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THE FAMILIAR PROFILE OF THE CHATEAU FRONTENAC, Quebec City, which

has been the scene of so many broadcasters’ conventions, appears here, snapped

through the rigging of the CPR Liner, Empress of Australia, as she steamed up
the St. Lawrence homeward bound last June.

You'll find the inside story of the CARTB
in this issue, under the title “Inside Private
Broadcasting”, on page 6.

"“Spotlight On Vice” tells the startling
story of Vancouver’s underworld as seen by
Bert Cannings and his tape recorder. Page 13.

D the Telesencenw Section

On the front page there starts the story
of CKCW-TV, Moncton, “Community VIP’'s
Are TVIP’s at Moncton”.

The copy chief at McConnell Eastman has
some thoughts about writing commercials for
TV on page 24.

Pnelade To Beavere

Starting on page 31, the balance of the
book is given over to twenty stories of radio
and television achievement, chosen by
our staff for consideration for
Beaver Awards.
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CARTB MEMBER STATIONS
=

Making broadcasting do a better job for its
sponsors and their advertising agencies is the

prime consideration of the 125 member stations

of the CARTB.

To this end, the main event of the 1955 Convention
is “Open Day,” March 21, when broadcasters,

sponsors and advertising agencies will meet at the
Conference Table, to advise one another how the
lot of each may be improved by closer mutual

co-operation.

You'te Be Mighity Welcome!

7%e CANADIAN ASSOCIATION of
RADIO & TELEVISION BROADCASTERS

Representing 125 Broadcasting Stations whose voices are
invited into 3,748,000 Canadian homes every day.
HEAD OFFICE SALES OFFICE

108 Sparks Street 200 St. Clair Ave. West

Toronto 7
Phone WA, 2-3334

Ottawa 4
Phone 34036
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Plugs and Pranks Dig Dimes

CHML, Hamilton raised a hockey team of press, radio and TV men to play the Tiger-Cat
football team; Dick Smyth, a CKLB, Oshawa deejay grew a handlebar moustache; and CFCY,
Charlottetown broadcast concentrated appeals, all in the same cause — to raise money for their

local March of Dimes campaigns.

CHML BENEFIT
The Ontario March of Dimes is

$1,200 richer, thanks to a hoc‘ke’y‘“

game between the Hamilton Tige
Cat football team and the Press-
Radio-TV All-Stars played in the
Hamilton Forum Sunday afternoon,
February 6th.

The game was organized by the
commercial manager of CHML,
Denny Whitaker, who is also Ontario
Chairman of the March of Dimes,
with an assist from Norm Marshall,
CHML’s sports director.

The Press-Radio-TV boys bestides
playing, plugged the game at every
opportunity for a solid week pre-
viously. There was no admission
charge but fans were asked to make
a contribution to the March of Dimes.
CHML, President and Forum owner
Ken Soble donated his arena and staff
free, several local hockey clubs
loaned equipment and neighboring
parking lots gave their afternoon
receipts to the fund.

Complete with a professional-
looking brawl between Norm
Marshall and Art Dartch of the
Tiger-Cats, the game was won by
the footballers 8-7. Between period
entertainment was provided by
Gordie Tapp, Paul Hanover and
figure skater Sue Delorme, all staff
members at CHML.

Staff Habberfield, Vic Copps, Roy
Milne and George Goodrow, also
CHML, staffers, aided Forum man-
ager, Sam Hebscher in collecting and
counting the $1,200.

The Tiger-Cats have agreed to play

a return match next year and hope
to make it an annual affair.

NO KISSES FOR DICK

At CKLB, Oshawa early morning
disc-jockey Dick Smyth, determined
to raise money for the March of
Dimes, decided to grow a moustache
which he claimed he wouldn’t shave
off until he had collected the pur-
chase price of an iron lung. As an
added incentive, Dick’s fiancée,
Marilyn Morin, was equally deter-
mined not to kiss him until the
moustache went.

Smyth got the campaign off to a
flying start by playing a recording
of the conversation in which he in-
formed Marilyn of the impending
condition of his upper lip. Then he
announced he would play requests
at @ minimum charge of a dime apiece.
Some of those making requests
donated as much as $5.00.

On his regular morning “March
Past” at 8:30 he offered to dedicate
the march of the day to any school
and start the students on their way
to classes with an “On your mark,
get set, go”’ commentary if the
student who phoned in would take
up a collection for the March of
Dimes. ‘Several mornings he took
a portable microphone to the front
steps of the CKLB building and
solicited donations from passers-by.

Although he trimmed it regularly,
Dick’s moustache grew to a length
of 4" before he shaved it off. When
he did remove it he did a public
shaving act at the Community
Recreation Hall weekly dance and

This hockey team, composed of members of the Hamilton radio, press
and f?levision industries, was formed to play a benefit match with the
Hamilton ‘Tiger-Cat-football team. The Figer-Cats won the game 8-7 and
the Ontario March of Dimes, which was given the proceeds of a silver
collection taken at the game, was put $1,200 nearer its objective.

was given another $100 for the fund,
swelling his total collection to $300.

Incidentally, Marilyn, though she
did weaken to the extent of sending
him a Valentine card, kept her
promise and didn’t kiss him until the
moustache was gone!

CONSTANT PLUGS BROUGHT
IN CASH

In Prince Edward Island, CFCY,
Charlottetown gave the March of
Dimes a big boost by plugging it
constantly. The station was a major
factor in helping the provincial fund
go $1,250 over the top of its objective
of $6,000. Day to day totals were
highlighted all through the day’s
broadcasting and the provincial total
was announced on the main evening
newscast.

In a letter to CFCY, Lincoln Dewar
president of the Prince Edward Island
Chapter for Poliomyelitis said: “Sin-

cere appreciation on the outstanding |

contribution of Radio Station CFCY
in the Iron Lung Camapign just
concluded.”

CFOR

ORILLIA

- CENTRAL
ONTARIO

Ask For Facts

STEPHENS & TOWNDROW

TORONTO - MONTREAL

In Canada see:
James L. Alexander

DELAYS or
NO DELAYS

WE'LL SOON BE 5000 waits

In the U.S.A. see:
Joseph Hershey McGillvra

ITS A HUNGER STRIKE -
THEY WANT 10 LISTEN Tt
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= CANADA’S

Smbol of Quality. ..
Stamdard of

Dependabulity. . .

1n

here is no finer tribute than

universal acceptance. Through the
years, Canadian Broadcasters have
paid this tribute to RCA Victor

in the only measurable way . . . by
taking advantage of RCA Victor’s
wide experience in broadcast

tchriqes, by utling the vast WHITHER, CARTB DELEGATES?

research, engineering and technical

ices—b king RCA standard
SErVices—Doy making standar Why not make a pleasant side trip to the RCA Victor

equipment in their radio and Svite at the Chateau Frontenac, come CARTB Con-

television stations. vention time 2 Relaxation guaranteed!

This great and growing family of Annuai Convention
RCA-equipped stations in the fields Canadian Association of

of radio and television is vivid Radio and Television Broadcasters.
proof of the quality and dependability CHATEAU FRONTENAC HOTEL, QUEBEC
that have made RCA Victor first in MARCH 21, 22, 23, 1955

television, world leader in radio!

FOR AM + FM * TV...LOOK TO THE ... ENGINEERING PRODUCTS DEPARTMENT
COMPANY LTD.

= 51y
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Adeste Fideles

The 1955 Convention of the Canadian
Association of Radio & Television Broad-
casters, the thirtieth in the industry’s
history, will, we trust, be highly successful
from every aspect. Without any question,
this meeting will be a momentous one.
The broadcasting industry is standing at
a dangerous cross road, pitted with ruts
and pot-holes, and these hazards have to
be levelled.

With the addition of television to the
business of broadcasting, a specter of
doubt has appeared lately, when a few
small voices have been heard demanding
that the business of broadcasting be split
up the middle, and that in the future,
radio and television be regarded as two
distinct media and not as two divisions of
broadcasting. This minority would like to
see two industries in place of one. It would
like to weaken its thirty-year-old trade
association, by sapping its strength with
the expulsion of the TV stations, and then
subjecting these TV pioneers to the rigors
of rebuilding their own organization right
from scratch.

