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to almost everybody

from Maine to

North
Carolina...

small wonder that WOR’s daytime audience
during April 1950 was the greatest for that month
in the station’s history.*

small wonder that WOR sells everything from
Broadway plays 1o toy planes.

The Newsweekly
of Radio and

small wonder that WOR sells more goods for more
T people to more people, more often, than any
feleyisions p—_J other station in the United States.

*based on Pulse New York Reports—
6:00 AM-6:00 PM



Throughout the length and breadth of Virginia
there’s nothing to equal Havens & Martin Stations.

Top attraction is WMBG, with its scintillating
combination of NBC and local highlights,
high on the applause list since 1926.

WTVR is Richmond’s only television station.
Where but WTVR can tele-viewers turn for
visual wonders gathered the world over by NBC-TV.

In Virginia

Nor is FM forgotten. For WCOD serves its
enthusiastic audience.

Small wonder that the Havens & Martin trio are
the First Stations of Virginia. Small wonder that
they're preferred by national advertisers

who know Virginia markets.

WTVR v
WCOD

Gryst Sorloired g/ %fﬁyﬁ}af&:

Havens and Martin Stations, Richmond 20, Va.
John Blair & Company, National Representatives
Affiliates of National Broadcasting Company



Like a local escort...

Yankee gets you into any market faster!

Yankee home-town stations take you
directly into the principal markets of
New England. They offer the greatest
possible range and flexibility to carry out
an aggressive and well integrated cam-
paign aimed at local markets throughout
the area.

You have New England's largest re-
gional network — with a widely spread
network audience for Yankee and Mutual
features. You have direct local impact in

each market through your dealer's own
home-town station. No waste "circula-
tion." Mass impression everywhere.

With Yankee's 28 home-town stations
you can do an all-out job in New England,
or you can cover any group of markets to
fit your present distribution, expanding
to fit your needs.

Open up a hard-hitting New England
sales drive. Reach more people, more
effectively with Yankee.

seceptance o THE YANKEE NETWORK'S ‘Foandation

THE YANKEE NETWORK, INC.

Member of the Mutual Broadcasting System

21 BROOKLINE AVENUE, BOSTON 15, MASS.

Represented Nationally by EDWARD PETRY & CO., INC.

June 5 —Broadcasting

Published every Monday, 53rd issue (Year Book Number) published in February by Broapcastmne PusLicarions, Inc., 870 National Press Building, Washington 4, D. C,

Entered as second class matter March 14, 1933, at Post Office at Washington, D. C., under act of March 3, 1879.



AN

Closed Circuit

NEXT ORDER of major AM business at FCC
can well be disposition of hoary clear-channel
case, Present thinking, it’s understood, con-
templates sandwiching clear-channel considera-
tion between consideration of color TV and
overall TV allocations this summer and fall

WHEN Comr. George E, Sterling appears be-
fore Senate Interstate & Foreign Commerce
Committee, tentatively set for June 14, in con-
nection with his reappointment for new seven-
year term, it's likely committee members will
query him on (1) status of TV allocations
and color; (2) disposition of clear-channel
case (see above); (3) his views on McFarland
Bill to reorganize FCC.

DESPITE careful scanning of long candidate
list, Radio Mfrs. Assn. presidential selection
committee believed far from accord on eve
of Chicago convention (see early story page
34). If no outstanding candidate appears dur-
ing convention, selection of occupant for pro-
posed $50,000 post may be deferred to Sep-
tember.

DANCER - FITZGERALD - SAMPLE, New
York, preparing spot announcement campaign
for Procter & Gamble’s Shasta shampoo to
start July 3 in 14 markets.

IS COMBINATION of AM-TV-FM under same
ownership in same market a single entity or
three separate projects? That question is
pending before Jacksonville, Fla., court by vir-
tue of project of City of Jacksonville, licensee
of WIAX, to float $400,000 bond issue for TV.
Taxpayers’ suit brought by WPDQ Jackson-
ville contends TV was separate project since
separate licenses are required, entailing indi-
vidual approval. Such testimony was given
by George Davis, Washington consulting engi-
neer. Paul F. Godley, consulting engineer for
city, contended that TV was part of same
project as is FM.

