
Modern advertising media provides an array of facilities limited only by the advertiser's 
power of speedy choice of the right medium or combination for his campaign require
ments. 

You cannot depend on guesswork when you have a sales message to put over ... nor 
can you waste time making lengthy investigations into the facilities available. You want 
informati<m . . . circulation ... coverage ... cost .. . markets ... 

- -AARDS ELIMINATES GUESSWORK 
The Australian Advertising Rate & Data Service (AARDS) , comprising three editions; 
covers Newspaper, Radio, and Periodical and Miscellaneous Media thus affording sub
scribers a reliable, quick method of assimilating data and information required when 
planning the appropriations for their advertising. 

• Newspaper AARDS: Available now. 

• Broadcasting AARDS: To be published at an early date. 

• Periodical & Miscellaneous AARDS: To be published at a later date. 

Subscription to each edition of AARDS including the monthly advice notice is 

Australia, £2/2/0; British Empire. £2/10/0; · America, 10 Dollars 

PUBLISHED BY 

MIN GAY PUBLISHING COMPANY 
BOX 3765, G.P.O., SYDNEY 

MELBOURNE 
AND AT 

BRISBANE ADELAIDE . PERTH 
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Did you hear about the kind-hearted farmer and his 
"Lost Week-end?" 

When he reached home he staggered down to the 
shed, put "Strawberry" into the stall, and started on 
the milking. 

But somehow his hands wouldn't work ... somebody 
was hitting him on the back of the head with a ham
mer, the fioor was moving up and crown, and all the 
world was whirling round in wide, dizzy circles. 
Presently "Strawberry" looked round. 

"Look, pal," she said, "I know just how you feel. You 
1ust hang on there, and I'll jump up and down." 

Was that Service? .. REAL Service, I'd say! 

It's the kind of Service you get from the boys at 2UW. . . . Mind you, they won't 
undertake any milking jobs for you, but when it comes to radio advertising-then you 
can bank on the service you'll get from 2UW. -- · 

P'raps that's one of the reasons why 2UW gets so much of the big business in riidio 
. . advertisers know that 2UW is just as much interested in the success of their 
programmes as they are themselves. 

As for the audience-well, listener service is 

-~ . 

A HbM ~~~ Wiut 
MO$T PEbPLE LISTEN TO 



LIKE A Cl·ANT PRESS . ' 

DOMINATES 
BENDICO 
& DISTRICT 

3BO is the, only station situated in Bendigo. 

The transmitter is located to give maximum 

signal strength in Bendigo and in the big 

centres surrounding the city. 

Dominating also are the Topline features 

and the special ssrvices given to listeners 

by 380. If you have goods or services to sell 

in Bendigo your job is done quickly, effec

tively, and inexpensively on 380--the only 

station transmitting in Bendigo. 

All particulars from 

AMALGAMATED WIRELESS 
SYDNEY BRISBANE 
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EDlTORlAL 

THE FIGHT 
INDUSTRY'S 

IS ON FOR 
FREEDOM 

Never more than to-day has commercial broadcasting in 
Australia had the spotlight of success thrown upon it, and con
sequently many friends, alleged friends and enemies are sub
jecting it to very close scrutiny. 

About fifteen years ago commercial broadcasting began to 
effectively intrude into the advertising field, and demonstrated 
it could sell goods to its listeners. It had to fight its way into 
the merchandising field and by divers methods show that its 
listeners could be influenced in favor of advertised items. Up and 
up it grew in spite of all opposition from other media, and then 
the war came. The rationing of newsprint gave radio a wonder
ful advantage and provided still further proof that listeners were 
buyers. Official figures reveal that over two million pounds
not including all talent costs-was paid to the one hundred 
commercial stations last year from the business community, 
solely for the purpose of advertising. And that was during a 
period when many items were in short supply. 

But now things are changing. Those short supply items are 
rapidly coming back (so too are other advertising media coming 
back into their own and in a manner that shows that radio 
successes are under attack). 

The same thing is happening in America, where commercial 
broadcasting really began. The newspapers in U.S.A. some years 
ago collected over 50 per cent. of the advertising appropriation 
whereas last year they collected less than 30 per cent. It is well 
known that ·Australian newspapers are equally determined to 
regain a larger sh are of the Australian advertising money'. Even 
those that have financial interests in broadcasting stations are 
in this move, because they have many times the financial 
investment in n ewspapers than in broadcasting and, further, 
they realise that with a Labor Government in power, committed 
to socialisation of industry, there is a far greater chance of 
broadcasting coming under that hammer than newspapers,. 

Everybody must appreciate that the public will always insist 
on having their newspapers, but it is not known what would be 
the public reaction to the Government taking over commercial 
broadcasting stations. The newspapers fight for their freedom 
much more strenuously than the commercial broadcasters who 
only have a single year's licence from the Government of the 
day and who appear to fear courting Governmental disfavor. 

Last week in the Senate at Canberra, the Postmaster-General 
introduced a Bill for an Act to amend the Australian Broadcast-. 
ing Act 1942 and on the last page h e proposes to amend Section 
107 of the principal Act to vary or add to the conditions governing 
the erection or operation of commercial broadcasting licences 
and for prescribing "matters relating to the making of agree
ments or arrangements by licensees of commercial broadcasters 
for the provision of programs or the broadcasting of advertise
ments or relating to such agreements or arrangements so made." 

If you read that carefully and analyse it, you will see that 
when this proposal becomes law, and it undoubtedly will, the 
Postmaster-General (and his officials) will have a lot of legal 
control over the way each commercial station runs its business 
and can interfere in any way h e likes with any or all advertising 
over the radio. As advertising revenue is the lifeblood of com
mercial stations, the P.M.G. will be able to stop or slow up that 
bloodstream just as he desires. If the station does not "play ball" 
with the authorities then the fight is on, because of this legal 
power pro:poseq to be given to the P.M.G. by Parliament. -

(Continued on page 5) 



POLITICAL BROADCASTS 

A Reminder Of Requirements 

Of The Broadcasting Act 

''':-See Proposed Amendment opposite page 

With election day not so far away (September 28) (b) commenting upon, or advocating support of, any 
broadcasting station managements, advertising agencies, political party to which· any candidate at the election. 
recording studios have to remember some of the pitfalls belongs; -
of political (electioneering) broadcasts encountered in (c) commenting upon, stating or indicating any of' 
years gone by. There are two sets of rules to watch- the issues being submitted to the electors at the election 
one the Australian Federation of Commercial Stations' or any part of the policy of any candidate at the election or of the political party to which he belongs; or 
"Standards of Practice" and the other, Sections 89-90 of (dl referring to any meeting held in connexion with 
The Broadcasting Act. tl}.e election. 

Additional to these conditions is the policy of the (3.) The Commission or the licensee of a commercial 
Federation as agreed to at the last convention, that while broadcasting station shall. not, at any time on or after 
making reasonable facilities available to all recognised the date of the issue of the write and before the close 
political parties during the electioneering period, it is of the poll for any such election, broadcast any drama-
the policy of stations not to use their own announcers or tization of matter relating to any candidate, political 
other members of their staffs for broadcasting political party, issues, policy or meeting referred to in the last 

propaganda. Advertising agencies preparing political 
campaigns are therefore-more or less-obliged to make 
arrangements for their own announcers and to have the 
material recorded. 

Section 89 of the Broadcasting Act says this: 
Political Broadcasts. 

89.-(1.l Subject to the provisions of this section, the 
Commission may determine to what extent and in what 
manner political speeches or any matter relating to a 
political subject may be broadcast from national broad
casting stations, and the licensee of a commercial broad
casting station may arrange for the broadcasting of 
such speeches or matter from that station. 

(2.) The Commission or the licensee of a broadcasting 
station shall not, at any time prior to the close of the 
poll on the day on which any election for the Parliament 
of the Commonwealth or a State or for any House of 
any . such Parliament or for any vacancy in any such 
House is held, or at any time on either of the two days 
immediately preceding that day, broadcast, in whole or 
in part, any speech or matter-

(a) commenting on; or soliciting votes for, any candi-
date at the election; 

preceding sub-section. 

Names of Speakers to be Announced. 
90.-(1.) The Commission, in the case of a national 

broadcasting station, or the licensee, in the case of a 
commercial broadcasting station, shall cause to be an
nounced the true name of every speaker who is, either 
in person or through the agency of a sound recording 
device, to deliver an address or make a statement relat
ing to a political subject or current affairs for broad
casting from the station. If the address is to be delivered 
or the statement is to be made on behalf of a political 
party, the n ame of the party shall be included in the 
announcement. 

(2.) The announcement shall be made at such a time 
and in such a manner, before and after the address or 
statement, as fully to disclose the identity of the speaker 
to any person listening to the broadcast of the address 
or statement. 

(3.) The Commission or the licensee, as the case may 
be, shall keep a record of the name, postal address and 
credentials or occupation of each such speaker, and 
shall fUrnish to the Minister any particulars of the 
record which the Minister by notice in writing requires. 

RANDAL WHITE GETS 3A W POST 
Mr. White has 

been chairman of 
the Sth. Australian 
Committee of the 
AFCBS for a num
ber . of years and 
Senior Vice-Presi
dent of the Feder
ation for the past 
two years. He is 
also vice-president 
of Adelaide Rotary 
Club. 

Mr. Randal M. White, general man
ager of 5DN Adelaide and 5RM, for 
the past 71 years, has been appointed 
manager of 3A W Melbourne, and of 
the Victorian section of Macquarie 
Network. He succeeds Mr. John Tay
lor who will take over the general 
managership of 2UW Sydney upon the 
retirement .of Mr. Frank Marden (an
nounced in last "C.B."). 

At this writing no announcement 
had been made regarding a successor 
to the top post of 5DN-RM. 

Mr. White's sound administrative 
ability in broadcasting has won him 
the highest admiration in conmrnrcial 
and advertisin~ Gircles and he enjoys 

the deep respect of the Federation, of 
which he has been one of the staunch
est supporters. 

Mr. White is a native · of Dublin, 
Ireland, and is an M.A. of Dublin Uni
versity (T.C.D.). He saw service in 
World War I as a lieutenant with the 
Leinster Regiment. Having suffered 
the effects of gas he sought a new cli
mate after the war and went to New 
Zealand, in 1923. Later he came to 
Australia, eventually settled in Ade
laide where he became sales manager 
for S.A. for General Motors (Aust.) 
Pty. Ltd. In 1928 he made a business 
trip abroad and in 1935 h~ joi~ed. 5PN 
as assi1>tant m!l..Pa~~r. 

Mr. R. M . White 

His views on commercial broad
casting generally are both critical and 
realistic, seeing a great opportunity 
for the development of programs of 
cultural and educational value within 
tl1e sGope Qf co~mercial e!'lterprise1 

Broadcasters - Sponsors Will Have 
To Fight Latest "Control" 

(Continued from page 3) 

The fight is on, and unless broad
casters really get together and fight 
through their Federation, and seek 
the aid of the public over their own 
stations, that amendment to the Act 
will become law. In fact it may be 
law before this issue of ·~c.B." is pub
lished, as Parliament is scheduled to 
close down this week prior to the 
forthcoming Federal elections on Sep
tember 28 next. 

Even if it does become law, there 
is every reason why the commercial 
stations should immediately organise 
and agitate for the elimination of any 
Governmental interference in their 
broadcasting business. If no fight is 
made now, then forever resign your
selves to the Federal Government 
taking over your business of conduct
ing a commercial station or :otations. 

Don't dismiss this amendment to 
the Broadcasting Act lightly with the 

See Report on Amendment Bill 

page 33 this issue 

idea that it is aimed only at networks 
or multiple station ownership. It is 
plain English and gives full control 
over each and every commercial 
broadcasting station irrespective of 
network affiliations. It is a broadside 
at private enterprise. It is a big foot 
in the door of the control of all and I 
repeat ALL, advertising. It is some
thing that newspapers, too, should 
take up vigorously and oppose with 
all their strength on the principle of 
governmental interference with ad
vertising which is not only the blood
stream of radio but also of news
papers. Advertising agents and ad
vertisers one and all should also 
organise intense opposition to this 
extreme socialistic measure that can 
only do harm to the people who pro
duce the goods that have to be sold 
and can only be sold by advertising. 

It will do considerable harm to the 
masses who must rely on advertising 
to know where and what they can 
buy. 

This amendment has been cunning
ly introduced into the Broadcasting 
Act along with so-called "more im
portant amendments" such as giving 
1ne A.J:S .C. power to introauce its own 
:new::;-gau1enng service; nueran::;1ng 
cu11u1~iuns oi nstenen;· licences ana 
la<>LLt!'::; concerning A • .l::S.lJ. start. 

in ms cncuiatea speecn, tne P.M.G. 
(benawr l;amerunJ rnaue nu reter
euce w tn1.:s pi·upo.:sea amenument or 
l::iec~wn iv 1 . anu rnaue no cornmen,; 
01: e.11o.pianat10n or wuy ne was maKmg 
suc11 a p!·upu.:saL lV!ayoe aunng tnis 
weeK tne oroaucastmg stations wrn 
have taKen some action to nave tne 
matter ventilated m the Senate or 
tne House of Representatives. 

You can't Plame tne Laoor Party or 
the P.M.G. otricials for aoing this 
because tney want to completely 
control commercial broadcastmg. Tne 
broaacasters, aavertisers, aavertising 
agents ana everyooay in busmess, are 
to 01ame if they auow the Govern
ment to get away with it. 

This is no time for petty jealousies, 
no time for unfair competitive me
thods between stations, but only the 
time for the fullest co-operation not 
only between stations but between 
all those (advertisers, manufacturers, 
sellers and agents) who know how 
important a part commercial broad
casting, solely financed from adver
tising revenue, plays in the life of our 
community. There is. room enough, 
even in the competitive cities for the 
existing broadcasting stations, with
out individual stations advertising 
that only their station covers the 
waterfront, whereas they know or 
should know that others can and do 
cover it too. 

Another reason why all the stations 
should organise to truly sell the 
merits of commercial broadcasting is 
the growing activity of other media 
and the growing inquisitiveness on 
the part of big spenders of advertising 
money to know what is the relative 
merits of each media. Radio has got 
to remember, and this goes for ad
vertisers and agencies, that they are 
selling goods and not just entertain
ment. Top-ranking programs may 
give good entertainment and get big 
audiences but does the actual adver-

PROPOSED AMENDMENT TO 
SECTION 90 OF THE 
BROADCASTING ACT 

* See story opposite page. This 
amendment is in an Amending Bill 
before the Senate this week. 

Names of Speakers 
To be Announced 

II. Section 90 of the Principal Act 
is amended-

(a) by inserting in sub-section (1 ) 

before the word, "If," the words "If 
the speaker is not the author of the 
address or statement the name of the 
author shall be included in the an
nouncement;" 

(b) by omitting sub-section (2) and 
inserting in its stead the following 
sub-section:-

" (2) The announcement shall be 
made in such a manner as' to disclose 
to any person listening to the broad
cast of the address or statement the 
identity of the speaker and where 
required the identity of the author 
and shall be made after the address 
or statement if it contains 100 words 
or less or before and after the address 
or statement if it contains more than 
100 words; " and 

(c) by omiting from sub-section (3) 
the words "each such speaker" and 
inserting in their st ead the words 
"The author of each such address or 
statement." 

tisement really sell the product? May
be more money. spent on copywriters 
and less on artists might keep radio 
up . where it has been and still is, but 
the ost rich act won't keep it there. 
The military axiom that it is rela 
tively easy to capture a position, but 
the real problem is to hold it against 
the enemy's counter-attack, applies 
to commercial broadcasting. 

There are two problems: (1 ) keep 
the Government out of the commer
cial broadcasting business, (2) keep 
the advertiser continually sold on the 
advan tage of advertising over the 
radio. It can be done if the broad
casters really want t o do it and if 
in this fight they pull togeth~r, 
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More and more advertisers are saying that the 
number o'f shoppers mentioning 3KZ when making 
purchases is quite noticeable-but not remark
able when you consider the vast, loyal listening 
audience commanded by this station. 

. These thousands o'f money-spenders are more 
likely to ask for YOUR products if advertised 9ver 
3KZ-"The Brighter Broadcasting Service." 

Sydney Representative: A. L. FINN, 65 York Street. 

Commercial Broadcasting, August 8, 1946 

IF 
THE 

YOU SU PPL.Y 
GOODS-

31{ Z 
WILL SUPPLY THE 
DEMAND 

Telephone BW6251 - BX1047 

Here's a Fitting Answer to 
The Broadcasting Committee · 

It is Time Some Politicians Learned the 
Facts of Advertising 

published below is portion of a discussion which was recently broad
cast over the BJ?C between Sin_clair Wo_od, I?ana~ing direct?r of 
BETAC and Patrick F. Burke, nat10nal affairs editor of "News Review". 
Burke posed the questions, (such questions as appear to plague the 
minds of some politicians) and Wood bowled over the misconceptions. 
The discussion is particularly apt in the light (?) of the Parliament
ary standing Committee on Broadcasting's recent report on financing 
the ABC in the course of which this (and similar half-truths through- · 
out the document) appeared: " ... it is the people as a whole who pay 
for the commercial service as well as the national service. That comes 
about by the fact that in purchasing commodities manufactured by 
the sponsors of commercial programs, the general public pay prices 
loaded with the cost of those programs." 

THE DISCUSSION 
Burke: What good does all this ad

vertising do, beyond provide revenue 
for the newspapers? 

wood : It does a world of good. The 
advertisi;ig of toothbrushes and tooth
pastes has raised the general stan
dard of dental hygiene. '.J'he adver
tising of soap has brought about a 
higher standard of personal cleanli
ness. And, I must say I think the 
advertising of cosmetics has made the 
general run of women much easier 
on the eye. But that's only one di
rection of material benefit. The gen
eral level of knowledge has been im
mensely raised by the wide reading 
cf newspapers, and only advertising 
has made that possible. T.he pre
war newspaper-20 pages or so for 
a penny-would have cost fourpence 
or more if it had contained no ad
vertisements. 

Burke : But doesn't advertising gen
erally make people want what they 
haven't got, or can't afford? 

Wood: Isn't it a good thing to want 
something better than we've got, to 
want to raise our own standards of 
comfort, of convenience, or enjoy
men? We don't know what we want 
until we are told it is available. Ad
vertising tells us of new things that 
we can have. If we decide we want 
them we work and save to be :able to 
buy them. I don't think advertising 
or anything can create an artificial 
demand; I don't believe there's any 
such thing. 

Burke: I 'm not so sure. ~efore the 
war, for example, in the United 
States, clever advertising campaigns 
were used to persuade car owrners 
that they should trade . in their car at 
the end of each year and get a new 

· one, because the advertisements em
phasised how better• the new year's 
model was than the year before's. 

Wood: Well, I 'd rather h ave a new 
car than an old one. Wouldn 't you? 
And I'd rather things were cheap 
than expensive. That is what adver
tising has helped to do-reduce the 
cost of consumer goods. It brings 
about large sales, and that makes 
mass production possible, and only 
mass production can bring down the 
price. 

Burke: But cheaper products aren't 
necessarily better products, they may 
be cheap and nasty, you know. 

Wood: They may, but they need 
not be, and I think usually they are 
not. Take a radio set, for example. 
There is no reason why a set with 
every part made individually by hand 
should give better performance than 
a standard mass-produced set. And 
the mass-produced set will be vastly . 
cheaper. 

Burke: But do we want everything 
standardised: Aren't our lives stan
dardised enough ? 

Wood: We cari't have it, both ways. 
If we wan't more things, a t prices all 
people can afford, there just must be 
more standardisation. But I wouldn't-

like to concentrate on the material 
benefi ts of advertising. Don't let's 
overlook its cultural value. I think 
there's no doubt that, through the 
advertising of books, and "Concerts, 
pecple read more good books, go to 
more concerts, listen more to good 
music. And other forms of advertising 
have great educational value. The ad
vertising done by the Government 
during the war is a . case in point. I 
think it is admitted that the adver
tising done by the Minist ry of Food 
has done much to raise the standard 
of food preparation a nd cooking in 
homes all over the country. 

Burke: Oh, yes. I can quite see the 
value of that type of advertisement, 
but I st ill don't think that the ordin
ary commercial advertisement fills 
the same useful function. 

Wood: I think a woman woµld differ 
from you in normal tin1es at any 
rate. Before she go~s out to shop the 
advertisement tell her what is avail
able and where. They help her to nar
row down her choJce, and save her 
t ime. 

Burke : Would it be right to say that 
every claim which is advertised could 
be taken as gospel truth ? 

Wood : Would it be right to say that 
every claim that is made verbally, 
by one who has something to ·sell, 
is gospel truth? The degree of hon
esty in any advertisement will tend 
to reflect the honesty of outlook of 
the man or business that sponsors 
it, but at least in advertising 
he will be much more restrained 
by the rules and safeguards I have 
already spoken about . And by this
his advertisement is there, in black 
and white, for all t ime. He can be 
checked up; he must be ready to 
stand. by it. 

Burke: Advertising is rather ex
pensive. The cost of a large adver
tising campaign is considerable. That 
means, doesn't it, that when the pub
lic buy advertised goods, they not 
only have to pay for the goods but for 
the advertising as well-as it would 
all be included in the final price. 

Wood : What matters is not the ac
tual cost of the advertisement, but 
the advertising .cost per unit sold. 
The answer is in the mass production 
argument. You advertise, so you sell 
more, so you make in larger quanti
t ies, and your production cost per unit 
comes down to such an exten t that 
the advertising cost per unit is more 
than -balaneed. 
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Aduertising Notables ,_, 

Mr. GEORGE PATTERSON, 
Chairman of Directors, 
George Patterson Pty. Ltd., 
Sydney and Melbourne. 

Ceorge Palterson commenced his ad
\'ertising career in Melbourne, whence 
he went to London and New York 
for experience. ln 1914 he returned to 
enlist, serving with the A.l.F. for three 
years. 

Upon demobilisation in 1917. he estab
lished a one-man agency in Sydney and 
lnler amalgamated with Norm~Ii Catts 
lo found Catts-Patterson Company 
Limited. He resigned from this Com
pany in 19.3-l to establish his own or
l!anisation, incorporating Criff en. Sha Ye 
~nd Co. Pty. Ltd. 

George Pallerson' s spare-lime activities 
baYe been in the spheres of arl and 
social service. 

