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REPORT ON CANADIAN RADICQ SITUATION

In surveying the Radio situation in Canada your Committee felt that, be-
fore making any deductions as to the future of Ratic and cur possible
interest in it, it was desirable fo gsecure:

Pirst « gll facts regarding physical set-up
Second =~ the experience and opinion of present advertisers
Third ~  the possibilities of Radio in Camada

and this will be the order in which data is supplied in this report.

Station Data

There are 56 broadcasting stationsg in Canada, of which eleven are
owned by newspapers, namely:

Halifax - "Hergld & lail®

Quebec - "Le Soleil™
Monbreal - "la Presss®
Toronto - "Star™
Hamilton = “Spectator®
London - Ypree Pressh
Regina - "Leader~Post"
Calgary - “Herald"
Calgary - " ibertan”
Edmonton - #yournal ™
Vancouver - wrrovince®

There are also 18 phantom stations with call letters only, and
using other stations! facilities.

These 74 physical and phantom stations in Canada are confined to
17 wave lengths. Eleven of these wave lengths are shared with
U.S. gtations. Only 6 sre exclusively Canadian.

These wave lengths were allocated by an intemational Canadiane-
U.S. commission, and allotted on the basis that stations using

the same wave length should be geographically far apard, and that
high-powered U.S. stations near the Carnadian border should not have
the wave lengths the same or near Canadian station wave lengths.

mhe number of Canadian stations has practically not changed during
the last few years.

station Power and Audience Range:

While the power of Canadian stations varles from 5 4o 5,000 watts,
there are only 4 high-powered stations in this country, nonely, CBAC
Montreal (£,000}); CEGW Toronto {5,000); GFEB Toronto (4,000) and

CXY winnlpeg (5,000). Physically, & stationts coverage depends on
ite power. Nearly all Cenadian stetions are powered at 500 watts or
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less, and are therefore not effective except for purely local
coversga.

Radio engineers estimate 500-watt stations have a dependable
range of only 20 miles under normal circumsiences, although
they will reach farmers as far as 60 miles. It is estimated
5000-watt stations have national coverage except for magnetic
interference.

Canadian Chaing:

There are only 2 chains operating in Cenada: The Trans-Canada
Broadcasting System with CKGW Toronto as chief station; end
the Canadian Broadcasting System with CKXNC as key station.

Fach chain broadecast, however, is a "tallor-made" job. No
organization here in Canada owns more than one gtation and all
hook-ups use public telephone company or railway lines. This
same applies in the United States. The NBC has to negotiate
each hook-up with its affiliated stations and it can only get
any individual station provided that station has the reguired
time open.

Only 2 Canadian stations have regular official U.S. ehain hook-up,
nemely, CKGY of Toronto which is affiliated with the National
Broadcasting System, and station CFHEB which is hooked up with

the Columbie Brosdcasting system.

Station Time Charges:

Station rates vary so much that a tabulation for all times and
all periods would take too much space. They are all on file in
the office here, however, and can be quoted at a moment®s notice.

They vary from $3.00 for spot announcements of one minute on
small stations o $150. per hour for evening time on CXGW.

Evening hour rates are invariably higher than day=time rates.

All stations allow discounts for frequency, usually 5% for 13 broad-
casts; 10% for 26 broadcasts; and 159 for 52 broadcasts or more.

Line charges vary with the station hook-ups, and need not he gquoted

. in detaile A hook-up charge of $92. per hour applies between
Toronto and Montreal: while the hook-up charge between Toronito and
London is only $36. per hour, and 80 on.

The cost of a coest-to-coast hook-up in Canada emounts to aboutb
$1700. per hour for the 15 gstations necessary for Dominion cover-
age. This $1700. is made up, approximately, of $1050. for line
charges end H650. for station time. :
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E Speclal Restrictions:

There are a few special restrictions insisted om by the Government's
N Radio Department of inmberest to advertisers. Two are noted here:

% {1) No records shsll be used in broadcasting between 7.30 P.M. and
midnights :

- (2} No prices of commodities shell be mentioned in any advertising
broadcast.

Number of Receiving Sets in Canada:

In Camada the Dominion Govermment requires that operators of radio
recelving sets shall pay an annusl license fee of $1.00.

The Deparitment of Marine & Fisheries operating this regulation
reports 425,000 licenses in sll Canads at the present time.

The following table shows the rapid increase during the last three
years in the number of sets owned in Cansda. It also shows the
estimated percentage of homes owning sets at this time.

1921 Present Per-
Censug centage of

------ Number of  Licensed Sets -~ No. of Homes Owning
Province 1926 1927 1928 1929 Homes Radio.|[Esttd)
Nove Scotia No 7,106 8,587 13,379 108,723 25%
New Branswick Figures 4,475 6,285 8,783 76,949 23%
P.E.Izland . by 587 757 985 18,801 09%
gQuebec Province 51,347 49,751 71,757 442,356 33%
Ontario Avail- 125,012 145,263 211,775 681,629 62%
Manitoba able 19,288 20,450 26,370 129,984 40%
Saskstchewan 26,630 27,358 32,906 168,555 20%
Alberia 14,936 14,957 21,456 141,190 309
British Columbig 18,561 23,407 35,998 130,040 559

200,260 268,555 296,926 423,507 1,897,227

It cen safely be assumed that there are as many, if not more, sets in
operation for which no license have been taken out as there are licensed
oneg. Those connected with the radic business estimate that the number of
gets in Cansds at the present time is between 900,000 and 1,000,000.

This means that approximately 507 of our Canadian homes are already .
eguipped with radio.

