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EVERY Housewife seeks Advertised Products 

Therefore advertisements must reach the Housewife to 

influence her purchasing capacity. 

The continued strength of Radio and Press advertising ensures that your sales message does reach 
the desired markets. 

BROADCASTING AARDS is now in the process of publication. Subscriptions are being invited 

for this valuable publication which will prove a "boon" to all who are interested in buying time on commercial 

stations in Australia and New Zealand. Broadcasting AARDS _containing the rates and data of all these com· 

mercial stations, transcriptions and their producers, listener licences, details of networks, details of advertising 

agencies and the rules governing broadcast advertising plus a monthly advice notice which will keep subscribers 

up to date on any changes made in the contents of the publication make Broadcasting AARDS a "must" for 

"Buyers of Time." 

NEWSPAPER AARDS is now available. This publication containing the rates and data, circula· 

tion, territories of distribution, mechanical requirements, etc., of 662 newspapers throughout Australia, ·plus de· 

tails of advertising agencies and the requirements of the A.A.A.A., A.A.N.A. and A.N.P.A. prove that Newspaper 

AARDS should have a pride of place on any Space Buyer's desk. This publication is the most comprehensive 

service attained in the history of Australian advertising. The monthly revision notice service that is given by 

AARDS will keep subscribers up to date on any changes that may occur in the rates or data of this edition. 

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

Australia, £2/2/0; British Empire. £2/10/0; America, 10 Dollars; Foreign, £3/3/0 
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DID :Y,~u hear about the bride- to-be who reckoned that. the three words 

in the marriage service which mattered most were: - ' 

"Aisle" . . . " Altar" ... " H ymn'· _ .. 

(Hubby-to-be had said he didn't dr ink Scotch. She said sh e'd 

seen him at it . .. He explained t hat h e hadn't meant to drink it

he was only gargling w ith it, a.n d it slipped! J 

I'll bet she was one lass who made a success of it, 
too ... she had her mind well set on the future; 
and sh.e was planning for her to-morrows. 

That's the way the boys at 2UW do it . .. they're 
always thinking of to-morrow and next month, 
and next year. 

New programme planning ideas . . . something new 
on the technical side ... a new angle on sport. . . . 
If it's new, and if it's good, it's pounds to pennies 
you'll find that the 2UW boys are just a jump 
ahead of the other fellers. 

It's another MAJOR reason, in fact , why 

9t 

ZIW 

' \ ' 



YOU . WON'T NEED 
A SLIDE RULE • • • 

TO PROVE THAT THESE 8 STATIONS IN 

8 MAJOR MARKETS HAVE AUDIENCE AND 

DOMINANCE IN THEIR AREAS. 

·2AY ALBURY 2GN GOULBURN 2GF GRAFTON 

380 BENDIGO 410 TOWNSVI LLE 4CA CAIRNS 

4WK WARWICK 4MK M·AGKAV 

k h f Product, Your policies, your service These stations ta e t e story o your 

f h I. t 1·n. each of the exclusive markets right into the homes o t e 1s eners 

they dominate. 

For real sales possibilities include these stations 1n your,·: next 

appropriation. 

All particulars froni: 

AMALGAMATED WIRELESS (A/SIA) LIMITED 
SYDNEY BRISBANE MELBOURNE 

2 Commercial Broadcasting, September 5, 1946 

--cOMMERCIJlL 
BROADCASTING 

--he Broadcasting Business paper of Australia , 
~oted to the promotion of commercia l broad

dest stations and circulating fortnightly to the 
~aoadcasting, advertising and bus iness community. 

r Established 1934. 

THURSDAY, SEPTEMBER 5, 1946 
Vol. XV. No. 4 (433rd issue) 

Contents: 
Padd ison Says FM Stymied in U .S. 
V ic. Agents Election . . . . . . . . . . 
Four A's Exec. Meeting ·: . .. . 
Jackl in Back from America . . . . . . 
Anderson on Rad io Circulation ... . 
Radio's Selling Forca (F. E . Levy) 
ovalt ine Show on Major Net . ... . . . 
NSW L isten ors' L icence Ana lyses . . 
Transcriptions and Record i ngs . . .. . . 
Science Con gress . . . .. . 
Advert ising Agencies . . . . . . 
Indian Broadcasting Pr oblems 
Interstate News . . . . . . 
B roadcast ing Business .. 
overseas News 
Brisbane Talent Quest 
Purely Personal .. 

Page 

4 
5 

. 5 
7 
9 

11 
17 
18 
24 
26 
27 
30 
31 
32 
33 
33 
34 

Ad\Jertisers This Issue 
A / sian Rad io Productions 
A.R.C. 
Allan , Stan .. 
A .A.R.D.S. 
A.W.A ...... . 
Argus Network .. 
Cortez Radio Programmes .. 
Homecrafts . . . . 
Rad ionic Products 
Recording Centre· 
Sellers, 0. P . 
V.B.N. 
White & G i llespie 
2CK .. 
2HD 
2KY 
2KO 
2UE 
2U W 
3AW 
3KZ 
3XY 
4BU 
4LG 

25 
25 
30 
36 

2/ 20 
6 

24 
26 
26 
24 
24 
35 
24 
23 

12/ 21 
12 
16 

8 
Front Cover 

10 
14 
28 
30 
28 

MANAGING EDITOR, Oswald lVIingay; EDIT
ORIAL STAPF, Lex L ippmann, J ack Angus, 
Roy Edwards; ASSIS'rA NTS, Gordon Breakspea r , 
Colin Mingay, R. Meadows ; ADVERTISING, P.a 'il 
Henn·; ACCUl' :-<TS, J\Iiss Eve.J.vn D avio. 

MELBOURNE REPRESENTATIVE, Beatrice 
Touzeau. Assistant, Eva Godfrey, R oom 6, 1st 
Floor, 96 Collins Street, Box 1774, G.P.0., Phone 
Cent. 2642. Telegraphic : OSMINGAY, MEL
BOURNE; ADELAIDE REP.: Joy Cochrane, 
Room 401, Commerce House, Featherstone Place, 
Box 985, G. P.O. Phone Cent. 7944. UH.JSBA:\'E 
REP., Sylvia Brown, Room 4, 2nd Floor, 115 Queen 
Street, Box 782, G.P.O., Phone B 5320; PERTH 
REP., Elizabeth Farrington, R oom 6, 1st F loor, 
T. & G. Building, St. George's Terrace, Box J 6G6, 

G .P .O., Phone B 5320. 

COMMERCIAL BROADCASTING. published 
every second Thursday by Mingay Publishing Com
Pany Pty , Ltd., 146 Foveaux Street, Sydney, N.S.W . 
1/ - per copy. Back copies (if available, 2/ -
e(ach) . Subscription Rates, 10/ - p er a nnum 
£1 . for two years) post free in Aus

tralia; 13/ 6 other parts British E m p ire; 17 / 6 
all other countr ies. Regis tered at t he G.P.O .. 
Sydney, for transmission by post as a newspaper. 
~ontents copyright. Printed by Ra dio Printing 

ress Pty. Ltd., 146 F oveaux S treet, Sydney. 
Box 3765 G.P.O., Sydney. Phone FA 7054 

Telegrams and cables: OSMINGA Y. Sydney. 

EDITORIAL 
Who? When? What? 

The National Association of Broadcasters in America issued 
in July, through its Research Committee, an interesting booklet 
dealing with and titled "Radio Audience Measurement." In it 
there appears the following statement:-

"Fundamentally, both advertiser and broadcaster should 
want to learn anything and everything about people which might 
conceivably affect their listening to radio . The adver tiser knows 
tram long experience that the needs and tastes of his consumers 
vary with age, sex, race, education, economic status, the size of 
family, religion, habits of daily living, occupation, and the com
munity in which they live-among a large n umber of other fact 
ors. The broadcaster needs to know all of these things about 
the owners of t he ears he t ries to control, and in addition as much 
a& possible about their radio interests and listening habits." 

That is very true. But the degree of accuracy in the dis
covery of these factors attained by researchers seeking all the 
answers is apparently still, in America even, a contentious point . 
Nevertheless some considerable progress has been made towards 
continually improving listener research methods and techniques 
with the result that they are becoming increasingly more ac
ceptable to those who are prepared to view the results without 
bias and with an understanding of their necessary limitations. 

The advertiser, particularly, is entitled to seek facts-and in 
that regard broadcasting as an advertising medium has nothing 
to hide. Program research by listener "sampling" is one method 
of reaching some of those facts which the advertiser quite natur
ally wishes to learn. It provides a stepping stone to those three 
vital questions: Who listens? When do they listen? and What 
do they listen to? The answers to those three questions-the 
correct answers---provide the absolute foundation of any spon
sor's radio advertising plans. Without them he cannot build a 
plan and without a plan of advertising action he is simply not in 
the race to get the best from h is appropriation. The problem as 
to whether those three questions can as yet be correctly answered 
by present known research methods is one in which there are 
still varying opinions. Some will say, however, that it is signifi
cant that by and large no radically different or alternative method 
of audience analysis has been produced to replace the "sampling" 
system. If then the principle of "sampling" is accepted-it is 
in practice all over the world-then it only remains a matter 
of accurate analysis and precise projection by efficient people for 
the discovery of the Who and the When and the What. 

But even that is only a beginning, a foundation upon which 
to start working. Provided sufficient reliable listener information 
can be obtained through "sampling" and coupled with equally 
reliable product acceptance research, the way is opened to mak
ing, not most, but every broadcast advertisement on whatever 
station used, a profitable sales puller. Some sponsors, unhappily, 
have in the past been apt to accept the reading of a research 
report upon its face value without matching other aspects not 
touched upon nor even sought by the investigators responsible 
for the research report. Hence there has developed two sets of 
confused thinking amongst sponsors. The one who may pride 
himself upon being the sponsor of a high rating program but 
will admit "My program has a big audience but somehow I don't 
seem to see any benefit to my sales," and the other who upon 
bf.ling faced with a low rating program for which he is paying 
becomes dissatisfied with it in spite of it doing a bet ter selling job 
for him than any other means of advertising in all h is experience. 

Properly conducted radio research in which both sponsors 
and broadcasters frankly and energetically co-operate will re
move that as well as many other hazards of advertising. 
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COST AND HIGH 
STYMIE 

PETRILLO 
AMERICA FM IN 

But Color Television 
Reports AFCBS 

01( for Action 
President 

That Frequencv Modulation was making heavy ~e·at~er in the 
United States but that col'or te.tevisio~ was s?methmg right out o·f 
the box were two of the· deepest impresslO'n_s gamed by Mr. ~- C. Pad
dison President of the· Australian Federation of Commercial Bro~d
casti~g Stations who returned to Australia just over a week ago W_'th 
Mr. George McCauley (2KM-2K~ director) who had accompanied 
him on a six months' visit to America and Canada. 

"Television is to-day the most im
mediate problem of American broad
casting. Frequency modulation has 
been relegated to the background," 
Mr. Paddison told "C.B." on his arri
val in Sydney. 

"Frequency modulation has received 
many setbacks. The most serious is 
the failure of the public to respond 
to its appeal. Of 22,000,000 new view
ers to be manufactured this year, less 
than 5 per cent. will incorporate FM. 

"F.M.," he added, "is available ,only 
in. the higher priced sets. At present 
there are no F.M. sets on the market 
being sold at less than 300 dollars 
(£100 . Australian) while the price 
range is up to 1,200 dollars (£400 Aus
tralian) ." 

Mr. Paddison said that U.S. manu
facturers contend that only the 
higher priced sets are capable of pro
viding the advantages claimed on be
half of F.M. On the other hand, he 
said, cheap standard wave sets are 
being sold as low as 20 dollars, and 
with automatic gramophone record 
changers for 60 dollars. 

"F.M. has also been frowned upon 
by the unions," said Mr. Paddison. 
"The Musicians' Union has banned 
simultaneous broadcasting of pro
grams on both A.M. (standard wave) 
and F.M. bands, which has meant that 
all network programs have been taken 
off F.M. The result is that purchasers 
of F.M. sets can only listen to non
commercial programs-mostly classi
cal music-without live artist perfor
mances by top-ranking stars. 

"Broadcasting sponsors of F.M. are 
no longer emphasising its high fidelity 
quality. A recent test using the B.B.S. 
Symphony Orchestra was conducted 
with a group of 200 students of Col-

lumbia University using both A.M. and 
F.M. Before being informed which 
was which, 80 per cent expressed a 
preference for A.M. reproduction. 
When told which system they were 
listening to, the percentages were re
versed!" 

Mr. Paddison said that Boston has 
had F.M. in active operation for eight 
years. Before the union ban on dual 
operation, network programs went 
over this F.M. station yet there are 
to-day less than 10,000 sets in the area 
compared with over 4,000,000 A.M. sets. 
A recent survey had revealed most 
of the F.M. sets were not being used. 
The conductor of the Boston Sym
phony Orchestra after listening to 
F.M. reproduction of his own work, 
declared that he was not impressed. 
The tone was too sandy and he said 
he preferred recordings using the 
lower frequencies for general use. 

"Technically, F.M. has no problems," 
Mr. Paddison observed. · "The broad
casting authorities appreciate its 
technical advantages; it provides ad
ditional channels for more stations 
and eliminates static. But the public 
is not very much interested in tech
nical problems. It is primarily inter
ested in the cost of the receiver and 
in the programs. On both scores, F .M. 
lacks appeal to the American radio 
buyer to-day. At the present rate, it 
would take at least 5 years for F .M. 
to make any impact, and by that time 
television will have ironed out its 
problems. 

Television O.K. 
"The two most significant develop

ments in American television are the 
Image Orth.icon camera and the ad
vent of color. 

"I witnessed the telecast of the 
Louis-Conn fight while in New York. 
It was an amazing show. Image Or-
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Mr. A . C. 

Paddison, 

P resident 

AFC BS 
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thicon cameras were used for the first 
time. This enabled the camera to 
capture every movement without the 
use. of high-powered lights. The cam
era will even take pictures by candle
light. 

"The telecast of the fight was in
finitely better than any 100 dollar 
ringside seat. By using several cam
eras the boxers were in focus con
tinuously, so there was no danger of 
missing the knock-out punch when 
the crowd became excited. In fact, 
the telecast was such a huge success 
that it will probably be one of the 
last times a world title bout will be 
viewed in the home! There were only 
2 000 sets in the New York area on 
this occasion, and the television rights 
were sold to Gillette for 125,000 dol
lars. 

"I was amongst 30 people who view
ed the fight on a television set in a 
New York apartment about two miles 
from the Empire State tower, from 
which the program was radiated. The 
image on the screen-13" x 10"-was 
highly satisfactory, and the cost of 
the set was 450 dollars. Dumont tele
vision receiv·ers are being retailed at 
800 to 2,400 dollars (£800) . The latter 
has a screen 18" x 15." Television re
ceivers are already being promised to 
sell as low as 100 dollars, but for a 
satisfactory model, it is expected the 
public will have to pay at least 300 
dollars (£100). 

Mr. Paddison said the biggest de
velopment in television was the ad
vent of color. At C.B.S. studios on 
Madison Avenue, he witnessed a dem
onstration from the Chrysler Build
ing half a mile away. Although only 
six months old, color already had 
solved most of its initial problems. 
Color film was used, and the results 
were far more satisfactory than early 
technicolor productions. Fashions, 
furniture, a football match, a horse
race and a cartoon were featured
all from film. C.B.S. expects to have 
receivers on the market costing no 

. thah 10 pei' cent. above biack 
rnore . 947 d white early m 1 . 
an Jack-and-White Out of Date 

rJt ck and white television is already 
ut-~oded he said, and to invest capi-

0 1 ·n it would be disastrous. Progress 
ta_t~ color had been so rapid that 
wi t television interests were now 
mos b l' d ·t ·ting for color. They e 1eve 1 
wai ld be wrong to ask the public to 
woust in a black and white receiver uwe . 

hi ch would be obsolete m a year. 
w "Television is also being impeded by 
nion trouble," Mr. Paddison added. 
~The musicians refuse to play for 
simultaneous broadcasting and televi
sion performances._ The other problem 
. to secure sufficient program mat-
IB . t d' h rial. The major movie s u ios ave 
~at yet released their films to t_he 
telecasters. But the large~t. stud~os 
are planning to enter televis10n with 
their own transmitters. They are now 
concentrating on finding an equival
ent to the box-office. 

"Australian films would be assured 
of an excellent reception by existing 
television stations. Several have 
already been used with most gratify
mg results-especially scenic shorts. 

Bi·oadcasting 
"Australian broadcasting, with its 

dual system has many advantages 
over both the Canadian and United 
States systems. The latter have too 
much propaganda and too much talk. 
The Australian listener can be as
sured of an entertainment prograin at 
the twist of the dial. 

"There is much criticism in Canada 
directed against the present system of 
operation. It lacks the vitality and 
flexibility of the Australian system. 
There is a definite move in the Can
adian Parliament to give Canadian 
broadcasters more freedom from the 
Canadian Broadcasting Corporation. 
The present system drives listeners to 
stations across the border." 

Mr. Paddison said that the Ameri
can broadcasting folks could not have 
been kinder than they were to him 
and to George McCauley and that 
went also for the .Canadians who had 
made them official delegates to the 
Canadian Association of Broadcasters 
annual convention. 

Members of the U.S. National As
sociation of Broadcasters had been 
most helpful and hospitable. They 
had asked him to address one of their 
Regional Meetings which he did as a 
result of which he was invited to a 
special luncheon arranged by NAB in 
Washington to deliver another address 
on Australian broadcasting and Aus
tralian-American broadcasting rela
tions. 

PAbbl$0N AT BREiF 
LUNCHEON 

Com1ments on Poor Response of 
Public to FM in USA 

Guest speaker at the BREIF Club 
Luncheon on Monday last, Mr. Alf 
Paddison, president of the Australian 
Federation of Commercial Broadcast
ing Stations, gave a very frank review 
of his impressions of the FM and tele
vision position as he found it during 
his six months' study of the field in 
USA and Canada. 

Mr. Paddison stressed the utter con
fusion which he found existing in all 
fields relating to the development of 
FM particularly while, to a lesser ex
tent, confusion existed also in the pro
jection of television plans for the 
future. 

Production was in such a confused 
state that he hazarded the possibility 
of Australian set manufacturers ex
porting to the USA rather than Aus
tralia importing American equipment. 

In America it was now thought by 
responsible people in the industry that 
it would take ten years for FM to re
place existing AM service. FM's 
geratest set-back was the failure of 
manufacturers to tool up and produce 
the goods and that failure was attribu
ted to the lack of public demand to 
encourage FM manufacture. 

Projected manufacture for the next 
12 months was 60 million receivers of 
which not more than 5% would incor
porate FM. The big sales urge in USA 
to-day was in record changers. Five 
hundred and fifty million records 
were being manufactured in America 
this year, and from 6 to 8% of receiv
ers being manufactured would incor
porate record changers. 

