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'NEWS in BRIEF

fickets for the second annual
Rdio Arts Dinner, to be held at
i King Edward Hotel, Toronto,
Fliay April 18, ‘are obtainable
€1: George Murray, Alan Sav-
agt Wes McKnight, Jack Dennett,
Flood Glover, Beth Lockerbie or
e Mahon.

k%

sbert T. Bowman of Ottawa,
ner Washington correspondent
Southam  newspapers, has
n over supervision of CJCH,
fax. Bowman had been com-
tator at different times for the
and CBC.

¥ * *

D. Roach has been appointed
aadian representative by Benton
swles, New York, in the open-
11jof a service office in Toronto.
h has been with Imperial

I'gzcco’s advertising department
}  McKim  Advertising Ltd.,
| treal.

* * *

1ty Caron has bheen appointed

g manager of CJBR, Rimou-.

following the recent death of
. Lavoie.

* * *

lstallation is proceeding on a
1250-watt Gaetz transmitter at
R, Prince Rupert, B.C. Other
control room equipment is
4 being added as part of plans
'ovide improved service in the
wé  especially since plans were
niunced by an American com.
Y to open a $15,000,000 celanese
it at Port Edwards, eight miles
Prince Rupert.

* ok ok

Apowder, developed by the US
tuber Company, when blown into
nnr tubes, is claimed to improve

i} radio reception by reducing

o electricity caused by friction

t'een tire and roadway.

* * ]

Te Canadian and US Radio
fafacturers Associations direc-
nHwill meet on April 24 and 25
‘bescon, N.J., for their Fourth
o f Industry Conference. Plans
r@ander way to discuss industry
rdiction and sales problems with
niixehange of industry informa.
af

* kA

Aurntable, which automatically
edits the playing of either 78
for 33 1/3 rpm recordings with-
utaltering turntable speed, has
e Invented by two members of
/@, New York's staff. The turn-
Wl which has been patented, is
dMosed of a 12.inch inner table
*Miving at 78 rpm surrounded by
W-inch outer ring, raised above
ner table, revolving at 33 1/3

At left, Ronnie Matthews, blind pianist, did his farewell program before lesving for the East on CKN'W, New
Westminster’s Children’s program, when he received gold cuff-links and tiepin from listeners. At right, a
hang-over from the Beavers; the cast of “Un Homme et son Péché” inspects writer Claude-Henri Grignon’s
award after the presentation over the French Network. From left to right: Mia Riddez; Lucien Thériault

(producer); Jacques Souliéres
Charland (Seraphin);

Alfred Amirault;

(operator); Estelle Maufette; Claude-Henri Grignon;
Maurice Gauvin; Francois Bertrand; Claude

René Lecavalier;
Sutton (Whitehall Broadecasting).

Dick Lewis; Hector

FM TO REDUCE COSTS---IMPROVE SHOWS

RCA Engineer Addresses Toronto Execs

The advent of FM to Canada
will reduce radio advertising costs,
accordingtoKen G. Chisholm, sales
engineer of RCA Victor Company
Ltd,, Toronto, during an address
to the April 9 luncheon meeting
of the Radio Executives Club of
Toroato, held at the King Edward
Hotel.

“FM will reduce station operat-
ing costs per unit area,” said
Chisholm, "and because the num-
ber of stations in any given area
can be iacreased beyond saturation,
station rates will tend to be lower.”
For this reason, he added, “radio
will attract a greater percentage of
the advertising dollar away from
other media.” However, he pointed
out, broadcasters would have to
put more effort into building FM
programs because, with high fideli-
ty transmission, it would be more
difficult to camouflage flaws.

More recorded programs will be
presented on FM stations than will
network shows. This, said the en-
gineer, i1s because existing wire
lines cannot handle real high fideli-
ty transmission and there is little
indication of improvement in this
direction. It would seem that most
good shows will be on transcrip-
tions.”

There arc three main advantages
of FM broadcasting from the lis-
teners’  viewpoint, said (I}ﬁsholm,
first stressing FM's freedom from
man-made and natural static and
interference with other stations.

