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COVER STORY

W. T. (TOM) DALEY, 37, Creative
Services manager for CFPL-TV London,
Ontario, was unanimously elected
president of the Broadcasters Promo-
tion Association at the business
meeting of the 12th annual BPA
Seminar held in Toronto this month.

Daley has a unique position as a
Canadian, presiding over what is
basically an American organization,
with a membership of 636, about ten
per cent of them Canadians.

During his presidency, he hopes
to recruit 1,000 new members from
among the 4,500 stations which have
yet to join. He admits he is setting
his sights high, but points out that
the $30 a year fee is not so much for
people who live on the ideas BPA
gives them.

One of his prime interests in his
new assignment is to upgrade the
type of promotion the viewer sees at
home. If a show is a ‘“dog’’, it's no
use keeping on saying it isn't,
because this won’t change people’s
minds. If a product is bad, no amount
of advertising is going to do any
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good, he says.

Daley aims to get these thoughts
across to broadcasters all over the
continent, especial y '‘small stations
that might be run by half a dozen
people doing a store of jobs.”’

Tom Daley entered the field of
broadcasting in 1948 when he joined
CJKL Kirkland Lake, Ontario as a
studio control operator. Following
this he worked as an announcer with
CKBB Barrie; CFCA Kitchener; CKTB
St. Catharines and CKOC Hamilton,
In 1954 he joined CFPL-TV London,
Ontario, working as a producer-
director until 1958 when he was ap-
pointed Promotion Supervisor.

This year Daley was appointed
Creative Services Manager in charge
of promotion, public relations, local
commercial activities and the "‘visual
look’’ of the station.

He has been on the board of
directors of the Broadcasters Promotion
Association for the past four years,
serving as first vice-president in
1966-7.

Daley is married, with two children.
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SIGHT & S0OU

B B CKVR-TV IN THE LIMELIGHT
again. The Barne TV station, unsuc-
cessful bidder for a move of facilities
which would have brought its Channel
3 signal into the Toronto market, has
been sold by Ralph Snelgrove, Geoffrey
Stirling and CHUM-1050 Ltd., each a
one-third owner.

The purchase was made outright,
for an undisclosed amount, by Saturna
Properties, Vancouver-based and a
wholly-owned subsidiary of Western
Broadcasting Company Ltd., owners of
CKNW New Westminster and CJOB
Winnipeg, a 16 per cent shareholder
in CHAN/CHEK-TV Vancouver/Victoria
with a two per cent interest in Stand-
ard Radio.

Ralph Snelgrove remains as presi-
dent although he has disposed of his
interest.

William J. (Bill) Hughes, a director
and executive vice-president of
Western, who made the announcement
of the sale in Vancouver last week,
says no staff changes are contem-
plated.

Ralph Snelgrove continues his
ownership of CKBB Radio, Barrie.

B E® WORD COMES FROM TED ROGERS,
CHFI Toronto, who has now completed
the purchase of Hamilton Station
CHIQ from Irving Zucker, that the

== ANNOUNCEMENT

CTV NETWORK ANNOUNCEMENT

JAMES M. PACKHAM, C.A.

Mr. Gordon F. Keeble, President of
CTV Television Network Ltd., is
pleased to announce the appointment
of James M. Packham as Secretary-
Treasurer and Chief Financial Officer
of the company. Prior to assuming his
duties at the Network’s Head Office
in Toronto, Mr. Packham was active
for several years as a consultant with
Kates, Peat, Marwick & Co., an
international firm of management
consultants. Mr. Packham is a char-
tered accountant and holds a Bachelor
of Commerce degree from McGill
University.

takeover will be complete when it
goes on the air November 1 with a
new sound and call letters.

Under the management of Roly
Koster, formerly of CHFI, the station
will be born again under the call
letters CHAM (the HAM is for Hamil-
ton). It will operate with a middle road
sound completely independently of
CHFI.

Operations manager is Norm Mar-
shall, who will continue to freelance
in sports on CHCH-TV, his former
full-time association. The sales
manager will be Dick Drew, previously
with CHML Hamilton. Bill Compeau
returns to the Ted Rogers fold after
an absence of two years as music
director. News director is Earl Brad-
ford, previously assistant news
director at CHFI.

CHAM has appointed Major Market
Broadcasters as national sales repre-
sentatives. All-Canada Radio & TV
Ltd. continues to represent CHF!

EENTV COMMUNICATIONS is the
latest entry into the cable TV field.
NTV is jointly owned by Quebec
Telemedia Inc., a Power Corporation
subsidiary, Montreal and Niagara
Television Ltd. of Hamilton

The creation of the new company,
which has received its federal charter,
welds the link between the Power
Corporation of Canada Ltd. and
Niagara Television Ltd. Both groups
participated jointly in a proposal to
the BBG last year for a Canadian
domestic satellite to feed national
television service in both English and
French.

Claude C. Frenette, general
counsel for Power Corp., and presi-
dent, Quebec Telemedia Inc., is

chairman of the Board of the new
company. Al Bruner, vice-president,
corporate development, Niagara Tele-
vision Ltd., is president, NTV Commu--
nications Corporation Ltd. Offices are
located at 20 Carlton St., Toronto, and
One Place Ville Marie, Montreal.

Directors of NTV are: Mrs. K. D.
Soble, president, Niagara Television
Ltd.; St. Clair Balfour, president,
Southam Press Ltd.; W.I.M. Turner, Jr.,
president, Power Corp. of Canada
Ltd.; Maurice Germain, executive
vice-president, Desmont Research and
Development Inc.; Frenette, and
Bruner.

BB GROUP ONE RADIO LIMITED
become national sales reps for CFLM,
La Tuque, Que. as of October 30.

B8 F. H. HAYHURST CO. LTD. and
MacLaren Advertising Co. Ltd. have
been added to the list of agencies
servicing the General Foods account,
joining with McKim/Benton & Bowles,
Case & Associates, Ogilvy & Mather
and McConnell-Eastman.

lan Grant

The new appointments followed a
mutual agreement between General
Foods and Young & Rubicam in Canada
to wind up their seven year relation-
ship ‘‘chiefly because of lack of
agreement on product marketing
strategy,’’ says GF.

mE THE BBG HAS POSTPONED the
scheduled November 14 review of the
CTV network programming until the
new Broadcasting Act has been
approved by Parliament. The Board
announcement also noted that the
Minister of Transport has approved
the extension of television licenses
including the stations linked together
in the CTV network for one vyear.
Licenses for most CTV stations which
would have expired in March ‘68 will
now be extended until March 31, 1969.
The network license runs until next
September.

B M DAVE WRIGHT IS AT CFGM RICH-
MOND HILL/TORONTO as general
manager.

John Graham and Stewart Coxford,
partners in this enterprise, are now
respectively president and vice-
president.

Wright, 39-year-old veteran of 19
years in broadcasting, will take on
the responsibility of speeding the
station along its way to 50 kilowatts.

The station continues as basically
*’country-and-western’’, with expansion
ahead into new techniques of news,
public affairs and audience partici-
pation.

