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NETWORK RADIO completely covers

the country. It is big . . . bigger than ever.

People listen to their radios in fabulous numbers—
they listen by the millions.

Just how many millions of listeners there are . . .

where they are located and to what station or

network they listen has been determined

by radio’s own Census taker,

the BROADCAST MEASUREMENT BUREAU.

The final network findings of Study No. 2,

recently released, offer national advertisers

the most comprehensive data on network audiences.

This study is the result of over 350,000 returned ballots,
the largest survey samplé in advertising history—

thus BMB actually reported reliable

audience totals for every county in the country.

Prepﬁred for national advertisers
by the NATIONAL BROADCASTING COMPANY
from BMB Study No. 2 made in the Spring of 1949.



This booklet presents advertisers with a comparison

of the four major networks. According to an independent
research spot check, 909 of agency time buyers

use BMB as their basic source of information in
comparing network circulation.

This booklet will also serve as a basis for comparing

network radio with other media.

Throughout BMB Study No. 2, One fact stands out . . .

BMB results show that more families—more people—
listen more often to NBC. The total weekly audience
listening to the NBC network is 30,771,450 families
during the day and 32,772,490 families at night.

That’s 1,601,570 families more than the daytime audience
and 2,526,630 families more than the

nighttime audience of the second network. In fact. ..
NBC’S total weekly DAYTIME audience is larger

than any other network’s NIGHTTIME audience.
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The greater the intensity of

“network radio listening (the more days 1

or nights a week they listen), : 1

the greater is NBC's relative superiority :

-

over the next network.
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FREQUENCY OF LISTENING

Listening 1 or more Days (or Nights) per week — Total Weekly Audience

Full Network Audience Comparison

DAYTIME NIGHTTIME

Nefwork Fomjliss W’e:il: el Miproral romifies w;:il: fAl:.r.:ia:nce Al llr
NBC 30,771,450 100 783 32,772,490 100 834
Network B 29,169,880 100 74.3 30,245,860 100 77.0
Network C 25,552,500 100 65.1 24,893,720 100 634
Network D 23,246,500 100 59.2 21,145,870 100 53.8

Listening 3 to 7 Days (or Nights) per Week

 DAYTIME NIGHTTIME
Netwerk - L amiliex w.,ZL; 'L"Ja‘i'm e °§J.',;;§;s* Fomiies we:if;farﬁznce nuZ?oO;a(:.}ilsi'eg*
NBC 26,099,540 84.8 66.4 26,520,910 80.9 67.5
Network B 24,259,620 83.2 61.8 24,158,320 799 61.5
Network C ‘ 20,240,880 79.2 51.5 17,626,340 70.8 44.9
Network D 17,936,420 77.2 45.7 14,822,060 70.1 37.7

Listening 6 to 7 Days (or Nights) per Week

DAYTIME NIGHTTIME

Netwisk Fomilies Weﬁ!;f::;?e,nm Raz?ooF':'l-lifi‘es* Rowilios mﬁ:; ‘Aruc:;'nce nuZ:; °;a'.ﬁ:§;,*
NBC 18,506,130 60.1 47.1 16,635,600 50.8 423
Network B 16,717,170 57.3 42.6 14,915,840 49.3 38.0 .
Network C 12,770,710 50.0 325 9,468,640 38.0 24.1
Network D 11,442,760 49.2 29.1 8,357,500 39.5 213

*As of Junuary 1, 1949 when there where 39,281,230 Total U. 5. Radio Families.
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"NBC AUDIENCE ADVANTAGES

NBC’s Advantage in

DAYTIME

No. of Families .

