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Did YOU 
Know That-

e Du.ring May, 1940, sponsored evening 
sessions increased 63 per cent as compared 
with May, 1939, on one Sydney station 
alone. See page 16 of · the "C.B." Rate 
Book, July issue just out. 

• The transmitter of a N .S. W. southern 
station (see page 17 of "C.B." Rate Book 
just out) is 3,000 feet above sea level. 

e The New South Wales coalfields have 
their own radio uvoice" midst the smoke of 
industry-(see page 4 "C.B.'' Rate Book). 

• There are 228,000 people in 55,000 
dwellings possessing 27,434 radio licences 
in the area of a central N.S.W. 2,000 watt 
country station-(see page 5 of "C.B.'' Rate 
_Book just out). 

• £1,000,000 -is spent each week by 250,000 
wage earners affiliated with a well known 
commercial station-(see page 8 July Rate 
Book). 

• 12,037 radio homes out of 22,135 houses 
are serviced by a N.S.W. north coast sta
tion-(see page 9 "C.B.'' Rate Book just 
out). 

• South of the border, yes north of it too, 
is a 200 watt A.W.A. transmitter servicing 
a very · rich c!osely settled N.S.W. and Vic
torian area-(see page 13 July Rate Book 
just out. 

• 10,000 men have been added to the nor
mal population of 13,000, making the pri
mary service area of over 60,000 by one 
powerful N.S.W. station-(see page 15 
"C.B.'' Rate Book). 

• Back in 1854 the Eureka Stockade was 
the centre of interest for all Australia
(see page 19 July Rate Book). 

• If you want some interesting facts turn 
to page 21 of the· "C.B.'' Rate Book just 
out. 

• And page 20 will show you what can 
be done and what ha.s actually been done. 

• Page 25 of that same Rate Book will 
stagger you if you have any appreciation 
of figures. 

• If your Melbourne business wants an 
up-"lift," read page 24 of the Rate Book. 

• Incidentally that Rate Book only costs 
5/- per copv, post free, and you shouldn't 
be without it. 

• If you are a station manager and didn't 
book your rate card to go in the Display 
Section of the Rate Book, you certainly 
missed out on a wonderful opportunity of 
tying-up your station message with your 
rate card at an attractively small cost. 

• You should not miss having your rate 
card and your message in the front section 
of the next Rate Book (January issue), 
for which copy closes November 15. 

• There are still some daytime periods 
available on a North Queens'and station
(see page 26 of the July Rate Book just 
out). 

• The Apple (or should it be potato) 
Isle is well portrayed on page 29 of "C.B." 
Rate Book, now available. 

• In three years New Zealand· radio 
licences have increased 57 per cent accord
ing to the N.C.B.S. on page 3C> of the Rate 
Book. · 

• The combined subscription offer of 
COMMERCIAL BROADCASTING (fort
nightly) "C.B.'' RATE BOOK (half year'y), 
and the Year Book for only £1 definitely 
expires on August 31, 194C>, because paper 
rationing comes in the next day, Septem
ber 1, and printing paper must be con
served. 

• On and after September 1 the sub
scription rates to these publications will be: 
-COMMERCIAL BROADCASTING (fort
nightly) 1C>/- per annum, post free; "C.B.'' 
RATE BOOK, 5/- per ha!f yearly edition, 
post free; and the Year Book 10/- per copy, 
post free-all available direct from the pub
lishers-

AUSTRALIAN RADIO PUBLICATIONS 
PTY. LTD., 

BOX 3765, . G.P.O., SYDNEY. 

Andrews Liver Salt 
Latest Network 
Sponsor 
Jack Davey Show 
on Macquarie 

Radio in Australia has seen few more 
rapid expansions of air selling than the 
record of Scott and Turner Ltd., manu
facturers of Andrews Liver Salt, over 
the past three years. 

The selling capacity of radio was first 
tested in 1938 in an experimental spot 
campaign. Results were so good that 
last yea.r's appropriation was consider
ably increased; although the campaign, 
once more, was confine-d wholly to spots. 

Now the George Patterson Agency 
announces one of the most comprehen
sive recent campaigns undertaken on 
the air in Australia. Commencing on 
September 1 each of the 21 stations of 
the Macquarie Network will carry a 
Sunday night half-hour, featuring "Omar 
Khayyam-And All That," from 7.30 to 
8 p.m., and additionally, an intensive 
spot campaign has been planned over 30 
other stations throughout Australia. 

The Macquarie contract follows 
closely on the first all-network buy (Col
gate-Palmolive "Youth Show"), by the 
same agency. Supporting "Omar Khay
yam-And All That" will be a compre
hensive merchandising 'campaign, in
cluding widespread newspaper publicity. 
The time of "Omar Khayyam"-7.30 to 8 
p.m.-is a strategical booking coming as 
it does immediately before the Lux 
Show each Sunday night. 

The availability of the time channel 
iti;elf, is an interesting side-light on net
work development in Australia. A few 
months ago all Macquarie stations as a 
matter of policy decided· to clear the 
time, 7.30 to 8 p.m. Sundays, and to hold 
it for national sponsorship. 

Local campaigns were included in the 
period only on condition that a move 
would be made in the event of the half
hour being required nationally. When 
tt1e Andrews campaign was mooted, 
Macquarie possessed the immediate ad
vantage of being able to offer a clear 
channel throughout the entire network. 

"Omar Khayyam-And All That," is 
a new Jack Davey program in that par
ticular type of Davey comedy, which 
has lifted him to a high peak of popu
larity throughout the Commonwealth. 
There is no set pattern to it-anything 
is likely to happen at any minute. 
From the palace and the harem of an 
Eastern caliph of 2,000 years ago, it 
switches right up to 1940 and back 
again with the greatest of ease. It has 
comedy in plenty with a full measure of 
melody thrown in. In it there is much 
of "Solomon the Second," a worldly
wise old gentleman whom Davey created 
in bis 2GB breakfast session a few 
years ago, and there is much too of 
that other old Jack Davey who has won 
bis way to the top fli~ht of crooners in 
Australia. With the support of bright 
music and good vocalists, altogether it 
is a very merry affair. 
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19 STATIONS GET FIRST 
BIG BERLEI CAMPAIGN 

As leading manufacturers Of founda 
tion garments, Berlei Ltd. conduct · 
continuous campaign of education to in~ 
form worn.en of the benefits of correctly 
fitted foundations. These benefits e111. 
brace not only beautification of th~ 

_figure from a fashion viewpoint but also 
the correction of faults, the support of 
relaxed muscles, improvement to Pas. 
ture and health generally. 

With the release of contracts to 1g 
radio stations, Berlei Ltd. have now ex. 
tended the campaign to the broadcasting 
medium. 

Daytime women's sessions were 
chosen to provide the most suitable and 
receptive audience. 

The programs, entitled. "Beauty in the 
Balance," consist of a series of real-life 
stories in which every woman should 
find a counterpart either in her own life 
or in the lives of her friends. 

Simply told, without undue dramatic 
emphasis, these stories stress the im. 
portance of self-confidence in dress, and 
the part which foundation garments 
play in that self-confidence. The stories 
themselves emphasise the importance of 
foundation garments and lead up to a 
restrained commercial announcement al 
the end. 

A widespread merchandising cam· 
paign in support of "Beauty in the Bal· 
ance," has been planned by Berlei Ltd. 
and the Catts-Patterson Advertising 
Agency. Displays publicising the fea· 
ture are being circulated to distributors 
throughout Australia, and .a personal 
contact is being maintained to ensure 
the interest of retailers. 

The stations to be used are: 2GB Sydney, 
2CH Sydney, 2HR Hunter River, 2GZ Cen· 
tral New South Wales, 2LM Lismore, 2WL 
Wollongong, 2WG Wagga, 2KO Newcastle, 
3AW Melbourne, 3HA Hamilton, 3BO Ben· 
digo, 3BA Ballarat, 4BH Brisbane, 4GR 
Toowoomba, 4RO Rockhampton, 4TO 
Townsville, 5DN-RM South Australia, 7HO 
Hobart. 

U.A.P. ELECTION CAMP.A!GN ON 
THE AIR FROM SEPTEMBER 2 

Advice is to hand from Paton Agency 
that contracts are being placed with all 
stations in Victoria, South Australia 
Tasmania and Western Australia for 
the U.A.P., using all types of commer· 
cial credits from 25 words to 15-minute 
sessions in night. programs in connec· 
tion with the approaching elections. 
Campaign commences on September 2. 

Goldberg Agency in Sydney this w~ek 
is releasing the U.A.P. air campaign 
for New South Wales. 

COMMERCIAL INFORMATION 
DEBENTURE GIVEN. 

R.U.R. (Aust.) Ltd., 841 George Stre~ 
Sydney, has executed in favour of N. b• 
Pardoe, a trust deed dated 17/7/40 ov~ ~· 
company's undertakings, property :;n n· 
sets, including uncalled capital, '!' c~BJ 
sideration of £5,000 advanced. This 
filed on August 2. 

COMMERCIAL BROADCASTING 
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Editorial 

Wireless Licences Skyrocket 

pared to go after it, you'll get your 
share-and a bit more-because there's 
always some fellow who goes to sleep 
on the job. 

Apparently the N.S.W. radio inspec
tors and the radio trade have not been 
asleep, when we find 17,000 new issues 
in the one month, as compared to 5,000 
odd last year. It is no wonder we get 
a report from Victoria that things are 
a bit slow, where they only just got 
ahead of last year. 

Th wireless licences for the month of 
ei·ust released by the P.M.G.'s De-

July, h d t d. I rtment have reac e as oun ing Y 
~~gh figures, particularly compared with 
July of last year. . 

The new licences issued throughout 
the Commonwealth during last month 
totalled 29,992, as compared with 15,601 

July 1939 .. This may be partly ac
:'ounted for by the increased activity of 
the Radio Inspector's Department 
throughout all States of the Common
wealth. It is well known that there is 
a tremendous number of people who en
joy all the benefits of the wireless pro
grams, but fail to pay their share to
wards the National programs. Increased 
activity from the Radio Inspectors has 
caught a lot of these people and many 
of them have been fined, and amongst 
them were some radio traders, who 
should know better. 

Cancellations Reduced 
Cancellations have dropped off con

siderably. This July these only totalled 
5,448, as compared to 10,772 in July of 
last year. Just what this might be at
tributed to, is hard to say. On the one 
hand, it may be that there is more 
money about. On the other hand, it 
might be advocated that the war news 
and brighter programs have encouraged 
peeple to hang on to their wireless sets 
more than they did previously. 

The monthly total of 1,237,125 sets in 
the Commonwealth, brings us nearly up 
to the one and one-quarter million mark, 
Which is extremely satisfaotory, and re
sulting in a nett increase of 24,544 for 
the month, as compared to 4,829 nett in
crease for the month of July of last 
year. 

This means almost 20,000 nett in
crease over and above the inc:rease dur
ing last July. 

The population ratio now reaches 
17.63 wireless licences per 100 popula
tion throughout the Commonwealth, as 
ccmpared with 16.36 twelve months ago. 
. New South Wales was la,rgely respon

~~ble with over 11,000 extra new licences 
18 July as compared to July of last 

'11.ear. Last month there were 17, 125 new 
•cence · J 1 s issued as compared to 5,807 in 
a~ Y of last year. New South Wales is 
c ~~ ':'ell on the list wi_th only 1,099 can-
4~6~tions this July as compared with 

1 f~r July of last year. . 
b n Victoria, the new licences were 

~h~~~ 900 in excess of July last year, 
4,954 w~s then 4,097, as compared to 

this year. Car:icellations were 

slightly down to 2,563 this year, from 
3,124 last year. The nett increase in 
Victoria is only 2,391 for the month, 
whereas in New South Wales it is 
16,026. 

In Queensland, new issues were al
most doubled this July at 3,931, as com
pared to 2,108 in July of last year .. Can
cellations were down to 200 from 884, 
and the nett increase for the month 
was 3,731 as compared to 1,224 in July 
of last year. 

South Australia was slightly up, with 
new issues of 2,023 against 1,626 of last 
year. Cancellations were 614 last 
month, compared to 988 for July of last 
year, while the nett increase was 1,409 
this time, as against 639 last time. 

Western Australia Down 
Western Australia was slightly down 

in its new issues, at 1,220 compared to 
1,347 in July of last year. Cancellations 
were higher, at 823, as compared to 552 
of last year, and the nett increase this 
July was only 397 as compared to 795. 

This shows there is something wrong 
in the State of Western Australia. Why 
should that State go down, when all the 
other States are going up, and when the 
Commonwealth total is showing a sub
stantial increase. Is it the National° 
programs, and, if so, what has happened 
to the commercial people, that they 
haven't been able to carry the load, as 
they usually do? 

Something needs investigation in the 
West, and here's a job for the Radio 
Traders' Association to get their teeth 
into. 

It is a pity tp see only one State so 
far down as this is. 

Even Tasmania has shown a nett in
crease of more than double the figures 
for last year. This July the increase 
was 590 as compared to 252 in 1939. The 
new issues in Tasmania were slightly 
up on last year, befog 739 as compared 
to 616. Cancellations were substantially 
down to 149 from 364. 

Tell a Big Story 
These figures tell a big story. The 

detailed figures are published elsewhere 
in this issue (second last page), and you 
will see for yourselves that wireless is 
playing a very prominent part in the 
daily lives of the Australian people. 

When you consider just what you 
have got to sell, there is no reason why 
any radio retailer or technician should 
be idle or not doing any business. There 
is business about, and if you are pre-

A Radio Election 
The valuable service that radio is ren

dering, particularly in respect to the 
broadcasting of war news on the one 
hand, plus real good entertainment on 
the other, is something that is mak.ing 
the people buy more and more radio 
sets. The forthcoming elections will be 
fought over the radio with a vengeance. 
There will be no time for public meet
ings in the streets; there will be very 
little public address amplification bujii· 
ness used this election; it will all be 
done over the air, with the people lis
tening-in at their firesides. It will be 
such a qu-ick, rush election that very 
few of the candidates contesting the 
seats will have time to get around their 
constituencies-

PAPER RATIONING 
COMMENCES SEPT. 1. 

Magazine, periodical and trade 
paper rationing under war-time 
regulations becomes operative as 
from September 1, 1940. This will 
affect in some measure all our 
radio publications. Expansion is 
impossible while a reduction in 
paper consumption is prescribed. 

This will therefore compel a 
withdrawal of our combined sub
scription offer of £ 1 covering all 
three broadcasting publications, 
i.e., COMMERCIAL BROADCAST
ING, "C.B." RATE BOOK, and the 
YEAR BOOK, which can only be 
accepted up to August 31, 1940. . . 

On and after September 1 the 
usual subscription rate will apply, 
as follows:-
COMMERCIAL BROADCASTING 

(26 fortnightly issues) 
10/- p.a., post free. 

"C.B.'' RATE BOOK (two half
yearly issues), 10/- p.a., post 
free, 5/- per ·copy, ~st free. 

YEAR BOOK OF COMMERCIAL 
BROADCASTING, 10/- each, 
post free. 
Send your subscription to-day to 

Australian Radio Publications 
Pty. Ltd., Box 3765, G.P.O., Syd
ney, N.S.W. 
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RISING TIDE OF RADIO ADVERTISING 
War Conditions Hasten Normal Progress 

The r1s1ng tide of radio advertising, forshadowed in this paper many 
months ago, and again more recently when newsprint restrictions were an
nounced, is continuing in full flood. With the majority of stations it is no 
longer a ca,se of to whom can we sell time? But rather one of what time have 
we got to sell? More than one station is nearing that position where the 
"house full" srgn could be hung out. Thus radio has come into its own. 

For years commercial broadcasting as 
an advertising medium was subjected to 
all kinds of tests and torments by spon
sors and prospective advertisers; it was 
made the chopping block for all manner 
of "surveys" and pseudo surveys; it had 
to face the bitter opposition of other 
media from which month by month it 
was winning over an ever increasing 
army of advertisers . Meantime the 
broadcast medium was steadily progress
ing in another direction; the technique 
the art of combining entertainment and 
advertising was improving from day to 
day. And in this direction it continues 
to show new advances almost every day. 
Unlike other media it does not, cannot, 
stand still in any one established groove 
_of presentation. Its ever changing 
character, its constant "newness" is its 
strongest selling force. 

All the biggest advertisers have come 
to realise these facts about radio adver
tising, literally thousands of smaller ad
ver tisers also are harvesting higher re
wards from advertising on the air than 
could ever have been conceived by bus i
ness men even a few years ago. 

more thoroughly merchandised programs 
then ever before. 

Amongst big national advertisers 
transferring to radio a big proportion 
of their annual advertising appropria
tion formerly used, principally in various 
other media are the Colgate-Palmolive 
Co. (Youth Show), Pepsodent ("Sunday 
Night at 8"). Seppelts Wines, Nestle's 
and Anglo-Swiss Condensed Milk Co., 
Beau Mende, A.C. Berlei Ltd., An
drews Liver Salts, Arnotts Ltd., Cad
bury-Fry-Pascall, Felton Grimwade, Vic
torian Government Rai I ways and Tour
ist Bureau, whilst Wrigley's have 
secured "Ginger" for all over 
Australia, in addition to their "Dad 
and Dave." Kitchen and Co., the soap 
people, have entered radio in a big way 
for the first time with a campaign '.for 
Persil, whilst Lever Bros. have made 
extensive forward bookings for · the con
tinuation of the Sunday night Lux Radio 
Theatre, in addition to extending the 
Rinso program, "Melody Riddles" time 
from half-hour to one hour. De Witts, 
Beckers Ltd., Hoadleys, and numbers of 
others are reported to have made ex
tensive renewals on the air. 

DEPARTMENT STORES. 

One of the most interesting develo 
ments lately has been the greatly /" 
creased nsage of broadcast advertis· n
by department stores in all Iead~ng 
cities. In country towns it has ne~ng 
been very difficult to convince local de 
partment or general stores of the ' 
vantage of advertising over their lo~· 
broadcasting station, ;but the big d, 
partmental stores of the capital Citi 
particularly in Sydney and Melbour~ 
stood out for a long time against an' 
kind of a thorough embracement of thl 
medium. Stations themselves found . 
difficult to put forward any Progra~ 
proposition which would convince th 
big stores of positive results. Cons: 
quently few stores were willing to tak, 
a chance, depending as they do on day 
to day turnover. Some stores made a 
little money available for radio, in most 
cases an inadequate amount, and conse. 
quently considered they had "burnt 
their fingers," others got sufficient en. 
couragement from their mite to expand 
and they continued to expand their 
radio advertising from time to time. To
day, in spite of some die-hards still 
standing out, there are a number of de
partment stores which can be rated as 
really big spenders in broadcasting. In 
Sydney big stores successfully selling 
their lines and services th rough radio 
programs include Winns Ltd., Anthony 
Horderns, McDowells Ltd., Murdochs 
Ltd. E. Way and Co., and Grace Bros. 
An equal number or more in Melbourne 
have been consistently on the air for 
some time, while the big Myer Em· 
porium recently launched a big radio 
program. In Brisbane all the big store< 
are now using radio in some form or 
other, Overell's, of the Valley,. and 
Allan and Stark Ltd. , being particularly 
act ive. The announcement of newsprint re

strictions gave the swing towards radio 
advertising a tremendous uplift, hurry
ing a development which would have 
come about in the normal course of pro
gress-a scr amble for the choicest 
available times on the greatest number 
of stations. Most of the leading na
tional advertisers in Australia (and 
these included several direct represen
ta tives of overseas manufacturers, of 
which more is said later on) have been 
searching for or negotiating long term 
accommodation on all the leading net
works and independent stations during 
the past . couple of months. Some of 
these are well established radio adver
tisers, others are newcomers to the 
medium. Amongst the "old hand" spon
sors on the air numbers have shown 
greatly increased commitments in their 
renewal contracts for time as well as 
proportionately increased appropriations 
for the purchase of bigger and better 
program features. In other words,, 
radio is getting a bigger share than ever 
before of each advertisers annual ap
propriation. It will have a far reaching 
effect, particularly upon program qua
lity. When one considers how often 
radio does a highly satisfactory selling 
job for a product upon a meagre spend
ing allowance it is clear that the new 
influx of money to the industry will be 
reflected in even better programs and 

MURDOCHS SHOW INTERESTING LEAD 
IN BIG STORE RADIO SPONSORSHIP 

Though M urdochs Ltd., of Park 
Street, Sydney, recently inaugurated a 
women's costume department, they have 
for many years been regarded as essen
tially a "Men's and Boys' Store." It is 
of particular interest therefore that 
their latest big expansion of broadcast 
advertising should evolve around a 
"store personality" of the fairer sex. 

The girl is Isobel Young. 
Miss Young joined Murdochs only a 

few months ago, and her powerful per
sonality, it was soon realised by execu
tives of the firm, would make a tremend
ous appeal over the air. Her first "air" 
assignment was with Advertising Mana
ger Davis, who at that time was con
ducting Murdoch's quarter-hour session 
on 2SM. More recently she took over 
the whole of this session. 

This week it was announced that Mur
doch's have entered into contracts with 
2GB and 2CH for time in the women's 
sessions, and additional time with 2UW. 
In each case Isobel Young will conduct 
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the sessions under the title of "Fashion 
Flashes ." 

New line-up for these special sessions 
is as follows : 2SM Fridav and Satur· 
day, 11.30 to 11.45 a.m. ·2GB, 10.35-45 
a.m., Tuesday, Wednesday and Thursday. 
2CH, 12.20-30 p.m. Tuesday, Wednesday. 
Thursday, and 2UW 12.5-15 p.m. Mon· 
days. 

Murdoch's Musical Moneybox audi· 
ence participation show broadcast 
through 2UW from the State AssemblY 
each Thursday night for several months 
past has proved such a success that the 
store has already issued invitations to 
pack the hall each Thursday night right 
up to the new year (seating capacity is 
400) . Show is compered by Vernon 
Lisle. 

