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IS YOUR JOB TIME BUYING? 
· Does Your Sales Message Reach the Desired Markets? 

If your answer to the second question is in the negative, then you cannot afford to 
underestimate the power of broadcast advertising. 

SUBSCRIBE NOW 
to the 

BROADCASTING EDITION 
of the 

AUSTRALIAN ADVERTISING RATE & . DITA SElVICE 
and hove on efficient basis of market and other data to pion the coverage and costs 
of on advertising compoign for radio. 

By using Broadcasting AARDS, time buyers can assure themselves of quick, timely 
reference · to specific facts on any matter connected with the purchase of time on 
any commercial broadcasting station in Australia or New Zealand. 

And note:-
There are two other editions of AARDS, both of which in their respective fields are designed to 

assist advertising men in the selection of advertising media. 

- . 

NEWSPAPER AARDS:- available now and gives ·the insertion 
rates and publishing data of 665 newspapers throughout Austral1ia. 

PERIODICAL & MISCELLANEOUS MEDIA AARDS:-· available 
at a later dote and will give the rotes and data of Periodicals, 
Trade Press, Theatre Slides, Transport Advertising and other 
advertising ·media. 

Monthly supplements containing current amendments to the 
respective editions are posted to subscribers so as to keep their 
copies up-to-date. 

Subscription to each edition of AARDS is:-

Australia, £21210; British Empire, £217010; America, $10; Foreign, £31310 ' 

PUBLISHED BY 

MIN GAY PUBLISHING COMPANY 
BOX 376:) G.P.O. SYDNEY, N.S.W. Phone FA 7054 

AND AT 
MELBOURN~ (Central 2642l - BRISBANE (B 5320) - ADELAIDE (Central 7944) - PERTH 

-- · -··· ·-----------·~ ..... - ·- -·--- - ---- . ··· ·-·-'"'"-·• __.._: ,. "•; .. . 
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No gags this time, fellers ... there's something 
really big cooking· at 2UW- and that's not 
joking. 

I thought I'd be able to tell you oil about it this 
time, but it's not quite ready yet. The boys at 
2UW are just teeing-up the last of it, and they'll 
be ready to shoot any day now ... and boy, 
is it something ! 

See you next ti me - with knobs on ! 

I'll really show you why 
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8 MAJOR BUYING MARKETS 
2AY 2GN 2GF 380 

• • • • 
ALBURY GOULBURN GRAFTON BENDIGO 

4TO 4CA 4MK 4WK 
• • • • 

TOWNSVILLE CAIRNS MACKAY WARWICK 

S · · th NEEDED COVERAGE in some of Australia's richest markets. 
These 8 tat1ons give you e 

The 500,000 people living in the primary coverage area of these 8 Stations like- and 

list€m to- their top line programmes. 

They have everything an advertiser needs - coverage, programmes, 

listeners and they get RESULTS. 

service facil ities, 

When you buy time on these stations you get full value for your money; the rates are 

reason~ble and the coverage is good. 

A ll particulars froni 

(A'S IA) LTD. 
MELBOURNE 

AMALGAMATED 
SYDNEY 

WI RE LESS 
BRISBANE 
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EDl'fORlAL 
AN AUSTRALIAN FCC-WHY NOT? 

With the return of the Chifley Government to power, broad
casters' interest will centre on the new Parliamentary Standing 
Committee to be appointed. There is speculation on whether 
the same old team will get the posts or whether some new blood 
is to be introduced. 

One thing is certain-the granting of FM broadcasting licen
ces will rest with the new Committee, for within the term of 
this Government frequency modulation will be introduced in 
Australia for the purpose of its widespread development as a 
broadcasting medium. 

In the hands of the Parliamentary Committee will rest the 
fate of all applications lodged with the PMG for FM operators' 
licences. That doesn't seem to make sense in a scientifically
advance.d community but that's the way of it. This trade news
paper has long advocated the establishment in Australia of a 
competent body modelled along the lines of the American Federal 
Communications Commission for the purpose of deciding such 
and other important matters relating to broadcastfng. Naturally 
there would be more public confidence in the delibera1tions and 
decisions of t rained and expert personnel dealin g with such a 
complex and scientific activity as broadcasting, than in those 
matters being left to the mercy of sometimes biassed, sometimes 
inept, and, almost invariably, inexpert politicians. 

In the issuance of new broadcasting licences it will be diffi
cult for the Parliamentary Standing Committee to avoid bias. 
The Committee is composed of representatives of the Govern
ment and the Opposition. I t is natural to suppose that the 
Government members of the Committee will lean towards appli
cants who are supporters of the Government while the Oppos1-
tion members of the Committee will undoubtedly see great merit 
in the applications of those prospective newcomers who are not 
particularly supporters of the administration. Both sides are 
fully conscious of the power of broadcasting. One thing they 
are not, apparently, conscious of is that the public is awaken
ing to the fact that broadcasting is too important an inst ru
mentality to be kicked around by polit icians. Th e divergence of 
views of the representatives of the respective political parties 
on the Committee has already been made painfully evident in 
several of the Reports to Parliament made by previous Parlia
mentary Standing Committees on Broadcasting. 

It seems certain that the clamour from some groups for 
more broadcasting channels to enable them to get their fingers 
into the pie will be met and appeased by the present Government . 
Whether sound judgement or political expediency will be the rul
ing factor in the FM allocations to be made is a question of con
jecture at this stage. Estabished AM broadcasters, the pioneers in 
the business, should be the first to be given definitely favoured 
consideration . After that, wise counsel could possibly result in 
a limited number of new FM broadcasters being allowed to enter 
the field. i . 

Whatever happens competition is going to become more 
vigorous in the future so far as commercial broadcasting is con
cerned, even amongst the AM stations now operating before the 
introduction of FM. Wartime luxury budgets on advertising have 
already fel t the cut of t he pruning knife. If even only a 
fraction of the 168 aspirants for commercial station licences 
were to be satisfied by an over-indulgent Broadcasting Com
mittee there would be chaos in the industry. Some stations would 
fail, because of there not being enough business to go around in 
the smaller markets, and some neophytes who a re being cajoled 
into radio ownership will not find it the key to the mint they 
have been led to believe it is. 
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THE OBJECTIVE ... 
• • • 

THE ACHIEVE~ll~NT • • • 

. . . 

production perfection 

production far better 

than the usual best 

With to-day ... and to-morrow ... this leadership becomes even more marked ... which is 
the more readily understood when the personalities behind the achievement arc known. 

Here you are introduced to four key 11ersonalities of Australia's most 
outstanding radio JJroduction unit. 

Paul Jacklin 
From CmnlJridge U niversi ty, Paul Jackli11 Loured E 11gland and America with Repertory 
Thea I re Companie:; in the capacity of producer and actor. He then joined the South 
J\fril'an Rroadcasting Corporatio11 where for :; years he was iii charge of production. 
H.e rnnw to Australia, joining the A.B.C. as producer, and subsequently, upon being 
d1srharged from the Army, he linked up with Radio 2UE as Production Manager. 
The influence of hi s_ vast experience in E ngland, J\merira, South Africa a nd Australia is 
reflected eloquently in lhc strong and efficient production unit which is Radio 2UE's 
10-day. 
l n 1946, to increase his ;iJrcady great expetience in all spheres of lnoadcasting, he mat.le 
a 1wrsonal and on-lhe·spot keen stud y nf the latest rudio production and presentation 
methods in America. In this, he look part in many of lhe leading America n programmes 
in a production 1:apacity, in additio n, studying the me<'hanieal sid e of musical and 
programme prcsenlation, and the latest developments in ;,cript writing and general 
programming. 
The policy 11111lerlying l!is research is always clircetetl Lo this end . .. that Radio 2UE 
provides Australian advertisers with the liest possible vehicles for their prodncts' 
, ales message. 

Howard Craven's many years of expedence as 
actor·producer on the stage, screen and radio 
expertly fit him for his position of Associate 
Producer to Paul Jacklin. 
With an instinctive fac ulty for getting "'under 
the skin1 ' of every production he handles. 
whether musical or dramati c, Howa rd Craven 
ha s proved a brilliantly successful producer. 

His sensitive under~ 

standi ng of his fellow· 
artists, cOmbined with 
an abi lity to get the 
most out of a scri pt, 
ensures that perfect 
ba lance so character
istic of Radio 2UE 
p roductions. 

Howard 
Craven . 

Des. Tanner's musical career commen<:ed with 
10 years' intensive st udy of piano dnd violin 
dt the Sydney Conse rvatorium. 
Later becoming a leading expo ne nt of both 
the Wurlitzer and Hammond Electric Organs, 
in his ca pacity of A. B.C. C hief Organist he 
to ured Australia. 
Upon discharge from ihe Army, he joined 
Ti voli Theatr_es i·n cha rge of stage presentation 

and music. Now as 
M usical Director for 
Radio 2U E. his out. 
stand ing a rrange · 
ments for a ll types 
of o rchestra, coupled 
with his g iff for 
composition, ensure 
the best and latest 
in musical presenta· 
tions for Radio 2UE's 

! clients. 

Des. 
Tanner 

Imperative for the smooth operation. of ony 
com petent productio n unit is a production· 
executive with a live lv awareness of clients' 
interests, p lus an abil ity to assess and deal 
with all organisational prob lems. And such 
is Mr. Sam See. 
Mr. See has been associated on t he business 
side of A.C.I., Densi!ied Woods and Hadfields 
Stee l Works, and the wide experience gained 

in his association with 
these firms, combi ned 
with his acknow· 
!edged status in the 
musica l world, add 
up to a production· 
execu tiv e wel l 
eq ui pped to p lay his 
part fully and wel l in 
Rad io 2UE's produc
tion team . 

Sam. 
See. 

IF IT'S A RADIO 2UE PHODUCTION. IT'S A BE1'TI~U PllODUC'J'ION 
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RADIO MANUFACTURER URGES 
INDUSTRY CO-OPERATION 

Mr· H. C. Trenam, who is shortly 
-e;urning to England .afterd. 14 tyearsf. 
· ,t\ustralia as managmg irec or o 
lllTC and who was guest of honor at 
5 ' BREIF Club luncheon at the 
the . ntworth Hotel, Sydney, Monday; 
\\et l4 said at the luncheon if he had oc. ' thing critical to say about Austra-
nYand the radio and electrical indus

·13es it was that there was a lack of 
t~JdustrY co-operation -which should be 
remedied. 

He stressed the importance of an 
ndustry facing-up to common prob
.ems. Maybe Australians did not re
·t·h relinquishing any of their indi
' 1dual freedoms but time might prove 
·hat it would be worth while sacrific
ing some of those freedoms to protect 
he interests of an industry as a whole. 
Later, Mr. Fred Thom, managing 

director of Thom and Smith, in mov
,ng a vote of thanks to Mr. Trenam 
for his address, applauded the sugges
tion of co-operation an.ct said he would 
Itke to see any move in that direction 
extended to embrace all interests in
volved such as the broadcasting sta
tions, the Post Office. He felt that 
most executives in the industries 
would welcome such a move but lead
ership towards that end was lacking. 
He regretted Mr. Trenam was 'not re
maining longer in Australia to lend 
his forceful energy in that direction 
but he hoped that Mr. Trenam's suc
cessor, Mr. Dan McVey, would take 
up the thought. 

Mr. Trenam spoke in highly-appre
riative te·rms of the hospitality shown 
o him when he first arrived in Aus
tralia, and was continued through the 
years by business people, including his 
competitors" in the industry. That 

"i.·as some.thing which, he felt, English 
-particularly London-business folk 
rould learn from Australia. He knew 
how difficult it was for visiting Aus
tralians to get around in London 
business circles and he looked forward 
0 doing something towards making 
heir lot easier when they came to 

England. He thought there was al
ready a move for an Australian club 
.n London and if that was so, he would 

lst it in every way. If no such 
ub Were formed, he would endeavour 

0 found one where Australians could 
come and be sure of a warm welcome 
and some assistance to meet business 
People. 

At the luncheon, the chairman and 
BREIF president, Mr . Eric Dare, an
nounced that a cheque for over £200 
would be presented to Legacy Club 
this week, resulting from the recent 
BREIF Club Ball. Also that on the 
evening of October 24, Mr. Ray Allsop 
would deliver a film lecture on tele
vision and FM at Science House. 

There were several visitors at the 
luncneon including Cr. 0. J . Nilsen, 
governing director of 3UZ, Melbourne, 
brought along by 3UZ rep. Mr. Eric 
Wood, 'Mr. J. Boxhall, a director of 
APR.A, brought along by Mr. Ernest 
Lashmar, and Mr. Jack Davis (music 
publisher), introduced by Mr. T. S. 
Woodbridge. 

RADIO STATIONS SHOULD 
HAVE EDITORIAL POLICY, 

SAYS NAB EXECUllVE 
Outstanding condemnation of Amer

ican broadcasting stations' "wishy 
washy" policy in avoiding editorial 
leadership was voiced by A. D. Willard 
Jr., executive vice-president of the 
National Association of Broadcasters in 
September. Addressing the Ohio Asso
ciation of Broadcasters news clinic, Mr. 
Willard disclosed an industry swing 
towards adoption of station editorial 
policies which is an attitude long 
shunned by broadcasters in America 
(and in Australia, too! .. Ed. "C.B."l 

The association's aggressive stand 
developed when Robert T. Mason, 
owner of WMRN Marion, 0., asked 
Mr. Willard "what could be done to 
enable radio to attain the prestige 
which is accorded newspapers through 
editorialising." 

"NAB will do everything to hasten 
the day when every radio station will 
build the same position newspapers 
have built in their editorial policies, 
and standing up for what they believe 
is right," Mr. Willard said. He re
called that under the decision in the 
Mayflower case stations voluntarily 
gave up editorial privileges, the FCC 
asserting in the case that no station 
should have an opinion of its own on 
controversial matters .. 

"We have paid the penalty of abid
ing by this rule," Mr. Willard said. 
"Why is it that in most communities 
to-day a newspaper is a more import
ant factor than a radio station ? We , 
don't represent a.nything in many 
respects as a result of accepting the 
Mayflower decision. 

"If a paper sees a condition in its 

VBN withdraws from 
.Macquarie Network 

"To Operate Independently" 
,The Victorian Broadcasting Network 

has withdrawn from membership of 
the Macquarie Network to operate as 
an independent group. 

This news was confirmed by Mr. 
Rupert Fitts, general manager of the 
VBN, who came over t o Sydney at 
the end of last week. 

Mr. Rupert F itts M r . S . o. Clarke 

The VBN is a powerful country net
work of three stations strategically 
placed at Hamilton (3HAJ , Sale (3TRl 
and Swan Hill (3SHl . The network 
has provided country coverage for 
Macquarie in Victoria for several 
years. 

As we go to press t his week, Mr. 
Fitts announced Mr. Stanley 0. Clarke, 
formerly of Macquarie who has start
ed in business on his own account as 
a broadcasting station and newspaper 
representative, will represent the VBN 
in Sydney as from Monday next, and 
can be temporarily contacted at the 
Age office, 117 Pitt St ., Phone B2831. 

community that should be remedied, 
it gets up and figlhts. We're wishy 
washy. The only thing we're 'agin' is 
sin-and it has to be so obvious we 
are almost sure there is no contender 
on the other side of the question. "I:he 
,newspaper stands for what it knows 
to be proper and right in its com
munity and has gained prestige in 
standing for those things during the 
years. 
· "The time has to come soon when 
radio will accept the same responsi
bility. It's your right and duty to 
determine what your program struc
ture will be. If you want to fight for 
something you think is right, it's 
your right to get up and fight for it. 

"No one has ever disputed the May
flower· decision, though the Commi
sio;n has admitted that the ruling 
coulrl never stand in court. Some 

·stations and networks have already 
begun to have editorial policies and 
have so labelled them." 
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Maybe you don' t believe in the Arab ian Nights, but this is no fairy tale, as.m:hes• Ari 
advertisers are proving to their satisfaction. Yes. they're veritable gen11 la~ct-3Yi 
stations, they offer you such a complete ?aver-3UL covers r1~hOO~e:~:t1 s~~~i:n ... gt 
Warrnambool the fourth largest city in V1ctor1a-3SR ... the ~, K' V lleys and norl 
deep into Se>uthern Riverina and cavers the Gou lb urn, 'Ovens .and iew: a th ings clear 
eastern Victoria. Conjure up sales in V ictoria. Rub up your lamp an see 

H>% chain discount to users of all three. in Victorfa. 

THE ARGUS VICTORIAN COUNTRY NETWOBI 
Rep.: v. M. Dinneny, Herald Bldgs., 66 Pitt St. Phone B::: 

Head Office: 365 Elizabeth St., Melbourne. Phone F0411 . Sydney 
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*LACK OF MERCHANDISING 
IS WEAK POINT\ IN COMMERCIAL RADIO * 

NOEL LEGGATT (OF NYAL) POINTS TO BETTER BRO~DCAST SELLING 

.fr. Leggatt, who_ was guest of the 
.ub at Usher's Hotel Premier Room, 
id that he did not presume to be 

ole to tell radio people how to run 
eir business but would like to point 

ut one or two matters which he 
ought would be of interest to them. 
·First we should compose two points 

. view," he went on, "You people 
card radio advertisfng as an end 
0itself. We, and other manufactur

or distributors regard it as just 
n instrument in selling--a means to 

end. 
There are some angles on this 
ase which I feel are being neglec
d-not only by the stations but also 

advertising agencies and the ad
rtisers themselves. One is the 
erchandising side of radio. Why 
.ere is that neglect I do not know, 
r can understand. By merchandis
g, I mean that side which will en

ble the retailer to tie-in with the 
dvertising of the manufacturer or 
pplier." 
Mr. Leggatt, defining merchandising, 
id that whereas advertising moved 
ople towards merchandise, mer
andising moved merchandise to
rds the people. 
Radio advertising takes care of the 
t Point, but what about moving 

e merchandise towards the people?" 
.Ir. Leggatt went .on to observe that 
vertising in recent years had been 
ry Preoccupied with surveys and 
e research. Surveys ·were very 
essary, no doubt, but there had 
eloped a disposition to regard sur

as the be-an a.nd end-all, which 
Uld not be so. Audience surveys 
a very useful guide for the adver
r but in the final analysis the sales 
r~s are still the real yardstick by 

e~e We should measure the effec-
ss of our advertising. Advertising, er· 

tel in radi~ or !lress, ca~not be ab
.Y. effective 1f there 1s no mer

di~ing tie'""up at the point··of sale 
reta11 outlet. 

In a luncheon address to The 21 
Club of Australia last week in Sydney, 
Mr. Noel Leggatt, general manager of 
Frederick Stearns and Co., said that 
radio advertising lost out badly when 
attention was not given to merchan
dising. 