Listening 1 or more Days (o

% Advantage

NIGHTTIME
NBC’s Advantage in

No. of Families

r Nights) per week — Total Weekly Aud

% Advantage

1
i | Network C

‘ : Network B

Network B T 1,601,570 5% 2,526,630 8%
5,218,930 20 7,878,770 32
Network D t 7,524,950 32 11,626,620 55
Listening 3 to 7 Days (or Nights) per Week
Network B 1,839,920 8% 2,362,590 10%
Network C 5,858,660 29 8,894,570 51
Network D 8.163,130° ~ | a6~ 11,698,850 79
: Lisienir:{g 6 |§ 7. Dc:ys (or Nights) per Week
1,788,960 1% . 1,719,760 12%
Network C 5,735,420 45 1 7,166,960 76
Network D 7,063,370 62 E 8,278,100 99
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*Listening Levels refer to the percent (by counties) of Total Radio Families listening one or more days or
nights a week. Under Listening Frequency, 1-7 refers to BMB Total Weekly Audience.

JNILIHSDIN

*Listening Levels refer to the percent (by counties) of Total Radio Families listening one or more days or
nights a week. Under Listening Frequency, 1-7 refers to BMB Total Weekly Audience.
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NETWORK ANALYSIS OF COUNTY UNHF-WINS |/

NIGHTTIME WINS

'DAYTIME WINS

Number of U, §. % of U. S. Number _9!_ US /% of U. §.",
Network County Units County Units County Units ——_.._[County Units
NBC, 1,459 47.1% 1/884 60.8%
Network B 884 285 848 27.4
Network'C 365 1.8 220 7.1
Network D 347 Mg 121 3.9
NBC Ties 29 0.9 22 0.7
Other Ties 14 _. 0.5 3 0.1
TOTAL 3,098 100.0% 3,098 100.0%

NETWORK WINS [IN 121* CITIES OF 100,000 POPULATION OR OVER

NIGHTTIME
RS Number of Cities % of Total Number of Cities % of Total
\ NBC ™ 50 41% 66 54%
\Network B 42 35 ki 34
Network C 17 5 7 6
Ne-hngork D 3 2 1 1
NBC Ties 6 5 6 5
Other Ties, T 2 0 -
TOTAL 12] 100% 121 100%

NETWQRK \iﬂNS IN 184* METROPOLITAN COUNTY AREAS

FREHE&?N"E‘Y““&&DAvnME LISTENING

o,

FRE:QUENCY OF NIGHTTIME LISTENING

3-7 Weekly

Total

Total Weekly f 6-7 Weekly Weekly 3-7 Weekly. 6-7 Weekly”~
Network I Number| % | Number| “%_ | Number| % | Number| —% | Number | % | Number|/ %
NBC 80 | 44% | 82 | as% | Ba | 4% 109 | 59% | 107 | 58% | 95| 52%
NetwbrkB | 65 | 35 | 68 | 37 66 | 36 || s8 a2t | &1 |33 | a6
NetworkC | 31 | 17 29 |15 L awliis N1e ] 9| | 12 ] 7 17 | 9
NetworkD| 6 | 3—| 51 3 A BT T T R s f 3
NBC Ties 20 - | = - = s } ' sl
Other Ties — — — — - | - 1 - | N 1 e
TOTAL 184 [100% | 184 [100% | 184 |100% | 184 |100% | 184 |100% | 184 |100%

*The 121 Cities and the 184 Metropolitan County Areas are those Iisi.od in the

Sales Management “Survey of Buying Power” dated May 10, 1950,
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DAYTIME

