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TV GOES TO ACA 
Toronto.-Television will come 

up for discussion here during the 
Friday afternoon session of the 
36th annual Association of Cana- 
dian Advertisers' convention, May 
2 to 4, in the Royal York Hotel. 

A. Davidson Dunton, chairman 
of the board of governors of the 
Canadian Broadcasting Corpora- 
tion, will speak on "Television in 
Canada." He will state what the 
prospects of television in this 
country are at present, and point 
out the role of advertising and its 
relation to Canadian television. 

Preceding Dunton during the 
same afternoon meeting will be 
John T. Cunningham, executive 
vice-president of Cunningham & 
Walsh, Inc., of New York, who, 
in his address on "Effects of the 
Video Virus on the Human Be- 
ing," will report on the changes 
in the social life and habits of the 
television set owners. 

a 
Following an address of welcome 

Wednesday morning by ACA pre- 
sident Lee Trenholm, Dr. E. B. 
Hinckley will stress the possibili- 
ties of the advertising man's tech- 
nical ability being applied to the 
public and industrial relations 
fields, in his talk, "Training for 
Industrial Statesmanship." 

In a later session, Bennett S. 
Chapple, Jr., assistant vice-presi- 
dent of United States Steel Cor- 
poration, will discuss "Advertis- 
ing's Challenge-And Opportunity 
-Today." 

During the Wednesday lunch- 
eon, at which top level executives 
of member companies will be head 
table guests, Dr. Robert M. Hutch- 
ins, president of the University of 
Chicago and associate director of 
the Ford Foundation, will address 
delegates on "Why Education Has 
Failed." 

Economics will be discussed in 
the afternoon, with James Stew- 
art, vice-president and general 
manager of the Canadian Bank of 
Commerce, speaking on "The 
Canadian Economic Climate," fol- 
lowed by Dr. J. S. Petrie, director 
of research for the Canadian Tax 
Foundation, giving an address on 
"The Impact of New Taxes on 
Marketing." 

a 
Thursday morning research will 

be aired when Eric M. Wilson, 
director of advertising, Montreal 
Star, will speak on "I See By the 
Paper," followed by A. W. Leh- 
man, managing director of the 
Advertising Research Foundation, 
discussing "Increasing the Effec- 
tiveness of Advertising Through 
Research." "Validated Advertis- 
ing Research Explained" will be 
discussed jointly by H. H. Rim - 
mer, Canadian General Electric 

-Photo by Ken Bell. 

ON STAGE AT MASSEY HALL last Sunday evening for the final broadcast of "C.I.L. Singing Stars of 
Tomorrow," left to right, Robert Savoie of Montreal, second award winner for young men; Marguerite 
Gignac of Windsor, Ontario, second award winner for young women; Pierre Boutet of Quebec City, top 
award winner for young men; June Kowalchuc- of Regina, Saskatchewan, grand award winner; Dr. 
Edward Johnson, retired general manager of the Metropoitan Opera Association; Mr. Herbert H. Lank, 

vice-president of Canadian Industries Limited. 

Toronto. - Before one of the 
largest audiences to ever pack 
Toronto's Massey Hall a petite 
young girl from Regina, Saskat- 
chewan, stood proudly on the 
stage, Sunday evening, and heard 
her lovely voice praised by Dr. 
Edward Johnson, former general 
manager of the Metropolitan 
Opera Company. The occasion was 
the awarding of the Canadian In- 
dustries Limited scholarships on 
C.I.L. Singing Stars of Tomor- 
row, and the young singer was 
June Kowalchuk, winner of the 
top award of $1,000. Following 
the presentation of the award she 
sang for the Massey Hall audience 
and was heard over 38 stations of 
the Dominion network. 

The first award for young men 
was won by the young tenor Pierre 

Boutet of Quebec City. Dr. John- 
son presented him with a cheque 
for $750 and spoke in glowing 
terms of his talent. Second award 
of $500 was made to Robert 
Savoie of Montreal. Second award 
of $500 for young women was won 
by Marguerite Gignac of Windsor, 
Ontario. 

The final hour of the season 
brought to a close one of the most 
intensive talent searches ever 
made in Canada. During the sea- 
son well over 500 young singers 
auditioned for the broadcast and 
48 were brought from cities across 
the country during the 25 weeks 
the program was on the air. Each 
week the program's panel of in- 
dependent judges listened closely 
to each young singer and, through 

their combined marks, eight semi- 
finalists were brought back for a 
second appearance. The award 
winners were arrived at by add- 
ing the marks given each singer 
on his or her initial and semi-final 
broadcasts. Judges for the series 
were Mr. Rhynd Jamieson of Van- 
couver, Mr. A. A. Alldrick of Win- 
nipeg, Mr. Jean Dufresne of Mont- 
real, Dr. Healey Willan of To- 
ronto, and Mr. Rex Battle, the 
Singing Stars musical director. 

At the conclusion of Sunday's 
broadcast Mr. H. H. Lank, vice- 
president of Canadian Industries 
Limited, announced that C.I.L. 
Singing Stars of Tomorrow will 
be back on the air in the fall, con- 
tinuing its policy of encouraging 
and tangibly assisting young 
Canadian singers. 

Co. Limited and Mark Napier, 
J. Walter Thompson Co. Limited. 

Other speakers to be heard 
Thursday include: A. C. Nielsen, 
president, A. C. Nielsen & Co., 
New York City, on "Marketing 
Research in a Changing World"; 
Jack Genser, assistant general 
manager, Steinberg's Wholesale 
Groceterias Ltd., Montreal, on 
"Market Research Helps Introduce 
Self -Service Meats"; Henry King, 
research manage r, Cockfield, 

Brown & Co. Limited, Montreal, 
on "Market Research Helps Bring 
Tourists to Canada"; and J. H. 
Sunley, sales promotion manager, 
American Can Company, Hamil- 
ton, on "Market Research Helps 
Sell Containers." 

Friday morning the speakers 
will be: Samuel Cherr, vice-presi- 
dent and merchandising director, 
Young & Rubicam, Inc., New 
York, on "Changing Trends in 

Distribution"; and N. J. Leigh, 
chairman of the board, Einson- 
Freeman, Inc., Long Island City, 
N.Y., on "Ten Top Display Ideas 
and How They Grew." 

Luncheon speakers for Thurs- 
day and Friday have yet to be 
announced. 

a 

Highlight of the annual banquet 
Friday evening will be the pre- 
sentation of the 1950 ACA Adver- 
tising Awards. 
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$PRING & SUMMER 
$ALES STIMULANTS 

Here's the All -Canada guide to the right programs-and each with a proven Sponsor History: 

APPLIANCES 
Showtime From Hollywood 
78-15 Min. Eps. or 26-30 Min. 

AUTO ACCESSORIES 
Famous Court Dramas 
52-30 Min. Eps. 

AUTO REPAIR 
Philo Vance 
104-30 Min. Eps 

BAKERIES 
Kenny Baker 
130-15 Min. Eps 

BEAUTY PARLOURS 
Wayne King 
78-30 Min. Eps. 

BOOK STORES 
Favourite Story 
117-30 Min. Eps. 

CHILDREN SHOPS 
Fairy Tales 
156-15 Min. Eps. 

COAL AND ICE 
Crime Does Not Pay 
78-30 Min. Eps. 

DAIRIES 
Tune.O 
(Musical Quiz) 

DEPT. STORES 
Jump Jump of Holiday House 
95-15 Min. E». 

DRUG STORES 
Dr. Kildare 
78-30 Min. Eps. 

DRY CLEANERS 
Meet the Menjous 
260-15 Min. Eps. 

FARM EQUIPMENT 
Chuck Wagon Jamboree 
131-15 Min. Eps. 

FEED GRAIN 
Smiling Ed McConnell 
78-15 Min. Eps. 

FENDER & BODY WORK 
Secrets of Scotland Yard 
104-30 Min. Eps. 

FLORISTS 
Harmony Isle 
26-15 Min. Eps. 

FOOD STORES 
Barry Wood 
182-15 Min. Eps. 

FUNERAL PARLOURS 
Tales from the Towers of St. John 
52-30 Min. Eps. 

FURNITURE STORES 
André Baruch Funiture Spots 
130 Singing Jingles 

FURRIERS 
Adventures of Maisie 
78-30 Min. Eps. 

GAS STATIONS 
Hollywood Open House (New Series ) 

52-30 Min. Eps. 

GIFT STORES 
At Home With Lionel Barrymore 
234-15 Min. Eps. 

HARDWARE STORES 
MGM Theatre of the Air 
78-one borer Eps. 

JEWELERS 
Blue Danube 
52-30 Min. Eps 

LAUNDRIES 
Good News From Hollywood 
156-15 Min. Eps. 

LUMBER 
Hometowners 
156-15 Min. Eps 

MEN'S CLOTHING 
Secrets of Scotland Yard 
104-30 Min. Eps. 

MUSICAL STORIES 
The Jordannaires 
104-15 Min. Eps. 

PAINT & WALLPAPER 
Box 13-Alan Ladd 
52-30 Min. Eps. 

REAL ESTATE 
House in the Country 
52-30 Min. Eps. 

RESTAURANTS 
Good News from Hollywood 
156-15 Min. Eps. 

SHOES 
Nom de Plume 
52-30 Min. Eps. 

SOFT DRINKS 
Hospitality Time 
82-15 Min. Eps. 

SPORTING GOODS 
Sport Stories Never Told 
130-5 Alin. Eps. 

USED CARS 
Damon Runyan Theatre 
52-30 Min. E». 

WOMEN'S APPAREL 
Opera for the People 
26-30 Min. E». 

You'll be agreeably surprised at the attractive prices for these 

top-ranking shows - special discounts are granted in many cases. 

Call the All -Canada Program Man today for selecting the right program for the right account. 

IILL-CIHUÌDD1RODIO FACILITIES 

VANCOUVER - CALGARY - WINNIPEG - TORONTO - MONTREAL 
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RESEARCH 
Provocative Document 

Toronto.-$2,695.00 will buy one 
hour Class A (highest rate) time 
on the 37 Ontario stations which 
are members of the Canadian As- 
sociation of Broadcasters. $2,101.00 
is the pro -rated cost of one page, 
black and white, of the Ontario 
circulation of a week-end news- 
paper which sells 502,131 copies 
in this province. 

$1,200.00 is the cost of one tour - 
color page in the major Quebec 
French language weekly, with an 
ABC circulation of 253,763. 
$1,212.00 will buy six quarter-hour 
programs, Class A time, a total 
of 36 quarter hours, on CKCH, 
Hull; CHNC, New Carlisle; CKAC, 
Montreal; CKCV, Quebec; CJBR, 
Rimouski, and CKRS, Jonquière. 

These are only two of the start- 
ling facts contained in the most 
exhaustive audience study radio 
has ever devised, "The Inter -Media 
Story," which has just been com- 
pleted by Pat Freeman, director 
of sales and research for the 
Canadian Association of Broad- 
casters. In it he points out that 
the whole undertaking, involving 
over 4,000 calculations, has only 
been made possible by the refine- 
ments introduced into the 1950 
survey of the Bureau of Broad- 
cast Measurement. 

This study sets out to make a 
comparison between BBM radio 
homes figures and ABC circula- 
tion statements. It takes one hour 
Class A time, which is the highest 
one hour rate on the card, and 
compares it with one page black 
and white space in the various 
printed media. It has already been 
distributed to the CAB member 
stations and will be made avail- 
able to agencies and advertisers 
in due course. 

a a 
Freeman points out that a radio 

station's real competition is not 
the other station in town, but the 
other media serving the same 

area. So, besides comparison of 
listener and reader figures, the 
study also shows what a given 
sum of money will buy in various 
media. 

For example, in a smaller Al- 
berta centre, $80 will buy five 
Class A quarter-hour programs on 
the local station, with a BBM of 
10,721 homes (day) and 7,520 
(night). A full page advertise- 
ment in the local paper, with an 
ABC circulation of 4,389, costs 
$90. 

u. 
In the preamble to his statis- 

tical data, Freeman stresses that 
BBM deals with radio homes that 
can and do listen, whereas ABC 
indicates only potential reader- 
ship. 

He mentions an extensive read- 
ership study which was made a 
few months ago of all advertise- 
ments appearing in a major Cana- 
dian daily newspaper. "In this 
study," he says, "thirteen national 
advertisements of from three to 
four hundred lines, were rated. 
Only admitted readers of the 
paper were interviewed," he points 
out. "But the average readership 
of these thirteen advertisements 
was by 2.4% of the men and by 
3% of the women interviewed." 

