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FOREWORD

The task whic currently confronts any compiler
of radio records is one of selection rather than

accumulation.

It has been barely two years since radio’s store
of records consisted of a few government figures,
some scattered special reports, a thin file of legal
documents, and forgotten scripts and ledgers. But
in those two years a continued expansion of the
indusiry economically has brought on an era of
changed thought and changed methods. A by-
product of this new era is the swelling of the former

trickle of documents into a veritable flood.

It is hoped that this volume represents a useful
selection and re-working of such materials as may
have day-to-day value for the industry. It is like-
wise hoped that the special research, largely made
possible by the cooperation of the industry itself,

will similarly fulfill its objective.
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THE LEADING PROGRAM
SERVICE FOR
ADVERTISING AGENCIES

Creation ¢ Writing * Production

TRANSAMERICAN BROADCASTING
AND TELEVISION GORPORATION

NEW YORK CHICAGO HOLLYWOOD
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PEDLAR & RYANne

DAY TIME

PROCTER & GAMBLE CO.
“Pepper Young’s Family” by Elaine Sterne Carrington

(U. S. and Canada) for Camay
“Road of Life” by Irna Phillips (U. S. and Canada) for Chipso
“Road of Life” (Pacific and Northwest Group) for Dash
“Manhattan Mother” by Orin Tovrov for Chipso
“Vie de Famille” (French Canada) for Chipso

BRISTOL-MYERS CO.
“Life of Mary Sothern” by Don Becker Jor Ipana Tooth Paste

J. C. PENNEY CO.
“Adopted Daughter” by J. Ann Hopkins for J. C. Penney Stores

NIGHT TIME .

BRISTOL-MYERS CO.
George Jessel and Guests Jor Vitalis

LADY ESTHER, LTD.
Guy Lombardo and His Orchestra
for Lady Esther Powder and Cream

BORDEN COMPANY
Ice Cream Jamboree— ,
Featuring George Jessel, Richard Himber for Reid’s Ice Cream

250 Park Aw. New York City

1
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H. W.KASTOR & SONS
ADVERTISING COMPANY

Chicago - - - New York - - - St. Louis

complete radio creative, writing,

and productive facilities

ROBERT &. JENNINGS
Radio Director

14
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~growing -

As we go to press, we're an 8
month old baby, but we're

grown up.

We're proud of being the 4th
largest Network in the world,
but we're still prouder of our
expert Production Department,
and our Merchandising record
in all sections of this great Em-

pire.

Write or wire the office nearest
you. We're more than a Net-

work . . . we're a "natural

THE

TEXAS STATE
NETWORK

INC.
ELLIOTT ROOSEVELT, Pres.

Offices in:
NEW YORK - FT. WORTH
CHICAGO
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YYDL O YYDLA

50,000-1.000 Watts (990 KC)

e ov,uud Watts (B70 KC)
WMAG 50 000 Waits (670 KC)

v imim wuouw Matts (1,070 KC)

AURA Dv,uuY warrs (980 KC)

YONE who finances a

Spot Broadcasting ex-
pedition has a good chance
to bag something. But he must
go to the right spots...where
the game is biggest and most
plentiful.

NBC can guide you directly
tothe Big Game spots.Through
15 NBC Programmed Stations,
Spot Broadcasters are reach-
ing 10 of the richest markets
in America.

v 7,000 warts L7 70 KC)
KPO 50.000 Watts {680 KC)

vew 1 ou.Guu warrs (790 KC)

wmaL ouu-2ou wans 1030 KC)
WRC 5,000-1,000 Watts {950 KC)

NATIONAL BROADCASTING COMPANY

A Radio Corporation of America Service »
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RCA-NBC
Television
Camera

In Radio and Television

IS RCA
ALL THE WAY!

Radio Corporation of America

RADIO CITY, NEW YORK, U. S. A.

National Broadcasting Company + RCA Manufacturing Company, Inc.

R.C.A. Communications,Inc. » Radiomarine Corporation of America+ RCA Institutes,Inc.

22
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Production Headquarters
for ADVERTISERS and
ADVERTISING AGENCIES

The Industry’s Largest Service Studios

TECHNICOLOR
IN-THE-EAST

FEATURE
PRODUCTION

SHORT FILMS

NEWSREELS

SCREEN TESTS

NON-THEATRICAL

LOCATIONS

SPECIAL EVENTS

OTHER SERVICES

COMPLETE
FACILITIES

Cemplete facilities for Technicolor—per-
manent staff, trained and operating under
Technicoler supervision.

Seven stages, over 50,000 square feet of
stage space completely equipped for major
production purposes.

Three programs now in work, over 100
reels of short product annually (not in-
cluding 16-millimeter films).

Sixth year of continuous recording service
for the leading newsreel producers.

Major companies use our faeilities exclu-
sively for testing talent in New York.

Studio headquarters for Audio Produe-
lions, Inc., Erpi Classrecom Films, United
States Film Service and other producing
groups.

Complete equipment for location shooting,
background process and similar services.

Mobile sound equipment, camera cars, all
facilities for special events coverage.

Optical department, animation department,
art department—all under one roof,

Permanent, trained personnel, office ser-
vices, air-conditioned cutting and projec-
tion rooms—everything for production.

EASTERN SERVICE STUDIOS

A Division of Audio Productions, Ine.

35-11 35th Avenue, Long Island City, New York

=

FRANK K. SPEIDELY,

President

sfern Electriciey

SOUND SYSTEM

CHARLES L. GLETT
Vice-pres.

(West Coast TFaeilities—6625 Romaine Street—ITollywood, California)
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CAMEL CIGARETTES

Fourth Consecutive Year
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VICTOR RECORDS

Exclusive Management:

7 7

72727,

77,



www.americanradiohistory.com

WwWww.americanradiohistorv.com


www.americanradiohistory.com

Index to Advertisers

Aces, Easy...........c.... .t 1070
Air Features, Inc.................. 1072
Armbruster, Robert................ 1114
Ayer, N. W, & Son, lnc............ 10
B
Beloin, Ed......................... 1138
Benchley, Robert................... 1036
Benton & Bowles—Chicago, inc.... 209
Betts, Harold...................... 1074
Blakstone, Nan.................... 1116
Broekman, David.................. 1076
Bryan, Arthur Q................... 1078
Burton, Kenneth................ ... 1114
Butterworth, Wally................ 1094
C
CKLW, Detroit, Mich.............. 672
California Radio System........... 592
Cherniavsky, Josef................. 1116
Coghlan, James Jo................. 1118
Colonna, Jerry.......oovviinvenn., 1118

Columbia Broadcasting System
Inside Front Cover

Columbia Pacific Network......... 582
Consolidated Radio Artists, Inc..... 1038
Conte, John........................ 1120
Courboin, Dr. Charles M........... 1080
Croshy, Bob....................... 1040
Crossley, Inco....... ... ..., 32
D
Daily Variety........ccovveinnvn... 1024
De Camp, Rosemary............... 1120
Dolan, Robert Emmett............. 1122
Don Lee Broadcasting System..... 586
Dooley, Phil........................ 1122
Duchin, Eddy...................... 1082
E
East, Ed...........ciiiiiieiiiin... 1084
Eastern Service Studios........... 24
Easy Aces.......vivvvennennnenn.. 1070
Edwards, Ralph.................... 1032
Emery, Bon.....cooovvivvnnann. 1124
F
Free & Peters, Inc................. 852
Frey, Fran............c..ovie... 1086
Froman, Jane..........covuveninnn. 1042
Frost, Alice......ooovivinininn.. 1126
Fulton, Jack.......ooovveviiiunnn., 1044

G
Garson, Hank............ ... 1036
Glaser-Consolidated Attractlons,

Tne, . 1046
Gluskin, Lud...............c.0ounts 1090
Goodman, Benny.............. ... 28
Goodwin, Bill............... ... ... 1134
Gordon, Dorothy................... 1126
Gosch, Martin..................... 1036
Grouch Club....................... 1092

H
Hiken, Nat............ ... oot 1092
Hildegarde .............ccoo... 1030-1031
Hodek, Frank...................... 1128
Hoff, Carl....... ... .. ... ccciuon.. 1128
Hope, Bob...... ... .. ... iill. 1048
Horan Engraving Co............... 1350

I
Johnson, Parks.................... 1094

K
KDYL, Salt Lake City, Utah....... 788
KEX, Portland, Ore................ 748
KFIl, Los Angeles, Calif............ 590
KFNF, Shenandoah, lowa.......... 640
KFWB, Los Angeles, Calif.......... 584
KFYR, Bismarck, N. D............ 728
KGW, Portland, Ore...... e 748
KLZ, Denver, Colo................. 600
KIRO, Seattle, Wash............... 798
KMBC, Kansas City, Mo............ 686
KMOX, St. Louis, Mo.............. 690
KOIN, Portland, Ore............... 750
KRNT, Des Moines, lowa.......... 643
KSL, Salt Lake City, Utah......... 789
K80, Des Moines, lowa............ 642
KSTP, Minneapolis-St. Paul....... 673
KVOR, Colorado Springs, Colo..... 600
KYA, San Francisco, Calif.......... 596
Kastor, H. W., & Sons Advertising

GO e 14
Kibbee, Roland.................... 1092
King Sisters.............c.ooou.. 1096
Kurtzman, Sam.................... 1130
Kyser, Kay........coovviuiuannnn.. 1050

L
Lasky, Jesse........... Inside Back Cover
Leaf, Ann..........c.coiiiieinninn. 1130
Lehr, Lew ... 1098
Le Roy, Harry..................... 1132
Lescoulie, Jack .................... 1092
Lewis, Al.......................... 1036

www.americanradiohistorv.com


www.americanradiohistory.com

INDEX TCO ADVERTISERS—Continued

Lomax, Stan............cvivar s 1132
Lombardo, Guy......... ..ot 1052
Lyons, A, & S, Inc..........oon 1054
M
MacMurray, Ted................ ... 1124
Marko, Robert..................... 1134
Mears, Martha...............ooohe 1136
Michigan Radio Network......... 670-671
Mills, Felix......ooviuieenvoneonns 1136
Minnesota Network................ 678
Morris, William, Agency, Inc....... 1056
Morrow, Bill.... ... 1138
Murray, Lyn.......c... oo 1100
N
National Broadcasting Co...... 20, 552-553
o
O'Neil, Kitty ........oooiviern. 1138
p
Paige, Raymond................... 1058
Parkyakarkus .......... ... ..., 1140
Pedlar & Ryan, Inc......... ... .... 12
Penner, Jo@..... .cooviiiiiiaiaan 1102
Pitt, Merle........... ... ... . ..., 1140
Q
Quinn, Don ..oovoviii 1142
Quiz, Professor.................... 1060
R

{CA Manufacturing Co.

Inside Back Cover
{adio Corporation of America...... 22
iadio Sales.....oooiiiiiiii it 848-849
Raymer, Paul H., Company........ 568
“tags, Tommy. ..ol 4
n oinson, Edward G............... 1062
Rockwell General Amusement Corp. 1064
Rogowski Co., Inc.................. 1353
Tass, Lanny..... .. 1068

S
Schwartz, Al...................... 1142
Schwimmer & Scott............ ... 213
Seymour, Dan.............. ... ..., 1028
Shaw, Artie..................... .. 6, 1036
Snyder, Howard................. .. 1104
Stafford, Hanley... ... ... ...... ... 1144
Straeter, Ted...................... 1144
Sullivan, Norman.................. 1142
31

T
Teagarden, Jack..................0 1106
Texas State Network, lnc.......... 16
Transamerican Broadcasting &
Television Corp............... ... 8
Tyro Productions.................. 1108
U
United Press......... ... ... .0 18
v
Variety ..o 813-818
W
WAVE, Louisville, Ky............. 650
WBAP, Fort Worth, lexas...... ... 778
WBEN, Buffalo, N. Yo............. 708
WBBM, Chicago, ll...............
WBNX, New vork, N. Y........... 710
wCCO, Minneapolis-5t. Faul...... 680
WCFL, Chicago, Ill................ 622
WCKY, Cincinnati, Ohio.......... (36-737
WCLE, Cleveland, Ohio........... 738
WEW, 8t. Louis, Mo............ ... 692
WFAA, Dallas, Texas............. 778
WFBL, Syracuse, N. Y............. 720
WFBR, Baltimore, Md............. 660
WGN, Chicago, Hl......... ... ... 624
WHAM, Rochester, N, Y........... 718
WHAS, Louisville, Ky.............. 652
WHB, Kansas City, Mo............ 688
WHK, Cleveland, Qhio............ 738
WIND, Chicago, Ill.................
WJAS, Pittsburgh, Pa............. 758
WJJD, Chicago, ll........oooot
WHKRC, Cincinnati, Ohio.......... 730
WKY, QOklahoma City, Okla........ 600
WLS, Chicago, IL.........co 1 626
WLW, Cincinnati, Ohio............ 733
WMT, Cedar Rapids, lowa...... .. 644
WNAX, Yankton, S. D............. 766
WNEW, New York, N. Yo........ .. 714
WOAI, San Antonio............... 784
WOR, New York, N. Yoooovo 0 712
WOW, Omaha, Nebr............... 698
WOWO, Fort Wayne, ind......... . 636
WRNL, Richmond, Va............. 796
WRVA, Richmond, Va.............. 794
WSAI, Cincinnati, Ohio........... 734
WSM, Nashville, Tenn.......... ... 770
WSYR, Syracuse, N. Y............ 708
WTIC, Hartford, Conn............. 604
WXYZ, Detroit, Mich............. 670-671
Wall, Peggy...covieernvein s 1110
Waring, Fred............ ... 1034
Wedlock, Hugh, Jro..ooooo o0 1104
Weed & Company................. 846
Weems, Ted.....oooiiiiinnniioans 1066
Western Electric Company........ 26
Willson, Meredith. ... ......... .. .. 1112
Woods Recording Studios.......... 266

WWW.americanradiohistorv.com


www.americanradiohistory.com

FITTING RADIO SCHEDULES
T0 MARKETS

CROSSLEY RESEARCH REPORTS use fourteen different methods of
measuring the radio audience, selected o {it the type of information
needed.

Principal among these are:

1. The Day-Part Method. Used for the COOPERA-
TIVE ANALYSIS OF BROADCASTING.

2. The Coincidental Method, Interviews in millions
each vear. Improved statistical technique.

3. The Mechanical Recorder. Using advanced prin-
ciples. High speed reporting. Multiple-set
visible check.

Today’'s research needs demand a clear picture of the market for
a product, and a clear report on the best time, station and program
plan for covering that market.

Our fourteen years of marketing research experience in every part
of the United States and Canada and in Great Britain, are available
for consultation, and for the solution of marketing questions in the
field.

CROSSLEY INCORPORATED

INTERNATIONAL RESEARCH ORGANIZATION
NEW YORK OFFICE, 330 WEST 42ND STREET
32
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NETWORK PROGRAM HISTORY 1930-1939—Continued

beforc 9 P.M. But despite that come-back, we find only 46.8 of set owners
using their sets at that time in the past winter., The winter season has
shown an increase throughout the day except a very slight decline (week-
day 07; Saturday 0.7; Sunday 0.9) before 9 A M., Sunday afternoon, has
shown a return of 9.6, and weekday evenings, after 9 P.M., a rcturn of 7.5.

“While commenting upon the seasonal change, it should be mentioned
that the summer low point was only 9.3 under the winter high on a week-
day, and only 6.0 under the year average.”

It was pointed out that the political campaigns had had some effect
upon the listening in the fall, and had also affected the individual ratings
of certain programs. This was the first time the C.A.B. had worked during
a presidential campaign. A number of programs were omitted, others par-
tially cut, while still others suffered from the competition of the politically
great or ambitious.

Advent of the Trend to Names

The report pointed to the trend that had become apparent in the fall:
namely the trend toward names in programming. No longer could the pro-
ducer of a radio show depend upon a type of entertainment as a sure-fire
formula. The stars were coming into their own and henceforth the head-
liners who succeeded in gathering a following were to dominate the radio
scene. While Hollywood was not yet an important factor, the scramble
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RADIO BORROWS FROM VAUDEVILLE

Following the era of mystery drama (see chart on page 43), came a trend to
“names” ushering in a vaudeville-type of personality program. This development is
recorded in the two diagrams above, taken from C. A. B. reports of this (1832-1933)
period.
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NETWORK PROGRAM HISTORY 1930-1939—Continued

for Kellogg, Capt. Diamond’s Adventures for General Foods, Carborundum
Band, Carson Robison for Barbasol, Elgin Adventurer’s Club with Floyd
Gibbons, Five Star Theatre for Standard Qil of New Jersey with the Marx
Brothers on Monday, concert music on Tuesday, short dramatic stories on
Wednesday, operettas on Thursday and Charlie Chan on Friday, Fred
Allen’s Bath Club Revue for Linit, D. W. Griffith’s Hollywood for Lehn
& Fink, Howard Thurston (the noted magician) for Swift, Just Plain BI'H
for Kolynos, Magic Voice (dramatic serial) for Ex-Lax, Memories in
Melody for Investor’s Syndicate, Ohman & Arden for U. 5. Industrial
Alcohol, Romantic Bachelor (popular singer) for Vick’s, Stoopnagle &
Budd for Pontiac, Trade & Mark for Smith Bros., and Walter Winchell for
Andrew Jergens.

In the daytime, Betty and Bob rose to popularity for General Mills,
Emily Post gave a twice-a-week talk on etiquette for Cellophane, and
Squibb had a Sunday afternoon musical-dramatic program.

Program leaders by nights of the week were: Chase & Sanborn Coffee
on Sunday; Amos 'n’ Andy on Monday and Wednesday; Ed Wynn on
Tuesday; Lucky Strike on Thursday; Big Six of the Air (Al Jolson for
Chevrolet) on Friday; and Music That Satisfies for Chesterfield on Satur-
day. In the daytime, Roses and Drums for Union Central Life Insurance
led the sponsored shows on Sunday, but trailed the New York Philhar-
monic Orchestra and Moonlight and Honeysuckle, both sustainers. Little
Orphan Annie led Monday through Friday and on Saturday was second
only to Tony’s Scrapbook, then a sustainer.

Among the programs most popular with the upper income classes were
Ed Wynn, Voice of Firestone, Fleischmann (Vallee), Captain Henry’s
Maxwell House Show Boat, Cities Service and the Lucky Strike Tuesday
program (drama). Iavorites of the lower income classes were Amos 'n’
Andy, Myrt & Marge, Sinclair Minstrels, The Goldbergs, and Sunday at
Seth Parker’s. Note that the latter are unsophisticated, mostly simple
character stories, while the former group consists of sophisticated comedy
and variety shows along with classical or semi-classical programs. Chase
& Sanborn, the Lucky Strike Thursday and Saturday shows (Jack Pearl),
Big Six of the Air, the First Nighter showed no particular trend by
income groups.

MARCH TO JUNE 1933

The first C.A.B. report for the fourth year of opcration, that covering
the period from March to June 1933, propounded certain rules of thumb:

1. One of the greatest determining factors in the value of a station
or hour is the appeal of the programs which that station or hour offers.
One of the facts cited in support of this statement was the fact that
since the advent of the new Chase & Sanborn program, the audience
level at 8 P.M. on Sunday had risen by approximately 509,.

2. A name that is important outside of radio does not necessarily
become important in radio. Conversely, a name that is not well estab-
lished outside of radio may draw large radio audiences. Programs may
draw large audiences without outstanding names. An individual name,
when the program is built around it, tends toward a fixed value. Ex-
amples of these axioms were the well-known figures Irvin Cobb and
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NETWORK PROGRAM HISTORY 1930-19339—Continued

Arthur Brisbane, who did not reach a high rating, while Jack Benny,
then relatively unknown, had been reaching a good audience; Maxwell
House Show Boat, with no outstanding stars at the time, was among
the leaders. The Socony-Vacuum program with Edwin C. Hill rated
about the same as Hill's sustaining program. Similarly, the Chester-
field program with Tom Howard and George Shelton, rated about the
same as the Best Foods show with the same talent.

3. Many programs which remain constant in their character show
a tendency to wear out, and simultaneously the popularity of stations
and hours wear out unless bolstered in some fashion. For example,
when Amos 'n” Andy declined, sets reported in use at 7 o’clock in the
evening dropped by just about the same amount as the drop in the
program’s listeners.

4, It is possible to maintain a program standard, especially where
the program is not dependent upon the supply of comic material. Ex-
ample: The relatively consistent performance of the Cities Service
Concert over a four-year period.

5. New life can be injected into an old program by changing its
type or adding personalities. Examples: The Armour rating increased
sharply with the addition of Phil Baker. Royal Desserts doubled its
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TWO EXAMPLES OF COMPETITION
As in prizefighting, so in radio: a good big fellow can lick a good little fellow. These
charts, from old C. A. B. reports, show (left) how Jack Benny gained in rating at the
expense of two competitors, and (right) how Burns & Allen affected two relatively
popular competing programs.
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NETWORK PROGRAM HISTORY 1930-1939—Continued

This indicated a much higher degree of stability among the program
leaders than had been evidenced before.

