A:t, Studio Engineer Verne Williams of CKWX, Vancouver checks the tiny 10-watt transmitter used when weather disrupts
4munications. The two kids find it a bit puzzling. Centre, Ralph Hart, Colgate Vice-President, does a Gene Krupa on his

i’s program “Cashmere House Party”.

Right, Earle Connor, Chief Engineer at CFAC, Calgary, and Beaver winner,

tids by with his remote unit waiting for the exploding of 5200 guarts of TNT benreath a Turner Valley Oil Well, near Calgary.

e
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IEW STATIONS GET OTTAWA GREEN LIGHT

Two Stations Ready To Go And Six Under Construction
CBC Kills Labatt Sponsorship

Sponsor Hypos Program In Press

he Department of Transport
ajust announced that commercial
gises were authorized early last
4th by the Governor-in-Council
feight new private stations.

2 lljkank Ryan has received a license

E=-,pera.te in Ottawa with a power

'kw on 560 kcs; another to the
joury  Broadcasting Co. Ltd,,

7 |'w on 1440 kcs; and a 1,000

b dawn-till-dusker  for Jack

‘Eloman at Verdun, Que., on 990

il Riviére-du-Loup, Quebec, and

Whnipeg, Man., are to open up

4 power of 250 watts on 1400

1l 1340 kcs. respectively, licensees

|# g Armand Belle for the Quebec

[on and J. O. Blick and E. B.

#r for  Winnipeg. Hundred

ers include Dawson City in the

*on (1230 kcs) in the name of

1. Chapman and Oshawa, Ont.,

Jl40kcs), for T. Elliott.

-~ Lnnouncement has already been
e n connection with CFBR,
ikville, and this station has

been made over to its new
wers, Eastern Broadcasting Co.
4, of which Jack Murray is presi-
¢, with Ross Wright as resident
*;lger J. L. Alexander has been
binted national representative
9 Toronto and Montreal.
ﬂ‘)lm Blick is ready to go with

B, Winnipeg and announces the

mntment of Radio Representa-

i Ltd., as his national reps.

1
|
|
|

Although cFrB is no longer air-
ing its “Ontario Holiday”’ program,
under the John Labatt moniker, the
program is still on the air, and
indications are that the “incident”
is far from closed.

Currently the program, a guide
for tourists, is being aired as a sus-
tainer, sponsor identification hav-
ing been removed following tele-
graphed instructions from the CBC,
but Labatt’s are running frequent
display advertisements in the daily
press playing up Ontario scenic
spots, and these ads carry a slug at
the bottom which reads: "Tune In
‘Omtario  Holiday' CFRB 10.30
p.m., Thursday, Friday and Satur-
day".

CBC objected to sponsorship of
the program by the brewing com-
pany claiming that it was in contra-
vention of their Regulation 10F
which prohibits the broadcasting of
beer: and wine advertising, al-
though permission to air the pro-
gram in its original form had been
sought and obtained from the
Dominion, Department of Internal
Revenue (CB February 23), by J.
Walter Thompson Co, Ltd., ad-

vertising agency for Labatt’s. On
the grounds that no mention of the
product or even nature of the spon-
sor's business was made in the copy,
cFrB declined to cancel the pro-
gram at first, counsel having ex
pressed the opinion that it could in
no sense be interpreted as adver
tising beer. However, follcwing
further demands on the part of the
cBC, the program has been aired
without sponsorship, and an appeal
for a clearer definition of the regu-
lation, and a request to permit tne

same latitude to the radio medium
as is given the other advertising
media will be heard by the csC
Governors at thir next meeting.

Speculation as to the outcome of
the affair is rife, and a great deal of
optimism has been engendered by
the statement of Davidson Dunton,
¢BC chairman, who told the press
that: “We are even prepared to
discuss a change in the present
regulations to permit a brewery to
have its name used in a public set-
vice program.”

RADIO A PROPAGANDA MILL

Canadian taxpayers' money is be-
ing used to run a giant “propa-
ganda mill that is running in com-
petition with privately owned radio
stations, newspapers and film com-
panies”, declared Major John Bas-
sett Jr., vice-president and editor of
the SHERBROOKE DAILY RECORD,
speaking at Richmond, Quebec, re-
cently.

The CBC, the National Film

Board and the Canadian Informa-
tion Service, he charged, were all

WWWwW_americanradiohistorv.com

being used by the Federal govern-
ment for propaganda purposes. The
Film Board, he said, was flooding
newspapers across the country with
pictures slanted to show govern-
ment activities in the best possible
light.

“These agencies”, said Bassett,
“are neither responsible to share-
holders, Parliament or the people,
but report to their own chiefs, who
are responsible direct to a Cabinet
Minister. The chain of responsi-
bility is too loose.”
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2 P RESENTS o o « Nine packaged shows ready
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A for local, regional or national sponsorship, to suit
a variety of tastes.
MYSTERY MUSIC DRAMA

Haunting Hour—52 half-hours
of mystery at its best. This
outstanding series is NBC’s
most recent contribution to
lovers of thrills, chills and hair-
raisers . . . expertly written,

dynamically produced.

Manhunt—39 quarter-hour
shows, every one complete in
itself. An exciting chaseis begun
and finished in each episode.
This Ziv-produced series em-
ploys every modern trick of the
trade . . . offers mystery lovers
plenty of real thrills.

Five-Minute Mysteries — 260
episodes of crime detection in
capsule form, produced by
NBC. These mystery shorties
appeal to all types of listeners

. each one carries a clue to

test their powers of deduction.

Sincerely, Kenny Baker—130
quarter-hours of top talent. The
glorious singer of Jack Benny
fame is supported in this Ziv
production by Jimmy
Wallington, Donna Day, Buddy

Cole and his men of musie.

Pleasure Parade—156 quarter-
hour musical shows. A terrific
cast includes such stars as Kay
Lorraine, Bob Kennedy, Vin-
cent Lopez, Dick Brown, Irving
Miller; the Modernaires with
Paula Kelly; Jimmy Wallington
and Milton Cross as emcees.

Carson Robison—117 quarter-
hours packed with songs of the
purple sage. The top artist in
his line, supported by the entire
Carson Robison troupe, brings
you real Western music in this
superlative NBC production.

Theatre of FamousRadioPlayers
—26 half-hour programs from
the city of stars. The best radio
talent that Hollywood has to
offer goes into these refreshing
dramatic shows, the radio thea-

tre of syndication, by Universal.

Mercer Mcleod, *'The Man with
the Story”’—52 quarter-hours
featuring the man of many
voices. The first Canadian to
invade U.S. via syndication . . .
his stories are complete, his
originality unquestioned. This
series produced by NBC.

Stand by for Adventure—78
fifteen-minute programs which
re-create the art of story-telling.
Tales of far-away places, yarns
of the sea, teeming with interest

. the key-note of this NBC

production is variety.

For an Audition Program or any Information . . .

