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7ELEVISION
FIRST THINGS FIRST

1936~ OUTBOOR TELEVISION demon-
strated by RCA ar Camden, N. J.,
on April 2-0, 1936, with local fire-
men participating. Radio manufac-
turers saw television demonstrated
by RCA Tuly 7, 1936, with radio

artists and flms used to entertain.,

14 1938 - 40 — BROADWAY PLAY...SPORTS
EVENTS TELEVISED. JHockey, fooeball,

i (( AN basebull, the World's Fuir, the
el \ circus, a Broadway play and & pres-
‘///N\Q idental convention were some of
=t — o the dhings RCA helped bring under

television's e,

I‘l' is a matter of record that RCA services
made possible these and other historic
milestones of progress. Their importance in
shaping the whole course of ielevision sug-
gests how great will be the role of RCA as
television expands in the postwar world, It
will include the manufacture of transmitters,

1929—TELEVISION GETS ITS ELECTRONIC “EYES.” Not until cele-
viston rid itself of mechanical devices and became all-
clectronic was its success assured, The development of elec-
tronic “eyes,” the Iconoscope and Kinescope, by Dr. V. K.
Zworykin of RCA laboratories, gave television a clear track.

-y “‘

e

1941—HOME RECEIVERS with screens
134" x 18" shown. Television pic-
tures 15 x 20 feet projected on the-
ater screen by RCA electron “gun.”
Commercial operation began July
1, 1941, over WNBT, New York
station of NBC,

1942-43—AMERICA AT WAR.NBC tele-
vision enlisted for civilian defense
instruction. Television given a
stronger “eye” by the RCA Orthi-
con Camera. RCA developments
now await only the end of the war
to become fully effective in tele-
vision's onward march.

receivers for homes and theaters, tubes, studio
and associated equipment. And because tele-
vision's growth will require a smooth-work-
ing combination of science and showman-
ship, RCA will be working closely with NBC
and other television broadeasters to assure
that the public gets the best service available.

RADIO CORPORATION OF AMERICA

RCA VICTOR DIVISION -

CAMDEN, N. J.

LEADS THE WAY .. In Radio. . Television. . Tubes. . Phonographs .. Records. . Electronics
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elevision

Editor: RICHARD HUBBELL
Associate Editors: T. R. KENNEDY, Jr., J. RAYMOND HUTCHINSON

Television is now entering its most important period
- the final planning stage. It is in this periog
that there must be full cooperation among the many
varied interests.,

Broadcasters, advertisers, engineers, film com-
panies, show people, unions, educators, artists,
manufacturers and the Government must all work
together in solving the many problems still facing
this new industry.

We will do our part through complete, unbiased,
authoritative editorial discussion of all signifi-
cant developments in television and its allied

 _Aurogs

PUBLISHER

TELEVISION is published quarterly af 153 West 23rd $t., New York 171, N. Y., by the Frederick Kugel
Company. Sold through subscription only at $3 per year. Copyright 1944 by The Frederick Kugel Co.
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REPORT ON CBS POST-WAR TELEVISION POLICY

THE impact of CBS’ recent an-
nouncement on television is still
reverberating throughout the entire
television and radio industry. In
view of the possible effects that this
statement might have on the future
of television and because of the
strong reaction it has produced,
TELEVISION will attempt to pre-
sent the significant facts of the case
as well as the opinions of the ma-
jor interests in sight and sound
broadcasting, from which definite
conclusions will be drawn. The crux
of CBS’ policy is the use of the
higher frequencies (from 200 meg-
acycles up). CBS claims that the
knowledge and utilization of these
high frequencies is almost at the
tips of the fingers of the video en-
gineers, and that the use of the
higher frequencies would insure
much finer pictures and color tele-
vision. A good part of the rest of
the television industry contends
that the use of the higher frequen-
cies for television is still largely in
the theoretical stage.

CBS’ Case

They claim : Pre-war sets can never
receive pictures hroadcast on higher
frequencies and wider channels.

“The public has invested perhaps
$2,000,000 to date in television sets.
But by the time the first million sets
are sold, the public investment in re-
ceivers alone will probably top $200,-
(00,000 a hundred times as great
as it is now. Manufacturers and
broadcasters have probably invested
$20,000,000. But hefore the first 100
hroadcasters have completed  their
first two years of television hroad-
casting, their investment will probah-
ly represent another $50,000,000.”

B

“Thus the total investment to date
in television on the old standards is
trivial compared with the billions of
dollars which must go into television
in the next ten years, if it achieves
its full potential.”

“Delay, itself, may prove decisive.
If the lag lengthens, if sets are sold
for four or five years on pre-war
standards — a later change to higher
standards might go by default, for
fear of jeopardizing too large a public
investment. And American homes
might he indefinitely deprived of bril-
liant, detailed television pictures.”

“If on the other hand the interval
1s shortened to the utmost by a concert
of purpose and effort hetween Gov-
ernment and industry — 1if pictures on
the new and higher standards can
be demonstrated in a year — if re-
ceiving sets can roll off the line in
another year — then the public should
be told and told fully.”

“Under such a plan, present broad-
casters could continue broadcasting
D

on the low standards until the high

standards are ready. They could close
down the old transmitters when they
open up the new. Families which can
afford receiving sets which may be
useless 1n a year or two could be en-
couraged to buy, with full knowledge
of the probable impending change. To
facilitate an early IFCC decision in fa-
vor of the higher frequencies required
for this improved television, the CBS
report urges immediate concentration
of effort by all television laboratories
to complete experiments on which
“CBS knows that 809, perhaps 90%
has already been done—and has been
tested in the crucible of war.”

“This much seems sure — a single

- year of concentrated effort in a dozen

engineering laboratories should prove
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the case for better television pictures,
or else disprove it. Hundreds of
American engineers have done ten
times as much, in two taut years of
war, as remains to be done in one
full year of peace. They have done
the impossible. This is not the im-
possible. This 1s the mathematically
probable.”

Mr. James L. Fly, Chairman of
the FCC, entered the CBS’ side of the
controversy on May 2Z2nd, when he
attacked a NEW YORK TIMES
editorial, which came out in favor
of present standards. He announced
his opposition to any move to freeze
television standards at their present
level. He took to task set manufac-
turers for hoping to sell a lot of stuff
that would not give the best possible
service! Mrt. Fly declared that it was
unwise at this point to close the door
on the creation of immediate post-war
video standards if injury to the great
number of persons was to be avoided.

The Case Against CBS

The television and radio industry
has risen almost as a body against
CBS” post-war policy. The Televi-
sion Broadcasters Association is-
sued the following release:

“The public statement on televis-
ion, issued on April 27 by the Colum-
bia Broadcasting System is contrary
to the carefully considered recom-
mendations of engineers of the in-
dustry comprising the television panel
of the Radio Technical Planning
Board.”

“The CBS statement deals in the
realm of speculation and is not based
on experience or sound technical prin-
ciples. It is a reflection upon the com-
petence and integrity of television
engineers who have carefully con-
sidered all these matters. It is the
considered opinion of the Television
Broadcasters’ Association, Inc., that
the present standards, based on sound

engineering judgment, provide an ex-
cellent bhasis for commercial television
in the post-war era.”

“The present television receivers in
the hands of the public, manufactured
five years ago, do not take full ad-
vantage of the quality of the picture
which the present standards provide.
The public will be agreeably surprised
at the picture quality which the post-
war recetvers will provide, based on
present transmission standards.

“The present-day television system
is capable of reproducing pictures of
equivalent or even better quality than
16 mm home movies. Television re-
ceivers will be available in the post-
war period to fully utilize the poten-
tial quality of the present transmis-
sion system.”

Allen B. DuMont in advancing his
personal views stated:

“The manufacturing companies sup-
porting the present standards are all
engaged in essential war work and
are in a position to know of improve-
ments prompted by militarv demands,
while CBS is not engaged in such
manufacture.”

Dr. Alfred N. Goldsmith, in a re-
cent speech before the Radio Execu-
tive Club, stated:

“It has been suggested that tele-
vision might go to higher frequencies.
But grave problems would then at
once face this young and promising
field of television broadcasting, and
these problems might well take years
to solve.”

E. K. Jett, newest member of the
FCC, has stated :

“If materials and manpower be-
come available at a reasonably early
date for the production of television
transmitters and receivers, the wisest
course of action would be to pro-
ceed under the existing commercial
standards of the commission. In other
words, there should be no delay in
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promoting the full commercialization
of television beyond the time required
to manufacture equipment in con-
formity with existing frequency allo-
cations and engineering standards of
the Commission.

“I do not mean to imply that we
should cease to consider proposals
to effect worth-while changes. Indeed,
there may he time to consider and
adopt some desirable changes; for ex-
ample, the RTPB may he able to
show that certain changes can be
made without delaying the manufac-
ture and sale of equipment. It would
be very unfortunate, however, if the
public is deprived of television serv-
ice simply because there may be a
theoretical basis for certain worth-
while  improvements.  Obwviously,
any theoretical proposal could not
be accepted unless it can be backed
up by practical tests and demonstra-
tions in the field. Therefore, propos-
als involving extensive research and
development should not be allowed to
interfere with progress under the ex-
iIsting system.”