Jack Benny held first place in all seven months. Major Bowes Ama-
teur Hour was second in October, third in November, sixth in February,
fifth in March, and second in April. Lux Radio Theatre was ffth in
October, eighth in November, seventh in December, fourth in January, and
third in February, where it remained for the rest of the season. Town
Hall Tonight (Fred Allen) was ninth in October, second in November,
fifth in December, 10th in January, fifth again in February, and fourth in
March and April. Eddie Cantor (Texaco), third in October, dropped to
fourth in November, climbed to second in December, where he stayed
until April, when he finished in fifth place. Burns and Allen ranked sev-
enth in October, sixth in November, fourth in December, fifth in January,
fourth again in February, fifth in March, and sixth in April. Kraft Music
Hall (Bing Crosby) started in 10th place in October, rose to ninth in
November, sixth in December, dropped to ninth again in January, claimed
seventh in February, dropped to 10th in March, and was back in seventh
place again in April. Royal Gelatin Hour (Rudy Vallee) started in eighth
place, dropped to l1th in November, ranked ninth in December, seventh
in January, ninth in February, seventh in March, and eighth in April.
Hollywood Hotel was sixth in October, seventh in November, eighth in
December, January and February, and ninth in March and April. First
Nighter climbed rapidly from 33rd in November to 10th in April. Al
Jolson, starting in December for Rinso, reached eighth place in March, but
dropped out of the first 10 in April. Phil Baker (Gulf) was 10th in No-
vember, December and February, and sixth in January. Good Will Court
(Chase & Sanborn) was fourth in October and fifth in November, then
went off the air.

Median program ratings for the period for October 1936 to April 1937
were, in general, somewhat lower than for the corresponding period a
year earlier.

The most popular program with all income groups was Jack Benny.
Programs which appealed more to the top income class than to the others
were: Packard Hour (Fred Astaire), Ford Sunday Evening Hour, Gen-
eral Motors Concert, Cities Service Concert, Vick’s Open House (Nelson
Eddy), Voice of Firestone, Helen Hayes (Sanka), Chesterfield (Nino
Martini), Hammerstein’s Music Hall, Philadelphia Orchestra, Nash-
Lafayette Speed Show, Waltztime, Ethel Barrymore-Famous Actors Guild,
Boake Carter, Alexander Woollcott, Gabriel Heatter, and Fireside Recitals.

Programs which appealed especially to the lowest income classes were:
National Barn Dance, True Story Court, Manhattan Merry-Go-Round,
Lady Esther Serenade (Tues. and Wed.), Leo Reisman’s Orchestra, Snow
Village Sketches, Log Cabin Dude Ranch, Lum and Abner, Irene Rich,
Singin’ Sam and Mortimer Gooch.

Among the new programs were: Do You Want to Be An Actor?,
Chase & Sanborn’s successor to Good Will Court, Arnold Johnson’s 1937
Radio Show took the place of National Amateur Night for Health Prod-
ucts. Woodbury’s Rippling Rhythm Revue with Shep Field’s orchestra
succeeded Paul Whiteman’s Musical Varieties, Ma and Pa, a five-a-week
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NETWORK PROGRAM HISTORY 1930-1939—Continued

serial, went on the air for Atlantic Refining. Pretty Kitty Kelly for Con-
tinental Baking augmented the evening strip shows. Jack Pearl returned,
this time for Raleigh and Kool cigarettes. Jimmie Fidler changed from
Luden’s to Procter & Gamble. Philip Morris changed from Leo Reisman
to Russ Morgan’s orchestra and Charles Martin’s Three Minute Thrills.
Lever Brothers (Rinso) changed from Laugh with Ken Murray to Al
Jolson. Camel Caravan was changed to Jack Oakie’s College. Tastyeast
returned to the original Tastyeast Jesters. Ford substituted Al Pearce
and His Gang for Fred Waring’s Pennsylvanians. Procter & Gamble put
Vic and Sade in an evening spot in addition to their daytime stints.
Lewis-Howe Remedies put on Vocal Varieties for 15 minutes twice a week.
Vox Pop for Molle became Sidewalk Interviews. Alexander Woollcott
held forth twice a week for Liggett & Myers’ Granger tobacco. Beatrice
Lillie appeared for Sterling Products in a show called Broadway Merry-
Go-Round succeeding Fanny Brice in Revue de Paree, Helen Menken
took over Famous Actors’ Guild from Ethel Barrymore for Sterling Prod-
ucts. After Ken Murray finished for Lever Bros., he replaced Burns and
Allen for Campbell (tomato juice). Palmolive Beauty Box Theatre re-
turned in February with nothing like its previous success. Gladys
Swarthout was sponsored by the ice industry. Meantime the bicycle
industry talked up bicycling with a musical revue called Cycling the Kilo-
cycles. During the winter, Time Magazine had its March of Time on the
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PROGRAMS USUALLY START WITH LOW RATINGS
The old adage about the building of Rome holds true in radio. Programs rarely
reach the top without a long, hard climb. The guartet of programs illustrated in the
accompanying chart, from old C. A. B. records, shows the characteristic pattern of
gradual ascent. (Also see text, pages 132 and 136).
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CHART 1V

RELATIONSHIP OF PROGRAM RATINGS:
TOTAL D&E FAMILIES AND D&E’S WITH TELEPHONES

NOTE EXTREMELY CLOSE CORRELATION BETWEEN
TOTAL FAMILIES (UPPER SECTOR OF CHART) AND
PHONE-OWNERS (LOWER SECTOR OF CHART)

(From a C. A. B. Study in 1937)
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TWENTY-FIVE LEADING EVENING PROGRAMS
OCTOBER 1938—APRIL 1939
FROM COOPERATIVE ANALYSIS OF BROADCASTING RECORDS

D=

[

17,
18,
19.
20.
21.
22.
23.
24.
25.
25.
25.

1.
2.
3.

5.
6.

Rank, Average.
Chase & Sanborn................ 42.3
Jack Benny (Jell-O)............. 35.7
Lux Radio Theatre.............. . 282
Kraft Music Hall (Bing Crosby). 264
Major Bowes (Chrysler)......... 21.2
Town Hall Tonight (Fred Allen). 20.7
Burns & Allen (Chesterfield).... 20.6
Good News (Metro-Maxwell).... 20.5
Rudy Vallee (Standard Brands).. 20.3
Big Town (Edw. G. Robinson)... 20.2
Al Jolson (Rinso)................ 20.2
Eddie Cantor (Camel)............ 20.1
Kate Smith Hour (Gen. Foods)... 19.9
Campbell Playhouse............. 19.1
Fibber McGee & Co. (Johnson).. 184
Kay Kyser (Lucky Strike)....... 18.2

One Man’s Family (Stan. Brands) 17.2

Gang Busters (Colgate) 17.0
Fitch Bandwagon................ 16.5
Al Pearce & His Gang (Gen, ¥’ds) 15.7
First Nighter (Campana)........ 15.5
Prof, Quiz (Noxzema)........... 15.2
Pepsodent Program (Bob Hope). 14.4
Pick & Pat (U. S. Tobacco)....... 13.6
Your Hit Parade (Lucky Strike). 13.2
Joe Penner (Gen. Foods)........ 13.2
‘We, The People (Gen. Foods).... 13.2

Months
on air

——High——— ——— Low —— during
Rating. period.

Month, Rating. Month.

Jan.
Jan,
Mar,
Feb.
Mar,
Feb.
Mar.
Feb.
Nov,
Feb.
Nov.
Mar,
Mar.
Jan.
Feb,
Keb.
Mar.
Dec.
Dec.
Oct.
Mar.
Feb,
Feb.
Oct,
Mar.,
Mar.
Jan,

TEN LEADING DAYTIME
OCTOBER 1938—APRIL 1939
FROM COOPERATIVE ANALYSIS OF BROADCASTING RECORDS

Rank, Average,
Ben Bernie (Am. Tobacco)... .... 8.6
Guiding Light (P&G)............ 8.0
Ma Perkins (Red) (P&G)........ 7.8
Magic Key of RCA.............. .
Pepper Young (Red) (P&G)..... 1.5
Mary Marlin (P&G)............. 7.2
Woman in White (Pillsbury)..... 6.8
Big Sister (Rinso)............... 6.5
Goldbergs (P&G)............... . 61
Stella Dallas (Phillips Chem.).... 8.1
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46.8
40.1
32.5
29.1
23.1
25.3
21.6
23.4
22.4
22.5
21.2
21.6
23.5
20.2
20.5
23.2
18.6
18.2
18.3
16.7
17.2
16.4
17.0
154
16.3
14.2
15.0

Apr.
Apr.
Apr.
Oct.

Oct,

Apr.
Apr.
Dec.
Apr.
Oct.
Apr.
Apr.
Dec.
Apr,

Nov.

Oct.
Apr,

Nov,

Oct.
Deec.
Oct,
Oct.
Oct.
Mar.
Oct,
Oct.
Oct.

37.9
30.6
25.9
23.8
17.9
16.9
19.0
18.3
17.1
16.5
14.3
18.8
16.5
17.8
16.9
13.0
14.7
14.9
15.0
144
14.4
13.2
12.2
11.2
11.6
11.5
119
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Months
on air

———High—— —— Low —— during
Rating. period.

Month.

Mar.
Mar.
Mar,
Jan,
Mar.,
Mar.

Oct.
Mar.
Apr,

Mar.

Rating. Month.

10.1
a1
9.3
9.3
84
8.1

7.2
7.3
7.3

7.5
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Oct,
QOct.
Apr.
Oct.
Oct.
[ Nov.
{ Feb.
| Apr.
{ Oect.
Dec,
% Oct.
Nov.
Oct.
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7.1
7.1
6.8
6.5
6.4
6.3

6.6

6.1

5.3

4.6
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THE 10 LEADING EVENING PROGRAMS
SINCE MARCH, 1930

(Set Owners—100%)

Onlv one of the first 10 programs included in the original
C.A.B. ranking list (March, 1930), has stayed in the select group
wnfailinglv. That one is Rudy Vallee. Of the present (1939)
leading programs, exclusive of Vallee, Jack Benny and Fred Allen
can be traced back as far as 1934 when they first attaincd a posi-
tion among the leaders. Chase & Sanborn had a program among
the leaders as far back as 1931, and subsequently has been in and
out of the ranking list with various programs. During the past
two years, the Chase & Sanborn offering has topped all other
programs in popularity.

MARCH 1930—FEBRUARY 1931
. Amos 'n’ Andy (Pepsodent) . . ........ ... ..... ... 37%
. Rudy Vallee (Fleischmann).................. ... 26%
. Collier’s (drama) (9 months) . ................... 20%
. Lucky Strike (Sat. program) (Rolfe Orch.)...... .. 199,
4. General Motors (musical)....................... 199,
. General Electric (Floyd Gibbons). ... ............ 189,
. RCA Victor (Shilkret band; guests) . ............. 179,
. Atwater Kent (musical) ... ..................... 179,

. Camel Hour (8 months) (Reginald Werrenrath;
Previn Orch.; guests) . ....................... 169,

. Cities Service (Jessica Dragonette)............... 16%,
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(Evening Leaders—Continued)

MARCH 1931—FEBRUARY 1932

1. Amos ’n’ Andy (Pepsodent) . .................... 339%
2. Lucky Strike (B. A. Rolfe Orch.). ... . ..... .. ... . . 19%
3. Chase & Sanborn (Cantor; Rubinoff)............. 189,
4. Rudy Vallee (Fleischmann)......... ............ 169,
5. Palmolive Hour (musical)....................... 139,
6. True Story (drama) .. ............. ... ... ...... 129,
6. Blackstone (Crumit-Sanderson).................. 129,
6. Interwoven (Jonesand Hare) .. ... ...... ... ... .. 129,
9. Goodyear . .......... . ... ... ... 119,
10. Camel (Downey-Wons-Renard) . .. ............... 109,
MARCH 1932—FEBRUARY 1933
1. Chase & Sanborn (Cantor; Rubinoff) . . .. ... .. .. .. 229,
2. Amos 'n’ Andy (Pepsodent) . . ....... ... .. ... .. .. 20%,
3. Capt. Henry’s Maxwell House Show Boat.......... 19%
4. Ed Wynn (Texaco)......... ... ................ 189,
5. Big Six of the Air (Al Jolson for Chevrolet) .. ... ... 17%,
5. Lucky Strike (Jack Pearl) ... ......... ... ... .. 179%,
7. Rudy Vallee (Fleischmann)..................... 169,
8. Sherlock Holmes (G. Washington Coffee) ... ...... 139%
8. Myrt & Marge (Wrigley) . ........... ... ... . ... 139,
8. Sinclair Wiener Minstrels. . .. ........ ... ........ 139,
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. Ed Wynn (Texaco)

(Evening Leaders—Continued)

MARCH 1933—FEBRUARY 1934

. Lucky Strike Hour (Walter O’Keefe; drama, etc.) . .

. Chase & Sanborn (Cantor; Rubinoff)........... ..

Capt. Henry’s Maxwell House Show Boat.........
Lucky Strike (Jack Pearl)......................

Rudy Vallee (Fleischmann)......................

. Ben Bernie (Pabst Blue Ribbon) . ........... .....

. Amos’'n’ Andy (Pepsodent) ... ...................

White Owl (Burns & Allen).....................

Al Jolson-Paul Whiteman (Kraft-Phenix)..........

MARCH 1934—FEBRUARY 1935

. Capt. Henry’s Maxwell House Show Boat..........
. Rudy Vallee (Fleischmann).....................
. Baker’s Broadcast (Penner; Hilliard; Nelson).....
. Chase & Sanborn (Cantor; Rubinoff) .. ...........
. Texaco (Ed Wynn)........ ... ... ... . ...

Jack Benny (General Tire; Jell-O) ... .............

. Palmolive Beauty Box Theatre (operettas).........

. Town Hall (Fred Allen for Bristol-Myers).........

Amos 'n’ Andy (Pepsodent) . . ...................

Ben Bernie (Pabst Blue Ribbon)........... ... ...
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(Evening Leaders—Continued)

MARCH 1935—SEPTEMBER 1935

Jack Benny (Jell-O) .. ......... ... ... ... ....
Eddie Cantor (Pebeco)........................
Major Bowes Amateur Hour (Chase & Sanborn). ...
Capt. Henry’s Maxwell House Show Boat........
Rudy Vallee (Fleischmann)...................
Baker’s Broadcast (Penner; Hilliard; Nelson) . .. ..
Town Hall Tonight (Fred Allen)...............
Ed Wynn (Texaco)...............ciinnn...
Palmolive Beauty Box Theatre (operettas).......

Ben Bernie (Pabst Blue Ribbon) . ..............

OCTOBER 1935—APRIL 1936

. Major Bowes Amateur Hour (Chase & Sanborn). ...
. Jack Benny (Jell-O)...... ... ... ... .. ... .. ..
. Rudy Vallee (Fleischmann)......... ..........
Maxwell House Show Boat.....................
Town Hall Tonight (Fred Allen) . ..............
Burns & Allen (Campbell Soup)................
Bing Crosby (Woodbury)......................
Hollywood Hotel (Campbell Soup)..............
Baker’s Broadcast (Bob Ripley; Hilliard; Nelson). ..

Eddie Cantor (Pebeco).......................
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(Evening Leaders—Continued)

MAY 1936—SEPTEMBER 1936

1. Major Bowes Amateur Hour (Chase & Sanborn).... 289,
2. Jack Benny (Jell-O) ... ... . ... . ... .. ... ... 19%
3. Baker’s Broadcast (Ripley; Hilliard; Nelson)...... 17%
3. Maxwell House Show Boat..................... 179
5. Fred Astaire (Packard)........................ 169,
6. Lux Radio Theatre. . ........................... 15%
6. Town Hall Tonight (Fred Allen)............... .. 159
6. Rudy Vallee (Fleischmann)..................... 15%
9. Bing Crosby (Kraft-Phenix)..................... 149,
9. Burns & Allen (Campbell Soup) . . ................ 149,
OCTOBER 1936—APRIL 1937
1. Jack Benny (Jell-O)........................... 33%
2. Eddie Cantor (Texaco) .. ....................... 25%
3. Major Bowes Amateur Hour (Chrysler)......... .. 239%
3. LuxRadio Theatre. ... ......................... 239,
5. Burns & Allen (Campbell Soup)................. 22%,
5. Town Hall Tonight (Fred Allen)................. 229,
7. Chase & Sanborn Good Will Court (A. L. Alexander) 219,
8. Hollywood Hotel (Campbell Soup)............... 20%,
9. Rudy Vallee (Royal Gelatin) . ................... 199,
9. Kraft Music Hall (Bing Crosby)................. 19%
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(Evening Leaders—Continued)

MAY 1937—SEPTEMBER 1937

1. Jack Benny (Jell-O) .. ... oooovurinen .. 249,
2. Major Bowes Amateur Hour (Chrysler).. ... ...... 229,
3. Lux Radio Theatre. ... ........... ... ... ..... 219,
4. Chase & Sanborn Program (Don Ameche; Edgar

Bergen; Dorothy Lamour, etc.) . ............... 199,
5. Eddie Cantor (Texaco). .. .........ooueeoeoo... 179
6. Town Hall Tonight (Fred Allen)................ 16%
6. Kraft Music Hall (Bing Crosby; Bob Burns, etc.)... 16%
8. Rudy Vallee (Royal Gelatin).................... 159
8. Burns & Allen (Grapenuts)..................... 15%
10. Hollywood Hotel (Campbell Soup)............... 14%

OCTOBER 1937—APRIL 1938
1. Chase & Sanborn Program. . .................... 40%,
2. Jack Benny (Jell-O) . . ... ooviin e 36%
3. Kraft Music Hall (Crosby; Burns, etc.).......... 289,
4. Lux Radio Theatre. . ...........ooviieineeio... 269
5. Eddie Cantor (Texaco) .. ... .....oooomoenoeoo... 259%,
6. Burns & Allen (Grapenuts) .. ................... 239,
6. Major Bowes Amateur Hour (Chrysler). . ... . ..... 239,
6. Rudy Vallee (Royal Gelatin) .. .................. 239,
6. Town Hall Tonight (Fred Allen)................. 239,
10. Al Jolson (RINSO) . « v« vnee oo iaees 219
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(Evening Leaders—Continued )

MAY 1938—SEPTEMBER 1938

1. Chase & Sanborn Program...................... 33%
2, Jack Benny (Jell-QO) . ... ....................... 29%,
3. Lux Radio Theatre. . ...............ccciiiivun.. 289,
4. Town Hall Tonight (Fred Allen)................. 23%
5. Kraft Music Hall . . . .. ... ...................... 229,
6. Major Bowes Amateur Hour (Chrysler)............ 20%,
7. Good News of 1938 (Maxwell House) . ............ 19%
7. Al Jolson (Rinso) .. ....... ... ... 199%
9. Rudy Vallee (Royal Desserts; Fleischmann’s)..... 17%
10. One Man’s Family (Tender Leaf Tea) .. ........... 16%
OCTOBER 1938—APRIL 1939
1. Chase & Sanborn. .. ..... ... ... .. ... ... .. ... 429,
2. Jack Benny (Jell-O) . .. ... ... . ... ........ ... 36%
3. Lux Radio Theatre. . .. .......... ... ........... 28%
4. Kraft Music Hall (Bing Crosby).................. 269,
5. Major Bowes Amateur Hour (Chrysler).......... 219,
5. Town Hall Tonight (Fred Allen)................. 219,
5. Burns & Allen (Chesterfield).................... 219%
6. Good News (Metro-Maxwell).................... 20%
6. Rudy Vallee (Standard Brands) ................. 20%
6. Big Town (Edw. G. Robinson) (Rinso)............ 209
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THE FIVE LEADING DAYTIME PROGRAMS

SINCE MARCH, 1930

(Set Owners=100%)

It should be noted that list below includes only commercial
programs. In the early days of network daytime broadcasting,
however, the daytime commercials were not as prevalent as today,
and consequently were often out-pointed by sustaining programs.
Such programs as “Cheerio,” “National Farm and Home Hour”
and the “Metropolitan Opera” broadcasts (in sustaining years)
sometimes attained ratings high enough to out-rank the commer-
cial list. Swuch instances, however, are not included here.

Attention is hereby again colled to the fact that this wmaterial
is fully copyrighted, and that no reproduction whatsoever may be
made either wholly or in part.

