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Radio Bureax

MP’s REPORT HOME BY PRIVATE RADIO

N THE GLASS door of the
CARTB office at 108 Sparks
Street, Ottawa, there appear two
titles - - the Canadian Association
of Radio & Television Broadcasters
and the Radio Bureau. Everyone
connected with broadcasting knows
about the CARTB. Not so well
known is the Radio Bureau, a sub-
sidiary program and news service.
Founded in 1944, the Radio
Bureau’s function is to bring parlia-
ment and the public together. Each
of the eighty-two radio stations be-
longing to the Radio Bureau allo-
cates fifteen minutes a week of top
time to Report from Parliament Hill,
a report of the day to day happen-
ings in parliament made by one of
the M.P's from the station’s listen-
ing area.

The M.P.s report is recorded in
the CARTB’s studios, which are
located only five minutes from Par-
liament Hill and shipped out by
express or air express to the sta-
tions.

Symbolic of the large number of
members and cabinet ministers who
use this service, which is given them
by the broadcasters, the front cover
of this issue shows the Minister of
National Health and Welfare, the
Hon. Paul Martin, reading his re-
port to his constituents into a CARTB
microphone in his office, a privilege
accorded by the Bureau only to
Cabinet ministers.

Actually 146 members of parlia-
ment, including nine cabinet minis-
ters, are now regular Radio Bureau
recording stars, and stations airing
their voices are spread from St.
John’s, Newfoundland to Victoria,
B.C. Abhout ninety recordings a week
are made while the house is in
session - - making a total of some-
thing like 30,240 recordings since
the inception of the Radio Bureau.

SERVICE BETWEEN SESSIONS

When parliament is not in session,
the weekly report is given by a
member of the diplomatic corps, a
parliamentary press gallery reporter
or a top civil servant. Such contri-
butors over the past year have in-
cluded U.S. Ambassador Merchant,
New Zealand High Commissioner
Hislop, George Bain of the ToronTo
Groe & MaiL, Austin Cross of the
Orrawa CitizeN, Deputy Minister
Walter Turnbull of the Post Office
department and others.

Members of all parties use the

Report from Parliament Hill series.
There is a gentleman’s agreement
that the speeches in the series will
be genuine reports and not mere
political propaganda, but the subject
on which the speech is delivered is
left entirely to the member.

That the service is valued by the
M.P.'s can be seen by the number
who have used it consistently over
the past thirteen years.

Before Health Minister Martin left
for his tour of south east Asia last
fall, he cut discs to cover the period
he would be gone, for broadcast
over his home station, CKLW, Wind-
sor, Ont.

The first stop for many a conva-
lescent M.P. has been the Radio
Bureau to cut a record for his con-
stituents.

How often a member reports to
his electors over his Radio Bureau
station depends on how many con-
stituencies the station covers. A
member for a large constituency may
have a station all to himself. Mr.
Herridge reports weekly over sta-
tion CKLN, Nelson, B.C. On the
other hand, thirteen members take
turns over station CFRB, Toronto
and seven over CFRN, Edmonton.

In addition to the M.P's weekly
reports, Radio Bureau member sta-
tions have their own five minute
daily news commentary, prepared
in the Ottawa bureau and sent out
over British United Press and Broad-
cast News wires.

CARTB Executive Vice-President
Jim Allard includes over-all super-
vision of the Radio Bureau in his
other duties. Actually it was to take
charge of this particular operation
that he was employed by the CARTB
(then CAB) and brought by them
from Edmonton to Ottawa in 1944:
Actively engaged in running the
Bureau is CARTB staffer Gerry
Acton, The actual recording is
handled by Gerrry Walker.

NS Parliament On 6 St'ns

EPORTS FROM the Nova Scotia
legislature will be broadcast over
a six-station network in the prov-
ince, originating with CJCH, Halifax.
The 15-minute nightly broadcasts
beginning Wednesday, Feb. 27, will
be heard on CKBW, Bridgewater;
CKEN, Kentville; CFAB, Windsor;
CKCL, Truro; CKEC, New Glasgow,
and CJCB, Sydney.
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Stethoscopes Are No Remedy

This editorial is directed to broad-
casters, advertising agencies, sponsors
and everyone who plays any part in the
choice of the radio and television pro-
grams which go out on the air.

While it may not be designated on
the agenda as a subject for discussion,
the question of audience research will
inevitably stand high on the list of matters
which come up both during the meetings
and at the between-meeting sessions.

Audience measurement is comparable
in importance only to the circulation
audits of the printed media. It is the
yardstick - - the only yardstick so far
- - by which advertisers can measure,
or rather estimate, the potential audience
which they may hope to reach with their
sales messages. This is why the new
techniques of research, developed by the
Bureau of Broadcast Measurement, will
come under extremely close scrutiny at
the convention.

A sincere effort on the part of the
broadcasters and their clients to look with
critical eye at the mechanism of their
own research organization can only result
in an improvement of the system for the
benefit of everyone concerned,

[ [ ] L]
But - - and it is a loud and emphatic
but - - the real question is whether the

improvement of audience measurement
and rating techniques is the real problem.
Doctors use stethoscopes to locate heart

I disorders, just as research points up

weak spots in programming. But neither
of these procedures is of value unless
something is done to remedy the situation,
whatever it may be.

In the case of broadcasting, the real
purpose of research is to show people
responsible for the choice of programs
how to improve their product, just as the
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stethoscope shows the doctor where treat-
ment is required.

It is certainly to be sincerely hoped
that the research question will receive
the large amount of attention it deserves
at the convention. It is to be hoped that
all broadcasters - - those who benefited
from the recent BBM survey and those
who did not - - will concentrate on the
vital questions which will crop up con-
cerning the ramifications of BBM.

It is also to be hoped, just as keenly,
that even more time than usual will be
devoted to the question of what comes
out of the speakers and onto the screens.
This is the only true criterion, as far as
the public is concerned, because people
are not interested in research. All they
are concerned about is what they hear
and see.

[ ] [ ] [ ]

Most of this issue is devoted to articles
- - this year there are forty - - which
appeared in our paper during 1956. These
have been chosen by our staff as nomina-
tions for Beaver Awards. They range
from a story about broadcasters at work
in an emergency and an editorial about
sex deviates to articles about the use of
the medium, on the economic front, to
move merchandise.

Assembling stories like these for pub-
lication in this issue is a heartening ex-
perience, because they show the industry
earning its place in the sun, not through
statistics and ratings, but in terms of
plain ordinary humanity and usefulness.

So, at this convention, may we, your
trade paper, suggest - - with all the
respect and humility we can muster - -
that you do quite a bit of serious think-
ing and talking about your programs, to
accomplish which it may be desirable - -
for part of the time at any rate - - to

Hews Briefo

®® This week the CBC Board of
Governors recommended that licenses be
granted to a TV station in the Okanagan
Valley and radio stations at Huntsville and
Richmond Hill. Power boosts were recom-
mended for CKSO-TV, Sudbury; CKOT,
Tillsonburg; Quebec City; and CHEX,
Peterborough. An application for a power
boost for CKPR, Fort William was
dejerred. Radio license applications for
Melfort, Sask., and Kitimat, B.C. were
recommended for denial.

Asked by the Department of Transport
to reconsider its previous recommendation
for the granting of a license in Richmond
Hill and denial of two applications for
Newmarket, the board re-affirmed its
previous stand.
® ® Thirty British-American 0il Co
dealers in the Calgary area have bought
the half hour Ziv package, The Fred
Waring Show, on CFAC, Calgary.

® ® Ronald Hallam is in charge of CBC
news coverage of the Bermuda Confer-
ences March 21 -6, The meetings will be
covered by TV, with film rushed to Canada
by air and direct reports by radio.
Reporters will be James M. Minifie,
CBC Washington correspondent and René
Levesque of Montreal.

® ® A new advertising agency, Bradley,
Venning & Hilton Ltd, started in business
at Yorkville Towers, 11 Yorkville Street,
Toronto, on March 18. John Bradley was
office manager of the Toronto office of
that agency and also owner of a publicity
business, John Bradley & Co, which he
will continue. Hedleigh Venning was vice-
president of Shirriff Horsey Corporation.
Peter Hilton, who has a minority interest,
is president of the New York advertising
agency, Hilton & Riggio Inc. Media director
is Miss Laura Baker.

®® J A Pouliot has been appointed
general manager of Télévision de Québec
Ltée. Formerly executive engineer of
Famous Players Canadian Corpcration, he
will be in charge of the company’s two
TV stations, CFCM-TV (French) and
CKMI-TV (English). Arthur P. Fitz-
gibbons becomes director of operations of
CKMI-TV and Ernest Miller continues in
that capacity at CFCM-TV.

get up off your BBM’s.

JUST

TAKE A —

DEEP BREATH,
GRIGSBY, WE'RE
IN TIME,

&
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SHOULD BROADCASTING INFORM OR COMPEL?

By BART GARDINER
CB & T Staff Writer

O CANADIANS make up their

own minds any more — even
about about how to vote and what
to buy? Or does advertising make
up our minds for us, through mass
media like radio and TV?

So controversial did this question
turn out to be that it recently
goaded 40 of our most learned
speakers and panelists into a knock-
down-drag-out bout of verbal fisti-
cuffs that lasted an entire week-end.
The occasion was the 1957 Winter
Week-End Conference of The Cana-
dian Institute On Public Affairs
which was held last month (Feb.
22-24) in Toronto’s First Unitarian
Church.

Speakers were well-known experts
in the widely diverse fields of educa-
tion, psychiatry, politics, literature,
social welfare, public opinion, adver-
tising, and public relations and the

topic debated was “Buying and
Voting Who makes Up Our
Minds?”

MANIPULATION AND COERCION

Detonating the Friday-night open-
ing session of the conference with
an explosive statement of what he
thought of modern mass media,
British author - playwright J. B.
Priestley said that, given the re-
sources of modern advertising and
deprived of his conscience, he him-
self could bark a multitude into
Trafalgar Square just to see a dead
kitten.

America’s arch poll-master, Dr.
George Gallup, lost no time at all
locking horns over the question of
whether or not Canadians are being
“manipulated” by mass media adver-
tising. Wittily refereed by chairman
Dr. Murray G. Ross, the two de-
baters eventually agreed that radio
and TV advertising does manipulate
the public but disagreed as to
whether this manipulation was
praiseworthy or not.

According to Priestley, North
American radio and TV audiences
are actually coerced by propaganda
into buying things they don’t want
and voting for personalities that have
no political meaning for them. He
cited the. case of Vice-President
Nixon’s rise {rom political obscurity
as a result of a single, family-group
telecast. To this Dr. Gallup suc-
cinctly replied with statistics to the
effect thut the TV coverage of the
last US elections didn’t really change
any political opinions at all, except
that more people voted than ever
before.

Author Priestley declared this was
completely irrelevant. Americans, he
said, weren’t really voting politically
anyway, but merely out of sentiment
for “Father” (President Eisenhower).
What's more, he belicved that mass
media advertising had deadened all
American interest in politics, in the
first place, except for the circus-
like antics which take place in their
political rallies.

Dr. Gallup denied all this, claim-
ing that advertising had neither
dulled the average North American’s
interest in politics nor weakened his
ability to decide for himself what to
buy. Mr. Priestley, he added, might
weep for “the good old days” when

“Smith-Makes-Good-Shoes” was the
limit of an advertiser’s originality —
especially an English advertiser —
but that actually this type of adver-
tising was much less moral than the
kind used today. This was so, Dr.
Gallup continued, because “Smith-
Makes-Good-Shoes” was merely a
primitive form of the later “We're-
the-Best” type of advertising which
contented itself with spouting fatuous
superlatives and gave no useful in-
formation at all about the product
itself. In Dr. Gallup’s view, the most
up-to-date forms of modern adver-
tising give the public concise in-
formation about the nature of the
product so as to enable it to choose
wisely.

Pooh-poohing this, the author of
“The Good Companions” remarked
that the point Dr. Gallup had just
made was exactly why “the street
defeats the school” in North America.
Although in school, students here
learn that Shakespeare and Shaw
are top dramatists, mass media
advertising has so corrupted our
tastes with mere ‘entertainment”
that once the student goes out “into
the street” all he hears about is
Milton Berle.

Dr. Gallup caustically retorted that
Mr.Priestley, being a Britisher, would
perhaps not understand how in
Canada and the U.S,, mass advertis-
ing has made the mass production of
so many labor-saving devices pos-
sible. His inference was that in here-
tofore ad-shy England such new-
fangled labor-saving devices as re-
frigerators and freezers were conse-
quently few and far between, this
being why the British housewife had
to slave to keep her household in
order.

Priestley pointed out that, in the
new world, mass media advertising
has burdened young couples with
another type of slavery — the fear
of non-conformity. True, mass ad-
vertising may have made possible
all kinds of mass-produced, labor-
saving gadgets, but it has also
coerced our young couples into buy-
ing these gadgets — and paying for
them on the installment plan — in
order to “keep up with the Joneses”.
Thus they must slave to meet each
monthly payment.

WHY PRESSURE THE
CONSUMER?

On the agenda for the next morn-
ing was the topic “Why Pressure
the Consumer?” to be debated by a
three-man, one-woman panel of
experts under the chairmanship of
adult educator, Gordon Hawkins.
Opening the discussion, panelist Mrs.
W. R. Walton, Jr., of the Canadian
Association of Consumers, wondered
whether Canadians might soon
become imune to TV and Radio
commercials — just as we are to
drugs like penicillin after having
received too many shots. Disagreeing
with fellow-panelist Wilfrid Sanders,
of J. Walter Thompson advertising
agency, who claimed that “dishonest
advertising is only rare”, Mrs. Walton
said that her own experience with
the Association of Consumers had
taught her that the contrary was
true.

Indeed Mrs. Walton said that all
too often complaints were received
by the Consumer’'s Association
against consumer pressure. These
complaints were usually of three
kinds: complaints against the dis-
honest use by advertisers of the
words “free” and “abosolutely gua-
ranteed”; complaints against the
use and abuse by advertisers of
coupons, premius and free gimmicks;
and complaints against the use of
unfounded superlatives.

Replying to this, advertising man
Robert Jones of Colgate-Palmolive
Ltd., pointed out that coupon adver-
tising is far from being as black
as it is painted. Rather than being
a proof of the saying “you don’t get
anything for nothing”, as Mrs.
Walton put it, coupon advertising,
over radio, TV or any other medium
is often a direct benefit to the public.
It is often a faster way of finding
out whether the public really wants
a product and thus enables the
manufacturer to act in the public’s
best interests.

Agreeing with Mr. Jones that often
advertising is useful — at least to
the extent that it informs the public
— Dr. O. W. Main, of the University
of Toronto Institute of Business Ad-
ministration, remarked that, though
advertising costs are only 1 or 2 per
cent of Canada’s national expendi-
ture, we are probably much more
aware of them than this small per-
centage would suggest.

Despite his personally adverse feel-
about advertising, Dr. Main did
admit that, after all, it is inevitable.
“In the type of economy we have, a
firm has to rely on advertising
methods to sell its products, for the
belief in the great magic of adver-
tising is the foundation of modern
business.” Even so, he added, buying
blindly by brand name is no sub-
stitute for buying by product specifi-
cation.

Dr. Main pointed out that those
who believed in many of the virtues
attributed to advertising — like the
popular theory that mass advertising
makes mass production possible, or
the myth that effective advertising
forces the businessman to improve
his product — would probably also
believe “in any other sort of shell
game’.

Mr. Jones interrupted to say that
he guessed he was among those
“shellgame believers” who were con-
vinced that advertising makes the
businessman improve his product.
“What's more”, he continued. “I
know of many specific cases where
advertising has definitely brought
down the price of the product”.