A

Payment of Commission $0 Agenclies by Canadian Stations:

Unlike the poster people at this stage of development, in a general

way Censdian Breoadcasting Stations show a digposition to cooperate
S with the agencies. All stations selling advertising time allow a
commission of 157 to the regular agencies on station time and line
charges. CKNC Toronto, has now adopted a regular policy of also
allowing 5% on talent that it arranges for. This 5% is not really
& commlssion on talent cost, bub part of an extra percentage added
by the station. CEAC Montreal also does this avtomatically. .
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CEGW which ig the best organized, equipped and mamged station in Canads,
however, bills for talent to either adveriiser or agency atb cost, giving
the agency the privilege of adding whatever percentage 1t thinks it is
entitled to. No commission is allowed on supplied talent except by
arrangement in the case of other stations. The practice of the NBC in
the United States ig to bill talent at cost to elther agency or ad-
vertiser. As a general policy there ls no cash discount allowed either
on time or talent.

In discussing this agency-station relatiopship with R. W. Asheroft,
Manager of CKGW he said his view and the view of Canadian stations was
well cxpressed by a station manager in "Radic Broadcast™.

wihe fact remains that even today there are only a few agencles
iy all the U.S. or Canada that are adequately prepared $o
advise any business man in the matter of broadcasting. Most
redio stations are willing to give advertising agencies the
nsual 15% commission or %o allow this percentage as a dis~
count direct to the sponsor. Briefly, if the agency services
the account ~ that is, prepares the progrem, writes the
continuity, and generally supervises the performance, it is
certainly entitled to compensation butb it cannot expect to
drag down 15% for merely being a spectator with the radio
gtation doing all the work".

Unlike the agency-newspaper-magaszine situation, no Canadian radio station
recognlizes an agency's proprietorship of an account, and is not willing
to allow commisgsion unless the account is specially brought in and work
done on it. The same condition prevails in the United States.

There is neither in Canada nor the U.S. any general organization of radic
gstations to standardize practice as there ig amongst newspapers and
magazines. This seems needed and will probably come.

The big four Canadien stations mentioned previously in this report pay
commission to agzencies or brokers under the limitations menticned, armd
will not allow discounts to advertisers, but most other stations will

apparently cut rates or grant equivalent~to-commission concessions to

advertisers direct to ged business. This perhaps undsrstandable when

it ig realized that the bulk of prosdcasting on the small stations is

done by purely local advertisers not served by any agenty. '

The payment of commission by the big stations serving advertisers of a
natlonal character already connected with an agency is also natural.

Asheroft states that 957 of W.B.C. broadcasting comes through agencies
and is commigsionable, while he estimates that not more than 16% of
the programs in Capada come through or from advertising agencies.

Fnguiries made of U.S. agencies and other sources, guch as the Hanff-
Metzger Agency, Irwin-Wasey Co., The Bleckman Agency, Fuller & Smith,

H. K. MoCann Co., ebc., all indicate that the agency is paid 157 commission
only on time and line charges, but not on talent, excapt where ithe

agency department hendles the entire job of creahing and producing the
program, hiring the talent, etc.
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Percentage of Appropriations Spent on Radio:

There are apvarently no statistics available that show the percentage

of advertising money spent by advertisers as a whole on radle. XNo
general figures have been compiled. Percentages vary with the different
wgers of the air., In Canada there are not yet many national advertisers
using broadcasting as an advertising medium. A few instances of those
who 4o, however, avxe of intercst:

Neilsons spend 85% of appropriation on radioc
Imperial 0il il 20% i e i i
Imperial Tobacco * 204 ® " " "
Tucketts v 3094 " " " "

W ' " 1 "

¥. R. Johnston Co. " 75%
Reports from some U.S. agencies give the following:

Chesebrough Mfg. Co.spend 36% of app&cpriation on radio

Pepsodent " 504 v " " *  (balance
¥n window trims, follow-up, eté.)

American Tobacco " 16% of appropriation on radio

General Flectric " w04 n " ® "

Colgate-Palmolive ) 8% " " " "

General Motors Gl 1% = L L L

Seiberling " 304 ¢ o e L

Westinghouse R 124 " g J L7

Standard Brands ] 9% " n "

~ or anything from "mothing" to 854 according to the preference of the
advertiser with no definite standard prevailing as 40 what should Dbe
spent.

The gituation is well swmmarized in a reply by Fuller & Smithg

t*rhere does not seem to be any reasonable basis for relating
the percentage of any total appropriation which should be
allotted to radio. In the States the cost of general broad=
casting is so great that only those companies which have

large funds available are qualified to conszider the medium ==
Troly, there is no yard stick that can be used that will
intelligently represent the {otal appropriation which should
be devobed to this mediwm. It is evident from the development
of the medium, that it grows more popular with cach year of
experience, and it is our opinion that no advertiser can make
e complete advertising program without at least considering the
application of radio %o his total problem".
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A list of 26 of the lavrgest advertisers in the U.S. gupplied by J. Walter
Thompson Co., New York, including General Motors, Chrysler Corptn.,
American Todacce Co., General Yoods, Liggett & Meyers Tobacco, Colgate-
Palmolive, Studebaker Corp'n., Ford Motor Co., Hudson Motor Car Co.,
General Electric Co., Proctor & Gamble Co., Lambert Pharmascal Co.,

Lever Bros., Atwater Kent Manufacturing Co., Nash Motor Car Co.,
Grigsby=Grunow Co., Willys-Overland Co., Standard Brands, Inc., Hupp
Motor Car Co., Frigidaire Corp'n., Kellogg Company, Goodyear Tire &
Ruvber Co., Standard 011 of Indians aud Camphell Scup Co., indicates

that of their total apprepriations only 5% was spent on broadcasting.
Thig should be qualified by the fact that 12 of them do noe Radio advertising.

U. 8. reports indicate that as nearly as can be estimated, the average
appropriation for national radio broadcasting is about 20% of the totalk
appropriation.