MARCH 1930—FEBRUARY 1931

1. Aunt Jemima (Quaker Oats).................. 5.99,

2. Davey Tree Hour. . ............. ... ... ...... 5.59%,

3. Early Birds (Gene & Glenn for Quaker QOats) ... .. 3.89%,

4. Radio Homemaker’s Club (participating)........ 2.9%

5. Household Institute (participating)............. 1.5%
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(Daytime Leaders—Continued )

MARCH 1931—FEBRUARY 1932

1. Early Birds (Gene & Glenn for Quaker QOats) .. ... 7.9%
2. Little Orphan Annie (Ovaltine)......... ...... 5.5%
3. Bond Bread (Crumit-Sanderson)................ 4.19,
4. Raising Junior (Wheatena). . .................. 3.99%
5. Quaker Man (Phil Cook for Quaker Qats)....... 3.89%
MARCH 1932—FEBRUARY 1933
1. Little Orphan Annie (Ovaltine) ... .............. 6.19%,
2. Skippy (General Mills-Wheaties)............... 4.7%,
3. Blue Coal Radio Review............. .. ....... 4.49,
4. Clara, Luand Em (Super Suds)................. 4.39%,
5. Bond Bread (Crumit-Sanderson)................ 3.19
MARCH 1933—FEBRUARY 1934
1. Metropolitan Opera (Lucky Strike).......... .. 13.39%
2. Little Orphan Annie (Ovaltine) . .. ............ .. 5.7%
3. Skippy (General Mills-Wheaties)............... 4.5%
4, Betty and Bob (General Mills-Bisquick)......... 4.49,
4. Lady Esther (Wayne King Orch.).............. 4.49,
MARCH 1934—FEBRUARY 1935
1. Metropolitan Opera (Listerine)................ 13.0%
2. Lux Radio Theatre.................. . ..... ... 7.6%
3. Lady Esther Serenade (Wayne King)............. B5.59%
4. Roses and Drums (Union Central Life)........ ... 5.49%
5. Betty and Bob (General Mills-Bisquick)......... 4.99,
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(Daytime Leaders—Continued)

MARCH 1935—SEPTEMBER 1935

1. Lux Radio Theatre. . ........... ... ............ 9.19%
2. Today’s Children (Pillsbury)................. .. 5.2%,
3. Roses and Drums (Union Central Life).......... 5.19,
3. Story of Mary Marlin (Kleenex)................ 5.19
4. Betty and Bob (General Mills-Bisquick).......... 4.8%
4. Voice of Experience (Wasey Products)..... ... . 4.89,
OCTOBER 1935—APRIL 1936
1. Bond Bread (Crumit-Sanderson)................ 7.3%
2. Today’s Children (Pillsbury)......... ... ... ... 7.0%
3. Magic Key of RCA. . ... ... .. ... ... ... ... 6.0%
4. Roses and Drums (Union Central Life) ... ... ..... 5.89,
5. Story of Mary Marlin (Kleenex) .. ... ... .. ... .. 5.6%
MAY 1936—SEPTEMBER 1936
1. Today’s Children (Pillsbury)............... ... 7.1%
2. Story of Mary Marlin (Kleenex) .. .............. 5.6%
3. Ma Perkins (Procter & Gamble-Oxydol). ... ... .. 5.4%,
4. Betty and Bob (General Mills-Bisquick) ......... 5.19%
5. Vic and Sade (Procter & Gamble-Crisco) ... .. .. .. 5.0%
OCTOBER 1936—APRIL 1937
1. Metropolitan Opera (RCA).............. . ... ... 11.29,
2. Today’s Children (Pillsbury).................. 9.1%
3. David Harum (B. T. Babbitt) . .. ........... ..... 7.5%
4, MagicKeyof RCA. . ....... ... .. ... ... ... ... 7.4%
5. Kaltenmeyer's Kindergarten (Quaker Oats)...... 7.3%
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(Daytime Leaders—Continued )

MAY 1937—SEPTEMBER 1937

. Today’s Children (Pillsbury)................... 7.4%
. David Harum (B. T. Babbitt)................... 6.4%
. Ma Perkins (Procter & Gamble-Oxydol)........ 6.2%
. Vic and Sade (Procter & Gamble-Crisco)......... 5.9%
. The O’Neills (Procter & Gamble-Ivory).......... 5.99,

OCTOBER 1937—APRIL 1938

1. Guy Lombardo (Bond Bread).................. 10.59%,
2. Today’s Children (Pillsbury)................... 7.8%
2. Woman in White (Pillsbury) . .................. 7.8%
4. Ma Perkins (Procter & Gamble-Oxydol). ... ... .. 7.3%
5. Vic and Sade (Procter & Gamble-Crisco) . ........ 7.0%
5. Big Sister (Lever Bros.) . ...................... 7.0%

MAY 1938—SEPTEMBER 1938

1. Guy Lombardo (Bond Bread) .................. 8.99,
2. Big Sister (Lever Bros.-Rinso)................. 6.6%
3. Ma Perkins (Procter & Gamble-Oxydol)......... 6.5%
3. Guiding Light (Procter & Gamble-White Naptha). 6.59,
5. The O’Neills (Procter & Gamble-Ivory)......... 6.3%
5. Pepper Young’s Family (Procter & Gamble-Camay) 6.39,

OCTOBER 1938—APRIL 1939

1. Ben Bernie (American Tobacco Co.)......... ... 8.6%

2. Guiding Light (Procter & Gamble)............. 8.0%;

3. Ma Perkins (Procter & Gamble)................ 7.8%

4, Magic Keyof RCA........................... 7.7%

5. Pepper Young (Red) (Procter & Gamble)....... 7.5%,
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C.AB. SPECIAL EVENTS RATINGS

The Cooperative Analysis of Broadcasting, as a by-product of its regu-
lar work, compiles from time to time ratings of events of special or timely
interest to the public. The ratings of a few of these special or outstanding
events are listed here. Not all were rated, inasmuch as many occurred on
days when the C.A.B. was not conducting its regular investigations. Thus
approximately one-half of these events are rated.

Ratings of professional baseball games cover only the cities where the
games were broadcast. Ratings were made for play-by-play broadcasts and
not for resumes or digests. Note that the all-New York World’s Series in 1937
did not have nearly the nation-wide interest of the 1938 Series.

Note also the steadily rising interest in football broadcasts as the 1938 sea-
son progressed to the climactic games.

SPEECHES
CAMPAIGN
Governor Landon’s Acceptance Speech, July 23, 1936....... 28.5
President Roosevelt, Oct. 10, 1936 ..............coouvn.... 24.6
President Roosevelt, Oct. 21,1936 . ... . ...coiviininnninn.. 24.4
Governor Landon, Oct. 27, 1936 .. ... .ot 16.7
Governor Landon, Oct. 9, 1936 ..............cvvuiinunn. 14.9
Governor Landon, Oct. 15, 1936 ...............ccvinn.. 14.2
Governor Landon, Oct. 26, 1936 ................. .. ..cc... 13.3
Governor Landon, Sept. 22, 1936 ................c.ovou... 12.2
President Roosevelt, Oct. 23,1936 .................... .. 11.1
Governor Landon, Oct. 12, 1936 . .............. .. .ccuou... 10.8
Governor Landon, Sept. 26,1936 ......................... 10.7
Governor Landon, Sept. 24, 1936 ......................... 10.3
Governor Landon, Oct. 24, 1936 ...............c0ovinn... 9.1
OTHER
King Edward’s Valedictory, Dec. 11,1936 ................. 45.0
President Roosevelt—Jackson Day Dinner, Jan. 8, 1936... .. 32.6
President Roosevelt—Fireside Chat—March 9, 1937........ 30.1
President Roosevelt—Human Needs Program, Oct, 24, 1935. 27.0
President Roosevelt—Nov. 4, 1938 ....................... 23.3
Alfred E. Smith—Liberty League, Jan. 25, 1936........... 23.0

Keynote Speech—Democratic National Convention,
June 23,1936.... 22.7

Republican National Convention, June 9, 1936.............. 20.8
President Roosevelt—Victory Dinner, March 4, 1937....... 19.4
Joseph T. Robinson, Jan. 28, 1936......................... 19.4

President Roosevelt—Testimonial Dinner to Postmaster-
General Farley, Feb. 15, 1937.... 17.2
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SPECIAL EVENTS RATINGS—Continued

President Roosevelt—Armistice Day, Nov. 11, 1935........ 17.0
President Roosevelt—Jackson Day Speech, Jan. 7, 1939..... 16.7
President Roosevelt—Opening of Congress, Jan. 4, 1939. .. .. 16.3
Father Coughlin, Dec. 8, 1935 ... ... ... ... ... .. .. .. ... 15.4
Alfred E. Smith, Oct. 22,1936 ....... ... ... 14.9
Father Coughlin, Nov. 24, 1935 .......................... 14.7

150th Anniversary of Joint Session of Congress, March 4, 1939 14.1

President Roosevelt
Chief Justice Hughes
Senator Pittman
Speaker Bankhead

Alfred E. Smith, Oct. 8, 1936 ........ ... ... iiiiiiiaeann 13.1
Father Coughlin, Nov. 10, 1935 ... ... ... ... .. ... ... 11.6
Duke of Windsor, May 8,1939......... ... ............... 10.1
President Roosevelt—Chicago Stockyards, Dec. 9, 1935... .. 9.8
Alired E. Smith, Oct. 24,1936 ............... .o .. 9.6
Human Needs Program, Nov. 6, 1935 ........ ... ......... 8.1

Thomnas S. Lamont
Dr. Robert A. Millikan
Canon Anson Phelps Stokes
Edward L. Ryerson

Herbert Hoover—Human Needs Program, Nov. 12, 1935.... 7.6
The Voice of Governors, Speeches by Six Governors,

Sponsored by Democratic National Party, July 28, 1936.... 7.4
President Roosevelt at Notre Dame University, Dec. 9, 1935 6.9
Secretary Harold Ickes, Oct. 9,1936 ............oovven.... 5.6
President Roosevelt (10:30 A.M.) July 8, 1938 ............ 5.5
Alfred M. Landon, July 6, 1938 .. ........................ 34
President Roosevelt (4:45 P.M.) July 8, 1938 .............. 2.6

: SPORTS

BASEBALL
World Series, 4 Games—Oct, 5-9, 1938 ............ Average 33.2
World Series, 4 Games—Oct. 6-9, 1937 ............ Average 25.3
All-Star Baseball Game, July 7, 1937 ..................... 18.2
All-Star Baseball Game, July 6, 1938 .................. ... 17.8

Play-by-Play Description, Regular Season Games, May-
August, 1938. ... Average 17.8

May—17.4
June—16.0
July—18.0
August—19.6
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SPECIAL EVENTS RATINGS——Continued

BOXING
Louis-Schmeling Fight, June 22, 1938 .................... 63.6
Schmeling-Louis Fight, June 19, 1936 .................... 57.6
Braddock-Louis Fight, June 22, 1937...................... 57.6
Louis-Farr Fight, Aug. 30, 1937 ............ .. ... ...... 56.9
Braddock-Farr Fight, Jan. 22, 1938 ....................... 35.9
FOOTBALL

Play-by-Play Descriptions—Season October to December 1938
i Average 35.0

QOct. 1 ... ... 24.3
Oct. 8 ........oiv... 26.2
Oct. 22 ...t 34.8
Nov.5 ............... 38.1
Nov.19 .............. 42.4
Dec.3 ................ 44.0

Play-by-Play Descriptions—Season October to November 1935
Average 159

Oct. 5 ... . .. 4.67)

Oct. 19 .............. 19.8

Nov.9 ............... 20.7

Nov. 23 ........ ... ... 18.5

OTHER
Kentucky Derby, May 7, 1938 ...... ... ... ... ... ... ... 16.6
Kentucky Derby, May 8, 1937 ....... ... ....cciniiiiannn 14.0
Kentucky Derby, May 6, 1939........ ... ..., 13.4
Metropolitan Open Golf Tournament, Jan. 11, 1936......... 9.0
GENERAL
News Broadcasts—Day before Munich Conference, Sept. 28,
1938 L e 16.7
(Note: One out of six programs heard was a news broadcast.)
Dedication of NBC Hollywood Studios, Dec. 7, 1935........ 12.0
Ceremonies at Election of Pope Pius XII, March 2, 1939.... 11.0
Will Rogers Memorial Broadcast, Nov. 23, 1935 ... ... ... .. 7.9
Harvard Tercentenary, Nov. 8, 1935 ...................... 6.2
Gershwin Memorial Concert, July 10, 1938 ................ 3.6
Departure of the China Clipper, Nov. 22, 1935 ............. 2.4
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PROGRAM LENGTH VS. MEDIAN RATING

COMPARISON OF EVENING RATINGS BY LENGTH OF BROADCAST:
OCTOBER 1935-APRIL 1936

Daytime
Evening 14 Hour
% Hour 4-5 Times
1 Hour 15 Hour Weekly Weekly
October 1935
{ Median of Programs............ 12.5% 55% 43% 33%
UNo. of Programs ............... 15 53 20 14
November 1935
{Median of Programs............. 13.1% 6.4% 4.7% 3.6%
INo. of Programs................ 15 57 25 15
December 1935
{ Median of Programs............. 13.0% 6.3% 46% 3.6%
INo. of Programs................. 15 61 26 15
January 1936
{ Median of Programs............. 14.1% 74% 492% 4.4%
INo. of Programs................. 14 57 24 17
February 1936
{Median of Programs............. 16.8% 7.2% 5.0% 4.3%
INo. of Programs................. 14 65 29 19
March 1936
{ Median of Programs............. 15.9% 6.9% 4.2% 4.5%
I No, of Programs................. 14 63 29 19
April 1936
{ Median of Programs............. 14.1% 7.0% 5.0% 4.1%
I No. of Programs................. 14 57 27 20

COMPARISON OF EVENING RATINGS BY LENGTH OF BROADCAST:
MAY-SEPTEMBER 1936

Daytime
- Evening: 14 Hour
14 Hour 4-5 Times
1 Hour % Hour Weekly Weekly
May 1936
{Median of Programs............. 114% 55% 3.7% 3.3%
INo. of Programs................. 15 53 22 19
June 1936
{ Median of Programs............. 11.1% 4.8% 3.6% 3.2%
I No. of Programs................. 14 48 16 18
July 1936
{ Median of Programs............. 11.6% 4.6% 2.9% 2.7%
) No. of Programs................. 12 44 18 16
August 1936
{ Median of Programs............. 11.7% 4.7% 3.6% 25%
INo. of Programs................. 13 42 20 17
September 1936
{ Median of Programs............. 14.2% 6.1 3.1% 2.7%
I No. of Programs................. 15 41 23 18

(Since there were wvery few forty-five minute weekly
broadcasts and but o small number of half-hour multiple-
weekly programs during these periods, they are included in
medians given under the half-hour heading.)
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LENGTH VS. MEDIAN RATINGS—Continued

COMPARISON OF EVENING RATINGS BY LENGTH OF BROADCAST:
OCTOBER 1936-APRIL 1937

Daytime
- Evening N 14 Hour
14 Hour 4-5 Times
1 Hour 15 Hour Weekly Weekly
October 1936
{ Median of Programs............. 12.1% 6.6% 3.7% 25%
INo. of Programs................. 18 51 25 33
November 1936
{ Median of Programs............. 14.0% 7.0% 5.0% 2.7%
1 No. of Programs................. 19 62 23 16
December 1936
{ Median of Programs............. 16.2% 7.4% 3.7% 2.9%
{No. of Programs................. 17 65 23 32
January 1937
{ Median of Programs............. 14.4% 7% 5.0% 3.3%
1 No. of Programs................. 17 62 22 34
February 1937 ’
{ Median ‘of Programs............. 15.1% 8.4% 46% 3.5%
INo. of Programs................ 17 63 22 35
March 1937
{ Median of Programs............. 12.4% 71% 5.1% 3.6%
I No. of Programs................. 17 66 20 36
April 1937
{Median of Programs............. 12.6% 7.3% 44% 3.8%
1No. of Programs................ 17 62 22 36

COMPARISON OF EVENING RATINGS BY LENGTH OF BROADCAST:
MAY-SEPTEMBER 1937

Daytime
- Evening: 4 Hour
14 Hour 4.5 Times
1 Hour 1% Hour Weekly Weekly
May 1937
{ Median of Programs............. 11.0% 6.4% 3.4% 29%
1 No. of Programs. ................ 17 60 24 35
June 1937
{ Median of Programs............. 10.4% 5.8% 3.3% 2.9%
I No. of Programs................. 16 60 20 34
July 1937
{Median of Progress.............. 12.0% 4.8% 3.2% 3.2%
INo. of Programs................. 12 52 15 27
August 1937
{ Median of Programs............. 11.7% 5.6% 3.8% 33%
INo. of Programs................. 12 47 16 28
September 1937
{ Median of Programs............. 14.5% 7.2% 5.8% 3.8%
1No. of Programs................. 13 49 16 29

(Since there were very few forty-five minute weekly
broadcasts and but a small number of half-hour multiple-~
weekly programs during these periods, they are included in
medians given under the half-hour heading.)

118

www.americanradiohistorv.com


www.americanradiohistory.com

LENGTH VS. MEDIAN RATINGS—Continued

COMPARISON OF EVENING RATINGS BY LENGTH OF BROADCAST:
OCTOBER 1937-APRIL 1938

Daytime
—_— Evening 14 Hour
14 Hour 4-5 Times
1 Hour 1, Hour Weekly Weekly
October 1937
f{Median of Programs............. 15.9% 8.2% 11% 33%
INo. of Programs................. 14 59 17 38
November 1937
{ Median of Programs.............. 15.7% 75% 6.5% 3.7%
{No. of Programs................. 15 61 19 40
December 1937 '
{ Median of Programs............. 14.8% 8.2% 6.2% 3.8%
I No. of Programs................. 15 60 21 40
January 1938
§{ Median of Programs............. 16.2% 8.8% 6.4% 4.1%
I No. of Programs................. 15 59 18 52
February 1938
§ Median of Programs............. 21.5% 10.3% 8.2% 45%
I No. of Programs................. 15 61 17 55
March 1938
{ Median of Programs............. 21.0% 9.5% 7.4% 48%
I No, of Programs.................. 14 61 17 52
April 1938
{ Median of Programs............. 21.5% 10.4% 5.8% 4.8%
INo. of Programs................. 13 49 17 ‘47

COMPARISON OF EVENING RATINGS BY LENGTH OF BROADCAST:
MAY 1938-SEPTEMBER 1938

Daytime
—_— Evening: 14 Hour
14 Hour 4-5 Times
1 Hour 1, Hour Weekly Weekly
May 1938
{ Median of Programs............. 18.8% 8.8% 5.8% 45%
I No. of Programs................. 13 50 17 43
June 1938
{ Median of Programs.......... ... 181% 8.5% 4.0% 4.1%
I No. of Programs................. 12 48 16 43
July 1938
{ Median of Programs............. 14.3% 5.7% 45% 42%
INo. of Programs................. 8 39 14 40
August 1938
{ Median of Programs............. 14.3% 6.4% 4.7% 4.7%
U No. of Programs................. 7 39 11 38
Aug.-Sept. 1938
{ Median of Programs............. 18.0% 72% 54% 4.7%
INo. of Programs................. 7 36 11 38

(Since there were very few forty-five minute weekly
broadcasts and but a small number of half-hour multiple-
weekly programs during these periods, they are included in
medians given under the half-hour heading.)
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A COMPARISON OF RURAL AND URBAN
PROGRAM POPULARITY:
EVENING PROGRAMS

The C.A.B., in addition to its regular semi-monthly reports covering 33
cities, each spring makes a study of rural listening as compared with urban
listening.

Such springtime surveys have been conducted for the years 1937, 1938
and 1939, based on a total of about 63,000 interviews. The following tables

show comparisons in relative popularity of the 10 leading programs in rural and
urban areas.

Tenacity of Program Leaders

The rural survey conducted in the spring of 1939 indicated that seven of the
10 leading evening programs in rural areas had been among the 10 leaders in the
spring of 1938. Of further significance was the fact that the first five of these
rural leaders in 1939 had occupied identical rankings in the 1938 study. Those
evening programs which enjoyed first 10 rankings in the large cities in 1939
contained six repeaters from the spring of 1938, three of which (Chase & San-
born, Jack Benny and Lux Radio Theatre) were in the same ranking order.

National Barn Dance; Jack Benny
It is interesting to note that the National Barn Dance program which

ranked fifth in rural areas ranked 44th in large cities.

In similar vein was Lowell Thomas’ popularity: ranking fourth in the rural
areas, his position in the large cities was 28th.