A voice from the floor here inter-
rupted Mr. Jones with the comment:
“Phooey! More often than not, ad-
vertising costs make the consumer
pay much more for the product”.

Dr. Main supported this statement
by saying that certainly, in the case
of many patent medicines, advertis-
ing costs were often as high as 40
or 50 per cent of the cost of the pro-
duct. He wondered whether this fact
alone could clarify the issue as to
whether advertising, in general, is
“honest” or not.”

Wilfrid Sanders, whose business is
advertising research, and who is a
director of Gallup Poll of Canada,
tossed in here the fact that 50 per
cent of Canada’s adult population
considered advertising, in general,
to be honest, while the other 50 per
cent consider it predominantly dis-
honest.

Dr. Main asked the panel if it
agreed that advertising depends for
a great deal of its success on encour-
aging the anxiety of the public. “Is
your wash greyer than your neigh-
bor’s, Mrs. Walton?”

Mr. Jones reminded Dr. Main that
advertising was, after all, like the
oil in the machinery of business, to
which Dr. Main replied “Well all
right, Mr. Jones, but we don’t have to
inundate the machine with oil - -
or soap, either”.

Mrs. Walton suggested that an-
other evil of mass advertising was
that it helps kill the small manu-
facturer. This in turn reduces the
number of product brands available
to us, and thus also reduces out in-
dividualism. Turning to Mr. Jones,
she asked him if he didn’t at least
admit that the advertising profession
should be more carefully “policed”
in order to avoid doing harm such
as this to the public.

Though Dr. Main was quick to
say that he thought policing was
inevitable, Jones said that policing
alone was not enough. Just as with
the teenage problem, proper educa-
tion and training is much more
effective so in advertising educa-
tional training of future generations
of advertising men would make their
contribution to society much more
positive - - or at least, certainly
not so open to doubt.

PANEL ON POLITICS

That afternoon, four panelists - -
two Canadians and two Americans
- -took their seats on the dais. The
two Canadians, Father Louis O’Neil
and Prof. John Irving could not
differ in character more radically.
Professor Irving, who lectures on
political science at Toronto’s Victoria
College, is famous for his caustic
but genial wit. Pére O’'Neil, with his
Gallic gestures and cherub’s face, is
a young French-Canadian from a
Quebec Seminary much in the news
these days for his recent dramatic
denunciation of Quebec’s ecclesias-
tical politics.

The two Americans on the panel
Mr. Gilbert Seldes and Dr. Paul
Lazarsfeld oftered another study in
contrasts. Seldes, a top American
TV and radio critic, is a wordly-wise
and widely-read expert with a pen-
chant for the vernacular. Dr. Lazars-
feld, of Columbia University, has the
erudition of the old-world scholar
and the sociologist’s passion for
precise vocabulary.

Critic Seldes said he did not think
Canadians were as subject to mass
media political manipulation as
Americans. However he thinks that
even in this country such media have
a profound effect. Ce' ainly he dis-

{Continued o z')age 9)
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NEW BRUNSWICKER’S
NEVER HAD IT

CFNB is right in the heart of this bustling boom ! Our listeners are spending at an
unprecedented rate their share of the many millions of new Canadian and U.S. dollars being
invested here.” Fredericton itself has established fantastic new records for earning, spending
AND saving !
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i
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B.B.M. TIME PERIOD AUDIENCE SURVEY
ELLIOTT-HAYNES RADIO RATINGS REPORTS
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The All-Canada Man.
Weed & Co. in the United States.
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Winter Weekend

(Continued from page §)

agreed with Dr. Gallup's point that
American’s political convictions were
not changed by the last election. He
estimated that, due to TV, there was
a shift of at least five per cent. More
significant, however, he insisted, was
the fact that a great number of
Americans were confirmed in their
past convictions by the TV coverage
of the elections.

It is one of the greatest evils of

mass media propaganda, Mr. Seldes.

exclaimed, that it tends to confirm
and harden our attitudes, making
them even more resistant to change.
In politics as in overall North Amer-
ican culture, he declared, the in-
fluence of today's propaganda-
directed mass media is making us
a people who think anything new is
dangerous.

A great deal of political good could
be accomplished by TV, he suggested,
and a happy medium could be found
between contemtuously ignoring it
as a medium (which he said the
Democrats were inclined to do in
the last elections) and, on the other
hand, abusing it by showing hoked-
up press conferences and fake man-
on-the-street interviews.

Agreeing, in general, with Mr.
Seldes, his fellow-American Dr.
Lazarsfeld reflected the more cynical,
south - of - the - border attitude to-
wards the potentialities of mass
media as a political instrument of
integrity. From the moment he ar-
rived in America from his birth-
place in Austria, Dr. Lazarsfeld was
astonished at what he called “the
North American inclination to com-
promise and consent” in the world
of mass media as well as in our all-
over culture. Whereas in Europe
compromise is a dirty word, and
uninhibited soap-box oratory was
the rule of the day, in the US., TV
politicians must receive “consent”
before they can receive program
time.

Though Dr. Lazarsfeld said he did
not believe TV has any very impor-
tant immediate effect upon our
political life, he thinks it can have
serious long-range effects in pro-
viding a build-up for a political
candidate over a period of years.

Professor Irving, on the other
hand, believes that even now media
like radio are bringing the Cana-
dian public to a higher political
awareness than that of their fore-
fathers. The fact that the vote buy-
ing method of the old days are being
replaced by the_ influence of radio,
TV and public relations cannot be
regarded as anything else but a step
ahead, he declared.

Radio especially, the professor
stated, has already changed Can-
ada’s political scene to a very im-
portant degree - - especially in the
West. Both the CCF and the Social
Credit parties were the first in
Canada to use radio propaganda and
this largely accounts for their pre-
sent popularity in these areas. “Con-
servatives and Liberals”, he added,
“practically have to be dragged
screaming to the CBC.

Father O’Neil, like his fellow
Canadian, Professor Irving, believes
that radio and TV can be “a blessed
instrument for truth in Canadian
politics.” Because he himself, with
the help of the politically unfettered
Quebec newspaper, LE DEVOIR, was
recently able to attack what he
called “political immorality” in
Quebec, he believes that broadcast
-~ no less than printed . mass

media could be used for similar pur-
poses to Canada’s good.

Mass media, like radio and TV, if
properly and freely handled, could
change the whole political character
of Quebec, he said. They could teach
the French Canadian people a moXe)
rational, non-passive approach t
politics, help them combat the rise
of local dictators and, most important
of all, convey to them the simple
fact that they live in a democracy.
ADVERTISING SHOULD TEACH
The final session of the Winter
Week-End took place on Sunday
afternoon, February 24th, when the
speaker, Dr. Rollo May, expressed
his feeling that we are in real danger
of developing the robot, the mass
directed man. Psychoanalysts find,
he said, that today man is losing
his sense of importance as an in-
dividual and is beginning to look
upon himself as an object -- a
thing. People in the advertising and
public relations fields, he charged.
seem to capitalize on this tendency.
Advertising men should turn to
methods that teach people how to
choose, he said, instead of current
methods of pressure selling.

ROBERT W. KEYSERLINGK, as seen at left, resigned from management

of British United Press in 1948 to enter the publishing field. This month,

Keyserlingk, as seen at right, returned to BUP as general business

manager, succeeding Phil Curran. Dennis Landry has been made editor

of BUP and Willard D. Eberhart becomes executive news editor. Phil

Curran has gone to Australia and il is believed will take over BUP
interests there.

CAPAC SALUTES THE CARTB

The Composers, Authors and Publishers Association of Canada and the
members of the Canadian Association of Radio and Television Broadcasters share
many interests, but of utmost importance is our mutual interest in presenting
Canadian audiences with programmes of the world’s best loved music. The CAPAC
license enables radio and television broadcasters to present programmes of the
favourite melodies of to-day, the revivals of yesterday and the evergreen standards
that never fade. The experienced broadcaster knows that, through the years, music
has proven to be the most effective means of reaching the Canadian public.

CAPAC makes available to Canadian Radio and Television Broadcasting
stations, under a single license, the copyright music which is the property of 100,000
composers, authors and publishers representing practically all nationalities in the
world. This constitutes most of the music being broadcast in Canada,

All license fees paid to CAPAC are distributed among the composers,
authors and publishers concerned, in proportion to the relative use of their musical
works in Canada. No expenses are deducted from the fees beyond the bare cost of
administration which is less than fifteen per cent of the gross amount collected.

COMPOSERS, AUTHORS AND PUBLISHERS ASSOCIATION

182 St. George Street, Toronto, Ontario

of Canada Limited

e

e e T GE.
———— ey S ——



;

e

Page Ten

Canadian Broadcaster & Telescreen

OVER THE DESK

RADIO REP with a strange
/ hobby is Alex Findlay, a recent
addition to the Toronto office of
Horace N. Stovin & Co.

In the “old days” - - Alex is now
31 - - he used to peddle “Coral’
discs for the Rogers Majestic Com-
pany, which is now part of Philips
Industries. This was until July 1952,
when he and his partner, Peggy
Fleming, decided that working for
a living wasn't all that it was cracked
up to be, and went into show
business.

The branch of show business they
chose was a bit off the beaten track
because they leased space at the
Canadian National Exhibition from
Paddy Conklin to display an exhibit
ol living reptiles. (He didn’t even
know Byles then either).

It all started when Alex bought
ive snakes which had been delivered
to a Welland Ontario bird dealer
in mistake for some winged speci-
mens. The collection included five
Anacondas varying in length from

BY DICK LEWIS

six to 17t feet. This latter inciden-
tallv was, Alex says, the longest
snake to come to Canada since Frank
Buck appeared at the CNE with a
28-ft. Python by the name of Myrtle.

Alex includes in a long list of
claims to fame the distinction of
being the only person to drive up
Yonge Street with a live Indian
cobra in the back seat of his car.

He also revealed that he spent St.
Valentine's day 1953 looking for six
boa constrictors, which had got loose
in a North York basement.

Since 1954, snakes have been
strictly a hobby in Alex’ and Pceggy's
lives, and Jim has occupied himself
with business, notably as a member
of the claims department of Smith
Transport.

Now, with fire in his eyes and all
that sort of thing, he is carrving
the Stovin banner on the TV side.
He says he is most impressed with
“the mature and intelligent people
in the agencies. who know I'm new
and want to help and co-opcrate”

BACK WHERE HE CAME FROM

ILF COLLIER is leaving CKY,
Winnipeg, where he has been
for the past eight vears, and, effec-
tive April 1, is to bcome manager
of CKRM, Regina. He is replacing
Don Oaks, who, as announced re-
cently, has left to join CFAC,
Calgary.
Will  spent most of his life in
Rcgina, and
broke into
radio at CKCK,
under Horace
Stovin, in 1931.
He rose to the
rank of pro-
gram director
and then, in
1949, left to
become man-
ager of the then
new station
CJNB. North
Battleford.

He went to Winnipeg after six

WILF COLLIER
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Alex Findlay

months and leaves there as CKY's
assistant manager.

Wilf is a member of the CARTB's
25-year club. He and his wife,
Anabel, have twin boys, Daryl and
Allan, who are now 13.

Harry Dane is remaining at CKRM
as sales manager, and Bob Hill will
continue to hold down the PD's slot

TV BUREAU

7 ARL. STEEVES, an account ex-

ecutive with the Radio Adver-

ting Bureau, New York, has been

made director of the TV Sales

Bureau of the Canadian Association

of Radio & Television Broadcasters.

He will take over his new duties

in Toronto as early as possible in
April.

Canadian born 28 years ago.
Steeves was educated in Toronto
and Ottawa. During the war he saw
service with the RCAF. Later he
joined the American Broadcasting
Co in New York. He also held
positions there with Fact Finders
Ltd. and the broadcasting rep firm
of Headley-Reed Inc. He is married
and has one child, and looks forward
to returning to his native country.

MAN FROM MISSOURI

MAN from Missouri, who makes
¥ like he has come to Canada to
stay, viz and to wit Harry A. Willsie,
has been officially appointed public
relations officer for the Central
Public Service Corporation Ltd of
Rimouski, Que. Working from Mont-
real, In co-operation with their
national sales
representatives,
he will make
direct contact
with elients and
agencies for
his. company’s
broadcasting
and publishing
interests. These
include Radio
and TV stations
CJBR, Rim-
ouski; Radio
Station CJEM.
Edmundston, N.B.; and a French
weekly newspaper, Le Progrés du
Golfe, Rimouski.

Before coming to Canada, Harry
saw service with the U.S. Marines.
He also worked in the newspaper
publishing business.

H. A. WILLSIE

AND SO TO BED
LITTLE SHUT-eye in advance
of the CARTB Convention next
week is indicated at this juncture,
so you'll really have to buzz me
good if you hear ai fthing.
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CKNW (O SPONSORS ANNUAI. YOUTH VISIT TO SESSIONS

LEVEN BRITISH Columbia high
_J schoo! students from the lower

mainland and Fraser Valley who
went to Victoria expenses-paid under
the annual Education in Democracy
project, sat in the gallery of the
B.C. Legislature, to become the first
such group of students to be offi-
cially invited to attend the impres-

sive opening ceremonies in early
February.
Education in Dewmocracy, spon-

sored jointly by the B.C. Elcctric,

Local School Boards, and CKNW
Radio, is now in its third year of
taking groups of up to 30 high

school students to Victoria for two-
day visits, during the legislative
sessions.

During their visits, the teenagers
sce the Legislature in session, gov-
ernment departments at work. the
provincial archives and muscums,
and they meet members of the

, Cabinet.

Thev are also taken on tours of

interest
Roads

Victoria and points of
nearby, such as the Royal
Military College.

While in the ecity, the groups are
official guests of the Speaker of
the House.

Education in  Democracy was
started in 1955, and since then the
response from educators and govern-
ment oflicials has led the sponsors
to extend it as a permanent venture
to include other arcas ol B.C. as well.

The first group of students to
attend this yvear were officially
invited guests tc witness the pagean-
try of the House opening.

In addition, Education in Democ-
racy has been extended to include
not only melropolitan Vancouver,
and Fraser Vallev teenagers, but all
the costal arcas of B.C., and some
interior points.

CKNW Production Manager Hal
Davis is in charge of the station's
participation in arrangements.

l Weather While You Wait

HEN IT COMES to weather.

CJBQ, Belleville, considers
itself fortunate in that the station
has a weather bureau almost on its
doorstep.

The bureau - - actually the meteo-
rological section of the RCAF train-
ing command base - - is located at
Trenton, nine miles west of Belle-
ville and is under the supervision of
Don Black senior met’ man.

The burcau combines its official
iob of supplving weather data to the
air force with a public information
program on the latest twists in the
atmosphere.

Included in this service is its flow
ol information to CJBQ concerning
the weather - - past, present and
expected - - within the station's
listening area.

In addition to the bureau's regular
bulletins, which are available
throughout the dav, the forecasters
record their own daily weather pro-
gram via telephone tape to CJBQ.

CHUB Quiz Draws

CHUB.

ISTENER response to

Nanaimo’s quiz  program
Treasure Chest resulted in that show
running two hours and fifteen min-
utes overtime recently.

All regular programming was set
aside to make way for the conclud-
ing broadcast which ran for three
and a half hours.

Finally, at 12:28 p.m.. the correct
answer was picked by emcee Don
Wilson from the 1,120,950 entries

1,120,950 Letters

that poured in during the six month

life of this last Treasure Chest
contest.
Radio CHUB’s studios received

134,357 letters in the last week of
the contest. Over 50% were post-
marked “Vancouver”. From these,
together with all the other letters,
a correct answer had to be found

since it was the last show.

The program aired it’s last show
Feb. 25 after a four year run.
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TORONTO

REPS ARE USEFUL!

