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verfising stature.

the MARKEI:,*OU want
the STATION you want
the PROGRAM you want

the TIME you want

This “pick and choose" philosophy of
advertising makes more sense in 1950 than
at any time since radio grew to major ad-

One good place to start choosing is the list
of these PERFORMANCE PROVED stations.

KARK
KFI
WHAS
WTMJ
KSTP
WSM
WSMB
WTAR
KOIL
wiP
KGW
WEAN
WRNL

Little Rock
Los Angeles
Lovisville
Milwoukee
Mpls.-St, Poyl
Nashville
New Orleons
Norfolk
Omaho
Philodelphia

Portland, Ore.

Proyidence
Richmond
i

"NBC

NBC
CBS
NBC
NBC
NBC
NBC

NBC

ABC
MBS

NBC.

MBS
ABC

WOAI
KOMO
KTBS
KGA
WMAS
WAGE
Kvoo
WSAU
WWVA
KFH

Son Antonio NBC
Seotltle NBC
Shreveport NBC
Spokane ABC
Springfield CBS
Syrocuse ABC
Tulso NBC
Wousou, Wisc. NBC
Wheeling CBS
Wichito CBS

THE YANKEE NETWORK
TEXAS QUALITY NETWORK
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Allanta NBC |
WBAL Bolltimore NBC
WNAC - Boston MBS
WIGC Bricigeport MBS
WBEN Butfolo NBC
WGAR Clevelond, CBS
Dolkos NBC:
WEAR iﬂ.. Worth ABC
Detroit C_BS
KABM Fresno ABC
KPRC Houston NBC
WDAF Konsos City- NBC
KFOR " Aincoln ABC
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Again in 1950 WLS

ILL

EAD IN

ERVICE

TO THE 15 MILLION PEOPLE
OF CHICAGO AND MIDWEST AMERICA

CLEAR CHANNEL \W Pnt:;”
Home of the NATIONAL Barn Dance\ ' 212?‘.5:

CHICAGO 7

890 KILOCYCLES, 50,000 WATTS, ABC AFFILIATE, REPRESENTED BY JOHN BLAIR AND COMPANY
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New BROADCAST CATALOG

A B TELEWE ESE-1. 1

BROADCAST
EQUIPMENT

Over 400 concise pages of up-to-the-minute specifi-
cations and application data.

1,068 clear illustrations, easy-to-read curves, and valu-
able diagrams.

1,060 different equipment items covering every broad-
cast service—avdio, AM, FM and TV.

Just off the press—the most complete and authoritative
equipment reference ever published for station men.

Containing more than 400 large-size pages of descrip-
tive material, application data, and performance specifica-
tions 2 a single volume, the RCA 1950 Broadcast Equipment
Catalog covers the entire line of RCA Broadcast Equipment
—from Audio, AM, FM and TV equipment to test units.

Each item is described clearly and concisely. Each de-
scription includes easy-to-find features, equipment uses,
and complete specifications. There are over 40 equipment
groupings in all—indexed for quick reference.

If you work with broadcast equipment, here is the book
you can put to work the minute you get it.

STATION OWNERS, MANAGERS, CHIEF ENGINEERS!

If you have not yet received your complimentary
copy, write us on stafion letterhead.

b e e e

Camden, N. J.

Send me ___ new RCA 1950 Broadcast Equipment Cata-
log(s). I enclose $ _ (check or money order).

=
Dept. 19-A, RCA Engineering Products :
|
|

Name. .
Title
Address
Ciry

_State

i T S ——

b —

™ Twice as big

as 1948-49

The most complete data book
in broadcasting

EQUIPMENT DESCRIBED

Audio Iquipment,
AM-FM-TV
Microphones
Custom-Built Equipment
Consolettes & Switching
Audio Amplifiers
Remote Equipment
Racks & Rack Equipment
Power Supplies
Turntables
Recorders
Loudspeakers

Video Equipment
Field Equipment
Relay Equipment
Mobile Unit
Studio Cameras
Film Equipment
Swdio Control Equipment
Monoscope

Sync Generator
Amplifiers
Power Supplies
Studio Lighting
TV Accessories

Transmitters, AM-FM-TV
AM Transmitters

AM Phasiog

FM Transmiters
AM, FM Tubes
TV Transmiters
TV Tubes
Crystals

Antennas, AM<FMTV

FM Anteanas

TV Antennas

Transmission Line Equip-
ment

AM Antenna Tuners

Antenna Towers & Equip-
ment

Test & Measvring
Equipment
Measuring Equipment
Monitoring Equipment
Service Test Equipmeant

Other RCA Products

Sound Equipment

16mm Projectors

Theatre Equipment

Mobile Communications
Equipment

BROADCAST EQUIPMENT

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT, CAMDEN. N.J.

Dept. 19-A, RCA Engineering Products

In Canada: RCA VICTOR Company Limited, Montreal

For additional copies, mail a coupon with
your check or money order for $2.00.

Camden, N. J.

Send me ___ new RCA 1950 Broadcast Equipment Cata-
log(s). I enclose $

Name__

Title

—— o

(check or money order).

Address

www.americanradiohistorv.com



www.americanradiohistory.com

llow One Advertising Agency

Looks At Television

No one knows all the answcrs, today.

But it is unsafe, we believe, to regard Tele-
vision as anything less than potentially the
greatest advertising medium yet known.

Believing that, we have, in the last five years,
spared no effort to develop facilities which
will enable Y&R clients to get an outstand-

TELEVISION

CLIENT
Duffy-Mott Company, Inc....................
General Electric Company. .. ................

General Foods Corporation
Jell-O Family Desserts. . ..................
SankaCoffee. . ... ........... ... .........

Goodyear Tire & Rubber. ...................
Company, Inc., The

Gulf Oil Corporation. ......................
International Silver Company................
Lipton, Inc., Thomas J......................
Jos. Schlitz Brewing Company. ... ............

ing value for every dollar spent in the Tele-
vision field.

And we have told our clients what we believe
ourselves: that outstanding values are now,
and will be increasingly, available.

Young & Rubicam supervises and directs TV
advertising for the following clients:

SHOWS

PROGRAM
“Hollywood Screen Test” (participation)
“The Fred Waring Show”

“The Aldrich Family”
“The Goldbergs”

“Goodyear-Paul Whiteman Revue”

“We, the People”
“Silver Theater”
“Arthur Godfrey’s Talent Scouts”

“Schlitz Family Parade”
(local Milwaukee show)

TELEVISION SPOT CAMPAIGNS

Borden Company, The
Bristol-Myers Company
Duffy-Mott Company, Inc.

New York
Montreal

ADVERTISING *
Hollywood

General Foods Corporation

Johnson & Johnson

Chicago
Toronto

O-Cedar Corporation
Petri Wine Company

Simmons Company

YOUNG & RUBICAM, INC.

Detroit
Mexico City

San Francisco
Llondon

BROADCASTING *

Telecasting

1950 ‘Yearbook Numben
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INDEX TO CONTENTS OF 1950 YEARBOOK NUMBER

A
Advertest Research ........... 518
Advertisers Index..... ... .... 543
Advertising—
ABC, List of Advertisers..... 392
Agencies Handling Radio & TV 341
Asgociations . .............. . 515
Books Relating to ........... 527
CBS, List of Advertisers..... 397
DuMont, List of Advertisers.. 382
Index of Advertisers in 1950

Yearbook .. ... ......... 543
MBS, List of Adverhsers ..... 403
Nnuonnl & Regional Radic &

TV Advertisers, List of.... 364
NBC, List of Advertisers..... 405
Rndlo-TV Analyses 1t

Advertising Assn. of the West 515
Advertising Ceuncil Ine. ....... 515
Advertising Federation of

[Ameriea ......... ... 515

Advertising Research Founda-
tion Ine. ........c.0eel 518
Agencies—
Advertising, U. 8., Handling

|Radio & TV.............. 341
Placing ABC Accounts ...... 392
Placing CBS Accounts ...... 397
Placing DuMont Accounts.... 382
Placing MBS Accounts ...... 403
Placing National & Regional

!Radio & TV Accounts..... 364
Placing NBC Accounts ...... 405

Air/Force, Dept. of . ..... ... ... 529

Alabama, AM, FM, TV Stations. 69
Alapama Broadeasters Assn. ... 531
Alabama State Group .......... 64

Alagka, Radio Stations ........ 326
Dayid Q. Alber Assoce. ......... 516
Alberta, Radio Stations ....... 330
Allied Arts, Consultants ..... . 517
Allied Services, Radio . 516
Aloha Network, The 64
Américan Assn. of Advertising
JAgencies .................. 515
American Brondcnutmg Co.—
Agvertisers Using During 1949 392
Bjllings, 1949 . .............. 21
Executives and Staff ........ 378
Map of Network ............ 379
Owned & Managed Stations.. 532
American Marketing Asen. ..... 515
American Newspaper Publishers
ABBRL. . ovviviii i 515
American Rndlo Publications... 516
American Radio Relay League 516
American Research Bureau..... 518
American Society of Composers,
Authors & Publishers
(ASCAP) ................. 515
American Television Soclety .88, 516
AM Equipment Manufacturers.. 448
AM Stations—
Bahamas, by Cities .......... 510
By Call Letters, Canada ..... 510
By Call Letters, U. S. ....... 500
By Frequencies, Canada ..... 499

By Frequencies, U. S. ....... 488
By States .............. . 69

Cuban by Cities ...... 510
Dominican Republic, by Clhel 511
Haiti, by Cities ......... 511
Labrador, by Cities .. .. bi2
Mexico, by Cities .... ... Bl11
Newfoundland by Cmes .... b12
Analysis of 1949 Radio-TV Ad-
vertising ................. i1
Applications, TV Pending...... 520

Arizona, AM, FM, TV Stations.. 172
\‘rizona Broadcasting System... 64

Arizona Network .............. 64
Arkansas, AM, FM, TV Stations 74
Arkgnsas Broadeasters Assn.... 531
Arkansas Network ....... e, 64
Army, Dept. of . ......... ... .. 529
Arrgwhead Network ........... 64
ASCAP ... .....cviviinriniann. 515
Assignments, Involuntary, FCC
Rules Governing .......... 486
Assn. of Canadian Advertisers. 615

Page 2 ® 1950 Yearbook Number

Advertising
Network .
Regional & Spot

Advertising Agencies .

Audience Analyses for 1949

Awards & Citations

Billings, Network ..

Broadcasting Stations '

/%M by Call Letters .

M by Frequencies
FM by States .......
TV by States

TV by Call Letters .
Equipment Manufacturers
FCC Executive Personnel
FCC Rules

Regional Networks .
Station Representatives

I/AM by States ... .. Ronaa

Highlights of 1949, Radio & TV
National Assn. of Broadcasters ..
Newspaper-Radio Ownership Aﬂillatlon .

Broadeast Advertising Analyses

FM by Call Letters ... ..

QUICK INDEX TO MAJOR DIRECTORIES AND DATA

Transeription Producers, Program. TV F)lm & Talent ........

364
341
24
529
21
11

Assn. of Federal Communica-
tions Consulting Engineers.
Assn. of National Advertisers..
Associated Music Publighers. ..
Associated Press
Associations Dealing with Radic
Associations of Broadcasters by
States
AT&T Long Lines Dept.
Attorneys, Radio & TV.. ... ...
Audience, Radio Analyses. .. _.
Audit Bureau of Circulations..
Awards in Radio....... .. ......

Bahamas, Stations under
NARBA

William J. Bailey .............
Bell Telephone Labs, ..........
Billings—

ABC, 1949 . ... ..............

MBS, 1949 ..................
Blackburn-Hamilton Co. .......
BMI ................. Goonao boa
Books, Radio & TV .
Booz, Allen & Hamllton .....

Brand Names Foundation
British Columbia, Radio
Stations
British United Press Ltd.
Broadcast Advertising,
Analysis of
Broadcast Equipment Manufac-
turers .......
Broadcast Measurements Burenu
Broadcast Music Inc, ......... G
Broadcast Service Bureau Inc...
Broadcast Stations—
Canadian AM by Frequencies
Canadian by Call Letters.....
Canadian by Provinces ......
Canadian International by
Call Letters .....
Eurcpean ............
U. 8. AM by Cnll Letters
U. S. AM by Frequencles
U. 8. FM by Call Letters.....
U. 8. TV by Call Letters. ...
U. 8. International by Call
Letters
U. 8. Stations ‘by States (See
State Listing).

s haeNE st

Under NARBA ..............
Broadcasters' Associations by
States

516
515
516
519
516

531
615
55
24
518
6529

510
518
515

21

22
517
515
627
517
6516

330
519

11

448
518
515
517

499
510
330

509
514
6500
488
506
506

509

510

Broadcasters Promotion Service
Broadcasting Corp. of America’s

Western Network
Broadcasting, FCC Rules Gov-

erning ... ... .............
Broadcasting, Services

Related to ...
Paul Bunyan Network .........
Bureau of Broadcast Measure-

ment ...... P
Walter P. Burn...............
Carl Byoir & Assoc. .. ........

C

California, AM, FM, TV Stations
California Northern Group.....
California State Broadcasters
Assn.
Call Letters—
Canadian International Sta-
tions ......
Canadian Statlonu 0ooooaaa 6o
U. 8. AM Stations ......
U. S, FM Stations .
U. S. International Stn.tl.ons o
U, S, TV Stations ...
Canada__
Assn. of Broadcasters
International Stations by Cnll
Letters ...................
Station Repruentntweu
Stations by Call Letters......
Stations by Frequencies. ... ..
Stations by Provinces........
Canadian Assn. of Broadcasters
Canadian Broadcasting Corp.,
Executives & Staff
Canadian National Telegraphs. .
Canadian Pacific Communica-
tions ... ...l
Cartoon, Producers for TV....,
Censorship, FCC Rules Geovern-
ing
Citations in Radio, 1949. ... ..
City College Broadcasting
Awards .. ................
Clear Channel Broadcasting
Serviee .................
Cleveland Plain Dealer Stat:ons
Coast Guard .,............., ..
College Networks ..........
Colorado, AM, FM, TV Stations

516
64
462

515
84

518
518
516

8
64

531

509
510
500
506
509
506

516

509

52
510
499
330
516

412
6515

515
414

486
629

529

516
632
529
617
100

Colutitbia Broadcasting System—

Advertigers Using During
1949

BROADCASTING o
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397

CBS—(Continued)

Executives & Staff .......... 380
Map of Network ............ 381
Owned Stations ............. 532
Columbine Network ......... . 64
Commoa Carriers ............. 515
Composers, Authors & Pubhsh-
ers Assn. of Canada Ltd.. 516
Congress, Radio Correspondents
Galleries of .............. 377
Robert S. Conlan & Assoc. .... 518
Connecticut, AM, FM, TV Sta-
tions . ...... ... ...l 102
Connecticut State Network. .... 64
Consultants, Allied Arts....... 517
Consulting Radio & TV Engi-
NEBTS . ... ... i.oneoennns. 55
Corn Belt Wireless Rebroadcast-
ing Serviee ............... 64
Correspondents, Radic Galleries
of Congress ............... 377
Cost of Operation, Radie...... 14
Costs, Radio Compared to Other
Media ...........cc0uvunn 18
G. W. Covington Stations...... 532
James A. Cowan ........... ... B16
Cowles Stations ............... 532
James M. Cox Stations........ 632
Ed Craney Stations ........... 532
Crosley Broadcasting Co. ...... 532
Cuba—
Networks ................... 511
Stations Under NARBA ..., 510
Curtis Radiocasting Corp. Sta-
tions . ... ... 532

Dairyland Network ............ 64

Smith Davis Cerp.............. 517
Delaware, AM, FM, TV Sta-

tions S 106
Dept. of Agriculture. ... .. .. . 528
Dept. of Commerce..... ...... 528
Dept. of Interier .. ... ...... 528
Dept. of Justice. .. ......... 528
Dept. of State. ... .. ... ...... 529
Distribution of Radio Sets.... 539
District of Columbia, AM, FM,

TV Stations ... ........ 106
Dixie Network ................ 64
Dominican Republic, Stations

Under NARBA ............ 511

Don Lee Broadcasting System 64, 532
DuMont Television Network—
Advertisers Using During 1949 382

Executives & Staff .......... 382
Map of Network ............ 888
duPont Awards ............ ... 529
E
Educational, Noncommercial
FM Stations .............. 888
Educational Radie Awards..... 529
Elliott-Haynes Ltd. ..........., 518
Engineering Schools, Radio. 534
Engmeeru Radio & TV, Consult-
1.7 S, 56
Equipment Mnnufacturers, AM,
FM, TV ... ... ... 448
European Broadcast Statwnu by
Frequency Allocations .... 514
European Breadcasting Conven-
tion, Stations Covered..... 514
Executive Office of the President 6528

Executives of Networks (See
separate network listings).

