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Federal Communicationr Comrni"rsion

Commercial television has had a green
light ever since June 30, 1941. Except
for the war and its demands on materials
and manpower, television is still moving
ahead. And directly as a result of the
war, radio research has leapt forward.
Television has advanced in a few vears to
a level which it probably would not have
reached in normal times in under ten or
fifteen years. Now, we have not only
the promise but the certainty of a greatly
improved television, when materials again
become available for radio construction.
laid down to speed the new television.

The report of the Radio Technical
Planning Board Television Panel, the
recommendations of the Inter-department
Radio Advisory Committee and the posi-
tions taken by various groups within the
industry on television are known. On
September 28 right here at the Commis-
sion, hearings were begun on the tremend-
ous problem of where to house the more
than 20 radio services in a greatly ex-
panded posfwar spectrum. The next sev-

eral months should see the ether lanes
mapped out and the traffic regulations
laid down to speed the new television on
its way.

And there is no doubt about it, thou-
sands of people are looking forward to
television. Because of the insatiable ap-

petite of the American public for good
entertainment, I see no reason why the
movies, legitimate theatre, aural radio
and televisions shouldn't all live in amity
and profit together.

But because television is the newcomer,
it has the burden of proving itself worthy
to live in the magic circle. The public
has been told to expect great things of
television, and they are expecting great
things. Those of us who want television
to keep going over big after the initial
glamor is past, know there is still a job
to be done. Television Droducers have
perhaps the most difficult assignment. If
there's one precept more important than
others, it seems to me, it is: "Set and keep
your program standards high."

Fortunately, for those who pay the bills
and those who wrestle with program-

(Continued on page 15)
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Sinqers Perform Before lhe NBC Cameras in
A Recen+ Televised Version o{ "La Boheme."

However, by visiting those stations,

first as an observer, and eventually as a

would-be producer, you will gain the

experience you desire. Here's how to
go about it.

First, write to the manager of the sta-

tion nearest you for permission to visit
the studio. If you live near New York,
you can try all three: DuMont, Station
S7ABD, 515 Madison Avenue; the CBS

Station, N7CBI7, 15 Vanderbilt Avenue;
the NBC Station,'lUfNBT, Radio City.

If you live in New England or in the

Albany-Buffalo area, there is Station
\7RGB at Schenectady. If you live near

Philadelphia, there's Station \[PTZ, op-

erated by Philco. In the middlewest,
there's Station NTBKB-Balaban & Katz,
and Station \VTRZ, Zenjth, in Chicago'

On the west coast, there are Stations

W9XYZ., operated by Paramount, and

Station KTSL operated by the Don Lee

System, both in Los Angeles.

If you are at agency, department store

or radio station executive, you will en-

counter little or no difficulty, esPe-

ciallv at Station \7ABD-DuMont, Station

WR'GB in Schenectady or Station \7BKB
in Chicago, where visits by interested per-

sons are encouraged.

Then plan to sPend as much time as

occasional visits and vacations will per-

mit you, observing and learning all you

can of television techniques, use of color,

backgrounds, acting, lights, props and

TELEVISER

How To Get Television
Experience I\OW!

By IR\7IN A. SHANE

FREQUENT question, Posed bY

persons on the outside of television
looking in, often goes like this:

"Can I get in on the ground ffoor of
television now, instead of waiting for the

war to end?"
Often a department store executive

will write: "Our store plans television
in the immediate postwar period. Can our
executives get the training and experi-

ence they need without waiting until we

get our equipment?"
An advertising agerLcy man will write:

"Mury of our clients are interested in
television. Can we get experience in tele-

vision now so that we can advise our
clients more intelligently?"

The answer is: "Television training
and experience can be obtair,ed nou"'
Numerqus agencies, department stores

and individuals have already gained

actual studio experience, have presented

live shows. have learned what makes

good television. One advertising agency

ilready has more than 50 shows under
its belt.

How is television training and experi-

ence to be obtained?
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First, through "seminar" courses such

as given recently by the Radio Executives

CIub of New York, to give you an over-
all view of the television picture. Then
there are specialized courses in produc-
tion, such as the ones given by New York
University, City College of New York,
The New School, Yale Drama School,

Iowa University, Purdue and the Univer-
sity of Southern California, to help you

master the fundamentals of programming
and give you a f.airly good idea of what
makes television tick.

(As time marches on, more and more

professional schools will, no doubt, ofier
television courses. Just as there are now
schools of law, medicine, architecture,

drama, etc., schools of television will, no

doubt. come into existence. There are al-

ready several schools for television tech-

nicians.)

The best schools are the television sta-

tions themselves. Here you can get studio

experience under actual conditions. It
should not be implied, however, that
the nation's' nine television stations offer

courses. If they did, they'd have linle
time for anything else.



directing, being careful not to intrude
upon any of the regular operations of the
station.

\7hile you are there, watch each pro-
duction very carefully, observing the good
and bad features of every show, with
soecial aftention to the camera work . . .

tie relative effectiveness of long shots
and close-ups, of lap-dissolves, dolly-
shots, panoramic shots and special effects.

In a few stations, you may have an op-
portunity to watch the director at work
in the control room, where the show is
put together before it goes out on the air.

After you have made arrangements to
visit a television station. it is advisable to
read as much as you can about television
well in advance of your visit, so you'll
have a better understanding of what
takes place. Recommended books are:
"4000 Years of Television" by Dick
Hubbell; "Television Broadcasting" by
Maior Lohr; "\7e Present Television"
by Porterfield.

After your initial visit to the television
studio, go to the movies often. Analyse
each show; observe how the director uses

his cameras to point up certain scenes

and to sustain interest. Note how the
show unreels. Pay attention to methods
used in presenting titles, background
music, etc.

GETTINE ACTUAL EXPERIENCE

By this time you should have absorbed
some ideas regarding the requirements
of television. Now how to gain actual
studio experience?

If youte an agency executive, see the
manager of your nearest station and ar-
range for air time for one, two or three
shows, each lasting about fifteen minutes.

After you have completed these ar-
rangements, begin to plan your programs,
keeping them as simple and brief as pos-
sible. You might do a fashion show,
or a variety show, or a simple little
drama, with not more than three char-
acters.

After you have prepared the script,
show it to the station m^naget who will
assign a director to your show. The di-
regtor will check the script, suggesting
changes that should ,be made.

\(ihen the script has been approved,
you are ready to cast. Choose your players
very carefully, selecting persons who are
neither too tall or too short, with regular
features and dark hair. (Blondes cause an
electronic disturbance !)

For your first show you need not worry

TELEVISER

about settings or costumes. After yolr've
acquired some experience, you'll be in a

better position to know the requirements
of the new medium.

During the studio rehearsal, before the
cameras, make careful note of how the
director sets your stage, of the many
changes he makes as the rehearsal progres-
ses. While this is going on, don't do
anything which may distract the director,
or ofier suggestions-they may prove con-
trary to good television. Let the director
work out his problems without your ad-
vice.

\When your show is finally presented,
atra:nge to view it from the control room

-if possible. Should you be fortunate
enough to do so, listen intently to the in-
structions given by the director over the
inter-communication system to the cam-
era-men, sound technicians, light men,
and studio director, who all wear head-
phones.

During the actual telecast, you will
probably be too absorbed by what's going
on to make notes on what transpires.
Make mental notes, however, of ques-
tions you want to ask the director, of
flaws in the production and how they
may be improved, of the whys and where-
fores of the camera work and the many
other details that come to your attention.

\7ith each show you will gain much
valuable experience, and by the time your
twelfth show rolls around, you should
have a fairly good conception of what
constitutes a good television program.

By that time you will probably be able
to direct your ov/n shows. If not, dbn't
be discouraged as there are many per-
sons in television who are not capable di-

rectors after dozens of shows. Eventually,
you will become so familiar with tele-
vision techniques and with the television
cameras that producing and directing good
television shows will become second na-
ture-more a matter of good performers
than a technical problem.

\fhen you have gained actual studio
experience, you will be ready to train
others in your store or agency in the prep-
aration of acceptable television scripts,
in proper casting, selection of suitable
material for programming, commercials,
etc.

The next step now is to build a tele-
vision-rehearsal "studiq': "laboratory" or
"workshop." Furnish it with a few simple
props. Indicate your stages, duplicating
the lay-out of the master studio as far as

possible. Furnish it with a baby grand
piano and a record player. Photographer's
floods can serve as lights.

Then have constructed for your "work-
shop" two dummy cameras, mounted on
dollies. These can be constructed of ply-
wood.

\7hen your workshop has been set-up,
you can conduct your auditions or try-
outs here, as well as actual rehearsals.
It will give to your department a feel-
ing of professionalism and will prove in-
valuable in training store or agency per-
sonnel in television.

You are now ready to embark on a

professional career as producer-director of
television. Good luck to vou !

Jay Slrong and Twelve Prelly "Zodiac'
Girls on l}e "Star-Dust" Aslrology Program
Presented by Norman D. Wafers & Associ-
ales Adverlising Agency.



Alter 4000 Years-

TELEVISION
Com,es ol Age

ELEVISION has had its periods of
growth. It's infancy was long and
drawn out. It was born 4000 vears

ago in the dim ages of history with smoke
signals and the tom-tom drums. Discover-
ies during the middle ages accelerated its
development, but not until the 18th cen-

ltury was any progress made.
\ Its true adoloscent period didn't begin
until the many inventions, now known to
every American, were well established:
electric lights, the telephone, telegraph
and movie camera. It was a period as

changeable and upsetting as a child's
adolescence. Full of trial and error, dis-
couragements and progress, it expanded
with such names molding and forming it
as Nipkow, Zworykin, Baird, Farnsworth,
DeForest, DuMont and many others.

Then suddenly in 1925 it showed signs
of approaching maturity. For within
three months of each other England and
America made actual television transmis-
sions ! James Baird showed the first out-

Jenkins showed silhouettes in this country.
These were called "shadowgraphs." Then
in the fall of that momentous year an office
boy's picture was shown in a London
studio.

The next year television gained height,
when infra-red rays were used. For now a

person could be televised in the dark. In
L927 the American Telephone and Tele-
graph gave impetus to its development by
actually sending pictures from STashing-

ton to New York and back again. The
following year television spanned the
Atlantic. The tremendous "shooting up"
was followed shortly by a ship, the Beren-

garia, being wired for television. The
wireless operator had the thrill in mid-
ocean of seeing a picture of the girl he was

planning to marry flashed to him from a

London studio. Then color and "three-

dimensiorial relief" began to become im-
portant.

But it was in 1930 that television be-

came of age. For that year saw many ex-

citing cianges take place. Speech and
images were synchronized, the first play
was televised, television was shown in a

theater. Close on these. the first outdoor
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scenes were picked up and the famous
English Derby was successfully received
via television.

England, France, Holland, Germany
and America all fed and nourished the
video child. In England television was

stimulated to faster maturity than here for
one station had a monopoly. This country,
held by fierce competition, took much
longer in setting up standards.

Television made its formal debut in

1939 at the World's Fair. Then, the war
stopped nearly all work on it abroad and

greatly subdued its activities in this
country.

Now there are nine active stations send-

ing out programs at specified times each

week. Television, fully developed, is re-

strained only by the war in carrying out
its work. Its personality may change

through these next coming years, but it is,

at last, sound and ready.

First Traveling Stoclc Company
N Friday, August llth, the first
traveling video stock company,
consisting of members of the Tele-

vision rVorkshop Players Group, gave its
first experimental road-tour performance
at the General Electric Station, \fRGB, at

Schenectady, N. Y.
The purpose of the experiment was pri-

marily to determine how economically a

full dramatic production, utilizing two
sets, costumes and Broadway actors, could
be mounted at a station remote from New
York.

It was decided to send principal players
only, arrangements having been made for
the station to obtain local players for bit
parts, thus keeping tailway and hotel ex-

penses to a minimum.
The second point in the experiment was

to determine whether the station could
supply the required sets from the sketches
furnished in advance.

Thirdly, the experiment was to deter-
mine the rehearsal time a traveling com-
pany would need once it reached the
studio, since it is important - from the
standpoint of expense-that the company
perform on the day of its arrival.

The play elected was "The \foman
\7ho rilfas Acquitted." The play was cast

on Tuesday, August Sth, using players
who were entirely unfamiliar with the
play. The first rehearsals took place the
next day, August 9th, for two hours at the
Television rVorkshop and again the fol-
lowing day.

Two special mock-up cameras were used

to figure out the camera shots in advance
and to familiarize the players with the
camera movements.

A shooting script and floor plan was

sent to Bob Stone, r$(/RGB studio director,
two days in advance of the scheduled
telecast.

On Friday morning, August 11, the
players entrained for Station IIRGB.
During the four-hour train trip, they
went through line rehearsals, which con-

tinued until all were letter-perfect.
'When the group arrived at Station

\7RGB, everything was in readiness. The
sets were in position; the bit players, sup-

plied by the station, knew their lines, and

were ready to perform. Title cards, music

and sound effects recordings were already

marked and ready.
At three o'clock Director Bob Stone put

the players through a "dry" rehearsal to
become familiar with the stage "business"

and to cue his shooting script which had
been sent to him in advance.

By four o'clock everything was in com-

plete readiness. Everyone in the studio-
camera men, light and sound technicians,

other studio personnel-were now faidy
well familiar with the play. For the next
hour and a half, the players rehearsed

before the cameras to the satisfaction of
the station director.

At nine o'clock "The Woman ril7ho

\7as Acquitted" was finally presented to
the \7RGB audience-just three days after
the play had gone into production, with
only l/2 hours of cameta rehearsals. The
performance came off with motion picture
smoothness.

By ten o'clock the players were com-

pletely packed, ready to entrain on the
night Pullman for the next destination.

Thus, the first experiment in television
touring companies came to a successful

conclusion. lJ?'as it successful ? The an-

swer is: more shows were immediately
scheduled for September 7th, 15th and

throughout the Fall and $Tinter seasons.

The success of the Television I/orkshop
experiment will, no doubt, set the pattern
for postwar touring companies.

TELEVISER



View of lhe Director's Control Room of CBS'WCBW in lhe Grand Cenlral Building. Next lo lhe Direclor Si+ the Video Engineers.

THE TTLEVISIOI\ DIRECTOR

HE television director is the person

directly responsibl€ for preparing,+ producing, often selecting tele-

vision shows; and it is his task to mold
every facility of the medium to accom-

plish the most effective Presentation. To
work with, he has a large array of phy-
sical properties including cameras, lights,
scenery, effects; a staff of engineers re-

sponsible for getting Pictures and sound

on the air; set designers, ProPetty men,

stage managers, musicians, actors, enter-

tainers, speakers and others concerned

with the actual program content of his
show. FIe rs the conlecting link between

the world of make-believe, which is show

business, and the world of reality, which is

engineering. Seated in a control room
where he may view the output of any of
the three cameras at any time, he composes
each picture before it goes on the air by
relaying his instructions to the cameramen

in the studio, then selecting which picture
will be actuallv broadcast.

Although directing television is similar

TELEVISER

By THOMAS LYNE RILEY

lTeleaision dilector et NBC for three years, anh
lqter radio qnd teleaision director of William Esty
Aoencv. Tom Ri/el is now radio director lor the
C;-Orainator of I'nter-Americon Afiairs, s!'stioned
in Chile. The drticte is from "lle-Presbnt Teleai-
si,on," b1 Porterfield, iublished by the trV. Vt/.
Norton Co., New York City.)

in many respects to directing in the thea-
tre, limitations of camera and studio make
concentrated action a keynote of the for-
mer as opposed to the effect of space

achieved on the stage. On the other hand,
television, like motion pictures, can shift
from set to set during the action, and,

through such screen devices as trick-angle
shots, close-uPs, etc., it may concentrate

on dramatic effects which may be obscure

at a distance. Both television and the stage

have one great advantage over the movies

in that both convey action happening at the
moment; and in both cases the action is

tontinuous with none of the retakes and

editing used in making motion Pictures.
This is always impressive to audiences, al-

though it is the difficult responsibility of
the director to see that no mistakes are

made.
In choosing material for telecasting, the

director has to remember that the fnal
product must be ft for home consumP-

tion. Although almost every conceivable

form of entertainment, instruction, and ex-

position has been produced by the New
York NBC studios, there are three general

types of shows which have been found
most satisfactory: the variety show, the

comic opera, and the drama.

In producing a variety show it is the
director's job to engage seParate units with
wide appeal which when presented in
combination will make for the most di-
verting production. Many successful shows

have been tried at NBC ranging from
quizzes and dancing lessons taught by

professionals to lantern-slide lectures on

art, science or needle work and cooking
instructions involving actual PreParation
of foods.

Let us take a typical variety hour, open-

ing with a dance team. In the main, long
over-all camera shots are required to show

the co-ordination of the dancers, and this
is varied with close-ups showing intricate
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bits of footwork or facia\expression, a

medium shot for the bows at the end of
the act, and such tricls as elevating the
long-shot camera and shooting the dancers
from just above eye level thereby increas-

ing the illusion of perspective.

The director theh orders a {ade-out or
a direct cut to the master of ceremonies

who introduces the comedian s,hose act is
heightened by use of amusing close-ups

focussed on the facial pantomime and the
comic accessories. Following a perform-
ance by an instrumental trio we come to
the last half-hour of our variety show: the
spelling bee. Here the director must fol-
low thI progress of the bee, get cl\rps,
pick out dramatic details and in general
hold the show together just as if it had
been carefully rehearsed-a task requiring
considerable quick thinking on his part in
order to give a coherent sound-and-sight
account. Shows of this type can easily run
for thirty minutes without becoming tire-
somg and spelling bees, in particular, have
proved to be excellent television material.

THE COMIC OPERA

In presenting comic opera, NBC has

had particular success with shows of Gil-
bert and Sullivan. In our first undertak-
ing, "The Pirates of Penzance," the direc-
tor worked with Harold Sanford, well-
known musical director of light operas,

and with Miss Ivy Scott, authority on the
traditional stage business of Gilbert and

Sullivan. Among the techniques learned
were the fact that in television a much
smaller cast and orchestra could be used
than is required on the stage. The script
and score were cut closely making the plot
completely coherent but with very little
repetition thereby maintaining the rapid
pace essential to good television. After a

few days of rehearsing the singing of the
show, Miss Scott and the director started
with the dialogue, movements, and busi-
ness of the opera with Mr. Sanford con-
tinuing his supervision of the music.
Changes in staging and continuity were
often required to suit the new medium.
As the rehearsal progressed, possible
camera shots were noted and set with the
players. In the meantime the director, the
scenic designer and Miss Scott collaborated
in skctching the two sets required, and the
special effects department was given the
task of building a miniature castle for the
purpose of showing an exterior view of
one of the sets. In two camera rehearsal
days we worked out all camera positions

6

and shots, using close-ups on solo, me-
dium shots on duets, and cutting in for
close-ups on individual parts, three-
quarter shots on larger groups, and long
shots for mass action or ensemble singing.
$7e placed the orchestra to one side of the
studio, with one set at either end, making
it simply a matter of reversing camera

positions during the intermission. A com-
mentator was used for setting the scene,

telling about the cast, opera, author and

composer, for a three-minute commentary
during intermission, and again at the
close of the show. And so "The Pirates of
Penzance" went on the air for the first
time with sight and sound, proving that
good comic opera is definitely television
material.

THE DRAMA

The field of television enterprise which
demands most of the director is that of the
drama, for in no other form is so much
versatility, originality, and imagination
required. Here we find the director in the
truist sense: one who interprets a story for
the audience. Television, owing to its ex-

treme power of selection and isolation of
certain points by means of close-ups and

other visual devices, calls for exceedingly
precise direction. Everything should be

rehearsed carefully and then played ex-

actly as it was rehearsed. Let us choose a

typical production-"The Farmer Takes a

\7ife"-and describe what the director
had to do with it:

The book, originally the novel "Rome

Haul" by ITalter D. Edmonds, told of the
people who lived along the Erie Canal in
upper New York State in the eighteen
fifties. It was later dramatized for the
stage and produced as a motion picture.
After purchasing the play for television,
in 1939, the first thing done was almost a
rcdramatization of the book. The mob
scenes had to be cut, which left little ex-
cept the basic love story. So we decided to
divide the emphasis between the plot and
a semidocumentary treatment of the Erie
Canal itself. To do this considerbale use

was made of film. Shots were taken of a

Pennsylvania canal which today looks like
the Erie did in 1850, and a film montage
of old locomotives and trains was made
for use in illustrating the railroads' inva-
sion of the transportation scene. A narra-
tor was used to tell parts of the legend
while the audience looked at the film por-
tions. The special effects department built
in miniature a section of the canal com-
plete with locks and typical hotel of the
period; the scenic designer did the interior
of the hotel and two other sets; the cos-

tume house and our property men were set

about their tasks.

Meanwhile, after casting the play, re-
hearsals had started and the entire play
was given pace just as would be done in
the theater. In rehearsing for television,
the director has to keep thinking in terms
of possible camera shots in addition to ad-
hering to many of the tenets of theatrical
craftsmanship. Printed titles using a map
of the Erie Canal as ba&ground were
drawn up for introducing regulation cred-
its at the show's opening, and the map was
changed to motion pictures of an actual
canal as the narrator took up, $7e went
from map, to film, to miniature, to studio
set and the play. Background music from
phonograph records was used to heighten
the dramatic, scenic and historic parts of
the play, and NBC's sound effects depart-
ment provided boat horns, insect noises,
train whistles and other sounds.

The director always prepares a shooting
scipt of his entire play before it goes into
actual camera rehearsals. The right hand
margin of each page is used for penciled
directions, camera shots, orders to camera-
men, sound effects, film studio warning
and starting cues, music cues, and orders
to the stage manager who works in the
studio in direct contact with the cast.

A final cJ-reckup the day before "The
Farmer Takes a \7ife" went before the
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calneras revealed the following: a shooting
scipt, a cast which had been rehearsing
for almost two weeks, a set of titles, a nar-
rator, four special film sequences, a minia-
ture, sound effects, marked and timed
phonograph records, costumes, properties,
and three sets which almost overflowed our
floor space, in addition to all basic studio
equipment. It was nowp to the director
to blend all those factors into a television
production.

$7e devote two days to camera re-
hearsals on plays at NBC. There are al-
ways changes made necessary by lack of
space or physical inability to produce a

shot which seemed right in theory, and
more effective ways of establishing some
dramatic value frequently must be found
at the last minute.

The director works with two screens

before him. Directly facing him is the
picture which is going on thi air. fgfftty
to his right is the preview screen, on
which he may at all times see what any one
camera is taking. All shots are first com-
posed on the preview screen, and then, on
cue, the picture is snapped to the "on the
air" position. Thus, the television director
is-or should be-ahead of the actual per-
formance by at least one camera shot.
During all this, the director is trying his
best to hold all the other parts of the show
together by giving orders to his stage

manager through a headphone set, as well
as cuing music or film to the engineers in
the control room with him.