Until recently a radio broadcast
consultant in the head office of All-
Canada Radio & TV Ltd., Wright was
previously general manager of CFCF
Radio, Montreal.

B e WHEN THE PHONE DIDN'T RING
for Jim McLennan, Radio & TV Sales
Inc., Montreal, the week after The
Broadcaster '‘changed face’’, Jim
blamed it on the fact we published
the wrong number in the RTS ad. Seems
we goofed, Jim says, and ‘‘nobody
knows our right phone number. No
wonder we’re not getting any business.
0.K., we'll red-facedly admit our error,
and hope to reinstate ourselves in
Jim’s good graces by telling the world
the right number to call is (514) 849-
1131.

B B PEOPLE TODAY LIKE ADVERTISING
that talks up to them and flatters
them, said George Brown, sales man-
ager, CHCT-TV Calgary, Alberta.
""They've had enough of bland adver-
tising,”’ he said.

Brownsaid the public is “"tired of
long-winded trips to Boresville'’, and
"'they want lively, distinctive adver-
tising that feeds their hunger for
humor and new ideas.’’

The Canadian Broadcaster



He told the Sales & Marketing
Executives Club of Regina, Sask. that
the ad-conscious public is “'more
selective than ever, and easier to
bore. Sales and ad men, he said, must
find new ways of getting through to
them.

mE NEW APPOINTMENTS BY GILBEY
CANADA LTD. sees Batten, Barton,
Durstine & Osborn Inc. named to
handle Gilbey's Gin advertising, and
Muter, Culiner, Frankfurter & Gould
Ltd., Toronto to handle the account of
J & B Rare Scotch, distributed in
Canada by Gilbey.

Ogilvy & Mather (Canada) Ltd.
formerly handled both accounts.

| B RUSS RAMSAY, CJIC SAULT STE.
MARIE, heads the Central Canada
Broadcasters Association for the ‘68
term, succeeding R. P. MacGowan,
CJLX Fort William, as president.

Vice-president and ‘68 convention
chairman, succeeding Ward Cornell,
London, is Jotin Radford, CFJR Brock-
ville. Al Bruner, CHCH-TV, Hamilton-
Toronto, is 2nd vice-president.

R.E. Redmond, CHSC St. Catharines,
is secretary; Doug Trowell, CKEY
Toronto is treasurer; and John Funston,
CKSL London and S.B. Hayward, CFCF-
TV, Montreal are the new directors.

Nominated to the CAB board of
directors from the Central Canada
region for the 1968-1970 term are:
Frank C. Murray, CJBQ Belleville:
W.D. McGregor, CKKW Kitchener, and
Don W. Martz, CFCF Montreal. Gordon
Keeble, CTV network, and John Moore,
CHLO St. Thomas, will continue in
office until the CAB annual meeting
in 1969.

B8 WINNIPEG CHAMGES INCLUDE:
Lee Sage, CKRC news editor for the
past 5% years, leaves November 1 to
become radio news editor, Information
Branch, Government of Manitoba.
Added to CKRC’s announcing staff are
Bill Stovin, Jr., CKOM Saskatoon, and
Mel Faris, CKGM Montreal.

New to CFRW is Bill Kincaid.
formerly of CKPM Ottawa, who will
combine on-air announcing with sales.
Jim Christie has joined CJAY-TV after
five years as announcer with various
stations in Ontario and Manitoba. Ed
Teillet, former g.m., KCND-TV, has
been named account executive with
CKRC.

mm CANADA'S ONLY GOLD MEDAL
from the International Film & TV
Festival of New York was won by
Young & Rubicam Ltd., Toronto for
their 60-second TV commercial pro=
duced for Clairtone Sound Corporation
Limited.

Bobb Chaney, Y & R managing
director, says the winning commercial,
one of two shot in color and featuring
Clairtone principals Peter Munk and
David Gilmour arriving in New York
by ancient touring car to sell their
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“‘used’’ color TV sets, competed with
some 800 60-second commercials
from around the world.

Produced by TDF Film Productions
Ltd., Toronto, the winning commercial
was the work of four Y & R people:
Howard Pain, creative director: Doug
Linton, creative group supervisor and
writer; Peter Barchou, executive TV
producer and Brian Hannigan, art
director.

maK.D. (DIGBY) WRIGHT has moved
to the J. Walter Thompson Co. Ltd.,
Toronto office as creative director.
with Spitzer, Mills & Bates for the
past five years, where he was creative
director when he left, Wright says he
started on his present line of endeavor,
creating commercials for Tommy Dar-
ling at CHML.

BB PAUL BREAK, deputy director of
P.R. for Expo ‘67, who has been in
charge of advertising and promotion,
‘will open his own firm of communica-
tions consultants in Toronto, when
his duties end with the World's Fair
Corporation. P.R. director Yves Jasmin
is also reported interested in opening
his own shop, early next year, in
Montreal.

m BTV SETS WITHOUT PICTURE TUBES
may be more than just a dream follow-
ing the discovery of a new optical
computer-memory system by three
Albuquerque, New Mexico technicians.
They claim the discovery could also
permit storage in the same space of
at teast five times as much informa-
tion as it is possible to have with
conventional memory systems.
Engaged in classified weapons
research for a lab in Albuquerque, the
three discoverers were E.H. Hearting
and Cecil Land, engineers, and lra
McKinney, an electronics technician.

m @ VORE CANADIAN FAMILIES own
television sets than telephones, and
every third household has an FM radio,
the DBS reports from their recent
survey of Canada’s 5,000.000 house-
holds.

There are 4,759,000 families with
TV sets, representing 94.5 per cent of
the total population. Included are
101,000 color set households, up
almost three times over the 1966
figure of 35,000.

Only 91.7 per cent of Canadian
homes, or 4,615,000, have telephones.
Three out of four have a car, one-car
families outnumbering those with two
or more by four to one.

The survey also noted that well
over half of all the families in Canada
enjoy a phonograph or record player,
an electric sewing machine and
electrically-heated water. But, the
country still has 41,000 families doing
without an electric refrigerator, and
320,000 families still cook their meals
on wood or coal stoves.
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‘*How Many? How Often?’’
The third in All-Canada’s
1967 series of Parameter
booklets explores these basic
questions to widen under-
standing of Reach & Fre-
quency.

Parameter/Three is now being
distributed. If you are not
already on our mailing list
for the Parameter ‘67 series,
please contact All-Canada—
the firm that represents
Canada’s leading Radio &
TV Stations.
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OPINION

CAMPBELL S. RITCHIE

President, Canadian Association

of Broadcasters
""The association gives qualified approval to the
proposed new Broadcasting Act’® but “‘the CAB
does not feel that any conflict between the private
and the public elements in broadcasting should, by
law, be decided in favor of either.”” This should be
decided ‘’in favor of the public interest, which we
feel is now and must remain paramount.’’

DON JAMIESON, M.P.

CJON St. John's, Nfld.
said the new $100,000 fine for breaking broadcasting
regulations is a ““heck of an amount’’. There would
have to be a proper system of appeal against a quasi-
judicial tribunal that could levy such fines.