Ask the All-Canada Program Man

ALL-CANADA PROGRAM DIVISION

MONTREAL « TORONTO

A DIVISION OF

WINNIPEG « CALGARY

ALL-CANADA RADIO

FACILITIES

LIMITED
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EING “VERITAS”
i “Veritas” was quite correct
‘oticing the fact that there
»a! not be 400,000 homes in the
ita of Montreal. The figures
wd were actually for the whole
raince of Quebec, for which the
& estimates give the following
fgmation:
32,500 French Radio Homes
16,500 English Radio Hlomes
A for greater Montreal, the es-
nied number of radio homes in
agea is as'follows:
14,788 French Radio Homes
11,139 English Radio Homes
Liope “Veritas” doesn’t check
{ ny book of statistics and find
althere are only 365,000 tele-
es in the whole Province,
i includes business phones as
{as private phones. Then he
[} probably start his chorus;
ire oh! where are the 400,000
|¢drones”’. The answer to this is
tielephone home owners listen
ist about the same manner as
relephone home owners, so we
. have to call every home in
listriet to establish program
rences.
I'm glad to see, Dick, that your
arship of the “Scanning the
¥uys” column is at least .606 %
d on 1650 circulation).
th best regards,
Sincerely,

J. Myles Leckie
ELLIOTT-HAYNES LTD.

'ERS BE DAMNED

Dick: Figured I'd drop you a
0 let you know I thought
Beaver Awards dinner was a
i success. One of the few
.ts I've ever attended where
rogram was better than the

{:» meal itself was certainly
ient. [ can’t help wondering
& you got the idea of serving
4! leg of beaver. It was very
Fit was darn clever using a
ing Gate” to start the race
iitresses to the tables. Before
t to the main course, Alan
e was making book and ac-
|2 bets from John Adaskin
I ¥is McQuillin. Wis was bet-
in the blondes and Johnny on
runettes. I think Alan has
Hmoney though, as a red-head
f@up from the rear with a glass
bandy for one of the hunger-
dguests from CFRB.
[tdon’t think many people
itd the cageful of beavers
g their tails over in one
- of the Arcadian Court. I
1. look at the beasts after
@l you named your awards
éaf them was gnawing at a
#ump. I heard him curse
-" fh when one of his front teeth

PRODUCERS!
When You Want

AUSTIN
WILLIS

he may be taking
a bath, shooting
some pool or re-
hearsing a program.

BUT DON'T WORRY:

YOU can OIWOYS con-

“If we can just get this by Petrillo, Bud, we’ve got the contract.”

tact him day or night

broke off; and under his breath he
said; “this wood is tough as steak”.

The head table guests did an
admirable job of eating. Two were
a little handicapped working with
knives and forks for the first time.
But they seemed to get into the
swing of things when they saw
what they were for.

The broadecast was as smooth as
silk. I liked the way the presenta-
tions were made. Howard Cable
told me, though, that his ‘“‘Beaver”
had bitten him rather seriously in
the end of his number.

By the way it was thoughtful of
your committee to pul the cream
on the table in Borden’s evapora-

through
Rubicam spent most of the evening
at the sponsor’s table singing “Oh

What a Beautiful Borden”. R A D I O

Sam Ross of CKWX said he wa
delighted to be honored by the
Broadcaster. He’s taking his A R T I s T s

of his .daughters wants the .}'rame R E G I ST R Y

for a new picture she has of Van
John;aon.

Well, Dick, I just want you to
know about those caged beavers
over in the corner. As I was leav-
ing I heard one say ‘Beaver WA. 1191
Awards—phooey! I'd sooner be z
home by a dam-site. TORONTO

Gimme a buzz sometime.

Ross MacRae.

at

ted milk tins. John Moore, adver-
tising manager of Maple Leaf
Milling was at our table, and hap-
pened to have a box of Red River
Cereal with him, so we enjoyed an
extra course.

Rex Frost turned up in his
checkered coat, and every ten min-
utes, lit his pipe. The sound effect
was pretty well lost in the hubbub
of radio people happily picking
their teeth with used scripts. Ernie
Edge had a little trouble when he
dropped a May 1942 ‘“Soldier’s
Wife” episode in a lower molar
cavity he was supposed to have had
filled. He chewed on it for awhile
and observed that it tasted quite
good—all except the producer’s
remarks in the margin. The pro-
ducer apparently uses a cheap
grade of red pencil.

“Cavalcade” producer, Clif
Stewart—well, I wouldn’t say he
was worried, but he’d drawn a
picture of you on the table cloth.
There was a rope around your

neck. Bob Simpson of Young and

.HAMILTON

/] n
e — is a synonym for something told in
— confidence — except when it's off a
= DOMINION record.

e .

" Then it's told clearly, with pre-

e ey

cision and with strict fidelity to the

original performance.

For the finest in

clean cut recordings get

DOMINION BROADCASTING

COMPANY
4 ALBERT ST. TORONTO
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a variety of tastes.

554 P RESENTS « o o Nine packaged shows ready

for local, regional or national sponsorship, to suit

MYSTERY

Haunting Hour—52 half-hours
of mystery at its best. This
outstanding series is INBC’s
most recent contribution to
lovers of thrills, chills and hair-
raisers . . . expertly written,

dynamically produced.

Manhunt—39 quarter-hour
shows, every one complete in
itself. An exciting chaseis begun
and finished in each episode.
This Ziv-produced series em-
ploys every modern trick of the
trade . . . offers mystery lovers
plenty of real thrills.

Five-Minute Mysteries — 260
episodes of crime detection in
capsule form, produced by
NBC. These mystery shorties
appeal to all types of listeners

. each one carries a clue to

test their powers of deduction.

MUSIC

Sincerely, Kenny Baker—130
quarter-hours of top talent. The
glorious singer of Jack Benny
fame is supported in this Ziv
production by Jimmy
Wallington, Donna Day, Buddy

Cole and his men of music.

Pleasure Parade—156 quarter-
hour musical shows. A terrific
cast includes such stars as Kay
Lorraine, Bob Kennedy, Vin-
cent Lopez, Dick Brown, Irving
Miller; the Modernaires with
Paula Kelly; Jimmy Wallington
and Milton Cross as emcees.

Carson Robison—117 quarter-
hours packed with songs of the
purple sage. The top artist in
his line, supported by the entire
Carson Robison troupe, brings
you real Western music in this
superlative NBC production.

DRAMA

Theatre of FamousRadioPlayers
—26 half-hour programs from
the city of stars. The best radio
talent that Hollywood has to
offer goes into these refreshing
dramatic shows, the radio thea-

tre of syndication, by Universal.

rv—. —— —— ————

Mercer Mcleod, **The Man with
the Story”—352 quarter-hours
featuring the man of many
voices. The first Canadian to
invade U.S. via syndication . . .
his stories are complete, his
originality unquestioned. This
series produced by NBC.

Stand by for Adventure—78
fifteen-minute programs which
re-create the art of story-telling.
Tales of far-away places, yarns
of the sea, teeming with interest
. . . the key-note of this NBC
production is variety.

For an Audition Program or any Information . . .

Ask the All-Canada Program Man

ALL-CANADA PROGRAM DIVISION

MONTREAL ¢« TORONTO

A DIVISION OF

WINNIPEG .

