
PAYS ! 
85o/o of RADIO ADVERTISED GOODS 
ARE PURCHASED BY WOMEN . . . . AND 
WHEN IT COMES TO WOMEN APPEAL 

4 B c BRISBANE 
INVITES COMPARISON 

WE HAVE HAD A UNIFORMLY ENTHUSIASTIC WOMEN'S AUDIENCE 
FOR 

10 YEARS 
AND 

ORIGINAL ADVERTISERS TESTIFY SATISFACTION WITH 
CONTINUED RENEWALS 

•• COME AND MEET 
OUR GIRL FRIENDS! 

~~~ 
-t~~~~ COUNTRY WOMEN 

WITH FULL PURSES, TOO 
LIKE TO MEET 'EM? 

~~ 

~ 
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AUDIENCE PARTICIPATION ISSUE 

COM MERCI 
ll"ICOl\POAATING BROADCAS Tl NG BU SI NESS 

PUE!L'SHED EVERY SECOND THURSDAY BY AUSTRALIAN RADIO PUBLICATIONS PTY. LTD. 

SYDNEY TOWN HALL 
(MAIN HALL) 

Every Wednesday, 11.45 a.m.-2 p.m. 

2UWs STAFF-TEAM OF ENTERTAINERS 
Vernon Lisle Cecil Scott Rod Gainiord 

Cyril James AND Reggie Quartly_ 
WITH 

TUT COLTMAN'S MELODY BOYS 

"' 
A RIOT OF FUN - A GALAXY OF MUSIC 

PROCEEDS IN AID OF THE RED CROSS 

Other Radio Highlights Await Sponsorship 
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"The Watchman" Joins 3UZ and 2UW 
BROADCASTERS. 

• 
We publish "COMMERCIAL 
BROADCASTING" primarily 
for Radio Advertisers and 

their Service Agencies! 

• 
If you figure we are using too 

much space in selling Broadcast 

Advertising as a _whole, and that 

we are not telling the sponsor 

enough about your individual 

station, help yourself to some 

advertising space and sell to a 

100% effective1 cover of the 

Australian Advertising field. 

· Statistics taken in U.S.A., m 

England and in Australia prove 

that BUSINESS PAPER AD

VERTISING rates as one of 

the most important factors in 

BUILDING BUSINESS ••• 

Tell the Whole Story m 
Your Trade Paper. 

COMMERCIAL 
BROADCASTING 

• 
Rates unchanged since 
the war, pref-spaces still 
available on application to 

The Ad-manager, 
COMMERCIAL BROADCASTING 

Box 3765, G.P.O., 
SYDNEY. 

• 
Watch for the SPECIAL 

numbers.· 

Famous Radio Personality 
Turns to Commercial Radio 

"The Watchman" (Mr. E. A. Mann), 
one of the best known radio personali
ties in Australia, who for ten years has 
been the Australian Broadcasting Com
mission's commentator on world events, 
has resigned from the A.B.C. to join 
3UZ Melbourne and 2UW Sydney, and 
his talks will be relayed to 4BC Bris
bane. 

Mr. Mann is so well known in his 
role of "The Watchman," and his broad
casts have created such tremendous in
te-rest amongst people in all walks of 
life, that this change will come as a 
major surprise .to listeners, as well as 
to the radio trade. 

"The Watchman" will commence his 
session, which will be identical in form 
with those which he has made so popu
lar, early in November, but the actual 
days and times of these sessions have 
not yet been finalised. 

The stations associated in the secur
ing of "The \Vatchman" for commercial 
radio are to be congratulated. No other 
radio commentator has been so widely 
publicised in this country, and certainly 
there is none with such a political back
ground. 

For a numbers of years Mann was in 
the West Australian Parliament. Ten 
years ago when he commenced broad-

. casting through the A.B.C. his iden
tity was completely cloaked under the 
nom-de-radio of "The Watchman." His 
outspoken utterances on political and 
international affairs soon took him to 
the peak of popularity with A.B.C. lis
teners-with even a percentage of the 
strong commercial station audiences 
switching to the A.B.C. to hear "The 
Watchman" speak, and then back to 
their favourite commercial station. Just 
over a year ago the veil of secrecy 
which cloaked the identity of "The 
Watchman" was torn aside by a Vic
torian publication. There were allega
tions of breach of faith and all that 
kind of ·thing made against the publica
tion which revealed Mr. E . A . . Mann's 
name as being identical with "The 
Watchman." In the eyes and the ears 
of listeners it was a first-class sensa
tion. Mann, however, continued to 
broadcast as "The Watchman." The 
declaration of war made his broadcast 
even more sought after. 

Then came the recent Federal elec
tions. It has been variously stated that 
Mann "resigned" and that he was 
"granted leave" to contest Flinders 
seat as an Independent U.A.P. He was 
not successful, though early in the 
piece was considered in many quarters 
to stand a first-class chance of winning 
the day there. 
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Mr. E. A. Mann-"The Watchman." 

VALVE GIRLS WIN £1,000 
Considerable excitement was aroused thi s 

week at Amalgamated Wireless Yalrr 
Works when two members of the staff. 
Misses M. and .T. Gleeson, with others in a 
syndicate, won second prize. (£1,000) in the 
N.S.W. State Lottery. Miss M. Glees?n 
says the syndicate was quite a family 
affair-just herself and sister, father and 
mother and two special young men friends . 
These 'six have had many tickets. in. th• 
lottery and have collected a few £o prize~. 
but never before have they won a large 
prize. 
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EDITORIAL BRIEFS * The position held by radio in the 
world to-day, and in this world war 

-because it is practically a world war
is indicated by the fact that the Air 
Force find the greatest difficulty in get
ting wireless mechanics. We predicted 
this a long while ago-before the war 
started-and the position is acute to
day. Even in the Army good wireless 
men are scarce. In these fast-moving 
days, with 'planes flying at 400 miles 
an hour and troops moving with mech
anised .forces at 200 miles a day instead 
of the old 20 by foot, rapid communica
tion is essential, and this can only be 
produced by wireless: It is a great pity 
that the full res•ources of the wireless 
industry of Australia are not availed of 
by the Government to produce IMMEDI
ATELY all the wireless equipment, 
with plenty of spares, required not only 
by the R.A.A.F. and A.l.F., but by the 
Militia Forces, the volunteer defence 
forces, anc;I e·very kind of force that will 
play a part in fighting for Austral i a's 
future. 

* Audience participation in radio 
programs is the feature of this issue 

of ••c.B.", and is presented as an at
attempt to awaken interest on the part 
f those who, as yet, have not fully rea

~ised how radio has penetrated into the 
1ives of the Australian public .. There 

15 a continual search for new styles 
of entertainment. This search is not 
confined to radio, but is applicable to all 
branches. O'f . entertainment. Motion 
pictures are undoubtedly one of the 
most popular entertainments available 
to all classes of the ,public, . although 
nobody could deny that radio provides 
more entertainment hours for every
body than even the popular movies. 
Staying home and I istening-in in com
fort is, of course, easy, but going out 
to a show put on by a broadcasting sta
tion requires extra effort and an extra 
stimulus which proves · the attractive
ness of the audience participation radio 
show. This issue is an endeavour to 
more forcibly impress upon advertisers, 
agencies and stations that the pub I ic is 
not only radio-minded, but is very de
finitely entertainment-minded, and fur
ther, is prepared to make a real effort 
to be really entertained. 

Many of the broadcasting stations are 
putting on excel lent shows, and if they 
had more accommodation they could 
certainly count on far greater audiences 
than at present. On the figures pre
sented herein, one could easily predict 
that there are attendances of over 
10,000,000 people to take part in radio 

programs every year from commercial 
stations. This must surely count quite 

a lot with sponsors in determining 
where they can spend their money to 
real advantage, in order that their pro
ducts will come more prominently be
fore the notice of the purchasing public. 
The only regret we have is that more 
stations did not send in their particu
ars of audience participation activities. 
\Jr.fortunately, auite a number of sta
•ons are too pro.ne to overlook the great 

need to educate the advertiser as to the 
Vast possibilities associated with mer
chandising their products over the 
•ad· •o. Nevertheless, audience participa-
•on is a most succes.sful part of broad-

casting d . . . 
an 1s destined to remain so, 

and in f t 
ac grow as times goes on. 

* In a Sydney newspaper last week a 
picture of the new pack radio re

ceiver-transmitting sets issued to the 
Army Signals was published. This set 
is carried on the back of the soldier 
and operated by him alone. Designed 
and built in Australia, it is claimed to 
be an improvement on the English 
model, which needs two men to operate 
it. It would be interesting to know 
whether the Army and the Air Force 
wireless experts have given serious 
attention to using "frequency modula

·tion" equipment instead of sticking to 
the old standard equipment, which is 
always subject to too much interfer
ence, not only of an inductive character, 
but from other sets operating in the 
neighbourhood. It is reliably believed 
that the German army is utilising 
"F.M." to the Nth degree. They cer
ta·inly must have a very efficient wire
·1ess communication system to have car
ried out the movements of their troops 
with the co-operation of their air force. 
It is to be hoped that Australian war 
circles wi II not overlook the decided ad
vantage of this new invention by that 
celebrated Major Armstrong, of U.S.A., 
the man who invented the superhetro
dyne. 

*The Tasmanian Parliamentarians 
are very keen on broadc~sting their 

Parliamentary Deba,tes. They are talk
ing about seeking a licence from the 
P.M.G. for this purpose. They claim 
that restrictions on space in daily news
papers prevent the pub I ic from getting 
sufficient knowledge of hap-penings in 
Parliament. This is true in peace time, 
but it is a greater truism to-day when 
paper rationing is becoming more pro
nounced. It is unfortunate that the 
N.S.W. Premier and also the Prime 
Minister do not see eye to eye with the 
Tasmanians. New Zealand have been 
broadcasting their Parliamentary pro
ceedings for some considerable time, 
and it is evidently very pop·ular. 

l.t is not before time that the pub I ic 
were given a better opportunity to hear 
what goes on in our multiplicity of 
Par! iaments, which cost a terrific lot of 
unnecessary money to maintain. This 
provides a thought th_at the radio indus
try might well take up a strong agita
tion for the broadcasting of all Parlia
mentary debates, and i.t might be quite 
a good idea if each Government had its 
own powerful broadcasting station. 

AUSTRALIAN RAD I 0 
P U B LI CAT I 0 N S r ~ ~: 

PUBLISHERS OF: 
Commercial Broadcasting 

(fortnightly) 

Commercial Broadcasting 
Rate Book (half yearly) 

Year Book of Commercial 
Broadcasting in Australia 
Radio and Electrical 

Retailer (fortnightly) 

Radio Technician (monthly) 
Australian Radio Receiver 
Official Trade-in Allowance 

Handbook (annual) 

Radio Trade Annual 

Radio Diagram and Inter
mediate Frequency Index 

Subscription and advertising de
tails on application to Box 3765, 
G.P.O. Sydney, or 'phone FL 3054. 
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Almost 2l Million Direct Contacts 
Audience Participation by 27 Stations 

H OWEVER difficult it may be to measure radio audiences in their homes 
(it must be admitted that as yet the advertising industry has not evolved a 

100 per cent effective survey formula), there is in radio a "contact" audience 
which can, and has been measured. . It is not suggested that this "contact" 
audience-audience attending actual broadcast entertainments--could be used 
in any parallel with the listening audience other than in a purely superficial 
manner. It is suggested, however, that here is a very real yardstick by which 
to measure public acceptance of broadcast entertainment on the whole. It 
may be dangerous to use it as a yardstick to any other purpose. Some sta
tions cater for audience participation broadcasts, some don't. Among the sta
tions that do cater for A.P. there are varying degrees of time and energy devoted 
to it. Therefore, it does not necessarily measure station popularity or program 
appeal. Station "A" might well be one which caters extensively for audience 
participation, and yet have admittedly fewer regular listeners than Station "B," 
which does not put on any audience participation shows. 

COMMERCIAL BROADCAST-
ING set out to discover an approxi
m,ation of the number of people who 
weekly or yearly attend audience par
ticipation or audience broadcasts in 
the Commonwealth. Figures revealed 
by the survey are really staggering. 
Little wonder that picture exhibitors 
are beginning to scratch their heads 
in dismay and perhaps wonder what 
it is that radio's got that they haven't! 

Though we point out above, and re
iterate it here, audience participation 
broadcast attendances cannot be used 
as a yardstick to measure specific pro
gram or station popularity, they do pro
vide a starting point for interesting 
listener investigation. For example, 
several paramount factors immediately 
present themselves which can only be 
stated at this stage in the form of a 
series of questions. For example: 
What is the "turnover" of radio audi
ences? Do audience participation at-

tendances give a clue to "turnover"? 
Audience "turnover," i.e., day to day, 

week to week, or month to month 
fluctuation in the listening audience of 
any given program, is the rock on 
which most radio audience surveys can 
be wrecked. By the same token "turn
over" can be a bonus audience factor 
not generally discoverable in an ordi
nary listener survey. If we take either 
of the two great Wrigley Chewing Gum 
programs, "Dad and Dave" or "Ginger," 
it would be quite conceivable that at 
one time or another each of these pro
grams has been received through every 
one of the one and a quarter million 
radio sets in Australia, but neither pro
gram has anything like a 100 per cent 
audience at any one time in the factual 
sense of the term. 

Frank Stanton, director of research, 
Columbia Broadcasting System, in a re
cent issue of "Advertising and Selling," 
contributed a most useful article deal
ing with this question of "turnover" of 
listener audience. He says the number 

(Continued opposite page) 

4 Commercial Broadcasting, October 24, 1940. 

We set about this special Aud ience 
Participation issue by way of an ex. 
periment, with no idea of where it 
would lead, nor any conception of 
what would be the stations' reaction 
to supplying the data we sought. 

Of the 100 commercial stations 
in Australia, 86 were capa,ble of 
supplying the information asked 
for-that is, if all of the 86 sta· 
tions did conduct audience partici
pation broadcasts_ However, 13 
of the "possible" 23 metropolitan 
stations and 14 of the "possible' 
63 non-metropolitan stations sub· 
m itted returns. 

On the basis explained later on 
in the analyses section of this 
article a total of approximately 
2,483,000 individual "attendances" 
are recorded in a year at audi ence 
broadcasts arranged and conduct· 
,.d hv the 27 reporting stations 
Broken down into averages the 
2,055,560 attendances recorded to 
13 metropolitan stations gives an 
average to each of over 160,420 
per annum; while on an averaging 
ba~.is the 14 reporting non-metro
politan stations claim over 28,400 
per annum each. 

Dare anyone apply these aver
age figures to the whole 86 " pos· 
sible" stations? At this stage we 
cannot either recommend or con
dem such a ,p·roposal. One in· 
teresting fact revealed, howeve;, 
is tha.t audience participation is 
no less popular in the country 
than in the cities, and appears to 
enjoy about equal popularity with 
listeners and audiences in all 
States. 

-

Audience Participation 
--:;;;·ent families a radio advertiser 
f di s in a month is very different 
cb~he number of families the same 
111 rser reaches in a single ·· broad
ver ':He points out that it cannot be 
st. mined from weekly audience mea
ter ients alone how many different 
~f·es a weekly program reaches at 

111 1 once a month. Yet this factor is 
t·mportant in advertising practice. 
1question is one which is completely 

e ndent upon the rate of audience 
:::over for the particular program. 

tan ton writes: " . . . Turnover in 
dlences is based on the fact that al
ougb many people will 'follow' a pro
m regularly, week after week-so 

at tbe advertiser reaches them four 
mes in the course of four broadcasts 
there is also a revolving audience for 
at program, the people who listen to 
once or twice or three times a month. 

And those who listen even less than 
nee a month." 

He makes it clear that the weekly 
bange in the composition of the audi
nce can take place without affecting 
be size of the audience each week. He 
hen goes on to draw an analogy with 
otion picture audiences. Taking a 
ovie house with 500 seating capacity 

t Is clear that with, say, three shows 
day, 1,500 people have contributed to 

he box office and seen the picture-a 
omplete audience turnover three times. 

A specific case quoted in this regard 
as tbe International Silver Theatre. 

\ oung and Rubicam agency collected 
data showing eight million listeners 
eard the program each Sunday, yet in 
be course of a month approximately 
wenty million people heard it-a turn
ver factor of 2.5 since two and a half 
1mes more people were reached in a 
onth as were reached in a week. 

Attendance at audience participation 
roadcasts provide a striking example 
r this "turnover" factor. Obviously a 
rson attending a broadcast cannot at 

be same time be a home set listener 
' that program. Just as obviously not 
11 of the people who make up each 
rticipation audience are the same 

eople from show to show, although in 
o>t cases there are the "regulars" 
ho achie-ve practically permanent 

kings at one or other of the andi
te shows available. 

The Assembly Hall, Sydney, is packed every Friday night for the three hours' audience 
entertainment and broadcast by 2UW. 

Any one station might count up the 
total number attending, say, 500 studio 
broadcasts in a year to a total of per
haps 100,000. It would be possible for 
that audience to comprise over the 
whole year any number between, say, 
200 and 100,000 different persons. In 
actual practice the number is more 
likely to be 200 than it is to be the 
full 100,000. We doubt very much, how
ever, if any broadcasting station has 
yet set about analysing its studio audi
ences to discover the real turnover fac
tor for each program or series of pro
grams. One point however is clear: at 
some time or other each applicant for a. 
seat must have HEARD the broadcast 
over the air so that they have been in
duced to attend the performance. 

In the analyses given on later pages 
no account is taken of broadcasts which 

Three popular 2UW A.P. 
shows.-Top: Section of 
crowd Sydney Town 
Hall Wednesd.ays at 
noon. Left: "War of the 
Sexes" (Assembly Hall). 
Right: "Double or Quits" 
broadcast weekly from 

the State Assembly .. 

may be arranged from time to time as 
special outside stunts where, in effect, 
the microphone is taken to the people 
such as gatherings which have been 
brought about by some other attraction 
than the broadcast entertainment. The 
figures as closely as possible are con
fined to REGULAR broadcast station 
features, though each presentation 
might not necessarily be broadcast from 
the station studio, but may be conduct
ed from a public hall or other premises. 
In effect the figures show the people 
who have been brought into "direct con
tact" with the microphone or broadcast
ing entertainers BECAUSE of the in
terest created by the broadcasts. 

If They Could All Attend? 
Another point which must be kept 

in mind is that certain physical fac
tors confine the audience attendances 
at many broadcasts through the limi
tation or seating capacity at many 
of the studios, auditoriums or outside 
halls used for broadcasts. In many 
cases where the capacity is limited 
seats are booked for many weeks, and 
sometimes months ahead. It is there
fore interesting to speculate as to how 
many people WOULD attend audience 
participation broadcasts if they COULD 
without the often occurring inconveni-

next page) 
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Audience Participation -----If Only They Could All Attend (Continued from page 5) 

ence of having to join a waiting list for 
accommodation. 

The application of audience partici
pation in broadcast entertainment has 
spread very greatly during the past 
year or so. The bases of the trend 
probably originated with community 
singing concerts and, later, the intro
duction of quiz sessions. From there it 
has grown, and the future promises 
even more and wider <developments 
along the same line. In Australia we 
have seen the successful development 
of interstate relaying of audience par
ticipation shows, the growth of general 
variety stage entertainment in associa
tion with the broadcasts, and most re
cently the application of audience and 
listener participation, i.e., program par
ticipation by listeners in the home. 

• 
Big crowds are drawn 
to Parramatta Town 
Hall each week when 
2CH Sydney presents 
community singing for 

Grace Bros. Ltd. 

• 

Ho"W this A.P. Study 'WQS 

F OR the purposes of this study of audience attendances and audi
ence participation figures, both actual and potential annual attend

ances are treated as one, though the principle has been strictly adhered 
to of limiting the potential by the actual figures. That is to say, the 
potential figure for the year is a definitely limited one and not a wild 
calculation. For example, a show which has been broadcast for, say, 
six months, attracting an averag~ weekly attendance of 100, is listed 
as "52 av. 100 - 5,200." While it is more than probable that where 
seating accommodation permits the average audience would tend to 
increase that cannot be taken as a safe premise. It is however reason
able to assume for the purposes of this survey that the averages re
main steady over a given period of 12 months for each presentation. ' 
It is of interest, however, that the vast majority of cases used in the 
following figure analyses reveal shows which have been running for 
12 months or over. 

It may be raised as a point of challenge that some shows which are 
included in the listings may not survive a full 12 months' run. That 
may be a fact, but it is known from experience of the past 12 months 
at least that no sooner does one such show come off the air than an
other of similar attendance capacity takes its place. In other words, 
the trend of A.P. is still definitely upwards-there are many more 
such presentations being broadcast to-day than six, eight, or 12 months 
ago, and it is very safe to assume that increasing trend will be main
tained for some time to come. 

• 
Murdochs Ltd.'s "Musi
cal Money Box" is anM 
other regular 2·uw 
weekly presentation at 
the State Assembly 

Sydney. 

• 

.,.. ) ' 

0 

......... ' - -

Carried Out 
ATTENDANCE ANALYSES 

Australian Metropolitan 
Stations 

(Note: O.B. Outside Broadcast.) 

STATION A direct contacts 363, 120 per year 
Per year 

4 shows av. weekly 125 .. 6,500 
4 shows av. weekly 1,200 
Children's Sess. weekly, studio 80 . 

62,400 
4,160 

31,200 
4,160 

88,400 
2,600 

Weekly O.B. 600 . 
W-0men's weekly studio 80 . . . . . . 

Weekly O.B. 1.700 . 
Special concerts studio 50 . . . . 

O.B. 3,150 ...... 163,800 

363, 120 

STATION B direct contacts 229,840 per year 

Children's 52 shows, av. 180 each . . 9,360 
52 shows (0.B.) av. 1,200 . 62,400 

Studio shows, 52 shows av. 120 . . 6,240 
52 shows av. 120 . . 6,240 

Special shows, 52 shows av. 1,200 . 62,400 
52 shows, av. 500 . . 26,000 

208 shows av. (weekly) 600 31 ,200 

229,840 

STATION C direct contacts 140,920 per year 

52 shows, average each 1,300 67,600 
52 shows, average each 400 20,800 
52 shows, average each 400 20,800 
52 shows, average each 110 5,720 

52 shows, average each 500 26,000 -140,920 

STATION D direct contacts 195,000 per year. 

Talent trials 52, av. 1,150 59,800 
Quiz session 52, av . 200 10,400 
Special presentation 52, av. 300 15,: 
Community singing 52, av. 500 26•600 
Community singing 52, av. 300 15•000 
Community singing 52, av. 500 26, 600 
qommunity singing 52, av. 800 . ·~ 

STATION E direct contacts 44,200 
Studio shows-52 av. 150 . . . . 

52 av. 150 .. 
52 av. 150 . . 

Commu.nity singing-52 av. 400 

195,000 

per ye>' 
7,8(/J 

. . 7 ,@lfJ 
1,@lfJ 

zo,@lfJ ··--44,2(IO 

Audience Participation -
srATI ON F contacts 135,460 per year. 

studio shows-5;2 av. 130 6,750 
av. 130 6,760 

260 av. 50 13,260 
52 av. 130 6,76J 
52 av. 300 15,60J 
52 av. 300 15,60<J 
52 av. 100 5,200 
52 av. 130 6,760 
52 av. 130 6,7bu 

special o.s .- 52 av. 1,000 52,000 

134,460 

·ote: Figures in this case are actual 
· 1 ~ months July, 1939, to June,. 1940, 
•pt in the case of the last two 1 terns, 

1~. 11 hal"e only been in operation for the 
, 1 six months. Actual figures for July-

u, -Sept., 1940, shows 25 % mcrease over 
,~;age figure for same period 1939.) 

STATI ON G contai:ts 158,860 per year . 

Studio shows-104 av. 150 15,6GO 
104 av. 150 15,6JJ 
52 av. 150 7,800 
52 av. 150 7,800 
52 av. 150 7,800 
52 av. 150 7,800 

Special o.s. - 52 av. 1,855 . . 96,460 

158,86-J 

STATI ON H contacts 102,648 per year. 
studio shows : 5 weekly, av. 130 . . 33,800 

3 week.y, av. 8 1,248 
Specia l O.B.: 104 shows, av. 650 67,600 

STATI ON I contacts 206,700 per 
Studio shows-52 av. 175 

52 av. 175 
52 av. 175 
52 av. 175 
52 av. 175 

Specia l O.B. -52 av. 2,000 
52 av. 1,100 

STAT ION J contacts 282,620 per 
Children's Sess.: 104 av. 50 .. 

10-2,648 

year. 
9,100 
9,100 
9,100 
9,100 
9,100 

104,000 
57,200 

206,700 

year. 
5,260 

10,500 6 Sat'd'y shows, av. 1,7500 .. . . 
Women's Sess.: 104 · g.atherings, av. 

500 .......... .. 
24 gatherings, av. 100 .. 
12 gatherings, av. 100 .. 

Studi o Shows: 4 weekly, av. 40 
2 weekly, av. 1,650 . . . . 

Specia l O.B.: 260, av. 100 
52, av. 100 

STATI ON K. 

52,000 
2,400 
1,20() 
8,320 

171,600 
26,000 

5,200 

282,620 

One show weekly, av. 70 . . . . . . 3,640 

STAT ION L contacts 89,956 per year. 
Children's Sess. : 52, av. · 75 . . . . . . 3,900 

52, av. 75 3,900 
52, av. 38 2,076 

tudio shows: 52, av. 60 3,120 
52, av. 60 .. 3,120 
52, av. 60 . . 3, 120 
52, av. 60 . . 3,120 

Pecial 0.8.: 52, av. 300 . . 15,600 
52, av. 1,000 52,000 

89,956 

In this magnificent new special audience studio, 2CH Sydney presents regular features. 
Photo shows Davidsons Pty. Ltd.'s "Take It or Leave It-Double or Quits" quiz show. 

STATION M contacts 132,600 per year. 

Community_ singing, 52 av. 650 each 
52 av. 700 each 
52 av. 180 each 
52 av. 400 each 

Studio shows 52 av. 100 each 
52 av. 150 each 

312 av. 45 each 
Special O.B. .. 52 av. 100 each 

Non-Metropolitan Stations 

STATION 1 contacts 52,000 per year. 

Nine l-hr. shows weekly av. 100 
One 1-hr. show weekly av. 100 .. 

STATION 2 contacts 31,200 per year. 

One jackpot sess. weekly av. 600 .. 

STATION 3 contacts 58,240 per year. 

52 shows each average 520 
52 shows each average 600 . . 

STATION 4 contacts 6,240 per year. 

33,800 
36,400 

9,360 
20,800. 

5,200 
7,800 

14,040 
5,200 

132,600 . 

46,800 
5,200 

52,000 

31,200 

