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THE PRINCE AT 
NEWCASTLE 

One of the outstanding features of the 
Prince's v'.s1t to Newcastle from a trade 
point of view, was the excellent trans
mission of the Royal speech. The Duke 
is fortunate in possessing a 'Roy;i.l Micro· 
phone voice' deep and · melodious and 
with the aid of the excellent Public Ad
dress System supplied by Station 2HD 
Newcastle his remarks were heard dis
tinctly by all present at the District Park 
Aerodrome where he landed from the 
plane 'Faith in Australia,' and by the v;i.st 
concourse gathered to greet ·him at the 
Newcastle Town Hall. Other speakers 
less fortunate in their voices were heard 
with equal clarity which speaks volumes 
for the efficiency of the amplifying sys
tem used on this occasion. 

In addition to tr;i.nsmitting the Royal 
Speech 2HD Broadcast the Surf Carnival 
in the afternoon which was part of the 
festivities marking the 7 5th anniversary 
of the birth of Newcastle as a munici
pality and also the Sports Display ;i.nd 
Carnival at the Newcastle Sports Grounds 
in the evening. 

GOODIE REEVE ON THE 
AIR 

Station 2UE presented to its innum
erable listeners last week the well known 
personage, Goodie Reeve. Miss Reeve 
introduced the new .Associated News pro
duction "Woman." 

One of the best known women person
alities on the air, although she has been 
absent for twelve months, she 1s still 
very well known ,and liked. 

FLOOD NEWS SERVICE 
3A W maintained an excellent service· 

on the evening of Friday, November 30, 
when the flood waters were rapidly rising 
in Melbourne. A line was put through 
to the Russell Street Police Station and 
bulletins were regularly bro.adcast till 
11.30 p.m. when the service was trans
ferred to 3AK. 3A W was the first to 
broadcast news concerning the ships 
which. were being buffeted by the storm. 

3LO broadcast a graphic description 
relayed by short wave transmitter from 
an announcer who was wading round in 
the water <it Montague. 

Letter to · Editor 
Coverage of Mobile Station 

"The Editor, 
In your publication, Vol. 1 No. 8, 

under date of November 23rd, you pub
lish an interesting table of licences in 
force as at September 30th, 1934. 

The section covering Victoria is, <it 
:first glance, rather misleadin g, in that 
total rural licences is given as being 
46,246, whilst the total under the sec• 
tion within 50 miles of fixed country 
stations, excluding those in N .S.W. and 
Metropolitan radius, is 65,022. 

This greater total is apparently caused 
by overlapping in areas where stations are 
less than 100 miles apart. 

INTERNATIONAL TENNIS 

Queenslanders have been able to fol
low the progress of all International 
Tennis matches, whether they w.ere able 
to attend the Milton Courts in Brisbane 
or not; because for the ,past three y.ears 
Station 4BC has secured all the exclusive 
broadcasting rights of the International 
games played in Queensland. These have 
always been. sponsored by the well-known 
sporting finn of A. G. Spalding & Bros. 
(Q'ld) Pty. Ltd. 

In this way sporting enthusiasts were 
able to follow the Queensland Champion
ships on NoV\ember 16th and 17th, when 
a ball for ball description was broadcast 
direct from the Milton Courts by the 
popular tennis commentator Mr. Dean 
Casos. The N.S.W. Championships 
played November 29th, 30th and Dec. 
1st, are cov.ered by a complete resume 

each night of each day's play. 

The Int.ernational match play0ed at the 
Milton Courts on December 6th, 7th, 
and 8th, will be described dil'ect from the 
court by Mr. Dean Casos, and a resume 
of the p>lay given nightly from the studio. 
In these matches Menzel (Czechoslo
vakia) , Maier (Spain), Kirby (South 
African champion and Davis Cup player), 
will oppose an Australian team including' 
Vivian McGrath (the boy wonder) who 
sensationally defeated Perry here and 
then Sidney Wood of America in the 
Davis Cup Final. 

Messrs. Spaldings continue their com
prehensive sporting service by presenting 
the International matches on December 
14th and 15th, a ball for ball descrip
tion will be given by Mr. Casos from 
Milton, when Bous9us and Brugnon, the 
French Davis Cup players will meet 
McGrath and Moon-who are the poten
tial doubles for the next Davis Cup. Also 
resumes will be ·given each night from 
the Studio. The Australian Tennis 
ChamJPfonships in January, will be cov· 
ered by a complete sporting resume each 
night of each day's play. The conclu
sion of this y.ear's Tennis Championships 
will mark the conclusion of three years' 
broadcast sporting service by A. G. 
Spalding &: Bros. (Q'land) Pty. Ltd.
and three successful years in sporting 
goods sales. 

W hy not go a step further and com
plete the coverage of Victoria, by includ
ing the licen ces within a radius of 2 5 
miles of the Mobile Station, from the 30 
towns we include on our Itinerary. 

