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DRONTO RAILWAY UNION LEADERS issued their back-to-work
fitructions to strikers over CKEY as soon as official word came from
‘litawa. August 30. Pictured above, from left to right—Wa‘lter Ezu_nond,
yronto area strike leader; Elroy Robson, national vice-president,
wmadian Brotherhood of Railway Employees; Harry L. Walters,
Central Ontario regional strike director.

HE MEN WHO PLANNED the “Greetings from l’()lglum" prugr'zn.l:',
red over CFRA, which contributed to the success of the New York

flage’s greatest sale weelk, are: left to r{u‘hl—C!n:n;lwl Tt!::r(l:t(‘(lif(l({):{-

nuity editor and George Gowling, cnnn.nor(vm)l IIHIII(I[.,((!', . )()i O Com:

ttawn; Verner M. Ingram, president of the Iolsdun{n rl‘l.ll:l )‘(‘:‘ e

erce; and standing is Louis Greenblatt, representing e Ret:
Merchants of Potsdam.

Slim Agenda For CBC Board

Ottawa. — Applications for
licenses to operate an experimen-
tal TV station in London, an AM
station in Kingston and another
in Dauphin, Man., are scheduled
to come before the CBC Board of
Governors during their meeting in
Vancouver, September 19 and 20,
it was announced here by Board
secretary Hugh Palmer.

The Sparton Co. of Canada Ltd.
will apply for permission to oper-
ate their proposed experimental
TV station in London on channels
2,6, 7 and 11.

A license is being sought by Rob-
ert S. Grant for a 1,000 watt sta-
tion on 1380 ke. for Kingston.

Also to be heard again, after its
deferment from the previous meet-
ing, is the bid of the Dauphin
Broadcasting Co. Ltd. for a 250-
watt station on 1230 ke. in
Dauphin, Man. When the com-

pany first made its request before
the Board in May, it was repre-
sented by former CJGX manager
Ken Parton.

A request for transfer of con-
trol of station CKOK, Penticton,
from J. Reg. Beattie and others
to Grenville J. Rowland and Mau-
rice P. Finnerty will be consid-
ered by the Board.

Increases in power to be re-
quested at this time are: for
CJBEM, Edmundston, from 250
watts on 1230 ke, to 1,000 watts
on 1350 kec. DA-1; for CJNB,
North Battleford, from 250 watts
on 1240 ke, to 1,000 watts on 1460
ke., omni-directional; and for
CKOV, Kelowna, from 1,000 watts
to 5,000 watts daytime only, while
night power of 1,000 watts and
frequency of 630 kec. remain un-
changed.

U.S. Merchants Use CFRA

Ottawa.—Potsdam is a village
in New York State which, when
confronted with the problem of
promoting itself for 'tourists and
what it calls its Three Great Com-
munity Sale Days to the local
citizenry, uniquely decided to call
on a radio station 70 miles away,
and in a different country-— CFRA
in Ottawa.

When CFRA men George Gowl-
ing, commerci manager, and
Charlie Tierney, continuity editor,
arrived in Potsdam to assess the
problem at first hand, they found
many CFRA listeners in the Pots-
dam area and discovered that a
great number of people in the
north part of the state listen to
Canadian stations.

Gowling and Tierney drew up
plans for the “Greetings from
Potsdam” program to run 2%
hours nightly for a week, and
aired a local origination with the
Potsdam Chamber of Commerce,

the Merchants’ Bureau and Clark-
son College of Technology partici-
pating.

After the “take” had been
counted, Chamber of Commerce
president Verner M. Ingram re-
vealed that the Sale had been the
greatest ever, and that the CFRA
advertising had “contributed in a
large measure to the success.”
Then Louis Greenblatt, spokesman
for the Merchants’ Bureau, added
his congratulations and said: “The
results of our program confirmed
belief that a number of villages
lying in the foothills of the Adir-
ondacks depend upon your station
for clear and regular reception.”

Charlie Tierney feels that the
experiment ‘‘emphasizes the close-
ness of Canada and the United
States, and proves that a border
line need be no barrier to friendly
relations -— business as well as
personal.”

Announcer Hits Back At Caustic Critic

Toronto.—Gordon Sinclair, can-
tankerous columnist on The To-
ronto Star, took exception to an
item CFRB's Jaff Ford used re-
cently on Midnight Merry-Go-
Round. Ford, who was pinch-hit-
ting for Barry Wood, warned par-
ents they should urge their chil-
dren to obey traffic rules when
they went to school.

Wrote Sinclair: “I figured that
the only kiddies up to hear those
lessons must have had belly-
aches . . . Among other things,
parents were being told how and
where to ride their scooter cars,

and when not
games.”