ANOTHER Florida
WSUN St. Petersburg—also is experiencing
bond activity, having validated $250,000 bond
issue. In this connection, reports again were
current, though unsubstantiated, that station
might be sold to private operators.

STANDARD form of contract approved by
American Assn. of Advertising Agencies and
NAB, it has been discovered, violates Virginia
statutes, not because of terms but because 8
pt. type is illegal in contracts. Virginia broad-
casters, on local business, therefore must print
own forms and in 10 pt. type to conform.

CARTER PRODUCTS Ine. (Arrid) through
SSC&B, New York, considering sponsorship
of another radio show in addition to Sing It
Again on CBS, or possibly sponsoring radio
version on television. Simulecast was made
last week of program.

COMPLAINT of CIO asking FCC to issue
temporary licenses against transit radio sta-
(Continued on page 78 )
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city-owned. station—

u,zcamt'hy |

June 5: FCC Hearing begins on reallocation of
470-500 mc band from TY to common carrier,
FCC Hdqrs., Washington.

June 5: Pennsylvania Assn. of Broadcasters, Bed-
ford Springs, Bedford, Pa.

June 5-8: Radio Mfrs. Assn. Convention, Stevens
Hotel, Chicago.

June 6-7: Free & Peters National Spot Sales
Clinic, Edgewater Beach Hotel, Chicago.

June 12-13: Radio Farm Directors Convention,
Administration Bldg., Washington.

(Other Upcomings on page 38)

Bulletins

LIPTON’S jce tea, through Young & Rubicam

preparing summer campaign to start June 26
in about 100 markets. Contract is for six
weeks.

JOHN G. WILSON DIES;
RCA-YICTOR OFFICIAL

JOHN G. WILSON, 50, executive vice presi-
dent in charge of RCA Victor Division of

RCA, died Thursday night at his home in

Wynnewood, Pa. =

Born in Alma, Il1l., on Aug. 17, 1900, Mr. Wil-
son attended public schools and Northwestern
U. In 1927 he joined Montgomery Ward as
assistant controller and then was made con-
troller. He remained with Montgomery Ward
until 1940 when he left to join Goldblatt Bros.
Ine., Chicago, as vice president and controller.
In 1943 he became vice president and general
manager of United Wallpaper Co.

Mr. Wilson joined RCA in June 1944 as
administrator of accounts and finance for RCA
Victor. He was elected operating vice presi-
dent in 1945, and in 1947 was elected vice
president and general manager of division,
In December 1948, Mr. Wilson was elected ex-
ecutive vice president. He was member of Con-
trollers Institute of America and of Society
of Naval Engineers.

Surviving are his wife, Mrs. Hazel L. Wilson;
son, Michael, and two daughters, Shirley
and Jean.

MUSIC WITH TEST PATTERN
FAYORED AT FCC HEARING

INDICATION FCC may be inclined to allow
some music background to TV test pattern
operation during non-program hours—but on
strict non-commercial basis—seen in oral argu-
ment Friday on Commission’s rules restricting
separate operation of TV aural and visual
tra]nsmitters [TELECASTING, Deec. 12, 1949; Jan.
16].

FCC Chairman Wayne Coy feared tele-
casters would commercialize music-test pattern
operation and shackle TV with “illegitimate”
type of programming in competition with
strictly aural services. Otherwise, he saw logie
in arguments for music with test patterns to
aid TV sales and installation, as advanced by

(Continued om page 78)

‘network starting in autumn.

o
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Business Briefly

SWANSDOWN SPOTS @ General Foods
(Swansdown cake flour) preparing spot an-
nouncement campaign to start in early June for
three weeks on 50 stations in 20 markets.
Agency, Young & Rubicam, New York,

KELLOGG RENEWAL @ Kellogg Co,
Battle Creek, to renéw Mark Trail on full MBS
Program had
been carried on test basis on about 50 stations.
Agency, Kenyon & Eckhardt, New York.

GRUEN SERIES @ Gruen Wateh Co., Cin-
cinnati, planning to sponsor Blind Date Thurs.,
9-9:30 p.m. on ABC-TV. Agency, Stockton,
West & Burkhart, Cincinnati.

SPOT TESTS @ Austin Portrait Studios,
California and ‘Utah, names Mayers Co., Los
Angeles as agency, planning radio and TV
test spots in Pacific Coast markets.

