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Opening Monday May 5 at the Royal
York Hotel, the ACA Conference will
hold its annual business meeting in
the morning, followed by an open
meeting to hear reports from the ABC,
BBM, CARF and CCAB.

Monday’s luncheon honors the
recipient of ACA’s Gold Medal, the
highest award to an individual for
services to, and accomplishments in,
Canadian advertising. Speaker at this
luncheon will be Robert S. Hurlbut,
president of General Foods Ltd. whose
topic will be Business audits its
social balance sheet.

Following Marketing’s presenta-
tion of the outstanding advertising
campaigns of 1968, CRTC Chairman
Pierre Juneau will deliver his Reflec-
tions of a Canadian after one year as
Chairman of the Canadian Radio-
Television Commission.

Knowlton Nash, CBC director of
news and public affairs, will moderate
a panel discussion on the CRTC, by
Beland Honderich, president and pub-
lisher, The Toronto Daily Star; Senator
Keith Davey; and Murray T. Brown,
president and general manager, CFPL
Broadcasting Ltd., London, Ont., with
Juneau participating.

The President’s Reception, cock-

54th Annual Convention

Royal York Hotel, Toronto, May 5-7 1969

tail party and dinner open to all
personnel of ACA member companies
only, and their ladies, will be held
Monday evening.

0

"*Advertising in Action’’ featuring
seven case histories, will be presented
Tuesday morning, including The Char-
gex Credit Card, Speedy Muffler King,
La Céréale Tintin (Quaker Oats),
MacMillan Bloedel, Rouli-roulant (Coca-
Cola), Stel/col/or (Steel Co. of Canada)
and /.8.M.

At Tuesday's
luncheon, William McLean, president
of Canada Packers Ltd., will talk on
The Climate for Business in Canada.

At the afternoon session, The
Impact of Our Changing Society, on
Government, Education, Business and
Advertising, will be discussed respec-
tively by Hon. Eric Kierans, Minister
of Communications; Dr. John Deutsch,
principal of Queen’s University;
Leonard Hynes, president of CIL; and
George Sinclair, president of ICA and
of MacLaren Advertising Co. Ltd.

The annual dinner, Tuesday eve-
ning, will feature music by Bobby
Gimby’'s orchestra and special enter-
tainment.

Wednesday morning, C. Robert
McGoldrick, professor of marketing,

Key Executives’

Université Laval, will discuss The
French-Canadian Consumer: The Past
/s Prologue, and Lucien Roy, president,
Le Publicité-Club de Montréal, and
vice-president and secretary, McKim/
Benton & Bowles, will speak on How
do we Motivate the French-Canadian
Buyer? J.F. (Jack) Glasier, advertising
manager, Ford Motor Co. of Canada, as

-president of CAAB will tell What's

Cooking on the CAAB Range.

Victor Bloede, president of Benton
& Bowles Inc., New York, will speak
onThe Creative Scene 1969 and Beyond.
Following this, John Craig Eaton,
manager, T. Eaton Co.’s London, Ont.
store will discuss The Department
Store’s Market: Like Young' Eugene
Hallman, vice-president and general
manager, CBC English Networks, will
talk on Creative Television: A Look at
the 70s; H.E. (Hank) Karpus, senior
vice-president and director of creative
and media services, Ronalds-Reynolds
& Co. Ltd. will discuss Humor in
Advertising, and Hanley Norins, vice-
president and associate creative
director, Young & Rubicam Inc., New
York, will tell Why McLuhan is Wrong.

Winding up the conference will be
the annual cocktail party given by
CFTO-TV Toronto.

o DIO

O

“THE BEST TWO STATION BUY

awa’ CFRA C O

IN THE CAPITAL’ *

“FOR THE PRICE OF ONE-
"INVESTIGATE REACH PLAN #I1"

CONTACT YOUR MAJOR MARKET MAN

MONTREAL °

845-4111

TORONTO ° VANCOUVER

929-3301 688-5696
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broadcast |
advertising helps |
good things -
| happen !

CURRENTLY ENGAGED in an all-out
all-media bilingual campaign to build
up public awareness that advertising
helps good things happen...publicité
et prosperité vont de pair, the Cana-
dian Advertising Advisory Board is
making use of car cards. outdoor and
print as well as the broadcast media
to emphasize their point.

Our cover illustrates some of the

advertising copy being used in the
campaign.
““In the °‘good old days' this

gramophone was the ultimate in home

entertainment,”™ it reads. ‘‘Today we
expect a lot more in the way of home
entertainment...and the wide range of
television sets, stereos, hi-fi sets
and tape recorders show we get it too.
Of course, the products of yesteryear
came before the inventions of modern
technology...before the economics of
mass production...and before adver-
tising could help make mass produc-
tion possible in the first placel Take
a look around you...part of our good
life is the good things in it...and
advertising helps good things happen.’’

The French version...

‘*Dans le ‘bon vieux temps' ce
phonographe était ce qu'il y avait de
mieux pour se divertir chez soi! De
nos jours, nous exigeons beaucoup
plus pour nous divertir a la maison et

la grande variété de téléviseurs, de
stéréos, d'appareils haute-fidélité et
de magnétophones offerts prouve que
nous |'obtenons. Bien entendu les
articles primitifs arrivérent avant |’ ére
de la technologie moderne...avant
I'ére  économique de la production
massive...et avant que la publicité
puisse tout d'abord justifier la produc-
tion massive. Regardez bien autour de
vous. Vous comprendrez pourquoi nous
affirmons que puiblicité et prosperité
vont de pair.”’

‘“Advertising is the highway into
the marketplace,”” says J. F. (Jack)
Glasier, CAAB president, who will tell
What's Cooking on the CAAB Range, in
an attempt to further the campaign, at
Wednesday morning’s (May 7) session
of the 54th ACA Conference.

area in the past couple of years:

Canadian Fuses Limited
Tritam Products Limited
Alcan Pipe Limited
Coldstream Meat Packers
Consumers Glass Co. Ltd.
Sangstercraft Boatworks

T P L Industries Limited
Wometco Limited

Noca Dairies Limited

The Brown Brothers Limited
Canadian Profilers Limited

N orthwood Mills Limited

next campaign!

Steiner Arch Rafters and Joists

American Can Co. of Canada Ltd.
White Truck Manufacturing Ltd.

General Coachworks of Canada

That's a multi-MULTI-million dollar investment..

OKANAGAN

(MONEY-MAKING) THINGS ARE HAPPENING
IN OKANAGAN-MAINLINE LAND!

........ and how the heck can we keep up with them by showing just one picture a month! So pardon all the type...
here’s a partial list of manufacturing industries which have established or greatly expanded facilities in our

Calona Wines Limited

C anadian Fibreforms Ltd.
Chateau Homes Limited
Crown-Zellerbach (Can.) Ltd.
Cushionair Holdings Ltd.
Gorman Bros. Lumber & Box Ltd.
Kwik Lok Corporation
McGavin-Toastmaster Bakeries
Mission Hill Wines Ltd.
Richmond Plastics Ltd.
Strato-Beams Ltd.

Thermo-Ply Concrete Products Ltd.
Westmills Carpet Ltd.

Burke’s Machine Works
Casabello Wines Ltd.

Kee Pee Products Limited

Parta Industries Ltd.

literally thousands of new jobs. Good reasons for our growing
market...good reasons for your good decision to put Okanagan Mainline Radio on your marketing team for the

VIAINLINE

ADIO

CJIB VERNON CKOV KELOWNA CKOK PENTICTON CFJC KAMLOOPS

Just call

lad

the All-Canada man

[
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Research

Pretests viewer reaction prior to program

MEASURING VIEWER ATTITUDES to-
wards television programs seen in
Canada by tabulating viewers’ likes
and dislikes, helps forecast -audience
trends and their viewing potential.
That is the job undertaken by TVQ/
Canada, and the findings are being
microscopically examined by two of

1
““You can't call it news any more because you're actually there when
it happens! The world has shrunk to a TV tube—I can be in Saigon,

Ottawa or Woodstock all in 10 minutes—Channel 10 does a great job
on news.'' Reg Hall, Woodstock clothier agrees:

CFPL-TV serves Western Ontario—completely.

its subscribers, the CBC and CTV
networks.

TvQ/Canada was established in
Toronto in November 1967, operating
from the offices of the consumer
research  organization known as
Canadian Family Opinion, an affilia-
tion of Canadian Facts Co. Ltd. Its

CFPL-TV
LONDON
CANADA
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services are designed to complement
rather than compete with the other
research firms that measure audience
size. Its parent group in the US, Home
Testing Institute, was established in
1958.

Rising costs in television make it
imperative that each dollar invested
yields the greatest possible return.
While rating services measure the
number of people tuned to television,
TVQ adds a vital dimension which
relates directly to product sales, said
Daryl Dickinson, director of client
relations.

Dickinson, who came to TVQ last
September from the client service
division of A.C. Nielsen Co. of
Canada Ltd., said ‘‘rating data to-
gether with TVQ provides immediate
buying guidance.

"“The TVQ concept is simple, it
makes sense, and independent re-
search has established its validity,”’
he says.

"“The TVQ reports, based on this
concept, provide direct values for
television buyers and sellers alike.

"'The more people like a program
the more likely they are to view
regularly, and view attentively.
Regular, attentive viewing increases
the likelihood that advertising mes-
sages are more frequently received,
and the brand preference of the viewer
is more often switched to the adver-
tised brand. Summed up, TVQ points
to effectiveness,”’ he said.

TVQ enables an advertiser to
place messages in programs that are
preferred by his market target group.
Dickinson added.

Attitudes are like keys

""The importance of considering viewer
attitude when buying television is the
finding that attitudes influence tuning
and communication effectiveness. Fa-
vorable attitudes indicate greater
reach, high attention, greater chance
of viewing commercials, axd a higher
recall.

‘Attitude changes often precede
audience shifts,”” he said. '’Attitudes
provide a useful guide for looking at
new programs or programs in new time
periods.

‘*Attitudes also relate to channel-
switching and audiences ‘on the
break.” thus influencing the most
efficient purchase of programs and
spots,’’ he said.



TvQ/Canada has now completed
five surveys, with reports prepared
each November, January and March,
In addition to the two network clients,
TVQ also serves Imperial Tobacco Co.
of Canada Ltd., and talks are currently
under way with several agencies,

Program predictor
serves as crystal ball

A companion service to TVQ, Dickin-
son said, is that of PIQ (Program Idea
Quotient) which is designed to meas-
ure viewer reaction to new program
ideas before they ever get on the air.
“'PIQ is designed to put the odds
in favor of the advertiser and broad-

Hamilton re-elected BCAB president

DON M. E. HAMILTON, vice-president,
Moffat Broadcasting, and general
manager, CKLG AM-FM Vancouver, was
re-elected president of the British
Columbia Association of Broadcasters
at the annual meeting in Harrison Hot
Springs, B.C. April 1.

Ralph Robinson, manager, CKOK
AM-FM Penticton, was re-elected vice-
president of the association.

Directors named include Ken

Kobluk, manager, CJAT Trail, and R.T.
(Bob) Harkins, president and manager,
CKPG AM-TV Prince George.

Hami Iton continues as a member
of the CAB board of directors, to which
Harkins was named to represent B.C.
television stations and Kobluk to
represent radio

Delegates again named Harrison
Hot Springs as the site for the 1970
convention.

s Goddard, manager, CJV| Victoria; Joe
caster by predicting the appeal of a

new program before it is aired,”” he

said. “PIQ is a proven means for RADIO
reducing the high degree of risk
associated with buying a new, untried NIGHT CLUBS
TV series...before it is telecast.”’

""In February, before advertisers STADIUMS
are offered new program vehicles,”’ THE ;
said Dickinson, “‘and before network TELEVISION
schedules are finalized, written
summaries of programs under consid- HOTELS
eration for the new season are rated )
by Canadian Family Opinion panel WORLD OF MUSIC BALLROOMS
members.

““The summaries, based on a RECORDINGS
review of program pilots, present in
an unbiased manner a description of RESTAURANTS

the series’ story line and setting, as
well as listing featured actors and
actresses.

He said ‘‘the appeal to demo-
graphic groups as reported by PIQ
before the program goes on the air is
generally the same as appeal reported
by TVQ after the program has been on
the air.”’

In the US, PIQ has proven sub-
stantially correct in predicting sex
and age group appeal for 80 per cent
of the programs measured. “'Clearly
effective use of PIQ can reduce the
risk of making the wrong decision
about a new program,’’ he said.

BACKGROUND MUSIC
SPECIAL PROJECTS

“DRUMMERS"*

One of the world's foremost music
licensing organizations, SESAC INC.,
represents and licenses the performance,
mechanical and synchronization rights in an
extensive repertory of outstanding music
contained in both American and international
publisher catalogs. Through its
world-wide activities, it promotes the
works of its established affiliates and
assists its new members in gaining global
recognition and exposure. A member of the
International Confederation of Societies,
Authors and Composers, SESAC
supplies the world’s entertainment industry
and listening audiences with a repertory
unsurpassed in quality and diversification

785 households respond
on national panel

Canadian Family Opinion operates the
panels from which the surveys of TVQ
and PIQ are formulated. Questionnaires
are mailed to each person in the home
of the selected panel member, with
respondents broken down into seven
classifications: children 6-11, teens
12-17, adults 18 and over, 18-34,
18-49 and over 50, and total family.

Dickinson said a national English
panel includes 785 households, and
these households are in constant use
for various research studies conducted
by CFO.

Each panel member is given a
token remembrance at Christmas and
for her birthday, but otherwise no
remuneration is made, Dickinson said.

J", .

WORLD HEADQUARTERS:

10 Columbus Circle, New York, N_Y. 10019.
(212) 586-3450

REGIONAL OFFICES:

The SESAC Building, 1513 Hawkins Street,
Nashville, Tenn. 37203. (616) 254-5703
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International surveys limited discovered

Which Quebec
radio station

THE ANSWER:

CHRC

SECOND BEST STATION
THIRD —
FOURTH —

NO ANSWER

One million Quebecers
consistently place CHRC way
ahead in public confidence,
ratings, power, programming,
public, service, and influence.
These facts and many others
were born out by a May, 1967
survey conducted for CHRC

by International Surveys
Limited in Metro and Rural
Quebec.

Yes, BBM figures showing
constant CHRC leadership are
accurate!

No wonder CHRC Radio also
leads in awards and sales.

GHRG

AM: 50,000 WATTS/800 KCS
24 HRS. A DAY

FM: 81,000 WATTS/98.1 McS
13 HRS. A DAY

SEPARATE PROGRAMMING
{STEREO)

REPS:

CANADA—

HARDY RADIO & TV LTD.
MONTREAL « TORONTO
WINNIPEG « VANCOUVER

U.S.A—CSBS
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CHUM-FM TORONTO won two ‘'Major’’
awards for excellence in FM broad-
casting, at the NAFMB convention in
Washington, D.C. last month. It was
the first time the event, named in honor
of the inventor of FM, Major Edwin
Armstrong, had been opened to inter-
national competition. 182 stations
entered, and CHUM-FM was the only
Canadian winner. The two sculptured
bronze plaques were each accompanied

by a $500 cash award. One, for first
place in the news category, was for
Commentary, an off-beat, original
in-depth look at current international
happenings, cited as ‘‘news broad-
casting with a punch.”” The other,
Ontario’s Indians — Christmas 1968,
took the top award in the educational
category. Receiving the awards were
Larry Greene, left, and Kim Calloway,
producers of the two programs.

e —— ANNOUNCEMENT -

RADIO-TELEVISION REPRESENTATIVES LTD.

Peter D. Viner

lan M. Grant Duane K. Lee

The appointments of lan M. Grant as Director of Special Services and of Peter D.
Viner and Duane K. Lee as Sales Representatives have been announced by
T. Gordon Ferris, President, Radio-Television Representatives Limited.

Mr. Grant, whose background spans thirteen years in Canadian broadcasting,
will be responsible for the development and growth of Special Services, the newly
created division embracing all the ancillary services offered to station clients,
advertisers and agencies. He will be located in the company’s Toronto office.

Peter D. Viner, with a background of agency account work and media selling,
will be an invaluable addition to the sales staff of the Montreal office.

Duane K. Lee joins the Radio Sales Staff of the Toronto office, following a
number of years in various capacities with national Canadian advertisers.




Government

Stanbury forecasts
content regulations
for radio

RADIO’S DUAL ROLE, to inform and to
entertain, was probed and prodded by
Robert Stanbury, MP (York-Scarboro),
parliamentary secretary to the Hon.
Gérard Pelletier, Secretary of State, as
he told a Standard Radio News seminar
in Toronto that radio "“shouldn’t be a
mere machine for playing recordings.””

Stanbury, former chairman of the
Commons Committee on Broadcasting,
told the meeting of news directors of
the 17 SRN stations, that "“above all,
radio’s duty is to inform. News and

public affairs should have top priority
on every station. Not necessarily the

butk of the time, but priority in
importance.

"'By radio,”” he said, "‘we should
get news as it happens, as fully as
necessary, for a balanced presentation
of the facts.

""There should be, on every
station, regular news bulletins geared
to the changing audiences and inter-
ests through the day’'...not only
""prompt and full information’” about
happenings on the local scene but
‘‘adequate coverage of provincial,
national and world events.

"’On too many Canadian stations,”’
he said, ""and this is not only true of
Quebec, one is hard pressed to know
by listening to the local radio station
what country you're in, sometimes.”’

Urges broadcasting
government proceedings

Staunch advocate of efforts to permit
radio and TV coverage of proceedings
in the House, Stanbury said “’| think
the process of government could be
better understood through broadcasting
meetings of councils, even legis-
latures and parliament, on occasion.
“"If | had my own way,”’ he said,
“‘radio people would have access to
parliamentary committees before long.

Canadian content rule
may soon apply to radio

Stanbury said “‘radic generally is still
not making any appreciable contri-
bution to Canadian talent develop-
ment,”’ as he urged stations to expose
Canadian artists to the fullest possi-
ble extent on the recordings they use.

“"There hasn't been a Canadian
content rule in radio as there has in
television,”” he said., "'but | think
there should be. And | suspect there
might be, before long.”’

B el

named award winner
by
Mayor of Regina

His Worship, Mayor Baker of Regina named CKRM winner
of the City’s annual Communications Award. Presentation
was made at the Regina Men’s Press
Club Awards' Night.

The coveted plaque is awarded to the
news media doing the most outstand-
ing communications job throughout
the year for the City of Regina.

CR M Kapio
£

When you have a message to communicate to the
people of Regina, CKRM offers you a dependable
audience in one of Canada‘s most progressive mar-
kets. Ask your CKRM Representative for details.
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LATEST IN AU

MODULAR
MIXING CONSOLES

CUSTOM-MADE IN ANY
CONFIGURATION TO YOUR
SPECIFICATIONS
Using Standard Modules
% Unlimited Adaptability.

* Highest Technical Design Standards.
% Completely Self-contained.
.,hl;r.- ‘:'.“.‘" -._"_’“' .__:':_ & N 3 —— = = TF‘T"

* 8 or 12 Mixing Channels
— Each input switchable

GENERAL- to line or microphone
level.
PURPOSE % 1 to 4 Output Channels.
* Facilities for insertion
MIXING of Filters, Processing

Amplifiers, Reverbera-
tion Units, etc.

* Self-contained - No
additional equipment
racks.

* Full Monitoring
Facilities.

CONSOLES

Third Generation

4
MP-4 PORTABLE MIXING CONSOLE

PO RTABLE MODEL A COMPACT, HIGH QUALITY MIXING UNIT THAT CAN BE HAND-CARRIED
AU D I 0 OR RACK-MOUNTED FOR:

PRO 12 % STUDIOS * REMOTE BROADCAST PICKUPS % MOBILE OPERATION
RECORDER * Compact * Small size 201/4”x141/4”x5'>1/z”. *I};l;gtihngtabmty and Overload

. . * Battery or AC Line Operation, -] .
* High Reliability ) ) * Built-in Oscillator, Pre-
) * Selectable Line or Microphone listening, Monitoring, Meter-
* Long Life Inputs. ing and Clean-Sound Circuitry.
* Studio Quality * Low Noise and Distortion. * All Terminals at Rear.

Sound
* Mono and Stereo

* Mixing Facilities

* Cueing and
Dubbing Facilities

TRUST IN PHILIPS IS WORLD-WIDE

PHILIPS ELECTRONICS INDUSTRIES LIMITED

PROFESSIONAL ELA DEPARTMENT
5930. Cote de Liesse Rd., 116 Vanderhoof Ave., 4107 11th St. S.E.,

MONTREAL, QUEBEC TORONTO 17, ONTARIO CALGARY, ALBERTA
Telephone (514) 342-9180 Telephone (416) 425-5161 . Telephone (403) 243-7737

FOR MORE DETAILS USE HANDY REPLY CARD



LATEST INVIDEQO ., PHILIPS

FOR
HIGH QUALITY

COLOR BROADCAST
USE

% Digitally controlied via
VHF and Microwave Link
-3 "\ or Triaxial Cable.

LATEST IN -
AUDIO-VIDEO

)\ color coverage of remote

sports and news events.

PHILIPS 3 anmorc contron siams
& by PHILIPS v e N8 T
ok v mcamane y, S e
7 "o
. . a 11. |
Please send me more information on the items checked: \Tj H# L Ej::’..
{ (=R =)
AUDIO VIDEO e'ui (o
[0 Custom-Made Mixing Consoles [ PCP90 *’Minicam’’ i s
[ General-Purpose Mixing Consoles [J PC80 Plumbicon Color Camera

{} MP-4 Portable Mixing Console [0 PCF60 Color Telecine Chain
[0 PRO12 Portable Audio Recorder

COLOR
NAME TELECINE CHAIN PCF 60

DEPT. For unexcelled colorimetry in 16mm Film and
35mm Slide Telecasting.

NPT * Adaptable to any Telecine Projectors.

ADDRESS * For Optical and Magnetic Strip Sound.

* For Color and Black and White.
* Can be remote controlled from any one of
four selectable locations.

* Automatic Light Control corrects rapidly for
light variations.

[ R R W YR ANV R T |

% In the Studio

% Out of Doors

* Night and Day

% In Mobile Vans

* In High Temperatures
*

*

*

In Low Temperatures
In the Desert
In Stadiums
* At Conventions and Rallies

By the originators of the PLUMBICON CAMERA TUBE.
*Registered trade mark for television camera tubes.