"Our own experience," Mr. Leggatt 
continued, "is that it is not so neces
sary to tie-in directly with the broad
cast program but we find the import
ant thing is to display the lines that 
are being advertised at the time they 
are being advertised. We assume
with ample justification !-that thou
sands of people do hear our sales mes
sages over the radio. A percentage of 
those people will go along to the store 
and buy the advertised product. A per
centage of them are only half sold 
but would almost automatically buy 
the advertised product if there was a 
point of sale display to encourage it." 

Mr. Leggatt referred to counter dis
plays and show i::ards, window cards 
and the like as excellent point of sale 
tie-in material. 

"We work through our sales force," 
Mr. Leggatt went on describing sales 
and distribution policy for Nyal 
products, "and encourage chemists 
to use special displays. It is 
part of our service to the retailers 
to keep them in touch with what is 
being currently advertised and to help 
them make sales by tie-in displays. 

Mr. Leggat t advised that broad
casters themselves should insist that 
merchandising tie-ups be carried out 
in relation to any broadcast advertis
ing campaign. They should suggest 
that advertisers set aside portion of 
their appropriation for that purpose. 

· The whole future of commercial broad
casting depends upon what amount of 
merchandise the radio programs will 
sell. 

" It would be quite refreshing if 
some radio station came along to an 
advertiser and instead · of just selling 
him some time or a program brought 
out some merchandising ideas along 
with the program. You could use mer
chandising ideas also to pep up exist
ing programs. It is not enough to 
sell an advertiser some time and leave 
it at that. You sho:uld follow through 
right to the retail outlet. Don't just 
leave that side of it to your client or 

his agencY:-,neither of them may be 
aware of the importance of merchan
dising . .Some agencies lack any know
ledge whatever of merchandising." 

Moving a vote of thanks to the 
speaker, the 21 Club vice-president, 
Mr. J . E . Ridley, said that Mr. Leg
gatt's ideas on merchandising were 
worthy of the utmost a t tention by 
broadcasters. He was a very success
ful authority on the subject of mer
chandising and his comments were 
timely. A lot of the difficulties which 
had been encountered in broadcast
ing may have been more easily over
come if th ere had been a better un
derstanding of the manufacturers' 
points of view. 

Mr. Ridey said he agreed with what 
was apparently in Mr. Leggatt's mind 
in that surveys did not tell the whole 
story and would have a limited value 
until they could show whether the 
advertising was actually selling the 
goods. His own experience of sur
vey interviewers was that they asked 
a lot of questions about programs but 
never a mention about the commer
cials or sponsors of the programs. 

A lot more could be done to improve 
commercial announcements, Mr. Rid
ley added. Some agencies and some 
advertisers seemed to think that 
everything was all right so long as 
they had a good program-but the 
benefit of a good program was often 
destroyed by inferior or incongruous 
commercials tagged o:n to it. 

Mr. Fred Thompson, supporting the 
vote, commented how closely Mr. Leg
gatt's ideas coincided with the aims 
of The 21 Club's recent series of lec
tures which aimed to train young men 
and returned Service personnel in ad
vertising agencies how to use broad
cast adver tising with the fullest ad
vantage of its power. He suggested 
that Mr. Leggatt be invited to deliver 
a lecture on merchandising in the 
Club's next series of lectures. 

Commercial Broadcasting, October 17, 1946 7 



ZKY Sydney 

• 
ZHD Newcastle 

-SPORT 
A S B SERVICE-SPOTLIGHT ON SPORT-TODAY IN SPORT-

• MILES.TONES AND MEMORIES OF SPORT-WITH ROD AND REEL-

BOXING-WRESTLING 

Stations for 500,000 The Sporting People 
MELBOURNE: CENT· 4lf 

. ---g _____ a a& 
SYDNEY: M 6291 
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JRST BMB REPORTS SOON IN AMERICA 

American advertising industry 
The gerly awaiting the publication 
e.ardings of the first field work of 
fidn ast Measurement Bureau, which 
a c · f k f ld be ready m a ew wee s rom 
u The Australian industry also 

1 be interested from the poi.nt of 
w of !earning ."".hat r~al service to 
dcast advert1smg might be lent 
~doption of similar methods and 
a~urements here. 

Explaining some Audience index 
ues of BMB Reports, th.e. BMB ex

utive secretary, Mr. Ph1!1p Frank, 
entlv told ad. men and agency ex

utives in USA that BMB was or
ised jointly by the AAAA, the ANA 

d the NAB for the purpose of mak
a uniform measurement of radio 

lion and network audiences. 
The material will be published in 
ree forms : 
1. station Audience Reports : -Each 
port will be for a single subscribing 
tion. It will include day and night 

BMB audience maps showing all 
unties and measured cities in which 

or more of the radio families 
n to the station one day or more 

week, together with detailed infor
ation regarding the size of its day 
d night BMB audiences in each 
ce. 

U.S. Area Reports- Here one may 
k up any county or measured city 
bout 1,000) and find all the stations 
vmg day or night audiences in the 
ce, together with the BMB audi
e figures for subscribing stations. 

3 Network .R,eport:-This report 
show the day and night BMB au

nces of each of the four major net
rks and subscribing regional net
rks in each county and measured 

How to Use 
These are the BMB materials with 

ch the advertising and radio in
tries Will work. How will they be 
? Even before publication nine 
rate uses for BMB have been 

Ught to light. In this article we 
discuss the first three. · 

The first decision the advertiser 
es regarding radio is whether to 
it. In the past more acceptable 
ua1 data have been available on 

er tnedia than on radio with the 
t that ~n a consideration of vari
f.Pes o~ media radio has been at 
f inct d~sadvantage. BMB will be 
a ~ctor in helping- to correct this on, 

Executive Secretary Explains Some 

Major Points of Proper Usage 

It should not be inferred, however, 
that "BMB audience" is comparable 
with "ABC circulation." No one yard
stick can measure both space and radio 
media since they are not measurable 
in the same terms. Nevertheless ad
vertisers and agencies are continually 
called upon to compare these media. 
And they are doing this with what 
they term the present unacceptable 
material. BMB will help because it is 
the most fundamental measurement 
in radio just as ABC is the most fun
damental measurement in space me
dia. And both measurements are uni
form for the media they serve, ABC 
for all publications, EMB for all radio 
stations and networks. 

Evaluating Stations, Networks 

Having decided to use radio adver
tising, advertisers and agencies can 
turn to BMB for an overall evalua
tion of stations and networks. This 
can be done on the basis of tota l BMB 
audience day or n1ght or by a com
parison of the audience-cost ratios of 
various stations-an efficiency factor 
that might be expressed as cost per 
thousand BMB. 

Such a factor might serve as a guide 
for evaluating radio in much the man
ner in which milline rates serve as ·a 
guide to ·newspaper values and cost 
per page per thousand and circulation 
measures magazines. Both milline 
rates and magazine costs per page per 
thousand vary widely. A Vogue or 
New Yorker can command a h igher 
rate per page per thousand than a 
more widely read mass medium by 
virtue of the selectivity of its read
ers. The same might apply to radio 
stations. 

Just as small town, low circulation 
newspapers have higher inilline rates 
than big city, large circulation .news
papers, so small city, low power sta
tions may have a higher cost per 
thousand BMB than big city, high 
power outlets; and a cost per thousand 
BMB comparison between stations of 
these two different types may be as 
unjustified as a comparison between 
the milline rates of metropolitan and 
small town newspapers if used as the 
only yardstick. 

Perhaps a more useful comparison 
can be made between stations of the 
same power or between stations in the 
same size cities. But here again wide 
yet justifiable differences may be 
found in the cost per thousand BMB 

of a high power station serving 
a densely. populated metropolitan 
area and a station of like power serv
ing. a predominantly rural area. And 
in comparing stations in the same city 
similar wide yet justifiable differences 
may exist as between a high and a 
low power station in the same com
munity. 

Other Comparisons 
Still another comparison, stemming 

from the possible in adequacies of the 
methods just d'iscussed, is between 
stations with the same BMB audience, 
regardless of their power or the size 
of their home cities. Thus, it might 
be possible to draw valid cost per 
thousand BMB comparisons between 
aH stations with aproximately the 
same BMB. This is not to suggest 
that rates should be standardized on a 
cost per thousand BMB basis. Other 
factors, such as the nature of the 
market, programming, competitive 
media and the like, may warrant the 
use of stations with above average 
cost per thousand BMB. 

The geographical extent of a sta
tion's actual audience can be com
pared with the geographical boundar
ies of its potential audience by com
paring a station's BMB audience map 
with its engineering survey map. As
suming a half millivolt contour as 
representing a station's potential lis
tening area, a comparison of this con
tour with the station 's BMB audience 
area will indicate how many of the 
counties in its listen able area are in 
its audience area. This is a geo
graphic measurement. As between two 
stations with virtually the same con
tours, one may have more BMB audi
ence counties, yet the other may 
have a larger total audience because 
it has far more listeners in those 
fewer counties in which it is listened 
to. 

How to Reach a Market 
An advertiser interested in several 

markets may question whether the 
station h e is using for one market 
suffices for another or whether he 
needs a local station in the second 
market. 

Reference to the Area Report will 
disclose the size of t he distant sta
tion 's audience in the local market 
as well as that of the local station. 
If the distant station required per
haps for a large metropolitan area, 

( Cont inued on page '.'5) 
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Z WAYS TO YOUR .HOME MR.RltET! 

The Junior The Senior 
audience audience 

-
*Sally's · Junior 3AW *Macquarie Plays 

-

*Tivoli Theatre Juveniles *Largest Sports Coverage 

*Youth Speaks; Quiz Kids *Superb Musical Comedies 
. 

*Leading Serial Characters *Junior Orchestr<3S 

* Conservatorium Players *Network Programmes 

+Well-planned Developments ahead 

... and most of the Macquarie Shows 
combine both! 
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31W-3C 
always at Home wit! 

.ALL the Jamil. 
-for your benefi 

BROADCASTER TURNS FARMER 
frank Marden tells of his Plans at Federation's Au Revoir Dinner 

If the "Progressive Farmer" move
ent is developed and carried on in 
~e years to come, Frank Marden's 
ame rnight some day lead all the rest. 

The recently-retired 2UW general 
anager made it clear to his former 

!ll neagues in broadcasting at the 
f~deration dinner in his honour, that 
far frorn giving up work, his intention 
·as to toil perhaps harder than ever 
n the land by which he hoped to 
~ake some national contribution to 
;eientific farming. 

The Commercial Stations' Federation 
dinner to Frank Marden was held at 
rsher's Hotel, Sydney on Oct. 1. Mr. 
A c. Paddison, president, presided 
ver the function which was attended 

by sorne of Mr. Marden's former direc
tors and friends from the motion pic
ture industry as well as by Sydney 
and Melbourne broadcasting station 
managers. 

There were a number of speeches 
ll"hich were all recorded by A yr A, and 
a complete set of the processed discs 
ll"ere subsequenty sent to Mr. Marden 
at Gundagai as a memento of · the 
evening. 

Mr. Paddison said that the dinner 
v.as to afford an opportunity to say 
au revoir to Frank Marden and to 
congratuate him on attaining his 
life's ambition. 

"He made a great contribution to 
broadcasting as president of the 
AFCBS during the two critical years 
of the war," Mr. Paddison went on. 
He brought to broadcasting a very 

deep sense of personal responsibility, 
and he is a man who proved he could 
not only dish it out, but he could take 
it-and then get up and dish out some 
more!" 

After Messrs. Jim Malone, chairman 
o.r the Telecommunications Commis
ion, Jack Ridley, AFCBS vice-presi
dent, D. McVey, managing director 
BTc., D. Worrall, manager 3DB Camp
~ll Jones, general manager 2UE, Ber-

e Freeman of M.G.M., John Horner, 
~cquarie general manager, Charles 
Stoses, ABC general manager, Bernie 
Fu~fleton, 2SM general manager, John 
2K.Yer, R. A. King, M.L.C., secretary 
M • C. V. Stevenson of 2UE, Herb 
T~I~tyre (motion pictures), John 
~1or, new manager of 2UW, Ray 
.\lie ey, AFCBS secretary, and Barney 
den n as a personal friend of Mr. Mar
Padct~ad all spoken in support of Mr. 

as !son's Well wishes, Mr. Marden 
ii Preb~ented with a handsome cock

ca inet on behalf of the N.S.W. 

• 
Mr. John Taylor 
who succeeds Mr, 
Marden as 2UW 
gon2ral manager 

• 

section of the federation, and a pair 
of binoculars from the "Melbourne 
boys." 

Responding, Mr. Marden expressed 
his deep appreciation of the kind 
thoughts of the evening, the gifts, and 
the goodwill of his friends gathered 
there. It was, he said, one of the 
great nights of his life. 

In reminescent mood Mr. Marden 
went back over the years to finally 
explain how he came to get into 
broadcasting. 

"The experience I got in the motion 
picture industry made broadcasting 
at first seem very complex to me, but 
I found it was simplified by keeping 
to the same principle as in the show 
business." 

Mr. Marden recalled that after the 
two years he spent organising the 
foundations of the present national 
service he went back to the motion 
picture industry for a couple of years, 
but found that broadcasting "had got 
into his blood". When he first got 
into 2UW the station was losing £3,800 
a year and "we set to work to see what 
we could do." The station had a small 
but select audience so they decided to 
jazz it up a bit and increased the ad
vertising rates. 

Mr. Marden paid a tribute to the 
company's excellent board of directors 
which contributed in no small man
ner to the success of the station. 

"We haven't done anything really 
outstanding," he went on. "We just 
tried to run the organisation on or
dinary business lines and being show
men, we knew a little about mass sell
ing. 

"We have ahead of us in broad
casting a lot of problems," Mr. Marden 
continued. "There's FM and tele
vision, and the Parliamentary Com
mittee on Broadcasting. lam not run
ning away from these, but I feel 
somewhere right inside me an urge 
to go on the land and to see what I 
can do for intense cultivi;ition and ir
rigation, and to show the people in 

the district what can be done, and if 
I succeed in doing that , I w ill be do
ing a national job. And I want to do 
it while I still have the will to do it 
and the energy to do it . I am not re~ 
tiring from work, but will have to 
work harden than ever before." 

Mr. Marden said that h e would be 
able to get up in the mornings and 
poke faces at the telephone. He would 
not have an appointment list. He 
would be free to do and to think as he 
liked-he hoped! And h e hoped, too, 
that there would be time to enjoy good 
music and to read. 

Mr. Marden said that he hoped the 
broadcasting industry would go on to 
greater heights and prosperity, and 
closed with this prophecy: 

"Provided you aim your programs 
a little bit above the reach of their 
present standards all the time, you 
have nothing to fear from govern
mental interference or nationalisa
tion." 

Staff Say Farewell 
The staff of 2UW tendered their 

former general manager a farewell 
cocktail party and buffet supper at 
Cahill's Restaurant in Sydney on Oct. 
2 and presented him with a stock 
saddle a.nd bridle, a stock whip and 
saddle bag, silver mounted and suit
ably inscribed. 

Mr. Marden was also presented with 
a disc for his phonograph on which 
was recorded a hilarious farce titled 
'.'Frank Marden's Nightmare", depict
mg all the things that SHOULD NOT 
happen on a broadcasting station . 

PROGRAM PROMOTION AND 
STATION MERCHANDISING 
Emphasis is lent to some remarks by 

JWT media manager Tom Carruthers 
in a recent 21 Club lecture anent the 
need for stations to do more program 
promotion ("C.B.", Oct. 3) , by the an
nouncement in America that Colum
bia Broadcasting System, viewing this 
angle with the utmost seriousness, 
has launched a heavy drive to build 
up in public estimation, 135 of the 
web's features. 

Commenting, August 3, Variety says 
every CBS show, sustaining as well as 
commercial, is set for a high -powered 
ride. For each show stat ions will re
ceive from headquarters a kit of news
paper advt. mats. and illustrated 
booklets fpr ·distribution by individual 
stations. · 

Another facet of this subject of pro
gram promotion is station merchan
dising which seems actually to go 
hand in glqve with it. As pointed out 
by Sam Levitan ("C.B." Oct . 3) "radio 
station merchandising should be tailor 
made." 
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No matter how excellent a news-reader may be ... and with 
announcers such as John Sherwood and Dom. Harnett, 2SM listeners 
are well' served ... the presentation of news 1s still only 
one side of a news service. 
For news must always be right up-to-the-minute accurate . 
and reliable. These responsibilities fall upon the shoulders of 
the organisations gathering the news. 
Although 2SM news is obtained from the most highl'y-e1fficient news 
organisations in Australia, we have recently augmented these 
services with an increased local coverage of our own. 

Our own staff of first-class journalists are now operating local areas 
and bringing straight to the microphone on-the-spot, factual news 
of the day before it hits the headlines. 

Yes! There's 
presentation. 
department. 

more to a radio news service than the 
And the News on 2SM is excellent in 

It's another of many listener-services. 

Improved 
Independent 

NEWS SERVICE 

TO SELL MORE 

vocal 
each 

Melbourne Representatives: 
OATEN-WARD (Ernest J. Oaten - Dudley H. Ward), 379 COLLINS STREET, MELBOURNE. Phone MU 4725. 
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WHAT KIND OF ENGINEER 
ARE you? 

111 u.s.A. men of other occupations 
ve refused to be outdone by the 

na b . l orticians or o sequia engineer ... 
~erica's dignified Society of Auto
~otive Engineers has noted the use of 

title by such up-and-comers as 
he "rat. cockroach and bedbug eradi
ators," whose organisation is known 
mpressively as the American Society 
1 Exterminating Engineers. 
other "engineers" now include : 
eep engineer (bedding manufactur
r , imagineer (idea-man), custodian 

engineer (one who furnishes creative 
anitorial service), esthetic-engineer 
an artist), pediatric engineer (a corn

cutter), civilization-engineer (a scien
•1St), odour-engineer (perfume manu
facturer), and social-engineer (one 

ho "appreciates that one important 
!unction of education is the release 
f the potential energies in human 

nature"). Abstract from "The Ameri
an Language; SupplemEmt l"; H. L. 

Mencken, reproduced in "Electr.ical 
:ews & Eng~neering" (Canada) . 

ADVERTISING ARTS BALL 
he Advertising Arts Ball, organised b y 

:.lelbourne Advertising Arts Charities 
•1u al, was held in the St. K ilda Town Hall 

Thursday, Oct. 3. On the committee 
,., representatives of the Victorian I nsti

'.' _.cf Advertising, the Advertising Stu
. its Club, . the Australian Associ

"" of National Advertisers, the Ac
d1t~d Advert1sm g Agents' Associat ion of 
Iona, the Outdoor Advertising Associa

of ;"ustralia Inc., the Victorian Mast er 
.r.ters Associat ion, the Master Process 
"~~1·er~: Association , the Colum n Club, 

.~ge , the "Argus", the "Herald" t he 
1'· and "Truth" . ' 

Ir pre:war yea1~s., booking \Vas open to 
, publ!c, but tlus year, after preferential 
·~~ng was given to the a dvertising pro
'" n, t~e _ball :vas completely booked out, 
, a 1' a itmg hst for cancellations. About 
''nguest8 attended the function, repre

,.;,i~ all branches of the, Melbourne ad-
itl -c~ world, Colorful posters, w ith 

ored balloons and leis, provided the 
,. ~.:in and pron1inent on the ~tage, 

hrJg the bandstand, were two Ginks-
'' of the advertising industry. 

iue!-;ts were . .. (presid re.ce1ved by Mr. Br u ce Bell-
.!essrs ~t) and Mrs. Bellamy, · assisted 
"·Pre .'d . · E, Israel a nd T. J . O'Brien 

81 ents) a nd th · 1 d' ,.,,,. Cl b eir a ies. The 
""i~k u. was represented by Mr. H. B, 

B <;-ice-president of the club) and 
orw1ck. 