'NETWORK/ AUDIENCES IN/ THE J. WALTER THOMPSON MARKETS /

Market BMB 1949 TOTAL WEEKLY 3-7 DAYS 6-7DAYS
Network Radio/Families % Avdience % Avdience % __Audience
Metropolitan | 21,521,810 N i
NBC | 78 16,800,570 65 13,988,850 44 9,438,640
Network B 77 16,660,480 64 13,740,690 43 9,216,520
Network C 70 15,111,880 [~ 55 11,757,700 33 7,075,320
Network D 1. 63 13,469,970 47 | 10,027,710 28 5,965,620
Other Urban 6,241,720 :
NBC 1 76| 4,757,870 65 4,054,020 a7 ' | 2,943,280
Network B 70 4,357,030 58 3,615,760 41 12,553,250
Network € 64 3,961,950 52 3,238,660 36 2,225,650
Network D 62 3,839,700 50 3,118,730 35 2,202,410
Rural 11,517,700 | ;
NBC | 80 9,213,010 70 8,056,670 53 6,124,210
Network B 71 8,152,370 60 6,903,170 43 4,947,400
Network C 56 6,478,690 \ | 46 5,244,520 |30 3,469,740
Network D 52 5,936,830 42 4,789,980 | /28" 3,274,730
NIGHTTIME
Market BMB 1949 TOTAL WEEKLY 3 -7 NIGHTS . 6-7 'NI'GHTS_ /
Network Radio Families | % Avdience % 'Ayd'ienco % Avudience
Metropolitan 21,521,810 e
NBC 86 18,462,700 70 _{” 15,161,880 44 9,400,730
Network B 84 18,011,030 68~ | 14,680,810 | 42 9,118,630
Network C 75 16,139,550 54 11,638,530 | | 28 6,102,130
Network B 64 13,740,660 |/ 44 9,523,460 | | 24 5,168,670
~—OtherUrban |} 6,241,720
NBC TR 81 5,059,700, | 65 4,058,200 41 2,556,950
T~ Netwprk B| N 72 4,465,020\ | 56 3,488,930 | 35 2,158,140
Network C' 59 3,691,370 \| 42 2,628,950 | 25 1,552,300
Network D | 54\ 3,345,770 | 39 2,456,020 | 24 | 1,519,280
Rural 111,517,700 7. j
NBC T 80 9,250,090 63. 7,300,830 | 41 4,677,920
Network B 67 7,769,810 52 5,988,580 32 3,630,070
Network C 44 5,062,800 29 [\ 3,358,860 16 1,814,210
Network D- 35 4,059,440 25 \2,842,580 14 1,669,550
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From one end of the country
to the other—NBC wins the
greatest number of listeners,
leading all the networks

in each of the

nine geographical census areas
with an audience that

parallels the population pattern.



GEOGRAPHIC BREAKDOWN

DAYTIME NETWORK AUDIENCES

AREA AND TOTAL WEEKLY 3-7 DAYS &-7 DAYS
BMB 1949 RADIO NETWORK
FAMILIES % AUDIENCE % AUDIENCE % AUDIENCE
1. " NBC 79 2,008,990 67 1,696,480 a7 1,201,310
- Network B 73 1,864,690 61 1,559,590 43 1,090,690
NEW ENGLAND [ NetworkC | 59 1,508,800 46 1,171,800 29 731,380
2,548,000 | NetworkD | 62 1,583,230 49 1,253,760 33 835,140
2, NBC 72 5,861,580 60 4,890,550 40 3,246,740
" NetworkB | 71 5,789,400 59 4,758,490 38 3,072,730
MIDDLE ATLANTIC & Neotwork € | 67 5,411,460 52 4,222,640 31 2,486,480
8,120,810 NetworkD | 60 4,866,600 46 3,726,950 29 2,336,920
3. ' NBC 81 6,895,890 69 5,881,470 a8 4,094,840
EAST NORTH Network B | 81 6,893,380 69 5,886,590 48 4,094,820
CENTRAL Network C | 68 5,802,380 54 4,592,320 34 2,944,460
8,556,190 NetworkD | 63 5,403,700 48 4,082,430 29 2,448,260
4. NBC 83 3,275,450 72 2,854,160 55 2,172,640
WEST NORTH Network B 80 3,146,700 69 2,714,220 52 2,057,260
CENTRAL Network C | 71 2,795,190 59 2,325,400 40 1,585,380
3,940,200 NetworkD | 56 2,207,830 43 1,704,160 28 1,100,880
5. | NBC 74 3,343,670 62 2,809,890 a5 2,033,780
~ NetworkB | 71 3,243,560 59 2,662,600 41 1,841,190
SOUTH ATLANTIC | Network € | 59 2,699,560 47 2,142,740 30 1,370,920
4,549,060 NetworkD | 54 2,460,650 42 1,909,260 28 1,270,720
6. NBC 81 1,986,600 69 1,690,920 49 1,205,350
EAST SOUTH Network B | 75 1,829,180 62 1,527,950 44 1,079,860
CENTRAL Network C | 55 1,346,520 43 1,055,260 27 669,500
2,446,830 NetworkD | 56 1,370,120 a4 1,084,370 30 741,030
7. NBC 84 2,918,990 74 2,566,520 55 1,929,920
WEST SOUTH Network B 74 2,578,390 62 2,146,990 42 1,470,340
CENTRAL Network C | 69 2,416,300 57 1,980,170 38 1,324,690
3,482,120 NetworkD | 54 1,883,440 42 1,448,600 27 950,730