Being useful goes hand in hand with being

What else is there . . . besides working like
H - - - to keep our stations rich and happy,
and busting o you-know-what to steal some

That's why we thought this menu would be
in keeping with our reputation for useful

So0-0-0, if you want a ham sandwich at 4 a.m.;
if your wife is looking for a haby sitter; or if
your present rep drops dead

Lok Up

LORRIE POTTS—SCOTTY SHERIDAN—NEIL HENDERSON

Leovie Polls

and Company

MONTREAL
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ELLIOTT-HAYNES CirculotionReport 1957shows

Lol M with 154% more listeners than Stafion’®”
UL/ with 43 % more listeners than Station C

BUREAl BROADCAST MEASUREMENT 1957 shows

with 46 % more households
s +u|ned than the next highest station

ELLIOTT-HAYNES Co-incidental Feb. 1957

4ol [ First in 4, 2 Hour Time Periods
out of 22 from 7am.to G pm.
Monday through Saturday

/ RADIO |

WINNIPEG
of ALL*ZHE SURVEYS

I o~
es e 's M . ARcH
NATIONAL REPRESENTATIVES M. N. Stovin Co. Tor
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Have Just Completed Course at
Calgary Radio School

and would like employment as
an announcer. Will go anywhere.
Available after April Twenty-
second (22). Contact Mr. K. A,
Walters, 234-4 Ave. N.E. Calgary.
Phone 22429.

ATTENTION
STATION
MANAGERS

Experienced radio sales
executive available,
familiar with all phases of
broadcasting, with em-
phasis on radio selling,
merchandising and
promotion.
Age 38, married, 2
children.
Now located in Toronto—
would move.

BOX A310

CB & T, 54 Wellington St. W.,
Toronto

Radio Weet-Hay #-17

MANUFACTURERS BACK BROADCASTERS IN BIG PROMOTION

HE IMPORTANCE of radio in

these modern times is the factor
to be stressed during Canadian Radio
Week, which will be celebrated this
year May 5 - 11. All 145 radio sta-
tion members of the CARTB will
participate.

Chairman of the Sales Advisory
Committee (Radio) of the CARTB,
Howard Caine of CHWO, Oakville,
says that in addition to promotion
on individual radio stations, Cana-
dian Radio Week will be backed by
national associations such as RETMA
as well as radio manufacturer’s and
dealers across the country.

Active on the project for the
broadcasters is a sub-committee
consisting of Deny Whitaker, CHML,
Hamilton, convener; Allan Waters,
CHUM, Toronto; Charlie Fenton,
BAB, Toronto; and Howard Caine.

The campaign was officially an-
nounced by CARTB President Fred
Lynds and Westinghouse Vice-Presi-
dent John D. Campbell, president

of RETMA, at the Royal York Hotel
Wednesday of this week. The meet-
ing was attended by Howard Caine
and Deny Whitaker and the broad-
casters’ committee; representatives
of the CBC; John D. Campbell; F.
W. Radcliffe, general manager of
RETMA and others.

A Canadian Radio Week, pro-
motion kit, for use by stations, is in
preparation. It contains a variety of
promotional material, including discs
of four singing jingles prepared by
Bob Hahn Productions and a hund-
red spots and flashes covering all

aspects of the event. Kits will be
distributed to stations during the
week of April 1.

The sort of thing they want to
get across through the campaign is
the fact that the number of radio
sets in the world has now passed
the number of newspapers printed.
Over the past five years, newspaper
circulation has gone up 14 per cent,
whereas the number of radio re-
ceivers has increased by 41 per cent.

As for Canada, Canadians bought
709,416 radio sets in 1956, 16.3 per
cent more than during 1955.

Alberta May Sell CKUA

REMIER MANNING says that

the Alberta government is still
considering the sale to private
interests of radio station CKUA,
Edmonton,

Said Mr. Manning, “CKUA does

Where’s the AUDIENCE in WINNIPEG

1957 B.B.M.: T.P.A. Survey Area No. 94 (Metropolitan Winnipeg Area)

Out of 36 — Y2 Hour Periods (6 a.m. to 12 midnight) per day.

M T
CKRC leads in 18 18
Station B leads in 4 3
Station C leads in 5 8

w F S s
21 11 12 22
2 0 3 2
3 21 11 11

e Thursday not surveyed. Remaining Periods in each day, 2 or more stations
were tied for lead.
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Where’s the MARKET in MANITOBA

METROPOLITAN WINNIPEG has . . .
® 59.8% of the total Net Effective Buying Power in Manitoba

® 62.8% of all Manitoba RETAIL sales

® 70% of all Manitoba FOOD sales

® 67.1% of all Manitoba GENERAL MERCH. sales

® 77.2% of all Manitoba FURN. — HOUSE — RADIO sales

® 56.8% of all Manitoba AUTO sales

® 68.8% of all Manitoba DRUG sales

METROPOLITAN WINNIPEG Per Capita Income §1,179 —

Manitoba — P.C.I. $1,029

METROPOLITAN WINNIPEG Per Family Income $4,211 —

Manitoba — P.C.I. $3,715

(Sales Management Survey of Buying Power)

the MANITOBA
METROPOLITAN

AT I TS ST S S ST S S S S S S S oS S S S S S S S S S S S S S S S SIS TS S >

MARKET is in
WINNIPEG —

where mmore people listen to

than any other station

REPS:
ALL-CANADA RADIO

WEED & CO, in US.A,

FACILITIES LTD.

not have province wide coverage
and it may be more feasible for us
to do our broadcasting entirely
through contracts with private
stations in the province.

The thousand watt station operates
on a frequency of 580 K¢, and has
done so since 1927 when it took over
from CHMY. Alberta government
telephories pays the operating costs
which last year were close to
$100,000.

Any purchaser now would need a
commercial license since CKUA re-
jected a limited commercial license
from the CBC ten years ago.

Premier Manning said any sale of
CKUA would probably be by sub-
mission of tenders, but stressed that
the government had so far taken
no definite action concerning the
sale.

CARTB Enrolments

rl’\HE CARTB HAS accepted for
membership two new television
and two radio stations together with
one associate member.

The TV stations accepted are:
CHAT-TV, Medicine Hat and CKRN-
TV, Rouyn-Norandas. The radio
stations are: CFAM, Altona; and
CJEM, Edmundston. The new asso-
ciate member is Sterling Films of
Toronto.

There are now 145 radio, 28 tele-
vision and 54 associate members of
the CARTB.

Joins CKWX On Sales

I"‘ORMERLY WITH All - Canada
Radio Facilities, Vancouver, Dick
Lennie joined the sales staff of
CKWX in the same city last month.
On leaving high school, Dick joined
the staff of CKOV, Kelowna, as a
writer-announcer.

QUALIFIED ENGINEER
URGENTLY NEEDED

For Central Manitoba 1000
waltt station. Good pay, good
working conditions and a
chance for future. Please
send qualifications and salary
required to

Michael Hopkins,

Manager CKDM,
Dauphin, Manitoba.
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FOILED!
After sitting through an entire
evening of TV, intent on swip-
ing the gags for this column,
I now have to write the damn
thing myself.

HELP WANTED
Receptionist for well known
advertising agency. Must be of
pleasant appearance and per-
sonality and also bi-lungual.

CLOSED FOR REPAIRS
When asked why he had
dropped the seductive blonde
oft the show, the producer
explained that she was tem-
porarily out of ardor.

TIRED BLOOD
To get the straight gen on this
item, I'd have to phone Gordon
Sinclair, and I just haven’t the
strength.

SAFETY STUFF

Make sure that the “one for
the road” isn't *“one for the
diteh”,

SLOGAN DEPT

Wasn't it the late George
Arnot who came up with the
CARTB Convention slogan —
“United we fall apart to-
gether?”

CHERCHEZ LE SAVON

More girls use soap in the
search of a husband than learn
to cook.

Professor Marcus Long

VICE-REGAL CRITIQUE

Hats off to His Excellency the
Governor General, who said,
and I quote from memory:
“Only in this frenzied day and
age could we so maltreat the
English language as to use the
phrase: ‘We are now entering
into virgin territory, which is
pregnant with possibilities’”

ON VALIANT SOULS!

One resolution which we have
it in strict confidence will be
presented to the CARTB Con-
vention goes like this: “Re-
solved that the industry will
move, onwards and upwards,
with its ear to the ground,
its nose to the grindstone, its
eye to the future and its
shoulder to the wheel”.

Bl = e
s
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THIS IS VANCOUVER
boom city of the West!

New hontes, new industries, new places,

new faces - that’s the story in Vancouver!
Almost every day sees new foundations being laid,
new buildings going up - like the $9,000,000
Post Office Building. All because the city

is growing fast, because there are more people
with more to spend, more who want to huy.

To sell your goods in Vancouver, boom city

of the West, sell with CKWX . ..

FIRST in Canada’s third market.

CIKWX

RADIO VANCOUVER

REPS : Ali-Canada Radio Factlities Ltd., Weed and Company
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you bag
more

shoppers

with B.C. RADIO!

Complete Coverage — Radio’s your best buy to get maximum
coverage in the booming, $11; billion B.C. market.

No other medium gives vou such hard-hitting impact all day,
every day . ..such outstanding value for your advertising dollars.

To get real coverage in B.C'. — schedule B.C. radio.
Over half a million radios in daily use.

“WHEREVER YOU GO THERE'S RADIO"

THE BRITISH COLUMBIA ASSOCIATION OF BROADCASTERS

6502-3
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PRESTIGE IS AIM OF CHRYSLER FESTIVAL

By ED JAMES
C B & T Staff Writer

Dorothy Collins and the Festival Singers open the show.

ANADA’S MOST ambitious TV

effort to date, the Chrysler
Festival, was produced to enhance
the name of the sponsor in the
public’s eye, says Ray Barford,
Chrysler account executive at
McCann-Erickson, “It was never
our primary intention to make this
a car-selling show.”

The main interest, he said, is to
show the public that the sponsor
not only is interested in selling cars,
but is also interested in presenting
quality entertainment.

“With Festival, we have attempted
to show that this interest covers
many fields of entertainment, so
that it will appeal to a cross-section
of the Canadian public rather than
to a select group,” he said.

Stu Griffiths, CBC executive pro-
ducer on the show, told CB&T that,
of the $50,000 per presentation
budget, approximately $30,000 is con-
sumed in talent fees, leaving $20,000
for production costs.

“On the last show,” said Stu,
“Rosemary Clooney took away $6,000
of our talent money. For a similar
effort in the US. she would have
hbeen paid at least $9,000.”

When asked how he was able to
entice big name entertainers from
the lucrative U.S. scene for less
money, Stu explained that he
approached each individual and
asked them what they would like to
do on the show, such as numbers
that they so far had been unable to
do elsewhere. “The possibility of
doing what they want brings them
here,” he: said.

“There is a limit, of course, as

. v iy

to how far we can:carry this idea,’
Griffiths said. “We have been after
Harry Bellafonte with this same
approach. He very kindly consented
to do the show for $20,000. This is
quite a concession on his part when
you consider he is asking and get-
ting three times that figure for
similar performances in the States.
If we were to pay such money, the
cost-per-thousand of the show
would go beyond all acceptable
limits. In the states, there are 160
million people. In Canada we have
only 16 million, which means that
for a comparable cost-per-thousand,
we can have only one tenth the
budget of U.S. shows.”

The continual reference to the
United States and to American
shows occurred, because Festival

has been called a “second-string:

Sullivan effort.”

“With the commercials, however,”
added Barford, “our cost here is
only one tenth of that in the States.
Our filmed commercials are being
used now in America after we have
created and used them for the
Festivals here.

“Though we are forced to use the
Uptown movie theatre in Toronto,
converted for television use at con-
siderable expense for each show, it
leaves other large studios free for
the commercials, Most of the com-
mercials are done on film, but those
that are done live from these vacant
studios invariably are of a higher
quality than those done south of the

‘border For a cost of $5,000, we can

produce a commercial with $50,000
worth of quality.

Asked whether the show could he
done more cheaply by an independ-
ent group as a packaged product
sold to the sponsor through the
agency and shown on the CBC, both
Griffiths and Barford said “no - -
the cost would be prohibitive.”

We also asked the pair if the show
could be done as well or perhaps
even better on an independent Cana-
dian TV network. Again they both
said that “the indeperdents would
never be able to afford sufficiently
trained technical personnel.”

When asked if the sponsor, the
agency and the CBC were happy
with the resulting shows, Barford
said “We were not too happy with
the first two Festivals. However,
after the last two, and in particular
the last one, I would say that every-
one is satisfied.”

The Festival contract will come
up for renewal in May. According
to Ray Barford, the possibility of
renewal will depend entirely upon
what sort of a fiscal year Chrysler
has had, and not upon the public
acceptance of the show itself. He
did say that considerable interest
has been created in the show by
other sponsors who would be very
interested in picking up the tab if
Chrysler drops it.

“Festival is a unique show because
of the circumstances involved,” said
Griffiths. “It is impossible after only
four presentations for any sponsor
to tell whether the show is doing
him good or not,” he added. “After
the series has been established and
we have given, say fifty perform-
ances, then critics and sponsor alike
can truely say whether the show is
good or bad.”

“At the present time,” said Barford,
“Festival is intended -only to raise
Chrysler’'s name in the opinion of
the viewer. To my knowledge, the
~'sponsor is satisfied thaf the show is
achieving this purpose.”

WILL AIR ALL PLAYOFFS

T WAS ANNOUNCED by the CBC

early this month that for the first
time in the history of hockey cover-
age in Canada all games in the final
rounds of the Stanley Cup will be
carried on radio and TV.

The TV coverage will extend as
far as Winnipeg on the CBC’s con-
nected network and eastward on
the French language network.

The radio broadecasts will be heard
right across the Dominion on the
CBC’s Trans-Canada network.

A CBC spokesman said that as yet
no plans for the broadcast and tele-
-cast could be made until the schedule
for the play-offs was released.

March 21st, 1957
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TV Commencials

SUPERLATIVES DON’T MAKE GOOD COMMERCIALS

¢J T isn’t always the spectacular
or startling idea that goes over
best in a radio or TV commercial.
Often it's the obvious tactic that
proves most successful - - and often,
too, it's this technique that’s com-
pletely overlooked at the blueprint
stage.” Wis McQuillin told CB & T
that at Cockfield, Brown & Company
Limited, the advertising agency
where he is executive vice-president,
they base their observations on Gal-
lup-Robinson advertising research.
“Here in the agency”, he said, “we
find that commercials usually fall far
short of maximum effectiveness
when they are loaded with It's -the-
finest superlatives, but do not, in
some way, illustrate or demonstrate
why the product is the finest.” He
sald it was astonishing how often
you see commercials which com-
pletely ignore the obvious-but-eflfec-
tive ways of demonstrating the worth

of the product.

“Taking TV commercials for auto-
mobiles as an example, Mr. Me-
Quillin went on to say: “If the point
being made is that X-brand car
rides smoothly, then why not show
it in action over a bumpy or cobble-
stoned road, instead of floating
effortlessly along a highway smooth
as a baby’s bottom? Or if the point
to be stressed is that the car pro-
vides ample head-room, the viewer
should be shown an eight-foot-tall
basketball player seated comfortably
in the car - - not just an average
height fellow. As I say, it's the ob-
vious that’s very often overlooked,
though it's often the most effective.”