· tick t ,.,1 e secretaries were Mrs M G ' aude Mo A . · · . ood-
. ·~h D oney dvert1sing), and Miss 
·)· 1,_ 0 Yle (Vacuum Oil). In terest and 

'rihut;~re a dded to the evening b y the 
· a sn ~t midnight of " Gink's · Gaz-
2· Pag~secial_ a nd traditional publication 

r "naJ- ;· With news- person al and im 
ts co~t ~he advertising industry Tivoli 
the b:i;buted to. the gay floo~ show, 

· angle. was highly successful from 

• 

Equipment Built 
up for Recent 2UW 
" Walk ie Talkie" 
Coverage of B i g 

Golf 

• 

Since publ icatio n of the story 
("Walkie- Talk i e G o lf Coverage " 
P: 28, "C.B.," Oct. 3 ) of 2UW's m~
b1,le br_oadcast cover o,f the cham . 
p 1onsh 1p golf at. Rose Bay, Sydney, 
the. accompanying ·photos of t he 
equipment . have coma to h a nd. 

Above 1s . show n t h e cent ra l 
t .r ansm 1.tter.- receive r , with special 
l 1ne-sw1tch1ng and patching gear 
to feed the 2UW li ne and the loca l 
s~ u.nd system , in c harge of tech. 
n 1c1 ans Aust.wick, S teph enson and 

· Pearso·n , while i nset a t left is a 
c l ose -, up of Ke it h D u n bier, 2UW's 
::;porting commen t ato r, in terview
ing o_pe of t he competitors with 
the a id of a Sib. c r ystal -con't rol led 
5780 kc/ s. tran sm it t er-receiver. 
E_x'.Army . readers w ill have no 
d 1ffl_cul t y 1n recogn is ing the bas i c 
eq u ipment employed. 

RANDAL WHITE IN HARNESS IN MELBOURNE 

Mr. Randal M. White, new general 
manager of 3A W, has officially as
sumed responsibilities. He said that 
Melbourne has such a reservoir of 
tale~t in its million people that the 
stat10n expects to give a fresh im
petus to local production. · 

"Already we are planning a new 
~er~~s o~ night shows of network qual
ity, said Mr. White. "These are go
ing to break new ground and I think 
listeners will welcome the change. 
The greatest peace-time project in 
front of broadcasting is the making 
of citizenship, and the development 
of the social significance of radio. We 
will not neglect these in our search 
for fun and sport. 

"We all see the rapt attention the 
juniors give to listening, and I think 
they should be given something worth 
while too." 

Technical improvements, too, are 
scheduled. Mr. White has already 
approved of some engineering de
.velopments for tne station and some 
interesting announcements are ex
pected from the station soon . Mr. 
White is also Melbourne manager for 
Macquarie. 

• 
Mr. Randa l White 
New Gener a l Mana. 

gel' of SAW and 
Macquari e in Vic 

tori a 

• 

£31 A MINUTE FROM RADIO 
APPEAL 

First -class evidence, if any is need
ed, of the pulling power of radio 
comes to hand from Casterton Vic
toria, where funds were need~d to 
help finance the building of a new 
hospital. . 

3HA in Hamilton, 40 miles away, 
was brought into the picture and put 
over a special appeal. Result-over 
£2,324 was raised during a total period 
of 70 minutes, at an average rate of 
something better than £31 a minute. 
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Radio Station 
Merchandising 
Defined • • • 

as 

can do 
of the 

• • • the things ll radio station 

to increase 
ad\Yert ising 

the eff ecti\)eness 
. 
it " carries. 

• • 

See "Con1111ercial Broadcasting,' ' page 11 , Oct. 3rd. 

BACKS lJP ITS ADVERTISERS' CAMPAIGNS 

WITH A SOUND PUBLICITY & PROMOTIONAL 

POLICY COVERING DAILY AND PERIODICAL 

PRESS, & ALL FORl\IS OF OUTDOOR DISPLAY 

• 
163 SPRING ST., MELBOURNE 

Central 6612. 

14 Commercial Broadcasting, October 17, 1946 

• 
Sydney Rep.: Mr. RICK BARNES 

42 Pitt St. 'Phone: B6315. 

tfbat is 
Television? 

B.8.C. Program Director's 
Clear Analysis 

some say television is a new art; a 
ew medium of mass impact, some say 

,i's another form of broadcasting, 
~me say it is entirely different from 
nd will move in a different field to 
~roadcasting. BBC program director 
vennis Johnston says it's broadcast
ng and in a recent issue of "London 
calling," this is how he says it:-

"Television is not a moving picture 
that talks, but a broadcast that you 
can see; believe it or not, there is a 
rerY big difference between the two. 

·•some people try to explain it away 
by saying that it is just a matter of 
the size of the screen. But after 
puzzling over this phenomenon for 
some years, I have come to the con
clusion that it is something far more 
·ubtle than that, and that the opera
tive word is broadcasting. 

··we are apt to forget in our excite
ment over this new toy-vision-that 
television as an art has its roots in 
broadcasting, and that all the prob
lems that it presents, when you come 
t1i analyse them, are problems neither 
of stage or screen but of broadcasting. · 

"Broadcasting is now probably the 
most universal and popular of the 
arts. It functions for the entertain
ment of an audience numbered not 
m thousands but in millions. But-
and here is the point-they are mil
lions of individuals, and not masses 
of people sitting in rows of seats as 
they do in the theatre or in the cine
ma, reacting together. 

"People are receptive in quite a 
different way when they are alone
or nearly alone-from when they are 
m a crowd, and the accomplished 
broadcaster will always recognise this 
fact. However many millions there 
may be listening to him, he speaks 
to them intimately, as individuals, 
and not as to a public meeting. 

"But when I described broadcast
ng as an art, I really meant that it 

1" three-quarters of a:n art. It is an 
art-to my mind, at any rate-that 
wants just a little something else to 
rnake ~t complete. And that thi.ng 
ureJy is vision! 
"Look~d at in this way, television is 

at the illegitimate offspring of either 
tage or screen. It is neither a theatre 

Peer d · ' obJ e mto through an inadequate 
Pipong_ keyhole, nor the local cinema 
rice~. into the home, like gas or elec

bro lght: It is the natural end of 
re adcastmg. It is broadcasting set 
Oe from the limitations of the ear 
ne." 

VACUUM,S NEW SHOW 
ON 50 STATIONS 

"Opera for the People" on 
Major Network 

Under the sponsorship of Vacuum 
Oil Company, the new Major n etwork 
show "Opera for the People" will take 
the air .on November 19 on a network 
of 50 stations. Tuesdays, at 8 p.m. has 
been selected as the channel on the 
network but country stations have ar
ranged differing times. 

The new show is said to be the most 
costly yet produced ~n Victoria. 

The original plan for the show was 
designed just before the war but held 
up awaiting happier times. The suc
cess of the Melba program emboldened 
Major Network to proceed with the 
pla.n fitting in with the famous 3DB 
Botanical Garden shows, "Music for 
the People," which has att racted 
crowds of more than 100,000 to Mel
bourne's lovely gardens. 

The treatment of the famous operas 
will be quite new to Australian radio 
and, so far as is known, has not been 
used anywhere in the world. The 
story of the opera will be dramatised 
in E.nglish and all the singing will be 
in English. Some of the operas will 
be condensed to one half-hour, some 
to two and, in cases like "Faust," 
which contains about twelve popular 
numbers, three half-hours will be 
used. Dramatic values of the plots 
will be developed adequately, narra
tions being used sparingly. 

An orchestra of thirty, large chor
uses and a big company of actors and 
principal singers will be employed. The 
shows already produced are said by 
all who have heard them to set a new 
standard in musical-dramatic shows. 
At any rate, it would seem that "Opera 
for the People" makes a new co.ntri
bution to the effort to produce good 
music and drama in popular form. 

Hector and Dorothy Crawford, pro
ducers of "Melba" and other notable 
programs, were chosen to produce 
"Opera for the People". Many of the 
stars of the Melba show, including 
Glenda Raymond, will be heard. A 
wealth of lovely young voices exists 
in Victoria and many will be given 
their first opportunity to sing in opera. 

Operas in process of production are 
"Faust", "La Boheme", "Rigoletto", 
"Barber of Seville'', "Pagliacci", "Mari
tana" and "La Traviata." 

Throughout the series the orches
tral and vocal accompaniments will be 
provided by the Australian Symphony 
Orchestra and the Westminster Sing
ers. The script will be supplied by 
John Reid, scripter of "Melba". The 
narrations, binding musical and dra-

CHAIN GROCERY FINDS 
RADIO PAYS 

Housewives Ideas Exchange 
Goodlands Pty. Ltd., well-known 

Sydney grocery house, with branches 
throughout the metropolitan area and 
beyond, have during the past three 
years become one of the most exten
sive local advertisers on the air in 
Sydney, particularly on 2UW. 

A still further extension of their 
broadcast coverage was decided last 
week when Goodlands took an addi
'tional series of 5-minute sessions on 
2UW at 5.55 p.m., Monday to Thurs
day, making a total of 11 x t -hours 
and 4 x 5 minutes on 2UW each week. 

Goodlands some time ago took 
sponsorship of 5 x ! -hours weekly, 
Monday to Friday on 2UW, at 10.15 
a.m., for the presentation of "Kitchen 
Kapers." 

Some months later, they took over 
also the 8.05 a.m. :!-hour on 2UW, 
Monday to Saturday, making a total 
of 11 x ! -hours in the morning session 
each week. The latest extension pro
vides for 'a five-minute musical pre
sentation at 5.55 p.m., Monday to 
Thursday. 

The original conception of "Kitchen 
Kapers" was the interchange between 
housewives at home of household 
hints. Six prizes were offered each 
week for the best hints received (the 
prizes were £1/1/ -, 10/ 6 and 4 lottery 
tickets) and many hundreds of entries 
were received. 

That phase of the session is still 
maintained, but the idea h as now de
veloped into an interchange of ideas 
between housewives. Listeners need
ing advice or help on special domestic 
problems are invited to communicate 
with the session, and the most in
teresting requests are broadcast each 
day with an invitation to other house
wives to supply answers to the re
quests. 

In a time channel, following im
mediately after "Crossroads of Life" 
(the successor to "Big Sister"), Good
lands "Kitchen Kapers" has attracted 
and held a big audience of Sydney's 
housewife listeners. 

The 8.05 quarter-hour is a musical 
program broadcast under the title of 
"Hit Tunes, Old and New," in which 
the most popular melodies of yester
day and to-day are blended in a 
bright presentation. The latest book
ing on 2UW-the 5-min. session at 
5.55 p .m.-suggests that Goodlands 
have found that radio advertising is 
a profitable investment. 

matic sequences together, will be 
handled by ·Eric Pearce, 3DB's feature 
announcer. The account is handled 
by Patons. 
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to 
prosperous New 
Zealand market is the 
commercial network of the National 
Broadcasting Service . . . Five stations to give a complete 
coverage, nation wide at low cost. Full details from any 
authorised advertising agent or direct from 
P.O. Box 3015, Wellington, N.Z. 

U.S. RADIO'S RESEARCH TECIINIQUE 

''BLAMED" FOR DECLINE OF PRESS 

~4.S NATIONAL MEDIUM 

Radio Newspaper from 

''Junior 3 AW" 
Further details are to hand of the 

radio newspaper "Australian Youth" 
which, with other cultural moves by 
"Sally" of Junior 3AW, created such 
a good impression on the delegates 
at the recent State Schools' Confer
ence held in Melbourne (see p. 20, 
"C.B.," October 3.l . 

rne failure of newspap:ers to 
match. radio's research and salesi 
recnniques was largely responsible 
ror their loss to broad?asting of. P_re
eminenceJ as a basic advertising 
11edium for national advertisers. 

That was the view put forward by 
eil H. Borden, professor of adver

;ising at the Harvard Business School, 
;n the September issue of "Harvard 
Business ~eview." 

Mr. Borden points out that while 
radio's novelty and glamour may 
have initially attracted the attention 
f mass-product advertisers, "the 
teady growth of the medium to its 

pre-eminent position has not rested 
on so insecure a foundation. Rather, 
radio growth has come in large part 
because objective evidence has shown 
advertisers the effectiveness of speci
:ic programs undertaken by them." 

To satisfy the desire of clients for 
objective evidence of consumer re
ponse to advertisi·ng programs," Mr. 

Borden writes, "advertisers, agents 
and the broadcasting networks have 
carried on projects of experimen
tation and research that have out
tripped those applied to other 

media ... . From many interviews the · 
author and h is co-workers gained 
the indelible impression that the 
ncreasing use of radio by large "'ad
ertisers has come from a conviction 
f its effectiveness as a part of their 
lling programs." 
Newspapers, Mr. Borden states, 

ave not, in their research, "initi
ted adequate experiments or ga
herect sufficient data on newspaper 
age .to provide convincing sales pre
ntat1ons to national advertisers. In

tea.d, their selling has continued on 
!1 mtensive, intra-industry competi
ve Pattern which was fashioned in 
arlier decades when newspapers con-
1~~tect the dominant medium for 
a ional advertisers appealing to mass 
t!arkets. · · . For the most part the 
~rts of newspapers soliciting staffs 
· of. representatives' solicitors have 
, e~ ct:r~cted at the competitive level 
' 11~div1dual newspaper against in

Ual newspaper." 
1\contrast to this competitive sell
in Y newspapers, he goes on, "the 

C>rk g approach both of radio net~ 
rt s and of magazines, while in 
ot~onipetitive with other networks 
n er. magazines, has in large part 

prnriary. While sal~s :prese:p,t(i,.., 

tions have pertained to the individual 
network or magazine, they have made 
full use of arg·uments designed ·to 
convince the advertiser of the value 
to him of using network broadcast 
advertising. For instance, radio net
works have stressed the success at
tending broadcasts and the value of 
the auditory approach." 

RANDELL OF THE 
"OVER LANDERS" 

Ron Rande l l , well-known radio and screen 
player, who w i ll shortly leave for America 

to fulfil a contract with Columb ia P ictures 

in Hollywood, photographed at the 2CH 

microphone d uring its broadcast of the 

World Premiere of "The Overlanders" at the 

Sydney Lyceum Ttie•atre. Marty notabl.es 

were brought to the 2CH mike during the 

descriptiort of the proceedings, an d were 
interviewed by . Bob Polla rd (on left of 

mike). 

"Aw:;tralian Youth" is affiliated with 
the Essendon High School monthly 
paper of that name and planned by 
"Sally" of Junior 3A W. This radio 
version is contributed to by the Essen
don High reporting staff and mem
beri of J unior 3AW. 

The Essendon High School's "Aus
tralian Youth" is edit ed by Dr. M. 
Goulbergh, Ph.D., F .A.W., and is pub
lished with the approval of the Edu
cation Department. It has a staff 
of 42 reporters, whose ages range from 
13 to 17 years, and "Sally's" idea in 
linking Junior 3AW with "Australian 
Youth" is to add further to the oppor
tunrties of these 42 young journalists, 
to gain practical newspaper experi
ence and to provide an outlet for the 
talents of members of Junior 3AW. 

The first air edition of "Australian 
Youth" was broadcast on Oct. 3 from 
5 to 5.30 p.m., twenty minutes of which 
were taken up in dealing with con
tributions of news and special items 
of interest, interspersed with the 
theme music, "Waltzing Matilda." 
Ken Inglis, of Essendon High, secre
tary of the Junior 3A W Broadcasting 
Council, permanent editor of the radio 
edition of "Australian Youth," and 
Betty Potts, of P.L.C., permanent air 
reporter, . conducted the session and 
there were guest speakers from the 
actual staff of the Essendon High 
paper. 

'
1Sally" addressing deleg~tes at the State Schools' . Co ~ference in Melbourne on Sept. 24. 

Left of "Sally" in the pictu re. i s Mr. Hawker, secretary of the Aust, C<?unc il gf $chQo l 

Qr11anis!l~io11~ 11nd ~\ right is !'v1r· ,J. T. Gray, pres ident pf that bod¥, 
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s.s.C. TESTS F.M. 
. w of the probable importance 

In vie ency modulation to broadcast
of rrequa means of improving overall 
1ng as e as well as quality of recep
e~vera~~ B.B.C. decided just before 
100• d of the war to carry out field 

tbe 1enin Britain, and the policy has 
:O~ 5 received official endorsement 

the Government. from . 
The first series of tests was plamned 
the 45 Mc/ s band and two 1-KW. 

in mi·tters were built in the B.B.C. 
~m . 

arch Department laboratories. R• . 
one was installed at Alexandria 
p lace in London and one near Ox
f;d. one of the transmitters was later 

oved to Moorside Edge, near Hud
:ersfield, for tests in hilly country. 
It was later decided to provide two 
additional transmitters to work in the 
90 Mei s band. 

The following tests have been car
ried out or are in progress:- propoga
Uon tests; fading measurements at 
various distances; comparative tests 
on F.M. and amplitude modulation; 
signal-to-noise ratio tests; practical 
listening tests with different types of 
receivers and in the homes of ordiiilary 
listeners. 

The Head of the Research Depart
ment of the B.B.C.'s Engineering 
Division, H. L. Kirke, M.I.E.E., revealed 
these facts in the second number of 
The B.B.C. Quarterly.'' In an account 

that is also an illuminati:ng survey of 
the pros and cons of F.M., he detailed 
the various tests and analysed the 
results-disclosing, incidentally, that 
between June and October of 1945, 
and again from November to March of 
this year, the B.B.C. Home Service was 
experimentally radiated on F.M. for 
three-amd a half hours every evening. 

Frequency modulation necessarily 
connotes the use of very-high fre
quencies and one of its main advan
tages is the opportunity it offers of 
relieving the congestion in the medium 
and long-wave broadcasting bands. It 

not, as Kirke emphasises, a cure for 
au the ills of broad.casting, and it is 
but one of a number of possible 
methods of modulation. · 

_But the B.B.c. tests, he reports, have 
Y~elded valuable results. They have 
c own, for example that F.M. has a 
onsiderable advantage over A.M. in 
~ducing ignition, electrical, a.ind at-

OSPheric interference· that "broad-
cast" ' 

A.W.A. REORGANISATION 
PLANS 

Details of the reorganisation of 
Amalgamated Wireless A/ sia) Ltd. 
and compensation payable by the 
Governmen t to the company on 
acquisition of the overseas telecom
munications services will be placed 
before shareholders at the annual 
meeting of the company on October 
21. 