CANDY PROJECT @ Barricini Candy, New
York, appoints Goold & Tierney, New York, to
handle radio spot campaign.

FLORIDA GROUP ELECTS
POWELL PRESIDENT

GARLAND POWELL, WRUF Gainesville,
elected president of Florida Broadcasters Assn.
Friday at opening of two-day meeting at
Orlando. He succeeds W. Wright Esch, WMFJ
Daytona Beach.

Tom Watson Jr.,, WSWN Belle Glade, elected
first vice president; S. 0. Ward, WLAK Lake-
land, second vice president; T. 8. Gilchrist,
WTMC Ocala, secretary-treasurer; Harold P.
Danforth, WDBO Orlando, and Doug Silver,
WIRH W. Palm Beach, directors.

Chairman of nominating committee was W.
G. McBride, WDBO. Other members were
Glenn Marshall, WMBR Jacksonville, and
James M, LeGate, WIOD Miami. W. Walter
Tyson, WALT Tampa, was chairman of Reso-
lutions Committee.

Frank M. King, WMBR, explained plans for
Broadcast Audience Measurement, BMB sue-
cessor, and urged stations to support project.
Dawson Newton, advertising manager of
Florida Citrus Commission, explained how
commission selects media in allotting $1.3 mil-
lion budget, of which radio gets small share.
He suggested stations do selling job on ecom-
mission and Benton & Bowles, its agency.

Col. D. J. Wilkins, of U. S, Army, explained
Army’s advertising policy. Letter was read
from Maurice B. Mitchell, director of Broad-
cast Advertising Bureau, explaining radio now
gets 50-50 break in Army advertising. Grady
Norton, head of Florida Hurricane Service,
thanked stations for public service during
disasters. FCC Commissioner Rosel Hyde spoke
Saturday as did Capt. John Cross, State Dept.
(see story page 28).

DURKEE’'S NEW AGENCY

DURKEE FAMOUS FOODS Division of Glid-
den Co., Cleveland, names Meldrum & Few-
smith, also Cleveland, as agency.

BROADCASTING ® Telecasting




NOW . . . IN DETROIT

* Music
* News
* Sports

WKMH is the PLUS station of Detroit ,
music everyone wants to hear . .
broadcast.intelligently and often . .
important sports .
throughout Metropolitan Detroit and Southeastern Michigon .

WATTS

on 13 10
KILocyey

MICHIGAN’S MOST POWERFUL INDEPENDENT

. a great abundance of the
. PLUS competent news coverage,
. PLUS complete coverage of all the

. . gives you more listeriers per dollar invested
.. PLUS a

BONUS: Ann Arbor. Pontiac, Ypsilanti—Toledo and Sandusky, Ohio.

“The TIGER Station”

ol

Weed

and company

Fred A. Knorr
President & Gen. Mgr.

National Representectives
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WHLI KEEPS GROWING

SETS IN USE
18.17 18.97% 20.3%

1948 1949 1950

WHLI'S SHARE OF AUDIENCE

26.2%.

=

"
24.4%

] 49 °’o

1948 1949 1950

WHLI'S AVERAGE RATINGS

2.77% 4.77 547

1948 1949 1950

Data Sources: Conlan ;’Siudy of Listening Habits’”’, Hempstead, Leng lsland,
New Yark, daytime, January 1948, January 1949, February 1950.
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WASHINGTON HEADQUARTERS

SOL TAISHOFF, Editor and Publisher

EDITORIAL: ART KING, Managing Editor; J, Frank
Beatty., Rufus Crater, Associate Editors; Fred Fitz-
gerald, News Editor; Tyler Nourse, Jo Hailey. Assist-
ants to the News Editor. STAFF: David Berl]gl.
Lawrence Christopher, Mary Ginn, Tom Hynes, John
Osbon, Ardinelle Williamson. EDITORIAL ASSIST-
ANTS: Estelle Dobschultz, Kathryn Ann Jones. Pat
Kowalczyk, Doris Lord, Wilson D, McCarthy. Jean
D. Statz: Eleanor J. Brumbaugh, Assistant to the
Publisher.