McQuillin went on to mention
several common TV afflictions accom-
panied by a lack of conerete infor-
mation about the product itself.
“There’s what I call the ‘TV Clutch’,
for instance” he said. This happens

when a TV announcer clutches the
product tightly in hand, but spouts
nothing but empty praises of it.
“This sort of thing”, he declared, “is
a thousand times less effective than
a good hard-working presentation,
buttressed by demonstrations of cold,
hard fact

“Another common mistake made
by many radio and TV commercials,
he feels, is for the announcer to
stress “We, the sponsor” instead of
“You, the publie”. Mr. McQuillin
declared it was “Just plain horse-
scnse to put the customer first.” Con-
tinuing in the same vein, he pointed
out that the viewer is more inter-
ested in finding out what the product
can do for him, than in hearing all
about the blood, sweat and tears,
the expense, the laboratory tests and
the trouble that the sponsor had to
go through to put the product before
the public.

the

cities over 50,000

SASKATOON
SASKATOON

CFac-1v

Fastest Growing
City*”
in Canada ’

‘ Based on DBS Figures for

See Our Reps:

CHANN

CFAC-TV Serves

%

Beautiful Saskatoon is now
“Booming” Saskatoon

Grew from 53,268 people in 1951 to 70,843 in 1956, an increase
of 33% in a five year period.

Was the third fastest growing Metropolitan area in Canada
during the same five year period. More housing starts per
capita in 1956 than any other city in Canada.

Serves not only Saskatoon but a huge surrounding farming
country. 340,000 people are within the coverage area. The
prairie farmer will receive a THIRD of a billion dollars more
this year than last. Interim payments this year will be the
highest in several years.

This Huge Market Is Reached By CFQC-TV

Canada — Television Representatives Ltd.
— Canadian Station Representatives Ltd.

US.A,

«.s DEANTY

NEW AND INTERESTING

“While an overly technical or
scientific approach in a commercial
is another unsuccessful tactic often
used, Mr. Quillin said that some-
times a technical explanation is
effective - - but only when it is new
and interesting enough to give the
public something to talk about.
“Anything really newsworthy, odd,
or remarkable often serves to whet
people’s interests in a commercial,”
he said “even though it really hasn't
much to do with the intrinsic merits
of the product.” The debut of a new-
model automobile or the develop-
ment of a new ingredient in a tooth
paste formula, for example, could,
he felt, excuse a certain amount of
rather technical information in the
content of a commercial - - but only
because “this information is rcally
news”.

On the other hand there are in-
stances where the sponsor is com-
pelled to introduce a certain amount
of comparatively extraneous or non-
essentia! information into a com-
mercial because of the plain or
pedestrian nature of the produect it-
self. “Bread, for instance, is some-
thing we all use, but seldom get
excited about”, he said. In order to
quicken interest in such a product
Mr. McQuillin pointed out that
“commercials often sav nothing
whatsoever about the bread itself,”
but dwell lovingly upon its extra-
fine slicing for sandwich purposes or
upon the fact that the loaves are
packed in everv kind of wrapping
conceivable - - short of being moth-
proof, rust-proof or anti-maguetic.

“Still another vital factor upon
which the success of a commercial,
either radio or TV, depends”, Mc-

CALDWELL’S
HAVE IT!

Equipment and supplies
for radio and TV broad-
casting people — that’s our
line. Here are samples:

T'urntables

Soundview projectors

Califone transcription
players

Tripod dollys; mike booms
Auricon cameras

Tape recorders

Ecco #1500 film cleaner
Matton, *“the duller”
Minerva stop watches
Filmline processors
Projector tables
Polacoat screen material
Sound effects records
Movie projectors

Editing equipment

Stancil-Hoffman equipment

CALDWELL /F? EQUIPMENT

COMPANY LTD.

447 Jarvis Street, Toronto, Ontario
Telephone WAInut 2.2103
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Quillin continued, “is the perso-
nality of the announcer”. Though
Gallup tests have shown that in the
US a tremendous impact is made on
the public when the star of the
program also delivers the commer-
cials, he said, this does not have
fool-proof results in Canada. He
implied that because Canadian pro-
gram stars are not always as well-
known as American ones, the effect
upon the viewer, seeing the star
again on the commercial, is to sus-
pect that the sponsor is trying to
slash costs by making the star do
double-duty.

“Here in this agency” he went on
“we feel that ordinarily, commercials
delivered by a star-celebrity almost
invariably do carry an added autho-
rity. Often, though. a commercial
announcer does his job so well that
he becomes a celebrity in his own
right, so that his statements carry
as much authority as the star's”.
McQuillin added, citing as an ex-
ample the fact that “Betty Furness
says” is a phrase that has come to
mean almost as much as the Good
Housekeeping Seal Of Approval.

REPETITION BOOMERANGS

When asked whether he thought
there were any significant differences
hetween American and Canadian re-
actions to a given commercial, Mr.
McQuillin replied that the differences
were only minor. Canadians, he
thought, did not react nearly as
favorably as American do, however,
to repetitive advertising. By repeti-
tive advertising he meant “the kind
of advertising that depends for its
effect, not upon the high quality of
the program or commercial offered,
but on a constant and tiresome re-
petition of brand-names.” True, this
kind of advertising often seems - -
temporarily at least. - - to produce
overwhelming results, but this is so
because the public has submitted
through sheer exhaustion, he pointed
out.

“Repetitive advertising eventually
hoomerangs”, he continued, ‘be-
cause, while it is true that the public
buys, it buys resentfully.” Soone:r
or later the too-often repeated sales
slogan is turned into a sort of by-
word or jest, unfavorable to the
sponsor, so that, in the long run, a
drastic drop occurs in sales. How-
ever he felt that a good deal of to-
day’s repetitive advertising is almost
unavoidable due to the violence of
current competition. “It is no longer
as easy now'. he observed, “to get
sufficient public attention for a pro-
duct by means of one, extremely
good half-hour show a week, as in
the old Charlie McCarthy days. To-
day, once-a-weck means nothing.”

At the Cockfield, Brown office
practically anything which adds up
to the credibility or memorability of
a commercial is regarded as good.
Even better, though, are honesty and
frankness. “The public”. McQuillin
said, “is quicker than many sponsors
imagine, to detect dishonesty or
exaggeration in a commercial.
Sooner or later they will do so and
end up by scorning the product” he
said

When asked what he thought of
playwright J. B. Priestley’s recent
jocular remark, “Given the resources
of modern advertising, and deprived
of my conscience, I myself could
bark a multitude into Trafalgar
Square just to see a dead kitten”,
Mec Quillin said:

“Yes, he probably could -- but
only once.”
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UM POWER

\

CHILLIWACK

3R BELLINGHAM

MOST POPULAR TV IN B.C.

COMEDY

) Lova tucy

‘Butns and Allan

Decomber Bride

Phil Silvars Show
Jack Benny

Private Secretary

The Gals Storm Shew
My LitHe Margie

Life \.Nith Father
TheéLife of Riley
Garald McBoing Boing

DOCUMENTARY

Odytsey

The Big Picturs
Kingdom 5t the Sea
Industry on Parads

Greatet Dromo

MYSTERY

Highway Patrol
The Man Called X

The Man Bahind the Badge

The Linevp

Code 3

The Sheritf of Cochise
Racket Squad

Badge 714

San Francisco Baab

SPORTS

Big Leagus Hockey
Texas Wrestling
Championship Sowling

ADVENTURE

Annie Oakisy
Gunimoke

Tha Lons Ranger
Robin Hood

DRAMA’

Telephone Time

Hall of Stars

Favarite Stary
Brosadway Theatre

TV Reader's Digest

©. Henry Playhouss
Science Fiction Theatre
Dr. Chrirtian

| Remember Mama

PLUS

Nams That Tune
Godfrey Talent Scowts
Yo Tell The Truth

Do You Trust Your Wifc
Vve Got 2 Secret

Beat the Clock

You're On Your Own

TELECASTING FROM 12 NOON

STARTING TUESDAY, JANUARY 22nd

12:00 p.m.—Liberace o Frl.
12:00 p.m.—Florian Zabach = . ., Thurs,

. through Fri,
. through Fri.
. through Fri.
. through Fri,
. through Fri.
. through Fri,
. through Fri,

12:30 p.m.—Janet Dean

1:00 p.m.—Movie Museum

1:15 p.m.—Secret Storm

1:30 p.m.—Channel 12 Matinee
3:30 p.m.—Variety Playhouse
4:45 p.m.—Love of Lifs .

5:00 p.m.—Autry-Rogers Theatre

TOP NETWORK SHOWS
To Tell The Teuth
$64,000 Question

Jackie Gleason Show

Climax!
Ed Sulivan Show
20th Century Fox Hour

TOP FEATURE FILMS

United Artiste
20th Century Fox

Warner . Bros.
Selxnick - Hitchcock

*VANCOUVER'S BIGGEST TV AUDIENCE
SIX OUT OF 10 TOP TV WEEKDAY SHOWS
ON CHANNEL 12

$64.000 Question
Phil Silvers

Climax
Do You Trust Your Wife?

Highway Patsol | Love Lucy

“INTERN ATIONAL. SURVEYS LTD.

KNS 1V

CHANNEL 12
Your Network

Vancouver Ofticg: 1687 Wesr Broadway—CHarry 5142, Studior: oliingham, Wash.
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In Northern Ontario’s
modern bush camps, the
average number of
viewers per set greatly
surpasses the national
average

You Get This
BONUS AUDIENCE
FREE

N CFCL-TV

TIMMINS, ONT.

Ed Hames

TELE-TATTLE

HE MARCH 3 Dick MacDougal
Memorial show at which artists
and audience contributed well over
$7,000, is to become an annual event.
The money raised this year is to
be used as a trust for the education
of the late TV emcee’s children. It is
being administered by a committee
consisting of John Rae, Jackie Rae,
Percy Saltzman, Bing Whitaker,
Norm Sedawie, Ron Colnett, D. T.
Hardman, Len Starmer, Al Savage.
Dr. J. R. MacDougal (Dick’s brother),
Gil Christie, Frank Peppiatt, Ross
McLean and Stu Griffiths.
According to present plans, in
future years, proceeds of the stage
show will be used to establish an
award for outstanding contributions
to TV. They also hope to set up a
fund to provide education for the
children of other artists who meet
a premature end.

HE 1,325-SEAT Queen Elizabeth
Theatre in the new Women's
building at the Canadian National
Exhibition will be equipped and is
designed to serve as a television
theatre when it opens next October.
Some of the errors made during
earlier live TV shows can be attri-
buted to the fact that it was neces-
sary to stage them from a motion
picture thearte and other makeshift
studios.
Program brass at the CBC arc

Except that is,
syndicated film.

too . . . if you like.

HEY, BIG BOY'!

If you come up and see me at the Chateau Frontenac,
(Suite of Jerry Solway and Dick Rosenberg)
You won’t find what you are expecting. . . .

If you’re looking for a bathtub full of real “hot”

We can shower you with some really "cool” features

TELEFILM OF CANADA

anxious to try out the facilities of
the new theatre, and they hope it
will be ready in time for the fall
television schedule.

ANADIAN playwright Arthur

Hailev has done it again. After
spectacular success with Flight Into
Danger, Shadow Of Suspicion, and
Time Lock, his latest effort, Course
For Collision, will be produced by
Sydney Newman for the CBC at an
undisclosed date.

Live TV programming is getting
a break in the States with both ABC
and CBS switching to live shows
from film in the afternoons. In some
cases as much as 31Y% hours of film
will be eliminated in favor of live
net shows.

® [ ®

A segment of CBC’s Graphic, tele-
cast March 8, was supposed to fea-
ture a jazz vibraphonist by the name
of Peter Appleyard. After consider-
able preparation, the idea was can-
celled. The young English musician
was to have been featured at work
in Jackie Rae’s Toronto night spot,
The Stage Door, but someone at the
Kremlin felt “It would not be in
the best interests of the CBC to do
a show from an establishment which
dispenses alcoholic beverages”.

Instead, they used the Phil Nim-
mons jazz group from his stand at
an arty after-hours club called the
House of Hambourg where they
dispense only jazz, food and Euro-
pean atmosphere.

EXCLUSIVE  SERVICE

FOR

TELEVISION FiLM

television, industrial and
educational film servicing.
Editing, print control,
shipping and bicycling, storage
— those vital things that
make for smooth operation.

Write for our descriptive
literature today.

SPONSOR FILM SERVICES

CORP. LTD.

443 Jarvis Street e Toronto
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HERE ARE three new faces at

Motion Picture Centre Ltd., To-
ronto, these days, Gerry Kedey tells
us.

Arthur Coyne from Windsor, Eng-
land, has taken over the duties of
office manager; the new sound chief
is Alvino Saury, formerly of the CBC
and CJIC-TV, Sault Ste. Marie; and
Nora Belvin from Bermuda now
doubles as secretary and script assis-

tant.
® [ ] [ ]

FYYHE BILLY O'CONNOR SHOW

which was to have originated
with CKCO-TV, Kitchener and gone
out coast to coast over a 2l-station
independent TV network has bheen
shelved until the fall.

Bill MecGregor, manager of the
Kitchener station, says that because
the show was ready for sponsorship
in the middle of Fehruary, adver-
tisers had already set aside their
1957 budgets, and very few could
be found who were willing to pay
the $6,000 cost per segment at this
time, The three-a-week show was to
have been split into six quarter hour
slots for sponsors at this rate.

Shelved for the present, the show
will again be presented for sponsor-
ship in the fall after the CBC has
made known their national television
sign-on time, McGregor says.

® ® ®

Out Saskatoon way they’'ve got
bears which frequent heer parlors.
At least that’s what Mel Mills, emese
of CFQC-TV’s Town and Country
tells us. It seems that Mell had a
man bring his trained bear down
to the studio to appear on the
audience participation show.

According to Mills, the bear went
through his antics like a real trouper
and the bruin and his master made
a triumphant exit,

Then the bear disappeared.

Three hours later. the animal’s
master phoned the police station as
a last resort. He was told “Oh yes,
we've got the bear - - picked him
up in a downtown beer parlor”.

The moral of this story is: if b'ars
go to bars they’re apt to wind up
behind them.

® ® ®

ECURITY STORAGE CO. of
Western Canada will sponsor
TV Reader’s Digest, it was an-
nounced recently by Bernard L.
Schubert Inc., distributors of the
series. Security will sponsor the
program on stations CBWT, Win-
nipeg; CHCT-TV, Calgary; CKCK-
TV, Regina and CBUT, Vancouver.
The transaction was made between
A & F Film Corp,, Bernard L. Schu-
bert representatives in Canada and
James Lovick & Co. Ltd. of Van-
couver, agency for Security Storage.
A & F Film Corp. is currently
negotiating sales for other sections
of Canada, and the Bernard L.
Schubert Co. is doing the same for
two film series - - Topper and
Crossroads.

Nice to have metten up with you,
this being my first. Hope to be see-
ing you from one issue to the next.
Meanwhile, is there’s anything new
with vou, tell it to Tele-tattle.

-
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IV SKETCH HELPS CONVICT GUN MEN CHCT_TV

i

| S

ADDS MORE DAYTIME SELLING
WITH GREAT NEW LINEUP!

1.00-1.15 Cartoons
1.15.3.00 Carousel
3.00 - 3.30 Kitchen Korner
3.30 - 3.45 Comedy Strip
3.45-4.00 Mon., Wed., Fri., Life With Elizabeih
Tue., Baby Show; Thu., Physical Culture
4.00-4.15 The Bay ... Today!
§ 4.15-4.30 Ccffee Break
FTER A RECENT bank robbgry & = | 4.30 - 5.00 Howdy Doody
at Waterdown, Ontario, police & 2 |
caught the thieves and brought them i g E ADD CASH GIVEAWAY IMPACT TO YOUR COMMERCIAL !
to trial. ?}‘ i{i {
CHCH-TV artist Larry Russell 3 & |
completed a sketch to tell the holdup 2;’ —‘g% | BUY TIME ON
story on the news, as Chief Bob ﬁ WE MAKE ?‘; )
Hendershot of Waterdown looked on. ¥ X 2% " I , ,
The sketch depicted the three armed g&; COMMERCIALS % ] )
men holding up the Royal Bank of % = ]
Canada branch at Waterdown and g THAT SELL* g 1.15 - 3.00 pm
escaping with $10,000. It also showed 3% & : A/ [Tk
how, within fifteen minutes of the '§ ﬁ*
alarm, combined efforts of Water- % &
down, East Flamboro, Hamilton and g &
Ontario Provincial Police resulted I h ) 2
in the capture of one suspect, and D GG [paek £

%
2

133

eventually of the other two — as
well as recovery of all but a few

months Caldwell’s

RN

ST SRR
7

hundred of the loot. & Queensway Film Studios fc:

Chief Hendershot asked permission }5 have produced a great gz
to use the sketch in court during & %
the trial of one of the suspects who % many memorable tele- ;%‘
pleaded “not guilty”. The Chief told %. hfem @ ;\_;
News Director Dave Rogers that he i #
was having “a hard time explaining %1 Some were even called ‘;3

to the magistrate what happened”
“The CHCH-TV sketch made every-
thing crystal clear,” he said.