Ford retorted on his program
the night the item appeared.

“If the official police records
did not show that seven children
up to 11 years of age had been
killed already this year on To-
ronto’s streets,” he said, “then a
facetious misinterpretation of
those remarks, as made by Gor-
don Sinclair in his newspaper col-
umn tonight, might be justified.
But as a parent . . . I feel that
everything we can do should be
done for those children’s safety.”
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September 10th, 1950.

Mr. R. H. Geary,

H. F. Stanfield Ltd.,
Dominion Square Building,
Montreal, Quebec.

Dear Reg:

Since November 1, 1946, the date that we launched CHAT, you've been kidding me about being
associated with a radio station in “The Pot City”. You said it first at Quebec in 1946, again at Jasper
in 1947, and you’ve repeated it several times in Montreal and Calgary on the various occasions that
our paths have crossed. ,

No doubt vour veiled compliment was inspired by the fact that the potteries in Medicine Hat
made clay pots, darned good ones, in fact. It occurs to me now, that perhaps you are not thor-
oughly aware that making pots is just a small part of the industrial life of this market.

Did you happen to know, for instance, that the largest linseed oil factory in Canada is operating
in Medicine Hat, and that most of the paint that adorns the homes and buildings in Western Canada
has as its chief component part, Alox Linseed Oil, refined in Medicine Hat by Alberta Linseed Oil
Company?

Did you know over $20,000,000.00 worth of flour and packaged cereals are preduced annually in
Medicine Hat by three huge flour mills operated by Ogilvie, Maple Leaf and Lake of the Woods?

Did you know that Dominion Glass of Redcliff (nine miles west of Medicine Hat), operates
twenty-four hours a day, seven days a week, employing over 400 people, who produce most of the
Coke bottles, beer bottles, beer glasses, preserving jars, etc., used in Western Canada?

Did vou know that Medicine Hat's under-glass acreage is 20 acres, second in Canada to Bramp-
ton, Ontario, and that from the various greenhouses in Medicine Hat, there is an annual shipment
of cut flowers worth $1,500,000.007

Did vou know that there is a glass button factory in Medicine Hat, the only one of its kind on

the North American Continent, and that your wife’s blouse is held together by something we pro-
duced in “The Pot City"”?

Did you know that there are two plants producing rarm machinery in Medicine Hat? The land
levellers and the hay stackers that farmers throughout Western Canada find invaluable are pro-
duced right here in the little, old “Pot City"!

I could gn on and tell you about the factory that produces Perfex bleach, about the plant that
produces finished furniture, the clay products factory that produced forty miles of sewer pipe last
year, about the potteries that produced 8,000,000 picces of pottery last year, and about the fifty
carloads of manufactured goods that originate in the treight vards every day of the year in Medicine
Hat! But . . you must be convinced now, that we have a market, a year round market, that
does not depend upon the whims of the weather man to make it stable. We don't really need the
largest ranches in the British Empire all around us, but we've got 'em! We don’t really need the

annual $2,000,000.00 payroll of the Suffield Experimental Station, thirty miles west of Medicine
Hat, but we've got it!

All we need is a guy like me who knows the story, and is not bashful about telling it, and
who is as aware as you should be, that you can't cover this market without CHAT because the
closest radio competition is 110 miles away, and the next closest is 200 miles distant!'

We're sitting pretty, Reg,

. and we've got room on the buyer's bench for several fellows Jjust
like yourself!

Sincerely yours,

BROADCASTING STATION CHAT
R4 B

RJB:em MANAGER.

‘ |

ONE THOUSAND PERSUASIVE WATTS SELLING 20,000 CITY AND RURAL RADIO HOMES
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New Survey System

oronto. — Penn McLeod Re-
ech is out with a new “station
ang service” to replace the “pro-
gm rating service” they insti-
wd earlier this year. So far the
wey covers Toronto, Vancouver,
storia, Calgary, Edmcnton and
,ihbridge.

'enn McLeod, 29-year-old presi-
iit of the organization, has just
«wved his head office and pro-
.wing depariment from Van-
wver to Toronto, and is main-
sing the west coast office for
.Int service. He claims that rat-
» a 30-minute period across the
xrd, irrespective of daily pro-
sm content, gives a more stable
il reliable picture. Reason for
ks, he says, is that carrying
fough ratings for a specific time
3 five days a week gives five
ies the size of sample or 10
7es the size of a single quarter-
{I1r period.
>M ratings, he sayvs, are based
1+ the number of actual radio
ynes contacted regardless of the
anber of attempted calls made,
3l no weighting is used in com-