Members of the REC listened to

an AM/FM rcceiver installed in
the hotel. While tuned to a stand-
dard broadcasting station carrying
“The Happy Gang', considerable
noise was picked up on the speak-
er, originating within the building
itself. Switching to FM, the inter-
ference was completely eliminated
"One of the most noticeable things
about FM reception,” said Chis-
holm, “is the impression of almost
complete silence except for the
program material.”

Another advantage was that the
range of an FM transmitter is con-
stant during both daytime and
nightime hours. Dependable
round-the-clock reception is always
available.

FM offers true high fidelity
transmission and reception, he said.
The eatire range of audible
sounds, 16 to 15,000 cycles, is re-
produced with a distortion content
less than one per cent and noise
level of minus 60 db or less.
“This,” claimed Chisholm, “will

allow  full  dynamic  volume
range with no perceptible distor-
tion of any kind.”

“It is hardly likely anyone will
ever be refused an FM broadcast
station license because no fre
quency 1s available”, Chisholm
said. 100 channels are provided
and on none of these is there any
iaterference, one station with
another, of any kind much beyond
100 miles. This means that every
channel can be used over and over
at intervals of not less than about
250 miles,” he said.

It will require a less powerful
FM plant to cover a given area, he
pointed out, than with the use of
an AM transmitter, and the invest-
ment will be considerably lower.
FM ranges are greater per dollar
of plant and are also more con-
sistent, day and night, he claimed.
Tube operating costs per kilowatt
are about half on FM what they
are on AM, he said.

OPPOSE SPONSORED PROGRAMS ON GOVT. STATIONS
Australian Chairman Asks Higher Share Of Fees

Recommendations of the Austra-
lian Radio Committee to have the
Australian  Broadcasting Corpor-
ation enter the commercial field
along similar lines to the current
Canadian  system (CB April 5)
met with strong opposition from
the Corporation itself as well as
from the Australian private broad-
casters.

Appearing before the commit-
tee, Mr. R. J. Boyer, ABC chair-
man, argued emphatically against
the suggestion that the ABC
should enter the commercial field,
and asked for retention of the
license fee system as the sole
method of financing the national

broadcasting service.
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* THE MELODY MAIDS * HENRY SYLVERN & ORCHESTRA

It's new! It's exciting! Fifteen minutes of the
smoothest music ever available. Produced by the
F. W. Ziv Company, the Barry Wood Show has
had phenomenal success in the U.S.A., taking the

high ratings in every market.
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8 MARGARET § :
| WHITING available |
The “It Might i
As Well Be locally

Spring” girl,
new network [
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SOUNDING BOARD

BIISH AND BOW
Lronto: Might I add my sin-
cel congratulations to those you
hag already received from per-
smf in various walks of life for
thsplendid job you are doing in
copection with the presentation
ofideaver Awards for outstanding
sogice to Canadian radio?
chairman of the Awards
Camittee of the Association of
Caadian Advertisers, I realize
cn} too well how much time,
enigy and research must be spent
in:he selection of recipients of

ds.
\{; personal opinion is that you
ah been selecting your winners
otBeaver Awards wisely and dis-
tly, without fear or favor, and
.institution of this practice is
1ging radio in Canada even more

sficial as an advertising
mgium.
-:L. E. Phenner
Chairman, 19,7 ACA Advertising
Awards Jury
* % %
D DROPS

yronto: Yes I'm an agency man,
afirst and foremost I'm a Cana-
it Not gifted with the type of
ilat that goes before a mike, I
1'still vitally interested in the
f gherance of my fellow-Canadian
¢1n accepted first flight artist
li rtainer. So I can drip my
s of acid comment, without
mndice, regarding the type of
adian-owned station promotion
~we seein the press and re-
b in our mail.

hy do these promoters of
ion excellency harp on the
re that they carry “all the

nrican popular programs”’? 1
+copy which starts off with a
of all the leading Canadian
‘qs and then A LIST OF
ATIRICAN SHOWS USING
TUAL NAMES. Why do we not
our own CANADIAN OR-
TATED AND PRODUCED

|| WS equal billing? Again, upon
.opening of a station enlarge-
re n little while ago, we saw a
‘eﬁ-e-page spread with 14 Ameri-
ar shows’ stars depicted. This
stabn carries several highly rated
~ofl sales-making Canadian shows
(nd administered by my employ-
but are they even mentioned?
I@Why don’t CANADIAN shows

Laurence Abbott
Pat Barry

Lloyd Bochner
Roxana Bond
Marjory Chadwick
Bernard Braden
Bernard Cowan
Joy Davies
Laddie Dennis
Russ Gerow

PRODUCERS!