Next he quotes from part of a 
study conducted in the United 
States by the advertising agency, 
Batten, Barton, Durstine & Os- 
born Inc., and reprinted in Printer 
& Publisher. 

This survey showed that in 
non -television U.S. homes, the 
average person spends 3 hours 
and 33 minutes a day listening to 
the radio against 48 minutes read- 
ing the evening newspapers. 

By comparing the circulation 
and rating figures for radio and 
newspapers, he shows 'how a spe- 
cific segment of radio time can 
deliver "far more commercial 
content to over eleven times as 
many people for the same cost." 

James E. Potts, group advertis- 
ing manager of Lever Brothers 
Ltd., who spoke on the research 
topic during the recent CAB Con- 
vention, says in a letter which is 
appended to Freeman's report, 
that he found himself "impressed 
by the dramatic and yet simple 
way you have compared the two 
media." He commends Freeman 
for his fairness and objectivity in 
drawing the comparisons. "The 
usefulness of your story could be 
enlarged very considerably," he 
points out, "if each station could 
provide the details of its coverage 
cost in comparison with other 
media in the same area." 

Copies of Pat Freeman's "Inter - 
Media Story" are being made 
available to advertisers and agen- 
cies who would like to have them 
by the CAB's Toronto office at 
37 Bloor Street West. 

NEWSCASTER - COMMENTATOR 
AVAILABLE 

28 years' newspaper experience ... overseas cor- 
respondent in IT. K., France, Italy, Germany, 
Middle East, etc.... nationally and internationally 
by-lined in dailies and magazines . . . radio and 
platform experience . . . available for weekly 
round -up or eImimentary, Toronto and/or discs. 

Address engnirics to Dick Lewis c/o CB&T who 
has full particulars and will arrange interview. 

NORTHERN ONTARIO'S 

Çrectleii 

ADVERTISING 

MEDIUM 

CKSO 
NORTHERN ONTARIO'S 

HIGH-POWERED 

STATION 

Ask 
ALL -CANADA IN CANADA 

WEED & CO. IN U.S.A. 

([1e ¿o't mldZ T«e 

MONCTON NEW BRUNSWICK 
7ñe HU6 of Êñe Mcüri,Eirrres 

REPS: STOVIN IN CANADA; W%GGILLVRA IN U.S.A. 
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BeMnd theScen 
ihRadio 

as transcribed by H.N. Stovin 

"Do, as I pass through the coffee-houses where the merchants 
gather, sometimes have thrust at me the question, 'What IS a 

Station Representative?' Most times, I do believe, it is put in 

jest, and the asker knows very well that a Station Represen- 
tative is not some kind of a ticket -seller; and if in my judg- 
ment he be in fun. I do pass him by with some current quip. 
But if he being in good faith and uninformed, then I do tell 
him these facts Station Representation is of value to 
Stations and Advertisers alike. To the station it means that 
they have a live, hard-working sales force visiting those who 
buy time, setting forth the value of their station, and in many 
ways aiding them with figures, facts and maps that will help 
them make a wise selection. In a word, we do seek out and 
obtain business for those stations we are proud to represent 

To the busy Time -Buyer, who has not hours enough 
in his day to interview a separate salesman from each station 
he desires to use, it is a vast convenience to see but one well- 
informed salesman whom he can summon quickly by dialing 
EMpire 3-9184. To serve advertisers well, we do gladly main- 
tain an adequate and well -trained staff, that top management 
may have full service at all times We do, furthermore, 
provide willingly such market -research, dealer and consumer 
studies, as may help the advertiser; besides having intelligent 
knowledge of availabilities, and those other figures he needs. 
For such things we have been thanked many a time, and it 
seems strange to me that all salesmen do not realize that good 
service paves the way to good sales, the which all Stovin men 
learned long since Speaking of learning, am reminded 
of the 5 -year -old son of a well-known radio executive whose 
mother did take him for his first efforts at skating. His prog- 
ress was slow, as might be expected, but young Graham was 
in no way discouraged. `Well, mother,' he said brightly, `I 
DID learn how to sit down nicely, didn't I?' With such will- 
ingness to make the best of his bumps, the lad has the mak- 
ings of a real salesman!" 

"A STOVIN STATION IS A PROVEN STATION" 

io RACE N. ST0vIN 

MONTREAL 

CJOR Vancouver 

CFPR Prince Rupert 

CKLN Nelson 

CJGX Yorkton 

CHAR Moose Jaw 

CJNB North BaNleford C J Q 
CKOM Saskatoon 

CFAR Flin Flon 

& COMPANY 

TORONTO WINNIPEG 

,U/0 yelen/ati ne .oy 

Mel., hie Yha lio ./ahons 
CFJR 

CKSF 

CKVL 

CJBR 

CJEM 

CKY 

CJRL 

CJBC 

CFOR 

CFOS 

Winnipeg 

Senora 

Toronto 

Orilla 
Owen Sound 

Pembroke 

Belleville 

VANCOUVER 

Brockville 
Cornwall 
Verdun -Montreal 

Rimouski 

Ed mundston 

CKCW Moncton 

CHSJ Saint John 

VOCM Newfoundland 

REGULATIONS 

The Music Goes Round & Round 
Ontario broadcasters are get- 

ting the run-around in no mean 
fashion on the question of institu- 
tional beer advertising, according 
to Jim Allard, general manager 
of the Canadian Association of 
Broadcasters. 

In Quebec, the printed media 
can accept direct selling brewery 
ads in the papers, while the CBC 
only permits sponsor identifica- 
tion on the air. In the other eight 
provinces the advertising of alco- 
holic liquors is prohibited in all 
media. 

In Ontario, however, while such 
advertising is permitted, in the 
printed media, as O'Keefe's "Can- 
ada Unlimited," Carling's "Con- 
servation Club," and other institu- 
tional visual advertising, this field 
is completely closed to radio, 
Allard said. 

a 
Under the Ontario Liquor Con- 

trol Act, subsection 91, "The 
Liquor Control Board shall decide 
as to what advertising may be 
permitted." CBC Regulation 10E 
reads as follows: "In any program 
no one shall advertise spirituous 
liquors, beer or wine, or broad- 
cast or cause to be broadcast any 
radio presentation or announce- 
ment whatsoever by or on behalf 
of a manufacturer or dealer whose 
principal business is the manufac- 
ture or sale of spirituous liquors, 
beer or wine, provided, however, 
that programs of 15 minutes or 
more sponsored by breweries or 
wine companies will be allowed in 
provinces in which, by provincial 
legislation, the advertising of beer 
and wine is permissible . . . 

Under the terms of this CBC 
regulation, it is legally possible 
for Ontario broadcasters to carry 
institutional advertising for brew- 
eries and wineries with the con- 
sent of the Liquor Control Board, 
Allard pointed out. Such permis- 
sion has been granted by the 
Board to newspapers, billboards, 
street car cards and magazines. 
When approached by the CAB in 
quest of similar permission, the 
Board stated that advertising was 
"a matter of government policy 
and not a question of decision by 
the Board," he said. 

The CAB counsel conferred 
with the association's manage- 
ment as long ago as 1946, because 
it was difficult to understand why 
the Board saw fit to relinquish 
the authority vested in it by the 
Act and refer the radio problem 
to the government, while it appar- 
ently considered itself quite com- 
petent to sanction advertising in 
other media without such refer- 
ence. 

The CAB and its general coun- 
sel have been in correspondence 
with the Liquor Board, the On- 
tario Government and the CBC 
for the past four years, according 
to the CAB general manager. The 
Liquor Board consistently refers 
such correspondence to the gov- 
ernment, the government refers it 
back to the Liquor Board, and 
the CBC remains aloof with the 
statement that it is up to the 
province. 

In the meantime, Ontario brew- 
eries are spending Canadian 

money to advertise their perfectly 
legal wares to the Canadian 
market from radio and television 
stations south of the American 
border, while Canadian stations 
across the river have no alter- 
native but to program against 
these shows. 

As an added piece of irony, one 
of the three Ottawa stations car- 
ries the CBC's own brewery -spon- 
sored programs, originating in 
Montreal, while the other two- 
one of them a CBC outlet-are 
denied this privilege. The reason 
for this is that the privileged sta- 
tion, with studios in downtown 
Ottawa, happens to have its trans- 
mitter located across the river, 
a few feet inside the Quebec 
boundary. 

a 

New Reciprocities 
Ottawa.-An amendment to the 

Radio Act of 1938, passed by Par- 
liament this month, exempts em- 
ployees of Canadian radio stations 
from the provision of section 7 of 
the Act, which formerly required 
that employees be British subjects 
and take an oath of secrecy. Be- 
sides station personnel, this new 
provision also includes "any per- 
son who holds a valid Canadian 
certificate of proficiency or an 
equivalent certificate issued by 
the country of which he is a citi- 
zen" and a person who is a "citi- 
zen and resident of a country that 
grants a reciprocal permission to 
Canadian citizens." 

Hon. Lionel Chevrier, Minister 
of Transport and mover of the 
bill, pointed out that "reciprocal 
permission" in this case refers to 
the United States. Other than 
these new exemptions, this section 
of the Act applies to anyone em- 
ployed as a radio operator on any 
coast, land or mobile station of 
Canada. 

a 
The licensing of receiving sets, 

as provided for in section 5 of the 
Act, was amended at this time 
to exclude from those requiring 
a license, car radios or radios 
only temporarily in Canada. 

As a further amendment, it will 
now be permissible for mobile 
radio transmitters, used in the 
public service or for commercial 
purposes, to be operated from the 
territory of either Canada or the 
United States in border areas. 
This provision also covered ama- 
teur wireless operators, who may 
now use their sets while visiting 
in either Canada or the States, 
and pilots, who are qualified radio 
operators, who may use trans- 
mitters installed in civilian air- 
craft of the other country's reg.. 
istry. 

The items in this bill were the 
result of a treaty made between 
Canada and United States some 
time ago. 

Your Book Needs 

will be filled 

at publishers' 
prices by 

Book Dept. 

Canadian Broadcaster 
& Telescreen 
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t Hitting Below The Money Belt 
Quite apart from last week's budget, the 

n entire country should be extremely con - 
z cerned over the actions of the Federal Gov - 
n ernment right now. 

This Government was elected, and the 
o. Socialist party almost completely wiped out, 
f in 1949. Yet its economic systems of reg- 

ulations, controls and hidden taxes are con- 
ceived on principles of Socialism. 

The new regulations curtailing credit do 
t not just mean that it is no longer possible 

to buy a car or a refrigerator unless you 
-, are able to pay half the purchase price in 
t your down payment, and the balance is not 
i more than twelve monthly payments. It 
e does not only mean that you cannot use 

your credit at the bank to assist you to 
gather up the initial payment on a house, 
unless you can pay it off in a year. It does 
mean, though, that business cannot go 
through with plans of healthy expansion 

JI with money provided by the bank. It means 
also that every effort is being made to cur- 
tail your personal spendings, which will, in 
turn, diminish production of the goods you 
buy, and this will eventually deprive in- 
dustry and business of the revenue that 
they have to have if they are going to pay 

_1, your wages and salaries. 
a a 

On top of this, in order to take up any 
loose money which may be left after the 
new scale of taxation which was just intro- 
duced, it is planning a new toll called a 

,i; "turnover tax." It will not impose this tax 
itself. Rather it will place the provinces 
in such a position that they will be com- 
peled to impose it. 

This is to consist of a direct levy of three 
per cent on everything. It is as simple as 
that. 

Naturally such a move would not be 
popular. 

So, in order to pry the money it wants 
out of our pockets without having to lose 
face, which means votes, the Federal Gov- 
ernment will seek an amendment to the 
British North America Act which, if it is 
carried, will permit the Provincial Govern- 
ments to collect this tax. Then it will 
abandon some of the welfare and other ser- 
vices it has been paying for, thus throwing 
these added burdens on the shoulders of 
the provinces and compelling them to levy 
the tax, whether they want to or not, in 
order to make ends meet. 

a 

The sinister part of all this is that you 
won't know you are paying this tax because 
it will be a hidden one. 

It will be added onto the price the mer- 
chant must pay for his merchandise, thus 
making him not only pay the tax but act 

9/1413e0 12A3J 4 
TAX 

SCHEDULE 

'To get one of these lovely combination 
razors and telescopes just send the Depart- 
ment of Inland Revenue a box top and three 
dollars, and they'll send the manufacturer 

the ten cents change." 

as tax collector too. And he, in turn, will 
have no alternative to handing it oi. to his 
customers. 

