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We pre-test all TV and Radio commereials with housewives before we present them to our clients. (We pay the shot).
It's more profitable for ourselves and our clients that way. BAKER ADVERTISING LIMITED
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COVER STORY

Take one moderator, one controversial
personality, three panelists and a live
studio audience, mix well for 60
minutes and the result is one hour
of interesting and entertaining tele-
vision.

At least that's the way it is with
Screen Gems’ new one-hour show
Under Attack, which made its debut
September 19.

The moderator is Pierre Berton, who
has already enjoyed a few years of
success with The Pierre Berton Show
also produced by Screen Gems.

Devised by Elsa Franklin and Dan
Enright, Under Attack features a
weekly guest who is well known for
his militant views on any one of the
controversial, social, political or
moral issues of the day. He is invited
to visit the campus of a particular
university and place himself “‘under
attack’’ by the student body.

Following a preliminary interview
with Berton during which the guest
states his convictions and viewpoint
he then faces an intensive, no-holds:
barred. cross examination by a panel
of three students. When the panel is

Pierre Berton (left) conducts a final
briefing with panelists and guest
before a taping of °’Under Attack’’,
in the theatre of the Ryerson Poly-
technical Institute. In the background,
program producer Elsa Franklin does
some last minute checking.

Photo by Paul Smith

finished the audience takes over to
voice its own opinion of the subject
and to direct questions to the guest
and/or the panel.

Screen Genms plans to produce 35
programs. To date they have ten in
the can. Guests include such people
as Nathaniel Brandon, Ralph Cowan,
Gilles Gregoire, Mort Sahl, David
Susskind, Charlotte Whitton and others
of both national andinternational fame.

Production for the program is being
handled by the mobile crew of CHCH-
TV, Toronto/Hamilton.

Elsa Franklin, who has produced
The Pierre Berton Show for the last
three years and will continue to do
so, is the producer of Under Attack.
with Helen Jackson, formerly with
CTV’'s Sunday night program W-=5, as
executive assistant. Bernard Cowan
is the program announcer.

So far six stations are carrying
the program — CHCH-TV, Toronto/
Hamilton; CFPL-TV London; CHEX-TV
Peterborough: CKWS-TV  Kingston;
CFCH-TV North Bay and CJCH-TV
Halifax.
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SIGHT

HE A meeting of the board of the
Radio Sales Bureau has been called
for October 6 to receive the report
of the RSB selection committee,
charged with recommending a succes-
sor for RSB President W. Denis
Whitaker, whose resignation is offi-
cially effective September 30. Whitaker
has consented to stay on in an advi-
sory capacity until his successor is
established at the Bureau.

Whitaker's plans for the future are
still in an ‘‘no statement’’ position,
but the Number 1 rumor has it that
he will take over the presidency of
Major Markets Limited.

# ® Bob Howe, president of Garry J.
Carter of Canada, has announced that
effective October 1., the name of the
firm will be changed to Howe Adver-
tising Ltd. There will be no change in
personnel or address.

B ® New accounts for Bradley Vale
Advertising include P. Lawson Travel
and Atlas Tours Ltd., formerly with
James Lovick, Calgary, and Elgin
Watch Co. Ltd.. previously with
Lovick’s Toronto office.

The two travel accounts will be
supervised by John Bradley and Carl
Noy lander will look after Elgin Watch.

ANNOUNCEMENT

SOU

B W Estimates from the Television
Bureau of Advertising indicate sales
of color TV sets in Canada have
quadrupled over the past year.

From approximately 40,000 a year
ago, color TV sets reached an esti:
mated total of 160.500 in Canada as
of August 1. The breakdown is as
follows: Maritimes — 7,000; Quebec —
31,000; Ontario — 80,000; Prairies —
24,500 and B.C. — 18,000.

In the U.S. NBC's latest estimate,
July 1, shows a total of 11,270,000
color equipped television households,
one fifth of all households.

S & Neil Johnston is moving from the
Vancouver to the Toronto office of
Radio & Television Representatives as
a salesman in the television division.
He has been with the company for
two years.

Replacing him in Vancouver is Ron
Price, formerly of CKLG and CHAN-TV.

Also joining the company is Larry
Lamb, retail sales manager of CKTB
St. Catharines, as a salesman in radio.

M ® Charles LeRoyer, former media
director with the Toronto office of
MaclLaren Advertising, has been
appointed media manager, marketing
division, Imperial Tobacco Company.

CFAM/CHSM APPOINTMENTS

JIM McSWEENEY

RAY SAUNDERS

Elmer Hildebrand, CFAM/CHSM station manager, announces the appointment of
Jim McSweeney—Production Manager, and Ray Saunders—Music Director.

A veteran broadcaster, Mr. McSweeney is a native of Winnipeg, and has fifteen
years of broadcast experience. In addition to his production duties, he is on the
air each day, 7:00 to 9:30 on CFAM/ CHSM’s morning program.

Mr. Saunders, who has been with the station for a year, has a wealth of musical
knowledge and six years experience in his field. He is heard daily on CFAM/

CHSM from 5:00 to 8:30 p.m.

CFAM—1290 and CHSM—1250, operating as Radio Southern Manitoba, broadcast
identical programming to all of Southern Manitoba and Winnipeg, with two 10,000-
watt transmitters located at Altona and Steinbach.

by
ND lan Grant

B M Following the long-awaited and
finally materializing plans of the
advertisers and their agencies to
institute a system of self-regulation,
with strict penalties for infringements,
{story on page 15) Registrar General
John Turner has warned the industry
that tighter laws are coming.

Speaking at the annual meeting of
the Institute of Canadian Advertising
in Montreal last week, the registrar
general said advertisers should reach
for professional standards that "“take
account of your immense influence
ana draw limits on its use.

This involved a more effective code
of behavior and a system of disci-
plining.

‘Skills and creative talent must
be used more than just corporate
gain,”” he said. “"It involves devel
oping educational institutions to train
members of the profession.

@ % Promotion of Roly Koster, produc-
tion manager, CHFI-AM-FM, Toronto
to be station manager of CHIQ Hamil-
ton,. Ont. has been announced by
Rogers Broadcasting Ltd., operators
of the Toronto outlet. CHFI president,
Edward S. (Ted) Rogers recently
acquired the assets of the Hamilton
station, subject to BBG approval.

Norm Marshall of CHFiI has been
named manager of operations for the
Hamilton station, and Earl Bradford
will be news director.

A change in call letters is still
being considered.

u @ Cockfield, Brown has been appoint-
ed to handle advertising and promotion
for the newly formed Automotive
Replacement Products Division of the
Goodyear Tire & Rubber Company of
Canada, Limited.

The new account brings to seven
the number of Goodyear divisions
being served by Cockfield, Brown.
The others include Plastic Films and
Adhesives, Industrial Products, Shoe
Products, Molded and Extruded Goods,
Printers’ Supplies, and Aviation
Products.

Marketing plans for the new account
are now in the development stage, and
will include automotive industry trade
advertising and extensive sales promo-
tion., Account supervisor is Ross W.
Booth, and account executive is
Gordon Rawnsley.

8 B Some executive shuffling has taken
place in Transcanada Communications
Limited.

Jim Grisenthwaite, genera! manager
of CKRC Winnipeg, becomes general
manager of CKOC Hamilton, replacing
Don Dawson who has left the company,
Dawson’s future plans are still umn
known.

Succeeding Grisenthwaite at CKRC
is Bob MacDonald, the station’s
production manager.

The Canadian Broadcaster



Ron Lamborn, general sales manager
of CKCK Regina, becomes general
manager, succeeding Jim Struthers
who becomes general manager of
CKCK-TV Regina.

Garry Miles. retail sales manager
at CKCK, moves in to take Lamborn’s
place as general sales manager.

B @ Adrian Egan and Mike Mezo. who
parted company with Air Time Sales,
some months ago, have joined forces
with Rick Guest and Bill Hazell of
Radio House Limited. They have taken
CFUN Vancouver and CFAX Victoria
with them to join CFGM Richmond Hill
and CFOX Pointe Claire, already
repped by Radio House.

@ & Congratulations to Bill Hyland of
All-Canada’s radio division, whose
wife just presented him with a baby
girl. It apparently turned out to be an
expensive baby. Bill, after having two
boys was doubtful about getting a
daughter, so all the secretarial staff
in radio bet him a lunch that he would
have a girl — he paid off last Monday.

# M Light has been shed on part of the
sale of 179,000 shares of Western
Broadcasters Ltd. (CKNW, CJOB etc.).
85.000 went to United Accumulative
Mutual Fund. They were sold by Frank
Griffiths, president of Western, and a
member of his family for a reputed
$1.4 million. The remaining 94,000
shares have not been accounted for.

M & A Canadian advertising campaign
has won an ‘’Award of Excellence’’
against strong competition from United
States and Canadian life insurance
advertisers. The 1967 radio campaign
of the Imperial Life Assurance Com-
pany of Canada was given this award
by an independent panel! of judges,
and only one other Canadian company
was similarly honored in the consumer
advertising categories. A total of 583
entries, in various classifications,
was submitted by 132 U.S. and Cana-
dian companies for the annual com-
petitive  exhibitions of the Life
Insurance Advertisers Association,
held recently in St. Louis.

The radio campaign, created by
Vickers & Benson, Toronto, consisted
of four recorded English and French
commercials based on the theme ''Give
me a minute and 1I'll cover you for
life.”” This line was spoken by the
same voice, representing ‘“the Imperial
Life man’’, in each commercial. A
different male, and one female voice
were used for each of the commercials

which presented the advantages of
Imperial Life's Centennial Plan in
straightforward laymen’s language. The
campaign was aired over more than 70
stations, from coast to coast.

8 @ Representation of CKPT Radio,
Peterborough, Ontario goes to Hardy
Radio & Television Ltd., effective
October 1. CKPT is owned by Water-
grove Investments Ltd, (Alan Waters,
CHUM Toronto and Ralph Snelgrove,
CKBB and CKVR-TV Barrie). Until this
change. CKPT was repped by Major
Markets Ltd., another Alan Waters
enterprise.

@ @ The British Travel Association has
been canvassing stations to carry a
competition between October 16 and
November 24, offering prizes of a
British-styled family wardrobe, plus
a free family holiday in Britain.

The stations are to ask listeners
to write in 100 words or less: "“why
my family and | wish to travel to
Britain.’’ The station selects a winner,
who receives a cash voucher for $150
for British woolens. This entry is then
forwarded to the British Travel Asso-
ciation for the grand prize of a trip
to Britain.

The Association wil!l supply sta-
tions with a 60 second voice over
script.

The letter from British Travel
Association is signed by Bernie
Sherwin, whose name is the same as
that of a public relations man with
MaclLaren Advertising, who handle the
account.

One station representative con-
tacted him suggesting the account
might spend some advertising money
with the stations. He was told they
didn’t need to spend advertising
dollars. They had sent the letter to
some 200 stations with the hope of
getting 50 and apparently they have
succeeded.

For an investment of $7,500 in cash
vouchers the British Travel Associa-
tion is going to get a lot of free radio
advertising across the country.

It would be a reasonably safe bet
that the competition will be carried
by newspapers — only in their case
they will be paid for it.

@ @ Now that Paul Hellyer has been
named Minister of Transport, replacing
Jack Pickersgil!, an apt question
might be, how long before he starts
trying to unify the broadcasting
business?

MONTREAL
1434 St. Catherine St.W.

The trend is to balanced programming
G.N.MACKENZIE LIMITED HAS @& SHOWS

TORONTO
433 Jarvis St. 171 McDermott

WINNIPEG
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‘’How Many? How Often?’’ —
an introduction to Reach and
Frequency — is number three
in All-Canada’s 1967 series
of PARAMETER booklets.
PARAMETER THREE, a guide
to basic R/F concepts, will
be released by mid-October.

To add your name to our
mailing list, and receive your
copy of PARAMETER'S ONE
and TWO (' ‘Broadcast Research
Terms’’ and “"Sampling’’)
contact ALL-CANADA — the
firm that represents Canada’'s
best Radio & TV Stations.