411 sources report that both the number of edvertisers using broadcasting
and the percentages of their appropriations so spent are increasing in
the U.S. It would appear to be the same in Canada.

Statistice issued by Hational Advertising Records - a U.S. Authority
of repute and quoted by lcCann Company in a statement on Radio Develop-
ment, shows that Radic sdvertising appropriations have increased from
$3,759,000 in 1927

o 10,293,000 in 1928

and 18,730,000 in 1929
while magazine advertising increased from $183,689,000 in 1927 fo

- 208,775,000 in 1929.

The percentage of Radio Advertising increase ig high, but the gross is
8till less than 10% of magazine advertising.

National Advertisers Using Radic Programmes Originsting in Canada:

4 complete list is difficult to geb, but an idea of the way this medium
is being taken up can be secured from the following list: .

Atwater Kent Co. TImperial Tobacco Co. {2 years on air)
The Borden Company ’ W. R. Johnston

Canadian Raybestos Co. Kroehler Manufacturing Co.
Canedien National Railways licColl-~Frontenac Coe.

Canadien Cammers Limited Hational Grocers

Canzdian General Tleciric Maple Leaf Millinz Company
Canadian Pacific Railway : MacDonald Tobacco Co. |

Canzdian Tationnl Carbon ¥m. Nellson (4 years on air)

T. Faton Company Ltd. Ovaltine

Hobbg CGlass Company Pilkington Glassg Company

Imperial 0il Limited Perring Bisculits '
Laxvex Corporation Reckitts Overseas

Rogers Hajestic Company Sgtin Finigh Hardwood Flooring
Frostilla Shirrifftg

Toronto Asphalt Roofing Sparton Radio

Temple Radio Tuckebtts (£ years on air)

Wm. Wrigley Co. {2 years on air)
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There 1s also a subgstantial list of advertisers using Canndion
stotion hook-ups but vhose programmes originate in the U.S5. A list
of some of these ig interesting, and includesse

American Dadistor Pavey Tree Surgery

Bon Ami Pepsodent

Chuse & Sanborn Mig. Sun 0il

Cities Service : Fuller Brush Co.

Enna Jettick Shoes Halsey Stuart Co.

Toddy Maxwell House Coffes
Fleischmann Yeash Fational Cesnners AsSs0C.
Coca Cola Firegtone Pire & Rubber
Johnston & Johnston etc., etc.

The above lists include s number of concerns who are not actuslly broade
casting at this particular date, but all have used the alr here within
the last gix months.

Advertisers? Results:

In considering or attempting to estimate the future of radio one must
consider what it hes accomplished for its users in the past.

The uwncertainty se to quantity and quality of audience, the incomplete-
nesg of the message that can be pub over the sir and the necessity for
follow-up seem to be the chief reasons why so many broadcasiers invite
sorrespondence or requests for samples or litersbire. Replies are taken
ags evidence of circulation to a degree that does not apply and of course
is not necegsary in publication or newspuper advertising.

Discoverable experience in this a5 in other medla varies, but figures
from a few gatisfied users will be interesting, if not conclusive.

Canndian Users:

e Ay e

Tucketts offering boxes of cigarettes as prizes in a contest report
that they received 10,000 peplies from one broadeast alone.

Chiclets state they got 6,000 replies from one broadcast offering free
package of gunm. )

¥,R. Johnston & Co., menufacturers of clothing on a l3-wesk Jjingle
contest brozdcast report they received DUU entrics pPer weeke

Imperisl 0il Limited, on a coast~to-coast hook-up, report that they
roceived requests for approximately 600 maps per broudeast
or per wesk. :

Caulfields Duiry using 2 stations report they recelved 400 letters per
week from children sending in & fauliield Dairy Milk hottle
gap and wsking To have thelr names brosdcast.

Nestles iMilk hovever repordt that their experience and response was
very unsatisfactory and ave not likely to ge on the alr again.

Shirriff's advise us ihat they get not more than & douzen letters a
week in their fan moil. Thelr broudeast does not purticularly
invite correspondente oy enguiry. '
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g ' Neilsons Limited, chocolate manufacburers, who are now ¢n
- their 4th year of continuous broadcasting, while
] not ready to give exact figures, claim that their
fan mail is substantial and that their sales have
shown substantial increase during their broad-
casting campaign which is their main and practic~
ally only form of advertising.

8. Experience:

Pepsodent will not give exact figurec, but Mr. Smith states that
requests for the Amos an® Andy cukouts ran in the tens of
thousands and are ample evidence that this advertising
bas brought splendid returns in the way of sales., Over
100,000 letters came on the U.S. chain broadcast in
protest at the chaznge in time last fall.

Chesebrough Mfg. Co. = McCann-Erickson's New York office in writing
us about their experience on this account say that, "in

- response to one offer on the Tompkins C orners Interprise,

made on January 27th, 1930, we received 227,000 letterse.

Believe it or not. Hardly anybody does. This mail

arrived in such floods that the client threw up his hands

and we were obliged to rent three offices and hire 43

girls to answer this mail™. '

R
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This kind of experience can be gquoted at length for a variety of
users. Summed up, however, it means that given the combination
of right station, right time, right drogramme, right continulty,
the direct mail response from radic advertising can be tremsndous
and comvincing. Without this proper combination, radio advertig-
ing can be as ineffective and flat as campaigns fregquen’ ' ly are in
othier media.

Foture of Hadio Broadcasting

Theat vadio broadcasting as an advertising medium will continue to
show development for some time at least secems certain -- the money
invested in broadcasting equipment, the organizations promoting
proadcast advertising, the increase in the number of sets owned by
the public, the success achieved by some sdvertisers, as well as
the novelty appeal of an untried medivm to adveritisers all assure

this.
In answer to our inquiry as to their opinion of the future of radioc,

Fuller & Smith of Cleveland say: "We think that radio is here to
" gtay @and that any sgency that does not take the mediwn
geriously will find itself cmbarrassed within a very short
period of time.