F

Facsimile, FCC Rules Governing 474

Faught Co., The .............. B516
Federal Communications Bar
Association ............. 55, 517
Federal Communications Com-
mission—
Attorneys Practicing Before.. 655
District Offices. ... .......... 541
Executives & Staff....... ... 6540
Field Offices. . 541
Former Members 540

How to Apply for Station.... 54
(Continued on page 4)

Telecasting
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... but not too busy to thank all our clients and all the folks
working on these shows. Same goes for the folks on the regional

and local programs we handle, and our record number of spot
accounts, too!

BATTEN, BARTON, DURSTINE & OSBORN, Inc.

NEW YORK - BOSTON + BUFFALO - CHICAGO - CLEVELAND - PITTSBURGH
; MINNEAPOLIS - SAN FRANCISCO - HOLLYWOOD -+ LOS ANGELES - DETROIT

BROADCASTING Telecauti;lg 1950 Yearbook Number ® Page 3 ;
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Index to 1950 Yearbook

(Continued from page 2)

FCC—(Continued)
Monitoring Stations ......... 541
Rules & Regulations

(Selected) ................ 462
Federal Radio Commission,

Former Members ......... 540
Federal Security Agency....... 628
Federal Telecommunication

Labs «.oiitiian i 515
Federal Trade Commission..... 528
Marshall Field Stations ....... 532
Film Rental for TV ...... oo 414
Film, TV Producers ..., 414
Florlda, AM, FM, TV Stntlons 110
Florida Assn‘ of Broadcasters.. 531
FM Stations—

By Call Letters ............. 506

By States ...........c0000.. 68

Equipment Manufacturers ... 448

FCC Rules Governing

(Selected) ..........c0uun 464

Noncommercial, Educational.. 388
Foreign Language Quality

Network ........cce0vununn 64
Fort Industry Co. Statlons ..... 532
Frazier & Peter............... b17
Freedom Awards .............. 529
Frequencies—

Canadian AM Stations by.... 499
Canadian International Sta- )
tions ...iienuann 0000a 00000 509
European Stations .......... 514
U. S. AM Stations by......... 488
U. 8. FM Stations ,..... .. 506
U. S. International Statlons.. 509
U. 8. TV Stations ........... 506
Frequency Measuring Services.. 542
Friendly Group, The ......,..... 532
G

Galleries, Radio Correspondents

of Congress ........... 377
Gallup & Robinson 618
Gannett Newspapers Stations... 532
Withers Gavin Stations........ 532
Gem| State Network.. 64
Gengral Tire & Rubber Co Sta-

HON8 i it 532
Georgia, AM, FM, TV Statlona 116
Georgm Assn, of Broadcasters.. 531

Georgia Assn. of Local Stations 64

Georgia Major Market Trio..... 64
Georgia Quartet, The ......... 64
Gila Broadcasting Co. Stations. 532
Government Agencies Dealing
With Radio ............... 528
Granite State Broadcasting Co.
Stations ....... . .00l 532
Granite State Network ........ 64
Great Northern Broadeasting
System . ... ...l 64
Great West Network .......... 64
Gross Time Sales, ABC........ 21
Gross Time Sales, 'MBS..... b 22
Group Ownership of Stations.. 532
H
Haiti, Stations Under NARBA.. 611
Steve Hannagan .... ... B16
W. J. Harpole Statlons ..... 533
Hawaii, Radio Stations ........ 326
Hearst Radio Inc, Stations..... 583
Helms Athletic Foundation
Awards ... ... o0 530

Highlights & Headlines, 1949.. 61

Oscar C. Hirsh Stations....... 533
Roy Hofheinz Stations........ 533
Hooper, C. E.,, Audience

Analyses ...... 24
C. E. Hooper Inc. ............. 519

I

Idaho, AM, FM, TV Stations... 126
Illinois, AM, FM, TV Stations.. 127
Illinois Broadcasters Assn. .... 531
Imes Stations ..... ......... 633
Indecent Language, FCC Rules

Governing .........:". ..., 486
Independent Television Pl‘o-

ducers Assn. . .l......... 517
Index to Advertisers in 1950

Yearbook ................. 543.
Pag €4 ® 1950 Yearbook Number

Indiana, AM, FM, TV Stations. .
Indiana Broadcasters Assn. .,,. 531
Inland Radio Inc. Stations.... 533
Institute of Public Relations Inc. 516
Institute of Radio Engineers... 517
Institute of Radio Engineers,
Awards ............c.c00u.n 30
Intercollegiate Breadcasting
System ............ e 517
Intermountain Network ....... 64
International Broadcast Stations—
Canadian by Call.Letters. .. .. 509
U. S. by Call Letters.......,. 509
International News Service..... 519
International Tel & Tel Corp... 515
Involuntary Assignments, FCC
Rules Governing . . 486
Iowa, AM, FM, TV Statlons 143

Iowa Tall Corn Network ....... 64

IRE Memorial Awards......... 530
Jay & Graham Research Inec.... 519
Joint Technical Advisory Com-
mittee .......... .00 ..., B17
K
‘Kansas, AM, FM, TV Stations.. 149
Robert S. Keller Ine. . ... 616
Kentucky, AM, FM, TV Statlons 154
Kentucky Assn. of Broadcasters 531
Keystone Broadcasting System—
Executives & Offices ..... o0 384
Map of Network ............ 385
Stations Affiliated with ..... . 384
L
Labor Groups & Unions Dealing
With Radio & TV ......... 413

Labor Groups Related to Radio,

Mexico .................. b12
Labrador, Stat'mns Under

NARBA .................. 512
Pierce E. Lackev Stations....... 533

Liberty Broadcasting System 4 u*q&
License—
‘How to Apply for Broadcnst.. 54
Renewals, FCC Rules Govern-

ing ..v it iiaiiisaae., 480
Licensing Groups, Muslc. ...... 515
Listening, Audience Trends.... 24
Edward C. Lobdell Assoc. ...... 518
Lone Star Chain ..... bocOaoaoa 64
J. G. Long Stations ........... 533
Long Texas Group ........... 64
Lotteries, FCC Rules Govermng 486
John J. Louis Stations ......... 533
Louisiana, AM, FM, TV Stations 158
Louisiana Assn. of Broadcasters 531

M
Mackay Radio & Telegraph Co. 515

Magazine, Advertising Costs
Compared to Radio....... 18

Mail Order Network ........... 64
Maine, AM, FM, TV Stations... 162
Maine Broadcasters Assn. ...., 531

Maine Broadcasting System.... 64

Manitoba, Radio Statiens...... 332
Manufacturers of AM-FM-TV
Equipment ..... 00000a00000 (A5
Maps—
ABC Network ..... 0000000000 379
CBS Network ........ eeees.. 381
DuMont Network ..... eiae... 383
Keystone Broadcasting System 385
MBS Network ............... 389
NBC Network . 0oag 391
Operating Televnslon Statwns 404
Marine Corps ................ 529
Marketscope Research Co. ..... 519
Maryland, AM, FM, TV Stations 163
Mason Dixon Radio Group,
Steinman Stations ..,...... 66

]950 Yearbook Number

Executive, Editorial, Advertising and Circulation Offices

National Press Bldg.

® Washingtond4, D. C,

Telephone MEtropolitan 1022

SOL TAISHOFF
Editor and Publisher

EDITORIAL

ART KING, Managing Editor

J. Frank Beatty, Rufus Crater, Asso-
ciate Editors; Fred Fitzgerald, News
Editor; Tyler Nourse, Jo Hailey, As-
sistants to the News Editor. STAFF:
David Berlyn, Lawrence Christopher,
Mary Ginn, Tom Hynes, John Osbon,
Ardinelle Williamson., EDITORIAL
ASSISTANTS: Estelle Dobshultz,
Kathryn Ann Jenes, Pat Kowalezyk,
Doris Lord, Wilson D, MeCarthy, Jean
D. Statz; Eleanor J. Brumbaugh, As-
sistant to the Publisher.

BUSINESS
MAURY LONG, Business Manager

Winfield R, Levi, Assi.mmt Advertis-
ing Manager; George L. Dant, Adv.
Production Menager; Harry Stevens,
Classified Advertising Mana lger Judy.
Martin Eleanor Schadi, Phyllys Stein-
berg; B. T. Taishoff, Treasurer; Irving

C. Miller, Auditor and Office Manager;
Eunice Weston.

CIRCULATIONS AND READERS’ SERVICE
JOHN P. COSGROVE, Manager

Lillian Oliver, Warren Sheets, Elaine
Haskell Grace Motta.

NEW YORK BUREAU

250 Park Ave.. Zone 17, PLaza 5-8355
EDITORIAL: Edwin H. James, New
York Editor; Herman Brandschain,
Asst. to the New York Editor; Flor-
ence Small, Gloria Berlin.

Bruce Robertson, Semior Asrociate Editor.
ADVERTISING: S. J. Paul, Adver-
tising Director; Eleanor R. Manning.

CHICAGO BUREAU
360 N. Michigan Ave.. Zone 1, CEntral
6-4115 William L. Thompson. Man-
ager; Jane Pinkerton.

HOLLYWOOD BUREAU
Taft Building, Hollywood and Vine,
Zone 28, HEmpstead 8181

David Glickman, West Coast Manager;
Ann August.

TORONTO

417 Harbour Commlssxon Bldg. ELgin
0775, James Montagnes

BROADCASTING® Magazine was founded
in 1931 by Broadcasting Publications
Inc., using the title: BROADCASTING*—
The News Magazine of the Fifth Es-
tate. Broadcast Advertising* was ac-
qui]rg%% in 1932 and Broadcast Reporter
in

*Reg. U. S. Patent Office

Contents Copyrighted 1950 by Broadcasting Publications, inc.
Published every Monday, 53rd issue (Yearbook Number) published in Jan-

uary by BROADCASTING PUBLICATIONS Inc., 870 Nation

al Press Building.

Washington 4, D. C..Eptered as second class matter March 14, 1933, at Post

ffice 4t Was inzton.

. C. under act of March 3, 1879.
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Massachusetts, AM, FM, TV Sta-

tions
MecClatchy Beeline
McClatchy Brondcastmg Cn.
.. Stations
McClung Statlons
Howard J. McCollister ........,
George McKittrick & Co. ......
Measuring Services, Frequency.
Media Costs, Comparative .....

Media Records Inc. ......., o
Mexico—
Labor Groups Related to
Radio ...........

Networks .......
Radio Trade Orgnmzntmns
Stations Under NARBA......
Michigan, AM, FM, TV Stations
Michigan Assn. of Broadcasters
Michigan FM Network
Michigan Radio Network ......
Mid South Network
Midwest FM Network
Minnesota, AM, FM, TV Statlons
Minnesota Brondcasters Assn,.
Mississippi, AM, FM, TV Sta-
tions . ........... o
Missisaippi Broadcasters Assn.
Missouri, AM, FM, TV Stations.
Missouri Broadcasters Assn.. ...
Modification, FCC Rules on Sta-
tion License
Montana, AM, FM, TV Stations,
Montana Broadcasters Assn, ...
Multiple Ownership, FCC Rules
Governing ...........
Munitions Board
Morgan Murphy-Walter C,
Bridges Stations...........
Music Licensing Groups........
Mutual Broadceasting System—
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Billings, 1949 ... ...........
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N

NARND, Awards

National Assn. of Broadcasters 32,

National Assn. of Manufac-

turers ...l
National Assn. of Radio Farm
Directors . ................
National Assn. of Radio News
Directors .................
National Assn. of Radio Statlon
Representatives .....,.....
National Better Business
Bureau ............

National Broadeasting Co.—
Advertisers Using Dunng
1949 .......
Executives & Staﬂ' ...........
Owned & Operated Stations.
Map of Network.
National Electrical Mtrs. Assn.
National Labor Relations
Board .............._.....
National Military Establish-
ments .. . .. . .......
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TV Advertisers...........
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ABC Map....................
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About Radio. ..

that it is still, and will continue to be,

- a vital, mass-producing advertising tool . . . that
T h I S like all dynamic media its use must be tempered, revised,
refitted to the changing demands of the
] that it is fast becoming one of the most powerful,
B e I I e v e impelling mediums in the history of advertising . . . that
it neither wholly obsoletes nor wholly replaces

other good advertising media, but that,

economic world.

About Television. .. )

like other media, it requires selective application,

experienced supervision, and clear-headed judgment.

ER

Foote, Cone & Belding

New York - Chica‘go - Los Angeles - SanFrancisco

L N )
e
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340
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14
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65
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528
61

864
519

414
534
515
539

413
515

23
454
438
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438

377

517
517
517

517
518

499
510
330

509
514

521
62
40

510

500

488
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509
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533

66

484
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414
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S
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Canadian by Frequencies.....
FM by Call Letters..........
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Advertising Analysis
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W
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Westinghouse Radie Statmns

Ine. .
West Texas Packazed Stnuon!
West Virginia, AM, FM, TV

Stations .............. ...
West Virginia Brcadcasters
ASSI. tiveneriinieiiiians

West Virginia Group ...... 5000t
Western Assn. of Broadcasters.
Western Union Telegraph Co...
Wisconsin, AM, FM, TV Sta-
tions
Wisconsin League of Radio Sta-
tions
Wisconsin Network . .
Wyoming, AM, FM, TV Statlons

Y

Yankee Network
John Orr Young & Assoc. Inec...
Yukon Territory, Radio Stations

Z Bar-Net
Zia Network

515
512

448
414

484
486
448
519
529

60

448

66

413
519

533
528

326
304

305
529
328
306
6532

533

517
516

532
66
326

66
516 -
840

Telecasting


www.americanradiohistory.com

| VINANA
Sheatre Gruild on the Air

During the past season, Theatre Guild on the Air reached a new peak in listener-
ship. This is particularly gratifying to all who have participated in attaining
this goal.

For our part, we’d like to take time out to say “Thanks” to the outstand-
ing stars of stage and screen and all others who have helped us present full-
hour programs of top-flight entertainment to our many new and old friends
across the nation.

We plan to continue to present radio drama at its best—over the 164
coast-to-coast stations of the NBC network. —

WU )
UNITED STATES STEEL HOUR &)

BROADCASTING
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REPORT FOR 1949 ON

MCGANN-ERICK

39 clients in Radio

Altes Brewing Company
American Molasses Company
American Trust Co. (San Francisco)
Bell Brand Foods, Lid.
Beverwyek Breweries, Inc.
Broadway Department Store, Inc.
California Packing Corporation
Chesebrough Mfg. Co., Cons’d
Chrysler Sales Division
Coldstream Products Co.
Columbia Records, Inc.

Cowles Magazines, Inc.

Cresta Blanca Wine Company

W. P. Fuller & Co.

Griesedieck Western Brewery Co.
International Harvester Company
“Junket” Brand Foods

Lehn & Fink Products, Corp.
Leisy Brewing Company

Lucky Lager Brewing Co.