..
'

great commercials —
They all had one thing

in common. They

o

The BIG famous movie show daily. CHCT-TV Calgary
makes every station break a break for advertisers by
linking a giveaway competition with every sponsor’s
commercial on “Carousel”. A prize quiz, jackpot, and
$100 worth of merchandise hangs on your commercial

Polio Fund Gets $3ooo excited people and they

PPROXIMATELY $3,000 was
raised for the local polio fund
during a 6-hour “telethon” staged

sold products. That’s

T N PR

the final test.

G SR AN s R

by CHEK-TV, Victoriz and a local % ; every time it comes on.
Kinsmen’s Club. % / i
Six telephone operators were on :3,”:1' {fi COST IS LOW! LOW! LOW!
hand to receive pledges and dispatch =% * need = and ALL INCLUSIVE! Spots complete with full parti-
cars to pick up the money. Members & 1f you oh = cipation are yours for only $52 each. Remember, every
of the Victoria Ham Operators Club 3 some fre Q ;—;‘. tuned-in TV set in Calgary is on Channel 2, CHCT'T.V’
and the Volkswagen Club co- & hinking (h?n :.- ';,i(l)luf'aldifizlil tzslt mgrkqt mgc.hgm. I(-iIurry! Vaca?mes will
operated for this purpose. Addresses will cesult schedgle'y' ready signed: Canada Safeway, for a full
of the pledgers were short-waved to sales call :
the hams strategically located Catdwell’s! BACKED BY STRONG STATION PROMOTION !
thx;ioughouzothe Cli)ty inf :}}:eix;, clela(rs, I?ctl_uding _prtess regeasesﬁ paid space in newspapers, plus
and some mermbers o e Volks- station pointers through CHCT-TV.
wagen Club picked up their call lists
from these people. : -
Other Spots Linked With Major Programs At Card Rates
: ’“‘ Spot availabilities right through to 5.00 pm have the advantage
Joins S G F Peatures: Card Fates aopin® sy ol gponsored major davtime
. b E , SO ge uara o /
oms ycreen bems audience in Calgary 'ng“-_ Link up ewigth rCr}-leégl‘-TV’sa new
ILLIAM (BILL) Whittle has LTD. time-making daytime line-up.

joined Screen Gems (Canada)
Ltd. and Telepix Movies Ltd. in their
Montreal office.

Bill’'s background includes exten-
sive experience in both the public
relations and advertising fields. {.GL

The Montreal offices are located % . Q%
at 1224 St, Catherine Street West. LRSI R ERER e

CHCT-TV| -y~

Canada’s Number 1 Test Market Medium v,{ CALGARY

QUEENSWAY FILM STUDIOS
1640 The Queensway - Toronto
Telephone CLifford 9-7641
WAInut 2-2103
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THEY CAN’T
GET AWAY!

CFCL-TV signal pene-
trates 300 of solid rock
to give lunch hour enter-
tainment to underground
miners on night shift at
Porcupine Gold Mines.

REACH EVERYBODY . ..

suy CFCL-TV'!

TIMMINS, ONT.

CHEX-T7T Clince

March 2Z1st, 1957

Reps Join Manugemenl In Staff Gabfest

EARLY ALL of the station‘s 33

employees turned out for the
first clinic held by CHEX-TV at their
studios in the early part of February.
It was not compulsory to attend,
but members were urged to be
present in order to expand their
knowledge of the broadcasting
business.

In attendance to take part in the
discussions were Jack Davidson,
general manager of the Kawartha
Broadcasting Co. Ltd.; Reo Thomp-
son, manager of All-Canada Tele-
vision; Ross McCreath, TV time sales
manager of All-Canada; Don Lawrie,
manager of CHEX-TV and Doug
Manning, the station’s sales manager.

Lawrie, who gave the staff some
examples of the cost involved in
operating a television station, told
the gathering that a total investment
of well over half a million dollars
was involved.

Ross McCreath of All-Canada gave
them an insight into the rep organi-
zation. He told them that if TV
stations attempted to handle their
own business, over 200 salesmen
would be calling on the agencies.
50 per cent of a TV sales rep’s time
is spent trying to educate agencies
and advertisers on the value and
use of TV, he said, and he does all

MEMBERS OF THE PANEL of experts who held forth the CHEX.TV

staff clinic are: Jack Davidson,

Ross McCreath, Don Lawrie,

Reo

Thompson, and Doug Manning.

this, including servicing, selling and
promotion, for the equivalent of
81, per cent of gross billings. Within
two or three years, TV will be
scheduling shows from 7 am. to
1 a.m., he forecast.

“Approximately 400 national ad-
vertisers are now using TV in
Canada,” said Reo Thompson of All-
Canada, “and if and when TV ex-
pands to all day programming we
will need something like 2,000 adver-
tisers. For this reason, experts on
television are badly needed. TV in

TORONTO — 519 Jarvis St. °

G. N. MACKENZIE LIMITED HAS &> SHOWS

WINNIPEG — 171 McDermott

60,600 Watts

RIMOUSKI,

34,500 Watts

Canada is very new, and experts are
rare. That is why I think this clinic
is such a good idea. It will help to
produce those experts”.

Thompson said that in the early
stages of TV (1952) the All-Canada
management toured the USA inspect-
ing US television stations and gained
considerable useful knowledge which
has proved extremely beneficial in
their Canadian operation.

With reference to the education
being done by the reps, he said that
many agencies will not admit that
TV exists or is even here to stay.
In conclusion, he said the reps are
constantly looking for ideas and
information from members of the
station staff

P. Q.

AT THE CONVENTION, ASK ABOUT

THE ONLY TV STATION COVERING
THE RICH LOWER ST. LAWRENCE
RIVER VALLEY . .. CJBR-TV.

lFSMES REP5: STOVIN IN CANADA; Ao jo YOUNG, JR., IN THE UNITED STATES
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According to McCreath, stations
should spend more time working
with the reps in attempting to get
national TV advertisers, and when
second stations are permitted in the
major markets, this will help to
release many millions more of adver-
tising dollars for use on television

General Manager Jack Davidson
gave the staff some information about
the Canadian Association of Radio
and Television Broadcasters (of
which he is immediate past presi-
dent) and of the accomplishments
achieved for its member stations over
the years, such as getting CBC per-
mission to run sponsored newscasts,
spot announcements after 7:30 p.m
and price mention on the air. He
also gave a brief rundown of the
five regional associations affiliated
with the parent body, and explained
that the two main objectives of the
CARTB now were: 1. a separate
regulatory body for broadcasting and
2. additional television stations in
the major Canadian markets.

Sales Manager Doug Manning gave
the staff an insight into station
revenue and how this was obtained
through local, national and network
sponsored programs, by stating that
CHEX-TV receives 50 per cent of
its network rate for a show such as
Denny Vaughn and 30 per cent of
its network rate for the Ed Sullivan
Show. He pointed out that the CHEX -
TV network rate was set for the
station by the CBC research depart-
ment and commercial division and
was based on the Bureau of Statistics
figures for homes and television sets
in the station’s given areas.

FollowIng the various talks by the
panel members, the staff clinic was
thrown open for a question and
answer period during which the
interested participants brought up
such subjects as sattelite stations
television tape, color TV, second
tation markets, station rates and
promotion
In succeeding weeks the CHEX-TV
clinics will hear from Chief Engineer
Bert Crump and members of the
technical staff who will describe
various phases of the technical
operation, care and handling of
equipment, cost of tubes, do’s and
dont’s of handling cameras, telecine
equipment, lighting and sound effects.

Another clinic will feature the
production department where all
taff members will learn how story-
hoards are developed, the producer’s
und switcher's duties

Garnham To TelePrompTer

\\/ILF GARNHAM has been
appointed sales representative
for TelePrompTer of Canada Ltd. A
veteran commercial salesman and
with a great deal of experience in the
television field, Wilf will work in
close llaison with the company’s
branch offices in representing Tele-
PrompTer facllities for prompting
taging and closed-circuit television
broadcasting

Hull Leaves ASN

I“FNI‘TIVE MARCH 15, Norman
4 Hull, who has been with Asso-
clated Screen News since 1933, re
sligned  his post as general les
managet

A successor to Hull has not yet
been named

SELL WITH BELIEVABILITY IN THE EDMOTON MARKET

T1SPTIME DAYTIME
PARTICIPATION

Monday thru Friday 12:00 to 1:15

Reaching the Heart of the Family . . .
the Purchasing Agent

Don Brinton and George Kidd, entertainers
and pitchmen extraordinary, reach the family
purchasing agent before she goes shopping.

. at the low, low cost of less than $2.31 per
thousand TV Homes (BBM Nov. 1956.)

NOW SERVING 65,000
TV HOMES

SEE:
Television Representatives Limited: Montreal, Toronto, Canadian Station Representatives—New York, Chicago
L ]

Vancouver, Broadcast Sales—Winnipeq Harlan G. Oakes—Los Angeles, San Francisco

CANADA’S BEST FOR TELEVISION TEST
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U.K. HOUSE PREVIEWS COLOR TV

e

EMBERS f{rom both Houses of

Parliament in Britain recently
had the opportunity of seeing for
themselves the developments made
by the BBC in color television.

The BBC installed both color and
monochrome TV receivers in a com-
mittee room in the House of Lords
and more than two hundred members
from both houses watched the first
half-hour variety show to be tele-
vised in color in Britain. The tele-
cast came from the BBC color studio
at Alexandra Palace in North
London.

Black and white receivers enabled
members to judge the quality of pic-
ture that would be received by

people who did not have color TV
receivers, in other words the com-
patibility of the system.

The Postmaster General’s Tele-
vision Advisory Committee has been
asked to report on the whole field
of color TV. Also the BBC has for
the past few years been conducting
studies to solve technical problems
connected with it before a decision
about public service can be given.

As part of these studies experi-
mental broadcasts started in 1955.

The first series started in October
1955. and a second in April 1956.
The present series started in Novem-
ber 1956 and will continue for some
months.

PRE-TESTED

and

today for full

CHCT-TV.

Johnson’s Wax, Winston Cigarettes,
Bristol-Myers, and Stanfield’s Limited
have all successfully pre-tested TV
campaigns in the Calgary area. Write
particulars

*yours and

CANADA’S NUMBER 1
TEST MARKET!

“Complete coverage of Calgary’s 50,000 TV homes”

CHCT-TV channel 2 CALGARY

from

’ Commercials For Canadians

TJE MUSHROOMING Canadian
market, subject of many recent
news stories, is also feeling the in-
creased inspection of American filin
producers as well as U.S. adver-
tising agencies.

Production of commercials for
Canadian consumption, according to
Robert Lawrence, head of Robert
Lawrence Productions, is not just
filming with a U.S. point of view and
shipping films to Canada. He cited
one instance which points up the fact
that a great difterence exists in con-
sumer importance. For a soap manu-
facturer, Lawrence said, the com-
mericial done in an American man-
ner would be to attempt to get the
message across in the living room.
In Canada, on the other hand, he
said that the approach had to be
to a kitchen audience, since that
is the room where Canadians, espe-
cially French-Canadians, congregate.

In addition, he said that the em-
ployment of French-Canadian actors

LS
ARPSY T L

ECCO "1500

Amazing ECCO #1500

cleans and conditions films

as no cleaner ever has —

yet actually is better, faster,
safer to use. The difference is:
ECCO contains no deadly
carbon tet. Instead it

contains carefully compounded
chemicals which prevent

static electricity. Film treated
with ECCO stays cleaner
longer, pliable longer.

Write for folder.

PRICES: ECCO 1500
1 gallon
ECCO APPLICATOR

$14.00
$38.00

ALOWELL <3, EQUIPMENT CO.LTD.
CAL LL 4]} tauipme Co.LTD

447 Jarvis Street, Toronto, Ontario
Telephone WAInut 2-2103

Should Be Filmed In Canada

is an important factor in the busi-
ness, since the Gallic flavor to com-
mercials cannot be duplicated in
the U.S.

However, he added, there are somne
U.S. made commercials such as those
on sewing machines which are used
successfully in Canada. Lawrence
also said that production of commer-
cial films in Canada for Canadian use
runs approximately 10% lower than
in the U.S.

About one third of the Canadian
market, according to Lawrence is
French speaking.

Canada, today, with its 16 million
population, has some 37 TV outlets,
many of which are in competition
with American stations near the
border. It is expected that the next
couple of years will see more and
more commercial stations being built
in Canada and, of course, the use
of more and more TV commercials.

Some idea of the anticipation of
this increased business for commer-
cial film makers can be seen by the
fact that the Robert Lawrence
(Canada) Ltd. offices in Toronto
were established by the U.S. parent
company as long ago as 1955, and
since that time, manpower in the
Canadian branch has doubled, under
the leadership of Canadian-born
John Ross.

D/T Licenses Rouyn

THE ESTABLISHMENT and oper-
ation of a bilingual private com-
mercial TV station in Rouyn, Quebec,
by Northern Radio-Nord Inc. was
authorized by the Department of
Transport early this month.

The CBC recommmended the com-
pany’s application for ua license to
operate on channel four last October.

The new station is expected to
provide class-A service for Rouyn,
Noranda, Duparquet, and the sur-
rounding area. Also it will provide
B-class service for Cadillac, Malartic,
Amos, Val d’Or, Bourlamaque, New
Liskeard, Kirkland Lake, La Sarre
and an extensive rural area.

Say
You Saw It
in
CB&T

Caldwell’s can help you take the headache out of

summertime television programming. Need drama?

How about Navy Log, Scarlet Pimpernel, or Cuses Of

Eddie Drake as re-runs? Or musicals may fll the

bill: Liberace, Frankie Laine, Florian Zabach,

Eddie Arnold. Comedy and westerns of the highesg

standards, too, or documentaries like War In The Ar

and Under The Sun. Balanced programming at package

rates — from Caldwell’s.

CALDWELL TELEVISION FILM SALES

Write for u copy of our
current TV Film Program
lisseng, if you do not
already have yours.

SUMMER TV
PROGRAMMING

LOW COST

447 Jarvis
Toronto 5, Ontario

Street,
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Representatives:
ALL-CANADA
TELEVISION

ADAM J. YOUNG
JR. INC. In
U.S.A.

CKLW - AM v
50,000 Watts — 800 kcs MOST POWERFUL
STATION IN NORTH AMERICA

Consistently higher sales records for a wide
list of products — with fast name recogni-
tion. CKLW .has been doing this for
advertisers for 25 years — that’'s why it

is still Southwestern Ontario’s biggest radio
buy. A total of 216,385 sets in the coverage E 2’ 000 Mffr /ow
area.

TV
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Nation-wide facilities — complete station service

[

— with @ radio broadcasting equipment

25 CFGp
0ice of the Mighty Peace

Skilled engineering and technical experience
In planning - design-equipment - installation!