McCann~Erickson Inc., express a similar opinion in answer to the sanme
inquiry when they say: "The besl answer to this guestion
is, that no agency can afford to overlook the pogsibilities
in any new advertising field that comes along. Badio is
already an important medium in advertising. The Agency
should make itself conversant with its possiblities ond
equip itself to give the same service in this field ws it
gives in any other field of advertising.™
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The Blacimaan Agency of New York are appavently of the sems opinion
when they say that "Radio is only in its infauey™,
and imply that its greatest development is yet ashead.

Canadisn opinion is vory similer. Stations CEGW, CENC, end CKAG,
all report sm increased volume of inguiries and contracts for the
coming season.

Tt is only failr to state, however, that most muthorities are agresed

that radioc can only be rezarded as a supplementary cor subsidiary medium
at present. Mr. Aylesworth, President of the National Broadcasting
Company, in & printcd statement acknowledges this, as well as mest other
station managers and brogdeasting promobters.

It cen be seriously deublted whether radio broadcasting can ever becone
anything more than a suppiementary medium, There is one arblitrary
feature in connection with broadecasting -- the obvious limitation of
available hours in the 24 suitable for this purpose. The newspaper or
magazine with the addition of the reguired number of pages, can weet
the law of supply snd demsnd with some exactness. Broadcasting, how-
ever, dependent as it is on & maximum of 16 hours a day, must reach its
obviocus limitations. ¥ven the multiplication of breadcasting units

111 not relieve this limitation. The public cen only listen fo one

programme at a time end the populer programme will gev the audience at
any time. To illustrate this: No matlter how many stations were on the
eir during the Amos tnt Andy broadcast, none of them weuld get any atlen-
tion worth while during that time. Another factor %o restrict the

part radio plays, is thet, unlike printed advertising where medioccrity
may still accomplish results, superiority is essential ln broadcasting

to even get an sudience, .

A still further reason why Redio will remein a supplementery medium is
that to get poltemtial audiences radic programmes need to be advertised
themselves just in the sene way and degree as theatrical or sny other
entertainment doos,

The future of radio in Csnada has to be considered in the light of other
facts, however. Indications are that the most popular stalions with
Cenadicn audiences are those Censdian stations carrying nock~ung of TU.Se
programes or U.S. stabions rezchable with the average Cancdlan set,

The popularity of U.S. broadcasting is dus to the quality of their pro-
gremmes end nothing else, The preference for U.,S. programes, however,
i3 not overwhelming by any mesns, as indieated in the enswors 0 a
guestionnaire sent out recently by an independent research organization
for CKNC te 5,000 radio set owners in the Towonto Treding Area., This
question was asgked: "Do you think Canadien programmes ere up Lo the
standard of U.S. programmes?? :

2,606 said "yes®
2,101 said "nom, and
294 were non~committal

Whether Cenadimn progranmes can geriously compede with U.Se Broadcasting
resolves liself down to the matber of avaiiszble talent, and money. A%
the wmoment 11 would sosm that there is not the swms suvply of rusical
and other telent in this country that is ready et hend for tha TS
advertiserc, smd thils spoclaelly =pplles to Individual artistis of repuie

O i s it
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and acknowledged ability. This is a bhandicar from which Conadian advere
tisors will continue to suffer for the time being at any rate.

Some Canadisn esuthorities disagree with thils view, and point out thaet outb-
- - side talent con ba brought fo Toronto Trom Wew York over night al small
additional cost over standerd fess, by arrensement, The chief handicap
Tor Cenadian stations, in their view, is that the cost of telent ~-
specially the bilg ertists -- 1z so much vroporvitionately higher here in
relation to other broadcast costs end the total mearket or audlience, then
it 1s in the United 3tates, This, perkaps is the more corrvect view of

the situation,

In this comnection, information showing publie preferences for various
typas of programme would be pertinent, The table below was prepared by
Daniel Starch, well known consultent in advertising and merchandising
regearch for the N.B.C. while it is & survey of U.S. conditions, it
can be taken as a sgfe gulde for this couniry in view of the similarity
¢f the bastes of the two peoples,.

The following figures give the percentsge of families in each group men-
tlonlug each type of programme smong the first flve preferences:e

Farmer  Town Sresll Laree Total Total Number
Familles Femilies City City Femdlies  of Temilies
Familles Tamilies ALL Groups Zast of
Orchestras 56,99 64,53 62,49 6418 62,05 5,5¢8,999
Populaxr Enlertainers 53,33 55.36 49,06 55,19 53.23 4,803,138
Dance 38617 47,48 42,92 54408 45,72 4,125,405
HMusical 46,68 54,39 34,07 36.16 42.82 3,863,805
- Semi-Classical Music 24,10 41,02 48,89 44,52 39,63 3,575,260
Short Talks on interesting ' ' i R
subjects : ‘ 46,51 4857 34,15 36.22 39,86 3,596,714
Religious Service 47,85 35,66 35,22 27,16 26,47 3,290,822
Classical Music 17,29 27,58 41.03 43,30 32,30 2,914,547
o Athletic Repcrts ' 21,06 26,61 28,26 22,93 84,74 - 5,330,076
Grand Opsra 10.93 16,60 27,85 31.75 21.78 1,963,289
Comedy : 18.00 15.18 16.22 2,88 1582 1,427,497
—_ Crops and Market Reportie 45,16 11.83 5.65 4,59 16,76 1,812,318
Plays 14.43 11.18 11.79 13,81 12,80 1,154,921
- Educational Sexrvice 13,98 12421 13,10 7.66 11,74 1,059,345
Childrents Programues 14.25 8,27 8,03 6,85 92,35 843,685
Domestie Sclence Service 9.14 9,43 9.75 5,17 83,57 TED,286
- Druma 457 5,068 6.55 6.58 580 523,355
Physiecal Ixercises 367 4420 319 4488 399 360,032
Uncertain 3,86 5,30 2,71 4.24 3,53
Y, - &
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Deductions from the above ave that (while popular entertainers such
as fmos 't Andy may be lhe most popular individusl progreume on

o the eir) publiec taste puts orchestral and dance rusic as its first

choice and this class of music can be produced by orchestras and
bands that do not require genius and that can be built up in this
comntry. It is doubtful whether any better orchestral music is on
the air eny whoere than thabt produced for the Canedizn Notionszl
Railways,; Ceonadlon Pecific Rallways and Imperial ¢1l progranmes,
and this cpinion is shared by U. S. authorities as well as by Cana~

