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CONVENTION DATES 
JANUARY 30 - 31 British Columbia Association of Radio & Television Broadcasters, Hotel 

Vancouver, Vancouver. 

MARCH 26 -28 Canadian Association of Radio and Television Broadcasters, Royal York 
Hotel, Toronto 

APRIL 30 -MAY 2 Association of Canadian Advertisers, Royal York Hotel, Toronto. 
JUNE 10 -13 Western Association of Broadcasters, Banff Springs Hotel, Banff, Alta. 
JUNE 21 -23 Atlantic Association of Radio and Television Broadcasters, Digby Pines 

Hotel, Digby, N.S. 

L'Association Canadienne de la Radio et de la Télévision de Langue 
Française, Alpine Inn, Ste Marguérite, Que. 

Canadian Association of Advertising Agencies, Toronto. (Subject to 
confirmation) 

Central Canada Broadcasters Association, Royal Connaught Hotel, 
Hamilton. 
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STATIONS AND NEWSPAPERS COMBINE 

IN FREE COMMUNITY FUND PROMOTION 
FOR THE TWO PAST YEARS, the 

Moncton Community fund has 
exceeded its objective without spend- 
ing any money on advertising or 
publicity. CKCW-(Radio and Tele- 
vision and the two dailies, the TIMES 
and TRANSCRIPT took on the -job of 
doing the advertising at their own 
expense. 

It all started in 1953 when appeals 
for donations to charities reached an 
unreasonable number. CKCW and 
the TIMES and TRANSCRIPT approached 
the Moncton Board of Trade with a 
view to studying the situation with 
the possibility of setting up a 
Community Chest. 

The Board of Trade was interested 
and appointed a committee to inves- 
tigate the problem. Later that year, 
after looking at the question from 
all angles, the committee called a 
meeting of local business leaders 
and put the proposition before them. 
They were unanimously in accord 
with it and the original temporary 
committee under the chairmanship 
of CKCW's George English was in- 
structed to call a public meeting in 
February, 1954. 

At this meeting, while there were 
some against it, the vote was in favor 
of trying the Community Chest idea. 
A permanent committee with George 
English as president was set up, and 
letters were sent to all charitable 
agencies inviting them to participate. 
All but two, the Salvation Army and 
the Protestant Orphan s' Home, 
joined. 

A budget committee studied the 
amounts requested by the various 
organizations; a total budget was 
established; and a campaign chair- 
man appointed to head the collection. 
Employers were urged to install a 
payroll deduction scheme to give 
their employees the opportunity to 
contribute without pain. All the 
larger companies, including CKCW, 
were in this plan from the start. 

Then it was fall and time for the 
actual drive. With CKCW and THE 
TIMES AND TRANSCRIPT donating their 
time and space, it was impossible to 
turn on the radio or pick up a news- 
paper without being aware of the 
Red Feather campaign. CKCW 
covered all special events in connec- 
tion with the drive such as the daily 
marking -in of the progress indicator 
and the newspapers printed progress 
charts each day. 

Air Safety Campaign 

From Mobile Phone Car 

FLEVEN BROADCASTS OVER 
A PERIOD of twelve hours 

starting at 7:45 a.m. one day last 
month kept CFBC, Saint John, N.B. 
listeners aware that it was "Safe - 
Driving Day 1955" and kept the 
number of accidents down to a total 
of one. The broadcasts were aimed 
particularly at car radio listeners. 
CFBC's Bill Anderson aired them 
from various curbside locations in 
Saint John and Lancaster from a 
mobile -telephone -equipped car. 

126 minutes of broadcasting were 
aired from the mobile unit while it 
covered approximately 50 miles, 
consumed a half a tankful of gaso- 
line, wore down a battery and ran 
up a telephone bill greater than any 
in Maritime "mobile telephone" 
history. The New Brunswick Tele- 
phone Company absorbed the cost of 
the calls, the car and the driver and 
five local general insurance agencies 
were joint sponsors of the roving 
reporter. CFBC also received com- 
plete co-operation from local police 
authorities, the R.C.M.P., the New 
Brunswick Safety League, the 
Knights of Pythias Traffic committee 
& the United Commercial Travellers 
Association. 

In covering the only accident of 
"S -D Day 1955", CFBC's mobile car 
aired a report of the accident voiced 
by the Saint John police force's 
Director of Traffic, advised motorists 
and pedestrians how to avoid one 
like it, reported on the extent of the 
victim's injuries, received a tele- 
phone call from the driver's wife, 
whom he had not called, and told her 
what had happened and then checked 
with the hospital, found out the 
results of X-rays which had been 
made of the patient, and telephoned 
her back. While all this was going 
on Anderson aired three broadcasts 
and drove 22 miles. 

