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NOT SILVER PLATE BUT SILVER TONE

‘ADIO TOOK PRECEDENCE over silverplate when CJOR, carrier of all major west coast racing broad-
asts, was invited to present a trophy for the B.C. Breeders’ Handicap at Lansdowne Park, Vancouver. In
lace of the inevitable candlesticks and cake plates, owner of winning horse “Eddy’s Boy,” Mr. J. D. Ker-
wde, was presented with a streamlined portable radio by Mrs. Helen Chandler (extreme right), wife of

#JOR’s Vice-President Art Chandler.

Smiling approval are Mrs. Kermode (hold B.C. Breeders’ Cup) and
“Eddy’s Boy” jockey—Tony Licata.

BC BROADCASTERS WILL REBUTT CHARGES
RADIO SOAKED ELECTIONEERS

By Bob Francis

Vancouver. — The British Col-

imbia Association of Broadcast-
rs will write every member of
he House of Commons 1o say
hat statements by various mem-
sers about the cost of radio time
foing up during election cam-
)aigns were not true.

At their annual summer meet-
ng, held at Kamloops, the BCAB
liscussed the Hansard report of
he June 2 sitting of the Parlia-
nentary Radio Committee when
he cost of spot announcements
ﬁnfl the 1949 federal election cam-
aign were discussed.

According to Hansard, Ralph
Vlaybank, Winnipeg M.P. and
‘hairman of the committee, com-
nented that ‘‘all prices were
loubled during the last election
or broadcasting.”” Another Win-
Plyeg member, Allistair Stewart,
fald, “‘we were soaked,” while Don-
ild Fleming of Toronto said any-
e who had been through an

election campaign knew what it
cost.

BCAB members denied the ac-
curacy of these statements and
passed a resolution that F. H.
Elphicke of CKWX, president of
the association, write federal mem-
bers “pointing out that the state-
ments made before the Parliamen-
tary Radio Committee regarding
political broadcasting were incor-
rect and that no station in the
BCAB charged more than its pub-
lished card rates in the last fed-
eral election.”

A feature of the two-day BCAB
meeting, July 10 and 11, was dis-
cussion of a new survey method
for measuring the effectiveness of
the advertising dollar in all media.

Sam Ross, assistant manager
of CKWX and Jim Wallace, man-
ager of KPQ, Wenatchee, Wash.,,
led the panel.

The new method has been tested
by Advertising Research Bureau

Inc. of Seattle, and is built on
point of sale interviews after ad-
vertising campaigns in which the
major essential is the investment
by the retailer of the same vol-
ume of dollars in the media being
tested.

Mr. Wallace, whose station has
conducted two of the tests in
Wenatchee, said they showed the
effectiveness of radio and news-
papers when the same volume of
dollars was used in each, and the
effectiveness of an advertising
campaign when both media are
used.

The task of the association’s
sales presentation committee is al-
most complete, retiring chairman
F. H. Elphicke reported. He was
succeeded by M. V. Chesnut of
CJVI Victoria.

The committee's goal is a de-
tailed report on the use of radio
in all parts of the world, the use
and potential use of radio in B.C.,
and its effectiveness in selling.

The BCAB’s own advertising
committee, headed by Bill Rea of
CKNW New Westminster, re-
ceived approval for a new cam-
paign promoting the use of ad-
vertising in B.C. This campaign
will be built around the propo-
sition of expanded radio adver-
tising expenditure to get results
commensurate with the province’s
population growth and industrial
expansion.

A resolution was passed ap-
proving William Guild of CJOC
Lethbridge and his committee for
their job in presenting the case
for private radio to the Royal
Commission on Arts, Letters and
Sciences.

T B ]
George Chandler of CJOR
warned delegates that extreme

care was essential to protect pri-
vate commercial stations in any
changes in the North American
Regional Broadcasting Agreement.
He was reporting on latest
NARBA negotiations and discuss-
ed international allocation of fre-
quencies and the need for protec-
tive agreement.

Twelve of B.C.s 17 stations,
with representatives of other
phases of the industry, registered
for the convention, including Ian
Clark and Walter Harwood,
CFJC Kamloops; Allan Ramsden,
CKILN Nelson; Maurice Finnerty
and Harry Watts, CKOK Pentic-
ton; Jim Browne, Sr. and Jim
Browne, Jr., CKOV Kelowna; Jack
Carbutt, CKPG Prince George,;
Joan Orr, CHUB Nanaimo; Jack
Pilling, CHWK Chilliwack; John
Loader, CJAT Trail; Bill Rea,
CKNW New Westminster; George
Chandler and Dorwin Baird, CJOR
Vancouver; F. H. Elphicke and
Sam Ross, CKWX Vancouver; M.
V. Chesnut, CJVI Victoria; Jim
Wallace, KPQ Wenatchee, Wash.;
Ted Barbour and Jack Gray,
Canadian General Electric; Les
Hawkins, Canadian Marconi; John
Hunt, John N. Hunt & Associates,
Vancouver; and John Baldwin
All-Canada.