ROY SHIELDS

Toronto Star
"“It's a good bill (C-163) which won't solve the many
problems it aims to, but it has one great distinguish-
ing quality. Nobody can understand it.””

HENRY COMOR

Association of Canadian Radio

& Television Artists
“"Personally | don't feel this bare legislation is
enough. The legislation should be more specific. It
leaves an awful lot to chance and the good nature of
the CRC.”’

BOB BLACKBURN

Toronto Telegram
"“...the five tough men who will be charged with
implementing the policy have just about everything
short of flogging privileges. They' |l have an awesome
responsibility.”’

LUBOR J. ZINK

Toronto Telegram
*...in its present form, Bill C-163 is unnecessarily
rigid and at the same time too wooly for the task the
new broadcasting legislation seeks to accomplish.’’

PHILLIPPE de GASPE BEAUBIEN

Expo ‘67
""Ask any Canadian; he'll know George Washington,
President Johnson, the Red Sox football team...”*

LEE LOEVINGER

U.S. F.C.C, Commissioner
"“A television showing of the World Series or other
entertainment show will do more to promote a sense
of national unity than a lecture on morality by some
nationally-known clergyman or a performance of
Hamlet starring some great Shakespearean player.’’

PIERRE BERTON

in ’The American Way'’
""Why do Canadians curl their lips when good old
T'rawna (as we call it) is mentioned? Why do mothers
pull their children close to their skirts at the fearful
name? And why, having sneered and recoiled
suitably, does everybody rush off to live in Toronto
at the merest whisper of a better job?’’

The Canadian Broadcaster



EDITORIAL

Would you believe . ..

judge-and-jury commission

will shut out political meddling?

The new Broadcasting Act, three years in the making,
had its first reading before (14 members of) the House
of Commons last week. One of its 67 clauses pro-
poses a new regulatory body, replacing the present
Board of Broadcast Governors, consisting of five
full-time members and ten part time, the latter to
function only in an advisory capacity.

The five full-time Commissioners would have full
licensing powers, without reference to the cabinet,
as well as the power to impose fines, up to $100,000,
for infractions of its regulations.

The new bill would give the government a veto
over the decision to issue, amend or renew a license,
by either setting aside the Commission’s decision or
referring it back to it for reconsideration at any time
within 60 days.

These five full-time Commissioners would form an
‘‘executive committee’’ and its decisions on licens-
ing matters would be given, subject only to consul-
tation with, but not the votes of, the part time
members.

This part of the bill—still in tentative form i1t must
be remembered—should help remove nearly all possi-
bilities of government interference and meddling in
the Commission’s decisions, since, if the bill passes,
the CRC becomes the out-and-out licensing authority.

For many vyears, the Canadian Association of
Broadcasters has been recommending a full-time board
consisting only of five full-time members, and while
the new act would add the ten part-timers, their
capacity would be advisory and without voting power,
at least as concerns matters of licensing.

In favor of this move, it cannot be over-emphasized
that proper regulation cannot be effectively carried
out by people with only a secondary interest in the
industry, because it is impossible for them to acquire
a thorough knowledge of the complexities of the
business unless they literally live it.

By the same token, it has been firmly established
that the BBG's full-time members, once they became
familiar with the problems, gave us such men as
Andrew Stewart, who have functioned extremely well,
regulating firmly and impartially, when not interfered

October 26, 1967

with, and even earning the deep respect of people
they had to discipline or deny.

In its present form, there is a clause in the act
stating that the publicly-owned CBC must take prece-
dence over the interests of privately-owned stations,
and must “‘prevail’’ when any conflict arises between
the two.

This brings to mind the dispute of some years ago
over whether the CBC (public) or the CTV (private)
would carry the Grey Cup football final. It would
outlaw competitive bidding for broadcasting rights
for sporting and other events, although the state-
financed CBC has not the same economic need for
such material as the private enterprise CTV.

The act, in its new form, takes a new approach to the
tortuous question of programs.

The way the new act approaches it, the CRC would
have the power to regulate program standards, sched-
uling policy and the amount of time devoted to adver-
tising and its character. It could set individual
license conditions for each broadcaster.

This is interpreted as meaning a big city TV
station with high revenues could be required to meet
stiffer standards than a small rural station, a gov-
ernment source says. Or, as we see it, a smaller
market station would not be compelled to broadcast
as much Canadian talent as a larger market where
more talent is available.

Skirting, dangerously perhaps, on the fringes of
censorship, the act would give the Commission regu-
latory powers over scheduling, covering program
balance, particularly in prime viewing or listening
periods.

If the CRC felt a TV station was running too much
imported U.S. TV fare, during peak evening hours, it
could order a change.

This editorial is a preliminary review of only some of
the highlights of the act as it was given its first
reading.

There are, of course, unfavorable aspects as well
as favorable ones. A review in greater depth will
appear as soon as a closer and fuller examination of
the whole document can be made.



Second of two arficles

Sound reason

for

broadcasters’ confidence

by John Picton

A recent caller to radio station CHUM
in Toronto wanted to buy air sales
time for his product that week.

It was a Monday morning and he
knew that, according to rules laid
down by the Board of Broadcast
Governors, AM stations are allowed
1,500 minutes of advertising time a
week.

He was told there were 30 minutes
of available time left, and none of it
in so-called prime periods.

That, according to the company’s
president, Allan Waters, was an
exceptional week. The average time
sold for any given week is 80 per
cent. CFRA in Ottawa, which belongs
to the same company, has the same
percentage. The average for the com-
pany’s interests in Peterborough and
Halifax is about 65 per cent.

Relaxing in an austere boardroom,
Mr. Waters said: *'We are not usually
sold out. At peak times of the year
bookings are heavy, but there is
always room for growth.”’

D.A. Williams, vice-president and
secretary-treasurer of Standard Radio
Ltd., agrees.

‘’Seldom are there stations that
are fully booked,”” he said.

It is a situation that offers radio
interests an obvious opportunity for
growth. But there are others.

Mr. Williams put it best: **We have
to try to find things that will weave
into the future of our programming. By
getting better programming we will get
bigger audiences—and then we can
charge higher rates for our time.’’
{(The company’'s main asset, CFRB in
Toronto, claims 375,000 listeners at

Bob Bradburn Kay Wise

George Dawes

Bill Trebilcoe

There's something you should know about Winnipeg's reaction to these four.

CKY’s dominant B.B.M. ratings show clearly the response they get. And here’s
why. “’Bill Trebilcoe’s Bi-Line’*, ““Party Line’" with Kay Wise and Bob Bradburn
& "'Tradio’" with Kay Wise and George Dawes — get all kinds of people involved
in provocative, informative and helpful communication with each other. This
is lively, contemporary, personalized radio and people love it. So much so,
that in Monday to Friday reach—Total Tuning, CKY reaches more adults in every
B.B.M. time-block than any other station. Let us tell your sales story to the

Winnipeg market. Call Stephens and Towndrow, Toronto, Montreal or Vancouver,
or Don McDemmid, Vice President, National Sales, in Winnipeg.

50,000 WATTS MANITOBA

Y(©@©)] |

peak perjods.)