No plan, sincerely conceived, should
be denied a hearing. Here are some facts
though which rate consideration.

While it is true that radio and tele-
vision approach the question of promoting
the sale of merchandise and services in
different ways, employing different tech-
niques, at the same time they are both
concerned with the sale of time rather
than of space, and both get their messages
over to the public by means of electronic
broadcasting rather than publication in
print.

Radio and television are both employers
of the spoken word.

While a healthy spirit of competition
is steadily growing up between radio and
TV, it is certainly no keener than the
competition which has always existed
between two radio stations broadcasting
in the same area, and no one has ever
thought of starting rival associations to
accommodate both broadcasters in a two
station market.

Politically, radio and television are both
subjected to the same legislation, the
Broadcasting Act, and so to the same
regulatory department, which might well
be renamed the Canadian Radio & Tele-
vision Broadcasting Corporation. The CBC
administers the Act for both branches
with the same board of governors, the
same oflicials and the same staff.

On cabinet level, the same minister
reports to parliament for both radio and

b HAfsrkled

Grigsby.
We should have shaved.”

“I knew we’d forgotten something,

It’s TV too now.

television, because they are both regarded
as part of the same industry.

Radio and TV are considered one
medium by Royal Commissions and House
Committees.

Both kinds of broadcasters pay their
license fees to the same local authority.

Internationally, questions of vital fre-
quency allocations for both radio and TV
are dealt with by the same board.

Most advertising agencies take care of
both kinds of broadcasting through the
one department, while the printed media
are handled elsewhere.

Performing right levies for music are
subject to the demands of the same copy-
right owners and the will of the same
Copyright Appeal Board.

Elsewhere in this issue, a quite com-
prehensive article about the broadcasters’
trade association lists innumerable prob-
lems which are now dealt with most
capably by the CARTB, and which a
second association would be forced to
duplicate at phenomenal cost, but with
loss of effectiveness.

With about eighty-five per cent of
Canada’s privately-owned radio and tele-
vision stations on its roster of members,
the CARTB is able to present those with
whom the industry has to negotiate with
the closest approach there can be to unani-
mity in a democratic country. If a division
occurred, it could only serve to weaken
that front. From then on, widening the rift
and so incapacitating the industry would
only be a simple matter for those who
might feel disposed to insert a wedge.

It is to be hoped that those who differ
with the CARTB will do everything they
can to sway the majority, while they are
in Quebec. We would suggest that every
suggestion be considered and every
avenue explored for internal departmen-
talization in the association where it is
deemed practical. But for the good of the
industry, it is to be hoped that a unani-
mous resolution expressing confidence in
the work of the Canadian Association of
Radio and Television Broadcasters will be
recorded.

First Step To Beavers
The final pages of this issue are dedi-
cated to our “Prelude To Beavers”.

This consists of a series of articles from
our 1954 issues, which will be turned over
to our board of independent judges, who
will choose the winning stations. Later on,
after the winners have been announced,
arrangements will be made for their pre-
sentation.

Last year we experimented with the
system of having awards made on the
home territory of the winning stations,
where possible by local notables. In the
case of CJCA, Edmonton, the award was
presented by the Lieutenant Governor of
Alberta. CKWX, Vancouver, got their’s
from an official at the Pacific National
Exhibition. CKBB, Barrie, appeared be-
fore the mayor of that town who made
th presentation during a meeting of Coun-
cil. We hope that it will be possible to
parallel this procedure this year.

There is a point beyond the winning of
an award which we believe to be worthy
of mention. This is the fact that the short-
comings of broadcasters lie far less in their
failure to perform worth while acts than
their hesitancy to make known the acts
they perform.

With radio fighting to hold its own
against the invasion of television, and tele-
vision trying to make its first mark, pub-
I'city takes on a new value. We believe
that publicity which takes the form of the
recital of fact is the only kind which is
worth while. The Beaver Awards project
is designed to foster and encourage good
publicity by giving recognition to stations
which kiss and tell.

With these few lines, we commit the
Beavers to the judges, whose names will
be announced shortly. In advance we con-
gratulate those who are going to be pro-
claimed winners, and also those whose
efficiency in the field of publicity has lead
them to furnish the material to make them
runners up.
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SELLING - -
OUR BUSINESS

Boiled down to essen-
tials, the real job of

a radio or television
sales representative

is to produce sales in
the national field for
the stations he repre-
sents. That’s what we
do. In the process we
try to help adver-
tisers and their
agencies to buy to
create sales, too.

Selling Is Our Business.
[ ]

CKVL
VERDUN - MONTREAL

CKTR
TROIS RIVIERES

CFDA
VICTORIAVILLE

CKBM
MONTMAGNY

cJac
QUEBEC CITY

CHUM
TORONTO

CFJB
BRAMPTON

CJsp
LEAMINGTON

The French
Radio Associates Network
and
Leading U.S. Radio and
Television Stations along
Canada’s Border.

ANDY McDERMOTT
EMERY RICHMOND

Radia & Televiscon
Sales Tune.

TORONTO — MONTREAL

Tudide . . .

PRIVATE BROADCASTING

An Intimate Introduction to Jim Allard and his CARTB

by RICHARD G. LEWIS

Leslie Scobie and Jim Allard go over the mail.

Dominion-Wide

OUNTING the things the Canadian Association of Radio and Television Broadcasters does on

your fingers is an easy matter — if you have enough fingers.

According to forty-year-old Jim Allard, who makes a business of running the CARTB from
its head office on Sparks Street in Ottawa, under the high-sounding title of executive vice-president,
the work falls into six main channels. These are Government, Sales Promotion, Public Relations,
Station Relations, Technical and the inevitable Miscellaneous.

The complicated mechanism which
propels most private radio and tele-
vision in Canada did not just happen,
Allard hastens to point out. Long
years before the industry could afford
help on the present scale, their asso-
ciation was given life by Harry
Sedgwick of CFRB, as he along with
others of the Pioneer class, sat at
the helm during its long and critical
years of adolescence as volunteer
pilots and wheelsman. “It is the
foundations they laid and the ex-
ample they set that have given us a
basis to work on” Allard added.

As an idea of the extent of the
operation today, Jim estimates the
incoming mail at two hundred and
forty pieces a week That's twelve
thousand a year in round figures, and
they all have to be received, opened,
read, cogitated upon, researched and
answered. The outgoing figure is
something like three hundred a week,
or an annual fifteen thousand.

Besides regular mail, there are
innumerable news letters, and an-
nouncements to the membership;
thrice weekly reports to the directors;
about a hundred press releases a year
on topics varying from CBC regula-
tions to answering Constant Reader’s
complaint to the editor of the local
paper that Uncle Pete didn’t wish
her grandson many happy returns of
the day on his Birthday Carnival
last Friday.

Allard handles association matters
on such an individual basis that each
letter requires personal attention,

and, in most cases, by him. If you
think it’s as easy as he would have
you believe, ask his hard-working
secretary, Leslie Scobie, who labors
day in and day out over her hot
dictaphone, committing Jim’s poly-
syllables to paper, with never a mis-
spell, and never a sentence without
the requisite number of verbs,
subjects, objects, correlatives and
what have you.

VOICE OF THE BROADCASTERS

Because of the complex structure
of Canadian broadcasting, govern-
ment relations rank high. First there
are public appearances on policy

matters before government bodies
and tribunals; then the important in-
formal consultations with the right
official at the right time, and the
day-to-day contacts, social and
otherwise, with public servants of all
shapes and sizes.

On questions of policy, approaches
to the government are through the
submission of briefs. These are pre-
pared, revised and often prepared
again, in strict conformity with
instructions received from the mem-
bership, through resolutions passed
at annual meetings. First comes pre-
sentation of a draft to the directors,
often over and over again; and,

e CARTB
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finally, when the miracle of produc-
ing a document approved, word for
word, by seventeen directors from
the ten provinces, it is submitted to
the membership. Then they go back
at the minutest details of the phrase-
ology, until the greatest majority is
satisfied with everything, down to
and including the semi-colon in the
third line of the fifth paragraph on
page 458.