"Take two. One, get on the three men
by the door." "Three on the girl." Re-
peated. "Two minutes, )-A." Repeated
by a difterent voice.

"NoeI. sneak in when we're off that side
of the set and get that lamp chimney. It's
making a bloom. . . . Take three . . . One,
staythere. . . . Take one. . . Three, get
on the miniature." Repeated. "One, dolly
in." Repeated. "One minute, 5-4."

"Oh, no, two, no, on the title!" Re-
peated but without so much intensity.
"Boat horn. . . . Sneak in your music. . . .

Thirty seconds, t-4." Last part repeated.
"Preview three. O.K. Roll the film, 5-A."
Repeated. "Stand by, narrator. . . . Fade
out one, fade in five. . . . Music up. . . .

Preview three. . . . Music down. . . . Start
your narrator. . . Quiet in the studio!
Take three preview two. . Music up.
. . . Take two. . . . Kill the studio sound.
. . . O.K., intermission, three minutes."

That was a television director speaking.

TELEVlSER

Your Video Audience
R. ALFRED N. GOLDSMITH, iN

a recent talk before the Television
Producers Association. told the

program-producers present that the home
television audience difiers widely from the
movie audience or the crowd that attends

a Broadway show.
\When you go to a movie, you have done

so because you want to see a certain movie,
or because you had nothing else to do. In
either case, you paid an admission price,
and come hell or high water, you'll sit
through it-feature, coming attractions,
bingo announcement, newsreel, Mickey
Mouse, and second feature. If you don't
like the movie, you're usually too polite
to say anything about it. Besides there are

ushers around.
NTith a play, you've planned weeks in

advance to attend "Life lVith Uncle Harry"
and paid $3.30 for the seat. If you get
bored with the play, you look around the
theatre until some line or action in the
play gets and holds your attention.

Not so with the television audience. If
it doesn't like your ofEering, a turn of the
dial and you're electtonically dead-at least

so far as that listener is concerned.
SThat is the typical videoist like ? He's

grouped with his family around the tele-
vision set. He tunes the set carefully, takes
out his pipe, lights it, and sits back in his
chair, waiting to be entertained.

Suddenly, the telephone rings, the door-
bell buzzes, the baby cries; the door opens
and shuts, visitors come into the living
room; his pipe goes out; he stops to light

it. Mother suddenly remembers she has

knitting to finish and turns on the btidge
lamp, which interferes with the picture oo
the screen.

Thus, the producer of television pro-
grams faces severe competition for atten-

tion in the home, and unless he produces
a program which immediately arrests and
holds the attention of a majority of the
household members, he's apt to be tuned
off, with his program left to haunt the
precincts of the higher frequencies in
search of customers.

Once your program makes contact with
your intended audience-and it likes the
offering-the response will be very vocal.
Ten times as much listener mail can be ex-

pecied to pbur in than from a similar ra-
dio program.

Because the television screen is small,
it is, therefore, wise to use many more
close-ups than long shots. Your television
audience will become very fidgety and will
quickly lose interest if plagued with long
shots.

If your program is bad, you may expect
much criticism. Whatever is bad is magni-
fied ten times on a television screen. Poor
actors, inadequate script, inexpert direc-
tion, too-much-talk-and-not-enough-action,
windy commercials and other annoyances

will bring forth the wrath of videoists
upon your head.

So, it is well to remember your television
audience at all times-loving and gracious
though they be-they are desirous of being
entertained, not bored to death.
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Raymond E. Nelson, Vice-Presidenf and Televi-
sion Direcfor of the Charles M. Slorm Aoencv.
!1 He_re Directing One of His M"ny Shi*, Ji
WABD-DuMont. -

HEN we started our television ac-

tivities here at the Charles M.
Storm Co.-some ffty shows ago

-we did so as a matter of basic agency
policy. Ve've been in business some fifty-
six years and we've always felt that a con-
stant, and immediate, interest in new
media was a duty we owed our clients. In
any event, there was the organizational
problem of "Just where does Television ft
into the agency pattern-and how?".

Television usually winds up as a function
of the Radio Department in the average
advertising agency, which I don't concede
to be especially good thinking. Television,
aside from its electronic and mass com-
munications aspect, isn't even vaguely akin
to radio. You can't entrust its destiny to
men whose work has been confined to the
narrow medium that is radio-*where it's a
matter of reading from a piece of paper,
and where direction is primarily a mutt..
of modulating the inflection of the speak-
ing voice, and holding a stop-watch on it.
Very few agencies have separate motion
picture departments; many of the ones
that do assign the television duties to that
division instead.

tDTell, that's closer 
- but not close

enough. Television's an art that demands.
first and foremost, well-directed INsraN-
rANEous performance, and the skill ac-
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Setting Up A Television Deparrmenr
By RAYMOND E. NELSON

(From director of d,aytime programs for WOR to
t-eteawron dvector ond ?ice-president of the Charles
Y: J!9rnl Agen.c! is the recent history ol one of
teteatsron's prolthc producers, Raymond, E. Nelson,)

quired in a motion picture studio, where
time is fairly abundant and retakes avail-
able, pales before the perpetual rush job
that is today's television. Does your motion
picture director require techniques adapt-
able for television ? He certainly does-
but they're insignificant alongside the spe-
cial aptitudes he'll have to develop to hold
his own in television.

The point is, you don't set up a tele-
vision department-you train one.

The grocery man hires a clerk with
grocery experience. You can't do that in
television, for two reasons: first of all,
there aren't enough people with television
experience to talk about. And, secondly, if
there uere they'd be wise not to talk about
it, because ninety pircent of the television
programming to date has been so unspeak-
ably bad that any connection with ii con-
stitutes a black mark against the applicant.

I had the advantage of having some
forty or fifty television shows under my
belt when I joined the Charles M. Storm
Company, and I had a pretty good idea of
the basics involved.

In addition, Iuckily enough, I had long
years of theatrical background, which in-
cluded everything from directing dramatic

stock to producing light opera. And so it
was possible for me, although titulady
head of the radio department, to add to
that operation the combination of experi-
ence necessary to television production.

The television department expanded
according to need, and its personnel was
added in terms of training for that need.
Edwina Sprague, for example, came to us
with a rich backlog of experience in both
radio and stage production, and, as a for-
mer agency executive, with a good con-
cept of the client's problems, too. George
Foster, another member of the depart-
ment, had been a star student in journal-
ism, and a radio writer of proven ability;
he's adapted himself beautifully to the
television medium. One of our newest
additions, Peggy S7hedon, had played
Broadway leads, and had, fortunately, an
excellent flare for dress designing. She
supervises all of our costuming now, and
the wardrobe side of our programming
has gotten a much needed lift. Our musi-
cal director, Sam Medoff, has been work-
ing with me since I took my first timorous
television step; our dance director, Bobbie
Jean Bernhardt, has now done her terp-
sichorean stuff on some fifteen or twentv
shows.

None of these classifications, it should
be mentioned, is hide bound in its opera-
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tion. Ve keep a consrant rotation of ideas
and duties; the scripter of this week's
television show may be the stage manager
of next week's. The wardrobe mistress
may be the leading lady week after that.
All of which isn't nearly so confounding
as it sounds; it's all part of a sincere ef-
fort to acquaint every staff member with
every phase of the television operation.
And enables everyone concerned to double
and triple in assorted television brass
whenever the occasion demands.

"The Boys from Boise," a grandiose
television effort, is a good case in point.
It went on the air September 28th over
tUfABD, sponsored by Esquire Magazine.
To give vou an idea of the magnitude of
the enterprise - and, all press agentry
aside, it was a B-I-G project-a two-and-a-
half-hour original musical comedy, with a

cast of 75, an orchestra of 13. and three
elaborate settings. \7e did, to all intents
and purposes, stage a production as diffi-
cult as the ave:,age Broadway stage show,
with the added problems attendant in a

presentation minus a dimension or two.

Never before in the history of the adver-
tising business-and it's an industry with
plenty of hectic tradition5-fia5 an agency
been called upon to add to its activities the
bee-hive aspect of the Shubert office at its
busiest. That's why a television show like
"The Boys from Boise" requires a compe-
tent, resourceful staff of hard-working
people who can do almost anything and
do it superlatively well. And that's why,
for example, no one was at all surprised at
the fact that, at one rehearsal, Sam Medoff,
whose primary jobs are those of composer
and musical director, was busy at work
teaching dance steps to the Conover
models. And this, because Bobbie Jean
Bernhardt, whose job lr dance instruction,
was hard at work designing a costume; re-
placing, this time, Peggy Whedon, who
happened to be tied up writing additional
scenes for the show. George Foster would
have been doing this in the ordinary course
of things, but be, it happened, was sharing
a paintbrush with Edwina Sprague, under
the watchful eye of Frederick NTidlicka,
the agency's art director, who designed
"The Boys from Boise" settings. The point
is that, even as at the Mad Hatter's tea
party, everyone concerned could have
moved one place to the right-and known
how to handle the setting there, tool

\fell, that's the way you-er-acqulre
a television department !

TELEVISER

A il lIIIil TO Iil[

(Selma Lee ii itirecf,rlthe teleaision talent de-
Partmenl ol the William Morris Agency, uhere
prior to the aducnt of televi^sion she uas in charge
of "legitimate" taleflt.)

OW is the time for all who are

interested in television to get into
this new field while plenfy of op-

portunities to experiment and audition
still exist.

At this point the field is wide open for
ideas. With adjustments to the require-
ments of television, your ideas may Prove
of value.

Know the limitations as well as the ad-

vantages of the medium. Television is

aimed at the family. Obviously then, this
is a very personal medium. Yet, if father
should guffaw at something slightly off-
color. or brother smirk at a double en-

tendre. beware of mother and her concern

for baby sister. Television is not out to
precipitate a family argument ! Question-
able material is definitely out.

Realize the space and time limitations
and adjust yourselves to them. Until re-

cently performers, cameras, technicians,
mike booms, light banks and spots, oper-
ated in one small room. Moving from
Stage 1 to Stage 2 involved two steps to
your right or left, as the case might be.

Therefore, if possible, see your studio be-

fore planning your performance. Post-war
plans for television studios will undoubt-
edly facilitate production: mercury-cooled
lights, better cameras, etc. But if one gains
experience working under present limita-
tions, and can produce the goods, post-
war production should be a snap.

It is well to remember that Television
technique bears similarities to motion pic-
ture the eater and radio. But it has quali-
ties beyond any of these and only direct

IA[il1T IIil
Bv SELMA LEE

experience in the field will reveal these

differences.
Study and learn as much about the gen-

eral field as possible in your spare time.
Courses have been offered by various col-
leges in the city and will again be sched-

uled this Fall. Recently a Television
Seminar Series was offered by the Radio
Executives Club for a period of 16 weeks.

At each ninety-minute session, recognized

authorities in the various fields relating to
television prcsented their views.

Television societies are sprouting mush-

roomlike, all dedicated to gathering to-
gether those interested in the field, and

presenting to them latest developments in
form of discussions, panel sessions, guest

speakers. More and more trade papers

carry views and developments-watch for
these. Try to meet people who know
something about the field, discuss it with
a view to where you can fit in, and above

all, get into Television quickly.
It cannot be too greatly stressed that

with the happy turn in the war, activity in
this field will be stepped-up. Now is the
time to get started. Once Television starts

rolling it is generally felt that progress

will develop more quickly than that made

in radio at its start. Technical develop-

ments have been speeding ahead through-
out the war period and manufacturers are

all ready to offer a moderately priced set to
the public as soon as the \JZPB gives the

green light. So we, who are interested in
Television from the programming end.

must lose no time-we cannot afford to lag

behind the technical advances. In the
final analysis, it will be good program-
ming that will sell television to the public.

So, if you're anxious for a place in tele-

vision. now's the time to make it. Go to it !



ACTORS MODEL BUILDERS

NES/ CAREERS IN
TELEVISION

ITH each new invention come new
jobs. Little did Guttenberg, in
1416, rcalize that with his inven-

tion of movable type, millions of persons

would subsequently be employed directly
and indirectly in the printing and allied
industries. Or little did the \Tright Broth-

ers realize that their successful flight at

Kitty Hawk would result in millions of
persons being employed by aircraft factor-

ies in the United States and throughout
the world.

\7ith the advent of commercial tele-

vision after the war. it is estimated several

million persons will find employment -
directly or indirectly-in this new field.

Then, too, as with the motor car and

the airplane, the impact of television will
be felt horizontally in scores of industries,

such as plastics, lumber, copper, paint,

building construction, motion pictures,

costume, scenery design and dozens more'

The job of producing 2J,000,000 sets,

the industry's goal for the first ten years,

will absorb a huge army of homecoming

veterans. Another will be required to sell,

install and service those sets. While still

another will be needed to sell station time,

produce scenery, PrePare scripts, act, direct,

write music and in general, produce the

hundreds of programs that will eventually

emanate from an estimated thousand tele-

vision stations spotted throughout the

countrv.

\Zith television will come many new

job opportunities - 
jobs in management,

production and engineering. Some are

listed here:
Anrtsrs-To design scenery, title cards,

costumes.
Acrons-In numbers undreamed of in

motion pictures, the stage or radio - for
"live talent" studio shows, for television

films and for television stock companies.

Stage training best for television.
ANNouNcrns - 

To announce Pro-
grams and commercials. Suitable aPPear-

ance and personality required, as well as

proper voice.
AccouNraNrs-To keeP tab on the

scores of cost items that go into a full scale

television production: rehearsal and per-

formance time for actors and musicians;

props; costumes; sets; technicians ; toyal'
ties ; air time; studio charges, etc.

CauEnauEN - To oPerate television

cameras, Motion picture experience desir-

able, but not essential.
CanprNtERs-For building studio sets

and models.
CopvwnltEns-To write Program com-

mercials. Advertising copywriters will
need training for television writing.

Cosrulrnns-To outfit shows with cos-

tumes in quantities far greatet than those

needed for stage or screen.

DtRrcroRs-scores of directors and as-

sistant directors will be needed for re-

hearsals and in the studios. Others will be

required for television films.

NEWSCASTERS

MODELS
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SarnsunN-Sell receivers, transmitters
and air time.

SEcnrranrrs - Perform their usual
functions in all departments of the studio.

SouNo TncnNrcnNs-To operate the
studio sound system, monitor it for the
proper qualities.

TarrNr l,{nNacens -4Jo secure and
allocate theitri:mendous- amounts of talent
need for television productions.

Tracsrns-To teach television courses

and allied zubjeas. 2
\7puruns-To prepare scripts-by the

hundreds !

Etrctntcnrvs-To handle all electrical
work and maintenance around the studio.

ENcrNBnns-Chief engineer heads en-
gineering staff and is responsible for
smooth studio operation. Under him are:

(1) the ddeo angineer who controls the
quality of the pictures emanating from
each camera and switches them on to the
main channel, at the director's cue; (2)
the sound. engineer who controls the
sound as it comes directly from the studio.

Fl.sntoNlst - To select costumes and
direct women's fashion shows.

Fnrrt MnN-To film outside "location"
shots for use in programs, to shoot news-
reels for use on newscasts, television
"shorts," commercials, etc.

Lawvrns - To clear all copyrighted
scripts and music; make contracts with
actors, sponsors, networks, agencies; de-
fend clients against the scores of lawsuits
involving infringement of copyrights,
breaking of contracts, real and imaginary
grievances.

LtsRARraNs - For filing all scipts,
keeping up-to-date library of books and
publications.

Marp-up Anrrsrs 
- To see that per-

formers are properly made-up
MusrcraNs - As in radio, needed in

live-talent shows and film transcriptions.
MasrpR or CrnruoNrEs - To emcee

variety shows, fashion shows, etc.
PpnronurRs 

- All types, including:
dancers, puppeteers, magicians, acrobats,
srngers, etc.

PuorocnapnERs-To prepare suitable
pictures for use on programs; also to make
still pictures of studio shows for publicity,
advertising and record purposes.

Pnooucrns 
- To produce the pro-

grams: select the script, choose the direc-
tor, pick the cast, plan the scenery and
costumes, choose the music, etc.

Pnocnau Drnrcrons 
- Hired bv the

studio and ad agencies to coordinate plan
programming.

Pno;rcrroNrsr-To handle telecasting
of both films and slides.

Pnop MrN-To build the props and
miniatures needed for each live produc-
tion.

PRrss AcrNrs - Many will be kept
busy by studios and agencies in getting
publicity for the highly-paid stars and
costly shows.

Rrsnancgrns 
- Program research;

study audience fan mail; audience sur-
veys.

TELEVISER

THE VIDEO AI\1\OT]1\CER
BY DICK

(Dich Brqdlev;s stofr announcer of the Teleaision
V'orhshop. He has-participated in score.s of tele'
casts as announcer and' ewcee. He is also an an'
nouncer lor Station WNEW.)

It has already been discovered that per-
formers, guests, and announcers are shown
to best advantage if each memorizes his

part of the show, not necessarily to the

point of absolute perfection every time,
but certainly well enough so as to make it
easier for his fellow actors and studio
technicians. Never should an announcer
depend totally on his memory and the
picture of the script in his mind's eye.

Rather he should have developed, through
study, a thorough knowledge of the "com-
mercial"-a definite idea of what his
sponsor has engaged him to sell. lf he
does this, and, through his confidence in
the product, and his own pleasant Per-
sonality, conveys to the television audi-
ence the desirability of the product, what
matter if he follows the script word for
word?

Let us suppose, therefore, that the an-

nouncer has "learned" what he is to say to
his video audience. He perhaps would
like to read his scipt at the first rehearsal,
in order to familiaize himself with his
own camera positions, coordinating these

with each speech. It is well at this first
rehearsal to make slight notations in the
script's margin, regarding directions given
him, exact camera position, etc. This is
good to know in his study of the show,
preceding its dress rehearsal and actual
performance.

So we assume that it is "air time." The
announcer applies a minimum of a special
television make-up, gets last-minute notes
from the producer, the director, the artists,
the cameramen, the sound technician, etc.

He takes his definite stance before the
lens; assumes a "relaxed" posture, forget-
ting for a moment that his hands seem to

BRADLEY

be "in the way." Perhaps he finds it bene-

ficial to grin broadly, the better to relax
his facial muscles. Above all he must re-
member to remain in one position, to allow
the camera to focus properly, and when he

does move, do so slowly and deliberately.
Most important, the video announcer must
neaer appear "stiff."

One of the primary thoughts well for
the announcer to keep in mind is that he
has a seeing, as well as a listening, a:udi-

ence. Therefore, when he has received a

cue from the studio director that he is "on

the air," he should immediately visualize
himself as addressing someone in person
. . . regard the camera lens as a friendly,
human face . greet that face with a

bright smile. This is the fellow who is
going to buy that product, but he is there
to be convinced. That is the job of the
video announcer. It shouldn't be difficult,
since the announcer knows what he is sell-
ing, he has confidence in the points he's
bringing out, and he is presenting them in
a serious vein, albeit pleasantly personal-
actually as if the potential is being let in
on a wonderful secret.

Quite often in television an announcer
appears frequently throughout the pro-
grarn. Perhaps he is presented as the
moderator of a quiz show; perhaps as the
master of ceremonies in a night club scene,

or as a "roving reporter." In such in-
stances he changes his personality directly
following his presentation of the com-
mercial. Up to this point he has directed
his attention solely to the video audiehce.
Now he becomes more informal, amusing,
without overdoing it, but above all, re-
laxed. The video announcer now begins
to sell the talents of his artists. His audi-
ence is anxious to relax, remember, and to
be entertained. It's largely up to the an-
nouncer to make this possible.

tl



PROGRAMMII\G
By THOMAS H. HUTCHINSON

Production Director, RKO-Teleaision Corporation

ELEVISION programming ofiers a

definite challenge to the Program
builder. The cost will be far greater

than radio; and many basic radio ideas

will be unsuited for the new medium'
'!0e must learn through experience right
now iust what is good and bad television

program material.' Ii-.fo.. the war almost 6o/o of the

radio programs in this country were musi-

cal. drcliestras and vocalists of one kind
or another provided the backbone of the

radio progiams heard throughout the

countryi I do not believe, however, that

musical programs will fill the percentage

of time on the air in television that they

have filled in radio. This means that we

must devise some new type of entertain-

ment if sre are to maintain the television

schedule that the American public will
demand.

THE SIX BASIC IDEAS

No matter what some PeoPle may say

to the contrary, the similarity in audi-

ence reactions between motion pictures

and television will be very close for, after

all, television lr a motion picture. The

basic subject matter used in motion pic-

tures is: drama, musical comedY, ani-

mated cartoons, news, commercial shorts,

and educational features. These six basic

ideas are Proven visual material, and in
general, television is going to have to-

frogtam its stations with these types of
programs, using to the fullest extent every

posiibte approach in presenting them.

the importont thing in television is not

going to be what to do, but how we

do it; and this becomes doublY im-

portant in view of the fact that for a

iong time to come the economic factor

in television will force us to produce

our television Pr$grams just as cheaply

as possible.

NEW PROGRAM IDEAS

The visual aspect of television is going

to open uP some new Program fields. It
is obviouJ that art, dancing, fashion and

other subjects which have to be seen to

be appreciated and which were unsuited

to ridio, are going to find their place

in television. But there is no cut and

dried formula for presenting such fea-

tures; the same idea can be good or bad

l2

in television depending entirely on how

it is presented.
In spite of the television program- ex-

periments that have been conducted so

i"r. u.- little has been learned that will
be of lasting value as television material

in the days to come. For programs that

seem satisfactory today may or may not

be in the running after the war. All of
us who are interested in television are

quite justifiably thrilled over the fact that

in spite of the war there are television

progi"-t on the air in the New York
rr." 

"u.ty 
night in the week. But so far

there are no competitive Program services.

Think of the spot Program builders are

going to be in when the television audi-

ence has the choice of several television

shows to pick from.

THE TELEVISED DRAMA
e

Let us examine\ome of the facts that

have alreadv been ftarned about television

programs. Before the war we had a tele-

,rision schedule of fifteen hours a week

for over ayear, and we had the same basic

television audience then that we have

now. Various surveys of this audience

made from October 1939 to the present

have given us clues as to its likes and

dislikes.
'$7e might begin with drama, which

was the audience's first choice' Good

solid, rehearsed entertainment is going to

be the backbone of television Program-
ming, in my opinion. For almost a year

and a half before the war began we Pre-
sented, at NBC Television, adaptations

of successful Broadway plays. Running

from an hour to an hour and a half, they

included such plays as "The Missouri

Legend," "Broiher Rat," "Jane Eyre,"
"T-hree Men on a Horse," "Stage Door,"
and "Vhen'We Are Married"' The last

mentioned play was particularly success-

ful, and represented an interesting ex-

periment for we brought the entire cast

of th. Bto"dway play into the studio and

telecast it iust as it was done on the stage'

Audience rePorts favored such dramatic

programs right from the start. "Jane
-Evti," fo. instance, out of a 3 fot ex'

."ll..tt, received an audience rating of
2.76, or figuring it in round numbers,

9I%. Every dramatic presentation we

gave polled a rating above 2.i ot 86/6,
*trictt is a nting that a lot of radio pro-

grams would like to have todaY.