As the population we serve is 186,416 
and ratio of licences to country popula
tion is 7.35, the Station on rails is there
fore serving 13,700 licences or approxi
mately 30% of the rural licences of Vic
toria. 

Sgd. Mobile Broadcasting Service, 
3YB." 

(The figures concerned are issued by 
the P.M.G.'s Department, and it is not 
possible for us to compile any further 
figures in this regarc!-- Ed.) 
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Latest Licence 
Figures 

11715 Increase 
NEW SOUTH WALES 

September October 
New Issues ... . .... 7,121 6,129 
Renewals ... : ... . .... 15,582 15,416 
Cancellations .... . 2,911 1,979 
Monthly Total .. .. 251,967 256,117 
Nett Increase 4,210 4,150 
Ratio of Population 9.57 9.73 

VICTORIA 
New Issues .... ... . 4,139 
Renewals . 14,449 
Cancellations ... . . 2,291 
Monthly Total .. ... 220,290 
Nett Increase 1,848 
Ratio of Population 12.04 

QUEENSLAND 
New Issues .. .. .... 2,337 
Renewals 3,071 
Cancellations .. .. . 677 
Monthly Total ... . 59,074 
Nett Increase 1,660 
Ratio of Population 6.16 

SOUTH AUSTRALIA 
New Issues . ... .... 1,200 
Renewals 4,276 
Cancellations .... . 503 
Monthly Total .... 69;838 
Nett Increase 697 
R,atio of Population 11.87 

5,378 
14,362 

1,669 
223,999 

3,709 
12.24 

2,085 
3,244 

440 
60,719 

1,645 
6 .34 

1,261 
3,911 

236 
70,863 

1,025 
12.05 

WESTERN AUSTRALIA 
New Issues .... 1,02 5 
Renewals 2,069 
Cancellations 3 8 5 
Monthly Total 35,279 
Nett Increase 640 
Ratio of Population 7.98 

TASMANIA 
N ew Issues .. :. ... . 544 
Renewals 914 
Cancellations .. .. . 382 
Monthly Total ... . 18,400 
Nett Increase 162 
Ratio of Population 8.07 

COMMONWEALTH 
New Issues .. .. ... . 16,366 
R enewals 40,361 
Cancellations .... . 7,149 
Monthly Total .... 654,848 
Nett Increase 9,21 7 
Ratio of Population 9.81 

The above figures include:
Total Free Licences 

to the Blind .... 
Total Paid Experi

mental Licences 

1,303 

1,223 

964 
2,260 

5 
36,238 

959 
8.20 

509 
874 
282 

18,627 
227 

8.17 

16,326 
40,067 

4,61 i 
666,563 

11,715 
9 .98 

1,239 

1,381 
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Radio Needs ShoWmen 
Comedian's ideas on Big Names, Commercials, 
Length of Programmes, Opposition Hours, 
cAdvertisers, Stars. 

By EDDIE CANTOR 
(This article was published in a very recent issue of "Printers' 

Ink"-a weekly publication that every sales manager, merchan
diser, advertiser and in fact any executive, should read. "Prin. 
ters' Ink" contains information and articles dealing with many 
phases of business which make it almost indispensable to every 
executive. We reprint this article with the compliments of 
"Printers' Ink" and feel sure that the opinions expressed by 
Eddie Cantor will find some application to broadcasting in Aus
tralia.-Ed.) 

A MERICA has had thr'fl2 reallv 
great showmen-Barnum, Belasc~ 
and Ziegf.eld. · It is too bad that 

none of these men liVed to ~ive of their 
best to modern radio- because radio 
needs perhaps more than anything else, 
good showmanship. 

Don't misunderstand me. don't 
think radio is the show business. It is 
the advertising business. 

It is really the merger of two quite 
different things; the show business, that 
never really understood the best use of 
advertising, and advertising which, it 
seems to me, h as always been too lack
ing in good showmanship. 

Because of this, radio has been fumb · 
ling around during the last six or seven 
years trying to graft the show business 
to advertising. The job hasn' t been too 
successful even yet, although rad;o t o: 
day gives ,a far better show than it used 
to and, I believe, does a better advertis
ing job. 

It is, however, an advertising business 
such as we have never seen before. I t 
demands the best tricks of advertising as 
well as the best t ricks of the show busi
ness. 

T he best example of how this business 
has been fumbling around is sh own by 
the number of programmes that have 
been on and off the air. It strikes me 
as important that although a great many 
D.dvert'sers using the air to-day have used 
it for a number of years, comparatively 
few shows have had any consistent suv 
cess. 

For every programme like the A . &? P. 
Gipsies or the Cities Service hour there 
are literally hundreds that have come and 
gone in the meantime. 