All-Canada Radio & Teletision Limited

& OO000

1000 Yonge St. Toronto, 9259361



UHER 4000 REPORT L
UHER 4200 REPORT STEREO
UHER 4400 REPORT STEREO

Professmnals know the Uher 4000 Report L Monaural
portable tape recorder as THE SUPERIOR unit.

Now UHER brings you another development in their
professional recorders—THE 4200 2-TRACK and 4400
4-TRACK tape recorders IN STEREO.

UHER 1000
REPORT
RPILOT

A new lightweight, tull track, portable tape recorder
featuring movie synchronization and meeting the standards
of professional recorder models.

ROBERT BOSCH (CANADA) LIMITED
33 Atomic Avenue, Toronto 18, Ontario
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(] 4000 [ 4200  [] 4400
NAME

| ADDRESS__..__

: CiTY PROVINCE

ROBhRT BOSCH (CANADA) LTD. & BOSCH
33 Atomic Avenue 7325 Decarie Blvd.
Toronto 18, Ontario Montreal 9, Quebec
@and BOSCH are registered trademarks of Robert Bosch GmbH Stuttgart Germany

WINNIPEG FREE PRESS

'*A practical suggestion for reforming the BBG is to
change not its composition but the manner in which
it carries out its duties. The BBG now works behind
closed doors. Nobody knows how a decision is
reached because no account of the voting is ever
given. All that emerges are curt statements giving
the bare bones of a recommendation.’’

CAPE BRETON POST
‘’Canada is the only Western country which imposes
a radio and television ban on political broadcasts
for 48 hours prior to an election.’’

OTTAWA CITIZEN
"*Allowing this station (CKVR-TV Barrie} access to
the Toronto market by the back-door method has
demonstrated once again the possibilities for party
patronage in this sensitive area and underlines the
need to place decisions by the BBG beyond the reach
of political influence.”’

SOL TAISHOFF

(U.S. Broadcasting and Television Magazines

speaking to the RTNDA Convention)
‘’But do not be blinded by the glitter of the hardware.
The laboratories cannot give you the substance of
your job. They cannot give you the content of your
programs.’’

SOL TAISHOFF

It is my reluctant conclusion that most broadcast
editorializing is dull. Too many broadcast editorial-
ists have merely adapted the technique of the print
editorials. They face the microphone and camera with
sombre voice and stern expression and read from the
gospel of the moment. And their presentation and
message are as gray as those columns of inert type
on the average newspaper’s editorial page.’’

U.S. SENATOR PHIL HART

{Quoted by Sol Taishoff)
**A one-minute TV spot showing a lot of agitated
tummies that only Alka-Seltzer can soothe is far
more effective than any newspaper ad for the same
product.’’

EDMONTON JOURNAL
‘*Parliament and the government will be derelict in
their duty if (1) they do not investigate the spendings
of the CBC on the Pan-Am Games and, (2) put CBC
spending generally under control. it is clear that no
effective control is now being exercised.”’

TORONTO GLOBE & MAIL

'’...voting on the granting of licenses by the Board (of
Broadcast Governors) should be limited to its per-
manent members. These, being appointed for consid-
erably longer terms than the part-time members, are
more independent of political pressures and would
probably give the board a less political face than it
now wears...”’

OAKVILLE DAILY JOURNAL-RECORD
**Just as disturbing is Ottawa's willingness to play
Lady Bountiful to the CBC with your money, of course.
But what's $140,000,000 in an affluent nation that
can’t even afford an adequate housing program? It's
outrageous! Ditto for giving retiring CBC brass
$25,000 handouts.’’

The Canadian Broadcaster



EDITORIAL

A

declaration

of independence

You are reading the first copy of The (new) Canadian
Broadcaster.

The steps we have taken to renovate, reactivate,
revivify (you name it} this nearly 26-year-old news
magazine for the broadcasting industry have been
dictated by you, our readers. You asked for it and now
you have it.

We hope you like it and will find it useful. We hope
you will use it as a sounding board for your thoughts,
whether positive or negative, on any phase of the
broadcast-advertising business. We are the self-
appointed communicators for you communicators.

As ever, we are an independent journal, with
compulsory allegiance to no corporation or organiza-
tion. The opinions we express are ourown, implemented
{or opposed) by the ones we hope you will contribute.

Our objective is not to flatter the industry or its
clients. Rather we intend to keep those who buy and
sell broadcast advertising informed on each others’
thinking, so that the views of each one of you may
benefit the entire industry.

We intend to commend and extol those who con-
tribute their fresh approaches and their new techniques
to the art of selling (or entertaining or informing or
educating) over the air, by publishing them for all to
see.

This is an industry which has grown to greatness
because of the unselfish teamwork of most of the
people in it.

These are the people who have contributed their
rime and their money to a long tist of industry under
takings, knowing full well that only the industry as a
whole could gain from them, without any actual advan-
tage being derived by the individual himself,

Advertisers and their agencies need the audience
measurement offered by the BBM Bureau of Measure-
ment, and there should be a special citation for the
broadcaster who cheerfully contributes his share in
the full knowledge that the next BBM report will prove
him to be second best in his market.

September 28, 1967

The Canadian Broadcaster would like to show this
man how others have remedied this situation by
earning more audience recognition by stepping up
their programming. It would also like to hand along
to him a yardstick, other than the ‘‘numbers’’, which
someone else had used to supply advertisers with a
valid assessment of his audience’s buying power of
the product involved and perhaps offer them a more
inviting picture than that offered by the "‘leading’’
station.

Arrayed against the broadcasters, the advertising
agencies and the advertisers is a long list of do-
gooding organizations, whose members are enthusi-
astic supporters of motherhood but violent antagonists
of advertising (especially broadcast advertising) and
the whole principle of competitive business and the
profit motive.

These dissentient voices numericaltly insignificant
but stentoriously noisy — as minority voices always
are—are in direct opposition to the system of business
— all business. Often without the slightest idea of
what they are beefing about, their slurs are shrugged
off because they are only cranks, harmless ones at
that, who will quit their belly-aching if no one pays
them any attention.

The Canadian Broadcaster is in favor of business
defending itself energetically against these enemies.
it will spearhead, reinforce or in any way help to
bolster this defence when business is willing to crawl
out of hiding and face up manfully with these vicious
assailants.

But The Canadian Broadcaster cannot resist these
aggressors single-handed. It is a major war, one
which might well bring the whole structure of our
economic or profit system crumbling into ruins, a war
which can only be won by fighting back.

Campaigns initiated by socialistically-minded
agitators, or even governments, to legislate a busi-
ness out of business, can be nipped in the bud, but
not after they have burst into bloom.



RTNDA Convention

Everything

from

talk-radio

to

riot control

by Gordon Beerworth

News-on-the-air is still visibly
moving ahead in the time it occu-
pies and the variety of its formats,
Bill Monroe, NBC News, Washing-
ton, said in his keynote address
to the 22nd annual RTNDA confer-
ence and workshops in Toronto.

**The 90-minute news program,
an incredible idea a few vyears
ago, is increasingly common on
television,’”” he said. “‘The all:
news idea continues to grow in
radio. The documentary and the
editorial are being joined by the
cartoon.’’

He said the U.S. top commen-
tators are probing deeper into the
news, and this, besides some out-
standing documentaries, is an
indication that we are not in a rut.

*’Public television is doing,
and is promising, some interesting
things,’’ he said, “"In short, the
horizons are not closing in on us.
We're still in a fluid business,
experimenting, trying new things.
If you want to accept the dubious
proposition that the golden age of
TV entertainment faded away ten
years ago, most of the signs
nevertheless still point to a golden
age out in front somewhere for
radio and television news.”’

Referring to requests of poli-
ticians for space in newspapers
which often get refused, he said
bids for air time for the same
politicians, for a weekly program,
are more often accepted...because
the broadcaster feels he needs all

The largest audience
of any Western Canadian
television station

ALBERTA

Representatives

RADIO-TELEVISION REPRESENTATIVES LTD.

the friends Ke can get (in Wash-
ington) and he knows he can get
a gold star from the FCC for
running a so-called public-service
program, no matter how bad it is.
“*The difference,”” Monroe said
*’is that the broadcaster is more
nervous about the government than
the publisher is. In the long run,
| suggest that this difference is
dangerous for the broadcaster and
dangerous for the country.

’You may run across critics
who feel a good many newspapers
do a miserable and irresponsible
job, but they don‘t feel the govern-
ment ought to step in and apply
some kind of pressure to make
them do better. There is apretty
solid feeling (in the United States)
that the government should keep
its hands off newspapers.

*The feeling about broadcasters
is different.

""In the first place, government
already has its hands on broad-
casting because of the licensing

process.
““In the second place, our

credentials as distributors of
information are not as clear to the
naked eye as those of newspapers.
The newspapers started out with
news, then developed comic strips.
We started out with slapstick.
Then we began getting into news.

*’In the third place, we are so
big and prosperous as an industry,
and television in particular is so
strikingly effective as a commu-
nications medium, that people are
scared of us.

"*The regulators themselves in
fact...don’t believe that equal
time rules, fairness doctrines and
various pushings and proddings in
behalf of the public interest can
can do more harm than good
because they remind broadcasters
that they have to worry about a
government agency to which they
have to go for an okay to stay in
business.

"*The regulators don’t believe
that enlightened regulation, in-
tended to foster courage in the
broadcaster, might breed caution
instead.

“’Let me say that | don’t object
to our recognizing that we do have
a responsibility to use our im-
pressive equipment with discretion
to keep it from being provocative.
But we have to stay in the business
of covering the news, informing,
getting the story and telling it.

The Canadian Broadcaster



If we ever get into the busi-
ness of suppressing the news or
playing it down, we’ve had it, and
our country will have turned down
a dimty-lit street. At that point,
for broadcast journalists, God will
be dead.”’

Low pay causes

membership drop
but young inflow

compensates in part

More than 40 news directors have
left Canadian radio and television
in the past year, and moved into
other work, Bert Cannings, news
director, CFCF-AM-FM-TV, Mont-
real, re-elected president, RTNDA
of Canada, told the Canadian
Centennial RTNDA conference in
Toronto.

Low pay was noted as the key
factor in a drop in RTNDA member-
ship, in both the U.S. and Canada.
The membership committee report
listed 1022 members in the two
countries, only 70 from Canada.
230 members were dropped for one
reason or another, the great
majority for non-payment of dues.

Cannings noted that although
a tremendous number of RTNDA
members were leaving the profes-
sion, or returning to a newsman
status rather than a news director,
“"there has been a good inflow of
younger broadcasters to partially
fill the void."”

To increase membership in the
association, for the first time in
its history, a career brochure and
recruitment film has been prepared,
stressing advantages and oppor-
tunities.

The Small Markets Committee’'s
research also hopes to increase
membership by taking an interest
in 1 to 5-man news departments.
Keith Cummings, KAYS Radio-TV,
Hays, Kansas, committee chairman,
said: A number of stations re-
ported most of their news functions
were handled by a parent news-
paper. In many cases a radio

September 28, 1967

station had no news staff of its
own, it merely took the news
gathered by the newspaper staff
and used it on the air."’

He said comments from an
800-station response to a ques-
tionnaire included: ‘'Need for a
good basic manual for use by the
news department and by other
members of the staff...lack of good
(trained) personnel, low pay, lack
of adequate staff, and lack of
management to recognizethe impor-
tance of a good news department,
well-trained, well-staffed and ade-
quately paid.”’

Concern over salaries in the
Medium Markets was also evident
in the committee’s report. Salaries
ranged from a low of $56.00 a
week in one extreme case to as
high as $300.00 at the other end
of the scale. Average starting
salary was $115.00 a week.

2-way talk-radio
is brotherhood

of refined thought

*Talk radio’’, as it is called, is
‘’the pulse of the people’’, Jerry
Williams, WBBM Chicago, told the
Radio Workshop of the RTNDA
International conference.

“"Everybody really wanted to
talk, in depth, about current news
and issues,”” he said, ““and that's
how talk radio was born."’

Williams flew in from Chicago
in time to participate in the dis-
cussion and left immediately after,
unable to interrupt his busy on-air
schedule any further,

Tom Reardon, WTAG Worcester,
Mass. agreed '‘talk radio has a
place on a station’s schedule’’,
and Dave Crane, KLAC Los Ange-
les, said ‘‘two-way talk radio has
become a brotherhood of refined
thinking. [t updates those who are
not fully informed on the news and
issues of the day.’’