· · I-le was a co-founder of the "l-lome" 
maoazine and a director of "Art in 
Au~tralia" Limited for many years, 
until their disposal to John Fairfax and 
Sons Limited. 

From the outbreak of war he devoted 
himself to work with Reel Cross in 
which he still is a men1her of the 
National Council and the N .S.\V 
Council and Executiw. Chairman of 
the National Publicity Committee, 
.Chairman of the N.S.\\'. Red Cross 
Social Service Commit.lee and n mem
ber of the National C ommittee. 

A Reminiscence. 

A bright headline <ilmost nipped 
Ceorge Patterson's ackertising career in 
the bud. In an effort lo sell agricultural 
scoops, he used a half-page in the 
"Bulletin," urging farm ers, in bold ~c;ce, 
lo "Dam the water in the winter to 
oa\'e it for the summer. That week, 
~mfortunately, his employer, Sir \Vil
liam McPherson , Victorian Treasurer, 
was presenting the Budget and had his 
speech ruined hy persistent Opposition 
shouts of "Dam the water in the 
winter." A motion to sack George was 
narrowly defeated. 

Amongst the well-Im own na~ws that figure as. mulu~l 
clicnls of George Patterson l ty. Ltd. and Rmlw 2UE, 
are Colgate-Palmolive Pty. Ltd., Joh n Foi.rf ox oncl Sons 
Pty. Lt.cl. , Scott nncl T urner Ltd. , Gillelle Industries Llcl. , 
Lillis and Co. Pty. Lt.cl. 

THAT .QUALITY . .. FRIENDLINESS OF LISTENER-CONTACT 
IS ONE OF RADIO 2UE'S PROUDEST POSSESSIONS 
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WORLD CONFERENCE SOON 
OR "CHAOS IN THE AIR'' 

Commons Debate On BBC 

(From Our London Correspondent) 

until a series of world and Euro
ean conferences . had been held to 

Prevent "chaos in the air" by deter
~ining the allocation of wavelengths 
·t would be impossible for any com
~ittee of inquiry intelligently to ex-

mine the problem of the B.B.C., Mr. 
~erbert Morrison, the Lord President 
of the Council, said in the House of 
commons on July 17. 

on the subject of commercial 
broadcasting Mr. Morrison said that 
the Government did not intend to 
jam broadcasts from stations such as 
Radio Luxemburg, but they would do 
their best not to have them directed 
at this country. 

The Government for some months 
had been trying to secure a radio sta
tion for broadcasting to Austria and 
Germany, and the Luxemburg Gov
ernment had now invited the British 
and French representatives to discuss 
the matter in Luxemburg. 

Outlining the reasons which led the 
Government to the view that the right 
course was to renew the BBC charter 
for five years only, Mr. Morrison re
ferred to the bearing which the forth
coming international negotiations re
garding the allocation of wavelengths 
must have upon the future of broad
casting in Britain. 

Whatever advances might be made 
in new technique, it was inevitable 
that for several years t o come the 
home listener must be served mainly, 
if not entirely, by long and medium 
wavelengths. The use of those wave
lengths must be determined by inter
national agreement if chaos was not 
to rule in the air. 

Then there must be a world tele
communications conference, which 
had to · settle the use of the radio 
spectrum as a whole, for all purposes, 
not only for broadcasting. He hoped 
that would take place before the-end 
of next- year. 

There must be a further conference 
for Europe to divide up the wave
lengths for broadcasting purposes, and 
until that was held-which, unfor
tunately could not be earlier tb,an 
194?-w~ would not know which long 

and medium wavelengths would be 
ours for broadcasting. 

He submitted that it was impossible 
for any committee of inquiry intelli
gently to examine the problem until 
we knew where we were about wave
lengths. 

Overseas Broadcasting 
Dealing with overseas broadcasting, 

Mr. Morrison said:-"Clearly it would 
be unth inkable for Broadcasting 
House t o be broadcasting to Europe, 
at the taxpayers' expense, doctrines 
hopelessly at variance with the Gov
ernment's foreign policy. It appeared 
to the Government to be equally un
desirable that the Foreign Office 
should themselves become respon
sible for t he foreign · services. 

"Consequently, . we have come to an 
a rrangement with the B.B.C. whereby 
the Corporation will accept the guid
ance of the Foreign Office on the 
nature and scope of its foreign lan
guage service.s. Once the general 
character and scope of the service has 
been laid down the B.B.C. will have 
full discret ion as to the content of the 
programs. 

"This compromise may result in 
some regrettable incidents if there is 
a temporary failure in the contact be
tween the Foreign Office and the Cor
poration , but unless they are to be 
more numerous than we h ave rea.son 
to expect, they will be a small price to 
pay for letting the responsibility for 
broadcast ing programs lie with those 
best qualified to exercise it ." 

Saying that the Government pro
posed t o keep the constitutional status 
of the B.B.C. substantially where it 
was, Mr. Morrison said that they be
lieved the organisation was still right. 
Other people would take another view 
and there would be critics of the 
B.B.C. The critics should be heard 
and notice taken of them. 

"Repugnant" Interludes 
Regarding commercial broadcast

ing, Mr. Morrison declared that noth
ing h e h a d heard or read had con
vinced him that the American or Aus
tralian listeners got such conststently 
good entertainment as was offered by 
the B.B.C. 

JIM MALONE GETS 
BIG POST 

Telecommunications Chairman 

Federal Cabinet this week appointed 
Mr. J. Malone, Deputy Director of 
Posts and Telegraphs in N.S.W., to 
the position of chairman of the Tele
communications Commission which 
will control all overseas radio and 
cable communication s for the Com
monwealth Government . 

Mr. L. B. Fanning, Director General 
of Posts and Telegraphs, will be vice
chairman while other members will 
be Mr. S. G. McFarlane, Secretary to 
the Treasury, Mr. G. T . Chippendall, 
Assist. Director General of Posts and 
Telegraphs, and Mr. J . V. Barry, K.C. 

ADVERTISING MAN 
ADDRESSES FOOD TRADE 

Mr. E. J. Moloney, ,a director of the 
J . Walter Thompson agency, deliv
ered a lecture at the School of Tro
pical Medicine, Sydn ey University, a t 
the invitation of the Food Techno
logy Association on August 1. This 
is an interesting and progressive 
innovat ion. 

The Association has already ar
ranged for lectures to be given to key 
men on the technical side of the food 
manufacturing trade. The directors 
asked the J. Walter Thompson 
agency if they would add two lec
tures on various aspects of food ad
vert isin g, packaging and marketing. 

Th e first of these, delivered by Mr 
Molon ey, gave the t rade a clear out
line of just what it takes to organ
ize and put across a successful and 
comprehensive advertising campaign. 
He took an absorbed audience 
through the complex maze of media, 
copywriting, art work and produc
tion. His lecture was illustrated by 
a n umber of examples indicating 
what to do and what not to do in ad
vert isin g. 

On August 15 a t alk will be deliv
ered by Mr. Douglas Taylor, also a 
director of J.W.T., on th e psycholo
gical aspects of advertising. 
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HERE IS THE SESSION TO 
HOLD YOUR AFTERNOON 
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Advertising Data Service 
AABDS NEWSPAPER EDITION ISSUED 
BBOADCA~Til\G EDITIUN COMil\G IJP 

The Newspaper Edition of Austra-
. Advertising Rate and Data Ser-11an . 

vice containing all the vital rat~ and 
data infOJ.:matio~ about ?ra~t1cally 
every newspaper 111. Australia, mclud
. g country and suburban papers, has 
~ n published by Mingay Publishing 
Cee and its reception in advertising 
ci~~les has been most gratifying. 

Said Mr. Frank Goldberg: " ... 
very valuable record .. . contribution 
to the cause of advertising. Con
gratulations on herculean task . 

said Mr. Jackson (Jackson, Wain): 
"It is a first rate job. Although ob
viously involving the publishers in a 
lot of work, just that much work will 
be saved the agencies who use it. We 
will find it most helpful." 

Said Mr. S. E. Baume : " .. : It will 
become one of our basic tools, rank
ing with the type book, your combined 
radio rate cards, the dictionary, and 
the few other examples of or ganised 
information with p lanned ease of 
reference . . . an entirely new tool 
which makes all newspaper data easy. 
to find and to use ... My enthusiasms 
are few and far between. This is 
definitely one." 

Said Mr. "Tony" Eckblade, manag
ing director of Wrigleys: "This is a 
very fine job and all connected with· 

such enterprise should be congratu
lated. It is something which has been 
needed for a long, long time." 

Broadcasting Edition 
The Broadcasting Edition of AARDS 

is in course of compilatio:l and should 
be available by the end of September. 
It will contain all the rates of com
mercial broadcasting s t a t i o n s 
throughout Australia and New Zea
land together with relevant data 
about each station and network. There 
will be several other sections as well, 
including listeners' licence figures 
and distribution, transcription cata
logue, The Broadcasting Act and 
Regulations, advertising agency ad
dresses and particulars, broadcasting 
codes and standards, transcription 
producers, and in fact every type of 
informative data which will assist the 
buyers of time on broadcasting sta
tions by putting it in on the line of 
"organised information with planned 
ease of reference." 

Advertising footnote: To in tending 
advertisers in this Broadcasting 
Edition of AARDS a reminder that 
advertising copy closes August 16. 

Subscription P.S.: Pre-publication 
bookings for AARDS can be made to 
ensure earliest possible delivery after 
publication. Cost is only £2/ 2/- each. 

*---iiiiiiiiiiiiii---iiiiiiiiiiiiiiiiiiiii!iiiiiiiiiiim~---iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiOiiii* 

J. W. T. EXPANSION IN MELBOURNE 

Mr. Ted Jarvis, director in Mel
bourne of the J. Walter Thompson 
Company, was in Sydney for a few 
days last week, following the opening 
of the new Melbourne· offices of the 
Company at 125 Swanston Street, 
Which was celebrated in a cocktail 
party at the Australia. Hotel, Mel:
bourne, on July 26. 

"J.W.T. in. Melbourne is now a full 
ser".ice agency, with art, copy and 
production departments," ·he said . 

Mr. Jarvis returned to J.W.T. two 
Years ago when he left the A.I.F. 
after 4t years' service as major in 
the Middle _East and New Guinea. 

Among those present at the party 
Were Sydney directors Ted Moloney, 
Tom Carruthers, Doug Taylor and 
Ala~ W ~~ke&, · 

Other guests included: 

Messrs. C. H. Mason, A: R. Cau ghey, J. A . 
S exty, (}; Osborne, A . Forbes a n d F . Da n iell 
(Kraft Wal ker Chee•se Co.); H . I. Fader 
(W. J .. Bush & Co.); W. Bell (Northam & 
Warren); D. Gardyne and F. M. Wiltshire 
(Wilts,hire File Co.); T. Joshua and J . E . W. 
Fawcett (Bryant & May Pty. Ltd. ); J . Mar
shal! (Lever Bros. P ty. Ltd.); J . Hick and 
Miss V . M organ (A. G. Spaldin g & Bros.); 
Messrs .. E . Robertson, N. Robertson and' L. 
Sylvester (Mac;Robertson's); J . Saunders 
(W. Saunders & Sons) ; B . Powell (Grocery 
Distri]jutors) ; Mrs . z. Fell, D . Dick ins, H. 
Holt, A. C . Campbell and W. Hop e · (Trading 
& Ager,_cy Co.); J. Cudlipp (General M otors 
Holden); J. Barn e.s (Holeproof Ltd.); D. 
Dulley (Ke.Jlogg Aust. Pty. L t d.); T. S. 
Barnett (Jant~.en Aust. Pty. L t d .); E. Baster 
(Godfr\lY Phillips); A. Sicree (A.B. Y . Manu
facturing Co.); K. G. Gu.est and R. Cousins 
(T. B. Guest & Co.); F . S tockwell (Walker 
Tobacco Co.); W. Farrell (Direc t op jate Co.); 
It. Brookes and R. Sibthorpe (Rowntr ees) ; 
F . Cave (Shell Co.); D. McFa r lan a n d Miss 
I. Elli•Jtl (G. J, Coles & Co.) ; W . A . Hutchi
son (Counci l of Fire Underwrit er s' Assn.) ; 
C', Gra~· (Br oken µm Pty. Ltd.). 

One in Every Five FM 
Channels to he Held 
for Late-Comers in U.S. 

The assignment of every fifth FM 
channel which has been indicated as 
available for a given area would be 
withheld for a period of one year, · 
according to a proposed order adopt
ed by the Federal Communications 
Commission. Oral argument on this 

. proposal was held before the FCC on 
July 12. 

In its order announcing the pro
posed r!lle, the commission recalled 
that on August 24, 1945, it had 
adopted a report announcing that it 
did not propose to withhold any FM 
channels from assignment , but stated 
that its experience in the meantime 
indjcated that the purpose of the 
Communications Act of 1934 "may be 
better served by a reservation of met
ropolitan FM channels under certain 
conditions." 

Under the proposed policy, no re
servation of chai.1nels would be made 
if a maximum of four channels has 
been indicated for a particular area 
by the Commission. However, if at 
least five but no more than nine 
channels were indicated for an area, 

· one channel would be witl;J.held for 
the period of one year from the date 
of the adoption of this policy. Two 
channels would be withheld if 10-14 
channels were listed ; three, if 15-19 
channels were listed ; and four if 20 
were 'listed. 

The object of this policy, said the 
FCC, is 'to permit an equitable dis
tribution of FM frequencies, pursu
ant to Section 307 (b) of the Com
munications Act. If a policy of re
serving every · fifth channel were 
adopted, . each area . could have a 
maximum of four st ations assigned 
to it at this time if four chann~ls 

were indicated for it in the relelj,Se 
of December 19, 1945; however, pro
visio·n is made for the future consid
eration of an applican t for an FM 
station in an outlying city which has 
not applied at this time, if at least 
five chap.nels are indicated for the 
area. 

The Commission summarized : 
"The policv thus permits the_ estlj,b
lishment of FM service in every area 
and yet prevents an unequal distri
bution of FM chann els among the 
various communities." 
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Newcastle Steel Works 

2KY and 2110 
HOLD A LOYAL AUDIENCE IN 'THE 

INDUSTRIAL CENTRES OF AUSTRALIA 

M ··I LL I 0 NS ARE EARNED AND SPENT 

PRODUCT Who are 
SYDNEY: M6291 

the .Biggest .Buyers YOUR of ??? ... 
MELBOURNE: C.ENT. 4705 

AANA FORM SPECIAL RADIO 
COMMITTEE 

To keep its members abreast of de-
lopments in radio, to study adver

~·e ing regulations, network policies, 
15 ion problems and the like and to 
u~vise members of the Australian 
~ssociation of National Advertisers on 
their radio problems, the A.A.N.A. has 
stablished a special Radio Committee 
~ithin the framework of the Council. 

The Committee will investigate 
problems heretofore. handled main~y 
by individual advertisers. 

The members of the Committee are : 
G. Ekblade, Wrigley's (A/ sia.) Ltd. 
w. H. Northam, Johnson & Johnson 

pty. Ltd. 
N. F. Leggatt, Frederick Stearns & 

company. 
w. McPherson, Lever Bros. Pty. Ltd. 
A. R. Caughey, Kraft Walker Chee.Se 

Co. Pty. Ltd. 
F. J. Cave, Shell Co. of Australia 

Ltd. 

LIGHTNING STRIKES AERIAL 
MASTS 

Two broadcasting station aerial 
masts were struck by lightning at 
Adelaide during a heavy thunder
storm recently. Little damage was 
occasioned to 5AD equipment when 
lightning, which struck the mast, was 
carried to earth by the arresters at 
the base. Only a current ammeter 
was burnt out and the interruption 
of broadcast was about five minutes. 

National station 5AN at Brooklyn 
Park was not so lucky. The lightning 
which struck the 200-ft. mast jumped 
the arresters and exploded in the 
tuning-hut at the base of the mast 
structure. The whole tuning set was 
blown to bits and many metal parts 
melted. The underground cable lead
ing from the tuning hut to the trans
mitter, housed a little distance away, 
was wrecked, but no damage was 
caused to the transmitter. The sta
tion was off the air for three hours 
While repairs were being effected. · 

LUNCH HOUR POPULAR 

New lunch hour business by 2UW 
Sydney during the past week in
cludes two quarter-hours at 12.15 
Tuesdays and Thursdays on behalf 
of I. Sutherland Munro wcll-known 
Sydney Chiropodist. In' the. Sunday 
midday session, B. H. Winn, Sydney 
confectionery manufacturer has ex-
te d · ' n ed his 12 noon musical program 
from 15 to 30 minutes. 

A.A.B. SURVEYS ON THE LEADING PROGRAMS IN MELBOURNE 

The particulars shown hereunder have been supplied by The Anderson Analysis 
of Broadcasting and represent extracts from the i r r egular A.A.B. Rat i ngs Reports. 
These Reports are based on information obta ined from two consecutive surveys, 
each survey being of seven consecutive days duration. 

In these Reports, programs are ranked in t hei r order of populari ty only if they 
are broadcast during two consecutive surveys . . 

Where, however, a leading progam is temporarily displaced and is not broad
cast during one survey, it is i nc luded for informat ion purposes in i t s r elative order 
of popularity. 

Leading 15 of all Night Sponsor~d Programs 
169 Broadcast During Both Survey Weeks (May and June, 1946) 

Program W oekly May -J u ne Pr ev iou s Year Ago 
Frequency 1946 Report 

Australia 's Amateur Hour 1x60 mins. 1 1 1 
Tha c. & G. Minstrels .. .. 1x30 m i ns. 2 2 3 
B?.ckstage -:f Life .. .. 1x15 m i ns. 3 5 5 
Martin's Corner . . .. .. .. , , 4x15 m ns. Ser 'al 3 3 2 
Beauty Th at Endures . . 1x30 m i ns. 5 6 9 
Bob Dyer' s Can You Tal<e I t 1x3~1 m ·ns. 6 6 17 
Dad and Dave . , 2x15 m i ns. Seria l 7 4· 3 
Lux Rad io Theatre , , . . '' 1xf0 mins. 7 NR 8 
The H it Parade '' . . . . 1x 30' mins. q 6 7 
News. 7 p .m . . . .. .. . . 7x15 m : ns. 9 9 NS 
Bulldog Dru mmond .. .. 2x15 mins. Seria l 11 9 14 
Daddv and Paddy .. .. . . .. , . 2x15 m ins. 11 12 13 
J'mmy co•t .. .. 3x 15 mins. Seria l 11 9 x 
Say It W ith Music .. 1x30 mins. 11 12 32 
The S i ng :n11 Cowboy .. 1x 15· mins. 11 17 17 

NOTE: 

N.R. Broadcast during one survey week only and ther efore not ranked. 
N.S. Not Sponsored. 
X Not broadcast. 

Leading 10 of all Day Sponsored Programs 
160 Broadcast During Both Survey Weeks (May~June, 1946) 

Program WP.Pl<l v 
Frequency 

Ma:. -J " ne Prev·ou s Year Ago 
1946 Repor t 

1 1 2 
1 2 3 
3 3 x 

B i g Sister . . . . . . 5x15 m i ns. Ser ia l 
Commun 'ty S'ng 'ng 1x('O· m i n s. 
I Brinq You a Son'.:) . . . . 3x 15 m :ns. 

4 9 8 
4 4 .3 
4 4 x 

7 9 x 
7 4 x 
7 16 20 
7 4 3 

Fred and Maggie Eve·rybody 5x15 mins. Ser ia l 
Hollywood Hol'day . . . . . . 4x1 5 mins. Seria l 
Hymns of al l Churches . . 5x 15 mins. 
The G-2 Harmon ists . . . . . . ... 5x15 m ' ns. 
Mary Liv'ngstone, M .D. . . . . 4x15 tn i ns. Ser :al 
Pleasant Sunday Afternoon 1x60 m i ns. 
Treasure Corner . . 4x15 m ins. 

NOTE: X Not Broadcast . 

MEDIANS: A "Median" is a special type of statistical average and rep
resents the average number of Radio Homes listening to the sponsored pro-
grams of the type .stated·. · · · 

The following figures are based on an e"timate that there were 271,000 
Radio Homes within 25 miles of the G.P.O., Melbourne. 

NIGHT. 
All programs . . . . . . . . . . . . . . . . 
60 minute programs . . .. .... . . 
30 minute programs . . . . . . . . . . 
15 minute programs serials 
15 minute programs non serials .. 

All programs . . . . . . . . . . 
60 minute programs . . . . . . 

DAY. 

30 minute programs . . . . . .. . 
15 minute programs serials 
15 minute programs non serials . . 

16,500 radio homes 
19,000 radio h omes 
21,500 radio h omes 
18,000 radio h omes 
13,500 radio h omes 

8,000 radio h omes 
11,000 radio h omes 
8,000 radio h omes 

27,000 radio h omes 
5,500 radio h omes 
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MONDAY 
Kodak 
G. -2 Cleaner 
Shell 
Bushel ls 
Table Talk 
Myer Emp&rium 
Gillette 
Ford Pills 
Caltex 
Sanitarium 
Eno's Salts 
Treadways 
Nestles 
Rockman's 
Pepsodent 
Foy and Gibson 
Wool Board 
Egg Board 
Bcrlei 
Ro bur 
Vicks' 
Alf ans 
Penfolds 
M .G.M . 
Laconia 
Peters 
Sm'tl1's Weekly 
W . D. & H . 0 . Wills 
Edinburgh Lab. 
L'beral Party 
Bennington's 
Cadbury's 
Protex 
o., Witts 
Maples 
Sep pelts 
and others 

nfluential 

TUESDAY 
Viogen 
Buckley's Canadiol 
Johnson & Johnson 
Chandlers 
A. w. Allan 
Brash & Co. 
Thermogzne 
Schumann's 
St. James 
Pura Tea 
Tup Cleanser 
Aerophos 
Fisher & Co. 
Nunan and Collins 
Seppelts Vinegar 
Clinton Williams 
Lanes Emulsion 
VPlmol 
Murine 
Reqal Taxis 
Mac Robertsons 
Caltex 
Kicrnans 
H utchinsons 
Rocke Tomsitt 
Vicks 
Peters 
T .B. Guest 
Capstan 
Roger and Gallet 
Vincents 
Palmolive 
Maxam 
Mver Emporium 
D'gestif Rennie 
Bowden 
and others 

D 01 NG a good job, do~ in and day ?ut, for these advertisers is one 
· reason why 3AW enjoyed 17% higher sales for the last quarter 

over the previous quarter. 