SPORTS PICK-UPS SECOND

Outside sPorts Pick-uPs were th:
second choice of the audience. A high
ranking favorite that surprised all of us

was wr-estling. It averaged higher in audi-

ence reactions than boxing, probably due

to two factors: first of all, wrestling was

Sinqers o{ Popular and Classical Music Are
Mu-ch in Demand in Television. Shown Here
ls a Yocalisf Before the Cameras at WRGE'
Scheneclady.
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scheduled regularly in the evening once

a week, and, secondly, we were able to
do a good pictorial job, since the arenas

were smaller than Madison Square Gar-
den and we were able to get closer to
the ring. The action, for the most Part,
was confined to a relatively small space,

and the audience liked it.
There is no question that boxing is

good television material, but there are

still a lot of things to be done in the
way of pick-up arrangements. Every box-
ing match that has been televised so far
from a public arena has picked up the
fight in a brightly lighted ring against
a background of blackness. This obvi-
ously does not tend to make a good tele-
vision picture. At the present, I know
of no way to overcome this obstacle, but
the problem must be solved if we are

going to have good pictures from public
arenas. The best result at the present

time would be to put on boxing contests

in properly lighted studios, staged es-

pecially for the television audience.

Other sports particulady suited to tele-
vision are football, hockey and basketball,
because the players in these games oP-

erate within a fairly confined space. Base-

ball and horse-racing require several cam-
eras to present a good telecast, but mul-
tiple camera techniques for televising
these sports will be developed in the
future. By switching from camera to
camera as the race Progresses, we will be

able to view the horses all the way around
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the track, in the n[.-.".. telecast of
tomorrow.

Feature films were always a favorite
high rating program principally because

they presented a well constructed story.

But when we consider that all the fea-

ture films that have been televised have

all been from three to four years old,
in some cases ten and twelve, I do not
feel that we have had a fair test of film
features of this kind for television. The
value of all the night shots was lost be-

cause of the limitations of the television
system, and the long shots were of no
value because of the size of the screen.

After the war, when the television re-

ceiver manufacturers put out flat faced

tubes and projection receivers, we will
be able to use long shots much more
effectively than we have in the past.

Travel pictures with the explorer in
the studio giving a personal first-hand
account of his travels as depicted in silent
motion pictures, met with definite ap-

proval on the part of our audience. Ifhen
we begin to make motion pictures for
television and can bring the wodd into
every home, this type of program is

going to be very important.

VARIETY PROGRAMS

In varieiy programs we tried almost
everything we could think of. If any-

one came along with a new idea, we tried
it. Alrnost every type of vaudeville act

Hot Swinq in Televisionl Per{ormers Shown
Here at ihe Genercl Eleclric Siation Do
Their Stufi in a Televised Variety Program.

has already had its television Premiere'
\7e found that certain variety acts were
much better than others by the very nature
of the act, but I will not discuss this type
of show in detail, because obviously per-
sonal opinions influence audience reac-

tions to these programs. If you like jug'
glers better than magicians or skaters

better than fan dancers, you can pick the

ones you prefer. They can all be picked
up on television.

TEACHING VIA VIDEO

If it is done properly, there is nothing
that you cannot leach by means of tele-

vision, for with sight plus sound you

can explain anything. lJ7e have experi-
mented with the teaching of music, danc-

ing, golf, fencing, bridge, cooking, gar-
dening, makeup, hair dressing, painting,
photography and a host of other arts.

They can all be done well if they are

presented propedy.
One of the most interesting Programs

that we ever did of this kind was a pro-
gram showing how to make a dry point
etching. Its success was due mainly to
the fact that the man who gave the lec-

ture knew his subject and was willing to
rehearse sufficiently to enable us to pick
up in closeup every point he made.

BRIGHT FUTURE AHEAD

In the years ahead of us I believe that
the program builders of America are

going to find Television an insatiable
monster that will devour in its stride the
work and brains of thousands of men
and women. Just imagine eight hours of
programs a day on four competing net-

works. That's 11,680 hours of visual
programs a year. ln L943 the entire mo-
tion picture industry put out less than
600 hours of visual entertainment. This
means that television is going to absprb

the equivalent of twenty times the output
of the present motion picture industry.
And it's' going to take the combined ef-
forts of networks, the motion picture in-
dustry, advertising agencies and individ-
ual producers to begin to meet the future
demands for television programs. It's
a bright future and one we ought to get

started on.
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Music for Television
By MIDGE KLINE

l#)od6 5l,tf",ll"',,1!!,,,i,X11,",,X1i,,i,r1",,, l't'if! singing full voice, although not necessarily
iate of H,n*r Cottise, haiins itajored in Misic.) fortissimo. And the singer must really

ELEVISION has focused the camera

on the musician. Formerly, he was

concerned with the problem of
aural reproduction of sound. Now the

problem resolves itself into a visual pres-

entation, with the listener looking in.

The music director knows that an audi-

ence "dreams up" a vision of the perform-

ers when listening to the radio. His choice

of a soloist must Portray this imaginary

heroine on the telwision screen. Not only

must the performer be physically attrac-

tive, but she should have a friendly, warm

personality. She comes into the home of
the listener for a short time, yet she must

make herself a welcome guest.

\il7e have found that good singers make

very popular performers. The whisper-

ing crooner, however, is not a success.

Since the stationary floor microphone does

not make an interesting television picture,

we use a microphone placed out of range

of the camera. It is attached to a long,

movable boom and suspended over the

head of the performer. This necessitates

l4

deliver.

However, no matter how glorious the

voice, the performer must be telegenic.

Many famous radio artists lack television

appeal; their appearance disillusions the

audience.

There is one other qualification for the

tdlevision singer. She must be a competent
actress and "a& out" each vocal selection.

Costumes and props are utilized with ef-
fective results.

An educated audience will appreciate

good performances of all types of music,

providing the music is not dull in charac-

ter. The Television 'W'orkshop of New
York City has used many fine singers on
its programs.

Their success has been due to the fact
that in addition to choosing very compe-

tent singers they chose varied programs

containing music which could be inter-
preted with dramatic effect.

Background music can be a great asset

to every type of program. It is up to the
director to cioose and utilize his back-

ground music to the best advantage. At
DuMont the directors are fond of the
"dissolve shot," two cameras focused on

two difierent objects with the "dissolved"

picture appearing on the sceen containing
both objects. It is also possible to dissolve

one Picture into the other. A novel effect

is introduced to an otherwise conventional
picture by dissolving the hands and key-

board of the accompanying pianist into the

picture of a singer.

In this present non-commercial stage of
television, large expense is avoided. A
piano is used most frequently for ac-

companiment. Occasionally duopiano or

organ is added.

At DuMont one works under tre-

mendous batteries of lights and the heat is

intensive. S7hile rehearsing a violin solo

it was found that the strings of the instru-
ment expanded considerably. The pitch
was lowered almost a half-tone. To avoid

this. the violinist tuned her instrument
sharp so that as soon as she started to play
the strings expanded to the true pitch. In-
cidentally, her performance was enlivened
by camera shots of the fingerboard as she

played.

Fortunately the heat is only "for the

duration." New developments in lighting
are ready and await production. Only war
priorities stand in the way.

Undoubtedly, the close of the war will
be the impetus for many innovations.
Television, unlike other new develop-
ments, will create new jobs for the musi-
cian. Famous musicians will be brought
into the home of the television viewer not
only from television studios, but directly
from theatres, hotels and concert halls. It
will be possible to enliven and clarify or-
chestral works by putting the spotlight on
the instrument playing the theme, in the
style of the Bach Fugue in S7alt Disney's
Fantasia. In preparing and directing such
shows the music director is indispensable,
for he can follow the musical score and
anticipate interesting carnera shots of the
musicians. Certainly television will aid the
American composer. Men like Dante
Fiorillo and Aaron Copeland will have
new wodds to conquer.

As for the music director of Television.
he will glory in his new exciting field for,
in addition to all problems musical, he will
be called upon to demonstrate showman-
ship as never before.

TELEVISER
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A Radio-Concert Singer
Writes of Television

By JESSICA DRAGONETTE

HILE there are certain familv re-
semblances between Television
and its predecessors, radio and

motion picture, it is as new and inde-
pendent as a new generation. You know
it stems from the same roots but it is

a completely new flower. The convex
luminous screen that brings television
into your home is different from the
silver-screen because it brings you spon-
taneous action, and not canned film and
record. This very spontaneous immedi-
acy is its chief difference and particular
charm.

The present pioneering phase of tele-
vision mal<es great demands on the cre-
ative intelligence of director, actors, writ-
ers and c mera crew. Team-work is the
cue; you work in formation like a flying
fortress. Each member of the crew is as-

signed his particular task, and the orders
come from the director in the control
room, like a pilot's orders from the coc-k-

pit, on the inter-com.

Television has been my hobby since the
days my photograph was first televised.
The progress since then has been astound-
ing. Indeed, my recent series of first
commercial telecasting with the Televi-
sion Workshop at DuMont Station
ItrABD has been an exhilarating experi-
ence. I had to select songs in the public
domain and write my own material to
avoid copyright infringements. \7hile
writing an original sketch called "V-
Mail" 'I stumbled on a television natural

-the monologue.

As for make up, some believe in dark
blue make-up for eyes and lips, others be-
lieve in dark green. Both factions believe
in panchromatic powder. In studios where
there are cool lights, make-up involves
other factors.

\fhat to wear for television ? Yellow.
blue, brown, purple - all televise well if
they are in contrast to the background.
Black and white should be used only oc-
casionally. Some care should be taken to
place a blonde head against a dark back-
ground and to contrast a dark head with

TELEVISER

a light background. Simple, well-fitting
clothes are best.

IThat about program material ? Since
copyrights for television are not fixed and
litigation may ensue, original material is
a ne5essity. And inasmuch as television i(
mainly for home consumption, programs\
suitable for the home, rather for theatre
enterprise, are in key. Solliloquy is ef-
fective; songs with action are good. The
eye is easily bored it must be remembered.
Originality and sincerity are of the es-

sence.

\7ho are telegenic? Mainly the petite,
the sympathique, people with personality.

Color will be added soon after the
war. Let your imagination run riot. I
predict that the screen as we know it to-
day will disappear and that we will see

our television in space.

TELEVISION:
Then and l{ow
By DR. SIGMUND SPAETH

VER ten years ago, when Station
TU7GBS (founded by Gimbel Bros.,
and now out of existence) was ex-

perimenting with television in the old
NBC studios at 711 Fifth Avenue, it was

my job to sing a few songs of the Gay

Nineties in costume. There was no way

of checking on the results, as very few
people had any receiving sets at thetime.

I was assured by my wife, who looked
and listened in the next room, that it
looked and sounded all right.

But it was not an easy job. One had
to be very careful to stay put, so as not
to get out of range of the camera. Need-
less to say this restriction was not con-

ducive to freedom of exoression. It was

impossible to get more than one person
into the picture, and facial expression and
details of costume must have been sketchy
to say the least.

Recently I had a chance to try television
again, and I am not exaggerating when I
hazard the guess that it has come to stay.

My second experience was by no means

experimental. It was a regular commer-
cial show, sponsored by Air-o-Magic
Shoes, put on at the Du Mont studio,. in
co-operation with the Television \Zork-
shop and the Norman Vaters Agency.
There were four guests on the program,
under my emceeing eye: Clare Luce, the
blonde actress, just back from entertain-
ing the boys overseas; Elizabeth Janeway,
author of The lY/alth Girh, frcsh f.tom
Informa.tion Please; Jerome Meyer, the
daddy of all q'tizz shows and final au-

thority on home entertainment; and
Edwin McArthur. orchestral conductor
and pianist, also just back from a USO
tour abroad. They were all able to stay
in the picture, with a large sign in the
background advertising the sponsor's
product. We could all move with con-
siderable freedom and, with two cameras
working, it was possible to parade vari-
ous models across the field of vision, to
illustrate questions of visual significance.
N7e were even able to group around a
piano and do some tune detecting and
play musical games.

This represents a big advance in a little
over ten years' time. It would seem that
for home use television is already 

^ 
prac-

tical realitv.

NEEDED: Good
TIrrogrammrng

(Continued from page 1)

ming, not all television programs need
be "live." But if television is to compete
successfully over the long-run, it must
provide good program fare to an audience
used to the technical excellences of the
movies and aural radio.

It is a fine thing that pioneer groups
are already at work perfecting the tech-
niques of production and exploring new
subject matter for the television camera.

The idea of television has already cap-

tured the public's imagination. Good
programs, well-staged, professionally per-
formed, pleasingly televised-are nec-

essary to hold that interest.

,,1 5



How To Rehearse

A Television Show
\7ELL-KNO\7N Producer recent-

ly said: "The rehearsal is to tele-

vision what cutting and re-shoot-

ing are to movie-making.

No truer words wete probably ever ut-

tered.

\7ith motion pictures the producer has

an opportunity to edit his- product ...
to eliminate bad shots and have retakes

made to his heart's content.

Even after its release, the picture can

be recalled for re-editing, re-shooting, re-

making. One sequence-a torrid kissing

56sn6-u/x5 said to have been redone 200

times before it was exactly to the di-

rector's liking.

Not so with television ! Once the scene

is shot, once it passes through the icono-

scope, the director's monitoring board,

and through the station's transmitter,

there can be no retakes, no editing, no

cutting. The electronic impulses are shot

into space-the product is on its own-
to be seen with pleasure or disgust-
by every Person tuned to the program'

The only way to avoid programs which

are artistiially and technically bad is to
schedule plenty of rehearsals. A rehearsal

ratio of 16 to 1 is generallY recom-

mended. For a half-hour show, there

should be a minimum of six hours of

studio rehearsal and ten hours of line
and business rehearsal. \(ith a tele-wise

group of actors and crews who ate ac'

iustomed to working together, it is pos-

sible to cut the ratio to 8, and even 6'

to 1, depending on the production. Shows

which follow a regular weekly Pattern
or format require the least rehearsal time'

With a new show, saY a dramatic Pro-
gram, no producer worth his salt-or his

ieputation-should attempt to produce a

fr.ril-scale production without sufficient

rehearsals.

Unless properly rehearsed, here's what

you may find wrong during a telecast'

I. SCRIPT: MaY need rewriting. Suffi-

cient rehearsals ofier an.opportunity
to make changes, rewrite, tighten uP

the scriPt generallY.

t6

II. ACTORS:
1. l7rong Entrances: Performers

entering from the wrong side'of
the stage, getting in the waY of
your camer^, giving You the

wrong shots.

z. Faulty Stage Positioar" Actors

too far aPart, with tendencY to

go "out of frame," a common

fault with manY television Pro-
grams.

3. Poor View of Fealatet: Actors

holding their heads too low, or

with backs toward camera, or at

wrong angle, causing distorted
view of features'

4. lY/rong Mooements: Performers

moving about the stage too

much; wrong cross-overs; rnov-

ing too raPidlY or too slowlY;

moving in wrong direction; mak-

ing wrong entrances and exits.

5. Fiulty Casting: Roles maY need

recasting.

III. STAGING:
1. Furniture and stage ProPerties

in wrong Position.
2. Scenery too bright or too dark.

May need rePainting.

3. Stage business, too much or too

little.

4. Costumes don't show uP well'
New costumes may be needed'

IV. DIRECTING:
Camera angles maY need imProving'

Rehearsal gives director opportunity
to try new shots which maY helP

ooint uP the drama, smooth out

him.utt shots and get them down

pat with the cameramen. (The-best-
planned show maY come off badlY

if th. ."-.rt work is sloPPY, if oP-

portunities for good shots. are

missed.) |
Sound efecrr need to be PrdPerlY
cued in advance and ProPerlY re-

hearsed so that theY will come in at

the right time. Poor timing may ruln

a show.
Visual effectr.' Plenty of rehearsal

time needed to experiment with spe-

cial effects. Propirly executed "ef-

fects" will enhance one's show im-

rnensely.
Title Cards: Novel waYs of oPening

and closing your show through efiec-

tive combined use of title cards,

music. off-camera voice, and visual

efiects will give professional status

to your video offering. Requires

plenty of rehearsal time.
'Motion 

Picture fln: Requftes close

co-ordination between the director

and the film Proiection room, if film
is to be successfully integrated into

live show.

As in Molion Piclures' Television Ulilizes

Realislic Sefs' The Inlerior of a Plane Was

6.iiitr"t.a by WRGB for ihe Plav "Flight

to fhe Wesl."
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How can long, cottly rebearsals be

aaoided ?

They can if the producer has the fol-
lowing at his command:

(1) A wide experience with all types
of television shows;

(2) A thorough knowledge of the
studio equipment with which he
is working, especially the tele-
vision cameras:

(3) A mind's-eye picture of how each
scene will shape up on the tele-
vrsron screen;

(4) Performers who are camera-wise;

(5) A rehearsal space - preferably
with dummy 64r1s145-v/here the
director can put a show through
its paces, especially after the first
camera rehearsal.

How should a sbou be rehearsed?

To conserve precious rehearsal time,
each performer should have his part thor-
oughly committed to memory before he
enters the studio. The director should
utilize the first rehearsal to check on stage
"business," making such changes as are
necessary; to check on camera angles
which had been worked out in advance
on paper; to check the settings, costumes
and make-up.

Every detail that needs correction
should be written down in a note-book,
and referred to as soon as possible after
the rehearsal.

Any questions regarding technical mat-

ters, such as sound, film, lights, video
eftects, or special camera work should be
referred to the studio teclrnicians respon-
sible. The sooner you get straightened
out on these matters, the better.

The next rehearsal, either on the fol-
lowing day or the day after, should take
place at the director's office or studio. For
this purpose the director-producer should
have a room of not less than 4OO square
feet-equipped with piano, record player,
and two dummy cameras on dollies. Here
he can assemble his performers and dis-
cuss the weaknesses detected during the
rehearsal and advise the cast of any scipt
revisions, changes in business. Here he
should criticize the movements of the
actors, facial expressions, lack of voice
projection, etc., and have the cast go
through their parts, with the changes he
suggests.

By your second camera rehearsal, your
show should be taking definite shape, al-
though it may still be rough in spots. By
your third rehearsal you should have a

smooth-running show. (Each camera re-
hearsal will have taken from two to
three hours.)

By carefully rehearsing your show and
carefully taking note of anything not
exactly right, you'll avoid tearing your
hair after the command, "Start Rolling"
has been given. Instead, you'll be able
to sit back, calmly draw on your pipe,
and give your directions with the assur-

ance that all will go well.

-Irutin 
A. Sbane

MILESTONES IN
TELEVISION'S

HISTORY

1817-Selenium discovered by Baron

Jons Jacob Berzelius.
1873-Telegraph operator May discovers

that light sensitive properties of
selenium could be converted into
equivalent electrical values.

1878-Sir r0filliam Crookes invents the
Crookes tube and demonstrate
cathode rays.

1883-Edison discovers the "Edison ef-
fect," with an electric cuffent
made to pass between a burning
filament and an adjacent metal
plate.

1884-Paul Nipkow patented the televi-
ston scannlng clsc.

l888-Photoelectric cells were built and

demonstrated.
1906-Leo de Forest invented the three-

element vacuum tube with a fila-
ment plate and grid.

I923-Yladimir K. Zworykin filed patent
application on the first form of
modern television camera tube.
the "Iconoscope," in wide use to-
d"y.

L926-C. F. Jenkins in W'ashington, D.
C., demonstrated appartus which
showed far-oft, moving objects, or
shadowgraphs."

J. L. Baird, in England, demon-
strated television transmission of
half-tone pictures.

I928---Television transmission over wire
circuit between New York and
\Tashington demonstrated by Bell
Telephone Laboratories. First tele-
vision drama, "The Queen's Mes-

senger" broadcast from \7GY's
studios, Schenectady, New York.

1929-Y ladimir K. Zworykin announced
the invention of a non-mechanical
receiver using a special cathode
tay tube called the kinescope. '

1930-First showing of television in a

theater. Program broadcast from
RCA experimental station, 411

Fifth Avenue to Proctor's Theater,
58th Street, New York Ciry.

L939---T elevision service oficially inauur-
ated with the opening of the New
York lforld's Fair on April 30th.

t7TELEVISER
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Performer
Speaks"

BY PATRICIA MURRAY

(Pqtriciq Murra,v sbeshs @ith exberience as a t?l?'
bision berformir tlatino lron the 1939 World's
Fair. She'obbears eaeri Wednesday on lhe Leaer
Brothers piogrom lrom Station ryABD.)

F all fields of endeavor which de-

pend on perfect coordination of
every participant to attain the de-

sired results, television probably ranks
first and foremost.

It's anything but a one-man proposi-
tion. Every participant in a production
should have the greatest possible knowl-
edge of the overall show. Nfere this so,

the director's headaches would be dras-

tically reduced in number.

The television director often is faced by
handicaps physically impossible to over-
come. For example: Limited rehearsal

periods may prevent him from doing
what he want to do, the way he wants to
it. A television director might be com-
pletely in accord with the idea of as-

sembling both crew and cast for a con-
ference prior to first camera rehearsal,

but the lack of sufficient time may pre-
vent it. Purpose of such a conference
would be to inspire every individual with
a sense of responsibility to the production
as a whole. Director would become "one

of the.boys." He would outline the sched-
ule of action for benefit of technical crew
and cast alike. Suggestions might be of-
fered, considered-then accepted or dis-
carded as the matter warranted. Those
accepted would be of benefit to the di-
rector. On the other hand, an explanation
for those rejected would go a long way
toward giving the show's participants a
better understanding of the medium, to
its possibilities and its limitations.

r8

No actor should be permitted to begin
a performance without a clear understand-
ing of the television camera's limited
depth of field. Directors have gone nearly
mad, in the course of shows, when actors
started meandering around a set, uncon-
scious of the havoc they were causing on
the television screens. Since. due to the
small screens in television receivers, close-
up shots are much easier on the teleview-
ers, it is desirable to use as many of these
as possible. The closer the shot, however,
the more limited becomes the depth of
field. The nearer a camera .ppro".h.r .
group of performers, the more care must
they exercise to stay in the same plane in
relation to the camera's lens. In a close-
up shot, an actor may throw himself com-

pletely out of focus if, in a scene with
another performer, he steps a few inches

behind his specified position. The camera

man is unable to focus on the two per-
formers unless they are parallel to his
camefa.