Conclusions

Before any intelligent, impartial
decision can be reached, the following
questions must he answered :

1. What progress have engineers
made in the higher frequencies?

2. Is it worth keeping television
from the public for possibly
five years, so that a receiver
purchased after the war will

not become obsolete five years
later ? :

3. Both the Government and in- -

dustry are counting heavily on

- television to absorb a- large
number of veterans after the
war. How will this be possible
if television is delayed for even
one year after the peace?

4

In trying to answer the first ques-
tion we find that by far the majority
of video engineers, while agreeing
with CBS as to the possibilities of
use of the higher frequencies, favor
adopting present standards. However.
it does seem inevitable that some day
the higher frequencies will bhe de-
veloped sufficiently so as to provide
a superior television. But it is the
“some day” factor which ties this
answer to the last two questions. For
here the time element is the all-im-
portant point. And it is here that we
take issue with CBS. In their an-
nouncement of policy CBS states “If
pictures on the new and higher stand-
ards can be demonstrated in a year
— 1if receiving sets can roll off the
line in another year — then the pub-
lic should be told and told fully.”
IT IS OUR UNRESERVED OPIN-
ION THAT IF THIS THREAT OF
OBSOLESCENCE IN SO SHORT A
TIME HANGS OVER THE PUBLIC
AND THE TELEVISION INDUSTRY,
THERE WILL BE NO TELEVISION
DURING SUCH PEROD. Only an
exceedingly small part of the public
would buy sets with the knowledge
that their sets might hecome obsolete
tn six months or even two years. This
negligible huying power could not
possibly allow manufacturers to get
into production. The very future of
television would hang in the balance.

There would be no mass employment
in this much “counted-on industrv.”

Paul Hoffman, President of Stude-
baker and Chairman of the Board of
Trustees of the Committee for Eco-
nomic Development, told the Sales
Executive Club on March 14th-

“Our postwar sales executives must
make use of new instrumentalities if
they dre to create the volume of con-
sumer purchases necessary to sup-
port our greatly expanded produc-

tion facilities. The most far-reaching
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and comprehensive new instrumentali-
ty for the presentation of new ideas
is now on the threshold — television.”

“In 1940, 46,000,000 people were
vainfully employed. If the intelligent
advertising and sales use of a nation-
wide television system increases the
demand for goods and services by
only 1%, the effective result will be to
create, in terms of 1940 employment
standards, 460,000 new jobs. I would
not be the one to say that a so far-
reaching development as television
could not be responsible, within a
decade after its full commercializa-
tion, for increasing the demand for
goods and services by as much as
10%. That would mean potentially
4.600,000 new jobs that have been
created as a result of the increased
purchasing of goods and services
brought about by television.”

The stimulation of production and
buying power predicted for television
would not be there. This delay could
conceivably affect our entire economic
postwar picture.

Recommendations

TELEVISION therefore recom-
mends that we first wait for the final
report of the RTPB which is the
only group qualified to recommend
television action from an engineering
viewpoint. If in their final decision
the RTPB recommends present stand-
ards we suggest that the FCC serious-
ly consider the idea of freezing these
standards for a period of at least five
years. At the end of this period, en-
gineers will probably have mastered
the higher frequencies for television.
This might mean the probable scrap-
ping of existing equipment at that
time, although there is the possibility
of a gradual transition. However,
both the public and the industry will
be forewarned on this. And TELE-

VISION believes that the public will-

buy receivers in spite of these restric-

tions, especially when one considers
that for approximately $200.00, a per-
son may enjoy five years of television,
and of a quality at least comparable to
the bhest in home movies. This five
year period will enable manufactur-
ers to swing into full production and
take their place in the economic struc-
ture of this country. And if and when
a switch over to higher frequencies
takes place after five years, the public
will certainly benefit by it. It will
mean new and increased production
on the part of the manufacturers,
which means increased employment,
and will insure color and finer pictures
for the purchasers of new receivers.
The public will by no means be swin-
dled because the $200.00 they spent
for a receiver gave them only five or
less years of entertainment. And theve
can be no question of the quality of
the entertainment they will receive,
for the industry knows that to sell
recelvers there must be good pro-
grams.

In this suggested course of action
the public and industry have every-
thing to gain and nothing to lose. The
freezing of standards will aid in the
experimentation and development of
television. The Government need
have no fears about the industry op-
posing new standards in five years
because of heavy investments iIn
equipment. The Government and pub-
lic have only to turn to FM and the
rapid strides it has made in face of
the eventual scrapping of a large
percentage of present broadcasting
equipment and the obsolescence of
millions of radio sets to realize that
the scrapping of obsolete equipment
in faver of new and better methods
is only a step forward and a challenge
to industry to make new profits
through new business.

F.AK.
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Television in review

THE first significant development
of 1944 was the preliminary re-
port of the Radio Technical Planning
Board (RTPB) at the winter con-
vention of the I.LR.E. It was signifi-
cant in that it gave evidence that the
RTPB had begun its deliberations.
Back in the fall of 1942, FCC Chair-
man Fly had suggested to industry
that it establish a radio technical
planning group to study the effect of
wartime technical progress upon radio
services and recommend to the FCC
practical standards and frequency
allocations for existing and contem-
plated new services. The RTPB was
the result, and it really got under way
early in 1944,

Television Panel

In all, thirteen panels were estab-
lished within the board, each com-
prising engineers of the industry who
are specialists in the subjects assigned
for study to the respective Panels.
Panel Six was assigned the technical
problems of television, and Philco’s
Research Director, David Smith, was
named chatrman. This Television
Panel in turn established six Com-
mittees, consisting of leading tele-
vision engineers of the United States,
to study the problems and recommend
solutions to the particular technical
phases of television, assigned to the
respective Committees.

Unanimous Agreement

For the past six months these tele-
vision engineers have been consider-
ing all technical matters pertaining to
television, and they have made their
recommendations to the main Tele-
vision Panel. On: April 14, 1944 after
thorough consideration of the recom-
meridations, the Panel voted UNAN-

IMOUSLY to accept the proposal
for visual transmission, including a
frequency allocation plan for 26 tele-
vision channels, covering the band o
frequencies from 50 to 246 mega-
cycles.

(See “The RTPB Television Panel
Report”)

A. T. and T. Plans

Another important development
was the announcement of the Amer-
ican Telephone & Telegraph Com-
pany of their plans to spend one hun-
dred million dollars or more on tele-
vision development. The President
of the A. T. & T., Walter Gifford,
stated :

“We plan to try out shortwave
radio relay systems for long distance
telephone service and for television.
We know the coaxial cable worked
very satisfactorily, but we do not
know whether or not radio relay sys-
tems will work better or prove more
economical. We are in the communica-
tions business and we intend to use
the best and most economical means,
whether wire or radio.”

T.B.A.

The third important event was the
organization of the Television Broad-
casters Association on January 17t
For the first time, this new industry
had a cooperative group to serve a
its Board of Trade. (See “Television
Broadcasters Association”.’

CBSalvo

The CBS announcement of post-
war policy on April 27th was the
fourth major event. (See “Report on
CBS Post-War Television Policy”.)
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Other events which indicated trends
itt their respective fields were:

Advertising

Advertising agencies are stepping
up their activities in television. Many
new appointments have heen made 1n
setting up video departments. Agen-
cies are now actively using the facil-
ities of Du Mont and General Electric
to get some idea of the problems with
which they will be confronted in pro-
ducing television shows.

Stations

There are now close to fifty ap-
plications for commercial licenses and
approximately twenty for experl-
mental purposes. These seventy-odd
applications have been filed by approx-
imately sixteen broadcasting com-
panies, six manufacturers of radio
and electronic equipment, two de-
partment stores, three film companies,
four publishers and seven miscel-
Janeous companies. There are many
others filed but not yet announced by
the FCC.

MARK WOODS, president of the
Blue Network, stated:

“While we own no television sta-
tions today, I am convinced that tele-
vision will prove to be the greatest
“medium ever developed for entertain-
ment and advertising. The Blue Net-
work is planning to file for its own
stations in New York, Washington,
Chicago and Los Angeles. We are
encouraging Blue affiliates to file, as
soon as possible, for the construction
of both FM and television trans-
mitters. Just as soon as material be-
comes available, both the Blue and
many of its affiliates will be prepated
to move into both these fields.”

POSTWAR STANDARDS were
commented upon by NBC President
Niles Trammell on May 8th, when he
stated :

“It 1s unfortunate that statements
have been made in the press recently
which would tend to confuse the pub-
lic as well as the broadcaster on the
future of television. Apparent con-
fusion has developed within the past
week as to what technical standards
and frequency allocation are best for
television and when television should
be launched as a service to the Amer-
ican public.”-—(See “Report on CBS
Post-War Television Policy”.)

Film Industry

The Independent Theatr¢ Owners
Association, a theatre hooking com-
hine of about one hundred ffteen
movie houses, has taken a stand
against television and has released
this formal protest:

“Be is resolved that the Independ-
ent Theatre Owners Assn. is unal-
terably opposed to producers or dis-
tributors of motion pictures allowing
any of their product to be used for
television production 1m any way
shape or manner, inasmuch as such
reproduction would be in direct op-
position to motion picture theatres
with no admission fee being charged,
and thus would consist of unfair com-
petition.”

In an accompanying resolution, it
was decided to send a copy of the
decision to all “such producers and
distributors of motion pictures.”

NBC's NILES TRAMELL also
stated recently that if Hollywood film
companies would not make moving
pictures for television, then the broad-
casters would make them themselves.