AREA AND TOTAL WEEKLY 3-7 DAYS é-7 DAYS
BMB 1949 RADIO NETWORK
FAMILIES % AUDIENCE % AUDIENCE % AUDIENCE
8. NBC 81 1,029,730 71 901,920 54 687,780
ey Network B | 67 852,730 56 709,390 40 510,150
ORNTAIN Network C | 53 679,330 42 533,030 28 352,200
1,275,970 NetworkD | 59 756,540 48 616,400 35 439,690
9. NBC 79 3,450,550 65 2,827,630 44 1,933,770
| Network B | 68 2,971,850 53 2,293,800 34 1,500,130
SAcHe Network C | 66 2,892,980 51 2,217,520 30 1,305,700
4,362,050 NetworkD = 62 2,714,390 48 2,110,490 30 1,319,390
NIGHTTIME NETWORK AUDIENCES
AREA AND TOTAL WEEKLY 3-7 NIGHTS 6-7 NIGHTS
BMB 1949 RADIO NETWORK
i FAMILIES % AUDIENCE % AUDIENCE % AUDIENCE
. NBC 85 2,155,910 69 1,768,140 43 1,106,090
Network B | 79 1,999,430 63 1,615,770 41 1,044,960
NCWRENGLAND Network C | 62 1,579,760 44 1,110,700 24 618,270
2,548,000 NetworkD = 62 1,582,800 46 1,175,700 27 687,140
2 NBC 80 6,480,490 64 5,180,830 40 3,269,280
Network B = 78 6,307,070 62 5,056,260 38 3,095,670
MIDDLE ATLANTIC 88 potwork C | 73 5,931,130 54 4,342,810 28 2,236,550
8,120,810 | NetworkD | 63 5,110,650 46 3,697,540 26 2,082,690
3. NBC 86 7,359,840 71 6,050,450 44 3,752,190
EAST NORTH Network B 83 7,096,870 67 5,762,730 42 3,620,920
CENTRAL Network C | 68 5,792,310 47 3,974,700 25 2,143,250
8,556,190 NetworkD | 60 5,151,300 41 3,480,480 21 1,809,770
4. NBC 86 3,376,440 70 2,773,750 46 1,807,680
WEST NORTH Network B 78 3,064,110 63 2,489,950 41 1,630,750
CENTRAL Network C | 60 2,379,380 42 1,670,260 23 920,380
3,940,200 NetworkD | 45 1,779,490 30 1,184,730 16 645,130
5. NBC 76 3,450,070 58 2,641,440 36 1,634,620
NetworkB | 71 3,239,450 56 2,541,550 35 1,571,940
SOUTH ATLANTIC B Motwork € | 52 2,341,530 37 1,658,160 21 948,350
4,549,060 NetworkD | 40 1,831,350 28 1,251,500 17 755,990
6. NBC 83 2,036,550 63 1,537,420 39 947,020
EAST SOUTH Network B | 72 1,764,040 57 1,392,010 36 867,890
CENTRAL Network € | 42 1,038,300 28 695,710 15 365,640
2,446,830 NetworkD @ 36 887,030 25 615,770 15 368,940
7. NBC 86 3,006,670 71 2,483,300 45 1,572,390
WEST SOUTH Network B 73 2,529,650 56 1,952,350 33 1,134,770
CENTRAL Network C 59 2,045,660 42 1,444,580 23 798,810
3,482,120 NetworkD = 39 1,371,110 27 922,240 16 543,650
8. NBC ‘88 1,117,820 74 945,000 48 615,260
NetworkB = 73 927,170 57 726,530 34 439,490
MOUNTAIN Network C | 48 617,610 33 424,510 19 242,880
1,275,970 NetworkD | 49 624,680 36 463,950 23 287,940
9. NBC 87 3,778,700 72 3,140,580 44 1,931,070
NetworkB | 76 3,318,070 60 2,621,170 35 1,509,450
S ARTe Network C | 73 3,168,040 53 2,304,910 27 1,194,310
4,362,050 NetworkD = 64 2,798,460 47 2,030,150 27 1,176,250