Advertisers stick. P rogrammes do not. 
O f course, I don' t mean that it wouid 

be a hea!thy sign if we had a bunch of 
long-time programmes on the air. Cer
tainly Z iegfeld, master showman that he 
was, changed his " Follies" every year and 
was continually on the lookout for new 
talent and new ideas. 

T he significant fact is that in spite of 
the many ch anges in programmes that 
have been made, even yet radio is far 
from working out any policy that would 
lead me to say confident ly, " Now the 
radio business has jelled." 

O f course, we have learned a lot of 
things on the air. Gradually as we learn 

more t hings and put them into our bag 
of tricks the bag is beginning to fill up. 
Each failu re teaches us somethin g. Each 
success puts us a little nearer our goal. 

I have been in t h e radio business long 
enough now so that I have built up some 
pretty definite convictions, Maybe some 
of t hese will be tu rned over and thrown 
out within the next couple of years. I 
happen to be cocky enough to believe 
t hat most of th em are based on sound 
principles of good advertising and good 
showmanship . 

Anyway, I am going to take my life in 
my hands and say some of the things I 
believe. 

Hour Programmes O vertax 

Stars 

I am against the hour programme, and 
yet I have spent most of my radio life 
on hour broadcasts. 

I think you can do anything in a half 
hour that can be done in an hour. I 
think you can do it just as well and just 
as effectively. 

I t hink that for certain types of radio 
artists the hour puts too much of a strain 
on their ingenuity and ability. T ake 
my own case, for instance. Let us as
sume that I have a twenty-six-week con
tract fo r hour programmes. T hat means 
that each week I have to prepare forty 
pages of material and in that forty pages 
each week there have got to be 100 
jokes. T wenty-six hundred jokes in 
twenty-six weeks. Figure it out for your
self. In my own case it costs me, per
sonally, quite a lot more than $ 1,000 a 
week to take care that my material is 
fr.esh and, I hope, funny. · 

M y ideal programme would be the 
one that t akes thirty minutes, packs them 
full of entertainment, gives the listeners 
everything they can possibly ask for and 
then stops. The possible exceptions to 
this belief of mine are symphony broad
casts and such tie-in broadcasts as World 
Series and opera programmes. 

O f course these tie-ins with opera, 
baseball and news events are not realiy 
the radio adver tising business. So be
cause they are freaks, let's throw them 
out of consideration. 

( Continued on Next P age) 
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Radio Needs 
Symphonies are something else again. 

You can get a pretty good symphony 
programme in thirty minutes, but you 
can do a better job in an hour. 

Incidentally, I happen to think that 
the symphony idea is going to develop 
m the future. The public is becoming 
educated to good music, although a lot of 
people have always liked the symphony 
type bf music because it is almost univer• 
sal in its appeal. They have been fright· 
ened away from symphonies not because 
they don't like the music, but because 
they have been scared into believing that 
it is highbrow. 

Let somebody start the idea to·morrow 
that Cantor is just a high·brow comedian 
and Cantor would have to worry a little 
for fear that enough people would be· 
lieve it and certainly try to find some· 
thing about Sigmund Freud in a lot of 
my jokes. 

Oppositi9n Programmes Not 
Sensible 

I think it is foolish for advertisers to 
compete on stations with opposition pro· 
grammes. It doesn't seem quite sensible 
to me for somebody to pick the same 
hour that I have and put a comedian 
against me on another station. I say that 
not because I think that Cantor is so 
good that the other fellow won't get any 
audience or, if you prefer, that Cantor is 
so bad that the other fellow will steal 
his audience. 

Let's take the case of Amos ' n' Andy. 
I maintain that the sponsor who would 
put ·another black·face team on another 
~tation at the same time as Amos 'n' 
Andy would be screwy. I would still 
say this even if Amos 'n' Andy only had 
a quarter the number of listeners that 
they now have. 

If I were a sponsor, going in opposi· 
tion with Amos 'n' Andy on another sta· 
tion, I would get a programme quite dif· 
ferent. I wouldn't have to be particularly 
bright to figure out that a lot of the 
people who are not listening to Amos 'n' 
Andy are not listening because they don't 
like that type of programme. Therefore, 
I would try to get a programme that 
they would like. On the other hand, if 
I figured that so many people were !is· 
t'"ning to Amos 'n' Andy that it would 
not be worth while for me to try to 
go in opposition to theni, I would buy 
a different time. 

Let's take the case of symphony pro· 
grammes. Why run two excellent sym· 
phony broadcasts at the same hour on 
the same day? This means that both 
programmes are fighting each other for 
attention and dividing up the symphony 
audience, whereas if they were not in 
opposition each p rogramme would get 
the full symphony audience and each ad· 
vertiser would get more for his money. 

I think that one of the greatest mis· 
takes ever made in radio was when some· 
body started to kid the product in the 
commercial. I say this in spite of the 
fact that some of my best friends are 
using kidding commercials. 