Major Bowes, enjoying third place in rural ranking, held ninth position in
the large cities. Holding equal popularity in both the rural and urban areas
were the Chase & Sanborn program, Jack Benny, Kate Smith and Cantor’s
Camel Caravan.
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SPRING 1939
Ratings of the 10 Leading Evening Programs in Rural Areas
Compared with Their Large City Ratings
Set Owners = 1009,

—Rural Areas— = —Large Cities—

Program Rating Rank Rating Rank
Chase & Sanborn......... 34.6 1 39.8 1
Jack Benny.............. 29.4 2 34.7 2
Major Bowes............. 26.1 3 20.2 9
Lowell Thomas........... 19.2 4 12.8 28
National Barn Dance. ... .. 18.4 5 9.4 44
Kate Smith Hour......... 18.1 6 20.7 7
Lux Radio Theatre....... 17.0 7 29.4 3
Fitch Bandwagon......... 15.7 8 19.5 11
Fibber McGee & Company. 15.0 9 17.9 15
Burns & Allen. ........... 14.9 10 20.3 8

SPRING 1939
Ratings of the 10 Leading Evening Programs in Large Cities
Compared with Their Rural Ratings
Set Owners = 1009,

~—Large Cities—  ,—Rural Areas—

Program Rating Rank Rating Rank
Chase & Sanborn......... 39.8 1 34.6 1
Jack Benny.............. 34.7 2 29.4 2
Lux Radio Theatre....... 29.4 3 17.0 7
Kraft Music Hall......... 24.9 4 14.0 12
Good News of 1939........ 218 5 11.9 20
Big Town............... 21.6 6 13.2 15
Kate Smith Hour......... 20.7 7 18.1 6
Burns & Allen........... 20.3 8 14.9 10
Major Bowes............ 20.2 9 26.1 3
Cantor’s Camel Caravan... 19.6 10 144 11
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SPRING 1938

Ratings of the 10 Leading Evening Programs in Rural Areas
Compared with Their Large City Ratings

Set Owners — 1009,

~—Rural Areas— ~—Large Cities—

Program Rating Rank Rating Rank
Chase & Sanborn....... .. 32.2 1 44.9 1
Jack Benny.............. 27.8 2 38.6 2
Major Bowes............. 221 3 23.2 9
Lowell Thomas...... .... 20.1 4 14.3 21
National Barn Dance. . .. .. 16.7 5 11.1 30
Burns & Allen........... 15.8 6 24.8 6
Town Hall-Allen......... 15.3 7 25.5 4
Lux Radio Theatre.. ... ... 14.9 8 27.4 3
One Man’s Family. . ... ... 14.6 9 17.9 16
Phil Baker.............. 14.1 10 22.9 10

SPRING 1938

Ratings of the 10 Leading Evening Programs in Large Cities
Compared with Their Rural Ratings

Set Owners — 1009,

~—Large Cities— ~—Rural Areas—

Program Rating Rank Rating Rank
Chase & Sanborn...... ... 44.9 1 32.2 1
Jack Benny........... ... 38.6 2 27.8 2
Lux Radio Theatre. ... ... . 27.4 3 14.9 8
Town Hall-Allen. .. ... ... 25.5 4 15.3 7
Kraft Music Hall. . . . ... .. 25.5 4 10.9 18
Burns & Allen......... .. 24.8 6 15.8 6
Rudy Vallee............. 24.3 7 13.7 11
Al Jolson............... 23.6 8 12.7 15
Major Bowes............ 23.2 9 22.1 3
Phil Baker.............. 22.9 10 14.1 10
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SPRING 1937

Ratings of the 10 Leading Evening Programs in Rural Areas
Compared with Their Large City Ratings
Set Owners = 1009,

~—Rural Areas— —Large Cities—

Program Rating Rank Rating Rank
Jack Benny.............. 26.8 1 34.7 1
Maj. Bowes’ Amateur Hour 22.2 2 22.2 4
Lowell Thomas........... 17.6 3 12.3 16
Horlick’s Lum and Abner.. 17.4 4 8.4 30
Lux Radio Theatre........ 16.9 5 24.4 2
Eddie Cantor............ 16.8 6 24.1 3
Fibber McGee and Molly... 14.7 7 11.9 18
Amos 'n’ Andy........... 14.3 8 13.1 13
Phil Baker.............. 14.0 9 18.7 7
National Barn Dance. . . . .. 12.8 10 10.3 29

SPRING 1937

Ratings of the 10 Leading Evening Programs in Large Cities
Compared with Their Rural Ratings
Set Owners — 1009,

~—Large Cities— ~—Rural Areas—

Program Rating Rank Rating Rank
Jack Benny.............. 34.7 1 26.8 1
Lux Radio Theatre. . ... ... 24.4 2 16.9 5
Eddie Cantor............. 24.1 3 16.8 6
Maj. Bowes’ Amateur Hour 22.2 4 22,2 2
Royal Gelatin Hour-Rudy

Vallee ................ 21.9 5 10.4 20
Town Hall Tonight-Allen.. 21.6 6 12.7 11
Phil Baker.............. 18.7 7 14.0 9
Hollywood Hotel. . .. ... .. 18.2 8 10.9 18
Kraft Mus. Hall-Bing Crosby 17.1 9 9.1 24
AllJolson................ 17.1 9 9.6 22
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A COMPARISON OF RURAL AND URBAN
PROGRAM POPULARITY:
DAYTIME PROGRAMS

Comparison of the five leading daytime programs in the rural areas showed
only one program, the Woman in White, a dramatic sketch, which had been
among the five daytime leaders in the same period of 1938.

Bachelor's Children; Woman in White

Sharp contrasts in ranking were evidenced by Bachelor’s Children, a serial
drama, which placed third in the rural areas and 14th in the large cities. Also,
The Woman in White, ranking fourth in the rural areas, ranked 12th in the
large cities.

Ben Bernie; Magic Key

In the large cities, two daytime programs had great differences in pop-
ularity compared with their rural standings. Ben Bernie, first in the large
cities, was 38th in the rural areas; and the Magic Key of RCA, fourth in the
large cities, was 35th in the rural areas.

Similarities
Nearly alike in standing in both areas were three programs: Ma Perkins,
The Guiding Light and Pepper Young’s Family.
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SPRING 1939

Ratings of the 5 Leading Daytime Programs in Rural Areas
Compared with Their Large City Ratings

Set Owners — 1009,

~—Rural Areas—  ,—Large Cities—

Program Rating Rank Rating Rank
Ma Perkins.............. 10.9 1 7.8 2
The Guiding Light...... .. 9.8 2 7.7 3
Bachelor’s Children....... 9.5 3 5.9 14
The Woman in White. . . .. 9.3 4 6.3 12

5}

Pepper Young’s Family.... 8.6 6.8 5

SPRING 1939

Ratings of the 5 Leading Daytime Programs in Large Cities
Compared with Their Rural Ratings

Set Owners = 1009,

—Large Cities—  ,—Rural Areas—

Program Rating Rank Rating Rank
Ben Bernie......... e 8.6 1 4.9 38
Ma Perkins.............. 7.8 2 10.9 1
The Guiding Light........ 7.7 3 9.8 2
Magic Keyof RCA..... ... 7.4 4 5.2 35
Pepper Young’s Family.... 6.8 5 8.6 5
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SPRING 1938

Ratings of the 5 Leading Daytime Programs in Rural Areas
Compared with Their Large City Ratings

Set Owners — 1009,

~—Rural Areas— ~Large Cities—

Program Rating Rank Rating Rank
Guy Lombardo........... 10.2 1 10.0 1
Dick Tracy.............. 9.8 2 4.8 28
The Woman in White. . . .. 9.3 3 7.9 2
Gospel Singer............ 8.9 4 4.9 25
David Harum. ........... 8.6 5 6.7 7

SPRING 1938

Ratings of the 5 Leading Daytime Programs in Large Cities
Compared with Their Rural Ratings

Set Owners — 1009,

~—DLarge Cities—  ,—~Rural Areas—

Program Rating Rank Rating Rank
Guy Lombardo........... 10.0 1 10.2 1
The Woman in White. . . .. 7.9 2 9.3 3
Guiding Light............ 6.9 3 6.6 14
Vic and Sade............ 6.9 3 6.1 22
Aunt Jenny’s Real Life

Stories ................ 6.8 5 5.7 30
Terry and the Pirates. ... .. 6.8 5 4.8 38
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SPRING 1937

Ratings of the 5 Leading Daytime Programs in Rural Areas
Compared with Their Large City Ratings

Set Owners — 1009,

—Rural Areas—- ~—Large Cities—

Program Rating Rank Rating Rank
Ma Perkins.............. 11.9 1 7.1 6
Betty & Bob............. 11.8 2 5.9 11
Today’s Children......... 11.1 3 8.7 1
David Harum............ 9.1 4 7.6 2
Vic and Sade. . .......... 8.7 5 7.0 8

SPRING 1937

Ratings of the 5 Leading Daytime Programs in Large Cities
Compared with Their Rural Ratings

Set Owners — 1009,

—~—Large Cities— ~—Rural Areas—

Program Rating Rank Rating Rank
Today’s Children...... ... 8.7 1 11.1 3
Magic Key of RCA. . ... ... 7.6 2 6.8 13
David Harum............ 7.6 2 9.1 4
Guy Lombardo........... 7.5 4 4.3 21
Kaltenmeyer’'s Kinderg’rten 7.3 5 7.3 9
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A COMPARISON OF RURAL AND URBAN
PROGRAM POPULARITY:
BY PROGRAM TYPE

In the spring of 1939, evening variety programs again placed at the top
of the list as they did in 1938, both for rural and large city areas, although they
were crowded closely both in the cities and rural sections by audience partici-
pation programs which had came into favor in 1938.

In the cities variety programs had a 30% higher rating than in the rural
areas; whereas audience participation had only 15% better rating in the cities.

All types, however, with the exception of commentators and talks, had
ratings 14% to 53% better in the large cities than in the rural areas.

SPRING 1938
Comparison by Type of 80 Rated Evening Programs
~—Rural Areas— ~Large Cities—
No. of Average Average
Programs Type Rating Rank Rating Rank
12 Variety ............ .. .. ... o 11.3 1 16.8 1
4 Novelty ........ ... ... .. ivi, 111 2 11.6 4
3 News Topies and Drama. ........... 10.3 3 8.8 6
15 Personality ........................ 10.0 4 13.8 2
8 Serial Drama....................... 9.3 5 9.4 5
12 Drama ... 8.1 6 12.2 3
] Dance Music....................... 5.9 1 1.7 7
4 Classical ........................... 5.1 8 7.6 8
7 Musical Revue...................... 4.9 9 7.5 9
5 Semi-Classieal ..................... . 4.7 10 71 10

The above table includes only those type classifications having 3 or more programs.
Not included were the following classifications which include only one program:

Amateur (Major BOwes)............ccivveuunneinnnn 22.1 23.2
Popular Singer (Arthur Godfrey)................... 3.7 6.6
SPRING 1937
Comparison by Type of 98 Rated Evening Programs

—Rural Areas— ~—Large Cities—
No. of Average Average
Programs Type Rating Rank Rating Rank
3 News Topics and News. ............. 11.6 1 10.6 3
6 Variety ........ ... . ... . 9.4 2 149 1
22 Personality ............... ......... 9.2 3 12.1 2
9 Novelty ......... ... .. ...t 7.8 4 8.1 5
10 Serial Drama....................... 7.3 5 7.1 ki
10 Drama ..... TN 7.1 6 9.8 4
5 Classical ........................... 5.7 7 k& 6
6 Dance Music........................ 4.5 8 7.0 8
6 Semi-Classieal ...................... 4.1 9 5.8 9
18 Musical Revue...................... 3.8 10 5.0 10

The above table includes only those type classifications with 3 or more programs.
Not included were the following classifications which include only one program each:

Amateur (Major Bowes) ..........ccovvirivnnnennnen. 22.2 22.2

Popular Singer (Singin’ Sam)......................... 6.5 4.9

Concert Band (Carborundum Band).................. 3.3 6.3
130

www.americanradiohistorv.com


www.americanradiohistory.com

WwWww.americanradiohistorv.com


www.americanradiohistory.com

WwWww.americanradiohistorv.com


www.americanradiohistory.com

WwWww.americanradiohistorv.com


www.americanradiohistory.com

WwWww.americanradiohistorv.com


www.americanradiohistory.com

WwWww.americanradiohistorv.com


www.americanradiohistory.com

WwWww.americanradiohistorv.com


www.americanradiohistory.com

HISTORY OF 20 LEADERS—Continued
30-MINUTE EVENING PROGRAMS

7 Months’ Highest Initial Monihs
Average Rating at Date Rating On Air
Rating Any Time Month of Started With Upto
Oct. ’38- With Same Highest With Current April
April’39 Sponsor Rating Sponsor Sponsor 1939
~dack Benny—Jell-O........ 35.7% 41.09% Feb. 1938 Oct. 1934 17.6% 43%%
Burns & Allen—Liggett &

Myers .........cceiieia.. 20.6% 21.69% March 1939 Oct. 1938 20.0% 17
Big Town—Ed. G. Robinson 20.2% 22.5% Feb. 1939 Oct. 1937 8.1% 161
Al Jolson—Lever Bros..... *20.29% 26.7% Feb. 1938 Dec. 1936 135% 11
Cantor’s Camel Caravan... 20.1% 21.8% March 1938 March 1938 19.1%  123%

AVERAGE ........... 23.4% 26.7% 15.7% 20.3

* Five months’ average. 1 On air for Grape-Nuts from April, 1937-July, 1938, and
Campbell Tomato Juice from October, 1935-April, 1937. 1 On air for Texas Co., 1936-
1938, for Pebeco in 1935, for Chase & Sanborn in 1931-1934.

15-MINUTE EVENING PROGRAMS

7 Months’ Highest Initial Months
Average Ratingat Date Rating On Air
Rating Any Time Month of Started With Upto
Oct.’38- With Same Highest With Current April
April’39 Sponsor Rating Sponser Sponsor 1939

Lowell Thomas—Sunoco.. 1259% 15.6% Sﬁarclﬁ 1934
Amos 'n’ Andy-—Campbell | March 1935

Soup Co. (Red & CBS). 12.3% 155% Feb. 1938 Jan. 1938 15.4%  *16
Jergens Program — Walter

June 1932 11.9% 83

Winchell ............... 11.5% 13.1% TFeb. 1939 Dec, 1932 5.3% 7%
Irene Rich—Welch Grape
Juice ....... ... 8.09% 9.3% TFeb. 1939 Oct. 1933 2.7% 71
Hollywood Gossip—Jimmie
Fidler (Red)............ 7.8% 10.29% Sept. 1938 March 1937 6.8% 26
AVERAGE ........... 10.4% 12.7% 8.4% 54.7

* Qn air continuously for Pepsodent from August, 1929, to January, 1938.

15-MINUTE DAYTIME PROGRAMS

7 Months’ Highest Initial Months
Average Rating at Date Rating On Air
Rating Any Time Month of Started With Up te
Oct.’38- With Same Highest With Current April
April’39 Sponsor Rating Sponsor Sponsor 1939

The Guiding Light—P. & G. 8.0% 91% March 1939 Jan. 1937 2.3% 27
Ma Perkins — Procter &

Gamble (Red)........... 7.8% 9.3% March 1939 Dec, 1933 L. T. 65
*Pepper Young’s Family—

P.&G. (Red)........... 75% 849% March 1939 Jan. 1936 1.5% 40
tMary Marlin—P. & G.

(Red) o..vvviviienaen 2% 8.1% March 1939 March 1937 4.8% 25
iThe Woman in White—

Pillsbury ............... 6.8% 8.3% March 1938 Jan, 1938 7.4% 16

AVERAGE ........... 1.5% 8.6% 3.4% 34.6

* Called “Forever Young” from January-July, 1936. f Previously on air January,
1935-March, 1937, for Kleenex. Initial rating; 1.3%. i Changed from Today’s Children.
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INITIAL RATINGS AND THE SPONSORED LIFE

OF PROGRAMS
(Sponsored Evening Shows Only)

Is there any relationship between the initial rating of a sponsored pro-
gram, and the length of time it may be expected to stay under the aegis of
its sponsor?

While it would be folly to attempt a pat answer to such a question, it
is interesting to note how, in the past, sponsors have behaved when con-
fronted with high or low initial ratings, respectively. An examination was
made by the C. A. B. of 102 evening programs whose debut came between
October 1935 and December 1936, They were subdivided into categories of
60 minutes, 30 minutes, and 15 minutes.

Table I shows the breakdown for the full-hour programs.
TABLE 1: FULL-HOUR PROGRAMS

Initial Rating Average Life Total No. No. Still
With Sponsor Programs Running
(Months) April, 1939
0.0%- 9.9% 8.5 2 None
10.09,-19.99%, *13.3+ 7 1
20.0%, or Over *16.5+ 2 1

From this sample of past history, it may be seen that full-hour evening
programs which start with a rating of 10% or better will, on the average,
be retained by their sponsors for 13 or more months; whereas those with
initial ratings less than 10% are retained only about nine months.

There are, of course, many factors entering into this picture to elabo-
rate the behavior pattern. Sixty-minute programs, for instance, frequently
are launched with talent which has much past radio history and much
previous building up. Here might be mentioned Major Bowes, who, prior
to his Chrysler sponsorship, was sponsored by Chase & Sanborn, and prior
to that had amassed a large New York following over WHN. Similarly,
Bing Crosby, before taking over the Kraft Music Hall, had been under the
sponsorship of Chesterfield and Woodbury, and had made numerous guest
appearances, both via radio and via the stage. Another case in point would
be the Packard program, which was built on such established names (but
in this instance not necessarily radio names) as Fred Astaire, Charles
Butterworth, etc.

Table IT shows the relationship between initial rating and sponsored
life-span of 63 half-hour programs. (Note: In order to keep these cate-
gories from becoming confusing, the 30-minute category was allowed to
include two 45-minute programs and one 25-minute twice-a-week series.)

*Editor’s Note: Inasmuch as several of the programs are still on the air, the average
cannot allow for this extension, and thus is marked with a “plus.” Should these pro-
grams remain on the air o long time to come, the average will, eventually, become much
greater than at the present reckoning.

It should also be emphasized again what kind of “program life” the C.A.B. is here
talking about. The type of life being measured in these tables is life under a single
sponsor. That fact cannot be stressed too carefully.

146

! www.americanradiohistorv.com


www.americanradiohistory.com

WwWww.americanradiohistorv.com


www.americanradiohistory.com

WwWww.americanradiohistorv.com


www.americanradiohistory.com

WwWww.americanradiohistorv.com


www.americanradiohistory.com

WwWww.americanradiohistorv.com


www.americanradiohistory.com

WwWww.americanradiohistorv.com


www.americanradiohistory.com

RURAL RADIO

“While broadcasting has been the subject of many research studies...prac-
tically all of these studies thus far have been made in cities and areas of con-
centrated population. Rural listeners have been given relatively little specific
attention...” With this preface the Joint Committee on Radio Research issued
early this year (1939) a rural study, the synopses of which are presented here-
with. All figures are as of Jan. 1, 1938.

The Joint Committee is composed of equal representation from the Asso-
sociation of National Advertisers, the American Association of Advertising
Agencies, and the National Association of Broadcasters. In the instance of this
rural study, the costs of field research, tabulation, and presentation of data
were borne jointly by CBS and NBC.

Basis of the study rests on 20,362 personal interviews in 955 townships, in
96 counties, representing all rural areas in the U. S.

NOTE: In this study, the term “Rural population” conforms to the defini-
tion of the U. S. Census Bureau—those living on rural farms or in villages of
less than 2,500 population. The Census shows several hundred thousand people
living on farms in urban areas. These, however, are not classified as “Rural
population.” The Urban data, shown here (in light-face type) for comparison
with the new rural data, are from the Starch Quarterly Urban Radio Surveys
for 1937.

SYNOPSIS OF THE RURAL STUDY

Rural, Urban. Combined.
Total U. S. families......... 13,721,000 (100%) 18,920,000 (100%) 32,641,000 (100%)
Total radio families......... 9,470,900 (699%) 17,195,600 (91%) 26,666,500 (82%)
Radio homes with two or
.more sets......... e 549,312 (5.8%%) 3,404,729 (19.8%*) 3,954,041 (14.8%*)
Median number of years
radio families have owned
sets . ...l 7 years 8.2 years 7.7 years
Radio families owning an
automobile .............. 7,775,609 (82.1%*) 11,675,812 (67.9%*) 19,451,421 (72.9%*)
Radio families owning an
Auto-radio ............... 1,269,101 (13.4%%) 3,370,338 (19.6%*) 4,639,438 (17.4%*)
Radio families listening some-
time daily:
[ AVERAGE WEEKDAY. 8,438,572 (89.1%%) 13,825,262 (80.4%*) 22,263,834 (83.5%*)
] SATURDAYS ......... 8,315,450 (87.89%%) 13,189,025 (76.7%*) 21,504,475 (80.6%*)
] SUNDAYS ............. 8,163,916 (86.2%*) 13,189,025 (76.7%*) 21,352,941 (80.1%*)
| AVERAGE 7 DAYS.... 8,381,746 (88.5%%) 13,722,089 (79.8%*) 22,103,835 (82.99%*)
Median hours of daily use
of radio:
[BASED ON ALL SETS
{OWNED ............... 4:47 hours 4:09 hours 4:22 hours
{ BASED ON SETS IN
| USE SOME TIME
j DURING THE TOTAL
Il DAY ................ 5:18 hours 5:12 hours 5:14 hours
*100% =all radio homes.
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BASIC RURAL RADIO OWNERSHIP FACTORS
BY ECONOMIC GROUPS

————FARM———— ——TOTAL RURAL—

~————VILLAGE———,

Tgh

% families own-

ing a radio.... 95.0

% radio families
with 2 or more

home radio sets 11.8

Median number
of years radio
families have

owned sets.... 8.7

Median age of

principal set... 34

% radio families
with set in

working order* 98.8

% radio families

mobile......... 89.9

% radio families
owning an Auto-

Radio ......... 24.8

% Radio-Auto
families owning

an Auto-Radio 27.7

% of total auto
families owning

Auto-Radio ... 27.3
* Sets

Middle Low

84.0

4.2

7.0
3.6

15.2

146

out of order six months = non-radio family.

61.0

1.6

6.1

3.7

96.1

4.4

7.6

6.8

U. 8.

Total

80.0

6.3

7.4

3.5

97.6

77.0

14.7

19.1

18.1

High

83.0

9.0

7.6
29

21.1

19.6

U. 8.

Middle Low Total
59.0 35.0 59.0
3.3 1.6 5.2
6.1 5.6 6.5
32 32 30
95.5 92.0 952
89.6 75.2 88.7
77 39 118
8.7 5.3 134
7.8 46 11.4

. 8.