27,040 
31,200 

58,240 

26 shows each average 240 . . 6,240· 

Scene in 2SM Sydney's 

Radio Playhouse during 

one of that station's 

many A.P. pr.esentations 

STATION 5 contacts 18,800 per year. 
52 shows av. 300 
52 shows av. 50 .. 
52 shows av. 50 .. 

STATION 6 contacts 31,200 per year. 
52 shows av. 150 
52 shows av. 300 
52 shows av. 150 

STATION 7 contacts 6,240 per year. 
·.52 shows each av. 120 . . .. 

STATION 8-52 shows each av. 35 

STATION 9-52 sh-0ws each av. 40 

STATION 10· contacts 15,600 per year. 
Studio shows-52 av. 100 

52 av. 100 
52 av. 100 •. 

15,600 
1,600 
1,600 

18,800 

7,800 
15,600 
7,800 

31,200 

6,240 

6,240 

1,820 

2,000 

5,200 
5,200 
5,200 

15,600 

STATION 11 contacts 76,840 per year. 
Community concert (O.B.), 52 av. 700 36,400 
Afternoon musicale (O.B.), 52 av. 100 5,200 
Children's concert (O.B.), 52 av. 300 15,600 
Children's Quiz session (Studio) 104, 

av. 60 ... . . . . . . . . . . . . . . . . 6,240 
Store broadcasts (O.B.) 12, av. 200 2,400 
Community Service Session (Hospi-

tal presentations, etc. (O.B.), 6 
av. 100 .... 

Children's studio sessions (Studio), 
260, av. 40 ........ 

STATION 12. 
One show weekly av. 175 each 

STATION. 13. 
Studio shows-52, av. 50 .. 
Special O.B.-52, av. 600 .. 

260, av. 40 .. 
52, av. 100 .. 
52, av. 500 
52, av. 75 . . . . 

STATION 14. 

600 

· 10,400 

76,840 

9,100 

2.,600 
31,200 
10,400 
5,200 

26,000 
3,900 

79,300 

Presents 3 shows weekly, each av. 50 7,800 
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Audience Participation 

Left: 
tion. 

"Captain" Buckley hands a competitor a bottle of Canadiol Mixture at 2UW's big Friday night. Assembly Hall present". 
Centre and Right: Scenes from the "Cookery Quiz" conducted by 2UW at Sydney County Council one afternoon a w eek. 

It is to be hoped that in view of the 
prominence which this special issue has 
given to the audience participation type 
of programs, individual stations will 
consider the problem of establishing 
with some accuracy the "turnover" 
factor in the aud:iences which attend 
all the various audience broadcast ses
sions. 

That is a job for each individual · sta
tion. In the compilation of the data 
thus obtained, COMMERCIAL BROAD
CASTING will willingly co-operate with 
the industry-to receive reports from 
all stations and prepare an analysis of 
the figures submitted. We suggest a 
two months' test period from Novem
ber 1. At the end of that period 
all stations which have examined the 
turnover factor in their audiences 
should submit their individual reports 
to us. These will not be disclosed in 
any manner which would identify the 
reporting station with the actual report. 

It is very necessary that sponsors 
(and stations too) should know the 
turnover factor in their attendance 
audiences. From a merchandising poiRt 
of view it is certainly vital. Practic
ally all sponsors take the opportunity 
of either displaying their products, or 
giving away sample products, or both, 
at the point of broadcast where an audi
ence has been created. Do they know 
within any reasonable margin of ac
curacy how often they give a sample 
product to the same person or display 
it tci the same group of people? 

It is known by the fact of long wait
ing lists of competitors in many quiz 
or other competitive audience broadcast 
shows that the turnover factor of actual 
participants is extremely high-most 
likely 99.9 per cent. On the other hand, 
particularly in the case of presentations 
which include community singing the 
turnover factor sometimes falls to 50 

Audience ''Turnover'' 
Factor Would be Vital 
To Sponsors 
per cent or lower, as many people make 
a habit of regularly attending such 
broadcasts even to the extent of booking 
permanent seats. The nearest possible 
guess (in the absence of any data on the 
subject) could only be to say that the 
turnover factor over all audience par
ticipation and audience attendance 
broadcasts over the whole of Australia 

. is somewhere between forty and a hun
dred per cent. It could even be far 
less. It seems doubly essential there
fore when dealing with figures repre· 
senting contact running into several 
millions annually, that the turnover 
factor be known within a reasonable 
margin of accuracy. 

"Turnover" in Listener Audience 
Now what about the listeners? What 

is the turnover factor in the listener 
audience as distinct from the attend
ance audience? Is there any relation
ship between the two? The problem 
is certainly provocative; the solution 
obscure. 

Reference to it was made in a recent 
issue of "Advertising and Selling" in 

• 
This radio sponsor 
holds his audience from 
8 o' clock until midnight 
every Friday in Albury. 
Country audiences look 
forward to radio shows. 

• 

America indicative that research some· 
what along the lines outlined above is 
being .carried out by the leading net. 
works in the United States. 

In an article contributed to that trade 
niagazine, Frank ,Stanton, director of 
research, Columbia Broadcasting Sys· 
tern, points out the difficulty of ascer
taining the true answer to such a ques· 
tion as how many people hear a specifk 
radfo campaign? An . audience mea
sured on a given day is a one-time 
audience only, and it tells nothing of 
the programs turnover in audience. 

"The turnover in radio audience," he 
writes, "is somewhat ha.rder to isolate 
and measure than almost any other 
kind of audience measurement. For 
the fa cts about radio turnover do not 
appear, clearly-defined and obvious, on 
the surface of broadcasting; researcher' 
have had to dig and dig deep for them. 
Such digging in the past six years bas 
brought to light one important but often 
neglected fact;, the number of different 
families a radio advertiser r eaches .in a 

(Continued page 10.) 
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Audience Participation 

What is the Turnover? 
(Continued from p·age 9.) 

month is very different from the num
ber of families the same advertiser 
reaches in a single broadcast. 

"It might be well to consider, for a 
moment, what the advertising signific
ance of monthly vs. weekly circulation 
is, before we examine the facts for 
radio. 

"Monthly circulation is important be
cause it is a familiar and practical ad
vertising unit. Many advertisers, for 
years, have based their efforts on 
monthly impacts; they aim at reaching 
a given number of families with their 
sales message once a month. 

The Revolving Audience 
"What happens on the air? How 

many different families does a weekly 
program reach at least once a month? 

"This figure cannot be determined 
from weekly audience measurements 
alone. 

"It depends on the rate of audience 
turnover for the particular program. 
And this article discusses some of the 
data now availa-ble on radio turnover, 
summarised from the work of many dif
ferent investigators. 

"Tm:nover in audiences is based, of 
course, on the fact that although many 
people will "follow" a pro.gram regu
larly, week after week-so that the ad
vertiser reaches them four times in the 
course of four broadcasts-there is also 
a revolving audience for that program, 
the people who listen to it once or twice 
or three times in a month. And those 
who listen even less than once a month. 

"It is an interesting point that the 
weekly change in the composition of 
the audience can take place without 
affecting the size of the audience each 
week. Perhaps the simplest way to 

• 
"Ginger" always pulls big visual 

audiences. 

A modern Pied Piper. A well-known national advertiser uses radio to charm a horde 
of young followers. Children are his best customers. 

make this clear is by analogy with mo
tion picture audiences. Take a movie 
house whose average audience at any 
given time in the evening may be 500. 
In the course of an evening, 1,500 dif
ferent people may have seen the pic
ture-if three showings were given and 
there was a complete turnover in audi
ence with each showing. People are 
entering and leaving the theatre all 
through the three showings of the pic
ture, but the average audience at any 
one checking-time is still 500. 

"When we check the audience of a 
radio program on any single broadcast, 
and repeat our checks week after week, 
we often find approximately the same 
size audience each week. But in the 
course of a cycle of broadcasts (com
parable to the three showings of the 
picture) a lot of different people have 
slipped into and out of - the audience. 
Thus, at the end of a given cycle of 
broadcasts, many more people have 
been reached at least once, than have 
heard any single program. 

What Surveys Reveal 

"There is seldom the complete turn
over in radio audiences that one ex
pects in an evening at a picture theatre. 
Each program is a different show each 
week and many people "remain in their 
seats" week after week. But the rest 
of the audience does change, and that 
creates the turnover in audiences. 

"Here are specific examples: 

"The International Silver Theatre (ac
cording to data from the Research Depart
ment of Young and Rubicam) was heard 
by approximately 8, 000, 000 listeners each 
Sunday. Yet they found that, in the 
course of a month, this program was heard 
by approximately 20,000,000 different 
people. Here, the turnover factor is 2. 5, 

since two and a half times as many people 
were reached in a month as in a week. 

"This pattern of radio circulation, where
by a single advertiser reaches such large 
segments of the total market in a month 
has been checked by other investigator~ 
under every circumstance, day and night. 
country and city. The pattern is probably 
shown most sharply in the initial studie• 
of the Nielsen Radio Index. The Nielsen 
Audimeter, which emerged from the labora
tory in 1938 ,after three years of growth 
and perfection, is a mechanism which, 
when attached to a radio set, automatic
ally records when the set was in use, what 
station it was dialed to, and exactly when 
the radio set was tuned from station to 
station. 

"The initial survey area covered 40,000 
square miles in Illinois, Wisconsin, Indiana, 
and Ohio. 

"H. L. Rusch, executive vice-president 
of the Nielsen Co., tells the turnover storr 
concisely and with the authority of exact 
measurement: 

" 'It is interesting to note (writes Mr. 
Rusch) that the number of people reached 
in succeeding weeks by a certain program 
is far greater than most people had sur
mised, even though the average rating of 
a program, in per cent of the total radio 
audience that tunes in, remains approxi
mately the same. 

" 'We show this outstanding and un
usual audience turnover in Chart 7. We 
show the number of different people reach
ed in one month or fo.ur broadcasts; and, 
in some cases this is nearly double the 
number of people reached in any one 
broadcast. 

" 'We also show the total number of 
people reached by the same programs in 
two months, and again in three months. 
With a program having a rating of 30 per 
cent, we notice that in three months' time 
it may have actually reached nearly 90 p~r 
cent of all radio families. Here again 1s 
very vi ta! information for sponsors . . . For 
five leading programs on the air once a 
week, we have found that the audience 
turnover factor. runs from about 1.7 to 2.3 
in four broadcasts. The same factor varies 
from about 1.9 to 2.9 ·for the same five 
programs over a period of two months. 
In a period of three months it varies from 
about 2.1 to 3.3.' 

"Here's further confirmation of the turn
over pattern, again in specific figures, this 
time based on studies made of the New 

(Continued page 12.) 
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The N.C.B.S. network consists of four 

ZB stations, individually covering the four 

major markets; collectively covering New 

Zealand. Four stations - at 4-station 

cost, doing all the job with no overlapping 

and no competition. With more than a 

million listeners, N.C.B.S. is the biggest 

and best advertising medium in New Zea

land - the strongest sales weapon ·in a 

spending, progressive community. 

Full Particulars from Radiovision 
Pty. Ltd., 61 Hunter Street, Syd
ney, ( B5453) or any Advertising Agent. 
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Audience Participation 

"Turnover'·' Surveys 
(Continued from page 10) 

York Philharmonic Sunday afternoon audi
ences. In a recent study conducted by 
Crossley, Inc., in ten selected cities, it was 
discovered that on one Sunday 14.6 per 
cent of all radio families interviewed hea rd 
the Philharmonic broadcast, and that on 
another Sunday two months later, 18.3 per 
cent of all families interviewed heard the 
broadcast. But exactly the same sample 
was used in both studies so that it was 
possible to determine how many of the 

·listeners heard both broadcasts, and how 
many were one-time listeners on either 
day. And Crossley found that, although 
the program had an average audience, for 
the two broadcasts, of 16.5 per cent-the 
total number of families who heard one 
or the other or both of two broadcasts 
was 28.9 per cent. That was its "rating" 
for two broadcasts, compared to an aver
age "rating" of 16.5 per cent on either 
broadcast. 

"As early as 1934, when Dr. Starch made 
the first comprehensive study of radio turn
over (published by C.B.S. in 'Ears and In
comes'), he found the same pattern de
scribed by the more recent investigations 
above. For example, in a Chesterfield 
series of programs on C.B.S., which was 
broadcast three times a week for 15 weeks, 
at the time of the field-work the investiga
tors found that 69.2 per cent of all radio 
listeners (in a carefully distributed cross
section of the entire audience) had heard 
this program often enough to be familiar 
with it. Based on 1934 radio statistics, this 
would indicate that approximately 36,000,000 
listeners had heard ·the program at one 
time or another. Measuring from the other 
end, the Market Research Corporation of 
America discovered that the size of the 
Chesterfield audience on a single broadcast 
was 8,000,000 actual listeners. Embedded 
in these two figures is the whole story of 
radio turnover and frequency of impres
sion: 

"Turnover: Four and a half as many 
people heard the progTam in 15 weeks as 
heard it in one night. 

"Frequency: Consider one person listen
ing one time as one 'advertising contact.' 
Then Chesterfield, in 45 broadcasts made 
360,000,000 'advertising contacts' at the rate 
of 8,000,000 a night. But the total number 
of listeners to these 45 broadcasts (ac
cording to the Starch study) was only 
36,000,000 people. It follows, by the 
simplest arithmetic, that 36,000,000 listeners 
were reached by the Chesterfield program 
an average of ten times each. Ten times 
36,000,000 gives us 360,000,000 'advertising 
contacts.' 

"The criterion of program circulation 
which has gathered most strength, and a 
measure of inviolability for itself, among 
advertisers to-da.y is found in the current 
C.A.B. and Hooper 'ratings.' These are 
practical audience yardsticks. But · they 
do not measure the audience a program 
accumulates in a month or span of months. 
That figure, of key importance to adver
tisers, is inevitably larger than the pro
gram's C.A.B. or Hooper rating." 

There was a microphone there! 

Sponsors like ''Tangible 
Evidence'' and Relatively 
Low Cost of Quiz Shows 

It is estimated that about this time 
in the United States of America the 
three major Networks are carrying about 
16 per cent of quiz programs on their 
evening schedules. Mary Louise Anglin, 
program manager of Compton Advert
ising Inc., contributing an interesting 
article to a recent issue of "Advertising 
and Selling" points out that whereas in 
terms of audience building this type of 
program has demonstrated · its potent
ialities in a marked degree, it also has 
another very important asset-its low 
cost in relation to other program types 
delivering a comparable audience. She 

And 1,200 people flock to see two famous 
radio personalities at Sydney Town Hall. 

points out, that among the half hour 
programs on the air in America, there 
is no quiz show costing more than five 
thousand dollars a week for talent 
while one of the most successful or 
these programs is actually produced for 
less than one thousand dollars. This 
latter show, in terms of audience (C.A.B. 
ratings) has averaged as well and In 
some cases better than other types or 
programs with talent bills as high as 
10,000 dollars." 

Miss Anglin continues 

"The cost factor, therefore, is import· 
ant not only in relatign to the quiz de
vice alone, but because of its possible 
effect on future program planning. Be
cause of its novelty element, interest 
in the quiz shows rriay wane; in the 
meantime, however, the sponsor ha 
learned that the cost of a show doe 
not necessarily determine its audience 
appeal. · 

Is it reasonable then to think tba 
he can be sold on the basis of name 
personalities. alone? In order to arrive 
at some kind of answer it might be 
wise to go back to 1936 before the first 
quiz show made its appearance. 

In April, 1936, 42 out of 62 networ~ 
programs depended upon importan 
name talent, and the competition \\:a: 
starting for name personalities - wbic t 
was to send the talent market far ou 

(Continuing page 14.) 
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Quiz Gives Tangible 
Evidence (Contd. from p . 12) 

of proportion to value received. In its 
"Ten Years of Network Program 
Analysis,'; The Co-operative Analysis of 
Broadcasting commented on the 1935-
1936 period : "Personality shows led in 
the amount of time on the air, as well 
as in popularity. I 

When 1937 rolled around, the list of 
"names had become even more impres
sive - approximately 40 per cent of the 
night-time programs were using import
ant personalities from the theatre, 
motion picture and operatic fields. 
These personalities were asking, .and 
receiving, as much as $5,000 per per
formance (and in some cases, more) 
for their services alone - although the 
size of the audience they delivered was 
not always in keeping with an expend
iture of this dimension. As a result of 
the emphasis on "names," a situation 
was developing whereby only those ac
counts with almost unlimited appropria
tions were in any position to bargain, 
and it was obvious that if radio was 
to continue as a medium of entertain
ment, some sort of compromise had to 
be effected in order to protect the ad
vertiser who had only so much money 
to spend and had to spend that money 
in the most economical way possible. 

PROFESSOR'S CLIMB. 
Then in the early spring of that year 

the first "quiz" show appeared: "Pro
fessor" Quiz. The Professor started his 
upwa.rd climb from the time his pro
gram first hit the airways and by the 
fall he had pushed his way up to 14th 
place in the Co-operative Analysis of 
Broadcasting report of half-hour night
time programs. To many individuals , 
the "Quiz" show was merely a fad 
which would spend itself in a compara
tively short time. This thinking was 
not general, however, and on the whole 
there seemed to be a healthy curiosity 
and interest in this new type of enter
tainment. Furthermore, it began to 
look as though the quiz show might be 
the compromise for which there was 
such a great need. 

Brisbane speaks. Queenslanders jostle each other to be near the centre of attraction 
-the microphone. 

NEW QUIZ TYPES. 

In the spring of 1938, a few more Holly 
wood personalities had been a dded to the 
number already established, but many of 
the theatrical and opera luminaries had 
bowed out; and among the half-hour shows 
was to be found a n ew quiz t ype of pro
gram-"Kay Kyser 's Musical Klass." 

In the fall of 1938, a program giving the 
revers e twist to the already established 
quiz show, was a uditioned around New 
York. Many of the best minds in radio 
turned it down ; it was over the heads of 
the average listener, they said. The pro
gram had the title "Information, Please." 
It went on the air in November, and as 
early as April, 1939, it was making radio 
history. " Information, Please" is not an 
inexpensive program by any mea ns, but it 
is still much below the talent budgets for 
certain t ypes of progra ms which, accord
i1<g to what figures are available, do not 
deliver a s sizeable an audience. 

NAME TALENT. 

To-day , only about 34 per cent of t he 
evening programs depend upon name 
talent; and · many of these programs are 
seasoned perennials, which, by vir tue of 
consistently good entertainment and show
manship, continue to lead the field . The 
personalities appearing on the remainder 
of the programs are, for the most part, 
featured players . Among the first 15 pro
grams listed in the C.A .B. report for May 
21, 1940, only four use name personalities 

Brisbane Town ·Hall fills to overflowing to 
greet radio personalities. 

which are associated with the theatre and 
pictures ; and of these, tI:ree had their 
start m .the theatre and arrived in pictures 
via rad10. There are no Metropolitan 
Opera stars among these 15 programs, and 
four of the shows cost les s than 4,000 dol
la rs for talent. 

Parenthetically, the recent contra ct made 
between the Bristol-Myers Co. a nd Eddie 
Cantor might be taken as a s ure indica
tion that the advertiser, using night-time 
radio, is becoming more and more insis
tent that his program must be made to 
pay out. The actual terms of t his contract 
are known only through rumour, but the 
fact that no denial was issued, when the 
story app_eared recently in the columns of 
trade papers, seems to indicate that it is 
s ubstantially correct. As will b e recalled, 
Ca ntor, in addition to an agreed-upon price 
for the program as a package, receives an 
added bonus for every point abov e 20 which 
the program obtains in the Co -operative 
Analysis of Broadcasting report-the more 
audience Cantor is able to garner, the 
more money he receives. 

POINT CONTRACT NOT NEW. 

This type of contract is not n ew to radio. 
In the case of certain daytime programs, 
it has been in effect for some time; but 
it is sufficiently new to night-tim e radio to 
have given rise to a · great dea l of discus
sion in the industry, and if it proves effec
tive , we may see other advertisers adopt
ing it . 

In making a contract of this k ind, the 
advertiser or his agency places a n added 
responsibility for the program's su ccess up
on the personality involved, beyond hi s 
" box office" appeal. In effect, the artist-, 
producer becomes a partner in t he enter
prise and he can be expected t o deliYer 
the maximum amount of effort in order to 
ensure the program's success. 

N ow to take up the question : " I s it rea 
sonable to suppose that the adv ertiser. c.an 
be sold on the basis of name p ersonalities 
alone?" Examination of current program 
practices alone wOuld seem to answer "no." 
vVe find: 

1. Advertisers, to whom prestige is of 
secondary value are less inclined to bll l 
" n a mes" than they w er e three years ago. 
(Sev eral comedians, famous a few year" 
ago, have failed to secure sponsors al~ 
though their agents h a ve b een hammenno 
the agency doors constantly.) . e 

2. The "idea" show, a s embodied Ill the 
curr ent "quiz interest" has proved to ~ 
an · economical buy both from the stan . · 
point of ta.lent expense and size of audI· 
ence deliv ered. " . 1_ 

3. The success of the "quiz sh ow 11 
dicates that the basic e ssentials of en~;~ 
tainment are as important in radio a s t ·n·
are in an y other medium of entertai ,. 
ment; because without them the quiz shO' 
never could have succeeded. } 

(Continued opposite page. 
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Audience Participation -- Plan to Lure Listeners 
To Theatres 

In America, where, it is repor ted 
audience participation has reached its 
peak of popularity with the public, it 
is not surpr ising to find the heads of 
the motion picture industry somewhat 
disturbed and the exhibitors having their 
hair turn grey with worry and their 
eyes green with envy as the full impact 
of this rapid radio growth smacks down 
on the box office. 

In this regard there appeared an in
teresting note in a recent issue of New 
York's "Radio Daily" which ' read :-

Happy hours spent by mothers and their youngsters mean many pounds, shillings 
and pence spent with the sponsor. 

A plan to check the "decided drift to 
radio on the part of the public" was 
offered to motion picture exhibitors 
throughout the country yesterday. Term
ing "the broadcasting of night baseball 
games, political conventions, champion
shir> prize fights, war news and special 
events, all parts of radio's legitimate 
functions as a public service" as t he 
chief cause for the drop off in theatre 
attendance, spon'sors of the plan ad
vocate the banding together of 10,000 
movie theatres, which "could offer nat
ional advertisers approximately 40,000,-
000 screen circulation weekly, a circul
ation far in excess of that offered by 
radio" in order "to combat the encroach
ment of radio." 

11 W aning of the Stars 11 (Continued from opposite page) 

4. Having become more conscious of 
what makes radio tick, the advertiser will 
demand more for his money in the way of 
ound program pla nning. 

If all this is true-wha t, 
t.e done about it? 

then, should 

A "new idea" is an extremely ha.za.rd
•US vehicle for the a v erage agency to 
handle, because even though it contains 
··lements which seem to indicate its poten
tial power, it is difficult to sell: the aver
.ige sponsor wants proof. So until the 
time when some enterprising advertiser 
will take a gamble on what he believes will 
make a good program, the majority will 
ha,·e to mark time and make use of what 
1< available in the way of "tested" de
\ices. Once a new idea becomes estab
lished, many will rush to climb on the 
bandwagon. 

Since this is true, the · only solution to 
the problem of the "idea show" would seem 
to lie within the provinces of the networks . 
nn local stations or on the networks, it is 
l>Ossible to "test" a program on a sus
tain ing basis and in this way the networks 
ha \' e the means to do the a dvertiser a 
~rea t service. 

Leaving the " idea show" for the 1110-

nen t-why did the average "star" vehicle 
f.lil '! F'rom the evidence at hand, the a.n
wer seems to . lie in program structure and 

material. A star is only as good as the 
lCr1pt he is given. This is as true in radio 
s it is in pictures and the theatre . Un-

f'>rtunately radio paid littl e attention to 
the lessons to be learned from the more 
mature forms of enterta inment, and in too 
many cases, the star was forced to accept 
niat~ria.l which was not adaptable to his 

•1r t icular talent. li'or example, one of the 
reatest names in our theatre to-day , if 
:•t the greatest name, failed to draw a 
izeable audience a few years ago for this 
e~r reason alone. To begin with, the 
~ icle selected was unsound and because 

, r this, the writing itself suffered. There-
' e, What might have been a great radio 
~~~ess, turned out mediocre. If, howev er, 
h~ ead of superimposing the material on 
ndivs.~ar, the producer had first sought the 
his 1 ua1 program which was written for 
ffe star, the story might have been very 

rent. 

