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AL JORDAN, C-FUN staffer, is
shown interviewing a shapely
visitor on board the cruiser
H.M.C.S. Ontario. The station
broadcast a total of 14 hours,
programming from the decks of
the warship during Vancouver’s
Fleet Week, July 17-23. Through
the three days that C-FUN was
aboard ship they broadcast the
Navy Colors ceremony, the play-
ing of the H.C.M.S. Ontario band
and interviews with officers.
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THE BROADCASTING ACT (Complete text) 8

CHARLES BICK'S COPY CLINIC
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NETWORK SCHEDULE OF TV COMMERCIALS 18
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The cumulative audience of

“FIFTEEN WEEKEND RADIO ANNOUNCEMENTS”

% of Total Homes Reached 59

Frequency per home 2.3 times

Eight announcements aired on Saturday and Seven
on Sunday, in 3 Markets.

B.B.M March 1958 Survey

St. John’s, Nfld. Metro Area
Chicoutimi — Lac St. Jean East Counties

Calgary Metro Area

Source:

Week-end radio offers advertisers a maximum number of

listeners at minimum cost.

RADIO ADVERTISING IS THE QUICKEST,
MOST EFFECTIVE WAY TO REACH ALMOST
EVERYBODY ... EVERYTIME!

Fourth in a series of advertisements on the cumulative audience of Radio.

’ROADCAS'

'/
)
D “‘f_'

YErTisinG B

Radio Division

Suite 404 - 200 St. Clair Ave. West ° TORONTO 7, CANADA °

BAB-Radio Division promotes Radio as an advertising medium and is a Division of The Canadian Association of Radio and Television Broadcasters

Telephone WA, 2-0502
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CARTB SEES PROMISE IN BILL C-55

new “Broadcasting Act”, which
had its first reading in the House of
Commons on August 20, brought ex-
pressions of approval from the board
of directors of the Canadian Associa-
tion of Radio and Television Broad-
casters, at a special meeting in Ot-
tawa last week.

Under the bill, full text of which
appears on pages 8 and 9 of this issue,
2 new 15-man Board of Broadcast
Governors—three full time and 12
part time—will be appointed to regu-
late all broadcasting, public and pri-
vate, by the governor-in-council.

This new board, fashioned along
the general lines suggested in the
report of the Fowler Commission,
and long sought by the CARTB, will
relieve the CBC of its former task of
regulating the private stations and
itself, allowing it to devote all its
energies to the operation of its own
broadcasting service.

Full time members of the board
will be appointed for seven years;
part time members for five year
periods. They will have discretion-
ary powers regarding the establish-
ment of private networks in both
radio and TV.

While the new board replaces the
old board of governors of the CBC,
the national broadcasting body will
be presided over by a new board of
nine governors, under a president
and a vice-president.

In presenting the bill, Revenue
Minister Nowlan, who reports to

EXAMINATION of Bill C-55, the

Parliament for the CBC, stressed the
fact that the Progressive Conserva-
tive government has no intention of
scuttling the CBC.

No specific mention of the licens-
ing of second TV stations was made
‘in the bill, but in the past Mr. Now-
lan has said that this problem will be
studied by the Board of Broadcast
Governors.

PRIVATES APPROVE

Following the first reading of the
bill, the board of directors of the
Canadian Association of Radio &
Television Broadcasters met in Otta-
wa to consider the effect of the new
legislation on private radio and tele-
vision. (The CARTB represents 148
radio and 35 TV stations across the
country.)

In a statement to the press, the
CARTB board expressed the feeling
that “the framework of principle out-
lined in the bill, especially the clear-
cut distinction made between (the)
regulatory and operating functions
(of the CBC) offers opportunity for
strengthening the service provided to
Canadians by both the Canadian
Broadcasting Corporation and the
private broadcasting industry of
Canada.

“We believe,” the statement con-
tinued, “that in this framework there
is opportunity for responsible and
mature service which CARTB’s
membership is anxious and eager to
meet, dedicated to the premise of
providing the best possible broad-
casting service to all Canadians.”

MONTREAL
1411 Crescent St.

TORONTO
519 Jarvis St.

G. N. MACKENZIE LIMITED HAS @2 SHOWS

WINNIPEG VANCOUVER
171 McDermott 1407 W. Broadway

AWARD

WINNING
STATIONS

CJON =
Television

NEWFOUNDLAND

=

That’s what any advertiser on CKVL

1958 as CKVL’s great 50,000-watt audience promotion

campaign rolls into high gear:

® 300 buses in Montreal, 100 elsewhere

® 125 billboards

® 10 magazines

® A “fantastic” fishing contest for Quebec and
Eastern Ontario listener area sportsmen !

