January

elevision """

“THE BUSINESS MAGAZINE OF THE INDUSTRY

D & & o o e & o o o & & & & 9 L] © 2 o o ¢ * * o L] s @ [ ] [ ] LJ L] * & 9 L] [ ] e ® e ® . ®

55 pages of television
terminology, defined

and tllustrated

cvision enguneering

Write today

\ for your free copy.
Address “teletalk”, Room 211

30 Rockefeller Plaza, read

New York 20

a pocket-size glossary of tel

L r
and production terms, designed fo

st rs.
y-reference by television broadcaste

 NBC TELEVISION

NATIONAL BROADCASTING COMPANY

A SERVICE OF RADIO CORPORATION OF AMERICA

13
1L www americanradiohistorv com



www.americanradiohistory.com

T

s e b e
igned to aflord

m ar techmeal ¢

pick-ups and in view

is equippe

1 +k N
wWilll in H ZLOnN

camerg imnen.

A loudspeaker in the end-unit gives the direcic:

The kinesceopes are 7
the individual in charge of detai! and contrast

3
i

Desk can be enlarged by increasing the numbe
wermore, a lurniable can be included in one

A
\JA i

As is characteristic of all She
ment, maintenance cnd

direct viewing tubez whicl

Py P iy g = |
H nNoler coniact

primary

consideratiens. Each chas is removable

without soldering ol wires.
Flugs oller ease ¢f removal
and quickness of change.

www americanradiohistorv com



www.americanradiohistory.com

THE

BUSINESS MAGAZINE OF THE |INDUSTRY

Television - — — -

VOLUME Ili, NUMBER | JANUARY,

Articles
The Status of the Industry .. R SOOI T” J

Questions and answers on produchon, dahvery, operahon, etc.

28-Hour Programming Week — by Frederick A. Kugel ... TSRO : |

Suggested programming pattern in conformance with new FCC regulahons

Commissioner Jett States His Yiews on Duol System — by Dorothy Holloway 12
Foresees possibility of dual transmission on both low and high frequencies

Station Equipment: Film Projection Department — by James L. Caddigan .13
Facts and preblems in setting up a film projection department

Television Advertising [P e . SRR I J
Reproduction of significant +e|ev15|on ads run durlng +he pas+ years

Television Qutlook in Boston — by Gilbert Winfield . ... e 20
Analysis of Boston market and the applications filed for its five a[locaied channels

Departments

Long Shots and Close Ups — by H. G. Christensen . .. . ... ... 16
The producer of commercial films and his relation to the agency

Advertising ... ST -
Current agency ac’rm’ry and commerclal shows ... 1945 in review

Equipment — by T. R. Kennedy, Jr., and Jack Kilpatriek ... ... 28
Technical advances in past year . . . summary of 1945 patents

Washington ... ... e e 32

D. C. hearlngs to se’r aHocahon paHern ... 12 new applications filed

Programming . 36
Highlights of ‘Formah and {'echnlques devefoped durlng 1945
Editorial . o et et B

Frederick A. Kugel, Editor and Publisher
Mary Gannon, Managing Edifor; Sidney R. Lane, Associafe Edifor
Dorothy Holloway, Washingfon; Gilbert Winfield, News
T. R. Kennedy, Jr., Technical Editor; Jack Kilpatrick, Pafents
Lawrence Sweeney, Business Manager; Evelyn Hellem, Circulation Manager

1946

Just talking ...

The old controversy in trade papers as to the advisability and importance of having big names
write feature stories for the magazine has hit home with TELEVISION. Many of our readers have
queried us on our reason for not continuing our original policy of having top shots present their
views, Frankly we should like nothing better. 1f we could count on authoritative articles by key men,
our editorial task would be considerably easier. Unfortunately our objective is not to present big
names, but to present factual material. The amount of men who can write authoritatively on tele-
vision can be counted on the.fingers of one hand: and those men do write for us.

Our task, at present, is a tough one.  There is a limit to the factual material available. To really
be of aid to the prospective television operator we have to dig, and that involves a vast amount of
research. The problem is not one of staff-written articles versus name articles. It is one of presenting
the information which the industry needs,

Frederick A. Kugel

Published monthly by Frederick Kugel Company, 600 Madison Ave., New York 22, N.Y. Single_copy, 35 cents, Yearly
subscription in the United States, its possessions and nations of the Pan American Unlon, $3.50; in Canada, $4.00; elsewhere,
$4.50. Entered as second-class matter February 20, 1945, at the postoffice at New York, New Yuvk under the act of March
3, 1879. Copyright 1946 by Frederick Kugel Company All rights reserved. Editorfal content may not be reproduced in
any form without permission,
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Here are the answers to some of the questions
which steadily barrage the editors of TELE-
VISION. In a constantly changing industry, all
answers must be noted “subject to e¢hange,”
but here’s how the picture shapes up.

The Status of the |nc|ustry

WHICH ARE THE STATIONS IN OPERATION?

New York - WCBW, Columbia Broadcasting System;
WNBT, National Broadcasting Company; WABD,
DuMont ; Philadelphia - WPTZ, Philco; Chicago -
WBKB, Balaban & Katz; W9XZV, Zenith; Hollywood -
WeXAO, Don Lee; WeXYZ, Television Productions;
Schenectady - WRGB, General Electric,

WILL THEY ALL ACCEPT ADVERTISING?

Yes, although policy differs. Some stations
have no charge but welcome commercial
experimentation.

WHAT'S THE STORY ON TRANSMITTER PRODUCTION®?

Transmitter production will not get underway
sufficiently during 1946 to allow for more than
present station replacements and a dozen or so
new stations. With installation taking three
to six months, operation will probably not
start in a good many stations until 1947.

HOW MANY STATIONS WILL BE IN OPERATION BY THE
END OF 1946°

There are 9 in operation now, and an optimistic
view would be another 7, for a total of 16
by the end of 19486.

WHEN WILL SPECIFIC CHANNELS BE ALLOCATED TO
APPLICANTS®

With final regulations and allocations set,

FCC is tackling the Kknotty problem of weeding
out applicants in cities where number of claim-
ants outnumber the available channels, First
hearing on the Washington, D. C., applicants is
set for January 2lst. Using the yardstick of
"public interest, convenience and necessity"

as a guide in determining the merits of each
contestant, this first "test case" will prob-
ably set a precedent for other cities.

WHAT IS THE PROGRESS ON TELEVISION NETWORKS?
The Washington to New York link via coaxial

(continued on page 4)
Television
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Scores or QuEstions like the above will be answered
for you when you read “The Story of Electronic Tele-
vision.” Here, in a colorfully illustrated, easy-to-read
booklet is the complete, concise explanation of the
miracle of modern television.

Heretofore, this fascinating booklet was available only
to those directly connected with the television industry.
Now it can be offered to all interested persons. It sets
forth in plain, non-technical language the entire story
of television, how it began back in the minds of the
ancients, how present-day science has made it a reality.
In this booklet you will find how electronic television

works, how it ias been developed since the early days
when Philo T. Farnsworth first set forth the basic idea
as a fifteen-year-old high school student. And in this
booklet you will find a key to the potentialities of tele-
vision as it will affect our daily living, how it will con-
tribute to the fields of entertainment, industry and
education.

“The Story of Elcctronic Television” has been called
the most complete, understandable explanation of this
important new endeavor yet written. For your free copy,
write the Farnsworth Television & Radio Corporation,
Fort Wayne 1, Indiana.

Farnsworth Television & Radio Corporation, Ft. Wayne 1, Indiana. Farnsworth Radio and Television Receivers and Transmitters;
Aircraft Rudio Equipment; Farnsworth Television Tubes; the Farnsworth Phonograph-Radio; the Capehart, the Capehart-Panamuse
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The Status OF the Industry {continued from page 2)

cable facilities of A.T.&T. was ready for
operation the first of the year. Boston to

New York will probably be in operation via
radio relay by the middle of 1946. Los Angeles
and San Francisco might also be hooked-up by
that time. Transcontinental facilities will

be almost completed by the end of 1946,

1947 should see a New York to Los Angeles
circuit, probably by both coaxial cable and
radio relay.

WHAT ABOUT PROGRESS IN COLOR?

Both CBS and RCA have held demonstrations of
color television, with good reception of the
colored pictures in both instances. - However,
RCA still maintains that color tele is in the
experimental stage, with CBS holding to their
premise that high frequency color tele is prac-
tical now. FCC rulings gave the green light to
low frequency allocations, while holding the
door open for experimentation in the higher
frequencies. Feeling in some industry quarters
is that a transition period between the two
wave lengths will eventually be the best solu-
tion - a sentiment which is shared by FCC
Commissioner Jett. (See page 12.)

WHAT'S THE STORY ON RECEIVER PRODUCTION?

Latest figures available quote 300,000 sets
manufactured by the end of 1946. Philco, RCA
and DuMont, along with a few smaller manufac-
turers, had been pointing for a possible
delivery by April,'46. However, unless the
OPA and the manufacturers can get together,
delivery will be held up indefinitely. As it
stands now, June will probably see first
release of major companies,

Don’t miss getting copies of these three company publications:

FACTS AND FIGURES

Television Talk
National Broadcasting Co,

Economics of DuMont Television
Allen B. DuMont Laboratories

Television Show Business
General Electrie Co.

While they are all company promotional pieces, they contain probably

the most solid and factoal information that has been published on television.

Fither write to us or write directly 10 the companies for your eopies,

www americanradiohistorv com
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TELEVISION is now being transmitted experimentally
over Bell System coaxial cable from Washington to
New York. In a short time, a second highway from New
York to Washington will be available —thus providing
television facilities both ways.

During the next few years, various interconnected
backbone routes of coaxial cable systems will be con-
structed to form a nation-wide network. Radio relay
transmission of television will be tried out under actual
service conditions between New York and Boston and
may become an important.part in any future Bell System

television network.

Regular telephone wires, specially shielded pairs in
telephone cables, coaxial cable and radio can be used for
local pickup or studio-transmitter links within cities.

Communication is the business of the Bell System —
to transmit intelligence quickly, clearly and at the lowest
possible cost. This nation-wide organization has the
technical skill and operating experience needed to insure
swift, dependable service at all times,

BELL TELEPHONE SYSTEM

R S
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nough light for television pick-up

EVOLUTIONARY, NEW
CA G475 £/ CAMERA

Picks up scenes in moonlight, in cundle-_

'/ 100 times more sensitive than conven-
tional television cameras. Provides

greater depth of perception and clearer Iight, und in uny kind Of weuther

views under shifting light conditions.

V Wide sensi[ivi[y range Provides unvary- THIS television camera, UtiliZiﬂg RCA’s amazing new electron
ing transmission despite wide fluctua- tube —the image orthicon —opens up a wealth of new pro-
tions of light and shadow (from the gram opportunities.
sunny to the shady end of a tennis court,

Now, for the first time, round-the-clock television news cov-
for example).

erage is possible—spot news and special events. It is now prac-
tical to televise football games, baseball games, ice hockey,
V Lightweight, portable, easy to use, boxing and other sports events, in any kind of weather, day or
quickly set up. Telephoto lenses are night. Remote indoor pick-up such as in theatres, concert halls,
e““? applied. schools, churches, and courtrooms are other of its almost
limitless application possibilities. Using infrared rays, it is

V Improved stability which protects im- even possible to pick up events in total darkness.
ages from interference due to sudden o .
bursts of light (such as exploding flash Equally significant are the lowered program production costs
bulbs). this camera makes possible. Many expensive-to-solve illumina-

tion problems are eliminated.

With such an increased source of programs, specially pre-
pared studio programs can be greatly reduced. The way is now
clear for practical television program production in small
towns and cities.

It is truly the “Aladdin’s lamp of television.” Radio Corpora-
tion of America, Broadcast Equipment Section, Camden, N. J.

The new RCA image-orthicon tube —the “‘eye’ of the camera:
A light image from the subject (arrow at extreme left) is
picked up by the camera lens and focused on the light-
sensitive face of the tube, releasing electrons from each of
thousands of tiny cells in proportion to the intensity of the
light striking it. These electrons are directed on parallel
courses from the back of the tube face to the targer, from
which each striking electron liberates several more, leaving
a pattern of proportionate positive charges on the front of
the target. When the back of the target is scanned by the
beam from the electron gun in the base of the tube, enough
electrons are deposited at each point to neutralize the posi-
tive charges, the rest of the beam returning, as indicated, to
a series of “‘electron multiplier’”’ stages or dynodes surround-
ing the electron gun, which multiply the signal many times.
The output of the tube is further amplified in the camera pre-
amplifiers and then carried to the television mixing circuits.

TELEVISION BROADCAST EO(IIPME”T

RADIO CORPORATIOH of AMERICA

ENGI. !fklﬂ VISION, CAMDEN. N.J.

2
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TELEVISION

By FREDERICK A.

KUGEL

TWENTY-EICHT hours a week is a lot of television.
In fact, it’s more than most of the operating stations
are now prepared to handle. Present facilities and per-
sonnel must be greatly expanded if this minimum FCC
operating schedule is to be met adequately.

In spite of the experiences already gained by operat-
ing stations, any attempt to draw up a pattern of pro-
gramming must be labeled theoretical. The following
program plan was arrived at after careful consideration
of equipment, economics and personnel. It is aimed only
at the first few years of operation. By then limited net-
work programming will be available and the economic
picture will change enabling a more ambitious, qualita-
tive programming schedule.

28 HOUR PROGRAMMING PATTERN

Film (3 hrs. repeated) 6 hours
News & Special Events (part repeat) 5 hours
Drama, Variety, ete. 5 hours
Mobile Pickups (part repeat) 3 hours
Civic Events 1 hour

Straight Education 2 hours
Shopping News - 2 hours
Children’s Programs 2 hours
Special Interest 2 hours

Films

Probably the most debated question is just what per-
centage of the twenty-eight hours will consist of film.,
From a facility and personnel viewpoint the answer
would be the more film the better. However from a pro-
gramming standpoint the television operator will he
extremely limited in the amount of film he will be able
to use. It is very doubtful whether acceptable film fare
can be obtained from the major film companies. Ten
year old movies or a steady diet of Westerns certainly
cannot be classified as adequate video fare. Of course
five or ten years from now television may well be able
to make its own movies if necessary. Films made exclu-
sively for television now will consist mostly of one
minute commercials and one or two reeler commercial
films with other outlets besides television contemplated.
News and special events film plans are already underway.

However, there should be available at least three hours
of film which will make good programming and there’s
no reason why a major portion of this three hours can-
not be repeated at least once during the week. The three
hours will probably consist of at least one feature of
approximately ninety minutes length. The balance of the

3

hour programming week

film program will be made up of travelogues, shorts and
commercial films.

Mews ond Special Events

News programs will probably consist of both film
and live presentations, and should provide two fifteen
minute periods a day with perhaps the film portion
repeated. A half hour summary of the week’s news
could be a regular Sunday feature. Condensation of

films of outstanding sports events or special news events

should take care of an additional hour. Still pictures,
charts, maps, animation and cartoons have all been suc-
cessfully used. These techniques combined with live and
film portions will make television probably the most ef-
fective medium for presenting the news.

Mobile Set-Up

Where mobile equipment and facilities are available,
local inter-scholastic sports as well as professional games,
could be televised. Three hours a week is allowed for
them. Lacking such equipment, movies could be taken
of the event, and shown over the station the follow-
ing day. Use of this motion picture equipment could
provide many local interest programs — such as shots
of Christmas decorations in various parts of the town,
prize-winning gardens; scenes at local beaches, school
proms, commencements, social affairs of local organiza-
tions, etc. As more mobile equipment becomes available,
daily Vox Pop type of programs will account for an-
other hour or so. (See “Setting Up a Special Events
Department,” December TELEVISION.)

Drama, VYariety, etc.

A minimum of one, one hour play, repeated again the
same week, is certainly in the cards. Station miay start
its own stock company, as was done for the WOR
“Brownstone Theatre” series. Such an arrangement in
their opinion, made for an easier, quicker production,
as the director and producer was better acquainted with
his cast, knew their abilities and.limitations. Talent, with
ready made shows, can be recruited from local little
theatre groups, like the Civic Players and the Amster-
dam players that WRGB has put on in Schenectady.
Then, of course, there are the super, station produced
dramas like NBC has been staging on Sunday night.

The other three hours in this division will probably
be divided up among television soap operas, musicals,
variety shows, audience participation and all the many
forms of entertainment now shown in film shorts and
heard over the radio.

Television

WwwWw americanradiohistorv com
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Less expensive programming fare is found in the audi-
ence participation shows, which depend on a number
of laugh getting gimmicks and an emcee who can keep
the show going, and the laughs coming.

Typical of these are the “Missus Goes A-Shopping”
at WCBW and “The Better Half,” a WOR presentation
over WRGB.

Audience-viewer participation goes a step further by
inviting the listener to phone in their answers, with the
telephone being answered on the set. “Thanks for Look-
ing” over WABD, “Telequizzicalls,” the Commonwealth
Edison sponsored program at WBKB, and “King’s Rec-
ord Shop,” an ABC package over WRGB all used this
formula very successfully.

Television playlets (soap operas) may be in serial
form, employing the cliff-hanging technique to keep in-
terest sustained. “Three Houses,” CBS serial, uses this
format. Or each playlet can be a separate incident, with
the continuity kept by centering interest on a few main
characters. Typical of this was WXYZ’s “Embarrassing
Moments” series.

Variety shows can use either professional talent or local
amateurs. Musical programs can also be professional or
recruited from local orchestras, school bands, choral
groups, etc.

Civic Events

Various civic organizations can be lined up to furnish
another hour a week of programming. Weekly talks by
the Mayor and other officials such as the Health Com-
missioner, Police Commissioner, etc. should be good for
a half hour. Charts and illustrative material could be
attractively prepared to give more visual interest. Round
table meetings of such groups as the Chamber of Com-
merce and the Parents Teachers Association could ac-
count for the other half hour. Example would be debates
between local groups over a disputed ordinance.

Straight Education

A comprehensive program worked out with local edu-
cational groups, such as the Board of Education, the
local university and rauseum, etc., could be packaged
for another two hours. This should result in a high level
of educational offerings for both school age and adult
consumption. These programs should be distinguished
from enlightment or quasi-educational programs such as
travelogues, news programs, etc.

Visual education techniques, employed so successfully
by the armed forces, could be used on subjects which
would have wide interest. Language courses given over
tele would permit the viewer to see the lip formation
necessary for pronunciation. New scientific discoveries
could be graphically explained. Here keeping a close
finger on the public pulse would be a good guide as to
what would be most interesting. Tele-visits to museums

AUDIENCE PARTICIPATION: Formats can be practically
unlimited. Good example is “King’s Record Shop,” pre-
sented bq ABC over WRGB, which combined stunts with
the playing of records. Both audience and viewers partici-
pated — with studio group picking out records and home
lookers phoning in the answers. Phone rings on set.

CHILDREN’S PROGRAM: Tying in with Children’s Book
Week, WRGB built format around story reading to a
group of youngsters. Show also included sceues from local
library snd dramatization of a fairy tale for visual interest.

SPECIAL INTEREST: This classification can embrace any
hobby as well as the more practical domestic sciences.
Cooking with an eleciric range was the theme of a com-
edy series over WBKB by Consolidated Edison Company.

January, 1946

AUDIENCE PARTICIPATION

CHILDREN'S PROGRAM

SPECIAL INTEREST
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RELIGIOUS PROGRAMS: Catholic

clergyman reads invocating at WNBT,

could develop into a whole series, ranging from the un-
covering of ancient civilization right down to the modern
interpretation of art.