WEDNESDAY 
Yakka Overalls 
Coles and Garrard 
Ford Pills 
Macklay 
Williams Shoes 
MacLeans Tooth· 

paste 
Bush ells 
Bevilles 
Shell Co, 
Hartleys 
Hi lton 
l ,C . I . 
Me 'b. Sports Depot 
Menthoids 
Paul Bram 
P.~nitarium 
Tup Cleanser 
Youth-0-Form 
Band Aid 
Normans 
Caltex 
Myer Emporium 
Grace Manners 
Paris Prams 
Hutuwai 
Foy and Gibson 
Peosodent 
Nestles 
Berlei 
B'q Paterson 
Robur Tea 
rhrlstles 
Rn~e1fa 
Penfolds Wines 
radbury's 
Crvstofls 
and others 

THURSDAY 
Gillette 
Railway Overalls 
Ford Pills 
Lournay 
Bowdens 
San itarium 
St. James 
Chandlers 
Bevilles 
Table Talk 
Brylcreem 
Johnson & Johnson 
Nunan & Collins 
Ice Mnfrs. 
Egg Board 
Rockman's 
Anita Lee 
Wootton & Sons 
Bradley 
Berlei 
Rolls-rite 
Lanes Emulsion 
Robur Tea 
Laconia Blankets 
Palmolive 
Regal Taxis 
Nestles 
Soecialty Press 
Peters 
Mac Robertsons 
Smith's Weekly 
B·onnington's 
Ed;nburgh Lab. 
Cadbury's 
Vic. Railways 
Orlando 
and others 

FRIDAY 
Coles & Garrard 
Johnson & Johnson 
Tread ways 
Kodak 
Kent Gowns 
Clinton Williams 
Bushells 
Fisher & Co. 
Myers 
Caltex 
Brash and Co. 
Hartleys 
M elb. Sports 
Aerophos 
Pura Tea 
Canadio( 
Carters 
Hutuwai 
Foy & Gibson 
M.G.M. 
Roger and Gallet 
Vincents 
Liberal Party 
R. M. Hardy 
Thomas Hardy 
Caltex 
Myer . Emporium 
Wintrol Rub 
The Age 
Digestif Rennie 
De Witts 
MacRobertsons 
Kiernans 
Liberal Party 
Knox Drug 
Christies 
and others 

SATURDAY 
Clinton Williams 
Brit. Medical Lab. 
Youth-0. Form 
Table Talk 
Schumanns 
Bevilles 
Allens 
J. c. Williamson 
Ping 
Nunan and Collins 
Anti-bisan 
Peters 
Lacoma Gin 
Carters 
Myers 
N i le 
Smith's Weekly 
Spencer Jackson 
Caltex 
Edinburgh Lab. 
Beechmans 
Pacific Chen i lle 
Cystex 
The Aust. Legion 

SUNDAY 
Glaciarium 
Stanley White 
Calders 
Coconut Grove 
Darrods 
London Pram 
T.B. Guest 
Sharpes 
Age 
Johnson & Johnson 
Nestles 
Vincents 
Kool Mints 
and others 

31W-cv "At home with all the Family" 
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Ideals Of An A_dvertising Agency 
that a business is inevitably the 
length, breadth and shadow of one 
man. It must have a leader, of course, 
but if it is well organised, is careful 
in its selection of personnel, main
tains its ideals and keeps reaching for 
the stars, it must leave an impress 
and prosper as it deserves. 

freeth State·s Long Range Plan, as ·Two Executives Admitted to 
Directorships 

"Advertising is a beneficent force 
in human affairs, in its promotion of 
the exchange of 
goods and ser
vices on which 
profitable use
ful employment 
depends. I be
lieve it can play 
a significant 
part in the 
future develop- Mr. v. H. Freeth 

ment of this country and, that if we 
can reconcile the age-old misunder
standings between employers and em
ployees and accelerate producti~n, 
Australia has the greatest opportunity 
of any country in the world," declared 
Mr. Vincent H. Freeth before a gath
ering of his agency's clients and top 
executives of newspapers and broad
casting stations in Sydney on July 26. 

The occasion was a cocktail party 
given by Vincent H. Freeth Pty. Ltd. 
at the Hotel Australia to mark the 
formation of the Vincent H. Freeth 
advertising agency organisation into 
a proprietary company ("C.B." 
25/ 7/45) in which two senior execu
tives, Messrs. F. T. A. Kelly and Hed
ley L. Cousins, have been admitted as 
shareholders and directors. 

More than 120 friends and business 
associates of the agency attended the 
party. 

In welcoming the guests, Mr. Freeth, 
governing director, said that ' he 
always believed that those who made 
a real contribution to a business are 
entitled to share in its profits, and 
that, as far as humanly possible, some 
provision should be made for their 
future. In the future, it was proposed 
to grant a share-holding to every 
executive member of the . staff who 
merited it, by reason of his loyalty 
and his application to the advance
ment of the Company. 

"With the same idea in mind, and 
to provide opportunities for promo
tion, we entered upon a scheme some 
three years ago of sponsoring the 
training of carefully-selected juniors 
as they came to us from school." Mr. 
Freeth continued: "To-day there are 
five of these junior trainees, three of 
them sons of ex-servicemen, another, 
Who topped his school, is still in the 

Army. We examine the qualifications 
and aptitudes of these lads very care
fully before they are admitted to the 
staff, and, after a short probationary 
period, encourage them to enter upon 
a further educational course and, 
where necessary, make a contribution 
to the cost of their fees. 

"They enter our office on the lowest 
rung of the ladder and are promoted 
through the different departments so 
that they will have eventually, an all
round knowledge of the business. 

"We have also recently added to the 
staff five executives who have seen 
service in some branch or other of the 
armed forces. We hope that these 
men, and others like them, will find a 
lasting place in our organisation, and 
that they w.m rise to positions of 
eminence and respect in the profes
sion which they _have chosen. 

"I disagree profoundly with the idea 

"We must constantly have an influx 
of young blood into the profession, 
men who are attuned to the needs 
and desires of an ever-changing world. 
If we order our affairs wisely, there 
seems no reason why we may not 
have succeeding generations passing 
through our business so that a man, 
having reached the age of honorable 
retirement, may hand on the torch 
to younger men and enjoy the re
maining years of his life in comfort 
and security. 
' "This is our aim. For my own part , 

I h ave no desire to linger superfluous 
on the stage. When my time comes, I 
h ope to retire to the country and 
spend my days finding the reflection 
of the faces of my good friends in 
some pellucid trout stream. I still 
believe, however, that there are one 
or two good gallops in the old horse 
yet . 

(Continued page 32) 

"BIG SISTER" BOWED OUT WITH COCKTAILS 

The K ent R oom at the Australia Hotel, Sydney, was the scene of a very brig·ht 
cocktail p art y on Friday, July 19, when J . Kitchen & Sons enterta ined the cast of "B ig 
Sis t er ," daytime s er ial which closes on August 16. 

Members of the " Big Sis t er" cast present were \Vinifred Green, Betty Suttor , B ettie 
Dixon, Queenie Ashton , Kigel Lovell, George Hewlett, Edward Smith, P eter Dunstan. 
The sponsors of the · program "Big Sister " (J. K itchen & Sons) were represented by l\Ir. 
L. P . Addis, chairman, Mr. H . C. N ankervis, s a les dir ect or , and Mess.rs. Miller , B eckett 
and Robyns (advertising) , L inta s Advertis ing Agency was r epr esented by Mr . L. A. Davis, 
managing dir ector, Mr. L. l\I. K oYissimo, Mr. A. Thomson, l\Ir. K . Fow les, Miss S. Gorman 
(ra d io.) 
From left to right: Mr. L. P . Add is, cha irm an of J . Kitchen & Sons ; M iss Lynn Foster , 
writer and producer of "Big Sister" who will w r i te and produce "Cr oss Roads of L ife" 
which replaces "Big Sister"; Mr. L. A. Davis, managi ng d irector of Lintas Pty. Ltd. (who 
has recently been discharged from the Air Force); Mr. H. C. Nanker v is, sales manager 
of K. Kitchen & Sons. 
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WINES, dairy · produce, wheat and wool are products of the 

increasingly wealthy Hunter Valley area-the hinterland of the 

"regional capital" of Newcastle. The rich Hunter Valley and the basic 

industries of Newcastle itself are stable activities which keep pay

envelopes in the district uniformly well-filled. 

And it's just this combination of heavy and light industries and 

prosperous rural area that makes the Newcastle market so important 

to the radio advertiser. Nowhere else in Australia can such an evenly 

balanced distribution of po:rulation be found. Station 2KO-the 

Testing · Station of the Commonwealth-gives you blanket coverage 

of Newcastle-and the Hunter Valley. 

Test your new campaign on Station 2KO-first ! 
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NEW-CAST~E 

Crusaders of the Air 

"The Diggers' Frie111l" has 
Earned Bis Sobriquet 

For 25 years Harry Yates (a veri
table One-Man -Comforts-Fund d~r
ing World War II) has been helpmg 
Australian Diggers. He has been a 
"personality" in Sydney radio for 
more years than most of the men be
hind the microphone. He has made 
that microphone pay off dividends to 
the old Diggers and to the younger 
Diggers of this war. 

He has earned his title of "The 
Diggers' Friend" not so much by the 
ccnventional gestures of handing a 
sick soldier a packet of cigarettes, or 
crganising a dance for the troops, but 
because of his thousands of unspec
tacular acts of kindness to Diggers, 
old and new, and their dependents. 

It's not very satisfactory to assess 
charity in terms of figures, but the 
statisti.es of Yates' good work for the 
soldiers are spectacular. 

During the six years of war, Harry 
Yates-

• Distributed between 15 and 16 
million cigaret tes. Usually every sol
dier in the hospitals he visited was 
given either an ounce of tobacco or 
a packet of cigarettes. 

• Distributed approximately 30,000 
phonograph records. 

• Often travelled 50 to 60 miles 
from Sydney to give camp concerts. 

• Organised dances at the Austra
lian Hall every Saturday and Wed
nesday nights to which members of 
the services were admitted free of 
charge. 

• Distributed over 400 radios, 250 
gramaphones and 80 pianos. 

In addition to this work, which to 
Harry is merely routine, he collected 
£8,000 to build a new recreation hut 
at Randwick Military Hospital to re
place the one destroyed by fire. 

He appeals to the public mainly 
through his "Diggers' Session", heard 
from Radio 2UE at 4 p.m. every Sun
day. When he took a hand in solving 
the housing problem through this ses
sion, the results were spectacular and 
sudden. He broadcast details of 
houses known to be vacant, and of
f:red to supply the addresses to ser
vicemen who cared to 'phone the 

Harry Yatzs 

station. In five months he had by 
this means settled 500 service fam
ilies in homes. 

Apart from the "Diggers' Session", 
Yates is only on the air 0n Saturday 
mornings for "Hello, Diggers." Dur
ing the week he is a hard-working 
salesman, but his activities en behalf 
of the soldiers cut very deeply into the 
time he can spend at this job. And 
the ready response to those who "just 
need a loan to tide them over" cuts 
even more deeply into his earnings 
from selling radio time. 

His "consulting room" for those who 
bring their problems to him, is a cor
ner of the busy salesmen's room. Dur
ing his "hours" there is a steady 
stream of people visiting him. 

But no matter how heart -rending 
and convincing the tale, Yates only 
lends when he has fully investigated 
the case and checked the facts. 
Generous though he is, he realises 
that if you want to help the greatest 
possible number of people,. you must 
use your head as well as your heart. 
At present he says he lends between 
£30 and £40 weekly, and gets more 
than half of it back. 

Although he investigates all the 
cases which are brought to him, he 
has an uncan:iy knack at distinguish
ing a fraud from a genuine case of 
hardship. His early experiences prob
ably helped him here. His widowed 
mother died when he was nine. Harry, 
who had been selling n':)wspapers to 
help her, then left Sydney for the 
country where he was first a bullock-

. driver and then a jockey. Before h e 
had turned 15 he was in Palestine 
with the first A.I.F. 

His first radio appearance was re
citing a monologue he had written in 
a soldiers' session. Within 12 months 
he was conducting the session himself. 

His Sunday "Diggers' Show" is now 
an institution. Besides regularly ap
pealing for money or goods to help 
his "lame ducks", Yates h as launched 
several promising artists on their 
careers through this session. The 
Police Quartet, now known as "The 
Guardsmen", made t.heir first appear-

ance in this session. So did Graham 
Wicker and Pamela Morr1s. 

Although Yates regularly receives 
insulting letters from people who re
fuse to believe that he does not get a 
··cut" out of the money he collects, or 
who say that he is collecting the 
cigaret tes for himself ( 15 million 
would be quite a few cigarettes to 
smoke), he usually receives a ready 
and generous response to his appeals. 

Recently R. Broughton, an ex
Ninth Division man, hart his home 
burnt down at Port Kembla. He and 
his wife a nd two children lost all their 
furnit ure and clothing. Yates ap
peal ;d over 2UE, and also took. time 
on 2WL to ask the South Coast people 
to help. Within a few days Yates had 
collected sufficient furniture and more 
than enough clothing to tide the fam
ily over. 

So when Harry Yates says sincerely 
that he is proud of his title the "Dig
gers' Friend" you ·must admit--he's 
ear::ed it. 

GENEROUS DONOR PASSES 
Mr. Denis Fol2y, proprietor of th e 

Ascot Vale Hotel, Melbourne, who 
passed away in Melbourne on June 
19, was a consistent contributor to 
broadcast appeals for charity. He has 
donate::l £16,000 to Norman Banks' 
3KZ Carols by Candlelight Appeals 
during the eight years these appeals 
have been launched. 

Mr. Foley gave generously .to · the 
3DB's Good Friday Appeals also, and 
was always active in urging other 
hotelkeepers to contribute to radio 
appeals. He was also responsible for 
many anonymous donations to chari
ties a t Essendon. He is survived by 
his wife. 

SA LARI ES OF EXECUTIVE 
OFFICERS OF A.B.C. 

Salaries of executive officers of the 
Australian Broadcasti -~ g Commission 
effective from Nove:nber 12 last, were 
recently gazetted in the Common
wealth Gazette. They are:-Over
Eeas representative (T . W. Bearup), 
£1,500; Assistant general manager (R. 
C. McCall) , £1,500; Controller of pro
grams (K. L. Bary), £20 a week ; Direc
tor of music (W. G. James) , £20; N. S. 
W. manager (B. W. Kirke), £20; Con
troller of administrat ion (A. L. Hal- . 
man) , £18; Director of drama and . 
features (F. D. Clewlow), £18; Direct
or of talks CB. H. Molesworth), £18 ; 
Acting manager for Victoria (L. R. 
Thomas), £18; and Manager for West
ern Australia (C. C. Charlton), £18. 
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WOMEN'S RADIO CLUB 
3,000 ACTIVE MEMBERS 
The First Con'fere-nce of the 

newly-constituted Club com
mittee o'f the 2TM Women's 
Radio Club brought dele·gates 
from Gunnedah, Manilla, Wer
ris Creek, Barraba, Walcha, 
Quirindi and Uralla to Tam
worth on Thursday, 18th July. 

A major decision of this meet
ing was to create a fund to 
establish Child Welfare Cen
tres in districts of Northern 
New South Wales. 

.·>'':.«!1':·%~S:.."!'~.WX~:.» 

~~«~~~~ 

# • 
....... ~;.:.~~~.;:+~::~::~# 

It takes years to ascend to a position o'f dominance

it takes power to stay there·. With its towering 2,000 

watt transmis5ion Station 2TM has dominated the lucrative 

north of New South Wale·s to the entire satisfaction of 

National advertisers. Power ... plus programmes ... plus 

intense activity in local affairs-they're the pylons wh ich 

hold 2TM and its advertisers in a pre-eminent position. 

Sydney Office: 
Lisgar House, 30 Carrington Street. BW 7375 

Melbourne Office: 
Hugh Anderson, 130 Exhibition Street. Cent. 4366 

The Story of a Station 

Station 4GR T oowoomba celebrates its 
21st birthday on August 16. In these 
notes, Mr. "Ted" Gold, founder of the 
Station, looks back to some of the yester
days at 4GR. 

By 

E. E . "Ted" Gold, 

(Managing Director 4GR) 

Mr. T ed Gold 

The seed. from which 4GR sprong 
was actually sown about three years 
before any broadcasting licences 
were issued. l;t was in 1922 when a 
handful of wireless experimentors 
were putting speech and music on 
the air that I took out an experimen
tal licence with the call sign 4EG 
(Toowoomba) . It was in those years 
that Sydney had 2CM (Chas. Maclur
can, now Managing Director, Went
worth Hotel) , 2GR (Marks, Rose 
Bay), 2FA (Syd Colville) , 2UW (Otto 
Sandell). 

Here )s 4GR's original . "stu~ i o";-the lounQe room of Mr. Gold's hom e about 20 y ears ago, 
w1th Mr. Gold playing h is p ianola for listeners. Note micro·phone on sta nd at right. 

During the two or three years B.B. 
<before broadcasting) I put over a 
nightly half hour of gramophone 
music. As there were no such things 
as pickups, a microphone was placed 
in the horn of the gramophone for 
pick-up purposes. 

About 1924 I accomplished the first 
landline pick up in the Stat.e. The 
Queensland Eisteddfod was held in 
the Toowoomba Showground, across 
the road opposite my house. I ran 
lines across the stage, carried them· 
across the road on electric light 
poles, and by special permission of 
the Wireless Inspector, relayed every 
session of the finals. 

Under the circumstances, the 
broadcast was quite successful and 
was heard as far as Home Hill, North 
Queensland. From memory, I just 
cannot recall when the Common
wealth Government brought down 
the Act to licence Class A and Class 
B (Commercial) Stations, but it 
~ust have been about 1924. However, 

e abovementioned broadcast gave 
1'.1e the idea to take out a c. l.a.s.s B 
hcen<;~1 · • · • · • 

At the time, I was running a radio
electric business under the name 
Gold Radio Electric Service, and 
asked to be allotted the call sig·n 
4GR. On receipt of the licence I took 
a suite of rooms in Margaret Street, 
City, heavily draped a "Studio," set 
up a 50 watt transmitter in one 
corner, and, in all, the . outfit looked 
quite "good. . 

The opening night was Sunday, 
August 16, 1925 (4QG the only other 
Station in Queensland, was officially 
opened on the 9th) . 

The official opening was performed 
by the Mayor, Ald. J. D. Annand. A 
relay was taken from St. Stephen's 
Presbyterian Church, and this was 
followed by a studio concert which 
included a good orchestra of about 
20 performers, the Queensland Eis
teddfod Tenor Champion'.,Ship Win
ner, the late E. J. Melville, as well as 
a number of first rate performers. 

For quite a long time, Sunday 
night programs over 4GR were live 
artist shows, following a Church re
la~. 

In the subsequent years, improve
ments were made in the technical 
side-it was a constant evolution of 
building new transmitters and re
building the old ones. When crystal 
control of frequency was discovered, 
I purchased one froin Hinderlich 
(England) and 4GR was one of the 
first stations, I think, to use crystal 
control. The wavelength was then 
294 metres. I still have ·the crystal. 

Five years after 4GR went on the 
air, Mr. J. B. Chandler took a Bris
bane licence (4BC). King and King 
took up 4BK, and Edgar V. Hudson 
took 4BH (not too sure if it was E. 
V. Hudson, but from memory that is 
what I think) . 

In the years that followed, listen
ing licences increased and broadcast 
ing began to take the lead from the 
merchandising side of the business, 
and I was prompted to. float the Com
pany (Gold Radio Service Pty. Ltd.) 
in March , 1932, which · involved the 
4BC interests. 

(Continued on page 26) 



After 21 years 
A RECORD OF ACIDEVEMENT 

Twenty one years ago . . . on 
August 16, 1925 . . . 4GR Too
woomba went on the air as the 
second licensed station in 
Queensland. 

Its policy was shaped in a pat
tern of entertainment and com
plete community service ... and 
the proud record of the years 
is exemplified in this map of the 
mail response from one recent 
broadcast. 

A great commercial station, and 
a listening habit of 21 years, 
4GR is truly the voice of the 
Darling Downs, and an essential 
part of the community life of 
one of the richest areas in the 
Commonwealth. 

4GR 
Toowoomha 
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TOPS FOR ENTERTAINMENT 
IN · 

CENTRAL VICTORIA 
-- • Case No. 1 • -

Accent ·here is on com~unity service and 
sponsor co-operation. Picture shows Mr. 
Alf Grierson, Bendigo iµanager of Motor 
Spares Ltd., congratulating Vernon Mili
kens of Bendigo, the winner of the Master 
Sports Bicycle donated by Motor Spares 
Ltd. to the 3CV Women's Radio Club to 
help raise money for the .Children's Hospital 
Auxiliary in Bendigo. The 3CV Women's 
Club is continually receiving assistance in 
their work by the 3CV sponsors. 

A Macquarie 

Feature Station 

COMMERCIALS NEED PROGRAM PRODUCTION 

SAY CANADIAN EXPERTS 

summing up the findings of the 
Joint committee on Commercial Radio 
Research, a report was delivered to 
the CAB Convention in Quebec in 
June by Lloyd Moore, speaking for R. 
E. Jones, chairman. 

It was disclosed that those com
mercials which seem to be most ac
ceptable to the public have one or 
rnore of the following qualities : sin
cerity, believability, interest, product 
information, news or entertainment. 

Advertisers who have been most 
successful with their commercials 
treat listeners with respect, deliver
ing commercials with the same skill 
as is used in the preparation and de
livery of the program. 

commercials with objectionable 
features are effective while they re
main a novelty, but their selling value 
is reduced over a long period of time. 

Most offensive features can be cor
rected without sacrificing sales effect, 
by the use of skilled writers, announ
cers and sometimes singers, actors or 
sound-effects men. Many commer
cials reported to the committee as 
long were actually short but lacked 
color and variety. With shorter sen
tences-two voices-an echo mike or 
other sound effect-listeners would 
have found them so interesting they 

would have appeared to be much 
shorter. Unless the commercials sell 
products, services and goodwill, high 
ratings may destroy the advertiser's 
confidence in radio's effectiveness as 
a sales tool. 

