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l Getting Y~ur Advertising Read, and read by th~-~ 
right people, is the first requirement for a successful 

i advertising campaign. 

The definite aim of any advertising campaign is to reach the people who are the poten
tial buyers of the products advertised. Advertising mu~t. not be wasted. The ·~roper 
and quick selection of media is. essentia.l to all adverhsmg. m~n wh:o plan th~ir ad
vertising campaigns on an efficient basis. The AARDS service is designed to aid that 
efficiency. 
The NEWSPAPER EDITION of the Australian Advertising Rate and Data Service sets 
out in alphabetical listing the complete .a'.1d comprehen~ive ra~es ~nd ~ata of ?62 
Newspapers throughout Australia, providmg users <?f this publlcat10~ :v~th a. qmck, 
reliable and informative method of reference. This valuable acqmsition is now 
available. 

. The Broadcasting Edition of AARDS is now in the process of publication and sub
scriptions are invited for this e~ition wi:ich :vm effecti':'ely cover the rates and da~a 
of all the commercial broadcastmg stations m Australia and New Zealand. This 
edition is a MUST for all who are interested in the "buying of time." This edition 
will be available in October. 
NOTE: AARDS provides Subscribers with a nwn:thly amendment no_t~ce which U:ill 
give any changes in the rates or data concerned in any of the three editions and which 
should be pasted over the obsolete details. 

Subscriptions: Australia £2-2-0; British Empire £2-10-0; America $10; Foreign £3-3-0 
for each edition, post free. 

MINGAY PUBI"'ISHING COMPANY 
BOX 3765 G.P.O. SYDNEY, N.S.W. 

AND AT 

MELBOURNE -- ADELAIDE 
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PERTH -- BRISBANE 

Did you hear about the very raw recruit 
on guard duty for the first time ? 

He was on an ammo. dump inside the camv 
when the Colonel came walking by. 

"'Alt!" he said. The colonel appeared not 
to hear him. 

" 'Alt!" he called again, l i fting his rifie to 
his shou lder . The colonel stopped and ex
vlained to him that he should have salut ed 
and not challenged. 

' '~All right," our her o sai d, " but all I know 
i s that the ser geant says a sentry calls 
'Alt thr ee times, and then shoots ... and 
you're on your secon d 'A lt." 

I lik~ that .. ~ "You're on y~\l; second 'Alt! " Wonder what happened to 
the Colonel? . . . 

'.'1nd talking of guards ... one of the things I like best about the boys at 2UW 
is the way they watch their programmes. They reckon that their part only 
STARTS when the contract is signed, and that their main job is to see that 
the sponsor gets results. 

If they think the programme is tailing off, they say so, and nine times out 
of ten they prescribe the remedy. 

They reckon, after all, that the only client worth having is the chap that's 
satisfied; and they put audience first, last and always. 

It's just another 2UW "know how" ... it's just anoth 

P.S.-This was the same sentr y who heara a noise at n igh t , fired q,t it and then 
yelled, "Who went them!'' ' - ' · · · · · - · · 
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YOU'RE 
MISSING 
A BIG 
SEGMENT 

.. 

OF AUSTRALIA'S BUYING POWER IF YOU'RE NOT 

USING THESE 8 STATIONS COVERING 8 MAJOR 

MARKETS: 

2AY 2GN 2GF 380 
• • • • 

ALBURY GOULBURN GRAFTON BENDIGO 

4TO 4CA 4MK 4WK 
• • • • 

·TOWNSYILLE CAIRNS MACKAY WARWICK 

Eight stations--each , with a concentrated audience in Eight Major Markets, each having 

Dominance in its market. 
Just give these eight stations the opportunity and the results will prove how profitably 

you have purchased time. · 

All part.icu1rtrs front 

AMALGAMATED WIRELESS (A'SIA) LTD. 
SYDNEY BRISBANE MELBOURNE 
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COMMERCIAL 
BROADCASTING 

The Broadcasting Business paper of Australia, 
voted to the promotion of commer·cial broad~ 

d:st stations and circulating fortnightly to t he 
~roadcast i ng, advertising and business community. 

Establ ished 1934. 

THURSDAY, SEPTEMBER 19, 1946 
Vol. XV, No. 5 (434th issue) - Contents: Page 

Truth About Co lgates Plans 
John Taylor Comes to Sydney 
Padd ison Welcomed by AFC BS . . 
Function ing of an Agency (Walters) 
sydneY Program . Ratings . . . . . . . . 
program Promotion Advocated 
Marshall Fie ld on Advertising . . . . . .. ·. 
Brisbane Store's Planned Merc hand ising 
Recording and Transcriptions 
Briefly .. · · 
A. G. Wa r ner on Manufactu ring Advances 
Multiplex Broadcasting . . . . . . . . . . . . . . 
Advertising Agencies 
Interstate Items .. 
puraly Personal .. 

Advertisers This Issue 
A.R.C . . . 
A.A.R.D.S. 
A.W.A. .. 
Argus N:twork 
Clubb, A. M . 
Homecrafts 
H.M .V. 
Johnson Jo nes .. 
Queensland Network 
Radoinic Products 
Recording .Centre 
Sel lers, 0. P . 
T.C.N .. ... 
V.B.N. 
White and G illespie 
2H D .. 
2KY . 
2SM 
2TM 
2U E . . .. .. 

5 
7 
9 

11 
13 
15 
15 
19 
20 
25 
27 
28 
29 
29 
30 

22 
32 
2 
4 

21 
26 
14 
28 
23 
26 
20 
20 
21 
31 
20 
14 
18 
10 
16 

6 
2UW. 
3AW 
1UZ 
lXY 

. . . . . . . . . . . . Front Cover 

,au 
lLG 

. . . . .. •. . . 8 
12 
24 
24 
28 

llANAG! NG B DLTOR, Oswald M inga.v; EDl'J'-
11\lAL STAFF, Lex Lippmann, Jack Ang·us, 
~oy Edwards; ASSIS'l'ANTS, Gordon Break.spear, 

olm Mrngay, R. Meadows ; ADVERTISI NG, B asil 
'lenry; ACCOUNTS, Miss E velyn DaYi8. 

~ ~IELBOURNE REPRESENTATIVJ~ . Beatr ice F ouzeau, Assistant. Eva Godfrey, Room 6, lst 
('Joor , 96 Collins Street , B ox 1774. G .P .O., Phone 
8gt 2642. Telegraphic: OSMINGAY, MEL-

URNE; ADELAIDE REP.: Joy Cochrane, 
~oom 401, Commerce House, Featherstone Place, 

ox 985, G.P.O. Phone Cent. 7944. BRISBANE 
~~P., Sylvia Bro_wn, Room 4, 2nd F loor, 115 Queen n reet, B_ox 782, G.P.O. , P hone B 5320; PERTH 
TEP., El!z!l;be~h Farrington, R oom 6", 1st Floor, 

· & G. Bm!dmg, St. George's T errace, Box J656, 
G .P.O., Phone B 5320. 

ev~OMMRRCIAL BROADCASTING, published 
Panry -:econd Thursday b y Mingay Publishing Com -
1 _ Y ty, Ltd., 146 F o vEoaux Street, S y dney, N.S.W. 
, •Ch Per copy. Back copies (if a'•ailable, 2/ -
• £! ).f Subscription .Rates, 10/ - per annum 
'"alia. Or two y ea:rs) post free in Aus-
an • h 13/ 6 other parts British Empire; 17 / 6 
SYdno: er countries. Registered at the G.P.O., 
Cont Y, for transmission by p os t as a newspaper. 
Pres;nl._ff, copyrii;;h t. Printed by R adio Printing 

B ty. Ltcl.. 146 F oYeaux Street, Sy d ney. 
'I' ox 3765 G.P.O., Sydney. Phone FA 7054 

elei:-ra m s and cables: OSMINGAY, Syd ney. 

EDITORIAL 

Yes, We· Have No Co~Ordination 

The frank statement on the confused posit ion of FM in 
America made by Mr. A. C. Paddison, president of the Australian 
Federation of Commercial Broadcasting Stations, when he re
turned recently from a six-month's st udy of American and Cana
dian broadcasting, cannot be treated lightly, if Australia is to 
proceed in the future along a pl'an of orderly introduction of 
this and other new developments in broadcasting. 

The BREIF Club gathering which Mr. Paddison addressed 
incl_uded high executives of every phase of broadcasting, and 
rad10 manufacturing. His revelations that FM was being "soft
pedalled" compared with the enthusiasm in America of a year or 
two ago; that it was even now difficult to get an FM demonstra
tion in any of the retail stores selling receivers; that experiments 
with listener reaction to FM had proved most disappointing to 
proponents of FM broadcasting; and that complete confusion 
over the whole set -up of FM prevailed amongst the authorities, 
the manufacturers, ~he broadcasters and the public, created 
quite an impression in the Australian industry. 

The important lesson to be learned from Mr. Paddison's 
observations, however, is that every step must be taken to avoid 
such a fiasco in Australian broadc.asting; and NOT that FM is in 
any sense a failure. Nobody can deny the plain fact that FM 
broadcasting is an improved method of broadcasting and that 
therefore the public is entitled to enjoy its benefits as soon as it 
can be practicably introduced. 

. It is that problem of practicability, Australian broadcasting 
mterests must face up to. Its solution is definitely in their hands. 
There appears to have been in Australia too much awe and too 
much inertia in regard to FM. At least ere this the foundations 
of an FM system should h ave been laid. Full and frank .discus
sions should long since have taken place between the P.M.G.'s 
Department, the Federation of Commercial Broadcasting Sta
tions and every branch of the receiver and transmitter manu
facturing industry. True, the Federation and the P.M.G.'s Depatt
ment have reached an understanding that there will be consul
tations between them on FM, but apparently only a t such times 
and upon such phases as the P.M.G. Department officers think fit . 

The receiver manufacturing interests have a responsible 
body which could quite well complete the tripartite which could 
ensure orderly progress on FM rattier than misunderstanding 
and confusion. That body is the Federal Council of the Electrical 
Radio and Telephone Manufacturers of Australia, which wa~ 
formed in April 1945. 

. The proper planning for t he adven t of FM in this country, 
mvolves the guidance of public opinion against expecting 
miracles, emphasis upon. FM's "stat ic-freedom" rather "than em..: 
phasis upon its little·-appreciated fidelity; the organisat iOn jointly 
by Government, the P.M.G.'s Department, the broadcasting sta
tions and receiver manufacturers of the selection of frequencies 
to be used; and the choice of the most suitable time for its intro
duction. Some urgent activity in this regard together with frank 
statements of fact to the public at appropriaJte times could go 
a long way towards the orderly and profitable "modernising" of 
our broadcasting system. 
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If you're "standing" for sales in Victoria then support the Argus Ticket - 3Slt 
Shepparton - the 2,000 watt station - gives you active representation over north 
east Victoria, through the Goulburn and Ovens Valleys and deep into the rich 
Southern Riverina - 3YB Warrnambool - the fourth largest city in Victoria -
gives you a potential listening audience of fifty odd thousand - 3UL Warragul 
_gets far into Central Gippsland ancl covers the large portion that is protected 
from weak and fading distant pirate signals by a range of mountains, making 
reception in Central Gippsland a 3UL MUST job. In addition to this excellent 
representation the Argus Network offers users of "all three" a 10% chain discount. 

THE ARGUS VICTOR I AN COUNTRY NETWOR~ 
Head Office: 365 Elizabeth Street, Melbourne.' Phone FO 411. 

Sydney Rep.: v. M. Dinneny, Herald Buildings, 66 Pitt Street, Sydney. 'Phone BW 8493. 
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Farewell Luncheon 
to Frank Marden 
on September 30 

The BREIF Club of Sydney will 
ncter a special luncheon to Mr. Frank 

~arden, the retiring ?eneral .mana
ger of 2uw Broadcastmg stat10n, on 
Monday September 30, 12.45 p.m. at 
the Wentworth Hotel ballroom. · 

The opportunity will also be taken 
to welcome back to Sydney, Mr. John 
Taylor who is succeeding Mr. Marden 

at 2uw. 
Mr. Marden has been actively as

sociated with broadcasting since its 
earlY days. He was general manager 
of the Australian Broadcasting Com
p:iny before the A.B.C. was appointed 
by the Federal Government, and then 
his associates acquired 2UW to which 
Mr. Marden transferred. 

His untiring efforts in the cause of 
broadcasting and his willingness to 
co-operate with all sections of in
dustry and business for the good of 
the cause, has earned for him a tre
mendous respect and regard by all 
who have had the opportunity of 
coming in contact with him. 

Those who would like to attend the 
luncheon, but may not be members 
of the BREIF Club are invited to ring 
the Hon. Secretary, Roger Enemark, 
BX 2422 or Vice-president, Oswald 
Mingay FA 7054 to arrange for seat
mg. To assist catering, BREIF Club 
members who intend to be there or 
bring friends, are also asked to tele
phone the above numbers. 

Mr. Marden is retiring to "the land" 
nnd this will be the only opportunity 
t~at the entire business fraternity 
\\ill have to wish him "good crops" 
and "no droughts". 

tThe opportunity will also be taken 
~- that luncheon to congratulate Mr. 
im Malone on his recent appointment 
~ t~e c?airmanship of the Telecom
Fr~~1cat1ons Commission, and to Mr. 
d k Bradley the newly appointed 
?uhty director of Post and Tele
ap s for N.S.W. 

This Pro . lunch mises to be a very popular 
a tencteon and all are requested to 
COmi ' so P~ease advise if you are 
body ng and if you are bringing any-
5 _ ii/11 are welcome. Subscription 
fonct r head, at the Wentworth on 

ay September 30, 12.45 sharp. 

WORSENING SUPPLY POSITION BELIEVED 
CAUSE OF CUT IN COLGATE-PALMOLIVE 

PROGRAMS 
Rumors buzzed furiously in Sydney 

last week over big cuts in the broad
casting activities of Colgate-Palmolive. 
Most of them were unfounded, or on 
the wrong track. 

True, important moves were afoot. 
That was obvious when so many in
terstate and country station managers 
were summoned urgently to con
ferences at Macquarie Network head-
quarters. · 

As we go to press, conferen ces bet
ween the client, the agency (George 
Patterson Pty. Ltd.) and Macquarie 
executives are still in progress with 
every indication of satisfactory re
arrangement of Colgate broadcasts 
issuing. 

The plain fact is, as disclosed by 
an executive of the agency, that due 
to materials and manpower shortages 
the big soap and cosmetic company 
has reluctantly decided that its huge 
advertising expenditure must be 
trimmed. Beyond that he would not 
comment . 

This is a decided revolution in Col
gate plans as up to a little t ime ago 
indications pointed to extension rathe~ 
than cont raction of advertising ac
tivities, as it was then thought, natur
ally, that the supply position would 
improve rather than deteriorate as 
it has. ' 

It is reasonable to assume that the 
post-war advent of new manufacturers 
using some of the same raw materials 
as the big soap company has caused 
a tightening of the distribution of 
those materials. This position is also 
aggravated, from their poin t of view, 
by the resumption of manufacture by 
some concerns which were practically 
dormant during the war years. 

When the trim was first mooted 
seventeen country stations in N.S.w.: 
Victoria, Queensland and Tasmania 
were slated for the axe in regard td 
all the Colgate Shows produced by the 
Colgate-Palmolive Radio Productions 
Unit. There is no doubt that such a 
cut would leave a big hiatus in country 
programs. As we go to press, efforts 
are being made to find another 
formula which would avoid the ab
solute cut-out of the country stations. 
One proposition, it is known, is a 
gradual scalin15 down in the budget 
which could be brought about by re
ducing the time of some of the prog
rams to sh orter sessions, and thereby 

avoiding loss of the country coverage. 
The Colgate-Palmolive Company 

with its big radio productions unit 
has made a magnificent contribution 
to programming during the past few 
years and in co-operation with the 
Macquarie Network has added greatly 
to the prestige of commercial broad
casting. Any new moves on their part 
therefore are of great general interest 
to the industry and to the public. I t 
must be borne in mind, h owever, that 
the extent of their budget is a matter 
purely for their own wisdom, governed 
?Y domestic economics and definitely 
mfluenced by the supply position. 

"THE OVERLAN DERS" TAKE TO 
THE AIR FOR AUSTRALASIAN 

PREMIERE 

Further sign of increasing use of 
radio broadcasting to support film 
publicity is seen in the launching of 
a campaign over Sydney stations for 
"The Overlanders''. 

Interviewed recently by "C.B.", Mr. 
Noel Adams, Radio Chief of Hawkins 
Advertising, who are handling the ac
count on behalf of Ealing Studios, 
London, told 'C.B." that in recorded 
commercials for this campaign pri
mary aim was to capture the element 
of great distances and rolling plains 
which stretched before Harry Watt's 
camera when this Australian epic was 
filmed. 

Collaboration with the recording 
department of 2UE resulted in a most 
unusual echo effect being evolved. 
The effect took several days to per
fect but resulted in a very lifelike 
echo of the film title as if through 
vast distances. 

John Nugent Hayward who features 
very largely in the film, lent his ser
vices to a short message in the an
nouncements, and thus a further link 
between the medium-radio-and the 
product-the film-was achieved. 

Actual sound track of the film has 
been dubbed on to disc to give Aus
tralian audiences a sample of the high 
standard of acting which has been 
directed into this film. 

These discs will be used in each 
capital city throughout Australia and 
in New Zealand. Campaign st~rted 
9/ 9/ 46 in Sydney. . 
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\Vuh H. L. Bussell & Co. Ply. Ltd. , Cli/forcl Love & Co. 
Ltd., King Gee Clothing Co. Pty. Ltd. , and Peters 
American Delicacy Co. Ltd. , Radio 2UE is prominent 

in the advertisin~ scT1ccfules of Arthur Smyth & Sons. 

Advertising Notables ,_, 

R. M. F. SMYTH, 
Principal, 
Arthur Smyth & Sons, 
Sydney and Melbourne. 

Mr. Romney Smyth is a son of Mr. 
Arthur Smyth, one of the earliest of 
Australia' s Advertising pioneers. 