WwWWW.americanradiohistorv.com

The Maytag Company

Milk Foundation, Ine.

National Biscuit Company

The National City Bank of Cleveland

The Ohio Bell Telephone Company

Pacific Coast Borax Co.

Pacific Power & Light Co.

Portland Gas & Coke Co.

Renuzit Home Produects Co.

Richman Brothers Co.

San Francisco Baseball Club

The S. O. S. Company

The Soil-Off Company

Southern California and Southern
Counties Gas Companies

Standard Qil Co. (Indiana)

The Standard Oil Co. (Ohio)

Swift & Company

TruVal Manufacturers, Inc.

Westinghouse Eleciric Corporation '

BROADCASTING ® Telecasting:
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IN RADIO-TV:

18 clients in Television

Altes Brewing Company Perfection Stove Company

Bell & Howell Company Renuzit Home Products Co.
Beverwyck Breweries, Ine. Richman DBrothers Co.

Broadway Department Siore, Inc. The S. O. S. Company
Chesebrough Mfg. Co., Cons’d Southern Counties Gas Companies
Chrysler Sales Division Standard Oil Company (Indiana)
Coldstream Products Co. The Standard Oil Company (Ohio)
Leisy Brewing Company Swift & Company

National Biscnit Company Westinghouse Electric Corporation

McCANN-ERICKSON, INC., Advertising

NEW YORK * CHICAGO * SAN FRANCISCO * BOSTON * CLEVELAND
DETROIT

LOS ANGELES - HOLLYWOOD -+ PORTLAND

BROADCASTING ® Telecasting 1950 Yearbook Number ® Page 9
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REE & I"ETERS ¢

Pioneer Radio and Television Station Representatives Since 1932

EXCLUSIVE NATIONAL REPRESENTATIVES:

_/ EAST, SOUTHEAST
WBZ-WBZA Boston-Springfield - NBC 50,000
WGR Buffalo CBS 5,000
WMCA New York "~ IND. 5,000
KYyw Philadelphia NBC 50,000
KDKA Pittshurgh NBC 50,000
WFBL Syracuse CBS 5,000
WCSC Charleston, S. C. CBS 5,000
WIS Columbia, S. C. NBC 5,000
WGH Norfolk ABC 5,000

| WPTF Raleigh NBC 50,000
WDBJ Roanoke CBS 5,000
MIDWEST, SOUTHWEST
WHO Des Moines NBC 50,000
wWOC Davenport NBC 5,000
WDSM Duluth-Superior ABC 5,000%

. WDAY Fargo NBC 5,000

~ WOWO Fort Wayne ABC 10,000
RADIO WISH Indianapolis ABC 5,000
KMBC-KFRM Kansas City CBS 3,000
WAVE Louisville NBC 5,000
WTCN Minneapolis-St. -‘Paul  ABC 5,000
KFAB Omaha CBS 50,000
WMBD Peoria CBS 5,000
KSD St. Louis NBC 5,000
KFDM Beaumont - ABC 5,000
KRIS Corpus Christi NBC 1,000
WBAP Ft. Worth-Dallas NBC-ABC 50,000
KXYZ Houston ABC 5,000
KTSA San Antonio CBS 5,000
MOUNTAIN AND WEST
KOB Albuquerque NBC 50,000
KDSH Boise CBS 5,000
KVOD Denver ABC 5,000
KGMB-KHBC Honolulu-Hilo CBS 5,000
KEX Portland, Ore. ABC T 50,000
KIRO Seattle CBS 50,000
WOC-TV Davenport
WBAP-TV Fort Worth-Dallas
WAVE-TV Louisville
TELEVISION Vit; Mine
WTCN-TV Minneapolis-St. Paul
WPIX New York
: \ﬂ\ KSD-TV St. Louis
KRON-TV San Francisco * CP
i FOR LATEST INFORMATION, CALL
NEW YORK CHICAGO DETROIT ATLANTA FT, WORTH HOLLYWOOD SAN FRANCISCO
444 Madison Ave. 180 N. Michigan Ave. Penobscot Bldg. Palmer Bldg. 406 W. Seventh St. 6331 Hollywood Blvd. 58 Sutter St.
Plaza 9-6022 Franklin 2-6373 Woodward 1-4255 Main 5667 FOrtune 3349 Hollywood 9-2151 Sutter 1-4353
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Analysis of 1949 Radio-TV Adver’rising

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

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

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

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

The 3% increase in net time
sales is the smallest percent gain
in revenues of any year since the
war’s end. But 1949 was a year in
which other indices of business
prosperity dropped off sharply, es-
pecially during the summer and
early fall. It was a year that

TV ADVERTISING
EXPENDITURES, 1949

Network $9,900,000
Spot 8.600,000
Local ..... 6,250,000

TOTAL .......... .. $24,750.000

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

Time salesmen, like salesmen in
many other lines, reported a defi-
nite return of a buyers market,
and the going was at times pretty
tough for many stations.

The $429 million figure doesn’t
tell the whole story of the radio
revenue picture by any means. Re-
ceipts from the sale of talent and
other sources are hard to estimate
on a sample basis. Past experience
would indicate that these receipts

*Net time sales represent gross bill-
ings less frequency and promotional
discounts and therefore comprise the
gross receipts of the medium from the
sale of time in all categories. These
receipts are before deduction of agen-
¢y commissions which are considered
an expense of sales.

BROADCASTING

Editor'as mote: Statistical material in the BROADCASTING Business In-
dex is derived from data gathered in an extensive, nationwide sample

of all classes of stations.

Methods employed are those developed and

applied by BROADCASTING with marked accuracy for the past 15 years
and were founded upon the formula originally developed by Dr. Herman
S. Hettinger, nationally-known economist specializing in the redio field.
Statistical data was audited by the firm of Sinrod & Tash, Washington
certified public accountants, which turned over to BROADCASTING only
weighted averages in each station and business category, in conformity
with the canons of the American Institute of Certified Public Accountants.

RADIO NET TIME SALES 1948-194%

Class of Business
National Network
Regional & Miscellaneous Networks®..
National & Reglonal Non-Network....
Local

TABLE 1
% 1949 %
1948 Total (Estimated) Total

$133,723,098 321 $127,500,000 20.8

7,329,255 L7 1,500,000 18

104,759,761 251 112,000,000  26.2
170,908,165  41.1 181,900,000 422 °

$416,720,279 1000  $428,080,000 100.0

TOTAL

*Includes miscellaneous network and stations.

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

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

Trends Within Radio
(Table 1)

Local advertising is still the bed-
rock of the radio revenue picture,
but national non-network (spot)
advertising showed the biggest
gain in 1949. Its 7% gain barely
exceeded the 6,4% gain in local

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

One of the significant develop-
ments of the first half-century has
been the advent of radio and its
growth to the most widespread me-
dium of entertainment, education
and enjoyment the world has ever
known. Consequently, in the
United States it has also become
one of the most effective adver-
tising media known to business-
men. Since its faltering beginning
in the early '20°s, radio has grown
by leaps and bounds, until now it
is well on its way to a $5600 million
net time sales total.

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

TY Development

With a full two years of rapid
commercial television development

Telecasting

behind us, net TV time sales in
1949 have now reached an esti-
mated $24,750,000. It is reason-
ably safe to predict that this total
could be nearly doubled, if TV's
problems with the FCC are licked
in a hurry.

Of this $25 million, $9,900,000
is estimated to have been spent by
advertisers for network advertis-

advertising. Spot advertising was
an excellent source of revenue this
year, largely because it is a flexi-
ble way to use radio. In a year
when many businessmen were anx-
ious to avoid long-term commit-
ments, spot advertising became a
handy short-run~medium, used ex-
tensively to promote new car mod-
els, foods and beer and wine.
(Continued on page 12)
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TABLE 11

RADIO NET TIME SALES$-—1935-1949

Class of Busi

Increase over

Increase over National Increase over

Increase over Increase over

National previous year Regional previous year Non- previous Year previous year previous year

Year Network %o Network % Network %o Local % Total %

19351 $39,7317,367 Py 85 banosas $13.805,200 . $26,074,476 s $79.617,543 aBoD
19362 ..., oo ©0000000 o  9pooowo 0000  0oG@oao0o %oca  ooooaco
1937 56,192,398 414 2,854,047 a 23 11'1 138 674 35, 745 394 3.1 117,908,973 48.1
1933 56,612,925 0.7 U5 gacooao 28,109,185 216 32,657,349 (—8.7) 117,379,459 0.6
1939 62,621,689 10.6 98 oannoaa . 30,030,563 6.8 37.315.774 14.2 129,968,026 10.7
1840 * 71,919,428 13.1 1.869.583 .... 37,140,444 23.8 44,756,792 20.0 155,686,247 20.5
1941 79,621,534 10.7 2,952,073 472 45,681,959 23.0 51,697,651 15.5 179,753,217 15.4
1942 81,744,396 2.9 3,444,581 252 51,059,159 11.8 53,898,916 4.2 190,147,052 58
1943 99,389,177 21.6 8,256,508 81.6 59,352,170 16.2 64,104,309 18.9 228,102,164 20.0
1944 121,757,135 22.5 7,612,366 21.7 73,312,899 23.5 84,960,347 29.3 281,642,747 26.1
1945 125,671,834 3.2 8,301,702 9.1 716,696,468 46 99.814.042 17.5 310,484,046 19
1946 126,737,127 0.8 8,043,381 —3.1 82,917,505 8.1 116,380,301 16.6 334.078.914 7.6
1947 127,713,942 0.8 7.012,689 —I128 91,581,241 104 147,718,814 270 374,086,686 12.0
1948 133,723,098 4.5 7,329,255 4.3 104,759,761 144 170,908,185 15.6 416,720,279 11.4
19491 127,590,000 —4.6 7,500,000 2.3 112,000,000 1.0 181,900,000 6.4 428,990,000 3.0

1 Nation-wide and regional networks combined.

?Data not available,

* Figures prior to this date not comparable in all categories.
11849 figures estimated.

Local advertising’s 6.4% gain is
remarkable, even though it is a
smaller gain than that reported in
1948 for this type of advertising.
Small businessmen, who use local
advertising extensively, are prone
to shave slim advertising budgets
drastically at any sign of economic
down-turn. Instead, in 1949, local
advertising surpassed its record of
$171 million in 1948, by about $11
million.

Network advertising showed its
first decline in 1949, After a bad
summer, in which time sales drop-
ped to 10% below the 1948 level,
the networks rallied in the fall to
gain some of the lost revenue back.
Nevertheless, it is estimated that
network revenues dropped about
4.6% during the year.

Network time sales have never
shown astounding gains or losses,
and have increased steadily to a
peak of $133 million in 1948, The
1949 total is estimated to be about
equal to the 1947 figure.

Estimates of network receipts
are based on net time sales less
certain duplications inherent in
network operations but which are
not usually determined until publi-
cation of FCC data later in the
year.

Regional network revenues show
a slight rise in 1949, to reach an
estimated $7,500,000. This figure in-
cludes revenues of some of the mis-
cellaneous football and baseball
networks. Regional networks have
not returned to their peak of $8,-
300,000 reached in 1945, but have
added a million dollars in revenue
since the postwar low of $6,600,000
reached in 1947.

Local advertising accounted for
42 2% of the total net time sales
of broadcasters in 1949. It was an
increase of 1.1% in this respect.
Spot advertising is coming close to

TABLE III

ESTIMATED GROSS BILLINGS—1949
Estimated
Gross Billings

$192.500,000

Class of Business
National Network
Regional & Miscellaneous

etwoTk ................ 10,100.000
National Non-Network ... 160,000,000
Local ....... 0500000000000 6 274,600.000

Total ..... daoo0ac 20 $637,200,000
Page 12 ® 1950 Yearbook Number
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TABLE 1V

ESTIMATED RADIO GROSS BILLINGS
1927-1949

(000's omited)

National

Year metwork Others Total
1927 ... $3.833 $987 $4.820
1928 .... 10.227 3,873 14,100
1929 .... 19,196 1.604 26.800
1930 .... 27,694 12,806 40,500
1931 ... 37,502 18.498 56,000
1932 .... 39,107 22,793 61.900
1933 .... 31,516 25,484 57,000
1934 ... 42,659 30.228 72,887
1935 .... 49.315 38,209 87,524
1936 .... 59.671 47,880 107,551
1937 .... 68,828 5,314 144,142
1938 .... T71.728 18,390 150,118
1939 .... 83,114 88,000 171,114
1940 .... 96,456 123.344 219,800
1941 .... 106.900 154.274 261,174
1942 .... 118,200 167,280 285.480
1943 .... 151,781 200,499 352,290
1944 ... 190,677 256,033 446,710
1945 ... 190,747 288,583 479,330
1946 .... 193.010 319,400 512,410
1947 ... 190,930 364 470 555,400
1948 ... 198,996 417,600 618,500
1949 .... 192,500 444,700 637.200

network as a percentage of the
total radio revenues. Spot adver-
tising total of $112 million is about
26.2% of the total net revenues
from time sales.

Network revenues as a percent
of the total revenues were down in
1949 by about 2.3%.

With television in the picture it
is hard to estimate future trends
within the broadcasting medium it-
gelf, but it is thought that spot
revenues will go right on increas-
ing within the next few years.
Spot has shown a rapid post-war
rise in popularity among adver-
tisers, and there is nothing in the
broadcasting picture which would
indicate that this tremd would be
halted in the immediate future.

FM has troubles, Yet, it is gain-
ing slowly year by year as a rev-
enue source. Some successful FM
stations in both rural and metro-
politan areas have managed to
keep well above water in 1949.
Total FM revenues would fall be-
tween $6 and 7.5 million, according
to most experts. It is difficult to
gain any insight into the FM rev-
enue picture without having a
complete division of revenues
where AM and FM stations are op-

erated in conjunction with each
other. Of course many AM-FM
stations sell FM as a bonus to AM
broadcasting. With these difficul-
ties present, any time sales figure
is a very rough estimate.

Radio Gross Billings
(Tables III and IV)

Estimated gross billings for ra-
dio advertising time in 1949 were
$637,200,000. Gross billings repre-
sent radio advertising volume at
the one time rate, and therefore
are of limited value in ¢comparing
radio advertising volume with
other media. Discount structures
vary greatly from medium to me-
dium and comparisons of gloss
billings by no means accurately re-
fleet media positions or trends.

Estimated gross billings for
1949 are given in Table IIT and
network billings for 1927-49 are
given in Table 1V,

Comparison With Other Media

Ten-month figures for mnews-
paper lineage show that newspaper
advertising increased 2% over the
same period in 1948. This increase

is far below the 1948 increase of
13%.

Among the various classes of
newspaper advertising, automotive
advertising was the biggest gainer,
showing a 27.3% increase over the
previous year. Minor gains were
shown in other categories of news-
paper advertising, notably classi-
fied advertising, 7.6% ; and general
advertising, which increased 6%.

No type of newspaper advertis-
ing showed a loss compared to the
same ten-month period in the prev-
ious year. In most categories, how-
ever, the gains were minor over
1948.

These figures are from Media
Records Inc.’s 52-city summary of
newspaper advertising lineage,

General magazine advertising
dropped off about 3%, farm paper
advertising remained mnearly the
same as in 1948 and Sunday maga-
zine space sales showed a modest
increase,

These ten-month trends are
shown in reports from Publishers
Information Bureau.

Network Advertising by Class of
Product (Table V)

There was no significant change
in the spread of the network adver-
tising dollar by product groups
from 1948 to 1949, On the basis of
a PIB report for the first ten
months of 1949, the figures in Ta-
ble V are estimated for the year
1949,

Note that the table shows the
new categories of product groups
adopted by PIB two years ago, ex-
panding the total number of
groups from 21 to 29. The new
classification allows for a more
careful distinction between some
of the major advertisers. Drug and
Toilet Goods advertising, which
was formerly in one category, is
now separated into two groups,
one for Drugs and Remedies, the
other for Toiletries of all kinds.