Summing up the project, Donald 
Laidlaw, secretary -manager of the 
New Brunswick Safety League, said 
CFBC's coverage of "Safe -Driving 
Day 1955" was "ingenious, very smart 
and effective." 

MY DEAR,' HEAR YOU'VE NI NO, I'D MUCH RATHE 
BEEN INVITED To THE VAN S7AV HOME AND 
SWOTS LAWN PARry.ARE'NT LISTEN TO 
YOU THRILLED? 

IN 
NFLD. 

IT'S 
CJON 

CJON 
Newfoundland 

frone your All -Canada Man 
ALL -CANADA RADIO FACILITIES 
ALL -CANADA TELEVISION 

A complete radio and television service pro- 
viding the hest program and station time 
facilities for national advertisers in Canada. 

Your complimentary All -Canada three-year 
calendar is probably in your mail now. If not, 
simply ask your All -Canada Man. 
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ep 9 5 
Behind the Scene 

in Radio 
as transcribed by H.N. Stovin 

Do now pen in my diary a testimonial which did cause me to smile 
inwardly, though it deals with the immediate and effective power 
of Radio. My old friend Geoffrey Tudor, who did until recently 
manage the Stovin office in Winnipeg, did, when he left that city 
to settle in the United States, desire to sell his house. He advertised 
it in the co-operative Real Estate Listings in Winnipeg newspapers 
for nine weeks, without result. Did then belatedly remember 
Radio! Three spot announcements on a Saturday morning and 
three on a Sunday morning, on CKY, did result in his house 
being sold on Sunday afternoon with two prospective buyers 
being turned away A listing made but lately of retail 
advertising accounts who do regularly use CJBR, Rimouski does 
include no less than 80 advertisers in 33 towns outside of Rimouski. 
The furthest away is 105 air miles, and the average distance 40 
miles. This does seem to prove, once again, that CJBR's 10,000 
watts at 900 kilocycles delivers solid market coverage 
To discriminating advertisers Pepys puts out the reminder that 
Bruce Smith's "Toast and Jamboree" is now heard commencing 
at 6 a.m., Monday through Friday. Many advertisers already 
know that from 7 a.m. till 8 a.m. yields a choice and premium 
audience. Do now state, and can prove, that there is a most 
important audience available between 6 and 7 a.m., even though 
slugabeds such as myself may not be up at that hour, unless 
perchance out that late! The Toronto Transportation Commission 
does carefully and regularly check traffic flow in Metropolitan 
Toronto, and the figures below do show the total number of vehicles 
and passengers passing all check points at two important periods: 

Vehicles Passengers 
Bus, Street Car 

Passengers Pedestrians 
7 a.m. 17,000 23,000 4,500 14,000 840 
8 a.m. 20,000 28,000 4,700 13,900 710 

Proving, it does appear, that the earlier period is but little inferior 
in value to the already -proven and premium period of 7 till 8 a.m. 
And any Stovin Salesman will gladly discuss this further with 
alert time -buyers who do crave results. 

"A STOVIN STATION IS A PROVEN STATION" 

CJOR Vancouver 
CFPR Prince Rupert 
CKLN Nelson ü Pembroke CKXL Calgary 

CJBQHHOBelleville CHED Edmonton CHOV 

Yorkton Brockville 
CJNB North Battleford CCFJJLRC 

Kingston 
CKOM Saskatoon Vancouver CFAR Flin FIonKVOS.TV BellinghamCJMS Montreal 

1' OACE NSTovIN l l 
& COMPANY 

MONTREAL 
TORONTO 

WINNIPEG 

Y/0 seien/aline ' 
!%eye h'a e Yadio $fa&ona 

CKY Winnipeg CKSF Cornwall 

CJRL Kenora CJBR Rimouski 

CJBC Toronto CJBR-TV Rimouski 

Owen Sound CCKCW Moncfonton 
CKCW-TV Moncton 
VOCM Newfoundland 
ZBM Bermuda 
ZNS Nassau 

VANCOUVER 

eye 
MORE AND LONGER SPOTS 

Transfer Of Windsor Stations To 

THE CBC BOARD OF GOVER- 
NORS has amended its regula- 

tions to allow an increased number 
of paid spot or flash announcements 
to be broadcast in any 15 -minute 
period, from four to five, and the 
duration of such announcements, 
from three minutes to four. These 
two relaxations of Regulation 7 (2) 
were decided on at a meeting of the 
Board in Ottawa on December 1 
and took effect that same day. At 
the same meeting the Board recom- 
mended that the government deny 
the application to transfer control 
of CKLW, Radio and TV, from 
Western Ontario Broadcasting Ltd. 
to Paramount Windsor Theatres Ltd. 