ALL-CANADA RADIO

CALGARY

FACILITIES

LIMITED
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:
ING “VERITAS”
“Veritas” was quite correct
ioticing the fact that there
1 not be 400,000 homes in the
of 1\Iont1eal The figures
ed were actually for the whole
ince of Quebec, for which the
t estimates give the following
‘mation:
2,500 French Radio Homes
6,500 English Radio Hlomes
i for greater Montreal, the es.
ted number of radio homes in
irea is as‘follows:
4,788 French Radio Homes
9,139 English Radio Homes
hope “Veritas” doesn’t check
ny book of statistics and find
there are only 365,000 tele-
es in the whole Province,
h includes business phones as
as private phones. Then he
probably start his chorus;
ere oh! where are the 400,000
hones”. The answer to this is
telephone home owners listen
st about the same manner as
elephone home owners, so we
have to call every home in
listrict to establish program
rences.
m glad to see, Dick, that your
srship of the “Scannmg the
2ys” column is at least .606%
.d on 1650 circulation).
th best regards,
Sincerely,

J. Myles Leckie
ELLIOTT-HAYNES LTD.

VERS BE DAMNED

Dick: Figured I'd drop you a

to let you know I thought

Beaver Awards dinner was a
success. One of the few

rs I've ever attended where

irogram was better than the

e meal itself was certainly
ent. [ can’t help wondering
» you got the idea of serving
| leg of beaver. It was very

at was darn clever using a
ting Gate” to start the race
itresses to the tables. Before
>t to the main course, Alan
‘e was making book and ac-
1z bets from John Adaskin
Vis McQuillin. Wis was bet-
n the blondes and Johnny on
irunettes. I think Alan has
money though, as a red-head
up from the rear with a glass
andy for one of the hunger-
guests from CFRB.
don’t think many people
‘d the cageful of beavers
ng their tails over in one
v of the Arcadian Court. I
1 look at the beasts after
you named your awards
of them was gnawing at a
tump. I heard him curse
7 when one of his front teeth

FADD AEi

bef 1 la 7t laof

: Pn.r. ﬁ\dSnw‘ I

) ranau. nu»u\- e
i

A

PRODUCERS'!

broke off ; and under his breath he
said; “this wood is tough as steak”.

The head table guests did an
admirable job of eating. Two were
a little handicapped working with
knives and forks for the first time.
But they seemed to get into. the
swing of things when they saw
what they were for.

The broadcast was as smooth as
silk. I liked the way the presenta-
tions were made. Howard Cable
told me. though. that his ‘‘Beaver”
had bitten him rather seriously in
the end of his number.

By the way it was thoughtful of
your committee to put the cream
on the table in Borden’s evapora-
ted milk tins. John Moore, adver-
tising manager of Maple Leaf
Milling was at our table, and hap-
pened to have a box of Red River
Cereal with him, so we enjoyed an
extra course.

Rex Frost turned up in his
checkered coat, and every ten min-
utes, lit his pipe. The sound effect
was pretty well lost in the hubbub
of radio people happily picking
their teeth with used scripts. Ernie
Edge had a little trouble when he
dropped a May 1942 ‘Soldier’s
Wife’” episode in a lower molar
cavity he was supposed to have had
filled. He chewed on it for awhile
and observed that it tasted quite
good—all except the producer’s
remarks in the margin. The pro-
ducer apparently uses a cheap
grade of red pencil.

“Cavalcade” producer, Clif
Stewart—well, 1 wouldn’t say he
was worried, but he’d drawn a
picture of you on the table cloth.
There was a rope around your
neck. Bob Simpson of Young and

HAMILTON

Rubicam spent most of the evening
at the sponsor’s table singing “Oh
What a Beautiful Borden”.

Sam Ross of CKWX said he was
delighted to be honored by the
Broadcaster. He’s taking his
Beaver home to Vancouver. One
of his daughters wants the frame
for a new picture she has of Van
Johnson,

Well, Dick, I just want you to
know about those caged beavers
over in the corner. As I was leav-
ing I heard one say ‘“Beaver
Awards—phooey! I’'d sooner be
home by a dam-site.

Gimme a buzz sometime.

Ross MacRae.

When You Want

AUSTIN
WILLIS

he - may be taking
a bath, shooting
some pool or re-
hecrsing a program.

BUT DON'T WORRY

You can always con-
tact him day or night
through

RADIO
ARTISTS
REGISTRY

at

WA. 1191
TORONTO

=

Al

/)

is a synonym for something told in
confidence — except when it's off a
DOMINION record.

Then it's told clearly, with pre-
cision and with strict fidelity to the

original performance.

For the finest in
clean cut recordings get

.'Zuap/wm‘c
‘7aando'ulpt¢‘ond

DOMINION BROADCASTING

COMP A N Y

4+ ALBERT ST.

TORONTO

‘- -y
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a variety of tastes.

o ) PRESENTS e » o Nine packaged shows ready

for local, regional or national sponsorship, to suit

MYSTERY

Haunting Hour—52 half-hours
of mystery at its best. This
outstanding series is NBC’s
most recent contribution to
lovers of thrills, chills and hair-
raisers . . . expertly written,

dynamically produced.

Manhunt—39 quarter-hour
shows, every one complete in
itself. An exciting chaseis begun
and finished in each episode.
This Ziv-produced series em-
ploys every modern trick of the
trade . . . offers mystery lovers
plenty of real thrills.

Five-Minute Mysteries — 260
episodes of crime detection in
capsule form, produced by
NBC. These mystery shorties
appeal to all types of listeners

. each one carries a clue to
test their powers of deduction.

MUSIC

Sincerely, Kenny Baker—130
quarter-hours of top talent. The
glorious singer of Jack Benny
fame is supported in this Ziv
production by Jimmy
Wallington, Donna Day, Buddy

Cole and his men of music.

Pleasure Parade—156 quarter-
hour musical shows. A terrific
cast includes such stars as Kay
Lorraine, Bob Kennedy, Vin-
cent Lopez, Dick Brown, Irving
Miller; the Modernaires with
Paula Kelly; Jimmy Wallington
and Milton Cross as emcees.

Carson Robison—117 quarter-
hours packed with songs of the
purple sage. The top artist in
his line, supported by the entire
Carson Robison troupe, brings
you real Western music in this
superlative NBC production.

DRAMA

Theatre of FamousRadioPlayers
—26 half-hour programs from
the city of stars. The best radio
talent that Hollywood has to
offer goes into these refreshing
dramatic shows, the radio thea-

tre of syndication, by Universal.

Mercer Mcleod, "'The Man with
the Story’’—52 quarter-hours
featuring the man of many
voices. The first Canadian to
invade U.S. via syndication . . .
his stories are complete, his
originality unquestioned. This
series produced by NBC.

Stand by for Adventure—78
fifteen-minute programs which
re-create the art of story-telling.
Tales of far-away places, yarns
of the sea, teeming with interest

. the key-note of this NBC

production is variety.

For an Audition Program or any Information . . ,

Ask the All-Canada Program Man

ALL-CANADA PROGRAM DIVISION

MONTREAL . TORONTO ¢« WINNIPEG .

CALGARY ¢« VANCOUVERN\

A DIVISION OF ALL-CANADA RADIO

FACILITIES LIMITED

wmmm
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NG “VERITAS”
= “Veritas” was quite correct
nticing the fact that there
1l not be 400,000 homes in the
¢ of Montreal. The figures
yd were actually for the whole
ymnce of Quebec, for which the
s estimates give the following
agnation:
3¢,500 French Radio Homes
16,500 English Radio Homes
A\ for greater Montreal, the es-
jged number of radio homes in
rea is as:follows:
14,788 French Radio Homes
£,139 English Radio Homes
| ope “Veritas” doesn’t check
1y book of statistics and find
% ‘here are only 365,000 tele-
yis in the whole Province,
iz includes business phones as
‘Bis private phones. Then he
liprobably start his chorus;
lire oh! where are the 400,000
jones”. The answer to this is
tielephone home owners listen
jat about the same manner as
lephone home owners, so we
‘thave to call every home in
strict to establish program
fiences.

n glad to see, Dick, that your
d:iship of the “Scanning the
vys” column is at least .606%
gl on 1650 circulation).

Yh best regards,
Sincerely,
J. Myles Lecli.
ELLIOTT-HAYNES LTD.