BREIF CLUB BALL 

A broadcasting sub-committee of 
the BREIF Club Ball committee has 
been appointed to facilitate bookings 
and table arrangements for members 
of the broadcasting section of the 
Club. They are Messrs. J. E. Ridley 
(BW1428) , F. E. Levy (M6686) and A. 
L . Finn (BW6251). . 

The BREIF Club Ball will be held 
at the Wentworth Hotel, Sydney, on 
Thursday, September 26. Issue of 
tickets to any one member is limited 
to six. Proceeds will be devoted to 
Sydney Legacy. It should be a grand 
night. 

AAAA OF VICTORIA 
Officers Elected 

Representatives of 19 Victorian ad
vertising agencies attended the an
nual meeting on August 5 last in Mel
bourne of the Accredited Advertising 
Agents' Association of Victoria. 

The election of officers resulted: 
President: J. E. Vincent . . 
Vice-presidents : N. V. Nixon and 

Olaude Mooney. 
Secretary: W. R. McFer ran. 
Treasurer: R. D. Ansell. 
General Committee: E. J. Webb a11d 

G. Hayes. 
Auditors: L. B. Raphael and E. C. 

Wright . 
Steps were taken at the meeting to 

properly link the AAAAV with the Vic
torian Division of the AAAA (Federal) 
ta avoid overlapping and ensure con
tinuity of policy but without losing 
the identity of the AAAAV. 

FOUR A's TO AID AD. 
EDUCATION 

The Federal Executive of the Aus
tralian Association of Advertising 
Agencies (Federal) met in Melbourne 
last week. 

During the week, agencies admitted 
to .membership were S. A. Maxwell 
and Staff of Sydney, and Noble-Bart 
lett, of Brisbane, at the same time 
members were shown a charter which 
is to be called the ch arter of mem
bership. 

Education in advertising was dis
cus~ed , with a view to raising the 
standard of the advertising profes
sion: An agreement has been signed 
with the Advertising Agents' Associa
tion of Australia, under which A.A.A.A. 
(Federal) will induce members of 
staffs in agencies to t ake some degrees 
in advertising. 

It was suggested that juniors should 
be L.O.A., junior executives A.O.A., 
while the highest rank would be the 
degree of "Fellow" (F.O.A.J . 

Interstate members present were: 
The Federal President, Mr. Hugh 
Berry, of the Hugh Berry Co.; the 
member representin g N.S.W., Mr. 
Claude Willmott, Willmott 's Advertis
ing Agency; the member representing 
Western Australia, Mr. G. H. Brown, 
Gordon and Gotch A/ sia Ltd.; and the 
Federal Secretary, Mr. J . Humphrey. 

Victorian members present were: 
The Deputy President , Mr. J . E. Vin
cent , George Patterson Pty. Ltd.; and 
the member represen ting Victoria, 
Mr. W. R. McFerran, McFerran Adver
tising Pty. Ltd. 
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ln addition to economical coverage over the richest areas in Vict?ria, the Argus ~et
work-3SR-YB-UL--offers you a chain discount of 10% for usmg three stations. 
3SR-the 2,000 watt station~overs the Goulburn and Ovens Valleys, ~orth East
ern District of Victoria and Southern Riverina; 3YB ·is the "home station" of the 
City of Warrnambool-the fourth largest city in Vi~toria; ~h~lst 3UL covers Central 
Gippsland, which in itself is "protected" from outside rad10 .mter~eren.ce by moun
tain ranges. Get into "gear" with Australian National Advertisers m usmg the Argus 
Victorian Country Network Stations. 

ARGUS VICTORIAN COUNTRY NET·WORK 
HEAD OFFICE: 365 Elizabeth Street, Melbourne. Phone F0411. 

SYDNEY REP.: V. M. DINNENY, Herald Buildings, 66 Pitt Street. Phone BW8493. 
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SYDNEY STATION'S PRODUCER LOOI\:S 

OVER AMERICAN BROADCASTING 

t resses required, wh ere on ce four ·! 
hour dramatic features had been 
scheduled) radio art ists in the U.S. 
were becoming dissatisfied wit h the 
scarcity of work offering. Thinking 
radio people in the U.S. are wonder
ing, too, what will be the ultimate· in 
these "give away" a udience-partici
pation shows. Wi~l their present elim
ination cf radio ar tists mean the 
eventual eliminat ion of radio's role of 
advertising a manufacturer's product? 

underneath the gilt and glitter of 
h astronomical fees paid to top-line 
~a~io artists and script writers, and 
he colossal profits of the large U.S. 

1 dio networks, Mr. Paul Jacklin 
~~UE's Producer-in-Chief, recently re
turned after four months in the U.S.) 
has gained the impression that all is 
not well with U.S. radio. 

This he largely contributes to two 
factors: (a l shortage and well-nigh 
disappearance of their goods on the 
home market during the war years is 
inducing advertisers to use visual ad
vertising to make their products fam
iliar to the "sight" of their potental 
consumers, and (bl economic condi
tions in the U.S. are resulting in man
ufacturers not being able to make any 
definite production plans. 

Mr. Jacklin said that anyone com
ing from the U.S. heaves a mighty 
sigh of thankfulness on arnvmg 
home, for the price controls intro
duced by the Government's econom~ 
ists. 

He went on to say that one of the 
most interesting and significant de
velopments in the U.S. was the pos
~ible disintegration of the vast net
work system. It had always been the 
policy of the four major n etworks in 
the U.S. to put on "live" shows, even 
using landlines for daytime serials. 
Because of the three-hour t ime differ
ence between the East and the West 
Coast (i.e., a show put on a t 5 p .m . 
in Los Angeles would be heard on the 
air at 8 p.m. in New York) it was 
necessary for the paren t station to 
put the same show on twice ; at 5 p.m. 
for listeners in New York at 8 p.m., 
and at 8 p.m. for Los Angeles list
eners. 

Before he left for Australia, Mr. 
Jacklin was reliably informed that 
Bing Crosby, sponsored by General 
Motors on the A.B.C. network, had an
nounced his intention of recording his 
shows. Should this happen, and other 
toP-line artists follow his example, it 
Would mean that sponsors will not be 
obliged to use all network stat ions, 
lllany of which they h ad no desire to 
Use, but will be able to select t he sta
.ions on which they want their com
lllodities advertised. 
1 Another significant fact, indicat ing 
he kerni, t9wards in<;iMdual sele(;tion 

of recordings, was that of the 22 mil
lion radio sets which it is estimated 
will be manufactured for th e forth
coming 12 months, between 15 and 16 
million will be equipped with record 
changers. 

Programs 
"Give away" audience-participation 

shows are on the air in the U.S. morn
ing, afternoon and night, with more 
and better prizes. As he said, "who 
minds an audience laughing at him 
for a fev.z seconds if it means a week 
in London for himself and his wife, 
and all expenses paid." Mr. Jacklin 
particularly praised in these audience
particiation shows, such as Ralph Ed
wards' "Truth or Consequences," the 
beautfully-executed psychological ap
proach by interviewers to active par
ticipants-how in a few seconds Ralph 
Edwards h ad banished the fears and 
nervousness of the most timid en
trant, and had him talkin g on the 
air without a trace of microphone 
consciousness. 

As more and more of these shows 
go on the air (hour audien ce-part ici
pation shows with no actors and ac-

Apart from audience-participation 
shows, U.S. listeners were getting day
t ime serials with plenty of mystery 
and crime themes. One aspect of the 
serial as produced in the U.S. was that 
the first 12 months was dedicated 
merely t o establish it; after that, it 
went on for 5, 6 or 7 years, or for as 
lon g as it was "pulling." A 4% Hooper 
Rating was more th an sufficient t o 
keep a show on the air. 

Microphone Technique 

Mr. Jacklin said that Australia had 
a lot to learn from the U.S. radio on 
the use of the microphone. There, 
the microphone was the slave of the 
person using it, and not vice versa . 
Instead of any stipulated lt or 2 feet, 
U.S. radio artists pract ically breathed 
into it. Doing a "live" show with six 
art ists, th ere would be three micro
phones in use, and rehearsals would 
cover anything up to 11 hours before 

( Cont i n ued page 28) 

To " we lcom e home" Pau l Jack li n, Radio 2UE' s producer-in-ch ief , fM m a f our month s' 
v is i t to t he U nited Stat es invest i gat ing broa dcast in i:i develooments a nd pr od uct ion methods, 
the managem ent of 2 UE throu (Jh Mr. A . Campbell -J ones, gen er a l m anager , tendered h im 
a d i nner at th e Carl t on Hotel, Syd ney . 

Top oictu r e shows M r . R. A . King, M L. C. ; M r . Ca mpbell-Jo,n es ; P aul Jackl i n ; S ir 
John Butter s cha irm an' of d i rector s of 2U E , whi le en j oying a p re -d i n ne r cocktail in t he 
lower pictu r e' are Messr s. Stan Co lema n, p ro m otio n - p u b l icity man ager 2U E ; Ray Mur phy , 
manager O' Br ien Publicity; Pa u l J acklin; " P addy" Cam pbel l-Jones ; Les Hood, ass1stiin! 
1111\na~er ?. 1,J i; ~n\I " J9hn11y" Mac k , Commonwealth Controller of Ad v erti si n g. 



Thronging buyers in a retail store 
was the result of an announce
ment in a half-hour programme 
over 2UE. "Ashley's, the down~ 
stairs store in the Imperial 
Arcade " made the headlines in ' . the "Sun," 22/ 8 / 46, followmg 
an announcement in their half
hour programme, " AUSTRA-
LIA'S CHOICE," Wednesday, 
8-8.30 p.m., and 7-7.30 a.m. 
Thursday. With such top-line 
announcers as Allan Toohey and 
Eric Wright, time. on 2UE is 
soundly spent. 

FOR "HEADLINE" RESULTS- TIE UP WITH 2UE 
_,,,,,,, 

WdV RADIO SHOULD 

SEEK A 
CIRCULATION MEASUREMENT. 

If American methods of audience 
survey such as the BMB were applied 
to Sydne'Y, metropolitan stations 
might conceivably be revealed as serv
ing some 450,000 homes (or up to 
1,500,000 people) says Mr. G. H. An
derson of the Anderson Analysis of 
Broadcasting - and that's a s.tory to 
stack up against newspaper circula
tion! 

Greater Coverage Than 
commenting on an article by Robert 

H Leding (Research Associate of 
Sheldon Coon <N.Y.) reprinted in 
"C.B." July 25 from . "Printers Ink", 
entitled "Why Should Radio Seek a 
Circulation Measurement?", Mr. 
George H. Anderson, of the Anderson 
Analysis of Broadcasting revealed that 
his organisation was at present en
gaged on a research of metropolitan 
radio audiences which might reveal 
that radio stations could not only 
claim far greater "circulation" than 
newspapers, but also they would be 
able to present advertisers with a 
complete break-down of types of audi
ences to various periods of the broad
casting day-comparable with the 
readers of various newspaper pages. 

Mr. Anderson also revealed the 
probability that in the Sydney area 
alone there were up to 70,000 
radio receivers in use within 25 miles 
of the G.P.O. unaccounted for in the 
P.M.G. official licence figures. That 
would represent more than a quarter 
of a million. additional listeners. 

.Vew Manager for SVN 

~'· J. S. Larkin who has been appo i nted 
d ~nager of 5DN i n success i on to Mr. Ran
e!· 1White Who recently accepted the ap -
10'" -"'<nt of manager at 3AW Melbourne 
Ta 1111, the vacancy created by Mr. John 
-,/~ors resignati o n to fu lfil his appo int-
~ to 2UW Syd ney. 
a r. Larkin before the war was sales 

0,0nag~r of 5 DN but recently has been on 
• 111•~ 1 torial staff of Truth and Sportsman 
, 19~0bourne. He had given up journalism 
~sin When he joined 3UZ and as adver-

g manager resigned in 1939 to join 5DN. 

~-~-. ._..._.. ___ , ____ -~-,-.---~--------. --. -~ 

"It seems to me that even in Ameri
ca there is a good deal of confusion as 
to the use of the figures which have, 
in the past two years, been obtained 
in Canada and which in the U.S.A. 
are now in the course of preparation 
by the BMB," Mr. Anderson said. 

"The measurement which is being 
obtained is a measurement of cover
age. People are asked to name the 
stations to which they listen regu
larly at least once a week, and sub
ject to certain adjustments, each sta
tion mentioned is credited with a unit 
of listening in the area concerned. 

"Now this does not give circulations 
as we know circulations of newspapers, 
but it does give a very accurate pic
ture of the areas in which stations 
are listened to, or in other words, the 
coverage of stations determined by ac
tual listening. 

"It must be emphasised that this 
measure of coverage has nothing to 
do with field strength measurements 
or relative signal strengths in any 
area. The figures which will be pro
duced are therefore basic figures from 
which the sizes of station and pro
gram audiences can be computed with 
a very great degree of accuracy." 

Mr. Anderson said that for a long 
time past, the A.A.B. had been giving 
thought to the possibility of preparing 
figures for stations which would be 
comparable to newspaper circulations 
and they had now completed the pre
paration and issuing of what was 
called "Station Circulations and 
Potential Audiences Reports" for the 
six cities in which the AAB operates, 
viz.: Sydney, Melbourne Brisbane, 
Adelaide, Perth and Newscastle. 

"We have computed station audien
ces as being the number of homes 
which tuned in to a station for 15 
minutes or longer on each day based 
on the information we have collected 
from our last three surveys in the first 
four cities and our last two surveys in 
Perth and Newcastle," he said. "These 
fi~ures ~re projeGt~d into the official 

Newspapers 
P .M.G. licence figures and for a Mon
day, 6 a.m. to 12 noon, are shown as 
follows :-

Station Circulations - Sydney 
Statio n Upper Middle Indus. Total 

Class Class Etc. 
A 1,000 8,000 10,000 19,000 
B 6.000 16,000 · 3,000 25,0GI} 
c 8,000 13,000 14,000 33,000 
D 4,000 20,000 33,0·00 57,000 
E 7,000 40,00-0 59,000 106,00() 
F 33,000 67,000 48,000 148,0CO 
G 15,000 69,000 110 ,000 194,000 
H 31 ,GOO 97,CQI} 97,000 225,000 

"It will be observed that these 
figures give a circulation basis some
what comparable to a daily news
paper, but it goes a great deal further, 
for while newspapers do not regularly 
publish figures showing the types of 
people who read the papers, the A.A.B. 
circulations figures actually show the 
approximate audiences of the three 
main groups of the community which 
listened to the stations. 

"This is a great advance on ordin
ary newspaper circulations and I 
know is being used effectively by sta
tions subscribing to these Reports," Mr. 
Anderson declared, and added that at 
the specific request of a number of 
advertisers, it was decided to break 
down the circulations figures still fur
ther and to show the number of 
people who listened for 15 minutes 
or longer to each station concerned 
during the Breakfast Session, Morn
ing Session, Mid-day Session, After
noon Session, Early Evening Session, 
Evening Session and La te Evening 
Session, or, in other words, to show 
the potential audience for each sta
tion for ·each of these sessions or 
time periods. 

Station Potential Audi ence-Sunday 
Afternoon-Sydney 

Stat io n Upper Middle I ndus. Total 
Class .Class Etc. 

A 1,000 6,000 14,000 21,000 B · c 1,000 3,000 1,000 5,000 c 1,000 3,000 4,000 8,000 D 1,000 4,0JO 4,000 9, CQJ 
E 2 ,000 19,000 42,000 63.f ' '.) 
F 4,000 6,000 7,000 17,,... :. ~ 
G 1,000 6,000 17,000 24 c~o H 3,000 10,000 13,000 26,0C3 

(Conti nued page 29 ) 
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Melbourne's Star Shows are Top Daytime 

from a1w~cv 

Terry Dear, Mel
bourne's most pop
u I a r extempore 
compere, heard In 
the "2 . Station 
Quiz" with 3UZ. 

Den i s Collinson 
conducts radio's 
most famous or
chestra in many 8 
o'clock shows from 

3AW. 

Dick Bentley's so· 
phisticated wit is a 
highlight of many 

3AW shows. 

Des Telfer, AW 
voice, is compere 
of "Service for the 
Services~" a n d 
!'vening announcer 

.. 
Jack Davey, Aus
tralia ' s foremost 
quizmaster, takes 
r.harqe of the "Col-
gate Cavalcade" 
and other top· 
rated Macquarie 

fe~turP-~. 

J a c k Burgess 
brings brightness 
with every show. 
He comperes "Cal· 
ling the Stars." 

Eric Colman, chief 
news reader and 
announcer at 3AW, 
is appreciated for 
his cultured com · 

pering. 

Albert Fisher con· 
d u ct s Penfolds 
"Musical Comedy 
Theatre" e v e r Y 
Wednesday night 
from 3AW and 
Macquarie stations 

every day. Audience 
is with 3AW 

The popularity of broadcasting programmes 
to-day has reached such proportions that it is 
doubtful if there is a home in Melbourne 
which is unacquainted with sponsored shows 
featuring these star personalities. More than 
in any other capital city, Melbourne is con· 
scious of these personalities, a point which is 
fostered by the city's two flourishing fan 
papers-"Listener In" and "Radio . Times" 
(combined circulation 130;·ooo) and daily press 

The attraction of 3AW's 
mike-men during the day 
is another reason why 
this personality station 
climbs to the top of the 
listener ratings. Fred 
Tupper's brighter break. 
fasts puts Melbourne in 
a happy mood. Conti nu. 
ous music from John 
Masters and Judy Will-
ing lures the busy 
housewife and factory 
worker. 

Daytime is paytime when 
you are with "The 
Choice of the People." 

reviews. 

3AW-CV is proud of its relays of all the top 
Macquarie and Colgate shows. 

Neva Carr-Glynn, 
named "first lady 
of radio." is iiMrs. 
Parkington" in 
A W ' s Tuesday 
night serial at 9 . 

en's announcar, 
and president of 
the active 3A W 
Women's Assoc ia-

tion. 

J o h n Masters, 
radio-'s music· 
master, is one of 
the best informed 
annotators on th~ 

Sl\bject,, 

"Mo" makes Aus· 
tralia laugh dur
ing his endless 
quest for the Bar · 
mai d and the But -

cher. 

.Alan Coad, bari
tone, enhanced h i s 
reputation with his 
appearance at Mel
bourne's leading 

town halls. 

George Randall, 
star of Mr. and 
Mrs. North one of 
3AW's top Satur 
day night features 

~t 9 p.m. 

Queenie Ashton, 
star of many 3AW 
musical comedies 
and Macquarie's 
Kool Mint plays, 
on Sunday night. 

John Dease• leads 
the Quiz Kids and 
the Youth Speaks 
debating team, two 
popular programs 

from 3AW-CV. 