Shopping News

Stations will undoubtedly be able to sell many times
more than two hours a week of this type of program
which will be a department store’s dream come true.
Macy’s, Bloomingdale’s, McCreery’s, Gimbel’s, Robin-
son’s, Marshall Field and The Fair are some of the re-
tailers who have already experimented with video.

Children's Program

At least 15 minutes a day can be devoted to the
children, with probably a half hour on Sundays for read-
ing the comics. Story telling, singing children’s songs,
or even kid shows are possible formals.

Special Interest Programs

Another two hours a week, split up among special
interest programs, should make up some excellent com-

DRAMA: WOR’s “Brownstone Theatre” series over WRGB is a good example
of productions possible for local stations. Above: “Man Who Came to Gettysburg.”

mercial shows. Programs designed for women could in-
clude interior decorating, cooking, household tips, child
care, home sewing, cosmetic and coiffeur tips, fashion
news, etc. Masculine interest could be secured through
hobbie programs on carpentry, photography, painting,
coupled with a series on gardening, etc.

Summing It Up

THIS has been a completely arbitrary programming
L proposal. The percentage of time in any one of the
classifications will undoubtedly change with each station
depending upon the economic resources, the city and
the availability of talent. The proposed schedule has
been based primarily on keeping down the budget, per-
sonnel and facility requirements, and at the same time
providing good program fare.

These specific suggestions, while arbitrary, have by
no means been figments of the imagination. On these
pages are pictures and description of television shows al-
ready produced over existing facilities, all of which can
easily make up the proposed 28 hour program week.

EDUCATION: A member of the U.S.E.S. graphically illustrates lecture on em- VARIETY: Emily Hahn as guest on

ployment statistics over W6XYZ. This is typical of straight educational formats.

WABD series featuring famous authors.

Television

www americanradiohistorv com

D e



www.americanradiohistory.com

LOCAL GROUPS: Tying in with the radio-video training given to
talented youngsters in the New York City high schools, WCBW has
cooperated with the Board of Education by presenting the group in
a regular series of programs titled “There Ought To Be A Law.”

DRAMA: Good example of the possibilities of radio adaptations was
“Untitled,” presented over WCBW in support of the Seventh War
Loan Drive., Format concerned a soldier who rose from his battle-
field grave to tell the story of his home and army life. Flashbacks,
film and slide insertions were used to dramatize the difference in
conditions between life on the home front and in the war zones.

January, 1946

MYSTERIES: Whodunits rate high as
audience favorites. Scene below shows
Leslie Charteris, author of the “Saint”
series, experimenting with a mystery

show during rehearsal at W6XAO.

FILM CLIPS: Film clips will be used to bridge se-
quences in live shows as well as for commercials. The
above strip is from the three minute commercial for
Red Heart Dog Food and was produced by Henri,
Hurst & McDonald, Inec., for John Morrell & Co.

www americanradiohistorv com


www.americanradiohistory.com

Commissioner Jett

Restates His Views on Dual System

By DOROTHY HOLLOWAY

NONE of the known developments or much-publicized
statements on high-frequency television made in the
past year have changed FCC Commissioner E. K. Jett’s
mind on the rightness of his 1944 prediction that “we
can look forward to a dual system of television over
a several year period.” In an interview with TELEVI-
SION, Jett declared he still holds views he expressed
in a letter to the American Television Society in April
1944. At that time, the FCC Commissioner espoused a
dual system of television to allow for “orderly progress”
in high-frequency development. This
statement touched off a spirited con-
troversy with CBS and James Law-
rence Fly (then FCC chairman)
lining up in one corner of the ring,
and RTPB, The American Television
Society, Television Broadcasters’
Association and the New York Times
siding with Jett on the dual-system
theory of TV planning.

Jett still adheres to his statement
that “It is entirely feasible to recog-
nize there might be a period when
licensees will transmit all of their
television programs with two trans-
mitters — under the old and new
standards.” Fly, with characteristic
irony, at the time punned that “Jett
had muddied the waters” in televi-
sion. However, history and recent
FCC actioninspeeding low-frequency
television on its way, appear to support Mr. Jett’s prediction
on low and high frequency dual television programming.

In his 1944 letter, Jett wrote: “If we prepare now on
the basis that there will be two systems of commercial
television, each occupying different bands of frequencies,
it would be possible in the time available to give ade-
quate attention to both systems. Under this plan, the
public would have a good system of television under
existing commercial standards immediately after the
freeze is lifted, and this system could be continued for
an indefinite period after the new system is placed in
commercial operation.”

Now, Jett told TELEVISION, it is his ‘“personal
opinion” we still might have a dual system for “perhaps
as long as five years.” The FCC Commissioner would
not go along with some industry predictions of dual
operation over a 10-year period, and rejected a pro-

12

posal put forth by Allen B. DuMont at FCC tele hear-
ings, October 12, that FCC assure purchasers that low-
frequency TV sets would be good for at least a 10-year
period.

However, Jett feels that the Commission’s present TV
policy in itself recognizes the possibility of overlapping
operation on the low and high-frequency video channels.
“We are,” said he, “giving a green light to present-day
television and we cannot expect to wipe it out entirely
the minute the new upstairs television is ready to go
commercial.”

Further assurance that present-day
television will not be replaced over-
night lies in length of time required
to perfect standards. The FCC mem-
ber pointed to the several year period
from January 1939 through July 1,
1941 spent by industry and FCC in
working out standards for the pres-
ent low-frequency system. And high-
frequency color television, according
to Jett, may raise even more “com-
plicated problems” in arriving at
acceptable standards.

Testimony by Alfred N. Gold-
smith, - vice-chairman. of the RTPB,
at FCC allocations hearings in Octo-
ber 1944, pegged average life of a
radio receiver “around seven' years.”
Therefore, Jett believes it is reason-
able to asume that persons buying
tele receivers over the next year or so, plus the 7,000
present owners of TV sets, will not be left without ade-
quate programming, after upstairs video is okayed for
commercial use,

Commissioner Jelt, having served with the
FCC since 1935 as Chief Engineer and now
Commissioner, has an international reputa-
tio in radio engineering. He worked with the
National Television Systems Committee from
1938 through 1941 in perfecting present-day
television standards. Mr. Jett is the only en-
gineer among the commissioners.

Television
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STATION EQUIPMENT

Film Projection Equipment

By JAMES L. CADDIGAN

Satisfactory film equipment will be a necessary part of studio facilities. At present there are no film
projectors specifically designed for teleﬁsioln. Mr. Caddigan points out some of the problems on design
and adaptability. His recommendations are based oh many years experience in practically every phase of
the film business from production, through distribution to projection. He is now with Paramount.

BEFORE any purchase is made of still or motion pic-
ture projection equipment, for use in a television
studio, careful consideration should be given to the
technical and operational demands television production
will place upon such equipment. There is little doubt
that a master television station will be equipped with a
complete projection installation including 35 mm., 16
mm., and stereoptican or still picture projectors. Before
any purchase is made, it should be first determined
whether 35 mm. film, or the increasingly popular 16 mm.
gauge, will be used for the majority of programs pro-
duced on film.

A television studio motion picture projector will be
required to perform a broader range of services than
the projector used for straight theatre projection. There-
fore it must be designed and constructed to insure
trouble free, continuous operation wthout the stops and
breakdowns that occur on the light “amateur” types
manufactured to meet the price limitations of the popular
market.

The fact that all possibilities for accidents that might
take the picture “off the air” and all possible losses of
picture and sound quality must be eliminated before the
projected image is fed into the video channel, will
demand certain “musts” in the design and construction
of the film-television projector.

Construction

Film-television projectors should be designed to permit
easy replacement, of any mechanical part which may be-
come defective. The film gate should be of the “Studio
Type” which provides guides for the film’s travel over
the aperture and prevents any side or up and down
motion of the image. Size and design of film aperture
should permit the projection of a film image on the
television pick-up element, or mosaic, of the correct
size and shape. This aperture should be standardized and
should be duplicated in any motion picture camera used
in film-television production.

Pressure shoes, which hold the film against the tracks
in the film gate, should be adjustable to allow for vary-
ing thicknesses of film which television studios will
probably receive. Prints of all ages will eventually be
used in such projectors and will leave many types of
“dirt” deposits in the projector head. This will neces-
sitate easy accessability to all parts for frequent cleaning.

The projector’s motor should be heavy enough to
guarantee constant speed, and to provide accurate
synchronization with associated sound equipment, when
~ such synchronization is desired. This motor should be
capable of quickly coming up to normal running speed
so that fast film cues can be met. It also should be
equipped with a safe, efficient braking device which will
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permit the projector to be quickly stopped when several
film scenes, that are to be mixed with a live studio pro-
duction, are mounted in succession on one reel. Such a
braking device will enable the projectionist to stop the
projector before the in-coming scene has reached and
passed the aperture.

Synchronization

Film-television projectors should be equipped with
accurate tachometers that will enable the projectionist
to know at all times the running speed of the projector.
This will be important when film bridges are being
synchronized with the stage business of a live studio
production. For the same reason the film-television pro-
jector should be equipped with footage indicators in
order that cues and synchronization, based upon the
number of feet of film passing through a projector,
might be met. The film path in a film-television projector
should be sufficiently “open” to permit easy, quick
threading. 1f a motion picture projector is not manufac-
tured that will synchronize with the 30 frame scanning
standard of the television camera, it will be necessary
to obtain a projector that can be converted to this
standard without changing the present speed standard
of film passing through the sound head of a complete
equipment,

Lens

Careful consideration should be given to the selection
of the projection lens which will be used. A lens should
be designed and ground to provide projection of an
image to the television mosaic that is in sharp focus
over the entire picture area. A lens of such specifications
has not been usually provided as standard 16 mm. equip-
ment. A focal length and speed standard should be set
for projection lenses to be used for television projection
service. The lens racking or focusing mechanism should
include a locking device which will prevent a change of
focus, because of vibration or accident, occuring while
a film is being televised.

Type of llluminant

The picture illuminant and lamp house should provide
a steady, flickerless flow of light to the picture aperture.

Standards should be set for the type and wattage of
the illuminant to be used for this service. If an arc
lamp is to be used, the arc feed control should be
designed to function constantly and accurately. This will
prevent a loss of the projected image because of arc
failure or uneven illumination over the aperture due to
the carbons not burning in proper relation to each other,
or the optical system. A meter indicating the amperage
of the illuminant should be located where it can be
observed by the projectionist at all times. The illuminant

i3
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and associaled optical system adjustment controls <hould
be casily accessable. For example, such controls should
not be located inside a lar:p house, equipped with a
switch which kills the illuminant when the lamp house
door is opened.

Consideration should be given to the cooling of the
light train in such a projector, as excessive heat at the
aperture will cause some film to buckle. This in turn
wil cause distortion in the picture received in the home
television receiver, and will be difficult to correet during
projection at the point of broadcast, Excessive heat will
also damage a print. This is important as stations will
eventually maintain libraries of sequences for film
bridges, and eflect material, which will be used re-
peatedly.

A123.0  Video film pickups; B!.2 — 35 mm. M.P. projectors; €12 — 16 mm.

Sound Reproduction

1f 16 mm. film is adopted as the standard for film-
television production, and sound is to be reproduced
from a 16 mm. sound track, serious consideration must
be given to the improvement of the mechanical and
optical systems of such 16 mm. sound reproducers. At
the present time the average 16 mm. sound optical sys-
tem projects a coarse light slit image. that “scans” the
sound track (1.0 mil.}), and uses lenses of inferior re-
solving power which contribute to poor quality sound
reproduction. 35 mm. professional standards demand an
optical slit image of not greater than 0.5 mil. in width
and lenses of high resolving power if high fidelity repro-
duction is to be achieved. The mechanism driving the
film through the sound head should be designed and

M.P. projectors; DV=at

Tape or Wire Recorders, synchronized with the M.P. projectors. (Note: Sound-on-film reproducers not shown.)
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constructed so that the sound track passes the scanning
point at absolute constant speed. Fine mechanical and
electronic filters should be embodied in all projectors
. to eliminate possible distortion from reproduced sound
| before it is fed into the audio channel of the transmitter.
‘ Sound film amplifiers of special design should be pro-

vided in order that the output of such amplifiers will
| correctly match the input of the station’s audio channel.
| Provisions should be made to directly couple to or
synchronize with any film-television projector, a thirty
three and one third disc recorder and reproducer, a
wire recorder and reproducer, or a tape recorder and
reproducer to provide accurate synchronization of pic-
' ture and sound. Such equipment will enable the televison
| producer to record synchronized sound, commentary,

and effects after a silent picture has been edited. This
equipment should prove a valuable production tool for
news coverage and special events. It would permit sound
and picture to be televised, in synchronization, as many
times as was desired.

Negative Projection

As it is possible to achieve electronic reversal of a
projected image in the video channel, this will permit
the use of a negative for projection. Special events pro-
ducers should take advantage of this and use such nega-
tives to speedily get a film-television program on the
air. In order to have the best possible projection of
a negative, a “light change” mechanism could be in-
corporated in the projector. In normal motion picture

(continued on page 35}

A\ — Large screen television video monitor; B — Microphone (live sound effects);

Cl.2 — Desk microphones (commentary);

01,234 16" dual speed 78 & 33% turntables (two with recording heads); E — mixing channels

V.1. meter; F —

udio monitor speakers; F23 — Audio monitor head sets; G1.2 — Non-synchronous tape or wire records (playback-heads).

| tLive Studio Svage /}
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Long Shots and Close Ups

A regular monthly feature on film production by H. G." CHRISTENSEN

OU, sez a subscriber, didn’t do

too bad on telling us, how an ad-
vertising agency can go about select-
ing and qualifying personnel to head
up or work in a motion picture de-
partment. Fine, but here’s one we'd
like to know. How can an agency
without such a department select and
qualify a producer for a picture—
and avoid being “stuck”™? It has
happened you know!

Yep, and more than once, sez me.
And because it has, some people refer
to the commercial motion picture in-
dustry as “‘that racket.” It’s hard to
say who could count all the “flops”
that have been made in radio. Stlll
the networks would surely resent be-
ing told they were in a “racket” just
because some programs didn’t click
or sell the product. So right here let
me go on record as saying:

[irst—The commercial motion pic-
ture industry is as legitimate as any
other recognized industry.

Second — No legitimate producer
would deliberately set out to “stick”
any client.

If a client, in his opinion, gets
“stuck,” there can he one or many
contributing factors — and the most
important of those lactors can be the
client himsell, especially if he is a
novibiate,

Client Pitfalls
How —and Why, vou ask? Well,

he may have selected the wrong pro-
ducer fTor the type of picture he had
lo produce; he may have ing'sted
that  someone  in his  organization
wrile the script or oulline, someone
who waus thoroughly unfamiliar with
motion piclures, bhut could write; he
maty  have hought from the lowest
bidder; he may have taken o higher
Lid and whittled it down to the point
where the producer couldn’t make g
decent profit unless he did i1 by cut-
ling corners on production; he may
have ignored the advice of the pro-
ducer i the selection  of  certiin
of the cast; he may have
insisted on shooting on loeation when
it should have been a studio set; or,
he may have oeisted on any number
ol things contrary 10 the adviee of

'lll'll]'ﬂ'l.’"}

i6

the ~producer, who,
spending the client’s money. So the
client got what he wanted—and when
he saw it on the screen, raised the
roof about getting it. SOMEBODY
SHOULD HAVE TOLD HIM, he sez.
Think I'm kiddin? While this doesn’t
happen often, Allah Be Praised, it
does happen. Someone’s been “stuck”
-~the picture was lousy, and—well,
it’s a racket. Sorry, [ can’t agree.

Those things can happen no matter
what producer you pick—unless that
producer has that thing called “in
testinal fortitude” and enough money
in the bank to back it up—to tell you,
Nuts, we're either going to make this
picture right or not at all ’cause our
reputation is at stake, as well as
yours. This doesn’t happen too often
either — it should happen oftener.
Usually compromises are made, and
right here, if you're not careful, you
may be laying the foundation for
future trouble.

There he goes blaming everything
on the client, you say. Of course,
the producer, all by himself, couldn’t
possibly do wrong by our Little Nell,
could he? Sure he could, sometimes
he does—but never deliberately. Cer-
tainly not il he wanls to stay in the
business.

Production Problems

Most of the troubles that producers
are apl to get themselves into—and
which may he passed on to you, come
fromy such things as; figuring too low
a production budgel because of com-
petitive bidding for the job; getling
the job, and hall-way through pro-
duction, hecause of unforscen con-
Lingencies, coming to the client {or
additional money in order to finish
the picture; or taking on a complicat-
ed dinlogue picture requiring a large
cast, many sels, p(nm] costuming el
al, when his previous experience was
confined 10 the so-called “nuts and

holts” pictures with narration. But
he believes he can do it and do it
right.  He's always wanted to, bul

never gol the chance, So if you give
him the chance, don’t blame him if
be takes it a guy’s golta start on
one of those sometime. As a malter

www americanradiohistorv com

after all, was

of fact there are few businesses in
Wthh _so many different kinds of
“jams” can be encountered — and
when they are, they can generally be
traced to one or all of three major
shortcomings on the part of the

producer.
First: Figuring too low when the
job is on a competitive basis.

Second: Lack of experience on the
particular type of picture to
be produced.

Third: Inadequate facilities and
dependence on free-lance per-
sonnel which, though com-
petent, may not be available
when needed.

So, what can you do, Mr. Client,
to select a producer that will turn out
a top-notch picture of the type you
want, at a fair price and without
adding troubles not specified in the
contract?

Let’s get this straight. While there
will be some pictures produced solely
for television, they will be a small
percentage of the entire commercial
output. But almost all commercial
films can be shown over television if
they are produced with tele in mind.

So the first step is to determine in
what classification your picture be-
longs:

Advertising
Selling

Public Relations
Documentary
Training
Educational
Technical
Animation
Scientific

It will fall into one of the above
ceneralizations, each one of which
can be broken down into literally
hundreds of special applications or
gituations.

Let’s say the classification is con-
sumer selling, and the products, a new
line of el(‘.ctric refrigerators. The pic-
tures to be used by dealers, depart-
ment stores; and because it’s going
to contain many good hints on the
care of foods, can also be distributed
to various Womens' Clubs and

(continued on page 39)

Television
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~ Television

AAdvertising
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ELEVISION is an industry made dormant prac-

tically at its inception. While research went on
harnessed to the war effort, production stood still.
But, during these past years, the adverlising of
many companies kept television before the trade—-
and more recently before the public.

Now with television receivers and transmitters
coming off the production lines within the next six
months, television advertising will pick up consider-
ably. In view of this, we thought it would be intez-
esting to glance back at significant video advertising
run over past years. Institutional copy kept compa-
nies’ plans before the trade. ‘Trade advertising
pointed out the technical developments in all types of
equipment. Consumer advertising kept the promise
of television before the public and, aiming for {future
receiver sales, informed them of important telecasts.

By far the most intensive campaign was that of all
the divisions of RCA and its subsidiary NBC. Cov-
ering every phase of this new industry RCA’s adver-
tising has probably done more than the rest of the
industry combined to keep television interest high
among the public and the trade. The agencies were
Ruthrauff & Ryan, Kenyon & Eckhardt and J. Walter
Thompson.

Probably the most effective campaign for size of
budget was the DulMont advertising prepared by the
Buchanan Company. While advertising helped keep
television in front of the public and trade, it was out-
standing for its building up of the DuMont Company.