A'/ERS BE DAMNED
1dick: Figured I'd drop you a
> let you know I thought
; leaver Awards dinner was a
i success. One of the few
iz I've ever attended where
ogram was better than the
i

meal itself was certainly
at. I can’t help wondering
o' you got the idea of serving
?-leg of beaver. It was very
lif was darn clever using a
Jng Gate’’ to start the race
tresses to the tables. Before
4t to the main course, Alan
i was making book and ac-
} bets from John Adaskin
'I1s McQuillin. Wis was bet-
i the blondes and Johnny on
Junettes. 1 think Alan has
Jroney though, as a red-head
¢ip from the rear with a glass
wndy for one of the hunger-
b uests from CFRB.
lon’t think many people
¢ the cageful of beavers
)z their tails over in one
¢ of the Arcadian Court. I
look at the beasts after
o you named your awards
i them was gnawing at a
#iimp. I heard him curse
Biwhen one of his front teeth

bef T Tastelod

A e
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‘“If we can just get this by Petrillo, Bud, we’ve got the contract.”

broke off; and under his breath he
said; “this wood is tough as steak”.

The head table guests did an
admirable job of eating. Two were
a little handicapped working with
knives and forks for the first time.
But they seemed to get into- the
swing of things when they saw
what they were for.

The broadcast was as smooth as
silk. I liked the way the presenta-
tions were made. Howard Cable
told me, though, that his “Beaver”
had bitten him rather seriously in
the end of his number.

By the way it was thoughtful of
your committee to pul the cream
on the table in Borden’s evapora-
ted milk tins. John Moore, adver-
tising manager of Maple Leaf
Milling was at our table. and hap-
pened to have a box of Red River
Cereal with him, so we enjoyed an
extra course.

Rex Frost turned up in his
checkered coat, and every ten min-
utes, lit his pipe. The sound effect
was pretty well lost in the hubbub
of radio people happily picking
their teeth with used scripts. Ernie
Edge had a little trouble when he
dropped a May 1942 ‘Soldier’s
Wife” episode in a lower molar
cavity he was supposed to have had
filled. He chewed on it for awhile
and observed that it tasted quite
good—all except the producer’s
remarks in the margin. The pro-

ducer apparently uses a cheap
grade of red pencil.
“Cavalcade”  producer, Clif

Stewart—well, 1 wouldn’t say he
was worried, but he’d drawn a
picture of you on the table cloth.
There was a rope around your
neck. Bob Simpson of Young and

" EHM|
|

900"
HAMILTON

Rubicam spent niost of the evening
at the sponsor’s table singing “Oh
What a Beautiful Borden”.

Sam Ross of CKWX said he was
delighted to be honored by the
Broadcaster. He’s taking his
Beaver home to Vancouver. One
of his daughters wants the frame
for a new picture ghe has of Van
Johnson.

Well, Dick, I just want you to
know about those caged beavers
over in the corner. As I was leav-
i say “Beaver
! I'd sooner be

Gimme a buzz sometime.
Ross MacRae.

PRODUCERS!
When You Want

AUSTIN
WILLIS

he may be taking
a bath, shooting
some pool or re-
heorsing a program.

BUT DON'T WORRY

You can always con-
tact him day or night
through

RADIO
ARTISTS
REGISTRY

at

WA. 1191
TORONTO

x

alll

DOMINION BROADCASTING

COMP A N Y

4+ ALBERT ST.

Tranicri

n

is a synonym for something told in
confidence — except when it's off a
DOMINION record.

Then it’'s told clearly, with pre-
cision and with strict fidelity to the

original performance.

For the finest in

clean cut recordings get

Dusphonic
iond

TORONTO
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a variety of tastes.

ag P RESENTS e o o Nine packaged shows ready

A for local, regional or national sponsorship, to suit

MYSTERY

Haunting Hour—52 half-hours
of mystery at its best. This
outstanding series is NBC’s
most recent contribution to
lovers of thrills, chills and hair-
raisers . . . expertly written,

dynamically produced.

Manhunt—39 quarter-hour
shows, every one complete in
itself. An exciting chaseis begun
and finished in each episode.
This Ziv-produced series em-
ploys every modern trick of the
trade . . . offers mystery lovers
plenty of real thrills.

Five-Minute Mysteries — 260
episodes of crime detection in
capsule form, produced by
NBC. These mystery shorties
appeal to all types of listeners

. each one carries a clue to

test their powers of deduction.

MUSIC

Sincerely, Kenny Baker—130
quarter-hours of top talent. The
glorious singer of Jack Benny
fame is supported in this Ziv
production by Jimmy
Wallington, Donna Day, Buddy

Cole and his men of music.

Pleasure Parade—156 quarter-
hour musical shows. A terrific
cast includes such stars as Kay
Lorraine, Bob Kennedy, Vin-
cent Lopez, Dick Brown, Irving
Miller; the Modernaires with
Paula Kelly; Jimmy Wallington
and Milton Cross as emcees.

Carson Robison—117 quarter-
hours packed with songs of the
purple sage. The top artist in
his line, supported by the entire
Carson Robison troupe, brings
you real Western music in this
superlative NBC production.

DRAMA

Theatre of FamousRadioPlayers
—26 half-hour programs from
the city of stars. The best radio
talent that Hollywood has to
offer goes into these refreshing
dramatic shows, the radio thea-

tre of syndication, by Universal.

Mercer Mcleod, ""'The Man with
the Story”’—52 quarter-hours
featuring the man of many
voices. The first Canadian to
invade U.S. via syndication . . .
his stories are complete, his
originality unquestioned. This
series produced by NBC.

Stand by for Adventure—78
fifteen-minute programs which
re-create the art of story-telling.
Tales of far-away places, yarns
of the sea, teeming with interest
. . . the key-note of this NBC

production is variety.

For an Audition Program or any Information . ..

Ask the All-Canada Program Man

-

ALL-CANADA PROGRAM DIVISION

MONTREAL ¢« TORONTO ¢« WINNIPEG .

CALGARY + VANCOUVERN

A DIVISION OF ALL-CANADA RADIO FACILITIES LIMITED
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BSounding Board
|

YWING “VERITAS”

“1“Veritas” was quite correct
oticing the fact that there

al not be 400,000 homes in the

ty of Montreal. The figures
old were actually for the whole

aince of Quebec, for which the
@) estimates give the following

‘gmation:

12,500 French Radio Homes
16,5600 English Radio Homes

4 for greater Montreal, the es-
ited number of radio homes in
tea is as follows:

14,788 French Radio Homes

1,139 English Radio Homes
Liope “Veritas” doesn’t check
Ly book of statistics and find
lihere are only 365,000 tele-
sbs in the whole Province,
#f includes business phones as
las private phones. Then he
{[probably start his chorus;

re oh! where are the 400,000
jiones”’. The answer to this is
pelephone home owners listen
it about the same manner as
“lephone home owners, so we
@have to call every home in

istrict to establish program
1-ences.

n glad to see, Dick, that your
d'ship of the ‘‘Scanning the
4ys’’ column is at least .606%
8] on 1650 circulation).

Al best regards,
Sincerely,

J. Myles Leciie
ELLIOTT-HAYNES LTD.

A'ERS BE DAMNED

uw dick: Figured I’d drop you a
o let you know I thought
Beaver Awards dinner was a
1 success. One of the few

ls I’ve ever attended where
‘ogram was better than the

{1

meal itself was certainly
¢ nt. [ can’t help wondering
11 you got the idea of serving
€ leg of beaver. It was very
d
't was darn clever using a
Ving Gate” to start the race
¢ tresses to the tables. Before
yt to the main course, Alan
» was making book and ac-
2t bets from John Adaskin
‘is McQuillin. Wis was bet-
11 the blondes and Johnny on
unettes. I think Alan has
ftoney though, as a red-head
Lip from the rear with a glass
iundy for one of the hunger-
tiruests from CFRB.
on’t think many people
8l the cageful of beavers
pig their tails over in one
il of the Arcadian Court. I
| look at the beasts after
B you named your awards
f them was gnawing at a
#amp. I heard him curse
il when one of his front teeth

-

PRODUCERS!
When You Woant

AUSTIN
WILLIS

he-may be taking
a bath, shooting
some pool or re-
heorsing a program.