B2 a

*rime reason for adoption by
VLeod of this new system seems
wbe his contention that an ex-
»dingly large number of calls
5 to be made to obtain suffi-
amt reliability. Also, he says,
5 e are few cities in Canada
t have enough phones, so that
i/ same respondents don’t have
1lbe called too often during one
| vey period.
| 2 8 @
.Key personnel of the McLeod
¢fanization, of which McLeod is
ssident, consists of W. B. Watts
; 0 has charge of the Vancouver
eration, R. B. Dickinson, located
i Toronto, and E. G. Vatcher,
lose responsibility is business
Fr)motion.
[ ]

New Fields To Conquer
Last month, subscribers to El-
Jtt-Haynes Radio Surveys re-
c¢ved a report on ‘“Area Listen-
i*,” one of the four new reports
ting issued by that survey or-
knization. The “Area Listening
port” contains information
s>wing the distribution of listen-
e in the rural and small towns
ttside the main cities where
mlio surveys have been conducted
f- many years. Up to now, the
JH coincidental telephone sur-
Ws were restricted to the tele-
fone exchanges in Halifax, Mont-
n], Toronto, Winnipeg, etc., but
lere was still a good deal of
fesswork among time buyers as
twhat the distribution of listen-
& was outside the metropolitan
0tres.

Elliott-Haynes Area Listening
I'ports cover the 11 markets of

hlifax, Saint John, Montreal-
lench, Ottawa, Toronto, Hamil
1, Winnipeg, MRegina, Calgary,

kmonton and Vancouver. The
‘eas vary in size [rom a radius
€65 miles in the thickly populat-
¢ counties around Toronto and
amilton, to 100 miles in the
-airies and British Columbia. The
Tveys cover rural and small

Wn homes within the area ex
ading metrojolitan centres where

coincidental surveys are already

being reported. The reports give

a list of the counties included in
the area and an estimate of the
number of radio homes.

The listening trend data is
broken down by half-hour periods
on a Monday - through - Saturday
basis from 9 am. to 10 pm. A
further analysis is given by three-
hour periods for each day sepa-
rately, showing morning listening
trends (9 a.m. to 12 noon), early
afternoon listening (12 noon to 3
p.m.), late afternoon listening (3
to 6 pm.), and evening listening
(6 to 10 pm.), and the average
for the whole week.

“The size of the area may be
adjusted during subsequent sur-
veys,” states J. M. Leckie of the
Elliott-FHlaynes organization, ‘“‘to
allow the local stations a better-
than-509% coverage, because ad-
vertisers prefer to study a limited
market where the local stations
predominate, rather than a very
extensive market where the local
stations cover less than half of
the radio homes in the area.”

5

The Voice of the Eastern Townships

SHERBROOKE, QUE.

Sharbrooke's textile mills furn
out huge quantities of silk stock-
ings, gloves, cotton and rayon
goods. It is the home of such
well-known Julius
Kayser Co., Dominion Textile Co.,
Paton Mfg. Co., Bruce Silk Mills
and Dominion - Burlington. Tell
your sacles story here — over
CHLT and CKTS.

Representatives
JOS. A. HARDY & (O. LTD. - CANADA
ADAM J. YOUNG, JR. INC. - U.5.A.

names as:

" €FCO leads all Western Ontario Stations

forr audience increase, according to
i B.B.M. Study No. 3. I

| An Average Day & Night Increase
of 929 over Study No. 2.

“Ask anyone in Western Ontario”

CFCO - 6_3@_I(c_s :_fjﬁ}aiham

THAN

THIS
MANITOBA
IS A BETTER MARKET

EVER BEFORE

3,098 radios sold in March, 1950
a 34% increase over March, 1949

"CKRC

WINN

5000 WATTS

Representatives: All-Canada Radio Facilities — In U.S.A.: Weed & Co.

PEG

630 KILOCYCLES
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Behind theScen
inRadio

f

“Did this day in one of our better coffee-houses have
speech with a merchant who said he wished he could do
business, as did his grandfather, in Queen Victoria’s day,
when there were no railroad strikes. Did upbraid him
for his attitude, and sav I was glad to be alive in these
days, and working in radio, for the lively spirit therein,
and the foresight of management in recognizing their
responsibilities to the community and rendering service
thereto. Being challenged for an example, did quote
‘Lionel’ of CKCW at Moncton, who did promptly set up
an emergency travel service to accommodate business
men and others, all of which was rendered on a non-com-
mercial basis @ ® @ Did then add reports of outstand-
ing family-neighbor co-cperation from CJBR Rimouski.
Since the disastrous fire of May 6th and 7th last, no less
than 30 new homes are now occupied, 140 more are under
construction, and plans for the immediate construction
of 100 others are now completed — a truly cutstanding
example of neighborly goodwill and enterprise @ ® @
CJNB, North Battleford, has completed plans for a
widely-extended service in Western Saskatchewan and
East-Central Alberta, in that a new 1-kilowatt transmit-
ter has been ordered and is to be shortly installed ® @ ®
CHSJ, Saint John, N.B,, is now glowing with just pride
over a test by a local advertiser of the sales-producing
power of that station. Any Stovin man will give you
details of the outstanding results he received — ask him
about Burtol Dry Cleaners of Saint John, N.B.”’