It will be just like cigarettes and other 
things on which there are hidden taxes now. 

When you buy a package of cigarettes, 
the government now collects nearly two- 
thirds of the retail price. Including the 
new ten per cent sales tax and the twenty- 
five per cent excise tax, there is a levy of 
around one-third on the manufacturer's price 
of a car, a radio or a household appliance. 
The bottle of whiskey for which you pay 
between four and five dollars nets the dis- 
tiller considerably less than a dollar. 

The point is not so much that these 
exorbitant taxes are imposed. The main 
cause for concern is that they are imposed 
in such a way that it would appear to the 
public that the money is going, not to the 
government but to the manufacturer. 

And that is the system they propose to 
force the provinces to adopt for the new 
turnover tax, unless we do something 
about it. 

a 

So should we just shrug our shoulders 
and say: "Politics! Pah!"? Or should we 
set to work to learn a language which will 
be intelligible to the people who represent 
us in Parliament, and tell them we don't 
like this sneaky, underhand way of financ- 
ing the country-our country? 

Let's make up our minds here and now 
that the government is not "they" but "we"; 
that the taxes are not their money but our 
money. Let's stand up on our own two 

feet and see to it that the affairs of our 
country are run our way by our represen- 
tatives, and not by a group of self-appointed 
dictators who think it is their prerogative to 
rule the people they were appointed to 
serve. 

A Major Contribution 
There may be those who will feel that 

there are gaps in Pat Freeman's "Inter - 
Media Story," reviewed on another page 
of this issue. Doubtless Freeman himself 
hopes to add to its usefulness as time goes 
by. Nobody will deny, though, that this 
mammoth undertaking of the CAB's Direc- 
tor of Sales and Research is a major con- 
tribution to advertising, in that it enables 
time and space buyers, for the first time in 
their careers, to make an equitable com- 
parison between the time and space their 
advertising dollar can buy in the various 
media. 

The radio industry is under a debt of 
gratitude to Freeman for the arduous task 
he has just completed, because it shows up 
the spoken medium to such great advan- 
tage. Advertising could afford a "thanks, 
Pat," too, because he has taken this major 
step towards supplying not just radio but 
all advertising with a greatly needed piece 
of research. 

A suggestion of a national advertiser, 
quoted in our review of this study, urges 
stations to provide coverage data on their 
own medium and of competing media in 
their area. 

This stems back to a point which was 
emphasized so emphatically by Maurice 
Mitchell in his "Mitch's Pitch" at Niagara 
Falls last year and has come up repeatedly 
since. That is the point that a radio 
station's main competitor for advertisers is 
not the other station in the town but the 
other media. The idea is that if every 
station would work to get accounts for 
radio, each station would automatically get 
its own share. 

This year at Niagara Falls, Bob Camp- 
bell, of J. Walter Thompson Company Ltd., 
pointed out to the broadcasters that an 
agency "cannot be partial to any one 
medium," and emphasized the importance 
of selling the market. 

Slowly but surely a formula is shaping 
up on this information question. Ideas on 
the subject are cropping up all over the 
place. And they all bear a definite rela- 
tionship to one another. One of these days 
we shall be able to put them all together 
and they will spell "what the agency wants 
to know." 

www.americanradiohistory.com
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The 
MARITIME MARKET 

a r-1 d 

CFC 
THE FRIENDLY VOICE OF THE MARITIMES" 

Station -C FCY One 
Presents* 

47% 

46% 

44% 

Your Story To 

of the RADIO HOMES 

of the POPULATION 

of the RETAIL SALES 

BASED ON 50% BBM AREA 

BBM DAY 134,310 

NITE 128,460 

CFCY OFFERS THE TOP CIRCULATION OF ANY 

PRIVATE STATION EAST OF MONTREAL 

5000 Watts Day & Nite - 630 Kilocycles 

REPS, IN CANADA-ALL-CANADA RADIO FACILITIES 
IN U.S.A.-WEED & COMPANY 

Alpha Milk's "Melody Hour," aired on CJOC from 6.30 
to 7.00 p.m. Fridays, pulled an E-1-1 rating of 31.9 in 
Fehruar}. Enthusiastic loyal listeners in Southern Alberta's 
richest market will respond to your sales message too! 

YOU CANNA AFFORD TO Ma pie 
LEIHBRIDGE MARKET . 

falsot 
0115000110S 

4110 

110. 

Ask your local 
All -Canada man. 

LETHBRIDGE ALBERTA ALL -CANADA STATION 

PANORAMA 

Nets Go Bargain -Basement 
That old witticism about AM 

killing radio before TV does may 
be slowly coming true. That is 
what Variety thinks, in the words 
of George Rosen. 

He feels network radio is be- 
coming a "bargain -basement me- 
dium" by dangling cut rates and 
huge discounts before sponsors in 
an effort to sell time at any cost. 
ABC's Offer to NBC's daytime 
sponsors of a 45% discount and 
program contribution is but "one 
of a succession of moves and 
counter-moves on the part of the 
networks designed to stir up spon- 
sorship interest at a time when 
sponsors are holding themselves 
aloof from the medium," Rosen 
says. On the other hand, video 
has "gone legit" and is playing 
hard to get. 

Rosen cited the case of one 
network which will gladly dis- 
pose of any house package, in- 
cluding shows with a weekly pro- 
duction cost of around $6,000, for 
$200 a week, just to get the time 
off its hands. Another network 
has offered to underwrite all line 
charges and contribute toward 
the talent fees. 

"For some time now," con- 
cludes Rosen, "there's been a 
growing awareness that, while 
radio has a terrific story to tell 
of an advertising medium that's 
without parallel, it has not been 
projecting the story effectively. 
The selling of radio and TV, it 
is argued, has been on an intra - 
industry level (pitting the vir- 
tues of AM against TV and vice 
versa) rather than on a more 
fully competitive basis designed 
to show their attractiveness as 
opposed to newspaper and maga- 
zine advertising. 

"Just as TV is in a position to 
sell itself in relation to other 
visual media, without infringing 
on radio's domain, it is felt that 
radio, with an all-time record 
high in circulation and sets, has 
an even more impressive story 
to tell as the most effective me- 
dium today in reaching the mass 
consumer." 

a 

Blasts Day -Time Radio 
Vancouver. - Private station 

daytime broadcasts are awful, 
Daily Province radio columnist 
Dick Diespecker concluded after 
a bout of flu when he had noth- 
ing to do except listen. 

"Most private station daytime 
listening," he wrote in his Around 
Your Radio Dial column on his 
return, "is becoming more than 
ever one long screaming commer- 
cial with a few notes of music 
here and there as a form of 
camouflage to kid the public that 
they are being entertained. 

"Friday, being the day before 
St. Patrick's," he added, "was, of 
course, unbearable, though if I 
must be subjected to the vain 
boastings of the Irish, I prefer to 
have them delivered by the Happy 
Gang." 

After finding a couple of things 
he did like, he summed up: "What 
little daytime listening I have 

done in the last two days has only 
strengthened my conviction that 
most daytime radio is awful. In 
self-defense it becomes necessary 
to turn more and more often to 
the CBC, except when they are 
broadcasting dull talks about 
catching and taming elephants in 
Ceylon." 

COPY CONTEST 

There has been sufficient 
response to the suggestion in 
our last issue that we stage 
a commercial writing contest 
to say that it will take place. 
Full particulars will be an- 
nounced in our next issue. 

The contest will be open 
only to commercial copy 
writers employed by radio 
stations across Canada. En- 
tries will be accepted from 
individuals, provided they 
are currently employed on 
a station. 

Full particulars, including 
contest rules, names of 
judges and prize list, will be 
announced in the next issue. 
In the meantime, those wish- 
ing to enter, are asked to 
drop us a note advising us 
of their names. 

Copy people frequently 
voice the complaint that 
they are radio's forgotten 
men and women. This con- 
test is being staged to cen- 
tre attention on this import- 
ant phase of the industry. 

STILL 

GROWING!! 
TIMBER SALES 

MAY SOAR TO 

$5,000,000 

Prince Albert. - Total sales 
of the Saskatchewan Timber 
Board may reach $5,000,000 for 
1950-51, M. Kalmakoff, Man- 
ager, announced today at Prince 
Albert. 1949-50 sales were 
$3,775,000. 

-Saskatoon Star Phoenix. 

ADD THIS GROWING 

MARKET TO YOUR 

1951 CAMPAIGNS 

s 

CKBI 
PRINCE ALBERT 
SASKATCHEWAN 

5000 WATTS 
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ACHIEVEMENT AT BELLEVILLE 

Completely modern sound Sy -terns I. 

sports arenas. industrial plants m hoC- 
hotels. institutions. 

All types 
of fine 

radios 
for the 

home 

oloVox 

picture S,und Sy=pm= ius theories 
all ',Ur,. 

AM or FM Broadcasting .iu r.. ii,d v 

Speech Input Equipment . A c mph 
Broadcasting Station service from Tele- 
phone Line to antenna. 

THE 

HAMMOND ORGAN 
Music's most glorious voice 

For Church and Horne 

:- = - 
Mine Signalling Erlui pniem ... for 
Of signal can municatinn bi-twecn cage 1 

surface. Designed for rigorous use 
Canadian hard -rock mining. 

\N 

Phsver Line Carrier Systems for voice corn- 
u ration. generation control. or remote 

t,-l,'metering ... Specifically engineered for 

the Canadian Central Station industry. 

The latest Mobile Sen ices Equipment. in- 

cluding complete fixed station systems. for 

Municipal. Provincial and Federal Police. 
forest conservation. hydro systems. sur- 

veyers and prospectors. 

1049-19 

Electronic Soundwriters Dictating 
machines of distinction for Canadian busi- 

ness n. executives. travellers, teachers. 

stock n 'voici tors, inscstigators .. . 

Fire Alarm equipment and systems for All forms of manual and Traffic Actuated 
Traffic Equipment and Systems. buildings or municipalities. 

t11Col1kerrr Electric 
COMPANY tIMITLD 

Expert Engineering and 
Installation Services 

at your disposal 

DISTRIBUTING HOUSES THROUGHOUT CANADA 
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(We JOS. 

IIARBY 
b:l UUEBEC II1111di Not 

r{ -ic i. Jo. /laid .peakuì4 t., 
I tYinl the :iCti a.tLey- i I + 

t C Nlark.t No _ 

. le c,,rrle the biak,-1nun5. 
gasket, packiri_ trc:!.. 

zf.l lip- ashes.' 

,,., men and the 
,.t;, - ,, [,,u,i ., t. uidustt) another 

a f r:- ii annual earnings are 
'sl million Radio Sta - 

,,on ,'l:l.l) 'I net Mines_ is in ot nt th, asbcstos colintrA 
n- ¡, pl. in Fnnch. 1 .al e lob tor 

s,.u- J a,r. J }{aids 

For any information on 

(jt ERE( MARKET No. 2 

and 

-IRAN S-Ql'1F:BEt' ' Radio Group 
l'elephuue, N ire or Write to 

JOS. A. HARDY & CO. LTD. 
MONTREAL QUEBEC TORONTO 

CHRC 

CHNC 

CHLN 

CHLT 

CKTS 

CKVM 

CKRS 

CKBL 

CKLD 

REPRESENTING 

QUEBEC 

NEW CARLISLE 

TROIS RIVIERES 

5000 
WATTS 

5000 
WATTS 

1000 
WATTS 

SHERBROOKE 1000 
WATTS FrNch) 

SHERBROOKE 250 
WATTS 

1000 
WATTS 

250 
WATTS 

1000 
WATTS 

250 
WATTS 

English/ 

VILLE -MARIE 

Jwiesier-KMogowl 

NATANE 

THETFORD MINES 

EDUCATION 

Vancouver. - Twenty-six grad- 
uates of special radio classes, con- 
ducted by CKWX for the Univer- 
sity of B.C. Radio Society. re - 
('eis ed special diplomas at a din - 
nor attended by station and uni- 

crsitV leaders. 
From the left are Don Tver- 

man of O'Brien Advertising; Reo 
Thompson of CKWX, ssho organ - 
/zed the schedule of ,,asses and 
the speakers on each phase of 
radio stork: Prof G. C. Andrew, 

, serut is,' assistant to the presi- 
dent of the university. handing 
,üploni;, to 1)enss,' fiers,, 1)r. 