® Topped off by 1,400 telephone urgings a week
to bring more people back to their radios!!

MONTREAL

850 °“‘Y.‘°UR DIAL 24 Hours a Day

Get The Facts From:

Radio & Television Sales Inc. —
Donald Cooke & Co. =

® airplane banners

® 4 daily papers

will find in

VERDUN

Canada
U.S.A.

PERCENTAGE
DEC. 57 JAN. 58 FEB.

For the 8th straight month
Montreal’s radio rating picture

has changed in favour of the
BASED

LISTENERS
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58 MAR. 58
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MAY 58
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JUNE 58
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Montreal: Johnny Nadon

- UN. 1-2346 o

Rest of Canada — Stovin-Byles Ltd. )

U.S.A. — Forjoe & Co.




Page Four Canadian Broadcaster August 28th, 1958

LIVE TV SHOW NETS $2300 FOR KIDS

Marketing
Advertising
Merchandising

E.W. REYNOLDS LIMITED | Prublic Relations

TORONTO, MONTREAL

In 1924 [£. W. Revnolds — a rugged individu-
alist who had a background of newspaper
“know-how”, finance and advertising—started
the Agency of which he is today Chairman
of the Board. Through his guidance, and later
that of his son Warren Reynolds as President,
the Agency is well-known for its “total market-
ing concept”. Exhaustive analysis of all
factors involved in the marketing of a product
govern marketing strategy, and must precede
the planning of advertising itself.

Since even the soundest plan-
ning must be sparked by selling
ideas, stress is laid upon creativ-
ity. Marketing Research dic-
tates a plan. Creative ideas carry
it through to a successful con-
clusion.

(]
[=¥=1[]

StoviNn-ByLEs Zw

Radio and Television Station Representatives
MONTREAL TORONTO WINNIPEG VANCOUVER

« RADIO STATIONS ¢ TELEVISION STATIONS » s | - %

CJOR Vancouver CJBC Toronto KVOS-TV Serving - — E T = ~

CFPR Prince Rupert CFOS Owen Sound Vancouver-Victoria : o 1

CKLN Nelson CJBQ Belleville CHAT-TV Medicine Hat KEfEP'I'NE 'TRACK kOdF EO';AJ'IO';S (fo[?) isRCJON s money:

CKXL Calgary - AT Lo meter eing marke y Radio Operations Manager George

GINB Norih Battleford CFIR Bro%kvill BT RR e MacDonald who was able to record $1,000 in the first ten

e V Rimouski L S

CKOM Saskatoon CKSF Cornwall CKCW-TV Moncton minutes of the playground fpnc!-ralsmg broadcast. CJON

CJGX Yorklon CHOV Pembroke (CJON-TV St John's, Nfld. Production Manager Jerry Wiggins, formerly of CJCA,

CKY  Winnipeg CJMS Montreal 1CJOX-TV Argentia Edmonton, and CFRB, Toronto, is shown on camera reading

CJRL Kenora CKCW Moncton ZBM-TV Bermuda the names of the people who have pledged money. “Little
CJON St John's, Nfid  CMQ Television Network, League’ captains (middle) shown here with CJON’s Sports
ZBM Bermuda Cuba Director Bill Callaghan, told his audience how their league
INS Nassau would have to fold if the town’s playgrounds were closed. “The
CMQ Cuba Cavaliers’” (bottom) appear daily on CJON-Radio. They donated

their t.alents to the emergency drive, singing five songs, and
appealing for enough money to keep the playground and pools
open for St. John’s youngsters.

WWWw.americanradiohistorv.com
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New Bill Augurs Better Broadcasting

NEW BROADCASTING Act has been Now it would seem from the new act that
presented to Parliament at long last, the way is open for private stations to
and quite apart from its provisions, this is organize themselves into or affiliate them-

a matter for rejoicing by the industry. The selves with non-CBC networks, and if this
years-long battle to free private enterprise materializes into actual fact, this hitherto