Food products lead the list
among network radio advertisers.
Nearly one fourth (23.8%) of all

(Continued on page 14)

TABLE V
1943 1949
Est.
Gross %o Gross To*
Product Groups Billings Total Billings Total
1. Agrlculture & Farming ......... ......... 1,531,531 8 1,540,000 8
2. A p arel, Footwear & Access. ............. 1,431,589 o/ 1,350, 1
3. Automotive, Automotive Equl & Access. 17,696,778 39 6.930.000 3.6
4. Aviation, Aviation Access. & qulp. o _— — -
5. Beer, Wine & Liquor . . ................. 1.116.697 6 1,550,000 .6
6. Building Material, Equipment & Fixfures 988,686 5 10,000 4
1. Confectionary & Soft Drinks ... .. ...... 3.8 7,500,000 3.9
8. Consumer Service .............. 13 2,310,000 1.2
9. Drugs & Remedies B 113 140,000 115
10. Entertainment & Amusements ... — —_
11. Food & Food Products 23.7 45,800,000 23.8
12. Gasoline, Lubricants & Other Fuels 5,969,057 3.0 5,582,000 29
13. Horticulture . . .. .. ... .... 98,946 1 —
14. Household Equip & Supplies 8,628,906 4.3 8,280,000 43
15. Household l"urnishmgs 1,331,640 q 1,350,000 1
16. Industrial Materials . 1,747,826 8 1,540,000 ]
17. Insurance .. . ...... 5 o 1238, 2.1 4,040,000 2.1
18. Jewelry, Optlcal Goods & Cam: 1,201,942 6 960,000 5
19. Office Equipment, Writing Supplies &
Stationery ... 2,317,072 1.2 2,310,000 1.2
20. Political o 1,213,282 .6 1,550,000 6
21, Pub]lshm & Media 1,450,097 i 540,000 8
22, Radios, Phonographs, Musical Instruments
& Access. . . 1,560.098 8 1,540,000 8
23. Retail Stores & Shops o - — — —_
24. Smoking Materials | 20,323,300 10.2 19,635000 102
25. Soaps. Cleansers & Polishers 20,767,870 104 19.830.000 10.3
28. Sporting Goods & Toys 81,469 1 -_—
27. Tolletries 005 0D 6 BAnD 32,145.225 16.1 31,380,500 163
28. Transportatxon Travel & Resorts 333.616 2 190,500 1
29. Miscellaneous .. ... .. ... i.iciacai.aa. 2,836,308 14 2,850,000 1.6
TOTAL. ..... 198,995742 192,500,000

* % will not necessarily add to 100 because of rounding.
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cover the country...

talk to Du Mont. 99% of the
television receivers in the country
can receive your program
over the Du Mont Television Network,

either live or by teletranscription.

Py ENV LS, o N
U u MUNI America’s Window on the World
N

Crwo® *

515 Madiscn Ave., New York 22, N.Y.
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Duv Meont programs shown

live on these stotions

WAAM...... ... .Baltimore, Md.
WNAC.TV.........Boston, Mass.
WBEN-TV..........Buffale, N. Y.
WGN-TV.....c......Chicago, .
WCPO-TV........Cincinnati, Chic
WXEL-TV.........Clevelond, Ohic
WIVN........... Columbus, Ohic

<+ « Detroit, Mich.
WICU..........cvuvu oo Erie, Pa.
WLAV-TV....Grand Ropids, Mich.

WIAC-TV...... .. .Johnstown, Pc.
WGAL............Loncaster, Pa.
WIMI-TV. ...... Milwaukee, Wis.

WNHC-TV.....New Haven, Conn.
WABD*.........New Yark, N. Y.
WEFIL-TV........Philadelphia, Pa.
WDTV*...........Pittsburgh, Pa.
WIVR............ Richmond, Va.
WHAM-TV.......Rochester, N. Y.
Schenectady, N. Y.
KSD-TV............ 5t Lovis, Mo.
WHEN...........Syracuse, N. Y.
WSPD-TV...........Toleda, Ohio
WTTG*........Washington, D. C..
WDEL.TV........ Wilmington, Del.

Programs shawn on thess
stotions by Dv Mont

teletranscription

KOB-TV...... Albuguerque, N. M.
WAGA-TV...........AHante, Ga.
WNBF.TV.. ... .Binghamton, N. Y.
WBRC-TV.......Birminghom, Ala.

WITV.......... Bloomington, Ind.
WBTV......... ., .Charlotte, N, C.
KBYV.........vveos Dallas, Tex.
WFMY-TV. .....Greensboro, N. C.
KLEE.............. Houston, Tex.

WSAZ-TV. . .Huntington, West Va.
WFBM-TV.......Indianapolis, Ind.
WMBR-TV.......Jacksonville, Fla.

KTsL..... v vser.los Angeles, Cal.
WAVE-TV..........Lovisville, Ky.
WMCT. ..... +....Memphis, Tenn.
WIVS.......o0nv ..o . Miami, Fla,
WICN-TV...... Minneapolis, Minn.
WDSU.TV....... New Orleans, la.

WKY-TV. . ..Oklahoma City, Okla.
KMIV.........0s . .Omaha, Nebr.
KPHO-TV. ......... Phoenix, Ariz.

......... Rock island, 1ll.
Salt Lake City, Utah
..... San Antonio, Tex.

*Du Mont owned and oper-
ated stations

1950 Yearbook' Number

WHIO.............Dayten, Ohic ~
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Analysis
(Continued from page 12)

network advertising is bought by
food and food products manufac-
turers.

This type of advertising showed
a slight dollar drop, but as a per-
cent of total network business, it
gained a tenth of a percent.

Toiletries accounted for another
16.3% of the total network gross
billings. Last year Teiletries ac-

counted for just 16.1% of the total.
Here again, though, there was a
slight drop in dollar volume from
the previous year.

Drug advertiging is estimated to
be about $400,000 off its 1948 total,
accounting for about 11.6% of the
total gross network time sales.
This compares with 11.8% for
1948.

Tobacco advertising accounted
for 10.2% of the total, compared
with the same amount in 1948;
and Soap, Cleaners and Polishes

dropped dollarwise from $20.7 mil-
lion to $19.8 estimated, and as a
result declined in percent of total
from 10.4% to 10.3%.

Auto advertising on the net-
works dropped from $7.6 million in
1948 to an estimated $6.9 million
in 1949. Some of this loss is
thought to be the result of higher
national spot usage among the au-
tomobile advertisers.

Confectionery and soft drink ad-
vertising remained relatively con-
stant from 1948 to 1949, As a per-

cent of total network business, this
group dropped off fractionally.

Considering the network adver-
tising picture as a whole, it can be
seen that the five top product
groups—food advertising, toilet-
ries, drugs, soap cleaners and
polishes, and tobacco advertising—
taken together accounted for
72.1% of all network time sales.

In 1948, these same product
groups were responsible for an
even larger share of the total net-
work revenues—74.3%.

* Radio’s Payroll and Operating

INCREASE of 17% in employment
during 2 one-year period was
sh0w1n by the FCC’s latest tabula-
tions. The figures cover a sample
work week in October 1948 com-
pared with a sample week for the

same month in 1947.

The FCC reported figures cover-
ing 1,613 AM stations, four nation-
wide networks and three regional
networks, who employed 39,572
persons fulltime.

During the year aggregate week-

ly payrolls rose about 20%, or
from $2,508,000 in 1947 to $3,003,-
111 in 1948. The average weekly
pay was $71.22 in the 1948 week
compared to $72.40 the previous
year. Total work hours averaged
4027 in 1948 compared to 394

WHERE DO YOUR BROADCAST DOLLARS GO?
By Class of Station Income As Analyzed by NAB

Cosis

hours in 1947. These figures do
not include hours of work for
executives because data were not
reported.
At networks and their key sta-
tions average weekly pay was
(Continued on page 536)

A. Broadcast Revenue = 100%; major items of operating expense and profit margin (before taxes) shown as percent of revenue for each class of station income.

12.79

$50,000 $75.000 $100,000 $125,000 $150,000 $200,000 $350,000
Below to to to to to to to Over

. $50,000 $75,000 $100.000 $125.000 $150.000 $200.000 $350.000 $1.000,000 $1,000,000
Total Broadcast Revenue 100.00 100.00 100.00 100.00 100.00 100.00 100.00 100.00 100,00
Total Operating Expenses 88.70 86.67 85.05 83.65 83.47 85.19 81.45 76.02 74.00
Miscellaneous Expenses 17.83 17.28 14.59 13.98 12.43 12.29 13.20 11.48 11.46
Other Administrative Expenses 13.07 11.37 12.32 11.83 13.09 12.45 10.87 10.79 10.40
Depreclation 5.17 4.52 5.13 4.42 3.58 5.01 4.32 3.38 307
Professional Services .99 1.15 1.07 1.49 1.76 1.29 1.66 121 1.09
Administrative Salaries 10.89 11.26 11.62 12.54 12.88 12.87 11.86 8.33 711
Other Selling Expenses 2.32 2.53 2.84 3.91 3.15 4.45 4.42 5.87 6.49
Sales Salaries 7.68 7.82 8.38 8.91 7.49 8.67 7.38 5.05 3.44
Talent 1.48 1.61 1.94 2.4 3.41 2.96 3.48 9.88 12.74
Program Salaries 16.48 15.66 15.02 13.16 14.04 15.52 13.7¢ 10.28 8.72
Technical Salaries 13.47 12.14 10.67 11.65 9.68 10.56 9.75 0.48

Sherman & Marquette

ADVERTISING

;

CHICAGO <« NEW

YORK -

HOLLYWOOD
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| #And forty-nine other CBS ad-

verlisers reach their customers

In all advertising, there’s only one medium where one

..everywhere in America week

advertiser reaches over half the population of the country...
, - in, week out...atanaverage cost
. . . .
21,000,000 families!...with one program in one month. T

He (Ioes it ‘u]ith Z\Tetwork Ra(li(). .. 0N CBS. sand people: the lowest cost

of actual “advertiser circula-

The Columbia Broadcasting System vion” in all sdvertising ioday.



www.americanradiohistory.com

How Do Radio Results Compare With Those of Other Media?

By Maurice B. MITCHELL
Director, Broadcast Advertiging
! Bureau

STOP ANY advertising salesman
and ask him which medium he
thinks will do the best job. He’ll
pick his own medium and prove
he's right. And in most cases he’ll
demonstrate that he’s earning a
good living—usually based on com-
missions—selling his kind of ad-
vertiging.

What does this prove? That all
media are best? Impossible! In-
stead, it proves that salesmanship
is the real key to obtaining 2 satis-
factory share of the total advertis-
ing dollar. And the successful
advertising salesman is usually
the man who is best informed
about all the other media to which
his clients may be exposed.

The need for this kind of selling
is perhaps greatest in radio for
two reasons. First, our industry
has grown faster than its capacity
to produce well-trained selling rep-
resentatives. Out selling for doz-
ens of stations around the nation
are men who, for lack of sound
advertising background in general
and a working understanding of
other competitive media in par-
ticular, have devoted their efforts
to selling business away from
other stations. This does nothing
to increase the size of radio’s share
of the total advertising dollar, and
leads to the rate-cutting and other
unethical selling practices which
have become such a nuisance.

Second, radio has always been
a football for other media. News-
papers have never recovered from
the shock of finding another major
medium selling beside them on
Main Streets across the country,
and many publishers still use the
destructive selling tactics they
first stooped to when this new
bogey-man appeared. Magazines
first sniffed cautiously at radio,
settled down with an attitude of
amused condescension, but finally
began to refer to their readers as
an “audience.” Other media paused
to criticize, ended by aping some
of radio’s most effective selling
and research techniques.

All Successfully Selling

All these media are successfully
selling their wares in places where
effective radio selling can drasti-
cally reverse media decisions. And
this kind of radio selling can best
be done by the radio representa-
tive—local or national—who can
incorporate these facts into his
selling story:

1. Radio does the best job of
describing its audience. Magazines
and newspapers use “net-paid” c¢ir-
culation figures. These are com-
fortable indices on a space-buyer’s
desk, handy facts for an advertis-
ing manager. But they’re really
meaningless, as informed buyers
of advertising will admit. They
don’t measure the audience the
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advertiser really wants to know
about. Advertisers want to buy
impressions—not just advertising.

Both newspapers and magazines
have taken a cautious peek at the
real size of the #mpressions they
deliver to an advertiser. The facts
were shocking—2% actual reader-
ship to a 70-line newspaper ad—a
5% average actual readership to
a full-page black and white adver-
tisement in LIFE. This was a
hard story to tell to advertisers
who were sold on printed media’s
favorite laissez-faire basis, some-
times known as ‘“transportation,”
most of whom firmly believed they
were getting, as readers, the total
paid circulation! It was, in fact,
too hard a story to tell. Thousands
of advertisers, large and small,
have yet to hear it. And dozens
of others are still accepting ad-
vertising agency coverage and cost
comparisons which match this
meaningless “net paid” data
against radio’s eount of actual ex-
posure to advertising.

Best Argument

Yet in the hands of every radio
station equipped with a BMB
measurement, or even with a diary
study, telephone coincidental, or
other form of audience measure-
ment, is the best argument of all—
a count of the audience to the ad-
vertiser’s message! No radio sales-
man has adequately represented
his medium in a competitive situa-
tion until he has invited com-
parison on this basis.

Radio’s research bill in its short
30 years of existence far exceeds
the combined research investment
of all other media since their
inception. First really to care
about the audience to its adver-
tisers’ messages, first to tailor its
listener services to the proven
likes and dislikes of its audience,
radio has been and will apparently
continue to be America’s most
open-faced advertising medium.
There are no skeletons, no “reduce-
able factors” in radio’s standard
measurement totals.

2. Radio gets the most attention.
In the average radio family, listen-
ing averages 5 hours 53 minutes
daily. Newspapers’ best elaim,
made by the defunct A.N.A.N.,
reached 3 hours, 18 minutes per
family per day but few papers
care to try to document these
figures. A recent diary study in a
major market showed an average

reading time of 58 minutes per-

day per adult—only 7 minutes of
newspaper reading per day for
those under 18, And magazines
just don’t belong in this league.
A recently Saturday Evening Post
survey, triaimphantly disseminated
by that periodical, claimed top
readership among magazines with
2 hours 54 minutes of total read-
ing per weekly issue!

Of all these attention measure-
ments, only BMB’s radio data
seems to have been produced in

the regular research channels by a
continuing research arm of the
industry! When other media get
into this kind of self-examination,
they do it in the manner of a
woman with a ‘“new look” short
haircut—ecan’t wait for it to grow
long again!

N.O.R.C. Studies

“The People Look At Radio,”
“Radio Listening in America”
(both of them N. O. R, C. studies
available through NAB’s Research
Department), and the March 1949
Fortune study of radio listening,
are good reading for the salesman
who wants full details on the ex-
tent of the attention paid radio by
American listeners.

3. Radio’s penetration is deepest.
Radio offers figures, again pro-
duced by an established, continu-

ing industry source, to document’

this fact. BMB data—produced by
the joint efforts of broadcasters,
agencies and advertisers alike—
show 83,000,000 radios in 39,280,-
000 American homes—or 94.2% of
all American homes. Newspapers,
with a 1% circulation increase in
1949 over 1948, show a total ag-
gregate daily net paid circulation
of over 52,000,000, That this pene-
tration is much shallower than
radio’s is borne out by examina-
tion of the facts in individual
cities, as well as by the obvious
30,000,000 differential between
sets and newspapers. In one major
Eastern city, 25% of the total
population, when asked by the
newspapers, reported that they
saw no newspapers at all!