J'vir. R. Smyth was educated at Sydney 
Grammar School and on leaving was 
apprenticed to the White Simmons 
Printing Company, later joining the 
Randle Photo Engraving Company. 
From there he joined an advertising 
agency operated by Mr. Harry J. 
\Veston and Mr. vV ilson. 

After twelYe months with this Agency, 
Romney joined his father's agency. 

ln 1')13 he was appointed l'>·Ianager of 
his Company's newly-opened branch 
at Brisbane, and in December. 1914, 

enlisted in the A.1.F. On returning 
from active service, .f".Ir. Smyth spent 
three years on the land, and then re
turned to Sydney to assume control of 
Arthur Smyth & Sons on the retire
mell t of h is father, and has been 
Jlriucipal e'er since of that organisalion. 

A Reminiscence. 
"I was just about to go out for luncheon 
one day when the girl on the switch
board rang through, 'There's a T"-Ir. 
Thomps~n to see you, from the Eagle 
Pen and Pencil Company of America.' 
1 replied that I would see h im in just 
a moment, and, with visions of landing 
another national account, l straightened 
up my desk, and rang through to show 
Mr. Thompson in. A few moments' 
suspense, and then M r. Thompson put 
his head inside my office door. He 
had a sports shirt on with no tie, hadn't 
shaved for a few days, a couple of his 
front teeth were missing, and h e wore 
sandshoes!!! 'Good day, Dig.' he said 
in a husky voice, holding up a fountain 
pen, 'she's yours for a couple of bob. 
crnd it's worth a quid .' " 

CONFIDENCE AND WARM FRIENDSHIP OF LISTENERS IS ONE 
OF THE SECRETS OF 2UE's PULLING POWER FOR ADVERTISERS 
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New 2U-W7 Manager Reaches 

Sydney After Strenuous Round 

of Melbourne Farewells 

011 his arrival in Sydney last week, 
tr John T. Taylor, who succeeds Mr. 

nk Marden as general manager 
~~a 2uw at the end of this month, 
was glad to settle down and relax 

fter a strenuous round of farewells 
~rom his many Melbourne friends and 
business associates. 

on behalf of the latter there was 
,1 friendly informal function a t the 
Hotel Australia on Wednesday after
•ioon, September 4, when a represen
tative gathering from broadcasting 
.lnd advertising circles assembled to 
av farewell and good luck to Mr. 
T~ylor and to welcome Mr. R andal 
~. White, his successor a t 3AW. Mr. 
George Sutherland, on behalf of the 
3A W directors, made the toast to · the 
two guests of honor. He spoke in the 
very highest terms of John Taylor's 
ability and personality, "and the most 
outstanding quality he has," said :\Y!r. 
Sutherland, "is that he is a straight 
,hooter, and I feel sure tl;lat when he 
goes to Sydney he will take with him 
the friendliness of radio here, and do 
much to cement the friendship be
tween radio stations in Sydney." 

On behalf of the Boa rd of Directors 
and the management of the Mac
quarie Network, Mr. Fred Daniell con
veyed to John Taylor best wishes for 
·uccess in his new sphere and said 
that radio generally would benefit 
!rom the healthy competition wnich 
his presence in Sydney would create. 
Mr. Daniell referred to John Taylor's 
long period of hard work with 3AW 
.md his fighting spirit. John Taylor 
·ould be justly proud of his war ser 
i·ice. He carried with the goodwill 
•if all his old associates of the Mac
quarie Network of 3A W and all his 
'.riends in advertising and broadcast
:ng circles in Melbourne. 

Among those present were: 
.\l.,:~s1·;;:.: 0 S ,.0 · · · n e llgro,·e and H. l\1artin 
.. ·.on & Gotch); Mr. Griffi n (Griffin Ad
~sing) ; G. Haves (Haves Publicity)· 
r:Ysom and Pri~st CW ·Jo.Im H avsom)'. 

0~~t (Leysh on Publicity); c. :ivioon ey: 
(Claude Mooney Ltd ) · E Webb 

. ~~tey Webb); W . McFerr~n· ( l\icFerran 
y isn;g'.; N. V . ='fixon a nd C'. Lucas 
. · ~ ixon Ad ver tising) · N D A , ll Strack L . · • .1. • • n se , 

Paton 'J · ;s1shop (O'Brien Puhli citn; 
T ton A · .o. Hagon, K. D oe, J. Paton 

IYrlie d~rtism.g); J . Vincent , R. \Valker. 
• · Hait (George PR tterson ) ; llfr. 

flaphael (RRphael Advertisii1g"); l\l. Norris 
( R1charclson-Cox); M r . Simmons (J. H ist 
~d ,·ert1s111g") j_H. Greenfield (A rthur Smyth 
& ~onsJ; .rv1r . Jones, lVIr. F rancis, C. Son1ers, 
Mrs. Somers , Mr. H art (K ay- Som ers Adver 
t 1s111g); Mr. H_ead (Successful Ad v ertising·); t ·. Kem sley,. J . Darnes, W . H a yler (United 
~·erv1ce Publ!c1ty) ; J. ·walker (The \Varwick 
Advertising Ser\'ice); K . Campbe ll and Mr 
S t ewart (K e ith M. Campbell); w . Chap~ 
man, J . Hendrie (Ch a pman-Hendrie ); G. 
8,r1de, P. Griffin (Goldberg Advert ising), F . 
( .ave, B ruce Leahy (Shell Co.); B. B ellamy 
\Vacuum Oil Co.) ; Jack \Villia ms (Alb~ 
Petroleum Co.); G. M. J oshua (Bryant & 
May Pty. Ltd.) ; A. G . \Vhitiam (Cadlmr v 
Fry P ascall P t)'. L td.); 'l'. O'Brien , W . A. 
Bartlett (Dunlop Hubb er Aus t . Ltd.); x. 
Hockman, M iss Joan H a rdy (RockrnansJ: 
W . Vickers \Cassells Tailors Pty. Ltd.); 
R oy Park (Murfett Production s) ; Mr. Head 
(Tas. P icket t Pty. Ltd.); VV. P adc1ock 
(Gi1,pslanc1 & :1\orthern Co-op, Ltd .); H . ·c. 
Hucks (Gilbeys) ; G . Griffiths (HoytsJ; E. 
Erickson (Junior Sty le Baby \Vear); J. L is 
ton .<Liquor Trades Defence Union) ; Kevin 
Corndon (Licensed Victuallers Association); 
llir . Talbot (Aust. Legion of E x - Ser\' ice 
men); A . Chadwick (Metro Gas Co. ) ; M. 
Shayler (Pura Tea Co.) ; Mr. Cambell 
( 1'rading & Agency Co.); L. l\folloy ( G la
c iarium); M r. ITTevens (Hartley Svorts 
Store); \V. Mackley (W . Mackley); G . 
Brew er (.MacHo b.ertsons); I. Hunter (Y\' r igh t 
Stephenson & Co. (Aust. ); D . K. Laidlaw 
(D. K. Laidlaw & Sons); :Miss B. Touzeau 
("Commercial Broadcasting" ); P eter An
drews, Mr. S impson (Paul D u ,·aI); I. Sabev 
(Tra ns. A u s t . A irlines); L. Dromilmv (Vic·
tor ian R ailways ); L . G. Mone>' (Listener 
In): L eigh Stitt (Felton Urimwad e); Hoy 
Huss e ll. D a Ye Worrall (3DD); Joe Larkin 
(Truth offiee- -new manager 5D='f). 

J ohn T. Tayl or chatt i ng to Randal White 
at M el b ourne cocktai l part y i n t h eir ho nour. 

As a token of esteem after h is 11 
years of 3AW managemen t, the staff 
of that stat ion a lso combined to wish 
Mr. T aylor farewell. A function for 
this purpose was held in one of 3A W's . 
large ·studios on Friday, September 
6, and a staff presentation was made, 
t ogether with many sincere expres
sions of goodwill and regret. 

Old Hardware Firm 
Staunch on Radio 

Advertising 

Long years of hardware trading 
have brought a wealth of m erchandis
ing experien ce to the Victorian firm 
of D. a n d W. Chan dler Lt d., of Bruns
wick St reet, Fitzroy. Their successful 
use of broadcast adver tising is there
fore the more impressive. 

Mr. H. G . Cannon, m anaging direc
t or of the firm told "C.B." last week 
that with so many of their normal 
lines still in short supply, radio adver
tising with them was n ow almost 
purely a goodwill policy to keep their 
name before the public. Nevertheless 
he was satisfied that when special 
wanted lines were advertised over t he 
air the results were "m agnificent". 
The medium could not be bettered 
when a firm wanted· to reach quickly 
a particular section of the commun
ity. 

D. and W. Chandler Ltd., have been 
established since 1876. Since then 
many country branches h ave been es
tablished . · They also operate t h e 
store of W. Hart and Son, Charles 
,S t reet, Launceston, which was estab
lished over 100 years ago. 

D. and W. Chandler Ltd. have been 
one of Radio's m ost consistant adver
tisers, and commenced with 3KZ a t 
its inception, approximately sixteen 
years ago. Now the firm is sponsoring 
the Central Gippsland Sporting Re
view on Friday nights from 6.30 - 6.45 
p.m. through 3UL, with Sporting Re
sults on Saturday n ights from 7.15-
7.30 p .m. and 7.45 - 8 p .m. 

They are a lso p a r t sponsors for t he 
Traralgon Variety Session, which is an 
amateur program, h eard from 3TR on 
Sundays from 10 - 11 a.m. 

Their radio advertising extends also 
to 3A W, 3KZ, 3UZ and the Argus Net
work. Scatters, incorporating the 
name and product, with such slogans 
as "Chandler's,-the name synonym
ous with Quality H ardware" a re heard 
at selected t imes. 

BAARDS? 

It' s t h e B roadcast ing E d i t i on of the 
Austra l ian Ad vert is ing R ate & Data Service 
- t ra ns ce nd ing al l oth e r " Rate Books". 
Avai la b le soon . Order s n ow being accepted. 
H ave you ordered your copy yet?--from 
M ingay Publishing Co., B ox 3765 G .P.O., 
Sydney or interstate b ran c h es, £2/ 2/ . A us
t rali an . 
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PUTTING OVER YOUR IDEAS 
According to an overseas University's Social Research 

Bureau, the community's ideas and influences 

• don't percolate from the town's leading dignitaries 
and big shots as much as is commonly believed. 

8 Most economic and occupational groups are influenced 
by their own opinion leaders, housewive's tete-a-tetes, 

etc. 

• Advertisers can reach these people, the opinion 
spreaders, the middle strata composing at least 80% 
of our populace through the Macquarie Programmes, 
aimed at this audience, through the Macquarie 

stations, notably 3AW-3CV in Victoria-

s Commercial Broadcasting, September 19, 1946 
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INFLUENCING 
THE MAJORITY OF 
MELBOURNE AND 
CENTRAL VICTORIA 

th at they would adopt the idea . 

AFCBS \\~ eleomes Back President 
Finally Mr. Paddison suggested 

that themght should be given to a free 
exchange of ideas between all groups 
of commercial broadcasters in their 
respective countries. Perhaps there 
could be an international conference 
of commercial broadcasting interests. 

''Australia Can Count Ber Blessings" 

The New South Wales section of the 
tralian Federation of Commercial 

AUSadcasting Stations, welcomed back 
B~o Federation President, Mr. Alf 
~a~dison at an informal luncheon at 
u Mr's Hotel, Sydney, on Sept. 4., and 

1~0 Mr. George McCauley, director of 
~KA-KM, who accompanied Mr. Pad
dison on his visit to USA and Canada. 

Mr. J. E. Ridley, who was in the 
chair, commented that he particularly 
was glad to see Alf Paddison back to 
( ccupy the chairmanship of the 
NSW Section. 

Apologies were received from Messrs. 
Horner, Brooker and King, while those 
present included Messrs. Marden, 
Dunne, Lane, Heath, Fairhall, Staple
ton, Hood, Campbell-Jones, Yeldon, 
Button, Beaver, Storey, Challoner, 
Brotchie, Grant, Williams, Dooley and 
Jones. 

In the course of his response to the 
welcome Mr. Paddison dealt with the 
functional side of the American 
broadcasting in comparison with the 
ffuation in Australia, and while ex
pressing his deep appreciation of the 
many courtesies he had received from 
time to time from the National Asso
ciation of Broadcasters in America 
and the kindred organisations in Can
ada he could not heip but to arrive 
at the conclusion that the' Australian 
federation had performed equally 
wen, and in some instances with more 
advanced thinking, in matters relat
mg to the self-regulation of broad
casting in the public interest. He did 
not wish to detract from what our 
cousins across the Pacific had done 
nor to suggest that their difficulties 
may not have been greater even than 
our own. 

Mr. Paddison said that American 
broadcasting was subject to much 
:nore external pressure such as from 
overnmental agencies than was our 

r;wn. This no· doubt was due to the 
.iggressive policy of the AFCBS in 
matters relating to self-regulation. 
· AB membership was 750 out of 1100 tar ions and they were surprised at 

our 100 per cent representation. 
Dealing with the program survey 

and rating situation in USA Mr. Pad
dison said that there was much ob
jection t o the survey system which 
appeared to be in a heck of a mess. 

After referring to the restrictive ac
tivities of Petrillo, the musicians' 

Mr. George McCauley, also respond
ing to the welcome home, told a few 
amusing anecdotes of the trip, an d 
made a very strong point when he ob
served that his travels had taught him 
there was a world wide tendency of 
government to devolve down to rule 
by one or two bureaucrats speaking 
on behalf of the people. If that was 
the way it was to be, an organisation 

Suggestion for an international conference of commercial broad
casters and a plea for a more rigid stand within the Federation 
against substandard commercials and · programs were points made 
by speakers at the AFCBS welcome home to president Alf Paddison 
in Sydney this month. 

union boss, Mr. Paddison said that a 
big development in US broadcasting 
was in the direction of t ranscriptions. 
He gathered that broadcasters in USA 
h ad not realised the extent to which 
Australia used transcript ions. Al
ready Bing Crosby had agreed to 
transcribe a program which will be 
sold internationally and the American 
Broadcasting Company was paying all 
charges. But the fact was that com
paratively there was no backlog of 
programs available in America and 
Australia may be able to find a ready 
and useful market for her shows. If 
that could be achieved it would have 
an important bearing on relations be
tween the two countries. 

Speaking of Canada, Mr. Paddison 
described the CBC as an "octopus" 
which issued licences to private sta
tions, determined their wavelengths, 
held a monopoly over all network time 
and finally operated in competition 
with the private stations. Conse
quently there was a general spiritof 
subservience to th e CBC. And still 
the CBC operated at a loss! 

Mr. Paddison said that he was sur
prised to find in both America and 
Canada there was no mechanical 
copyright claimed on the playing of 
records. "That," he added, "seems to 
be something exclusive to Australia." 
He said that American and Canadian 
broadcasters were surprised to learn 
that the AFCBS "vetted" all commer
cial announcement discs. He thought 

such as the AFCBS had an equal right 
to speak in the name of the people. 

CALL FOR FIRM STAND 
Moving a vote of thanks to both 

speakers Mr. Marden, who was in 
America last year, paid a tribute to 
the work obviously done by Messrs: 
Paddison and McCauley in bringing 
Australian radio before t he US broad
casting· industry. 

"Unless we grow up and get strong 
en ough to wipe out any unsavoury ad
vertisements which come on to the air 
we will find ourselves in the same 
posit ion as the American broadcast 
ers", Mr. Marden declared. "I suggest 
that at the next Convention in No
vember, time be set aside specifically 
for the purpose of hearing Mr. Pad
dison talk on these matters in Ameri
ca." 

Mr . Ray Dooley, secretary of the 
AFCBS, said that he felt it a great 
thing for the Federat ion that so many 
of its executives were visiting over
seas countries. He was pleased that 
Mr. Paddison had confirmed that our 
system had merits which no other 
countries could use as an example. He 
agreed with Mr. Marden that most of 
our troubles in Australian broadcast
ing were our own solving. While there 
were many good programs being 
broadcast in Australia there were al
so some - which were not up to the 
standard the industry was striving for . 
Federation's plan for accrediting pro
ducers of programs sh ould go a long 
way towards solving that difficulty. 

Commercial B r oadcasting, September 19, 1946 9 



10 

REDU~ING THE THORNS 

* 
* 
* 

* 

* 

In the Time-B11yer's Bed of Roses 

When you view these miscellaneous items 

about 2SM collectively, you'll appreciate 

the meaning behind this caption. 

COVERAGE . . Smart time bu)·ers know 
the extent of 2SM's wide coYerage and its 
excellent advertising value. In addition, 
2SM's signal penetrates deeply into distant 
parts of N.S.W. 

RESULTS .. . If your sales curve is clipping, 
bettH add 2SM to your schedule. Case his
tories have shown that we can sell anything 
from a needle. to an anchor. 

PARTICIPATING SHOWS . .. A specia lty 
with 2SM' s Production Department. Out
standing artists such as John Dunne, Tommy 
Jay and John Sherwood are doing a great 
job for advertisers. Ask for details about 
other participating· programmes. 

CHILDREN'S SESSION The popularit)' 
nf "Uncle Tom's Gang" as a children's pro : 
gra.mme has never yet been equalled since 
its inception in 1932. Advertisers buy in g; 
time in this session can tell you how gooc1 
it is. 

SPOTS There's a long queue waiting 
on the hot times, but 2SM's schedule offers 
many attractive spot buys. Sound pro
gramming is delivering many 11rospects for 
s pot advertisers night and clay. 

TO 

* 

* 
* 
* 
* 

SELL 

NE\V°S COVEflAUE . . . Our Independe nt 
News Service has scored scoop after scoop, 
and brought reliable up-to-the-minute news 
lo listeners. 
The recent appointment of brilliant Sydne)' 
journalist, 'J'. Jacobs, as full-time News 
Editor aclcls to the already-wide seope of 
2SNI's Ne\VS Service. 