That time already costs $100 a
minute in prime periods: breakfast,
noon and in the drive-home hours. And
CFRB has had to introduce a rotation
system for advertisers wanting spots
at those times.

Less desirable hours are not fully
sold, although airlines and travel
agencies like advertising in the dark-
ness of early morning ‘’‘because
anyone awake at that time must be
restless and an airline might conjure
up a trip to Hawaii.”’

Mr. Williams likes to cite the
changes that have taken place in radio
during the years, changes that have
brought in panel discussions, traffic
reports via helicopter and office radar
installations that spot impending
weather.

And news, news, news—more than
30 times a day, much of it reported
by staff correspondents whereas ten
years ago everything came from news-
papers and wire services.

All of this, of course, costs radio
stations considerably more than their
operational radio budgets of ten years
ago. But they have discovered a
formula that is acceptable to listeners
—and profitable to the station—so
costs remain fairly steady.

"’We have been relieved of the high
costs of spectacular shows, which
have been passed over to television,”’
Mr. Williams said. He does not think
that radio has continued to increase
its share of the advertising market,
but the dollar volume of that market
has enabled companies to afford better
programming.

Then there is FM programming,
preferred for its high-fidelity reception
and stereophonic qualities and pro-
moted pecause of fewer advertising
breaks.

Since 1962, the number of FM
stations in Canada has doubled to the
present 70, which conveys a sudden
interest in something that was devel-

The Canadian Broadcaster




oping before the Second World War.

Reasons for the slow start in FM
transmission are explained this way
by the Radio Sales Bureau:

**|In Canada, those holding licenses
for AM stations were given the first
licenses for FM stations, and a
stipulation of the license was that
FM transmitters had to carry the same
programs as the AM transmitter.

“*This meant that, at best, a
compromise had to be made in con-
trolling the volume of the signal, so
as to override the interference on AM—
but not destroy the dynamic range too
seriously on FM.

*In most cases, quality trans-
mission definitely was not the result.”

High-fidelity, long-playing records
were not at their best and, because
of simultaneous programming on the
two wavelengths, there was wide-
spread reluctance to spend money on
FM equipment.

What a change there has been.
Revised Department of Transport regu-
lations now require a Separate
identity for FM programming. elimi-
nating the requirement for both
channels to carry the same material.
Technical advances have brought
quality FM receivers within the budget
of many more people and FM is
listerred to in all major cities across
the country.

Such has been its growth that

Standard Radio ‘‘barely makes money’

from its CJFM operation in Montreal
because there are five FM stations in
the area.

But FM still is thought to be the
ace-in-the-hole for the radio industry,
and already it is showing signs of
becoming the stereophonic snob of
tomorrow’ s class-conscious listeners.

Much of its appeal for audiences
lies in fewer advertising interruptions,
limited by the Board of Broadcast
Governors to 1,260 minutes a week
but seldom, according to the Radio
Sales Bureau, exceeding 1,008 minutes
a week.

The most common method of an-
nouncing commercials is having two
every 15 minutes, described as back-
to-back in the industry and separated
by station identification, which gives
the effect of transmitting almost free
of advertising since they are isolated
between comparatively long periods
of music.

In readiness for the day when
commercial rates—now as low as $18
a minute even in the larger centres—
can be increased substantially,
stations are fostering an artistic
mystique for their FM interests.

The radio-sales people say: "All
Canadian FM stations maintain a
policy in the area of commercial
acceptance. It is not unusual for an
FM station to refuse to air a commer-
cial on the basis of creativity or
execution.”’

RSB says the latest survey among
FM operators shows them to be more
discriminating in their acceptance of
advertising thah are their AM counter-
parts.

It gives a list of products or
services considered unacceptable by
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many FM broadcasters: Personal
hygiene items, discount stores, take-
out food establishments, funeral
homes, finance companies and used-
car dealers.

The survey showed some other
statistics:

—0Of the stations that replied, 51
per cent program musical comedy and
big-band tunes, 23 per cent play
mostly classical music, 20 per cent
go for the concert variety—salon,
ballet, operetta—and six per cent
prefer rock, jazz and the blues.

-Among the advertisers making
most use of FM are airlines, travel
firms, car dealers—''more expensive
makes'’ —department stores and res-
taurants.

J.S. MacKay, president of Selkirk
Holdings Ltd., which has extensive
radio-TV interests throughout Canada,
sees the scope for radio as being *’as
endless as electronic technology
itself.””

It will grow with television, he
says. and not in spite of it.

The company uses a computer and
has its own marketing and research
specialists. It would like to expand
its radio interests, but has no imme-
diate plans.

Southam Press Ltd.- another name
in the communications field, also sees
radio and television as worthwhile
complements to its publishing busi-
ness. The company owns 28 per cent
of Selkirk.

There is a hint from Donald Lawrie,
director of broadcast operations for
Northern Broadcasting ltd., owned by
Lord Thomson and his family, that the
group is planning to expand into the
Toronto or Montreal areas.

"*There is a possibility of us
talking to someone in the next year,
although | have nothing in mind at
the moment.’’

In addition to its CKEY radio
interests in Toronto, estimated to
represent $1,250,000 in sales to its
parent Maclean-Hunter Publishing Co.
Ltd. but little yet in profits, the
producer of trade publications is
expanding its interests in other forms
of communication, especially cable
television. But however many of the
firms with broadcast interests diver-
sify, they continue to face severe
competition in the radio field. In
cities where there is but one news-
paper and one TV station there may
be several radio stations, all scram-
bling for more than their share of the
advertising market.

And the AM and FM stations do
compete. They split into Jreater
multiples this year what basically
is the same market they had last year.
They aiso vie for financial favor
within their own organizations.

Nonetheless, radio appears to have
plenty of room for growth, and the
variety of programming being devel-
oped to reach the various areas of
public taste can only mean better
sound for that public.

Reprinted from
Report on Business

The Toronto Globe & Mail
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CHISHOLM

PECQPLER

LIFE BEGINS AT 65 for Ken Chisholm
who, since 1941, has been winning
and influencing broadcasters as sales,
engineering and marketing ambassador
for RCA Victor Company Ltd.

Ken, jokingly reported to have
retired last August, has moved from
Montreal back to Ottawa (from whence
he sprang) to run his own consultation
office at 25 Woodington Cresc., Essex
1112, Ottawa ,phone 828/0088.

His first client in his new sphere
is—you’ve guessed it—the RCA Victor
Company Ltd.

In the quarter-century-plus during
which he has been sounding the RCA
clarion, it is safe to say Ken has met,
served and become friends with most
Canadian broadcasters and their engi-
neers. His formula for accomplishing
this feat has been to be on hand, at
the click of a switch or the pushing
of a button to advise them on their
problems

Prior to 1941, Ken was educated at
McGill University. Then he went to
the marketing department of Northern
Electric Company Ltd.

1931-7, he undertook a variety of
engineering assignments for various
organizations including the govern-
ment and Canadian Marconi.

In 1937 he went into engineering
work for Air Canada when it was still
TCA.

