 5,785,103 7,618,951 9,783,625
463,247 257,048 153,292 58,020 327,237 9,744

3,393,266 20,739,628 22,052,068 27,100,616 30,240,224 36,369,253
4,024,099 15,912,898 16,060,113 18,687,168 19,443,574 22,425,671

3,181,988 3,481,038 4,602,153 6,777,042 8,780,469 11,668,090

1,187,179 1,344,792 1,389,802 1,636,406 2,016,181 2,275,492

6,755,833 7,938,125 9,730,466 10,838,505 7,002,432 7,354,862
3,772,486 4,227,046 5,439,502 6,883,685 3,904,468 3,079,259

2,083,347 3,711,079 4,290,964 3,954,910 3,187,964 4,275,603
1,451,427 2,005,055 2,241,013 3,404,339 2,007,357 1,908,840
656,090 1,081,460 1,360,800 2,096,582 1,065,515 860,724
417,065 506,596 561,539 1,018,654 615,342 499,032
39,660 73,229 117,329 185,142 243,884 295,165

338,612 343,770 201,345 103,961 82,616 253,519

1,957,331 2,363,088 5,078,620 3,830,246 2,667,498 3,087,711
611,822 428,933 424,027 816,472 385,770 1,019,749
409,112 479,565 385,060 748,519 470,671 296,193

84,417 53,944 42,490 73,002 58,630 44,886
61,757 53,704 82,365 235,282 266,987 327
214,873 198,599 469,379 354,339 274,333 340,157
26,787 151,131 238,172 248,343 85,085 235,244

548,563 997,212 3,436,227 1,354,289 1,126,012 1,101,155

2,686,461 $48,786,735 $57,602,098 368,828,474 §$71,728,404 §83,113,813
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REVENUE BY INDUSTRIES—Continued

Other Industries

S_imilarl_y_, trends for other classifications are discernible in the 10-year
analysis shown in the table on pages 118 and 119. All anmual time ex-
penditures for the major nationwide networks over the 10-year period have
heen listed in tabular form by industrial classilications. A summary of this
table is presented on page 117 in graphic form. This chart reveals two rela-
tionships simultaneously,

First, the total dollars spent for all network time by years are shown in
actual dollar-figures and also by the relative height of each bar.

. In addition, the portions of the yearly total spent in each of the five
;nn]or divisions are indicated by percentages in the various sections of each
sar.

While the percentages for the top three divisions of 1939 are slightly
under thoso: for 1938, the actual dollar volume is greater in cach instance,
due to the increased total of all network advertising expenditurcs in 1939,

NETWORK 1939 REVENUE BY INDUSTRIES

CBS
Total Graess % Change
Classification Expendilures % of Total Over 1938
AUOMOtIVE v.vvin i e $2,201,293 6.37% — 26.04%
Building Materials........ccooiuinia... 5,645 0.02 — 312
Clothing, Pry Goodsg......coivvarinvnnnns ., 691 e o
Confectionety, Soft Drinks, ., ............., 1,587,019 4.60 — 5.31
Drugs, Toilet Goods.....oviiii i 7,651,605 22.15 -+ 32.58
Fihancial, Insurance. ...ooveeeeere .. 939,988 3.72 +338.95
Foed, Food Beverages. -.vo. o oieieonnnennn. 9,688,774 28.04 4~ 46,87
Jewelry, SIlVerware. covveeeennernenn. .. 235,244 0.68 -+176.48
Lubricants, Fuel....c.ceevriii v ininnnns 2,390,774 6.92 +140.54
Radics, Phonographs......ociiiiieeiannn. 85,740 0.25 — 63.96
Shoes, Leather Goods...oooeian s 190,255 0.55 + 931
Soaps, Housekeeping Supplies............. 4,032,142 11.67 -+ 31.04
Cigars, Cigarettes, Tobaceo..covuou. . P 5,287,181 15.34 -+ 6.58
Travel, Resoris. ... ciieeiiiiiinnnnns v 11,000 0.03 4 5.26
Political o ovvireenneii i . 5,352 D.02 — 89.86
Miscellaneous ... cvurenvinnenaans e 216,962 0.63 — 18.38
TOTAL . ..eeiviiennenn: N $34,539,665 100.00% 4 26.319%
* None in 1928,
MUTUAL
Total Gross % Change
Classifieation Expenditures o of Tolal Over 1938
automotive ... ... e e $25,356 0.76% -+-2811,14%,
Building Materials. ... ... ... ..., e 101,722 3.006 -+ 4912
Cigars, Cigarettes, ete.......... ... ... .. 815,193 24.48 -4 5h.51
Clothing, Dry GoodS.... ... ieninn. 96,135 2.88 - 1534.95
Confectionery, Gum, Ice Cream....... s 38,486 1.18 4+ 326.20
Drugs, Toilet GOOQS. o. v vevneeene eens oo 901,227 27.07 — 556
Finanecial, INsUrance. .......coev i iins v 79,761 2.40 ] L
Food, Food Beverages...............ooovu.n 537,731 16.15 — 1433
Garden and Field, Heouse Furniture, Fur-
nishings . .oveviviirrnininnnne s 2,398 0.07 .
Lubricants ooer e iiiii e ey 65,417 1.96 A+ 17.96
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REVENUE
Total Gross

BY INDUSTRIES—Coniinued

% Change

Classification Expenditures o, of Total Over 1938
Machinery, Farm Epuipment.............. 327 0.01 — 98,64
Radios, Phonopraphs, ete.................. 139,058 4,18 oo
Shoes, Leather Goods. .,.... ... ., 3,051 0,09 —  85.60
Travel, Hotels. ... i et iierns 10,4586 0.31 + 106.60
Wines, Beer..ciieeriiinre e inieiecnennninn 9,744 0.29 + 528
Miscellaneous . ..eovviicnneaae e, . 503,719 15.13 4+ 14.09

0 i o $3,329,782 100.00 % 4 14,024

* None in 1938.

NBC
Total Gross & Change

Classification Expenditures % of Tolal Over 1938
Automofive ... ... i $852,610 1.9 — 8.0%
Building Materials. .. ..................... 68,408 0.2 + 218
Cigars, Cigaretfes, Tobaeco............. ... 5,585,716 12.3 + 65.0
Clothing, Dry Goods...................... 157,093 04 +104.7
Counfectionery, Ice Cream, Soft Drinks. .. .. 649,987 1.4 -~ 963
Drugs, Teilet Goods. cvvvvivee i e, 13,872,838 30.7 4+ 94
Food, Food Beverages. .. ....ocvicninenn.n 14,412,411 31.9 — 1.0
House Furniture and Furnishings.......... 496,633 1.1 — 332
Lubricants, Petroleum Products, Fuel...... 1,819,412 4.0 — 8.3
Paints, Hardwares. ....veevrerronrnnenrn. 340,157 0.8 + 240
Radics, Phonographs, Musical Instruments, 635,926 1.4 — 335
Schoogls, Correspondence Courses.......... 15,356 +-122,2
Shoes, Leather Goods.........ooooa oL 101,859 0.2 + 56.8
Laundry Soaps, Bousekeeping Supplies.... 5,751,483 12.7 + 28.1
Stationery, Publishers........... ... oo 296,193 0.5 — 245
Travel, HOtels. oot eieiieinriionnraannenn 23,430 0.1 <+ 21.0
MHSCEHENEONS + it ieitranreenneeinonansas 194,843 0.4 -— 65

Dog Food.............. $121,780
Plastic Wood............ 58,863
Political ............... 3,340
lPoultry and Dairy Feed. 10,860
TOTAL ... it $45,244,354 100.0% 4 9.1%
CBS-MUTUAL-NBC 1939 ADVERTISERS
BY RANK OF EXPENDITURE
(Expenditures computed at one-time card rates)
1. Procter & Gamble Co...... $8,769,135 13. R. J. Reynolds Tobacco Co.. 1,723,574
2. General Foods Corp........ 5,263,567 14. William Wrigley, Jr., Co... 1,304,391
3. Sterling Produets, Inc...... 3,755,811 15, Miles Laboratories, Ine.... 1,236,254
4, Lever Bros. CO....covv. ..., 3,392,672 16. Philip Morris & Co,, Ttd.., 1,217,166
5. Standard Brands, Ine....... 2,898,521 17. Quaker Oats Co............ 1,200,947
6. Colgate-Palmolive-Peet Co.. 2,749,733 18, National Dairy Produets
7. Camphbeil Soup Co......... 2,704,331 L 4) o « TR 1,164,530
8. American Home Products 19. Bristol-Myers Co........... 1,141,548
5o TN 1,937,652 20, Chrysler Corp............. 950,146
9. American Tobacco Co., Inc. 2,506,141 21. Ford Motor Co............. 40,297
10. General Mills, Inc.......... 2,411,288 22. Lady Esther Co............ $01,546
11. Brown & Willlamson To- 23. Texas Co..o.oviiininninnn. 875,418
haceo Corpeeennennnoan, 2,047,536 24, Kellogg Co.....oovvvvun... 361,474
12. Liggett & Myers Tobacco 25. P. Lorillard Co............ 794,014
L7 T 1,937,852 26. Andrew Jergens Co........ 763,940
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27.

29.
30.
31.

33.
34.
35.
36.
37.

39.
40.
41.

42,
43.
44,
45.
46.
417.
48.
49,

50.

51.
52,

53.

54.

55.
58.
57.
58.
39.
60,
61,
62.
83,
64.
65.
B66.
87.

68,
&9.
70.
71
72,
3.

74.
75.
76.
1.
78.
79.

80.
81.
82,
83.
84,

NETWORK ADVERTISERS—Continued

Continental Baking Co.....

. Cities Service Co...........

Pet Milk Sales Corp.......
Cummer Products Co.......

. Radio Corp., of Ametica....

Lewis-Howe Co.....ouvu.ue
Pepsodent Co......c...h. .
Carnation Co..............
S. C. Johnson & Son, Ine...
Pillsbury Flour Mills Co...

. Firestone Tire & Rubber Co.

Bayuk Cigars, Inc..........
Ethyl Gasoline Co..........
Hawaiian Pineapple

Ltd, ...
E. W, Fitch Co.,...........
Lambert Co................
Ralston Purina Co.........
U. S. Tobaceo Co...vvunenn
Campana Sales Co.........
B. T. Babbitt, Inc. ..........
Gulf Refining Co...........
Prudential Insurance Co. of

America
Beneficial Management

Corp.
Wander
International Cellucotton

Producets Corp..oven.on..
General Electric Co........
Canada Dry Ginger Ale,

Ine. ciiiiiiiiiiiii s
Cudshy Packing Co........
J. B, Williams Co..........

Fels €o.vvnvrnnnnnnnnnn. .
Sherwin-Williams Co.......
Gospel Broadcasting Assn. .
U. 8. Rubber Products Co..
American Cil Co.,.........
Welch Grape Juice Co.....
Penn Tobacco Co,.........
George A, Hormel & Co....
‘Goodyear Tire & Rubber
L
Nehi, InCo..voitiivanennne.
Mars, InC..covrvivinnunacs
Infernational Silver Co.....
Noxzema Chemical Co.....,
Chesebrough Mifg. Co......
Lydia Pinkham Medicine
L5
Maciadden Publications, Inc.
Pure il Co...ovvvvinnnn.us
General Baking Co.........
Dr. E. S. Sloan, Inec.........
Richfield Gil Corp..........
E. I. du Pont de Nemours
Co e
Ward Baking Co...........
Griffin Mig. Co............
Grove Laboratories, Inc....
Musterole Co..............
{Corn Products Refining Co.

729,543
718,282
609,242
689,864
656,084
635,926
835,338
808,400
598,137
589,330
561,710
558,746
521,514
497,575

489,630
488,265
476,434
466,011
450,075
438,850
436,200
426,260

414,330

390,295
389,312

384,430
367,629

358,307
352,125
349,838
348,232
385,550
315,672
307,965
304.651
301,850
299,399
297,368
293,747
283,753

273,881
261,248
253,816
235,244
235,058
927,385

920,073
219,933
215,423
212,733
208,536
200,564

1,937,632

194,664
196,255
180,007
174,456
164,983

122

85,
86.
87.
88.
89.
90.
91,

92.
93.

94.
95,
96.
97.
98.
99,
100.

101.
102.
103.
104.
105.
106.
107.
108.

108,
11a,

111,
112,
113.
114,
115.
116.
117
118.

118,
120.
121.
122,

123,

124,
125,

126.
127.
128.
129.
130.
131.
132.
133,
134,
135.
136.
137.
133.
135,
140.

Adam Hat Stores, Ine......
Boweys’, Inc...............
Household Finance Corp...
Swift & Co.vvvevennnnnn..,
Vielke Chemieal Co..........
Lehn & Fink Products Co. .
G. Washingion Coffee Re-

fining Co.ivvivnnnna.. ..
Richardson & Roabbins...,..
Emerson Radio & Phono-

graph Corp.......vcvcuun.
McEesson & Robbins, Inc..
Manhattan Soap Co........
Wheeling Steel Corp.......
Standard Qil Co. of Calif. ..
Lutheran Laymien’s League.
John Morrell & Co....-.....
Westinghouse Eleetric &

Mfg. Co.ovnennns
Mennen Co....ovvvvrvinanns
Gillette Safety Razor Co...
Lamont, Corliss & Co......
Columbia Recording Corp..
Gordon Baking Co.........
Time, InCovverinnnnn PP
Dunn & McCarthy.........
Metropolitan Life Insur-

ance CoO...vivinranancenne
American Rolling Mills Co..

Purity Bakeries Service

£ 010 o
Penick & Ford, Tid.,.......
D. L. & W. Coal Co...s.....
Signal Oil Co...vvvevnnnn.n
H, Fendrich, Inc..,........
Ramsdell, Inc..............
Charles H. Gulden, Inc.....

John H. Woodbury Co......
California Fruif Growers
Exchange .......c000ve00
Richman Bros..............
Wheatena Corp.......vvus.
Axton-Fisher Tobacco Co...
Wesson Qil & Snowdrift
Sales Comp. ...
Food & Beverage Broad-
casters ASSH..oeeneneiiaen
Cardinet Candy Co.........
Tidewater Associated Qil
0. veearraariaraniaanean
Princess Pat, Léd...........
C. F. Mueller & Co.........
Palimer BroS......ocivvvnas
Benjamin Moore & Co......
Ohic 01 Co..vvvivnnnn e
Gallenkamp Stores Co.....
Detrola Corp...............
Moody Bihle Institute......
Stephano Bros........ ....
George W, Luft Co.... ....
Rio Grande Qil Co.........
S & W Fine Foods, Inc.....
Loose-Wiles Biscuit Co.....
Langendorf Bakeries, Inc...
Thomas Cook & Son, Wagon-
Lits, Ltd....ocvviiiaaen,

IR EENE]

151,895
147,865
134,763
127,384
121,488
116,415

108,077
104,332

102,576
102,375
101,398
101,722
100,794

99,565

98,544

04,322
93,811
93,577
87,460
85,740
82,080
76,260
70,728

70,240
68,406

63,985
63,620
63,047
62,246
60,984
60,076
50,296
56,020

54,041
51,0538
50,670
48,470

47,676

46,938
41,384

40,377
38,160
34,816
34,182
32,192
31,461
31,131
30,977
30,738
30,495
29,227
27,540
26,410
26,280
24,860

23,430
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141,
142,
143.
144,
145,
146,
147,
148.
149.

150,

151
152,
153.
154,
155.

156.
157.
158.

159.
160.

181,
162,

CBS GROSS CLIENT

1.

(3]

w

NETWORK ADVERTISERS—Continued

Modern Food Process Co...
General Cigar Co....ovvnn..
Bell & Couvvnivreneo .
Ballard & Ballard Co......
General Motors Corp.......
Gilmore Ol Couvvvvnnnnnn.
Euelid Candy Co, of Calif. ..
Duart Mfg. Co,, Ltd........
Chamberlain Lahorgtories,

INC, civeiirnnerancnananns
Air Conditicning Training

L+ T N
Union Qil Co.....ovvuvnreen
Congress Cigar Co.........
Wilshire Oil Co,,..........
American Bird Producis Co.
Twentieth Century - Fox

Film Corpeeeevennnnnan..
Paramount Pictures, Inc....
Thomas Leeming & Co.....
Tillamook County Creamery

ASSH. tiiiiiieeiiiiias e
Maltex COvevvnrnvnnnnnnnn,
W{I:hnington Transportation
Atlantic Refining Co........
Bathasweet Cotp...........

23,236 163. La Rosa and Sons, Inc. ... 8,640
22,960 164. Aurora Laboratories....... 8,192
32850 165. Magazine Repeating Razor
22,084 CO0 enensrirasaontansnsnss 7.602
19,983 166. Hartz Mountam Products. . 7,274
18,012 167, Hecker Products Corp...... 6,960
17,360 168. Charles B. Knox Gelaline
17,690 CO. vveenniantasrasananne 6,846
169. I—Iotel Roosevelt, ....... vaase 6,825
16,244 170, Coty, Int...oviviianannnnnns 6,041
171. Holland Furnace Co.......- 5,645
15,356 172, Winter & Co....c.onvvins 5,505
15,275 173, Vanette Hosiery Mills, Inc 5,200
14,662 174, Sofenz Sales Corp.......... 3,658
14,108 175. Old Trusty Dog Food Co... 2,704
13,823  176. Calavo Growers of Calif.... 2,560
177. Vadsco Sales Corp......... 2,043
13,088 178, Maine Development Com-
13,022 MISSION +vvvvrraverananans 1,920
12,640  175. Colonial Dames, Inc........ 1,470
180. Pittsburgh Coal Co......... 1,087
11,508 18] I T, FOX C0.vrrrernnnnnnenn 691
11301 politica]l Advertisers.........- .. 8,692
Miscellaneous (Cooperativey.... 413,715
11,000
lg:ggg TOUAL +vvnerereenancnenensnns $83,113,801

1939.

Tever Bros, CO.uueeranreronannororncesnnnnennse $3,302,672

Lifebouy ......ooennia.. 390,446

Lux and Lux Flakes........ 1,240,107

RINSO L oviviivrsrennrinnnns 1,167,718

£39 1) $594,401
General Foods Corp .......................... 3,191,167 (2)

Diamond Salt............... 8-1 001

Grapenuts ................. 234,506

Huskies .oovviivneiiian, 101,498

Jell-O Ice Cream........... 151,425

LaFrance & Satina......... 345,658

Minute Tapioca.....coove... 45,003

Post Toasties...... v 350,330

Postum .ovenvvrnvraiienane 792,993

Sanka ..ieieieiiiiiiiinen.. 369,365

Swansdown & Calumet..... 716,388
Colgate-Palmolive-Peet Co........cvvvvvneneens 2,509,096 (3)

Cashmere Bouquet & Halo.. 102570

Cue Dentifrice..,.....vv... 01,850

Dental Produets. ... ........ 694,235

Octagon cevveiiiieiiniaanan 57,735

Palmolive Scap............ 615,382

Shaving Cream....... i 331,942

Super SUdS.. .rrcanrivennan 615,382
Procter & Gamble Co......... eerrecerenannan 2,283,347

Chipso v iniiincncsnenanrans 537,473

CriSCo vuvierneoncrnnnnneans 361,055

Dash ....c..... Ctisetanninae 38,263

DIr€ne vovvrieneniancncnonnn 285,640

| %70} o R 377,181

Oxydol ............ Ceareea 415,130

Teel & Dhene...covvwennen.. 268,605

123

REVENUE FOR 1939

——1938——

( 1) $2,790,141

3,720,386

1,779,439

(4> 1,310,707
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el =t

10,
11,
12,

14,
13.
16.
17.
18.
19,
20,
21.
32,
23.
24,
28
26.
27.
28,

29.
30.

31.
32,

26,

36.
37,
38,
39.
40,

CBS REVENUE—Continued

Campbell Soup Co. vy ivvriirrniiiranans voo.. 2,253,083
Franco American Spaghetti. G8,061
Soups, Juices, Beans,...... 2,155,022
R. J. Reynolds Tabaccod Co..veeivenurvrnaanns 1,418,333
Willlam Wrigley, Jr., Co.....oiiiiiiiiennenen. 1,304,391
American Tobacco Co.ovir i iiiiiinnenen 1,286,703
Half & Half Tobacco....... 243,075
Lucky Strikes.............. 786,678
Pall Mall Cigarettes........ 79,310
Roil Tan Cigars............. 167,640
Chrysler CorD. vt cirii it e s ticaennn s 050,148
Ford Motor Co...ovviiiiiieiiiiiiiinrinnieranes 948,297
Liggett & Myers Tobacco Co...vivivviinnnn 945,620
TeXas C0ut e e trianreranaraerannaaeaen 875,418
American Home Produets Corp........o...et. 804,839
Anacin L,......-.. [ 246,676
Edna Wallace Hopper Cos-
meties oot iieiiiieen, 230,252
Hill’s Nose Drops.......... 126,415
KOlynos .oivvieeccecnnanna. 164,230
Louis Philippe. ......c... ... 37,166
Continentz]l Baking CoO.......ccvieiiivirirnvean 729,543
Pet Milk Sales COrpP...vievaer i isrineinarnanas 699,242
Ethyl Gasoline Co..veveverenrinannneorsivanns 487,575
Hawalian Pineapple Co., Ltd.................. 489,630
Philip Morris & Co,, Ltd..........coooii it 487,470
Lambert Co.tinriiniiiniiieireieniaeiaaiaanann 460,650
. B TobacCo Clurerrnrnrnnnnnannnneenrinann 450,075
Lady Esther Co..oovviiivvanon it 439,875
Campana Sales Co......... et meeaeee e 438,850
Gulf Refining CoO.. . ... .. . .. .. i 426 380
Prudential Insurance Co. of America.......... 414,330
Beneficial Management Corp...-v.cneivrernn.. 300,895
International Cellucotton Produets Corp....... 384,430
Cul@ahy Packing Co....ovviiiiiieinniiiiaoans 352,425
Sterling Products, Inc.........oouun. ... .. 351,965
Bayer Aspirin............. 331,763
Ironized Yeast............. 20,002
JCRCh T 4 B o Y 347,032
Brown & Williamson Tobacco Co.............. 340,035
Raleigh Cigarettes........ 275,985
Wings Cigarettes.......... 64,050
Sealtest, InC...ovreii ettt i i e tieiierr e 325,550
U. S. Rubber Products Co. .. ... coiiviivanvnntn 301,850
American OQll Co.............. e 295,048
George A.Hormel & Co. .ot iinnnnnn,. 283,753
General Mills, Ing. ... oy m i e e i, a 272,925
Cornt KiK. vewoiviinnennnna, 63,911
Gold Medal Flour......... 37,920
Institutional ............... 48,834
Sperry (Wheaties),....... 16.a00
Wheaties ....... e, 105,760
Nehi, Inc. ..o e e e an 261.248
International Silver Co. .. .vivniie i, 235,244
Noxzema Chemical Co. ... 235,058
Chesebrough Mig. Clo. ..ot i ieiiiniinnn. 227,385
P Lorillard Co. . cr i i i i i 217,695

(11)

(10)
(6
(5)

(8)
(8)
(YD
(183

{12}
(14)

(16)
(29)
a7
(20)
{40)
19)

(73)
(39)
{23)

(36)
(67}

(24)

(1)

(51)
(47)
{32)
(13}

713,788

1,000,184
1,241,705
1,283,826

1,003,612
1,052,805
1,118,355

405,265

463,380
242,395
435,120
372,150
156,100
399,960

0,823
166,665
340,767

192,724
10.834

557,035

109,555
211,050
644,905

* American Home Products Corp. was not listed as one unified account in 1938. The
following members, however, were listed: Edna Wallace Hopper, $267,194; Anacin, $297,-
697; Kolynos, $183,433; Qld English Floor Wax. $94.260; and Hill's Nose Drops, $42,049.
This represents a total of $854.632.

spent $282,254.