P\TBLIC SER VJCE Listener loyalty 
is in di rect ratio to a station 's public Ser
vice progran1n1ing. At 2Si\'.[ \Ve c<1nside1· 
public serYiee an ohlig"ation, a privileg·p, and 
an opportunity. 

COUNTRY SF:RYICE . The top-ranking· 
daily country pref-lentation " The 'fi'Tan on 
'T'hP L and," conducted by J. A .. Cra\vcour, 
has earned well-merited praise from country 
li~teners for n1any years 110\'\'. 

RBCORDING SERVICE \Ve maintain 
a first-class recording sen·ice which is 
a,·ailable t o adYertisers and agencies. Ser
' ice includes scripting and production fa 
cilities as \Vell as trne r ecording·. 

YOL'NG ARTlSTS . 2SM has been 
re.sponsible for nun1erous radio stars of 
today taking their first steps up the ladder 
of fam 8. And it's still happening. 

MORE 
Melbourne Representatives: 
OATEN-WARD (Ernest J. Oaten - Dudley H. Ward). 379 COLLINS STREET, MELBOURNE. Phone MU 4725. 
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.lfr. Rav Waiters, a director of Willmott's 
d ertisiM Agency Pty. Ltd., prepared the 

A ft~ lecture in; the series on the operations 
fi1 commercial broadc~sting, a.rranged by 
~lie 21 Club of Austr_alia and given_ at 2GZ 
tudios in Sydney. His paper very interest-

111glY told of the -

Functions of the 
• 
Ill 

Advertising Agency 

Advertising Broadcast 

As Mr. Walters was unavoidably 
absent on an interstate business trip, 
the paper was ably delivered by Mr. 
John Jackson, of Jackson, Wain Ad
vertising Agency. 

Mr. Jackson introduced the subject 
with a brief review of the develop
ment of the advertising agency to its 
present status and then proceeded to 
trace the advent of broadcasting as 
rn advertising medium. He then de
tailed some of the steps taken by the 
advertising agencies to investigate the 
new medium and then went on:-

"The final outcome was that radio adver
t ring was accepted as a new and forceful 
. dvc-rtising inedi um, n1eriting· as much con

. rleration as press advertising. 
·This general acceptance and the. rela-

11ve importance of radio advertising in Aus
, r.dla to-day may be judged from the fact 
hat the majorit~· of advertising agencies
nd certainly a ll of the largest-have. radio 
dl'ertising departments, equipped to h andle 

•' qry phase of radio advertising, even to 
the extent of controlling feature program 
productions. 

"It may be said at this juncture tha t r adio 
·'dvertising in Australia received a further 

ncl unexpected promotion during the World 
\\~ar. A~ everyone knows the exigei;cies of 
"·'r resulted in a ll manner of restrictions, 
·· •t th~ least of which was a short age of 
ewsprmt , with a resultant restriction of 

111\ ertising space. · 
However, thP-re was no r estriction on 

'he. number of hours in the day and thus 
1 'ule the press found its basic comm odit; 

'11a.ce-:--restricted, radio suffered no such 
.~;~;r1chon of its basic commodity-time. 

f\·' result :v;is that n:any erstwhile 'press 
· ad\ ertis1ng· can1pa1gns were 'sold over ' 

'·.pan at least, to radio in an effort t~ 
'.un ta111 c.on:tinuity of their ad-\•ertising 
1rs~age . 

"It · H<·h 18 already being· realised that many 
h advertisers who u sed r adio a t first 

'. er because th-ey were unable to g·e t pr~s~ 
1•.1ce as des· d t,. I' felt -tre • .or alternatively, because 

r., .. ·a 'w t~at rac110 was a better mediu m 
r ,Uncl "h artim: shortage of supplies' story , 

r .. ught at this compa r atively new medium 
. 11 , ./-?sults and will probably continue 
.1 · e 1 ll1 the future. 

I '! 1 " not suggested that such advertisers 
' 1I~e r a· . .... 

'r rather a io to the ex clusion of press. 
. . that more and more a clv ertisern 
in~oming. t o rElcog-n ise rartio a ~ an adver

tioi~ 1 nw1dnun . dema nding equal con s icler
.\s oh t mt g iven to the older medium. 
,et 1~1ca ted originally, there can b e 

h··the/u '.'s to govern the d ecision as to 
,, in aPl~~~ or. radio will be. n1ore effec

reach a" 'e':' . mstance. It 1s impo.ssible 
E· Proa decision based on the n ature of 
t:incp uct. 'I'here are exceptions - for 

· a Product that is sold on illustra-

lion r ather than description is certainly 
more adapt ed to press than r adio, while a 
product that m ay lie sold on dra matic de
''c;·iption rather than illust ration, may be 
said to be adapted to radio- but generally 
speakmg, t h e nature of the p rodu ct or the 
service advertised is no real in d ication of 
the medium that is best suited t o its pro-
m~=. . 
. "One cannot reach a decision b y examin
mg the terr itory to be covered. R adio ad
vertising to-clay may be so planned that it 
w iH cover every small township , every out
ly1.n g farn1, just as readily as ·will press 
adverti:::; ing. Again, · by caref u l s e.lection of 
s tations, radio advertising n1ay b e concen
trated in a given area , just a s readily as 
can press ~rlvertising-. 

" C osts of advert ising coverage might be 
a guide, if costs were ·comparable, but 
u~fortunately th.ey clo not s eem to be so. 
v'i e can determine the specific circu lation 
of a newspa per or magazine, but we do not 
know what proportion of t hat circulation 
actually se€s our advertisement. 

" On the other hand , we can determine 
the number of licen sed radio lis t eners ther<' 
are within the effective range of a radi~ 
station, but we cannot determine how man ,. 
of these people are tuned to our radio pro·· 
gram or r a dio announcemen t 

. " To assist us in thiF-: rega r d, a com11ara 
tively . ne.w and independent radio survey 
orgamsat10n act u ally set s out now to tell 
us ~10W inany sets are "tuned in" to s11ecifie 
r '.'d10 programs, but eYen t h is does no t 
giv e us any indication as to the proportion 
of people listening to .our progTam that 
ac~u;Uy_ hea r the vital advertis ing n1essage. 

No, 1t seems that t here can b e no direct 
b.asis of com parison as between t he resp,3c
t1ve merits of radio and press. 

"The. on ly point that can be impressed is 
that the rela tionship between press adver 
tising and radio advertising is a ver v .close 
one, ~n tha.t both media have been ·proved 
effective time a nd again. R a d io adver 
tising cannot be discarded beca use it is 
the newer m edium. Press can n ot be aban
doned in favor of radio s imply because it 
is the oldest form Df aclvNtising n ext to the 
'I'own Crier. · 

" In every instance, both radio and press 
m u st be considered on their merits, with a 
careful a nalysi s of all factors , and very 
frequently it w ill be found that a properly 
balanced campaign d emands the u se of both, 
one being complementary to the other." 

Following on this general review, 
the lecturer then turned to a consid
eration of specific planning for a 
broadcast advertising campaign, and 
pointed out that the essential steps 
very closely _followed those used in 
planning a press campaign. His 
analysis of. the various steps is of 
interest:-

"First, t he area to be coYered must be 
determined. SeYeral factors e n t er in to this 

d ecision. Does the ii roduct e n .ioY nat iona l 
clistri h u t ion ? . Is the produ ct app licable 
t o n1e tropolitan areas only? (as , '\VOuld w e 
saY, a new type of women' s shopping bag) 

. Or i s it s1utable f or provincial areas 
promotion only? (as w o uld b e, for in stance 
a special appliances for ·milk ing· machines) 

Or, again, has i t u nivers ial appeal to 
p eople liv ing in either the country or t h e 
ci ty areas (such as a new food p roduct) 

" \Ve shall assume f or the p urpose of th is 
pa per t h at our procluct on this occasion is a 
cough and cold remedy, and that it is w ell 
distributed t hrough all areas. Naturallv 
be?ause of the application, it would al~~ 
en,i oy uniYer sal appeal. 

"Having· determined that our adYert ls 
ing· is t o be on a national basis, the ne~ t 
s tep is to determine. whethe r t he adver 
t is in g weigh t shou ld be emphasised in some 
quarters and l!OSSened in others, or whether 
lh e weig h !· of th·? campaign should be even!I· 
spread . 

"Factors that con cer n u s i n t his reg·a r d 
are: 

" 1. 
" 2. 

P opulation of v a riou s a reas; 
R a tio of present s a les to populations 
in these sa1ne a reas ; 

" 3. Effect of clin1a.tic cond itions on t he 
market potential of t he particula r 
product. 

" \Ve shall assume that t h e past historv 
of t he product· disclos es that Queensland 
s ales have alw ays been low in proportion 
to ot her States, partly because of c limati c 
conditions, p artly because of con1peti ti on 
from ot her brands t hat are a lready well 
e; ti;en:.h ed in .that market. Furthe~. t hat 
' 1.~Lortan Rales ha ve a lways been good. 

As a result. it is decided t hat, w hile t he 
coverag:' sh.ould fairly even , fairly strong· 
empha s is will be given to Queensland to 
combat t he comp etition, and lesser emphasis 
to Victorian cover in order t o make the 
m os t of t he ex is t ent a dvantage in tha t 
S tat e. 

"T'h e next point to be det ermined is w h e 
ther the campaign should b e spread even lv 
o\·er a t welve month per iod or w hether it. 
shou ld hav e emphasis in certain seasons. 
Because of the nature of t he product, it 
w ould p robably be decided t o concentrate 
the bulk of the campaig n (>Ver the winter 
m cnths , but t o continue a light er schedule 
th~ough t he summer to r eta in goodw ill 
bmlt up b y t he weight of the campaign a n d 
t o seek a sha r e of the 'summer cold' 
remed y market . 

"The next s tep is t o d ecide w h ether t l10 
camp a ign should consist of direct announce 
m ents only, or a spons ored f eature only, or 
w~.ether it should be combination of b oth . 

The ma.wr fa c tor influ encing d ecision 
on. th is p oi nt is t h e ex tent of the appro
pnati?11. lf the appropriation is ver.v lim-
1t.ed, it .would probably b e necessary t o u s e 
d irect .a nhouncen1e n ts only , a s a d i.rect an 
nou ncen1ent can1paign would be n1ore fl ex ible 
8nd wot~ld a llow the d es ired Yar fat ion of 
w e1g-ht . m. areas and in seaso ns. Tf t h e 
approprrn t10n is neither la rge n or RnHl 11 . 

(con ti nued page 15) 
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PERSONALITIES WITH PuLLING PowER 
3 FAVOURITES 

RECEIVED 2,500 LETTERS 

PENELOPE 

45 Bourke Street 

MELBOURNE 

CENTRAL 1925 

GIL 
CHARLESWORTH 

SYDNEY REPRESENTATIVE: E. A. Wood 

47 York Street, Sydney. BX2098 

LAST 

WEEK 

JACK 
GURRY 

AAB RATINGS 
OF SYDNEY 
PROGRAMS 

) 

AGENCY DIRECTOR 
DISCUSSES 

PUBLIC RELATIONS 
The importance of the public rela

tions officer in modern business was 
emphasised by Mr. Douglas Taylor, a 
director of the J. Walter Thompson 
~gency, in a talk delivered before the 
rood Technology Association at Syd
ney University last week. The address, 
which was entitled "Public Relations 
and the Food Industry, formed part 
of a series which is being presented 
in the interests of better food pro
ducts and merchandising. 

"It is only when manufacturers and 
traders forget that the public likes 
to deal in a direct and straightfor
ward way with the goods they sell, 
or when they have an intangible com
.nodity or service with which the pub
lic does not make contact, it is then 
that trouble is apt to start," said Mr. 
Taylor. "With the growth of large
scale industry," he went on, "an ever
widening wedge is being driven be
tween master and man. While we 
who meet them know that most busi
ness men are idealists and are striv
ing to carry on their businesses in a 
human, reasonable way, they often 
strive to hide this idealism, lest it be 
regarded as a weakness. Your public 
relations man will have mixed with 
employees. He will understand this 
ever-widening gap between the 
spheres of management and men, and 
appreciate the importance of the role 
that he plays in bridging it. . . . . 
Public relations work should be ready 
to extend to employees' communities 
in which the factory is situated: to 
leaders in various fields labor edu
cation, religion, agricult~re and busi
ness ... all these people come within 
the scope of control of the public 
rela~ions man. But it is the general 
PUbhc with whom he is mainly con
cerned." 

Mr. Taylor's talk continued in this 
train, covering briefly the fields of 

adverti · ' ' a d . ~mg as well as public relations 
0~ giving many interesting instances 
au~.tua1 campaigns and their oper-

The particulars shown hereunder have been supplied by The Anderson Analysis 
of Broadcasting and represent extracts from the ir regular A.A.B. Ratings Reports. 
These reports are based on information obtained from two consecutive surveys, 
each survey being of seven consecutive days duration. 

In these reports, programs are ranked in t hei r order of popular ity only if they 
are broadcast during two consecutive surveys. Where, however, a leading program 
is temporarily displaced and is not broadcas~ during one survey, it is included for 
information purposes in its relative order of popu larity. 

Leading 15 of All Night Sponsored Programs 
151 Broad-cast du r ing both survey weeks (June-August 1946) 

PROGRAM WEEKLY June-August Prev ious Year 
FREQUENCY 1946 Report Ago 

Australia's Amateur Hour 1 x 60 mins. 1 1 1 
Leave Pass 1 x 30 

" 2 2 3 
Lasting Loveliness 1 x 15 ,, 3 N.R. 4 
Calling the Stars 1 x 60 ,, 4 4 2 
Cashmere Bouquet Show 1 x 45 " · 5 4 11 
Doctor Mac 3 x 15 

" 6 6 14 
The Singing Cowboy 1 x 15 

" 7 3 14 
Vagabonds of Song 1 x 15 ,, 8 7 x 
Macquarie Radio Theatre 1 x 60 ,, 9 10 16 
Mrs. 'Obbs 4 x 15 

" 
Serial 9 8 5 

Hit Tunes 4 x 15 ,, 11 10 8 
Nick Carter 4 x 15 ,, Serial 12 13 x 
Serenade 1 x 30 ,, 13 34 48 
Sports Parade (Telegraph 

Sports Parade) 1 x 60 " 13 8 x 
Colgate Cavalcade 

(Cari You Top This ?) 1 x 45 ,, 15 16 x 
Lux Radio Theatre 1 x 60 

" 
15 13 12 

The Maxam Library-"Mrs. 
Parkington" l"The Constant 
Nymph" ) 1 x 30 ,, 15 24 21 

Note:-NR. = Br oadcast during one survey week only and therefore not ranked. 
X = Not broadcast. Program in brackets broadcast during and prior to 

June, 1946. 
Leading 10 of All Day Sponsored Programs 

143 Broadcast. during both survey w eek s (June-August 1946) 

PROGRAM WEEKLY .J une-August P r evious Year 
FREQUENCY 1946 Report Ago 

Big Sister 5 x 15 mins. Serial 1 1 2 
Do You Remember? 4 x 15 ,, 2 3 5 
Girl of the Ballet 

(Witch's Moon) 4 x 15 ,, Serial 2 3 x 
Hollywood Holiday 4 x 15 ,, Serial 2 3 x 
Kitchen Kapers 5 x 15 ,, 2 3 N.R. 
My Husband's Love 4 x 15 

" 
Serial 2 3 2 

Radio Rhythm 1 x 15 " 2 2 1 
Music for Mothers 2 x 15 

" 8 9 9 
Comedy Time 2 x 15 

" 9 8 x 
Musica l Travelogue 1 x 30 ,, 10 9 x 
Terry and Sue 3 x 15 

" 
Serial 10 9 9 

The Harmony Makers 1 x 15 ,, 10 9 x 
NOTE : N .R. = Broadcast during one survey week only and therefore not ranked 

X = Not broadcast. Programme in brackets broadcast during and 
prior to June, 1946. 

MEDIANS .' A " Median" is a special type of statistical average and represents 
the average number of Radio Homes listen ing to the sponsored programs 
of the types stated. 

The following figures are based on an estimate that there are 332,000 Radio 
Homes within 25 miles of the G.P .O. Sydney. 

Night.-All Programs . . . . . . . . . . . . . . _30,000 Radio Homes approximately 
60 minute Programs . . . . . . . . . . 30,000 
30 minute Programs , . . . . . . . . . 30,000 
15 minute Programs Serials . . . . 71,500 
15 minute Programs Non Serials 30,000 

Day.-All Programs . . . . . . . . . . . . 16,500 
60 minute Programs . . . . . . . . 13,500 
30 minute Programs . . . . . . . . 13,500 
15 minute Prog-rams Serials . . 50,000 
15 minute Programs Non Serials 16,500 
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AUSTRALIA'S GREATEST 
RADIO PROGRAMMES 

Cot bia 
THE FIN 

Columbia pouesses unrivalled facilities for recording and 

processing any type of programme. 

Columbia has the largest studios m Australia built and 

equipped solely for recording. 

Columbia benefits from the technical research continuously 
carried out by English and American associates, in addi-~ion 
to its own local developments. 

there is no worthwhile advance in recording 
technique that is not practised by Columbia. 

or processing 

YOU ARE CORDIALLY INVITED TO TELEPHONE OUR RECORDING MANAGER 
AND ARRANGE FOR A PERSONAL INSPECTION OF THE COLUMBIA 

RECORDING AND PROCESSING PLANT. 

COLUMBIA GRAPHOPHONE <AUST.J PTY. LTD., HOMEBUSH, N.S.W. (TEL. 
Cl.FP 

14 Commercial B r oadcasting, Septem ber 19, 1946 
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Walters on Ageney Functioning 
(continued from page 11) 

1 (ration 011 spo .. t o~· d ir ect .announee-
1 1 abl\' woula s till be decided upon, 

nts pro ''th~ sal<e of flexibilit y. If the 
aln for. 11 was a t a lJ extensive1 decision 
pr"priatI~1ade to use a spon sor ed session 
hi. Ile! :),. an ex tens ive sch ed ule of direct 

UP°''' tee . 
n uncenients. 