Crowded periods of spot announce
ments can prove annoying to listen
ers if they are carelessly · handled. On 

. the other hand, spot announcements 
can be prepared and delivered in such 
a wide variety of interesting ways that 
they need not be objectionable to lis
teners if they are carefully done. 
Station managers' experience can be 
very helpful in the planning and 
placing of spots so as to avoid objec
tionable features. 

More listener study by adverti:sers, 
agencies and station managers, pre
ferably co-operatively-will pay off 
quickly-pay station managers in 
terms of a more loyal, more receptive 
audience-pay advertisers and agen
cies with increased results per dollar 
of advertising cost. 

The job of studying listeners' re
actions to radio advertising will never 
be finished. It is a continuous study, 
because listeners' reactions change as 
effective broadcasting techniques are 
used to excess by advertisers. 

City of • 
Ill Tamworth was First 

with Street Lighting 
Australia 

Although Tamworth was the first 
town in Australia to adopt electricity 
for street lighting-'before even Syd
ney or Melbourne-it was not until the 
s£cond week of July this year that it 
was officially proclaimed a City. ("C. 
B." 25/ 7/ 46.) 

Tamworth actually has long since 
fulfilled all the requirements of the 
Lccal Government Act in respect of 
city status. These requirements in-, 
elude an average populati.on of at 
least 15,000 for five years immediately 
before the proclamation and an 
annual revenue of at least £20,000 dur
ing the same period. Tamworth's of
ficial population figure for the muni
cipality last year was 15,865 and 
revenue last year was £140,590. 

· Tamworth's electricity generating 
power station was officially opened 
November 9, 1888. Besides the city 
itself with brilliantly lighted business 
centres, well lighted streets and parks, 
the boon of electricity from the Tam
worth plant has been taken to Cock
burn and Peel Shires, to Manilla, 
Werris Creek, Quirindi and Nundle 
and to numerous villages an d farms 
in the districts. The trn.nsmission line 
which will carry a buik electricity 
supply to Eoggabri is now being erec
ted and this will later be extended to 
Narrabri. Agreements have been en
tered into to give !J!l.1U;: supply to 
Barraba, Murrnrundi and Qnirindi. 

The original 36 kik>watt generating 
plant has developed already to a plant 
of 6,500 kilowatts. 

Dyer Signs up Atlantic 
For New Show 

Jack Lee, advert is i ng m anager of 

A tlantic Union Oil Co. Ltd., fooks on 

wh i le Bob Dyer signs t he contract for 
the ·fo r thcoming Atlant ic Show starring 

Bob Dyer. 

The new Atlantic feature is schedu l ed · 

to take the air 8 to 8.30 on Saturday 

night s beginning September 28 and w i l l 

emanate from 2UW, to be relayed on 

som e twenty New Sout h W ales and Vic

tor ian st ations, includ ing 2K0, ·2GZ, 2KA, 

2NZ, 2LM, 2KM , 2TM, 2WG, 2AY, 
3DB / LK, 3YB, 3SR, 3UL. 

Beg inning January 1947 t he Show w ill 

also be relayed to stat i ons in Queens· 

land and South A ustral ia. 

The Atlantic Show was sold by Dyer 

as a "package" and w i ll be completely 
serviced and produced by a ~ew firm , 

reg ist er ed under the name of " The Bob 

Dyer Radio Advertising Service." Dyer 

has applied to the Australi an Federation 

of Commercial Broadcast i ng Stations for 

accredi t ation. 

AUST. AUTHOR INTERVIEWED 

John Wci.ltace, Austr a l i an author, bein g . 
interv iewed by T om J o n es, of 3XY, in an 
interest i n g sess ion reg u l a rly broadcast in 
w hic h notable people can discuss cu rrent 
t op ics. 
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After 21 years 
A ·RECORD OF ACIDEVEMENT 

Twenty one years ago . . . on 
August 16, 1925 . . . 4GR Too
woomba went on the air as the 
second licensed station in 
Queensland. 

Its policy was shaped in a pat
tern of entertainment and com
plete community service .... and 
the proud record of the years 
is exemplified in this map of the 
mail response from one recent 
broadcast. 

A great commercial station, and 
a listening habit of 21 years, 
4GR is truly the voice of the 
Darling Downs, and an essential 
part of the community life of 
one of the richest areas in the 
Commonwealth. 

4GR 
Toowoomha 
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TOPS FOR ENTERTAINMENT . 
IN : 

CENTRAL VICTORIA 
-- • Case No. 1 • --

Accent here is on community service and 
sponsor co-operation. Picture shows Mr. 
Alf Grierson, Bendigo manager of Motor 
Spares Ltd., congratulating Vernon Mili
kens of Bendigo, the winner of the Master 
Sports Bicycle donated by Motor Spares 
Ltd. to the 3CV Women's Radio Club to 
help raise money for the Children's Hospital 
Auxiliary in Bendigo. The 3CV Women's 
Club is continually receiving assistance in 
their work by the 3CV sponsors. 

A. Macqtfarie 

Feature Station 

COMMERCIALS NEED PROGRAM PRODUCTION 

SAY CANADIAN EXPERTS 

summing up the findings of the 
Joint committee on Commercial Radio 
Research, a report was delivered to 
the CAB Convention in Quebec in 
June by Lloyd Moore, speaking for R. 
E. Jones, chairman. 

It was disclosed that those com
mercials which seem to be most ac
ceptable to the public have one or 
more of the following qualities: sin
cerity, believability, interest, product · 
information, news or entertainment. 

Advertisers who have been most 
successful with their commercials · 
treat listeners with respect, deliver
ing commercials with the same skill 
as is used in the preparation and de
livery of the program. 

commercials with objectionable 
features are effective while they re
main a novelty, but their selling value 
is reduced over a long period of time. 

Most offensive features can be cor
rected without sacrificing sales effect, 
by the use of skilled writers, announ
cers and sometimes singers, actors or 
sound-effects men. Many commer
cials reported to the committee as 
long were actually short but lacked 
color and variety. With shorter sen
tences-two voices-an echo mike or 
other sound effect-listeners would 
have found them so interesting they 

would have appeared to be much 
shorter. Unless the commercials sell 
products, services and goodwill, high 
ratings may destroy the advertiser's 
confidence in radio's effectiveness as 
a sales tool. 

Crowded periods of spot announce
ments can prove annoying to listen
ers if they are carelessly handled. On 
the other hand, spot announcements 
can be prepared and delivered in such 
a wide variety of interesting ways that 
they need not be objectionable to lis
teners if they are carefully done. 
Station managers' experience can be 
very helpful in the planning and 
placing of spots so as to avoid objec
tionable features. · 

More listener study by advertisers, 
agencies and station managers, pre
ferably co-operatively-will pay off 
quickly-pay station managers . in 
terms of a more loyal, more receptive 
audience-pay advertisers and agen
cies with increased results per dollar 
of advertising cost. 

The job of studying listeners' re
actions to radio advertising will never 
be finished. It is a continuous study, 
because listeners' reactions change as 
effective broadcasting techniques are 
used to excess by advertisers. · 

City of • 
Ill Tamworth was First 

with Street Lighting 
Australia 

Although Tamworth was the first 
town in Australia to adopt electricity 
for street lighting-before even Syd
ney or Melbourne-it was not until the 
EEcond week of July this year that it 
was officially proclaimed a City. ("C. 
B." 25/7146.l 

Tamworth actually has long since 
fulfilled all the requirements of the 
Lccal Government Act in respect of 
city status. These requirements in-, 
elude an average populati.on of at 
least 15,000 for five years immediately 
before the proclamation and an 
annual revenue of at least £20,000 dur
ing the same period. Tamworth's of
ficial population figure for the muni
cipality last year was 15,865 and 
revenue last year was £140,590. 

· Tamworth's electricity generating 
power stat ion was officially opened 
November 9, 1888. Besides the city 
itself with brilliantly lighted business 
centres, well lighted streets and parks, 
the boon of electricity from th e Tam
worth plant has been taken to Cock
burn and Peel Shires, to Manilla, 
Werris Creek, · Quirindi · and Nundle 
and to numerous villages and farms 
in the districts. The transmission line 
which will carry a buik electricity 
supply to Eoggabri is now being erec
ted and this will later be extended to 
Narrabri. Agreements h :we been en
tered into to give !Jul!~ supply to 
Barraba, Mnrrurundi and Qnirindi. 

The original 36 kilowatt generating 
plant has developed already to a plant 
of 6,500 kilowatts. 

Dyer Signs up Atlantic 
For New Show 

Jack Lee, advert ising m anager of 

Atlant ic Union Oil Co. Ltd., looks on 

while Bob Dyer signs t he contract fo r 

the fo rthcoming Atlant ic Show starring 
Bob Dyer. 

The new Atlant ic feature is scheduled 

to take the air 8 to 8.30 on Saturday 

night s beginning September 28 and wi ll 

emanate from 2UW, to be relayed on 

some twenty New Sout h Wales and Vic

tori an stations, includ ing 2K0, ·2GZ, 2KA, 

2NZ, 2LM, 2KM, 2TM, 2WG, 2AY, 
3DB/ LK, 3YB, 3SR, 3UL. 

Beginning January 1947 the Show w ill 

also be relayed to stations in Queens· 

land an d South Austral ia, 

The Atlantic Show was sold by Dyer 

as a " package" and wi ll be completely 
serviced and produced ·by a new firm, 

registe r ed under the name of " The Bob 

Dyer Radio Advertisin g Service." Dyer 

has app lied to the Austra l ian Federation 

of Com m ercial Broadcast ing .Stations for 
accred itation. 

AUST. AUTHOR INTERVIEWED 

Joh n Wallace , A ustra l ian a uthor, be ing . 
i 11terv ' ewed by Tom J ones , of 3XY, in an 
inter est in g sess ion r egularly broadcast in 
wh ich "otab le people can d iscuss cu rrent 
top ics. 
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G.E. Shows For Bushells, Vaxos 
At the conclusion of their first six 

months' occupancy of the 7.5-7.30 
p.m. Sunday time channel on 2UW, 
Bushells Pty. Ltd. have arranged to 
present another dramatic feature to 
follow the conclusion of "The Amaz
ing Simon Crawley," which has. been 
broadcast in half-hour episodes for 
the past 26 weeks. 

The new program, "They Live in 
Fear," is a fast-moving "thriller," 
with a woman investigator and an 
ex-Scotland Yard Detective Inspec
tor teamed up against a blackmailer 
who cloaks his criminality under his 
profession as an eminent psychia
trist. 

The leading roles are played by 
Nell Sterling, Reginald Collins, 
Moray Powell, Warren Barry and 
Bert Barton, while the remainder of 
the cast includes Bebe Scott, Allan 
Cuthbertson, Ailsa Grahame, Queenie 
Ashton, Lorna Bingham, Tom Farley, 
Joan Lord, Babs Meyhew, Ken Fraser. 

When the distributors of Vaxos 
Oral Vaccines took the 7.30 p.m. 
channel, Monday to Thursday, on 
2UW Sydney 15 months ago, they 
chose a George Edwards serial to 
open their sponsorship. A second, a 

Francis Denies Close-up Rumor 
"Maurice Francis Productions are 

not closing up and have no intention 
of folding shop," Mr. Francis told 
"C.B." last week in refuting a sug
gestion to that effect, which he said 
had been made to him by a union 
executive. "We have adopted a policy 
of making stock shows and have 
plans laid for production in the next 
eight months," Mr. Francis declared. 

On top of that statement, Mr. 
Francis announced the sale of his 
"Don John" 52-episode package to 
Noble Bartlett agency in Brisbane, 
to New Zealand Broadcasting Service, 
to 3DB Melbourne, and to 7BU Bur
nie. The firm was also launching 
production immediately on three new 
shows. 

third, a fourth and a fifth G.E. pro
gram followed, and they have now 
decided on a sixth G.E. production 
to follow the conclusion of the cur
rent feature "Inside World" on Mon
day, August 26. New program is "A 
Man and His House," an original 
script by Warren Barry, dramatising 
the affairs of a very human present
day family. 

The Best Results are Assured by M 
A 
I 
I 
4 
0 

The Recording Centre 
with their high standard of Technical Service 

p Direetion: H. A. MARSHALL, M.1.R.E. 
Film House, 251A Pitt Street, Sydney 

OFF TO THE U.S.A. 

Miss Morgan 

Miss Joy Morgan, sales manager of 
Artransa, will leave for the United 
States and Canada at the end of this 
month. She proposes being away for 
about three months, during which 
time she will study radio generally 
and more particularly production 
ideas and developments. 

Miss Morgan hopes to sail by the 
"Marine Falcon," whfch will be a 
bride ship for wives of U.S. ex-ser
vicemen. The same ship, incidentally, 
now heading for Australia is bringing 
·back the AFCBS president, Mr. Alf 
Paddison, and Mr. George McCauley, 
2KA-KM director, who have been in 
America for several months. 

Dud Fegan, general manager of 
Australian Record Co., who is on a 
visit overseas studying latest develop
ments- particularly color television
has been across to England after 
spending some weeks in America, and 
latest advices say was heading back 
to the United States to eventually re
turn to Australia via the Pacific. 

IRJECOlfllD lPlflOClESSllNG • • • 

YOUR PROCESSING TO >W&G< HIGHER FIDELITY - FASTER. SER.VICE 

An Independent Trade House - W & G REeORD PROCESSING CO. PTY. l TD. 185 a'Beckett St., Melbourne, Vic. 

BREIF CLUB 

Membership Now 273 
At the July meeting of the Board of Man

agement of the BREIF Club of S ydney, the 
following new members were elected: 

c. G. McClelland (A. E. Ackland), H. M. 
sampford (Chandlers Broadcasting), J. R. 
:MileY (Boswell & Co.), H . Fryer (Nock & 
Kirby}, C. R. Baker (Elec. and Gn. In 
"tallation), C. E. Eckert (Bloch & Gerber), 
B. c. Button (Radio Station 2GB), J. Joyce 
(Donovan Joyce), A . M, Clubb (A. M. Clubb 
PtY. Ltd.), J. T. Wheeler (British General 
Electric), J . Moyl'e (Associated News
papers), S. Bogen (Stowe Electric Co.), A . 
Russell (Russell-Morris Advertising), M. D. 
Chapman, Broadcasting Sta.ti on 2CH 
(AWA}, H. L. Cousins (Vincent H. F reeth) , 
J. W. Jackson (Jackson, Waln & Co.), c. 
w. Shortridge (Warwick Advertising), A. 
T. M. Whyte (A. T. M. Whyte Pty. Ltd.}, 
D. M. Fegan (Australian Record Co.) , J . 
w. Poulton (Olympic Tyre & Rubber Co.}, 
P. R . Hall (Munitions Dept.) , J. J . Coyle 
(:-<oyes Bros. Ltd.}, R. B. McKenzie (Olym
pic Tyre & Rubber Co.), B. H. B rewer (B. 
H. Brewer). 

At June 23, with the members .iust acl
mltted, the membership of the BREIF Club 
was 273. 

The permanent arrangement in regard to 
luncheons is now to hold them at the 
Wentworth Hotel. Lunch subscription 
charge Is 5/-. 

The BREIF Club Ball will be held on 
S~ptember 26 at the Wentworth Hote'1 
Tickets are £1/ 1/- each. Limit is 500 people. 

The BREIF Club Sports Committee is 
thinking of arranging some bowling· club 
matches. A ny bowlers in the industr y are, 
invited to adv ise Mr. Eric Gray, of 97 Clar
ence Street, if they'd like to play bowls 
occasionally. 

The NEW SHOW 
( ' 

I v 

GULLIVER'S 
-TRAVELS 

* * Quarter-hour serial drama
tisation of Deans Swift's 

WITH immortal classic. A comedy 
THE fantasia to delight the 

QUALITY hearts of young and old. 
NAME This feature has been 
PLATE especially designed for a 

ch i ldren's aud ience and is 
educat ional , entertain i ng and 
calculated to charm all 
children betwe~n the ages 
of six and sixty. 52 episodes 
of 15 minutes each. Aud ition 
discs now available. 

"-> 

AUSTRALASIAN 
RADIO PRODUCTIONS 

294 Smith St., 
COLLINGWOOD • VIC • 

JA6255. Telegrams "Fanfare" 

• 
FREDERIC I. L . BARNES 

42 Pitt Street,. Sydney. 
86315-86316 

a thought 
for the harrassed executive 

The art of running a business is the art of using other 
people's ability. At any rate, that's the opinion of an 
imposing number of men who ought to know. 
It makes sense, too, don't you think? After all, you 
have only so many minutes in the ·day and you can't 
possibly do everything that has to be done. You are 
the captain of the team, and the team's output, organ
ised and directed by you, is what counts. 
Consider radio advertising production, for instance. An 
intricate, specialised procedure, with many traps for 
the unwary. Wouldn't it pay you to put part of it at 
least in the hands of a capable, specialised organisa
tion? 

What A.R.C. Offers: 
1-Knowledge of "what goes on." Continuous prac

tical experience of recording top-flight programmes 
and commercials. The trained mind, the steady 
hand, the sure touch. 

2-Complete, world-standard recording. 
nical equipment, modern studios, all 
you could ask for. 

Finest tech
the facilities 

3-Contact with writers, producers, pl,ayers, people in 
every department of the "game." 

4-A complete service right through to the discs on 
your desk. 

Why not let us do some of your worrying for you? 

AUSTRALIAN RECORD COMPANY PTY. LTD. 
Offices &, Studio : 29 Bligh St. - Factory: 2 • 8 Harrington Street 

SYDNEY 

Phones.8W6953 85139& <Factory) 85213 



IT'S EASIER TO SELL PEOPLE WHAT THEY WANT 

Richard D. Crisp of S. C. Johnson & . Son, Inc. in U.S.A., says in 

"Printers Ink" that to find out what, where and how calls for continu

ous study of the market. 

I By Richard D. Crisp 

-----

Heightened competition is .recog
nised as one of the facts of post-war 
life in most industries, as per-war 
market leaders seek to re-establish 
a position considerably impaired by 
production restrictions during a per
iod of expanding consumer incomes. 

In some industries, however, a com
bination of sharply increased capacity 
within the industry and the entry of 
a relatively large number of new 
firms has resulted in potential pro
ductive capacity far in excess of even 
optimistic estimates of post-war vol
ume. In such industries, post-war 
competition will be literally a life- · 
or-death struggle, as the newcomers 
battle for a market-share which 
means their survival against the en
trenched opposition of established 
brands. 

In that life-or-death struggle, any 
company's chances of survival can 
be improved tremendously if it bases 
its major marketing decisions on a 
precise knowledge of what consumers 
actually want instead of on· some 
individual's intuitive guesstimate of 
what they ought to want. 

Despite wartime growth, the num
ber of companies that use marketing 
research as an important member of 
the sales department's first team is 
still relatively small. Much more com
mon is a water-boy assignment in 
which research is occasionally useful 
but has little effect on the final score. 

As long as this is true, the com
pany that uses marketing research 
regularly and continuously. as the 
basis of its sales planning may expect 
to achieve competitive gains at the 
expense of competitors who are still 
operating on the basis of drift plus 
intuition. It is easier and cheaper to 
sell consumers what they want to buy, 
where and how they want it, than to 
persuade them to buy a product just 
because you want to sell it! 

The use of marketing research to 
get the consumer's point of view ex
tends to-day into almost every phase 
of the sales programs. Here are some 
c.ase studies selected to show the ver-

satility of consumer research as a 
guide through the stormy competi
tive seas ahead. 

Case No. I-Package Sizes 
Sales resistance on an established 

product led a company to the con
clusion that it was nearing its limit 
on that product. It used consumer 
research to check that conclusion. 
Analysis of consumer purchases re
vealed that the company was out of 
step with consumer preferences on 
the package size in which it was sell
ing its product. Chart 1 illustrates 
that the company's entire production 

Percent of Volume Sales by Package Size 

Large 

Medium 34.0 

Small 
.JNDUSTRY 

I 
I 

I 
I 

I 

COMPANY 
CHART I 

was in a package size that represented 
only 16.5 per cent. of consumer pur
chases. The company was not pack
aging two sizes, which accounted for 
34 per cent. and 49.5 per cent. of the 
total market. When the new sizes 
were added, company sales of the 
product climbed immediately. 

To be sure that the gain was a real 
increase and not simply a trade-load
ing spurt, the company used continu
ing research to check its sales to con
sumers. That research revealed that 
consumers were buying the new pack
ages almost as quickly as they ap
peared on retail shelves, and that the 
company's share of industry volume 
was improved materially by the new 
sizes. 
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The 3 Price-Class Pattern 

Pnc ~ Group 

Low 

Medium 

Premium 40 
57 

VOLUME BASIS DOLLAR BASIS 
CHART 2 

Case No. 2-Type of Outlet 

A famous manufacturer of paint 
products bought out a small company 
with a related line of products and 
decided to distribute one of the new 
members of the product family on a 
national scale. A national radio and 
magazine campaign was prepared and 
launched. Because the company did 
not use consumer research first, a 
considerable amount of time elapsed 
before the company learned why its 
sales volume on the new product re
mained low. The company assumed 
that the new product was sold by the 
same type of outlets as its other pro
ducts and used the advertising to di
rect consumers to paint, hardware 
and department stores. Actually those 
three types of outlets accounted for 
less than a third of industry volume 
on the new type of product. The pro
motional campaign wasn't heavy 
enough to change well-established 
consumer habits. 

There's ·a moral here for every ad
vertiser who is preparing promotion 
to back a product which differs even 
slightly from its regular line. Don't 
guess about the class-of-trade pat
tern of the new product you're plan
ning to promote-a guess is likely to 
be mighty expensive. It is much 
cheaper to use research to find out 
where consumers buy that type of 
product before launching your own 
promotional activities. 

Case No. 3-Price-class Pattern. 

One of the larg.est national adver
tisers was losing ground on one of its 
product~ to a more heavily promoted 
competitive brand. Both brands were 
premium-priced products. The com
pany whose sales were sagging de
cided to make a sharp cut ~n tM 

SECTIONAL VARIATIONS 

IN CONSUMPTION CHARACTERISTICS 
PRODUCT A 

llb.4 

2. 98.1 
:iec1t100·~ 

3. 107.9 

4, 82.4 

s. ~""""""""'""""72.b 

2. 

3. 

4. 