,im, head of If. an- 

versity extension department; F. 
H. Elphicke, manager of CKWX. 
Lower left is Nina Anthony, also 
of CKWX. 

Speakers at the graduation ban- 
quet included the university presi- 
dent, Dr. Norman A. M. MacKen- 
zie and a member of the Massey 
Commission, and Ron Allure, 
president of the UBC Radio So- 
ciety. 

The 20 ss et'ks' couse Covered 
all phases ut radio. with special- 
ists in each branch, sonic from 
outside the station. lecturing the 
students. 

BOOKS 
Radio For Fledglings 

\bbot's fi,oi,Ibu,k of 
essentially a 

classroom text on the fundamen- 
tals nt all phases of radio and 
teles issue I fusses er, the "class- 
room" can also easily be consid- 
ered to is the office during lunch 
hour tir the bedroom in the eve- 
ning, for the reader can overlook 
the elementary material and still 
reap an abundance of information 
and knoss ledge about broadcast- 

irom the ground up in this 

volume. 
Abbot, who is an associate pee 

lessor of speech at the Universit 
of Michigan and manager of its 
radio station, Wt'OM, directs his 
book to young people beginning. 
or who are thinking of beginning, 
careers in broadcasting or radio 
advertising. 

The author considers it import- 
ant that those working in or with 
radio should understand the basic 
theories of transmission, and so 
in the first two chapters he ex 
plains roughly what makes A.I. 
FM, facsimile and TV tick. It is 
obviously necessary that those on 
the microphone and program ends 
of the business understand t t ' 

technical capabilities and limita* 
tions of the medium, especially 
the latter three new develop. 
meats, it radio is to grow Atdoq 
here proses his point 

In thr pages which follow, oie 
author extensis ely cos ers pro- 
gramming, ssith '-meaty rlialOers 
on neHs. sports talks a., ;,_.i,l,c 
sers ice. announcing. ss Alf au ,,s- 
parts of articulation and Aronii- 
elation outlined and explained; 
and writing, including teeiuityues 
for plaj s. serials and hunior Ad- 
sertrsing. and the selling of it to 
sponsors. is gis eu a 1e11gt dis- 
cussion by Abbot. as are subjects 
like the microphone. sound effects 
and the making ut recordings. 
Other sections ssith less intrinsic 
salue. such as ''Station Yager 
Work and "Lass As It At tests 
Broadcasting. also appear here 

In the 5011 pages .01 this Iss)k 
will be found the knoss ledge to 
rcmosi' much of the dampness 
from behold the ears ut station 
and agency radio department 
fledglings. 'There is no substitute 
for experience Just aids and 
author Abbot nia) has, ieduc, ,1 

the effectiveness of this helpui;,te 
to beginners bj attempting tu 
cover too much terreurs betsse, n 
only two cos ers. 

B, 

1,241 of this paper's total 

circulation of 1,786 are 

Nat i o n a l Advertisers and 

Agencies. 

SALES- 
MANAGER 

and 

SALESMAN 
required for 

WESTERN 

STATION 

Excellent opportunit s 

for experienced 
and capable men. 
Our staff has 
been advised 
of this ad- 
s ertisement. 

Fall prüfte , 

Box A-86 
Canadian Broadcaster 

& 7'elescreen 

1631! Church St., Toronto 2 
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AGENCIES 
By Art Benson 

F. H. HAYHU'RST 
Toronto. - Best Foods (Cana- 

dian) Ltd. has added five Ontario 
stations to its five-minute five -a - 
week transcribed Who's Talking 
series featuring Mike FitzGerald. 
The stations are CHOK, Sarnia; 
CFCO, Chatham; CHLO, St. 
Thomas; CKCR, Kitchener, and 
CKWS, Kingston, making a total 
of 11 Ontario and B.C. stations. 
The campaign is scheduled until 
June 15 and advertises Nocoa 
Margarine. 

Acousticon - Dictograph has 
started the five-minute three -a - 
week transcribed Hymn, for the 
Day ores CFOS, Owen Sound, 
advertising Acousticon Hearing 
Aids. 

Templeton's Ltd. has taken the 
noon newscast six days a week 
over CHML, Hamilton, for one 
year, advertising TRC's and Raz - 
Mah. 

a a 

YOUNG 6; RUBICAM 
Toronto. - Drackett Company 

has started a six weeks' campaign 
of transcribed spots over a num- 
ber of Ontario and Quebec sta- 
tions advertising Windex Cleaner. 

s 

VICKERS & BENSON 
Toronto.-Seven Up has a spot 

announcement series going to a 
number of western stations until 
October. 

Blue Coal has scheduled a spot 
announcement campaign over 12 
Ontario stations and CFCF, Mont- 
real and CKVL, Verdun, running 
through June. 

McKIM ADVERTISING 
Montreal. - Elasto-Plast has a 

four -month test spot announce- 
ment campaign going to CKNW, 
New Westminster, beginning in 
June, advertising medical adhesive 
tape. 

ARMAND S. WEILL 
Toronto. - Adrem Pharmacal 

Sales Ltd. has scheduled a series 
of five-minute six -a -week pro- 
grams over 10 western stations 
until July advertising Sarnak. 

a 
BAKER ADVERTISING 

Toronto. - General Foods Ltd. 
has replaced My Favorite Hus- 
band with Father Knows Best 
(NBC) over the Trans -Canada net 

featuring Robert Young and ad- 
vertising Maxwell House Coffee 
and Jello. Same sponsor has 
started the five-minute six -a - 
week Music For You over the 
CBC Newfoundland n e t w o r k. 
CKNW, New Westminster, gets a 
five-minute six -a -week newscast 
for one year advertising Grape - 
Nuts. 

A. J. DENNE 
Toronto.-Wildroot Limited has 

rei:ewed its five-minute five -a - 
week segment of The All Time Hit 
Parade on CKNW, New West- 
minster, for one year, advertising 
Wildroot Cream Oil. 

a a 

CORRECTION 
Cock field Brown's Montreal of- 

fice placed the new transcribed 
Smiley Bvrnette Show for Im- 
perial Tobacco Company (Ogdens 
Fine Cut) instead of Whitehall 
Broadcasting as reported in this 
column on March 21. 

a 

BENTON & BOWLES 
New York.-Procter & Gamble 

has renewed the 15 -minute five - 
a -week recorded Brighter Day 
for a year over CFRB, Toronto, 
advertising Tide. 

Stovin Staffer 

NEW TO THE REP FIELD is 
Godfrey (Chuck) Tudor, a recent 
arrival in Canada from the South 
African Broadcasting Corporation, 
who has joined Horace Stovin's 
Toronto sales staff. Although he 
and his wife, Susannah, have only 
been in Canada a few months, 
Chuck is already the father of a 

Canadian -born daughter. 

"Every motorist on the Pacific Coast loves me. Elliott -Haynes' 
survey of Vancouver automobile radios shows I'm TOP DOG." 

X600 KC 

-5000 WATTS 

as c' hi 
jideeteM207 

CFQC in Sa:,katoon - a 5000 

watt wheel touching every 

phase of life in Saskatchewan! 

ASK RADIO REPS 
Montreal - Toronto - Winnipeg - Vancouver 

OgeTO THE 

BROADCASTING INDUSTRY 

By Walter E. Elliott 

8 
Eighth in a series of frank talks 
about Elliott -Haynes and the 

broadcasting industry. 

Formula For Determining 
Sets - In - Use 

1. The formula must take into consideration all the replies 
obtained by the interviewers (See Report No. 6) in order to 
be accurate. The formula is as follows: 

A XCJ+ A 
B 

Sets-In-Use- D- E 
2. The symbols represent the following: 

A-Total radios on. 
B-Total radio homes. 
C-Busy and refusals. 
D-Total attempted calls. 
E-Non-radio homes. 

&MJ4ne ZI 
[ Continuous Radio Audience 1 

[ Measurements Since 1940 1 

Intl. Aviation Bldg. 
MONTREAL 
UNiverslty 1519 

515 Broadview Ave. 
TORONTO 
GErrard 1144 
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THE AGENCIES 

Kilon the Score! 

See 

1950 B.B.M. 

the Fig- 
ures for 
CFCN 
are proof 
of value: 

OVER 60% 
... Yes, over 60% of radio placements made 
by Calgary's three National Agencies 

ARE ON CFCN 
These on -the -spot agencies and national spon- 
sors-home town firms-are aware of CFCN's 
greater audience. 

ASK THESE 

ON -THE -SPOT 
TIME BUYERS 

They Know! 

"The Voice of the Prairies Ltd. 

7 CENTRE 
'L Lie TLE 

ovVN /-2 SS'5t 

NANA 

t Conj!trinauion 

of broad coverage 

SEE ALL -CANADA ABOUT CFNB 

OPINION 
Budget Reaction 

is Calm 
Toronto.-A quick round-robin 

poll of the Toronto advertising 
fraternity, with emphasis on the 
buying side, discloses no great de- 
gree of concern over the budget 
brought down in the House last 
week by the Minister of Finance. 

Press opinion in the three To- 
ronto dailies expressed approval 
of the budget as a necessary 
means of coping with the present 
state of emergency, but decried 
the 2% increase in the sales tax. 

This tax was introduced during 
the First War, at 4%. It went 
back to 1% after the war. Then 
it started to climb again and has 
been 8% for many years. The new 
budget hoists it to 10%. 

The loudest protests came from 
labor, which had hoped for the 
restoration of price ceilings, and 
now says it will have no alterna- 
tive but to go out for further wage 
increases to meet the increased 
costs which will be created by the 
heightened scales of taxation. 

a 

Up and down Advertising Row, 
the feeling seems to be that there 
will be little if any change in the 
volume of advertising, while its 
style may alter considerably. 

Shortage of materials will 
slacken production and create 
shortage of finished products. 
This will tend to make direct sell- 
ing copy unnecessary. Lack of 
funds in the public purse, on the 
other hand, will, it is generally 
believed, stiffen resistance to 
higher retail prices. From this 
standpoint it seems to be the 
opinion that the more aggressive 
type of advertising may be brought 
to bear in an attempt to capture 
the limited number of consumer 
dollars which are available. 

From the individual advertiser's 
standpoint, it would seem that ad- 
vertising policies will depend upon 
how hard his particular product 
is hit by the budget, and his de- 
pendence on steel and other mate- 
rials which may be in short sup- 
ply. The advertising agencies 
seem to feel that accounts which 
may go into an advertising de- 
cline will be compensated for by 
those others which either increase 
their appropriations to meet con- 
sumer resistance or go into the 
more institutional kind of adver- 
tising to keep themselves in the 
minds of the public while they 
are unable to fill the demand for 
their products. 

There follow some of the indi- 
vidual opinions which have been 
expressed by a cross-section of 
this paper's readers, polled by 
telephone the day after the budget 
was brought down. 

a 

T. J. Allard, general manager, 
the Canadian Association of 
Broadcasters: "The new scale of 
taxes will create more selectivity 
on the part of the buyer and con- 
tribute to the restoration of a 
buyers' market." 

a 

Howard Baker, president of the 
Canadian Association of Advertis- 

ing Agencies: "Since Canada is 
entering into a very substantial 
contribution to the United Nations' 
defence armament program, it is 
naturally understandable that this 
cost to our country will be heavy, 
and while the increased taxes are 
going to hurt, there is some satis- 
faction to know that we are con- 
forming to a pay-as-you-go plan 
as we did in World War II. In 
the foreseeable future, it is likely 
that shortages will be more re- 
sponsible for advertising curtail- 
ment than will the new budget." 

Jack Kent Cooke, president of 
radio station CKEY and president 
and publisher of New Liberty 
Magazine: "The consumer has less. 
money; the products will be at 
higher prices; therefore it will 
require more advertising and mer- 
chandising to sell available goods 
to the public." 

a a 

Gordon Ferris, advertising man- 
ager, Household Finance Corpora- 
tion of Canada: "Only a small 
portion of our business is affected 
by consumer credit regulations, 
and it is not expected that the 
new budget will affect our adver- 
tising in any way." 

a a 

Guy F. Herbert, general man- 
ager, All -Canada Radio Facilities 
Ltd.: "The public's purchases of 
consumer goods, particularly in 
non -essential lines, will diminish. 
It will therefore be necessary for 
manufacturers of such lines to 
use advertising more freely." 

a 

R. A. McEachern, editor, The 
Financial Post: "I think that 
quite a few of us are Canadian 
citizens first, and most of the 
things that were done in the 
budget are pretty hard to quarrel 
with. Obviously reducing the 
Canadian standard of living had 
to be done, provided one is willing 
to agree that a defence effort is 
necessary. Inevitably not every- 
body is going to be happy and 

CHUB 
NANAIMO, B.C. 