broadcasting from domination from its valid reason for not developing talent would
nationalized competitor has been brought to evaporate.
a reasonably satisfactory conclusion. But Having gained the right to operate net-
even if the outcome had been less satisfac- works, it seems to us vitally important thac
tory, the fact that the struggle is over should the industry set to work to organize such
be a definite relief to everyone concerned. networks, or reconcile itself to continued
At the same time, it has to be recognized domination in the program field by the CBC.
that while an injustice has been removed, o o o
the situation still exists where a department The new “Broadcasting Act” looks good
of government (or whatever euphemism on the face of it.
they choose to hang on the new board) still Private stations will no longer be
has it in its power to say what may be broad-  gyhjected to regulation by their keenest
cast and what may not be broadcast. No  competitor, the CBC. They will however,
other form of “publishing” is subjected to continue to be regulated - - beyond the
commissions and tribunals designed speci- Criminal Code, which is the only form
fically to censure and censor them, and as  jegylation imposed on most other businesses
long as this situation exists in the field of - _by the newly - formed or about to e
broadcasting, this industry’s enterprise  formed Board of Broadcast Governors. (Just
cannot be described as free. what the Criminal Code is for is hard to

Through the years, the government of understand when this kind of “supplemen-
the day, through its CBC, has created a bond tary regulation” is found to be necessary) .
with the private stations by supplying them However, Mr. Diefenbaker said before
with network programs. Some of these pro-  the election that he would free the private
grams the stations would have gladly done  broadcasters of this unfair competition. This
without. Others, such as Royal Visits, Grey has been done by the new act.

Cup Games and more especially relays from One point which should not be overlooked
the major American networks, have been is the human element in the Board of Broad-
received with such enthusiasm by the public, cast Governors. An understanding and
that these shows, and through them the CBC, honest board could regulate broadcasting - -
have become practically indispensable. if it must be regulated - - to the benefit of

In the past, the private broadcasters have everyone, the public and the broadcasters
been subjected to a continuous barrage of  alike. A board not endowed with these

criticism because of their alleged failure to qualities could be nothing but a highly
develop local talent. One very valid answer dangerous political football. Government
to this has been the fact that they have been controls have been proved effective, when
denied the right of forming networks, and the controllers realize that democracy and

cannot employ talent to compete for audi- government controls are not always
ence, on a single station operation, with the compatible, and that we do live in a
multiple station operation of the networks. democracy - - still.

/

N N

Yews Briefs

HE GRANTING of a TV license

to CJDC, Dawson Creek, B.C,
will have to await the passing by the
cabinet of an order-in-council, said
A. W. Caron, head of the telecom-
munications branch of the Depart-
ment of Transport.

This statement follows an
announcement by the station that it
had already received the go-ahead
from the department, and would
begin operations as CJDC-TV, over
channel 5 early in December.

The CBC has already recommended
to the government that a license be
granted.

Construction to house the new TV
station is now under way at the rear
of the present CJDC-Radio building.

FIRE THAT caused extensive
damage to the executive offices,
the record library, one recording
studio and one broadcast control
room of radio station CKSA, Lloyd-
minster, did not keep the station
from returning to the air on time.
The fire broke out at 2 am and the
station was on again at 6 am broad-
casting from emergency facilities set
up in a smoke and water-damaged
control room.

The station management says that
broadcasting will continue from the
present facilities until December
when their new radio and television
building now under construction,
will ke available for occupancy.

© ® ®

7ITH THE ENDING of summer,
\ conventions are in the air once
again. First it’s the French Conven-
tion at the Alpine Inn, Ste Mar-
guérite, Quebec, September 21-4.
September 25-6, the BC Association
is meeting at Port Alberni. Next
there is the Central Canada group,
who meet October 5-7 at the Alpine
Inn, Ste Marguérite. Finally, the
engineers of the Central Canada sta-
tions are holding their annual get-
together at the Westbury Hotel,
Toronto, October 28-9.

S

| WONDER WHAT THE NEW
BOARD OF BROADCAST
GOVERNORS WILL SAY
ABOUT THIS.
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POINTS

OF SALE

Use

CHOK
to sell CJFX
Antigonish
sarNIA [ S0°
Canada’s Barrie
Richest CJCH
Market Halifax
¢ CFPA
Highest aver- Port Arthur
e wage
iar? Cangda CKTB
St.
L Catharines
Bank savings
at all time. CHOK
high Sarnia

PAUL

MULVIHILL
& Co. Lid.

TORONTO
77 York St.
EM, 3-8814

MONTREAL
1543 Crescent St.

MURRAY MaclVOR
PL. 1097

PERSONALITY PLUS PITCH PLUS PROGRAM PULLS PROFIT

From an address to the Proprietary Association of Canada

HE STARTING point in con-

structing a successful commercial
is the determination of the right
motivator. Personality, by itself, is
no substitute for that. But a strong
motivator allied with the right per-
sonality will, over the long haul,
tend to do better than the independ-
ent commercial in many product
categories.