And one of the most forceful series was CBS’s for
color television. Campaign embraced 4-color ads in
consumer and trade publications and was supple-
mented by elaborate color broadsides to industry
groups. Agency was Benton & Bowles.

The following ads are by no means a complete
record of all the companies who have advertised in
television. Andrea, Rauland, Scophony, Emerson and
Belmont, among others, have all had interesting
video advertisements. Top ads by Farnsworth and
Columbia Broadcasting were not reproduced be-
cause of their four-color layout.

~ TELEVISION

Gives its ‘Coming-out Pariy’ Sunday

. wwny laading s vou t2

tie aponiag oF the workd's Fa'c

i

DU MONT TELEVISION RECEIVERS -

TOP: First ad on electronic television is this RCA
ad on tubes which appeared back to 1937.

CENTER: Interesting is DuMont’s first ad heralding
opening of the World’s Fair and debut of television.

BOTTOM: Significant is this first television ad of
Paramount Pictures in September 1945, stating that
entire resources of company were behind television.
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l day Paramouat Pictures i celehratiag over oac-thicg af 3 coa-

twey of vxpericacs in mation pictur: production and theacre opecation

N other amusemenc caterprise his such 3 Jong hiscory of success

and impeossive hackgeound nf kagwledge.

Puramount 1 happy thac it 20l has wich 1« Adelph Zukor and Cecil
B. Dedfille who piancered the development of the featurs mation

picture priae 1o the fiest workd war.

These pioneers deew irom a svide buckground of Wwecess m related
figlds 10 make Parmmpune, over-night, in oucnanding suceess in

the then new Aeld of the frature motiaa picrure.

Paramaunt now similacly hopes to use the knowledge gaaed (rom

chesc years of cxperivace for the cacly fullvse developaten: in the

public ineresc of the Js domesuc and i I cdu-

catianal and cocertsiamene possibilitics inhereat in 1elevision.

Peupmins Hallyean.
e in Dbdent it has clonely follawed
fant Stutan WADD in New Yoo
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NBC SET FOR “THREE-WAY COVERAGE”
OF 1944 DEMOCRMIC CONVENTION

Amarlea’s Numbwl Nelwork 1o ropeo!
puitern of Television, Radio, Short Wava
vsed for Nationol Republicen Convention

America’s
Hn 1 Hetmrk

FAR LEFT: NBC's powerful
consumer ad was one in a
series appearing in New York
papers on imporiant events to
be televised. J. Walter Thomp-
son Co. was the agency,

LEFT: NBC ties in television
with their standard broadcast
campaign. Agency is J. Walter
Thompson Co.

LEFT: RCA engineering prod-
ucts ran 1945 campaign on
individual pieces of television
equipment, with copy stating
company’s part in develop-
ment. Kenyon & Eckhardt,
Inc., was the agency.

{. vur svv oo cavena

RIGHT: One of television’s

! . best ads was this one spon-
¥ : sored by RCA, listing most

{ major radioc manufacturers
who plan production of tele-
) vision receivers, Ruthraunff & |
T b Ryan, Inec., was the agency. ey
('!"\l R4010 CORPORATION or.mzch '

ﬂf//f’a’v _'
@« the Baby” that will start

i with the step of o Giant!

ez THRSION
mmwKK /5

& by television. ..

Last weck hundreds &

saw Swizerfond

AMERICAN BROADCASTING COMPANY |

Soe Alise N idirert

Yomorrow thousands will go
to.Europe by CLIPPER

P AERICAH
- lmrw Aignary ﬂ’

This American Broadcasting ad, which was run as a double Present Pan American series of
spread served a double purpose. It pointed up company’s pro- magazine ads ties up with their
gressiveness to agencies and related their effective use of tele- travelogue television programs. J.
vision facilitics of operating stations. Ageney was BBD&O, Inc. Walter Thompson Co, is the agency.
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T THEVISION
FAR RIGHT: Informative was ; . o _, |
General Electric’s ad based on
need of educating the public

on status of television. Agency
was Maxon, Inc.

RIGHT: Carrying through

with “Philco First’’ theme was

iy -

the ad heralding the opening 3-'
of their Washington to Phila- g
delphia multiple relay link. [

e
g ool

PHILCO |

L Fhrses i Rririsl,

"ELECTRIC |

LEFT: Farsworth’s institu- . The
tional ad, which tied in a fly’s Telephone
eye with their Dissector Tube, and

was one in a series Farns-
worth has run for trade and
consumer. Agency was N. W,
Ayer & Son, Inc.

Television

o s e et ___.Iud.[&.“- s

i
1 RIGHT: Typical of N. W. beit Systam focinies =it ba ovailabls lo: mhateses ot asedad or
‘II Ayer’s high Cl‘ﬂftSl‘lmnSh_ip was e o tmnck rransminsion of Teforitien = ond P rodio progeoms
q the simplicity of layout used ene
| in telling the story of A.T.-
- &T.’s part in television.
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AD (e rquisites Ihat 9dd R 16 pertes pariormonce am breaght 1 bear in
out manubacrurs ol (M and tabevinon iransmciors and st eestrels, That
Includos ou recognivzd wark in te Seld trosks, av wall @ a long
wxpmelenicn in Snv malsl fobseaten; PL ¢ en ecpmrimonicl 16loms
son station! Checked avery siep ol the wa on eodels ger o haal and
snlalible eherk — vodes acreal fokecasiing cond:tians . . As eamshetarmin
ol sslom-Lissll sloctronic aquipmont 1y manairturss suzbassly, we oo
#7tve 70w in tha building ok the follawing 1s your spaibeatians

“ TRARSMITTING CONTRGLS DA .. . v pombavead comtred L o

SHERRON ELECTRONICS CO.

Federal

1261 FLULEING AVENUE, BROGNLYN 8, K.Y
“Wisa T Benk f T Standan, Sherin v v Bsndar Kenipmrs

One of the most successful cam-
paigns was that of Buchanan & Co.,
Inc., for DuMont. Advertising was
outstanding for its build-up of the
Allen B. DuMont Laboratories, Inc.

January, 1946

Example of progressiveness of small-
er companies is the fine series of
television equipment ads prepared
for the Sherron Electronics Co. by
the Harold Marshall Advertising Co.

Federal’s ad announced plans for
their new high frequency transmitter
and plugged high definition televi-
sion in full color. Agency is Mar-
schalk & Pratt Co.

i9
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Television QOutlook in Boston

Seventh in a series of articles analyzing the applications of the vari-
ous claimants for television stations . .

. By GILBERT WINFIELD

THE Boston television picture fits together like a jig-
saw puzzle—fve channels, five applicants. Of all the
large cities of the east coast it presents the clearest and
the least complicated situation. New York, Philadelphia
and Washington all have more applicants than available
channels, but Boston alone, true to its traditions of
decorum, gives the FCC no problem of selection or elmi-
nation. But ’twas not always thus.

At one time there were seven companies in the Boston
area applying for commercial television stations. But
Filene’s Department Store, Metropolitan Television affi-
liate, withdrew, and then there were six. Next Allen
DuMont Lahoratories withdrew their application in favor
of applications for other cities, and then there were five.
Of the five applicants, three are operators of AM sta-
tions in or about Boston, one a manufacturer of radio
and electronic eqnipment and the fifth represents Holly-
wood.

The AM operators are Westinghouse Radio Stations,
the Yankee Network, and E. Anthony and Sons. Raytheon
is the manufacturer who has also applied for commercial
licenses in New York and Chicago. The film company
entry is New England Theatres, a Paramount Picture
subsidiary.

There were originally two applications for experi-
mental stations. The Twentieth Century Fox deal fell
through when the application was denied by the FCC.
CBS has the only expetimental application still pending.

Considering that Boston has a population of approxi-
mately 800,000 and a retail trading area population of
over 3,000,600 who spend more than 1% billion dollars
annually, it is obvious that Yankee conservatism in the
face of large investments and color television and pos-
sible obsolescence in five years or so, has kept more
local companies from plunging into television.

With relay plans of A T.&T. and Raytheon well under
way Boston will probably be hooked-up with New York
and Washington before the end of 1946. Bostonians,
therefore, will be among the first to receive network
television.

The Yankees Network, Inc.

Address—21 Brockline Avenue, Boston, Mass.

Officers—Henry Linus Travers,, Executive Vice-President.

Ownership—General Tire and Rubber Company, Akron, Ohio—
owns 100% of stock.

Estimated Costs—

1. Vis. transmitter $22.000
2. Aural transmitter plus tubes 13,750
3. Antenna System 5,000
4. Studio Equipment 89,000
5. Studio Lighting 10,000
6. F & M Monitors 3,300
7. T.and 10,000
8. Building 25,000

9. Other item—$10,000 equipment installation; $5,000 field

tesls, engincering; $11,000 antenna installation
Total Coxrs—§205,050

20

Operation Costs per month—$2,000 (exclusive of program costs)

Channel] #2

Kilocycles—60,000-66,000 kes

Power, aural & visual—Aural 2kw—Visual 4kw

Location of Studio—21 Brookline Avenue, Boston. Mass.

Engineering Consuitant—I. B. Robinson, Technical Director
Yankee Network

Lawyers—Pierson & Ball, Munsey Building, Washington 4, D. C.

New England Theatres, Inc.
Address—60 Scollay Square, Boston, Mass.
Officers—Samuel Pinanski, President -
Ownership—Paramount Plctures Trc.
Estimated Costs—

1. Vis. transmitter 1
2. Aural transmitter plus tubes § $36,000
3. Antenna System 7,500
4. Studic Equipment 81,000
5. Studio Lighting 5,000
" 6. F & M Monitors 1,300
7. Other jtems—$1G.500 remote equipment; $50,000 engineers

fees & construction

Total Costs—$221,300

Estimated Operating Costs per month—8$15,000

Channel #4 ,

Kilocycles—66-72 mcs

ESR—1044

Antenna
Height, sea level-—375 feet
Height, ground level—125 feet

Transmitter location—Tufts College, Medford, Mass.

Power, aural visual—Awural 2.5kw—Visual S5kw

Size of area—Primary 408 sq. miles; secondary 2596 sq. miles

Location of Studio—FEsquire Theatre, Huntington Avenue, Boston

Engineering Consultant—L. E. Pett, Allen B. DuMont Labora-
tories

Misc.: Interesting is the tie-up with. Tufts College., Tufts will
originate educational and experimental commercial programs
from auxiliary studios to be erected by the applicant at the
college. The plan calls for complete utilization of television for
Tufts Dramatic School for their engineering department, and ‘as
a testing ground for Tufts’ marketing department.

Raytheon Manufacturing Company

Address—190 Willow Street, Waltham, Mass.

Officers—Joseph Pierson, Manager of Communications

Estimated Equipment Costs—$400,000-$600,000

Channel #2

Kilocycles—54-60 kes

ESR—5520

Antenna
Height, sea level—490 feet
Heicht, ground level—440 feet

Location—Self-supporting, tapered steel tower

Transmitter location—190 Willow Street, Waltham, Mass.

Power, aural and visual—Aural 20kw—Visual 40kw

Size of area—Primary 821 sqg. miles; secondary 3550 sqg. miles

Location of Studio—Foundry Avenue, Waltham, Mass.

Engineering Consultant—Raymond M. Wilmotte, Washington

Lawyers—Foley & Hoag, Boston; Kirkland, Fleming, Green, Mar-
tin & Ellis, Washington

Misc.:—Raytheon, manufacturer of electronic tubes and equip-
ment, has recently purchased the Belmont Radio Corporation
of Chicago. They have extensive plans for operating radio relay
~facilities (TELEVISION Seplember) They also have applica-
tions for television stations in Chicage and New York.

- Television
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Columbia Broadcasting System, Inc.

Address—485 Madison Avenue, New York City
Ownership—Columbia Broadcasting System
Estimated initial costs—

7. Land
8. Building
Other items-—870,000 installation and remote
equipment

40,000 (mostly leased)

Total Costs $241,000

7 Transmitter $150,000 Estimated Operation Costs per month—$12,000
Antenna 25,000 Channel #5
Studio Equipment 75,000 Kilocycles—84,000-90,000 kcs
Other items 50,000 ESR—1610

Total Costs M Transmitter location—Newport Road, Hull, Mass.

Kilocycles—480,000-496,000
Transmitter location—182 Tremont Street, Boston
Power, aural and visual—Visual 1 kw

Westinghouse Radio Stations, Inc.

Address—lﬁlQ Walnut Street, ‘P‘hj]adefphia. Pa.
Officers—Walter Evans, Vice-President
Cstimated Costs—

Location of Studio—--275 Tremont Street, Boston, Mass.
Engineering Consubtants—Ring & Clark, Washington
Lawyers—Pow, Lohnes and Albertson

E. Antheny & Sons, Inc.

Address—=555 Pleasant Street, New Bedford, Mass.
Estimated Equipment- Costs— £229,800
Estimated Operation Costs per month—3%1-1.000

1. Vis. transmitter $30,000 Channel #3
] Kiloeyeles -60-66 mces
2. Aural Lrans?lltter plus tubes 15.000 ESR 1515
- 3. Antenva :SYSlem 18,000 Transmitter lneation- Park Square Building, Buston, Mass,
4. Studio Equipment 62,500 Location of Studio Park Square Boilidhine, Boston, Vass.
"5. Studio Lighting 4,000 Encineering Consultant Paul F. Codley Company.
6 1,500 Lawvers-- Loueks & Scharfeld

. F & M Monitors

Black wavy lines indicate the primary and sccondary coverage in the Boston arca which can be given by
- a 25 kw station, assuming that the antenna is 300 feet high and {ocated in the center of the business
district. Dotted line indicales the trading area. Contour map, courtesy of Allen B, DuMont Laboratories.
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ADVERTISING

ADVERTISING activity last month
was pointed toward future plan-
ning rather than immediate use of
the medium, with many of the agen-
cies lining up their top advertisers.

Elgin Watch signed a thirteen
week contract at WCBW for two
weekly time signals through J. Wal-
ter Thompson. With Elgin on WNBT
and WBKB, this gives them a total
of three video spots.

U. S. Rubber concluded their
series on the “Friday Night Quarter-
back” over WNBT. Based on foot-

makes a total of six films which the
agency has produced in the past six
months.

Ben-Rus Watch have completed
their 13-week contract for time spots
on WCBW. Agency is Young &
Rubicam.

Ben Pulitzer Creations are also
in the line-up waiting for WABD to
go back on the air. Novel format will
be centered around Jimmy Jemail,
Inquiring Photographer of the Daily
News, who will interview people
from all walks of life. Program will

New Ben Pulitzer sponsored programn, due to start on WABD when station re-
sumes operations, will star Jimamy Jemail, Inquiring Fotographer of the New
York Daily News. The entire series will be produced by Loewi-Gamble,

ball predictions, seasonal ending
came with the various bowl games.
This is the third format U. S. Rubber
tried the past year, and they will
undoubtedly resume tele-program-
ming soon again.

Waltham Watch, through their
agency N. W. Ayer, are now making
two new twenty second films for their
time spots, which are currently being

shown over WNBT and WPTZ. This
22

be produced by Loewi-Gamble Pro-
ductions, who see in this type of
format the forerunner of remote
pick-ups. However, since studio in-
terviews lack the color of street cor-
ner button-holing, interest will be
given to the program by having the
contestants display their hobbies or
talents. Plans also include having
“name” guest stars who will do their
particular  specialty — cartooning,
singing, dancing, etc. Commercials

Mpsnsr 2o ricanradinhictan s oo

programming .

Current advertising activities point toward early '46
.. review of ‘45 advertising sponsorship.

will be integrated into each program,
with perhaps the sponsor’s product
— men’s ties — offered as prizes.

AGENCY ACTIVITY

Anderson, Davis & Platt is the
first agency to embark on a large-
scaled, multiple sponsored program,
with their announced plans for a
daily hourlong program over
WABD. Maximum of ten manufac-
turers may participate each hour,
with a rate of $90 set for one minute
of commercial time. This charge is
based on a 13-week contract with a
minimum of two announcements per
week. Price will drop to $80 for a
52-week contract. Agency is now busy
lining up sponsors,

“Television Parade” is the tenta-
tive title of the program which will
occupy the 12 noon to 1 p. m. spot,
Monday through Saturday and which
will get underway when the new
DuMont studios open at Wana-
makers. Formats will demonstrate
fashions for men and women, home
planning, food preparation, modern
electric appliances and how to use
them, use of cosmetics, and a better
understanding of art, literature and
music. While the themes will empha-
size better utilization of products and
self-improvement, programs will not
be highbrow, but will combine en-
tertainment and amusement with all
the educational features sugar coated.

Schedules will change weekly, with
the Saturday children’s feature being
a regular. This will include all sorts
of games and story telling for chil-
dren, incorporated into a party idea.
Both film and live talent will be

employed.

Duane Jones, after laying the
preliminary groundwork of research
and study, has announced definite
plans for starting commercial experi-
mentation. According to Walter
Ware, their main aim is to learn how
to put the particular type of adver-
tising that they have applied in their
copy into terms of television. They
believe that their “reason why” tech-
nique will lend itself to the demon-
stration of products and the develop-
ment of “how to do it” commercials.
Although they plan to do shows for
a number of sponsors, prime empha-
sis will be placed on the effective

Television
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presentation of commercials, as they
feel too little time has been spent on
the development of commercial for-
mats.

As a check on their own theories
and experiments, the agency will
make their own audience research
surveys. Present plans call for cir-
cularizing viewers with a letter, tell-
ing them about the program, explain-
ing that they are new and experi-
menting and promising them a gift
of the sponsor’s product if they will
write their opinion of the commer-
cial. Very pointed questions will be
asked in the letter and a place left
for remarks. In addition, the studio
audience will also receive question-
naires to test their reaction. From
this twin approach, they believe a
true picture of consumer response to
the format will be obtained. Pro-
grams will probably begin over
WABD when it reopens.

COMMERCIAL SHOWS

General Mills made their video
debut at WCBW with a 22 minute
film, entitled “400 Years of Cake
Making in 4 Minutes.” Film was
originally made in color for com-
mercial distribution, and not pri-
marily for television, (Many com-
mercial films will probably be made
with video showing in mind.) Con-
tract was signed direct.

Opening sequence detailed the bak-
ing of the first cake, concocted to
suit the palate of Henry VIII, then
shot to close-ups of various cakes
which became favorites through the
vears. Off screen narration carried
the film to the present day and lead
into the Betty Crocker experimental
kitchens. Another detailed sequence
explained recipe testing methods, vis-
ualized with shots of white smocked,

home-economists measuring, check-
ing, filling out reports, etc., winding
up with flashes of letters from satis-
fied cake bakers. This led up to the
demonstration of their four minute
cake recipe and at this point one of
the Betty Crocker staff took over. She
reiterated the standards which had
just been given in the previous scene.
Then began the actual mixing of the
cake. Demonstration technique here
was good, with close-up shots of the
mixing process, and actual facts
given with each step. The Soft-As-
Silk cake flour box was prominently
displayed. Cake pans were filled and
popped in the oven. Film concluded
with shots of the cake iced with a
variety of frostings.