"The Big Island Station" 
serving B.C.'s largest 
market outside the 3 
metropolitan cities ... 

In the Spring 

1000 watts 

1480 kc. 

National Broadcast Sales 
Toronto, Montreal 

JOHN N. HUNT AND ASSOC.. 
Vancouver 

DONALD COOKE, INC. 
New York 
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advertising will have to take its 
chance with the rest of business." 

C. W. McQuillin, radio director, 
Cockfield Brown S ('o. Ltd.: "Ad- 
vertising is tied to production in 
most cases. If production is cur- 
tailed, advertising budgets tend 
to shrink. On the other hand we 
may be priced up by the budget 
into a buyers' market, which 
would tend to encourage adver- 
tising to take on a much more 
aggressive tone." 

u 
Mark Napier, vice-president and 

managing director, J. Walter 
Thompson Company Ltd.: "The 
budget isn't at all a bad job of 
making the best of a bad job. The 
experience of the last war does not 
suggest that either shortage of 
goods or high taxation necessarily 
causes a reduction of advertising 
appropriations." 

E. F. K. Nelson, general man- 
ager, Canadian Retail Federation, 
says: "The appliance field will be 
hard hit by the increase in excise 
and sales taxes, as well as the 
recent ruling of a minimum down 
payment of 50%. Retailers, espe- 
cially in these fields, will have to 
use more advertising to more pre- 
sent heavy inventories. 

"The withholding of deprecia- 
tion write-offs, combined with the 
steel shortage, will curtail multi- 
ple store expansion. This may, for 
the time being, react to the ad- 
vantage of the smaller indepen- 
dent store owner." 

John ('ollingwood Reade, ('FRB 

FOR THESE .ARTISTS 
BOND, Ro:ana 

DAVIES, Joy 

DENNIS, Laddie 

ELWOOD, Johnny 

EWING, Diane 

JOUDRY, Patricia 
LOCKERBIE, Beth 

MATHER, Jack 

MILSOM, Howard 
MORTSON, Verla 

NELSON, Dick 

NESBITT, Barry 

O'HEARN, Mona 

RAPKIN, Maurice 
RUSSELL, Lee 

RUTTAN, Meg 

SCOTT, Sandra 

SERA, Joseph 

WOOD, Barry 

WICKHAM, Ann 

Day and Night Service 
at 

Radio Artists Telephone 
Exchange 

news analyst: "Obviously the gov- 
ernment's attempt through the 
budget to curtail domestic spend- 
ings will create a more competi- 
tive situation in business, which 
will stimulate advertising in the 
battle for the dollar that is left. 
I don't think it matters to the 
government who gets that dol- 
lar." 

E. V. Rechnitzer, vice-president, 
MacLaren Advertising Company 
Ltd.: "If the budget has any effect 
on advertising in the automobile 
field, it will stimulate it because 
by mid -summer the car dealers 
will find it very tough to sell 
motor cars. The sale of adver- 
tised foods, on the other hand, 
never .dropped off even in the 
depression or the war years, so 
curtailed spending resulting from 
the budget will encourage the 
consumption of more foods at 
home, thereby providing a wider 
field for advertising." 

H. H. Rimmer, manager of ad- 
vertising department, Canadian 
General Electric Company Ltd.: 
"I don't think the budget will 
affect the volume of advertising 
too much. It might change its 
nature. The less we have to sell, 
the more institutional our adver- 
tising will become, which is what 
happened during the war. Short- 
age of materials could diminish 
production to the level of a dimin- 
ished demand due to increased 
prices. This would obviate the 
need for hard-hitting advertising 
and tend to encourage the insti- 
tutional type." 

Lee Trenholm, public relations 
manager of Provincial Paper Ltd. 
and president of the Association 
of Canadian Advertisers: "I see 
in the new budget a beginning of 
a return to a World War II 
situation, where an increase in 
the taxation on the corporate do- 
lar made the profit dollar less. 
During the war, this tended to 
divert more money to advertising, 
with the result that the Federal 
Government was compelled to limit 
the amount of advertising expen- 
ditures chargeable to operating 
expenses. This budget is only a 
beginning of a return of this 
situation. If the government has 
to increase corporation tax still 
more next year, 'it would help ad- 
vertisers if the government would 
shed some clarity on its tax policy 
as to the extent to which adver- 
tising expenditures could b e 
charged to advertising cost. The 
government's failure to do this 
during the war caused a great 
deal of unnecessary confusion 
among buyers of advertising." 

Charles R. Vint, president of 
Colgate-Palmolive Peet Company 
Ltd.: "Extra taxation 'increases 
the cost of goods, and it takes 
more advertising to move goods 
at higher prices. The result of the 
budget will be that there will be 
a tendency among advertisers to 
try and maintain their physical 
volume of business to keep pro- 
duction cost as low as possible. 
The best way to do this will be 
to maintain an adequate amount 
of advertising to maintain the 
physical volume which is indis- 
pensable to meet the higher tax 
costs." 

MORE PEOPLE 
LISTEN TO C KW X 
MORE 
CONSISTENTLY 
THAN 
ANY 
OTHER 
RADIO 
STATION 
1 

BRITISH COLUMBIA 

MORE PEOPLE 
LISTEN TO C K W X 
MORE 
CONSISTENTLY 
THAN 
ANY 
OTHER 
RADIO 
STATION 
IN 
BRITISH COLUMBIA 

MORE PEOPLE 
LISTEN TO C K W X 
MORE 
CONSISTENTLY 
THAN 
ANY 
OTHER 
RADIO 
STATION 
IN 
BRITISH COLUMBIA 

980 
on your dial 

1% it I 
SUPREME IN VANCOUVER 

F. H. Elphicke, Manager - All Canada Radio Facilitie, Limited 
Station Representatives 
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LOOKING 

for metropolitan area opening 
ANNOUNCER -WRITER - 

PRODUCER 
One year network production - 
3 years private stations on 
sports, special events, drama, 
morning man, production and 
scripting. At present employed 
as chief announcer. Disc avail- 
able and will travel for inter- 
view. 

Box A-85 
Canadian Broadcaster & Telescreen 

1631/2 Church St. Toronto 

C'CS 
SELLS 

in 

Sfra t ord 

There's no end to the avalanche 
of advice to station managers and 
others about what information to 
give what officers of what agen- 
cies. Our advertising department 
is faced with the same problem, 
because many stations wish to 
use this information, whatever 
it is, in their advertisements in 
this paper. 

In the course of a conversation 
the other day, I suggested to one 
enquirer that the man who knows 
best is the rep. As Guy Herbert 
expressed it at the CAB Conven- 
tion, the representative is the 
station's branch office in Toronto, 
Montreal, or wherever he is 
located. 

Ljr -11 -Ej 
Z91Ay 11 4 

. Sell MORE goods . Get MORE dealer impact . Get MORE for your advertising dollar 

By using the station with more potential 

customers* in the Greater Oshawa area 

than all other stations combined. 
*E -H Report 

ASK JIM ALEXANDER ABOUT CKLB'S "SLEEPER PLAY" 

oós/ pJVT. 

He and his men are calling on 
the agencies day after day. They 
are answering the agency men's 
questions, and therefore are in 
the best position to say what they 
want to know. 

The reps may not appreciate 
my suggestion that more work 
be placed on their heavily laden 
shoulders, but I do think that the 
most effective station promotions 
in the national field are the ones 
that the representatives deem the 
most helpful to them in selling 
the station in question. 

A letter with an idea has 
reached The Desk from a Mrs. A. 
Lunham, of the Toronto Branch 
of the Council of Friendship, a 
non - political, non - sectarian or- 
ganization which is cúrrently 
helping New Canadians establish 
themselves. 

Mrs. Lunham says: "Canada has 
given refuge to some 300,000 new 
Canadians in recent years. Many 
of these people need help in 
learning our language. 

"Could this not be accomplished 
or at least aided with the help of 
our nationally - owned Canadian 
Broadcasting Corporation? 

"The night schools for basic 
English are doing a wonderful job 
for the fathers of these families 
who realize they must attend 
these classes and master the lan- 
guage if they are to make a liv- 
ing. The mothers, in the mean- 
time, have to stay at home to 
take care of the children. 

"If the lessons taught in the 
night schools could be sent out 
by radio, husband and wife could 
learn together and help each 
other. These mothers are teach- 
ing the children. How important 
it is to our national life that they 
know and understand our lan- 
guage, customs and laws." 

I believe Mrs. Lunham is offer- 
ing a sincere and constructive 
idea, and hope this will fall into 
the hands of those who may be 
able to do something about it. 

April 29 is opening day for 
Quebec's newest thousand watter, 
station CKSM, Shawinigan Falls. 

EVERYONE IN SASKATCHEWAN 
LISTENS TO . . 

For complete 

Saskatchewan 

coverage 
see your 
pu -Canada 

man. 

153,420 daytime 

141,370 nightime 

B.B.M. 1950 

CARLYLE 
148milessoutheast of Regina. 

ELLIHER106 
miles northeast of Regina. 

CABRI 
222 miles northwest of Regina. 

ELSTERN 
149 miles southwest of Regina. 

The station will operate on 1220 
kcs. under the name of La Com- 
pagnie de Radiodiffusion de Shaw- 
inigan Falls, Limitee. The presi- 
dent is D. R. Wilson, publisher of 
the Shawinigan Standard. Jean 
Legault is general manager. 
Allan Rogerson is secretary - 
treasurer and national sales man- 
ager. Lucien Guertin, publisher 
of Z'Echo du St -Maurice is also 
on the board. 

According to Rogerson, Shaw- 
inigan Falls and Grand'Mere will 
be the chief centres served. These, 
he says, have a population of 
50,000 and an annual industrial 
payroll of over $18,000,000. 

a 
Did you know that 60 Cana- 

dians out of every thousand re- 
quire some sort of psychiatric 
treatment now? That four out of 
every thousand are now patients 
in mental hospitals? 

These facts come out in mate- 
rial which has been prepared and 
distributed to radio stations and 
others by the Canadian Mental 
Health Association which is con- 
ducting "Mental Health Week" 
May 1 to 8. 

This campaign, while public 
financial support is being sought 
in the form of one dollar mem- 
berships, is designed primarily to 
get these startling and little- 
known facts about mental health 
across to the people. 

The association is embarking 
on no paid advertising campaigns, 
but is counting on the suport of 
radio and press in what seems to 
be an extremely worthy cause. 
Suggested spots have been sent 
out to stations. Also an opening 
address by the Governor-General 
will be broadcast by the CBC. 

Stations and others who would 
be interested in any further par- 
ticulars can obtain them from 
Dr. Reva Gerstein, Canadian 
Mental Health Association, 111 St. 
George St., Toronto. 

A minor invasion of hockey 
players into the "Hub City" of 
Saskatoon for the championship 
game in the Western Canadian 
Senior Hockey League playoffs 
was accompanied by an equally 
imposing invasion of radio sports- 
men, writes Connie Helme, of the 
CFQC News Service. 

Besides broadcasting the game 
over its own air waves, CFQC was 
called upon to provide equipment 
for three other stations, viz and 
to wit, CFRN and CJCA, Edmon- 
ton, who broadcast the defeat of 
their hometown "Flyers" at the 
hands of the Saskatoon Quakers, 
and CKRM, Regina. 

CFQC staffers who worked for 
the four radio stations at the 
same time were commentators 
Arnold Stilling and Bill Cameron, 
and operators Lynn Hoskins, Wilf 
Gilbey and Carl O'Brien. 

Also broadcasting the game 
were CKXL, Calgary and CKUA, 
Edmonton. 