124

+ The only Sterling Products member firm listed in 1938 was the Bayer Co.,, which
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41,

43,
44.
45,
46.
47,
48,
49.
30.
51,
32.
53.

55,
36,
a1,
58.
28
60.
61.
62.
63.
64.
68.
66.
87.
e,
69.
70.
71,
72.
73
74.
735,
76.
7.
8.
9.
80.
1.

Gt

CBS REVENUE--Conlinued

Pure Oil Co. ..ot it e 215,423 (63) 13,829
E. L du Pont de Nemours & Co., Inc............ 196,620 (28 250,455
Grifiin MEg. Coovvin v e 190,255 (38) 174,049
Corn Produets Refining Co..................... 164982 Lol
Household Finance Corp.......oovvvuee v in. 134,763 (33) 208,320
Lehn & Fink Produets Co...................... 118,415 (81) 219494
Penn Tobacco Co..ovun.... e e 103,47 e
MeKesson & Robbins, Ine. ... ............ ... 102,375 (42} 150,150
Bowey's, INC. .. i i it i, 100,167 0 eeevae..
Columhbia Regording Corp...........oouevn . 85740 L.l
Tels & CO0unnnir it iieaaee e e 72970 e
Purity Bakeries Service Corp....... ........... 63968 0 L.l
Péenick & Ford, Ltd. . ... ... i 63,620 (33) 62,060
John H. Woodbury Co. 3go20 Ll
California Fruit Growers Exchange. ... . ... .... 54041 L.
Stephano BroS....oevee ot vi i 30,495 [
Rio Grande QI €O .o v 27,540 (39) 27,725
S & W Fine Foeds, Ine. .. ... ool 26,410 70 7,950
‘Tidewater Associated Ol Co................. .. 22,102 (86) 11,104
EBuelid Candy Co. of California..... ............ 17,860 (62) 14,080
Duart Mfg. Co., Ltd. . 17,6%00 L.
Axton-Fisher ‘I‘obacco Co ...................... 17280 Lol
Mennen Co.. e 16,310 (71} 7,320
Chamberlain Laboratones Ce oo 16,244 ...
Union Ol Co.iinier it cv e e e i527% Lo
Wilmington Transportation Co................. 11,000 (g8 10,450
Paramount Pictures, Ine................... ... 10465 L.
Atlantic Refining Co........... ... . ..... ... 10,093 (64) 13.050
Ralston Purina Co........oo v . 8,235 (78) 3,660
Twentieth Century-Fox Film Cmp ............. 7173 ..
Coty, INC. . ..o e 6,041 L.
Wilshire Gil Co.cvvvein e 5940 L.
Holland Furnace Co. ... ooiin vt it 5,645 (72) 5,827
Bathasweet Corp.........coviiii .. 3960 0 i
Sofenz Sales Corp.. ... oo v 3658 000 L.
Cardinet Candy Co......c.v v 3,520 (69) 10,170
Charles B. Knox Gelatine Co. ......... ... o 3050 Lol
Old Trusty Dog Food Co....voov v 2704 L
Calavo Growers of California...... ... ...... ... 2560 L.
Colonial Dames, INC, . ..o o oeeoon oo id4m L
L g FoX €0 e et cianece e . 691
Politieal Advertisers (See below)....... ... ... 5332 52.803
TOTAL ..ttt eei e e $34,539,665 *$27,345,397
AVERAGE EXPENDITURE........... 426,350 328,826
(Potiticel accounts excluded)
MEDNAN EXPENDITURE....... .. .... 215,423 150,130
(Political accounts excluded)
* 83 Advertisers.
CBS POLITICAL ADVERTISERS. 1939

“Yes” on No. 5 (California). .. ... e $2,280
“No™” on No. 5 (Californial). ... .oounviniii i i e e 1,704
California Chiropractic Association........ ... ... o ot iiiiiiinan. 456
Democratic State Central Commiitfee. . ... ... . .. . oo i i 456
So. California Citizens Against $30 Thursday........ ...ty 458
TOTAL GROSS POLITICAL EXPENDITURES. ... .. ... ... ... ..o . $5,362
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MUTUAL GROSS CLIENT REVENUE FOR 1939

SO N

(With same clients’ 1938 rank and expenditures)

1935,
Bayuk Cigars, Inc.......ociveinyinnn vesrvasea.  $521,614
Sterling Products (Ironized Yeast) ...... reeras 356,969
Gospel Broadeasting ASsIl. .ovvevrveenanrnnens . 304,651
Lydia Pinkham Medicine Co..,.cvovrvntvevnnnn. 220,073
General Baking Co....icviiiiiiiiiiieiiinannnn $212,733
Philip Morris & Co, Ltd. . ovvier e ivinenann.nnn 139,680
Dunhill .........c0cvvunn 537,180
Philip Morris......... P 82,360
Revelation .............. 19,140
Emerson Radic & Phonograph Corp...... .. 102,576
Wheeling Steel Corp........... dereraaesanaea., 101722
Lutheran Laymen's LeagUe...oc.oviveerirnennias 99,565
‘Gillette Safety Razor Co.vvvririinierivineenas 93,577
P. Lorillard Co............. e ranarres e, 86,087
Mennen 0. uneeriinieerenecensenniurnonnense 77,301
Metropolitan Life Insurance Co.....oovvivnnn. . 70,240
DI & W.Coal Co.nnnnnr e 63,047
Ramsdell, InC. .o vi i iinitiieicirrianernnnens 60,076
Richman Bros.....ovvreererenererneaaneannens 51,053
Gordon Baking Co.....ciiciereriirnnraninnnns 42,768
Axton-Fisher Tobaceo Co...vvvivvnnrinrrnnvens 81,190
Detrola Corp. v e ine i iieniiansioaninaatnanns 30,977
Moody Bible Institute, , . .. ...0vvennviennnenn 30,738
Wheafena Corp....cooiiiiiiiiiiiiiieiiinnenns 24,228
General Cigar Co..iiiiiit i iiiieiiai e o 22,980
Bell & Co.irniiiniiiii i cieeiaiciiaaaana 22,859
Lambert Co.,iviviiiieiiinrnnaennnan. Cerreeeas 15,784
Congress Cigar Co.. ..ot iiiieiiiianenrnanns 14,662
American Bird Products Co.......oovvveneninns 13,823
Thomas Leeming & CO..oovin i iineeiinnn i 12,540
Maltex Co.viunnvnnninninnns e e 11,301
Quaker Oals 0. . veeiiin e iieireannnns 8,043
LaRosaand Sons, Ine. .o vviri it iiiinvnnanns 8,640
Aurora Laboratories. ... o i 8,192
Hartz Mountain Products. .. ... cavvitiereinnnn. 7,274
Hotel Roosevelt...... ... ciiiiiiiionincann. 5,825
Twentieth Century-Fox Film Corp............. 5,910
Winter & Co .t iiiii i i i e 5,505
Bathasweet Corp... ittt iieiiaiinneaa. 4,698
Paramount Pictures...............ooviviiitn 2,567
Vadsco Sales Corp. v vvrriiennrcncnaaiienaen 2,043
Mazine Development Commission............... 1,920
General Mills (Corn Kix) ... .ovivi oo 1,410
Miscellaneous (Cooperative) . .....coovven e 413,715
A 10 7 $3,329,782
AVERAGE EXPENDITURE........... §72,002
MEDIAN EXPENDITURE............. §27,483

* Not listed separately in 1938.

——1938——
(1) $259,436
(4) 179,724
(2) 182,842

L d

(10) 78,310

13) 68,215
(8) 94,034
) 99,948
(20) 26926
an 53812
@) 182,574
@ 28,257

e

(16) 58, 108

EEEERRRE]

@ 80,973
(31) 23,754
(6) 137482
303,793
1$2,920,324
§52,075

§31,721

t General Baking spent an additional $26,264 in cooperative advertising.
i 43 advertisers, plus cooperative campaigns, plus five political campaigns.

§ Excluding cooperative and political advertising.
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NBC GROSS CLIENT REVENUE FOR 1939

(With same clients’ 1938 rank and expenditures)

1939.
1. Procier 8 Gamble Co. ..o iviiinrrtrenraenraeen $6,485,788
Camay ...... feberaseian A $731 210
Chipso .....coieieeiirinin. ., 523,633
Crisco ......... Leeesansannns 858,088
Dreff voreiieieniiinias e 235,265
Drene ... ..ccivivvnnnnenn., . 115,176
Ivory Flakes............. e 767,696
Ivory Soap...cvivevunennnnn.. 815,614
Lava 8oap.......cvvvnininen, 264,010
Oxydol vociiveiiiinnnn e, 1,191,187
Teel oovne i iiiiiiinniiinn, 372,057
White Naphtha Scap........ . 600,152
2, Sterling Products, Ine, ... ..oivriviiiiinnennnans 3,047,077
Bayer Aspirin............... $435,499
Bayer Lozenges.....c....... 22,078
Cal-Aspirin ........o0evivnn. 122,978
Haley’s M-O....cvvninnnnnnn. 180,355
Dr. Lyon’s Taothpowder,,,,. 698,557
Mulsified Qil Shamnpoo....... 6,755
Phillips Milk of Magnesia.,.. 388,788
Phillips Milk of Magnesia
Toothpaste Tablets......... 330,103
Phillips Milk of Magnesia and
MM Cream......oovveunnnn 556,963
3. Standard Brands, InC,..evviverirnnrccccness ve-e 2,898,521
Fleischmann Yeast........... $424 508
Foil Yeast for Health..,.,,.. 332,726
Royal Desserts & Tleisch-
mann Yeast.......... eaeee 672,520
Chase & 'Sanborn............ 946,240
Tender Leaf Tea.......... vee 522,527
4. General Mills, In€...oiierenivriinnareenronnnn, 2,136,953
Bisguick covhiviiiiiiiiiiiann $345,441
Corn Kix. iovviiinnnnnian.. 367,942
Kitchen Tested Cake Flour, .. 68,468
Softasilk Cake Flour..... ree 680,227
Sperry Flour Products....... 112,284
Wheaties ... .0 542,588
5. General Foods COrp...cvviierr i ierrnnervenancs 2,078,400
Grape Nuts.................. $351,996
Jell-O ..o 677,366
Jell-O Pudding.............. 100,008
Post 409 Bran Flakes... .... 70,040
Maxwell House Coffee....... 878,990
6. American Home Products Co.............0vane 1,724,714
ASTrOWAX .. .ciiiiiiiae . $98,907
Anacin ......c 0 e e 582,366
BiSoDol ........iiiieinans 461,176
Clapps Baby Food............ 13,647
Fly-Ded . .c.oviiininnins 33,067
Freezone ...........c..ovivuus 51,248
Hills Cold Tablets............ 62,120
KOlYNOS vievveiiiannnneiiaes 205,973
014 English Floor Wax...... 157,347
Plastic Wood..........c.nn. 58,803
7. Brown & Williamson Tobacco Corp.eeciaainnns 1,707,501
Avalon Cigarettes............ $520,940
Bugler Tobaceo.............. 451,118
Raleigh Tobacco............. 346,468
Raleigh & Kool Cigarettes.... 371,118
Tobacce and Cigarettes...... 17,837
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NBC BEVENUE—Continued

1939.
Miles Laboratories, Inc..... ..o, .. 1,236,254
American Tobacce Co., Inc....... ... o ... 1,219,438
Lucky Strike Cigarettes. .. ... $1,041,155
Pall Mal] Cigarettes. ......... 178,283
Quaker Oats CO..vvuvn vt i i i 1,192,004
Quaker Farina,.............. $10,076
Aunt Jemima................ 45,156
Guaker Oats, ..............,. 728,468
Pufied Wheat & Rice........ 408,304
National Dairy Products Corp.......covevvn... 1,164,930
Kralt ...coviiiiiiiiiinninnn. $982,074
Sealtest ..o ivviiiiainenans 182,856
Bristol-Myers Co. . .vrieiioiiierarnernracnnnens 1,141,548
Vitalis o.oiiuieiiiiiii e $435,078
Ipana, Sal Hepatica......... 706,470
Liggett & Myers Tobaceo Co.vevervierrinnconen 992,032
Andrew Jergens CoO, . uvviiene viienensanasianss 763,940
Woeedbury's Soap & Cosmetics $516.668
Jergens Lotion. .............. 247,274
Cities Service Co... oot iiiieiiiianienanens 718,282
Cummer Products Co.....ooiviiiiiiiineenens 689,664
Energine ......cvveviicnniine $220,968
Molle .., veevinviianeniacas, 468,606
Sun Ol Co.nninien et e e e, 656,084
Radio Corp. ¢ America.........coiviiiniinnens 635,926
Lewis-Howe Co..vvvviiniiininiiniiiaraanaann 635,338
Pepsodent Co. e veeainereioianieneironeainnnn 603,400
Toothpaste .......... o vunns $90,288
Toothpaste, Toothpowder,
Antiseptic ...... ..o 513,112
Carnation Co. . ooin e iai i iie e o 508,137
Carnation Milk.............. $551,676
Albers Cereal....voveeennen. 46,461
Philip Morris & Co., Ltd. ..., 530,016
S.C.Johnson & Son, Int...covviiiinn i iannneas 589,330
Pillsbury Flour Mills Co. .. vvviet i iiievae v an 561,710
Firestone Tire & Rubber Co.........cvivvnnn. 558,746
KelloBE Co.vrnienriiniiinnieininiiunnrsnecnas 514,442
Corn Flakes...........c..ov00 $409,280
Krispies covviviviinineiians 105,162
P.Lorillard CO.uuveriiiieiiiieineiemesnvnannns 480,232
F.W.FitchCo...oviiiiiiir i iiieaes PR 488,265
Lady Esther Co,, Ltd. ... ... cviv i i e aes 461,671
Ralston Purina Co....c.. v iiiirnicrnrnnneses 457,776
Wheat Cereal............ ... $161,604
Cereals .o.evvvnnnennn RN 266,172
Campbell Soup Co. ..ot i reminean s 451,248
Food Products............... $360,144
Tomato Juice, ........... R 91,104
B.T. Babbitt, Ine. .. .. .o o e 436,200
Wander Co.......ooiiiiiien e 389,312
Ceneral Electric Co. .ot vv vt i 367.629
Canada Dry Ginger Ale, Inc..........cooevint. 358,307
J.B. Williams Co. .ot iein e, 349,838
Pacific Coast Borax Co. ..o iiiiinniniiiinnenn 348,232
Sherwin-Williams Co........ooiiii i 307,265
S-WPaints...oovev i $192,809
Acme Painis................. 115,156
R, J. Reynolds Tobacca Co.. ... .o iienns. .. 305,241
Weleh Grape Juice Co....ovv et 207,368
Goodyear Tire & Rubber Co............. P 273,881
Mars, InC...ooe e e e 253,816
Fals COuur ettt caaian e aas 242702
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1,387,906
1,331,884

878,068

1,466,857

942,930

571,015
622,277

638,205
555,367

631,667
827,640
419,840
339,260

560,872

526,664
675,190
563,400
835,206
496,404

364,563
459,397
380,248
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291,871
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167,336
230,296
231,109

267,080
165,138
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NBC REVENUE—Continued

Colgale-Palmolive-Peet Co.uvurrrisniinrrons

Shaving Cream..v.oeiveenns.s £56,128
Soper Suds.....ciiiiin.., 184,509

Macfadden Publications, Inc

ViINCE vovvivnivrrerciinnnnnns 13,422

Richfield Gil COIP..vvvireairnionraranennnees

Ward Baking Co

Grove Laboratories, Inc
Musterole Co
Adam Hat Stores, Inc

Frankfurters ................ $4,996
Sunbrite Cleanser..........,. 122,388

Vick Chemical Co

IManhattan Seap Co

Danya Hand Lotion.......... $9,928
Pond’s Creams and Powder.. 71,532

Swift & Co....... et bmea i aara e a e,

Standard Oil Ca. of California,......... .
John Morrell & Co.vvvnvniiennniieneran.n
Westinghouse Electric & Mfg. Co............
Lamont, Corliss & Co..vvvnvvvannin i,

ere

...............................

Penn Tobaced CO.uervrvieriirciinriinnnranens

G. Washington Coffee Refining Co.......0uv.uns
Richardson & Rebbins....ovvvenneinvverenns.

Time, Inc....vvhunen b s b a et s et b aen s

Dunn & McCarthy ...... e aa e ey
American Rolling Mills Co...................
Signal Ol Coewnrniiiinnee i cie e e e e
H. Fendrich, Inc.....coooiiviniiiiiiiinn e
Charles H.Gulden, Inc.......cviveiaiiiin i ian s
Wesson Oil & Snowdrift Sales Corp..........
Bowey's, INC, .. ov ittt e
Food & Beverage Broadeasters Assn............
Gordon BaKing Co..vvvvrrrenvrrvinnrnenroes
Princess Pat, Lid. ... oo oo
Cardinet Candy Co...ovvvivninniinnenn
C.F.Musller & Co..vevvnn il iiiaa e
Pabmer Bros. . ovve it ii it s
Benjamin Moare & Co....... o iii i ieinn .t
107+ 310 T @1 1 I 0 < T
Gallenkamp Stores Co.oovinniiiniini e
George W. LuftCo.....ovivinvrea oot
Wheatena COTD. .ot iivec et cnarerainan. e
Loose-Wiles Biscuit Co ......................
Langendorf Bakeries, Inc.........oovvivena
Thornas Cook & Son, Wagoen-Lits, Ltd..........
Modern Food Process Co.vvvvarnirnnnnivan.
Ballard & Ballard Co. . civv i iniiiiaiii e

Flour ....oivivivnnenaninaens $5,432
Oven Ready Biscuits......... 5,792
Poultry and Dairy Feed. ..., . 10,860

General Motors Corp (Buick)..................
Tidewater Associated Qil Co......vvviinnnnnns
Gilmore Oi1 Co.vevnriiiiinnansarinsnonris e
Air Conditioning Training Corp......cvvvvee--n,
Tillamook County Creameéry Assn...........

.

Wilshire OIL Co. ... iivinniinriiirsnianas ...

Magazine Repeating Razor Co......ovvnnnen
Hecker Products CorD. .o vieiiniiicrnnaanns
Vanette Hosiery Mills, InC....vovvveninnaenen
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1939.
240,637

219,933
208,536

200,56
194,664
190,272

180,007
174,456
151,893
127,384

121,488
108,077
104,332
101,898
100,794

58,544

19,983
18,275
18,012
15,356
11,508
8,256
7,602
6,960
5,200
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{52)
(66)

161)
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78)
(93)
{86)
(51

(54)
(89)
(75>

(87)

(30}
(CEY)

189)
(98)
€95)

{101}
(97}
(83)

(1062)

1938——

118,576

172,032
156,114

202,040
80,848
69,769

182,140
69,216
76,136
88,487

116,448
129,001
79,323

..........

305,536

220,023

..........

..........

123,580
35,082
67,200

..........
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NBC REVENUE—Continued

1939. 1938 —y
95, Ameriean Oil Co.. .. i ii i ianean. 4,351 (110) 3,541
86. Chas. B. Knox Gelatine Co., INC. ... vvveerren s, 3,786 (109) 4,088
97 Piflshurgh Coal Co. ittt i i inannn, 1,087 (107 5,546
Political Advertisers (See below),............. 3,340 54,389
TOTAL .. i e $45,244,354 *$41,462,679
AVERAGE EXPENDITURE........... 466,402 356,968

{Political gecounts excluded)
MEDIAN EXPENDITURE............. 190,272 101,555

(Political accounts exciuded)

* 1168 Advertisers.

NBC POLITICAL ADVERTISERS, 1939

1. “Yes” on No. 5 Committee (California), ... ... .vorreie v rerrerenisannres $2,212
2. “No” on No. 5 Committee (California}............... A e 704
3. Democratic State (California) Central Committee. ... ... ... ... .......... 424

TOTAL GROSS POLITICAL EXPENDITURES. ... i i $3,340

NBC-CBS DAY vs. EVENING REVENUE,
1931-1939

(The dividing line between day and evening is 6 P.M.}

Day % Evening % Total
1981, . .. $7,021,671 21.1 $29,580,409 78.8 $37,502,080
1932, ........ .. e 8,486,296 217 30,620,480 783 38,106,776
1933, e 6,887,904 21.9 24,628,394 78.1 31,516,298
1834, ... e 0,589,344 22.5 33,070,117 77.5 42,658,461
1935 L 11,090,157 22,7 37,696,378 7.3 48,786,735
1936, .. i e 13,725,976 23.8 43,964,122 8.2 57,692,098
19837 . e e 21,281,652 31.6 46,091,752 68.4 67,373,404
1938, ... 23,608,642 34.3 45,199,434 i5.7 68,808,076
1939, .. 28,494,049 35.7 51,289,970 64.3 79,784,019

RANKING 10 SPONSORS' CONTRIBUTION TO
NETWORK DOLLAR VOLUME

The table below shows the percentage of total network revenue (dollar volume) de-
rived in 1936, 1937, 1938 and 1839 from the leading 10 advertisers on each chain. Figures
in parentheses indicate the number of sponsors whose time purchases amounted tfo
$1,000,000 or more.

NBC, 1936................... 43329, (N CBS, 1836.........0....000. 41.17% (6)
NBC, 1937.. .. ............... 49.10¢; 9y CBS, 1837............. .00 51.47% (9)
NBC, 1838...... ... ... . 51089 10y CBS, 1938................ .. 55.95% (10)
NBC, 1934...... ... ... ...... 52449 (10) CBS, 1930.......... ... ..., 56.57% (B)
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WHAT READER-LISTENERS PAID FOR RADIO,
MAGAZINES, NEWSPAPERS, AND FARM

PAPERS DURING 1939

Total money spent by readers in the purchase of magazine subscriptiens

and single-copy SAIES. . ... it i i e i
Percent change over 1938, .. .. .o ittt ittt e
241 Monthlies ........... .. ... .. . o i $98,617,022

45 Weekles . ..ooovo i il 47,762,862

21 Group Publications........................ 23,099,208

8 Semi-Monthlies ............ ... ... 7,938,232

14 Bi-Monthlies ........................... .. 859,178

3 Semi-Annuals ....... e i 687,223

1 Daily o 536,310

T Miscgellaneous ............ ... . 475,879

2 Quarterlies ....... ... . ... 201,013

ZANNuAals ... 33,466

20 Free Publications...... ............. ... ... s

115 Publications, Data Missing,................ ... ...

Total money spent by readers in the purchase of morning, evening, and
Sunday newspapers................ P
Percent change over 193R. . . uu it it ie e e e s
15,524,717 daily morning circulation at $9.24. .. .. $143,448.385

24,145,965 daily evening cireulation at §0.24. ... . 223,108,717

31,519,009 Sunday circulation at $5.20.......... 163,898.547

Total money spent by readers in the purchase of farm papers. .............
Percent change over 1838, .. ... . . e
BB MONthlies ... tvre s vaevee e ie e e $6,416,208

22 Bi-Weeklies ... ..ot ii i 1,987,402

14 Weeklies ... ..o i i et 1,407,415

14 Semi-Monthlies .......... ... ... ..o .. 566,767

5 Dailies ............ RPN 340,439

2 Semi-Weeklies ..... .. ..ot 108,698

1 Bi-Monthly .............. . ..ot 42021

2 Quarterlies ..........cc i 17,434

P Annual ... e e 3,174

10 Free Publications. ......................... ... ..

28 Publications, Data Missing.................. ... ...

Tatal money spent by listeners in the purchase, operation, repair and up-

keep of radio sels......... . .. i i e
Percent change over 1838, . ... . ... ... i i il e
New set 82188, ..o it in e ceea e $289,000,000

Repair services. ...... ... oLl §0,000,000

Use of electricity and cost of batteries........... 165,000,000

Parts and sunplies used in repaits. .. ..........,, 50,000,000

TUBES &t v veeneeesens taens e anennranesnns 45,000,000

$178,210,695%
+3.8%

$530,455,9491
+1.2%

$10,887,556%
—0.8%

$609,000,000%*
+20.6%

* Compiled from the January, 1940, Magazine and Farm Paper Section of Standard
Rate & Data Service. Circulation figures therein pertain generally to the Spring of 1939.
t Aggregate morning, evening and Sunday newspaper circulation fisures supplied

through the courtesy of Editor & Publisher. They pertain to Dec. 31, 1838,
** Data supplied by Dr, Orestes H. Caldwell, editor of Radio Today.
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AGENCIES

COMPARATIVE AGENCY SPENDING: 1939
(With CBS, Mutual, and NBC)

Nineteen of the 20 leading agency spenders of 1938 repeated their performances in
1639. The one which did not repeat was Erwin, Wasey & Co., Inc. This agency, No. 17
in 1938, became No, 21 in 1939. It was replaced on the 1839 roster by the Russel M. Seeds

Co., Inc.