Therefore, the answer would seem to lie 
in a closer appraisal of the basic structure 
of a program, and a greater efficiency in 
planning and production. This applies to 
any program-from the simplest quiz show 
to the most elaborate variety program, but 
too often it has been overlooked. 

If the quiz type of entertainment has 
pointed the way to a closer application 
of this general rule to a.II program pro
blems, it will have done the radio busi 
ness a great service. 

KEN HOWARD 

In a six-page letter to exhibitors, 
sponsors of the plan, Eddie Bonus and 
Walter Hall, veterans in the motion 
picture exploitation field, declare that 
"dual and triple bills with lolly pops 
and a double dip of ice cream to every 
patron, pots and pans, dishes and other 
premiums are punitive measures of en
ticement when compared with brand of 
entertainment, special features and prize 
contests dished out by radio on a nat
ional scale without obligation or cost 
to its listeners ." 

The Most 
Outstanding 

Service in 
Australia! 

Popular 3XY Racing Commentator now broadcasts in Extended Service 
to cover Country Race Meetings in add"ition to all Metropolitan 
Meetings! A service never previously attempted by an Australian 
Radio Station! Further proof, indeed, that listeners are always 

Entertained and Served by-

• . . . . . . .. 
• YOUR • 
• BEST BET 

FOR A • 
SPOT 

•ANNOUNCEMENT• 
CAMPAIGN 

• • 

• • 
••••••••• 

SYDNEY 
REPRESE'.NTATlVE: 

D.-N. SCOTT 
Watson House, 

Bligh Street, 
Syd,ney 

3XY 
"THE QUALITY STATION " 
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Audience Participation 

EXTENDING SCOPE OF INTEREST 
TO INTERSTATE LISTENERS 

(By H. G. HORNER.) 

The measure of success which any 
audience participation session attains is 
necessarily in direct ratio to the extent 
to which the radio audience can be 
given a sense of personal participation. 
That was one of the problems which 
were encountered when the first of the 
Jack Davey Jackpots was relayed to 
other stations. 

Since then, when the extension of 
these relays has embraced practically 
all States of the Commonwealth, it has 
become a major consideration. 

Jack Davey, as an individual, was 
practically unknown to listeners in 
other capital cities, and many of the 
stations which were to carry these pro
grams already had closely similar ses
sions conducted by their own personali
ties. 

The first aim, therefore, was to secure 

One of the interesting factors in 
the growth of audience participa
tion programs has been the extent 
to which some of the sessions 
have gone on National relay. 

The natural development of 
that trend has been the efforts of 
the stations concerned to attract 
and hold the personal interest of 
listeners far removed from the 
studio from which the broadca,sts 
emanate. 

In this article, Mr. H. G. Horner, 
general manager of the Macquarie 
Network, discusses some of the 
points of this problem. 

the inclusion in the session of as many 
interesting names as possible. This 
was achieved with the co-operation of 

SHOW IBlUJSDINJIESS 
AUDIENCE PARTICIPATION 

All playing to Capacity houses 

STATION 2SM SYDNEY 

PROUDLY PRESENTS ITS PERSONALITIES 

A N D Y OU R C U S T 0 M ER S I N 

Cuckoo Court ... . . . ..... . . Sunday ......... . ... 9.45 to 10.15 p.m. 
Back Yard Concert . . . . . .. . Monday ... . ... ... .. 9 to 9.30 p.m. 
"What Would You Do?" . ....... Tuesday . . . ... . . 8.15 to 8.30 p.m. 
"Radio Razzle Dazzle" ....... .. . Wednesday . .. . . .. ... 9 to 10 p.m. 
Gateway to Fame. . . . . . . . . . Friday. . . . . . . . 9 to 10 p.m. 
Kiwi Kollege. . . . ... Saturday . . . . . . . . .. . .. 6.30 to 6.50 p.m. 
"Customer Speaks" . ... Mon., Tues., Wed., & Thurs. 

11.30 to 11.45 a.m. 
Musiquiz. . . . . . . Sunday . . . . . . . . . . . . 10.15 · to 10.30 p.m. 
Community Singing . . . Friday. . . . . . . .. 3.30 to 4.30 p.m. 
The Gang . . . . Mon. to Sat. inclusive. .· 5 to 6 p.m. 
Studio Community Sing-Song. . . . . Tuesday .. . . . . 1.15 to 1.45 p.m. 
Town and Country Quiz . . ... .. . Monday.. .9.45 to 10 p.m. 

Thousands of listeners awaiting their turn to participate rn 
these broadcasts agree, as they buy, that 

2~M SIEILILS MOR.IE 
"All the world's a stage, and all the men and women merely players" 
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relay stations, who individuan 
throughout the week, ~railered Y, 
nouncements for those sess10ns in Whan. 
listeners were asked to submit entr·lch 

The response was immediately .1es. 
fying, and listeners in Perth, fo;1at1. 
stance, were interested to hear n 111• 
of local residents win.ning prizesa~es 
question entries submitted. or 

The next step aimed at actual 
ticipation in the sessions thems 1Par. 
by listeners from the coverage are~ Ves 
the relay stations. In this, also \~f 
Network stations co-operated 100' e 
cent by constantly inviting member Per 
their audience if, and when, they P~ of 

d t . 't S d ian. ne o v1s1 y ney, to first mak 
arrangements with the local station 1 e 
participate in the session broadca 0 

from Sydney. st 
Carrying the thought still further w 

have endeavoured, as in the cas~ 0~ 
Cottee's program, "Hot or Cold Jack
pots," to give the session a complete! 
interstate character. This session, co:. 
ducted along the lines of the old game 
"Animal, Mineral or Vegetable," call ' 
on the competitor in the studio to dis~ 
cover the identity of some object, which 
is known both to those in the studio 
and to the radio audience. ' 

At least one object in Melbourne or 
Victoria is regularly included among 
the four problems which competitors 
are called· on to solve. As a matter of 
fact in one recent session a Melbourne 
visitor to Sydney quite by chance was 
called on to solve one of the Melbourne 
problems. 

'Vorking along these lines. we have 
found that the session. ceases to be a 
Sydney program, broadcast by, and for 
the benefit of, Sydney listeners; becom· 
ing instead an Australian entertain· 
ment program, broadcast certainly from 

· Sydney, but including in its personal 
interest all corners of the Common· 
wealth. 

Fourteen thousand members of 3AW'• 
Women's Association, some weeks a9o, 
completed their drive to raise £500, with 
which to · purchase a Field Ambulance for 
service overseas. Recently the ambulance 
itself was formally handed over to the 
Ordnance Branch at a special presentation 
ceremony. Association is now working to 
raise £350 for a portable X-ray apparatus 
for war service. It is hoped that the sum 
will be raised in its entirety by a special 
"Victory Carnival," to be held in Mel· 
bourne Town Hall next month. In the 
picture L. to R. Mr. Rowe (pres., R.A.C.V·/ • 
Miss V. Uren (organiser 3AW Womens 
Association), Maj.-Gen. ' ·Williams, Miss 
Gwen Varley (director 3AW Women's As· 
sociation). 

''RADIO HOMES" NO LONGER 
5HOWN IN P.M.G. LICENCE 
FIGURES 

irhen the usu~l quarterl_r figures on 
, ireless licences m _Australl_a as at June 

,1 were recentl:l'. issued, it was seen 
tha t those sho"'.mg t~e percentage of 

, 111 85 fittted with "'.1reless sets, was 
iminatecl. The Dll"ectm-General of ;he r.M.G.'s Department was asked 

"bn t }Jacl happened to canse the elimi
if ion of these very valuable figures. 
The official reply 1s as follows:-

Referring to ,·our letter of October 4, 
chang·e in the forn1 of the quarterl y 

·urn of u:-:~ ene1·s' licence~ ,,·ithi~ 25 and 
rn ilef' radu of broadcasting· stations w as 
j(led upo11 onl y after a careful con

.\t:ration of all relevant factors. 
.., Even before the chang·e became de
·1;1e for the purposP of conserving stocks 
pn ner. the department had contemplated 

,. 11e · alteration b ecause it was thought 
; the colun1n containing· particulars re

. ,11 o · t o d'Yellings ·was in some cases 
d~ to conve y a fals e impres sion of the 

, •uni position. This was clue to the fact 
•·' t the population statistics are based on 

I • 1!133 Census. · 
:1 . lf the department had continued to 

r··pare the return in the Rfu11e form, in a 
li ir t ti1ne it Vi.rould have sho\vn more than 

11 licences for every 100 dwellings. Whilst 
lmitting that s uch a state of affairs is a 

1• ,,sibiliO» the dep:;trtment could not, in 
tilt' light of the daily reports of Wireless 
1.·1·ence Inspectors, accept. the figures as an 

1·l· urate indication of the position within 
_ -. nr 50 iniles of any broadcasting· station. 

"4. The densit'' of licences to 100 of popu
. 1i on is probably slightly over-stated for 
1he s:i.me r eason , but it is not so obv iously 
11isleading as in the case of dwellings. In 
•he absence of more up-to-date population 
1at istics, it is r easonable to work on the 

1 •: : :~ figureR to give an approxiJnate idea 
r t he position in the various centres. 
·· :. . The de1iartment would be reluctant to 

1 1,lke any change which would reduce the 
·:i i rnlue of the statement, but it is satis-

1,,.rt that th e abridged form gives to those 
"ho are inte1·ested in a reliable guide for 

II practical purposes to the licence den
t)· throughout the Commonwealth." 
It would a-ppear from the last para

~ra ph of the letter that broadcasting 
ta lions and commercial advertisers 

"Pre quite satisfied with the figures as 
girnn without the percentage of radio 
ho mes. Accepting· the department's ex
i>la:ia ti on about the figures being faulty, 
tt is. of course, impossible to carry on 
tha t system. It is very much to be re
nettecl that the statistical branch of 
1he Commonwealth Government is not 
in a position to indicate the number of 
ho uses in various localities, or to go so 
close to it that these wireless figures 
rould be accepted as reliable. 

In some places it is accepted that 
ahout 4.3 persons per home is a good 
•rernge. but possible present-day 
~l(·ll!:es, :Vith the lower birthrate apper· 
ammg rn Australia, may alter this 
~~ure and bring it down even below 
'lllr persons per house. 

CANTEEN PROFITS 
Quite a b •Jl Jl ens num er of people wonder what 

... , · to the profits of our Army can
. ~t · These profits are distributed b y the 
·1 eveens Board for the benefit of the troops. 
ldie , are ~secl sole.ly for the use of the 
~1.8 · . ::\ u1~1ero11 s iten1s, not inc lude d in 

1 ·a. 111 ' regnnen a r e boug·ht b'' th e board 
.. , rntributecl to the troops . Other ite m s 
·rt ""11;eles s sets- are also purchased. In 
Wh " 1_a teve'.' is thought to be lacking 

n ate\ er will b e for the well-bein~ of 
··inun\en in. camp, to the limifs of 0 the 
, •fits. a\"a1labl e. i s obtained from such 

You, as a progressive advertiser, know that you can't get 
along without co-operation - co-operation down · to the last 

degree . . 

A progressive Radio Station is equally aware of this fact. It 
knows that if it is to do a good selling job on behalf of its 

advertisers it must be able to rely on the wholehearted 

co-operation of listeners. 

Such co-operation is illustrated in the following data, which 

shows the response of listeners to appeals made on behalf 

of the soldiers in camp. 

2UE thanks ·its listeners for contributing (among other things) :·-

Smokes 271,040 

Socks, Scarves, Pullovers, etc. 1;033 

Wireless Sets 98 

Pianos 3 

Gramophones 56 

GaQJes, Books, etc. 7,883 

Furniture and Sundries 501 

Cash donations were plentiful, and War Savings Certificates 

to the value of £7,000 were taken up through the Station's 

Group. 

·Listeners respond m the same 

wholehearted fashion to your 

sales message broadcast through 

RADIO lUE 
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aroadcast. Listeners Licences in Force .in Metropolitan and Country 
Areas and within · .25 and 50 Miles of Principal Cities and Towns 

{Note: In each case the 25 miles figures appear above the 50 miles figures.) 

NEW SOUTH WALES. 

Locality 
Metropooli tan 
Country 

State . . . . 

Sydney 

Albury 

Anni dale 

Bathurst 

Bega . ... 

Broken Hill 

Canberra .. 

Cessnock . . 

Coo111a. 

Corowa 

Cumnock 

Deniliquin 

Dubbo 

Goulburn 

Grafton 

Griffith 

Gunnedah 

Inverell .. 

Katoomba (25) . . . . 
(50) Inc. Metro. 

Exe. Metro. 
Kempsey .. 

Lis1nore 

Lithgow 

Lochinvar 

J\>foss Vale 

Mudgee . . 

Murwillumbah 

Newcastle 

Orange 

Parkes 

Singleton 

Tamworth 

>Vagga. Wagga. 

Wollongong (25) 
(50) Inc. Metro. 

Exe. Metro. 
Young ... . 

% of 
Licences Pop'tion Pop'n 

262,340 1,302,890 20.13 
195,916 1,479, 721 13.24 

458,256 2,782,611 16.47 
-----------

277,803 
295,294 

. - 4,493 
9,354 
2,334. 
3,230 
3,509 

13,230 
1,536 
3,014 
5,089 
5,097 
3,180 
5,361 

40,592 
46,392 

781 
2,750 
2,181 

11,244 
1,034 
9,652 

756 
4,782 
2,199 
5,006 
3.342 
7,910 

·3,284 
5,352 
1,434 
3,806 
1,266 
5,296 
1,626 
4,516 
7,081 

157,838 
26,668 

2,547 
4,580 
8,792 

12.345 
5;989 

13,845 
39,524 
45,524 

3,355 
19,046 

1,735 
4,287 
5,146 

14.518 
39,078 
45,485 

4,313 
9,278 
2,567 
4,928 

.6,072 
43,695 

2,826 
6,073 
3,880 
8,577 

12,340 
290,415 

28,075 
2.054 
1:484 

1.388, 713 
1,504,132 

30,588 
68 .808 
16;138 
31,56.2 
27,114 
93,390 
10,323 
20,321 
27,532 
28,257 
15, 738 
33,586 

216,905 
259,535 

5.290 
15:828 
23.646 
s1:131 
10;2so 
71,758 

6,550 
38,225 
16,559 
31,277 
23,573 
61,541 
20.335 
42.314 
13,364 
34,831 
10.190 
47.214 
13:383 
38:502 
38, 761 

820.132 
168:687 

18,827 
40,180 
59,611 
96.492 
34:967 

100: 730 
192,089 
246, 782 

22,917 
114,179 

13,473 
35.694 
38:615 

106:250 
198,969 
242,606 
30,058 
79,855 
17,577 
43,808 
52,955 

242,662 
21, 613 
50,312 
27,672 
73,086 
57,415 

1,449,963 
147,073 

17.039 
56: 728 

20.00 
19.63 
14.68 
13.59 
14.46 
10.23 
12.94 
14.16 
14.87 
14.83 
18.48 
18.03 
20.20 
15.96 
18.71 
17.87 
14.76 
17.37 

9.23 
13.86 
10.05 
13.45 
11.54 
12.51 
13.28 
16.03 
14.17 
12.85 
16.14 
12.64 
10.73 
10.92 
12.42 
11.21 
12.15 
11.72 
18.26 
19.24 
15.80 
13.52 
11.40 
14.74 
12.79 
17.12 
13.74 
20.57 
18.44 
14.64 
16.68 
12.87 
12.01 
13.32 
13.66 
19.73 
18.74 
14.34 
11.62 
14.60 
11.25 
11.46 
18.00 
13.07 
12.07 
14.02 
11.73 
21.49 
20.10 
19.09 
12.05 
13.19 

VICTORIA. 

Metropolitan 
Country 

State . ...... . 

217,400 1,046,750 20.77 
130,864 840,528 15.56 

348,264 1,887,278 18.45 

Locality 

Melbourne 

Ballarat 

Bendigo 

Charlton 

Colac .. 

Geelong (25) 
50) Inc. Metro. 

Exe. Metro. 
Hamilton .. 

Horsham 

Lubeck 

Mildura 

Sa.le .. 

Shepparton 

Swan Hill 

Warragul (25) 
(50) Inc. Metro. 

Exe. Metro. 
\Varrnambool . . . . 

Licences 

229,139 
. _251,417 

10,344 
30,129 

8,630 
17 ,617 

1, 785 
6,147 
:J,991 

15,868 
11,719 

252,779 
35,379 

2,706 
8, 607' 
3,548 
7,643 
3,875 
8,508 
3,818 
4,056 
2,655 
8,768 
4,747 

11,642 
1,834 
4,374 
7,307 

37,594 
23,483 

4,007 
9,281 

Metropolitan 
Country 

QUEENSLAND. 

78,884 
72,268 

% of 
Pop'tion Pop'n .. 
1,128,281 20.30 
1,250,157 20.11 

66,845 15.47 
161,826 18.61 

53,605 16.09 
126,451 13.93 

15,567 11.46 
45,168 13.61 
21.045 18.96 
9!1,699 15.91 
63,5% 18.42 

1,202,914 21.01 
156, 164 22.65 

16.464 16.43 
55,555 15.49 
16,047 22.11 
44,380 17.22 
20,857 18.57 
55, 451 15.34 
22,962 16.62 
27,560 14.71 
16,563 16.02 
49,869 17.58 
33,435 14.19 
85,566 13.61 
13,425 13.66 
35, 073 12.4 7 
41,645 17.54 

220,576 16.56 
152,760 15.37 
27,505 14.56 
50,119 18.51 

326,000 24.26 
689,927 10.47 

State . . 151,152 1,015,927 14.88 

Brisbane 

Atherton 

Ayr 

Bundaberg 

Cairns .. 

Charleville 

Dalby .... 

Gympie .... 

Ipswich (25) 
Inc. Metro. 
Exe. Metro. 

Ipswich (50) 
Inc. Metro. . . 
Exe. Metro. 

I<::ing-aroy 

Longreach 

Mackay .. 

i\'1aryborough 

Oakey 

Rockhampton 

Roma .... 

Too\voomba 

\\Tarwick 

86,223 
92,543 

1,809 
6,526 
1,846 
7,098 
3,614 
6,706 
3,375 
6,241 

557 
648 

1,235 
9,643 
2,426 
8,448 

86,491 
7,607 

97,275 
18,391 

2,449 
4,278 

652 
657 

3,678 
4,181 
3,161 
8,439 
7,323 

11,793 
7,310 
7,825 

808 
1,350 
8,176 

19,142 
5,211 
6,564 
2,442 

12,665 

375,674 
428,109 

17,625 
52,404 
12,375 
41,529 
22,518 
46,421 
23, 745 
48,850 
3,742 
5,067 
8,198 

59,370 
24,390 
68,492 

22.95 
21.62 
10.26 
12.45 
14.92 
17.09 
16.05 
14.45 
14.21 
12.78 
14.89 
12.79 
15.06 
16.24 

9.95 
12.33 

374, 778 23.08 
48,778 15.60 

455,964 21.33 
129,964 14.15 

16,092 15.22 
35,789 11.95 

4,041 16.13 
5,062 12.98 

22,860 16.09 
29,065 14.38 
20,190 15.66 
53, 527 15. 77 
47,928 15.28 
83,064 14.19 
41,908 17.44 
47,944 16.32 
5,045 16.01 
8,492 15.90 

53,241 15.36 
123, 059 15.56 

28,533 18.26 
40,055 16.39 
21,209 11.51 
88,339 14.33 
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SOUTH AUSTRALIA . 

Locality 
Metropolitan 
Country . . . . 

State . . 

Adelaide 

Crystal Brook 

Mount Gambier 

Murray Bridge (25) 
(50) Inc. Metro. 

Exe. Metro. 
Port Augusta 

Port Lincoln 

Renma.rk .. 

Licences Pop•t· % Of 
ion Pop'" 

79, 717 322, 990 24 r. 
45,211 281,028 16:,'. .• 

124,928 604~ 

85.877360:928---;-;; 
92,828 403,926 ?09" 
5,296 25,349 20:,~ 

10,085 50,128 201~ 
1,9~8 13,147 14·5• 
4,462 25 103 1-· --
3,999 18:696 2;·3~ 

91,462 395,900 23.JO 
11, 743 72,910 16:11 

1,312 6 012 ?1 8" 
2,577 13: 778 is:,~ 

931 4,362 21.31 
1,563 7,196 21 , .. 
2,562 11,159 2?96 
3,161 21,501 14':10 

WESTERN AUSTRALIA. 

Metropolitan 
Country 

State 

Perth .. 

Albany 

Bun bury 

Collie . . 

Dardanup 

Gerald ton 

Kalgoorlie 

Ka tanning 

Merredin 

Narro gin 

Northam (25) 
(50) Inc. par. Metro. 

Exe. Metro. 
Wagin .... 

52,595 224,800 23.40 
35, 195 241, 116 H.60 

87,790 465,916 18.84 

54,084 
55,978 

1,172 
2,036 
2,592 
6,502 
2,446 
6,524 
3, 752 
6,484 
1,071 
1,290 
4,938 
4,938 
1,436 
2,806 

779 
2,327 
1,192 
2,921 
1,929 

17,536 
4,385 

740 
3,403 

242,883 22.26 
254,939 2u:, 

ii,539 21.l:. 
9,416 21.6~ 

15,086 17.IS 
33, 848 19.21> 
11,430 21. 39 
35,470 18.3!• 
19,904 18.8:. 
34, 777 18.64 

7,270 14.7:1 
9,984 12.92 

21,390 23.llS 
23,257 21.2:1 

6,010 23. 89 
14.537 19.30 
5,170 15.06 

15,031 15.4, 
6,016 19.81 

15,847 18.4~ 
12, 782 15.0'.I 
93,982 16.6:. 
37, 782 ll.60 
4,387 J6.8ti 

17,767 l!l.Jj 

TASMANIA. 

