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ALL ROADS LEAD to Mont- 
real's brand new Queen Eliza- 
beth Hotel and then s -t -o -p for 
the CARTB Convention, May 11 

to 14. Photo is by Harold Heron. 
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1958 PERSONNEL DIRECTORIES 59 
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FACTS and FIGURES EVERY ADVERTISER 

SHOULD KNOW ABOUT 

RADIO IN CANADA 
CIRCULATION AND 
COVERAGE: 

SET SALES: 

LISTENING: 

COST: 

FLEXIBILITY: 

* 

** 

There are over 7,500,000 sets being used in 
Canada. 

* 5,250,000 in homes, 
* 1,313,000 in cars, 
* 937,000 in other pjaces. 

all homes in Canada are Radio homes. 
74% have 1 set, 
19% have 2 sets, 
5% have 3 sets, 
2% have 4 or more sets. 

96.1% of 
** 
** 

** 
** 

** Since 1954, Radio set sales ha\ve averaged 
632,080 sets per year. 

* * * 

*r. 
*** 

Average daily listening time per Canadian 
home in: 

Metropolitan Areas 3 hours and 37 min. 
Non -Metropolitan Areas 4 hours and 43 min. 
Canada Wide 4 hours and 16 min. 

The above figures of total listening time per 
Canadian Home are not potential, but actual 
listening. 

LISTENING BREAKDOWN: 
* * * 6 a.m. to noon - 43%. 
'k * * noon to 6 p.m. - 36%. 
* * * 6 p.m. to midnight - 21%. 

In terms of actual homes reached per dollars 
spent the cost of radio is lower than all other 
major media. 

Radio offers maximum flexibility. In addition, 
Radio is a very adaptable medium. 

Radio sells services and products for hundreds of satisfied advertisers 
throughout Canada. Have your Advertising Agency show you how 
radio can be used effectively in your present and future campaign. 

* Estimate based on DBS '' DBS 

Zadia Dicttaiem 

'* BBM 

SUITE 404 - 200 ST. CLAIR AVE. WEST, TORONTO 7, CANADA TELEPHONE WA. 2-0502 

BAB-Radio Division promotes Radio as an advertising medium and is a Division of The Canadian Association of Radio and Television Broadcasters. 
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DUNTON HINTS SECOND TV LICENSES 

THE FIRST INDICATION of a 
new licensing policy for radio 

stations in the light of the prospect 
of competitive television was given 
in Ottawa last month in the CBC 
Board of Governors' recommenda- 
tions to the licensing authority. 

The board recommended against 
the licensing of two new radio stations 
in Montreal and gave among its 
reasons "the prospect of additional 
television stations" in the city area. 

The applications were from Geoff 
Stirling, president of CJON - Radio 
and TV, in St. John's, Newfoundland, 
for a new AM radio station with 
5,000 watts power on 980 kcs; and 
from George S. Mooney, for a licence 
to establish a new AM Radio station 
at Dorval, a Montreal suburb, with 
a power of 5,000 watts on 1570 kcs. 

In its recommendation, the board 
stated: 

"After a thorough study of the 
services provided by the radio sta- 
tions now operating in the Montreal 
area, and after carefully considering 
representations by these two appli- 
cants and by opposing existing 
stations, the board is not convinced 
that an additional station or stations 
would improve general service in 
the Montreal region. In the opinion 
of the board, an increase in the 
number of stations in a given area 
under present conditions is closely 
related to the problem of assuring 
reasonable standards of radio broad- 
casting, which has given the board 
much concern. This has particular 
application in metropolitan areas, 
where there are prospects of addi- 
tional television stations." 

During the hearing the applica- 
tions were opposed by J. Arthur 
Dupont, owner of CJAD, Montreal, 
who reiterated past views that the 
advertising dollar in Montreal could 
not support another station. Mr. 
Stirling argued that by improved 
programming, new advertising 
sources would be created. 

Mr. Stirling also offered to dispose 
of his interest in CJON and CJON- 
TV if the application for the Mont- 
real station was recommended for 
approval. 

EARMARKED FOR CBC 
The board also recommended for 

denial the application for a new TV 
station in Corner Brook, Newfound- 
land, and new radio outlets in Corner 
Brook and Calgary . 

Its recommendation against the TV 
application was made 'because of 
CBC plans to build its own TV 
station there. 

In its recommendation against the 
radio station, the board stated it had 
not found a reason to change its 
opinion of June, 1955 that a second 
sound broadcasting station could not 
operate in this area, giving good 
broadcasting service, having in mind 
the development of television. 

Both the radio and TV applications 
were submitted by George E. Hill - 
yard, on behalf of a company to be 
incorporated. 

The decision regarding the Mont- 
real applications is considered to 
stem from the Fowler Royal Com- 
mission recommendation and the 
promise of Prime Minister Dief en - 
baker that the time was now ripe to 
permit more than one TV station in 

metropolitan areas. This question is 
expected to be dealt with during the 
coming session of Parliament, which 
begins May 12. 

NO NEW CALGARY STATION 
The board also recommended 

denial of an application by Rundle 
Broadcasting Company of Calgary to 
establish a new AM radio station 
with a power of 5,000 watts on 1330 
lees. The board stated: "After con- 
sidering representations by the appli- 
cant and. by opposing existing sta- 
tions, the board has not found a 
reason to change its opinion of June, 
1956, that an additional station would 
not have a good effect on the quality 
of service in the area." 

Two applications for power boosts 
were recommended for approval. 

CHUM -Radio, Toronto, received 
recommendation for approval of its 
application for a boost from 2,500 
watts daytime to 5,000 watts day, 
2,500 watts night on 1050 kcs. The 
board said it was technically possible 
and would improve service if the 
station continued to "provide pro- 
gramming relating reasonably to the 
assurances given to the board in 
January, 1957." 

CFAM-Radio, . Altona, Man., re- 
ceived recommendation for approval 
of its application for a power boost 
from 1,000 watts to 5,000 watts on 
1290 kcs. 

Application for a 10,000 watt stand- 
by transmitter for CKAC-Radio, 
Montreal, was also recommended for 
approval. 

Application by CFQC-TV, Saska- 
toon, for an increase in power from 
e.r.p. of 100 kw, video, and e.r.p. of 
60 kw audio, on Channel 8 to 180 kw 
video and 100 kw audio was also 
recommended for approval. 

The following financial applications 
were also recommended for approval: 

CFCN-Radio, Calgary: transfer of 
4,000 common shares. 

CHNS-Radio, Halifax: transfer of 
1 common share. 

CFGT-Radio, Alma, Que.: issuance 
of 5 common and 40 preferred shares. 

CJAV-Radio, Port Alberni, B.C.: 
transfer of control to Kenneth Henry 
Russell Hutcheson. 

The following deferments were also 
granted: 

CKLB-Radio and CKLB-FM, 
Oshawa: change of ownership to 
Charles J. Henry on behalf of a 
company to be incorporated. At the 
request of applicant. 

Hugh M. Tait, Woodstock, N.B.: 
license to establish new AM radio 
station at Woodstock. To provide an 
opportunity for hearing at the same 
time this application and another 
already submitted for this area. 

CLEAN YOUR 
FILMS WITH 
ECCO 1500 

Anti -static film cleaner 
non - flammable - non - toxic 
recommended by leading labs 

CALDWELL At"EQUIoPMENT 

C LTD. 
447 JARVIS ST. TORONTO 

IS A GROWING 'MARKET 

Skating Rink in St. ohn's, Newfoundland, is a popular centre. 

NEWFOUNDLAND 
NOTEBOOKRad 

John's, in Use in St. 

Newtn 

Seland, 
are the highest of any 

Newfound 
city in Canada. 87.7% of all homes 

in the Province have Radio. (D B iott- 
Average "Sets -in -Use" Çómárison, 
Haynes Report). Montreal (Eng.) 
Toronto shows 18.3, 

22.6, and Vancouver 22.8. 

Since 1949, Newfoundland families 

have had more money to spend than 

ever before. The buying population 

of St. John's is some 300,000, making 

`II it a market considerably higher than 

H, d 
id; and 

larger 
alif 

than London, Ont. 
comb 

News - of weatheaxr, current eventsney and marine happen- 
ings - is the most important single factor in the lives of 
Newfoundlanders. Less than 8% of the population buys 
any newspaper. But ... at any time of the day ... there 
is an average of 53.9% of all radio sets turned on. 

Represented 
in CANADA by 
STOVIN-BYLES LTD. 

RADIO-NEWFOUNDLAND 

Represented 
in U.S.A. by 

WEED & COMPANY 
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Radio Stations 
Vancouver 
Prince Rupert 
Nelson 
Calgary 
North 

Battletord 
CKOM Saskatoon 
CJGX Yorkton 
CKY Winnipeg 
CJRL Kendra 
CJBC Toronto 
CFOS Owen Sound 

CJOR 
CFPR 
CKLN 
CKXL 
CJNB 

ep S 
ßeMnd theScené 

in 'Radio 
as transcribed by N.N. Stavin 

While browsing through some publick journals this night, did 
chance on a picture of my old friend Rai Purdy, now in Scotland, 
and did find myself carried back to the early days of Radio; and 
to one of its great programs with a great sponsor; to wit, 
"Wrigley's Treasure Trail" Did lean back in my arm- 
chair and then smile at my thoughts until my wife inquired 
tartly why I was looking like a Cheshire Cat. Whereon I did 
remind her that she, too, must remember Rai Purdy at the 
microphone, and Al. Savage going through the audience with 
silver dollars, the two furnishing much good entertainment. Did 
to myself recall the time the lady, for five silver dollars, defined 
the word "sporran", and how the gales of laughter did almost 
drive "Treasure Trail" off the network My wife did 
remind me that the commercials were always short and 
pleasantly done, yet listeners did always know that Wrigley's 
gum was wholesome for the entire family, as well as refreshing 
to the mouth, as indeed it still is Wrigley's have long 
been goodly supporters of Radio entertainment, with many fine 
shows both in Canada and the United States - and have told 
the story of their good products in many millions of homes over 
the years. And it does please me much to observe that they 
still give their support to Radio, using much of it today in 
daytime hours. And indeed how better can an advertiser 
reach housewives and children than in the daytime, especially 
in these times when a radio in almost every room in the home 
is the usual thing? Resolved that the next time some 
long -faced individual did tell me Radio was losing its advertising 
power, to hand him a stick of Wrigley's Spearmint gum and let 
him chew his own words along with it. 

STOVIN-BYLES maxi 

MONTREAL TORONTO WINNIPEG 
VANCOUVER 

Representing: 
Tetevision Stations 

ServingVancouver 
CJBO Belleville KVOSTV Victoria 
CKLC Kingston CHAT -TV Medicine Hat 

CFJR Brockville CKOS-TV Yorkton 
CKSF Cornwall CJBR-TV Rimouski 
ciMSCHOU 

Pembroke -TV Quebec CUT 

CKC Montreal TV Moncton 

CKCW Moncton C JON TV St. Johns, Nfld. 

CJON St. John's, 
TV Brgten tia NFld. CJOX' 

ZBM Bermuda GMá Teubafon 
Network, 

ZNS Nassau 
CMO Cuba 

OorJJIiiioguíáIir 

FIVE STATIONS WIN BEAVER AWARDS 
TWO TELEVISION stations tied 

for top honors in this year's race 
for Beaver Awards, which are given 
for distinguished service to Canadian 
Radio and Television Broadcasting 
in 1957. The judges picked five win- 
ning stations for their achievements 
as reported in last year's issues of the 
CANADIAN BROADCASTER, and here they 
are, in order of standing. 

Tied up in first place are CFCL- 
TV, Timmins, and CKCO - TV, 
Kitchener. 

CFPL-TV, London came third. 
CHWO-Radio, Oakville, was fourth. 
CHNS-Radio, Halifax, was fifth. 
The following three stations, while 

not given awards, were honorably 
mentioned: 

CKNX - Radio and CKNX - TV, 
Wingham; CJON-Radio and CJON- 
TV, St. John's; and CFJR, Brockville. 

HERE ARE THE CITATIONS 
The CFCL-TV, Timmins, Ontario, 

Beaver was based on an article en- 
titled "The North Calls It Our 
Station", which appeared in the 
April 18 issue of the BROADCASTER. 

The citation reads: "For its wide 
variety of programs, including sixteen 
hours a week of live features, through 
which it is making itself an intrinsic 
part of the communities it serves." 

CKCO - TV, Kitchener, Ontario, 
won its award for the program series, 
Medical Library, which was described 
in the issue of October 3, 1957, in the 
article - - "Dispelling Dread Is The 
First Step To Healing". The citation 
reads: " Far Medical Library, a 
series of ten live programs, produced 
by Douglas Geekie, of the Wellington 
County Board of Health, which dealt 
with the realism of diseases, from 
rickets to cancer, but in simple lay- 
man's language, calculated primarily 
to dispel fear." 

CFPL-TV, London, Ontario, re- 
ceives its Beaver for a "program with 
a purpose", described in an article 
entitled "AA Programs Are Human 
And Helpful", which appeared Sep- 
tember, 1957. According to the cita- 
tion, this Beaver was awarded: "For 
their help to those afflicted with the 
problem of alcoholism through the 
human and helpful program, Twelve 
Steps, devised and conducted by the 
Reverend Don Joyce". 

Next on the list is CHWO-Radio, 
Oakville, Ontario, whose award was 
based on the article "No Crumby 
Programs For O a k v i'1 l e's Upper 
Crust", featured in the issue of June 
20, 1957. This citation says the Beaver 
was awarded: "For courage in ex- 
panding the scope of its programs to 
include those whose interests lie in 
more serious music and an analytical 
treatment of world and local news." 

The fifth Beaver goes to CHNS- 
Radio, Halifax, Nova Scotia, and is 
based on an article in the December 
19 issue, entitled "Youngsters Them- 
selves Make Teen Shows Click". The 
judges picked this project: "For a 
number of programs for young 
people, including IQ Tournament, 
IQ Challenge, Your Children Sing 
and Uncle Cy's Talent Club, pro- 

duced by the youngsters under Pro- 
gram Manager John Funston, with 
an eye to combining entertainment 
and education." 

The following articles were the 
basis of the honorable mentions: 

CKNX-Radio and Television, 
Wingham, Ontario - - "Wingham TV 
And Radio Focus On Farmers". 
(August 22nd, 1957). 

CJON-Radio and Television, St. 
John's, Newfoundland - - "Canada 
Will Hear Newfoundland Folk 
Mutic". (August 22, 1957). 

CFJR, Brockville, Ontario - - 
"Parents Sit In On Student Broad- 
casts". (September 19, 1957). 