The relaxation of Regulation 7 (2) 
came as the result of a request of 
the Canadian Association of Radio 
and Television Broadcasters that the 
regulation be dropped or modified 
to permit unlimited scheduling of 
paid spot or flash announcements 
in any 15 -minute period, with a 
maximum weekly number equal to 
four times the number of quarter 
hours the station operates each week. 

The proposed transfer of control 
in Windsor would give control of the 
stations to the Famous Players Cor- 
poration, owner of Paramount 
Windsor Theatres, which already 
holds half interests in CKCO-TV, 
Kitchener and CFCM-TV, Quebec 
City. The Board turned down the ap- 
plication on the grounds that it con- 
flicted with the principles of a regu- 
lation under the Radio Act, which 
prohibits multiple ownership without 
the permission of the Minister of 
Transport, given under recommen- 
dation of the CBC. 

OKAY POWER BOOSTS 
The Board also recommended for 

approval the following power in- 
creases: CJOB, Winnipeg, Man., 
from 250 watts to 5,000 watts day, 
2,500 watts night and change of AM 
frequency from 1340 Kc/s to 680 
Kc/s; CFRG, Gravelbourg, Sask., 
from 250 watts to 5,000 watts, change 
of AM frequency from 1230 Kc/s to 
710 Kc/s and change of operation to 
daytime only; CFRA-FM, Ottawa, 
Ont., from 383 watts to 1,100 watts 
and increase of antenna height from 
100 feet above average terrain to 240 
feet. 

Two applications were deferred 
for further study. These were from 
Twin Cities Television Ltd., Kam- 
oops, B.C., for a station on Channel 

ARE NOW ALLOWED 
Famous Players Is Denied 

4 with power of 100 watts video and 
50 watts audio, and the request by 
CFRA Ltd., Ottawa, for a license to 
set up a synchronous booster station 
at Almonte, Ontario with 50 watts 
on 560 Kc/s. 

STOCK TRANSFERS 
Issuance and transfer of shares in 

the following companies were ap- 
proved: Kamloops Sentinel Ltd., 
(CFJC, Kamloops, BC); CKWX Ra- 
dio Ltd., Vancouver, BC; Dauphin 
Broadcasting Co. Ltd., (CKDM, Dau- 
phin, Man.); Restigouche Broadcast- 
ing Co. Ltd., (CKNB, Campbellton, 
NB); Hector Broadcasting Co. Ltd., 
(CKEC, New Glasgow, NS); Colches- 
ter Broadcasting Co. Ltd., (CKCL, 
Truro, NS); Quinte Broadcasting 
Co. Ltd., (CJBQ, Belleville, Ont.); 
Maple Leaf Broadcasting Co. Ltd., 
(CHML, Hamilton, Ont); Niagara 
Television Ltd., (CHCH-TV, Hamil- 
ton, Ont); Lake of the Woods Broad- 
casting Ltd., (CJRL, Kenora, Ont); 
Central Ontario Television Ltd., 
(CKCO-TV, Kitchener, Ont); Till- 
sonburg Broadcasting Co. Ltd., 
(CKOT, Tillsonburg); La Compagnie 
Gaspesienne de Radiodiffusion Ltée., 
(CHNC, New Carlisle, Que.); CHRC 
Ltée., Quebec, Que.; Radio Temis- 
camingue Ltée., (CKVM, Ville 
Marie, Que); Northwestern Broad- 
casting Co. Ltd., (CJNB, North 
Battleford, Sask). 

TV LICENSES 
Two television stations were 

granted power increases and an ex- 
perimental license was granted for 
a third. CKCW-TV may now raise 
its power from 3 Kw audio and 5 Kw 
video on Channel 2 to 15 Kw audio 
and 25 Kw video. CFCY-TV, Char- 
lottetown, P.E.I., was granted a 
power boost from 21 Kw video and 
12.5 Kw audio to 38.6 Kw video and 
19.3 Kw audio. The station's direc- 
tional antenna will also be raised, 
from 401 feet above average terrain 
to 771 feet. 

The Stewart -Warner Corporation 
of Canada Ltd. was granted a license 
for an experimental TV station on 
Channel 10 to be used for receiving 
antenna design and receiver adjust- 
ments at their factory. The station 
will operate with a maximum power 
output of 5 watts video. The Board 
recommended that the license be 
issued subject to. cancellation when 
a TV station commences daytime 
operation in the area where the 
experimental station operates. 

SFJ 
BROCKVILLE, ONT. 

' the man says y 

All of us at CFJR extend 
heartiest 

reettngg 
and our sincere appreciation 
to everyone who has helped us 
"rack up" another record year. 