Magazine Circulation

Magazines can be dismissed as
having only splinter circulation.
As even the Bureau of Advertising
of AN.P.A. has pointed out, the
eight great circulation leaders
among American magazines can
deliver a combined audience of
only 24,000,000 homes. And even
if an advertiser bought all 45 of
the top magazines, he’d be missing
17.5% of the homes—homes that
get no magazines at all!

This comparison of the penetra-
tion of major media will prove
out in practically any market you
select. Note the way NBC nails
the point home in its promotion for
two areas in which it operates
stations:

NEW YORK AREA—

Radio—total WNBC Audience

—Daytime (BMB—1946), ..

Magazines — total Circulation

in area (nation’s largest

mMagazine) . ......i.e0a00..

Newspapers—total Circulation

in area (New York's larg-
est newspaper)

WASHINGTON, D. C. AREA—
Radio—total WRC Andienc
Daytime (BMB—1946) ....
Magazines — total Circulation
in area (mation’s largest
magazine) .......iiii.ieie0
Newspapers—total Circulation
in area (Washingtott’s larg-
est newsbaper) 245,246

This difference in radio’s pene-
tration as compared with other
major media becomes even more

3,077,190

1.301.673

2,320,466

816,580

156,421
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pronounced in less urban areas,
where newspaper circulation thins
out quickly outside of the city zone,
and where individual magazine
circulations are negligible factors
in covering the whole market.

Circulation measurements are
more than a definition of the size
of an advertising medium. A
manufacturer, for example, should
look at circulation figures to prove
to himself that he is spending ad-
vertising dollars for impressions
made where his products are sold
—mnot just in the areas where the
newspaper or magazine is sold.
Will his advertising work for all
his dealers, for all his company
salesmen? Radio will pass this
and other tests with a far higher
score than printed media.

Retailers Disturbed

Retailers, too, are becoming in-
creasingly disturbed by the failure
of local newspapers to follow the
spreading outlines of their trading
areas. Newspaper space costs
zoom astonishingly when it be-
comes necessary to buttress the
local paper’s coverage by buying
a flock of community papers in
outlying areas. The swift appear-
ance of these community sheets is
documentary evidence of the news-
paper’s failure to offer a service
in these new-born communities,
and the new publishers well know
that with only the slimmest news
and feature service, liberally sprin-
kled with ‘“local personals,” they
can soon build a better coverage
and acceptance story than the ad-
Jjoining city newspaper. Big city re-
tailers in particular are turning to
radio in increasing numbers to
solve this problem.

The very “bigness” of the radio
coverage picture—and it keeps
growing all the time! — makes
some advertisers feel that radio
must be an expensive medium.
Yet, despite its high impact and
deep penetration, radio is the least
expensive of all major media.

4. Radio costs less. It costs less
no matter how you figure it, but if
you toss aside the concept of cost
that printed media have been ped-
dling for these many years, and
measure the actual cost of the
goods delivered to the buyer, then
the cost picture in favor of radio
is astounding. When the adver-
tiser begins to measure what he
is really buying—impressions—
then radio’s genuine economy be-
comes dramatically apparent. And
radio salesmen can prove this point
by asking advertisers to do this
simple bit of arithmetic:

To compute radio’s cost-per-thou-
sand: Find the audience (number
of people) to a specific radio pro-
gram. Divide this figure into the
time cost. Result: The actual
cost of making a thousand adver-
tising impressions on listeners to

(Continued on page 20)
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PREFERRED BY 68° TV STATIONS! s,

WCON-TV
WAAM-TV
WBAL-TV
WAFM-TV
WBRC-TV
WNAC-TV
WBZ-TV
WBEN-TV
WBKB
WGN-TV
WENR-TV
WKRC-TV
WLW-T
WNBK
WEWS

*As of December, 1949 WXAL-TV

WBNS-TVY
WLW-C

... Productive for these result-minded sponsors! | <o

Coca-Cola Chicago Tribune
Ruppert’s Beer H. G. Hill Stores
Phillips Soups Cincinnati Enquirer
Interstate Bakeries Dodge Dealers
Abbott Dairies Esslinger Beer
Omaha Power District Kansas City Power & Light Co.
Los Angeles Times Standard & Humpty-Dumpty Super Markets

WLW-D
WHIO-TV
WJBK-TV
WWI-TV
WXYZ-TV
WICU
KLEE-TV
WFBM-TV
WMBR-TV
KECA-TV
KTLA
KFI-TV
KTTV
KLACTY

bet the facts on these result-producing ZIV-TV shows: | yave

YESTERDAY'S NEWSREEL. . . .

SPORTS ALBUM. .......... 5-minute series on: Baseball,
Foothall, Wrestling, Boxing, etc.

headline events of yesteryear.

CISCOKID ............... Vs-hour Western (0. Henry’s fa-
mous Robin Hood of the range!)

EASY ACES. .. ............ 15-minute hilarious comedy of
domestic life.

CARTOONS .............. 39 films featuring Woody Wood-
pecker, Andy Panda, ete.

FEATURES ............... 1-hour, full-length movies.

WESTERNS . .............. 1-hour, full-length movies.

Write, wire or phone today!

15-minute shows, highlighting

WTMJ-TV
WTCN-TV
WATV
WABD.TV
WDsSU-TV
WCBS-TVY
WJZ.-TV
WNBT
WPIX- TV
WKY-TV
WOW-TV
KMTV
WCAU-TY
WFIL-TV
WDTV
WJAR-TV
WTVR.TV
WOAIL-TV
KGO-TV
KPIX-TV
KING-TV
KSD-TV
WHEN-TV
KOTV
WMAL-TV

RAMMALNE: | WNBW-TV

I ‘! [ N

O D D O =ae -
1529 MADISON ROAD ¢ CINCINNATI 6, OHIO
NEw YORK HOLLYWOOD

WSB-TV

WCPO-TV
WXEL-TV
WSPD-TV

BROADCASTING

Telecasting
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Radio Results
(Continued from page 18)

that program—not to the entire
station program schedule!

The formula:
Time Cost

- = Cost- _
Program Audience LR

thousand impressions

Te compute mnewspaper's actual
cost-per-thousand: Translate news-
paper ‘“net paid” circulation into
“readership” by multiplying circu-
lation by 2.3 readers per copy (this
is a most generous multiplier, by
the way!). Reduce this readership
total to the actual readership of
the specific advertisement. (News-
papers can now furnish this data.
So can the hundreds of radio sales-
men who have been “The Continu-
ing Study of Newspaper Read-
ing”). This gives you the actual
number of people who have
“noted” this ad. Divide this fig-
ure into the space cost. Result:
The actual cost of making a thou-
sand advertising impressions on
readers of that ad.

The formula:

1. ABC circulation x 2.3 = total
readership.

2. Readership of paper x %
readership to specific ad =
actual advertising impression.

3. Space cost
Actual advertising
sions

= cost-per-thousand
impressions
To compute magazines cost-per-

impres-

thougand: The same formulas used
to compute newspaper cost will
work on magazines.

This is the only honest method
of comparing the costs of these
three media. When agencies and
advertisers alike put these formu-
las to work, radio will take its
proper place in the cost picture
with its competitors. This is an
assignment which every radio
salesman might well undertake in
1950.

Here is one of dozens of illus-
trations that might be worked out
to demonstrate radio’s low cost as
compared with other major media.
Let's take St. Louis, as a large,
fairly typical, centrally-located
market. A leading St. Louis radio
station is reported by BMB (1946)
as reaching 616,080 radio homes
in the 77 Illinois and Missouri
counties comprising the St. Louis
area. Using this as a base, how
does LIFE magazine—the nation's
largest—compare? Its circulation
in these same 77 counties is 59,053,
Radio (one station) reaches ten St.
Louis homes to every LIFE copy
sold.

But LIFE claims a total “audi-
ence” far greater than its circu-
lation. It uses a 5.1 multiplier to
produce its total readership. Let's
project LIFE's 59,063 copies into
“audience.” Result: 301,170 read-
ers. How about the radio audi-
ence? Using the normally-accept-

ed figure of 2.9 persons per family,
radio reaches a total of 1,786,632
people in this same area. In terms
of people reached in this area, one
radio station outreaches LIFE,
six to one!

Now how does a newspaper ad-
vertiser fare in St. Louis? His
space bill for a 525 line advertise-
ment in a leading St. Louis news-
paper would total $315, for which
he could expect 54,209 readers to
his advertisement. Cost per thou-
sand—§5.83. A little more spent in
radio—$337.50 on a leading sta-
tion, to be exact—would bring
him 470,771 listening impressions.
Cost per thousand impressions—
T2¢.

Costs of Preparation

Omitted from these formulas
are the costs of preparing the ad-
vertising itself. Some day radio’s
selling force will sit down with
advertisers and persuade them to
compare the soaring costs of sim-
ply preparing printed advertising
with that of getting radio adver-
tising on the air. In the nation’s
dry goods emporiums alone, liter-
ally millions of dollars charged
against advertising are frittered
away on specialized help in the
preparation of copy that is read
far more lightly than most graphic
advertising experts dare to dream.
The same facts apply to other local
advertisers and equally well to the
regional, the national spot, and the
truly national advertiser.

5. Results. Every medium has
its catalogue of astonishing result

stories. The fact that all media
men make such a fuss over good
results is a pretty good indication
of their concern with the possi-
bility that there will be no results.
This fear rarely stems from a lack
of confidence in the medium;
rather, it arises from a lack of
confidence in their ability to use
the medium correctly.

Newspapers have been selling
advertising in this country for 245
years—magazines even longer, Yet
neither are known for their con-
tribution to the techniques of suc-
cessful advertising. It's a fact
that printed media .men leave this
function to the agency, the adver-
tiser’s own staff, the mat or
“idea” service. They are content—
and this only at the local level—
to translate the advertiser’s mes-
sage into the tired, long-used,
stereotyped forms characteristic
of their media. Beyond this, the
printed media go only as far as
offering—at a premium price!—
to deliver a clumsy association be-
tween editorial matter and adver-
tising known as “position.”” When
an advertiser has paid an addi-
tional 25% for the privilege of
placing his soap advertisement on
the woman’s page, he has squeezed
the last ounce of technique avail-
able to him from the newspaper
end of his contract.

When you compare this to radio,
where the advertiser assumes that
the selection of position, time,
audience composition, editorial,

(Continued on page 66)
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Gross Billings for 1949

American Broadcasting Co.
Gross AM Billings by Months

Month 1949 1943
January . .. $4,067,907 $3,989,001
February . . 3,845,610 3,792,256
March 4,238,780 4,076,207
April 3,893,736 3,997,640
May 4,030,915 4,045,384
June 1,387,939 3,488,474
July 2,788,103 2,793,180
August ... _. 2,544,141 2,787,805
September 1,076,900 3,164,857
October .......... 3.404,713 4,279,369
November ....... 3,406,989 3,908,034
Decembeér ........ 3, 655 "492 3 981 169
Total ... ...... $42,342,225 $44,303,376

By Advertisers

General Mills, Inc........... $4,805,036
Sterling Drug, Inc.. . 2,392,910
Swift & Company .... 2,236,448
P. Lorillard Company 2,122,919
Pillsbury Mills, Inc.... 2,054,016
Philco Corporation ... 1,964,929
The Quaker QOats Co... 1,631,713
Pepsi-Cola Company ....... 1,438,414
Libby, McNeill & Libby.... 1,335,742
The Procter & Gamble Co... 1,074,456
Appliance and Merchandise

Department of The General

Electric Company.......... 977,168
Equitable Life Assurance

Sociéty of the U.S. 909,025
Westinghouse Eiectric’ Corpo-

ration . 904,137
The Norwich Pharmacal ‘Co.’. 809,838
Assoclation of American Rail-

..... 776,344

Glllette Safety Razor Co.. 731,151

e Texas Company. . 677,225
United States Steel Corpora~

tion of Delaware 670,715
Derby Foods, Inc. ... 636,198
Kalser-Frazer Sales Corp... 623,292
Bristol-Myers Company . 607,494
General Motors Corporation 603,420
The Andrew Jergens Co. .... 602,382
Pacific Coast Borax_ Co 84,620
Seeman Brothers, Inc. 537,160
Speidel Co. o 519,469
Nash-Kelvinator Corporation 492,976
The Goodyear Tire & Rubber

Company, Inec. . 436,736
The Frank H. Lee Company 428,351
Philip Morris & Co., Ltd.,

Ime. . . . . ... 407,425
American O] Company ...... 396,722
Carter Products, Ine.... . 385,558
Chesebrough Mfg. Co.,

Cons'd. ... .. ..... 380,148
Geo. A. Hormel & Co........ 377,456
Eversharp, Inc. 365,533
United Electrical, Radio &

Machine Workers of Amer-

ica 0 . 000000060090 360,352
Revere Camera Co. .. ...... 355,238
Gospel Broadcasting Assn.. 344,334
Richfield ofl Corp. ... 324,724
The Christian Science Pub-

lishing Society 324,448
Elzin-American Division  of

Nlinois Watch Case Com-

pany : 288.870
Champton Spark Plug ‘Co. 283,954
Smith Brothers ...... 278,673
Bruner-Ritter, Inec.. 266,580
Fruehauf Trailer Co. . 225,631
Serutan Co 218,168
H. J. Heinz Company ....... 214,224
Phillips Petroleum 202,341
Toni. Inc., Div. oI’ Glllette

Safety Razor Co. o 199,683
General Foods Corporatton 0 195,006
William H. Wise & Co., Inc. 160,587
The Drackett Co. .. . 146,971
Club Aluminum  Preducts

Company 143,352
Adam Hat Stores, Inc.. 140,685
Miller Brewing Company . 137,811
American Bakeries Company 134,154
Servel, Incorporated o 130,544
Voice of Prophecy, Inc. .. 125,389
Lutheran Laymen's League . 103,722
Petri Wine Company. ...... 101,943
Radio Offers Company.. 448!
Farnsworth Television & Ra-

dio Corp. 74,927
The U. S. Air Force Recruit-

ing Service 67,021
The Southern Baptist Con-

vention . . ............... 59,544
P. J. Ritte 58,711
Globe Mllls, Pillshury Mills,

Inc. o _ 0oo,. 0 oooogooo 53,199
Waltham’ Watch Company 48,813
Dawn Bible Students Associa-

on . B_o_oo pao 48,757
Langendorl United Bakeries,

Ine. . ...l 44,160
The Anahist Co. .. .. 41,400
Richfield 0fl Corp of N. Y. . 41,015
First National Stores, Inc... 38,472
Wilson Sporting Goods, Co... 27,806
Doubleday & Company, Inc. 24,995
Stanley Home Products, Inc. 24,909
Beauty Factors, Inc......... 24,704

BROADCASTING ¢

Politicals . ..................
Greystone Press.
Pacific Greyhound Lines ...
California Medical Associa-
tion
Whitehall
pany . . . ... ..l
National Assn. of Mfrs,. ...
Safeway Stores, Incorporated
V. S. Sixth Army Command
Fisher Flouring Mills Co....
Budget Finance Plan, Inc...
Dr. A. Posner Shoes, Inc..
Inland Steel Co.
United Steel Workers of
America
The Textile Workers Union of
America ..
Green S5pot, Inc, .
Butler Packing Company
Institute of Religious Science
Regal-Amber Brewing Co...
C. W. Enterprises ......
Flsher Body Division General
Motors Corp.
Dr. Hiss_Shoe

"Pharmacal  Com.