When you're looking for

“The music was swell, Dad, but isn’t the commercial awfully long?”

get equal billing when the stations
are promoting radio listening with
our public? They certainly want
Canadian accounts.

One result of this constant effort
to sell the foreign programs is
that our clients see the colossal
ratings these foreign programs
get, and then, instead of creating
a CANADIAN manned show they
continue to import shows from
other sources.

Then we +are asked, why do
Canadians go across the border.
Yes there’s more money there, but
many of our artists who have
gone would have preferred to stay
if the Canadian Radjo Broadcast-
ing Industry had sold our listening
public on our own shows first and
thus produced listener buyers for
the sponsor’s product which in
turn pays the artist, station and
administrator.

:Vie Dyer

Golfing Mikeman

A. J. “Red” Hopps, assistant
manager of CFRN, Edmonton, has
been elected to the Board of Gov-
enors of the Mayfair Golf and
Country Club, Edmonton. Hopps,
one of Canadian radio’'s most
active golfers, was publicity direc-
tor of the 1946 Canadian Amateur
Championship Tournament held at
the Mayfair Club.

Barbara Kelly
Beth Lockerbie
Howard Milsom
Dick Nelson
Mona O'Hearn
l.oy Owens
Marjorie Purvey
Maurice Rapkin
Ruby Ramsay Rouse
Sandra Scott
Barry Wood

Call

| RATE

Waverley 1191

Success Story

A promotional piece released by
CKWX, Vancouver, recently, quotes
stock quotations to illustrate the
power of radio advertising. “In
1940, for instance,” the copy reads:
“you could pick up a share in Ever-
$1.75. Then
Eversharp went on the .air with
‘Take It Or Leave It." In six years,
the price of that share went up to
$58.00!"
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Our Guest Speaker Is: ,:
C. H. INSULANDER lrj/\

Manager
Radio Station CFPR, Prince Rupert, B. C

“Because the secrecy necessary in wartime was more
strict and effective in the Northern British Columbia
area than elsewhere, Prince Rupert is possibly
“Canada’s least-known market”.

“But in Prince Rupert, as anywhere else, Radio is a
most effective advertising medium—and, due to geo-
graphical conditions, CFPR is the only radio medium
to get the advertisers’ message into the homes of pro-
spective purchasers, both local and district, in this
area while that message is still fresh.

“You who buy radio time well know that local adver-
tisers would not consistently use CFPR unless it
got results. McRae Brothers Limited, one of our first
accounts, nine years ago, are still on the air with us
every day. With carefully chosen messages,
placed at the right time McRae’s have grown, until
today, with their large modern store. they are
the leading stationers. William Sheardown, Prince
Rupert's largest grocers, give CFPR exclusive
credit for the successful opening of their new
store and their continued sales.

“We are proud to have been able to add to
the success of our clients.”

C. H. INSULANDER

IORACE N STOVIN

& COMPANY
Ruadio Slalion Kepresenlalived

for these Live Radio Stations

Stovin
GUES%EJS]PUI‘
£

CJCH Halifax CHOV Pembroke CKX  Brandon

CHS) Saint John *CHML Hanmilton CFAR Flin Fion

CKCW Moncton CFOS Owen Sound CINB  North Battleford

CJEM Edmundston CFOR Oirillia CJGX Yorkton

CJBR  Rimouski CJBC  Toronto CKLN Nelson

CKVL Verdun *CFPL London CFPR  Prince Rupert

CKSF  Cornwaoll CKLW Windsor CJIB Vemon

CFJM  Brockville CKY:'  Winnipeg CJOR Vancouver

CJBQ Belleville CJRL Kenora ZBM  Bermuda
*Represented by us in Montreal only

MONTREAL TORONTO WINNIPEG

Pacipic
Prattl/e

by ROBERT .FRANCIS

Besides being a high ranking
entertainment feature on the west
coast, “Public Opinion”, sponsored
by the Spencer department store
and aired by CKWZX, has been
giving it to the industry right be-
tween the eyes on the subject of
listeners’ reactions to production
trends.