5. 

consumer price of its brand to under
mine the leadership of the competi
tive brand. 

The price cut stimulated a fl.urry 
of business, but the competitor coun
tered with a short-term deal that 
skimmed a good deal of business from 
the market. When the smoke settled, 
the heavily promoted brand was still 
on top, still getting a premium price 
for its product. The price-cutting 
brand had about the same unit vol
ume, but a lot fewer dollars coming 
in, and no significant change in its 
share of the market! 

No comnany should make a decision 
on anything as far-reaching as a 
price-cut to-day without carefully 
pre-testing to see that the lower price 
achieves the desired object. A small
scale test can take the guesswork out 
of any such proposed chane:e in policv 
inexpensively and in a relatively short 
period of time. 

Contrast the above case with the 
following one, which . starts with a 
very similar problem but has a quite 
different solution. 

A large advertiser, worried by cheap 
competition, was considering a price 
cut. It used consumer research first, 
not to pre-test the cut but to check 
its knowledge of the market itself. 
Chart 2 illustrates what it found out. 
There were three distinct price classes 
in the market, dividing its market on 
a 40 per cent. - 20 per cent. - 40 per 
cent. volume basis. On a dollar basis, 
however, the premium-price group 
amounted to more than twice the 
Volume of the medium or low-price 
group: 57 per cent.~19 per cent.-24 
Per cent. When the company found 
out. that it could nearly double its 
busmess, without taking a penny's 
wo.rth of business away from a lower
Pn~ed brand, it put the price-cut 
ProJections back in the ice box and 
turned on the promotional pressure! 

It's easy-and dangerous-to eval
uate cheap competition on the basis 
of a hunch; but the moral here is 
clear-don 't try it! 

Case No. 4-Type of Product 
A company which was a pre-war 

market leader thought that it stfll 
controlled a dominant share of every 
segment of a complex market. A 
management-engineering firm re
commended the use of consumer re
search to check that opinion. The 
survey disclosed that the company's 
leadership was unimpaired on three 
of its major products but definitely 
threatened on a fourth. Most sur
prising of all, however, was the fact 
that a fifth product type (which the 
company had considered of minor 
importance) had been expanding at 
a sensational rate. As a result com
pany production which was thought 
to amount to more than half of the 
industry total actually was less than 
4 per cent. 

When the company st epped up its 
production to fit" the n ew and ex
panded market, the sales curve 
climbed like the proverbial homesick 
angel! 

Case No. 5-Sectional Consumption 
Every product has its own pattern 

of sectional variation s in consump
tion, a pattern that has its roots in 
the past. Racial heritage, past com
petitive pressure and the like tend to 
increase or decrease the rate at 
which a section consumes a particu
lar type of product. 

To keep your sales activities in 
tune with the opportunity to make 
sales, you should know the extent to 
which your products are consumed 
in different sections of the country. 
Chart 3 shows important variations 
in the sectional pattern even on very 
similar products. Until you know the 
level of consumption in each section, 
you cannot determine accurately the 
level of your own sales performance. 

"GEE IT'S GOOD," Says MUMZONE 

S.A. Canning Firm Combines Radio-Press Campaigning 

Mr. H. S. Errington, ex-Army (he 
was a Tobruk .t<.ac1 and KA.A .. 1"., wno 
is ;:;a1es, m;:;trwuc10n anct actveri:;ising 
manager for Mumzone products, is 
warm m his praise of radio actvertis
ing which reaches people in their 
homes. 

Mumzone Products Ltd., of Payne
ham Road, St. Peters, S.A., are manu
facturers of the well-known Gardiner 
Brand condiments and preserved 
fruits and vegetables. 

Chairman of directors of the com
pany, which employs over two hun
dred persons, is Mr. G. Livingstone 
Melville, of Sydney. 

The premises were purch ased in 
1942 from S.A. Fruitgrowers' Co-op
erative Society, which had been in 
operation since 1916, and the factory 
is one of the most modern in South 
Australia, housing up-to-date mach
inery for the latest methods of can
ning. Extensive alterations now in 
progress are estimated to cost £9,000 
to £10,000. 

Sales, and consequently output, are 
increasing to such an extent, as a 
direct result of Mumzone's advertis
ing, that this expansion is necessary. 

Mumzone's "Melody Request" hour, 
on i-u e air at 8 p.m. Sat urdays, has 
"'ec01ue bfiA·s mo;:;t popula r program, 
anct Mumzone's slogan, "Gee, it '.~ 

guoct !'' is a catcnworct ma good many 
circles. Designed as a "homey" ses
sion, Meloay Request caters for 
about 16 request numbers and 40 to 
50 cheerios. Music is provided by 
the Gypsy Serenaders, songs are sung 
by Melva Warren and Arthur Major, 
while Pat Hodgins, compere, adds the 
humorous touches. 

South Australian letters, almost 
without exception, say a good word 
for Mumzone products - proof that 
the · two commercials which accom -
pany the hour, and Pat Hodgins' ad 
libbin g and personal quips, which 
provide a good deal of "concealed" 
advertising, reach their m ark. 

Mr. Errington believes that t he 
best results are to be had by linking 
radio with newspaper advertising 
and the commercials (one at the be
ginning and one· at the end of the 
hour) t ie up with Mumzone's news
paper ads which . appear about three 
times weekly in South R Australia's 
main newspapers. 
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STORY OF A STATION-(Continued from page 19) 

It is significant to note that the 
pioneering atmosphere has perme
ated 4GR throughout its existence. 
The station participated in the fam
ous ball-for-ball test series. In the 
dark early d.ays we even put on the 
air the first wedding broadcast in the 
State - quite likely the first in the 
Commonwealth. 

One of the features of 4GR of 
which I am most proud is the extent 
to which it has become part and par
cel of the community life of the Dar-

ling Downs, from the Toowoomba 
City Council to the tens of thousands 
of listeners who know the station as 
an old friend. 

I remember about 12 years ago, the 
City Council wished to secure public 
support for the establishment of a 
modern and costly dam and catch
ment area. The Council asked the 
aid of 4GR, and we arranged a picnic 
on what was to be the site of the 
dam. Our picnic invitation brought 
thousands of people to the site, and 

M!t. efiie/ Enginee'i, 
MONEY IS INVESTED NOT SPENT WHEN YOU 

PURCHASE "RADIONIC" EQUIPMENT 
Whether it be spares or complete equipment 

contact 

RADIO NI~ @PRODUCTS 
MEADOWBANK (SYDNEY) N.S.W. 'PHONE RYDE 243 

For. all Equipment and Replacement Parts 

Contact 

HOMECRAFTS PTY. LTD. 
THE RADIO SPECIALISTS 

To the Broadcasting and Allied lridustries

Homecrafts can supply you with those replacement 

parts you require with a prompt and efficient Ser

vice. There is no delivery delay when you entrust 

your supplies to 

HOM EC RAFTS PTY. LTD. 
Branches in All States 

Head Office :-MELBOURNE, 290 Lonsdale Street, and at 211 Swanston Street, 
l\Ielbourne, 139 Moorabool Street, Geelong, 307 Sturt Street, Ballarat; 100 Clarence . 
Street, SYDNBY, 26 Hunter Street, Newcastle; 247 Adelaide Street, BRISBAN'.E, 
140 Adelaide Street, Brisbane, Toowoomba, Ip swich, Dalby a nd Rockhampton, 
Q!d.; 161 Pirie Street, ADELAIDE; Hobart. Launceston and Burnie, TASMANIA. 
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the Mayor, from the top of our panel 
van, with a P.A. system, was able to 
explain the whole idea to the people. 
The Mayor told us that 4GR was the 
Council's only hope of drawing the 
crowd to the spot, and I am more 
than glad to say that we did the job 
properly for the Council. 

Another occasion which is a happy 
memory was the celebration of the 
Centenary of the Darling Downs in 
1940. The Citizens' Committee had 
proposed a monster procession to 
highlight the carnival, but the war 
seriously upset the calculations and 
the abandonment of the scheme was 
suggested. Finally, as a last hope, the 
Committee asked me if 4GR cefuld 
take over the whole "works," with a 
free hand to do as we wished to or
ganise the event. 

It was an opportunity to show just 
what the station could do, and the 
entire staff set out to· make a success 
of it. We worked hard on a plan to 
make the procession a complete tab
leau of progress of life on the Downs 
-and what a responsibility we had. 
We were able to arrange a procession 
two miles long which was declared 
locally to be the finest of its kind 
ever seen in the State, and which at
tracted the largest crowd ever seen 
in the streets of Toowoomba. To top 
off the day, we organised also a 
sports meeting and a program of 
fireworks which raised £240 . for the 
Toowoomba Patriotic Fund. 

COAL CRISIS CAUSES 
RESTRICT,ED BROADCASTING 

HOURS INS.A. 
The prolonged coal crisis in Aus

tralia caused mainly .bY the ever
accumulating loss of coal production 
in NSW, has again brought about re
stricted hours for the use of wireless 
receivers in South Australia, which, 
of course, means that stations will not 
transmit during those hours. 

Following a conference between 
broadcasting stations and the Adel
aide Electric Supply Co., and with the 
approval of the State Premier, an 
adjustment was made in the broad
casting hours effective from Friday, 
July 26, until further varied, as fol
lows:-

Mondays to Fridays: 7 a.m. to 8.30 
a.m.; 6.30 p.m. to 9 p .m. 

Saturdays: 7 a.m. to 8.30 a.m.; 12.30 
p.m. to 5.30 p.m.; 6.30 p.m. to 9 p.m. 

Sundays: 6.30 p;m. to 9 p.m. 

Melboiittie TaiI<lt-Metcer Has· 

Wide Range of Programs to 

Attract Listeners 

Wardrop, "My Tailor," has resumed 
his advertising over Station 3UZ with 
the sponsorship of the travelogue ses
sion entitled "Lands of Romance"
arranged by the Keith Campbell Ad
vertising Agency. 

This firm has been a supporter of 
radio advertising since its very early 
days. It will be remembered that War
drop "My Tailor" sponsored the first 
Amateur Hour in 1934, broadcast over 
3AW and compered by Jack O'Hagan. 
The winner on this occasion was John 
Lanigan, then a boy soprano-now 
the Sun Aria Winner, and Winner or 
Maples' 1945 P. and A. Parade. 

Wardrop "My Tailor" considers that 
a great deal of business success came 
to the firm through their enterprise in 
using radio advertising when it was 
still a new medium. This firm has 
broadcasted consistently over 3KZ 
since early in 1930. At the present 
time, they sponsor on that station 
"Moods of the Waltz" on Sunday 
nights at 8.45-"Music to Measure" on 
Thursday nights at 9.30, and two 
hours every Saturday afternoon, 
from 2.40-with a musical program in 
the summer mon.ths, and a football 
broadcast in the winter, with Nor
man Banks as commentator. 

In addition to the 3UZ session 
"Lands of Romance," heard on Thurs~ 
day nights at 9-9.30 p.m ., Wardrop 
"My Tailor" also sponsors "The Phil
osopher's Scrap Book", broadcast 
over 3DB on Sunday mornings at 10 
a.m. with Monty Blandford as com
pere. 

About two years ago, Wardrop 
sponsored six quarter hour sessions
one each evening except SUnday-
over 3AW. Unfortunatey this time 
came into the Macquarie Net. National 
channel, and since that period, scat 
ters have been u·sed throughout the 
day from 3A W. Scatters were also 
used recently over 3XY. 

. Radio has been of great assistance 
111 solving some of the staff problems 
of this organisation, which is par
ticularly keen on any riew ideas in 
~adio advertising. Without detract
ing from the value of expensive pro
grams, here is a local advertiser who 
has attained much success with well 

thought out presentations, which 
have not been costly. 

. Wardrop "My Tailor" consist~ntly 
direct their advertising agency to the 
effect that "commercials" must be 
limited to a minimum. Believing that 
the most goodwill comes to the ad
vertiser who gives all his programs to 
entertainment, the firm prefers the 
name only to be associated with their 
session. 

. The great growth of Wardrop "My 
Tailor" is proof of th~ part radio ad
vertising plays in the successful 

· salesmanship of goods. The firm 
has always shown initiative and vision 

·in meeting the public's requirements 
-in both entertainment and in mer
chandise. 

ABC Sponsors 
Commercial Quiz 

Unique in local broadcasting history 
is the fact that the Australian Broad
casting Commission has assumed the 
sponsorship of a Commercial station 
feature- 3DB's novelty quiz, " Hook, 
Line and Sinker" on Friday nights at 
8.30-to assist the sales of its official 
publication, " The A.B.C. Weekly." 

This quiz is based on the "£s for 
Lbs." idea. Contestants are awarded 
so much per pound of their weight for 
correctly answering tquestions fired 
at them by Dick Cranbourne. Com
petitors are led to the miei;ophone by 
means of a fishing reel cast into the 
studio audience by Jock McLachan. 

Previously sponsored by the Rich
mond Brewery, the present A.B.C. 
contract is for 13 weeks. Richmond 
Brewery have directed their sponsor
ship to Eric Welch's wrestling de
scriptions from 3DB-LK on Wednes
day nights, at 9.30. At the conclusion 
of the present wrestling season, they 
wm resume sponsorship of "Hook, 
Lme and Sinker." 

The A.B.C.'s decision to sponsor this 
quiz is a healthy indication of the 
good feeling that exists between the 
Commission and the Commercial 
stations. 

BRIEFLY THiS: 
• Bikini : American newspapers poked 
borak at big US networks for pump
ing out to American listeners adver
tising matter immediately after the 
Bikini broadcast "while the ring of the 
bursting bomb was still in their ears." 
Nevertheless New York observers re
ported that while some businessmen 
pa used to listen to the broadcast most 
people ignored the event . Australian 
listeners took a keen interest and 
were rewarded by a much better 
broadcast than upon the first occa
sion. 

• Management of 3KZ received a 
cable stating that Lawrence Cowan 
winner of their 1945 P. and A. Farad~ 
(sponsored by Maples) is being 
starred in NBC network i;hows, linked 
to 110 stations. His first important 
engagement was in "Music From 
Hollywood" in which he was scheduled 
for four weeks' coast -to-coast net 
work. He will also appear as guest 
star in "Stars in The Making", an
other N.B.C. hook-up originating in 
San Francisco, and his tirst appear
ance in this was on July 27. After 
these, N.B.C. plans a visit to New 
York for this young Aui:itralian, for 
which other contracts are pending. 

• With most war time appeals 
closed, 3CV Women's Radio Club h as 
turned to .work for a scholarship fund 
to supply scholarships to children of 
deceased and disabled servicemen. A 
four berth ambulance has recently 
been donated to the Maldon Hospital 
by the Maldon branch of the club 
while the Bendigo Hospital and Ben~ 
diga Benevolent Home benefited 
greatly by efforts of the Club in a 
Popular Girl Competition . 

British advertisers intending to use 
sponsored radio are going ahead with 
programs and recordings regardless 
of the present limitations on broad
casting, says Advert isers Weekly, as 
it is felt that facilities on the contin
ent will eventually open up on a larger 
scale than before the war. 

According to the Eire public ser
vice estimates for 1946-47 recently is
sued, payments for advertising pro
grams broadcast from radio EIREANN 
are expected to bring in £17,760 du~ng 
the coming year. 
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Agency Round-up BROADCASTING BUSINESS 

Mr. Frank J. B. Allen has been appointed 
to the staff of United Service Publicity 
PtY. Ltd. aft er two years as radio produc
tion manager of Paton Advertising Service 
Pty. Ltd., Melbourne. 

Adlelaide agency Webb-Roberts McClel
land Pty. Ltd. have moved into new and 
more spacious offices jl.t 9 Peel Street. 
Growing pains. The, premises before the 
war housed the famous Tuxedo Club, one of 
Adelaide's few night spots. 

i\fr. Barry Scott, the well-known Victorian 
cricketer, has rejo:n ed the staff of J. Walter 
Thompson. H e is arriving from Melbourne 
to take charge of the film buying division 
of the media department in the Sydney 
office. 

Messrs. Dormer and Beck, principals of 
the Dormer Beck Advertising Agency, and 
New Zealand agents for J.W.T ., arrived in 
Sydney on July 21 and are staying at the 
\Ventworth Hotel. They are vis'. ting Sydney 
for an interchange of ideas with the direc
tors of J. Walter Thompson. Before return
ing t o Auckland on August 12, they hope 
t o spend a g olfing w eek-end at B lackheath. 

Recently appointed permanen t general 
secretary of the Four A's (Federal), Mr. 
John R. Humphrey has wasted no time 
settling down into the· active job which he 
has taken on. All last week he spent in 
Br:sbane in consultations with the Brisbane 
members of the ass ocia tion. He returned to 
Sydney h eadquarters at the w eek-end. 

Mrs. Marie. Stirl' ng is now han dling r a dio 
publicity for J, Walter Thomp son, having 
taken over that task on July 29 from Jean 
Stanger who has left JW'T. 

Briefly: Ray \Vnlters down at the Will
mott ag·ency can help you get a few new 
golf balls (so we've been told, bu t don't ask 
us to tell you who told us!) . Oh, and any
one short of a h a t can apply to Ben Palmer 
at "Truth." 

3UZ MELBOURNE 

P e t ers lee Cream Ltd.-30, mins. afternoon, 
" Peters Pals. Club," 52 w eeks (Rickards 

Advert:sing). Renewed. 
Stephanie Deste-15 mins., afternoon, "In 

the .Radio Spotlight," 8 months (Renewed) . 
Eunice Roberts-100· word announcement 

in Pens sess:on, 6 n1ol)ths. 
Sanitarium Health Food-100 words an

nouncen1ents in Pens session, 3 1nonths. 

MACQUARIE NETWORK 

Berlle Ltd. (Warwick) 2HR, 2WL. Announ· 
cements day, Mon. Tues., and Thurs. 

Bushells Pty. Ltd. (A.W.A.) 2GB, 2CA, 
llWL, 3HA, 3TR, •BU. Announcements a.nd 
sessionettes, Mon. to Sli.t, breakfatt and 
evening. 

Bruce Small Pty. Ltd. (Freeth) Pre· 
terred announcements Mon. to Sat. break· 
fast. 

Beckers Pty. Ltd (Weston) 2LT, 15 min· 
utes, Mon. to Thurs. a.t 7.3() p.m. 

J. R. Love & Co. Pty. Ltd. (Hansen· 
Rubensohn) 2PK, 15 min. 7.15. p.m. Thurs· 
days. 

Wheat Industries (Aust.) Pty. Ltd . . (W. E. 
Smith) 2WL, 4BH. Announcements womens. 

2UE SlYDNEY 

Australian Chemical Instit ute-22 x 100 
words for 9 days, advertising Chemic al Ex
pos:tion 1946. 

Biber Furs Pty. Ltd.-104 x 15 minutes, 
vVednesday and Thursday, 7.30 p.m., "Hud
son's Bay" and "Story of Canada," 26 epi
sodes in each. 

Figure Control Corset Co.-104 x 15 mins., 
Tuesday and Thursday 10 a.m., "lVIy Song 
to You" conducted by Joan Read. 

G oodlands PtY. Ltd.-:-312 x 100 words, 
Monday to Saturday . 
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The Selling Power 
in the Buying Market 

With its effective coverage of Queensland's No. 1 Rural 
market and abundant secondary industries of central 
coastal Queensland, 4BU is your Sales Medium to this 

Buying Market. 

4BU BUNDABERG 
Central Coastal Queensland Unit of the Macquarie Network 

Representatives: 
Sydney-Macquarie Network, 
Melbourne-Macquarie Network, 
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Grace Bros.-10 x g m ins., Saturday ASB 
session. Talks on cricket by R. S. \Vhiting
ton for 10 weeks. 

Independent Oil Industries Pty. L t d.-
520 x 25 words, Monday to Saturday, break
fast. Mon., Tus., Thurs., Sat. " Purr Pull." 

Metropolitan Diaper Service-156 x 100 
words, Tues, Thurs. , Sat,, VVdn1en's. 

N.S.W. Dept. of Public Health-48 x 1 
min., day, 96 x 1 min. Evening, Mon. a nd 
Tues. night. Thursday luncheon (amended 
contract). 

Harry Pollard, 208 x 25 words, Sat. ASB 
x 25 every Saturday. 
Vicky the Jeweller-30 x 15 mins . Sunda rs 
p.m. Session of recorded music. 
Vincent Chemical Co.-additional contr act 

260 x 100 . words, 260 x 25 words. Mon. to 
Fri. 2 x 25 words in ASB Saturdays. 

3DB MELBOURNE 
Lucy Secor (Patons)-52 x 15 mins ,, 10.30 

a .m. Fridays. 
Rockmans (d'rect)-52 x 100 words, Satur

day sports service. 
Gr'ffiths-Huse {\Varwick) , 104 x 1 min., 

(pref. night). 
Bushells Tea CMarsh)-2GO scatters, da y. 

"Yakka'.' ovnalls (D. K. Laidlaw a nd 
Sons, 261} Lygon Street, Brunswick) have 
renewed their contract with 2UE, 2UW, 
3AW, 3KZ, 5AD and 5DN for 100-word spots 
In breakfast sessions for 52 weeks from 
August 1. Accoun t it handled by L eysh on 
Publicity. 

STANFORD 
Ju.I.AN 

Newspaper and Radio 
Advertising Representative 
Specializing in Inter-State 

Provincial Media. 

NEWSPAPER 
HOUSE 

247 Collins St.. Melb.. C.l 
Tel.. Cul •705. T1r1ms. "Stn1n1n" Melboumt 

INTERSTATE ITEMS 

sooth Australia 

.\ n in formal cocl<tail party, a r ranged by 
. ti on ;; K • .\ a nd Beckers Pty. L td., on the 

,t,l ,. 11 .,0 n of :ru ly 26, marked the in augur
, ft~ in south Australia of Author 's ~lay 

auon which w ent on the a ir in this State 
hnusel1e first t ime Friday, August 2, a t 8 
fnr t • 

Jl lll· 
T h i- ga thering in_ the reeeption. r oom o f 
" Or iental H otel mcluded M 1Hs R. '\'f!lson, 

111 .1 ,,. 1• 11 ~ director of Beck ers Pty . L t d.; !\fr. 
Hilll • n '"' 
< 'hnr1 P~ \V. Batten, g-ener al 1' n1ana~er. of 
,t.,;ion. 5KA ; :llr. R . Paton, editor o f Ra
,Ji~ call ; M r. 'I'albot Smit h , pres ident of 
,1.delaiile R eper tory Theat re ; Mr. J. Horn, 
; 11a na gH B eckers (S.A.) P t l'. L t d .; Mr. A . 
Han na m of Wes ton Co. PtY. L t d ., Sydney , 
.i n d :\[r s. Hannam; Mr. H oward Parker, 
., (\ l'ert is ing manager and Mr . Jack Fox, pro
;luct ion m a na ger of 5KA; Mr. F . F. Busteed, 
<renera l m anager for Beckers, Dudley Park ; 
:\fr :i.rur r ay T onkin, represen ting- the News ; 
)r,.: Jrying J ohnson. secre·tary Adelaide Re
>erton · Theatre ; Miss Betty D a wson, so

:. ia l edi t r ess for Truth ; Mr. D . V. Easom, 
n f Rad io Ca ll a nd " C.B.'s" r epresentative, 
:Iii"' Jn)' Cochrane. 