. v readily !Je seen that the rec1uired 
I• .;•~·:: could be arrang ed by eith er (a ) 

' ill• 1 ·the sponsO!·ed f eature r ig·ht thr ou g h 
"~,~~:r and concentrat~ng the d irect a n -
011·l·ements over t~e winter n1~nths only , 

1 b) bY contra.ctmg f or a six mor:t h s 
1 t'I' broad ca st of the . spon sored session , 

"~ e!lrrying t h e suppor tmg ~pot announce· 
nts right th r ough t h e year. 

After summarising this section of 
his discussion, the lecturer then pro
ceeded to deal with the preparation 
of an appropriation to cover the cam
paign that had been determined as 
uitable:-

·The preparation o f a r a dio appropr iation 
, ulres sever al factorn. Fir st the a m oun t 

, ailable for t h e cam p a ign; secondly, the 
.. ,·erag·e that is d esir ed: thirdly, the p e r iod 

11 rnh·ed. This is pe rhaps the most t ediou s, 
t is u ndoubt edly one of the most im-

1, 1rtant a spects of agen cy ser vice. 

'The advertising a gency's media .d epart
' elll m ust hav e a comple t e knowledg e of 
r.1dio 'tat ion time cost s; ·· a sou nd know -
1· di:e of t h e re la t i Ye importance of t he 

1riut'" metropolita n stations; the effectiYe 
1,,dii of countrr stations; and have a n idea 

: thei r relath-e in1 p or tance one to another. 

'\\'i th t h is knowledge as a basis, the 
t·dia df'partn1ent ~electR rad io stat ions- t h ;:, t 

''ill g ive 1naximun1 coverag·e ' v i th a n1ini "' 
1ooum t•f overlapping. lt selects t ime chan -
1 .. ·ls or sessions that are lik ely to carry the 
l•1i:gest a udie nce of the t ype r equir ed, a n(] 
It schedules spec ific numbers of sessions 
(•I' announcem ent s in proportions d esig n ed 
to tak e utmost a d van tage of station rate 
·ale:;;." 

With the type of program decided 
and station allocations made, the 
lecturer then went on to discuss the 
matter of production and pointed out 
that radio production may be divided 
mto three categories, which he dealt 
with as follows:-

"Firs t, t h ere is the production of r ecorded 
·1._~-minute a nnounccn1en ts. These one
r inute annou nce1nents are no dou bt 

'·1 miliar t o all, and a re .reail.Y a.n elabor~ 
ted for m of the 100-word 'live' announce 

' · nts t hat normally ' voulc1 be broad cast 
t he s tation announcer. A n advertiser 

:'). clecide to us e r ecorded announcem ents 
1 })refer ence to 'live' a n nouncen1ent s for 
:;~11°f a nu1n~er of reason s. He 1na.y s im p ly 
, ad .that h is a nnouncemeniffi sh ould b e 

t~ I ll a specific m a n ner over a ll station s 
'· e schedule. Aga in, he may be using 
·und eff t , hi,tli .ec ~ t hat neces si tate recor din g (th e 
inou ng Wiud of the . ~uckley' s Cana diol 
"·dn ·~~ements a~·e fam1!Iar to many). Yet 
'···ct• e may . w ish to u se sp ecial m u s ical 
"'~i; <;ertam Johnson ' s Baby Powder 

,. g . cm1111ercials a r e a n example ). In . no case, a n y variation from straight studio 
uncements '1ecessitates recordin g . 

.. The s -· 
n·;oh'es ~~on~ . a.sp~ct of r'.'d io product ion 
rams e h irmg of rad10 feature pro-
· 1r-h' generally of one-quarter h ou r or 
,1·10 lour duration, m a d e in series form b" 

ll'Odt t' " ·"Pletelv ic .'on uni t s, e ither attached to or 
· d1ssoc1n terl fro m r adio Rtation~ . 

Such radio production units prod uce radio 
prog rams covering a ll phases o f radio enter
t ainmen t. T he p rograms cover serials, 
n1usical s ho,vs, d ran1atic !-\hows, h istorical 
progTa n1s, qu iz p r ogran1s and even talks on 
various s u b j ects. '.rhey are not made to 
the o rder or, or for , an'' particular ad ver
tiser b ut are produced as ,.ehicles to carry 
advertising n1essage.s Of a ny nature. 

" The third a spect of radio p roduction 
co,·ers the p r oduc t ion of cus tom- b uilt r adio 
progra m s- the p r og ram that is s pecially 
p la n ned , specially written, with m usic newly 
orc~hes.trated, sp.ecia lly produ:Ced and re
maining the sole property of the acl vertiser 
concerned. 

"Obviou~ly the ad \·ertis!ng agency n1ust 
haYe the k n owledge and the experience of 
a II s u ch forin s of r ad· o p r oduction if it is 
to s erve i t s cli e n ts in a co1npletely efficient 
n1anner. 

"This d oes not n1ean that ever y ad ver
tis ing ag·ency inust 1naintain a con1plete 
radio product ion unit with the facilities a n cl 
s t aff essential t o t h e pr oduction of c u s t om
built radio p r ogr ams, bu t agency executi veH 
m u st know h ow and where such programs 
may b e produced. In other words, t h e ag·ency 
mlHt lrnve the staff for writing a n d planning 
d irect announce n1ents ·and n1uHt kno\V '\vhe.re 
these can be 1·ecorded satisfactor ily. The 
agen cy should have a record of stand arcl 
radio product'ons in existence, a n d available 
for 'hire.'- o r sh ou lcl know " ·here to seek 
such progTams ." 

Having completed th is review of 
the preliminary steps in planning a 
radio campaign, the lecturer then 
went on to detail the functions of the 
agency personnel required to imple
ment such a campaign:-

" F'ir::; t, the accou nt executi ve cl iscu~~:H~s a 
forth coming campaign with t he client. 
Secon dly, the account executive, a rmed w ith 
a ll the inform ation he can get from t h e 
client, 'sits in ' on a general meeting of ah 
agency exec u tives concerned " ' ith radio. 
D uring this 111eeting prelin1inary pla11s a r e 
formed. 

"Thircll~v. a general n1eeting- '\:vith the 
client takes Lile roug·h edges off this pre
liminary plan . and a final p lan covering 
expencliture, type of broadcast, coverag·e, 
etc., is fonnecl. Fourthly, the media man
ager prepar es the appropriation. 

" P ifth ly, copywriters, under the d irection 
of the a ccoun ts executive, p r e.pare the pre
limin ary cop y, or t he radio p roduct ion 
executives plan the type of programs r e 
q u ired. Sixthly, the program of r ecor ded 
announeen1en ts ls produced. 

"Finall)', t h e campaig·n is launched. Sub
sequently, of course, there must be r~·ular 

copy n1eetings, production in.eetingl:' , and 
a u ditions with the client, and t h e trained 
personnel resp onsible for the orig inal plans 
are all involved continuously in the conduct 
of the ca1npaign. 

" In sh or t, it may be said that, in a d dition 
t o manageria l ex ecu tives, the agency m ust 
main t a in t he following train ed per sonnel : 
accoun t ex ec u ti v es, media manager and 
staff, copywriters, radio production execu
tives, plus t h e u sua l checking and accou nts 
s taff, though it is probable t hat in many 
instances trained individuals n1ay cope \vith 
t\.Vo or n1ore cd the:::;e require111ents. 

11S u n11ning· up the foregoing· in formation, 
it may be said that t he object of the 
a d ver tising agent is t o d irect the expendi 
ture of an a dver tiser's n1oney throug-h s u ch 
ehanne.ls, an d in such inanner, a s '\Vill bring 
thf' nd.Yerti ~er the !'{rent.est r t>turn for mone;\· 

Cosmetic Executive from 
America 

Mrs. Patric ia Roberts (r ight), person al 
represen ta'tive of Amer ica n cosmetic manu
f act urer Helena Rube nste i n, now in Aus
tra lia on a bus i nes& v i s it, photogr aph·ed 
rec ently with Marga r et Ki rby of 2UE. 
H e lena Rubenste in are consisten t adver 
tiser s w ith 2U E . 

GOOD LUCK TO LUX 
Lever Bros. have received a letter 

from the "Authors and Artists" sec
tion of the Australian Journalists' 
Association congratulating them on 
the recent Australian play competi
t ion conducted through the Lux Ra 
dio Theatre and broadcast over 2UW. 
Writers of Australian plays nave been 
stimulated and encouraged in a 
worthwhile way to turn their talents 
to radio writing.. Harry Dearth re
ports that since t he competition many 
further original plays have been sub
mitted to him and he has chosen a 
number of t hem for production on 
the Lux Radio Theatre. 

Vic. Rennet on Daytime 
Four additional quarter-hours for 

2UW's afternoon schedule h ave been 
taken by Victorian Rennet Manufac
turing Co. for the presentation of the 
"Merry Widow Junket" program of 
recorded music. Time channel is 3.15 
p .m. daily, Monday through Thursday. 

spent. Jn Qther w ords, once t he client indi
cates the expenditu re available fo r a cer ta in 
campaign, the advert isin g agency m u s t 
accept f u ll r espon s ibility for seeing that 
the expen d iture is spent to the best p ossible 
e ffect. T h e a gen c y must d eter min e what 
media a r e to be u sed-whether it be radio , 
p ress, posters, or other medium, or a com 
binat ion of two or m ore. The agency has 
to det ermin e w hic h individual units of this 
gener al medium will be necessary for the 
coverage d esired; to what extent one medium 
m ust be . . JJsed in relation to a n other; t he 
form that the a d ver tising will take; the 
period it s h ou ld cover; and many other 
factors t hat ·co111e in to gener a l - p lannin g' . 

"In actual fact, the advertis in g- agency is 
vir l ually the a d vertising· cl<>pa rtment of each 
of it s cl ients." 
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It's full steam ahead for the advertiser who relies on 

2TM to bring him sales from an area teeming with 

purchasing power ... dominated by 2TM power. 

Ring up more sales through the town crier of the 

State's rich north-Station 2TM. 

Sydney Office: Lisgar House, 30 Carrington St. . . . . . . BW 7375 
Melbourne Office: HUGH ANDERSON, 130 Exhibition St. Cent. 4366 
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WOMEN'S RADIO CLUB 
3000 ACTIVE MEMBERS 
In a concerted effort to raise 

funds for Child Welfare Centres, 

a total of £100 has been allotted 

in prize money for Amateur Hours 

to be staged in each district where 

a branch of the Club functions, 

viz:- Barraba, Gunnedah, Manilla, 

Quirindi, Tamworth, Uralla, Wal

cha, and Werris Creek, with a 

Final in Tamworth. 

pROGRAM PROMOTION AND 
''FIGHT BACK AT ADVERTISING 
SLAPPERS", ADVOCATED BY 

GENCY DIRECTOR. 

A suggestion that more program 
motional help be given by broad

proting stations to their good pro
cas ms and that something be done to 
gr~nteract ignorant criticism of fea
~res which have a real ar.id l.asting 

cial influence for good, highlighted 
~e remarks of Mr. Ted Maloney, di
rector of J. Walter Thompson ad. 
agency, who was one of the guests of 
The 21 Club of Australia at Ushers 
Hotel on September 10. 

The 21 Club entertained Mr. "Tony" 
Ekblade, managing director of Wrig
ley's and Messrs. Maloney and Roy 
ouns of J. W. T. the agency which 
handles the Wrigley account. Mr. A. 
o. Towner, manager of the Tasmanian 
coastal Network, who was a visitor to 
Sydney, was also a guest of the Club. 

Club president, Mr. Leo Finn, in the 
chair, welcomed Mr. Ekblade and his 
advertising counsellors and pointed 
out that when The 21 Club enter
tained a sponsor it endeavoured al
ways to also have the company of that 
ponsor's advertising counsellors. Mr. 

Ekblade, said Mr. Finn, was a man 
who had done much for radio-he was 
also the man who had cut down the 
frequency of Dad and Dave, but in 
pite of that the fine old program still 

was one of the high ranking ones; 
which went to demonstrate Mr. Ek
blade's sagacity! 

that lots of our time in life was spent 
in listening, "particularly those who 
want to sell me advertising !" he added 
mischievously, and went on to tell of 
an advertising man who had called 
on him the previous week t rying to 
impress him with art advertising 
stunt which would impact a quarter of 
a million people. "He finished up lis
ten~ng to me tell him something about 
RADIO advertising!" 

Mr. Ekblade claimed that Wrig
ley's had written up a few firsts in 
broadcast advertising such as the 
first nationwide hook-up of commer
cial stations on December 31, 1932, 
from Townsville to Perth, through 42 
stations, and another in 1941-2 when 
Wrigley's were sponsoring for one 
product only eight quarter h our pro
grams. Dad and Dave was in its 
tenth year and he hoped it would see 
a 21st birthday. 

Mr. Maloney, who was recently in 
America, referred to the "tremendous 
publicity set-up" which the J .W.T. or
ganisation had over there. 

"We, as an advertising agency in 
Australia, will have to get more pro
gram promotional help from the sta
tions,'' he declared. "You all know 
how ratings are becoming more com
petitive and to get the top ratings you 
have to promote the programs on your 
stations. We can't just sit back and 
expect the listeners to find us. We 
have to go out and find them," he 
added. 

"The success in radio advertising is 

pretty obvious, but few people will 
recog·nise it," Mr. Maloney went on. 
"You must have human interest quali
ties in your program. Dad and Dave 
has been a long time on the air and 
the program owes its success to the 
sponsor every bit as much as to the 
agency. A Melbourne critic last week 
took a slap at it. Most of its critics 
are those who really don't listen to 
it . The worthwhile qualities in the 
program do a good social job. There's 
just that little point about Dave hav
ing been in the Air Force a few years 
and consequently we find him speak
ing much better. 

"Any worthwhile program will give 
a code of living", Mr. Maloney con
tinued. Everyone with a good charac
ter comes out tops in the end and the 
bad men are overthrown and shown 
up for what they are. In spite of the 
critics Dad and Dave is still on the 
air and it unquestionaply has done a 
good job in giving people a philosophy 
of life. 

"Good daytime features also do a 
worthwhile social job, giving the 
women a code for living and some
thing to live up to and we know from 
our surveys that they like them and 
that they benefit from them." 

Mr. Maloney pointed out that adver
tising these days was the subject of 
much cri.ticism - and particularly 
radio advertising. We know how well 
justified is advertising in the scheme 
of things and we must take every op
portunity of cracking back at those 
who would crack at radio advertisi·ng. 
Part icularly had he noticed the legal 

· profession and the medical profession 
leading the onslaught on advertising 
but he had nobody challenge the right 
of those professions to practice. 

Mr. Maloney went on to quote some 
thoughtful suggestions recently enun
ciated by U.S. publisher, Marshall 
Field, for improving the public rela
tions of advertising. 

Mr. Fred Barnes, proposing the 
oast to the guest of honor, told how 
~he fighting forces had benefited 
from Wrigley's as a morale builder, 
and related in humorous vein some 
of the many a:nd varied uses for gum 
--chewing variety. More seriously he 
told of the Salvation Army unit which 
used to push its way right up behind 
he front line on the Kokoda Trail 

Marshall l'ield on Advertising 

dist 'b · ri utmg three things-a hot cup 
of tea, a packet of cigarettes and a 
acket of chewing gum. It may not 
:e always been Wrigley's, but the 
kn ened old chap in charge was 

own as "Dad" and his driver they 
called "Dave." 

h"r?anking the Club and speakers for 
eir tributes, Mr. Ekblade remarked 

Reported in Tide news magazine of 
July 12, noted US publisher Marshall 
Field, speaking before the Milwaukee 
Advertising Club, said that advertis
ing cannot be effective unless the 
public believes in it; and advertising 
men cannot expect the public to be
lieve in it unless they, themselves, not 
only believe but express their beliefs. 

Field pointed to the paradox of ad
vertising· selling anything and every
thing but itself, and he went on to 

outline a public relations problem pro
gram for the advertising business. 

Said Tide: "He thinks that adver
tising proved it could go 'beyond the 
primary selling task to render a 
social service' during the war when 
its work dealt so largely with con
cepts of social service. And now in 
peace t ime he argued it is time for 
advertising men to interpret adver
tising usefulness in the field of inter-

(Cont i nued on page 24) 
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21{Y & 2BD OPEN THE DOOR TO THE 

INDUSTRIAL RADIO AUDIENCE or 
SYDNEY 

BUYING 
NEWCASTLE and 

SYDNEY: 
M 6291 

MELBOURNE: 
STAN. ALLAN; CENTRAL 4705 
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Retail Store Merchandising in 

ecord Brisbane Buy for Daytime Feature 

Writing up what is claimed to be a 
record time buy for Brisbane day
Ume radio on one station, big Bris
bane Department Store, Allan and 
Stark Ltd., have contracted sponsor

p of a half hour feature "Jane 
oung's Cottage" daily 11.30-12 noon 

nday through Saturday on 4BC-SB. 
The feature, produced in the radio 

department of Johnston Jones Ad
ertising specially for this client, has 
onsiderable educational as well as 

entertainment value, and a definite 
bjective. 

Describing the program the agency 
ays that there's nothing really in
rlcate about the format. It's simple 

enough to be successful and smooth 
enough to be genuine. The regular 
principals conducting the session are 
Jane Young and Gerry Connolly. 
Each day these two take a different 
room in the cottage and talk on sub
ects closely allied to that room. With 

a six day week schedule every inr
l>Ortant room is covered and there
fore every worthwhile household sub
ect .from beauty to baby care, from 
COo~ing to care of the teeth, sewing 
c .safety_ first", comes up for dis-
u ion. Literature and art are dis

~l ed in the laywoman's language, 
ms and books are reviewed and 

~·ery.subject is introduced on its ap-
ropnate day. The list of topics 

·erect in one week is therefore 
Pressive. 
'o Peopl one could expect any one or two 

b. e to be experienced in so many 
on e~ts, so behind Jane Young, John

ones Advertising have lined up 

the most reliable team of professional 
and technical specialists to provide 
material. The State Health Educa
tion Council of Qld., Qld. Creche & 
Kindergarten, Qld. Materhal & Child 
Welfare Assoc., and similar bodies are 
co-operat ing by supplying authOiri
tative information on "Child and 
Mother" subjects. Overseas contacts 
will provide the latest in fashion and 
baby care from America and England. 