Plans have already been made for
the installation of large screen tele-
vision at the ROXY and PARA-
MOUNT theatres in New York.

RKO has two television men sur-
veying the field and practically all
the other companies are actively in-
vestigating television.

(Continued on page 46)
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as the FCC sees it

by JAMES LAWRENCE FLY,

Chairman Federal Communications Commission

(The Editors of TELEVISION asked Mr. Fly for a statement on when the
Radio Technical Planning Board might be expected to submit its recom-
mendations to the FCC. How soon after that the Commission might set
postwar television standards and frequency allocations? Would television

broadcasters and manufacturers begin to set up the postwar industry
before standards and allocations were fixed? Also, what is to happen in
large metropolitan areas where many television operators are sceking
Iicenses — will companies share time on the same channels and possibly
share the same transmitters for the next few years? Mr. Fly’s answers are

printed below.)

I REGRET that I
am unable to
furnish replies to
many of the
questions you
raised. Nor do I
know of any one
man who could
answer them
with any degree
of assurance at
the present time.

I understand
that the Televi-
sion Panel of the
Radio Technical
Planning Board
is holding fre-
quent sessions in
an effort to make its recommendations
as promptly as possible on television
allocations, standards and other mat-
ters. Mr. D. B. Smith of Philco.
who is Chairman of that Panel, could
supply you with more specific infor-
mation on its activities. (Editor’s
Note: RTPB declined any specific
information about its Television
Panel’s report.) |

At the same time our own Com-
mission engineers are making con-
tinuing studies on post-war frequency
allocations for all the radio services.
The overall job is an extremely com-

plex and difficult
one.

While the fi-
nal determina-
tion of what
areas of the
spectrum televi-
sion will occupy
and the stand-
ards which will
govern its devel-
opment rests
with the Com-
mission, we are
extremely grati-
fied that the best
technical minds
in the industry
—represented on
the Radio Technical Planning Board
—are now studying these problems.
No time limit has been set for the
Board to report its final recommen-
dations to the Commission.

In the end the Commission will
have to decide the best place for tele-
vision in the interests of the great-
est number of people. But in arriving
at its decision, you may be sure, it
will make use of the best advice it
can obtain.

Until these studies and recommen-
dations by the industry are presented
(Continued on page 48)
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DIRECTORS OF T.B.A.

Seated, left to right, Paul Raibourn, Television Productions, [nc.
General Electric; Allen B. Du Mont, Du Mont Labs.

(Paramount); Robert L. Gibson,
Inc.; ¥. J. Bingley, Philco Radio & Television

Corp. Standing, left to right, Will Baltm Secretary- Treasurer of T.B.A.; E. A. Hayes, Hughes Produc-
tions; J. R. Poppele, WOR, and Worthmwton Miner, CBS Television. Directors not shown are O. B.

Hanson, National Broadcastmg Co.;
Don Lee Broadcasting Co.

Curtxs W. Mason, Earle C. Anthony, Inc., and Lewis Allen Weiss,

Television Broadcasters
Association

HE pitfalls, indecisions and wild
| adventures that characterized ra-
dio’s birth will not be duplicated in
television. Unity of action and spirit
and the determination to bring onto
the American scene an instrument of
high quality that will prov1de for mil-
lions upon millions a service of en-
tertainment, education and informa-
tion unequaled in the history of man-
kind, is the dominating factor behind
the Television Broadcasters Associa-
tion, Inc., organized last January.
The birth of the Association has,
in itself, become one of the most sig-

nificant developments in television
this year. For the first time organiza-
tions, whose scientific experts have
labored for years to perfect televi-
sion, are banded together for the pur-
pose of launching television on a
nation-wide scale. TBA members in-
clude: Philco, NBC, General Elec-
tric, Howard Hughes Productions
of Hollywood, CBS, Don Lee, Allen
B. Du Mont Laboratories, Earle C.
Anthony, Inc. of Los Angeles, Tele-
vision Productions Inc. of Hollywood,

(Continued on page 48)
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Television—a new dimension
in department store advertising

by I. A. HIRSCHMANN

Vice President of Bloomingdale's and

Metropolitan Television, Inc., Founder and President

of the New Iriends of Music. Member of the Board of Higher Education of New York

City."Recently returned from Ankara,

wWhere he served as special representative of the 1Var

Refugee Board attached to the United States Embassy i Turkey,

HE retail merchant looking for vi-
Ttal, dramatic material for televi-
sion shows will not have to go far
afield. The ideal program material
for his purpose will be right there
in his store.

At Bloomingdale’s we have had
some experience with television, dat-
ing hack several years. In the Spring
of 1939 we presented, for the first
time in any store, a millinery fashion
show telecast from an improvised
studio on the 6th floor to our fashion
departments on the 3rd floor. Equip-
ment at that time was crude, and
the models had to stand stiffly, grip-
ping an arm support to keep them in
camera range. The brilliant Kleig
lights necessary for illumination
caused heads of perspiration and cast
such deep shadows that our charming
models looked like post-pneumonia
cases. Yet, the response was startling.
Crowds were packed around the re-
ceiver. For the first time, people
were seeing on one floor a fashion
show that was taking place three
stories above.

Store Television Popular

Some time later we participated ‘in
fashion shows in dramatic form, and
also in a highly-successful aviation

program over WNBT. But all that

has been done in television so far
seems but a few faltering steps. We
~have not utilized the rich imagination

10

and endless ingenuity of our window
display department, which have made
New York store windows a theatre
which plays to huge audiences every
day.

We have also installed television
receivers in our windows at various
times so that passers-hy could watch
the opening of the World’s Fair, na-
tional political conventions, and other
news events of wide interest. I have
reason to helieve that many people
enjoyed these thoroughly, and felt
grateful to Bloomingdale’s for mak-
ing them available. All, perhaps, ex-
cept the traffic policeman out in the
street. He couldn’t see the show from
his post of duty.

Not long ago, when a pressure
cooker was introduced at Blooming-
dale’s, a demonstrator drew crowds
all day, month after month. To people
who knew from experience that a
pot roast required hours of cooking,
there seemed to he endless fascination
in_watching a device which did the
job in thirty minutes.

After the war, new electronic cook-
Ing equipment will make the pressure
cooker look as primitive as a fireplace
with a Kettle on the hob. Complete re-
education in cooking and other house-
hold tasks will be required in order
to utilize new equipment, and televi-
sion will be the medium through
which it will be done most effec-
tively,
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Sitting comfortably at home, and
not having to push her way through
a crowd to watch a demonstrator, a
woman can see the wonderiully ap-
pealing drama of a more leisurely
life for her, unfolding before her
eyes.

Thinking of our audience only 1in
terms of women, however, i1s an er-
ror. Demonstrations of ingenious la-
bor-saving devices always attracted a
good many men, and they were usual-
ly the first customers. We must re-
member those men, and gratefully
too, and not angle our shows exclu-
sively to women.

All of the standard, staple means
of showing merchandise, such as
model room exhibits and fashion
shows, can come to life when adapted
to television. In the future. I hope
that no one will unveil a model room

complete to the last flower arrange-
ment. A television series should start
the day the decorator starts planning
a room, and should follow through
the painting of the walls, the selec-
tion of drapery fabrics, and the plac-
ing of the furniture. And the deco-
rator should explain every step of
the way her reasons for her selection.

At fashion shows, there will he no
excuse for a commentator growing
lyrical over the right clothes to wear
at the opening of the opera, the races,
or a beach club, while models strut
down a runway. Let the fashion show
be staged in its right locale, so that
people will see clothes against the
backgrounds where they will be worn.

Experimentation Needed
Retailers and manufacturers who

expect to sit around and wait for this
(Continued on page 38)

ACTION SHOT OF EARLY TELEVISION EXPERIMENT IN BLOOMINGDALE'S DEPART-

MENT STORE. Fashion shows picked up from sixth floor studio were seen on wired receivers on third
floor, Becawe of lack of senmsitivity of early cameras, depth of focus obtainable was very restricted.
This picture shows how models were forced to fit themselves into rigid arm and back supports in order
to stay in focus. Note also they are standing on a shding platform arrangement, which was used to push
them before the camera and then pull them away. Camera was fived in position. Post-war television, of

course, will have none of these restrictions.

11
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Building a television station

by JAMES D. McLEAN

Mr. McLean, Conunercial Engineer, with the

ment, General Eleciric Company, tells how
mate cost of building a transmitter.

N the writing

of this article
I have assumed
that the reader
has the convic-
tion that televi-
sion will grow
into a profitable
industry for
those with the
vision and’ cour-
age to pioneer in
its development.
Rather than at-
tempt to cover
the reasons for
this growth of a
new industry
postwar, I have
assumed that the
reader has the
desire to own a
television station,
and the money or credit to finance its
construction. On this basis, I have
outlined steps which should be taken
to get into this new industry, what
equipment will be needed, and ap-
proximately how much it will cost,
hased on prewar prices.