WELCOME HOME

Toronto.—Guy Herbert, general
manager of All-Canada Radio
Facilities Ltd., returned here last
week from a six-weeks’' trip to
Great Britain and Europe.

He returned full of enthusiasm,
and echoed Harry Sedgwick’s be-
lief that there is business for Cana-
dian radio to be had over there.
He has promised an interview for
next issue.
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hotels. institutions.

ACHIEVEMENT AT BELLEVILLE

radios
Completely modern Sound Systems  for for the
sports arcnas, industrial. plants. schools. home

All types
of fine

olovox

M5O0B BY THE MAKEES OF
THE HAMMOND OAGAN

Motion picture Sound Systems for theatres
of all sizes

BTY ST A P

521

2 T4NTAP

oZ$ra

T4 028

AM or FM Broadcasting Stations including
Speech Input Equipment A complete
Broadcasting Station scrvice irom Tele-
phone Line to antenna.

HAMMOND ORGAN

Music's mosre glorious voice
J*
For Church and llome

Mine Signallng Equipment . . . for vaice Power Line Carrier Systems for voice com-
or signal commpmcation between cage and ation. generation control. or remote
surface Pesigned  for nigorous use in

telemetering Specibically vngineered for

Canadian hard-1ock mining. the Canadian Central Station industry.

L
P .
AL\

"
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The latest Mobile Services Equipment. in-
cluding complete fixed station systems. for
Municipal, Provincial and Federal Palice.
forcst conservation. hydio systems,
veyers and prospectors.

Electronic  Soundwriters
machines of distinction for Canadian busi-
ness men. exccutives, travellers. teachers,
stock supervisors, investigators . . .

Dictating

sur-

1049-19

Fire Alarm equipment and systems Joi

All forms of manual and Traffic Actuated
buitdings or municipalitivs.

Trafic Equipment and Systems.

PO,

Nothers Electy

h .. COMPANY LIMITED
Expert Engineering and ey ) ¥
Installation Services e,

at your disposal

DISTRIBUTING HOUSES THROUGHOUT CANADA

—
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~ AGENCIES

By Art Benson

Profile of a Prodigy

Toronto. — Fifty-two of Cana-
.an radio's recent success stories
sve been used to reinforce the
guments for selective radio, ad-
inced in the booklet, Profile of
Prodigy That Sells in 3Y, Mil-
m Canadian Homes, issued this
onth by Walsh Advertising Co.
id.
These testimonials, compiled by
‘alsh radio director Ev. Palmer,
-e intended to show radio’s pull-
g power in the sale of capital
insumer goods at prices upwards
from $300.00.
“The successes
scored by radio
in the sale of
less expensive
merchandise are
£ too widely
known to war-
rant further
elaboration
here,”” writes
t Palmer.
The successes

of many motor
ir campaigns were mainly cited,
2aded by the case of Campbell
iotors Ltd.,, Vancouver Pontiac
ralers, which revealed, according
the company’s advertising man-
‘zer, that a test campaign aired
er local CKWX produced results
hich “ranked equal to, if not
ceeded, the results obtained
om our very large newspaper
ypropriation.”

Station CFNB Fredericton re-
orted on the results obtained by
used car client, Stiles Motors,
i Woodstock, N.B. According to a
iport by sgtation sales manager
ustin Moore, special announce-
ents had to be aired to rebuild
le stock of cars completely sold
at in a previous campaign. ‘“We're
ympletely sold out and haven't

Ev. Palmer

now thoroughly sold on the use
of radio advertising for his trac-
tors.”

[ ] » a
COCKFIELD BROWN
Toronto. — The Canadian Na-

tional Exhibition has scheduled a
series of daily minute spot an-
nouncements and chain - breaks
over six American stations com-
mencing August 7 through Sep-
tember 1. A daily spot announce-
ment is also going to 26 Ontario
stations beginning August 14 for
three weeks.
" B a

JAMES LOVICK

Toronto.—F. W. Fitch Co. Ltd.
has scheduled a five-minute three-
a-week morning sportscast over
CFRB Toronto for one year fea-
turing Wally Crouter. A daily
five-minute newscast goes to
CKEY Toronto along with a daily
flash announcement series. To
round out this 52-week campaign,
advertising Fitch’s Dandruff Re-
mover Shampoo, is a spot an-
nouncement series going to CKVL
Verdun; CJAD Montreal; and
CJOR Vancouver.