RCA’s years of experience in every
phase of radio broadcasting — from
studio and turntables to transmitter
towers—is your guarantee of superior
performance, long life and trouble-
free operation.

Stations all across the country are
proving it every day, by setting new
records for continuous operation.

RCA is proud to play a part in the
continued growth of the radio broad-
casting industry in Canada. One ex-
ample: station CFGP, Grande Prairie,
Alta. — equipped with RCA dual
channel consolette und 5KW trans-
mitter.

For all information and technical
data, please contact

RCA 5KW _Tro;msmi%ier

ENGINEERING PRODUCTS MARKETING

RCA VICTOR COMPANY, LTD.

MONTREAL

HALIFAX TORONTO

CALGARY VANCOUVER
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PRELUDE
Zo

" BEAVERS

The remainder of this isue is devoted to
“Prelude to Beavers”, or, in other words, a
selection of stories chosen by our staff from
those which appeared in this paper during 1956

“and which are reprinted here on the strength

of the contributions to radio and television
broadcasting they represent.

These stories will be closely studied by our
Beaver Awards Committee, which will regard
‘them in the light of nominations, and select from
them from three to nine. To the stations involved
in these stories the committee chooses, the 1956
Beaver Awards will be presented.

In selecting these “nominations”, our staff

. has concentrated on stories which point up the

broadcast medium’s power for good. This may
mean the good of the community, in terms of
education, meeting of emergencies, public in-
formation, public health; citizenship and just
plain entertainment. There is also the important
economic  function of promoting the sale of
merchandise.

We - believe that the forty stories are
typical of the many public services that are
being- rendered to people wherever radio and
television “stations are heard. We regret that
more such stories have not been accessible to us,
but we hope that “The Beavers” will encourage
broadcasters to enhance the fine works they are
performing continuously in the public service
with a better job of proclaiming their accom-
plishments and so encouraging others to follow
their fine examples.

There are no categories or specifications for
Beaver Awards. All Canadian stations — radio
or television — are eligible to receive awards for
conduct deemed by the judges to reflect dis-
tinction on these two kinds of broadcasting.
Awards take the form of framed copper plaques.

Miniature reproductions of the awards won
by their stations will be presented to individuals
who in the opinion of the judges are directly
involved in the award-winning enterprise.

The committee will be appointed and the
final selections made in time for the winners
to be announced in our issue of May 2nd, which
will be dedicated to the Association of Cana-
dian Advertisers during their 1957 Convention.
Presentation of awards will be made in the
home territory of each winner, if possible hefore
representative groups of influential business
people.

In commending our Beaver Awards project
to the industry, the national advertisers and
their advertising agencies, we would like to point
out that it is designed to enhance the power of
radio and television, for the good not only of the
industry but of audience and sponsors as well.
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ominations

ARTICLE
Calgary Has Christmas
Children and Culture
Radio Sells Insurance
Controversy Raises Dollars
For Europe
Penmen Brighten Orphans’
Christmas
They Cite Them For Safety
CFPL Newsmen Aid Search
For Child
Saskatchewan Stations Go All
Out To Beat Storm

Government Aid For Sudbury
Area Gained By TV and Radio
Editorials

Hey Mom! It's Me

Public Service Shows A Frofit

Two Stations T'Cast House
Opening

Pre-Christmas Campaign Nets
600,000 Returns

Talk On Sex Deviates Sets
Editorial Pattern

Air Talent Hunt From

Behind Bars

Store Props Inside Reversible
Sets

Churches Help Novel Promotion
Mail Nears 100,000 For
CFPL-TV Quiz

Tape 200 (.iterviews Annualy On
Person To Person Farm Show
Religious Issues Are Argued On
Radio Forum

TV Station Goes To Jail To
Film Life Inside

Station And Paper Team For
Youth In Action

Ten Thousand View Local
Merchants’ Exhibits At CKBB
Home Show

Town And Country Opens TV
Door To Amateurs

Station Promotes Dairy Industry
Local Talent Airs Summer
Series

B.C. Students Run CKNW

Calling U.S. Vacationers
“Lones’’ Keep Contact Through
CFCY

Viewers Meet On CKVR-TV’s
IIFiIelI

She Threw Out Her Script And
Spoke From Her Heart

Sun Shines For Wingham
Pageant

News Caravan |s Renewed
Stricken Pal Cheered By Tapes
From Home

Tiny Tim Party Is in Fifth Year
57'Time Goes National
Privates Co-operate on CBC's
“Assignment’’

Station Flatly Opposes Trading
Stamps

Gag Game Helps Crippled Kids
Western B’Casters Cover
Olympics

Handicapped Man Helps Fellow
Sufferers

STATION

CHCT-TV, Calgary
CHOK, Sarnia

CJKL, Kirkland Lake

CKWS-Radio, Kingston

CFCN, Calgary
CFPL-Radio, London

CFQC-TV, Saskatoon
CKRM, Regina
CKCK-TV, Regina
CKY, Winnipeg
CHAB, Moose Jaw

CKSO, Sudbury
CKBI, Prince Albert
CKSB, St. Boniface

CHCT-TV, Calgary
CFRN-TV, Edmonton

CJIC-TV, Sault Ste. Marie

CKFH, Toronto
CJOB, Winnipeg

CHCT-TV, Calgary
CFAC, Calgary

CFPL-TV, London
CKOV, Kelowna

CHED, Edmonton
CKCK-TV, Regina

CFRB, Toronto

CKBB, Barrie

CFQC-TV, Saskatoon
CJBQ, Belleville

CKAC, Montreal

CKNW, New Westminster

CJET, Smiths Falls
CFCY, Charlottetown
CKVR-TV, Barrie
CHNS, Halifax

CKNX-TV, Wingham
CFRA, Ottawa

CFCW, Camrose
CFCF, Montreal
CJSP, Leamington
CBC

CKBW, Bridgewater
CJAT, Trail

CJOR, Vancouver
CFCN, Calgary

CHML, Hamilton
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CALGARY

L -

HAS CHRISTMAS, CHILDREN AND CULTURE

3 e H .
C HILDREN AND CULTURE were two of the features of Christmas week programming seen on

telescreens tuned to CHCT-TV, Calgary. Nearly 500 children, some of whom are seen in the
picture at left, came from orphanages and underprivileged homes to take part in daily unrehearsed
telecasts and to partake of candies and food donated by CHCT-TV sponsors. Santa Claus was
there to give them gifts and several clowns were on hand to keep them laughing. Culture came
in the form of the Calgary Philharmonic Orchestra, under conductor Henry Plukker. Plukker is
seen in the picture at right leading the orchestra through one of the numbers which made up the

45 minute string concert.

/%{aeztc’a’ny

RADIO

SELLS

INSURANCE

75% Of Insurance Agency Budget In Radio

FTER HITTING A RECORD
[\ sales peak last year, City Insur-
ance Ltd., Sarnia, have more than
doubled their advertising budget and
set aside almost 75 percent of it for
radio advertising. Of a total budget
of $1,250, CHOK, Sarnia will get
$900 for a series of three weekly
broadcasts.

Savs the president of the 60-year-
old company, Homer Lockhart,
‘There are so many new people here
who do not know us. We feel we
must fight to get to them and at the
same time hold the friends we have.
That is one reason why we went on
radio.

The three spots precede the news,
weather and sports at 810 am.
Apparently, three spots a week is

enough to identify the company
with the morning program as one
listener wrote, “I have been listen-
ing to your radio broadcast every
morning.” He had been offered other
insurance at a lower premium and
added, “I won’t change. for $13.00 a
year. I want to pay a fair price and
be sure I get what I pay for.”

Copy is prepared by CHOK under
Lockhart’s supervision. The follow-
ing is a sample of the tvpe of thing
used:

“And now the news. But first «
word from Homer Lockhart and
Frank Cowan at City Insurance . . .
Wherever you go, City Insurance
offices can and do look after you.
If in trouble wire or phone collect
and vou will receive prompt service

whether in Alberta or Florida.

“Last Saturday was the second
anniversary of the tornado that
passed through Sarnia. City Insur-
ance Offices and other Sarnia agents
were on the spot. Phones rang con-
stantly. Homer Lockhart and Frank
Cowan and their staff worked long
hours . . . City Insurance Offices paid
out over $450,000.00 in tornado losses.
This, with losses paid by other
Sarnia agents rebuilt Sarnia better
than ever . . .”

Seventy-five percent of City
Insurance’s budget of $1,250.00 goes
with radio. The remaining 25 percent
is divided between year books, calen-
dars, a house organ and newspapers.

January 5, 1956

Use it for

This is Your Trade Paper

INFORMATION FOR YOURSELF
INSTRUCTION FOR YOUR STAFF
AN IDEA EXCHANGE FOR YOUR SPONSORS
A SALES WEAPON FOR YOUR STATION

WMI%HLS(MN

54 Wellington St. W.

Toronto

Controversy Raises
Dollars For Europe

Inadvertently starting a contro-
versy over whether Canadians ought
to contribute to the relief of the
needy in Europe, CJKL, Kirkland
Lake, raised $700 for the UNICEF
campaign.

The station’s women’s commen-
tator, Anita Thompson, attended the
United Nations Seminar in New York
in March and came home fired with
the idea of doing all she could to
boost the organization's work. All
through the summer she plugged the
campaign on her show Women’s
World.

Anita also does a morning show,
What's Your Problem, which in-
volves phone conversations with her
listeners. One morning a listener
phoned regarding the campaign and
harangued for fifteen minutes against
the project. Her arguments ranged
from, ‘“Let’s help our own first,” to,
“The Europeans think we're suckers
— always giving.”

That started it. Letters poured in
from both schools of thought and the
station decided to bring the two
camps together and let them argue
it out on the air. A panel discussion
was arranged with Anita in the chair.
The woman who phoned and another
anti-UNICEF citizens faced two
members of the local committee. The
question was left to the listeners to
decide, by their denial or support of
the cause. The $700 collected com-
pares favorably with donations
received in other larger centres such
as Hamilton ($100) and North York
($1500).

Both sides of the question are
presented by the following excerpts
of letters received by the station. A
listener in Elk Lake, Ontario, wrote,
“Our children are not only continu-
ally being asked to share their
Hallowe’ens ecetera with those in
certain foreign lands; every few
years they are not only asked, but
forced to give their very lives to
“help” those same people.

“If the people of those ‘war torn’
lands really need help as badly as we
are told, then let those who have
made millions in profits from the
munitions of war supply that help.
rather than take the pennies from
our children.”

On the other side of the fence was
a listener who signed herself “A
truly grateful Canadian."” Speaking
of her two sons, she said, “. . . These
boys both have Tely routes and earn
their own money. The younger lad
was up at six o’clock this morning
as he is each day in order to do his
papers before school. The older lad’s
route is closer to home and he
doesn’t have to get up till seven.
They are out rain or shine — sleet
or snow and really earn their money.
They want to give to help less
fortunate children.

“We are just an average family.
My husband was without work for
two months last winter and we have
no guarantee that he will have work
all this winter. But we have never
been cold or hungry — for which we
thank God.

“l am enclosing my dollar along
with my boys’ and may God bless
this worthy cause and all those who
are working for it.”

—JSanuary 5, 1956
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Put profits in your pocket...
with the completely new G-E AM

BROADCAST TRANSMITTERS

Here is a complete line of Broadcast Transmitters designed to
provide the extra margin of economy of operation that means
profits in your pocket! From the 250 watt single rack unit to
the 50 KW three-cabinet installation, General Electric Trans-
mitters are designed with one thought in mind . . . to stand up
to constant use, and give you the day-in, day-out service you
demand.

Of course original cost varies with transmitters available
today. But how much do you save when you read specifications
on paper, only to find that they apply under certain operating
conditions, and the unit as a whole fails to meet the high
standards required today for continual broadcast service.
Higher operating and maintenance costs can quickly eat up
any savings made in the original price.

Canadian General Electric has designed its entire liné of
Broadcast Transmitters for maximum efficiency at the lowest
power consumption and with a minimum of tubes and tube
types. The new G-E AM Broadcast Transmitters are compact
and fit in a minimum of floor space. They will give the best
performance even in fringe areas, under all conditions. And
each transmitter is designed for Remote Control operation.

These built-in characteristics are big money-saving factors
in any transmitter . . . factors that mean increased profits in
your pocket.

Before you buy, check the money-saving, profit-building
qualities in the full line of General Electric AM Broadcast
Transmitters. A C-G-E Broadcast Equipment specialist will
gladly show you how they more than equal the features offered
in any other transmitter . . . at any price. Call your nearest
C-G-E office or write to Broadcast Equipment Sales, Canadian
General Electric Company Limited, 830 Lansdowne Avenue,
Toronto, Ontario.

BROADCAST
EQUIPMENT

CANADIAN GENERAL ELECTRIC
COMPANY LIMITED

50 KW AM Broadcast
Transmitter

BTC-50-A — 50 Kilowatts of
power with only 16 tubes.
Utilizes germanium rectifiers
for high-voltage power supply.
Transmitter contains less than
one-third the number of parts
in presently available models,
minimizing maintenance.
Takes less than 70 square feet
of floor space. Designed for
remote control operation.

nggﬂﬂﬂﬂ

250 Watt | KW AM Broadcast Transmitters

BTC-70A /71 A—250 Watt and 1

Standard rack required. Simplifies installa-
tion for either main or standby use. No
additional modifications needed for Remote
Control, Transmitters housed in attractively
and practically styled cabinet. Routine main-
tenance simplified through easy accessibility

to all components.

5 KW 10 KW AM Broadcas) Transmitters

BTC-72/73—5and 10 KW—occupies less than
10 square feet of floor space yet is built with
differences that pay off. Compactly designed

to achieve maximum efficiency

power consumption and with a minimum of
tubes and tube types. Designed to give the
best overall performance,eveninfringe areas.

Designed for Remote Control.

KW—Only 1

at the lowest
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Public Sernvice

ADIO HISTORY was made in

Kingston one night just before
Christmas, when for the first time in
Canada, inmates of a maximum
security prison, Kingston Peniten-
tiary, conducted a radio program to
raise funds to brighten Christmas for
the children in the St. Mary’s and
Sunnyside orphanages in Kingston.
The entire evening from 7:30 until
midnight was contributed by CKWS-
Radio. The show was produced by
the inmates with advice and assist-
ance from Bill Williamson, Dave
Travers and Wayne Harrington of
CKWS.

It was a telephone request program
with a battery of phones manned by
Pen-Men handling the calls. One way
phones were installed to conform
with the regulation forbidding out-
side calls. Often during the evening
all the lines were busy and part of
the load was switched to the station
switchboard. Pledges and requests
taken there were sent via the control
line to the radio room in the
penitentiary.

Records played on the program
came from the prison record library
augmented by Hit Parade and
Christmas music from the library at
CKWS.

About $500 was raised through the
show. The money was collected by

PEN MEN BRIGHTEN ORPHANS’ CHRISTMAS

A .

Two of the inmates turned radio announcers are seen, at the left, as they
ask listeners to the Kingston Penitentiary Christmas Request Show to
contribute money for the children in local orphanages. Keeping an eye
on them is Recreation Officer Howard Reid. At the right, George Clark
Wright, mayor of Kingston, is seen making his greetings which opened
the show. Other well known Kingstonians were heard on tape recordings.
Three of the 17 prisoners who worked on the program are in the
background.

the Kiwanis Club of West Kingston,
the outside agency which volunteered
to handle all finances and expenses.

The program was endorsed on the
air by many of Kingston’s leading
citizens including Mayor George
Clark Wright, W. J. Henderson MP

and J. Alex Edmison Q.C. of the John
Howard Society, an organization
concerned with the rehabilitation of
prisoners. Of the program, Edmison
said, “This is public service of a very
high and worthy order.”