Main objection to the film was its
repetitiousness. The lengthy mono-
logue by the demonstrator could
easily have been omitted, with her
role limited to mixing the cake. Then
from the point of immediacy and
actuality, the film was badly edited.
Good trick here may have been to
open with the four minute recipe
demonstration, up to the point where
the cake was placed in the oven. In-
ference could have been made that
while it was baking, here was a
glimpse into the history of cake mak-
ing, and the careful tests made by
the Betty Crocker staff which resulted
in the development of this particular
technique. As a closing shot, the cake
could have been taken from the oven.
Because the demonstration technique
was good, feeling was given that a
cake was actually being baked in
front of you. That effect was de-
stroyed when the finished cake was
removed from the oven in a few
minutes — and the commercial value
was weakened. For that is television’s
forte — seeing things as they happen.

the immediate endorse

TELEVISION.

PUBLICATION of the results of TELEVISION MAGA-

ZINE’S-AUDIENCE PANEL met with such interest
that we are convinced of the necessity of further con-
tinuation of this important task, Grateful as we are for
ment, we are not yet convinced
that sufficient work has been accomplished before the
Panel will serve the industiry as a definite guide in pro-
gramming and commercial techniques.
groundwork is now being done with present television
broadcasters and advertisers which will insure the
solidity of our Panel when it appears in future issues of

Additional

January, 1946

Ready

FOR YOUR TELEVISION

PROGRAMMING . . .

Ox Exclusive Basis!

Select your entire program series
from the largest 16mm sound library
in the world! Over 3,000 subjects to
choose from!

Cost? A tiny fraction of what a
live telecast or special telefilm
would bel

nee I
Complete Full Color Catalog

Fill in coupon below for copy of Interna.
tionol Theatrical Television Corp. catolog—
no charge or obligation! No mater what
your cbjectives or type of audience you
want to influence — you’ll find o wealth of
telecast material for immediate program-
ming. Act now! Fill in caupen and mail
to-day.

International Theatrical &
Television Corp.
25 West 45th St., New York, N. Y.
Gentlemen:

Please send me my copy of your new full
calar catalog listing over 3,000 subjects,
Na cost or obligation to me,
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And commercials which use'a “here’s
how” technique can’t afford to bluff
the “happy ending.”

Famous Features Syndicate, a
service which furnishes dress pattern
promotion to newspapers, sponsored
“See and Sew” with Sally Smart over
WRGB. Sally, who is a puppet char-
acter, would pop up in the nick of
time with sage advice, when the
drama called for a situation-saver
(Deus ex Machina, Jr.} with the
right ideas about the economy and
smartness of home-made clothes.

THE YEAR IN REVIEW
WHILE the list of agencies and ac-

counts who have participated in
television in the past year may seem
iinpressive, advertising activity was
really extremely I'mited. Only a hand-
ful of advertisers and agencies pro-
duced sufficient teleshows to gain any
worthwhile experience. Many agen-
cies went in for one time shots which
did no one any good from a technique
angle, except as a trade promotion or
to satisfy the desire of a radio direc-
tor to produce one show. Thus many
agencies have “pioneered” but only a
few have persevered. And those who
have produced a series of programs
are the first to say that the main les-
son learned is the need for continued
experimentation.

Techniques have varied from one
minute film shots to fifteen minute
programs where the commercial was
integrated throughout the program.
Briefly, here are some of the commer-
cial formats, each varying widely
i its individual conception, which

marked agency experimentation last
year. ‘

Institutional

Building on the idea that the “be-
hind the scenes™ story of a product
can be made into an entertaining and
eaucational format, this form of ad-
verlising came in for a good deal
of experimentation. Such programs,
while basically institutional, have a
punch on video which makes them in
many cases as eflective as straight
shows. , :

Good example was the U. 5. Rub-
ber, “Serving Through Science” pro-
grams, which demonstrated various
rubber products and the part they
played in winning the war. U, S. Rub-
ber directed and produced the 1%-
liour weekly series presented over
WABD. (Agency—Campbell-Ewald
Co.). DuPont, through B.B.D.&0O., ex-
perimented with “How’s Your Imagi-
nation”. Format was a commentary
on wartime developments, with view-

ers invited to use their imagination

in projecting products, use into the
future. ,

“Backstage at Gimbels”, presented
over WRGB, was built around a mo-
tion picture film of Gimbel’s “Labo-
ratory of Living”, where products
sold in the store are tested for quality.
Live talent was used for continuity.
Format centered around a mother and
daughter shopping at Gimbels. As
they went from counter to counter,
films were cued in showing how the
merchandise they saw displayed was
made and developed.

integrated
Big problem in radio, which car-

ployed

ries over to tele, is to sustain audience
interest through the commercial. This
technique of incorporating the com-
mercial into the format has also come
in for experimenlation,

Chef Boy- Ar-Dee commercial,
through McJunkin Advertising, was a
typical example. Sponsoring ABC’s
“Ladies Be Seated” audience partici-
pation program, a stove was installed
on the set, and the spaghetti put on
to cook in twelve minutes. Show then
went on with the stove always kept in
camera range. At the end of the
twelve minutes, the spaghetti was re-
moved, completely cooked, proving

'the sponsor’s claims.

Commonwealth Edison’s video ex-
perimenting over WBKB also em-
this technique. Aiming to
develop a greater use of electricity,
their “three formats stressed the use
of the electric range and other elec-
trical appliances. “Cooking by the
Dial” was a television version of the
cooking school format, “Welcome to
the -Walkers” was built around the
amusing happenings in the home life
of two neighbors—with many of the
comic incidents taking place in the
kitchen. “Telequizicalls”, a viewer-
audience quiz show, offered mer-

“chandise certificates for electrical ap-

pliances which were mounted on a
display panel and flashed on the
screen for every contestant to see.

Pal Blade’s quarter-hour program
over WABD, “The History of Shav-
ing” or “The Care and Feeding of
Whiskers”, plunged directly into
shaving and by means of flashbacks,
portrayed man shaving down through

“Thanks for Looking,” onc in a series of tele programs produced for Lever Brothers by Ruthrauff & Ryan
over WABD, was based on an audience-viewer participalion format. Here John Reed King, assisted by Patricia
Murray, has just drawn name of televiewer from glass bowl and is posing question to person called on phone. .

E‘i:
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“Magic Carpet” series, pro-
duced by Anderson, Davis and
Platte for Alexander Smith
Carpet Co. over WABD, used
specially edited travelogues to
take the family at the right
for a tour on the magic carpet.

the ages from a comic point of view.
A cast of eleven in appropriate cos-
tumes acted out scenes against spe-
cially painted backdrops. (Agency—-
Al Paul Lefton Co.)

Fashion presentations lend them-
selves well to integrated handling for
everything that is modeled is a plug
in itself. It has long since been
learned that a fashion show can be
televis.on’s biggest bore and here are
a few of the many different program
formats worked out to avoid the static
fashion show.

A half-hour musical with ballet
dancers modeling bathing togs, sports
and evening clothes was presented by
John Myers Department Store over
WRGB. Particularly elaborate was
Conde Nast’s presentation of “Pattern
for a Dream”, a ¥4 hour commercial
for Vogue Patterns over WRGB.
Program opened in the mess room of
an aircraft carrier where several of-
ficers come upon a Vogue Pattern
book. In it is the picture of a girl
whose face has been blacked out. In
his own mind each of the men sup-
plied her with the face of his own
dream girl and a series of flashbacks
revealed their reflections and memo-
ries. . Sanforizing Division, Cluett
Peabody & Company, presented a
series on “Fashions Coming and Be-
coming” through Young & Rubicam
over WABD. Nancy Dixon, Sanfor-
izing’s fashion authority, was the fem-
cee of each program which drama-
tized fashions in a different format
each time. , -

“Teleshopping ‘at Macy’s”; a five
minute shopping series over WABD,

featured a different department in

each show. Typical was the Bridal
Shop program which in five minutes
modeled a. war bride’s trousseau.
(RKO—Television). Robinson’s De-
pariment Store, presented models dis-
playing latest fashions, with a fashion

January, 1946

magazine as a background. (Agency
—Mays & Bennett}. Gimbel’s [ashion
show at WNBT tied in the cover of
Harper's Bazaar, with the cover mod-
el posing before the magazine. Theme
brought the pages of the magazinre
to life.

Demonstrotion

Selling axiom. that a demonstration
is half the sale has a natural applica
tion in television.

Ruthrauff & Ryan series for Lever
Brothers has made good use of this
technique. Most recent commercial on
the “Aunt Jenny” show, which was
sponsored by Spry, showed how to
prepare a turkey for roasting, using
the product of course.

Contrasts between the old wash-
board methods of washing and the
Rinso way have also been shown on
the Rinso sponsored shows. One par-
ticularly good version was done in
pantomine wth the girl responding
in expression and gestures to the off-
screen instructions of the announcer.

The first Super Suds show, pro-
duced by William Esty for Colgate-
Palmolive- Peet, built their entire for-
mat on the “Here’s How"” theme.
Direct commercial was the “Here’s
How—to wash a blanket”, which
gave practical information on the use
of the product.

Variations on the demonstration
technique are the department store
uses of video. Marshall Field & Co.

have been presenting “Wednesday

‘Matinee”, as a weekly series on

WBKB. Their tips

on gardening

'stressed the how-to-do-it angle. The

Fair Store, now launched on their
experimental tele shopping series at
WBKB, is also stressing a merchand-
ise presentation format.
Stills

Stills can range from a simple title
card with the sponsor’s name, to

“Fashions Coming and Be-
coming,” Cluett Peabody se-
ries produced bv Young & .
Rubicam over WABD, dram-
atized fashions im a different
format each time. Scene above
was from their first program
~which plugged beach wear.

elaborate poster displays, or back-
drops which give a silent plug
through the entire show.

Gillette, with their twice weekly
sponsorship of boxing bouts over
WNBT, relies entirely on stills for
their commercials. {Agency—Maxon,
Inic.) Curtis Publ’shing Co. also used

stills showing magazine covers and

25
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“Serving Through Science,” institutional program by U. S. Rubber over WABD,
showed the wartime uses of their product. Here, Charles J. Durban, assistant
director of advertising for the company, is shown with a rubber life boat.

Botany has animated their wooly lamb trade-mark for their
weather reports at WNBT. Agency is Alfred Silberstein.

Rinso turntable consisted of three divi-
sions containing identical packages of
the product. Title cards in each divi-
sion mentioned different uses. This was
developed for Lever Brothers by Ruth-
rauff & Ryan as part of the series.

26

titles of lead articles in their commer-
cials on the Army-Navy game over
WNBT. (Agency — MacFarland-Ave-
yard).

For their pre-Christmas time sig-
nals over WCBW, Ben-Rus watch
commercial consisted of a Christmas
wreath with two Ben-Rus watches
mounted in the center. Close-up shots
gave the right time, as well as a good
view of the watches featured. (Agen-
cy—Young & Rubicam). Bulova also
used a poster of a watch with the sec-
ond hand going around for their time
signal at WNBT. (Agency—Spear &
Co.) Esquire’s cover was used as a
means of fading titles in and out for
the sponsorship of the all-star base-
ball game, filmed by ABC and shown
over WRGB. (Agency—Schwimmer
& Scott.)

waany americanradiohictarnz. com %

Keeping the product in sight
throughout the program is a natural
for packaged goods. Typical of this
technique were the backgrounds used
on Lever Brothers, “Thanks for
Looking™ show. In one set, large
boxes of Rinso, soap bubbles and the
Rinso White radio jingle formed the
hackdrops, while in another, the Life-
huoy Soap hox and bar, together with
the ad theme, gave a silent plug
throughout the show.

Animation

Capitalizing on the public liking
for cartoons, some experiments have
been made along these lines. Typical
example was the program. “Herkimer
Wins the Red Heart”, sponsored by
John Morrell & Co. for Red Heart
Dog Food. This consisted of 36 car-
toons and headlines which were alter-
nately filmed onto two 35mm. slide
film strips and projected directly onto
the face of the iconoscope, using lap
dissolves. Sound was a narration in
rhyme, recorded over a musical back-
ground. (Agency—Henri, Hurst &
McDonald, Inc.)

Botany, using weather reports as
station breaks, animates their wooly
lamb trade mark as the focal charac-
ter in the series. Commercial plug is
usually given by having the lamb of-
fer a tie or other piece of merchandise
with the Botany label. (Agency—Al-
fred Silberstein)

Animation has also been tried out
in other ways besides the film cartoon
versions. The Rinso letters, simulating
clothes flying in the breeze, pop into
view, spelling out the word. The Su-
per Suds show also used animated
hand action on some of their still car-
toons.

Film

On the widely disputed question of
film vs. live, the issue has resolved
itself into a general feeling that
there’s a place for both. Film pro-
ponents point to its use, particularly
in a demonstration type commercial,
as a safeguard against error—with
results sure to be “as advertised”.
They further point out that in this
pre-network stage, it makes for eco-
nomic use of the medium, for films
can be shipped to other stations
around the country and used repeat-
edly. However, enthusiasts of live
hold that the immediacy of tele is
missed if film is used—that the view-
ing public will believe what it sees
happening, more readily than it will
a film version. Public knowledge of
takes and retakes will dim the effect-
iveness of film, they believe.

Certain products have lent them-
selves particularly well to film. Esso,
with their sponsorship of special
events such as Eisenhower Day, over

Television
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WNBT, etc., used film shots to show
their gas stations, cars in motions,
etc. (Agency—Marshalk & Pratt.)
For their sixth consecutive sponsor-
ship of the Penn foothall game over
WPTZ, Atlantic Refining Company
made a series of four films (repeated
twice weekly during the 8-week game
schedule) which were shown before
the game, during the half and after
the game, {Agency—N. W. Avyer.)
Pan American’s “Wings of Democ-
racy” program at WNBT, also util-
ized film clips showing their planes
in flight as opening and closing se-
quence to their film travelogues.
{Agency — J. Walter Thompson.)
Waltham Watch with contracts for
time breaks at WNBT and WPTZ
have made films, all with dramatic
themes centering around time. (Agen-
cy—N. W. Ayer & Sons.) Elgin also
uses film clips in their time signals.
Same idea of tying in ad theme is
used with background of twinkling
stars underscoring the commercial
that Elgin time is timed to the stars.
(Agency—]. Walter Thompson.)
Live
Experiments

with the live an-

nouncer type of commercial has
varied from the comic approach to
the more familiar personalized form
of talking directly to the viewer.

Alexander Smith concluded their
“Magic Carpet” programs over
WABD by introducing the viewers
to Clara Dudley, their home consul-
tant, who discussed carpeting prob-
lems and explained the Alexander
Smith floor plan. (Agency—Ander-
son, Davis & Platt.)

Gag type commercials were used
on the Ben Pulitzer Tie programs,
tying in with the variety show format.

Elgin commercial over WBKB uses
live models and a three minute
dramatic format for their presenta-
tions. (J. Walter Thompson—Chi-
cago.)

SUMMING IT UP

These examples are just some of
the highlights to show the trends of
commercial techniques.

In almost all agency experimenta-
tion, particular emphasis was given
to the development of the show itself,
on the theory that without a good

show there would be no audience.
There is a growing consciousness
that more attention should be given
to the development of good video
techniques in order to best use the
potent combination of a video and
audio plug. While the “behind the
scenes” tug of war over final produc-
tion control is still an unsettled ques-
tion between the agencies and the
networks, agencies admit freely that
before attempting to call the signals,
they must understand the technical-
ities of television, must be familiar
with its scope and limitations—and
they want a chance to learn.

Experimentation to date has been
spotty—there has been very little ac-
tivity the last quarter of 1945. But
1946 will see intensified effort and
the entry of many newcomers into
the tele field. For even those who
have a “wait and see” attitude toward
the new medium, are becoming con-
vinced that they had better be pre-
pared.

Yes, there’s a feelm«y that televi-
sion’s “‘tomorrow” lenathened by the
war years, is here and that * ‘today”
is the time to get going.

Admiral Radio Corp. — Direct

Platte, Inc.
American Gear Co. — Direct

Associates, Inc.

vertising
Young & Rubicam, Inc.

Inc.

rect
Co.
tributors — Direct

Esso — Marschalk: & Prast Co.

Co.

Acrobat Shoe Co. — Ruthrauff & Ryan, Inc.

Alexander Smith Carpet Co. — Anderson, Davis &

American Institute of Food — Direct

Atlantic Refining Co. —N. W. Ayer & Son, Inc.
Ben Pulitzer Creations— Loewi-Gamble Productions
Ben-Rus Watch — Young & Rubicam, Inc.
Botany Worsted Mills — Alfred J. Silberstein
Broadway Department Store — Lee Ringer
Bulova Watch Co. — The Biow Co., Inc.

Carter Products, Inc. — Buchanan & Co., Inc.
Cel-O-Sheen Tablecloth — Norman D. Waters &

Central Manufacturmg Co. — Direct
Chef Boy-Ar-Dee Quality Foods — MacJunkin Ad-

Cluett Peabody & Co.— Sanforizing Division —
Colgate-Palmolive-Peet Co. — William Esty & Co.,

Commonwealth Edison — Direct
Conde-Nast Publications — Vogue Patterns — Di-

Curtis Publishing Co.— MacFarland, Aveyard &
Duff Gordon Wines — Munson Shaw American Dis-
E. I. DuPont—B. B. D. & O., Inec.

Elgin Watch Co. —J. Walter Thompson Co. Ine.
Esquire — Schwimmer & Scott Adverttsmg Agency

The Fair Department Store — Direct
Firestone Tire & Rubber Co. — Sweeney & famec Inc.

Waltham Watch — N, W. Ayer & Son, Inc.

List of Advertisers

ing Co.

Inc.

I. J. Fox Co. — Direct

Gertz Department Store — Direct

Gillette Safety Razor — Maxon, Inc.

Gimbel Brothers, Philadelphia — Direct

Harper’s Bazaar — Abbott Kimball Co.

Richard Hudnut — Kenyon & Eckhard:

Johansen Brothers Shoe Co. — Ansfenger Advertis-

Lever Brothers — Ruthrauff & Ryan, Inc.

Liberty Mutual Insurance Co. —B. B. D. & 0., Inc.
Loft Candy Corp. — Al Paul Lefton Co., Inc.

R. H. Macy & Co., Inc. — Direct

Maritime Milling Co.-— Baldwin & Strachan, Inc.
Marshall Field & Co. — Direct

Miles Laboratories — Wade Advertising Agency
John Myers Department Store — Direct
Nash-Kelvinator — Geyer, Cornell & Newell, Inc.
Nu-Made Mayonnaise — Foote, Cone & Beldmg
Pal Razor Blades-— Al Paul Lefton Co., Inc.

Pan American — J. Walter Thompson Co.

Park & Tilford — Charles M. Storm Co., Inc.
RCA Victor — J. Walter Thompson Co.

Red Goose Shoes — Westheimer & Co.

Red Heart Dog Food — Henri, Hurst & McDonald,

J. W. Robinson — Mays & Bennett Advertising Co.
Schutter Candy Co.— Westheimer & Co.
Shell Gil Co. — /. Walter Thompson Co.
Society of American Florists — Bozell & Jacobs,

Tangee Lipstick — Warwick & Legler, Inc.
Tintex — Charles M. Storm Co., Inc.
U. S. Rubber Co.,

N. Y. — Campbell-Ewald Co.,
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EQUIPMENT
$

The Year in Review...technical developments few
but important ... summary of 1945 patent application.

ECHNICAL developments in tele-

vision equipment have been quali-
tative rather than quanitative. Na-
turally this was to be expected what
with all available scientific and en-
gineering facilities and personnel
harnessed to the all-out war effort.