FIVE PROMINENT JUDGES 
Five prominent people, represent- 

ing a cross-section of Canadian life, 
again gave their services as judges. 
They were Claire Wallace, well- 
known news personality and com- 
mentator, now operating her own 
travel bureau; Mart Kenney, noted 
Canadian musician and orchestra 
leader; Carson Buchanan, former 
manager of radio station CHAB, 
Moose Jaw, Saskatchewan; C. W. 
(Bill) Wright, one-time radio repre- 
sentative, now operating his own 
business as a speech and sales con- 
sultant; and Dr. E. A. "Ned" Corbett, 
farmer director of the . Canadian 
Association for Adult Education. 

With the exception of Dr. Corbett, 
all these judges have been kind 
enough to give us their valuable 
services in past years. Dr. Roby Kidd, 
the present director of the CAAE, 
who has given us his assistance since 
we started the Beavers, was away in 
the East Indies on an educational 
project and Dr. Corbett kindly took 
his place. 

It was the general opinion of the 
judges that, while fewer stations 
were nominated and fewer awards 
given than in the past, there is a 
healthy indication that stations are 
paying more attention to steady pro- 
gramming rather than one - time 
"stunts" which emphasize the spec- 
tacular and the sensational. It is their 
view that while radio and television 
broadcasters make valuable contri- 
butions to their communities in time 
of emergency and at times of national 
holidays, their most meritorious ser- 
vice is performed in the presentation 
of entertainment and information 
regularly, day after day, throughout 
the year. 

To this paper, the annual an- 
nouncement of the awards is reward- 
ing and gratifying. It is our purpose 
to single out stations whose contribu- 
tions have been major ones, con- 
tributions which might otherwise 
have gone unsung. We are fully 
aware that there are many more 
worth -while efforts which do not 
receive the attention and acclaim 
they deserve, because some stations, 
impelled by modesty no doubt, are 
hesitant to give their good works the 
publicity they deserve. 

No "presentations" are required for 
Beaver Awards. Beavers are based 
on stories and articles which appear 
in this paper throughout the year. 
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Conventions Breed Co-operation 
THERE is something significant about 

the fact that the advertisers and the 
broadcasters are each holding their annual 
conventions this month, because the success 
of the broadcasting industry lies largely 
in the fact that it has always worked in 
such close co-operation with the advertisers. 
Old style pressure selling, in advertising 
especially, went by the board long years 
ago. In its place has grown up a system 
of co-operation, under which the adver- 
tising media, the agencies and the adver- 
tisers combine their respective brain power 
to the end that the best may be forthcoming 
for all concerned. 

It is along these lines that there has 
come into being the system under which 
research and other projects are conducted 
on a three-way partnership basis, a partner- 
ship between the three interested groups. 

The prize example of the system in 
broadcasting is the Bureau of Broadcast 
Measurement, operated by the industry, 
the agencies and the advertisers. The adver- 
tisers' ACA and the agencies' CAAA have 
a standing joint committee on radio and 
television. This year the CARTB is fol- 
lowing past precedent by inviting the ad- 
vertisers and the agencies to a day of radio 
and television panel discussions. 

This spirit of co-operation augurs well 
for the continued progress of everyone 
interested in this sort of advertising. With 
the country facing broad economic changes, 
with the coming of a new government, it 
is actually of national importance. 

Most people realize by now that pros- 
perity can best be attained, not on the basis 
of "what else can we do without?" but 
rather "what else can we buy?" In other 
words, Canada has grown to greatness be- 
cause of our national tendency to buy new 
cars, fur coats, appliances and everything 

else before we absolutely need them. This 
means that merchandise has to be sold, 
production has to be stepped up to fill the 
demands, and back of it all, advertising has 
to create the demand to justify the 
production. 

Of equal importance to the harmonious 
relationship which exists between all facets 
of advertising is smooth working from 
within the industry itself. People who 
prosper in a progressive industry are the 
people who are big enough to look beyond 
their own communities out at the entire 
industry, knowing that if they work for the 
good of that industry to the point where 
it prospers, they will prosper as a part of 
it, however small that part may be. 

People who are inclined to sneer at the 
North American system of conventions 
should take another loon at the part they 
play in their own industries. It stands to 
reason that people who work at the same 
business, year in and year out, although 
they are apart from a geographical stand- 
point, are bound to have differences of 
opinion from time to time. 

Conventions, and only conventions, 
enable them to meet on the conference 
floor, or in a bedroom with a glass in their 
hands for that matter. They can talk things 
over face to face, call each other the odd 
name if it will relieve their feelings, but 
come out of it all with a closer understand- 
ing of one another's problems. 

It is with these few random thoughts 
that we sincerely dedicate this issue of our 
paper to the two important associations 
which are about to meet. May cordiality 
abound, and out of it may there grow a 
spirit of mutual understanding which is 
the sound basis for progress, prosperity 
and success. 

/tee id SV'ttse d 
Ll FFECTIVE APRIL 25, Bruce n Butler has resigned as general 
manager of Jos. A. Hardy & Co. Ltd., 
radio and TV station reps, to open 
his own office as Bruce Butler & 
Associates Ltd. Joining him in the 
new venture are Ted Pepler and 
Alex Stewart, who will sell and 
service radio and TV stations in 
Toronto and Montreal . 

Announcement of stations to he 
represented by the new organization 
will be made shortly. 

Butler's temporary head office is 
located at 82 Royal York Road N., 
Toronto 18. The telephone is BEl- 
mont 1-0701. 

RT HARRISON advises that he 
has been appointed manager of 

Jos. A. Hardy & Co. Ltd., Ontario 
Division, effective May 1. Harrison. 
who is 41, succeeds Bruce Butler, 
who has resigned. For the past five 
years, he has been manager of the 
radio division of H. N. Stovin & Co. 
and Stovin-Byles Ltd. Previously he 
was sales manager of CKBB, Barrie. 
The Hardy office in Montreal will 
continue to be managed by Guy 
Daviault. 

RT. "BOB" BOWMAN has taken 
. over the duties of general 

manager of Radio Station CFBC, 
Saint John, New Brunswick having 
acquired a financial interest in the 
company, it has been announced by 
the directors of Fundy Broadcasting 
Company. Bob previously managed 
the station from 1949 to 1954. 

L. D'EON who left his job as 
sales manager of CKOC, Ham- 

ilton, two months ago to take up the 
position of commercial manager at 
CHUC, Cobourg -Port Hope, has been 
appointed general manager of that 
station, effective immediately. 

IRAOlO Q/ßS __ 

WE'LL NAVE TO KEEP 
THE MOTOR RUNNING, 
HAMPSTEAD, IF 
WE'RE GOING TO 
MAKE BANFF BY 
JUNE FIFTH 

FOR THE WAB- 

MONTREAL 
CART B 

CO/V ENTioN 
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RADIO OPENS THE DOOR TO A MILLION NEW CANADIANS 

-11URING THE past thirteen years, 
1) practically since the day the 
Second World War ended, a unique 
new buying force has been building 
in Canada. It is now made up of 
more than a million people, who - 
at least at first - can speak little or 
no English or French, who are 
largely unfamiliar with products and 
brand names which are household 
words to the rest of us - and yet 
who want to assimilate and who are 
eager for the advertising message 
which tells them what to buy. 

The group is, of course, our New 
Canadians: the Germans, Italians, 
Dutch, Poles, Hungarians, Ukrain- 
ians and others from Continental 
Europe who will pour into this coun- 
try at the rate of about 14,000 a 

month during 1958. 
Only two key media seem the 

logical choices to do the job. One is 

the ethnic press. The other is radio. 
"There are three definite periods 

of communication with the New 
Canadian," says W. A. Hoellige, a 
Toronto public relations consultant 
specializing in the foreign language 
market. "The first stage is when the 
prospective immigrant is still in 
Europe; the second is the first few 
months in Canada; and the third is 
a continuing period that could last 
all his life - as long as he still has 
Continental ties. 

By Brian Swarbrick 
Staff Writer 

"While he is still in Europe he is 
exposed to multilingual literature 
distributed by the Department of 
Immigration, which is largely of an 

W. A. Hoellige 

informative and public relations 
nature. About the only advertising as 
such which he sees is that put out by 
major industries; perhaps a brochure 
by an oil company which tells him 

From a WHISPER in 1923.. . 

To a Voice in '58 that PENETRATES the 
largest trading market in Saskatchewan. 

Buy this far-reaching market with 
Radio CFQC. 

CONTACT OUR REPS 
Radio Reps - Canada 
Young Canadian Ltd. - USA 

about motoring in Canada. 
"The important stage," says Hoel- 

lige, "is when he arrives in Canada, 
and the period immediately after his 
arrival. The new Canadian needs 
information; he cannot read news- 
papers and he cannot afford tele- 
vision. The radio is one of his prin- 
cipal sources of knowledge about 
his new country. Perhaps he may 
only wish to know where to buy a 
particular food he was used to in 
the old country, but in seeking this 
information in radio or the ethnic 
press he learns of a thousand other 
products which are also available to 
him." 

RADIO FOR FAMILIAR MUSIC 
Hoellige pointed out some of the 

unique viewpoints of the foreign 
language buyer. `Because of emo- 
tional attachments with his home- 
land, one of his first purchases will 
be a radio. He wants to hear familiar 
music. He wants to have ties with 
Canada in a language he can under- 
stand. He wants Canadian products 
which he will soon be buying de- 
scribed to him in his native tongue, 
in familiar accents. And for that 
reason, nationally advertised prod- 

` ucts - - such as automobiles, brand - 
name household goods and so on - - 
which he sees advertised in other 
media are doubly implanted on his 
mind if he also hears them described 
in his own tongue on the radio." 

The third stage, according to Hoel- 
lige, comes when the New Canadian 
has lived in the country for some 
time. By this time he is completely 
integrated into Canadian life, con- 
versant with the language, but still 
prefers certain products either not 
made in Canada or made according 
to European preferences. These 
products are advertised almost ex- 
clusively in foreign language radio 
programs and the ethnic press. 

MORE FOREIGN PROGRAMS 
Foreign language broadcasting has, 

obviously, boomed in the last few 
years. A survey by the CARTB, just 
completed, shows that 52 of its mem- 
bers regularly program in some 
other language than English or 
French. In 1955, only 27 reported 
that they carried foreign language 
programs. 

Dominion Bureau of Statistics 
figures show that 80 per cent of the 
immigrants to Canada in recent 
years have settled in urban areas, 
with 50 per cent locating in Southern 
Ontario, mostly in the heavily -indus- 
trial island comprising Toronto and 
Hamilton. This is borne out by the 
foreign language broadcasting in 
Toronto. CKFH programs 20 hours a 
week in nine different tongues. 
CH1VIL has about two hours daily 
in six languages. There is no loca- 
tion across the country which has 
no foreign language programming, 
although, as the DBS statistics in- 
dicate, the broadcasting is concen- 
trated where the largest groups of 
New Canadians have migrated. 

Most of the programs are recorded 
continental music, although some 
stations feature local, ethnic and old - 
country news and sports, Usually 

commercial time is sold to the in- 
dividual producer, who in turn sells 
spot announcements to manufac- 
turers of products of particular in- 
terest to certain ethnic groups, such 
as spaghetti in an area with a 
strong Italian settlement. 

However, a growing interest is de- 
veloping among national advertisers 
in this market, according to Gordon 
Keeble of S. W. Caldwell. No national 
advertiser has made a move yet, 
though. 

"They are all waiting to see what 
happens when someone else tries it," 
Keeble said. 

RATINGS WON'T WORK HERE 
One of the drawbacks is the lack 

of accurate ratings. Since the samples 
are based on either English or 
French-speaking audiences, all de- 
ductions about the listening habits of 
ethnic groups are inconclusive. 

"The trouble is," says Keeble, "that 
an audience rating reflects the lis- 
tening habits of 100 per cent of the 
population. A foreign language pro- 
gram may be aimed at only 15 per 
cent - and the rating doesn't tell 
the advertiser what portion of that 
15 per cent is getting his message. 

Caldwell's have so far developed 
three foreign -interest programs, and 
are considering several others. So far 
none of these has worked into a 
regional or national campaign, but 
they are getting local sponsorship. 

One is an all -English program, 
English by Radio, which uses various 
techniques to help New Canadians 
brush up on the language. The 
second is a news commentary in 
English, German and Italian, and 
the third is an answer -man show in 
which various experts and authori- 
ties reply to submitted questions by 
New Canadians on domestic topics. 

Union Resents CBC lay-off 

HE INTERNATIONAL ALLI- 
ANCE of Stage Employees 

(IATSE), has charged that the CBC's 
lay-off of 32 Montreal members of 
the union was "pure reprisal" 
brought on because they took part 
in a five-day strike against the CBC 
last January. 

The CBC said it had dismissed 17 
assistant carpenters, and had laid off 
10 machinists and five painters. It 
said the dismissal of the carpenters 
followed an agreement with IATSE 
that the "Assistant" category would 
be abolished. Twenty-eight men had 
been originally affected but it was 
possible, the CBC said, to keep 11 
of them. 

"It is not probable the 17 will be 
hired again," it added. 

The painters and machinists were 
laid off due to "seasonal diminishing 
of work volume," and would likely 
be re -hired in the fall. 

The union says the dismissals are 
unjustified, since only Montreal 
workers are affected. It charges that 
the men were let go after they went 
out on strike protesting that they 
were required to do jobs outside 
their own trades. 



May 8th: 1958 Canadian Broadcaster Palle Scvcn 

odia a le/wait:on galeA, 9frtc. 

BIG AND 
SMALL 

WE 
SELL 

THEM ALL 

Also Representing 
Leading U.S. Radio 

& Television 
Stations in Canada 

rilKdcf 

WAVe/zexatt 

VOCM 

CJQC 

CKBM 

CKTR 

CFDA 

CKVL 

CHUC 

CHUM 

CHWO 

CFRS 

CJ SP 

CHEK 

Keith Kearney 
Toronto 

ST. JOHN'S - Soon 10,000 watts. 

QUEBEC CITY - Only English voice of Old Quebec. 

MONTMAGNY - Speaks to the Quebec Farmers. 

THREE RIVERS - Soon 5,000 watts. 

VICTORIAVILLE - Quebec's 7th Major Market. 

VERDUN - MONTREAL - Soon 50,000 watts. 

COBOURG - PORT HOPE - Opening a brand new market. 

TORONTO - Soon 5,000 watts. 

OAKVILLE - Serving Rich Suburbia. 

SIMCOE - Voice of the Tobacco Farmer. 

LEAMINGTON - For Canada's 7th market. 

CRANBROOK - 75,000 new customers in B.C.'s 
East Kootenays. 