An additional broadcast activity which 
has proved its worth is the "Custo1uer 
Speaks" session broadcast from the 
store through 2SM Mondays to Thurs· 
days inclusive, at 11.30-45 a .m. , and fea· 

(Continued opposite page, foot of Col. 1·) 

WITTS USING NEW 
DE MA SERIALS ALL ST A TES 
DRA De Witt and Co. Ltd. have 

E. c. for still another George Ed-
ni ~l s~w. this ti~e "~he i:unchback 
rd- Ali .. being !Jsted so fa1 to go on 

t B•'11 ' St t t' ns in five a es. 
>ta 1~Vitt's have been using .the 

D b" -George Edwards product10n, 
JUJU ia d "M P I " . . ·uy " on 2UW, an arco o o 

Pi '::uh b'er of stations in the Southern 
a num k' f "h f Present boo mgs or L e ea-

llJ(P~ t o P. Sellers include the fol-r a . 
wing stations:-
N 5 w.: 2uw Sydney. 
victoria: 3UZ Melbourne and 3SR, 

UL 3YB, 3BO, 3GL. . 
s duth Australia: 5KA Adelaide and 

Al' t 1· · 6IX Perth a11d western Aus ra 1a · " 

'~!~mania: 7HO Hobart and 7LA. 
A synopsis of the f~ature appears in 

h Transcription Sect10n. 
A other De Witt's program purchase 

last" week was 52 episodes of "Doctors 
Courageous," released by Artransa. 

ANOTHER HOUR VARIETY 
SHOW 

Any doubts as to the e'.'tent of a !~s
t nlng audience late at mght were d1s
ipated at 2UW last week when the first 

ot that stations new one-hour Tuesday 
night variety shows went on the air 

om 10 to 11 p.m. Title "Variety Cock
tail." the hour gave a :fast moving radio 
evenue with Tut Coltman's Band, Re-g
le Quartly and Cecil Scott, on their 
es from beginning to end, to say noth-

.i: of a few high rating guest artists 
brown in. An immediate 'phone and 
1.1 il re. ponse left no doubts as to the 
dience available at that hour. 
The show as a whole is not sponsored, 

ut is being used as a vehicle for spot 
unouncements only between items. 

\ ernon Lisle is the comp ere. 

OLD DYE FIRM TESTING 
RADIO 

One of the oldest and best known 
Y~S "Dy-0-La" (William R. Warner and 

Co. Pty. Ltd), has gone air merchandis
mg with a test campaign for three 
months over a number of country sta
t ans. Agency handling the account, 
tn. ted, Jackson and Haines, in Sydney, 
Pl nned the campaign on 100 warders in 

omen' sessions, commencing Septem
rrber 1 

Murdoch's Store Personality Girl 
(From opposite page.) 

;Ing D?m Harnett and Elsie ·wayne. 
n thel!' latest broadcast advertising 

rive, :\Iurdoch's are making full use of 
,~ · "store personality" idea. Miss 
houng has already built a big following 
;ough 2SM, and she should now win 
ny more friends for the sponsor on 

aet three other stations. She is also 
ured · rd m Murdoch's latest country 
er catalogue, and will be recorded in 

nounceinents to be broadcast through 
ountry st t· or a ions, thus completing a 
heougbly worked out merchandising 

me. 

DOUBLE OR QUITS FROM 
2/- TO £50 

E. Way and Co. Ltd.'s Thursday noon 
half-hour session on 2U,V, which takes 
the form of an audience participation 
show at the State Assembly, has proved 
to be another of those "booked out" 
shows-and little wonder when listen
ers and audience can have such fun and 
the chance to win anything from 2/- to 
£50. 

Vernon Lisle conducts the quiz. Gene
ral knowledge questions are asked with 
2/- for the first one correctly answered, 
4/- for the second, and so on, or the com
petitor can cry enough at any stage and 
collect her winnings which, if she has a 
docket from Ways is supplemented with 
an order on the store for goods to the 
same value as her prize money. A 
happy innovation introduced last week 
was the giving of a pair of Golden 
Glamour stockings to any competitor 
who having successfully answered three 
or more questions fails on the n ext. 
The highest any competitor has gone 
so far is 32/-, and as she had with her a 
docke t from Ways she got 64/- value for 
ner few minutes in front of the micro
phone. 

Enquiries from the station revealed 
that so far as the session is concerned 
they would go on doubling up on the 
quiz to £ 50 to any competitor who 
could stand up to the barrage of gene
ral knowledge questions. 

TEA MARKETING BUREAU 
WILL CONTINUE WITH SPOTS 
FOR 1940-41 

The Tea Marketing Expansion Bureau 
has arranged for renewal of spot con
tracts with the same extensive list of 
stations throughout Australia as used in 
their last 12 months' period up to Sep
tember. 

Samson Clarke Price Berry is the 

As Shakespeare said . .. 

agency handling the account. The cam
paign again is carried on one minute 
dramatised sketches similar in effect as 
those previously used, but somewhat 
different in presentation. The series is 
being disced at Columbia. 

e "Multum in 
Par'Jlo '' 

means 7DT 
IN TASMANIA! 
Admittedly the trans
lation is very broad -
but so is 7HT's cover
age! 

Sales through 7HT in 
Australia's smallest state 
have been translated in
to terms of "big business" 
for 7HT Advertisers. 

Get the sales 
facts from 
these mainland 
representatives 

A. L. FINN, 
66 King Street, 
Sydney. BW6251 

HUGH 
ANDERSON, 

130 Exhibition St. 
Melbourne. 
Cent. 4366 

TASMANIA'S LEADING 
BROADCASTER 

~~THE CUSTOMER 
IS ALWAYS BIGHT'' 

... Yes, always right on 3A W - for 

ENTERTAINMENT! That's why YOU should 

be on 3A W for SALES ! 

3A W gives better coverage ... more sales ! 

_VICTORIA LISTENS TO• ~Aw
and BUYS THROUGH • ~ 
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Director-General of Information 
Confers with Commercial Station 
Executives 
Delegates ·impressed by visit to War Industries 

• 
Left: Mr. C. F. Marden, presi
dent of the Australian Feder- . 
ation of Commercial Broad-

casting stations, and 

Right: Mr. H. G. Horner, 
chairman of the Radio War 

Service Committee .. 

• 
This month of August has seen some very interesting happenings in the 

commercial broadcasting field. On August 14 and 15 a Federal Executive 
of the Australian Federation of Commercial Broadcasting Stations visited Mel
bourne to confer with the Director-General of Information at the request of 
the Government, to consider ways and means of further augmenting the good 
work now being done by commercial broadcasting stations for the nation in 
its war effort. 

Sir Keith Murdoch, Director-General 
of Information, occupied the chair at 
the conference. The Federation Execu
tivn was representative of all States of 
Australia. 

In his opening address Sir Keith 
Murdoch paid tribute to the excellent 
work which had already been done by 
the industry as a whole, and stressed 
the point that even greater effort was 
necessary, and that announcements, 
talks, patriotic news, etc., should 
permeate the stations' programs even 
rr.ore frequently, and he considered that 
at some time in the day at least one 
station should be making announcements 
of a national character. 

Many interesting and constructive 
suggestions were put forwri.rd by the 
stations' representative, and summar
ised, the work being done is as follows: 

(a) All commercial stations are tak
ing the B.B.C. news sessions at fre
quent periods during the day. 

(b) Over seventy stations are taking 
the national news service at 7 p.m. each 
evening. 

(c) All stations have broadcast scat
tet· annom1cements and dramatised min
ute sessions for War Savings Certifi
cates, "Don't Talk,'' R.A.A.F., recruiting, 
etc. 

(d) All s;tations are conducting 
numerous activities associated with the 
war effort, particularly for patriotic 
funds, entertainments for soldiers' 
camps, equipment for camps. etc. 

(e) All stations are taking the nation
al broadcast by the Federation for half 
an hour on Sunday evenings. 

A suggestion . was put forward that 

the Department would arrange the ex
perimental production of one or two 
sH"ial stories, but it is understood the 
concensus of opinion was definitely 
against the proposal, as it was consid
ered that the Government should allow 
radio production of this nature to re
main in the hands of private enterprise. 

The President of the Federation, Mr. 
Marden, pointed out the excellent work 
and co-operation which had been re
ceived from the various sections of the 
industry generally, and he said that 
there were over sixty agents willing and 
anxious to write up material, even to 
the extent of employing copywriters to 
do the work. 

Sunday Night Program Stands 
It was decided that the Federation 

should continue to produce the Sunday 
night half-hour entertainment, and the 
Radio War Service Committee should 
continue with the preparation of an
nouncements and talks of a general war 
effort nature, such as patriotism, moral 
inspiration, courage, national discipline, 
etc., and that the Department would 
suggest from time to time other sub
jects in accordance with the national 
policy. 

The Conference was considered by 
all to be very successful and it was an 
excellent idea to get the Executive·s to
gether and obtain a concensus of 
opinion on most of the important items. 
Many problems on both sides were 
openly discussed, and a better under
standing as to what the Government de
sires from the stations was obtained. 
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Delegates See Munitions 
and Aircraft 

During the two days' stay in Me 
bourne, the delegates were treated tc 
lunch and dinner by the Director-Gen 
ral of Information, Sir Keith Murdoch 
and they were also treated to lunch 0 
the following day with a most interest 
ing and instructive visit to munitio · 
works and aircraft production works i 
Melbourne. Many station executive 
who went on this visit expressed amaz~. 
ment at the activity and the remarkabJ 
progress being made in both ·munition 
and aircraft production in Australia. 

Mr. Essington Lewis, the Direct01 . 
General of Munitions, was the host 0 
these inspection tours. 

It might be added that the comme1. 
cial stations . are very mindful of thei. 
reesponsibility to Australia, in time 01 
war particularly, and are pre]!lared to d 
everything they can to assist in the be~· 
direction in this National war effort. It 
is obvious that a lot of people hav. 
various ideas, and all want to see them 
put into operation, but the good Judg . 
ment of the station managers can b, 
trusted to help the Government in thes" 
troublesome times, providing the Go1-
ernment does not try to enact unwork
able regulations. 

FEDERATION ANNUAL 
CONVENTION 

It has be.en decided by the Federation 
of Commercial Broadcasting Station, 
that their Annual Convention will be 
held this year. The exact location ii 
not yet announced, but it is understood 
that Jervis Bay is running first favou r
ite, and no doubt the convention will 
be held during November, after the Mel 
bourne Cup. 

CHANGE OF ADDRESS FOR 
STATION REP. 

George Hill, popular Sydney repre· 
senta.tive for Stations 3GL Geelan~ 
3MA Mildura, and 3BA Ballarat, ha' 
notified a change of address from bif 
former office at 15 Hamilton Street 
Sydney. He has moved to 58 Margare1 
Street, and the new 'phone number i' 
B7669. 

ONLY FIVE SHILLINGS 
The latest issue (July, 1940) of 

the C.B. RATE BOOK is just out. 
Contains all rate cards of all com
mercial stations and networks; 
network discounts; late shopping 
nights; station reps.; official lis· 
teners' licence figures; in 72 pages 
in strong cover for only 5/· per 
copy, post free. Send your postal 
note to-day to Australian Rad io 
Pub I ications, Box 3765, G.P.O., 
Sydney, and the postman will 
bring you this handy rate book. 

• 2uw, Sydney; 2HD, Newcastle; 2TM, Tamworth; 

2KA-BS, Katoomba-Bathurst; 2KM, Kempsey. 

• 3uz Melbourne; 
I 

3SR, Shepparton; 3YB, 

Warrnambool; JUL, Warragul; 3CV Charlton. 

• 4BC, Brisbane; 4GR, Toowoomba; 4ZR, Roma; 

4SB, Kingaroy (Relay 4BC); 4VL, Charleville; 

4AY, Ayr-Townsville; 4MB, Maryborough; 

4RO, Rockhampton; 4AT, Atherton. 

• SKA, Adelaide; SAU, Port Augusta. 

• 6ML, Perth. 

• 7 AD, Devon port. 

~'\\\! 

~ 
~ 

Best Sellers • • • 
These links-the mightiest chain of broad
cast Merchandisers' in the Common
wealth, will shortly place before Advert
isers everywhere a compilation in which 
will be found all the essential statistical 
data and general information necessary 
for the complete guidance of Advertisers 
seeking the finest channels and facilities 
for their broadcast message. 

CO~IING SOON - W ATCB 
FOR IT! 

THE ~.B.N. IS THE 
BUY-WAY TO SUCCESS! 

~D!-\14§JH4JU4J144J144J144J144!d44J144!'14!!'U!!'14!\14!!'U~\14~!d444d444'1H!'H4J1441144!1 
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Consumer Advertising Must 
Be Factual! 
Frank Discussion of Problems by Leading 
American Agency Executive 

There are few business people in the world to compare with the Ameri
cans when it comes to frank discussions of their business problems-they 
seem ever willing to hold open court on matters relating to the betterment 
of any enterprise. Perhaps this is one of the things which contributes 
largely to the success of American business. Anyway, there was no doubt 
about the frankness of Raymond Rubicam, chairman of the Board of Young 
and Rubicam Inc., big U.S. ad. agency, when he addressed a Business-Con
sumers Relations Conference on "Advertising and Selling Practices," spon
sored by the National Association of Better Business Bureau Inc. 

For the full text of Mr. Rubicam's remarks as printed below we are in
debted to "Printers' Ink" (May 24, 1940). 

(By Raymond Rubicam.) 
In my opinion, the first obligation that 

national advertising owes the consumer 
is the same as that which it owes the 
manufacturer-namely, succ'ess in sell
ing honest goods and services to a mass 
market at a low cost. 

If an advertisement does not succeed 
in commanding the attention of a large 
number of people, it fails in its first 
test. Even if it gives all the informa
tion in the world about a product, if it 
does not command such attention, it is 
a failure. If every statement in it were 
hailed as incontrovertible fact by Con
sumers' Union, it would still be a 
failure . And if it won the enthusiastic 
approval of . every guardian of public 
welfare in the land, its classification 
would not change. 

The only reason for the existence of 
advertising is that it sells goods to the 
many simultaneously, the way personal 
salesmen sell goods to people individu
ally. It has no other juEtification worth 
mentioning. It reaches where sales 
forces cannot reach and does it at a 
lower cost than any other method yet 
tried. 

Why is all this of primary interest to 
the consumer? Certainly it is of in
terest to the consumer to have worthy 
goods and services offered to the largest 
possible number of people. Only in that 
way can the national standard of living 
be raised. Only because that job has 
been well done does the average Ameri
can have more of the goods and ser
vices that make life enjoyable than any 
other average man in the world. And 
only because so many Americans use so 
many products and services are they 
available at all, or at their present 
prices. 

The first requirements which adver
tising must meet, or else cease to exist, 
are the requirements of people's tastes 
and habits regarding what they will and 
will not read in magazines and news
papers, and what they will and will not 
listen to on the air. If these require
ments are ignored, people will in turn 
ignore the advertisements and they will 
'fail. 

If you will study the editorial con
tents of the magazines which are most 
popular, the newspapers which are most 
in demand, the radio programs which 
are listened to by the greatest number 
of people, the movies which people flock 
to see, there is one conclusion that you 
will come to rather easily-namely, that 
people do not want dry facts served to 
them in a dry way. 

Critics complain that the best books 
are not read, that the best plays are not 
popular, the best movies not even pro
duced. Perhaps this is so. Authors 
and playwrights can afford, if they wish, 
to appeal to a judicious minority, but 
the advertiser and the advertisement 
have no choice. They must meet popu
lar taste and appeal to it in terms which 
will win broad response, or they lose 
their justification. 

In a broadway it is the job of national 
advertising to stimulate desire and de
mand; it is the job of retail advertising 
to fill it. It is reasonably well known 
that you cannot create desire or demand 
in any field of human activity simply by 
a recitation of facts. 

Equally as useful as the facts is t!Ml 
art of persuasion, which I have yet t6 
hear called a crime except by some 
critics of advertising. Preachers use it 
only to save sinners, but, competitively, 
to win converts. Educators use it to 
convince the indifferent young that it 
pays to study, and alumni use it to re
cruit talent for the football teams . 
Democratic governments use it t o win 
people to their policies, but dictators 
don't bother with it; they just tell you 
what to do. 

Effective national advertising is made 
up of a combination of facts and per
suasion. It should not be exerted in be
half of fraudulent products; it should 
not resort to unjustified claims; it 
should not violate or evade the laws 
whose purpose is to prevent the con
sumer from being cheated. 

On the other hand, advertising should 
be given as much liberty as possible 
within the limits of honesty. It should 
not be required to become an encyclo
pedia of factual information about the 
product. It should not be asked to em-
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ploy Etandards of public taste wn· 
apply only to a minority. If it is c lch 
pelled to do so, it will fail to inte1?lll· 
enough people to perform its Prim eit 
job of selling goods at low cost. al')' 

Studies of public reading habits a 
preferences show that the picture Pand 
of the newspaper will be looked at ~t 
90 per cent of the women readers a Y 
the leading comic will be read by 70 Dd 
cent, whereas the leading editorial ~~{ 
be read by only 10 per cent. Althou · 
fiction is not nearly as popular in ne.;h 
papers as it is in magazines, even in s. 
newspaper the love stories will be rea~ 
by more women than the leading new 
story on Page 1. The Hollywood 
columns far outrank the book column 
in popularity, and the columns 0 
beauty, etiquette, and society outranh 
columns on health. 

Critics sometimes question adverti<
ing as an effective and economical sell 
ing tool; the same critics will criticist 
it for lack of factual dignity. Certainly 
adv ertising cannot lower its cost With· 
out reaching the masses of the people, 
and certainly it can111;it reach· the masse' 
of the people by a very grea t preoccu
pation with dignity. 

!n both newspapers and magazines re
search proves over and over again that 
people want information served to them 
with a light and entertaining touch, or 
else with an emotional and dramatic 
touch which mirrors their own lives 
Particularly is this true of women. Jr 
a woman's magazine, articles of seriou 
import must be highly personalised, or 
they are likely to get scant r eading. 

In national advertising an advertise
m ent about an electrical appliance 
which featured for a woman the tech· 
nical details of the product would be " 
complete and utter failure, accordln~ 
to all past experience; but an advertise
ment which dramatised fo r her the con· 
tribution which that appliance could 
make to her life, if it hit the truth of 
the matter, would be a huge success. 

The most effective advertisements art 
not written about products ; they ari 
written about people and their relation· 
ship to the product advertised. Dra 
matic selling and free use of the im· 
agination are clearly recognised by !hr 
critics of advertising, or they would 
never have taken such · titles for 
their books as "One Hundred Million 
Guinea Pigs," "Forty Million Guinea Pi~ 
Children," "Skin Deep," and "Partner, 
in Plunder." How much circulation do 
you suppose these popular books would 
have had if they had been given con
servative titles and been written In 
factual language? 

Advertising is not to be likened to an 
impartial consumers' information ser· 
vice. An advertisement is a salesman: 
it exercises any man's right to advocate 
openly and honourably his own good'. 
and his own work. It does not pretenc 
to be disinterested, as so often happen> 
in propaganda outside of advertising. 

Its departures from fact are out where 
they can be seen, challenged, and cor· 
rected, and where the parties respon· 
sible are known and can be held re
sponsible. 

(Continued on page 10 

WITH MALICE TOWARDS NONE 

America by air mail this week 
from the gift of a pair of the latest 
n•e: stockings. Nylon is the Du Pont 
>10 t' n-a product of coal, water and 
ven 110dustrial chemists claim that it is 

ir. 0t the three or four greatest che~i
n . entions in the world to-day. It is 
1 inv ·1 fi w material for a text1 e bre, 

tb raei· and more elastic than silk, 
trong A h 

1 linen or rayon. s a woman w o 
00 ~ders hosiery one of the most im

onsi nt accessories to smart dressing, 
p0rta pears to me that Nylon are quite 
tb aploveliest, sheerest stockings I've 

t e · f · Th ver known the JOY o we.armg. ey 
are colour fast, wash easily and dry 

"cklY but-one must not dry them 
quai r a' 1·adiator or in any hot place. I 
~ . . f 

ill report on the ~eanng service o 
bt ~e stockings as tnne marches on. 

Goldberg's (Sydney) announce an ex
t• nsion of their radio division. Mr . 
Goldberg says: "I believe wholeheart 
dly in the value of radio advertising 

to.day." His Melbourne branch will 
bortly release three big radio cam

paigns. Sorry, cannot give you details 
m this issue. This week, Sydney office 
releases the tremend.ous U.A.P. radio 
and press campaign for the whole of 
_ ·(·w South 'Vales. 

Mr. Ashley Buckingham, director of 
Buckingham's and Curzons, is also an
ther who is convinced that radio is a 

\aluable advertising medium. "I can 
,1y qu ite definitely," says Mr. Bucking

ham, "that I have had excellent results 
from my radio advertising, particularly 
recently." (Curzon's are using 2GB and 
2UE stressing their "Bud:geteer" ap
peal)) . Hansen Rubensohn handle this 
account. 

One of radio's youngest program 
managers is Mr. Pere . . Campbell. We 
doubt if he's reached the half fifty 
mark yet. Mr. Campbell commenced his 
career at 2GB as an office junior. To
day, he is an extremely competent 
executive, enjoying an enviable salary. 
Hats off to stations who give youth its 
ha nee! 