TRUST IN PHILIPS IS WORLD-WIDE

% PHILIPS ELECTRONICS INDUSTRIES LIMITED

PROFESSIONAL ELA DEPARTMENT
5930 Cote de Liesse Rd., 116 Vanderhoof Ave., 4107 11th St. S.E.,
MONTREAL, QUEBEC TORONTO 17, ONTARIO CALGARY, ALBERTA
Telephone (514) 342-9180 Telephone (416) 425-5161 Telephone (403) 243-7737

FOR MORE DETAILS USE HANDY REPLY CARD




LATEST IN AUDIO,, PHILIPS

MODULAR

MIXING CONSOLES

CUSTOM-MADE IN ANY
CONFIGURATION TO YOUR

SPECIFICATIONS

Using Standard Modules
% Unlimited Adaptability.
% Highest Technical Design Standards. BUSINESS REPLY POST\CARD

* Completely Self-contained. NO POSTAGE STAMP NECESSARY IF MAILED IN CANADA

FoTiE R & NS Tl S0 AR

8c POSTAGE WILL BE PAID BY

GENERAL-
PURPOSE
MIXING
CONSOLES

Third Generation

Philips Electronics Industries Ltd.
8 Queen Elizabeth Blvd.
Toronto 18, Ontario

PN
PN
PN
N
PN
N
"\

Literature Services Dept.

PORTABLE .05,

UK KAUR-MUUNIEU LUK:

AUDIO PRO 12 % STUDIOS * REMOTE BROADCAST PICKUPS * MOBILE QOPERATION
H 1/, 1 1/ 17y B 1/t H HH
RECORDER * Compact * Small size 20% "x14%4"X5Y; " *ElagﬁhngStabmty and Overload
. . * Battery or AC Line Operation. e .
* High Reliabifity . . * Built-in Oscillator, Pre-
) * Selectable Line or Microphone listening, Monitoring, Meter-
* Long Life Inputs. ing and Clean-Sound Circuitry.
* Studio Quality | % Low Noise and Distortion. * All Terminals at Rear.

Sound
* Mono and Stereo

* Mixing Facilities

* Cueing and
Dubbing Facilities

TRUST IN PHILIPS IS WORLD-WIDE

PHILIPS ELECTRONICS INDUSTRIES LIMITED

PROFESSIONAL ELA DEPARTMENT

5930 Cote de Liesse Rd., 116 Vanderhoof Ave., 4107 11th St. S.E.,

MONTREAL, QUEBEC TORONTO 17, ONTARIO CALGARY., ALBERTA
Telephone (514) 342-9180 Telephone (416) 425-5161 . Telephone (403) 243-7737

FOR MORE DETAILS USE HANDY REPLY CARD



LATEST IN VIDEOQO., PHILIPS

PCP 90

"MINICAM"”
Portable P

PLUMBICON pg
COLOR
CAMERA

PC 80 PLUMBICON'

COLOR CAMERA

FOR
EXQUISITE
COLOR

REPRODUCTION
% In the Studio
% Out of Doors
* Night and Day
% In Mobile Vans
*
*
*

In High Temperatures
in Low Temperatures
In the Desert

% In Stadiums

% At Conventions and Rallies

By the originators of the PLUMBICON CAMERA TUBE.
*Registered trade mark for television camera tubes.

5930 Cote de Liesse Rd.,
MONTREAL, QUEBEC

Telephone (514) 342-9180

FOR MORE DETAILS USE HANDY REPLY CARD
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FOR
HIGH QUALITY
COLOR BROADCAST

USE

% Digitally controlled via
VHF and Microwave Link
or Triaxia! Cable.

. % Latest — State-of-the-Art
- Camera for on-the-spot

color coverage of remote
sports and news events,

11
\ m‘

COLOR
TELECINE CHAIN PCF 60

For unexcelled colorimetry in 16mm Film and
35mm Slide Telecasting.

* Adaptable to any Telecine Projectors.

* For Optical and Magnetic Strip Sound.

% For Color and Black and White.

* Can be remote controlled from any one of
four selectable locations.

* Automatic Light Control corrects rapidly for
light variations.

P '_
|
|
1

T

TRUST IN PHILIPS IS WORLD-WIDE

PHILIPS ELECTRONICS INDUSTRIES LIMITED

PROFESSIONAL ELA DEPARTMENT
116 Vanderhoof Ave.,
TORONTO 17, ONTARIO
Telephone (416) 425-5161

4107 11th St. S.E.,
CALGARY, ALBERTA
Telephone (403) 243-7737




Yes Virginiaq,

there IS Canadian music!

"YES, THERE IS CANADIAN MUSIC!"’
is the title of a 104 page magazine-
size book, listing Canadian music
licensed by BMI Canada Limited.

On the other side of the fence,
in the offices of CAPAC (Composers,
Authors and Publishers Association of
Canada) there are thousands of titles
of Canadian compositions in file
drawers. No one has ever bothered to
count the number of such licensed
compositions.

Yet one of the biggest complaints
of musicians and artists is that not
enough Canadian music by Canadian
musicians and vocalists is heard over
Canadian broadcasting stations. The
cry of increased Canadian content is
heard frequently before various gov-
erning boards in the broadcasting
fields.

Walt Grealis, publisher of RPM
Music Weekly, Toronto, guessed that
while the Dominion Bureau of Statis-
tics gives $40,509,515 as the net
sales value of domestically produced
records in 1967, only about $200,000

by James Montagnes

of that amount would account for
wholly Canadian recorded music. That
is Canadian compositions recorded by
Canadian musicians or singers.

A record is a record

A survey of a number of large record-
ing companies reveals that neither the
public nor those who choose the music
at radio stations care whether the
music is Canadian or played by
Canadians.

‘’Being Canadian is not impor-
tant,”” George Struth, assistant to the
director of Quality Records Ltd.
explained. ""A record that counts gets
along on its own merit against all
competition. Sometimes being a Cana-
dian record can be a deterrent. It may
not be in the groove.”’

""There is a lack of enthusiasm
among Canadian radio stations to
accept the fact that good records are
made in Canada,”” said Paul White,
director of artists and records at
Capitol Records (Canada) Ltd. ''Most

Montreal

“52 Minutes of Stereo Music

in Every Hour”
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Canadian companies make as good
records as anywhere else. Perhaps
Canadian record companies could do
a better promotion job. We have been
lax in the past.”’

Capitol and a number of other
recording companies are now dressing
up their releases more. They are
making radio station personnel more
aware of their Canadian artists, sup-
plying more data on Canadian artists,
letting stations know what other
Canadian stations are doing with
Canadian recordings.

Ally Canadian radio stations
receive‘ree all single (45 rpm) records
issued by record companies in Canada.
Some record companies charge radio
stations $1 for long play (33 1/3 rpm),
while others supply even such records
free to as many as 250 Canadian
stations. The number of Canadian
releases is small, with one company
as few as four a month in singles,
while another company has issued four
long play records in the past four
months.

Canadian Talent

CFRB Toronto and CJAD Montreal
distribute long play records of their
Canadian Talent Library to about 150
Canadian  subscriber-stations. The
library which issues one release a
month, has been in operation since
1962. The music is largely written or
arranged by Canadians and is played
and sung by Canadians. About 112
records have been released to date,
over 200 songs by Canadian composers
have been recorded, many for the first
time. Over $350,000 has been spent
in producing these Canadian records.

All the recording for the Canadian
Talent Library has been done in
Canada. Artists other than those living
in Toronto and Montreal have partici-
pated. Considerable biographical and
promotion material goes out with the
records for use by station announcers.

The success of the Canadian
Talent Library refutes the charges of
some record companies that the public
does not care whether the music is
Canadian,

"I get letters from listeners all
over Canada asking about individual
selections, artists and compositions,”’
reports Lyman Potts, vice-president
and general manager of Standard
Broadcast Productions Ltd., which
issues the Canadian Talent Library

—p- 14



We’re about to change your mind.

If that's ok with you.

You see, in the last few months, we’ve been
doing a little private investigating. And the ob-
ject of our interest has been your sales market.
Your real sales market. Where the big money
comes from.

Our findings were a shock.

Your real sales market is not nearly as young
as you have been led to believe. We have the
facts and figures to show that we’ve all been
led down the garden path.

Comes the Revolution!!

If you're not afraid of the truth, we have a
zappy, simultaneous, 4-screen visual pre-

sentation that will open eyes, bend minds, and
challenge youth cultists to put their money
where their mouth is.

This is the kind of myth-destroying presen-
tation that advertisers are going to be talking
about. Soif you're an agency man, you'd do well
to see it before your client does. It won't hurt a
bit,we promise. We're notoutto blow your mind.

Just bend it a little.

E STANDARD BROADCAST SALES

1407 MOUNTAIN STREET
MONTREAL 25, QUEBEC
(514} 8492454

2 ST. CLAIR AVENUE WEST
TORONTO 7, ONTARIO
{416} 924.5721
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(Continued from page 12)

records. "'The first 79 records were
made only for broadcast use, but those
from number 80 on are now available
in record stores from the Atlantic to
the Pacific on RCA and London labels.’

CAPAC and the Canadian Asso-
ciation of Broadcasters have just
concluded the first five years of a
joint effort to produce more Canadian
recordings and music for broadcast
stations and the public. The project,
at $50,000 a vyear, has just been
renewed for another five years. Nine
long-play albums of little-known
Canadian music were released in the
first five years, played by Canadian
musicians and artists. These include
piano concertos as well as popular
music, ballet works and productions
commissioned for £xpo 67, jazz and
hits from Canadian operas.

Individual Canadian stations,
large and small, have in recent years
made recordings of local musical and
vocal groups, and the records made
available through Canadian recording
companies for general sale.

No dearth of Canadian music

There has been a definite increase in
the number of Canadian compositions
licensed in recent years. BM| Canada

reports in the centennial year 1967
there were 248 licensed works, and
last year about 220.

""There has also been an increase
in the use of Canadian music in the
United States,”” Harold Moon, general
manager of BMI Canada, reports. "'To
promote Canadian music, we send lists
of Canadian productions to Canadian
stations. We even buy long-play records
of Canadian music and send them to a
special list of Canadian stations. "’

Following the special emphasis
on Canadian music in 1967, a slack
was expected last year. But Moon
points out this did not develop.

"’The musical affairs of 1968 in
many ways differed from those of 1967,
but the feared hiatus didn’t take place
and new vistas of Canada’s music
scene appeared, providing new and
better opportunities for our creators of
music. Canadian music is now gener-
ally accepted at home and abroad as
competitive and equal to the music
originating in the longer established
centres.”’

French music is booming

Another facet on this is reported by
Louis Applebaum, well-known com-
poser and executive of CAPAC. who
estimated that today about 25 to 30
per cent of all copyright fees paid to

Do you
want your

Messa

e
Known

in
Saskatoon?

THEN TAKE ONE STEP FORWARD
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CAPAC are kep:t in Canada, largely to
pay for Canadian music use.

While Canadian music has had a
long uphill battle for recognition in
most of Canada, in Quebec the picture
has been different in the past eight
years. In French-Canada, Canadian
music is thriving, a number of those
interviewed reported. Applebaum said
this has reversed the usual trend of
U.S. music, and White of Capitol said
that even French recording stars on
French-imported records have suffered.

Columbia Records of Canada Ltd.,
and Capitol Records do between 60 to
80 per cent of their Canadian record-
ings in French-language Canada.

""We have a predominance of
French-Canadian productions,”” said
Jack Robertson of Columbia Records.
"‘We supply a special list of English-
language radio stations with such
French-language single records, and
hope they will use them. Our French-
Canadian .artists have recorded three
albums of Canadian music in French
in ‘Europe when making appearances on
the continent.”’

""Quebec people are aware of their

own talent,”” said Paul White of
Capitol. ""We did 60 per cent of our
own Canadian production in French
last year.”’

CAB, to further promote Canadian
music by Canadian artists, has com-
piled lists of 45 rpm and long-play
records by French and English-
tanguage Canadian artists. The lists
show a wide variety of recording
companies, as well as dozens of
musical groups and soloists. A large
number of the 45 rpm records are of
French chansons.

Canadian Broadcasting Corporation
transcription service since 1966 has
had its Canadian serious music
recorded for general sale by RCA Ltd.
Prior to this time its Canadian music
was available only on transcriptions,
which went to radio stations through-
out the world, spreading the word that
there is Canadian music and that there
are Canadian artists. One of the
records now generally available is that
of a comic opera Col/as et Colinette by
Joseph Quesnel, and written in 1788
at Montreal. There has been Canadian
music around for a long time!

‘‘Canada is loaded with talent,””
said John Drisco of Quality Records.
‘’Canadian names are recording in the
United States. Canadian talent has
long moved to the bigger industry there
for bigger opportunities.”’

Others also pointed to the many
Canadians now connected with major
United States television shows, to
emphasize the exodus of Canadian
talent south of the border. There are
numerous Canadian country music
groups recording in hill-billy country
at Nashville, Tennessee.
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All-Canada Radio & Television Limited

Increasing sophistication in media/
marketing research activity poses ever
new complexities for the national
representative. Like other computer-
age services, his must be “plugged-in’’
to the data sources—equipped to cope
with today’s statistical avalanche.
All-Canada was the first Canadian
representative to implement EDP in
both media research and in internal
data processing. But more importantly,
All-Canada was first to develop the
people to explore and interpret... to
develop media solutions to marketing
problems.

Our “Computer” is experienced

people —broadcast specialists, carefully
selected and integrated into a single
compatible organization...across
Canada and the U.S.A.

The best in the business.




Cable

Canadian ownership for CATV

NEW DIRECTIVES TO THE CRTC,
announced March 31 by Secretary of
State Gerard Pelletier, will also govern
Canadian ownership of cable televi-
sion systems which now come under
the umbrelta of broadcasting. All
licensees of broadcast undertakings
have until September 1, 1370 to comply
with the ruling.

Any applicant for a CATV license
to establish facilities not in operation
on or before April 1, 1968, must
comply with the Canadian ownership
requirements immediately.

Previous orders required that 80
per cent of the voting shares of
corporations having shares in a
license-holding corporation must be
held by one or more Canadian citizens.

This requirement has been modi-
fied to admit the holding of shares by
a second holding corporation, pro—

vided that 80 per cent of its shares
are owned by one or more Canadian
citizens, Pelletier said.

Under former government direc-
tives, all the directors of license-
holding and eligible share-holding
corporations were required to be
Canadian citizens. This will still
apply to license-holding corporations,
but only four-fifths of the directors of
an eligible share-holding corporation
must be Canadian citizens.

A former provision that 40 per
cent of the total indebtedness of a
broadcasting undertaking must be
under Canadian control has been
removed.

However, the Commission is
charged with satisfying itself that
Canadian control is not prejudiced
through the holding of a significant
portion of the outstanding debt outside
Canadian control.

Out Torounle

SO MUCH TO SEE...SO MUCH TO BE HEARD

CTtaris dllan T Bulbtivgs Tire wlntodle- CKTM 999
Radio Station CKFM is proud to be part of Toronto . . . in-

forming and entertaining listeners night and day in FM
Stereo. An ideal climate in Canada's largest market for your
sales story. Inexpensive, too!

TUNE IN TORONTO CGIRKEMI®9D.D

Represented by Standard Broadcast Sales in Toronto and Montreal

16 CB/APRIL 1969

Technical

CGE wins franchise

for CBS EVR camera

EXCLUSIVE MARKETING RIGHTS for
Canada have been obtained by Cana-
dian General Electric for a new CBS
Broadcast EVR (Electronic Video
Recording) camera, to be built by GE
in the US.

The camera is an integral compo-
nent of the Broadcast EVR system, said
Harry S. Dawson, CGE manager, com-
munications systems. Broadcast EVR,
an application of CBS Electronic Video
Recording technology, is expected to
have wide television application for
advertising agencies, feature film and
film program distributors, as well as
broadcasters, in Canada.

“"In addition to the new levels of
high color quality inherent in the EVR
system,”” Dawson said, ‘‘the new
camera will offer advantages such as
minimum maintenance and simplified
operation, as well as the market
impact of the industry’s latest film
system at a cost below present film
cameras.’’

He said commercial debut of the
Broadcast EVR system is expected
“'during 1969'°,- and CGE expects in
Canada the camera will be priced in
the $47,000-$50.000 price range for
broadcasters, and from $36,000-$39,000
for ETV users.

Developed by CBS Laboratories,
the system has been called ‘“a revolu-
tionary technological breakthrough in
broadcasting.”” It transmits  high
quality color images from 16mm black-
and-white film while economically
providing print-to-print consistency,
greater film durability, protection
against color fading, and reduced
processing time.

It is expected to serve many uses
in educational as well as commercial
television, and will bring network
transmission quality to locally origi-
nated programming for the first time.

First operating step in the Broad-
cast EVR system is the transfer of
picture images from film to a master
through electron beam recording tech-
niques (mastering capability for
videotape is currently under develop-
ment). Conventional photographic
processes are then used to obtain
black-and-white 16mm release prints
from the master.

At the television station, a
Broadcast EVR camera converts the
black-and-white picture information
and color coded information to a
standard high quality color signal for
transmission.



FEATURING: ROY JACQUES — ANNIS STUKUS
> EX CLUSIVE DIRECT VOICE REPORTS FROM ALL PARTS OF THE WORLD
BY BROADCAST NEWS (AUDIO) AND METRO MEDIA (AUDIO)

°The most INFORMATIVE, AUTHORITATIVE
radio NEWS in Canada

°Canadian Press and U.P.l. news wire service
°Local eye witness reports

°Traffic reports "Air West -air alert’ morning and night |
°B.C. Hydro transit service information
°Stock market reports direct from S.H. Lennard & Co.
°Sports by the Dean of Canadian
sportscasters: Annis Stukus

°The most comprehensive news gathering

organization in Canadag, 5 o 7 o o o w A T T s

directed by Roy Jacques
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POWERFUL WATTS

550 ON THE DIAL

. . . *REACHING

142,000 LISTENERS
38,700 MEN
50,300 WOMEN
17,000 TEENS
15,900 CHILDREN
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CAAB

Positive information

counters negative reaction

Robert E. Otiver, Executive Vice-President,
Canadian Advertising Advisory Board

"'Sire, the consumers are revolt-
ing,” said the slender, dark-haired
young courier, his blue eyes glittering
strangely as he bent forward and
kissed the king's leather boot.

"Verily, and forsooth,” replied
the king, his brown eyes glittering
strangely as he eyed the courier’s taut
buttocks.

(from “"Unpublished Plays’* by Anonj

Completely inadequate research
has failed absolutely to trace the
author, publisher, or publication date
of the manuscript from which the
above is purportedly taken. Yet two
clues confirm it as a product of the
last decade — the overt sexual ambiv-
alent symbolism, and the semantic
ambivalence of consumer-king.

Many of us who have passed our
30th birthday mark, which is now
supposed to be synonymous with
senility, and marks the closing of the
communication corridor, can remem-
ber how seriously advertisers,
salesmen, and management once took
the phrase, “The customer is King”.

We used to remind ourselves that
in a free society of multipie choice
we needed the customer far more
than he needed us. In our innocence
we regarded customer and consumer
as almost synonymous.

However, now that consumer
and voter have become synonymous,
a host of critical voices tell us that
businessmen love customers but that
our attitude towards consumers is
yech.

Obviously we have not under-
stood our business or else others do
not understand the forces of the
marketplace. That adds up to a
failure in communication — and when
communication fails, the business
process begins to disintegrate.

It may be too that we have
committed a marketing boo-boo of
near classic proportions. We of the
advertising craft have felt that our
responsibility was to the client or
employer — and as long as our
messages improved public awareness
of his product or service, we consider-
ed our efforts successful.

But what about the real market

— the consumers themselves? Modern
consumers are becoming increasingly
educated and sophisticated, and want
to be informed as to why and how
the modern distribution system
works.

Have we ever discussed with
them the inevitable relationship
between mass production and mass
communication? Do we point out
that in an innovative, competitive
economy, there is bound to be
clamor in the marketplace? Some
complain about the number of “‘con-
fusing”’ choices in the supermarket —
a competitive situation which
strengthens the consumer’'s hand
since it extends the range in which he
can show preferences. Do we discuss
in a rational way the alternatives, and
the implications of these alternatives?
If we are to limit choice, who or what
will be the arbitrary body — and how
will it decide when, and how many,
new competitors may seek the con-
sumer’s favor?

In addition to the broad
consumer public there are certain
special segments with whom we
should communicate. How often do
we speak to our members of
parliament? Do we always wait until
there is some issue in which we have a
legitimate self-interest — or do we
take time occasionally to listen to
some of their problems and to keep
them informed of what is goingon in
our industry? And when we do
become involved in an issue of public
concern, do we approach him with a
defensive stance, or a problem-solving
point of view? Few elected members
will knowingly support legislation
that is not in the public interest; our
responsibility is to ensure they are in
possession of relevant data.

The educational field is another
urgent sector. In Ontario, the recom-
mended texts on mass media, mass
communication and Man and Society
(options) explore, usually with strong
negative overtones, the industrial
society and the advertising process.
Vance Packhard's The Hidden Per-
suaders, for example, and Pau! Good-
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BBM'SAYS

CKVL

VERDUN-MONTREAL

NO.
IN QUEBEC

weekly circulation 710,400

CKVL-FM

NO.

IN QUEBEC

weekly circulation 201,300

*BBM, January 1969 — All persons: full coverage area.

REPRESENTATIVES: Radio & Television Sales Inc., Montreal-Toronto-Vancouver
Canadian Standard Broadcast Sales Inc., New York




WHEN YOU GO
ON THE AIR

.
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Most national advertisers are
now using the Shamrock sta-
tions as an important link in
their television campaigns.
Can we help you to increase
your sales in Manitoba and
Saskatchewan?

See our representatives:
Stovin-Byles Television Ltd.-
Canada.

ABC International Television Inc.
U.S.A.
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(Continued from page 18!

man’s Growing Up Absurd are
favorite texts; the former a superficial
rehash of research masquerading as a
profound social document, the latter
is a book by a brilliant writer who
views with venom our present
educational, social, and business
structures.

Critical assessment of our way of
life is, of course, an - educational
responsibility, for unless the young
are dissatisfied with this present
world they will never build a better
one. But one looks almost in vain for
a counter-balancing point of view.
Without an industrial scciety, we
would be working to achieve one. It
is the achievements of the despised
technostructure that have made it
possible for the mass man to say, "I
want my life work to be meaningful,
to me and the community .”’