24,428
23,992
21,160

20,596

11, 164
11,740

11,184
11,036

+120
6,240
5,984
4,969

4,022
2,160

Mode 0O'Day Corp. oo 1,410
General Petroleum Corp. of
Californfa ................. 1,050
9%:*1 ooooocooooooooooaocosa $42,342,225
By Agencies
Dancer - Fitzgerald - Sample,
nc. $5,485,016
J. Walter 'l'hompson Company 3,588,220
MeCann-Erickson, Inc, .... 2,202,688
Lennen & Mitchell, Inc. | 2122 919
Hutchins Advertising Com-

pany, Inc. 1,964,929
Leo Burnett Company, Inc. .. 1,916,784
The Biow Company. Inc..... 1,848,107
William H. elntraub &

Company, Inc. nooo 1,590,396
Kudner Agency, Inc. .. .. 1,551,131
Young & Rubicam, Inc ... 1, 1404.954
Batten, Barton, Durstine &

Osborn, 1nc. ... 1,178,775
Compton Advertlslng, Ine.... 1,094,456
Tatham-Laird, Inc.. o 1,036,808
Warwick & Legler. "Inc 983,752
Maxon, Incorporated .. 945,373
Cecil & Preshrey, Inc. 926,894
C. 4. La Roche & Co., In B818.438
Sherman & Marquette .. 813,275
Benton & Bowles, Inc. 809,960
Lawrence C. Gumbinner Ad~

vertising Agency, Inc. 809,838
Knox Reeves Advertlsing.

Inc. 678,919
Sullivan, Stauffer, Colwell &

Bayles, Inc. 664,231
Needham. Louis and erby.

In 636,198
Dnherty. Cllﬂ'ord & Shenﬁeld.

In 607,494
Rnbert w. Orr & Assoclates,

In 602,382
Geyer. Newell & Ganger, lnc. 492,976
The Joseph Katz Company.. 396,722
Weinstein & Company 360,352
Roche. Williams & Cleary.

In 355,218
H. B. Humphrey Company 348,440
R. H. Alber Company . 344.384
Hixson & Jorgensen, Inc... 324,724
Welss & Geller, Inc. . 288,870
MacManus, John & Adams,

Inc. . . a0 283,954
Raymond Spector Company

Inc, 266,580
Foote, Cone & Belding. 241,083
Zimmer-Keller, Inc. ........ 225,631
Roy 8. Durstine, Ine....... .. 218,168

(Continued on page 22)

“'I' HESE
mean ‘business’
Elkhart-South Bend,

market!”

39.4—Evening

Ask Burn-Smith,

audience ratings
in the

47.3—Morning
40.9—Afternoon

Inc. or

WTRC

Elkhart, Indiana

Ind.

Telecasting

Program

)
2 &
B Mk STATIODN

Amarillo, Texas

WBIR

& NUNN ETATION

Knoxville, Tenn.,

WCMI

4 MUNM STATION

Ashland. Kentucky
Muntington, W. Va.

WLAP

A MUNMN STATIGHN

Lexingtlon, Ky.
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The NUNN STATIONS

(
: are owned and operated by
| Gilmore N. Nunn and J. Lindsay Nunn

STATIONS

ceee--Sell Merchandise
BecauseThey KNOW Their

Respective Audiences and
Accordingly!

® KFDA is an ABC affil-

iate, and is managed by
Howard P. Roberson.

Established 1939.

WBIR is an ABC affil-
iate, and is managed by
John P. Hart.
lished 1941.

Estab-

WCMI is a CBS affili-
ate, and is managed by
C. C. Warren. Estab-
lished 1935.

WLAP is an ABC affili-
ate, and is managed by
J. E. Willis.
lished 1922.

Estab-

JOHN BALLARD, NATIONAL SALES
MANAGER, THE NUNN STATIONS.
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c HTR ‘February ................... . 18,674 | Hewitt, Ogllvy, Benson & Wander Co. .................. 381,239
AB BI”IngS March .... ey | Mather, Tne oL 12,958 | Mutual Benefif Wealth & Ac-
. ng ...... B maha
(Continued from page 21) ﬁ';',u L 132146 Doh:;t)?.oéllellﬁ)rde& Sh‘enﬂeld, S mah ;.:mch“'l'.:ﬂ;,:cg) Co... ... g;;;;,’;
Lambert & Feasley, Inc..... 202,341 | June 119,835 InC. .........c.iiiiiiiiaa.n 60,166 | Helbros Watch Co...... 363,201
Buchanan & Company, Inc... 170,272 | July .... 119,674 | Al Paul Lefton Co., Inc.. 52,452 | Noxzema Chemical Co.. 336,079
Thwing & Altman, Inc... ... 160,587 August oo 115,002 | Needham, Louis and Brorhy, Radio Bible Class. .. .. 322,481
Grey Advertising Agency, September 155,480 Imc. .................. 47,588 | Voice of Prophecy Inc........ 299,130
....................... 139,092 October . 217,199 Kastor, Farrell, Chesley & Gillette Safety Razor Corp... 278,918
Klau-V:.n Pietersom - Dunlap November .. 214,660 Clifford, Inc. .............. 34,770 | Christian R.etormed Church. . 253,486
Assoclates ................. 137,811 | December ................... 219,337 Mccann-lﬁrlckson. Inc....... 33,297 | Doubleday & 197,337
Tucker Wa X Company 134,154 —e——- | J. M. Camp and Company... 31,2791 | Trimount c:lothln 179,099
w;:mrn Advertising Agency, 125,389 G %=1} coononaccoaaconoacacooa $1,391,991 Helnrl, Hurst & McDonald, ATSs Rhodes Pharmac: 172,332
MCe oot iann et (X, groanpongpaac _aoosoanaa A
Huber Hoge & Sons.. 110,280 TV 1 Campbell - Ewald Company gh:::"lll’ M:nuttacturing o i;g'ﬁg
Gotham Advertising  Com- vertisers In ' 2am3 | Natiohal Counell of Protestant '
- T BY ANMYERINets ! e L % atjo ouncil of Prote:
pany, Inc. ............... 105,722 . J. Waltu' Thompson Company 24,780 Episcopal Chutches ., ...,
Gardner Advertising Co. ..  67.021 | i e, Coo0rich Company  §132,28% | Louls A. Smith Company.. 22,884 | Grove Toboratories e, .. 1avess
Hirshon-Garfield, Inc. ....... 61,977 | The Kello.;;”b'diri]')éiij """" 123 '712 | Hoffman & York, Imc....... 11,643 | Kaijser-Frazer Corp. ........ 103,194
Liller, Neal and Battle Adver- Admiral Corporation 3 123163 | L A. Goldman & Company. .. 10,90 | Delaware, Lackawanna '
tising Agency ............ 59,544 | p. Lorillard Company . 112,941 | Tucker Wayne & Company.. 8,910 Western Coal Co........... 83,584
The Clements Company, Inc. 58,7111 | capada Dry Ginger Ale, Inc 86082 | William Esty Company, Inc. 4,146 | Piedmont Shirt c°,,,_, 72,016
W. L. Gleeson & Company.. 48,737 | General Mills, Inc ' N 75,027 | Reiss Advertising 1,560 | Benjamin Moore & Co. 0,080
Morey, Humm & John.stone, Sun Ofl Company. .. ... ... 72,958 | No Agency .......... 1,485 | Murine Co. .. ...... . 69,248
;;_2;; International Ceilucotion ! Maxon, Incorporated 1,150 %mim p'i"'émf c;l' n& FopRc 67,070
v Products Co. ............ . — niversal Carloadin 5~
MacKenzie: Advertlslnxu il'm Brl;&l:l]cit:yego Company (I g‘l"ﬂ% TotaL e o Fasan9t wt{ihutlsn C?. ' G " “C' """ 2%’?‘-7:
- % 0....
Politicals .............. 2048 | The Goodyear Tire & Rubber | MUTUAL BROADCASTING | FiidCnoren of Corist Scien- ’
Beaumont & Hohman, Inc 21,160 Pal Blade Co., Ine......... : st L. 34,875
L°‘$ekl_'&:&d“ g‘;‘ﬂﬂ;‘f‘“‘d Ad- 20,506 | DErbY Fooas, Inc.... . 47,588 SYSTEM Burl‘usﬁﬂll & Elevator 23’333
......... TR argarine !
John F. Murray Advertising ’ g},‘t‘,ﬁ,hgﬁ?ﬂ‘"ﬁxf Co. Con- 34,710 1949 Gross BI"II‘IgS ]‘v_lrl.aglc“m;l rine Co 44,405
Agency, Inc.......... ... ... 15,780 solidated ............ i 33,297 Month Monthly Cumulative | Greystone Press 41,729
l;n::jlg‘lzl gi&?fn f xi.md'tl lll:lc. 13,546 | vYoung People's Church of January . . §1,876,124 $1,876,124 | R. J, Reynolds Tobacco Co. 32,360
Afenc) e nae | g A MR | gaoar o hmnan wi | et e co o MM
.................... H It . C. . v
n-xz ,;cn;u;:gh Advertising " Chevrolet Dealers Associa- Apri 1,757,432 7,086,603 George A. Hormel Co. 25360
, b_cnsoogaasoapoa , r »
Charles W. Hoyt Company, Li‘l::hy, MeNetll & Libby. Ze380 | Jume | };;32;;33 13'28;3 373 | Ace Markets, Inc. ... 20,438
N:m:\';ei{é&:f:::f'.::: ..... a0s }:1'11!3!1! %h Stein & ﬁ?mpatéy ....... 22,844 JA“ll.llyl.l o %,{Zlig.g‘l;: E.gg ;gg g:{lftcilg:lcncle Co... {!l!,;.;»g
Hill & Knowlton, Inc. 117764 Div."of Rockeen Mig. Co. 11,643 Selfuinber 178,388  13.710,340 | Capehart-Farmsworth, Inc... 11,352
:,Vﬂ'-mﬂh & Callahan 1,790 | A, Sagners Son, Inc...... 10,960 | October ..... 1,667,482 15,377,822 | Radio Offer Co. 8,962
B e o paag | Afichn Bl Combuny A | Revember - LGS, (RN | Hamon eor O Eh
Philip J. Meany Company . . 1036 | R, 4. Reynolds Tobaceo o, 1188 | Phecember billings estimated ' FRydrex COTp. .oveesniioii 5,876
Brisacher, Van Norden & The Lionel Corporation...... 1,560 Shipstead & Johmson........ 1340
B dlnc ------------------ 6,720 | American Jewish Congress.. 1,485 B Aclverhsers White King Soap Co... 5,421
ﬂymon_“‘l.‘:_fffljs_f‘fl__ ‘«f‘_“_n' 6210 | Glllette Safety Razor Co.... 1,150 | wjles Lahorat,orles. Inc. gxlyn!-‘sr;g:.clatd. :-g‘;g
A%bl;ltt xgmbm co., Inc., of 5.8 Total oo 1,391,991 f:ﬂf—ﬁ'ﬂ;‘ﬁ] e&cg;’f:' L Charles B. Silver '¢;,‘,i'.‘...lii g:ggg
alifornia  ......... . : Paramount Pictures, Co.... 8
- N Ralston-Purina Co. .
c?:mp\gu;wcl;'n?ﬂ'f ] .'\.?ie.'.t.'f. 4,969 IV Agencies ROusouyATS Meital Ho Twentieth Century-Fox Corp. 1371
g-Cooper Company ... .. 2.160 ational Biscuit Co. $18,071,695
v Young & Rubicam, Inc. $187,918 uaker Oats Co. Total ........... . -eceeecss AR
%l:ss:fﬁa?agﬁ;y'mlc':c???ﬂlt%t.ed i'ﬁé&' Batten, Barton, Durstine ! gayuk Cigars, In Note: December billings estimated
’ T ’ Osborn, IncC................ 132,595 | General Foods Cor B A H
Total $42,342,225 Kudner Agency, Inc......... 130,659 U. 8. ’[‘obacco Co. Y Qe"Cles
T R N. W, Ayer & Son, Inc,..... 128,712 | Serutan Cecil & Presbrey, Inc. .. $1,872,202
Bill by Month Léennen & Mitchell, Inc..... 114941 | Cudahy Packin; ‘Co. \ Agenc 1,459,329
nlings by ivion 86 Wade Advertising Ag »459,.
Month 1629 J. M. Mathes, lncorporated.. 082 R. B. Semler Inc. ........ ... J. Walter Thompson Co....... 1,211,655
Dancer - Fitzgerald - Sample, Lutheran Laymen’s League.. 428.589 Conti d 21 )
January ..................... $ 6,213 INC.  oo.oenn e s 75,027 | Williamson Candy Co......... 202,204 (Continued on paoge

DOMINATING MARYLAND'S *SECOND MARKET

SALISBURY
MARYLAND

"ONE OF AMERICA'S Funer RADIO STATIONS”

%k The Eastern Shore of Maryland, Southern Delaware,
w B 0 c and Eastern Shore of Virgimia . . . a market second w B U C-FM
1000 W 960 KC only to Baltimore, §300,000,000 annual retail sales and 12 KW E.R.P ' 97.5 MC

FULL TIME g-rowing l::pit:Iy. An :rbamrural area offering adver- CHANNEL 248
ESTABLISHED 1940 fioers an iceal fest market. ESTABLISHED 1948

ASK US OR BURN-SMITH CO., INC., FOR FULL INFORMATION

OUT-OF-TOWN STUDIOS: OWNED AND OPERATED BY
POCOMOKE CITY, MD. THE PENINSULA BROADCASTING CO.
SEAFORD, DEL. S RADIO PARK, SALISBURY, MD.

President: John W. Downing General Manager: Charles J. Truitt

MEMBER MUTUAL BROADCASTING SYSTEM
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RADIO CORPORATION OF AMERICA

30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y.

Tel.: Columbia 5-5900

BOARD OF DIRECTORS

Arthur E. Braun Haer C. Ingles
John T. Cahill Charles B. Jolliffe
Gano Dunn Edward F. McGrady
Frank M. Folsom Edward_J. Nally
John Hays Hammond Jr. David Sarnoff
George L. Harrison Nites Trammell

OFFICERS

David Sarnoff. Chairman of the Board

Frank M. Folsom, President

Charles B. Jolliffe, Vice President in Charge of
RCA Laboratories Division

John G. Wilson, Executive Vice President in Charge
of RCA Victor Division

Edward F. McGrady. Vice President in Charge of
Labor Relations

George S, De Sousa, Vice President

Joseph V. Heffernan, Vice President & General

Attorney
rrin E. Dunlap Jr. Vice President in Charge of
Advertising & Publicity

Glen McDanijel, Vice President

Conway P. Coe, Vice President

Walter A, Buck, Operating Vice President of the

R Victcr Division

J. B. Elliott, Vice President in Charge of Consumer
Products, RCA Victor Division

Henry G. Baker, Vice President and General Manag-

er Home Instruments Dept.

Richard T, Orth, Vice President and General Man-
ager Tube Department

P. A, Barkmeier, Vice President and General Man-
ager of the Record Department

E. W. Engstrom, Vice President in Charge of Re-
search, RCA Laboratories Division

E. C. Anderson, Vice President in Charge of Com-
mercial Department, RCA Laboratortes Division

Henry A. Sullivan, Controller

Lewis MacConnach, Secretary

L. W, Teegarden, Vice President in Charge of
Technical Products, RCA Victor Division

Walter W. Watls, Vice President in Charge of the
Engineering Products Department of RCA Vie-
tor Division

Dominic F. Schmit. Viece President in Charge of
the Engineering Department of RCA ictor

Division

John S. Carter, Vice President and Director of the
Fingnce Department

John K. West, Vice President in Charge of Public
Relotions of RCA Victor Division

V. DeP. Goubeau, Vice President in Charge of
Materials Department of RCA Victor Division

Charles M. Odorizzi, Vice President in Charge of
Service of RCA Victor Division

Robert A. Seidel, Vice President in Charge of Dis-
tribution of RCA Victor Division

Harold R. Maag, Vice President and Western Man-
ager of the RCA Victor Division

Meade Brunet, President & Managing Director of
RCA International Division

Vladimir K. Zworykin, Vice President & Technical
Consultant of RCA Laboratories Division

Ernest B. Gorin, Treasurer

Divisions of RCA

RCA LABORATORIES DIVISION

Administration

C. B. Jolliffe, Executive Vice President
Research Department

E. W. Engstrom, Vice President in Charge of

Ig]
»

Research
Patent Department
larence D. Tuska, Director
Commercial Department
Ewen C. Anderson, Vice President
RCA Frequenci( Bureau
Philip F. Siling, Engineer-in-Charge
Accounis & Finance Department
C. W. Zemke, Director
RCA_Review
George M. K. Baker, Manager
RCA VICTOR DIVISION
Office of the Executive Vice President
J. G. Wilson, Executive Vice President
Office of the Ogeratins Vice President
Walter A, Buck, Operating Vice President
Accounting Department
D. L. %‘rouant. Director
Engineerlng Department
-D. F. Schmit, Vice President in Charge of the
Engineering Department
Finance Department
J. S. Carter, Vice President and Director of
the Finance Department
Law_Department
E. Samuel Ewing, General Attorney
Materials Department )
V. DeP. ubeau, Vice President in Charge of
Material Department
Personnel Department
E. M. Tuft, Director of Personnel
Plant Engineering De‘partment i
Frank Sleeter, Director of Plant Engineering
Department
Public Relations Department
John K. West, Vice President in Charge of
Public Relations
RCA Exhibition Hall
H. L. Davis, Manager

Consumer Pfoducts Department
Office of the Vice President In Charge of Consumer
Products
I. B. Elliott, Vice President in Charge of Con-
sumer Products
Home Instrument Department
H. Baker, Vice President and General Man-
ager

Victor Record Department
P, A. Barkmeier, Vice President and General
Manager .