Jane Young is an actual identity, 
an actual housewife, an actual mother, 
and she has radio talent. She herself 
has many household ideas to include 
in the scripts. To gain extra radio 
experience, Jane Young worked with 
4BC for some weeks prior to the ses
sion opening, while station, agency 
and client were pulling the final 
strings together. Jane handles the in
formative talks smoothly and lightly, 
adding interest and eliminating any 
pedantic dryness. Gerry Connolly, 
bright and lively early morning mike 
man assists, blunders, quips an d jests, 
keeping up the tempo of the session, 
providing a good-humoured foil and 
lead for Jane Young's solidly backed 
house-hold suggw;tions. 

To provide a vehicle for Connolly's 
talents, to add smooth presentation 
for relieving music and to give listen
ing audience participation, daily musi
cal quizzes are run in conjunction with 
·carefully chosen musical n umbers. 
Gerry also presents daily prizes for 
listener's h ints. A Kitchen Quiz is a 
feature of Kitchen Day broadcasts. 
Prizes take the form of open orders 
on Allan & Stark. Further brand new 
quiz ideas will be included when Store 
merchandise is more plentiful and 

· ... 
A l lan &. Stark 's window d isplay, highlight 
of Stor e tie-u;i to launch " Jane Young's 
Cottage." 

varied. From time to time prominent 
personalities will be guests at Jane 
Young's Cottage talking on subjects 
relevant to the household. 

Commercial copy fi ts in perfectly. 
By split t ing up the week into different 
rooms in the cottage, a correct spot 
is provided for advertising any piece 
of merchandise from the many de
partments in the retail store. Copy 
can be woven into the script intelli
gently and with subtletly, for any 
commercial selling, no matter what 
the product, from hardware to hand
kerchiefs, has its day t ied into a legi
timate spot in the framework, "clean 
and strong as a bosun's splice". 

In the store also, Allen & Stark 
have backed up on "Jane Young's 
Cottage" in every possible way. Queen 
Street window displays have featured 
"Jane Young's Cottage" with huge 
blow-up pictures of Jane and Gerry. 
Counters carry showcards-"A Jane 
Young suggestion". Book Dept. cards 
read~"Jane Young reviewed this 
book. She said ... " Pictures of Jane 
Young and Gerry Connolly are fea
tured througout the Store . . . price 
tickets carry inscriptions "Special 
Jane Young Price". 

There is a Jane Young Mail Box on 
the Enquiry Counter and all corres
pondence must be addressed to "Jane 
Young's Cottage," c/ - Allan & Stark. 
Jane Young is not just a radio per
sonality exclusive to Allan & Stark, 
she is part and parcel of the Store. 

Mr. T. J. Weedman, General Mana
ger of Allan & Stark Ltd., had this to 
say .. "Jane Young's Cottage was 
auditioned at a conference . of our 
buyers some weeks before we pro
posed to launch the program. Each 
departmental manager and buyer un
derstood the session thoroughly
everyone showed great enthusiasm. 
Each department has it s advertising 
day, and each head knows in advance 
when h is line will be broadcast. He 
can be fully prepared . . . " Asked 
what h e thought of the session per
sonally, Mr. Weedman said ... "We 
wouldn't have taken it if we didn't 
think it was good. In my opinion, it's 
the first intelligent attempt at planned 
retail store merchandising through 
radio that I've heard or read of". 

Broadcasting Edition of 
AA RDS 

Available Soon. Order Now! 
.. 
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HITS WHILE THEY'RE HOT! 
A.W.A. recordings of Wally Norm

an's Roosevelt Restaurant Orchestra 
featured in the ver1y latest American 
hit numbers have recently been cre
ating quite an impression in music 
circles, especially among swing fan 
listeners. 

The platters are exclusive to 2CH in 
Sydney, but are on circuit to a num
ber of other stations including A.W.A. 
country stations and 2KO, 2AD, 3DB, 
5AD and 7EX. 

Norman, like Bob Gibson in Mel
bourne and perhaps some other lead
ing Australian band leaders, has 
proved that Australian musicians 
have a flair for musical arranging and 
the ability to get from their bands a 
wallop of rhythm that compares very 
favorably with some of the world's 
best. It would appear so from the 
numbers now being turned out in 
this series. 

BROADCASTING AA.RDS 
(Australian Hate & Data Service) 

Is in course of printing and will be 
issued October-November 

ORDER YOUR COPY NOW 

Australian Price £2/2/ -

XMAS SHUT-DOWN ON 
RECORDINGS 

Recording will come to a standstill 
over the Christmas period this year 
as the result of agreement between 
the interests concerned such as the 
AFCBS , the AAAA (Federal ) the 
Radio Recording Association and 
Actors Equity. The period will cover 
December 20 to January 6. 

It is not expected that the total 
holiday will cause any inconvenience, 
as all concerned will have had suffi
cient notice to make the necessary 
arrangements to get all recorded 
matter required banked up to cover 
the sixteen days. 

Pre-testing the Youngsters 
Macquarie Production Department 

tried an interesting experiment last 
week when a special preview of the 
new serial "Buck Riogers" was staged 
during the school holidays. Several 
hundred kids with their parents ac
cepted the invitation to hear the first 
four episodes and after the show the 
audience completed a questionaire 
for an analysis to indicate listener 
reaction. 

Michael Pate plays the title role 
with John Nugent Hayward, Moray 
Powell and Kev:in Brennan promi
nently cast. Production is by Lawrence 
H. Cecil with script by Jo:On Appleton. 

R The Best Results are Assured by M 
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The Recording Centre 
Another Service! Latest G.E. Mod. 57 Wire Recorder 
now available to 1noducers. 

Direction: H. A. MARSHALL, M.I.R.E. 
Film House, 251A Pitt Street, Sydney 

NEW OE FOREST TELEVISION 
TUBE 

A new development in televisio 
image tubes, that might well prove t; 
solution to ,the problem of obtainini 
large, bright receiver pictures at rea. 
sonable cost, has been announced ir 
the United States by veteran elec. 
tronic scientist, Dr. Lee de Forest 

Dr. de Forest's new inventi~r. 
breaks new ground in that, instead 0 
relying on the fluorescent material 0 
a cathode-ray tube screen to providi 
the image illumination,· it uses th 
screen merely as a light valve o. 
"gate"-the actual illumination corn. 
ing from a separate source such as ar. 
incandescent projection lamp. 

In this system, a CR tube with a 
special type of opaque screen is inter. 
posed between the light source an 
the actual viewing screen, in such a 
manner that no light can reach th 
viewing screen until the CR tube ii 

energised by a video signal. Wher. 
this occurs, the CR tube screen be
comes more or less transparent, ir. 
accordance with the signal moduJa. 
tion, and allows the projected ligh 
to reach the viewing screen, thu 
forming a picture which is dependen 
on the light source and optical charac
teristics of the system for its brillianc 
and size. 

The system is still in the develop
mental stage, but it is claimed that ir. 
its completed form it will enable pic
tures of any desired size and brillianc. 
to be obtained with CR tubes operat· 
ing at only about 2,000 volts, insteac 
of the 30 or 40 KV. required for pre· 
sent types of television projectior. 
tubes. Both tube and associated pow· 
er supply costs will thus be material!. 
reduced. 

Tommy Trinder m Broadcast 

John Clemenger agency has mad 
arrangements for Tommy Trinder 
famous English comedian, to appea: 
on a special program of "50 anc 
Over" sponsored by Maples over 3UZ 
on October 20. He will appear wit!: 
Mr. Sol Green in a Food For Britair 
appeal which the "50 and over" spon· 
sors have undertaken. 
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,· In l111lej>emle11t ~/ r11de I /Im.re -- W & G RECORD PROCESS! NG CO. P rY. LTD. {~\ 
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sTVlUO ROUNDUP 

frederick Stearns . (Nyall) , alt~ough 
t continuing their sponsorship of 

n~e !-hour Grace Gibson production 
Radio playhouse after the first week 

october, have arranged to extend 
in eir Grace Gibson production Drama 
f Medicine (;!--hrs.) to 46 stations 

0 d in addition have purchased from 
;e same production house The Aus
tralian Story for broadcast on 2UW, 
3oB-LK and 4BK. Radio Playhouse 

also currently being sponsored in 
. •ew Zealand by Horlicks. 

Jim Joyce, Sydney rep., of Donovan 
Joyce Productions, is "down south" 
\Jsiting Melbourne, Adelaide and Tas
mania on business. He should be 
back in Sydney next week. 

Grace Gibson Radio Productions 
claim to have a show out of the box 
·ith Pretty Kitty Kelly, the story of 

n golden haired Irish girl, which ran 
on the CBS in America for 3t years, 
five early evenings weekly. From 
the American scripts John Cabazon 
has done the production while special 
musical arrangements add a lot of 
charm to the series. 

TASMANIAN COASTAL 
NETWORK 

7BU 7AD 
BURNIE DEVONPORT 

7QT 7DY 
~UEENSTOWN DERB 

r, 
1'\ ,.~ ·~ 
I • .. ~ 

\ 7AD 7DY~..-
\ 7~T 

~ 
' T AS K 
> ANFORD ALLAN or A. L . FINN 

MELBOURNE SY DNEY 

EVE WHY 
RY NATIONAL CAMPAIGN 
MUST INCLUDE THE 

TASMANIAN COASTAL 
NETWORK 

PRESTO Type 1-C Cutting Bead 
IN 1937 PRESTO ott:ered the r ecord i ng in
du~try t he f i rst cutting h·ea d desi gned spe
c ~f1 ca l ly f or record ing o n ce llu l ose c oated 
d iscs. T h is head , design ated as the Presto 
type 1- B , m ade i t poss ible fo r the first time 
to produce instantan·oous reco r dings t h at 
c.onformed with current standa r ds for high 
~1del1ty b roadcast transm ission. A l l of the 
improvements made during t hr ee year s of 
research and practical ex per ience with the 
1-B .head a r e now combined i n t he new 1-C 
cutt ing h ea d. The sens i t i v i ty h as been in
creased so that the head operates at maxi
m u m effi c iency at an inriut level of plus 20 
db. T h e sound lev el reco r d ed by the 1- C 
h.ea.d has been increased to t h e theoretical 
l 1m 1t , making a n i mpr ovem ent of 6 to 9 
db 1n p layback lev el and d y na m ic ran ge. 

Th i s g i ves from 4 to 8 t i mes t he power o ut
put prev iously obta i ned from t he reco r ds. 
The normal r esponse r ange has been ex 
tended . fro ".' 6,500 cy~les t o 8 ,000 cycles 
and with simple equalizer c i r c u i ts it can 
b o e?'ten.d ed beyond 10,000 cyc les. The har 
monic d istortion generated in the 1-C head 
is so low that it forms a neg ligible per 
centage o f the tota l d i storti on generated 
by t h e best r ep r oduc in g p ic kups and 
n eed l es . The flex i b i lity of t h e response 
c urve of t h e 1-C h ead m akes i t pa rt i c u la r ly 
we l l adapted for re-reco r d in Q sound from 
discs to fi lm and other app l i-ca t ions where 
an. u~usua l recorded freq u ency c h a r act er -
1st1c 1s req u i red. 

The 1-C c u tting head i s cons t ructed of the 
most s u i t able mater ials t hroug h out and the 
movin g pa rts are mach in ed wi th w a t c h · 

m ak ers' precis i ~n . . . E ac h h ead is adj ust ed 
by hand and 1nd 1v1dua f ly calibr ated . T h e 
freq uen~y r esponse, d isto r t i on and power 
sens1t 1v 1ty are determ i n ed by actually cut 
tin g a test r ecord. 
W ith occasional rema gn et iz i n g and clean in g 
fo r wh ich there i s n'? c h a rge, the cutte ; 
m ay b e ex peceted t o giv e y ears of sat i sfac
to r y service. A nom in a l c harge is m ad e 
f or converting ex ist i ng 1- B h eads to incl u de 
t h e i m p r ovements in the 1- C. 

SPE CIFICATIONS 

CONSTRUCTION: T he a rmature moves 
aga inst a k nife edge bea r i ng a nd is damped 
and cen tred between the po le pieces by 
cal ibrated stee l spr ings w h i ch are locked 
i n adjustment at the factory. T he magnet 
1s made . o f a spec ia l a lloy se l ected for high 
perm eab1 l 1ty and lonq life. T he fie ld co il 
wh 'ch e ne r gizes t he armatu r e is w ound on 
a mach i ned spoo l a nd impregnated t o p r o
tect i t from dust or moisture. A rubber 
sheath aro und the need le ho le ret ards the 
accumulat ' on of magnet ic dust. Two 
mou nt ·n g sc rews are p r ov ided a t the rear 
of t h e case. 

FREQUENCY RESPONSE : T h e response 
co mpensa t es accurately for t he character-
1st1cs of P r esto cellulose coated discs when 
cut at 78 RPM giving a u n i fo r m r esponse 
from 50 t o 8,000 cycles. 

D I STORTION: Less than 4 % at 100 cycles 
1.5 % abov e 1,000 cycles. Measurement~ 
taken from a fully modulated groove cut 
at a p_i tch of 96 l i n2s an i nch. 
FIN I SH: Cover, d i e cast. 
POWER REQUIHEMENTS: Completely 

mod u l ates the qroove at an input level of 
p l us 20 db when cutt ing 112 lines an Inch, 
p lu s 22 db when cutt i n g 96 lines an in ch . 
( Ref . . 006 W .) 
IM PE D ANCES: Ava i la b l e fo r 8, 15 or 500 
ohms. 
~OUNTING DIMENSI O N S : Shown in f i g . 

S H I PPING WEIGHT: 1 l b . 

SOLE AGENTS : 

A. M. CLUBB & CO. PTY. LTD. 
76 CLARENCE STREET, SYDNEY. B3908 

Distr ibutor s : 

Melbourne: S. E. Tatham, 178 Collins Street . 

Adelaide: Newton McLaren, Leigh Street. 

Brisbane: Campbell Advertising, Adelaide Street . 
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a thought 
for the harassed executive 
The art of running a business is the art of using other 
people's ability. At any rate, that's the opinion of an 
imposing number of men who ought to know. 

It makes sense, too don't you think? After all, you 
have only so many minutes in the day and you can't 
possibly do everything that has to be done. You are 
the captain of the team and the team's output, organ
ised and directed by you, is what counts. 

Consider radio advertising production, for instance. An 
intricate, specialised procedure, with many · traps for 
the unwary. Wouldn't it pay you to put part of it at 
least in the hands of a capable, specialised organisa-
tion? 

" 1hat A.B.C. Offers: 
1-Knowledge of "what goes on." Continuous prac

tical experience of recording top-flight programmes 
and commercials. The trained mind, the steady 
hand, the sure touch. 

2-Complete, world-standard recording. Finest tech
nical equipment, modern studios, all the facilities 
you could ask for. 

3-Contact with writers, producers, players, people in 
every department of the "game." 

4-A complete service right through to the discs on 
your desk. 

Why not let us do some of your worrying for you? 

AUSTRALIAN RECORD COMPANY PTY. LTD. 

LOCAL PRIDE PLAYS 
ITS PART 

The setting aside of a special dai} 
time channel on 3DB's permanen1 

country relay unit 3LK •for count!'\ 
advertisers was the result of rep: 
resentations made to 3DB manage 
Mr. David Worrall by Horsham busi'. 
ness men when Mr. Worrall was re. 
cently in Horsham. 

Mr. Worrall was asked why no Wirn. 
mera advertising was broadcast on 
3LK although it was such a hight!· 
popular station throughout the coun. 
tryside. They thought that local span. 
sors could easily finance some loca, 
sessions. T1heir view was that "we 
would sooner listen to advertisemen 
from local firms than from reta1. 
stores in Melbourne. It would add tc 
the station's local goodwill if y0 

could sell us some space." 
Managemen t of The Berald Statioru 

decided to set aside a chlinnel 12.45-
2 p.m. week days for country adver
tising on 3LK and forthwith sent · 
salesman to the area. In two days a .. 
the available t ime was sold in Hor
sham alone, the local sponsors plump. 
ing for serials and local stock report; 
Total business signed up was £2,0(1( 
the management claimed. 

AANA SEEKS CLOSER CO-OP. 
WITH AGENCIES 

A sub-committee of the Australia 
Association of National Advertise!! 
has been set up to operate in close. 
co-operation with the AAAA (Federal 
on matters of common interest. AAN.\ 
has invited the agencies to set up 
similarly-designed sub-committee. 1· 
is presumed that such matters a; 

agency accreditation, the fight fo· 
15 % and, perhaps even more import· 
antly, the problems of repeated at· 
tacks which are made against adve:· 
tising, will come within the scope c 
the plan. 

AANA's sub-committee comprise 
Messrs. W. McPherson (Lever's) , H.' 
Morris (Sydney County Councill , f. 
Jenkyns (Lewis Berger), B. Bella!f. 
(Vacuum) and T. O'Brien (DnnloP 

Offices &, Studio : 29 Bligh St. - Factory: 2 -8 Harrington Street 

The question arises whether turtht 
moves in this general direction of c 
operation could not develop, especial 
in regard to the need for a protecb 
front for advertising generally. ai 
that would involve also the Federat1 

of Commercial Stations and t! 
SYDNEY 

Phones. BW 6953 B 5139 & (factory) 85213 ANPA. 
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FUTURE OF F.M. 
A report from America states that 

Leonard L. Asch, President of the F.M. 
tioll WBCA, Schnectary, New York, 

~~:diets that in two years F .M. will 
rnpletelY replace A.M., except for 

co nl areas which will be served by 
~~ . 

h oh-powered standard t ransmitters. H; added that within six months, 
?-'< of the people of America out
-;de the New York area will use F.M. ; 
10 a year it will be 50-50 and in a 
year and a half 75% will have F.M. 