The task of producing an acceptable
brief is nothing. The real job, Jim
says, is standing up before the com-
misson, committee or other body,
and contriving spontaneous answers
to the questions posed by its mem-
bers. These may not reflect Jim's
own personal opinions. Rather he has
to figure them out as he knows his
members would answer them if they
were there to speak — and he said
it without the slightest trace of
cynicism — in one united voice.

Problems coming under the
“Government” heading fall into in-
numerable categories — roughly one
category for each problem.

Customs and sales tax are peren-
nials. Not long ago, CARTB efforts
brought about a fifty per cent reduc-
tion in duty on transcriptions. Now
TV film is getting the treatment.
The income tax department was
induced to allow twenty-five per cent
depreciation on equipment in place
of a proposed ten per cent. Now the
definition has been extended to
cover television equipment.

With Jim Allard and his hard-
working staff, the conflict with the
CBC is less of a battle than a way
of life. The least of the problems
are the intermittent encounters with
the government body at board meet-
ings and public forums, such as the
Parliamentary Committees. What
really count are the private meetings
with CBC officials, to explain the
problems of the private stations, and,
not infrequently, quiet talks with
member stations, to familiarize them
with the problems of the CBC. It is
quiet, off-the-record chats like these,
Allard feels, that have been respon-
sible more than anything else for
getting the ban lifted on price
mentions, and the use of spot an-
nouncements in the evening hours.

Currently CARTB has its guns
trained on the target of private TV
in the larger centres where the
government is now enjoying its
monopolies.

Breaking down the government’s
original adamant refusal to let any
private interests into the TV picture
at all, particularly private broad-
casters, presented a major problem.
Now the industry is waiting to see
what happens in the major markets.

BANGS THE DRUM FOR RADIO

A department devoted to the insti-
tutional selling of the radio medium
is housed in an office run by the
CARTB in Toronto. It functions
under the guidance of Charlie Fenton
as-sales director.

Fenton pounds the beat up and
down advertising row, banging the
drum for radio with advertising
agencies and their clients. He uses
films, business paper advertising and
direct mail and has just come up
with a graphic sales presentation in
conjunction with the CARTB Sales
Advisory committee and Alec Phare,
R. C. Smith & Son Ltd.

Charlie, who is now thirty-three,
started out before the war as office
boy for McKim Advertising Litd. He

..... Charlie’s second in command is
Dick Thibodeau, formerly national
sales manager for LE NOUVELLISTE,
of Trois Riviéres, Québec. Dick com-
bines market research with the
French language end of sales.
Margaret Harris is the senior assis-
tant in the Toronto office and there
is one vacancy.

MEN AND WOMEN AT WORK

Jim Allard makes no bones about
it. In fact he is inclined to sound
proud when he states that there are
no hours for the CARTB staff. Work
has to be done when it is there to be
done. Like policemen, they are never
off duty. Wherever they go, they are
radio — and television. Especially
during directors’ meetings, they are
on twenty-four hour call, and can
and probably will be called out at

Holroyd of C B & T night or on Sunday to duplicate a
Left to right, Margaret Harris, Charlie Fenton and Dick Thibodeau of ref)ort type a briefyor do \I;,vhatever
the Toronto office. X

else is required.

Jim’s first aide is Flora Love.
served as a Wireless Air Gunner in plays. Now — since last June — he  Saskatchewan born (and no relation
the RCAF, and, after the war, is a self-termed “salesman without to H. Gordon) she was formerly
returned to McKim’s until he was an order book” for the member  assistant general manager of the
offered a job in packaging and dis- stations of the CARTB. Continued on page 11

This Young Man is...

BILL WALKER

He joined CKRC in 1950 and for
43 years we've all enjoyed the
association. He's a wonderful guy and
our best wishes go with him in
television and his other activities.
We know you, his new

associates, ‘will like him too - -

good luck to all of you.

This Young Man is...

CLIFF GARDNER

- - who has built himself a wonderful
reputation and a great following

in Winnipeg. Beginning February 28th,
we are happy to announce that the

new Cliff Gardner show will be

on CKRC 6:00 - 9:30 a.m. every day,
and will be heard by listeners
throughout Manitoba.

g

more people
listen to

than to any other
Manitoba station
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Most complete mone;
program ever offered

Great new pre-tested

—=

A Thesaurus

I

ime for R!

At last, a plan that will really spark a station’s sales
drive . . . put more sponsored time on the air than ever
before. It’s the most complete . . . most thorough plan
ever developed to make the toughest prospects pick

up in every case. It'll work for you and your sponsors,
oo . . . whether your station has been in business for
years ... or is just getting set to go on the air.

Look at what’s back of this program . .. the exclusive

your station . . . make current sponsors boost their bud-

. advantages and economies that make your station’s ser-
gets and your income.

vices more saleable than any other local advertising

And, there’s actual proof that this outstanding program medium:

works . . . because it’s been rested in markets of all sizes.

“Shop ar the store with the mike on the door” plan in-
Store traffic was increased . . . sponsors reported sales

cludes ‘can’t-miss’ features like these . . .

...BIG NAME THESAURUS STARS

Famous entertainers will plug the plan over your station...tell everyone listening to
look for quality, service and value in the stores that are tied in with the promotion.

Nelson Eddy,
host of the popular
Penthouse Party,
tells your sponsors’
listeners about
“Shop at the Store.”

Sammy Kaye,
who makes America
‘Swing and Sway,’
has a message

for listeners.

Wayne King,
undisputed Kinj
of waltz time,
comes to town
every day.

Hank Snow,
top country-music name,
joins your staff.

Freddy Martin,
‘amous Coconut Grove

maestro, is on call
all ’round the clock.

George Melachrino,
leader of the fumous
Melachrino Strings,
talks to sponsors’
customers.
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aking merchandising and promotion
y any transcription library.

lan sells local radio
ubscrihers

HERE ARE JUST A FEW MORE FEATURES
OF THIS EXCLUSIVE THESAURUS PLAN:

. « « FREE NEWSPAPER AD ART for your sponsors’ use over their own
store names. Ad mats for your station’s use.

« + « FREE STORE DECALS to give advertisers who participate.
They’ll build business for your sponsors . . . prestige for you.

« « « FREE STATION SALES BROCHURE goes with you when you’re
out selling time. It gives details on the plan . . . provides you
with a hard-working, effective sales tool.

+ « «+ STATION OPERATING MANUAL tells you all about the plan . . .
how to make it work for your profit. It answers all your
questions about the complete, money-making operation.

THESAURUS SUBSCRIBERS! WATCH YOUR MAIL

FOR FULL “SHOP AT THE STORE’’ DETAILS! FREE

BROCHURE

program
e SEervices

RADIO CORPORATION OF AMERICA

SEND FOR FREE BROCHURE AND COMPLETE THESAURUS
INFORMATION, IF YOU ARE NOT A THESAURUS SUBSCRIBER.

Mail coupon to any of the conveniently located offices listed here, Or, save
time by calling or wiring and asking for your copy.

NAME TITLE
RCA VICTOR RECORD DIVISION
630 Fifth Avenue, New York 20, N. Y. — JUdson 25011 STATION
445 N. Lake Shore Drive, Chicago 1, lll. — WHitehall 4-3530
1016 N. Sycamore Ave., Hollywood 38, Cal.—HOllywood 4-5171 STREET
522 Forsyth Building, Atlanta 3, Ga. — LAmar 7703
1907 McKinney Avenue, Dallas 1, Tex. — Rlverside 1371 ary. ZONE STATE cB-3
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the feather |
that

knocked over
Mr. Mitchell...