News from the 2UW front. Recently 
back from a tour of the United States 
Hod Gainford, of "Do You Want to be 
An Actor?" fame, has joined this station. 
Mr. Gainford relates that many people 
over there remarked on his likeness to 
Dale Carnegie. Remember the wench 

ho obliged you with a match in a Syd
~ey cafe last week, Mr. Gainford? She 
ells me that she thinks the Yanks have 
ot something there. But-she goes one 
etter and says, "This business of 'get-

ti~g along' with people seems to be a 
to t, ,,not an acquisition with Mr. Gain
! rRd. (Just what sort of a match was 

od ?) . 

a Back at work after convalescing from 
severe bout of 'fin is Chief Marden's 

ecreta1"' C hos . J • oral Wood. Also on the 
( r ital list is popular Jim McKay 

a es) . With the revival of old war 

By Valerie Chick 

ballads, we can hardly pin anything on 
Jimmy for crooning softly from his bed 
-"I don't want to get well, I'm in love · 
with the beautiful nurse." Then, we 
have Pat Harvey in the copy dept. 
Pat's the proud possessor of a beautiful 
solitaire-engagement announced last 
week Mr. C. C. Carter has waved good
bye to ledgers and staff pay envelopes 
for the time being. Entered the Air 
Force last week. 

Remember Bimbo (2KY) ? Who 
could forget him? Believe it or not 
girls, he's taking a special course in 
cookery. We hope Lennie Lower won't 
get hold of this juicy piece of informa
tion. If you had tried to get in touch 
with Bimbo on Sunday last (that was 
his first "official" day on cook duty!), 
this is most likely what would have oc
curred. "Yes-this is Bimbo. Busy? 
My blinkin' oath! I'm right in the 
middle of knocking up a few hot scones 
for the boys you know, and what with 
Mrs. Beeton's cookery book, "The Guide 

to Young Housewives," the crook stove, 
my scone cutter missing, and the tea 
kettle whistling, "Taint what you do, it's 
the way that you do it," I'm alluva twit, 
I am." 

Incidentally Bimbo is anxious to hear 
from advertisers who may have some 
spare playing cards or games for the 
"blokes" in his unit. They're urgently 
in need of playing cards particularly. 
Bimbo's address is : Corporal A. W . 
H ahn, NX32876, 1st Aust. Corp. Salvage 
Unit, Showground, Sydney. 

It takes some doing for a woman to 
combine marriage with a strenuous 
career, find time to be one of the "lovely
to-look-at-delightful-to- know" people, to 
appear always as though she has step
ped from the pages of Vogue, and to 
participate in no small way in her coun
try's ·war effort. Folks-I give you Mrs. 
George Edwards (Nell Stirling) , one 
such "rara avis." 

Nell more than lived up to her repu
tation. for smart dressing at P r ince's 
last Thursday evening, in a beal.ltiful 
frock of heavy dull-gold material with 
a stiff gold net voluminous skirt. Occa
sion-party given by her husband to 
c6·lebrate her brithday Guests included 
Nell's parents, Mr. and Mrs . Malmgron, 
"Andrea," Hazel Hollander, Messrs. 0 . 
P. Sellers, Summer Locke-Elliott, John 
Martin and Richard Parry. 

Publicity at 2UE is now in the cap
able hands of Betty Ranshaw and young 
Peg. Rehfisch. Both girls have been 
transferred from the copy. dept Peg 
is the daughter of one of Australia's 
famous women painters. 

Gentlemen prefer-there's evidently 
one who does, because 2UE's "Blonde 
Bombshell" (Mary Sinclair, nightin
galer) has been receiving orchids by the 
dozen every day. Sender-anonymous! 
There's a. grand guy for you. We pre
dict there'll be a poppy-beg pardon, _ 
popping day soon. 

(Note: A cknowle dgement t o " N ew 
Yorker" for Schnabel story las t issue) . 

SUCCESSFUL RADIO ART UNION-PROFIT ABOUT £700 

A progress report on the Radio Art 
Union conducted by the Sydney R.I.F. 
Club, reveals that there will be a profit 
of about £700 or more from the Art 
Union and the Art Union Ball which 
was held at the Trocadero. 

Over 54,000 tickets were actually sold 
in the art union. 

The first prize, which was sold by 
Mr. A . R. Allen, of Vesta, to the Dunlop
Perdriau Rubber Co., was handed back 
by that company, which meant a sub
stantial profit to the Art Union Fund. 

Also, one of the special mantel model 
sets given for the sellers of the first four 
winning tickets, was won by Mr. A. R. 
Allen, managing director of Vesta Bat· 

teries, who handed it back to the fund , 
giving another additional profit. 

Other winners of the special prizes fo1' 
sellers of tickets in the art union were: 
J. J. Hodgson and Sons of Lockhart, 
N.S .W.; C. Winkworth and Sons Pty. 
Ltd ., 51 York Street: and Miss T. 
Brown, of 101 Macleay Street, Pott's 
Point. 

Prizes Unclaimed 
The following ·prizes in the recent art 

union were not claimed when we went 
to press:-

10th prize, electric shaver; 17th prize, 
electric iron; 19th prize, electric clock; 
21st prize, electric toaster; 23rd prize, 
electric toaster. 
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MUST BE FACTUAL says Rubicam 
(Continued from page 8) 

It is not an offence against the con
sumer if the advertise1· is in favour of 
his own products and says so enthu
siastically. It is not an offence· against 
the consumer if he tries to make a place 
in her life for the goods he sells. And 
he must be allowed liberty and latitude, 
it seems to me, in the choice of methods 
in selling. 

If he makes honest goods, prices them 
fairly, puts all vital information about 

Warrnambool 
Chemist 

sells 
Cough Mixture 
by the Gallon! 

Mr. L. Suggett, Chemist of 
Warmambool, found sales of 
his "P.T. COUGH LINCTUS" 
on the slow side so decided to 
advertise over 3YB in the mid
day programme. 

RESULT: FIRST GALLON 
SOLD IN 11 DAYS. 

SECOND GALLON SOLD 
IN 7 DAYS. 

Prior to using 3YB the same 
quantity took three months to 
sell. Now sales INCREASING 
and 
daily. 

coughs DECREASING 

lYB 
CITY of WARRNAMBOOL 

"ARGUS" BROADCASTING 
NETWORK 

3SR 3YB 3UL 
SYDNEY REP.: 

ALEC. BOURKE, B 2085 

them on product or label and in service 
literature, it seems to me that he should 
be allowed to advertise them with 
nursery rhymes if nursery rhymes car ry 
the good product to the greatest num
ber of consumers at the lowest cost. 

Let me hasten to say at this point 
that I am not arguing that advertisers 
should not give more information to the 
cor,sumer. I am not arguing against 
ir.erchandise grading. I am not argu
ing against complete information on 
labels, products or in service literature. 

Readers of national advertising are 
frequently repelled, instead of attracted, 
by a mass of literal facts about the 
product. They are frequently repelled 
by informative headlines. They are 
usually repelled by lots of words and 
small type. They are usually attracted 
by pictures of generous size or by 
sequences of pictures. They are at
tracted by pictures of people rather 
than pictures of products alone. 

More often than not there is some one 
fact about a product or some one appeal 
for its use that is of supreme interest 
and importance to people, and so far 
outweighs all others that emphasis upon 
it is the best way of effecting low-cost 
selling. 

Perhaps in saying these things I am, 
as the phrase goes, sticking my neck 
out. But, as I see it, the value of con
sumer-business conferences lies in hear
ing all views. I am distinctly in favour 
of greater contact between consumer 
and producer. Nothing but good for 
both can come from it if the contact is 
frequent enough, is continued long 
enough, if the consumer representatives 
and the business representatives really 
represent the forces behind them, and if 
there is an honest and co-operative 
effort in both groups to understand ·the 
needs and problems of the other. 

Human beings always find it hard to 
make sudden changes and adjustments. 
Business men and advertising men are 
no exception to this. Changes in pro
cedure which are suggested from the 
outside sometimes look harder to make 
than they are. Changes that are re
strictive in nature, sometimes look 
more dangerous than they are to the 
freedoms which we in this country so 
rightfully guard to-day. 

It is true, at the same time, that this 
American freedom is, or should be, 
based upon a willingness of the indivi
dual to accept such limitations on his 
personal freedom as will serve the 
rights and interests of all. There is no 
question that business and its instru
ment, advertising, must serve the great 
consuming public to its satisfaction or 
that the public will find ways of · com
pelling that satisfaction. 

It is important that we, who are in 
business, see and accept that fact. It 
is likewise important that the leaders of 
the consumer movement truly repre
sent the views, needs and desire of the 
great mass of consuJll.ers, and that the 
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measures which they advocate Will Pei·. 
mit business to serve the con sumer iri 
his role as producer too. 

In the short run it may not alwa . 
be true that what is good for busin l 
is good for the consumer and w es, 
earner, but in the long run it has go~ge. 
be true, and in my experience, husine to 
men have never seen . and understo s 
this as clearly as they do to-day. 0d 

The most precious _possession \\"p 
have in this country lS fr~edom Of 

choice. The average American I 
more latitude with regard to everyth:a 
in his life than any citizen of any "'"Ing 

t . . th '"ea; na 10n m e world. We cannot b!in 
ourselves to the fact that millions a _d 
without jobs, but we must sfrive for t~e 
restor ation of those. jobs with out the 
loss of the freedoms-spiritual, menta~ 
and material- which make us the mos. 
fortunate great people in the world t~'. 
day. 

The most important consideration be
fore us is that we shall use well and 
thus retain the freedoms which we now 
have. 

Reasonable and fair freedom fo r busi
ness in its methods must be guarded 
as carefully as freedom for t h e people 
whom business serves. . 

Business, heedless of consumer needs 
and desires, might bring upon itself new 
restrictions to shrink its area of free. 
dom; hut consumers must look out that 
in imposing too severe restrictions 01; 

business, they do not, in the end, re· 
strict themselves. 

To-day, business suggests through ad
vertising and salesmanship , but the cou
sumer decides. Because of the freedoms 
which business enjoys, the con sumer is 
offered an almost limitless range of 
goods and services to choose from. 

What difference does it make if two 
or ten or fifty different manufacturers 
market and advertise· goods which have 
many like characteristics? Why should· 
n't two or ten or fifty manufacturers 
ha.ve the right to make and market re· 
sembling products? Is it not importaut 
to preserve their right to do so in order 
to preserve the whole principle of right 
of choice-whether for a man to choose 
to go in business or for a woman to 
choose what hat or automobile or brand 
of peas strikes her fancy? 

We must all he careful that a move· 
ment which starts with the reasonable 
desire of consumers to get what they 
want from business, does not end with 
the dictation of an individual empower· 
ed to decide what everybody want s. 

2CH SETTLED IN TO NEW 
PREMISES 

The transfer of the whole of the 
studio broadcasting activities of 2ClI 
Sydney to premises in the new palatial 
A.W.A. building at 47 York Street, has 
been completed. 2CH · was formerly 
housed in the Grace Building. Audience 
participation shows have been alreadY 
conducted from the new big main studio 
with marvellous acoustic effect. 

It is hoped to present to readers n 
complete description of these fine 
studios and general set-up at an earlY 
date. 

l,000 RETAILERS 
BIG PEPSODENT 

WITNESS 
SHOW 

FIRST 

. t program of the new Pepsodent 
Firs "Sunday Night at Eight," was 

shoWJcast from the stage of the Comedy 
broa tre Melbourne, on Sunday, August 
Thea Br~adcast was witnessed by 1,000 
18· ·iers who attended as guests of the 
reta1 ' d 45 · t dent Company, an ran m1nu es 
pepthoe second-an excellent example of 
to recis ion with which a show of this 
the P 
nature can be presented. 

:\Ielbourne station, 3A W, relays the 
h~W to 21 other stations in an east 

'"ast hook-up. 

Public interest h ad ~e~n aroused. by 
an extensive pre-pubhc1t:i; campaign, 
, overing both the metropohtan and p_ro
dncial press in the four States takmg 
1 he program. 

on the technical side, the broadcast 
1iresented many difficulties, and kept 
the technical staff of 3A W hard at work 
!or three weeks prior to the first pro
"ram. Chief difficulty was the momtor
lng of the show and, in order to facili
tate this, a completely equipped, sound
proof control booth was built on stage 
at the theatre. This contained the usual 
control apparatus plus a special, high
fidelity monitoring speaker. A large 
·1mount of new equipment, including 
several new · microphones, had to be ob-

tained for the show, and Mr. Morris 
Israel, acting chief engineer of 3A W , 
spent the greater part of the first fort
night in assembling and testing it
working on occasion 18 hours a day. 

Six pairs of special lines linked the 
theatre with 3A W's studios and control 
room, and a special system of inter
connecting switches - complex in 
arrangement but simple in operatiorr
was installed, allowing the engineer in 
charge to monitor the show directly or 
indirectly. These switches were also 
connected with the amplifiers in the 
auditorium of the theatre, and were so 
arranged that the amplifiers could be 
controlled directly from either the stage 
or the studio. 

REHEARSALS RECORDED. 

Another headache for the technical 
staff was the recording of rehearsals. 
Every rehearsal was taken by landline 
from the theatre and recorded at 3A W 
and then played back to the theatre 
where the performers checked it for 
faults. This undoubtedly played a large 
part in the smoothness of presentation 
and the exactness of timing which were 
such prominent features of the first 
broadcast. 

A BOOK FOR ALL 
Amongst the mass of literature which 

has come off the American press speci
fically dealing with this that and the 
other phases of broadcasting, it is some
times difficult to divide the wheat from 
the straw without a deeply concentrated 
amount of reading. Occasionally, how
ever, the churning wheels throw up 
something which immediately smacks of 
the truth, like a gem midst a hoard of 
paste. 

Such a volume has recently been pub
lished by Prentice Hall, Inc., of New 
York, under the rather mundane, and 
possibly therefore all the more appeal
ing title, of "Production and Direction of 
Radio Programs," by John S. Carlile, 
production manager of Columbia Broad
casting System. 

The work itself is so comprehensive 
(though not frighteningly so), so ade
quate in almost every respect, that no 
radio or ad•vertising executive should 
pass up an opportunity of reading and 
studying it. There are four parts uHder 
the following headings; "The Program 
and Those Who Produce It," "The Pro
duction of Musicale Programs," "Pre
c1s10n and Routine," and "Speech." 
Thus is covered the process of produc
ing and directing programs, from the 
inception of the program idea to its pre
sentation on the air. There are also a 
number of useful diagrams and photo
graphs of ideal studio layouts and de
scriptions of sound effects equipment. 

Our copy from the publishers. Copies 
are available on order at 30/- each. 

Brightly presented in the new 9JJ!_,... <f}>J,/} "~ 
"Hits of the Moment" Programme by v~ 

''BY POPULAR REQUEST'' 
COMMENCING TUESDAY SEPT. 3 and EVERY TUESDAY at 9.45 p.m. 

Another half hour top line entertainment 
from 

RADIO 2UE 
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l1t1portance of Merchandisin The 
Tie-up Broadcast Advertising • .in 

In the third of a series of post-gradu
ate lectures on radio advertising, Mr. 
S. A. Maxwell, of Trans-Radio, was the 
speaker at the July meeting of the 
N.S.W. Diploma Holders Division of the 
Advertising Association of Australia and 
New Zealand, held at the lecture room 
of the School of Applied Advertising in 
Sydney. Mr. Maxwell dealt particularly 
with merchandising angles of broadcast 
advertising, of which the following are 
extracts:-

vVhen we come to the paper, or the maga
zine we have editorial matter providing 
the 'reason why people buy the medium. In 
radio we have en t ertainment matter, for 
which people listen to the radio. Both are 
absolutely essential, because without them 
we would not have listeners or readers. 
The advertisements and the editorial mat
ter are used then to sell the goods. The 
advertisements do the same thing. in radio . 

The first main differentiation 1s that a 
radio advertisement has the distinct advan
tage of a solus position . If you a re gomg 
to listen to your radio play at a .certam 
time, you have. to take in you r stride t'.'e 
commercial announcements attached t~ lt. 
You cannot get tuned to a stat10n ~ontmu
ously without hearing an advertisement, 
then the entertainment and then the adver
tisement. ·\Vhen you read your newspaper 
it is not essential to go d<?wn the ~olumn 
and see the advertisement 111 the middle. 

The circulation of both kmds of adv.er
tising depends in the one case on .readmg 
habits and in the other case on listemng· 
habits of the public. . . 

Dealing with broadcastmg, said Mr. Max
well, we have two classes of listeners. We 
have the habitual listeners and the selec
tive listeners. By habitual list~ning I ~ean 
the habit of listening to a gn'.en st~tion; 
bv selective listening I mean dial tw1stmg 
to a preconceived pfan. 

It is not my purpose, sai<:l Mr. Maxwell, 
to advance any points with the obJect of 
stating that one medium is. better than an
other, because I firmly believe they go to
gether. If one is used preferentially to . the 
other it will be because of cons1derat10ns 
of b~dget rather than a judgment of one 
against the other. It is obvious, even to 
the most dyed-in-the-wool adh~rents to 
newspaper advertising, that aud1tor_y ad
vertising has a tremendous place m the 
oom=ci~ , 

'Ve can generally assume that womens 
listening· habits are twofold. They have. a 
favourite station and they have a favourite 
session. They distinctly have a favourite 
station. That is the biggest problem to 
analyse-why some stations are favour~d 
more than others. We have it of course m 
the make-up of individuals and what they 
like and do not like. As our research 
gathers momentum in this country we will 
g·et down to logical reasons for that. 

In the first place the listeners to the 
favoured session are built up by merchan
dising. Once the session is buil~ up, it de
pends on the quality of the session. to hold 
the listeners. Favourite personailt1es can 
swing people to listen to them. . 

We can group our listeners accordmg to 
sex, age, and special inter.ests, and "'.e can 
make some sort of analys1s of the kmd of 
audience any station is likely to get by 
studying the programs that it. J?resents. 

~Ir. Maxwell quoted .the opm10n of a 
leading American radio advertising author
ity, Professor H. S. Hettmger, confirmed 
by both the National Broadcastmg Co. and 
the Columbia Broadcastmg· System :-

"When someone decides to listen to the 
radio, his attitude is governed by four con
ditions:-

1. Listening is a voluntary act from 
which he expects to derive pleasure. 
2. If he is entertained by the program, 
the listener is likely to tune to it habitu
ally. 

"It does not matter whether we 
are using radio or press, or inter
viewing a man to sell him a motor 
car, the fact remains that we have 
to gain his attention, try to· get his 
interest, appreciation, create his 
desire, try to get him to decide, 
and then get him to act . That is 
our objective. Whether we suc
ceed depends upon many other 
factors." 

3. Listening in company with others in
creases the pleasure derived from the 
program. 
4. If the advertiser's program has pleased 
the radio audience, he will get the full 
credit for it. 
"The tendency toward habitual listening 

is greatly increased by the current practice 
of repeating radio programs at exactly the 
same hour and day every week. Habitual 
listening not only provides the radio adver
tiser with a degree of isolation, for his 
copy, hard to equal in any other medium, 
but it also makes possible especially effec
tive deveiopment of a continuous copy 
policy, wherein each period's announce
ment ties in with the preceding and follow
ing ones and builds towards a cumulative 
effect." 

CAMPAIGN PLANNING 
The starting point of the campaign should 

be a market anal,•sis of the potential con
sumers, the habits of the people who buy 
a nd use the goods, and the habits of the 
people who ought to be bu,•ing and using· 
the goods. Until we have this information 
we cannot properly choose our s tati on or 
stations and plan our progTan1. 

Next, \Ve inust have distributio1~ of our 
product. We want to know our field se ll
ing set-up. That is necessar;•, because 
radio can be a tremendous force in the 
hands of an able salesman in the field. The 
salesn1an who is anned "\\'ith every point of 
a radio ca111paign is in a particularly good 
position to make the fullest capital out of 
it. Half our success will be in the CO· 
operation of the field staff, the enthusiasm 
of the field staff, and the enthusiasm of 
the distributorn on our radio selling cam
paign makes all the difference. The more 
we appreciate and develop that, the greater 
success we will b e as broadcasting adver
tising men and 111ercha ndisers. 

Budget distribution is another factor to 
be considered. The number of listeners in 
anv centre where Vle vvant to sen our g·oocls 
must be analysed. The city of Sydney is 
difficult to analyse, because we have eight 
stations, and in Ne,vcastle "re have two 
stations; but in other centres where we 
have only one station, \Ve can judg·e our set 
of listeners. 

The procedure we usually adopt is to take 
the total number of listeners in the State 
and separate Newcastle from the rest of 
the country and the city, and then work 
out the three fractions of the appropria
tion, on the assumption that our distribu
tions is good in all centres, and that our 
field staff is right in all centres. It can 
safely be said that out of every £100, £60 
can be spent in the metropolitan area, £30 
in the country and £10 in Newcastle, ac
cording to where our listeners are. 

It is very difficult to give any suggestions 
regarding the amount to be spent on radio 
a dvertising in comparison with the amounts 
to be spent on other media. One has to be 
governed very largely by the product itself, 
the market analysis, the money available 
to tell the people, and the cost of each sales 
message in telling them. 

The budget will also indicate whether 
've are to use sessions or spot anounce
ments. 

'\>Ve must remember that if we select ses-
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sion8, the:r nn1st he run reg·ularl,\·, and 
will cost us a lot of money, ;Not onJy h 
the program to be good, . but in addition 
has to he well merchandised to get list 
ers to it. There are some thousands er 
quarter hour sessions that people ~ 
choose. We cannot get away from the r 
that it takes weeks to build an audie;' 
to the program. 

After all, the greatest builder of all 
word-of-mouth. It is not all the "publicit;' 
you P'{t in the paper. about your_ program 
the thing that does 1t more quickly tha 
anything else is the fact that one man ask' 
another, "Did you enjoy Ginger last ni ght, ' 
That is the biggest force of all. · 

SPOT ANNOUNCEMENTS. 
Jn considering· the use of 25-word an 

nouncements, 100-word announcement 
etc., we want to know if our advertiser ha 
used radio before. That is important. 1 
is a strange thing that if a line has bee' 
ac1verti8ec1 on the air, quite a number 0, 
people give it a certain standing in the 
own minds. If it has not been there befor 
it is, in that sense, a newcon1er to therr 
It is such an important point that it 1 
so1netimes very good to introduce our Prr 
duct to t h e radio audience, with 25-worder 
irrespective of whether it has been adver. 
tised before in the press. vVe can ge• 
closest to the blanket effect with a shor 
message, and do it quickly. We can follo1 
that up with our sponsored session, heavil 
merchandised. Our 25 words will help iJ 
building distribution, and help the can 
paign to follow. 

l do not personally like the 100-worde' 
said Mr. Maxwell; I think it is too Ion ~ 
As a single announcement I do not favou 
it, but it can be used in sessions effecth·e1, 
It is hard to get our message over with 
100-worder. We are without an illustra 
t ion. A 100-worder is like a mass of tn 
in a ne-v\rspaper a dvertise1nent, \Vhen com 
pared ·with a dran1atised n1inute anouncfl· 
inent. 