The latest piece of guidance to
come from this forum was a 73%
opinion, among listeners who took
the trouble to vote, that there are
too many shows on the air dealing
in mystery and murder.

* * *

A letter appeared the other day
in the “Vancouver Sun”, protesting
ageinst contests which result in
floods of phone calls to busy
offices, asking for information.

The complaint stemmed from a
competition which asked for the
height of Hotel Vancouver, and
brought hundreds of calls over a
hopelessly overloaded telephone
system to an extremely busy hotel
switchboard.

* L *

The CBC will take a new fling
this summer with a series of Sun
day concerts in the open air Mal-
kin Memorial bowl in Stanley
Park

Singers and guest artists will be
there with a 25-piece orchestra to
entertain an audience on the
grassy slopes of the bowl, while
listeners can hear it from 9 to 10
in the evening.

So far, since there is no charge
made for the outdoor concerts,
church groups which prevented
university students from having
Sunday concerts have made no
complaints to the city police de-
partment or the attorney general.

* * *

The Okanagan Valley in south
central B.C. has added coverage
since CKOK Penticton went on a
new and increased broadcasting
schedule recently.

* * *

Ellen Harris of CBR Vancouver
went on the air for her 300th
broadcast recently. Her “Morning
Visit,” which goes three times
weekly at 10 a.m. brings her a
rush of fan mail from all over the
province.

One of her guests on her 300th
appearance was Mrs. H. L.
Breadon, who wrote Ellen Harris
her first fan letter when her pro-
gram commenced two years ago.

* » *

A sailor who took good care to
beware dashed up a flight of stairs
into the bright lights of CKWX
studios the other night to get
away from a pair of gunmen who
had put the finger on him to drive
a car for them.

The gob told his story to Bert
Cannings in the news bureau, who
got right on the phone to the gen-
darmerie,

* * *

The public relations blokes at a
Vancouver station were slightly
embarrassed when an  angry
mother phoned to know what kind
of a racket they were running in

connection with box tops for 4
certain product.

Seems Junior had persuaded
to buy some of the stuff sg e
could send in the cardboard top
and get a picture album from the
sponsor. The station sent on the
tops to the sponsor, but Junig
heard no more of the premium,

When mama complained to the
station, they wrote asking sponso
what the hell. Sponsor replied g
sorry please, fresh out of stock r
but more coming up. Station callej
to placate mama and Junior.

Which is all handy dandy, the
station P.R.O. says, except that i
the sponsor had just taken the
trouble to write Junior a note in
the first place, the station itself
would not have lost a small chunk
of its hard-built good will.

* * *

:
]
Wallie Peters, musical director g
L
i

at CJOR, will direct a ten piew

orchestra at the city’s Happyland

amusement park during the sum.

mer.
* * *

Loyd Bulmer, who does an early
morning stint at CKMO, Vancol.
ver, stepped to the mike the other
ayem and calmly announced that
“this is CKMO Vancouver. No
other radio station in the worl§
can make this statement.”

ok % |

Art Chandler, chief engineer at
CJOR, has returned from a si
week foray through eastern Can
ada and the states. Brother
George, station manager, leaves on
a trip himself shortly.

£ * *

George Dewey, chief announce!
and boss on CKMOQ’s “Teletime,
recently found a new twist for the
old iceman gag. During the give
away program he called a number
asked for the woman listed, b
found himself talking to the ie
man who had the enterprise @
answer the call. Dewey is now at
vising his listeners to leave tht
iceman in charge of their affail
if they have to break away fron
the loudspeaker to do the work

% * *

Ross Mortimer, on his CIJOR
“Take It Easy” show, was wonde®
ing out loud where to take a wilef}
and a six month old daughter f0f
a holiday. With the words hardl
out of his mouth, a message land |
ed on his desk from a Vancouve'{i
Island listener inviting the familf
for a two week vacation. *“
for the baby,” the listener added

By

T R

* * *

Production manager Al Reusd
at CKMO has a new Friday everf
ing piece titled "Hit Makers i
the music and personal histol
of modern composers such, as Lol