The 1937 list includes four agencies not shown here. They were: Neisser-Meyerhoff,
Inc,; Maxon, Inc.; Roche, Williams & Cunnyngham, Inc.; and Erwin, Wasey & Co., Inc.

Arency 1938
1. Blackett-Sample-Hummert ....$10,714,468
2. Young & Rubicam, Inc......... 6,481,252
3. J. Walter Thompson Co......, 6,342,268
4. Benton & Bowles, Inc..._..... 5,385,301
5. Ruthrauff & Ryan, Inc........ 4,991,348
6. Lord & Thomas............... 3,891,308
7. Compton Advertising, Inc..... 3,811,128
8. Pedlar & Ryan, Inc............ 2,802,570
9. Ward Wheelock Co............ 2,595,270
10. Batten, Barton, Durstine &
Osborn, Inc......oovienene 2,481,296
11. Newell-Emmett Co, Inc.... ... 1,987,362
12, William Esty & Co., Inc,....... 1,852,529
12, H. W. Kastor & Song Adv. Co.. 1,732,120
14. Lennen & Mitchell, Ine. ., ... 1,613,974
15. Russel M. Seeds Co,, Inc....... 1,400,433
16. Stack-Goble Adv, Agency...... 1284410
17. ‘Wade Advertising Agency..... 1,236,254
18, Biow Co,, In¢...... e 1,234,522
19. Gardner Advertising Co....... 1,165,253
20, N.W. Ayer & Son,Inc......... 1,144,316
Total oo $64,257,512
Portion of total network gross reve-
TIUEG (v ivsnrnnrnernnrascans 77.3%

* Not among 20 first spenders.

1938
(1) $9,003,125 (n
(3) 5,093,640 (4)
(2) 5,320,608 3)
(4) 4,800,399 (5)
(6) 4,015,959 (6)
(8) 4,791,586 (2)
(7Y 3,107,788 (7)
(11> 1,588,185
(8) 2,258,425 (16)
(10) 1,588,554 {am
(8) 1,693,314 8)
(18) 1,096,359 (17)
(15) 1,245,302
(12) 1,500,835 ad
E
{20) 1,607,060 (11)
(14) 1,383,741 az2)
€19) 1,081,115
(16) 1,109,681 (19}
(13) 1,397,535 (8)
$54,278,083
75.7%

1837
$7,293,490
3,821,010
5,283,134
3,684,240
3,407,886
5,549,195
3,001,600
Ed

1,128,540

1,801,696

1,951,261

1,033,263
*

1,495,307
1,457,470
...,
928,326
2,842,215

$50,267,217

72.2%

COMBINED NETWORK BILLINGS TO
ADVERTISING AGENCIES: 1939

(At one-time card rates)

1. Blacketi-Sample - Hummert,
Inc vovr v $10.714, 498

2. Young & Rubicam. Ine...... 6,481,352
3. J. Walter Thompson Co,. ... 6.342,268
4. Benton & Bowles, Inc....... 5385301
5. Ruthrauff & Ryan, Inc...... 4,691,348
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. Lord & Thomas. ...........
. Compton Advertising, Inc. ..
. Pedlar & Ryan, Inc.........
. Ward Wheelock Co.,........
. Batlen, Barton, Durstine &

Osborn, InC.oovvevrvnn e

3,891,308
3,811,128
2,902,570
2,695,270

2,481,206
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40.
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53
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85.
56.
a7,
58.
59.
§0.
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COMBINED AGENCY BILLINGS—Continued

Newell-Emmett Co.,, Inc....
William Esty & Co,, Inc....
H. W. Kasfor & Sons Adv.
Co., Inc
Lennen 8.. Mntchell Inc.
Russel M. Seeds Co., Inc
Stack-Goble Adv. Agency..
Wade Adv, Agency.........
Biow Co., Inc..ovivviinnnn
Gardner Adv. Co...........
N. W. Ayer & Son, Inc.....
Erwin, Wasey & Co,, Inc....
Roche, Williams & Cunnyng-
ham, Inc....oeeevveeninne
Arthur Kudner, Inc........
Buchanan & Co,, In¢........
Neisser-Meyerhoff, Inc......
MeCann-Erickson, Ine......
Knox Reeves Adv., Inc.....

Needham, Louis & Brorby,
Inc.
Hutchinson Adv. Co........
Sweeney & James Co.......
Ivey & Ellingion, Ine.......
MeKee & Albright, Ine.....
L. W. Ramsey Co...........
Lamber{ & Feasley, Inc.....
Aubrey, Moare & Wallace,
Inc.
Frances Hooper Adv. Agency
J. M. Mathes, Inc...........
Warwick & Leglet,
Maxon, Inc...oovvvueinnnn..
R.H Alber Co.............
Joseph Katz Co........... ..
Campbell Ewald Co, (N. Y))
Grant Adv. Ca.
Henri, Hurst & McDonald
Ine. ..o
Hixson-0'Donnell Adv., Ine.
Leo Burnett Co,, Inc........
Bermingham, Castleman &
Pierce
Cecil & Presbrey, Inc.......
Hellwig-Miller Co..........
Charles W, Hoyt Co., Inc....
Glieksman Adv. Co., Inc. ..,
Critchfield & Co............
Westco Adv., Agency........
Morse International, Inc....
Franklin Bruck Adv. Corp..
Hays MacFarland & Co...,
Grady & Wagner, Inc.......
Bowman & Columbia, Inc...
H. M. Kiesewetter Adv.
Agency, Inc..............
Sorenson & Co.....o0i0nn.

1,987,362
1,852,529

1,732,120
1,613,974
1,400,433
1,294 410
1,236,254
1,234,522
1,165,253
1,144,316
1,025,508

1,008,509
963,872
888,440
884,625
175,934
753,461
502,968

589,330
561,710
558,746
521,614
508,406
500,189
476,434

438,850
430,766
365,900
357,162
305,405
305,107
299,399
204,950
259,016

235,784
228,104
215,423

190,255
181,487
164,983
164,128
151,803
132,460
128,787
121,488
108,172
105,162
102,576
102,375

102,269
100,167

62,

63.
64,
65.
66.
67.
68.

69.

70.
71,

2

73,
74,
75.

76.
7.
8.
79.

80.

81,
82,
83.
84,
35,

86.
h Y
8.
89,
90.
91.
92
93.
94
a5.
96.
97,
98,
a4,
190,
101,
102.
103.

104.
103.
106.
107.
108.
109.

J

Kelly, Stuhlman & Zahrndt,
Inc, .
Foster & Davies, Inc........
Fuller & Smith & Ross, Inc.
Marschalk & Prati, Inc.....
Emil Brisacher & Staff......
Campbell-Mithun, Inc..
William Irving Hamﬂlon
Inc. coiveeniiiiniiiiien.
Barton A. Stebbins Adv.
Ageney ...
Fitzgerald Adv. Agency, Inc.
Kenyon & Eckhardi, Inc....
Tomaschke-Elliott, Inc......
Gale & Pletseh, Ine.........
Tucker Wayne & Co........
Byer & Bowman
Agency
Long Adv. Service..........
Bass-Luckoff, Inc........ ..
Aitkin-Kynett Co..........
Botsford, Constantine
Gavdner ................
Leon Livingston Adv.
AZENCY iiiii it i
C. M. Rehrabaugh Co.......
Clements Co., Inc. .
Anderson, Davis & Platte
Walsh Adv. Co,, Lid..
Sidney Garﬁnke]
Agency
Samuel C. Croot Co,, Inc....
Weill & Wilkins, Inc........
Dan B. Miner Ca............
Weston-Barnett, Ine..... ...
Baker Adv. Agency, Lid. ...
Kayton-Spiero, Ine...... ...
Cockfield, Brown & Co., Ltd.
Commercial Radio Service,.
MaclLaren Adv, Co., Ltd. .
M. H. Hackett, Inc. .........
J. D. Tarcher Ca., Inc.......
Logan & Stebbins..........
Ray Davidson..............
John H. Dunham Co........
Richard F. Connor..........
H, B, Humphrey Co,.......
Lawrence C. Gumbinner....
Brooke, Smith, French &
Dorrance, INC....eovees.n,
Howard G. Hanvey.........
Glasser Adv. Agency.......
Walker & Downing.........
Hanvey & Haas.............
David Malkiel Adv, Agency.
Dana Jones Co.............
Billed Direct (No Agency)..

Fedad e

Adv.

89,565
07,014
94,822
85,390
73,348
63,985

60,076

56,300
47,676
41,662
41,384
38,160
34,182

31,461

31,131
30,977
30,485

29,520

24,660
24,228
23,236
22,858
18,500

17,860
16,306
15,350
14,196
13,823
13,200
13,083
11,600
2,540
6,960
6,825
5,041
5,940
5,372
4,320
3,658
2,704
2,043

1,920
1,704
1,470
1,087
704
691
156

1,305,030
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CBS GROSS BILLINGS TO

0 ogo N Oy Ok L0 83

19394,
Benton & Bowles, Inc....... P $4,176,615
Young & Rubicam, Inc......ovvive e e innns. 4,072,207
Ruthrauff & Ryan, Inc........ ... inines. 3,546,452
Ward Wheelock Co..oovvvvnniin i s 2,144,022
Blackett-Sample-Hummert, Ine.........c.......0s. 2,044,458
Batten, Barton, Durstine & Osborn, Inc............ 1,762,388
J. Walter Thompson Co. ..o it 1,587,13¢
William Esty & Co, Inc.....ooovvviieiinnenr . 1,534,748
Lord & Thomas. ... ...t i 1,484,834
N.W. Ayer & Son, Ine. ...oov i i 1,075,910
Newell-Emmett Co, Ine........................... 945,620
Buchanan & Co, Ine. ... .. i, 885,883
Neissar-Meyerhoff, Ine................ cccceuvnin. 884,625
Pedlar & Ryan, Inc....... ... ... . ... ........... 880,522
Compton Advertising, Inc......................... 738,230
Garaner Advertising Co. ... ... ................... 707,477
K. W. Kastor & Sons Advertising Co., Inc_........, 586,034
Biow Co.,, Inc......c0iii i, e 487,470
Lambert & Feasley, Inc....... ... ... 460,650
Arthur Kudner, Ine ... ciiiniininiineaier s 150,075
Aunhrey, Moore & Wallace, [nc ..................... 438,350
Frances Hooper Advernsmg Agency............... 430,766
Rache, Williams & Cunnyngham, Inc.............. 362,425
MceKee & Albright, Inc, oo oo i v iiou 325,350
Joseph Katz Co. ... oviii it 295,048
Campbell Ewald Co. tof New York)_ . .. ......... 294 850
Lennen & Mitchell, Inc. .. oooveen vl 273,115
MeCann-Erickson, Inc. ... .o iviinniniannennn. 244 665
Leo Burnett Co,, Ine. ... .. ..ot 215,423
Bermingham, Castleman & Pierce................. 180,255
Hellwig-Miller €o....coviiiiiiii e e i s 164,983
Knox Reeves Advertising, Inc............. .c.o0nt 105,760
Bowman & Columbia, Inc.........c.coveiviniven 102,375
Sorensen & GOttt aim e e . 100,167
Russel M. Seeds Co.,, Inc.......civviiiiniains, 64,050
Campbell-Mithun, Inc.......... . .o 63,485
The Aitkin-Kynett Co.......... . i iiiiiaan 30,493
Hixson-O'Donnell Advertising, Inc ................ 27,540
Emil Brisacher & Stafl. ... ... .o i 26,410
H. M. Kiesewetter Advertising Agency, lnc........ 20,270
Walsh Advertising Co.,, Ltd........................ 18,500
Sidney Garfinkel Advertising Agency.............. 17,860
Erwin, Wasey & Co, Inc...ooooviii i iiiir oot 17,680
Waesteo Advertising Agencey. ... vviiivinianenenn 16,500
Baker Advertising Agency, Litd.................. .. 13,200
L. W, RamSey CO.uurivrneninnaanmmaaeanaansan, 11,824
Cockfield, Brown & Co., Ltd......... 00 it 11,000
Kayton-Spiero, Inc.....vvuiviniiiiineeeer i 7,173
MacLaren Advertising Co., Ltd................ ... 8,900
J. D. Tarcher Co, InC.....ccoviiiiniii i 6,041
Dan B. Miner Co, Inc.... ..o 5,940
The John H, Dunham Co.,.............. .. ..... s 4,320
Richard F. COONOr. ... e i iemee e e e 3,658
Tomaschke-Elliott, Inc............. ........ ... ... 3,520
Kenyon & Eckhardt, Ine.................. e 3,050
Ray Davidson........ ... ... oo 2,736
H. B Humphrey €o..oeimiiii et 2,704
Howard G. Hanvey. . . .. ... . i iiieiane v, 1,704
Glasser Advertising AZENCY......... . ovoiionn- 1,470
David Malkiel Advertising Agency ... . ............. 691
Dana Jones Co. . et et e 456
R. H. Alber Co. .o et iie e ia e m e 458
No Agency (Billed Direch)......................... 178,115

AGENCIES: 1939

e ] G5 B ey
(2) $3208840
(3 2,405,105
D 3,359,373
(12) £92,788
( 4) 2,057,048
(13) 683,701
(93 1,040,996
T 1,081,013
5 1,662,262
(8 1,065,945
{ 6) 1,118,355
(18) 105,265
[@113] 420,170
126) 246,732
(15) 578,152
(14, 593,803
40) 43,610
(16) 463,380
23) 302,345
(17 435,120
(32) 156,100
22) 331,985
(21) 340,767
(49) *¥12,870
(24) 288,655
1> 778,410
(28) 211,410
(48} 13,829
(31 174,049
{25) 247,993
(38) 87,750
142) 28,261
t51) 7,950
{563) 7,320
(43) 26,000
47) 14 08B0
136) 106,600
(46) 14,220
(44 ) 21,000
163 4,500
(500 10,170
(76) 360
(71) 1,500
AU 2,675
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MUTUAL GROSS BILLINGS TO AGENCIES: 1939

L Ivey & Ellington, Inc...... . oo et
2. Ruthrauff & Ryan, In¢
. R. H. Alber Co

3 B H Alber Con i
4. Erwin, Wasey & Co, Ine.............ccciiuunan...
3. Batten, Barton, Durstine & Osborn, Ine............
B, Biow C0y INC.iit it it ciee e e
7. Critchfleld & €O, . oottt
8. Young & Rubicam, Int....... oot iiviinnieiinonn.
9, Grady & Wagner Co...ooiviieiiiin i ieiieaiins
10. Kelly, Stublman & Zahrndt, Inc
1L Maxon, InCo. oot el
12. Lennen & Mitchell, Inc
13, MeCann-Erickson, Ine....oovveiiirinr ...
14, H. M. Kiezsewelter Advertising Agency, Ine........
15, William Irving Hamilton, Inc. ..ovvv e innivinnnnn.
16, Bass-Luckofl, Inc.........viiiiiiniiiiiiniainn ..
17 C.M. Rohrabaugh Co...............coovil ool
18. J Walter Thompson Co.....vvuvneirenenveae.. ..
19. Anderson, Davis & Platte, Inc
20. Samuel C. Croot Co., Inc
21, Lambert & Feasley, Inc
22. Marschalk & Pratt, Inc
23. Weston-Barnett, Inc............ ... e
24, Wm.Esty & Co,Inc......... oo ai.
25. Benton & Bowles, InC.. ... iiiit i,
26. Commercial Radic Service Advertising Agency.....
27, ¥Franklin Bruck Advertising Corp..................
28, M. H Hackett, Inc...... ... i,
29, Kayton-Spiero, Ine..... ... o i
30. Buchanan & Co...... ... ... .. ... ..
31. Lawtrence C, Gumbinner. ... ... ... .. ... ... ...,
32. Brooke, 8mith, French & Dorrance. Ine
33, Blackett-Sample-Hummert, Inc..... ... ... .. ...
Miscellaneous (cooperative).....................

NBC GROSS BILLINGS TO

Blackett-Sample-Hummert, Ine. ....cov e innnn..
J. Walter Thompson Co..oviivint i i iiinn.s
Compton Advertising, Ine...........covvieenon. ...
Lord & ThOmMas. « ot vviinriircaniieeeeeianaans
Young & Rubiezm, Inc,.......... s
Pedlar & Ryan, Ine............... ... ... ... .. ......
Russel M. Seeds Co.,, Ine. ... ... o L.
Stack-Goble Advertising Ageney. ...... .......... ..
Lennen & Mitchell, INC. .. ..o e e e
10, Wade Advertising Agency. .......... .. ... .. ..
11, Benton & Bowles, Ine.,......o oo,
12. H. W. Kastor & Sons Advertising Co.,, Inc..........
13. Néwell-Emmett Co., Inc. ..o iia .
14. Ruthrauff & Ryan, Inc....... .t iiieann
15, Frwin, Wasey & €0, INnC. e ieinrienrrentanan
16. TRache, Williams & Cunnyngham, Inc...............
17. Knox Reeves Advertising, Inc,....................
18, Sherman K. Ellis & Co, Inc............cvvvnn [P
19, Biow Co., InC. .. iiiui e iei e ieiiencees
20. Needham, Louis & Brorby, Inc.......... cooiiei,

135

SR R i el

1939.

$521,614
420,016
304,651
228,265
212,733
157,036
132,460
113,008
102,576
99,565
93,577
86,087
82,243
81,090
60,076
30,877
24,228
22,960
22,839
16.805
13,784
14,662
13,823
12,540
8,943
8,640
7.274
6,825
5,910
2,357
2,043
1,820
1,410

413,715

———193B———,
(2 $259.436
3 244,411
(4 182,842
D 397,393
(25) 27,221
{11) 81,071
{13) 82,473
(3 182,574
am 94,03
8 99,948
26) 26,926
(200 38.257
(123 87,450
18 58,108
(48) 1,831
(36) 10,543
(35) 11,700
(7 110,926
381 9,840
(32 18,954
27) 23,754
€ 6) 137,492

1,639

AGENCIES: 1939

1939,

$8.668,830
4,732,169
3,072,802
2,406,474
2,256,137
2,022,048
1,336.383
1.294,4190
1,254,172
1,236,254
1,199,743
1,166,086
1,041,742
1,024,880
779,553
656,084
649,701
£02,968
590,016
589,330

— 1938 ——
(1)  $6,898,585
(2) 4,182,162
{ 4>  2520.6838
(3) 3,080,107
(5 2,505,961
(9) 1,341,453
[61}] 175,482
an 1,001,989
(18) 622,277
8 1,383,741
(T 1501558
{10y 1,201,392
20) 574,959
(26) 412,175
(19) 601,079
(16) 631,667
33) 240,774
(22) 526,664
{13) 675,190
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174,
f5.
66,

NBC AGENCY BILLINGS-—Continued

1938.
Hutchinson Advertising Co..c.vetttrrnnvenervnnn. 561,710
Sweeney & James COuurnnr it cie e iereens 588,746
Arthur Kudner, InC....vrveienneiiiien e inerinnns 513,797
Baiten, Barton, Durstine & Osborn, Inc............. 506,165
L. W, Ramsey Co . vvtininiriineiniiirrennnen 488,265
Gardner Advertising Co...covveiiininnenen. ... .. 457,776
Ward Wheelock Co.oiivniiianinnaee e 451,248
McCann-Erickson, Inc......vvevenivininnes e 449,026
J.M. Mathes, InC. ..o i ittt it e 865,909
Warwick & Legler, INC, ..o e it viiiii e nnes 357,162
Wm Bsty & Co, Ine. oo e 305,241
Grant Advertising Co........iiiiiiiiiieericnnrnnnn. 259,016
Henri, Hurst & MeDonald, Inc........cvvieenenn... 235,784
Maxon, T, .. s ieiiiie ettt et iacanae s e inans 211,828
Hixson-O'Donnell Advertising, Inc......v.oveevn... 230,564
McKee & Albright, InC..ovvriniiiin i ivceneenn. 182,856
Cecil & Preshrey, Inc.cooooiiiiinii e iiieiiia s 181,487
Charles W. Hoyt Co,, InC....vvinienncnnainennn, 164,128
Glicksman Advertising Co, In¢.....oovveven. ... 151,893
Morse International, Inc........... ... il 121,488
Westco Advertising Agency.......ciiivvnvrinnnens 112,287
Hays, MacFarland & CO...ovviiininr i 105,162
Franklin Bruck Advertising Corp.........covenn. .. 101,898
Foster & Davies, Ine. v o i iiir e crrein cienannen 97,014
Fuller & Smith & Ross, Inc.,..ovuii e inneeeinnn. 94,822
Margehallk & Pratt, Inc. ... ocviviiioneenieecnneenis 70,728
N W.Ayver & Son, Inc.....o v, 68,406
Barion A, Stebbins Advertising Agency............ 56,306
Fitzgerald Advertising Agency, Ine.......... ... ... 47,678
Emil Brisacher & Staff. ..., ... oo oL 46,038
Kenyon & Eckhatdf, Inc.......ovoivieienniina, 38,612
Gale & Pletseh, InC....oo oot ns 28,160
Tomaschke-Elliott, Inc,..... ... ..o it 37,864
Tucker Wavne & Co..ivii it iinieianne.s 34,182
Byer & Bowman Advertising Agency...... ........ 21,461
Long Advertising Serviee. ... .o iiiiiiiiil e 31,131
Botsford, Constantine & Gardner.................. 29,520
Leon Livingeton Advertising Agency............... 24,660
Clements Co., Inc. ., .oiii it ieiaiee 23,236
Weill & Wilkins, IfRC. ... v iiivi i iiiie i insan e 15,356
Dan B. Miner €0, vivivrriiieriiinietreiviroaenens 8,256
Logan & Stebbins. ... S 3,940
Joseph Katz Co. . cvviiiiiiiiiiieiiiee i iiaeai s 4,351
Ray Davidson. ... .co.cvininiiiii o i 2,636
Walker & DowWning. .. coviriee it ii v 1,087
Howard G. HENVEY . .. oot i iiiin e 704
No Agency (Billed Direct)............. e 772,200

136

—1938—\
(21) 363,400
(15) 635,206
30 350,329
(12) 877,632
(28) 364,563
(23> 505,478
( 6) 1,565,637
an 625,441
(52) 48,276
72) 3,646
(35) 189,019
27y 391,871
{34) 202,940
(24} 493,928
{25) 455,936
(40} 107,559
43) 76,736
(58) 116,248
37 117,488
(14) 648,815
(64 13,112
(31) 284,746
(53) 45,552
(59) 30,168
(44) 71,288
(47) 85,656
(56) 37,263
{55) 40,974
(49) 59,872
(69> 4,212
62) 21,432
(65) 8,576
(43) 61,921
13 3,541
68) 5,546
(85 880

874,843
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1,000 NETWORK, NATIONAL SPOT AND
REGIONAL RADIO ACCOUNIS

Compiled Under the Supervision of

ELLEN L. DAVIS
Associate Editor, Variety Radie Direetory

Note: These sponsors and/or accounts are a cross-index of the agency
information presented in the section immediately following this list (pages 177-
227). They do not include all network, national spot and regional accounts
noted on the hooks of the industry from June 1, 1939, to June 1, 1940, but only
that portion of them placed by the agencies from whom the DIRECTORY was able
to obtain information.