SPITZER & MILLS
Toronto. — Colgate - Palmolive
Peet Co. Ltd. starts an 8 weeks’
flash announcement campaign July
31 over 16 stations coast to coast
advertising Fab.
2 3 a

J. J. GIBBONS

Calgary. — Calgary Brewing &
Malting ICo. Ltd., advertising Cal-
gary Ginger Ale, has started a
new series of five-a-week sgorts
programs over CFCN Calgary
(5.55 p.m.) with Henry Viney an-
nouncing. Viney also broadcast
the world - famous chuckwagon
races at the Calgary Stampede
this year with the same sponsor.
Calgary Brewing & Malting Co.
Ltd. now has four daily sports
broadcasts in Alberta. The 15-
minute Sports Parade over CFRN,
Edmonton (12.45 p.m. Monday
through Saturday with Gordon
Williamson) ; the 15-minute Sports
Mirror over CKXL Calgary (6.15
p.m. Monday through Saturday
with Ken Foss); and the 10-min-
ute Cal-O-Scope over CKRD Red
Deer (6.40 p.m. Monday through
Friday with Ned Corrigal).

montreal

'3 e
covers QUEBEC'S
ENGLISH MARKET

.. . providing the perfect
combination of coverage
and listenership.

l°°°

Dear Bill:

this information.

MR. W. D. BYLES, Radio Director,
YOUNG AND RUBICAM LTD.,
TORONTO, Ontario.

This

jaée a /effer, I]/Midd 7%:$ouga/£/

July 8th, 1950.

Here's some information that should make your clients sit up and take
notice about our 1000 PERSUASIV ' WATTS!
our newspaper competition, The Medicine Hat News,
of the Second Quarter edition of CANADIAN ADVERTISING, you can verify

informationr concerns
If you’ll turn to page 25

ad anything left since April 1,”

(ABC)
ill Stiles is quoted as saying.

City Zone 3,433 Retail Trading Zone 520

Total Net Paid 4,215

Make a note, Bill, of that Rural Trading Zone figure! In a market that
is predominantly rural, only 520 copies of the News goes into the rural area.
And here’s something else . . . out of the total of 520 copies, 400 of them
go to Redcliff, 9 miles west of Medicine Hat. Redcliff is the home of the
western factory of Dominion Glass, and is populated by 1,100 people, all of
whom derive their income from Dominion Glass, and have absolutely nothing
to do with the rural economy of this market. It simply boils down to this . . .
that only 120 copies of the Medicine Hat Daily News go into this rural market.

‘But less widely-marketed items,
ke power boats, tractors and self-
topelled combines, also became
wrt of this anthology of Canadian
dio. For instance, in the first
'eek of a spot announcement cam-
aign over CJGX Yorkton, a Mas-
sy-Harris dealer, John Koptellas,
acked up seven sales of $4,500
elf - propelled combines, traced
rectly to these radio spots.
LI I

In this booklet, station CKNX
Jingham is credited with this
em: “Recently a sales manager
f a utilty tractor manufacturing
ompany decided to try radio ad-
ertising over our station. This
e decided to do in the nature of
test campaign after using weekly
arm papers and farm magazines
ithout obtaining results.

“After one week’s advertising
ver our station he sold eight of
hese utilty tractors at $3,500
ach; also he was approached by
€veral farm implement dealers in
his area to be his agent for these
ractors in the southwestern area
f Ontario.

Now, for the sake of comparison, here are the same issue's figures con-
cerning newspaper coverage in our neighboring market, Lethbridge, another
predominently rural market.

City Zone 5,522 Retail Trading Zone €,150 (ABC)

Total Net Paid 12,534

I guess we haven’t got any newspaper competition in the Medicine Hat
Maybe you'd better point this out to the boys the next time you
I've convinced a lot of advertisers at this end!

market.
attend a media meeting!

Kindest personal regards,

R 3 B

Manager,

Radio Station CHAT,
Medicine Hat, Alberta.