Porter, Richard Rogers, Haml h
Warren and others, |
* * L 3

h

CJOR has been going full bl
on the public relations work lawf:
ly. Margaret Jestley, directol oh_L
Women'’s features, attended thf#
days of P.T.A. convention, covlef: .
ing for the station and discussift
radio publicity problems with delﬂr
gates. A week later she was at #f
annual meeting of the LO.DES
B.C. branch, and Dorwin Bal
the station's promotion manag®
was at a B.C. Products Fair 1“1
Victoria.
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lembers of the Toronto Advertising and Sales Club were privileged
lasfiveek to hear a frank and factual address on the French Canadian
maget. It must have sent many of the members back to their offices
orering if they had been closing their eyes to the potentialities of a

¢nd spending market of three million people.
.ondensed on another page of this issue, the talk was delivered ‘by
Rolhd Beaudry, M.P.,
I publications and

whose wide experience in advertising includes
In it he pointed out that due to the
Hlage problem, the Quebec market requires individual treatment.

radio.

"he question of individual treatment of this one market, in terms
i>rchandising, raises the interesting question of other areas where,
vhi, the language may be the same, living and consequently buying
s are just as different as is the French speaking province of
wec. It raises the question of whether the wise national advertiser
#: one who broadcasts his one program from coast to coast, or one
/ tonsiders the “local” circumstances in let us say the five main areas
nada, and proceeds to plan his programs individually for B.C,,

#ie, Oniario, Quebec and Maritime listeners,

We are frank to admit
rdianism, these five
if they were served with the same intelligent diet of
This should of course be the function of the CBC. But in
ast few days, E. L. Bushnell, CBC Director General of Programs,
ithe Young Men’s Canadian Club of Toronto that the CBC program

e has to be highly specialized into regions; that there have to be

that,
“isolations”

from a standpoint of national
could be drawn together very
ively,
Jjjams.

istinct noon-day broadcasts to farmers, because the Ontario farmer
iié-ot be interested in the information broadecast to the fruit-growers
it e Okanagan Valley; because each province must have its own

‘\'i;ulum of school broadcasts.

[esigned to dispense a ‘“national” broadcasting service in this
:L‘.ﬁry, which is at one and the same time so vast and so sparsely
oated, the CBC is laboriously striving to concentrate on “regional”
nd “local” broadcasting, while the national advertisers and their
gedies are paying the CBC hard cash for the privilege of dispensing

hevIlational” program service which the CBC was created to render.

tast. November we had the privilege of addressing the Young Men's
anflian Club of Toronto, and at this time we suggested that the CBC
oulrender a “national” service by synchronizing all its own stations
In this speech, we foretold that the CBC
7ol object, on the grounds that its regional broadcasting would be
1 impossible, and this is precisely what happened.

Le or two frequencies.

he point is that advertisers are allowing themselves to be made
arfs to the CBC’s indolence in the production of “national” programs
€cfise they feel that they need *regional” programming to maintain
'halittle hold they still have on the public. They feel that broadcasting
! fnada has to be regional in order that it may succeed. And we
espetfully suggest that what is sauce for the CBC is sauce for the
dvitisers.

Editor

BEHIND THE NAME

(Time — 1 minute 50 seconds)

Two in a series of radio Flashes prepared by the Brand Names Founda-
tion Inc.,, New York, and adapted where necessary for Canada, for use
by radio stations and advertising agencies on behalf of all advertisers

whose brand names have made modern advertising possible.
printed in each issue of this paper,
entire series, write Brand Names, ¢/0 Canadian

these flashes will be
like copies of the

One of
If you would

Broadcaster, 371 Bay Street, Toronto 1.

MORE OF THE. SAME

Druggists report that every now
and then a customer walks into a
drugstore—an empty, unlabeled
medicine bottle in his hand—and
asks for ‘more of the same”,

Of course, the druggist can’t
supply ‘“more of the same” when
there is no identification on the
bottle.

The same principle applies to
everything you buy. When you
have bought a product you liked
and if you want “more of the same”
—it's the brand name on that pro-
duct which makes it possible for
you to buy it again and again—
simply by calling for it by name.
Without the uniformity guaran.-
teed by a brand name, you would
be likely to get something differ-
ent every time you shopped.

Remember that the brand name
on nationally-advertized products
is your insurance of uniform
quality—day after day—because of
exacting standards of supervision
all along the line of production.