It should also be borne in mind that inasmuch as information was obtained
on network business from both networks and agencies, a difference 1 the num-
ber of network stations accredited each account in various sections of this book
occurs frequently, While this difference is not large, it is recognized by the
editors, and herewith explained as being due to differences in time of gathering
information, as well as differences in source of information,

No local accounts occur in this listing.

Sponsor Agency Time Purchases
Absorene DMig. {(Absorene Wazllpaper
Cleaner, HRH Paint Cleaner, Abso

Crystals Watersoftening). ............ Ross-Gould ....c.coii it iiiaiaanan .30 A
Acme Breweries. ... oo cviieniiiianas Brisacher, Davis & Staff............ 1 News; § A
Acme White Lead & Color Works (Paint

Products, Lin-X). ...oveirrvnennnrnune Henri, Hurst & McDonald.. ... .......... 36 NBC
Adam Hal S1ores. . ... vvvivericrsrarnss Glicksman Advertising...........evvun.n 81 NBC
Advertising Distributors of America. .. Peck Advertising Agency......o.ivveveinieen 4 A
Aero Industries Technical Institute.....Critchfield & Co....coviviieiinennn, I3 P& FM
Agash Refining Corp...ocivivieeainnsen H G Morrls..oiiiivninive e innnnneinnaans 3 A
Albers Bros. Milling (Cereals)......... Erwin, Wasey..oiveerreerineinenn,s 8 NBC; 5 NBC
Albers Bros. Milling (Friskies Dog

Food) iuiiricni it Erwin, Wasey...ovviveiiiinnenn.. 9 CBS Pacific
Albert Lahorafories {(Respirine)........ First United Broadcasters................ ... 12 A
Albert Laboratories (Respirine)........ Newby, Peron & Flileraft......... ... ... g P
Allan’s Beverages, Lid. ............ ... Vickers & Bensom. ....viiirvearoenarvrnarers 1A
Allied Mills (Livestock Feeds)......... Louis B, Wade. ... 2 A
Allis-Chalmers (Tractors, Farm Imple-

ments) ...... reeeaanaiactresanraans Bert S. Gittins........ 36 NBC; 3 N. W. Triangle

Network; 3 P; 12 P; 2 P; 1 FM; 5 Special Events;
8 News; 1 News; 1 FM News; 1 Transcribed P;
1 PP; 2 PP; 1 Market Reporis; 14 A

American Bakeries Co. {Merifa Bread,

Cake, Crackers).......ccovvevivneens Tueker Wayne. .. e iiie e canecr i 24 P
American Bird Products................ Weston-Barnett .......c0 viiiiiiiniias 6 Mutual
American Brewing.....ovvvvevianaenns FoA Hughes.......iiiiiennirennrnerceraes 7A
American Brewing (Regal Beer)....... Mitchell-Faust ........ e eisaeasan I1TFM; 1P
Amerjcan-Chiffon Hosiery.............. First United Broadcasters........cccniviennnn 7TA
American Ciggrette & Cigar (Pall Mall), Young & Rubleam. ..., ..o oo 8 A
American Cranberry Exchange......... BBD&O. ..... Spot; number of stations not listed
American Express CoO..viiiiiniiiianes Stack-Goble....A; number of stations not listed

Key: AIl numerals indicate number of stations purchased. NBC, CBS, and Mutual
indicate the three major networks. A — announcemenis. P = full-length programs.
CEC = Canadian Broadcasting Corp. PP = participating program. FM — five-minute
programs, -
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1,000 RADIC ACCOUNTS—Continued

Sponsor Ageney Time Purchases
American Fruit Growers (Blue Goose
Yruits and Vegetables)............... Walker & Downing........... 19 A & Three and
Five Mins.
American Life & Accident Insurance Co, Kelly, Stublman & Zahrndt........ovvveene. 35 P
American Molasses Co........ ... .0 Charles W. Hoyt. .....0viveiieinicnninans 10 PP
American Qi1 Co..v i Joseph Katz..oov it i 456 CBS
American Safety Razor (Star Blades)...Federa] Advertising Agency,............ il A
American Tobacco (Half & Half To-
BACED) oottt e e Young & Rubicam..........c.ocooinnt.. 53 CBS
American Tobacco (Lucky Strike)...... Lord & Thomas...... 105 NBC; 16 Transcribed P,
Mutual, plus 3 New York State stations; 102
CBS;8 A
American Tobacco (Roi Tan Cigars).... Lord & Thomas. . o ovurvin e rririnennnranns 3T A
American Unitarian Association........ BBDE&O. ... Spot; number of stations not listed

PN e T=1 51 A Blackett-Sample-Hummert. ...... 16 Texas State
. Network; 15 Western Radio System; 13 P; 1
Station Breaks; 6A; 1P

Anacin {BiSoDol, co-8ponsor). ......... Blackett-Sample-Hummert ..........cvnne.. 1P
Anacin (Black Flag, co-sponsor)........ Blackett-Sample-Hummert . ............. 39 CBS
Anacin (Fly-Ded, co-sponsor).......... Blackett-Sample-Hummert ......coo0ene. 60 NBC
Anaconda Szles (Anaconda Phosphate) . McCord Co.ourinnit it in it i iaiininsnn 8 A
Anglo-Canadian Publishing (New World

Ilustrated) ........vvviiivivaen A MeKim, Litd. oo 2 A
Annie Laurie Candy Shops............. Benison 0. cr ettt iiireriieaneintannrnenen 5 A
Archex-Daniels-Midland (A-D-M Wheat

Germ CHIY ..o cr e e Dan B. Miner. ... 0iviniieieioinierinianens 4 PP
Archer-Daniels-Midland (A-D-M Wheat

Germ OflY ..o e ieciiei i e e Olmsted-Hewitt......... 4 P, Minnesota Network
Armour & CO. . ivviii i iiient careans Lord & ThOmasS. ..o ovviiinsoennnrn.. 5A;4PFP
Armour & Co, (Perk).................. Lord & Thomas. .. ov vt iarnennrionenrarens 1A
Armour Fertilizer Works. ............. LT R 3 - o< 0r
Armsirong Cork Co.................... BEBD&Q...... Spot; number of stations not listed
Arzen Laboratories.................... Rogers & Smith. ... vveiviiiniiicnennn.n. 2 A
Associated Denim Producers........... Donahuie & €08, .uvvrier iereernaarnnerranea 4 A
Associated Serum Producers............ Fairall & CoO.virireriirrrinrnrsianennnnas 17 A
Atlantic Coast Line Railroad.........., Associated Advertlsmg Ageney. ... cvehea-n b A
Aftlantic Refining (Gasoline, Oil, Lubri-

[3:14 Ta] o'} N, W. Ayer......... 46 Basechall Games, Colonial

Network plus independent stations; 81 Football
Games, Yankee and CBS New England net-
works, plus independent stations; 1 Basketball
Game; 1 Spotts Review

Atlantis Sales (French's Kustard)..... J, Walter Thompson. ..... 77PP, Yankee Network

Auto-Crafts Training Co...........: ¢, .. First United Broadcasters.............e0vn 0 A

Automobile Club of Michigan.......... Brook, Smith & French............... 9 Baseball
Comment after Games, Michigan Radio Net-
worlk

B F Avery & 8ons. ... civviveerirnnn. Allen, Heaton & MeDonald. .............. 13 M

Axton-Fisher (Twenty Grand)......... Weiss & Geller............ 7 News, CBS Pacific;
11 Sporte Pi 4 News; 1 P; 1 A; 1 FM

Ayer's Pectoral.............ooinl Blackett-Sample-Hummert ................% “1 A

B. T. Babbitt (Bab-0).......cc0vvivnus Blackett-Sample-Hummert. . ........ 42 NBC; 17

Western Radio System; 2 A
Ballard & Ballard (OvenReady Bis-

culls) oL Henri, Hurst & McDornald.................. 4 A
Bank of America Nationsl Trust & Sav-

55 7=-= S Charles H, Stuart,........... 3 NBC Pacific, plus

independent stations; 17 Transcribed A

Banner Packing....... . .. ........... Walter E, Battenfield.................... 5 News
Bar Association. . ... ..., . ... .. ..., Ellis Advertising.......ciiiiiiiirnieiiinves 4P
Barbara Ann Baking Co............... Dan B. Miner..........ccooivvnn. 2 Time Signals
W.H. Barber Co. ......................Lee S. Biespel Advertising Agency.......... 5A
W.H.Barber Co....................... MeCord Co........ 1 Footbal] Preview & Review
Barbey’s, Inc. (Sunshine Beer)........ Jerome B, Gray.. iciverirverrnrinircianiaaa 3 A
Barney’s Clothes...................... Emil Mogul.....ooivieiineinienn. § News, A &P
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1,000 RADID ACCOUNTS—Conunued

Sponsor Agency Time Purchases
Barton Mig. Co.. ... . ... . . .iiiiea Anfenser Advertising Agency. ............. 32 A
Bathasweet Co...........oviiiiiias, H. M. Kiesewetter......... 7 CBS; 4 News & A;

1 News
Battle Creek Drugs.................... Presba, Fellers & Presba.................. 4 A
Bayer Aspirin.........coocooailn Blackett-Sample-Hummert...... 60 NBC, 55 CBS;

368 NBC: 30 €BC; 1§ Texas State Network and
Spot; 15 Western Radio Systemn; 1 P

Bayuk Cigars.....o.oovvv i ety Tvey & Bllington. .. ... ... ot 22 Mutual
Beacen Falls Rubber Footwear (Grips) . Camphbell-Evrald of New York. ............. i8 A
J. W. Beardsley’s Sons (Foods)....... Neff~ROg0W o ivve e i it e e e 3P
Beatrice Creamery (Meadow Gold Prod-
uets) e ae e Tord & ThOomas. .o vveerniarens LW 9P 4P
L. G. Beaubien, Ltd. (Stock Brokers) ... Cznadian Advertising Agency.......3 A, Private
Network
Beaumont Co. (4 Way Vaporizing Rub). Russel M, Seeds. ..._....ooiiiiiiiiiiiienen 2A
Beauty Producets Corp. (Lady Harding :
Cosmetics) .. ... e Walker & Downing....... 5 P, A & Three blins.
Beaver Products (Shoe Polish}. ........ Canadian Advertising Agency.....- 25 A, Private
Network & CRC
Beech-Nut Packing. .................0. Newell-Emmett. ... ... .. 22 Chain Breaks
Beefare Corp. .. ovvi i iiiaen e BRD&O. .. ... Spot; number of stations not listed
Bell & Co.vnnnnie e Anderson, Davis & Platte.............. T Mutual
Bell Telephone System................. N W, AT .ttt iien i 85 NBC
Bell Telephene Cc¢. of Canada (Classi-
fied Directory)............... ...... Lord & Thomas. ............. ... 8 Transcribed A
Beneficial Management (Loans}........ Blackett-Sample-Hummert......... 28 CBS: 1 A
Benrus Wateh Co............... v Simons-Michelson ... oo G A
Berd Products (Grandma Green's Ant
Killer) .o iiaian e Rozers & Smith..... ... ... ... vt 2 A
Beverwyck Breweries.................. Peck Advertising Afency.............. .. 4 News
Billings & Cage. . ... .o Walter E, Battenfield......... .. ... ... ...... 2 8
BiSOI0L ittt e Blackett-Sample-Hummert ............. 44 NBC
BiSoDol (Anacin, co-gponsor)..... .. .. Blackett-Sample-Hummert . ...... ... vann 1P
BiSoD#ol (Kolynos, co-sponsor)...... ... Blackett-Sample-Hummert. .. .. ... 16 Texas Stafe
Network and Spot
Black Flag. ... .o i e Blackett-Sample-BEummert. .. .12 Station Breaks
Black Flag (Anacin, eo-spensor)...... Blackett-Sample-Hummert .............. 39 CBS
Blackstone Products (Aspirin  and .
others) ... viieiimr i, Randall Co... ..ot i 25 P
Blatz Brewing (Old Heidelberg Beer).. Henri, Hurst & MeDonald.. ... ..........v.. 14 4
Bleach X Chemical Co................ Walter E, Battenfield.................... 2 Newsg
Rlock Drug Co. {Gold Medal Haarlem
O1D) L e i e Redfield-Johnstone.............. 7 Transcribed A
Blue Moon Foods (Cheese Spreads)... . C, Wendall Muench.................cuven 12 A
Blye Plate Foods. . ...... ... ... .... Fitzgerald Advertising Agency....3 PP, Arizona
Network: 1 PP
Blue Ribbon Books.................... Northwest Radio Advertising. ... Approximately
1WOP & A
Bona Allen, Ine, (Shoes), ... ........... Groves-KKeen ........ ...ttt 4 A
Rond Stores, Ine. {Bond Clothes). ... .. Nefl-ROB0W . it i e crren ey 40 P
Booth Fisheries.............. e Ceeil & Preshrey.. ... .o iiinnnoan. 1P
Borden Co..vvveeiiinciniininn ... BBD&O..... Spot; numhber of stations not listed
Borden Co..........viiiiiie e Young & Rubilcam........ ... iiinians 5 A
BoseO0 CO.vrer et i Kenyon & Eckhardt.4 News. 2 News, 4 News. 3 A
Bost Co........... e Brwin, Wasey ... i it e 2 A
Boston-Edigon ................cc00uen.. EBD&O. ... .. Spot: number of stations not listed
Bovril of America, Inc............. ..., N W.Ayer................ 1 PP: 1 Chain Breaks
Bowey’s, Ing, (Dari-Rich)... ........... Sorenson & Co.vun it vu i 33 CBS
Boydell Bros., White Lead & Color Co.. MacManus, John & Adams. ........c....o.. 2 A
Breyer Ice Cream Co.................. MceKee & Albright... . ......... ... ... ..... 5 A
Bristol-Myers (Ipanal).....e.veevunn... Pedlar & R¥an... ... i i 5P

Key: All numerals indicate number of stations purchased. NBC, CBR. acd Mutual
indieate the three major metworks. A — announcements, P = full-length programs.
CBC = Canadian Broadeasting Corp. PP = participating program. FM -— five-minute
programs.
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Bristol-Myers (Ipana, Sal Hepatma) .... Young & Rubicam....... R 53 NBC; 63 NBC
Bristol-Myers (Minit Rub),. ... hes . Young & Rubicam........-cv.v.-- 29 A; 12 News
Bristol-Myers (Sal Hepatiea).......... Young & Rubicam. . .coeiviiveiiicananeens 9 News
Bristol-Myers (Vitalis)................ Pedlar & Ryam...ccvviueeiieraaraiiis. 51 NBC
Broadway Hollywood Stores,.......... BBD&O...... Spot; number of stations not listed
Brooks Clothing......ccoooieiivennenn, Stodel Advertising............ oo nns. 2 News
Brown & Willlamson....,......o0v0en. BBD&O...... Spot; number of siations not listed
Brown & Williamson (Avalon Cigar-

1232 733 Russel M. Seeds. ... oieieeinieannns. 63 NBC: B P
Brown & Williamson {(Big Ben To-

Jo:Tods{s) RN Y ....Russel M. Seeds.....ocvviveeinrenen. 1 P8P
Brown & Williamson {Bugler Tobacco). Russel M, Seeds.....o.oviviinnnnns 73 NBC; 10 P
Brown & Willlamson (Raleigh Cigar- : '

(<4 = Russel M. Seeds. ..o iiiiiiiiieninnss 20 NBC
Brown & Williamson (Raleigh & KooD) . BBD&Q ...ttt iiririniinannersnnasna 57 CBS
Brown & Williamson (Raleigh To-

baeeo) . e e e Russel M, SeedS. . venrernneiareeneannn. 73 NBC
Brown Shoe CO... . ..oiiiiiiiieennnaas. Kelly, Stuhlman & Zahrndt................ 64 P
Bulck Motors Division of General .

BV Do) €3] o TN Arthur Kudner. ..o iiiiiinnnciinenenns 100 A
Bulova Watch Co...... berseanaieniieas BIOW COuivrrrnrrnnaervnnnnenes 176 Time Signals
Bulova Watch Co....oeiviiiiinnnani, MacLaren Advertising Agency..... Time Signals;

number of stations not listed
Burch Bisewit Co....ovvvevninnnan,, Fairall & Couu v ivirenr i iiieevninieenan, 3 A
Burnham & Morrill, .. .o rsrveeneens o Lavin CoOuvtvirtvivnnintvirannnns 9A1P; 1A
Cal-Aspirin (Haley’s M-0O, co-sponsor). Blackett-Sample-Hummert, .. ........... 45 NBC
Dr. W. B. Caldwell (Dr. Caldwell's

Laxative) ..ot iiie i oo Sherman & Marguette..................... 65 A
California Fruit Growers Exchange

(Sunkist Oranges and Lemons)._..... Lord & Thomas. . veeeiiveinennianereenan 290 CBS
California Syrup of Figs.....ooveviune, Blackett-Sample-Hummert........18 Texas Sfate

Network & Spot; 13 A
California Syrup of Figs (Danderine,

COSDONSOT) vt iieeimaenennnnnnrrneas Blackett-Sample-Hummert................0. 1A
Calsedent Co...vviivniiniiinnnnans J. Waller Thompson, ., ..verrinniannrrrannns 1P
Calwhay Co, (Health Food)........... Theodore H. Segall....covviriniinnnen 2 Mutual
Cambria Development Co.......uvn.es Allied Advertising Agencies........ 6 A & News
Cammarano Bros. (Beverages)......... Condon Co. .ottt ie it eaaaanns 1 A
Campbell Soup Co. (Franco American

Spaghetti) ... iiii il Ruthrauff & Ryan............... 15 CBS; 55 CBS
Campbeil Soup Co. (Soup, Pork &

Beans) ...t Ward Wheelock. . .... ..o iiiiiiiiienns e 96 CBS
Camphell Soup Co. (Soup, Beans)..... “Ward Wheelock... ..o ciaivi.. 96 CBS
Campbell Soup Co, {(Soup, Pork &

Beans, Tomato Juice),............... Ward Wheelock................ 108 CBS: 98 CBS
Campbell Soup Co. (Tomato Juice)..... Ward WheelocK. . . ov i veie s ccveieeinnn. 418 CBS
Campbell-Pairbanks Expositions

(Sportsmen’s Shows)................ Harry M. Frost_.... ... ... . ........ 3P;20 A
Canada Bread Products................ James Fisher.... ... ... i i 1P
Canada Dry Ginger Ale............... J. M. Mathes......... ... . ............ 75 NBC
Canada Starch Co. (Crown Brand

Syrup, Karo Syrup, others).......... Vickers & Benson,, ........,. 1 Sporfs Club; 3 P

1 Hockey School; 7 A; 1 P; 1 P; 2 French A;
3 A
Canadian Johns-Manville.............. MacLaren Advertising Agency.............. 1A
Canadian National Railways (Excur-

SIONSY oo e A MceKim, Ttd. .. ... i 5A:;3 A
Capitol Bedding Co...... ... ... ..... Hammey Advertising Agency........ e 3P
Capudine Chemical Co................ Dillard JacoDbs. . vttt TA
Cardinet Candy Co.................... Tomaschke-Elliott............ T to 11 NBC Pacifie
Carnation Co. (Carnation Milk})........ Erwin, Wasev........ 92 NBC & CBS: 10 Mutual
Carolene Products (Milnut)............ Henri, Hurst & McDonald................... 5 A
Carolina Beverage Corp............... J. Carson Brantley .. .o vve v iienieninnnann 3 A
Carter Coal Co...... e e Ralph H. JONeS. .ot ciiiriiinnarr i ennnns 4P
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Cascarets {(Mulsified Emulsion, co-

SPONSOT) 4 uvrivraeninnsseraennsaannns Blackett«Sample-Hummert..... .. 16 Texas State

Network & Spot

Cedar Point-on-Lake Erie.............. Neshitt Service........coiivveiiiiiiiiniiin gP
Centlivre Brewing (0Old Crown Ale),. Mitcheli-Faust....covivnianienn. s 112 1A
Central Finance Corp........vveinneasns BBD&C...... Spot; number of stations not listed
Challenge Cream & Butter Association, Brisacher, Davis & Staff..................0 5 A
Chamberlain Laboratories (Chamber-

lain Lotion).......ov it iiinans. L. W, RAMSEF s vvveertiaaronsinn 17 CBS; 9 NBC
Chanticler Inn................. e Hammer Advertising Ageney........... 1P 2P
Chappel Bros, {(Ken-L-Ration)......... C. Wendel Muench..coovirrrsnnr-nanas 1TP; 5 A
Charm Products..... e BBD&O...... Spot; number of stations not listed
Chattancoga Medicine Co,,............ J. Carsen Brantley.............. NP 1P;2 A
Chattanooga Medicine Co. (Black

DPraught) ......iiiiiineiiiniann ... Nelson Chesman....100 A & Station Breaks; 6 P
Chesebrough Mig. (Vaseline Prodgcts)..McCann—Erickson ........................ 52 CBS
Chicage National League (Baseball

Club) i i i reenaa Neisser-Meyerhoff ........c0vviuenns PR O o4
Chilean Nltrate Sales (Chilean Nitrate )

of 50da). ...t i G'Dea, Sheldon & Canaday...........v.o.... 17 P
Cho-Cho €00, veriii i cvaiiininn, Neisser-Meyerhoff ......... etiseaaaraieras 6 A
Chocolate Products Co...ovvivveinnnnn, McCord Co.vvtiivnn e e nen 3 CBS& Pacific
Choeolate Products Co. (Stillicious Vita-

min Chocolate Syrup)............... MeCord Co.uiinn i iaen 1P;6 A
Chocolate Products Co. (Stillicious Vita-

min B Choeolate Drink)............ MeCord Co............. 4P;1P; 8 A; 2 FM News
Christian Science Committee.......... Fairall & Co. .. vi e iie e cit e iiinnaneas 5F
Christmas Club.......... ... ..o Brooke, Smith & French.................. 48 FM
Chrysler Corp...vvrnniincii i iiiannnn.. J. Stirling Getchell...................oat 126 A
Chrysler COrpa. e iiiniiinnn. Ruthrauff & Ryan......... 83 CBS; 80 A & News
Church & Dwight, Inc........... ... .. Brooke, Smith & French,,........ 18 PP, Yankee

Network

Cities Service...........u... RN v.ee. See under Petroleum Advisers
Cities Service Oil Co. o1 Canada. ... .. Lord & Thomas. .couiii it itaersrns 5 A
City Baking Co......ccoveeiiiin o n. J. Walter Thompson............coovet 2A8A
Clark Bros. Chewing Gum Co. (Clark’'s

Teaberry Guml.........vvivvvnannnn Walker & Downing. . .......... 34 Transcribed A
D. L. Clark Co. (Candy Bars)......... Albert P. Hill.................. 27 Transcribed A
Clay Equipment Co.................... Weston-Barnett ... ... ... il 5 A
Clicquot Club Co. (Beverages)........ J TR A N Y 1A
Climax Cleaner Mfg, (Wallpaper

ClEAner) ...ee'verevvrinnnnnnsaenons Carr Liggetl.. ..ot i ciin e a et naes 20 A
Cluett-Peabody, Sanforized............ Young & Rubitam................ N 8 P
Coast TFishing Co. (Puss 'n Boaots Cat

FoodY «ooviniiniiai i Dan B, Miner........ .. iiiieiiaenan.. 1PP;1P
Coca-Cola CO.vveenrnriinrinavainnas D’Arcy Advertising....................... 188 P
Colgate-Palmolive-Peet (Cashmere

Bouquet Toilet Preparations & Halo), Sherman & Marquette. .. ... ... ... ....... 85 CBS
Colgate-Palmolive-Peet (Colgate Brush-

less 8 Rapid Shave Cream).......... Sherman & Marquette.................. 47 NBC
Colgate-Palmolive-Peet (Colgate Dental :

Cream) .ivueeiiiivvniinieniniannes Benton & Bowles.......ociviiinininnn, 63 CBS
Colgate-Palmolive-Peet (Colgate Tooth-

POWAET) ittt e +.. Sherman & Marquette,. ., .............. .38 CBS
Colgate-Palmolive-Peet (Concentrated

Super SHAS) . v et i Benton & BowleS.. ..ot ieireennnniaans 43 NBC
Colgate-Palmolive-Peet (Cue)......... Benton & Bowles..couecoeeitnrinneeann 56 CBS
Colgate-Palmolive-Peet (Octagon Soap) Benton & Bowles,..... 40 CBS; 5 Transcribed A
Colgate-Palmolive-Peet (Palmolive

Shave Cream)......ovvveveiverennsn. Benton & Bowles..... N + 1 B 04 = 1

Key: All nuimerals indicaie number of stations purchased. NEC, CBS, and Mutual
indieate the three major nefworks, A = announcements, P — fu]l length programs.
CBC = Canadian Broadcasthig Corp. PP = participating program. FM — five-minute
programs,
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Colgate-Palmalive-Peet (Palmolive

SOAP) i ettt i e Benton & Bowles.....o.oiiiiiiiinianans 78 CBS
Colgate-Palmolive-Peet (Super Suds)..Benton & Bowles,.... et 78 CBS
Colgate-Palimolive-Peet (Vel)_......... Sherman & Marguette.......... 18 Transcribed P
Colgate-Palmolive-Peet (Canada), Ltd.