Sh.owmen (cont.) 
. I know why this is done. It is a na• 

tural rebellion against the exuberant 
praise of products that is too often char
acteristic of radio commercials. The solu· 
tion, however, is not to kid the commer• 
cial but to re·write the straight ·commer
cial so that it will be much more effec· 
tive. 

When I refer to a product in a broad· 
cast I want the listeners to think that I 
like the product and not that I am laugh· 
ing at the product of the company that 
makes it. It seems to me the audience 
reaction to the kidding commercial is 
bound to be negative. 

I think that a definite limit of two 
minutes should be put on commercials. 
A good advertising man can write plenty 
of good sales arguments ·into a two• 
minute talk. A half-hour programme that 
gives twenty·eight minutes of entertain
ment and ,two minutes of commercial i~, 
to me, a we!H>alanced programme. 

If the advertiser can do his job in less 
than two minutes, so much the better. 
I understand that the Ford broadcasts 
with Fred Waring use less than a minute 
of commercial. I am not trying to pass 
on . the merits of the Ford commercial, but 
I want to pat Ford on the back for his 
efforts to keep commercials down to an 
effective minimum. 

There is a lot of talk these days about 
the relation of the artist to the adver
tiser. I noticed in a recent article in 
" Printers' Ink Monthly" that a number 
of my fellow stars think that the artist 
should be given free rein . I disagree 
with them heartily. 

To me the advertiser, this guy who 
has been in the business of advertising 
and manufacturing for a great many years 
and who has made enough money to pay 
stars high salaries, ought to know quite 
a lot about advertising. Certainly he 
knows a lot more about advertising than 
does the Broadway actor. · 

The star frequently forgets that there 
are fewer radios on Broadway than there 
are in Hartford, Connecticut. .. 

Radio is not a Broadway business and 
I say this, although my heart will al
ways be with Broadway. 

Therefore, the radio star cannot be fair 
to himself or his sponsor if he takes a 
high-hat attitude and says, "I know all 
about this business, I have been enter· 
taining people all my life." 

What he overlooks is what I mentioned 
in the first part of this article. Radio 
is not the show business but the adver· 
tising business with the show business 
grafted on. Therefore, I say, that the 
star should listen sympathetically to the 
sponsor. It has been my experience that 
the majority of sponsors are perfectly 
willing to give the star plenty of leeway. 

I t is a little difficult for me to under· 
stand why some stars resent supervision 
so much. A fter all, if the sponsor, who 
knows a lot about advertising, h elps to
build a programme which will bring in 
good returns, then, he becomes more and 
more sold on the star and the star spends 
more time working and less time resting. 

BROADCASTING BUSINESS 
December I4th, r934. 

Give Public a Rest Now and 
Then 

I don't think that any artist should sta/ 
on the air too long consecutively. M y 
own policy is to go, on for a certain Jim· 
ited time ancl then leave while the public 
still likes me. Then I get a rest, the 
public gets a rest and the next time I. go , 
on the air the people say "Good ! Here's 
Cantor again," instead of " Gosh, is that 
guy Cantor in again?" 

I think this policy protects the artist . 
and also protects the advertiser. I once 
definitely turned down an offer for three 
years of continuous broadcasting because 
I was convinced it was not good for me 
and was able to convince the· sponsor it 
would not l)e good for him.' 

Yet I believe that an advertiser who 
gets a good programme should stick to 
the artist. This sounds as though I was 
contradicting myself, but I think there 
are certain types of programmes that can 
be consistently good year after year. I 
don't think any comedian, however, 
should stay on the air too long. · 

Therefore, if a sponsor believes in 
comedians, I think he should get two or 
three good ones and alternate them. One 
thing thilt convinces me that my theory · 
is right is the fact that my fan mail is 
only 50 per cent. smaller when I am off 
the air than when I am on it. T hat 
means that p eople remember me pleas
antly and if I do not stay off too long 
are glad to see me back. 

I think sponsors should use tnuch more 
care than they do in adopting the course 
of · the programme. For instance, Royal 
Gelatin has chosen Mary Pickford because 
she has a genuine appeal to children and 
mothers. She means a ll the things that 
make a home a home. Wouldn't it be 
silly for Royal to pick a hot blues singer 
for the same spot? 

Sponsors shouldn't fall for big names 
just because they are big names. I be
lieve in the big names, because the artist 
who makes a name for himself gets that 
way because he is good enough to have 
a lot of people like him. 

Therefore, . it seems to me, that the · 
sponsor's job is not only to look for big 
names but to look for the kind of names 
that will fit his particular kind of pro• 
duct. 

In addition, advertisers should have an 
ear to the ground for new talent. When 
we remember that some of the outstand· 
ing air successes were not big names be· 
fore they got on the air, we see how 
important it is to watch for future big 
names as well as present ones. 

I think advertisers should make a closer 
study of the show business or get some· 
body to study it for them. 