RADIO 8 TELEVISION 

ra) SALES INCORPORATED 

Emery Richmond 
Montreal 

10 ADELAIDE STREET EAST, TORONTO 
Tel. EM. 6-8944 

1543 CRESCENT STREET, MONTREAL 
Tel. BE. 7042 



Page Eight Canadian Broadcaster May 8th, 1958 

Eteuaccie 7x4re.9 

PAST PERFORMANCE IS THE KEY TO HIRING PERSONNEL 
cc IRWNG PERSONNEL on their 

1-1 outward appearances and their 
personalities, is one of the biggest 
mistakes being made by business 
today," says Jack McQuaig of the 
McQuaig Institute of Executive 
Training. "What you must do is hire 
him on his character." 

McQuaig was speaking to about 75 

executives and personnel managers 
from industries ranging from oil 
companies, insurance firms, electrical 
appliance manufacturers and broad- 
casting at a two day manpower clinic 
in Toronto last month. 

McQuaig said he wondered if the 
people responsible realized that if 
you consider salary, expenses and 
training costs, "you invest about 

CLEAN YOUR 
FILMS WITH 
ECCO 1500 

Anti -static film cleaner 
non - flammable - non - toxic 
recommended by leading labs 

CALDWEIL 4 EOUIoPMEpHi 

447 JARVIS ST. TORONTO 

$250,000 of the company's money 
when you hire a career man." That 
he said is a lot of money in any 
business. 

"Unfortunately it is impossible to 
appraise a man by looking at him 

and talking to 
him briefly. 
This type of in- 
terviewing is 
inadequate for 
the following 
reasons: The 
complete facts 
are not re- 
vealed. There is 
no basis for in- 
terpreting those 
facts which are 
revealed. All 
interviews are 

prejudiced about people. The inter- 
terviewer has little knowledge of 
personality development and the 
drives and motives behind human 
behavior. Much human behavior 
develops in the subconscious. Past 
environment influences personality 
development. 

PAST PERFORMANCE COUNTS 
McQuaig then presented his own 

interviewing method. The theory 
behind it is that personality traits 
develop early in life and that men 
do not change in temperament and 

Jack McQuaig 

basic characteristics, to any large 
degree, after the age of 18. 

"The best way to understand men 
and predict their success on the job 
is to have complete knowledge of 
their past performance. From this 
performance we can discover their 
habits of behavior and thereby 
predict approximately what they will 
do in the future," he said. 

Interviewing does not call for 
super intelligence, but it does require 
four things: 

(1) The ability to inspire confidence 
in the interviewee and get him to 
talk. 

(2) Some knowledge of personality 
and character development and 
human behavior. 

(3) Knowledge of the questions to 
ask to get required facts. 

(4) Ability to interpret facts with 
sound judgment free of personal 
prejudice. 

An adequate appraisal of charac- 
ter and personality needs a review of 
a man's history from early life to 
the present time. All this requires 
study in the following areas: Family; 
Education; Social; Hobbies;'Econo- 
mic; Work; Health; Religion; 
Military. 

"When you feel you have all the 
information on the interviewee you 
have to appraise him. I suggest that, 

when doing this, you look for these 
qualities." 

Attitudes - towards working, 
especially for you. Find out whether 
he is ambitious or whether he is 
looking for a soft job with good 
money. 

Motivation - Will he work? 
Stability - Is he steady and able 

to keep up with the pace of work? 

Maturity - This is best explained 
by comparing him with the immature 
person who is dependent on others, 
possesses a lack of control, self- 
centered, pleasure minded, has poor 
judgment, has no regard for con- 
sequences and is a show off. 

Aptitude -The ability to get along 
with people to the extent that he can 
inspire confidence in them and influ- 
ence them. He may also have mathe- 
matical and mechanical ability. 

TECHNIQUE OF INTERVIEW 
"There is an approach to conduct- 

ing this interview and it can only be 
developed with experience, but I 
would suggest the following pattern," 
McQuaig said. 

(1) Approach it with an open mind 
and without preconceived opinions. 

(2) Keep your appraisal of the 
man separate - - separate from the 
description of the job. If he wants to 
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"Make the hiring of men important" 
know about the job you have to 
offer. Get somebody else to tell him 
before or after. 

(3) Build up his confidence - - 
conduct the interview where he will 
feel at home. Make him feel you are 
stupid and he will reveal facts to 
you because he doesn't think you 
know what you are doing. 

(4) Start on familiar ground - - 
don't start in by asking about his 
family. Start with his previous 
experience. 

(5) Take sufficient time. 
(6) Be non-directive - - appraise 

him strictly on his history. 
(7) Avoid trick methods - - like 

the applicant, who, as soon as he 
walks into the interviewer's office, 
gets confronted with "Jones you will 
never make a good man. You are just 
wasting your time". The idea is to 
see whether he will stand and fight 
or turn and run. 

(8) Avoid leading questions - - 
make sure that when you ask a 
question you don't answer it at the 
same time. If you produce a better 
answer than he has, he will use it. 

(9) Pay little attention to his 
claims, appearances and congeniality. 
Make him back up his claims with 
examples and then explore them. 

(10) Account for all his time -. - 
if there is a period of six months 
missing out of his work history, find 
out what he was doing. 

(11) Explore unusual circumstances 
thoroughly. 

(12) Avoid criticism - - for instance, 
when he's talking about his previous 
jobs don't tell him what he should 

have done. 
(13) Check inconsistencies in his 

history. 
(14) Investigate all areas in appli- 

cant's life. 
(15) Make sure you get an answer 

to each question. 
"When something turns up during 

the interview that makes you decide 
without a doubt that he is not the 
man for you, finish it right there," 
he said. 

WHAT TO WATCH FOR 
During any interview there are 

ways in which the interviewee can 
foul things up. I suggest you watch 
for the following." 

(1) Attempts to conceal all the facts 
- - he might attempt to leave out the 
bad and just mention the good things. 

(2) False statements - - these can 
be made about qualifications. 

(3) Shifts in conversation - - if 
this occurs follow it up and find out 
why he doesn't like the topic or 
question. 

(4) Repeated reference to one thing 
- - for instance if he repeatedly tells 
you he is a hard worker, the reverse 
is probably true. 

(5) Beware of the halo effect - - 
if everything is too good, start look- 
ing for the bad things. 

(6) Avoid jumping to conclusions. 
McQuaig said that when hiring a 

man there were numerous ways to 
go about it, but there were a few 
steps that should always be included. 

Use an application blank in all 
cases and keep them on file. 

Have a preliminary screening in- 

terview to eliminate those who are 
unstable and immature. 

Use psychological tests. They are 
helpful, but only provided they are 
used with discretion. 

Reference checks - - when you 
reach a conclusion about an appli- 
cant, check it. Do not pay any atten- 
tion to written references and beware 
of "guilt -edge" portfolios. Get out 
and check on your applicant with 
the man who was his immediate 
superior. He will have a lot of valu- 
able information about him. You can, 
of course, ask him the $64,000 ques- 
tion, "Would you hire him again?" 
If a visit is impossible, call him by 
phone, long distance helps, because 

these calls always get answered. Also 
get references from his friends. 

Finaly, McQuaig said that, to hire 
the best men it is necessary to: 

(1) Get the company executives 
personnel minded. 

(2) Make the hiring of men 
important. 

(3) Make it impossible to hire a 
man on hunches and personal 
opinion. 

(4) Have a routine procedure for 
everybody. 

(5) Use all the available tools and 
methods to get information on the 
applicant. Then use your brain and 
judgment for selection. 

SEE YOU AT THE 
C. A. R.T. B. 
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JAMIESON NAMED PRESIDENT AT AAB BULL SESSION 

rT HERE WERE NO keynoters or 
1 expert speakers at this year's 
meeting of the Atlantic Association 
of Broacasters which met- under the 
chairmanship of President J. Arthur 
Manning, CKCL, Truro, at the Fort 
Cumberland Hotel, Amherst, N.S. 
April 21-2. Instead, members, asso- 
ciate members and guests exchanged 
ideas and problems on such topics 
as business trends, programs and 
costs. 

The first session, chaired by 
E. Finlay MacDonald, CJCH, Halifax, 
brought forth comparisons of busi- 
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literature today. 
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CORP. LTD. 

443 Jarvis Street Toronto 
Telephone WAlnut 2-3159 

By Dick 

DON JAMIESON, of CJON-Radio 
and CJON-TV, was elected president 
of the Atlantic Association for the 
:oming year. He was also nominated 
to serve as Broadcast News Director 
for the Atlantic Region for the 

third successive time. 

The greatest 
French advertising 

medium 
in 

Quebec 

OOOOKV 

SHERBROOKE 

We cover 
the Montreal market 

Lewis 

ness volume in the first three months 
of 1958. It was found that national 
advertising revenue was up in four 
major areas and down in three 
others. Local advertising showed an 
upward trend, especially in the 
smaller markets. 

In the first afternoon's session, 
chaired by John Funston, of CHNS, 
Halifax, the stations discussed prob- 
lems revolving around program- 
ming personnel, and the advisability 
or otherwise of programming to 
minority audiences. They also ex- 
plored the advantages of sharing 
actuality broadcasts on a network 
basis. 

Don Jamieson, CJON, St. John's, 
Newfoundland, chaired the third 
panel on the second morning and 
led the delegates into a discussion 
of operational problems and other 
"loose ends". This led into such 
topics as costs, programming, staffing 
problems, surveys and library 
services. 

Don Jamieson was elected presi- 
dent of the Association for the 
coming year and other officers chosen 
were Jack Lewis, CKEN-CFAB, 
Kentville-Windsor, first vice presi- 
dent; Bob Large, CFCY, Charlotte- 
town, second vice president; and Tom 
Tonner, CKCW, Moncton, secretary - 
treasurer. 

A committee of trade press and 
news service representatives chose 
President J. Arthur Manning as the 
winner of the Canadian Broadcaster 
Press Table Trophy, which is 
awarded by this paper at each 
regional convention to the repre- 
sentative of the member station or 

associated organization who makes 
the greatest contribution to the con- 
vention. This trophy takes the form 
of a portable typewriter in a carrying 
case. 

BROADCAST NEWS MEETS 
Besides his election to the presi- 

dency of the Atlantic Association, 
Don Jamieson was nominated for his 
third term as Atlantic Region Direc- 
tor to Broadcast News Limited. This 
took place at a meeting held by 
Broadcast News in conjunction with 
the AAB Convention. 

During this meeting, which was 
chaired by Charlie Edwards, with 
Don Covey acting -as secretary, the 
question of news make-up was dealt 
with in considerable detail. 

On the question of style, Covey 
explained the standards in use by 
Broadcast News and invited criti- 
cisms and suggestions for improve- 
ment. This was the opening shot in 
BN's cross-country project to estab- 
lish a writing style satisfactory to all 
their stations. 

Jack Brayley and Ed Smith, of 
BN's Halifax Bureau, joined Edwards 
and Covey while the operation of the 
Broadcast News federal election re- 
port was explained and discussed. 

The perpetual question of week- 
end coverage came up again and 
Edwards reiterated his request to 
stations to file their copy to the 
nearest BN point for distribution 
over the circuit. This was parti- 
cularly desirable, he said, between 
Saturday noon and Sunday night: 

Systems employed in connection 
with sporting events and weather 
reports were also examined. 

Spend One Billion On Radio Since War 
HILE MANUFACTURERS con- 
tinue to dream up new methods 

by which radio sets can be sold, the 
sale of sets in Canada continues to 
-rise. In a release prepared for the 
Canadian Radio Week Committee it 
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looks forward with pleasure to meeting its members and 

friends at the Annual Conventions of 

96 EGLINTON 
AVE. EAST 
TORONTO 

A non-profit organi- 
zation operated by 

nd for Advertisers, 
Agencies and Broad- 
casters. 

ACA 

CARTB 

Toronto 

Montreal 

May 5 - 7, 1958 

May 11 - 14, 1958 

All members and associates of ACA, CAAA and CARTB are 
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shows that since the end of the last 
war Canadians have bought 8,500,000 
radio sets, nearly two and a half 
times as many as in the previous 
twenty years. 

Since 1925, the release says, Cana- 
dians have spent an estimated one 
billion dollars on radio receivers for 
their homes and cars. At an average 
of $77 a set they will put out another 
$57,750,000 in 1958. 

To back the claim of a large poten- 
tial market still available, the release 
says that there are no less than 
161,000 homes in Canada without 
radio at all, and nearly 3,000,000 with 
only one set. Also there are 53,000 
television homes without radio. 

In the car radio end it states that 
last year 722,000 sets were sold as 
opposed to 979 in 1943. 

The manufacturers are producing 
a variety of new models, including 
tiny transistor portables, FM tuners, 
clock radios, calendar radios, travel 
radios with special antennas, execu- 
tive and hospital radios as well as 
battery powered radio phonographs. 

With all these facts in mind, four- 
teen major manufacturers, members 
of the Radio -Electronics -Television 
Manufacturers Association of Can- 
ada, in co-operation with the CARTB 
and the CBC, are focusing public 
attention on radio during Canadian 
Radio Week which started May 4 
and finishes May 10. 
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THE ECONOMY DEMANDS THAT PEOPLE AND GOODS BE BROUGHT TOGETHER 
by Ian Grant 

AHEALTHY ECONOMY depends 
upon one man being able to 

supply a product and another being 
able to buy it - - and the job of 
advertising is to bring these two 
men together, said Allen T. Lambert, 
vice-president and general manager 
of the Toronto -Dominion Bank, in 
his talk "The Contribution of Adver- 

Allen Thomas Lambert 

tising to Economic Progress", to the 
Advertising and Sales Club in 
Toronto last month. 

Mr. Lambert said he felt that the 

short study of Consumption Ex- 
penditures in Canada, made last 
spring for the Gordon Commission, 
by Professor David Slater of Queen's 
University, will shape the thinking 
of Canadian advertising men and 
sales executives in their approach to 
all marketing matters in the future. 

Professor Slater wrote on the 
opening page, "the growth of the 
economy as a whole and the growth 
of various industries depends on the 
behavior of the Canadian consumer, 
and, in most matters, the individual 
consumer is considered to be the best 
judge of what is in his interests." 

Mr. Lambert said he did not agree 
with this. "To hear some people 
talk," he said, "you would think that 
the consumer has an obligation to 
buy - - yes, and go into debt doing 
it. I believe, rather, that the onus 
is on the supplier of the goods and 
services to see that he offers things 
so useful and appealing the con- 
sumer is persuaded to buy them. 
But, if we wish the economy to 
operate at a high level we should be 
concentrating on providing the things 
people want at prices they consider 
attractive." - 

BRINGING GOODS TO PEOPLE 
At this point he introduced the 

role of advertising. "It is not enough 
that goods and services are available 
that people want," he said. "The 
goods and the people must be 
brought together. This is the job 

SLIM SAYS: 

REACH A CAPTIVE MARKET OF OVER 75,000 PEOPLE 

WITH ONE SALESMAN! 