In 

Musicians interested in a bus- 
man's holiday, and other lovers 
of music will want to take in a 
piano recital at the Eaton Audi- 
torium, April 25, featuring the 
Hungarian pianist, Bela Boszor- 
menyi-Nagy. Formerly head of 
the Budapest Conservatory and 
soloist with many of the major 
European symphony orchestras. 
next year he will tour the United 
States and appear with the Chi-. 
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cago and San Francisco Symphony 
Orchestras. His program will in- 
clude works by Bach, Beethoven, 
Schumann, Liszt, Bartok, and also 
the recent work of two Canadian 
composers, Oskar Morawetz and 
Paul McIntyre. For information 
and tickets, phone MA. 5358. 

a 
Next Monday is St. George's 

Day. This Englishman is feeling 
a warm glow of satisfaction at 
having received an invitation to 
address the Royal Society of St. 
George in Winnipeg on that day. 
He would like to reflect that be 
ing a good Englishman-or a good 
Canadian - or both - entails no 
obligation to dislike anyone. 
Neither does it mean that it is 
necessary to cajole or to compel 
others to live as we live. It is 
a sort of legal bigamy where we 
can have not one wife but two- 
where we can be the richer and 
the happier for knowing and lov- 
ing two countries. 

And that cleans off the desk 
for this issue. 

TALENT 
Jackpot For Gisele 

Mm! Mm! Good! 
Hollywood. - Canadian radio 

singing star, Gisele Lafleche, be- 
gan her regular appearances on 
Bob Crosby's Club 15 show here 
last week. To be known on 
show as Gisele MacKenzie, 

this 
the 

offers you 

COMPLETE COVERAGE 
and 

CONSTANT LISTENERSHIP 
to sell 

ENGLISH SPEAKING 
QUEBEC 

23 -year -old chanteuse from St. 
Boniface will appear on the Mon- 
day and Friday editions of the 
program, replacing the Andrew 
Sisters. Vocalist Jo Stafford is 
featured on the Tuesday-thrugh- 
Thursday programs. 

The contract with the adver- 
tising agency, Ward, Wheelock 
Inc., and the sponsor, Campbell 
Soups, who brought Gisele here, 
is expected to run for five years 
and is said to be worth substan- 
tially more than $20,000 per 

annum. It covers only radio and 
television appearances. 

In addition to singing popular 
songs and her specialty, French 
ballads and novelty numbers, 
Gisele will be featured on some 
of the shows playing both the 
violin and piano. During the war 
she entertained troops as a singer - 
pianist and before that Avon a 
violin scholarship frorh the To- 
ronto Conservatory of Music. 

Since 1946, when she started 

in radio with a twice -weekly pro- 
gram, Meet Gisele, on both CBC 
networks, Gisele has been 'a reg- 
ular performer in Canadian radio, 
both as star of her own programs 
and as guest on such shows as 
Canadian Cavalcade. She was re- 
cently featured on Lyrically 
Yours, a half-hour weekly mus- 
ical 'sustainer, and Night Cap 
With Gisele, a daily quarter-hour, 
in addition to guesting with the 
Edgar Bergen show and Morton 
Downey in the U.S. 

INTRODUCING ANOTHER EXECUTIVE WHO SELLS THE CALGARY MARKET SUCCESSFULLY 

Sporting Goods Store 

Creates New Clientele 

Calgary's "Sportsman" Store 
Now a Leader In Its Field. 

1470 years ago our establishme was considered primarily for men. In fact, we ladies a sto wait outside while their 
used to see ti in to shop! heir tussah rssistance of CFAC 

Today, 
with the sal that problem. 

and 
we are that °ad in we are now 

we 
are glad to 

of°f 
business doing a sizable sa 

with the ladies. volume 

e 
f our 1950 Christ In fact, from women 

Christmas 
volume 

metwn. years ago 
% 

sof 

men. Ttoday, we are doing 
came 

han ever more total give the bulk o before 
°f our f the credit for then f we promotion to our various cam paigns on CFAC. 

`Ever since we cam four years went into b contin ago' we have usi'Zess uously to publicize used CFAC plenty of evidence °uz'stor action. of direct e, with c 
figure- 

In one instance, sales re- a skating tights -_ we advertised 
an article with C 

Every day, CFAC sells a host of items and 
services for a wide variety of active adver- 
tisers - to the same people you regard as 
YOUR customers and prospects. Get the 
details on how CFAC can sell for you too 

from the station itself, All -Canada Radio 
Facilities Ltd. in Canada, or Weed and 
Company in the U.S.A. 

(Check 

THE STATION 

MOST 
LISTENERS DIAL 

ELLIOTT-HAYNES AUDIENCE 

f CFAC Campaigns Persuade 
Both Women and Men to Buy. 

nt 
re a very limited 
ze telephone of that one 

plug,. As direct 
ds phone culls and we received ; stock. And, what's sold 

° entire es good 
out our contacts through those s g sales that we bet 

more, we made such 

e 
night as headquarters established 

particular 
n quarters over - 9 equipment. 

In the figure -skat- 
ing 

commercial, another 
elusively 

to we case, with 
women) sold (almost 

ex - 
had in 

clusively 

books on 
a 

cwt of Vern 
unable to sell 

for fishing,hick , months and had bees "In sell otherwise. 
CFAC, we have 

our 
various contacts 

with traceable been impressed 
person- 

alizing effect as a means with its 9 our 
and a person - people at large to of ofPe It does do business dung 

see 
we have a 

°mbinatio m that with us. 

ght items 
nd services in offering the winning 
FAC."_gs to the right prospects 

Via A. Compton, Mgr. 

THE STATION 

MOST 
ADVERTISERS BUY 

REPORTS-Daytime & Nighttime-Calgary City & Rural Area) 
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Compare this all new RCAvICT0R 

250 watt AM transmitter 

A NEW CONCEPT IN OPERATING 

EFFICIENCY... A MAJOR 
ADVANCEMENT IN PLANT 

ECONOMY 

Here's the newest development in 
250R transmitters designed by RCA 
Victor engineers to meet the new 
trends in station operating practices. 
For example: 

Simplicity-Simplicity of transmitter 
operation is desirable to permit more 
flexibility in allocating and `spelling' 
operating personnel. To meet this re- 

quirement, BTA-25011 tuning has been 

reduced to one control and neutralizing 
has been entirely eliminated. 

Economy-Saving in power consump- 
tion, space and maintenance are of 
major importance. To meet these re- 

quirements, BTA -250M design reduces 
power consumption about 35%, uses 
less floor space, and cuts maintenance 
costs by reducing both the types and 
number of tubes and the necessary 
spare tube inventory. 

Here's transmitter design that really 
squares with to -day's practices and 
needs. Let us give you the full story 
on the BTA-250M. 

For complete information on the 
BTA-250M, call in your RCA Victor 
Sales Engineer. Or write direct to 
Engineering Products Sales Depart- 
ment, 1001 Lenoir St., Montreal. 

CHECK 

THESE FEATURES 

$ SMALLER SIZE 

Uses less than 4 sq. feet 
of floor space. 

$ TAKES LESS POWER 

Average modulation - 
1150 watts. 

$ SIMPLIFIED TUNING 

Only one tuning control 
and no neutralization. 

$ FEWER TUBES 

Only 10 tubes-only 3 
types to stock. 

$ LOWEST DISTORTION 

Less than 2% at 95% 
modulation. 

$ BETTER FREQUENCY 

STABILITY 

Maximum deviation ± 5 

cycles per second. 

RCA VICTOR 

BTA-250M 

AM TRANSMITTER 

RCAVICTOR 
RCA VICTOR COMPANY LTD. 

HALIFAX MONTREAL TORONTO WINNIPEG CALGARY VANCOUVER 
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SPORTS 
To Air Giants 

For Peoples' 

TOM FOLEY 

Ottawa. -The local branch of 
Peoples Credit Jewellers have 
bought the entire series of base- 
ball games to be played by the 
new International League team, 
the Ottawa Giants, from CFRA. 

All games, both at home and 
away, numbering 154, will be 
broadcast under the sponsorship 
of the Ottawa branch of Peoples 
Credit Jewellers. Play -by-plays 
will be handled by CFRA sports 
director Tom Foley and Terry 
Kielty, who functions as special 
events director overlapping into 
the sports department as assist- 
ant to Foley. 

This series, opening April 18, 
will take the Giants and the 
CFRA crew to ball parks in Ot- 
tawa, Toronto, Montreal, Spring- 
field, Buffalo, Rochester and Syra- 
cuse. 

Tom Foley has just completed 
broadcasting 88 hockey games for 
this station. His past activities in 
the baseball field have been con- 
fined to local games, this being 
his first venture into the Inter- 
national field. 

PEOPLE 
JOINS ('ALDWE:LL 

Toronto. -R. Ian Laidlaw has 
been appointed account executive 
for S. W. Caldwell Limited, it 
was announced here last week. 

He was formerly on the sales 
staff of CFRB, Toronto, and an 
account executive with Russell T. 
Kelley Limited, before opening 
Ian Laidlaw: Productions, a radio 
and TV film service. 

In his new position, Laidlaw will 
offer his radio and TV film ser- 
vice through the Caldwell organi- 
zation and assist in the develop- 
ment of transcribed commercials 
featuring Canadian talent. 

II 

NBS APPOINTMENTS 
Toronto. -Ivan W. Whittet has 

been appointed to the sales staff 
of National Broadcast Sales here, 
it was announced last week. 

At the same time is was re- 
ported that Ernie Towndrow of 
the NBS Toronto staff is being 
transferred to Montreal. 

Iüt` 

Features Local Compositions 
Victoria. -An ex -BBC organist 

who just got in from England in 
December, Reginald Stone, has 
already made a steady spot for 
himself on CKDA and specializes 
in arranging and playing local 
compositions. 

Former Londoners living here 
have called the station to say "it's 
just like home." 

Stone does his own arrange- 
ments of manuscripts submitted 
by local composers, such as a 
concert waltz, Firelight Dreams, 
by Mns. Miriam Martin and a 
western ballad, There's a Moon 
A-peekin', by Ref Stofer, and 
plays them from the stage of the 
Fox Theatre and on the air. 

Besides local material he is 
liable to come up with anything 
in the musical scale. He's on the 
air every night but Saturday. 

G O 

New Manager 
Cornwall. -Fred Pemberton has 

been appointed manager of radio 
station CKSF here, succeeding 
Harry Flint, it was announced 
late last month. Pemberton, until 
two years ago, was with the BBC 
in London. He then came to 
Canada, settling in Cornwall, and 
takes on this new position from 
his former post as program 
director. 

Harry Flint has been appointed 
vice-president and general man- 
ager of radio station WOSC, Ful- 
ton and Oswego, N.Y. 

1,241 of this paper's total 

circulation of 1,786 are 

National Advertisers and 

Agencies. 

HOW THEY STAND 

The following appeared in the current 
Elliott -Haynes Reports as the top national 
programs, based on fifteen key markets. 
The first figure following the name is the 
E -H rating; the second is the change from 
the previous month. 

DAYTIME 
English 

Ma Perkins 
Pepper Young 
Right to Happiness 
Big Sister 
Road of Life 
Life Can Be Beautiful 
Laura Limited 
Happy Gang 
Aunt Lucy 
Kate Aitken 

French 
Jeunesse Doree 
Rue Principale 
A l'Enseigne des Fins 

Gourmets 
Quart d'Heure de detente 
Grande Soeur 
L'Ardent Voyage 
Maman Jeanne 
Tante Lucie 
Metairie Rancour} 
Francine Louvain 

EVENING 
English 

Charlie McCarthy 
Lux Radio Theatre 
Amos 'n' Andy 
Our Miss Brooks 
Twenty Questions 
My Friend Irma 
My Favorite Husband 
Aldrich Family 
Suspense 
Ford Theatre 
Great Gildersleeve 
Roy Rogers 
Take A Chance* 
Boston Blackie 
Your Host -Gen. Elect. 