BUT DON'T WORRY

YOU can OIWOYS con-

“If we can just get this by Petrillo, Bud, we've got the contract.”

tact him day or night

broke off ; and under his breath he
said; “this wood is tough as steak”.

The head table guests did an
admirable job of eating. Two were
a little handicapped working with
knives and forks for the first time.
But they seemed to get into the
swing of things when they saw
what they were for.

The broadcast was as smooth as
silk. I liked the way the presenta-
tions were made. Howard Cable
told me, though. that his “Beaver”
had bitten him rather seriously in
the end of his number,

By the way it was thoughtful of
your committee to put the cream
on the table in Borden’s evapora-
ted milk tins. Johm Moore, adver-
tising manager of Maple Leaf
Milling was at our table, and hap-
pened to have a box of Red River
Cereal with him, so we enjoyed an
extra course.

Rex Frost turned up in his
checkered coat, and every ten min-
utes, lit his pipe. The sound effect
was pretty well lost in the hubbub
of radio people happily picking
their teeth with used scripts. Ernie
Edge had a little trouble when he
dropped a May 1942 “Soldier’s
Wife” episode in a lower molar
cavity he was supposed to have had
filled. He chewed on it for awhile
and observed that it tasted quite
good—all except the producer’s
remarks in the margin. The pro-
ducer apparently uses a cheap
grade of red pencil.

‘“Cavalcade”  producer, Clif
Stewart—well, 1 wouldn’t say he
was worried, but he’d drawn a
picture of you on the table cloth.
There was a rope around your

neck. Bob Simpson of Young and

fhrough
Rubicam spent most of the evening
at the sponsor’s table singing “Oh
What a Beautiful Borden”.

Sam Ross of CKWX said he was
i honored by the
> He’s taking his
Beaver home to Vancouver.
of his daughters wants the frame
for a new picture she has of Van
Johnson,
Well, Dick, I just want you to
r about those caged beavers
over in the corner. As I was leav-
ing I heard one say “Beaver
Awards—phooey! I'd sooner be
home by a dam-site.

Gimme a buzz sometime.

Ross MacRae.

RADIO
ARTISTS
REGISTRY

af

WA. 1191
TORONTO

[} "
e — is a synonym for something told in
e———— confidence — except when it's off a
_-. DOMINION record.

a Then it's told clearly, with pre-

cision and with strict fidelity to the

original performance.

For the finest in

clean cut recordings get

..‘buop/wm'c
Trandcrinliond

DOMINION BROADCASTING i

COMP A N Y ‘
4 ALBERT ST. TORONTO 4
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U Wasn't it the Jate Will Rogers who once said that there’s a lot of
yle who ain’t got ain’t in their vocabularies who ain’t eating?

Whether or not these words were actually spoken by the greatest
anist the world ever knew, they contain a great deal more truth than
}y, and might well be branded onto the foreheads of all of us who
{» our livings setting words on paper for public consumption.
si‘ciably in radio.
".l.’ou have to be right among radio listeners—in town or country—
lig with them around the loudspeaker, to realize how off the beam
3 radio language can be. Programs aimed at rural listeners seem to
Jout the language either over-done or rare, with never a thought for
snappy medium — never a thought for the fact that nobody any-
fe ever talks like that.

To dispense with the over-done variety first, farmers do not speak
ough they had paper clips snapped on their noses and feel not a little
\'ted when, by inference, copy which they are told is addressed to
¢i exudes from their radio as though it were being delivered by a
| :sque comedian doing a hick act. Farmers are businessmen, and

. dislike being talked to as though they were something inferior.

[o the other extreme, high-falutin language which even the an-
y\cer is not sure he understands — he can’t be or he wouldn’t mis-
“lounce it so often—must irk all listeners to a degree especially when
one in which it is delivered seems to say by way of preface: “I know
) won't understand this, but here it is anyhow.”

| The success of radio as an advertising medium lies in the fact that
| most parallels the seller of the goods talking to the customer across
sounter. The best delivered announcement or commercial cannot be
Tective as this, but it could come a great deal closer than it does.
kﬁ‘he yelling or wheedling, the coaxing or pleading, cannot approach
Inatural sincerity which says “This is a breakfast food we are re-
amending, Mrs. Hemming. Try a box because the chances are 99 to
Ju’ll like it, and if you do we’ll have you for a regular customer,
Hh is exactly what we are after.” Language like this is universal,
il whether you hear it in the exclusive residential districts of Van-
ver, in the Ward of Toronto, in the industrial sections of Montreal
"1 the back concessions anywhere across Canada, it sounds genuine
iisinccere instead of hollow and phoney.

Obviously it would be as stupid to preface a hog feed spot with
len you're dining at your club ... " asit would to tell a city audience
they’ll appreciate some foot powder after a hard day’s ploughing.
there are men sitting behind the typewriter who, having followed
plough, could phrase rural copy as genuinely as any copy writer
write to his own mother. You don’t need to major in classics to
e selling copy either for automobiles or tractors. For some reason
gh, comedians want to play Hamlet, policemen want to write love
bics and city-bred copy writers want to handle the farm accounts.
be this has to be, but couldn’t Mr. City Copywriter spend a couple
reeks on the farm once in a while, so that at least the farmer would

v what he is talking about. Dante didn’t have to go to Hell to write
nferno, but it might have helped.

| ka5 i

Editor

THE CURSE OF RATINGS

By JACK GOULD
Reprinted from ‘“New York Times’” Feb. 17, 1946

In the gilt-edged recesses of
Radio Row the executives at the
moment are deep in contemplation,
this time over the question of rat-
ings. Specifically, the hoys are in-
volved in a discussion of the merits
of the Hooper and Crossley sys-
tems of determining the relative
standing of programs. It would
seem, accordingly, a propitious
moment to suggest that all ratings
are perhaps the biggest cross that
radio has to bear and now would
be a fine time to heave them out
in so far as they are employed to
evaluate a show’s worth.

If the truth be said, the rating
is the focal point around which
virtually all radio thinking revolves
and its importance has been exag-
gerated to such an extreme that
broadcasting has come to operate
on a meretricious set of values.
Whether a program has any intrin-
sic merit of its own is no longer
the prime question. The first re-
quirement is that it boasts a pretty
set of digits each side of a pale
decimal point.

Mechanically, both the Hooper
and Crossley riethods are not too
dissimilar and any comparison is
certainly outside a layman’s ken.
In each case a percentage figure is
derived from checking with listen-
ers, and finding out how many of
the whole are listening to a given
program. This is done from morn-
ing through evening and both or-
ganizations neatly tabulate the
results in copyrighted brochures
sent regularly to subscribers. All
that the public is allowed to knew
usually is ‘‘the top ten’ or ‘top
twenty” programs.