CKSW serves a captive market of 75,000 people in the business, industrial, 
oil and agricultural centre of Southwest Saskatchewan. This vital area 
controls over one -fifth of all Saskatchewan's farm income. Swift Current 
is consistently higher in retail sales per capita than any other city in 
Saskatchewan. 

advertising has to do. 
"At present," Lambert said, "the 

average Canadian spends about 94% 
of the income he actually receives, 
and saves the remaining 6%. In his 
study, Professor Slater predicts that 
over the next two decades or so we 
may expect to see some reduction in 
the proportion of his budget which 
the average Canadian spends on 
necessities of 'life such as food, cloth- 
ing and shelter, but the change will 
be small. This is a modification of 
the long held view that, as incomes 
rise and leisure time increases, 
people tend to spend less on neces- 
sities and more on pure luxuries. 

"In the last few years, of the total 
personal expenditures by Canadians 
27% has gone for food, 12% for 
clothing and personal furnishings 
and 23% for household operations 
and rent. By 1980 it is expected that 
household operations will take about 
the same portion but that food and 
clothing will take less, possibly 24.5% 
and 11% of the family budget 
respectively. 

"We hear quite a bit these days 
about the change in the age struc- 
ture of our population. It may be of 
some significance in the next few 
years, while the war ,and postwar 
baby crop is growing to maturity and 
swelling the ratio of minor depen- 
dents to working population. For 
example, the sales of babies' and 
children's food and clothing items 
have risen sharply along with the 
rise in the birth rate, but with no 
noticeable increase in total family 
spending for food and clothing. It 
can only be assumed that babies' 
diapers and shoes have won out 
over Mother's new coat and Father's 
new hat, and that the pablum re- 
quirements have cut down on the 
thickness of the steaks being served 
or possibly caused a substitute to be 
used. 

"If people are going to spend such 
and such a percentage of their in- 
comes on predetermined classes of 
requirements and are not likely to 
stray far from them, is the role of 
advertising only to try for a better 
share of an established market? And 
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is this at the expense of a competitor, 
who it is hoped will advertise less 
well, or better still not enough, or, 
not at all? Certainly I do not place 
such limitations on advertising. 

Mr. Lambert said that the problem 
goes much further than this. Martin 
Mayer, in his book "Madison Avenue 
USA," said that the function of ad- 
vertising can most sensibly be 
thought of as actually adding value 
to the product. 

STIMULATING DESIRE 
"Perhaps one of the main ways in 

which this sort of contribution can 
be made", Lambert said, "is by 
stimulating interest and desire on the 
parVof the consumer. This makes the 
product itself more attractive, and 
it gives the individual a stimulus to 
increased effort in order to place 
himself in a position to secure goods 
which he sees so attractively adver- 
tised. It is no coincidence that it is 
in the English-speaking countries, 
where advertising plays such an im- 
portant role, that we also have a 
higher standard of living. Nor is it a 
question of seeking value in material 
things rather than in aesthetic things, 
for advertising is on both sides of 
this fence. 

"There are limitations", Lambert 
said, "to what advertising can do. 
Mayer says, most brands of a parti- 
cular type of product cannot exceed 
a certain fairly definite maximum 
share of the market no matter how 
much they are pushed. Advertising 
cannot increase sales for a product if 
there is an overall trend against it. 
He also says that most. successful 
campaigns take advantage of some 
tendency that already existed, and 
most important of all, advertising 
cannot maintain sales of a poor 
article." 

In conclusion Lambert said. "suc- 
cessful advertising and marketing 
must be related to qualities in the 
product that make them attractive 
to the consumer. Rather than placing 
the responsibility on the consumer 
to continue -spending at a high level 
I prefer to place the accent on imagi- 
native efforts to meet consumer 
wants as a means of keeping the 
economy working the highest pos- 
sible level. I believe that advertising 
can make a valuable and important 
contribution to this objective." 

CLAY HAWKINS 
SLAY HAWKINS, sales 

manager of CKNW-Radio, 
New Westminster, died in hos- 
pital, April 17 at the age of 39. 
He had contracted virus pneu- 
monia the week before and 
had been in hospital since. 

Mr. Hawkins was former 
sales manager of CKY-Radio 
in Winnipeg, and had pre- 
viously worked in the broad- 
casting industry in the Calgary 
area. 

He is survived by his wife, 
Mildred, and one son. 
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our station earn in the coming year? 

HELP YOURSELF TO NEW BUSINESS, NEW REVENUE, 
WITH RCA THESAURUS LIBRARY COMMERCIAL FEATURES 

RCA THESAURUS LIBRARY SERVICE: The all-inclusive recorded library designed to give you a wide variety of sure-fire 

commercial features for making your station more attractive and effective for advertisers! Here's what you get: 
1. SINGING COMMERCIAL JINGLES: Attention -getting lead-ins for your commercials, assuring sponsors more 
effective advertising. Over 2,000 of these for more than 70 local sponsor classifications, plus shopping, time, weather, 
station break and holiday jingles. A bonus for your advertisers. 2. "SALES BOOSTER" CAMPAIGNS: Series of fas- 
cinating recorded teaser features that attract greater sales for your sponsors. Jingle lead-ins capture interest, hold 

audience through commercial, then "pay-off" for sponsor and station. Now includes these saturation announcements: 
"Date Lines and Sell Lines," "What's the Meaning of This Name," "Little Known Facts." 3. SHOW THEMES: 
To introduce local commercial shows, like disc jockey, news, sports, home and farm, etc. Show Themes give your 
station a personality. 4. SHOW STOPPERS: Adds a staff of 60 voices to your station! Library of over 360 recorded 
comic situations and lead-ins to commercials. Recordings with scripts that work your DJ's right into the act. Completely 
catalogued for easy daily use. 5. SHOP -AT -THE -STORE -WITH -THE -MIKE -ON -THE -DOOR Merchandising Service 
for Sponsors: RCA Thesaurus' famous copyrighted promotion package that regularly brings stations $5,000 to $20,000 

extra income annually. Operating manual gives step-by-step guide to greater profits. Test -proven and used by more 
than 400 stations, 20,000 merchants. Includes jingles, voice tracks by big -name stars, decals with your call letters for 
stores, and other features. Sells products... sells sponsors... promotes your call letter<. 6. ECHO ATTENTION -GETTERS: 
New. clever, uniquely effective device! Words such as "Startling," "Bargains," "Big Sale"... heard first in clear, then 
rapidly repeated on echo. A wonderful audience -alerter to lead into commercials. 7. COMMERCIAL SOUND EFFECTS: 
Over 300 special sound effects, to add new impact to commercials. Now available to hypo sales in 35 different sponsor 
classifications. S. MONTHLY RELEASES of new commercial features. PLUS ... monthly marketing bulletins, 
catalogues, and brochures to help you sell sponsors. 

RCA Thesaurus offers a complete service including: The 
Lawrence Welk Show; Paul Whiteman's "I Remember When"; 
Over 6000 Musical Selections; Weekly Continuity Service; 
and Recorded Holiday Programs. Get the whole story of low- 
cost, profit -making RCA Thesaurus today! Call or write ... 

kti RECORDED PROGRAM Sr.i vit,ES 
155 East 24th Street, New York 10, N. Y., MUrray Hill 9-7200; 
445 N. Lake Shore Drive, Chicago 11, Ill., WHitehall 4-3693; 
134 Peachtree St., N. W., Atlanta 3, Ga., JAckson 4-7703; 
7901 Freeway ít183, Dallas 35, Texas, FLeetwood 2-3911; 
1016 S. Sycamore Ave., Hollywood 38, Calif., OLditeld 4-1660. 
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TV station is now 
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For your free copy 
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CLOSED CIRCUIT IS A NATURAL FOR LOCAL COMMERCIALS 
THE POSSIBILITY of a network 

of closed circuit TV systems in 
Canada, competing for the advertis- 
ing dollar on the basis of guaranteed 
audience and extremely low cost - 
per -thousand figures, was outlined 
at the National Association of Com- 
munity Antenna Systems' conven- 
tion in Montreal April 30 by Dick 
Rosenberg of Telefilm of Canada. 

Toward this end, Rosenberg said 
his company was forming an organi- 
zation to represent closed circuit 
and pay -TV systems, and envisaged 
"the day in the near future when 
I can approach the national adver- 
tiser to sell him spots or a show on 
a network of closed circuit systems." 

Rosenberg told his audience that 
the basic antenna system was a 
natural starting point to branch out 
into the closed circuit business. 

"You have the cable, the origina- 
tion site is in existence, and more 
important," he said, "you have the 
customers. Not only is it feasible, 
but it is quite practical to program 
a closed circuit system against any 
television station which you may 
carry on your antenna." 

He said that because of home -town 
loyalty and a cost - per - thousand 
which the local advertiser would 
find "too low to resist," closed circuit 
systems could be extremely reward- 
ing to their operators. He said he 
particularly stressed his belief that 
home -town loyalty would create a 
guaranteed audience because this 
was the key which would make local 

sponsors eager to make use of a 
closed circuit station. 

READY AND WAITING 
"You have a pre -conditioned audi- 

ence in a perfect frame of mind, 
ready and waiting to assimilate com- 
mercial messages given them," 
Rosenberg said. 

He also discussed the possibility 
of branching out still further- into 
pay television at a relatively minor 
cost. The three operations - - corn- 

munity antenna, closed circuit and 
pay TV - - could exist in one com- 
pany with perfect harmony, he said, 
each supplying certain features 
which the others could not. 

The interest of Telefilm of Canada 
in this overall venture, he said, was 
three -fold: to supply film for closed 
circuit programming; to act as rep- 
resentatives of closed-circuit opera- 
tors; and to act in - an- advisory 
capacity, both in programming and 
in the selection of equipment. 

SPONSORS MAN THE MIKES AT CKY 

Ggist Announcers 

(KY 90,140,4 

SPONSORS TRY BROADCASTING during a special Sponsors' 
Day at CKY-Radio, Winnipeg, recently. Above left, Memo 
Klassen of Heinz delivers news as Al Davidson of CKY listens. 
Centre, Jack Brown of CKY takes a break with Hugh McIntosh, 
Canada Packers, another sponsor who took his turn before the 
mike. Right, CKY's John Williams waits for cue as Art Beattie 
of Kelloggs takes last pull at his collar before going on the air. 

A NEW LIGHT 
ON 

REAR SCREEN 
PROJECTION 

7ÏÎÏPRC 6000 
"BREAKS THE LIGHT BARRIER" 
Here is a new dimension for rear screen projection 
techniques in production as well as new creative 
sales opportunities. Exclusive features of the 
TelePro 6000 include - 

i 
'Truly a new 
light on rear 

screen 
projection' 

Even light diffusion with sharp focus to all 
edges of screen. 
A newly perfected 3000 watt bulb producing 
6000 lumens ('75 foot candles of light on a 
9' x 12' screen). 
Complete remote control: en -off; slide chang- 
ing, capacity of 67 slides with the ability to 
change 62 slides in 60 seconds. 

CALDWELL A EQUIPMENT 
1( CO. LTD. 

c HAT WAS STAN McDONALD T of Trans -Canada Airlines with 
the news . . . Listen for the next 
newscast on CKY at 2.55 when your 
announcer will be Hugh McIntosh 
of Canada Packers." 

That somewhat commercial an- 
nouncement was the order of the 
day at CKY-Radio, Winnipeg on 
March 20 as the station ran a Spon- 
sors' Day, and gave 64 of its adver- 
tisers a chance to do their stuff in 
front of CKY microphones. 

They handled news, sports, weather, 
station breaks, and their own com- 
mercials - - and in spite of several 
bad cases of the jitters, both listen- 
ers and sponsors alike enjoyed 
themselves. 

While none of the sponsors seemed 
likely to be putting a regular CKY 
broadcaster out of a job, each of 
them carne away from the ordeal 
with a new respect for the broad- 
caster's skills. As one advertiser put 
it, "Never again will I raise hell 
when you muff my commercial!" 

Each of the 64 businessmen received 
a white carnation, a coffee to steady 
his nerves, a photograph of himself 
in action, and an official card pro- 
claiming him as an "Accredited CKY 
Air -Personality." The 11 -hour stunt 
wound up at 6 pm with Mayor 
Stephen Juba of Winnipeg stepping 
up to the microphone to read the 
news. 

Say You Saw It 

in the 

BROADCASTER 
447 JARVIS ST. TORONTO 
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Only a small amount of space 
left for rent! 

Halifax Ottawa Winnipeg 
Montreal Toronto Vancouver 

CBC-TV Network time for the 

1958-59 season is almost sold out, 

but some prime availabilities are still open. 

It's just possible you haven't 

considered TV network advertising. 

If so why not let us tell you about the 

most effective selling medium in Canada 

--the CBC Television Network. 

Call your nearest CBC sales office. 

CBC TELEVISION 
commercial division 
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YOU CAN LEAD A WRITER TO THE DICTIONARY BUT YOU CAN'T MAKE HIM THINK 

AS ONE OF THE speakers at the 
recent Creativity Conference in 

New York said, "We've tried about 
five years of togetherness; unless we 
want to become a giant pattern let's 
try an era of aloneness." He was 
probably thinking of the old saw that 
a camel looks like something which 
was put together by a committee. It's 
not just. that the "group thinking" 
system can result in fruitlessness; 
it's that it stands a very good chance 
of killing the tree. 

And that's the text for today's 
sermon, and it comes after a particu- 
larly unrewarding period of listening 

Mr. McConkey 
is a vice 

president and 
the creative 
director of 
McConnell 

Eastman Co. 
Ltd., Toronto. 

to dull, unimaginative and cliché - 
ridden radio and TV commercials. 
Certainly radio has been having more 
competition the past few years, but 
is that any reason for playing it safe 
and wafting forth sales copy based 
on rules -of -thumb established in 
1930? 

"BY THE WAY, LADIES ..." 
Just listen critically to a few day- 

time spots. Eliminate those which 
start with either, "By the way, 
ladies ..." or "And now a word for 
you homemakers" - - and you'll find 
that the rest were composed by a 
group of "let's play it real cafe" boys 
who figured that if they eliminated 
all creativity and spark they could 
avoid offending anyone. They've 
studied just how many words will 
fit in a one -minute spot, even how 
many syllables. They know what the 

CLEAN YOUR 
FILMS WITH 
ECCO 1500 

Anti -static film cleaner 
non - flammable - non - toxic 
recommended by leading labs 

CAIDWELI IEOUIPMENT 
447 (ARMS ST TORONTO 

By Hugh McConkey 

opening sentence should be like, and 
how many times the sponsor's name 
should be repeated at the close. If 
they went to school or studied under 
a copy chief of the old guard or read 
any article on writing for broadcast, 
or have had 11 years experience, 
then they know that you must "con- 
jure up a picture" . . . use image 
words to- build a scene, start with 
a problem, then solve it. 