BUSINESS: MAUKRY LONG, Business Managey; Win-
field R. Levi. Assistant Advertising Manager; George
L. Dant, Adv. Production Manager; Harry Stevens,
Classified Advertising Manager; Eleanor Schadi.
Phyllys Steinberg, Judy Martin; B. T. Taishofl,
Treasurer; Irving C. Miller, Auditor and Office Man-
ager; Eunice Weston.

CIRCULATION -AND READERS’ SERVICE: JOHN P
COSGROVE, Manager: Bill Gabriet Jr., Elaine
Haskell, Grace Motta Lillian Oliver, Al Riley,
Warren Sheets.

IMAIRSLISETIVN 488 Madison Ave., Zone 22,
Dlaza §5-8355; EDITORIAL: Edwin H. James, New
York Editor; Herman RBrandschain, Asst. to the
New York Editor; Florence Small, Agency Editor;
Gloria Berlin.

Bruce Robertson, Senior Associate Editor.

ADVERTISING: S. J.- PAUL, Advertising Director;
Eleanor R. Manning.

LA LLIZCH 360 N. Michigan Ave., Zohe 1,
CEntral 6-4115;, William L. Thompson, Manager; Jane
Pinkerton.

AL DTN Tart  Building, Hollywood
and Vine, Zone 28, HEmpstead 8§181; David Glick-
man, West Coast Manager; Ann August.

TORONTO: 417 Harbour Commission, ELgin 0775;
James Montagnes.

BroapcasTinG * Magazine was founded In 1931 by
Broadcasting Publications Inc., using the tltle:
BroapcasTING *—The News wlagazine of the Fifth
Estate. Broadcast Advertising * was acquired in 1932
and Broadcast Reporter in 1933.

*Reg. U. S, Patent Office
Copyright 1950 by Broadcasting Publications, Inc,

Subscription Price: $7.00 Per Yeor, 25¢ Per Copy
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1. john McNulty, Clevelander, havin 2. On his way to the Safety equipment
passed his medical exam and been hiredg, department, he pauses to look at the

reports for instructions. He is given gen-  plant Safety scoreboard. It's a constant
eral working rules, together with his  reminder for steelworkers to be safe and
gate badge and Safety baoklet. stay safe.
e o 7'#!'\.
3. Next, John is ftted with a pair of Safety
y . . shoes. Their steel toe caps protect his feet
John McNulty’s Training Shows How Steel from possible injury,

Plants Became One of the Safest Places to Work

Today the steel industry is one of the four safest major industries
‘in the country. In 40 years the number of employee accidents in
" steel has been cut by 90 percent.

That seems like a miracle and it is. It has been achieved in two
ways. First by installing accident-prevention devices. And second,
by constantly reminding workers of safety through training and
education. .

The minute a man starts, his training in Safety begins. That’s the
way the steel industry protects its more than 600,000 employees,
helps them to be safe and stay safe. Here, John McNulty gets
acquainted with ways of Safety in steel.

4, John's foreman shows him how to
handle his new job safely and efhciently.
Right here he is explaining the electric
controls of a conveyor which transports
10-ton coils of steel.

5. Here a supervisor is
making a periodic check
with calipers on the
chains and coil hooks
of John's conveyor. Evi-
dence of defects or over-
strain means prompt
replacement to prevent
accidents.

6. Department foremen
conduct regular Safety
meetings. John joins in
a general discussion of
what steel workers wear

for Safety.

Steel works for EVERYONE

AMERICAN IRON AND STEEL iINSTITUTE = 350 FIFTH AVE., NEW YORK 1, N.Y.

BROADCASTING ® Telecasting June 5, 1950 ® Page 7



In Boston...it takes time to make friends

Boston is Boston...and there’s no place quite like
it. Take friendship, for example. Boston forms its
friendships slowly. But once formed, they last for-
ever. It’s true in radio, too.