(Cashmere Bouguet Cosmeties)...... Lord & Thomas........coouu. 3 French Network,

Province of Quebeg

Colonial Bread., . coeeviivieannaninsen Fairall & Co..iiriiiiiiiiiiisniieeinnaanass 4P
Colonial Dames Cosmelies............. Glasser Advertising Agency........ 9 CBS Pacific
Colonial Poultry Farms.............0-- Presba, Fellers & Presba.....covvvneenn. 2P & A
Colonial Steamship Line............... Albert Frank-Guenther Law.......0iveueenn 2 A
Colt Shoes, InC. ..o voivicinniiniinns Broadecasl Advertising................ 4 News A
Columbia Reeording Corp............. Ward Wheeloek. ...... .. oo ias 31 CBS
Commercial Credit Co. {Autc Finan-

I ) ie i i e Q'Dea, Sheldon & Canaday........69 News, CBS
Compagnie Parisienne................. Norihwest Radio Advertising.......... .15 FM
Comptoir de 'Est.....ovviinenvnennnn Canadian Adverlising Agency......... ... 2 A,

Private Netwark

Condon Bros. (Seedsmen).............. Cramer-Krasselt .........0c0ceiiiieiinnnn 8 FM
Congress Cigar CO. v iiennnerneninas Marschalk & Pralt................. ... 1 Baseball
Congress Cigar Co. (La Palina Cigars).. Marschalk & Pratt........ 21 Sport News, Mutual
G. E. Conkey Co. (Poultry Feeds)....Rogers & Smith......... P Y
Connecticul Ice Manufacturers Assn...F, W, Prelle,.... e anet et araeaasaraas s 4P
Connecticut Refining Co..o.vvivevnin. Heommer Advertising Ageney. oo vinsn 11 A
Consolidated Bisenit (Crackin® Good

Crackers) ...t iiiiiineieiriannnn Mitchell-Faust .. oviiiviiinisiiaeanriiranssns 1A
Consolidated Biscuit (Hampton’s Fresh-

Baked Crackers)....... . coevienannsn Mitchell-Faust........... 7 PP, Yankee Network
Conti Produets. . .ovvee i v iiniceninn Bermingham, Castleman & Plerce.......... 3 A
Continental Baking (Wonder Bread,

Hostess Caked v iiiiiinnneeennn Benton & Bowles...ovvvvivnni-s 48 CBS; 47 CBS

Corn Products Refining (Karo, Kremel), Gotham Advertising.,..,..1 P (Foreign Station)
Corn Products Refining (Xaro, Liberty

Corn Starch)... . ..o i iiviiiieaaon.. Gotham Advertising.. . ... oiiiiiiiennnnens 1 FM
Corn Products Refining (Maizena, Argo - ‘

1) 15 Gotham Advertising...5 P; 2 A (Foreign Station)
Certland Baking.........oooviiininan William T. Lane....ccovvcernsssronnense o4 A
Cranberry Canners........ccociieevires Harry M. Frost.. oo veinininrnniaanin i, 8 A
Crowell Publishing Co................. McCann-Erickson. . ... P; number of stalions not

listed
Cudahy Packing (Old Dutch Cleanser), Roche, Williams & Cunnynham v.ves..18 CBS;
32 Mutual
Cummer Products {Energine).......... Stack-Goble ...iiviiiiieenan Ceieseraaes 44 NBC
Cummer Products (Molle}..........z. L Stack-Goble ... eia e 54 NBC
Curtice Bros. (Food Products)......... N W. Ayer......... 7 PP, Yankee Network; 1 PP
Curtis Publishing Co................. .. BBD&O...... Spot; number of stations not listed
D.L&W. CoalCo...ovvivnininennenn. Ruthrauff & Ryan............. 45 Mutual & Spot
D.L&EW. Coal Couunnnniiiinninninnan Vickers & Benson....c..ovvecivneceses 3P;1FM
Dairy Industry Commission............ Coolidge Adverlising........ U b\
Danderine {California Syrup of Fisgs,

CO-SPONSOTY  c it cnerrrnnsnsractona Blackett-Sample-Hummert .....coviieinanass 1A
John B. Danie]l Co. (Cough Syrup)..... GrovessKeen .......coeiiriinvnneennss crernd A
R. B. Davis Cao. (Cocomalt) ,........... J. M. Mathes. oo o e i e e et aann 18 A
Day & Night Water Heater Co........ Hixson-O'Donnell ........ovoee. 14 Time Signals
DeForest Training (Correspondence

COUTSES} ottt ittt ianieieanaanes Presba, Fellers & Presba. ............. 9FM &P
Dehydrated Yeast Sales Co...oowwwrn.. Benison Co........ e e 5 A
Deisel-Wemmer-Gilbert Corp. {(Dun

Cigars} ..ot e Century Advertising Agency............ 1 News;

1 News; 1 News
Deisel-Wemmer-Gilbert Corn. {Emer-
son Cigars). .. ..ot cciiiiieiaes Century Advertising Agency......... 1 Western
League Baseball Games
Deisel-Wemmer-Gilbert Corp. (San Fe-
lice Cigars). ... voineiiiiinianeanenan Century Advertising Agency........ 7 Michigan
Radio Network; 1 Sports Review
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Denalan Co. {Artificial Dental Plate
Cleanser) .. i iu et Rufts Rhoades. s iienieiirnrineenens 3A&P
Detroit Flower Show............. v-...Evans & Brisebols.,.......c..coovtt 8P & FM
Detrola CorPuoe..iveriiiinianiinninnen Bass-Lauckoff. ... ............ oot 12 Mutuat
Diamond Ginger Ale...........cc00unt. F.W. Prelle.... ... i e 3 A
Direct Merchandising Companies (Auto
Speciallies) coverien i iiiiriii e, Benison Co. . iesiirririnen it iinininaneans 8 A
Dominion Dept. of Agricuiture (Apples,
Peaches) ccuueniiniiniiiiniienionas Canadian Advertising Agency............ 23 A,
Private Network & CBC
Dominion Stores, Lid................. J, Walter Thompsgon Co,, Ltd, ,.......... ..2CBC
L, 8, Donaldson.,.,......oovcveviann .. BBD&O...... Spot; numkbker of stations not listed
Grace Donchue, Inc. (Cosmetics)...... Redfield-Johnstone ....... .o i, 3 A
Doubleday, Doran & Co.......coovvun. H. G MOTTi8e it aeiinenrevaserancnarinnioness TA
W. L. Douglas Shoe Co.....oovuunnnn. N W AVttt it it v e e L2PZ A
E. I, du Pont de Nemours.............. BEBD&OD....,. 95 NBC; Spot, number Df stations
not listed
Duart Mfg. (Creme of Milk Face Cream,
Lotion, Lipstick}........... ... ... Erwin, Wasey....7 CBS; CBS Pacific (number of
stations not listed)
P.Duff & Sons, Inc...........ooiiuee. BBD&OC...... Spot: number of stations not listed
Duke Power Co... vt ivi i J. Carson Brantley.................. 7 P; 1 News
‘Duncan Coffee Co. (Admiration Coffee). Steele Advertising Ageney......oovnvun. 4 Texas

State Network
Duncan Coffee Co. (Bright & Early

1874 i (=T Steele Advertising Agency...... 3 Texas Quality

: Network plus KNOW
Dunhill Cigars.. ... ... ...t ieeerrens Biow Co. ..ot e e e 4 Mutual
Dunn & MeCarthy (Shoes)............ Marschalk & Pratt.............c0ientn 100 NBC
Duquesne Brewing Co................, Walker & Downing...... 12 Sports P, News & A
Durkee Famous Foods (Margaring).... C, Wendel Muench.............coiiivnninn. 15 A
Durkee-Mower {(Marshmallow  Flufl,

BWEEEO) i tiiae e i Harry M, Frost........ 6 P, Yankee Network: 19

News PP, Yankee Network: 4 A

FEagle-Ficher Sales Co.......ov.. .. .... Needham, Louis & Brorby. .. ... .c.iiea. T A
Eastern-Columbia Department Store. .. Stodel Advertising Co.................... 2 News
Eastern Wine Corp. {Chatean Martin

WINEE) ittt i s iereraaere s H €. MOPTIS, oy irir e iie e cnsnraerrenn 15 A
Electrie Appliance Society of Nerthern

California . ... et in i, Jean Scott Frickelton........... 14 A: 1 A &FM
Electrieal Development League of

Southern California.................. Dan B, Miner......,..c.ocvvve.. 12 Transcribed A
Dr. Ellis Sales Co, {Beauty Aids)...... Smith, Hoffman & Smith.................. 4 PP
Emerson Drug (Bromo Seltzer)........ J. Walter Thompsen................cc.cunon.. 1A
Employers Casualty Co................ Ira E. De Jernatt. .......... 4 Texas Quality Net-

work plus KGNC; 2 A

Employers Mutual.................. CFairall & o e e e, 3P
Fnasil Chemical Co..........c........ Tomaschke-Elliott .............. e, 1P
T. H. Estabrocks Co.,, Lid. (Red Rose

TeA) .vivir i A, MeKim, Ltd. ..... ..5 French Network: 23 P
Estate Stove Covvveininnn v n. Stockton, West, Burkhart. .. . A; placed by dealers
Ethyl Gascline Corp..........c.ovah ... BBD&C e 66 CBS
Buclid Candy CO.cvvve i, Sidney Garfinkel. . ... it 9 CBS
Exceleis Beauty Salon.,................ Gillham Advertising Agency.........ccuun. TA
D 2 I Joseph Katz. ., Spot; number of stations net listed
Dr. Peter Fahrney &. Sons Co.......... Cramer-Krasselt ....... oo iniiririrennnns 1F
Fairfax Tobacco CO..uvvvevnnnnnnn. Peck Advertising Ageney.........cvieiiian.. g A
Fairyfoot Products Co. (Foot Reme-

dies). v e FFirst United Broadeasters................... 5 A

. Xey: All numerals indlcate number of stations purchased. NIZC., CBS, and Butual
indicate the fhree major nefworks, A = announcemenis, P — full-Ienglh programs.
CBC = Canadian Broadeasting Corp. PP = participating program. FM :— five-minute
programs,
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Falls City Brewing Co........coovve .. Albert Frank-Guenther Law................ 6 A
Falstafl Brewing Corp................ Sherman K. Ellis...... 1 News; 1 Basebgll: 2 P;

1 Sports Review; 2 Baseball (FM plus games);
4 PRaseball Secres; 1 Sports Commentator; 1
Market Reporis (P plus 3 A); 1 Sports; 1 A
Familex (Familex Produets)........... Canadian Advertising Agency. ............... 1P
Familex (Zymophos Tonic),........... Canadian Advertising Agency......cvvvevuev. 1A
Familex (Ozogermo)............v.vasn A, McKim, Ltd... ......coivniiiienenn.. 12 A
Fanfoto, Inc....coviniinnovnencininnns First United Broadcasters.........ceevvuuns TA
Farmers & Manufacturers Beet Sugar
Assn, (Michigan Beet Sugar)........ Zimmer-Keller.................... 7 A, Michigan

Radio Network; 3 F'M
Fellows Medical Co. (Fellows Syrup of

Hypophosphites) ................... Ted Nelson Associates...................... 10 A
Fels & Co. (Fels Scap & Chips)........ Young & Rubleam.........cciaiiinne. 20P; 1 A
Fels & Co. (Fels Naptha Soap Chips)... Young & Rubicam......ccovvivnennnnnans 57 CBS
Fenn Bros.....covieiviiiiiiiinaann,,, BBD&XO...... Spot; number of gtations not Ilisted
Field Packing CO.vereviiniiiinnnnnnsn Allen, Heaton & MceDonald...oooeeeivvenen 2 FM
Fifth St Slore. . . vveseiiciieaanienennn Mayers Co..... PN e beeia e 9 A
Firestone Tire & Rubber Co.......... Sweeney & JameS. .. iiuiinrienienaennan. 53 NBC
First Wational Stores............. .....Calking & Holden.............. Yankee Network;

varying number of stations
F. W, Fiteh Co. (Fitch Shampoo)...... L. W, Bamsey..vvverecrorirrvenionsans 79 NBC
Fitger Brewing (Fitger's Nordlager
Beer) ....iiiiiiiiiiiee i Sherman & Marquette...................... I
Fitzpatrick Bros, (Kitchen Klenzer)... Neisser-Meyerhoff ......ciiiiierreneainnn. 1A
Flex-O-Glass Mfg. Co.vvviriincnnnnn-. Presba, Fellers & Presba............. 21FM & P
Florence-Mayo Co........ciiiiiiiianas Southern Advertising Corp............ -2 FM
Florida Ciirus Exchange............... Brwin, Wasey . voue it e iiiiriiennnns 1P
Ftorida Citrus Fruit Commission....... Arthur Kudner........ 7 PP, New England Net-
work; 1 PP; 1 P; 14 A
Florida East Coast Railway............ Associated Advertising Ageney............. 10 A
Flower Foods, Inc..................... Rogers & Smith..........cciiiiiiiiiiininn. 34
D N T Blackett-Sample-Hummert. .. .. 12 Station Breaks
Fly-Ded {(Anacin, co-sponsor).......... Blackett-Sample-Hummert.............. 60 NBC
Fly-Ded (Edna Wallace Hopper, co-
SPOOSOT) 4envniiiearnnnsianaannniia, Blackett-Sample-Hummert .............. 38 CBS
J. A. Folger & Co. (Folger's Coffee). .. Lord & Thomas......vvene.nn.. 26 Transcribed P
J. A, Folger & Co. (Folger's Collee)... Raymond R. MOrgan................. 3 P15 FM
Fontana Food Produects................ Brewer-Weeks .. ... it 3P
Food & Beverage Broadcasters Assn... Brisacher, Davis & Staff................ 46 NBC
J. B. Ford Co. (Wyandotte Cleanser).., N, W, Ayer.............., T PP, Yankee Network
Ford Authorized Dealers of Pittsburgh. N, W, A¥er.......vviiieiirenrenrenion, 3A2P
Ford Dealers (Various Branches)...... N. W, Ayer.......oco.uun.. Aggregate of 44 A,
Sports, Special Evenis & News

Ford Motor Co...vvveiirinrninnnrnnn.. N. W. Ayer......... 83 CBS; 83 CBS; 13 Mexican
Network; 63 New Car A

Ford Motor Co, {Coke)....ovvuvernen.. N W Ayelr. o i Apggregate of 34,

1 Weather Reports; I Horse Raeing: 1 News
Ford Motor Co, (Dearborn Branch)....N, W. Ayer. .8 Farm P, Michigan Radio Networlk

Forst Packing (Meats)................ Frank Best........ .. .ot ciiiiinaenn.. 5A
Fort Pitt Brewing.........couvuuuun.. BBD&O...... Spot; number of stations not listed
H. D. Foss Co. {Candy}...... e Albert Frank-Guenther Law........ A, Yankee
Network; number ©of stations not listed

2-Penny Products {Dandruil Remover). Newhy, Peron & FLUCrait....orvene.... 1 Test A
Peter Fox Brewing.................... Schwimmer & Scott............. .15 A &P
Freedom ©Qit Co. (Motor Qil).......... Albert P, Hill.........,........ 7 Transcribed A
Freezone (Kolynos, co-sponsor)........ Blackett-Sample-Hummert...... e 60 NBC
Fr_eezone {Tiz, ca-sponsor}............ Blackett-Sample-Hummert. ............ ... 1P
Friend Bros. (Friend’s Briek Oven

Baked Beans)....................... Ingalls-Miniter.......... 7 PP, Yankee Network
Fru}t Dispateh Co.....o.oooii il BBD&O... .. .Spot: muunber of stations not listed
Fruit Industries. Litd. .................. Brisacher, Davis & Stafl...... 6 Mutual-Don Lee

Fruit Wine Co. of America (Lady Lynn
Wine, Lord Jean Wine, Goldberg's
Kosher Wine)........... e Emil Mogul..........coviivennnnn e d P & A
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Fruitatives Products, Ltd. (Fruitatives

Liver Tablets) .ot ieeerenrvenanses Lord & Thomas.. . icviiieinereisaineerions 14 A
G, T. Fulford Co,, Ltd. .. ... coiuvnnn. .. James Fisher.......oiiiiiinnnninanns e 9A
Fuller Laboratories {(Reducing Candy). Presba, Fellers & Presba.........covvveuvnes 1P
Furst-McNess Co. (Specialty Sales- .

107-1 1 ) S Rogers & Smith, ... ievrrenerecnierarvennanns G A
Gallenkamp’s Stores (Shoes)........... Long Advertising Service,......... 5 NBC Pacific
Galveston-Houston Breweries (South-

ern Select Beer)........vvvan. .t ...Jay H. Skinner............... 10 Sports, News &

Transcribed A

Gamble Stores. ..o iiniiiiiiiininen.s BBD&C...... Spot; number of stations noet listed
Garbex (Deodorant) ., ....ovvvnvvrrnnn. William T, LANe...ctiueniiarearonrtsosasssrs 4 A
Gardner Nursery Co.......oveneint, Northwest Radio Advertising......... 5P & A
Gas Appliance Society of California. ... Jean Scott Frickeiton................ 19 A& FM
General Baking..........ocoeuinenann BBD&O...... Spot; number of stations not listed
General Baking (Bond Bread)........ BBD&O ...t iiiiiiiiiia i 16 Mufual
General Cigar...civviviiiviiiiiieranss J. Walter Thompson. .. .71 Commentator, Mutual
General Cigar (Van Dyck Cigars)..... Federal Advertising.................. 11 Mutual
General Dry Batteries..,............. A, MeKim, Ltd. . ..o oo cea e 20 A
General Electric...............o00iue, BBD&O (i i e 59 NBC
General Foods (Walter Baker's Choco-

late) oo i e e e Benton & Bowles. .. ..ooviiiieiiinieieninns 4 A
General Foods (Birds Eye Frosted

FoodS) .uiviiieiinsierrisnnaraninans Young & Rubicam...................... 14 News
General Foods (Calumet Baking Pow-

[ o) L Young & Rublcam.....c.viiiiiieinernnenns 1P
General Foods (Calumet, Swans Down

Cake Flour) ......ooviivinerrnnnnnnn Young & Rubjeam.............. 77 CBS; 67 CBS
General Foods {Calumet, Swans Down,

Diamond Crystal Salt)............... Young & Rubicam. .......... e v 66 CBS
General Foeds (Diamond Crystal Salt). Benton & Bowles. oo viviivrieiviniaiaias 18 CBS
General Foods (Grape Nuts)........... Young & Rubicam..........ccocoiviviatn 58 NBC
Genetal Foods (Jell-O)........ PP Young & Rubicam....7% NBC plus CBC; 63 NBC
General Foods (Jell-O, Choceclate Pud-

ding, Sanka)........ceoiiiiiaiiiel. Young & Rubicam. .. .. ..ooiiiiiiiae. 13 CBS
General Foods (La France, Satina,

Minute Tapiocad.. o iiieeneiereanans Young & Rubicam............... 51 CBS; 40 CBS
General Foods (Maxwell House Coffee). Benton & Bowles......... .. oo ..n 85 NBC; 29 P
General Foods (Post Toasties)......... Benton & Bowles. ... ... vriiinrinrnieens Iy P
General Foods (Post’'s 40% Bran

Flakes) ....cicvevinan.. e eae e, Benton & Bowles........... ... ool 70 CBS
General Foods (Postum)............... Young & Rubleam.................. 56 CBS, 1 P
General Foods (Swans Down).......... Young & Rubicam..........cciiivivinnarnn.. 1P
General Laborateries.................. Waller E. Batienfield.................... 8 News
General Mills (Bisquick)............... Knox Reeves., . ovveeiree i, 27 NBC
General Mills (Corn Kix). .o ooviivnin. Blackett-Sample-Hummert. ...72 NBC and Spot;

14 CBS; 35 NBC; 69 NBC and Spot; 20 NBC
General Mills (Gold Medal Xitchen

Tested Flourds..overininarrieeninan. Blackett-Sample-Hummert. ..... 12 CBS; 72 NBC
and Spot; 61 NBC and Spot
General Mills (Softasilk).............. Blackett-Sample-Hummert, ... .. 28 NBC: 28 NBC
General Mills (Wheaties).............. Knox Reeves......ccovvenne 16 NBC plus 67 Spot;
3¢ CBS; 57 Baseball Games
General Mills (Wheaties).............. Westco Advertising Agency...10 Baseball Games
(General Motors.......... e Arthur Kudner.............. P & A ¥
General Motors (Frigidaire Division}... Lord & THOImMas. . covviviriiinniiisrecneians 55 A
General Motors (Pontiac Division)..... MacManus, John & Adams............ A; placed
by dealers

(General Transformer Corp, (Poria-
POWET) sttt ittt niic e renan Newby, Peron & Fliteraft............ o..1 Test A