by frequency of listening

by listening levels

whatever the standards of network comparison by counties . . . by cities . . . by markets

THE

A

SERVICE

NATIONAL BROADCASTING COMPANY

OF

or by geographical areas—

NBC IS FIRST

RADIO CORPORATION OF AMERICA




THE PURPOSE AND S5COPE OF THE BROADCAST MEASUREMENT BUREAU

BMB is the only all-industry radio auidence measurement that counts listeners in every county in the country. It is the
only radio research service used by advertisers and agencies that can claim a cross-section of each county by economic

and cultural levels: by geography and by the size of the community.

THE BROADCAST MEASUREMENT BUREAU was formed by the American Association of Advertising Agencies,
Association of National Advertisers, and National Asscciation of Broadcasters in January 1945 with a permanent

staff of research specialists to measure, on a uniform basis, the number and location of radio families served by each

radio station in the country.

The true measure of audience as defined by THE BRoapcAST MEASUREMENT BUREAU is “counted listeners”—those families
who make it a practice of listening to a given radio station with defined frequency. These are the only people whom an

advertiser has a normal chance to reach.

Stupy No. 1, released in the Spring of 1947, provided the first industry sponsored set of radio circulation figures.
Stupy No. 2 was conducted in late Spring 1949 and cost more than $1,000,000. The results were derived from over

350,000 returned ballots—the largest survey sample in advertising.
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NBC | DAYTIME AUDIENCE AREAS 166 U.S. STATIONS
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NETWORK AUDIENCE SUMMARY BY LEVELS
Source: BMB STUDY No. 2—SPRING, 1949

TOTAL U.S. | NBC TOTAL WEEKLY
1949 RADIO FAMILIES | Au
37,519,710

LEVEL

Percen

| 30,134,610 | 76.7%

. 25%- 50% 1,449,970 595330 1.5

| 10%- 25% | 251500 | 4510 [ o1 | oa | - |
Less than 10% | 60,050 = - -

SALES PLANNING AND
RESEARCH DEPARTMENT
JULY, 1950

Total 39,281,230 | 30,771,450

| 78.3% 66.4% 47.1%

*All percentages based on total U.S. Radio Families (39,281,230) as of January 1, 1949.

tWeekly audience totals include 21,360 U. 5. Families whose anly NBC listening is to 3 Canadian affiliates.






nec JEXCERRIETI AUDIENCE AREAS - 165 U.S. STATIONS
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Orleans, .

NETWORK AUDIENCE SUMMARY BY LEVELS
Source: BMB STUDY No. 2—SPRING, 1949

TOTAL U. S. NBC TOTAL WEEKLY Listening Frequency Per Wee.l(*
_LE VEL Sl 1949 RADIO FAMILIES Avdience Percent* 3-7 Nights 6-7 N.ighls
| 38,115,890 32,326,920 82.2% 66.9% 42.0%
25%- 50% | 1,008,470 424,030 1.1 0.6 0.3
10%- 25% 126,040 21,540 0.1 - - A 8
L
Less than 10% 30,830 - - - - 4
; 4 ! ; SALES PLANNING AND
Total 39,281,230 32,772,490 83.4% 67.5%  42.3% | SR e o

JULY, 1950

*All percentages based on total U. 5. Radio Families (39,281,230) as of January 1, 1949.

tWeekly audience totals include 18,240 U. S. Families whose only NBC listening is to, 3 Canadian affiliates.