High Middle Low Total

89.0

10.5

8.3

3.1

24.6

23.5

71.0

3.8

6.6

3.4

11.1

47.0

1.6

5.9

3.5

94.4

65.0

4.2

6.5

5.6

69.0

5.8

7.0

3.3

14.6

MEDIAN HOURS OF DAILY USE OF RURAL RADIO

(By Economic Groups and Geographic Areas Based on All Sets Owned)

—

Avge Satur-
W'kday day

BY ECONOMIC
GROUPS
High ........ 4:58
{ Middle ...... 4:58
Low ......... 4:38
BY GEOGRAPHIC
AREAS

¢ New England. 5:17
Middle Atlan-

tic ..., 4:39
East North

Central ... 5:10
West North

Central ... 4:15
South Atlantic 4:25
East South

Central ... 4:15
West South

Central ... 5:17
Mountain .... 5:14
Pacific ...... 6:03

4:48
4:47
4:40

Sun- 7-Day
Avge Wkday day

day

4:26
4:22
4:08

4:48
4:47
4:26

5:12
4:53
4:20

5:07

5:17

4:03
4:19

4:58
4:53
4:49

TOTAL U. S.. 4:54

Sun- 7-Day Avge Satur-
day Avge Wkday day

5:04
4:40
4:18

4:18

4:14

407
5:07

5:15
4:55
5:22

4:43

5:07
4:50
4:25

5:08

5:10

4:03
4:27

4:04
5:28
4:59
5:40

4:52
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5:05
4:55
4:29

5:13
4:43
5:13

4:09
4:22

4:53
4:49
4:45

5:27

5:10

4:11
4:46

4:27
5:19
4:53
5:17

4:50

day

4:40
4:27
4:12

4:27

5:23
4:16
5:29

4:26

VILLAGE—— ————TFARM——— — —TOTAL RURAL——

Avge Satur- Sun- 7-Day

Avge

4:58
4:48
4:26

5:51

4:47
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MEDIAN HOURS OF DAILY USE OF RURAL RADIO RELATED
TO YEARS OF RADIO OWNERSHIP

No. of Years Families Village Farm Total Rural

Have Owned Sets Hrs. Min. Hrs. Min. Hrs. Min.
2 yearsorless................ 4 25 4 28 4 27
3and 4 years................. 4 38 4 34 4 36
Sand 6 years................. 4 25 5 04 4 38
Tand 8years................. 4 48 5 06 4 57
9yearsand over.............. 4 59 5 06 5 02
Median based on all sets owned.. 4 42 4 52 4 47

RURAL OWNERSHIP FACTORS BY GEOGRAPHIC AREAS

Years
Rural Rural typical
radie radio rural
families | families | radio Rural Raural
Rural with with family radio radio
families |radio in| more has families | families
owning |working |than one| owned | owning jwith auto
radio. order, radio. radio. auto. radio,
NEW ENGLAND
(Conn., Me., Mass., N, H.,
R. I, Vt.) 929 98.5% 12.7% 10 77.2% 14%
WEST NORTH CENTRAL
(Ta., Kans., Minn., Mo.,
Neb., N. D,, S. D.) 69% 94.69% 2.2% 8 85% 12.3%
SOUTH ATLANTIC
(Del.,, Fla, Ga. Md.,
N. C, S. C, Va, W.
Va.) 549, 96.2% 4.7% 5.8 76.9% 9.6%
EAST NORTH CENTRAL
(111, Ind., Mich., Ohio,
Wis.) 83% 97.7% 5.3% 7.6 85.4% 129%
MIDDLE ATLANTIC
(N. J, N. Y, Pa) 88% 96.5% 5.6% 79 81.7% 13.5%
WEST SOUTH CENTRAL
(Ark,, La. Okla, Tex.)|] 53% 97.2% 48% 5.6 85% 18.8%
EAST SOUTH CENTRAL
(Ala., Ky., Miss., Tenn.)| 51% 95.7% 43% 6.2 70.2% 8.4%
MOUNTAIN
(Ariz, Colo, Idaho,
Mont., Nev., N. Mex.,
Utah, Wyo.) 2% 93.9% 4.6% 6.7 82.7% e
PACIFIC
(Cal., Ore., Wash.) 96 % 99.6 % 14.3% 7.9 95.6% 259,
U. 8. TOTAL........ 69% 96.6% 5.8% ki 82.1% 13.49,
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U.S. TOT.{
Percent.

23.8 (25.4)
24.1 (25.9)
27.2 (28.9)
21.1 (28.4)
25.0 (26.6)
24.5 (21.2)

61.7 (60.3)

25.6 (28.6)
28.8 (28.6)
36.3 (29.6)
33.3 (27.6)
20.8 (21.3)
20.1 (20.3)
20.9 (22.1)
20.6 (21.0)
18.6 (19.6)
16.5 (18.7)
16.8 (20.1)
18.0 (22.3)
64.9 (60.5)
76.4 (72.7)

28.0 (34.5)
34.5 (40.0)
53.5 (56.6)
58.2 (58.4)
62.9 (61.2)
61.5 (59.7)
50.1 (53.4)
44.1 (48.5)
21.9 (32.8)
21.2 (25.6)
118 (16.0)
9.0 (12.5)
81.8 (82.5)

87.7 (90.1)

U. 8. Total can be computed is 9 AM. New York time.

(Plain Percentage Figures Indicate Farm Sets; Figures in
Parentheses Indicate Village Sets)

PERIOD. EASTERN.* CENTRAL:* MOUNTAINS PACIFIC.*

MORNING: Percent, Percent. Percent. Percent.
6:00~ 6:30 6.6 ( 3.1) 184 ( 8.5) 6.7 ( 5.4) 4.6 ( 2.8)
6:30- 7:00 12.6 ( 6.3) 264 (14.3) 17.4 ( 9.1 210 ( 6.4)
7:00- 7:30 23.0 (20.1) 34.6 (30.2) 39.6 (27.2) 38.4 (26.7)
7:30- 8:00 21.5 (21.2) 317 (30.4) 315 (26.3)  40.6 (28.2)
8:00- 8:30 22.5 (24.2) 25.5 (32.2) 28.5 (25.1) 35.6 (29.5)
8:30- 9:00 20.5 (20.7) 24.7 (31.5) 24.8 (23.0) 34.7 (28.2)
9:00- 9:30 23.0 (24.3) 25.2 (31.8) 21.8 (23.6) 26.5 (27.5)
9:30-10:00 22.7 (25.2) 25.9 (30.3) 20.8 (26.6) 33.8 (31.0)
10:00-10:30 28.0 (27.4) 22.7 (26.9) 18.8 (28.7) 31.1 (36.4)
10:30-11:00 26.4 (27.4) 19.7 (24.7) 20.5 (28.4) 30.6 (35.6)
11:00-11:30 27.1 (26.1) 19.7 (22.9) 22.1 (26.9) 36.5 (34.9)
11:30-12:00 31.1 (29.0) 27.2 (26.5) 26.5 (25.4) 46.6 (35.9)
6:00-12:00 59.5 (57.5) 61.8 (64.6) 60.4 (54.1) 70.8 (60.8)

ATTERNOON:
12:00-12:30 (33.9) 46.6 (36.2) 42.6 (34.4) 52,1 (40.2)
12:30~ 1:00 (29.8) 44.1 (35.6) 33.9 (314) 49.8 (37.4)
1:00- 1:30 (23.4) 19.9 (20.3)  2L.1 (25.7) 34.2 (21.2)
1:30- 2:00 (20.0) 18.1 (18.8) 19.1 (24.8) Z6.5 (24.4)
2:00- 2:30 (18.1) 18.9 (20.4) 16.4 (22.1) 16.9 (23.4)
2:30~ 3:00 (17.4) 18.7 (19.5) 15.1 (20.8) 16.4 (22.1)
3:00- 3:30 (19.5) 17.1 (18.4) 12.4 (18.1) 14.6 (24.2)
3:30~ 4:00 (18.6) 14.5 (17.0) 10.7 (15.1) 14.2 (24.7)
4:00- 4:30 {18.8) 14.3 (17.0) 11.7 (17.8) 14.2 (25.7)
4:30- 5:00 (18.7) 14.4 (16.5) 14.4 (21.1) 17.4 (24.9)
5:00- 5:30 (22.1) 21.1 (21.4) 20.1 (27.2) 28.8 (34.1)
5:30- 6:00 (27.7) 27.5 (26.5) 26.53 (32.0) 38.4 (394)
12:00- 6:00 (58.5) 66.2 (62.1) 59.7 (61.3) 71.7 (64.4)

6:00 AM-5:00 P.M.. 74.0 (72.8) 715 (716.7) 73.8 (71.6) 79.5 (76.3)
EVENING:

6:00~ 6:30 (48.4) 49.9 (52.8) 50.3 (56.5) 65.3 (64.9)
6:30- 7:00 (55.5) 58.2 (58.5) 57.7 (62.8) 67.1 (67.9)
7:00- 7:30 (68.5) 65.9 (63.5) 67.1 (74.3) 85.4 (79.9)
7:30- 8:00 (67.3) 64.7 (61.4) 70.1 (72.5) 84.5 (79.9)
8:00- 8:30 (63.0) 55.2 (57.4) 70.1 (73.1) 84.5 (84.0)
8:30- 9:00 (61.9) 48.9 (52.5) 65.8 (66.2) 84.0 (81.9)
9:00- 9:30 (46.1) 213 (32.9) 42.6 (43.3) 58.4 (66.7)
9:30-10:00 (39.3) 18.0 (25.3) 19.8 (29.6) 35.2 (54.2)
10:00-10:30 (19.7) 5.8 (11.4) 4.7 (15.1) 7.8 (12.7)
10:30-11:00 (114) 3.2 (61 2.3 ( 85) 14 ( 5.6)
11:00-11:30 ( 3.9) 1.1 ( 2.6) o2n (15
11:30-12:00 4 (24) 9 ( 1.8) 3 15) .o (1.8)
6:00 P.M.-12:00 Mid. 82.4 (82.6) 80.6 (79.8) 80.2 (86.1) 89.5 (91.3)
6:00 A.M.-12.00 Mid. 88.6 (90.2) 86.6 (88.3) 83.6 (90.9) 95.0 (96.2)

*#100% cquals total number of farm and village families (separately) in each time
zone. Time given is in terms of local standard time for individual time zones.

7 U. 8. total is weighted according to the number of farm and village radio families
(separately) in each time zone (Eastern 32%, Central 56%, Mountain 5%, Pacific 7%).
Each percentage in this column is the simultaneous coast-to-coast audience, in terms of
New York time as shown on the left. 1009, equals Total U. S. Farm Radio Families.

i Data for periods prior to 6 A.M. were not obtained. The earliest hour for which a
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RURAL SETS IN USE BY HALF-HOURS:
SUNDAY ONLY

(Plain Percentage Figures Indicate Farm Sets; Figures in
Parentheses Indicate Village Sets)

PERIOD. EASTERN.* CENTRAL. MOUNTAIN* PACIFIC.*# U.S. TOT.t

MORNING: Percent. Percent. Percent. Percent. Percent.

6:00- 6:30 8¢ .0 2.8 ( 4.0) 3.7 (1.5 (D)

6:30- 7:00 51 ( .6) 3.9 (59 8.4 ( 4.6) e (L)

7:00- 7:30 125 ( 3.7) 13.5 (14.1) 21.5 (14.8) 7.9 ( 7.6)

7:30- 8:00 9.7 (5.1) 19.3 (17.0) 27.1 (14.8) 8.5 ( 1.6)

8:00- 8:30 16.5 (10.6) 318 (29.0) 38.3 (20.9) 24.4 (18.9)

8:30- 9:00 16.9 (11.2) 30.9 (31.9) 40.2 (19.9) 26.8 (19.7) 3

9:00- 9:30 21.2 (18.7) 34.1 (31.2) 39.3 (25.5) 28.0 (28.8) 25.6 (21.0)

9:30-10:00 21.2 (18.2) 30.9 (28.8) 34.6 (24.5) 26.2 (32.6) 25.3 (21.6)

10:00-10:30 24.5 (23.8) 27.5 (21.8) 28.0 (23.0) 31.7 (35.6) 29.3 (25.0)

10:30-11:00 25.2 (23.3) 27.0 (26.1) 23.4 (22.4) 30.5 (34.1) 27.9 (23.8)

11:00-11:30 28.0 (22.7) 24.9 (22.7) 19.6 (18.9) 27.4 (28.0) 28.0 (244)

11:30-12:00 27.8 (22.5) 25.5 (23.9) 215 (11.3) 28.0 (28.8) 27.6 (23.7)

6:00-12:00 50.2 (42.1) 57.7 (55.5) 52.3 (43.4) 53.0 (50.0) 54.7 (48.0)
AFTERNOON‘:

12:00-12:30 P.M 26.1 (22.7) 21.5 (26.9) 26.2 (18.9) 29.3 (28.8) 25.7 (23.3)

12:30- 1:00 P.M.
1:00- 1:30 P.M.
1:30- 2:00 P.M.
2:00- 2:30 P.M.
2:30- 3:00 P.M.
3:00- 3:30 P.M.
3:30- 4:00 P.M.

21.8 (21.6) 27.9 (26.4) 25.2 (19.4) 29.3 (21.3) 24.3 (23.5)
21.7 (21.9) 28.3 (26.4) 23.4 (18.9) 29.3 (34.1) 27.5 (24.9)
26.9 (21.0) 21.5 (21.2) 28.0 (17.9) 28.7 (33.3) 215 (24.1)
30.7 (23.5) 25.1 (26.6) 29.9 (17.9) 232 (34.1) 28.9 (24.8)
30.2 (22.7) 24.0 (24.9) 28.0 (15.3) 20.7 (32.6) 28.3 (24.8)
29.9 (24.0) 23.0 (22.6) 25.2 (15.3) 20.1 (28.8) 26.9 (25.2)
29.4 (23.8) 22.1 (22.3) 24.3 (14.8) 20.1 (29.5) 26.3 (24.3)

4.00- 4:30 P.M...... 24.8 (23.1) 23.0 (22.1) 23.4 (18.9) 17.7 (34.8) 244 (23.71)
4:30- 5:00 P.M...... 22.9 (22.4) 23.0 (22.2) 20.6 (19.9) 17.1 (34.8) 23.5 (23.0)
5:00- 5:30 P.M...... 22.0 (21.6) 24.0 (28.4) 234 (22.4) 29.9 (36.4) 22.8 (22.71)
5:30- 6:00 P.M...... 26.7 (23.4) 30.9 (32.0) 23.4 (25.0) 33.5 (40.2) 24.1 (23.4)
12:00- 6:00 P.M...... 64.7 (51.7) 60.5 (58.8) 47.7 (45.4) 61.6 (69.7) 61.3 (55.8)

6:00 A.M.~6:00 P.M.. 75.0 (63.3) 113 (18.7) 2.0 (62.2) 75.0 (80.3) 76.1 (69.2)
EVENING:

6:00- 6:30 P.M...... 43.4 (41.2) 52.1 (50.1) 37.4 (35.7) 48.2 (471.0) 29.9 (34.2)
6:30- 7:00 P.M...... 54.4 (46.2) 52.4 (49.6) 43.9 (38.8) 50.6 (49.2) 37.2 (38.0)
7:00- 7:30 P.M...... 67.2 (60.3) 54.3 (49.9) 54.2 (51.5) 62.8 (68.2) 53.1 (52.3)
7:30- 8:00 P.M...... 68.2 (59.3) 51.9 (48.2) 53.3 (54.6) 63.4 (69.7) 53.5 (51.8)
8:00- 8:30 P.M...... 64.2 (59.5) 44.6 (45.0) 50.5 (52.0) 72.6 (70.5) 54.9 (52.6)
8:30- 9:00 P.M...... 60.1 (58.1) 38.2 (42.0) 46.7 (48.5) 74.4 (68.9) 52.8 (51.7)
9:00- 9:30 P.M...... 38.9 (42.2) 15.5 (29.0) 28.0 (39.8) 62.2 (57.6) 43.5 (44.1)
9:30-10:00 P.M...... 28.2 (34.5) 10.7 (25.1) 25.2 (28.1) 41.0 (4171 36.6 (39.5)
10:00-10:30 P.M...... 10.4 (16.1) 4.3 (10.7) 9.3 (10.7) 11.0 (18.9) 19.0 (217.5)
10:30-11:00 P.M...... 5.7 (10.3) 2.1 (1.3) 7.5 ( 1.1) 4.3 ( 9.1) 14.7 (23.2)
11:00-11:30 P.M...... 14 ( 4.1) 1.1 ( 2.5) 3.7 ( .5) 18 (...) 9.5 (14.4)
11:30-12.00 Mid...... 8 ( 2.6) 4 ( 19) 9 (C .5 1.8 (..) 8.1 (11.7)

6:00 P.M.-12:00 Mid. 78.6 (73.8) 1.2 (70.9) 70.1 (67.9) 88.4 (86.4) 74.8 (713.6)
6:00 A.M.-12:00 Mid. 88.0 (83.5) 85.6 (86.1) 84.1 (78.1) 95.7 (98.5) 87.0 (85.6)

#100% equals total number of farm and village families (separately) in each time
zone. Time given is in terms of local standard time for individual time zones.

T U. S. total is weighted according to the number of farm and village radio families
(separately) in each time zone (Eastern 329, Central 56%, Mountain 5%, Pacific 7%).
Each percentage in this column is the simultaneous coast-to-coast audience, in terms of
New York time as shown on the left. 1009 equals Total U. S. Farm Radio Families,

i Data for periods prior to 6 A.M. were not obtained. The earliest hour for which a
U. S. Total can be computed is 9 A.M. New York time.
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ANALYSIS OF RADIO HOMES AND SALES—Continued

Tatal Radie
State Families Families Retail Sales (add 000) Station Net Sales
~— A N S Al
Amount % Total Amount % Total
South Central Region... 2,135,000 1,487,800 1,724,057 5.20 4,813,209 6.02
Oklahoma ............ 619,000 454,300 434,793 1.31 1,188,873 1.46
Texas ................ 1,516,000 1,033,500 1,289,264 3.89 3,724,336 4,58
WESTERN DISTRICT.. 3,560,000 3,226,500 4,294,297 12.95 11,363,153 13.92
Mountain Region........ 975,000 778,000 1,100,728 3.32 3,027,614 3.71
Arizona .............. 104,000 79,600 121,083 .37 333,629 41
Colorado ............. 288,000 233,500 302,559 91 { {
Wyoming ............ 62,000 49,800 82,681 .25 11,126,634 11.38
Idaho ................ 124,000 98,700 140,167 42 193,335 24
Montana ............. 142,000 114,600 189,457 57 361,185 44
Nevada .............. 30,000 28,500 43,932 13 { {
New Mexico.......... 102,000 62,300 88,751 27 1 210,559 1 .26
Utah ... 123,000 111,000 132,098 40 802,272 98
Pacific Region.......... 2,585,000 2,448,500 3,193,569 9.63 8,335,539 10.21
California ............ 1,818,000 1,719,800 2,329,009 7.02 5,505,111 6.74
Oregon .............. 299,000 285,400 335,851 1.01 998,432 1.22
Washington .......... 468,000 443,300 528,709 1.60 1,831,996 2.25
United States......... 32,641,000 26,666,500 $33,161,276 100.00  $81,649,718 100.00

INCOME BY METROPOLITAN DISTRICTS: 1937

This data is a condensation of Table No. 27 of “Summary of responses by broadcast
stations to Commission Order Number 38.”

Stations are divided into two classes: those with net sales of $25,000 or more, and
those with net sales less than $25,000. The first class of station is shown separately, and
the second is simply added to the totals under “all commercial stations.” Net sales means
sales (including talent) from which frequency and agency discounts have been sub-
tracted. The data pertains to the year 1937.

All commercial
Districts Stations with $25,000 or more net sales stations
A

A

— N )
NORTHERN DISTRICT Stations Network Local Natl Spot Stations Net Sales
Northeastern Region:

Albany-Schenectady-Troy .. 3 $342,907  $589,700 $66,142 4 $980,340
Allentown-Bethlehem-Easton,

Pa, «ooviiii i 3 1,083 73,179 24,522 3 97,866
Baltimore, Md.............. 4 413,372 619,421 273,975 4 1,246,400
Boston, Mass. ............... 8 813,299 1,293,230 301,945 8 2,243,548
Buffalo-Niagara, N. Y....... 5 340,099 539,020 286,028 5 1,153,123
New York-Northeastern New

Jersey .....coviiiiiiiinn. 21 2,548,230 3,040,024 2,977,541 28 8,656,665
Philadelphia, Pa............ 8 708,663 1,127,881 631,064 9 2,470,147
Pittsburgh, Pa.............. 5 507,107 1,023,239 377,451 5 1,917,352
Providence, R. I.-Fall River-

New Bedford, Mass....... 5 344,436 365,757 139,793 5 786,144
Rochester, N. Y............. 3 217,869 151,882 332,976 3 720,123
Washington, D. C........... 4 321,589 658,006 111,776 4 1,082,964
Qther metropolitan districts. 22 898,838 1,291,341 693,068 27 2,925,330
Total: metropolitan districts. 91 7,457,492 10,772,680 6,216,281 105 24,280,002

Places not in metropolitan

AStriCts o ovvvns e 20 243742 779,898 192,239 35 1,471,495
Total, N.E. Region......... 111 $7,701,234 $11,552,578 $6,408,520 140  $25,751,497
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MONEY

RADIO TIME SALES: 1938, 1937, 1936

(At One-time Card Rates)

1938. 1937. 1936.
Total Industry Sales................... $143,500,000 $141,000,000 $107,550,886
Network Sales ....................... 71,728,400 69,612,480 59,671,244

(Note: The 1938 and 1937 gross industry time sales figures are projections on Federal
Communications Commission reports of time sales after trade—i.e., frequency—discounts.
The 1936 figure is from compilations by the National Association of Broadcasiers).