Most of Boston’s radio favorites today are the
hometown “real folks” WEEI first introduced many
years ago — 20-year veterans like E. B. Rideout,
the weatherman; Caroline Cabot and her shopping
service; Carl Moore of the rapier wit; or such com-
parative “newcomers” (all on WEEI at least 10
years)as Uncle Elmer, Ken Ovenden, Charlie Ashley,
Mother Parker, Jesse Buffum, Priseilla Fortescue.

tPulse 6f Boston, March-April 1950

They're all on WEEI . . . because WEEI knows what
Boston likes. No wonder W EEI has the largest share
of audience, the highest average ratings and more
quarter-hour wins than all other

Boston stations combined."
And today WEEID's bigger
audiences are giving
sponsors more for their

money than ever before.

the station isw E E I

Columbia’s Friendly Voice in Boston
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INDSAY MacHARRIE, for past five years radio and TV production super-
visor and producer for Young & Rubicam, joins Calkins & Holden, Car-
lock, McClinton & Smith, New York, as manager of radio and television

production. .

ANTHONY C. PIERRO, media director of Geyer, Newell & Ganger, New York, 2 e . .

elected a vice president of agency. He has been with firm since June, 1945. Be- E J & . :
fore his association with G, N & G, he was media director of Buchanan Co., . 18- o & B )

and before that was with Gotham Adv. Co. and Paris & Peart Agency. A e, T

CHARLES SCHAFER, formerly sales promotion manager for Crosley Dis-
tributing Corp., New York, appointed director of public relations and sales

promotion for Brisacher, Wheeler & Staff, San Francisco, New York and ‘ i R '. L :
 ONE Low

WILBY M. DURHAM, foimerly active in Utah radie circles, joins Ross Jurney
& Assoc., Salt Lake City, as account executive.

ROBERT W. KELLOGG Jr., formerly with Brooke, Smith, French & Dorrance, * c 0 M B ]N AT I 0 H RAT E

joins copy staff of Denman & Betteridge Inc., Detroit.

DON McGEE, formerly account executive with Campbell-Mithun, Chicago, joins WI[H ITA Fn I_I_s' TEx_

Mayers Co., Los Angeles, in newly created post of director of marketing and

5,000 WATTS

HERBERT 8. LENZ, formerly with Young & Rubicam and R. H. Macy, New

AMARILLO, TEX.
;f:;k:ﬁjr(;icr;‘s’rF:;s;?érglggdth;grthlich, Cincinnati, as senior account executive 9 d_ 0 H c

LOUISE PACKARD, formerly continuity editor and women’s director for
WLOW Norfolk, Va., joins staff of Henry J. Kaufman & Assoc,, Washington, ‘I,uuo WATTS
as TV producer.

JAMES M. NEVILLE joins public relations department of John LaCerda Agency,
Philadelphia. .

LaVAUGHN HANSON, formerly with Leo Burnett Co., Los Angeles, joins
advertising service section of Young & Rubicam, Hollywood.

ANNABELLE ANDERSON, timebuyer with Maxon Inc., New York, will broad-
cast in French on subject of radio and television timebuying for Voice of
America,

JOHN HALPERN, formerly with Erwin, Wasey & Co., joins Pedlar & Ryan,
New York, as assistant radio and television director.

WHITNEY HARTSHORNE, formerly radio and television timebuyer for Erwin,
Wasey & Co., Los Angeles, named general media director of agency. He re-
places BUELL M. BROOKS, who left to join Scripps-Howard Newspapers, San
Francisco. JOHN R. SCHLUTER, formerly Erwin, Wasey traffic supervisor,.
will act as agency timebuyer under supervision of Mr. Hartshorne.

L. R. BLOOM, former media director of Geyer, Newell & Ganger, Detroit, joins
Kenyon & Eckhardt, Detroit, in same capacity.

JOHN JESSUP, former account executive at KJR Seattle, joins staff of Romig
C. Fuller & Co., same c¢ity. Firm deals with radio and TV exclusively.

ROIZEN ADYV. INC,, Buffalo, N. Y., elected to membership in American Assn.
of Adv. Agencies.

] »
BARRY WALL, manager of Viewer Depth Surveys, New York, June 1 joined When youre maklng out thf schedule fOl’ the
research staff of Warwick & Legler, New York. Southwest don't overlook this sales-winning pair of CBS

BURTON BROWNE, partner in Burton Browne Adv. Agency, Chicago, awarded stations. For availabilities and rates, write, phone or
honorary Doctor of Science in Business Administration degree by U. of Holly- . .
wood. wire our representatives.