A

He’s a big guy, this Mr. Mitchell, and not easily
knocked over unless you are of the “bfgger they are,
the harder they fall” school, in which case Paul
Mulvihill and Murray Maclvor will discuss thig with,
you at another session. Anyway, last Tuesday mid-
morning, when “half of Yonge and St. Catherine
Streets are out having coffee, Mr. Mitchell walked, for
the first time, into CJCH, to be greeted by our non-
coffee drinking Miss Tupper. No limericks please!
From then on Mr. Mitchell swears “you could have
knocked me over with a feather.” :

You see Mr. Mitchell was an out-of-fowner. His agency
pushed him our way and he came to see. Quoth Mr.
Mitchell “I got a lesson today; first off, these people
have the smartest plant I have ever seen, and even
more important, functional. Actually, I met everyone
there and I was tremendously impressed.”” Maybe
he was talking about the honest, undivided attention
he received. “No,” said Mr. Mitchell, “that was not
all. It was the general attitude — an enthusiasm
mixed with a purpose. They seemed to know exactly
what they were doing and work towards a specific
result. Everything reflected this, news, music, comedy,
sports, everything. The whole tone was, well,
believable.”

Thankee Sir! And Mr. Mitchell, your friends should

know that this big city station sells at community

station prices. We rather work on the principle that

the news of the market place is just as interesting

to the consumer as it is to the producer. That is why )
people hereabouts shop by CJCH. That is why 70% e
of local advertisers use CJCH. Drop in sometime. Al

wodl | n

o0

DR TR LG

Bring your own feather please! B 205t
3 et
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Continued from page 7
Canadian Fisheries Council. She
served as secretary to Donald Gordon
when he was head of the War Time
Prices and Trade Board. As CARTB
secretary-treasurer, Flora takes com-
plete charge of internal operations
and the important minutes of meet-
ings. She arranges the social functions
and acts as general understudy to
Jim and chief trouble shooter for
all and sundry.

John Sweetman, an English
accountant, is the keeper of the
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ledgers, handles the industry’s con-
tinuing statistical survey called
Operation Box and generally super-
vises the collection and compilation
of sfatistical material. Any day he
is liable to be phoned from the
Exchequer Court and asked to pro-
duce the total wattage of Canadian
private stations in 1927 by 2:30,
because the Copyright Appeal Board
wants to know. Every time the
CARTB appears before anyone on
anything, there will be statistics by
John Sweetman.

As Allard’s secretary, Leslie Scobie
is a busy girl. One of the rare natives
of the Capital city, Leslie has been
at CARTB almost since leaving
school. She probably thinks that
weeks with seven working days and
three hundred letters to type are the
general rule. Besides her hot Dicta-
phone, Leslie handles appointments,
travel accommodations and the usual
secretarial migraines.

Deborah Bogue is a B.A. of Queen’s
University, where she later headed
the InterLibrary Loan Department.
With quite a bit of P.R. and news-
paper experience to her credit, Debby
doubles in public relations and Radio
Bureau traffic. She draws up all the
schedules for Radio Bureau record-

Dominion-Wide

Hon. James Sinclair, Minister of
Fisheries, cuts a disc with Gerry
Acton at the controls.

Dominion-Wide

ings with both M.P’s and stations.
She sees to it that speakers get in
and discs get out — on time.

The actual recording for Report
From Parliament Hill is handled by
Gerry Acton, who holds the all-time
commuting record. Living forty-two
miles from the office, at Kemptville,
Gerry drives to and from work every
day, and, in four years, has never
arrived later than 8:30 am.

Gerry II — Walker that is — keeps
the Gestetner rolling. Five foot ten
in height and known in the office as
“Little Gerry,” he runs, folds, inserts,
meters, seals and mails a weekly
average of four thousand pieces of

Dominion-Wide
Little Gerry keeps ‘em rolling.

mail. He also keeps the filing system
in order and brings up an estimated
hundred cups of coffee a week —
fifty-seven of them with aspirin.

The first shall be last and the first
person you see when you enter the
CARTB office is Margaret Cope.
Mrs. Stan in private life, Margaret
greets about twenty visitors, handles
around sixty phone calls and soothes
fifteen temperamental M.P.’s in an
average working day. In addition to
this she performs her secretarial and
stenographic duties.

THE VOICE OF PARLIAMENT

When Jim Allard came east from
CJCA, Edmonton in 1944, after run-
ning the gamut of radio jobs from
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junior announcer to P.R. Director,
it was to take charge of the newly-
established Radio Bureau. This brain-
child of Ken Soble’s furnishes mem-
bers of parliament of all political
persuasions with a chance to record
their “reports” on discs, entirely
without charge, and have them played
to their constituents over the home
station in the widely known weekly
series, Report From Parliament Hill.
These programs are now aired on
seventy-two stations, and have prob-
ably done more to bring home to
M.P.’s the useful functions performed
by the private stations in their own
communities than anything else. As
evidence of this, a newly-elected
member recently asked Deborah
Bogue just what connection the
Radio Bureau had with the CBC!

Today, after nearly eleven years,
Report From Parliament Hill is as
much a part of the Ottawa scene
as the Press Gallery. Listeners like
them and station managers now
report verbal and mail response com-
parable to the public reaction to
many popular sponsored programs.

Between sessions of the House,
members of the Press Gallery and
the Diplomatic Corps and other
notables furnish stations with
“Weekly Reports”. There was the
time Frances Oakes Baldwin did her
outspoken piece on the slumbering
Senate, which brought more Senators
to their feet than had any incident in
the past ten years.

SPEECHES AND ARTICLES

Allard tells the story of broadcast-
ing from the speaker’s table at club
luncheons and other functions at the
rate of at least two a month. Inher-
ently a shy type of man, whose
chosen form of relaxation, when he
gets any, is reading an entire book in
an evening, speech making is the
most arduous of the tasks he is called
upon to undertake. Laboriously he
delivers his speeches into the Dicta-
phone on the shelf behind his desk.
He then revises and corrects draft
after draft, typed for him by Leslie
Scobie. The final seript is triple
spaced, for facile reading. It is placed
in his brief bag where it remains, for
by this time Jim’s absorbent mind
has blotted up the whole thing, word
for word, and when he gets to his feet
finally, it rolls off his tongue without
a falter and without his having to
refer to a note.

Under the heading of Public Rela-
tions comes the gargantuan and con-
tinuing assignment of writing the
case for broadcasting, to newspapers,
magazines and other publications,
based on the principle that any letter,
article or editorial about broadcast-
ing, wherever it appears, requires
and must receive an answer.

That part of this material which is
not handled by Allard personally
goes to Deborah Bogue or Freelancer
Frances Oakes Baldwin.

A new field of P.R., dreamed up by
Gerry Gaetz of CJCA, Edmonton, is
a series of attractive pamphlets,
aimed principally at station staff
members. So far two of these mail-
ings have been made to the homes of
employees of the sixty stations and
three representative firms which are
going along with the plan. The pam-
phlets, prepared by Allard himself
tell simply the issues involved in the
structure of Canadian broadcasting,
and the position taken by their own
management in relation to these
issues. So far four thousand, five
hundred station and representative
employees receive the pamphlets and
this is only half the potential.

INFORMATION BUREAU

The CARTB’s reference library now
includes everything from the minutes
of the 1932 Parliamentary Committee
to the latest reports on standards
for color television.

It has statistical information on
market data, audience composition,
retail sales, station personnel and
other information. All this is in
frequent demand by advertisers,
advertising agencies, universities,
libraries, s'udy groups, stations and
a surprisingly wide range of
individuals.

A continuing study of press clip-
pings is undertaken. This determines
the attitude of the public towards
radio and television and vice versa.

Program promotion and sales ideas
are gathered from all possible
American and Canadian sources and
are made available to member
stations.

Studio plans and layouts, equipment
catalogues and similar material are
frequently asked for and provided.

Rate cards of member stations are
assembled and distributed by the
association, which also frequently
réviews the standard form of con-
tract, standard copyright forms and
similar services.

Close liaison is maintained with
broadcasters’ organizations in

Continued on page 12
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Australia, the United States, Mexico,
Cuba, and, to a lesser extent, other
New World countries and Europe.

The association represents broad-
casting interests at a wide variety of
official and semi-official meetings,
such as recent conferences with the
Dominion Bureau of Statistics on the
planning of its new survey of
advertising.

Then there are the award projects
supervised by the CARTB. These are
the John J. Gillin Junior Memorial
Award; the Colonel Keith S. Rogers
Memorial Award presented each year
by the Canadian General Electric
Company Ltd.; the Quarter Century
Club; and the new Pioneers’ Club.