"Sally," of Junior 
3AW, is the or
ganiser of A us
tralia's all • youth 
station, which is 
also the Scout offi· 
~iii! mouthp i eC~· 

Fred Tupper, AW's 
all-round ra d i o 
sportsman a n d 
bright breakfast 
personality, is one 
of radio's favourite 

commentators. 

John Fullard, fea· 
tu red tenor in 
many of AW's .s 
o'clock shows, is 
another drawcard 
to the Macquarie 

Network. 

Will Fennell takes 
th e honors for be· 
i n g Australia's 

favour ite deaCl · Pan 

~91'!1i". · 

This article is condensed from a lecture 
prepared by M r. ·L'evy, who is sales manager 
of Station 2UW Sydney, and delivered by 
Mr. Fred Thompson in the series of lectures 
arranged by The 21 Club of Aust r alia. 

THE YALU E OF RADIO AS AN 
ADVERTISING MEDIUM 

If you had asked an advertising ex
ecutive in 1930 what he thought was 
the main value of radio advertising, 
he would have replied that it was ex
cellent as a goodwill medium, but that 
probably would not develop any direct 
sales effectiveness. This restricted 
idea of the role of radio as an adver
tising medium is a far cry from the 
present concept. Radio is a highly 
versatile medium, combining elements 
of the theatre, salesmanship, publi
city and advertising. It has been put 
to many specific uses, many of which 
have been highly successful princi
pally because they were based upon a 
sound appreciation of the distinctive 
characteristics of radio as an adver
tising medium, and because radio was 
intelligently co-ordinated with the 
rest of the advertising and sales pro
gram. 

The fact that broadcast advertising 
properly conducted is much more 
than advertising-that is something 
to which people turn with pleasure, 
and for pleasure, that it creates in 
its audience an action which is pri
marily emotional - produces a deep 
responsibility to an amazing degree. 
That is why the planning of the pro
gram is so vitally important. Adver
tisers do not spend thousands of 
pounds merely for their own amuse
ment. Commercial broadcasting is a 
solid, established industry-an under
taking which demands that, for every 
pound invested, both in station time 
and program production, adequate re
:ompense be secured by the advertiser 
m the form of sales volume. · 

The following fundamental factors 
are all just as closely allied with the 
advertising unit of the broadcast pre
sentation as they are with program 
Planning: 
1. The radio audience is a voluntary 

audience. 
2· It listens habitually to the program 

it likes. 
3· It listens normally · · m groups. 

By Francis E. Levy 

4. The radio is a medium that ap
peals to young and old alike and 
to all classes and conditions of 
society. 

5. In return for the pleasure it re
ceived, the audience gives the 
sponsor appreciation and friend
ship. 

6. The use of sound makes a vivid 
and lasting impression. 

7. The human voice lends to the an
nouncement the persuasive power 
of personal selling. 

8. The commercial announcement is 
given against an emotional back
ground created by the entire pro
gram. 

It must be borne in mind that the 
audience listening to any individual 
program is entirely a voluntary one, 
which has sought out that program 
on ·· its own initiative. 

This has not always been true. On 
the contrary, it is the resuit of a de
velopment that has passed through at 
least two earlier stages. In the first 
days of radio, the average listener 
devoted his chief interest to the nov
elty of picking up a number of sta
tions. So long as this habit persisted, 
the value of radio as an advertising 
medium was questionable. But the 
listening audience soon drifted into a 
second stage, in which its most con
sistent habit was that of tuning to a 
single station-normally the station 
which the individual listener's set re-

ceived most satisfactorily-and leav
ing that station tuned, hour after 
hour. In this stage, the value of radio 
as an advertising medium was be
yond question, but centred chiefly 
around the size of the audience 
reached by the most popular stations. 

Audience Self-Selected 
The audience to-day listening to an 

advertiser's program is chiefly self 
selected. To be sure, th e advertiser 
influences the selection by planning 
h is program to appeal to the special 
audience he wishes to reach. But, 
regardless of the angle from which 
we approach the facts, they remain 
the same; the audience has sought 
the program of its own free will, at 
the expense of its own effort. It 
hears that program because it wants 
to listen. 

Consequently, the audience listen
ing to a program is predisposed to 
listen favorably-a . basic fact of huge 
significance to the advertiser and his 
agency. The listener knows what he 
will get from the program, and likes 
it. Still more important, he knows he 
is going to hear a commercial an -
nouncement. In other words, the very 
fact that he has voluntarily chosen 
the program means that he has let 
down the bars. He is receptive, not 
antagonistic. He expects to be pleased. 

This simple fact-volun tary listen 
ing-goes a long way to explain the 
responsiveness of the radio audience ; 
so far, indeed, that it lies at the heart 
of the value of radio as an advertising 
medium. 

T!w Sponsor's Choice 
Practically everyone who studies the 

use of radio as an advertising medium 
stresses the fact that the sponsor 
creates and controls both the enter
tainment he offers and the advertis
in g message he transmits. This is•ob
viously true. And its advantages must 
not be minimised for it's worth a lot 

(Cont i n ued on page 15) 
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Newcastle Blast Furnaces 

lKY AND 2H D 
HAVE FIRST CONTACT WITH 

INDUSTRIAL N. S.W. 
2KY's PERSONAL contact with 250,000 wage earners is an 

ADVERTISER'S "SURE. THING" 

2 HD' s Success Story puts this 

NEWCASTLE STATION in the ''MUST CLASS" 
for All Ad\)ertising Allocations 

SYDNEY 

Station 2KY 

'Phone M 6291 
• 
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NEWCASTLE 

Station 2HD 

'Phone Waratah 487 
• 

MELBOURNE 

Stanford Allan 

'Phone Cent. 4705 

SPORTS BROADCASTS 
pQPULAR IN THE COUNTRY 

sport broadcasting is gaining popu
itY in country areas, and one out

J~r nding feature during the past 
s a nth was 2GF Grafton's descriptions 
~~o the England v. Combined North 
coast football match from the Graf-

n showground. This broadcast was 
t~eceded by an interview of two play
prs and newspaper correspondent 
~ddY Waring, of the London Pictorial. 
The description and commentary of 
the match was handled by local man, 
Ken Wilson, and visitor, Eddy Waring, 
the continuity and commercials being 
in the hands of Reg Hardy and George 
Redknap. 2GF's recording apparatus 
made its debut so that Manager Jock 
Lowe was able to give the evening list
eners interesting highlights of the 
match which they may have missed 
during the day's broadcast. 

The football descriptions were fol
lowed by recorded commentaries of 
the Grafton Carnival Victory Cup 
week. 

The Clarence River district has been 
"sport happy" lately, as following the 
football broadcasts, 2GF commenced 
the Macquarie Sporting Service. Local 
advertisers quickly hopped on the 
wagon and by the time the second 
broadcast hit the ether, 30 local spon
sors for the program had been signed 
up. The Grafton station's sporting 
coverage is now as complete in all 
phases as that provided by most 
sport-interested city broadcasting 
stations. 

RADIO AD. CAUSED 
STOCKING RIOT 

In Ashley's "Australia's Choice" ses
sion from 2UE Sydney recently, Allan 
Toohey advertised a high-grade stock
ing that would be available at the 
store the following day. This radio 
advertising, which was not allied witb 
any press advertising whatsoever, re
sulted in women starting to queue up 
at Ashley's at 8 a .m. waiting for the 
store to open at 9 a .m. 

At 9 a.m. when the sales started, the 
Queue stretched from the store, which 
is in the centre of the Arcade, along 
both ends of the Arcade and into 
Castlereagh and Pitt Streets. 
. Harassed shop assistants found it 
impossible to cope with the large 
crowd clamouring for the stockings, 
and it was found advisable by the 
management to call for the police to 
maintain order. . . 

A A B's LEADING PROGRAMS 
IN BRISBANE 

The particulars shown hereunder have been supplied by The Anderson Analysis 
of Broadcasting and represent extracts from the ir regular A.A.B. Rat ings Reports. 
These reports are based on information obtained from two consecutive surveys, 
each survey being of seven consecutive days' duration. 

In these reports, programs are ranked in the i r order of popularity only if they 
are boadcast during two consecutive surveys. Where, however, a lead ing program 
is temporarily displaced and is not broadcast dur ing one survey, i t is i ncluded for 
information purposes in its -relat ive order of popu lar ity . . 

Leading 15 of All Night Sponsored Programs 
99 broadcast during both survey week s (April-July, 1946) 

PROGRAM 

Australia's Amateur Hour 
Leave Pass 
Lasting Loveliness 
Lux Radio Theatre 
Calling the Stars 
Martin's Corner 
Doctor Mac 
A Case for Cleveland 
Cashmere Bouquet Show 
When a Girl Marries 

WEEKLY 
FREQUENCY 

1 x 60 mins. 
1 x 30 
1 x 15 
1 x 60 
1 x 60 
4 x 15 
3 x 15 
4 x 15 
1 x 45 

(Bulldog Drummond) 4 x 15 
Colgate-Cavalcade ("Can 

You Top This?") 
The Life of Melba 
Hit Tunes 
Mrs. 'Obbs 
Music in the Tanner 

1 x 30 
1 x 30 
4 x 15 
4 x 15 " 

Serial 

Serial 

Serial 

Serial 

April-July 
1946 

1 
2 
3 
4 
5 
6 
7 
8· 
8 

10 

11 
11 
13 
13 

P revious 
Report 

1 
3 
4 
2 
6 
5 
7 
7 

10 

9 

12 
11 
21 
21 

Year 
AGO 

1 
12 
14 

2 
18 
3 

27 
4 

69 

NR 

x 
x 
73 
x 

Manner · 1 x 30 13 21 X 
Nick Carter 4 x 15 ,, Serial I 13 I 21 X 
Note :-N.R. = Broadcast during one survey week only and therefore not 
ranked. X = Not broadcast. Programs in brackets br oadcast during and 
prior t o April, 1946. 

Leading 10 of All Day Sponsored Prog·rams 
75 broadcast duri ng both survey w eek s (April-July, 1946) 

PROGRAM WEEKLY April-Jul y P rev ious Year 
FREQUENOY 1946 Report Ago 

Midday Musicale 1 x 60 mins. I 1 I 2 I 14 
Airwaves 1 x 60 

" I 2 I 1 I 9 
Melody Hour 1 x 60 I 2 I 2 I 9 
Rhythmic Radio Tests 1 x 30 I 4 I 4 I. 5 
Celebrity Cameos 1 x 15 ! 5 I 5 I 11 
Musical Dessert 1 x 15 I 5 I 5 I 11 
Modes and Melodies 1 x 15 I 7 I 7 I 15 
Melody and Music 1 x 30 I 8 I 9 I 16 I 

Big Sister 5 x 15 Serial I 9 I 8 I 1 
Hollywood Holiday 4 x 15 Serial I 9 I 9 I x 
Mary Livingstone, M.D. 4 x 15 

" 
Serial I 9 I 11 I x 

Melodies for the Home 2 x 15 
" I 9 I NR I x 

Note:-N.R. = Broadcast during one survey week only and therefore not 
r anked. X = Not broadcast. 

MEDIANS : A " Median" i s a special type of statistical aver age and represent sl 
t he average number of Radio Homes listening to the sponsored programs 
of the types stated. 

The following figures are based on an estimate that there are 95,000 Radio 
Homes within 25 miles of the G.P.0., Brisbane. 

Night.-All Programs . . . . . . . . . . . . . . . . 14,500 Radio Homes approximately 
30 minute Programs . . ..... .. . 16,000 
15 minute Programs Serials . . . . 14,500 
15 minute Programs Non-Serials 13,500 

. Day.-All Programs . . . . . . . . . . . . 5,700 
60 minute Programs . , ........ 21,000 
30 minute Programs . . .. .. .. . , 5,000 
15 minute Programs Serials . .. . 17,500 
15 minute Programs Non-Serials 5,000 

" 
" 

" 

" " 

" 

" " 
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1 t 1 s 0 N t 1 

BUT TIME 0 N 

IS MONEY WELL 
SPENT I I I 

Sydney Representative: A. L. FINN, 65 YORK STREET, SYDNEY 
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Radio as an Advertising Medium-continued from page 11 

11 ve fUll control of the type of 
to d' ance that will listen to the sell
au ietorY only in radio can the ad-·ng s . 
1 t'ser have this control. 
\'fl' 1 

The broadcast advertiser has the 
t. e range of musical and dramatic en ir . . 

. ature at his disposal. He can pre-
11ter . t· ·ent concert, symphomc, opera ic or 
·d ce music; he can stage drama, an . 

medY farce or tragedy; he can give 
cows or information. In short, he can ne · 
broadcast anything that can be con-
veyed by sou~d. . . 

Thus his primary problem is to de-
termine with reasonable accuracy what 
·ill attract, please, and hold the kind 

v.f audience he wants. By doing this, 
~e himself pre-selects his audience, 
giving it a program that wins its ap
preciation, builds the background 
against which his commercial an
nouncement will be made. 

This means that he has determined, 
in advance, the reactions of his audi
ence; and he has determined them in 
his own favor, by designing a program 
to appeal directly to that audience. 

In the same way as doctors, archi
tects and lawyers carefully study their 
various problems before they voice an 
opinion or are in a position to sug
gest a remedy, so must a radio cam
paign be planned. It is not sufficient 
merely to decide to use the air and 
hurriedly prepare some commercial 
copy for · broadcasting at various 
periods. "Hit-or-miss" methods in 
radio do not pay. Radio is a medium 
that requires conce'ltrated effort, plus 
the most careful planning. Its use in 
commercial advertising is barely 
twenty years old, and so there are few 
precedents that may be adopted as a 
guide to its proper use. Listening 
habits are constantly and rapidly 
changing, and entertainment that 
may have been suitable to attract list
eners a year or two ago is perhaps 
to-day. without appeal. Therefore, it 
is advisable, a1most essential, to con
duct a market survey (even if only of 
a limited nature, covering certain 
cross-sections of the community) in 
order to ascertain the public's reac
tion, first to certain stations; secondly, 
to Particular types of programs; and 
thirdly, to certain listening hours. 

In fact, a complete history must be 
Prepared so that full consideration 
can be given to all pros and cons; 
Particularly, for instance, the facts 
regarding the location and income 
class of the potential purchasers of 

the particular product. Incidentally, 
the P.M.G.'s Department issues, every 
month, an analysis of the distribution 
of radio licences, population, and 
homes in Australia. Every six months 
these figures are further dissected· to 
cover areas within radii of 25 and 50 
miles of all broadcasting stations, and 
the information is very valuable in 
the planning of a campaign, 

In the early days of radio, broad
casting campaigns were frequently 
decided upon after one man had con
sidered all the aspects pertaining 
thereto. But in the march of progress, 
radio has become departmentalised, 
and to-day we finct that when a cam
paign is being considered, the Adver
tising Agency Plan Board, which de
cides upon the type of presentation 
to be recommended, usually consists 
of the account .executive contacting 
the advertiser, the media manager, 
the radio production director, and the 
copywriter handling the account, all 
of whom, it will be seen, are in a posi
iton to consider the client's problems 
-each from a different point of view. 

Comparison With Press 
If the advertiser's problem is one of 

building goodwill, there can be no 
doubt as to the value of radio. List
eners do appreciate the splendid fea
tures provided by the various adver
tisers, and they show their apprecia
tion by supporting those advertisers. 
This is due, of course, to the more 
personal appeal which radio is able to 
provide. Newspaper advertisements, 
whilst effective, are not regarded by 
the readers in the same personal way 
as listeners do the oral medium. Pic
torial advertising is designed to at
tract the attention of newspaper or 
magazine readers, whilst listeners 
voluntarily and deliberately tune to 
the commercial stations, knowing full 
well that their entertainment is pro
vided by advertisers who a.re investing 
their advertising appropration in such 
a campagn, Every campaign must be 
considered individually, and what 
may prove an effectve combination for 
one product may possibly prove to be 
either false economy or wasteful ex
penditure for another. Some adver
tisers concentrate upon radio and use 
the newspapers to draw attention to 
their programs; others use the news
papers to convey details of their pro
ducts, at the same utilising the radio 
for goodwill purposes and as a con
stant reminder to the public. 

It is generally conceded, however, 
that when an advertiser employs both 
newspaper and radio,. it is essential to 
have one tie-in with the other. For 
in stance, all newspaper advertise
ments should carry a reference to the 
radio program, and commercial radio 
announcements should endeavour to 
link up with the newspaper advertis
ing. This is particularly necessary 
in the case of a retail house. 

The proportions in which the dif
ferent media should be allocated is 
not a matter of established formulae , 
but rather for individual considerat 
tion and decision. It will be found , 
however, that to-day radio is sharing 
more extensively in t he appropria
tions, and it can be accepted that this 
is due to its effectiveness and the 
general acceptance of it as a major 
medium. 

Equally as important is, of course, 
whether to use either the day or even
ing sessions. Next comes the day of 
the week. One might be inclined to 
believe that, with the possible excep
ton of Sunday evenings, all evenings 
are alike. Actually, it is found that 
the week :nights rank highest, whilst 
Saturday evenings are more valuable 
than would appear a t first glance. 
Even if every theatre in the city and 
suburban area of Sydney were booked 
out (and this is probably the case 
each Saturday evening) it would still 
only take care of barely 10% of the 
population, and the remaining 90 % 
would, .in nearly every case, be list
eners to one or other of the radio 
stations, in which the selection would 
depend entirely upon each individual 
listener 's tastes. 

About Surveys 
To-day there exists in Australia 

con siderable controversy with regard 
to surveys. In other words, the value 
or otherwise of program ratings. I 
do not propose to enter into this dis
cussion , except to say that the orig
inal idea behind these so~called sur
veys was to secure for the program 
bulder and/ or advertiser a measure
ment as to its popularity or otherwise. 
The rating was never intended to 
evalua te programs or become a criti
cism, but to-day both agency a;nd 
station live under the curse of ratings 
and the advertiser's in terpretation 
thereof. Nevertheless, the true test 
of a successful program is not its pro
gram rating, but the direct sales it 
inft uences. 

( C on't i nued on page 17) 
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TECHNICAL, scientific skills, necessary in heavy indus-
tries in the Newcastle area, employ a large number of 

highly-paid industrial workers. Within the city limits 
alone, this number exceeds 17,300, all receiving well-filled 
weekly pay envelopes. 

Also included in the population of 252,000 souls serviced 
in 2KO's primary coverage area, is the fertile Hunter 
Valley ... assured of regular, rich revenue by the pro
duction of butter, wool, wheat, wines and market pro

duce. 

This vast, varied audience makes 2KO a vital link in 
YOUR national campaign ... makes this district a re
sponsive, thorough testing-ground for new products ... 
and makes it impossible to call a radio advertising cam-

. paign "national" without 2KO coverage. 
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Radio as an Advertising Medium-Continued from page 15 

Ttie 1n1portance of the Commercial 

The commercial announcement, 
\'hich constitutes the entire sales por
'. of the program, depends on the 
tion f ' t · 1 t· d tertainment or l s circu a ion an 
en the program personality or story 
~n a proper setting. Consequently, 
tor be most effective, the sales message 
;ust be in keep~ng with the emotional 
wne set by the entertainment. At the 
ame time, it must follow out a for-
~ula which was conceived long be
fore radio was ever thought of. Then 
·t applied to newspaper and magazme 
~opy, but to-day it is equally true with 
broadcast advertising. 