COMPARISON BETWEEN MAJOR MEDIA:
1938, 1937, 1936

1938. 1937. 1936.
Radie Broadcasting.................... $143,500,000 $141,000,000 $107,550,886
National Magazines.................... 148,320,420 169,764,913 143,790,669
Newspapers .................coveinunn, 544,000,000 630,000,000 568,593,000

(Note: Figures on magazines are by courtesy of Publishers’ Information Bureau,
Inc., copyright owner of the data. Magazine revenue for 1937 and 1938 includes five
national farm magazines, plus the “American Weekly” and “This Week.” The latter
two publications accounted for $12,276,384 in 1937 and $8,993,618 in 1938. Newspaper
revenue data is by courtesy of the American Newspaper Publishers Association. It
should be speciafically noted that the 1938 and 1937-1936 newspaper figures are not exactly
comparable. The 1937-1936 figures include all daily papers in all of the U. 5. The 1938
total [computed for the ANPA by Media Records] includes only English language dailies
in 760 cities of 10,000 or more population. The 1938 figure can be broken down thus:
national revenue, $148,000,000; local revenue, $396,000,000).

NETWORK GROSS CLIENT EXPENDITURES

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

NBC CBS Mutual
1927, . oo $3,760,010 ...
1928, . 8,780,333 $1,647,364 ..
1929, .. . 14,310,382 4,785,981
1930. ... 20,088,887 7,605203 L.
1931, .. 25,607,041 11,895,039 e
1932, .. 26,504,891 12,601,885 ...l
1933. ... 21,452,732 10,063566 ...
1934, ..o 27,833,616 14,825,845 ...
1935, 31,148,931 17,637,804 *$1,293,103
1936, ... 34,523,950 23,168,148 *1,884,615
1937, 38,651,286 28,722,118 2,239,076

1938, ... 41,462,679 27,345,397 2,920,324

* Note: In 1935 and 1836 Mutual computed its income as net and not as gross.
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COMBINED BROADCASTING INDUSTRY INCOME
STATEMENT: AS OF DEC. 31,1938
(Prepared by the Accounting, Statistical, and Tariff Dept., Federal Communi-
cations Commission; This Statement Cowvers the Three Major
Networks and Licensees of 660 Standard Broadcast Stations)

Particulars Amount

(a) Revenues

1. Network portion of network time sales............................ $35,455,510
2. Time sales by stations. .................... ... .. ... $82,669,401
Less payments to other stations......................... 745,452
81,923,949
3. Total time sales by networks and stations. ........................... 117,379,459
4. Deduct: Commission to agencies, representatives and brokers....... 16,487,200
5. Net revenue received from sale of time............................ 100,892,259
6. Sale and placing of talent. ... ... .. ... . .. .. ... .. il 6,081,344
7. Recoveries by networks from others on communication line charges. 1,085,469
8. Miscellaneous sales and revenue Services...................oovvnos 3,278,836
9. Sustaining programs......... ... .. ... . 20,470
10. Total revenues of networks and stations........................... $111,358,378
(b} Expenses
1. Techmical eXPeNSES. ... ... .. ..o iiiiiiiiiiiiiiiieaneaans $13,048,588
2. Program, talent, and communication line expense (including sus-
taining programs purchased, royalties, and similar items)........ 38,196,994
3. Advertising, promotional, and selling e¢xpenses..................... 9,963,136
4. General and administrative expenses................... ... ... ... 15,088,718
5. Other direct broadcast expenses.......... ... ....cuiirriienrennans 5,209,099
6. Indirect broadcast expenses (depreciation, amertization, taxes, un-
collectible revenue, and rents. ... ....... .. ... ... .. 10,997,059
7. Total broadcast eXPeENSES. .. .. ... .ttt ireenititin i $92,503,594
(¢) Broadecast income (a) minus (b). ... ... ..o it s $18,854,784
(d) 1. Income from broadcast assets leased to others. ... .................. 277,155
2. Total income from others who use licensee stations for their own
time sales.......... .. .. i s 928,218
(e) Income from general services to licensees................. ... cvuiiian 92,958
{f}) Total income from activities related to broadcasting................. ... $20,153,115
(g) Income from business or activities other than broadcasting.......... ... *#53,672,999
(h) Extraordinary income amounts for the year (net debits)............... (79,035)
(i) Total income from all sources reported................ ... ciiiiinnnn $73,74%,079
(i) Contractual payments to others from income................ $214,228
(k) State and federal taxes on net income....................... 11,522,636
11,736,864
(I} Net income from all sources for the year, after taxes.................. $62,010,215

Dividends declared (and withdrawals by partners and proprietors) during the year
were reported by licensees in the amount of $22,976,676.

* Editor’s note: This item includes the income of parent firms, such as manufac-
turers, mewspapers, insurance companies, etc., when such parent firms are the direct
licensees of broadcasting statioms. If a parent firm holds a broadcasting license by
means of an intervening subsidiary, then the revenue of the parent firm is not included
in this figure.
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TOTAL RADIO TIME SALES: 1937

In the table below all figures represent “net” revenue—that is, frequency discounts
have been subtracted. Agency and broker commissions, however, are not subtracted.
Commissions in the agency-broker category amounted to $16,982,920 for the year.

If these net figures were converted into a “gross”—that is, a total prior to any fre-
quency, agency or broker discounts—they would probably be about $141,000,000

$33,902,486 retained by major networks
1,857,102 retained by secondary networks
52,949 retained by other networks

$3:>,812 B P $35,812,537

698,642 paid stations by secondary networks
135,626 paid stations by other networks

$20,100,395
2,036,484 paid stations for commissions, etc.*
4,258 accruing to stations as result of intra-net-
works sale of facilities to advertisers

)r
NETWORK. . <‘ ( $19,266,127 paid stations by major networks

B22,141,137 .. i $22,141,137

NETWORK TOT AL . .. e et 357,953,674

National Spot. . ... ... i it e e, 123,117,136

LOCAL .ottt e e e e 36,838,163

GRAND TOTAL 1937 TIME SALES. .......... ... .t $117,908,973
Deduct intra-industry commission and sustaining time payments

(marked * above) . ... ..ottt i e 2,036,484

GRAND TOTAL 1937 TIME SALES TO ADVERTISERS................ 18$115,872,489

t Stations having less than $25,000 net sales in 1937 were not deemed as doing any
national spot business; their income is credited entirely to local business.

t AU figures in this table were checked and stated to be correct by the Federal

Communications Commission accounting department on Jon. 17, 1939,

CBS GROSS CLIENT REVENUE FOR 1938

(With same clients’ 1937 rank and expenditures)

1938. 1937,
L Lever Bros. CO.uuunreniree i, $2,790,141 (1) $2,182,123
a. Lux ... $739,757
b. Lifebuoy .................. 376,350
CoSPIY v 557,902
d Rinso ...vovvvnninii, 1,116,132
2. General Foods Corp.......ooviviiiiiinnnnnnn. 2,720,386 (21) 432,751
a. Swansdown & Calumet.... $679,385
b. Minute Tapioca............ 161,090
c.Sanka .............. S 261,091
d. Huskies ....oovvvivnnnnn.. 693,826
e Postum .................... 450,159
f. Post Toasties.............. 135,135
g. Diamond Salt.............. 40,180
h. La France & Satina........ 299,520
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13.
14.
15.

32.

33

34,
35,

CBS REVENUE—Continued

1938.
Colgate-Palmolive-Peet Co...........c.cvuen... 1,779,439
a, Palmolive Soap............ $515,443
b. Shaving Cream............ 368,128
c. Dental Products............ 363,155
d. Super Suds................ 532,713
Procter & Gamble Co............... ciniieen. 1,310,707
a Drene ....oo.oiiiiiiaa. $43,910
b Ivory .oooi i, 342,750
c. Crisco ..ovviiiiiiii 235,402
d. Oxydol ................... 389,247
e. Chipso .................... 246,732
f. Dreft ...l 52,666 .
American Tobacco CO. ..ot 1,283,826
a. Lucky Strikes............. $1,112,343
b. Roi Tan Cigars............ 88,458
c. Half & Half Tobacco....... 83,025
William Wrigley, Jr., Co........... ... ..o, 1,241,705
Liggett & Myers Tobacco CO.......ovvvivunens 1,118,355
Ford Motor Co.....coviiiiiii e 1,052,895
Chrysler Sales COrP...coviireinunmnnninanens 1,003,612
R. J. Reynolds Tobacco Co.......ooviievu... 1,000,184
Campbell Soup Co........ovviiiiiiii ., 713,788
Continental Baking Co........... viriinineet 650,260
a. Wonder Bread and Hostess
..................... $76,200
b, Wonder Bread............. 574,060
P.Lorillard Co. .o e e 644,905
Pet Milk Sales COrp......oovviiiieninnenaon.. 594,013
General Mills, Inc. .......oooi it 557,035
a. Wheaties, Softasilk, Bis-
quick, Gold Medal........ $551,095
b. Corn Kix.................. 5,940
Philip Morris & Co., Ltd............. . ... 463,380
U. S. Tobacco CO. . oovte it 435,120
The Texas CO. ..ot 405,265
Gulf Refining Co....... i 399,960
Lady Esther Co... ...t 372,150
Coca-Cola €Ottt 358,940
Nash-Kelvinator Corp.......cooeuiveinaron s 345,334
Cudahy Packing Co.......civviiiiiiiin.. 340,767
U. S. Rubber Products Co..................... 304,155
Anacin Co...ooiii i e 297,697
Bayer Co. ..o i e e 282,254
Edna Wallace Hopper, Inc...........oooveinn.. 267,194
E. I du Pont de Nemours & Co................ 250,455
Lambert Co. ..ot 242,395
H. J Heinz COo.ovinie i i ine e ians 225,960
Lehn & Fink Products Co...........coiiiiinnn 219,494
a. Hind’s Honey & Almond
Cream ......ccoveeivnvnnns $74,449
b. Pebeco ....... ...l 79,974
€ TUSSY e e 4,620
d. Lysol ...t 60,451
Chesebrough Manufacturing Co................ 211,050
Household Finance COTrp......cvvvuiiieinnnnn.. 208,320
Kolynos Sales CO.......civiiiiiiiiiiinenins 193,433
Brewers' Radio Show AsSsn.......oovveviiinn, 192,750

2)

«6)
3)
4
(10)
a3
(8)
(15)

[CYD]
(18)
«n

(25)
(22)
am
(26)
(28)
31)
(19)
(32)

1937.
1,880,870

1,562,480

1,241,054
1,806,541
1,649,309
911,051
790,315
1,166,128
620,209

103,490
537,094
1,238,912

357,735
388,905
558,045
352,710
316,180
265,170
534,673
220,378

Not listed separately*
Not listed separately*
Not listed separately*

24) 367,205
(68) 23780
(14) 730,633
(16) 583,003
(58) 50,760
Not listed separately*

* Anacin Co., Edna Wallace Hopper, Inc., Kolynos Sales Co., and A. S. Boyle Co.
were not listed separately in 1937, but as members of the American Home Products Co.,
which in that year spent $1,144,318 with CBS. Similarly, the Bayer Co. was listed as a
member of Sterling Products, Inc.,, which in 1937 spent $119,339 with CBS.
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MUTUAL GROSS CLIENT REVENUE FOR 1938

(With same clients’ 1937 rank and expenditures)

1938.
1. Bayuk Cigars, InC..........ovtiieiieinnannnes $259,436
2. Gospel Broadcasting ASSn................o.v... 182,842
3. Gordon Baking Co.....coovviivieriiniininnnn 182,574
4. Ironized Yeast Co.......coviviviininennnninnns 179,724
5. Lone Ranger (Cooperative Program)......... 149,550
6. General MillS.....vovuerninntininreianennnnn 137,492

a. Corn Kix.................. $16,290

b. Wheaties .................. 120,572
7. P. Lorillard Co....... ... il 99,948
8. Lutheran Laymen’s League. .............vovoun. 94,034
9. Vadsco Sales COIP. .ot 90,973
10. Philip Morris & Co.,, Ltd..........coovvia.. 78,310
11. Journal of Living Publications................. 72,166
12, J. B. Williams Co...........ocoeiii .. 70,426
13. Wheeling Steel Corp.....oovvvviiiiinninenna.. 68,215
14. Hecker Products Corp.............c..ooovnnnen 65,421

a. Hecker’s H-O.............. $41,350

b. Silverdust ................ 24,071
15. Musterole Co. & E. W. Rose Co................ 63,464
16. Lambert Co.....ooovviiiiii it 58,108
17 DL & W. Coal CO.vvvnnninn i 53,872
18. “Show of the Week” (Local Co-0p.)........... 49,996
19. “30 Minutes in Hollywood” (Local Co-o0p.)..... 48,809
20. Brown & Williamson Tobacco Co............. 48,650
21, Elizabeth Arden...............cccvvviiinni.o. 41,958
22, Wheatena CoOID....ovvii i iiiienneenaanananns 38,257
23. American Tobacco CO.....cviviiiiiiin e 37,866
24. Kellogg Co. (Pep Cereal)...........cooviennnn. 36,844
25. Green Hornet (Co-operative).,................ 36,452
26. Cudahy Packing Co......c.ovivivivrinenan.. 31,721
27. General Shoe COTD...c.vvvvviivevineeninnen., 29,353
28. Oakland Chemical Co.........c.cvviviinnnn. ., 28,750
29, Mennen Co.....oviiiiiinre i 26,926
30. Allis-Chalmers Manufacturing Co............. 24,130
31, Maine Development Commission,............. 23,754
32. Rocke News Syndicated Program.............. 20,412
33, BOSCO CO.utiriiiit i e e 17,517
34, Emerson Drug Co.......oiiiiiieneinnnnna . 17,024
35. Lamplighter (Co-operative)................... 14,297
36. Humphrey Homeopathic Medicine Co.,......... 12,761
37. Thomas Leeming & Co.........ccvvvvveien.. 11,700
38. American Bird Products Co.................... 10,543
39. E.Fougera & CO...ovvvivvnvininiiainananenn, 10,050
40. R.B. Semler. ......cooviieiriniei e, 9,620
41. Gambarelli & Davitto............... ... ...... 9,255
42. Famous Jury Trials (Co-op.)....... ..ot 8,169
43, Barbasol CO.........coiviiiiiii 7,114
44, Varady of Vienna, Inc......................... 6,989
45, Slide Fasteners, INC....v.vvve e 5,880
46. Atchison, Topeka and Santa Fe R. R........... 5,061
47, Admiracion Laboratories...................... 4,144
48. Macfadden Publications....................... 3,615
49, W. A. Sheaffer Pen Co......oouvviiinanan o 2,835
50, Little Crow Milling Co..........coovivio ... 1,400

51, Miscellaneous (comprising special co-operative

ROOK-UDS) «iir e e e e e 303,793
Political advertisers (see page 178 for details).... 28,124
TOTAL et et e $2,920,324

* 67 Advertisers.
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( 3) $96,556.05
( 1) 193,882.71

( 2) 166,647.90

(14) 57,309.30

(53)  5,600.00
(38) 16,720.00

(30) 25,532.00
(62)  3,288.00

(80)  3,744.00
(58)  4,050.00

(32) 23,796.25
( 6) 179,027.50

(4) 91,774.00
CT) 72,755.00
(41) 12,720.060
(45) 10,926.67

5,072.00
*$2,239,076.54
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1.

2. Standard Brands, Inc

3.

4.

5.

gl

Miles Laboratories, Inc
American Tobacco Co

NBC GROSS CLIENT REVENUE FOR 1938

(With same clients’ 1937 rank and expenditures)

a, Camay .....ooiiveinii... $658,218
b. Chipso ........coiiiii.t 445,396
e. Crisco ..o iiveiiiiias, 507,954
d.Dash ........ ...l 2,921
e. Dreft ..........c.ciiiiai. 113,872
f. Drene .......... ... ... 514,472
g Ivory Flakes............... 701,930
h. Ivory Soap................ 661,002
i Lava S08p......voviuuunnnn 119,458
j. Oxydol ................... 597,977
k. White Naphtha Soap....... 536,955

a. Chase & Sanborn Coffee... $965,434

b. Foil Yeast for Health...... 168,093
¢. Royal Desserts............. 397,449
d. Royal Desserts—Yeast for
Health .................. 375,299
e. Tender Leaf Tea........... 544,363
f. Yeast for Bread........... 219,829
General Foods CorD.....vveiiinnieea e
a. Diamond Crystal Salt...... $28,656
b. Grape Nuts................ 484,796
c. Huskies ....ooiivinniinn. 32,814
d. Jell-O ..., 651,441
e. Log Cabin Syrup.......... 108,512
f. Maxwell House Coffee..... 836,314
g. Post 40% Bran Flakes..... 376,187
Sterling Produets, Inc............ccvovvio.u.
a. Bayer Aspirin............. $414,553
b. Cal-Aspirin ... ..., 36,633
c. Dr. Lyon’s Toothpowder.... 815,264
d. Haley’s M-O............... 48,867

e. Phillips’” Mitk of Magnesia.. 273,984
f. Phillips’ Milk of Magnesia

Creams .......c......... 143,202
g. Phillips’ Milk of Magnesia
and Face Cream......... 310,696
h. Phillips’ M of M Toothpaste
and Tablets.............. 443,253
American Home Produects Co.................
a. Aero White,............... $24,477
b. Anacin ............. ... 473,050
c. BiSoDol ................... 475,304
d. Edna Wallace Hopper Cos-
meties ... o, 83,177
e. Fly-Ded ....coovvvvinnnn... 40,021
f. Freezone ................. 39,708
g. Hill’'s Cold Tablets......... 23,506
h. Hill’'s Nose Drops.......... 22,197
I, Kolynos .oooovvvvninnannn.. 188,559
j. Louis Philippe Cosmetics.. 184,752
k. Old English Floor Wax.... 128,589
Campbell Soup Co...ovveviinnnnin ...
a. Food Products............. $1,468,353
b. Tomato Juice.............. 97,284
National Dairy Products Corp................
a. Kraft ..................... $973,029
b. Sealtest ................... 493,928

1938,
$4,860,155

2,670,467

2,519,220

2,486,452

1,683,340

1,565,637

1,466,957

1,387,906
1,331,884
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1)

2

3)

ey

(€ 8)

«n

1937.
$4,456,525

2,508,139

2,332,193

2,169,836

1,403,496

1,275,202

(5) 1,457,470

az;

772,374
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10.

11.

12.

13.

14,
15.

16.
17.

18.
19.

20.
21.
22,

23

24,
25.

26.
27.
28.
29.
30.

3L

NBC REVENUE—Continued

a. Lucky Strikes.............. $1,074,549

b. Pall Mall................. 257,335
General Mills, InC. ... i

a. Cereals and Flour.......... $823,459

b, Corn Kix......ovvvinnnnn.. 68,343

c. Sperry Flour Products..... 117,488

d. Wheaties .................. 191,596
Bristol-Myers Co....vveeivniieiannineneeanns

a. Ipana-Sal Hepatica......... $708,012

b, Vitalis ................ ..., 234,918
Quaker Oats Co...ovvviii i

a. Aunt Jemima Pancake Flour 247,720
b. Puffed Rice and Puffed

Wheat ...t 159,926

c. Quaker Qats............... 470,422
Radio Corp. of America.........c..oii .

a. Institutional ............... $804,939

b. RCA-Manufacturing ....... 22,701
S. C. Johnson & Son, Inc.......coviveuinn.
Brown & Williamson Tobacco Corp...........

a. Avalon .......ooiiiieees $144,898

b. Bugler Tobacco............ 30,584

¢. Kool and Raleigh.......... 480,824

Cities Service Co......ooiii i iiinin,
Firestone Tire & Rubber Co..........o.oo...

a. Farm Tractor Tires........ $32,472
b. Tires and Tubes........... 602,734
Sun Oil Co.vnniren e i iiei e i
Andrew Jergens CoO...covvvieniiinniniinnnns
a. Jergens’ Lotion............. $206,373
b. Woodbury Soap and Cos-
metics ... oLt 415,904

Liggett & Myers Tobacco Co...ovnvnviiinn
Pillsbury Flour Mills Co...........ooiiiii,
Carnation Co... ...t

a. Alber Bros. Milling........ $47,232
b. Carnation Milk............ 513,640
Cummer Products Co. ..ot on..
a. Energine ........ .. ..., $205,428
b. Molle ...... ... 349,939
Philip Morris & Co.,, Ltd. ... ...,
Kellogg Co. vt e
a. Breakfast Food............. $231,784
b. Krispies ......coc.viiii.n. 264,620
Lady Esther Co...........oi it
B. T. Babbitt, Inc.........o o
Lewis-Howe CO.. it
General Electric Co.....ooovviiiiiiiiiiet,
Stewart-Warner COrD...vovevernernnnenneann
a. Alemite .......... ... .. ... $128,065
b. Radios .....coovvviviin. 128,065
¢. Refrigerators .............. 128,065
Ralston-Purina Co......ooviii it
a. Ralston Cereal............. $186,950
b. Ry-Krisp ..oovvvvnniiinan.. 193,296
F.W.Fitch Co.viviiiiiiiee et
Campana Sales Corp........ooiviiviiinnnnn
Pacific Coast Borax Co......coovieviviinae.
Pepsodent Co.......oiiiiiiiii i
a. All Products............... $282,320
b. Antiseptic ....... ... ... 0. 56,940
Lamont, Corliss & Co.......c..oiiiiii i
a. Danya Hand Lotion........ $15,184
b. Nestle’s Eveready Cocoa... 14,976
c. Pond’s Creams and Face
Powders ........cconeenn 275,376
175

1938,

1,200,886

942,930

878,068

827,640

675,190
656,306

638,205
635,206

631,667
622,277

571,015
563,400
560,872

555,367

526,664
496,404

459,397
437,700
419,840
391,871
384,195

380,246

364,563
364,298
339,296
339,260

305,536

www.americanradiohistorv.com

(35

(13)

(43)

9)

(25}
(30)

amn
20)

(18)
an

(23)
19)

(15)
(26)
(34)
270
(116)

(28)

(40)
(16)
(39)
(8)

(36)

1937.