—January 19, 1956

1957

Don't
_hide. ..
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Tell your
story to
CB&T, and
be in the
running

for a

Beaver

next year !
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National LEVEL . . .

the success our stations enjoy in each market is the’ result

SELLING Local ACCEPTANCE at the

of local acceptance and sales results. Our job is to project

these efforts to advertising agencies and national advertisers

with complete upto date market statistics relating to 20 key

markets across Canada.

KEY RADIO STATIONS —COAST TO COAST

RS g

MONTREAL WINNIPEG VANCOUVER

HEAD OFFICE:
76 ST. CLAIR AVENUE WEST, TORONTO




March 21st, 1957

Canadian Broadcaster & Telescreen

Lea Fobtroyd's Showease

4
Page Thirty-Oue =

THEY CITE THEM FOR SAFETY

I:‘WINDING AND REWARDING
Calgary motorists who drive
sufely and courteously rather than
tracking down traffic offenders who
transgress is the self-appointed task
of Don Thomas, CFCN special events
director, on his Driver of the Day
show.

Each afternoon at 4:45, Monday
through Friday, Thomas and an offi-
cial from either the Alberta Motor
Asgociation or the Provincial Depart-
ment of Highways takes CFCN’s red
Meteor Ranch Wagon known as
“The Courtesy Car” (CB & T, July
20, 1955) out into rush hour traffic
in search of model drivers.

Thomas and his companion start
looking for such a motorist as soon
as they enter the stream of traffic.
When they spot one who appears
promising they follow him — or
e¢ven her. While trailing their pros-
pects, they grade them on a score
sheet. Each driver commences with
a clean slate and gets from one black
mark for minor infractions such as
stopping before it is necessary to
a maximum of ten for serious
offences such as going  through a
red light. (Like golf, the more points
you have the worse you are.) As
soon as a driver has committed
errors amounting to ten black marks
he is dropped and the search begins
all over again. On many days, no
driver is found who measures up to
the necessary standard.

CJBR

RfMOUSKI. QUE.
CONTOUR MAP

900 kess 10.000w

CFCN’s “Driver Check List” which
is used to rate the drivers tabulates
the common. driving faults and the
penalties. given for them, Under the
heading Speed Control, 5 points are
given for exceeding the marked
speed limit; 2 points for driving too
slowly for conditions and 10 for
going too fast. Under Stopping, 2
points for not stopping soon enough
and 1 for stopping before necessary.
Failing to come to a full stop at a
stop street is a 10 point offence while
hesitating too long before coming to
a stop is a 3 point loss. Under Inter-
sections, 10 is given for not yielding
the right of way and 3 for failing
to slow down. 5 penalties of 2 points
each are listed under Signal Failure.
These are for not signalling when
leaving the curb, when turning,
when changing lanes or when stop-
ping and for leaving the signal on
after the turn is completed. 10 points
are given for driving through a red
light and 3 for going through an
amber one. Passing on a curve, on
a hill crest or at an intersection is a
10 point penalty while 5 points are
given for weaving through traffic,
driving in the wrong lane and strad-
dling lanes. Under the heading Turns,
1 point penalties are given for turn-
ing too wide or cutting the corner;
2 points for improper speed, striking
the curb or hesitating and then
turning; 3 points for turning from-
the wrong lane and 10 points for

failing. to yield the right of way.
Penalties are also provided for im-
proper use of the horn, 2 points;
sloppy car condition and improper
parking, 3 points; discourtesy, double
parking and sudden stops, 5 points;
and failure to obey traffic regula-
tions, 10 points. The traffic, road and
visibility conditions are all taken
into consideration in. making the
penalties.

When a driver has been followed
for. 12 blocks without making 10
points of violations he is stopped at a
convenient place. At 5:15 an on-the-
air interview is conducted using the
mobile FM transmitter in the “Cour-
tesy Car”. He is named “Driver of
the Day” and presented with a wind-
shield sticker which proclaims him a

“Safe Driver Award Winner”. While
the program. is on the air, tips on
safe driving and traffic regulations
are pointed up.

Every three months a trophy,
donated by the Hon. Gordon E.
Taylor, Provincial Minister of High-
ways is awarded to the outstanding
driver over that period. The minister
also provides an annual trophy for
the program.

The program is endorsed and sup-
ported by the Calgary Safety Coun-
cil, the Calgary Junior Chamber of
Commerce, the Calgary Police De-
partment, the Province of Alberta
Department of Highways and the
Alberta Motor Association.

—January 19, 1956
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Are You Reading the Broadcaster
Over Somebody’s Shoulder?

You can have your own
COPY, DELIVERED to
your office or home.

$5.00 a yeat:" $10.00 for 3 years
54 Wellington St. W. [

Toronto
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CFPL NEWSMEN AID SEARCH FOR CHILD

Hunt Ends When Body Found After All-Night Watch

5-YEAR-OLD LONDON girl

is missing. She is Susan
Cadieux, of 665 York, who has not
been seen since about eight o'clock
last night.” That was the opening of
a special bulletin carried over CFPL-
RADIO in London at 1230 aum.
Saturday, January 7th. Adding
urgency to this bulletin were two
facts. The night was a bitterly cold
one; and little Susan was reportedly
last seen by her two brothers, talk-
ing to a slightly disreputable man
of about thirty-five.

It was the first inkling Londoners
had of what was to develop into a
news story which became a personal
matter to thousands.

CFPL-RADIO newsman Bill Scott
received the first lead in the story
with a call from Mrs. Gabrielle
Cadieux, Susan’s mother, who asked
for assistance in locating her little
girl who had been missing for 4
hours. The call was soon repeated
by police who gratefully accepted
CFPL-RADIO’s offer to stay on the
air all night, in order to broadcast
appeals, and help in any way possible.

Shortly after midnight the entire
CFPL-RADIO news staff was alerted
and the station had begun an all-out
campaign of bulletins, appeals, recor-
ded interviews and statements. These
were aired at intervals of approxi-
mately ten minutes right through
the night.

The result was that any listeners
who heard one of the bulletins ex-

pressed concern either by volunteer-

ing for search parties or simply
remaining tuned for subsequent
developments.

Due to the importance attached to
the story by CFPL-RADIO, at that
early time, all broadcasting stations
in the area were contacted in order
to provide the fullest public service.
In the light of later findings, this
early concern was more than justi-
fied, and in this way the best results
were observed through the efforts of
radio.

As Friday night faded into the light
of Saturday morning, CFPL-RADIO
carried, repeatedly, an appeal for
little Susan’s return which was
delivered by the Cadieux family’s
parish priest, Father W. T. O'Rourke.

LENGTHY VIGIL

By dawn CFPL-RADIO news
director Hugh Bremner and news-
man Ward Cornell had been on the
spot with the Cadieux family and
police officials for many hours. They
used portable tape-recorders to
gather late interviews, and were in
constant touch with the station
newsroom where Bill Scott remained
on duty with newsman Andrew
Stuparick.

Susan Cadieux, who was five, was
described as being a small child with
wavy brown hair and brown eyes.
She had not yet started to school,
but her mother said that Susan knew
her name and address, and that she
never strayed too far.

The known facts on Friday night
when radio coverage began were that
Susan had been playing with her
two brothers, aged 9 and 10, near her
home. The two boys saw Susan a
short distance away talking to aman,
then moments later they noticed that
the man and Susan had disappeared.
It was this factor of the case which
aroused London citizens, and sent
many of them out with flashlights
long before daylight.

CFPL-RADIO
A CLEARING HOUSE

By nine o’clock Saturday morning
London police were organizing full
search parties to scour, not only the
neighborhood where Susan lived, but
all outlying districts and London
itself. CFPL-RADIO continued its
coverage, and maintained itself as a
clearing-house for all information.

Hugh Bremner continued his vigil
with the parents of the little girl,
where he was accepted as one of the
family. Ward Cornell remained with
police officials who supervised the
search.

It was at a few minutes past ten
Saturday morning that the night
long search in piercing cold weather
came to an end.

Susan Cadieux was found huddled
beside the tracks of a railway siding.
She had been dead for about three
hours.

The final search bulletin was held
up by CFPL-RADIO till 11 am. to
allow time for the Cadieux family to

be notified. But as the day wore on,
it became evident from the number
of phone calls received at CFPL-
RADIO that London was far from
finished with the case.

THE STORY HAS NO ENDING

The next step was the flood of
phone-calls offering to contribute to
a reward for the apprehension of the
sex deviate who, it was found, had
criminally assaulted the little girl.

The story, as yet, has no ending.
Police are still seeking the guilty
party, and so are the people of
London.

Perhaps the most touching result
of the story insofar as radio was
concerned, was the gratitude of
Susan’s family for the help and
service that radio provided. Another
outstanding point was the fact that
CFPL-RADIO received official
recognition from police for the
gathering of the hundreds of volun-
teer searchers who finally succeeded
in discovering Susan’s body.

A vain search? Perhaps, but
through the immediacy of radio the
city of London has been made aware
of the horrifying certainty that there
are dangers in our cities which must
be dealt with. This was brought
home through an all-out radio
operation. An undertaking of news
value which kept one city awake
through an entire night . . . which
allowed listeners to hear the unfold-
ing of a major local news story.

—January 19, 1956
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Emergency

SASKATCHEWAN STATIONS GO ALL OUT TO BEAT STORM

RIVATE STATIONS - - TV and

radio too - - throughout Saskat-
chewan rallied to the assistance of
their supporting communities last
month during a three day blizzard
which left five people dead in its
wake and was described as the worst
in the province's history.

In Saskatoon, winds of gale force
and driving snow knocked out the
city’s transportation and communi-
cations systems. Telephone and tele-
graph lines were downed. Radio
stations in the area went out of
commission. All air, rail and high-
way traffic came to a standstill.

All day long the first day of the
storm until two a.m. the following
morning the city’s TV station CFQC-
TV was in communication with
stranded people, notifying their
families of their whereabouts.
Throughout the day special an-
nouncements were aired by the
Saskatoon Police and Fire Depart-
ments. Safety precautions were illus-
trated before the cameras and people
stranded in the city were safely
billeted through appeals aired on the
station.

On a day when winds of fifty to
seventy miles an hour and huge
snow drifts made it difficult to cross

the street, the station's reporters and
cameramen were out collecting news
to give viewers the fullest picture of
what was going on. Photography
Director John Lumby made a film of
the storm and its aftermath which
was used by CBC-TV and by CBS
in the US.

REGINA SNOWED UNDER

In the provincial capital, Regina,
the same thing happened, with the
city at a standstill under a blanket
of snow. Radio station CKRM
squeezed hundreds of public service
announcements into newscasts and
between other broadcasts. Phones
rang steadily in the news room over
a three day period. School and trans-
port officials made numerous calls
to the station to advise the public of
school closings and transportation
cancellations. Many calls came from
people stranded in the city doing
their Christmas shopping, who
wanted to let their families at home
know they were safe.

Items were aired about missing
persons, cattle, taxis, police cars and
even pets. Close contact was main-
tained throughout the emergency
with the police and fire departments,
with the weather office, rail, bus and
air line officials. Telegrams were
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received from all over Saskatchewan.
A Winnipeg station, CKY, phoned
Tuesday morning, the second day of
the storm, and recorded a two
minute blizzard roundup for broad-
cast at noon in Winnipeg.

Announcers George Sillery and
Ted Cholod stayed on duty from
Tuesday morning until six am.
Wednesday, as did engineer Earl
Brown. The station’s standby power
unit had to be pressed into service
twice when the city was hit by
power failures.

There was no standby power unit
at Regina's television station CKCK-
TV. When the power went off for
three hours on the second day of the
storm cutting off all lights and heat,
the staff huddled around the one
available candle in one corner of the
studio to keep warm.

MOOSE JAW HIT TOO

Further south, the storm pattern
repeated itself in Moose Jaw. On the
first day one early morning CHAB
reporter walked nine blocks to work
in the blinding blizzard, left the
station late in the evening and was
back on the job at five-thirty the
following morning. This was typical.
Another news reporter went out in
the storm in a jeep to record actuality

STATION 3

conditions throughout the city and
froze his hands in the process. Eric
Barnholden, CHAB’s news director
worked a twenty-five hour shift,
catching two short hours of sleep in
the early hours of the morning.

On the second morning, only one
or two of the regular announcing
staff reached the station. Visibility
was zero. The streets were a sheet
of ice. Station manager Sid Boyling
walked fifteen blocks to the station
and although hundreds of urgent
messages had already been aired,
cancelled the regular schedule and
geared what staff was available to
make the maximum effort to meet
the emergency.

SALESMEN ARE ANNOUNCERS

Using a skeleton staff, between
two and three thousand messages
were aired during the storm period.
As the two announcers’ voices gave
under the strain, four members of
the sales staff took over. Five staff
girls somehow managed to reach the
station to handle the switchboard
and incoming messages. One young-
ster in his early teens who had
wandered into the station helped
running the announcements to and
from the control room.

Janwary 19, 1956
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GOVERNMENT AID FOR SUDBURY AREA GAINED BY TV AND RADIO EDITORIALS

CKSO-TV, Sudbury, camera-

man, Peter Orfankos, was re-
cently allowed to record on film a
meeting between a delegation from
Sudbury and Ontario’s Premier Frost
and his full cabinet. Although some
government officials said this was
the first time in memory that a
photographer had been allowed to
take pictures at a cabinet session,
this was only a small part of the
station’s role in the meeting.

The story had its beginning in early
vecember, 1955 when the owners and
management of CKSO Radio and
TV, decided to embark upon an
editorial policy for the stations.
Ownership of the local newspaper
had passed into the hands of a syn-
dicate, with editorial policy being
set from afar. CKSO owners and
management, all local men, felt that
there was no clear-cut voice remain-
ing to take a stand on issues which
concerned the welfare of the Sud-

bury area and to speak for progress.
CKSO Radio and TV news editor
Robert Evans started to editorialize
three times daily on area issues, twice
on the radio station at 6:30 p.m. and
8:10 am. and on the TV station at
6:25 p.m.

Evans began his editorials by dis-
cussing problems that had plagued
the Sudbury area for more than five
years — the need for a joint action
by the city and its adjoining town-
ships on issues which Sudbury had
in common with the necarby com-
munities of McKim, Neelon, Garson,
Copper Cliff, Frood, Falconbridge
and others. For years, city and town-
ships had been unable to agree on
how to split the cost of eliminating
sewage problems and constructing a
sewage disposal plant to serve the
area, of dealing with problems of
water supply, with the increasing
pollution of Lake Ramsay f{rom
which the area draws its water,

highways and school problems, and
other issues common to a rapidly
expanding area. Township and city
councils had passed the buck on
these issues for years, and they were
no nearer solution in new, incoming
councils for 1956, until, on January
1st, Evans started hitting hard at
the problems in his editorials.

Evans called for prompt joint ac-
tion on the part of townships and
city, and he advanced the premise
that no solutions would be found
within the next two or three years
unless the city and township councils
issued an appeal to the Ontario Pro-
vincial Government for expert aid
in analysing the difficulties and mak-
ing recommendations.

On January 17, the Sudbury City
council voted overwhelmingly in
favor of a resolution proposed by
Alderman W. R. Edgar that an appeal
be made to the provincial govern-
ment for such aid. The City Council

The Coliseum Tower
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New York

also passed a motion that a commit-
tee be formed to present the appeal
in person at Queen’s Park, Sud-
bury’s Member of the Provincial
Parliament Gerald Monoghan, was
asked to accompany the delegation.
Monaghan, in one of Evan's edi-
torials, had expressed the opinion
that the government should be asked
to set up a committee to look into
the Sudbury area problems; the
committee to be made up of experts
from the Departments of Municipal
Affairs, Mines, Health, Welfare,
Planning and Development, High-
ways and Education, with a member
of the committee also to be named
from Premier Frost’s office.