Metropolitan 
Country 

State .. 

Hobart 

Burn ie 

Derby 

Devonport 

Kelso .... 

Launceston 

Queenstown 

Ulverstone .. 

13,392 65,450 20.4ti 
28, 799 176,126 16.35 

42,191 241,576 17.46 

18,650 
20,J:43 

4,825 
8,477 
1,365 

10,464 
5,901 

16,271 
. 2,870 
16,339 
10,106 
14,643 

1,781 
2,093 
5,977 
8.604 

89,579 20.s2 
106,839 18.85 

27 ,236 Ii. 72 
48,377 17.52 

9,009 15.15 
55, 828 18. 7f 
31,603 18.li; 
86,597 18. 79 
18,804 15.2• 
90, 769 JS.I' 1 

51,497 19.6: 
82, 196 17.~l 

6 932 25.69 
' 21.'4 9, 719 • 

32, 794 l 8.23 
47,864 17.9S 

Note: To conserve our stocks of paper. 
the form of this return has been alter~d. 
The percentage of dwellings equipped ,nth 
wireless receivers has been omitted but the 
figure may be estimated by multiplying th4e 
fig·ure shown in the fourth column by ' 
that being the approximate number of per
~ons per dwelling. 

In 1905, Australian audiences laughed and sang with 

Irving Sayles, who enjoyed the overwhelming popul

arity of a great showman. 

In f940, the ·best traditions of the past m ,the caval

cade of entertainment, are pre-eminently manifested 

tn the delight · of the Commonwealth-wide audiences 

in their most popular entertainers, the C.B.N. This 

celebrated chain of show-stations does more than en

tertain its vast audience, IT BRINGS FAME TO 

YOUR PRODUCT. 

C.B.N. Sales: 
Sydney: 49 Market St. 

Melbourne: P. Sullivan, 18 Queen St. 
Brisbane: 4BC, Queen St. 

• 
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''ENEMY WITHIN'' 
Every time you see the Defence Department's posters-"The· Enemy 

Listens"-remember that this service is available to your listeners. 

This forceful radio drama is thrilling 
large audiences on both sides of the 
Pacific ... latest releases include 3UZ 
Melbourne (4 episodes weekly) and two 
Californian stations ... is now available 
to your listeners in book form. Stations 
broadcasting this spectacular feature 
can render a valuable listener service 

by supplying this book at a retail price 
of 2/- a copy. The book will definitely 
be sold only through radio stations up 
to December 31, this year, and an at
tractive scale of rates based on quanti
ties enables you to show a worthwhile 
profit on the service. Send for a sample 
copy ( 1/9 to stations) to-day to .. 

AUSTRALIAN RADIO PUBLICATIONS PTY LTD. 
BOX 3765, G.P.O., SYON EY. 

Merely attach a list of your listeners' names and addresses to your ·order, we'll 
look after the mailing. 
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"TIME FOR A CAPSTAN" 
THROUGHOUT AUSTRALIA 

W. D. and H. 0. Wills have releas d 
their broadcast campaign of time sign~t 
announcements on a total of 20 stations 
throughout the · Commonwealth. Th~ 
announcements are placed on a thre 
and four a ·day over six and seven day: 
a week schedule. 

The new line-up of stations for the
campaign shows a. slight decrease in 
the number of metropolitan stations 
used ; but an increase of country st~
tions, over this sponsor's previous 
anangements. 

Stations carrying the time signals in
clude 2CH, 2GB, 2GZ, 2HR, 2KO, and 
2WL; 3DE-LK; 4BC-SB, .4CA, 4trOf, 
4WK ; 5AD-MU-PI-SE; 6IX-WB and 
7HT. 

DUNLOP PERDRIAU RUBBER 
CO. SPONSOR DR. GODDARD 

An outstanding feature presented 
over Queensland radio, Dr. W. G. God
dard's "Book of Time," now enjoying 
its seventh year of popularity over Sta
tion 4BC, has always been sponsored_ 
Indication of his popularity is amply 
illustrated by his recent appeal for an 
elementary trainer .'plane for young 
Australian pilots. He launched this 
appeal with tlie object of raising 
£ 15,000, the estimated cost of the 
'plane, but within two weeks, sufficient 
money has reached the studio from all 
over the country for the purchase of 
two planes, and a gratifying surplus 
of money was still on hand. Now the 
aim is a whole flight of 'planes. Dr. 
Goddard's weekly "Book of Time" is 
now sponsored by the Dunlop Perdriau 
Rubber Co., and is presented every Sun
day night at 5.50, running for 40 
minutes . 

YOUTH AT THE HELM! 

On Wednesday, October 16, youth took 
charge of the Martin Place War Loan AP~ 
peal in Sydney, and stars of the "You! 
Show," sponsored by Colgate ~ PalmoJ1ve, 
were well tc the fore . From the bridge of 
the model battleship in Martin Place, Robin 
Ordell, of 2GB, compered the lunch-hour 
program and did the "commerical an~ 
nouncements" on behalf of the War Loa~ 
appeal. Both Arthur Ward (baritone) an f 
Joy Nichols (comediene and sin!;Jer) ~
" The Youth Show," were given rousing r 

. ceptions and ·had to be called upon for en1·1 
core numbers. Artists and speakers, -~e 
under 21, put on a show equally impres51 ~ 
as anything heard during the wee k's ap 
peal. 

Audience Participation --

STOKES SALES MANAGER 
Of 3XY 

Following the resignation of Jack 
Clemenger, former Australian tennis 
-tar, the management of 3XY Melbourne 
has appointed George Stokes as new 
,ales manager. 

stokes is an experienced radio execu
tive, having had considerable experi
ence in that sphere in America and in 
,everal Australian States. 

Following an outstanding course at 
the University in Economies he entered 
the radio advertising sphere in the 
London office of Percival White Inc., 
~tarketing and Merchandising Counsel 
of New York. Having served in that 
office for a year he was · transferred to 
Xew York as assistant accounts execu
tive to Mr. White, senr. After four 
years, during which he handled many 
big American radio accounts, Stokes re
turned to Australia in 1934 to take up 
an appointment with 2UE Sydney. On 
the form'atioi1 of the Macquarie Net
work he was associated with that or-
11:anisation for a considerable period, 
having been sales manager for 4BH 
Brisbane. 

A specialist in commercial radio sta
ti~tics Stokes has written many articles. 
on radio advertising, and has just com
pleted a comprehensive book on the 
uhject. He will take up his new posi-

1ion with 3XY this week. 

Having a true appreciation of the value :r statistics to radio advertisers, George 
· tokes has put several years of research 
nto the subject in association with Aus

tralian commercial radio. 
'\"hen questioned on his Stokes-Solomon 

inethud of audience survey by rental 
-r·:ups by a "C.B." representative, Stokes 

•11d that unfortunately many statistics 
'"'h as were available in the U.S.A. were 
nt available in Australia but that in de-

f "ing the rental group ' method he had 
.;;und What he claims to be a foolproof 
heea~s . of gaining vital facts which would 
,. 0 immense value to commercial broad
thsti~g in this country. He contends that 
1 ;Ir ouse rental that a person is able and 
nd tng !o pay is by far the most certain 

'•!lex o! the spending power, cultural, in-
'&enc~ and evolutionary standards than 

,.11 e mcome he earns. The fact that 
..,~a~ groups are available and. e~sily ob

i· e makes the svstem of stat1st1cs com
.ng comparatively simple. 

PRIZE WINNERS 
ENTERTAINED 

The 2U E Sydney program, 
"Twisted Tunes," featuring 
Bruce Anderson and Flo Paton, 
the station's pianist, is fast 
mounting the scale of popu. 
larity, and hundreds of en
tries for the "Twisted Tunes" 

· competition have been re. 
ceived. As a reward to lis
teners who sent in similar 
tunes, Greater Union Theatres 
invited them to a screening of 
"The Shop Around the Cor
ner/' a forthcoming feature 
starring Margaret Sullivan and 
James Stewart. In order to 
entertain all the entrants two 
screenings were arranged on 
October 15 and 16. 

Mr. George Stokes. 

Advertisers who are as not yet "air 
minded," Stokes went on to say, are 
simply defeating their own ends. Adver
tisers who still trifle with such questions 
as "Do people listen to radio?" or "Do 
they take notice of radio?" must quickly 
realise that you can't boil eggs on a radio 
set-the only utility a radio set has is to 
receive programs. Further, every well 
conceived and soundly constructed program 
has a growing audience. Taking the aver
age life and cost of a radio set into con.
sideration, together with maintenance and 
license, it costs the average listener ap
proximately £4 per annum to listen, he 
says, and that, in itself is a sufficiently 
strong argument to convince the doubtful 
that radio to-day has become a necessity 
and therefore the strongest advertising 
force in the community. 

The spoken word through radio, Stokes 
went on in reply to a "C.B." question, has 
a far wider sphere of influence than any 
other means of communication because it 
can reach infinitely further than the print
ed message . 

N.S.W. WAGES TAX. 
In his recent Budget speech, the New 

South Wales State Treasurer announced 
that resident persons, with dependents, 
earning up to £4/5/ - per week, and per
sons earning £3 a week, would be exempt 
from the payment of Employment and 
Social Services Taxation. This exemption 
applies forthwith . 

A.E.R. Fox Manager . 
of 2CH 

Mr. A. E. R. Fox, who is well known 
in the commercial broadcasting indus
try, has been appointed manager of Sta
tion 2CH Sydney, having been transfer' 
red from the position of manager of 
3BO Bendigo .. 

This became necessary following the 
appointment of Mr. T. Spencer, who has 
been manager of 2CH for the past four 
years, to the position of assistant mana
ger of the A.W.A. broadcasting division. 

Mr. Fox takes over the managership 
of 2CH with a record of considerable 
experience in wireless communication, 
and particularly in br.oadcasting in vari
ous States. Prior to his appointment 
as manager of 3BO he acted in a similar 
capacity at 2GF Grafton. 

Before joining the broadcasting de
partment of Amalgamated Wireless, Mr. 
Fox was attached to the marine depart
ment of the company, and previously 
was engaged in the National Broadcast
ing Service, which he entered in 1929. 
He is a member of the Institution of 
Radio Engineers (Aust.). 

Mr. Fox took up his duties as mana
ger of 2CH on Monday, October 14. 

ROY ST AN LEY WEDS 
Mr. C. Roy Stanley, popular secre

tary of the Australian Association of 
National Advertisers, will be married in 
Sydney to-morrow, October 25. The 
bride is Gertrude, daughter of Mr. and 
Mrs. H . E. Pidcock, of Maroubra. The 
reception will be held at the New Zea
land Club Rooms, 2nd Floor, 13 Bridge 
Street, Sydney, at 8 ·p.m. 

The honeymoon will be spent on the 
beautiful North Coast of New South 
Wales. 

CHANGES AT J.W.T. 
E. L. Jarvis, director and Melbourne 

manager of J. Walter Thompson, is now 
a lieutenant in the A.I.F. His ·place as 
Melbourne manager is befog taken by 
Doug. Taylor, account executive in the 
Sydney office. Miss M. J. Muir trans
fers to Melbourne, and R. B. (Barry) 
Scott comes up to Sydney to join the 
media department. · 

John F. Cazabon has joined the per
manent staff of J. W. T. radio depart
ment. 
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Interesting Legal Case 
Slander Action that cost Bega Station 
£2,000 Verdict 

Of great interest to all broadcasters 
was the case heard in the Supreme 
Court of New South Wales a fortnight 
ago, in which 2BE Bega were the de
fendants . The outcome of the action 
was reported briefly in last issue of 
COMMERCIAL BROADCASTING - a 
verdict against the station of £ 1,000 
damages on each of two counts. 

The action was one in which Thomas 
Spence, the well known tanner of Bega, 
brought a consolidated action against 
the Bega and Far South Coast Broad
c;i,sters Ltd. and Edwin James, chief 
announcer, for alleged defamatory state
ments and claimed substantial dam
ages. The defendant station pleaded 
not guilty. During the course of the 
hearing which lasted three days, the 
action against James was, by consent, 
withdrawn, and the case proceeded with 
against the station. 

Mr. Dovey, K.C. (for plaintiff) said 
that the plaintiff had been in business 
at Bega as a master tanner for 40 years 
and that he was also a native of the 
town. James, at the time of the alleged 
offence, was a radio announcer employ
ed by the defendant company. The 
plaintiff was claiming damages not only 
for the actual loss of business he had 
sustained, but also damage to his credit 
and reputation. Spence's tannery was 
situated on the eastern side of the 
township on high ground close to a 
lagoon. It was so constructed that it 
had never given offence to anyone and 
no odours arose from it that could be 
described as "dirty" or "filthy." 

The defendant company, said Mr. 
Dovey, . conducted broadcasting station 
2BE. . Shortly before the time of the 
alleged publication it was announced 
by the station that it intended to 
start a "sensational service" called the 
"South Coast Speaks," during which 
items of burning public interest would 
be put over the air for the benefit of 
the people of the Far South Coast. On 
the night of July 6 the announcer stated 
that he had received a letter from a 
correspondent who had signed himself 
as "Anti-Odor," and this now was the 
subject of the action. 

(Contents of the letter were publish
ed in full "C.B.". 10/10/40.) 

It was further outlined by Mr. Dovey 
that subsequent to the broadcast a com
munication was received from the de
fendant company's solicitor offering 
withdrawal of all the statements and 
adding that the matter had arisen 
"carelessly and with lack of apprecia
tion of the possible harm and insult" to 
Mr. Spence. An apology was also pub-

lished in a local newspaper, withdraw
ing all the statements contained in the 
letter. 

After all the evidence had been heard, 
and in the course of his summing up, his 
Honour, Mr. .Justice Halse Rogers, pointed 
out to the jury that actually the plaintiff 
was making two separate claims arising 
out of the one broadcast. 

Said his Honour: "First he says ' that 
was a personal attack on me as a citizen 
and my good name in the community was 
injured by that attack,' and he says 
secondly, 'it was an attack on my business 
which resulted in damage to my business 
and I claim to recover damages at the 
hands of the jury for that.' 

"Certain technical difficulty might have 
arisen owing to the fact that this was a 
broadcast," his Honour went on. "W'hen 
the law of England was in the process of 
formation the only two ways in which a 
man could be defamed were by the spoken 
word or by the written word, and the 
terrors of broadcasting had not yet been 
landed upon the world, It has not been 
definitely decided whether words spoken 
over the air is slander or libel, but you 
need not worry here because counsel have 
very sensibly agreed that your question 
is merely whether the plaintiff and his 
business have been defamed. Gentleman, 
I start my observations by saying that the 
law recognises in every man a right to 
have the esteem in which he stands in the 
opinion of others unaffected by false state
ments to his discredit. Any disparagement 
of his good name is an infrigement of this 
right and therefore a wrongful act for 
which proceedings will lie. I do not think 
I need explain any more than that to you, 
you. will probably know from your general 
experience or by such interest as you have 
taken in leg·al matters the meaning of de
famation without any further explanation 
by me. 

Defa!matory Meaning 
"I must also tell you in this case, as in 

all civil cases, the onus of proof lies on 
the plaintiff, that is, he has to prove by his 
evidence that he has been defamed. He 
has to weigh down the scales; he need not 
carry conviction to you as in a criminal 
case, beyond reasonable doubt, but he must 
satisfy you on a balance of testimony that 
he has been defamed. That is not of 
much importance here because the words 
are before you, and I should have thought 
you would have very little doubt as to what 
answer you should give as to the question 
whether or not the plaintiff has made out 
a case of defamation. In the first place 
it is for me to say whether the words are 
capable of the defamatory meaning alleged 
and the defamatory meaning alleged is that 
the plaintiff was carrying on a business 
that was vile, loathsome and noxious and 
it created an objectionable, vile and loath
some smell, and that the said smell created 
a nuisance and was a menace to the health 
of the community. That is the meaning 
sought to be put upon the words used. I 
hold that they are capable of being read 
as a suggestion that the business was 
being carried on wrongfully, that is what 
plaintiff alleges is meant by the statements, 
and I tell you that the words are capable 
of that meaning. 

"With regard to the personal libel, he 
says that the meaning that is fairly to be 
put upon them is that he was carrying on 
a business which was vile, loathsome and 
noxious and which created a putrid, ob
jectionable, vile, filthy and loathsome smell, 
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and that the said smell created a nu· 
and was a menace to the health 1sanc1 
community, and that the Plaintittf th 
carrying on the said business Witho t Wa 
gard to the health of the communitu re. 
progress of the town or his responsi~'r th 
as a citizen. Well, I tell you tha' •he 
words are capable of meaning som~ ~h, 
like that, in any event that they are thin 
able of a defamatory meaning of the Plca(J. 
tiff as a citizen of that town of Bega ain. 
is for you to say whether or not the · li 
defamatory. It is my duty to tell y0 J' t~" 
they are capable of n1eaning What a· 
alleged, and it is for you to determine WI 
ther they do mean what is alleged an 11.· 
they .do mean what is alleged, and ' if t~ '1 

do the claim of defamation is establishe~ 

"The suggestion has been made by co 
sel for the defendants that this was a 111un
attack on the Council, and that it \\en 
nothing really in the way of an attack a 
the plaintiff. All I will say about that is th?'. 
in my opinion (and you are not bound )', 
this any more than you are bound by an;.' 
thing· else I might mention as a matter 0 ; 

fact), in my own view that explanation i' 
quite untenable, and if you find a verdic.t 
for the defendants taking that view thei 
my own view is that it would not stand 
that it would not be a reasonable findin g'. 
so I can tell you quite plainly that on an. 
fair meaning of the article, I think that..:.. 
although the matter is entirely one for You 
because the law so provides-I think that 
the only course which is properly open t" 
you is to say that the articles are defama
tory of the plaintiff, and I say that again 
with the reservation that you, of course 
can think otherwise if you like and fin d 
a verdict the other way. 

Question of Malice 
"Then, another matter which arises is 

this, that you have to consider the ques
tion of malice. Now, it has been said b1· 
both Counsel at one time or another dm.'
ing the course of the case that in order 
that the plaintiff may succeed of what I 
call the trade libel he has to prove malice 
The statement of the law in the text-books 
are not very clear, and I do not find them 
very satisfactory, but I don't think you 
need worry about that because I am going 
to tell you my view of the law as it affect ' 
this case, and if Counsel want to take an) 
exception to it they can do so and I wili 
listen to what they have to say afterwards. 

"In this case, it seems to me, that there 
is abundant evidence of malice in the pub
lication of this article. Now, when I say 
that you must not think that I mean that 
there is evidence of malice in Mr. Balmain 
or any of his fellow directors, because that 
is how you would look ordinarily for 
malice; and you must not think that 1 
mean that there is any evidence of malice 
or what is called express malice in Mr. 
.James personally, but you have got before 
you certain facts proved in evidence which 
show this, that this broadcast was pub
lished in the circumstances that have been 
detailed, that a man who was a fri end of 
Mr. James came along with a letter for a 
certain session, and Mr. James took that 
letter and read it over the wireless. Well , 
when you consider that letter, consider the 
language in which it is couched, the •.'· 
travagance of the language must be admit
ted and the falsity of the statements that 
are in it. It is quite open to you to infe!d" 
in fact I think vou would find it very ha1 
to infer anythiri°g else, it is quite open 11t1 
you to infer that the man who broug t 
that letter along, at any rate, had a grudg~ 
against Mr. Spence and his tannery, ant' 
if the defendant company, through 1 8 

agents, lends itself to the publicatioi:: of .a 
false and untrue statement couched m e~lf 
travagant language, then by lending its~ 
as the agent to a person who wished 0 

vent some spleen on Mr. Spence, it put> 
itself in the position of the person whO 
had that spleen. 

"I think it is open to y-0u to find that the 
publication was made maliciously in. tllff 
sense which the law requires a plaint~
to prove malice in order that he maY esta 

(Continued opposite page.) 

B~ Slander Action 
laim for a trade libel; also, that it 

h a c 0 you to find that the publication 
,,pen d~ maliciously in the sense in which 
' 1na is used in law when you have to 

,. ~vord the question of whether you will 
""de~at is called punitive damages on 
e ~ of the method of publication and 
ou n nner and the nature of the article 

t' ma ,, 
,..if .... 

· . in regard to damages. Gentlemen, 
";\OW.re two different matters that you 
ere ave to consider, first of all so far as 

111 ha Mr Spence's position personally. 
.• ard.~1 lea~e the tannery out of. it for the 

I·· " 1 t except insofar as he is charged 
,me~eing a citizen who runs a bad tan
th If ,·ou come to the conclusion that 

' 0 " ticle was defamatory of him as a 
'. ar then he is en ti tied to reasonable 
uzennsation for the damage that has been 
mpe Be has not got to prove that he has 
ine. ed personally anything from it. You 
u~er tand when I say personally, I mean 
" ers from his business. He has not to 
pa~t that he is a person who is shunned 
ro': t people will not go and have a drmk 
' 1~ ahim, if he is a person who does have 

drink. 

Assessing Damages 
·'The law assumes that if a per-

makes an allegation against another it 
'~1 have some result, so he has not to 
'ore any actual damage in regard to the 
;.rsonal defamation. So, as I sa!, you 

11 give him reasonable compensat10n for 
~at and you are also entitled to take into 

1 •'co'unt malice, if you find that the de
"·ndants were actuated by m~dice in the 
, nse that I have already expla1i::ed to Y<?U, 
"u are entitled to mark .oi:: d1sp.lay d1s
pproval of their acts by ._ g1vmg htm 'Yhat 
··e sometimes called vmd1ct1ve or pumt1ve 
;,~ages. In that regard you must a.lso 

. ike into account this, that the Defamat10n 

.\l't provides that in any action for defaJl!a
'"" that the defendant may, after notice 
n writing of his intention so to do, duly 
·iren to the plaintiff at the time of the 
tiling or delivering of the pleas in the case, 
.ive in evidence, in reduction of damages, 
ridence that he made or offered an apology 

10 the plaintiff for such defamation before 
1he commencement of the action or as soon 
fterwards as he had an opportunity for 
.. doing in case the action is commenced 
··fore there was an opportunity of making 
r offering such an apology. You will 

probably have no doubt that the apology 
•hat was made was made at the first op
portunity. It was not made before the 
··lion was brought because Mr. Spence 

1ent away to Sydney and issued his writs 
I once, presumably before the directors 

had an opportunity of meeting. At any 
.\le, it was made pretty quickly, and you 
111! take into account the fact that an 
\'ology was made in the press and that 

was also sworn and uncontradicted that 
! was made over the wireless. As regards 
'he terms of the apology, Mr. Dovey has 

1id that they contain a lie. Well, they 
>ntain an expression which is certainly 

intrue, but you may come to the conclu-
1on that it is rather stupid if it is a lie 
"'cause, how anyone could really put in 
n apology that was read over the air by 
nadvertence may be beyond your compre
ension, but really I don't know that it 

'tatters very much but you will give to the 
harge such weigbt as you think fit to 

.1ve. 

T rode Defamation 
"You will remember, gentlemen, in 
11s1dering· damages that although this is 

'' action that has been tried for three 
"'·s in the Supreme Court, and as learned 
unsel have discussed it at considerable 

'ngth, it was an incident that occurred 
~· a comparatively small community, and 
.. /ou think that Mr. Spence has not suf
r ~d any personal detriment as a result 
nt it, that is a matter that you will take 
· 0 account in assessing damages of the 
•·rsonal libel. You are there to do the 

(continued) 

right thing and to do the reasonable thing 
in regard to all the matters. 