TECHNICAL COMMITTEE

Most broadcasting questions of a
technical nature are individual prob-
lems for individual stations. The
association does however concern
itself with representation at NARBA
and such international meetings
where questions of frequency alloca-
tions are dealt with. The association
also attends domestic meetings such
as those of the Canadian' Standards
Association, the Canadian Radio
Technical Planning Board and main-
tains continuous liaison with the
Department of Transport on such
questions as interference, standards,
domestic allocations, civil defence and
operating practices and procedures.

Allard is loud and emphatic in his
praises for the services rendered to
the industry by George Chandler of
CJOR, Vancouver, who “devotes
literally months out of every year,
with no charge and not enough
thanks, to protecting the industry’s
interests in the important technical

field as head of the CARTB’s Tech-
nical Committee”.

REGION BY REGION

Station relations is the term Allard
employs when he is talking about
keeping his members happy. The
problem is simplified, he points out,
when you face up with the fact that
it is utterly impossible.

It took Jim two national conven-
tions to realize that east is east and
west is west and that broadcasters
from each end of the country couldn’t
care less about each others’ problems
and neither end gave two hoots about
what went on in the middle.

He saw the answer to this in the
already thriving Western Association
of Broadcasters, embracing Prairie
and British Columbia stations, which
meet each year in the Rockies to deal
with their regional problems and
cement friendly relationships on the
golf course.

Gradually Allard has helped start
similar regional associations for the
other areas. So now, his national
meetings can spend all their time on
national questions. The basic prin-
ciple of having each regional group
elect its own directors for the national
association has made the presiding
board of the CARTB fully represen-
tative of each area and so completely
competent to speak for the whole
industry from one coast to the other.

With the revival last year of the
French language section of the
CARTSB, as fifth regional association,
Quebec and other French language
stations have been brought further
into the industry’s fold. In keeping
with this development is the appoint-
ment of Dick Thibodeau as French
language sales supervisor. Guy

pays to use.

kinds,

minds.

C.AR.T.B.,

TONY PITT

AND AWA-A-A-Y WE GO!!

Sports and spots and weather shots,
road reports and news,

Are amongst the many things we find it
Drama, yack, and singing, music of all
Reaches many people of many kinds of

Once again awa-a-a-;y we go, to the

We hope to meet you one and all on
behalf of H.F.C.

GORDON FERRIS

HOUSEHOLD FINANCE

85 BLOOR STREET EAST

WITH 175 BRANCH OFFICES FROM COAST TO COAST

GORDON STACY

Roberge is also retained by the asso-
ciation as French language legal
counsel. Aside from this, most CARTB
material is mow issued in both
languages.

The only thing is, Allard points
out, you now ‘have to make each
speech five times instead of once,
including the French language
version that is.

NEVER A DULL MOMENT

Other CARTB station relations
services are group life, accident and
health insurance and the industry’s
pension plan; Frances Oakes Bald-
win’s monthly success stories called
PR Notes; operation of the advertis-
ing agencies’ franchise system; the
children’s programs prepared for the
CARTB by Charles Clay and syndi-
cated to thirty-seven stations under
the title Teenage Book Parade; acting
as clearing house in the purchase and
sale of station equipment and the
hiring of personnel; reports on
organizations or firms for credit or
reputability including especially close
scrutiny of international back-
grounds; and always the investigation
of charitable organizations in quest
of free time. The CARTB also writes
speeches for managers and others to
deliver, obtains tickets, passports,
visas, hotel accommodation and any
further needs or desires of visiting

firemen.

Allard has a further group of
activities falling under the general
heading of “Crisis Department.”
Information for this article was
wrung out of him between sessions
of the Ilsley Royal Commission on
Copyright, in which he exchanged
thrusts regarding the inequities of
copyright fees in Canada with the
Composers and Publishers Associa-
tion of Canada (CAPAC), and then
threw a dinner party for their general
manager, Bill Low.

Convention crises are divided
between speakers who can’t come;
those who say they will and don’t;
and those who come and can’t speak.
Then there is the odd one who gets
lost in transit, to say nothing of the
inevitable guest from an obscure
agency in a small remote city who
complains bitterly about the color
and quality of the wall paper in his
hotel bedroom. But these things are
all in the day’s work.

The real problems of being execu-
tive vice-president of the Canadian
Association of Radio & Television
Broadcasters are legion, Allard will
tell you with a wry grin. You will
know exactly what he means. One
hundred and tweénty-five of the
problems run radio stations and the
other eighteen are in television.

Education In
Democr_ucy

oy

Members of the “Education In
Democracy” committee who organ-
ize the trips to the BC Parliament
are (left to right) Hal Davis, CKNW
production manager; E. F. Fox of
the British Columbia Electric Com-
pany; Mrs.M. H. Ellis, vice-president
of the British Columbia School
Trustees Association and a member
of the Surrey School Board and
H. D. Stafford, Inspector of Schools
for Langley and Howe Sound.

Under a plan sponsored jointly by
CKNW and the British Columbia
Electric Company, students at Fraser
Valley high schools are being given
the opportunity of viewing proceed-
ings at the British Columbia legis-
lature.

Called “an education in democ-
racy”, the project will, during the
current session of the legislature,
take at least six groups of 20 stu-
dents and two teachers to Victoria,
the provincial capital. The cost of the
trips is shared by the two sponsors.

CKNW handles the publicity for
the trips and also records interviews
with the visiting students for use
on a special program,

New Summer Show
For New Old Dutch

A radio guessing game to run 26
weeks, right through the summer,
has been booked in nine markets by
J. J. Gibbons Ltd. for Cudahy Pack-
ing Company Ltd. (Old Dutch
Cleanser). The name of.the show is
Hide & Seek.

Programs will originate at CFRB,
Toronto. Here they will be taped
and sent out to eight other markets
— Regina, Calgary, Vancouver,
Hamilton, London, Ottawa, Winni-
peg and Montreal. Stations to be used
had not been finally decided upon
at press time.

This is a panel type show, featur-
ing Stan Francis, Claire Wallace and
Sammy Sales, with Bernard Cowan
as emcee. A guest panelist will be
featured each week. The first will be
Gordon Sinclair.

Various types of promotion are be-
ing sparked by the agency, including
taped blurbs spoken by the panelists
to plug the show.

AD AND SALES SPEAKER

Of particular interest to radio
people is the April 26th speaker at
the Advertising and Sales Club of
Toronto luncheon meeting. He is
Kevin Sweeney, president of the
Radio Adwvertising Bureau of New
York. Arrangements are being
planned for Sweeney to meet and
chat with those in the broadcasting
field who: care to wait after lunch.

PARKER TO HAYHURST

F. H. Hayhurst Company Ltd. of
Toronto has been appointed to direct
the Canadian advertising of the
Parker Pen Company Ltd.

CARTB FRANCHISES
Robert Otto (Canada) Limited and
John McKenney Bingham Limited
have been added to the list of ad-
vertising agencies enfranchised by
the Canadian Association of Radio
and Television Broadcasters.
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Taped Forumn

LONG DISTANCE PANEL AT VICTORIA

Three Toronto advertising agencies, one sponsor and the Toronto sales division of the CARTB
participated in a discussion panel in Victoria at the BCARTB convention last month without
leaving home. The panelists arrived at the west coast in your editor’s brief bag in the form of
{ape recordings. They were heard in interviews made in their offices prior to the event. Your
reporter, who conducted the interviews, filled in “live” between tapes, and the reaction inspired
the note taking, snickering and doodling that usually go hand in hand with such events.

MEET MR. SPONSOR

The first tape brought in the voice
of Gordon Ferris, director of
advertising for Household Finance
Corporation of Canada.

Ferris said TV has not changed
his companys concept of radio at
all, except to change times on the
air, to meet local conditions and local
problems. HF.C. is currently using
102 radio stations, one in each city
or town wherc they have an office,
he said.

“Our main problem is to get into
time slots where we are not going to
have a depreciating audience due
to the gimmick and novelty approach
of television”, he explained. To
amplify this point he went on to
say that “the very fact that people
have something moving on a screen
in their living room, gives TV an
unwarranted reception and will con-
tinue to do so until they become
more selective and sophisticated in
their choice of programs.”