HORAGE N StoviN

& COMPANY
TORONTO WINNIPEG
‘Ze/z resenfalcue ,&W
these live Readio y lalions

CHAB Moose Jaw
CJGX Yorkton

VANCOUVER
MONTREAL

CHOV Pembroke

Owen Sound
‘C:;g; O:illriu CJNB North Battieford

cJgC Toronto CFPR Prince Rupert
CJRL Kenora CJOR Vancouver
i ZBM Bermuda
Winnipeg
b o TBC  Trinidad
VOCM Newfoundland

CHSJ  Saint John
CKCW Moncton
CJEM Edmundston
cier Rimouski
CKVL Verdun
CKSF Cornwall
CFJM  Brockville
CJBQ Belleville

CKLW Windsor
CFAR Flin Flon

AGENCIES

By Art Benson

SPITZER & MILLS

Toron‘o. — Colgate-Palmolive-
Peet returns its major shows to
the networks this month. Our
Miss Brooks resumed from CBS
September 3 over CFRB, Toronto,
CFCF, Montreal, and the Domin-
ion net advertising Colgate Den-
tal Creme, Cashmere Bouquet and
Halo Shampoo. Mr. & Mrs. North
for Palmolive Soap and Shave
Cream has commenced over
CFRB, Toronto and CJAD, Mont-
real (delayed from CBS).

The Happy Gang started back
September 11 over the Trans-
Canada net with the same format
and artists; as did its French
counterpart, Les Joyeux Trouba-
dours over the French net. Both
shows advertise a wide list of
Colgate products.

Share the Wealth gets under
way September 23 over the Trans-
Canada net with delays to CKWX,
CKRC, CFRB and CJAD, again
featuring Stan Francis and Cy
Mack as co-emcees. Products ad-
vertised include Halo Shampoo,
Fab and Palmolive Soap. The
French counterpart, La Mine d’Or,
starts September 19 over the
French net.

Colgate also introduces the new
Peggy Brooks’ Show, transcribed
five minutes five a week, over six
Ontario stations: CFRB, Toronto;
CFPL, London; CKNX, Wingham;
CKPC, Brantford; CJCS, Strat-
ford, and CFCO, Chatham, adver-
tising Fab and Palmolive Soap.

a & =
YOUNG & RUBICAM

Toronto.—The Borden Company
returns Canadian Cavalcade for
the seventh season over the
Trans-Canada net and supplemen-
taries on October 3 at the new
time of 9.30 EST. Mart Kennecy
again takes care of the music
along with Norma Locke and
Wally Koster. Elwood Glover

handles the commercials on the
Borden products with Herb May
back as emcee. Same sponsor also
returns Les Talents de Chez Nous
to the French net October 5 for

foce i Busin

.
the second year.

Robin Hood Flour Miils returng |
Robin Hood’s Musical Kitchen (§ ]
minutes three a week) to th |
Trans-Canada net and supplemer ¢
taries September 11 featurin
Howard Cable and orchestra, Bep
nard Johnston, Terry Dale and gy
nouncer Elwood Glover. Tk
French counterpart, Madame E:
Servie (15 minutes three a week |
has also started over the Freng
net and supplementaries.

Whitehall Pharmacal brougj ,
back What’s Your Beef? (15 mi
utes five a week) to the Tran ,
Canada net on September 11.

Lever Bros. returns Arthur Go:
frey’s Talent Scouts (from CRBSE |
September 14 to the Trans-Ca; .
ada net with a delay to CFRB tt
following night, advertising Lif
ton Tea and Lipton Soups.

a 8 n
MACLAREN ADVERTISING
Toronto. — Standard Chemic

Ltd. (Javex) starts the 15-minu
three-a-week live Pick the Hj
September 25 over CKLW, Win
sor. Same show has been renew:
over CJCA, Edmonton, on a fiv
a-week basis. The 15-minute fiv
a-week Javex Jill returns
CHAB, Moose Jaw and CKE
Prince Albert, October 2. Jaw!i
is also taking its 15-minute se
ment of Welcome to Hollywo
(from ABC) over CJBC, Toront
while a spot announcement seri
goes out October 2 to six statio
including CJCH, Halifax; CKC
Moncton; CHSJ, Saint Joh
CKSB, St. Boniface; CIGX, Yo
ton, and CFCN, Calgary.