Why? 
Is there any particular reason for 

following the herd so that when your 
spot is the middle one in a group of 
three jammed together it will be 
hard for the listener to tell when 
yours started and the other one left 
off? Have you even seen a listener 
with pencil and notebook poised, 
ready to jot down your product's 
name and the telephone number of 
"his friendly dealer"? What's the 
dealer going to give him, the same 
'numbojumbo you did, and perhaps, 
if he can find one, a copy of the same 
point -of -sale leaflet you used to get 
your facts? 

THE GOOD ONES STAND OUT 
Of course there are some very 

good, very creative commercials, but 
they stand out, don't they? And 
maybe you can't remember hearing 
as many during the last year as there 
were not so many years ago? Is it 
because we're too busy with other 
things? Because we're not encour- 
aged by radio to be more creative? 
By clients who (too!) know what 
a commercial ought to sound like? 
Or is it 'because we think we've 
solved the problem by working out 
a near -formula for each spot, and 
even know the correct mathematical 
formula for the number of straight - 
sell pitches against the number of 
singing jingles? 

One way or the other, I feel that 
we are pattern -players who've lost 
the gambling instinct. Ask somebody 
in the business to name five or six 
top advertising campaigns of the past 
five years, and see how many of them 
originally or totally belonged to print 
or TV. 

Let's be dissenters, and solve 
tomorrow's problems because we 
can't fit into today. Let's try com- 
mercials that aren?t just "goodwill" 
in character, but are sparklingly 
creative, with a selling bite based on 
thinking time. 

How? 
First of all by doing it very well 

once or twice so that we begin to 
build up a respect for our individual 
abilities, 'because in this era of togeth- 
erness we are dealing with practical 

Best Wishes to the 33rd Annual Convention 
of 

THE CANADIAN ASSOCIATION OF 

RADIO AND TELEVISION BROADCASTERS 

COVER WESTERN ONTARIO 
from 

CFCO CHATHAM 
1000 WATTS on 630 

men who shy away from the off -beat. 
Their instincts lead them to respect 
order, logic and rationality. They 
may want conservatism in their 
advertising, and ask you for it. Try 
to suggest to them that advertising 
is, after all, just another medium of 
communication. Other forms - - 
theatre, movies - - rely on effects 
which are dramatic, funny, tragic, 
and unusual. You can't communicate 
a message until you have attracted, 
and held, the listener's attention. 

SAY IT WITH IMPACT 

And right there is another stopping 
point: are you sure you have a 
message? Have you dug down deeply, 
probed around and found the thing 
about the product which satisfies a 
basic want? Have you then thought 
of the twist which lifts this flat claim 
into a hard-hitting, memorable and 
convincing message? If you've dis- 
covered that it comes in a new plastic 
bottle, have you translated it into 
"POOF! THERE GOES PERSPIRA- 
TION !" If many young girls of the 
social set used your product, did you 
say, "SHE'S LOVELY. SHE'S 
ENGAGED. SHE USES POND'S." 

Those are examples of creativity. 
But, they are only one area of crea- 
tivity. They are idea -words, perhaps 
only the starting point of the creative 
process, not the end. You could bury 
them in the middle of 130 -word spots 
and they would do very little for 
sales. Or, you could find just the 
right way to present them. 

Perhaps you'd use unusual sound 
effects taken from some other field to 
indicate that perspiration had gone; 
maybe you'd use Charles Boyer's 
limpid tones to say, "She's lovely . " 
There must be dozens of ways of 
doing it, possibly hundreds. But 
there won't be too many right ways, 
methods which stand up on their 
own, make your commercial sing 
right out from the crowding of its 
neighbors - and you won't find 
these by thinking along conventional 
lines. The answer won't be in a text 
book, or an article, or a mimeo- 
graphed formula. 

The answer may be in your head 
right now. You may find it between 
the pages of a novel. You may be 
inspired by a movie trailer, or in the 
sound riveters make when joining 
girders on a cold winter's morning. 

ALL MEDIA ARE GUILTY 

Nor can the finger of criticism be 
pointed at radio alone. Print must 
accept its share of the hackneyed 
results of group -thinking, and there 
are already definite signs that tele- 
vision is building its own set of rules. 

As one example, there's that lesson 
number one: "If you can't turn the 
audio off and be sold by the picture 
alone, then it isn?t a good commer- 
cial." Rubbish! The fantastically 
successful Piel's Bros. spots disproved 
that, as did Julie London's wonderful 
job for Marlboro cigarettes. Equally 
foolish are those who stoutly main- 
tain that it must then be the other 
way around, or those who affinn that 
the viewer must be able to identify 
himself personally with what is pre- 
sented (witness the Jell -o Chinese 

baby series.) Certainly there is no 
law handed down by time immemor- 
ial which proves that each video 
scene must have audio, or vice versa; 
that food must be shown as naturally 
as possible; that you can't lampoon 
your product's chief benefit; or that 
too serious a presentation will drive 
the viewer to the ice -box for you 
know what. 

CUTENESS ISN'T THE ANSWER 
Just tricks, you say? Possibly - - 

if the only purpose for using them is 
to demonstrate how cute -clever you 
are, rather than to use creativity as 
a driving force. It wasn't just the 
eye -patch which built up a little- 
known shirt -maker in Waterbury 
into a major contender. It was that 
the Baron Wrangell who happened to 
be wearing the patch looked like 
what we'd like to be, a bon vivant, 
a man -of -mystery, a man who prob- 
ably travelled widely, a man who 
would instinctively know and wear 
the best\(maybe, just maybe, if we 
bought one, we too ....?). 

Copy Supported this emotional urge 
with beautiful subtle justification, so 
that what we were moved to do 
instinctively turned out to be for 
some very sound reasons. Then, the 
tattoo alone didn't turn Marlboro 
into a sales success - - but it helped 
to dramatize the message. 

An acknowledged marketing leader, 
president of one of the world's largest 
corporations, said recently that many 
fine new tools have been picked up 
over the years - - market research, 
copy and motivational research and 
so forth - - but the price of these 
services has been high in terms of 
the dilution of time and effort of 
those people upon whom we all must 
depend for the creation of productive 
advertising. 

WHERE DOES THE TRUTH LIE? 
That's all this article is really about ... Let's do everything possible to 

avoid unnecessary documentation of 
the obvious, pointless meetings, or 
covering over and over again the 
same points with different layers of 
people. At the same time, let us 'be 
very certain that the time we do 
spend in "aloneness" is productive 
creatively, remembering the sad 
lesson of those "work over it and 
work over it and work over it" until 
it is right or they are discharged. 
They're almost as bad as those who 
insist that the first time they always 
do it "right". The truth lies some- 
where in between. 

The ' truth lies in the man who 
watches a stage play build up sus- 
pense without any dialogue, and 
applies this to TV, or the man who 
has suddenly learned how to trans- 
late the magic "look" of Central Park 
on Easter Sunday into a one -minute 
radio spot. 

He's the type who isn't disturbed 
by what fear -mongers call a dawning 
recession. He knows that there has 
always been a surplus of hack 
writers - - but precious few creative 
people. 

These few will be heard ... and 
rewarded richly. 

And that is as it should be. 
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CJMS 
Refreshes 

3,000,000 Listeners 

24 Hours of Every Day 

Without a Pause 

CJMS 
The "New" 

SOUND 
in 

Canada's Largest 
City 

My CJMS 
12 BO MONTREAL -1280 

* Check our 
Sky Rocketing 
Ratings - The 

Fastest Moving 
Ones in Canada. 

Stovin - Byles - Canada 
Johnny Nadon - Manager 
Forjoe - U.S.A. 
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eaN6eíKLatl.e See 
OIL! 

The 
Predicted 

OIL EXPENDITURES 
in the 

DAWSON CREEK 
AREA 
for 

1958 
are 

$75,000,000* 
Trade and Commerce Magazine, March 1958 

CJDC 
DAWSON CREEK 

B.C.'s CENTENNIAL CITY 

The only B.C. station serving the 
B.C.- Alberta Peace River Block 

RADIO REPS in Toronto and Montreal 
JOHN N. HUNT in Vancouver 
A. J. MESSNER in Winnipeg 

DONALD COOKE in USA 
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: 
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First sod was turned at new CKLG transmitter 
site near Ladner by 86 -year -old Mrs. W. F. Gibson. 
She is seen flanked by her four sons: Jack, Clark, 
Gordon and Earson Gibson, owners and operators 
of CKLG. 

Sod -turning on April 11 near Ladner, 
south of Vancouver, was initial step in 
the erection of CKLG's powerful new 
10,000 -watt RCA transmitter on 730 KC. 
When it goes on the air at the beginning 
of August it will provide even better 
coverage for the North Vancouver area; 
and with the increased power, CKLG 
program ratings (already the North 
Shore's highest) will penetrate the 
entire metropolitan area of Vancouver - third largest market in Canada. 

NORTH VANCOUVER 

NATIONAL REP: 
LORRIE POTTS 8 CO. 

TORONTO 

STATION HOCKEY TEAM HELPS CHARITY 

CKCK hockey players 

AHOCKEY TEAM organized by 
members of CKCK-Radio and 

TV in Regina at the start of this 
season to give the broadcasters some 
exercise has become an important 
source of charity revenue for many 
of the smaller communities in the 
CKCK coverage area. 

are all broadcasters. 

At first planned as an entry in the 
local Regina commercial league, the 
CKCK Radio-TV hockey club has 
become an important "visiting club" 
in towns around Regina, usually 
playing to capacity crowds. 

The club has worked out an 
arrangement where its expenses are 
paid for, and all the rest of its share 
of the profits are turned over to the 
host community for some worthy 
project. 

The team's final game of this 
season, for instance, was in the com- 
munity of Whitewood, against the 
local volunteer fire department, with 
net proceeds of $270 going to burned= 
out families in the town. In its 17 
out-of-town games, the CKCK team 
has helped build rinks and memorial 
halls, given assistance to needy 
families and contributed financially 
to a variety of local civic projects. 

Now that spring has arrived, both 
the radio and television athletes 
have formed softball teams and will 
carry on their program into the 
summer season. 

Subliminals For Safety 
SUBLIMINAL ADVERTISING, the 

technique which works on the 
unconscious mind, has been cited as 
a possible tool in safety campaigns 
for people who know the rules but 
still get into accidents. 

The suggestion was made recently 
at the Industrial Accident Preven- 
tion Association convention in 
Toronto by J. R. White, president of 
Imperial Oil Limited. 

Mr. White told his audience that 
getting a man to accept safety prin- 
ciples is a matter of communicating 
with his conscious mind - - but 
getting him to act on them is a 
matter of the unconscious mind. 
Subliminal advertising is based on 
the theory that the brief flash of 
message on a screen registers on 
the unconscious but not the conscious 
mind. 
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Here are 8 features which are exclusive to the E -H Coincidental Telephone 
Survey method -8 reasons why it is recognized by astute time buyers as the 
best way of obtaining factual information on Radio and Television audiences. 

STANDING 
THE TEST 
OF TIME 

When Elliott - Haynes first introduced 
radio audience measurements to Canada 
in September 1940, such names as Amos 
and Andy, Bing Crosby, Burns and Allen, 
and Bob Hope were star performers on 
the air waves of the nation. These top 
stars have stood the test of time because 
they continue to supply a basic 
entertainment need - - in 1958 just as 
they did in 1940. 

Over the past eighteen years many and 
varied methods of measuring Canadian 
broadcast audiences have come and gone, 
while the Elliott -Haynes rating system 
continues to expand and develop . 

because it has consistently and adequately 
met the needs of the ever-changing and 
ever -progressing industry. 

PROMPT 
Elliott -Haynes Limited 
Radio and Television 
Reports are published 

within ten days of the completion of 
the field work in markets across 
Canada. This allows the subscriber to 
make the necessary program changes 
within the month and study the results 
he has gained in the subsequent 
month's survey.. 

ECONOMICAL 
Considering t h e 
large number of 
markets covered, 

plus the frequency of surveys, 
Elliott -Haynes reports are 
most economical. They cost 
far less than those produced 
by other research companies, 
using more costly methods of 
collecting information. 

RELIABLE 

With every single call made 
by telephone interviewers 
resulting in the collection of 

information about that home, every call 
is used in the sample base. There is no 
bias, inherent in other systems where as 
few as 15% of the original sample choose 
to answer the questions. 

REPRESENTATIVE 

No sample can be more representative than a random selection 
of names from the telephone directory - calling, for example, 
the Adams, the Duncans, the Johnstons, the Latowskis, the 

Pearsons, the Trudeaus and the Zavitz' - at various hours of the day and 
evening to determine whether they are tuned to one station or another. 

FLEXIBLE 

Telephone surveys can easily be modified to obtain audience 
composition, audience turnover, sponsor identification and other 
qualitative data, often required by radio and television adver- 

tisers. Also, coincidental telephone surveys can be designed to cover a small 
market, a large one, a close one or a more remote one, with equal ease and 
speed, through trained research personnel on the spot. 

FREQUENT 

In metropolitan markets where radio listening and television 
viewing habits are constantly changing, regular monthly surveys 
can be compiled. In smaller markets where radio and television 

audience trends are more static, bi -monthly or quarterly surveys easily 
fill the needs of advertisers and agencies. 

COMPARABLE 

Elliott -Haynes radio surveys 
havé been published on a 
regular monthly basis since 

September, 1940 and incorporate figures 
over a period of 18 years, on a directly 
comparable basis. Trend studies indicate, 
for example, the effect on radio listen- 
ing trends before and after television 
entered Canadian markets, a most inter- 
esting comparison. 

Coincidental telephone surveys on televi- 
sion audience trends have been con- 
ducted on a monthly basis since Sept- 
ember, 1952, and also represent a wealth 
of comparable television audience sta- 
tistics, second to none in Canada. 

SIMPLE 

Elliott -Haynes Radio and Television ratings for any program or 
station indicate the average percentage of total radio or tele- 
vision homes tuned to the program during the given broadcast 

period. This is the simplest form of program rating, not incorporating, 
"usual" or "accumulated" audience, and not subject to human memory or 
program impressions. A rating of 10.0 in a market of 50,000 homes indicates 
that 5,000 homes on the average were tuned to that program during the 
period covered by the survey. 

ddie--74(etetiG.ANeA" 
TORONTO 

515 Broadview Ave. 
HO. 31144 

MONTREAL 
1500 St. Catherine St. W. 

WE. 2.1913 
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INFORMATION .biz CULTURE CAN REALLY SELL GOODS 

1T MAY COME as a surprise but 
those two awful words "informa- 

tion" and "culture" really can sell 
products. 

It has been the experience of at 
least two large US corporations that 
a kind of prestige, information show 
is the best medium to sell a prestige 
name. On Sunday, October 20, The 

Rasky (right) receives his 
Sylvania Award 

Twentieth Century, sponsored by the 
Prudential Insurance Company of 
America, had its debut, and on 
Sunday, December 1, 1957, Conquest 
sponsored by Monsanto Chemical 
Company, the fifth largest US chem- 
ical concern, premiered. One season 
and a couple of million dollars later, 
both companies seem to be ready to 
sign up for more of the same. 