Frank W. Mansfield, Director of 
sales Research of Sylvania Electric 
products Inc., agreed in principle with 
he contention that the majority of 

the public will have F.M. in two or 
three years, but said that set produc
tion had been held up by the neces
itY of moving to a higher frequency 

as required by F.C.C . . 
He said that 36% of the users of 

FM. complain of static, but they also 
admitted that interference is "much 
less" than on standard .broadcasting. 
However, he went on, F .M. sets do 
not stay in tune as well as regular re
ceivers unless an automatic frequency 
control attachment is added, which 
adds to the cost. 

RADIO SETS IN PRIZES FROM TEA COMPANY 

300,000,000 RECORDS 
Manufacturers of gramophone re

cords in the United States expect to 
sell 300,000,000 recordings during the 
current year , 1946. There a re more 
than 100 manufacturers of records in 

the U.S. and their production will be 
80 per cent. popular and the balance 
classical and children's records. It is 
said that sales would rise to nearly 
500,000,000 if :production facilities 
were available. 

Covering Queensland, we mean. 
~~you try to cover the Queensland market without using the five stations of 

e Queensla!id Network, you'll only have a job half-done; because in some 
?f the most importan~ cons~mer areas in Queensland the local Q.N. station 
is the ONLY commercial voice Which can be heard. 
~f you .use the five stations of the Queensland Network. then you can reach 
immediately four-fifths of the total population of the State - and that's 
coverage! 

411Jl/lllt/1~ 
:. """'l"I' MECBOURNEo P. G. S•'""°"• """ " '"'" 18 Q•"" WI' SYDNEY: F. Thompson , Asbestos House, 65 York Street. 

BRISBANE : Station 4BC, Wintergarden Theatr e, Q ueen St r eet. 
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MARSHALL FIELD ON ADVERTISING 
(Continued from page 17) 

national and human relations. After 
all if the public doesn't know what 
ad~ertising really is 'what basis will 
it have for believing or supporting 
programs which might be entrusted to 
advertising?' 

"He sees two main obstructions: few 
people outside the advertising busi
ness know enough about it to speak 
up for it, or are willing to speak up for 

it· and the public judges the business, 
ii{ spite of all the 'creative ~nd pra~
tical genius that comprises (1t) ... m 
terms of its worst fractional elements.' 

"To emphasise the first problem, 
Field pointed out that all other bus~
nesses and professions have their 
champions and their critics, but only 
advertising has 'the type of critic who 
would literally like to criticize you out 
of business.' " 

Showmanship 
Salesmanship 

• • • • PLUS 

• • • 

With all 3XY programmes, the combin
ation of these two factors adds up to 
the cheerful ringing of the sponsor's 
cash register. If it's results you want 
. . . try sending your sales message 
through .. 

163 Spring Street, Melbourne. Sydney Rep. : Mr. Rick Barnes 
42 Pitt St. Phone: 86315 Central 6612 

PROOF of 

SELLING POWER 
is shown by the assurance with which Spons~rs renew on this 

Central Coastal Queensland Station. 

They are satisfied with 4BU's efficient and effective coverage of 
this great Rural Market. 

4BU will give you that satisfaction too. 

4BU BUNDIBERG 
A UNIT OF THE MACQUARIE NETWORK 
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"Public impressions of aci.vertisin 
which Field thinks do the business nG 
good: 

'That it increases product cost ~ 
the extent that it hurts the consumer 

"That it is wasteful 'economicau 
and socially. · 

"That it is predomina;:itly vu1ga. 
and in bad taste, corruptmg our cuJ. 
ture or misrepresenting it.' 

"That it is too flambuoyant .. . oc. 
casionally misleading.' 

"Says he: 'If (these impressions 
are based on facts, we rrmst elimina 
the unjustifiable causes and interpre· 
those that ARE justifiable so that the 
make sense. Good public relations fo. 
a business can't be built by ignorin 
the factors that created the need fo. 
a public relations program in the lk· 
place." 

"The public does not understanc 
some things about advertising, h 
maintained. Examples: how natura . 
logical and deep-rooted it is; what a 
complicated business it is and ho 
much technical competence it re. 
quires; how it operates as a sellin. 
aid. 

"Who's to do the PR job? 'Every. 
one who has the slightest interest ir. 
and concern for, the future of th 
business. How?' . . . By acquirin 
the friendship and support of . . 
people who are critical of advertisil: 
or apathetic to it because they do nc 
understand how it works; ... by th 
enlightened application of sound ad
vertising principles; by the two mo~· 

pressing social problems of. the day
expanding the economics through JD· 

tensive merchandising and keepm. 
the peace by channeling the socia 
service contributions of wartime ad· 
vertising into new areas.' 

"For one thing, Field would like 
see the young people of the U.S. give. 
a chance to understand how adver· 
tising works. Misinformation an 
lack of information, he thinks, are th 
cause of the so-called 'consumer prob
lems.' But he had a constructive wor 
there, too: 'the most effective answe 
to co-operatives lies not in damnin 
them but in exami·ning and adjustin 
the conditions which create the ar· 
parent need for co-operatives.' 

"He cautioned, too, that it shOU· 
be made clear that advertising is 11 

the exclusive property of 'big busine. 
Emphasis on the development c 

an increasing number of wen-cor. 
· ceived SMALL advertising progran: 

er.· can I am convinced, open up an · 
tireiy new area in which friends ar. 
supporters of advertising can 
found." 

BRIEFLY This • • • • 

TWO Macquarie executives, Mr. F. J. 
• bes and Miss Joy Morgan, aboard 
coo~Marine Falcon" en route for the 
}JeA made good use of their presence 

us his most publicised of ships in the 
· t·fic service when they teed-up a 

paci_al broadcast of interviews with 
peCJ d h" d "b" th sengers aboar s ip escn mg e 

pas ditions aboard. The broadcast over 
on . . t t' oGB last week w~s an m eres mg 
.~rws break. 

• The Nestle's feature "Nick Carter" 
11 hich has long been a feature of ~he 
facquarie Network and co-operatmg 

·rations has been extended to em
brace the Central Western Network 
srations 2LF, 2PK, 2MG and 2LT. 

1 Murwillumbah station 2MW has 
been sleeked up to Bernborough effi
ciency with a new "facial" on the 
building inside and out and a lot of 
.. ew studio equipment installed. 

1 Starnight, sparkling Melbourne 
1ariety with Bob Gibson and his 
.1usic for Moderns has staged a come
back after being off the air for a few 
months. Schedule in four States is as 
Iollows:-

2UW Sydney 8 p.m. Tuesdays, 3DB
LK, Vic. 9.15 p.m. Mondays, 4BC-SB, 
Q"land 8 p.m. Fridays, and 5DN-RM 
~.30 p.m. Sundays. Compere is Doug
las Elliott. 

~I 

• Election results are always a good 
bet for broadcast sponsorship. In Syd
ney 2UE have announced that H. 
Jones & Co. (Sydney) Pty. Ltd., who 
sponsored that stations Referendum 
results, broadcast in 1944, h ave pur
chased exclusive sponsorship of this 
year's Federal Election results broad
cast by 2UE, and on relay to 2GZ, 2KA, 
2NZ and 2LM. The 2UE result service 
will also be relayed under different 
sponsorship to 2KO, 2KM, 2WG, and 
4BK. Hallstroms Ltd., (Silent Knight 
Refrigerators) will sponsor the entire 
results session from 2GB and a net
work of country stations taking the 
key Macquarie station service. Session 
will occupy 3t hours a nd will be re
layed to Central Western Network, 
and 2CA, 2HR and 2WL. 

• Rrural Bank Public Relations Offi
cer Mr. Noel Griffith, whose activi
ties on the Bush Ffres Advisory Com
mittee are well known. advises that 
2MO Gunnedah has purchased two 
"109" wireless sets and two "108" sets 
to assist in the work of the Liverpool 
Plains Shire for bush tire control. 
The BFAC and a sub-committee of 
the Wireless Institute of Australia is 
arranging demonstrations at Mudgee, 
Wagga, Orange . and Grenfell, with a 
view to instituting two-way wireless 
fire fighting communication linked 

~~ 
~ 

"Am I bothering you, Mr. Franklin?" 
Radio News- U.S.A. 

at each main centre with the local 
commercial broadcasting station. 

• World famous American radio
dramatist, Norman Corwin has arrived 
in Australia in the course of world 
tour in promotion of Wendall Wil
kie 's concept of "One World" . . The 
ABC has charge of his Australian 
visit. 

• Vacuum Oil have bought "Opera 
for the People", expensive Hector 
Crawford production with high rank
ing cultural values. 

• Knox Drug (Cystex) will not be 
renewing contracts for Mr. and Mrs. 
North, the Grace Gibson Radio Pro
duction, after this month. Present 
policy of the company is for a cam
paign of spots. 

Big Fight Broadcast To-day 
The Major Network s·ecured the ex

clusive re-broadcast rights in Austra
lia of the ringside description of the 
J oe Louis-Mauriello fight in New 
York on September 18. 

It will be heard in Australia to
day, September 19-12 noon on the 
East coast. 

The service comes under exactly the 
same circumstances as the Louis-Conn 
fight for which the Major Network 
also secured exclusive re-broadcast 
rights-it will be relayed on landline 
from New York to San Francisco, via 
Trans-Pacific telephone circuit to 
2UW Sydney, for relay t.o interstate 
stations of the Major Network. 

Major Net. Tennis Cover 
Arrangements have been made to 

broadcast descriptions by Eric Welch 
through the Major Network of the 
three days' play in the finals of the 
Davis Cup at Kooyong, commencing 
December 26. Welch will be aided by 
a former Australian Davis Cup player. 
Prominent tennis stars will also be 
featured in commentaries on the play. 

These broadcasts will be sponsored 
in their entirety by A. G. Spalding 
and Bros., who sponsored Eric Welch's 
de.scriptions of the Australian Tennis 
Championships in Adelaide last 
J anuary. (Agency: J . Walter Thomp
son. ) 

Mr. Eric Wood, manager of 3UZ 
Sydney office, is now installed on the 
ninth fl-oor of AWA Building in York 
Street, having completed the office' 
shift from 49 Market Street. 
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BROADCASTING BUSINESS 

4BH BRISBANE 
Pere Miller's Beauty Salon, 62 weeks, 

Sundav morning half hour, renewal, "Invi
tation· to Beauty." Edmonds AdYertising. 

Bentlev's Hairdressers, 52 weeks, 15-min. 
'vo1nen's~ session, "Hair Style Hannonies," 
:\!onday, Wednesday, Frida>·· Littleton
HarYey-Si1nn1ins. 

3KZ MELBOURNE 
Antoine Kershaw, photographer, 52 x 15 

111ins., selected recording·s, "Antoine Ker
shav{ Presents." Sunday evening·R, com
n1encing October J 3. 

A further twelYe months campaign for 
Rhu Pills was arrange.d early in September 
throug·h Paton's Advertising and 'vill be 
broadcast on 2BH, 2GZ-KA, 2llvV, 4BC-SB, 
4MB 4RO 4GR 5AD-PI-MU -SE, 5DN-RN, 
4AY.' F'roiran1s 'are "\Valt7. l\Je1nories" and 
":\Iusic in the Air. " 

3DB-LK MELBOURNE 

Stephanie Deste Beauty Salon, 36 x 10 
n1in u tes, 3 p.111. Thursdays. 

0-So-Lite Flour (Claude Mooney), 52 x 
~. · h ours, rene,val, dra1natic feature, "For 
Rich er, For Poorer," Saturday nights, 6.30. 

\¥rightcel, cellophane manufacturer (Gold
bergs) rene1rnl, 52 x 1 hour classical musi
cal fe~ture, "The H our of Clutrn1 ," Sun 
days 9.30 p.m. 

3AW MELBOURNE 

Turnley's Hairdres;:;;ing and rroilet S up
p lies, Fred Tupper' s Saturday Night Spor t s 
Resume from 6 to 6. 30 p.m. 

Tandaco Paeking P ty. Ltd. (Tandaco 
D esserts), 5 half hour s weekly, John Masters' 
"Choice of the People" Monday through 
F riday, 4.30 to 5 p.m. 

JK,t. efiiel Enginee'i, 
MONEY IS INVESTED NOT SPENT WHEN YOU 

PURCHASE "RADIONIC11 EQUIPMENT 
Whether it be spares or complete equipment 

contact 

RADIONIC ~PRODUCTS 
MEADOWBANK (SYDNEY) N.S.W. 'PHONE RYDE 243 

For all Equipment and Replacement Parts 

Contact 

HOMECRAFTS PTY. LTD. 
THE RADIO SPECIALISTS 

To the Broadcasting and Allied lndustries

Homecrafts can supply you with those replacement 

parts you require with a prompt and efficient Ser

vice. There is no delivery delay when you entrust 

your supplies to 

HOMECRAFTS PTY. LTD. 
Branches in All States 

Head Office:-MELBOURNE, 290 Lonsdale Street, and a t 211 Swanston Street, 
Melbourne, 139 Moorabool Street, Geelong, 307 Sturt Street, Ballarat; 100 Clarence 
Street, SYDNEY, 26 Hunter Street, Newcastle; 247 Adelaide Street, BRISBANE, 
140 Adelaide Street, Brisbane, Toowoomba, Ipswich, Dalby a n d Rockhampton, 
Qld.; 161 Pirie Street, ADELAIDE; Hobart. Launceston and Burnie, TASMANIA, 
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MINISTER QUESTIONS 
RESTRICTIONS ON 
BROADCASTING 

The need for restrictions on broad. 
casting in South Australia was ques. 
tioned recently by the Minister fo 
supply and Shipping, Senator Ashlei: 
"As far as can be judged," he said 
"no coal saving of any significanc~ 
can be achieved because of these re. 
strictions and I wonder whether thc1 ~ 
is any actual necessity for them or 
benefit from their imposition." 

F.M. RECEIVER FOR £10! 
A paragraph which appeared in a 

recent issue of an English trade paper 
goes a long way towards exploding 
current ideas that production cost on 
F.M. receivers must be necessari! 
high. It is reported that Frank Murpbj 
Ltd., of London, are now showing a 
prototype of a table model F.M. re
ceiver to be sold between £10 and £12 
retail, including tax. This receiver 
will allow a 25 per cent. discount t-0 
retailers and carries a 12 months 
guarantee. Production of this Murphy 
F.M. table set is scheduled for Sep
tember, and console and radiogran: 
models are planned for later pro
duction. 

ARMY RADIO IN JAPAN 
The Australian Army Amenitie 

Radio Station WVTV located at Kure 
Japan, was opened by the Comman
der-in-Chief of the British Common
wealth Occupation Force, Lieutenan· 
General H. C. H. Robertson, on Fn· 

day, August 30. 
WVTV uses a 200-watt transmitter 

which has been loaned by the com
monwealth Government and the 
troops located in Japan have bee~ 
provided with 1,600 battery and elec
tric receivers by the Amenities Ser
vice. 

S.A. FAREWELL to 5DN G.M. 
l<'riday, Septem ber 13, Station 5D>= ga 

a cocktail p a rty to farewell Mr. Rand. 
\¥hite w ho leaves shortly to take up h 
position a s m anager of 3AW Melbourne ~' . 
the V ictoria n sect ion of the Macqu a rie :-;e · 
work, a nd to welcome Mr, J. S. L a rkin, u· 
coming general manager of 5DN-RM . 
S.A. The party was held at 4.30 at the R11 

mond Hotel a.nd the guest s included. 
addition to Mr. White and M r . Lark 
Messrs. Wm. Queale, chairman of di rector· 
H. R. Pinker t on and A. L. S lade, direetn ~ 
C. C. W"icks, m anager 5AN- CL- CK 
McDonald, m a n ager 5AD-PI-MU- SE : .' 
B atten, m a nager of 5KA-AU; F . \V. Ar110• 

Deputy ·D ir ector Posts & T elegr a ph>' 
De Cure, Chief Radio Inspector; R. W. Pal• 
editor Radio Call ; a dvertising a genc r nia. 
ag·ers Maurice McClelland, Alan A . j\fa~~ 
Clem Taylor, Lloyd Wilson, Aus t in J3t~ 
and George D icker, ancl executives of · 1 

tion 5DN. 

A. G. Warner Reviews Manufacturing 
Advances Before Science Congress 

A warning against over-estimation of the immediate benefits to be gained 
... recent advances in manufacturing practice was sounded by the Hon. A. 

frOau L C - d' t f ' G Warner, M. . ., managmg irec or o Electronic Industries, Melbourne, in 
' address delivered on August 26 before the Economics Section of the Adelaide 

~nience Congress. A brief summary of Mr. Warner's remarks on FM and tele
~ ·on was given in "C.B." 5/9/46 on page 26. 

VI I 

The address was entitled "Recent 
Advances in Manufacturing Efficiency" 
nd commenced with an interesting 

cross-section of present-day engineer
ing trends. With this as a basis Mr. 
warner proceeded to an economic 
nalysis of the effects of recent im

provements upon industry and the 
eneral price structure, and strongly 

emphasised the inhibiting effects of 
high taxation. His remarks included 
ome interesting observations with re
pect to F.M. and television although 

bis address did not deal primarily 
\\ ith radio or electronic activities. 

Ar. Warner said, "I believe that the 
increases in efficiency in manufactur
ing plants are being over-emphasised 
and are causing a political and per-
onal hope of much better living 
tandards plus a considerable reduc
on in working hours, which com-

bination can, I believe, only be 
chieved over a long period." 
He then went on to review a num

ber of advances made in the metal
orking and other aspects of engin
ering and referred to work which had 

been carried out with respect to tool
making, oxy-acetylene cutting, cen
trifugal casting, die-forging, arc-

elding, glass-making,, the manufac
ure of agricultural machinery and 

tin-ware, wood-working, dry-battery 
nd electric lamp fabrication and the 

clothing industry_ Plastics then came 
under consideration, and Mr. Warner's 
r marks are of co-nsiderable interest:-

.. The moulding of ordinary phenol 
owder which is usually referred to 

'Bakelite' (although bakelite is a 
rade name) is a comparatively old 
~dustrY-about twenty years-and 

fore the war had found a place in 
ca~ustry for the manufacture of radio 
"' mets, handles for electrical equip-
...ent as . 
SO f ' an insulating material and 

orth. ' 
"The technique of the die-making 
relatio t · Unpr n o it has not shown much 

-an~vement, although there is talk 
SOfter mostly talk-of making dies of 
race by~et~ls and hardening the sur-
p a · anous means such as chrome 

m~ . 