How to File for a Station License

To begin, the prospective television
station owner should retain the serv-
ices of a competent consulting engi-
neer or firm of consulting engineers
and legal counsel who can assist him
in the preparation of his license ap-
plication which must he filed with
the Federal Communications Com-
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Transmitiing Division, Electronics Depart-
to file for a television station and gives approxi-

mission. This
technical and
legal guidance
will help him to
determine the an-
Swers to a num-
ber of the ques-
tions which are
included in the
F.C.C. Form 330,
questions which
should be an-
swered as com-
pletely as possi-
ble when the ap-
plication is filed.
These questions
include the loca-
tion and extent
of studio facili-
ties, the location
of the transmit-
ter site and an-
tenna supporting structure, the area
to be covered, the transmitter powers
and frequencies and other similar de-
tails including the choice of equip-
ment to be installed. ‘
Technical information on television
studio and transmitting apparatus
can be obtained from the manufac-

turers of such equipment so that the
~detailed descriptions required in the

F.C.C. application form may be com-
pleted. For example, General Elec-
tric has filed complete technical de-
scriptions of several types of tele-
vision equipment with the F.C.C. so
that applications for construction per-
mits may be made as easily as
possible.

www americanradiohistorv.com
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By visiting as many as possible of
the television stations which are ac-
tive today the prospective television
broadcaster can determine the types
of studio, transmitter, portable pick-
up and relay equipment which he
will require. Such visits can also pro-
vide a background of knowledge of
the space requirements for television
studios and the personnel necessary
for proper operation of the facilities.

Upon completion, the application
should he filed with the F.C.C. in
Washington where it will be placed .
in the pending fle. It will remain
there until the time when the Com-
mission can formally consider it. Such
formal action is not being taken at
present because of the war.

Buil‘ding a Television Station

A forty kilowatt television station
is the largest that has been built to
date. General Electric has such a sta-
tion in operation at Schenectady,
N. Y. The television equipment need-
ed for such a station includes studio
camera channels, 35-mm motion-pic-
ture channels, studio control, moni-
toring and switching equipment, a
forty kilowatt visual transmitter and
a twenty kilowatt aural transmitter,
visual and aural antennas, and such
basic studio equipment as cameras,
microphone boom and microphones,
studio lights, and motion picture and
slide projectors. Air conditioning, sub-
station equipment, wiring devices,
transformers, and other electrical ap-
paratus are required for the establish-
ment of complete facilities. Roughly,
the cost for such a station not melud-
ing the land and building may range
from $200,000 to $300,000, based on
prewar prices.

Because the transmitting antenna
should be installed at the highest pos-
siblée location in the area, to obtain
the best coverage, additional equip-
ment (cost included in above rough
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estimate) usually will be needed to
relay the television programs from
studio to transmitter. For example, at
Schenectady our programs are re-
layed from our studio in the city to
our transmitter 12 miles away, from
which the program is broadcast to
the Troy-Albany-Schenectady area.
[Lquipment needed for such relaying
includes a visual transmitter and re-
ceiver, an aural transmitter and re-
ceiver, and visual and aural antennas.

[Lquipment needed for a typical
small television station with a four-
kilowatt system includes two studio
camera channels, two 35-mm motion-
picture channels, studio control, mon-
itoring and switching equipment, a
four-kilowatt visual transmitter and
a two-kilowatt aural transmitter, vis-
ual and aural antennas and, again,
such basic studio equipment as cam-
eras, microphones and audio equip-
ment, studio lights, and motion pic-
ture and slide projectors. Here, again,
studio - to - transmitter, or point - to -
point relay equipment may also be
needed, as will other electrical ap-
paratus described previously, such as
transformers,  wiring,  substation
equipment, etc. A rough estimate of
the cost would range between $100,-
000 and $175,000 based on prewar
prices and not including the buildings
and land.

The prices mentioned above will
vary widely depending upon the num-
ber of cameras, control rooms, and
the extent of the motion picture pro-
jection equipment required for a par-
ticular studio design. It 1s also impos-
sible, at present, to estimate the post-
war price of television transmitting
equipment because such factors as

labor and material costs cannot be de-.

termined.

The prospective television broad-
caster should take immediate action
to assure himself of early delivery of
this equipment after the war.

G il WAL americanradiohistornv.com ..
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Television servicing,

post-war type

The war has given us the oppor-
tunity of seeing many things in a new
light. One of them is radio servicing.
Ordinary radio servicing problems
are childishly simple, compared with
the sheer complexities that television

will introduce once the postwar mass'

production of sets gets under way.
Upon the shoulders of countless
“service dealers” will fall the task of
keeping television sold once it goes
mto the home.

The American radio industry now
has the opportunity of dispensing for-
ever with the huge servicing headache
of past years by getting up a nation-
wide organization. The time to plan
the job 1s now, for the opportunity to
do it as easily may never come again.

Dealer Policy

A national radio body, say the
Radio  Manufacturers Association,
should take over the job. The plat-
form might be something like this:

As America will some day take
great pride in the quality and per-
formance of its postwar radio mer-
chandise, equally lofty and thorough
should be the radio servicing designed
to keep the merchandise sold and in
good working condition.

The set owner should not be forced
to “go around the corner” to have a
receiver repaired. The dealer who sold
the set initially should be equipped
and anxious to do the job in accord-
ance with the standards of the fac-
tory that built the instrument. Dealers
who are not equipped to do servicing
should be required to qualify.

Identification should be provided
for qualified men.

14

Uniform Charges
Standard prices should be charged.

[t should be the duty of the manu-
facturer to keep shops that cannot
meet required standards from repre-
senting his products.

The set owner should be provided
with the means of complaining when
he thinks a job has been done im-
properly, or has cost him too much.

Means should be set up to keep the
entire national servicing organization
going continuously with factory ef-
ficiency.

When the State licenses an electri-
clan or other professional workman
it provides him with a card of identi-
fication stating that at the ‘time of
examination the holder was found
competent, but the State DOES NOT
ASSUME RESPONSIBILITY if
the workman overcharges or does a
poor job.

Radio never got that far. In the
future it will have to go farther. Re-
celving instruments will be more com-
plicated. In television and other kin-
dred services such as FM the job of
installing the antenna should be part
of the job of selling a set.

Installations

Until apartment houses begin to
install efficient all-wave centralized
antenna systems that have outlets in
every apartment, a complete antenna
system engineered for the receiver it
1s to operate with, should be sold as
part of the outfit. Tubes are now sold
in every receiver, as part of the in-
strument, so why not the antenna. In
addition, the dealer should make sure

www. americanradiohistorv.com
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the receiver will work in the required
location.

Sales Insurance

No receiver actually is “sold” until
it 1s instal]ed and works to the cus-
tomer's complete satisfaction. Any-
thing short of this always results 10
ill- w1ll and the dealer is the loser. 50
why not do the job r1ght in the hArst
place. Why not call it ““sales insur-
ance”, and charge for it. Customers
would be glad initially to purchase
insurance of long and continued oper-
ation of their instruments.

In television a complete job of sales
insurance MUST be done hefore a
single instrument is sold. The public
should be educated in a few bhasic
television facts about the complex
problem of getting adequate picture
reception in a metropolitan area such
as New York or Chicago. Before a
set is sold, the cealer should be re-
(uired to ascertain by test what kind
of reception is possible. A portable
receiver should be taken to the roof
of the building in which the regular
television outfit will operate and a
careful study made on all channels.

Only then should the dealer be per-
mitted to say: “Yes, I can fill your
order,”

Specific Recommendations

If an organization such as the
R.M.A. 15 to take over the job 1t
might

1—Set up facilities nationally to
certify service dealers, both as to
equipment and men,

2—IListablish a reg1ster of compe-
tent service dealers in various com-
munities, and regularly make available
to the public by letter or appropriate
advertising a list of such dealers.

3—Having sponsored an organiza-
tion of registered service dealers, the

sponsoring body should guarantee to
the public all work done by its
members.

4——Not allow uncertified dealers to
sell service on any sponsored line of
merchandise, nor allow any uncerti-
hed organization, either sales or serv-
ice, to deal in any product of the
IR.MLAL that requires special or expert
treatment.

5—Urge all sales or service orgait-
zations to qualify or merge with or-
ganizations which can cualify, thus
forming a service “pool” to handle all
such jobs for a group.

O—IListablish a public relations de-
partment, the duty of which will he
to clear all matters relating (o the
lealer and the public and periodically
make public a report.

7—Istabhsh a service man training
school, with a rotating group of fac.
tory engineers as mstructors

8—DProvide channels through which
customer complaints can be made and
quick results achieved. Results should
be in the form of a survey, and an
adjustment, 1f work has been done
improperly or too costly.

9—>Set up and publish a cost list of
standard repairs and replacements.

10——Establish a time list for doing
basic jobs, with enough flexibility to
take care of unusual cases.

11—Set a code of costs for diagno-
sis calls, ete., and make the customer
understand that this will benefit him
because even now he often pays dear-
ly for some service not rendered at
all, or done imperfectly.

12—Canvas the customer list peri-
odically to ascertain the state of cus-
tomer-dealer relations.

—T.R. K.
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[ELEVIEW

The Allen B. Du Mont Laboratories

This 1s the first of a series of Televiews of outstanding companies in the television ndustry.

Allenw B, Du Mot

t 1S a young organization. [t has

none of the over-cautious “It can't
be done-ism” of the more established
companies. [nstead, there is a posi
tive, pioncering, “let’s-try-it” atmos-
phere. Tt cxudes youth. Du Mont’s
policy is to hire young men just
out of college before they begin to
lose  their enthusiasm for pioneer-
g and  creativeness, and perhaps
this accounts for some of the record
of progress which the Du Mont Com-
pany has made in a little more than
a dozen years of corporate existence.