Perhaps the most important ad-
vance was in radio relay work. In the
R.C.A.-Western Union experiments,
results have been so conclusive for
voice transmission, that Western
Union is now planning to scrap its
existing system of wire communica-
tion in favor of radio relay. Contracts
have already been let out for con-
struction of relav towers between New
York and Philadelph’a.

Philco’s  relav  hook-up between
Philadelphia and Washington is evi-
dence that the step-up from voice to
telev'sion relay is practical, This con-
tention has also been borne out by

RCA Image Osthicon
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the developmental work of General
Electric and International Business
Machines, Federal Telephone and
Radio, Raytheon, and A.T.&T.

Construction of coaxial cable fa-

«cilities by A.T&T. has also gone

steadily ahead, culminating in the
opening of the Washington to New
York line.

Newcomer to the transmission field
is the Stratovision system, iointly
proposed by Westinghouse Electric
Corp. and Glenn L. Martin Company.
This was developed during the war
by the Army Signal Corps. Plan en-
compasses an airborne svstem of tele-
vision relaying, whereby television
signals can be sent through antenna
and transmission equipped airplanes
fiving in fixed circular formation six
miles up in the air. Actual flizht tests
to demonstrate the practicability of
the system have just gotten under-
way. (See “Network Plans” page 7,
September TELEVISION for com-

G-E —IBM Radio Relay Tower

plete story on present status of
facilities.)
Another important advancement

was the Image Orthicon Tube, a war-
time development of the RCA Labor-
atories. This highly sensitive tube
makes it possihle for mobile cameras
to operate under the most difficult
lighting conditions, being able to
televise clearly in light intensities as
low as the flare of a match. This
development extends the scope of
programming operations to include
all types of outdoor and indoor pnick-
ups where pre-arranged lighting
conditions are not possible. While
still not perfected for studio use as
yet, the problem is now in the pro-
cess of being solved. Its ultimate per-
fection is bound to have far reaching
effects on present systems of studio
lighting. (For technical story, see

November TELEVISION.)

Other equipment developments were
largely in the improvement of present
studio and transmitter equipment.
Chief among these are the high fre-
guency, water cooled transmitting
tubes: cathode rav tube improve-
ments such as aluminizing to give
more brilliance to the picture, and
greatly improved broad band an-
tennas.

Receiver development was mostlv
limited to improvements of circuit
design and an increase in definition
and brightness,

MOBILE EQUIPMENT — Telemobile,
designed by Klaus Landsberg of Tele-
vision Productions, combines. all con-
trol equipment necessary for operation
of two television cameras, including
the synchronizing pulse generator,
sweep signal generator, power supplies
and monitoring units.

Television

B ————— w idﬁm Sl oo
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Professional Directory

RING & CLARK
Consulting Radio Engineers

WASHINGTON, D. C.
Munsey Bldg. ® Republic 2347

Frank H. Mclntosh
Consulting Radio Engineers
710 14th St. N. W.  ME. 4477
Washington, D. C.

McNARY & WRATHALL
CONSULTING RADIO ENGINEERS
National Press Bldg. DI, 1205

Washington, D. C.

JANSKY & BATLEY

An Organization of
Qualified Radio Engineers
DEDICATED TO THE
SERVICE OF BROADCASTING

National Press Bldg.. Wash., D. C.

COMMERCIAL RADIO
EQUIPMENT CO.

Radio Engineering Consullants
Complete engincering services for
applicant, owners, and operators of

AM — FM — and Television

Broadcasting Stations
International Building, Washington, D. C
321 E. Gregory Boulesard, Kansas City, Mo,
Cross Roads of the World, Hollywood,Calif.

WORTHINGTON C. LENT
Consulting Engineers

International Bldg.
i319 F Street N. W.

Wash., D. C.
District 4127

JOHN J. KEEL
CONSULTING RADIO ENGINEERS
Earle Bldg. ®  NATIONAL 6513

Washington 4, D. C.

GEORGE C. DAVIS

Consulting Radio Engineer
Munsey Bldg. District 8456

Washington, D. C.

John Creutz
Consulting Radio Engineer

328 Bond Bldg. REpublic 2151
Washington, D. C.

WELDON & CARR
CONSULTING RADIO ENGINEERS
WASHINGTON, D. C,

1605 CONNECTICUT AVENUE
PHONE—MICHIGAN 4151

DIXIE B. McKEY
ROBERT C. SHAW
CONSULTING

RADIO ENGINEERS
1708 I&th Street N. W. Suite 405
Washington, D. C. NAtional £982

JOHN BARRON
Consulting Radio Engineers

Specializing in Broadcast and
Allocation Engineering

Earle Building, Washington 4, D, C.
Telephone NAtional 7757

1945 PATENT REVIEW

Amplification

Kurt Schlesinger, West Lafayette,
Indiana, Patent 4$2,384.263 (RCA)—
The amplifier comprises a number ot
voltage amplifier stages with elec-
tronic tubes serving as the coupling
elements. These coupling tubes are
connected as cathode followers and
they result in splitting the load ca-
pacitances across the voltage ampli-
fier in two parts.

Patent $#2,366,358 (RCA)— An
amplifier circuit' using modulated or
keyed cathode follower circuits by
connecting a number of cathode-fol-
lower stages in series and keying
them by the blanking and synchro-
nization control impulses.

Automatic Gain Control

Robert B. Dome, Bridgeport, Conn.,
Patent 12,363,299 (G-E)—The ecir-
cuit as a whole is described as a sim-
ple and effective arrangement for

January, 1946
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securing automatic volume control
and synchronizing pulse separation
in a video frequency detector and
amplifier system without the necessity
of providing separate electron dis-
charge devices and circuits for per-
forming these additional functions.

Electronic Beam Correction

Otto H. Schade, West Caldwell, N.
J., Patent $2.368,844 (RCA)—A tube
designed to compensate for second
order distortions produced by an
electronic scanning beam.

Richard Ritter von Felgel-Farnholz,

Berlin, Germany, Patent #2,375,96%

‘ Property Custodian) — A
method for correcting or controlling
the shading of a television picture by
modulating the electron beam scan-
ning the storage electrode.

Robert E. Graham, New York City,
Patent £2,378,547 (Bell Telephone
Lab.) — A new television cireuit
aimed at removing spurious electrical

variations from the output currents
of electron camera tubes.

Color

George Beers, Haddonfield, N. ],
Patent #2.378,746 (RCA)—The
mechanism works on the basis of two
sets of color filters mounted on rotable
disks. A color wheel at the receiver
operates in synchronization with &
master wheel at the transmitter. This
apparatus is designed to transmit a
three-color image at 40 frames pex
second.

George C. Sziklai, Princeton, N. J.,
Patent $2,386,074 (RCA)—A system
providing “a brilliant projected re-
production” at the receiver in natural
colors. A new image producing tube
is provided under this patent, as is a
novel light controlling device.

Georges Valensi, Paris, France,
Patent £#2,375,966 (Patented in France
in 1938) —Scanning means are pro-
vided for exploring successively ele-
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mental arcas of the subject being tele-
vised. A first electrical signal is pro-
duced corresponding o the bright-
ness of one arca at cach given instant,
and  wutomatic means  analyze  the
color of this area and produce a sec-
ond  coded  electrical  signal corre-
sponding 1o this color. These frst
and sccond signals are transmitted to
a distant station, and there modulated
to recompose the image.

Dr. Alfred Goldsmith, New York
City, Patent $2.384.260 (RCAY—A
hand-held device designed to provide
three-dimensional,  full color  tele-
vision. adapted 1o operate in syn-
chronization with the television re-
ceiving equipment, said device con-
taining its own disc and a small elec-
tric motor.

Edwin Jay Quinby, Key West, Fla.,
Patent #2,384,259 {RCA)—This de-
vice is particularly adaptable to the
Goldsmith system. It comprises a
light-weight instrument with a sponge-
rubber fitting for the observer’s {ore-
head. An electric motor operates a
disc with color filter segments. Lye
apertures are spaced at the approxi-
mate eye-distance apart and a hand
switch 1s provided on the plastic
casing.

Deflection
Otto H. Schade, West Caldwell, N.
J., Patent #2,370,426 (RCA}— A

circuit arrangement for deflecting the
cathode ray beam in a television
image pick-up or scanning tuhe such
as the “Iconoscope™ type.

George L. Beers, Haddonfield, N.
J., Patent $#2,385563 (RCA)—This
patent covers a method for improving
the system utilized for scanning the
elements in a television picture by
controlling the velocity of movement
or the change in velocity of movement
of an exploring point or a scanning
beam.

Karl Wendt, Audubon, N. J., Patent
#2,381.238 (RCA)—This patent cov-
ers a simplified circuit for producing
oscillation frequency control voltage
which changes in value with any
change in the phase relation of the
incoming synchronization pulses with
respect to the oscillator output.

John Wilson, Bayside, N. Y.,
Patent #2,384,717 (Hazeltine) —This
patent covers an arrangement for
controlling the aspect ratio of tele-
vision scanning. A line-scanning gen-
erator and a field-scanning generator
are coupled to an output circuit of a
detector through a synchronizing-
signal separator. The line-scanning
generator also is coupled to line-
deflection windings, and the field-
scanning generator is coupled to
field-deflection windings of the cath-
ode ray tube.

30

Guiseppe  Zanarini. Turin. Ttalv,
Patent 22.369.631 (Alien Property
Custodiant—This  patent covers a
push-pull circuit for magnetic deflee-
tion of cathode ravs. The invention
was patented in Ttaly in 1940,

Echo Reduction

Frank Bingley, Chestnut Hill. Pa.,
Patent 42,372,876 (Philco} Fcho
elimination is provided through a
phase-changing means al the trans-
mitter for periodically changing the
polarity of the echoes seen at the re-
ceiver. so thal they are of opposite
character in successive frames. Phase
reversal is eflected gradually, by se-
lecting video and synchronizing car-
rier frequencies which bear a numer-
ical relation lo each other. This de-
vice works in practice on the familiar
optical eflect of “persistance of vis-
ion.”

Frank Bingley, Chestnut Hill, Pa.,
Patent #2,386,087 (Philco) — This
patent covers a system of periodically
changing the polarity of the echoes
seen at the receiver, so that they are
opposite in successive frames. The
phase of the echo carrier is changed
in respect to the picture carrier, and
is timed so that the successive echoes
balance each other out so far as the
expression on the observer is con-
cerned.

David B. Smith, Philadelphia, Pa.,
Patent #2,369,614 (Philco) —An im-
provement on patents §433,660 ana
#435.402 which were methods to re-
duce echo signals by periodically
changing the phase or polarity of the
echo carrier with respect to the pic-
ture carrier. This patent effects the
change gradually.

Film Transmitter

Hanns-Heinz Wolff, Berlin, Ger-
many, Patent #2,376,645 — A scan-
ning disc containing a number of
apertures equal to the number of
lines, operates in conjunction with a
shutter which blocks certain groups
of lines and permits others to be
scanned.

Fluorescent Lighting

Otto Schade, West Caldwell, N. J..
Patent #2.370,425 (RCA)—A system
for using fluorescent lights in a tele-
vision transmitting studio instead of
the more conventional incandescent
arc lamps or mercury vapor lights.

Lens

Arthur Warmisham, Leicester, Eng-
land, Patent #2,379,292 (Unassigned)
—An optical objective corrected for
spherical and chromatic aberrations,
coma, astigmatism, field curvature
and distortion.

Robert M. Lynn. Alladena, Calif.,
Patent 22,379,167 ( Unassigned | —A
lens system which gives a large image,
and which has been corrected {or
spherical and chromatic aherration.

Projection

T. T. Goldemith. Jr.. Cedar Grave.
N. J.. Patent £2.373.114 (DuMont)

A svatem for producing television
programs on a large size motion pic.
ture screen. From a cathode rav tube,
a motion picture camera films the
incoming picture, develops the filim
and projects it in standard motion
picture theatre projeetion equipment.

Receivers
George M. Dalv, Collingswood, N,
J.. Patent #2.362.338 (RCA) A

method for converting power for tele-
vision receivers using cathode ray
tubes from DC to AC, withoutl the
hum effects or interference patterns
unavoidably introduced in the re-
ceived picture.

Joseph K. Rose, Chicago, I,
Patent $2,368.882 (Unassigned)—A
television receiver which includes a
panel or frame surrounding the image
exhibiting screen, and an extensible
light shield that may be collapsed
{like the bellows of a camera) into
the recess of the panel bordering the
screen.

Adolph Henry Rosenthal, New
York City, Patent #22,628 (Sco-
phony), a reissue on Patent §2,306,-
407—A television receiving screen,

originally patented in England in
1938.

Receiver Control from
Transmitter

John H. Homrighous, Oak Park,
Ill., Patent #2,369,783 (Unassigned)
—A system for controlling radio and
television receiving sets by operation
at the transmitting station, so that a
power supply may be connected to
the receiving set. While the apparatus
has utility in conventional television
systems, it is held to have additional
value for military uses.

Signal Output

George L. Beers, Haddonfield, N.
J., Patent #2,383,365 (RCA)— An
arrangement for obtaining a maxi-
mum amount of useful signal in the
output of television pick-up equip-
ment under varying light conditions.

Slow-motion Television

Alfred N. Goldsmith, New York
City, Patents #2,381,902 and #2,381,-
901 (Unassigned)—A method for
providing slow motion and reverse
motion for television transmitters.
The apparatus works on the same

Television
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principle of motion pictures, i.e., if a
scene is photographed by cameras
operating four times as fast as nor-
mal and the resulting film is then
projected at normal speed, the action
depicted will be only one fourth as
fast as normal.

New Television System

Henry Haldeman-Julius, Downey,
Calii., Patent #2,367,272 (Unassign-
ed)—A television system which pro-
duces images withoul the customary
scanning mechanism, but uses photo-
electric cells, stimulated in varying
degrees in accordance with the
strength or intensity of the light rays
striking them.

Transmitters

Le Roy Moffet, Baldwin, N. Y.,
Patent ‘#363,800 (RCA)—A patent
covering several improvements in a
television transmitting system, pri-
marily an improved arrangement for

the reinsertion of the DC picture cur-
rent signal component in the trans-
mitter.

Otto Schade, West Caldwell, N. J.,
Patent #2,377,972 (RCA)—General-
ly this invention presents a system
whereby return beam blanking mav
be accomplished without the neces-
sity of resorting to 100% or heavy
current modulation of the scanning
cathode ray beam or without produc-
ing undesired variations in the signal
output intensity during the blanking
interval.

Alva B. Bradford, Collingswood.
N. J., Patent #2,368,096 (RCA)—A
picture transmitter designed to im-
prove transmission of the correct
component of picture signals by util-
izing the large power tube of the
transmitter more efficiently.

Tubes

Robert Eugene Ricketts, Plainfield,
N. J., Patent #2.365,006 {Unassign-

ed)—A cathode ray tube having, in
addition to an electron generating or
producing source, a source of second-
ary emissions electrons which are pro-
duced by the bombardment of an
electron emitting element. In this de-
vice, the secondary electrons are con-
densed with the primary electrons in-
to the spot or trace producing ray
which is directed against the fluores-
cent screen and is caused to move
across the screen in the usual man-
ner.

John S. Vansant, Huntington Val-
ley, Pa., Patent #2,378,875 (Philco)
—A method of forming a precision
screen on a cathode ray tube, replac-
ing the practice whereby the entire
face of the tube is covered with fluo-
rescent material and a mask is ap-
plied externally to cover that portion
of the tube on which the picture does
not appear. The patented tube works
without an external mask.

(continued on page 39)

IRE Winter Technical Meetings

NINE papers on television, the largest number
devoted to any single category, will be pre-
sented at the annual winter technical meeting of
the Institute of Radio Engineers, scheduled for
January 24th to 26th inclusive at the Hotel Astor,
New York. In all, eighty-seven papers, covering
sixteen general subjects, will be given during the
three day session.

Meeting will be marked by-the presentation of
papers on vital war developments which have been
prepared by the Armed Services and Government
Agencies and released for the first time. Maj. Gen.

TECHNICAL SESSIONS

Thursday, January 24
10:30 A. M.-12:30 P. M.

Group A (Grand Ballroom), Military Electronic
Applications.

Group B (Rose Room), Frequency Modulation and
Standard Broadcasting,

Group C (Coral Room), Circuits and Theory.

2:00 P. M.-5:00 P. M.
Group A (Grand Ballroom), Television.
Group B (Rose Room), Radio Navigation Aids.
Group C (Cotal Room), Vacuum Tubes,

Friday, January 25
9:30 A. M.-12:00 Noon

Group A (Grand Ballroom), Microwave Vacuum
Tubes.

Group B (Rose Room), Antennas.

2:00 P. M. -5:30 P, M.
Group A (Grand Ballroom), Radar.
Group B (Rose Room), Microwave Technique.

Leslie R. Groves, director of the Atomic Bomb
Project, will address the joint meeting of the Amer-
ican Institute of Electrical Engineers and the IRE
at the Engineering Soclety’s Auditorium on Jan-
uary 23rd. Subject will be “Some Electrical, En-
gineering and General Aspects of the Atomic Bomb
Project.” Over 120 exhibitions of radio, television
and electronic parts, equipment, etc. will also be
featured.

Technical sessions and committee meetings are
scheduled as follows:

Saturday, January 26
9:30 A. M. - 12:00 Noon

Group A (Grand Ballroom), Industrial Electronic
Applications.

Group B (Rose Room), Communication Systems
and Relay Lines.

Group C (Coral Room), Radio Propagation.

2:00 P. M.-4:00 P. M.

Group A (Grand Ballroom), Broadcast Receivers.
Group B (Rose Room), Quartz Crystals.
Group C (Coral Room), Crystal Rectifiers.

COMMITTEE MEETINGS

Wednesday, January 23 (Morning), Antennas;
Frequency Modulation, Radio Receivers, Radio
Wave Propagation.

Wednesday, January 23 (Afternoon), Circuits;
Membership, Railway and Vehicular Com-
munications; Research; Television; Vacuum
Tubes.

Thursday, January 24 (Morning), Standards.

Thursday, January 24 (Afternoon), Education;
Public Relations.

January, 1946
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WASHINGTON

FOCUS of interest is on Washington hearing (slated
for Jan. 21 — Feb. 1) to select candidates from
among six competing applicants for the four video
channels assigned to the nation’s capital. Washington
was chosen as first test hearing in television it was
understood, largely on ground that it had no present
TV service, although it will undoubtedly be one of
the most important U.S. program centers. FCC Chair-
man Paul A. Porter had earlier predicted that New
York City would be scene of first hearing, but Commis-
sion, in his absence at the Bermuda Telecommunications
Conference, voted for TV debut in Washington.

Applicants include one newspaper, one movie-
offiliaied company, a department store group and
three important set manufacturers. They are: Bamberger
Broadcasting Service, Inc., (affiliated with R. H. Macy,
and licensee of WOR, N. Y. C.); Capital Broadcasting

Co., (licensee of D. C. station WWDC); Allen B. Du-

Mont Laboratories, Inc. (set manufacturer and 37-
percent owned by Paramount Pictures, Inc.); The
Evening Star Broadcasting Co. (owner of Washington
Star, and licensee of ABC outlet, WMAL); NBC (RCA
affiliate and licensee of WRC, Washington) ; Philco Radio
& Television Corporation (set manufacturers and li-
censee of WPTZ, Ph'ladelphia}. (Complete information
on these applicants will be found in July-August TELE-
VISION.)