Certainly it is a little disturbing
to pick up a U.S. textbook used in
consumer education, with a laudatory
foreword by Esther Peterson, and to
read this sentence in the chapter on
advertising: "'Advertisers reap rich
dividends from the knowledge that
consumers on the whole are gullible
and that few people have mastered
the art of reading advertising with a

critical eye. For these reasons it is
indeed like looking for the proverbial
needle in the haystack or a contact
lens in a swimming pool to collect a
good sampling of straight, honest
advertisements.” One wonders how
honest and straightforward the effort
was to find such advertisements.

During the past 18 months
CAAB has been active on the
industry’s behalf in all these fields of
public information. However, while
we can act as a co-ordinating and
sometimes a catalytic body, in
today’s climate everyone in the
industry should be looking for ways
to broaden public understanding of
the advertising function. The broad-
cast industry might well consider
giving added impetus to this cause by
including speakers from the Advert-
ising industry on public interviews
and "hot line”" programs, and by
scheduling public affairs programs on
which advertisers and adversaries
could éxplore current issues and their
implications.

One area where all advertising is
to be commended lies in the
application of the Canadian Code of
Advertising Standards. Here we work
closely with provincial and federal
officials involved in consumer pro-
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NTV APPOINTMENTS

R. C. Dawson

F. Corbeil

Philippe de Gaspe Beaubien, Chairman of the Board and Chief Executive

Officer NTV

ommunications Corporation Limited, announces the

appointment of R. C. (Bob) Dawson as Marketing and General Sales

and

anager, NTV Marketing Toronto and Fernand Corbeil as Marketing
éeneral Sales Manager, NTV Marketing Montreal. Both Mr.

Dawson and Mr. Corbeil have extensive backgrounds in administration
within the communications industry and have been associated with
NTV since its inception. NTV Marketing is that division of NTV
Communications Coreoration Limited which performs the marketing

function for CHCH-T

Toronto/Hamilton and CHLT-TV Sherbrooke/

Quebec Eastern Townships. Offices are located at 20 Carlton Street in
Toronto and 1 Place Ville Marie, Montreal.




OnThursday; May]1,

Stephens and Towndrow

will enter the picture
in Newfoundland.

\ { That's the day we take

over as reps for the

CJON television system

in Newfoundland.
CJON TVisin

Canadass sixth largest

market. And we're very

proud to represent them.
We also represent

CFCN TV, Calgary. And |
WBEN TV, Buffalo. |

Our television division
handles the finest stations.
And is staffed by the
best peop]e.

Stephens and
Towndrow Television.

We're very much in the
picture.

CJON TV, Newfoundland.

Represented by the Stephens and Towndrow Organization,
Television Division.




Southern
Saskatchewan’s
only

Captive
Television

M arket

CIFB-TV

CHANNEL 5 — SWIFT CURRENT|
CHANNEL 2 — EASTEND
CHANNEL 2 — VAL MARIE
CHANNEL 10 — RIVERHURST

PRODUCTIVE AREAS

Sanford Evans Services Ltd.
reports that the coverage area
includes 12.8% of the
population of Saskatchewan,
12.5% of the province’s retail
sales, 13.9% of the cars, 22%
of the trucks, 19.1% of the
farms, 27.4% of farm cash
receipts, 18.2% of the
province’s tractors, 19.7% of
the electrified farms and
26.4% of the cattle.

SEE:
Radio-Television Representatives
Ltd., Toronto, Montreal,

Winnipeg, Vancouver.
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{Continued from page 20)

tection. With only one or two
exceptions, we have received very
prompt co-operation from advert-
isers, media, and agencies when
complaints have been received regard-
ing alleged violations of the Code.
When the advertising was judged to
be at fault, rapid, corrective action
was taken; and we often received
thanks from the media or the
advertiser for having brought the
complaint to their attention.

The Latin phrase bis dat quis cito
dat states “he gives twice who gives
quickly,” and in terms of restoring
consumer confidence the advertiser
who responds quickly does twice as
much as he who dilly-dallies.

In addition, both advertisers and
agencies now sometimes seek the
Board's counsel before an advertise:
ment is run. Amending or cancelling
national advertising is generally a very
costly matter, and where doubt exists
this procedure can save money and
embarrassment.

We regard the Code and its
administration as basic to our operat-

Now...

You can communicate
with The Broadcaster
hy Telex

02-21576

Please paste this notice
on your Telex Directory

ions, for it demonstrates that the
total industry concurs in the right of
the consumer to advertising that is an
honest presentation. Advertisements
that publicize the Code serve a three-
fold purpose. They remind us in the
industry of our commitments in this
regard, they inform the public of the
industry’s acceptance of self-
discipline, and they provide a known
channel of redress when the customer
is dissatisfied.

Very few of the general public
seem to be aware of the standards set
by media themselves insofar as
advertising ethics are concerned. We
suggest that the Code be publicized
on a regular basis, simply because it
becomes relevant only when the
listener, viewer or reader is confront-
ed with an actual situation. It is in
the interests of broadcasters and
publishers to let their audience know
that they are keen to protect them
against, deception. Public trust is one
of their most valuable assets.

That is why the following in-
cident was more than a little disturb-
ing. | was talking to an advanced class
in advertising and one young man
said, "What do you do when someone
wants you to run deceptive advert-
ising?”’

“Can you offer him creative help
in writing a good advertisement that
is honest?’’ | asked.

Supposing he insists on running
the misleading one?”’

“Why not talk to your boss
about it?”

“That's who does the insisting.”

“Does it happen often?”

’Oh, about three times a day”’.

| didn’t really have an answer for
that one.

The
Largest
Avdience
of any
Western

Telewvision
Stafion

ALBERTA




Mr. Murray Coulter and Mr. David Courtin
cordially invite you to their

ORIENTAL WHINGDING

otherwise known as the 2nd annual

canadian

Perhaps because of the serving of dreamy oriental potions during
the cocktail hour, and perhaps because of the presence of slinky girls in
scanty oriental dress, this year’s edition of the Canadian Marketing Show
bears a definite resemblance to a party in the Emperor’s palace.

Nevertheless it serves a serious purpose — to acquaint the busy
executive with all that’s new in the field of sales communication. Spend a
couple of hours at the CMS and you’ll come away with up to the minute
information on the newest media twists, point of purchase material,
promotional ideas, premiums, sales incentive plans, trade shows etc.

You might also come away with

a Free trip for two to Japan, via

with accomodation at the
luxurious Miyako Hotel in Kyoto.

... this being one of hundreds of prizes (including watches, colour TV's,
radios, and more) being given away to hundreds of lucky visitors. (You're
bound to win. You've always been lucky.)

Please come to our show. We think you’ll find it most enjoyable and profitable.

THE PLACE: Automotive Building, Exhibition Park, Toronto

THE HOURS: May 5,12 - 10 P.M. May 6,12 - 10 P.M.
May 7,12 - 7 P.M.

THE COCKTAIL HOUR: 5 P.M. each night




Technical
Avutomatic printer

for program logs

ALPHA/NUMERIC LOGGING, providing
clear-text automatic program logging
for the completely automated radio
station, was introduced at the NAB
convention in Washington, D.C. by
Gates Radio Co.

Using a teletype printer activated
by impulses from tape cartridges as
they supply audio to the station’'s
automation system, Alpha/Numeric
Logging gives a direct print-out of
broadcast time, program name and
time, commercial or public-service
announcement’s name and length...all
as an immediate and permanent log,
recorded automatically.

The system places program infor-
mation on the cartridge tapes through
teletype data cards which are punched
with logging information and placed in
a card data reader. The reader is
interfaced to the cartridge record
amplifier and teletype logging infor-
mation is recorded on the control track

ANNOUNCEMENT S=smwesammmme

CBC APPOINTMENT

James Williams

The appointment of Mr. James Williams
as English Radio Sales Representative
for the Canadian Broadcasting Corpo-
ration in Montreal is announced by R.S.
Joynt, Director of Radio Sales.

With his extensive background in the
agency and broadcasting fields, Mr.
Williams will be providing a valuable
service, both locally and nationally,
to advertisers and agencies in the
Montreal market.

e e ——————————— ]
24 CB/APRIL 1969

SIX FRENCH RADIO STATIONS in the
Montreal area, repped by Hardy Radio
& Television Ltd., have signed a two-
year contract to form the first major
radio network in French-Canada to
carry the games of Montreal Expos,
new major league ball club.

CHEF Granby and CKJL St. Jerome
will broadcast a 164-game schedule,
CJSO Sorel and CJLM Joliette will
carry 155 games, CHRD Drummondville
140 games and CFLV Valleyfield 118.

The network was set up by Ray
Blomquist, Expos’ director of radio and

TV operations (seated at table), who
was aided by Ted Tevan of Hardy's
radio division, Montreal, and George
Hellman, sales manager of the rep
firm’s Montreal office.

Left to right: Hellman;
Savoie, managing director CHRD
Drummondville; Maurice Boulianne,
managing director CJSO Sorel and
CJLM Joliette; John Fox, CKJL St.
Jerome; Tevan; Henri Champagne,
general manager, CHEF Granby; André
Boulanger, sports director, CHRD
Drummondville.

J. Alex

of cartridges, while audio is recorded
on the audio tracks.

It is a '“hands off’ operation,
providing three distinctly different
formats of programming and music
each hour, with a choice of rock, C&W

or MOR styles. Whatever the operation,
AM or FM, fast-paced or slow-paced,
mono or stereo, program and trans-
mitter automation combine to offer the
broadcaster tighter program control and
higher profits, Gates claims.
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Introducing a completely interchangeable Modular Style Audio Console:

McCurdy Radio Industries

108 Carnforth Road, Toronto 16, Ontario  (416) 751-6262
1051 Clinton Street, Buffalo, N.Y. 14206  (716) 854-6700




More Canadian talent in the right places

could save the electronic media in . ..

the diminishing print media mix

One of the specia!l projects of Ralph
Draper, Vice-President, Special
Projects of the Vickers & Benson
advertising agency, is a consulting
stint for the CRTC where he spends
four days a week.

Pierre Juneau and his commis-
sioners apparently realize that their
lives have been far removed from the
world of business in genera! and
advertising business in particular.
They have brought in Draper, on loan
from his agency, in order that they
may have an opportunity to take
advantage of his wide experience in
advertising and approach problems
relating to advertising with a broader
understanding than wou!d otherwise
be possible.

The speech we have condensed
into this article was prepared and
presented at Ryerson on the invitation
of the Broadcast Advertising Course
of the Broadcast Executives Society.

Draper emphasizes that the
opinions he expressed in this speech
are completely and entirely his own.

THE FUTURE OF COMMUNICATIONS
lies in the electronic media. Yet the
revenues of the daily newspapers,
which have been supposed to die for
so long, have been soaring and
soaring. From 1954 to 1968, newspaper
advertising revenues went  from
$116,000,000 to $274,000,000, an
increase of $158,000,000, and this
increase of $158,000,000 is more than
television’s current total revenue per
year. There has to be a reason.

There’'s no competition in the
major market newspaper business in
most Canadian markets. There are only
nine daily newspaper major markets
where there is competition. You don't
have the split you have with the
broadcast media in most markets.

No longer are the newspapers
first with the news. Radio and tele-
vision are much ahead of them in that
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department. People don’t buy news-
papers to be first with the news any
more. They've heard it on radio or
watched it on television.

They buy newspapers for the news
in depth, and you will notice how the
Toronto newspapers—especially on the
weekends—are turning into magazines.
They are not newspapers; they are
magazines.

People also buy newspapers for
their local advertising and the classi-
fied advertising.

In the case of local advertising,
interest lies in the multiple item
selling—-department store and super-
market ads for example—where the
more items you can squeeze into a
page, the more successful you are.
This is the kind of thing radio and
television just can’t handle, and never
will,

On the other hand, no new news-
papers will be successful in any of
our major markets. The reason is cost
and distribution.

Question of distribution

The cost of getting a newspaper going
and keeping it rolling would be tre-
mendous. If you wanted to start a fight
with The Edmonton Journal, you'd
probably have to lay out about $11
million without any assurance of any
success whatsoever. And it is simply
a matter of distribution.

Look at it this way.

In radio and television, there are
three factors: (1) engineering, (2) pro-
gramming and (3) promotion. In six
months, you can have your audience
away from your competitor, maybe even
in 30 days if you are right.

In the case of a newspaper, you
have to take the circulation away from
your competitor copy by copy, door by
door. It's a long tough haul. You just
can't do it in one fell swoop, and,
unless the other newspaper in the
market is completely inept, it's not

by Ralph Draper

going to give you that circulation.

Since the war, there have been
only two new newspapers in major
markets which have survived. These
are Le Journal de Montréal in Montreal,
which is selling 43,000 copies against
La Presse’s 217,000 and Le Journal de
Québec, in Quebec City, whose circu-
lation is so small it doesn’'t show a
figure in Canadian Advertising, but
which is, | believe, in the neighbor-
hood of 7,000.

Le Nouveau Journal has gone;
The Vancouver Times has gone; news-
papers are a one-to-a-market proposi-
tion in most of our markets, and it is
always going to remain that way.

New newspapers are going to
come. You can rest assured of this.
But they are going to come as towns
become cities. But they are going to
come and we have seen them come—in
Oakville, Brampton and Grande Prairie
—as these markets grow.

Newspapers by cable

People again say newspapers are
finished, but cable is here and you'll

have the newspaper in your home by

cable. The Japanese have the equip-

ment in North America right now, and

have invited many people to see how

they can put a newspaper into your

home over a cable system.

| shouldn’t like to bet on the
newspaper disappearing in its present
form, because everyone has overlooked
the fact that we are still going to have
24 hours a day, and we are going to
have to work, want relaxation and
sleep, and there are going to be times
we just want to sit down and do
something we can put down, pick up,
brouse through, look for what interests
us, all of which can be done with that
selective type of medium.

I for one cannot see that, in our
lifetime, the newspaper of today is
going to disappear. They are going to
be able to add pages to some limit



where a person can’'t read any more
newspaper. Imagine trying to read a
Sunday edition of The New York Times
every day! You wouldn’t have the time
to do this. But | can’t see any danger
of failure in the newspaper business.
There will be more color. They'll
be more like a magazine and less like
a newspaper as we've always thought
of a newspaper, but they will always
be with us. But newspapers’ compe-
tition will not be radio or television.
Their competition in the future is
going to be the weekly newspaper.

Coming of community weeklies

In Canada today, we have about 897
weekly newspapers, but only a paid
circulation of about 1,735,000. A Iot
of them are given away free.

A lot of the rural newspapers are
going to die. Why?

As we get better and better roads,
people come in to shopping centres in
the major markets. The local little
business disappears. This is the
market the local weekly counts on for
his revenues. And this market is going
to die.

But as the death knell sounds
over the remains of the rural weekly,
community weeklies, serving the
outlying suburban areas, will become
one of the fastest-growing types of
medium in Canada.

It costs more for an advertiser to
cover the complete area of a major
market newspaper when he only draws
business from one or two sections of
it. And the same thing applies to radio
and television, because they cover a
complete area. So they will turn to
these community papers, which will
consequently develop into a highly
important medium.

The Toronto Star and The Toronto
Telegram have been buying weekly
papers around Toronto like there’s no
tomorrow. | think they have about
eight each so far. One of two things
will happen. They will use them as
money-makers or, as these areas grow,
turn them into daily newspapers. They
will be the big competition for the
newspaper. But, for the time being at
any rate, they are not going to have
the capacity to absorb much of the
increased volume of advertising which
is coming and the medium of outdoor
advertising is not going to be able to
absorb it either.

Outdoor alert but limited

There are 183 markets in Canada
served by outdoor advertising. This is
a very alert industry which has become
research oriented. Its main problems
are in expansion. As a downtown area
grows up, and as downtown spreads
and spreads, and property becomes
less and less adaptable or even
available for locations, outdoor has to

go up on roofs or head out towards the
suburbs.

Outdoor will always be with us
and always be a good medium. Right
now, it hasn’t the potential to expand
because it loses locations as fast as
it can find them, but its revenue
potential hasn't been scratched for
the future.

In communications, we are going
to be buying outdoor the same way as
we buy radio, because with such
things as Cronopaque and Batho
devices, you'll be buying these by
prime location. You'll be buying a
location from 6 to 9 in the morning,
then automatically the roll will turn
and there will be a new poster there
from 9 to noon to reach a housewife
audience, and back from 12 to 1 for a
mixed audience. In your prime outdoor
locations you’ll be buying on a time
period basis in exactly the same way
you buy radio.

This is not so far in the future—
two to three years maybe. But outdoor
is not going to be able to absorb a lot
more of the increased revenue.

Farm papers are done

A look at the farm publications is a
look at disaster.

In 1951, our farm population in
Canada equalled Metro-Montreal plus
Metro-Toronto. In 1966, the population
on every farm in Canada was less than
that of Metro-Toronto. We've watched
The Canadian Countryman die, The
Farmer's Magazine, Farm & Ranch
Review, Farmer's Advocate and The
Family Herald.

Farm publications are going to be
technical books, not consumer books,
because radio and television signals
cover all the farm homes. With im-
proved roads, newspapers are getting
out more and more. But the day of the
farm paper, as it was, is dead. Why?
Because of our modern communications
of radio and television and increased
delivery of newspapers.

Magazines stand still

Our Canadian magazine industry is not
going to grow.

70 per cent of English language
magazines in Canada are strictly
American imports, that are printed in
the States and sold in Canada. They
are always outdoing our books because
when you go to the news stand you're
in competition with 288 American
titles. The American book looks like
a better buy because it /s a better
buy. It has a 200 million market to
draw on, so it can pay that kind of
money for editorial, because they can
get that kind of money from advertising
which enables them to pay more for
editorial, to get more circulation to
get more editorial.

Let's face it The Canadian

magazine industry only accounted for
4.2 per cent of the advertising volume
in 19564; it only accounts for 2.4 per
cent today.

To look on the magazine problem
as being one of advertising is ridicu-
lous. The problem is circulation, and
I can't see why a Canadian nude isn’t
every bit as good as an American nude
in the centrefold of Playboy.

Maybe we need a 55 per cent
Canadian content rule for magazines!

New field for supplements

Nearly all the daily newspapers
across Canada carry either Weekend,
or The Canadian or Perspectives. |
think the Halifax Chronicle-Herald
and the Mai/-Star and The Sault Ste.
Marie Star are about the last two real
holdouts. They are both courted
religiously by thz two weekend pub-
lishers. The Globe & Mail publishes
its own Globe Magazine.

The weekends accounted for $11.6
million in 1954 and $16 million in
1968, but even at that increase, they
went down from 3.4 per cent of the
advertising total to 1.8 per cent. Have
they a future?

You might think while every
publication has a weekend magazine,
there is no hope for weekend maga-
zines’ growth. But there is no reason
why there can’t be a supplement every
day of the week. We could have a
travel supplement, a photography
supplement or a supplement of funny
papers, because we have something
like 80 million American comic books
coming into Canada every year.

The supplement field can have a
tremendous growth because there are
five days of the week left untouched.

You have areas, of course, such
as transit and business papers, but
the growth is limited. In fact the
growth is limited in almost every area
except the two electronic media.

Growth of radio

The 1951 census, which was just
before we came into the television era
in Canada, showed we had 14 million
people, and the best prediction for
1975 which we have to be planning for
right now is 24,260,000 people.

In households in 1961, we had
4,554,000; in 1966, 5,180,000.

In terms of dollars, in 1952, when
we first got television, we were at $20
billion gross national product and I'm
talking constant dollars here. In 1966
we were at $36 billion constant
dollars. Today we are about double—as
of now, double what we were when.
we first got television. In terms of
current dollars, we’'ve gone from $24
billion to about $58 billion and this
growth is going to continue.
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{Continued from page 27)

It could be said in many ways
that AM radio is a very mature medium
in Canada. There are many markets
where you can't possibly get in
another signal. It's a very successful
type of medium. It has had only one
backward year and this was 1961, when
its loss was one per cent. It has
grown from about $31 million to about
$92 million. And vyet this was a
medium that was supposed to die when
television came in, but it didn't die,
and there are three awfully good
reasons why it didn’t die.

The first, | think, goes back to
the old CBC Board of Governors and to
the BBG and | hope that the CRTC
carries it on.

In the United States, if there is a
frequency available, you can go after
it and in markets the size of Kingston,
Ontario you can get ten or eleven or
twelve AM broadcasting stations,
simply because the frequencies are
there.

You get dog eat dog, where people
can’t afford good programming because
they are down to selling spots at two
and three dollars, and people do not
get good programming from them and
an operator just has to lead a pretty
miserable existence. They can’'t give
good public service because it has
been made economically impossible for
them to do so.

But in Canada we have limited
the number of stations to what a
market can economically handle.

When you grant a license you

ANNOUNCEMENT S m—
PAUL L"ANGLAIS INC. APPOINTMENT

A. L. dEon
Mr. Gilles Loslier, Vice-President and

General Sales Manager, wishes to
announce the appointment of Mr. A.L.
d’Eon as Manager of the Toronto office
of the firm. Mr. d’Eon has been with
the company since its inception, eight
years ago, and brings to his new
position a wealth of advertising and
media experience.

o
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can’t guarantee that an operator is
going to be successful. Certainly the
Regina market can handle three private
stations, but the fact that CKCK gets
the bulk of the market is something a
government cannot control. You do
what is economically right and then
people have to be businessmen and
survive on their own. But the number
of stations has been limited.

The second thing that's always
happened in radio is that we always
had an industry rating service. When
television came to the United States,
people said, "‘oh nobody is listening
to radio any more.”” In Canada, be-
cause advertisers, agencies and
broadcasters were all in the same
pickle barrel—in the tri-partite opera-
tion of the BBM Bureau of Measurement

we all knew that people were listen-
ing to radio, and radio didn't die,
because people at the buying and
the selling end all knew what they had
and what they could believe in.

The third thing is that so many
good peoplle stuck to radio, didn’t go
into television and said, "'no, radio is
my medium. I'm going to stick with it
all the way.”