Ferris said that the one prob-
lem of prime importance in any
business where costs cannot be
directly passed on to the con-
sumer is the question of getting
results from advertising in pro-
portion to costs. He said that TV
in Canada is three and a half to
four times as high as it is in the
States. He also pointed out that
it costs as much as ten times as
much as Canadian radio.

By the time set populations in-
crease, people have become more
seasoned viewers and therefore
audience to any one program is les-
sened because of their discrimination.

The way to compete with the big-
time radio and TV shows that come
in from the States, according to this
sponsor, is to “pick radio programs
on local stations to suit local people
and local conditions.” He mentioned
road and weather reports on CJOC,
Lethbridge; Junior Football on
CKWX, Vancouver; Dorwin Baird’s
program of editorial comment on
CJOR, Vancouver; sportscasts on
CKNW, New Westminster; news on
CHUB, Nanaimo and CJAV, Port
Alberni as well as CJVI and CKDA,
Victoria.

“Just so long as we can get the
vehicle that’s going to appeal to an
audience we'll stay with a local
station”, he said.

Ferris thinks the best place to get
advice. about the popularity of pro-
grams is from the station. “They
know the people a lot better than
I do"”, he said. “On the other hand,”
he continued, “the easiest way I've
been able to do surveys is to stand
on the street and ask them what
station and programs they listen to
most.”

One point Ferris made which
favored radio over TV was his
statement that “the only good
thing about advertising is its
ability to be frequent, and radio
allows you that frequency which

vou cannot afford at present in

TV.

“With TV”, he pointed out, “you
are being confined to the one-half
hour a week because of the cost
factor. Also,” the stated, “radio has an
exclusive, almost, in the minds of the
listeners, whereas in newspapers,
you've got a mass of ads staring you
in the face and the identification is
somewhat limited. In radio, you are
exclusive to the individual listener
and it allows you frequency”, he said

LOCAL RADIO SUCCEEDS

The next tape transported the
meeting to the offices of F H.
Hayhurst Company Ltd., where, in
the radio and television department,
the mike was pointed at three agency
men who had all started on private
radio stations — director Bob Amos,
assistant director Cliff Harrison and
producer Scott Hannah.

Radio and television are on just
about an equal plane as regards
billings in this agency, in which no
high wall has been built between the
two departments. “We regard them
bhoth as advertising,” Amos said onto
the tape, adding the reassuring infor-
mation ‘that they have not lost out
in radio to TV and that radio has
not suffered.

He did mention a toy account
which last year abandoned news-
papers to go almost exclusively into
radio, and which this year tended to
by-pass radio for TV. A food account,
on the other hand, is getting into
television wherever it can get a
chance to demonstrate the product,
whether with a dietitian or an
ordinary housewife. Amos told of
a box-top ttest on CJBR-TV,
Rimouski. which brought in over a
thousand box tops. When they did
the same thing on CKSO-TV. Sud-
bury, the premium fell quite flat but
the response from distributors was
phenomenal. This account has not
diminished its use of radio though,
he said.

Scott Hannah said that radio is
still a healthy medium on suc-
cessful stations. Success, he said,
comes of local programming such
as local news hecause “people
like to hear about some guy
down the street”.

This interview closed with a
formula from each for using radio
to beat television. Hannah reiterated
his recommendation for programming
of a local nature. He favored the
announcer who really knows the
people in the community.

Cliff Harrison felt that the reverse
situation was important too — that
people should know the personalities
on the station, join service clubs and
all that sort of thing. “If they are
going to make a living in the com-
munity”, he said, “let them get their
roots well down in the community”.

Bob Amos closed the interview
with the prophesy that radio will
hold in the daytime hours. “If they

are going to keep going at nights
though”, he warned, “there’s a lot of
hard selling to be done in TV areas”.

He said that radio, “by its very
form, can follow the housewife
through the home and in the car
and out of the home. It is certainly
in for a good many wonderful years
yet’.

MAKE RADIO SELL

Executives from two rival agencies
with one thing in common — Lever
Brothers — were the next subjects.
These were Bob Campbell, vice-
president and joint general manager
of the J. Walter Thompson Co. Ltd.
and Ramsay Lees, radio and televi-
sion director of Ruthrauff & Ryan
Inc.

Radio and television are two sepa-
rate media, both insisted and per-
sisted throughout the interview. If
you are using all media, you can
show package demonstration on TV.
On radio you can’t. So said Camp-
bell, “If you have television on and
are looking at it, it goes without
saying that you are interested in it.
But if you have radio on, and maybe
you're not even conscious of the
fact that you're listening to it — you
may be shaving, washing dishes, or
doing whatever you do around the
house, and your radio is on in the
background — you may be subcon-
sciously listening to it all the time.”

Advertising doesn’t create a “do
it now” kind of demand, they both
agreed. What it does create is accep-
tance, and certainly the acceptance
factor, particularly in the sub-con-
scious aspect of it in radio, is very
important, because it will come out
when the purse gets opened at the
Super Market.

Radio should not necessarily be
relegated to the role of background
music. When TV is background, it is
lost; when radio is background, it
is not lost.

Lees then took control of the
situation on the question of costs.

“You can still get a lot more for your
dollar by radio with nine out of ten
products,” he sald, adding: “TV
is still a very very expensive
medium.”

This brought from Campbell:
“When you come to buying TV,
there is none avallable.” While ad-
mitting that time can be bought on
outlying TV stations, he went on to
point out that “no one would want
to go to the expense of a TV pro-
duction that was only going to be
shown in the sticks”.

Back on the cost question, Lees
pointed out that “when you hear
a voice on radio, there are three or
four men in the background you
never hear about. But" he said,
“when you see a face on TV, there
are ten men in the background.

“A bar of soap is a ten cent com-
modity,” he continued. “And ten
cents today is as a four cent cake of
yeast was back when Rudy Vallee
was sponsored on an NBC coast-to-
coast network on a big show. You
have to sell an awful lot of soap or
of anything else to pay for a program
on TV.

“In the original perhaps, you are
doing it to introduce a product or
keep the product on the market. But
eventually that show has to pay its
worth, and you can go out of busi-
ness, as you know, if you spend
too much money doing nothing.”

Introducing a new thought,
Boh Campbell suggested that
“t00 many people are inclined
to think in terms of entertain-
ment and not enough in terms
of selling. This not only applies
to station management,” he said
“but also to announcers. You can
have an emcee of a program,
he suggested, “who will throw all
kinds of steam into introducing
the characters, but when it comes
to the commercials, he rides a
bicycle down the hill.”

Then Lees gave with his epigram.
“There is no such thing as a good,
cute commercial. You can be cute till
the cows come home, but you'll go
broke. In the small time that's al-
lotted on that program to sell, it's
got to be s-e-1-1.”

AUDIENCE COMPOSITION

Agencies want principally to know
more about radio’s audience. They
think that merchandising aids and
other services supplied by the sta-
tions are all very fine, but above
all, they want to know more about
audience composition — who's list-
ening, what they are doing when
they're listening — where they are
listening -— and so on.

HEAR...

... these NEW shows
e RICHARD DIAMOND, Private Eye
o LIBERACE—RADIO SHOW
o THEATRE ROYAL

{Towers-NBC Theatre Royal for broadcast
under sponsor’s own Show Title.)

e CLUBTIME—and others

il

AT
THE

CARTB
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CFOR, ORILLIA ROLLED OUT THE CARPETS February 24 when a
representative group of agency men and sponsors were driven up to the
scene of activities by bus. Pictured above, is a group of guests studying
coverage maps. From left to right they are Ralph Draper, Leo Burnett
Company of Canada Ltd.; Vic Snack, Willis Advertising Ltd.; Bob Pouglas,
CFOR; Lloyd Nefford, Kenyon & Eckhardt Ltd. Transportation was
arranged by the station’s reps, Stephens & Towndrow.