Sinister Standard

When a sponsor or an advertis-
ing agency is spending sizable
sums for promotion of a product,
it certainly is reasonable that, so
far as is possible in radio, he
should want to know how many
people are receiving his message.
That is only sound business and,
in helping give the answers, the
ratings serve a purpose. But over
the years the ratings also have
come to fulfill the sinister func-
tion of being the final and abso-
lute critical standard for wradio
programmng, and it is at this point
that they may be considered detri-
mental to the medium,

Actually, to accept the philo-
sophy hehind the rating is to as-
sume, for example, that because
a “movie” is playing in the mam-
moth Radio City Music Hall it is
better per se than an Academy
Award winner playing at the Little
Carnegie. That may sound absurd
but in truth it is just such a
comparable physical factor in radio
that only too often may determine
a show’s rating. The time of day or
night that the program is heard,
the network over which it is heard
and the shows which immediately
precede or follow it all play an

important part in the determina-
tion of the final figure. Yet none
of these are factors over which the
art’s creative forces, such as the
writers, actors, producers and di-
rectors, have any control, even
though they are forced to live by
them.

Fred Allen is a case in point.
For years he was never in the
smart ‘“top ten”, but, upon his
return to the air this season, he
landed in a spot on a different net-
vrork, at a better time and follow-
ing a better program. He immedi-
ately joined the elite, though his
program itself hardly varied the
slightest from what it previously
had been. Another example is
Hildegarde. Earlier this year she
was heard immediately after
“Fibber McGee and Molly” and
Bob Hope and was right up close
to the top. Then she was switched
to another night of the week and
at another time and her rating
dropped precipitously. She is still
the same Hildegarde but, through
no fault of her own, her show is
not regarded by radio’s omnipotent
sages as being equally successful.

Artistically Unfair

Probably the greatest argument
against the radio rating is af-
forded by the inherent nature of
radio itself, which regularly re-
quires a listener to make a choice
between two popular programs
heard at the same tme. The Fred
Waring show is far and away the
outstanding daytime musical pro-
gram but must buck the pheno-
menally popular Tom Breneman.
Consequently, Mr. Waring must
carry undeservedly the burden.of
a lower rating, which in no way
reflects his organization’s indubit-
‘able merit or, in fact, popularity.

The implications of this slavish
attitude towards ratings are only
too evident. Initiative or experi-
mentation is ruled out almost au-
tomatically because a new program
is expected not only to stand on
its own but also outdo the competi-
tion it faces at the hour if its
presentation, even if the competi-
tion is doing something entirely
different. How creative progress,
is to be made or artistic integrity
and variety preserved under such
pressures is difficult to foresee.

In short, a program is not
judged for itself but rather is
viewed against the whole kaleid-
oscopic pattern of network fare.
Instead of programs making the
ratings, the ratings are determin-
ing the nature of programs, with
the logical consequence of such
intellectual disintegration now
coming to hand in the current fan-
tastic cycle of ‘ bank nights” on
the air. It is as though a Rem-
brandt, a Beethoven symphony, a
burlesque comic, Tin Pan Alley
ballad, a Keats sonnet and a pulp
magazine serial all were to be
weighed on the same scales. That
would seem too much of a pack-
age deal even for radio.
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CJKL Kirkland Lake
Pays Off in RESULTS!

Thac's what you're after—RESULTS. And CJKL,
Kirkland Lake, with an intense coverage of 75,502
people in this rich gold mining, pulp and farming
area can make your advertising messages pay off.
In addition to Kirkland Lake, CJKL covers the
wealthy Temiskaming district including New Lisk-
eard, Haileybury, Englehart, Cobale apd Latchford.

Exclusive Listening Audience

Mineralized rock formations bar reception of out-
side radio stations. So CJKL, Kirkland Lake, has an
exclusive and intensive listening audience. Elliott-
Haynes rates CJKL’s audience as 99.1% of all the
sets turned on throughout the day and evening, one
of the highest ratings in Canada.

Reaches Rich Market

The mines payroll in this metropolis of the north
produces an average wage of $2,012. This gives the
Kirkland Lake area one of the highest per capita
buying powers in Canada. There are 584 retail outlets
with $16,102,000 annual sales. The total buying
power of this market is now estimated at $28,000,000.
CJKL provides the most effective coverage to reach
this rich, concentrated market.

For Results—Buy CJKL

Figures quoted from Dominion Bureau of Statistics 1941.
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MILESTONES IN CANADIAN HISTOR

Canadian Ideas For Canadian Programs

April may have its day for fools . . . but it has been a gi
month for fires in Canada . ..
. Hull and Ottawa had a ten million dollar
.. a warm and costly month for Canadians.

Americans . .

1, 1873. The ship “Atlantic”
was wrecked 22 miles off Halifax
and 546 lives were lost.

1, 1912 Manitoba and Quebec
boundaries extension acts passed.
6, 1886 Vancouver, B.C. incor-
porated.

7, 1866 Thos.
assassinated at Ottawa.
riots at Conception Bay,
foundland.

9, 1682 Mississippi explored to
the sea by La Salle.

9, 1917 Vimy Ridge captured.
10, 1841 Halifax incorporated.
10, 1913 Canadian Government
assents to Japanese treaty.

11, 1713 Treaty of Utrecht sign-
ed: Hudson Bay, Acadia and New.
foundland ceded to Great Britain.
11, 1908 Treaty for demarcation
of boundary between Canada and
the United States signed.

12, 1867 British Parliament pas-
sed Canada Railway Loan Act.

13, 1830 Brantford, Ontario
founded.
14, 1892
corporated.
15, 1915 War tax of one cent
placed on all mail.

17,1885 Charlottetown, P. E. I,
incorporated.

19, 1883 Huge fires at Hull and
Ottawa. Seven persons were killed
and $10,000,000 damage.

19, 1856 Gold found in British
Columbia by Governor Douglas.
19, 1904 Fire in Toronto causes
$12,000,000 damage.

21, 1880 Fire in Hull, Quebec
destroyed 400 homes.

22, 1915 Second battle of Ypres.
23, 1851 Postage stamps first
issued.

24, 1629 Treaty of Susa—peace
between England and France.
25, 1720 Governor and Council
announced for Nova Scotia.
25, 1849 Rebellion Losses

D’Arcy McGee
Election
New-

Windsor, Ontario in-

Act

Toronto was burned by

signed. Riot broke out in Mon
and the Parliament Buildings
burned.

26, 1908 Notre Dame de la
ette partly destroyed by a |
slide. Thirty seven lives lost.

26, 1883 Quebec parliaﬁ
buildings burned. EJ
27. 1813 York known now
ronto, taken and burned by A
can troops.

27, 1894 Landslide at St.
caused great property damag
killed 4 persons.

27,1838 Martial law revokei

Montreal area.

Guelph founded

28, 1827
John Galt.

BBC Broadcasts J
137 Hours Da

“The chief peacetime missio;
the British Broadcasting Corf
tion is to promote COMMONWE
and international wunderstand
If a thorough understanding is
developed between nations,
will fight again”, declared Gt
Harding, assistant to the BBC
resentative in Canada, speakin
Brantford, Ontario. |

Harding outlined the growt
the BBC from its formation
Royal Charter 22 years ago. In
it carried only one program
vice but today there were el
services in 57 different langu:
amounting to a total of 137 I
of broadcasting every day.
staf meanwhile had grown |
24 to 10,000.

“As a Royal Charter Comp:
Harding pointed out, “BBC i
subject to interference by any
ernment organization, or to
whims of politicians.”
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‘A wider recognition of good
erican jazz music, is one of the
s of the B.C. Society for Jazz
motion, of which Cckwx an-
incer Reo Thompson is presi-
it. :

'h'he 125 members want more
#n almost anything to live down
* bugaboo which has been con-
ated with the word jazz. They
ie their jazz mighty seriously, and
glow its names and its develop-
it with all the care and enthusi-
1 of an opera or ballet fan.

‘The only requirement for mem-
iship is a genuine interest in jazz.
M technical knowledge of music
Yequired, though the society tries
tieach that to members after they
2 and attend the monthly
ficerts.