293,713

762,200

222,426

1,153,585

455,744
322,534

575,603
537,634

567,409
841,457

504,521
462,168

320,983

465,992
563,373

683,860
385,032
312,548
372,635

8,480

367,484

257,462
583,123
278,236
1,269,158

290,664


www.americanradiohistory.com

37.
38.
39.
40.
41.

42,
43.
44,
45.
46.
47.
48.
49.
50.

51.
52.
53.
54.
55.
56.
57.
58.
59.
60.
61.
62.

81,
82.
83.
84,
85.
86.
87.
88.
89.
90.
91.

NBC REVENUE—Continued

: 1938.
Wander Co......c.ooiiiiiiiiiiiiii i 304,952
Borden Co...............coiiiiiiiiiiiinn, 301,459
Welch Grape Juice Co.........oviiiiiinnnns 267,080
Nehi, Inc.....ccooiriiiiiii i ienens 247,792
Sherwin-Williams Co.............cotviiinnnn. 231,409

a. Acme Paints............... $99,588

b. 8-W Paints............. .. 131,821
Time, INC...oooviveiir ittt inanerns 220,023
Richfield Oil Corp..........oovvi it 202,940
Grove Laboratories, Inc..............oounvenn 182,140
Macfadden Publications, Inc................... 172,032
J.B. Williams Co. v oo i 167,336
Goodyear Tire & Rubber Co.................. 165,139
Wm. R. Warner Co.......coooiviiiiiiiiieeainn. 156,114
Packard Motor Car Co.......c.oiiviieinenns 146,220
National Biscuit Co............... it 130,520

a. Biscuits ................... $93,616

b. Shredded Wheat........... 36,904
Bowey’s, INC....cuvieiiiiiir et iiiinaeean.s 129,172
G. Washington Coffee Refining Co............. 129,001
Falstaff Brewing Corp........................ 125,232
Princess Pat, Lad............................. 123,580
Colgate-Palmolive-Peet Co.................... 118,576
Vick Chemical Co.........cooiiviiiininan.n. 116,448
National Ice Advertisers, Inc.................. 114,456
Group of American Banks.................... 103,365
Regional Advertisers, Inc...................... 99,744
Drackett Co........... ... o i 93,984
Standard Oil Co. of California................. 92,785
Swift & Co. v 88,487

a. Institutional ............. $2,307

b. Sunbrite Cleanser......... 86,180
Emerson Drug Co...oovvvitine e 83,463
Servel, Inc...... .. . e 86,532
Ward Baking Co............. . i, 80,848
Richardson & Robbins........................ 79,823
Fels COouurnninn i e 78,493
Adam Hat Stores, Inc......................... 76,736
Larus & Brother Co......... ..., 71,436
Penn Tobacco Co.........c... v, 69,769
Musterole CoO...covivin i 69,216
Household Finance Corp.............. ... .. 67,770
Lambert Co....ooo vt i 67,320
Allis-Chalmers Manufacturing Co............. 67,236
C,F.Mueller Co...oooivvnviin i, 67,200
John Morrell & CO.....cvii i, 65,651
Signal Oil Co...cvvviniine i 61,921
H. Fendrich, Inc.......coviiiiiininnnnnn, 59,712
Horlick’s Malted Milk Corp.................. 58,632
Union Oil Co.iiiiiiniiiiin it 53,172

a. Bif Fly Spray-Glass Cleaner $5,148

b. Gas and Oil............... 48,024
American Rolling Mills Co.................... 52,962
Glass Container Association of America....... 51,155
Gilmore Oil CoO...vviviii i 49,652
Packer's Tar Soap, Inc...........coviiivun. .. 49,140
Canada Dry Ginger Ale, Inc................... 48,276
Wesson Oil & Snowdrift Corp................. 45,552
Benjamin Moore & CO.........c..cvvueoo... 42,924
Glidden CoOrpP..cvvvi e 42,078
Cardinet Candy Co........... ... . 35,032
Gallenkamp Stores Co...........ccovivn. ... 30,420
S & W Fine Foods, Inc.............ovvvinn .. 30,168

176
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1937,

(31) 321,295

74) 68,328
(44) 214,124
(46) 172,464
37 283,476

(54) 136,134
(14) 757,820
(64) 101,320

[CYR) 159,432
(60) 112,096
97) 30,228
(55) 133,674

(53) 143,836
(69) 75,919
(62) 107,248
72) 70,856
(68) 84,508
(81) 53,130

(41) 244,348
78) 58,344
(63) 102,336
(84) 47,304
(83) 49,512
89) 38,870
(21) 519,200
(30) 53,436

(88) 41,669

93) 35,796
(50) 148,902

(90) 38,528
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CBS POLITICAL ADVERTISERS, 1938

(All expenditures are gross card rates before discounts)

1. Haight for Governor of Califor- 17. California Volunteers........... 1,080
THA vevie e $7,050 18. No to Proposition No. 1 on Cali-
2. Merriam for Governor of Cali- fornia State Ballot........... 1,080
fornia ... 3,600 19. Paul A, Dever for Attorney Gen-
3. Thomas E. Dewey Non-Partisan eral of Massachusetts......... 1,050
Citizens Committee.......... 3,553 20, New York State Democratic
4, Banecroff Campaign Committee.. 3,255 Committee .................. 1,040
5. Democratic State Central Com- 21, Sheridan Downey.............. 720
mittee ... ..ol 3,240 22, New York State Republican
6. Hatfield for Governor of Cali- Women .......iiiiiiiiei. 595
fornia ......oviiiiiii 2,730  23. Massachusetts Republican Fi-
7. Massachusetts Voters’ Campaign nance Committee............. 465
Committee for Curley........ 2,375 24, O’Connor for Governor of Cali-
8. Richard Whitcomb for Governor fornia ........ ... 390
of Massachusetts............. 2,275  25. Preston for Senator of California 390
9. Campaign Committee for Elec- 26. Louise Ward Watkins for Senator
tion of Edward Corsi......... 2,030 of California................. 390
10, Albany County Democratic Com- 27. Federation Against Proposition
mittee . ...l 2,040 No. 25, i 360
11. William G. McAdoo for Senator. 1,850  28. Olson for Governor of California 360
12. New York State Republican 29. Ray L. Riley for Senator of Cali-
Committee .................. 1,760 fornia ..o, 360
13. Democratic State Committee of 30. Southern Californians, Inc...... 360
Massachusetts ............... 1,750  31. Massachusetts Republican State
14. Good Government Democrats of Committee .................. 350
California ......ooovvvuvunnn. 1,440  32. Leverett Saltonstall for Gov-
15. Earl Warren............co.o.. .. 1,440 ernor of Massachusetis....... 290
16. Independent Citizens’ Committee
for Election for Lehman and TOTAL ............cc..... $52,803
Poletti ........ ...l 1,190
MUTUAL POLITICAL ADVERTISERS, 1938
(All expenditures are gross card rates before discounts)
1. New York State Democratic 4. New York County Republican
Committee .........cooo..... $20,291 Committee ................ .- 938
9. John L. O'Brien Citizen’s Com- 5. No?e-ePansan Citizens’ Commit- 493
mittee ... 5064 O UiTTTrrrrorromerreoens
3. Democratic National Committee. 938 TOTAL .........covviinn.. $28,124
NBC POLITICAL ADVERTISERS, 1938
(All expenditures are gross card rates before discounts)
1. Thomas E. Dewey Non-Partisans 6. Merriam for Governor......... 3,096
Citizens’ Committee.......... $12,366 7. Statewide Council Against Single
2. Phillip Bancroft for U. S. Senate 8,784 Tax ..ot 1,824
3. Republican State Committee.... 4622 ° Hefl Warren for Atforney Gen-
4. Olson for Governor............ 3,320 9. Democratic State Committee. .. 1:769
5. William Gibbs McAdoo for U. S. 10. Democratic State Central Com-~
Senate ......iiiiiiiiiien.. 3,200 mittee ... ..o i 1,596
178
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NETWORK 1938 REVENUE BY INDUSTRY
CLASSIFICATION
NBC

Classification

Automotive ... ..
Building materials................. ... ...
Cigars, cigarettes and tobacco
Clothing and dry goods...................
Confectionery and soft drinks
Drugs and toilet goods....................
Financial and insurance...................
Foods and food beverages
Garden and fileld........ ... ... L.
House furniture and furnishings
Laundry soaps and cleansers..............
Lubricants, petroleum products and fuel. ..
Machinery, farm equipment and mechanical

supplies ... ... e
Paints and hardware.................. .. ..
Radios, phonographs and musical instru-

MEeNtS ... e
Schools and correspondence courses.......
Shoes and leather goods...................
Stationery and publishers
Travel and hotels
Wines and beers

Miscellaneous . .......oovveiiiinennnin..
Containers $51,155
Dog food..... 87,083
Political ..... ... ..ol 54,369
Poultry and dairy feed......... 15,852

Total Gross Number of % of 9% Change
Expenditures Advertisers Total Over 1937
$927,251 4 2.24% — 66.00%
56,162 2 13 — 76.20
3,286,786 7 7.93 + 91.47
76,736 1 .18 + 2.09
331,100 3 .80 --169.87
12,686,022 27 30.60 — 4.78
171,627 3 41 — 52.39
14,559,775 33 35.12 + 32.26
2,236 1 .01 — 57.00
743,407 6 1.79 +289.99
4,491,316 11 10.83 + 32.39
1,983,534 12 4,78 — 3.05
99,708 2 .24 +647.21
274,333 2 .66 — 22.58
955,705 2 2.30 — 25.05
6,912 1 .02 — 22.68
64,959 3 .16 — 6491
392,055 2 .95 — 10.40
19,364 1 .05 +321.87
125,232 1 .30 +115.84
208,459 4 .50 — 73.86
$41,462,679 *116 100.009% + 1.27%

#* This column totals to more than 116 because the products of a few advertisers fall

into two or more classifications. Politicals
CBS

Automotive ........... ... ... $2,976,346
Building materials............. 5,827
Confectionery and soft drinks.. 1,676,051
Drugs and toilet goods......... 5,773,504
Financial and insurance....... 214,143
Foods and food beverages...... 6,596,827
Jewelry and silverware........ 85,095
Lubricants and fuel............ 993,909
Machinery .................... 43,405
Radios .......ccooiviiiil, 237,875}
Shoes ..o 174,049
Soaps, house supplies.......... 3,077,079
Tobacco ....vvvereviennan.. 4,969,474
Travel coovviiiiiiiiiiinin 10,450
Wines, beer................... 192,750
Miscellaneous ................. 265,810
Political .................. . ... 52,803
TOTAL ......c.ovviinenen.. $27,345,397

1

not included.

MUTUAL

Automotive ...... ... ... ...
Building materials.............
Clothing and dry goods........
Confectionery and soft drinks..
Drugs and toilet goods.........
Foods and food beverages.....
Lubricants, petroleum and fuel.
Machinery and farm equipment
Shoes and leather goods
Soaps, house supplies..........
Stationery and publishers
Tobacco .......oeviinininannn.
Travel and hotels
Wines, beer
Political .............. .ol
Miscellaneous

TOTAL

80
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$871
68,215
5,880
9,030
954,334
627,661
55,455
24,130
29,353
55,793
78,616
524,209
5,061
Y,255
30,933
441,528

$2,920,324
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RANKING SPONSORS’ PERCENTAGE OF
NETWORK DOLLAR VOLUME

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

NBC,1936................... 4332% (7) CBS, 1936........ccvvvnnen 4717% (6)
NBC, 1937..........coovvnnn. 4910% (9) CBS, 1937............cooinn 51.47% (9)
NBC, 1938................... 51.06% (10) CBS, 1838...... ... .. ... .. 55.95% (10)

WHAT READER-LISTENERS PAID FOR RADIO,
MAGAZINES, NEWSPAPERS, AND FARM
PAPERS DURING 1938

Total money spent by readers in the purchase of magazine subscriptions
and single-copy sales. . ... ... ... $171,656,300*

251 Monthlies ... $99,260,107
47 Weeklies 45,330,327
18 Group Publications. ........................ 15,566,584
13 Semi-Monthlies ........... ... 9,195,791
16 Bi-Monthlies ........ ... .. oo 1,181,061

1 Daily ..o 655,839
4 Quarterlies ........ ... ... .o 208,813
3 Miscellaneous . ... .....ovviiiininnannann 157,755
1 Semi-Annual ...... ... . i § 74,653
2 Annuals . ... e 25,370
14 Free Publications.......................... ...
3 Groups, Data Missing...................... ......

118 Publications, Data Missing.................  ......
Total money spent by readers in the purchase of morning, evening, and

SUNday MEWSPAPEIS. ... ..ttt ettt tee ettt s $524,144,586 1
15,107,981 daily morning circulation at $8.24.... $139,587,744
24,463,858 daily evening circulation at $9.24.... 226,046,048
30,480,922 Sunday circulation at $5.20........... 158,500,794
Total money spent by readers in ithe purchase of farm papers............. $10,978,000%
87 Monthlies ........c. it i, $6,528,520
22 Bi-Weeklies . ... 2,003,605
14 Weeklies . ...t 1,481,206
17 Semi-Monthlies ................ ... . ...... 474,215
5 Dailies .« 341,223
2 Semi-Weeklies ........ ... ..o il 106,903
1 Bi-Monthly ......... 42,328

8 Free Publications
32 Publications, Data Missing.................. ... ...
Total money spent by listeners in the purchase, operation, repair and

upkeep of radiosets. ......... ... .. $505,000,000%*
New set sales. .. ..o i $210,000,000
Repair Services........ooieieeiniininaann 60,000,000
Use of electricity and cost of batteries.......... 150,000,000
Parts and supplies used in repairs.............. 45,000,000
DS & et v e e et e e 40,000,000

* Compiled from the January, 1939, Magazine and Farm Paper Section of Standard
Rate & Data Serwvice. Circulation figures therein pertain generally to the Spring of 1938.

t Aggregate morning, evening and Sunday newspaper circulation figures supplied
through the courtesy of Editor & Publisher. They pertain to Dec. 31, 1938.

#* Data supplied by Dr. Orestes H. Caldwell, editor of Radio Today.
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AGENCIES

COMPARATIVE AGENCY SPENDING: 1938
(With CBS, Mutual and NBC)

It should be noted that at the foot of this compilation are figures indicating the lead-
ing agencies’ total spending, plus the percentage which this spending represents as
against total network gross revenue. The figures for 1937 include three agencies not
appearing in the 1937 column: Neisser-Myerhoff, Inc., Maxon, Inc., and Roche, Williams
& Cunnyngham, Inc. The figures for 1936 include four agencies mot appearing in the
1936 column: Hutchins Advertising Co., Inc., Paris & Peart, Campbell-Ewald Co., and
Roche, Williams & Cunnyngham, Inc. .

Ward Wheelock Co—marked with an asterisk in the 1938 column—in previous
years was listed as F. Wallis Armstrong Co.

AGENCY 1938 1937 1936
1. Blackett-Sample-Hummert ... $9,093,125 (1) $7,293,490 (1) $6,294,641
2. J. Walter Thompson Co....... 5,320,608 (3) 5,283,134 (3) 5,148,557
3. Young & Rubicam, Inc........ 5,093,640 (4) 3,821,010 (7) 2,330,114
4. Benton & Bowles, Inc......... 4,800,399 (5) 3,634,240 (6) 2,419,182
5. Lord & Thomas............... 4,791,586 (2) 5,549,195 (2) 5,613,774
6. Ruthrauff & Ryan, Inc........ 4,015,959 (6) 3,407,886 (11) 1,310,180
7. Compton Advertising, Inc..... 3,107,788 (7) 3,001,600 (8) 2,018,344
8. Ward Wheelock Co.*:......... 2,258,425 (16) 1,128,540 (12) 1,256,154
9. Newell-Emmett Co............ 1,693,314 (9) 1,951,261 (14) 1,194,705

10. Batten, Barton, Durstine &

Osborn .........ccoevvuuin. 1,588,554 (10) 1,801,696 (5) 2,738,222

11. Pedlar & Ryan, Inc............ 1,588,185 Not among 20 first spenders.
12. Lennen & Mitchell, Inc........ 1,500,635 (13) 1,380,063 (18) 843,711
13. N. W. Ayer & Son............ 1,397,535 (8) 2,842,215 (4) 3,276,155
14, Wade Adv. Agency............ 1,383,741 (12) 1,457,470 (13) 1,220,132

15. H. W. Kastor & Sons.......... 1,245,302 Not among 20 first spenders.
16. Gardner Advertising Co....... 1,109,681 (19) 928,326 Not among 20.
17. Erwin, Wasey & Co........... 1,105,072 2m 920,263 (10) 1,567,014
18. William Esty & Co............ 1,096,359 17y 1,033,263 (15) 1,166,123

19. Biow Co.....ovviviinnnnn.. .. 1,081,115 Not among 20 first spenders.
20. Stack-Goble .................. 1,007,060 (11) 1,495,307 9) 1,586,843
Total .......coiiiiiii... $54,278,083 $50,267,217 $43,393,742

Portion of total network gross reve-

NUE tvitt i iieiaaanan., 75.7% 72.2% 72.1%
CBS GROSS BILLINGS TO AGENCIES: 1938
(With same agencies’ 1937 rank and expenditures)

1938. —1937———
1. Ruthrauff & Ryan, Inc............................. $3,359,373 (1) $3,243,443
2. Benton & Bowles, Inc......................... ..., 3,298,840 2) 2,433,779
3. Young & Rubicam, Inc.................. ..., 2,405,105 9 990,428
4. Blackett-Sample-Hummert, Inc.................... 2,057,048 «3) 2,052,412
5. Lord & ThOmas.......ouoviretiiune ., 1,662,262 6) 1,671,007
6. Newell-Emmett Co.,, InC...........oovviiiiven.. .. 1,118,355 (5) 1,806,541
7. William BEsty & Co.vvvrvie i 1,081,013 (11) 942,162

www.americanradiohistorv.com


www.americanradiohistory.com

WwWww.americanradiohistorv.com


www.americanradiohistory.com

CBS AGENCY BILLINGS—Continued

1938. ———193% ———

70. C. Ellsworth Wylie.. ... ... .. . i 1,950 e e
71, R. H. Alber CO....oii i 1,500 e e
72. Kelly, Nason & Winsten. .......... ... 1,190 e e
73. Larsen & Aurrecoechea..............c.coviiennn. . 1,080 F N
74, Fishler, Zealand & Co., Inc....................... 1,040 e
75. Mason L. Ham, Advertising....................... 815 e e
76. James R. Lunke...........c. o 360 e e
76. Ray Davidson ..........cuvereiiiiiiiiinan 360 e e
78. C. Brewer Smith Adv. Agency..................... 290 el e
No Agency (Billed Direct).......ccoovvieieneno... 2,675 e e
Totals (78 Agencies and Direct)................ $27,345,397 #$28,722,118

* Sixty-six Agencies.