"Now, in regard to the trade defamation. 
I should say this, that I repeat that if you 
come to the conclusion, as you probably 
have, that I hold certain views as to whe
ther or not this claim is grossly exag
gerated, that is a matter also for you to 
determine. It may influence you if you so 
desire, but it certainly does not determine 
your course in the matter. The question 
that you have to propound to yourselves 
is first of all has the plaintiff proved to 
you any damages to his business at all. 
Now, under this count he can only recover 

damages that he proves. Under the other 
count he can get •damages because of the 
mere libel and because his reputation is 
presumed to be injured, to some extent 
and damages are said to be 'large' that is 
a jury may award such sum as they think 
fit; but when he comes along and says 'My 
trade has been injured, my business has 
been injured,' then he has to prove it, and 
he can only get · such damages as he proves, 
and the question is, has he proved any 
damages at all. Now, you heard certain 
interjections from me in the early part of 
the case as to the method by which Mr. 
Dovey started to prove his damages. I 
said that no books had been put forward, 
and Mr. Dovey said .that. he could not ten
der his books in evidence, and that may 
be quite true, but there are methods where-

(Continued page 34.) 

~be e illr 1LalrA' of 
~brtalrattlrlt ·6treet 

( 5 2 Qu~rte~ .ko~t sessi+ s) 

~ series of' :tales ·-b-alin1 witt' 'bat spmbol 
of tbe Qemppre's me~lt• •. •:· .Jf.Jt •ank of 
Qenglrmb .. itt;de• blitf) a httflgrounb of 
trabition, batin1 Item earlp l\eman time• 

jfeaturi,n1 •pbntp';, ltall(ttg l\11bio 
Snist' at· tteii htlt 

-.A-lo m produclion 

* " The ·Clock Ticks On ! " 
(26 72-minute Sessions) 

A gripping series of. short, short stories told by 
Ronald Morse. Scripts by Geo. B. Graham. 

* " Twerps lncorporoted " 
(26 or 52 72-minute Sessions) 

Radio's newest landslide! A goofy advertising 
agency selling a variety of products. 

* " The Curtoin Rises " 
(52 5-minute Sessions) 

The miniature theatre of the air! Cameos from 
life . . ; . drama .. . comedy tragedy. 

Jo,. /u/fe,. detail gel in fouch with 

V.O.A. SOUND PRODUCTIONS 
251a PITT STREET, SYDNEY. 'PHONE, MA 1140 
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-PRESTO-
Transcription Turntable 

MADE IN AUSTRALIA. 

IT'S RIM DRIVEN! Power is delivered 
by a heavy duty motor at the rim •.. 
the point of greatest leverage. 
INSTANT SPEEDCHANGE ... 78 to 
33A. • • • NO flywheels or mechanical 
filters. NO gear. NO flexible couplings. 
VIBRATIONLESS. The motor floats on 
live rubber ... cushioned from the 
chassis and turntable. 
UNEQUALLED for brilliant, lifelike 
reproduction of electrical transcriptions, 
freedom from "wows" and constant 
trouble-free operation 24 hours a day. 

• Price £30 
ex works Sydney (Pickup extra) 

Banish Studio turntable 
troubles. Install PRESTO. 

PR'ESTO 
Portable Recording 

Amplifier. 
MADE IN AUSTRALIA. 

A medium priced Recording Amplifier 
for Radio Stations, Recording Studios, 
Schools and Colleges, that require port
able facilities for recording, public 
address work or gramophone reproduc
tion. 
An Amplifier designed especially for 
recording, includes microphone, high 
frequency equalizer, which , makes it pos
sible to produce recordings with excep
tionally low background noise. 
Accessor ies include microphone and 
stand, portable loudspeaker (1 or 2). 
PRICE-<:omplete with one portable 
loudspeaker (in separate carrying case) 

£32 10 0 
SOLE AGENTS-

A. M. CLUBB & Co. 
PTY. LTD. 

76 Clarence Street, Sydney 
'Phone : B 3908 

rans>cripfioqP_~ 
nd PCordilJ ~, ~6 

New Company 
Takes Over 

V.B.N. 
Recording 
Plant 

One of the most interesting moves, in 
the Victorian recording world of late 
is the formation of Variety Investments 
Pty. Ltd,., a company headed by Mr. 
David F. Syme as managing director. 

This new company has completed 
arrangements for the transfer of the 
modern Victorian Broadcasting Network 
Recording Equipment. Variety Invest
ments Pty Ltd., which in future will be 
the recording division of the V.B.N. is 
an entirely separate company, and it is 
proposed to produce radio features via 
disc together with general commercial 
recordings. 

Encouragement for the formation of 
the company was given by the support 
obtained and reception received to the 
recordings made at , the V.B.N. studios 
for the Prime Minister (Mr. Menzies), 
also the former Minister -for the Army, 
the late Brigadier Street, the leader of 
the Country Party (Mr. Cameron), the 
Premier of Victoria (Mr. Dunstan), and 
many other prominent citizens. 

It was realised that an actual station 
or network making commercial record
ings placed the advertiser at •a d'is
advantage, and the separate company 
was formed to remove any thought of 
obligation in this direction. 

From these recording studios and re
cording equipment has already come the 
outstandingly popular musical series, "This 
England," which has been sold and aired 
throughout Australia, South Africa, New 
Zealand, and which is at present under 
offer in the United States and Canada. 
"The Lone Hand"-recorded for the manu
facturers of Perfection Tobacco is , another 
product of this equipment, and now advice 
is to hand that agency, J. Walter Thomp
son, have contracted with the new com
pany for the recording of a series of 
"Ginger" recordings, proof in itself that 
the technical equipment and engineers of 
this organisation are capable of producing 
a fine job. 

Latest Rate Book now Available, 
51- each. 

BOX 3765, G.P.O., SYDNEY. 

• 
Variety Investments Pty. Ltd., recording 

,equipment consisting of twin dual-speed 
(78/33-1/3) Presto Recording Tables fitted 
with latest wide-range recording heads. 
,Tables are coupled through Raycophone 
Amplifying units built under licence and to 
the specifications of Presto. Gear is 
arranged to couple to special line-amplifiers 
to take outside recordings. Equipment 15 

housed in special portable cases. 

• 

IDLllMl!D WIRELESS 
(l'SI&) LDll!EB 

47 YO,RK STIU!£T 167 Ql;IUN STREET 
SYDNEY MEl.llOURNE 

%89 Q~E£M STREET A.W.A. 
BIUSBANE WELLINGTON,M,%. 

and~ 
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PERSONALS I 
•1 'ting Sydney last week was Mr. Sid 

\ 81 sales manager of 3UZ Melbourne. 
saum~, cup of coffee one afternoon he con
t>•'e~ that it was worth coming over to 
lid~ y just to learn what a heat-wave 

! n~ike . . . but there was that usual 
11,5 le in his eye when he said it which 

1v.~1 n:O the belief tha_t, from a business point 
'(' ,[ew Baume's v1s1t was qmte a happy 

ae. 
It is rumoured in Sydney that though 
s B 's Melbourne tipster "Phar Lap" 

A. n·d~d out a 100 .to 1 winner to A.S.B. 
['on listeners, Cliff Carey, of 2UE, was 

i!,~t the only station man to have a mite 
it Listeners on the other hand had 

nore 'confidence in tl~e broadcast tip. M~ny 
crote in to 2UE in Sydney expressmg 

nks. One woman who , said she won 
1rz5 011 the tip sent 1,000 cigarettes to the 
Ultion's A.LF. comforts effort. 

Reg. Lane, sales mana~e_r of 2GB . a~d 
)lacquarie Network, has Jomed the m1litia 
nd goes into camp next month. If the 

a enial R.L. is only half as good a cam
~igner and organiser in military matters 
as he is in the sales field, promotion will 
nut be slow • 

Geoffrey James Montgomery Jackson, 
nanager of the ~adio division of the Paton 
Advertising Service Pty. Ltd., returned to 
Melbourne from Sydney looking weary and 
~orn. Geoff unfortunately struck John 
Taylor and David Armstrong in the Har
bour City, and all stayed at the same hotel. 
Best gag of the trip was the surprise 
reakfast order which was delivered to 

John Taylor's suite at 6 a.m. in the morn
ing. John Taylor still doesn't think it was 
funny, 

So many contracts have been handed out 
hr Geoff. Jackson since his return from 
;,dney, that Victorian reps. , have dubbed 

him "'the lifesaver." Geoff. doesn't mind 
inre lifesavers is one of his most enter

prising clients. 

A link with the past: The executive of 
!he Commonwealth Broadcasting Network 
acknowledges the loan by Dave Robertson
A. D, Bourke Sydney sales representative
! the caricature of Irving Sayles, used in 

!heir advertisement elsewhere in this issue. 
Robertson says he would be glad to hear 
Crom or of, J, E. Nugent, the artist, if 
!hat good friend of yesteryear is still in 
!he land of the living. 

Following the tragic de~th of that famous 
radio personality, Athol Tier, on October 4 
la•t, the management of the Athol Tier 
Advertising Service which creates two most 
popular current radio features-"Mrs. 
Arris and Mrs. 'Iggs" (sponsored by 
Tool!ers Ltd.) and "How the Other Half 
Lives" (sponsored oy Bex A.P.C.), is being 
carried on by Mrs. Tier. Mrs. Tier has 
xpressed her deep gratitude for the ex

pressions of sympathy which flowed from 
~ll sections of the broadcasting and adver
ti•lng circles throughout Australia during 
her sad bereavement: 

Over the past few weeks a number of 
~ell'l'l known personalities have joined the 

a of 2GB Sydney. Frank Bennett has 
lransferred from Station 2CH and is al
~•ady being heard in the night sessions. 
WnLnett has been associated with Stations 

• , and 2KO, and also obtained wide ex
t~rtence in New Zealand where he was on 
p e Staff of 2ZB ¥lellington, later going to 
al'!lerston to inaugurate the commercial 
tation at that town. 

h~n tthe entertainment side, newcomers to 
llh 8 aff of 2GB are Al Thomas and "The 
to Ythm Boys.'' Both are already known 
'lrith2GJB listeners through their association 

. A.D. Productions. 

The "Win the War" effort art union 
=,~•fitted to the extent of £106/7/- from 
11 a announcements made by Jack O'Brien 

a, ked 2tlID race afternoon, Listeners were 
o send in 1/- plus postage to re-

ceive in return tickets in the art union which 
is promoted by trainer Mick Polson and 
Maurice McCarten, the famous jockey. The 
appeal was made through 2HD by M. Light 
and Son Ltd ., whose staff was kept busy 
opening and replying to the letters. 

Sally Miller, well known Brisbane radio 
personality, has joined the radio division 
of the Paton Advertising Service Pty. Ltd., 
as speciality announcer, Sally is conduct
ing two programs on behalf of the Public 
Benefit Bootery Ltd,, and will be heard 
shortly in features with G. J. M. Jackson. 

That a radio personality does definitely 
become almost a 'part of the life and even 
the family of the listeners, was evidenced 
recently at Toowoomba station 4GR's popu
lar announcer, Ronaid Beattie, joined the 
Air Force 'some months ago, and in con
sequence of his six years before the micro
phone, had made a host of friends. When 
4GR receive<'! a photograph of Beattie in 
his Air Force uniform, copies were made 
and offered to the listeners at 1/- each, 
the proceeds to be donated to charity. 
After one week the total applications for 
photographs was , 500, so that even if off 
the air for the time being, Ron is still 
doing a joh of work through the station 
and assisting the various patriotic funds. 

Ernest Walsh, 2UE announcer, was re
cently appointed to the sales staff of that 
station, in which capacity he will service 
several leading city agencies in addition 
to his night announcing. He first made 
a name in radio when he was featured 
on 2CH as "The Good Morning Man," and 
on leaving that station was appointed man
ager of the radio division at ,Goldberg 
(Aust,) Pty. Ltd. Later Walsh went back 
to radio, on the announcing staff of 2UE. 
He has been with this station ever since, 
and his many friends in radio and agency 
fields will wish him all the best in his new 
appointment. 

A visitor to Sydney this week was Don 
Simpson, of the studio staff of 4BK Bris
bane. Down for a week or two having a 
good look around ,the Harbour City. He 
was previously at 4AY Ayr. He can be 
found at the office of Ike Phillips and Bert 
Button, of the Major Network. 

Richard ("Dick") Gaze, popular 3BO early 
n1orning and children's session announcer, 
has now become Private Dick Gaze, at
tached to the Signals Unit, Caulfield Race
course. Dick is well in demand on the 
·camp piano, and it's rumoured he is form
ing a swing band to entertain the boys. 

For War Savings Certificate week, 2KY 
opened its campaign on October 13 with a 
big concert at Coogee, when a traffic jam 
resulted, Jack Farrelly, as compere, came 
in for some attention from a zealous con
stable! On the official platform with Far
relly were Alderman J . Dick and Mr, 
Andrews, representing the Commonwealth 
Treasurer. 

Surprise was caused in Melbourne last 
week when it was announced that Don 
Joyce, continuity manager at 3KZ for 
nearly six years, ,had resigned and, fol
lowing , in the footsteps on his former KZ 
associates, Terry Dear and Kenrick Hud
son, had decided to join 3AW. These three 
have been associated with quite a num
ber of successful radio shows-notably 
"Radio Cinema," which Don Joyce wrote 
and Kenrick Hudson produced. It is as
sumed that Don Joyce's new position will 
be that of special feature writer, although 
it is fairly certain that his merchandising 
ability-which came into evidence during 
the last few months of his stay with 3KZ
will be fully exploited by 3AW. Further in
terest is added to the appointment by the 
announcement issued by 3KZ that Don 
Joyce's position is to be filled by Frank 
Allen, of 3AW, who saw in the 3KZ vacancy 
an opportunity to further increase the 
reputation he has earned at 3AW of "The 
Quiz King." 

Captain H. M. Talbot-Lehman, managing 
director of Radiovision Pty. Ltd,, Austral
ian representatives of the N,C,RS. of New 
Zealand, and ' representatives in Sydney of 
3CV, 3AK and 4IP, left Sydney last week 
for America. Mr.- Dan Sutherland has been 
left in charge of the well-known rep. office 
in Sydney, though he, unfortunately, cele
brated that distinction by having to spend 
the first couple of days of his new regime 
in bed with a slight attack of measles. 

Stop Press: The many Sydney friends of 
Eric Colman a re welcoming him back to 
the Harbour City and to 2GB. For the 
past couple of years Colman has been chief 
announcer at 2CA Canberra. 

It is learned from a reliable source this 
week, but unconfirmed by the agency exe
cutives at the time of going to press, that 
Dick Fair, well-known 2GB ,personality an
nouncer, is to join J. Walter Thompson 
Aust. Pty, Ltd. 

Amalgamated - Wireless (A/sia) Ltd,, 
Sydney, were the successful tenders for 
a radio-telephone-telegraph receiver unit 
for Aeradio Station, Liverpool, N,S,W,
£828/3/~. 

Put This 
Reeord 

on 
• • • 

Having taken over the up-to-date record
iitg equipment of the Victorian Broad
casting Network, we offer commercial 
users the benefit Of this-

Hi-Fidelity Presto Plant 
At Your Serviee 

With twin turntables and every modern 
improvement, this unit is already cap
ably handling some of radio's largest 
contracts. You can safely entrust your 
next programme to this comprehensive 
organisation-

VARIETY INVESTMENTS PTY • 
LTD. 

Recording Division of the Victorian Broadcasting Network 
Head Office: 239 Collins St., Melb. Phone MX 4731 
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One million pounds is 
spent every week by the 
2 15.0,000 wage- earners 

affiliated with 2KY. 

THAT'S WHY 2KY • 
ADVERTISING PAYS[ 

C. A. MONKS 

''Set Manufacturers not Made 
Most of Golden Opportunity'' 

THE EDITOR. 

Sir,-1 was interested to read your edi
torial, "Radio Trade Must Use Commer
cial Radio Advertising" in "C.B.", 10/10/40. 

Radio manufacturers will never benefit 
from commercial radio · advertising until 
such time as they are prepared, like all 
successful radio advertisers, to use it in a 
logical manner. Spasmodic bursts will 
never achieve worthwhile results. Adver
tising, as most business men kn.ow, is Of:'IY 
another form of selling, and radio advertis
ing is only another form of advertising or 
selling. From my experience the manu
facturers of radio still suffer from the con 
clusion they could rightly have come to 
some ten years ago, wherein they figured 
that radio receivers could not be sold o"'.er 
the air, because obviously the _people. lis
tening already possessed a radio receiver. 
If this were the case to-day very little re
sponse could be obtained from the pr~ss 
adve·rtisements and salesman's persuasion 
to trade in your old receiver for a new 
model irrespective of whether it is a 
branded line or not. 

I am heartily in accord with your conten
tion that the radio manufacturers should 
use radio to sell radio, and you may recall 
that some twelve months ago I made an ap
proach to several of the leading manufac
turers with a suggestion along these lines. 
In almost every case the reply was: "Why 
should we "spend money to educate the 
public to buy only a bra~ded line when 
Bill Smith down the road 1s not prepared 
to do likewise?" This then led to my pro
posing that the radio manufacturers as a 
whole should contribute to a common pool 
which would provide sufficient money to 
do a first-class job for the radio manu
facturing industry as a whole. 

"Business is not too good," a manufac
turer said to me some time ago .. "Yes, and 
the broadcasting stations are as much to 
blame for it as anybody.. How do you 
expect people to buy new receivers to lis
ten to the rubbish that . is broadcast?" My 
answer could only be that after all that 
statement was purely a matter of opinion 
and it should be remembered that the only 
reason manufacturers sold any sets at all 
was because the public expressed some de
sire to have radio entertainment, and in so 
doing, listened t _o the programs, good or 
bad as they may be, sponsored by manu
facturers who had no interest whatsoever 
in the radio industry-it being remembered 
that these sponsors are astute business 
men not in the habit of spending unwisely 
and' that they expect and get, in most 
cases, a return for every penny they spent 
on radio advertising. Furthermore, the 
radio manufactuers, whilst they are de 
pendent on broadcasting stations and the 
sponsors for their very existence should be 
the last to question, rightly or wrongly, the 

says: 

value of commercial radio programs . 
they neither contribute directly (exce~~nce 
isolated cases) or indirectly, by buy; •n 
listener's licence, which cannot be t"t a 
into account so far as commercial b/ en 
casting is concerned.. Apart from on Oad. 
two isolated cases, I cannot recall thee or 
ceiver manufacturers sponsoring one Pre. 
gram which we, they and the liste/0 • 
would rate as first-class entertainment. era 

Of course, it costs money to put 0 
tip-top show, and possibly the only sa~ · a 
factory way the receiver manufactur JS. 
could popularise and educate the public e~a 
buy ONLY BRANDED LINES, would bo 
to contribute to a common pool on a bas;' 
of so much per set manufactured. In th 1 

way a substantial sum wound be ma~• 
available to do a real job . Incidenta lly th: 
critic I referred to earlier, finally ag~eed 
if I thought it possible to get the trad~ 
together, to contribute two shillin gs for 
every set he . manufactured the previous 
year. This. would ~a~e been close on 
£1,700, and 1n my opinion was a very fine 
gesture . I approached several of the lead. 
ing manufacturers, but unfortunately so 
many petty differences of opinion were' ex. 
pressed that my feeling were ... what's 
the use? These manufacturers wi ll some 
day realise that they have not made the 
most of a golden opportunity to sell more 
of this modern miracle radio, by using 
radio . 

However, I am glad to see that you have 
again brought this matter forward, as it 
is a most important one to the industry as 
a whole.-Yours very truly, 

E. S. COX, ·· 
Sales Manager, The Newcastle Broad 

casting Co. Pty. Ltd. 

ARUNDEL NIXON PAYS 
DIVIDEND 

A first dividend is intended to be de
clared and will be payable to those credi
tors who have proved their claim on N 

before October 21, 1940, in respect of 
Arundel .J. Nixon, actor, of Westminster 
Flats, Edgecliff Road, Edgecliff (assign ed 
estate). Robert D. Mayne, official assi~
nee, Elizabeth Street, Sydney, is a trustee 

DISCHARGE FROM BANKRUPTCY. 
In the case of Percy Passmore Harve)· 

Hosking, of 82 Broadway, Glenelg, S.A. 
unemployed, previously carrying on bus~
ness as an advertising agent at C.B .•. 
Building, King William Street, Adelaide, 
under the firm name of Universal PubhcJt · 
Co the discharge order dated October 6 
1939, was suspended for 12 ·months. Th1> 
time has now expired. 

The deeds of the 

Why wait? 

day will be the 
Tell today 

memories of tomorrow 

the RAD I 0 way. 

Radio Rep.: 
2HD, 2MG, 2PK, 2QN, 2XL, 
3CS, 3KZ, 4AT, 5AU, 5KA. 
Shell House, 
Carrington Street 
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• 
Telephone: BW 4135 

Telegrams: AIRADS 

STATION SELLS 
SATURDAY NIGHT 
4.goUR BLOCK 

Afternoon Time 
Also Taken 

\\'ith the object of reaching the big 
fence available on Saturday nights, 

0'.ee Clothing Ltd. have contracted 
co h 2cH Sydney for the sponsorship of 

four-hour dance program each Satur
r between 8 o'c.lock and midnight. 
·1e of presentat10n is "Everybody 

nee. '' 
This program will feature the latest 
eases by the world's best known 
nee orchestras, featuring chiefly the 
sic of Victor Silvester, Paul White
n, Jimmy Dorsey, Joe Loos and Kay 
yser, providing a high standard of 

fht entertainment whether for danc-
g or for listening. 

\\'ith its introduction on Saturday, 
rember 2, a plan will be launched to 
able patriotic organisations to make 
e of the entertainment provided for 
e purpose bf raising funds. Orga-
ers of various appeals for Australia's 
ar effort will be invited to organise 
use parties on Saturday nights, and 
e programs will be arranged so as to 

roride the widest variety for organised 
nces. By making the parties a regu-
r weekly event, patriotic organisa
ns will be assured of a ready source 
revenue. Calls will be put over the 

r at specified times so that contact 
di be established with house parties 
various localities. 

Coo-ee Clothing Ltd., in co-operation 
th 2CH, has entered upon an exten
e merchandising campaign in order 
give the program the maximum pub
ity. Shop windows of the various 

oo-ee stores will be used effectively to 
up with the session, with large 
own-up" photos of the bands and 

band leaders. The campaign also in
cludes the use of radio journals, 
theatre slides, and a broadsheet pre
sented attractively with photographs 
of the various dance bands. 

SATURDAY AFTERNOON . 

As announced previously Bon Marche 
Ltd. have also contracted for the spon
sorship of three hours on Saturday 
afternoons, the program being titled, 
"Saturday Afternoon at Home," and ex
tending from 2 to 5 p .m. 

Divided into eight separate units the 
program will provide competition fea
tures , Thesaurus recordings, community 
singing and a juvenile talent quest. 

Coo-ee's Shoppers' Show 
Now in its 68th week of presentation 

at the 2KY radiotorium, "Ye Shoppers' 
Show," sponsored since its inception by 
Coo-ee Clothing Co., continues to enter
tain a capacity house every Friday. 

On the expiry of their first 12 months' 
sponsorship of "Y1e Shop.pers' Show," 
Coo-ee Clothing Co. not only renewed 
for another year, but signed up for 30 
minutes of 2KY's Sunday night time, 
presenting "Let' s Put the Clock Back," 
at 8.30 p.m. · 

"JOHN HALIFAX" SOLD IN 
MELBOURNE 

One of George Edwards' best pro
ductions, "John Halifax, Gentleman," 
has been sold by 3KZ Melbourne to F. S . 
Walton and Co., manufacturers of 
"Cesarine" and "Summer Breeze," for 
airing in a 30-minute broadcast each 
Sunday morning at 10.30. It is in
teresting to note that this sponsor used 
to present George Edwards in the 
"Cesarine" plays over the then largest 
Australian commercial network on Sun
day nights several years ago, and the 
former pleasant association and fine re
sults achieved must have had a strong 
influence on the choice of the program 
now selected. 

GOOD NEWS 
Yes, it is good news to know that at last 

somebody is getting a bit further along the 
road of really trying to win this war, and 
at the same time to get Australia better 
fitted to protect itself whilst also putting 
many of the unemployed men to work. One 
of the most important requirements of 
Australia is that the authorities have a 
better idea of how to use credit and money, 
so that there will be no unemployed in this 
country. There should be no man on the 
dole. A man who won't work shouldn't be 
fed, but should be given the opportunity 
to work. 