I remember several years ago an ad· 
vertiser told me that he thought a certain 
comedian would be a wow on the air. I 
said I didn't think so, although this come
dian was extremely popular on the stage. 
I had watched his work for a number 
of years and knew that he had com
pressed about everything he knew into 
one act. I knew he was not versatile 
enough to get anywhere after the material 
in that one act was used up. 

(Turn to Page 16, Col. 3) 
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Appeal 
Succeeds 

3cAW Pete 
(By C.S.) 

T UP, TUP, TUP, TUPPY," called 
a shrill, thin voioe somewhere 
above me. But it was unheard in 

that jostling, e·xcited crowd that surged 
round the dais in the Lower Melbourne 
Town Hall 'on the occasion of the 3A W 
Chums Chatterbox Corner Pete. The time 
was 3 o'clock on Friday December 7, a 
still hot afternoon. 

Heat was written in plain language all 
over that crowd of mothers and their chil· 
dren, but no one seemed to care. T hey 
were there to see Nicky and T uppy and 
N ancy Lee or some other favourite whose 
voice th ey had heard over th e air. 

When I received a neat i!nd official 
looking invitation requesting the pleasure 
of my company at the official opening of 
the fete I imagined just what you or 
anyone else would imagine-some rows 
of seats with a crowd who were not " of· 
ficially invited" surging in the back
ground. My expectations were very much 
amiss. If there were chairs there I did 
not see them, in fact I could not see any• 
thing but one great crowd through which 
I was unceremoniously pushed. 

Everybody was enthusiastic, even in· 
eluding the small boy who rushed up to 
me, hat in hand with an excited look 
on his face and said : " Please, mister, 
are you Jack O'Hagan?" H e had missed 
the real Jack who was being jostled by 
a crowd in the passage where he was 
patting beautiful babies and- shaking 
hands with the "little man" to the de• 
light of proud mothers. 

I am willing to believe there were 
many attractive staJls: I know one that 
did exceptionally well and that was the 
ice cream and ice block stall which was 
rattling pennies and threepences at a 
greater rate than a tram conductor on a 
busy run. 

O f course there were people who had 
come to entrench themselves. As a dear 
old lady who was pushed past me early 
in the proceedings said : "When the 
people start to go home for their te~~ 
we will be able to get a look round. 
Granted. 

Stuart Bridgman, 3A W's manager, was 
there looking very worried amid all, but 
I noticed he did not stay till tea time 
to get a look round. 

T he fete interested me not because 
Nicky and Tuppy, Jack O'Hagan or 
Nancy Lee were there, but because the 
hall was overflowed on that hot after· 
noon with mothers and children. All 
these mothers represented the buyers of 
so many families living on a steady in• 
come. Whoever their broadcasting 
favourites may be, 3A W influenced . theu 
buyin g power. Verily it was a good ad. 
for 3AW. 

NEW TRANSCRIPTION 
SERVICE 

Introduces New Note 
We are advised by Mr. Charles Forrest, 

Manilging Director of International Radio 
Co., with headquarters at 2 5 4 Castlereagh 
Street, Sydney, that this comp any has 
available a new transcription service for 
renting to commercial broadcasting sta
tions. 

MR. CHARLES FORREST 

T his transcription service library con· 
tains most acceptable recordings at the 
33 l -3rd R .P .M. speed and includes such 
prominent A merican performers as Dan 
Russo Band, Prietsch Bros. e? Ward, Art 
Gillham, The T h ree Jacks and Jimmy 
Kemper. 

At a p rivate heilring of these tran• 
scriptions, they wern certainly humorous 
and splendid recordings. In Mr. For• 
rest's words, "they speak fo r themselves." 

Further particulars can be obtained 
from Mr. Forrest who ' will be tickled to 
death to give Station M anagers an op· 
portunity of h earing these new releases. 

SPECIAL LICENCE 
ARRANGEMENTS 

We have beer> advised by M r. W . T . S. 
Crawford , Senior Radio I nsllector, Syd· 
riey, as follows: .. 

"The following ruling will be of in· 
terest to you and radio dealers in regard 
to wireless sets installed in hospitals, or 
in the case of hired sets installed for the 
entertainment of sick or convalescing 
p ersons. The ruling is not applicable to 
hired sets installed at the homes of the 
general public or in the case of visitors 
requiring a temporary service:-

'( a) If the hospital is covered by a 
licence any patients are regarded as being 
covered also. 

( b) If the hospital is not licensed, a 
licence held for the patient's home will 
be regarded as coverin g the patient also. 

( c) If neither the hospital nor the 
patient's home is covered by a licence a 
hired . set covered by a licence in the 
name of the dealer (other th an the usual 
licence h eld by the dealer for demon · 
strati on purposes ) would be sanctioned, 
provided th at th e Senior R adio Inspector 
is advised by telephone or letter of the 
particulars of such case." 