The spea ker then proceeded to 
analyse the economic and industrial 
implications of the advances which 
had been effected: -

"It has to be borne in mind in deal
ing with the previous industries that 
increased rates of production brought 
about by automatic machinery do re
duce the process worker's t ime and 
therefore reduce the number of lower 
paid process and semi-process work
ers but at the same time automatic 
machinery requires a much greater 
expenditure on capital goods. For 
example, automatic lathes as against 
turrets-£2,000 as against £250-elec
tronic heating equipment for mould
ing processes, £2,000 each, and so on. 
This capital expenditure finds its way 
into the pockets of design engineers, 
tool makers and other highly tech
nically skilled people because all costs 
except rent, interest and profits are 
always wages. The cost reduction, 
therefore, is usually very small, but 
fortunately it removes from Industry 
the necessity for a number of process 
workers and makes available a nearly 
equal number of jobs for more highly
paid and more-skilled employees. 

"This factor in industry is, as yet, 
little appreciated. There is a feeling 
that mechanisation causes unemploy
ment, whereas it really diverts em
ployment to the more highly skilled 
people and makes available more 
goods within the same pay envelope. 

"I believe that the introduction of 
standard costing by industry will, 
,over a short period, achieve almost as 
many benefi ts, if not more, than the 
technical advances which have been 
made. In the past, job costing has 
merely told management the total re
sults- sometimse many months after 
the job has been under way. Under 
the new methods of standard costing, 
it is possible for management to know 
to-morrow the efficiency in production 
of articles in each department to-day." 

In the concluding phase of his ad
dress, Mr. Warner gave a detailed 
analysis of the costs which go to make 
up the selling price of a radio set and 
showed that, for an equipment :Uade 

to sell at a h ire-purchase price of 
£110, only about £20 represented prime 
labour costs which would be affected 
by improvements in manufacturing 
technique, and of this, t he nett effect 
probably represented on ly a very small 
percentage of the whole. 

He then drew attent ion to the fact 
that the greater proportion of a given 
selling price was made up of distribu
tion and selling costs, which were not 
affected by technological advances 
such as those dealt with and, conse
quently, no great improvement in the 
standard of living could be anticipated 
"merely by a few .techn ical advances 
in a few isolated processes which, in 
the main , are only applicable to prime 
production costs." He concluded his 
address by saying: -

"My contention is, I feel, borne out 
by an examination of our total Aus
tralian productivity and our total 
Australian tax position. The total 
Australian productivity - when ad
justed to a price index-that is to say, 
not measured by th e shrinking 
measuring rod of the Australian 
Pound-shows an increase in total 
productivity per annum measured in 
decimal points per cen t . 

"The taxation burden-about £350 
million and a productivity of about 
£1 ,200 million indicates that the pub
lic buying of the products of industry 
is reduced by approxim ately 25% 
either by the method of taking the 
buying power out of the pay envelope 
(income tax) or, alternatively, by in
creasing the cost of sales by direct 
levies upon industry, i.e. land tax, 
payroll tax, company tax. · 

"I believe that the above two argu
ments offer proof that the majority 
of processes and functions which go 
to make up our standard of living are 
still performed in the old way and 
still take the same toll of our time 
and that we cannot hope that our 
total overall efficiency will increase by 
much more than the present average 
of about 2:!% per annum which is the 
figu re which has been calculated by 
many statisticians and economists to 
be the increased efficiency per man 
hour per annum over the last fifty 
years." 

SLIGHT IMPROVEMENT FOR S.A. 

W i t h the r e imposition las t week of restric 
ti on s of power, after a brief respite , broad
casting times were m ade a little more gener
ous. R adio receiver s ca n be used between 7.30 
and s.:rn a .111. , 10 a . 111. and 1 p.m ., and 6 p.111. 

and 9.30 p.m. on weekdays. Satu r days the 
tinws a r e 7 t o 8.30 a .111 . and 3.30 to n.30 
JJ.m . and Sunda>·s fr0m 10.30 a.m. to 1 p .m . 
nnd (i to 9. 80 p .m. 
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NEW IDEAS ON BROADCASTING 

TECBNiqUE 

Some interesting new thoughts on 
broadcasting systems and techniques 
were reported recently in "Broadcast
ing" (USA) when reviewing a publi
cation "Tailor-Made Broadcasting", 
prepared for distribution to the FCC 
and broadcast industry leaders by 
Wilfred Porter, US radio consultant. 

Mr. Porter's major thesis is that the 
adoption of such a system, which he 
points out can be technically achieved 
by airborne FM stations or several 
other methods as well as by multiplex
ing, would · provide an effective pana
cea for many of the ills of present
day broadcasting. For the listener, it 
would mean a chance to hear the kind 
of program he wants when he wants 
it; the broadcaster would have more 
channels and hence more time at his 
disposal, both for commercial and for 
public service use; ·advertisers would 
be enabled to buy special selective 
audiences as well as the mass audi-

According to Mr. Porter, wartime 
technical developments in multiplex
ing make it feasible to broadcast from 
20 to 40 programs simultaneously from 
a single transmitter, or to relay them 
across the country on a single carrier 
wave, and may form the basis for a 
new system of broadcasting. 

*========================-~=============-* 
CENTRAL QUEENSLAND\ 

Offers a rich market for all products, and the 
best way for advertisers to tell of their wares 
is by using the radio station with the huge 
coverage. 

4LG ~ENTRAL QUEENSLAND 
Owned and Operated by LONGREACH PRINTING CO. LTD., 

LONGREACH 
Sydney: FRED THOMPSON, B 208.5 
Melbourne: STANFORD ALLAN, Central 4705 

*··~ ==============================~* 
Representatives: 

* Feature: 
"20th CENTURY HITS IN CHORUS" 

Featuring the Dan Hardy Serenaders 

* Sponsor: 
Kl NGS MUSIC HOUSE 

77-81 Queen St., Brisbane 

* Station: 
4BK-4AK 

Quarter-hour 7.45-8.00 p.m. Fridays 
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If the product is marketed in Queensland, our thirty 
years' experience of Qld . territory and media could 
be invaluable to Southern advertisers and their agents . 

ACCREDITED AGENTS FOR PRESS. RAD IO, THEATR E SCREENS, OUTDOOR. PRODUCTION. 

Jl/HNS'Tl/N JllNIS ADVFllT/SIN& 
EXTON HOUSE. QUEEN ST .. BRISBANE 
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ence now offered by the networks· 
minority groups would have greate 
opportunity to broadcast their speciar 
pleas. · 

Among the new services Mr. Porte 
suggests are: "Classified networks. 
which would broadcast news or cJas. 
sical music or dance music or other 
programs of a fixed type throughou• 
the complete broadcasting day, so th 
listener desiring that type of radi 
fare could always get it by tuning in a 
particular wavelength; "Repeat net. 
works" to provide each commercia 
network with a second channel fa 
rebroadcasting the previous day's pro. 
grams, enabling listeners to pick up 
programs missed the day before. 

A third new service is "Selecti1e 
networks" which would carry pr0• 

grams having a strong appeal to 
limited audience. At present giver. 
little time because of their limited 
appeal, such programs on extra chan. 
nels would not only find audiences bu• 
would be readily salable to sponsor 
at appropriately lower rates than fo. 
the major commercial networks, Mr 
Porter believes. 

Educational and public service pro
grams might be broadcast on "Gov
ernment networks." On the local leve: 
in addition to channels for local sto· 
tions there would be newspaper fac. 
simile channels and possibly local civ1 
channels to be available for commur.
ity matters. 

To operate his system, Mr. Porte. 
proposes that a management corpora· 
tion be established jointly by net· 
works and stations, with control hel 
equally by network and local statio 
operators, and a third voting intere 
given to the FCC on a non-ownersh1 
basis. "This management corpora· 
tion," he says, "would obtain license 
from the FCC for the Classified, Se· 
lective and Government networks, a 
for the Repeat networks and cJea 
channels of the commercial chains. 1 

would handle t ime charges for the 
channels and render payment to th 
operators of the multiplex transmit· 
ters a·nd relay systems. It would allo
cate time on these channels equitab 
among existing network operators an 
would arrange for sustaining pr 
grams on the Classified channels.'' 

Mr . Porter suggests that time. 1 

programs be allocated on the b.asistb 
a continuous listener survey, with. 
most popular programs being gt\ 
the choicest times. 

ADVERTISING AGENCIES 
Guest s of h onor :lt the monthly lunclt .. on 

of the V ictor ian Institute of A d vertising, 
held in Melbourne o n T hurs d ay, September 
12, were C )Til R ichards a n d Madge Elliott. 
Mr. R ic h ards briefly spoke on "The Future 
of the Theatre in A u s tralia " and mad e ;,. 
~. trong appeal for the e s tablishn1ent o f 
111unicipa1 the;::,i_tres in A u s tralia . 

F our A 's (Federal) will p r esent " t h e 
'ror 15%" to the new s p aper p r oprietors 

,he forthcom ing half-y early con f erence 
·he ANPA. 

1 .. 0 ·u>:encies wer e admitted to member· 
. "ol' th e AAAA ( F ederal ) at t he Federal 
hlcu t i n 3 ineeting in Melb o u r n e r ecently . 
: ,. a r e s. A. Maxwell a n d Staff of S y d ney · 
, · ;\oble B a r tlett of Brisb a ne. 

ie F ederal Ex_ecuti_v~ o f the A ustralia n 
~.., , eiation of Actve!·tis1i:g .. Agencies (Fed
. , ). " ·hich h ad its . m1trnl me'etin g in 
1• lhourne recently, w ill m _future meet 
. .. ,. two months a lternately m Melbourn e 

·~ycl ne.r. 

' !"' t>~~don for Sophisticate:-;. '' a ~ hour on 
il HR eYerY Sunday nig ht a t 6.30- pre 
. trd l.Jy Cornelius Pty. Ltd. (fur r iers) 
tures, as the title suggest:-;, recordings 
the m anner of N oel Coward R o n ald 

· .. nka u . Gersh·w in , D ebussy, A n d r e IZos 
.nctz a nd so on. Goldberg s scrip t -wr iter 

dith ·webster was duly elated when the 
.-ption of the session hrou ght her a token 
>ppreciation (des fle u rn) from 2GB m an -

- · tnf>llt. 

l~TERST A. TE ITEMS 

\'ietoria 

"h« -~cl\"ertisin g- Art s Ball "The B all of 
. Year, " will l.Je h eld on Thursda.y, Oc 
.. r 3, a t the S t. Kilda T own Hall in aid of 

• Legac,- C'lu b. Booking p r iorit y is o ffered 
the adYerthdng fratA-r nity a n d reser \'ation s 

be made b efore the p lan is open to 
public. Joi nt s ecretaries are Shelagh 

le of V ac u u m Oil and M arion Goodwin 
Claude Moon e y. 

l'aul. Jacklin. R adio 2UE producer, o n his 
' tnp t o Melbourne after his ,-i si t t o t h e 
· : :e.d States, ,,·a s g iven a \Vann 'velcon1e 

hi~ man;\~ :\felbourne f r iends l ast "\Veek . 
. ~nalJJe P aul t o n1eet a~ lnany as pos s ible 

h 1...: lnrnine~s fr i f·nc1H during his b r ief stav 
· 11ffl't dinner at the H otel Au8tralia ,va~ 
· •ng«cl iJ\· H ug h A nclen;on of 2UE's i\'lel-
1rn~ offi ce. l\l o re t h an fifty of Melbo urne's 

ri·o a nd adYcrti~ing n1en attended an c.l 
rrl fi rst hand of t he lates t tren d s in 
r · l·a~ production . 

\ .1~1 urdern 1nanne<1uin parade, held at the 
" " fhea t r e, Sale, on Septe mber 13 was 

· · :ribecl by D oreen R iley for t h e benefit 
1;st_ener s t o 3'I'R. This is t he firs t p arade 