Once the motivator has been
chosen, the next step is to determine
what general type of personality is
needed to create the mental image
you desire to leave the viewer with.
A few motivators might be so strong
that they could be effectively “put
over” by practically any presenter.
But this is extremely rare. Usually
the motivating idea will gain maxi-
mum effectiveness from association
with a personality-type that “fits”
the particular product and motivator.

THE RIGHT PERSONALITY
AND THE RIGHT IDEA

The right personality is not neces-
sarily the most familiar one. At any
rate, familiarity alone is not enough.
A well known personality may be
viewed unsympathetically, and this
lack of rapport between viewer and
presenter is sufficient to negate the
effectiveness of an otherwise good
commercial. Determine whether the
personality is well liked, in addition
to well known.

Past performance does not neces-
sarily tell the whole story. A person-
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CONTACT OUR REPS
Radio Reps - Canada

Just AIR ytraur SELL
via CFQC

. . . the BIG station in Saskatoon

The ONLY medium that reaches ALL of
Saskatchewan’s BIGGEST Trading Area!

Young Canadian Ltd. - USA

'

By HORACE SCHWERIN

ality’s popularity is seldom a fixed
and absolute value: it fluctuates. And
only research can chart a person-
ality’s ascent or decline at any given
time.

Furthermore, it often happens that
the established personality is doing
no better than a relatively unknown
presenter. The latter possesses that
rare ability to establish spontaneous
rapport, and may have a greater
potential than the veteran.

A personality creates an image
which carries a given amount of
authority. When this authority and
the sales idea are properly wedded,
the result will be an effective
commercial.

Thus, a well known food expert
did much better in getting across the
concept of “kitchen-tested” than she
did in convincing the people that a
certain product was ‘“easy to
prepare.” The latter sales point, on
the other hand, was effectively com-~
municated by a little girl.

The personality should “expertize”
in his own field of authority. When
he steps out of his proper role he is
working at cross-purposes with the
mental image he has created in the
minds of his audience. The probable
result will be his forfeiture of the
ability to lend belief to the sales
idea he is expressing.

The “imagery” of a personality is
usually more compatible with some
products than with others, It cannot
be assumed by the advertiser that,
because a personality is effective in
selling one product, he will succeed
to the same degree with a second or
third. For example, our research
revealed that a popular woman pre-
senter who addresses herself to a
predominantly female audience did
measurably less well on commercials
for shortening than she did on beauty
soap commercials. She did not look
like the “home economics” type; her
attractive appearance, while it fitted
the gestalt of the soap commercial,
militated against her as a spokesman
for a cooking preparation.

PERSONALITIES NEED AIDS

When the right personality has
been decided upon, he should be
given a starring, or at least a good,
role. Unimaginative use of the per-
sonality, in the hope that his popu-
larity will extend a halo over the
product, is liable to backfire and
result in an ineffective commerecial.

@ Telephone

A

n_n ~ Answering

@ Service

Answers your phone

whenever you are away
from your office or
residence.

Phone for Booklet in

Montreal
UN. 6-6921

Toronto
WA, 4-4471

For instance, when the star of a
childrens’ western show merely
delivered an opening and closing
pitch for the product, the results
were disappointing. But when the
star was used in a dramatic “reason-
why” demonstration, that commer-
cial proved quite effective.

The personality can’t do the job
all by himself. He needs aids and
settings. Our research has shown
repeatedly that the addition of suit-
able aids - - particularly visual ones
- - will substantially improve the
effectiveness of the personality’s
presentation.

As an example, a well known
“store - keeper” personality did a
beauty product commercial in which
he attempted to define a quality
imparted by the product. Essentially
the same commercial, with the addi-
tion of a girl on video to illustrate
the quality, did half again as well.

Sometimes it is desirable and
necessary to “sell” the personality
on the importance of sticking close
to the central idea of the commercial,
rdther than taking the bit in his
mouth, as it were, and roaming afield.
Our experience with a number of
“subjective” commercials relying
strongly on the personality’s sheer
personality has been that they are
not as fruitful as non - personality
independent commercials on the
same copy theme.

RESEARCH IS NEEDED

There are tremendous difficulties
for the television advertiser, but they
are greatest for those who use the
medium assuming that it will auto-
matically and magically confer
benefits upon them. Such is not the
case.