MEMBER OF RADIO STATION REPRESENTATIVES ASSOCIATION 
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New Life For The CBC 
The prime object of the appointment of 

the Royal Commission on Broadcasting to 
be presided over by Mr. R. M. Fowler is 
not to bring about the demise of the 
Canadian Broadcasting Corporation but 
rather to devise ways and means of insur- 
ing its continued existence by sound 
financing which will burden and displease 
the public as little as possible. 

Those who are deluding themselves 
into the belief that in choosing two of the 
three members of the Commission from 
the ranks of private business, the govern- 
ment has had a change of heart and is 
overflowing with sympathy and under- 
standing for the problems of the stations, 
the advertising agencies and their clients, 
are so wrong. Choice of this triumvirate of 
Commissioners closely parallels the 
original Aird Commission which started 
state ownership in broadcasting nearly 
thirty years ago. In fact Sir John Aird, 
the chairman of the original Commission, 
was president of the Canadian Bank of 
Commerce, as is Mr. James Stewart on 
this one. 

It should be obvious that the selection 
of this Commission has been actuated by 
a desire to recruit financial brains able to 
plot for the government a sound economic 
course for the future of its highly valued 
broadcasting system, and that is all. 

This does not mean that no good can 
come from it for the cause of private 
broadcasting, provided those who appear 
realize that the only consideration the 
Commission can possibly have is the good 
of the listener and viewer, and that it can 
under no circumstances consider the busi- 
ness well-being of those who buy or sell 
its broadcast time. They must also face 
the fact that privately owned commercial 
broadcasting stations are only suffered 
because they help the coverage and so the 
income of the CBC. 

What private broadcasters and their 
clients have to show the Commission is 
that the public stands to derive benefits 
from the programs they put on. They have 
to show that there is an actual demand 
for and not just a tolerance of their 
programs. 

It is to be sincerely hoped that the 
Commission will not be burdened with 
briefs and appearances from culture 
groups never heard of before or since but 
organized specifically to agitate before the 
Commission. It is to be equally sincerely 
hoped that those who appear on the 
private enterprise side of the issue will be 

,c-tnd do a advereariee do 
N111 tQW, 
trìve mightily, but 
eat and drink as friende. 

TAMING OF THE SHREW 
ACT I SCENE 2. 

numerically no more than is really 
desirable, and will be writing into their 
briefs not plaintive misereres concerning 
the financial plight in which they are 
thrown by state broadcasting, but factual 
descriptions of the contribution they are 
prevented from making, in terms of enter- 
tainment and information, to the listening 
and viewing public. 

Whatever our views of the basic prin- 
ciple of a state owned broadcasting sys- 
tem, we cannot close our eyes to its 
existence, neither can we accomplish any- 
thing by wishing it off the air. The best 
that private enterprise can do in the face 
of the system of national business which 
is encroaching further and further into 
our economy is to face up with it as a fact, 
and try to match the ardor and sincerity 
displayed by so many of its proponents in 
the public weal. 

You Can Be Higher Than Top 
The year now closing will go down in 

the annals of the radio part of the 
broadcasting industry as the year of the 
new kind of broadcasting, when radio, 
after a great deal of panic, settled down to 
a scheme of co -existence alongside the new 
part of the medium, television. It will go 
down as the year in which radio came 
back into its own, a year of real triumph 
in the face of what looked very much as 
though it was going to be disaster. 

With this problem apparently disposed 
of, what is next? 

With the novelty still clinging to it, 
television is still pretty smug about its 
performances. It is behaving just as radio 

behaved in its early days; basking in the 
reflection of its own glory; relying more 
and more on the appeal of its established 
shows; doing less and less along the lines 
of developing new programs, new ideas. 
It is an extremely human frailty, because 
it is awfully difficult to convince a man 
whose product stands at the head of the 
list that he must keep on improving it. 
"I'm already on the top of the heap", he 
will say. "How can you be any higher than 
that?" He is shutting his eyes to the fact 
that the heap may disintegrate in some 
way or that someone may come along and 
build a bigger or better one. 

As for radio, now that the first TV 
:hurdle seems to have been negotiated, isn't 
there rather a tendency for the radio man 
to say: "See! We're back in the ball game. 
They can't do anything to hurt radio." 

As soon as we start crowing about the 
readers, the listeners, the lookers, instead 
of stewing over the non-readers, non - 
listeners and non -lookers, we're starting 
on the downward path and it can be a very 
steep and precipitous one. 

At the present moment, radio and 
television are right in the groove. Tele- 
vision has opened new portals of enter- 
tainment to the masses, and radio has 
been forced to look to its laurels, and 
improve its product, to keep in the swim. 
The next problem is how to keep it there. 