All three panelists concurred

(Continued on page 14)

you
can’'t
beat the
flexibility
of spot
television

Markets jare what
fou're' after . . .

and when you buy

stations selectively‘

you get the type of
audience you want -
through participation )
in top rated shows—
shows that deliver big
audiences at a good
efficiency. Only spot
television provides
maximum flexibility

and at the right cost.

For the right stations in
the right markets con-

tact your Paul Mulvihill
representative.
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for the second year, has been a
cavalry bugler, a member of a machine
gun battalion and a tank regiment, an
RCAF disciplinarian, a public relations
officer and a professional fighter, but
news—newspaper, radio or television—
has always been his second love, his
first being his family.

Starting in 1927 as a stringer for
his hometown newspaper, the Medicine
Hat News, Bert *’strung’’ for the Regina
Leader Post, the Saskatoon Star
Phoenix, the Vancouver Province and
the Toronto Star. He also wrote news
in 1937 for radio station CJCJ (now
CKXL) Calgary.

In 1939, just before World War I,
he joined the RCAF, rising to W.0O. 1
disciplinarian, and winning a P.R.O.
commission in 1940. He saw service
in Canada, the Aleutians and Iceland.

In 1945, Bert went to CKWX Van-
couver as news director, and in 1948
became news and special events
director.

In 1955 he moved to Montreal as
news director of CFCF Radio, adding
CFCF-TV to his activities when it was
launched in 1960.

Besides running the ‘CF newsroom,
Bert Cannings appears daily on Pulse
6:30 News with Canning’s Comments.
He also writes and appears on such
'CF specials as Expo ‘67 Reports.

Besides Bert, the Cannings house-
hold, in suburban Dorval, consists of
his wife, Julia, Robert, Richard and
Kathleen. His daughter, Elizabeth, is
married.

HERBERT G. MARSHALL, vice-president
and manager, television, of Radio-
Television Representatives Ltd. has
espoused the American Marketing
Association ‘‘because this is where
you meet people who make marketing
decisions and | always wanted to find
out why advertising decisions are
made.’’

Marshall, 31, joined RTVR in 1962
as a salesman, rising to his present
position January 1 of this year.
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BERT CANNINGS, who was just made
president of the Radio & Television
News Directors Association, Canada,

In short order, he decided it was
necessary for a successful represent-
ative to explore the whys and where-
fores of a television buy, beyond the
audience measurement. For this reason,
he has made a continuous effort to
find out what goes on between the
agency and its client before the deal
reaches the media department, and
also to get in on the planning stage
if it is humanly possible.

Marshall says bluntly he joined
AMA for the contacts. But he appar-
ently believes in pulling his weight
because he is taking an active part in
the organization of AMA’s 15th annual
management seminar at the Royal York
Hote!, Toronto, January 10. 1968.

The seminar's subject is 'Canada/
USA—One Market—1970?""Marshall says
this may be a far cry from selling
television, but this is a possible
situation we may a!l have to face, and
it could affect everyone of us in the
advertising business, whether we like
it or not.

Herb Marshall has one bugaboo. He
says don’t call us TV Reps’’; we are
““Television Representatives.’’

ALLAN SLAIGHT, the man who left
the general manager’s desk at CHUM
Toronto, in August 1966, to go to
England and get in on the ground floor
of the UK’s commercial radio which
never happened, is the new president
of the national representation firm of
Stephens & Towndrow, to which, at
37. he brings nineteen years experi-
ence in various branches of the
industry.

He started at CHAB Moose Jaw in
1948, when his father, Jack, now of
Thomson Newspapers, bought it from
Carson Buchanan. Moving to Edmonton
in 1950, he worked with three of that
city’s stations—CFRN as newsman in
1950-52; CJCA in the same slot, 1952-
54; CHED as news director and later
national sales manager, 1954-58.

In 1958 he joined CHUM as program
director, and was general manager
when he left.

Questioned on the future of the

one-time  CBS-owned Stephens &
Towndrow, now minus its two founders,
Staight admitted CBS will eventually
reduce its participation to a 25 per
cent interest.

Apparently the company is in the
course of formulating a co-operative
operation, with the 75 per cent of the
stock which is not going to be held
by CBS taken up by represented broad-
casting companies and broadcasting
companies which may be represented
in the future.

Present broadcasting organizations
now represented by Stephens & Town-
drow include the Moffat stations, part
of the Geoffrey Stirling group, Raymond
Crépault's CJMS Montreal and CJRS

Sherbrooke, Maclean-Hunter's CKEY
Toronto and Bill Bellman's CHQM
Vancouver.

Company control? You tell us.

JOHN TRAVERS COLEMAN, 34, took
over management of the Montreal office
of the CTV Television Network Sep-
tember 1.

A condensation of his personal
résumé discloses, in part, that:

Once he was a professional musi-
cian, accent on jazz.

As a professional writer, he has
written for magazines and radio. He
has written sketches for reviews, two
historical books and TV comedies.

After a year with the Montreal
Gazette in display advertising, he
moved to the ad. department at
Eaton’s.

With British United Press (now UP1)
he covered the Montreal criminal
courts and the provincial legislature.

Transferring to Vancouver in 1953
he did News in Brief for radio. In
Regina, as BUP bureau manager, he
continued his art studies in ‘' abstract

conception,’”” did a six-hour Saturday
afternoon stint as disc-jockey on
CKRM and scripted five 30-minute

episodes of Adventures in Sound—for
the CBC in his off moments.

In January 1955, he joined the
public relations staff of the CNR.
Back in Vancouver in May, he handled
press relations and all Pacific Region
advertising.

In Montreal in November 1959, he
organized the public relations depart-
ment for Pepsi-Cola.

In June 1961 he joined the F. H.
Hayhurst Co. as account executive,
working on Rothman’s Rock City
Tobacco account (Number 7 and
Sportsman).

July 1963 saw him general manager
of Miss Canada Productions. When
""The Pageant’”’ was sold, he joined
CKEY Toronto as national sales
representative.

in October 1965, he became na-
tional sales manager of CFGM Rich-
mond Hill, where he fomulated
national sales policies and direction,
research, station promotion, sales
planning and development, promotional
merchandising, staff training and
client relations.

From CFGM he moved to CTV
Montreal and this fills you on in John
Travers Coleman to this writing.
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RTNDA (Continued
from page 9)

with moderator Jack Thayer, vice-
president and general manager,
KLAC Los Angeles, that most
stations programming ‘‘talk’’ have
effectively integrated news into
their all-talk formats.

""A responsible station cannot
afford to get into commentary of
the local scene,’* -said Dick
Wright, WTAG Worcester, Mass.,
who convened the dual panel
discussion, and participated in
the News Commentary and Analy-

sis—Extra Added Ingredient section.

Gordon Sinclair, CFRB Toronto,
joined Wright in sharing personal
experiences and anecdotes as
each told of his on-air commentary
of the local scene,

Charles King, vice-president,
news, Mutual Broadcasting System,
New York, said: '“Most commentary
as we know it has became asso-
ciated with a national network...a
most expensive luxury for a sta-
tion."’

Radio lacks color. ..
television

over-stresses it

Radio was too often sterile in its
approach to some of the events in
the day’s spot news, Prof. Richard
Yoakum, Indiana University, chair-
man of the RTNDA radio awards
committee, told the news directors
at their Toronto conference.

Yoakum said that ‘‘radio an-
nouncers must remember that the
picture is not there, and the only
way the public can tell what's
happening is to hear the proper
words in their proper place. This
was not always the case.”’

All three radio awards, and four
for television, went to American
stations.

Prof. Baskett Mosse, North-
western University, Evanston, {11.,
chairman of the television awards
committee, said he regretted the
fact that ""too much emphasis had
been placed on color rather on the
value of the news story. Too many
squad cars had been photographed
too many times simply because
they were colorful.’’

Other topics discussed during
the convention, and heavily
accented towards U.S. interest
and coverage, were: War coverage,
with emphasis on “'Vietnam'’, very
pointedly termed "'TV's first war’’;
Satellite transmission, an audio-
visual seminar moderated by James
Gilmore, vice-president and acting
operations chief, CBC, Ottawa,
with an international panel repre-
senting COMSAT, NBC, CBS, ABC
and the European Broadcasting
Union; Riots: Coverage and Codes:
with panelists from five U.S. cities
where racial troubles have been
most pronounced.

The conference concluded with
the induction of Jay Crouse,
WHAS-AM-TV, Louisville, Ky. as
president for the coming vyear,
succeeding Bruce Dennis, WGN,
Continental Broadcasting Co.,
Chicago. Eddie Barker, KRLD-AM-
TV, Dallas, Texas, was elected
first vice-president.

Bert Cannings
heads RTNDA
Canada

for second year

Re-elected for his second term,
Bert Cannings, CFCF-AM-FM-TV,
Montreal, heads the RTNDA of
Canada. At the annual meeting,

MONTREAL
1434 St. Catherine St.W.

The trend is to balanced programming
G.N.MACKENZIE LIMITED HAS &) SHOWS

TORONTO
433 Jarvis St. 171 McDermott

WINNIPEG
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concluding the Canadian Centen-
nial Conference, in Toronto,
Graham Allen, CBC, Halifax, was
elected vice-president, television,
and Don Johnston, CHML Hamilton
is vice-president, radio.

Regional directors are: Pacific—
Bill Hutton, CKWX Vancouver,
radio, and Andy Marquis, CHAN-TV
Vancouver, television; Prairies—
Frank Flegel, CKRM Regina, radio
and Stan Weiler, CHAT-TV Medicine
Hat, television; Central — Ken
Brown, CBC, Ottawa, radio, and
Gary McLaren, CKCO-TV Kitchener,
Ont., television; French-Canada —
Marcel Beauregard, CKVL Verdun,
radio, Francis Peladeau, CBC,
Montreal, television; Atlantic -Don
Mclisaac, CJCB Sydney, radio,
John Millar, CHSJ Saint John,
N.B., television.

Charlie Edwards, Broadcast
News, Toronto was elected treas-
urer, and John Strong, news
director, CKNX-AM-TV, Wingham,
Ont. is secretary.

‘Charlies’ and ‘Dans’
are new names

for RTNDA Canada

news awards

Two tribute awards, one each for
excellence in radio and television
news coverage, and the other for
radio and television documentaries,
will be made by RTNDA of Canada
at future conventions.

The annual meeting in Toronto
decided to extend the categories,
of both radio and TV awards,
announced this year, Next vyear,
the awards for 1967 will be pre-
sented in two different categories
the news coverage awards being
presented as the ‘'Charlie Edwards
Awards,’’ to honor the general man-
ager of Broadcast News Ltd. (see
"’Over the Desk’’— page 28) and
the new awards for documentaries,
will be called the ''Dan McArthur
Awards’’, in memory of the man
who was the organizer and first
chief editor of the CBC News
service.
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Canadian Advertising Advisory Board

Advertising charlatans . . .

a blight on the business

Advertisers, advertising agencies,
broadcasters and all the other
media had better climb on the
bandwagon, because, at long last,
the Canadian Advertising Advisory
Board is moving into action with
its campaign to restore to adver-
tising its just place in the public
eye, in the face of the extra-
ordinary battering our industry has
been taking in recent months.

Speaking at the September
luncheon of the Broadcast Execu-
tives Society, and in subsequent
conversations, Allan B. Yeates,
executive vice-president of Spitzer,
Mills & Bates Ltd. and president
of CAAB, said the major project
at this time is the Canadian Code
of Advertising Standards.

“You know as well as | do,’’
he said, ‘"that 90 to 95 per cent of
advertising is effective and appro-

[<{<IRADIO LTI}
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priate, but the small percentage
that is misleading or irritating
creates problems for everyone.

""Clearly, we have a responsi-
bility to the community and our-
selvesto set and maintain standards
of integrity; and, currently, we are
exploring the best ways of dealing
with those who persist in violating
the code, which could be adver-
tisers, agencies or media.

‘'We are also working on plans,””’
he said, “'to publicize it widely
and regularly, so as to make it a
more effective instrument.”’

The CAAB undertaking includes
setting up a National Information
Service, speakers bureaus and a
central library system for the
industry.