H. J. Heinz Co. of Canada I
returns Ogzezie & Harriet Septe:
ber 13 to CJBC, Toronto (fre
ABC) with a delay to CFC
Montreal, the following night, &
vertising the Heinz products.

a 8 n

JAMES LOVICK

Toronto.—Newlands & Co. L
(yarns) has started the Knitti
School of the Air featuring Ma
Esther. The 15-minute twice
week program originates
CFRB, Toronto, with recordir
placed a week later over CJC
Halifax; CFCF, Montreal; CK
Winnipeg; CKCK, Regina; CFR
Edmonton and CJOR, Vancouw

=

AM. 800 Kil. {5000 WATTS)
FM. 98.1 Megq. {600 watts ERP)

TELL YOUR STORY OVER

GREATEST SELLING FORCE ARQUND QUEBEC CITY !

CANADA
JOS A. HARDY & CO. LTD.

Representatives

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

RUEBEC "
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Thanks, Pals

The recent railroad strike prevented
pgular delivery of second class mail,
gcept in the cities in which it was
miled. Our last issue was caught in
¢a confusion but, thanks to the co-
geration of a number of our friends
i the industry, nearly eighty per cent
o our issue went out on time, and the
blance immediately after the strike
1S OVer.

With the prime consideration of get-
jig copies into the hands of time buy-
g3, after mailing Toronto copies as
pual, we shipped the Montreal copies
b truck to the Montreal Post Office,
jere they were immediately taken
re of. We then contacted Cam Ritchie
g CKLW, Windsor, and he kindly con-
snted to take care of mailing our
Jmerican copies across the border.
{her points, to which we shipped by
"A Air Cargo, were Ottawa, Winnipeg,
sgina, Calgary, Edmonton and Van-
uver. These shipments were taken
re of, respectively, by Jim Allard
3AB), Les Garside (Inland Broad-
sting), Norm Botterill (CKRM), Jim
wve (CFCN), Gerry Gaetz (CJCA)
id Sam Ross (CKWX). Hamilton,
oodstock, London, Ingersoll and vari-
fls Ontario points were mailed for us
' their respective towns by Stan Smith
JKOX) and Steve Rowan (then
KOC, now CKY).

| ] I' a
To these co-operative souls, and any
hers we may have inadvertently
issed, we express our keen appre-
‘ation for their co-operation in helping
i out of a difficult situation. To all
ir readers and advertisers we tender
1 equally warm ¢ Thanks, pals,” for
teir tolerance and understanding.
inally, to the men and women of the
ilroads—both management and per-
mnel—we appreciate that in victimiz-
'g the entire Canadian public with
leir inability to reach an amicable set-
ement over the tortuous question of
‘n cents, they showed us, beyond ques-
on, that private enterprise is bonded
sgether with chains of unity and co-
veration which no power will ever be
ole to tear asunder.
| ] a ;a
Opportunity Knocks Twice

The contentious question of Canadian
ent is kicked periodically—eternally,
1 fact—from private stations to CBC
nd back to private stations again. But
fiere is a fact to which everyone closes
is eyes, and that is how most of this
alent derives its livelihood.

“I wonder if anybody would notice if we
went on strike.”

Definitely the private stations are
used as a proving ground by the CBC,
in the development of live entertain-
ment, and, without question, some of
this talent is developed by the CBC to
the point where it becomes saleable to
commercial sponsors. But in too many
cases an artist or group of artists gets
a three months’ run on the network,
and then is dropped into the discard.

One such example of this procedure
is the case of ‘“The Happy Gang,”’
which was a CBC project at the outset,
and was about to be left out of the
schedules, when it was taken up by Col-
gate-Palmolive Peet. CBC never did
come up with such an effort as York
Knitting Mills’ ‘‘Singing Stars of To-
morrow.”” They did, however, copy the
idea for a sustainer on their French
network. Now York Knitting Mills
have concluded their sponsorship of the
program, and it is to be heard this
year under the CIL banner.