MUTUAL GROSS BILLINGS TO AGENCIES: 1938

(With same agencies’ 1937 rank and expenditures)

1938. ————1931———

1. Erwin, Wasey & Co............ ..o, $397,393 (1 $224,611.03

2. Ivey & Ellington, Inc....... ... . ... . .. 259,436 e e

3. Ruthrauff & Ryan, Inc......... ... .. ... ... ... ... 244,411 { 4) 125,573.00

4, R, H. Alber & CoO.ovrrnii it e 182,842 ( 6) 96,556.05

5. Young & Rubicam, Inc............................ 182,574 (15) 57,902.40

6. Blackett-Sample-Hummert, Inc.................... 137,492 (3) 154,410.70

7. Franklin Bruck Adv. Co............cc.ooviiiaa 110,926 (5 98,633.00

8. Lennen & Mitchell, Inc..............ciiivii s 99,948 e e

9. Redfield-Johnstone, Inc............ccoiveiiiinns 98,805 21) 32,466.00

10. Kelly, Stuhlman & Zahrndt....................... 94,034 (12) 69,063.90
11, Biow Co., INC...uutiii e 91,071 (38) 7,858.32
12. J. Walter Thompson CO....ooivtiiiinnaiinannnn, 87,450 (13) 67,727.00
13, Critchfield & Co....ovvve e 82,473 (46) 4,100.00
14, Russel M. Seeds Co...oiviiiini i, 75,615 (31) 12,720.00
153, Albert M. ROSS. ... ovetr i et e 72,019 (16) 54,731.00
16. Lambert & Feasley, InC. ... ...t 58,108 e e
17. Scholts Adv. ABeNCY . ... i 53,742 a7 46,410.66
18. Lord & Thomas......coieiiimmniaaunnraenee... 49,217 41) 5,600.00
19, N. W. Ayer & Son, InC. ..o 46,844 (28) 16,720.00
20. Cecil, Warwick & Legler.........cccuuniinniin. 41,958 (23) 28,586.50
21. Rohrabaugh & Gibson............................ 38,257 e e
22. Roche, Williams & (Cunnyngham, Inec............ 31,721 (19) 40,030.80
23. Badger & Browning.........c.cc.oeiiiiiiiiiiie, 29,353 (34) *12,003.75
24, Kleppner Co., Inc.... .o i it i, 28,750 e e
25, Batten, Barton, Durstine & Osborn, Inc............ 27,221 9) 88,207.90
26. H. M. Kiesewetter Advertising Agency, Inc........ 26,926 (14) 63,817.56
27. Brooke, Smith, French & Dorrance................ 23,754 2) 224,228.71
28. Emil Reinhardt.............. ... ... ... ... . ... 22,008 e e
29, Rocke Productions, Inc.............c..ccviuvion.. 20,412 (49) 3,288.00
30. Flack Adv. ABeNnCY........ooiiuiiiniannnann .. 20,360 e e
31. Fishler, Zealand & CO................ci v .. 20,291 (42) 5,072.00
32. Lawrence C, Gumbinner,......................... 18,954 e e
33. Kenyon & Eckhardt, Inc.......................... 17,517 ... ..
34. Sterling Adv, ABency.........oouiiiin. 14,297 e e
35, Wm. Esty & Covvvinnnnnni i 11,700 (8 91,101.00
36. Weston-Barnett, Inc........ ... ... ... . ... ..., 10,543 (48) 3,744.00
37. Gardner Advertising Co.......................... 10,400 e e
38, Small & Seiffer........ ... . e, 10,050 (47) 4,050.00
39. Buchanan & Co.......co i 9,840 e e

* Listed in 1937 as Badger, Browning & Hersey.
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825 NETWORK, NATIONAL SPOT AND REGIONAL
RADIO ACCOUNTS

Compiled Under the Supervision of

ELLEN L. DAVIS
Associate Editor, Variety Radio Directory

Note: These sponsors and/or accounts are a cross-index of the agency infor-
mation presented in the section immediately following this list. They do not
include all network, national spot and regional accounts noted on the books of
the industry from June 1, 1938, to June 1, 1939, but only that portion of them
placed by the agencies on whom the DirReECTORY was able to obtain information.

1t should also be borne in mind that inasmuch as information was obtained
on network business from both networks and agencies, a difference in the num-
ber of network stations accredited each account in various sections of this book
occurs frequently. While this difference is not large, it is recognized by the
editors, and herewith explained as being due to differences in time of gathering
information, as well as differences in source of information.

No local accounts occur in this listing.

Sponseor Agency Time Purchases
A& OCO. . et J. Carson Brantley.......... ... . ...oovaan. 2 A
Absorene MEg.......oviiiriiiiiniine, Ross-Gould .......viiiiiii i 31 A
Acme Breweries...........c.oeiininee Emil Brisacher & Staft.............. 1 News; 6 A
Acme White Lead & Color Works

(Paint Produets, Lin-X).......... ... Henri, Hurst & McDonald............... 31 NBC
Adam Hat Stores.........ovviiiiinaes Glicksman Advertising. ...53 NBC, Boxing Bouts
Aero Industries Technical Institute..... Critchfield & Co..................... 13 P & 5M
Air Conditioning Training Corp........ Weill & Wilkins.............o oot 49 P
Alber Bros. Milling (Cereals).......... Erwin, Wasey...ovveeiieiinenieinaeennens 5 NBC
Alkine Laboratories (Flem-O-Lyn '

Cough Medicine). .....coviiiiennnns .Charles Dallas Reach................. 9 A & 56M
Allis-Chalmers ........cccvievunvesan . Bert S, Gittins......... 36 NBC; 21 P; 16 Special

Events; 10 A; 2 Texas Quality Network; 2
News; one 5M

Allis~Chalmers ..........cooveeenn ....Russel M. Seeds............cvvenuiinen 4 Mutual

Alvinorr Products.................... . Ardiel Advertising Agency.................. 3 A

American Airlines................ .0 . Ruthrauff & Ryan..Spot; number of stations not
listed

American Automobile Assn............ Henry J. Kaufman........ ... .ooiiviiiiiannn 2 A

American Bakeries (Merita Bread,

Cake, Crackers)........c..vevinennnn Tucker Wayne. ... ... iiiiiiiieinnaannnn 24 P
American Bird Products................ Weston-Barnett. ...................... 15 Mutual
American Brewing............c.oviivn, Hughes, Wolff. ... i it TA
American-Chiffon Hoslery.............. First United Broadeasters................... 7TA
American Cigarette & Cigar (Pall

Mall) vttt i e e Young & Rubicam.............. 50 NBC; 56 CBS
American Institute of Meritism........ Darwin H. Clark.......... 4 Mutual, Don Lee; 1 A
American Life & Accident Insurance.. Kelly, Stuhlman & Zahrndt................. 3B P
American Molasses..............oo... Charles W, Hoyt. ......cov i, 2P
American Oil. ... ..ot iiienennns Joseph Katz..........cooviu. 42 CBS; 1 News
American Pop Corn Co................ Coolidge Advertising....................... 60 P

Key: All numerals (except 5M, which signifies five-minute programs) indicate num-
ber of stations purchased. NBC, CBS, and Mutual indicate the three major networks,
A = announcements. P = full-length programs. CBC = Canadian Broadcasting Corp.
PP = participating program.
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825 RADIO ACCOUNTS—Continued

Sponsor Agency Time Purchases
Campbell Soup (Soup, Tomato Juice,
Baked Beans).......o.cevvinviiiiiinn Ward Wheelock. .., .86 CBS; 85 CBS; successively
48 NBC and 53 CBS; 39 NBC; 3 News
Canada Dry Ginger Ale................ J. M. Mathes.............oo il 77 NBC
Canada Packers, Ltd................... Cockfield, Brown..............ccoiiiinnnn.. 4 5M
Canadian Marconi Co.................. Cockfield, Brown.........coviviiniannann.. 35 A
Canadian Pacific Railway.............. Stevenson & Scoti......... ... ool 5P
Candicod (Vitamins).................., Peck Advertising.............. ..o 8 A
Capudine Chemical Co................. Dillard Jacobs. ... 7 A
Cardinet Candy Co..................... Tomaschke-Elliott.......... 7 to 11 NBC; 10 CBS
Carnation Co.......... ... v Erwin, Wasey.................. 59 NBC; 1 P; 1P
Carolina Beverage Corp................ J. Carson Brantley.............cooviiinin, 5 A
Carter Coal.....................cco..u, Ralph H. Jones.............oveiiviininn.s 4P
Certified Auto Service................. Rufus Rhoades. ..., 2 A
Challenge Cream & Butter Assn........ Emil Brisacher & Staff...................... 5 A
Chamberlain Laboratories............. John H. Dunham....CBS; number of stations not
listed
Chanticler Inn (Taverns)............... Hammer Advertising Agency................ 4 A
Chappel Bros. (Ken-L-Ration Prod-

ucts) C. Wendel Muench..................... 17P; 5 A
Dr. Chase Medicine Co................. Ardiel Advertising Agency...... ... ... 16 A
Chateau Martin Wine................. Austin & Spector............... 2 P; 2 News; 2 A
Chattanooga Medicine Co............. .J. Carson Brantley.......... .o 1P, 2 A
Cherry Park (Amusements)............ Hammer Advertising Agency................ 7TA
Chesebrough Mfg. (Vaseline Products)..McCann-Erickson............oooivuiiin, 60 CBS
S. W. Chevrolet Dealers. ............... Tracy-Locke-Dawson........... 8 Dixie Network
Chocolate Produets Co................. McCord Co...v it 5P;1A;15M
Christian Science Committee........... Fairall & Co..oovviin i 5P
Christmas Club........................ Brooke, Smith, French & Dorrance......... 43 A
Chrysler COrp..........cciveeeinveiin. J. Stirling Getchell........................ 126 A
Chrysler Corp. (Chrysler, DeSoto,

Dodge, Plymouth)................... Ruthrauff & Ryan...........covevievnn.. 92 CBS
Cities Service (Petroleum Products)....Lord & Thomas.................. ... 54 NBC
Clay Equipment Co.................... Weston-Barnett. . ... ... ... ... . oL 5 A
Clearwater Chamber of Commerce. ..., Griffith Advertising Agency................. 5 A
Cluett, Peabody....................... Cockfield, Brown.................. 6 A (Canada)
Cluett, Peabody (Sanforizing Division).Young & Rubicam........................... 8 P
Coast-to-Coast Stores.................. MceCord CO. vt i 22 A
Coca-Cola Co........................ D’Arcy Advertising................ 94 CBS; 150 P
Cold Springs Brewing................. Harry M. Frost....... ..o, 4 A
Colgate-Palmolive-Peet (Colgate Dental

Cream) .........iiiiiii e Benton & Bowles........... .o 59 CBS
Colgate-Palmolive-Peet (Colgate Tooth-

powder) ......... ... ... . Benton & Bowles-Chicago............... 26 CBS
Colgate - Palmolive - Peet (Palmolive

‘Shave Cream)....................... Benton & Bowles........... ..ot 46 CBS
Colgate - Palmolive - Peet  (Palmolive "

S08P) e e Benton & Bowles. ... ..cooviiiinnennn.. 73 CBS
Colgate-Palmolive-Peet (Super Suds)..Benton & Bowles. .........couviiinn.. . 73 CBS
Colgate-Palmolive-Peet (Vel).......... Benton & Bowles-Chicago................... 4 A
Colman’s Mustard...................... J. Walter ThompsOm. ... ovvvernerennenanreen, 3 A
Colonial Bread......................... Fairall & Co.vevvei it 4P
Colonial Steamship Line............... Albert Frank-Guenther Law................ 3 A
Colt Shoes, Inc...................0.... Broadcast Advertising....................... 4 A
Compagnie Parisienne................. Northwest Radio Advertising.............. 75 5M
Commercial Solvents (Norway Anti- ! i ‘ '

Freeze) ... Maxon, INC....viuit i e 40 A
Condon Bros.......................... Cramer-Krasselt ... .. ... . il TP
Congress Cigars........................ Marschalk & Pratt............... 1 A; 1 Baseball
C. E. Conkey (Feeds).................. Rogers & Smith. ..ot 8 A
Conrad Fur Co...ovviviiniiniivennnn, McCord Co.ovnvininiiiiiiii i TPTA
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825 RADIO ACCOUNTS—Continued

Sponsor Agency Time Purchases
Consolidated Cigar Co.........ooviinas Erwin, Wasey............... 1 P; one 5M; 1 News
Conti Products........... .o it Bermingham, Castleman & Pierce........... 3 A
Continental Baking (Wonder Bread,

Hostess Cake) ..o iverrnirnernnnannn .Benton & Bowles................ 48 CBS; 43 CBS
Thos. Cook & Sons-Wagon-Lits (Travel).Newell-Emmett............c.ooioiienan 20 NBC
Cooper & Cooper (Automatic Stokers)..Leighton & Nelson.............coooievien 1A
Coward Shoe Co.vvvvviviivinnnns, .Inselbuch Broadcasting.......... ... ....o0o0d 4P
Cranberry Canners........ceeeveaceens Harry M., Frost........... 7 A, Yankee Network;

68 News; 3 A
Crowell Publishing..........coviueoe. MeCann-Erickson., . ... oovv i iienas 31 P
Crowell Publishing (Woman s Home

Companion) .......ceeviiinennniannna. Geyer, Cornell & Newell. . ... ... ... .. ... 22 P
Crown Diamond Paint................. Benison Co..vevitir i 10 A
Cudahy Packing (Old Dutch Cleanser). Roche, Williams & Cunnyngham........ 18 CBS;

2 Mutual
Cummer Products (Energine)......... JStack-Goble, ... i 23 NBC
Cummer Products (Molle).............. Stack-Goble.................. .. 34 NBC; 53 NBC
Curtice Bros. (Tomato Julce).......... N. W. Ayer...7 PP, Yankee Network; 1 PP; 1 PP
Dairy Association Co.................. Hays Advertising.............. .. ..cvceiin, 2P
Dairymen’s League Cooperative Assn.

(Ice Cream, Milk)..........coounn., Barlow Advertising............civiiiiineinn. 4P
John B. Daniel Co. (Cough Syrup)..... Groves-Keen ........o.oiiiiiiiiiiiiiiiin 4 A
R. B. Davis (Baking Powder).......... Charles W. Hoyt. .16 Yankee Network plus WGY
R. B. Davis (Cocomalt)................ J.M, Mathes, .....ooovi it 18 A
R. B. Davis (Cocomalt)................. Ruthrauff & Ryafi....oovuiieeriuenneeninn 39 CBS
Daytona Beach Chamber of Commerce. Griffith Advertising Agency..........c....... 3 A
DeForest Training (Correspondence

COUISES) wvvitirirroiereerennennnnnns Presba, Fellers & Presba
Delaware, Lackawanna & Western Coal

(Blue Coal).u.vvurerininiinareinnens , Ruthrauff & Ryan........

R. U. Delephena (Hartley’s Marmalade),Gotham Advertising

Denalan Co.uvutvuenren coreeneeonnnnns Rufus Rhoades...... .

Derwood Mills. ...c.vniiiiiiiiniennnes JHenry J, Kaufman. ............cooiivunn.n..

Detroit Creamery....oo.voevereeeaens ..N. W, Ayer...9 P, Michigan Radio Network plus
WSPD; 9 5M, Michigan Radio Network; 4 Cut-
ins; 6 A

Diamond Ginger Ale............c.o..uun F. W, Prelle......ooii i 8 A

Direct Merchandising Companies....... Benison CO........ii i e 8 A

Dixie Brewing....c..ocoviivinnivininns JFitzgerald Advertising Agency.......3 A, Sports
Review, Baseball Scores

D’Jimas Reliable Fur Co.......vuun... Leighton & Nelson............ 1 VWeather Reports

Dodge MOTOTS. cvvneirrrreirenereennenn .Ruthrauff & Ryan...... Sports, News; number of
stations not listed

Grace Donahue, Inc. (Cosmetics)....... Redfield~-Johnstone ................. ... ... 3 A

W. L. Douglas Shoe Co................ N W, Ayl i eiiee it iiinrinnnns 2P;2 A

Doyle Packing (Strongheart Dog Food).Charles Dallas Reach...... 6 A, Yankee Network

Drackett Co. (Drano, Windex).......... Ralph H.Jones..........ccvvviiineinnn.. 20 NBC

Duart Mfg. (Creme of Milk Face Cream.

Lotion, Lipstick).................... Erwin, Wasey....coviiiiiiiinnirianinnn. 7 CBS
Dugan Bros. (Baked Goods).......... Charles Dallas Reach. .............cvveinnn., 2P
Duke Power CO..c.vvvvinvnnnnnen. ...J. Carson Brantley.................. 7 P; 1 News
Duncan Coffee (Admiration Coffee). ... Steele Advertising Agency........ 23 Texas State

Network; TA; 1P
Duncan Coffee (Bright & Early Coffee)..Steele Advertising Agency...... 3 Texas Quality
Network plus KNOW; 2 A
Dunhill Cigarettes..................... Biow Co.uvvnvriiii i 3 Mutual
Dunn & McCarthy (Shoes)............ Marschalk & Pratt........................ 100 A

Key: All numerals (except 5M, which signifies five-minute programs) indicate num-
ber of stations purchased. NBC, CBS, and Mutual indicate the three major networks.
A = announcements. P = full-length programs, CBC = Canadian Broadcasting Corp.
PP = participating program.
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825 RADIO ACCOUNTS—Continued

Sponsor Agency Time Purchases
Kolynos Toothpaste.................... Blackett-Sample-Hummert. .. ... 31 CBS; 38 NBC
Pacific; 7 Yankee and NBC New England Net-

works; 11 P; 1 P; 1 Baseball News
Kraft-Phenix Cheese (Cheese, Salad

Dressing) «....oooiiiiiiiiiiiii, J. Walter Thompson................ 87 NBC; 1 P

Kraft-Phenix Cheese (Parkay).........Needham, Louis & Brorby....36 A; 26 cut-in A
on Kraft Music Hall; 1 P

Kreml ..... ..o o i i Erwin, Wasey........c.iiiiiiienniiniaeiins 1P
Krim Ko, ... Benison CO. ..ot 8 A
Kroger Grocery & Baking............. Ralph H. Jones. . ... viiivii s 21 P
Kruschen Salts........................ Stack-Goble. ... .. o 10 P
Lady Esther (Cosmetics)............... Pedlar & Ryan.................. 52 NBC; 49 CBS
Lambert Pharmacal (Listerine)........ Lambert & Feasley.................... 5 Mutual
Lambert Pharmacal (Listerine Products,

Prophylactic Brushes)............... Lambert & Feasley..................o0 52 CBS
Lambert Pharmacal (Listerine Tooth-

PASEE) L. e Raymond R. Morgan........................ 3P
Lamont Corliss (Nestle’s FEverready

COCOA) et Warwick & Legler. ...................... 2 NBC
Lamont Corliss (Nestle’'s Everready

COC0A) vttt e e, Cecil & Presbrey..........cooiiiii. 2 NBC
Lamont Corliss (Hot Nestle’s).......... Cecil & Presbrey..........cocooovnnn 1 PP; 1 PP
Lamont Corliss (Pond’s)............... J. Walter Thompson........ 34 NBC; 13 NBC PP
Langendorf Bakeries (Holsum Bread)...Leon Livingston............... ... ..o 1P
Langendorf Bakeries (Homestead

Bread) ....... ... il Leon Livingston............. ... ... .. ... 1P
Langendort Bakeries (Langendort

Bread) ........ i, Leon Livingston.................... 20 P & News
Larus & Bro. (Edgeworth Tobacco,

Domino Cigarettes).................. Warwick & Legler.......... Hockey, 10 Colonial

Network; 12 A; 1 Baseball

La Touraine Coffee Co................. Ingalls Advertising.................. 10 A & PP
Lea & Perrins (Worcestershire Sauce)...Schwimmer & Scott........................ 30 A
Frank H. Lee (Hats)................... Bermingham, Castleman & Pierce........... 1P
Wm. W. Lee & Co. (Cold Remedy)..... Leighton & Nelson. .............c..covnninn 3P
Thomas Leeming (Baume Bengue).... Willlam Esty................... ... . ...... 70 A
Thos. Leeming (Baume Bengue)...... Willlam Esty.. ... oo 2 Mutual
Lehn & Fink (Hinds Honey & Almond

Cream) .. ..oiiii i i Willlam Esty. ... e 50 A
Lever Bros. (Lifebuoy)................ J. Walter Thompson............ 91 CBS; 86 CBS
Lever Bros. (Lux Flakes, Toilet Soap)..Ruthrauff & Ryan....... 60 CBS; 65 CBS; 56 CBS
Lever Bros. (Rinso)................... Ruthrauff & Ryan.................ouon 60 CBS
Levin Furniture Co................... McCord CO. .o 7 A
Lewis-Howe (Tums)................... H. W. Kastor.. ......... 22 and 29 NBC; 43 NBC
Liebmann Breweries (Rheingold Beer),Lord & Thomas. .....vveveeeienronn. 14 p; 1 PP

Liggett & Myers (Chesterfields)....... Newell-Emmett. ... 102 ‘CBS; 96 CBS; 51 NBC;

75 NBC; 96 CBS

Liguid Veneer Corp. (Polish).......... Ellis Advertising... .....coo i iierinnenion. 2 A
Little Crow Milling (Coco-Wheats, Pan-

cake Flour)......................... Rogers & Smith............ ... .. il 14 P
Long Island Outfitting Co.............. Peck Advertising.......... ..o i s 6 A
Look Magazine.................oovuue.n Allen, Heaton & McDonald.............. 1 News
Look Magazine.......................o. Austin & Spector. ... 2 News
Look Magazine......................... Critchfield & Co.......... ..ol 1P
Look Magazine..................c.ou.. Fairall & Co..... 16 A, Yankee Network; 1 News
Look Magazine........cciciiivivninnnn Placed direct........... .. ..o L 3 News
Loose-Wiles Biscuit Co................ Newell-Emmett......5 NBC Pacific; News, 10

Yankee Network plus 5 Spot; 1 PP; 1 Time
Signals; 2 News; 1 P

P. Lorillard (Old Golds)............... Lennen & Mitchell...... Successively 78 CBS and
108 NBC; 1 Hockey; 2 Baseball

P. Lorillard (Sensation Cigarettes)....Lennen & Mitchell........... 72 Mutual and Spot
196
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