He said 90 per cent of the
financial requirements for the
campaign have been obtained from

&

the three sides of the industry,
and in October they will be start-
ing a national study of consumer
attitudes towards advertising.

“*A team of top researchers in-
cluding top management and
university types, have spent a
good many man ‘hours defining
further areas of social and eco-
nomic research., Now CAAB is
assigning priorities to these
studies and at least two of the
projects are expectedtobelaunched
by the end of the year."”’

One major information project
will take the form of an all-media
advertising campaign emphasizing
the economic and social benefits
of advertising. Creative work is
now in the final stages, he said,
and it is hoped they will be able
to unveil the campaign at the

November meeting of the Broadcast
Executives Society.




NEWSCAST

ASSOCIATIONS . , .. .......16
CABLE ... urvnaw s <an 16
EDUCATIONAL TV . . ... ... .17
FILM ... .00 u SR e =l O
INTERNATIONAL . . . .. ..~ ..19

ASSOCIATIONS

Broadcast Executives Society retiring
president Frank Buckley, at the BES
general meeting at the Park Plaza
Hotel, Toronto, this month reviewed
the society’s accomplishments during
his year of office in “‘providing a
platform for consideration of matters
of current interest (to the broadcasting
industry)—even thoseof acontroversial
nature.’’

Buckley mentioned the BES asso-
ciation with the extension department
of the Ryerson Polytechnical Institute
in presenting a course on Broadcast
Advertising.

The Radio and Television Commer-
cials Festivals, sponsored by BES in
co-operation with the Radio and
Television Sales Bureaus, are examples
of ‘’functions with built-sin industry
benefits’’, he said. These festivals,
combining workshop sessions with
award presentations constitute ‘‘one
of the best ways of stimulating and
supporting creative effort by all con-
cerned with production of commer-
cials.’””

He reminded the society how they
had been able to hear Dr. O.J. Fire-
stone, author of Broadcast Advertising
in Canada, *“a completely new look at
the economics of broadcasting,’’ which
was underwritten by Bill Byles, presi=
dent of Stovin-By!es Limited.

Shortly after this, he said, adver=-
tising in general and broadcast
advertising in particular came under
the scrutiny of a joint Senate-Commons
committee on price spreads. The agen-
cies (ICA) and the advertisers (ACA)
represented the advertising industry
in appearing before the committee,
using as their basis Dr. Firestone's
second book, The Economics of
Advertising. The presentation was
made by Warren Reynolds, George
Sinclair and Bryan Vaughan, all
prominent agency presidents. These
three appeared at the BES January
meeting to give the society the high-
lights of it.

Pointing out the BES is more than
willing to co-operate and assist in
any such program in which the broad-
cast industry is involved, Buckley
said he hoped the broadcast segment
of this consumer program as presented
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by the Canadian Advertising Advisory
Board will be presented at the next
meeting. (See page 75).0

The threat of ‘‘managed news’' has
been combatted over the past twelve
months by the Radio & Television
News Directors Association, accord:
ing to their outgoing president, Bruce
Dennis, WGN Chicago. This battle for
freedom of news is unlike anything in
modern jonrnalism, he told the U.S.
and Canadian newsmen at their Toronto
convention.

The fight stemmed from threats
made by the American Bar Association,
proposing standards governing Free
Press and Free Trial, in an effort to
restrict coverage of certain court
cases. Also concerned over other
possible dangers to editorial freedom,
RTNDA is challenging the FCC in
court over the commission’s equal
time regulation. Some members of the
U.S. Congress were desirous of
imposing a code of action arising
mainly from criticism of race riot
coverage.

Dennis, news and public affairs
V.P. for WGN, Continental Broadcast-
ing, had previously stated his asso-
ciation’s concern over the issue in
appearances before various news and
law groups. He told the Eastern
Regional RTNDA Conference in New
York: “"In the United States today,
there is a new roadblock in news
coverage. Five-to-four Supreme Court
decisions which are aimed at guaran-
teeing fair trials have brought inter
pretations that threaten the right of
a free press. When | say free press,
| mean freedom of the news — radio,
television andthe less instant media.”’

He stated the RTNDA position: **We
oppose the management of news by
any agency, association or arm of
government. We propose that all news
sources be kept open to the press for
the protection of our people and our
country.”’

Jay Crouse, WHAS-AM-FM-TV, Lou-
isville, Ky., newly-elected RTNDA
president, said: ‘‘Canada has the
same basic problems as the United
States, although they are of a slightly
different nature and have different
emphasis.”’
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Norris L. Nathanson, general manager,
Cape Breton Broadcasters Ltd., CJCB,
Sydney, N.S., was elected president
of the Atlantic Association of Broad-
casters for 1967-68, at the annual
convention in Saint John, N.B.

He succeeds George A. Cromwell,
general manager, New Brunswick
Broadcasting Co. Ltd., CHSJ-AM-TV,
Saint John.

Other officers are: Orville Pulsifer,
program manager, CHNS Halifax, 1st
vice-president; Robert A. Lockhart,
managing director, CFBC Saint John,
2nd vice-president, and George A.
Lebel, manager, CJEM Edmundston,
N.B., secretary-treasurer.

A recommendation to hold the 1968
convention inthe Bahamas was referred
to the new executive and a poll of
individual member stations.

More than 150 management and
engineering representatives from 33
radio and seven television stations
in the Atlantic Provinces attended
the three-day conference.

CABLE

Begun as a sideline to its broadcasting
business, CHQM-AM-FM, Vancouver,
started offering its °Q’° for Quality
background music, broadcast on a
sub-channel of its wavelength, in 1962
The Q’" label has since been copied
by other good-music stations across
the country.

'OM now has 700 subscribers, one
of which is a chicken farm, where,
says the Vancouver Sun, the proprietor
claims the soft music wafting through
the chicken coops encourages the
hens to lay more liberally.

W.E. (Bill) Bellman, president and
manager, CHQM, opened the station
on December 10, 1959, operating what
he called a ""sophisticated good music
station’” at 10,000 watts.

A new tower for the station’s
50,000 watt transmitter has just been
placed in operation, Bellman estima-
ting the total cost of the power
increase at $250 000. He said the
station will now provide a much better
coverage of Vancouver Island centres.

The Sun says ‘‘Bellman feels that
60 per cent of his station’s audience
is under 50 years of age with the bulk
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TK-42s capture fast action
under blazing sun...give
CTV superb color pictures!

To get the big view of the game one TK-42 was stationed
on roof of press box. Three TK-42s were used in all.
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Soccer maiches for CTV, Canada’s privately owned color
network, were among the programs broadcast in breath-
taking living color from the grounds of Expo 67. The
remote pickup, shown above, was made with TK-42
cameras during a “‘round-robin’ series of gamnes between
England—the present world professional title holder—
and Russia, Mexico, West Germany, Belgium and Austria,
at the 25,000-seat stadium, “Autostade.”

Two things are especially noteworthy in these pictures:
The soccer field is ablaze with the light of the mid-after-
noon sun; play is fast and furious. Yet what kind of
pictures were received on the home screens? Superb!

Whether the sun was high in the sky, causing short
shadows, or late in the day when shadows became

Form: 3)5182E

INTERNATIONAL DE

Air-conditioned RCA mobite unit built for CBC
contained the contro! room for three-camera pickup.

elongated, pictures were always brilliant—colors true to
life. Details in close-ups or long shots came through con-
sistently well. This was picture performance that put the
viewer right on the field, with sharpest pictures possible.

CBC made extensive use of the TK-42 cameras throughout
Expo, with results that proved there is nothing like a
TK-42 for location shooting. If you want the very finest
color pictures under widely varying conditions, get the
facts on RCA’s “‘big tube” color cameras. Call your RCA
Broadecast Representative. Or write RCA Victor Technical
Products Marketing, 1001 Lenoir St., Montreal 30, Canada.

1{@%}) THE MOST TRUSTED NAME IN ELECTRONICS
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being in the 2t-year to 41-year group.
Listeners under 18 vyears aren’t of
much use to advertisers, he adds, so
QM religiously avoids catering to the
teen set.”’

Vancouver Broadcasting Associates
Ltd. owns the combined ‘QM operation,
with Bellman owning 50 per cent of
the stock. He stitll has his original
partners, A.B. and R.L. Cliff, J.E.
Stark, Russ Kinnimount and Alan
Tatum, who hold the other half of the
firm through Western Industrial Hold-
ings.l

Cable television is expected to come
under the wing of the BBG, in the new
legisiation contained in the new Broad
casting Act, which awaits Parliamen:-
tary approval. Licensing of cable
systems, now handled by the DOT
will likely be done through the Board,
which is also expected to concern
itself with the ownership of such
systems and protection offered to
Canadian TV stations.

About 400 cable TV systems are
operating in Canada and about half
of them are in the province of Quebec.
It is estimated that they serve about
350.000 households.

Toronto, long a hold-out against
cable television, except in sprouting
sub-divisions, now has no less than
eight firms laying cable or planning
to enter the field, due to the increas-
ing number of high-rise apartments
which deflect TV signals, causing
ghosting and other problems with home
reception.

EDUCATIONAL TV

ETV means different things to people
in different regions, all in accordance
with varying educational needs and
problems.

But one thing it must mean if it is
ever to achieve efficacy is a total
spectrum of programming from pre-
schoo! to old age whose abiding goals
are enlightenment, wisdom, imagina
tion, knowledge, information, instruc-
tion and citizenship.

The Federal Government, however,
equates ETV exclusively to in-school
demands, totally neglecting the con-
tinuing educational needs of adults.
It thus intends to relegate all ETV
developments in Canada to the UHF
broadcasting band (i.e. Channel 19
in Metro Toronto) which means that
while schools can be fairly easily
readied for reception (their number is
limited), it will probably take a decade
at least—perhaps much longer—before
Canadian citizens in most TV receiver-
equipped homes ({400,000 in Metro
Toronto alone) actually go out and
lay down purchase money for the UHF
adapters necessary for access to
programming specially designed for
them.

What is required to amend this dark
situation is a more enlightened attitude
on the part of Mr. Pearson’s cabinet
accompanied by imaginative legisla-
tion during the fall session of Parlia-
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ment.

If such occurred, one result could
be a Federal ETV Authority with policy
making, money granting, broadcast
facilities—leasing, and watch-dogging
powers.

Another could be educational
bodies across Canada given the first
option of procuring any available and
unused VHF channels (e.g. MEETA in
Edmonton re channel 11).

Still another could be legislation

making the inclusion of UHF adapters

on all new sets mandatory for manu-
facturers. In areas where no VHFs
remained available, UHF would be
essential.

But how does this apply to the
local Metro scene? Are there, for
example, any VHFs remaining?

What price Toronto?
There has been much talk about the
BBG approval of Channel 3 to Palgrave.
Despite the fact that the entire issue
has now gone back to the BBG for
re-examination and re-assessment, the
fact remains that even if the move
doesn’t transpire there would still be
no free Channel 3 for ETV bodies in
the Metro area. Not unless licences
were revoked and re-allocated. Barrie
and Toronto are simply too close.
What about CFRB's plans involving
a multi-million dollar expenditure and
a multi-channel switch to bring 13 to
Toronto? The BBG will entertain this
proposal at a hearing in early '68. It
will listen to no other at that time,
according to Dr. Andrew Stewart,
because the 13 move is predicated
entirely upon firm contracts between
CFRB and the people in Kitchener and
Rochester. The channel is thus not up
for grabs in the BBG's estimation.
Therefore we won’'t know if 13 is a
new VHF for Toronto until the BBG
approves it (in which case it is
CFRB’s). The situation is just that

ironic, and doubtless will incur a
flood of protest.

At the present moment it seems
reasonably doubtful that there are free
VHFs in Metro for exclusive ETV use.
UHF Channel 19 (on a properly divided
time-share basis between the Depart-
ment of Education and the considerable
number of in-school and adult interests
represented by META) plus donated
time (including, hopefully, prime time)
from all the home-based VHFs here
will have to provide the main answer.
Already CBLT, CFTO and CHCH have
been very generous to META in broad-
casting and in studio production time.

Elwy Yost

But if the picture appears depres-
sing for V's in Metro, it needn’t be
elsewhere in Canada. Bold and
imaginative legislation this fall from
the summit can bring considerable
light upon the scene.