You can buy “more of the same”
of a nationally-advertised brand
with the assurance that it always
will be the same—or better!

GOAT-SKINS TO CELLOPHANE

There’s a fascinating history be-
hind the neat, well-packaged rows
of products on your kitchen and
bathroom shelves. Those bottles
and tubes, cans, jars and boxes
which are just right for the pur-
pose they serve trace their origins
to the earliest times.

A goat skin was probably the
first kind of “package”. And during
the Stone Age woven baskets and
crude clay pottery were used for
produce of all kinds. It is reported
that Egyptian merchants of the
11th century used a kind of paper
to wrap their wares. And the use
of glass goes back to ancient times.
But it wasn’t until very modern
times that packaging, as we know
it, was introduced.

The development of modern
packaging grew with the develop-
ment of modern industry. We went
through our “Cracker-barrel days”,
when most products were sold in
bulk from barrels and boxes. But
gradually, manufacturers learned
that it was more economical in
the long run to distribute products
already packaged. It was more
sanifary—it was more convenient
for housewives in their shopping—
and it was less wasteful than the

old bulk-buying process. Also, man-
ufacturers found that modern
housewives were asking ‘“Who
made it?” about the things they
bought. And the manufacturer
could guarantee that his product
would reach the purchaser, un-
tampered and just as it was adver-
tised, only through the use of
sealed packages on which the
maker placed his identifying brand
name—the symbol of his guaran
tee and responsibility.

Yes, people of ancient times
would regard our modern packag-
ing as almost magic. And the
benefits we consumers gain from
modern packaging are almost
countless—benefits which include
cleanliness, shopping convenience,
guaranteed quality and reliable
quantity—and the confidence that
the brand name on the container
will  fulfill the promise of its
maker’s reputation.

SVvpP

NBC's Ed "Archie” Gardner is
amazed — a Canadian restaurateur
has writttn him for permission to
name his new cafe “Duffy’s
Tavern”. It seems that over 50
American restaurants have been
named after the Wednesday night
comedy show in the last six years—
but this is the first time anyone has
asked an O.K. from the originator
of the name.

Aid Cancer Drive

14 Ontario stations are donating
two free announcements for each
announcement paid by the Ontario
Branch of the Canadian Cancer
Society during its current drive for
increased membership. This year’s
campaign has as its objective,
“One Member of the Cancer
Society in Every Home.” Members
will receive bulletins and educa-
tional material concerning treat-
ment of the disease,

Stations  co-operating in tlfe
campaign, and which will make
two free announcements for each
paid spot are: CKPC, CKPR, CHML,
CKOC, CKWS, CJKL, CFPL. CKCO
CHEX, CHOK, CJCS, CKGB, CFRB
and CKEY.




Canadian Broadcaster

< “COVERS THE W

WNITED PRESS

MESSAGES POURED IN
FROM ALL OVER THE
COURTRY ON THE
CARTIER BY-ELECTION
RESULTS

“Magnificent is the

only word I can

think of”.
1il rthead from
addy in-

Stations rveferring
to B.U.P. bulletins
throughout.”

‘You were miles
ahead both with
figures and back-

eround.”

B.U.P.

scored a 20-
minute beat on
Raymond Boyer
jury disagree-

ment
AHEAD
with Bohozuk's
acquittal of

John Dick’s
murder

HEAD OFFICE

231 St. James Street
MONTREAL

TRADE WINDS

Edited By Art Benson

McKims Toronto office tells us
that Lavoris Chemical Co. (Mouth
Washes) has made its debut into
Canadian radio by taking a 13
week test campaign of 3 flashes a
day over CFRN and CJCA Edmon-
ton.

® *
CKSF, Cornwall reports that Spin-
elli beverages of Valleyfield has
scheduled the live 15 minute 3 a
week “Slim and his Golden Bar
Rangers” for one year.
Bob Howe at Frontenac Broad-
casting tells us that his brain-child
‘An Orchid To You” has been re-
newed over CKEY, Toronto by
Albert's Hardware for April and
May and will be picked up again
in the fall. Same agency also re-
ports that Church Motors has
taken the 5 minute 6 a week
11 p.m. newscast by Fred Cripps
over CKEY for 6 months. The A
J. Siggner Furniture Stores have
started a daily p.m. newscast
called “Oddities in the News” over
CKEY for one year.