DAVID VAN de WALKER, office manager of Young & Rubicam Inc., Hollywood, .
is the father of a girl, born May 21, : National Representatives

New Addresses: MOGGE-PRIVETT Inc., Los Angeles, moves to new and larger JOHN BLAIR & co.

quarters in Citizens National Bank Bldg., Wilshire Blvd. at Curson Ave. New
phone is York 7243,

BROADCASTING ® Telecasting June 5, 1950 ® Page 9
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WMBD promotion
proves vast
morning audience

“’Ugh, heap many Braves in Peoria’ sighed WMBD
staff members after more than 8000 Peorians
stormed the doors for colorful Indian hats. Oc-
casion was the triumphant return of the Bradley
University basketball Braves from the NCAA play-
offs at Kansas City.

Four short announcements on early morning shows
comprised the only publicity. Long before noon the
station was swamped as fans lined up shoulder to
shoulder in WMBD’s outer lobby.

Striking, if somewhat
startling, evidence of
WMBD’s vast and re-

PROOF that people
listen to the radio in
Peoria . . . and particu-
larly WMBD!

PEORIA

CBS Affiliate » 5000 Warts
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sponsive audience —

Fieeg & Peters, Inc., Mat'l, Repu.
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EDERAL BLDQ. & LOAN Assn, Salt Lake City, names Ross Jurney &
Assoc., same city, to handle advertising. Extensive use of radio Planned.

FOELL PACKING Co., Chicago (Rose Brand canned meat products), appoints
Gordon Best Co., same city, to handle its advertising.

A. HOLLANDER Co., Newark, N. J., through Grey Adv., New York, currently
sponsoring Wendy Barrie, Thursday, 10:80-46 a.m., on WNBT (TV) New York,
expected to expand show on entire network beginning this summer.

HOWARD D. JOHNSON Co. (restaurants) schedules radio spots to be used
locally in cooperation with advertising campaign. N. W. Ayer ig agency.

PLAZA STUDIOS (blouses and scarves), New York, appoints Yates, Wertehim
& Babcock Inc., same city, to handle its advertising. Television spots will be
used. Charles L. Babcock is account executive.

Aetwork Qecounts « o «

KRAFT FOODS, Chicago (Parkay Margarine and other produets), replaces
The Great Gildersleeve with The Faleow on NBC for 11 weeks starting June 21.
Show is aired Wednesday, 7:30 to 8 p.am.,, CDT. Agency: Needham, Louis &
Brorby, Chicago.

EMBASSY CIGARETTES to sponsor The Web, mystery series, beginning July 11
on CBS-TV Tues., 9:30-10 p.m., in period vacated for summer by Suspense.
Agency: Geyer, Newell & Ganger, New York.

MARS Inc.,, Chicago (Milky Way candy bar), to sponsor five-a-week, five-minute
show on 200 ABC stations b:55-6 p.m. in gll time zones starting in September
for 52 weeks. Show to follow Jack Armstrong and Sky King, aired alternate
days and to be cut from 30 to 26 minutes. Agency: Leo Burnett, Chicago.

AMERICAN SAFETY RAZOR Corp., Brooklyn, N. Y. (A.S.R. lighters), con-
tracts for 8-8:30 p.m. segment of The Show Goes On, over CBS-TV, effective
September 28. Agency: MeCann-Erickson Inc.

RONSON ART METAL WORKS Co. Inc. (Ronson Lighters) renews sponsorship
of Twenty Questions for fifth year on MBS, Sat. 8-8:30 p.m. Grey Adv., New
York, handles Ronson account.

BONAFIDE MILLS Inc. returning Sept. 1 to NBC-TV with Bonny Maid
Versatile Varieties, Friday 9-9:30 p.m., after eight-week summer hiatus.

SYLVANIA ELECTRIC PRODUCTS, Colonial Radio & Television Div., will air
one top football game each Saturday over ABC starting Sept. 30. Kenyon &
Eckhardt is the agency.

ELECTRIC AUTO-LITE Co., renews Suspenge on CBS for next fall. Adver-
tiser also has scheduled Suspense on CBS-TV to return Aug. 28. Cecil & Pres-
brey, New York, is agency.

'ng@OF[@ [

WILLIAM BROOKS SMITH, advertising direc¢tor of Thomas J. Lipton Inc., ap-
pointed chairman of Assn. of National Advertisers Radio and Television Steer-
ing Committee.