So much for the political side of
the ETV maze in Metro. Now let us
look at the schools.

Getting into the schools

One of the greatest problems in
educational broadcasting today is
flexibility of program utilization on
the in-schoo! level. A perfectly good
grade eleven geography program being
beamed on a VHF or UHF channel
at ten o‘clock on Friday morning is

CJAD is Montreal’s leading
ENGLISH LANGUAGE
RADIO STATION

CSJAD
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Co-Winner of the John J. Gillin Jr.
Radio Station of the Year Award




not going to be very effective if all
of the grade eleven classes are taking
other subjects at that time and schoot
officials are, for a variety of reasons,
unable to alter timetables to accom-
modate viewing.

Apart from the tremendous asset
of properly maintained and operated
videotape recorders within the school
system (these will always be a
necessity), one clearly needs more
versatile means of getting educational
television programs to the school.

Both  coaxial cable and 2500
megahertz offer practical solutions
and both are incurring widespread use
in the USA today. But which for Metro?

Megahertz is certainly the cheaper
of the two systems and it has fair
though limited flexibility. If permis-
sion were granted to use the D.O.T's
fult local allotment, up to twelve
programs could theoretically be beamed
simultaneously on a direct point A to
point B microwave basis to all 900
Metro schools which were specially
equipped to receive them.

Cable is costly; however, it is
tremendously versatile. Eight land
lines from a central distribution system
to key redistribution centres in the
Toronto Board area, the five boroughs,
the separate school system and
Toronto Township could each carry,
at a minimum twelve different programs
at the same time (making 96 in all,
and one day many times that number)
eventually pemmitting complete dial
access on the part of any teacher in

Metro to any program at any time to
suit his classroom needs.
META is planning, at an early date,
a Metro-wide conference of leading
educators, technologists and audio-
visual personnel to help architect the
right course of action for this region.
Provided political problems have been
solved, this will be a pathway out
of the labyrinth. By Elwy Yost,
Executive Director, META

FiLVM

WARNER BROS. — 7 ARTS: Charles
Chaplin, vice-president and general
manager, says their Marine Boy series,
half-hour, color, has been increased
from 52 to 78 episodes due to its
popularity across Canada.

WB—7 Arts also expects to release,
""within the next month’’, a half-hour
documentary, The Six-Day War, with
highlights from captured Arab and
Israeli films. It will be in stark black
and white.

Upcoming offerings on the Canadian
market include the Karmen Israeli
Dancers, in 'color, and the two-hour
color special, Damn Yankees, still
being negotiated by WB—7 Arts.

Chaplin said the U.S. ABC Network
will show The King and /, October 25,
sponsored by Eastern Airlines. Nothing
has yet been heard about its Canadian
TV showing.

Editing is now underway in Holly-
wood for the Canadian production of
The Fox, starring Anne Heywood, and
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it is hoped to have’ it available for
release by the end of the year.l

Screen Gems Inc. (Canada} has a
pilot available, produced in Montreal,
a new concept in game shows, for
the French-Canadian market.

Qu'en savez vous? said Bruce
Ledger, vice-president and general
manager, Screen Gems, Toronto, offers
an exciting show, and there’s nothing
comparable with it in the English
market.ll

International Telefitlm Enterprises,
Toronto, has 34 new properties
ready to be released in Canada, says
Murray  Sweigman, president. All
feature films, the "‘Royal 23’ includes
Lavender Hill Mob, Man in the White
Suit, and other British productions,
while ""Cinema 11’ includes U.S.
produced action westerns.

ITE has about 250-300 features
now available, said Sweigman, who
reports sales *"up about 30 per cent’’

‘’Plans are indefinite,”’ about ITE's
Canadian production activity, said
Sweigman, who would give no news
**until the cameras are rolling’’ .l

Sovereign Film Distributors Ltd.,
Toronto has a new RKO package of 16
brand-new feature films for television,
ready for the Canadian market, said
Herb Mathers, genera! manager. These
have never been shown in theatres.
Mathers also said Sovereign will
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have a number of films from a new
production company now being formed,

National General Productions, which
will  film all ‘’'blockbusters’’ and
star-name productions, in England,

the U.S. and some in Canada. These
films, unlike the RKO package, will
follow the theatre route first, then to
TV. Eugene Klein is president, Irving
Levin is vice-president and in charge
of production. Both are Hollywood
residents.

Marvel Super Heroes, an all-color
cartoon series depicting characters
from the comic strips, is available
in 195 episodes, from Sovereign. The
series is being sold across Canada,
and will be seen this fall.

Atlas Films, Montreal, distributed
through Empire Sovereign Films, has
5060 French feature films available,
said Mathers. These have been pro-
duced in France, with a co-production
deal in Italy and Germany, and feature
big name stars in the French cinema.
Some are now being sold in the
Quebec market.l

Canada, Toronto-based
distributors, now have the Superman
cartoon series, 104 episodes, 52 in
color, available for the first time in
Canada.

Telefilm of

Telefilm, says Laurence Fein, sales
manager, is now the sole Canadian
distributor for American International
Films, and features such as the Beach
Party series will be ‘'up for network
availability shortly.

Telefilm also has a science fiction
package, which has been sold and is
now being shown in Montreal, Ottawa
and Edmonton, Fein said.

Now That April’s Here, an all-
Canadian production, filmed in Toronto,
is now available from Telefilm, and
such top foreign classics as The
Cranes Are Flying and Ballad of a
Soldier, two outstanding Russian
productions, are being shown in Can-
ada, through Telefilm distribution.

Going into syndication through

Telefilm are such popular Canadian
shows as Country Music Hall, 39
episodes now ready on video tape,
and Let’s Sing Out, both CTV network
productions. From the U.S., Telefilm
of Canada is bringing in for syndica-
tion The Gypsy Rose Lee Show and
Tell me, Dr. Brothers.
National Broadcasting Co. Inc.,
(Canada) has sold two new TV series
to the CBC, for future showing on the
network, said James Inch, vice-
president and general manager.

Included are Abbott & Costello, 39

half-hours, and B8ird Man and the
Galaxie Trio, 20 half-hours, all in
color.
INTERNATIONAL

Radio network operation for the ABC
in the U.S. and the BBC in England
will introduce a new concept in multi-
network service. Each will program
four different formats to pinpoint
selected audience groupings.

ABC Radio plans to start January 1,
1968, using four services in place of
their present single network. Each will
feed tailored programming to different
lineups in which stations are grouped
according to their local program
formats.

BBC will make the switch September

30, when its four existing radio

networks will be designated as Radio
1, Radio 2, Radio 3 and Radio 4, each
offering a different service,

ABC Radio hopes to have four
different affiliates, one for each
service, in each of the major U.S.
market areas. They hope to increase
the present 400-plus affiliates to
some 650, and eventually to 800 or
1000.

ABC's four services will be:

The American /nformation Network,
compatible with local station formats.”’

The American Contemporary Net-
work, for stations featuring contem-
porary music, such as the Top 40 and
similar formats, along with local
personalities.

The American Personality Network,
for stations with MOR programming
that combines news, popular music
and features such as the 30-year ABC
network program, Don McNeil’s Break-
fast Club.

The Americari FM Network, planned
to give FM stations their first exclu-
sive news and public affairs service,

and develop special features with
specific appeal for FM listeners.
Each service will also provide

about three 30- to 60-minute public
affairs programs per week, to be fed
at night, for taping.

Each of the four networks will feed
its affiliates an average of five to 15

minutes of news, sports, assorted
features and other material, each
hour. The different feeds will be

consecutive rather than simultaneous,
so new network lines will be needed.
The feeds will be made within each
hour, from 7:00 a.m. to 7:00 p.m.
Each service will have its own
staff. Sales however, for all four
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services, will be handled by a single
group.

The BBC will defer to the younger
generation by introducing popular music
on its airwaves.

Some 30 newly-hired disc jockeys
will staff the new BBC pop music
network. Seventeen are former ‘‘pi-
rates’” who worked for the flock of
unauthorized stations off the British
coast. All but two have been shut
down by the government.

The BBC Pop Music Network will
be Radio 7.

Radio 2 will take over the title of
the present Light Program service,
featuring light entertainment in words
as well as music.

Radio 3 will be the future designa-
tion of what the BBC now calls its
highbrow Third Program, beamed to
those who appreciate the opera,
classics and similar cultural broad
casts.

Radio 4 will operate what is
presently known as the Home Service,
of news, drama, talks and °‘’good
music’’.

The BBC also plans to open a total
of eight FM stations, serving particular
communities.

The FM venture, for the publicly-
owned and non-commercial BBC, will
introduce a Canadian-like feature, new
to Britain. Up to now, the BBC radio
has been regional in coverage rather
than beamed to serve specific areas.
The new FM stations will serve
particular towns and cities, and
complement the work of the four
numbered networks, of the AM service.

NETWORKS

CTV Network sales are running ahead
of last year’s at this time by nearly
twelve per cent, but the increase could
have been higher.

According to Bob Aiken, the net-
work's general sales manager, this is
due mainly to an increase by hard
goods advertisers such as General
Motors, Firestone, Polaroid and
Philips, from short term to 52 week
contracts; the return, after a five-year
absence, of major package goods
manufacturers—H.J. Heinz, J.B. Wil-
liams and Rothmans. There is also a
group of clients new to CTV network
programming — Bissell, Robin Hood,
Shulton, Singer, household cleansers,
Cluett-Peabody, Royal Insurance, Marx,
Mattel, Sun Life, Textile Improvements,
Cel-Cil, Prestoiite, Samsonite, Tonka
Toy and the Bank of Montreal. In
addition, 30 of last year's advertisers
in all categories showed increased
expenditures.

Aiken says the network has lost
at least four clients due to selective
bonusing by most CTV member sta-
tions.

He cited the case of one cereal
manufacturer who bought all CTV
stations on a selective basis at a
cost-per-thousand of $3.07. In order
to match this deal, says Aiken, the
network would have had to give away
$110,000 of time to supplement a
$220,000 purchase of two prime time
and two daytime spots per week over
a 36 week period.

In Aiken’s view, most stations
would have received more net revenue
had the advertiser in question been
unable to bargain with the stations and
had to buy the network.

And talking of buying the network,
it may cost more money very soon.
Aiken’s proposal for rate card Number
8 is already in the works and it will
be priced higher than all member
stations’ rate cards put together.

If ratified by the network’s com-
mercial committee, the new card will
amount to an eight per cent increase
in prime time Canadian shows, a five
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per cent increase in prime time U.S.
shows and twelve per cent in CTV
national news.

Why the increase? In Aiken’s view,
television is by far the most effective
advertising medium and despite the
efforts of many large U.S. dominated
agencies to keep TV costs down, the
price of television must increase if
it is to do a better job.

As far as he is concerned, the old
yardsticks are out of date. ''Take for
instance, the NFL games in the United
States—agencies are buying cost-per-
thousands of $12.00 and up. This is
a far cry from that magic $3.00 cpm
we have lived with for so long,”’ he
said.

As an example of a U.S. agency
trying to chisel rates, Aiken says
there is one in Toronto, reported to
be the biggest in television billings
but ranking down the list at CTV, who
every year since 1962 has offered to
buy all unsold network time at a 50
per cent discount. This would have
cost about $650,000 but to date CTV
has said no.

On the programming side the net-
work says they still do not know the
final cost of the extensive PC
Convention coverage (which if news-
paper critics are any judge was far
superior to that of CBC), except that
it is a reasonably safe bet that they
lost money.

Only one advertiser wished to be
included in their coverage — Xerox.
According to CTV all the others backed
off because of political implications,
despite the fact that they were offered
first refusal on the Liberal Convention
and the next Federal election.

Miss Canada Pageant will be
running November 13 from 9:30 to 11:00
pm EDT, live from CFTO-TV Toronto.
This year however, all CTV stations
will carry the show live. Last year it
was delayed in the west and because
of the time difference, local radio
stations were giving the results before
the show hit the air. One third of the
show is still available. American
Motors and Singer have picked up the
other two-thirds. This marks Singer's
first network purchase.
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PROGRAMMING

Effective September 17, CFUN Van-
couver totally abandons its rock policy
and places the new emphasis on music,
news, sports and talk, along with
limited commercials.