.'. 11 lhe distric t sin c e the outbr eak of 
« ll cl aroused much interest. 

~~~1 Clear y u f 3IfA ir-; or ganising· t oy-
1, g. among· h er li sten ers for the hospi
dis~~e hopes to h ave abou t 1,000 t oys 

". n bu te enn tu ally and her r oom is 
;rni~g crowded "~ith dolls, d ogs, cats, 

.. ,~t a n d e \-en e le1ihants-all of the to y 
l , fortunately ' 

· 1 hear that "Tiny " Snell, of :JUZ, re
- ~ _some VERY practical presents for 

et s Dar" b f · n of. fl · - a room rom his wif e a nd 
_, was oor pohsh from _ h is daughter ! The 

· "h 1 discreetly soft ened by a p a r cel 
·;1 t~ to each c ont ain ing a pair o f sox 
"h' e broom, a nd a tie with the fl oor 

\ \Y . 
"h ' 8 lll"eJJ<lt ing for the ::\'Ie llJour n e Show 

81 encl of this m onth-Septem ber 10 to 
,. 1e11 a <)uO f 

t . display u n it will p ublic ise 

:\Jr. Ted Moloney h eaded the larg e J. 
\Valter 'I'hompson p arty which attended the 
Jantzen D iving Girl B all at the Grace A u di 
torium o n Sep t e mber 6. 

Miss T hea 'W hite, of J. \Valter Thomp
son'~ M elbou rne o ffic e , has been on a week' s 
visit t o S y dney. Sh e returned to Melbour ne 
by p lane on vV e d nesday, Sep temb er 11. 

In pre-war days , l)ress, rad io and busi 
ness c ircles w ere acc ustomed to r egard the 
a n nual G oldberg Ball one of tlw sea son's 
~ocial h ig·h light s. It '"as not :-;; u rpr ising 
therefore to fin d the fl oor crowd ed with 
happy dance r s at the firn t Gold berg· B all 
since peace nn September 5. at t he ·wen t 
wor th H o t el. S )·clney. The hall wa s attended 
by m ore t h a n 400 merrymakers, inc luding 
clients , the Goldbe1·g staff anrl fr 'ends and 
r a d io and preBs assoC' iate~. A t t he offieial 
table (flower s bedecked in th e lJes t style) 
were l\I es Rn., . l\L P. Aron~on , \V. A . D onner, 
S i(lney F a (· t n r , G-len \Vei lJel, A. C . Sha\V, 
Frank T a ylor , Lionel Dar f', Senator F oll, 
L . G oldstein, A. G. (;han1be1·s- and F rank 
Goldberg himself. 

11r. l\!aur'f'e P . '.:\fro(;Jellanc:l . nuiuag·ing f1i .. 
rector o f vYebb - Roh0rt s, McClelland Pty. 
Ltd .. Acle~H i cle . was oYer In Sydnev :for a 
brief lrnsiness trip last week. · 

From our Staff Correspondents 

t he 'talion . P ietures of 3A W personalities 
will decorate the W<tlls a nd t here will be 
demonstrat ions of t he lates t broadcasting 
t echniques a n d equ ipment. 

A t the R oyal E mpire Societv' s monthlv 
lu n cheon held in M elbourne o ,;: S eptemhe.r 
12 tl1e g uest s p eaker \V<L8 nr . .r. X ev:n1an 
l\forris, chairn1an of the Vic t orian Division 
of the R e d Cross Society. H is a d d r ess was 
broad cast from 3K Z, and N or m an Banks 
compered the pres enta tion . 

R ola R adio New s R eel has b e en renewed 
on 3X Y for a fu r ther 12 m on ths, and w ill 
be r elayed t o 2UE and 5AD . Paton's A d 
v ertis ing handl e the a ccount. 

V ancle r V e ld e Ov ticHI Sen·iee" . El,te r n 
wick. have t a k en 100 \vorc1 a n1wu1H'en1ents 
in P enelop e's s oHsion 011 3·uz ancl fiO \Yor(l 
ann ou1H .. '.-e!Tl ent~ in 3X ir ' ~ won1e11' ~ He~Hi o~1s. 
The accou nt is serviced b y Patnn':..; Ad vcr 
tisi 11 g. 

" H a clio Itevp,ls, " l> r ua<lc<l f.'. ( lJ>' :1~'(Y fro rn 
the Cath edr al Hall, ~holho tJ1· 11c>, 8aturcla)·H 
a t S.15 p .n1. if' sponsored l1 ~- B eville'::-; China. 
and C r y s t a l Stort' , of Bnurk p S treet, effec 
tive August 31. Paton's Achedis ing service 
the accou n t . 

Kiernan a 11d C o. , fur lliture \Var('1UJUfH-) , 

h a Yo taken fou r q u art er -hour scHs ion s 
\Veekly in the \Vo1nen' s sesHion fro111 3T R 
Sale a t 2 ll. 111. "~Ion1ents of l\.lelodv" w ill 
l1e b r oadcas t on Tuesday s . W ednesdaYs and 
F ridays, a n d " M usical Mem o r y Te~t· · on 
Fridays. vV. J ohn Haysom hanc1les this 
account . 

A fter length~- n eg'otiati011 8 \Yh :ch c onclud 
ed on!;-· thr ee clays prior to tlw first llroacl 
ca:;.;t, 3J{ Z 's i1u1nnging d"irl'etnr , l\.fr. S~-cl 

l\Inrgan, fina li8e-d arrangern(?-nt ~ on behalf 
of hi~ station for the broad c:a ~ ting of d(~ 
scriJ) tions o f t h e V ictor ian Lea gue semi 
finals , final a nd grand final from t h e Mel
b o u rne Cricke t Ground on September 7, 14, 
:n and 28. Wardrop " My Tai lor," ' w h o for 
so1n~, :'l'f'ars has sponsored df'scriotions ea ch 
Sa turday of Victor ian Leag u e foothall 
n 1at che.s. is p r esPnting- these :-;1-)ec ial b r oad
casts h andle d h y 3KZ 's r Pg-u lar football 
eon1 1nentator~, ~orrnan Ban kt~ a n d J ack 
Creen. 

queensland 

Camp b ell A d,·ertising advise that t h eir 
cli e nts Air cr afts P ty . L td., A r cherfielcl. a re 
vublicisin g the ne\v a ir s ervices Brisbane
Casino- Gr afton \vlth 25 "\Vor d announce
ments on 2GF. A ls o that Independent O il 
Indust~·i es h a \-p exten ded th eir a d«ertis ing 
campa ign to 4B U for twelve months. 

H owards L t.cl.. Arlelaide Street, Brisbane , 
have co1n n1en ced a n ex tensiYe ::t.clvertig;ng 
c a mpaign of thei r p r or1uct s. in cluding t he 
Chas . Hope Cold-flame refrign·ators, with 
100· v.·ord an11ouncen1ents in e-Br l1· n1 o r n in o-
session s o n stations 4CA. 4TO. 4M K. 4DU~ 
2LM, 2M W a n d C.13.C . s tations. Contract 
is for 12 months and i s handled lw Le Clra nl1 
A d vertis in g . · 

New E r a Products , Geo r 2·e Street, B ris 
han e, throug h C ossey AdYertising·. han• 
commenced radio ad,·ertis ing· o n 4DK / AK 
to.r t heir radio , el.,,ctrical and fu r n iture Jines 
w1th ft ,,·eekly h a lf- h our ·of popular nn1s ic 
10.30 a..rn . S u ndays. 

R obert H a r per & Co . Ltd., fl our man u 
facturers, Albe rt S t r eet, Bri s liane , who 
ha v e only r ecently b ought in to radio a d 
v e rtis infF, have found t h is s o successful o n 
4CA that t h e c a mpaign has b een ext e11 derl 
to 4TO w ith e ig h t scatter a nnouncement s 
daily for six d ays weekly. 

The Qu eensland Centra l Executive of t h e 
A u s t. Labor P arty h ave once again p laced 
their Federal election campaign with N a 
t io11a l Adv ertising w h o have been handling 
t h is w ork for a g r eat n u mber of years. 

l\fr. N or ma11 Rock man, a director of R ock 
man_·s Ltd. , Melbourne, p a id a hurr ied busi 
ness t r ip t o Brisbane early in the month. 

B ill D iamon d , manag·er 2MW, spent s ev
eral da..ys in Brisbane la s t week polishing 
l'.P his old tech nique and cutivating a n ew 
!me m order t o cope w ith S y d n ey wolves 
and " Twentieth Centur y F ox e s " w h en he 
vis its the harbor city this week. 

E le v e nth birthday of 4IP w as celebrated 
on September 2 wi t h a s pociall)• p rese11ted 
rad io ])Ja :y "Thr ough i\.fy \.Vindow" by the 
Tpswich L i ttle T hrn trc S ociety. l\lany well 
k nnw n lucal artis t s assisted w ith the liirth 
<la>· program. A let .ter o f congratulatio n was 
re('eivcd from the H on. J"ns . '.B' r a ncis, M .P., 
a nd s p cl'ches w e re broadcast 1,y A ttor ney 
U c n eral (Q. ) Mr. D. A. Glcdso n, M r . .T. 
Don a ld , l\I. L .A., anc1 the :\Iayor, Aid. J. C. 
::Yl innis, paid tribu t e to manager Mr. vV. 
J ohns on and his s taff u pon the effi.ciency 
and happy a :::sociation s a t ·HP . rrhe e ven 
i n g was concluded with SUJ!per a t the Capi 
tol re,;tauran t in Ipswich . 

E d w a rds & Lamlt, departmen t " t o r e , w ill 
sponsor "Star Night" o n 4BC. T h is h alf
irnu r variet y sho\V ·will be b roadcast a t 8 
p .m . ev c·r y F riday. T h e account is h andle d 
h )' ::\'ohle-Ba r tlett A d ver t isin g . 

Lo \ve:-: H0111e Fur n isher s, o f 'T' he ·valley, 
Dri:~;Jmnt , \Vho have fo r se veral y ears spon
s or e<l t he " M dod)' H our " at 1 p .m . every 
S unda>r nn 1-BC, 4SH an(l 4n R , h ave renewed 
their c:on traets on all three stations f or a 
fu r ther 12 months t h r o ugh Noble-Bar tlett. 

Peters Arctic De.!ica c y Co. Ltd. have 
signed for 208 x '; h ours on 4B C t h r ough 
Noble-Ba rtlett Advertis;ng . The time chan
n el_ is 8.15 p .m. M onday to T hursd ays in 
~lusiYe . T h e s e rial " T he Three Musketeers" 
w ill be f eaturnd from Mondav to Wednes
day and on - Thursday n ig]1 t~ . "Pop ular 
F allacies " \vill be u~cd. 
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Four A's secretary John Humphrey flew 
r,cross from Melbourne to Adelaide after 
the Federal Executive meeting and after 
five days in S.A. flew direc t back to Syd
ney. Coincident of the trip, he thought, 
\Vas his "near-1nissin g" of Randal White, 
whom he saw boarding a p lane at Archer
field both on his (Humphrey's) arrival and 
his departure from Adelaide. 

Alan Nichols of O'Brien Adv ertising, l\Iel
bourne, is now installed in his new office. 
"\Vhen " C.B." called, the curtaining had not 
yet been draped over the walls-sound
proofed with some grassy substance which 
is deadly to hay fever sufferers, we 
understand! As Len Bishop is a victim to 
this complaint, h e is seldom seen in these 
o ffi ces, which are a long the passage from 
t he main set-up Fortunately Ala n himself 
is impervious to t he wog of sneeze and 
snuffle! 

Ken Stanway, ex R.A.A.F ., is now w ith 
Geo. Patterson's, Melbourne, as copy writer. 

Good luck to Lillian Sydney Stevenson, 
daughter of G. Stevenson, director . of the 
Steven son Advertising Service, Melbourne . 
Lillian has recently become engaged , and 
is to be married v ery shortly. 

Harper "\Vilso n, in charge of radio at 
U nited Service Publicity, Melbourne, has 
l'eturned after a fortnight's illness. 

Edward R oss vVebster, recently appointed 
radio manager at Paton Advertising, Mel
l1ourne, is settling in to his n e\V c1uarters . 
He is already feeling· quite at home and it 
won' t be long before h e learns that Mel
bourne radio is a very happy arid hospitable 
family. 

Cr. 0. J. K ilsen, managing director of 
3UZ, and Mrs. Nilsen plan setting o-ut from 
Melbourne on September 22 for a month's 
holiday trip to B risbane to visit their 
daughter , and they will s top off at Sydney 
for a few days on the return journey. 

Ray G lasson, of Goldiberg· Advertising-, 
:11elbourne. w as ver y successful in t he P . 
and A. Parade recently whe n h e sang in 
such a way tha t he is attracting all the 
Bobby-Soxers, and has a terrific fan m a il. 
We understand that it is quite unsafe t o 
say "Hubba-Hubba" anywhere in the 
vic inity, 

Ted Parker, s ecretary to Goldberg Ad
vertising, recently visited Sydney on a short 
bu$iness trip. 

S y d Morga n , managing director of 3KZ, 
has recently returned f rom a few clays' trip 
to Mildura. 

Mr. Maurice Chapman , manager of 2CH, 
~.nd Mr. Humphrey Bishop, producer for 
A.\¥.A., recently visited Melbourne on a 
business trip. 

M r. Shelley Garner owing to indifferent 
health has resigned his position as i>:eneral 
manager of the Perth branch of F. H. F auld
ing & Co. Mr. F. A. Yeates has arrived 
from South Australia with his appointment 
of acting general manager for Perth. Mr. 
Garner will rema in on t he, directorate. 

His many friends in the radio and b r oad
cas ting industry will be interested to learn 
that Roy Edwards has rejoinecl tlrn edi
torial staff of Mingay Publishing Co. During· 
h is absence of nearly five years, Roy saw 
se.rvice in Australia and New Guinea as a n 
Army Signals equipment liaison officer. 

Con1mercial News 
REGISTERED COMPANIES REGISTERED FIRMS 

Biber' s Radio Prodactions Pty. Limited . 
-Reg. 12/ S/46. C'ap.: £10 ,000 in fl shares. 
Objects: To carry on the b usiness of pro
ducer s of radio plays an d entertainments, 
etc. Subscribers: Samu el Biber, Doroth y 
B iber a nd John E. C . Apple t on (1 share 
each). Reg. office : 388 George Steeet, Syd 
ney. 

Stanford All a n Ltd., newspaper, r a dio 
and teleYision b r oadcaster s ' representat.ivPH, 
etc. Reg-. August 26. Objects : To acquire 
the assets and good\vill of business of news
paper and radio representative carried on 
by S. M. Allan and the goodwill of the busi
n ess of l•J. B. Bell. Capital: £5.000 in [1 
~hares. ~nb~eribe rr-;: fol' 1 ~hare each-Stan
ford Malcolm Allan. Mclho11 rne, n eWHll<l JWI' 
r ep.; Edwin Bexley Bell , Melbourne, a~st. 
newspaper rep . ; E liza l >nri ~ \ Vilma Allan, 
Ascot Vale: Thos. Eve rett Lumb, l\lelbourne, 
solic itor : Millicen t Arl "1a id0 Coclw:rne. :i .. re1 -
bourne, l:::nv clerk. , 

RADIO MINDED 
BANK PRESIDENT 
TAKES PART IN 

B.B.C BROADCAST 
Left to right: Mr. Walter 
Hood, Department of Infor
mation; Mr. John Green, 
Agricultural Liaison Officer, 
B.8 .C. ; and Mr. C . R. 
McKerihan, president of the 
Rural Bank, featured in re
corded discussion 11 Possi
bilities in Australi a" for the 
B .B .C., London. Disc has 
been flown to London . 

Buckley Institute, The, 120 Prince Street, 
Grafton. music salon and radio productions. 
Com. 1/6/46. Proprs. : George J. R edknap 
and Leonard H. Buckley. 

Bob Dyer Radio Advertising Service, 20 
Bligh Street, and 26 The Grove, Balmoral, 
radio adver tising. Com. 15/7/ 46. Proprs.: 
Robert N . and Dorothy Dyer. 

Ke y F eatures: 29 Woodcour t Street, Mar
rickville, production and syndication of 
p resH and radio features. Com. 19/ 7/ 4li. 
.Prop1>s.: Henry F . and Marea C. Cayley. 

BARNES F'REDERIC I. L. IlJ<:PRESlDN· 
'l.'A'l'IONS (AUST.), 12 P itt 8treet, Sydney, 
eon1n1ercia l and inanufacturers' represen
tatives. Com. 2/·1/46. l"ropr.: F rederick I. 
L. Barnes. 

RADIO SC1UPTEHS, 18 l\Iartin 
S ydney, s uppliers of radio scripts. 
8/ 7/46. Propr. : James Joyce. 

Place, 
Coni. 
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CLASSIFIED ADVERTISING 
Advertising in the Claaaifled section 
these columns is at the rate of Sd. per w ot 
Minimum 2/ - . In bold type 6d . per wo~ 
Should enquiries be addressed to th is 0~a 
at Box 3765. G. P .0 .. Sydney, the charge co 
incorporation of th is is at the rate of for 
Nords. Cash w ith order, no charge acco•~ 1 ne unt, 

- 'Pos1noNSVACANT-

l£x1Jeri e n c0d Radio Copywriter wantefl 
Sydney nH tropoli tan station. Reply 
Jetted , s t ating ex peri ence, ag·e, sedan 
pec ted, t o. "1:,xperiTei:)<~e~, · · .. cf- "C?1n1nert: 
.Broadcasting, B ox u 160 CLP.0., Sydney. -POSITION WANTED 

Qu8,lified t t chnician, young, w id o\v, Brua 
cast Opera tom Ticket, . 18 m onths P.'.\J.c· 
12 i;1onths contr ol operatrng A.B.C., 6 month 
transmitter operating "Radio Australi 
then r eplaced . for ex-serviceman . \\"ilii• 
go a n ywh ere. moria Ling, 11 Alfred Stre n_. 
Leichha rdt, K. S.\V. ' 

JULY LICENCE FIGURES 
This tabulat ion of Australian listeners· 

licence figures as at July 31, 1946, gives th, 
totals for each State, and for the Common. 
wealth , and includes free licences to pen. 
sioners, the blind, and schools. Add it iona 
licences, i.e., the number of homes with 
more than one radio, are shown in brackets 
The total monthly issues can be obtained 
by adding the new issues and renewals. 

NEW SOUTH 
New l ssues 
Renewals 
Cancellations 
In force a t 31 / 7/ 46 
Increa se ... . . . . .. . 
Licence % to pop'n. 

WALES. 
5,359 

62,326 
1,274 

554, 153 
+ 4 ,085 

19.02 

VICTORIA. 
New Issues - 3,596 

Renewals .. . .. · ·· · · ".42,095 

Cancellati on s 385 

In force at 31 / 7 / 46 399,91 1 

Increase +3,211 

Licence O' to pop'n. 19.78 
/0 

QUEENSLAND. 

New l ssu es 2,160 

Renewals · · · · ·· · ·· · 19, 125 

Cancellat io ns 706 

In force at 31 / 7 / 46 .. 187,850 

Increase ·· · · · · · ·· ·· --j- 1,454 

Licence % to pop' n. 17.3 

SOUTH AUSTR A LI A. 
New Issues 1,271 
Renewals 15,344 
Cancellations 923 
In force at 31 / 7 / 46 153.634 
Increase -\- 1,168 
Licence % t o pop'n. 24 .32 

WESTERN AUSTRALIA 
New Issues 1,271 
Renewals 10,726 
Cancellations 252 
In fo rce at 31/ 7 / 46 102,983 
l ncrea se -t 1,019 
Li ce nce % to pop'n. 20 .94 

TASMANIA. 
New Issues . . 
Renewals . . . ...... . 
cancellations 
In force at 31 / 7/ 46 . . 
Increase 
Licznce % t o po p 'n. 

611 
5,312 

139 
49,672 
+ 472 

19.91 

New Issues 
COMMONWEAL TH. 

15.088 

Renewals . ..... . . . . 
Cancellations 
In force at 31 / 7 / 46 .. 
Increase 
Licence % to pop ' n. 

154,928 
3,679 

1,448,203 
-\- 11,409 

19.53 

(798) 
(2,6721 

(
(26,594 
<+ 798) 

(31 
(2,221 

(- 1 
(19,116) 
(t31 

(98 
(266 
(28 

(2,862 
( -~70 

(1.418 
(7,371 

(114 
(70,590 

<+ 1,3o4 

I !; \ 
I \ ~I I II ] I 
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B USINESS magnates all over Australia are attracted by 
the ''Pulling Power" of the well-placed V.B.N. stations! 

Thus the cr~am o.f Natio~al' shows enhances the popularity 
of these un1!s w~th maximum audiences the length and · 
breadth of Victoria. Secure wide-spread sales and goodwHI 
for your products throughout We-ste rn Victoria, Gippsland 
and Northern Victoria via the V.B.N. · 



SUBSCRIBE NOW 

to BROADCASTING lliDS ,,. 
--tr·· 
.. f~-- . ' 
{4_ 

which is being printed and will be avt., hie in a few 
weeks. ' 1 

t, 

The "Buying of Time" is playing an important part in the rehab ;~ of Australia in the Post 
War era. Radio is established as part of the home-latest 0 , ,,..tener Licences issued by 
the P.M.G. for the Commonwealth total 1,436,894. When/~ :- ~~ , select Radio as their 
advertising medium they obtain a SERVICE that will imp,· ,!b,e-i /·sales message simultane-
ously to a vast listening audience. · , " 

And talking of SERVICE--
The Broadcasting Edition of the Australian Advertisiri · 
vides all business men concerned in "Buying of Tim . 
tralia. After publication, monthly amendments are ' , ;.e,a.~HJ. 
his copy up to date. · ' 

Setting out in numerical order in their respective st 
stations of Australia and New Zealand, Broadca '. 
essential data of these commercial stations, prov'fl_ 114.m<lP*Sl~!H 
means of reference for the information required/ ,.· , gci'Sfi 
important information with up-to-date alpha be > · Hs.ti'h"g>.Qf · 
details of Recording Studios, Advertising Age ': '';:t'iC..el 
Locations and Frequencies, the Broadcasti . · ,t~ · a· 
which assist in the planning of an advertisin -~ ' .; · · ' 

Yes-with such a collation of material Bro 
whose business involves the "Buying of T.,'. 

/'"" 

MIN GAY 

MELBOURNE (Central 2642) 
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1'fith an accurate and easy 
RDS provides still further 
·'lptions and their producers, 
es and distribution, Station 

ther general details, all of 

a MUST for all those 

£3/3/0 

.COMPANY 

·PERTH (B 5320) 

I'd better duck after this one ... but 

A man I _ know (he's married) 
defines ·a lady driver as a _. 
woman who can rush through 
a 12" aisle in the tinware 
section of a chain store with
out knocking anything off the 
counter . .. and then go home 
and knock a door off a 12 ft. 
garage. 

r • 

· I w?uldn't know, because I don't drive a car ... but women's interests in 
rad10-well, that's right in my line. 
Remember when the women at home hall nothing t o listen t o except records 
;ind chatter? Remember how the daytime serials gradually changed all 
that, and gave them just what they were looking for? ... 
To-day, it's "My Husband's Love," "Hollywood Holiday " Man In The Dark " 
"Crossroads of Life," "Aunt Jenny's Real Life Stories:" "Mary Livingston~ 
M.D.," "The Story of Napoleon," and "Victoria Queen of England" ' 
what a great line-up of daytime features! 
And that's only half the story. The point that m ters is that Every One 
of Those Shows is on 2UW. -
That's reason as at night, 