JAMES CALVIN AFFLECK, formerly with Radiomarine Corp. of America,
appointed to newly created post of sales promotion ‘manager of receiver sales
division of Allen B. DuMont Labs.

MINNESOTA VALLEY CANNING Co., Le Sueur, Minn., buyer of broadcasting
for many years, changes its name officially to Green Giant Co.

BROADCASTING ® Telecasting



This “Pond”
iS Bigger

Its the area covered by WOWO.. not
only Fort Wayne and its suburbs, but a
huge Midwest market of 49 BMB counties.
A market with almost 300,000 Radio
Families. . bigger than the city of San
Francisco! A market in which WOWO
programs show consistent leadership in
listening surveys.. morning, noon, and
night! To reach this important segment of

the nation’s purchasing power most eco-
nomically and most forcefully, ask Free &

Peters about WOWO.

A BIG FROG IN A BIG POND!

WESTINGHOUSE RADIO STATIONS 1Inc

KYWwW [ KDKA . KEX . WB1Z [ WBZIA ® WOoOWwWOo [ wWBZI.TYV
National Representatives, Free & Peters, sxcapt for WBZ.TV, for WBI.TV NBC 5pot Sales

FORT WAYNE

ABC AFFILIATE

BROADCASTING ® Telecasting June 5, 1950 o Page 11



OKLAHOMA'S GREATEST
STATION FOR 23 YEARS

BMB SHOWS KvV00
Blankets

OKLAHOMA'S NO. 1

MARKET Plus

Adjacent Bonus Counties in Kansas,
Missouri and Arkansas

And KVOO Blankets this rich mar-
ket more inie_nsel_ythan does any
other medium. The 1949 BMB re-
port shows each of the 30 counties
in the Tulsa Market Area of North.
east Oklahoma plus 13 counties in
Kansas, Missouri and Arkansas
within the KYOO 50-100% daytime
area.

KVOO shows a radio family oudi-
ence in the 1949 BMB report of
799,050 daytime against 683,920
in the 1946 BMB report; and «a
1949 nighttime audience of 1,270,
040 against 997,040 in 1946.

1949 KVOO BMB DAYTIME

1949  KVO0O §-7

No. of Radio Days a
Countles Coun. Fam-< Week
With:  ties Illes  Audlence® %_
80-100% 50 384,470 281,930 60
30.49% 20 103,780 16,640 16
10-29% 76 310,790 17.330 !
146 799,050 265.900 33
1949 KVOO BMB
* NIGHTTIME
1949 KV0O 67
No. of Radio Nights a
Countles Coun- Fam. (1]
With:  tles llies  Audiencs® %
50.1000 41 333.510 150,700 43
39-499% 88 143,860 18.100 12
10-20% 230 792,570 35,330 4
808 1,270,040 204,130 18
*Families among 1949 radlo families
listening to EVQO 6 to 7 days [or

nights) a week.

Edward Petry & Co., Inc.
National Representatives

NBC AFFILIATE
50,000 Watts
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“Feature oj the Weeé

AN HISTORICAL anecdote culled
from New England’s prodigious
backlog walked into WEEI Boston’s
sales office early in May and signed
a contract. Or so it seemed to the
station.

For several months, old build-
ings in a mid-city block owned by
The Jordan Marsh Co., department
store, have been coming down to
make way for new ones. During
this bevy of construction, Walter
Piper, editor of the “Walter Piper
Page” of Jesse H. Buffum’s New
England Almanae¢ (Mon.-Sat. 6:156-
6:45 a.m.) joined sidewalk super-
intendents.

Mr. Piper’s eye fixed itself on
a large block of granite that had
the initials SPG carved upon it.
It aroused his curiosity sufficient
enough for him to make mention
of it in his seript. Mr. Buffum
picked the item out for special
attention on the broadecast and
as Mr. Piper contributed further
investigative reports, he relayed
them to listeners.

The Piper diggings brought forth
an historic tale reaching as far
back as December 1800. In that

On All

6 NE of the important con-
tributions radio has made
to Midwest living has been

the instantaneous contact isolated

farm families have with events
throughout the world.”