A clran1atised n1inute giveR us a ll th· 
chances to g·ive our "illustration" and t 
get the . attention we wish to create---0ur 
listener thinking along the lines of wha· 
we are going· to sell him. 'Ve can ge· 
p eople thinking about their nen·es and 
health, and then we can pour the sales me<· 
sage in about our nerve toriic. 

We favour the dramatised minute a· 
being· the n1ost effective spot anouncemen· 
other than the 25-worder, which is a single 
thought message. If we want some rea 
8oning wtih it, a one-n1inute dra1natised an· 
nounce111ent i~ better. 

H aving decided whether we are going t' 
use spot announce1nents or sponsored se!'
sions or both, if we have decided on spon· 
sored sessions ·we no"r have to select o 
build a l)rogra1n. 

Mr. Maxwell went on to describe th< 
1nethods used in his O'Wn organisation. 

The procedure that we follow usually, he 
said, is to make an analysis of the product. 
how it is made, what it is made of, what 
it is made for, and to whom it appeals. 
Then we endeavour to get a program that 
will appeal to the people to whom we are 
hoping our goods will appeal. That is the 
simole rule. That research goes on ad 1\ 
finitum. and these rules apply, whether.:_ 
is a ohe-minute announcement or a 1v
minute session. It is always important t: 
remember in your copy particularly th•d 
radio deals in sound. "Snap, crackle ao 
pop" conveys the idea of the product. 

CO-ORDINATION . 
Co-ordination with other media is verY 

necessary. Co-ordination can take plaC1~ 
in two or three different ways. First of a 
through linking the personality of the ad· 
vertisement and the personality of the se•· 
sion. is 

A slogan tie-up is excellent. If there Id 
a slogan attached to the goods, it shOU e 
be used both in press and radio, becatu•~ 
it may be a common point of co-ordina 10 
of both. 

(Continued opposite, eol. 1> 

d. Razzle Dazzle is Ro io . • t. 
dience Part1c1pa ion 

A~ duled for ·wednesday, August 28, 
• 1 he Radio Razzle Dazzle, new 

t 9 p.m., · b d t . . of participat10n roa cas s are 
rie~ way. A large new cast of actors 

nde•. ca l artists has been engaged by 
d '~or a brilliant one-hour script, 
• 1 ·iec1 by ·waiter Hartley, Tommy 
111P1 d John Dunne, who is also the y an 

i:ucer. ' th th "Th P tt' 
1 show opens w1 e e e 1-

T ie t Bi·eakfast," new comedy sketch 
bOnj•. a 

· ·bich is a novel flashback on Aus-
dea " · t t 11. n history, fash10n, ens oms, e c. 

tra :'ir. and Mrs. Pettibones listeners 

111 bear those two well known drama-
1 c personalities, Dom Harnett and 
vare<'n McKay. . 

The show procee~s. '~~th "The ~irl 
Ith the Fidgety D1g1ts, Betty Smith, 
llllant young pianist, who will also 

f rrm a vocal trio with her two Rhythm 

Girls. 
Chester Bond, better known to lis
ne,.s as the inimitable typically Aus

t alian radio comedy "Dusty," of "Dan 
nd Dusty" fame, will start in sketches. 
Jn a specially characterised role there 
Ill appear "The Street Singer," an

othPr "find" of John Dunne's, who will 
r main anonymous in this series. Audi
nce participators will have a chance to 
fn cash prizes in a new quiz game 

alled "Pick the Winner," a quiz de
igned on horse-racing that should have 

IMPORTANCE OF 
MERCHANDISING 

!Continued from opposite page.) 

tlwme tie-up is good too. On oCcasions 
PdSs on our 011e-niinute dra1natisations 

the preF;s agency and they n1ake their 
'ing~ and thei1· windo\v dis.pla:v material 

fr 111 the one-111,inute dramatisations. A 
•1p is most essential for the best re

al1 . I do not believe in going out with 
idea in one direction and another idea 

;1noth er. 

c·ampaign should be released without 
tra l'eller knowing what is taking 
"'' that he can pass the word on to 
<lrntnbutor. Then we have, as near 

i '"'"ble, made our organisation perfect. 
PROBLEM OF THE BOARD OF 

DIRECTORS. 
One Of the biggest problems is that our 

:r:grt"m usual'y has to pass the board of 
resec or_s._ . After all, we have to take the 
tes~~~1•• bility of the program being sue-

' and along comes the board of 
T~=r~rs and says "We do not like it." 
up a 5 the hardest thing the radio man is 

ga1nst to-day. 

au~;:55o nly way we can have a measure of 
have his to analyse all the points why we 
Why t~e~sen the program and all the points 
O\.lr rea ir product should have it, and give 
Good b so~s With cold facts. If you have a 
Probablyusinetss man to deal with you will 

. ge away with it. 
A d1sting · h . 
"M uis ed judge once said:-
•te~nythof my acquaintainces of approxi-

b y mu e_ same age as myself like Hill
lllodern t sic. The youngsters like the 
the musi unes. I don't blame them. It's 
Parties ,: of their age. But we went to 
b Uy mu hen we were young where. Hill
thcse m:1•cd. Was played. We courted to 
~rious 0 ies. My wife likes the more 
opera .,,~u1~1 c. I listen regularly to the 
to alip aw• · But many an evening I like 
•adic Putay to the study, turn on my own 
•tcck'ing fe ~n niy slippers or sit in my 
tunes to \" and wriggle my toes to the 
Yeung." w •ch I danced when I was 

a real appeal for Australian audiences. 
Big races will be described in this un
usual quiz. 

Tommy Jay, well known J. C. ·wil
liamson's comedian, will follow in a rib
tickling comedy series of sketches. .John 
Dunne will star in "Musical Mono
logues," similar to those in which he 
was so successful on stage and on 2FC 
and 3LO some years ago, before his 
being appointed as studio manager of 
2SM. 

One of Sydney's most brilliant piano 
accordionists will also be heard. "Radio 
Razzle Dazzle" will then give its final 
swing with another novel quiz of the 
1trus,ical variety, '"Musical Res·ponses.<" 
Tc questions a.sked by John Dunne in 
musical titles, audience participators 
must give correct answers, also in musi
cal titles. Only one musical title an
swer will be correct and cash awards 
will be handed out to the audience ac
cordingly. 

Music, Philosophy and Verse 
A daytime feature designed to appeal 

to women listeners, and one that is ful
filling its task is the new 3A W program 
"Words and Music," sponsored by 
Brash and Co., and aired twice weekly
on Tuesday and Thursday-at 3.45 p.m. 
A 15-minute program, it features music 
of the sweeter variety interspersed with 
homely philosophy and verse. Each 
presentation is built around a particul
lar theme-such as friendship or loneli
ness-and the music is chosen to blend 
with the spirit and emotion of the verse 
or prose to give smooth continuity. 

Scripts are compiled by 3A W scripter, 
Frank Allen, who has also written the 
verse used on several occasions. Al
though he does not take his verse seri
ously, Frank's efforts have apparently 
met with the approval of listeners, 
especially for his lines on "Friendship." 

"Name the Singer" Competition 
"Name the Singer" is the title of a 

new show from 3UZ Melbourne, and 
sponsored by Guest's Furniture Ltd. on 
a 12 months' contract. Featured at 7.45 
p.m. on Sundays, it will be for half an 
hour's duration. 

In each session , light vocal numbers 
are performed, the name of the vocalist 
being unannounced, but a brief intro
duction to the item being given by way 
of a clue. To the listener sending in a 
list correctly identifying all the singers, 
a weekly prize of £ 2/2/- is offered. In 
the event of no correct list being re
ceived, half the prize money is present~ 
ed to the most nearly correct solution, 

Balloon Barrage Jackpots 
The latest addition to the quiz firma

ment was announced from 2CH last 
week, when "Balloon Barrage Jackpots " 
made its debut, and as a topical feature 
it has already registered with listeners. 

This is a fast moving show in which 
a balloon barrage of toy balloons is the 
chief feature. On the outside of each 
balloon is an impression of Hitler's 
face, while inside is a folded piece of 
paper bearing a question and filled with 
hydrogen each balloon floats to the ceil
ing of the studio. It is the task of each 
competitor td answer t he question with
in the space of one ·minute . This 
means hauling the balloon down. slash
ing the face of Hitler to burst it, 
securing the folded paper and handing 
it to 'the compere. The latter reads 
out the question and calls for an an
swer. If the competitor can supply the 
correct one before the 60 seconds have 
elapsed the prize money is paid . Failure 
to do so means that the prize jackpots 
the following week. Questions of topi
cal interest, dealing chiefly with ail' 
warfare or other war activities, are 
asked in this session. 

Panto Dame for Radio 
The pantomime dame has anived in 

radio, put there by N . V . Nixon Adver
tising on behalf of the Melbourne Sports 
Depot. 

This big sporting goods store was 
casting around for a good program 
idea, preferably of a ,comedy nature. 
when somebody suggested that as the 
Panto Dame had held her own in thea
trical comedy for a couple of genera
tions, she ought to be a good bet in 
radio, providing the comedy was adjust
ed to meet the requirements of the dif
ferent medium. 

The idea looked good, so Stuart Hunt, 
an N . V. Nixon executive, started on 
the script, while 3KZ conducted a 
search for a male who wouldn't mind 
wearing a skirt in the cause of com
merce. The ideal dame was found in 
Norman Shepherd, a well known and 
experienced stage and radio actor, and 
auditions indicate that "Panto Pranks" 
as the program has been called, is going 
to be a riot and a fine business-getter 
for the Melbourne Sports Depot, which 
is so confident of its success that it 
has signed with 3KZ a. long term con
tract for the 8.15 spot every Monday 
night. Show will be presented before 
a live audience. 

while the other half is added tg the 
following week's prize. 

Victor L.Joyd comperes this session, 
while the music is handled by Norman 
Ellis. 
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... But would they have climbed that 
hill if there'd been another well at the 
bottom? People always take the 
easiest way out- the line of least 
resistance. They won't even try to 
remember the name of one product if 
some other named has been drummed 
into their minds. Would you? Why 
shouldn't the product they remember 
be yours? 3KZ, holding a majority of 
the Victorian listeners, represents 
the easiest, quickest and cheapest way 
of making listeners "name-conscious,'' 
of your product. No matter how you 
i.ntend to use radio, we can plan and 

quote you on a campaign that will 
achieve positive results. Pick up your 
phone now and ask your girl to con· 
nect you with a 3KZ Representative. 

Whitford Network 
Which Federation 
Broadcasting 11 

Publishes 
Barred to 

Figures 
"Commercial 

The Whitford Network in ·western 
Australia issues a monthly pamphlet to 
the advertising industry. In the August 
issue of their pamphlet we noticed a 
paragraph setting out the following de· 
tails of sponsored time on three sta
tions of that network:-

Evening Daytime 
6KG weekly average 440 mins . 380 mins. 
6PM weekly average 930 mins. 580 mins. 
6AM weekly average 845 mins. 570 mins. 

The action of the Whitford Network 
in setting out these details, so closely 
follows the announcement that COM· 
MERCIAL BROADCASTING would 
publish each issue the Commercial 
Broadcasting Business Indicator, that it 
is difficult to assume anything but that 
the Whitford Network took their cue 
from us. 

'Ve commend them for doing so, as 
the information, if published regularly, 
would provide a very valuable guide to 
the continual growth of broadcast ad
vertising in at least that corner of the 
ccntinent. 

In June last we sent to all stations a 
letter setting out the following facts and 
details of the scheme:-

"For years there has been a search going 
on for some effective business formula that 
would indicate the growth of commercial 
radio in Australia. 

"Here is our suggestion for a practical 
business indicator similar in form to that 
o_perated by .the well-known American pub
l1cat1on 'Variety,' which recently instituted 
a feature-'Radio Box Office Reports.' The 
~ollow!ng is our proposition, at no cost for 
1nsert1on, and how it will work in Aus
tralia:-

"ALL Australian commercial station 
mana_gers are asked to post every Saturday 
morning to the Editor, COMMERCIAL 
BROADCASTING, Box 3765, G.P.O., Syd. 
ney, THE NUMBER OF BROADCAST 
ADVERTISING MINUTES BOUGHT AND 
USED ON THAT STATION FOR 7 DAYS 
ENDING THE PREVIOUS DAY, FRI· 
DAY, BY-

(a) Local advertisers 
(b) State advertisers 
(c) National advertisers. 

Money volume or value is definitely to be 
omitted, and is not required-only the num
ber of minutes. 

"Individual station's figures are positively 
NOT published or released or made known 
to anybody. 

"Grouped market figures only will be 
published . Each capital city stations will 
form a group, and all the country stations 
in each State another group. 

"One minute of commercial time is 
counted as one unit. Thus, a sponsored 
hour is 60 units, a half.hour 30 units, and 
so on . 

"Time signals, spot anouncements, chain 
breaks in participation programs, etc., are 
all counted as one unit each. 

Here is the BUSINESS INDICATOR as 
it is hoped it will be published in COM -
MERCIAL BROADCASTING as soon as the 
reports come to hand:-

SYDNEY. 
(Stations reporting: A, B, C, D, E, F.) 

Week Local State National Total 
Ending Units Units Units - Units 
May 31 3,200 3,80() 3,000 10,000 
June 7 3,400 3,900 3,300 10,600 
% change + 6.2% + 2.6% + 10% + 6% 

"If, for instance, one station's figures did 
not arrive in time , or they did not report, 

then only the call - signs of those st . 
reporting would be included, b ut n :t1011i 
than three stations in any one g ro up~ lei, 

"It is also proposed to· include unde 
group of figures some general com mer eac 
supplied by the station managers tnt, la 
plain any change in the group figJres~ '' 

"Just as newspaper advertis i ng · 
can. be measured and pub l ished f;nchti 
business people interested in press rd 1ht 
tising, so will this COMMERCIAL BRov,,. 
CASTING BUSINESS INDICATOR Pr A.O. 
much the same valuable data for liroad•vidi 
ing, whilst in no way disclosing ·the d cta 11 
of any station. e a1, 

"Your co - operation is earnestly soli ·1 
and for your convenience we a re atta~ 1 ~d 
some report sheets to be used for this hin1 
vice. &tr. 

"We trust th i s idea will appeal to y 
and that you will send us by post ev°" 
Saturday the inform'ation to enable ~'l 
valuable service to be conducted. • 

" Where a letter will not reach us b 
Monday of each week, station manag 
are asked to telegraph their figures '~ 
'TELEPHONE FL3054, Sydney.' That 
sufficient for a telegram to reach us.'' • 

Attached to that letter were print 
forms ready to be filled in. 

Though several stations immediately 
adopted the scheme, it was with grea 
r egret that we learned from the Fed~ 
ration that it had decided to recommen 
to member stations that they withho! 
the details from publication. 

'Vhy the Federation took this actio 
w e cannot understand, and can only 
hope that at a near future date it may 
reconsider the recommendation made t 
all stations, and thus enable us to g 
right ahead with the COMMERCIAL 
BROADCASTING BUSINESS INDJCA· 
'I'OR as a regular feature included w 
COMMERCIAL BROADCASTING, for 
the good of the industry. 

In view of the interest taken in the 
idea by the Whitford stations in Well· 
ern Australia, we are prepared to pub-
1 ish from time to time s imil ar figures 
relat ing to individual stations. 

New Show for June Russell 
On Sunday, September 1, the Jun 

Russell hairdressing organisation spon 
sor of the popular 2UE musical sessio 
"Permanently Yours," will introduce 
new session under the title "Steppin 
Stones to Stardom." This is not merely 
an amateur talent quest-it is open t 
all women performers, professional 0 

amateur, and each performer , or co!D 
bina tion, will be auditioned before a 
pearing, and will receive a fee for tb 
engagement. At the end of 15 we€k 
three finalists will be chosen and the!" 
will appear in the concluding session , 
the 16th week. The winner will dra• 
a special fee for her appearance, an 
she will also be entitled to 12 month 
free hair attention at any June Rus.s 
Salon. There is no charge for enteri0 

and the only condition is that each eJt 
irant must obtain entry form from on 
of the 17 June Russell salons. Tilt 
se5sion is scheduled Sundays 6.30 p.!11 
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48H KOOKABURRA 

CLUB TAKES 

SATURDAY 

MORNING OFF 

FOR CIRCUS 

Erery Saturday m~rning 
at 9.30 over 1,100 children, 
lllembers of the 4BH Kooka· 
bun·a Club, pack. the 
Lyreum 'l'heatre, .Br~sbane, 
ror a full morm.ng s en· 

rt·iinment of pictures, community 
lu~ing and competitions . On . the 
aturday prior to the Royal Nat10nal 

Exhibition, over 3.'000 enthusiastic 
)Oltngsters crowded mto Perry Bros . 

1g circus t ent and had the time of their 
!Ives. 

Photo above shows 4BH announcer, Les, 
Daley, broadcasting from the ringside . 
The full station staff of uncles and 
unties were also on the job to look 

after the happy throng. The Kooka
burra Club is now over 9,000 strong. 
ThP only qualification for admission to 
Kookaburra outings is that every child 
hall wear his or her badge of member
hip. 

~'or just on five years the sponsor fo r 
tht. activity has been Peter's Arctic 
Deli cacy Co. Ltd., who also sponsor 
tile 4BH Kookaburra hour between 5 
and 6 o'clock every night from Monday 
to Saturday. 

HAVE YOU ORDERED YOUR JULY 
RATE BOOK? 5/- per copy from Box 

3765, G.P.O., Sydney. 

JAMES LEIPER PASSES 
It is with deep regret , that we 

record the passing of Jim Leiper, 
well known throughout the adver
tising sphere of Sydney for his 

long association with the Sydney 
office of 2TM Tamworth and 2MO 
Gunnedah. His death occurred 
Saturday last, August 24, follow
ing a short illness. He is S·urvived 
by his widow. 

R.l.F. CLUB ANNUAL GOLFO 
DATE FIXED IN 
SEPTEMBER 

The club's annual golf day , usually 
h eld in December, will, in r esponse to 
many requests, be held on T uesday, 
September 24, 1940. Further details 
will be announced at an early da te, and 
it is hoped to make arrangements 
whereby this function will be made very 
much bigger than in previous year, and 
embrace not only the radio industry, 
but electrical and broadcasting in· 
te1 es ts. 

VALE JIM LEIPER 
(An Appreciation by 

Allan D. Hannam) 

The commercial broadcasting 
field was deprived of one of its 
most genial r epresentatives when 
Jim Leiper pa ssed away on th e 
24th inst . 

To the writer-· in fact, to the 
entir e radio fraternity- Jim's de
mise was a personal loss, Always 
urbane, always cheerful, Jim was 
one of nature's gE;ntlemen, and a 
good representative, who never in
t r uded his personal troubles, if 
any, into his business interviews . 
Socially he was immensely popu
lar, and no gathering lacked that 
warm spark of congeniality when 
he was present. · 

"To live in hearts we leave be
hind is not to die." Truly no more 
fitting epitaph could mark Jim's 
resting place. 

7 NEW FEATURE CONTRACTS 
AND 480 GOT THE LOT 

COLGATES: "The Youth Show"-30 minutes WEEKLY-NESTLES: "Oh Reggie"-3 x 15 minutes WEEKLY 
PEPSODENT : "Sunday Night at 8"-45 minutes WEEKLY 

CADBURYS: "Hit Tune of the Hour"-4 x 5 minutes WEEKLY-FELTON GRIMWADE: "Comedy Classics" 
15 minutes W!;:EKLY 

A 

ANDREWS LIVER SAL TS: " Davey Styles Locker" - 30 minutes WEEKLY 
BERLEI LTD.: "Beauty in the Balance"-3 x 10 minutes WEEKLY (DAYTIME) 

MR. AC>VERTISER-4BH gets into the homes. 

Melbourne: 
C -~yd~ey~ D L'E R 4 B H ST AT IQ N 

CHANDLER'S BROADCASTING MACQUARIE BROADCASTI NG 
SERVICE, Australia House, SERVICES PTY. LTD., 

Carrington Street, Sydney. 37 Queen Street, Melbourne. 

QUEENSLAND ER S FA V 0 UR THEIR 0 WN QUEENS LAN 0-0 W NED ST AT I 0 N 
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.Jn July, f 938, radio in _AuJtraAa firJl heard o/ the 7r/aciuarie 1 
be<jinnin<j, but /oundation pfan3 were budt on the /undamentaf princip/e3 o/ true r/etworh devefopmenl. Gver~ 
had been pfannelin advance; everlj new <jl'owth in pre3ti<je and power came /ram that 3ame pfannin<j .. .. . anJ / 

which /of fowed. 

Radio in -4u3trala ha; known no development approachin<J in importance the 3phere a/ in/fuence which the n 

foo3e a:Hociation 0/ 3tafion3, fhi3 . . ... no 3emi-detached <jroupin9 o/ con/bctin9 intere3t3 .... but a reaf r/etwork, 

hi<jheJf conception o/ ~afe3 3ervice in everlj 3phere o/ the induJtry. 