I have always recalled this formula 
by the title of the well-known opera 
"Aida"-A-I-D-A. A is for Attention, 
without which an adv·ertising mess
age, be it printed or spoken, is use
less; you must therefore first of all 
attract attention. I is for Interest; 
you create interest in your subject. 
D is for Desire, which must be stimu
lated in the mind of your listener or 
reader. The · final A is for Action
the final admonition, such as "Do it 
now," "Buy now," "Go to Smith and 
Jones," etc. If this formula which 
is one of the most important prin
ciples in advertising-Attention, In
terest, Desire and Action--is followed, 
then advertising copy, be it verbal or 
visual, must be successful. 

l:1 writing radio copy, however, it 
must be borne in mind that, in ap
pealing through the ear rather than 
through the eye, the spoken words 
must be very carefully selected, and 
selected on their sound value, and 
sometimes it is necessary to go to con
siderable lengths to make certain that 
every word will be understood. For 
instance, one recent piece of copy 
stated that certain goods were in ade
quate supply; over the air, however, 
the words "in adequate" were slurred 
a~d the listener gained the impres
sion that the goods were in short 
supply. 

Short sentences are preferable, 
although frequently, for emphasis, 
normal written sentence structure is 
disregarded. Most of us tend to speak 
taccato, and frequently leave phrases 

s~spended in mid-air, thus giving 
t~em meaning by our inflection, and 
1 must be borne in mind that radio 
~opy is most effective when it is writ
en exactly as it normally would be 
'Poken. The announcement should not 

be too long, nor too short; too many 
details may confuse a listener, whilst 
if an announcement is too short, the 
listener cannot grasp it. 

Sincerity is an absolute essential, 
both in regard to what is said and 
how it is said. Speech is much more 
pliable than the written word, and 
emphasis and inflections can at times 
place an entirely different meaning 
on printed words, which are read as 
they are written. Copy must be alive, 
intimate and natural, as well as sin
cere. You must write as you speak. 
That is why the most successful copy 
is spoken or dictated rather than 
written. When you check over your 
copy, read it aloud and thus judge for 
yourself h ow it will sound to the list
ener. A friendly conversational tone 
is more pleasing and convincing than 
oratory. Excessive repetition should 
be avoided, as nothing kills the effec
tiveness of a sales talk so quickly. Fin
ally, the announcement should finish 
as soon as everything of interest to 
the listener has been said, otherwise 
the announcer may be like a salesman 
who, not knowing when to close his 
sale, talks himself out of it. 

The copy must at all times contain 
essential details of the service or pro
duct advertised i.e., its use, price (if 
possible) where obtainable, including 
'phone number. In some cases it is 
desirable to include a sample offer in 
the commercial. This is particularly 
preferable when a new product is 
being introduced. . 

To facilitate and encourage en
quiries, listeners should be asked to 
apply to the station to which they 
are listening rather than to the ad
vertiser direct. The reason for this is 
obvious. Listeners are in the habit of 
tuning regularly to certain stations. 
Therefore, they are the more likely 
to apply for booklets, samples, etc., 
offered by that station, because it be
comes easier for them to drop a line 
in to the station for the sample in 
question rather than for them to re
member the address of the advertiser. 
Some, of course, insist upon their 
name being used, but this is more be
cause of pride than anything else, 
although an advertiser might wish to 
save the stations the trouble of 
handling such enquiries. Nevertheless, 
within reason, every station prefers to 
have these enquiries sent to it, as it 
enables a check to be kept on the 
numbers received each week. 

The true test of the value of radio 
as an advertising medium is the fact 
that, although it has just come of age 
and has been an effective force only 
in the last fifteen years, to-day ad
vertisers in Australia are spending 
over two million pounds annually to 
advertise their products and services, 
and not a penny of this would be 
spent unless an adequa te return were 
secured. 

OVALTINE BACK TO RADIO 

IN NEW NETWORK SHOW 

"The Ovaltine Show" which com
menced its nation-wide broadcast 
through Major network stations 
3DB-LK, 2UW, 7HT, 7EX, 5AD-5PI-
5MU-5SE, 6IX-6WB-6MD, 4BK-4AK-
4IP, and 2KO on Sept . 1, is produced 
and recorded for the Major Network 
at 3DB. Copies were released simul
taneously on all stations on September 
1 for the 5.30 p.m. time channel. 

Compered by Jean Lawson, the show 
began on a bright note with a girls' 
choir of 12 voices, conducted by Dan 
Hardy. Other musical items were sup
plied by talented stars of 3DB's 
"Junior Amateur Time" such as the· 
12-year old saxophonist, Geoffrey 
Hales, and the popular vocal duo, the 
King Sisters. Derek Prentice was 
featured in "Derek Prentice's Scrap 
Book," in which he told interesting 
anecdotes of George Bernard Shaw, 
and the occasion when a flying bomb 
landed in Shaw's garden. 

Derek Prentice also takes part in 
"The Fanciful Land of Fan tasia," with 
Jean Lawson, Jock McLachan and 
Pat Swindells-cleverly dramatised 
stories of birds and animals, written 
by Irene Hall. "The Folks Next Door," 
a serial in weekly episodes written by 
Mavis Clark, is played by Bob Cor
n ish and Erna Clifton and other we11 
known young performers in the 
Children' Sessions. In later weeks 
several interesting competitions carry
ing valuable prizes will be included 
in "The Ovaltine Show" which is 
built to have a wide adult, as well as 
juvenile appeal. 

The sponsor is A. Wander, Devon
port, and the account is handled by 
Warwick Advertising. 
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DOW THE LISTENERS' LICENCES 
ARE DISTRIBUTED OVER AREAS 1.N N.S.\\~. 

Heavy Toll of War Condition_s 
and Housing Shortage 

Of a total gain of 611,758 listeners' 
Licences for the whole Commonwealth 
in the ten year period from June 30, 
!936 to June 30, 1946, New South 
Wales scored 233,728. 

This fact is revealed by a study of 
the licence distribution figures which 
have come under analysis for the pur
pose of this, the first of a series of 
Licence Distribution articles which 
will appear in Commercial Broadcast-

ing. 

Next State to be dealt with will be 
Victoria, then Queensland, South 
Australia, Western Australia, and 
finally Tasmania, in that station 
numerical order. 

Although in this issue we are deal
ing solely with the N.S.W. position it 
is interesting to project the N.S.W. 

"THOSE ARBITRARY Cl RC LES" 
The reader must be alive to the voten t ial trav inherent in slavish 

trust in the arbi trary circle of 25 and 50 miles radii of broadcasting 
stations as applied to actual l istening or t o licence figures. We have' 
followed the system adopted by the PM G's Department in licence 
figures distribution within prescribed radii, not to perpetuat e the strict 
application of station coverage within such arbitrary ar eas, but be
cause there is as yet no other standard of calculation in universal prac
tice or operation and t he industry h as grown up with this basis of 
licence distribution calculations. If fie ld strength maps of every broad
casting station were available, there would be a very different pattern 
of lines covering the State, although the all-over picture depicting 
licence density following the pattern of population density would be1 
the same.-Editor. 

figures against the whole pattern of 
distribution throughout the Common
wealth. 

Although the licence position gen
erally is very healthy, the effects of 
the war, cessation of manufacture, 
exhaustion of stocks of radio receivers, 
and finally the homes shortage, are 
all reflected in the tabulation below 

LISTENERS' LICENCE DISTRIBUTION-at DEC. 31, 1945 

which shows the actual growth of 
licence figures during the past ten 
years from June 30, 1936 to June 30, 
1946. (Note: figures relating to 25 
and 50 miles radius of commercial 
stations in other tabulations are 
based on December 31, 1945, tallies 
which are the latest available from 
the P.M.G.'s Department . The com
plete list for the whole Common
wealth in this category appeared in 
"C.B." 11/ 7/ 46. 

(Country Areas) 

Call Sign Location 
2AD Armidale . . ' . . . . . . . 
2AY Albury .. .. . . . . . . . . 
2BE Bega . . .. . . . . . . . . . . 
2BH Broken Hill 
2BS Bathurst . . . . 
2CA Canberra 
2CK Cessnock . . 
2DU Dubbo .. . . 
2GF Grafton . . . . .. . . . . 
2GN Goulburn .. .. 
2GZ Orange .. .. 
2HR Lochinvar .. . . 
2KA Katoomba .. . . 
2KM Kempsey . . . . . . . . . . 
2LF Young . . .. . . . . . . . . 
2LM Lismore .. .. . . . . . . . . . . . . 
2LT Lithgow . . . ' .. . . . . . . . . 
2MG Mudgee . . . . . . . . . . . . 
2MO Gunnedah .. . . . . . . . . . . 
2MW Murwillumbah . . . . . . . . 
2NZ Inverell .. .. . . 
2PK Parkes . . . . . . . . . . . . 
2QN Deniliquin .. 
2RG Griffith .. .. . . . . . . . . 
2TM Tamworth .. . . . . . . . . 
2WG Wagga . . . . 
2WL . Wollongong 
2XL Cooma . . .. 

25 Miles 
2,691 
5,740 
1,633 
5,396 
4,681 
3,559 

47,853 
5,077 
4,189 
4,135 
5,153 

45,552 
9,204 
.3,210 
2,456 
9,962 
7,740 
1,759 
1,426 
6,099 
2,086 
2,892 

892 
1,653 
3,551 
5,177 

14,092 
748 

50 Miles 
3,865 

11,012 
3,124 
5,396 

16,564 
6,295 

54,985 
5,551 
6,337 
9,293 

11,483 
54,016 

189,249 
5,594 
8,794 

14,035 
17,528 
4,496 
6,442 

16,891 
5,756 
5,392 
5,077 
4,243 
7,424 

10,535 
344,797 

2,898 

Total licences for the whole Com
monwealth at J une 30, 1936 were 
825,136 compared with 1,436,894 as at 
June 30, 1946. 

(Cont i nued next page) 

Sydney 
Stat ions (2CH, 2GB, 2KY, 2SM, 2UE, 

2UW) 

25 Miles 
330,577 

% of 
Population 

22.26 

50 Miles 
348,581 

% of 
Population 

21.75 

Newcastle 
Sta t ions (2HD, 2KO) 

25 Miles 50 Miles 
53,927 45,956 

% of 
Population 

23.20 

% of 
Population 

21.87 

STATE DISTRIBUTION 

Whole State .. 
Sydney Metrop . 
Cou~t,r,y 

% of 
Licences Population 

546;696 18.85 
310,394 22.20 
236,302 15.74 
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New South Wales Licence Distribution--Continued from page 19 

Growth of listeners' Licences in N.S.W., 1936-1939 

. Year Licences % of Rate of 

in Force P-0pulation Increase 

June, 1936 . . . . . . 316,340 11.87 37,174 . . 
42,636 June, 1937 358,976 13.30 

June, 1938 . . . . .. 404,710 14.87 45,734 . . 
30,103 June, 1939 433,813 15.79 

June, 1940 458,256 16.47 24,443 

June, 1941 . . . . . . 494,884 17.66 36,628 . . 
15,567 June, 1942 500,451 17.80 

June, 1943 533,627 18.98 33,176 

June, 1944 . . . . . . .. 538,151 19.05 4,524 

June, 1945 548,074 18.99 9,922 

June, 1946 550,068 19.97 1,994 
,. 
,;._· .. i Total 10 years . . 233,728 

It will be noted that in the past ten 
years the peak rate of increase oc
curred during the 1937-38 period. The 
first impact of the war seems to be 
reflected in a slight decline in the 
rate of increase as shown by the June, 
1940, figure, then followed a big re
covery, but a slide again in the dark 
days of '42. But again in 1943 the 
figures climbed steeply up again in 
spite of so many thousands of service-

men and servicewomen being abroad. 
That the new licence rate of increase 
for that year practically swept the 
market clean of available new receiv
ing sets (which as a rule go hand ln 
glove with new licences) is shown in 
the figures for the following three 
years-coupled with the fact, of 
course, that all production of receiv
ing sets for civilian use was then at 
a standstill. 

Now Steadily Gaining 

Licence figures for New South Wales 
have been steadily gaining through 
the first six months of this year, and 
with the tally of 550,068 at the end or 
June last, shows a score nearly 2,0oo 
above the previous peak total or 
548,074 at June 30, 1945. 

Now that civilian production of radio 
receivers is sufficient to meet immedi
ate demands, the one outstanding bar. 
rier to pushing the saturation peg still 
higher is the deplorable shortage of 
homes. The backlog of tens of thou
sands of homes unbuilt directly means 
tens of thousands of radio sets un
sold and licences not taken up. 
Although the official ·estimate of 
people per dwelling in Australia ls 
averaged at four, under present ab
normal conditions it is known that 
there are many thousands of people 
"doubling-up" in homes and flats, ad
ding greatly to the usage of individual 
radio sets. 

(Continued on page 22) 

IF YOU ADVERTISE IN N.S.W. 
YOU CANNOT AFFORD TO OMIT 

THESE THRE.E STATIONS 
FROM YOUR SCHEDULE 

2AV ALBURY 2GN GOULBURN 2GF GRAFTON 
In their town and district, most of the listeners listen to their own station most 

of the time. 
These stations carry top line programmes to al I I istening homes in their service area. 

Your sel I ing job is done quickly, effectively, and inexpensively when you use 2AY, 

2GN, and 2GF. 

AMALGAMATED WIRELESS (A'SIA) LTD. 
SYDNEY BRISBANE MELBOURNE 
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NEWCASTLE PEOPLE .HAVE THE 
RADIO RECEIVERS 

Supplies good reason to use them 
17 hours e~ery day 

fl(!lt6,ona1, po.pulWi, peo.ple' 6 p1to.gJtam6 

QUEENSLAND 

NEW SOUTH WALES 

Percentage of Licensed Sets to Population 

STATE: 18.85%. SYDNEY 22.26%. COUNTRY: 15.74% 

THESE FIGURES ARE ALL SURPASSED 
BY 

NEWCASTLE 
25 Miles: 45,956-Licensed Radios 23.20% of Population 

50 Miles : 53,927-Licensed Radios 21.87o/o of Population 

There's a Radio in Practically Every Home in this 

Rich Industrial Area with its 200,000 Population 

VICTORIA 

25 miles: 330,577- 22.36% 

50 miles: 348,581.,--21.75% 

500 watts 
1140 Kc. CLEAR CHANNEL 

SYDNEY: LES DECENT, M 6291 MELBOURNE: STAN ALLAN, Cent. 47"05 
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New South Wales Licence Distribution-Continued from page 20 

The map of N.S.W. published with 
this article shows the approximate 
position of the 36 commercial station 
transmitters. Circles, representing 
25 miles and 50 miles. radius of each 
transmitter are drawn in to indicate 
roughly the areas adopted by the P.M. 
G.'s Department for its half yearly 
record of listening licence figures dis
tribution within the State. It cannot 
be deducted from this map that all 
the stations are either restricted in 
signal strength to these radii, nor 
that in all cases their service areas 
necessarily extend to 50 miles in all 
directions. The power of the station, 
the terrain within-and beyond-the 
50 miles radius must be taken into 
consideration plus the · quality of the 
individual station's technical facil
ities. (See Editor's note) . There are 
many areas disclosed by this map 
which are not within 50 miles of any 
commercial station transmitter. Some 
of those are important areas of popu
lation and undoubtedly carry a lot of 
licenced homes. Taree, for example, 
between Newcastle and Kempsey, is 
credited by the P.M.G. figures pub
lished in "C.B." July 11, with 3,098 
licences within 25 miles and 5,180 
within 50 miles. That area is not de
prived from commercial station enter
tainment, and at least in some signal 
strength stations surrounding the 
area must have listeners there. It is 
possible that field strength contours 
of several stations comfortably em
brace Taree, particularly from stations 
without physical barriers such as 
mountain ranges to overcome. 

Facts from the Statisticians 
(July, 1946) 

The total production of wool in 
N.S.W. was 546,273,000 lbs. in 1939-40; 
448,683,000 lbs. in 1944-45. 

Wheat: Average 1934-44, 51,635,000 
bushels. Preliminary estimate for 
1945-46, 62,500,000 bushels. 

Butter output: Average 1937-40, 
113,930,000 lbs.; 1944-5 71,722,000 lbs, 
eleven months ended May, 1946, 
71,508,000 lbs. 

Coal production : 1942, 12,206,000 
tons, 1945, 10,176,000 tons. 

F'rom the Occupation Survey taken 
by the Commonwealth Government 
on June 2, 1945, in conjunction with 
the issue of Ration Books, the follow-

45.734 

1936 1937 1938 1939 1940 1941 

GROWTH OF LISTENERS LICENCES 

IN N.S.W. 1936-46 

ing "occupation" facts relating to 
N.S.W. emerge : 

Distribution of civilian males a ged 
14 years and over :-

Primary Production .. .. 

Mining and Quarrying 

Building, Construction . . 

Industrial .... . . ..... . . . 

Transport, Communica-
tions . ... . .. . .. . . . .. . 

Finance, Property, Com-
merce .. . . . . . .. .... . 

Public Administration, 
Professional 

147,000 

25,000 

53,000 

249,000 

82,000 

90,000 

63,000 
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RATE OF INCREASE 

OF LISTENERS LICENCES IN N.S.W. 

1936-46 

33,176 

1942 1943 1944 1945 

Personal, Domestic Ser
vice (including enter-
tainments ) . . . . . . . . . 29,000 

Not St ated . .. .. . .. .. .. . 26,000 

Not Gainfully Occupied 142,000 

Broken down into grades of occu· 
pation we find the following figure> 
for N.S.W.: 

Employer . . . . . . . . . . . . . . 49,000 

Own Farm or Business . . 104,000 

Wage or Salary Earner 592,000 

Unemployed . . . . . . . . . . 19,000 

Not Gainfully . Occupied 142,000 

r;xcLUD1NG ' SYDNEY ~~<':. 
\'f ,, 

\~~~'"'-- .. , 

2CK CESSNOCK has 
the highest licence 

N.S.W .. 
figures 

• 1n 
According to P.M.G. figures as at 3111211945: 

Locality Licences Populati on o/o of Pop' n 

Cessnock, 25 miles: 
50 miles: 

47,853 
54,985 

216,905 
259,535 

22.06 
21 .57 

THESE ARE FIGURES ~ TO REMEMBER 

There are more people and more l'icences within 25 mi les of 2CK 
than any other station in N.S.W. 

2CK only needs to serve 10% o'f them on its present Rate Card to 
beat the average advertising cost per l'icence of all stations. 