If actors are conscious of this limited
depth of field in advance of rehearsals, so

that every bit of rehearsal time can e

utilized in familiarizing themselves not
only with their lines but with their ac-

tions, confined within the necessary re-

strictions, the director will find, that his

threatened crop of premature gtay hair,
is postponed indefinitely.

Constant awareness of the depth of
filed limitations is not the responsibility
of group performers exclusively. The in-
dividual performer must exercise equal

Producer, Direclor, Wriler and Aclors Hold
a Studio Conlerence Before a Rehearsal.

caution. As example of this, the songster
comes to my mind. For close-up shots,
the singer should keep his hands at his
side or employ gestures with side-way
motion. The distortion of hands when
extended frontwards, in a typical song
presentation manner, is frightfully bad in
the camera's picture. It reminds you of
that "gag" snapshot you had taken on the
beach last summer. You know, when your
feet took up most of the picture, and your
face peered out from between 'em, and

you looked like the Fighting 69th's Prize
Pin-Up Pin-head. Remember? $7ell, it
can happen in television too !

In other forms of entertainment, a per-
former is able to practice in front of a

mirror to get a very good idea of how his
actions appear to an audience. In the
movies, a performer can watch the filmed
record of his work to pick up a few point-
ers for next time. But in television a

performer can go on indefinitely making
the same mistakes unconsciously, over
and over again.

Consequently-and this is for the di-
rector's particular attention-when you're
producing a television show, don't devote
one hundred per cent attention to the
technical beauty of your opus. . . . Give
your cast a few pointers too.

Following a show, a disillusioned di-
rector can explain to his constituents how
Mary X drove the entire production crew
crazy in the course of the program by

adopting a new pattern of action never

TELEVISER



once tried in any rehearsal. Mary X, in-
spired with enthusiasm for the on-the-air
show, introduced a few innovations into
her act which threw the carefully planned
camera schedules into wild disorder.

\7ell, the director "explains" and his
constituents sympathize-but the televi-
sion audience sits at home wondering
why the show was so blurry and thinking
perhaps that television isn't everything it
is supposed to be anyway. 'It might have
been very different if Mary X had shown
something about the medium in which
she was working.

One thing to remember in connection
with this matter of director-performers re-
lations is that the intimacy of television
cannot be over-emphasized. Those en-
gaged in the business picked up by the
camera should forget the fact that their
audience comprises hundreds or thousands
of people. So far as the performer is con-
cerned he is working for a small group of
people assembled ir a cozy living room.
He must forget the fact that the group is
multiplied hundreds of times. Perhaps
the entertainer alone knows what consti-
tutes the difierence between a perform-
ance for a handful of people and that for
a theatre-packed crowd. There is very lit-
tle similarity. \7hen dealing with a large
audience, the performer proiects himself.
He must reacb out to capture and hold
attention and interest. For a small group,
the performer's responsibility is lessened.
In fact, it is almost as though the respon-
sibility has shifted from the entertainer
to the audience. The television actor may
go through his role as though he and his
fellow actors are all that matter. Obvious
projection of his role is offensive to the
televiewers because all semblance to reality
is destroyed. This point also applies to the
announcer, or the master of ceremonies.
The announcer who faces the television
camera with the idea that there are manv
people watching and listening will make
his announcements unnecessarilv and un-
pleasantly impersonal and forieful. On
the other hand, if he speaks as he would
to the person he has met by chance on a

street corner, he establishes a nice, free
comrade sort of relaiionship between him-
self and his audience. This point should
be stressed by the director from first re-
hearsal and ever afterwards.

Another point (this excludes dramatic
programs in which the material must be
rigidly followed in detail.) Because of
the intimacy of this medium and the ad-
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vantage of creating a friendly, informal
atmosphere, performers should be al-
lowed a certain amount of leeway with
their material. In television it is not un-
cpmmon for an individual with much
experience in other fields of entertain-
ment to become panic-stricken at the real-
ization that the televised on-the-air oer-
formance must be perfect. He kn^ows
there will be no chanie for retakes. Read-
ing from script is taboo, but he knows
that his audience will be fully conscious
of any line-prompting. He knows too
that any facial expression denoting lapse
of memory will be visible to watching
eyes. As a result fright takes possession
of him, his speech becomes stilted and
staid, and his eyes, looking into the
c^meta, are full of anxiety. Allowing the
performer some freedom with his script
would do away with such a situation. In
stage reveues, or musical comedies, it is
not unusual to have actors' "slips" actually
written into the show. There is one lead-
ing musical comedy star in New York
today, whom I have never seen go
through a performance without three or
four "breakdowns" or "slips." The audi-
ence takes such keen enjoyment in watch-
ing something that does not appeat Prep-
ared for the pu lic viewing, that the good
showman often takes advantage of such
happenings and utilizes them for his own
bene6t.

And now, one last suggestion. At least
one member of the cast, should have a

system of signals for communication
worked out with the studio or stage man-
ager. Today, there are two signals, lifted
bodily from radio production, that are
used in television production. They are
the signals for increasing or decreasing
the tempo of the show. The former is in-

An Office Television Syslem of the Future as
Foreseen by an Arfisl o{ fhe Pasi. Year of

Print, | 887.

dlglted by a whirling motion of the studio
rlfanager's hand, the latter by drawing his
two hands apart from one another, to
give the impression of stretching. That's
fine, so far as it goes, but it should go
much farther.

To be specific, in a recent television
program, one of the performers, in the
course of walking to a certain position,
brushed aside a curtain which had been
masking a small bank of lights. The ef-
fect was immediately evident to those
watching the camera's picture. But this
was a case which was out of the studio
manager's hands, for he could no nothing
without getting himself in the picture.
On the other hand it was a situation
which could have teen rectified in a mo-
ment by one of the show's participants.
Eventually one of the cast realized what
had happened. A quick flip of the cur-
tain concealed the lights satisfactorily but
only after the crew had gone through
some wild gymnastics to get the idea
across and only after the show had
proceeded for several minutes with some
very faulty lighting. Had the studio man-
ager worked out a system of signals in
advance with one of the cast, a lot of
hectic worry and disturbance might have
been avoided.

From the performer's standpoint, it is
anything but quieting to watch the studio
crew engage in weird and frenzied mo-
tions while he's trying to concentrate on
a script. The performer first wonders if
he has skipped ten pages of manuscript,
or if, horror of horrors, he is losing some-
thing. All in all, it's overwhelmingly
difficult to go through actions and to
speak lines and, at the same time, reserve
a section of the mind for other things.
Therefore, if a director is conscious of
the slightest possibility of any mishap, he
owes it to his cast and to himself to see
that communication between that cast and
himself is possible. Those communica-
tions, of course, would be established be-
tween the cast and the studio manager
(who takes orders from and represents
the director in the studio during perform-
ance. The director, at this time, is located
in the control room.)

As time goes on, this director-crew-cast
cooperation is bound to be recognized for
its considerable value in television pro-
duction. Any steps that can be taken at
the present time, howevef, to encourage
its growth will handsomely compensate
the director for his efforts in its behalf.
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ADAPTI NG A
R.ADIO PLAY
FOR, TELEVISION

By TONY

Associate Prodacer,

FERREIRA

Teleaision lYorhshop

HROUGH audience polls it has been de-

termined that dramatic programs wil play an

important part in commercial television in the

postwar era. Such presentations have been given

preference over all other forms of entertainment

by the audiences of UTABD-DuMont and NBC in
New York. and VRGB-General Electric in Schen-

ectady.

Vith the rights to most legitimate stage plays

tied up by the motion picture industry, network

and agency executives might well ask where the

tremendous amount of material for postwar video

dramas will be obtained. The answer might well
be, "right in your own files."

Recently, The Television Vorkshop of New
York Cify began a series of mystery thrillers over

both VABD and IZRGB. Because of the high
royalties demanded for most Broadway shows, The

Television \$/orkshop directors turned to little
known one-act plays, original material and

discarded radio scripts.

The first call for such material brought numer-

ous manuscripts, but one Piece particulady ap-

pealed to the $Torkshop directors. It was a little
opus entitled "The Eighth Step," a radio show

written originally for the Columbia $Torkshop by

a talented young writer, John Hugh, of the Dona-

hue & Coe Advertising Agency, New York City.

Since it was psychological mystery thriller, the

play was right for the Workshop series . . but

there was a major problem. Hugh's script which

had been written for an "audio" medium had to

be adapted for the "video-audeo" medium, tele-

vision.

In writing his script for radio Hugh had

planned the usual radio devices. The script called

for lighting and thunder, musical bridges and
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Writer John Hugh Discussses His Script With Worlshop Staff.

Audilions Are Held ai lhe Worlshop Studio.

The Show Finally Goes on lhe Air.

TELEVISER



Daisy, a Demenled Hill-Billy Girl Fea#ully Watches fhe Torrential Rain.

Out of the Rain Comes the Parson to Tell Ma Her Brolher Was Found Dead.

The Parson Accuses Daisy of lhe Crime, but She

TELEVISER

sundry other sound effects; the play opened by a

stream in a valley with the body of a edad man

lying in thick mud (nicely handled in radio by the
narrator), with the action then taking place along
the countryside, up a high hill to a shack, and

Iinally, in a barn by tt'," ,ide of the shaE'
For television, the script had to be cut down to

one set; the action had to be concentrated in one

spot without detracting from the dramatic value
of the piece as originally written.

To Sanford Meisner, the $Torkshop's drama di-
rector, went the job of adapting and staging the

script for the new medium. Years of exPerience

on the Broadway stage as director-writer-actor were

brought into play as Meisner set about the task of
adopting the radio play for television.

\7hen he had completed his first draft, Meisner

brought the script to the NTorkshop for a confer-

ence with Hugh, the writer, \Thiting Thorn-
ton, the scenic designer; Irwin A. Shane, the

\Torkshop's executive director, and myself, in
charge of production. Here final plans for the

production were agreed upon, with the action to
take place in two sets, an interior and an exterior.

The casting of the play proved a simPle matter

with experienced Broadway actors engaged for the

four parts called for by the author. Included were

Donald Kuyes, now touring in "Rebecca"; Robert

Harris, seen on Broadway in "My Sister Eileen"
and "Brooklyn, U. S. A."; Ethel Craft, now with
"Harriet," and Elizabeth ril7ilson, promising young

character actress.

Eight hours of rehearsal were then held at the

\Torkshop rehearsal studio and preliminary camera

angles planned through the use of dummy cameras

by the directors, Meisner and Shane. The experi-

enced cast became letter-perfect in their parts and

were now ready for the camera rehearsal.

DEBUT OF "THE EIGHTH STEP"

At studios of VABD-DuMont the entire group,

directors, writer, scenic designer, and actors, were

brought together for a first camera rehearsal. Over

and over again, the players went through the vari-

ous scenes as camera angles were worked out; bits
of "business" changed for cleaner frames; group
shots arranged for dramatic emphasis; sound and

sight cues rehearsed for split-second precision tim-
ing; playing tempo determined for smooth pan-

ning and dolly shots.

Three hours later a tired group was ready for
the television debut of "The Eighth Step." The
job was nearly done.

r:l
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That night at 9 P. M., televiewers saw a smooth

production of the mystery thriller, with little real-

ization of the work and cooperation which had

gone into its final Presentation.
In the opening scene, the cameras slowly dollied

in on a scene of a dead man lying in a muddy

stream, and then tilted up the scraggy, bleak hill-

side, to the eight steps leading to the shack high

up on the hill. Lighting flashed, thunder crashed;

the audience watched intently, amazed at the

realism of the scene being reproduced in a tele-

vision studio.
Few realized that the entire setting was but an

ingenious table model created by the Television

\Torkshop scenic designer, Thornton,-411 616s1-

lent example of the miracles that can be per-

formed by imaginative scenic scenic men in the

creation of elaborate television productions of the

future.

Most of the action after the opening shot took

place in the shack, done in light gray, with the

cameramen handling the production smoothly

throughout; technical-director Edwin $7oodruff's
control-board manipulation perfectly co-ordinated

the shot cues; and the actors played their parts to

perfeciion to give the NTorkshop another success-

full dramatic presentation.
Following the \fABD engagement, the play

was booked into the General Electric station in
Schenectady, the third in the \Torkshop series at

\rRGB.
The actors were brought together and, along

with John Hugh, the few weak spots noted in the

\flABD performance were eliminated. Four more

hours of rehearsal were held in the \Torkshop's
studio and the production was ready for its touring
engagement.

On Friday morning, September 7th, the troupe

boarded a train at Grand Central, Schenectady-

bound. During the four-hour train ride, line he-

hearsals were held.

At the studio the group was met try Bob Stone,

manager of \X/RGB. The troupe then went

through a "dry" rehearsal, minus cameras for the

benefit of the GE crew and then rehearsed for
two hours before the cameras.

Three hours later "The Eighth Step" was pre-

sented for the $7RGB video audience, bringing to

a conclusion a successful experiment which prom-
ises to be of great aid to the advertising agencies

and networks in their quest for video scripts in
the not-too-distant future. A look through their
old script files may reveal hundreds, perhaps thou-
sandds, of plays which with the proper revisions,

can be made into excellent television fare.
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The Mother Denies Daisy Murdered Her Uncle and an Argumeni Ensues'

The Parson, Now Insane, Admiis the Crime, Runs Oul Inlo the Night'

TELEVISER

Daisy Yells, "Bill's Noi Dead! Here He Comes. One Slep, Two Step ."



HAS DAYTIMT VIDEO
A FT]TT]RE?

LTHOUGH television is certain to
replace radio as a night-time enter-
tainment medium, many question

whether television will replace radio dur-
ing the daytime hours.

"If we have daytime television," de-
clared Sam Cuff, DuMont general man-
ager, at a meeting of the American Tele-
vision Society, "watch the divorce rate go
uP."

On the other hand, Tom Hutchinson,
former programme-director at NBC and
now production chief for RKO. Television
Corporation, maintains that daytime tele-
vision is a certainty.

\7ho is right?
The arguments against daytime network

television run as follows:
(1) How can a woman do her house-

work-go about her ironing, bedmaking,

cooking, dishwashing-and at the same

time keep her eye focused on a television
screen ? Today a housewife can tune in
her favorite soap oPeras, listen to life in
the raw, and at the same time Perform her
manifold household chores. Not so with
television I

The second argument: Few women will
be willing to darken their homes to watch
a television program, which would further
preclude the possibility of housework.

The argument concludes: Inasmuch as

the daytime listening audience would be
very small, Iimited almost entirely to those
who are bed-ridden, retired or institution-
alized, few manufacturers would be will-
ing to spend advertising dollars to reach
such a small, unimportant audience. \7ith-
out a sponsor, there would, therefore, be

no network programs, and consequently,
no network "soap-operas".

to the lighting conditions of what it is

focused upon, therefore the hood idea

should be entirely practical.

In the field of commercial motion pic-
tures, hoods have been successfully used

around screens while movies were shown
in stores and at exhibits, where normal
lighting generally prevails.

Proof that this is practical can be found
in the use of training films by the Armed
Forces, where screens up to four feet in
size are used in mess halls, barracks and

even outdoors.
It is my conviction, however, that day-

time television programs will be entirely
different from the technique of handling
programs for night time hours. Programs
on the air during the day will have to be

handled so they can be listened to with as

great interest as they can be watched. For
example, even a woman busy with house-
work can occasionally glance at the tele-
vision receiver to see what the artists look
like, thus enabling her to get much greater

A CBS Model Demonstrales Her Beach Outfil
for the Gameras.

enjoyment from the "sound" portion of
the program she would hear while she is
not at the receiver. The Chinese say that
one picture is worth ten thousand words;
this is true of television as well. One

glance is worth 10,000 radio programs . . .

well, certainly ten radio programs, any-

way !

This is not based upon theory, but fact.

I have studied the habits of television set

owners today, and know it to be true that
they frequently read newsPapers and

books, and even play cardb while the set is

in operation. An occasional glance satis-

fies the great curiosity of the human mind
concerning the appearance of people on

television programs. Some of the programs
aheady can be listened to with satisfaction,
without turning down the lights and con-
centrating completely on the progtams.

NThat does this mean to future users of
television ? It means simply that program
hours will not be as limited as some ieo-
ple have believed; it means that national
advertisers and department stores will be

able to take advantage of television at
lower daytime rates, and use it profitably
to put across their commercial messages to
the public, particularly to women who buy
the lion's share of all merchandise sold to
the consumer.

OF COIJRSE IT HAS!
By NORMAN D. \TATERS

Norman D. Waters, president of the Norman D.
Waters & Associqtes Advertising Aoenct. is one
of the f ounders ol the Anerican Telnisitii Societt
... and an authoritj on televis;on mqtters.

My belief is that television will have as

great a part to play during the daytime
hours as radio has at present. Admittedly,
there are certain technical complications,
as well as psychological ones. Already the
technical aspects are well on their way
toward solution.

You often hear it said that people will
not wish to darken their rooms during the
day while the busy women of the house are
attending to household affairs. I feel quite
confident that television sets of the future
will not require darkening the room in
which the receiver is located. It is my
theory that the problem will find a very
simple solution in rear projection and
localized darkness, by means of a "hood"
atound the screen to shield out Iight.
Technical development is bound to result
in greater brilliance of the image. It is a

well-known fact that the eye adiusts itself

TELEVISER 23



Meet the Television "Angel"
the Sponsor !

N BROAD'$7AY the person who
foots the bill is referred to as the
"angel."

In television, as in radio, he has the

more dignified title of "sPonsor."

In either case, it is the sponsor or
"angel" whose checks put into action
large crews of writers, actors, directors,
producers, scenic designers, costumers,

music arrangers, and dozens more talented

persons . . whose one PurPose is enter-

tainment.
In the theater, the "angel" sometimes

expects to recouP his investment. In tele-
vision, the sponsor exPects higher sales

for his product.

You've no doubt met a radio sPonsor.

But have you met a television sponsor ?

Probably not-video "angels" have not
been too numerous so far. But there have

been a suffiicient number of the species,

since 1939, to give us a composite picbure

of that rare individual, the television
sponsor !

The best time and place to observe

his psychic behavior is not at his club
or his place of business, but at the tele-
vision studio itself, especially at a first
telecast.

\Zhen the sPonsor enters the studio
for the first time, his benign face ex-

presses enraptured awe as he looks about

the busy room filled with such strange

new, shiny devices as cameras, mike
boom, spots, overhead lights, cables and

people of every description, in all kinds
of costume and strange make-up. The
place seems alive and full of electronic
&citement. Television . . . it's wonderful I

As his show goes into rehearsal, he

timidly watches the hectic proceedings,
hears his director speak orders to actors

and studio crew. Something about pan-
ning right, dollying in, lateral distortion,
framing the picture, taking one, taking
two, lap dissolving, cutting to studio

sound, rolling film, shading the picture,
split focus, and other largon of the tele-

vision trade. Although the language is

new to him at first, he quickly picks it
up and is soon able to split television in'
finitives without blinking an eye-lash.
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For his television "premiere" he has

invited all of his speciil friends and cli-
ents. He arrives eady at the studio,
tingling with excitement, seeks out his
director, pats him on the back, and asks

how things are shaping up for the big
telecast. The director then introduces
him to the cast, which is followed by a

round of handshakes and much bowing.
The sponsor tells the players how well
they came through during the rehearsal,
and invites them to join him with his
guests in a bit of a drink after the show.
They all accept, of course.

A few minutes before air-time his
guests arrive. They, naturally, expect to
see the show from the studio itself. The
sponsor, aiming to please, leads the way
to the studio, now filled with blinding
white brilliance shooting down from the
overhead light clusters and studio flood
lamps. The studio is a bee-hive of activ-
ify, with actors hurriedly going over lines
and swarms of technicians of all kinds
making last-minute adjustments of mikes,
moving furniture, setting up props, chang-
ing light positions, and testing equip-
ment.

Like so many Indians, the guests stalk
past the lights and cameras. Everything
seems to be going well, when suddenly
one of the guests trips over a cable, jerk-
ing one of the cameras out of its care-

fully-fixed position. The chief engineer,
catching sight of the "Cook's Tour,"
spares no language in telling the sight-
seers where they belong.

Meekly and profusely apologetic, the
sponsor leads his friends to the cubicle-
like viewing room, on whose polished
door is the gold-lettered legend, "FOR
CLIENTS ONLY." Dourly, theY be-

come reconciled to watching the show
from the television screen.

In a matter of seconds the station slide

fades-and the screen becomes gray. Sud-

denly there's fanfare and a silk-smooth
voice comes through the F-M, while the
first title card is faded on the screen:

..SAM \TATSIT, INC.
Makers of Interesting Lingerie

PRESENTS
..BEAUTIES OF 194'''

Into the last title card is dissolved the

handsome smooth face of the smiling
announcer, who makes it known that the

great epic is about to begin-"brought
to you by that well-known designer of
women's lingerie, Sam Watsit, of Sam

\7atsit, Inc."
The sponsor gazes intentlY at the

screen, a wide smile covering his face.

Boys and girls of ihe chorus in a lelevision show produced by the charles M. slorm Agency.
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His reverie is interrupted by one of
the guests with "It must cost you a

fortune, Sam, to be on television."
"It'll be worth it." is his matter-of-

fact answer. "Do you know I'm the first
manufacturer of women's lingerie to be
on television? Think of that! Wait un-
til my customers read about it in 'NTomen's

\Vear'."
The show gets under way with the

beautiful models exhibiting their fem-
inine allure before the cameras. It's not
a bad show.

And every time the ofi-camera voice
mentions "Sam N7atsit, Inc.," Sam lVatsit

experiences a genuine thrill.
\7hen the last "Beauty of t941" has

passed before the camera and the card
marked "The End" is flashed, Sam \U[ats-

it's guests pat him on the back and ex-
claim: "Damn good show, Sam. Damn
good show. Must've cost you a fortune
for the talent, those beautiful girls.
Must've cost you a fortune."

"Say, Sam, who was that tall red-head.

I think I've seen her somewhere before.
She's a real beauty."

"I don't mean to tell you things, Sam,

but if I were you, Sam, I'd get Lucille
Rosary. She's really good. And she won't
cost you more than $1,000 a broad-
cast. \7ould you like to use her? I'll
give you her number if you do."

And so each of the guests plies Sam

\Tatsit with suggestions and ideas for
future shows, which, in turn, are passed

on to the producer-director, who is faced
with the agonizing job of turning them
down without antagonizing Sam \Zhatsit.

As they are more anxious than ever
to go back-stage, the Sponsor seeks out
the station manager and goes into a huddle
with him. "Look," he says, "there are
a lot of biggies out there from Field's
in Chicago, Hudson's in Detroit, and
other places. Couldn't I take them into
the studio for just a few minutes," he
asks pleadingly.