This view hag been expressed by
Mrs. Eileen Gould, who, as media
director for the Ambro Advertis-
ing Agency of Cedar Rapids,
Iowa, handles 28 accounts whose
more than 100 broadcasts are
aimed at this vast market.

With Ambro since
1945, the vivacious
young media direc-
tor's first responsi-
bility is to handle
all of the firm’s
media assignments.
However, shehashad
an opportunity to
work in several
phases of the agen-
cy operation. She
also writes some ra-
dio copy and has the
important job of
speeding the work
of her 16 associates
by controlling the
production depart-
ment's productrol
board.

In preparing for
her position in this wealthy and
important market, Eileen worked
in radio and television at CBS and
WBBM Chicago. A graduate of
the Mount Mercy Junior College
and Towa State U., she majored in
music and dramatic art. Her first
job was with the Northwestern
Bell Telephone Co., and she also

EILEEN

Linking past and present are

Messrs. Gardner (1) and Buffum.

This i8 G. Peabody Gardner, lineal

descendant of the historic Gardner.
* o+ %

year, Samuel Pickering Gardner—
hence the SPG—purchased the
land, house, coach-house, farm
buildings and pear and apple or-
chards from Frederick W. Geyer,
a Loyalist sympathizer during the

(Continued on page 69)

-ﬁccoan £5

earned promotions in the field of
retail selling.

Since Eileen joined Ambro in
1945, one advantage of her posi-
tion has been the opportunity
given her for “doubling in brass.”
Her first job with the agency was
that of production clerk. In an
agency of Ambro’s size at that
time, she points out, the position
was the same as assistant produe-
tion manager.

After being with the agency
approximately six
months, she began
handling media di-
rector’s work, a title
finally decided upon
about a year ago
after the firm's ex-
tensive growth.

Of the 26 Ambro
accounts, all of

in contact with,
some representa-
tive ones include
American Trust &
Savings Bank, C. R.
& 1. C. Railroad,
The Hamilton Co.,
Interstate Finance
Corp., Iowa Electric
Co., Iowa Light &
Power Co., Kilborn
Photo Paper Co., The Pickwick
Co., Potosi Brewing Co., WKBB
Dubuque, Tallo-Hy Kitchens, Ther-
mogay Co., Vigortone Products Inc,

Busy as she is, Eileen stoll finds
time to devote herself to other
interests. First and foremost is
daughter Patricia Kaye, a carbon

(Continued on page 73)
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which Eileen comes .

Listeners Switch

To KCBQ

San Diego Audience
Chooses CBS Station

An overwhelming number of San Diego
radio listeners are switching to KCBQ
—CBS in San Diego. Figures released
today by the station prove that KCBQ
is the only San Diego network station

[ énance N overalL ]
"SHARE OF AUDIENCE" 11T
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to show an increase in over-all “share-
of-audience” during 1949 with all com-
peting network affiliates taking a nose-
dive.

San Diego Now 26th Market

Astute time.buyers are taking particular
notice of this fact because of the tre-
mendous importance of the swiftly-
growing San Diego market, and the
strong KCBQ sales story. They point
out that San Diego is now the country’s
26th market with a diversified, stable
economy and the second highest retail
sales index (435) in the U.S. today.
This figure is also backed up by the
1950 edition of Consumer Markets,
published by Stanidard Rate & Data.

Hollingbery Is Rep.
Inquiries may be made by contacting
the KCBQ Sales Department or through
the offices of the Geo, P. Hollingbery
Co., station representatives.

Telecasting



WEBSTER ELECTRIC

FOR THAT ON-THE-SPOT

NEWS RECORDING the NEw LkOtaPe

The New EKOTAPE Pla-mate is a recorder C/% W

you’ll be proud to take out for on-the-spot news

recordings. It’s a beauty . .. as smart as modern luggage. and tape re Corder
selects tape speed and direction—fast [orward, : ’ $ l 5 6 20

standard forward for recording and playvback
and fast rewind. Two-hour playing time with
7-inch reel, and one hour with 5-inch reel. It has

334" per second tape speed and “twin track.”
WEBSTER . ELECTRIC
Webster Electric Campany, Recine, Wis, = Estab. 1909

""WHERE QUALITY IS A RESPONSIBILITY
AND FAIR DEALING AN OBLIGATION"

As a portable tape recorder for supplementary
us