2CK is the Official Organ of 20% of them. As the Official 
Broadcast Station (by appointment) of the Australian Coal & 
~h~le Employe~s' Federa.tion, Northern District, 2CK plays an 
intimate part 1n the dail'y lives of the 50,000 in, and living 
from, the Coal Industry. 

2CK understands, and gets regular listener response fro m 
all sections of its community. 

r --------------- - ----- ~ 
I NO CAMPAIGN IS COMPLETE IN THE COALFIELDS 
I WITHOUT 2CK. I 
I ANY ADVERTISING CAMPAIGN OVER 2CK IS A GOOD I 

INVESTMENT. . I 
I- - - - - - - - - - - - - - - - - - - - - - " l 

COALFIELDS BROADCASTING 
CO. PTY. LIMITED 

VINCENT STREET, CESSNOCK 
Sy dney Rep. : John Hamilton, 16 Y oung Street. Phone BW7551 
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ANNUAL GENERAL MEETING OF RADIO RECORDING AND 
PRODUCTION ASSOCIATION OF AUSTRALIA 

The Annual General Meeting of the 
Radio Recording and Production As
sociation was held this month with 
Mr. George Edwards as Chairman. 
The Audited Balance Sheet and Ac
counts were adopted by the meeting 
and satisfaction was expressed by 
various members with the general pro
gress and the financial standing of 
the Association. 

Many matters of interest were dis
cussed including proposals received 
concerning the payment of sound ef
fects operators. Members criticised 
proposals as being impracticable, un
sound and incomplete. 

Mr. Doug. Michelmore (Secretary) 
stated that the issue on sound effects 
was prima facie unimportant as, so 
far as he knew, both employees and 
employers were quite contented with 
the present state of affairs. No mem
ber of R.R.P.A. employed persons for 
sound effects only and the casual 
rates proposed were excessive. How
ever, at present actors frequently at
tended to the sound effects involved 
and the proposals made were a lever 

to implement possible claims for ex
tra remuneration from actors per
forming such duties. Arbitration 
matters in the industry were becoming 
unnecessarily complex. 

Miss Morga~ (Artransa) pointed 
out that claims by actors for excessive 
rates detrimentally affected the chan
ces of inexperienced players including 
ex-servicemen and women. 

A letter received from Actors 
Equity concerning a common close
down period at Christmas so that 
employees could take an annual holi
day received general approval. It 
was pointed out that numerous prac
tical difficulties arose but that R.R. 
P.A. would discuss these with other 
employer groups with the view of im
plementing the proposal if practic-
able. 

Members elected to the Executive 
Committee for year ended June 30, 
1947 comprised Mr. George Edwards, 
Mr. D. M. Fegan (Australian Record 
Co.), Mr. Geo. Matthews (B.A.P.) , 
Miss J,oy Morgan (Artransa), Miss G. 
Gibson (Grace Gibson Productions). 

The Best Results are Assured by 

!.~~ s.!~?~~~E~o~ 57 ~~~!!.~ . \ \ 
now available to inoducers. 
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0 p Direetion: H. A. MARSHALL, M.l.R.E. 

Film House, 251A Pitt Street, Sydney 

·Have Your R ecordings Processed by 

W&G RECORD PROCESSING 

NEW MATERIAL FOR 
CRYSTAL PICK-UPS 

users of crystal electro-mechanical 
devices such as gramophone pick-ups 
headphones and "tweeter" loudspeak: 
ers, may shortly be hearing of a new 
type of crystal element which appear 
to offer certain advantages over the 
Rochelle salt now widely used. 

The new material is ammoniurn 
dihydrogen phosphate (abbreviat€d 
"ADP") and although its piezo-elec
tric properties have been known for 
some time it required the impetus of 
the recent war to bring about its prac
tical application. 

Considerable work was carried out 
on this material by the Bell Systern 
Laboratories during the war years 
and according to a recent report fro~ 
that source, "ADP" crystals have a 
larger electro-magnetic coupling effi
ciency than any other available non
ferro-electric crystal. Added to this, 
the new material contains no water 
of crystallization, and hence wm not 
dehydrate. Furthermore, it is stable 
at temperatures as high as 100 deg. c., 
as compared with Rochelle salt, which 
disintegrates at 55 deg. C. While this 
particular property is not important 
under normal conditions of usage, it 
can make a considerable difference in 
some industrial applications and in 
equipment to meet service specifica
tions. 

TRANSCRIPTIONS PLACED 

in 

South Africa 
Mosa1mbique 
Rhodesia 

• Forward Publicity Material 
by Air 

• Audition Discs Needed 

CORTEZ RADIO PROGRAMMES 

co. 

P.O. BOX 3080 
JOHANNESBURG 
SOUTH AFRICA 

PTY. LTD. 

-

-
W & G SERVICE AND AIR FREIGHT I 85 a'Beckett Street, Melbourne l HIGHEST QUALIT Y 

~-: .. Your Enquiries Will Be Appreciated _ 

will overcome the distance betw~en us. Victoria 
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New Recording Set in Melbourne 
Burlington Productions Pty. Ltd. is 

he Jatest recording and transcription 
1et-UP to be established in Melbourne. 
It is under the managing director-
hiP of Gordon Saville, ex-A.I.F. 

lieutenant, at Chapel Street, Prahran. 

A WIRE RECORDER SERVICE 
Mr. Alex Marshall, director of The 

Recording Centre, Sydney, announced 
iast week the acquisition of one of 
the latest model G. E. Model 51 wire 
recorders. This has already been 
pressed into service in an unusual way 
which is proving very s_atisfactory, i.e. 
when a master disc is being cut with 
a transcription or other item a simul
taneous wire record is made of the 
material so that it can be played 
back to the producer and thus save 
wear on the acetate cut before it goes 
out for processing. Another service is 
the provision of the recorder with 
operator for producers who may wish 
to get sound effects or other material 
not readily available in the studio but 
which may be required for a produc
tion made in the studio. 

Stanford Allan , newspaper a n d radio rep
esentative of Melbourn e, after a visit to 

·11e )lor th of Australia, has now gone West 
-that is, t o Per t h a nd K a lgoorlie. He ex
,,. cts to be awa y a bou t a fort n ight. Stan 
'~' recently formed his firm into a Pty. 
Ltd. Co. 

ARP 
• . What do those 
letters mean to you? If 
you are a buyer of radio 
time, they mean the 
cream of radio entertain
ment. 

• If you are a station 
manager, they mean in
creased listener interest 
and appeal. 

Obtain full details of all cur

rent productions from 

AUSTRALAS,IAN 
RADIO PRODUCTIONS 

294 Smith Street, 
COLL I NGWOOD, VIC. 

JA6255. T elegrams "Fanfare" 

• FREDERIC !. L. BARNES 
42 P itt Street, S y dn ey. 

8&315-86316 

WANTED: 
PROBLEMS 

Perhaps we had better explain, before you get the im
pression that we are just big-hearted benefactors looking 
for a chance to bring some sweetness and light into your 
life, that we are looking for particular kinds of problems, 
such as 

Problems of finding radio programmes. 

Problems of producing radio programmes. 

Problems of recording radio programmes. 

That kind of problem is right in the line of duty for 
us. It is our ,stock-in -trade, bread-and-butter, week in and 
week out, run-of-the-mill mission in life. 

Naturally, we can bring to bear upon an assignment in 
this field a considerable amount of experience. To which 
we might add, modestly, that whether you want straight 
recording or recording "plus"- with script writers, pro
ducers, actors, panel operators, etcetera, etcetera, working 
like beavers-we're ready, able and willing. To which we 
might add, perhaps less modestly, that the lion's share of 
the biggest commercial radio programmes in Australia are 
recorded by A.R.C. You will find us very helpful people. 

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

AUSTRALIAN RECORD COMPANY . PTY. LTD. 
Offices and Studio: 29 Bligh St r eet. FactOry: 2-8 H arr ington 

Street, Sydney . Phones, BW6953, B5139 arid (Factory) B5213 
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Prominent • 
Ill Broadcasting 

Science Congress Discussions 

Broadcasting-mainly from a social 
impact aspect - was the subject of 
several discussions and papers pre
sented at the Science Congress at 
Adelaide. 

parliamentary proceedings might 
seem merely a minor innovation, but 
he believed it would have a profound 
effect upon the nature of parliamen
tary government ip that it would re
sult in a closer and different kind of 
orientation between Parliament and 
the people. 

Dr. T. P. Fry, lecturer in Law, Uni
versity of Queensland, in a paper on 
Australian contributions to the evolu- · 
tion of parliamentary government, 
said that to some the broadcasting of 

By arramgement with the PMG's 
Department and the Department of 

MONEY IS INVESTED NOT SPENT WHEN YOU 
PURCHASE "RADIONIC" EQUIPMENT 

Whether it be spares or complete equipment 
contact 

RADIONIC PRODUCTS 
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MEADOWBANK (SYDNEY) N.S.W. 'PHONE RYDE 243 

For a// Equipment and Replacement Parts 

Contact 

HOM EC RAFTS PTY. LTD. 
THE. RADIO SPECIALISTS 

To the Broadcasting and Allied Industries

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, 
Melbourne, 139 Moorabool Street, Geelong, 307 Sturt Street, Ballarat ; 100 Clarence 
Street, SYDNEY, 26 Hunter Street, Newcastle; 247 Adelaide Street, BRISBANE, 
140 Adelaide Street, Brisbane, Toowoomba , Ipswich, Dalby and Rockhampton, 
Qld.; 161 Pirie Street, ADELAIDE; Hoba rt, Launceston and Burnie, TASMANIA. 
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the Army, recording and other ap . 
paratus was demonstrated throughout 
the Congress, members being able to 
hear recordings which were made of 
their speeches. 

Although not dealing specifically 
with broadcasting or electronics, Mr 
A. G. Warner, M.L.C. (Vic.) of Elec~ 
tronic Industries, Melbourne, included 
a brief reference to the incidence of 
FM and television in his paper on Re
cent Advances in Manufacturing Effi
ciency. After explaining the differ
ence between AM and FM, Mr. Warner 
pointed out that FM transmissions 
would be limited in range to under 50 
miles, but had the advantage that 
man-made and natural static would 
be reduced. He also pointed out that 
another advantage of the FM system 
is that it "would open up a number of 
bands for more broadcasting stations 
and if this is politically desirable, it 
will no doubt be carried out." He then 
added: "To the average listener, how
ever, the increased efficiency in results 
will be barely discernible, and not 
worth the additional cost per re
ceiver." 

Discussing television, Mr. Warner 
pointed out that it had been techni
cally possible since 1928, and recent 
developments made color. transmission 
readily attainable. After a brief dis
course on transmission standards, Mr. 
Warner then said: "The real issue 
.from a public viewpoint is-can Aus
tralia afford television? The trans
mitting stations are very expensive to 
erect, the programs will be very ex
pensive to produce ... . The receiver 
portion of television equipment is also 
going to be very expensive . .. and it 
is . unlikely that any television re· 
ceivers will be sold in Australia under 
£75 each." 

BROADCASTING STATE 

PARLIAMENT? 

In the N.S.W. State Parliament las: 
week, when newspaper reports of Par· 
liamen t were under fire from member> 
of the Government, the Premier, Mr 
McKell, said he would give considera· 
tion to a suggestion made bY one 
member that arrangements be madi 
to broadcast the proceedings of stat 
Parliament. 

N.S.W. REGISTERED FIRMS 

ASSOCIATED PRODUCERS, 18 ll1"f1 

·Place, Sydney, produ cers of radio progrnt · 
Com. 8/7/46 . . P ropr.: James .To,·re. 

:.-----
ADVERTISING AGENCIES 

---, J)irectors of The P aton Advertising 
·'·~e p t,-. L td., a nnounce that they have 

1• ted ·Edward R oss W 'ebster as man-
1··11" f the radio department of their Mel -
• ~ office. Mr. Ross Webster has re

.'.'.:'~ from the. CoJg·at~-Palmolive. Hadio 
· to a ccept this pos1t10n, and will take 

1 ~., new duties on September 9. B ack 
,/33, ::VJr. vYebster parted from his legal 

:•!es to join the announcing staff of the 
KC in Sydney, lat er being t r ansferred t o 

, ,; Brisbane. He then moved over t o 
.:l' and later went on to 4BK-AK a s 
. tdio and product ion manager. 
In Jn37, Mr. Webster returned to Sydney , 
tere he joined J. W alter Thomp son 
~tnCY as radio manager. handling s uch 
.·ounts as Lever Bros.. Kraft-Walk er 

·• .. ese, P ond's, Taubman ' s , Kellogg's, Hor-
k's and Wrigley' s. Enlisting in ln40, Mr. 

\",•bster was commis ioned in 1941, a nd 
., nt four years in Ma.laya and T hailand 
th the Eig·hth Divisio1i. Discharged this 

. ::tr, after five and a h a lf years ' service, 
.. joined the George Patterson .Colgate

" lmolive Radio Unit as a producer. His 
. -ignation, effective August 30, relea s<'s 
tm to ret urn to his olcl love, the service 
<· ncy field . 

* * 
Xewcomers to the staff of Edmonds Arl-

• rtising Service, B risbane, are two So u th 
. rners who h ave found a place for them-

h·es in the Queensland sun. They are 
r.,hn Gildart, from M elbourne, as Service 
I tnager, and Keith Howland, from S ydney, 
. the Art Department. 

* * * 
\lax Reddy is leavin·g John Clemenger 
<h·ertising at the conclusion of the foot-
111 season for a spell on t h e vaudevllle 
·~ge at t he Tivoli, P erth . He anticip a t es 

, tng the_re about six m onths, but hopes to 
· back m Melbourn e for t h e n ext foot ball 
·--son. 

* * * 
It Is ~ood to see Jack Clemenger back 

the Job again at h is advertising ser
•e. He was looking ver y fit after h is 
»ration and sojourn in hospital. 

* * ··•:v. member of the s taff of O'Brien 
bhr1ty, Melbour ne, cop ywriter .Jean F ra
~t ).facpherson, was preYiously with Geo. 

. terson·s Advertising Ser vice. P ri or t o 
1.·; she served for four year s with t h e 
:: .... A.F., attaining the rank of F ./O . be
e her demobilisa tion early in 1946. 

* * * !rs D T' hl h · · ·• 1 · · is . er . as .1omed the staff of 
ton . Advertising, Melbourne, as copy

~·e; .m t he place 0f Judy Storm, who is 
'1th Aztec P ublications . 

* * * f'on~rat I · r th" • u ations. to Mrs. Joseland, head 
· •. 1b0 ;{ secreta.nat at O'Brien Publicity, 
·atus r~e, on her r ecent promotion to t h e 

•Ud 0 b grandmother! Her colleagues all 
a b a out it, too! Granddaught er Ann 

:ten onny lass w ho w eighed 6 lbs . 13 ozs. 
Sl\e 111aq e Iler <'kbµt into the World , 

Claude J\<1oon ey A dvertising Service a r e 
n ow installed in their long awaited quar
ters in Temp le Court on the sixt h floor. 
Although not fully sorted ou t, the omces 
promise to look very up-to-the-minu t e . Pos
sibly by . way of c elebration, the Claude 
Mooney Adver t ising Service is holding . a 
Social Club d a nce for the staff a t 9 Darling 
Street on S ept ember 27. Mi.ss B. T h ompson 
1s hon. sec. and :Mr . A. Chee! hon. treas. 

* 
A buffe t dinner a nd presentation to Mr. 

L. M. Novissimo, director of L int as Pty. 
Lt d. , will be g iven by t he advertis ing f r a.
ternity in the Blue Room at Usher's Hotel 
on Wednesday, September 11, at 6.30 p.m. 
Mr. Novissimo leaves for London la ter in 
t h e month to take up a high executive 
position at the head office. A nyone desiring 
to be present should communicate with Mr. 
Claude W illm ott, Chamber of Commerce 
Bmlding, 36 Grosvenor Street, who is 
or ganising this function on behalf of all 
a dvertising int e r ests. 

* * 
Mr. V\r. T. McClella nd , who arrived back 

in Sy d ney recently after thr ee mont lrn in 
America, is f u ll of praise and grat it ude for 
the hospitality of the American people a n d 
even the trip h ome in the Marine F a lcon 
could not les:s en his :adm/.ration of the 
American p eople. "Mac" went to An1erica 
to visit the I<::nox Company (K n ox D rug in 
Australia) which account he handles out 
here. H e says they have been responsible 
for enterta.ining n1any Anstral!.an bu siness 
men visiting the U.S. "Was it a success
ful t r ip ?" vV. T . was asked on h is r etur n. 
" Su ccessful? You just ask the golfing mem
bers of the K n ox Co. (Mac won the Knox 
C'up at t h eir an n u a l outing) and my ship
mates who played poker with me on the 
way out '" he responded. Incidentally, Mac 
was the butt of many a shipboarcl joke 
on the way home, especially after he had 
drop]w rl two dollar bills overhoar d . 

* 
Our scribe of this column ~aw a hat 

str eaking down Pitt Street the other dav 
and of all the people in the w orld, w h o d~ 
you imri.gine was hiding underneath it? 
R ig·ht. R ay Walters in p ersnn. W illmotts 
agency must h ave add ed a sombrero manu
fa cturer to their long list of clients ' 

* * 
Dick R oberts, w ho was associated with 

Vincent Freeth Advertising, has now taken 
up duties as a ssistant advertisin g manager 
of S .T.C. 

-)<- * 
Owen Sands has joined Vincen t H . Freeth 

and is looking after the rreative and art 
section. 

* * 
Joe Malone, w ho conducts h is own agencv 

in Sydney, is e lated at the success of Terr\
MacBride who is touring with th<' Rugh;_. 
Union team . at pres.ent in New Zeala nd. 
Joe coachell T erry when h e first came to 
Sydney six years ago and it s eems that 
the fruits of Joe's efforts arf' n ow coming 
tn light, · 

J ohn S torr returned t o Urn announcing 
staff of 3XY a t the end of August. a f ter 
nearly five y ears in the A rmy. While in 
the Services, he was associated with Army 
Enter tainmen t. H e will be remembered in 
Victorie, a s Paul Barbour in "One Man's 
F amily". He also wrote and presented a 
number of sp.,,c ia l features, and with Gath 
N eill handled t he children' s session at 3XY. 

B ill Honey fi eld, 2UE's authority on do~, 
got a letter the oth er day adore~~ed to hi;.,; 
care the wa&" t~iler~' · ~e~sion ! 

APPPLYING RADIO TO 
EDUCATION 

Mr. J. A. Lauwerys, who has come 
to Australia representing the United 
Nations Educational, Scientific, and 
Cultural Organisation a t the Inter
national Education Conference in 
Brisbane, believes that both radio and 
films must be turned to the purposes 
of education. While some useful new 
methods of film and radio education 
had been found there was still plenty 
of room for experiment in these 
spheres. 