RJB/em

“Needless to say, this sales man-
Ber of Utility Tractors Manufac-
Uring Company was amazed at
the results obtained by radio ad-
ertising over our station and is

ONE THOUSAND PERSUASIVE WATTS SELLING 20,000 CITY AND RURAL RADIO HOMES!
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Behind the §ceng"
hRadlo -

as transcribed by H.N. vain£

“Do today find myself looking back wistfully to former
summers, when a Station Rep. could take his holiday
with untroubled mind, knowing that Agencies and
Clients were doing the same thing, and that after vaca-
tions, business would settle dewn to its 39-weeks-a-year
pace ® ® @ Not so this year, in which mid-summer sees
no let-up in Agency activity or Client demands; the which
I do not complain over, for it means bigger-than-ever
Radio business this autumn @ ® ® The trend to Spot,
or Selective, Radio grows apace as more and mcre shrewd
buyers discover the value of local radio as a real Sales
Force. Do feel vastly gratified at this, having long made
known my belief that many local features on Community
Stations can and will outpull high-budget network shows
—thereby paying off handsomely to those advertisers
who will invest in Radio’s greatest ‘‘plus’’, which is
“‘listener loyaltv’ @ @ @ Harry Flint tells of a new
Cornwall, Ont., Jeweller who spent $100.00 to have his
opening announced over CHSF, and bought no other
media. More than 3,000 people jammed his store on
opening day @ ® ® From Marsh Ellis the note that
CKY Winnipeg newscasts are fed through theatre P.A.
systems, during intermissions, commercials and all! A
nice ‘‘plus’’ for advertisers @ ® ® Sid Boyling writes
of two staff members who organized a touring variety
show to visit Saskatchewan points, which is drawing
500 to 1,000 people nightly—a shrewd buy for a national
advertiser, provided some local merchant doesn’t buy it
first ® ® ® Am having a hard time to decide to forsake
work and accept CKCW’s invitation to attend Moncton’s
D’amond Jubilee celebrations on the month end, and am
heartened by the thought that Pepys, who has many busy
times, should also be allowed his Maritimes.”’

““A STOVIN STATION IS A PROVEN STATION”’

HQRACE N Stovin

& COMPANY

TORONTO WINNIPEG VANCOUVER

MONTREAL

%/pruen/a/( ueﬁw
these live Radeo Hations

CHAB Moose Jow
CJIGX Yorkion

CIJNB North Battleford
CEPR Prince Rupert
CJOR Vancouver
ZBM Bermuda

18C Trinided
VOCM Newfoundland

CHOV Pembroke
CFOS Owen Sound
CFOR Orillia

CJBC Toronto
CJRL Kenora
CKY Winnipeg
CKLW Windsor
CFAR Flin Flon

CHSJ Saint John
CKCW Moncton
CJEM Edmundston
CJBR Rimouski
CKVL Verdun
CKSF Cornwall
CFIM Brockville
cJBQ Belleville

NEW YORK'S
RADIO ROW

Richard Young

New York, N.Y.—This piece is
being penned [ar from ulcer-laden
Radio Row. We're currently on
our annual two-week siesta in the
wilds of Long Island.

Probably the most significant
talk heard in many a moon was

served up recently by NBC's
genial prexy, Joseph H. McCon-
nell.  You'll recall that during

recent months there has been an
increasing clamor for reduced ad
rates for AM radio in television
cities. So far the hue and cry
has been answered by the broad-
casters with shocked surprise (?).

Nearly all the broadcasters have
seen the handwriting on the wall.
Only Mr. McConnell, however, has
admitted it.

Mr. McConnell said that the
time will inevitably come when
“radio’s facilities and rates will
have to be reappraised and ad-
justed in order that it can con-
tinue in good economic health.”
He then added: “I do not know
just when that time will come,
but such an adjustment will have
only one objective to keep the
cost of advertising on radio in a
proper relation to its value, so
that no other medium can match
radio's effectiveness at its cost.”

Mr. McConnell said that the
advertisers who are putting on
the pressure for reduced rates
overlook the fact that after the
full effect of television is taken
into account, national radio dur-
ing the coming season ‘“will still
deliver a larger audience than it
delivered in any year ‘between
1940 and 1947.” (One of the ad-
vertisers putting on the pressure,
incidentally, is Procter & Gamble,
only the biggest spender in radio.)

The gossip is that NBC will be
the first of the major chains to
reduce its rates. If so, it'll prob-
ably be the Sunday afternoon
rates that go under the knife first.

a = a

We'll say ome thing for radio
(and few people will, these days).
Its commercial messages are more
widely spaced than those on tele-
vision.

Yes, despite the fact that radio
is plagued by dise jockeys and
their numerous commercials, it is
outnumbered by television adver-
tising. Radio standards of prac-
tice limit commercial time to three
minutes for each 15-minute period.
On television, however, there is
such a thing as a 15-minute com-
mercial. Book company Sponsors
are doing it. Department stores
are doing it. (In fact, some de-
partment store sponsored shows
are actually half-hour commer-
cials.)