It has taken CFUN four months and
$200,000 to prepare for a new sound
in Vancouver radio. The decision to
make the change was made in June
this year, and C. Edward Farey was
elevated from senior account execu-
tive to the post of broadcast opera-
tions manager.

CFUN and its predecessor CKMO
have been broadcasting in Vancouver
for 47 years. In the 1950s, CFUN
featured The Sweetest Listening in
Town. They adopted the rock and roll
policy in 1960.0

The Canadian Association of Broad-
casters Program Exchange has avail-
able an edition of the weekly BBC
World Report, titled The Use and
Abuse of Drugs which runs 13 minutes
and 30 seconds. This program has
been sent to 25 member stations and
has been requested by 11 others.

It features Dr. Richard Joyce of
the London Hospital who is research-
ing into drugs; Dr. Halbach, head of
the Pharmaceutical and Toxological
Division of the World Health Organi-
zation in Geneva; Mr. Nepote, Secre-
tary General of Interpol in Paris, and

BBC correspondents, who give on-the-
spot accounts of drug traffic and use
in the Middle East and South East
Asia.ll

Thirteen Canadian radio stations from
coast to coast started September 11
simultaneous programs called the All
Time Heavyweight Tournament and
Championship with a series of com-
puter simulated fights between the
all-time heavyweight champions. There
are 15 fights and then a final cham-
pionship bout, when the hypothetical
champion of all-time will be chosen.

The programs are produced by
Woroner Productions in Miami, Florida,
and the description is done by Guy
Lebow who creates a ringside account
of the fight from a round by round
printout produced by an NCR computer
which has been fed information about
the characteristics of the fighters.

The programs are sold on the local
level. In Toronto, Mercury Sponsors
the series as a contest, the object
being to guess who will be the all-
time champion. The listener must drive
into the Mercury dealer to fill out his
choice. Full page ads in the Toronto
Telegram have also been run by the
sponsor to help promote the series.

Three of the program’s sponsors
across the country are car dealers.
Zeibarts, Niagara Finance, Olands
Brewery, !mperial Oil and Woolworths
are some of the others.ll

A re-evaluation of programming and
personne! functions and equipment,
together with a time study of ‘’'money
lost’” should be necessary preparation
now for a station’s 1968 operation,
Robert E. Redmond, president, CHSC
St. Catharines, told the AAB conven-
tion in Saint John, N.B. !ast week.

Redmond spoke on management and
programming aspects for small and
medium  market stations. ‘‘Some
broadcasters,”’ he said, '"are bent
on self-destruction through compla-
cency.”’

He urged station management to
improve client relationships and
services, suggested expansion of their
sales forces to include saleswomen,
and told them to develop a product
through programming to give the
station its fullest potential.

Offering other advice for efficient
station operation, Redmond said: **Too
often high-priced personnel are sitting
around waiting for the proper equip-
ment to work with.’’

He said stations should look for
higher educational standards among
the employees they hire. Successful
stations hired or developed air per-
sonalities who are ‘‘qualified and a
part of their community.’” The greatest
liability is '"the chatterbug who says
nothing.”’

‘’Management must set the stand-
ards,’’ said Redmond, '*and the higher
the standards the greater the returns.’’
He urged that ideas and suggestions
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of station personnel be taken into
consideration when setting such
standards.

PROMOTION

If you leave your transistor radio on
at regular volume, how long will it
play? The answer, according to Toronto
radio station CHUM, who tried the
experiment recently, is that it will
play for more than 66 days.

The test was part of a promotion
sponsored by Mallory Battery Company
of Canada Limited, which manufactured
the Duracell batteries to power the
radio. The set was turned on at regular
volume, and left on, to play until the
batteries failed. Listeners were asked
to guess how long the batteries would
last. Most of the contestants under-
estimated the final result,

The contest on CHUM was the first
part of a continuing Toronto radio
campaign for Mallory’s Duracell
batteries. Mallory, through its agency,
Needham, Harper & Steers (Canada)
Limited, is using CFRB, CFGM and
CKEY in addition to CHUM.

RESEARCH

A.C. Nielsen is introducing a new
NBI report format this fall. The new
Viewers-in-profile report will show
audiences in terms of both households
and individuals. Individual audience
figures will cover all members of the
family and not just man-of-house and
lady-of-house as in previous reports.

Labelled NBI/VIP the reports will
also show more audience data on the
chief purchasing agent and principal
female homemaker—lady-of-house. This
important segment will be reported in
terms of total LOH, as well as LOH
by age category, family size and with
children,

Cumulative audience data by indi-
viduals will now be available in
additipn to the continuing availability
of unduplicated household data. By
means of special analyses, subscribers
will thus be able to determine the
reach and frequency distribution
patterns of advertising schedules in
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terms of individuals by sex, age
groupings and family sizes.

Nielsen say that all full service
agency and advertiser clients of their
broadcast division have renewed their
contracts. They are also boasting
several new subscribers—among them
B.A. Oil, ABC-TV Films, Doyle, Dane
Bernbach, McCann-Erickson and Papert,
Koenig, Lois Inc.

According to the company, adver-
tising agencies accounting for approx-
imately 90 per cent of the television
billings in Canada are now Nielsen
subscribers.ll

Compian Research Associates Limited
—that's the name of the new research
house formed to look after the clients
left unserviced as a result of Inter-
public's decision to close down
McDonald Research and get out of
research in Canada.

Interpublic, who bought McDonald
Research three years ago, are closing
up shop September 30, following
Clyde McDonald's resignation and
move to the CDNPA.

Ray Whalen, former second-in-
command at McDonald, will be presi-
dent of Complan with Earl Kliman as
vice-president and Margaret A, Maclver
secretary-treasurer. They officially
open for business October 2 at 1675
Bayview Avenue, Toronto. Telephone
(416) 483-1126.

Whalen says they will be taking
nearly all McDonald Research em-
ployees with them to Complan, along
with the majority of the company’s
clients. Contrary to current rumor he
says Clyde McDonald has absolutely
no association with or financial inter-
est in the new firm.

As for the future, Whalen says
Complan is considering certain new
research projects and will be going
after more government contracts such
as tourism. He explained that when
Interpublic took over they could not
get tourist department contracts, since
they were on a heavy ‘’buy Canadian’’
campaign and could hardly do business
with an American owned operation.

Aside from one-shot special studies
for such people as the CBC, Whalen
says he does not foresee Complan
undertaking any regular broadcast
surveys similar to those previously
offered by McDonald Research.

SALES BUREAUS

“*A hard-hitting front line sales organ-
ization that will benefit all segments
of the Canadian television industry
is our objective.’’

In these words, President Al Bruner
and Executive Vice-President Ed
Lawless described new goals and
ambitions for the Television Bureau
of Advertising.

Working on the premise that TvB
is the only Canadian television
organization that can work for the
good of the whole industry, since it
is devoid of any specific station or
network affiliation, Bruner explained

that during past weeks the board of
directors and TvB staff, in conjunction
with their member stations, have for-
mulated a new set of objectives for
the bureau, which with regutar evalua-
tion will deliver to TvB members * total
value for the sales dollars expended.’’

While these objectives are not
public information, Lawless says they
will not change TvB activity, but
rather strengthen its operation.

In the meantime life goes on as
normal at the bureau., Merv Austin
attended the Atlantic Association of
Broadcasters convention and with Bill
Stewart, CHSJ-TV Saint John, the
newest TvB member, put on a presen-
tation of TvB material at work on the
local level.

Research Director Ron Brown is
putting the finishing touches to a new
set of TV Basics, which should be
ready for distribution about the end
of October. Brown is not saying
exactly what, but the new edition of
TV Basics contains some demographic
data that has never before been pub-
lished in Canada.ll

To a growing number of Canadian
listeners, the FM outlet in their market
is just another radio station, according
to the Radio Sales Bureau, which has
just released the results of a polling
among FM stations across Canada, to
examine their attitudes towards com-
mercials, programming, promotion and
sales.

In the FM report, W. Denis Whitaker,
RSB president, says certain factors,
such as BBG regulations, will prohibit
FM program fare becoming synonymous
with that of AM in the foreseeable
future. However, the trend of recent
years towards a narrowing of the pro-
gram gap between the two and a
corresponding decrease in the differ-
ence between their respective listen-
ers’ demographic characteristics will
continue to accelerate as more FM
stations are licensed and set pene-
tration increases,

On set penetrations, the RSB report
points to the latest available DBS
figures (May 1966} on the number of
Canadian homes with one or more FM
receivers. In major markets these
range from a low of 29 per cent in
Quebec City to a high of 45 per cent
in Toronto. Nationally, better than 28
per cent of all homes are equipped
with FM—and that was over a year ago.
Figures for 1967 are not expected until
later this year,

Whitaker believes audience profiles
will continue to vary, but on a station-
to-station rather than on an AM-to-FM
basis. Listeners will select their dial
position because of the appeal of a
station’s *'sound image’’ and this —
regardless of whether that station
operates on the AM or FM band — will
be the deciding factor.

Discussing national sales attitudes
in the report, RSB's national sales
director, Peter Harricks, says there is
considerable interest being displayed
by advertisers and their agencies but
comparatively little buying.
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was awarded to Philips at
the annual award cere-
monies of the National
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Arts and Sciences. The
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FM radio, says Harricks, seems
to find itself in the position of having
insufficient data on the medium avail-
able to the potential buyer.

The buyer, therefore, displays some
reluctance in buying a medium that,
in his opinion, is insufficiently docu-
mented and the FM industry therefore
does not have the revenue to finance
the accumulation of more data.

For these reasons Harricks cannot
see any dramatic increases in national
ad dollars for FM. Rather it will be a
pattern of slow but steady growth.

From the RSB findings, the only FM
stations currently enjoying success
are those delivering reasonable sized
audiences in relation to AM stations
and those who are willing to sell FM
as part of an AM/FM combination.

The reason? Although many of the
advertisers using and investigating FM
radio are motivated by their interest
in the ’‘specialized audiences’’, the
majority still require ‘‘numbers’ to
justify their buy.

TALENT

Henry Comor, president of the Asso-
ciation of Canadian Television and
Radio Artists is travelling the country
these days drumming up support for
ACTRA’s ‘Do You Care’’ campaign
aimed at providing more work for
Canadian performing arts through more
Canadian programming.

At one point he tangled with Murray
Chercover, program director for CTV,
after claiming that CTV only produced
three and one half hours of Canadian
programming a week. He forgot to say
in prime time, an error he subsequently
corrected.

In the release containing his
correction Comor quotes a DBS report
for 1965 which states:

‘’Between the years 1962 and 1965
the annual revenue of private stations
in Canada increased by almost $45
million. In the same period of time,
the private stations’ expenditure on
talent of all kinds—writers, performers
musicians, announcers, commentators,
both staff and freelance — increased
by only $500,000 per annum. During
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the same period, the private stations’
expenditure on the purchase of foreign
material increased by more than $5
million.’’

““These statistics,”’ says Comor,
‘*show that despite all of Mr. Cher-
cover's protestations, neither CTV
nor any of the private radio or tele-
vision stations in Canada have given
one damn for the Canadian cultural
existence nor have they made any
effort whatsoever to provide work
opportunity for Canadian creative
artists of all kinds.

TECHNICAL

Film House Ltd. in Toronto claims it
is the first laboratory in the world to
offer producers a new type of color
film and processing.

The new series of professional
color films, Agfa-Gavaert 6-in-1
enables all six types of films, 35 mm,
16 mm, 8 mm, Super 8, and also 35 to
16 reduction, from camera original
and internegs to release positives,
to be developed in the one processor.

The installation by Film House, the
only one in Canada, can offer its
clients special TV contrast colors for
better reproduction. Silver sound
tracks, now available on low contrast
reversal prints, give wider frequency
response and lower distortion. Clients
also receive faster service since
processing speeds go up to 100 feet
per minute.

Additive colorprinting gives 132,000
subtleties of scene-to-scene color
correction.ll

RCA Victor Co. Ltd. now has the
largest complete color picture tube
manufacturing facility outside of the
United States, located at Midland,
Ont. The plant produces the full line
of 25, 22 and 19-inch rectangular color
picture tubes, all of which employ the
new RCA-developed red-emitting phos-
phor, for brightness.