Politicians' Time Bookings 
are Heavy 

Politicians and aspmng politicians 
will be making more use of broad
cast ing in this election campaign than 
ever before . One Sydney station re
ported last week t ime bookings on be
half of both the Liberal Party and 
the Australian Labor Party, Max Fal
stein, P. C. Spender, W. M. Hughes and 
E. Ward ranging from 50 word an
nouncements up to one 60 minute 
booking. 

-~ . . . 

BREIF CLUB BALL 
WENTWORTH HOTEL 

BALLROOM 
THURSDAY, SEPTEMBER 26, 

9 p.m. to · 1 a.m. 
• Subscription, £1/1/-. Dress opt. 

I n aid of Sydney Legacy 
r- i r st post-war fu nct ion of the 
B roadcasting, Rad io a nd E lec
t r i ca l Industries F unctions' 

Club of Syd ney. 
Further particular s from: 

MAIN COMMITTEE: 
E. Da re . . . . BX1889 
J. R. Enemark BX2422 
O. F. M i ngay FA7054 
A . R . Allen . . L M4455 

. W . J. O ' Brien . . . . L A3688 
RA D IO SUB-COM MITTEE: G. 

K. H erring, M U 1411 ; A. P. 
Hosking, B0522; A. E. True
br igge, LM<\455 ; T. M at
t hews, BW.]'485. 

ELECTRICAL SUB-COM M:IT
TEE: J, Taylor, BW2261; E . 
Gr ay, BX2377; A. N. WMte, 
BX2377. 

BROADCASTING SU B-COM-
M I TTEE: J. R idley, BW1428 ; 
F . Levy, M6686 ; A . L . Finn, 
BW6251. 

O r the Hon. Secretary, Box 
1193, G.P.O., Sydney, or phone 

B54n7 or BX2422. 

BE THERE 
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MUSIC FOR MILLIONS 
With the idea of giving concert hall 

experience to their stars, the Colgate
Palmolive Radio Unit, 1n association 
with Euston M. Greene, entrepreneur, 
co-operated to present a series of six 
"Music for Millions" concerts from the 
Melbourne Town Hall while the Unit 
was in Melbourne. Half hour excerpts 
from these shows were included in 
two special Colgate Cavalcade half
hours on the Macquarie Network. 

After the successful season of the 
first three concerts, "Echoes of the 
Ballet," the whole of the proceeds of 
the second series, "A Journey Through 
Europe," were devoted to the Mel
bourne Legacy Club. 

The six concerts, under the direction 
of Ron Beck and Euston M. Greene, 
featured the Colgate-Palmolive Or
chestra, which was augmented by 
Melbourne musicians. Paul Schramm 
was f.eatured pianist. 

MARDEN FAREWELLED BY 
CBC (QUEENSLAND) 

The annual meeting of the Com
monwealth Broadcasting Corporation 
CQ.) Ltd., on August 22 was followed 
by a dinner at Lennon's. Directors and 
staff executives and personnel who 
attended took the opportunity of fare
welling retiring director, Mr. C. F. 
Marden. It was requested that no 
business should be discussed during 
the course of the evening, and anyone 
who "opened the hangar doors" was 
fined one shilling. Chief offenders were 
Alf Wynne (4MBl 6/-, Roly Graham 
3/-, and Tom McGregor 2/ -. Casket 
tickets were purc;:hased with the spoils, 
·and results are no doubt eagerly 
awaited by the culprits. Mr. Ted Gold 
(4GR) presented Mr. Marden with a 
sombrero for use after his retirement 
to his farm at Gundagai! 

An Australian bush scene in water 
colors and a crystal whisky decanter 

CENTRAL QUEENSLAND 
This rich rural market with a loyal audience 
of 30,000 listeners, gives sponsors their oppor
tunity to use the radio station with the huge 
coverage. 

4LG ~ENTBAL qUEENSLAND 
Owned and Operated by LONGREACH PRINTING CO. LTD., 

LONG REACH 

Representatives : 
Sydney: FRED THOMPSON, 82085 
Melbourne: STANFORD ALLAN, Central 4705 

• • • Showmanship 
Salesmanship 

• PLUS 

• • • 

With all 3XY programmes, the combin
ation of these two factors adds up to 
the cheerful ringing of the sponsor's 
cash register. If it's results you want 
. . . try sending your sales message 
through . . 

163 Spring Street, Melbourne. Sydney Rep.: Mr. Rick Barnes 
42 Pitt St. Phone: 86315 Central 6612 

iB Oommereial Brottdoasting, Septemoer 5, 1946 . 

and tumblers were presented to ~ 
c. F. Marden by executives of 4 1 

and country station mana~ers of ~ 
C.B.C. at a recent gathermg in th 
office of Mr. R. Graham, sales Illa 
ager of 4BC. Speeches were macte ~
the various members to express r 
gret at Mr. Marden's retirement. ~; 
Marden suitably responded, anct e~. 
pressed his appreciation of the 

t de. 
lightful gifts presen ed to him. 

- -----
Jacklin on U.S. Radio Develop. 

ment- (Continued from page 7) 

the show went on the air. This greate 
use of the microphone resulted in th 
establishment of a more intimal€ as. 
sociation be.tween artists and audiencr 

Outstanding Artists 

Asked for a list of those artist; 
whom he considered outstanding in 
the various spheres of radio, Mr. Jack. 
lin named : 

Comedy: Jack Benny or Red Ske!. 
ton. 

Audience-participation : Ralph Ed
wards in "Truth or Consequences," or 
Art Linkletter in "People are Funny 

Commentary: Walter Winchell and 
Orson Welles. 

One thing that rather amazed him. 
said Mr. Jacklin, was that ' the name: 
that were popular 10 years ago, were 
still rating high Hooper Ratings, and 
there were no new names. 

Independent Radio Stations 

Away from the big centres such as 
New York, Los Ang(!les or Chicago, in
dependent radio stations not attached 
to any of the major networks were 
obliged to adopt more the role of 
newspapers. To compete with the net
works, they had to make themselves 
an integral part of the communal life 
and play a more active role in the 
everyday happenings in their particu
lar locality. As well as providing en
tertainment, tqey were the champions 
of causes. An instance of their activi
ties was the recent co-ordination of 
all radio stations over a stricken polio 
area; when Health Authorities ordered 
children to be confined within the 
home, each radio station put on an 
hour children's show. As one station 
finished it's hour show, another came 
on the air with another children's 
hour. 

Summing up, Mr. Jackiin said that 
while radio in Australia had a Jot to 
learn from the U.S. in productio11. 
presentation and mechanical methods. 
there were many aspects that if ap
plied here would be incongruowi l\nd 
undesirable. · 

OoW Surveys Show up Huge "Radio 
Circulation" 

(Continued from page 9) 

It will be seen that the above 
res by and large, may be likened 

fig~he' numbers and types of people 
~hO read the various pages or sections 
f a newspaper, and this, of course, 

~- a great advance on any informa,.tion 
which can be supplied by newspaper:.o. 

··The third step is the ordinary A. 
A.B All Stations Report, which gives 
·he· size of the audience listening to 
'tations at specific times and to 
programs. This is equivalent to 
fi"ures of the actual number of 

"We also have made an estimate of 
the number of Radio Homes outside 
the 25 mile area which listen regularly 
to Sydney Stations at least once a 
week, and we estimate that these 
homes represent approximately an
other 50,000 homes." 

Mr. Anderson pointed out that the 
same projection shown in above 
figures based on BMB (American) 
method and disregarding P .M.G. lis
teners' licence figures would read like 
this compared with those on page 9 :-

that the actual number of homes 
they serve reaches a total of some 
450,000 homes. · 

"Now these are big figures", Mr~n
derson declared, "and would represent 
a selling story worth many times the 
cost of gathering the information , 
for, if it is found that the average city 
station does in fact reach some 450,000 
radio homes, the circulations and po
tential audience figures referred to 
above would all be increased by over 
30%, and would give a measure of 
coverage based on actual facts and 
not theoretical technical definitions." 

"I have used Sydney as an illustra-

;ople who read any individual ad
;,ertisement in a. ne:vspape.r-and this 
15 something which is possibly beyond 
the scope of any newspaper at the pre
sent time," Mr. Anderson went on. 

Sydney-MONDAY 6 a.m. to 12 noon. 

"The figures shown above relate 
only to the number of homes which 
have one or more licensed radio re
ceiving sets within 25 miles of the 
G.P.0 ., Sydney, Le. approximately 
332,000 Radio Homes. 

"We have just completed a special 
investigation and analysis of infor
mation we have obtained over the last 
18 months, with the result that we 
e timate that within 25 miles of the 
G.P.0., Sydney, there are some 70,000 
homes in which the radio receiving 
,ets are not licensed. These investi
gations lead us to believe that there 
are some 400,000 homes with radio 
receiving sets within 25 miles of the 
G.P.O., Sydney. 

OLDFIELD FOR MACQUARIE'S 
TEST CRICKET BROADCASTS 
W. A. (Bert) Oldfield, ex-interna

tional cricketer, has signed with Mac
quarie Network for the forthcoming 
cricket tests with the visiting English 
eleven. Mr. Oldfield will handle ball
to-ball descriptions of all interstate 
matches, as well as the Tests. 

This announcement was made last 
week by Mr. H. G. Horner, General 
Manager for Macquarie, who added 
that Bert Oldfield would head a team 
of competent commentators. 

For the South Australian matches, 
Mr. Oldfield will be assisted by Tim 
Wall, the celebrated international, 
Whilst in Sydney he will have the as-
istance of L. V. "Bob" Hynes, the 

N.s.w. and Gordon bowler, who last 
~ason made quite a reputation for 

himself as cricket and football com
mentator for 2GB. Negotiations are 
Under way for the signing of promin
ent Personalities for the Melbourne 
anct Br\sbane match~s, . .. . . -

Stat ion A B c D E F G H 
'000 '000 '000 ' 00-0 '000 '000 '000 '000 

Upper C lass 1 8 8 5 9 45 20 42 
Middle C la ss· 11 22 18 27 54 91 93 131 
Industr ia l, etc. 14 4 19 45 80 65 149 131 
TOTAL 26 34 45 77 143 20 1 262 304 

Sydney-SUNDAY AFTERNOON 

Upper C lass 1 1 1 
Middle C lass 8 4 4 
Industr ial , etc. 19 1 5 
TOTAL .. 28 6 10 

"Thus," he claimed, "in respect of 
Commercial Broadcasting Stations in 
Sydney now selling on a coverage rep
resenting 332,000 radio homes, they 
would, by using the American meth
ods, probably be able to determine 
with a very close degree of accuracy, 

JUAN IN AFRICA 
Juan Cortez, who was well known 

in broadcasting in Australia (he was 
chief of Macquarie script dept. up to 
about the t ime he left Australia some 
months ago) has settled down in 
Johannesburg, having started work for 
the SABO in May last, and now has 
four shows a week on that service. 

Juan wrote one of his usual breezy 
letters to "C.B.'s" Editor dated Aug
ust 18, in which he packed quite a lot 
of information of interest to Austra
lian broadcasting. He says mystery 
plays of the "blood and thunder" type 
are what the public like ; standard of 
broadcasting is hard to judge as it is 
all, so far, non-commercial, few time 
signals, it's an ABC technique without 
the commercial station opposition; 
symphony orchestras at the SABO are 
good; Edgar Cree, from London, has 
just joined up as a new conductor for 
the service, while three new announc
ers have just joined from the BBC; 
Marjorie Gordon is staying with her 
people in Jo. Instead of doing a 15 

. minute disc:: in 60 uiinut~s as in Aus-

1 3 5 1 4 . . 
5 26 8 8 14 
5 57 9 23 18 

11 86 22 32 36 

tion, but it is quite possible that simil
ar figures would be obtained from 
other cit ies and that some quite amaz
ing figures would be obtained for 
many country stations in Australia." 

tralia, you can call the cast for as 
many rehearsals as the producer 
thinks fit; few of the artists are pro
fessionals-work at their jobs in the 
day and do radio at night; commer
cial broadcasting by the SABO is to 
start next year-possibly about June ; 
the Government meantime is to hold 
a commission of inquiry into the 
whole activities of the SABO. 

SERVICE APPRECIATED 
S lation 2GN Gonlb urn has r ecei ved an 

apprec:iative letter from t he Goulburn 
branch of the Country vVomen' s Association 
which has h ad the use of a weekly s ession 
for dissemina ting the idea ls and 1winciple~ 
of that organisation. 

The letter from the secretary, Mr s. W. E. 
Llewellyn, stated that this s ervice by 2GN 
was g reatly appreciated by a ll members 
and by t hos·e of neighboring br anches who 
look forward to the session w eek by week. 

I n " W omen's A ctivities ," a regular fea 
ture of 2GN's women's s ess ion , broadca s t 
from 11.45 a .m . t o· 12 n oon, da ily simila r 
facilities a re extended to Red Gross, R.S .S. 
& A.LL.A. Women 's A ux ilia r y, Goulburn 
D istrict Hospital Auxiliary, Legacy Club , 
P a r ents a n d Citizens' AEsociation; D ay Nur
ser y for Boy s , St. Saviours Childr en's Home, 
S t. John of God H ospital A ux iliary, Church 
Aids and Girl Guides Movement. 



"AUSTRALIA'S AMATEUR 
HOU R'S" NEW BOOKING 

MANAGER 

New booking manager for "Austra
lia's Amateur Hour" is John Tuttell. 
Located in Sydney, he co-ordinates 
the work of the booking offices there 
and in Melbourne, Adelaide and Bris
bane. 

The value of professional engage
ments secured by "Australia's Arna-

Mr. John Tuttle 

teur Hour" for artists who have ap
peared on the program already adds 
up to nearly £50,000. The Hour's 
booking agencies are in contact with 
every musical and theatrical enter
prise, and through detailed files can 
supply any type of artist, from bari
tone to brass bands. The service is 
entirely free. 

Mr. Tuttell first became associated 
with broadcasting in 1924. He is par
ticularly well-known in Brisbane, 
where he worked for many years. 

COMMUNITY RECEIVES BIG 
AIM OF INDIAN 
GOVERNMENT 

Mr. C. W. Goyder, chief engineer of 
All India Radio, the broadcasting 
organisation of British India, who has 
been visiting Australia for several 
weeks, left Sydney recently bound for 
London leisurely via America and 
Canada. 

Mr. Goyder went to India in 1936 
to develop the broadcasting system 
in British India which is run by the 
Government of India. The system 
now operates nine centres, Delhi, 
Bombay, Calcutta, Madras being the 
four main centres, with both medium 
wave and shortwave transmitters. 
The medium wave stations operate 
on 5 to 10 kw. The shortwave stations 
service areas up to 500 miles. The other 
medium wave stations are at Lahore, 
Lucknow, Trichinopoly, Dacca and 
Peshawar. 

Highlights from an interview 
which Mr. Goyder gave "C.B." re
vealed that ALL India Radio had to 
provide programs in nine different 
languages, and also has to deal with 
four major types of Indian national 
music for the four main divisions of 
the country. 

It is estimated there are 750,000 
villages in India which the Govern
ment of India hopes eventually to 
provide with community listening 
sets. Already several thousand vil
lages have been equipped by their re
spective provincial governments with 

* CONTINUOUS PROGRAMMES * EFFECTIVE COVERAGE 

A 

* LISTENER RESPONSE * AUDIENCE APPEAL 

are strong reasons why sponsors 
select 

4BU 
BUNDABERG 

UN IT 

as their sales medium to Central 
Coastal Queensland 

QF THE MACQUARIE NE TWOR K 
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community receiving sets, au Of 
which are, of course, battery oper. 
ated. Maintenance of these sets in 
itself is a terrific problem. 

Network broadcasting as we know 
it in Australia is unknown in India 
mainly because of the language dif: 
ferences in various zones of India 
and also because of the sharp con: 
trasts in the mus~cal tastes - and 
even understanding~. - between the 
four main areas. News is one of the 
few items of programming which is 
relayed right throu'gh the stations 
This all originates in Delhi, and i~ 
relayed in the nine main languages 
of India. 

"Buying Radio Time" 
The sixth and final lecture in the 

present series arranged by the 21 Club 
of Australia, on the operations of 
commercial radio, will be given at 2GZ 
studios on September 16, at 8 p.m., by 
Mr. Tom Carruthers, director of J. 
Walter Thompson (Aust.) Ptv. Ltd., his 
subject being " Buying Radio Time". 
This lecture should prove of outstand
.ing interest and a record roll up of 
men and women in the advertising 
and broadcasting fields is anticipated. 

STANFORI) 
Al.I.AN 

Newspaper and Radio 
Advertising Representative 
Specializing in Inter-State 

Provinciaf Media. 

NEWSPAPER 
HOUSE 

247 Collins St.. Melb .. C.l 
Tel .. Cent 4705. · T'qram> . .. Stanallan .. Melbourn• 

ITEMS 

\'jetoria 
i;ell assistant to Stanfor d Allan, is 

fh' vei'.v happy these days. T he reason'! 
~~na~ of ~ son on August 15- named Peter 

AIT1. ·cl congratulations, Bex, and all the 
R ' 11•1;0 ·Mrs. Bell a nd the new arrival. 

.~~·;ft)· and Over, " broadcast . f.rom 3UZ. on 
. , nights at 7.38 p .m., is n ow bemg 

" nd·'~ to 3YB Warr nam bool, effective from 
r ';' :t JS. This is the first country relay 

, ~.~iftY and Over ," sponsored by Maples, 
i!o-;e .~ccour~t. is handled hy John Clen1-

·.-r Ad,·ert1srng. 

Tht' popularity of Rosella's Scouts' Ses
from Junior 3A W was seen from the 

,~ hnuse that the 3A vV Radio Theatre had 
r .· ::;~pt . 4, when Scou ts from all the met

, litan troops ·were present for a camp-
1 'rail,. in the stud:o. Community s ing·-

,. sc~ut and Cu b calls. and individu al 
•• ~·11, ])y Scouts went 0~1 Urn a ir at 5.30 

11 , Tilt' Depu.ty Co~m1ss1oner .of Sco~ts 
. , , ga ye an address in the se~s1on " ' l11ch 
1, hccome the Scouts' mouthpiece for p u b

... jng- numerous troop events each 'veek . 

,, . ~!mTa)· Clyne, popular manager of 
L c \·ntral Gipps land, con11ne1H'.ed hi :-: an

ial lea ,.e on August 19. A keen Hotar ian, 
i·:na)· :<pent his first week at a n otary 

t , , cntion at L orne, Victoria. 

Lt~ \\rilldnson, rnanager 3SR, resu111ed 
tY at the Argus Network station on A u g 

_,· 5, after coverin g the hest part of Vie
t ria. He first p ut in a week at the old 

.. 111e tuwn of Vilentworth , N.S.\V., j ust over 
t , border , then across the other s ide of 

tori:i at Geelong for a week, topping off 
·h a weer< in Melbourne. 

u11e of 3DB-LK's most popular pre-war 
'· atures, "The Pictorial of the Air," h as 
. · n reYind as a sustaining feature after 

auRence of fi \"e years on Monday, T u es-
d • \\"ednesday a nd Fridays at 3 p.m .. 