A.W.A. proposes to capitalise the 
compensation payable by the Com
monwealth for compulsory acqui
sition of the company's beaJm and 
overseas telecommunications services, 
together with the goodwill. An issue 
of shares will be made to sharehold
ers, other than Government share
holders, and such shares will not 
carry voting power, leaving share 
control with the Commonwealth Gov
ernment. 

The company proposes also that a 
reserve including goodwill credited in 
the revaluation of telecommunications 
assets, may be capitalised and distri
.buted among shareholders, other than 
Government shareholders. 

To provide for the issue, nominal 
capital is to be increased to £2,250,000 
by the creation of 1,250,000 new shares 
of £1 each. 

Following the announcement of 
A.W.A.'s reorganisation plans, the 
company's shares advanced rapidly 
on the Sydney Stock Exchange and 
regained the ceiling price. The rise 
to the maximum 75/ 3 was 5/ 0t, in
cluding a recent dividend of 9!d. 

tion"; that, while the adaptation of 
the domestic set to receive F.M. trans-
missions would increase its cost, the 
increase is not likely to be prohibitive; 
and that "a reasonable number of 
frequency-modulated very-high fre
quency transmitting stations could be 
arranged to provide a service through
out the United Kingdom." 

The tests continue. A number of 
fading measurements were made dur
ing the BBC experiments but as the 
data were incomplete - continuous 
field-strength recordings at a variety 
of distainces from the transmitter over 
a long period o{ time are necessary
a series of long-term experiments is 
to be undertaken. 

Pa t~ng on very-high frequencies, and th: •cu1a:1~ . with F.M., does provide (Taken 
Poss1b1hty of high-fidelity recep:.. July 25.) 

from "Landen Calling," 

FOUR A's ACTIVE 
The central executive in Sydney of 

the AAAA (Federal) has been very 
active lately and a very healthy batch 

· of applications for membership will 
be dealt with at the next meeting. 

The organisation's first issue of a 
monthly "Current Affairs Bulletin" 
was issued to all members at the close 
of September, and early reaction in
dicates much appreciation of the ser
vice. 

The Government Department of 
Youth Welfare and Labor and Indus
try in NSW recently took advantage 
of the good offices of the Association 
by submitting a booklet on advertis
ing for the A.ssociations' approval and 
suggestions before distributing it. Mr. 
Ralph Maynard, chairman of the 
Four A's Educational Committee "vet
ted" the work for the Department. 
The Association followed up with an 
offer to provide a lecturer on. adver
tising matters in the Department's 
future courses of lectures to the 
youngsters. 

Another matter which is engaging 
the attention of the executive is the 
question of establishing a code of 
minimum standards of service which 
may be expected by a client from his 
advertising service agency. This is 
somewhat involved with the Associa
tion's further desires for establishing 
more rigid rules of accreditation. On 
the latter subject, suggestions have 
been forwarded to the ANP A and are 
being considered by the Accreditation 
Bureau. The Four A's is anxious to 
improve accreditation standards to 
heighten the professional status of 
advertising men. 

Both Western Australia and Queens
land h ave formed their respective 
State divisions of AAAA (Federal). In 
Queensland, the division is headed 
by Mr. C. A. McMillan, chairman, with 
J. H. Jones, deputy-chairman; 
Messrs. Edmonds, hon . treasurer, and 
A. J . Campbell, secretary. In Western 
Australia, Mr. N. E. Hutchison is chair
man and Mr. A. Collett, h on. sec. and 
treasurer. 

AW.A. SHOW'S £143,027 
PROFIT 

The accounts of Amalgamated 
Wireless (A/ sia) Ltd. for the year 
ending June 30, 1946 disclose a net 
profit of £143,027 after charging 
£84,075 to depreciation. This com
pares with £142,901 for the previous 
year, when depreciation took £99,307. 
A dividend of 8% absorbs £78,842. 

Revenue for the year was £1,019,184, 
approximately £3,000 less than the 
previous period. 

The company proposes to increase 
its nominal capital to £2,250,000 by 
the creation of 1,250,000 new £1 
shares: 
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You cannot trust to luck in planning your radio coverage in Queensland. You need 
facts-hard facts-to give you a clear picture of just what is required to cover 
this tremendous consumer market. Facts I ike these :-

The five stations of the Queensland Network give you a straight-line approach to 
four-fifths of the total population of the State, including, some of the most important 
areas, such as Rockhampton-which you simply cannot reach unless you use 4RO. 
The one certainty is that if you use the five stations of the Queensland Network, 
you can reach a potential audience of a million listeners infr<lne buy. 

411111JJ1tP~ 
I ~~ l~ELBOURNE : P. G. Sullivan, Alkira House, 18 Queen 

""' ,..,- · SYON EY : F'. Thompson, Asbestos House, 65 York Street. 
BRISBANE : Station . 4BC, Wintergarden Theatre, Queen Street. 

Mr. Advertiser,,-==========-

Is Your Product Inferior? ~ 

Bow Does It Sound on -the Coalfields? 
*The coal miner and his family want, and buy, nothing but the best. 

* Don't make your product sound second rate by mixing it with summer static 
and electrical interference. 

* Make your sales messa.ge as good as your product. You're sure of a strong 
interference-free signal from the centre of the coal1fields if you 

PUT IT OVER 2CK 
The Market is worth It 

Sydney Representa:tive: John B . Hamlltoni ;24 Clarence Street. Phone BX 1051. Box 599 G.P.O. 
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Sydney Media Manager Stresses 
Importance. of Commercial Announcement 

I n his recent address before The 21 Club of Australia, 
M r. Tom Carruther s, media manager of J. Walter 
Thompson Aust. Pty. Ltd., stressed the importance of 
" spot radio" and t hen weni on to SCfJJJ' something 
upon the proper selection of announcements to 
fit programs. Below are those comments and conclusion 
of his address - the first part of which was published 
last issue ("C.B." Oct . 3). 

"ManY of us know of advertisers 
who before the war could only afford 
to use one-minute a~nouncements, 