But many stations in your major
markets are getting into that very high
level where they can’t take much more
advertising. You hope to expand
audience and thus increase the rates
you can charge, or talk advertisers
into accepting a higher cost per thou-
sand. But it is getting to be such a
mature medium, you can’t say it has
unlimited growth, because you run out
of AM frequencies in your major
markets.

It is certainly going to continue
to grow in secondary markets, and the
market that may be supporting two
stations today will maybe support four
and do a lot of that on the basis of
local advertising and local selling
power. But there is going to be a
definite limit on what your major
markets can handle in terms of AM
advertising. And then we go into the
field of FM.

What new role for FM?

Nearly all of the FM stations in
Canada are owned by AM operators. |
think there is a definite advantage to
this because we are facing in Canada
not just a population explosion, a

household explosion and a dollar
explosion. There is also a social
explosion.

The people coming out of univer-
sities today, and in universities, are
going to be demanding a different type
of thing to what we demanded. There
IS a new awareness and conscious-
ness. Can FM be allowed to be just AM
or does there have to be a responsi-
bility that FM be different and distinct

from AM programming?

Perhaps the broadcaster should be
asked to make all his money in AM
and contribute through FM. | don’tknow.
I'm just raising this as something that
could happen.

What | do know is that if we are
going to expand the field of knowlege
through the use of the radio medium,
there are only two ways to do it—
through taxes or through advertising.

Already in Canada today we’ve
had, for years, PAY-Radio and PAY-
Television. That's called the CBC. It's
about nine dollars per person per year
right now, and the cost is going up
and keeping going up. Are we willing
to pay for radio for the other types of
education and special interest pro-
gramming that we want? Or will the
FM operator have to give a different
type of programming and hope it is
going to be profitable on the basis of
his two operations combined rather
than just on one?

The more | try to look into the
future, the more I'm glad that FM
licenses have been granted to AM
operators. AM means ratings and
ratings mean dollars, and unless you
have the source of the dollars, you
don’t have the dollars to contribute in
the form of different and varied types
of programming.

TV and the Cable Problem

In 1954, television could only get
$8,596,000 worth of business. In 1968,
the figure rose to $118,000,000, and |
have to emphasize, plus Buffalo, plus
Bellingham, plus Pembina, plus all
the other border stations, and that's
quite a bit of money.

Today we’'re running into a prob-
lem in television—it's too popular.

I found in a monitor check in the
Toronto market that in the six to
midnight period, CHCH was running at
98.7 per cent of capacity, and CFTO's
Ted Delaney must have been sick that
week, because he was only at 97.4 per
cent—and about $4 million streaming
over to Buffalo, and what happens
then? Advertisers say—if we can't get
the time in Toronto or Montreal, we
had better use another type of medium.

Television's growth is hampered
in this way because, if there’s no
campaign in Toronto or Montreal you're
not generally going to get it in
Moncton or Red Deer.

We are also faced with cost
increases. They're pretty fantastic. So
unless your budget is expanding pretty
fast you have this to reckon with.

But the operators have the cost
problem too—the capacity problem and
the cost problem.
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Smemt—— ANNOUNCEMENY Sommacammmcy
Hardy Radio & Television Ltd.

Gene Plouffe

Arthur Harrison, General Manager,
Hardy Radio & Television Limited,
announces the appointment of Gene
Plouffe as Manager, Radio Sales,
Toronto office, Hardy Radio & Televi-
sion Limited.

Mr. Plouffe started in radio at CJIC
Sault Ste. Marie as an announcer and
progressed through sales and produc-
tion to become Assistant General
Manager of radio and television in the
Sault. He has latterly been connected
with CTV network and in broadcasting
consulting services. The appointment
takes effect April 1.

{Continued from page 28)

If we bring more television sta-
tions into the picture, is it going to
diffuse audience or keep the cost in
line? Is it going to keep the big
market operators from raising their
rates because of the increased compe-
tition? Or is it going to diffuse
audience and cost the advertisers
more money?

You can’t blame the operators in
the big markets for raising their rates
because one of the toughest things is
to say no to an advertiser. When you
have a tremendous demand. you have
to set up ground rules to cut down the
number of people who want to buy
from you.

You have to have 52-week con-
tracts to avoid being flooded.

You have to make it as easy as
possible to say no and not have
people hate you.

But in Canada in television today,
we have the problems of the big and
the problems of the small.

We have markets which could
support two or three more program
services; we have some markets where
it would be fata! if one more went in
unless the right way is found.

The people in Kamloops are
demanding a second television service.

| don’t know how to get one in without
putting the first one out of business.

We must find a way. The top
priority the CRTC is faced with today
is the proper extension of television
service across Canada.

In the Maritimes it worked out to
be pretty easy, but there are all sorts
of areas across Canada where it is
pretty difficult.

CTV made a very generous
proposal. They would donate 25 hours
of what they call their Station Time
Sale Programming to each of the
secondary market stations and they
could sell all the time in it. They
could also run the 25 hours of network
time sales if, CTV could have the
revenue from that. But in a market
where there is CTV service already—
and the average small operator counts
on 20 par cent of his revenue from the
CBC—advertisers are going to say
they're getting that market for nothing
ffom CTV, so to heck with the CBC.

Repeaters from major markets into
the markets of little stations would be
a disaster. You have the market of
let's say Winnipeg, plus half of
Brandon. Brandon suddenly becomes
just half of Brandon and he’s out of
business.

But we did.

and Montreal.

We built a new studio in
Montreal. So now we've got new
consoles in both Toronto

Our Dolby noise reduction
systems reduce tape noise. Now
we can use our 8-track stereo
systems and our 24-input
consoles even more efficiently
to make better recordings more
smoothly and faster than ever.

Just for the record,
we're getting better

the time.

Recording is our business.
We didn’t think we could make
it any better than it was.

Toronto

(416)-363-3443

We've got everything you need.
Most people don't like being
used. We do. Just for the record.

RCA Recording Services
225 Mutual Street

Montreal

RCA Recording Services
910 Lagauchetiere St. East

(514)-849-8165

R
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Is your target group Women
in Canada’s Major Markets?

One of the most significant New
Broadcast Studies of the decade!

This study examines the relative ability of radio and television to deliver

specific target groups of women. It has been acclaimed one of the most

significant broadcast studies ever done. All measurements and figures

have been approved by the Bureau of Broadcast Measurement. Perhaps
| your advertising is being directed away from your prime prospects. Learn
{ how to better zero in on your target group.




(Continued from page 30)

The lack of NTV momentum is a
problem, because NTV could have put
a service into many areas. They could
have satellite delivery at low cost
without taking away any local or
regional business.

The worst and most ridiculous
means of ever getting another service
into each market would undoubtedly
be putting a CBC and private station
in every market across Canada. This
country isn't ready for that vet. It
would probably cost more than the
defence budget before they were
finished.

Could UHF supply
more program service?

We're moving into the area of Ultra-
High-Frequency (UHF) (channels from
14 to 83). which most sets in Canada
cannot receive today.

UHF is not a new medium, just
straight, ordinary television on a
different channel. No magic, no
increase in sets in use, just damn
hard work for the operator.

As of June 1, 1969, UHF tuners
are going to be compulsory on all sets
in Canada. This, if the American
figures work out, will mean a growth
rate of 1% per cent per month—about
eight years before there is a high
penetration. Cable, especially in this
area of Southern Ontario, can greatly
aid the growth of UHF and make it
more viable.

Should UHF be developed or will
cable replace it?

In the 1966 census, 5,300,000
people, 25 per cent of our population

either lived on farms or were ‘'rural—
nonfarmers’’, not economically feasi-
ble for cable to serve, and ''The Just
Society’’ calls for that 25 per cent to
be served the same as those who live
in cities. So UHF must be developed.
For the next ten to twelve years at
least we have to count on new major
television services originating from
transmittersand probably on the UHF
band.

We need more program service.
Unions like ACTRA say we have to
have 75 per cent Canadian talent.
That's not the answer—that's the
surest way to kill Canadian television
—it's the fastest way to lose audience
to American channels—to bring about
mediocrity.

The whole thing has to be pumped
into a third Canadian service, where
you have the American shows to build
your audience—and they do—to support
your Canadian shows. You can make
your money selling the American
vehicle tq subsidize your Canadian
vehicle.

You go up to 75 per cent Canadian
production and you cut down the
amount of American that they can make
their money on and you start a rat-race
leading to the destruction of the
Canadian talent industry.

We have to pump in more Canadian
service in the places where the
market can stand it. Also, we're going
to have to start, once and for all, to
realize that talent is international;
that we have to get onto the basis of
co-production with the United States;
that we can't close our border, but
have to work out some kind of an
auto-pact, which is the only way to
assure a Canadian production industry.

IR
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CAB Convention, Edmonton, April 27-30

Should cable originate programs?

Should cable systems be allowed to
originate programs or not?

To me, there are several answers
to this.

There are markets where a cable
system originating programming and
selling advertising could hurt the
current television or radio broadcaster
badly enough to put him out of busi-
ness.

There are other places that haven't
a liope of ever having a local tele-
vision service where they could have
a local service on cable and not hurt
any present operator.

It would be folly to put a UHF
station in St. Catharines. You would
probably run into the same restrictions
on programming as you find in Windsor.
But there is no reason why, in these
border areas, they could not have
news, weather, sports and events on
a. cable system, without hurting any
broadcaster or newspaper or any other
kind of advertising medium.

I think they should be allowed to
originate for ETV and special interests.

Should we have a broadcaster
owning the cable system in his own
market and originating programs?
Would he not have two television
licenses in the same market?

Should we allow the microwaving
in of American stations?

The people in Calgary and Halifax
say “‘Why should we be stuck with
just two services, while you people in
Toronto, because of geography, have
seven?’’

But look what happens if we allow
American stations to come into
Calgary for example.

Calgary becomes an extension of
that American station’s audience. It's
picked up by the rating services and
the American station says: "'Wow! |'ve
got something here. | can charge for
it.”” So he starts selling in Canada in
competition with the Canadian broad-
caster.

The American advertiser says:
"*The rate has gone up for this station
and it has gone up for the network.
We'd better charge this money against
Canada, take it out of the Canadian
budget.”” A great deal of this is done
in the Toronto market today—and
before you know it you have the
American station becoming big and
wealthy, because it is serving two
markets, and the Canadian station is
decreasing.

It"s a vicious circle and | go back
to the only way we can have a third
service. It's not to microwave it from
the United States, not to kill our
entire industry in Canada, but to bring
in more Canadian talent at the right
time in the right places.
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CKLW, Windsor

Canadian ownership is CRTC ultimatum

AN ULTIMATUM FROM THE CRTC,

issued March 28, gives Western
Ontario Broadcasting Co. Ltd., licen-

see of CKLW Windsor, Ont., 17 months
to divest itself of U.S. ownership or
lose its license.

The decision states “‘the license
for this station is hereby renewed to
September 1, 1970. The request for
exemption from Order-in-Council P.C.
1968—1809 is denied."”

S. C. (Cam) Ritchie, president
CKLW, told The Broadcaster: ''We are
pleased to have received the same
renewal period of our AM radio license
as that received by many other sta-
tions across Canada.

‘“Western Ontario Broadcasting
Co. Ltd. will, of course, adhere to the
CRTC directive relating to ownership.
During the next few months the com-
pany will explore the most suitable
structure for providing Canadian radio
and TV service to the community of
Windsor.”’

According to the records of the
Commission, the issued shares of
capital stock of Western Ontario

Broadcasting Co. Ltd. are owned by
R.K.O. Distributing Corp. of Canada
Ltd., which in turn is owned by R.K,O.
General Inc.

R.K.O. Genera! Inc. is a U.S.
corporation owned by General Tire &
Rubber Co. of Akron, Ohio.

At the London, Ont. public hearing
March 4—6, CKLW asked for more time
to comply with the Order-in-Council.
This stiputates that the Canadian
broadcasting system make use of radio
frequencies that are public property
and that the ’‘system should be
effectively owned and controlled by
Canadians.”’

The Order states that no more
than 20 per cent of any broadcasting
outlet can be owned by non-Canadian
interests, CKLW, the Commission was
told, is 100 per cent U.S.-owned.

Management of the station asked
the Commission for special exemption
— ""due to special circumstances’’.
Although located in Windsor, CKLW
has a potential listening audience of
some 2,000,000 in Detroit, and is
beamed toward the U.S.

The Commission said that, ac-
cording to the Order-in-Council,
Western Ontario Broadcasting Co. Ltd.
""is not an eligible corporation for a
license granted by the Canadian
Radio-Television Commission,’’

If the exemption had been granted,
the Commission would have had to
satisfy itself and the Cabinet *’that it
would not be contrary to the public
interest,”’

The Commission said it found it
could not do this after having given
"’careful consideration to the petition
of the licensee, to the programming of
the station, and the unique situation
of this station and its relationship to
the Canadian broadcasting system,

“*P.C. 1968-1809 is replaced by
a new Order-in-Council which does
not change the eligibility of Western
Ontario Broadcasting Co. Ltd. for a
renewal license, but permits the
Commission to grant a license to the
first day of September 1970, in order
to give the licensee an opportunity to
comply with its provisions or to
dispose of the assets of the station.”’

IF YOU PLAN TO ADVERTISE IN

BELFAST
BRUSSELS
CARTHAGE
CEYLON
DAMASCUS
DUBLIN
DUNEDIN
GIBRALTAR
HANOVER
KIMBERLY
LEBANON
LUCKNOW
TRALEE
SOUTHAMPTON
ZURICH

use

TELEVISION

WINGHAM

WE REACH THEM ALL (and more)
IN ONTARIO’S RICH FARMING HEARTLAND
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New from Gates...
the Yard Il eight channel
all silicon transistorized

audio console.

The Gates Yard |l features eight mixing
channels handling twelve input circuits, includ-
ing four microphones, five medium level inputs
and three external lines. Plus, two unwired
utility keys for unsurpassed versatility. Faders
are the reliable open-type step attenuators
that can be easily serviced.

The Yard II's wide range of facilities in a
compact size (38" wide, 82’ high) makes it
excellent as a submaster control or production
console in large operations.

And its 100% silicon solid-state design
makes it the most economical, reliable, depend-
able monophonic audio control board you
can own!

Let us tell you more about the Yard II.

GATES

" A DIVISION OF HARRIS-INTERTYPE

GATES RADIO COMPANY (CANADA)

A division of Harris-Intertype (Canada) Ltd.

Montreal office: 212 Brunswick Blvd., Pointe-Claire, Quebec
Toronto office: 19 Lesmill Road, Don Mills, Ontario




BCAB Convention

Cabinet delays are stifling the industry

A BITING DENUNCIATION of the
Federal Cabinet for delay in issuing
an Order in Counci! making it possible
to renew certain broadcast licenses
was given by CAB president Ray Peters
at the BC Association of Broadcasters
meeting in Harrison. Peters was
speaking at the time when the much-
delayed order was finally released—
March 31. A transcript of Peters’
address follows:

Let me begin by telling you one of
the most appalling stories | have heard
for a good many years, said Peters. At
midnight tonight the licenses of some
twenty-four radio broadcasting stations
across Canada expire. As | speak to
you right now, | can accurately assume
that many of these stations do not
know whether or not they can continue
broadcasting past midnight tonight. In
order to be fair about this, | want to
make it entirely clear that this is not
the fault of the Canadian Radio-
Television Commission. That Commis-
sion has been, and is now, up against
problems over which it has no control.

Last September the Government of
Canada issued an Order in Council
dealing with the matter of Canadian
ownership of broadcasting stations. It
was quickly reatized that the Order in
Council was not clear and could not

be understood. Since that time we have
been pressing the Government for
clarification which would make some
sense. Many of the twenty-four licen-
ses that expire tonight, March 31,
1969, could not be dealt with by the
CRTC until the new Order in Council
was in their hands. | was in Ottawa
the latter part of last week working on
this dilemma and the Order in Council
had not been delivered to the Commis-
sion by last Friday. It is my under-
standing that it is being officially
delivered just about the time | am
talking to you today.

What concerns me, and very
deeply, is the fact that the stations
involved are amongst the biggest and
the best run in Canada. Without excep-
tion they have excellent records of
public service to their communities.

Peters interjected at this point the
information that license renewals for
some stations had been announced in
the Canada Gazette of a few days
previous, through a clerical error. He
gave the essence of the Order in
Council that had been released as he
spoke, and continued his bitter com-
ments on the performance of the
government.

Here we had a situation in which
about two dozen stations were com-
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pletely and totally uncertain of their
future. They could give no answer to
their shareholders, to their banks or
to their employees. You can imagine
the pressure that was on me and your
association. We have been receiving
frantic telephone calls and telegrams
not only from station owners, managers
and shareholders, but from employees,
some of whom were trying to make up
their minds whether they should stay
in broadcasting in Canada or accept
offers from the United States or other
parts of Canada.

In total, we were dealing with a
capital investment of not less than
fifty million dollars. We were dealing
at least 3,000 employees to say
nothing of their wives, families, share-
holders, suppliers and others. Whatever
other difficulties may haye been before
the cabinet between New Years and
today, and | recognize that there were
many, | am sure you will agree with
me that it is incredible that all these
people could be left in a cliff-hanger
situation untit today, the very last
minute.

From the beginning of broadcasting
in Canada we have been told by each
individual government that we are a
chosen instrument of policy designed
to promote an understanding of the
Canadian identity, and to do all we
can to make this country distinctively
Canadian. That is an objective with
which we can all agree.

The private broadcasting industry
of Canada has never sought any kind
of subsidy or concessions from the
public purse, and does not propose to
do so now. On the other hand, we do
not feel we deserve the intimidation
and the harassment that has been
directed to Canadian broadcasting over
the years as illustrated by the twenty-
four broadcasting stations who do not
know whether the laws of the tand will
permit them to broadcast or to stay in
business tomorrow.

In another section of his address
the CAB president turned to the role of
broadcasting in education, information
and entertainment.

He stated part of the information
is commercial. Our medium has proven
many times that it can move goods on
a mass basis, which means mass
employment which is the very founda-



tion of our economic society. As a
result, it has contributed substantially
to our standard of living. If repeated
blows of the hammer weaken the
ability of broadcasting to convey
business information, it will also be
a blow to the standard of tiving for all
Canadians.

I referred a moment ago to educa-
tion. Private broadcasting in Canada
can help to educate, but we cannot be
education. We can give the religious
pulpit extended coverage, but we
cannot be religion. We can and do help
the average Canadian home, but we
cannot be parents to all Canadians.
No matter how hard we try, we can
never fulfill the total hunger for
selective viewing and what is, and
must be, mass oriented service. We
can only hope that the patrons of the
highly specialized arts will satisfy

their urge for greater fulfillment in
many other services including the
small magazines, the public library,

night school, the proposed new educa-
tional broadcasting service, and indeed
those specialized programs offered to
the limit of our ability, finances and
personnel by the Canadian Broadcast-
ing Corporation, the CTV Television
Network, and the individual radio and
television broadcasting stations.

| have spent my entire adult life
in the communications business, and
as a result | know that most broad-
casters are conscientious citizens
doing the very best they can towards
the development of this country,

The private broadcasting industry
and the individuals in it will try to
continue their magnificent record of
service to the community and the best
they can possibly do within the limits
of economics and geography imposed
upon us to assist in the development
of the Canadian identity.

We do not ask for sympathy or
subsidy or special assistance, or even
for any high degree of understanding.
We do ask, and | think we are entitled
to ask, that there be no particular
special roadblock set in our way.

The atmosphere that | described
earlier where twenty-four stations were
waiting for their licenses to be re-
newed is an example of what | mean.
Surely it is an incredible situation
when some of the largest, longest
established, best operated broadcast-
ing stations in Canada don't know at
noon of Monday, March 31, 1969,
whether or not they will still be in
business at midnight of the same day.

If the broadcasting industry is
that unimportant to the government,
surely we are entitled to ask whether
the government is really serious when
it asks us to make imaginative and
expensive contributions to its chosen
objective.

& - {
CAB PRESIDENT RAY PETERS

BCAB PRESIDENT DON HAMILTON

“The year of the beer”

""THE YEAR OF THE BEER'’ was the
hope expressed by president Don M. E.
Hamilton in his stewardship report to
the annual meeting of the BC Associa-
tion of Broadcasters in Harrison Hot
Springs, March 31-April 1.

Hamilton was referring to the fact
that B.C. broadcasters have been
attempting to obtain permission for
many years to carry beer and wine
advertising. Over 80 per cent of B.C.
residents can see such advertising
from U.S. outlets, often with Canadian
brand names being involved.

In January 1969, the BCAB pre-
pared another brief on the subject,
this one quite exhaustive, and placed
it on the desk of the Attorney-General.
The following day the A-G announced
a Royal Commission to study the BC
Liquor Act, a coincidence for which
Hamilton modestly refused to take
credit. The BCAB will appear before
the Royal Commission in June.

There were some victories in 1968
too, however, one of them being
an amendment to the provincial act
concerning libel and slander. The
Legislature approved a change whereby
broadcasters now have the same rights
of retractions as the printed media—a
change that has been long in coming.

The Hon. Ron Basford, Federal
Minister of Consumer and Corporate
Affairs, spoke to the broadcasters but
avoided the controversial areas that
most BCAB members had expected him
to explore. Instead, the minister spoke
of Canadian unity, giving passing
reference to the role of the electronic
media in achieving this goal.

Harry Boyle, vice-chairman of the
CRTC, traded off-the-cuff questions
and answers with the delegates for an
hour or so. Boyle’s main theme was
that his organization is as much out
for information and exchange of
opinions as it is for regulatory action.
He suggested that the overall review
of the regulations now under way may

come to public hearings within a few
months.

A dramatic demonstration by the
students of the Broadcast Technology
course at the BC Institute of Technol-
ogy was given, under the direction of
Laurie Irving, long time BC broad-
caster, who became head of the
department at BCIT when it opened a
few years ago. The BCAB was respon-
sible for having the course included
at the Institute, and has maintained a
close relationship with day-to-day
activities.

A new development has been that
of having students in the graduating
(second year) class go out into the
field for a month-long *'practicum’’, or
a one-month opportunity to see broad-
casting as it is—as against classroom
settings.

Jobs for BCIT broadcasting grad-
uates have been available at a remark-
ably successful rate.

During the convention the students
produced capsule radio and TV pro-
grams for the delegates, demonstrating
their abilities to achieve interesting
results with a minimum of equipment.