An audition of the first play of the· series, 
" A Quest ion of Faith." b y Miss E lizabeth 
Hughes of Grafton, N.S.W., was v ery much 
a ppredat ed. 

:lfr. Batten introduced Miss Wilson, who 
sairl t hat it was their d esire, a s s ponsors, 
to g-irn real help and encou r a g ement to 
. \ ustralian w riters. 

:\£r. H ann am explained that Author's 
l'laYhouse was not a competition in the 
r. rdlnary sense. A fee of £20 would b e paid 
for e\'ery script used and at the end af 
twel\'e m ont h s a prize of £50 giv en for 
t h~ best en tIT . To date there h a d been 
over 800 en cmiries and requests for guid
.mce, more t h a n 300 scripts entered a nd 10 
J'l'cr, rcl P<l . A high s t anda rd was r eauired 
hecatrne t he aim was g ood b r oad casting f or 
li:-<t Pn e r~ . 

:\Ir. Talbot S m ith, on b ehalf o f the g uests, 
thanked the h osts. H e congrat ulat ed the 
'Jlilncorn on t he idea behind t h e scheme and 
said that it was a step in the right direc
tiun to encoura ge Australian auth ors. If 
th e future plays of the s eries cam e. up to 
the standa r d of t he first, there was n o doubt 
of i ts ~uC'cess . 

Tn k eep faith with A m ateur Hour fa ns, 
' tacion 5AD transferred t he broadcast of 
this program from Thursday night, July 25, 
to the following Saturday. Restricted by t.J:ie 
«oal shortage, S01uth Ausltralian stations 
"·ere off t he air Thursday evening except 
for a 2-hou r period from 5 t o 7 p.m. 5AD 
recorded the· A m ateur H our proECra m which 
was received over .their line to 3DB b ut the 
reception was s o poor that a d is c was air
mailed froni Sydney and broadca st to S.A. 
listeners 7.30 t o 8.30 t he following Sat urday 
night. 

.T. Brooker & Sons Ltd., makers of Croy 
don brand food products, hav e s igned a con
t ract w ith 5KA-AU for 52 half-hour pro
~ran1s of " Music in the Tanner Manner," 
2l'E product ion . The s eries commenced 
from 5KA Friday , August 2, a t 7.30. "Music 
in the T a nner Manner " will now b A asso
ciat ed with the other f eature programs 
heard from 5KA on Friday nig h ts-Beckers' 
" Authors' Playhouse"- at 0 8 and J . R. Alex
a nder & Sons' "Supre em Hour,'• 8.30 t o 
~.30. 

'\\'hen r estric tions are lifted, " Junior 
Xaturalists ," a Crosby-Morrison . j uvenile 
edition of t h e . " 'ell-J<nown fea ture. " Wild 

Life," will be broadcast from 5AD Tues
days at 5.30. 

Programs featurin g T 'erry H oward a r e 
bein g prod u ced b y 5DN Adelaide for early 
release on t h e Macquarie Networ k . Terry 
H owa r d will b e accompan ied by T om K ing 
at t h e k eyboard of A delaide' s Hoyt s R egent 
"\Vurlitzer. T h is combination is on e of t he 
mos t a ttr active t hat can b e devised for 
T erry Howard's type of singing. F urther 
productions for loca l .relea se a r e in hand 
a1i d 'r errY H o-ward can b e expected to "hi t 
the a ir " . aga in in a big \Vay .in the near 
future. 

Queensland 
Mr. N H . R. P olloek has recently set u p 

practice 0 a s a n a dvertising agent in M ercan 
tile Mutual B u ildin g·s 61 'BJagle S treet, Bris
bane. P rior to the war (Mr. P ollock spent 
5ili y ears in t he A.I.F . a~ a Staff Sergea n t ), 
he gained a dvertisin g exp e.rience in Sy d n ey 
a nd Bris ban e, a n d s ince his r et u r n t o b u si 
n e ss he h as been a ppoin t ed p u blicity sec
retary for t he Jun ior Chamber o! ~ Comme.rce, 
Queensland . Althoug h Mr. Pollock decr ies 
a ny acting exper ien ce, he g·ave an e0xcellent 
character portrayal in one of L eon B lack' s 
productions at t h e Albert H all recently. 

Robert H a rper & Co. L td., flour man u
facturers, Albert Street, Brisbane , have 
m ade their first buy into r adio a dvertising 
on 4CA Ca irns. T he n ature of the pro
gra m is as t he t it le suggests., " Slogan s " a n d 
cover s 8 x 15 warders six clays weekly . 

Ca m pbell Adver t ising adv ise that Queens
lan d Batteries h ave open ed a b r anch at 
Mack a y a,nd a ccordingly have t aken spot 
announcement s on 4MK for 12 months. 

'The Communis t P arty have taken t ime 
on 4CA , 4TO and 4MK with spot s a nd ses
s ion ettes for fi ve weeks. 

'l'hrough Noble-Ba rtlett Advertisin g , 
L owes Dry Clea n ing, who hav e sever al 
c it y and· s u bu rban d ep ots for their dry 
clea ning and pressing s ervice., have con
traet ed f or t h e s pon sor s h ip of m id- w e ek 
r a ce r esults on 4BK at 6 p.m . on W ednes
days , · a lso for 50 w ord a nnou ncemen t s dur
ing 4B C ' s Saturday a fternoon racecasts. 

Mr. L e ig·h Stitt, sale s mana ger for D rug 
Houses of Australia (Melb ourne) has r e 
t urne d t o the south afte·r a brief v isit to the 
Queensland capita l. 

Mr. A n drews , g ener al manager of P a u l 
Duva l. b eauty products , mad e a lengthy 
v isit to Brisb a ne last month. 

M r . R obertson, a d ii·ector of MacRobert
sons (A ust.) P tY. L t d., in compa ny w ith 
sale~ manager Mr. Si\vester visited Queens
la nd r ecently, covering Brisbane a nd p oints 
nort h in the course of company affair s. 

Specia l Exhibition campaign coverin g 50-
w ord sessionettes on 4BC/ SB breakfast 
session was pla nned by Littleton-Ha rvey 
Simmins a g en cy for Thiel S tudios t o cover 
s er vice to s how time v isit or s . P lan em b races 
sp ecial service a n d covers act iv it ies of stu
d ios a t the Exhibition it s elf. 

Lit tle t on - H a r v ey- Simmins a gen cy an-
n oun ces the using of the time ch a nnels 
S.45 to 9 Mon day, T u esday, Wednesd azy
n ights on 4BC/ SB on behalf of m a nuf.ac
t urer H a r ry Guinsber g for Ameratex sh ir t s 
and blouses. Feature ch osen is t h e Georg;. 
Edward s ' p roduction " Parker of the Yard' • 
and . this wHI '·be followed by other George 
Eqwa.r,ds' fea tUn}s . C on1.:ni,ct if; for 52 w e,ek s. 

From our Staffi Correspondents 

Victoria 
H amilton station 3HA is celebrating i t s 

15th ann iversary d uring Octob er a n d a p pr o -
11r iate. ·celebrations are being arranged by 
women' s clubs and other associations con 
n ected w ith t h e station. 

On August 4, t h e Presbyteria l Church 
Development Associat ion, throu g h '\V. Joh n 
Baysom Advert is ing Service, used a nine 
sta t ion r elay from 3AW for the s pecial 
b r oadcas t of the firn t anniversa r y of the 
movemen t. P r ogTDm went by lan d lin e t o 
3SR, 3UL, 3BA, 3BL , 3HA, 3SH , 3TR, 3GJ~ 
and 3CS. 

Mr. E. L . (Jeff) J effrey, 3AW's sales 
m a nager, has chosen Victor ia' s m ou n t a in 
resor t of '\Va r b urton for h is annua l leave, 
w h ich com mences t h is wee!<:. 

W ith a present memb ership of a bout 50, 
the Advertising Students' Club meets once 
a month a n d lect ures are g iven on a ppr o 
priate subjec~s. M emb ership is' open to 
anyone · in t erested in a dvertising a nd s u b 
sc'ript ion is 7 /6 p er year. Mr . Ian R itchie, 
of Vacuu m Oll, Mel bour n e , is hon. s ecre
tary from who applicatiop f orms may be 
obtained. The p r esid en t is Mr. N. A. Cole
man, who has b een assis t ing Mr. Sta n for d 
A llan, newspaper r epr esentative, until r e
cently , 

Fiv e y ears ago L aur ie Smith was fre
quently h eard over 3X Y in " R adio R evels ," 
" R adio Revue," " Sa lu t e to the Allied Ser
vices" a nd t he " Five Star Revue." He ha s 
been d ischar ged for a matter of only a 
fe•w weeks a nd is already being h eard over 
this station again . Mos t of L a urie' s time 
in the A r m y was spent with t he T asm aniacs 
E ntertain ment Unit, which w as heard b y 
Army unit s throughou t the Northern Ter
ritory, Queen slan d , New Guin ea and B ou
gainville . Aft er retu r n ing to Australia , this 
show toured on behalf of t h e Gov ern m ent 
to raise s ubscr ip tions for t h e r ecent Security 
L oan . 

Still a n oth er original member o! 3XY's 
sta ff ret urned r ecently after serv ice with 
the Army, is ex-Lie ut. T om Miller once 
again facing the micr ophone. T om ls on e 
of the or ig inal ·m embers o! the 3XY staff, 
and w ill be r emembered not only for h is 
announcin g, b ut for the p a r t of "Jack ," 
w hich h e played in the first . production of 
"On"e M an's ·F "a.mlly." 

L yall Chicl< is a n other 3XY per s on a li ty 
recently r e turned . Former ly h e w as a sso 
ciated for 4 ye,a rs w ith 3XY's " R a dio R evels " 
a n d "Ra dio R evue," h eard at 8.15 p .m . on 
S aturday s and S undays res pectively a s both 
player a nd conduc t or of ·the band. N ow 
a f ter appea rin g for some t im e with t he 
T ivoli Theatre, and a lso a s audition accom
pan ist for the A mateur Hour when pro 
duced in M elbour ne, h e retu r ns to 3XY t o 
·t ake over t he fuil musical d ir ection for the 
Saturday n ight "Radio Reve·ls." 

DON'T BE CAUGHT NAPPING! 

A laun dry s e r vice t hat washes and steril 
izes napp ies on ly (b es ides su pplying· a con 
tainer to hold the s oiled ones) is catchin g 
on w.e,u . t hrou gh the publicity affordNl 

M etr opolitan Diaper SerYice b y t he Gold~ 
berg Agen cy . Stations 2U \V, 2UE and 2GB 
are ca rrying 100 -word daytime announce
ment s , while a ll Sydney d a.ily a nd Sunda y 
n ewspa per s are proclaimin g the "stop
wash " messag e. Peter B arry (M acq u arie 

. R oundsma n) in terviewed a · representative 
of 1\1.D.S : in a recen t episod e of "'Radio 

·Newsreel." , . 
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U.S. RESEARCHERS HAVE TH.BIR SAY ABOUT THEMSELVES 

The importance of research in industry, whether relating to production, to product sales 
and distributions, or to merchandising and advertising cannot be over-emphasised at this critical 
point in the development of Australian industry, when so much depends upon our ability to step 
up production and to evolve and maintain economic distribution. Accurate projection of sales 
potential is the cornerstone on which should hinge all production planning. That is where 
research plays its part. Market research is not new but it was not until radio research came into 
the picture a comparatively few years ago that any grt'.at impetus was given to market research. 
In U.S. particularly, where large scale research organisations were born to measure radio audi
ences and to discover reactions of those audiences to different types of programs, many new 
techniques in this field have been evolved. Perhaps even newer ones have been put into practice 
in Australia. It is because of this lively interest in differing methods of radio audience research 
that the following few pages are devoted to the claims put forward for their respeeive tech
niques by Co-operative Analysis of Broadcasting (CAB) and by C. E. Hooper Inc., which both 
operate in America, as published recently in "B_·oadcasting" news magazine. 

THE CASE FOR CAB 
By A. W; Lehman, President of CAB 

This is a brief analysis of three 
major factors which cause differences 
in the results obtained in radio re
search. First of all, however, the 
writer must emphasize one over
whelming difference which distin
guishes the Co-operative Analysis of 
Broadcasting . from other radio re
search organizations. It is more than 
~ difference, it is a distinctive prin-
ciple. 

CAB is a membership organization. 
Its members are th'ose who are most 
concerned with commercial ;J-.adio
the advertisers wp.o sponsor radio 
programs, their ad_yertising agencies 
who buy radio time1 and the medium 
which sells radio time. 

CAB is their orgahizatfon. Through 
a board of governors, these members 
control research standards and all 
costs of the research. Only through 
such an organization can diversified 
viewpoints of all groups be adjusted. 
Only in this way can a; standard, val'.' 

· idated research service be developed. 
Back in 1929, CAB became the first 

national radio research organisation. 
It was founded on a co-operative basis 
to establish radio's standard rating 
service. Today that program is still 
vital if radio research is tb be impar
tial, objective and standardized. 

Just as the facts of . life interest 
everyone, so do the specific services 
being performed. Therefore, the writer 
turns now to the analysis of actual 
n:search operations. · 

ing habits. One important part of 
their research work is the measuring 
of network program audiences. The 
size of each program's audience is ex· 
pressed as a rating. 

Differences 
There are differences in the ratings 

published by CAB and Hooper and this 
condition brings to light several im
portant working differences in the two 
organizations. The size and nature of 
these ratings are affected by the way 
each organization handles three basic 
questions: 

1. How many interviews are made? 
2. How are these interviews distri

buted throughout the UnJted States~ 
3. How is the information obtained 

tabulated? 
Si~e of Sample 

CAB interviews Jfie largest natiol').
wide sample ever surveyed continu
ously for obtaining network program 
ratings. These · interviews properly 
parallel U.S. populatro~ and radio 
homes in four city-size groups: For 
network program ratings, CAB cmrers 
81 cities and Hooper 32 cities. 

Statistical reliability tends to in
crease as a greater number of inter'" 
views is made. Naturally, the more 
presons interviewed, the smaller is 
the probable sampling e.rror in reports 
of listening habits. For example, CAB 
takes a sample for each half-hour 
nighttime period that is nearly three 
times as big as that taken by any 
other coincidental rating organization. 

Two of the leading radio research 
organizations - the · e,o~operative A11-. . Distribution of Sample 
al.ysis of Breadcasting Inc., and C. E. To get a tr~e cro·ss-section, inter-
Hooper Ing.~conduct t~lepJ:lone i~ter.., views must be correctly distributed 
Yi~W§ tci ~et2rmine na,tioriwid~ listen- throu~hgut the nati9rr, QAB'i> nati<?!1-
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wide sample is distributed in cities 
50,000 and over, Hooper's nationwide 
sample is distributed in cities 100,000 
and over. 

CAB's sample is distributed among 
the seven standard U.S. census geo
graphic areas and among four city
size groups in proportion to the popu
lation and radio homes in cities 50,000 
and over. 

Hooper's sample is distributed 
among. five geographic areas in pro
portion to the perco.1tage of total 
radio homes-of cities, towns and 
farms-but not in proportion to the 
population of radio homes in the cities 
of 100,000 and over. 

In the Eastern Time Zone there is 
approximately 60 per cent. of the pop
ulation in all U.S. cities of 50,000 and 
over. The same percentage holds for 
all cities M 100,000 and over. CAB has 
60.4 per cent. of its sample in the 
Eastern Time Zone. Hooper has 44.4 
per cent. of its sample there. 

CAB bases each daytime Monday 
through Friday program rating on 10 
broadcasting days; Hooper bases this 
same ratfog on five broadcasting days. 
The CAB ratin~ for a nighttime or 
Saturday, Sunday daytime program is 
based on two broadcasts; the Hooper 
rating is based on one broadcast. 
Upon request, CAB members are pro
vided with ratings based on a single 
broadcast. 

Methods of Tabulation 

Different tabulating methods cause 
much of the differences between CAB 
and Hooper program audience ratings. 
Even if the same homes were inter
view,ed by CAB~: and Hooper ratings 
still would be different because tabu
lations cii!f~~, · · · ·- · · · · · · · ·· 

Here is a compa~ison of some of the 
details of tabulation: 

CAB 
1. CAB employs straight tabulation. 
2. There are three steps in the CAB 

method of tabulation. All are division 
steps. 

3. CAB base of calls for each 15-
minute period covered is approxi
mately 15 factual-information calls 
per interviewer. 

4. To get factual information, the 
cAB interviewer substitutes a new 
number and makes another interview 
(1) when busy si~nal is heard; (2 ) 
when respondent reports having no 
radio; (3) when respondent refuses 
or is unable to give any information 
whatsoever; (4) when operator re
ports number called is disconnected or 
out of order. 

5. CAB method does not add line 
busies, refusals, etc., in total base of 
calls at any time because these have 
been eliminated by substitute inter
views that produced actual informa
tion. 

6. CAB method does not add line 
busies, refusals, etc., in the sets-in-use 
because these have been replaced by 
factual information. 

7. CAB method includes "don't 
know" listeners in sets-in-use percen
tages and in sets-in-use base for de
termining "share of audience" to any 
program. 

8. CAB considers that a respondent 
who does not know the station to 
which his radio is· tuned or anything 
at all about the pr_ogram being broad
cast represents only a "dk" listener 
and a set in use. 

CAB does ~ot. beiie;e that radio re
sear?h techniques are already perfect. 
Rad10 has grown and networks have 
exp~nded just as dramatically as the 
ori~mal 13 colonies developed into the 
Umted States of today. For example, 
the Mutual Broadcasting System has 
grown from four stations in 1935 to 
its present 293 stations. CAB keeps 
pace with these changes and realizes 
that listening cannot still be meas
ured as it was when radio was in the 
"13 colonies" era. 

CAB has increased its interviewing 
~rea and enlarged its service as radio 
~s grown. To provide the best ser

vice possible, CAB will continue to 
~a~e changes as the expansion of 
ad10 advertising requires. CAB has 

conducted many experiments and tests 
over many ye d. . th' ars an still continues 
i is W?rk of checking :inethods and 
mprovmg ra,dio research. 

. Are you a subscriber to "Commer
cial Broadcasting," the business 
Paper of the Broadcasting Industry? 

It only costs 10/- a year to have it 
deli 
h vered pos~ fr~~ to you.r offic~ or 
O!tt~, . 

Hooper 
1: Hooper tabulates by using a pro

ratmg formula which includes line 
busies, refusals and other unknown 
quantities. 

2. There are seven: steps in the 
Hooper method of tabulation. They 
are. three division steps, two multipli
cation steps, one addition step and 
one subtraction step. 

3. Hooper base of calls for each 15-
minute period covered is approxi
mately 15 calls per interviewer, includ
ing line busies, refusals, etc. 

4. Hooper interviewer does not sub
stitute calls or make another interview 
to get factual information except 
when operator reports number called 
is disconnected or out of order. 

5.. Hooper method of adding line 
busies, refusals, etc. in total base of 
call~ is applied to all data , regardless 
of size of sample, or time of day, or 
day of week. 

6. Hooper method adds line busies 
refusals, ec., in the sets-in-use. ' 

7. Hooper method includes "don't 
know" listeners in sets-in-use percen
tages but subtracts these same list
eners from sets-in-use base for deter
mining "share of audience" to any 
program. 

8 .• ~o~pe~ interviewers record very 
few dk listeners because if the re
sponde:it de.cs ~ot kn.ow the program 
o: stat10i;, the mterviewer requests a 
dial readmg. Thus it is assumed that 
the radio station is correctly identi
fied and on that basis the "dk" list
ener is credited to a program. 

THE CASE FOR HOOPER 
By C. E. Hooper 

-President, C. E. Hooper Inc. 
The argument over the rating ser

vices which has long raged in the in
dustry ~s beginning to resolve itself. 
It was mevitable that it would-just 
as inevitable as the ultimate decision 
which, to the discerning, was indi
cated: as far back as October 1942 
when the industry finally and 'defin~ 
i~ely established the telephone coin
cidental as the basic technique in con
tinuous radio audience measurement. 
It was a controversy forthrigh tly joined 
by able and competent researchers in 
agencies and elsewhere who, like the 
atom bomb sciehtists, began properly 
to speak up on a subject on which 
they were expert and informed. 

Consequently, if the discussions 
have developed some heat, they have 
also generated considerable light. 
Enough illumination has been pro
vided to enable even the ver1est stat
is.tical neophyte to appraise the tech
mcal research operations of the' com
peting services. This is no place to re
peat the facts, solidly documented 
wnicn we have frequently presented.....: 

aµd which still obtain. 
Even more important, there ls 

enough light to see the direction in 
which we have travelled,": and the ex
tent to which we have progressed. For 
the basic concept of our service to the 
industry is to provide radio audience 
measurements designed to satisfy 
specific needs of the buyer and seller 
of radio time and talent. Because 
there are different needs there are 
different types of HooP~r Reports. 
They are described briefly below: 

Network Ratings 
Network Hooperatings ate measure

ments of the audience siz~ of network 
programs which reflect the compara
tive popularity of the programs. The 
emph~?is is on "comparative popu
larity. For the total audience is 
effected by the number of stations on 
the hook-up, the type of stations and 
their location. All of these factors in
fluence the ability of a program to be 
heard, which has nothing to do with 
P.opularity. Since the primary func
t10n of a Network Hooperating is to 
determine popularity, these measure
ments are produced under "labora
tory" conditions where· equal oppor
tunity to hear all four networks is 
mos~ closely realized. T)1is laboratory 
consists of 32 cities with local foul"
:ietwork services. In these cities, the 
mfluence of ability-to-hear network 
programs is reduced to a minimum 
Differences in network Hooperating~ 
between network programs are thus 
an index to relative talent appeal. 