16

Allen Du Mont’s early life followed
a pattern very much the same as other
leading men in radio and television
today. He was an amateur wireless
operator and, during school vaca-
tions, went to sea as a radio man. He
received his electrical engineering de-
gree from Rensselaer Polytechnic In-
stitute.

One of his first important jobs
was with the Westinghouse Lamp
Company where, in 1927, he received
the first award for the outstanding
accomplishment by an employee for
the year.

Soon after Du Mont joined de For-
est as Vice-President in charge of
engineering. Up to this time his ex-
perience had largely been in the elec-
tronic tube field. But here, because
of Dr. Francis Jenkins’ association
with the company, he had his chance
to work on television. There was a
short flurry of excitement, but it
proved short-lived. The Jenkins me-
chanical scanning system just wasn’t
capable of producing fine enough pic-
tures for entertainment purposes.

Du Mont thought the whole theory
of mechanical scanning was wrong
and decided to retire to a small home-
shop and struggle with the cathode-
ray tube. In the basement of his New
Jersey home, aided by two glass
blowers, he began making these tubes.
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Their commercial use was as an in-
dicator for testing and recording var-
ious electric phenomena.

The organization grew—overflowed
mto a store — then to an adjacent
store, and so on until 1t filled five
stores. At about this time Mortimer
L.oewi stepped into the Du Mont or-
ganization. Loewi, a man of great
imagination and drive, saw the possi-
bilities Du Mont had in television
and, being a Wall Street man, de-
voted his energies to the financing of
the company. The going was not easy.
Investors still regarded television as a
pipe dream. Du Mont had practically
no capital, and it was obvious if they
were to go further than the at-that-
time-limited cathode -ray -tube - husi-
ness that additional finances would he
necessary. Friends and enthusiasts
being exhausted, Loewi turned to the
flm industry. With nothing more
than a letter of introduction, he set
out - for California. He first met
Adolph Zukor and then the finan-
ciers represented by Stanton Griffis
became interested and not long after-
wards Paramount Pictures purchase
a half-interest in the Du Mont con-
cern. The cathode-ray-tube man’s
WOrTIeS were over.

Paul Raibourn came into the plc-
ture at this point, representing Para-
mount as Treasurer of the company.
He is now, in addition to being Treas-
urer of Du Mont, President of Tele-
vision Productions and Economic Ad-
viser to Paramount.

When the New York World’s Fair
opened in 1939 and programs, hased
on the practical electronic scanning
technique, went on the air, Du Mont
was ready with television receivers.
Several thousand were sold.

In the early 1940’s, the Du Mont
television transmitter, W2XWV, was
installed at 515 Madison Avenue, in
midtown New York. The transmit-
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Dr. Thomas T. Goldsmith, who heads the rescarch
activities of the MNu Mont orgawnization.

Leonard F, Cramer, Vice-President in Charge
of Sales
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ting antenna atop the 42-story build-
ing, rises some 650 feet above sea
level. IFor a couple of vears, the
station was largely an engineering un-
dertaking in which various technical
problems were studied and worked
out.

Soon, however, limited program-
ming got under way, despite the fact
that, w1th the advent of war, televi-
sion progress seemed to have suffered
a body blow. Interest in it generally
sagged, but the Du Mont station re-
mained on the air. Engineers, execu-
tives, and office workers, who had put
in a full day at their war-time jobs,
were to be found hard at work in the
evening hours, operating the station.

The facilities at the Du Mont studio
are extremely limited. There is not
much more than 100 square feet of
space available for the stage. The
lighting equipment consists of a few

banks of incandescent lamps. And yet,
in spite of the limited facilities, the
station has been a proving-ground in
programming, with many of the lead-
ing advertising agencies putting on
weekly shows. Unfortunately, in
spite of good intentions, the quali-
ty of the programs is very low. They
are lacking in showmanshlp, except
in rare instances. However, it won’t
he long before television executives
realize that the field of programming
helongs not to the engineers or radio
producers, but to the men with actual
experience in visual entertainment,
Le. the theatre and film industry.

Du Mont has come a long way from
the Upper Montclair home shop. To-
day four plants are busily turning out
millions in war equipment. With the
ahilities of Du Mont and the resources
and “know-how” of Paramount a
brilliant future seems inevitahle.

v

General Manager of Du Mont Station, Sam Cuff, at his maps during the telecast “The Face of the War.”
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Television plus showmanship
equals new industry

by THOMAS H. HUTCHINSON

A veteran television producer speaks out on the subject of handling wideo commercials.
Mr. Hutchinson, formerly Director of Television for NBC and Television, Director of
Ruthrauff and Ryan Advertising Agency, has been specializing on the selling power of

television.

IS the American public going to ac-
cept ‘“‘commercial messages” in
conjunction with television programs
as they are being handled today on
the radio? This is a subject that
could be discussed for many hours
but it seems to me the only practical
solution is to begin trying right now
to find out the answer through actual
television broadcasting.

For the past six months one Amer-
ican manufacturer has had a weekly
television program on the air. From
the experience gained in these 26 pro-
grams, we have learned some of the
things that we can and cannot suc-
cessfully do in television. I'll' admit
we have only scratched the surface
but T do know that it is the only prac-
tical way to find out the answers to
problems that must be solved in the
very near future. The economics of
television demand that advertisers

shoulder the larger part of the costs

of television programs, and we must
find a way to sell goods by means of
television and still not annoy our
audience.

One report we had on a recent tel-
evision program was that the com-
mercial was the best part of the pro-
gram. I realize of course that from
one point of view this is a criticism
and that opinion might be construed
to mean that the entertainment por-
tion of the program was pretty bad
— but by present day standards that

was not true — the real answer is,
the program was good but the com-
mercial was better, and 1f we all
would hold this up as an objective in
television programs, the audience
would welcome the sponsorship that
we must have to help finance this new
industry.

Low Cost

The challenge of television to the
program builder is one that will take
many years to meet successfully. It
will demand — first of all hard work
— for there is nothing easy in pro-
ducing a good television program. It
will take ingenuity, thought, heartache
and criticism. This new art will only
finally be mastered after thousands
of hours of programs have been put
on the air. Good television programs
can be produced at a cost that will
be far below some of our present day
estimates — and with good programs
will come new and better receiving
sets — networks not only spanning
this country but linking us to audi-
ences in other countries and other
hemispheres.

There are nine television stations
in the United States today which are
broadcasting television programs, and
we program builders have the oppor-
tunity of experimenting now and mak-
ing the mistakes that we are all bound
to make ‘without those mistakes being
too costly. So far our experiments

o



www.americanradiohistory.com

with commercial messages on tele-
vision have proved that this medium
opens up a new field in advertising.
While we have not come to any defin-
ite conclusion as to positive “do’s or
dont’s”’, we have found that the suc-
cess of a commercial depends for the
most part on its visual nterest.

I would say that our most success-
ful television commercials today have
had a whimsical element, not that we
have attempted to play down the sales
message, hut we have endeavored to
make the audience smile while it was
being given. We have found that still
pictures or any static advertisement
1s not good television. You need mo-
tion in putting visual commercials
across. Demonstrable products will al-
ways be the easiest and their value
can he heightened if a certain amount
of ingenuity is incorporated into the
presentation.

Good Commercial

One of our most successful series
of commercials has been for Spry.
We found that it was quite possible
to go through all the steps in making
a cake and thus show the possible
purchaser what she had to do in her
own kitchen. In one instance we took
advantage of the interest in the tele-
vision studio crew and incorporated
an electrician into the cast. This en-
abled us to have our demonstrator
show him how a cake was made and
then visually present the recipe on
the television screen. The natural se-
quence to informing the electrician
as to how a cake was made was to
have him make the cake himself on
the next broadcast. This gave us an
opportunity to insert comedy into the
commercial routine and still put our
message across. In some cases we have
built an entire television program
around a commercial by referring
back to the action that was started
early in the program. This has proved
a very successful method of handling
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a commercial if sufficient interest is
aroused in the frst scene.

No Second Rate Programs

Any television program that is
broadcast today — or will he on the
air at the end of the war — must com-
pare favorably, at least in the mind
of the viewer, with the finest enter-
tainment in the world today. We have
no right to expect our television audi-
ence to be satisfied with a mediocre
musical group, playing only passibly
well, when by a turn of the switch
they may listen to a symphony orches-
tra. We cannot expect our television
audience to stay at home and watch a
third rate presentation of a dramatic
story, when the finished motion pic-
tures that are being presented today
in their local neighborhood theater
can he seen with very little trouble
and expense. I think this was proved
in England during their operation he-
fore the start of the war. The B.B.C.
maintained a fairly creditable tele-
vision program schedule during 1937
and ’38 and almost from the start of
this program service sets were avail-
able to Londoners but the number of
sets sold was very disappointing,
There apparently was an apathy on
the part of the public as far as tele-
vision was concerned.

In spite of this, the television pro-
gram schedule was enlarged and the
experience attained by the B.B.C. at
Alexandra Palace was incorporated
into the program. Before the end of
1939 the programs were much higher
in entertainment value than they were
at the start of their operations and as
programs improved and the hours of
television available to the public were
lengthened, interest in television
increased. Just before the war the sale
of television sets in England had
reached a place where it seemed as
though this new industry was finally
on its way. There is no doubt in my
nind that we here in Ameriea must

(Continued on page 22)
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Programming

HIS department will not attempt

to record every television program
which is broadcast. It will cover only
those programs which are of signifi-
cance in the development of tele-
vision as an art, as a new form of
journalism and as an advertising
medium.