'Selective Program. 
French 

Un Homme et son Peche 
Radio Carabin 
Metropole 
L'Epervier 
Course au Tresor 
Ceux qu'on aime 
Ralliement du Rire 
La Pause qui Refraichif 
Les Etoiles de demain 
Tentez votre Chance 
Le Cure de Village 
Prix d'Heroisme 
Theatre Ford 
Le Journal de Grignon 
Jouez Double 

900 Kc. 1000 Watts 

19.6 -1.2 
18.2 -1.6 
17.9 -1.4 
17.8 - .3 
15.4 - .2 
14.8 -2.0 
14.8 + .1 
14.7 - .9 
14.1 + .2 
13.8 - .1 

28.2 +1.1 
27.2 -1.9 
26.0 +1.2 
24.8 -2.3 
24.5 + .3 
24.1 + .2 
23.9 - .8 
21.6 -3.7 
20.4 + .3 
20.3 + .9 

36.2 -2.9 
36.0 + .5 
30.9 -3.8 
30.4 -2.0 
28.3 -1.0 
24.0 -3.9 
23.7 -1.1 
23.1 -2.4 
22.6 +1.7 
22.1 -1.8 
2.0 -2.0 

21.9 -2.1 
21.9 + .2 
21.6 
21.5 --3.0 

33.3 +2.3 
30.0 - .3 

29.9 - .3 
27.7 + .5 
26.6 +2.7 
26.5 -1.8 
26.5 +1.9 
26.1 +3.2 
25.8 +1.2 
25.6 +3.2 
24.7 -1.0 
22.7 -2.2 
21.8 +1.0 
20.3 + .8 
20.1 - .7 

1st Two Weeks 1,489 

3rd Week .. 2,083 

4th Week 3,157 

5th Week 3,273 

6th Week 3,498 

'7th Week 4,656 

8th Week 5,308 

9th Week 6,489 

10th Week 7,387 

11th Week 8,121 

12th Week 9,105 

lai TOTAL: 54,566 
"POP THE QUESTION" 

MAIL RESPONSE IS ON 

THE UPTREND! 

ELLIOTT-HAYNES SAYS: 

Morning PTQ: 22.85 Rating 
Evening P19: 24.6 " 

FBC 
SAINT JOHN. N.B. 

Reps: 

J. L. Alexander, Montreal and Toronto 

Weed & Co., in the U.S.A. 

SHERBROOKE 
QUEBEC 

The Voice of the 

Eastern Townships. 

Quebec 

Bo- 

1240 Kc. 250 Watts 

Representatives 
JOS. A. HARDY & CO. LTD. - CANADA 
ADAM J. YOUNG, JR. INC. - U. S. A. 

MORE PEOPLE UNDERSTAND A MESSAGE 

IN ENGLISH THAN IN FRENCH IN MONTREAL 

B.B.M. LISTS: 
326,390 Radio Homes in Greater Montreal of which 

279,710 understand a message in French 

313,070 understand a message in ENGLISH 

Yes 10.3% more MONTREAL radio homes under- 
stand an ENGLISH SALES MESSAGE. That is 
why smart advertisers are enjoying CFCF's wise 
experienced ways (since 1919) of ... PROGRAM- 
MING . . . PROMOTING . . . and MERCHAN- 
DISING to best suit the rich Montreal Market .. . 

YOUR advertising dollar works harder . . . pro- 
duces more when put to work on "CANADA'S 
FIRST STATION." 

REPS: In Canada: ALL -CANADA RADIO 
FACILITIES LTD. - In U.S.A.: WEED 8$ CO. 
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Worth Consideration ... . 

Sarnia's Market Potential 

enormously increased by 

current Industrial Expansion. 

Twenty new storage tanks to be build for 
Imperial Oil's Western Canada oil shipments. 

Canadian Oil Company Limited - new 
$18,000,000 refinery. 

Addition to Polymer facilities at al tost of 
$6,600,000. 

$5,000,000 housing development being built in 
Sarnia under N.H.A. 

$50,000,000 to be spent by Imperial Oil on new 
cracking plant and general expansion. 

Dow Chemical to build million -dollar ammonia 
plant. 

A quarter million dollars for building supply 
branch of Canada Building Materials. 

CHOK -Sarnia 
5000 WATTS 1070 KCS. 

Get the facts firnn 

NATIONAL BROADCAST SALES 
TORONTO: 88 RICHMOND STREET WEST - PL. 3718-9 

MONTREAL: MEDICAL ARTS BUILDING - FI. 2439 

VANCOUVER: ROY CHAPMAN, 804 HORNBY STREET 

WHEATSTOCK 
WILLIE 

and 

BOVINE 
BILL 

ARE PLEASED TO ANNOUNCE THAT 

YORKTON 
IS AGAIN WESTERN CANADA'S 

RICHEST FARM DISTRICT 
GRAIN & LIVESTOCK VALUE 

542,128,000 
(AS LISTED BY SANFORD EVANS) 

SASKATCHEWAN 

940 ON YOUR 
RADIO DIAL 

Regp resent a t fees 
Horace N. Stavin & Co. 

Toronto, Montreal 
Inland Broadcasting Service 

Winnipeg 
Adam Young, Jr., Inc. 

U.S.A. 

C)'irect-or/ 
RATES -6 Months 112 issues) 20 words minimum í2A.00 

Additional words, add 10c per word, each issue. 
12 Months (24 Issues) 20 words minimum -$40.80 
Additional words, add 81/2c per word, each Issue. 
Casual Insertions -15c per word. Min. 20 words. 
(All payments are to be in advance.) 
Copy and/or classification may be changed 
each Issue. 
Agency commissions cannot be allowed on these 
advertisements. 

ACTING 

ROXANA BOND - WA. 1191. 

RUTH SPRINGFORD - Ford, 
Wednesday Nights, Stages, 
Commercial Spots; 8 years' 
experience - Scotch dialects 
a specialty-LY. 6740. I I ) 

JOSEPHINE BARRINGTON - 
A character actress and lead- 
ing woman of experience in 
Canadian radio and theatre. 
Available for calls - MA. 
3904. IL) 

JANE MALLETT - Heard on 
most national programs since 
radio began, is available for 
some spots and commercials. 
HU. 4132. (P) 

LIONEL ROSS -Juvenile -10 
years' Professional Radio and 
Stage experience. Available 
for Radio - Stage - Films. 
29 Northcliffe Blvd. - LA. 
8612. 101 

VERLA MORTSON-Commer- 
eial-acting. Young, attrac- 
tive, ambitious. Considerable 
commercial and CBC experi- 
ence. WA. 1191 or MI. 7653. 

IP) 

For warm, sympathetic voice 
type, call IRIS COOPER - 
WA. 5017. Also European dia- 
lects. Fully experienced. IL) 

RENA MACRAE-Commercial - acting mother -housewife 
type, testimonials, etc., sub- 
stantial experience - Rinso, 
etc. Phone MO. 1593. IRI 

BETH ROBINSON - 15 years 
stage-radio. Straight leads, 
boy -girl, 'teen Parts a spe- 
cialty - English, French, 
Scotch dialects. HY. 3603. 

lo) 

NEED A TOP-NOTCH Child 
Actress? ? Call LUCILLE 
BIRCHALL . experienced, 
talented. Phone 533-W - 
Richmond Hill. IEI 

ANNOUNCING 

JAFF FORD-At your service. 
CFRB-PRincess 5711. ILI 

EDDIE LUTHER-OX. 4520 or 
CFRB: PR. 5711. (M) 

MICHAEL FITZGERALD 
Kingsdale 0616. IM) 

JACK DAWSON-PR. 5711 or 
OX. 2607. IL) 

BOOKS 

RADIO & TELEVISION WRIT- 
ING, a basic text and ex- 
cellent guide for both media, 
edited by the radio and TV 
authority Max Wylie, with 
over 600 pages of author- 
itative information by ex- 
perts in their various fields. 
Price $7.75, post paid if 
cheque enclosed with order. 
Book Dept., Canadian Broad- 
caster & Telescreen, 1631/2 
Church St., Toronto 2, Ont. 

BOOKS 

THE BOOK YOU NEED can 
be bought without reaching 
for your hat. Just dictate a 
note to Book Dept., Cana- 
dian Broadcaster & Tele - 
screen, 1631/2 Church St., 
Toronto 2, Ont. 

EDUCATION 

ACADEMY OF RADIO ARTS - Lorne Greene, Director. 
Our function: to supply the 
Radio Industry with compet- 
ent, trained personnel. 447 
Jarvis, Toronto. I GI 

RYERSON INSTITUTE OF 
TECHNOLOGY offers com- 
plete courses in all aspects 
of broadcasting-announcing, 
writing, production, technical. 
50 Gould St., Toronto. IL) 

ENGINEERING 

TRANS - CANADA STEEPLE- 
JACKS-Painting and inspec- 
tion of Transmitter Towers. 
Fast, dependable work. 530 
King St. E. - WA. 0766 - 
Toronto. ILI 

McCURDY RADIO INDUS- 
TRIES-Broadcast station in- 
stallation specialists - cus- 
tom manufacturers of Audio 
Equipment - commercial Re- 
pair Service - 74 York St., 
Toronto-EM. 3-9701. I P) 

PHOTOGRAPHY 

ANTHONY TRIFOLI STUDIOS - Personalized professional 
portraits and publicity shots. 
Appointments at artists' con- 
venience - MI. 9276 - 574 
Church St. 10) 

PROGRAMS 

WESTWARD HO-The great- 
est five-minute show ever 
packaged. Sixty-five easy -to - 
sell episodes. Caldwell Ltd., 
Victory Bdg., Toronto. (0) 

RADIO ADVERTISING FOR 
RETAILERS-A monthly ser- 
vice for the Broadcaster, 
consisting of Commercial 
Continuity, Copy Starters, 
Sales Digest, Management 
and Promotion Tips, Program 
Ideas. Written and produced 
by experienced radio writ- 
ers who appreciate your 
problems. Free samples on WHATEVER THE SERVICE you 
request. Available exclusively have to offer Broadcast. 
thru All -Canada Radio Facil- readers, there is a category 
ities Limited, Program Divi- for it in our Professional and 
sion, Toronto. Service Directory. 

PROGRAMS 

METROPOLITAN BROADCAST 
SALES - Radio Programme 
Specialists - Producers of 
"Mother Parker's Musical 
Mysteries" and "Did I Say 
That"-EM. 3-0181. IP) 

PRESS CLIPPING 

ADVERTISING RESEARCH 
BUREAU - Press Clipping, 
Lineage Research, Checking 
Service. 310 Spadina - To- 
ronto,. 1434 St. Catherine St. 
W.-Montreal. IL) 

RECORD'G SUPPLIES 

IMMEDIATE RESHARPENING 
SERVICE-By special arrange- 
ment with Audio Devices Inc. 
we carry a large stock of 
Cappes' resharp sapphire 
needles. Mail us your used 
Sapphire Needles and we will 
immediately return to you re - 
sharps a fraction shorter than 
those supplied to us. This 
remarkable service has al- 
ready been tried by leading 
broadcast stations and has 
proven to be highly success- 
ful. Net price each . $2.50 

ALPHA ARACON CO. 
LTD. - 29 Adelaide St. W., 
Toronto. 

RESTAURANTS 

LITTLE BIT OF DENMARK 
TAVERN - When in Toronto, 
eat in old world atmosphere. 
Famous for Danish Smorgaas- 
borg. Dancing nightly from 
9-12. 720 Bay St., Toronto. 

101 

SINGING 

HELEN BRUCE-International 
lyric soprano, 15 years stage, 
concert, radio. Popular class- 
ics, opera, etc. Audition disc 
available-Zone 8449. IU) 

HOWARD MANNING - Bari- 
tone: "Howard Manning 
Show," CKEY 9.30 p.m.- 
Available for commercials, 
guest appearances. Phone 
HY. 7782. IG) 

FROSIA GREGORY-New ad- 
dress:-Thornhill, Ont. Tele- 
phone: Thornhill 385W. 10) 

"TEX" BLOYE - Original 
western entertainment, songs, 
gags, etc. Just finishing 

Who Am I7" Available for 
Radio, Stage, Recordings - 
LL. 5535. IR) 

PHYLLIS MARSHALL - Expe- 
rienced personality singer. 
Shows; "Moon Mist" "Star- 
light Moods," heard on Do- 
minion -Mutual outlets. Avail- 
able for bookings - LY. 
4862. IF) 

BRUCE WEBB-Versatile bass, 
singing pops, folk songs, 
commercials. Present shows: 
"Bruce Webb Show," "Dan- 
forth Radio Folks"-GE. 8360. 

(U) 
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'NFAIK TO IS 
"The Impact of New Taxes 
on Marketing," one of the 
ACA Convention topics, may 
be a good idea, but to us 
it sounds like rank discrim- 
ination. 

VE DO MEAN YOU 

The most important con- 
trol in the present high tax 
era is the control of con- 
trols by self-control. 

)DUSLE STANDARD 

A poll of public 
would undoubtedly 
a desire for price 

opinion 
disclose 
ceilings 

on all products except your 
own. 

tUESTION AND ANSWER 

Does Mr. Abbott roll his 
own? (And Howe). 

+ALSE ECONOMY 

There would be no point in 
boosting liquor prices when 
we can't afford a crock any- 
how. 

O.11ING OR GOING 

Myles Leckie of Elliott - 
Haynes Ltd. reports that 
you can still buy two mouse 
traps for 15 cents. How 
about the cheese, Myles? 