There is no dancing at their
tcerts, the members just sit there
il Tollow the program like a
jiphony audience.

teo Thompson, who as an an-
yncer has broadcast more than
{4 hours of swing music, hopes
b the organization will grow so
li: there will be similar organiza-
t/s in other Canadian cities. Then
ywants to coordinate all the jazz
nizations on the continent, with
fual meetings of representatives
n all over,

inother radio man, CKNW con-

Yiity editor, Alan McNab, is vice
vsident of the society, and its
{« program director was Al
| sch, CkMO program director.
| Nab himself is a pianist and
tisch plays the clarinet and alto
i

here is a world of difference,
/hmpson  explains, between jazz
| swing. Jazz, he says, is an ad
viexpression, while swing is ar-
iged. In his opinion, Jimmy
diceford has the top band in the
{. today.

\foot suiters, Thompson empha-
bs, have no connection with real
Y. What makes jazz enthusiasts
Yt unhappy is for the public to
ficiate the two things, when in
2ity there is no connection.

B.C. JAZZ SOCIETY

Reo Thompson, CKWX announ-
cer, president of the B.C. Society
for Jazz Promotion.

Further aims of the society are
to build up a jazz record file, jazz
information library, and sometime
to import jazz greats under the so-
ciety’s sponsorship. Then they want
to help other similar groups get
started uptil they have a continent
wide organization.

News Letter

“Radiobeam”, a new monthly
promotional newsletter being mail-
ed to local druggists by ckcw,
Moncton, N. B., contains news of
new  products, lists of radio pro-
rams sponsored by cosmetic, medi-
cinal and other firms, statistics and
other material of interest to them.
“Radiobeam is intended to demon-
strate to the druggists the value
and scope of radio advertising. A
manila folder is sent to those re-
ceiving the newsletter, in which te
file  monthly issues.

Stork Market

Producer John Adaskin now has
double cause for rejoicing. Only
five days after he was presented
with a 1945 'Beaver Award, his
wife presented him with a baby
daughter, Susan Frances. Their
second, born February 23.

‘’Coverage Contest’’
For Admen

A brand new 1946 Chevrolet
sports sedan, value $1460, is the
prize offered in cHML Hamilton’s
Coverage Contest, in connection
with the station’s iricreasc in power
to 5,000 watts.

The contest is open to all per-
sonnel of advertising agencies and
advertising departments of national
advertisers—from office boy to
manager. Entries must be submitted
to Elliott-Haynes Ltd., not later
than May 31, 1946.

Contestanits will be supplied with
estimated coverage maps, popula-
tion and annual retail sales figures
for all of Ontario, and will be re-
quired to answer the following
questions: (1) What will be (a)
the population contained within
CHML’s 5,000 watt primary direc-
tional night-time coverage? (b)
the total annual retail sales con-
tained within CHML’s 5,000 watt
primary directional night-time cov-
erage (2) The same two questions
as regards the stations non-
directional daytime coverage.

The line-up of judges for the
contest includes: Woalter Elliott,
president, Elliott-Haynes Ltd.; J.
P. Napier, president, A. G. Nielsen
of Canada Ltd.; James Montagnes,
Canadian  correspondent, Broad-
casting Magazine, Washington,

D.C.; Morey Sinclair, public rela-
tions director, T. Eaton Co. Ltd.;
and ]J. W. Thain, president, Cana-
dian Association of Advertising
Agencies.

Profile---With Liberties

LEN HEADLEY

M R. HEADLEY is the Big White

Chief of RCA's recording busi-
ness in Toronto and rushes around
with more determination than Eddie
Shore in his best days. He is the
only guy in the business we know
of who conducts his operation in
an hotel penthouse, This is some-
times confusing, when, for example,
guests call up and order a club
sandwich, a pot of coffee and even
a tub of ice.

L EN'S WORK consists of turning
out very fine transcriptions
being father confessor to the radio
profession and supervising the ac-
tivities of his luxurious studios.
There is one other phase of his
work we don't think gets talked
ahout enough and that is his month-
ly auditions held at the studio for
aspiring talent for the benefit of
agency and radio people. Len is
doing radio a big favour and we'd
like to see him get more eredit Sor
his effort.

E VERYBODY knows Len Headley
and everybody has a kind word
for hinr—something of a miracle in
these days of hard-boiled talk.

163 Yonge St.
ADelaide 8784.
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DO CONTESTS MAKE HAPPY LISTENERS:

U.S. Trade Papers Argue Pros and Cons

Are contests and giveaways good
for commercial radio, or do they
arouse as much antagonism as in-
terest among listeners?

As the tide of gifts and competi-
tions sponsored over the air swells
toward 2 flood, the radio trade is
attempting to take stock and deter-
mine the answer to this question.

A leading article in TiE for
February 1 said: “You can find in
advertising about as many people
who detest contests as those who
espouse them; but many ad-men
feel that, at certain parlous times
and for certain hypodermic put-
poses, there is no substitute for a
slam-bang,  prize-money conltest.
Whether advertising likes it or not,
the era of peace seems bound to
bring a rash of contests for con-
Sumers.

The first thin returning trickle of
many civilian products that had
vanished from store windows and
dealers’ shelves during the past
three or four years has given such
things as nylons, automobiles, wash
ing machines, radios, electric irons
and toasters value far beyond
their monetary worth, and many a
sponsor has of late been directing
this vast public thirst toward his
program by featuring these things
as dividends, prizes and gifts.

But there are snags that often go
hand in hand with these giveaways,
the TIDE article points out. Strikes
and delays over fixing prices of new
products have prevented some spon-
sors from making good their gift
offers. VARIETY on February 6
front-paged an article under the
headline “Dialers Sour on Free
Sugaf”’, warning of another dan-
ger: that some of the larger con-
tests aroused listeners to such a
pitch of excitement and eagerness,
that when the results were announ-
ced and the merits of their entries
went unrecognized, tempers rose
and there was a lot of ill will
generated which was directed at
the contest judges and perhaps most

of Gimmick Programs

of all at the program sponsor. There
is little question that a contest, as
long as it is running, will often
greatly increase the listeners’ inter-
est in a given program. But, for all
but the prizc-winners, the an-
nouncement of the results is a
tremendous let-down, a bad anti-
climax. Here lies the risk which
causes many an agency and sponsor
to fight shy of the large scale con-
tests, at least until they see that the
results obtained are definitely worth
the risk.

Most contest sponsors leave the
handling of the entries and the
judging to independent profession-
al agencies set up specifically for
the purpose—thus avoiding many
of the headaches and much of the
criticism that such events attract.

Lloyd Herrold, marketing pro-
fessor of Chicago’s Northwestern
University, engaged-as a profession-
al judge for many radio contests,
believes that a good contest will
always go well, if it is thoroughly
promoted. But he thinks that the
sponsor would do better to avoid
the usual 25-word "I like such-and-
such because . . .” formula for
something that gives the listeners
more SCOpe.

The VARIETY story reported
doubts among agency men and
sponsors as to the overall worth of
contests. Most observers seem to
be agreed that the heavy response
to the "I can’'t stand Jack Benny
because . . .” sturt cued many a
bankroller to jump on the con-
test bandwagon. But many said
VARIETY are convinced that there
-are “thousands of disappointed con-
testants who, in all earnestness,
can't stand Jack Benny and the pro-
duct he peddles on the air. And
the same goes for the other contest-
slanted commercial airers as well.”