t to-day are sponsoring programs 
bU ting up to six times their initial 
~~~estment 1n radio. They started 
using sponsored progr~ms before . the 
dvent of heavy taxation and mamly 
~cause of the selling job done for 
them by spot announcements. 

"For several years, National adver
tisers with £5,000 to £9,000 to spend 
have been unable to spend it effec
tively on radio because good spot 
times were not available. Some of 
this new money was diverted to other 
Media. 

ing use of radio. The commercial has 
to sell goods or else. 

''If the copy writer does his job 
properly, he will analyse the product, 
its market and its uses until he de
cided upon the product's outstanding 
"plus"-its greatest .selling appeal. He 
will then proceed to produce the best 
way to emotionalize that "plus"- and 
hammer it home Ln every commercial. 

"There must be intuition also - in
a deep sense of obligation-not only 
to the client who pays the bills, but 
even more so to the customers who 
keep the client in business. 

"There must be common sense, but 
more important the ability to use it. 
Most people have common sense but 
when it comes to advertising, they 
usually lose it. Never forget that lis
teners are interested in products 
manufactured for their use. Too many 
advertising writers place themselves in 
front of the products and won't let 
the listeners see it, feel it or taste it. 
They are so infatuated with tricks that 
they don't know when a trick is 
not needed. 

"This is bad for radio. There must 
be 'nursery' times for the small ad
vertiser. Some of you maY, agree 
with the suggestion that stations and 
network managements would be 
thinking ahead if they reserved 
quarter or half-hour times as fixed 
channels for national advertisers 
using spot announcements. They need 
not be uniform times. The national 
advertisers selected should preferably 
be potential users of sponsored pro
grams. I know this raises plenty of "There must be intui tion also-- in 
difficulties, but they are not insuper- tuition is not the exclusive property 
able. of women, it is the little bell that 

"Audience ratings need not suffer rings in the writer's head and tells 
1[ this policy is adopted. Instead of him when h e has hit on a sales winner. 
Jamming spots between recorded "There must be perspective-the 
musical numbers, audience building ability to differentiate between the 
programs could be developed by the important and the insignificant and 
stations or networks and spots in- be guided accordingly in writing the 
erted in program breaks. For ex- selling copy. 

ample: if a ! -hour channel is made "There · must be faitfl,-faith not 
available seven times a week, each only in the product but also in the 
·~annel could carry three commer- fundamental good judgement, · good 
c1als-a total of 21-which would be taste and common sense of the people 
hared by six advertisers. Three ad- expected to buy it. 

vertisers would get three announce- "The selling effectiveness of radio is 
ments per week and the remaining vitally important to all of us who have 
advertisers would get four announce:... a stake in this medium-to station 
ments per week. Iri my opinion, this personnel, advertisers and advertising 
lS the minimum frequency of the sell- agencies. It is up to each of us to see 
ng message which could be used. that radio is bought and used pro
.... I .hope every buyer of radio time perly. There have been too many in-
111 interest himself in the commer- stances of radio being condemned as 

cia_ls. It is all too obvious that many a medium when the commercial, or 
nters and producers consider them program, or time were really at fault. 

: ~.cessary evil and treat them ac- "We have seen how important is 
0.~Tlngly. the commercial. Perhaps I have helped 

mu ~ the time buyer, the commercial remtnd you of the value of wise selec
clies , be the entire reason for his tion of stat ions and times also. I hope 
I)(> t~t s us~ ?f radio. It will certainly too that I have convinced you that the 

e <:le~ic;hp~ fagtw O!! tP.~ c;ontinu.-J?µyi!l~ of rM!g time 1~ m t a ~parey 

t ime job for the accountant or some 
one else who is good at figures, it is not 
something to be h andled by that bright 
secretary of yours. The buying of radio 
t ime requires creative thinkin g on the 
part of one who has been trained in 
selling and merchan dising, one who 
knows other media and is never satis
fied until he gets all of the available 
facts and then acts on th em. 

"Th e radio time buyer also has an 
important public-relations funct ion 
which is too often overlooked. With a 
business as closely knit, personalized 
and confined to a limited area as is 
advertising, news travels fast and 
personalities usually make the news. 
Add to this that one of the import 
ant functions of an advertising agency 
is to advertise its clients on their 
public relations problems, and it seems 
obvious that they should consider of 
prime importance their own relations 
with the outside. In the eyes of the 
seller of goods or services, the time 
buying departments often fall down 
badly on this job . . 

"To improve agency relationships 
with th e outside takes hard work, 
time and an abundance of patience. 
Qulifications for the ideal approach 
to this agency relationship problem 
are many and varied. However, one 
word can summarise a fundamental 
pre-requisite for the time buyer who 
makes the primary contact with sta
tion representatives. That 's r espect. 
There are two aspects to th e word: 

"He should have the respect of the 
people in his own organisation. With
out the weight of his own people back 
of him, the time buyer is woefully 
h andicapped in his relations with 
those calling on him daily. And they 
soon discover how much weight he 
does carry. 

" 'Secondly, he should ha.Ye th e re
spect of the r adio industry. He earns 
that respect only by calling his shots 
as he sees them and as honestly as he 
knows h ow. He can 't buy every sta
tion, but he can give some of the 
reasons why his answer is "No". And 
if each case h as been fairly considered 
and each presentation heard, no in
telligent salemain is going to beef too 
much or too long. No one likes to 
lose business, but the real kicks come 
wh en the brush-off is obvious, or the 
time buyer is afraid to say why when 
h e doesn't buy." 

AFCBS CONVENTION TO 
HEAR AGENCIES 

Negotiations between the Aust ralian 
Federation of Commercial Broadcast
ing Stations and the AAAA (Federal) 
will result in the Four A's h aving a 
delegation in Hobart during the 
AFCBS Convention in November to 
consult with a sub-committee of Con
vention on any matters of common 
interest which may c;rop u:p durin€, 
th~ (;Qp.f er~n<;~, 
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RECORDS TEACH "MIKE" 
TECHNIQUE 

About the middle of November, 
Pythian Sound Recording Co. expect 
to release an album of five double
sided records intended to impart the 
elements of microphone technique. 
These records should be of great as
sistance to any person called upon to 
broadcast who has not previously had 
any training or experience in the art. 
The scripts for these records-which 
may be played on any gramaphone
ha ve been written by Agnes Dobson, 
well-known actress and producer, who 
has been associated with the Adelaide 
Repertory, the A.IlC. and many radio 
plays. 

SPECIAL XMAS FEATURE FOR 
YOUNG CHILDREN 

Artransa have announced the pro
duction of a Xmas feature, "Kooka
burra Stories" with special appeal to 
young children. Produced from origi
nal stories by Macquarie writer Bob 
McKinnon the feature is 26 fifteen 
minute self-contained .stories. Each 
story is dramatised with Australian 

birds and animals as the principal 
characters. Production has been put 
behind the stories giving the correct 
Australian bushland atmosphere. John 
Nugent Hayward is in the role of an 
old Kookaburra who narrates his ex
periences to the other bushland 
characters gives a sterling perform
ance. Anthony Horderns and Son will 
sponsor the program· over 2GB com
mencing in November. Audition discs 
are available from Artransa Pty. Ltd., 
136 Phillip Street, Sydney. 

INSTRUMENT CATALOGUE 
Transmission Products · Pty. Ltd., 

126 Miller Street, North Sydney, has 
produced a new illustrated catalogue 
depicting a number of precision in
struments manufactured by that com
pany. The catalogue is made in loose
leaf form to allow for the insertion of 
additional material as made available . 
The existing catalogue deals with Type 
125 Wheatstone Bridge, Decade resist
ance boxes, audio and power transfor
mers, audio control equipment, and 
radio servicing equipment. Copies are 
available on application. 

R 
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The Best Results are Assured by M 
A 
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The Recording Centre 
Another Service! Latest G.E. Mod. 51 Wire Recorder 
now available to inoducers. 

Dire~ion: H. A. MARSHALL, M.l.R.E. 
Film House, 251A Pitt Street, Sydney 

r---~ W & G ®~~, 
~ RECORD PROCESSING CO. G6: ~ 
(i) (i) 
(i) (i) 
® MODERN METHODS ENSURE Ci:> 

~ HIGHER FIDELITY • FASTER SERVICE ~ 
(i) (i) 
@ (i) 
@ 185-187 a'BECKETT STREET, MELBOURNE, C.1, V ICTORIA @ 
(i) (i) 
@@(i)(i)@@@@@@@(i)@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@@(i)@@ 
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RECORDINGS FOR F.M ~ 
Recent discussions regardin~ ·th 

introduction of frequency-modulate~ 
v.H.F. broadc.ast transmissions hav 
raised a query as to the ability of di· e . ~ 
recordings to handle the extended 
audio-frequency range made possibJ . . e 
by such transm1ss10ns. 

A part answer to this query conies 
to hand in an overseas report, Which 
states that gramophone records mact . e 
by the Decca Company m Great Brit. 
ain now operate over the frequenc3 
range 25-12,000 c.p.s., the improve. 
ment being obtained by the use of a 
new design of cutter h ead, using the 
moving-coil principle, and specia. 
amplifiers. 

It is understood that these disc 
have actually been available for about 
twelve months, but owing to suppJv 
difficulties, attention has not bee~ 
drawn to them extensively. Further 
news of this development is awaited 
with interest. 

SYDNEY GIRL'S SCRIPT 
INTRIGUED CORWN 

Following the news about John 
O'Malley, radio actor, h aving a plai 
accepted for the Bex "Author's Play
house" series from Radio 2UE, came 
Barbara Woodward's announcement 
that Norman Corwin was sending her 
"Tongue of Fire" to the United State 
for presentation over the Columbia 
network. 

"Tongue of Fire" was broadcast 
from 2UE on September 20. 

The day Corwin arrived in Sydnei 
she left a bundle of scripts including 
"Tongue of Fire" at his hotel for him 
to read. She left a note saying that 
she couldn't stay as she had some re
search to catch up in at the Publlc 
Library. 

Later Corwin revealed he'd picked 
up "Tongue of Fire" and was so im
pressed with the first few lines tha 
he'd read it right through, glanced a 
the note she'd left about being at th 
Library, . and had tore straight over 
there hoping she'd recognise him 
With her head buried in a book at th 
end of the Library, the unassurnin 
Miss Woodward didn't see him. 

Barbara comes from Grafton-has 
a brother a Rhodes scholar, and · 
herself an Arts graduate with Eng· 
lish honours from Sydney Univers1tY 
-and has been employed with Radi 
2UE for 12 months as a staff writer 

CHANGE OF SPONSORSHIP 
For Melbourne only at present, tb 

sponsorship has been changed of "A 
You An Artist?"- a John Clerneng 
production. "Adelyn" (White Ma~ 
facturing Company) are withdrawin 
and "Patolaine Products" cornrnen 
their sponsorship of this session 
Oct. 20. 

EDUCATION lN 
4DT1ERTISI1VG 

four A's Federal Agreement with 
Advertising Assn. of Australia 
An agreern_ent between ~i:e Austra
n Associat10n of Advertismg Agen

a_ (Federal) and the Advertising 
ie~ociation of Australia, which is an 
ducative organisation, will con tribute 

no small measure to the educative 
n cilities and standards in the adver
a_ing profession in Australia. Pri
arilY the agreement provides for the 

~II recognition by Four. A_'s Federal of 
AAA Degrees of Advertismg. 

Mr. John Humphrey, Federal sec
etarY of Four A's, poin ted out last 
eek that in the initial stage it is 

ntended that proprietors of agencies 
nd senior executives would be admit;_, 
ed without examination to the de
rees of "Fellow" and "Associate", de-

pending upon their years of experi
nce; and only juniors would be re
uired to sit for an examination. 
·The Four A's regard this matter 

f advertising education as being 
most important now ap.d in the 
future," said Mr. Humphrey. To en
ure a continuity of purpose the Asso

ciation will appoint not less than four 
nominees to the General Council of 
he AAA and not less than two nomin-

ees to the Education Board of the 
AAA. 

"The work of education will not 
top short at the executives but must 
o on down to the Juniors", he added. 
Every effort will be made to induce 
uniors in agency creative depart

ments to study and sit for a licentiate 
examination as their first step to
wards the higher degrees of "Associ
ate" and "Fellow." 

CONSERVATOR! UM 
CO-OPERATES ON RADIO 

PLAYS 
The Albert Street Conservatorium 

n Melbourne is co-operating with 
Junior 3AW in providing a half-hour 
Play each week, under the direction 
f Laurel Berryman, who conducted 

We first Women's Session on radio in 
estern Australia. Later she came 

J. Melbourne, where she was ap
ru,inted Assistant Program Director at 

Z, subsequently resigning to do 
reeJance work, and assist in the Con
~atorium productions. 

he Conservatorium Players-who 
road t · ram cas every Friday at 5.15 p .m. 
ar 3AW-are culled from the dra-
r i~c ~nd musical classes. The series · 
AW ~ior Plays scheduled from Junior 

Boy includes "Pandora's Box", "The 
Who Became Emperor" and "The 

~? Without End " and others of a 
1 ar calibre. ' 

PRESTO Type 1- C Cutting He~d 
I N 1937 PRESTO offered the r ecor ding i n
du ~try the f i r st cutting head des igned spe
c1f1cal ly for recording on cel lu lose coated 
discs. This head , designated a~ the P resto 
type 1- B , made it possible for the first t i me 
to produce instantaneous recordings that 
c.onformed w ith current standards for h igh 
f1del1ty broadcast transm i ss i on. Al l of the 
improvements made duri ng th r ee years of 
research and practical ex per ience with the 
1-B .head are now comb ined in t he new 1-C 
cutting head . The sensit ivity has been i n
creased so t hat the head operates at maxi. 
mum effic iency at an i nput l eve l of plus 20 
db. The sound level recor ded . by the 1.c 
head has been increased to the theoret i ca l 
limit, making an improvement of 6 to 9 
db in playbac_k level a nd dyn ami c range. 

This gives fro m 4 to 8 t imes the power o ut
put previousl y obtained from the records. 
The norma l response range has been ex
tended. fror:i 6,500 cyc les to 8,000· cycles 
and w ith si m ple · equa lizer c ircu it s, it can 
be ex tended b eyond 10,000 cycles. The har
monic d i stor_tion generated i n t h e 1-C head 
1s so low t h at it forms a negli g i ble per
centage of the total d istort ion generated 
by t h e best reproduc ing p i ckuos and 
needles. The flexib i lity of t h e response 
curve of the 1-C head makes it part icular ly 
w.ell adap~ed for re-recordi ng sou nd from 
d1sas to film and other applications where 
an unusual recorded frequency cha racte r 
istic is requ i r ed. 

The 1-C cutting head i s constr ucted of the 
most suitable materials througho u t and the 
moving parts are mach i ned w i t h watch-

maker s' precision , E ach. h ead is adjusted 
by h a nd a n d individua l ly cal i brated. Th e 
freq';'~n~y response, d istor t io n and powe r 
se.ns1t 1v 1t y are determin ed by actually cut
ting a test r ecord . 
W ith occasi onal remagnet iz i n g and clean ing 
fo r wh ich ther e is no c h a r ge, the cutte ; 
may b e expecet ed to g i ve y ears of- sat isfa c . 
tory service . A nom.inal ch arge is made 
f or converting existing 1- B heads to include 
t he improvem ents in t h e 1.c. 

SPECIFICATIONS 

CONSTRUCTION: The ·armature moves 
agai nst a kn i fe edge bearing and is -damped 
and centred between the pole pieces by 
calibrated steel spri ngs wh ich are locked 
1n adjustment at the factory. T he magnet 
is made _of a special a l loy selected for high 
per.mea b 1l 1t y and loni:i life. T he field coil 
wh ich energizes the armature is wound on 
a ma:hined spoo l and impregnated to pro
tect 1t from dust or mo isture. A rubber 
sheath around t h e needle ho le r etards the 
accumulation of magnet ic d u st. Two 
mnunting sc r ews are prov ided at the rear 
of the case. 

FREQUENCY RESPO.NSE: T he response 
co'!'pensates accurately for the character-
1st1cs of P resto cellulose coated d i scs when 
cut at 78 RPM giving a un i fo rm response 
from 50 to 8,000 cycles. 

DISTORTION : Less than 4 % at 100 cycles 
1.5 % above 1,000 cycles. Measurement~ 
taken f r om a fully modulated groove cut 
at a p_i tch of 96 lines an i nch . 
FINISH: Cover, d ie cast. 
POWER R EQ UIREM EN TS : Completely 

mod u lates t he i:iroove at a n input level of 
plus 20 db when cutt in g 11 2 lines an in ch, 
plus 22 db when cutt i ng 96 li nes an inch. 
( R ef .. 006 W .) 
IMPEDANCES: Avai l ab l e for 8, 15 or 500 
ohm s. 
~OUNTING DIMENSIO NS: Shown in f i g . 

SH I P P I NG WEI G HT: 1 l b. 

SOLE AGENTS : 

A. M. CLUBB & CO. PTY. LTD. 
76 CLARENCE STREET, SYDNEY. B3908 

Distributors: 

Melbourne: S. E. Tatham, 178 Collins Street. 
Adelaide: Newt on McLaren, Le igh Street. 

Brisbane: Campbell Advertising, Adelaide Street. 
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A Complete Service 
right through to the discs 

on your desk 

If you are a buyer of radio advertising programmes or 
. ls ARC Service may be just what you need. commercia , . . . 

What A.H.~. Offers: 
• Knowledge of "what goes on." Continuous prac
tical experience of recording top-flight programmes 

and commercials. 
the sure touch. 

The trained mind, the steady hand, 

d d' · Finest tech-• Complete, world-standar recor mg. . .. 
nical equipment, modern studios, all the facilities you 

could ask for. 

e Contact with writers, producers, players, people in 

every department of the "game." 

e A complete service right through to the discs on 

your desk. 

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

AUSTRALIAN RECORD COMPANY PTY. LTD. 
Offices and Studio : 29 Bligh Street. Factory: 2-8 Harrington 

street, Sydney. Phones BW 6953, B 5139 and (Factory) B 5213 
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BRIEFLY. . . . . . 
• Former member of the Royal Navy, 
who was POW for nearly . four Years 
at Hong Kong, and h~spital.-shipped 
out to Australia on llberat~on, and 
then spent some time in hospital here, 
has written to 2CH about the "Stars 
of the Services" program, says: "I 
was astonished at the excellence or 
the performances and I have not 
missed a broadcast si:nce th~t time" 
(his discharge). He added his previ
ous listening had been to BBC fare, 
which was very different, and "in my 
opinion 2CH in particular, and Aus
tralian broadcasting generally, is 
simply tops." 

• Mildura station 3MA has insti
tuted an interesting weekly program 
which gives youngsters a chance to 
air their views on matters of topical 
interest and public importance. It 
takes the form of a deba~e between 
tudents of the Mildura High School. 
~irst in the series was "Should the 
ABC broadcast sponsored programs." 

• The ABC is apparently trying to 
"go all Australian." Advts. have been 
appearing in press and .over the ABC 
calling for applicants with good. Aus
tralian voices to fill 25 posit10ns 
throughout the Com~on.wealth. ABC, 
incidentally is pushmg ahead with 
plans for buildings in all States, latest 
move being the purchase of a new 
site in Hobart. 

• There's a move afoot .in Sydne_Y 
to get going an inter-station tenms 
competition. There will be no . dearth 
of interest, good players, trop11:ie~. Les 
Decent at 2KY has some prellmmary 
details in hand; would like to g.et a 
meeting with other tennis enthusiasts 
around the stations-expects the ~C 
could join in too. Melbourne .stat10ns 
have many inter-station sportmg con~ 
tests such as cricket and golf-Sydne) 
stations have nothing. 

Thanks! 
Russ A. Becker, c/- The Uni.ong. 

·t ·t s· "Havm Sydney Un,ivers1 y, wri e · 1 
d f "C B " for a -been now a rea er o . . ·t is 

most over two years I feel t~~t 1 on 
high time I expressed an opmion 1 
it. over that period the impr~vem~e 
in content has been very cor:si~era . 
and hence worthy of appreciation. st
I consider "Commercial ~roa~ca to 
ing" to be a definite contn~ut10n ·t
. the field of broadcasting busmess ~~e 
erature and a valuable part of 
industry." . s/i.O 

(Thanks Mr. Becker for this 
out of the bluet-Ed. "C.B.") 

BMB SYSTEM EXPLAINED 
(Continued from page 9) 

in winning approval and support for 
the radio campaign from all levels of 
the advertiser's sales organization. 

If a close correlation exists between 
each sales district's sales and its BMB 
audience, costs may be allocated en
tirely on the basis of BMB. For ex
ample, let us assume that the par
ticular station lineup being used rep
resents a total BMB audience of 
20,000,000 and time and talent costs 
run to $1,000,000. That comes to five 
cents per BMB family and each sales 
district is assessed accordingly. This 
illustration is based on a llocating half 
the advertiser's cost on the basis of 
BMB and half the cost on the basis 
of sales. The agency might, however, 
allocate a larger or smaller percentage 
on the basis of either of these two 
factors. 

adequate audience in the local 
a.s ant no local station may be called 
arke ~less of course, the advertiser 
r-~ to support an important local 
an or take advantage of the local 
eale~·s unusual merchandizing setup 
tat!O some other reason not connec-
r for ct· with its au ience. 

' d n the other hand the findings 
If 0 that a local station is needed 
ro;emarket, BMB will show which ?f 
· Jocal stations has the largest audi
he both total and in the market. 
nce,ight be that the station with the 

1' m st audience in the market like-
r.ge has the greatest excess audience 
1~ide the market, which might or 
uicrht not be usable to the advertise~. 
';uence in the market, excess audi

:\U e outside the market and station 
nets must all be considered jointly. 

Co st per thousand BMB audience in 
0e market, a variation of cost per 
housand total BMB audience, may 
ell be one of the deciding factors. 
rt must be understood, of course, 

hat a station's audience is not the 
nly factor to be considered in buy
ng time and that BMB findings must 

be weighed in conjunction with other 
onsiderations. 

Matching Distribution, Sales 
Radio is both a national and a local 
edium and lends itself to purchase 
n the basis of a product's actual or 

potential distribution or sales in vari-
us areas. This is particularly· im

portant in the case of advertisers with 
!early defined distribution areas. 
uch advertisers might well prepare 
stribution maps and select that net
ork or those stations whose BMB 
udience pattern most closely coin-
1des with their distribution maps. 
An advertiser with national distri
ution but uneven sales. may prefer 
o use an average of several past years' 
les as a yardstick rather than a 
ore recent distribution breakdown, 
tting sales levels either on the basis 
r dollar sales or per capita sales. 
Still another method is to use total 
les of the product rather than of 

he advertiser's particular brand, on . 
he assumption that product sales 
Present a closer approximation of 

rand sales potential. In any event, 
f the product has a national sales 
Potential the advertiser can prepare 

map and see which network's audi-
nce map most closely .resembles the 
les map. 
The advertiser can use the same 
ethod in his spot campaign, with 
e~ ?Teater flexibility, localizing ad
rti ing pressure where needed. 
~ere detailed distribution and 
es figures are lacking, the adver-
~r of a product with predominantly 

an or rural appeal may buy time 

with a view to getting particularly 
good BMB penetration in cities or 
rural areas as the case may be. 

Or, reversing this policy, the adver
tiser may seek good penetration where 
his sales are weakest with a view to 
bolstering them, counting on a mini
mum audience penetration to hold his 
sales where they are already strong. 

Almost all radio advertisers use 
other media and can enhance the 
value of their entire advertising cam
paign by the coordination of media. 
Similar breakdowns are made of 
magazine and newspaper circulation 
to evaluate strong and weak points. 

Supplementing Media 
It has already been pointed out 

that no network is likely to perfectly 
match sales or distribution. BMB will 
indicate where network audience 
penetration is inadequate to meet 
the local need and therefore where 
supplementary spot broadcasting is 
called for. 

And, having determined the places 
where spot is needed, BMB can help 
in the next step, the partial evalua
tion of the most suitable station in 
each of these areas. In places where 
sales are good but network audience 
penetration is indicated by BMB fig
ures as not up to the percentage re
quirement designated for the par ticu
lar campaign involved, an additional 
station with greater penetration can 
be considered. Then all factors, such 
as available t ime, general program
ming and competitive programming 
must be weighed before making the 
decision. 

The advertiser can even go a step 
further. As between two stations with 
the proper BMB penetration in the 
local market, the audience of one may 
extend further afield than that of the 
other. The one station's BMB audi
ence in the outlying areas may be 
measured against the audience re
quirements in those areas and against 
what may be the higher cost of that 
station. 

BMB can also be used to help tie in 
radio with other forms Of advertising. 
The advertiser using newspapers 
whose circulations are concentrated 
in city zooes, but who desires to de
velop sales in outlying areas, may se
lect radio stations whose audiences 
are chiefly in rural areas. Should 
the reverse be desired, if farm papers 
or billboards in outlying areas are 
used, stations may be selected whose 
audiences are concentrated in urban 
centres. 

Allocating Radio Costs 
BMB will help advertisers and agen

cies to allocate the costs of radio ad
vertising more fairly to each sales 
district, an important consideration 

But usually sales are a factor in al
locating costs. A sales district with 
a particularly high BMB may have a 
riew dealer whose sales are low. That 
sales district would be unable to bear 
the cost if allocation were made 
stricly on the basis of BMB. 

Where sales and BMB must be t ak
en into consideration, the allocation 
of radio costs is also simple. 

Continuing the example already 
used, let us assume a 20,000,000 BMB 
audience, total sales of $10,000,000 and 
total radio costs of $1,000,000. 

As has already been pointed out, 
cost allocation strictly on a BMB 
basis comes to five cents per BMB. Al
locating costs strictly on a sales basis 
would come to ten cents per dollar of 
sales. But using these values would 
run the total allocation up to a total 
of $2,000,000 rather than $1,000,000, 
since each sales district would be as
sessed the full cost of the radio cam
paign on the basis of BMB audience 
and again on the basis of sales. So 
the values are halved and each sales 
district is assessed 0.025 ·per BMB 
plus 0.05 dollar of sales. 

If a sales district h as a BMB of 
20,000 families it is assessed 20,000 
X 0.025 or $500. And if that same 
sales district accounted for $15,000 in 
sales it is also assessed 15,000 X 0.05 
or $750 for a total assessment of 
$1,250. 

ABC 6 A.M. TO MIDNIGHT 
A big. extension of broadcasting 

hours is planned by the A.B.C. to 
commence next Wednesday, October 
20. As from that date in each capi
tal city, one transmitter will operate 
from 6 a.m. to 7 a.m. and two trans
mitters from 7 a.m. to 11 p .m., then one 
transmitter · again from 11 p.m. to 
midnight. Regional stations will carry 
a complete program from 6 a .m. to 
12 midnigh t. Total increase is 35 hours 
a week for metropolitan A.B.C. stations 
and 15 hours a week on regional trans
missions. 
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~~" 
Only wax masters give 

the highest fidelity 

recording and Columbia 

has perfected a 

new method .of preparing 

wax blanks 
THE new principle involves the 
use of highly finished plate-glass 
discs which, when heated to a 
suitable temperature, are coated 
with a thin film of specially 
prepared recording wax. 
fhe even flow of this wax over 
the glass is carefully controlled 
in an air-conditioned chamber, A pplying /iqu.id wa.~ to heated {!lass disc. 

and the plate is then gradually cooled until the harrlened wax 
provides a perfect mirror-like surface. 
This process i.s used exclusively hy Columbia, anrl ensures that 

R enun1in{1 dust -proof co·vei· f ro11i finished disc. 

every recording reflects in 
~ " absolute fidelity" the original 

performance. No other method 
of recording gives the high 
fidelity of wax masters. 

If you want the 
best recordings for your 

radio programmes let 
Columbia make them. 

You are cordially invited to telephone our Recording Manager 
and arrange for a rer sonal inspection of the Columbia recording 

and processing plant. 

bia 
Recording Studios 

C.3.20 

COLUMBIA GRAPHOPHONE (AUST.) PTY. LTD. HOMEBUSH, ·N.S.W . (TEL. UM 6671) 

26 Commercial Broadcasting, October 17, 1946 

AUGUST LICENCE FIGURES 
T his t abulation of Aus tra lia n listen 

licence figures as a t August 31, 1946, gier 
t h e totals for eaci:i St ate and for . the co'" 
monwealth, a n d m cludes free llcences ni. 
pensioners, t he b lind and schools. Ada1'• 
t ional licences, i.e. t he number of ho •· 
with more th'ln on e r adio, a re shownlll• 
brackets. The total n1on thly issues In 
be obtained b y a dding the new issues ~ar 
r enewals. n~ 

NEW SOUTH WALES 
New Issues . , . . . . 5,846 
Renewals . . . . . . 54,747 
Cancellations . . . . . . . . 3,611 
In force at 31/ 8/ 46 . . . . 556,388 
Increase . . . . . . . .- . . + 2,235 
L icence % t o pop u lation 19.10 

VICTORIA 
N ew Issues . . . . 5,168 
Renewals .. . . . . 39,860 
Cancellations 81 
I n force at 31/ 8/ 46 .. .. 404,998 
Increase .. . . . . . . + 5,087 
L~cence % to popula tion 20.04 

QUEENSLAND 
N ew Issues .. . . 2,775 
Rene¥lals .. . . . . . . 17 ,272 
Cancellations . . . . .. 51 
I n force at 31/ 8/ 46 .. .. 190,574 
I n crease . . .. . . .. +2,724 
r,icence % to population 17.55 

SOUTH AUSTRALIA 
N e.w I s sues . . . . . . 1.528 
R en ewals 15,921 
Can ce Ila tion s . . .. . . 1,036 
I n force a t 31/ 8/ 46 . . .. 154,126 
I n crease . . . . .. .. . . + 492 
L icence % to population 24.40 

WESTERN AUSTRALIA 
N ew Issues . . 1,091 
Henewals .. . . . . 9,434 
Cancellation s . . .. 561 
I n for c e a t 31 / 8/ 46 103,513 
Increase +530 
l .,.icence % t o pop ulation 21.05 

TASMANIA 
N e.w Issues . . . . . . 893 
Renewals . . . . 5,014 
Cancellations . . . . . . 208 
In force at 31 / 8/ 46 . . 50,357 
I n crease . . . . . . + 685 
Licen ce % to population 20.18 

COMMONWEAL TH 
New 'I ssues . . 17,301 
H en e w a ls . . 142,248 
Cancellations 5,548 
In force at 31/ 8/ 46 . . . . 1,459,956 
Increase . . . . . . . . . . + 11, 753 
Li<'enc e % to population 19.69 

(765, 
(2,295) 

(5751 
(26,7811 
<+1901 

(2301 
(1,8231 

(!) 
(19,3451 
<+2291 

(1571 
Wi1 

(371 
(4,93&) 
<+120) 

(205) 
(1,6\il 

(-1 
(12,700) 
<+ 2051 

(80) 
(396) 

(14) 

(4,77ll 
(+66• 

(131 I 
(24il 
(251 

(2,9681 
<+1061 

(1,561 
(6,7951 

(652 
(71,506) 
<+916l 

WORKERS LIKE MUSIC 
A census taken among 900 factory 

employees at Fostar's shoe factory in 
Chippendale, Sydney, revealed that 
only 20 voted against a continuance 
of music during working hours. 

Publicity was given to this census 
at the same time as two statement.I 
made by Dr. J. G. Drew, Sydney Metro· 
politan medical officer of health, who 
said that music programs in some fac· 
tories was worse for the nerves than 
the noise of machinery. 

Combining the more-lengthy com· 
ments from both sources, the concJu· 
sion is found that criticism directed 
at an unscientific approach t o musit 
in factories is warranted, but tha 
when programs are planned to sUI 
the types of employees and the t~ 
of work and machinery noise to 
overcome, music produces an increase 
in production of anything from 3 
to 20%. 

)ROUND THE WoRLD IN RADIO 

United States Rubber Company is 
using three television outlets (in 
Philadelphia, New York, and Wash
ington ) for a series titled "Serving 
Through Science," which will follow 
the USRC theme in talks broadcast 
during the intermission periods of 
Sunday afternoon concerts of the 
N.Y. Ph ilharmonic Orch estra on CBS 
network. Tele series is broadcast 
Tuesday evenings. 

Chicago television ~t~tion WBKB 
entlY issued a televis10n rate card 

~~~wing the comercial rate for .1 hour 
100. for t hour, $60; for 15 minutes, 
40.' spot comi:iercials, of two ~in
tes duration will sell at $20 for films 

u nd $30 live, Capt. Eddy said. All 
~harges are discountable to · agencies 
t the stan dard rate, he added. In 

a utlining the station's commercial 
~Jans capt . Eddy said charges were 
based' on the 450 ki:own receivers in 
the Chicago area, with an average ot 
10 listeners per set. As sets increase, 
charges will rise accordingly. For 
example, with 5,000 to 15,000 sets, the 
hourly commercial rate will be $200, 
increasing to a top of $1,000 per hour 
for 35,000 sets or over. 