"Okay, okay," nods the station mana-
ger, "just keep out of the crew's way."

Triumphantly the sponsor leads his
guests into the studio, where they find
the cast ready to leave for the dressing
rooms. Heary lipstick, purple make-up,
and heavy sweat cover their features.

"Gids, I have something for you,"
says Sam \W'atsit, handing the models a

package of rayon underthings. "And
what's more, girls, you're all invited to
Sardi's for a bit of a drink."

TELEVISER

"Thank you, Mr. Iflatsit," reply the
girls in chorus.

"Yes, must cost you a fortune, Sam,

must cost you plenty," reiterates one of
the guests.

"Yeh, but think of the publicity . . .

think of being among the first in tele-
vlslon like Columbus discovering

America . . like the Wright brothers
flying for the first time . . . like Marconi
sending.his first wireless message . . . like
Alexander Bell talking through the first
telephone. Yes 

-'television 
is wonder-

ful !"
And ofi to Sardi's they go to discuss

television . . . and horses.

ADIO has its numerous indePendent

production agencies, but it re-

mained for television to Produce
the Television STorkshoP.

Ever since its inception inOctober,1941,
The \Torkshop has been a busY Place.
More than )0 of its commercial produc-

tions have already been televised, some

featuring the country's leading stage,

screen and radio artists, including Jane
\7ithers, Guy Kibbee, Jessica Dragonette,

Phil Regan, Marjorie Lawrence, Canada

Lee, Dr. Sigmund Spaeth, Claire Luce and

numerous others.
Its varied clients include advertising

agencies, advertisers, department stores and

television stations throughout the country.

In addition to its commercial programs,

the Television \Torkshop Produces a con-

siderable number of sustaining shows for
experimental PurPoses, the latest being a

dramatic series, which won the critics'
praise as the best live shows ever televised
via DuMont. So successful did the experi'
ment prove a l3-week series will be pre-
sented at N7RGB. the G-E station in
Schenectady.

Looking forward to rapiC postwar ex-

pansion, the Television NTorkshop has al-

ready trained numerous scriPt writers, Pro-
ducers, technicians, announcers, emcee's,

model builders and has recently added

several Broadway directors to its staff, in-
cluding Sanford Meisner.

The Television \Torkshop produces

complete Program packages or as much of
the package as is desired, whether it be the
program portion, the commercial, the
script, the settings or ProPs.

Speaking of props, the Television \7ork-
shop has one of the largest collections of

television props in the country. In its prop
rooms one will find everything from grand
opera stars, whole companies of them-in
miniature-to the entire American Navy

-in miniature. Every type of aircraft,
warcraft, tank, gun, jeep and truck is to be

found, as are uniforms, costumes and what
have you.

Its research material includes news-

paPers, magazines, sheet music, theatrical
posters and programs, and prints dating
back to the Revolutionary $Var. During
the Republican conclave CBS Television
placed a hurry-up call for scenes of early
Republican conventions. \Tithin a few
hours scores of priceless items, including
newsPaPers, political cartoons and rare

photographs were delivered to CBS for a

program that same night.

A thorough study of television in all
of its pr,ggram phases has been made by
the Television \Todrshop, the findings of
which are now being prepared for publica-
tion in book form. To advance retail tele-
vision, the r$Torkshop has devised a plan
for window and interior video sceens and
has retained Donald Deskey, noted New
York industrial designer, to produce the
finished renderings.

The program of the Television \fork-
shop includes plans for a postwar remote
pick-up studio, several traveling stock com-
panies, a program laboratory, and a course

of instruction for its department store and
agency clients.

As the name implies, the "\Torkshop"
is an organization built around the idea

of programme-experimentation and devel-
opment for the purpose of "serving tele-
vision through better programming."
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of a dress, the blue of a sky, the green and

gold of a spring day, instead of various flat

shades of gray. To the public it means

heightened pleasure, greater entertain-

ment. To the producer it means an added

dimension, another tool with which to

conjure up mood, emotion, harmony, con-

trast, realism, fantasy. To the advertiser, it
means a method of more interesting dis-

play, a greater form of stimulus, and a

greater resPonse to that stimulus in terms

of sale.

Color is extra visual information. It
brings to life details that would be lost. In
black and white television color values are

translated into gradations of gray, black

and white, according to their intensity.

Since two entirely different colors can have

the same degree of intensity to the eye of
the camera, they will aPPear on the screen

of the receivet as the same shade. Thus a

green and red dress may aPPear as a solid

shade of gray. In color television, a green

and red dress is a green and red dress.. For

the advertiser this means greater justice for
his product. It means a more exact, last-

ing and quickly-recalled picture. A blue
and white package of soap flakes seen at

home on the television receiver will easily

be recognized on the grocer's shelf.

Color is higher denfiition. Objects are

more easily distinguished from each other

because they are clearly outlined by their

clifierence in color' This means the elimi-

nation of eyestrain caused by the efiort to
identify all parts of a picture reproduced

in various shades of gray. It means the

oublic can view television more easily and

irore continuously.
N(hat will color mean in terms of cost ?

Vill it be so expensive to transmit' pro-

duce and receive as to be commercially

prohibitive ?

CBS color television as demonstrated

before the war was a trichromatic system,

utilizing electronic scanning, together with

a rotating drum at the camera and a rotat-

ing disk at the receiver. It required no

rulicul change in either transmitter or re-

ceiver design. The cost of transmission

was only moderatelY increased.
'$7hen the state of the war permits, a

new color receiver will be introduced' This

receiver, employing a small projection tube

and a rotating color disk, will be equipped

to receive Programs both in color and in

black and white. There may be certain

conditions under which color will offer no

particular advantage over black and white

--for instance, in televising a black and

white scene such as a chart or a photo-

graph. S7henever it is desired to receive

Utait< and white instead of color for any

reason whatsoever, the viewer will need

onlv to flick a switch on the receiver. He

wili then receive black and white pictures

on black and white standards. This is not

absolutely necessary, since black and white

can be transmitted on color standards and

received as black and white. The switch is

orovided in order to make full use of the

hne detail provided for black and white by

black and white standards. (However,

there are very few instances in life of pure

black and white with a total absence of

color. \7hite reflects reds, blues, greens

and other colors which are near it.) The

extra cost color will impose on such a tele-

vision receiver will probably vary from 10

to 257o. Since the cost of the addition of
color will be more or less standard, the

percentage will vary with the cost of the

receiver. In a smaller, less expensive

model, the proportion might be as high as

257o of the total cost. On the other hand,

the cost of color would be only lo/o of
the price paid for a large, projection type

receiver.

Television production will be little af'
fected by extra costs in the use of colot.
There it will differ from the production of
color films, where costs are definitely

r: lli

.::*::

A CBS Color Camera

WHAT ABOT]T COLOR?
BY LELA S\ilFT

(In the absence ol Peter Goldmuk, CBS's famed
color erpert, Lela Swift, his stot ass;stant, Pre-
fared this informatiae article on color.)

HE word "color" falls into the shop

talk of the television trade with a

pronounced splash, generating

much speculative opinion. But color tele-

vision is no longer a subject for specula-

tion. It is an accomplished fact. On

August 29, 1940, Dr. Peter C. Goldmark,

Chief Television Engineer for CBS, broad-

cast a new system of television in brilliant
color which he had developed, using the

same width of channel as black and white.

From July l94l to Ap:iiltl4z, color trans-

missions were broadcast as part of the

regular daily schedule from the Chrysler

tower to color receivers. At demonstra-

tions color slides were'transmitted, as well
as live outdoor scenes picked up by a color

camera. from the windows of the CBS

Studios at 15 Vanderbilt Avenue. Trans-

missions were curtailed only because of the

urgency of war work which was under-

taken by the Laboratories at that time.

\7hat is color going to mean to the pub-
lic, the advertiser, the broadcaster . . . to
television ?

Color is beauty. It means seeing the red
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higher. Color television will cost little
more than black and white, and perhaps
even less. In producing a show for a black
and white camera, constant care must be
maintained to select colors that will con-
trast properly and will not fade into the
same shades of gray at the receiver. \7ith
the use of color, costuming and props can
follow the needs of the production and
contribute their proper share to the final
Plcrure.

\7ill color be ready to go forward when
the urgency of war work is decreased and
television gets the green light ? Although

both color and black and white pictures
can be and have been transmitted on the
present 6 mc. bandwidth, it is the opinion
of CBS engineers, as well as of many
others, that wider channel television would
permit pictures with twice as much detail
in black and white and in full color. It is

also their belief that wartime progress has

opened the way for this improved tele-
vision. IRAC (Interdepartmental Radio
Advisory Committee of the United States

Government, a group of experts which in-
cludes officials with access to every phase

of secret wartime developments) lists
among its provisions a proposal for tele-
vision channels 16 mc. wide.

CBS plans to resume experiments and
work on color standards of 525 lines, 60

frames and 10 mc. bandwidth as soon as

wartime restrictions are lifted. It is cer-

tainly expected that color will move just
as rapidly as black and white. And once

television takes off its smoked glasses and

views the world in full, natural color, the
public will not be satisfied with anything
less.

HERE are a great many factors in-
volved in writing a play for tele-
vision, but most important of them

all is to remember that you are writing
for a completely new medium. There are
certain similarities but if you start out
with the thought in mind that this is a
new art, the result will be far more
original and greater in scope.

You will encounter limitations and ad-
vantages in television. Therefore, in writ-
ing specifically for television you must
play down the limitations and play up the
advantages.

Now on question of cast. Many writers
have been afraid to write in a large cast
because of the limited scanning scope of
the camera, but it's certainly not necessary

to limit your cast for that reason alone
because by intelligently allocating the
dialogue, exit and 'entrances of the actors
so that the cameras do not have to en-
compass more than two or three sectors at
a time, the director can safely vary his
shots and maintain reasonable close-ups.
Usually when a director is faced with a

large group of actors (say four, five or
more), he will almost always use a long
shot to include them all in camera range,

but then this is not always necessary. Re-
mem.ber that the focal point of interest is
usually around one or two people and it
is a simple matter to get some close-ups
of these people, so that the audience view-
ing the show will know from whom the
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W.ritirg for Television
By HARVEY MARLO\7E

dialogue is emanating and not have to
guess. And then again, the facial expres-
sion of an actor can lend immensely to
the lines. There are a gteat number of
effects that can be created on television
that, with the exception of movies, can be
created no where else. As a matter of f.act,
in my own efforts in writing television
scripts, I usually think of several interest-
ing effects and write the play and dialogue
around them. But at the same time, one
must be careful not to sacrifice good
drama for the efiect.

Still it is very difficult to resist the op-
portunity and freedom we have today of
experimenting with new and different
ideas. The enthusiasm and daring of the
technical staff is at high pitch, and their
interest and cooperation in the outcome is
always assured.

Remember that in the not too distant
future we will be chained by the stand-
ards and demands of the sponsor. This is
our day ! Make the most of it.

Let me illustrate but one effect that I
recently successfully obtained in a drama
I directed for NTOR at DuMont Studios.
Called "Miracle at Blaise," by Josephina
Niggli, the action takes place in Occupied
France. Claire Luce is in argument with
a Frenchwoman quisling. At a given mo-
ment Claire realizes that she must kill this
woman in order to obtain a curfew pass

which the quisling holds and also to pre-
vent her from betraying her and her kin
to the Nazis. Camera No. t has the oic-

ture in medium close-uo. To indicate the
thought we have a single flash with cam-
era No. 2 on a wickedJooking knife on a
table in full close-up. 'We cut back to
No. 1 and Claire is seen slowly walking
out of picture frame (dialogue is kept up
throughout all'this). Next close-up on
No. 2 is as her hand slowly closes over
hilt of knife. Back to No. 1 on quisling.
Next shot on No. 2 is the knife framed
on Claire's ,back. This shot is kept as she
slowly moves away from camera toward
quisling. She raises the knife. Blaclout.
Music up and out. Next picture Claire is
seen bending over body, as she lifts the
curfew pass from her pocket. This is but
one of the many effects a writer can in-
dicate for a director to geate.

There is also no reason to limit the
number of sets. It is a simple matter to
pan cameras from one set to another, as-

suring perfect continuity. This is one
clear advantage that television holds over
the theater. There are no curtains here to
ring down for change of set, thus there is
no break of interest at some climatic mo-
ment in the play. Ffowever, at this eady
stage of the game, it would be wise,not
to go berserk as to the number and quality
of the sets.

In the search for new and otiginal
scripts for television, there is no reason to
overlook the thousands of one-act plays
already on the market and the hundreds
of thousands short story material lying
around. Intelligent adaptation makes
them into very excellent television scripts.
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SPORTS OI\ TELEVISIOI\
EXT to the televised drama, sPorts

events will probably occuPy the "vi-
deoists" second place of interest.

Survey of listener preferences by NBC
Television and General Electric television
station, \7RGB, indicates that to be the

case at present.

The reasons for the interest in televised
sports are obvious:

(1) Sports events are popular with a

large number of people.

(2) The fan has an opportunity to
get ring-side seats at championship prize-
fights, football games, world series, Polo
matches, swimming meets, tennis tourna-
ments and other sporting events without
paying astronomical prices for tickets,
without waiting in long lines, without
waiting hours for a place to park his car,

sitting on hard seats in the blazing hot
sun or in freezing, cold, rainy weather-
depending on the event.

(3) A television viewer gets a clear,
unobstructed view of the action.

(4) Unlike watching the newsreels,

the television fan watches a televised

prize-fight without knowing the outcome
until the final round.

5 ) The fan is seeing something tak-

ing place contemporaneously-at the very

same time he is watching his set. He is

seeing news-sPorts news-in the mak-

ing !

The televised sDorts events from Madi-
son Square Garden by NBC are reported

to have brought the heaviest mail of any

response from listeners.

So popular have prize-fights proven as

video fare, that Station ITRGB at Sche-

nectady sets up a boxing ring in the studio

once a month. CBS Television has done

likewise on occasion.

According to many sPort fans, a good

boxing match is more exciting over a tele-
vision receiver than it is at the ringside.
By proper placement of cameras-and
with a producer who knows the ring and

customer psychology-one can get full
close-ups of the fighters as they trade

blows, close-ups of their faces as they reg-

ister pain or surprisq long shots of the
ring when they are sparring-taking the

spectator right up into the ring, or 20 feet

fiom it-all of which makes for much

emotional human drama.
The same can be done for a wrestling

match, with all the grunts and grimaces

registered on the video screen.

Football games have been successfully

televised in the rainiest and darkest days

-by the use of RCA orthicon camera'

which can pick up pictures in any amount

of light.
\7ill sports promoters allow television

to bring their athletic events to the mil-
lions of set-owners in the postwar period ?

lJ7on't that reduce paid attendance? $7ell,
Mike Jacobs refused to permit ,broadcasts

of his prize-fights for many years, but
when he finally succumbed to the financial
inducement proffered him, he found that
far from reducing the number of cash

customers, radio whet the appetites and

brought bigger and better gates.

The same will probably hold true for
television.

Among the competitors for exclusive

broadcast prii'ilege will be the motion pic-

(Continued on page 46)
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Applyirg Film Techniques
To Video Production

By NORMAN ROSEN

HE motion picture offers the dram-
atic producer the greatest latitude in
auditory and visual techniques.

S7ithin seconds the film allows us to
change from city, to woodland, to moun-
tain, or to the seashore. Since there is no
necessity for a continuous production, a

sequence rnay be completed in either the
same day, the same week or even the fol-
lowing week, and, when the film is finally
edited, the sequences and scenes are put in
their logical order. Yet the completed pic-
ture viewed by the audience has continu-
ous action, although some time may have
elapsed between the shooting of each

scene.

In television this technique is obviously
out of the question; for it is impossible
for the television director to edit the logi-
cal order of scenes at his leisure. Tele-
vision, like the stage, is confined to the
interior of one to possibly five sets, and the
action is accordingly limited. In changing
from scene to scene, and in camera move-
ments such as "dolly shots," the timing
element of a continuous medium like tele-
vision is very exacting. Unlike the film,
there are no retakes and no "protection

shots." However, when the production is

being televised, it must be as even-flowing
and as near "movie-type" perfection as the
medium will allow.

To achieve this continuity the actual use

of film in "live" television productions
may help solve many problems; on the
other hand, since the television picture it-
self in many ways resembles that of the
movies, it follows that techniques used in
making motion pictures can be adapted to
advantage in building television shows.

The direct use of motion picture film
has already proved itself an important aide
in television programs. \fhen a long shot
on an exterior set is desired, prepared film
footage has been helpful, for it is quite
simple to dissolve from an exterior long-
shot on film into a television studio in-
terior, thereby fully establishing the de-
sired orientation of place. The same effect
may also be achieved without film, by dis-
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solving from a televised still photograph
to the interior shot.

In other cases, motion picture films care-

fully prepared in coordination with the
program prove an effective device during
scene shifts in allowing sufficient time for
the production to move from one set to
another.

A particulady effective shot may be

achieved through the combination of off-
stage narration, the televised film scene

and the proper background mood music.
For example, should we desire to fade-in
on an exterior long shot of a spacious
estate and portray to the audience the life
within the house, we may easily do so. The
narrator will give description, the picture
will give location and the music will co-

ordinate these in the desired mood.

ln motion picture production, one of
the most effective methods of getting the
desired emotional reaction from the audi-
ence is through the use of the close-up. It
can be very efficiently used in the "classi-
cal" or suggestive expos€ of events in such
a way that although the audience does not
see the complete details it responds emo-
tionally to the suggested action. For ex-
ample, we have a close-up of a hand with
a knife striking downward, a close-up of a

face in anguish, another of running feet,
and another of blood dripping from a

body on to the floor. Through this short
sequence it has been suggested to the audi-
ence that a murderer has killed with a

knife, fled and left the victim apparently
dead. This suggestive technique requires
very little space and very little scenic ar-
tistry, and the sequence can very easily be
portrayed within the limitations of tele-
vision.

NTith the introduction of the so-called
process background in motion pictures,
that industry has been able to solve many
bottlenecks arising from outdoor "loca-
tion" shooting as called for by the scenario.
For the past ten years the major studios in
Hollywood have been experimenting with
this and they have finally perfected process

projection equipment which has proved it-

self to be a great time and money saving
factor. Now it is possible to create the
desired lighting effect in the studio even
though the script may call for an outdoor
set. To do this, use is made of triple-head
projection units, gigantic 6z x 300 foot
process screens and condensing systems

combined with carbon-arc lighting. The
work of scenic artists in designing proper
foreground and background effects has

vividly brought the real thing into the
studio through the use of an a'rtificial
medium. The miniature department by its

creations of miniature sets used in conjunc-
tion with process background has also

proved itself to 'be worth its weight in
gold. In addition !!re,souod.department
has lent its great ability to ceate for the
ears of the audience the correct suggestive

set sounds. Through the coordination of
process backgrounds, scenic artistry and

miniature sets together with the sound de-

partment's library of sound effects, the
proper visual and auditory impression may

be given to the audience. In short, through
the ingenuity of the allied arts, we have re-

created the life and sounds of the great

outdoors in the studio interior. The tele-

vision director can fortunately benefit
from these already proved techniques de-

veloped by the motion picture industry.

The limitations of television can be

overcome through the ingenuity of the

scenario writer, and the program director.

The devices used to overcome these limita-
tions will very likely lead to the develop-

ment of a new technique in television

production.

A French Artist in the 1880's Conceives Telc-
phonc Televirion. Published in lhe Mrgarinc

l'lllurfrafionnc. 1881.
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Shooting Television $rith
A Still Camera

By JERRY SALTSBERG

Staf Pbotograpber

Television brings to the news publicity
photographer special problems which re-
quire much test shooting on his part. By
far the most common complaint from
those that use still photos is that finished
prints, while having all technical requi-
sites of good photography, "do not sym-
bolize television." NTith a little experi-
mentation the still man on assignment at
a television studio will find that if he re-
members to get behind the tele-camera,
lights, and mike, he can frame the stage

and, shooting between the crew, capture
the essence of the television stage atmo-
sphere. There is enough light reflected
back onto the uew from the throw of the
stage lighting to give a minimum of
shadow detail so necessary for good print
quality. lW'ith Eastman Super Panchro
Press type B film, a normal well balanced
negative can be made at l/7)th of a

second at f:11. Of course there is so

much latitude in present day films that
we have made printable negatives at f :22
and f.:32, an a D-76 developer for maxi-
mum time, and printed on Kodabromide
using D-72.

There are times when the photographer
will be called upon to use flashbulbs in the
studio. Once again the main considera-
tion must be given to effect. If the fore-
ground of your picture receives the main
impact and volume of the flash, you may
lose the magic created by the scene before
your eyes. However, if additional light-
ing is used discriminately, it may greatly
enhance your picture. Take the gun from
the camera and fire it upwards or down-
wards. Thus while exposing for the back-
ground under natural stage lighting, the
relatively slow exposure for your flash
will not result in a chalky foreground
and the general illumination of the scene

will approximate the view you see. Illus.
No. 1 shows the usual type of picture
made with the stage lighting alone;
L/ro} at f:1-1, developed 18 min. in
D-76, printed on Kodabromidi F2 paper,

in D-72. Illus. No. 2 shows the same
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scene photographed by flash. A No. 0
\Tabash flashbulb was fired at arms length
from the camera directed downward onto
the floor. The exposure, development and
printing time were the same as lllus. No.
1. A word of caution here. Never shoot
a flash off in a studio unless you are sure
that all tele-camera lenses are covered as

you may overload the iconoscope.
Many times drawings, pictures and

even the sets and backgrounds of a pro-
duction figure prominently during a per-
formance. IThen preparing illustrations
of this sort, it is best to make high con-
trast prints with lots of blacks and whites.
Large masses can be better viewed than
small pastel shaded lines. Colors do not
view so well on the Kinescope, and black
and white give best results. So much for
the studio.

Now let us turn our attention to con-
trol room shots. Here we come to another

Stafr Pholographer Jerry Sallsberg Shoots
a Studio Scene Withoul Flash Bulbs. In lhe
Piclure ls Robert Scull in "Designs for To-
morrow" Show Sponsored by Durez Plaslics.

problem. Perhaps io making a feature
story you are ordered to make a shot of
the control panel. Obviously, flashgun
has to be used here. Howevef, shooting
a bulb off in a darkened room will "light
out" the image on the screen because

darkness is needed for viewing. The
simplest method to use here, is to set the
camera up on a tripod, make your flash
exposure for the machine and the people,
and then make another shot of the screen
itself on a seDarate sheet of film. The
usual exposure is about l/2rth at f:45.
When these two images are printed, you
can neatly cut the screen image and paste
it onto the finished print.