Ken's hobbies are music (he once
played sax in a pro band) and work,
including the people he meets in it.
He is also an ardent camera bug. And
speaking of pictures, he is seen here
receiving a gift of a color television
set (RCA natch) at a testimonial
dinner in Montreal from the vice-
president of RCA Victor's Technical
Products Division, J.G. Sutherland.

Ken and his wife, Ray, have two
sons and two daughters.

One of his competitors was once
heard referring to RCA as ‘’‘Radio
Chisholm of America’’.
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LOCKHART

CEDRIC PHILIP HAYNES, 54, is the
new president of the Radio Sales
Bureau.

He succeeds W. Denis Whitaker
who resigned recently after 2% years
as head of the Association which
serves Canada’s independent broad-
casters by promoting radio as an
advertising medium.

Haynes’ appointment was an-
nounced last week by Arthur C.
Harrison, chairman of the RSB board
of directors following a special meet-
ing in Toronto. Previously the RSB
Selection Committee, working with an
executive placement agency, had
screened applications from many parts
of Canada.

The new president who was born
in Vancouver and educated in B.C.,
the U.K. and Ontario, was president
and general manager of National Drug
and Chemical Co. (Canada) Ltd. and,
until recently, president and general
manager of Crush Beverages Ltd., the
Canadian operating company of Crush
International Ltd. He has also been a
director of several large companies.

He has been involved with virtually
all phases of business administration.
His special interests are sales
development and the formulation of
management teams.

Married and with two children, he
lives at 46 Ruden Crescent, Don
Mills, Ontario.

Cedric Haynes is RSB's third
president. When the Bureau was formed
in 1961 after a study, commissioned
by the Canadian Association of
Broadcasters had stressed a need for
an aggressive radio selling organiza-
tion, Charles C. (Bud) Hoffman guided
it through the fledgling stages.
Hoffman left in 1965 to become man-
aging director of Niagara International
Centre and Denis Whitaker, former
president of O'Keefe Brewing Co. took
the RSB helm until September 30,
1967.

HAYNES
BOBBY GIMBY, the trumpeter-conductor-
composer who wrote the centennial
song, CA-NA-DA, was chosen Broad-
caster of the Year by the Central
Canada Broadcasters Association, at
their 17th annual convention in
Toronto last week.

Known as ’'‘The Pied Piper of
Canada’’ for leading children’s groups
in singing his song, he was honored
and acclaimed at the annual awards
banquet at the Inn on the Park.

The award read, in part: ""One
broadcaster who began his career over
25 years ago is making an unique
contribution to our industry and to
the nation. He is personally visiting
broadcasting stations from coast to
coast, and involving himself in the
locat communities. Through his
imaginative, creative skills he com-
posed a song that the whole country
is singing and which is adding greatly
to the new enthusiasm and pride that
all Canadians feel in our country.’’

Gimby was a member of the Happy
Gang which once stood at the head
of the line for popularity on the
National Radio Network, sponsored
by Colgate-Palmolive.

RUSS H. RAMSAY, general manager of
CJIC-AM-FM-TV, Sault Ste. Marie —
once fired by that station ‘'because
he had no future’'— was last week
elected president of the Central
Canada Broadcasters Association at
their seventeenth annual convention
at the Inn on the Park, Toronto.

A native of the Soo, Ramsay, now
39, used to do his homework while he
was still in high school in the CJIC
transmitter building. This was before
they had invented unattended opera-
tion.

He became manager of TV in 1955,
and general manager of TV and radio
in 1961,

Ramsay has always been high on
public service, having run for parlia-
ment, served as president of Rotary
and also of the United Appeal Fund.
He married Margaret Nicholls, also of

the Soo and they have two daughters
and three sons.

The Canadian Broadcaster
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T his certificate of appreciation is presented to:—
Mr. K. G. “Ken” Chisholm in grateful recognition of his efforts
in promoting the CCBA Engineering Section during the formative
years, and as a token of the esteem in which he has been held by
the Broadcasters of the Central Canada region, throughout the

39 years he has been associated with our industry.

Presented by the Engineering Section nf the Central Canada
Broadcasters Association, October 24, 1967.

central canada brogdcasters’ associgtion

This page is published by RCA Victor Company Limited as a token of esteem and affection for Ken Chisholm on the
occasion of his retirement after over 25 years of dedication to the broadcasting indusiry and the company.



Subscription Television

Only better programs

can lure the public

to subscription television

“'DESPITE THE TOUGH COMPETITION
it will encounter from the networks,
subscription TV can help make our
TV service more truly local by pro-
gramming for local needs and, in the
process, encourage along with greater
diversity in programming, greater
diversity of ownership and control of
this dynamic medium.”’

Joseph S. Wright, president, Zenith
Radio Corporation, Chicago, leading
proponent of pay television (subscrip-
tion TV) in the U.S., told the Commu-
nications Subcommittee, House
Interstate &  Foreign Commerce
Committee, U.S. House of Represent-
atives, that: ‘‘We accept the burden
that subscription television must
provide a popular and useful service,
as a supplement to our existing
broadcasting.

1 think television has done
remarkably well in bringing enter-
tainment, news and other features to
the home,”” he said, '‘but there are
certain obvious limitations to the
existing economic support of adver-
tiser-sponsored television  which
frustrate the maximum potential of
the medium, and particularly the
development of a viable and vigorous
UHF system.”’

In a 14-page presentation, advo-
cating subscription TV, Wright high-
lighted the operation of the Hartford,
Conn. UHF station, WHCT, Channel
18, which is both a commercial TV
station and a subscription outlet,
authorized by the FCC on an experi-
mental basis in 1962.

Whole family sees top hits
at home cheaper than theatre

Wright said the Hartford operation
“‘provided first-run motion pictures
and other box office entertainment in
the home, for the entire family, at a
price no more, and usually less, than
a single ticket at the theatre, or hall,
or stadium, where the same enter-
tainment was being offered at or
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nearly the same time.

""The Hartford operation shows the
American public to be highly selective
in what it will pay money to see on
subscription TV,'" he said.

"'One outstanding fact emerges
from our experience—any attempt to
charge for second, third or fourth-rate
old movies or for situation comedies,
or the other things that unfortunately
make up such a large part of current
commercial television, would be
doomed to financial disaster.

"*The main problem,”” he said, “'is
how to encourage and develop the
production of new box office enter-
tainment in sufficient volume to
attract customers to spend a dollar
or two a week that is necessary to
make it a commercially feasible
proposition.”’

Wright said: *"Our opponents have
argued long and loud that if subscrip-
tion television is permitted on a wide
scale the effect will be to siphon
away programming and talent from
free TV and to attract away so many
viewers that so-called 'free TV’ would
be seriously weakened.

“"Incidentally,”” he said, '‘this
argument principally originates with
the groups of motion picture theatre
owners who would be most pleased if
somehow or other all of television
would dry up and blow away—groups
that have persistently fought and,
indeed, have gone so far as to attempt
boycotts of motion picture producers
and distributors who have made old
movies available to advertising
television.”’

He said: ""The Hartford experience
shows us that the average subscrip-
tion customer spends approximately
three hours per week—or less than 10
per cent of his average viewing time—
watching subscription programs.