* * * 
commercial radio for India was 

tipped by a JWT executive from the . 
agency's Calcutta office during a re
cent visit to America. With the evo
lution of an independent Indian gov
ernment he foreshadowed the end of 
All India Radio (basically a satelite 
of the BBC) . Broadcasting in India, 
he said, had untold possibilities in the 
commercial field but its obstacles, he 
admitted, were formidabe. Mixture 
of tongues and the fact that only 30 
million of the 400 million population 
were literate in one language, was one 
vital proposition which would have 
to be faced. 

* * * 
The US State Department h as ap

proved 40 American plays for presen
tation in Berlin during the 1946-47 
. eason with the object of teaching the 
Germans some American culture. 
Already seven other US plays have 
been presented in Germany during 
the occupancy. The idea should ap
peal to the Australian authorities and 
some effort in that direction would 
not be amiss. 

* * * 
WASHINGTON. Australia's new 

ambassador to the U.S., t he Hon. Nor
man J. 0 . Makin, on Sept . 5 h anded 
the U.S. Under Secretary of State, Mr. 
~!ayton, a c_heque for $20,000,000 as 

is first official act. This was inten-
ldect as a partial payment on Austra-
1a's 1 b end lease settlement, leaving a 
b:lanc.e due of $7,000,000 which will 

Paid in the form of real estate 
~e€ded by American Embassy and 
f onsular offices and in scholarships 
Aor American students studying in 

ustralia. 

J \ 

Commercial television is moving 
along at snails' pace in USA by com
parison with the earlier develop
ment of sound broadcasting. Never
theless, experimental video t ransmit
ters are in operation in all portions of 
the spectrum, according to the FCC. 
Some idea of video costs can be gained 
from the recent listing of prices for 
Image Orthicon tube cameras. For 
these RCA quotes $29,000, du Mont 
$28,000 and General Electric $29,500 . 

CBS in September demonst rated its 
new live color television camera prov
ing it could produce clear full-color 
pictures of high definition on the 
ultra-high frequencies. Mechanical 
system employed involves the same 
syn chronised rotating discs in the 
camera and the receiver that were 
used in the network's color film de
monstration six month s earlier. 

* * * 
Bing Crosby's contract with Philco 

and the American Broadcasting Com
pany provides for the "groaner" to 
be heard via transcriptions on at least 
600 outlet s comprising all st ations of 
the ABC web plus others. Contract 
allows h im to do also live broadcasts 
for non-competitive products. 

* * * 
It was recently announced in Lon

don that the h ydrographic depart
ment of the Admiralty had issued for 
the needs of radio engineers, meteor
ologists i and air n avigators a new 
ch art described as "the world on the 
Azimuthal Projection." The new chart 
and projection, it is stated, for the 
first time accurately shows the exact 
bearing and shortest distance from 
London to any place in the world. 

• • • 
Philco Corp. t elevision receivers will 

be on market by late 194•6, with com
pany predicting manufacture of video 
sets to become "importan t source of 
revenue," annual report of J ohn Bal
lan tyne, president, and Larry E. 
Grubb, board chairman , to stock
holders revealed. Philco will con
tinue experiments in micro-waves, be
lieving radio relays ultimately will re
place wire lines for broadcast trans
m1ss10ns. Philco sales in 1945 were 
$119,129,378 as compared to $152,933 ,-
250 in 1944, according to th e firm's 
annual report. Net income last year 
was $2,377,239 or $1.73 per share of 
common stock, after taxes, as com
pared to $3,913,494, or $2.85 per share 
in 1944. 

* * * 
Four television receivers in each of 

the 72 new schools planned in the 
next five years for New York city was 
stated by Mr. E. Stash elf when giving 
a talk to the American Television So
ciety in New York recen tly. Mr. Sta
shelf, who is in charge of television 
activities for the city's board of edu
cation , emphasised that th e education 
board should not miss the boat in 
television as we did in radio. Radio, 
he said, ·was only adopt ed 8 years ago 
by the city schools and was out of the 
stepch ild stage only two years ago . 

• • 
Some confusion in the enthusiastic 

rush a t television in America seems 
to be arising out of disclosures in 
May that of 160 applications for video 
broadcasting licences originally be
fore the Federal Communications 
Commission, sixty h ad already then 
been withdrawn. Those vacating con
tention for licences before the FCC 
are regarded in the main as "hold
ing their hand" until the colorvlsion 
situation clears a bit . 

* * * 
A report in "Wireless World" (Eng.) 

relative to the use of radio for com
munication purposes by civilians 
states that official sanction will be 
given by the Brit ish P.M.G. for the 
use of walkie-talkie sets in excep
tional circumstances, and is consid
ering the extension of this facility to 
oth er users. It is stated that fre 
quencies above 25 mes. will be allo
cated for such services. 

T h e Broadcast in g E dition of t he A u s t r a lian 

. A dvertis in g Rate and Data Ser vice will be 

r ead y next mon th. If you have not done s o 

for ward y ou r .subscr ip t ion immed iately to 

M ing ay Publishing Co., B ox 3765, G .P .O., 

Sy dney . Subscription t o Broad castin g AA R DS 

is Aus tra lia £2/ 2/ 0; B r i t is h E mpire £2/ 10/ 0; 

A merica $ 10 ; F oreig n C oun t r ies. £3/ 3/ 0·. 
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Public Will Get Good 
Cricket Service 

INTERSTATE ITEMS----------------

Although all details have not been 
finally ironed out (and Melbourne and 
Adelaide broadcasting rights are still 
in the melting pot at this writing) it 
appears certain that Australian radio 
listeners this season will be provided 
with the great Test Cricket broadcast 
service of all time. 

Negotiations with the various State 
cricket control authorities by repre
sentatives of ABC and commercial 
stations have been going on for weeks 
and where rights (purchased jointly 
by the ABC and the commercial sta
tions) have been finalised, it is con
sidered that they were secured at a 
reasonable price. 

In Brisbane the broadcasters will 
pay £250 a year for broadcasting 
rights for four years, the total con
tract being for £1,000. In Sydney, 
after a much greater amount was 
originally sought by the cricketing 
authorities, the rights for the forth
coming season only were contracted 
at £1,200. 

Adelaide, like Brisbane, wanted a 
four-years' contract but the broad-

YOU 

2WL Gives-

• Efficient Coverage 

district 

100,000 

of population 

where 90l/1o 

Queensland 
.H0c:lnna11'8 new 1'n111e h shop at lti~ i\Jary

~lreet, Gympie, is us ing _ the channel 12 no?n 
to 12.15 p.m. Tues., Wed., Thurn. on 4GY 
for presentation of feature " H ow Green Was 
C\>Iy Valley." Contract through Johnston 
.Jones Advertising. 

On behalf of Rockman's Maryborough 
branch, Johnston J on es Advertising· . have 
contracted with 4MB for t he presenta tion of 
radio dramatization of Georgette Hever's 
nov el, "The De\·iJ's Cub," 10. 15-10.~0· run. 
Tues., Wed., Thurs. 

Authonv ' rhmnas PhotGgraphic ::-;tudio 
has si~ned for 1-hour nn 4BC'/ 4SB, s.:l0-8.4f. 
p.in ., 0 J\.Io1Hlay-B, 11Ring s p ecially scriptHl 
niusiea1 "SoundtraC'k to Ron1ance," iu 
which a fl'~P hooklet on "\Vedding Eti -. 
quette" is offf'rfd to all engaged couples. 
Cam paign was desig·netl and placed hy 
Littleton-Harvey-8immins Agency. 

l!'urther association with 4BC's Cricket 
Service is announced ]Jy Littlf'ton-Harvey-

casters regard that as unsatisfactory 
and have countered with a proposi
tion for the one season only. 

Melbourne seemed all set for the 
signing until demands were made for 
every station to negotiate contracts 
individually instead of buying under 
a blanket contract covering ABC and 
commercial stations. It is anticipated 
that both this and the Adelaide situ
ation will be satisfactorily resolved 
this week. 

GET ALL 

• 

of a 

almost 

of the 

homes are radio equipped. 

THE SOUTH COAST 
·==-
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Simmins for Harry Guinsberg, manurac 
turer of " Ameratex" spor ts and street Wea · 
Cont ract carries optiO'Ji of association Wit~ 
auy furthe1· big c1·1cket arranged dur u1g th: 
~e:ason . 

A special prog-ra111111e of direct announct
ments to tie-up w ith big southern race-da; 
broadc;asts,. including Melbo_urne Cup after·
noon, is bemg used by W 1ll1s Radio through 
Littleton-HarYey-Simmins Agency. 

Roly Graham, sales manager, 4BC, is baek 
in town, looking fi t and w ell after a pleasant 
\Veek doing the Lorshen1 R ivers trip. 

Newcomer to 4JP announcing· staff 1 
Adrianne Sharpf• , \Vh n took over frnin for. 
111er lady announee1\ HazPl Parcy . 

Hutton ,i;; F c_ggitt f _o1ws. distribute.rs .,1 
"Pineapplf'" and "Rex food products, have 
nn1e\ved , thro ugh John~to11 Jones, thfl-i r 5?. 
w e ek ~ -hour f ea t u r e, "The Musi<: of Salva. 
tone Santa E lla and His Symphony," Oh 
4BC-SB, Stmdar" at 6.30 p.m. 

Western Australia 
F . H. Faulding & Co. , Ltd. , · have decided 

to s ponsor the West Australian broadcas1, 
of the Qui?. Championships already being
sponsored by the South Austra.han. and Vic
torian sections of t heir orgamsa t10ns. Th~ 
first series of contests w ill decide the his
tory chan1pion of \ V'est Australia, and to 
select the 48 competitors a n e limination is 
being stag·ed ll<"fore th". first . br?adcast. 
Each w eek these comp eti tors w ill la c-e the 
microphone a nd first and second places will 
go on to quarter and semi-finals. 'T'he final 

.contestants in the 15th night of the broacl
nast will receive £50 and £20 r espectively. 

·A further £50 is bein g provided for heat 
pr izes, etc. The idea has the approval of 
the Department of Education in \Vest Aus
tralia and the. compere will b e a ssisted h)· 
a prominent historian . . These broadcasts 
w ill emanate from 6IX , WB, MD on Tues
days at 8.30 to 9:0 p.m. Subsequent cham
pionships will b e for Geography, Eng-h~h 
Literature and General Knowledge. 

STATION 
--·· _. --- ~- - __ '---'......__==t:::::-·-==--

~-------------FOR STATION ENGINEERS 

Self -Regulating Line Transformer 
Every station engineer has at some 

·me been confronted with the probi' m of obtaining a constant potential ;.c. supply for the operation of 
,pecial testing equipment or other 
apparatus, and at the request of a 
subscriber, data have been prepared 

1 r the construction of a saturated
~re self-regulating transformer which 

c rill deliver a constant-potential out
;ut of up to 150 V.A . from line inputs 
rarying between 190 and .100 volts A.C. 

The circuit is shown in Fig. 1. Two 
auto transformers, Tl and T2 are 
used, and the input voltage may be 
anywhere between 190 and 300 volts. 
When properly adjusted, the output 
will remain at within 1 % of 240 volts. 

IN 
·90V to 300V 

OUT 
240\/ 
±2·,N 

Figure 1-Circuit arrangement of the self· 
regulat ing li ne transformer assembly. Design 
data are given i n the text. 

The capacitor C consists of three 
paper or oil-immersed 4 ,uF. , 750 volt 
d.c. working, block-type units con
nected in parallel to give a nett capa
city of 12 µF. Ducan 600-volt working 
type capacitors may be used. The 
exact capacity is important - the 
tolerance required being within 10% 
Of 12 µF. 

The cross-sectional area of the core 
in T2 should be four square inches. 
A total of 400 turns should be wound 
on this, using No. 17 B & S (No. 18 
S.W.G.) enamel-covered ·wire. The 
inding should be tapped as follows : 
ABC DEF G 

0 200 225 250 275 300 400 

Fig. 2 shows the dimensions of a 
tnp!e Pait o! l!l.minations. Good 

quality 29-gauge iron should be used 
-4% silicon, USS 127, or Trancor 2 
being suitable, but Trancor 3 or 4 is 
to be preferred. Note that the mount
ing bolts must not pass through the 
laminations, which are held firmly by 
means of st rong clamps as shown in 

0 oT 

~ 6TACI( C:. IVU APPROX 4' 

0 

DO NOT USE BO~ TS THROUGH THESE HOLES 

Figure 2-Half-scale drawing of core lamin
ations suifable for use in t he au to-trans
former units T1 and T2. 

Fig. 3 .. The laminations must be inter
leaved, so that no intentional air-gap 
is left in the core assembly. 

Transformer Tl is wound with 19-
gauge B & S (20 S.W.G.) enamel
covered wire. The core cross-sectional 
area should be 4 square inches. A 
total of 450 turns will be required in 
this case, with taps taken as below: 

A B C D E F 

0 350 375 400 425 450 

The laminations and method of 
clamping are as specified for T2, with 
the exception that an airgap _of be
tween 0.005 and 0.015 inches will be 
required. To obtain this, the core ls 
assembled without interleaving, and 
the gap can be adjusted by placing 
empire cloth between the two core 
sections. 

Adjustment. 

Owing to the many unknown quan
tities (type of iron, condition of lam
inations, etc.), adjustment will have 
to be made by trial and error, but 
the pro<:ecture is simple, 

F i gure 3-Sketch of c la m ped assembly 
sy stem t o be used f or a uto -transformer s 
T1 and T2. 

Connect the input of the regulator 
to a variable auto transformer or 
variac, and set the input to approxi
mately 240 volts. A 200 or 150 wat.t 
lamp and a moving iron (not a recti
fier type) voltmeter should be con
nected across the output . 

Switch the output tap on T2 to C, 
and to tap D on Tl. Adjust the air
gap on Tl until the voltage across 
AB no T2 is in the order of 140 to 180 
volts, then adjust the output tap on 
T2 (probably tap D) for 240 volts 
output. 

Next vary the input voltage and 
a djust for best regulation by adjust
ing the tapping on Tl. 

If it is not possible to adjust to 
exactly 240 volts (i.e., if one tap gives 
245 volts and the next lower tap gives 
235 volts), leave the tap at 245 volts 
and remove a few laminations from 
T2 stack. 

Should heavy vibrations (at a fre
quency of about 10 c.p.s.) be notice
able at 290 volts (or without a load), 
alter the airgap and repeat the pro
cedure outlined above. 

The output regulation will be 
exceedingly good, a variation of less 
than 5 volts taking place from full 
to no load. 

It should be noted that the above 
specifications are suitable for stan
dai;d radio equipment operating on 
50 cycles A.C. only. Any variation in 
mains frequericy or any increased 
load (above 150 •watts) will necessi
tate variations in the desingn. The 
regulator should be operated in a cool 
place. 



CENTRAL QUEENSLAND 
Offers a rich market for all products, .and the 
best way for advertisers to .tell o~ their wares 
is by using the radio station with the huge 
coverage. 

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

LONGREACH 

Representatives: 
Sydney: FRED THOMPSON, B 2085 
Melbourne: STANFORD ALLAN, Central 4705 

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

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

contact 

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

For all Equipment and Replacement Parts 

Contact 

HOM EC RAFTS PTY. LTD. 
THE RADIO SPECIALISTS 

To the Broadcasting and Allied lndustries

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, 
HO Adelaide Street, Brisbane, Toowoomba, Ipswich, Dalby and Rockhampton, 
Qld.; 161 Pirie Street, ADELAIDE; Hobart, Launceston and Burnie, TASMANIA. 
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1.R.E. ACTIVITIES 
At the September meeting of the 

council of the Institution of Radio 
Engineers Australia, it was resolved 
that new proposals be submitted to a 
general meeting of members embody. 
ing alterations to the grades of rnem. 
bership, a general tightening up or 
entrance conditions to meet With 
more modern requirements, While at 
the same time allowing non-corpor. 
ate grades to provide for those With. 
out technical ability, but who Wish 
to be associated with radio engineers. 

New Members 
The following new members were 

approved:-
FULL MEMBER : Mcintosh, Allan J .. 

Shepparton, Vic. 
ASSOCIATE MEMBER: Bowden, 

John R., The Entrance, N.S.W. ; May, 
Robert A., Watsons Bay, N.S.W.; Penn, 

• Norman L.; Melbourne, Vic.; Williams, 
Neville G., Brighton, Vic.; Wright, 
Leslie L., Dunedin, N.Z. 

GRADUATE: Cummins, Edward L. 
B., Townsville, Qld.; McGowan, Wil
liam R., Brisbane, Qld.; Simmons, 
Russell G ., Bathurst, N.S.W. 

JUNIOR: Jones, Ian L., Woombye, 
Qld.; Lambert, Norman K., Lane 
Cove, N.S.W. 

Applications for Elevation approved. 
FULL MEMBER: Chappell, Lloyd 

Arthur, Kingston, Tas. 
ASSOCIATE MEMBER: Goonan, 

Patrick T ., Camperdown, N.S.W. 

Education Scholarships 
The I.R.E. has established the I.R.E. 

Fisk Scholarship Fund and also the 
I.R.E. General Scholarships Fund. 
Messrs. W. P. Renshaw and C. D. Mac
lurcan (Hon. Life Members) and A. C. 
Millingen (Companion of I.R.E.) have 
accepted the invitation of Council to 
act as Trustees of these Scholarship 
funds. 