Time was when the newscasting voice
of Lorne Greene was known, country-
wide, on the national news. Now his
newscasts are heard, on CKEY, under
the sponsorship of the Heinz Company
and Sunoco Oil. Gordon Sinclair, whose
work as a newspaper reporter took him
to all corners of the globe, is brought
to the people of Ontario over CFRB,
by Alka-Seltzer. ‘‘The Leslie Bell Sing-
ers,”’ acclaimed across the whole con-
{inent for their artistry, are bank-
rolled by Canadian General Electric.
«“The Don Wright Chorus’’ is singing
for Westinghouse, with an added fea-
ture of John ¢Mr. Canada” Fisher.
Baritone Bernard Johnson won CBC’s

““Opportunity Knocks’ and was forgot-
ten until Robin Hood Flour Mills picked
him out a year later to star on - Musical
Kitchen.”” ““Un Homme et son Péché”’
plays a major part in French-Canadian
life under the auspices of Pepsodent.

Such programs as ‘‘Canadian Caval-
cade”” and "‘Ford Theatre’’ (respect-
ively Borden’s and Ford) provide occa-
sional opportunities for both the musical
and dramatic fraternities.

While commercial sponsors do not
act as a school for beginners in the
entertainment field, they do, as this
article shows pretty clearly, provide the
lion’s share of the work for those art-
ists who have arrived and are ready to
be thrown in the ‘‘pending file.”

a a [ ]

Retail Sales Index

The first annual ‘‘Canadian Retail
Sales Index,’’ sister publication to this
journal, will be out just about the same
time as this issue. This breakdown of
retail sales, by counties, census divi-
sions and census sub-divisions, has been
made possible by the co-operation, first,
of the radio industry, whose advertise-
ments have borne a material part of
the cost of the enterprise. Also we
have been heartened by the advhnce
orders for copies of the book which
have been received from a representa-
tive cross-section of media, advertising:
agencies, national advertisers, libraries,
government offices, trade associations
and others. X

The tireless work of our statistical
editor, G. E. Rutter, has brought forthi
an Index which will afford Canadian!
business with an as nearly as possible
accurate estimate of retail selling, ini
twenty different trade classificationst
This has been made possible by the co-
operation of the Bureau of Broadcast
Measurement, who have supplied popu-
lation and radio homes estimates, and
has also been assisted by the facts and;
figures which have been obtained from:
the Dominion Bureau of Statistics.
Responsibility for the final computa+
tions, as they appear in the Index, rest:s,i
however, with its publishers. i

As has been emphatically pointed outi
in the introduction to the Index, th
figures are estimates. They have been
compiled to give merchandisers, adverd
tisers and others a yardstick by whic
to gauge their activities. Als such, wg
are sure that they 4vill fill a big ga
in the planning of advertising and sales
campaigns. As such we commend themt
to you for the furtherance of yowr
business. ¢
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RITISH

UNITED PRESS

“"The world’'s
best coverage

of the world’s
biggest news”

*

HEAD OFFICE
231 St. James Street
MONTREAL

This year I went to the Cana-
dian National Exhibition four

times. This vital piece of infor-
mation gains its newsworthiness
because it is the first time in sev-
eral years I have been able to take
more than a quick gander at the
biggest merchandising venture in
the Canadian year. The reason?
The railway strike forced post-
ponement of the WAB Convention
which invariably takes place while
“The EX” is on.

At this annual event, practically
every sales - promotion - conscious
manufacturer and wholesaler in
Canada spends thousands of dol-
lars to expose his products and
services to the throngs that pour
through the CNE buil lings, in the
hope of gaining more customers.
It has always seemed to me that
these concerns constitute just
about the best prospect list for
radio, and so it would appear un-
fortunate that year after year
radio’s attention is detracted from

IN 1949.”

Development.

‘ ANOTHER REPORT
From THE LAND of MILK &8 HONEY
(With The Accent On MILK)

“PROFIT PER POUND ON BUTTERFAT
] HIGHEST IN PRINCE ALBERT DISTRICT

REGINA-—Profit per pound on butterfat in
Prince Albert was almost double that in any other
area of Saskatchewan in 1949. This is revealed
in the second interim report of a three-year survey
on cost of milk production conducted by research
services, Dept. of Co-operation and Co-operative

Sask. Bureau of Publications.

PROSPECTS ARE GOOD. GET ABOARD A
1950 BUMPER BANDWAGON. ADD CKBRI
MARKET TO YOUR NEXT CAMPAIGN.

CKBI

PRINCE ALBERT, SASKATCHEWAN
5000 WATTS

this event by the WAB. Tt would
be impossible for any wide-awake
salesman of time or programs to
go through even one of the ex-
hibitors’ buildings at “The EX”
without coming out with a whole
host of 'ideas and obvious pros-
pects. My advertisers don’t display
there, so it's none of my business
Just thought I'd hand it along,
though.
& B | ]

Wallie Peters, 32-year-old banjo
whiz who is musical director of
CJOR, Vancouver, won himself a
trip to Los Angeles to appear on
Horace Heidt’s Sunday night radio
show. Heidt brought his Youth
Opportunity program to Vancou-
ver and attracted a crowd of 8,000
to Exhibition Forum. It was the
show’s first appearance in Can-
ada, though it has been in many
parts of Great Britain and the
continent as well as the U.S.

s B2 8
If you have to be a radio an-
nouncer, Bermuda looks like a

good place to be one, judging by
a letter from Bill Williamson,
Ryerson graduate and erstwhile
CFRA, Ottawa, mikeman, now at
ZBRM, Hamilton, Bermuda.