One of the important elements in 
the price paid to radio talent is its 
~udience appeal. Network Hooperat
mgs provide an accurate measure of 
this appea~ and so can be, have been 
and are bemg used in contractual ne
gotiations with talent . 

"Second runs" are so rare in radio 
that for all practical purposes every 
individual broadcast may be consid
ered a new "talent package" - with 
new plots, new jokes, new writing, new · 
guests, etc. There is, therefore, a 
great need for high frequency of tal: 
ent measurements. We meet that need 
by issui.ng network Hooperatings twice 
a month on all programs except those 
broadcast on Saturday before 6 p.m. 

Talent does not perform in a 
vacuum. The influence of the program 
preceding, following and competing 
greatly effects audience size. Conse
quently, it is essential that these fac
tors, too, be measured under the same 
comparable conditions. They are meas~ 
ured that way in . our operations. And 
that's an exclusive feature of net
work Hooperatings. 

Because they provide .comparability 
network Hooperatings permit sound 
appraisals of any program, at any 
time of broadcast between networks. 
(That's an exclusive, ~oo.) And the 

(Cont inue·d , on page 37) 



IDEALS OF AN ADVERTISING AGENCY 
(Continued from page 15) 

"If the profession of advertising is 
arduous, it has its compensations in 
the fact that it is intensely cre~tive 
and of infinite interest. In the course 
of our work we are permitted to make 
a study of a great variety of problems 
from the sale of Caterpillar Tractors 
to food and cosmetics, to bicycles and 
ladies' lingerie, to estate administra
tion, to the development of the uses of 

a great number of confidences which 
are faithfully kept. In some cases, 
we actually take part in the formula
tion of the company's policy, and in 
all cases we sit in conferences with 
equal status to the clients' executives. 
The. greatest reward we h a ve is to 
see the business of a client grow, and 
to feel that, in some small way, we 
have played a part in it. 

. timber, fashions and fabrics, diesel 
engines, farm equipment and political 
propaganda. 

"For the reason that an advertising 
agency, if it is to function effectively, 
must make a study of finance, manu
facture, packaging and distribution 
and marketing, we are admitted into 

"It is a full-time occupation for any 
ambitious man and, during recent 
years particularly, it has stretched our 
slender resources of manpower to the 
utmost. We have been impatient with 
our own efforts and greatly desirous 
of improvement in our technique, but 
we have made progress and are laying 
our plans for the future." 

4LG sells to 
CENTRAL QUEENSLAND 

Because of its outstanding listener loyalty and the 
huge coverage it affords of this rich market. 

4LG t]ENTBAL (!UEENSLAND 
Owned .and Operated by LONGREACH PRINTING CO. LTD., 

LONGREACH 

I R . Sydney: FRED TH OMPSON, B 2085 
Melbourne: STANFORD A L LAN, Central 4705 I 

! 
1--=o:_ :esentat1ves: 

---=---- - ---==-===-----=---=c'--=--=--1 

Loyal Companions 
With morning, afternoon and evening pro-

grammes, 3XY enjoys a large audience of loyal 
listening companions. This is proved by con-

sistently big mails for request and competition 
programmes. This audience can be your audience 

- already made receptive to your message 
through the goodwill of 

I I 

163 Spring Street, 
Melbourne 
Central 6612 

Sydney Rep.: Mr. Rick Barnes 
Ground Floor, 42 Pitt Street, 
Phones: B 6315-B 6316. 
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VICTORfAN ADVERTISING 
AGENTS ASSN. ANNUAL 

REPORT 

In the annual report of the Ac
credited Advertising Agents Associa
tion of Victoria, reference -is made to 
the happy relations existing J:>etween 
the Association and the Feder-?-tion of 
Commercial Stations. The report 
says: 

"Relations with the Federation of 
Broadcasting Stations have been very 
happy as usual. The advantage of 
the present arrangements is that 
every facility is offered by the Fed
eration for the Agencies to get into 
close contact and discuss matters. 
Even when difficult problems have to 
be faced, the Federation places no 
barrier in the way of giving consid
eration to requests by the Agencies 
Association, and the Federation, in 
making important decisions, fre
quently calls a meeting with your 
Relationships Committee so that 
there may be no misunderstanding. 
We convey appreciation to the Vic"
torian members of the Federation for 
the courtesies extended and the 
happy relations which have existed, 
particularly to Mr. R. Dooley, Secre
tary, and also to various members 
who have occupied the chair from 
time to time." 

The report also deals with radio 
surveys and while indicating that at 
one stage the Executive favored one 
of the two organisations well known 
in this field, says that it is purely a 
matter for individual members to de
cide which if either of the surveys 
they preferred to support. 

The question of new agencies re
ceived attention, and the executive 
placed on record its request that care 
be exercised in accrediting new 
agencies. This applies to both radio 
and newspapers. The report says 
that the contact with the radio sta
t ions is such that no difficulty occurs, 
and it is highly desirable that simi
lar arrangements be made with the 
Accreditation Bureau of the ANPA. 

During· the year in Melbourne three 
new agencies commenced operations, 
and were admitted to membership of 
the Association. They are Chapman
Hendrie Advertising (Mr. W. L. 
Chapman was a former president of 
the Assn.), United Service Publicity 
Ltd., and Basil Carden Advertising. 

(Cont i n\1ed foot col . 3, page 37) 

THE SCREWS ARE ON 
CAMERON "HITCH-HIKES" DANGEROUS AMENDMENT 

IN BROADCASTING BILL 

Last week in the Senate at Canberra the Postmaster-General Senator 
cameron, introduced a Bill to amend the Australian Broadcasting Act. 

The impression was given that this was merely amending legislation to 
take care of the recommendation of the Parliamentary Standing committee 
on Broadcas~ing that the Australian Broadcasting Commission be empowered 
to build up its own news-~athering organisation. Perhaps that is important 
but undoubtedly the most important provision of the proposed new legislation 
is the "hitch hike" Paragraph 18 of the Bill, right at the very end so far as 
commercial broadcasting is concerned. It is an amendment to the 'Act aimed 
at complete control of what remains of "private enterprise" in broadcasting. 

Here it is:-

"REGULATIONS" 

" 18. Section 107 of the Principal Act 
iJ amended by omitting all t h e words 
after the words, "and in particular", 
and inserting in their stead the fol
lowing paragraphs:-

"A licensee shall, for the purposes 
of this condition, be deemed to admit 
another person to participate in the 
benefits of the licence if, wi.thout the 

consent in writing of the Postmaster"" 
General, the licensee :- (a) acquire~ 
any share in any network company;· 
or (b) enters into or renews any 
agreement or arrangement with any 
network or similar organisation con
cerning the provisions of programs or. 
the broadcasting of advertisements." 

About that time, too, certain im
portant developments were mooted in 
both Macquarie and Major Networks . 
an d it was generally regarded in 
broadcasting circles that the "varia
tion" was merely aimed at keeping a 
controlful eye on any major moves 
which either of those big. networks 
might make or contemplate making. 
But now, coupled with the amendment 
of the Act itself as proposed by Sen
ator Cameron, the full import of the 
"variation" is plainly visible. 

" (a) for varying or adding to the 
conditions governing the er ection or 
operation of commercial broadcasting 
stations or an appliance .tor which a 
broadcast listener's l icence is required 
to be held; and 

P.M.G.'s SECOND READING SPEECH 

"( b ) for pr escribing matters relat
ing to the making of agreements or 
arrangements by licensees of com
mercial broadcasting stations for the 
provision of progr ams or the broad
casting of advertisements or relating 
to such agreements or ar r angements 
o made." 

At this writing it is not known 
what explanation the Postmaster
General gave the Senate for sneaking 
that into the Bill or if, indeed, he 
made any reference to it. It is sig
nificant that in his circulated Second 
Reading Speech there is no reference 
at all to the matter. 

It will be recalled that Editorially 
"C.B." (June 13) drew attention to 
the invasion of the private trading 
rights of broadcasting stations and 
sponsors and advertising agencies by 
the P.M.G. Department by virtue of" 
an overnight "variation" of existing 
broadcasters' licen.ces. About that 
time broadcasting stations were ad
vised by letter from the office of the 
Director-General of Posts and Tele~ 
fraphs t?~t the P.M.G. had varied 
he condit10ns of licences by adding 

to sub-section I of section 50 of the IB - . 
. :oadcastlng) Act the following con-

d1t1on:-

After the second reading speech by 
P.M.G. Senator Cameron on the Bill 
to amend the Australian Broadcastin g 
Act in the Senate last week, the de
bate was adjourned. 

Moving the second reading, Senator 
Cameron said that the Australian 
Broadcasting Act , wh ich became 
operative from July 1, 1942, was based 
on recommendations which h ad been 
submitted to Parliament by a Joint 
Committee which, under the chair
manship of Senator Gibson, had in
vestigated all phases of broadcasting 
in the Commonwealth. The Act, for 
the first time, incorporated in a single 
measure earlier legisl.ation an d regu
lations concerning the opera tions of 
both . the national and commercial 
broadcasting services as well as pro
viding for a number of innovations 
reC()!flmended by the Commit tee. 

''Broadcasting has become an im
portant feature in the life of the na
tion and wireless receivers are now 
installed in eighty-four per cent. of 
Australian h omes. In this connection 
it is interesting to note that, despite 
the restrictions which were imposed 
during the war on the manufacture of 
wireless sets for civilian use, the num
ber of listeners' licences h as increased 
from 1,132,000 on July 1, 1939, to 
1,436,000 on June 30 last," said Sena
tor Cameron. · 

"As additional stations are estab
lished and new receivers become 

available, it is reasonable to expect 
that the number of listeners . will 
increase steadily until p ractically 
every family in th e Commonwealth 
will be enjoying· the benefits of broad
casting. 

"At presen t, there are 30 medium 
wave and five short wave stations in 
th e National broadcastin g network. 
A number of additional regional sta
tions a re contemplat ed, but progress 
in this regard has been retarded due 
to conditions arising out of the war. 
Every effort is now being made to 
overtake the arrears so that listeners 
may be assured of reliable recept ion 
from at least one nat ion al station. 

"Most listeners are also in a position 
to avail themselves of th e alternative 
programs of the commercial broad
casting stations, which h ave been es
tablish ed in many parts of the Com
monwealth. 

"LIGHT OF EXPERIENCE" 

" The proposals em bodied in th e Bill 
now bef ore the Senate ar e necessary 
in order to give effect to r ecommenda
tions m ade by the · Parliamentary 
Standing Committee on Broadcasting 
wh i ch h ave been adopted by the Gov
er nm ent. Other amendments are con
sider ed desirable in the l ight of the 
experience gained since the passing of 
the Act in 1942. 

( Co nt i nued on page 36) 
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Fur Firm's Documentary 
Under tfle title of "The Story of 

the Hudson's Bay Company," Biber 
Furs are presenting over 2UE every 
Wednesday and Thursday at 7.30 
p.m. a series of 52 quarter-hour ses
sions, written and produced at the 
Columbia Studios by John Appleton 
with Mr. Samuel Biber as narrator. 
Almost three centuries are encom
passed in the story, which has a bril
liant cast, including John Cazabbn, 
}fax Osbiston, Jim Pendleton, Grant 
Taylor, Paul Vernon, Marshall 
Crosby, Peter Bathurst and Jim 
Woods. 

Contract with 2UE is in addition to 
the well-known quarter-hour session, 
"Romance of Fur," at 6.15 Sundays. 

Should Know His Bands 
A new feature broadcast from 2GN 

Goulburn is "Around The Bandstand" 
at 9.15 Sunday nights. Program fea
tures world-famous bands sponsored 
by one of Goulburn's well-known 
bandmasters, Mr. J. Cody, conductor 
of the Goulburn City Band and 
founder of J. Cody & Sons, builders 
and builders' supply merchants, 
Goulburn. Feature is in addition to 
J . Cody & Sons 25 word spot an
nouncements over 2GN. 

All Time Hit Parade 
"All Time Hit Parade," sponsored by 

P . and M. Haroig, Manufacturers of 
Floral Accessories and Neckwear, 
which commenced on Saturday, June 
15, at 2 p.m. from 3XY, is a half-l!icmr 
show of ·bright recorded music. This 
firm also sponsors "Harmony with 
Harbig,''. broadcast from 3DB on Sun
days at 5.15-5.30 p.m. Their advertis
ing is serviced by Claude Mooney. 

"When Did This Happen?" 
Effective from July 3, Heats 

Motor Sales, Goulburn are spon
soring the A.W.A. feature, "When Did 
This Happen?" from 2GN the Goul
burn S'tation. This program consists 
of a number of historic happenings in 
a fifteen minute session, the facts and 
incidents being dramatised and the 
correct answers are given at the end 
of each program. 

· "Goofy Golf" 

Following the success of their even~ 
ing broadcasts over 4BC/ SB, Oriental 
Tea Company, distributors of King 
Tea, have now arranged for a wide 
extension of their broadcast cover
age to embrace five sessions weekly, 
in the breakfast session. 

The sponsor's latest evening pro
gram "Goofy Golf", whi<;!h is bro.ad
cast at 7.30 p.m. Saturdays, produced 
record mail figures culminating in 
one week's mail of 1347 -entries. The 
program is produced by 4BC in asso
ciation with the Maynard Advertising 
Agency. The Company has now de
cided to sponsor the "Cavalcade Story 
Teller" in the 4BC Women's Session 
at 9.20 a.m., Monday, Wednesday and 

This 1s Sabotage! 

lml 
L:J 

Fridays, with musical sessions each 
Tuesday and Thutsday, di.lring the 
breakfast session relayed to 4SB. 

A Boon for Early Risers 

Many letters of appreciation and 
suggested programs are received as a 
result . of Eric Wright's "Nurses and 
Patients" session, 2UE 6.10 a.m. to 
6.30 a.m. Four recordings are played 
featuring light classical merging into 
popular numbers. "The Nuns' Chorus" 
and John Charles Thomas and Bing 
Crosby seem to share the honors of 
favor with early risers. Birthday calls 
to nurses and patients are sent. One 
fact perhaps responsible for this is 
that Eric Wright, who conducts the 
session, was in military hospital him
self for a long time, and. remember
ing the boost it gave his morale to 
get a call early in the morning, he 
has incorporated the idea into the 
session. 

Oral'n tor The Christian Science Monitor by Henry •Boltlnorr 

"I don't even five a tbourht in those fancy postwar dishwashlng 
machl.nai!" 
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I ROUND 

The cooperative Analysis of Broad
casting, in America, which is folding 
its rating service soon to devote itself 
t setting up new research standards 
0 . h for the industry, has come up wit 12 

names on the committee being formed 
to examine the techn.iques to be used 
in audience measurement. There is 
singularly lacking among the first 12 
any representation from among media 
research men. Bernard C. Duffy, 
chairman of the CAB Board of Gov
ernors, announces that other "rep
reo:entative research men were being 
invited to serve with those who have 
already accepted the assignment." 
The supposition is that media re
search men will ultimately tie into the 
picture. Meanwhile a preliminary 
meeting has been held with C. E. 
Hooper to set the groundwork for the 
latter's takeover of Crossley sub-
scribers. 

* * 
A radio correspondent writing in 

Advertisers Weekly, London, asks 
rather pertinently whether commer
cial radio programs beamed at the · 
British from Continental countries 
will not have to be very different 
from what they were in 1939. He 
contends that listeners' habits have 
altered considerably since those days, 
and that with the improved tech
nique in writing and production, the 
BBC Sunday programs have become 
very popular. He says this: "Since 
we in advertising last had to con
sider him, the consumer-listener has 
raised his listening taste a peg or 
two. · 

Those in advertising who still ap
pear to think there has been no edu
cational progress since Board Schools 
are no doubt . saying this applies to 
the "intelligent middle class" and not 
to the broad consumer-public. This 
is not the place to argue about edu
cation, but I will take up the dated 
"class" arguments, since it is fuhda
mental to all advertising policy to
day, from radio to pack design. 
Where does "middle class" begin and 
end to-day? Advertising gives vari
able answers. Do these, answers give 
us an uneasy feeling that the "mid
dle" class is a much wider spread of 
;he consumer market than it was? 
. hey do. And we've got to recognise 
it and do some re-thinking and some 
re-search accordingly. 

THE WoRLD IN 

It was reported from Washington 
(July 30) that the effect:; of Cosmic 
rays and other radiations seriously in
terfere with ordinary radio radiations, 
in fact it seriously i1nterferes with 
Radar and other V.H.F. equipment. 
These Cosmic ray experiments were 
carried out by the United Sta tes Army 
Air Force in a Superfortress converted 
ir1to a flying laboratory and flying at 
15,000 feet as far South as Peru. Op
erators found that normal radio sets 
became completely inoperat ive at cer
tain heights. This will cause a lot of 
investigations to be made into the 
possible far-reaching effects. 

* 
Into the broadcasting research 

battle lines in USA, A. C. Nielsen (in
ventor and maker of the Nielsen gad
get that fits to receivers to record ac
tual listening) has thrown his claims 
and is backing them up with "NRI 
Open House" sessions at his plant in 
Chicago. Purpose of the conferences, 
according to Nielsen, is to demonstrate 
to radio and agency executives
through actual inspection and explan
ation of key Nielsen Radio Index 
operation-that NRI service has de
veloped a thorough market ing re
search· service for radio. Nielsen fur
ther attempts to show that the NRI
through statis~jcal research, t echnical 
reasearch, proquction of electronic re
cording devices, pilot operation of 
radio research techniques, - has 
achieved the nearest existing ap
proach to an id.eal radio research ser
vice in contras~ to the "program rat
ing,'' upon which most radio research 
has been largely concentrated. 

* * * 
The NAB (National Assn. of Broad

casters) Board of Directors, have ap
proved in principle a plan for overall 
radio awards £o provide new incen
tives for advancement and improve
ment of the art of radio broa dcasting. 
Proposed plan calls for a wide mem
bership basis divided into ten 
branches: management, artists, mu
sicians, writers, directors and pro
ducers, news editors and commentat
ors, advertisir* agencies, sponsors, 
public relations personnel, engineers 
and the public through radio listener 
councils to be established in every 
community where there is one or more 
radio transmitter. 

.RADIO 

The plan contemplates that awards 
are to be made on the national and 
local level and that the diversity of 
membership contempla ted by the plan 
would prevent control or domination 
by any single interest . NAB invited 
the comments, suggestions, and co
operation of other interested groups 
in evolving the awards system. 

* 
The American Federation bf Musi

cia~s is going into FM broadcasting 
on its own. "Variety" reports. 

On the premise that "FM will foster 
better music, and the answer to bet
ter music lies in the musicians them
selves," the AFM convention in May 
voted favorably on a resolution to ex
plore the whole picture of FM with a 
view toward applying for licences on 
behalf of locals wherever considered 
advisable. No reference was made to 
the demands of James C. Petrillo that 
broadcasters utilizing FM facilities for 
AM shows employ duplicate sets of 
~usicians-one of th e controversial 
issues confronting standard broad
~asters entering the FM picture. But 
it was agreed that the AFM is in a 
peculiarly ideal position to jump on 
the FM bandwagon. 

* 
In a pamphlet, issued by the Aus

tralian National Committee of the 
International Chamber of Commerce 
of post -war trade, a timely warning 
is given that increased efficiency and 
.lower costs in all export industries 
are necessary to maintain Australia's 
prosperity. The committee states that 
the necessity for greater efficiency 
and lower costs arises from three 
sources. 1. Wartime development of 
Australia's secondary industry. 2. The 
gr~ater rise in import than in export 
prices. The pamphlet goes on to say 
"We must develop multilateral trade 
because Britain although likely to be 
our chief market for some time, that 
market will have to be shared by 
competitors and. British importing 
power is lower." The committee also 
maintains that the interest of Aus
tralian manufacturers will be served 
by supporting the resumption of in
ternational lending, which, provided 
the lender accepts. repayment ·and 
service with imports which serve to . 
increase world trade. 
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BROADCASTING ACT AMENDMENT BILL 

(Continued from page 33) 

"The Standing Committee has con
sidered several important matters re
ferred to it in pursuance of Section 
85 of the Act, and it has submitted 
14 valuable reports to Parliament. 
Administrative action has already 
been taken in respect of many of the 
suggestions made therein, and it is 
now proposed, on the recommendation 
of the Committee, to vary certain of 
the existing provisions of the Act." 

Dealing with the ABC News, Sena
tor Cameron said that Section 25 of 
the Principal Act provides that the 
Commission may collect in such man
ner as it thinks fit news and informa
tion relating to current events in any 
part of the world and may subscribe 
to news agencies. The matter had 
recently been the subject of investi
gation by the Parliamentary Standing 
Committee on Broadcasting and, in a 
report submitted to Parliament by 
the Committee on July 4, 1946, a 
majority of the members expressed 
the view that as the Coll1mission had 
a special charter in the Broadcasting 
Act to establish groups of musicians 
for the rendition of orchestral, choral 
and band music of high quality, it 
should also have a special charter 
in · the Act to establish groups of 
journalists for the attainment of its 
objective of independence in the 
sphere of Australian news, and, as far 
as posible, overseas news. 

"Accordingly, the majority of the 
Committee recommended that the 
Australian Broadcasting Act should 
be amended to provide that the Com
mission shall:-

(a) establish its own independent 
service in respect of Australian 
news; 

Cbl procure its overseas news direct, 
thr-0ugh its staff abroad, from 

· such overseas . agencies as the 
Commission deems fit, as well 
as from such independent sour
ces as the Commission deems it 
desirable to use. 

"The object of this recommenda
tion was to fix responsibility on a 
publicly-owned instrumentality, ac
countable to the community, for the 
selection of news which is broadcast. 

"The Government agrees with this 
view and considers that the time is 
opportune to make it encumbent on 

. the Commision to establish its own 
news gathering oganisation as soon 
as the circumstances permit. It is, 

therefore, proposed to repeal Section 
25 of the Principal Act and to sub-
sti tu te the provisions set out in 
clause 5 of the Bill before the Senate. 