Easily the most important word in any 
endeavor - industrial, financial, political 
or artistic - is the word "purpose". In the 
case of programs, purpose has always 
played an important part. The purpose 
can be a beneficial one, from a do -good 
standpoint; it can be an educational one; 
or a just plain purpose to amuse or enter- 
tain. The prime purpose of programs 
cannot be to sell. Programs that entertain 
and inform inspire the kind of satisfaction 
of which customers are made. Programs 
designed simply and solely to sell are as 
likely to aggravate as to please, and can 
do their selling in either way. 

So isn't the important thing for the 
opertaors of stations and those responsible 
for their programming to see to it that 
the program part of the schedules remains 
in the hands of the station? When an over 
ardent sponsor or his agency employs the 
aggravating technique, he may well 
accomplish his purpose of selling his 
wares. But the station needs more than 
this. It needs an audience that goes to its 
frequency or channel as a natural course, 
not because it is radio, not because it is 
television, but because it wants to listen to 
the news .... look at the fights. 
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YOU GET ACTION 
WHEN YOU USE 

CKLC-Kingston 

1st with LOCAL 
ADVERTISERS - over 
twice as many as 

Kingston's "Station B" 

1st in LISTENERS! 
(BBM radio ratings 
report( 

1st with the NEWS in 

Eastern Ontario 

1st in RESULTS, with 
Kingston's most effec- 

tive sales promotion 
campaigns! 

Contact: Horace N. Stoain 

C K L C 
KINGSTON 

"ite4e,teavre 

RETIRING ACA HEAD NEARLY TRIPLED MEMBERSHIP 

McQuarrie Named Honorary ACA Member In Heartfelt Recognition 

CANADIAN ADVERTISERS ARE 
RIGHT now facing with mixed 

feelings of joy and sorrow the re- 
tirement of the man who has headed 
their association for the past four- 
teen years, and is retiring on Decem- 
ber 31st. Athol McQuarrie, under 
whose leadership the Association 
of Canadian Advertisers has grown 
from a membership of 62 and a staff 
of himself and a secretary to its 

The Northern Ontario 
salesman may drive 1320 
MILES in a week. Make 
his job easier with RADIO 
support. 

In the North 

RADIO SELLS! 

CFCH 

CJKL 

CKGB 

North Bay 

Kirkland Lake 

Timmins 

present roster of 167 member com- 
panies and an establishment of 11 

people, was extolled by the direc- 
tors of the ACA, who named him an 
honorary ACA member, and, in a 
unanimous resolution, expressed 
their "heartfelt recognition" for his 
"most excellent services". 

Frank Healy, a 35 year old news 

and public relations man, who joined 
ACA as secretary last April, takes 
over from McQuarrie the first of the 
year. Frank brings ACA seventeen 
years of experience in news and 
publicity work with The Canadian 
Press; the Royal Canadian Navy, in 
which he served as an information 
officer; the Tea Bureau, where he 
was information director; and Ford 
of Canada, where he functioned as 
information manager of the public 
relations department. 

James A. Bromley, former assistant 
general manager of ACA, resigned 
last month to become advertising 
manager of Orange Crush Ltd., 
which company he now represents 
in the association. 

ALWAYS GOOD COPY 

Athol McQuarrie, whose wife now 
looks forward to seeing him once in 
a while, and says the thought of re- 
tirement has knocked five off her 
husband's sixty-six years, is com- 
pletely happy in the association's 
choice of his successor. 

McQuarrie, who started with ACA 
a month or two before this paper 
commenced publication, has always 
been good copy in these columns. 

RCA high fidelity Speech Input 
Amplifiers are designed to provide 
stations with studio, recording and 
portable remote amplifiers offering the. 
maximum in fidelity, flexibility, 
convenience and reliability at a 

minimum of cost. All RCA Amplifiers, 
including the three units shown at 
right, are suitable for FM, having a 

uniform response to 15,000 cycles. 
Distortion and noise levels have been 
reduced to a very low value through 
careful engineering design and 
construction. 

For full information on RCA 
Broadcast Amplifiers and on RCA 
Victor's complete line of broadcast 
equipment, contact your RCA Victor 
Broadcast Sales Representative. 

STANDARD OF THE INDUSTRY 
... in Broadcast Amplifiers! 