The converse is important. You
are not naive, you are not unsophis-
ticated. Therefore, the false assump-
tions of rivals who are not willing to
learn from experience confer an
advantage on you. We have noted
again and again in our testing that
certain brands in a product field are
gaining five and six times greater
effectiveness on TV than others. The
advertisers who are doing this have
bought no magic amulet or potion.
They have used research patiently
and intelligently over the years, and
they have used it creatively, not
blindly.

In the United States, we have seen
the percentage of clients’ commer-
cials that were effective, increase by
better than 50 per cent in the past
three years. This does no credit to
research methods, but simply to the
willingness to use the right tools for
accomplishing a given objective.
Seek the right tools, use them
properly. If you do so, the course
you chart in television will be an
upward one.

Did you know that . ..

CFRB Toronto
reaches a total of 933,803*
adult listeners every day,
equivalent to 747,042 homes.

*¥ELLIOTT-HAYNES

. CIRCULATION REPORTS



August 28th, 1958

Canadian Broadcaster

Page Seven

US. SET-BACK MAY GIVE CANADA FIRST PAY TV

RECENT RULING by the

Federal Communications sys-
tem will delay pay television in the
United States for at least a year.
This means that it is highly probable
that Canada will have the first regu-
larly operating systems of subscriber
television in the world.

The FCC action came as the result
of congressional pressures, and it
was announced that no licenses
would be granted until after the
adjournment of the next Congress,
in August 1959. “This will give Con-
gress another year to decide whether
it wants to prohibit pay TV on
channels now used for a free viewing
service,” FCC Chairman John
Doerfer said.

In the meantime two distinct
methods of providing the public with
pay TV are being readied for Canada,
where no similar delaying action has
been taken.

READY TO GO

Electronic Theatres Ltd. expects
to have its system in operation within
a few weeks in two: Quebec com-
munities, one location in Ontario
and one in the West. This company,
which is a subsidiary of Selecto-
vision, will sell, through local out-
lets, a punch card which, when inser-
ted into an electronic device on the
television set, will unscremble the
signal that the set receives over a
closed circuit, hooked up to com-
munity antennae or to large blocks
of apartments. Less than 500 house-
holds per circuit is considered
uneconomical.

The cost to the subscriber for
installation of the electronic receiv-
ing device will be about $20, and the
cost per punch card, “slightly more
than a theatre ticket.”

Electronic Theatres’ programming
plans include eventual presentation
of Broadway first nights, away games
of local teams, and theatre spec-
taculars. Fulfilment of these plans
depends on the installation of Micro-
wave links for pay TV use through-
out North America, and public
acceptance of pay television. Regard-
ing the latter, Richard Rosenberg,
of Telefilm of Canada Ltd., who is
heading the Electronic Theatres’
organization in Canada admits that
the company is taking a calculated
risk in that they cannot be certain
of public acceptance. In any event
he does not anticipate pay TV’s
making standard television obsolete.

READY NEXT SPRING

The second system of pay TV is
also a closed-circuit set-up, but in
this instance the subscriber un-
scrambles his signals by depositing
set amounts into a pay box on the
set. This system is known as Tele-
meter, and is being operated in
Canada by Famous Players Canadian
Corporation which has a 25 year
franchise from its American affiliate
Paramount Pictures, controllers of
International Telemeter Corporation.

Telemeter is now being readied for
operation in London, Ontario under
the guidance of Clay Hake. Although
Famous Players’ Gene Fitzgibbons
felt that it was still too early for a
definite statement, he did say that - -

by DON HAWKES
Staff Writer

“all things being equal, it could be
in operation by spring.”

Commencement of actual installa-
tions depends on the receiving of a
bid from Bell Telephone. This is
expected, Fitzgibbons said, “maybe
within a month.”

Fitzgibbons felt that no delay, such
as was imposed by the FCC, would
be possible in Canada since neither
the CBC nor the Department of
Transport have control over closed-
circuit broadcasts. “It’s not even com-
parable to community antennae,
since we will be originating our own
programs, rather than taking them
off the air,” he said.

THE BARTLESVILLE FIASCO

The planners of pay TV may be
given a few thoughtful moments by
the results of the experiment that
was conducted in Bartlesville, Okla-
homa. Video Independent Theatres
set up a system there wherein view-
ers were offered 12 first-run films
and 13 second-run films per month
at a flat rate of $9.79 per month. Last
January the rate was changed to
$3.50 for six films plus 65 cents for
each additional film, with the maxi-
mum still at $9.79. By March, the
number of subscribers had dropped
from an original 531 to 300. The fee
was reduced then to a flat $4.95 per
month.