‘*Above all, he is very discrimi-
nating and selective in what he is
willing to pay for. First-rate theatrical
productions that are of timely and

current interest; high quality motion
pictures that are achieving box office
success in the theatres; and things
like heavyweight championship fights
which have been blacked out on
television achieve success at sub-
scription TV's home box office.
Motion pictures and other box office
entertainment that is of lesser quality
perform just as badly for subscription
TV as they do in the theatre.””

The public will pay
for better programs

Wright said the FCC has laid down a
great many restrictions in its pro-
posal, '"to insure that the service will
not be authorized except under condi-
tions where there will be at all times
a substantial number of free television
facilities available to the prospective
customer.

""Under the rules of the game,’”’ he
said, ""we must find programs which
are so attractive to our viewers that
they will be willing to pay cash
money to see them in competition

with four other stationsin the market...

competing with what the three com-
mercial networks give away.

"*Under the proposed rules,”” he
said, ‘‘sporting events which have
been on advertiser sponsored TV in
the preceding two years are denied
to subscription TV. We cannot compete
for the reruns of old movies that make
up a major part of advertising spon-
sored TV programs—films that have
been out of theatrical release for
more than two years.

"'There are a number of other rules
all designed to make sure that we do
not pre-empt the programming and
talent sources that make up the
existing system—even if this were
economically sound or legally possi-
ble, which it is not.

‘'We cannot emphasize strongly
enough that our interest in subscrip-
tion television is in providing a
supplemental service that will add

The Canadian Broadcaster
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to and not detract from the existing
system,’’ Wright said.

I wonder if those who express
fears about subscription TV’'s impact
on the present system really believe
that General Sarnoff, William Paley and
Leonard Goldenson are going to sit
by and let subscription television
take away a major part of their
viewing audience.

“They will undoubtedly use all
the talent and ingenuity at their
command to make the network pro-
gramming supported by advertising
commercials so attractive and worth-
while that the number of people
watching subscription television will
be kept to a minimum. If our compe-
tition makes them better, how can the
public lose?’’ he asked.

Would light up unused channels

Wright said he suspected ‘'the real
thrust of the network opposition is
that this new service might make it
possible for independent stations to
prosper without having to depend on
a network affiliation for survival.

*’Subscription television,’’ he said,
“*even under the proposed rules, can
put many now vacant TV channels on
the air, lighting up new transmitter
towers and adding service to the
public where now there are only dots
on an allocation map.”” Over 600
commercial TV channels are now
unlighted, or about half of those
allocated,”” he said.

“*‘Most of these idle channels are
in the ultra high frequency band where
now, 15 years after the allocations
were made and more than three years
after the all-channel law to require
manufacturers to put UHF on sets as
standard equipment, only 130 commer-
cial UHF stations are operating—and
about half of them at a loss. More than
100 UHF stations have gone off the
air for lack of programs and revenue.

‘‘By utilizing only part of each day
for box office programming, new
stations on unused channels made
possible by STV can provide local
programming during the rest of the
broadcast day without charge—locally
sponsored commercial shows, public
service features, news and discussion
of local issues,”” he said.

Wright told how subscription TV
brings the enjoyment of top box office
entertainment to middle and lower
income families, to whom the service
would have special appeal. He said
it would cost a Hartford family with
15 children, who love to go to the
movies on Saturday afternoon with
their friends, up to $10, for tickets,
transportation, parking, refreshments,
etc., and a family like this couldn’t
afford a movie treat but once in a blue
moon. But Channel 18's Saturday
Matinees on subscription TV, at 50
cents to a dollar for the whole family—
and as many young friends as can

crowd around the set-makes this
treat possible frequently—at real
savings.

“*Subscription TV is a highly effi-
cient method of distributing great box
office events, It brings the stage and
the concert hall, the arena and the
motion picture theatre to the home
rather than transporting the audience
to the event,”” Wright said.

‘’ft makes it possible for the
subscriber's home to become part of
the theatre, just as the motion picture
brought the stage...to thousands of
local communities far from production
and cultural centres.

"'We believe the American public
should have the opportunity to view
motion pictures and other box office
entertainment on subscription TV,
while they are new and fresh and
without countless commercial inter-
ruptions—and still have the choice of
seeing these pictures two or three
years later on advertising-sponsored
television with commercials, when
the feature’s theatrical potential has
been exhausted.

‘*The competition between the two
types of television service would
have a beneficial effect on conven-
tional TV, since the competition for
audience would motivate advertising-
sponsored television to cut down on
commercial clutter, because of
audience support of a subscription
service without commercials.

"It seems to me,’”” he said, “"that
the nub of the network’s argument is
a real fear that there will be a great
demand for a box office television
service without commercials.’’

e iom—

ANNOUNCEMENT

BARRIE BROADCASTING COMPANY LIMITED APPOINTMENTS

WAYNE BJORGAN

— =)

JOHN HENDERSON

DOUGLAS COULSON

Ralph T. Snelgrove, President of Barrie Broadcasting Ltd., is pleased to announce the following appointments:

Wayne Bjorgan, General Manager CKBB-CKCB Radio: John Henderson, General Sales Manager, CKBB-CKCB; Douglas

Coulson, Retail Sales Manager, CKBB.

Wayne Bjorgan has been with the Barrie Broadcasting for six years. For the past four years. he has held the position

of News Director of CKBB-CKVR TV.

For eight years, John Henderson has been associated with the sales department of Barrie Broadcasting. Until re-
cently, he was Radio Retail Sales Manager.

Douglas Coulson, a member of the sales staff for the past five years, will now take over Mr. Henderson's former'

position as Retail Sales Manager.

October 26, 1967
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Educational Television

A gap to bridge

between Parliament and the people

THE CONTRIBUTION OF BROADCAST-
ING to education, formal and informal
is of vital and growing importance to
our hopes for society, said Robert
Stanbury, Liberal MP for York-Scarbor-
ough, as he spoke on The Right To
Know at the Board of Trade Club,
Toronto, October 2.

The government will soon be
proposing to Parliament the establish-
ment of a new Crown Corporation to
provide facilities for instructional
television,”” he said. ‘"It is my hope
that this proposal, and the ground
rules for use of these new facilities,
will be the subject of careful study
by a parliamentary committee this
fall. (/n the reading of the proposed
new Broadcasting Act, £TV was set
aside for further study by the govern-
ment—Qctober 17).

Stanbury, former chairman of the
Standing Committee on Broadcasting,
said: “'An all-important consideration
in this coming extension to our
broadcasting system will be the
degree of state control.

“We have always avoided state
broadcasting in Canada,”” he said.
“’We have kept our federal governments
at arm’s length from these potent
media of mass communications. We
have created Crown Corporations and
supervising boards which are not
subject to ministerial direction.

“’This is often frustrating for
governments,’”’ he said, ‘‘but it seems
to me a vital principle well worth
preserving—even strengthening. | hope
it will not be compromised in the
name of education. | hope no govern-
ment, either federal or provincial, will
ever operate stations or networks,
controlling their entire output. That
would be too great a temptation for
even the most benevolent politicians.”