3AK and Victorian 
Flood's 
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Once more 3AK Melbourne was able 
to render valuable assistance in a criSis. 
From 11.30 p.m. on Friday, N oviember 
30 until 4 a.m. on December 1, 3A K was 
the only commercial broadcasting station 
on the air. 

O wing to the complete breakdown of · 
telephone services in Gippsland the sta
tion was utilised by th e Police D epart
ment, State R elief Committee and other 
public bodies in broadcasting the latest 
flood warnings and news and sending out 
calls f~r assistance to dist ressed and 
marooned people in th e metropolitan 
area, but more p articularly in Gippsland. 

O wing to th e limited power only 
meagre . messages were received by lis
teners in Gippsland and 3AK's continuous 
attempts to get messages through to the . 
Sale broadcasting station were severely 
handicapped. 

3AK states that it is diffi cult to u nde-r· 
stand at a time of such crisis why the 
station was not equipped with the n eces• 
sary power to cope with the public emerg· 
ency. H ad 3AK been ~ven as .strong 
as other commercial stat10ns 1t 1s felt 
that the Gippsland people would have 
heard the urgent appeals after midnight 
and that the necessary replies could have 
been obtained from the Sale Broadcast· 
in g station . 

SYDNEY LEGACY CLUB 
It is surprising in this day of adver• 

tising an d still more advertising, that any 
gooo deeds should be done in quietness, 
but this is exactly what those who or
ganised the Legacy Club desired. 2UW 
has now however, been able to secure 
the exclusive right to broadcast the Leg• 
acy Club Luncheon Speeches h eld every 

' T hursday at the H otel Carlton, when the 
activities of those who are seeing to the 
welfare of the many thousands of young 
people whose fathers we.re killed_ in the 
Great War will be explained to listeners. 
T he high aims of this organisation in re• 
gard to th e health of the rising genern· 
tion should earn the respect and assist· 
ance of many citizens wh o, so far, h ave 
been unaware of th e real . problem asso• 
ciated with the education of th e soldiers' 
legacy to h is country. 

6PR'S MANAGER IN THE 
EAST 

O n Saturday, N ovember 24th, Mr. H,· 
S. Sibary, Manager of 6PR, left P ertn 
on one of his periodical visits to the 
Eastern States. T hese visits are made 
in order t6 effect personal contact with 
National Advertisers, Agents and other 
Stations, and also to keep abreast of _the 
latest Radio develop ments. By the time 
th ese notes reach Adelaide, M elbourne 
and Sydney, many of their readers .will 
have met M r. Sibary, who will have given 
them first-h and information regardin g the 
h ealthy state of R adio in this State. 
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Stromberg- Carlson 
to repeat Re-Broad-· 
cast . Tie-Up 
Overseas Short Wave Rebroad
casts to be Effected by Dual 

Wave Receiver Over Station 
2CH. 

S 0 effective welle the previous short 
wave l.'ebroadcasts by means of stan
dard Stromberg-Carlson All Wave 

Rooeivers that the company has decided 
to offer fU1'ther dealer sales assistanoo in 
the form of move t1ebroadcasts over Sta
tion 2CH, Sydney. 

Mr. A . H. Freedman, Sales Manager 
of the Company, announces that arrange· 
ments have been made for .a period of 
one month, commencing on Saturday, 
15th December. He adds-"The times 
scheduled for these rebroadcasts are 9.30 
p.m. and 10.45 p.m. The former time 
on Mondays, Wednesdays an d Fridays. 
The latter time on Tuesdays, Thursdays 
and Saturdays." 

Mr. Freedman points out the tremen· 
dous advantage to be gained by follow· 
ing up in a systematic manner prospects 
who become "short wave minded" in this 
way so that with just the extra effort on 
the part of the dealer th at prospect 
quickly becomes "dual-wave minded." 

'_'Our dealers," he says, " appreciate the 
assistance we can give in this regard and 
those who profited by our last series of 
rebroadcasts have not been slow to get in 
adequate stocks of our latest dual wave 
model in order to cash in on the good 
work either started or considerably helped 
along by rebroadcasts sponsored by 
Stromberg-Carlson." 

R ecollecting previous rebroadcasts be· 
fore the introduction of the dual wave 
receiver, we, for our part, can but look 
forward to the next series with keen an• 
t icipation of hearing something not only 
to give the listening public a great deal 
t o talk about ; what with the even closer 
ties which exist with the old world at 
Christmas time; but what would appear 
to us to be one of the greatest dEOaler 
aids offered in recent months. 
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HILARITY AT 2HD 
O ne of the most successful features of 

the Gala Week Progr~mme arranged by 
2HD to celebrate . their second birthday 
wh.ich synchronised with N ewcastle fes '. 
trv1t1es on account of th e Prince's visit 
was the Birthday Concert and Ball held 
at Newcastle Town Hall on Tuesday, De· 
cember 4th. The stage presentation con· 
s1sted of a huge laughing head with a 
wide . open mouth in which, when the 
curtam was dropped the dance orchestra 
ap.peared. The figure, it was jocularly 
said, was that of a J oyster learning to 
smile . . The audience could quite well be· 
heve. rt as they listened to peals of de- · 
morna.cal laughter issuin g therefrom, with 
the aid of an amplifier. 