Writes Bill: “I arrived on an
extremely hot day, and it hasn’t
cooled off since, which is all right
if you can spend some time at one
of the beaches, of which there are
many.

“This is an amazing place.
Everyone seems to be operating
on about half steam, but things
still get done. The station is ex-
tremely commercial, with sponsor-
ship being practically complete
from six in the morning until 12
at night. The local merchants are
quite conscious of the benefits of
radio advertising, and even the
smallest seems to have an adver-
tising budget. They are quite
firmly convinced that radio adver-
tising pays off, and their books
prove it.

“Bermuda would be a paradise
for you and your color camera.
The air is absolutely clear and the
colors are almost unbelievable. The
whole place looks somewhat Holly-
woodish but it is real. The waters
around the island are crawling
with fish, and about all you have
to do is drop your line in.

“I went fishing last Sunday
afternoon in about the strangest
way possible. All you need is a
pair of swimming trunks, a knife,
fishing line and a pair of under-
water goggles, Then you get in the

- B
water and walk around with yoyp !
head under the surface until yoUlN
find some fish, and then drop yoyp
line down. The fish are quite tame,
As a matter of fact they will bjta [
your toes if you keep your feet
still.  It's a lot of fun but a little
too easy. |

“Living is a bit expensive down
here. Food is quite high and ac.
commodation is pretty steep top,
About the cheapest item on the
budget is liquor, which flows in g
never-ending stream. All in g
everyone devotes a lot of time to.
having a wonderful time.” £

D N !
The CAAA has again rolled oyt
the welcome mat for aspiring
agency men, with a session at the
Royal York Hotel October 14 “tg
test aspirants for employment in
advertising agencies and advertis-
ing departments.” The object is to
discover young people who have |
the aptitude potential for adver- |
tising employment; to indicate the -
particular thase or phases of ade
vertising to which the applicant is
best fitted; to screen out the un-
fit, many of whom make the
rounds of the agencies without any
knowledge of the aptitudes requir- ;
ed to get into the business. I

People who want to take these
tests should presumably apply in ¢
writing to Mr. Alex M. Miller, ¢
manager of the Canadian Asso- 7
ciation of Advertising Agencies, "
111 Avenue Road, Toronto.

8 B a

The listener had spent most of
the morning dialing from station
to station for news broadcasts. Hé’
was supposed to make a business '
trip to the east and the railway
strike 'had completely fouled up
his arrangements.

The situation was serious. The
negotiators could not get together
The strike was definitely on. In.
dustry was slowing down and men
were being laid off in plants acros;
the country.

Members of Parliament were
flying to the capital by specia)
airlift to deal with the unprece-
dented emergency. The outlook
was black, and the whole country
faced disloeation and huge losses.

The government, the listener
told himself, would have to gel
down to it and do something spe’
cific and far-seeing, if it was to
head off disaster.

He twirled his dial back to CBC

“And now from Ottawa,” the
announcer said, ‘the CBC brings
you ‘Invitation to the Waltz".”

[ The )OV
Appleman’’

“"MACOVEE" saYs:

It’s picking time in the Okanagan
Valley. Time to pick up your fall
availabilities on the Valley’s Num-

ber One Station.

Ask Our All-Canada Man
In the U.S.: Weed & Company

CKOV KELOWNA

Let the Voice

of the Okanagan Speak for You
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NEW YORK'S
RADIO ROW

Richard Young

New York, N.Y.—In a recent
jue we predicted that despite the
¢mendous competition of tele-
wion, radio will have a good year.
2e outlook today confirms our
frecast.
Whereas there were many holes
i the choice evening time sched-
s of the major networks only
s few weeks ago, most of the
lnks have been ironed out. A
pjority of the big name shows
Inny, Hope, Skelton, Crosby,
Irgen, Winchell, etc.-—are about
jady to return to the airlanes
1th bankrollers attached.
The Korean situation had the
hdio Row boys worried, but right
rw there’'s almost an air of busi-
tss as usual along the avenue
sst advertisers are going right
,ead with their ad plans with one
e cocked on the actions of the
kwigs in Washington.
The rosy outlook is being fur-
ser enhanced by the fact that the
iajor television networks are al-
sst ready to hang the sold out
17n on their evening time periods.
2us some of the broadcasters are
tting any overflow available.
Ad they ain’t complaining.