Proof • • 
. In the fo11owing schedu le are 
features which have been added to the 
since June 1st, 1940. 

nJion which /of fowed 

I o/ !he amazin9 3torlj 

,Ii haJ achieved. no 

J 1mifieJ lo expre33 the 

hree Months 
outstanding nationally-sponsored evening 
es of Macquarie Capital City Stations 

Those programmes have lifted the Mac nit to unchallenged dominanc·e in listener 
popularity in every Capital City of the onwealth . . . and in every Macquarie 
Statio·n in the country districts it is t story. 

2GB 
"The Youth Show" 
"Oh! Reggie" 
" Omar Khayyam-and All That " 
"Melody Tours" 
" To-da y's Children" 
" Lovely Lady'' 
' 'Alliteration Jackpots" 
" H ouse Party Jackpots" 

3AW 
" Tfie Youth Show" 
"Ohl Reggie" 
" Omar Khayyam-and All That" 
"That's 'What You Think" 
"To-day's Children" 
" Sunday Night at s" 
" Lovely Lady'' 
"Dithering with Davey" 
"Alliteration Jackpots" 

4BH 
"The Youth Show" 

"OT1! Reggie" 

"Omar Khayyam-and A ll Tliat 
"1\!fe/ody Tours" 

"That's 'What You Think" 

"Sunday Night at s" 
"Comedy Classics" 

. THE MAC«! . 
2GB Sydney, 2CA Canberra, 2GZ Central New South Wales, 2HR Hunter River, 2LM North C 
Gippsland, 3SH Northern Victoria, 4BH Brisbane, SON Adelaide, SRM Murray Heigh ts, 6PR 

SYON EY: 29 Bligh Street, (B 7887) 
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5DN 
) 01ith Show" 
Rcqgie" 
Mayyam-and All That" 
l larmony" 
\\'hat You Tliink" 
Lady" 

n•1 with Davey" 
um Crime Reporter" 
l.mcerts" 

6PR 
"The Youth Show" 

"Oh! Reggie " 

" Omar Khayyam-and All That " 

" Travel Harmony" 

"J:h.at's vVhat You Think " 

"Dithering with Davey" 

" Let's Stort an Argument" 

NETWORK 

700 
"The Youth Slww" 
"Oh! Reggie " 

"Omar Khayyam-and All That" 
"Travel Harmony" 
"R effoction s in a \Vine-glass" 
" Yes, \Vhatf" 
"You be the D etective" 
" Camp Concert s" 

~N~ Northern N.S.W., 2WL South Coast, 3AW Melbourne, 3HA Western Victoria, 3TR 
ar anup, 7HO Hobart, 7QT Queenstown, 7LA Launceston, 7DY Derby, 7BU Burnie. 

MELBOURNE: 37 Queen Street, (MU 3878) 
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The Fruits of Commentator's 
Appeal are Aeroplanes 

An example of the faith placed by lis
teners in a sound commentator was re
cently given in Queensland when Dr. W. 
G. Goddard, 4BC Foreign Affairs man, 
appealed for funds to buy an elementary 
traine1· plane, and within about two 
weeks had sufficient in hand to provide 
two such planes ("C.B.", 15/8/40). 

Dr. Goddard had schooled his listeners 
for just such an appeal as this. He has 
an extremely wide following through
out the north, and for six years in his 
lectures through 4BC has impressed on 
listeners the urgency of a powerful air 
force for the defence of Australia. 

In launching the appeal recently which 
met with such great spontaneous success 
in his "Book of Time" session, Dr. Goddard 
made the following statement:-

"Five thousand planes for the defence of 
Australia. How often have you heard me 
send out that call to Australia? For over 
six years I have been speaking to you on 
world affairs. During thos e years, the one 
dominant note I have struck has been the 
urgent need for a large and powerful Air 
Force. I am an Australian, and since re
turning to Australia have been concerned 
a bout the fture of m y native country. On 
August 3, 1936, I spoke these words to you 
over Station 4BC. Australia is the bes t 
country in the world, hut its defences must 
be put in order. Australia must have a 
chain of air-ports from Brisbane to Broome 
with large underground oil tanks. On 
March 7, 1937, I said to you: I hope to see 
the day, in the nea r future, when Aus
tralia will have at least 5,000 planes to de
fend this country. ·on July 9, 1938, I usecl 
these words: Australia with her vast coast
line, must waste no time in building up a 
great Air Force. Why not aim at 5,000 
'planes? Then on September 12, 1939, over 
Station 4BC I said to you: The storm 
clouds are gathering. Our day of crisis 
may be nearer than many imagine. Let u s 
no longed delay in building up our Air 
Force to the maximum. These are the 
things I have been saying to you over Sta
tion 4BC. For six years I have been lec 
turing in different towns h ere in Queens
land and New South Wales, trying to make 
Australia realise this urgent necessity of 
a powerful Air Force. Now the war has 
come; and the "·ar has taught us all just 
what a powerful Air Force means. Many 
thousands of our fe llow Australians h ave 

Dr. W. G. Goddard 

already enlisted in the Australian Air 
Force. Some have already won distinction. 
But this is just the beginning. We must 
have machines to train our pilots . The 
Minister for Air has invited Australians to 
assist in thi s-tha t is, in providing the ma
chines. So I decided that I would ask you 
to assist me in providing the money for 
what is called an 'Elementary Trainer,' a 
machine to give our pilots their first les
sons. I approached the authorities, and 
they at once gave n1e the necessary sane~ 
tion. I then arra nged with certain well 
known citizens of Brisbane to act as trus
t ees . Radio Stations 4BC, 4SB ancl 4GR 
have granted me time on the air to make 
n1y a ppeal. " . . . "This 111achine, " 'hich 
will he called the 'Round T a ble Club 
Plane,' will be the symbol of those 5,000 
pla n es which we will keep on fighting for." 

MARYBOROUGH'S STATION PASSES 
EIGHTH ANNIVERSARY 

While rivalry is keen and healthy be
tween press and radio in the country 
just as in the cities, there is a strong 
sense of co-operation existing between 
the two media in country districts. This 
was demonstrated at Maryborough a 
fortnight ago when 4MB celebrated the 
eighth anniversary of the station. Mr. 
A. P . Wynne, managing director, who 
was responsible for the special program 
broadcast for the occasion paid a tri
bute to the co-operation of the local 
newspapers. "I would like to thank the 
Marybdrough Newspaper Co., publishers 
of the 'Chronicle' and 'Colonist,' those 
whom we might class as our opposition, 
we are pleased to recognise as friends on 
account of their kindly co-operation,'' 
said Mr. Wynne. "Not only do they 

allow us the privilege o.f using a fair 
portion of their news service., but for 
your (listeners) benefit they publish 
our programs every day. We have also 
to acknowledge assistance from the 
Gympie 'Truth,' 'Burnett Advocate,' and 
'Isis Recorder,' who have provided our 
district listeners with programs and 
station news." 

Mr. Wynne introduced the Mayor of 
Mary borough (Ald. McDowell), ,whose 
speech was followed by one from Mr. C. 
F . Marden, general manager of the 
C.B.C. from 2UW Sydney, whose staff 
also contributed numerous items for the 
special program. Tele.grams and let
ters of congratulation were received 
from advertisers, friends, and stations 
4BC, 4GR, 4SB, 4RO and 4AT, all fel
low Queensland members of the C.B.N. 
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7HO Hobart 
Celebrates Tenth 
Anniversary 
First Station m State Network 

When Mr. S. H. Findlay obtaineq 
licence for a "B" class station in Apri~ 
1930: the future of commercial broact. 
castmg then was. uncertain. li'oui 
m?nths after the l!cence had been ob. 
tamed 7HO went on the air. The ori . 
nal 7HO licence was issued to Fihdla;.1· 
Pty. Ltd., and the same year the licence 
for 7LA Launceston was obtained and 
~he following !ears the others st~tions 
m the Tasmaman Broadcasting Network 
~as licensed. The network now con. 
s1sts of 7HO, 7LA, 7BU, 7QT and 7DY 
The Tasmanian Broadcasting Network 
is linked with the Macquarie Network 
and 7HO is now operated by Commer: 
cial Broadcasters Pty. Ltd., of which 
the directors are Messrs . S. H. F indlay. 
Len Nettlefold and G. F. Davies. The 
present manager is M1'. K. B. Goyne. 

To commemorate ten years of sue. 
cessful commercial broadcasting various 
station functions were held,. such as 
children's ball in aid of Red Cross funds 
to an attendance of about 1,500 children. 
and the Women's Association (2,000 
members) birthday party. A special 
radio supplement was issued with the 
"Mercury" newspaper which told of the 
station's activities over the past ten 
years. Instead of having the usual 
birthday celebrations, 7HO marked the 
occasion of its tent!~ birthday by a 
special . appeal over the air. It was felt 
that a birthday party would have been 
a needless waste of money in a time of 
national stress. An appeal was launch· 
ed on the night of August 10 for "Fags 
for Fighters." Listeners were asked to 
forward donations of cigarettes, tooth· 
paste, razor blades, shaving soap, etc .. 
for distribution to the men in the A.I.F. 
camp at Brighton. The appeal was a 
remarkable success as over 30,000 
cigarettes and approximately 400 tubes 
of toothpaste, and hundreds of cakes of 
soap, shaving cream, etc., were pro· 
mised in a few hours. Splendid enter· 
tainment was provided by a number of 
soldier artists from the Brighton Mili· 
tary Camp, and items by members of 
the staff of 7HO and visiting artists. 
The Camp Commandant, Lieut.-Colonel 
Payne, visited the studio and acknow· 
!edged over the air the wonderful work 
tliat had been done by 7HO fo r the men 
in the Brighton Camp. He speciallY 
mentioned the weekly 7HO concert 
(sponsored by Godfrey Ph illips) as 
being very popular and very much ap· 
preciated by the boys in camp. 

Congratulatory · messages were re· 
ceived, including one from the Premier 
of Tasmania, Mr. Robert Cosgrove, whO 
extended congratulations on behalf of 
the State Government, and expressed 
the hope that the station's progress 
would be no less marked than it ha5 

been in the past. 

Agency have contracted, on be
(;. ld~er~estle's for a series of spot a n
:fnc~ments for Sunshine Milk on 2UE 

.ineY· 
di y's Ltd· confectioners, have re

Hoa ~heir contract with 0 . P. Sellers, 
• "·ed ents for Columbia-George Ed
Jling agductions for a further series of 
ards i:w:n Tell, "' over a national line-up 
rime t · ns as follows:-2UW, 2HD, 2KA, 

I sti\.~L 2GZ 3XY, 3SR, 3UL, 3YB, 4BC
.11:_. '(BU '4AY, '4MK, 4GR, 5KA, 5AU, 6ML, 
:,io-oT.' 7LA-DY, 7BU. 

d ws Liver Salts, through their 
An re George Patterson Ltd., have con

"entsd for a further series of one minute 
tracte ements 01·er 12 months on 2UE nnounc 
..;,·dneY. 

1 lbourne's newest newsreel theatr~ The 
~ e in the New Century Bmldmg-

Ce~turl~cted 3KZ as one of its main ad
.is. 5.0 g mediums and has taken the 5.15 
· rusin ot Sundays, in which to "sell" its 
'm. t~nment bill. The program takes t~e 
;,')~ of a candid commentarr on .the van
' us news reels and shorts, given 111 a v ery 
. rY manner. 

The radio division of Goldberg's, . Mel-
1,.,urne, has released c<?ntracts covermg a 
f•trthcr month's extens10n of the scatter 
, .tmpaign on behalf of. Dunlop Kromhyd, 
,.,·er the following stations: 2CH, 2SM, 
. ew, 2KO, 2BH. 3DB-LK, 3KZ, 3XY, 3UL, 
iBK 4BH 4CA, 4RO, 4TO, 4BU, 5AD-PI
:11U-'SE, 5DN-RM, 6IX-WB, SAM-PM-KG, 
:HO-QT, 7LA-DY. 

Greater Union Theatres have bought a 
new show from 3UZ, "Hollywood Movie-
1•0-Round" introducing "Movie Mike,'' the 
1]o1den V~ice of the Silver Screen. Session 
" featured for half an hour at 6 p .m. on 
Sundays. 

Metropolitan Wholesalers Ltd. (groceries) 
nave renewed a 12 months' contract with 
~l"W Sydney, sponsoring the "Katy and 
Jqhn" session, Mondays 10.30-45 a .m., 
Wednesdays and Fridays 10.30-40 a.m., and 
the popular riuiz conducted by Cliff Arnold 
Tuesdays and Thursdays 10.30-40 a.m., and 
Sundays at the same time. 

On September 3, MacRobertson's Sweets 
w 111 sponsor the first of a series of half
hour programs on 2UE. It is not an origi
r.al program, but should prove popular be
' ause it's topical, featuring "Hits of the 
'.l!oment," ptogrammed und<ir the title, 
"By Popular Request." It's a half-hour 
Tuesday nights from 9.45 p.m. 

Having proved extremely popular 
throughout Victoria sponsored by the 
manufacturers of Perfection Tobacco, "The 
Lone Hand" series has been extended by 
this progressiYe firm to 6PR Perth. Agency 
: '. V. Nixon and Co. advise that this series 
" at present a current feature for Pefec
tton over 2UE Sydney after a very success
ful season in Victoria over 3XY Melbourne, 
:.RA Ballarat, 3SR Shepparton, 3TR Sale, 
'HA Hamilton, and 3BO Bendigo. 

~xtensive users of air-time over a long 
... nod, Richmond Brewery h ave signed 
1 1th 2AY Albury for a series of one-hour -

roadcasts from concerts held each week 
" the Plaza Theatre, Albury, at which 
embers of the A.I.F. in camps nearby are 

; :itertained. First broadcast was scheduled 
;"r August 20, according to advice received 
'"Ill agency, N . V . Nixon and Co., who ser
,,.~ this account. 

t. Waiter Cavill Pty. Ltd. (Cascade Ale) 
.\~~\.booked more time with 2UW Sy dney. "a 1 >onal to their hour from midnight 
·ni~U ~days they have taken 15 minutes from 
:iv night Wednesdays and Fridays, effec
~abe from August 21, to present "Cascade 
' aret." 

Thrills! 
Mystery! 
Adventure! 
Romance! 
Excitement! 

Adapted from the novel 
"Olive,'' by Mrs. Craik, 
authoress of "John Hal
ifax, Gentleman." 

The 
of 

Hunchback 
Ben Ali 

A Columbia-George Edwards Production 
A golden-haired hunchback girl under the evil influence of an unscrup

ulous Indian fanatic is the theme of this story. It has a Scottish set

ting and many of the scenes are enacted in a Castle on the mountain 

of Ben Ali - hence the title "The Hunchback of Ben Ali." 

Further particulars and audition discs from 

Oswald P. Sellers 
Selling Agent 

Grace Building, 77 York Street, Sydney 
Telegrams: "SELOS," Sydney 

Phone: M 4141 

Melbourne Office 
Third Floor, Collins Court, 

370 Little Collins Street, 
Melbourne Phone: MU 3115 
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ARTRANSA SALES IN VIC. 
Feature for De Witts 

- ........ '. :--- ., 
•• • --ilittw. rans>cripfi Ol}P~~,~n~ 

nd PCOrdi11 . Miss Grace Gibson, sales manager of 
Artransa, paid a recent visit to Mel
bourne, and, as usual, when she goes 
"on the road," made another clean up. 
Reported on her return having sold 
Artransa shows to every Melbourne sta
tion except 3XY-and the only reason 
she didn't make a sale there was prob
ably because general manager, Tom 
Holt, was away ill at the time of her 
visit. 

Another important sale was made to 
E. C. De Witt and Co. Ltd., who pur
chased the 52 episode serial, "Doctors 
Courageous," for release in capital 
cities throughout Australia and New 
Zealand. As title indicate series deals 
with the many examples of sacrifices 
made by men of the medical profession 
for the sake of humanity, brilliantly 
dramatised and faithfully disced. 

#' -~ 

"Cappy Ricks" For the Air 
The Australian radio rights to the 

Peter B. Kyne "Cappy Ricks" story have 
been sold to Macquarie Network in a 
deal by George R. Bentel, Hollywood 
agent for the author, and Ralph L. 
Power ("Doc." Power), American re
presentative of the Macquarie Network. 
The arrangement calls for the drama
tisation of the first "Cappy Ricks" 
volume, with option on the entire series 
of stories. Harry W. Mitchell, of Los 
Angeles, is doing the radio adaptation. 

UP! 
'EM 

STICK 
'EM 

UP! 

That's one way of doing business; 
right to the point; direct - and 
sometimes productive of results. 
There are, of course, obvious dis
advantages. In the past you have 

quite probably run across disadvantages of a similar nature when consider
ing your radio recording problems. You may have looked for something 
more than ineffective "Take it or leave it!" facilities when you decided to 
place a Recording job for your client's Radio Campaign. 
If you're still in that frame of mind - if you're looking for frie11dlv co
operation, expert advice, productive radio ideas and the most com'plete 
Recording and Production Service available in Australia, your next record
ing job will go on the air polished and perfected by 

e BW6953 AUSTRALIAN RECORD COMPANY 
Ring them for the simple formula of Sales Building! 

BEGIN THE BIG GRIN! 
J.A.D. HAVE SOLD ANOTHER HALF-HOUR 

• • • 
• • • • 

OPEN 
SESAME 

• • • • • • • 
A BIG GRIN FOR DAVEY-A BIG GRIN FOR THE SPONSOR 
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NEW GEORGE EDWARDS 
SHOW FOR DE WITTS 

"The Hunchback of Ben Ali," Which 
E. C. de Witt and Co. have bought foi 
release over a number of Australian st 
tions which are listed elsewhere in tha. 
issue, is one of the most · rece~; 
Co,lumbia-George E'dward•s productions 
and is an adaptation of the nov i 
"Olive," by Mrs. Craik (Dinah !\far~ 
Mulock). 

The sto_ry opens with a vivid picture of 
Stirlmg, 111 Scotland, and the beauft" 1 
castle on the mountain of Ben Ali. iu 

Sybilla Hyde falls in love with Angu 
Rothsay, who has been educated in En . 
land and has returned to Stirling to inheft 
the castle. Despite the fact that a frigh!. 
fut _curse has been placed on the Rothsa\ 
family by an Indian woman Sybilla con·. 
sents to marry Angus. 

The curnt> predicts that the first golden. 
headed girl born to the Rothsa•• family Will 
rise to strike them all down. Sybilla io 
horrified when she discovers that her first' 
horn, a golden headed baby girl, is ,1 
hunchback. As the child grows up therf 
Ftre strange a_nd mysterious happening~ 
wherever she is, or wherever she goes
whether it be at home, at school, or in Lon
don-there is always misfortune and di~
aster. 

As the story progresses it 'is revealed 
that the son of the Indian woman whn 
uttered th('\ curse was brought up with an 
all-consummg hatred for the Rothsar 
family. and on the night Sybilla's child was 
born he changed the babies--bringing up 
the. Rothsay baby as his own, an cl leaving 
111 its place the deformed. hun chbacked 
child. He teaches the child he has stolen 
that her on!'' aim in life is to be revenged 
upon the Rothsay family, and so she 
wreaks vengeance on the Rothsavs i•ithout 
realising that they are her own iJarents. 

Thus the curse is brought into effect 
and in the <'Oncluding episodes it is re
vealed that the trail of destruction, the 
murders and the disappearanct>s which al
ways surround Olive the Hunchback are 
really engineered by the Indian who seek' 
vengeance. 

DOROTHY FOSTER TO 
EXTEND ACTIVITIES 

Dorothy Foster, in association with 
Ben Lewin, well known in theatrical 
and radio circles in Australia and 
abroad, as a producer and artist, will 
shortly open an academy of radio in· 
struction. 

The curriculum promises a wide and 
complete training covering the entire 
field of microphone technique, script 
writing, etc., and as applicants are al· 
ready rallying on the word of mouth 
tattle that the venture is proposed, its 
success seems assured. 

With Dorothy Foster's long line of 
stage and radio successes, and under 
Ben Lewin's patient technique, the 
rapidly widening radio field should not 
want for trained talent when the 
academy starts to turn out its gradu· 
ates. Top·line players in Australian 
radio will be brought in regularly as 
guest producers, a departure which 
should prove a most attractive feature 
with students. 

''THE WOMAN WITHOUT 
A NAME" 

. . ~ their sponsorship of an un
·,.ntin~~~~ence of <=:olumbia-George Ed
.1-en · roductions, W. W. Campbell and 

, rds P f IJ'nishers, have released through 
Ltd.'. 1 " on a five nights' weekly 

l \\' SJ d~~!fhe 'Noman Without a Name." 
~· uule, .· s ~how was "Ernest Mal-

Th pre' JOU • 
. s ,, . 

traHr · . serial is based on the story "No 
The .~e1'\. ·wukie Collins, author of "Th.~ 
• me. '· ·white" and "The Moonstone, 

\ omnn _mus George Edwards successes. 
\\O pre' 10 • k' I · ' b t storv is one of W1! ie Co !ms es . 
The f. a man caUed Harry Vanstone, 
t~lls ~nrnteriously killed in a railway 

0 s when he is on his ·way to make a 
r: .,,r;_e. which would prove that Magda 
\ '~~~~~1 wa~ hiR daughter and heiress to a 

ri·1ne. · a 
d· Yanstone's three cousms, an 

1;'.~ &1are, her fiance, plot and lie to de
. he. of her fortune an cl her name._ so 

ri ' ~he1 i.s e\~entually driven narneless into 
• 1 ,'.orld. Magda fa11s into the hands_ of 

h ·inscruplous lawyer, \Vho steals an_ im-
1, :.nt document from her and se11s it to 
1 cousins. . . . 
< ,11(' cous in dies in i11yster1ous . circun1-

. ·~ 'tnd Magda, the \Voman ·without a 
1 ~··is' blamed for the murder. She goes 
· the unscruplous lawyer, whom ~he 

h k. is her friend, and learns that he m
~ 0'.is 't~ hand her over to the police. Magda 

i..:~ise~ herself and inakes her escap~, but 
h ta \\")·er continues to hound her. Frank 

( ,1.t. who wa8 once eng·aged to J\ilagda, 
', 1 ,;·ho really murdered her fat.her! swears 

find her and hrmg her to .1ust1ce, and 
l'nterfi into a pact ·with the lav.ryer. 