Originally, films had been shown
continuously from 1 pm to 11 pm
over two channels with new pro-
grams every two or three days. After
the price reduction, the service
appeared daily from 7 pm to 11 pm
with only five films a week, with
“art” films on Sundays, and Muzak
instead of movies over one of the
channels. Last June the experiment
was ended. Subscribers received a
consolation gift of a free pass to any
movie house in the city.

THREAT TO FREEDOM

The subject of pay TV has pro-
duced a tremendous controversy.
Those against it (motion picture
exhibitors, some independent TV
stations, advertising agencies, large
TV advertisers, and some congress-
men who see freedom of the airways
threatened) are very vociferous in
denouncing this new medium which
they see as threatening their inter-
ests, or the interests of the entire
viewing public.

They point out that the commercial
TV interests have contributed greatly
to culture with such productions as
Marty, Amahl and the Night Visitors,
Green Pastures, Cinderella and Peter
Pan, and such regular features as
See It Now and Omnibus, and also
the appearance of many important
figures in the arfs and sciences.

They claim that free viewing, such
as is represented above, would likely
disappear with the advent of pay TV.
Had Peter Pan’s 20,000,000 viewing
families each paid 50 cents to see this
show, the producers would have
collected $10,000,000. Even if as
much as half of this went on produc-
tion costs, a tidy profit would still be
left. As it is, the sponsor pays for
the production; the viewers pay
nothing.

; The greatest
Frenchadvertising
medium

With such sums as have been men-
tioned at stake, performers would
not work for anyone who could not
pay commensurate salaries, and, the
anti-pay-TV group claims this would
spell doom for commercial television.

IN FAVOR OF DRIVEL

But, the pro-pay-TV group (film
companies, actors, writers, producers,
and some congressmen who say TV
isn’t free anyway) are equally
vehement in their claims on behalf
of their cause, and against com-
mercial TV. As to culture, they say
that it is all well and good to cite
outstanding examples, but when you
measure the output of worthwhile
television against the flood of quiz
shows, Westerns, situation comedies
and antique movies, the balance,
they claim, is hopelessly in favor of
drivel.

SHERBROOKE
We cover
the Montreal market

Did you know that . ..

CBHT Halifax
reaches a total of 175,478%
adult viewers every day,

And, this faction claims, more than equivalent to 79,763 homes.

half of the shows on cormmercial
television are sponsored by a group
of 15 food, soap and tobacco com-
panies, who dictate what appears on
“free” television,

*ELLIOTT-HAYNES

. CIRCULATION REPORTS

IN CJGX-LAND
THE DIRECTION
IS UP!

RETAIL TRADE —
Up 8% in Saskatchewan for the perioed January
to April, 1958, over the same period in

| 1957. The highest gain of any province in

Canada.

WHEAT MARKETINGS —

Up 8% in Saskatchewan for the period January
to June 25, 1958, over the same period last
year.

LIVESTOCK MARKETINGS —
In Saskatchewan, January to June 28, 1958,
as compared with the same period last year:

Cattle up 18.4%
Calves up 454%
Hogs up 21.4%

REMEMBER — %; of the total Retail Sales in Saskatch-
ewan, excluding Regina and Saskatoon, are made within
a 100 mile radius of Yorkton.

CJGX covers this wealthy market with
10,000 watts — Day
1,006 watts — Night

CJEX

4 ‘y

SASHATCHEWAN
Cansult our represantatives for furthar in~
formation:

STOVIN-BYLES — Montreol, Yoronto ond
Yancouver

MESSNER & CO. — Winnipeg
YOUNG CANADIAN LTD. — US.A.
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Bl C-55

THE BROADCASTING ACT

l ‘ER Majesty, by and with the advice
and consent of the Senate and House
of Commons of Canada, enacts as follows:

Suorr TITLE.

1, This Act may be cited as the
Broadcasting Act.
PART I
BOARD OF BROADCAST GOVERNORS
Interpretation.
2. In this Part,
(¢) “Board” means the Board of

Broadcast Governors established
by this Part;

(b) “‘broadcasting” means the dis-
semination of any form of radio-
electric communication, including
radiotelegraph, radiotelephone, the
wireless transmission of writing,
signs, signals, pictures and sounds
of all kinds by means of Hertzian
waves, intended to be received by
the public either directly or
through the medium of relay
stations;

(c) “Corporation’” means the Canadian
Broadcasting Corporation;

(d) "“licence’” means a licence issued
under the Radio Act to establish
a broadcasting station;

(e) “licensee’” means a person licensed
under the Raedio Act to establish
a broadcasting station; and

(f) ''member” means a member of the
Board.