Another unusual item on the
agenda was an '’Inter-Church’’ presen-
tation by the Reverends Art Hives and
Rodney Booth, of Inter-Church Broad-
casting. The presentation compared
the traditional, and dull, approach to
religious broadcasting with the ap-
proach of the Sixties, wherein such
broadcasts most often concern them-
selves with social issues, not church
services.

The BC Chapter of the CAB Quarter
Century Club held its third annual
luncheon and devoutly dedicated itself
to continuing a program of the least
possible effort! However, attempts to
gather together some form of history
of BC broadcasting will be made, and,
barring blizzards, a mid-winter meeting
will be held. Dorwin Baird was elected
volunteer permanent chairman.
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The Reps
have it.

80%o of rep houses have Telex.
So do 20 top agencies. Telex is bigin
business communications. Particularly
in the communications business.

With Telex you can send, receive
and confirm avails, schedules and
prices. Instantly.

With Telex you'll be able to write
“instant letters”. Without the delay
and cost of typing and mailing.
Telex receives 24 hours a day —
unattended. No minimum, pay-as-you-
use tolis apply.

(P.S.- Broadband, Telex’s big brother
can transmit voice quality sound
across Canada in seconds.)

CN-CP offers many more specific
benefits to the broadcast industry.
Call a CN-CP expert soon.

YeLex

CANADIAN NATIONAL—CANADIAN PACIFIC

TELECOMMUNICATIONS
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finance

Since the beginning of 1966, the communication stocks
have been amongst the most popular issues on the
Toronto Stock Exchange. Investors’ interest has been
aroused in part by more companies offering shares to
the public. In addition, the communication group’s
superior earnings growth relative to other mature
Canadian industries has not been lost upon investors.

For the past several years both radio and televi-
sion advertising have continued to capture a larger
share of the total advertising dollar. In 1967 both
media sharply out-paced the growth (7.7%) of total
advertising revenues, with television and radio adver-
tising up 10.9% and 10.6% respectively. Broadcast
advertising got off to a slow start in 1968, reflecting
the prevailing uncertain economic environment. How-
ever, television finished 1968 with a 6.0% gain and
radio experienced a lesser 4.0% increase compared
with total advertising revenues 5.9% advance.

The TSE Communications Index is comprised of
six stocks—namely, Maclean-Hunter, Selkirk Holdings,
Southam Press, Standard Broadcasting, Thomson News-
papers and Western Broadcasting. The Index’s weight-
ing is determined by the value of shares in publicly-
held hands. Therefore, Southam Press comprises the
largest factor in the Index.

CHUM Limited "A’ shares were issued to the public at
$10.50 per share in 1967. The issue was greatly over-
subscribed with the result that initial trading in the
shares commenced around $17. The stock has subse-
quently traded in a price range between $17 and $22.
CHUM's price/earnings multiple is below the other
companies in the TSE Communications Index. Analysts
attribute this to the company’s recently lower earnings
growth caused in part by the competitive nature of
the specialized markets served by CHUM Limited.

Famous Players was the strongest performer among
the communications group last year. The stock has
risen 160% from its average 1966 market price with an
86% advance alone in 1968. This market strength is
attributed by analysts to the excellent earnings
progress of the company’'s basic leisure time activi-
ties. In addition, investor interest has been spurred
by proposals to spin-off the broadcasting and CATV
interests into a new communications company in which
Famous Players would initially own a majority equity
interest.

Maclean-Hunter has nearly doubled from its average
1966 market price, with this upward market move
contained almost entirely in 1987. Market action has
been closely related to the company’s earnings trend
which similarly featured sharp increases for several
vears up to and including 1967. In 1968, Maclean-

Hunter's earnings declined by 35% as a result of soft
— 40
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We must be
TURNING
CALGARY
ON!

because...
theyre turning
us on!
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'inunce {Continued from page 38)

markets for business paper and consumer magazine
advertising. The outlook for magazine advertising
revenues in 1969 is improved over that of last year
and analysts anticipate higher 1969 earnings for
Maclean-Hunter despite the burden of recent hikes in
postal rates. During the past eighteen months, the
company has been aggressively expanding its CATV
interests.

Selkirk Holdings 'A’ was the weakest issue in the TSE
Communications Index in 1968, declining 13% after a
market advance of more than 100% in the previous 18
months. The market performance last year was probably
the result of the soft tone of national advertising
revenues particularly in secondary markets which
represent the substantial proportion of Selkirk's
operation. Most analysts anticipate a cyclical recovery
in Selkirk’s operations in 1969. Because it already
owns majority interests in ‘a larger number of radio
and television stations than any other public company,
Selkirk’s ability to acquire more broadcasting proper-
ties hinges on future CRTC policy in this area. The
company’s application to dispose of its interest in
Wentworth Broadcasting (which operates CKOC-AM,
Hamilton) and to acquire a direct interest in CHCH-TV
Hami iton, a major market station, has been scheduled
to be heard by the CRTC this month.

Southam Press has advanced 60% from its average
1966 price up to last March. While its market appre-
ciation in this period was below the others in the
group, analysts note that two years ago the company
was well recognized as a quality investment vehicle
and Southam was accorded a higher price/earnings
ratio than any other communication stock. Conse-
quently it has not experienced the upward valuation
of price/earnings multiple, characteristic of the other
companies in the group. The company experienced an
above-average year of growth in 1968 with earnings
up 16% over 1967.

Standard Broadcasting’s shares currently trade at a
higher price/earnings multiple than the other compa-
nies in the TSE group. This is a reflection of the
competitive position of the company’s radiostations
in Toronto and Montreal, ‘along with its approximate $5
million cash designated for further broadcasting
properties. Analysts believe these factors should give
rise to continued above-average growth.

Western Broadcasting's current market price is approx-
imately 340% of its initial issue price to the public in
June 1966. Like Standard Broadcasting, Western trades
at a premium price/earnings multiple. However, in
assessing Western’s price/earnings multiple, analysts
note that reported earnings do not include Westemn's
share of unremitted earnings in B. C. Television
{CHAN/CHEK-TV Vancouver/Victoria). In recent weeks
the CRTC approved the application whereby Westem
will be allowed to increase its interest in the tele-
vision company from 17% to 38%.



In 1966, the Nagra tape recorder won its first Oscar at the Academy Award presentation
in Hollywood.

Now it's won a second—Oscar Peterson. He’'s a Nagra fan for the same reasons most
pros are. It weighs only 14 pounds. Goes anywhere with you to record sound effects,
music and dialogue to full studio standards. Oscar takes his when on tour to record
anything and everything including some of his LP releases. It doesn’t bug under any
conditions and it's rugged enough to take rough
treatment.

“High fidelity over a range of 30-18,000 c/s is the
type of performance you expect from a large console,”
says Oscar. “"Nagra does it hanging from your
shoulder.” Of course, you don’t have to take Oscar's
word for it. Try it yourself. But as you know, Oscar
makes only sound recommendations.

'
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A facetious look
at a serious subject

Advertising helps

utkS
good e

by Dick Lewis

J. PLUNKETT MIRANDO JUNIOR gazed uneasily at the
hand-scrawled letter on his desk. |t was a complaint against
the Great House of Mirando's great product, a dog flea
repeliant called Mirando Flea-Free, 'No flea on me with
Mirando Flea-Free (regd.)”’ the label read.

J. Plunkett Mirando Junior hated complaints.

Now 73, J. P. Junior had inherited The Great House of
Mirando from J. Plunkett Mirando Senior, whose father,
just plain J. Plunkett Mirando, had developed Flea-Free
from a secret recipe his grandmother had used on her pet
collie, during the Riel Rebellion.

Back in 1918, J. P. Junior started to regard Flea-Free,
mainstay of the family business (because it was their only
product), as a household god, the lares (or was it penates?)
of The Great House of Mirando.

1t was a sacred mission young J. P. had inherited, and,
when the moon was full, he had frequent visions of the
shades of his father and his grandfather, flitting happily
from one celestial cloud to another, while the shadows of
hundreds of thousands of departed canines followed them
everywhere, gratefully licking their hands all the way into
eternity,

And now this complaining letter . . .

There was no begging the question. This woman had
definitely found a flea on her poodle, after it had been
treated with Mirando Flea-Free. Oh the shame of it!.

Throughout his business career, J. P. the Younger, had been
nothing if not progressive.

In 1928 he met a man at a whist drive who told him he
should do some advertising.

J. P. was so taken aback, he went for a long ride on his
bicycle. "Advertising! Advertising! Advertising!”’ the wheels
kept singing. “Wouldn't it be undignified for such a
reputable firm to be a party to vain-glorious boasting and
bragging?’’ Everyone knows The Great House of Mirando
and Mirando Flea-Free is a household word.”

J. P. knew it was a losing fight. He knew he would have
to discard his prejudices {(he called them principles) just as
one day his wife — and perhaps even his secretary, Miss
Belinda Carroway — would give up their corsets for girdles.

Besides, suddenly a number of fly-by-night companies
had started flooding the market with inferior concoctions,
selling for half the price of Flea-Free.

If the truth was known doubt and a little skepticism had
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happen

crept into J. P.’s heart. Sales had dropped nearly forty per
cent in the past six months. This Dog-Gone was nothing but
a flea-ting fancy, J. P. quipped, trying like everything to
convince himself it was all a big joke.

Finally one of his junior executives persuaded him to
call in a marketing expert. J. P. thought Marketing was a
trade magazine, proponent of advertising in print, but he
didn’t let on.

Things had begun to hum in The Mirando Building. J. P.
had taken to shedding his jacket and rolling his sleeves, as
he sat in his mahogany-paneled office behind his mahogany
desk.

He had added two new telephone receivers to the
original one. Neither of them was connected to anything,
but one of his growing corps of consultants, by the name of
Eustace B. Flugg, had told him it was good for his image.

J. P. hadn’t an idea what an image was, but, as he told
Miss Carroway, he had decided to proceed with the
pleasantry. Miss C. knew he meant ''go along with the gag.”

Advertising seemed logical, but what should this advertising
say?

J. P. sat at his desk into the wee small hours. His only
diversion was an electric sign which kept flashing the
words: "'No flea on me with Mirando Flea-Free.

The sign appeared to be repeating this over and over
again, as if the dog in the corner of it was saying it. |t had
been there since Grandfather Mirando’s day, and to J. P.
Junior, it was just part of the scenery.

Ten or a dozen consultants later, one of them — it was
the same Eustace B. Flugg incidentally — came up to the
office in a great state of excitement. He insisted on bursting
in on J. P. while he was having his morning tea and toast.
Miss Carroway did her best to stop him, but it was no use.

Without a good morning or a by your leave, Eustace B.
Flugg said: "‘We got it, Chief.”

“Got what?"’ asked J. P,

"What Mirando needs. It's a slogan.”’

J. Ps mind turned over a couple of times. ''What
stogan’’ he asked.

“That's the whole problem”’, said Eustace B. Flugg.

"What we need, J. P. is a slogan which will tell every
dog-lover what Flea-Free can do for him — and for his dog
t0o. Something like ‘No scratch, no itch, for dog or bi . .’
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(Continued from page 42)

No perhaps that wouldn't quite do.

“I'll tell you what, Mr. Mirando, |'ll get the next plane to
New York and see a consultant | know. He's the guy who
came up with ‘Don’t call me; |'ll call you'.

But Eustace B. hadn’t finished. "Another thing we
should do,” he said, "is talk to Robert E. Oliver. He's the
executive vice-president of the Canadian Advertising
Advisory Board — that's the CAAB — and they try to
persuade advertisers to use slogans and ads which tell the
truth before the government climbs down their backs and
makes them. Don’t mislead the public and all that.”

Three days later Eustace B. Flugg came up and vyelled.
“Here it is, chief, the most terrific slogan you ever heard.
And there’s art work too.

“You see, chief,” he said,’here’s this dog up in the top
left corner of this display and now hold onto the side of
your chair and hear what the dog is saying.” He flicked the
switch, the dog's mouth kept opening and shutting and the
sound came out: “‘No flea on me with Mirando Flea-Free.”’

He was quite overcome. To J. P. the slogan sounded
vaguely familiar. He wondered where he had heard it
before.

Eustace B. Flugg stood back a moment to admire his
production. Then, with a choke in his voice, he said,
“Chief, doesn’t it lay you in the aisle?”

This was an experience J. P. had never been through, so
he wasn't sure.

Before this flashback, we had J. P. at his desk,
contemplating a letter of complaint he had received from a
customer, who said she had always relied on Mirando
Flea-Free 10 keep her poodle, Lucinda, safe from fleas. The
other day, she had distinctly seen one of these monsters
hopping around on poor Lucinda’s back. Now she was

upset.

She was upset because she was sure Lucinda was
experiencing discomfort. She was also upset because she
felt as though she had been betrayed by an old and trusted
friend.

J. Plunkett Mirando Junior was upset too. Robert E.
Oliver of the CAAB had told Eustace B. Flugg he thought
the Flea-Free slogan was fine provided it really kept dogs
flea-free, and now it had failed him.

Long before this though, some of Eustace B. Flugg's
embullience had rubbed off on J. P., and he had gone all
out. But he had yet to receive the complaining letter.

J. P. had had the package redesigned, with the slogan
prominently but artistically displayed. Modernized posters,
automated and everythiing, were strategically displayed all
over the country, with orders to keep adding to them as
suitable locations became available. On radio and television,
the Mirando dog was voicing the slogans in spots, and of
course there were print displays.

All in all, J. P. had budgeted for this campaign up into
the hundreds of thousands. Now it was all wasted on
account of that woman with a flea on her poodle. What
should he do? The name, Mirando Flea-Free was a plain
statement of fact. But it was also a fact that Lucinda,
treated with Flea-Free, had harbored a flea in her coat.

Secretaries come and secretaries go. At least some of them
do. But Belinda Carroway just came, some forty years ago,
and never went.

Through these forty years, Belinda, or Carrie as she was
called privately by the Mirando family, never expressed an
opinion but always knew exactly what was going on.
(Actually she was an active member of the Consumers
Association of Canada. She wasn’t sure what it did but she
had never told a soul in the office, just in case.)

All a-tremble, she stood on the threshold of J.P.'s

EFFECTIVELY REPRESENTING...
CANADA'S VIOST EFFECTIVE
RADIO AND TV STATIONS

Call the
specialists...

H. Kolomaya Jim Crawford
Winnipeg Vancouver

Bob Proctor
Montreal

j 3
R. Lisabelle
Montreal

Geo. Hellman Jean Senecal Ted Tevan .
Montreal Montreal Montreal

ART HARRISON
General Manager

Dick Sienko

Chas.Powell Steve Hand Doug Loney Gene Plouffe Pat Rowsell Weldon Wilson
Toronto Toronto Toronto Toronto Toronto Toronto Toronto

)
fv' .‘{..,.

o '\'__Q_’-“ - A 3§ = =

- ngf/ & » RADIO & TELEVISION ;372
el BTN ettt
—— QUEBEC MONTREAL TORONTO WINNIPEG VANCOUVER

44 CB/APRIL 1969




office. After a moment he raised his eyes. 'Yes, Carrie?”’

“It's that woman with the dog with the flea, J. P.” she
said.” You are upset, because it makes lies out of your
advertising.”’

“Indeed | am upset”’, he said. ’| suppose the honest and
upright thing to do would be to have all the spots and
posters changed and get a new slogan. Disaster! That's what
itis.

Y ou could change the advertising, | suppose,” she said,
"evgn if it killed its punch as Mr. Eustace B. Flugg would
say.

“Is there another way''? J.P. asked despondently.

" Advertising is supposed to represent the product
truthfully and without misleading. That's what the Code of
Ethics says.” Carrie, warming to her subject, sat down on
the chair J.P. kept for his customers -- the important ones --
crossed her legs, and, waving her first finger in the direction
of JP.'s mid-section, went on in the firm tones of a
soap-box orator or consultant: “'The trouble with you, J.P_,
is that when you tycoons get into trouble with your
misleading advertising, all you can ever think of is changing
the ads.” (How proud the CAC girls would be of her for
this!)

Carrie had said her piece, and sat back to let it sink in.
|Besides she was completely out of puff.

J.P. swallowed ominously a time or two. Then he said
quietly: “Haven’'t you some more letters to type?, Miss
{Carroway?”’

“I don’t care what you say, J.P." she panted. | know
what you could do to save the advertising and make it
work.”’

J.P. could think of nothing to add, so he said nothing.

1t would make your advertising work,” she said, her
tone trembling with emotion, “because it would make" -
dramatic pause --"it would make our beloved Flea-Free
work. "

“Make Flea-Free work''? he shouted. "‘Good heavens
woman, what are you saying?”’

“Mr. Mirando’* she went on -- her voice was pleading
now -- "My old grannie used to have a dog and no flea ever
dared so much as light on his coat.”

“What on earth are you talking about?”

“Granny used to bathe Rover -- that was his name -
every week, and do you know Rover never had a single flea
- that's what | said a single flea -- that dared come near
him.”

J.P. tried to think of something to say but failed.

“And do you know why?” she went on. “'Just five cents
worth of coal oil in his bath, that's what did it, that's all.
Just a tablespoon every week. A little coal oil in every
batch of Flea Free would work the same for you.”

J.P. was stunned. “Well, I'll be damned,”’ he said at last.
And this was the first time in forty years Carrie had heard
him swear. J.P. rose from his desk and strode out into the
factory.

After a curt explanation, he put his head together with
the chief chemist and his three assistant chemists. They
pored over their bunson burners and their retorts and their
Third Year Chemistries and then finally came up with a
formula which would add just the right amount of kerosene
{that's the fancy name for coal oil) to do the job on
Flea-Free.

So, not just their advertising, but all advertising was
saved because they had developed a unique, an original, a
revolutionary idea of leaving the advertising just as it was
and remaking the product to conform with the advertising.

They did just this — that's all — and it worked.

So they all lived happily ever after. Except for the fleas
of course. Nobody knows what happened to them, because
nobody ever saw one again.

The executive vice-president of the Canadian
Advertising Advisory Board, Robert E. Oliver, was simply
delighted.

The key thought in the Chum Limited
corporate symbol is the orderly
progression from a central core of a
series of growing and self-contained
shapes based on the letter ““C”. The
arrow shapes indicate a multi-faceted
group of companies moving in several
directions under one corporate grouping.

Chum Group

CKVR/TV Barrie

CJCH Halifax

CFRA Ottawa
CFMO/FM Ottawa

CKPT Peterborough
CHUM Toronto
CHUM/FM Toronto
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CGE Exec. breakdown. Canadian
General Electric has broken down its
broadcast business into four major
areas, the manager of each reporting
directly to Commercial Communica-
tions Manager, Harry Dawson,

C.E. {Lou) Spence becomes manager,
broadcast engineering and production;
Nicholas Tomcio takes over TV
antenna engineering production and
test; J.D. Pugsley manages sates and
planning, and A.L. Hames, broadcast
administration.

TTF Lighting Symposium. The 5th
annual Lighting Symposium, sponsored
by the Theatre, Television and Film
Lighting Committee of the |lluminating
Engineering Society, will be held at
the Sheraton-Chicago Hotel in
Chicago, May 25-27,

Anyone interested may obtain
further information from the TTFL
Committee-|ES, c/o Robert T. Stebbins,
WGN, 2501 Bradley Place, Chicago,
I11. 60618.

Agency name change. The oldest
wholly Canadian ad agency,
McConnell Eastman Ltd., has changed

its name to McConnell Advertising Ltd.

"to modernize the agency’s public
image so that it will reflect recent
developments within the company,”’
said Peter W, Hunter, president.

"‘The new designation retains the
identifying ‘McConnell’ bridge with
the past.”’ he said.

Three vice-presidents have moved to
new posts: W.E. Nodwell, senior vp,
agency services; Colin J. Smith, vp
and Montreal manager; Clarke Wallace,
vp and Toronto manager.

JWT Appointments. Alun Jones,
A.C.1.S., to secretary-treasurer and
member of the Canadian Board of
Directors of J. Walter Thompson
Company Ltd. He is a native of Wales,
educated in Wales and England, who
joined JWT in Montreal in 1960 as an
accounting supervisor. Jones’
appointment follows the retirement of
Arthur E. Jubien after thirty-three
years with the company.

Richard K. Gallop to account
representative. Gallop was born and
educated in England, receiving his
master’'s degree from Merton College
at Oxford University. Prior to joining
J. Walter Thompson, he was an account
supervisor with a major Canadian
agency in Montreal, working on
accounts in packaging goods and
transportation fields.

UATV's new cartoon library. A
new full color 150-cartoon series,

AT
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Trilogy, is now available from United
Artists Television of Canada, says
Frank Kowcenuk, general manager.

Produced by King Features, the
series is made up of ‘'Krazy Kat'’, 60
cartoons; ''Barney Google and Snuffy
Smith’’, 50 cartoons; "‘Beetle Bailey'’,
50 cartoons.

Canadian Film Awards renamed.
Noted Canadian film critic, Wendy
Michener, who died recently, has been
honored by the renaming of the
International Jury Prize of the
Canadian Film Awards.

The Michener Award and all other
Canadian Film Awards (Etrogs) will be
presented this year October 4 at the
Royal York Hotel. The Michener Award
is for ""distinctive artistic achieve-
ment,’’ won last year by Norman
McLaren for his film, Pas de Deux.

Eligible films must be Canadian and
be produced in the year before June
30, 1969.

CKNW New Westminster Contest.

A CKNW/Standard Oil campaign netted
230,000 postcard entries in a 13-week
promo through Chevron Stations in
B.C., each postcard giving an
opportunity to win one of four all-
expense paid trips to Europe for two
via Air Canada.

The mail response was said by Air
Canada to be the best ever in B.C. for
a holiday contest.

O’'Brien Advertising is the agency
for Standard Oil. Noel Wright is
account supervisor.

New radio newscast approach.
CHUC Cobourg, Ont., has a new
approach for its 8:45 am newscast.
Called ""The Good News'’, the five-
minute program is devoted entirely to
the good, the happy or the funny items
gleaned from a number of sources.

Sponsorship by St. Peter's Anglican
Church in Cobourg has not resulted in
""churchy’’ presentation because
deliberate efforts have been made to
offset what announcer Rev. Duncan
Abraham calls ''the image that we are
prophets of gloom’".