At the Toronto meeting, to which
Premier Frost invited CKSO’s Evans
and cameraman Orfankos, Mr. Frost
assured the delegation that a com-
mittee would be set up at once at the
full ministerial level, that the com-
mittee would start functioning with-
in the next two to three weeks, and
that the entire costs of the survey
would be assumed by the provincial
government.

The Sudbury delegation achieved
its objective despite advance predic-
tiors in both newspaper and council
that it couldn’t be done. A newspaper
editorial proclaimed that the provin-
cial government had never before
acceeded to such a request and was
hardly likely to do so now. In addi-
tion, it stated, the costs to Sudbury
and area ratepayers would be great.
Three dissenting members of the
Sudbury Council expressed opinions
that the trip, in effect, was a wild-
goose chase and an uncalled-for
expenditure of public funds.

News editor Evans began his edi-
torials on January 1. By January
17, Sudbury and MecKim councils
had taken action, and by January
19, the provincial government had
committed itself to solve the prob-
lems of the Sudbury area.

—February 2, 1956
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Spring cleaning is
always under way
at CKCO-TV in

Kitchener.

It pays to keep in
touch with new de-
velopments in this,
Canada’s fifth

largest market.

For example the

dinner hour from
6:00 to 7:00 has
been opened up to
include more spot

times.

For further details

contact:

\
Jos. A XA RIDY co.Lvo %
TORONTO - MONTREAL
CKRKCO-TV

EHANNEL THIRTEEN
KITCHENER, ONT.

CAXSE St ?am&/ace

PUBLIC SERVICE SHOWS A PROFIT

T HAS TAKEN CKSB, St. Boni-

face, Manitoba, just one decade to
prove that public service and profit
can co-exist in a radio station. The
station is owned by thousands of
French speaking Manitobans who
saw a need for a French language
outlet and pooled their finances to
make a dream a reality.

The station manager is diminutive
but dynamic Roland Couture, the
original “flying Frenchman” who
parcels out his time and energy to
every worthwhile cause that is
brought to his attention. Space would
not allow a listing of the organiza-
tions that receive active support
from the co-operutive manager of
CKSB.

Mr. Couture happily informs any-
one who will listen that the station
is not in business to make a profit,
but to “provide a service to every
listener”. However, the station does
make a profit and it apparently holds
great appeal for every listener too.

Dennis Belaire, production man-
ager, is the man who actually rides
the program dilemma of thousand-
fold ownership. This veteran of the
local stage and radio seems to have
no trouble with the many owner-
listeners who write to tell him their
preferences. He has apparently
achieved the impossible. He can
program for the minority and still
appeal to the majority!

It will be ten years next May since
CKSB was first heard in the Red
River Valley, across the Portage
plains and up through the inter-
lake country of the Metis and Ice-
landic fisherman.

PROGRAM POLICY IS BROAD

Since it’s first day of broadcasting
the station has pursued a policy of
news, both world-wide and local;
social happenings from every town
and village; promotion of local talent;

By JOHN McMANUS

IN THE MAIN PICTURE, Uncle Léo Brodeur is seen telling a story to

some of his young fans on the daily program “Club Des Jeunes” or

“Kiddies’ Corner”. Below, Denis Belaire, CKSB production manager,

startles his listeners on his own show. In the oval at top left is CKSB
manager, Roland Couture.

and the programming of good music.

Every week CKSB provides a
schedule of programs that hew faith-
fully to the program policy an-
nounced at the opening of the sta-
tion. Sunday morning is standard-
type program for shut-ins, with the
addition of local happenings calcu-
lated to keep the shut-in abreast of
the changing scene in his commu-
nity. Opera is aired every day on the
station, with a complete opera each
Sunday. Promenade Musicale offers
a % hour of classical selections Mon-
day through Friday. Ranch 1250 fea-
tures western music each day with

P

TWO STATIONS T'CAST HOUSE OPENING

THIS YEAR, for the first time in its 50-year history, the opening of the
Alberta. Legislature was seen on Albertans’ telescreens, when two
private TV stations covered it with movie cameras. In the picture,
Vern Kent is seen exposing some of the 300 feet of film he shot for
CHCT-TV, Calgary. He was assisted by Byron Scott of the station’s news
department. The ceremonies ended at 4.30 p.m. and the two men flew
back to Calgary with the film and had it on the air at 11.05 that
evening. Walter Hartwig and Vagn Andreasen handled the filming of the
event for CFRN-TV, Edmonton. The Edmonton station telecast its version
of the opening ceremonies twice.
—March 8, 1956

live talent supplying the entertain-
ment each Saturday. The waiting list
to appear on these shows stretches
to the end of March.

Farmm Commentary is a French
network program carried each Sun-
day. In addition, a staffer visits rural
centres and broadcasts directly from
the location every week from Octo-
ber through May. The program coti-
sists of a call at the school and
usually a visit with the parish priest.
The visit with the pastor is really a
clever piece of programming, because
the life of the town has centred on
the church and complete historical
background can be obtained through
the parish records. It is a very
popular program with historically
minded listeners.

CKSB Presents, is a live program
presenting local actors in the senior
group. This drama group is produced
by production-manager Belaire, who
can draw on his background of
theatre and radio acting. He has
been a member of Le Cercle Moliére,
for 25 years. This is an amateur
drama group which has drawn rave
notices from visiting adjudicators
for many years.

Although French - speaking list~
eners are predominantly Catholic.
the station carries less religion on
Sunday than its English language
counterparts across the river in Win-
nipeg. Incidentally, two members of
the station’s fifteen member board
of directors are Catholic priests.

The children are far from forgot-
ten on CKSB. Club Des Jeunes or
“Kiddies' Corner” is a daily program
that is high-lighted by contests.
news, music and stories. The young
man who is master of ceremonies and
also producer of the junior drama
group is well qualified to handle the
show. Leo Brodeur is a university
graduate, a writer of books for chil-
dren, an actor, and producer-writer
of historical films.
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EACH OF THE over 600,000 coupons which al
Don Ramsay represents one dollar. They were
in the Gore Street area of that Northern Onta
and was promoted by a 15 minute daily radio s
five minute film feature on CJI
which he or she filled in and answere
each store and the final winner was drawn from t
made over CJIC-TV. The merchants are now running t
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most bu

PRE - CHRISTMAS CAMPAIGN NETS 600,000 RETURNS

A

-TV, Sault Ste. Marie, announcer
the returns from a contest put on by 26 merchants
rio city. It ran for two months prior to Christmas
how on CJIC, daily time checks and a weekly
C-TV. For each dollar spent the customer was given a coupon
d a question. One coupon was taken from the ballet box in
hese. The presentation of the $900.00 prize was
he same contest on a year round basis,

with a prize of $100.00 every two weeks.

—March 22, 1956

SPRINGBOARD TO FAME

Many famous Canadians have
started at CKSB. Gisele MacKenzie,
was heard first on the station. Mont-
real TV’s Henri Bergeron was the
first announcer to work at CKSB.
Singer Louise Roy is another artist
who made her debut on CKSB. The
station is always willing to give
an artist a hearing. They feel that
nothing is lost by devoting time and
patience to any young actor or musi-
cian who wishes to be heard.

CKSB is an outlet of the French-
lunguage network. However, the
bulk of the programming originates
locally.

The announcing staff is usually
augmented by a student announcer.
Typical is George Edouard La Fléche,
20-year-old kid brother of Gisele
MacKenzie. George is a second year
student at St. Boniface College, has
been acting with Le Cercle Moliére
for five years, and plays the piano
and ’‘cello. He won the Manitoba
Music Festival award as best ‘cellist
two years in succession.

As evidenced by their choice of
announcers the station places great
emphasis on education and works
very closely with the French Cana-
dian Educational Association of
Manitoba. Each Sunday the Associa-
tion presents a program with news
of the Association and correct speech
in French.

Sport is not neglected on the St.
Boniface station. Play-by-play
broadcasts of the St. Boniface Cana-
diens, are carried, with the voices
of chief newscaster Max Desaulnier
and sportscaster Steve Bohemier.
The two men are well-qualified for
the chore and can still throw a mean
body-check when Winnipeg’s annual

press-radio game comes around.

Another announcer that shouldn’t
be overlooked is George Paquin.
George has a background of musical
studies that include’s a sojourn at
the National Conservatory of Music
and Dramatic Arts of France. He
studied under Mme. Ninon Vallin, of
France for five years.

He had one season with “Variétés
Lyriques’ in Montreal and was guest
artist with the Symphonic Orchestra.
He also appeared on television. In
January of this year he joined the
staff of the St. Boniface station.

The morning show at CKSB is
handled by production manager Be-
laire. And anyone who has been in
radio will know that he has a very
long day carrying the morning addi-
tion to his administrative duties and
extra-curricular drama and musical
work.

The station is currently airing a
series of dramas featuring students
from the Manitoba Normal School.
The series is presented in French.

AIR SEVEN LANGUAGES

The directors of CKSB have a long
memory and recall the time when
there .was no outlet for the music
and culture of French Canada in
their locality. Consequently they
listen with a sympathetic ear
when they are approached for time
by other “language” groups who
would like to be heard on the air
in their own tongues.

CKSB'’s weekly schedule now in-
cludes programs in seven different
languages. They allot time to Polish,
Jewish, German, Ukranian, and Bel-
gian groups. And proof of the popu-
larity of this programming is in the
mail bag. Even English speaking

listeners in Winnipeg express their
approval of the music and songs of
other lands. The German recordings,
which are imported, have a great
tollowing among Winnipeg listeners.

The station in its ten years of
broadcasting has filled a great gap in
the lives of French-speaking resi-
dents of Manitoba. Many rural list-
eners were completely out of touch
with day to day happenings in the
world and sometimes even in their
own districts when they were with-
out a newspaper. Now the station
serves as a contact, not only with the
news of the world, but with the
social and other local news.

Even death notices, although
charged for, are carried in complete
detail. The station just recently
started to charge for the notices
because listeners demanded that
they be aired several times. With
the fee the station has control over
the number of times they will be
aired.

The station has opened a new mar-
ket for local business men who pre-
viously had no opportunity to talk
sales to a large portion of this audi-
ence. The station is dependent on
local business although they do
receive some national business.

What this station has accomplished
in ten years is a model for minority
groups to follow. They have man-
aged to perpetuate their French
Canadian culture and win the re-
spect of a twip city that is almost
entirely English speaking. They have
proved that if the people involved
are sincere and not hampered by
bureaucracy and pseudo - culture
control, it can be made to work and
even show a profit.

—March 8, 1956

DINNER
IS SERVED

CKCO-TV |
KITCHENER

““GADABOUT” is the
newest thing in TV
dinner hour spot
buys.

The show goes from
6:15 to 6:30 and it
really gets viewer’s
attention.

Here’'s why —

CKCO-TV's sound-
on-film camera crew
goes out to a differ-
ent community each
Monday, Wednes-
day and Friday at
noon.

Neil McDonald inter-
views folks on the
street and the film
is shown the very
same night on
channel 13.

Everybody wants to
see who will be on
next.

For availabilities
. call:

JOS. A. HARDY CO. LTD.

TORONTO e MONTREAL

CKCO-TV

CHANNEL THIRTEEN
KITCHENER, ONT.
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always under way
at CKCO-TV in

Kitchener.

It pays to keep in
touch with new de-
velopments in this,
fifth

Canada’s

largest market.

Forexample the

dinner hour from
6:00 to 7:00 has
been opened up to
include more spot

times.

For further details
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PUBLIC SERVICE SHOWS A PROFIT

By JOHN McMANUS

T HAS TAKEN CKSB, St. Boni-

face, Manitoba, just one decade to
prove that public service and profit
can co-exist in a radio station. The
station is owned by thousands of
French speaking Manitobans who
saw a need for a French language
outlet and pooled their finances to
make a dream a reality.

The station manager is diminutive
but dynamic Roland Couture, the
original “flying Frenchman” who
parcels out his time and energy to
every worthwhile cause that s
brought to his attention. Space would
not allow a listing of the organiza-
tions that receive active support
from the co-operative manager of
CKSB.

Mr. Couture happily informs any-
one who will listen that the station
is not in business to make a profit,
but to “provide a service to every
listener”. However, the station does
make a profit and it apparently holds
great appeal for every listener too.

Dennis Belaire, production man-
ager, is the man who actually rides
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the program dilemma of thousand-
fold ownership. This veteran of the
local stage and radio seems to have
no trouble with the many owner-
listeners who write to tell him their
preferences. He has apparently
achieved the impossible. He can
program for the minority and still
appeal to the majority!

It will be ten years next May since
CKSB was first heard in the Red
River Valley, across the Portage
plains and up through the inter-
lake country of the Metis and Ice-
landic fisherman.

PROGRAM POLICY IS BROAD

Since it’s first day of broadcasting
the station has pursued a policy of
news, both world-wide and local;
social happenings from every town
and village; promotion of local talent;

IN THE MAIN PICTURE, Uncle Léo Brodeur is seen telling a story to

some of his young fans on the daily program “Club Des Jeunes” or

“Kiddies’ Corner’”. Below, Denis Belaire, CKSB production manager,

startles his listeners on his own show. In the oval at top left is CKSB
manager, Roland Couture.

and the programming of good music.

Every week CKSB provides a
schedule of programs that hew faith-
fully to the program policy an-
nounced at the opening of the sta-
tion. Sunday morning is standard-
type program for shut-ins, with the
addition of local happenings calcu-
lated to keep the shut-in abreast of
the changing scene in his commu-
nity. Opera is aired every day on the
station, with a complete opera each
Sunday. Promenade Musicale offers
a % hour of classical selections Mon-
day through Friday. Ranch 1250 fea-
tures western music each day with

TWO STATIONS T'CAST HOUSE OPENING
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THIS YEAR, for the first time in its 50-year history, the opening of the
Alberta Legislature was seen on Albertans’ telescreens, when two
private TV stations covered it with movie cameras. In the picture,
Vern Kent is seen exposing some of the 300 feet of film he shot for
CHCT-TV, Calgary. He was assisted by Byron Scott of the station’s news
department. The ceremonies ended at 4.30 p.m. and the two men flew
back to Calgary with the film and had it on the air at 11.05 that
evening. Walter Hartwig and Vagn Andreasen handled the filming of the
event for CFRN-TV, Edmonton. The Edmonton station telecast its version
of the opening ceremonies twice.
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live talent supplying the entertain-
ment each Saturday. The waiting list
to appear on these shows stretches
to the end of March.

Farm Commentary is a French
network program carried each Sun-
day. In addition, a staffer visits rural
centres and broadcausts directly from
the location every week from Octo-
ber through May. The program con-
sists of a call at the school and
usually a visit with the parish priest.
The visit with the pastor is really a
clever piece of programming, because
the life of the town has centred on
the church and complete historicul
background can be obtained through
the parish records. It is a very
popular program with historically
minded listeners.

CKSB Presents, is a live program
presenting local actors in the senior
group. This drama group is produced
bv production-manager Belaire, who
can draw on his background of
theatre and radio acting. He has
been a member of Le Cercle Moliére,
for 25 years. This is an amateur
drama group which has drawn rave
notices from vigiting adjudicators
for ‘many years.

Although French - speaking list-
eners are predominantly Catholic.
the station carries less religion on
Sunday than its English language
counterparts across the river in Win-
nipeg. Incidentally, two members of
the station’s fifteen member board
of directors are Catholic priests.

The children are far from forgot-
ten on CKSB. Club Des Jeunes or
“Kiddies' Corner” is a daily program
that is high-lighted by contests,
news, music and stories. The young
man who is master of ceremonies and
also producer of the junior drama
group is well qualified to handle the
show. Leo Brodeur is a university
graduate, a writer of books for chil-
dren, an actor, and producer-writer
of historical films,