The new $25 million plant was
dedicated September 19 by RCA's
president, John D. Houlding. RCA
also has plants in Prescott, Ont.
(radios, phonographs and TV sets);
Renfrew, Ont. (electronic parts and
components); Smiths Falls, Ont.
{phonograph records); Owen Sound,
Ont. (instrument cabinets), and Cow-
ansville, Que. (receiving tubes). Basic
research and manufacture of technical
products and aerospace equipment is
done at the company headquarters in
Montreal .l

Light variations in different color
cameras, TV studios and stations
affecting a picture’s color balance,
can now be corrected by National
Research Council’s new ‘‘color cali-
brator’’.

Until now, the director's adjust-
ments were based on his own judgment
of color balance observed on a studio
monitor, and there could be variations
among monitors. The new instrument

will make it unnecessary for a color
TV viewer to try to adjust his set
when a performer's complexion turns
from a healthy pink one moment to a
boiling red the next.

NRC’s ‘’color calibrator’’ permits
a TV director to make required adjust-
ments to color balance, based on a
color’'s relationship to a standardized
white light.

It has two semi-circular light
fields, one lit by a lamp providing
internationally recognized television
white light, and the other carrying
light produced by the television
picture. Quick adjustments can be
made so that both fields of light match.

NRC has filed patent applications
and Central Dynamics Ltd., Montreal,
has been granted commercial develop-
ment rights.ll

A new 10-to-1 zoom lens for the closed
circuit TV field has been developed
by Zolomatics Corp., Hollywood,
California.

The lens covers the Vidicon format
and has a focal range of 15 to 150 mm.
with a maximum aperture of f/2.4, and
is available in both manual or motor-
ized version.

It offers high resolution over the
entire field with no loss of contrast
and perfect focus throughout the entire
range.l

New from Raytheon Canada Ltd.,
Waterloo, Ont. are: a hot-standby TV
microwave radio system with automatic
transmitter switching, also an FM
program audio channel which allows
broadcast quality audio or low speed
data signals to be transmitted over
its KTR 2A and 3A microwave radio
systems with monochrome or color
tetevision signals.

In addition to Raytheon’'s existing
KTR microwave systems, the Dual Link
2A transmits monochrome or color TV
with program audio at a minimum
output power of 1.0 watt over a fre-
quency range of 5.9 to 8.5 GHz or 10.7
to 13.25 GHz. It is all solid state
construction except for the transmitter
klystron. It will operate over a tem-
perature range of 22 below or 131
degrees above Fahrenheit.

It can be equipped with up to four
high-fidelity audio program channels
and exceeds all required standards.
Other features include an absence of
crosstalk between main and standby
channels and the ability to replace
existing equipment without service
interruption.

The FM program audio channel
enables up to four 15 kHz audio
channels to be multiplexed on a radio
carrier, Standard subcarrier frequency
is 7.5 MHz, but optional frequencies
are available at 6.17, 6.80 and 8.27
MHz. I

New developments in the TV antenna
field include a manually-erected 50-
foot, lightweight aluminum mast by
Andrew Antenna Co. Ltd., Whitby, Ont.,
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and a series of 12 rugged, lightweight
aluminum scaffold towers with inside
stairway and folding sections by Astro
Structures Inc., Palo Alto, California.
The Andrews mast consists of ten
sections and a manually operated
launcher assembly, featuring a sliding
brake ring design operated by a lever
arm. The mast may be raised to full
height by two men in 15 minutes or to
less than 50 feet by omitting mast
sections as required. After erection,
it may be turned 360 degrees to allow
for orientation in the azimuth of the
antenna. It will support equipment
having a projected area of 16 square
feet with a wind load of 20 psf. Total
weight of the mast, with guy wires
and anchors, is about 250 pounds.
Astro's X-2 aluminum scaffold
towers provide heights from 48 to
300 feet with an internal stairway and
rest platforms every six feet. They
may be erected with or without con-
crete foundation, and no special tools
are required. They are designed to
provide rapid mounts for antennas,
reflectors and various instruments.
Under 120 mph wind velocity, the X-2
towers will withstand up to 2400
pounds in horizontal shear, transmitted
from antennas or other equipment
mounted on them. They will support
up to 2000 pounds of permanent or
test equipment, and/or personnel.

CURRENT
READING

Electronic Journalism by William A.
wood provides an up-to-the-minute
review of broadcast journalism in its
many roles, as the maker of news as
well as reporter, as community influ-
ence and persuader.

All aspects of broadcast journalism,
both network and local, are discussed,
including live coverage of instantly-
breaking stories, regular news pro-
gramming, in-depth  specials and
editorializing.

After visiting 44 stations in 25
cities, William Wood was impressed
with the initiative and ability shown
by local stations across the country.
He cites numerous examples of
individual stations’ effective news
coverage, community service, editori-

Telephone
Answering

Service

Answers your phone

whenever you are away
from your office or

residence.
Phone for Booklet in
Toronto Montreal

924 - 4471 UN. 6-6921

alizing and crusading.

One chapter deals with the ‘"‘new
breed’* of journalists who ply their
trade in television.

Wood knows the business. He has
written and broadcast radio news for
NBC and ABC stations, served as
head of news and public affairs of
CBS’s Washington Bureau, and managed
ETV stations in Pittsburgh and Detroit.
He was in charge of radio and TV
relations for the State Department in
Washington for five years before
joining the faculty of the Graduate
School of Journalism at Columbia
University.

Publication date: September 27:
Columbia University Press—in Canada
—Copp Clark, $5.95.1

Secrets of Marketing Success, by
Louis Cheskin, is an expert's view of
persuasive selling, the story of the
MR men, motivational researchers. It
presents an insider's view of what
goes on in the field of market research,
with no holds barred.

Packaging, advertising and promo-
tion are dealt with in very real terms,
naming the actual products, showing
the materials and test patterns
concerned. This is a rare departure,
for books in this field are usually
noted for their glittering generalities
and ‘‘exposés’’ of unknown Brand A
versus unknown Brand X. But Cheskin
pulls no punches, when he describes
a product he names it, and you know
exactly what he means.

This is Cheskin’s 13th book. In it
he describes his career in market
research as he shows how his work
with businessmen produced some of
the greatest sales success stories in
marketing history. Also shown are
the sales failures when research was
cast aside and intuition or’’expertise’’
tilted the decision.

Publication date: September 28:
Trident Press—in Canada—Musson Book
($5.95). 1

Sales of color TV sets are on the
uptrend, but so are the costs, and the
resultant cost-price squeeze is caus-
ing deep concern to TV set manufac-
turers, according to a survey conducted
by, and reported in the September 25
edition of Financial Post.

Although color telecasting in Can-
ada is only in its infancy, hardly a
year old, it is already afflicted with
growing pains. The anticipated high
demand for color sets did not material-
ize although indications are that the
sales picture is beginning to improve.
The predicted sales total for 1967,

made last September, was 165,000
sets. In mid-year this was revised to
140,000, but will likely be dropped
still further, since latest provisional
estimates released September 20 by
the Electronic Industries Association
of Canada listed color TV sales in
the first eight months of ‘67 at 45,000
sets. The EIAC says '‘this is an
increase of 40.6 per cent over the
32,000 sets sold in the same period
of 1966.""

Production costs have also con-
tinued to increase, for labor and
components, resulting in some price
increases to dealers. Some adver-
tisers, too, are shying away from a
splurge into color commercials, due
to high production costs, yet most
commercial production houses report
almost total concentration on color
rather than black and white.

COMING
EVENTS

October 2: TvB of Canada, board of
directors, meeting, Toronto.

October 4: AMA Workshop, Toronto,
Maclean-Hunter Bldg., 3:30 p.m.
October 10: Advertising & Sales Club
of Toronto, luncheon, Royal York Hotel,
12:30 p.m. British Week in Toronto.
Speaker: Sir Ralph Perring, Chairman
of the London Sterling Committee for
British Week, and a former Lord Mayor
of London.

October 16-17-18: Broadcasters Promo-
tion Association, annual international
convention, Royal York Hotel, Toronto.
October 17: AMA luncheon, Toronto
Chapter, Park Plaza Hotel, 12:00 noon.
October 19-20: CAB directors meeting,
Toronto.

October 22: Broadcast Executives
Society, dinner meeting with CCBA,
convention keynote speaker, Inn on the
Park, Toronto, 7:00 p.m.

October 22-24: Central Canada Broad-
casters Association, annual conven-
tion, Inn on the Park, Toronto.
October 31: Broadcast Advertising
Course (BES), Ryerson Polytechnical
Institute, Toronto. Opening session.
November 14: BBG public hearings,
Ottawa.

November 16: Broadcast Executives
Society, Radio Commercials Festival,
'nn on the Park, Toronto.

Important: Broadcast and marketing
groups, Ad & Sales clubs, and other
associations within the industry are
invited to send in dates and details
of upcoming meetings to be published
in this column.

MONTREAL
1434 St. Catherine St. W.

The trend is to balanced programming

G.N.MACKENZIE LIMITED HAS &> SHOWS

TORONTO
433 Jarvis St.

WINNIPEG
171 McDermott
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NORTH AMERICAN BROADCASTERS are.
given to honoring each other with
awards of all shapes and sizes for
their programming, their public service,
their engineering accomplishments
among other things, but this was
different.

The Canadian section of the Radio
& Television News Directors Associa-
tion did an about face when newsmen
from both sides of the border met for
their convention in Toronto this month
and picked on a man who has been
(and still is) the founder, fighter and
foster father of news-on-the-air ever
since he abandoned a promising career
in the silent medium of newspapers
to become manager of Broadcast News
in 1954.

They could have won universal
approval had they presented Charlie
Edwards with a cup, a shield, a tray
or a scroll, engrossed with a mile-long
citation.

They could have applauded him for
establishing Broadcast News as the
broadcasters’ own news service, with
its own president and directors making
a serious job of presiding and direct-
ing.

They could have praised him to the
skies for keeping Broadcast News
autonomously free of unreasonable
dominance by its actual owners, the
daily newspapers’ mighty news co-
operative, The Canadian Press.

They could have tauded his dedi-
cation to the industry, his faithful
attendance at broadcasters’ conven-
tions, into which he has now incor-
porated his own BN newsmen's
meetings.

They could have decorated him for
his interest in and championship of
this one area of broadcasting which
has remained uninfluenced by adver-
tisers, and yet has become the most
revenue-producing side of the whole
business.

They could have eulogized him for
his tireless efforts to get the Canadian
section of the Radio & Television
News Directors Association off the
ground.

They could have canonized him for
his continuous fight, with no holds
barred, against his friends in station
management, to gain the right amount
of recognition for the working news-
men, by raising their level and paying
them accordingly.

They could have commended him for
his patience and understanding, his
willingness to listen to tales of woe
from everyone from news directors to
copy boys.

They could have proclaimed him, in
every sense of the words, ‘‘the Cana-
dian broadcasting industry’s beloved
Uncle Charlie.'’

They could have done all this and
the cheers would have rung in the
rafters. But they didn't.
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The Original Charlie

Instead of presenting Charlie
Edwards with an award, they waved
their wand over him and turned him
into one.

On September 15, Bert Cannings of
CFCF Montreal, RTNDA's Canadian
president, announced the first two
‘’Charlie Edwards Awards'’ for excel-
lence in news.

Taken completely by surprise,
Edwards staggered to his feet. He
brushed away a trace of moisture
which was not occasioned by a fly in
his eye. He swallowed a couple of
times. Then he proceeded to present
two news directors, Marcel Beauregard
of CKVL Verdun and Andy Marquis of
CHAN-TV Vancouver, with the first
""Charlies’”.

IN ITS NEW-BORN EFFORTS to improve
their industry’s image in the eyes of
the public, broadcasting should be
heartened by the RTNDA convention,
which, earlier this month, brought
together upwards of — news broad-
casters from all over Canada and the
United States, at the Royal York Hotel,
Toronto.

Let’'s face it, the public image of
broadcasting is advertising.

Advertising is one of broadcasting's
prime responsibilities and, whether
they know it or not, people rely on
its effectiveness for their jobs, for
knowledge of how and where to obtain
the products they need or would like
to own, at the best possible prices.