The I.R.E. is prepared to send its 
monthly "Proceedings" to any of its 
members in outlying places by air
mail if they in turn are prepared to 
pay the extra cost. 

U.H.F. Interference 
Th~ LR.~ . Standards . Cor_n.mitte~ 

will mvestigate the desirab1lltY 0 

preparing a draft specification cover
ing suppression of interference at 
U.H.F. At present National Securi!Y 
Regulations prohibit any interference. 
but when these regulations are re
pealed at the end of the year soni~ 
action is desirable to take care 0 

such interference. 

ADVERTISING AGENCIES EXTENDED HOURS FOR 3Ya 

On Octobei· 14, 3YB, Warrnambool's 
Western district link . in the Argus 
Country Network, commenced operat
ing on a revised schedule. 3YB is 
now giving a continuous service, from 
7 a.m. to 10.30 p.m., Mondays to Fri
days, and till 11 p.m. on Saturdays. 
Sunday transmission is from 10.45 a.m. 
to 10.30 p.m. 

Ansell, director of , O 'Brien. Publicity 
H· n Ltd., is on a months vacat10n. With 
I ry Ansell, he w ill n1otor to Sydney, \Vh er e 
11,·~: plan to s tay ~ week, then on to Tun
lJ'J')' for some fishmg. 

, . ce Smith, formerly of McFerran Ad-
1:'.'\ng has now taken a position as Ac-
1,:;~s .Executive with O' Brien P ublici t y 

Ltd. 

, 1 Pridham has joi_n'.'d the staff of :>V. 
· · Baysom Advert1s111g. Be was with 
r il~avy for four years during t~e, w a;. a;nd 

le to joining up h ad been with 0 B rien 
·~~ficitY · and Treadway's advertising de-
runent. 

\[ax Walch, ex-RAAF, h~s j oi1'.ed United 
, "..,ice Publicity Pty . Ltd. m t heir Produc

·:. Departinent. Pri?r. to the \Var, h e. \Vas 
··h Rickards Advert1s111g. 

.l>Jhn Powell, of .the John Powell Agen.cy, 
duel' who orgamsed, a nd Mr. Chiang Lim, 

1,0 gave the Sta ge and R a d io P a r ty din
r ·n the Asiatic Caf e on Oct. 6, h eld to 

'-is~ the 1946 Australia n Clothing Callee-
, foi· lJ.N.R.R.A., were congratulated by 

··those who attended on a v ery happy and 
l'Pssful evening. Representatives of the 

,g-e, Radio ~nd Press were present and 
.... contribut10n to attend was a parcel 

·lnthes for U.N.R.R.A. 

,l1>s Ada Vandenberg, recently-appointed 
istant adver tis ing manager of the l\ILel

urne "Herald", is the only woman in Aus
.1a to hold s u ch a position on a metro

·.itan da ily newspaper. Miss Vand enberg 
died business meth ods in other countries 

t .. ·n she left Australia in 1924 to work in 
1.cland. America and Europe before ret urn
" to Australia in 1927. Then she joined 
. Frice-Berry Advertising Agency, later 
' become assistant to the managing d irec
r When Price-Berry amalgamated with 
'"'on-Clark, Miss Vandenberg went to the 
'·' Sydney branch office. From 1929 to 
: she divided her time between S ydney 

.i ~!elbourne. W hen Mr. A. E. Price left 
• firm in 1931 to join the "Herald" as 
r. ttor of Advertising, Miss Vandenber g· 
n1e with him as his se.cretary, a position 
• has held ever since. 
· ·11., has hecome well known to advertising 
· · uti1·es throughout Australia through her 

· association with advertising during 
· e Years, and her appoint ment t o this 
"'Utive post is a well-deserved tribute. to 
r nhility and personality. 

A. Maynard a nd Partners, which was 
•d some time ago to take ov er the 

:;"r b~siness formerly carried on by 
ers. is one . of the latest agencies to 

' for membe.rship of the Four A' s 
' 1
1eral) . Placings are through R. S. Mav-

agency. -

~~· 1L. R. Coleman, managi n g director of 
1, a ter Thompson (Aust.) Pty. Ltd., ex
~/o leave E'ngland mid-October. He 

a· ~~: Coleman will travel back to Aus
L i-;ea. 

Chaddock is arnvmg from 
, ·~ on the, Monterey on October 17 to 
.,,~1 • A8rt Department of J . W alter 
' · 1 s Ydney office. 

("Ad~· Brown, .copywriter of W. E. 
toi ertismg Agency , is recovering 

" Wi~~Jectomy, but should be back on 
, I'. Ii n. a week . . 

1 E: "~'hitehouse 1s the latest recr u it 
ag· :Smith, entering the media division ency. L 

.lfu1·ray E 
" ·Urn t :'ans recently returned from 
John e . rip Where he arranged for 
. mith Rist to act in Melbourne for 

agency . 

Jim Joyce, Sydney rep. of Donovan-J oyce 
Productions, has j ust completed a three 
weeks' tour of Melbourne, Adelaide and T as 
mania . Jim w as very p leased with the. suc
cess of his trip but had the m isfortune t o 
be the vic.tim of two losses of person al 
ef'fects on the trip. The first loss was the 
theft of his portable midget radio from 
his hotel room and the second was the loss 
of h is newly-acquired hat . \.Ve can't offer 
an y remedy for Jim's firs t loss but in the 
second case if he were to ~ontact Ray 
Walters at Wlillmotts he m ay be. lucky in 
securing another "Hon1berg." 

A. N. Kemsley, director of United Service 
Publicity, went by car to Adelaide recently 
on a business trip. Returning by rail, he 
was a day ove.r his schedu le, due to the 
train hold-up on Oct. 7. 

Arthur Gibson, media manager for Gold
berg's (Sydney). had a fiying weeken d busi
ness trip to Melbourne recently. and met 
many of his friends in between times. 

J.ohn Monday, re.cently released from the 
Services, h as .rejoined t he staff of Claude 
M ooney Advertising, and is now Assistant 
Production Manager. 

Vin Barca is a new member of the Glaude 
J'viooney o rganisation, hav in g been den1obil
ised from the Army within t he last few 
weeks. He is assistant media manager. 

O 'Brien P ublicity have farewelled Miss U . 
Pettit, secreta ry to Len Bishop, a s she is 
leaving A ustralia to make her home with 
r elatives in England. 

Three new products handled by \.V. E. 
Smith· Advertising Age.ncy h ave been intro
duced by that agency to radio for t he first 
time. They are O'Malley & Morr is who are 
usmg· A.S.B . racing session for announce
ments for "West End" liqueurs , " Ampex" 
ftyspray (Aust ralian Motorists Petrol Coy. 
Ltd.), who a r e commencing a summ er cam 
paign on 2\ VL W ollongong, using recorded 
25 word annou ncements, and J. W. Wedder
burn & Co. w i th a nnouncements in 2UE 
breakfast session for scales, bacon slicers, 
etc. Other new clients for the agencv include 
C. C. Wakefield & Co. ("Castro!" motor oils< 
Wyn ford Art Academy (millinery c la sses), 
Geo. H . Martm ( " Marbrite" steel) , John 
Carruthers Pty . Ltd. (engineering supplies), 
Newbound & Co. (Bra dley washfountains) 
and Ogden Bros. ("Durabilt" fur n itu r e.) . 

Many new features have been in
troduced, and this station-which has 
an impressive record with War Loan 
Appeals throughout the war (averag
ing over a £100,000 for each appeal) -
is certainly a great credit to Warr
nambool, the fourth provincial city 
in the State of Victoria. 

BRITISH INDUSTRIES FAIR 
TO BE HELD IN 1947 

The fi rst British Industries Fair 
since 1939 is to be· held from May 5 
to 16 next year at Earls Court and 
Olympia, London, and at Castle Brom
wich, Birmingham. As in pre-war 
years, exhibits will be grouped in two 
main sections. The lighter industries 
will be in London and the engineering 
and hardware at Birmingham. 

Tlie London section of the Fair is 
organised by the Export Promotions 
Department, BoaTd of Trade, 35 Old 
Queen Street, London, S.W.1, and the 
eng'ineering and hardware section by 
the Birmingham Chamber of Com
merce, 95 New Street, Birmingham , 2. 
Special attention will be devoted to 
the display of United Kingdom pro
ducts suitable for export, and it is 
hoped the Fair will a ttract many 
buyers from abroad as well as buyers 
in Britain. 

PROCEEDS FROM GOLDBERG'S ANNUAL BALL TO T.B. ASSN ~ 

The recent 14th Annua l Ball organ ised .bv the Go·ldber g ·.Advertising Agency culminated 
1n '.' win for the T.B. Sail.ors and Soldiers Assoc iat ion of N.S.W. T he happy ceremony 
depicted above shows W1ll1am J. Brooks ( Goldbergs) offic ially handing over the cheq e 
to 0 . . s. 0.wen_ (T.B._Assn.). From left to ri~ht: D. G. Moor, hon. treasu r e r of the B~ll 
ComtY!1tt.ee,, M iss Judith Webste r, Ball Committee; G., J. Donnellan, · secre't ary of the T . B. 
Assoc!at1on : Mrs. J. Robinson, .Ba ll Committee; E. s. Rayner, vice-presiden t of the T.B . 
Assoc1at1on , W. J. Brooks, p r esident of · the Ball Com m ittee; and Miss Av is Lawson hon 
secretary of the Bali Committee. · ' · 
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BROADCASTING 

BUSINESS 
J and w. Bateman Ltd ., Service. fodr 

. d 12 noon 1 p.m. an 
Yachtsmen.6P~~.Y,~. a~eather fdrecasts with 
!,i1i;J'1" v~~ocity and direction. (N. C. S. 

M=~· · HwMd=-
Airl1nes (W.tf':Pk ~ir" ~~~s air -service to 

nouncements,b - Bus.selton and Ya1lingup 
Narrogm, A1 any, M t) 
ca.es. (N. C. S. oun . 

C y '-hour weekly, 
Georgetted Fu,r Boamy P,an( ~ -thur Collett). 

6KY. "tlu sons · "-' 
p t Valley canned Patterson and Co., res on,, ~-hour Sun-

fooas, "Spot1:g~~x~RrB~~1'ic, (Ad-Craft Ser
days, 9 p.m. • 
nee). " · d Trot-

Walsh's Men's Store, Racmg9 an 6IX-
ting Round-up"; l!-hour Friday, p.m. 
\V .i:;-M.O. (Ad-Craft Service) · . 

Mills .. ~~d rraW~thL~~sFc.~m~:~:~e.i31~~~~ 
show, 6·1xy "TB MD Thursdays, 9.30 p.m. tract; .J. ~ "' - • 

(A. J. W1ll1ams). y 
Red Castle Brawery, scatters on 6K .. 
Stewart Dawson, Jewellers , ~-hour daily, 

52 weeks, on 6KY. 
Shell Oil Co., renewed daily scatters on 

6KY. . A • have vV E Smith Advertismg gene) d' 
. . on tracts for a Melbourne . r a J? 

pl.aced. c for " Crystal" shirts and pyJamas , 
~~;;\~a1~l~1e following radio co~ir~~~nt~,'.';~ 
been renewed for a furt11er "To-dav 
Crystal Shirt Manufacturing Co., 7 4r. n{ 
. Sport" ~ hour program on 2UE, . " p. . 
111 -~ . Holfords Hats, new program 
S:7turday.~. ·) ZCH Thursday afternoons; 
( Jones:, • . . _ ~ h ur program, 
Perfection S1lverwa1 ~; ?UE ~fternoon ses
".Songs of Pe~f~ct~~d R~A.A.F. Association, 
~1~~~;r a;r~:r-~1.,;, " 'R ehauilitation Road," 2UE 
a t 10 a.m. Sunday . 

R D Gray and Sons Pty. Ltd .. wool bu~;. . G ulburn have re-commenced the 
~~'ridayo mornii°ig broadcasts to woolgrowers 
from 2GN, relayed to 2CA. 

. Powell's Taxi Service, Goulburn, has co1~2 
menced advertising through 2GN . for d 
weeks in the Saturday afternoon Mrac1~a~~r 
sporting service, togethedr "c'';~ker'~s . Servic~ 
ladies' hairdresser, an 
Station. . 

Jack Gregory, sports depotd f~ed .. ~~::i= 
dresser, Goulburn, has sponsore 
burn Hit Parade" through 2GN. 

PROOF of 

VBN HOLDS COLGATE SHOWS 
Geo. Patterson Pty. Ltd. agency, 

handling the Palmolive account, . has 
d that the VBN will contmue announce · h 

to carry the Colgate-Palmolive s ov:s 
which switch from the M.acqu~ne 
Network effective Nov. 4. This brmgs 
the total of stations in the new relay 
h . up to 34. The other 31 were 

c ain f "CB,, 
listed last issue o · · 

KNOX DRUG REP. FOR AUSTR~LIA 
of interest arrivm.g 

One of the pas~e~giers week is Mr. Glenn 
by . the Monterefcnox s Drug Co., and "."ho 
Sm1t_h . of the international representat10n. 
spec1allses nl t' ed in Australia for some 
He will be s a ion , . Melbourne. W. T. 
time with headquca_rt~;:n~~es the advertising 
McClelland agen Y 
account. 

Si ma Co. Ltd., 10'0-word ann.ounce1~.:'e~' 
"DBg breakfast sessions, 6 da) s per . ' 
for 26 weeks. Commenced Mond.ay, Septem
ber 30. (Agency Claude Moone;)). 

Nicholas Zans- 50-worcl scatters: 2g~· 
I 21-Y, 2KO 2HR, 2WL, 2 • 

2UW, 2Sl\ • oG~ 2Nz 2cA 2KM, 2GF, 2Ll\!, 
~WG, 2TM, " • ' GR '4RO 4MB 4Wh. 

~¥g-;16~: \lf{; ~~~'-46~~.-56~. 561k~. ~~~: 
5A 1!• uAp, " , ' 6KY, 6PR, 6TZ. Com-
61X. 6WB, d6.MD,O tober 7. (Leyshon Pubmeuced Mon a.}. c 
licity).. 

. . 8 45 P O· Vita Products-~-hour sess1~n. N. -
r f 5AD commencmg 1 o 

P n1 Sundays ro1n . ' H de " recorded 
,-~n~ber lO. "The Silver or • 
s e r ial. (Claude :Mooney ). 

. 25 50 and 100-word scatters, da y 
V1ogen- · • · 3UZ "DB 2UW, 

and evening: 3AW, r. 3xY, 6AM' SPM, 7EX, 
2GB, 2HR, 2WL, ,,AD, ' · d Services 
7HT. Commenced Oct. 1. (Umte 
Pty. J,td.). 

Pt Ltd have Rigned a 12 
m~~ti:'s~yco~~~:ct w>ith Ra."d.io 2UE for a h~~= 
hour show Saturday mormr.1~· d8.~?T;~i;: · Age 
til 9 a.m. The session, 1 ~ - d' s 
Time"' will consist of musical recor n i~ge 
(mostly popular modei:-n) with notes o Allan 
artists and the music . by comperbeout the 

h will also give news a 
~t~~~e>;;, ~ngw's special department for teen 
agers. 

SELLING POWER 

32 

Wl.th which Sponsors renew on this 
i h "'n by the assurance t t" 
s s o" Central Coastal Queensland S a 10n. 

. fi d "th 4BU's efficient and effective coverage of They are sat1s e wi k t 
this great Rural Mar e . 

4BU will give you that satisfaction too. 

4BU BUNDIBERG 
A UNIT OF THE MACQUARIE NETWORK 
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TELEVISION TECHNIQUE 

FOR CABLE TRAFFIC 

Before his death recently, J. L. 
Baird, British television pioneer, was 
working on an invention capable of 
handling cable traffic at the rate of 
750,000 words per minute. 

Official comment om this froin 
Cable & Wireless says that we have a 
long way to go before Mr. Baird's idea 
can be put into effect, but that it is 
perfectly practicable. 

It is based on the principle of tele
. · n At present words are changed vis10 . . . 

letter by letter into electrical impulses. 
which are broadcast, and then trans
lated back to letters and to words. 
The new method is to photograph 
messages which will then be transmit
ted on ultra short waves at the rate 
of 25 photographs per s~cond. . One 
of the major present ~ifficulties . in 

th. cheme is the necessity of having 
is S t t" 

a chain of intermediate s a 10ns at 
l t . ly close intervals, probably of re a ive h" . f 

about 50 miles, to relay such ign . re-
signals and these stat10ns quency ' 

would involve a considerable sum for 
installation and upkeep. 

TASMANIAN COASTAL 
NETWORK 

7BU 7AD 
BURNIE DEVONPOBT 

7DY 
DERB. 

7QT 
QUEENSTOWN 

~' \ 1:U ~ 
\ 7AD 7DY 

\ 7QT 
• z 
ASK A . L.. FINN 

3TANFORD AL.LAN or SYDNEY 
MEL.BOURNE 

WHY AIGN 
EVERY NATIONAL C~~ 

T~S~~~~K~u3~ASTAL 
NETWO~ 

'--~~~~~~~ 

[ __ P_R_o __ G_B_A_M_u. __ us_IN __ E·- .. _~s_· .. .. _. _----!/ 
The popularity of th e music frorr1 

the "Ch oice of the ·People" half
hours from 3AW, conducted by John 
Masters, results in a back log of re
quests, which usually t ake about two 
months to meet. Such is the case 
with the 4.30-5 p.m. channel, one of 
the six half-hour uni ts of this 3A W 
daytime feature, and the Tandaco 
Company, makers of Five-Minute 
Desserts, Soups, etc., h ave taken over 
sponsorship of this h alf-hour, which · 
provides a good reminder for tea
time t reats. The company is adopt
ing the station title feature, "The 
Housewife's Choice," as a product
slogan, and features J ohn Masters' 
picture on stationery and display 
units. 

A. further feature in the planning In order to assist returned diggers 
of both wars in rehabilitating· them
selves into civilian life and to cater 
for the general interests of returned 
soldiers, the R.S.S.I.L,.A. of Town13-
ville and sub-branches throughout the 
district have taken the 8 p.m. to 8.30 
p.m. time channel on Saturdays for 
the session "Diggers On Parade." 
On the opening session, Mr. Syd. 
Oveyr, president of the Townsville 
branch and a veteran of World War I , 
spoke briefly of tli.e advantages to be 
gained by the returned soldiers' move
ment in the north by regular use of 
this valuable channel for publicity. 

f programs for children comes to 
0 and from Western Australia where 
11eters Ice Cream have, concurrent 
~ith the commencement of their new 
feature "'!1reasure Island" on 6IX
WJ3-MD, started a long planned 
safety Club. This club was started 
t an opportune time as Perth has 

aust experienced a Safety Week which 
:ne National Safety Council had or-
anised. Peter's Safety Club is for 

~llildren, and badges and certificates 
are being issued to create interest for 
tile children. At the present ti.me 
peter's Safety Club notes are bemg 
broadcast Tuesdays, Wednesdays and 
Thursdays at 5.45 p.m., with the pre
entation of "Treasure Island". 