The idea arose from discussions
between CHUC station manager
Donald Fox and church warden Doctor
Thomas Hawke concerning ways in
which the church can communicate
more effectively in the worlid.
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Continental’s 50 kw broadcast
transmitter gives you
most in performance!

most for your money

modulation power
0% 82 kw
30% 92 kw
100% 120 kw

These average power consumption figures show
how economically you can operate Continental’s
Type 317C 50,000 watt AM broadcast transmitter.
The low power consumption at 100% modulation
takes on more significance as your station's average
modulation climbs toward 100% because of high
limiting and speech clipping.

just three
cabinets compact
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low
low shipping installation
costs costs

most in experience

Continental designed and built the first super-power
transmitter for the Voice of America. Delivering
1,000,000 watts of continuous power to the antenna,
it was installed at Munich in 1953. Five similar Con-
tinental transmitters are in use throughout the world.
Continental's wide range of experience in high-
power, broadcasting includes transmitter designs
from 1,000 watts through 1,000,000 watts! Photo
above shows Continental’s newest 1,000,000 watt
transmitter during construction, factory test early
in 1968

most in acceptance

29 of Continental’s 49 world-wide 50 kw transmitter
installations are 317Cs; one of Continental’s most
popular designs.

Continental’s 317C is a profit-performer! For infor-
mation, write to A. V. Collins, Continental Electronics
Mfg. Co., Box 17040, Dallas, Texas 75217.

Continental &&CLILO‘H.LQA.(J

MAIL ADDRESS: BOX 17040/ DALLAS, TEXAS 7S217 i
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Film deleg. vetoes brief. A brief
which urges restrictive measures on
foreign films was not supported by a
Canadian film industry delegation
attending hearings on the brief last
month.

The delegation faced a parliamentary
committee and claimed the brief was
approved by the Canadian Association
of Film-Makers without being
submitted to the Association's
members for scrutiny.

The parliamentary committee said it
would broaden its examination of the
situation by seeking audiences with
the CBC and the Nationa! Film Board.

CJRT RadioStudy for home. CJRT,
the Ryerson Polytechnical Institute’'s
FM station in Toronto, unveiled plans
for new adult education radio courses,
credit and non-credit, which will
begin June 2.

RadioStudy ‘69 is designed to
enable home study of the Institute’s
radio courses through a combination
of radio programs and correspondence
material. A Winter diploma and credit
series will begin in October.

CBC Appointments. The chief news
editor of the French-language section
of the CBC, Phed Vosniacos, has been
appointed co-ordinator of French-
language news for the CBC in London,
England. His successor in Montreal is

Pierre Charbonneau, previously
assistant chief news editor.

Both appointments were effective
April 1.

Vosniacos, 42, has been with the
CBC since 1955, and leaves his
present post at his own request, for
personal and health reasons.

Charbonneau, 41, also joined the
CBC in 1955 and has been head of the
publicity department in Montreal, a TV
producer in the news and public affairs
department as well as executive
assistant to Marcel Ouimet, now vp
of the CBC and gm of the French-
language network.

Pulsifer gets AAB Marketing post.
Orville B. Pulsifer, 33, who has been
program-director and member of the
board, CHNS Halifax, N.S., and was
elected president of the Atlantic
Association of Broadcasters last fall
{CB—People, Dec. '68) has been named
director of the AAB’s new!y-created
Marketing Division.

In his new post, Pulsifer ""will
assist national advertisers in central
Canada and the Atlantic Region in
expanding their operations and sales
within the four-province area.”’

CRTC hearings. Dates for upcoming
public hearings by the CRTC are June
10—Montreal, October 14—Vancouver,
and November 25—Qttawa.

of CKSA RADIO 1080
2 CKSA TV 2-12-9

Lloydminster, Sask-Alta

21 YEARS OF THE
PERFECT COMBINATION

Undisputed Television Coverage

| between Edmonton and Saskatoon

Represented by:-

HARDY RADIO & TELEVISION Ltd. in Canada

ABC INTERNATIONAL TELEVISION Inc. in the United States
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CTV appointments. Murray
Chercover, president, CTV Network,
named Don MacPherson as director and
Tom Gould as producer of CTV news,
features and information programming.

MacPherson, 37, who replaces
Charles Templeton, is from Toronto.
He joined the network in August ‘67
as executive producer of news and
public affairs, after working for the
CBC and the Ontario Dept. of
Education, ETV branch.

Gould, also 37, is from Ottawa. He
joined CTV in October '67, as chief of
the network’s Ottawa News Bureau.
Prior to that he was CBC's parlia-
mentary reporter in Ottawa.

Agencies appointed. Effective April
1. Leo Burnett Co. of Canada Ltd. took
over all advertising for The Borden Co.
Ltd., formerly handled by Young &
Rubicam Ltd.

McConnell Advertising Ltd. was
named by Borden to introduce a new
item for their Food Products Division.

Account supervisor at Burnett is
Arthur Mercer, with E.W. Nodwel |
handling the account for McConnell.

Borden set an initial ad budget of
$350,000 for '69.

Color TV set sales climb. The
number of color TV sets in use in
Canada, as at March 1, 1969, was
445,000 says the Electronic Industries
Association of Canada. This represents
8.5 per cent saturation of the 5,250,000
TV homes now using one or more
black-and-white TV receivers.

Ontario leads in color set sales with
39.7 per cent. Next is Quebec with
22.7, B.C.11.3, Alberta 11.0, Manitoba
5.3, Saskatchewan 4.2, N.S. 2.8, N.B.
& P.E.l. combined 2.0 and
Newfoundland 1.0 per cent.

Sales in ‘68 totalled 190,000 with an
unofficial estimate of 250,000 to be
sold this year. By January 1, 1970
total number of color TV sets in
Canada should reach 660,000.

CRTC refuses to referee. The
Canadian Radio-Television Commission
neatly sidestepped the problem of
CATV violations of football game
blackouts by tossing the issue back
to the football clubs and television
station operators to decide among
themselves.

The Canadian Football League had
argued that the Commission should
compel the cable companies to delete
telecasts of home football games from
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{Continued from page 48)

the programs of TV stations
available by off-air pickup from
outside the local blackout area.

The CRTC announcement said: "'It is
the opinion of the Canadian Radio-
Television Commission that the
broadcasts of football games and the
blackout of games, whether by a
television station or by a CATV
company, are matters which will be
best resolved by direct negotiations
between the parties concerned.”’

Cautionary note:- ‘'The brilliant
creative work that is being produced
today is not being emulated so much
as it is being imitated,”’ Earle Ludgin,
president of Earle Ludgin & Company,
US ad agency, told the Association of
National Advertisers Inc.

""Its brilliance is being confused
with cleverness,’’ he said. ""Alas,
there is a world of difference.

"'The Volkswagen campaign takes
every single disadvantage of that
oddly-shaped car, reveals it, and then
with light-hearted insouciance makes
you believe it is of no importance.
Candor (so seldom used in advertising)
makes every word believable,

"“1t took courage on the part of the
advertiser. And consummate skill in
the hands of Doyle Dane Bernbach.

"'But the agency that sets off in
pursuit of mere cleverness or the
client who presses for it, may be
doing themselves, and advertising, a
disservice,”” Ludgin said.

Chairs Edmonton drive. Dr. G.R.A.
Rice, president and general manager,
Sunwapta Broadcasting Ltd., CFRN
AM-FM-TV Edmonton, has accepted the
chairmanship of the Edmonton division
of the $25-million capital fund

campaign for the three Alberta
universities, U of Alberta, U of
Calgary and U of Lethbridge.

The provincial government will
match funds raised on a dollar-for-
dollar basis.

Nursing course on TV. CKNX-TV
Wingham, Ont. launched a ten-week
home nursing course March 1, providing
basic instruction on baby care, how to
treat the ill and injured, and what to
do in emergencies.

Miss Mavis Sarginson, director of
the Volunteer Nursing Services, is
conducting the course, each
Saturday at 11:00 a.m.

Women within the ‘NX viewing area
registering for the course received
individual copies of Care in the Home,
on which the series is based, enabling
them to follow each week’s topic. The
final program will be an open book
test.

Ownership probes launched. An
almost simultaneous probe into
ownership and control of communica-
tions media was announced by the
CRTC in Ottawa and the FCC in
Washington.

Senator Keith Davey, (Lib.), a
former ad salesman for CKFH Toronto,
proposed the motion, approved by the
Senate, '“that it set up a special
committee to consider and report on
the ownership and control of the major
means of mass public communication
in Canada.’’

The motion called for the committee
to examine and report “"upon the extent
and nature’’ of the media’s impact and
influence on the Canadian public.

Davey was elected chairman of the
special Senate committee, which also

A Complete Communications Consulting Service

-SUMETHING NEW!

A new name and a new address...
re-organization tool All with a view to the most
comprehensive service available today in every
facet of Communications & Telecommunications.

PAN-COM CANADA LTD.

SIXTEEN WESTMINSTER AVENUE, MONTREAL 263, QUEBEC
CABLE ADDRESS "PANCONSULT.” TELEPHDNE (514) 482-2026

and some
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includes Senator Paul Desruisseaux
(L. Quebec), who formerly controlled
La Tribune, a Sherbrooke, Que. French
daily, Sherbrooke Telegram-Observer,
an English weekly, and the broadcast
facilities of CHLT AM-FM-TV (French)
‘and CKTS (English). He was also a
former director of The Canadian Press,
and I1s now chairman of the board of
Radio-Television Sherbrooke Inc.

Another member of the committee is
Senator Keith Laird (L. Ontario), a
director of Western Ontario Broad-
casting Corp. Ltd., CKLW AM-FM-TV,

In the US, a notice of a probe into
ownership patterns in the broadcast
industry has been launched by the
FCC, which will give special attention
to so-called conglomerate corporations,
arid their ties with broadcasting.

The commission said it '’ intends to
determine the full facts as to owner-
ship in the broadcast field by
conglomerates or any person or entity
with other large-scale business
interests. It will examine the nature
of the interest of such owners, with
particular emphasis on multi-media
owners. It will identify the number and
location of broadcast stations
licensed to particular types of
conglomerates or owners with other
large-scale business interests;
relevant population and revenue
figures; and recent trends.

"It will evaluate possible benefits
as well as the detriments which
accrue to the public interest from such
ownership,”’ as well as other possible
effects and side issues.

Cosmetic account to GGS. Goodis,
Goldberg, Soren Ltd. has been named
the first ad agency for Cosmair
(Canada) Ltd., manufacturer and
distributor of L'Oréal hair products for
professional use, and distributor of
Lancdme beauty products. It is also
GGS’ first entry into the cosmetic
field.

The agency will work with BCP
Advertising Ltée., Montreal, on French-
language advertising, with the account
serviced from GGS’ Montreal office.
Account supervisor for GGS will be
Gregory Walker and, at BCP, René Ram.
Jean MacNeill is account executive.

Misteading advertising on U.S. TV
nets is the subject of a U.S. Federa!l
Trade Commission investigation
involving intensified monitoring and
systematic auditing of commercials by
its members.
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We appreciate your help and support during the past year

and extend our best wishes for a successful convention.
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(Continued from page 50}

The FTC has directed its staff to
obtain copies of all network commer-
cials used during a specific period
each month. Any complaints of
deceptive advertising will be given
immediate publicity.

The Commission did not disclose
what prompted the investigation.

L'Association Canadienne
Frangaise of Alberta wants a French-
language television station for
Edmonton and State Secretary Gerard
Pelletier will get a petition to that
effect when he addresses the
Association’s annual convention in
Edmonton April 12.

The Association estimates there are
15—20 thousand French-speaking
Canadians in the provincial capital,
and it wants changes in the Education
Act to provide for French television.

Bridging the communication gap.

A series of one-hour weekly lectures
for a credit course on Communications
Theory has been conducted at the
Ontario College of Art in Toronto, by
top personne! from Cockfield, Brown &
Co. Ltd.

Aimed at second-year students, and
including during the second term,
students in their fourth year, the
course provides a sense of reality and
basic knowledge of various aspects of

the advertising business, for those
who hope to pursue a career in this
field.

Set up at the request of the college,
this is the first time an agency has
formally conducted such a course, as
an agency. An outline of the course
was largely the work of agency v.p.
Bud Walsh, who has delivered many of
the lectures, along with other senior
personnel from various departments.

Canadian broadcasters will be able
to take advantage of one of the world’'s
most modern and best-equipped TV
studios—the new General Electric
Telecenter in Syracuse, New York.

Derek Pugsley, TV broadcast sales
manager for Canadian General Electric,
said the Syracuse Telecenter would
supplement a training facility
maintained by CGE at 100 Wingold
Avenue, Toronto, used in equipment
training for both customer and
company personnel.

Pugsley said the new studio was
unique in the industry, since it "'makes
it possible for broadcasters to
observe, study and operate new
equipment under varied operating
conditions not obtainable in previous
field and trade show demonstrations.’’

CKBC wants French station. Radio
station CKBC Bathurst, N.B., will apply
to the Canadian Radio-Television
Commission for authority to operate

Growing - with a Growing Newfoundland
RADIO NEWFOUNDLAND

Newfoundland

VOCM— St. John's — Canada’s Most Unique Station

CHCM — Marystown — in the Booming Burin Peninsula

Proudly Announces

CKGA — Gander — The Crossroads of'the World
on the air May 1st, 1969

CKCM — Grand Falls — Serving Central and Northern
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a French-language radio station at
Caraquet, 40 miles east of Bathurst.

Managing director Bill Winton said a
ten-thousand-watts AM transmitter is
proposed, with studios in Caraquet and
local staff. Indications are that such a
transmitter would cover all of north-
eastern New Brunswick, which has a
French-speaking majority population.

CKBC now broadcasts in French and
English on 1360 kilocycles with ten
thousand watts power, but would revert
to English-only programming if the
Caraquet license is granted.

The CRTC last year recommended
another French-language station for
the area.

Canada’'s newest ad agency has
opened up in Vancouver. Gray & Gray
Advertising will participate in
advertising, public relations and sales
promotion on behalf of national,
regional and retail clients from offices
at 1111 West Georgia Street,
Vancouver, B.C.

Principals of Gray & Gray are Miss
Jean Gray, president, and Robert Gray,
executive vice-president.

Two new series for CBC. Adding to
the CBC’s line-up of U.S. shows for
the 1969-70 nighttime schedule, will
be The Bill Cosby Show and My World
and Welcome to It, a re-creation of
happenings in the world of James
Thurber, the humorist and his family.

The two half-hour series, purchased
from NBC International, were the first
sales reported for the new series
debutting on the NBC Television
Network for the fall season.

Expand ball club coverage. Added
to the intensive radio-TV coverage for
all games of the Montreal Expos, in
baseball’s National League, will be a
six-station New England network
linked to anchor station, WEAV
Plattsburg, N.Y., which will also feed
CKGM Montreal and CKPM QOttawa.

The Plattsburg anchor station will
also bring in the feed for the six
French-language radio stations in the
Montreal area, repped by Hardy Radio
& TV Ltd., that have formed a baseball
network to carry Expos’ games.

U.S. stations joining the Expos’
network are NBZ Saranac Lake, WHRL
Albany, and WIGS Gouverneur, in New
York State; WSNO Barre, Vt.; WBRL
Berlin and WLTN Littleton, in New
Hampshire.



Clio Awards May 12. Coveted Clio
statuettes will be presented for the
best TV, radio and cinema commercials
from 21 countries, at the Tenth Annual
American TV & Radio Commercials
Festival May 12 in New York City.

A record high of 3314 entries this
year contrasted with 2990 in 1968. Of
these, 1974 came from U.S. and
Canadian television, 938 in American
radio and 402 in the international
category.

Warren Reynolds, president, Ronalds-
Reynolds & Co. Ltd., Toronto, is the
Canadian representative on the
Festival 1969 board of directors.

Radio '‘soaps’’ live, en francais.
Soap operas are still *’lathering”’ well,
and gathering audiences...on radio, in
French-Canada, even though English
versions have long since faded into
the past.

CKVL Verdun-Montreal airs a live,
specially-produced 15-minute dramatic
serial, Cote Vertu, Monday through
Friday 11:15-11:30 a.m. The series,
starring over a dozen leading artists
of French-Canadian radio, TV and
stage, deals with problems facing
today’s young people in their daily
life, in Quebec.

Programs are unsponsored but carry
rotation spot announcements.
Production budgets are more than
$2500 weekly, said Andy McDermott,
Radio & Television Sales Inc., the
station’s reps.

OBITUARIES

REV. AURELE-MARIE SEGUIN, 64, vet-
eran broadcaster and former director
of the CBC-TV French-language
network, who gave up his work to join
the Dominican Order in 1955, died in
a Montreal hospital March 22.

Born in Ottawa, he began his
broadcasting career with CKCH Hull,
Que., in 1933, and later became an
announcer and producer with the CBC
in Ottawa and Montreal.

In 1939, he was named director of
CBV Quebec City.

His name is recorded in the
annals of broadcasting as the founder
of the first two Canadian Radio Insti-
tutes, one at Queen’s University,
Kingston, Ont. and the other at Laval
University, Quebec City.

He organized the French televi-
sion network of the CBC and became
its first director in 1952.

A widower since 1947, he left the
CBC in 1955 to join the Dominican
Order, and was ordained three years
later.

He is survived by three sons,
Marcel, Robert and Jean.

HARRISON G. (HARRY) LINK, 75,
veteran newsman and former broad-
caster, died in hospital in London,
Ont. March 16 following a brief
illness.

A cub reporter with the London

Free Press in 1916, he became the
newspaper’'s  Sarnia correspondent
about two years later.

From 1928 to 1933 he was manager
of London’'s first radio station, CJGC
(a forerunner of CFPL) established in
1922,

In 1933 he joined the staff of the
now-defunct London newspaper The
Advertiser, and later became editor of
a London weekly, The Echo. More than
20 years later he returned to the Free
Press, from where he retired in April
1961.

At the time of his death Link was
public relations officer for the Upper
Thames River Conservation Authority.

LAURENT THIBEAULT, 49, an 18-year
employee of CKVL Montreal (Verdun),
and assistant news director since
1963, died in hospital last month
following a lengthy illness. Born in
Trois-Rivieres, he began at CKVL as a
news writer in 1951.

| e e s s e e

Sereess——= ANNOUNCEMENT Sty

CHAB RADIO, MOOSE JAW

Bob Meikle

Mr. Vern Traill, General Manager of
CHAB Radio Moose Jaw, is pleased to
announce the appointment of Bob
Meikle as Loca! Sales Mgr. Bob has
been associated with CHAB Radio for
two years, and brings to this position
a vast experience in the selling field.

350,000 ITALIANS
130,000 GERMANS
60,000 POLES

population.

FM 101

RADIO

THIS IS OUR TORONTO

PLUS: OVER 200,000 OTHER NEW CANADIANS

In Toronto, one person in three is a new Canadian—many are unfamiliar
with our language, with our ways and with Canadian products. They speak
Italian or German or Polish or 13 other languages. CHIN talks their lan-
guage. Because CHIN radio programs to this audience in their own lan-
guage, they remain loyal listeners to CHIN throughout the week. No other
station in Toronto has a direct appeal to such a large segment of the

THIS IS HOW TO REACH THIS MARKET

INTERNATIONAL

637 COLLEGE ST., TORONTO 4. PHONE: (416) 531-9991
REPRESENTED BY: RADIO-TELEVISION REPRESENTATIVES LTD.

50,000 GREEKS
50,000 HUNGARIANS
40,000 UKRAINIANS

f
& '

AM 1540
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Ninety-five per cent of Canadians

will be in reach of cable

by LESLIE MILLIN
Television critic, The Globe and Mail

Just as | write this, a great hush seems
to have fallen over much of the cable
television activity in Canada.

Up until a month ago or so, the
action was so strenuous it became
downright exhausting to listen to; but
as the weeks wear on towards the
date when the Canadian Radio-
Television Commission finally gives
cable operators a coherent set of
guidelines, one gets the impression
that more and more people in the
large centres would rather wait a bit
than make a costly mistake.

Cable companies in Toronto, for
example, have in some cases adopted
a remarkably cautious attitude about
hooking up subscribers whose homes
are fairly close to the territorial
boundaries of the areas the com-
panies have staked out.

This silence is the more un-

CIBQ RADIO

LIVELY
ACTIVE
COMMUNITY
RADIO

Welcomes over
one thousand
new families
to the Quinte
district this
year!

THE VUICE OF THE
BAY OF QUINTE
BELLEVILLE AND
TRENTON,ONT.

ask Major Market Broadcasters

natural because the public demand
for cable service is very high, at {east
to judge from the letters and
telephone calls that flow in to the
spectacular mess that passes for my
desk. People seem to want cable very
much, because they have {or plan to
have) color receivers, or because they
live in big cities where the reception
is terrible, or because they live in
small cities and they're tired of
watching nothing but the CBC.

Even more important, perhaps, is
that more and more poeple have at
least a dim idea that being wired into
a cable television system will
eventually be of a great deal more
benefit to them than simply the
provision of a better signal and a few
more channels.

Some of the many applicants
before the CRTC seeking cable
licenses have referred to the future of
cable television; many have not, pre-
ferring to stress the kind of service
they can provide right now, or are
providing.

| think it's fair to say that many
cable operators have no particular
interest in doing any more than
supplying a range of superior signals

to their subscribers. This was their
aim’in going into business.

Other operators, and | think
particularly of those large companies
in major markets and the Canadian
cable pioneers, have a wider vision
that extends to providing subscribers
with other services. Such a vision
may in due course be imposed
upon their less imaginative colleagues,
because the CRTC has shown a
suspiciously active interest in the
concept that cable operators should,
as a condition of license, provide
certain community services.

Even if the CRTC imposes no
regulations in this direction — and |
find that difficult to imagine — |
think it is in the nature of cable
operators to use their facilities to the
fullest, if for no other reason than
that the best of them are restless and
imaginative and abhor vacuums, and
that the others will follow where the
best lead.

Perhaps the best thing about
being an observer of the tangled
world of cable and broadcasting,
rather than a participant, is that | can
prophesy fairly freely without being
held to account financially in the

GPI NEWSFILM

GPI

gets the message
to TV country

1440 ST. CATHERINE ST. WEST, MONTREAL, CANADA

514-878-9638
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event that my prophecies turn out to
be rubbish.

With this inbuilt recklessness borne
firmly in mind, let me tell you how |
think the future looks for cable tele-
vision in this country.

First, the whole country will be
wired up, even the relatively sparsely
settled areas.