"In reaching this conclusion, the 
Government has been influenced by 
the fact that, by the very nature of 
things, the Commission will always 
be hampered in its efforts to secure 
independence in connection with its 
news sessions whilst it has to rely 
almost entirely on other parties for 
the provision of . the information on 
which its news sessions are based. 

POLITICAL BROADCASTS 
"Honorable Senators will be aware 

that in Sections 89 and 90 of the exist
ing . Act provision is made for the 
treatment of political broadcasts. In 

AT NEWS DEADLINE 

PROGRAM PRODUCTION 
The third lecture in the series ar

ranged by the 21 Club of Australia on 
"The Operations of Commercial Ra
dio" was given by Mr. M. D. Chapman, 
manager of 2CH Sydney, on Monday 
evening last, August 5. 

A good attendance of members of 
the advertising profession was proof 
of the extreme interest being taken 
in these lectures and ·their keenness 
to broaden their knowledge of radio 
as an advertising medium. 

Mr. Chapman explained "Produce.. 
tion of Commercial Radio Programs" 
and gave a realistic picture of the ac
tual work and details to be considered 
when planning and producing a pro
gram. 

"The development, from a produc
tion viewpoint, of commercial radio 
programs over the last 16 years in 
Australia is something of which Aus
tralian producers, actors and writers 
may be justifiably proud," said Mr. 
Chapman. 

Mr. Harry Dearth, radio director of 
J. Walter Thompson, moved a vote of 
thanks to Mr. Chapman for an inter
esting address. The next lecture will 
be given by Mr. Francis Levy on "The 
Value of Radio as an Advertising 
Medium" on August 19. 

ACCREDITATION 
APPLICATION WITHDRAWN 
Bob Dyer this week communicated 

with AFCBS in Sydney voluntarily 
and at least temporarily withdrawing 
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accordance with the terms of Section 
90, it is necessary for a broadcasting 
station to announce the true name 
of every speaker delivering an address 
or making a statement relating to a 
political subject or current affairs 
both before and after such address 
or statement. If the address or state
ment is made on behalf of a political 
party, the name of the party con
cerned must also be d!sclosed. 

No provision is, however, made in 
the relevant section requiring the 
identity of the actual author of any 
such address or statement to be dis
closed. It is therefore proposed in 
Clause 11 of the Bill to amend Section 
90 of the Act accordingly to remedy 
this weakness and also to stipulate 
that the name of the speaker may 
be announced only at the end of 
statements which contain less than 
100 words." 

"THE PERSIL SHOW" 
Lintas agency advise that new fea

ture for J . Kitchen and Sons Pty. Ltd. 
is to be called "The Persil Show" in 
place of earlier favored title "Monday 
at 8" as In "C.B." 25/7/46. Inciden
tally, in that issue Lever Bros. inad
vertently credited with sponsorship 
instead of Kitchen's and also for 
sponsorship of "Big Sister" and show 
replacing it, "Crossroads of Life." 
Lever's were sponsors of "Big Sister" 
in U.S.A. but Kitchen's sponsored it 
in Australia. 

TELE STILL FAR OFF 
Mr. E. c.· Parkinson, manager of 

A.W.A. Radio-electrical Works,, guest 
speaker at the Breif Club luncheon at 
Wentworth Hotel, Sydney, Monday, 
covered his recent extensive visit to 
America, Canada and England, and 
said television was still far off as it 
would be at least early '47 before 
American television sets were ready 
for the public. He was greatly im
pressed with improvements and de
velopment of wire recorders. 

Collective bargaining of strong 
unions led him strongly to feel Aus
tralian arbitration system best. He 
cited Petrillo (musicians' union) as 
czar of American broadcasUng. 

his application to the Federation for 
accreditation as an advertising agen
cy. Understood that up-to-date full 
requirements for accreditation not 
yet complete by the Dyer organisation 
which now services Atlantic account 
for radio . 

RESEARCHERS HAVE THEIR SAY ABOUT THEMSELVES-(Contd. from page 31 ) 

llal·y to this fact is that they make 
('oro · · ossible accurate de?isi~ns ~n the 
~erits of the time-period m which the 
rogram is schedule. 

p t ' h b Network Hoopera mgs ave een 
f rnished the industry since 1934. 
.;1heY are still produced under the 
ame set of continuing definitions . 

·n the same way . . . and they still 
~ave the same meaning. Advertisers 
who have been on the air for years 
find in these reports the only audi
ence measurements which are contin
uously comparable with those of the 
past. 

City Ratings 
City Hooperatings-This service is 

designed for use in the buying and 
selling of radio facilities. The buyer 
wants to know (and the seller wants 
to be able to tell him) how many 
listen to what, where. The most re-
ultful way to study radio facilities is · 

to examine them piece by piece. That's 
exactly what we do. We check facili
ties city by city and publish the find
ings in our City Hooperating reports. 

City Hooperatings are reported for 
approximately 70 major markets 
which control the sales destiny of any 
national advertiser other than the 
manufacturer of strictly farm merch
andise. They measure listening in the 
city proper and (in some cases) indi
cated suburbs. To the network and 
advertiser, these reports point up the 
differences in the level of listening to 
specific programs in different cities. 
To the "spot" advertiser, they furnish 
the only available information he can 
use as a guide to the best selection of 
stations and time-periods. 

For these reports are not merely 
"station indexes" which show the diS
tribution of the listening audience 
during broad segments of the broad
casting day. They show actual listen
ing,. program by program, for every 
stat10n mentioned by the respondents. 

Because the information is basic
ally pertinent to facilities and be
cause facilities are not sub{ect to the 
same adjustments which can be ap
Phed to program content from broad
:ast to. ~roadcast, and because the 
t~ansmassion characteristics of sta
P1~~~ a~e chan~ed infrequently-the 
rathication of City Reports is periodic 
cit er than frequent. For the typical 
Pery we serve, we issue three reports 

Year. 

,.0~~r research technique used in 
iden~i mg t~ese city Hooperatings is 
he cal with that which produces 

Yet ~etwork Hooperatings reports. 
dilf' ecause each service performs a 
ditf:~:n~ function, stemming from a 
though~ need, we have avoided any 
r uce · of combining them to pro-

a mean!n~less !arger . sample. 

The appreciation by the industry of 
the separate functions performed by 
"network Hooperatings" compared 
with . ''city Hooperatings" strengthens 
our determination not to mix "apples" 
and "oranges." 

Area Ratings 
Area Hooperatings - The inherent 

limitation of the city reports lies, as 
mentioned above, in the fact that they 
measure mainly listening in the city 
proper. Station signals go beyond city 
limits. Area Hooperatings have, there-

.. fore, been developed to determine 
program audiences in the total area 
served by the station-this area being 
defined by the station. 

The telephone coincidental which 
provides the swiftest and most econ
omical audience measurements in the 
big cities has, of necessity, been sup
planted in the area Hooperatings by 
a different method. After exhaustive 
research we have chosen the "diary" 
or family listening record. . 

The audience measurements pro
vided by the diary correlate very 
closely but at a higher level with the 
findings of the telephone coincidental 
method. A major reason for the higher 
level results from part-program list
eners in any quarter hour periods be
ing equally weighed with listeners 
during the entire ·quarter-hour. 
On the other hand, the diary tech
nique develops some interesting by
products of its own. These include 
"flow of audience" ("from where" and 
"to where") , "duplication" of listeners . 
of different programs and "frequency" 
of listening· to individual programs. 
Most of the inflation present in diary 
records as a result of "tuning" un
accompanied by "listening" has been 
wrung out as a result of perfections 
we have introduced into the tech
nique. 

In area Hooperatings provided for 
stations located in cities which we 
service with city reports, the diary re
sults of the area survey are converted 
to the coincidental base. This permits 
direct comparison between city and 
total area audiences. In other com
~~nities where the station city-size 
is _madequate to support city Hooper
atmgs, only the diary results are pub
lished. These reports warn against 
the misinterpretation of diary find
ings as audience measurements com
parable with coincide111tal measure
ments. 

National Hooperatings - This ser
vice is designed to give advertisers a 
measure of the truly national audi
ence to specific network programs. It 
is the final, long step in radio audi
ence measurement, and it is our ex~ 
?ectation t~at this service can be put 
ii:ito operat10n during 1946 on a prac
tical1 econqi:nical b!ts!s, 

National Hooperatings would be 
based on "diaries" in 7,500 or more 
radio homes, carefully selected to rep
resent, in proper balance, network 
service, population distribution, etc. 
It is essentially an extension of · the 
technique already thoroughly estab
lished in connection with area Hoop
eratings. Diaries would be installed 
for a one-week period for each report, 
of which there would be two, or at 
most three, per year. Interim national 
audience estimates could be provided 
through correlation with "network 
Hooperatings" in 32 cities, a service 
which would, of course, be continued. 

Discussed With Networks 
This plan for a national Hooper

ating service, immediately recognized 
as a new measurement of actual pro
gram listening on a truly national 
basis, has already been discussed with 
the reasearch directors . of the four 
networks. 

* 
,, 

From ratings of program popularity 
... to city reports on facilities ... to 
area audience studies for stations ... to 
nationwide program and network 
audience . measurements - such has 
been the steady expansion of our ser
vice. No service supplants another; 
each supplements the others. They 
have been developed to meet the in
creasingly greater demands for . more 
radio audience measurements by the 
industry. At every stage of these de,. 
mands, t he industry has found us 
ready to provide the service, with 
great speed and high economy. 

It would be naive to pretend that 
this has been purely accidental. It 
rests on an original fundamental ap
preciation that radio does not and 
cannot exist in economic terms except 
as it is related through measurement 
to the behaviour of people. 

Each measurement has, therefore, 
been conceived to provide a compara
tive appraisal of values as aids to 
buyer and seller in achieving an 
eqniable meeting of minds in a specific 
contractual relationship. 

VIC. A.A.A. R.EPORT 
(Continued. from page 32) 

Referring to United Service Publi
city, the report points out that one di
rector, Mr. A. N. Kemsley, was Victorian 
vice-president of the AFCBS, "and 
was of great a:;;sistance to the · Asso
ciation in the early days when com
mission matters were discussed." An~ 
other director, Mr. John Barnes, was 
previously president of the Associaq 
ti on. · · 
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Numbers of broadcasting· and advertising· 
agency executives are already making some
thing of a rende;ovous of 44 Macleay Street, 
where former radioites Bruce Anderson and 
Bill Eve and Sandra White have charge 
of dining room catering arrangements. :\'o
ticed Mr. Clif. Paray, who owns 3CV, nnd 
Mrs. Paray dining there with a couple of 
friends recently savoring- some of the · ven· 
best of foods. Frank Goldberg· is another 
who has d ;scovered that you haven't got 
to go to America or the. Continent for a 
really topnotch "chef d'ouvre. '' He enter-. 
tained a big party there when Senator Foll 
returned from the U.S. Seems a long step 
from radio to restaurant but as Bill Eve . 
put it to a friend, they both have "spa
ghetti" in common. 

'\Vhen Vincent Freeth announced an 
apology from Mr. Frank Marden, 2UW chief, . 
at the Vincent H. Freeth Pty. Ltd. cocktail 
party at the Hotel Australia (see story 
this Issue), he announced that Frank had 
rushed away to the country to rescue some 
drowning gtock from the floods. Someone 
in the aud;ence mnrmured. "Thought he. 
was going to sa:v Frank had gone to Gow
ings!" 

Svdney's rugged climate has been g·iving 
2CH manager :Maurice Chanman the run
around and aftPr putt'n·g un a stiff resis-.· 
tance for a counle of weeks he took the 
count early la"t week and retreated beneath 
the bed covers. Latest repor ts say the 
patient is prog-ressing. 

Not'ced recentlv th:i.t 3XY Svdney rep. 
Ri ck Barnes is about to add still another 
acf'nmolishment to h's renrrto're. A vis'tor 
to his · nffir,e durin,,- the 11mf'.h ho11r rece,.,tly 
fmmd Rir,k nr"f'tiring playing a fife! Afte.r 
half a.n hour, Rick wa.s stlll trying to find 
out how to e-et a. so,,nd ont of the thing. 

General manager Bernie Stanleton of 2SM 
is back in R:vdneY this W<'Pl< from a business 
trin to Melbourne. He Skymest<'red south 
and says those super-sized DC's are the 
goods. 

Sheldon Drug Co. governing director Mel. 
Sheffer has been taking it on the fist for 
the past counle of weeks as his ha.nd gets 
wrung by auld acoua'ntanees in congr:i.tu
lations unon the new member of his grow
ing household-a. bonny haby girl. Score 
four. Three girls and one boy. 

The Vincent H. Freeth Pty. Ltd. cocktail 
party at Sydney's Australia Hotel was at
tentl.ed by ahout mo guests and amongst the 
nationa.I advertisers noti f'ed at the gather
ing w<'rn Messrs. Fr•rnl< Smol! !Bruce Sma ll 
Ptv. T.td.). S. T. Crawfor<l a.nd M. S . Att
will IWaue-h & Jnsenhson Pty. Ltd ). W. S. 
Bql{er Pnd n. K. Ra'n (.A irnt. Gua.rontee 
Coro. Ltd.). W. R. French (Trustee Execu
tors a.nil Agency Co Ltd.) , G . Travis (Aust. 
Towel Wea"ing M ills Pty. L td.). R. Myles 
IM11rns ProdnC!tS Pt.y. Ltd.), A. Holt IF. C. 
Fnletta lir. Co. PtY. Ltd.); F. C. Hawley 
IF. C. Hawley Manufacturing); G. Carr, 
F. G. Proctor (Ca rr and Elliott) . A. A. 
W a rner, E. V . Hopkins (Exide Bat
teries of Aust. Pty. Ltd.), G. Graham 
!Masse Batteries of Aust. Pty. Ltd.), Frank 
E. White (Frank \Vright. K. Preshaw 
(Aust. Mercantile, Land & Finance Co. 
Ltd.). W. L. Hamilton (Royal Sovereie-n 
Pl'ncil Co. Aust. PtY. Ltd.), R. G. White
hea.d l'J'a.rzan's Grin Mfg. Co. Ltd.), and 
J. G Smyth (Dangar. Ged:ve & Malloch Ltd.), 
N ~ W D ;v's'on of the LiherPl Partv was 
well represPntPd with Messrs. IV. H . Snoon
er. H. A. IVarby, H. G. J ackett and Gordon 
Wallac<>. 

:\Ir. Roy Heath, in charge of network 
relations at Macquar'e. has returned to his 
office following a business trip to Queens
land and northern New South Wales. 

l\Ir. David Syme, of the V .B.N., is spend
ing a few clays in Sydney on his way to 
Queensland, partly on holiday, but no doubt 
he will investigate n etwork affairs at the 
same time. 

Hoy Russell, assistant manager of 3DB, 
recently met his twin brother after 17 years 
separation. Roy's brother hails from Perth, 
where he broadcasts the trots from the 
National stations. He arrived in Melbourne 
for about a fortnight's holiday, and when 
twin meets twin after 17 years-well, it 
must have· been a grand reunion! 

l\Ir . W. A. Bartlett, genera.I manager of 
Dunlop Rubber (Australia) Ltd., has been 
appoint ed chairman- of the board of direc
tors following the resignation from the 
board of Mr. IV. A . Watt. 

Mr. W. E. Field, man<tg;n~ director of 
Caltex Ltd .. and Mr. Keith Carr of George 
Patterson Pty. Ltd., wm be guests at lun
cheon of The 21 Club of Australia at Ushers 
Hotel on Tuesday, August 13. 

Federation s .. ecretary, Mr. :flay Dooley, 
was over in Sydney from Melbourne this 
week to attend the reg11!1r monthly meet
ing of the New South Wales section of the 
Feder:i.tion. Mr. Dooley 0 ttended thA BREIF 
Club luncheon at the Wentworth Hotel on 
Mond'l.Y ~nd also attended t he final bro'td
cast for Persil of the Bo'> Dyer's "Can You 
Take Tt" show on Monda.y evenln«. which 
was followed by an· excellent cocktail party, 

r-Staff Changes L____;- Appointments 

_ ... . 

Miss Joan Read joined 2UE's staff early 
in August to conduct a morning session . 
This popular compere-announcer has been 
well known to Australian listeners for some 
years and has been responsible for raising 
many thousands of pounds for Sydney chari
ties. Her fine work for Legacy, the R .S.S. 
& A .I.L.A., the Police Boys' Clubs and the 
R.S.P.C.A., will long be remembered by 
those who benefited from her untiring ef
forts and also by those who were associated 
with her in the campaigns. 

Fran k Scott, recently discharged from the 
Army, has joined 2UE.,s staff in the capacity 
of pianist. He is heard in Morning Teasers, 
Harry Yates Diggers' Show and Music in 
the Tanner Manner. 

Mr. E. T. Colhoun, recently discharged 
from the R.A,A.F. , has joined the V.B.N. 
and has been appointed to the announcing 
staff of 3TR Sale. 

Two new announcers have been a dded to 
the s t aff of 5KA. Bill Dav ies (who u sed to 
be Assistant Police Prosecutor Davies) and 
Bern Davis, known to Melbourne listeners 
as announcer at 3YB, 3GL and 3XY succes
sively. Bill Davies has h it the h eadlines 
in a good many Australian even'ng n ews
papers. He has had a brilliant caree r in 
the Police Force, and was the youngest 
police prosecutor in A ustralia when ap
poin ted at the age of 22. T·wo y ear s ago, 
ho-wever, l\ir. D avies "\Von the 5I{A " Are 
you an · announcer?" com.petition and h as 
since been heard compering shows and as
sisting Johnny Quinn a.s foot.ball commen
tator under the title of "John Leslie." 

CLASSIFIED ADVERTISING 
Advertising in the Classined section ot 
these columns is at the rate of Sd. per word 
Minimum 21-:-·. In bold type 6d. per Word: 
Should enqu1r1es be addressed to this office 
at Box 3765, G.P.0., Sydney, the charge for 
incorporation of this is at the rate of nine 
Nnrds. Cash with order, no charge accounts. 

POSITION WANTEO. 

Announcer, wide experience all types studk 
and outside work. Requires position countn 
station any State. Constant, conscientiou.; 
Exeellent references from late employers 
sponsors . Honorable d 'scharge R.A.A.F. Ag~ 
t5 . Audit on d .. scs ava·lable. Reply Box 123 
c / - "Commrrcial Broadcasting," Box 3765' 
G.P.O,, Sydney, ' 

JUNE LICENCE FIGURES 
Th's tabulat' on of Australian listeners• 

lirence figures as at June 30·, 1946, g ives the 
totals for each State and for the Common. 
waalth, and includes free licences to pen. 
s ·oners, tile blind and schools. Additional 
licences, i.e ., the number ·of homes with 
more than o ne rad io . are shown in brackets. 
The total monthly ·issues can be obtained 
by adding the new issues and renewals. 

NEW SOUTH WALES. 

New Issues 
R onewals .. 
Cancel!at' ons 
In force at 30/ 6/ 46 . . 
Increase 
L icence % p opn .. . 

4,089 
46,478 

3.655 
550-,068 

434 
18.97 

New Issues 
Renewals .. 
Cancellations 

VICTORIA. 
2.,445 

35,013 

In force at 30/ 6/ 46 
Increase . . . . . . . . 
L icence % popn. . . . . 

2.353 
396,800 

92 
19.71 

New Issues 
Renewals .. 
Cancellat'ons 

QUEENSLAND. 
1,843 

15,933 

In force at 30/ 6/ 46 
Decrease . . 
Licence % popn ... 

2,255 
186.396 

412 
17.28 

SOUTH AUSTRALIA. 

New l~sues 
Renewals . . 
Cancellat'ons 
In force at 3-0'/ 6/ 46 
I ncreasz 
Lcence % popn •.. 

1,637 
14,747 

567 
152.466 

<010 
24.24 

WESTERN AUSTRALIA. 

New Issues 
Renewals .. 
Cancellat ' ons 
In force at 30/ 6/ 46 
Increase . . . . . . . . 
Licence % popn. . . . . 

1,100 
9,731 

784 
101,964 

316 
20.80 

TASMANIA. 

New Issues . . 
Renewals .. 
Cancellations 
In force at 30/ 6/ 46 
Increase · 
Licence % popn. . . 

508 
4,794 

498 
49,200 

10 
19.83 

COMMONWEAL TH 

New Issues 
Renewa ls . . 
Cancellations 
In force at 30/ 6/ 46 
Increase .. 
f:.;ic,:ence % pop~ .. -. _'.· 

11 ,622 
126,696 

10,112 
1,436,894. 

1,510-
. .. 19;~'t 

(51 2) 
(1 ,895) 
(226) 
(25.796) 
(286) 

(-) 
(1 ,546) 
(114) 
(19,085) 
(-114) 

(114) 
(382) 
(40) 
(4,790) 
<+74) 

(219) 
(1 ,135) 
(6) 
(12,258) 
<+ 213) 

(130) 
(379) 
(13) 
(4,565) 
(117) 

(69) 
(207) 
(55) 
(2,792) 
<+14) 

(1 ,044) 
(5,544) 
(454) 
(69,286) 
(+590) 

-

and 
AOUHOAIOUT 

"Take your tickets here for the best shows in 
the Victorian Countryside!" ... and be assured 
of the steady audience on the three V.B.N. 
stations, welcomed in practically every home 
in prosperous Gippsland, Western and North
ern Victoria. . . . Get details of the special 
spots available right now-
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'i0 Commercial Broadcasting, August 8, 1946 

.ije was eu±. 
• 

A feller I know in the country had a terrible time the other day. 

The on ly barber in the place had sprained his wrist, and when this 
feller went for a shave, he found the apprent ice on the job. 

Tne apprentice was nervous, and you can guess what happened. 
When it was all over, this feller asked for a glass of water. 

"Feeling faint, sir?" asked the barber, " or something in your 
throat?" 

" Oh, no," this feller said, "I only want to make sure my neck 
doesn't leak!" 

Silly, wasn't it ... but it only goes to show that when there's a d ifficult 
job to be done, experience is everything. 

In radio advertising, for instance, the boys who have the "know how" 
are the ones who get results. 

Take 2UW. There's the station that has EVERYTHING-years an' 
years of "know how" (they learned it the hard way); alld a success story 
which is all hard fact. (Just look at 2UW's programme schedule to-day!) 

You fellers won't be asking for a glass of water if you use 2UW because . 
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