Cl.tre iH. about to marry an heiress when 
h 111 ,·sterious nameless won1an intervenes, 

;i ffiof:t dramatie 'vay, and prevents the 
f•l<ling from taking place. 
\fter many tense and exciting adve~

tu , , Madg·a turns the tables on her v1l
rious cuusinB, and the lawyer. She clears 

"GATEWAY" STARS ON 
RECORDS 

The young guest stars of 2SM's big 
Friday night 9 p.m. Talent Contest, "The 
Gateway to Fame" (sponsored by Pal· 
ing's), are fast gaining that fame that 
came their way through winning pre
vious contests and being chosen as regu
lar feature artists for this broadcast. 
They are now being featured in a big 
series of all-Australian musical record
ings made at Columbia for distribution 
throughout Australia and New Zealand. 
The young artists being featured are 
Betty Smith and Elsie Edwards, the 
talented solo pianist and duettists of 
the "Gateway" show. Desmond Tanner, 
the well-known organist, Joy Denny, 
who possesses a fine lyric soprano voice, 
and Alan Ferris, an outstanding young 
baritone. 

Bill Beatty, of 2SM, is writing the 
scripts, selecting the music performed 
and directing all productions. 

her name, establishes her identity, and in
herits her fortune and marries the hero. 

Like· all vVilkie Collins' stories, the at
mosphere of tension and mystery is ad
mirably sustained, and realistically por
trayed by the George Edwards players. 

One of the most progressive furnishing 
establishments in Brisbane. Lowes Home 
Furnishi'ng, decided four years ago, when 
they com.menced business operations, to 
adopt radio as their principal medium of 
advertising. Station 4BC was selected for 
this purpose, and the firm has made rapid 
strides when the air allocations were in
creased fro111 tin1e to ti1ne. Sunda}·, August 
4, sa"' the tern1ination of their contract, 
and this progressive firm promptly con
tracted for a renewal of their big Sunday 
feature, and arranged for additional an
nounce111ents as well, covering the next 12 
months. 

Having used Station 4BC for nine years, 
General Rubber Co . are perhaps one of 
that station's oldest clients. Recently the 
con tract was renewed for a further lengthy 
period, the n1anager expressing sa ti sf action 
at the excellent results gained in the past. 

A contract over Station 4BC has been 
arranged for direct a11ouncen1ents for 
Milne's Whisky. 

A new advertiser with 2KY is Endeavour 
Cabinet Works, Alexandria. "~ho are spon
sors of 15 minutes on Sunday nigh ts at 10 
o·clock. 

Swift and Co. have renewed with 2KY for 
a further 12 weeks. · Ani1ouncements clay 
and evening publicising Bell's Wh isky. 

"Chahners ICC. " -the George Ed\varcls 
mystery series-broadcast hy 3KZ Mel
bourne, has been sold to the Austral Wine 
and Spirit Agency. Merchandising Chicola 
'Tonic, the feature is belng aired at 10 p.111. 
'T'uesdays, VVednesdays. Show 'vas first re
leased on 3KZ a few weeks ago as a sus
taining progran1, and station n1ail indicated 
that it built a very fine audience which 
the sponsors now take over with the fea
ture. Contract was issued by Griffin Ad
vertising. 

Acclaimed by Leading Engineers all over Australia! 
II AUD EX II 

AUDEX discs are the result of three years' intensive 

scientific research -- giving you a perfect record cutting 

surface. * * The blemish·free, mirror-finished face of 
"Audex" blanks is free of surface-tension, or "Skin-effect" 
- (therefore the cut thread does not shrink and curl up.) 

-thus obviating the resultant physical track distortion 

which usually takes place. * * Since the coating is in
elastic, very high modulation may be achieved without 

any trace of "echo". * * "Audex" blanks are entirely free 
of abrasives, consequently greatly increased life is ob

tained from cutting stylii. * * "Audex" playback discs 
have an unusually lo·ng life due to the exceptional wearing 
qua I ities of the coating. 

For further information apply to: 

The Improved Recording Disc 

The superfine qualities of AUDEX recording discs afford 

a perfection of reproduction hitherto unobtainable. 

* * Because of l'igid and precision control during all 
phases of Manufacture, the cutting consistency of 

"Audex" recording blanks remain perfectly constant; 

consequently there is no need to continually alter stylus 

an·gle or pressure . * * Owing to new and improved 
methods of controlled "curing" there is n·o free "solvent" 

in the coating; thus assuring indefinite "shelf-life". 

* * "Audex" blanks are unaffected by temperature or . 
humidity when stored in the specially-designed containers . 

* * Immediately available in the following sizes: 174" 
16", 13!", 12", 10''. 

AMALGAMATED WIRELESS (A/SIA) LTD. 
0 YORK STREE~ SYDNEY 

B 0522 
289 QUEEN STREET, BRISBANE 

B 4732 

A.W.A., WELL lNGTON, N.Z. 

167 QUEEN STREET, MELBOURNE 
M 4161 

AND THE "ADVERTISER" BROADCASTING NETWORK, ADELAIDE 
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A NEW INVENTION 
Records That Play 1,000 Times 
(By Chas. H. Gendle, Technical Manager, 
Australian Record Co., Pty. Ltd.) 

With so much newspaper space being 
devoted to the major events of the war, 
minor happenings, such as epoch mak
ing inventions, are apt to be entirely 
overlooked. Where an invention may 
materially assist progress in armaments, 
it is in the best interests of all con
cerned to suppress publication, but the 
particular invention referred to hereunder 
does not fall into this category. Never
theless, its application will be of interest 
to all engaged in the field of radio 
broadcasting, producers and manufac
turers of gramophone records, and the 
millions of people who derive much en
tertaimnent fron1. the whirling black 
.disc. 

This invention marks the first funda
mental improvement in the gramophone 
since Thomas A. Edison's discoveries in 
the recording and reproduction of sound. 

On June 10 last, a photo-electric 
gramophone was revealed to a group of 
leading scientists, musicians, and civic 
leaders by engineers of the Philco Re
search Laboratories at the Edgewat~r 
Beach Hotel, Chicago. It is reported 
that Philco engineers and scientists have 
been engaged in the development of this 
new and fundamentally different instru
ment for a number of years. 

The photo-electric gramophone uses 
entirely new principles in the reproduc
tion of music and speech from records 
by giving practical application for this 
purpose to one of science's greatest 
achievements-the photo-electric cell. 
As the result of research and long ex
perimentation, Philco engineers appa1'
ently have succeeded in reproducing 
what is really on the record by means 
of a beam of light. Among the advances 
made possible by this invention are a 
notable improvement in the tone and 
quality of phonographic reproduction, 
but perhaps of greater value is an in
crease of 900 per cent in the useful life 
of records. 

Until development of the photo-elec
tric gramophone, the basic principle of 
the phonograph and its operation had not 
been changed essentially since Thomas 
Edison first invented it in 1887. During 
all these years the method of phono
graphic reproduction of sound from a 
record has been a matter of mechanical 
action requiring forced vibration of a 
mechanism. We all know the function of 
the gramophone needle and the duty it 
performs in relation to the transmission 

• 
Mr. C. H. Gendle, 

of A.R.C. 

• 
of sound vibrations to the loudspeaker. 
The needle has to be held firmly in the 
tone arm or pickup and pressed upon 
the record . with sufficient force to 
vibrate. Considerable friction and wear 
and tear on the record is the natural 
result. 

The basic idea that Philco engineers 
brought to tile improvement of the 
gramophone was to eliminate the actual, 
mechanical work formerly done by the 
needle being dragged through the 
grooves of the record. The availability 
of the photo-electric cell made it pos
sible to give this idea practical appli
cation. 

In the Philco invention, the needle has 
been replaced by a sapphire jewel which 
floats through the grooves on the record, 
transmitting the tone vibrations to a 
tiny mirror swinging freely on an axis. 
A gleam of light, produced by a small 
bulb and directed at this vibrating 
mirror, picks up the vibrations and re
flects them on a photo-electric cell. The 
cell, activated by the vibrating light 
beam, converts these vibrations electric
ally into music. 

In other words, the floating jewel of 
the photo-electric gramophone acts 
merely as a control valve to operate the 
photo-electric cell. Thus, the friction 
characteristic of the operation of former 
types of gramophones has been elimi
nated. 

The mirror in the photo-electric 
gramophone is as thin as paper. It is 
made of a special glass used in the 
manufacture of scientific instruments. 
The mirror itself is a vaporised alu
minium coating similar to that of the 
new 200 inch telescope. 

A steady flow of light for the tiny 
bulb shining on the mirror is provided 
by an oscillator which transforms ordi
nary 60 cycle A.C. house current into 
high frequency current of 1,800,000 
cycles. 

The bulb itself had to be especially 
designed in order to be sufficiently 
small and light weight. No flashlight 
bulb was strong enough for the purpose. 
The one used in the photo-electric 
gramophone is filled with argon in order 

to provide a bright light and still not 
burn out quickly. 

Because a freely floating sapphire 
jewel has replaced the steel needle to de. 
tect .what is on the record, wear and tear 
are reduced to a minimum, and goug. 
ing and fraying of the record are virtu. 
ally eliminated. The jewel has a life of 
8 to 10 years. Use of it increases the 
life of records so greatly that they ruay 
be played 1,000 times. 

In qualities of sound reproduction it is 
claimed that the new photo-electric 
gramophone is supel'ior to anything Pre. 
viously attained. The sound range Pos. 
sible of satisfactory reproduction .is said 
to be greatly extended. The musical 
range covers all musical instr uments 
But perhaps of even more importance i~ 
the clear and clean reproduction of bass 
notes because, unlike machines using 
normal pickups, there is nothing to limit 
the vibrations of this new mechanisru. 

Presumably the country of its birth 
will be the first to enjoy the benefits of 
this extremely interesting invention 
But how will the idea appeal to record 
manufacturers if the discs practical!v 
never wear out? · 

HERE'S HOOEY! 
One disc which has been going the 

rounds of the broadcasting studios and 
the agencies, and among all good adver· 
tising men during the past couple of 
weeks is the Regal Zonophone record 
of Ward Leopold's "Here's Hooey." 
Leopold, who is now with Columbia on 
the commercial recording side, has 
packed a satiric punch into one of the 
fastest moving burlesques on commer· 
cial radio that has ever been made pub
lic-we were particularly impressed 
with his "oxygen and kerosene from 
the south coast of Zululand!" So far 
we've not heard of any station having 
broadcast the disc-and maybe we 
won't, but they're selling in the music 
shops. 

If You Want Regular 
Fortnightly Delivery of 

"COMMERCIAL 
BROADCASTING," 

Subscribe Now. 

10/- Per Annum, Post Free 
TO BOX 3765, G.P.O., SYON EV. 
AUST. RADIO PUBLICATIONS 

PTY. LTD. 
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American · Broadcasters Get 
Down to Defence Program 

at a certain task, however, former pro
ficiency quickly returns with practice 
Need for men is urgent. Make no mis
take about that. 

Men responding to radio announce
ments secure application blanks at the 
nearest first or second class post office, 
from the 5,000 Civil Service secretar ies 
on duty. 

t as the Australian Government 
Ju~ in the war realised what a 
rlYt part the commercial stations 

greald be able to play in the nation's 
.,.ou effort and immediately sought out 
n~r co-operation, the American Gov

th<' ent has won the assistance of the 
~1:;10nal Association . of Broadcasters, 
• h"ch is the U.S. eqmvalent to our own 

11 \ralian Feder1;ltion of Commercial 
Broadcasting Stations. 

Latest N.A.B. repor_ts _ rec~ived from 
America give some md1cat10n of the 

tent to which the broadcasters over 
tt.i re are co-operating with the authori
ti~s. In Jul_Y _last Fe?eral Communica
tions Comm1ss10n chairman, J. L. Fly, 
told a press conference t~ere _was no 
on·asion for the broadcastmg mdustry 
to be alarmed about any defence plans. 
Full committees were being formed to 
rt>present every phase of the communi
cations industry in the defence program. 
• The situation and the state of mind of 
the people necessitates the leaving of 
private operation in private hands so 
that broadcasting will continue to func
tion as now performed," he stated. 

:'.\fr . Fly told the pressmen that it 
would be unfortunate if commercial 
< 1•Eration to-day was at all influenced 
by any belief to the contrary. "There is 
no reason in the world that broadcast
ing should not go on absolutely unim
r~ded," he said. "Any suggestion that 
there is any problem is far fetched and 
•1uite inaccurate and not fair to broad
raPters. . . . The Government has no 
intention of unnecessarily burdening or 
hampering normal operations," he went 
on, adding that the Government was not 
qualified to take over broadcasting. 

The chairman said that if they should 
r1·~r get into war there would be par
licular things that the Government 
\\ould need to do, but these things 
would not be sweeping in character. 

. Fly said that he was doing everything 
In a substantial informal way in con-

"Ction with the setting up of the pro
posed new Communications Defence 
''ommittee in co-operation with the 
1 arious interested departments. There 
'll"as a general agreement on the plan 

nd no issues had arisen. 

During the same month N .A.B., in a 
Pecial bulletin, appealed to all mem-

~~r~ .to rally to the assistance of the 
. ~ e1 nment, setting out the method by 
hich time on the air could be utilised 

1 ~h: c~use of national defence. 
eie is the bulletin:-

"TO ALL BROADCAST STATION 
EXECUTIVES IN THE UNITED 

STATES: 

;~e National Defence needs of the 
rn11ed States require the immediate 
0~k 0 Yment of 100,000 skilled civilian 

ers in the War and Navy Depart
a ~n\s , the Civil Aeronautics Authority 

n several other departments. 

To locate these men speedily is an 
urgent and patriotic duty that radio can 
perform best. It is a duty that the Na
tional Association of Broadcasters, on 
behalf of all broadcasting stations, has 
a ccepted. 

Radio can do the job with the vigor
ous help of every individual broad
caster. The task is not easy; for the 
highways and byways must be combed 
for recruits . It is believed that a large 
number of qualified men will be found 
working in other capacities. 

These men must be reached and 
urged to return to their former trades 
else preparedness plans may bog down. 

At the present time clerical workers 
and labourers are not needed. The 
supply is adequate. 

FOR YOUR INFORMATION . 

Announcements mailed to you will 
name definite jobs open in your section 
of the country. Only in exceptional 
cases, it is now believed, will it be 
necessary to release blanket announce
ments. 

These are Civil Service jobs; but all 
red tape has been cut. The applicant 
does not have to pass a written exami
nation. 

The call includes men who may be a 
bit . rusty at their trade. Once skilled 

A man is hired on the basis of infor
mation he supplies in this blank. H e 
qualifies for Civil Service employment 
by demonstrating that he is a capable 
workman. The waiting interval is cut 
to a minimum. The applicant will get 
results at a very early date. 

RUN ANNOUNCEMENTS UNTIL 
NOTIFIED. 

Every week N.A.B. will confer with 
the United States Civil Service Com
mission about jobs throughout the coun
try. It is exi;lected that needs a t cer
tain points will change frequently. As 
they change, superseding announce
ments will be sent. 

Therefore, in the interest of efficiency, 
in this hour of emergency, we shall 
operate on the assumption that stations 
will continue to broadcast an announce
ment until it is killed or modified to 
meet the changing conditions. 

WILL YOU HELP? 

Can we count on your help? Will you 
"tu!·n on the heat " to locate the men 
needed for your country's defence! 
Suggestions will be appreciated ... . 

Theme for the morning • • • 
I isteners, but 

2sM' s wornen 
1easantly for 

urning's work passesuf the afternoon. . sewing, knitting or 
The rn t to ta,lk to you abo ·ves' leisure t1mey. oUR sales story. 
we wan . is the housewi . rnood for 
After lunch t1rn~ in a rnost receptive THAT' S WHY . . 
just resting she is THE TIME ON 2sM, 

IT'S SELLING TIME ALL 

lSMsttls MORE\ 

Station 2SM 46 Carrington Street Sydney -B 7294 
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or COURSE 
YOU'VE HEARD 

Listener Participation Plus! 
For over two years under one spon

scrship, and with ever-increasing popu
larity, a weekly competition is broad
cast in the women's session from 2BE 
Bega. Each competition-containing 20 
questions-is compiled by women listen
ers and used in the session. Even the 
prizes for this two-year novelty are 
donated by ·the listeners, and the entry 
fee of threepence goes to the 2BE Sun
shine Club to purchase wool for its 
knitters. 

Radio Trials Talent Recognised 
Concert organisers and. talent scouts 

are awake to the opportunity afforded 
by the 2KY-Morley Johnson Radio 
Eisteddfod of 1940 of introducing new 
"blood" into their shows. Take the re
cent juvenile grand final. Not only 
have individual performers been select-· 
ed from this parade of talent for pre· 
sentation during the Thursday night 
concert at the Anzac Buffet, compered 
by Perko, and in other shows, but five 
were chosen by the general manager of 
the Empire Theatre, Railway Square, to 
r.ppear as a troupe in a 20-minute fast
moving entertainment every afternoon 
for a week, commencing Friday, August 
23. It speaks volumes for the talent of 
these kiddies that at their opening show 
they were encored time and time again, 
and for the 2KY Radio Eisteddfod o·f 
1940 that it should be the means of 
opening the door of opportunity for 
these clever artists. 

Sixteen Guinea Jackpot 
Public participation programs are 

just as popular as ever at 3HA Hamil· 
ton, and the "Name the Place" session 
now held on Friday nights at 9.15 al
ways attracts a crowded audience in the 
specially constructed theatrette of 
3HA. Recently the big jackpot prize of 
£16/16/- was won by a young postal 
mechanic who guessed question No. 3 
after 26 weeks "jackpotting." 

· "Give It a Title" for Red Cross 
On September 8, the motion picture 

industry will launch a "Give It a Title" 
contest on behalf of Lady Gowrie's Red 
Cross Appeal. This contest will be run 
on the lines of the successful competi
tions conducted last year, and the Sun
day papers will announce full details 
and conditions of the competition which 
will run for three weeks. Prizes will 
total £1,500, and additional awards will 
bE> made each day. Radio 2UE has 
secured the exclusive right to broadcast 
names of the progressive winners, and 
these will be announced every night at 
9.15 p.m., commencing September 12. 

Quiz Show Appeals 
Davidson and Co. Pty. Ltd., household 

furnishers of Oxford Street and Broad
way, Sydney, are sponsoring the new 
2CH quiz program, "Take It or Leave 
It-Double or Quits," and judging by 
the keen interest shown by listeners in 
the session, the sponsors are reaching a 
widespread audience. Show has its 
chief appeal in the opportunity pro
vided for competitors to double their 
prize money, with the risk, at the same 
time, or losing their accumulated win
nings with a wrong answer. Ward Leo
pold is compere, and he has a breezy 
personality which appeals to the audi· 
ence. The new 2CH studio is filled to 
capacity at each broadcast-a sure sign 
that it has registered with listeners
and there is always a ready response to 
the appeal for competitors. 

Famous Character Re-created 
for Radio 

Every reader of detective stories is 
familiar with the white visiting card 
adorned with the matchstick drawing, 
which is the signature of the famous 
character in modern detective fiction
The Saint. Created by Leslie Charteris, 
this whimsical, devil-may-care English
man has become the modern Robin 
Hood of Crime. So great was his popu
larity that the B.B.C. London chose 
"The Saint" as the central character of 
a detective thriller. Following on this 
R.K.O. Radio Pictures decided to bring 
this famous character to life upon the 
screen. 

Having secured the broadcasting 
rights of the material in the series of 
"Saint" films now being exhibited in 
Australia, 2UE Sydney is preparing 52 
quarter-hour episodes. These will be 
entirely written and produced by Radio 
2UE, and Lynn Foster, 2UE playwright, 
and Bruce Anderson, have the difficult 
job of selecting cast. 

"True or False"-T we Ive 
Months Successful Run 

A family of ten, five girls and five 
boys, has nominated to form the two 
contesting teams for a 2SM "True or 
False" quiz battle, when two teams of 
five a side, men versus women, must 
answer "True" or "False" to everything 
asked them in a series of exciting 
rounds. A special cash prize goes to 
the team, which scores the most points, 
and another to the last contestant left 
standing. (They must sit out if they 
miss three times'.) 

"True or False," which has had a 
most successful run, will celebate its 
first birthday at 2SM's radio playhouse 
on Wednesday, August 21. Show is 
produced and compered by John Dunne, 
the script coming from the pen of 
·walter Hartley. 
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10th BIRTHDAY CAKE FOR 
RED CROSS FUNDS 

Station 4BC, the key station of lht 
Queensland sector of the Commonwealth 
Broadca.sting Network,. is cel<;'brat1ng iu 
tenth birthday by raffling a gigantic cak• 
to . swell the funds of the Red Cross. Tht 
cake, expertly cre~ted by . G. E. Adams 
Pty. Ltd., towers six feet high, and is ela. 
borately decorated with an amazing mass 
of cylindrical . threads winding end lessly 
throu\lh the gaily coloured decorative ic ing 
Six tiers, one upon the other tapering to 
the top of the six foot cake, provide ex. 
cellent foundations for additional decora. 
tions. In keeping with a radio atmosp her•. 
each spectacular tier is covered with in
tricate detailed workmanship, depicti ng th• 
various stages of radio, and disp laying 
microphones of the type used from year to 
year since the inception of the sta.tion. Th• 
monster cake was on show at the recent 
Brisbane Royal National Show. The raffl• 
is to be drawn on September 12. Unti l 
that time the cake will remain on di splay 
at various prominent centrres throughout 
the city. 

Ten Thousand Tins 
Using no other medium than 2BE 

Bega, a Bega picture theatre, from 7 or 
8 casual announcements, netted 10,4011 

tobacco tins within 10 days, in connec· 
tion with the war effort. A similar drive 
for buttons to include in soldiers' handy 
bags resulted in nearly 7,000 being col· 
lected, from five announcements spread 
over one week. 