s &=
30 far, the NBC network hasn't
sen too successful in initialing
onsors for its new sales idea
jown in trade circles as Opera-
ms Tandem. It’s reported that
e chain has been able to inter-
# only two of the six advertisers
cessary to carry out the plan.
It's a participation sponsorship
an which would find the six ad-
artisers spending $1,250,000 each
?nually for 39 weeks of plugs on
ve one-hour shows every night
9t Tuesdays and Wednesdays.
mong the programs that may be
cluded in the plan are: NBC
ymphony  Orchestra; Harris-
aye; Man Called X, Dangerous
ssignment; Screen Directors
wild, and Duffy’s Tavern.

Most popular (?) subject within
the industry these past few days
haso been the unfortunate inci-
dent involving actress Jean Muir.
You've no doubt read how Miss
Muir was ousted from her role as
Mother Aldrich on NBC-TV's
Aldrich Family series, sponsored
by General Foods, because she had
been listed as affiliated with so-
called pro-Crummie organizations
by an individual described as an
ex-FBI man.

Compared with the criticism
now being heaped on the sponsor,
its ad agency and the network,
the original attacks by the pres-
sure groups didn't amount to a
hill of beans. Unlike the sponsor,
these critics have not attempted
to judge whether Miss Muir is or
is not a tellow traveller. They
have directed their criticism at
the sponsor’s conviction without
benefit of trial.

General Foods' confusion, un-
derstandable to a point, now looks
as though it will backfire. The
fostering of this type of hysteria
is not the way to sell groceries,
as most of the editorials in the
nation’s top-ranking newspapers
have been quick to point out.

And that’s the news till next
issue.

] -] [ ]
Distinguished D. J.
Vancouver. — The disc jockey

trade received a social boost when
23-year-old Mariella Marino, wife
of the assistant Italian consul
here, took over an edition of the
half hour CBR program Music
I've Liked. A pianist herself, and
a student of music and its history
and composers since she was 7,
she was one of the most widely
talented disc jockies to take over
a turntable in this part of the
world.

Besides her musical erudition,
she teaches Italian, Greek, Latin
and English, and has her M.A.
from the University of Palermo.

She wrote for radio and had
her own program in the Sicilian
capital for three years before
coming to this country. Since
childhood she has appeared as
pianist on Italian radio programs.

THE (D#éy STATION

THAT COVERS BOTH
HALVES OF THE

* VANCOUveR AREA”

DID YOU KNOW?

That from Aug. 29th to Sept. 2nd inclusive—the five days of
the Central Nova Scotia Exhibition -CKCL’s entire operation
was moved to the Exhibition Grounds? All regular programs,
plus complete coverage of all Exhibition features, originated
from special visitors’ studios on the Grounds. It is this type
of community activity which makes CKCL truly the voice
the logical medium for YOUR
sales message.

| CKCL

TRURO BRCADCASTING CO. LTD.

of Central Nova Scotia

———

| J. A. MANNING

WM. WRIGHT, Representative
Toronto and Montreal

Manager

NORTHERN ONTARIO'S
realest

ADVERTISING
MEDIUM

CKSO

NORTHERN ONTARIO’S
HIGH-POWERED
STATION

Ask
ALL-CANADA IN CANADA
WEED & CO. IN U.S.A.

HERE 1S ESSENTIAL

Mrket Data

FOR ADVERTISERS

1st Annual

CANADIAN
RETAIL SALES
INDEX

compiled by G. E. Rutter
CONTAINING

1949 estimates of Retail Sales, in 19 types of business,
by Counties and Census Sub-Divisions (also Radio
Homes in the same area).

$5.00 PR COPY

POST PAID

R. G. LEWIS & CO. LTD.

16313, CHURCH STREET—TORONTO 2, ONT.

Publishers of Canadian Broudcaster & Telescreen




Page:Eight Canadian Broadcaster & Telescreen September 13th, 1950;

——t
~




1
swtember 13th, 1950

-—

S FALL

i hecar them alfl

sFRD

'BUY IN CANADA'S Nol MARKET
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FRB brings to its listeners the most outstanding
5 and personalities on the air.

ng high listener interest takes audience-packed
% and personalities and CFRB has plenty of
o wonder so many hundreds of top-flight ad-
. year after year selet CFRB.

REPRESENTATIVES
ADAM J. YOUNG, JR,. INC.
IN U S A
ALL-CANADA RADIO
FACILITIES LT D.
IN CANADA
@