The telecasters call it enter-
tainment because, for instance a
book on how to play the piano
can be interesting when adver-
tised on television. Mebbe so. But
it can also be darn irritating to
a viewer who doesn’t give two
hoots about playing the piano.
And how many viewers do?

It’s too early to get excited
about it. But if the trend con-
tinues, it can only lead to one

thing. The FCC is going to
in and have a look. Soon
that television will have a 1
book to put next to radio’s fan
Blue Book. It also means fe
viewers. Most of these st
currently have low viewer
ings. They can’t go much I
but they will.
2 a n

Tradesters who should know
us that RCA is exerting more
more influence on the operat
of NEC. Much of the recent
tivity at the network has rej
edly been directed by RCA h
quarters in Camden, N.J.
includes some recent perso
appointments at the netwsc
New York flagship, WNBC.

Insiders point out that WNI
which now has a flood of |
station disc jockey shows—is
rently playing nothing but
records. How commercial can
get?

s = =

Oh, hell! That’s enough for

We're going fishin’.

S)em/[ng ---

CANADA'
FIFTH
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botter than e
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POPULATION
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Threat To Democracy

. The British Columbia Association of
roadcasters have moved into action.
smmendably, we feel, on the comment
sade by Ralph Maybank, chairman of
e recent House Committee on Radio
\roadcasting, to the effect that the
bst of spot announcements during the
349 elections was doubled by the pri-
ate stations. The association’s move
| writing every member of the Federal
. ouse, pointing out that this and sim-
ar statements were incorrect, is a wise
ep to set the M.P.’s right, but there

another point which does not seem to
ave received attention.
" There are, as far as we know, no con-
rols, government or otherwise, on what
1e privately-owned radio stations may
garge for their services. It is the very
usis of free enterprise, as opposed to
ke government variety, that a man or

m may sell his wares for the price
2 deems equitable. And, by the same
:ken, the public (M.P.’s included) has
je inalienable privilege, of deciding
hether to buy from that source, or
fom a competing concern. This privi-
ge only obtains, of course, so long as
mpeting concerns are permitted to
perate.

* * *

For too long, bland statements have
een bandied around government circles,
manating from the Socialists and the
ocialistically-inclined members of other
arties, about the public ownership of
1e air lanes. This, according to the
w, has to be accepted insofar as the
snure of broadcasting frequencies is
mecerned. But while an individual is
censed by the government to operate

radio station on an assigned fre-
uency, and while he conducts broad-
asting operations in accordance with
1e law and the canons of good taste,
0 government or other body has any
ight to dictate what he may change
or the services he offers. This is a
oint to fight for, because on it stands
r falls all democratic rights.

* k%
Radio-Conscious Agency

Latest agency to demonstrate its
wareness of and interest in the radio
fedium (with emphasis on Selective
ladio) is Walsh Advertising Agency
utd., whose radio director has recently
ompiled a symposium of radio success
Dtonries under the title of ‘“Profile of a
rodigy that Sells in 374 Million Cana-
lian Homes."

This extremely intelligent, readable
nd, above all else, factual documenta-

W w by Theid<locs

: L @ T

“Yes, it is the sound of water lapping against

a boat as it goes uv a river. Now, madam,

what river?”

tion of radio selling power is a major
contribution to the industry, contributed
onlv now by an agency which has in
the past been little more than a name
on the CAB’s list.

Doubtless other agencies have done
comparable research work within their
own organizations, but this is the first
time, to our knowledge, that such a
concern has been willing to share it
with the industry as well as with its
own competitors, at least in this form.

This is not discounting the major
contributions of agency people, espe-
cially radio directors, who travel regu-
larly to broadcasters’ conventions to
give their side of the problem of get-
ting more programs on the air.

The Walsh effort, as we see it, is an
unselfish promotion piece, designed
primarily for the promotion of selec-
tive radio, and, as such, it rates the
appreciation of the industry.

% % %

Deflating Inflation

Whatever our opinions of govern-
ment action in the present Korean crisis,
the fact remains and has to be faced
that the world is closer to the brink of
war than it has been since the open
hostilities of World War I ended.

The all-out activity of the peace-lov-
ing United States, comparable only to
that of Great Britain, Canada and the
other nations of the Commonwealth in
1914 and 1939, indicates the serious-
ness of the situation.