RCA PREAMPLIFIER & 

ISOLATION AMPLIFIER 
(Type BA -21A) 

RCA PROGRAM AMPLIFIER RCA MONITORING AMPLIFIER 
(Type BA -24A) (Type BA -23A) 

"BROADCASTING IS OUR BUSINESS" 

ENGINEERING PRODUCTS DEPARTMENT 

RCA 'VICTOR COMPANY, LTD. 
1001 LENOIR STREET, MONTREAL 30 
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"Usefulness is the keynote of the McQuarrie Credo" 
In November, 1950, when we edi- 

torialized on his acceptance of a top 
award from the American Trade 
Association Executives, we said, in 
part: 

"If one of his contributions to 
advertising could be singled out over 
all the rest, it would be his tireless 
efforts . to bring about ' co-operation 
between advertisers, advertising 
agencies and media; to have these 
three components of the advertising 
world iron out their differences and 
plan their futures around the con- 
ference table. Through his monu- 
mental patience and tact, the radio 
industry has developed its Bureau 
of Broadcast Measurement with the 
assistance and co-operation of its 
sponsors and their agencies. The 
business paper publishers have the 
ACA in general and McQuarrie in 
particular 'to thank for the smooth 
operation of their Canadian Circula- 
tions Audit Board. And advertising 
in general is reaping the benefits of 
the most recent development - the 
Canadian Advertising Research 
Foundation." 

ONCE A PRINTER'S DEVIL 
As long ago as November 16th, 

1946, this paper highlighted an ACA 
Convention issue with a McQuarrie 
profile. 

An opening thought, reflecting the 
era of the hangover of war time 
regulations and controls was that: 

"If the Canadian government ever 
decided to walk in on the advertis- 
ing business, it could appoint only 
one administrator, and that would 
be Athol McQuarrie, tireless organ- 

izer, promotion man, editor, pub- 
lisher, researcher, who started out 
as a printer's devil on a weekly 
newspaper, and for the past five 
years (this was 1946 remember) has 
been managing director of the Asso- 
ciation of Canadian Advertisers." 

This article goes on to point out 
that: 

"Usefulness is the keynote of the 
McQuarrie credo, usefulness and an 
intense satisfaction gained from be- 
ing useful. You don't know him 
very long before you realize that it 
is a complete waste of time consult- 
ing encyclopedias or railway guides, 
seeking reservations on planes, trains 
or in a hotel, when it is so much 
easier to take up the telephone and 
ask Athol. Just about the time you 
have reached the point in your ac- 
quaintance where you have forgotten 
that he has problems just as acute as 
your own, you meet him in one of his 
rare fits of depression over his own 
worries, and enjoy the unique ex- 
perience of watching an indomitable 
sense of humor go to work on a 
momentarily soured disposition and 
emerge triumphant." 

LIFE BEGINS AT 52 
Speaking of his phenomenal suc- 

cess in the new career he started 
at the age of 52, the profile pointed 
out that "even though he doesn't 
always believe it himself, Athol 
would rather head up the ACA than 
eat. This is proved by the fact that, 
especially during pre -convention 
weeks, he is often at his desk as 
early as seven and equally often 
creeps in stockinged feet to bed in 

the wee small hours. Don't run away 
with the impression though that he 
plays the role of the silent, suffering 
martyr, because he likes hard work, 
and likes equally to tell his friends 
how hared he works". 

The final paragraph credits Athol 
with having "built up the ACA from 
a hole in the wall to an organization 
with a staff of nine (now 11) hard- 
working men and women. There is 
no place for clock watchers under 
this sometimes stern skipper, yet 
there is no sign of iron discipline 
as he parades his troops over to the 
Brass Rail for a late dinner after 
a day and a half's work." 

SIXTH 
IN ONTARIO! 

CHUM - RADIO - 1050 K.C. 

TORONTO'S exciting 
DAYTIME STATION! 

*221,73b' 
DAILY CIRCULATION 

Elliott -Haynes Radio Circulation 
Report - Ontario 1955. 

Toronto: Allan Waters-EM. 4-4271. 
Montreal: Emery Richmond-BE. 7042. 
U.S.A.: J. M. McGillvra. 
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and the game is bigger than ever this year. 
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will have radios and the nearest retail market 
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THE REAL COASTAL VESSEL, "La Marjolaine", from which the serial 
and its heroine get their names, is seen loading at the quay in Maiane 
Harbor, while members of the cast soak up some atmosphere. From left 
to right, they are: Jean Berger, the producer, who also plays Captain 
Bébé Théroux; Hipolito Piazalunga, as Roberto; Marcel Houle, author 
of the series; Lorraine -Jourdain Gagné, portraying Marjolaine; Aline 
Gagné, as Madame Théroux; Marcelle Carrier, in the part of Madame 

Solange Dusseault. 

EVERY FRENCH -SPEAKING resi- 
dent of Quebec knows that 

Marjolaine- is a girl's name. But 
thousands ámbng-them, if the name 
were casually mentioned, would 
first visualize a boat - a fictitious 
boat. 