* * 
Saturday morning Peters Pals Part

es from 3A W are providing one of the 
biggest regular shows yet presented 
·o Juniors. On Oct. 5, over 100 per
formers from Ivy Ems' Tivoli School 
f Dancing took part. The show in
luded many junior singing stars 
rom the Tivoli Theatre, and the pub

. city given them through the radio 
tation has the concurrence of Dave 
!artin, manager of the Melbourne 

Tivoli. There is not even standing 
oom in the 3A W Radio Theatre while 
he show is on, and the station is al
eady looking for a full size theatre 
or this presentation. 

* * * * 
·shrines of Beauty," a descriptive 

:nu ical feature, which commenced 
rom 3HA Hamilton on Sunday, Sept. 
~. is a goodwill session sponsored 

1· Antoine-Kershaw Studios, of 239 
ollins St., Melbourne, photographers, 
d will be heard every Sunday from 
to 1.30 p.m. 

* * 
, Tempo of To-day", a quarter-hour 
' Popular modern tunes by top-line 

alists, commenced at 3KZ on Sept . 
and is heard from Monday to 
ursday at 7.15 p.m. Sponsored by 
rrod's, of Bourke St., the account 
handled by John Clemenger Pty. 

d. 

* * 
The Pace That Kills " a new fea

re Which commenced 'from 3UZ on 
Pt. 27, is a Columbia-George Ed
rds Production adapted from the n:: ~1 Nat Gm;ld. This follows the 
0_9 Myra" and will be heard a t 
. P.in. every Friday and Satur
. Sponsored by Griffiths Sweets, 
advertising is direct. 

* * * * 
"Popular Fallacies," broadcast from 

3KZ every Thursday at 7.45-8 p.m., 
commenced on Sept. 26, and was 
written and produced by Donovan 
Joyce. Listeners hear their pet fal
lacies exploded-sometimes in a de
lightfully hilarious manner. Spon
sored by Ingleton and Lewis, Real 
and Business Estate Agents, of 333 
Flinders Lane, the booking is direct. 

* * 
"Fashions in Music", a musical pre

sentation broadcast from 3UZ from 
Monday to Thursday at 7.30 p .m., re
places "Enemy to Crime," which con
cluded on Sept. 19. "Fashions in 
Music" is a quarter-hour session 
sponsored by Darrods, of Bourke St., 
whose account is serviced by John 
Clemenger Pty. Ltd. 

* * * * 
As a forum in which the Returned 

Sailors, Soldiers and Airmen's Im
perial League of Australia can air the 
problems of i ts individual members, 
a musical feature with an Australian 
setting- "Yackandandah" - is now 
sponsored by Foy & Gibsons on behalf 
of the R.S.L. through 3DB-LK on 
Thursday nights at 9.45. In piace of 
commercials are interviews by Kenn
rick Hudson with League members 
seeking solutions to their problems 
and general it ems of interest about 
the R.S.L.'s activities. "Yackandan
dah" is a transcribed musical show in 
which cornpere Geoff. Raymond takes· 
the microphone to "Yackandandah" 
station for a musical evening with the 
boys who work there. Produceq by Les
lie Ross, the cast includes Roy Lyons, 
John Bhore, Penny Lucas, Len' Wil
liams, Don Harper, Les Williams, Fred 
King and Sam Dunn. The account is 
handled by N. V. Nixon. 

* * * 
"Australia's Amateur Hour" unit 

has just concluded another Melbourne 
season. Four broadcasts through 
3DB-LK were made from Coburg, 
Horsham, St. Kilda and the Mel
bourne Town Hall. Voting returns 
were high and Dick Fair said that 
the standard of talent unearthed on 
this visit compared more than fav
ourably with past Melbourne seasons. 

The "Hour" seems to have a special 
appeal for Melbourne listeners, who 
have created all its major voting 
records, including the aggregate fo r 
one program of 60,000 votes and th e 
individual record of 12,270 votes for 
young crooner, John O'Connor. 

* 
The Australian Spor ting Car Club's 

motor race at Bathurst in Six-Hour 
Day (Oct . 7) which attracted a crowd 
of 25,000 spectators, provided 2UW 
with an unusual on-the-spot broad
cast description of the event, when 
eye-witness stories of th e progress of 
the race ·were broadcast at in tervals 
throughout the afternoon. Sponsor
ship was taken by Ponsford, Newman 
and Benson Pty. Ltd. as a publicity 
medium for Double-Six razor blades. 

* * * * 
Keen competitive interest is being· 

shown in 2CH's Saturday night pro
gram, ·"Information Please" and va
rious a t tractive prizes oftered have 
had a favourable reaction from lis
teners with the result that mail h as 
risen over recent months by between 
300 and 400% . Listeners now receive 
£111/ - for every question which stumps 
the Board of Experts and 10/ 6 for 
every other question used. I n addi
tipn, t here .· is a special prize of a 
modern reference volume for the best 
question of the week, and those who 
win this award are eligible for the 
_pI'ize of a large Columbia Encyclopedia· 
. awarded to the sender of the best 
question each three months. 
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Advertising in the Classified section 1 
these columns is at the rate of Sd . per wo~ 
Minimum 2/-• . In bold type 6d . per Word 
Should enquiries be addressed to t hia of!\ · 
at Box 37~, G.P.0:, ~ydney, the charge f~~ 
incorporation .of this is at the rate of nin 
words. cash with order, no charge accounta' 

Jack Ridley, 2GZ genera l manager, would 
not let Shannon have all the record-making 
limelight over the hqliday weekend- not at 
Killara Golf Links anyway. He came second 
in a 36-hole. event with the best gross of the 
day-76 and 78-returning a nett 64 and 6&, 
which equalled the lowest score for 36 ever 
set for Killara. That's good golf in any 
sport! Fred Thompson' s tipping J.E. will 
be a "single figure man" henceforth when 
the handicappers get busy. 

A bright note arrived a t 2UW the other 
day for sales manager Francis Levy from 
E . J. McCarthy , formerly general manager 
of Lintas. "Mac" joined Levers Associated 
Enterprises when he came out of the. RAAF 
and is overseas on a special investigation 
mission for that company. Writing from 
New York, he said he would be in U .S. until 
November, then to England and back home 
in Sydney about February next~and glad 
of it ! He sent regards to " J ohn Ridley and 
the bhoys". 

Mr. W. P. B. Brown·, man ager Geelong 
w orks of International Harvester Co. of 
Australia .Pty. Ltd., h a s b een appointed a 
director of that company. 

Mr. N. C. Malley has be.en appointed to 
the Board of Directors of Malley' s Ltd. 

Dr. C . Wallace Ross, who was chairman 
of the Medical E'quipment Control. Com
mittee and acted during the war as Assist
ant Director-Gen eral of M e d ical Services of 
the Army in charge of equipment a nd SUj)
plies, h a s joined Drug Houses of Austra lla 
Ltd., as t echnical a dministrator of the com 
pany's n1 edical div ision. 

Staff Changes ~ Mo\Jes 

Appointments 

The vV .A. B~oadcasters ' Social Club ar 
ranged a P icture E v ening a t th e Capito~ 
Theatre recently. Members of the staff 
turned up in full force and at the conclu
sion of the show then> was a supper party 
'backstage. Hear that the Social Club has 
plans for a further "do" in the near future. 

M r. Ch a rles Batte n, man ag e r of 5KA Ade 
laide was over in Sydney las t week f or 
a co;,ple of days, on b u siness, .and n o t s ur
prising considering h e has Just g ot t h e 
Colgate bus.iness. 

Mr. c. T. Sproule, adv ertising manager of 
A \ VA Broadcasting Department, has been 
spe ndi'ng a v.reek or so " down south" visi t
ing· Goulburn, Albury, Bendigo and Mel 
bourne . .. ... , · .. 

Mr. N. E. Hutchison, adv ertising manager 
of Gor don & Gotch (A/asia) Ltd., P e r t h , 
has been elected chairman of the W .A . D iv i
sion of the Australian Association of Ad
vertising Agencies, and M r. Arthur Colle tt, 
secretary and treasurer. 

Bebe de Roland, one. of t he stars in the 
R oya l' s current show , " Follow the Girls", 
w as feted at an a f ternoon tea party b y the 
Ne~ Zealand members of the staff of R adio 
2UE recently. Bebe., who comes from N ew 
Zealand, was sen t to London to furt h e r her 
b allet studies b y public subscript ion. She 
was accompa nied t o· t he party , which was 
held in C. Studio at R adio 2UE, b y Lois 
Green, the star of " Follow the Girls", and 
producer Freddie Carp en ter . New Zealan d
ers present included Colina Lynam (2UE 
vVomen's Session) , B ill Honeyfield (2UE's 
Agricultural Expert). Geoff Jackson (pro 
ducer of "Danger Unlim it ed"), Mr. C . G. 
Scr imeour (bette r known a s "Scrim"). Stan 
C ole m a n (Sales Prom ot ion-Public ity M a n a 
ger) . Other s with N.Z. affilia tions pres ent 
were Joan R ead, Tai Or d el, Eric "\'fr ig ht, 
Sam and P eter See. 

Miss Daphne Thom pson, who is in char ge 
of the script and copy writing departmen t 
a t 6PM, is holidaying in Melbourne. Dur
in g her ab~ence h er p lace h a s been filled 
b y F reda Vmes. 

R a dio 6KY's script writer, Phy ! P ayne, 
h as left the W est t o t a ke up a literary job 
in C'a nada. Phy! was farew e lle d at a p arty 
a t (jK Y when everyon e wish ed h er " a ll t he 
bes t " in her new s phere. 

The new voice heard on 6KY, Perth, be
longs to Dennis Austin. Dennis conducts 
t h e morning sessions a n d has already b e 
come. very popular ~vith listeners. 

M iss Bryant, who for t he last fiv e y ea r s 
h as been secre t a r y to w ell-known Syd ney 
r ep., Fred Thompson, is resig ning f r om t h a t 
position to join h er h u sba nd in A merica. 
Miss Brya nt is due to lea v e on t h e Mon
terey on Oct. 25. 

Wedding bells rang merrily at 3A vV re
cently when Bob Quin n , manager of t h e 
record library; Des Telfer, e.vening an
nouncer, and Peter Clar k e, sports r ounds 
man, each married t he girl of his ch oice. 
Con gratula tions and b est wishes to the sex 
tet t e ! 

POSITIONS WANTED 

CHILDREN ' S activities with broaacastin 
A returned s oldier' s widow, 37, wit h over . 
years' experience ~n a ~outher_n city broad. 
casting station, ?h1I.d r en s sess~ons, now lh·. 
ing in Sydney , 1s mte~ested m a positioi 
a ssociated if p ossib le with broadc;asting an, 
children's wor k . Ca p a b le of scrip t writin 
a n d organising. "\Veil recommended- Re: 
plies to " L eg acy" , cf - Box 3765, G.P.O. 
S y dney. 

CA P ABLE B r oadcast Execut ive, just r• 
turned from overseas. Exp.erienced in st . 
tion n1a nagement, copy vvnt1ng-, a nnouncin!? 
etc. Holder of firs t -class P.M. G. certificat. 
Reply "H.A.C.," cl - " Commer cial Broadca>t
ing ," Box 3765, G .P.O. , Sydney . 

POSITION VACANT 

TECHNICIAN, An n ouncer, wanted f 0 
country s tati on . Good prospects for m:" 
w ith experience and execut ive a b ilit )'.- A1. 
p \v {n fi r s t instan ce " Excelsior," c/ - "Con 
mer c ia l Broadr-ast ing," Box 3765, · G.P.O 
Sydney. 

* * AGENCIES!!! 

PRODUCTION UNITS ! ! ! 

SCRIPTS TYPED 
MISS NORMA RIDDELL 

Northcote House 
Reiby Place 
Sydney. 'Phone: BU 5802. 

Get Ready for Summer 
NOW 

- with stocks of 

ELCON FANS 
and BRINSMEAD 

AIR CIRCULATORS 
We can give you 

IMMEDIATE DELIVERY 
of your stock requirements. 

HOWARDS LTD. 
317 ADELAIDE STREET, BRISBANE 

And at Toowoomba. 

The s taff of 2GN Goulburn bade f a rewell 
t o Enid Jones on Oct. 11 w hen she left to 
be m a rried. Miss Jones w as employed for a 
numbe r of years a s s tenog rapher in the sales 
and broadcasting d ep a rtment s of Ama lg a 
mated Wireless, Sy dne y, a n d was t rans 
fe.rred to 2GN as lady a nnou ncer in Aug u s t , 
1940. Successor to Miss Jones on 2GN is 
Gwe.n Wheatley, of Goulburn. Miss Wheat
ley' s family was one of the earliest settlers 
in the Goulburn district and is one of the 
best-known throughout the Southern Table
lands. Miss Wheatley joined 2GN in Au
g ust, 1941, and prev iously conduct ed . tl~e 
R a dio Matinee and arra n ged the s t a tion s 
mus ical prog ra m me. 

A .W .A. c ountry s t a tions super intendent, 
Mr. R. K . Harris, h as b e en re-shuffling staff 
to cover the reinstatement of ex-service
men. Mr. A. R . Kidd (ex-RAAF) and re
cently on 2CH sales staff, has been ap
pointed to 3BO as announcer-salesman. Mr. 
J. M. Lickie (ex-RAAF), formerly an
nouncer on 3BO, is taking up duty at 4CA. 
Mr. B. Harper (ex- AIF) , formerly an
nouncer on 4CA, has t a ken u p duty at 2GN 
as a nnouncer-sa lesman . Mr. J . G . Ston e, 
until r ecen t ly a nnouncer on 2GN, h as n ow 
t a k en up d uty w it h 2CH. Mr. K. N utt, 
formerly t echnician a t A .W .A. Radio Cen tre., 
B r aybrook, h a s t a ken up dut y as technic ia n 

Brian New m an, who, w ith Margar e t K ir 
by, conduct s t h e a fternoon session f r om 
2UE, is a k een crick et enthusiast a n d is a 
member of t h e Nort h Sydney C'lub. Bria n 
w ill be g·iving commentaries on t he fort h 
coming matches w it h t he English team on 
the· A.S.B. service. 

COMMERCIAL NEWS 
COMPANIES REGISTERED 

Stanford Allan Ltd., n ewspa per, r.a~~ · 
tele vision b r oa dcast ers' r ep r esentatn et~~ 
Reg·d. Aug. 26. 'J'o acquire the assed.I" 
g oodwill of b u s iness of newspa per a~Jan 
t'epresentative carr ied o~ b y S . M. AB . 
the g ood w ill of t he busmes s of E. b ~r 
Capita l : £5,1l00, in £1 shares. Su ~ ~ 
(:ror 1 s h a r e each) : Sta nford Ma\colne,.· · 
M elb., n ewspa per rep.; E dwin Be.xi · i 
M elb., asst. n ewspap e r r ep. ; , Eliza r;i 
\ Vilm a A llan, Ascot V a le; .Thos. Ad• 
Lumb , Melb., solicitor ; M illicent23843. 
Coch ran e , Melb., la w clerk . No. 

at 4TO. . 

The most recent addition to the personnel 
of 3XY is Cyril Stokes who· has joined the 
day announcing sta ff after s ervice in the 
Army. 

AUSTRALIAN ADVERTISING 
RATE & DATA SERVICE 

Subscribe now for the Broadcasting Ed iti o n 
which will be ready nex~· month. 
Subscription for Broadcasting AARDS is 
Australia £2/ 2/ 0, British Empire £2/ 10/ 0, 
Ame·rica $10, other Foreign Countries £3/ 3/ 0. 

MINGAY PUBLISHING COMPANY 
BOX 3765, G.P.0;, SYON EV 
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Drug H ou ses of Austra lia Ltd., es~: 
use r s of br oa dcas t a dvertising, h a ve! 
m ended a fina l dividend of 3~ per cen ·• 
i n g 6~ p er cen t . f or the year . 

THE BEST BET 
IN THE C O U NTRY ! 

Be on the V.B. N. 
• Saturday -a winner e\/ery 

Sydney Races! Melbourne Races! Cricket, Football or 
Tennis! Every "sport" is catered for on the complete cover
age by our leading commentators every Saturday afternoon . . . 
the field for advertising is ltmited so nominate early! Stakes 
are big but acceptance fees are small. Contact your nearest 
V.B.N. office now ! 

.... / 
... ;;._J •. 

The VICTORIAN BROADCASTING NETWORI{ 
Head Office: 239 COLLINS ST., MELBOURNE. PHONE: CENT. 4124 
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IF ALADDIN ~OULD 
~~~L(t~K-IN'' AT AARDS 

If only the wonderful lamp could be placed at the disposal of Mingay Publishing Company Pty. Ltd., 
they could satisfy the demands of their clients who are eagerly awaiting delivery of the Broadcasting 
Edition and Periodical & Miscellaneous Media Edition of the AUSTRALIAN ADVERTISING RATE &. 
DATA SERVICE (AARDS). But even the wonders of modern production efficiency have their limits, 
especially with present·day shortages, controls, lack of material supplies and rehabilitation problems. 
None the less, every effort is being made to expedite the date. of publication of these two editions of 

the AARDS Service. 

Broadcasting AARDS should be ready next month 
Subscribers to the AARDS Service have found the Newspaper Edition a definite means of increasing 
efficiency in the planning of space advertising campaigns. Likewise in their respective fields the 
Broadcasting Edition and the Periodical & Miscellaneous Media Edition will provide the same efficiency 

as afforded subsc·ribers by Newspaper AARDS. 

Place your Subscription now for each edition of the 

AUSTRALIAN ADVERTISING RATE J.ND DATA SERVICE 
Subscription to each edition of AARDS is:-

Australia, £21210; British Empire, £211010; America, ~10; Foreign, £31310 

PUBLISHED BY 

MJNGAY PUBLISHING COMPANY 
BOX 3765 G.P.O. SYDNEY, N.S.W. Phone FA 7054 

AND AT 

MELBOURNE (Central 2642) 
- BRISBANE (B 5320) - ADELAIDE (Central 7944) - PERTH (B 53201 -
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HERE it is-the story I promised you last time . .. 
. the greatest 8 p.m. line-up in the hist ory of the 

busmess. 

It's a reshuffle of 2UW's night programme to make 
8 p .m . on 2UW a ~'must listen" date. Look at the 
shows:-

Mondays: "The Persil Show" with Monte Richardson 

* Tuesdays: "Opera for the People" 

Wednesdays: "All-Austral ian Hit Parade" 

Thursdays: "Australia's Amateur Hour" 

Fridays: "The Telegraph" Sports Parade 

Saturdays: "The Atlantic -Show" with Bob Dyer 

Sundays: "The Lux Radio Theatre." 
'~ "Opera for the People" is just about the finest 
musical half-hour you've ever heard. It's really big! 
(Commencing November 19.) · · 

Check that list again-and you'll see why, now, more 
than ever before, 

llW 
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