Much of the listeners’ disgruntle-
ment in such cases is attributed to
the fact that usually the prize
winning entries are not revealed

over the air, and a listener the
fore has no chance to measure
own against the winning effo
The reason why winning lines a
seldom made public, is to prevel
squawks from listeners who wi
claim that their entries are bettel
or that they are exactly the same
the prize winner.

TipE for March 1, in anoth
lead article, reviews the giveawj
program, as distinct from contes
Examples of this type of show ai
“Truth or Consequences” ai
“People Are Fuulny’. In a conte
entrants are expected to know som
thing. On “Truth or Consequencel
Ensign Bartholomew guessed th
identity of "Mr. Hush”—actual
Jack Dempsey—and reaped a &
cord gift harvest totalling $13,0(
in value. Victims who are williz
to make complete fools of thet
selves in front of the micropho:
and the studio audience are I
warded handsomely and witho
stint, Shirriff’s “Fun  Parade
heard as a delayed broadcast ov
7 Canadian stations from Charl
tetown to Vancouver is a Canadi
show of this type.

“Network experts and observe
react differently to  giveaw
shows”, says TIDE “'and some set
to doubt the effectiveness of mer
giving a huge series of prizes
audience building. Most belie
that a show must be primar
“good radio” before it can bo
or hold its rating, but no dot
exists in anyonc’s mind that ev
an otherwise excellent show %
benefit publicity wise from the :
dition of a big, juicy, hard-to-
bonus to its participants.” Thoug
ful people are afraid that
giveaway craze may get out of hz
like the bank-night and free-d
era in the movies a decade or
ago; they know that free gifts
never take the place of good tal
as a good drawing card. "W
the entertainment experts’’, paroc
TIDE, it's talent, two to one.”

CHNS

HALIFAX ’ NOVA SCOTIA
ALWAYS on THE DOT!

NOW ADVANCING TO

5000 WATTS

REP: THE ALL-CANADA MAN
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NBC ' AHesanrus

Program quality is foremost in the minds of all
radiomen who have the sincere purpose of entertaining
" listeners. That’s why THESAURUS puts emphasis on
musical excellence—rather than name value of an artist.

—

The lineup of top-drawer talent on this page repre-
sents the best in musical entertainment —skillful perform-
ers, fincst arrangements and superb NBC direction.

e e ;
{(HE MUSIC OF MANHATTAN . . . every feature of

jpp network variety shows from thirty-piece
/ance orchestra to Dixieland jazz combination.

puts first things

ALLEN ROTH AND THE SYMPHONY OF MELODY ...
Roth gives finesse to every arrangement and
his choruses and soloists lend lovely voices.

first

Just a few of the many outstanding program units
are illustrated here. And throughout the entire NBC
THESAURUS musical library you will find the same
high quality performance heard in NBC network shows.

Is it any wonder that Canadian stations from coast
to coast are using America’s No. 1 Musical Program
Service to solve their local programming problems?

SN -

THE JUMPIN’ JACKS WITH PATTI DUGAN. ..stylized
swing by onc of the greatest assemblages of
jazz musicians, with vocals by Patti Dugan.

BN DY TR T TR TR T R T

E
.
A
"WING AND SWAY WITH SAMMY KAYE . . . his
ompelling dance band . .. his singing favorites
| . . set all of America swinging and swaying.

IM BRYANT AND HIS WILDCATS . . . specialists
i “Americun Folk Songs and Music.” Ballads,
pmedy and fast hoe-downs add varietyand pace.

e

MUSIC HALL VARIETIES . .
ville arrangements played by old-style pit orches. . . .
tra directed by “Professor” Patrick Ciricillo.

- presents early vaude-

THE SALON CONCERT PLAYERS . .. Max Hollander
and 25 network musicians bring new magnifi-
cence to many glorious salon concert favorites.

A Service of Radlo
Corporation of Amerlca

NORMAN CLOUTIER AND HIS MEMORABLE MUSIC
25 strings of NBC Symphony immortalize
Herbert, Gershwin, Romberg and many others.

THE CHURCH IN THE WILDWOOD . . .

an. inspir-
ing program of hymns and music. Jack

Seagle, baritone; William Meeder, organist.

adly
0

2y
2,

ING DIVISION

SURCE OF RECORDED PROGRAMS

RCA Bidg., Rodio:City, New York + Chicago * Washington * Hollywaod * San Francisco
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SUNWAPTA BULLETIN

TUESDAY AT NINE
IT'S “PLAY IT OR
PAY IT”

The studio crowd gathers, the big
Burns Lard Pail fills with mail, and
promptly at nine each Tuesday
night, CFRN goes on the air with
«“Play It or Pay 1t”’. The showis a
copyright radio idea, with over 18
months of success behind it.

Thousands of Northern Albertans
die through music books and re-
cord collections for the titles of
songs to send to the show. If they
can’t be played within two minutes
from CFRN’s own record library,
the sender wins the money. Burns
& Company gain more customers,
and CFRN, for an original pro-

me idea, adds to its large,

FOR IDEAS
N BEDMC IT’S
| ‘v‘l"\ﬂ
ﬁ? g;}.; = ,!,:‘ .'%‘I'l“
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ask

.. .and there are others

OKAY BUD, WHAT'S Y

1 am a buyer of radio tim(?. 1
have been warned that my time
costs are to advance in the near fu-
ture. Already during the past three
ears my costs have advanced about
60 per cent. Now I must face a
further increase. Why?

I am told that in order to im:
plement the arrangements reached
at the Havana conference many
Canadian stations must step up
their power. Present 1 kw stations
will become 5 kw, and so on. I am
told that this costs a great deal of
money and naturally radio station
operators can’t do it for free. Hence
1, as a buyer of time, must pay the
shot for the increase in power
And now it’s my turn to ask why?

The radio station faced with the
necessity of increasing its power to
hold its wave-length is in a rather
unenviable position, it 1s true. It
may not feel that it needs the extra
power, and it may feel that it is an
imposition to have to spend large
sums of money to increase its power
when there is no actual need for
it. “However”, says the station,
‘there it is. I have to increase
power to hold my wave-length. I
can’t do it without increased reven-
ve. You, Mr. Timebuyer, will have
to supply that revenue.” 1 don’t

%@-----.I--'

ANOTHER ADVANTAGE :
of
SPOT BROADCASTING

is
STATION SELECTION

by Tim E. Byer

feel satisfied with that answer.

So I go to a man I've done a
lot of business with. He’s a repre-
sentative of a number of radio sta-
tions, some of which must increase
powet and therefore rates.

“Look, my friend”, I say,
“you've sold me a lot of radio time
in the past and I suppose you'd like
to keep on doing it in the future?”
To which he gives unqualified
assent He certainly does want to
scll me time in the future.

“All right”, 1 say, dragging my
hand away before he has kissed it
completely clean, “but I want to
know something. What more do I
get from your stations that are in-
creasing power and rates, than I got
before?”

He is just about to embark on
an enthustastic answer (I have my
hands in my pockets where they’re
safe) when a sort of wary and cal-
culating look comes into his eye.
And I know the reason why. He
looks at his watch, says he’ll drop
into my office with some data, and
hurries away to keep a date with
a cup of coffee and to indulge in
some silent meditation, because he
knows what he’s up against, and so
do I!

So, before he comes to my office
with his specious arguments, let’s
look at a few questions he’ll have
to answer. In fact, let’s rehearse
the dialogue before the scene starts.
I'll be Tim, he can be Steve.

Tim: So you finally got around
to seeing me, eh? I thought you
looked a bit scared.

Steve: Scared! (hollow laugh)
What've I got to be scared of, old
pal, old pal—we’ve done plenty of
business before and we’ll do lots
more again, eh, old pal?

Tim: (o<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>