Nature of Television

Every art form, every entertain-
ment medium, has certain character-
istics of its own. There are things it
can do better than any other mediun.
This holds true in theatre, movies,
radio, literature, painting, music. To

establish an entertainment medium its

individual characteristics must be
recognized and developed. It cannot
just imitate something else, no mat-
ter how successfully it may carry off
the imitation. That goes for tele-
vision. It is not the same as movies,
even though it can transmit a movie
perfectly. It has powers far beyond
being a substitute for celluloid, a
new way to distribute the Hollywood
product.

Television is very different from
sight-less radio, which is basically in-

~ complete, appealing to the ear only.
The adding of vision to blind radio

will be more revolutionary in its
effect than the adding of sound
was to silent movies. Vision is our
dominant sense—most of what we
learn we learn by seeing. Hearing is
a minor sense, more important than
smell, touch, or taste, but far less im-
portant than sight. When silent mov-
ies were turned into talkies, a minor
sensory appeal was added to a me-
dium based on the dominant sense. In
television it is the other way around.
The dominant sense, sight, is added

. to a medium based on a minor sense

— hearing.

This has produced a most power-
ful medium for the molding of pub-
lic opinion. Tt is more than a new
frontier in business and art. It 1s a
social force of great power, which
will affect your habits and way of liv-
ing as much as the telephone, radio,
airplane, or automobile.

Television is big. It's wide open.
Its future is all before it . . . and it
depends primarily on the programs
we huild, for its technical future is
assured. Tn this column, “Program-
ming' we are Jooking for develop-
ments which point the way.

Poor Programs

It would he nice to write that this
department is cramped for space, be-
cause of a plethora of excellent “live”
productions. Unfortunately, this 1s
not the case. The program end of tel-
evision has been an arid wasteland,
almost devoid of imagination, show-
manship and (what 1s equally im-
portant) any indications of a knowl-
edge of the nature of television.

Almost without exception, the
“live” television programs recently
pumped into the ether of greater
New York have not been worthy of
mention. The great majority have
been so bad that they unquestion-
ably do harm to television — as
well as to those who produce and
appear in them. Unfortunately for
the audience, the people putting on
the worst shows seem to be the
most pleased with themselves. There-
fore we fear they will keep on driv-
ing the tele-audience away from their
old. pre-war vintage receivers,

To be sure, there have been a
few oases in this desert of dullness,
but for the most part video pro-
grams have underlined one fact: The
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big bottleneck in television will be in
good writers and directors, artists
and executives with imagination and
showmanship who understand their
medium.

Naturally, there are some extenuat-
ing circumstances: Manpower short-
age, lack of new equipment. “Clest
la guerre” is a standard alibi today,
but 1t stretches thin when substituted
for showmanship, imagination and
artistry.

Progress

The only sustained progress in
television programming has come
in those few instances in which
broadcasters have set up well-equip-
ped program development laborato-
ries, and staffed them with artists who
worked, slept and talked television
seven days a week, fifty-two weeks
a year.

A corroborative example of this is
the work now being done by Thom-
as H. Hutchinson, former Program
Director of NBC Television, who
headed up one such “program lab-
oratory”’. Hutchinson has been con-
centrating on the development of
methods of handling visual-aural
commercial material — i.e., how to
sell soap and Spry on television —
and the results are a forward step
in advertising methods.

X ok ok %k

PROGRAM:

“Wednesday at 9 is Lever Brothers’ Time.”
(Wednesday evening, 9:00-9:30 P.M.)

Dumont  Television Station W2XWV_
New York

Agency: Ruthrauff & Ryan

Client: Lever Brothers— (Rinso, Spry,
Lifebuoy)

Dircctor: Thomas H. Hutchinson

Commercial Copy: Reggie Morgan

M.C.: Patricia Murray

Cast: Jimmie Jemail with five guests;
Walter Munroe, Sam Cuff.

Program caught on April 12th,
followed usual format of this series,
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which began November 3rd, 1943.
Program content of series has been
uneven, with emphasis on the devel-
opment of commercial messages,
which have consistently been the
brighter portion of the show. The
April 12th hroadcast was one of the
best of the series in hoth depart-
ments.

Opening commercial featured trade-
name of SPRY with jars of prod-
uct in close-up on revolving turn-
table. Ifirst half of the show fea-
tured Jimmy Jemail, the “Inquir-
ing Fotographer” of the “Daily
News”. Jemail proved a “natural”
for television, demonstrating innate
sense of showmanship and smooth-
ness in handling his five interview-
ees In a visualized presentation of his
column. The five guests were intro-
duced briefly in front of the camera
i a conventional manner, but with-
out wasting time in unnecessary pat-
ter. Jemail wound up each interview
in a snappy, well-paced fashion. Par-
ticularly effective was Ernie Burn-
ette, song-writer of “Melancholy
Baby” fame, and the fifth guest, a
comely girl who wanted to learn
how to kiss, — a ticklish situation,
but Jemail carried it off in good
taste, without sacrificing showman-
ship. Despite conventional formula,
this clicked because of Jemail’s sense
of timing and human interest.

Commercial Spot

Middle commercial on show was
a particularly effective demonstra-
tion by Walter Munroe, legit actor
cast as a ‘‘studio electrician” who is
being taught to bake a cake by Pat-
ricia Murray, the deft M.C. of ser-
1ies. Commercial angle shows ease
with which anyone can learn how to
bake with SPRY — it's so easy!
Acting abilities and personality of
Murray and Munroe put commer-
cial over with a bang, showing that
the straightforward “demonstration”
type of commercial handling is high-
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ly effective when presented simply,
and informally, by a director who
knows how to use his cameras, and
who can bring out the sense of in-
timacy so inherent in television.

Second portion of the program

was Sam Cuff with his familiar
“Face of the War” news commen-
tary, which has been improving

steadily in recent months. Addition
of new maps, bringing out geo-
graphic contours and using Dbetter
contrast range was highly effective.

—R. W. H.

GENERAL ELECTRIC (Sche-
nectady) has been exceptionally pro-
gressive, telecasting about nine hours
a week and judging from the vari-
ety of the programs, they are trying
everything.

DUMONT (New York), puts out
six hours weekly and is providing a
field day for the advertising agen-
cies. They have been learning a lot
about the problems of programming
— mostly what not to do.

BALABAN & KATZ (Chicago)
have been handicapped by lack of
good scripts and actors, ‘but they
too are trying out every possible type
of program. They are working very
closely with advertising agencies and
~have started a special course of in-

struction for the local radio execu-
tives.

PHILCO (Philadelphia) has been
transmitting a schedule of films and
sporting events, picked up from re-
motes during the past year, having

been forced to give up their large stu-
~dio early in the war. With the ex-
tremely limited facilities at his com-
mand, Philco Program Director Paul
Knight has been doing an excellent
job on these sport pick-ups. Philco
executives have indicated that they
are considering inaugurating an ex-
panded schedule of live programs
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but as yet no announcement has

heen made.

TELEVISION PRO-
DUCTIONS (Hollywood) has been
maintaining a regular, though limited
schedule of Alm and live entertain-
ment under the direction of Klaus
[.andsberg, operating with a very
small staft.

DON ILEE (Hollywood) has been
on the air with live programs on al-
lernate Mondays, operating on an ex-
tremely Limited basis.

Fiditor's Note: NBC and CBS (New York)
are planning a limited schedule of “live”
programs, which will be covered in our
next issue, as will any significant programs
originating outside of New York.

Television Showmanship
(Continued from page 20)

build interesting television programs
if we expect the American public to
buy receivers.

Novelty Wears Off

The novelty of television wears off
in a very short time — almost in a
matter of days and the purchaser of
a television receiver demands good
programs.

It is up to television program pro-
ducers to experiment now with every-
thing they can think of so that, when
television sets are offered for sale
to the American public, programs will
be available that will be worth look-
ing at. Program facilities as they ex-
ist today are far from satisfactory.
Studios are too small, personnel is
not available because of the war, ma-
terials are unavailable, but in spite
of all this much can be learned in
present day television programming.
There are so many unanswered ques-
tions that no one who 1s at all inter-
ested in this new media can afford to
sit back and wait for some one else
to find the answers.

WY o S
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, RRENTS
A regular feature by Q/L d@lﬁd, % Eoldzumth,

Dr. Goldsmith, one of the country’s leading consulting engineers specializing in television,
radio, facsimile, and the optics of motion pictures, built his first radio set in 1901, and has

been a part of the industry ever since. He is the

only scientist to have been president of

both the Institute of Radio Enginecrs and the Soctety of Motion Picture Engineers. He
15 at present serving as Vice-C hawrman of the Radio Technical Planning Board, and Chair-
man of Panel No. 1, “Spectrum Utilization.”

A Place in the Sun for Television |

ELEVISION’S recent history is pe-
Tculiar. Here is an art obviously of
great human interest and. benefit. It
offers an unparalleled industrial op-
portunity 1n timely fashion. Yet
I our country television has been
something of a stepchild in certain
industrial and Governmental quarters.