A number of Newcastle's best artists 
appeared upon the platform and well sus
tained the high reputation N ewcastle pos
sesses in the musical world. 
. Dancing was from 9 till midnight and 
mcluded quite a number of novelty 
dances. . A competition One-step was 
held durmg the evenm g and the winning 
couple were presented each with a silver 
cup. 

A most enjoyable evening was spent. 

EXECUTIVE MOVEMENTS 
Visitors to Sydney during the past few 

days from Interstate, include Mr. Dave 
Worrall, the well known Manager of Sta• 
tion 3DB Melbourne. Mr. Worrall has 
large business affiliations in Sydney in the 
broadcastmg field, and likes to come over 
to the " Harbour City" occasionally to en· 
JOY a spell of good weather. 

BROADCASTING BCSINESS 
December I4th, I 934. 

Latest Licence 
Figures 
11715 Increase 

NEW SOUTH WALES 
September October· 

New Issues .... .... 7 121 6 129 
Renewals.... .... .. .. 15'. 582 15:416 
Cancellations .... . 2,911 1,979 
Monthly Total .... 251,967 256,1 17 
Nett Increase ... . 4 210 4 1 50 
Ratio of Population 9. 57 9. n 

VICTORIA 
New Issues .... .. .. 4,1 39 
Renewals .. .. . .. . 14 449 
Cancellations .. .. . 2'. 291 
Monthly Total .. .. 220 290 
Nett Increase ... . 1 'S48 
Ratio ofPopulation ll.04 

QUEENSLAND 
New Issues .... .. .. 2,337 
Renewals .. .. . ... 3 071 
Cancellations .... . '677 
Monthly Total ... . 59 074 
Nett Increase ... . 1'660 
Ratio of Population 6.16 

SOUTH AUSTRALIA 
New Issues .. .. .... 1,200 
Renewals .... .. .. 4 276 
Cancellations . . . . . '50 3 
Monthly Total .... 69,838 
N ett Increase . ... 697 
Ratio of Population 11.87 

WESTERN AUSTRALIA 
New Issues .... . .. . 1,025 
Renewals . ... 2 069 
Cancellations . .. . ' 3 8 5 
Monthly Total .. ... 35 279 
Nett Increase .. .. '640 

5,378 
14,362 

1,669 
223,999 

3,709 
12.24 

2,085 
3,244 

440 
60,719 

1,645 
6.34 

1,261 
3,911 

236 
70,863 

1,025 
12.05 

Another visitor seen around town re• 
cently was Mr. H. R. Pinkerton of Sta· 
tion 5DN Adela:de. This Stati~n is do
in g ve.ry well, and is opening a new sta
t10n m the country in the next few 
weeks. 

. Ratio of Population 7.98 

964 
2,260 

5 
36,238 

9 59 
8.20 

Mr. R. Lamb, Ma naging Director of 
the Broken Hill station, 2BH has been 
visiting Sydney for the last few weeks 
and has found very little time to look u~ 
some of his old friends. H e returned to 
Broken Hill last week after having had a 
whirlwind time. 

A broadcasting executi~e all the way 
fro m P erth is Mr. H. S. Sibary, Manager 
of 6PR, who fin ds it necessary to visit 
the Eastern States frequently to keep in 
touch with all things that matter. 

3AW'S ACTIVITIES 
A picnic has been arranged by Nicky 

and Tuppy of 3A W for Sa turday, De· 
cember 15. The outing, which will be 
h eld. on Williamstown beach, promises to 
be a very popular affair. At the last 
picnic sponsored by these two popular 
rad10 stars 13,000 people attended. 

O n Saturday, December 15, 3AW will 
broadcast the first performance of midget 
car races from Olympic Park. Fred Tup· 
p er will be at the microphone. 

Lee Murray's Players were h eard in 
an excellent presentation of " The Trial 
of Mary Dugan" from 3A W on Tuesday, 
D ecember 4. "T he Wrecker" was suc· 
cessfully broadcast on December 11. 
Radio plays are now a feature of the sta· 
tion and are heard regularly on this even
mg. It is in the air that "Treasure Is
land" wil1 soon be on the air with a cast 
featurin g Colin Crane. 