Broadcasting can bridge the gap
between parliament and people

"For 35 years,”” Stanbury said,
“broadcasting in Canada has been
more than a tool of government or

commerce. Rt. Hon. R.B. Bennett, in
1932, saw our broadcasting system as
‘the agency by which our national
consciousness may be fostered and
nationa! unity still further strength-
ened’.”’

Strongly in favor of permitting radio
and television coverage of parlia-
mentary sessions, Stanbury said:
""Television has made every part of
our country visible to every Canadian
...a vital tool in nation-building. If
our country is now so highly visible
to us all, the same cannot unfortu-
nately be said of our governments. In
a land drawn close—in a world made
small—by electronics, our governments
seem as remote as ever from the
governed.

’We are more than ever aware of
the problems of our society, but we
seem little involved in their solution.
In an age of total information, not
many of us know much about how our
federal and provincial parliaments
work. Unfortunately, there is a wide
gulf between our political institutions
and the people they are supposed to
serve.

"'The electronic media offer the
means to help bridge the gap between
parliament and the people, to give
democracy a new visibility in Can-
ada,”” he said.

A television drama, Quentin
Durgens, has stimulated public
interest, and perhaps a better under-
standing of MPs’ work.

‘'We have seen how exciting a
leadership convention can be. Why
not expose the parliamentary process
itself to public view?’"

Freedom of air—
like freedom of print

Stanbury said: ‘‘Yes, we can get
reports from our newspapers and
newscasts, but why should we have
to get them second-hand? Oh, we can
subscribe to Hansard, the daily record
of debates, but how many of us would
bother, or would wade through it all

MONTREAL
1434 St. Catherine St. W.

TORONTO
433 Jarvis St.

The trend is to balanced programming

G.N.MACKENZIE LIMITED HAS & SHOWS

WINNIPEG
171 McDermott
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if we did? Radio and television are
ideally suited to bringing the parlia-
mentary process home to the people.”

He said: "My own view is that
broadcast coverage should be permit-
ted of all parliamentary proceedings
with the same freedom accorded to
print media.

‘“As at the United Nations, a live
feed or tape could be made available
to any network or station from an
official service under the non-partisan
supervision of the Speaker.

"It seems to me,”” he said, “‘radio
and TV editors, no less than news-
paper editors, should be able to pick
and choose what they’ll use, subject
of course to Parliament’s historic but
rarely used power to punish breaches
of parliamentary privilege.

""While this seems to me the ideal,
and | feel sure it will come, | expect
our Parliament will approach it very
stowly, with great care and caution.

‘’No Parliament has been so daring—
yet!”” Stanbury said.

SMPTE

Papers are wanted

for color conference

FOUR ASPECTS OF COLOR TV will be
discussed at the 2nd annual Color
Television Conference, sponsored by
the Detroit, Mich. section, SMPTE,
January 26-27, 1968 at the Rackham
Memorial Building, Detroit.

The four sessions will discuss (1)
operational quality control; (2} color
film in television; (3) international
aspects of color television, and (4)
new developments.

The new development session will
be of the tutorial type, and panel
discussions will be developed where
applicable throughout the conference.

Anyone interested in presenting a
paper at the conference should con-
tact Roland Renaud, WWJ, 662 West
Lafayette, Detroit, Mich. 48231

Over 600 attended last vyear's
conference and early registration is
advised for the ‘68 sessions. Infor-
mation may be obtained from Wayne
State University, Conference Depart-
ment, Community Art Centre, Detroit,
Michigan.



Broadcast Advertising Course

Broadcast Execs launch third course

at Ryerson Polytechnical Institute

THE BUSINESS OF BROADCASTING
will be discussed by CAB past presi-
dent, Murray T. Brown, vice-president,
broadcasting, London Free Press
Printing Co. Ltd., CFPL AM-FM-TV, to
lead off the 3rd annual BES-sponsored
course in broadcast advertising,
beginning Tuesday evening October
31, at Ryerson Polytechnical Institute,
Toronto.

The 20-session course, held from
7:00-9:00 p.m. each Tuesday evening
through March 26, 1968, directed by
Syd Perlmutter of Ryerson, features
an outstanding list of lecturers cover-
ing all phases of advertising, sales
and promotion for the industry.

Fee for the course is $50.00, with
registration to be made with the
Broadcast Executives Society, 12
Richmond St. E., Suite 347, Toronto 1,
Ontario.

Speakers and their topics, include:
Nov. 7: T.J. Allard, executive vice-
president, CAB, Ottawa, Broadcast
Regulations. Nov. 14: Henry E. Karpus,
creative director, Ronalds-Reynolds &
Co.. Role of the Advertising Agency
in Developing Successful Broadcast
Advertising. Nov. 21: Al A. Bruner,
vice-president, corporate development,
CHCH-TV, Toronto-Hamilton, Market-
ing and the Broadcast Function. Nov.
28: Ralph Draper, vice-president and
account supervisor, Vickers & Benson
Ltd., The Advertising Media.

Three dual presentations will
highlight the December sessions.
Dec. 5, John Fox, national retail
director, Radio Sales Bureau, will give
an RSB presentation, Radio Alive, and
Doug C. Trowell, general manager,
CKEY Toronto, will speak on Radio
Station Operations, goals and objec-
tives, role in the community, adminis-
tration, regulation, and career
opportunities. Dec. 12: Ken Baker,
vice-president, radio, All-Canada
Radio & TV Ltd., Se/ling Radio to the
National  Advertiser, and Martin
Conroy, general sales manager, CFCF
Montreal, Radio Promotion and Mer-
chandising at the Station Levef. Dec.
19: Bill Straiton, vice-president,
creative services, Foster Advertising
Ltd., Radio Creativity, and a creativity
presentation of the RSB, by Peter
Harricks, national sales director of
the Bureau.

Ed. Lawless, executive vice-
president, TvB, will speak at two of
the four January sessions, when the
sales picture will be highlighted.
Jan. 9: Dick Shatto, retail sales
manager, CFRB Toronto, Retai/ Adver-

October 26, 1967

tising in Radio. Jan.16: Bill Davidson
and his staff of the marketing division,
CHCH-TV, Toronto-Hamilton, Sales
and the I/ndependent Station. Jan. 23:
Lawless will discuss Se/l/ing Through
Television and Jan. 30: Television
Creativity, during which he will show
a variety of TV commercials for
analysis and discussion.

L.B. McColl, Radio and Television
Arts, Ryerson, leads off the first of
two discussions on commercials, for
February. Feb. 6: Writing the Tele-
vision Commercial. Feb. 13: Ray
Arsenault, director, radio & TV pro-
duction, McKim/Benton & Bowles Ltd.,
Producing the Television Commercial.
Feb. 20: Key personnel from the CTV
Television Network will discuss
Programming and Profits for the Net-
work Affiliate. Feb. 27: M.L. Thomas,
sales promotion and marketing research
director, TV division, All-Canada,
Broadcast Research.