Pasteup and mounting are one of the
many types of control that the photog-
rapher can exercise and develop as he
goes along and finds the need for special
effe=cts.

\7e can close our session by discussing
control printing on the easel in the dark-
room. In picture No. 3 we see a straight
shot of a control room. Picture No. 4
shows the effect of planned dodging in
the darkroom. A card was cut in the
shape of a light ray and placed upon the
paper in the easel'during the exposure.

After a few tests we found the correct ex-

posure for the general scene, and the cor-

rect exposure for the section of the print
that was to be held back. $Zhen these

two sections were properly exposed, we

produced a print approximating the ac-

tural scene viewed in semi-darkness.
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2: ADVERTISING AND MERCHANDISING

Interest High in
Retail Television

By JOHN HAHN

Editor, tbe Bulletin of the NRDGA

HE future of television in the retail

field, it seems to me, rests right in
the lap of the television industry.

It is necessary only to note the keen interest

being manifested today by sales promotion
managers and advertising executives in the

large stores to prove that the retailers need

only to be shown. Present conditions

which have forced newspapers generally

to limit their advertising space have fur-
nished an unusually strong incentive for
retailing to examine the postwar possibili-
ties of other mediums.

This is the time, and I am sure the
television industry is aware of it, for an

all out demonstration of what television
really can do for the retail store. There

still are many questions which will have to
be answered before television will be-

come an accepted medium in store adver-

tising. Perhaps some of these will be an-

swered at the conference being held late
this month in Schenectady, N.Y., where a

program has been arranged to demonstrate
how department stores can utilize tele-
vision. Some 25 of the country's leading
department representatives from coast to
coast are to be witnesses.

Paramount in the minds of the retail
advertisers is cost. To many, Television
appears as a rather expensive medium if
properly done, when considered from the
viewpoint of the potential business it may

bring to the store. Another is the develop-
ment of programs, for many believe that
store programs must have elements of en-
tertainment if they are to compete success-

fully with the programs which undoubt-
edly will be put on by the national ad-
vertisers.
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'S7ill efforts to present such programs
involve problems similar to those ex-

perienced by the motion picture industry ?

Should store programs be developed with-
in the store itself ? If so, will not this in-
volve the purchase of expensive equip-
ment and the hiring of high price talent
and eventually bring them into competi-
tion with other televisors in ordet to hold
personalities which become identified with
the store ? Or should the store arrange its
programs through outside agencies? If so,

can it be done effectively with less

expense ?

These are some of the questions I hear
discussed when the subject of Television
comes up. Accordingly, it would seem to

me that the industry can be of substantial
help to stores by supplying sound con-
vincing answers.

No one in retailing with whom I have
discussed the subject of television expects
that it ever will supplant newspaper ad-

vertising. But there are many who are

ready to forecast that it can supply a

needed medium, which some day may take
its place along side the printed word which
for so many years has helped stores build
their ever increasing volume.

One publicity director believes it is the
logical means for stores to recapture the

vividness which he says department store

advertising has lost.

Fall Brings Increased Activity By
Advertisers on Television

The Fall of. 1944 is bringing a large in-
flux of new accounts to television, it being
the general opinion that the time is ripe
for television-especiallpin view of these
prevailing conditions:

1. Air time can still be obtained free-
of-charge from VABD-DuMont,
TUZRGB at Schenectady, Station

'$7BKB in Chicago.
2. Production and talent costs are

lower than they'll ever be.

3. There is available plenty of top tal-
ent, including many "name" person-
alities.

4. There are no union problems.
5. Mistakes are not costly. The same

blunders, come postwar, with audi-
ences numbered in the millions,
might prove severely damaging.

$(hat does it cost an advertiser to use
television today ? First of all, air time can
be obtained free frcm DuMont or G-E.
The only cost, therefore, is your actual
production expense. lil7hile some shows
have cost from $t00 to several thousand
dollars per telecast, many producers have
found that superior type programs, the
kind that get good notices in the trade
press, can be produced today at a cost
ranging from 9250 to 9500, depending

upon the show. This includes preparation
of a satisfactory shooting script, profes-
sional talent, stage furniture and props,
setting, costumes and expert direction.
The same show, come postwar, will cost

$5ooo to $1o,ooo or more.
t$Vhy today's low cost? Everyone con-

nected with television-from the station
manager to the lowest-paid studio hand-
is eager to help the advertiser keep his
costs low. r$/ell-paid radio, stage and con-
cert actors and artists have been known to
forsake highly remunerative engagements
to take television parts at a fraction of their
usual compensation ! Top-flight radio
writers and playwrights have prepared
special television scripts-often for noth-
ing more than the satisfaction - s1 6u1i-
osity-of seeing their works produced on
television. \7ell-known Broadway direc-
tors have given much of their time to, the
new medium - often at little or no pay.

Scenic designers have contributed gen-
erously of their time and talents. It seems

that the only ones who charge full rates are
the cab drivers who whisk the players from
studio to studio.

These are conditions existing today,
conditions which are certain to change
within the next few months as more and
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more advertisers enter the televrsron field.

Granted that production costs are low,

what tangibles can a sPonsor gain by tele-

casting now ? If immediate cash-on-the-

line sales is meant, the answer is, very lit-
tle. If, however, you mean the tangibles

that come with laboratory experimentation,

the answer is: your efforts now will pay

ofi handsomely later on. You'll avoid the

inevitable errors and blunders that come

with lack of experience; the lost oPPor'

tunities resulting from lack of judgment.

Concretely, you'll gain the television
"know-how" that should prove invaluable
postwar. It will help you formulate in-

lelligent, result-producing plans. It will
bring you the salisfaction and prestige of
being among the early users of television'

It ;il bring you a not inconsiderable

measure of publicity, especially in the

trade papers read by your customers, as

well as some national linage.

It will bring you far more mail than you

could expect from an equal number o.f

radio listiners. Durez Plastics & Chemi-

cals, Inc., of North Tonawanda, New

York, as a result of its television series,

"Designs for Tomorrow," received more

than ZOO letters from "videoists" in New

York, New JerseY, Connecticut, Long

Island and even from such remote towns

as Bainbridge and Hyattsville, Maryland'

The Lever Brothers show is reported also

to have a large mail resPonse. On one

show, that of a tie manufacturer' more

than 60 mail orders and calls were received

after one telecast.

Yes, the time is ripe for advertisers to

try that exciting, fascinating medium-
Trrsvtsrox !

SOTOOO'OOO'SeI Television
IndustrY

I think it quite likely that during the

postwar period television will be one ot

lhe first industries arising to serve as a

cushion against unemployment and de-

pression. Radio broadcasting served that

?unction in a measure during the 1920's

though at the close of the war wireless

*", l.t less developed than television

will be at the close of this war. There

is no reason now aPParent why we should

not aim at a 50,000,000-set television in-

dustry, mirrowing the 50,000,000-set

standard broadcast industrY.

Tarrrs LawnENcE FLY, Chairrnan

F ed eral C ornm ani cati o n s C omnli s si on

T his arricle bv lruin A. Shane, Reptinted
Througb C.oilfterl of PnrNrrns INr'

Unlike radio, where the "commercial"

receives little if any attention in program

planning, the "commercial" in television

receives as much as the program ofterlng

itself. The selling message must be in a

form that immediately focuses the listen-

er's attention and holds it for the full dura-

tion of the announcement-a not always

simple task ! But unless you do, it will be

difficult (lest you are philanthropically in-
clined) to justify the heavy program and

time costs television will exact.

Consider the problem. With radio you

have only one faculty to consider: the

human ear. With television you have two:
the faculties of seeing as well as hearing.

Of the two, the eye is the more impatient

one, the more discriminating, the one most

easilv bored. To hold the attention of the

eye, you must hold the attention of the

mind. Otherwise the head turns elsewhere,

anywhere, but in the direction of the

fluorescent screen with your sales message.

Is it a wonder then that the problem of
televised "commercials" requires as much

attention as the building of the Program
itself ? To accomplish this end, the adver-

tiser (or his agency) will need a special-

ized staff of writers, producers, ProP men

and special-effects geniuses, and other

technicians for the business of translating
the sales message into a video form which

is as attention-compelling as the tense

melodrama or rollicking comedy which

preceded it.
'S7hat are the various types of "com-

mercials" that can be employed ? They

may be classified as: ( 1 ) The Visual Com-

mercial; (2) The Dramatized Commer-

cial; (3) The Film Commercial; (a) The

Gadget Commercial; (5) The Remote

Control Pick-UP.
Not all typei of "commercials" can be

employed wilh equal efficacy. The drama-

tized commercial is not suitable, for ex-

ample, before or after a dramatic Program'
o. ih. .o--ercial film after a telecast of
grand opera. Since there is a time and

ilnc" foi each type of "commercial", let's

briefly review them.

1. TsE VIsulr Cotrlurncrar: This

type of "commercial" will probably be the

one most commonly employed. It requires

only one or two people and some props,

and is the least expensive and least trouble-

some to produce.
In the main, it consists of a sales mes-

sage delivered by a videogenic male or fe-

male who, through repeated performances,

becomes identified in the public mind with

the product advertised. Let's assume the

product is Maxwell House Coffee. \'(rhile

ih. 
"nnorrn..r 

is describing the delights of

drinking Maxwell House Coffee, the

camera "lap-dissolves" to Mrs. Typical

"Visual Commercial" Demon:lraling Use of
Jack Frosl Sugar.

How Video Commercials 
.W.ill

Tax Advertisers IngenuitY
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Housewife at the cook stove preparing the

coftee, measunng off the required amount
(as mentioned by the "voice"), and then
dissolves back to the announcer who con-

tinues to tell how delicious Maxwell House
Coffee really is, and before the last words
are out of his mouth, the camera returns
to Mrs. Typical Housewife serving the de-

licious brew to her husband, who in no
uncertain terms lauds her coffee to the
skies. The camera then returns to our
videogenic friend, the announcer, who
bids us buy a package tomorrow. His face

is gradually dissolved into a package of
Maxwell House Coffee, and as the parting
shot, we see the meritorious coffee-can,

coffee percolator, and brimming hot cups

of coffee slowly revolving before our eyes.

(In the commercial just described no se-

quence lasts more than 45 seconds; word/,
drawn-out commercials should be avoided. )

\7ell, so far-so good. But for the next
week's show you will have to tax your in-
genuity to create other visualizations, and

since variety and movement are the essence

of good television, you had better consult
your prop and special effects departments
for new devices to help project Maxwell
House Coffee into the consciousness of the
video audience. Such devices include
turntables, "dumb-waiter" tyPe stages,

miniature settings, marionettes, smoke-

producers and other contrivances.

As we have seen, the Vlsual Cot"t-
MERcIAL resembles the regular radio com-

mercial and therefore will be the most
familiar form for the television writer.
Now we come to a more elaborate type of
commercial.

2. Tna Dnauatlzro Cotr,ttrlERcIAL:

The dramatized commercial is, in effect,

a playlet. To be effective, however, the

presentation must pack dramatic or emo-

tional content: it must be well acted and

well staged. For this type of commercial
you need professional actors, full scale sets,

props, and possibly sound effects and cos-

tumes. (If well done, the dramatized com-

mercial may last from ) to 15 minutes, and

may, if desired, be the sponsor's entire
program.) As it makes an effective insti-
tutional type of show, it is eminently suit-
able for "then and now" sequences show-

ing a product's development, and a history.
Thus the l-ord Motor Company might, in
its dramatized commercial, show the his-
tory of the Ford Car. An insurance com-

pany could use this type of commercial to
show what happens to an insured family
when tragedy strikes, or show how acci-

dents happen and can be prevented.

Pan-American Airways could utilize this
form to tell of the romance of aviation;
Goodrich to show how it licked the prob-
lem of synthetic rubber; DuPont to relate
its discoveries;

General Electric, its inventions and de-
velopments; Bell Telephone, the drama of
the telephone, etc.

Because of its structure and content, the
"dramatized commercials" may run from
five to fifteen minutes and even to thirty
minutes, if desired. It may well be the
sponsor's entire programme offering if the
dramatization is well conceived and pro-
duced.

"The Dramatized Commercial" should
be an institutional, prestige-building, good
will type of offering, with the selling mes-

sage limited to a short announcement at

the end of the program.
3. Tnr Ftru Coulrrncnr: This type

has the obvious advantage of repeated use

(Continaed on page 46)

l}oft l r *}sG,

A Rival Dog Food
Station WABD.

A "Tinler" Visual Commercial Shows
Chart.

RIVAL
roa roolt

'.tii.,ii;*i!iii{il8
Commercial as Seen Over

Golor

f,e0p -

A Dramalizcd "Commcrcial" for Chcrferfield Cigarette:. A "Gadgcl" Commercial for Kirlman Soap, via DuMonl.
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TtoR many months RCA has been
-E keepini the public informed
about television. This latest ad-
vertisement,:. . conceived bv
RCA and signed in a spirit oi

cooperation by 46 tadio and elec-
tronics manufacturers . . is the
farthest advance Ier rnade in in-
formation, even naming manufac-
turers who will supply sets.
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Design for Poslwar Deparfmenf-Store Television Windows, Ereculed by Donald Desly {rom Plans by Television Workshop. (See Page 43 for Details.f

TELEVISION FOR RETAILERS

ETAILERS have long shown an avid
interest in television. Evidence of
this interest is widespread. You

can hardly pick up a coPy of. t*Y/omen's

lI/ear, Retailing or Display lVorld and not
find news-items and articles about tele-

vision.
lVhat are the retailers doing about tele-

vision? The answer is not hard to find.
Bloomingdale's in New York and Abra-
ham & Straus in Brooklyn have organized

the Metropolitan Television System. \7m.
Filene's Co. in Boston has set up a tele-

vision corporation. Maison Blanche, in
New Orleans, has applied for a television

license. Seventy-five members of the Asso-

ciated Merchandising Corporation met at

General Electric ComPanY station,
'WRGB, Schenectady, on September 29th
to study television. In Philadelphia, Bos-

ton, Atlanta, Washington, D. C., Chicago

and other principal cities television plans

are moving along rapidly.
Department store television dates back

to 1912, when tests were made in Selfridge

Department Store in London.
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By IRWIN A. SHANE

In this country, Bloomingdale's was

probably the first store to Present a fashion
show via television. This then breath-
taking experiment took place in the Spring
of. t9l9 when a millinery fashion show
was transmitted from an improvised studio
on the store's 6th floor to the amazement

of customers in the fashion departments on
the third floor.

The first window television also took
place at Bloomingdale's in 1939 when the
store televised events of the New York
\?odd's Fair to thousands of persons who
crowded before the windows.

In 1939 and 1940, stores in over 100

cities got their first glimpse of television
when RCA and Farnsworth toured special
jeep units to department stores from Cali-
fornia to Maine.

How important an advertising medium
will television be? The answer. aer"t

important.

NBC and RCA spent a total of $rz,-
000,000 experimenting with television
frorn 1937 to Pead Harbor. Duting the

time NBC Television was on the air. it is

reported that psychologists tested audience

reactions and found that memory retention
was 10 times greater with television than
any other medium. . . . The logical conclu-

sion, therefore, is that television should
prove 10 times more effective than radio
or newspaper advertising.

The reason for the high potency of tele-

vision is not hard to find. 80/o of otrr
knowledge comes through our eyes. Our
earliest recollections are things we saw, not
things we heard, touched, smelled or
tasted.

The fellow from Missouri says: "Show

me." And thousands, nay millions of
women, daily come into retail stores and

say the very same thing. Tirey want to be

shown before they buy.

Seeing is believing. The closer you aP-

proach reality-give life, movement, sPon-

taneity to a thing, the more arresting does

the object become. Stores who have had

animated displays in their windows, or in
their toy departments at Xmas, I<now this

from first hand experience.

TELEVISER



Suppose that when you picked up a copy
of your favorite newspaper and after read-
ing the war news, your eye focused on an
advertisement of Arrow Shirts. Suddenlv
the handsome illustration came to life.
spoke to you and pointed out the advan-
tage of Arrow, you'd say the paper was a

very effective medium. Or suppose you
picked up a copy of Harper's Bazaar and
suddenly the very attractive model in the
ad for Formfit Brassieres came to life. I'm
sure you'd experience quite a lift.

Remembering that television is rated so
highly effective an advertising medium,
just consider the vast publicity potential
right on your store's premises-right at the
point of purchase !

Through the use of retail television, you
can tap the rich traffrc and direct it to de-
partments where television specials are
being offered. You can make your store
traffic mean more than ever before.

lZhat types of television will be avail-
able to department stores ? There will be
three. The first, and perhaps the most
common, will be the lype whereby a store
engages time on a commercial television
station, just as a store now engages time on
local radio stations.

The second type is where a store owns
its television station-and many stores are
considering that very thing. i{ow costly
would it be? The essential equipment for
a commercial station, that is transmitter,
antenna, two cameras, etc. comes to about
$210,000. \$fith a studiq and some acces-
sories, it might come to $3j0,000. For
that a store would be able to telecast, nbt
only to receivers located throughout the
store, but also to its customers and pros-
pective customers in the comfort of their
homes. In addition, the store would de-
rive a considerable revenue from the sale
of air time to others.

There are ample precedents in radio for
store-owned stations. Bamberger's, for
example, through its Station ]WOR, made
its influence felt through the entire state of
New Jersey. Its station is now the key
station of the Mutual Broadcasting Sys-
tem. Numerous stores have their own
radio stations and will own television sta-
tions, Bloomingdale's and Abraham &
Straus among them. \7ill there be room
for all? In all probability, yes. A total of
eighteen television channels will eventu-
ally be available in most cities.

TELEVISER

The thrro-and most widely discussed
form of retail television - is known as

intra-store or "jeep" television. "J..p"
television is a system which requires no
license. inasmuch as the television is lim-
ited to the confines of the store. It's a sys-

tem which utilizes telephone lines, or co-
axial cable as it is known, linking up the
output of the cameras with television
screens located throughout the store and
display windows.

By a system of "jeep" television, it be-
comes possible for you to telecast a fashion
show taking place in the store's studio to
receivers located in all your *'indows, rest-
rooms, lounges, escalator landings, dining
rooms, soda fountains, service counters,
and merchandise departments throughout
the store. Some stores plan to have receiv-
ers located in their auditoriums, and in
special television viewing rooms located on
all floors. A few stores are planning to
lease or build theaters in which the tele-
vision programs will be screened, with ad-
mission free to the public.

By a system of "jeep" television, a store
can feature fashions, housewares, kitchen-
ware . . and scores of other "hard" and
"soft" lines. It can hold l5-minute cook-
ing demonstrations, sewing classes, in-
terior decoration classes, and many of
how-to-make demonstrations . . . not for a

small, limited audience as heretofore, but
for all within the range of receivers inside
the store and moving past the windows.

Buying by Television. From an Old French Prinl.

In addition to the types of programs
already mentioned, produced by thc
store's own staff, the store can feature local
talent-local singers, dancers and instru-
mentalists-the local high school orches-
tra, the Masonic Band, as well as the store's
own orchestra-in programs for the enter-
tainment of its customers. The store can
also feature newscasts at regular hours . . .

as well as film featurettes. Features of this
type would help bring traffic to the store,
build good will with its customers and.sell
merchandise in large quantities.

It can show the workings of the store-
take the customer back-stage into the re-
ceiving and shipping rooms . . into the
display and advertising departments
into the office of the fashion co-ordinator
. . . into dozens of other interesting activi-
ties in the store.

It can feature talks by the store's presi-
dent and other executives. It can feature
well-known local, national and inter-
national personalities who are in town.

But most important of all, it will sell
merchandise ! The union of sight and
sound. video and audeo. makes for a

powerful medium. . amediumwhich
will move merchandise from a store's
shelves to the homes of its customers. It
will, without doubt, be the most powerful
tool in a store's selling kit, especially if
intra-store, as well as regular broadcast
television, is utilized.

(Continued on page 46)



Fashion Shows Are Erpecled to Play lmportanl
Part in Poslwar Retail Television Programming,
Especially in Mail Order Selling.

(Photo, courtesY WRGB')

MAIL ORDERS VIA TELEVISION
By A. rJZ. BERNSOHN

OU have the buying staff. You have
the capital. After the war you'll
have plenty of personnel. And

you'll have television then, too; which
means that you, Mr. Department Store

Executive, may soon be riding herd on a

more substantial mail order business than
you thought possible.

Pipe dreams? Hardly. Let's examine
the obstacles that deterred you from run-
ning a big mail orcler operation years back.

There was the formidable task of buying
far in advance, buying huge, unpredictable
quantities well ahead of season, of having
these goods photographed, given copy
blocks and shaped into an impressively fat
and costly catalogue so that the mailing
wouldn't be too costly per unit of poten-
tial sale. Too, a tough job lay ahead in the
assembly of a sales-containing mailing
list. All this meant new personnel prob-
lems, a long-time gamble of many thou-
sands and a sharp deviation from the line
of activity that happened to be a winning
formula for you. There were big boys in
the field, strong merchandisers who had
made the catalogue their medium of ex-

pression just as you had made the dynamic
window and interior display, the powerful
display ad and the sincerely helpful sales

approach yours. So you by-passed the mail
order business then-and rightly.
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But now things are different. TodaY

television is an onrushing reality. Your
buying power, personnel and imagination
all bid for a bold, daring approach to the
new medium. Here is your opportunity to
service your community as it has never

been serviced before.
Your original mail order stock is what-

ever goods are on your shelves and in your
stockroom whenever television settles

down in your community. There won't be

a lot of customers right at first, so mis-

takes won't be costly. Show the goods.

Demonstrate it over television. Let the

camera record the items, serial numbers,
and demonstrate how easy it is to order.

You know the territory serviced by the

transmitter near your store. It's loaded

with your customers and those of your
competitors. You know the styles and

quality those people demand, the prices

they'll pay. Your selection of mail-order
merchandise can be far more expertly

tailored to these customers' demands than

can the selection of some national cata-

logue-burdened distributor.

Furthermore, you'll not have to antici-

pate the season's successes as do national
operators. Show only what you have avail-
able at a time you have it on hand. Tele-
vision bobs the time element in mail order
work so that it's nearly too short to be

speculative. Price changes, shod'orders,
style modifications and size limitations

needn't catch you unprepared; you can re-

ceive the stock today and be advertising it
tomorrow while you're still entering the

invoices. Turnover by the telwision mail
order route hasn't yet been predetermined,

but it's a safe gamble that you'll be able to

double your present turnover on high style

items and increase that on staples about 30

to 50 percent as soon as television receiver

distributiqn has had a chance to get its

Iicks in.
It will be necessary to wait this long be'

cause television's earliest stage in the de'

partment store (the receiver sales depart'
ment and the self-contained units which

pipe images picked uP by an on-Premise

camera to receivers in windows, near

waiting rooms and in interior displays)
will not lend itself to sizable mail order

operation. It's simply effective, crowd'
drawing display work.