WE WISH

SUCCESS

to the

CARTB CONVENTION 1955

ART McGREGOR
FRANK DEAVILLE

Woodhouse and Hawkins

| Luents gy 1175 BAY ST. TORONTO
2 ¢ WA, 2-4864

CHML REQUEST SHOW SELLS $15 G's

Fifteen thousand dollars worth of
merchandise was sold in three days
on a request show on CHML, Hamil-
ton for Hill Television and Radio, of
Hamilton.

Hill, whose firm has installed more
TV sets than any other in Hamilton,
doubted the effectiveness of evening
radio advertising. CHML staff, to
prove their listenership, inaugurated
the AU Request Show, to be run
for two hours from 8:30 Wednesday
evenings. The show was bought as
a package by Hill Television and
Radio.

Advance promotion invited listen-
ers to phone in their requests ahead.
The switchboard was flooded with
calls by five minutes to 8:00 and by
the time the program went on the
air, more records had been requested
than could be played in the allotted
two hours. In later programs, calling
time was cut to the time that the
program was actually on the air, and
calls now average between six and
seven hundred each Wednesday.

After three sessions, Hill reported
that his business had definitely in-
creased, and he had 1,500 names and
addresses to prove listenership. But
he was still not satisfied that direct
sales would result from the two hour
show.

So the fourth program introduced
a trade-in gimmick, by means of
which any old clock was worth $30
when traded in for a $69.95 clock
radio. Listeners were asked to phone
in orders, as supply of the clock
radios was limited. No other form of

TV FOR YOUR CAR

‘ A fully safe TV set for auto-
mobiles is the claim of Mont-
real inventor William B. Still.
The set operates only when
car is standing still, with its
brakes on.

Inventor Still owns a small
clectronics firm. He says he
has invented two models. One
can be installed in the trunk of
the car, the tube to be viewed
through a mirror placed on
the back of the driver's seat.
The other is a smaller set
which would be mounted on
the back of the front seat.

advertising was used for the test.
Ten minutes after the show opened,
the first two radios had been sold
and taken out of the store. As the
program finished, 36 sets had been
reserved by phone. By the following
Saturday afternoon, when the offer
expired, 115 radios had been sold
and a further 25 prospective custo-
mers turned away, the entire stock of
clock radios having been exhausted.

On top of these sales, the sponsor
reported that 31 TV sets had been
sold, all of which he attributed to
customers attracted by the trade-in
offer.

The Bell Telephone Company had
to put extra staff on duty Wednesday
nights, to cope with the flood of
phone calls.

ELCOME TO

BROADCASTERS

CHRC

I s H A P P Y to wish a most cordial welcome to broad-

casters and their friends attending the

it's the one most

annual meeting March 21 - 23,

May their stay in the old historic city

of Champlain be most pleasant and their

deliberations fruitful!

HENRI LEPAGE

The station of French Quebec homes

because, as an advertising medium,

listened to —

General Manager
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Metuality

SPOTLIGHT ON VICE

conditions.

Phote by Rolly Feord

Here is the story of

a newsman who went down
into Vancouver’s ““Square
Mile of Crime” and

came back with

sixteen hours of startling
tapes to shock listeners

into an awareness of

'l OPE addicts, safe blowers, shop lifters and hustlers are currently sharing the spotlight at CKWX,

Vancouver, in a weekly series of half-hour taped actualities, on Skid Row, called “They Walk
By Night”. To get them, news chief Bert Cannings has spent most of his spare time during the
past year in the bowels of Vancouver’s “Square Mile of Crime”, getting next to the motley
assortment of jaded derelicts — of both genders and all ages — who have devoted their distorted
and dissolute talents to the city’s recent wave of vice.

CKWX Bossman Tiny Elphicke
said he wanted another documentary
to follow Bert Cannings’ traffic
safety piece Why Do They Do It?
(CB & T April 7, 1954). He said he
wanted something that would pro-
vide good, perhaps startling listen-
ing, with a sound purpose behind it.
Then he threw it in Bert’s lap. This
newsman decided that an exposé
of vice conditions would make excit-
ing listening and could, by bringing
it all out into the cold light of
publicity, contribute to helping clean
things up.

In the course of his self-imposed
assignment, Bert rubbed shoulders
with just about every known type
of criminal and degenerate. With the
full knowledge of the police and
provincial attorney general Robert
Bonner, he used CKWX expense
money to work his way into the
confidence of shop lifters, who took
him with them to show him how
they “cased a joint” to decide what
to steal; he bribed addicts into tell-
ing him how and where they “scored”
which is the lingo for buying the
drugs; he wormed from them their
methods of “cooking” it and taking
it; he went to their rooms with the
commercial daughters of joy, while
they wept their confessions into his
tape recorder.

Most of the shop lifters are after

funds with which to keep up their
(drug) habit, Bert found. One time
he went into a department store
with an addict, to be shown how
goods like nylons, radios and suits
are easy to sell. He demonstrated
how his “customers” — who might
be professional “fences” or just
ordinary crooks looking for a good
buy — can specify the quantity, size,
color and any other details of the
goods they want and have them de-
livered within the hour — a great
deal faster than is the case when
people who prefer to come by their
needs honestly, rely on the store to
make deliveries. Along these lines,
Bert got him to tell the tape recorder
of a “call girl” who wanted an ivory
mantle radio to go with her furni-
ture and got it right away.

While they were in the store, a
detective who had caught Bert’s
addict and had him sent down a
short time previously, came up and
wanted to know what he was doing.
The man hadn’t an answer and got
himself escorted out of the store,
while Bert tried to look his own
innocence as he lugged the tape
recorder, plastered all over with
CKWX call letters, in his wake.

Cannings got a safe blower to
tell how he tried to get rid of

the evidence by swallowing a

small bottle of nitro-glycerine

while being ridden to head-
quarters in the back of a police
car. He was horribly sick and his
friend tried the same trick, but
the cork came out of the bottle
while it was in his mouth,
Another cracksman related how
they “souped” a safe, and just as they
lit the fuse, a mountie interrupted
with his drawn gun. Just that second
the safe blew and the cracksman,
figuring he was shot, fell to the floor.
The mountie was just as surprised,
but gathered himself sufficiently to
slip on the hand cuffs.

BEATING THE RACKETS

It wasn't all talk, this assignment
of Bert Cannings’. There was the
time a character he sometimes used
to line up addiots to interview, came
back limping, with a black eye and
his glasses broken. The addict he
approached had figured he was
“fingering” them for the police and
beat him up.

Once Bert was picked up for
questioning. He was in a downtown
café with a bunch of addicts when
the cops walked in. His police card
got him out of that one.

This same police card did not work
quite as well, when one of the
“boys” pimp was a word CKWX
felt should not be used on the air
wanted to give him the treatment
when he wouldn’t part with the

promised money before his “girl”
was interviewed.

Cannings hadn’t been working on
this series very long, before he came
to the conclusion that drugs were
at the root of most of the crime. It
was the relentless greed for money
of the suppliers of the drugs that was
back ‘of it. He found them divided
into two factions, these supplier:
The idea was ¢o watch each other like
hawks to see that the exorbitant
price of their fiendish product was
maintained:

Bert figures he spent a thou-
sand CKWX dollars and as many
hours of time — his own and
their’'s — to get sixteen hours of
usable material onto his tapes.
This included, besides the nega-
tive recordings of the criminals
themselves, opinions on ways and
means of prevention advanced
by police officers, prison officials,
businessmen, doctors and law-
yers.

Collaborating with CKWX produc-
tion manager Laurie Irving, they
came up with thirteen half-hour
shows, all describing some shade
or variety of vice or crime, and
pointing up how, not only in the
opinion of onlooking professional
people, but in the views of the
addicts themselves, they might best
be combated.
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WANTED

CREATIVE RADIO-TV
WRITER

Increasing volume of busi-
ness makes its necessary
to add to our staff. This
position offers an oppor-
tunity of engaging in all
phases of an agency’s radio
and television operation.

Application (which will be
held in strictest con-
fidence) should contain
details of experience,
background, and salary
requirements, and should
be sent in writing to W. D.
Hannah, Manager, Radio
ard Television Division.