For years the radio industry agreed
to disagree on television methods and
standards. Part of the clash of opin-
on centered on important technical
and operating points. But another part
seemingly reflected individual engi-
neering ambitions or commercial
alms. A group divided within itself
commands little respect. The outcome
was dreary. The public became con-
fused as to television prospects. Gov-
ernment grew puzzled anent what to
do with the ugly duckling.

Television has endured particularly
unhappy times in dealing with ifs
frequency allocations. By contrast,
our cousins in England met a far
casier problem. They received tele-
vision service ready-made from a
private corporation enjoying a gov-
ernment-assigned and approved mon-
opoly. Since the number of channels
required in a given locality was small
and no rivalry was permitted, suitable
hands were easily found. True, pro-
gram diversity and audience program
selection went hy the board. But in
America the task is far more diffi-
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cult. There are many competing in-
terests desirous of offering television
service. Some of these are well qual-
iftled and deserve support. In the long
run, our American system of com-
petitive and privately-operated broad-
casting will successfully render a
great service here ’

The British believe that television
is best operated on frequencies near
40 megacycles. This is a frequency
region once happily occupied by the
old television Ciannel 1 from which
television was then ousted in favor
of  frequency - modulation . sound
broadcasting. And now frequency
modulation, that enthusiastic aspirant
for radio honors, also seeks televi-
sion’s old Channel 2 (which is its
present new Channel 1). Govein-
mental services, aviation radio, and

a number of other claimants cast
acquisitive  glances ' at television’s

present frequencies, scattered and
“choppy” as they are. All in all, tele-
vision has been shoved and elbowed.
It needs assurance of an adequate
frequency band and stability of oper-
ation for the impending period of
commercial television development,
Fortunately these matters are heing
systematically studied.

At the suggestion of Government,
industry, and engineering, the Radio

(Continued on page 32)
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Who will control television”?

by ARTHUR LEVEY

A new slant on the struggle for telepoweer, aid some perfuient fucts about lurge screen
television by the President of the Scophony Corporation of America, a veteran wovic and
television cxecutive. In 1929, in cooperation with Oscar Deutsch and Simon Rowson (of
Gawmont British) evey founded Scophony Ltd. to develop larye screen televiston. In 1942,
the Scophony Corporation of America was founded, n association with Paramount Pictures,
and General Precision Foguipmment (« parl owier of 200h Century oy, Inc).

entertainment  will not go  unchal-
lenged. New "‘pure television” groups
as well as motion picture companies
have set themselves up in competi-
tion. Their challenge has heen aided
hy the way in which American tele-
vision program development was
wicked around by the Radio Industry
from 1937 through 1941.

ot only has competition appeared
i the feld of television broadcasting
to the home, but also in an entirely
separate  television field — large
screen television in theatres.

Some Tele companies may fold

I can well understand that the Big
Electrics and Radio Broadcasters are
apparently up-in-arms over this men-

ONTROL_ Qf the infant industry ace to their domination and the com-

ot _1 elev1s1qn has b_een held _by ing invasion of their exclusive field
the _I'adlo and big electric companies by the motion picture industry on an
during the past decade. The reason ever-increasing scale. Recently the
may lie partly in the technical sim- head of one of the largest broadcast-
ilarities of television and radio — the ing corporations unveiled a threat di-
la}tter being an mcomplete_ form of rected at Hollywood which stated, in
sight-and-sound  broadcasting. The effect, that unless Hollywood made
reason also lies partly in a series of films for the broadcasting companies
economic circumstances, not the least to te]evise. the broadcasters would
of which is the fact that radio broad- produce théir own p{ctures‘
casters had to stake out a precaution- . .. . :
ary claim in television and claim it as . In my opinion the motion picture
their child in order to protect and mdustry need hZ}VC no 111us10_ns about
stabilize their “blind” radio business. the situation. We may be witnessing

e the opening skirmishes in warfare be-
~ During the last few years, however,  tween great corporations for the dom-
it has become apparent that this con- ination of the giant new industry,
trol of our most powerful medium of Television. This maneuvering is, even

25
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now, going on hehind the scenes, and
when television really expands in the
postwar years, we may see the even-
tual elimination of some of the pres-
ent chief contenders from the video
broardcasting field.

[t would be foolish for the motion
picture industry not to realize the re-
sourcefulness of its chief antagonists
i the postwar television arena, and
to take the necessary measures to
strengthen and consolidate its posi-
tion in the entertainment world by a
unification of its interests in the do-
main of Television. The Film Indus-
try cannot expect to succeed in post-
war Television without plans or prep-
aration. There is no doubt that major
film companies, endeavoring to oper-
ate separately and i rivalry in the
television field, would be placed at a
considerable disadvantage and might
well produce a result whereby power-
ful interests outside the Film Indus-
try could play one company against
another.

Movie Companies’ Advantages

In view of the imminence of tele-
vision, I do not think anyone can
venture to predict with certainty the
future of the motion picture industry
during even the next decade. It may
be said that those movie companies al-
ready associated with Scophony
(SCA) are simply trying to shift
their fortunes with the tide of tech-
nology, but what else could sound
business policy dictate ?

Announcements of the Radio
Group and the Telephone Company
and general news of television all are
rising to a powerful crescendo, and
the leaders of film -companies whose
activities are not already coordinated
with television must, in the interests
of their stockholders, soon show the
necessary initiative and enterprise to
be ready for the coming television
boom.
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The movie industry has obvious ad-
vantages over the radio industry in
television, including many years of
expertence in the arts of visualiza-
tion, showmanship, etc., and today
controls star names not only for the
hox office, but useful also for tele-
vision and advertising purposes. In
addition, the five major film compa-
nies control among them more than
6,000 leading motion picture theatres
throughout the country, which means
they would dominate the field of the-
atre television. The radio industry
might only have access to these the-
atres when transmitting events of
outstanding interest to which it had
secured telecasting rights.

Eighteen foot picture

Of course in any discussion of the-
atre television, one thing usually taken
for granted is: Television pictures
will be large enough and of good
enough qualtty to wmake theatre tele-
viston a box office success.

But are we safe in making this as-
sumption? Do we have any concrete
evidence to offer in proof?

Lvidence does exist. It might be in
order to glance at it.

Fifteen years ago Scophony Ltd.
was organized in England for the
purpose of developing large screen
television along unorthodox lines,
quite different from the conventional
cathode ray tube method used by all
other television experimenters. (From
1929 to date nearly $2,000,000 —400.-
000 Pounds — has been spent by
Scophony in experimental and re-
search work on television alone.)

On February 2, 1939, Scophony
Itd. exhibited its big-screen television
to a paying audience for the first
time, televizing the Boon-Danaher
boxing match for the championship
of Britain. A television picture 18
feet wide was shown in the Odeon
Theatre, a 2000-seat house in Leices-
ter Square, I.ondon, and created a
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sensation among motion picture and
radio people, as well as in scientific
circles. Although the price ranged up
to $5 a seat the public interest was
such that the police had to be called
in to control the large crowds seeking
admission. The theatre was filled to
capacity, and many were turned away.

In the subsequent eight months, up
to the outbreak of war, many other
important news events were televized
for two London theatres, the Odeon
and the Monseigneur Theatre, at
Marble Arch.

The London Observer reported:

“The Derby and the World Welter-
weight Boxing Championship were
successfully seen by packed houses at
the Odeon Theatre, Leicester Square,
on the Scophony 18-foot screen. This
is the biggest television picture shown
publicly anywhere in the world.”

The London Daily Telegraph said:

“The Armstrong-Roderick fght,
which was shown at the Odeon The-
atre, was extraordinarily good. Every
blow struck could be seen, and the
whole fight followed very closely.”

Similar comments appeared 1in the
entire British press.

As a result of these successful per-
formances of its television projectors,
we were given a contract to equip 60
additional motion picture theatres of
the Odeon Circuit in Great Britain,
(This was not carried out because it
was apparent that war was imminent
and that television transmission would
have to cease because it could serve
as a beacon and guide to enemy avi-
ators.)

The facts are, therefore, that up
to the outbreak of war in September,
1939, Scophony had successfully
shown to paying audiences the larg-
est television pictures publicly dem-
onstrated anywhere in the world up
to that time.

Scophony made television history
in America too, having been respon-
sible for the first large screen instal-
lation shown experimentally in a
commercial program at the Rialto
Theatre, 42nd Street and Broadway,
on June 21, 1941, when a capacity
audience saw the famous horse,
Whirlaway, winning the Futurity
Race at Aqueduct Track as the Race
was actually being run. Both audience
and management expressed delight
with the results achieved.

These dewmonstrations had given
proof that theatre television could
hecome a reality, opeming up an im-
mense new field.

The ease of control and compact-
ness of gear are two features of Sco-
phony television projectors which
American motion picture exhibitors
will no doubt appreciate. The tech-
nique employed 1s very similar to
that of the present day motion pic-
ture projector, since the light source
makes use of a standard type high in-
tensity arc lamp.

Receiver Prices

Our prewar laboratories had also
developed a small television projector
for clubs, bars, and schools, giving a
picture 4 feet wide, projected from
the rear on to a portable screen.

This prewar model was made to
sell in England at about 150 pounds
(approximately $750.00 prewar value
of sterling).