This will happen because enter-
prising operators will wire up every
area that promises a fair return on
investment, and because the govern-
ment clearly has in mind to tell
operators that the price of being
granted exclusive rights to a densely
populated area will be the provision
of service to a sparsely populated
area.

Obviously, some Canadians will
always live beyond the reaches of
cable, the national perverse character
being what it is, but if 95 per cent of
Canadians do not have cable service
available to them within the next
decade, the cable operators have
missed the boat.

Clearly, also, there is a pretty
good chance that cable operators will
be called upon to supply a species of
local service.

The most obvious form for this is
the provision of at least one channel
for educational television. | don’t
mean by this school television, in
which provincial governments are
increasingly involved, but rather a
channel devoted to general enrich-
ment programming.

Municipal politicians, who have
made such determined efforts to
influence cable television, have made
strong representations for at least one
channel in each community to be
devoted to local affairs. This, | think,
is one battle they have a good chance
of winning, but their victory will not
be without far reaching con-
sequences.

For one thing, it means that
some sort of local board is going to
have, at least nominally supervisory
powers over part of a cable licensee’s
operation. More important, it dumps
every operator into the position of
having to originate some pro-
gramming.

Now, we must at this point face up to
the fact that the Broadcasting Act
says every cable operator is a broad-
caster. As things stand, he may
consider himself to be a very long
way from the standard concept of a
broadcaster, but for better or for
worse this is what the government
says he is.

As soon as a cable operator is
involved in producing local pro-

(Continued on Page 58)
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Time buyers who have never seen bustling Trois-Riviéres tend
to think of it as “just a town of about 60,000 where they make
that pulp and paper stuff.”

True. But 1ake a closer look.

Add next door Cap-de-la-Madeleine and Trois-Riviéres Ouest,
plus nearby Shawinigan and Grand-Mére, and you get a total
metro population of more than 160,000.

Then add steel and wood products to the pulp and paper.
add plants making electric lamps, textiles, shirts, shoes, abrasives,
foil wrapping and lots of other things . .. add a year-round seaport

.. figure on $524 millions in annual retail sales...and you've
got your finger on the true pulse of the industrial heart of Québec.

Ask a CKTM-TV heart specialist to show you more in our
12-minute colour presentation.

CKTM-TV, TROIS-RIVIERES...THE HEART SPECIALISTS

Announcements only, Stovin Byles Television Ltd. Toronto, Montreal, Winnipeg, Vancouver
Programs only, Pau! L'Anglais Inc. Toronto, Montreal
Announcements only, All Canada Radio & Television Ltd., New York
Programs only, Forioe TV Inc., New York
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over the des

CAN. A3S'N OF BOADCASTERY
LUNCHEON
MONTREAL FEB.10% 942

\ ”
Pugve vooueer

WE HADN'T COME UP with the idea
of a convention issue way back in
February 1942 when The Canadian
Broadcaster was just two issues
old. The war was still on and paper
rationing was probably the reason,
although with only sixty odd call
letters making up the roster of
stations, it wouldn‘t have eaten
much into our allotment.

The 1942 CAB Convention, my
first, was held at the Windsor Hotel
in Montreal. My reflection in the
issue reporting it was that they
worked and played hard, by day
and by night respectively.

The lunches and dinners were
excellent, especially the ones
included in my press pass. | can’t
speak of the room accommodations,
as | spent the nights with some old
friends, sneaking stealthily out of
the hotel when the action was over,
thus combining a happy reunion
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with a move of economic expedi-
ency.

To this day, there hangs in the
office a huge blow-up of the
delegates at their annual dinner,
Most of the people who drop in to
see us peer at it nostalgically,
trying to pick out the faces they
remember. To me it is a permanent
souvenir of my baptism (by total
immersion) into the industry | have
loved (and cursed betimes) these
27 years.

This was the 16th annual
convention of the Canadian Asso-
ciation of Broadcasters. It must
have been, because the current
one is the 43rd.

They have been held in
Montreal and Toronto, Quebec City,
Vancouver, St. Andrews-by-the-Sea
and Jasper Park. Following this
year in Edmonton, it moves east

again in 1970 to Halifax. 1971 will
be in Quebec City.
It has been my good fortune to

cover them all since | started The
Book in 1942,

This year it runs right into the
Toronto Conference of the Asso-
ciation of Canadian Advertisers,
at which, for the eleventh year, we
shall be publishing our ACA
Dailies.

The other day, in a fleeting
moment, | wondered whether anyone
would object if | broke the chain
and passed up the CAB this year.

| tried it for size on a friend,
and he said: “‘They certainly
would.”’

“Like who?"" | asked.

“"You,"" he replied.

| guess | would too.

Buzz me if you hear anything.

Dick Lewrs
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and the rewards can mean more profit for you in Quebec City. Look twice at the Quebec City
market, when planning your television budget, and consider both CFCM-TV and CKMI-TV.

You know that CFCM-TV is the No. 1 French TV station in Quebec and has the biggest
share of the total audience . . . but . . .

Did you know that CKMI-TV is the only English TV station in the Quebec City market, and the
only TV station available to English-speaking and bilingual TV viewers ... who comprise
more than 25% of the total metropolitan area of 434,000 people ?

Local advertisers know this. That’s why they now spend 15% of their TV advertising budget
on CKMI-TV, and are increasing it annually. They know their bilingual market and what it's

worth to them.
HOW ABOUT YOU?

CFCM-TV & cKmI-TV

TELEVISION DE QUEBEC ([CANADA) LTEE
For more facts and figures, call our reps:

CFCM-TV (French) CKMI-TV (English) HARDY: RADIO & TV LTD. TORONTO, MONTREAL, WINNIPEG, VANCOUVER

CFCM-TV (French) (Programs only) PAUL L’ANGLAIS INC. TORONTO, MONTREAL

CFCM-TV (French) CKMI-TV (English) FORJOE-TV INC. NEW-YORK, CHICAGO, SAN FRANCISCO, LOS ANGELES
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Represented by

STANDARD BROADCAST
SALES LTD.

MONTREAL TORONTO
WINNIPEG AND VANCOUVER

And CANADIAN STANDARD BROAD-
CAST SALES INC., 654 Madison
Avenue, New York, N.Y, 10021
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(Continued from Page 55)

gramming to stuff down that local
channel, he can no longer avoid
admitting, even to himself, that he is
engaged in broadcasting.

While some cable operators, like
Ted Rogers, have already accepted
this role gladly, others will undergo a
lot of consternation and misgiving
about getting into an undoubtedly
costly area about which they know
very little.

Personally, 1 think that to class-
ify a conventional cable operator, as
he now operates, as a broadcaster is
to perpetrate a gross misuse of the
language. | also think that to describe
the distribution of original program
material by cable as cablecasting is no
less a misuse, because the differentiat-
ion is specious,

But we have been wandering. Two
other matters must be looked at in
the future of the conventional aspects
of cable television.

One is the use of cable as a
means of offering alternative Can-
adian television service where only
the CBC is available, an idea that has
been presented in principle to the
CRTC. Ted Rogers has suggested that
CTV network programming might be
made available through one of his
cable systems to the Windsor area,
which is rich in U.S. signals but has
only the CBC affiliate, CKLW-TV to
offer Canadian content,

There are some attractions to
this idea, but the biggest thing work-
ing against it is that it would inhibit
the emergence of a local television
station as an entity independent of
the cable system.

Obviously, a television station
could grow fairly easily out of the
cable system as the community grew
large enough to support it, but it
would be a station necessarily under
the same ownership as the cable
system, and if the CRTC is genuine in
the concern it has expressed about
concentration of ownership, it would
be hard put to justify licensing a
station born in this way.

The other matter concerns the use of
cable television systems by advert-
isers.

A man who buys commercial
time on a television station is in much
the position of the biblical sower,
chucking the seeds around in the
knowledge that some will fall on
stony ground, some on shallow soil,
and only part on the fertile soil that
yields financial reward.

But a man who buys commercial
time on a cable television stystem has
a much better idea of the market he
is reaching.

For one thing, he knows without
much effort just what neighborhood
they live in. This obviously tells him
whether their tastes run to hot dogs
or filet mignon. If he wants to keep
working at it, he can learn all kinds of
fascinating things about viewers that
just aren’t available through the
ordinary rating and -evaluation
methods.

Liebling may have thought that
these methods were equivalent to
foretelling the future by dissolving a
monkey’s eyeballs in a gorilla’s urine,
but personally | just think these
methods are sufficiently slipshod to
be statistically doubtful. The doubt
can be removed through cable.

When it comes to snatching tele-
vision signals out of the air, viewers
enjoy a great anonymity. There is no
really ec?nomical way of keeping an
objective ‘check on just what each
receiver is playing if the signals come
out of the sky.

On the other hand, there is no
great trick (even at the present state
of the art) to checking up on what
cable television subscribers are watch-
ing. Put your mind to it, and you can
work out just what shows they
watch, when, and what commercials
they run off when they have the
chance.

The exactness of the market that
can be delivered, and the data that
can be gathered on the viewer — and
this breaks down very exactly to age,
occupation, income and spending
propensities — make cable a much
more desirable way of delivering the
advertising message.

At this point, we are ready to wander
(crystal ball firmly in hand) into
further and murkier waters of
prophecy.

I'm inclined to believe that small
local television stations will wither
away, and that local cable television
operations will largely supplant them.

Operating a small, community-
oriented television station is already a
tough business. With the CBC more
and more determined to own and
operate its own stations wherever
possible (to the inevitable detriment
of affiliates) the business will get even
tougher. Also, there is no reason to
believe that the flight of advertising
money to the major metropolitan
markets is about to stop abruptly.

But a small, community-oriented
cable system is a perfectly viable
proposition in many markets that
cannot support television stations.
Depending on what the operator is
willing to offer in the way of local
program service { or what the CRTC

(Continued on Page 62)
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W. D. BYLES

President and Managing Director

In 1957, the company, Stovin-Byles Ltd.,
was formed with W. D. Byles President. He
had become Executive Vice President of
H. N. Stovin Co., in 1956, after having spent
25 years in the advertising agency field.
He was Supervisor, Radio and Television,
Young & Rubicam; Radio Director, Spitzer
and Mills and Maclaren Advertising.

W. HUGH CLARK

Executive Vice President

(Joined Stovin-Byles Ltd. in 1962)

Mr. Clark’s experience totals 31 years in
broadcasting beginning at the Brantford
Radio station, and moving to Foster Ad-
vertising; then to the C.B.C., where he be-
came TV Commercial Sales Manager;
Director of TV and Radio at Young & Rubi-
cam; Vice President, Sales, CTV Network.

JIM STOVIN

Vice President and Manager,

Vancouver Office.

(Joined H.N. Stovin in 1947)

Mr. Stovin opened the company’s Vancouv-
er office in 1948. Prior to this he was with
CJOR, Vancouver for five years

HAROLD OLSON

Manager, Winnipeg Office.

(Joined Stovin-Byles Ltd., in 1964)

For six years, Mr. Olson was President of
CKOS-TV, Yorkton, and has spent ten years
in local and national Impliment sales and
marketing in the Prairie Provinces.

AL PANZA

Vice President

(Joined Stovin-Byles Ltd., in 1963)

Mr. Panza left Spitzer, Mills & Bates after
many good years to become comptroller
of Stovin-Byles Ltd. in April 1967 his talent
and personality were put to even better use
on the sales staff.

ROGER DES LOGES
(Joined Stovin-Byles Ltd., in 1962)

Previously; 1956-57, CKVM Radio, English
Program Director and Announcer; 1958,
BMI Canada Ltd.; 195960, CFCH-TV, An-
nouncer/Sales; 1960-61, C|SS Radio and TV,
Producer/Sales; 1961-62, Romper Room Inc.,
Supervising Producer, Sales. Graduate of
Ryerson Polytechnical Institute in Radio and
TV Arts.

DICK CUTLER

(Joined Stovin-Byles Ltd., in 1962)

2% vyears as Sales Representative for CKBB
Radio, Barrie; Sales Representative then
Sales Supervisor for CKVR-TV, Barrie for
4% years; Sales Representative for Screen
Gems (Canada) Ltd., for one year, and two
years with Romper Room Inc., as Canadian
Representative.

FORBES CALDER

(Joined Stovin-Byles Ltd., in 1956)

Before joining our Montreal office as Man-
ager, Radio Division, Mr. Calder was Sales
Representative with Consolidated Press for
three years and Sales Representative and
Montreal Manager for Monetary Times
Magazine for three years. He moved to
Stovin-Byles Toronto office in 1961.




STU MacDONALD

Vice President

(Joined Stovin-Byles Ltd., in 1960)
Background in broadcasting and sales dates
from 1941, and includes 8 years with stations
CJKL Kirkland Lake, CHML Hamilton, CKOY
Ottawa, and CFCF Montreal; National and
Local sales with Claude Neon General Ad-
vertising and S. W. Caldwell Ltd.; Radio/TV
Director, Vickers & Benson; and six years
national sales, Liberty Magazine.

FRANK STRANGE

Vice President

(Joined Stovin Byles Ltd., in 1959)

joined the company after ten years with
Cockfield, Brown & Co., and three years
with All Canada Radio and Television. He
also has seven years experience in retail
selling and was the Executive Director of
the Canadian Diabetic Association for 1%
years.

JAMES R. WELCHER

{Joined Stovin-Byles Ltd. in 1966)

In 1956, joined the Montreal Herald; 1957,
InterCanada (Quebec) Advertising Agency;
1958-66, National Sales Representative for
Montreal La Presse.

BRIAN CASE

(Joined Stovin-Byles Ltd., in 1967)

Before joining Stovin-Byles Ltd., Mr. Case
was, for many years, associated with the
Construction industry in Canada. He acted
as salesman and technical advisor on brew-
ery projects and the St. Lawrence Seaway
Project.

STUART WALDO

{Joined Stovin-Byles Ltd., in 1961)

A student of the McGill School of Com-
merce, Mr. Waldo was previously National
Sales Representative with Maclean-Hunter
for four vears; held sales positions with
Monitor Publishing Co., and Bomac Photo-
?ngravers for one and three years respective-
y.

Experience

That’s what counts. These men represent a total of
313 years of selling experience.

And 126 of those years, to date, has been spent with
Stovin-Byles Television Ltd., supporting our reputa-
tion for leadership, stability and a continuity of

service to our clients.

STOVIN—-BYLES TELEVISION LTD.
Selling Television Exclusively

Toronto ® Montreal @ Winnipeg ® Vancouver




IN BRITISH
COLUMBIA RADIO
ONE STATION
STANDS OUT
FROM THE
BUNCH

AS DIFFERENT
AND UNIQUE

LANGLEY CITY...
in the HEART of the
Lower Fraser Valley and just

21 air-miles from
downtown Vancouver!

"“Call Group One Radio to book"’
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{Continued from Page 58)

may require him to offer) the system
can do all and more than a television
station can.

In large metropolitan markets,
stations will have a better chance of
survival. There will be more advert-
ising money to go around, for one
thing, and more demand for special-
ized programming of a type not
offered by the networks.

The networks themselves will be
a major source of programming for
the cable systems. Independent pro-
duction companies must be another
source, because the demands for
programming will, | think, be beyond
the networks’ ability to supply. Major
independent stations which produce
their own programming would be
another source.

So far, we’ve been talking about cable
systems only in regard to television.
But cable systems are already supply-
ing other services — FM radio, for
example — and there’s no special
reason for believing they won’t offer
many other services in the future.

C. W. Davey, the managing editor
of The Globe and Mail, spoke recent-
ly at a conference of the apporaching
day when newspapers will come into
the living room via the cable route.
He even called this the hidden factor
in current struggles over cable tele-
vision.

Living-room print-out of a news-
paper is not beyond my imagination,
although | think it will be a neat
technical trick. Davey's reference to a
hidden factor is more intriguing, in its
way, than the idea of newspaper by
cable.

If newspapers will one day be
distributed through cables, there is a
clear advantage to newspapers in
getting into the cable business as
quickly as possible. More newspapers
than one would think are already
involved in cable one way or another;
and | have been told by more than
one battle-scarred cable operator that
no fight for an area is as bitter as the
fight against a newspaper.

When a newspaper or newspaper
chain seeks a cable license under its
own name, its interest is clear. Some-
times, however, ownership must be
traced back a generation or two
before the newspaper interest
becomes obvious. Maclean-Hunter,
which chiefly publishes magazines, is
deeply involved in cable under its
own name. John Bassett, publisher of
The Toronto Telegram, is also deeply

involved in cable, but through a series
of companies. (I don't mean to imply
that Bassett has tried to keep his

cable interests secret — they have
been properly revealed and fairly
widely reported. | just mean the

interest isn’t as obvious.)

Newspapers by cable mean
magazines by cable. Print-out facil-
ities in the living room are going to be
used: for what we now call mass
circulation publications, as well as for
things as specialized as The Treen-
Turner’'s Monthly, or for that matter
for television schedules as prepared
by the cable systems. Print-out
facilities synchronized with a tele-
vision receiver would allow maps,
sketches and diagrams to be supplied
to the viewer as he watched an
educational program — or a scorecard
to be delivered to the viewer as he
watched a baseball or hockey game.

There are other things in the
future of cable we could talk about,
and as you have no doubt gathered
by now, | believe that cable has an
enormous future, and that we are
inevitably headed for a wired-up
continent, and no doubt a wired-up
world if the world lasts long enough.
I do not share the opinion of a
television executive of my acquaint-
ance who told me, apparently
seriously, that cable is a passing fad
with no future.

| believe that cable’s future
should be in the right hands.

An awful lot of rubbish is talked
by some people who stand up
righteously before the CRTC and
declare themselves to be cable
pioneers, and I'm sure we'll have to
sit through a great deal more as time
rolls on. When the wired-up continent
becomes reality, it will be because
cable operators went out and sold
subscribers on the idea of being
hooked up, and | think this enterprise
should be recognized.

As it is, cable operators fill the
12-channel dial with what television
signals they conveniently may, and
perhaps fill the blank spots with FM
radio signals or time-and-weather
notices. Some operators are building
to 20-channel capability, with an eye
to the future; others are not.

I think that if new cable operat-
ors get into the position of having
paid for a cable without having subs-
tantial control of pretty well its
whole spectrum, they may well be
betraying their future and themselves.



We don’t represent stations!

v

WE SELL TI

Just ask the stations
we represent (sell)

*We have to -- we are an independent

national sales organization

radio-television representatives limited
Head Office: 2 St. Clair Ave. W., Toronto, Ontario
Telephone 927-3221
MONTREAL o WINNIPEG o VANCOUVER



Co-ordination. . .Co-operation. . .Communication

CANADIAN BROADCASTING has always had rules and
regul ations. Probably this situation will never change.
Neither perhaps should it. However if the rules and
regulations are to be effective, the '‘authority’ —in
this case the Canadian Radio-Television Commission—
needs complete understanding of the desires of the
Canadian public, which appointed it to protect it
against the possible (but generally undefined) perils
of broadcasting. It must know what the public wants
to emerge from its radio and television receivers, but
it (the CRTC) must resist letting the issue be clouded
by what it itself believes the public ought to want,
and also what may seem idealistically desirable but
is pragmatically impossible.

For example, the Commissioners may be firmly
convinced, in their own hearts, that the public is
disturbed by the number of commercials broadcast.
This may be true. At the same time it may be false.

The CRTC knows, or it certainly should if it is
qualified to function, that the cost of the added
programming effort it requires of the stations can only
be met if the advertising revenue is available to meet
it with.

It is also possible that public concern over
commercials is not the real cruxof the matter, because
it too may realize that commercials are the price (the
only price) it must pay for the airing of the programs.

What may rile it more than the quantity of spots,
is the unintelligence and banality of some of the
advertising which seems, to some of them at any rate,
to be aimed down at them, on the assumption that they
have a twelve-year old mentality or are just plain
slobs.

Again, this may be true and it may be false. This
is not the issue. The real question is whether the
erudite and academic brains of the Commission have
the knowledge, or of greater importance the ability to
read the minds of the public which they are called
upon to serve.

Perhaps it is inevitable that, after only one year of
operation, there exists a great deal of confusion about
the present and uncertainty about the future. This is
the major problem the industry is forced to face today
and something has to be done about it, because the
cost of the present process of blind flying without
apparent progress, is running up into millions, both
for the industry and for the CRTC itself, which, of
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course, means the public purse.

Whatever we may think of the regulation of
Canadian broadcasting by a punitive commission, this
is the law and we have to live with it. So, the purpose
of this article is not to attack the law, but rather to
suggest ways and means of making it work.

In August 1968, the CRTC issued an ambiguously-
worded mimeographed ‘‘policy statement’’ regarding
its plans to develop a national formula for the exten-
sion of altemative service into those areas of the
country which were currently served by only one
television station.

To accomplish this, CRTC blindly set up public
hearings in Moncton, Regina and Ottawa in September,
October and November respectively.

Interested parties were invited to submit written
briefs on the subject, to which they might speak at
the hearings, or they could advise the Commission
they wished to speak and be allotted ten minutes for
the purpose.

Nobody knew what the CRTC was thinking, and
the CRTC was not talking, just asking everybody and
his uncle to appear.

What they were doing was finding out, the hard
way, that their quest for a national policy for altema-
tive television service was a pipe dream, because
each area is faced with a separate set of circum-
stances.

This they might have learned from any one of the
many experienced broadcasters across the country.
Had they bothered to ask, they would have discovered
that a “‘national’’ solution is just not possible,
because each area has its own special problems.

A few phone calls could have produced this
information, but the Commission conducted three
enquiries in three different provinces to come up with
this negative result..

The first hearing in Moncton was better attended
than many broadcasters’ conventions. They were not
all there to speak. Most of them came to find out just
what the CRTC had in mind.

As for those ‘‘other interested parties’ —the
educators, the language groups, the union represent-
atives, mayors from smaller communities starved for
television—each put in his own two cents worth
without any concrete knowledge of what it was all
about.



This same pattern was followed at Regina and
Ottawa, with the big broadcasting interests putting in
an appearance at all three, because they were not
sure they could afford to miss one.

Six months later, we still don’t know what the
CRTC is thinking. Just before Christmas, they an-
nounced their solution to the problem of providing
alternative TV service in the Maritimes. This may or
may not see the light of day this fall. Meanwhile the
rest of the country just sits and waits.