These thousands are radio listeners 
in cities, villages and countryside, 
from New' Carlisle on the Baie des 

Chaleurs to Val d'Or in the north- 
western mining area. 

If an inanimate object can play a 
leading role in a radio serial, La 
Marjolaine is a star. The serial is 
a story of the seafaring folks of the 
Gaspé and threads together the 
happy and the sad incidents that are 
part of their daily lives. 

This French -language daytime 

CKCIII 
71,0«, 

5000 WATTS 

e e 

With a potential listening 

audience of over 

400, 000 
French speaking people 

is a MUST 

CKCII 
Hull and Ottawa 
Representatives: 
Orner Renaud In Canada 

.1. H. McGIIIvra in U.S.A. 

MATANE CALLS QUEBEC 
By LARRY OUELLETTE 

serial is produced by CKBL, Matane. 
What makes it most unique is that 

the production by local talent only 
(including the author who is an 
employee of CKBL) is carried five 
days a week on 19 stations. 

The characters, of course, are ficti- 
tious, but the expressions they use 
and the living habits and customs 
described are so typical of the 
Gaspé people that many listeners 
are positive they can see themselves 
portrayed. 

CANADIAN SETTING 

The setting is primarily Cap- 
Manseau, an imaginary village which 
the author, Marcel Houle, has located 
near a real Gaspé port, Ste. Anne des 
Monts. It is the hub of the coastal 
trade of the peninsula and the main 
link between the south shore of the 
St. Lawrence River and the thriving 
town of Sept -lies on the north shore. 

La Marjolaine is a small coastal 
vessel trading along the lower St. 
Lawrence. For generations, Théroux 
families have lived aboard the little 
ship and made a living; it has always 
been owned by a Théroux. 

And it is the epic of this small 
vessel that Canada Packers Limited 
is sponsoring again this year. 

When the serial went off the air 
last spring for the summer months, 
listeners were left in suspense as to 
the fate of Pierre Théroux. He is one 
of the leading characters in the 
serial, son of Bébé and Henriette 
Théroux, owners of La Marjolaine. 

The author saw to it that Pierre's 
life was marked by vicissitudes. 
Pierre never liked the sea, although 
from it had come the livelihood of 
generations of his family. 

Pierre gave up the life of a coastal 
trader. He left Marjolaine only to 
find another Marjolaine, beautiful 
daughter of a comely widow who 
had hired him to work in a fish - 
packing plant she owned. 

Pierre and Marjolaine fell in love, 
a love that grew stronger each day. 
Then suddenly they discovered that 
Marjolaine's mother - the still 
young widow Solange Dusseault - 
had a secret passion for Pierre. 

The author took his listeners 
through a whole series of dramatic 
events culminating in a break 
between Pierre and Marjolaine. By 
then Pierre himself had become 
infatuated with Solange. 

Then one day, while Pierre was 
driving Solange's automobile, he met 
with an accident and lost his sight. 
Blind, but too proud to accept help 
from his parents, and even that 
offered by Solange, he disappeared. 
He found refuge in Quebec City at 
the home of a one-time friend, an 
underworld character named Soucy. 
Pierre's relatives tried in vain to find 
him, until one day a scrap of paper, 
discovered in an old trunk, led Bébé 
Théroux to Soucy's home. 

Pierre's father persuaded Soucy to 
board his ship, hoping to pry loose 
information about Pierre's where- 
abouts. But Soucy wouldn't talk and 
escaped from the boat. 

It was on this note of suspense 
that the serial went off the air last 
spring. When it was resumed in 

September, listeners learned that 
Pierre Théroux was dead. 

ALL CAST FROM CKBL 
The serial, La Marjolaine was four 

years in the making. Most of the 
actors are employed in some capacity 
by CKBL. Marcel Houle, the author, 
has been an announcer at CKBL for 
six years. The producer, Jean Berger, 
is also an announcer. He plays the 
part of Bébé Théroux. He is also a 
singer on locally produced musical 
programs. 

The part of Henriette Théroux is 
played by Aline Gagné, a singer 
and pianist for CKBL programs. 

Marjolaine in real life is Lorraine - 
Jourdain Gagné. She has been on the 
CKBL announcing staff for seven 
years and has two 15 -minute pro- 
grams of popular songs every wéek. 
One of the programs - Vedettes de 
Chez -Nous - is financed entirely by 
CKBL as encouragement to local 
talent. 

The part of the widow Solange 
Dusseault is played by Marcelle 
Carrier,' record librarian at CKBL 
since 1947. 