. dian.

our Om Agency and Radio

Teking then for granted that rediots future is assured as an adverw
tising medium end that, although Cancdicn stations will centinue

to suffer some handicap in competition wiih U. S. programmes in

— the matter of available talent, or relative btalent cost, there secus
every reason to assume that broadeasting will inerease in this
country up to a polnt as is the prospect In the United Stales.

‘What policy, thersfore, should this Agency teke in regard to 119
The first question isg: "If we go inbto radic ~- and this secems de~
slrabls if we are to maintein a reputation for being progressive

= , . and up~to-date, and glve the proper service {o our cllents -~ is 1%
necessary for us to establish & speclal Radio Departmenton

Agsin the experience of U. S. Agencies will prove a valuable guide
in arriving at an answer to this question.

The largest of the U.S. Agencles have established radio desariments
already,

Irwin-Wasey Company, handling a large volume of radio business, have a radio
s department which consislts of two men. One of these is the head of
the deparitment —- a business man rather then a radlec expert and his
task is to contact and hendle the exscutive business. Asslsting
him is a show mem whose work is to do the bulk of the ersating,
writing, directing, end even announcing programes. A Secretary
completes the departmsnt.

— The Henff-iletzger Agency, who slso hendle a hesavy volume of radio business,
have a radic depariment which consisis of one man amd his Secretary,
Thig man i an experienced radio masn who knows the radio business
thoroughly.

Fuller & smith report that their radio department consists of one mon and
that, in thelr opinion even with a lerge ineressse in volume of busi—

= ness, they will not require more than two men. They opsrate on the
basls of giving the Wational Broadcusting Compeny basic continuity
maverial and then work with them in the problem of pubtting the material
togethor. They say that the N.R.C. do 80% of the producing ot least,
They further report that there ig a definite tendency toward tha
gstablishment ¢f radic depariments in ell the lorger agencics.
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Ke We Ayer & Coo, Philadelphia, from vhich agency a substantial volume of

. broadceasiing originates, repori that they have a radio depariment
1 — of three people -=- g manager, a crealtive man and a Soecretary, and
that they consider this orgenization sufficient with the co~opere-
tion of the broadeasting stations, to do the job.

2 He Ko LicCann. Company reporits that thelr redioc devartment began with one msn
1 and a Secretary, butv is now handled by one women and a Seerotary

: with the co-operation of the account executives. This depariment
41— does everything -- invents progremmes, enzages talent, writes cone
tinuity, mekes contracts for station time and handles lnauiriasn
They revort that the depariment work is growing but that in view

} of the fact that there is still scme uncertainty as to the futurs
; of radlu, they ave going slowly on the extension of this depari-
ment for the present.

— While a radio devartment cean aplarcntly handle a large volume of
business on & small staff, it must be renembered thalt the gross
percentage of commission is not 25 high as on newspapsy snd other
‘ publication adveritising. A specific case that recently came up

; in our own office will iliustrsete the polnt.

| A enmall chsin broadeast, using CJGC,; Londen; CKEC, Toronto; and

f - ’ KAC, Montreal, using a 20-piece orchestra for e half-hour pro-

5 gramme once a week, will cost approximately $500,00, Slightly

less than hel? of this is accounted for by staticn fees and lins

charges, while slightly more than half is for talent. This means
that, at the present rate of coumission con telent end time, our

commlsulo s would be 155 on avproximately 5250. OD and 5% on the

E remsining apyroxzmate]y 220,00, or a totel of £50.00. That is,

q 10% on the totsl expenditure., Our cormigsion On newspaper space

i will be 585,00, Were the percentage of cost on tslent higher, our

. © . conmission would be relatively lower. Assuming thet our gross

4 — billings were 51,500,000 from this office and that 204 (or $300,000)

! , of this nmoney as the probable proporticn was spent on radio, our
commissions would amount to 530,000 or less, while our commilssions
on this emount of money spent in newspapers would bring usg 51,000
In other words, radic would bring us in $21,000 less revenue.

. However, there seaus to be neo reason why, if we keep close con-
4 — teet with our clients, imprsss them without ability to give radic
’ broadeassting service either through a special deparitment or not
as we ultimately decide, the 154 should not be secured on both
time and talent and, in this way, suffer no loss of either
prestige or money. '
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This 15% cn telent, which represents the difference between cormissions
on broadeasting and publicationst advertising, devends on our ability te
give service and sc earn it, to everybodyis satisfaction, including ad-
vertlser and broodeasting station, If we do ihis, there ssems o be no
reason why a Rsedio Department should not be one of the most profiitable
departments in our business in view of the small men power necessary.
Fuller and Smith, writing us oun this very subject, say: wW¥e IO regard
our Rodio Department as a profit producer at the present time. VYou can
eppreciate why this is when I tell you that we are placing sufficient

b business to produce en amnual inceme of approximutely £50,000 and 904 of
the work is done by ons man®.