COCKFIELD, BROWN & CO.
LIMITED
CANADA CEMENT BLDG.
MONTREAL

CFCF TRAINS McGILL STUDENTS

For three years, members of the
staff of CFCF Montreal have been
tutoring students at McGill Univer-
sity, in the intricacies of radio in
all fields from engineering to adver-
tising. Meetings for lectures and
practicai experiments are held every
Thursday during the college year, at
the Cote des Neiges studio of CFCF.

In charge of the radio workshop is
programn director Mike Wood, who
lectures to forty students, ably as-
sisted by other CFCF staffers, who
talk on their own fields.

The workshop had been in ope-
ration for some time before the pri-
vate station came in to give a hand,
but knowledge of the radio industry
was admittedly sparse, and the stu-
dents’ experience was perforce limi-
ted to writing their own shows and
then recording them for their own
benefit.

The instructors figure that they
have now worked out a successful

COPYWRITER WANTED

Large Metropolitan radio station has immediate opening
for a well experienced male copywriter. Must be intelligent,
Good pay, good working condi-
tions, 3 weeks annual vacation, other important benefits.

Send recent picture, experience, sample copy and scripts to

aggressive, show initiative.

BOX A228

CANADIAN BROADCASTER & TELESCREEN
54 WELLINGTON ST. W., TORONTO, ONTARIO

RADIO-TV PRODUCTION
ASSISTANT WANTED

Steadily increasing radio and television vol-
ume in one of Canada’s larger advertising
agencies has over-loaded the production man in

our Montreal head office.

He needs a capable

assistant — probably a young man with several
years of radio experience in another agency or
good all-around experience in a radio station.

He must be quick on the uptake, willing to
accept responsibility, able to handle a variety of

details with minimum supervision.

If he can

pinch-hit now and then in directing recording or
filming of commercials, so much the better. He
will work closely with our production head on an
interesting variety of national accounts and in
a job with good possibilities for advancement.
His salary will bz in keeping with his experience
and ability and he will have access to pension
plan, Blue Cross, group insurance and other

benefits.

Please write, outlining experience in detail,
with full assurance that your confidence will be
respected and that our own people know about

this advertisement.

ADDRESS:
BOX A229, CANADIAN BROADCASTER & TELESCREEN
54 Wellington S$t. W., Toronto 1, Ontario

Twenty-four students of McGill

formula for the course, bearing
in mind their past experience. This
session, until Christmas, the stu-
dents heard two one-hour lectures
every Thursday. These gave them
a basic knowledge of all angles of
the radio industry, from men such
as station director Al Hammond, as-
sistant director Dick Misener, chief
broadcaster Dean Kaye, chief engi-
neer Creighton Douglas, and others.
The series covered the whole of
radio, through programming, adver-
tising and broadcasting.

Once the new term had begun,
though, the work became more
specialized, and students were able
to spend the second of the two
hours recording their voices and
hearing them criticized. At the end
of the year, too, each student will
cut his own record for his personal
use. Towards the end of the last
year’s series the students were given
a weekly spot on the station’s air
time, during which they were al-
lowed to broadcast McGill University
news.

“We're fortunate that CFCF are
giving their time and energy, enabl-
ing us to gain this sound know-
ledge,” said Lawrence Cohen, a third
year commerce student who has at-
tended all the CFCF lectures, and
who is chairman of the course for
the students. “I know it has helped
me, and I expect it will do the same
for many others in time to come.”

Last summer Cohen worked as an

announcer for CKSF, Cornwall, using

WANTED

Young experienced an-
nouncer for new progres-
sive radio station. Excel-

lent salary, chances for

advancement, and good
working conditions. Send
full particulars, enclose

photo and references to:

RADIO STATION

Kyl
PEACE RIVER, ALTA.

University’s

learn

radio workshop
something of microphone technique from program director Mike Wood of
CRCF, Montreal,

the experience he had gained during
the course. His aim, needless to say,
is to work for CFCF. One of his pre-
decessors as chairman of the course,
Art Weinthal, is in the promotion
department of the Montreal station
and is a key figure in liaisons between
the station and the students.

Says Weinthal, “Because of the
increasing competition in radio, it
is obviously necessary that more
able individuals be attracted to
commercial radio. Through the
CFCF Radio Workshop course,
several students have been able to
find employment in the broadcasting
field.”

PR, R AR R SRS S B MR TR

HELP

with the

HELP

Help isn't the word. We
know that. It suggests clock
watchers, doing as little as
possible for as much as
possible.

What we really wanted to
talk about was introducing
into radio and TV stations,
advertising agencies and
allied concerns, young men
(and girls) who will grow up
with your business and one
day — who knows? — sit in
your chair.

Without having anyone
specially in mind, CB & T is
interested in knowing about
employers who are willing
to start a young guy (or girl)
with the right kind of gleam
in his (or her) eye. It is also
interested in the above men-
tioned guy (or girl) who is
trying to get started.

Come to think of it, this is
exactly what we have been
doing for most of the thir-
teen years we've been in
business . . . . and so have
you . . . . let's keep it up.
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TAKE YOUR PICK

“Madam R ——, physic reader,
advises in all affairs.” (Ad in
Grope & MaiL) — “A lovely
room with privileges, in busi-
ness girl’s duplex, 5 minutes
from lake.” (Ad in ToRONTO
STAR.)

COMPARISON PROVES
One reason why parents should
always be photographed with
their babies is that it makes
the babies look so much better.

ALKY-SELTZER

A short sharp smash every half
hour won’t cure insomnia, but
it'll make it seem pretty damn
nice.

POINT OF TERMINOLOGY
Some of that highly fancy and
aromatic European cheese that
finds its way over here makes
one wonder if it was exported
or deported.

AUTO-COMMENTATOR

“The reason I talk fast is that
if I talk slowly people will
be able to hear what I say and
find out how dull and unim-
portant it really is.”

—Walter Winchell

WANT AD

Station has vacancy for all
round announcer. Pension
plan; holidays with pay; five
day week. Extras include sym-
pathetic staff members always
ready to agree when you tell
them the boss is a screwball

AU NATUREL

If participants in unrehearsed
extemporaneous discussion
forums will take care not to
rattle their scripts, they will
sound much more unrehearsed
and extemporaneous.

IDLE THREAT

The program director pro-
tested that if announcers kept
flufing he'd burst a blood
vessel. So they did, but he
didn’t.

AGED IN WOULD

To facilitate publication of our
next issue, would CARTB
speakers please make sure that
the “Lewisitems” they swipe
from this column have not
appeared for at least five years.

CIKC W X radio Vancouver

If your products are sold in grocery and drug stores

(and these days what isn’t!), consider this fact: In Vancouver

the big food chains like SAFEWAY and B & K and SUPER-VALU,
and the CUNNINGHAM and OWL drug chains, all choose

CKWX for day-to-day radio selling. Last year,

chain stoves placed seven times more business on CKWX

5000 FRIENDLY WATTS than the year before! Houw’s that for chain reaction?

reps: All-Canada Radio Facilities Limited - Weed & Company

8501
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NETWORKS

. . . 0 major selling force for Canadian Advertisers

| - : - RADIO

Serving English-speaking Canadians, two CBC networks . . . Trans-Canada

and Dominion . . . stretch from Atlantic to Pacific.

The CBC French Network serves French-speaking listeners from Moncton
and Edmundston in New Brunswick through the Province of Quebec to
Sudbury and Timmins in Northern Ontario and westward to St. Boniface,

Gravelbourg, Saskatoon and Edmonton.

With coverage of over 1,280,000 Canadian TV homes, the CBC Television
Network now includes 26 stations . . . in Halifax, Sydney, Moncton, Saint
John, Rimouski, Quebec, Montreal (2), Ottawa, Kingston, Peterboro,
Toronto, Hamilton, Kitchener, London, Windsor, Sudbury, Sault Ste.

Marie, Port Arthur, Winnipeg, Brandon, Regina, Saskatoon, Calgary,
Edmonton and Vancouver.

Four additional TV stations will be on the air within the next few months . . .
including CBOFT, the CBC’s French-language station in Ottawa, CKVR-TV
in Barrie, CHLT-TV in Sherbrooke and CJON-TV in St. John’s,
Newfoundland.

In radio AND television, the CBC welcomes the o