Key: All numerals indieatc number of stations purchased. NBC, CBS, and Mutual
indicate the three major nefworks, A — announcements, P — fuli-length programs,
CBC = Canadian Broadcasting Corp. PP = parlicipating program, FM == five-minute
programs.
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Geppert Studios................. v.....Coolidge Advertising,...........e.vuue 15 P& A
D. Ghiradelli & Co......c.cvciaiinsss Erwin, Wasey...........CBS Pacific; number of

stations not listed
Gill Brothers Seed Co................. W. 8. Kirkpatrick............... 8 Transcribed P
Gillette Rubber Co...cooivniin i cins Cramer-Krasselt ........... o iiiiiiiian 1P
Gilmore Oil. ..ot i i ein Botsford, Constantine & Gardner........... 16 A
Glad Rag Products Co........oooiiu, Donahue & COBuverenrrnnrrnerneninerrnanns 1A
Globe & Mail (Newspaper).ovovevariis MacLaren Advertising Agency....12 Provincial

Network; ¢ A
Glostora (Mulsified Emulsion, co-spon-

SOP) tiriseniaaeaas veeereasennyvass ., Blackett-Sample-Hummert,....... crrareaeal A
Glyco Thy mohne ...................... Peck Advertising Agency..... U 2 A & News
Golden Taste Products (Sims Cerezl)., McCord Co....vovuun. .. 4 A, Minnesota Network
Good Luck Foods Co......vevennin. F,A. Hughes. .. ..iheiiniieniciiniiocnanians 14 A
B.F. Goodrich Couveeerinerernnnnearns Ruthrauff & Ryan....seeeeeean.. 25 Sports News
B. F. Goodrich Co. (Tires)............ Westeco Advertising Agency....7 Baseball Games
Goodyear Tire & Rubber Co........... Arthur Kudner...... 32 Farm News, NBC 20 P;

1 News; 1 A
Gordon Baking Co.vevvenininniiennnias Young & Rubicam. vovveeiv i inrernreannss 3 NBC
S. Grover Graham Co......oooiieven e Peck Advertising Agency....cccieeveianinens 3 A
Graham-Paige Motors.,.......v..c.u... . Stack-Gaoble,.....,....Dramatized A; number of

stations not listed
Great A & P Tea Co. (A & P Retail

Grocery Stores).......cccovu..n v..... Paris & Peart..... 3 CBS New England Network
Griesedieck Brothers Brewing Co...... BBD&O...... Spot; number of stations not listed
Griffin Mg, Co..vvvviveiiinianniina, Bermingham, Castleman & Pierce...... 45 CBS

4 Mutual; 47 P, News & A
Grocery Store Products (Fould's Maca-

TONEY it ciinnoercanencrosrennns Sherman K. BIliS. cvvernivereraenns 1 News; 1 PP
Grocery Store  Products (Cream of
RICE) 1ovvrnroecnrnnnnsvern, vevvae.. Huber Hoge & SONS. v cvvvinarrrenaen .3 A & PP
L. O. Grothe, Ltd.. ..o o ivr i viiinas .+e Vickers & Benson.. ..4 Canadian Network
L. O. Grothe, Ltd. (Grads Cigarettes)... Canadian Advertising Agency ......... 3 English
Private Network; 4 CBC French Network
L. O. Grothe, Lid. (St. Regis Fine Cut). Canadian Advertising Agency........ 3 French

Private Network; 10 A, Private Network &
CBC French Network

Grove Laboratories (Bromo Quinine).. Stack-Goble.......... . ...39 NBC; A, number of
stations not listed
Gruen Watch Co. ..ot vvviveei i innven «MeCann-Erickson....... 1 Commentator; 1 Time -

Signals, 1 A, 1P, 14,1 A.1News, 1 A, 1A,
dealers P; number of stations not listed

Guaranty Union Life Insurance......:. ", Stodel Advertlsmg Covvvieneiienan, 25 to 50 P
Gude Bros.-Kieffer Co. (Royal Brand

Butter) .o i i e Huber Hoge & Sons........ Cevaeraaen 2PP & A
Charles Gulden (Mustard)............. Charles W. Hoyt. . iiiiviianinnriiinanans 6 NBC
Gulf Ol Cotp.. . ee it ieieiininnnas Young & Rubicam...... 66 CBS; 63 CBS; 66 CBS
Gulf Oil Corp. (Gulfspray)............ Young & Rubicam.............. 26 Transcribed P
Gulf Recovery Corp. (Refiners)........ Peck Advertising Agency............... v 3 A
Gum, InC. ..o e e s Austin & Spector.,... Ceaeenns e 12 A
Gunther Brewing. e .Ruthraufl & Ryan.....ocviieeiiiiennnnnn-, 2P
Haberle Brewing..... . CWilHam T, Late. oo a e 3A
Haley's M-O (Cal-Aaplun, co- sponsor) Blackett-Sample-Hummert .............. 45 NBC
Hall & Ruckel, Inc. (X-Bazin)........ Redfield-Johnsione ...........cooiiiiii 1p
Theo. Hamm Brewing................. MeCord COvrnveenivnnnnris 1 FM Sports Review
Hammondsport Wineries............... Peck Advertising ABenCY.....covunvrnnrnines 5 A
Peter Hand Brewery (Meister Brau

BEOT ) ottt i e e e e e Mitehell-Faust. ..... 4 A1 FM; 1 P;1P;1P;1P
Chr. Hansen’s Labo:ator\ .............. A, MceKim, Ltd. .. ..v. i iciiiiiin e 22 A
Chr. Hansen’s Laboratory.............. Mitchell-Faust .........cociiiiinaen 2A;,1PP
Chr. Hansen’s Laboratory (Junket

Freezing Mix)........ ... . 00..... Mitchell-Faust o.oovvviivineeciiiienns 19 A; 1 PP
Chr, Hansen's Laboratory (Junket Ren-

net Powder-Tablets)................. Mitchell-Faust ................... 10 PP; Yankee

Network; 2 A; 2 PP
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Chr. Hansen's Laboratory (Junket Dan-

ish Dessert) ......coiiiiiiiannennnnn Mitehell-Faust.......covevennnn i venns 2 A 1PP
Chr. Hansen's Laboratory (Junket Quick

Fudge Mix). ..o iiiin e iiianen Mitehell-Faust...........ocnvin.. 19 A, Yankee

Network; 28 A, 3 PP
Chr, Hansen's Laboratory (Dairy Chem-

10218 it i e B. J. Paulson Associates. .. ... .. 3 Cheese Reports

D.P.Harris Co. .o v i H. M. Kiesewetter........ A; number of stations
not listed

George Harrls & Son.....cveevinn.. Mackay & Savary. vvveeeieinnarnnsiainne.s 8 A

Hartz Mountain Products.............. George H. Hartman. .........oo-vvvrvn- 5 Mutual

Haskins Bros. & Co. (Scap)............ Presbha, Fellers & Presba.............. TP & FM

Hawaiian Pineapple Co. (Dole Pine-

apnle) L e e e N oW AYer. . . it it i it iaee s 68 CBS
Hawaltan Pineapple Co. (Dole Pine-

‘apple Jems & Juiced ...l Young & Rubicam....................... 62 CBS
Hecker Producis Corp................. Erwin, Wasey.......... 11 Transcribed P, Mutual
Hecker Products Corp. (Shinola)....... Benton & Bowles....................... 47 NBC
Hecker Products Corp. (Presto Cake

Flour, H-O Qats).................... Erwin, Wasey.....o.ooiiiinana.. 9 NBC Pacific
James Heddon’s Sons (Fishing Tackle)..Rogers & Smith........ ... ... ... ... ... ... 13 A
Helbrog Watch Co......coceviivunnnn .. Frank Best. .................... 10 Time Signals
Hemphill Diesel Schools............... R.oH. Alber. .. 20 P
Hemphill Diesel Schools............... Critehfield & Co... . ..... .. v cuvun. .. 23 FM

W. M. Henry Co. {Distributors of Van
Camp Pork & Beans & Stokely Prod-

L1243 TP Mayers Co.ner vt i e e e e e 5 A
Dr. Hess & Clark, Inc. (Farm Reme-

QIEE) v vt v i e N.W. Ayer............ 23 Farmers Forum; 16 A;

5 A (Canada)

Hiland Egg Noodles. ...voveviiinininnns Walter E. Battenfield. ....................... 2P
Hiland Pop Corn...........c.ooveiunns Walter E. Battenfield. ....................... 2P
Hiland Potato Chips.................... Walter B, Battenfield. ....................... 3P
Hi-Lex Co.. v i iiaraainn McCord Co,......uv ... 2 A, Towa Network
Hills Bros. (Gingerbread Mix}......... Sherman K, Ellis....... ... oot 2 A
Charles E. Hires (Hires Root Beer)....(’'Des, Sheldon & Canaday................. 55 P
Hoffman Beverage Co................. BBD&O...... Spot; number of stations not listed
Hollingshead Corp, (All-Nu Floor Wax). Ted Nelson Associates. .. ... . .viiviirinrerns 2 A
Edna Wallace Hopper (Fly-Ded, co-

SPONEOEY Lottt i aa e Blackett-Sample-Hummert. ..........,...38 CBS
Horliek’s Malted Milk Corp............ Roche, Williams & Cunnyngham............. 2P
Geo. A.Hormel & Co....covvvvviienets BBD&O...... Spot; number of stations not listed
Geo. A. Hormel & Co. (S8pam).......... BBD&O. (i e 38 CBS
Horn & Hardart Baking Co. (Restau-

rants, Retall Stores)....,............ Clements Co... ..ot e 4 A
Horton Mfg. Co, (Home Laundry Equip-

Ment)y ....iiii i i Lounis E. Wade........ ... i 5 A
Househeld Finance,.......... e BBD&O... ... Spot; number of stations not listed
Household Magazine. .................. Prasba, Fellers & Presba, ............ IFM &P
Hudson Motor Car Co................. Brooke, Smith & French...__...... A; number of

stations not listed
E. Griffith Hughes. ...... oo v .. BErwin, Wasey. ... .cocu i i e i e 1A
Bygrade Sylvania Corp.,,.............. Warwick & Legler.............oiiiiinnan.. IP
LT.S. Co, (Rubber Heela).............. Carr Liggett......ooo oo i, 1 Cut-In A
Ice Cream Products...............c00s BBD&D. ... Spot; number of stations not listed
{llinois Bell Telephone Co............. NoW. Aver ..ot iiiineeees 20 A1 A1 A
Nlinois Meat Co.,.oooviiio,, Neisser-Meyerhofl. ... ..o ievrivnnns 5 Mutual
Imperial OfY, TLtd........... ... ...... MacLaren Advertising Agency....... 39 Hockey,
! CBC; 7 Hockey, French Network and Special
Hookup

Key: All numerals indieate number of stations purchased, NBC, CBS, and Mutual
indicate the three major networks, A — announcements, P = full-length programs,
CBC = Canadian Broadcasting Corp. PP = participating program. FM == five-minute
programs,
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Imperial Sugar Co....cvevvierensnears. Tracy-Locke-Dawson...ovevne.., 4 Texas Quality
Network; 4 Texas Quality Network: 4 Texas
Quality Network

International Cellueotton (Kleenex)....Lord & Thomas.........cvevriirrnrennn ..41 CBS
International Harvester Co...........-. Aubrey, Moore & Wallace.......... 83 A; 7 News
International Milling <(Robin Hood

Flour) ....coovveuninn-. e Olmsted-Hewitt..............cooviiivent 1 News
International Milling (Sea] 01 Minne-

sota Flour). ..o iiiiiiiianann Olmsted-Hewitt..... en e 1P;1News; 1P

Internaticnal Silver (1847 Rogers Bros.
and Wm. Rogers & Son Silverware},. Young & Rubicam, .53 CBS plus 30 CBC; 26 CBS
1 A

Iodine Educational Bureau...... e AL MceKim, Ltd. oo i e
Iowa Dairy Industiry Commission....... Coolidge Advertising........covciuivinnivans 12 A
Towa Soap Couvrvrnriiiineiineriirnen Weston-Barnett............ 1 Transcribed P; 1 A
Iowa State Fair. ... coiviicevriveninnans Fairall & Co.veiiitiiiiiiiaciisriancesiiinns 4 A
Ironized Yeast. ... oeriiieoiiinnannas Rut-h:éxuﬂ‘ & Ryan....... 45 NBC and Inter-City;
68 CBS

Iroquois (Herb Tea)..........ocvvvntn Ted Nelson Associates...........ccoviiivin. 4 A
Irresistible, Inc. (Cosmetics)........... Redfield-Johnstone................. 2 PP, Mutual
Italian & French Wine Co. (Roma

WiNes) . e i et n e Ellis Advertising.......ceveevereerrvee...2 News

Jackson Brewing. .., ........... R Anlenger Advertising Agency.,....... 16 Sports;
3 News; 6 P; 8 A

Hotel Jefferson........co.cvicvuenin.-. Anfenger Advertising Ageney.............. 44 A

Jeffersonian Democrats or California... Willlam A. Ingoldsby.....covvvieenivnnnnn, 2P

Andrew Jergens Co. (Jergens Lotion). . Lennen & Mitchell.......cccoioeveeanin, 69 NBC

Andrew Jergens Co. (Woodbury Cream

and Powder) . ... iiiirivinnncnannn.n Lennen & Mitchell. .. ....ocviiiiiannann. 69 NBC
Andrew Jergens Co, (Woodbury Soap)..Lennen & Mitchell......o.ovveiioiaas 69 NBC
L = Joseph Katz,,...... Spot; number of stations not

listed
Johns-Manville ............ ... ... vee..J. Walter Thompson......oovevvnienein. 1 ¥FM PP
8. C. Jobnson & Son (Wax, Glo-Coat,

Aute Wax) . .. ovriiiiiiinii e Needham, Louls & Brorby.....coovivaan. 10 NBC
S. €. Jehnson & Son (Wax, Glo-Coat).. Needham, Louis & Brorby............. 6P, 206 A
Johnscn, Carvell & Murphy {Kellogg's

Ant Paste). ...ttt William A. Ingoldsby.......cociivinveinvnn 2 A
Johnston Chemical Co.......... . Scuthern Advertising Corp................ 4 FM
Journal of Living. .....covvvrenennann. Austin & SPeClOr. .. v e e 16 P
Julep Co, {Boewel's Reot Beer).......,. C. Wendel Muench.,. .30 One Min. Dramas; 19 A
Kamm & Schellinger Co............... Carter, Jones & Taylor.......oooiiinenns 2 News
Kay Jewelry Stores......ooovevnvinnnn. Hammer Advertising Agency.......oooceevn. ipP
Keeley Institute..........ooivi i iinnnas Southern Advertising Corp................ 1 FM;

5 Transcribed A
Kellogg Co. (All Bran).....ovevenennn. Kenyon & Eckhardt...................... 153 PP
Kellogg Co. (Corn Flakes)............. J. Walter Thompson............. 52 NBC, 40 CBS
Kellogg Co,, Lid..cvuivniiinnernninnnn J. Walter Thompson Co., Lid. .2 French Network
H. Kellogg & Scns (Hartley's Marma-

T = Clements CoO.nr v e ie e mete e rsaens 1A
Kemp & Lane................ooiuuun FoA Hughes. . .i.iiiiiiiieeeneinnnae 12 A
KenRad Tube & Lamp Corp............ Allen, Heaton & McDonald. .. .............. 1P
Kenton Pharmacal Co. (Brownatone)... Roche, Williams & Cunnyngham........... .8 A
Keystone Steel & Wire Co.vvvvvnennnn. Russel M. Seeds......c..vcuiiiiaieriosnneans 2P
Kilpatrick's Bakery..........ccoeen.... Emil Relnhardt.............cooovivunss 4 Mutual
King Candy Co.........ciiiiinninanns Alberi Evans & LeMay........occovnvviciens 3 A
Kingbury Brewetles............o.viuen Cramer-XKrasselt,.......... e 1A
Kip Corp..vevvneninnn... e Philip J, Meany...........cc... 10 Dramatized A
Kirkman & Son, Ime....... ... ..., N. W. Ayer....3 A; 1 PP; 1 Polish P; 1 Jewish P;

1 A: 1 Italian P; 1 PP
Kirkwood Laboratories (Har-Ex)...... Redfield-Johnstone, ...coviiieiiviinrarearenas 1F
Kitchen Bouguet........oovviiinnnnnn JRuthrauf & Ryan........ 1 PP; 1 News COmment
Knapp-Meonarch Co.........c..ovvoaen Cramer-Krasselt. . ......ccovviiiiiniiiaiinn 15 A
Chas. B, Knox Gelatine Co............ Kenyon & Eckhardi...... 7 Yankee & CBS New
England Affiliates; 6 News, CBS Pacific
Knoxville Tourist Bureau, ... ...... .., . Griffith Advertising Agency............... 2 FM
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Kolynos (BiSoDol, eo-sponsor)......... Blackett-Sample-Hummert, ... ... 16 Texas State
Network and Spot
Kolynos (Freezone, co-sponsor)........ Blackelt-Sarnple-Hummert............... 60 NBC
Kolynos (Old English, co-sponser)..... Blacketi-Sample-Hummert... ... .....ccovnnns 1P
Kolynos (Snarol, co-sponsor}.......... Blacketi-Sample-Hummert. .. .15 Western Radio
System
Kraft Cheese Co..ovvve i J. Walter Thompson..... RN 77 NBC; 1 PP
Krafl Cheese Co. (Parkay)............. Needham, Louis & Brorby..... 36 A; 26 Cut-In A
on Kraft Music Hall
Krasne Bros. (Grocery Iobbers)........ Peck Advertising Agency........cooocvunonn 2 A
Kroger Grocery & Baking Co.......... Ralph H.Jones Co. ... v vne i 21 P
Krueger Brewing Co.........ooivhun.s Warwick & Legler.. . cvvvercvrerinoriennsn 6 A
La Rosa & Sons (Macaroni Products) . . Commercial Radio Service............. 4 Mutual
Lady Esther, Ltd. (Cosmetics}.......... Pedlar & Ryan. . ... iiviiiiiiinenaens 63 CBS
Lake of the Woods Milling............. Vickers & BenSomn . ..o veveneveneren 1 News: 6 A
Lakeside Biscuit Co. (Crackers)........ Neisser-Meyerhoff. ........... ... «ocoiiiaa.. 1P
Lakeside Milling Co., Ltd.............. James Fisher........... e 4P
Lambert Pharmacal Co. (Listerine
Products, Pro-phy-lac-tic Brushes)... Lambert & Feasley. . .................. .55 CBS
Lamont, Corliss & Ca........vrivinnn.n Cecil & Preshrey..... 7 P, Yankee Network; 1 P;
1 News Commentator; aggregate of 4 P
Lament, Corliss & Co. (Danyal)........ J. Walter Thompson..............ccoeeveni. 3 PP
Land-0-Nod Co. (Bedding Products). .. MacKenzie, Inc. .........ooviinnnn. SA4T;1P

Langendorf United Bakeries (Home-
stead, Holsum & Langendorf Bread).. Leon Livingston...P; varying number of stalions
Larus & Bro. (Demino Cigarettes, Edge-
worth & Chelsea Tobacco)... ........ Warwick & Legler....................co. ... 12 A
Larus & Bro. (Domino, Edgeworth}. ... Warwick & Legler........... 7 Hockey, Colonial
Network; 1 Baseball
Lea & Perrins, Ine. (Worcestershire

Sauee) ... eiiiieeii e i ieaea L Schwimmer & Scoft, .l 30 A
Wm. W. Lee & Co. (Cold Remedy)..... Leighton & Nelson........ ... oiviine. TP
Lee & Cady (Wholesale Grocers).... .. Grace & Bement............ ... 44 PP, NBC, plus

transcriptions on 1 station
Thomas Leeming & Co. (Baume

Bengue) ... .t William Esty. ... o i e e 110 A
Dr. L. D. LeGear Medicine Co......... Cramer-Krasselt.............. ... c.nen W3 A
Lehn & Fink (Hinds Honey & Almond

Creamy ... e e William Bsty........ .. ... ... 50 CBS
Leigy Brewing Co....ovvivnnininn. 0. BBD&O...... Spot; number of stations not listed
Lever Bros. (Lux TFlakes & Toilet

S0aD) . e e J. Walter Thompson............. 94 CBS; 86 CBS
Lever Bros. (Rinso)................... Ruthrauff & Ryan............... 70 CBS, 65 CBS
Lever Bros, (Spryd.................... Ruthrauff & Ryan....................... 655 CBS
Lever Bros., Ltd,...................... J. Walter Thompson Co., Ltd. ...28 CBC; 34 CBC;

11 CBC
Lewis Hotel Training Schosls (Corre-

spondence Course). ... ..........oen... Rogse-Martin. . ... oo iiiieiainnnas. 6 News
Lewis-Howe Medicine Co. (Tums)..... H. W. Kastor. . .Successively 29 NBC and 55 NBC
Lewis-Howe Medicine Co. (Tums)......Stack-Goble.........c..vvvvnn er e 81 NBC
Liebmann Brewaries (Rheingold Beer &

Al i e e e Lord & Thomas. ... ..o cv i e cianerianes 2P
Liggett & Myers (Chesterfieids)....... Newell-Emmett.................... 90 NBC; 8 A
Liggett & Myers (Chesterfields,

Granger Rough Cut)...,.. P, Newell-Emmett...... 95 CBS, plus transcriptions

on WOR
Liggelt Drug Co. ...oiiiiin i i, Broadeast Advertising............. ...l 2 A
Louis K, Liggett Co...........ooia ... Ronalds Advertising Agency..........oov00 11 A
Thos. J. Lipton, Ltd. (Liplon’s Tea).... Vickers & Benson....6 Canadian Network; 26 P;
32 4

Key: All numerals indicate number of stations purchased. NBC, CBS, and Mutual
inflicate the three major neiworks, A — announcements. P = full-lengih programs.
CBC = Canadian Broadcasting Corp. PP = participaling program. FJM — five-minute
programs.
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Thos, J. Lipton, Ltd. (Lipfon’s Tea}.... Young & Rublecam................. 79 A; 4 News
Liquid Veneer Corp. (Furniture Polish). Ellis Advertising................00vnn. 2A:1FM
Little Crow Milling (Coco-Wheats)..... Rogers & Smith............. SRS 1 I S 3N
Look Magazin€........oviveviiiienns i Allen, Heaton & McDonald.................. 1P
Look Magazine. .........cociiineneinas Austin & Spector.....coioiiiiiiiiiiien 2 News
Look Magazine. ...t iiieininennn. Falral] & Covvrrnreriiiiiiniinieneinnnnnn 2 News
Look Magazine. ........cocvvvvnannroaannn H, G VOIS, ottt ne vt veeeeinerrnanans 8 A
Lioose-Wiles Biscuit Co..........c... .. Newell-Emmett,........ 24 Yankee Network and

Spot; 6 PP, NBC Pacific; 4 Ay 1 Transcribed P;
3 Transcribed P; 1 P; 3 Transcribed P

P. Lorillard Co. (0ld Gold Cigarettes).. Lennen & Mitchell.,......... 62 NBC; 2 Baseball
P. Lorillard Co. (Sensation Cigarettes).Lennen & Mitchell..........c..ovviienn. 67 NBC
P. Lorillard Co. (Union Leader &

Friends Tobaceo).........ocviinnnns Lennen & Mifchell...:......... 14 Trans::ribed P
Los Angeles Baseball Club............. Neisser-Meyerhoff. ... .o i i iiinnrenns d A
Los Angeles Soap Co. (Scotch Soap)....Raymond R. Morgan............... 3 News 1FPP
Los Angeles Soap Co. (Sierra Pine

Toflet Soap) . cciviin ittt iaesienans Raymond K. Morgan.......... T CBS Pacific; 1 A
Los Angeles Soap Co. (White King