The commercial department at
CKSB, St. Boniface reports that
the Winnipeg office of Massey-
Harris has started a 3 month
series of spot announcements. Lake
of the Woods Milling Co. has
scheduled 13 weeks of 2 a week
half-hour woman’s programs cal-
led “Housewives Club”. Hurtig
Furriers have contracted for a
summer and fall spot campaign
Breslauer & Warren, Winnipeg,
jewellers have a daily spot cam.-
paign under way for one year.
® koW

The James Fisher agency tells us
that Allied Toiletries Ltd. is piping
in Sammy Kaye's “Sunday Seren-
ade” from ABC to the Atlantic
and Mid-east regions of the Domi
nion network plus CKEY, Toronto
and CFBC, Saint John. The 26
week series started April 13 adver-
tising Rayve Creme Shampoo and
can be heard Sundays at 1.30 p.m.

KCR

KITCHENER

OVER TO YOU, JUNIOR

Gilbert Milne Phoy

Gordon Sinclair, veteran newspaper man and noon newscaster at CFRB
Toronto (Acme Farmers) turned over the mike to Gordon Junior befor
leaving on a lightning trip to Hollywood on a script chore, We under
stand that “Old” Gordon has ordered Junior to sandpaper his tongu
before each broadcast to make sure he does not get a higher ratin

than his father. ]

P.C.’s WANT RADIO COMMISSION

The Progressive-Conservative  McCann  that the CBC “does m
Party has revealed its plans for a  take instructions from the govem
complete probe on the Canadian
Broadcasting Corporation this vear
in the House of Commons. A. L.
Smith (Calgary West), said he
wanted tc find out if the House was
in favor of “handingto any corpor-
ation complete power of regulation
and control over those concerns 11
opposition to it.”

“We did advocate,” said Smith.
and wiil continue to “advocate,
that some independent body shall
stand between the corporation it-
self and its opposition who are in
competition and in the advertising
business.”

L. W. Skey (PC, Toronto-
Trinity), asking whether the CBC
had received instructions that no
longer would the Labor-Progress-
ive Party have free time on the air,
was told by Revenue Minister

for its own regulations.

McCann advised that the CBC
reviewing the question of politi
broadcasting, had decided parti
with no representation in f
House would not be given fm
time on the national network b
tween. elections.

Safety Second
A recent broadcast by Map
Sam Lawrence over ckoc, Ham:
ton, was tied in with the theme¢
the preceding program,

behave as it was Wistful Visi
Safety Week. Then, in the follow
ing period, the Hamilton Ma
discussed Safety Month.
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by WALTER DALES

ferage of the Cartier by-
#gon was radio’s big job in
ofreal this fortnight. They
raght listeners more than statis-
cd returns, which were notable
rgly in that they showed a
rdg bias against Communism in
{ding once red as a Rose.
isiners also heard the gory
yd1 - tootin - shootin  details of
the strong-arm boys were
olh. Elections are serious affairs
egbouts.

Oring the week prior to the
ofon, radio station CJAD had
ilcast a devastating exposé of
oinunism, based on the Louis
tnz affair in the US.A. No
s of features could have been
lci timely, for they hit air-
a's which were still hot from
a Pat Sullivan announcement
a'he had quit his post because
 bmmunist domination of labor
nips in Canada.

itenership to this type of

cal broadcast was astounding.
A station manager and owner
irthur Dupont to coniment:
% can use a good deal more
taalism in radio. We want more
rams dealing with what the
ufle are reading and talking
it at the present time.”

Q a step in the right direction,

tation this week began a new
‘ybet called, “Just a few seconds

# Canada.” It consists of
“fit, factual spots about Canada’s
4y advantages, and urges citi-
4} to be proud they are Cana-
/5. “We're not flag waving for

sake of flag waving,” Dupont
.ppins. “We're telling the people
I they may be proud of their
yitry. It is time more people
efto know that our standard of
g is the highest in the world,
i} the possible exception of the
n2d States. We have more cars,
'@+ telephones, more freedoms
ofll the people than most other
tbns dream of. Why shouldn’t

bright. All year round, the Pom
people thrive on the goodwill Ed-
wards drums up among the house-
wives. Any radio station without
a good weather show might copy
the Edwards format to advantage.