Prudential is actually an old hand 
- - and, in fact, a pioneer at this sort 
of good intentioned programming. 

by Harry Rasky 
CBS Public Afairs Producer 

This insurance company was for 
some time sponsor of the historical 
documentary series, You Are There. 
Then, a season ago, it put up the 
money for an ambitious Air Power 
series, a Sunday evening special of 
26 film stories telling the dramatic 
story of flight. It was more than 
significant that this show out -rated 
Roy Rogers at a time when the 
Western was just beginning its cycle 
of taking over nightime television. 
The thought was that people get 
tired of the same plots, the same 
faces, the same Indians falling dead 
in front of the same rocks, and crave 
some stimulating information pre- 
sented in an entertaining way. Also 
there is a strong sponsor identifica- 
tion to this kind of quality television 
product. 

DESIGNED TO SELL SCIENCE 
Unlike its competitors in the world 

of science, Monsanto has no product 
to sell directly to the consumer. Its 
interest is in getting the Monsanto 
name across. Probably it is a com- 
pliment to the far-sightedness of 
Monsanto executives that they chose 
a science series long before the Rus- 
sians first flipped their Sputniks. 

This is the way Gardner Advertis- 
ing Company executive Dave Ferriss, 
who handles the Monsanto account, 
described the company's problem: 
"We face a tremendously complicated 
marketing problem. Because of Mon- 
santo's enormous product range - 
some 500 different items ranging 
from A-9 (phthalic anhydride) to 
zinc benzoate, none of which is in 

the consumer product category - - 
we needed a means whereby we 
could detail the broad sweep of our 
complex operations on a national 
scale, to illustrate our slogan, 'Mon- 
santo - where creative chemistry 
works for you!" And Monsanto is 
spending two million dollars in two 
seasons of science spectaculars to tell 
the world that Monsanto means 
chemistry. 

Monsanto president Dr. Charles 
Allen Thomas, who for obvious 
reasons has a devout interest in 
science, stated this company's inter- 
est this way: "The events of recent 
weeks have demonstrated dramatic- 
ally how science can affect the lives 
of us all. At no time in our history 
has understanding of science been 
so important to our progess - - even 
our security." 

Science, medicine, history, 
language, literature, religion - - all 
non-fiction - - are, in fact, the special 
interests which are to a certain 
extent changing the face of television. 
One of the most alert of all the inno- 
vators is Irving Gitlin, head of the 
Public Affairs Department of CBS 
News. He admits that we haven't 
always been ready. But times have 
changed. 

THE PUBLIC IS THINKING 
Says Gitlin, "It is apparent to any 

observer of the TV scene that the 
public has an enormous appetite for 
fresh experiences, new ideas, new 
faces and new thoughts. Generally 
speaking, viewers are receptive to 
innovations in television providing 
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the programming is basically honest, 
takes a positive step forward, and 
can say what it has to say directly 
and with clarity. 

"In the Public Affairs area, our 
problem was that we did not have 
the know-how to bridge the gap 
between our knowledge and serious 
subject matter and the difficult job 
of creating, building and holding 
wide audience interest. I hate to say 
it but too often we ended up with 
long dissertations or esoteric pro- 
grams which no one could under- 
stand. Then, too, on many occasions 
we went to the other extreme and 
unveiled a bevy of gimmicks as a 
disguise for indigestible subject 
matter. 

"We have made changes. Over the 
years we have trained and developed 
a staff of people who can combine 
expertness in subject matter with 
expertness in showmanship. This is 
a new breed of producer, director 
and writer. What he says must not 
only be interesting but unflinchingly 
accurate.' 
CULTURE KEEPS THEM AWAKE 

The road this kind of programming 
must travel to convince sponsors it 
is good for them is lumpy and rooky 
indeed. Despite pioneers such as 
Prudential, there is still a lot of con- 
vincing to be done. The history of 
documentary is really quite a proud 
one. Starting in films, there were the 
wonderful wartime real -life dramas 
done by the British Crown Film Unit, 
never equalled; the early National 
Film Board of Canada, under dyna- 
mic John Grierson, were in the 
same tradition. In television the first 
big series was NBC's Victory At Sea, 
a tribute to the producer, the late 
Henry Saloman. Over at CBS, vice- 
presidents tried certain episodes of 
a fine series called The Search. To 
everyone's surprise they achieved 
greater audiences than straight 
entertainment shows. Certain pro- 
grams in the NBC Project 20 series 
also proved that "culture" can keep 
people awake at night. And far years 
now Ed Murrow's multi -award win- 
ning See It Now has been achieving 
excellent results, and until recently 
was sponsored by Pan American 
Airlines. 

This is not to suggest that the night 
air is going to be full of informational 
programs all grabbed by large spon- 
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sors. Far from it. What we are saying 
here is that the public is ready, the 
public is willing, the public is 
demanding programs with a little 
more substance than what they now 
expect, and (Lord help them) what 
they now get. And sponsors with an 
eye on the future, and their hands 
tenderly gripping the public pulse 
know this can be an intelligent way 
to deliver a commercial message. 

What can carry more prestige for 
a sponsor then the United Nations 
or Nobel Prize winners? What can 
make more exciting entertainment 
than the thrilling story of the 20th 
Century life in the Sputnik age? 

In Canada, the CBC has tried daring 
ideas in informational shows, and 
this is to the credit of some imagina- 
tive producers and a few executives. 
However, the CBC is still lacking 
that necessary component "show- 
manship". Too many of its ideas are 
derivative of American shows, and 
too many are still swinging off in 
space. But at least an honest attempt 
is being made to provide solid quality 
at good hours. 

In the US, the indication is that 
this kind of show is going to leave 
the so - called Sunday afternoon 
"intellectual ghetto" and move into 
key nºghtime spots. The indication 
is that it will carry large sponsors 
with it. 

PRESTIGE CAN SELL TOO 
Consider these Prudential case 

history facts. The company's agency, 
Reach, McClinton & 'Co., Inc., reports 
that ratings indicate that the Pru- 
dential program has a larger audi- 
ence than the average mystery, 
variety, or adventure show - - 
8,825,000 homes reached, or 32.5% 
share of the audience. And PRU NEWS, 
a company trade journal, offers these 
quotes from agents " a real 
prestige builder. After seeing the 
show a client called me to ask me 
to program his insurance. What a 
lead in !" And this from another 
agent, Frank Werner of Belleville, 
Illinois: "If the prospect has seen 
the show he is easy to talk to about 
it. If he hasn't, it's easy to slide from 
selling it to selling insurance." 

Part of the secret, of course, is that 
Prudential takes as much care in 
making its commercials as it does in 
choosing its programs. They are 
soft -sell, almost quiet -sell and nicely 
integrated into the show. The same 
holds true for Monsanto - - intelli- 
gent commercials for an intelligent 
program. 

If more of this kind of program- 
ming hits your fall screen don't be 
surprised because apparently infor- 
mation and culture really can sell. 

Pay Increase Ends Strike 
APAY INCREASE of 8.8 per cent, 

applied in two stages, brought 
to an end the strike of radio and 
television technicians at CBS last 
month. 

The striking employees, members 
of Local 1212 of the International 
Brotherhood of Electrical Workers 
(AFL-CIO), had walked off the job 
April 7 after failing to reach agree- 
ment with the network on a new 
contract. The old contract had 
expired Jan. 31. 

A settlement reached in Washing- 
ton April 18 ended the strike, which 
had forced GBS to use many of its 
white collar workers to man cameras 
and other technical equipment to 
keep its shows on the air. 

Both radio and television tech- 
nicians returned to work by April 20. 
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WHEREVER YOU GO THERE'S JOEL ALDRED 

ASK THE AVERAGE newcomer 
to broadcasting, or the average 

gray flannel suit on Agency Row, 
what comes to his mind when he 
hears the word "talent." The 
response will include actors, dancers, 
singers, musicians - - perhaps even 
disc jockeys, news commentators and 
quiz show panelists. But the man 

whose service ranks high on any 
"talent" budget, whose profession 
has become one of the most remun- 
erative in broadcasting, will probably 
occur to neither of them: the com- 
mercial announcer. 

Joel Aldred is a commercial an- 
nouncer. He has been in broadcasting 
13 years, and only for a brief period 
at the start of his career did he 
make any pretence of being a disc 

By Brian Swarbrick 
Staff %i'nter 

jockey or an "air personality." 
His personality is directed exclu- 

sively to selling products. His closest 
association to the deejay is when a 
jingle backs him up on a commercial. 
His acting is limited to two minutes 
of gliding around a car, a bottle of 
ketchup, or a comfortable study with 
cigarette in hand, extolling in fluid 
tones the qualities of these products. 

Aldred's talent in the field has put 
his face and his voice in every living 
room in North America to the point 
where he is as familiar to the listen- 
er or viewer as the local announcer. 

It also pays him around $100,000 
a year. 

While his contemporaries were 
developing the glib ad-lib, the proper 
techniques of actuality reporting, the 
right way to conduct an interview, 
or the names and skills of every 
recording artist in America, Aldred 
directed his efforts to learning the 
technique of commercial delivery. 
On the air, he developed a pacing to 
his words which would keep the 
tones rich, sincere -sounding, persua- 
sive, eliminating the little quirks 
which might distract the listener 
from what the sponsor had to say. 
On television, he studied kines of 
his commercials to correct his stance, 
to make his movements natural, and 
to make his smile just the right 
balance of friendliness and politeness. 

"Every broadcaster has to read 
commercials as part of his daily 
duty," says Aldred, "and yet very 
few announcers try as hard to 
mprove this aspect of their job as 

their news -reading, their musical 
knowledge and so on. It's hard to 
understand, since the delivery of the 
commercial is at least as important 
to the sponsor and to the agency as 
any other aspect of a broadcast." 

The importance attached to the 
commercial by sponsors and agencies 
is evident in Aldred's work schedule. 
He is on call constantly in every 
major broadcasting centre in North 
America. In the past five years he 
has probably travelled more than 
John Foster Dulles - - an average 
of 240,000 miles annually in plane 
trips between Toronto, New York, 
Chicago, Detroit and Los Angeles. 
Every week sees him in Toronto and 
Los Angeles; every other week in 
Detroit, Chicago or New York. 

On the job, Aldred is utter con- 
centration. Two weeks ago, in the 
RCA recording studios in Toronto, 
Aldred and four agency and record- 
ing men were at work on a 38 -second 
"wild -track" voice clip for a TV 
commercial, Aldred, alone in the 
sound booth, frowned continually as 
he read the copy. But when the 
agency man gave him the cue, 
Aldred's face lit up, his eyes sparkled 
and his voice rang with enthusiasm 
as he told a million housewives 
about a premium soap offer. 

"Really goes all out, doesn't he?" 
the recording man said. 

The agency man wasn't quipping 
when he replied quietly, "It sells 
soap." 

Aldred is so completely involved 
in the improvement of the product 
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that some agencies now call him in 
on planning meetings - - absorbing 
the expense of 1000 -mile plane trips 
- - to discuss the copy he will read. 

While other successful people in 
the entertainment world have cashed 
in on their eminence by entering the 
field of commercial announcing, 
Aldred has branched out too. But 
not in other fields. He has gone from 
commercial announcing to the estab- 
lishment of Fifeshire Productions - - 
which means he now can do not only 
the announcing, but the entire 
production of filmed commercials. 
Fifeshire's latest is a half - hour 
color musical for Cockshutt Farm 
Equipment. 

With all the thousands of announ- 
cers in North America, what chance 
does a Canadian have to make the 
big time in the commercial field? 

"Not much," says Aldred bluntly. 
"Like any other highly remunera- 
tive field it has a great deal of tough 
competition. I would say there were 
no more than a dozen at the very top, 
working in New York, Los Angeles 
and Toronto, and probably a dozen 
men in each large city who do 
very well. 

"As I said before, announcers don't 
work hard enough to brush up their 
commercial delivery. They let the 
commercial become the joe - job 
between the bright things they are 
going to say about a new hit record. 
And all too many of them sound 
more interested in the record than 
in the sponsor's message - - which 
makes the program possible." 

What qualities does the beginner 
need? 

"Well, luck, of course. Being in 
the right place at the right time 
never hurt anybody, and it's 
certainly helped me. But there are 
several basic qualities which a com- 
mercial announcer needs beyond 
whatever voice he may have been 
blessed with. He must be able to 
read intelligently. That sounds 
obvious, but consider this: 

"An announcer may be in the 
right place at the right time - and 
he can't always know at the time - - 
and when he is given an important 
commercial to read, he stresses the 
wrong words, missing the point of 
the message. Probably he'll miss the 
job, too. 

"If he is in television, an announ- 
cer must work really hard to develop 
his memory. National advertisers 
frequently integrate the commercial 
message into the overall production, 
and the announcer finds himself on 
a huge set with dancers jumping 
around and the cameras a mile away. 
No visual aid can bail him out here 
and he has to commit the message 
to memory. I'm a quick study and 
I never look at the commercial until 
we start rehearsals. That way, if 
there are any last minute copy 
changes I'm not working with two 
sets of words in my head. 

"But most of all, I think the 
development of timing is the impor- 
tant thing. Nothing ruins style 
quicker than having to stretch out 
or speed up when you're caught 
flat-footed with poor timing. A pause 
in the right place can give the copy 
real authority - - and in the wrong 
place it can murder it. 

"And it goes without saying 
Aldred concluded, "that you have to 
believe in the quality of the product 
you are selling. You must be con- 
vinced of the basic honesty of the 
maker's claims. If you aren't con- 
vinced, it shows." 

And if it shows, you can't sell soap. 
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UNATTENDED CONSOLE R19864A 
An ac operated remote type console used ideally 
in a location where a number of microphones 
are required, having various output levels, and 
where the use of an operator to "ride the gain" 
is not warranted. 
Number at Inputs: 4 (n} 374 /150 ohms for micro- 
phone levels. 
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operations. 
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T.V. AUDIO CONSOLE R20139A (AC -5) 

An extremely versatile, and flexible program tions. Among its many features, this console 
production unit designed specifically for the has three main program channels which may 
amplification, control and monitoring of the be operated simultaneously on separate pro - 
audio portion of large-scale television produc- grams without interfering with one another. 

Number of Inputs: 16 Mixer Inputs @ 25 to 45 or 100 to 180 ohms for microphone levels. 
6 Incoming lines © 150 /600 ohms. (Padded down, and may be patched into any mixer input.) 

Number of Outputs: 3C. 150/600 ohms. 

Physical Size: Length 9374 inches; Height 10% inches; Depth 15% inches. 

SPEECH INPUT CONSOLE R19022A (AC -1) 

Yeu 

A full twin channel program 
production unit for use 
where a large number of 
taped and disc shows are 
employed. 