A whole new world of television is just around the
corner, with the Ultra-High-Frequency band (Channels
14 to 83), soon to broaden many-fold the scope of the
present Very-High-Frequency (Channels 2 to 13).

In the falt of 1968, the CRTC announced it would
be prepared to listen to UHF proposals for Toronto
and Montreal, at its February 4, 1969 hearings in
Ottawa. It then discovered it was overlooking VHF
problems involving London, Kingston and Toronto, and
the realtocation of Channel 6. So it gave this latter
question priority and on December 20, without giving
any reason, announced the postponement of the UHF
hearings, sine die.

A whole new policy for Frequency Modulation
Radio is in the hands of a committee. March was the
date given for a crack at the enormous problem of
regulations. (CRTC, for its year of existence, has been
carrying on with the book of rules written by the old
Board of Broadcast Governors). But March has gone,
and April is nearly over.

We are in complete sympathy with the birth pangs
the CRTC has been suffering. But the first year is over
now, and we respectfully suggest it is time they got
on with it, with the assurance and guts it must take
to be a Commissioner.

Through the years, Canadian broadcasting has held its
own alongside the American industry which is at least
ten times bigger, stronger and richer.

Control and regulation of American broadcasting
is in the hands of the Federal Communications Com-
mission, which parallels our Canadian Radio-Televi-
sion Commission.

Perhaps it is because of the size of the American
industry that time lags between applications and
decisions can stretch up to two years. American
broadcasters who find out that in Canada the time
lapse is seldom more than six months and sometimes
considerably less express surprise at this ““speed’’.

Far from suggesting we scuttie our Canadian
system in favor of the American one, we believe the
quality and general characteristics of Canadian
broadcasting are good and steadily improving. In
many respects, we submit, we are better than the U.S.
However there is an area in which the American
system seems to bear examination.

When the (U.S.) Federal Communications Commission

(FCC) wants to introduce new legislation or a change
of regulations, it issues a carefully prepared, edited
and printed White Paper.

In this, they outline the situation, whatever it
may be, explaining why they believe such and such a
regulation is necessary, and exactly what they pro-
pose it should be. This comes through as an extremely
detailed account of the whole matter. But it doesn’t
end there.

In the White Paper, they list pertinent questions
and problems on which the FCC has yet to determine a
point of view.

They invite comment, in writing, from broad-
casters or any others who may be interested.

Just to make sure everyone has his say and to
get the thinking processes working, the White Paper
airs the views of dissenting commissioners, whose
opinions did not coincide with those of the majority,
Then and only then, they announce the date for a
hearing when the whole question will be debated.

This document is made public, before the hearing,
and at least one business publication, Television
Digest, prints it in its entirety.

The results of this procedure should be obvious.

First, the broadcasting industry knows exactly
what the FCC is thinking and its reasons.

Secondly, and perhaps of even more importance,
everyone can feel reasonably sure this Commission
has done everything in its power to make certain the
step it is taking is both fair and practical, and that it
will accomplish its intended purpose.

This way it should be able to regulate effectively,
because, for one reason, its actions will indicate it is
working /n favor of good broadcasters rather than
against bad ones.

As far as the Canadian Commission is concerned,
no one casts any doubt upon the sincerity and integ-
rity of its members, but the vital requirement for the
better and more efficient administration of the Broad-
casting Act (and industry) is a closer rapport between
regulator and regul atee.

Before intending license applicants are put to
the tremendous expense of preparing engineering
briefs, retaining counsel and travelling to Ottawa or
or wherever the hearings are to be held, there should
be made available to them at least some guide lines,
indicating whether their applications would stand a
chance of consideration, even.

The same thing applies to UHF, FM, the new
cable field and everything el se.

Better broadcasting is really the purpose, both sides
of the fence. The essential ingredient is confidence,
mutual trust and understanding. Only the bad broad-
casters are inhibited by meaningful regulations and
restrictions, whereas good broadcasters benefit from
them. To be meaningful they must reflect an intelli-
gent study of a// sides of a// problems. An intelligent
study of this sort is more effectively conducted at a
round table than behind locked doors.
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classified advertising

. pe . RATES
Identification 66¢ per agate line
$9.24 per column inch
I P 3 t Box Number Charge—$1.00
n rln WANTED TO BUY )
Small or medium size Radio Wanted
L . . Station in Ontario, the Prairies, Man to head up engineering dept.
Printing is your silent or B.C. Send confidential reply Radio-TV. Wages commensurate
salesman —it identifies to: Box 240 with ability. Apply.
your company introduces The Canadian Broadcaster Box 247
ox services‘ and orod. 17 Ou_’(_e(;e:)nstt. 1E..Osrl‘lt'te 128 The Canadian Broadcaster
y : P 1. Ont. 17 Queen St. E., Suite 128
ucts, provides recall to Toronto 1. Ont.
your services and prod- AVAILABLE — ENGINEER
ucts, and its appearance AM/FM station. 17 years experi-
helps to form an image of ence, all phases installation to WANTED

10 KW. Wishes to relocate by

ization.
your organizatio June. All areas considered.

A warm, lively communicator for
an immediate opportunity in the

. References as requested.
Whether it be your sales Boxe;ls S drive-home slot at CKY Winnipeg.
t?rOCh.Uf.e, rate card, sta- The Canadian Broadcaster ; ) o
tion listings, letterhead, 17 Queen St. E.. Suite 128 Rush résumé plus audition tape
contract form or any one Toronto 1. Ont. or air check attention Bill Grogan

of the multitude of printed 432 Main St., Winnipeg, Man.

pieces you use each day‘ Top TV sales executive seeks

the audience that view . _ Available Now
advancement opportunity. Excel Announcer-operator. One year's

your printing will form a lent TV/Radio background. experience (all time slots) in FM
i r r ny. Best industry references. Potential . .
picture of your company more important than immediate MCi‘R, Umdver;ty &_ezroadﬁast
Your printing should at all dollars. fg ‘:zl'oi':te" 4, married, wlling
times be of good quality. It Box 244 F e Y anywhere:
The Canadian Broadcaster or tape and résumé:
need not be elaborate and 17 Queen St.E.. Suite 128 Box 246
in many colors however, Toronto 1, Ont. The Canadian Broadcaster

17 Queen St. E., Suite 128
Toronto 1, Ont.

if you want this, it only
takes a little more time to

d Available — Announcer
produce.

Five years experience — M.0O.R.

We would welcome the — Pop/Contemporary —  some

. C&W. One year's experience as
opportunity to help your assistant operations manager.

ART DIRECTORS!

Oh come on!

silent salesmen do a bet- Currently residing in U.S. Will Surgl(y:/Ayou r(\jeed
ter selling job for you. relocate anywhere in Canada. ?v?\ ?\ral )

o Draft exempt, no ulterior motive. © can help in
Our modern facilities and Tape and résumé available. éour art depa'rtment.
the experience gained an type too!

: ) Box 243 Margaret Covey
through serving Canada’s The Canadian Broadcaster 16 Kestell Lane
business community for 17 Queen St. E., Suite 128 Don Mills, Ont.
over 54 years can pro- Toronto 1, Ont. (416) 444-2640
vide you top quality and
PEmICe. ANNOUNCER-OPERATORS WANTED
The next time you need The CBC Northern Service has a few openings for adven-

turous young men who have the ability and potential for
a broadcasting career with CBC. Experience not necessary,
368-3481. on-the-job training is provided. Salary begins at approx-
imately $6,400 per annum plus Northern Allowances. Find
out where the action is all across the North, from the

printing, call us —

Northern Miner Yukon to the Eastern Arctic, by getting in touch with:
A Administrative Officer,
Press Limited CBC Northern Service,
P.O. Box 478, Terminal "~"A"’
Printing Sales Department OTTAWA 2. Ontario
77 River Street- Send a photograph and a tape recording giving an account
Toronto 2, Ontario of yourself, your background, education and interests.

You'll need a minimum of grade 12 to qualify.
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) BULLETIN
BIG PICTURE?
Over 6 million people live
within 135 miles of KM3& s
Broadcasting Stations: transmitter. Lots listen! Many even
. I i write!! Or phone!!
British Columbia Radiof THEil o Tha s et A e 68
N B e L P LT BIG PROMO?
T S n 10,500 visitors to WESTERN
FAIR’S ‘FOCUS ‘69’ previewed
Alberta Radio . . . . .. _— .72 KLY s exciting and colorful new
) sight ‘n sound story. Our GOOD
v e bt & 3 AT ARS e B LR e . .73 GUYS were on hand all four days
to meet ’‘n great, emcee nightly
o dances and put melodies behind
Saskatchewan Radio . . . . . . AN .. . 74 fashion models.
TV & g b= e T ... .76
BIG CONTEST?
. . LWL s 'SECRET SOUNDS’ gave
Manitoba Radio . . . ... .. .. .... .. . . 76 over 400 consolation prizes, plus
v ... R & | $115 to a schoolteacher, $40 to a
housewife and $25 to a student!
Ontario Radiol flali & Slei & =i ai & = FErralR 78 BIG BUSINESS?
TV Over 50 new accounts last
"""""""""" 83 month including Carling Breweries,
Beaver Lumber, American Motors,
. Bristol-Myers, Coca-Cola, Greb
Qud)ec Radlo .................. 84 Shoes, Chrysler, Molson’s, Mon-
TV F.858 3 6 . 5 e W ... . 87 arch Wear, Chipman Chemicals
and Zeller’'s! And this month will
. . be greater!
Atlantic Provinces Radion wzia = w5 o o 2 wpniw hidje et 88
TV s .91 BLGLCHANGEL
"""" 10,000 + 10,000 + 1570! More
later!!

Yukon & North-West SO GONT

. . . N. .

Territories Radio s o el ik e le e s s e P 91 April showers

TV L a s L e B 91 Bring May flowers.
Happily, wet money doesn’t
smel !
HURLEY-BURLEY?

What sells ‘n swings 24 hrs.
daily, delivers more for less, rings
cash registers, has flashing lights,

Station Groups . . . . . . . L e e e e e e e e e e e 92 chrome and a friendly smile?

. . Ask A, K, T, P or F, the
Canadian Sales Representatives . . . . . . . . . .. .. .. .. .. 93 helpful RADIO & TELEVISION
U.S. Sales Representatives, Canadian Stations . . . . . . ... ... 94 SALES male quintet. A right

o answer could earn you a free
Television Ne.tworks R ERN EECEE R RN 94 coffee! (They'll also tell you how
CAB Enfranchised Advertising Agencies . . . . . . . ... .. ... 95 to get ‘buy’ in Southwestern
Film & Program Producers and Distributors . . . . . .. .. .. .. 100 Pntarigl) Luv radio,
News Services . . . . . . . . o v v v i e e e e e e e .10 Y
Equipment Manufacturers & Suppliers . . . . . . . . . .. .. ... 104 w
Broadcast Consultants . . . . . . . . . . ... ... ... 110 St Wkitgen
Research Houses . . . . . . . . . . . . . . . . o v .. M
Industry Association Offices . . . . . . . .. ... ... ... .. 112 /.
CRTC Decisions, General . . . . . . . . . . . . i v v ww 113
CRTC Decisions, Cable Television . . . . . . .. ... .. ... 116
CRTC Officers . v s & 1 s wnse o v 5 wias ol 6 = a v R e L 7/ LONDON — ST. THOMAS

CANADA -RADIO & TELEVISION
SALES INC.
US.A. - WEED & COMPANY
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BRITISH COLUMBIA

Total Population 1,982,900
Men (20 and over) 607,860
Women (20 and over) 598,500
Teens (13—-19) 239,690
Children (0—12) 536,850
Households 577,000
TV Households 544,000
Per cent TV Households 94%

Source: BBM January 1968

CHWK, CHILLIWACK
10,000 watts on 1270 kcs.

(1) Fraser Valley Broadcasters
Ltd. (2) 50 Yale Road East

(3) (604) 795-5711

(4) J.M. Maclachlan

(5) Dennis Barkman

(7) Ken Davis (B-11) Harold
Roberts {12,13) Jim Leitch

RADIO

KEY

(1) Company name |
{(2) Mailing address |
(3) Telephone - Telex ‘

| (4) President {14) Gene Ross (16) Dennis
(6) Manager Barkman (17) Mrs. Betty
Assistant Manager I Neads (19) Tony Shepherd

{7) Commercial Manager
{8) Production Manager
(9) Program Manager |
(10) Chief Announcer
{11) Music Director
(12) News Director
(13) Sports Director
{14) Farm Director
{15) Women'’s Director
I {16} Promotion Manager
(17) Traffic Manager
{18) Chief Operator l
(19) Chief Engineer
(20) Toronto reps
{21) Montreal reps
{22) Winnipeg reps I
| {23) Vancouver reps
(24) U.S. reps
(25) Programming
(26) Station birth date
{27) News Service Affiliations

L — 1L
AM

CFVR, ABBOTSFORD

1,000 watts on 1240 kcs.

{1) Fraser Valley Broad-
casters Ltd. (2} 2509 Pauline
Street (3) (604) 869-5277

(4) J.M. Maclachlan (5) Dennis
Barkman (7) Gerald Pash
(8-11} Bob Singleton

{12,13) Norm Friesen

(14) Gene Ross (16) Gerald
Pash (17) Miss Phyllis

Olson {19) Tony Shepherd

{20-24) All-Canada (25) M.O.R.
(26) 1962 (27) BN

{20-24) All-Canada
(25) M.O.R. (26) 1927
(27) BN

CFCP, COURTENAY

1,000 watts on 1440 Kcs.

(1} CFCP Radio Ltd.

(2) Box 1440 (3) (604)
334-2421 (4,5} W.G. Browne
(7) Scott Hunter (8,11) Alec
Cobban {12) Mike Dixon
{13) Lea Gaboury (14} Torry
Gritzuk {15) Mrs. L. Pyke
{17) Mrs. M. Simms

{19) F. Grant {20-22) Group
One {23} James Advertising
(25) M.O.R., C & W (26) 1959
(27) BN

CKEK, CRANBROOK

1,000 watts on 570 kcs.
(1) East Kootenay Broad-
casting Company Limited
(2) 28 Bth Ave. S.

(3) (604) 426-2224

{4,5) Lloyd J. Hoole

{7) Cornel A. Sawchuk
{12,13) Dave Jacobson
(17) Miss Jean McKenzie
(19) L.J. Hoole

(20-23) Group One

{24} Don Cooke {25) M.O.R.
(26) 1957 (27) BN

CFKC, CRESTON

250 watts on 1340 kcs.

(1) Kokanee Broadcasting
Limited (2) Box 310

(3) {604) 428-2424

(4) G. Greene (5) R.J. Graham
(6) N. Frost (7,8} R.J. Graham
{9) J.P. Haines (10-14} N. Frost
{15) Mrs. Mona Malcolm

{16) R.J. Graham (17) Miss S.
Floer (1B} N. Frost

{19) S. Davis {20-23) Group
One (25} M.O.R., C & W

(26} 1968 (27) BN

CFwWB, CAMPBELL RIVER

1,000 watts day, 250 watts
night on 1490 kcs.

{1} CFCP Radio Ltd.

{2) 922 Dubeau Street

(3) (604) 287-7106

{4} William Browne

(5,8) Roland Gillis

{10,12) Buddy Crabbe

{16) Alec Cobban

{17} Roberta McConnan

{19) Denis Hull (20.21) Air-
Time Sales {23) Scharf )
Broadcast {25) M.O.R., C & W
(26) 1964 (27) BN

CJDS, DAWSON CREEK
1,000 watts on 1350 kcs.

(1) Radio Station CJDC
{Dawson Creek, B.C.} Ltd.

(2} 901-102nd Avenue

{3) (604) 782-3341 TLX 049-5727
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(4) H.L. Michaud (5) Mike
LaVern (B) E. Bruce Thompson
{9) Ron Bottos (10) E. Bruce
Thompson {11) Mike Lindsay
(12) Etmer Devore (13) Frank
Ryan (14) Mike Lindsay
(15,17) Verna Ophus

(19) Grant Kaczor

(20.21) Radio Reps (22) A.J.
Messner (23) Radio Reps
(24) ABC International

{25) M.0O.R., Contemporary
(26) 1947 (27) BN

CKAY, DUNCAN

1,000 watts on 1500 kcs
{1) Radio CKAY Ltd.

(2) 110 Craig Street

{3) (604) 746-4115

{4) Dr. J.U. Coleman

(5,7) Earl Kidder (10) Bruce
Payne (11) Ron Stanley
{12) John Mitchell

{13,14) Ken Driedger

(15) Miss ""Kay’' {16) Rick
Hanson (17) Miss Darlene
Kidder (19) Rod Currie
(20-23) Group One {24) Weed
{25) Good Music, C & W
(26) 1964 {27) CP, BN

CKNL, FORT ST. JOHN
CFNL, FORT NELSON
CKNL, 1,000 watts on 560 kcs.

CFNL, 250 watts on 590 kcs.
{1) Northern Lights Broad-
casting Lid. (2) Box 3450
Fort St. John (3) (604} 7B5-
6634 TLX 049-5516

{4) John Skelly (5} Mel
Stevenson (6) Bob Harrison
{7) Leith Boulter- Fort St. John
Gene Daniel - Fort Nelson

(8) Bob Harrison {9) Ron Clark
{10) Bob Harrison {11,12) Ron
Clark {13) Bob Harrison

{14) Ron Clark {15} Bob
Harrison (16) Mel Stevenson
{17) Miss Rita Larson

(19) Bob Guy (20,21) Radio

& TV Reps (22) A.J. Messner
(23) Radio & TV Reps

26) M.O.R.,C& W, Teen

26) 1962 (27) BN

CFJC. KAMLOOPS

10,000 watts day, 1,000 watts
night on 910 kcs.

{1} Twin Cities Radio Ltd.

{2) 460 Pemberton Terrace

(3) (604) 372-3322 TLX 048-8148
{4,5) David S. Clark {6) Jack
Crane (7) Walter Harwood

{10) Phil Toombs {12) Jack Crane
(14) Gary Miller (16} Walter
Harwood (17) Mrs. Loretta Lewis
{19) Kurt Reichennek

{20-24) All-Canada (25) M.O.R.,
C & W, Pop (26) 1927 (27) BN

CKOV, KELOWNA

5,000 watts day, 1,000 watts
night on 630 kcs.

{1} Okanagan Broadcasters
Limited {2) Box 100

(3) (604) 762-3331

(4} Mrs. G.T.B. Browne

{5.6) J.H. Browne (7) D.S.
Dunn (8) A.W. Jensen
(12-14) J.D. Bews {16) D.S.
Dunn (17) Mrs. J. Bowering
{19} A.E. Vipond
(20-24) Ali-Canada
{25) M.O.R., Teen
(27) BN

(26) 1931

CJJC, LANGLEY

1,000 watts on 850 kcs.

{1} City and Country Radio
Limited (2) Box 850

{3) (604) 534-5341

(4,6) Joe Chesney

(7) Gordon Reid - Nat’'l

Bill Fox - Local (8) Brian
Lord (12} Tippy O'Neill

{13) Elmer Tippe {14) Peter
Chant (17) Mrs. Joan Reynard
{19) Stan Davis (20-22) Group

One (23) Gordon Reid
(24) Frederick Smith
(25) C & W (26) 1963 {27) BN

CHUB., NANAIMO

10,000 watts on 1570 kes.

(1) Nanaimo Broadcasting
Corporation Ltd. {2) P.O. Box
1670 (3) (604) 753-4341

{4) RW. Giles (5) George
Lawlor (7) Joe Lawlor

(8.9} Ted Kelly (10) Lyall
Feltham (11} Mrs. Pat
Fairchild {12.13) Larry Thomas
{16) Joe Lawlor (17} Mrs. Joy
Fagan (18.19) Phil Henstridge
(20,21) Radio-TV Reps

{22) A.J. Messner {23) Radio-
TV Reps (24) Harlan G. Oakes
& Don Cooke (25) M.O.R.

(26) 1948 (27) BN

CKKC, NELSON

1,000 watts on 1390 kcs.
{1) Kokanee Broadcasting
Lid. {2) P.O. Box 250

(3) (604) 352-7277

(4) Gordon A. Green

(6.7) D.H. Glover

(B,9) J. Paul Haines
{12,13) Ken Wilson

(14) Pat Reid {15) Mrs. Mona
Malcolm {16) D.H. Glover
(17) Mrs. Mable Wishlow
(19) Stan Davis

{20-23) Group One

(24) Canadian Standard
(25) M.O.R. (26) 1967
(27) BN

CKNW, NEW WESTMINSTER
50,000 watts on 980 kcs.

(1) Radio NW Ltd

{2) B15 McBride Plaza

(3} (604) 622-2711

(4} Frank A. Griffiths

(5) William J. Hughes

{6) H.L. Davis {7) William

J. Hughes (8) Richard
Abbott {11) Rod Gunn

(12) Warren Barker

(13) A. Davidson {17) Mrs. V
Shepherd (19} Jack K. Gordon
(20,21) SBS (22,23( Western
Broadcast (24) Canadian
Standard {25) M.O.R.

{26) 1944 (27} BN

CKOO. OLIVER- 0SOYQOS
1,000 watts day, 250 watis
night on 1240 kcs.

{1) Okanagan Radio Ltd.

{2) P. O. Box 539

{3) (604) 495-6200 TLX 04-8B50
{4) Maurice P. Finnerty

(6) Ralph J. Robinson (7) H.C
Dane {12} Mike Mangan

(13) David George {14) Cal
George (15) Mrs. Barbara
Porteous (16) Bill Coombes
{17} Mrs. Barbara Porteous
{19) Harry McRae

(20-24) All-Canada

{25) M.0.R., Community Service
(26) 1966 (27) BN

CKOK, PENTICTON

10,000 watts on 800 kcs.

{1) Okanagan Radio Limited
(2) 33 Carmi Avenue {3} (604)
492-2800 TLX 04-8850

(4) Maurice P. Finnerty

{5) Ralph J. Robinson

(7) Harry C. Dane (9) Cat
George (10) Grant Sherwood
{12) Mike Mangan (13} Mike
Shainline (14) Cal George
{15) Mrs. Shirley Letts

{(16) Gary Woitas (17} Miss
Fernie Bonus (19) Harry McRae
(20-24) All-Canada

(26) 1948 (27) BN

CJAV, PORT ALBERNI
1,000 watts day, 250 watts
night on 1240 kcs.

(1} CJAV LIMITED

{2) 205 3rd Ave. South