But entertaining and informing are

by
Lewis

K Dick

also part of the broadcaster's job and
it is possible he has let the able
performance of his advertising function
becloud the rest.

This month’s newsmen’s convention
is a shining example of a broadgasting
activity which is completely divorced
from the advertising side.

So efficiently is the news delivered
today that the newscast is rapidly
replacing the newspaper in public use.
Yet news on the air has become so
much a part of people’s lives, that
they take it for granted.

It would be a wise step for broad-
casters to spend more time promoting
their news, that is to say getting it
across to the public what the broad-
casters are giving them.

The success of aired news is
attributable, partially at least, to the
fact that there is no connection
whatsoever between the news and
the commercials; that neither is
influencing the other.

Deny it all we may, advertisers do
influence stations in the type of
entertainment they broadcast. Quite
naturally, they want to attach their
advertising to vehicles compatible
with their products, and it is more
than possible some of these vehicles
may not be equally compatible with
some of the public.

ONCE UPON A TIME, radio listeners
all over Ganada and the USA made a
ritual of finishing their evening meals
before seven, or starting them after
7:15 just so they and their families
could listen to ‘‘tonight’s episode of
Amos ‘n” Andy’".

They weren’t really so special, the
writing or acting | mean. But they were
homespun— corny if you fike — but they
turned into old friends, and the habit
became hard to kick.

In recent years— for the past 17 in
fact— there has been a program on the
CBS TV network in the US (for some
reason or other it never did make the
CBC). It was just an ordinary game
show called What’s My Line? In it a
number of bright people, John Charles
Daly, Arlene Frances, Bennett Cerf et
al—it outlived Fred Allen and Dorothy
Kitgallen — had to guess the line of
work of the week’'s guests. That's all.

It wasn’t really anything to write
home about, but somehow they became
old friends too and now that they’'re
off, | miss them.

| know the old order changeth and
all that sort of thing, but did the "‘old
friends’’ technique of programming die
when they rang down the curtain for
the last time on Cecil B. deMille's Lux
Presents Hollywood. What do you say?
Buzz me if you hear anything.
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WANTED TO BUY

Radio station in small Ontario
city wanted at once. Sub-
stantial cash. Reply in
confidence to

Box 101
The Canadian Broadcaster
17 Queen St. E., Suite 128
Toronto 1, Ontario

AVAILABLE

Recent graduate of Michael
Hopkins School of Radio,
Trained in Deejaying, News
and Sportscasting.

TOP DOLLAR
waiting

FOR TOP MORNING MAN

MAJOR SOUTHERN ON.
TARIO MARKET. SEND
TAPE AND RESUME TO:

Box 102
The Canadian Broadcaster
17 Queen St. E., Suite 128
Toronto 1, Ont.

WANTED
FILM CAMERAMAN

We need a Film Cameraman who
is fully qualified to operate an
auricon camera.

Must be completely experienced,
preferably with television sta-
tion news coverage.

Toronto area. Write in complete
confidence to
Box 103
The Canadian Broadcaster
17 Queen St. E., Suite 128
Torono 1, Ont.

USED MACHINERY FOR SALE
Collins automatic tape control equipment

Will send tape and résumé 1 Play back Model PB—190 — Serial No. 7730
upon request. Reply to: 1 Play back Model P—150 — Serial No. 1222
William Watkins 1 Play back Model P—150 — Serial No. 1224

1 Record unit Model A—150— Serial No. 598

38 Hazlewood Ave.

i Please writ CHRD
Toronto 6, Ontario SIS ¢/p J.A. Savoie
Phone HO 5-2396 Box 250

Tel® Code 819 — 472-5458 Drummondville, P.Q.

WANTED
Chief engineer for 5 KW AM
station in medium size market.

‘ : UNIVERSITY OF WESTERN ONTARIO
Excellent starting salary with

TELEVISION SERVICES DIRECTOR

benefits. | . i _ )
A challenging opportunity is available to help in setting
Send résumé to: up and directing comprehensive television services for
instructional television in a rapidly growing and progressive
H. W. Brown

Canadian University.
CHEC

Lethbridge, Alberta . . .
i The person we seek will have had extensive experience

in University television production and management and will

WANTED be capable of generating fresh ideas as well as administering
R/ Acon Tt ierl ftrer this 'new facullty';j Salary is open; full University fringe
have experience. Salary com benefits are provided.
mensurate with experience
plus many company benefits. Please send a full résumé of your background, indicating
Apply to: training, experience and accomplishments and salary require-
) ments to:
QOperations Manager
CKX Radio-TV
Brandon, Manitoba Dr. G. S. Rose

Vice Chairman, Television Council
Department of Physics

University of Western Ontario
London, Ontario

ELLIOTT RESEARCH CORPORATION

LIMITED

ADVERTISING AUDITS
Press and Broadcast

840 PAPE AVENUE * TORONTO
3280 BERNADIN ST, « MONTREAL
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BBG Quebec Hearings

Agenda is short for September hearings

Bilingual broadcasting may be the
only solution to the continued exist-
ence of CFOM Quebec City, Mary Bush,
station manager of the sole English-
language radio outlet in the Quebec
capital, told the BBG at their public
hearing in Quebec City, September 12.

Mrs. Bush explained the financial
plight of her station, one of only two
English-language radio stations in the
province, outside of the Montreal area.
She said CFOM sought the board’'s
approval for a change in frequency
from 1340 to 1350 kcs., a power
increase from 250 watts, day and
night, ND, to 1000 watts, day and
night, DA-1, and relocation of its
antenna. She asked for a change in
the station’s license to permit some
use of French.

Melville Goldberg, BBG counsel,
said the hearing was only concerned
with the change in CFOM's facilities.

Quebec applications

CKLD Thetford Mines, Radio Megan-
tic Ltée., sought approval to operate
a new radio station at Lac Megantic,
offering the bulk of its programs from
the Thetford Mines studio to start,
and gradually increasing until the Lac
Megantic operation became fully inde-
pendent. Alderman Ovila Bolduc of
Lac Megantic Council appeared in
opposition, and said it was expected

AVAILABLE

Young man, age 24, with good
personality wishes to join radio
station with view to becoming
a radio announcer. Any location
considered. No previous experi-
ence.

Telephone Toronto: 481-5520

Ask for Garry.

that a prosposal for a completely
independent local station may be
placed before the board “’in the next
year.”’

CKCH Hull sought permission to
operate a French-language FM station
in Hull. CKOY Ottawa sought an
English-language FM outlet for their
city. Each would broadcast some of
the programs of the parent AM station.
There was no opposition to either.

Opemiska Copper Mines, through
its mine manager, F.G. Cooke, sought
approval for a company-owned TV
station to serve the northern Quebec
mining community at Chapais, but
Cooke said: °“‘The company would
sign an agreement stipulating that it
would not interfere in any way in
the operation of the station.” The CBC
would supply tapes, four hours a day
in English, four hours in French. A
station supervisor would be hired but
all other personnel would be unpaid
volunteers.

CHIQ purchase unopposed

No opposition was offered to the
application of Rogers Broadcasting
Ltd., CHFI-AM-FM, Toronto for the
purchase of CHIQ Hamilton, Ontario.
Rogers’ counsel, John W. Graham, said
staff and format changes for the present
CHIQ operation would be initiated if
the take-over was approved.

Rogers Broadcasting also sought a
repeater FM station in Gravenhurst,
Ont., programming from CHFI. The
proposal was opposed by CKAR-AM,
Huntsville, whose president, G.N.
Mackenzie, of Muskoka-Parry Sound
Broadcasting Ltd.., said CKAR could
not afford any further fragmentation
of the available audience.

CHFI-FM said it did not plan to
solicit any local advertising and would
not offer local programming

=

techniques.

salary increases are offered.

ence to:

THE UNIVERSITY OF MANITOBA
REQUIRES

TELEVISION GRAPHIC ARTIST

Rapid expansion of our Closed-Circuit Educational Television
System has created a need for an experienced Television
Graphic Artist with knowledge of photographic and dark room

Excellent fringe benefits and vacation plans, and regular

Write reply, stating age, salary expected, training and experi-

The Personnel
The University of Manitoba
Winnipeg 19, Manitoba

Officer
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Oppose four for Alberta

Four proposals for new radio stations
in Central Alberta were each opposed
by CFCW Camrose, which described
itself as the regional farm station for
central Alberta.

Ernest Mushtuk headed a group
proposing a 10,000 watt station in
Edson; Dr. George Whissel spoke on
behalf of Barr-West Broadcasting Corp.
Ltd., seeking a 5000 watt station at
Westlock: J. Donald Miller for Parkland
Radio Ltd. and R.D. Stephen, CKRD Red
Deer, speaking for a company to be
incorporated. Each sought a license
for a 1000 watt station in Wetaskiwin.

Manitoba and B.C.

CFAM Altona, Man., seeking a power
increase and frequency change, re-
ceived opposition from CFRY Portage
La Prairie.

CJJC Langley. B.C., made a second
bid to change its frequency, increase
its power from 1000 to 5000 watts,
and relocate its transmitter site. The
station’s first bid, in January, was
for denial by the board.

R.H. Vogel, representing Kootenay
Valley TV Society, Moyie, B.C. sought
a license to operate a rebroadcasting
station to pick up programs off-the-air
from CFCN-TV Calgary, Alta., an
affiliate of the CTV network.

Do television

commercials sell?
(continued from page 12)

at what has been done before and not
enough in understanding the problems
and applying the thinking ability of
the creative mind, to creating within
the bounds of the products’ selling
features or impressing a prospective
employer.

What is the solution? The solution
seems to be at the management level
of the client/agency relationship.

Agency management must have a
united point of view about its own
product that isrecognized and acknowl-
edged within the agency as well as
outside. Even more, they must be
prepared to demonstrate that point of
view, when the need arises.

Under these circumstances, they
can have disagreement but stil!l retain
respect. Without an established point
of view it is almost impossible to
form any worthwhile working relation=
ship within a company or between
companies.

And respect is a word you don’t
hear often enough these days.

The Canadian Broadcaster



another reason
most people listen to

CFRFRBe®

again. Now, CFRB’s new “Jet Ranger’’ |
patrols Toronto's rush-hour traffic to keep
listeners informed better than ever.

Pioneering aircraft traffic reporting,
CFRB traffic scouts have flown more than
a quarter-million miles guiding Canada’s
largest radio audience to work and home

Represented by:

STANDARD BROADCAST SALES COMPANY LIMITED
2 St. Clale Avenue West, Toronto 7, Ontario  (416) 924-5721
1407 Mountain Street, Montireal 25, Quabec (514) 849-2454

CANADIAN STANDARD BROADCAST SALES INC.
654 Madlson Avenue
New York 10021, N.Y, (212) 838-5774




This colo

film

camera1s wiping

out all others

Literally.

It's doing it with clean, sharp, op-
tical wipes from the superior CGE
multiplexer. But more than wipes
put the CGE-PE-240 TV color film
camera in two thirds of Canada’s
major TV stations.

Why the wide industry acceptance
of this color film camera?

Let’'s start with low cost. Low
initial cost. Low operating cost.
Low maintenance cost.

Next, there’'s completely automa-
tic operation. Automatic exposure
control. Automatic black level con-
trol. Automatic contrast control.

Then there’s convenience. The ex-
clusive drawer mount construction
of the CGE-PE-240 permits main-
tenance without interruption of oper-
ation, without modular extenders,
without multi-contact connectors.

Parts and service? Well, since
the CGE-PE-240 is the only TV
color film camera produced in
Canada, you get parts and service
24 hours a day, 7 days a week from
Toronto.

What's more, the separate encoder
can be located wherever the oper-
ator chooses. And the complete op-

tical system from film dyes through
to dichroics is designed and manu-
factured by Eastman Kodak.

More reasons? We have a booklet
full of them. And it gives you more
complete technical information.
We'll send you a copy. Write Broad-
cast Equipment Sales, Canadian
General Electric, 830 Lansdowne
Avenue, Toronto 4. Ask for Brochure
GEA 8520.

Whether you're a broadcaster or
an educator, you owe it to yourself
and to your viewers, to take a thor-
ough look at the CGE-PE-240.

567-67-5

CANADIAN GENERAL ELECTRIC