Number of Inputs: 6 mixer inputs 37/150 ohms for micro- 
phone, tape and turntable. 

10 incoming lines (g 600 ohms to two mixers. 

Number of Outputs: 2 @ 600 ohms. 

Physical Size: Length 72 inches; Height 10% inches; Depth 
15 inches. 

T.V. AUDIO CONSOLE R189288 (AC -4) 

A very flexible program prod- 
uction unit for the amplifica- 
tion, control and monitoring 
of programs originating in 
television and large radio 
broadcasting stations. 

Number of Inputs: 10 mixer inputs C' 37/150 ohms for microphone levels. 
10 incoming lines G 600/150 ohms to two mixers. 

Number of Outputs: 3 C 600/150 ohms. 

Physical Size: Length 72 inches; Height 103/ inches; Depth 15% inches. 

SPEECH INPUT CONSOLE R5420E 
The ideal console type program mixing unit for the amplifica- 
tion, control, and monitoring of program material originating 
in the average studio. 

Number of Inputs: 5 Mixer Inputs @ 25 to 45 or 100 to 180 ohms for 
microphone levels. 
4 Incoming Lines 150/600 ohms to one mixer. 

Number et Outputs: 1 (rì 150/600 ohms. 

Physical Size: Length 23 inches; Height 103 inches; Depth 151 
inches. 

SPEECH INPUT CONSOLE R5430A 

An audio console having two main program channels which are 
capable of simultaneous operation on separate programs without 
interfering with one another. 
Number of Inputs: 7 Mixer Inputs C 25 to 45 or 100 to 180 ohms for 
microphone levels. 

8 Incoming lines a) 150 /600 ohms to two mixers. 

Number of Outputs: 2 © 600 ohms. 

Physical Size: Length 33 inches; Height 10% inches; Depth 15% inches. 
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I WAS A TEEN-AGE BUM 
By Joe Young 

Copy -writer, Gag Writer, or What Have You Got? 

THERE'S A LOT of talk these 
days about a depression. I don't 

want to sound like the "I told you 
so" type but I have 'been predicting 
a depression for close on to twenty 
years. As a matter of fact, I started 
forecasting another depression just 
about the time the last one ended. 
I have keen criticized, ridiculed, and 
verbally lambasted by otherwise in- 
telligent people not blessed with my 
gift of foresight. I was wrong - - 
was a pessimist - - an idiot - - a 
prophet of doom. Those are only a 
few of the names I've been called 
through the years for waving my 
flag of warning. 

I'm getting a little sick of this 
pig-headedness so I'm directing this 
article to the younger folk. They've 
never suffered hard times. Most of 
them don't know a depression from 
a hole in the ground. It's time they 
were given the facts and I can't 
think of anybody more qualified for 
the job than me. I am the author of 
a feature length documentary en- 
titled, "I Was a Teen -Age Bum", 
which I have been trying to sell to 
READERS DIGEST since I was a teen- 
ager. At that time it was entitled, 
"I Am A Teen -Age Bum". 

My family left England in 1929 to 
escape the depression in the northern 
coal fields and arrived in Sudbury 
just in time for the bottom to drop 
out of things. I remember, young as 
I was, making a little joke about us 
bringing the depression with us. 
The whole family laughed - - about 
fifteen years later. At the time I got 
a belt across the head and my joke 
book taken away from me. 

Things were really tough. I don't 
say we nearly starved to death but 
there were times when the family 
eyed each other carnivorously across 
the dinner table. Those were the 
days when you got free liver at the 
butcher shop to feed the cat. It 
tasted delicious, too. I mean the liver 
not the cat. Things weren't that bad. 

Keeping a family looking respect- 
ably dressed posed quite a problem 
for many parents including mine. 
Nearly everything you wore had 
patches on it. Some things even had 
patches on patches. What happened 
when your shoes wore out? Well, 
my dad solved that one neatly. He 
made new soles out of an old car 
tire. They were good for another ten 
thousand miles of non-skid walking. 
There was one fault with them, 
though. They made my shoes so 
heavy that very often I had to ask 
somebody to give me a push to get 
me started. Once I got going I 
coasted along in fine fashion. 

There were other things to contend 
with, too. We lived in a frame house 
that had four rooms, not including 
the bathroom. We didn't include the 
bathroom because we didn't have 
one. Sudbury is quite a cold spot 
but it was even colder in those days. 
One morning I got up and it was 
ten below zero. I don't know how 
cold it was outside the house. It 
didn't matter what you did you 
couldn't get that house warm. My 
mother used to pile so many blankets 
on top of me after I got into' bed I 
looked like a book mark. 

This way of life wasn't temporary 
either. Year after year it was the 
same. Nothing changed but my voice. 
I finished public school; then took a 
commercial course at technical 
school. However, I quit school about 
two months before the final exams. 
My teacher was quite annoyed with 
me and wanted to know how I ex- 
pected to get a job without a diploma. 
I told her I'd be more interested in a 
sheepskin if it had some meat on it. 
There were really two good reasons 
for quitting. First, as a public 
spirited young man, I didn't want to 
aggravate the unemployment situa- 
tion by being qualified to take a job. 
Second, I was an odds on favorite 
to flunk the exams. 

After I got out of school I didn't 
waste any time looking for a job. 
I wanted to get it over with as 
quickly as possible so I could start 
relaxing. My approach was quite 
unique and I heartily recommend 
it to any young man who doesn't 
want to rush his business career. 

I'd walk into a place of employ- 
ment and ask for the boss. As soon 
as he'd appear I'd say, "You don't 
need anybody, do you?". He'd say, 
"No", and I'd get out fast before he 
had a chance to change his mind. 

One day I got quite a scare. A 
meddlesome neighbor woman told 
my mother that they needed a junior 
book-keeper where her husband 
worked. I wasn't home at the time 
and my mother got word to me 
through a friend. He didn't have any 
trouble locating me as there was only 
one pool room in town. Well, instead 
of breaking things to me gently, the 
jerk gives me the bad news just as 
I'm trying to sink the eight ball in 
the corner pocket. There's a time and 
place for everything, you know. 

When I got home my mother 
already had my shiny blue serge 
suit out and my shoes polished. She 
helped me get dressed and in no 
time flat I was on my way. Soon as 
I walked into the place I got a bad 
impression. Everybody was working 
hard. 

E -M - 
MODEL L2B 

iBATTERY OPERATED 

PORTABLE MAGNETIC 

TAPE RECORDER 
REPS: STEPHENS & TOWNDROW LTD. 

TORONTO MONTREAL 
JOHN N. HUNT & ASSOCIATES 

VANCOUVER 

A.J. MESSNER & CO. 
WINNIPEG 

FORJOE & CO., INC. 
U.S.A. 

Weighs only 141/2 Lbs. complete 
with batteries. Perfect for "on 
the spot" news reporting, sports commentating, interviews, 
speeches, etc. 

CALDWELL 4EQUIoPMENTLTD. 

447 JARVIS ST. TORONTO 
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I didn't like the boss either. He 
looked like an embezzler. I told him 
there probably wasn't any truth in 
it but there was a rumor that he 
needed a junior book-keeper. Yes, 
there was a job open and what ex- 
perience did I have? I asked him 
what he had in mind for ten bucks a 
week, a chartered public accountant? 
Then before he had a chance to 
answer I enquired about holidays 
with pay and sick leave. He mumbled 
something about keeping ledgers, 
whatever they are, and took my 
name and address and said he'd call 
me later. I knew I wouldn't get the 
job because on the way out I saw 
him through the corner of my eye 
throw my name and address in the 
wastebasket. A wise guy. 

Now, I don't want anybody to get 
the impression I didn't have any 
ambition. It was just that work 
didn't interest me at that time. 

About six of us used to hang 
around together. We spent our time 
in usual teen-age activities like steal- 
ing donuts out of the bakery wagon 
and bottles of milk to wash them 
down with from the milkman. Then 
there were always a few gardens 
ripe for raiding. Of course, there 
were times when a little cash would 
come in handy, especially if a mid- 
way was due to hit town. Fortuna- 
tely, things seemed to work out. 
The Forestry Department paid two 
dollars a day to fight bush fires and 
every time we needed money there 
just happened to be a bush fire start 
up. Looking back on things I'm 
always amazed that we didn't turn 
out to be juvenile delinquents. 

One of the boys got a job working 
in a wholesale hardware. It was the 
talk of the neighborhood. People 
used to point out his house and say, 
"The guy that got the job lives 
there." He was held up to the rest 
of us by our parents as a real go- 
getter. If he wasn't such a good 
friend we would have hated him but 
he shared his good fortune with us. 
Every pay day we used to meet him 
and help him spend his pay. We'd 
go to the movies and then have fish 
and chips afterwards. He was really 
a good hearted guy and we resented 
it when we heard people refer to him 
as a sucker. 

We worried about him constantly. 
If he got any sign of a cold we used 
to fill him full of home remedies. 
We couldn't afford to have him off 
work sick. He had one bad fault 
though. He wanted to be a cowboy 
singer and he squandered half of 
one pay check on a guitar. That was 
bad enough, but having to sit around 
at night listening to him sing was 
even worse. One of his favorite songs 
was "There's a Love Knot in My 
Lariat" and he sounded like he was 
strangling in it. He was such a nice 
guy we didn't want to tell him right 
out that he was lousy so we had to 
find another way to discourage him. 

Amateur shows were the rage 
those days so I entered him in one. 
I figured he'd only howl his way 
through half a chorus when they'd 
give him the gong. For the next 
couple of weeks he really practised. 
Every night he'd gulp his supper, 
then join us up the railroad tracks, 
his trusty guitar under his arm. I 
never saw anyone with so much con- 
fidence. There was no doubt in his 
mind that he'd win. I began to wish 
I'd never got him into the amateur 
show because I hated to see him get 
hurt. As a matter of fact, with his 

(Continued on page 31) 
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CKAC NOW 50,000 WATTS! 
5 TIMES MORE POWER FOR US 

MORE SALES FOR YOU 
Yes, here's really Important news when you're planning advertising for Montreal 
and Quebec Province. CKAC has had its wattage stepped up to 50,000 watts, 
day and night. This means not only a stronger signal in the city itself, but greatly 
extended coverage in the surrounding areas. 

If you're looking for sales-and want real impact in the French market-you can't 
afford to pass up CKAC-your top performer In this field. 

REPRESENTATIVES: 

I.B.S. Toronto 

U.S.A.: Weed & Co. 

THE MOST LISTENED TO STATION IN CANADA 
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Joe Young - - more of the same 
(Continued from page 29) 

voice there was a chance he'd get 
killed. 

On the big night the five of us 
were in the audience. He paid our 
way in so we'd applaud for him. The 
acts were typical of amateur shows. 
There was an acrobatic dancer who 
kept trying to do the splits but never 
quite made it. An Irish tenor who 
had a sort of whisky flavor to his 
voice. A girl pop singer who raced 
the pianist through "It's Only a 
Paper Moon" and beat him by a bar 
and a half. An amateur magician who 
fooled nobody but himself. 

Then it was our boy's turn. 
As I said before, he never was any 

good but that night he was at his 
lousiest best. He obviously had a 
chronic case of stage fright. After 
three false starts he took off. He 
didn't get any better as he went 
along but he got louder. I glanced 
around to see if the audience looked 
threatening but was amazed to see 
them looking as though they were 
enjoyingit. They were. He won quite 
easily and was awarded ten dollars 
prize money and an autographed 
picture of Major Bowes. 

While my scheme had backfired it 
had it's good points. We congratu- 
lated the champ and led him to the 
nearest restaurant where we allowed 
him to buy us fish and chips and 
Boston cream pie with some of the 
prize money. We let him keep the 
rest. 

I hate to say this but success went 
to his head. He bought a ten gallon 
hat. He was no longer humble and 
avoided us on pay day. The next 
thing we knew, he was running 
around with a western group playing 
at Saturday night barn dances. I was 
very hurt when he turned down my 
offer to manage him for fifty per cent 
of what he made. After all it was 
me who had started him on the road 

to fame. 
After this source of revenue dried 

up my life of leisure began to wear 
thin. On top of that, things were 
picking up and one by one the boys 
were getting jobs. I became a mes- 
senger boy for the Canadian Pacific 
Telegraphs. It didn't pay much but 
there were a lot of fringe benefits. 
We had the privilege of drinking all 
the pop we could drink at the local 
bottling works and all the bananas 
we could eat at the wholesale fruit 
company. There were tips too, if you 
stood around long enough. 

After two years of that I lost my 
taste for pop and bananas so I quit. 
I decided to look around for some- 
thing that had a little prestige. Radio 
Station CKSO hadn't been operating 
very long and I figured that with the 
show 'business experience I had 
acquired through my cowboy friend 
I'd have no trouble in straightening 
it out. I approached the management 
and was immediately hired. 

It wasn't exactly an ideal job for a 
man of my calibre. They were build- 
ing a new antenna four miles out 
of town and needed a laborer. The 
pay was fifteen dollars a week out of 
which I had to pay two and a half 
dollars bus fare to get there. The 
job lasted two months and I was 
lucky to get out alive. 

After the mast was up they gave 
me a job in the studio but dropped 
my salary from fifteen to twelve and 
a half dollars because I didn't have 
to take a bus to get there. Actually 
that wasn't bad for those days and 
I was quite happy. 

The depression was now over and 
I was on my way to the howling 
success I am today. However, I'm 
convinced it won't last. Another de- 
pression is on its way. I'm so sure 
of it I'm practicing rolling my own 
cigarettes. I want to be ready to sit 
back and enjoy it when it gets here. 

de9dée9/4-ed Peeete 
The convention of the Western Association of Broadcasters headlines 

the Broadcasting activities for June this year. 
Also, birthday greetings to CKCH, Hull, 25 years old on June 30. 

Listed below are more of June's special days. 
1. Trinity Sunday. 
2. Foundation of the Italian 

Republic, 1846. 
Death of Giuseppe Garibaldi, 
1::2. 
Sir Edward Elgar born, 1857. 
Coronation of Queen Elizabeth 
II, 1953. 

5-7. WAB Convention at the Banff 
Springs Hotel in Banff, Alta. 

6. YMCA founded, 1844. 
D -Day, 1944. 

8. Robert Schumann born, 1810. 
9. Death of Charles Dickens, 1870. 

10. Duke of Edinburgh born, 1921. 
11. Richard Strauss born, 1864. 
12. Celebration of the birthday of 

Queen Elizabeth II. 
15. Eduard Grieg born, 1843. 

Father's Day. 
15-21. Red Cross National Water 

Safety Week. 
17. Igor Stravinsky born, 1882. 

Charles Gounod born, 1818. 

21. First day of Summer. 
24. St. Jean Baptiste-Midsummer 

day (Prov. Holiday - Quebec 
and Nfld.) 