It is therefore pleasing to read that more 
than £20,000,000 will be spent by the Com
monwealth Government, and thousands of 
men will be employed on Defence work in 
all States before .June 30 of next year~ 

Expenditure is being divided as evenly 
as possible over the various States to pro
vide a maximum of unemployment. It is 
believed the expenditure will be distributed 
as follows:-
Victoria ........... . · 
New South Wales .. 
South Australia . . . . 
Queensland .. 
Western Australia .. 
Tasmania ....... . 
Northern Territory 
Aust. Capital Territory 
Port Moresby 
Miscellaneous .. 

£4,327,282 
5,596,550 
4,217,348 
1,383,818 
1,194,098 

225,887 
1,072,112 

370,196 
406,023 

2,153,256 

£20,946,570 

Defence services will receive a share of 
the money as follows:-Army, £6,922,263; 
Air Force, £6, 728,569; Navy, £1,483,293; Sup
ply and Development and Munitions, 
£5,168,095; Defence Co~ordination, Civil 
Aviation, £557,600. Total, £20,946,570. 

The main expenditure in Victoria is on 
new military establishments and hospitals 
(£1,981,140), and extensions to munitions 
plants (£1,154,448) . • 

In N.S.W. £2,285,103 will be spent on the 
Army requirements, and £2,373,301 on the 
R.A.A.F., mainly for new training estab
lishments. 

South Australia, which gets by far the· 
largest proportion of the vote in relation 
to population, ·will absorb most of the ex
penditure on new munitions establishments 
of which there will be an outlay of 
£3,331,539 this financial year. 

In " the three years ending .June 30 last, 
Australia spent only £9,258,707 on Defence 
"'orks. 

STEDMAN-HENDERSON 
PLA~E ADDIT.IONAL FEATURE WITH 4BH 

"YES-NO JACKPOTS" 
15 MINUTES EVERY MONDAY NIGHT- SELLING "MINTIES" 

AS WELL AS 

"TBA.T'S WHAT YOU THINK" 
30 MINUTES EVERY SATURDAY NIGHT-SELLING "FANTALES" 

A CHANDLER STATION 
Sydney: Melbourne: 

CHANDLER'S BROADCASTING 
SERVICE, 

Australia House, 
Carrington Street, Sydney. 4BH MACQUARIE BROADCAS_TING 

SERVICES PTY. LTD., 
37 Queen Street, Melbourne. 

~ U EE NS LANDERS FA V 0 UR THEIR 0 WN QUEENS LAN 0- 0 W NED ST AT I 0 N 
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• ' • 
One million pounds is 
spent every week by the 
2 150,000 wage- earners 

affiliated with 2KY. 

THAT'S WHY 2KY • 
ADVERTISING PAYS[ 

C. A. MONKS 

''Set Manufacturers not Made 
Most of Golden Opportunity'' 

THE EDITOR. 

Sir,-1 was interested to read your edi
torial, "Radio Trade Must Use Commer
cial Radio Advertising" in "C.B.", 1C>/10/40. 

Radio manufacturers will never benefit 
from commercial radio advertising until 
such time as they are prepared, like all 
successful radio advertisers, to use it in a 
logical manner. Spasmodic bursts will 
never achieve worthwhile results. Adver
tising as most business men know, is only 
anoth~r form of selling, and radio advertis
ing is only another form of advertising or 
selling. From my experience the manu
facturers of radio still suffer from the con
clusion they could rightly have come to 
some ten years ago, wherein they figured 
that radio receivers could not be sold o~er 
the air, because obviously the _people . lis
tening already possessed a radio receiver. 
If this were the case to-day very little re
sponse could be obtained from the pr~ss 
adve·rtisements and salesman's persuasion 
to trade in your old receiver for a new 
model irrespective of whether 1t fa a 
branded line or not. 

I am heartily in accord with your conten
tion that the radio manufacturers should 
use radio to sell radio, and you may recall 
that some twelve months ago I made an ap
proach to several of the leading manu_fac
turers with a suggestion along these lines. 
In almost every case the reply was: "Why 
should we 'spend money to educate the 
public to buy only a bra~ded line when 
Bill Smith down the road 1s not prepared 
to do likewise?" This then led to my pro
posing that the radio manufacturers ;is a 
whole should contribute to a common pool 
which would provide sufficient money to 
do a first-class job for the radio manu
facturing industry as a whole. 

"Business is not too good," a manufac
turer said to me some time ago .. "Yes, and 
the broadcasting stations are as much to 
blame for it as anybody.. H_ow do Y_ou 
expect people to buy new receivers to lis
ten to the rubbish that . is broadcast?" My 
answer could only be that after all _'that 
statement was purely a matter of op1n1on 
and it should be remembered that the only 
reason manufacturers sold any sets at all 
was because the public expressed some de
sire to have radio entertainment, and in so 
doing, listened t .o the programs, good or 
bad as they may be, sponsored by manu
facturers who had no interest whatsoever 
in the radio industry-it being remem~ered 
that these sponsors are astu_te bus1.ness 
men not in the habit of spending unwisely 
and ' that they expect and get, in most 
cases, a return for every penny they spent 
on radio advertising. Furthermore, the 
radio manufactuers, whilst they are de
pendent on broadcasting stations and the 
sponsors for their very existence should be 
the last to question, rightly or wrongly, the 

says: 

value of commercial radio programs s' 
they neither contribute directly (excep~nc, 
isolated cases) or indirectly, by buying 1" 
listener's licence, which cannot be tak a 
into account so far as commercial bro •n 
casting is concerned. . Apart from one ad. 
two isolated cases, I cannot recall the tor 
ceiver manufacturers sponsoring one p/· 
gram which we, they and the listeneo . 
would rate as first-class entertainment. rs 

Of course, it costs money to put on 
tip-top show, and possibly the only satis~ 
factory way the receiver manufactur., 
could popularise and educate the public t' 
buy ONLY BRANDED LINES, Would bo 
to contribute to a common pool on a bas;: 
of so much per set manufactured. In this 
way a substantial sum wound be mad• 
available to do a real job_. ln~identally, tht 
critic I referr~d to ~artier, finally agreod, 
if I thought 1t possible to get the tradt 
together, to contribute two shillings for 
every set he . manufactured the previous 
year. This would have been close on 
£1,700, and in my opinion was a very fin• 
gesture. I approached several of the load. 
ing manufacturers, but unfortunately, so 
many petty differences of opinion were ex. 
pressed that my feeling were ••. what 's 
the use? These manufacturers will somt 
day realise that they have not made th• 
most of a golden opportunity to sell moro 
of this modern miracle radio, by using 
radio . 

However, I am glad to see that you hav• 
again brought this matter forward, as it 
is a most important one to the industry as 
a whole.-Yours very truly, 

E. S. COX, 
Sales Manager, The Newcastle Broad

casting Co. Pty. Ltd. 

ARUNDEL NIXON PAYS 
DIVIDEND 

A first dividend is intended to be de
clared and will be payable to those credi
tors who have proved their claim on or 
before October 21, 1940, in respect of 
Arundel J. Nixon, actor, -of Westminster 
Flats, Edgecliff Road, Edgecliff . (assigned 
estate). Robert D. Mayne, offic ial ass1~ 
nee, Elizabeth Street, Sydney, is a trustee. 

DISCHARGE FROM BANKRUPTCY. 

In the case of Percy Passmore Harve)· 
Hosking, of 82 Broadway, Glenelg, S.A .. 
unemployed, previously carrying on bus~
ness as an advertising agent at C.B .. · 
Building, King William Street, Adelaide._ 
under the firm name of Universal Publlctt) 
Co., the discharge order dated October 6. 
1939, was suspended for 12 months. Th is 
time has now expired. 

The deeds of the 
Why wait? 

day will be the 

Tell today 

memories of tomorrow 

the RAD I 0 way. 

Radio Rep. : 
2HD, 2MG, 2PK, 2QN, 2XL, 
3CS, 3KZ, 4AT, 5AU, 5KA. 
Shell House, 
Carrington Street 
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• 
Telephone: BW 4135 

Telegrams: AIRADS 

STATION SELLS 
sATURDA Y NIGHT 
4.gOUR BLOCK 

Afternoon Time 
Also Taken 

\\'ith the object of reaching the big 
rence available on Saturday nights, 
0'.ee Clothing Ltd. have contracted 

C~th 2CH Sydney for the sponsorship of 
rour-hour dance program each Satur

between 8 o'clock and midnight. 
1iie of presentation is "Everybody 
nee." 
This program will feature the latest 
Jeases by the world's best known 
uce orchestras, featuring chiefly the 
usic of Victor Silvester, Paul White
an Jimmy Dorsey, Joe Loos and Kay 

· a y~er, providing a high standard of 
~h t entertainment whether for danc
g or for listening. 
\\'ith its introduction on Saturday, 

·0vember 2, a plan will be launched to 
able patriotic organisations to make 

,e of the entertainment provided for 
be purpose ,of raising funds. Orga
i•ers of various appeals for Australia's 
·ar effort will be invited to organise 
use parties on Saturday nights, and 
e programs will be arranged so as to 

rovide the widest variety for organised 
ances. By making the parties a regu
r weekly event, patriotic organisa
ons will be assured of a ready source 
t revenue. Calls will be put over the 
·r at specified times so that contact 
iii be established with · house parties 
1•arious localities. 

Coo-ee Clothing Ltd., in co-operation 
uh 2CH, has entered upon an exten
l'e merchandising campaign in order 
give the program the maximum pub
ity. Shop windows of the various 

oo-ee stores will be used effectively to 
e-up with the session, with large 
lown-up" photos of the bands and 

band leaders. The campaign also in
cludes the use of radio journals, 
theatre slides, and a broadsheet pre
sented attractively with photographs 
of the various dance bands. 

SATURDAY AFTERNOON . 

As announced previously Bon Marche 
Ltd. have also contracted _for the spon
sorship of three hours on Saturday 
afternoons, the program being titled, 
"Saturday Afternoon at Home," and ex
tending from 2 to 5 p .m. 

Divided into eight separate units the 
program will provide competition fea
tures, Thesaurus recordings, community 
singing and a juvenile talent quest. 

Coo-ee's Shoppers' Show 
Now in its 68th week of presentation 

at the 2KY radiotorium, "Ye Shoppers' 
Show," sponsored since its inception by 
Coo-ee Clothing Co., continues to enter
tain a capacity house every Friday. 

On the expiry of their first 12 months ' 
sponsorship of "Y1e Shop.pers' Show," 
Coo-ee Clothing Co. not only renewed 
for another year, but signed up for 30 
minutes of 2KY's Sunday night time, 
presenting "Let' s Put the Clock Back," 
at 8.30 p.m. 

"JOHN HALIFAX11 SO'LD IN 
MELBOURNE 

One of George Edwards' best pro
ductions, "John Halifax, Gentleman," 
has been sold by 3KZ Melbourne to F. S. 
Walton and Co., manufacturers of 
"Cesarine" and "Summer Breeze," for 
airing in a 30-minute broadcast each 
Sunday morning at 10.30. It is in
teresting to note that this sponsor used 
to present George Edwards in the 
"Cesarine" plays over the then largest 
Australian commercial network on Sun
day nights several years ago, and the 
former pleasant association and fine re
sults achieved must have had a strong 
influence on the choice of the program 
now selected. 

GOOD NEWS 
Yes, it is good news to know that at last 

somebody is getting a bit further along the 
road of really trying to win this war, and 
a t the same time to get Australia better 
fitted to protect itself whilst al so putting 
many of the unemployed men to wor k. One 
of the most important requirements of 
Australia is that the authorities have a 
better idea of how to use credit and money, 
so that there will be no unemployed in this 
country. There should be no man on the 
dole. A man who won't work shouldn't be 
fed, but should be given the opportunity 
to work. 

It is therefore pleasing to read that more 
than £20,000,000 will be spent by the Com
monwealth Government, and thousands of 
men will be employed on Defence work in 
all States before June 30 of nex t year. 

Expenditure is being divided as ev~nly 
as possible over the various States to pro
vide a maximum of unemployment. It is 
believed the expenditure will be distributed 
as follows:-
Victoria .. .. . . . .. . . . · 
New South Wales . . 
South Australia . . . . 
Queensland . . . . 
Wes tern Australia . . 
Tasmania . ...... . 
Northern Territory 
Aust. Capital Territory 
Port Moresby 
Miscellaneous 

£4,327,282 
5,596,550 
4,217,348 
1,383,818 
1,194,098 

225,887 
1,072,112 

370,196 
406,023 

2,153,256 

£20,946,570 

Defence services will receive a share of 
the money as follows :-Army, £6,922,263; 
Air Force, £6,728,569; Navy, £1,483,293; Sup
ply and Development and Munitions, 
£5,168,095; Defence Co-ordination, · Civil 
Aviation, £557,600. Total, £20,946,570. 

The main expenditure in Victoria is on 
new military establishments and hospitals 
(£1,981,140), and extensions to munitions 
plants (£1,154,448) . • 

In N .S.W. £2,285,103 will be spent on the 
Army requirements, and £2,373,301 on the 
R.A.A.F., mainly for new training estab
lishments. 

South Australia, which gets by far the 
largest proportion of the vote in relation 
to population, · will absorb most of the ex
penditure on new munitions establishments 
of which there will be an outlay of 
£3,331,539 this financial year. 

In · the three years ending .June 30 last, 
Australia spent only £9,258,707 on Defence 
" 'or ks. 

STEDMAN-HENDERSON 
PLA~E ADDIT.IONAL FEATURE WITH 4BB 

"YES-NO JACKPOTS'' 
15 MINUTES EVERY MONDAY NIGHT-SELLING "MINTIES" 

AS WELL AS 

"TBA.T'S WHAT YOU THINK" 
30 MINUTES EVERY SATURDAY NIGHT- SELLING "FANTALES" 

A CHANDLER STATION 
Sydney: 

Melbourne : 
CHANDLER'S BROADCASTING 

SERVICE, 
Australia House, 

Carrington Street, Sydney . 4BH MACQUARIE BROADCASTING 
SERVICES PTY. LTD., 

37 Queen Street, Melbourne. 

~ U EE NS LA ND ER S FAY 0 UR TH E I R 0 WN QUE E NS LAN D • 0 W NED ST A Tl 0 N 
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There seems to be no limit to the uses 
of radio. In London last week a short
wave radio cure for the common cold was 
demonstrated. Consisting of two elec
trodes suspended like headphone above the 
forehead and at the back of the head 
(though not actually touching it) the ap
paratus is a very simple affair. When the 
current is switched on, short waves pass 
through the patient. The waves cause a 
local temperature, thus helping the blood 
to rid itself of the infection. Treatment 
lasts ten minutes. It's interesting to note 
that out of 1,000 people treated at one 
factory, 800 reported that colds had been 
checked or the period of recovery reduced. 

Another overseas item-Lawrence Tib· 
bett has been forced to cancel his entire 
seasons' tour thi,,s year, owing to the 
muscles of · his larynx being in a state of 
high tension. Not only must he rest, but 
he has also to undergo a series of physio
therapeutic treatments. Cancellation of 
his tour will cost Mr. Tibbett more than 
£16,000. 

You never can tell where radio will lead 
you. The head of the radio division of 
Young and . Rubicam Agency (America) re
cently married famous film lovely-Loretta 
Young. 

Idea-for-Sponsor Dept. A miniature 
"chocolate" wheel with letters of the 
alphabet printed on it instead of numbers, 
an announcer and an audience are all that's 
needed for a jackpot session called, shall 
we say for want of a better name, "Cele
brities." The wheel is turned and if, for 
example, it rests on the letter "B," a mem
ber of the audience is required to give the 
names of six world-famous people. For 
instance, Bach, Brahms, Beethoven, etc. 
Thirty seconds are allowed to each person. 
The "celebrities" can be dead or alive, 
providing their names are universally 
known. 

Idea No. 2: A well-known Sydney beautv 
specialist .has discovered a set of ex'
tremely simple exercises for the face and 
neck. Six in number, they take exactly 
one minute for each. They're done to 
music, preferably waltz time. In order to 
prove their value, the specialist has tried 
them out on relatives. In both cases they 

have been successful. Result-a double 
chin and a roll of fat on the back of the 
neck were removed in less than three 
months. The specialist says: "In war time 
women have not the time nor the money 
to spend on costly beauty treatments. 
Double chins and rolls of fat on the back 
of the neck are fatal to beauty. These 
exercises will definitely remedy such de
fects. In fact, they are ideal for all 
women, young and . old, who wish to pre
serve a youthful appearance. "Radio," 
says the specialist, "is the best medium 
for acquainting women with these exer
cises." Any interested sponsor may buy 
the Australian rights at a low figure. The 
entire set could be recorded on one disc. 
The specialist is not anxious to participate 
publicly in the broadcasts. This idea looks 
good to me, and is one well worth being 
given consideration by a sponsor seeking 
any new and inexpensive appeal. 

New moves list: Frank Haines from 2GZ 
to 2KO, Frank Bennett (announcer) from 
2CH to 2GB, and "The Watchman" cele
brated A.B.C. news commentator for 2UW 
3UZ and 4BC. Salesmen and agency reps. 
will be interested to learn that Alec. 
Hunter, who for the past five years has 
occupied the position of sales manager at 
Nicholson's Music Store, recently resigned 
to commence his own business at 379 Kent 
Street, Sydney. He is now the Aust. rep. 
of the old-established firm, James Light 
and Son (oil refiners), and is director of 
Woodwool and Timber Products Pty. Ltd. 
Mr. Hunter · is well versed in advertising. 
Therefore, in the case of Woodwool and 
Timber Products it will be interesting to 
note his advertising activities in the 
future. His 'phone number is MA1603. 

.John Watson (2GB) has just moved into 
a charming flat at Darling Point. John 
is a good speaker, as many of his listeners 
each night at 10 will agree. But-should 
he suddenly lapse into a whispering bari
tone technique, you'll know it's because 
his neighbour in the flat above has won 
him ovEir to his enchanting method of 
vocal delivery. The gentleman's name, by 
the way, is Mr. "Billy Peach." 

Judging by the attractive window display 
in Nock and Kirby's this week, evidently 
that firm has been reading a copy of "C.B." 

4TO TOWNSVILLE 
FIRST CHOICE with National Advertisers to reach 

TOWNSVI LLE, A YR, and INGHAM districts. 

4TO broadcasts the finest radio programs in Northern Queen.s

land to an immense community that includes these and other 

important centres and provides entree to one of Queensland's 

soundest and wealthiest areas. 

This 1s the prime factor m 4TO's success as a selling force. 

All particulars from :-

AMALGAMATED WIRELESS (A/SIA) LTD. 
Sydney Brisbane Melbourne 
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They:re out,, to sell radio sets by the ., 
tertamment · method. Our friend en. 
Edwards, greets us from the centre' Ge{, 
window, . while interesting "stills" 0f th 
players in their various character rolo h 
round him. To one who is personale sur. 
quainted with many of the players thly ai · 
ups are most amusing. To th~ e get. 
public, however, the pictures woul~ener,. 
tainly stimulate interest in the Part' cer. 
sessions. It's grand publicity, and ~cul,. 
no reason why other firms should not •c 
low suit with station personalities and 1'•1• 
grams. Prr1. 

Radio is coming into its own in som 
our smart magazines !nowadays. Net'' r 
that the "Herald" publication • ~~· 
Home," is carrying stories and ph~togra ~ 
of popular broadcasting personalities P 
their doings. In America, radio stars alP! 
considered just as much "news•• as :rt
film celebrities. '• 

At the V.O.A. studios in Pitt Stre 
there's a charming Jass who answers to t~t 
name of Wendy Lindsay. Wendy belon • 
to that famous Australian family noted f~ 
its many contributions to the cultural an'~ 
artistic life of this country. Her husbanrl 
Mr. Peter Lindsay, has inherited the girt 
for P.ainting, while Wendy chooses for hn 
creative express10n-the pen. The conu 11 • 

uities of most V.0.A. productions are bein• 
written by Mrs. Lindsay. Their excellence 
undoubtedly proves her splendid literan 
ability. 

Darcy Fitzgerald is another member , f 
the V.O.A. staff who wasn't missing whe 
brains were being handed out. Mr. Fitz. 
gerald handles production and all the vari· 
ous odds and ends that accompany it. H• 
takes a keen interest in the technical side 
of the business as well. Both he and ~Ir 
Betts (whom Darcy describes as "a wizara 
on sound"), are young in years, though 
conversation with them reveals a mental 
maturity which one expects and usual! 
only finds in· men of a more advanced agr 
Incidentally, Mr. Fitzgerald is not mar
ried. An error occurred in this column 
recently wherein a wife was thrust UI""' 
him.! Our apologies. 

Stork Pays-a-Call-daughter of "Pip·· 
Cogger (Hansen-Rubensohn), Mrs. lllu,. 
grave, last week became the mother of . 
baby girl, which makes Mr. Cogger a 
grandfather at the very early age of 41 
Surely the youngest grand-pappy in ad\'er· 
ti sing. 

George Palmer (Hartford's) ·is the prou• 
father of a little Palmer, born about thr" 
weeks ago. It's a boy! 

The wearin' of the green has come about 
at Catts-Patterson (Sydney). Misses Kerr 
and Jones have joined the Women's Erner· 
gency Signals, and do they look smart in 

their dashing green uniforms! 
One of the most interesting exhibits 1 

the recent photographic exhibition at 
Farmer's was a delightful study of th• 
A.VV.A. Tower, by J. W . Medcalf. Jn•': 
dentally, visits to the A.W.A. "look-ou; 
may .be made at 5/- per person. Procee ' 
Lord Mayor's Fund. 

Last-minute Pick-ups: "Leaves of ll!e· 
mory " with Ellis Price is now in its tenth 
year.' New contract for this session re· 
cently signed by 2UE. Following in P~~~~ 
father's foosteps is Jack Arnold (2u' 
Jack's work on the ivories is very easY · 
the ears. Saw Mr. Roy McKerihan (Pfr« 
sident, Rural Bank) and attractive ~lr' 
debonair Alan Prince, and Mr. and ·rt 
Fergus Canny at the "Sundowners" P~d·i 
in aid Anzac Buffet, Trocadero, Fr~1~1 . 
last. The Geo. Edwards are off to · •h· 
bourne next week for the Cup. Ma;< Ma 
tons are . enjoying a golfing vacation tall• 
Bundanoon. People are starting to, al· 
about "Oh Reggie" now, and tha~,5Jick· 
ways a good sign that a program is cu>' 
ing." 2SM give delightful afternoon m•i< 
lately. Enjoy also 2CH women:s ~e\k 
with Joan Read. Miss Read's voice 1 ~ 0 
Goodie Reeve's, in that one does no 
of it easily, 

A £210 BIRTHDAY CAKE 
StatioR 4BC celebrated its 10th birth

on August 16, 1940, and following a 
daY estion by the station's personnel, 
u;~ge birthday cake was requisitioned 

m G. E. Adams Pty. Ltd., and an 
~ union was arranged with proceeds 
r the Red Cross. When the cake was 

for pleted it was taken to the Royal 
?~iOnal Show Grounds and was on dis. t over the Exhibition week. · Simul
P3~~ously, announcements were broad
ast from Station. 4BC to the effect that 
i kets were available from the station 
nd various Red Cross centres. 

Tickets were sent all over Queens
and, and to the southern borders of 
nctoria. Support was so strong that 

6,.e smaller cakes, valued at a guinea 
ach, were added to the prize list. 

The drawing took place in the 4BC 
tudios, in the presence of Red Cross 

officials and a representative of the Jus
tice Department. The major prize went 
10 Bundaberg, and every other prize ex
ept one found its way to the country 

many miles from the central base. 

.Mr. Ernie Pelling, popular manager of 
the Wintergarden Theatre, drew the first 
prize from the barrel. Mr. F. E. Sharp and 
l(r. Alan Campbell repres.ented the Red 
·niss Society, and accepted a cheque for 
itO from Mr. J. Clifford, 4BC's accoun

tant and hon. secretary of the art union, on 
half of the generous Queensland public 

ho responded so loyally to the appeal. 

){r. L. Prouse Knox, superintending 
anager of Station 4BC, thanked listeners 

r .r their generous response and the staff 
11<1 Mr. J. Clifford, whose untiring efforts 
elped to make the effort the success it 
.t.~. 