Eleanor “Cissy” Patterson, publisher of the Washing-
ton Times-Herald withdraw from the race for a Wash-
ington outlet (December 19th). Mrs. Patterson gave as
her reason for backing out of the D. C. television pic-
ture, fact that publishing activities consume bulk of her
“time and energy.”

Marcus Loew Booking Agency (100-percent affiliate of
Loew’s, Inc.) and Scripps-Howard Radio, Inc. (whose
local newspaper affiiliate is the Washington Daily News)
were last minute scratches, withdrawing their applications
on January 18th. Rumors also persist that the Capitol
Broadcasting Co. may have a last minute change of plans.

On the other side of the story, Philco Radio and Tele-
vision Corporation, December 21, reinforced its position
in the Washington race. Company filed an amended
application, giving complete engineering and program-
ming plans for a $500,000 station in Arlington, Va.
(Complete details on Philco application below.) More-
over, Philco’s plans call for 164 hours a month on the
air, considerably over the commission’s requirements of
28 hours a week. Station proposes spending as much as
$61,500 a month on station operation, a new high in
cost estimates for D. C. stations.

At the same time, FCC denicd an NBC petition for
reinstatement of its construction permit (given in De-
cember 1941) for a Washington TV station at the Ward-
man Park Hotel location. NBC’s plans for a capital city
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Six applicants set to battle for four Washington
channels . . . eleven new applications for stations filed.

outlet were caught in wartime freeze policy, and con-
struction was never far advanced. In the meantime, the
net’s construction permit lapsed.

Four of the eight applicants have already begun ac-
tivity in the Washington area. Dumont has an experi-
mental license and is currently programming from a
low-powered transmitter located in the Hotel Harrington,
in downtown Washington. Philco has begun construc-
tion of a 350-foot tower on its experimental tele station
in suburban Virginia. Its application for a commercial
license specifies use of the present experimental station
set-up in Arlington, Va.

Extent of present NBC and Bamberger activity is a
series of appearances before D. C. Zoning Commission
on location of proposed TV towers.

FCC Chairman Paul A. Porter set a new precedent —

“one which may be followed in future television hearings

by calling a special “pre-trial conference” December 29

~ of counsel for the capital city applicants. Purpose was

to narrow down issues for discussion at hearing, January
21, and so cut down unnecessary testimony. Porter, who
will personally handle the Washington hearing, has also
indicated speedy decision following close of the hearing.

Meanwhile, more and more publicity on the “lush
Washington market” is catching the eye of potential TV
broadcasters and advertisers in the capital city. Best sur-
vey of Washington’s postwar market prospects to date
was recently released by CBS-owned Washington station,
WTOP. (Author is Maurice Mitchell, station’s ace press
chief}.

Highlights of the WTOP Study Show:

1. Washington metropolitan area includes 1,250,000
persons, RIGHT NOW. (Washington’s population has
made steady gains every year since 1940, consistently
growing faster than that of the U. S. itself. Its rate of
growth dwarfs that of San Francisco, Chicago, New
York City.)

2. Washington will reach a population of 1,380,000
in 1950, acording to minimum figures compiled by
Opinion Research, Inc. for the Washington Board of
Trade.

3. Effective buying income of average Washington
worker is $1,899 — or $733 above average for entire
country, and higher than that of New York, Chicago, ete.

4. In 1944, Washington was SIXTH in total retail
sales. :

5. Radio is close to pockethooks of D. C. residents.
More than 95 percent of all metropolitan families already
own radio sets, say they plan to buy 56,000 more of
them.

Television

#
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NEW APPLICATIONS

Eleven new applicants have filed with the FCC, bring-
ing the total of prospective television stations to 150.
Below are listed the newest entrants in the field, together
with the pertinent information contained on their applica-

tions.
WEEN. 1. BUFFALO, N. Y.
Address— Hotel Statler, Buffalo

Officers—Edward Butler, President
Estimated Costy

1. Visuai transmitter $21,500
2. Aural transmitter tubes 12,000
3. Antenna System 5,000
4. Studio Equipment 62,500
5. Studio Lighting 5,000
6. I & M Monitors 5,000
7. Land
8. Building 5,000
9. Other item 8,000
Total Costs $124.000

Channel—#3

Kilocyeles—60-06

ESR--1340

Antenna
Height, sea level-—975 1t
Height, ground level—375 L.

Transmitter location—Fotel Statler, Buffalo

Power, aural and visual—3 kw, aural; 4 kw, visual

Population- -805,337

Size of arca—1320 sq. mi.— 0.5 mv/m

Location of Studio—Hotel Statler, Buffalo

Engineer Consultant-—Paul Godley

Equipmenl—RCA

Lawyer—Paul Spearman

Misc.—Applicant has operated experimental FM-W8XM and
[acsimile outlet WBXA up till December. 1940. Has FM ap-
plication pending, Butler is former owner of WEBR, Buffalo,
sold in July, 1942. Ralph Kingsley, Chief Engineer, WBEN,
directs tele operations.

CINCINNATI, OHIO

Allen B. DuMont Laboratories, Inc.

Address—2 Main Avenue, Passaic, N. J.

Officers—L. F. Cramer, Vice-President in charge of broadecasting
Estimated Costs

1. Visual transmitter $65,000

2. Aura!l transmitter plus tubes

3. Antenna System 40,000

4. Studio Equipment 90,000

5. Studio Lighting 10,000

6. F & M. Monitors Included in Transmitter

7. Land 5,000

8. Building 20,000

9, Other item 50,000 (Studio?
Total Costs $280,000
Operation Costs per month $25,000

Channel—#2
Kilocycles—54-60
ESR—2360
Antenna
Height, sea level—1311 ft.
Height, ground level-—391 ft.
Power, aural and visnal—aural—12.5 kw
Population—903,655
Lawyer--William A. Roberts
Misc.:—DuMont has also applied for a Cleveland station. The
same figures apply for both applications.

ERIE, PA.

Unity Corporation, Inc.
Address—1014 Edison Building, Toledo, Ohio
Officers—Edward Lamb, president

Estimated Costs

peak visual-—25 kw

1. Vis. transmitter $ 36,000
2. Aural transmitter plus tubes

3. Antenna System 7,500
4. Studio Equipment 81,000
5. Studio Lighting 5,000
6. F & M Monitors 1,300
7. Land 210
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8. Building 20,500
9. Other item

Total Costs $121,560

Operation Costs per month-—3§12,000

Equipment -Du Mont

Channel- -#2

Kiloeycles—54-60 megacycles

ESR-—1250

Anlenna
Height, sea level- 1215 feet
Height, ground level 177 [eet

Transmitter location—-Summit Township, Erie County--2 miles
from Erie city limits

Power, aural & visual—2.5 kw aural anu 5 kw viual

Popualation— 174,855

Size ol area--132 mi.

Engineering Consultane- A, R. Biuer, Toledo, Ohio

Misc.:—Applicant has applied for M station i Columbus, Lima,
Toledo, Mansheld. Ohkin, and also for Erie, Pa. Lamb is presi-
dent ol Record Publishing Co., pablizhers of Erie Dispaten
Heratd, Net worth $449,000.

wip, inc. HARRISBURG, PA.

Address—-216 Locust Strect, Harrisburg, Pa.
Officers—E. J. Stackpole, Jr., President
Estimated Costs

1. Visual transmitter $24,000
2, Aural transmitter plus tubes 13,500
3. Antenna System 7,300
d. Stndio Equipment 89,000
5 Stadio Lighting 12,000
6. IF & M Monitors 3,500
7. Land
8. Building 10,000
9, Other item 6,000

Total Costs $165,500

Channel—#1

Kilocycles—30-56

ESR—1110

Antenna

Height. sea level—670 [t.
Height, ground level—330 [t
Transmitter location—3rd and Locust Streets, Harrisburg, Pa.
Power, aural and visual—-3 kw, aural--4 kw, visual
Population---240,506
Size of area—936 sq. mi.
Engineering Consultant—Grant R. Wrathall, Washington
Equipment—RCA
Lawyers—Dow, Lohnes and Albertson, Washington, D. C.
Misc.—Afliated with Harrishurg Telegraph Press, which owns—
95% station stock. Has FM application on file.

HUNTINGTON, N. Y.

Sherron Metallic Corporation
Address—1201 Flushing Avenue, Brooklyn, N. Y.
Officers—P. H. Sherron, President

Estimated Costs

1. Visual transmitter $18,000
2. Aural transmitter tubes 8,500
3. Antenna System 10,000
4. Studio Equipment 43,000
5. Studio Lighting 5,000
6. F & M Monitors 6,500
7. Land 2,000
8. Building 7,500
9. Other item 5,000

Total Costs $105,500

Channel—#5

Kilocycles--76-82

Antenna

Height, sea level—500 ft.
Height, ground level—200 ft.

Transmitter location—Suffolk County, N. Y.

Power, aural and visual—3 kw—aural, 5 kw—visual

Population—970,596

Location of Studio—Huntington, N. Y.

Misc.:—Company is electronic equipment manulacturer and has
already started manufacture of television transmitters and re-
lated equipment. Their coverage proposal and location of
transmitter is a new approach in the New York City area. By
locating tramsmitter in Huntington, a portion of Long Island,
not covered by transmitters located in Manhattan, will be
reached, as well as parts of Connecticut. This company has
indicated their desire for channel sharing.
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LOUISVILLE, KY.

Courier-Journal and Louisville Times Company

Address 300 Weer Liberly Stieet, Louisville, Ky.

Ofcers- Mark Ethridge, Presdent

Channel—#9

Kilocyeles—186-192 me

ESR 1425

Antenna
Height, sea level—-970 nggtf

sight, ground level—: ect

TrLIr:sz)lill('% location—Jeffersen County, Kentucky. 6th and Broad-
way, Louisville, Ky.

Power, aural & visnal- 3 kw, aural; 4 kw visual

Size of area—38 mi.

Tocation of Studie--Jefferson County, Ky., 6th and Broadway,
Louisville Ky., adjacent new WHAS studios. )

Engincering Consuliant—0. W, Towner, lechnical director WHAS

Misc.:—Applicant is licensee of WHAS. Stalion will serve all
metropolitan area of Louisville, Jeflersonville, New Albany and
most of surrounding counties of Jefferson, Clark and Floyd.

LOS ANGELES, CAL.

The Times-Mirror Company

Address—202 West 1st Street, Los Angeles
Officers—Norman Chandler, President
Estimated Costs

1. Vis. transmitter $ 86,000
9. Aural transmitter plus tubes 64,000
3. Antenna System 17,500
4. Studio Equipment 89,000
5. Studioc Lighting 7.500
6. F & M Monitors 6,000
7. Land 500 annual rental
8. Building 60,000
9. Other item 20,000
Total Costs $350,500

Equipment—General Electric

Channel—#5

Kilocycles—76-82

ESR—16,069

Antenna
Height, sea level—4,893 feet
Height, ground level— 118 feet

Transmitter location—Mount Disappointment 5,994" above sea level

Power, aural & visual—20 kw and 40 kw

Population—3,156,297

Size of area—9,114 miles

Location of Studio—Los Angeles County, to be determined

Engineering Consultant—G. L. Curtis and Milton Woodward—

Commercial Radio Equipment Company

Lawyers—Eliot C. Lovett

Mise.:-—This is really amended application of earlier request filed
October 1944. Applicant owns the Southwest Company whose
business is sole ownership Times Building and Los Angeles
Times-Mirror. Herbert Wilson is special radio consultant.

PHILADELPHIA, PA.

William Penn Broadcasting Company

Address—1528 Walnut Street, Philadelphia, Pa.
Officers—William MecLea, President
Estimated Costs

1. Visual transmitter $40,000
2. Aural transmitter tubes 13,000
3. Antenna System 30,000
4. Studio Equipment 50,000
5. Studio Lighting 5,000
6. I & M Monitors 7,000
7. Land Leased
8. Building 10,000
9. Other item 50,000
Total Costs $200,000
Operation Costs per month $15,000

Channel—# 10

Kilocycles—192-198

LESR—2980

Lquipment—-RCA

Transmitter location—12 Souuth Twelfth Street
Location of Studio—1528 Walnut Street
Engineering Consultant—George C. Davis
Lawyers—Pierson & Ball.
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SAN FRANCISCO, CAL.

American Broadcasting Company, Inc.
Address—30 Reckefeller Plaza, New York, N. Y.
Ofheere——Mark Woods, President

Eetimated Costs

1. Visual transmitter £86.000
2. Aural transmitter plus tubes 64,000
3. Antenna System 18,000
4. Studio Equipment 89,000
5 Studio Lighting 6.000
6. F & M Monitors 3.500
7. Land
8. Boilding 30,000
9. Other item 90,000
Total Costs £386,500
Opecration Costs per month §13,000 - -Based on 15
hour a wk.
Channel—-#7
Kilocycles—102.108 ke
ESR—3650
Antenna

Height, sea level —4186 {t.
Height, ground level—337 ft.
Transmitter location—Contra Costa County, California
Power, aural and visual—20 kw, aural; 40 kw, visual
Population—2,433,875
Location of Studio—San Francisco
Engineering Consultant—Frank G. Kear, Washington, D. C.
Equipment—=General Electrie
Misc.—ABC has bid for tele stations in Chicago, New York and
Los Angeles.

SAN FRANCISCO, CALIF.

Hearst Publications, Inc.
Address—Hearst Building, Third and Market Sts., San Francisco

1. Vis. transmitter $ 86,000
2. Aural transmitter plus tubes 64,000
3. Antenna System 27,000
4. Studio Equipment 89,000
5. Studio Lighting 16,000
6. F & M Monitors 3,500
8. Building 12,500
9. Other item 25,000

Total Costs $323,000 plus rent

Operation Costs per month $35,000

Equipment—General Electric

Channel—#4

Kilocycles—66-72 megs.

ESR-—1472.85

Antenna
Height, sea level—2735 feet
Height, ground level—131 feet

Location—on 30 feet substructure, consisting of a self supporting
steel tower. Mt. Tamalpais.

Transmitter location—Marin County, leased from Marin Municipal
Water District

Power, aural & visual—aural 20 kw.—visual 40 kw.

Population—1,713,807

Size of area—9,000 sq. mi.

Location of Studio—San Francisco County

Engineering Consultant—Gille Brothers

Lawyers—Grove Fink, 1018 Hearst Building, San Francisco, E.,
California

SCRANTON, PA.

Comerford Publix Theatres Corp.

Address 297 Wyoming Avenue, Scranton, Pa.
Officers—J. J. O'Leary, President
Estimated Costs

1. Visual transmitter $36,000
2. Aural transmitter tubes —
3. Antenna System 7,500
4. Studio Equipment 81,000
5. Studio Lighting 5,000
6. F & M Monitors . 1,300
7. Land —
7. Land —
8. Building —
9. Other item 40,500

Channel—#12
Kilocycles—204-210 mc
ESR—2057

Television
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Transmitter location—Mountain top site, 4% miles southeast
Scranton, Pa.

Power, aural and visual—5 kw, video; 2% kw, sound

Population—1850,824

Size of area—1288

Engineering Consultant—L. E. Pett, Field Enginner, DuMont

Misc.—Comerford Publix Theatres Corporation in theatre busi-
ness for many years; 55 theatres in Pennsylvania. Paramount
owns 100 percent of the B preferred and 50 percent common

shares.
WASHINGTON, D. C.
Philco Radio & Television Corp.

Address—Tioga and C Streets, Philadelphia, Pa. -
Officers—Emest Loveman, Vice president in charge of televisien
Estimated Costs

1. Vis. transmitter $37,500
2. Aural transimitter plus tubes 12,137
3. Antenna Systen 19,995
4. Studio Eguipment 171,300
5. Studio Lighting 34,000
6. F & M Monitors 1,630
7. Land 10,000
8. Building 167,281
9. Other item 79,580

RCA Equipment

Operation Costs per month $61,500

Channel—#4

Kilocycles—66-72

Hrs per wk of operation—164 hours a month

Breakdown—54 hours, outside pickups; 100 hours studio pro-
duction; 10 hours, film.

Antenna
Height, sea level—740 feet
Height, ground level—350 feet

Transmitter location—South side, Lee Highway, Arlington Coun-
ty, Va.

Engineering Consultant—Raymond Wilmotte

Lawyers—Reed T. Rollo

Misc.:—The application points out Philco received its first expe-
rimental license in Philadelphia in 1932, Been on the air for 13
consecutive years. Work is underway to permit two-way opera-
tion through their Washington to Philadelphia radio relay. Phil-
co will maintain studios at Arlington transmitter site and in
Washington. Will usc three studios, six studio cameras and four
mobile-unit eameras. Will hire up to 190 personnel, minas those
used on New York and Philadelphia station terminals.

WORCESTER, MASS.
Worcester Telegram Publishing Company

Address—20 Franklin Street, Worcester, Mass.
Estimated Costs

1. Visual transmitter $38,500
2. Aural transmitter plus tubes 19,400
3. Antenna System 25,000
4. Studio Equipment 74,500
5. Studio Lighting 7,500
6. F & M Monitors 500
7. Land
8. Building 17,000
9. Other item 12,000
Total Costs - $194,400

Operation Costs per month

Channel—#1

Kiloeycles—44-50

ESR—3260

Antenna
Height, sea Ievel-71600 ft.
Height, ground level—280 ft.

Transmitter location—Little Asnebumsket Hill, Paxton, Mass.—
5 miles

Power, aural and visual-—aural—3 kw, visual—4 kw, northwest
Worcester

Population—882,068

Location of Studic—18 Franklin Street, Worcester

Engineering Consultant—Jansky and Bailey, Washington, D. C.

Equipment—RCA

ngwyer——Karl Smith, Washington, D. C.

Misc.:—Applicant is licensee of WTAG and WTAG-FM, Worces-
ter: has applied for FM station at Paxton, Mass. Station’s
technical staff under direction Hobart Newall. Professor Elec.

tr?ca]_Enginee_ring. Elliott Browning, WTAG, chief engineer
will direct engineering.

$11,051—Based on 20
hours per wk.
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Film Projection Equipment

{continued from page 15)

practice this “light change” procedure, which compen-
sates for varying density in different scenes in a nega-
tive, is taken care of in the laboratory when the negative
is printed. In film-television production a negative edited
for projection might contain a great number of scenes
shot under widely varying light conditions. Some type
of light change device, operated by a photo-cell “reader,”
can be developed which will automatically control a set
of filters, a vignette or operate an electronic control in
the video channel. This will permit a print of level den-
sity being received in the home receiver.

Stereoptican and still picture projectors used in tele-
vision production should receive equal consideration.
The size and shape of the slide or transparency, the focal
length and speed of the lens, the type and intensity of
the illuminant should be standardized in order that the
eventual interchange of still picture material between
television stations may be accomplished.

Need for Experimentation

Experiments should be conducted with 16 mm. and
stereoptican projection equipment to determine the feas-
ability of using such equipment to provide projected
backgrounds for live studio productions. Television
should not require the large background screens used
in motion pictures and such projected backgrounds
would solve scenic problems while broadening the scope
of studio productions. Major problem to be solved in
such experiments will be that of providing an illumin-
ant of high intensity which can be cooled to a level of
safety before reaching the motion picture film or still
transparency. Motion picture studios have designed and
successfully used such projectors with 35 mm. film, by
using a water cooled cell and a revolving glass shutter
to cool the light beam projected by a high intensity
lamp. A motion picture projector for background pro-
jection in a television studio would of course have to
meet the 30 frame scanning standard of television and
should be equipped with lenses of high resolving power
which were corrected over their entire surfaces.