TASMANIA 
N ew Issues .... ... . 544 
Renewals . .. . . .. . 914 
Cancellations ... . . 382 
M onthly Total .. .. 18 400 
N ett Increase .. .. '162 
Ratio of Population 8.07 

COMMONWEALTH 
New Issues ... . ... . 16,366 
Renewals .... ... . 40 36 1 
Cancellations .... . 7'. 149 
Monthly Total ... . 654 848 
N ett Increase .... 9'.2 17 
Ratio of Population 9.8 1 

The above figures include:
Total Free Licences 

to the Blind .. .. 
Total Paid Experi· 

mental Licences 

1,303 

1,223 

509 
874 
282 

18,627 
227 

8.17 

16,326 
40,067 

4,61 i 
666,563 

11,7 15 
9.98 

1,239 

1,3 81 

RADIO NEEDS SHOWMEN
( Continued fro m page 14). 

I prophesied he would last three week&. 
H e f?oled me by a week. At the end of 
the tourth week his sponsor decided to 
buy him out of the rest of the 'contract . 

There should be a closer co-operation 
between stars and sponsors and a closer 
study. of rad.io as a merging of the ad· 
vert1smg busmess with th e show business. 
Only as we get better understanding of 
this fact will we develop greater show· 
men in radio.. I predict that radio will 
go further in the next two ye.ars than it 
h as m the last ten. 

Let's tune in and see-and hear ! 
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cANA Survey Shows Radio Best Media Buy 
Listeners have increased 50 per cent 
as Unit Rate "JJropped 10 per cent 
Newspaper Rates Have Risen as C irculation Fell 

A SIGN IFICANT ·analysis, in effect 
disclosing that radio advertising 
is a better buy from the "cir

culation" standpoint than magazine or 
newspaper space, has been r.eleased by the 
A ssociation of National Adve~tisers, Inc. 
of U.S.A. 

Entitled " Trend of Media Rates in Re· 
lation to Circulation and Cost of Com· 
modities," th e analysis was p repared by 
the Circulations Committee of the ANJ\ 
with th e approval of the Research Coun
cil. T he report was a topic of discus· 
sion at th e semi-annual meeting of th e 
ANA in Chicago last June, in executive 
session, after which the ANA adopted a 
statement to the effect that it looked upon 
th e " continued forcing of publication cir
culation" with keen disfavour. 

Radio Alone Shows Gain 
OF THE THREE advertisin g media, 

the analysis showed, radio alone repre• 
sents a better buy for advertisers now, 
as compared with 1929. In the case of 
magazines, it was shown that rates per 
page per thousand circulation decrPased 
4 .1 per cent. in 193 3 as compared with 
1929, while the general price level of 
co mmodities dropped 28 per cent . Total 
newspaper circulation decreased 7.8 per 
cent., while the rate for space in news· 
papers on th e average increased 8. 5 per 
cent., as against the general p rice level 
drop of 28 p er cent. 

For radio, h owever, th e total famili~s 
listening in (circulation} increased 50 per 
cent. in 1933 as compared with 1929, 
while the total cost of reaching the radio 
coverage increased only 3 5 per cent. A nd 

the GJst of reaching 1,000 of the families 
listenmg in decreased 10 per cent. 

The analysis is devoted largely to a 
critic.ism of the printed media for orti· 
ficially bloatin g their circulations and for 
not adjusting their rates to absorb the 
diminished coverage and reduced buying 
power. T his is not so in the case of 
radio, which was not mentioned in th e 
statement of the A N A deprecating " forc· 
in g methods" of increasing circulation 
and p rotesting against increases in gross 
rates based on such circulation. 

From another angle, the A N A survey 
showed that radio represents a fairer value 
for the advertiser than the printed media. 
T his was the ratio of rate levels of th e 
three media as compared with the down
ward curve of general p rice levels of 
commodities. H ere is what the rep ort 
said : 

"With the exception of radio in 1930 
and 19 31, at n o time did rate levels of 
the three media descend to the level of 
the general price level of commodities! 
T h e widest differential between the in· 
crease in newspaper rates and th e de· 
cline of th e 'general price level' was 36. 5 
per cent.-the differential between the 
decline of magazine rates an d th e decline 
of the 'general price level' was 23.9 per 
cent. Radio in 1932 shows a differential 
of 18.8 per cent. ; 1933, 18.0 per cent." 

The report p ointed out that incomes 
in 193 2 decreased drastically in com pan, 
son with 1929. "T herefore," it said, 
"magaziries an d newspapers with only 
slightly decreased circulations, and radio 
with a largely increased circulation, went 

into a market decidedly decreased in buy• 
ing power." 

T en charts are used in the rep ort to 
indicate the trends of rates and circula· 
tion among the three media, and the 
fluctuations of commodity prices. "A 
study of th e ten charts," it states, "clearly 
indicates what the ANA has maintained 
since the depression: "That generally 
speaking circulation and rates have not 
been liquidated, that is, brought down 
to levels comparable with other business 
factors wh ich are more directly affected 
by the laws of supply and deman d." 
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