The Campbells are coming, for the
first two March sessions. Mar. 5: Keith
Campbell, vice-president, marketing,
CTV Network, Audience Measurement,
Mar. 12: Rick Campbell, morning man,
CKEY Toronto, Communicating the
Sales Message. Mar. 19: Frank C.
Buckley, vice-president, W.K. Buckley
Ltd., president, Broadcast Executives
Society, The National/ Advertiser.

Mar. 26: Ross McCreath, vice-president
and general manager, All-Canada,
Career Opportunities. Perlmutter will
give a final evaluation and successful
candidates will receive special
certificates from the BES.

First U. S. broadcaster
fo address

Canadian Club

“*THE FIFTH FREEDOM'* will be
discussed by Lawrence H. Rogers, ||,
president, Taft Broadcasting Co.,
Cincinnati,Qhioat a luncheon meeting
of the Canadian Club of Toronto,
Monday November 6, at the Royal York
Hotel.

Rogers will be one of the few
broadcasters, and the first from the
U.S., to address the Canadian Club.
Arrangements for his appearance were
instigated by Andy McDermott, Radio
& Television Sales Inc., Canadian
reps for Taft's group of radio and
television stations, which include
WGR AM-FM-TV, Buffalo, N.Y.

The largest audience
of any Western Canadian
television station

ALBERTA

Representatives
RADIO-TELEVISION REPRESENTATIVES LTD.
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ANNUAL SET SALES
UP 212%

1966

RADIO SET SALES

One of the sure signs of the public’s
acceptance of radio is set sales which
have continued to climb over the past
10 year period.

Between 1956 and 1966, Canadians
bought nearly 17,000,000 radio re-
ceivers. By 1959 annual set sales
exceeded the 1 million mark and by
1963 listeners were buying more than
2 million new radio receivers a year.
The figure of nearly 2% million
receivers purchased in 1966 repre-
sents an increase of 212 per cent over
the year 1956.

During the 10 year period between
1956 and 1966, Canada’s population
increased by 24 per cent. During the
same period, the number of radio sets
in operation increased by 151 per
cent. There are now in excess of 16
million radio receivers in use in
Canada. By 1971 there will be more
radios than people.

During the last 10 vyears the
number of Canadian radio households
has increased by 23 per cent. During
the same period, however, the number
of ‘households with two or more sets
increased by 139 per cent. Multi-radio
homes now account for 53 per cent of
all radio homes.

The most dramatic growth in radio
listening posts has of course occurred
in the proliferation of portables and
transistors which has taken radio
wherever people go and superimposed
a tremendous out-of-home listening
audience on the in-home audience.

In 1956, battery operated portables
and automobile radios accounted for
only 25 per cent of the total set count.
With the advent of the transistor and
more sophisticated production tech-
niques, we find that in 1966 nearly
2/3 of Canada’s radio set population
were capable of operating outside the
home and in areas where electrical
power is not available.

The final indicator of radio’s
increasing growth acceptance is
advertising volume.

In the 10 year period from ‘56 to
‘66 all media advertising expenditure
increased by 77 per cent while radio’s
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revenue gain was 105 per cent.

The foregoing figures are pretty
substantial proof of radio’s pattern of
growth in both the public’s accept-
ance of it as an informational and
entertainment medium and the adver-
tisers’ awareness of and confidence
in its power as a sales force.

Daily reach

Radio’s week day average daily reach
for men is 80 per cent. For comparison
purposes, television’s week day daily
reach for men is 3 per cent higher—83
per cent.

Radio’s week day daily reach for
women is 84 per cent. The figure for
television is 4 per cent higher—88 per
cent.

The average amount of time spent
with radio daily—Monday through
Friday—looks like this:

Men — 2 hrs. 36 min.
Women — 3 hrs. 42 min.

The July survey shows that radio’s
daily reach in the summer for both
men and women is higher than that
of television. With regard to time
spent with the media—for men time
spent with radio is about 12 minutes
less and for women 12 minutes more
than TV.

A great number of the enquiries we
receive at RSB from both advertisers
and agencies are concerned with FM.
This high degree of interest is unfor-
tunately not always reflected in
budget allocations but this will
change.

FM—slow and gradual

In FM the agencies require more
information about the medium in order
to make recommendations to their
clients. The stations on the other
hand need advertising revenue to
finance the accumulation of this
additional information. The final result
of this is that the growth of FM is a
slow and gradual one rather than
being as dramatic as it should be.
RSB recently distributed a very

lengthy questionnaire to Canadian FM
stations and completed questionnaires
were returned by 51 of the approxi-
mately 65 FM operations on the air at
the time. This very high response
indicates very strongly that FM
operators are anxious to get as much
information as they can into the hands
of the buyers.

In the 12 month period between
May,1965 and May, 1966 which is the
last complete year for which DBS
figures were available, total radio
households in Canada increased by
2.1 per cent but during the same
period the increase in Canada’s FM
households was 27 per cent.

Provincial increases ranged all the
way from 17 per cent in Ontario, where
more than 1/3 of the households are
equipped to receive FM, to 81 per cent
in Saskatchewan.

In each of the eleven Metropolitan
markets tabulated by DBS, there were
substantial increases. Vancouver reg-
istered a 65 per cent increase in FM
homes in a single year while Toronto's
FM households accounted for almost
1/2 of the city’s total households.

As of May 1966 nearly 1% million
Canadian homes (and that’s about 29
per cent of all households) were
equippedwith one or more FM receivers
not including FM automobile radios.

The average hours of daily opera-
tion are 17 hours and 76 minutes of
which 11 hours and 40 minutes are
programmed separate from the AM
operation.

More than half of the respondent
stations broadcast in stereo and
average 15 hours and 52 minutes daily
of stereo broadcasting.

With regard to the type of program-
ming done by the 51 stations survey:

23 per cent program mostly classics.

20 per cent program mostly concert

—and this includes ballet music,

salon music and operettas.

51 per cent program mostly middle

of the road—which would be show

tunes, big bands, etc.

6 per cent are mostly contemporary

and play rock, jazz, blues, etc.

The Canadian Broadcaster
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:{about everything, according to Pete Harricks, national sales director of the Radio Sales Bureau. In a presen=
1 to the ICA Media Directors seminar earlier this month, he proved his point by providing some data on radio,
1 RSB claims has had very limited exposure to date.

Commercially speaking

The average number of commercial
minutes per hour during separate
programming is seven and during
simulcasting is nine and the average
number of commercial interruptions
per hour is six during separate pro-
gramming and eight during simul-
casting. 35 per cent of the stations
restrict commercial time to limits
below that approved by the BBG.

With regard to sales policies, about
half of the stations sell the FM
separately. Just under half sell FM
separately or combined with AM. Only
4 per cent of the stations sell the
FM-AM combination only.

Twenty-six per cent of the stations
had no restrictions regarding jingles
but would accept them all. Twelve per
cent of the stations will not accept
jingles at all and 62 per cent will not
accept jingles but with certain
provisos. For example, 14 per cent
will not schedule jingle type commer-
cials during classical music periods.
48 per cent of them screen all jingles
and reject those that are particularly
high-pressure or strident.

The stations were also asked which
pro