Board Established.

3. (1) There shall be a board, to be
called the Board of Broadcast Governors,
consisting of three full-time members and
twelve part-time members to be appointed
by the Governor in Council.

(2) Each full-time member shall be
appointed to hold office during good
behaviour for a period of seven years and
each part-time member shall be appointed
to hold office during good behaviour for
a neriod of five years, except that any of
the first three full-time members and
any of the first twelve part-time mem-
bers appointed after the coming into force
of this Act may be appointed to hold
office for a term less than the term of
years prescribed in this subsection.

(3) Subject to subsections (5) and (6),
a full-time member is eligible for re-
appointment upon the expiration of his
term of office, but a part-time member
who has served two consecutive terms is
not, during the twelve months following
the completion of his second term, eligible
for re-appointment.

(4) The Governor in Council shall
designate one of the full-time members
to be Chairman of the Board and one of
the full-time members to be Vice-Chair-
man of the Board.

(5) A member ceases to be a member
of the Board upon attaining the age of
seventy years.

(6) A person is not eligible to be
appointed or to continue as a member
of the Board if he is not a Canadian
citizen, or if, directly or indirectly, as
owner, shareholder, director, officer, part-
ner or otherwise, he is engaged in the
business of broadcasting or has any
pecuniary or proprietary interest in a
broadcasting station or in the manufacture
or distribution of radio apparatus.

(7) A member may be removed at any
time by the Governor General on address
of the Senate and House of Commons.

(8) A full-time member shall devote
the whole of his time to the performance
of his duties under this Part.

(9) Every member shall, before entering
upon his duties as such, take and sub-
scribe, before the Clerk of the Privy
Council, an oath in the following form:

I po SOLEMNLY sweaR that I will faith-
fully, truly and impartially, to the best
of my judgment, skill and ability, execute
and perform the office of a member of
the Board of Broadcast Governors, and
that, while I continue to hold such office,
I will not, as owner, shareholder, director,
officer, partner or otherwise, engaged in
the business of broadcasting or have any
pecunigry or proprietary interest in a
broadcasting station or in the manufacture
or distribution of radio apparatus.

Head Office and Meetings.

4. (1) The head office of the Board
shall be at Ottawa.

(2) The Board shall meet at least six
times in each year.

(3) Nine members constitute a quorum
of the Board.

(4) A vacancy in the membership of
the Board does not impair the right of the
remainder to act.

(5) The Board may make by -laws
respecting the calling of meetings of the

Board and the conduct of business thereat.

Chairman and Vice-Chairman.

5. (1) The Chairman is the chief execu-
‘tive officer of the Board, and has super-
vision over and direction of the work
and the staff of the Board.

(2) If the Chairman is absent or is
unable to act or the office is vacant, the
Vice-Chairman has and may exercise all
the powers and functions of the Chairman.

(3) The Board may authorize one or
more of its members to act as Chairman

casting of programs, advertisements
or announcements of a partisan
political character;

(e) for promoting and ensuring the
greater use of Canadian talent by
broadcasting stations;

(f) requiring licensees to broadcast
network programs of public interest
or significance;

(g) prescribing the terms and conditions
for the operation of broadcasting
stations as part of a network and
the terms and conditions for the
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for the time being in the event that the
Chairman and Vice-Chairman are absent
or unable to act or the offices are vacant.

Remuneration.

6. (1) The full-time members shall be
paid a salary to be fixed by the Governor
in Council, and the part-time members
shall be paid a fee of one hundred dollars
per day while attending a meeting of the
Board or of a committee thereof.

(2) Each member is entitled to be paid
reasonable travelling and other expenses
incurred by him in the performance of
his duties while away from his ordinary
place of residence.

Staff.

7. The officers and employees necessary
for the proper conduct of the business of
the Board shall be appointed under the
provisions of the Civil Service Act.

Superannuation.

8. The full-time members of the Board
and the persons appointed under section 7
shall be deemed to be persons employed
in the Public Service for the purposes of
the Public Service Superannuation Act.

Executive Committee.

9. (1) There shall be an Executive
Committee of the Board consisting of the
three full-time members and four part-
time members appointed by the Board.

(2) The quorum of the Executive
is five.

(3) The Executive Committee shall
exercise such of the powers and functions
of the Board as are delegated to it by the
Board, excent the powers and functions
of the Board under sections 11 and 12 and
the provisions of section 13 other than
paragraph (b) of subsection (4) thereof.