: Even taking 20% as the ultimate percentage of the sverage appropriation
| and presuming that 50% of our clienls*® appropriations include radlo, the
revenue to a radio depariment in the Toronto office on the basis of
$1,500,000 worth of business here, would be 322,500 ~- a subsbantial
revenue if it could be manned by one wavager and a secretary. This
$22,500, of course, assumes we are earning commissions on talent,

Broadcasting Technlgue Reguires Specizl Kuowlsdge

There remazins one other factor to consider in determining the edvisability
of establishing e separate Radio Department of cur own. Broadeasiing s a

; medium is a new cne, differing radically in many ways from the printed newgw
i — . peper-mnagazine meliium, This means that it requires a special technigque in
its produetion, with mansgewent in the hands of an executive who under-
stands 1its peculisrities.

The proper method of bullding en effective radio cumpalen, that is, the
determination of the style of programme suited to the product; the selec~
tion of ‘talent, end the type of continuity, efc., o be most adequately
- doveloped seem to reguire & speclally-irained man,.

Will United Stetes Broadcasting Dominate Canada?

This is a necessary gquestion to ask, although almost imposeible to answer.

The managers of the most imporitent broasdcasting stations in Canada seam o

be of the opinion that the move for a Govermment owmership of radio . in Canada

has been killed, Private end unofficizl sssurences have been received from

merbers of the present Govermment to this effect, and Mr. Bemneti has given

assurence that he will uot Interfere with privaie cwnership under proper

— Government control if he is put into pover. The continusnce of private
ownership means the conbinuvance of broadcast advertising.

CThere is mow in procsss of organizetion o compsny in Canada being sponsored
by & number of important men with avowed patriotic motives, o do exactly
the sowe kind of a job that the N.B.Cs is doing in the United Stobes. This
Company will acquire staitions if necessary, at key locstlons, to give fully

= adequate national coverage both as To rongo and gquelity of broadcasbing

equipment. If this Compeny is formed; as seems 1o be reasonably cerdain,
it will mesn fthet edvertiscrs will be able to gotl wore easily and more
aconomically, Dominion-wide hook-ups,
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There are, of course, no international boundaries on the air, No
regulations can prehibit Canadlan andiences Llistenineg to United
States stations broadessts if their machines will get them. The
only guerd sgainst imericen broadecast instrusion is the improve~
ment of Cenadisn Broadeasts and there is no reason why this should
not be accomplished within certain limitations set by individual
talent and money,

There 1s the other denger that more and more Canadien stations

will carry broadcasts originating in the United States, This does
not seem likely te be much extended. Toronto Stations carrying
KoB.Ce and Columbia broadcasts, stole that these hook-ups are not
proffitable in thenselves and that both stations would go bankrupt
if they have to depend on these hook~ups, both because the rate
paild is very low, and, secondly, because the prograrmes are very
uncertain. They must depend on locel broadcasting as the "bread
and buttert of their businsss. Both stations pay for "sustaining®
programmes not pald for by an aedvertising sponsor, but both state
that 1t would be good business for them to drop a paid United States
broadeast in favor of u local progremme if the loeal prograrme were
any good. No local radie authorities will edmit any fear of ultimw
ate domination of Canadian stetions by American chains or of the
Canadlian air by fmerican programmes, and there seems to be some
reason for their clein, :
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RADIC STATION RATES AND FACILITIES

3 In newspapers snd magazines it ig & comparatively simple matter
. to estimate the cost of advertising because space rates and all
-other necessary information can be obtained {rom the rate cards,

In radio thig is a much more difficult matter. WMany of the
smaller stations have never issued a definite rate card sud,
elthough they have been writifon to, in some instances, two
and three times, we have not yet had replies from all of them,

Although rates, in most cases, are as quoted, thers sre instances
where stations give special rates in order to get busiuess.

Some of them allow conmlssion on. talent -~ others do not. The
% price charged by stations fTor talent varies greatlye.

— «  The cost of hoock-ups between wvarious stations vary at different
hours and also vary in provoriion to the amcunt of time wyou
take, Tor instance, if a hook-up was arvenged between Toronto
end Montreail for an hour's prograw, the wire costs for one hour
would be (90,00, If it should so havpen that another advertiser
was using the same hooke-up, for either the hour precsding or
following yours, you would be abls to get a lower rate. That
makes it pracitically impossible to estimate hook-up charges un-—
til ¢you know what the specific sltualtion is,

In other words, while it is possible to prepare an accuruate
estimate Lor newspaper or magazine advertlsing from the rate
cards, in most cases estimates covering radlo advertising can
only be Tigured sccuraiely after a consultation with the radio
stations involved, together with the companies owning or operat-
ing the hook-up lines.

In the report seat to Mr. Cockfield, a section from Standard
Rete and Data was included showing information such as rates,
power, facilities, etc, The liedla Depzriment has this informa-—
tion on file in the Toromto Office should snyone want to study
it further. '
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LIST OF RADIO STATIONS
IN CANADA

-

Location of Station

Herald Bldg.,
Calgary, Alta.

Fort Howe, N.B.
S.W.Cor. Yonge

St. & 8t. Clair

Ave. Toronto, Ont.
Mount Royal Hotel, Mtl,
North Ray, Ont.

708 Crescent Rd. N.W.
Calgary, Alta.

103 King 8t. w.

"Better Radic" Cluk,Chatham,Ont.

Victoria Broadcasting Ass'n.

(Uses Station CJCJ, The Alberten

Messrs. C.F.Tull & Ardern Lid.

1405 Douglas St.

Victoria, RB.C.

143 Great George

St. Charlottetown, P.E.I.

186 Victoria St.

Kamloops, B.C.

Victoria Hall, Prescott, Ont.
Queen St. Fredericton, H.B.
1322 Osler St. Saskatoon, Sask.
Lot 70, Township of King,
York County, Onk.