Film-television projectors are destined to become one
of a television studio’s. most versatile and most used
pieces of equipment. The straight projection of programs
produced on film will be but one of the many uses for
such projector. Locales will be identified, moods will
be created, effects produced, and sequences of live studio
productions will be tied together with projected film
“bridges.” Present available projection equipment should
be carefully investigated from the viewpoint of convert-
ing it to the technique of film-television projection and
manufacturers should be encouraged to develop pro-
jectors of special design for film-television service.

35
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THE YEAR iN REVIEW

A survey of the past year’s pro-
grams would indicate that television
last seen by the pre-war public in its
swaddling clothes, will renew its post-
war acquaintanceship sporting its
first pair of long pants. The demands
of the war took from the infant in-
dustry almost everything essential for
its physical growth, equipment, man-
power, and finances from commer-
cial sources. But this cloud, too, was
not without its silver lining. Pri-
orities were never established on
imagination or intelligence, nor ceil-
ings on ingenuity and initiative. The
circumstances enabled program di-
rectors to experiment widely, to
adapt to the new video art whatever
was valuable from other mediums.
and to evolve new forms suited to
the peculiar requirements of televi-
sion. In the last year, televiewers
have seen some of the results of this
constant experimentation and de-
velopment In programs. = Presenta-
tions have varied widely, ranging
from standard film and dramatic fare
to visual musical abstractions.

Such factors as small budgets,
limited facilities, inexperienced per-
sonnel and material shortages influ-
enced to a considerable degree the
type of program as well as its quality
and technical excellence. Programs
must be viewed not only by what has
heen done — but with what it was
done. And much has heen accomp-
lished with little.

The programs mentioned are im-
portant, we believe, as examples of
what has been altempted or achieved,
rather than for technical excellence
or entertainment value. Some were
highly successful and some fell short
ol their goal. But they are signposts
on the road to programming.

Pramatic Adaptations

One of the outstanding develop-
ments of the past year has heen the
use of film in live dramatic shows.
WNBT (NBC) in many of its Sun-
day evening foll-length dramas has
used film sueeessfully in establishing
locale, mood and setting of a play.
In “Bedelia,” WNBT’s dramatizalion
of Vera Caspary’s best-selling novel,
viewer interest was  stimolated by
the wse of film depicting a rural
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GRAMMING

winter scene while an off-stage an-
nouncer delivered an appropriate
prologue. In “Winterset,” films show-
ing a great bridge lent credence and
substance to the stage set of a house
and waterfront alley in the shadow
of the towering structure. NBC has
also used film in other dramas to
bridge the gap between scenes or to
maintain continuity while set changes
were made. However, film must be
employed with some discretion. Too
much can be made of a good thing,
as was demonstrated in the WNBT

“The Town Crier of Chungking” was
presented by WNEW over WABD. Story

concerned a Chinese woman guerilla.

production of “The Devil And Daniel
Webster” when clips from Walt Dis-
ney’s “Fantasia” were inserted and
permilted to run so long that they
broke into the mood and continuity
of the drama. A particularly good
usc of film was made in “Casey,
Press Photographer,” CBS’s regular
radio serial adapted for television on
WCBW. The film inserted a burning
warehouge, and the solution of the
erime came simultaneounsly to Casey
and the audience by a photograph.

Radio station WNEW in New
York used the DuMont facilities for
irs drama group. Outstanding was
“Town Crier Of Chungking,” the
story of a Chinese woman guerilla
fighter, and “The Story of Bess,”

the history of a bomber. Similarly,
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The Year in Review ... highlights of programming for-
mats and production techniques developed by stations.

WRGB (GE) in Schenectady has be-
come the focal point of a number ot
“little  theatre” and experimental
groups. The Yale University Players,
the Civic Players, Amsterdam
Players, and others are material and
talent source for live shows for
smaller stations with limited budgets.

W6XAO (Don Lee), in coopera-
tion with the Birmingham General
Hospital, gave a radio training course
to a group of their servicemen -pa-
tients. “Cops Don’t Get Married”, a
comedy-drama, was televised as an
illustration of the work being done.
WBKB (Balaban and Katz) in Chi-
cago presented “Welcome To The
Walkers,” one of television’s first
comedy series. Sponsored by the
Commonwealth Edison Co., the
script neatly tied in plugs for electri-
cal appliances. W6XYZ (Para-
mount} in Hollywood, presented a
string of “Embarrassing Situations,”
another comedy serial.

Radio Adaptation

Another popular trend was in the
adaptation of well-known radio pre-
sentations to television. WCBW pro-
duced a Norman Corwin show,
choosing “Untitled” for its initial
attempt. A flashback technique, film
and slides helped to dramatize the
story. It was, unfortunately, a rather
poor choice. Written for radio, it
contained little - action, and hence.
little visual appeal. “On A Note Of
Triumph,” Corwin’s VE day script
was judiciously cut, and the televised
portions came over much better.
Among others televised bv WCBW
were “Big  Sister” and ‘“‘Aunt

Jenny,” while WABD (DuMont)

-adapted ABC’s “Women Of Témor-

row” and “Breakfast Club.” ABC in
particular concentrated on the adap-
tation of radio shows to television.

WCBW produced “Three Houses.”
first soap opera written especially
for television. No “cliff hanger,” it
was presented in three evenings with
cach episode self-contained, an off-
stage voice preserving continuity by
relating the preceding events. An-
other WCBW series which should
anpeal to the millions of erime detee-
tion “whodunit” fans was the adap-
tation of the “Look” magazine mys-
tery feature, “Photocrime.” As in
the magazine, all the evidence neces-
sary to solve the crime is presented

Televicion
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in the opening scene and constitutes
a challenge to audience to solve the
mystery before the detective does.

WABD’s policy of encouraging
smaller groups and radio stations to
use television, and their experiments
with commercials, gave it economical
shows of a highly diversified nature.
The WOR “Brownstone Theatre
Players,” operating on a limited bud-
get, produced a series of brief dra-
matic programs, among them “Man
Who Went to Gettysburg” and “The
Spiders Web.” The illusion of a legi-
timate theatre was maintained by the
use of sound effects simulating an
audience arriving, curtains, mmtermis-
sions, and applause,

News and Special Events

In the field of news gathering
and reporting, WNBT’s mobile unit
brought important events into tele-
viewer’s homes. Only television could
bring to the nation the scenes of
celebration in I'imes Square on VE
and V] days and involve them in
emotional participation with the
cheering throngs. A new and vivid
form of news reporting has been
created through the use of on the
spot sight and sound. Great events
and their backgrounds come alive
when reported with newsreels, ani-
mated maps, charts, photographs and
cartoons.

Probably the ouistanding accom-
plishment of television thus far was
the VE day coverage. In New York
WNBT went on the air at 8:54 a.m.
with the formal recorded announce-
ment of victory by President Tru-
man., Then followed an wunprece-
dented 14 hour uninterrupted pro-
gram, relayed in its entirity to
WPTZ (Philco) in Philadelphia, and
partially to WRGB in Schenectady,
which combined its own program
with that of NBC’s. WRGB cut in
with interviews with prominent citi-
zens, including the Mayor, and
prayers by local churchmen. In-
cluded in WNBT’s program were
pick-ups from Times Square, studio
presentations, and documentary
films. The program ended at 10:56
p-m. with a film of Verdi’'s “Hymn
To The Nation” played by the NBC
symphony orchestra.

Regular newscasting formats vary
considerably, WNBT’s studio news
presentations consist exclusively of
film obtained from various sources
and specially edited for television.
In many instances they have scooped
theatres with first showings of news-
reels. WCBW’s news programs are of
an interpretive nature, and generally
conclude with a five minute studio
interview with an individual who is
prominently associated with some

January, 1946

Your Stalf

HE Broadcaster planning to build a television
station wants his engineers to keep abreast
of the latest designs for stations and studios. He
wants his producers to know what viedo pro-
grams have proved effective. He wants his sales-
men to know which advertisers and agencies are

the leaders in the field.

How does he do this?

Top, executives in the television industry —
station operators, agency men, engineers, adver-
tisers, equipment manufacturers — all see to it

that their staff read TELEVISION.

Industrialists planning future television ac-
tivity, — department store owners, motion pic-
ture heads, broadcasters, newspaper publishers,
— have taken out subscriptions for their depart-
ment heads.

They’ve done this to keep their staffs posted
on all the significant developments in the tele-
vision industry. They know that every month
their key staffmen will read factual, meaty
articles on:

Station Operation Programming
Equipment Washington
Advertising Surveys

There is no other publication in which your
staff can get the complete, significant, over-all
picture TELEVISION magazine presents. You
owe it to yourself and to your staff to take out
a group subscription for your key personnel.

Group Rafes

$2.50 for 10 or more subscriptions
$3.00 for five to ten subscriptions

$3.50 for one subscription

Television Magazine, 600 Madison Avenue, New York 22, N. Y,

WwwWw americanradiohistorv. com
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Scene above is from the original faniasy “Dream,” presented over W6XAO.
Fade-outs were used in the five secquences Lo underscore the “dream” note.

news item. WCBW animates its
graphic material by means of the
Bretzicon, an animating device in-
vented by a staff member, thus clari-
fying visually the news under discus-
sion. WBKB uses a similar format
for news  presentations, while
W6XYZ, through association with
Paramount Pictures obtains the
latest Paramount News film slides.

News

In sports, as in news, there are no
mediums comparable to television
pick-ups bringing the action to the
homes of viewers. WPTZ has picked
up all Pennsylvania football games
at Iranklin Field for the past six
years. WNB1’s mobile unit follows
the sports in season — baseball, fool-
ball, boxing, wrestling and hockey.
Other slations, not employing mobile
equipment, satisfy the sports urge in
various ways. I'or stations operaling
wilh limited finances, studio presen-
tations ofler an acceptable solution to
the sports question. WCBW telecasts
amateur  boxing matches from its
studins and W6XYZ does the same
with wrestling, Other novel saporls
prograing  include  WABD’s  “The
‘lk¢” On Sports,” featuring Tom and
Bill Slater, sports commentalors, who
discuss various sports, interview well-
kriown sports figares, and answer lis-
leners” questions verbally and will
film insertions.  WNBT  programs
“The Television  Quarterback”  fea-
turing Lou Little, who has as his
suest oulslanding people in the foot-
ball world. TFuture games are dis-
cussed and weores predicted. WBKEB
presents Joe Wilson in a regular {ea-
ture, “Pigskin Predictions.”
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Wide Variety of Formats

In addition to those already dis-
cussed, there have been hundreds of
programs that fall into a dozen or
more general catagories, such as
variety shows, personalities, audience
participation, quiz shows, children’s
programs, etc. Obviously, not all can
be mentioned, but their importance
and value to programming can not
be underestimated. In many instances
they are the trail blazers in sight and
sound programs suitable only for
television. One that comes to mind
is the WABD program “Thanks For
Looking™ with John Reed King, orig-
inally sponsored by Lever Bros. Here
for the first time is an audience par-
ticipalion program that involves not
a comparatively small studio audi-
ence, but every member of a family
tuned in — the vast home audience.
Participants send their names and
phone numbers to the show, watch
the slips drawn {rom a bowl, see the
phone call put through, and are
asked questions visible to the audi-
cnce.

Another program ‘“natural” for
small station operation is WCBW’s
“There Ought To Be A Law.” The
show features students in the radio
and television workshop of the New
York City high schools gathered in a
parliamentary body. Students pro-
pose, ddiscuss and vole current con-
troversial Lopies. This type ol pro-
duction combines economy with high
local intercst. WBKB in a program
sponsored by the Admiral Radio Co.
called “Young Chicago” also relies
exclugively for talent on the city’s

high school students.
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Wo6XAO brought yesteryear's
vaudeville -stars, whose names once
blazed out from the marquee of the
famous old Palace Theatre, before
the television cameras in “We Played
the Palace”. In the revival, the old
time stars gave the numbers which
made them tamous, headed by Trixie
Friganza in her “"Bag of I'rix” com-
edy act. Other numbers included a
gay nineties quartette rendering sev-
eral barbershop numbers, old time
songs, and other specialties so popu-
lar with the vaudeville audiences of
past years.

Travelogues

Travelogues were popular as pro-
gram material with almost every sta-
ton, both as sustaining features and
on commercial programs. WABD’s
*“Ihe Magic Carpet,” sponsored by
the Alexander Smith Carpet Co. fea-
tured a group of children being
whisked off to strange lands by the
versatile rug. A travelogue was in-
serted and the program closed with
the sponsor’s representative giving
suggestions on carpeting problems.
Pan-American Airways stimulated
interest in air travel with a program
titled “Wings Of Democracy” and
WBNT presented Burton Holmes and
Andre de La Varre, famous globe-
trotters, who brought their films and
commented on them during the
showing. A variation on travelogues
was Doug Allen’s “Thrills and
Chills,” a WABD show. Format con-
sists of Doug Allen introducing pho-
tographers, explorers and scientists
and others with interesting world-
wide personal experiences, While
films are shown illustrating the lo-
cale, they describe their adventures.

Educational Activities

Television as an educational force
also came into prominence this year.
In Chicago, WBKB in conjunction
with the Board of Education tele-
casts a weekly feature which is incor-
porated in the curriculumn of several
schools. In adapting television to
adult education WCBW presented
“Opinions On Trial,” in which au-
thorities on controversial subjects
participated in debates on current
issues within the framework of court-
room procedure. Radio station
WNEW, through the facilities of
WABD, presented a series of public
service shows dramatizing the Army
Air Forces, the OPA, Russia, and
others. WRGB dramatized an issue
of “Look” magazine and an issue of
the “Albany Times-Herald.” WCBW,
in addition to presenting documen-
taries on film, cooperated with the
magazine “Mademoiselle” in adapt-
ing a series of articles on “Women
in Wartime.”

Television
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(continued from page 16)

groups. It is decided also, that the
treatment will have to be a combina-
tion of both dialogue sequences and
narration. Now for a producer, who
can produce this particular picture
with the greatest effectiveness and
economy.

The best bet is usually the recom-
mendation of someone you know who
has had a similiar job done which
proved thoroughly satisfactory. Fail-
ing that, there’s always the good old
red-book, the classified telephone di-
rectory with it's light and heavy-
faced type. In our contact with the
various producers being considered,
what points are mnost important?

Check List

If you want to play sale—check all
of these, before, not after signing.

Financial responsibility.

Client list.

Standing with former and cur-
rent clients.

Quality of production.

Types of pictures produced.

Experience in producing
particular type of picture.

Employment of a permanent
salaried staff of experienced
people in all phases of produc-
tion, or dependence on free-
lance help, if available.

Facilities;  including  owner-
ship of studios completely
equipped.

QOperating own animation de-
partment, or “farming” it out.

Availability of good professional
talent.

Employment of union or non-
union crews. {The union em-
ployees of a factory refused
to work when a non-union
movie crew came into a plant
to shoot assembly line opera-
tions. Several days and some
money was lost, until a union
crew reported on the job.)

Competency of the writing staff
on outline, scripts and con-
tinuities.

Experienced directors with a
knowledge of business prac-
tices as well as thorough train-
ing in motion picture produc-
tion.

Ability to produce pictures on
schedule and deliver on stated
date.

Facilities for print distribution,
booking, promotion, and pro-
jection in the field.

Facilities for maintenance, re-
placements and repairs for the
client’s prints and re-ship-
ments to projection points.

Connections for theatre, school
or club distribution.

this
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And of great importance, how
many repeat orders have they
secured, and how long in
bustness.

If any outfit can pass that exami-
nation to your satisfaction, and
they’re around if you look for ’em,
sign up with ’em. Maybe they've
been looking for you too, but haven’t
been able to get by your secretary.
Hope this answers your question Mr.
Subscriber. If there are any specific
details you have in mind, still un-
answered——let’s have ’em.

Cost Comparisons

Here's another ovne—it seems ['ve
heard it many times. [t goes back
thirty years, quote—WHY DO PIC-
TURES COST SO0 MUCH?—un-
quote,

It's hard to answer that question
in that form. [ can explain in great
detail, if necessary, WHY ANY ONE
PICTURE COST WHAT IT COST—
but why the SO MUCH? Unimpeach-
able evidence is available to prove
that certain pictures, and I mean
commercials, costing between $50,000
and $85,000 when put to the use for
which they were made did a job that,
by the clients own admission,
couldn’t have been accomplished as
efiectively by any other medium, re-
gardless of cost. Sn, I'm assuming
the person asking that question is
thinking of picture costs in relation
to other media costs and the number
of people reached.

[f I'm right in that assumption,
and I'll find out. that’s an interesting
question for the next issue of TELE-
VISION. But, a warning in advance

—you’ll find out that pictures. can
hold their own against any other
media, from both the standpoint of
results and cost.

And here’s a few more we’re go-
ing to try and answer for you. HOW
DO HOLLYWOOD BUDGETS COM-
PARE WITH INDUSTRIAL BUDG-
ETS; or, can a client get Hollywood
quality in a commercial picture with-
out a Hollywood budget. This is well
worth discussing. [Irom what I've
been hearing lately about Hollywood
having this, and having that—I think
maybe their Chamber of Commerce
has opened an office in New York.
{Wonder if folks in Hollywood feel
the same way about New York?)

A few more bounced in and good
ones, like; There’s been a lot of loose
conversation about Motion Pictures
winning the war; about speeding up
(raining twenty-five to forty per-cent.
If so. how was it done? How can
this be applied to industry and re-
conversion?

Well, I asked for ‘em and it looks
like I'm going to be busy. We'll have
more answers in the next issue—and
thanks a lot.

EQU'PMENT (con. from page 31)

View Finder

George L. Beers, Haddonfield, N.
J., Patent #2,384,232 (RCA)—A
view-finder, designed for use in tele-
vision cameras which provides not
only a view of the scene being tele-
vised, but also indicates some of the
area immediately outside of the pic-
ture boundaries.

facturers and broadcasters.

control room set-up, etc.

79th Street.

New Tele Training Series

ONE of the most comprehensive and concrete tele-training proj-
ects yet undertaken will gel underway soon through the co-
operative efforts of City College of New York, Farnsworth Radio
& Television, and the New York Public Library.

Comiplete studio equipment has been made available by Farns-
worth and the course will concentrate on actual operational
“know-how” and an understanding of the technicalities involved
in production and programming. Fulure plans include com-
pletely modern equipment and work in cooperation with all manu-

Bud Gamble, veteran television producer and Farnsworth con-
sultant, is planning the series which will cover every phrase of
programming, with top men in each field giving practical lectures
and demonstrations on lighting, composition, camera operation,

The New York Library will concentrate on building up an ex-
haustive file of all material pertaining to film and television.
Initial course will be given ai the Yorkville Branch, 222 East

www_americanradiohistorv com
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PROGRAMMING

THE YEAR IN REVIEW

A survey of the past year’s pro-
grams would indicate that television
last seen by the pre-war public in its
swaddling clothes, will renew its post-
war acquaintanceship sporting its
first pair of long pants. The demands
of the war took from the infant in-
dustry almost everything essential for
its physical growth, equipment, man-
power, and finances from commex-
cial sources. But this cloud, too, was
not without its silver lining. Pri-
orities were never established on
imagination or intelligence, nor ceil-
ings on ingenuity and initiative. The
circumstances enabled program di-
rectors to experiment widely, to
adapt to the new video art whatever
was valuable from other mediums.
and to evolve new forms suited to
the peculiar requirements of televi-
sion. In the last year, televiewers
have seen some of the results of this
constant experimentation and de-
velopment in programs. Presenta-
tions have varied widely, ranging
from standard film and dramatic fare
to visual musical ahstractions.