It is not in our individual hands to
decide whether we should be sending
troops to Korea, or whether it is better

to stand by in case similar situations
crop up elsewhere. There are things,
however, which we of business, and,
more especially, of advertising business,
can do to keep the economic ship on an
even keel.

One of the main dangers which the
last war proved can afflict neutrals as
drastically as belligerents, is the threat
of inflation. An empty rumor about a
sugar shortage, or a dearth of some
other household commodity, can send
housewives scampering to their shop-
ping centres to buy up all available sup-
plies, and force prices up and up when
no shortage really exists.

This is, of course, the first step to
the disaster of inflation, and, as United
States President Truman said in his
radio address last week, it is exactly
what the ‘‘enemy’’ wants.

Last war, the Canadian Government
stepped in te apply ceiling prices before
this could happen. So far they have
announced that they will not apply con-
trols. It is therefore giving business
a chance to do what it can to prevent
sugar and other ‘‘runs,”” and this means
to stem the rumors which start them.

During the war, radio, in co-oper-
ation with its sponsors, battled situ-
ations of this kind with tremendous
effect. At this time, when no one in
authority quite knows which way the
tide is going to turm, business might
get moving of its own accord, and in-
stitute public service campaigns—and
none could be of greater service—to
point out to the public that no short-
ages exist nor will exist unless Dame
Rumor gets out of control.

* * &
An Irreparable Loss

Canadian radio has lost a great friend
with the passing of Johnny Gillin, pre-
sident of WOW, Omaha, whose unoffi-
cial post of liaison officer between the
Canadian Association of Broadcasters
and the American National Association
of Broadcasters typified the cordial
relationship that has always existed
between our two countries.

Radio in Canada and the United
States is beset with very similar prob-
lems, and Johnny’s eternal willingness
to give our problems an American view-
point was of inestimable value.

No doubt another American broad-
caster will attend the next CAB Con-
vention in the same advisory capacity.
But in the affections of his many
friends, Johnny’s loss is an irreparable
one.
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3 Times more

on 620.....

The signal strength of CKTB St. Catharines
tripled with their frequency change from
1550 to 620 Kcs. early this year.

This means an ezxpanded area of influence
in addition to complete coverage of the rich
Niagara Peninsula.

Elliott-Haynes ratings, too, show the pro-
gress.ve ever-increasing influence of CKTB.
All advertisers—including Dominion network
advertisers considering suppiementary sta-
tions—should get the new story of CKTB
from N. B. S.

cKT = $§t. Catharines

1000 Watts 620 K.

A Dowinion Network
Supplementary Station

Get the facis from
NATIONAL BROADCAST SALES

TORONTO: 2320 Bank of Commerce Bldg. - AD. 8895
MONTRZAL: 106 Medical Arts Building - FIl. 2439

Ao;irj'é\MENs WEAR

This account decided to leave the air for
the summer. But when “Lionel” pointed
out that consistent year-round sales could
only be achicved through year-round radio
. . . Creaghan’s stayed.

In two weeks, they sold 125 MORE
SUMMER WEIGHT HATS than in
the ENTIRE SEASON, last
From here on there’ll be

NO HIATUS IN SELLING
for Creaghan’s because there’ll
NO HIATUS IN RADIO
ADVERTISING
They are convinced that
TO SELL TWELVE MONTHS OF

THE YEAR . .. YOU NEED CKCW
TWELVE MONTHS OF THE YEAR!

year.

be

MONCTON NEW BRUNSWICK
The Hub of tLhe Maritimes

REPS: STOVIN IN CANADA; McGILLVRA

IN U.S. A.

VERBATIM

Let All Media Play With
The Same Deck

By
PAT FREEMAN,
Director of Sales & Research,
Canadian Association of
Broadcasters.

Those of you who are charged
with the responsibility of placing
advertising must constantly assess
all available research data on the
various media competing for con-
sideration. The familiar form of
measurement used in determining
listenership to and readership of
advertisements bears the deceiv-
ing title of “rating”—deceiving in
that it camouflages the hetero-
geneous properties of a rating
when applied to radio as compared
to other advertising media.

A radio rating means ‘that per-
centage of all radio homes in the
area being surveyed that is tuned
to a particular program or sta-
tion.” (The word ‘“universe” is
sometimes used to denote any
given area under consideration or
study.)

It cannot be too strongly em-
phasized that, in radio terms, a
rating is a percentage of all radio
homes, whether or not they are
listening at the time of the sur-
vey.