Two other models were demonstrat-
ed at the Annual Television and Ra-
dio Show at Olympia Hall, London,
in August, 1939, just before the out-
break of war, a “standard” home
model giving a picture 24 inches by

20 wnches in size, and a “junior” home -

receiver giving a picture 18 inches
by 14Y5 inches on a perfectly flat
screen. The “standard” home receiver
was made to sell on the London pre-
war market at approximately 80
pounds ($400.00 at prewar sterling



www.americanradiohistory.com

rates) and the “junior” model at 70
pounds ($350.00 dt ])rewa1 sterling
rates).

TThe price of Scophony television
projectors for the postwar American
home depends upon how quickly the
public demand and mass production
develop, hut the aim is to produce a
home set giving a 24-inch wide pic-
ture to he retailed at $199.50 when
mass prodiuced. These sets will make
use of wartime developments.

Exit Cathode Ray

Since the establishment of Sco-
phony in this country, the motion pic-
ture industry as well as the radio and
television industry are beginning to
realize that the cathode ray tube may
cventually  qrve way to a superior
means of producing a really large and
hright television picture of excellent
definition. The Skiatron method is
now becoming generally recognized
as worthy of consideration — when
put forward as the probably ultimate
solution to the television problem. Tt
will be recalled that the eminent sci-
entist and internationally known tele-
vision authority, Dr. Alfred N. Gold-
smith, told newsmen at a recent Radio
Executives Club meeting that of the
three most promising methods of the-
atre full-size television pictures, two
were Scophony inventions, i.e., the
Supersonic Cell and Skiatron IElec-
tron Opacity Projector,

Projectron screen Skralron fube

Frojectron fens R

----------------

----------------

Electron gur----

Moaulator-----

~Crystal screen

- Cathode ray be held constant for a

When the veil of military secrecy
1s lifted, an astonishing story will be
revealed by Scophony, as to its unique
contribution to the war effort.

Dr. A. H. Rosenthal’s invention of
the Skiatron projector is so funda-
mental that I venture to predict it will
remain a fundamental television de-
sign during the next ten or twenty
vears, just as the motion picture pro-
Jector invented almost a half century
ago has remained the basic standard
with refinements added through the
years. I wish to observe, however,
that a developing and’ expandmg art
such as television requires most care-
ful and judicious planning. It has
already been suggested in England,
and I believe 1t 1s equally of interest
here. that in order to get television
moving quickly in postwar, it may
he worth while to consider temporar-
ily reinstating the service on stand-
ards very similar to those already ap--
proved by the FCC in June, 1941.

In other words, it may be best in
the tmmediate postwar period for
the existing television system to be
run side by side with an improved
system in an experimental stage —
then by gradual solution of the tech-
nical problems the improved system
may shortly arrive at the stage where-
by 1t would fulfill all requirements es-
sential to its introduction into com-
mercial practice.

A schematic diagram of
~Condenser the Scophony  Skiatron
‘ projecction tube, of Dr. A,

Rosenthal, Research
Director of SCA. . The
cathode ray beam is shot
from the electron gun and
scans the crystal screen,
The alkali halide crystal
screen  can' be rendered
opaque iu this way, mak-
ing it possible to ‘‘build
up’ a picture which can

<Light source

beam fmmv period and - then
“wiped off”. A light be-
hind this ‘electrcnic lan-
tern  slide”  arvangement
projeects the picture
through a lens system and
on fo a screen, as in A
movie prejector,
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Television
networks

by O. B. HANSON

A down-to-carth wieiving of the problems
of networks, by the e resident and
Chicf  Fugineer of the National Broad-
casting Cunipany, o [wrector of TBA, u
sember of the Television Panel af the
RT I, wndd the National Defense Research

Comnitbee.

0 envision even an approximation
Tof the status of television, two
years, five years or ten years after the
war, comes close to the realm of crys-
tal-gazing, for, as television ap-
proaches its objective as an estah-
lished communications service, the
hard realities of business appear and
must be correlated with the engneer-
ing aspects of the art.

In the early years of a new techni-
cal development, emphasis 1s placed
on the engineering phases, but when,
as in the case of television today, the
majority of the key engineering prob-
léms have been solved or are known
to be solvable, the time comes when
commercial prospects must be mves-
tigated and analyzed. In any line of
manufacture, a product canneot be
turned out with profit unless a sizable
demand awaits it and promises a re-
turn from sales that justifies the in-
vestment and leaves a reasonable mar-
gin as a reward for enterprise.
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Certainly, television cannot pay its
way as a single station operation, ex-
cepting in areas of dense population,

Networks Essential

Today such facilities are extremely
limited although the prospects are
favorable for their eventual installa-
tion. Tn a letter to Mr. Niles Tram-
mell, president of the National Broad-
casting Company, Mr. K. S. McHugh
of the American Telephone and Tel-
egraph Company stated that 7,000
miles of coaxial cable suitable for
interconnecting television stations
would be available by 1948-50, as-
suming that the war ends within a
reasonable time. See ‘‘Television In
Review.”

But optimistic as this statement ap-
pears, the proposed cable circuits out-
lined would reach only the principal
cities of the nation. Thousands of
smaller cities and towns, now ade-
quately reached by sound broadcasts,

Mananns oo radhalbiotor oo
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would still be outside the service areas
of video stations.

Whether these off - the - main - line
communities will obtain their televi-
sion programs through radio relays
will again depend on the economics
of the problems that will be presented
in each instance. Until such relay
stations have been erected, operated
and maintained for a reasonable time
on an experimental basis, the dollar-
and-cents feasibility of the plan must
remain in doubt. From a technical
viewpoint the practicability of relays
was demonstrated by the Radio Cor-
poration of America in pre-war tests
conducted between Riverhead, Long
Island and Radio City during which
video programs were transmitted a
distance of 75 miles using three relay
stations. - The knowledge thus gained,
coupled with the conviction that light-
house relays could be designed to
function with a minimum of super-
vision and could be turned on and off
by remote control as needed, favors
their acceptance.

Antenna Height

But there are other inherent obsta-
cles that must be faced. The quasi-
optical nature of radio signals in the
spectrum allotted to television places
certain limitations on the distribution
of programs by an individual station.
Antenna height, it is true, increases
the distance over which a program
can he sent, but in America there is
only one Empire State Building. In
many cities of large population, an
antenna 300 feet above ground would
be the maximum obtainable. Thus,
while WNBT with its 1,280 foot an-
tenna is able to lay down a consistent-
ly good signal up to 70 miles from
New York City, a station radiating
from a 300 foot mast could not be
expected to deliver programs to the
same area without a sixteen-fold in-
crease in power over that used by
the NBC outlet. Because of this re-
stricted coverage of low powered key
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stations, more intermediate relays
would be required to supply a usable
signal to affiliated stations beyond the
horizon. And more relays mean a
greater Investment justified only by
the returns obtainable from the added
transmitters.

Theoretically, a television signal
transmitted with average power gives
an acceptable image at approximately
twice the horizon distance. This means
that the signal, at the point where it
would be expected to leave the earth’s
surface tangentially is refracted
slightly to provide service beyond its
normal terminus. Occasionally how-
ever, this limiting distance can be, and
is, exceeded successfully, as in the
New York - Schenectady network,
Here the signal from station WNBT
on the Empire State Building reaches
a G-E receiving station on the Hel-
derberg Mountains 120 miles distant.
Reversal of this pioneer network has
not been possible because of the loca-
tion of the up-state transmitter which
radiates primarily to the north, east
and west. Only a system of relay sta-
tions would solve the north-south re-
lay problem which faces us in this
instance.

Television Growth

In the same way and to the same
degree that the layman looks upon
television in its present state with awe
and wonder, others have let their
imagination run the full gamut when
considering the eventual possibilities
of the medium. Although nationwide
television is an almost certain accom-
plishment of the future, some writers
already have predicted television on
a world-wide scale. Such a network
is, of course, a possibility, perhaps
during the current century, but the
obstacles concerned are so vast in the
light of our present knowledge of
waves and wave propagation that en-
gineers are inclined to postpone con-
sideration of the project until a work-
able, trouble-free domestic system

(Continued on page 34)
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Television .and Education

e

ELEVISION, the art of seeing afar,
Tis a challenge for education. The
inherent psychological factors of im-
mediacy, spontaniety, and reality of
the art give dynamic impetus in cre-
ating and maintaining the fundamen-
tal desire to learn.

It will be the policy of this editorial
column to present the salient factors
of television in relation to education.
Constant alertness to the field will be
essential for the greatest intelligent
use of the potentialities of the newest
member of the Audio-Visual Aids.

A brief resume of educational ac-
tivities in television is in order. The
Department of Secondary Teachers
of the National Education Associa-
tion, through the Committee on Tele-
vision, has participated in education-
al television for six years. Evalua-
tion of programs, — color, theatre,
commercial, and projected television
demonstrations, and actual class use
of television have been a part of the
record. In addition, scripts were writ-
ten and presented in the first educa-
tional series for 14 weeks over Sta-
tion WNBT. A number of illustrated
lectures, and television demonstra-
tions have been given before national
and local educational meetings. Actual
experimentation was used to deter-
mine the types and techniques of use-
ful telecasts, the findings are available
in a number of educational journals.
Definite plans for utilization of tele-
vision, in every school in America at
the earliest feasible opportunity, are
formulated. :

Courses Given

New York University, the Univer-
sity of California, the Yale Drama
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School, along with Purdue University
and the State University of Towa have
not only offered courses in Television,
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