Granulated) .........ciiiiiiiiinay Raymond R. Morgam. ....oovvennns. 7 CBS Pacifie
Lowe Bros. {(Paint).....oovvievvinnnnns MacLaren Advertising Agency..... e .8 A
Joe Lowe Carp, (Popsieles). ... ........, 23 T 9% P
Luden's Cough Drops..ovevriiinnennne. J. M. Mathes......... 31 Cham Breaks, News and

Weather Reporis
Lutheran Laymen’s League............ Kelly, Stuhlman & Zahrndt. ... .. .95 Mutual; 67 P
Luxar, Ltd, (Luxor Cosmeties)......... Lord & Thomas, . ivvereerieivrnnnnrrcnnnsnen 3P
Dr. Lyow’s Toothpowder............... Blackett-Sample-Hummert. ... .37 NBC; 38 NBC;
. 45 NBC, 16 Texas State Network & Spof; 16

Texas State Network & Spot; 15 Western Radio
System; 1 A 11 P 14 A
Dr. Lyon’s Toothpowder (Phillips" Milk

of Magnesia Toothpasie, co-sponsor). . Blackett-Sample-Hummert. ... ... oot 4p
M.JB, Co. (Coffee) .. ..coiiiiiiienisns Lord & Thomas. ... ou e iirrainnscnens 1 PP
M. & N. Cigar Manufacturers.......... Ohio Advertising Ageney........ 3 Time Signals;
1 News
Macfadden Publications, Ine............ Arthur Kudner......... 43 NBC plus WLW; 10 A
MacFarland Candy Co........0o0vvnens Botsford, Constantine & Gardner......7T A & FM
Transcriptions
Macleves’ Personalized Perfume....... Norman Weill. ... i iiiiiin i i innnnn 6 A
Maltex Co.vonnnvniiiineiniane, Samuel C, Croot,.........vheivannnn 3 Mutual
Man ©' War Publishing Co ............. Metropolitan Advertising........ 6 Sports Results
Man & War Sports & Turf Weekly..... Emil Mogul..... FM Scratches, Flashes, Resumes
Manchester Biscuit Co. (Crackers).. .. Neisser-Meyerhoff.......ccoiviiiaininn. 1P;1 A
Manhattan Soap Ce, (Sweetheart Soap). Franklin Bruck..... 50 NBC; 11 NBC; 68 P, A &
News
Mantle Lamp Co. (Kerosene Lamps)... Presba, Fellers & Presha............. 60 FM & P
Marine Trust Co. ... oooveinenin et BBD&O...... Spot; number of stations not listed
Mars, Inc. (Chocolate Bavs)............ Grant Advertising. .., .............0ieens 56 NBC
Marshall Canning Co..........o.0 o Coolidge Advertising.........ccvvriiennens 22 FM
Marshall-Wells Paint Co............... A MeXKim, Ltd. ... ... e & A
Maryland Baking Co. {Ice Cream
CORES) t1ivie ittt iiiasoneinvonnes Austin & Spector. ... ool 121 A
Maryland Pharmaceutical Co........... Joseph Katz...Spot; number of stations not listed
Master Lock Co. v iine e ivineeenenn, Scott-Telander..........oiiiinenrinnenann. 100 A
Maxwel] Petroleum Corp.........0-... Condon G0, i iiirr i v s e rrineaa i 3 A
MeClintoek Stern Co. ..o it Brisacher, Davis & Staff.......viviiininrane- 2 A
MeColl-Frontenac Oil Co., Ltd....... .. Mackay & Savary..... e 1 News
McColl-Frontenac Gil Co., Lid......... A MceKim, Ltd. ..o oo 8 News
McConnon & Co. (McConnon Products
& Recruiting for Dealersy............ MceCord Co. vt e enn i viniaiiianes 1P;5P;1FM
W. ¥, McLaughlin & Co. (Manor House
COoffee) . . e s Sherman K, Ellis. .................v.. 1PP; 1P
Melo-Pa¥a .o i e Kelly, Stuhlman & Zahrndt .................. 2p
Melville Shoe Corp. (Thom MeAn
Shoes) ottt e Nefl-ROZOW . . covinrivnnnns N e 8P
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Mennen Co. {(Mennen Shave Products)..H. M, Kiesewetter....7 CBS; 180 Mutual; 1 News;
A, number of stations not listed

Mentheolatum Co. . veeriiiiiai i iiiieaas Dillard Jacobs. .. vveee iiniraiaaerias R 5 A
Merck & Co., Ine. (Di-chloricide)...... Charles W, HoFt, . .vvoviiraaerinaminnesnnan 3 A
M-G-M (Motion Pictures).............. Donahue & Coe..vovenyivniiniriiennn 15t0 26 A
Metropolitan Life Insurance..........-. Young & Rubicam............c.civuan. 2 Mutual
E. Meyars Lye €0.vvvvrerniuinirinenns Anfenger Advertising Agency............... g A
Michigan Bell Telephone Co........... N.W. Ayer........ 7 P, Michigan Radio Network
Jos, Middleby, Jr. (Mideo Ice Cream
FrECZEY oeer vt tnnrennnmsneenneeens Ingalls-Miniter........... 7 PP, Yankee Network
Miles Laboratories (Alka-Seltzer)...... Wade Advertising Agency...... 64 NBC; 30 NBC;
44 NBC; 45 FM
Miller Hatchery . oo vvv i ineeininneenn Cramer-Krasselt........voueeoia e ieeas 1A
The Milwaukee Road.................. Roche, Williams & Cunnyngham............ 12 A
Minneapolis Trust Co.......oovvvints BBD&O...... Spot; number of stations not listed
Minnesota Macaroni Co. (Jenny Lee &
Minnesota Brand Macaroni)......... McCord Co...... 3 A, Arrowhead Network; 2 A,
Iowa Network
Missouri Apple Institute............... Westheimer & Co...... P viesess.. 5010 A
Modern Food Process {Thrivo Dog
Food) . veniennrernenatiisseriiannnes Claments Co. ..ot viiieirninrnines 13 NRC; 6 A
Mohawk Bedding Co {(Mattresses}...... Schwimmer & Seott. ... ... ...l 5A&P
Monopad ... ... it iiiirriiiaa i Hancock Payne..... Details not set at press time
Montag Stove & Furnace Works........ MacWilkins & Cole. ... iiiiiiiiaiinns 3 A
Montana Horse Products (Vitamont
Dog Food) ... ivniiiiiaae s Condon CO. .uoive et et 2 A
Moody Bible Institute.................. Critchfield & Co.....covivvvienncavanen 10 Mutual
John Morrell & Co. (E-Z-Cut Ham). ... Henri, Hurst & McDonald................... 33 A
John Morrell & Co. (Red Heart Dog
Food) cooiiiiiinn e, Henri, Hurst & MeDonald,.............. 52 NBC
John Morrell & Co. (Snack)............ Henri, Hurst & MeDonald. ........ccocovinines %A
Philip Morrjs & Co., Ltd. ...l Biow Co....... 78 NBC; 75 CBS; 44, successively
NBC & CBS
Philip Morris & Co., Ltd. (Bond Street
Pipe TODEECO) . .t vrreurrerersrareenns BIOW CO.tvriiinaesinnrainnanens 44 FM, NBC
Philip Morris & Co., Ltd. (Revelation
Pipe Tobacco), . oo i e Biow oLttt i e 5 Mutual
Mrs. Morrison's Puddings.............. Clements Co.. . vttt iiienineens 1 A
C. F. Mueller (Macaroni Products}....Kenyon & Eckhardt...................... § NBC
Mulsified Emulsion (Cascarets, co-spon-
103 o O PO Blackett-Sample-Hummert. . ... ...168 Texas State

Network & Spot
Mulsified Emulsion {(Glostora, co-spon-

BOT) vt ter et e e Blackett-Sample-Hummert.........cooo0oenn. 1A
Dorothy Muriel’s, In€. ..o veenvnnan-n Harry M. Frost. oo v eivire e vanvennnann.. TA
Musterole Co. (Mustercle, Zemo)....... Erwin, Wasey....cooiviireniinnn v 55 NBC
Mutual Benefit Health & Accident

Assn, (Hospitalization)............... Huber Hoge & SOnsS.. . cvcvn v inann. 2P & A
Mysol Laboratories. ......covveeniieann, Hammer Advertising Agency................ 4 A
N.I.A. (Ice & Refrigeration)............ Donahte & Coe. i veinin e ieierennaas, 85 P
Narragansett Brewing..................Arthur Braitsch_... ... 16 News, Yankee Network
Nagh-Kelvinator Corp. (Nash DMotors

Divigien) ........ P PN Geyer, Cornell & Newell......... 66 CBS; 25 A &

Chain Breaks
Nash-Kelvinator Corp.....vvvveeveen.n. A MeKim, Ltd. ... iihiii it et 9 A
National Biseuit Co............... oo MeCann-Erickson. oo oo i 19 P
National Drug Co. (Gin Pills).......... A, MceKim, Ltd...18 A; 3 FM;: 1 French Newscast
National Lead Co. (Duich Boy Paints) .. Erwin, Wa;ey. ...CBS Pacific; number of stations
not liste
National Motor Boat Show.............Cowan & Dengler........... e LJITM & A
National Refund Co......o.ovooo vl First United Broadeasters.......ovvvvnnens. 50 A

Key: All numerals indicate number of stations purchased. NBC, CES, and Muiual
indicate the three major nefworks, A = anneuncements. P = full-lengih programs.
CBC = Canadian Broadeasting Corp. PP = participating program. FM — five-minute
programs.
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National Schools of Los Angeles (Train-
ing Course)...cvreiivvveriionannnne- JHuber Hoge & SORS. ...t iiiiiiiiaennns 7 FM
National Seed & Bulb Co.......ouvenne Norman Weill, ... .. it ieien e aaas 6 A
National Toilet Co, (Nadinola}..,.. . ... Roche, Williams & Cunnyngham......... ¢ Chain
Breaks
Nebraska Consolidated Mills (Flour)....Allen & Reynolds ..... i raesete e iae e TP
Nehi, Inc. {Royal Crown Cola)......... BBD&O,....88 CBS; Spot, number of stations not
listed
Neighbors of Wooderaft {(Life Insur-
ANCE) ittt vrivnivnevatoncansstanaians Mac Wilkins & Cole......covvveennnn 31 Don Lee
Nestle's Milk Products {Nescafe)....... Leon Livingston... A &. PP, varying number of
stations
New York Harbor Steamship Co....... Redfield-Johnstone. ....coivsevriiiiviionrnns 6 A
New York State Fair..........co00aia, JoM, Mathes. . .iiiiiiiiiiciiiisianiiianaas 4 A
New York State Milk, ..............000s J. M. Mathes, .vvvvr e iiiiienricicsnnncans 19 A
New York Telephone Co.cvvivvnnannss BBD&O...... Spot; number of stations not listed
Dick Niles Packing Co. (Grapefruit)... Presba, Fellers & Presba........c.vvvvinn.. 7T A
Nissen Baking Co.eeenrivnniearrreeenss Ray Mills. .. cveiiiiiiiiiiniintensranannnnns 4 A
North American Accident Insurance. ... Franklin Bruck........ccicviiviiirvrrininns 42 P
Northrup, King & Co. (Feeds, Seeds). ..Olmsted-Hewitt. ................c0voit, 1P 4 A
Northwestern Yeast Co......... Cieenen Hays MacFarland...........ccvvivannn 22PP & A
Nova-Kelp, Ltd. ... ..ot i i Benison CoO.vvuranriiiieiireiainsraariosenna 6 A
Noxzema Chemical Co..ovvivniiivinn. Ruthrauff & Ryan....45 CBS; 40 News, CBS; 4 P
Nutrena Mills, Ine. (Poultry Feeds).... Simmonds & Simmonds............ 3 News; 10 A
O.M. Tablet Co.........ocevvi i Lou Sterling & Associates...........ooveveen 4P
Oakite Products (OQakite Cleaning Com-
POUNA} oo it Calkins & Holden...P, Yankee Network, varying

number of stations; approximately 50 A
O'Cedar of Canada, Ltd. (Waxes,

POliSHES) tiieriirirnerararranearrayen Benison Co.iurivaneriaraoisanestsnss 2FM; 4 A
Oelwein Chemical Co..........v....... Coolidge Advertising_....._....... .4 Farm News
Ohio Seed Improvement Assoeiation '

(Hybrid Corn)..oevivnin e, Byer & BOWMAN. . .ovuveereariiosssnrrasanes 6 A
O'Keefe's Beverages, Ltd............_.. A, McKim, Lid. ... .. vem e cttactaaniisaas 2A;1P
Old English Floor Wax................ Blackett-Sample-Hummert................. 10 A
Old English (Kelynos, co-sponsor).. ... Blacketi-Sample-Hummert........ccoeenennns 1P
Olde Dutch Mills Coffee................ Peck Advertising Agency....cccvviinvennnnn. 3 A
Oldsmobile Division of General Motors..D. P, Brother.......ooiiiiiiinrivenninenans 25 A
Qliver Farm Equipment Co............ Buchen Co..... 1 P; 1 News; 1 Farm Markets; 1 P
Olney & Carpenter..... e tteeeaeareanm Harry M, Frost.ccovviivaiinennnnnnas Y PP; 7 PP
Olsan RUg €0, vvvivn i cnvnnnanan -« Presba, Fellers & Presba............. 60 FM & P
Omar, Inc. (House to House Bakery)...Lyle T. Johnston....oocvivinrinieirioninnene. 4P
Omar, Inc, (Omar Flour).............. Lyle T Tehnston. .ovve e e e e 9P 1A
Oxo, Ltd. ..o vniiiiciiennneee. P ) PR AN o) o o 16 A
Oxo (Canada), Edd......cvnviinn e s A, MceKim, Ltd...... et ataatr e, 14 A
Pacific Brewing & Malting Co.......... Brewer-WeekKSs. . coveerereariaororaninnarnnns 7T A
Pacific Coast BoraX.....c.vvvvvvvvnrons. MeCann-Erickson. .. coooeiiiiin s 29 NBC
Pacific Guano Co...ovvveriinrieenrnenns Tomaschke-Elliott. ...... ... cirnivennnas 3 A
Pacific International Livestock Exposi-

151+ O W. S. Kirkpatrick,........coooiii e e 7T A
Pacquin, Ing, {Pacquin’s Hand Cream) .. William Esty. ... .. ior oot iiiiiiniases 90 A
Page Milk Co. (Evaporated Milk)...... Bert 8. Gitting.. ..o v 1A
Palmer Bros, Co. (Mattresses, Bedding). Tucker Wayne. .......c.oviienen 41 News P, NBC
Pancrust Plato Co. (Crustene).......... Tracy-Locke-Dawson, ..5 Texas Quality Network
Par Soap Couttvieiiiniineiieee e Tomaschke-Elliott. ....covvnr oo iiia i TA
Paramount Pietures.................... Buchanan & Ce,.... 1P 4A4; apprommate]y 53 P
Parker Bros, In¢, (Games)............ Schwimmer & Scott.....ooviii e 8 A
Pate Qil Co,.ooi i i John Barnes. ..........o... Aj various campaigns
Paton Corp, (Yuban Coftee)............ Campbell-Ewald of New York....... 1 FM News
W. G. Patrick & Co.,, Ltd............... James Fisher............ e arere ey b A
Peter Paul, Inc. (Candy)............... Brisacher, Davis & Staft........ .. covievien s 4 A
Peter Paul, Inc. (Mounds, Ten Crown

G i i i e e e Platt-Forbes. ......c.cciiriiriiai 75 P, FM & A
Peniclk & Ford (Brer Rabbit Molasses).J. Walter Thompson................ 7 PP, Yankee

Network; 1 PP
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Penick & Ford, Ltd. ... ... oovvvinen.n BBD&O...... Spot; number of stations not listed
Penn Tobaceo Co.v.e 't viiveiiininninnns Ruthraufl & Ryan.........cvvovreneunns 58 CBS
B TR O =T 2| 5 T Pedlar & Ryan., . .oveviiananoiosarnsnannns 6P
Pennzoil Co.ovvnrvnn i i e, b1 R 3 0o I 20 A
Pensacola Chamber of Commerce....... Griffith Advertising Agency................. 5 A
Peoples Credit Jewellers, Ltd.......... MacLaren Advertising Agency......3 Provincial
Network

Dr.Pepper €Ot n i iiiee i s Tracy-Locke-Dawson. ....... 26 Special Network;
31 Transcribed P

Pepsi-Cola Co....covviiiiiivnennnne,. Newell-Emmett....112 News, CBS; 26 A & Jingle
Contests

Pepsodent Co. (Toothpaste, Antiseptic,

Liguid Dentifrice) ....ooiveviiiians Lord & Thomas. ..... e 41 NBC; 61 NBC
Pet Milk Co. (Irradiated Pet Milk)..... Gardner Advertising......... 53 CBS; 67 CBS; 22

Transcribed P
Peters Shoe Co. (Division of Interna-

tional Shoe COJ ..o vvvvnnniinnnnvnnns Westheimer & Co............ ..., 1 Transeribed P
P, ¥, Pelersen Baking (Bread, Pastries). Allen & Reymolds.........ooooivin oo, 6P
Petroleum Advisers (Cilies Service)....Lord & Thomas. ........... . cccciiiine... 57 NBC
Philadelphia & Reading Coal & Iron

Co. (Coald.vunneiiiiiiiiinieannnnn. MeKee & Albright. ... ... ... ....o0. 17 A
Philadelphia Dairy Products Co.,, Inc. .. Scheck Advertising Agency. ............. 7 News

Phileo Radio & Television Corp. (Philco
Radioss, Phileo Refrigerators, Philco-

York Air Conditioners).............. Hutching Advertiging Co. .. Approximately 100 A
& Chain Breaks; 2 News, Mutual
Louis Philippe Cosmetics............... Blackett-Sample-Hummert. ..........covvan. 1 A
Phillips’ Milk of Magnesia.............. Blackett-Sample-Hummert. .. .. 15 Western Radic
System; 13 A;1 P
Phillips' Milk of Magnesia Creams.. ... Blackelt-Sample-Hummert ... ..ovvvvnnnnnn. 1P
DPhillips’ Milk of Magnesia Creams &

Toothpaste. ... iviivernnn.. .....Blackett-Sample-Hummert ................. 1A
Phillips’ Milk of Magnesia & Creams. .. Blackett-Sample-Hummert .............. 47 NBC
Phillips' Milk of Magnesia & Tooth-

paste ..., Blackett-Sample-Hummert ......91 NBC & CBC

Phillips’ Milk of Magnesia Toothpaste
(Dr. Lyon’s Toothpowder, co-spon-

SOT) vt cvttanarnonaanoatoramannennses Blackett-Sample-Hummert, .................. 1P
Phillips Pefroleum ....ovvvvirivinnn .. Lambert & Feasley....c........... 16 News & A
Pillsbury Flour Mills (Flour, Cereal

Praduects) ........coiiiiiiiiniia... Hutchinson Advertising. ......... At press time,

details of campaign were not set
Pilot Radio Corp....co.vein v onn Austin & Spector.. ... i i 2 News
Pinex Couvevnnne it e Russel M. Seeds............... 8 P; 43 A, § News
Lydia B. Pinkham Medicine Co........ Erwin, Wasey. .. ............ 80 Mutual; 7 Mutual
Pioneer Life Insuranece Co............. Presba, Fellers & Presba........ooo0vvet i 1 FM
Pittsburgh Auto Show................ BBD&O...... Spot; humber of stations not listed
Pittsburgh Coal Co. (Champion Coal).. Walker & Downing............ 5 Chain Breaks &
Weather Reports
Plankinton Packing Co................ Cramer-EKrassell .. ..o 15 A
Planiers Nut & Chocolate Co.......... Raymond R. Morgan.......coioeiieniiines 1P
Planters Nut & Chocolate Co. (Pea-

414473 S J. Walter Thompson............ 12 Transcribed A
Plaslic Wood (Aeromist, co-sponsor).. Blackett-Sample-Hummert ........cc.veeu.n. 1P
Pokon Plantfood Corp..vere e nnnnn- Simons-Michelson ... vvivriviivuninnriin 3P
Pond’s Extract Co, Ltd,............... J. Walter Thompson Co., Ltd French Network
Postal Telegraph Co...cvvvviiveiniinn. Blow CoOuiiiniiiarinirtivacrssnsrnnnnocnnaans 31 A
Posto-Photo, Ince. (Photo Finishers)....Redfield-Johnsfone .......coovivinnss 2P,2pP

Key: All numerals inflicate number of stations putrchused. NBC, CBS, and Mutual
indicate the three major metworks. A = announcements. P = full-length progranis.
CBC = Canadian Broadeasting Corp. PP == participating program. FM — five-minute
programs.