The simplicity and effectiveness of
stimulating mail order sales by use of time
on a local television station carries with it
severe obligations. Customem who might
balk at buying from a strange corporation
have a sense of familiarity with your store.

The intimacy of television will heighten
that familiarity if care is expended in pre-

paring for video merchandising. They'll
buy from you because they feel they know
and know they can trust you. Therefore
fast, efficient order-picking and shipping
departments are absolute musts if this in'

TELEVISER



novation in mail order operations is to
succeed. Trained, alert operators, includ-
ing those who can speak foreign languages

in some metropolitan locations, must be

schooled in taking phone orders without
mistakes. Special services, such as air-
mailing, gift-wrapping, card enclosures

and other requests you receive in the store, '

should receive careful attention. It will
probably prove worth while to zone orders
so that some mail order requests may be

handled by your regular delivery service.

The merchandising of the new service
also challenges your store's creative
imaginations. In each order should be en-

closed distinctive order blanks with postal
information, instructions for payment,
convenient blanks for special services re-

quested and appealing copy about the ease

and desirability of shopping by television
mail order. Try to so design this phase ol
promotion that once a television mail or-
der customer has been created, he will
continue to buy that way. Stress the time-
saving element, the utter dependability of
the medium, the rarity with which substi-
tutions are neces3ary, the traveling and
money saved through these purchases, the
big-city styles they offer small-town resi-

dents. Do this and you can't help being
handsomely re\ilarded in sales volume
without necessarily increasing the volume
of traffic in the store.

In New York, one women's ready-to-
wear outlet, Hecht's, has developed a mer-
chandising approach which might well
prove a forerunner to that used by depart-
ments operating under franchises in many
department stores once television sets in.
Hecht's selects various popular, moderate-
priced styles, one at a time, for promotion
in the large-circulationed Daily News.
Display ads with excellent illustrations of
the dress being featured and listing a

dramatic description of the style, fabric,
colors and sizes all are centered around
order coupons. NTithout expanding, save

for its increased stock room and shipping
department, this retail organization has

done a volume selling job which is the

envy of its less enterprising competitors.

Let's translate Hecht's sales approach to
television. You're sending out a feeler

over the airwaves for the dress depart-

ment. Gray wool flannel dresses seem to
be selling nicely and you're comfortably
stocked in a good run of styles and sizes

on these. Prepare a selection of dresses.

TELEVISER

Choose a good-looking outdoor tyPe

model for the open-collared shirtwaist
slyle, a well-coiffed blonde for the low-
necked afternoon dress, and other suitable
girls for the other styles selected. Have
slides or cards made up showing the labels

on the dresses, the prices, serial or order
numbers and order blanks filled in to show
size, style, order number and other details
for ordering. School each model in show-

ing the advantages of her outfit as it is

indicated in the script. The store name is

pointed up, possibly with a movie of its

exterior showing the large outside sign,
and its address is driven into the custom-

er's memory with a closeup of the store

number on the door and the street sign out
in front.

Now we switch to the live action in the
studio and introductory theme music is

supplanted by the announcing staff taking
over with a short plug about your cata-

logue of the airwaves, possibly supported
with a real catalogue cover. As you turn
the first page the scene fades from the
catalogue to a well-composed grouping of
all the models. The announcer tells how
gray flannel is the rage this season. As the
camera moves closer to the models in suc-

cession, the spiel carries on with the vir-
tues of the fabric in being wearable with
all colors, an excellent background for all
sorts of accessories, flattering to all ages

and sizes, easy to keep clean and smart
looking and as basic to milady's wardrobe
this season as was black last year.

The catalogue page turns again and we
see one style alone. Here's where the in-
dividual selling sets in. The label, either

the store's or that of .a nationally recog-

nized brand, is shown and its significance

highlighted. The designer is mentioned in
an awed tone. The model shows how deep

the hem is, to make the dress suitable for
tall girls. Style features of shoulders, neck-

line, trimming, drapery and skirt treat-

ment are pointed up while the model poses

appropriately and walks or turns. Price is

emphasized or slurred over, depending on

its contribution to the sales punch. Order
number is both shown and read off by the

announcer. And we're on to the next

Pa8e.

This continues until all styles are

shown. Then the instructions for filling in
and mailing the order blank are given and

the customer is told and shown exactly

what information she is to send in, in lieu
of an order blank. Thus, may sales be

born.
This approach is a simple, economical

one.
Similarly ioods and furniture, linens

and luggage, hardware, drugs, accessories

and all the myriad stock in the store can

stand their turns during the course of your
program's run while television comes into
your community bringing with it the sub-

stantial mail order business which will be

your reward, Mr. Department Store Ex-

ecutive, for coutage and enterprise.

New ljses For
Trade-Marks

RADE-MARKS will take on new
uses after the war when television

Noi only will consumers see them in ad-

vertisements, and on billboards, but they
will see many familiar trade-marks come
to life-on television screens !

Aunt Jemima will literally step right
out of a package of pancake flour and will
prepare the delicious flap-jacks before your
watering mouth.

On every Philip Morris program, you'll
not only hear Johnny's strident tones, but
you will see Johnny as he calls for Philip
Morris.

The possibilities are endless.

The Gold-Dust twins will sweep the
studio clean and then disappear in a lap-
dissolve.

Arrow 'collar and shirt ads will be

brought to life with a handsome man step-

ping out of the printed page.
Psyche, the \7hite Rock damsel, will,

no doubt, become the pin-up girl of tele-
vision generations to come.

Pepsi, the Pepsi-Cola cop, whose per-
sonality thus far has been limited to line
cuts, will drop his pearls of wisdom, in
the flesh, on television.

The Quaker Oats Man will be lending
his wise-old face to every Quaker Oats
commercial.

And so will continue the procession of
dusted off trademarks, with new uses, new
twists, new electronic personalities.

In any case, jobs for actors should be
plentiful-and for artists, as they conceive
brand-new trademarks, specially dreamed
up for the tel:vision trade.
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Miss Mary Weber, Lighting Experi, ls Shown Giving a Demonslralion in

Proper Lighting Over Sialion WRGB, Schenectady.

EVER in the history of modern times

has the department store been of-
fered a more Powerful means of

advertising than televisioo.
Traffic-stopping windows, clever show-

cases, attractive newsPaPer sketches, smart

photographs, good copy, and intriguing
iadio announcements are each and every-

one employed by modern dePartment

stores to bring in customers. And each

and everyone of these means can be com-

bined in one telecastt Therefore, think
what television advertising can do for the

stores !

Stores have long profited by newspaper

ads, where the prospective customer only
sees the merchandise; stores have profited
by radio broadcasts, where the prospective

customer only hears the descriptions of the

merchandise; imagine the profits for a

store when its prospective customers can

both ree and bear the ads!

Television will bring your best window
displays right into every home. It will
bring your most effective show-cases to

every door. It will make your ads come to
life, your photographs and sketches walk
and talk. Your once-upon-a-time radio
announcements will become illustrated
talks, with merchandise plainly visible.

The fashion possibilities are obvious'
but think what could be done to dramatize
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SIGHT -I- SOUI\D - SALES
BY VYVYAN DONNER

the other departments ! Furniture, gro-

ceries, piece goods, hardware, notions.

You can display the new post-war plastic

furniture; show the housewife using some

new magic gadget in the kitchen; dad em-

ploying new inventions; demonstrate the

iatest in refrigerators, electrical appli-
ances, air-conditioners, labor-saving de-

vices, pianos, toys, and any number of the

things that will flood the markets after the

war. Or actually show the public what is
here now.

You can bring a veritable exposition

into every home with a television set. You
can create new customers, for all viewers

will be potential buyers.
Television advertising will call for new

techniques in writing and presentation, a

combination of stage, screen' radio,

window-dressing and merchandising skill.
A big order, but it can be accomplished
through trial-and not too much error.

Error comes in when you don't face

what has to be done, and there is much to

be done in tel'evision. You might as well
face it, accustom yourself to it and handle

it with knowledge and showmanship.
Showmanship is of the utmost importance

in television, and showmanship is based

on things well-timed, well-produced, well-
planned, entertainingly produced-and-
human.

First of all, the store must build up a

regular television staff, for good shows

need experienced people back of them'

There should be a skeleton stafi consisting

of a script writer, (possibly filched from
the advertising coPy department) ; two

announcefs-a man and a woman; an art

director for the settings; a make-up exPert,

and a director for the rehearsing, the

staging, the whole co-ordination of sight

and sound,
The settings are important, and should

not be hit-or-miss. They should always be

simple and in good taste, and suitable to
the subiect mattet. Your art director might
be drafted from the window-dressing

studios.
The television staff will indeed be a

new department for the department store,

but a necessary one, for with a well-trained
and experienced television stock company

some very effective advertising skits can be

televised. This television unit can be

developed into a highly efficient selling

organization, and their listeners will de-

velop into a great audience of purchasers

who will look forward to seeing and hear'

ing what they have to sell.

Besides the announcers, there should be

one or two experienced mannikins. Not
only the smooth, handsome young women

who love to model, but the little teen-agers

Miss Edith Dunn, Mccalls Erpert, Shows How to Sew and Save af Home,
{or Promolion o{ a Slore's Fabric and Paitern Deparlmenls.
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and the buxom matron as well. On the
masculine side, father and son should have
representation from time to time-for be-

lieve me, they want to know what's new
too, for work, school, and sports I

For a really big store, there might be the
Department Store Family - composed of
the ideal American Mother, Dad, Sister
and Brother . . . just like some of the ficti-
tious families of radio. \Vhy not? The
possibilities are staggering I You could
dramatize their lives from dawn to dark,
along with all their friends. Your depart-
ment store customers would live along
with your Store Family, sharing their
vicissitudes, their growing-pains, their ad-
ventures, their fun, and-their purchases I

A vast fan audience could be built up into
cash customers through this very personal
contact.

This is looking a bit into the future. For
the present, I would recommend only good
announcers, agreeable demonstrators,
smart mannikins, and visiting stars.

The telecasting of "personal" appear-
ances, and lectures, by guest dress-design-
ers, milliners, stylists and authors, will be

a tremendous drawing card for the stores.

Most of these people speak very well and
entertainingly, and should be able to help
"sell" the departments that handle their
creations.

Be sure your people get a good break
with proper make-up. Have a television
make-up expert to help get them ready.
Don't let the newcomers, the guest-artists,
or the first-timers make themselves up.
They havent' the faintest idea of how to do
it. Lend them a hand and take the time to
make them look right.

The looks of people and things are of
vital importance in every form of adver-
tising. It is paramount in television. Make
your performers look their best. Present
your wares with taste and distinction. Let
your presentations match the high quality
you strive for, and achieve, in your store
displays and newspaper advertising.

Subscribe to the
TELEVIS ER

Only $4 Yearly

Send Check or Money Order to
THE TELEVISER

ll W. 42nd St.. New York lB. N. Y.
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OLLO\7ING its tradition of being
America's first department store to
utilize new sales promotion media

and opportunities, Marshall Field & Com-
pany this spring gave Chicago its first
commercially sponsored full-length tele-
vision show.

Televised over \7BKB, the show fea-
tured thirty minutes of entertainment as

the "Supper Club of the Air." Don Mc-
Neill, Nancy Martin, and other stars of
NBC's Breakfast Club headlined the show
and carried dialogue leading into discus-
sion of women's apparel and accessories

from the store's famous "28 Shop." In
this smart supper club setting, manne-
quins acted the part of guests and modeled
dresses and millinery of famous designers
which the "28 Shop" sells. .

"\7e regard television as a major mar-
keting tool for retail stores as soon as an
adequate signal can be transmitted to a

sizable number of sets in our marketing
area," states L. B. Sizer, sales promotion
manager.

As a means of testing the ability of tele-
vision to project a selling theme suitable to
department store merchandising over a

period of considerable length, as well as to
gain experience in handling the new
medium, Marshall Field & Company se-

lected the evening of May 5 as the date of
the show, and in cooperation with Radio
Corporation of America, built a program
combining entertainment with fashion
showings. Handling details of arrange-
ments was Ruthrauff & Ryan, Inc.

Station N7BKB, atop the Balaban &
Katz Theater building in Chicago's Loop,
and operated under Navy control, is said to
have a radius of 30 io 60 miles. Television
sets in this 

^rea 
are estimated to be about

250. In spite of these limitations, plus
the accent upon gaining experience instead
of selling merchandise, Marshall Field a
Company's "28 Shop" did receive in-
quiries as a result of the television show.

Packed into the station's audition studio
were company executives, advertising
agency people, and others interested in the
problem of applying television to retail
merchandising. An office was pressed into
service as an audition room to take care of
overflow. General comment from all who
heard and saw the program was of satisfac-
tion with the technical abilitv of the

medium to tell a sales story.
\With only a single rehearsal in the

afternoon preceding the show, the cast did
a perfect job of demonstrating the natural-
ness with which sales information can be

combined with entertainment. Instead of
following a detailed script, Don McNeill
took the cast of more than a dozen through
their routine much in the fashion with
which he ad libs as emcee of the Breakfast
Club. Songs, gags, and a magician's set of
parlor tricks performed by the well-known
sleight-of-hand artist Bert Atherton, con-
tributed to the supper club atmosphere.
Mutual admiration of each other's attire
by the mannequins provided ample oppor-
tunity to plug fashion details and answer
both serious and comic lines on the pattern
of "Where did you get that hat ?"

Problems of shading in television re-
production made it advisable to keep the
women's dresses and hats basically dark,
and avoid both bright colors and intricate
details of costume. This simplicity, as well
as the monotony of color, was relieved
greatly by the use of print dresses. The
formula developed by this experience,
however, was basically dark prints in a

plain style.

Chief benefic?al experience of the tele-
vision show, according to Sizer, grew out
of the technique of injecting commercials
into the strucfure of the supper club.

"Television commercials require greater
skill than radio commercials and create a
greater problem," he states, "but we have
found that'with our type of merchandise
it is possible to make commercials quite
painless."

Postwar retail merchandising may in-
volve considerable television sales promo-
tion, this executive indicates, provided
some of the "if's" are ironed out. Dem-
onstration of merchandise in action is a

fundamental of department store selling,
which television is expected to be able to
project on a grand scale.

"rJ/hen we find a medium which makes

it possible to demonstrate visually for mil-
lions instead of thousands," Sizer points
out, "we will have hit the jackpot. If tele-
vision proves to be all that it promises, it
will multiply our ability to demonstrate
merchandise many, many times. Hence,
we are bound to use it and will certainly
do so at the eadiest practicable moment."

Marshall Fields Tests Television
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What Retailers Can Do |[ow
About Postwar Television

BY DAVE ARONS

Pubticity Director, Gimbel Bros., Philadelpbia

HE dream of merchandising by tele-
vision is rapidly becoming a dread
reality. I use this melodramatic

phrase advisedly because unless the habit-
ual attitudes of department stores have

changed, we are likely to witness another

example of bungling, lack of imagination,
and general neglect of the sort that Per-
mitted radio to slip from the hands of the

great stores of America to the shyster credit
store, fur outlet and other second-grade

retail establishment-all under the name

of "caution".

Too many retailers forget that they no

longer live in the 1915's and 1920's, when

the only dramatic means of communication
was the newspaper. Today, no matter how
skillfully we use the newspaper, it has

been amplified a thousand-fold by radio

and television. For. even without the ac-

tual experience of working with television,
its publicity and habit moulding possibili-
ties are fairly obvious. One need not be

satisfied merely with thinking of television
in terms of fashion shows. Take the prob-
lem of maintaining and selling standards

of quality. In no other field of publicity
has the newspaper, the radio, proved so

inadequate as in the field of quality sell-
ing. The phrases and the words that have

been used for the last twenty years have

become threadbare clich6s. N7ith very little
variation, the same commercial, the same

advertisement, the same illustration can be

used for a $roo suit of clothing as can be

used for one at $35. Because, only through
the sense of sight-or possibly, in addi-
tion, fhe sense of touch-is it possible to
bring home the hidden ingredients that
make for quality. Selling quality by tele-
vision makes good the old bromide that
"seeing is believing".

In still another field, upon which the

department store depends for survival as

against the newer price competitors, can
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television be used efiectively: in the field

of Service-in the care and handling of
merchandise; the training of sales organ-

izations; the painstaking store planning to

assure customer comfort and convenience.

And, as for display, television is a veri-

table God-send to the store with imagina-

tion and courage. For the first time in the

history of distribution, the vehicle which

can provide the two indispensable ingred-

ients for effective display-motion and

sound-is there to be used.

It is fortunate that the conditions under

which television will first be merchandised

will be far more propitious for department

stores than was radio. Television broad-

casting will be in much stronger hands at

the start than radio was, and it is doubtful
whether the televisers will want to, or need

to. be indiscriminate in their sale of tele-

vision time for the sake of survival income.

Television probably will not be cheap,

which means that the marginal retailer will
find it far too expensive. Television broad-

casting techniques themselves require far
greater skill, tirne, effort and money to
maintain even the barest minimum of
audience attention. Even its technical limi-
tations are an advantage. The boundary

of television within the 35-mile limit un-

less relayed makes it possible for stores to
eliminate the "waste circulation" which
has been one of the arguments against a

more thorough use of radio. Finally, the

television time available will be far less

than radio time. because it is obvious that
the seeing habits of television will be radi-

cally difierent from the listening habits of
radio. The televisers themselves need a

word of caution. A large part of the re-

sponsibility for the Present state of radio
advertising lies at the doorstep of sloppy,
time selling methods. If televisers have

learned by the rnistakes of radio, they

should be of far greater aid to the retail
televiser than the radio stations ever were.

DAVE ARONS

\7hat can the leaders of a progressive

store do about television now? Certainly,

there is no need of going from the extreme

of utter neglect to that of pellmell extrava-

gance and inthusiasm, winding up with all

Iorts of indigestible commitments. Here

are some of the things which can be done;

1. the store head, or publicity direc-

tor, of a good store will know personally

the people who are to be the prime movers

in tilevision. \(hite he may not have the

technical details of television at his finger

tips, he should know the broad technical

ideas behind television so far, and what is

being done now, and he should see Per-

sonally as many as possible of the present

television techniques, even though they

are in the exPeiimental sta$e.

2. He will know the Plans of the most

important televisers in his area and will

male commitments as far as today's con-

ditions permit for television time, and

types of television Programs.

). UndoubtedlY, a Sreat manY manu'

facturers of national brands will sooner or

later provide interesting films of the stories

behind their products for television use,

He should be alert to take advantage of

their plans.
4. He will follow closely the develop'

ment of intra-store television equipment

for both display and sales training pur'

poses. It is my belief that in this particular

held, department stores will make their

first big investment.
t. He will join with his fellow re'

tailers of equal rank and the televisers in

his area and organize a strict self-policing

code to see to it that television is not clut'

tered with the types of retailing commet'

cials that now clutter radio.
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3. Most important of all, let him not
be a victim to the delusion that successful
television is one man's job. He must begin
now to educate his buyers, his merchandise
men, as he educates himself, because they
are the pressure points that color and in-
fluence the promotional and sales policies
of great stores.

Undoubtedly, television will frst enter
the picture as a stunt with a great novelty
interest for a longer or shorter period of
time, depending on how long it will take

A Publicity Director Asks:

for mass distribution of television receiv-

ers. That period will be over soon after;
and, then, its real rewards will come only
to those televisers who have worked.

studied, experimented.

NTill store management use television ?

lX/ill they have the courage to spend the

money for it; will they live with it; learn

its uses; develop the young talent needed

for television? Judging by its past record

in the use of radio, the prospect is not too

encouraging. If television will be handled
by aggressive people with twenty-first cen-

tury thinking, then department stores can

re-build the leadership which was theirs a

generation ago in the field of retailing and

again become a colorful and useful con-

tribution to community life. Television is

not only an opportunity, but a warning to
the present-day management that upon its
courage and imagination in the use of this
new medium depends its leadership and,

perhaps, its survival.

ET'S say the war is now over and the
miracle of Television is ready, able
and willing to serve all comers, with

national distribution or local, manufac-
turer, wholesale distributor, retailer. \Zill
stores adopt this worker of wonders quick-
ly, intelligently, effectively? I doubt it!

And it's not because stores are "back-
word" in adopting such new promotional
weapons, as has been so often stated. I
certainly don't think that every store owner
or manager in this country will see the
great benefits of television at once or be
willing to try its effectiveness even if he
does have "vision". IThy? Because Tele-
vision looks as though it will be mighty
expensive to support if a store really wants
to establish and maintain a high level of
excellence in its video presentations.

I have just seen a motion picture on
television - and that's what raises the
doubts in my mind. I saw and heard what
breath-taking possibilities sight-and-sound
presentation has. And I also was distressed
at the apparent difficulty of doing a rcally
good program. I saw complicated control-
boards. with several cameras in use. There
were Hollywoodian "dollies" that men
pushed to move the cameras to the right
angles and spots for the best visual effects.
And then there were make-up men, and
engineers and several sets of "two other
guys" busily and dizzily running in and
out, crawling here and there to place lights
properly as the actors and the cameras
moved hither and yon. And how about the
writers, and the scenarists, and the direc-
tors and the sets and rehearsals (no read-

Can Television Pay Its Way?
By E. BEN POSEN

Hochscbild-Kobn Co., Baltimore, Md'.

ing of scripts can be allowed in front of
the television camera, I presume), and
the myriad details that must be attended to
for a finished performance? From my

limited knowledge of retail stores, I simply
can't see the average store paying for all
that talent and equipment for a broadcast

ofanykind, evenvideo!
And I'm afraid the man who said "No"

in almost any store would be right. Such

production costs would be proper and in
line for a chain broadcast, where the cost

of the actual presentation could be spread

over hundreds of thousands or perhaps

millions of listeners, just as chain broad-
casts are handled today without "sight."
The cost of a first-class broadcast in most
local areas would be prohibitive. And with
the promise that Television will be as good
as the movies or better, not only in its
mechanical aspects but in its technique of
presentation, how can a store put on a

"ham" show that not only sounds terible
and corny but looks perhaps worse ? And
where will we all get the combination, in
our own little bailiwicks, of dulcet tone
and ship-launching face in our per-
formers ?

Then there's the other "out" 
- the

"canned" television show, the films that
will be available. $Zell, we've all seen

commercial films-and fillers used in our
local neighborhood movie houses. Yes,
there are good ones in both classes, but
you'll admit, not many of them. Are these
fifth or sixth rate shows what we retailers
will have to settle down to?