Another in the cast is Hipolito 
Piazalunga. He plays the role of 
Roberto, first officer on the vessel 
La Marjolaine. He is of Italian birth 
and his pronounced Italian accent 
adds color to the serial. Piazalunga is 
an operator at CKBL and also a 
singer and instrumentalist on musi- 
cal programs. Armande Desrosiers, 
women's commentator at CKBL, has 
the role of "La Toinette", a 70 -year - 
old woman. Oliva Poitras, a CKBL 
announcer, plays the part of Pierre 
Théroux. 

LOCAL TALENT WINS OUT 
CKBL has produced another serial 

with local talent. Its title is L'Epave 
(The Wreck) and it has been broad- 
cast five days a week by CKBL 
Matane and CHNC New Carlisle 
since last year. Sponsored by Dow 
Brewery, it is also written by Marcel 
Houle and tells a story about Gaspé's 
lumberjacks. Most characters in the 
cast act also in La Marjolaine, but 
seven of L'Epave's actors are not 
employed by CKBL. Participants of 
both serials are members of L'Union 
des Artistes lyriques et dramatiques 
du Québec. 

In addition to CKBL, La Marjo- 
laine is aired daily, Monday through 
Friday, on CHRC, Quebec; CFJP, 
Rivière -du -Loup; CHNC, New Car- 
lisle; CFGT, St -Joseph d'Alma; 
CKRN, Rouyn; CHAD, Amos; CKVD 
Val d'Or; CKLS, La Sarre; CHLT, 
Sherbrooke; CJSO, Sorel; CKRS, 
Jonquière; CJEM, Edmundston; 
C K T R, Trois - Rivières; C K S M, 
Shawinigan Falls, CHRL, Roberval; 
CKCH, Hull; CHRD, Drummond- 
ville; CJMT, Chicoutimi. 

The inspiration behind the two 
serials is René Lapointe, 36 -year -old 
general manager, founder and owner 
of CKBL. A family man, father of 
four children, Lapointe founded 
CKBL in 1948. He has concentrated 
his efforts ever since on trying to 
prove that local talent, well developed 
and well directed, can go a long 
way in putting a small station on 
the map. The extraordinary success 
of his two serials is proof enough 
for him that he is right. 
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Mrs. A. Celebrates 

21st Birthday 
THIS MONTH, SIXTY -FOUR- 

YEAR -OLD women's commenta- 
tor Kate Aitken celebrated a 

birthday - her twenty-first. Kate 
threw the party herself, for her old 
associates, and she was celebrating 
the completion of her 21st year on 
the air. She held it at CFRB between 
programs. 

In the picture, Lloyd Moore, CFRB 
station manager, and no mean 
veteran himself, is seen presenting 
Kate with the station's gift of a 
bouquet of roses. In the inset, from 
left to right are three of the guests- 
the most important ones because it 
was staged in their honor. - who 
attended the party. From left to right 
they are Horace Lapp, who has 
played organ for Kate ever since she 
began; Bill Baker, CFRB's studio 
engineer, who was her first operator 
and her original announcer, Maurice 
"Bod" Boddington. 

Kate's first show was on CFRB 
December 4, 1934 for Canada Starch, 
through Vickers & Benson. 

Right now, her schedule calls for 
twenty radio and TV performance 
a week. To tabulate, these are: 5 a 
week on Trans -Canada for Good 
Luck Margarine; 5 a week to Quebec 
province for Lipton's Tea and Soup; 
5 a week for Tamblyn's Drug Stores 
on CFRB and an Ontario network; 
5 a week for the same sponsor, 
beamed west from Winnipeg. 

By way of television, Kate does the 
Good Luck Margarine commercials 
on the Denny Vaughan Show. 

Besides all this, Mr. A. has just 
finished the writing work on a book 
dealing with her childhood at Beeton, 
Ontario, 48 miles up Yonge Street. 
This will be published next Fall at 
which time she will go to Beeton to 
film certain scenes from it. 

In March, no less than three Maclean 
Hunter publications will simultane- 
ously publish material written by 
her. First there is a travel story 
slated for MACLEAN'S MAGAZINE; then 
CHATELAINE is using her article - 
"May I Present The Speaker?"; 
finally a picture story will appear 
in CANADIAN HOMES & GARDENS On her 
Ranch House in Streetsville. 
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MORE SETS IN USE 

Sets in Use 

CKGB 51.8% 
Timmins 

CJKL 41.2% 
Kirkland Lake 

CFCH 42.0% 
North Bay 
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Aalars 

OF SALE 

OPERATION 72 

In a letter to 
CHOK, Sarnia, 
Keelans' Appli- 
ance store re- 
ported that in a 
recent 72 hour 
sale, they "let 
radio carry the 
ball with a heavy 
saturation cam- 
paign of spot an- 
nouncements " 
and that "'Opera- 
tion 72' was the 
most successful 
3 -day sales pro- 
motion ever . . . 
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