WARSHIP LAUNCHING 
BROADCAST 

The initiative of 4MB Mary-
borough's managing director, Mr. A. P. 
Wynne, gave the C.B.N. in Queensland 
a State-wide scoop broadcast recently. 
The occasion was the launching from 
the shipyards of Walk.ers Ltd, Mary
borough, of the first warship built in 
Queensland as a contribution to the 
present war effort, and the first ship to 
be launched from Queensland's foremost 
commercial shipyards since 1928. The 
hip will take the fame of Maryborough 

to whatever waters she is destined to 
operate as the name bestowed upon her 
by Mrs. H. S. Goldsmith, wife of the 
managing director of Walkers Ltd., was 
H.M.A.S. Maryborough. 

.war time restrictions prevented a de
tailed description of the launching, so 
the description was relayed from the 
official platform, upon which the cere
:ony t?ok place, to 4MB studios, 

hence 1t was relayed to 4BC Brisbane 
a~.d. a recording made. From the 
.~gtnal re~ording others were cut by 
f C and circulated to the other units 
~ the C.B.N. in Queensland where they 
d ere scheduled in each session for one 
.~~ on Stations 4BC, 4MB, 4GR, 4RO, 
bro~ 4VL, 4SB, P,roviding 'an unique 

ho dc~st. for listeners of Queensland 
lion ai e Justly proud of their contribu
indu to. Australia's war effort and their 

stnal enterprise. 

IT BEATS US THAT. • • • 
Life Insurance Companies are NOT 
among the biggest users of air tim'e-

Because 
life insurance is always sold by the oral method. 

The Radio Announcer is a Salesman 
who doesn't have to get into the home, 
he is in. 

It is a well-known fact, proven as much 
by "audiparticipation" as by anything 
else, that "mike" personalities in the 
world's greatest "s'how" business are 
held in the highest esteem by the public. 

"Radio's function is word of mouth as
surance of the worth and value of a 
product or a service," a prominent ad
vertising agency executive told us "it 
is the personal, final, intimate and 
spoken recommendation." 

Is the housewife who accepts and 
buys upon the bargain sales advice 
given to her by a radio announcer whose 
judgement she has learned to trust, is 
she, we repeat, likely to ignore an ap
peal from the same source directly con
cerned with the future of her family? 

It seems certain that if the sales man
agers and supervisors of any of the big 
insurance societies were to collaborate 
with scripters in writing commercial 
copy for well-chosen sponsored broad
casts, the personality pull of announcer 
salesman could put the story over and 
SELL. 

With this thought in mind, we rang the 
manager of one of our leading trans
cription and recording studios and put 
it to him that it would be practical 
for his· agency to script and disc a series 
of first-class human interest stories dra
matising the very sale of life insurance 
as their theme, and still hold the listen· 
ers' attention. 

Life Assurance is assuredly a prime 
necessity in contemporary life. Its ap
peal is incontestably logical and sound. 
A life Assurance salesman is constantly 
playing the good friend to plain people 
in all walks of life. Every day, little 

PELACO BACK ON THE 
AIR IN VIC. · 

All Victorian station representatives 
have showered congratulations on the 
radio division of the Paton Advertising 
Service Pty. Ltd. for lighting the way of 
Pelaco back to radio, and now the 
broadcasting stations sharing in the 
campaign are out to show that radio 
can sell shirts. Stations 3A W, 3KZ and 
3DB-LK are being used in the initial 
campaign. "Famous Melbourne Cups" 
is being sponsored on 3A W, and 100 
words announcements in the broakfast 
and evening sessions are being used. on. 
3KZ and 3DB-LK. 

dramas are enacted in which he plays 
no small part. Human appeal stories. 

Our transcription friend agreed that 
with the assistance of an insurance sales 
executive who had a sense of the dra
ma tic, a very fine series of 15 minute 
stories could be made. We heard him 
calling in staff copy-writers as he rang 
off. 

What you have just read is an· 
other TRADE INTEREST story in 
which this trade paper pla,yed 
and is constantly playing its part 
in building the greatest success 
story in the -greatest show busi
ness on earth- BROADCA'STING. 

The publishers of "COM
MERCIAL BROADCASTING" 
take this opportunity of 
thanking their successful ad· 
vertisers for the big part 
they have played in our rising 
space-sales curve. Others with 
the urge to increase their 
time-sales by pub I icising 
their services in the indust
ries only trade paper are ad· 
vised that our space rates 
have not been increased since 
the war. 

Write the Ad. Manager 

"Commercial Broadcasting" 

G.P.O. Box No. 3765, Sydney 

to-day for rate card and details of 

copy-writing and lay-out service. 

One of the most useful mer
chandising aids offered in radio 
sponsorship - used with wide. 
success in other States. is avail
able to sponsors in N.S.W. Ex
clusive rights for your chosen 
broadcaster in protected terri
tories. Write AUSTRALIAN 
~ADIO PUBLICATIONS, Box 
3765 G.P.O., Sydney, for a copy 
of th~ GAMES BOOKLET. 
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WOMEN APPROVE 
Despite frequent criticism of daytime 

radio serials in America, women listen
ers in the Akron area held them favour
ite in a recent survey completed by the 
marketing class of Professor Harry 
Wolfe, of the Kansas State University. 

The class personally interviewed 944 
women of the middle income group on 
what type of programs they preferred 
between noon and 6 p.m. 

Forty per cent of the women prefer
red serial stories. Only 7 per cent said 
they did not listen at all during the 
afternoon hours. The average woman 
listens two hours during the a.fternoon 
was revealed by the survey. 

One of the oldest serials-"Ma Per
kins"-was first on the list of favourites 
with "Mary Marlin" second. 

The interviewers found radios in 99 
per cent of the homes visited, and 55 
per cent owned two radios. One home 
had five sets. 

In Australia Too 
The approval given to daytime serials 

by American women listeners is borne 
. out by many Australian "success 
stories" of .daytime sponsors. A num
ber of these have from time to time 
been printed in this trade newspaper, 
though none perhaps brings the point 
more forcibly home than the most re
cent example which ha.s come to hand. 

This is in respect of Savons Pty. Ltd., 
manufacturers of Lavex washing com
pound, who commenced a daytime cam
paign throught Sydney station, 2UW, in 
November, 1938. As a vehicle to carry 
their sales messages they adopted the 
use of Columbia-George Edwards pro
ductions-mostly second release shows 
which much earl,ier had proved sue-

DAYTIME SERIALS 
cessful audience pullers for other spon
sors in the evening sessions from the 
same station. 

" ... Since that date our sales have 
shown almost uninterrupted progres
sion, resulting in an advanced sales 
figure of over 250 per cent," so runs a 
report from the sales statistical branch 
of the sponsor organisation. 

"Incidentally, in the main this session 
has been the only means of advertising 
adopted by us, beyond a small expendi
ture on printed matter and such like 
distributed amongst the storekeepers." 

GEOGRAPHICAL ANGLE 
ON QUIZ 

That genial 2SM compere, John 
Dunne, and Mel Sheffer, chief of Sheldon 
Drug, have thought up another novel 
audience participation presentation for 
2SM on Monday nights at 9.45 p.m. 
This new quiz entitled "Town and 
Country," is entirely topical and Aus
tralian, and geographical in its question
naire. The six contestants from the 
studio audience who take part are seat
ed outside the studio behind glass 
panels in a small effects room, where 
they may see but not hear. John Dunne 
tells the audience what he will ask each 
contestant before he or she enters, and 
it is always some question about places, 
objects in ,the town qr country oli 
N.S.W. (e.g., they may have to name a 
certain country, district noted for fruit 
growing or some well known bridge on 
a picturesque river, etc.) . On appear
ance at the microphone they are allow
ed to ask John Dunne five questions 
each before they give their answers. 
Cash prizes are awarded for correct an
swers, according to the estimated value 

JUST USE 

2WL 
*That is the fortnightly pay roll of Port Kembla's giant 

industry- and everybody in Port Kembla listens to 2WL. 

Sydney (B 7887): 
MACQUARIE BROADCASTING 

SERVICES PTY. LTD. 
29 Bligh Street. 

Wollongong: 
P.O. BOX 34. 
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Melbourne (MU3878): 
MACQUARIE BROADCASTING 

SERVICES PTY. LTD. 
37 Queen Street. 

of each question. Not only do the 
testants need to have a fair knowi con. 
of topography _and. lo~al geography,etg• 
John Dunne himself is finding that u 
needs to have a fund olf knowi b .. 
about the places, objects, etc., aske~dg .. 
stand up successfully to the barrag ' t 
questions from his contestants. "T~ '' 
and Country" is sponsored by the Sbv. n 
don Drug Co. for Qid (quick insect del. 
stroyer), and replaces "Ask it Bask •· 
every Monday at 9.45 p .m. et 

Timing Your Time 
(Read this .if you like coffee) 

There is no need for us to here 
exclaim at length on the import
ance of "Timing." From "Blitz. 
krieging" to hitting a golf ball 
timing determines the success 01: 

failure of the effort. 
Which brings us to COFFEE ! 
Coffee used to aggravate us on 
account of we like to drink it in 
the late evening except that it 
set us to counting sheep for the 
nn-rest of the night. 
That was before we discovered 
NESCAFE ! 
How this important discovery (so 
far as our household is concerned) 
was made is not clear. The novel 
trial pack marketing method pro
bably (turned the trick, but we 
do know that we can drink real 
coffee - full of flavour - at 10 
o'clock at night and sleep like a 
bench of judges after it. 
It has never been clear just how 
the old stayawake coffee worked 
its illwill with us, but we do know 
that thousands of other folks suf
fered the same misfortune. One 
of natures greatest disappoint
ments. 
That was before NESCAFE ! 
The point is obvious, of course. 
Why does not the Nestle Comp
Jny sponsor a NESCAFE ;J: HOUR 
at 10 o'clock, just before ·the av
erage man and his wife retire for 
the night, "timed" to the second 
when the coffee-yearning-with-re
gret-about-sheep-counting feeling 
is at its peak, and CALL IT THE 
NESCAFE QUARTE:R-HOUR. 
We buy it in po1md tins at home 
now, we drink it at breakfast too, 
and figure it is a blood brother 
to that much publicised in America 
-Sanka Coffee. Everybody ought 
to know about it. Nestles have 
done a nice job with "Oh' Reggie" 
- even a rival transcription 
agency executive went out of his 
way to praise it to us this week
"One of the best comedies ever 
on radio," he said. We like 
"Reggie" at home, but pale slight· 
ly under the . wide-range commer
cials. Maybe you can sell the full 
products range of one of the 
world's largest manufacturing 
confectioners over one program. 
if you can sort it out. 

H.T."C.B." Ad-~ 

Notes on Radio Abroad ANOTHER SPONSOR GOES 
TO DAYTIME 

. u S A has successfully man
R>1dio 1 ~nock · o~t the summer slump 
ed to rom reliable Co-operative Analy
~ey . BFoadcasting reports, summer audi

, of ~ l940 network radio programs
,., fol nd evening-were larger than a 

ytime a and probably the largest in the 
1r ago,f commercial broadcasting in the 

i;torY o 
ltes. 

iven are that the 1939-40 winter 
Reasons v.~s undoubtedly the best in radio 
dte~.ce Listener interest in news has been 
~:~~~g at fever temperature ever smce 
·;. war started. 

years ago it was predicted by ad. 
:<.0111; men that the time would come 
'nc; rtain periods on the networks 

I "'\ ~= resold for a cash franchise value. 
ulc rophecy has become an actuality. 

11 ' p s11ampoo which occupies the 7 .3()
•t•h spot 01~ the N.B.C.-Red .Sunday, 
p.n\ "Band Waggon" can, 1f 1t elects 

.thr tpsose of this period to another com-
• r~i',~ 1 for a cash consideration of 150,000 
Jars. 

.~racie Fields, at present touring Canada 
><uccessfully m aid of the Canadian 

. .', League, is reported to be comm? to 
·~~~ralia. More than 6,000 persons Jam
d the Windsor Arena-the largest crowd 

"its history-at 1.10 dollar for the lowest 
lrni"8ion. Three bands formed her guard 
t honour, ancl her tour was paralleled only 

that of the Kmg and Queen. 

R c A has recorded nine different sound 
~k~ to accompany Walt Disney's "Fan

r.~ia. " Stokowski took each sound track 
d snicllronised them as he wished. He 

1,LH able to make the fine quality Of a 
ngle fiddle ten times as loud as the whole 
.. ~ss section. 

Development of the Disney sound is the 
"tre of a fued between R.C.A. and Bell 

.. ibs., which employs three sound tracks. 

Income from · time sales has increased 
ubstantially on all the chains in U.S.A. 

from January up to August. Columbia up 
'1om 21 to 26 million dollars, Mutual up 
from 2 to 2~, N.B.C.-Red frorri 23~ to 251!, 
· B.C.-Blue from 5 to 6 million. 

C.B.S. announced in September that it 
as ready to televise objects in full colour. 

Frequency modulation . (F.M. ) is going 
rke a bushfire in the States. Fourteen 
"anufacturers are producing F.M. re
' 1vers. The F.C.C. have approved of the 
"stem, and stations are being erected-

fact some are already in operation. 

Radio will be used in a new 250,000 dol
rs ad. campaign for the American Dairy 

-~· sociation. Starting this month, the 
'mpa ign will stress butter and cheese in 

f:astern food markets. In general the 
<1ry product campaign will be similar to 

"he co-operative and merchandising cam
ign for Sunkist oranges. 

Qu ite a verbal war is going on in the 
.'rates between A.S.C.A.P. and the N.A.B. 

: ' latter has started its own B.M.I., and 
>Pes to be able to eliminate all A.S.C.A.P. 
"ic from its stations after January 1. 

According t o the semi-annual report of 
" Co-operative Analysis of Broadcasting, 
·;h"P_ot o: Gold" program reached its very 

.... 1ank1ng in its first year, and was 
·'"?gst the 15 most popular shows. "On 
•n s Family" climbed to the top ranking 
>Up . 

The .C.A.B. study revealed that peak audi
·e· •s_ enjoyed by shows broadcast be
t•en ." and 8 on Sunday night. Of all 
.; on necl, 61.1 per cent are tuned in dur
. that period. Saturday night enjoyed 

grea test popularity, although for many 

years it was considered the poorest broad
cast night of the week. News audiences 
in the early evening hours increased 39 per 
cent, and after-dinner news casts attracted 
55 per cent more listeners. 

The American Safety Razor Corporation 
have signed for a twice-weekly, featuring 
vVythe Williams, news comment.ator, over 
93 stations of M.B.S., on Tuesdays and 
Thursc1ays, 8 to 8.15, on behalf . of Star 
blades. 

The Gillette razor people are sponsoring 
the world series over 200 stations, and also 
on the Canadian stations. 

American broadcasters anticipate that the 
three networks will secure an income of 
90,000,000 dollars by the end of this year. 

Vicks Chemical Co. had planned to spon
sor a radio serial version of "Gone With 
the Wind," and created quite a furor over 
on the other . side of the Pacific. The pic
ture interests refused the rights . Vicks 
had now returned to their original "spot" 
arrangement, and will spend about 450,000 
dollars on about 150 stations. 

A prominent broadcast executive in 
U.S.A. threw a dinner to the secretaries 
of all his sales managers and other prin
cipal offsiders. He stressed that the girls 
were most important in keeping their 
bosses up· to the mark and remembering· 
all the Ii ttle details which the busy man 
tended to forget. Quite an idea for some 
of the Australian heads to do likewise. 

Receiving set sales have jumped 25 per 
cent over last year when the total volume 
exceeded 10,0()0,000 sets. Broadcasters 
generally expect time sales will be 15 per 
cent greater for 1940 as compared to '39, 
when the total time sales were 171,114,000 
dollars-an all-time high, and 14 per cent. 
over the 1938 figures. 

According to F .C.C. figures it cost 
American broadcast station Iicencees, and 
the three major networks 64,424, 626 dollars 
to construct and equip their present plants, 
including the price of land, buildings, ·trans
mitters, towers, furniture, fixtures and all 
other tangible appurtinances. 

Indicative of the gradual, but marked 
swing to an appreciation by advertiser 
of daytime selling, is the fact that 3A W 
Melbourne has at present five major 
daytime features on the air. Latest 
of these is the new Sunday morning 
"Personality Parade," sponsored by 
Langsford Personality Clothes, and 
aired each Sunday at 11.45 a.m. Show 
is spotted in station's popular and novel 
Sunday morning newspaper "The Lis
tener's Digest," and features outstand
ing recording artists. It will be com
pered by station's Dick Hudson, 3A W 
production manager, who is widely 
known through his work on "Sunday 
Night at Eight." His handling of "The 
Listener's Digest" has made it a big 
daytime feature program, and has done 
a great deal to open advertiser's eyes 
to the value of dawn-to-dark selling. 
Station's current day shows are "Holly
wood Scene," "Words and Music," 
"E'dments' Surprise Packets," "Forster's 
Traveltalk," and "Beauty in the Bal
ance"-addition of "Personality Parade" 
will bring total to six. 

G.-E. Shows for Paling's 
Twelve months ago Paling's embark· 

ed on a Brisbane campaign to popularise 
their domestic refrigeration and home 
laundry equipment. The 4BC women's 
session was selected as the medium, 
and so successful was this campaign 
in drawing enquiries that Paling's have 
since sponsored the George Edwards 
productions-" John Halifax, Gentle· 
man," followed by "Ravenshoe"-when 
"Ravenshoe" terminates on ·December 
11 the new feature will be "Marco 
Polo." 

JAW presents ... 

''DAYLIGHT SELLING TIME" 

Let's keep. this factual ! To begin with, 
out of the 17 radio selling hours in every 24, 12 are daytime 
hours ... Again, in America, sponsors spend 30 million dollars 
a year on daytime serials alone . 

3AW has five major daytime features on the 
air already - "Hollywood Scene," "Edments' Surprise Packets," 
"Words and Mus,ic," "Personality Parade" and "Forster's Travel
talk" ... but there are A FEW solid-selling sunshine Hours 
still available for you! 

SUN-UP TO SUN-DOWN-It's 3AW for SALES 
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Of COURSE 
YOU'VE HEARD 

"March of Time" Marching On 
"March of Time," a weekly broadcast 

of dramatised news behind the news, 
which commenced in 1936, recently 
passed its 200th performance. This ses
sion was sponsored by the distributors 
of Black and White Cigarettes and 
Black and White Ready Rubbed to
bacco from its inception in Victoria, 
South Australia and Tasmania. At the 
present time Nicholas Ltd., the distri
butors of Aspro, are sponsoring the 
session in New South \Vales. Since the 
beginning of the war, the session has 
forged ahead to even greater popularity, 
and the distributors of Black and White 
cigarettes and ready rubbed tobacco re
cently signed contracts for 12 months' 
renewal. 

Another Station Joins A.S.B. 
Another New South Wales station has 

joined the A.S.B. sporting broadcast 
network, it was announced last week. 
The new unit is 2LT Lithgow. The 
A.S.B., which now comprises six sta
tions (2UE, 2KY, 2GZ,/ 2CA, 2HR and 
2LT), forms a network for the broad
casting sporting events ,and commen
taries, etc. 

Purina's "Fun Time" 
Station 2UE Sydney, in co•operation 
with the Prince Edward Theatre, have 
arranged another "Fun Time" party 
from the stage of the theatre, on behalf 
of Purina Grain Foods, makers of Cris
pies, who sponsor the nightly "Fun 
'rime" programs. Approximately 1,100 
children packed the theatre for the last 
party. The party on October 26 will 
also · celebrate the opening of two new 
feature films, "The Ghost Breakers," 
with Bob Hope, and Charlie Ruggles in 
"The Farmer's Daughter." 

More Race Meetings to be 
Broadcast 

Melbourne station, 3XY, has extended 
its schedule of racing broadcasts to 
cover many Victorian country . meetings, 
in addition to the metropolitan meet
ings. Because the country meetings 
scheduled would necessitate the ab
sence of Ken Howard from the studio 
during the periods in which he usually 
conducts the Pax Racing Notes (a 
Pacific Oil Co., twice daily feature), 
Arthur Mathers, 3XY general sporting 
commentator and publicity manager, 
has been brought into these programs 
while Howard is away at °''bush" race 
meetings. On the new schedule an 
average of more than three race meet
ings per week will be broadcast by 3XY 
during the next 12 months. 

Dr. Goddard's Plane Fund 
Dr. W. G. Goddard's appeal for funds 

to buy trainer 'planes for the R.A.A.F. 
has captured the public imagination in 
Queensland. Two 'planes have already 
been presented to the Commonwealth . 
Government by listeners to Goddard's 
sessions from 4BC, and the donations 
are pouring in to help this popular com
mentator to achieve the goal of "A Full 
Squadron of Trainers." 

Last week the donation list made in
spiring reading. From the "two shn-
lings weekly donation of six school
boys" to the cheque for a hundred 
guineas from the Ipswich Amateur Turf 
Club, there is clear evidence that 
Queensland recognises this 'plane fund 
as one of the most deserving of public 
support. 

The hundred guineas from the Ips
wich A.T.C. represents almost a third 
of the nett proceeds of the patriotic 
meeting held on October 3. 

To keep your product in the 
first flight on the Tasmanian 
market, you wil I, of course 
choose the state's most pop
ular selling station. 

1G~1 t\; When the local branch of a well-known 
Mainland Chain-Store decided to check up 

on commercial stations, and held a vote 
among the staff as to which. station gave the best 

and brightest all-round programs, 74% of the staff 
voted ?HT. Consequently we received the entire 

a,ppropriation. 

THESE MAINLAND REPS. 
Sydney: Melbourne: 
A. L. FINN, HUGH. ANDERSON, 
BW 6251 Cent. 4366. 

WILL 
TELL 
YOU 
WHY 
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7DT IS 

TASMANIA'S LEADING 
BROADCASTER 

Broadcasts Bring Crowd of 
20,000 to· Soap Box Derby 

Newcastle's scenic Memorial Dri 
was the location of a novel sporu~e 
event on the afternoon of Saturda g 
October 5. The local branch of 1{ 
Apex Club organised a Soap Box De ·be 
in aid of the Police .and Citizens' B~ ~ 
Club, and there was a great roll up Ys 
rather a roll down, of all manne~ 0~ 
engine-less cars. Newcastle busine 0 

houses featured decorated cars, ma:~ 
of which displayed great ingenuiti 
both in design and mechanical construe: 
tion. 

The point about this event, Which i 
of particular interest to "C.B." readers 
is that the sole medium of publicity 
used was commercial station, 2HD. Mr 
Alf. Haywood, .a member of the com: 
mittee which handled the campaign on 
behalf of the club, stated that the re. 
sult was the greatest crowd ever seen in 
Bar Beach locality. It numbered 20,000 
people. The entries r.an inlto la;rge 
numbers, despite the fact that a mini· 
mum fee of £2/2/- was charged. Mr. 
Haywood came on 2HD's air himself 
after the function and thanked Mick 
O'Halloran, the popular manager, for 
the wonderful co-operation by the sta· 
tion staff. 

The listening public was kept inform. 
ed of the progress of the races from a 
broadcast point established on the roof 
of the Bar Beach pavilion, and the 2HD 
sound car was used throughout the pro
ceedings to keep the crowd posted with 
the latest information. 

The grand finale of the day's pro· 
ceedings was held at the Esplande 
Hotel, where delegates of the Apex Club 
from all over the Commonwealth were 
welcomed at a dinner. This was also 
broadcast by 2HD. 

Tee-ing Up for Sales 
Novel tie-up with the advertised pro

duct is the keynote of 3A W's new "T· 
Time Quiz," aired each Wednesday at 
8.15 p.m. Sponsored by Henry Berry 
and Co., the show is a word-building 
quiz. The idea is that competitors are 
asked to supply words with a given end· 
ing in answer to various questions. 

For example: Given that the ending 
must be "ty," "tee" or "tea." Q.: A 
god-like "T?" A.: Deity. Q.: A poor 
,"T"? A.: Poverty. 

Forty questions are askeR in the 15 
min. program, each question carrying 
a cash prize of 2/-. In addition to this. 
people who give very good answers 
which are not quite correct receive 
packets of the sponsor's product as con· 
solation prizes. 

Chief product advertised is . "Glen 
Valley Tea," which ties in very neatlY 
with the general idea of the session and 
allows of ad libs around such words as 
"quality," "guarantee," etc. 