Fleming Hall

Queenf®s University,

Kingston, Ont.

Calgary, Alta.

36 Upper Hillsboro.St.,
Charlobtetown, P.E.I.
Spectator Bldg., Hamilbon, Ont.
Red Deer, Alta.

{(Uses station CRLC, The Alberta Pacific Grain Co. Red Deer, Alta.)

Holman Bldg. Summerside, P.E.I.
Vancouver, B.C.

{Uses Station CKCD, The Vancouver Daily Frovince, ancouver, B.C»%

Call
Sign Owmer of Station
CFAC The Calgary Hersald
CFRO C.A.Munro, Ltd.
CRCA Star Publishing &
Printing Company
Crey Canadian Marcohi Co.
CFCH Northern Supplies Ltd.
CFCR Western Broadeasting Co.
CFCO Western Ontario
Crcy
CFCY  The Island Radio Co.
CRJIC D.S.Dalgleish & Song Ltd.
CFLC Radio Assoc. of Prescott,
CFNB James S. Heill & Sons Ltd.
CEQC The Electric Shop Lid.
CFRB Rogers Majestic Corp. Lid.
CFRC Queen®s Univergity
{(Dept. of Electrical
Engineering]
CHCA The Western Farmer
CHCK W. E. Burke,
CHCS Hemilton Spectator
CHCT
CHCS R.T.Holman Ltd.
CHELS W.G.Hassell
CHMA Christian & Missionary,
Alliance
CHMYL, Maple Leaf Radlo Co. Ltd.
CHYS Halifax Herazld Lid. '
CHRC BE. Fentaine,
CHWC Re Ho Williems & Sons Lid.
H Chilliwack Broadcasting,
Co. Ltd,
CHYC Worthern Electric Co. Lid.

(Uses Station CHAC, Ia Presse
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10940-83rd St., =

Edmonton, Alta.

13th st. Mount Hamilton, Ont,

Lord Nelson Hotel, Halifax, N.S.

Victoria Hotel,

42 Palace Hill, quebec, Que.

Section 2, Twp. 18, Range 18

{(Near Pilot Butte, Sask.)

Wellington Ave.

Chilliwack, B.C.

Lot 1102 Prov. Highwsy No. 2

{near St. Hyacinthe, Que.
Publishing Co. Lid. Kontreal, qQuo.!

Publishing Co. Ltd. Calgary, Alta.)

A Q£ e s o et 4+

Power input
to.antenna
_fwatts)

i e AP OTR.

500

500

500
100
606
50
100
50
500
500
4000
500

500

100
10
1000

100
50

250
50
500

100
500

]

5000

o e
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Call

Signal

CIBe

CIBR

CJCA

CJCB
CICcy

CIGC
CFexX

§— CTOG

CJCR
CIRM

CIRW
CIJRX
CIseC
CRAC
CECD
CKCT

CKCK
# CKCL

CECR

CKC
CKFC

CEGW

- CKIC

S

CKLG
CEMC

a4 — CRMO

CKNC
CKROC

u.m... G

CEPR

— CKUA

CEWX
CKX

CKY
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Cwmer of Station

Jarvia Strest Baptist Church

Towar iopul

to entenua
Loeation of stubion {watlts)
Toronto, Ont. 5000

(Uses Station (XKW, Cooderhem & Worts Ltd., Bowmanville, Ont.)

Saskstchewan Cooperative Vheat
Producers Ltd,

Regina, Sask. 500
)

(Uses Station CKCK, Leadsy FPublishing Co.Ltd., Reglna, Sask,)

The FTdmonton Journsl Lid.

N. Nethenson
The Albertan Publishing Co.Ltds

London Free Press & Printing Co.
The Wimnipeg Grain Exchange
Harold Re Carson

GeCe Chandler

Jas, Richardson & Sons Lide

Jas, Richardson & Sons L4,
Jas. Richardoon & Sons Ltd.
The Bvening Telegrem

NeleCOToGece5, Twpedd,
Range 23, West of 4th Meridian

(near Edmonton, Alla,) 500
318 Charlotte St,

Sydney,; W.S. 50
38th Apve. and 7th 3t. Ee
Calgary, Alta, 500
Hotel Londen, London, Ont, 500
Yorkton, Sask. 500

Marquis Foual,Lethbridge,Alta,5@
Block 20, Sea Island; B.C. 50
Yot 8,Fast 40 ft.of Lot 9,

Block 79 500
Plan No.96,0ld City Moese Jaw, Sask.
Fleming, Sask. 500
Middlechurch, Man. 2000
Teronto, Ont,. 5000

(Uses Station CKGY, Gooderham & Worts Lid.,Bowmanville, Ont,
3 4

Ls Presse Publishing Co. Lid,
Vancouver Dally Province
Le Soleil Limited

Leader Publishing Co.Ltde
The Dominion Battery Co,
Dre Gelle Geldexrt

John Patterson

Gole Van&r’y
United Church of Canada

Gooderham & orts Litd.
ALcadia Universily
Alberta Paciflic

ReLe Macidam
SprotteShaw Radio

Canadlan Nztional Carbon Co.Lid.
Wentworth nRadio & &uvo Supply
COe Ltdc '

Metal Shingle & sSiding Go.Ltd.
Mldland Brosdceasting Corps
University of Alberta

A. Holstead & Tm. Hunlon
Mond toba Telephone System

Manitoha Telephone System

# The Cel Signal ower 4

Lot lloas Prov,Highway No.2 5000

(near st.Hyacinthe, Jue.)