Distribution Department
Office of the Vice Presldent in Charge of Dis-
tribution
R. A, Seidel, Vice President in Charge of Dis-
tribution
Harold R. Maag, Vice President and Western
Manager of the RCA Victor Division
Advertlsin% Department .
R. H. Coffin, Director of Advertising
Technical Products Department
Office of the Vice President fn Charge of Technical
Products
L. W, Teegarden, President in Charge of Tech-
nical Products
Tube Department .
R. T. Orth, Vice President and General Manager
Products Department
atts, Vice President in Charge of En-
gineering Products Department
RCA Service Company, Inc.
E. C. Cahill, President
Manufacturing Plants
A. L. Malcarney. General Plant Manager
RCA INTERNATIONAL DIVISION
Meade Brunet, Managing Director
Merchandising Department
H. C. Edgar.

Engineeﬂn
W. W.

. C. irector
Finance & Accounting Department
A. F. Dollar, Controller
Law Department
H. T. Brunn, Counsel
Licensing Department
Dr. ﬁ E. Shackelford, Director
Manufacturing & Engineering Services Department
H. G. Stemshorn, Director

SUBSIDIARY COMPANIES & OFFICERS

National Broadcasting Company. Inc., 30 Rocke-
feller Plaza, New York City. Telephone: Circle
7-8300. Board of Directors: Arthur E. Braun, John
T. Cahill, Charles R. Denny, Gano Dunn, Frank
M. Folsom. George L. Harrison. Harry C. Ingles,
Charles B. Jollifte, Joseph H. McConnell, Edward F.
McGrady. Edward J. Nally, David Sarnoff. Officers:
Niles Trammell. Chairman of the Board; Joseph H.
McConnell, President; Charles R. Denny, Execu-
tive Vice President; Harry C. Kopf, Administrative
Vice President; John H. MacDeonald, Administrative
Vice President & Assistant Secretary; Sidney N.
Strotz. Administrative Vice President, Hollywood;
William Brooks, Vice President; Sydney H. Eiges.
Vice President; Charles P. Hammond, Vice Presi-
dent; O. B. Hanson, Vice President; Willlam S

Hedges, Vice President; Gustav B. Margraf, Vice
President & General Attorney; John F. Royal, Vice
President, Frank M. Russell, Vice President; 1. E.
Showerman, Vice President; Sylvester L. Weaver.
Vice President; H. F. McKeon, Controlier; R. J.
Teichner, Treasurer & Agssistant Secretery; Lewis
MacConnach, Secretary; Wayne Mason, Assistant

Secretary.

TFar complete listing see page 390)
Radiomarine Corporation of America, 75 Varick
Street, New York City. Telephone: Walker 5-3716.
Board of Directors: Walter A. Buck, Meade Brunet,
Frank M. Folsom, Vincent DeP. Goubeau. George
F. Shecklen, Arthur B. Tuttle, Walter W. Watts,
Thomas P. Wynkoop. Officers: Frank M. Folsom.
Chairmen of the Board; Thomas P. Wynkoop. Presi-

ent; George F. Shecklen, Executive Vice President;
Bruce W. Dold., Vice President & Controller; Wil-
liam F. Vogt, Vice President & Treasurer; 1. F.
Byrnes, Vice President in Charge of Engineering;
A. J. Costigan, Vice President in Charge of Com-
munications; H. A. Saul, Vice President in Charge
of Production; Robert C. Proppe, Secretary; Charles
A, Carney, Assistant Controller; Charles F. Valen-
tine. Assistant Treasurer & Assistant Secretary;
Wayne) Mason, Assistant Secretary (for FCC Li-
censes).

RCA Institutes Inc., 350 West 4th Street. New York
City. Telephone: Watkins 4-7845. Board of Direc-
tors: Walter A. Buck, Edward C. Cahill, Orrin E.
Dunlap Jr., Gano Dunn, Joseph V. Heffernan, Harry
C. Ingles, David Sarnoff, George L. Van Deusen,
Thomas P. Wynkoop. Officers: David Sarnoff,
Chairmaen of the Boeard; eorge L., Van Deusen.
Pregident, George F, Mzedel, Vice President &
General Superintendent; William F. Vogt, Treas-
urér; Lewis MacConnach, Secretary; Charles F.
Valentine, Assistant Treasurer; Robert C. Proppe.
Assistant Secretary.

RCA Communications, Inc., 66 Broad Street, New
York City. Telephone: Hanover 2-1811. Board of
Directors: John T. Cahill, Gano Dunn, George L.
Harrison, Jose'i)h V. Heffernan, Harry C. Ingles,
Charles B. Jolliffe, Edward F. McGrady., Thompson
H. Mitchell, Edward J. Nally, David Sarnoff.
Officers: David Sarnoff, Chairman of the Board;
Harry C. lnfles. President; Thompson H. Mitchell,
Executive Vice President in Charge of Operations;
Willlam H. Barsby, Vice President in_ Charge of
Administration; arold H. Beverage, Vice gresi-
dent in Charge of Research & Development; Lon
A. Cearley, Vice President & Controller; Chester
W. Latimer, Vice President in Charge of Engineer-
ing; Sidney W. Sparks, Vice President in Charge
of Commercial Activities; Samuel M. Thomas. Vice
President in Charge of New York District; Fred-
erick J. Sager, Treasurer & Assistant Secretary;
Henry Heisel, Assistant Treasurer; Lewls MacCon-
nach, Secretary; Felix Schleenvoigt, Assistant
Secretary.
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1949 RADIO AUDI

ENCE ANALYSES

THE HOOPER METHOD

BASIC BROADCAST audience data is obtained by C. E. Hooper
Inc. through a coincidental telephone check of listeners in the metro-
politan areas of 86 cities where the four major networks have local
outlets. These Network Program Hooperatings, published twice
monthly (15th and $0th) establish a continuing record of compare-
tive popularity of sponsored network radio programs.

Hooper representatives make a total of 1470 calls during each
half-hour broadcast or over ten and a half million calls yearly.
From these ca'ls the following basic information is obtaixe: Avail-
able homes, homes using sets, Hooperating, sponsor identification,
and sudicnce composition.

The Hooperating is the percent of total homes called which
reported listening to a particular program.

The Hooper Broadcast Audience Measurements include six funda-
mental services. They are: Progrem Hooperatings (network talent
“popularity” ratings); U. S. Hooperatings (quantitative and quali-
tative analysis of U. S. network program audiences nationally);
City Hooperatings (period by period, sets-in-use and station audi-
ences published continuously for up to 100 cities); Area Coverage
Indexes (radio and/or TV station listening audience comparisons
county-by-county or within o station’s “coverage” area); TV-
Network Hooperatings (random-heme-based ratings “prejectable”
to random homes, TV-Home based ratings “projectable” to TV-
homes); City Teleratings (sets-in-use and station ratings in “ad-
vanced” TV cities, Share of Audience Indexes in “new” TV-cities).

THE NIELSEN METHOD

THE INFORMATION provided by the Nielsen Radio Index
Service is obtained through the use of an electronic device called
the Nielsen Audimeter. Developed by the Nielsen Company, the
Audimeter measures radio listening and television viewing in NRI
sample homes 24 hours per day, 865 days a year.

Audimeters have been placed in a carefully selected, highly rep-
resentative cross-section of all U. S. radio homes (with exception
of mountain states comprising only 8% of radio homes). National
NRI sample consists of 1500 homes.

NRI provides the following information on a continuing basis:
Homes using radio, number of listening homes program-by-program
(projectable ratings), Nielsen-Ratings, audience by home charac-
teristics, cumulative audience, frequemcy of listening, audience
flow, homes per dollar, minute-by-minute audience, station area re-
ports, Pacific-Ratings, progrem market ratings, listener-usage
ratios, plus special analyses. Ratings are reported weekly.

A Nielsen Television Index is now provided for the New York
area. Plang are being formulated for extemsion of TV measure-
ment. Homes using TV (on a national basis) are now reported in
Nielsen-Ratings Reports.

* & *

THE NUMBER of U.S. radio fami-
lies is steadily edging up toward
the total number of families in the
country. Latest BMB survey of
radio homes, made early in 1949,

* * &

* x® *

* %k %

Chart I
PATTERN OF OVERALL RADIO USAGE ( NATIONAL)

Hours of Listening (avg.home - avg.doy)

Advertiser Potential { homesx hours

First Fifteen Evening Hooperatings
(Nov. 1-7, 1949)

ov. 1-7, 1948 Nov. 1-7, 1947

show that the typical American
family used its radio an average
of 4 hours, 13 minutes a day in
1946. The next year, 1947, the

LI I

41 minutes. But in 1949 the aver-
age listening had dropped off to 4
hours, 32 minutes.

"QOverall, the increased number of
radio homes and the decreased

shows 39,281,230, an increase of S average listening in each balanced
1,658,230 or 4.2% over the 37,673,- off, with the result that radio’s na-
000 radio homes found by BMB the tional advertising potential in 1949
vear before. al33 a1 a3 was just about on the 1948 level.
This means that 94.2% of all )13 2 176 17?7 That means in terms of homes
U.S. homes were radio-equipped at us7‘ and hours the advertiser in 1949
the beginning of 1949. Most of the 4 / got about the same return—na-
‘millions of sets manufactured and - txonal]y—for his radio dollar as he
sold during the year doubtless re- +8% +3%, -39, did in 1848 (Chart I, Nielsen).
placed wornout receivers or be- When average listening time is
came second sets in homes already  No. of Radio Homes (estimates-006,000) analyzed by size of city and-time
containing radios, but it is prob- of day (Chart II), Nielsen reports
_able that by now more than 95% L that from 1948 to 1949 (using the
of all American families are radio 3716 =3 3 first six months average for both
owners, years), listening in small cities
In 1949, for the first time in rose 3 minutes a day, while in
‘recent years, the increase in radio medium size cities it fell 1 minute
ownership was not matched by a and in large cities it fell 16 min-
rise din average listening ;‘ime.b In- utes. Morning listening dropped 1
stead, last year, it was offset by a i minute from 1948 to 1949; after-
decline in average radio listening. +6% +9% "ﬂ% +H3% 1% OPO noon listening was 3 minu,tes off;
Data collected by A. C. Nielsen Co. 1946 1947 1948 1943 1948 1847 948 1949  evening listening declined 6 min-

utes.

The largest decrease in average
daily listening occurred in large
cities and during the evening
hours. Chart III (Nielsen) shows

Hooperating Position Position average daily listening time had metropolitan listening off 4.6% in
1. Radio Theatre 25.0 2 4 risen to 4 hours, 33 minutes, and the evening, as against a drop of
& ?;gﬁ“ﬁeﬁggf'eys'r“e“‘ Scouts 22 . e in 1948 it rose again, to 4 hours, (Continued on page 26)
Ori inal! Broadcast 18.7 * % &
Tt eg IIJy 2nd Broadcast 1.9* . T T D
. F‘rien fma 0. 7 12 o en i i
5. Flgber McGee & Molly 18.6 3 1 P aytime Hooperatings
6. Wauarlv&innfhgu deast 17.3 1 11 (Nov, 1-7, 1949)
T na. roadcas
Added by 2nd Broadcast 18* Nov.1-7, 1948 Nov. 1-7. 1947
7. Crime Photographer 1 13 ) Hooperating Position Position
8. Bing Crosby 156 18 17 1. Ma Perkins (CBS) 12 1 6
9. Suspense 153 24 46 2. Big Sister 7.1 9 12
10. Charlie McCarthy 19 5 3. Young Widder Brown 6.8 3 3
rigina)l Broadeast 13.0 4. Arthur Godfre (10:15-11:30) 8.5 5 21
Added by 2nd Broadcast 23 °* (11:00-11: ). (10:45-11:00, 7.3);
11. F.B.I. In Peace & War 15.2 23 80 (10:30-10: 45 59), llO 15-10:30, WF, 4.2};
12, Dennis Day 15.0 22 24 (10:15-10:30, MTT, 3.7)
13. Bob Hope 14.9 5 5. Pepper Young's Famlly 8.5 10 8
14, People Are Funny 14.7 12 33 6. Our Gal, Sunday 6.5 12 1
15. Mr. & Mrs. North 14.7 52 38 7. Aunt Jenny 8.2 17 2
16, Amos 'n’ Andy 14.7 38 8 8. Romance of Helen Trent 6.1 11 4
17. Mr. Keen 14.7 14 55 9. ngh! to Happiness 8.1 3 9
10. Wendy Warren 6.0 20 36

* Second broadcast on same day in some cmes provides more than one oppor-

tunity to hear prgoram.
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AUDIENCE ANALYSIS

(Continued from page 24)

less than 1% during the day. This
combination would lead to the sus-
picion that television, which is
largely a night-time big city phe-
nomenon and Chart IV (Nielsen)
confirms that idea.

The entire broadcast audience,
including TV as well as AM and
FM, follows a seasonal trend from
a peak in January to a low point
in July that is repeated without
much deviation from year to year.
Sets-in-use charts (V and VI)
based on Hooper 36-city data and
covering the three-year span from
November 1946 to the same month
in 1949, show last year's evening
audiences running slightly ahead
of previous years during the sum-
mer and fall; 1949 daytime audi-
ences were larger than those in
1947 and 1948 during the summer
months, but lagged behind those
years in the fall.

COMPARISON OF AVERAGE
RATINGS
Sponsored Evening Programs
Program Hooperatings

1947 1948 1949
March 15 . 114 11.4 10.6
July 15 ... 4.9 4.6 4.7
Nov. 15 .. 9.8 9.8 10.1

Sponsored Daytime Programs

March 15 . 5.2 5.3 5.0
July15 ... 33 as 4.0
Nov. 15 .. 4.1 4.6 4.2

The average Hooperating of all
nighttime commercial netwerk pro-
grams in March of last year (10.6)
was a little lower than the aver-
age for that month in 1947 and
1948 (11.4 both years). In July
the three years' average ratings
were just about on a par, but by
November the 1949 average had
drawn ahead of the earlier years,
10.1 as against 9.8 in both 1947
and 1948.

Daytime average Hooperatings
of network sponsored shows in
March was slightly lower for 1949
than for the two previous years.