It is most important to realize
that a radio rating cannot be
used on equal terms with Starch
ratings for magazine advertise-
ments or with ratings taken from
the Continuing Study of News-
paper Readership. Instead, the
radio rating must be compensat-
ingly increased in terms of that
proportion of all known radio
homes where the radio is found
not to be in use. And here is the
reason why.
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In the Study of Newspaper
Readership, published by the Ad-
vertising Research Foundation,
we read:

“The sample for a single issue
of a newspaper examination con-
ltains approximately 450 people.
about equally divided between men
and women, who say they have
read the paper and report the de-
tails of their reading.

“Interviewers record only inter-
views made with admitted read-
ers of a newspaper. No record is
made of persons who received the
newspaper but did not read it be-
fore the interview . . . percentage
ratings cannot be used to project
the number of readers or to com-
pute the cost per reader.

“. . . the readership ratings set
forth in this and other Contin-
uing Study of Newspaper Reading
reports cannot be projected to the
circulation of the newspaper, nor
to the population.”

In the introduction to Starch

reports, we read:
) “The primary purpose of these
interviews was to ascertain the
degree to which magazine readers
saw and read advertisements and
editorial items.

“To be counted as a reader of
a publication, a respondent must
have at least opened and glanced
through the current issue of that

magazine prior to the interview-
er's call.”

In other words, both of the

studies award ratings to adve

tisements as a result of interviey
with only those who have re
the actual publications or pape
being surveyed. Hence, non-rea

ers are not included in the rati: |

figures. Therefore, for purpos
of any inter-media rating cor
parisons, non-listening radio hom
must be excluded.

Roughly speaking, on a day a
night national average, one-thi
of all urban radio sets are in y
and two-thirds are not in w
Therefore, it is only the one-thi
who say they are listening &
therefore are ready for the ‘¢
amination” that should form t
group to be rated, just as or
those who say they have read a
“examined” in obtaining the mag
zine and newspaper ratings. Th
non-reading and non-listening ali
are excluded.

On this general basis a prese:
radio rating of, say, 20, which
a percentage of all radio homes
the area being surveyed, wotu
become a rating of 60 becaw
only the one-third actually liste
ing would be examined; the tw.
thirds not listening having (i
the non-readers) been excluded.

One way to reach the desirl
state of equality would be to &
just the printed advertiseme
surveys to include all persc
reached by the interviewers &
let the rating become ‘that p
centage of all people in the ar
being surveyed who have read
given advertisement.” If this wi
done, then the radio rating in tu
would have to embrace all hom
whether or not they were rat
homes. But this would be a mir
adjustment as only 6% of all Car
dian homes are without at let
one radio. Then, and then on
would there be any basis for co:
parison between existing rati
measeurements made of those w
listen and those who read.

It is interesting to note th
radio ratings are confined to 1
urban centres. The *“sets in ug
index for the smaller urban c¢
tres invariably exceeds the figud
for the larger cities. Exploratc
investigation of rural areas I
confirmed that the expected f¥
ther increase does occur in col
try homes.

Hence, radio ratings must *
taken as absolute “minimum’’ f-
ures. The physical processes ©
the coincidental telephone surve
obviously cause the behavior [
the living room set to be md
regularly reported, with the ff
quent exclusion of sets located®
rooms away from the telepho.
The recent RADOX mechanid
survey in Philadelphia found tht
the secondary set was used me
than the living room set in oY
20% of the homes sampled. Al
to this picture the presently I
measured automobile set listens
and ‘“out of home” listening g¢
erally and I think you will ag®
that the radio rating is indeec?
“minimum”’ figure.

And so, for all practical pi-
poses of inter-media comparist
however general or detailed sit
investigation may be, please g€
due consideration to the inequ<
ities that presently exist.
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3 Times more

on 620.....

The signal strength of CKTB St. Catharines
tripled with their frequency change from
1550 to 620 Kes. early this year.

This means an ezxpanded area of influence
in addition to complete coverage of the rich
Niagara Peninsula.

Elliott-Haynes ratings, too, show the pro-
gress.ve ever-increasing influence of CKTB.
All advertisers—including Dominion network
advertisers considering supplementary sta-
tions—should get the new story of CKTB
from N. B. S.