143 Hastings Ste.W.Vencouver, 50

BOCQ i

Victoria Hotel,

42 Palace Hill, Qquebec,jue., 225

Regina, Sask,. 5C0

20 Trinity St.,Toronto,Ont. 500

282 somersst SH.Ve,0btawa, ntd00

Wshkel Blkg,Kingur,Aarerleo,
Onte 50

66 St.Joseph 8%.,3uebsc,que. 50

Cor.Hemlock &12th Ave,

Vencouver, B.Cs 850
Bownemville, Onte 5000
Wolfville, HeS» 50
Red Dser, Alta. 1000
Cobvalt, ni. (Fast Side) 15
Room 1€04 Rekins BLdAg.,

Vancouver, BeCe 50

Hillerest Park,Toronto, Ont. 500
Royel Connsught Hotel,
Hemilton, Ont.

Preston, Cnt,

278 ¥ing St.,ldidlend,ont.
Campus University of Alberta,
Edmonton, Alta, 500
1220 seymour St.Vancouver,B.C.100
8th St.Scuth of Princess Ave.

W Ln
eI N e]

Brendon, Man. 500
Provinchl Lsericultural College
Crounds, winnipeg, Man. 5000

5 uszed by this station during

Sunds XY Beoadcasts or 1w
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_ ) Power input

Call to antenna
E Signsl Qvner of Station g location of Station {watts)
3 CNEA Canadian Nationsl Railways Moncton, N.B. 500
- CNEC Canadian Fational Railways Calgary, Alta 500
(Uses Station CFAC, Calgary Herald, Calzary, Alta)
{NOD Canadian National Railways Red Deer, Alts 1000
- (Uses Station CKLC, Alberta Pacific Grain Co. Red Deer, Alta.)
CNRE Canadian National Bailways Bdmonton, Alta 500
(Uses Station CJCA, Edmonton Journal, Edmonton, Alta)
CNRH Canadian National hailways Helifax, N.S. 500
- {Uses Station CHES, Halifax Herald Ltd., Halifax, N.S.)
CNRL Canadian Notionsl Reilways, London, Ont. 500
%- (Uses Station CJGC, London Free Press & Ptg. Co. Ltd. London, Ont.)
- CNRM Canadian National Railways, Montreal, Gue 5000
: (Uses Station CKAC, Ia Presse Publishing Co. Ltd. near
, St. Hyacinthe, Que.)
3 o CNRO Canadian National Railways, Ottawa, Ont, 500
: CNRY Canadian National Railways, Fuebec; ue. 50
E (Uses Station CKCV, G.A. Vandry, Guebec, Que.)
3 CNRR Canadian Hational Hailways, Regioa, Sask. 500
- , {Uses Station CXCK, Leader Publishinz Co. Ltd. Regina, Sask.)
1 CNRS Canadian National Reilways Saskatoon, Sask. 500
(Uses Station CFQC, The E lectric Shop Ltd., Saskatoon, Sask.)
CHRT Canadian Fational Railways, Toronto, Ont. 500
{Uses Station CFCA, Star Publishing & Pig. Co. Toronto, Ont)
CNRV Canadian National Railways, Vancouver, B.C. 500
_ {LULU Island, B.C.)
CNRW Canadisn Hational Railways, Winnipeg, Man. £000
{Uses Station CKY, Manitoba Telephone System, Winnipeg. ¥an.)
ONRX Canadian National noilways, Toronto, Ont. 4000
(Uses Station CFRB, Rogers lMajestic Corp. Ltd. Toronto, Ont.,
CPRY Canadian Pacific Railway Co. Bowmanville, Ont. 5000
{Uses Station CE3VW, Jooderham & Worts Ltd., Bowmanville, Ont.)}
CKOW Nestlets Milk Products (Canada} Ltd. Toronto, Ont. 500

(Uses Stution CFCA, Star Publishinz Co. Ltd., Toronteo, Ont.)
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VARICUS TYPES OF PROGRAMS
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RADIO

PROGRAMME

¢Go687TSs

.Symphony Orchestra, - 50 pleces, incluvding charges for
2-hour rehearsal and Conduoctor®s
feeg, per NOUVY » ¢ 8 o o o ¢ © ®

Congsert Orchestra, =~ 25 pieces, including charges for
' g-houy rehearsal and Condunctor's
fees, per hOUr ¢ o ¢ ¢ ¢ & & & ¢

(If special Conductor or outstend-
ing repubtation required, exira
cogt will probably bte, Per Hour ..

$100,00,)

Symphonic Dance Orchestra, - 40 pleces, including Condue~
torts fees and 2-hour rehearsal
charges, per hour ¢« ¢ ¢ o s ¢ » o

Operatic Presentation of either Light or Grand Opera, with
Dialogue, including salaries of
Cast, pPer hour ¢ o o o o & ¢ o o

Dramatic Sketch, such as outstanding events in Canadian His-
tory, personal sketches of outstand-
ing Canadian citizens supported by

small orchestra and including salaries

of cast and preparation of libretto,
per ROUY ¢ o € e ¢ ¢ @ ¢ ¢ ¢ ¢ &

- Approzimate Fees of Outsganding Starg =

Bonelll ¢ ¢ ¢ ¢ ¢ o
Sophie Bresleu o
¥adame Onegon o o «
Hamilton Kindler
Richard Crooks o
Madame Dusean ¢ o« o

Hart House Quartette
First Class Local Male

e © o & o @

guartette ¢ ¢ o ¢ ¢ &

Local Artists: Spivak .

¢ & & & ©
Seitsz & & & ® ¢ e
MeInnis o e 6 & @

P o B

< ¢ 2
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per
Per
per
per
pexr
per
per

per
per

per
per

hovre
hour.
hour.
hour,

‘hOﬁlI"g

hour.
hour.

houre.
houre

hour,
hour.

550,00

275,00

450,00

650,00

375,00

1,200.00
1,800.00
2,000.00
1,000400
750,00
200,00
400400

300.00
150,00

100.00
75,00