The tobacco tin drive sounds like a 
record. 

Governor Opens Modern 
Hospital 

A large and representative crowd wa:
present on July 18, when the ne~ 
Bairnsdale and District Hospital wa' 
officially opened by His Excellency the 
Governor of Victoria, Sir Winston 
Dugan. This hospital, with soundproof 
windows, three up-to-date operatiu~ 
theatres, and every possible labour-sal'· 
ing device for the benefit of the staff 
ranks as one of the finest in any coun· 
try district in Australia. The speecbe· 
at the opening ceremony were broadcas' 
from 3TR Sale. 

"Reminder Advertising" Must Be 
Maintained. 

t st trends in England in regard to 
La r~ising, as disclosed in trade publi

ad'.e s recently received from the Old 
uon f th . . country, are o more an passmg m-

l rest. . . 1 d' t' After interviewmg ea mg execu ives 
the agency field in London recently, 

~dvertisers' Week.ly" concl_u~ed that 
thJ'ee big trends m advertismg were 
1 minent as a result of the Government 
:rive to restrict th~ production and con-

mption of certam classes of goods 
ubicb up to then, had been heavily ad
wertis~d. Thus it was concluded that 
"' change from selling to reminder ad-
8 ertising, a drive by agencies to deve
;op export advertising business, and a 

nsiderable restriction in general ad
' el tising would be the effect of the 
limitations in the near future. 

some of the biggest English concerns 
are making a definite drive for overseas 
business. Sir William Crawford said 
that a point of second importance to 
that one was the need to keep an ad
nrtiser's name before the public in the 
h£lme market. That, he said, would be 
thP, big function of advertising during 
the war. 

"The public have a loyalty to brands, and 
rms should make every endeavour to hold 
u• Ii an affection. That means advertising 

th•· name of the product or the maker of 
th" product is vital, especially in these 
dar~ when such tremendous events are 

. 11p)·ing the public mind," said Sir Wil
m. 

11 will be recalled that during the last 
nr• .it \Var many firms made the sad mis
' ke of letting their name die. Many of 
thi·m th us went out of business. "A name,'' 

,., Sir William, "can create a mental 
• ture, like a photograph, and those firms 
.II be remembered when the war is over. 
t :ch keep their name before the public 

'tr,. must keep names going." 
A11 11 thf'r leading agency executive said 

he believed a considerable amount of ad
ertising would .be changed to the reminder 

''AIR'' 

type. His agency had already worked out 
quite a number of schemes with that 
thought in mind. 

Still another agency, Lord and Thomas 
Ltd., expressed the view that a consider
able amount of reminder advertising will 
take the place of previous ag·gressive sell
ing propaganda. This is quite understand
able. Often an advertiser or manufac
turer has invested a tremendous amount of 
money in building up his name or the na1;11e 
of his product, and he naturally must con
tinue to spend some money to maintain the 
value of his goodwill bought over the course 
of many years. 

The general position in Australia, of 
course, is far different from that which 
to-day exists in Great Britain. Hern we 
are expanding more and more our manu
factured goods not alone in the field of 
actual war effort. The obvious short
age of shipping facilities, the extensive 
restrictions on importation of many 
goods from other countries, has given 
rise to the creation of numerous new 
industries. Most of these are entering 
in some way or another into the adver
tising field . 

Generally it appears that the total 
advertising expenditure is decidedly in
creasing. Newsprint and other paper 
restrictions have placed a serious bar
rier in the way of increased press ad
vertising . Broadcast advertising, on 
the other hand, is getting an increas
ingly bigger appropriation, and is 
rapidly achieving the position of being 
actually the major medium in respect to 
many of the big National accounts. 

Hamilton Vic. Station, 3HA, has signed 
up Western District Undertakers for long 
periods under con tract to broadcast their 
funeral anouncements. This may appear 
to be stretching broadcasting to a doleful 
extent, but, really, it is quite a necessity 
in these modern times, as it is only by 
radio that people in widely scattered dis
tricts can be reached. 

YOUR 
PRODUCTS 

and 

e On the BRIGHTEST line! 
e Before the BIGGEST 

GET YOUR SHARE 
audience! 

o.f tfie * ONE MILLION POUNDS 
Sp,ent eu.e'ty. wee& 6y, tfie 

250,000 WAGE-EARNERS 
llf,/ifiated witfi 

* 

PHONE: M 6291-2 2KY 428 GEORGE ST., 
SYDNEY 

• 
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No New Evening Paper for Melbourne 
In the House of Representatives, Can

berra, on August 8 the Honourable Mem
ber for Kennedy asked a series of ques
tions relative to the contemplated pro
duction of an afternoon paper in Mel
bourne by the proprietors of the "Radio 
Times." 

On August 21 the Prim e Minister (Mr. 
Menzies) replied:-

"I have referred this matter to the 
Minister for Trarle and Customs who has 
Rupplied the following information:-

"(1) It is impracticable to grant a licence 
covering the importation of news
print of non-sterling origin to permit 
the publication of any new news
paper or periodical - whether by the 
proprietors of the 'Radio Times' or 
by any other interest. The position 
of the non-sterling exchange . re
sources of the nation is far too seri
ous for the Government to allow ex
pansion in the publishing industry 
which involves an additional burden 
either directly or indirectly on dollar 
resources. 

"(2) The refusal to grant an import 
licence does not, as claimed, give a 
monopoly to the proprietors of the 
Melbourne 'Herald.' 'l'he present 
position is in no way different from 

BRAVING THE 
CHILLY DAWN FOR 
THE MAN ON THE 
LAND 

On the morning of Wednes
day, July 17, J. A. Crawcour, 
who conducts the Rural ln
erests session from 2UW Syd
ney, again broadcast from the 
Memorial Hall at Hawkes
bury Agricultural College. 

This was the 6th occasion of 
this feature of the annual 
conference of the Agricultural 
Bureau of New South Wales, 
and the speakers introduced by 
the 2UW rural lecture are all 
shown in the photo, reading 
from left to right:-

that which existed before the intro
duction of import licensing. 

"(3) The decision of the Go\·ernment has 
iireventecl the issue of a number of 
newspapers and· publications and is 
not confined to the paper proposed 
b\' the proprietors of 'Radio Times.' 
At a time when the public is anxious 
for news because of happenings in 
the \Var zone, there is a strong urge 
to indulge in ne\v newspaper ven
tures. To make newsprint available 
for these ventures would impose an 
additional and heav:v burden on our 
non-sterling exchange resources, 
which are rapidly being depleted. To 
meet this position more seYere re
strictions will necessari!\' have to be 
applied, consequently it is not a case 
of modifying any Cabinet decisions 
already taken. 

" ( 4) Restriction of industrial expansion 
involving the expenditure of non
sterling· exchange is by no n1eans 
confined to the newspaper industry. 
It does and must apply over a wide 
field while war conditions prevail. 

"The Minister informs me that there is 
nothing unusual in the correspondence be
tween the Government and the manage
ment of the 'Radio Times,' and he can see 
no reason for making that correspondence 
aYailable to Honourable Members. It can 
doubtless readily be obtained from the pro
]lrietors of 'Radio Times,' by the Honourable 
Member.'' 

Mr. C. Scholes, Garthowen; Mr. W. Brookes, Bowthorn Hintin; Mrs. F. H. Kidd, Morriset; 
Miss N. Parkinson, Weethalee; Miss M- Spencer, Girls' Leadership Camp; Mr. F. Kirkwood, 
Dooralong; Miss Mullard, Kulnurra; Mrs. Malloy, Girls' Leadership Camp; Misa Dawes, 
Glen Ridding; Mr. E. A. Southee, O.B.E., Principal H.A. College; J. A. Crawcour, Station 
2UW; Miss L. Bryne, B.Sc., AGR. Agricultural Bureau; Mr. R. Buckley, Tarana; Mr. G. 

Watts, Warkworth; Mr. c. West, Bribbaree, Mr. K. Collins, Dumaresq Island. 
lt is very cold at Hawkesbury in July and there is no doubt about the enthusiasm imparted 
.into the conference when one remembers that all in the conference were called before 5 a.m. 

(Photo by courtesy of "Ag. Bureau Record.'') 

C. A. MONKS says: 

ATTENTION 
On the opposite page is repr0• 

duced the 3KZ Melbourne rate 
schedule and advertisement froni 
the current Rate Book issued July 
last. Particular attention is direc. 
ted to the 60 minutes evening rate 
1 to 12, which now reads £38/14/
instead of £28/14/- as previously 
shown. This correction can be 
transferred to your Rate Book on 
page 21, or, alternatively, cut 'out 
the whole p,age printed here and 
paste it over page 21 Rate Book. -
STAN GRIST JOINS PATON'S. 

Mr. S. W. Grist, well-known figure in 
Melbourne's advertising world, an Eng. 
lishman with world-wide experience 
eight years on the staff of 3DB-LK and a 
managing editor of monthly magazine 
has joined the radio division of thf 
Paton Advertising Service. 

It is understood that one of Australia· 
larger National accounts· is shortly to 
move to a new agency with headquar· 
ters located in Victoria. 

CLASSIFIED AD VERTIS ING 
-• SECTION•-

Classified Advertising - 3d. per word 
(minimum 3/-). Black face or capitals 
6d . per word. Cash with order. 

Positions Wanted or Vacant-2d. 
per word (minimum 2/-)_ 

Box Replies: If replies are to be sent 
to the publishers' office, the Box Number 
is counted as 9 words and charged ac· 
cordingly. 

VOICE FOR SALE. 

To Exclusive Sponsor: Distinctive voic 
known in hundreds of homes. Behind 
the voice, expert mike technique, exper·· 
ence and ability to convince. In addi· 
tion original ideas and aptitude fo. 
script writing. Box "777". 

You 

If 
may walk the world a proud man 

you use Radio to tell the other fellow. 
Sydney Rep.: 
2HD, 2MG, 2PK, 2QN, 2XL, 
3CS, 3KZ, 4AT, SAU, SKA. 
Shell House, 
Carrington Street 

• 
Telephone: BW 4135 

Telegrams: AIRADS 

3KZ M E LB 0 u R N E (EFFECTIVE JULY 1, 194-0.) NETWORK: NIL. 3KZ 
- BREAKFAST SESSION-6.30 a.m. to 9 a.m. 

1-12 13-2S 26-S1 52-77 78-103 104-15S 1S6-311 312-over 
25 words or less 14 3 10 9 10 6 10 3 10 0 9 6 9 3 8 

100 words or less 1 9 3 1 2 0 1 1 6 1 1 0 1 0 3 19 9 19 0 17 
5 0 0 3 15 0 3 13 0 3 11 6 3 9 6 3 ,., 

6 3 5 0 3 0 1:; minutes · · ' so minutes 9 0 0 6 17 6 6 14 0 6 10 6 6 7 6 6 3 6 5 19 0 5 10 
60 minutes · · 16 4 0 12 7 6 12 1 3 11 15 0 11 9 6 11 2 3 10 14 3 9 18 

,_ 
DAY SESSIONS-9 a.m. to S.4S p.m. 

25 words or less 13 3 10 0 9 9 9 6 9 3 9 0 8 9 8 
100 words or less 1 3 3 17 6 17 0 16 9 16 3 15 !) 15 3 14 
15 minutes 4 3 6 3 2 6 3 0 0 2 19 6 2 18 0 2 16 6 2 14 0 2 10 

30 minutes 7 10 0 5 12 6 5 9 6 5 7 0 5 4 0 5 1 6 4 17 6 4 10 
60 minutes 13 10 0 10 2 6 9 17 3 9 12 6 9 7 3 9 2 9 8 15 6 8 2 

EVENING SESSIONS-5.4S p.m. to 11.30 p.m. 

25 words or less 1 17 6 1 8 3 1 7 3 1 6 6 1 6 0 1 5 3 1 4 3 1 2 
100 words or less 3 5 0 2 10 0 2 8 9 2 7 6 2 6 3 2 5 0 2 3 3 2 0 
i:; minutes 11 10 0 8 15 0 8 10 0 8 5 0 8 0 0 7 15 0 7 10 0 7 0 
30 minutes 21 10 0 16 5 0 15 15 0 15 10 0 15 0 0 14 10 0 14 0 0 13 0 
60 minutes 38 14 0 29 5 0 28 7 0 27 18 0 27 0 0 26 2 0 25 4 0 23 8 

Rates for Sessionettes: 1 minute at 100 word rate plus 25%; 5 minutes, 50% of 15 minute rate; n minutes, 66% of 
15 minute rate; 10 minutes, 75% of 15 minute rate. 

Network rates: Special quotations supplied for a network of leading stations in every State. Preferred times: 100 and 
25 word announcements may be booked in available preferred space at an additional 20%. Sponsored sessions: 
To comprise not less than 85% musical or other approved entertainment .. 

6 
6 
0 
0 
0 

0 
0 
0 
0 
0 

6 
0 
0 
0 
0 

Station owner: 3KZ Broadcasting Co. Pty. Ltd. Office: 64 Elizabeth Street, Melbourne. Studios, transmitter: 40 Victoria Street, Carlton. 
Wavelength: 254 M. (1180 kC.). Official operating power: 600 W. Transmission hours: 6.30 a.m.-11.30 p.m., Sat. to 1 a.m.; Sun. 9 a.mft
I~.30 p.rn., 2.30-10.30 p.m. Manager: Syd. Morgan. Sales Manager: A. J. Murray. Reps.: Sydney, C. A. Monks, Shell House, Car
rington Street. 

CAN'T BE OVER-RA TED 
It's dead easy for a Station Representative to airily wave his hand 
and talk vaguely of results - but we don't think this impresses 
you one bit. You want facts. Well, digest this. Twelve months ago 
3KZ signed "Victoree" Pure Food Products for 45 minutes on 
Friday nights. We put on the now famous "Victoree Varieties.'' 
This programme scuttled long established Friday night program
mes and is now tops with Victorian listeners. One studio invitation 
is issued in return for one "Victoree" label, and there is now a 
waiting list of over 16,000 - get that - 16,000 - and every label 
means a sale. Those are facts, and C. A. Monks, of Shell House, 
Sydney, can quote you more. He can also quote you for your 
campaign which must, if you want real results, include ••• 

• 

lKZ 
MELBOURNE 
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llPERSONALS II 
Squadron-leader 8. T. Sheil, Deputy Con

troller of the Xational Commercial Broad
casting SerYice of New Zealand, and Squa
dron-leader in charge of Royal New Zea
land Air Force Publicity, has recently been 
giYen a further i1nportant appointn1ent, it 
is that of radio co-ordination officer con
trolling the Xew Zealand Commercial ancl 
Xational Broadcasting Stations Networks 
for War effort. Sheil has already macle a 
name for himself in the organisation and 
operation of the National Commercial 
Broadcasting· Service, and inore recently 
as publicit)' officer for the Royal New Zea
land Air Force, and it is, therefore, not 
surprising that this further appointment of 
radio co-ordination officer has fallen to his 
lot. Uncloubtedl)' it will be handled with 
Beau's usual effidenc:v. 

Not content with the fine job his station 
is doing in the National effort, Teel Dahl, 
general manager, 4A Y Ayr, hi m~elf has 

• 
Lieut. Dahl, 

popular general 
manager of 4AY 

Ayr, who has 
joined up. 

• 

gone into the A.LF. He's a lieutenant in 
the A.A.0.C. camp at Liverpool. Good 
luck Ted, from all your pals! 

• 
Reggie Quartly doesn't look as 
"reckless'' whi:e discussing cues 
and song routine with Vernon 
Lisle, compere of many 2UW 
shows, as when he faces some 
of the 2UW audience partici
pation show crowds. 

• 

Dr. Frank Louat, ':\•ell knoV'-·n radio 
speaker, is coining back to the air on 2GB 
in a series of talks entitled "State Talks on 
Federal Politics." The sessions will be con
ducted under the sponsorship of the Con -
stitutional Association of N.S.W., and will 
be broadcast each Friday ancl Saturday at 
~.45 p.m. 

Mr. J. M. Martin's recent appointment 
to the position of Chief Inspector of Wire
less, P.M.G.'s Department of Australia, has 
been confirmed as per Commonwealth 
Gazette of August 8. 

It took a war to allow a woman an
nouncer on the B.B.C. She has been heard 
quite a lot recently, immediately prior to 
the B.B.C. news. 

CongTatulations to Mrs. Gray, of 2KY, 
on g·etting back a lot of her old listener 
audience which she had before she intro
duced a lot of political matter. \Vomen's 
sessions would be very effective if they 
kept to the women's sphere of operations, 
and Mrs. Gray's session was, and no doubt 
will be now, one of the most popular 
women's sessions on Sydney stations. 

* Storming thous
ands of homes 

in the prosperous 
country districts. of 
Victoria with your 
sales message, these 
three irresistible sales
men will secure wide· 
spread and favourable 
attention for your pro
duct. Facts and fig
ures will prove why 
the V.B.N . should be 
included in your next 
Victorian coverage .. 

Victorian Broadcasting Network 
HEAD OFFICE 239 COLLINS STREET 
MELBOURNE PHONE MX 4731 

Sydney: Macquarie Broadcasting Services 
29 Bligh Street Phone: B 7887 
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There's been a new voice on 2LF lately
it's Doug. Morris who has join ed the an. 
nouncing staff and is also doing some sen. 
ing and copywriting-seems to be doing 
good job for the local advertisers, too. " 

Donald Day, who recently arrived in Svd
ney from l\Ielbourne to conduct sessions ·01 
2UE on behalf of Bevilles Gift Store ha• 
planned something quite new in the w~y 0·, 

children's sessions which he presents each 
Monday, Tuescla)·, Thursday and Friday at 
5.30 p.m. Each Monday and Friday after
noon he invites 40 children into the studio 
to an afternoon party, with all the usual 
part,· trimmings, and those who desire in. 
vitations can applv to the sponsor for these. 
Da,"s versatility in his Tuesday and Thurs
clRY session i.s sho\.vn by his interesting 
talks specially for the children on the Fai 
East. H e traYelled extensiYely throughout 
the East. 

Secure in a 1ife-long reputation for beim: 
one of nature'~ g·oocl auto passengers. J. c. 
McKay, tin1e-lnl.''ing a1nbassador and Syd. 

• 
Mr. Ernie 

Higginbottom, 
chairman of 

directors of 2TM. 
who is down in 
Sydney for a few 

weeks looking 
after 2TM's in· 
terests at the Syd
ney office in Aus· 
tralia House, Car· 

rington Street. 

• 
ne~v n1anag·er of Paton ' .8 advertising, ha~ 
been suddeni)" overtaken with a desire t 
enter the rnnlo-; of overland drivers. 1· 
seems that a friend wished to get his Bab1 

Austin over to Melbourne, and knowin~ 
that J.C . p_lanned a trip shortly, suggeste<: 
that he might care to do it in the little 
bus. Lack of driving licence and past ex· 
perience being the only hazards, both wer• 
quickly acquired, the great adventure start· 
i ng as this paper goes to press (Thur>
day). Expedition plans to be in Melbourn• 
in time for J.C. to join Geoffrey Jame> 
Montgomery Jackson, of Paton's, l\lel· 
bourne, in a spot of football barracking. 

Miss Una Pritchard, popular transcrip· 
tion sales executive at O. P . Sellers, sell
ing· agP-nts for Columbia-George Edward' 
productions, was seen going into her offic• 
last Monday morning. She's been ill tor 
several Vi'eeks, but no'v seems her old 
bright self ag·ain, and a nxious to get doW 
into harness once n1ore. 

\Veil known radio personality, M~ra 
Dempsey, finds her time fullv occupied 
these days. In addition to the two-hOur 
"S111ilin' Thru' " sessions . she conauc~~ 
daily from 2KY Sydney, Myra is vice--pres1; 
dent of the \V.A.S.C. (responsible for t~ 
canteen at Central Railway) and also o. · 
of publicity for the same organisation. _Sh~ 
holc1s the rank of Ma.ior, and looks parucu 
larly well in her olive-green uniform. 

[itterehandising - Promotion ii 
JKZ "Tag" Potential 
Advertisers 

one of the ne~test promotion stunts 
n for some time was recently re
-:ed by 3KZ Melbourne in the form 

t " puzzle made from a l~ggage or des
t<"h tag (such as used m most busi

e s •s to-day) on whi~h had been 
ir.ted: "Remove the stnng from card 
I hout breaking or tearing. If you 

w t."t solve it in 15 minutes, send for a 
KZ representative." On the reverse 
ick of the tag is printed: "The 15 
!nutes taken to solve this puzzle costs 

00 a basis of 26 broadcasts) only 
£, 10/ · on 3KZ." 

A string threaded through the eye of 
th•· tag and passed through two slits 

ut along the . tag has to be removed 
·ithout breaking or tearing anything. 
t each end of the string are circular 

11h·ces of cardboard about four times the 
ize of the eye in the tag which makes 
' look impossible, but it can be done. 

Station reports already several firms 
.ave 'phoned asking for a rep. to call 
11d put them out of their misery. 

''Travel Talk Series" 

Margare t Bankin 1 ' ''ho has figured as a 
s· speaker. in "Stephani" Bini's 3UZ 

'""noon se~s1oi: in two travel talks 011 
, anr~ Palestine, is now to give a corn

'f 8 •ries of sin1ilar talks. pre::;entea in 
·, Ph;1ni"' Bini's ninety minutes-at 1.30 
· ru_esclaY-and Miss Bankin will com-
, ·e 111th a series of three talks on Lon
deal!ng firnt with "Old" London. These 
are used b.,- Miss Bankin to advertise 

fro'k >hop. She has signed a contract 
3-CZ for 13 quarter-hour sessions. 