153


www.americanradiohistory.com

1.000 RADIO ACCOUNTS—Continued

Sponsor Agency Time Purchases
Prime Mig. Co. .Hoffman & York....oooiiinr i iniinerienns. 9 A
Procter & Gamble (Barsalou Soap) . Compton Advertising,...3 CBC French Network
Procter & Gamble (Camay Soap)...... Pedlar & Ryan........ 50 NBC; 17 NBC; 29 CBC

French & English Networks; 5 California Radio
System; 11 P

Procter & Gamble (Chipso) .. .o.vveev-., Pedlar & Ryvan...... 23 NBC; 24 CBS; 7 NBC; 30
CBC French & English Networks; 4 P
Procter & Gamble (Crisco).....l ....... Compton Advertising....., 52, successively CBS

& NBC; 52 CBS & CREC; 19 NBC, with re-
broadcast on 71 NBC & CBC; 1 P (foreign

station)
Procter & Gamble (Dash)............. Pedlar & Ryan... .4 California Radio System; 8 P
Procter & Gamble (Dreft). .. .......... Blackett-Sample-Hummert...... 51 NBC & Spot
Procter & Gamble (Drene)............ H. W, Kastor. .y cinerrrensnnoansn 30 & 54 NBC
Procter & Gamble (Ivory Snow)...... Compton Advertising.............. 21 NBC, with .

rebroadcast on 89 NBC & CBC ‘

Procter & Gamble (Ivory Soap)........ Compton Advertising....28 NBC, with rebroad-
cast on 6§ NBC; 8¢ NBC & CBC; 33 CBS, with
rebreadeast on 17 NBC; 4 CBS; 3 CBC French
Network; 2 Baseball Games (co-sponsored with
General Mills for Wheaties); 1 P (foreign sta-
tion}; 2 P (foreign stations)

Procter & Gamble (Ivory Soap, Flakes

& Snow, Crisco, Fluffo, P & G Soap

and Dux, interchangeably).......... Compton Advertising........... Aggregate of 87
Transcribed P

Procter & Gamble (LavaY.............. Blackett-Sample-Hummert............ 37 NBC &
Spol; 4 B; 10 P

Procter & Gamble (Oxydol}........... Blackett-Sample-Hummert..,......,, 72 NBC; 164

NBC & Spot; 32 CBS; 8 NBC, 53 NBC; 7 P; 2 P,
5 P; 17 News; 2 P

Procter & Gamble (P & G Socap)... ... Compton Advertising. .. .85 NBC & CBC;1P;1 P
Procter & Gamble (Teeld. . ............ H W.Kastor.................... 44 NBC; 51 CBS
Procter & Gamble (Teel & Drene)..... H. W. Kastor.................... 59 CBS; 53 CBS
Prudence Foods, Inc.................. Lavin Co....ovvvvivninnt, 7 PP, Yankee Network
Prudential Life Insurange Co. of

AMETiCa .ot i i e Benton & Bowles. . ...................... 51 CBS
Prune Proration Zone No. 1 {Calilornia

Prunes) ... i Lovd & Thomas....... ... iei e 19 P
Jahn Puh) Produets Co................ Cecil & Presbrey......... .... 1PP;1A;1A 1P
Pure Milk Assoclation............ ..... Presba, Fellers & Presha.................... 1P
Pure Qil Co.......c. i i Leo Burneti......... 41 News Commentator, CBS
Purepac Corp......ocovviiiinn .. _» Klinger Advertising................... ... 8 A
Purex Corp. {Purex Liquid Bleach &

Pipe-Drain Cleaner}.... ............ Lord & ThOmMas. . v vt vnt vt e inanrnen
Quaker Qats Co........... ..o ivi Ruthrauil & Ryan. .60 NBC; §0 NBC; 60 NBC
Quaker CGats Co. (Farina). . ............ Sherman & Marquelte .................... 4 NEC
Quaker Oats Co. (Ful-O-Pep Feeds)... Sherman & Marquelte.......... 15 Transcribe P
Quaker Oats Co. 1Muffets). ............ Mitchell-Faust ... ... .. iiiiieiiatannn. 5 A
QRuaker QOats Co. (Puffed Wheat &

RiC®) o i e Sherman K. Ellis.................... ..., 60 NBC
Quaker Oats Co. (Quaker Macaroni &

Spaghettty ... .. ... . ... Mitchell-Faust ... ... Y 18 A
Quaker Oats Co. of Canada........... . Lord & Thomas........................30 NBC
Quaker State Qil Refining....... ...... Kenyon & Eckhardt. .......................14 A
Radio-Television Institute (Training

(000 - T Huber Hoge & Sons. ............... TP, A &FM
Railway Express Agency, Inc.......... Caples €O e it i e it cia s ans 45 A
Ralston Purina Ce. (Purina Feeds}).... Gardner Advertising........... 94 Transcribed P
Ralston Purina Co. (Ralston Hot

Cereal) . ... ... . i Gardner Advertising.................... 50 NEC
Ralston Purina (Shredded Ralston). ... . Gardner Advertlsing......... ... ... ... 61 NBC
Ralston Purina, Ltd. .................. James Fisher...........coiiiiiiiiieniinnnn. 8P
Ramsdell, Inc............. ... ..o Wm, Irving Hamilton.................. 2 Mutual
Rapinwax Paper Co. (Rap-in-Wax)...Mitchell-Fausl ......... ... . ... .ciriivnns 2 PP
Raylite Trading Co......... ... .uuen., Cramer-Krasselt ...........c.....0veiis Ll A
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Reardon Co......... . cciiiieiiaiin... Anfenger Advertising Agency. ............ 50 A
Reeds Home Made Ice Cream.......... Walter E. Battenfleld........................ 3 A
Refal Shoe Co..vvvnvviivivinniinnn Cecil & Presbrey.......coovvveiievenni, 1 News

Commentator; 2 P
Reid, Murdoch & Co. (Monarch Finer

Foods) ....covviiiiiiiiii o Rogers & Smith............ ..ot 65 A
Remington Rand, Inc.................. Leeford Advertising Ageney................. 2P
Remington Rand, Inc. {Portable Type-

Wrers) . .ovvrie it Franklin Bruck.........ooveiiiinunann. 4 News
Republican State Central Commitiee of

[0+ T F, W. Prelle.............. 9P 7P, Y9 A & Talks
Reynolds Health Offices............... Allied Advertising Agencies,.,.............. 4P
R. J. Reynolds {(Camel Cigarettes)..... William Esty........ 99 CBS; 94 NBC; 85 NBC;

101 CBS; 25 CBS; 46 NBC; 94 NBC; 1 Play-by-
Play Baseball; 1 P; A (Puerte Rico, Philippines,
Alaska)

R. J. Reynolds tPrince Albert Tobacco) . William Esty........2 News A, CBS: 26 NBC:
4 Transcribed P; A {Alaska)

R. J. Reynolds (George Washington To-

BACCO) .. e, William Esty....co et i 12 A
Richards ‘Glass Co. (Rolls Razor)...... A McKim, Ltd. ... 16 A
Thomas D. Richardson Co. (Mints). ... N. W, Ayver, . ........... 7 PP Yankee Network
Richardson & Robbins (Boned Chicken). Charles W. Hoyt. .. .. .. ... .. .. ... .. ..., 5 NBC
Richfield Oil Co. of California........ Hixson-O'Dommell. .. .. ... 10 News, NBC Pacific

& CBS Arizona
Richfield Qil Corp of New York....... Sherman K. Ellis... ... ......27 News, Mutual
Rigo Mig. Co. (Kill-Ko Insecticide). ... Casey Advertising..... ....... .cu.iririr.s 10 P
Rit Products (Rit Curtain Dye)...... . Young & Rubicam... ... .. ...... ... ... .04 A
P. J. Ritter Co. (Tomalo Producets).... Clements Co..... ... .. .. e e 2 A
Robin Hood Flour Mills, .............. James Fisher.... ... ... ... ... ... 3ncsc 2P
Robin Hood Flour Mills (Flour & Oat

Meals) ....iiii it Canadian Advertising Agency............ 5 CBC
Rockwooed & Co. {Chocolate Bits)...... Federal Advertising Agency................. 5 A
Rockwood & Co. (Pecan Feast)........ Federal Adveriising Ageney................ 14 A
Roller Derby...ooviviiireinninnnenn.-- Mzalcolm-Howard. ..34 Trackside Broadcasts & A
Roma Wine CO......cviiiiiia Bermingham, Castleman & Pierce,..... 5P & A
Roma Wine Co.......... ..., Cesana & Associates.................. 23 Mutual
Dr. W.J. RossCo.ovv v Howard Ray......... 32 FM, Don Lee; 1 FM; 1 A
Roundy, Peckham & Dexter Co........ Hoffman & York.......cvviiier i iinnen. 4 A
Roxy Clothes...... e Peck Advertising Agency................ 5 News
Royal Crown Bottling Co.............. BBB&O...... Spot; number of stations not listed
Ruppert Brewery. .oy ivenervinne. .. Ruthrauf® & Ryan. ........... 1 Sports Comment;

12 Singing A
Ruud Mtg. Co. {Water Heaters). . Marschalk & Pratt.................... Over 50 A
S. P, & S. Railway..,... e W. 8, Kirkpatrick. . ........ ... .. ... o0 2 A
S&WFineFoods, ,......ooovviveunan.. Brischacher, Davis & Staff................ 8 CBS
Safeway Stores, Ine............. ..., Lord & Thomas............ 10 Frost Warnings &
Time Signals
St. Petershurg Chamber of Commerce. . Griffith Advertising Agency.......ovvvvuvenn 6 A
Sal-Ro-Cin ..vvtiiiein e, e Lou Sterling & Associates............... .....2P
Salerno-Megowen Riscuit Co. (Cookies,

Crackers) . ...coiiiieiiinninn. e Schwimmer & Scott.. oo iiiiiniiini 2 A
Sally’'s Fur Studlos.................... Hammer Adveriising Agency............oa.. 4 P
Salvation Army (War Service Appeal) A, McKim, Lid. ... . ... ... ... ... ... 20 A
Saratoga Race TracK......ovvvvnrnne. .. Leighton & Nelson............oovvuunes 6P & A
Sargent & Co. ..o Fairall & Co.. vttt ciiiiaeiannnns 8 M
Sawyer Biscuit Co. (Crackers, Butter

Cookies) coiiii i i e Neisser-Meyerhoff........o. oo inan. 2A
F. & M. Schaefer Brewmg (o] P BED&O...... Snot; number of stations not listed

Key: Al numerais indieate number of stations purchased. NBC, CBS, and Mutual
indicate the three majer networks. A — announcements, P = full-length programs.
CBC = Canadian Broadeasting Corp. PP = participating program. FM — fve-minute
programs.
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Sponsor Agency Time Purchases
Schick Injector Razor................. J. M. Mathes,.iovvunans ..66 Louis-Galento Fight
Jos, Schlitz Brewing Co.......cccuuntn Geyer, Cornell & Newell....28 A & Chain Breaks
Scholl Mfg. Co..ovvvnvvvvnnn i iinnn, Donahue & Coe..icvvnn i i, 12A,2A
Dr. Scholl’'s Foot Comiort {Foot Appli-

ances, Shoes) . ..o.onerin il Presba, Fellers & Presba.............. SFM &P
Scott Paper Co.,veeverevvenoen, eern J. Walter Thompson....veevvrvrsvsesnes..34 PP
Wm. 8. Scull (Boscul Cotlee).......... Compton Advertising.........ooonvuvuen 1 News
Sealtest, INC.vvvivvriicnniaiiarvianna. MeKee & Albright......ooviiviiaeann 60 NBC; 37

CBS plus Transcriptions on 23 Stations
Sears, Roebuck & Co....ovvvviiinnn, - Blackett-Sample-Hummert .........coi0ues 42 P
Sears, Roebuck & Co......vvvvvein it Mayers Co.evvvnrann.. PP eeraresnann 10 A
Seeck & Kade (Pertussin). ............ J, Walter Thompson.......cvcviiivirnniannes 1A
Sego Milk Products........voviviinnn : Gillham Advertising Agenty..oovevvesrovens 2P
Seiberling Rubber Co....oviivivenins. Meldrum & Fewsmith...... A; number of stations

not listed
Serutan ciiiiieinarene eieees e Auvstin & Speetor, .. veveiiianann 17 News; 2 P; 9

Commentator
Servel, Inc......c.coitiivneininaninns BED&Q...... Spot; number of stations not listed
Servel (Canada), Ltd.............. vea . Benison Co.vnneeeniieiiiiioiiiinorraninnan 4 A
Seven-Up Bottling Co................. Allied Advertising Agencies.............. DA
Shell Qil, Eastern Division............ J. Walter Thompson, .coeases s 21 Station Breaks
Shell Oil, Mid Continent............... J. Walter Thompson. .......... 49 Station Breaks
Sherwin-Williams Co. (Paint)......... Warwick & Legler........... veerareese 80 NBC
Sherwood Bros..c...ooisiiininensriias Van Sant, Dugdale..... ... ciiinannn 3 Mutual
Shubert Theatre.........covviiiiian. ., Harry M. Frost.. .o eviinens Feveeesianeaas 6 A
SI01es 0. vt i iii st res e Fairall & CoO. e iiiiseanininicnannann 2 A
Signal Oi1 Co. (Gas, 0Oil, Tires, Ac-

CESSOTIES) tvvertivnnrinernenecncaasen Barton A, Stebbins.............. 13 NBC Pacific
Silver Springs.......cvevvieiieerennnancs Griffith Advertising AZeNCY.....oveervvrinns 5 A
Simmons Hardware Co................ Anfenger Advertising Agency.............. 15 A
Sinclair Refining Co....... ... ........ Federal Advertising Agency....... veuss .12 CBS
Sitroux Co, {Facial Tissues)........... Franklin Bruck.................. e reeras 3P
Skelly Oil Co............ e Blackett-Sample-Hummert ........... ..t 33 P
Skrudland FPhoto Service.............. Newby, Peron & Fliteraft.................. 15 P
Slater Shoes. ... vt ie it vieiiaanns A, MeKim, Ltd. ..o ve e iiiiiieiiiia i ciesesaas 8P
J. Allen Smith & Co. (White Lily

Flour) ... oviiiiiii i isaans Tucker Wayne. . ....cooveiiirennrrrecnenan, 3 A
Snarol (Kolynos, ¢o-sponsor),......... Blackett-Sample-Hummert........... 15 Western

Radio System
Socony-Vacuum Qil Co..ovvvvevvnnn.., J. Stirling Getchell...... 6 VYankee Network;

Sports; 1 News & Sporta 5 News; 35 Play-by-
Play Basebal)

Sotenz Beauty Cream............... . .- Richard F. Connor..._... 6§ Southern California
Network; 10 CBS Pacific; 3 A, NBC Pacific;
25 A, Mutual Pacific

S0il-Off (Household Cleanser)........ Hillman-Shane ......ccoirivnvieniisans ...12 PP
Solar Water Heater Co................. Carlion-Porterfleld............. 3 Transcribed P;
2 FM News
Southern New England Telephone Co.. BBD&O...... Spot; number of stations not listed
Southern Pacific Rallroad....... e Lord & Thomas. ... coeveniieiann 1 Time Signals
Southland Coffee Ca. (Bailey’s Supreme
Coffee) i i iiiee e Tucker Wayne...cocviv i ininnteasianeianns 3 A
Sperty Flour Co..............o. ol Westco Advertising Agency...... 6 NBC Pacific;
32 P & A, Don Lee, plus 6 independent stations
Sperry Flour Co. (Cereals. Fiour). ... . Westeco Advertising Agency........ 7 NBC Pacific
Sperry Flour Co. (Sperry Pancake &
Waffle Flour)................... 000 Westeo Advertising Agency...... § NBC Pacific;
6 PP, NBC Pacific
Sperry Flour Co. (Wheat Hearis)...... Westco Advertising Ageney....... 8 CBS Pacific
Spicand SDan. ... it i John Barnes.............. A: various campaigns
Sprague, Warner & Co. (Food Prod-
HCES) vt e e e Lord & ThOomas. o vivveererareaioonssreranns ir
Sprague. Warner & Co. (Food Prod-
uets) e e Weisg & Geller. ... oo i iie v 1PP; 1 A
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E. R. Squibb & Sons. ................ Geyer, Cornell & Newell....2 A & Chain Breaks
Stainless Steel Products (Cooking Uten-

SIlSY e e e, Rogers & Smith. .. ... o 1P 14
Stanback Co. (Headache Pc-wders) ..... J. Carson Brantley...........40 P; 20 News; 70 A
Stanco, Inc. (Nujol, Mistol, Flit, Dag-

gett & Ramsdell).......covvininnnnn MeCann-Erickson. .....o.ivewanens 10P;33P; 1P
Standard Air Conditioning, inc........ BBD&O...... Spot: number of stations not Iisted
Standard Brands (Chase & Sanborn)..J. Walter ThombSOn. . covvietieerrionnn.s 69 NBC
Standard Brands (Fleischmann'’s Foil

Feast) ovvviiiiiiii it e J. Walfer Thompson............ 46 NBC, 31 NRC
Standard Brands (Roval Desserts)..... Sherman K. Ellis......o i iiniiivnennnnan. B3P
Standard Brands (Royal Desserts)..... J. Walter ThOmMPSON.. .o vvrienneennranns 46 NBC
Standard Brands {Royal Desserts,

Fleischmann’s Foil Yeast)........... J. Walter Thompson..............c...... 51 NBC
Standard Brands (Tender Leaf Tea)...J. Walter Thompson............ 81 NEBC and CBC
Standard Carndy Co. (Belle Camp

Chocolates) .ot iiiien i, C.P.Clark. ..o i e eeeaea 5P
State Drug Association................ Hammer Advertising Agency. ... ....o.oienen. 1P
State of Maine (Maine DE\'eIopment

Commission) ............ seversaea.. Brooke, Smith & French.......... 18 PP, Yankee

Network
State Restaurant Liquor Dealerq Assn.

of New York........cooi oo laea Donahue & Cot. ..o vii i 2 Talks

Stephano Bros.......covvveeninennns s Aftkin-Kynett.......... CBS Pacifie; number of

stations not listed
Stephano Bros, (Marvels Cigareties)... Aitkin-Kynett .. .......CBS Pacific; numbers of
stations not listed

Stewart & Ross Corp.................. Ralph H. JOnes.. ... oo uiemmnmmaeaneanse. 21 A
Stokely Bros. (Staley's Syrup)........ Gardner Advertising. ... ... 1 Transeribed P; 1 A
W. F. Straub & Co. tLake Shore
HOney) oot i e i ae e Mitehell-Faust....... ... 10 PP, Yankee Nelwork
W. F. Straub & Co. (Straub’s Vitamin
CapsulesY ..o, . i i i Mitchell-Faust ... ... ... .o iiia 1 A
Striefmann Biscuit Co................. Harry M. Miller........ ...... 5 North Carolina
Network plus 6 independent stations
Stroh Brewery.........c.iiiiiiennnn.. Zimmer-Keller, . ............ 7 A. Michigan Radio
Network:; 2 A
Studebaker Corp...........c.viieir., Roche, Williams & Cunnyngham.......... 94 P
F.C Sturfevant Co.................... Hammer Advertising Agency............... 6 A
SufTolk Downs..ovovn oL Harry M. Frost. ... ... i oo 5 A
R. G, Sullivar, Ine..................... Broadcast Advertising........... ... ol 10 A
Sun Gil Co...vvit it e ....Roche, Williams & Cunnyngham........ 22 NBC
Sunsoy Produets, Lid.................. James Fisher.. . ivvevtiieie i e 1A
Supreme Wine Co......ooeeve .. Harry M. Frost. .. ... i 6 A
Sweet Candy Co........oo v v .. Gillham Advertising Ageney................. 4P
Sweets Co, of America {(Tootsie Rolls) .. BIow €0t i iantiirorenreeanenaaereicaanns A
Swift & Co. (Ice Cream}......c....... Stack-Gohle................. ...A! number of
stations not listed
Swift & Co. (Sunbrite Cleanser)....... Stack-Goble ....... ... ..... e iaaaa 55 NBC
Tastyeast, Inc.......coovenaen L Peck Advertising Agency........ooeevnn... 16 A
Taugney McGinn Hotels. .. ..vonnvnon .. TAIFAll & GOt veve e renae s e mtieanneeanenan 1A
Tegge-Jackman Cigar €0 vovivvnnnn... MacManus, John & Adams.........ocvvnnns 3 A
Tennessee Coal, Tron & Ratlroad Co. ... BBD&C...... Spot: number of stations not listed
Tennessee Enamel Mfg, (Temeo, Cir-
Curay Gas Heafers).................. Casey Advertising.......ccooiviiiiiiennns 48 A
Texas Co. (Texaco Petruleum Prod-
L. Buchanan & Co....88 CBS; 1 Fishing Repotter;

18 News: 1 A: 1 News: 3 News; 1 Cubs & White
Sox Baseball Games: 3 News

Key: All numerals indicate number of stations purchased, NEC, CBS, and Mutual
indicate the three major networks. A = announcements. P = full-length programs,
CBC = Canadian Broadcasting Corp, PP = participating program. FM = five-minute
programs, -
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Texas Pacific Coal & ©0il (Gasoline,
Oils) .iii Albert Evans & LeMay..... ... 3 Special Sports
Events
Theatre Guild. . .oHarry BL Frost. ..., v iiiii i iie i rnnns 4 A
Thermo Air-Conditioning Tnstitute. .. .. R H AIDEL. oo it iieiee et 25 P
Tidewater Associated Oil.............. Lennen & Mitchell. .. .17 News, Yankee Network;

2 News; 3 Sports

Tidewater Associated Oil.............. Lord & Thomas...Football CBS, NBC Pacific, & -

Mutual-Don Lee; varying number of stations
Tillamook County Creamery Assh.

(ChEESE) vervriinreinnirncnrnmen Botsford, Constantine & Gardner..5 NBC Pacific
Tiz (Freezone, ¢O-SPONSOT) ... voounon.. Blackett-Sample-Fummert ............. ..., 1P
La Touraine Coflee.................... Ingalls-Miniter.......... 7 PP, Yankee Network;

6 A; 1 PP
Tourneau Watehes. ... ... ..., e Peck Advertising Agency . ........ccvvvivnn.. 2A
Trems, Inc......... e e s Kelly, Stuhlman & Zahrndt. ................. 2 A
Trommers Beer........coveeveniean Federal Advertising Ageney...........cc... 2A
Tueckett, Ltd. (Cigars. Cigarettes)...... MacLaren Advertising Agency.............. 41 A
Tuekett, Lid. (Wings Cigarettes)...... MacLaren Advertising Ageney........... 36 CBC
Tydol Gaseline & Veedal Motor Oil. ... McCord Co........... 6 A; 12 Weather Forecasts;
1 Sports Review
William Underwood..,................ BBD&O...... Spot; number of stations not listed
Union Biscuit Co. (Princess Crackers). . Gardner Advertising,........... 6 Transcribed P
Union 0Oil Co. 76 Gascline, Triton .

Motor Oil)........ov ... e Lord & Thomas. ..o ceiirii s iaeiiannans. 12 CBS
Union Pacifie Railroad................. Caples COverr et it ii e inenanannas 6P 70 P
Union Pacifie Railroad................. W. S. Kirkpatrick. . ......cov v v i i 2 A
Union Pharmaceutical Co. (Saraka)....Shetman K. Ellis. ........c0.cviimiiiraiirenes ap
Unitarian Fellowship for Social Jus- ‘

tice ..o U. 8. Advertising.............. oo n e 11 Talks
United Drug Co. (Blsma~Rex) ......... Ronalds Advertiising Ageney. ...l ovveae. . 39 A
United Fruit 0o T Wendell P. Colton....ooovve v ivenen. .. 2 News
United Profit Sharing Corp. (Premium

[92:3 11T 1« 1) 2 Huber Hoge & SO0RS8. .vvitiieinrinenriannnns 2P
U. S Bedding Co. (King Koil Mat-

& o= T3 Firestone Advertising Ageney................ 8 A
United States National Bank of Portland

(Branches Throughout State)....... W. S, Kirkpatrick. .........c...oooiioi it 0 A
U S. Rubber Co...........c..ioiiiinn Campbell-Ewald ¢of New York............ 82 CBS
United States Shoe Corp............... Stockton, West, Burkhart. ... 160 FM Transerip-

ticns; placed by dealers
U .S Steel Corp...oovv i i et . BBD&O...... Spot; number of stations not listed
United States Tobacco (Dill’s DBest,

ModelY ... ... . i e Arthur Kudner............. ... covinntn 54 CBS
Uniled States Tobaceco (Snuffy........ Arthur Kudner......... ... 15 Transcribed P; 1 P
Unily Schoo)] of Christianity........... R. H. ATDEI . . i it irienar s 2P
Universal Credit Co.......... ..o vvn. N. W, Ayer...........8 Michigan Radio Network
Universa] Mills (Flour, Feeds). ........ Albert Evans & LeMay ... .. 5 P, Loue Star Chain
Universal Pictures. ......... ... .. ... J. Walter ThompSOn. ..o veeit it iieeiarerann 1A
Uiah Oil Refining (Vico Motor 0il, Pep -

88 Gas).... ... Giltham Advertising Agency. ........... L2 A
Utilities Engineering Institute..... . .... First United Broadecasters.................. 60 P
Utilities Engineering Institule. . ..., ... Klinger Advertising...... A; 20 New York Siate

Network plus 7 individual stations
N. G. Valiguette (Furniturel.......... Canadian Advertising Agency....5 CBC French
Network
Vanti Pa-Pi~A Corp... ... ... ... .. Erwin, Wasey. ............ ... coiuen.. 1P; 3P
Venzamer Rotenone Corp........ ..... Redfield-Johnstcne ................ ... ... 1A

Vick Chemical Co. «(Cough Drops) ... Morse International..... . ................ .. 42 A
Vick Chemical Co. \VapuRub Va-tro- ’ ‘

noly ......... . . Morse International. .11 P, 134 A, News, P,

efe; 14 A (Canada)
Vita-Seltzer Spal kling Water. . . Cesana & Associates. ............... 1P;1P;3 4
Vocational Service. CCritehfield & Co..ovee i icnens 3P & FM
F. G. Vogt & Sons v('.anncd ‘~c1apple) L Clements CO. vt vuviinnisinieanearsrnanss 6 A
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F. G. Vogi & Sons (Meats)............ Clements Co... ..ot it iaans 8 A
Wabasha Roller Mills (Big Jo Flour). .. MacKenazie, Inc........ 