1th ~raurice Callard in his or iginal r ole 
' "1'he Photographer. " Originally heard 

(1 °m1 I il35 until Maurice Callarcl enlisted in 
t w A.I.F. during the war years, "Tile P ie 

'"<! of the A ir" projects word pictu res 
'· r thf· i1nag·ination of listeners. A rang·e 

f ort·r 4,000· d ifferent items were cover ed 
1 the previous series. 

"" August 17. 01c e of t he <:oldest, wettest 
«tnrd<t)· mornings this winter, 3KZ had (no 

t1,,ulile at all tu 3KZ) to fill to over flowing 
I· ll11.11r11e's Ax~e1nbly l-Iall. Occasion " ' c:t8 
I 1 n·~ular monthlv :iKZ Peter's Pals Par tv. 
11 kifl<.lit-•s, some· a ccon1paniec1 b:v pa.rent"~ . 
1 u~-etl the rieh feaBt o f entertain1n e u t 
1ovidtd. l\.l r. Chrif.:tenst:n , of P eter'i-:;, pre
hl•'<l the " Healin g" c,·cle of the 111onth 

t thp luck~· prizewiJ1ner. ·and each c hilcl 
r •'t.'h·Nl a free P~ter's ice c r ean1. 

South Australia 

\rlelaide Speak~", . bast'd on An1erica's 
"n ;\leeting of the Air, w hich has been 
·'~"_ast in S.A. for more that two years 
"''A. had its init ial a ir ing, Monday 

-ust 26, When t h e topic chosen for dis-
-~'.'1n .""" "Should Rocket- B omb 'J'eH~ 

cl 111 Snuth Australia '?" Speakers for 
:U ; ~flirmative were Mr. Ernest An thon ey, 
1' .-· ., and !\fr. Don agh M cDonag·h, B.A. 

'1"; · 1negative case was present ed b y Dr. 
·•r es Duguid M A d " L M \'ril("ht • ' . ., an lhr. . .. 

r b · LLB. Moderator for this series 
roadcasts is 5KA's Bill Davies. Oth er 

'ects for discussion in the near fu ture 

From our Stat} Correspondents 

are "Tile Heferendum~Yes or No'?", "Are 
we becoming more immoral ?" a .nd " Ar e the 
the miners responsible for the coa l short 
age?" Sponsors of this program ever y Mon
day 8.30 to 9.30 p .m. are Saint's furnishers. 

Clifford Arnold , talent scout for Australia's 
Amate.ur Hour, has begun audit ions for the 
Adelaide broadcasts in October. T his t im e 
he plans to go into the country in search 
of talent and one of the program s will be 
broadcast from Port P irie, October 10. This 
is an innovation in this State. 

P eoples Stores "Community Sing" 
proved so s uccessful over m any m onth s 
that t he Friday broadcasts, 12.30 to 2 p.m., 
from 5KA were extended to incorporate 
further b r oadcasts on Tuesdays , 8 to 8.30, 
and 9 to 9.30 p .m. These Tuesda y evening 
broadcasts have n ow been re -a rranged and 
Community Sing is heard as a complete 
hour, 7 .30 l o 8.30. Super-Elliot's popu lar 
" Voices at t he Organ" session, f eaturing· 
Mary H eppenstall and Ans bert Campbell 
with Holland May at the organ , remains at 
the nor mal time, 8.30 to 9. 

Third series of " Bright H orizons" is being 
J)ruadcast from 5KA w ·ednesdays 'i .30 to S 
p.111. on behalf of Premier Paint a ncl Varnish 
Co. 

Adelaide :VIi lk Supply Co- opera.ti "" Co. 
Ltd. is now broadeasting· fro m 5K A the 
A.\V.A . produ c tion " Post Property ." 

All daytime programs have had t o be 
scrapped because of power r eR! r ictions a n d 
"Crossroads of L ife,'' sponsored by P ersil , 
is now he&rd from :>AD vVednesdai-.s , 'I'hurs
days and Frida ys, 6 t o 6.15 p.111. a n d Satu r
days 7.30 t o 3 p.m. 

A new program to be adclecl to t he e ver
increasing nun1ber of live-artist shO"ws fron1 
5KA is "Camp -Fire Concert" which will be 
presen tE,d , a s soon as the coal position 
per mits, Frid a ys at 9.30 p .rn. 'I'he session 
will feature 5KA's Arthur Ma:ior (string 
bass), Dick Pipe1' (Spanish guitar) . Samuel 
Aqu ilina (pia no a ccordion). Spon sorship h as 
been taken by H orne Service S tores. 

Queensland 
Pre-war spo nsors of Dr. Goddard' s " DaiJv 

Darurneter" on 4BC-SB, 'l'he OK Hubbe.r 
Co., B a rry Parade, Brisbane, h a ve now pur
c:haf.\ed " T h e Book of T in1e," in add i tion to 
their six w ee k ly sessionettes in tlw. 4BC- SB 
breakfast club prngram . A fort h right d is
c u ssion on e urrent interna ti on a l affair s , 
" rr11e Book of ~ri1ne '' i~ pre:-;ented by Dr. 
Vv. G. Goddard every Sunday night a t 6 
p.111. f or hal f an hour . rrhe aecount is 
handled by l'\ational Advertising-. 

Contracts for the ioint Li beral Counln· 
Party on all rnetropoii tan ancl coun Uv sta·~ 
tions are being placed h y Rdm on cls Adver 
tising Se r vice. One n1in'ute a nnouncen1ent:;; 
a nd five n1inute sessions are being used 
for lhis campaign. 

Olive Beha n Millinery College, Hibernian 
Building, A d e laide Street, B ris bane, have 
made their first venture in to ra dio with 50 
word spot announcements in the women 's 
session s on 41.'0 Townsville M.onclay to Fri 
day. If succe.ssful, th is w ill b e ex t ended to 
other count r y stations. The a r rangement s 
are being handled hy Campbell Ad vertising. 

"Band of the Wee k " is t he t itle of the 
S.T.C. program or1 4BK/ AK Sundays at 10 
a .m., featuring w0rld famous popular dance 
bands. Contract was placed b y J . IV. John
son Advertis ing for. twelve months. 

M AL VERCO AND G I N GER 

M a l Verco and Gi n g er, w h o achieved the ir 
in it ia l s uccess in South A ustr al ia in the 
the t im e of Gor don M arsh's managersh ip of 
5DN i n a five-nights - a -week b roadcast on 
behalf of " Supreem," have ret urned t~ S . A . 
under exc lusive con t ract to SK A and w il l 
be heard in broadcasts fro m t hat st at i on 
at an early date . 

B ig Brisbane department s tore, Allan and 
Sta rks, a re reported to he on t he verge of 
lau nching on e of the b iggest daytime r a dio 
buys ever contracted in B ei.sbane on a one 
station channel, with 4BC the med ium. 

One of t he 1110:-:t succes sful functions eYPr 

cond ucted in Brislmne waH the F ifth Fed
eral Convention of the Master Hair d ressers' 
A ssociation, which lasted a week , covering 
functions on every day a nd which ·was at
tend ed by leading hairdressers from an o ver 
the Commonwealth. Broad cas ting played a 
b ig- part i n putting this sho\v over, as it 
wa~ back ed b y many of the leading h a ir
dres~ers w ith radio a dvertis ing a nd giYen 
Yery adeq uate support by station 4BH. 
P ortion of the big show in the City H all on 
the \Vednesday a f t ernoon was b roadcast by 
that s tation , compered by D ulcie Scott and 
il,c!uding well-known rad io artists Russell 
Callow a nd Norma Knight. H airdressers 
whose sp ecial advertising helped to boost 
the show included Emile Sa lon, Pavita Sa.
Ion , G . & I. Gleeson Salon , Rosa lmond 
Sa lon, Howard L e Roy Salon. P er e Miller 
Salon, J oe H ewitt and R uffin Sa lon, M el
bou rne. T h e whole p ublicity p r ogram, in
cluding in terstate w r ite-ups , p r ogram pro
duction and special radio, was prepared a nd 
handled by L ittleton Harvey-Simmins 
Agency. 

S iI11ps un Bros. Pty. Ltd. , flour n1anu
fac turers, are using 25 v..rorrl ~eatte r a11-
11ouncem en ts on 4BU B undaberg for t he 
n ext thr ee monlhs advise R. S . May nard 
Adve r t ising. 

'r'he A i a x Puhlishi11g C o ., t :reek S l r E'et, 
Brisbane, 'vho h ave hi therto u sed preferred 
positions in the presH on ly, have contrac t ed 
throug·h Campbell Adw n·tising: for a quarter 
hour w e ekly 011 4BK/ AK for the nex t 12 
months. 'l'he new f eatur e " Into the Un
k nown" d eals with exploration a nd a d ven 
t ure, Friday nights at 6.30. T he A.iax Puh 
lishing Co. a r e r espon sible for s u ch publi
cations a s W ebster's 'l'wentieth Centu,ry 
Diction ary. Automobile Engineer ing, Build
ing Est im ating & Cont!raclting L ibraries, 
New Stan dard of Cyclopaedia. e tc. , and the 
ra,dio is being used mainly to a ugment ·their 
extensive pr ess advertis in g . 

Mr. H . Sampford, manage r nf ("handler s 
Broadcas ting Services in Sydn ey. has been 
qn an ex t ensive tour embrac in g 4BH Bris
lian e , 4GY Qympie a.nd 2MW M urwillumbah. 
At each of. the stat ions he h as conferr ed 
with tile managem e n t, delv ed into "hack
stage" procedure and met the v arious radio 
IJersonalities, 'vith the. wise n1an's idea of 
becoming con versant with that little extra 
knowledge that enables 100% e.ffic iency. 
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BROADCASTING BUSINESS 

3DB-LK MELBOURNE 
Paterson's (Paton), 13 x 15 minutes 7.15 

p.m. Sundays, "20th Century Hits in 
Chorus. '' 

Motorite ·Equipments (Paton), 52 x 
minutes 12.25 p.m. W'edn e s days. 

Ke-Peg (J.W.T.), 39 x 1 mins., breakfast. 
Orient Home Furnishers, 52 x 15 mins., 

8.30 a .m. Fridays and 20·8 x 100 words day -

til~r Camm & co. (Paton), 312 x 100 words, 
breakfast. 

R obur Tea (Richardson Cox), 208 x 15 
minutes, 10.45 a.m. daytime Monday 
through to Thursday. , 

Rockman's (Goldberg-), renewal, 52 x 1.~ 
m inute dramas, "A Story to Rememb er , 
6.45 p .m . Thursdays. 

Spencer-Jackson (J. Clem eng·er), 52 x 
15 minutes, 9.30 p.m. Fridays, "World of 
Song." 

2.UE SYDNEY 
A u s tralian Cosn1etics Co., "Corinne," 13 x 

30 111ins. (renewal), "Sentimental Tnterlude:" 
Australian Labor Party, 30 x 1 mms. (mam 

e vening), 20 x 100 words (da~). 20 x 50 
words (day), 4 x 3 mins . (mam eYemng) . 
Throu gh Hansen-Rubensohn. 

Auto Auctions, 364 x 50 words, G2 x 15 
m ins. (renewa l) , " Melody Mood." 

lt.,.or ster Tourh;t Se r vice, 52 x 25 \Vor.d:':i, 
ASB 4 ann,. each Saturday. . . 

l\·Jax Falstein (T,abor), 7 x 50 words (mam 
e Yening). , 

Inglis P'ty. Ltd., 156 x 100 words, women s. 
Arl.vertisi11e.· "Grnnun1a Meal. " 

L u steroid Pty. Ltd., 44 x 50 words, Tue_s. 
and Fri. breakfast. Also 66 x 25 word_s. m 
Ai::iB-three p er Saturday (Advert1s m g· 
" Sh11milk"). 

Liberal Party (through Vincent Freeth 
& Co.) , 48 x 1 mins. (day), 20 x 1 '!m1s. 
(nrnin evening), ·4 x l mins. (early evenrng). 

New Bing Session 
"Harbig Presents Bing Crosby" will 

be broadcast every Saturday night 
from 3DB at 6.15-6.30 p .m. This ses
sion, which is sponsored by P . and M. 
Harbig, Artificial Flower Manufactur
ers, of New Street, Hawthorn, has been 
arranged through the Claude Mooney 
Advertising Service, and commenced 
on Saturday, August 24. P. and M. 
Harbig are calling for staff applica
tions, as well as advertising their 
goods. 

Estate Agent Extends 
Spencer Jackson, Estate Agent, in 

addition to his well known "World 
of Song" programs, broadcast from all 
Melbourne commercial stations, h as 
taken time on country stations for 
one quarter hour session per week in 
the evenings. These will all com
mence the first week in September 
from 3TR Sale, 3HA Hamilton, 3SH 
Swan Hill, 3GL Geelong, 3CS Colac, 
3SR Shepparton, 3YB Warrnambool, 
3UL Warragu}, 3BO Bendigo and 3BA 
Ballarat. 

Spencer Jackson's account is 
handled by John Clemenger Advertis
ing. 

4 x 5 inins.- (n1ain evening). 
Ronald Lane, 104 x 10 mrns., "Lovely to 

Look A t." 
Murray's Health Foocl Store, 78 x 50 words 

dartime and early e.v ening. . 
Jam es Potter, t a ilor, 13 x 30 mms ., S un -

days, "Su nday Symphonr." , . , . 
" Pink Pag·es" (Edward H. 0 Brien ), _433 

x CO words. Through O'Brien P ubJ.Ic1ty. 
Rola Co., 52 x 30 mins., "Rola Rad,o 

Newsreel," relay from 3XY Melbourne . 
Mr. Percv Spender, 1 x 60 mins., broad

cast of political s p eech from King's Cross 
Newsreel Theatrette. 

Lyall Scott (for Vv. M. Hughes' campaign) , 
Liberal, 2 · x 5 mins. 

"Treasure Is land," 52 x 15 n1ins. , 3 tin1es 
weekly to 4GY Queensland. _ . 

Thnmo Ray Ins titute, 156 x 2o v;orcls. ,l 
x 25 words, ASB Saturday. 

Waddington' s Pty. L t d ., 12 _ x 50 words. 
Mr. E. '\Varel (Labor), 1 x lo mins . 

3UZ MEL BOU RN E 
J.\L F. Ahearne & Co., 50 " 'ords break

fast, 3 months. (Gordon a nd Gotch Lttl.) 
Johnstones Ply. Ltd., 100 words, Penec 

Iope' s f:esHion, 52 weel..:::s. (Cni ted Service 
P u blic ity.) . . . . , _ . . "' 

Hartlers Lld., 100 words, . lJt eakfas_t . o2 
weeks. (iVlooney-vVebb Ltd.) New Busmes~. 

Vander-Velde Opticians, 100 words, P~n s 
session, 52 -..-...-eeks. (Paton Ad vertrn1ng Ser
vice. ) 

6KY PERTH 
Commencing Sept. 2 " Michae l S t r ogoff", 

[)2 weeks i hour once weekl y for t he 
Shaftesbury Hotel. . 

The Palace Hotel, 26 e pisodes. "Voices 
of YestArda.\p" , co11111H~ncing ~e1;r 3. 

Foy & Gibson C\¥.A.) Ltd. Above Sus
picion", 52 episodes 1 hou r twice w eekly. 

Newsreel Sponsorship 
Increasing interest in news report

ing on the air is evidenced in Mc
Dowell's new sponsorship of a special 
Friday night edition of the Macquarie 
Newsreel from 2GB. This popular 
news session is now broadcast every 
day at 12 noon and 10 p.m., with a 
special spot in the regular 7 p .m . Mac
quarie News Service. On Friday 
nights, however, the Newsreel will be 
broadcast at 6.30 p.m., due to the fact 
that the 10 p.m. time channel is occu
pied by Cyril Angles' sport preview. 

Steady Sponsors 
"The Beloved Rogue," Columbia

George Edwards serial .from an orig
inal script by Warren Barry, will 
start September 25, following the 
conclusion of "The Three Musketeers" 
in the 7.45 p.m. Monday through Wed'." 
nesday channel on 2UW Sydney. E. 
C, de Witt and Co. (Aust.) Pty. Ltd., 
are again the sponsors. 

The years-old association of S. R. 
Buttle Pty. Ltd., with G. E. shows in 
the 9.30 a.m. weel{-day channel also 
carries on with the decision of those 
sponsors to use "Man in the Dark", 
following the conclusion of "Girl of 
the Ballet." 
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lt'esterli AustraHa 

"Spotlight of Music," musical show 
Hector C r awford's Symphony Orchestra 11 

leading Australian soloists, i s being re\e • 
for the firs t time in W .A. over 6!:X-WB-~ 
rrhe local sponsor is a newco1ner to l'~ 
and represents one of the post-war se 
da.ry industries of Western Austra~ 
"Preston Yalley Canned F oods." ,.. 
ch a.n n el is 9 to 9.30 p.m. Sunday"· 

"Drama of Medicine," the ~Yal's 
gram, alreacb' well k nown in the Ea,~. 
States, !ms been extende d to 6IX-WB
Friclays G.30 p.m., s tarting· October. 

Messrs. E. de la Henly ancl J. Han h 
joined the staff of 6KY a s salesmen. 

Ph;-ll Parne, copy and script writer 
GKY. is in the throes of packing for 
d e p a rture to America. Fellow staff in 
bers and friends join in wishing all I 

!Jest i n h er new life. 

BJI J~'uhrn1an, for s on1e tilne sales 111 
<lger at 6KY, has relin<Juished his posit 
with that firm . 

:\Jr. Frank Whit ford and Mrs. Whit( 
w e r e v isitors lo K.a lgoorlie for the rac. 
carniYal. 

Brain ~aunden;, Progra111 Director 
6IX-·wB-MD, has returned from a busin 
trip to the Eastc·r 11 Stat.es. 

Queensland 

1',or t h e first t ime in its history, the "Q 
K ids" session, Johnson & Johnson top-.. 
veh icle, has moved from Sydney, pro t• 
4BH Brisbane got on to the job smar• 
and got t ogether a team of Brisbane Q 
Kids just to show t hat Queensland childr 
are also on their toes. Quiz Master J, 
Dease fiew t o Brisbane and conducted t 
shows in the 4BH auditorium, recordin 
of w hich w ill b e presented over the nation 
hook-up very shortly. 

As part of the developmen t of the w 
induslry in A u stralia, the Australian ·w, 
Board conducts showings of edu cational a 
instructional films in various country centr 
a nd is using rad10 to draw the. attention 
graziers to the various showings. Campa 
on a number of Queensland country st 
tions for tl1is purpos e was worked out a 
placed by Littleton - Harvey - Simm. 
Agency in conjunction with the Board. 