CK? = $t. Catharines

1000 Watts 620 K.

A Dominion Network
Supplementary Station

Get the facts from

NATIONAL BROADCAST SALES

TORONTO: 2320 Bank of Commerce Bldg. -
MONTRZAL: 106 Medical Arts Building

AD. 8895
- Fl. 2439

= GHAN'S MEN'S wr
own CREP_‘ —/"\ AR

This account decided to leave the air for
the summer. But when “Lionel” pointed
out that consistent year-round sales could
only be achieved through year-round radio
. . . Creaghan’s stayed.

i
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In two weeks, they sold 125 MORE
SUMMER WEIGHT HATS than in
the ENTIRE SEASON,
From here on there’ll be

NO HIATUS IN SELLING
for Creaghan’s because there’ll
NO HIATUS IN RADIO
ADVERTISING
They are convinced that
TO SELL TWELVE MONTHS OF

THE YEAR . .. YOU NEED CKCW
TWELVE MONTHS OF THE YEAR!

last year.

be

CMKKCW

MONCTON NEW BRUNSWICK

The Hub of tLhe Maribimes

REPS: STOVIN IN CANADA; McGILLVRA IN U.S.A

VERBATIM

Let All Media Play With
The Same Deck

By
PAT FREEMAN,
Director of Sales & Research,

Canadian Association of
Broadcasters.

Those of you who are charged
with the responsibility of placing
advertising must constantly assess
all available research data on the
various media competing for con-
sideration. The familiar form of
measurement used in determining
listenership to and readership of
advertisements bears the deceiv-
ing title of ‘“rating’-—deceiving in
that it camouflages the hetero-
geneous properties of a rating
when applied to radio as compared
to other advertising media.

A radio rating means ‘“‘that per-
centage of all radio homes in the
area being surveyed that is tuned
tc a particular program or sta-
tion.” (The word ‘‘universe” is
sometimes used to denote any
given area under consideration or
study.)

It cannot be too strongly em-
phasized that, in radio terms, a
rating is a percentage of all radio
homes, whether or not they are
listening at the time of the sur-
vey.

It is most important to realize
that a radio rating cannot be
used on equal terms with Starch
ratings for magazine advertise-
ments or with ratings taken from
the Continuing Study of News-
paper Readership. Instead, the
radio rating must be compensat-
ingly increased in terms of that
proportion of all known radio
homes where the radio is found
not to be in use. And here is the
reason why.

" & ]

In the Study of Newspaper
Readership, published by the Ad-
vertising Research Foundation,
we read

“The sample for a single issue
of a newsraper examination con-
tains approximately 450 people.
about equally divided between men
and women, who say they have
read the paper and report the de-
tails of their reading.

“Interviewers record only inter-
views made with admitted read-
ers of a newspaper. No record is
made of persons who received the
newspaper but did not read it be-
fore the interview . . . percentage
ratings cannot be used to project
the number of readers or to com-
pute the cost per reader.

“. . . the readership ratings set
forth in this and other Contin-
uing Study of Newspaper Reading
reports cannot be projected to the
circulation of the newspaper, nor
to the population.”

In the introduction to Starch

reports, we read:
_ “The primary purpose of these
interviews was to ascertain the
degree to which magazine readers
saw and read advertisements and
editorial items.

“To be counted as a reader of
a publication, a respondent must
have at least opened and glanced
through the current issue of that

magazine prior to the interview-
er's call.”

In other words, both of thes
studies award ratings to adve
tisements as a result of interview
with only those who have reg
the actual publications or pape;
being surveyed. Hence, non-reag
ers are not included in the ratir
figures. Therefore, for purpose
of any
parisons, non-listening radio home
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Roughly speaking, on a day ap
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night national average, one-thir|

of all urban radio sets are in w
and two-thirds are not in us
Therefore, it is only the one-thi:
who say they are listening au
therefore are ready for the ‘e
amination” that should form tt
group to be rated, just as on

those who say they have read ar!

“examined” in obtaining the mag
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non-reading and non-listening alif]
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On this general basis a prese/:

radio rating of, say, 20, which
a percentage of all radio homes

the area being surveyed, wou:

become a rating of 60 becau

only the one-third actually liste |
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just the printed advertiseme:
surveys to include all perso
reached by the interviewers ai
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centage of all people in the ary

being surveyed who have read |

given advertisement.” If this we
done, then the radio rating in tu
would have to embrace all home
whether or not they were rad,
homes. But this would be a min
adjustment as only 6% of all Can
dian homes are without at lea
one radio. Then, and then on}
would there be any basis for cor
parison between existing ratit
measeurements made of those w
listen and those who read.

It is interesting to note th
radio ratings are confined to t.
urban centres. The “sets in us
index for the smaller urban ce
tres invariably exceeds the figur
for the larger cities. Explorato
investigation of rural areas h
confirmed that the expected fu
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try homes.

Hence, radio ratings must
taken as absolute “minimum"” fi
ures. The physical processes
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obviously cause the behavior
the living room set to be mua
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rooms away from the telephog
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measured automobile set listeni
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