26. United Nations Charter signed, 
1945. 
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IN SASKATCHEWAN* 
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YORKTON 
"Excluding Regina and Saskatoon 
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consult our reps. for more market 
information on "Western Canada's Farm 

Station". 

StovinByles Ltd. 
A. J. Messner S. Co., Winnipeg 
Young Canadian Ltd., U.S.A. 
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Stephens & Towndrow Ltd. 
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LOOKING FOR 

FRENCH 

PROGRAMMING? 
SCREEN GEMS (CANADA) LTD. 

HAS THE ANSWER! 

OUR FRENCH DIVISION IS DESIGNED 

TO SERVICE PROGRAMMING FOR THE 

FRENCH MARKET 

AVAILABLE NOW: 

Native and French dubbed properties for local sale: 

CABARET DE PARIS TELEDISQUES CINE PANORAMA 

LE PETIT MAGICIEN THEATRE POUR RIRE 

VIENS A LA MAISON CINE PARADE 

PAPOUF ET RAPATON 

L'APPRENTI SORCIER REPONDEZ ANDRE LABARTHE 

PRENEZ LE CAFE AVEC ALBUM DE FAMILLE 

LES ENQUETES DU COMMISSAIRE PREVOST 

ALL STAR THEATRE SCOTLAND YARD 

CELEBRITY PLAYHOUSE 

PLUS 

AN EXCITING SELECTION of FRENCH 
DUBBED VERSIONS of TOP QUALITY 

PRODUCTIONS for NETWORK SALE. 

OVER 100 FRENCH FEATURES, 
ORIGINALS and FRENCH DUBBED. 

A VARIETY of CARTOONS 
and SHORT SUBJECTS. 

For complete information contact: 

MR. JOHN VERGE 

SCREEN GEMS (CANADA) LTD. 

1224 ST. CATHERINE ST. WEST 

MONTREAL, QUEBEC 

UNiversity 6 - 7619 

Technicolumn 
NEW ACCESSORY equipment for 

converting a standard camera 
channel for quick and easy alignment 
is being offered by Marconi's 
Wireless Telegraph Company of 
Chelmsford, England. 

Optimum picture quality requires 
correct alignment of the beam in 
the image orthicon tube so that it 
passes axially down the tube. Norm- 
ally this alignment is achieved by 
simultaneous adjustment of three 
controls. The operator must rock the 
beam focus control and adjust the 
two alignment controls until the 
picture goes cleanly in and out of 
focus with minimum swirl. 

Much skill and practice are required 
to achieve optimum results by this 
method. For even the most capable 
operator, the procedure is time- 
consuming. 

Marconi claim their method 
achieves accurate alignment with 
ease and rapidity. The new procedure 
modulates the beam focus electrode 
of the image orthicon with a square 
wave at half field frequency while 
carrying out the adjustment of the 
alignment controls. 

If the 'beam in the image orthicon 
is correctly aligned, the square wave 
modulation on the beam focus elec- 
trode produces no effect since the 
beam is travelling down the axis 
of the tube. An incorrectly aligned 
beam, however, may be resolved into 
two components at right angles - - 
a radial component down the axis 
of the tube and a transverse com- 
ponent across the tube. The square 
wave modulates the transverse com- 
ponent and in effect changes the area 
of the target which the beam scans 
during each half cycle. This produces 
a double image and the only opera- 
tion required is the simple adjust- 
ment of the two alignment controls. 

The equipment, now available for 
modification of standard camera 
channels, has been incorporated into 
new designs of Marconi's cameras. 

CANADIAN GENERAL Electric 
has entered the hand -carried 

two-way radio market with a port- 
able transmitter -receiver which is 
described as a breakthrough in the 
technology of transistorization. 

The new product is a tubeless 
receiver for use in VHF mobile com- 
munications services by public safety 

agencies, business and industrial 
firms. It is the result of experimental 
work done by CGE engineers in 
advancing the practical operation of 
transistors at higher frequencies. 

GE says that the new portable is 
completely transistorized as opposed 
to those of other makes which are 
only partly so. The new receiver, 
which can operate on less power than 
a flashlight, is designed for operation 
on two frequencies. All components 
of the receiver are readily accessible. 

WTESTINGHOUSE ELECTRIC 
says portable television sets 

can run on batteries and employ 
transistors will soon be on the 
market. The model uses 23 transistors 
instead of vacuum tubes and can 
operate on house current or re- 
chargeable batteries. Mass produc- 
tion will start at the plant in 
Metuchen, New Jersey with the 
development of some new transistors. 

Ayr ALTER HARTWIG, director of 
VV photography at OFRN - TV, 

Edmonton, has come up with a novel 
use for plastics in photography by 
adapting four -inch polythene tubing 
for developing tanks. 

The station uses too much roll film 
to employ hand -loaded tanks and 
did 'not want to bear the expense of 
a professional -type processing unit. 
The tanks Walter uses are three feet 
long and contain developer, stop - 
bath, fixer and photo -flow and he 
says that they are highly satisfactory. 

The polythene from which the pipe 
is extruded, resists attack by almost 
all strong alkalis and acids, particu- 
larly those which would normally 
corrode most metals. An Edmonton 
firm, Plastics Industries (Alberta) 
Ltd., fabricated the tanks for the 
station from standard polythene pipe. 

ACCORDING TO RCA, newspaper 
press rooms may soon be auto- 

matic. They have developed an 
electronic brain, which keeps track 
of the exact number of copies printed, 
and then shuts down the presses 
automatically when the desired run 
has been completed. The automated 
printing is said virtually to eliminate 
costly over -runs or premature press 
shutdowns. 

IF YOU SELL 

Sun glasses, vacuum bottles, swimming togs, soft 
drinks, beach -wear, sun lotions, reading material, 
cameras and films, gasoline and oil, ice cream, barbeque 
equipment, picnic supplies, do-it-yourself outdoor pro- 
jects, swimming and wading pools, prefab cottages, real 
estate, automobiles and auto accessories, sports equip- 
ment, lawn furniture, gardening supplies, insect 
repellants, summer clothing, flashlight batteries - in 
fact any vendibles in -demand in summer and fall, get 
the complete outline of 

"THE THINGS WE'LL DO THIS SUMMER ON CJBO" 
to enhance summer advertising from your 

nearest STOVIN-BYLES office 



POPULATION : 

"A" : 621,300 "8" : 473,700 

Total : 1,095,000 

FAMILIES : 

"A" : 132,900 "8" . 97,900 

Total : 230,800 

BUYING INCOME : 

"A": $601,652,000 "B": $463,719,000 

Total : $1,065,371,000. 

WITH ITS INCREASED POWER, CHLT will cover 

SHERBROOKE, THE EASTERN TOWNSHIPS, 

15 COUNTIES in "A" TERRITORY, and 7 in "B" 
SOON 5,000 WATTS, on 630 KCS this is big news for a big, powerful sta- 
tion. With its increased power, CHLT will be enabled to reach simultaneously 
EVERY CORNER of the EASTERN TOWNSHIPS, while major industrial centres 
like Quebec City, Levis, Sorel, Drummondville, Granby, St -Jean and many others 
will be encompassed by CHLT's powerful and expanded voice . and by this ac- 
complishment, CHLT Radio will penetrate deeply into the very heart of the Pro- 
vince of Quebec's most lucrative and most productive market. 

NO DOUBT that more powerful CHLT will bring a resultant increase in spon- 

sors. So we suggest that you set aside RIGHT NOW a sizeable portion of your 

advertising budget, that will go to work for you, and reap BIG BIG returns. 

FOR INFORMATION: WRITE CHLT, LA TRIBUNE, 221 DUFFERIN ST., SHERBROOKE 
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Take me back to my Boots and Coke . . . 

I'm a watchin' the big shows on Western TV - the 
Westerns, the Dramas, the Comedies, the Howdy 
Doody and when ma permits, the afternoon Mati- 

nee and other big shows wearing the Channel 2 

Brand-CKCK-TV, Regina. 

P.S.... and don't think I don't savvy those commer- 
cials! Look what I'm drinkin' . . . and ma tells me 

we kids are tomorrow's big 
guns at the cash counter - 
we'r e sure hep on TV's 

branded commercials! 
The last roundup figures 192.000 
human critters recognize t h e 

Channel 2 brand in some 52.000 

TV homes. . . . 
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OU EST LA PLUME DE MA TANTE? 
or "If You Want To Advertise in French You'd Better Know Your Onions" 

WHEN YOU KNOW ONLY ONE 
language, you only have to 

think in that one language, to speak 
it and to write it. You only have one 
set of grammatical problems, syntax 
difficulties and style requirements. 

But when you are bilingual, you 
double the number of words you 
have to know, and rules you have 
to follow. 

The average unilingual Canadian 
has only a vague idea of how com- 
plicated it is to be bilingual, I mean 
fully bilingual. He seldom under- 
stands how difficult, unrewarding 
and dispiriting translation work 
can be. 

As an example, if you took an 
average businessman into the woods, 
and asked him to identify insects, 
birds, trees, and plants, the chances 
are that outside of a hummingbird, 
a porcupine, a maple and a water 
lily, he could not name more than 
10 per cent of the things he would 
see. Yet, the same man will turn 
over a booklet on our flora and 
fauna to a bilingual French-speaking 
Canadian, ask him to translate it, 
and express amezement that the man 
has to look in dictionaries (where 
he will not find more than 50 per 
cent of what he is looking for), write 
to Ottawa to get bilingual brochures 
on the subject, and ask him for a 
week in which to produce his French 
version of the English booklet. 

WHAT'S THE FRENCH 
FOR EARWIG ? 

This happens every day in such 
widely different realms as geology, 
chemistry, cooking, fashion, agricul- 
ture, etc., etc. The unilingual person 
who knows his field by heart expects 
the bilingual man to be in turn, a 
geologist, a chemist, a chef, a grand 
couturier, and a farmer. The fact 
is .that in most areas, the translator 
is like the businessman in the woods. 
He can identify a bumble bee; a 
spruce perhaps, if he does not con- 
fuse it with a balsam fir; a moose; a 
pike, if he does not mistake it for 
small musky; but how about the 
tamarac (a tree), the nuthatch 
(a bird), the mad tom (a sort of 
catfish) and the earwig (a bug)? 

Virtually all good English -to - 
French dictionaries are British and 
European. There are a startling 
number of North -American words 
that you will not find in these dic- 
tionaries (such as the bugs, trees, 
fish, plants, etc., which we have 
over here and which do not exist in 
Europe). Many English financial 
teams, legal expressions, medical 
words, and the like vary between the 
two continents. Yet the translator 
has to find the right term, the correct 
expression. The hunt for the proper 
words is often time-consuming. 

FRENCH IS MORE PRECISE 

French is a precise, highly articu- 
late Latin language, English is, at 
times, a most conveniently vague 
medium of expression. In French, 
when you want to say something, 
you must state it clearly, and leave 

By Nolin Trudeau 

little to the reader's imagination. 
French is more difficult to write than 
English - - good French that is. 
There are many reasons for this: 
more severe rules and regulations, 
a tougher grammar, a stricter syntax, 
objects which have a gender, difficult 
participles, and an exception to 
prove every rule. 

NO FRENCH FOR SMACKEROO 
French has only half as many 

words as English. In English, many 
liberties can be taken - - especially 
in advertising copy; words can be 
invented, such as "swell -elegant", 
"crispy - crunch", "smackeroo", to 
suit the convenience of the writer. 
Not so in French. Such liberties only 

result in gibberish. The French do 
not approve of word inventors. They 
do a good job of preserving the 
words they have and of ;etaining 
their exact sense. Some "words", 
spelled exactly the same way in both 
languages, have different meanings 
("versatile" in French means "incon- 
stant"). A word may have a hundred 
meanings in English, only one or two 
in French. 

French is, by and large, an active 
language, while English, generally, 
is passive. In French, "the man goes 
there"; in English, "the man is going 
there". In French, we say "one says 
that"; in English, "it is said". Trans- 
lators who constantly retain the 
English passive form in French, pro- 

duce copy which sounds more like 
English than French, and, is there- 
fore, bad copy. The more French 
sounds like English, the poorer it is. 

FEW LITERAL TRANSLATIONS 
French is essentially different 

from English in more ways than 
one, and nowhere is this more 
evident than in proverbs and sayings. 
There is no way in French to link 
an advertisement showing a snooker 
table, with the expression: "Are you 
behind the 8 -ball?". We do keep our 
"sunny side up", but our fried eggs 
are "mirror eggs" - - oeufs au miroir 
- - and have nothing to do with good 
humor. And when we have "a horse 

(C ,ntinued on page 37) 

TODAY as never in the years before BMI Canada came into being, the musical 
tastes of Canadians have broadened to include music of every kind, of every style, 
for every taste ranging from piano blues to the concert hall. Just as the heart of 

our country reaches from coast to coast, so does our music come from Canadians 
whose tastes and talents are as wide as the heart is wide .. . 

From a stellar exponent of the jazz idiom on saxophone and flute who brought 
us a modern shepherd's tune ... a Calgary policeman whose songs have brought the 
Alberta foothills to all of North America ... a housewife in the Province of Quebec 
whose interest in our two languages has been preserved in a bilingual song that is 
hailed as "one of the most beautiful ballads of this or any year" ... a New Canadian 
artist whose musical reporting of the Canadian scene produced a hit song that went 
to England and won the Ivor Novello award for the best song of the year . . . an 
ex -Newfoundlander, now a Montreal school teacher, whose talented pen depicts for 
the world the people and pursuits of his native Province ... "The Dean of Canadian 
Composers" ... and a host of others who have set the heart of Canada to music. 
BMI Canada is proud that its open door has helped to bring this new music to Canada. 

BMI Canada is proud that the writers of its music are in truth the sons and 
daughters of a nation whose music comes from the wide, wide heart. 

To each of the men and women who write the music it licenses, to their 
publishers, indeed, to every person of talent and energy who has come through the 
open door and found opportunity in our being ... to these, we of BMI Canada, say 
welcome and thank you. 

BMI CANADA LIMITED 
16 Gould Street 

Toronto 2, Ontario 

New York Chicago 

1500 St. Catherine St. West 
Montreal, Quebec 

Hollywood 
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Take me back to my Boots and Coke . . . 

I'm a watchin' the big shows on Western TV - the 
Westerns, the Dramas, the Comedies, the Howdy 
Doody and when ma permits, the afternoon Mati- 

nee and other big shows wearing the Channel 2 

Brand-CKCK-TV, Regina. 

P.S.... and don't think I don't savvy those commer- 
cials! Look what I'm drinkin' . . . and ma tells me 

we kids are tomorrow's big 
guns at the cash counter - 
we're sure hep on TV's 

branded commercials! 
The last roundup figures 192,000 
human critters recognize t h e 

Channel 2 brand in some 52,000 

TV homes. . . . 