J. :M. Hamilton, tent, tarpaulin and c 
vas g,,ods manufacturer s, wit h branct 
throughout Queensland, i s r eturning to ra' 
advertising w ith t he· slight easing in 1 

material position. It is planned to c 
several country outlets, and the first ca 
p a ig·n covering 2MW Murwillumbah '' 
direct announcements h as b een put in h 
b y Littleton-Harvey-Simmins Agency. 

"Star of the Night" 
"Star of the Night" a new featu. 

' t 
broadcast from 3UZ, which cornrn~. 
ced on Friday, August 30, frorn 1 • 

to 7.30 p.m. is sponsored by Williar:-.: 
and Co. Estate Agents. Each wee 
one part icular star will be feature' 
the fi rst of whom was John Char. 
Thomas. Advertising is direct. 

SOPRANO WINS WALLACE 
BISHOP £50 TALE NT QUEST 

. Margaret Scott, 19 years old 
- 1155 

0 won the Grand Final of the 
pran , 1 t nace Bishop Ta en Quest, con-
a t d on the stage of the Cremorne 

due e F' ·ct · ht 
tre Brisbane, on n ay mg , 

'fhea ' 
j\ugust 16th. 

The quest has been conducted over 
past six months from 4BK-AK 

h~ 41p at 6.30 every Sunday night. 
n ented as a special unit during the pre 

rormance at the Cremorne, the 
G ~nd Final was on land-line to 4BK 
:udios, where it was recorded and 

re-broadcast on the following Sunday 
night. At the conclusion of the broad
ca-t. Mr. Carl Bishop, of Wallace 
Bi:hop & Son, Queensland's manufac-
uring jewellers, presented Miss Scott 
tth a cheque for £50. Miss Scott also 
ceived a contract for one month's 

engagement at the Cremorne Theatre. 
The talent quest, which was devised 

b1 Noble-Bartlett Advertising, has 
proved a very successful medium for 
·auace Bishop & Son. In six months, 
\'er 800 applications for auditions 
ere received, and of the 132 contest
nts to face the microphone, 22 re

ceived professional e;1gagements at 
r.e Cremorne Theatre. 

Overseas---
London, Aug. 20.- There is still no 

ndication that the· British Govern
ment is relenting in its attitude to

ards sponsored radio from home 
urces, while pressure is believed to 

ave been applied to prevent any Bri
h finance or support going to sta

ons located in foreign countries. 
The 21 Italian stations which do op

rate sponsored radio are now can
a ing in Britain for business. The 
JlOrt of cash to meet the cost of 
ch operation might be difficult b~t 

ot impossible, although at an earlier 
ge the British Government has act-
ed British advertisers to avoid in
ting money in foreign radio sta

Ra ns. The hoped-for broadcasts from 
do Luxembourg have not matured 
e to "difficulties." ' 

~ndon__.:.A~g . 20.-A ~anger that a 
ict might develop between tele-

1 on and cinema industries in Bri
Go~e;s shown in indications that t he 

nment - supported television 
:opoJy may develop, in due course, 

a very formidable rival of the 
sent cinema industry. The B.B.C. 

Mr. Carl B ishop of Wallace B ishop & Son ( Brisbane) p resentin g a ch eque for £50 t o 
Miss Margaret Scott, w i nner of the Wal lace Bishoti Ta lent Quest. Ot hers in t he pictu r e 
are, from left to right, Mr. Al f B a r tlett .. Noble- Bartlett Advert is i ng ; . M r . Nelson Burns, 
adjudicator; Mr Reg Goss, compere ; Mr. Alec R obertson , manager of 4 B K; and M r Re g 
Tucker, runner - up to M iss Scott. · 

Noble-Bartlett Advertising now an
nounce that a second series will fol
low immediately, carrying another 
£50 cash prize presented by Wallace 
Bishop & Son. In addition, every con
testant to appear in the heats will be 
paid a broadcasting fee. There will be 
22 heats, from which two competitors 
will be drawn each night to appear 
in the semi-finals. The six semi-final
ists to gain the greatest n umber of 

have in view the production or h iring 
of films for t elecasting, this method 
having been demonstrated as prefer
able to live programs. 

The cinema industry is now taking 
active steps to clarify the power and 
scope of the B.B.C. in this mat ter, and 
has arranged that representatives of 
the industry meet the Television Ad
visory Committee next month. Pend
ing the meeting, negotiations by the 
B.B.C. with the cinema industry have 
been suspended, 

* 
Television will be carried into the 

classroom as part of the New York 
public school curriculum next year , 
according to a report of the education 
authorities. New buildings provided 
for under 1946 budget will be wired 
for television. 

The authorit ies consider the inno
vation can serve education in three 
ways: (1 ) by bringing reality into the 
classroom through a coverage of im
portant news events; (2) by providing 
demonstration material, for instance 
in science and vocational classes; (3) 

points awarded by the adjudicators 
will compete for the cash prize. 

The three adjudicators are Mr. Alec 
Robertson, manager of 4BK; Mr. Bob 
Geraghty, of Mahoney & Geraghty's 
Cremorne Theatre; and Mr. Nelson 
Burns, film and stage critic of the 
Courier-Mail. Mr. Reg Tucker, runner
up in the first quest, was also award
ed a month's engagement at the Cre
morne Theatre. 

by providing dramatisations useful in 
teaching history and literature. 

·» * 
Speaking to the Second Annual 

Radio and Business conference of the 
City College School of Business of 
New York, Samuel H. Cuff, general 
manager Dumont television station 
WABD, stated that more and more 
department stores were coming into 
the field "realising television is the 
most poten t advertising force for re
tain selling." A recent survey, said 
Mr. Cuff, showed that the best listen
ing hours for television are between 
8 and 10 p .m. However, Reynold R. 
Kraft, television sales manager N.B.C. 
disagreed and asserted that a recent 
survey conducted by a television 
magazine showed that on some nights, 
especially Fridays, when NBC.s WNBT 
aired boxing bouts, the listening rat
ing went up at 10 p.m. when the main 
bout came on. 

A point brought out by the panel 
session of the conference was that 
radio, especially with FM, television 
and facsimile on the way, has plenty 
of room for new people although the 
labour market in such centres as 
New York, Chicago and Los Angeies is 
overcrowded. 
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l \ : :""""'""""'"';;""'"''"'""""'' Purely 
Advert1s1ng in ·the Class ifled secti 
these columns is at the rate ot 3d, Peron 
Minimum 2/ -. In uolo type 60 . Per "'•• 
Should enquiries be addressed to th is "'0 

at Sox 3765, G .P.O., Sydney, the char "'' 
moorporat ion cf this is at the rate 0~e ' 
.vords. Cash with order, no charge accou:ti 

Mr. " Tony" J,;kblade, manager of Wrigleys 
(Aust.) Pty. Ltd., with Mr. T. R. Car
ruthers and Mr. D. Duns of J. \Valter 
Thompson (Aust.) Pty. Ltd. agen cy, w h ich 
handles the Wrigle, .. account, will l.Je guests 
of The 21 Club of Australia at luncheon at 
Ushers Hutel, Sydney, on September 10. 

C h air111a.n of the Telecon1111unication::::; Con1 -
miss10n. Mr. Frank Bradley is one of the 
techrncal men of the Post Office who has 
made g·ood in administrative positions. He 
fol1owed Mr. Malone to Brisbane when the 
latter was appointed to the higher pos1tl'on 
in Sydney and now Mr. Bradley follows Mr. 
Malone back again to the Harbor city. 

:Mr. Horace Mansell's wide circle of 
friends in a dvertising arnl broadcasting 
throughout Australia will regret to learn 
of his recent bereavement in the death of 
his wife at Royal Prince Alfred Hospital 
on August 29. Mrs. l\fansell leaves also a 
daughter, Dr. Hazel Mansell. In his capacity 
"f N .S.\V. Deputy Dire.ctor , Department of 
JnfOrmation. Mr. Mansell has been closely 
a~~oeiated ,.\Tith broadC'af-!ting· for several 
years. 

Several well-known broadeasting sponsors 
were guests of various men1bers of the 
BREU' Club at the luncheon at Hotel \Yent
worth on Monday this week to hear Mr. 
.\lf Paddis on, AFCBS president, talk about 
F.i\I. and television as he observed it on 
his recent six months visit to America and 
Canada. Mr. Albert Russell, of Russei.l 
Morris Advertising, brought along 1\Ir. 
Rogers. n1anaging director of British i\lledi
cal Laboratories; Mr. Bert Button, station 
manager 2GB, brought along Mr. Alf Malla
lue, general manager of 1-Iurdochs Ltd.; 
while "Ir. Bilrt Botton's guest was Mick 
Simmons Ltd.'s manager, Mr. Miller. 

1\fr. Eric Dare, president of the BREIF 
Club, was responsible for the day's best 
wisecrack at the BREIF Club luncheon last 
Monday when he introduced the guest 
s peaker, Mr. Alf Paddison just back from 
the U.S.A. "Mr. Paddison will no doubt 
talk to us about F.M. and television," said 
Mr. Dare and added, "It' s a subject about 
which I, like Senator Amour, am very con
fused about." Another bright spot at the 
luncheon wa~ when vice president A. R. 
"Barney" Allen, after fiddling around with 
the microphone on the official table, appealed 
to Mr. Frank Marden to "come and fix it." 
To everyone's surprise and delight Frank 
Marden walked across the dining room and 
properly adjusted the mike. "That's the 
first time X ever learned that Frank Marden 
kne"\V affything about n1:c·Jrophones!" de
clared Barney amidst uproar. 

Interesting newcomer t o Australia whose 
presence \\rill be felt in advertising· and 
broadc&sting circles a littie later on is Mr. 
R ay Miller, formerly news c;ditor of the 
Houston, Texas (U.S.A. ) s t ation KPRC. Mr. 
Miller came out on the famed Marine Falcon 
a few weeks ago and this w eek in Brisbane 
'vill \Yed a QueenRland laf·s '.vhon1 he 1net 
while station ed with the V.S. Armv there 
during the war. Ra y will s ettle in Au stralia 
and has his eyes turned towards the adver
tising agency business. 

Mr. A. ("Huck") Finlay, N.'5. Wales 
m'1.nager of the ABC, has been appointed 
Assistant General M!a'.nage'r, it was a)1-
nounced last week. 

Mr. T . S. Woodbr'.dge, manage r of 
A.P.R.A., h as been on an ext ended visit 
t o Brisbane from Sydney, accompa nied by 
his wife and d a u g hter. 

Mr. C. N. Galer is returning to England 
after having· establis hed Rootes Ltd. (Aus
tralia) at Fishermen' s Bend, Victoria . Mr. 
Galer is a director and export manager of 
Rootes Ltd. Mr. Richard vVatney, a direc
tor of Rootes Ltd. (London) will be general 
m a nager of the company's operations here. 

Mr. Basil Orr, president of the· Australian 
A,ssociation of Nat10nal Advertisers, is on 
his way to Canada to represent Australian 
employers at the International Labor Con
ference to be held at Montreal this month. 
i\IIr. Orr will visit America also to make 
contact with af!iHated bodies there and 
to complete a. study of advertis111g con 
dition s in both Canada and U.S.A. as they 
;il'fect national advertisers. He will be a way 
about three months. 

To celebrate the 13th anniversary of 
Greig's Silk Store, directors Jack Greig and 
" Mac" :i.VL;Gowan put on a nice little func
tion in their spacious showroom this week. 
Eric Hawkins a nd Noel Adams of the 
Hawkins agency, which handles the accou nt, 
tell us they've enough funny star.es n ow 
to last till J ack Greig's next anniversary. 

Within the next few week s Clif Cary' s 
complete history of test cricke t between 
England a.nd Australia will be on the book
stalls. 'l'his valuable record will include a 
f ull scoreboard of every test played s ince 
1877, co111plete averages, n1ilestones of 
cricket, and short stories of ever~' t our in 
b ofh countries. A recognised authority on 
cricket, C'lif Cary, who is 2UE's sporting 
editor, will be one of the com men ta tors on 
the forthcoming tests between Eng·land and 
Australia. He h a s also been asked to cover 
t h e tou r for t he London Sunday Express. 

1\:Ir. A. E . Chu rch, mercha ndisin g n1ana
ger, Buckinghams P ty_ Ltd., left last Satur
day by flying boat for England where he 
is to study merchandising and if p ossible 
do som·e· buying. H e expects to be away for 
two or three n1onths. l\llr. l\tlaeon, 'vhn· acted 
during the war years for Mr. Church, is 
looking after things during his absence. 

Joan Read of 2UE. has published a. short 
anthology of poetry, titled "Th e Harvest 
of the Years" and they're lieing oolcl in 
aid of h er candidature in the Anti-'l'.B. 
Campaign. 

::\Ir Rupert Fitts, V.B.~. general mana
ger, left last week on a tour of his countn· 
~tations of the net\vork, 3HA, 3SI-I and 
3TR. 

POSITIONS VACANT 
·~~~~~~~~~~~~~~·-----------
Experienced Manager required for a ,. 
city eommercial broadcasting staliun. l' 
cants to state previous experience in , I 
rnation a nd association with ache;~~ 
agencies, etc. , also salary requlred. 1. 
~ppointm~nt to be. made. A pply "8t ~ 
.11anager, c / - Box 3765, G .P.O., Syd 

POSITIONS WANTED 
-By Ex-Servicemen-

This section in " C'.B." will be condue 
solely for discharged men of the fighi 
8ervices who have not been able 
return to a position in civil life and , 
want a ,iob. No charge is made to . 
ex-serviceman; he is limited to six E 
describing his requirements and he , 
have a reply sent to him direct or 
the office of this publication, Box 3; 
G.P.0;, Sydney, N.S.W. 

Discharged member R .A.A.F., pre. 
experience production ar:id announcing i:i 
entertainment unit acting, seeks posit 
with country station preferably Queensla 
Replies to 'jScri!')ter .. " c / - 11 Commer 
Broadcast i ng," Sox 782, G .P.0., Brisba 

Mr. \V. (Reg) Gray, stud:o and sale> 1 

ager 3GL, has been on a business tri 
S ydney . During Reg's vbit, ·with the a~ 
ance of 3GL's Sydney representative, Gt 
H ill, he \Vas looking up ne\V feature~ 
the station's local sponsors ·who are t;1 
advantage of the station 's n ew arra· 
ments of continuous transn1ission 11o 
to Sunday. 

Chris. Je.nkinson , one of 2UE's most I 
lar newsreader s, is on the sick list. .\ 
a tonsil operation at St. I,uke's Hos1· 
he is convalescing satisfactorily, Dt:. 
his absence J ohn Elliott h as taken 
his newsreadin g. 

:--

Melbourne Farewell to New 
G.-M. of 2UW 

Mr. A shley Buckingham, Managing Direc 
tor, B ucking h ams is at pres'ent in New York 
..,,vhere he is s t a udy ing modern methods of 
mercha ndising· in the U.S.A. 

Congratulations to Mr. Frank Bradley at 
present Queensland Deputy Director Gen
eral of Post and Telegraphs, on his new 
appointment to lw Deput:v Director of Post 
and T elegraphs of N .S.vV. in succession t o 
Mr. J. J. Malone who has been appointed 

John T. Taylor, retiring (1eneral m a n ager of 3AW, was guest of honor at a d 
given by the executives of 3AW. at the Hotel Francis, Melb~urne, on Wedn esday, Aug~ 
Pictured here are some of the guests. Foreground, left to right: John Masters, Jvor ~ 
At back, left to right: Terry Dear, Er i c Erickson, John T. Taylor, George sut e 

Ray Dooley and Hee. ·Harris. · 
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NOW is the time to make your drive on new markets ... and Victoria's 

prosperous country areas are the logical choice! 

Distance is no handicap, for the well-placed V.B.N. stations give 

maximum coverage in Gippsland, Northern and Western Victoria. Con

tact your nearest V.B.N. office for details of several new propositions 

"tee'd up" for early release 
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l Getting Y~ur Advertising Read, and read by th~-~ 
right people, is the first requirement for a successful 

i advertising campaign. 

The definite aim of any advertising campaign is to reach the people who are the poten
tial buyers of the products advertised. Advertising mu~t. not be wasted. The ·~roper 
and quick selection of media is. essentia.l to all adverhsmg. m~n wh:o plan th~ir ad
vertising campaigns on an efficient basis. The AARDS service is designed to aid that 
efficiency. 
The NEWSPAPER EDITION of the Australian Advertising Rate and Data Service sets 
out in alphabetical listing the complete .a'.1d comprehen~ive ra~es ~nd ~ata of ?62 
Newspapers throughout Australia, providmg users <?f this publlcat10~ :v~th a. qmck, 
reliable and informative method of reference. This valuable acqmsition is now 
available. 

. The Broadcasting Edition of AARDS is now in the process of publication and sub
scriptions are invited for this e~ition wi:ich :vm effecti':'ely cover the rates and da~a 
of all the commercial broadcastmg stations m Australia and New Zealand. This 
edition is a MUST for all who are interested in the "buying of time." This edition 
will be available in October. 
NOTE: AARDS provides Subscribers with a nwn:thly amendment no_t~ce which U:ill 
give any changes in the rates or data concerned in any of the three editions and which 
should be pasted over the obsolete details. 

Subscriptions: Australia £2-2-0; British Empire £2-10-0; America $10; Foreign £3-3-0 
for each edition, post free. 

MINGAY PUBI"'ISHING COMPANY 
BOX 3765 G.P.O. SYDNEY, N.S.W. 

AND AT 

MELBOURNE -- ADELAIDE 
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PERTH -- BRISBANE 

Did you hear about the very raw recruit 
on guard duty for the first time ? 

He was on an ammo. dump inside the camv 
when the Colonel came walking by. 

"'Alt!" he said. The colonel appeared not 
to hear him. 

" 'Alt!" he called again, l i fting his rifie to 
his shou lder . The colonel stopped and ex
vlained to him that he should have salut ed 
and not challenged. 

' '~All right," our her o sai d, " but all I know 
i s that the ser geant says a sentry calls 
'Alt thr ee times, and then shoots ... and 
you're on your secon d 'A lt." 

I lik~ that .. ~ "You're on y~\l; second 'Alt! " Wonder what happened to 
the Colonel? . . . 

'.'1nd talking of guards ... one of the things I like best about the boys at 2UW 
is the way they watch their programmes. They reckon that their part only 
STARTS when the contract is signed, and that their main job is to see that 
the sponsor gets results. 

If they think the programme is tailing off, they say so, and nine times out 
of ten they prescribe the remedy. 

They reckon, after all, that the only client worth having is the chap that's 
satisfied; and they put audience first, last and always. 

It's just another 2UW "know how" ... it's just anoth 

P.S.-This was the same sentr y who heara a noise at n igh t , fired q,t it and then 
yelled, "Who went them!'' ' - ' · · · · · - · · 

I 

I , 
I 

I' 
I 

I! 

I, 

I 

I ' 

! I 

1 1 

j, 

I 

I 
I ' 