* * *

After about a decade with CBC,
Rusty Davis, well.known writer-
producer, has quit. Most probable
reason is the rumored tendency of
CBC toc treat its artists as though
they were civil servants, which, I
suppose, they are. In early CBC
days musicians and artists were
given all the leeway needed for
creative effort, short of money.
Apparently, as the machine grows
larger and administrative posts are
filled by persons from outside the
entertainment field, the freedom
required by artistic folks is in-
creasingly restricted. Davis’ resig-
nation may be the forerunner of
many more.

E I T

Radio Station CFCF on Satur-
day completed a fine public service
project for the Junior League of
Montreal. A series of 13 broad-
casts, “Books Bring Adventure,”
dramatized highlights of excellent
books and urged youngsters to
read them and review them, or do
a painting inspired by them. Ten
awards were given, five for the
best reviews, five for the best
paintings. For the winning daubers
there were five scholarships at the
Montreal Art Museum-—no mean
prize. The series was broadcast
free, and was a goodwill effort
that paid off. All protestant school
boards and all city libraries co-
operated in the scheme.

* * *

When a study of early morning
listening habits disclosed peak
audiences at seven to eight a.m.,
CFCF immediately decided to play
that period for all it’s worth. First
new feature is “The 600 Special”
a live-talent show, with no spot
announcements allowed. Featured
on the show are organists Buddy
Payne and Ray Johnson, with
catchy wake-up melodies and no
patter.

TCA To Extend Net

Hon 25 Years

A
POTENT SALES
MEDIUM

CFCN

CALGARY

10,000 WATTS

The Voice of the Prairics LU

= @@ @ﬂ;;ﬁro THE

BROADCASTING INDUSTRY

By Walter E. Elliott

Fourth in a series of frank
F‘_ talks about Illiott-Haynes
i Z and the broadcasting indus-

try.

The Coincid;htal Telephone Technique

LL ratings data shown in E-H Reports are
assembled by means of the telephone co-
incidental technique.

This method consists of telephoning a random
selection of homes at the time the program is
on the air, asking a standard set of questions,
pertaining to the respondent’s listening behavior

The coincidental telephone technique has
these distinct advantages:

1. It permits measurement of the size of audi-

ences while they are assembled as listeners

to specific programs;

It is the quickest and most direct contact with

the listening audience;

. It requires the least listener effort;

. It is the most economical interviewing pro-

cedure;

5. By actual experience, it is the most accurate,
sensitive and reliable method of measuring i
radio audiences. :

Next issue: "The Interviewer's Questions

l
W@% Limiled 1
W Y4/ a4L& |
Continuous Radio Audience i
Measurements Since 1940
Sun Life Building 515 Broadview Ave.
MONTREAL TORONTO

TCA’s network of eight ultra
i high frequency transmitters operat-
‘erybody  talks about the ing between Gander, Nfld, and

vejher, but none more than T .
ik Edwards, the Pom Bakery’s epe, il b2 extenided i
west coast when cquipment be-

aa) weathercaster. Last week
‘dlards gave the official forecast, €OMES avatlable. Stations will be
u'{\tossed in a differing opinion located 100 miles apart, operated
rl;{[i)s own..Next day, with a voice by remote control along the air-
Iv f humility, and his neck pull-  [ine’c Jandlines.

‘ﬂlghl back in he told his CFCF

sfhers that hereafter he'd take - —
h# Weather Bureau's word for
hé& things—they’d hit it right on
nose; he'd been too optimistic.
lueners liked both his forecast
i his readiness to admit he’d
given a bad steer by his own
‘al ball.

‘@ape proud of it?”

[N

o

IN BRITISH COLUMBIA

WITHIN 15 MILES
of OUR TOWER

Iwards talks weather for 5
@lites every morning, and
s every minute of it interest-
Montrealers bring umbrellas
ork or leave them home as he
wtes. Car washers feel the
when Edwards sniffs rain in
offing; but they do a rushing
ess when the outlook is

REACH THIS RICH MARKET

..CKNW

NEW WESTMINSTER, B.C.