Chart 1I

TREND OF OVERALL RADIO USAGE-BY MARKET DIVISIONS
Average hours listened per home per day,- January - July I948 & 1949

B8Y CITY SIZES

MEDIUM

SMALL 8
RURAL

BY DAY PARTS

Chart III
AVERAGE AUDIENCE HOMES USING RADIO - ALL METRO. AREAS

June - July

200

17.5

PERGENTAGE PTS. DIFFERENCE AVG. HOUR [
]
. 6 AM-NOON | NDON-6 PN 6PM-MIDNIGHT
|-O.B -0.8 i 46 |
] ] | ]
€ 7 8 9 1O N 12 1 2 3 4 5 6 7 8 9 0 W I2

PM

In July the 1949 daytime average
rating was somewhat ahead of
1948 and appreciably better than
1947. By November 1949 the aver-
age had fallen below the November

Chart IV
HOUR BY HOUR TV USAGE COMPARED TO AM

Homaes using sets Mon.-Fri. - Feb. 1949

Page 26
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1948 level and was just abeut even
with 1947.

If there was any change in the
listening public’s program prefer-
ences during 1949 it was not sub-
stantial enough to make any im-
pression on the lists of top-ranking
programs. Every program among
the Hooper “First 15” and “Top

Ten” lists of most-listened-to net-
work commercial shows, evening
and daytime, last November, had
been on the air for at least two
years. Ten of the “First 15" for
November 1949 {(actually 17 be-
cause of a 4-way tie) were also
included in that honor roll for
November 1948 and eight of them
in 1947, Of the daytime top-tenners
in November 1949, six made this
list in November 1948 and seven
in November 1947. (See tables for
full details.)

Hooper’s TV program ratings,
which in 1948 had been limited to
the New York metropolitan area,
in 1949 were extended to cover all
cities receiving TV network serv-
ice, either simultaneously by ce-
axial cable or radio relay, or by
kinescopic recordings for delayed
broadcast. Based on coincidental
telephone calls like the radio pro-
gram Hooperatings, the TV rat-
ings are figured on calls to video
homes only.

The following programs got the
top Hooper TV-Network Telerat-
ings in Qctober 1949:

Program
1. Texaco Star Theatre
(30 NBC-TV cities)
2. Arthur Gedfrey’s

Telerating
69.4

Talent Scouts 55.8
(8 CBS-TV cities)
3. Arthur Godfrey and
His Friends 49.7
(33 CBS-TV cities)
4. Toast of the Town 45.6
(16 CBS-TV cities)
5. Fireball Fun for All 40.9
(32 NBC-TV cities)
6. Fireside Theatre 39.2
(17 NBC-TYV cities)
7. Phileo TV Playhouse 38.7
(36 NBC-TV cities)
8. Stop the Music
(8-9 p.m.) 37.6

(15 ABC-TV cities, 8-8:30)
(13 ABC-TV cities, 8:30-9)
9. Original Amateur Hour 35.4
(15 NBC-TV cities)
Cavalcade of Stars 35.3
(17 Du Mont-TV cities)

Some interesting data on the
‘effect of the introduction of a tele-
vision set into a radio home is
provided by Nielsen (Chart VII).
This research company last year
began producing a Television Index

(Continued on page 28)

10.

Chart V

Haopar Basic Auduance Trends
SETS - IN - USE INDEX - DAYTIME
December 15, 1948 thry Navember 15, 1949
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THAT'S RIGHT!

AVAILABLE

This may be news to you—but the happy fact is that the famous
Quiz Kids program may be sponsored by you in your territory!
(Of course, the great national show goes metrily on . . . in its

tenth year for the same sponsor.)

It’s as simple as A.-B-C! Local Quiz Kid shows are easily pro-
duced with letterperfect scripts and complete promotion kits

produced by the network Quiz Kids staff. All you have to do

is choose the children and the emcee!

If you'd care to know how these local Quiz Kids programs are

F o R L o C A I. doing, just look over the record below. And then get in touch

with us. The cost is extremely modest.

SPONSORSHIP!

THESE ARE RESULTS!

NEW YORK CITY, (WNBC) Savings Bank Association of Greater New York.

Highest rating in its time slot in competition with 9 other stations.

EAU CLAIRE, WISCONSIN, (WEAU) A. F. Schwahn Sausage Company.
60.9% of all listeners at end of first month.

BATON ROUGE, LA., (WJBO) Jack’s Cookie Company

Highest rating in its time slot in competition with Baton Rouge station and New Orleans stations.

ROCHESTER, MINN., (KROC) Good Foods, Inc. (Skippy Peanut Butter).

In face of nation-wide decline in peanut butter sales, Skippy sales increased 6 per cent in Rochester area.

ELKHART, INDIANA, (WTRC) 1st National Bank

Ending second year for same sponsor.

WICHITA, KAN., (KANS) Henry Clothing.

Sponsor well pleased and theater from which show originates reports big box office increase on those nights.

LITTLE ROCK, ARK., (KARK) Colonial Baking Company.
Following highly successful series last year with top rating in its time slot renewed this year under same
sponsotship.

LAUREL, MISS., (WAML) Carter-Heide Dept. Stote.

Same sponsor completing second year.

SYRACUSE, NEW YORK, (WSYR) Banking Association of Greater New York.

Started after same sponsor’s success in New York City

SAN DIEGO, CALIFORNIA, Dairy Mart Farms.
Sponsor vety happy with program and show assured a long life.

8 South Michican Avenue 485 Madison Avenue

LOUIS G. COWAN, i ' Bt o A
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Audience Analysis
(Continued from page 26)

for the New York area and plans
shortly to extend it.

Prior to the advent of television
into 2 home, Nielsen reports, the
family radio was on for an aver-
age of 2 hours, 29 minutes during
the daytime hours and for 1 hour,
39 minutes at night. After the
family got a video set, its total
broadcast reception time between
6 am. and 6 p.m. went up to 2
hours, 59 minutes of which 50
minutes went to TV, with the
radio listening time dropping to
2 hours, 9 minutes. In the eve-
ning the family devoted 3 hours,
55 minutes to combined radio-TV
use, but radio got only 27 minutes
of this total, with 3 hours, 28
minutes spent watching video,

Both Nielsen and Hooper provide
analyses of network radio com-
mercial programs by program
types. Hooper, in Chart VIII,
shows the distribution of nation-
ally sponsored network time among
the various types of programs in
November 1948 and November
1949. Nielsen reports the average
ratings for the various types of
network commercials and then cal-
culates the number of homes
reached by each type of commer-
cial show per dollar of advertising
expenditures for time and talent.

The different amount of time
allotted each commercial program
class in 1949 as compared with
1948 (which might be considered
a measure of their popularity with
advertisers, or their “sponsor rat-
ings”) reveals that mysteries re-
placed variety shows as the top
program category. Mystery pro-
grams in November 1949 occupied
16.09% of all network evening com-
mereial time, a gain of 21.2%
over the same month of 1948, when
they ranked third, taking up 13.2%
of network evening sponsored time.
Variety shows in the same yearly
interval dropped from first to third
rank and from 16.9% to 12.6% of
all evening network commercial
time, a loss of 25.4%.

News and commentators ranked
second both years, registering a

IGGGHGOGHGEECEEHOCEEe
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A NEW VOICE IN NORTHERN OHIO
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— from fourth (12.5%) to seventh
position (9.9%).

In the daytime, serials increased
in percentage of sponsored network
time from 51.7% in November 1948
| to 57.1% a year later, more than
| double the commercial daytime al-

lotted to network audience partici-
i pation shows, which accounted for
{  25.7% in 1948 and 25.1% in 1949.
News and commentary broadcasts
| made up only 2.6% of the spon-
| sored daytime hours on the net-
[
1
1
|
|
J

SETS - IN - USE INDEX - EVENING
November 30, 1946 thru November 13, 1949

T T T T T
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works last November, a drop of
50% from the 5.2% it comprised
the year before. Similarly popular
music program time shrank from
3.7% to 1.56% of commercial net-
work daytime during the year.
Analyzing the various types of
commercial programming by rat-
ings, instead of time allotments,
Nielsen found that of all evening
network sponsored programs of 25
minutes or longer on the air last
September, variety-comedy shows
have the highest group acceptance
with an average rating of 13.0.
Highest rated single program was
Evem'ng hours. gpm_ a dramatic show with 24.2, but as
. ’ a group this class averaged only
midnight 355 9.6. Mystery dramas ranked sec-
o ond with an average rating of
: 12.5, while comedy dramas ranked
Dayf/me /700’5‘, 6‘am-6‘pm ; third with an average rating of
ot 10.3. Lowest rated single program
Yorym e was a quiz show which Nielsen
259 e rated 2.2,
Epgy 5 Among the three types of day-
time programs charted by Nielsen,
adult serials had the highest aver-
age rating, 5.9, and also the high-
est and lowest individual program
ratings, 8.1 and 1.4. Juvenile pro-
grams on the average were rated
3.7, daytime quizzes 3.9.
e, On a cost-per-listener basis, day-
R time serials are by far the most
SR efficient vehicle for the advertiser,
: according to Nielsen calculations,
which show this type of program
reaching on the average 628 homes
per dollar spent for time and tal-
ent. One program of this class
reached 865 homes per dollar and
even the lowest of the 28 daytime
serials included in this report
reached 200 homes per dollar. This
seems to be a good explanation of
the widespread use of this pro-
gram class by advertisers wanting
(Continued on page 31)
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Chart VII

EFFECT OF TV ON LISTENING HABITS

THE AVERAGE TV HOME- through June 949 (seasonally adjusted)

'50 TV

AM

BEFORE
TV

slight gain from 15.4% of the total
evening network commercial time
in November 1948 to 15.7% a year

later. Situation comedy moved up
from seventh place (9.1%) to a tie
for third (12.6%); plays dropped

GG

5000 WATTS

DAY and NIGHT

WDOXK

1515 Euclid Ave.

Cleveland’s 0¥ Station
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PRIVATE - CONFIDENTIAL
MANAGEMENT CONSULTANTS

This is our fifth year of pioneering in the field of television and
radio management consultant service. We have served many
clients, tanging from the largest to the smallest aural and televi.
sion opetations, with a great variety of problems offered for solu-
tion. In meeting those assignments we have gained current
expetience (supplementing forty-six years’ cumulative radio ex-
perience of the two partners) enhancing our usefuiness in solving
the problems of an increasingly competitive business.

WHY WE CAN HELP

We have:

TIME—to study a client’s problem uninterrupted by COMPARATIVE KNOWLEDGE—of what has

daily routine; happened in similar situations in other stations;

UNDERSTANDING—of the principles necessary : ]

to profitable operation and the great importance of INDEP. ENDF‘NCE—H’“ enables us to say plainly

the human element to the success of business enter- from t}?e f)utsnde what cannot always be said safely
from within;

prise;

EXPERIENCE—gained from serving many broad-

T e TECHNIQUE-—an ability to work quickly and ef-

fectively within a client’s organization without dis-
PERSPECTIVE—an interested, impartial attitude turbing either the personnel or their work;
because of an outside point of view;

ABILITY—a highly developed aptitude for digging FREEDOM—from suspicion of prejudice or fa-

into problems, unearthing facts, analyzing and in- voritism due to our completely detached position as
terpreting them; professional men.

WHAT WE DO

The most commonly encountered assignments are as follows:

Station Management and Market Evaluations

Organizational Studies Rate Recommendations

Station Appraisal Cost and Profit Studies
Preparation of Exhibits for
Presentation to Federal

Agencies and the Courts

Expert Testimony before
Federal Agencies and the

Courts
Market Data Reports Program Policy Studies
Program Analysis . Traffic Control System

FRAZIER & PETER

Television and Radio Management Consultants

Suite 724 Bond Building Washington 5, D. C. NAtional 2173
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Provocative programming? Indeed yes—but that boxtop-asking habit is not
ours. It’s our sponsors’, and they find it enormously sales-productive.
=8
We guess a prime reason this network is so much more response-able
than others is the way our 500 stations—300 of them being the
only network voice in town— é_;i/'/
make a neighborhood of a nation.
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averaged 282 and daytime quiz gram trends would be complete gvms Assoclates Co........ 113,818
AUDIENCE ANALYSIS shows 279 homes per dollar; va- without some mention of giveaway > ocpern. Jeor” Durstine ‘f‘ 100,528
Continued from page 28 riety musical shows 234, general programs. During 1949 these shows St. Georges & Keyes, Inc. 70,080
{ pag : drama 226, evening quiz and audi- became so numerous and their "';,‘:‘,‘:',‘_“m: Castieman & 67,070
to reach the American housewife °¢N¢® participation shows ‘218, sponsors grew 80 lavish in t.he Raymond Spector, Inc.. . 63,048
AR Bicths (TR G LEr comedy dramas 193, variety amount of money and merchandise Srcs & Thurger A,',:“mes ke
Mystery dramas on the average comedy 131, popular music 108, distributed to lucky contestants salpg Ht Jlt))ne;‘ lco&,c S ﬁ,m
V ) q n San | e n 3 ¥
delivered 301 homes per dollar, concert music 95. that the FCC decided to call a halt  gip, TG SORS € L Son ,c 32,860
Nxelsen reports Daytxme kid shows No summary of last year'’s pro- 0 them as violations of the federal crook Advertising Agency 30,740
M "~ lottery laws. Giveaways are still Weston-Barnett, Inc. L 23,554
5] i i issi Klinger Advertising Corp.. 20,488
Chart IX on the au:, with the Commission Henr, Hurst & Mcnomld' s 5
VAI;IATIONS IN PROGRAM PREFERENCE - PHONE vs. NONE- (Continued on page 542) charles W, Hoyt Co., Tne. | 14,560
J. M. Mathes, In¢......... ..., 11,352
PHONE HOMES, STOP THE MUSIC, TOTAL U.S. AVERAGE AUDIENCE BASIS Brol, $mith, French & Dor-
M ° rance, Inc. . ... .. ... ... .. 811
MAY (949 Mutual BI"IngS Sorensen &cCo T 5,300
(Continued from page 22) Counselors Advertlsing Co.. 5,876
Furman & Feiner Co., Inc,. 5,801
GOMPOSITE PHONE HOMES NON-PHONE HOMES - Raymond R, Morgan Co.. . .. 5,421
Smith, Bull & McCreery, Inc. 5,340
McCann-Erickson, Inc. . 1,066,566 Leo Burnett Co., Inc.. ... .... 4,518
Sherman & Marquette, Inc.. 956,559 Brooks & Co. ................ 4,096
g:ﬁnﬂr ll‘k':zeft(:smg Co., Inc. 35’53 ST (i fon o 2,508
ﬁe%“’“ ‘f‘ Bowles, Inc. .‘51:193 Charles Schla."er & Co., Inc.. 1,371
ner ency, 688,81
G:-ley Adfrerti);lng Auncy, ¥ 6aopos0apeoasapaanacnas $18,071.695
580,802 Note: December billings estimated
Roy s Durstine, Inc. 566,737
W}lllam H. Weintraub Co e
Grosi Advertising, Inc. i50iss By Product Classifications
Sullivan, Stauffer, Colwell &
Bayles, Inc. 475,537 Foods & Food BeVerages... .. $4,348,605
1l'érvtv'{n, V\éagyn& gu. nlé\c :G“ g%g Cigars, Cigarettes & Tobacco 3,325,653
uthrau yan, D
Gotham Advertising Co., Inc. 428,589  sewciry & Suscremass ereie
Aubrey, Moore & Wahace, BN e g
Ine. 402,204 eligious ... .......... ..... 1,485,433
Hill Blackett & Co....... 387,233  Bullding Materials . 1,211,655
Brown Radio Productions, Confectionary & Soft Drinks. 545,404
inc. o 360,302 Laundry & Household Sup-
Walker & Downing .. 355,345 plies ............. 495,601
Stanley G. Boynton Advertis- Finance & lnsuunce 373,394
ing Co. . 322,481  pajints & Hardware .... 348,598
Western Advertlslng, Inc. 298,130  Clothing & Dry Goods. ... 255,633
Maxon, Inc. 298,918  gtationery & Publishers... 239,066
s H.