McClintock's Jellies are using a novel 
writing contest for children , in c~n· 
junction with the program, "Speed Gib
son," broadcast from 3UZ Monday to 
'J'hursday inclusive. Contract was 
issued by the radio division of the 
Paton Advertising Service Pty. Ltd. 

Hordern and Sons have con
,An thonY_.th 2GB Sydney for the spon-

·ted '~1 a gardening session Saturdays 
hiP 0 m session, conducted b y Bert. 
.30 ,~·n ·provide an advi~ory edl!cational 

· n"· f r suburban gardeners, with par-
1 ice 0 pha<is on " Vlhat to do this week-
ul:tr em ~ 

J." . 
. Jd Advertising has placed a campaign 

-tlle t announcements on behalf of the 
"w·po Milk Board with 2UE Sydney. 

5. • 
f Ids Wine Ltd. have contracted for 

P~.~i;cements for 12 months (agents, 
~us canny) . 

ampaign of spot announcements for 
\ c Jes " on behalf of Stedman Hender-
1wg~we'ets has been contracted for on 

... !-: Sydney (Willmotts Agency). 

Harrison and Smith have extended. their 
ttio activities, and"are now spon~?ring a 
iriotic program Our England, . fr?m 
·z everY Sunday afternoon. Contmmty 

KJ' commercial copy is written by . ~he 
dio division of the Paton Advertismg 
rl"ice PtY. Ltd. 
Maize products are using spot a nnounce
ents on 14 Victorian station_s fo_r a novel 
ft campaign. Contracts were JSsued by 
e Paton Advertising Service Pty. Ltd. 

on Wednesday, . October. 16, the A.C.A. 
cucaroids Campaign, which has recently 

nrluded on 2CA Canberra, was extended 
Parkes. Station 2PK is now putting 

ross, in its popular "Sunshine Club" ses
.. n at 11.30 a.m. to 12.30 p.m., four weekly 
ramatised commercials-Monday to Thurs
;,.. The campaign will run for about 

hree months, and is being supported by a 
refully co-ordinated plan of field work. 

2HD's Effort Grows 
In the last issue of "C.B.", October 10, 

age 16, it was mentioned "Mick O'Hal
ran, genial m a nager of 2HR"-actually 
hok O'Halloran is general· manager of 
HD, which was mentioned earlier in the 
mragraph. He, of course, was very wrath 
hout this typographical error, but after 
II even printers do make mistakes some
mes, as well as broadcasting stations. 
At any rate, 2HD made one announce

ment during a recent Wednesday afterc 
•<>n sporting session from 2HD Newcastle 
•r the Red Cross . appeal, and the last 
-ue mentioned that there were 1,200 
onations of 1/ - each returned. 
~fr. O'Halloran informed us last week 

hat the figure had now reached well over 
- 110fJ-all with 1/- enclosed. When it was 
uggested that 2HD must have had a very 

go<Jd listening audience, Mr. O'Halloran 
mply went into raptures, and it was a 
ard job to stop him, so keen is he about 
he effectiveness of a nd the results obtain
_IJie through that station, 2HD, in the 
""'Castle area. 

Commercial Information 
REGISTERED FIRMS. 

Austral Disc Syndicate, 590 George 
1,1reet, Sydney, manufacturer's agents. 
Proprs.: Cecil V . Stevenson, Major Sluce, 
-~dio Associated Services Pty. Ltd., Her-
rt Goody and Reginald A. Shaw. 27/9/40. 

CREDITORS' PETITIONS. 
1Lewis, Phillip, Beaufort Hotel, 197 Queen 
r_e~t. Melbourne, Vic. , radio artist (la tely 
~ tdinl?. at Glebe Point, Sydney, N.S.W.). 
·a Petition of Associated Newspapers Ltd., 

·,,_ng0_ For hearing on November 14-

1• BROADCASTING CENSORSHIP. 
:•·g~?er: the National Security (General) 
the Bhons. the Minister for Information 
rorn · ~n. R. G. Menzies ) has appointed as 
itn ctober 7, William Albert Eustace 
roa~ers and John Powell Williams as 

cast Censorship Authorities . 

Adhering closely to their policy of deve
loping new radio business, the Paton Ad
vertising Service Pty. Ltd. have issued 
contracts for Langsford "Personality" 
Clothes, and F. S. Walton . The former is 
sponsoring "Personalities for Preference" 
from 3A W, and the latter "John Halifax , 
Gentleman" from 3KZ, and country sta
tions yet to be selected. 

Seville's, Melbourne, have extended their 
radio activities under the supervision of 
the radio division of the Paton Advertising 
Service Pty. Ltd. Latest contracts issued 
are 52 half hours 3KZ, and 52 quarter hours 
3AW. 3KZ feature is "crooners and 
Croonettes," while "Love Finds a Way" is 
being sponsored on 3AW on Sunday nights . . 

The Paton Advertising Service Pty. Ltd . 
have issued contracts on behalf of The 
Public Benefit Bootery Ltd. Quarter-hour 
programs are being used on 3XY, 3UZ and 
5DN. 

Station 3KZ's newest quiz show, "Double 
or Nothing," brings back to the air Pre
servene Pty. Ltd. who have booked the 
8.30 to 9 p.m. Monday spot for their pro
gram in "Double or Nothing." E ach con
testant, if he answers a question correctly, 
has the choice of stopping there and 
pocketing his cash prize, or of continuing 
and, if he answers the second question cor
rectly, having his first win doubled in 
value, and so on. 

One of the largest firms in the Wimmera, 
J. Langlands and Sons Pty. Ltd., of Hor
sham, have extended their contracts with 
3HA Hamilton. In addition to regular 
weekly sessions, Langlands have com.
menced a radio campaign with several 
scatters a day. 

B.G.E. Extend Radio Campaign 
Trans-Radio Agency announce that 

the British General Electric Co. Pty. 
Ltd. have further extended their pre
sent radio campaign covering "Genalex" 
refrigerators. Station 2KO Newcastle 
has been added to the New South Wales 
stations broadcasting the new "Willie 
Wog" one minute dramatised commer
cials. Tasmania, too, has been included, 
the announcements going over Stations 
7HT Hobart and 7EX Launceston. 
South Australia comes into the picture 
with broadcasts over Stations 5DN-RM 
Adelaide. 

With these additions, the campaign 
is now operating in six Australian 
States. 

Harbour Cruise for Listeners 
On Satur~ay, October 12, Trans

Radio Advertising and Program Service 
conducted, in association with Station 
2CH, the first of the three free Bingo 
Jolly Boat Harbour Cruises, run in con
junction with "Showboat Memoiries." 
The session, "Showboat Memories," 
takes to listeners the charming melo
dies of Stephen Foster and other com
posers whose numbers were popular on 
the Mississippi Showboat early in the 
century. ('Showboat Memories" is 
broadcast from 2CH every Tuesday, 
Wednesday, Thursday and Friday morn
ing at 9.15, and is sponsored by the 
manufacturers of Bingo Pure Fruit Pro
ducts. 

We're certa.inly using plenty of ink 
these days, what with the large num
ber of contracts being signed, partic
ularly with time buyers for summer
product advertising. 

All good radio advertising men know 
that summe·r or winter, 3KZ pulls 
bigger results faster, and that's why 
those who are hand11'ing campaigns 
for refrigerators, swim suits, aerat
ed drinks, ice cream, cosmetics and 
all the other Summer lines, are sign· 
ing with 3KZ. What about you? 
When it "hots up" are you going to 
be left out in the cold? Enquire 
now and sign soon. 
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Bega Damages Case 
by you can have an accountant examine 
your books and come and give evidence 
(which I clearly think could not be re
jected), that over a period of a year before 
the incident he made a profit of X pounds 
and later he made so much less profit and 
that is a fairly satisfactory method usu
ally, when you take into account also trade 
conditions. It is a fairly satisfactory 
foundation for a claim which may arise as 
a result of something that happens, and 
that was not done. But, Mr. Spence went 
into the box and said that he had lost in 
various ways, and the first way he said he 
had lost was that he could not get hides 
from Swifts. Now, gentlemen, the re
marks that I am going to make are not 
any reflection on Mr. Spence, because un
doubtedly I think you will accept his state
ment that he did not get hides from Swifts, 
but the question is whether it was on ac
count of this trade libel or was it on ac
count of something else. The defendant 
company is only responsible, it used to be 
put, for the natural and probable conse
quences of their action, or it is sometimes 
put, for the direct result of the wrong
doing. The defendants are only respon
s ible for the effects that flow directly from 
the broadcast, and you will ask yourselves 
is it a natural and probable consequence 
of a broadcast down at Bega that a trade 
supplier of many years standing, a firn1 
of such importance, because I suppose we 
all know about Swifts, they are pretty big 
killers at Brisbane and elsewhere. is it a -
consequence that as a result of a broadcast 
at Bega a trade supplier, without any in
vestigation, would go back on his word 
because of irresponsible gossip, because 
Mr. Speight said he heard it at the sale. 
If he did not investigate it, it could not 
have been anything more to him than irre 
sponsible gabble, and on the question of 
whether Swifts did not supply because of 
Mr. Speight's reaction to this broadcast, 
you will put to yourselves as men of busi
ness and men of the world-do you believe 
Mr. Speight when he comes into the box 
and says that because of the rumour that 
the Council might do something to Mr. 
Spence's tannery at Bega he went back on 
his customer of many year's standing. You 
may think he is in an awkward position in 
regard to that whatever answer he gi,•es 
to the question I put to him. You may 
draw the conclusion that he had some 
other· motives other than that which he 
was willing to express and that he was 
not telling the truth and this trade libel 
was just an excuse for him to get out of 
the bargain, and I say again that is en
tirely a matter for you. I have not hesi
tated to express what my view of the mat
ter was, \mt you have to determine the 
matter according to your ·awn view. If 

(Continued from p. 23.) 

you come to the conclusion that Mr. 
Speight was not telling the truth, a very 
large part of the plaintiff's claim for trade 
damages goes because he could not get the 
hides that he said he lost a large part of 
his money on. He has not produced any 
figures to say what he actually did make 
in the year after the libel as contrasted 
with the figures for the 12 months before, 
but if you come to the conclusion that he 
has been damaged by the loss of the skins 
you will have to do the best you can. Then 
in regard to the hark. '\Veil, Mr. Spence 
has told you that the people who grew 
bark would not come near him and supply 
him with bark after the trade libel. Is 
that a probable story? It is entirely for 
you, but he says although he was paying 
cash he could not get bark and he had to 
put UD h; s p · ice £1 a ton on what they 
'vere paying dO"wn at Eden, "\Vhich is not 
so very many miles away. Yet, if you 
look at the book, gentlemen, you will find 
that he did not start to pay the increased 
price for bark until November, and if it 
took until November before the bark sup
pliers started to refuse to come near him 
to give him bark you will ask yourselves 
why was it that this one public broadcast 
took so long to take effect on the bark 
suppliers." 

Extended Credit Withdrawn 
Mr. Dovey: The book shows 

worth of bark was supplied in 
1939, as against the year before. 

only £8 
August, 

His Honour: I am not talking about the 
year before, I am talking about the time 
he s tarted to put up his price. However, 
the figures are before you. You will find 
that the 8/- a cwt. which was the ruling 
rate went on all through July, and if you 
look at the figures they are fairly substan
tial amounts, and there must have been 
well over £100 worth of bark supplied in 
October at 8/- a cwt, and it was not until 
you get to the 11th November that the 
price goes up to 9/- a cwt., and those facts 
speak for themselves, and again I say that 
it is a matter for you. So far as the 
Hardy Trading Co. is concerned, yo u heard 
that he was called upon to pay within 30 
days instead of having extended credit. If 
you think that was any great . detriment 
to him or not, that is a matter you have 
to determine, and so far as Mr. Johnson 
is concerned, who came and gave evidence 
that he would have taken all the leather 
from Mr. Spence, I personally cannot see 
that Mr. Johnson shows any damage what-
ever. 

Mr. Dovey: It was only supplementary so 
that he could dispose of the 8,000 hides. 

~~Go Young Mart'' 
~t-Go East, Young Man'' • 
~~Go North, Y onug Man'' 

His Honour: Really, the two ite 
damage that are suggested in reg;;1~ er 
the trade libel are that he could n~ l 
skins and he could no~ ge,t bark. If !:•· 
do not accept Mr. Speight s evidence ) ' 
can put out the skins, a nd if You d y,, 
accept Mr. Spence's evidence abouto n. · 
bark you can put that out. If You th, 
he has been damnified in his businesthtn 
this libel you will give him such dams b 
as you think that he has Proved a!?'e 
course, you have first of all to find {• 
pointed out to you, that that loss w~sa 
direct result of this broadcast down lJ · 
Bega. 

Now, gentlemen, those are, in broad 
line, the matters that I think Your at~U,l. 
tion ought to be called to. There are soe · 
matters that have been discussed betw n 
counsel at the table which may inftue~· 
yo u one way or the other in coming 
your verdict. I think. broadly the matt . 
that you have to consider are those that· 
have dealt with, and before you can fi· 
a verdict for the plain tiff on each cour .. 
you will have to consider whether th 
words are defamatory, · and you will retu•' 
a verdict on each count separately, If " 
I assume you will, you find that the w~r 
are defamatory, you w ill return a verd, .. 
for damages on each count separately 
the personal libel, you are assessing clan 
ages in the way I have told y ou, and r' 
membering that Mr. Dovey has said n1, 

although the writs were for a very Jar~ 
amount, that the plaintiff is not seekir _ 
to recover extravagant da1nages, retur 
such amount as you think is a reasonah1. 
compensation, taking into account all th· 
circumstances I have endeavoured to co 
your attention to; and then with regard t 
the trade libel remembering that he can re
cover only such damages as are proved an 
considering · whether or not he has prore•r 
damages .... 

• 

At 3.25 p.m. the jury retired. 

At 4.5 p.m. the jury returned to co urt 
with a verdict for the plaintiff on th• 
count dealing with personal libel in th• 
sum of £1,000, and on the count dealing 
with trade libel with a verdict for th• 
plaintiff in the sum of £1,000. 

A Juryman: The jury would also like t 
express their opinion of the way the" 
letters are put over the air, that there w •• 
not any caution taken in their action wha• -
ever. 

His Honour: That is a matter that I cao · 
not give any effect to. 

A Juryman: The jury are disgusted th• 
way these things have been put over th< 
air. 

His Honour: I think that is reflected il 
your verdict, but that, of course, is, as I 
sav. e r.t i f' 1 'l 1n:=u ter be~·ond on!' f""'ontr'· 

By direction there will be a verdict for 
the defendant on the second and fourth 
counts. 

• • • 
• • • • 

To3HA 
To3TB 
To 3SH • • • • 

The rich Victorian co,untry districts outside the range of Melbourne 
stations, offer unlimited o·pportunities to enterprising advertisers - and 
the outstanding coverage of the popular V.B.N. stations is your surest 
medium for reaching favourable, purchasing audiences. Let us prove that 
the V.B.N. should be in your next allocation. 

The VICTORIAN BROADCASTING NETWORK 
HEAD OFFICE: 239 COLLINS ST., MELBOURNE - MX 4731 

SYDNEY: MACQUARIE BROADCASTING SERVICES, 29 BLIGH STREET, PHONE B 7887 
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.W A. Net Profit £133,279 
ost successful Year 

ual report and balance sheet for 
Th• ann nded June 30 has been issued by 
0 year etors of Amalgamated Wireless 
o . d•rt\d and reveals that a nett profit 

soa) 279 ;.:,as obtained. This is a slight 
!133, last year of £132,578, and the 
ance ~ar of £130, 197. A dividend of 
.,ous nt same as last year, will be de
per ce , 
red. t ta! revenue was £803,669. After 

·• 0 rofit has been paid, £50,000 has 
,,.•ttn~ferred to reserve, and £38,252 has 
t~a ried forward, whilst £79,912 was 
,~.,_rto depreciation, A small loss by 

- -.;idiar" broadcasting co1npany was 
ib. for,;·ard in the books of that com
~h~ut has been covered. in the accounts 
·w.A. by prov1s10n m its reserves. 

departments of A .W.A.'s extensive 
:~:~ation are engaged in important war 
· ... er\'ice~. and for that reason the Cl;lS
,.". i teinised ffaragraphs were not in-
.} in this year's report. Althoug?. war 

tal<es up a lot of the company s ac
i~s. the n1ore in1po!'tant com1nerc1al 
. ties have . been re tamed. 

.e report mentions that the services of 
coJnpany's chairr11an and n1anaging 
ror (Sir Ernest Fisk) have been loa1,1-

10 the Commonwealth Government 111 

capacity of Director of .. Economic Co
ation At the same time he 1s able 

1~\'aint~in sufficient cont.act _·with the 
ipany's affai~s to ~up~rv1se its broad 
11 es and maJor act1v1t1es. 
•nring the year under r:eview the ~om-

1 's activities enabled 1t to contribute 
th~ revenue of the various Federal and 
te Government departments throughout 
ira!ia, a total sum of . £3~8,500. The 

nber of persons. employed 111 the com-
1\·'s services during the yeai;- reached a 
·1mum of 2,900, and a sum of £.652,000 

paid in salaries and wages. A further 
11 of £600,000 was expended on the pur
'e of goods and services from third 

CLASSIFIED ADVERTISING 
-• SECTION·-· 

Classified Advertising - 3d. per word 
mimu m 3/-). Black face or capitals 
per word. Cash 'with order. 

Box Replies= If replies are to be sent to 
,. publishers' office, the Box Number is 
urned as 9 words and charged accordingly. 

POSITION WANTED. 

Salesinan-announcer open 
position city or country station. 

oYed good business-getter. 5 years' 
;ierience. Apply A.Z., Box 3765, 
P.O., Sydney. 

P.M.G. TENDERS ACCEPTED 
·,,tification of the acceptance of the ten-
10f Te!evox Pty. Ltd., 32 Market Street, 
.).o~rne, C.~ , . Vic., under Schedule 

· ·lj:'' for sound· recording discs, .3.ppear
lll the "Coml'nonwealth Gazette," No. 
of May 30, ·1940, · was cancelled in 

st'ette" No. 213 of October- 17. 
1 andard Telephones & Cables Pty. Ltd., 
ney, supply of transmitting thermionic 

:·;;~ £54.816/2/- plus exchange, for all 
Br": <No. 3439). 
1 rtrsh General Electric Co. Pty. Ltd., 
1,;(t"· transmitting thermionic tubes, 
, /13(~~· Plus exchange, . Queensland and 

,;~ "o. 3440). . 
td algamated Wireless Valve Co. Pty. 

;•, ~Ydney, transmitting thermionic 
1 i~ (902/17 /-, )all States except Tas

Sta · No. 3441). 
d ndard Telephones & Cables Pty. Ltd., 

ney, transmitting thermionic tubes, · 

SEPTEMBER LICENCE FIGURES 
NEW SOUTH WALES. 

New issues .. 
Renewals 
Cancellations . . . . 
Monthly total 
:Nett increase 
Population ratio 

VICTORIA. 
Ne\v issues 
Renewals 
Cancellations . . . . . . 
Monthly total 
Nett increase 
Population ratio 

Sept. 
1939. 

6,630 
34,553 

4,949 
433,495 

1,681 
15.71 

6,101 
27,878 

925 
335,055 

5,176 
17.81 

QUEENSLAND. 
New issues . . . . . . . . 3,127 
Renewals 11,032 
Cancellations 758 
Monthly totals 137,930 
Nett increase 2,369 
Population ratio 13.57 

SOUTH AUSTRALIA. 
1,645 
8,181 

810 
119,098 

835 
19.78 

Sept. 
1940. 

6,887 
38,020 

3,163 
479,485 

3,724 
17.17 

4,494 
30.,058 

3,921 
351,551 

573 
18.53 

2,877 
13,583 

576 
157,899 

2,301 
15.50 

1,398 
8,709 
1,117 

126,315 
281 

20.89 

Ne-w issues . . 
Renewals 
Cancellations 
Monthly totals .. 
Nett increase .. 
Population ratio 

WESTERN 
New issues .. 
Renewals 
Cancellations 
Monthly totals 
Nett increase 
Population ratio 

AUSTRALIA. 
1,365 
6,576. 

21 
87,929 

1,344 
17.60 

1,086 
7,473 

468 
89,328 

618 
19 .14 

TASMANIA. 
682 

New issues 3,008 
Renewals 203 
Cancellations . · · · 40 ,514 
Monthly totals .. 
Nett increase , 479 
Population ·ratio · · · · 17 ·12 

593 
3,459 

231 
43,105 

362 
17.99 

COMMONWEAL TH. 
19,550 17,335 

New issues · · 91 ,223 101',302 
Renewals 6 
Cancellatio.ns . . . . 7,666 9, 47 3 
Monthly totals . . 1,148,021 1,247,68 
Nett increase 11,884 7,859 
Population ratio . . . . 16.49 . 17 .78 

The above- totals include: Total hcences 
to the ):>!ind, 2,376 (1939) . and 2,502 _(1940), 
and total experimental hcences for 1939, 
1,889. 

NEW ZEALAND LICENCE 
FIGURES 

AT JUNE 30, 1940 

Total in force at June 30, 1940 .... 343,939 
Percentage licences per 100 popula-

tion . . . . . . . . . . . . . . . . . . approx. 21 % 
Radio equipped homi;s . . : . approx. 87% 

Receiving licences rn varrous postal dis-
tricts:

Auckland 
Hamilton 
Thames 
Christchurch 
Greymouth ... . 
Timaru ...... d ·~ · • • 

Westport . . · · 
Dunedin 
lnvercargill 
Oam.uru .. 
Wellington .. 
Blenheim ..... . 
Gisborne 
Napier .. 
Nelson .. 
New Plymouth 
Pelmerston North 
Wanganui 

74,563 
23,020 

' 10,269 
46,419 

5,697 
9,184 
3,003 

28, 106 
14,390 
3,933 

54,569 
3,327 
6,478 

14,403 
6,283 

14,107 
15,930 
12,029 

£2,689/7/-, plus exchange, Vic. and Qld. 
(No. 3452). 

Amalgamated 
Ltd., Sydney, 
tubes, £267 /5/6, 
3453). 

Wireless Valve Co. Pty. 
transmitting thermionic 

Vic. and Tasmania. (No. 

Standard· Telephones & Cables Pty. Ltd., 
Sydney, microphone stands and cable, 
£363/14/6, all States except Qld. (No. 3459). 

Transmission Equipment Pty. Ltd., Vic
toria, radio-telephone broadcasting trans
mitter for Manilla, N .S.W., £6,952/13/-. 
(No. 3468). 

Ne-w Low 
Priees 
For T.E.P.L • 

Standardised 
Locking-Type 

Cable 
Connectors 

Priees:-
3 Pin-

Plug · & Socket 

(Cable or Batten) 

19/6ea. 

6 Pin_:_ 

Plug ·&. Soc)~et 

(Cable or Baft'en) 

Cable Type 
Connector 22/6 ea. 

Prices are for Aluminium 
Finish Black Crackle 

Lacquer Finish Slightly 
higher. 

Batten Type Connector 

Join up 

Wirlt;tProducts of 

TRANSMISSION EQUIPMENT 
PTY. LTD. 

J 6061 

DOONSIDE ST., RICHMOND, VIC. 
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. C 0 0 D D I V I D E N D S~ 

CASH IN ON 

SLArtD 
BRISBANE 

and 

48 KINCAROY 
(2,000 WATTS} 

STATIONS 

COVERING 
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COM MERCI 
ll"ICOl\POA~ ING BR.OADCAS Tl NG BU SI NESS 

PUBLISHED EVERY SECOND THURSDAY BY AUSTRALIAN RADIO PUBLICATIONS PTY. LTD. 
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Again, the manufacturers of two famous 
products choose Station 2UW to present 
thei~ merchandising vehicles, thereby reach. 

mg the largest listening audiences. 

1. The manufacturers of K 0 L Y N O S 
present-

''EASY ACES" 
The Laugh-a-minute Show 

Monday, Tuesday & Wednesday, 8.45 p.m. 

2. The manufacturers of M 0 R T E I N 
present-

"BOOS and BOUQUETS" 
(New Series) 

The Hilarious Audience Participation 

Show - Every Friday, 8.30 p.m. 

s 
T 
I 
N 
G 

Regiatered at the G.P.o. 
Sydney, for transmlHlon 
by post as a new1paper. 