Such factors as small budgets,
limited facilities, inexperienced per-
sonnel and material shortages influ-
enced to a considerable degree the
type of program as well as its quality
and technical excellence. Programs
must be viewed not only by what has
been done— but with what it was
done. And much has been accomp-
lished with little.

The programs mentioned are im-
portant, we belicve, as examples of
what has been attempted or achieved,
rather than for tecbnical excellence
or enlertainment value. Some were
highly successful and some fell short
of their goal. But they are signposts
on the road to programming.

Dramatic Adaptations

One of the outstanding  develop-
ments of the past year has been the
use of film in live dramatic shows,
WNBT (NBCY in wmany of its Sun-
day evening full-length dramas has
used film successfully in establishing
locale, mood and setting of a play.
In “Bedelin,” WNBT’s dramatization

of Vera Caspary’s best-selling novel,
viewer inferest was  stimolated by
the use of film depicting a ryral
36

winter scene while an off-stage an-
nouncer delivered an appropriate
prologue. In “Winterset,” films show-
ing a great bridge lent credence and
substance to the stage set of a house
and waterfront alley in the shadow
of the towering structure. NBC has
also used film in other dramas to
bridge the gap between scenes or to
maintain continuity while set changes
were made. However, film must be
employed with some discretion. Too
much can be made of a good thing,
as was demonstrated in the WNBT

“The Town Crier of Chungking” was
presented by WNEW over WABD. Story

concerned a Chinese woman guerilla.

production of “The Devil And Daniel
Webster” when clips from Walt Dis-
ney’s “Fantasia” were inserted and
permitted to run so long that they
broke into the mood and continuity
of the drama. A particularly good
use of film was made in “Casey,
Press Photographer,” CBS’s regular
radio scrial adapted for television on
WCBW. The film inserted a burning
warchouse, and the solution of the
crime came simultancously to Casey
and the audience by a photograph.

Radio station WNEW in  New
York used the DuMont facilities for
its drama group. Ouistanding was
“Town Crier Of Chungking,” the
story of a Chinese woman guerilla
fighter, and “The Story of Bess,”
the history of a homber. Similarly,

www americanradiohistorv com

The Year in Review .. . highlights of programming for-
mats and production techniques developed by stations.

WRGB (GE) in Schenectady has be-
come the focal point of a number ot
“little  theatre” and experimental
groups. The Yale University Players,
the Civic Players, Amsterdam
Players, and others are material and
talent source for live shows for
smaller stations with limited budgets.

W6XA0O (Don Lee), in coopera-
tion with the Birmingham General
Hospital, gave a radio training course
to a group of their servicemen  pa-
tients. “Cops Don’t Get Married”, a
comedy-drama, was televised as an
illustration of the work being done.
WBKB (Balaban and Katz) in Chi-
cago presented “Welcome To The
Walkers,” one of television’s first
comedy series. Sponsored by the
Commonwealth Edison Co., the
script neatly tied in plugs for electri-
cal appliances. W6XYZ (Para-
mount) in Hollywood, presented a
string of “Embarrassing Situations,”
another comedy serial.

Radio Adaptation

Another popular trend was in the
adaptation of well-known radio pre-
sentations to television. WCBW pro-
duced a Norman Corwin show,
choosing “Untitled” for its initial
attempt. A flashback technique, film
and slides helped to dramatize the
story. It was, unfortunately, a rather
poor choice. Written for radio, it
contained little action, and hence.
little visual appeal. “On A Note Of
Triumph,” Corwin’s VE day script
was judiciously cut, and the televised
portions came over much better,
Among others televised bv WCBW
were “Big Sister” and “Aunt

Jenny,” while WABD (DuMont)

‘adapted ABC’s “Women Of Tomor-

row” and “Breakfast Club.” ABC in
particular concentrated on the adap-
tation of radio shows to television.

WCBW produced “Three Houses.”
first soap opera written especially
for television. No “cliff hanger,” it
was presented in three evenings with
each episode self-contained, an off-

“stage volce preserving continuity by

relating the preceding events. An-
other WCBW series which should
anpeal to the millions of erime detec-
tion “whodunit” fans was the adap-
tation of the “Look™ magazine mys-
tery feature, “Photocrime.” As in
the magazine, all the evidence neces-
sary to solve the crime is presented

Televisien
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in the opening scene and constitutes
a challenge to audience to solve the
mystery before the detective does.

WABD’s policy of encouraging
smaller groups and radio stations to
use television, and their experiments
with commercials, gave it economical
shows of a highly diversified nature.
The WOR “Brownstone Theatre
Players,” operating on a limited bud-
get, produced a series of brief dra-
matic programs, among them “Man
Who Went to Gettysburg” and “The
Spiders Web.” The illusion of a legi-
timate theatre was maintained by the
use of sound effects simulating an
audience arriving, curtains, Intermis-
sions, and applause.

News and Special Events

In the field of news gathering
and reporting, WNBT’s mobile unit
brought important events into tele-
viewer’s homes. Only television could
bring to the nation the scenes of
celebration in limes Square on VE
and V] days and involve them in
emotional * participation with the
cheering throngs. A new and vivid
form of news reporting has been
created through the use of on the
spot sight and sound. Great events
and their backgrounds come alive
when reported with newsreels, ani-
mated maps, charts, photographs and
cartoons.

Probably the outstanding accom-
plishment of television thus far was
the VE day coverage. In New York
WNBT went on the air at 8:54 a.m.
with the formal recorded announce-
ment of victory by President Tru-
man. Then followed an unprece-
dented 14 hour uninterrupted pro-
gram, relayed in its entirity to
WPTZ (Philco) in Philadelphia, and
partially to WRGB in Schenectady,
which combined its own program
with that of NBC’s. WRGB cut in
with interviews with prominent citi-
zens, including the Mayor, and
prayers by local churchmen. In-
cluded in WNBT’s program were
pick-ups from Times Square, studio
presentations, and documentary
films. The program ended at 10:56
p.m. with a film of Verdi’s “Hymn
To The Nation” played by the NBC
symphony orchestra.

Regular newscasting formats vary
considerably. WINBT’s studio news
presentations consist exclusively of
film obtained from various sources
and specially edited for television.
In many instances they have scooped
theatres with first showings of news-
reels. WCBW’s news programs are of
an interpretive nature, and generally
conclude with a five minute studio
interview with an individual who is
prominently associated with some

January, 1946

Your Staff

HE Broadcaster planning to build a television
station wants his engineers to keep abreast
of the latest designs for stations and studios. He
wants his producers to know what viedo pro-
grams have proved effective. He wants his sales-
men to know which advertisers and agencies are

the leaders in the field.

How does he do this?

Top, executives in the television industry —
station operators, agency men, engineers, adver-
tisers, equipment manufacturers — all see to it

that their staff read TELEVISION.

Industrialists planning future television ac-
tivity, — department store owners, motion pic-
ture heads, broadcasters, newspaper publishers,
— have taken out subscriptions for their depart-
ment heads.

They've done this to keep their staffs posted
on all the significant developments in the tele-
vision industry. They know that every month
their key staffmen will read factual, meaty
articles on:

Station Operation Programming
Equipment Washington
Advertising Surveys

There is no other publication in which your
staff can get the complete, significant, over-all
picture TELEVISION magazine presents. You
owe it to yourself and to your staff to take out
a group subscription for your key personnel.

Group Rates

$2.50 for 10 or more subscriptions
$3.00 for five to ten subscriptions

$3.50 for ome subscription

Television Magazine, 600 Madison Avenue, New York 22, N. Y.

www americanradiohistorv com =
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Scene above is from the original fantasy “Dream.’” presented over W6XAO.
Fade-outs were used in the five sequences to underscore the ‘“‘dream” note.

news item. WOCBW animates its
graphic material by means of the
Bretzicon, an animating device in-
vented by a staff member, thus clari-
iying visually the news under discus-
sion. WBKB uses a similar format
for news  presentations, while
W6XYZ, through ussociation with
Paramount Pictures obtains the
latest Paramount News film slides.
News

In sports, as in news, tliere are no
mediums comparable to television
pick-ups bringing the action to the
homes of viewzrs. WPTZ has picked
up all Pennsylvania football games
at Franklin lield for the past six
years, WINBT’s mobile unit {ollows
the sports in season — baseball, foot-
ball, hoxing, wrestling and hockey.
Other stations, not employing mobile
cquipment, salis{y the sports urge in
various ways. [or slations operating
with limiled finances, studic presen-
tations offer an acceptable solution to
the sports question. WCBW telecasts
amateur hoxing matches from 1its
studios and W6XYZ does the same
with wrestling. Other novel sports
programs include WABI’s  “The
‘Jke” On Sports,” {eaturing Tom and
Bill Slater, sports commentators, who
discuss various sports, interview well-
known sporls Nigures, and answer lis-
(eners’ questions verbally and with
film insertions.  WNBT  programs
“The Television Quarterback”  fea-
turing f.ou Little, who has as his
ruest outstanding people in the foot-
ball waorld, Future games arc dis-
ctssed and scores predicted. WBKD
presents Joeo Wilson in a regular fea-
ture, “Pigskin Predictions.”

38

Wide Variety of Formats

In addition to those already dis-
cussed, there have been hundreds of
programs that fall into a dozen or
more general catagories, such as
variety shows, personalities, audience
participation, quiz shows, children’s
programs, etc. Obviously, not all can
be mentioned, but their importance
and value to programming can not
be underestimated. In many instances
they are the trail blazers in sight and
sound programs suitable only for
television. One that comes to mind
is the WABD program “Thanks For
Looking” with John Reed King, orig-
inally sponsored by Lever Bros. Here
for the first time is an audience par-
licipation program that involves not
a comparatively small studio audi-
ence, but every member of a family
tuned in — the vast home audience.
Participants send their names and
phone numbers to the show, watch
the slips drawn from a bowl, see the
phone call put through, and are
asked questions visible to the audi-
ence.

Another program “natural” {or
small station operation is WCBW’s
“There Ought To Be A Law.” The
show features students in the radio
and television workshop of the New
York City high schools gathered in a
parliaminentary body. Students pro-
pose, discuss and vole current con-
troversial topics. This type of pro-
duction combines econonry with high
local interest. WBKB in a program
sponsored by the Admiral Radio Co.
called “Young Chicago™ also relies
exclusively for talent on the city’s

high school students,

www americanradiohistorv com

W6XAO brought yesteryear’s
vaudeville stars, whose names once
blazed out from the marquee of the
famous old Palace Theatre, before
the television cameras in “We Played
the Palace”. In the revival, the oid
time stars gave the numbers which
made them 1amous, headed by Trixie
Iriganza in her "Bag of Trix” com-
edy act. Other numbers included a
gay nineties quartette rendering sev-
eral barbershop numbers, old time
songs, and other specialties so popu-
lar with the vaudeville audiences ot
past years..

Travelogues

Travelogues were popular as pro-
gram material with almost every sta-
tion, both as sustaining features and
on commercial programs. WABD’s
“I'he Magic Carpet,” sponsored by
the Alexander Smith Carpet €Co. fea-
tured a group of children being
whisked off to strange lands by the
versatile rug. A travelogue was in-
serted and the program closed with
the sponsor’s representative giving
suggestions on carpeting problems.
Pan-American Airways stimulated
interest in air travel with a program
tiled “Wings Of Democracy” and
WBNT presented Burton Holmes and
Andre de La Varre, famous globe-
trotters, who brought their films and
commented on- them during the
showing. A variation on travelogues
was Doug Allen’s “Thrills and
Chills,” a WABD show. Format con-
sists of Doug Allen introducing pho-
tographers, explorers and scientists
and others with interesting world-
wide personal experiences. While
films are shown illustrating the lo-
cale, they describe their adventures.

Educational Activities

Television as an educational force
also came into prominence this year.
In Chicago, WBKB in conjunction
with the Board of Education tele-
casts a weekly feature which is incor-
porated in the curriculum of several
schools. In adapting television to
adult education WCBW presented
“Opinions On Trial,” in which au-
thorities on controversial subjects
participated in debates on current
issues within the framework of court-
room procedure. Radic station
WNEW, through the facilities of
WABD, presented a series of public
service shows dramatizing the Army
Air Torces, the OPA, Russia, and
others. WRGB dramatized an issue
of “Look” magazine and an issue of
the “Albany Times-Herald.” WCBW,
in addition to presenting documen-
taries on film, cooperated with the
magazine “Mademoiselle” in adapt-
ing a series of articles on “Women
in Warlime.” '

Television
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{continued from page 16)

groups. It is decided also, that the
treatment will have to be a combina-
tion of both dialogue sequences and
narration. Now for a producer, who
can produce this particular picture
with the greatest effectiveness and
economy.

The best bet is usually the recom-
mendation of someone you know who
has had a similiar job done which
proved thoroughly satisfactory. Fail-
ing that, there’s always the good old
red-book, the classified telephone di-
rectory with it's light and heavy-
faced type. ln our contact with the
various producers being considered,
what points are nwost important?

Check List
If you want to play safe—check all
of these, before, not after signing.
Financial responsibility.
Client list.
Standing with former and cur-
rent clients.
Quality of production.
Types of pictures produced.
Experience in producing
particular type of picture.
Employment of a permanent
salaried stafl of experienced
people in all phases of produc-
tion, or dependence on free-
lance help, if available.

this

Vacilities;  including  owner-
ship of studios completely
equipped.

Operating own animation de-
partment, or “farming” it out.

Availability of good professionai
talent.

Employment of union or non-
union crews. (The union em-
ployees of a factory refused
to work when a non-union
inovie crew came into a plant
to shoot assembly line opera-
tions. Several days and some
money was lost, until a union
crew reported on the job.)

Competency of the writing staff
on outline, scripts and con-
tinuities.

Experienced directors with a
knowledge of business prac-
tices as well as thorough train-
ing in motion picture produc-
tion.

Ability to produce pictures on
schedule and deliver on stated
date.

Facilities for print distribution,
booking, promotion, and pro-
jection in the field.

Facilities for maintenance, re-
placements and repairs for the
client’s prints and re-ship-
ments to projection points.

Connections for theatre, school
or club distribution.

January, 1946
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And of great importance, how
many repeat orders have they
secured, and how long in
business.

If any outfit can pass that exami-
nation to your satisfaction, and
they're around if you look for ’em,
sign up with ‘em. Maybe they’ve
been looking for you too, but haven’t
been able to get by your secretary.
Hope this answers your question Mr.
Subscriber. If there are any specific
details you have in mind, still un-
answered—let’s have “em.

Cost Comparisons

Here's another one-—il scems 1ve
heard it many times. It goes back
thirty years. quote--WITY DO PIC.
TURES COS'T SO HUCH?—un-
tuote.

It's hard Lo answer thal question
in that form. | can explain in great
detail, if necessary. WHY ANY ONE
PICTURE COST WHAT I'T COST--
but why the SO HUCH? | nimpeach-
able evidence is available to prove
that certain pictures. and | mean
commerclals. vosting between 350,000
and $85,000 when put to the use lov
which thev were made did a job that,
by the client’s admission,
couldnt have been accomplished as
cflectively by any other mediunu rve-
zardless of cost. So. 1o assuming
the person asking that question s
thinking of picture costs in relation
to other media costs and the number
of people reached.

own

[f ' oright in that assumption.
and I'll find out. that's an interesting
question for the vext issue ol TELE-
VISION. But, a warning in advance

—you'll find out that pictures can
hold their own against any other
media, from both the standpoint of
results and cost.

And here’s a few more we're go-
ing to try and answer for you. HOW
DO HOLLYWOOD BUDGETS COM-
PARE WITH INDUSTRIAL BUDG-
ETS: or, can a client get Hollywood
quality in a commercial picture with-
out a Hollywood budget. This is well
worth discussing.  From what ['ve
been hearing lately about Hollywood
having this, and having that-—I1 think
mavbe their Chamber of Commerce
has opened an oflice in New York.
(Wonder il {otks in Hollvwood [leel
the <ame way about New York?)

A Tew more bounced inand good
ones, like: There's been a lot of toose
conversation about Motion Pictures
winning the war: about speeding up
raining twenly-five to forty per-cent.
[[ <o, how was it done? How can
thiz be applied 1o industry and re-
conversion?

Well, Tasked Tor e and it fooks
like T'on going to be busy. We'll have
Niere answers i” ll](" next iSSUL’*f'ﬂll(l
thanks a lot.

EQU'PMENT (con. from page 31)

View Finder

George L. Beers. Haddonfield, N.
J.. Patent #2384.232 (RCAI—A
view-finder, designed for use in tele-
vision cameras which provides not
only a view ol the scene being tele-
vised, but also indicates <ome of the
area immediately outsice of the pic-
ture boundaries.

facturers and broadcasters.

control room set-up, etc.

79th Street.

New Tele Training Series

NE of the most comprehensive and conerete tele-training proj-

ects yet undertaken will get underway soon threagh the co-
operative efforts of City College of New York, Farnsworth Radio
& Television, and the New York Public Library.

Complete studio equipment has been made available by Farns-
worth and the course will concentrate on actual operational
“know-how™ and an understanding of the technicalilies involved
in production and programming.
pletely modern equipment and work in cooperation with all manu-

Bud Gamble, veteran television producer and Farnsworth con-
sultant, is planning the series which will cover every phrase of
programming, with top men in each field giving practical lectures
and demonstrations on lighting, composition, camera operalion,

The New York Library will concentrate on building up an ex-
haustive file of all material pertaining rto film and television,
Initial course will be given at the Yorkville Branch, 222 East

Future plans include com-
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Anti-Trust Suit

The recent action of the Department of Justice against the Scophony Corporation
of America and its major stockholders, General Precision Equipment Corporation
and Paramount Pictures, coupled with the front-page smear treatment the story re-
ceived in the press, was unwarranted.

At the onset the action found a favorable reception from a postwar, cartel-sus-
picious public. If it’s publicity the Attorney General’s office wanted, they’ve had it
But it is incredible to us that Attorney General Clark would be naive enough to let
his subordinates bring this matter to a head without a thorough investigation of the
technical factors.

Our responsibility as the business publication of the industry calls for a thorough
study of all of the developments pertaining to television. After our careful analysis
of all claims, engineering opinions and the statements of the litigants involved, we are
convinced this is a case of much ade about nothing,

Television Training

The problem of providing qualified television training is serious and cannot be
solved by irresponsible opportunists hanging out a shingle with the magic legend
“School of Television.” For those who wish to be shorn, there is always the “School
of Tonsorial Arts” or Barber College. There are too many video courses based on
very flimsy experience mushrooming throughout the country today. There is just not
enough experience in tele-programming to justify the “definitive teachings” of these
self-constituted experts. The handful of men with a sufficient backlog of tele-work
who can qualify as legitimate experts will admit that they are still in the student
rather than the professor stage.

FFundamentally, television programming depends on a knowledge of the technicali-
ties of the medium itself—its scope and limitations. First step toward any under-
standing of video depends upon actually working with the many different elements
involved—Ilighting, mike placement, camera operation, control room set-up, etc. And
with even the operating studios handicapped by equipment shortages, certainly no
school, lacking such necessary tools, can do more than offer theoretical solutions to
the problems involved. And television has been surfeited with theories.

[T the multitude of courses now being offered adhere to an honest exposition of
the problems of programniing, some good may come from them. But, if they should
invent a series of programming rules, only rigor-mortis will result.

Televisian
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