Show Ring Sponsors Become 
Radio Sponsors 

The 65th Royal National Show open
ed in Brisbane early in August, and 
::;tation 4BC was right on the spot with 
an advantageous position to broadcast 
up-to-the-minute descriptions of every 
event of interest. 

The sponsors of most ring events 
arranged with 4BC-SB to broadcast their 
own event. This has always been a 
feature with the station, and results 
have been more than satisfactory to 
everyone concerned. 

The sponsors included J. R. Wyllie 
(Hunting Contest), Penny's Store (Novice 
High Jump), lronmongeries Pty. Ltd. 
(Maiden Handicap Trot), Fish Steam Laun
dry (High Jump), Licensed Victuaders As
sociation (Hunt), McDonnell and East 
(Ladies' Hunting Contest), Rothwells 
(F1nar Handicap Trot), Pike Bros. (Sheep 
Dog Trials), Helidon Spa (Hunter's Plate), 
Nestle's (High Jump). 

Many other highlights, including the 
official luncheon, Governor's speech; and 
the Prudential police horse parade, wood 
chop, etc., were also broadcast. 

Piano for Prize 
Beale and Co. Ltd., piano manufac

turers, are adding interest to their al
ready popular 2UE Sydney session, 
"Musical Masterpieces," by the inclu
sion of a competition, the prize for 
which is a £ 100 piano. Listeners are 
invited to write to 2UE saying why 
they would like their child to learn to 
play the piano, and during the running 
of the competition, weekly prizes are 
offered in addition to the big prize. 
"Musical Masterpices" is a novel ses
sion featuring the better-class of music, 
broadcast Sundays at 6.50 p.m. 

WOOLWORTH'S OPEN NEW STORE AT NEWCASTLE 

On _Wednesday afternoon, July 10, a 
ist nnportant event was celebrated in 

_i·wcastle, the occasion being the pre-
1' 11 to the opening of Woolworth's new 
Uilding in the Market Block Hunter 
!Pet_ ' 

· ·ewcastte station, 2HD, broadcast 

the official speeches, marking so for the 
first time in New South Wales a Wool
worth store opening by radio. 

With a comme1;cial house so "air" 
minded in its advertising, it is unusual 
that a broadcast has never been made 
of the opening ceremony of their stores. 

A portion of the gathering 
of Newcastle business men at 
the preview of tlie opening of 
Woolworth's new store in 
Newcastle. The preview was 
also attended by representa
tives of both the Federal and 
State Houses of Parliament, 
Mr. Watkins, M.P., and Mr. 
Rowley James, M.H.R. 

Mr. Watkins has since joined 
up with the A.l.F., and is thus 
the second M.P. in the New
castle district to enlist in this 
war. In the foreground to the 
right is the Mayor of Greater 
Newcastle, Aid. J . E. Wiggins, 
and to the left in the second 
row from the front is Mr. A. 
Earle, retiring manager of 
Woolworth's in the north and, 
incidentally, host of the day. 

GEO. PATTERSON PTY. LTD. 
GET TEETH INTO RADIO JOB 

Radio director, Lionel Shave, of the 
George Patterson Agency, must be one 
of the busiest men in Sydney. He is 
~nainspring of a tremendous drive carry
mg the agency recently into the really 
big jobs of radio selling. 

Having established "The Youth 
Show" as one of the big National pro
grams on behalf of Colgate-Palmolive 
he still retains the closest possibl~ 
touch with each program-he is now in 
the throes of establishing "Omar Khay
yam~And All That" for Andrews Liver 
Salt, which, like "The Youth Show" 
has been booked as a complete Ma~
quarie Network buy. 

In between times he is personally 
supervising all the recorded spots for 
half a dozen other clients, helping plan 
two more recorded shows and writing 
an occasional script. 

RADIO TIME BUYING 
MADE EASY 
by using the COMMERCIAL 
BROADCASTING RATE BOOK 
latest edition (July, 1940) just out'. 
Seventy-two pages with ALL the 
latest rate cards of ALL the com
mercial stations throughout Aus
tralia, New Zealand and Fiji; vari
ous networks and their discounts· 
list of station reps.; late shoppin~ 
nights; list of all stations; and 
official listeners' licence figures in 
various areas. 

All that is printed on standard 
size magazine sheets, 11 ins. x 81 
ins., arid bound in a very durable 
cloth cover for only 5/- per copy, 
post free. If you are interested in, 
or actually conducting any radio 
air advertising, you will find this 
C.B. RATE BOOK the most 
handy of references. 

Specially designed for
Advertising Agents, 
Advertising Manager.s, 
Advertisers, 

so they_ can find quickly the rates 
charged by the commercial radio 
stations. 

Order your copy today 
or 

while the offer lasts, 
send £ 1 postal note (if cheque, ex
change is extra), to Australian 
Radio Pub I ications, Box 3765, 
G.P.O., Sydney, and we will enter 
your combined subscription for 
one year to 
COMMERCIAL BROADCASTING 

(fortnightly) 
BOOK (half-yearly) 

. . (annually) 
C.B. RATE 
YEAR BOOK 

This offer is o·pen only until Sep
tember 1. Paper rationing will 
then alter the position. 

AUSTRALIAN RADIO 
PUBICATIONS, 

Box, 3765 G.P.O., Sydney. 
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Broadcasting Station Frequency Allocations 
As at 3/7/40 

550 kC/s., 545 m. 

560 kC/s., 536 m. 

580 kC/s., 517 m . 

600 kC/s., 500 m. 
610 kC/s., 492 m. 
620 kC/s., 484 m. 
630 kC/s., 476 m. 

640 kC/s., 469 m. 

660 kC/s., 455 m. 
,, '' 

670 kC/s., 448 m. 

680 kC/s., 441 m. 

,. " 
690 kC/s., 435 m. 
700 kC/s., 429 m. 

710 kC/s., 423 m . 

720 kC/s., 417 m. 

730 kC/s., 411 m. 
740 kC/s., 405 m. 
760 kC/s., 395 m. 

770 kC/s., 390 m. 
780 kC/s., 385 m. 

790 kC/s., 380 m. 

800 kC/s., 375 m. 
810 kC/s., 370 m. 
830 kC/s., 361 m. 

850 kC/s., 353 m. 
860 kC/s., 349 m. 

870 kC/s., 345 m. 
880 kC/s., 341 m. 

890 kC/s., 337 m. 
900 kC/s., 333 m. 

910 kCJs., 3io m.. 
920 kC/s., 326 m. 

. 

2CR Central Regional, 
N.S.W. 
6W A South West Re
gional, W.A. 
3WV Western Regional 
Vic. 
7ZL, Hobart, Tas. 
2FC Sydney, N.S.W. 
3AR Melbourne, Vic. 
4QN North Regional, 
Q'ld. 
5CK North Regional, 
S.A. 
2DU Dubbo, N.s.w. 
7BU Burnie, Tas. 
2CO Riverina Regional, 
N.S.W. 
2HR Singleton, N.S.W. 
4AT Atherton, Q'ld. 
7QT Queenstown, Tas. 
6WF Perth, W.A. 
2N R Northern Rivers 
Regional, N.s.w. 
7NT North Regional, 
Tas. 
6GF Goldfields Region
al, W.A. 
5CL Adelaide, S.A. 
2BL Sydney, N.S.W. 
4QS Darling Downs 
Regional, Q'ld. 
3LO Melbourne, Vic. 
2KA Katoomba, N.S.W. 
4TO Townsville, Q'ld. 
6WN Perth, W.A. 
2BH Broken Hill, 
N.S.W. 
4QG Brisbane, Q'ld. 
5RM Renmark, S.A. 
3GI Gippsland Region
al, Vic. 
2CY Canberra, A.C. T. 
4GR Toowoomba, Q'ld. 
7HO Hobart, Tas. 
2GB Sydney, N.S.W. 
3UL Warragul, Vic. 
4WK Warwick, Q'ld. 
6PR Perth, W.A. 
5AN Adelaide, S.A. 
2LM Lismore, N.S.W. 
7AD Devonport, Tas. 
4RK Rockhampton 
Regional, Q'ld. 
2XL Cooma, N.S.W. 
4VL Charleville, Q'ld. 

930 kC/s., 323 m. 
940 kC/s., 319 m. 
950 kC/s., 316 m. 
960 kC/s., 313 m. 
970 kC/s., 309 m. 

980 kC/s., 30S m. 

990 kC/s., 3o':i m. 
1,000 kC/s., 300 m. 

1,010 kC/s., 29'7 m. 
1,020 kC/s., 294 m. 
1,030 kC/s., 291 m. 
1,040 kC/s., 288 m. 

1,050 kC/s., 286 m. 
1,060 kC/s., 283 m. 
1,070 kC/s., 280 m. .. 
1,080 kC/s., 278 m. 

.. 
1,090 kC/s., 275 m. 
1,100 kC/s., 273 m . 

t ,, " 
1,110 kC/s., 270 m . 
1,120 kC/s., 268 m. 
1,130 kC/s., 265 m. 

" " 1,140 kC/s., 263 m . 

1,150 kC/s., 261 m. 
1,160 kC/s., 259 m. 
1,170 kC/s., 256 m. 
1,180 kC/s., 254 m. 
1,190 kC/s., 252 m. 
1,200 kC/s., 250 m. 
1,210 kC/s., 248 m. 

1,220 kC/s., 246 m. 
1,230 kC/s., 244 m. 

1,240 kC/s., 242 m. 

1,260 kC/s., 238 111. 

1,270 kC/s., 236 111. 

1,280 kC/s., 234 111. 

3UZ Melbourne, Vic. 
4QR Brisbane, Q'ld. 
2UE Sydney, N.S.W. 
5DN Adelaide, S.A. 
3BO Bendigo, Vic. 
4AY Ayr, Q'ld. 
2KM Kempsey, N.S.W. 
6AM Northam, W.A. 
2GZ Orange, N.S.W. 
4MB Mary borough, 
Q'ld. 
4CA 
7EX 
3HA 
2KY 
3DB 
5PI 
S.A. 
2CA 
4SB 
2RG 
GWB 
2LT 
4RO 
Q'ld. 

Cairns, Q'ld. 
Launceston, Tas. 
Hamilton, Vic. 
Sydney, N.S.W. 
Melbourne, Vic. 
Crystal Brook, 

Canberra, A.C. T. 
Kingaroy, Q'ld. 
Griffiths, N.S.W. 
Katanning, W.A. 

Lithg-ow, N.S.W. 
Rockhampton, 

7HT Hobart, Tas. 
3LK Lubeck, Victoria. 
4LG, Longreach, Q'ld. 
7LA Launceston. Tas. 
6 - Merredin, W.A. 
2UW Sydney, N.S.W. 
4BC Brisbane, Q'ld. 
2AD Armidale, N.S.W. 
3CS Colac, Vic. 
6ML Perth, W.A. 
2HD Newcastle, 
N.S.W. 
2WG Wagga, N.S.W. 
7ZR Hobart, Tas. 
2NZ Inverell. N.S.W. 
3KZ Melbourne, Vic. 
2CH Sydney, N.S.W. 
5KA Adelaide, S.A. 
2GF Grafton, N.S.W. 
3YB Warrnambool, 
Vic. 
6KG Kalgoorlie, W.A. 
4AK Oakey, Q'ld. 
2NC Hunter River 
Regional, N.S.W. 
3TR Sale, Vic. 
6IX Perth, W.A. 
3SR Shepparton, Vic. 
2SM Sydney, N.S.W. 
3AW Melbourne, Vic. 

1,290 kC/s., 233 m. 
1,300 kC/s., 231 m. 

1,310 kC/s., 229 m. 
1,320 kC/s., 227 m. 

1,330 kC/s., 226 m. 

1,340 kC/s., 224 m. 

" " 1,350 kC/s., 222 m. 
t " 1,360 kC/s., 221 m. 

1,370 kC/s., 219 m. 

1,380 kC/s., 217 m. 
1,390 kC/s., 216 m. 

,, " 
1,400 kC/s., 214 m. 

1,410 kC/s., 213 m. 

1,420 kC/s., 211 rn. 
1,430 kC/s., 210 m. 

t .. 
1,440 kC/s., 208 m. 

1,450 kC/s., 207 m. .. 
1,460 kC/s., 205 m. 

1,470 kC/s., 204 m. 

.. 
l,480 kC/.s, 203 m. 
1,490 kC/s., 201 m. 

1,500 kC/s., 200 m. 

4BK Brisbane, Q'ld 
2TM. Tamworth, · 
N.S.W. 
5AD Adelaide, S.A. 
3BA Ballarat, Vic. 
6PM Freemantle, WA 
3SH Swan Hill, Vic. 
4BU Bundaberg, Q'ld 
2LF Young, N.s.w · 
6TZ Dardanup, W.A.. 
3GL Geelong, Vic. 
4GY Gympie, Q'ld. 
3MA Mildura, Vic. 
4PM Port Moresb• 
New Guinea. · 
2MO Gunnedah, N.S.\\" 
5SE Mt. Gambier. S.A 
6GE Geraldton, W.A. · 
4BH Brisbane, Q'ld. 
2GN Goulburn, N.S.\\· 
4MK Mackay, Q'ld. 
2PK Parkes, N.S.W. 
5AU Port August. 
S.A. 
2KO Newcastle, 
N.S.W. 
3XY Melbourne, Vit-
2WL Wollongong, 
N.S.W. 
6 - Perth, W.A. 
2QN Deniliquin, 
N.S.W. 
4IP Ipswich, Q'ld. 
2MG Mudgee, N.S.\\' 
7DY Derby, Tas. 
2CK Cessnock, N.S.\\" 
5MU Murray Briel~, 
S.A. 
2MW Murwillumbah 
N.S.W. 
3CV Charlton, Vic. 
2AY Albury, N.S.W. 
2BE Bega, N.S.W. 
4ZR Roma, Q'ld. 
2BS Bathurst, N.S.\\' 
3AK Melbourne, Vic. 

(Night Service Statio"' 

*Temporary allocation - reverts to ·" 
kC/s. later. 

tProjected stations. 
Note 1: National stations are indicated J, 

black type. 
Note 2: The assignments are subject 

alteration. 

. ( .. 'I < ', ~' · ~t : tl 11 .:.__ ;. 
' -F- " - : .. '. ; ' ' t 

·i•-.> :.:. ... 

T .E.P .l. STANDARDISED 
LOCKING-TYPE CABLE CONNECTORS 

Cable type connector 
3 or 6 pin PRECISION BUILT FOR A LIFETIME OF SERVICE 

Both types and sizes 
available in 

Aluminium finish 

Available in 3" and 6" conductor types, fully shielded, the new 
locking-type cable-connectors for either apparatus connection or 
cable joining are built with the inherent quality of T.E.P.L. Products. 

Take advantage of the new low prices and standardised specifications 
of these new model cable connectors and simplify your equipment mainten
ance and operating problems. 

Write now for Prices and Supplies to:-

TRANSMISSION EQUIPMENT PTY. LTD. 
DOONSIDE STREET J 6061 RICHMOND, VIC. 
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Batten type connector 
3 or 6 pin 

WIRELESS TRAINEES AND 
OPERATORS WANTED 
URGENTLY. BY R.A.A.F. 

we have been advised by the Sydney 
. uiting centre ~f the~ R.A.A.F: that 

• c r ber of vacancies exist for wireless 
uuro b trainees and qualified oper
te~raP Men to fill these vacancies are 

tor .. d urgently throughout Australia 
11te · ·t d d those willing to se~·ve . are mv1 ~ 
make immediate a~p:1cation to their 

s rest R.A.A.F. recrmtmg depot. 

111 the trainee class, y~ung men u~?er 
ge or 25 are reqmred for tmt1on 

the ~~rcraft wireless operators. These 
t·n must have a good .education, at 

1 asl up to the Intermediate standard, 
nd be capable of _good . right-handed 

1 riting. Radio e~penence 1s not _ess~n-
1 for these tramees, as they will im

t ~diately be drafted into a free 8-
onths training course. Rates of pay 

n this category are 5/- a day at enlist
fnt, rising to ~I? a day upon com-
't·lion of the trammg course, when the 
en will be drafted into air crews. 

The second class of vacancy exists 
1 fully qualified wireless operators be-

t\\een the ages of 18 and 50. These 
rll are required for ground wireless 
t~tions and must be capable of sending 
'Id receiving Morse with a high degree 
f accuracy at a rate of at least 20 

"p.m. (equivalent to first-class W.T. 
rtificate standard). For this service 

pplicants may be either right or left 
nded but must be capable of good 
ndwriting. Rates of pay for this ser

ic e are 8/6 per day for a 7-day week, 
wt•l..t an allowance of 3/· per day for a 

tre and 1/· per day each for children 
der 16. 

\pplications should be made to the 
.• rest R.A.A.F. Recruiting Centre, in 
r applicant's own handwriting, giving 
II details of age, education and 
IH·rience. 

SHILLING CLIPPED FROM 
LISTENERS' LICENCE FEE 

The Postmaster-General (Mr. Thorby) 
a nounced last week that one shilling 
was to be clipped from listeners' licence 
fees making the fee £ 1 per year. The 
A. B.C. allocation will be 10/· per licence 
nstead of 12/· as hitherto. 

Ordinary trade has a vital part to 
ay in the war, if only because out of 

Products is obtained the revenue 
eded for the prosecution of the war. 
: trader, therefore, who uses his best 
eavours as regards ordinary trade 

llring the . d . . b peno of the war 1s domg 
llga est to help his country; all those 
enged in business should seek new 

Ues a · nly r • . s. 111 so doing they will be not 
t, P ov1dmg for the needs of the pre· 

but also for the future "-"British auoner." · 

NEW T.E.P.L. CABLE CONNECTORS 
Since last publication, further details 

have come to hand concerning the new 
series of cable connectors introduced 
by Transmission Equipment Pty. Ltd. 
and dealt with on page 30 of the August 
15 "C.B." As reported previously, these 
connectors are available in three- and 
six-conductor types for either cable 
joining or termination. 

The cable-joining pattern is a rigid 
die-cast assembly measuring 4~ in. long 
overall when joined and having a barrel 
diameter of about H in. At each end, 
die-cast wedge.type clamps !provide a 
firm grip on the cable sections as they 
enter the connector and completely re· 
move any strain from the actual cable 
joints. These cable clamps are simple 
in operation and can easily be dismant
led by removing the screw-type clamp 
caps. In the centre of the barrel, a 
simple locking device is fitted which 
eliminates any risk of the two sections 
of the connector coming apart unless 
required. A spring-loaded trigger re· 
lease removes the lock when it becomes 
necessary to separate the two sections 
of the connector. 

Similar cable-clamping and locking 
arrangements are also found on the 
cable-terminating connector. This as
sembly makes use of a plug identical 
with that used in the cable-joining con
nector, but the receptacle is designed 
with a flange for panel mounting-this 
portion of the assembly having a total 
depth of H in. and an overall dia
meter of 2 in., while the plug is about 
2; in. long and 1§ in. in diameter. 

Both of these connector patterns 
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make use of heavy, silver-plated con
tacts of the semi-floating type, thus 
ensuring perfect alignment and freedom 
from strain. Moulded insulators are 
used for contact separation and, in addi· 
tion to the pin and contact arrange· 
ment being such as to prevent incorrect 
insertion of the plugs in their sockets, 
each pin and contact position is num
bered to simplify wiring. The construc
tion in each case provides a continuous 
metal shell over the entire connector 
assembly, so that adequate electrical 
and mechanical protection is ensured. 

Until time of writing, no prices are 
available for these T.E.P.L. connectors, 
but this information, together with de· 
tails regarding supplies, may be obtain· 
ed on application to Transmission 
Equipment, who are located at Doonside 
Street, Richmond, Victoria. 

LISTENERS' LICENCE FIGURES 
July, 1940 

NEW SOUTH WALES. 

New Issues 
Renewals .. 
Cancellations 
Monthly Totals . . . . 
Nett ' Increase ..... . . . 
Population Ratio 

New Issues .. 
Renewals .... 
Cancellations 

VICTORIA. 

Monthly Totals .. . . . 
Nett Increase . . . . . . 
Population Ratio 

July 
1939 

5,807 
44,(}37 
4,860 

434, 760 
947 

15.77 

4,097 
33,595 

3,124 
329,132 

973 
17.51 

QUEENSLAND. 

New Issues 
Renewals 
Cancellations 
Monthly Totals .. 
Nett Increase .. 
Population Ratio 

2,108 
13,617 

884 
134,728 

1,224 
13.38 

SOUTH 

New Issues .... 
Renewals 
Cancellations 

AUSTRALIA. 

1,626 
12,004 

988 
Monthly Totals .. 
Nett Increase . . . . . . 
Population Ratio 

118,158 
638 

19.65 

WESTERN AUSTRALIA. 

New Issues . . 1,347 
Renewals . . . . 8,630 
Cancellations 552 
Monthly Totals 80,199 
Nett Increase . . 252 
Population Ratio 17.29 

TASMANIA. 

New Issues 
Renewals 
Cancellations 
Monthly Totals .. 
Nett Increase 
Population Ratio 

616 
4,098 

364 
39, 712 

252 
16.68 

COMMONWEALTH. 

July 
1940 

17,125 
48. 745 
1,099 

474,282 
16,026 

17.(fl 

4,954 
35,129 

2,563 
350,655 

2,391 
18.49 

3,931 
15,525 

200 
154,883 

3,731 
15.21 

2,023 
13,016 

614 
126,337 

1,409 
20.89 

1,220 
9,154 

823 
88,187 

590 
18.89 

739 
4,565 

149 
42, 781 

590 
17.94 

New Issues . . . . 15,601 29,992 
Renewals . . . . . . 115,981 126,134 
Cancellations 10, 772 5,448 
Monthly Totals . . . . 1,136,689 1,237,125 
Nett Increase . . . . . . 4,829 24,544 
Population Ratio . . 16.36 17.63. 

The above totals include: The total 
licences to the blind, 2,355 (1939) and 2,477 
(1940), and total experimental licences, 
2,103 (1939) and 165 (1910). 
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