(4) The Executive Committee shall
submit at each meeting of the Board
minutes of its proceedings since the last
preceding meeting of the Board.

(5) The Board may appoint such other
committees from among its members as
the Board considers desirable.

Objects and Purposes.

10. The Board shall, for the purpose
of ensuring the continued existence and
efficient operation of a national broadcast-
ing system and the provision of a varied
and comprehensive broadcasting service
of a high standard that is basically Cana-
dian in content and character. regulate
the establishment and operation of
networks of broadcasting stations, the
activities of public and private broadcast-
ing stations in Canada and the relationship
between them and provide for the final
determination of all matters and questions
in relation thereto.

Regulations.

11. The Board may make regulations
for carrying out the purposes and pro-
visions of this Part, and in particular, but
without restricting the generality of the
foregoing, may make regulations,

(a) respecting the minimum broadcast-
ing times to be reserved for network
programs by any broadcasting
station operating as part of a
network;

(b) respecting standards of programs;

(c) respecting the character of adver-
tising and the amount of time that
may be devoted to advertising;

(d) respecting the proportion of time
that may be devoted to the broad-

broadcasting of network programs;

(h) prescribing rules of procedure for
making applications and representa-
tions to the Board and for the
conduct of hearings before the
Board; and

(i) requiring licensees to submit infor-
mation to the Board regarding their
programs, financial affairs and such
other matters concerning their
operations as the regulations may
specify.

(2) The Board shall give notice in the
Canada Gazette of its intention to make
or amend a regulation that affects
licensees and shall afford licensees an
opportunity of making representations to
the Board with respect thereto.

Licences.
12. (1) The Minister of Transport shall,
(a) before dealing with an application
under the Radio Act for
(i) the issue of a licence to
establish a broadcasting
station, or

(ii) an increase in power. a
change of channel, or a
change of location of a

broadcasting station, or
(b) before making any regulations or
changes in the regulations under
the Radio Act governing the activi-

ties of broadcasting stations,

refer the application or regulation to the
Board, and the Board shall give public
notice thereof in the Canada Gazette and
shall make such recommendation to the

Minister of Transport as it deems fit.

(2) A licence for a new broadcasting
station shall not be issued under the
Radio Act without the approval of the
Governor in Council.

(3) No recommendation shall be made
by the Board on any matter referred to it
under subsection (1) unless it has held
a public hearing at which the applicant,
the Corporation and other interested
licensees and applicants for licenses have
been given an opportunity of being heard.

(4) No recommendation to issue a
licence shall be m=2de unless, in the
opinion of the Board, it would be con-
sistent with the purposes of this Part and
in the public interest to do so.

(5) Every licence issued before or after
the coming into force of this Act is subject
to the condition that the licensee will
comply with the provisions of this Part
and the regulations.

Networks.

13. (1) If pursuant to section 12 the
Board recommends that a licence be issued,
it may also recommend that the licence
be issued subject to the condition that
ihe licensee shall operate the broadcasting
station to which the licence relates as part
of a network operated by the Corporation,
and, in such case, if the licence is issued,
it shall be issued subject to such condition.

(2) The Board may. on the application
of the Corporation, by order attach to a
licence a condition that the licensee shall
operate the broadcasting station to which
the licence relates as part of a network
operated by the Corporation, after a
hearing at which the licensee has been
given an opportunity of being heard.

(3) The Board may at any time, upon
the application of a licensee who holds a
licence that is subject to a condition as
described in subsection (1), or the Cor-
poration, revoke or amend the condition
after a hearing at which both the licensee

and the Corporation have been given an
opportunity of being heard.

(4) The Board may

(a) afier it has held a public hearing

at which the Corporation and other
interested licensees have been given
an opportunity of being heard,
grant permission to a licensee to
operate the broadcasting station to
which his licence relates as part of
a designated network other than
one operated by the Corporation,
or revoke any permission so
granted; and

(b) grant or revoke permission to a

licensee to operate the broadcasting
station in respect of which his
licence was issued as part of any
network for the broadcasting of a
particular program or a series of
programs extending over a period
not exceeding one month, but if
the broadcasting station is operated
as part of another network, no
such permission shall be granted
without the consent of the operator
of such other network.

(5) The Board may, after it has held
a public hearing at which the Corpora-
tion and other interested licensees have
been given an opportunity of being
heard, gfrant permission to any person
to operate a network of broadcasting
stations or revoke any permission so
granted.

Non-Canadian Interests.

14. The Board shall not recommend the
issue of a lice