'ONGS WE WON'T SING 

Oh to be in England 
Now that their April 

budget's there! 

;DOD LUCK OMEN 

Then there's the supersti- 
tious prospect who stopped 
to pick up a pin and the 
salesman thought he had 
the order. 

1GENCY STUFF 

"No," said the account exe- 
cutive, blushing deeply, for 
it was the first time he 
had used that word. 

TALENT TRAIL 
By Tom Briggs 

If it wasn't for the slushy 
Scotch dialect which makes under- 
standing it as difficult as possible, 
the Mr. Glencannon series might 
be 'a tolerably rowdy, humorously 
vulgar bit of program fare each 
Tuesday (Trans - Canada, 9.30) 
evening. But the humor and base- 
nes_. is doomed to obscurity by 
somebody's seemingly uncontrol- 
lable desire to leave no doubt as 
to the principals' nationality. 
About ninety per cent of this 
liquorish brogue is extraneous; 
indeed the program would be bet- 
ter off without it, for then it 
wouldn't require 'a listener to 
have spent ten years with a Scot 
to know what the dialogue is all 
about. 

Unlike other CBC attempts at 
humor, this program provides a 
few hearty laughs, prompted 
mostly by Mr. Glencannon him- 
self (Frank Peddie). At least half 
of them, however, are dependent 
on crude comic situations where, 
if one of the characters isn't 
completely plastered, he has a 
bottle to his lips and is well on 
his way. It seems to me that to 
program to minority groups, 
which is the purpose of so many 
CBC sustainers, is one thing. But 
in so doing, to raise the antag- 
onism of another group, maybe 
a majority, is quite another thing 
and unforgiveable. This is liquor 
advertising-maybe not a specific 
product, but at least in principle. 

On the cast side, it is obvious 
that more intelligence was exer- 
cised in selecting the players than 
in the story material. This is not 
a reflection on the ability of 
Tommy Tweed who adapted the 
original stories by Guy Kilpatric 
for radio. These adaptations would 
make good theatre, good burlesque, 
but not very good radio. In fact, 
Tweed did too good a job in re- 
taining most of the spice, which 
on radio is detrimental. 

The old sea dog, Colin Glen - 
cannon, is not an easy character 
to portray, but veteran Peddie, 
with thick accent and all, sus- 
tains the action throughout each 
half hour. He keeps Glencannon 
going at high speed, and is espe- 
cially effective when he alternates 
between confidential softness and 
roaring bombast. 

Lorne Greene, as narrator, plays 

WILL AUDITION 

ANNOUNCER 
required by lead- 
ing metropolitan 
station in Ontario. 
\lust be good on 
commercials and 
news for this import- 
ant job. 

tl.SO good commercial 
copy writer. 

Box A-84 

Canadian Broadcaster 
& Telescreen 

16312 Church St. Toronto 

probably the most important role, 
by keeping the story line straight- 
ened out in listeners' minds with 
his interjections in everyday Eng- 
lish (if you can call Greene's cul- 
tured speech "everyday English"), 
giving some sense to the jumble 
that followed him. It is wrong, I 
think, to suppose that there is 
anything amusing in the triteness 
of the narration, which only con- 
fuses by conflicting with the main 
comic. 

Also heard on this series with 
some regularity are John Drainie 
as Captain Ball, and Alan King 
playing Mr. Montgomery. These 
roles seem to be important only 
as working backgrounds for the 
great Glencannon, but as such 
they need to be almost flawlessly 
played with little room for per- 
sonality. At least this is the way 
it is put across, and very effec- 
tive it is. 

Ruth Springford and Eric 
Christmas turned up for bouts 
with the hero in the performance 
last week and improved the pre- 
sentation considerably. Miss 
Springford had very little to do 
as Miss Clematis Mahoney, but 
what she did came across well, 
while Christmas, with his Anglian 
accent, was quite a relief from 
the Scottish burr. And he plays 
the part of a fool so deftly too. 

Artistically, the Adventures of 
Colin Glencannon is only fair, I 
feel, and as program fare it un- 
doubtedly cost more than it's 
worth-a lot more. 

BETTFR 
C'9,` 

w. ® 
S" LUC aw41 

\ _ 'i 
FOR 

DISCS, TAPE & T.V. 
MYSTERY 

S.W. 

Mystery of 
Incomparable 

Dramatic Force 

WARREN WILLIAM 
In 

STRANGE 
WILLS 

26 '/3 -hour episodes 
fascinatingly different 

Network hiatus knock- 
ing holes in your 
schedule? Keep high 
ratings with Tran- 

scriptions. 

Audition this 
outstanding feature now. 

LIMITED 
2100 VICTORY BLDG. 
80 RICHMOND ST. W. 

TORONTO. 

CJCH 
HALIFAX 

The 

Number 

One 

STATION 

In 

The 

Maritimes 

Number 

One 

MARKET 

24 HOURS 

ON 5000 WATTS 

REPS: 

TORONTO: 

Paul Mulvihill 
Room 300, 21 King E. 

WA. 6554 

MONTREAL: 

Radio Time Sales 
(Quebec) Ltd. 
1231 St. Catherine W. 
MA. 4684 

CJCH 
HALIFAX 
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CBC CONDUCTS TV HOCKEY TRIALS 

THE EXPERIMENTAL TELECAST, which was staged in Maple 
Leaf Gardens last month on a closed circuit basis, gave the 
CBC's TV staff experience in shooting a sport event. In the 
above picture, standing at right, is Fergus Mutrie, director of 
CBC television in Toronto, who directed the test. Seated at the 
monitor screens, from left to right, are technician Harold Wright, 
technical director Reg Horton and technician Murray MacKenzie. 

SirrC co r 
tia5 25410 

RAM10 

ES 
( 1949 B 

and no dailY 

newsPaPer 

Most of these 
homes depend 
for their news, 

entertainment 
and shopping 
information on 

OM1. 

RpLMonnqerROVE 
gpOADCAST SALES 

11 

Toronto.-The first in a series 
of television training programs 
was held here last month by the 
CBC when a two -camera TV chain 
and remote equipment was moved 
into Maple Leaf Gardens for the 
practice televising of a Maple 
Leaf -Canadiens hockey game. 

The two cameras, manned by 
technicians George Lovatt and 
Cecil Johns, picked up the action 
during the first period of the 
game and fed images to the moni- 
toring screens, set up in a dis- 
tant part of the arena. 

Foster Hewitt, who was avail- 
able for the early part of this 
period, called the play with the 
cameras following his description. 
It was pointed out that, under 
actual conditions, the commenta- 
tor would be able to follow the 
picture being transmitted on a 

Ñ oTÉS To Yov /q 
, 

"FAR FAR AWAY" 
Records Available 

Jim Byrne 
Maple Leaf (Folk) 
Charlie Kunz 
London (Pop) 

Ozzie Williams 
London (Pop) 

AND OTHERS 

Write us 
for a free disc. 

FAVORITE MUSIC CO. 
21 SUSSEX AVE. TORONTO 5 

screen in the broadcast booth as 
well as watching the ice surface, 
but the temporary facilities made 
this impossible. 

The experiment was directed by 
Fergus Mutrie, CBC director of 
television in Toronto, who acted 
as program director in selecting 
one of the two pictures coming 
to the monitors from the cameras 
for imagined transmission. One 
camera, using a wide-angle lens, 
covered general shots of the ice 
surface, while the other took 
close-up shots of compact action, 
like goal -mouth scrambles. 

Interested observers at this trial 
TV production included John Gib- 
son, advertising manager of Im- 
perial Oil Limited, sponsors of 
the NHL radio broadcasts, and 
Hugh Horler, radio director of 
MacLaren Advertising Agency, 
which handles the Imperial Oil 
radio account. They considered 
the experiment "very successful." 

Horler said it proved that it 
should be possible to produce here 
a better type of hockey telecast 
than has been done so far in either 
Boston or Detroit. Certain phy- 
sical features, such as the advan- 
tage of white ice, will make for 
a better production, he said, but 
the most important factor is in 

having the top hockey commen- 
tator in the business, Hewitt, who 
can anticipate the play and lead 
the cameras to the action. Horler 
felt that hockey is an ideal sport 
to televise, but emphasized that 
there are many problems to over- 
come. 

When actual telecasts of sport 
features such as this begin, the 
programs will be fed to the CBC 
transmitter by coaxial cable from 
semi -permanent installations at 
the point of origination, the CBC . 

reports. For other outside tele- 
casts, a micro -wave link will be 
used to carry the programs from 
a mobile unit to a receiving cone 
on the transmitter. 

HAM HAS NEW COLOR PLAN 

New York.-A young amateur 
radio operator of Cleveland 
Heights, Ohio, believes he has hit 
upon the answer to high -defini- 
tion, low-cost color television, said 
to be more practical than any so 
far. He is Franklin Porath, a 
"ham" since he was nine, and at 
the moment the Polaroid Corpora- 
tion of America is interested in 
his idea, complete with details 
and drawings. 

PEN & PENCIL 

PROOF 

CKSF 

HOLDS 

LISTENING 

KEY TO 

CORNWALL AND EASTERN 

ONTARIO MARKET 
Shown here is the mail response to one program 
in one day. Mail response to all CKSF pro- 
grams often runs to thousands of letters 
monthly ... Reaching out to the Quebec border 
on the east . . . To Iroquois on the west . 
To Casselman on the north . CKSF is the 
"Home Station" to the solid citizens of this 
prosperous area . CKSF programs are de- 
signed to ATTRACT and HOLD its widespread 
listeners. They will hear your advertising 

message on 

CKSF and CKSF - FM 
CORNWALL - ONTARIO 

Write us direct, or contact HORACE N. STOVIN LTD. (Canada) or 
JOSEPH H. McGILLVRA (U.S.A.) 
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TIME to Up 
Your B.C. Budget! 
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VALUE OF AGRICULTURAL PRODUCTION OF B. C., YEARS 1920 TO 1949 

1921 1923 1925 1927 1929 1931 1933 1935 1937 1939 1941 1943 1945 1947 

YEAR 

1949 

The value of agricultural production in B.C. has 
been increasing year by year. In 1949-at approxi- 
mately $145,000,000-it was $3,000,000 better than 
the previous year; $100,000,000 better than ten years 
ago. And the increase has been consistent. Make 
sure your radio appropriation in B.C. is adequate to 

"share the wealth." 

BRITISH COLUMBIA ASSOCIATION OF BROADCASTERS 

CHWK CHILLIWACK 

CJDC DAWSON CREEK 

CFJC KAMLOOPS 

CKOV KELOWNA 

CHUB NANAIMO 

CKLN NELSON 

CKNW NEW WESTMINSTER 

CKOK PENTICTON 

CJAV PORT ALBERNI 

CKPG PRINCE GEORGE 

CJAT TRAIL 

CJOR VANCOUVER 

CKMO VANCOUVER 

CKWX VANCOUVER 

CKDA VICTORIA 

CJVI VICTORIA 

CJIB VERNON 
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"Reap 

the biggest 
harvest" 

HEDLEIGH T. YENNING, vice-president 
of sales for Shirriff's Limited, and a 

vice-president of the Association of 
Canadian Advertisers, is widely known 
in Canadian advertising circles. 

H. T. Yenning tells why he 
depends on BBM 

0. VERY EXECUTIVE knows that you can't run a business on guesswork. You 

need facts. Indisputable facts, gathered by statistically sound methods. 

The same principle applies to advertising. Proven facts and figures help 
to show you where your advertising dollars will reap the biggest harvest. 

We have found BBM one of the most 
valuable, useful and accurate tools at our disposal." 

BBM is YOUR Service 
The Bureau of Broadcast Measurement is a 

tripartite organization sponsored jointly by 
Advertisers, Agencies and Broadcasters. 

It provides statistically accurate information 
on the areas in which a given proportion of 
radio owners actually listen to a radio station. 

AS EVER, THE NO. 1 BUY 

: IN CANADA'S NO. 1 MARKET 

The 1950 BBMfiguresshowCFRB'sBBMcover- 
age as 619,050 daytime and 653,860 night 
time-more than one fifth of the homes in 

Canada,concentrated in the market which ac- 

counts for 40% of the Dominion's retail sales. 

50,000 watts 
1010 kc. 

Representatives: 

United States: Adam J Young Jr., Incorporated 

Canada. All -Canada Rodio Facilities Limited 
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