Remember, a woman can listen to the

radio while she is cooking, or diapering

the baby, or knitting or, or, or . . . but she

can't look at the video and do much else,

especially if she has to listen at the same

time. So your show has to be good enough

to make her stop what she's doing to see

and hear your message. How can we re-

tailers concoct such a stoPPer at a com-

mercially sound cost?
There seems little doubt that enough

brains and enetgy and creative genius will
be brought to bear to solve these very im-
portant problems connected with Tele-
vision for retailers. And an army of retail
store top executives and sales Promoters
are eager for their successful solution. But
it looks, from where Mr. Average Retailer
sits, as though it will be some time before
we can turir to this form of sales presenta-

tion, without misgivings and with a rea-

sonable budget, for important sales results.

$7ill someone please give us the answers?

$200 Receivers Foreseen !

"The conclusion seems inescapable that
when, in the postwar period, the radio
industry produces a good television re-
ceiver in the $200 price range, a very high
percentage of the homes in the United
States will be ready to buy receivers as

soon as service is available to them. Such

a receiver, I believe, is possible."

Tnorr.tas F. Jovcr, Manager of tbe

RCA Victor Diaision's Radio,
Pbonograph and Teleaition Dept.
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will not within the matter of a few weeks'
time. And, since the industry is in its in-
fancy, the field is open for experimenta-
tion. This is a great boon to the depart-
ment store artist who finds himself ham-
pered by tradition, until he feels that no
one wants anything that's really new.

Television has a commercial advantage
over other fields in a rather strange psycho-
logical way. It is quite possible to turn
off a radio commercial with no feeling of
discomfort. It is quite a different matter
to turn off a television set while being
stared at by a pleasant faced, smiling an-
nouncer. It somehow seems so rude that
it is next to impossible. One picture is

worth ten thousand words. Displaying
your merchandise in visual commercials,
right in the home of the consumer means
that they can be short, vivid and attention-
getting.

But far more important than home com-
mercials for the department store world,
is the possibility of store use of television.
Revolutionary methods of window display
are right with us at the moment, if we care
to use them. The idea of windows, bare
of ungainly mannequins, showing only ac-

cessories, while a television screen at the
rear of the window shows a continuous
procession of liuing mannequins, display-
ing clothes in motion, as they will look in
use, is breathtaking to the displayman who
is alert to the needs of the consumer. Most
women, most people, need to be shown.
They cannot visualize what they will look
like in their clothes. Here is the chance

to show them what the clothes they will
buy will do for them at work and at play.
It is true that shoddy merchandise can be

made to appear glamorous and well-cut
when displayed on a sophisticated doll,
pinned beyond all recognition. But now-
adays, legitimate department stores are

stressing value for cost price. Here is the
chance, with television, to show durability
and usefulness.

S7e may expect, from the old-line dis-

playman, squeals of protest and howls of
scorn. He is so used to selling fixtures:
gilded autumn leaves, cherry trees burst-
ing through the windows, antique furni-
ture covered with moss, that he will not
take easily to the emphasis on merchandise.

S7e are, however, coming to a time, when
people will no longer be attracted by these
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garish clamourings for their attention, to
a time when consumers will want to see

what they are getting and how it will work.
Displaymen, hearing the tumbrils in the
distance must face the future prepared to
give the public what it wants. The public
wants TELEVTSION I

The industry is in reality ahead of itself.
Due to the war, sets at the moment are
far behind the strides taken already by
scientists and engineers. \7e could have
right now, except for the war shortages,
larger screens and more accurate broad-
casting. Yet now is the very time for the
forward-looking displayman to familiarize
himself with &e coming medium so that
he is prepared when the time comes to be
in the lead of the new technique. Old-
fashioned display methods are on the way
out. And with them will go the die-hards
who can do nothing but croak about the
good old days. The die-hards will smother
in their own head-shaking and viewing-
with-alarm.

The only criticism that can be legiti-
mately aimed at the use of television in
display at the moment is the matter of ex-
pense. That is being remedied at this very
moment, and by the time the war has been
over for six months, the cost of using tele-
vision in department store display will
have been lowered to the point i:hat such
criticism will no longer be valid. It may
be, of course, that some windows will have
to be rebuilt along entirely new lines. But
wouldn't most department stores be better
off for some drastic face-lifting, anyway?

The possibility of fashion-shows, store
activities, household talks, and living mer-
chandise displays being televised in the
store windows and interior cases is too vast

to do more than mention in a short article
of this kind. But any displayman will see

infinite popsibilities in tying up this newest

of mediums with one of the oldest pro-
fessions 

- selling something to someooe
who needs it.

NEW TYPE WII\DOWS FOR
POSTWAR TELEVISION

INDFUL of the sidewalk conges-
tion caused by the experimental
window television display ln 1939

and to the consequent objections of re-
tailers to this form of video screening, the
Television \Torkshop has worked up de-
signs of postwar display windows which
will enable stores to enjoy full daytime
window television without regard to the
amount of daylight and noises from the
street, and wthout causing sidewalk con-
gestion.

Constructed in arcade fashion. and re-
cessed eight to ten feet from the store's
,building line, the postwar video windows
would be built at an angle of 60 degrees,
permitting passers-by to come in from the
sidewalk to view a store's window video
screening, without causing sidewalk con-
gestion.

A photo-electric device, which would
automatically adjust itself to the amount
of light coming from the outside, would

shade the video screens, allowing full
daytime viewing, according to the \7ork-
shop designs.

An acoustical device would adjust the
audeo portion of the program to a level
several decibles above street noises, pro-
jecting the sound only within the arcade
area, thus overcoming the objection of
city fathers to sound amplication from
store windows.

The postwar display windows are de-
signed to utilize video screens which are
'18" x 24". with merchandise to be dis-
played around the screens. When larger
screens become available, the windows
could be adjusted to accommodate screens

up to three-by-four feet and more.

The designs, developed by the Televi-
sion lVorkshop, were executed by Donald
Deskey, New York industrial designer,
following several months' study of intra-
store television problems.
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Adams Hat Store Fronl Reproduced at NBC
Television Sludio,

HAT does current store display
lack, and does television offer any-
thing which will meet its needs ?

Obviously one thing to be considered is

that display is "fixed"; it is stationary, in
one spot. Hence it depends for its circula-
tion on the pedestrians and vehicular traf-
fic passing the window or those shoppers
passing the display's location inside the
store.

Display is static; in other words, it usu-
ally resembles a tableau rather than a liv-
ing scene. The element of motion is ab-

sent, or, as used in the past, is not par-
ticularly attractive.

Another drawback is that many displays
do not tell a clear, complete story about
the merchandise they present. It is easy

to see how this comes about when one
remembers that a display must depend on
a few words on the window cards, or
create an impression through the general
setting to tell of the merchandise's use,

of what it is made, special features, acces-

sories that go with it-and even portray
something of the character of the store
which is offering it for sale.

To the static nature of displays must be
added the absence of sound as a further
lack, and still another is the fact that most
displays cannot demonstrate merchandise
having special features, except along broad
lines.

\7ith the foregoing in mind, let us con-
sider briefly what televised display has to
offer retailers.
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First there is the coordination of sound
and sight; the merchandise is shown and
described at length if necessary, and in
addition to the voice of the person involved
in the telecast can be added special sound
effects to give more reality to the display
setting.

There is the concentration of the pros-
pective customer's attention; she simply
must look at the miniature display window
in order to follow the telecast; there is no
distraction caused by the sounds of street
traffic, the jostling of fellow-shoppers.

There is the novelty of television, an-
other factor to hold the attention. This
novelty will be such that even lengthly
advertising plugs could be used, at least
for some little time to come. and still hold
the prospect's attention.

A complete dramatization of the sales

story is possible. Thus instead of the sim-
ple setting, the isolated episode that is a

display, televised display becomes a com-
plete, well-rounded convincing package.

As opposed to these advantages, what
will television lack that display now has ?

The shopper is not able to make a per-
sonal inspection of the merchandise when
it is displayed to her by television-an-
other disadvantage with which display
does not have to reckon at present. Fur-
ther, she will not be able to study the pres-
entation at her leiusre: the details missed
by the viewer are irretrievably gone; there
is no turning ack for further reference,
as can be done with newspaper advertis-
ing, or no return to the plate glass of the
display window for just one more look.

There will also be waste circulation in
televised display, just as in any other form
of advertising.

Among physical characteristics which
televised display will lack are several im-
portant ones: first, color (although this
may come in television relatively soon) ;

second, the lack of a third dimension-
always important in showing merchandise;
third, size - 

the sheer impressiveness of
the big display window will be done, and
substituting for it will be the small tele-
vision picture.

So in discussing the pros and cons of
televised display, we see that modern retail

display has some advantages that television
still lacks, and that television possesses

quite a number of merits now owned by
display. But when we consider that a store
can use televised display direct to the home
as a supplement to its regular window and
interior display program, we see at once
that the advantages of each system are re-
tained; the complete, correlated program
balances the lacls of each division. And
it is significant, too, that probably most of
the handicaps of televised display will be
remedied within the first decade after the
wat; if this becomes true, then display by
television rvill probably become the most
powerful of all advertising media.

A Macy Display Man
Welcomes Television

By VHITING THORNTON
Display Dept., R. H. Macy Co.

Y own first approach to television
was that of an unbelieving artist
finding a new and rather awesome

tool. Somewhat the idea of a man who is
not sure which is to be servant. which mas-

ter. It is an attitude one quickly over-
comes. Television becomes, after very
short acquaintance, the kind of medium
that is easy to work with, giving results
that are definitely predictable.

From the point of view of department
store display, its principle attraction is, at

the moment, its novelty. People are

thrilled and excited by first contacts with
the new medium. This reaction is one that
department store merchandising men have

been seeking for a long time. With tele-
vision, it's ready made. It was a surprise
to me that people I had considered blasd

and sophisticated to an extreme degree,

are floored by the whole idea of television,
and excited at the prospect of merely sit-
ting in on a broadcast. \il7here, since the
windows of Salvador Dali, have display-
men been able to find such an attention-
getter ?

One approaches anything new with mis-
givings. You hear the supposedly devas-

tating criticism that television cannot dis-

play merchandise adequately, sinie, at the
moment, color is impossible to portray.
Yet, except in rare instances, newspaper
advertising for department stores seems to
have done all right in black and white.
Technically, a good artist can master the
principles of what will work and what

DIS PLAY AND TELEVISIOI\
By R. C. KASH

Editor, Ditplay lY/ orld, Cincinnati
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Film to Cut Costs of

ITHIN the television industry it
is generally conceded that film
will play an important part as

program material and as a means of. cut-
ting program costs for the average store
using television.

Look, for example, at that interesting
intra-store application of television known
as a "jeep" system. Here screerts set up in
show windows and at strategic spots
throughout a department store would
carry prcgrams (piped by coaxial cable
from an upstairs studio) intended to catch
the eye of the passing shopper. Since traf-
fic within a store is constantly on the move,
it seems logical that these jeep programs

-which 
may largely consist of demonstra-

tions of products in use-will be repeated
over and over again many times during a
week. The cheapest and simplest way of
doing this would be to film the programs
frst. Merchandise can then be returned to
stock and the actors dismissed. The film
transcription is then available for running
as many times as desired.

Next, consider the use which film mav
have in connection with televised fashion
shows.

To produce such a program with attrac-
tive models, elaborate backgrounds, inci-
dental music and over-all care in script-
writing and direction, is bound to run into
money. Sfhile a few dozen of the largest
department stores in the nation can iell
afford to splurge upon such television
broadcasts whenever they feel them neces-
sary, what is the smallei store going to be
able to do? Rather than attempt to get by
with a half-baked production 

- which is
no competition to the well financed show
put on by a wealthier competitor across the
street - it seems logical that elaborately
produced fashion programs can be morl
economically syndicated by means of film
at far less cost to the user than the prepara-
tion of his own show.
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Indeed, a fashion show prepared on film
in New York or H<illywood or even Paris

can be shipped by air express, so that hun-
dreds of local television stations through-
out America will have the reels in time to
telecast within a day or two of the time the
subject is first released.

It will be common practice for Holly-
wood studios to prepare special short sub-
jectb of a promotional nature based upon
each of the season's outstanding feature
motion pictures. These de luxe "trailers,"
made available to local stations for depart-
ment store sponsorship, will feature the
latest in Hollywood styles. Because their
cost can be charged off against a feature
picture, it will be possible to make such

television films with well known Holly-
wood stars, plus elaborate scenery and
musical effects. Sfhere fashions displayed
in these trailers are tied in with merchan-
dise available through retail outlets, this
may well prove an effective inexpensive
source of program material.

Likewise the manufacturer of a certain
brand of dresses, for example, as a regular
part of his distribution procedure, may
have seasonal films prepared displaying his
merchandise. Retail stores carrying this
brand would then be able to secure these
fashion reels at little cost to themselves,

Indeed there is every indication that the
manufacturer of nearly every household
product or device will be obliged to supply
his dealers with entertainingly conceived
motion pictures especially designed to
promote sales through the medium of tele-
vision. Hardware gadgets, attractive in-
terior furnishings, and the merits of jlfry
cleansers quite logically will be ballyhooed
by their makers in film transcription form
calculated to enlist the cooDeration of the
local department store .r,d itr television
director.

N7here films especially made for tele-
vision broadcasting are supplied by manu-
facturers or producers of syndicated shows,

JOHN FLORY
Documenlary and Television Film Producer,

Grant, Flory & Williams, New York.

the local television station can stay on the

air with fewer technicians. Those depart-

ment stores contemplating the ownership
and operation of their own television sta-

tions will thus find film important in per-

mitting them to offer prolonged broadcast

schedules, without having to maintain full
studio crews excePt for a minimum num-
ber of hours a day, since movie programs

can comprise the balance of the time on

the air.
Another important advantage of pte-

filming television programs is that time
and care can be lavished upon a perform-
ance beforehand. Through ease in editing,
a smooth continuity can be maintained,
and last minute hitches on the air are pre-
vented. For actors who become ill at the

crucial moment, or amateur talent inclined
to muff dialogue, are an ever present peril
in live television programs. Use of film
forestalls these situations.

In addition. the advertiser knows in ad-

vance exactly what his program is going to
be like when it goes on the air. There are

indications that many television "commer-

cials" will be prepared at the outset on
film. This method avoids any danger of
product demonstrations going awry at the
last minute. Zippers that fail to open,

suds that, on the spur of the moment, do
not clean as described, mechanical gadgets
liable to unforeseen breakdowns - all
these are urgent reasons for the "commer-
cials" being canned on film rather than
presented by a live telecast.

Then too, the use of film in preparing
these plugs permits the television pro-
ducer to take advantage of every device of
trick photography known to Hollywood.
Animated cartoons and three-dimensional

Retail Video Operation
By JOHN FLORY
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objects, moving as if by magic, can only be
done smoothly through the means of the
stop-motion movie camera. Various other
devices of the special-effect studio such as

rear projection, micro-cinematography,
time-lapse studies, and optical printer ef.
fects, can only be handled through the
medium of the fiIm.

For instance, the director of a depart-
ment store television program might wish
to work out a musical number in which
empty shoes are made to tap out a little
dance. The use of threads tied to slippers
in a puppet technique looks amateurish,
whereas the same episode prepared by
means of a stop-motion film camera can be
done, as if by magic, without strings.

Another advantage which .film has for
the producer of department store pro-
grams is in the matter of "bridges." In
television programming there are fre-
quently unavoidable pauses between live
studio set-ups. These can be smoothly
bridged by judicious use of film sequences
or Leica slides. Such inserts permit scenes
to be changed and props to be reamanged
without destroying the continuous flow of
a program on the air.

Local 16mm. cameramen, operating on
a free-lance basis, can contribute-if prop-
erly encouraged-a wealth of material on
film whidi can be used by department
stores to embellish theii television pro-
grams. Home town personalities and
scenes of local signifcance might well be
filmed silent and televised with an ofi-
screen narration. If these were covered,
with an eye to tying them into a store's
general exploitation program, they could
be of very real sales value.

In conclusion, this should be kept in
mind: Television stations, if they are to
remain on the afu any considerable num-
ber of hours a day, will have to devise
interesting program material on far lower
budgets than Hollywood is accustomed to
lavish on its theater fare.

Thus, television will be forced to take
advarrtage of one reservoir of script ideas
which Hollywood has woefully neglected,
namely, the whole field of popular educa-
tion. Many semi-educational and informa-
tive programs can be put on the air in-
expensively. Instruction in various tech-
niques and discussions of arts and sciences
are available. In the preparation of all this
documentary material, film will prove a

stalwart ally of the department store ven-
turing into this new and valuable medium.
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Network Fashion Reviews
By TED SOLOMAN

Display Director, A. Harris O Co., Dallas, Texas

JN the post war era merchandising will

I be invested with voice, animation and

- color. Visual selling will be drama-
tized, will be alive with motion as never
before.

"Live" style shows with their innumer-
able limitations, will be supplanted by
lavish televised, techni-color fashion pa-
geants, with Powers' and Connover's
choicest models showing off the mer-
chandise simultaneously being displayed
in store windows and advertised in local
newsPaPers.

As I visualize it, the manufacturers will
periodically pool their resources to produce
and broadcast national televised fashion
revues that will advantageously depict the
salient features of their individual prod-
ucts. Naturally, these broadcasts will be
well advertised locally and will be timed
to secure the largest possible audience in
earh community.

It seems reasonable to assume that the
local merchants will not be called upon to
shoulder any part of the expense of these
productions other than the expense in-
volved in providing the required television
receiving apparatus and suitable auditor-
ium.

I do not think that the advent of tele-
vised merchandising will mean the obsole-
tion of window displays. Rather do I think
that one will be used to augment the other.
And it is entirely possible that ultimately
televised window displays with sound,
color and plot will be a practical reality.
Obviously, such an eventuality would swell
the audience of potential purchasers by a

legion of passers-by.

These triple-threat television broadcasts
are sure to stimulate department store
sales beyond the fondest dreams of the
most visionary merchant and, at the same

time, will cut the promotional expense
involved in the sale of every sort of
merchandise.

Try to imagine a typical combined tele-
vision, window display, newspaper, radio,
promotion of the future. The city is Dal-

las, Texas, and the day is Saturday, August
6, t950. In the morning newspapers of
this day, the local department stores have
run half page spreads announcing the ex-
act time the television program will be
broadcast, the title and cast of the produc-
tion and a Hollywood build-up of its
enterlainmenl values. Being August, the
production is appropriately aimed to stim-
ulate the sale of furs and the appeal is,
therefore, directly to women.

Supplementing the newspaper an-
nouncements, spot radio reminders of the
coming feature are broadcast throughout
the morning. Emphasis is, of course,
placed on the fact that listeners who do
not ovr'n television receivers are invited to
attend the televised fashion revue at their
local department stores' auditoriums.

At the same time, the furs and acces-

sories slated to appear in the television
production are on display in local depart-
ment store windows and, more informally,
in conspicuous spots around the auditor-
ium itself.

Let's sum up the overall effect of this
promotion thus far. You have apprised
the women of the City of the fact that
there will be a dramatized, technicolor
televised showing of furs, with celebrated
models and screen stars in the cast. You
have done this through the local news-
papers, through spot radio announcements
and by means of show cards in your syn-
cronized window displays. And whether
or not the women ever actually view the
televised revue at home or in one of the
Iocal depattment stores, they have been
made definitely fur conscious. In other
words, there has been no waste motion in
the exploitation and there has been no ap-
preciable increase in the advertising bud-
get, since every progressive store advertises
its style shows in the newspapers, and
many via radio. Besides, inasmuch as the
same televised production is to be seen in
every cooperating store in the City, the
cost of the newspaper and radio adver-

(Continued on page 57)
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Televised "Commercials"
(Continued lrom page jj)

without additional expense. It has its
draw-backs, however, in that the initial ex-
pense is usually quite great; the film may
quickly lose its timeliness; it looks like a

commercial film (and people don't like
commercial films).

Every advertiser, no doubt, will have his
supply of films, the E. T.'s of television,
for ( 1) use by smaller stations and stations
in remote areas; (2) when he wishes to
reduce the cost of his "commercials"; (3)
as "spot commercials" lasting one minute;
(4) when film is the only way he can tell
his story.

To eliminate some of the objections to
the use of film, the sponsor might use a

combination of both film and live talent,
in which case, film "clips" would be util-
ized for sequences not otherwise obtain-
able in the siudio.

Of "film commercials" cartoons are en-
joyed most, and consequently will have a
greater "Hooper" rating than the straight
commercial film.

4. Gaocnr Coulrrncrlr: The least ex-
pensive type of "commercial", which may
find much vogue with low-budget adver-
tisers. IJses puppets, mechanical devices,
slides, and other contrivances or "gadgets"
with off-camera voice.

5. REuorE Prcr-Up: The last type
of commercial would be one accomplished
by remote pick-up. By use of portable
pick-up and transmitter units, which until
l)42, were housed in large vans, the com-
mercial may actually show a product in use
in a typical consumer's home, on sale or
demonstrated (in fashion shows, cooking
schools, sewing classes) in department
stores, etc. The remote pick-up offers the
most convincing type of commercial, as it
takes you to the very place the event is
occurring. NTith the remote pick-up, Ford
would be able to let you see the Fords roll
by (as they come off the assembly line),
take you right into the factory to let you
see how carefully machined each part is.
The Florida or California Chamber of
Commerce could let you see how inviting
its climate is as you freeze in less temperate
zones. Air transport companies will take
you to the airport to show you its super-
liner as it takes off for China; and then
show you the interior of the plane wlrile
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in flightl Although this type of "com-
mercial" is yet to be used, the remoie pick-
up is already being used for sports events,
parades, etc. NBC is at present televising
sports events from Madison Square Gar-
den by remote pick-up each Friday night.

It can be s.afely prognosticated that the
remote pick-up will find much use in com-
mercial television.

Of the "commercials" discussed, the
Visual Commercial will probably be the
most commonly used, with the "Gadget
Commercial" a runner-up.

Television for Retailers
(Contiwued from page 35)

How much will it cost? \7ill it be pro-
hibitive for the average store ? The answer
is-no. But getting down to concrete fig-
ures, here they are: The cost of a simple
system involving only one camera and few
receivers, ranges from $2j,000 to $50,000.
More elaborate systems, providing two
cameras and 50 screens, will cost neady
$100,000. Sfhen this is amortized over a
period of ten years, your capital expense is
about $t0,000 per year for a $t0o,ooo
system.

NThat about the cost of operation, main-
tenance, etc. ? The engineers at DuMont
Television in New York have figured the
tost of such a system, including amortiza-
tion, operation and maintenance would
come to about 6)c to 75c per minute.

A first-class intra-store television system
can be operated, including depreciation,
power, maintenance, props, talent and oc-
casional film and entertainment features,
for as little as $ZtO per day. If the cost
were spread over ten departments, namely
dresses, coats, millinery, shoes, hand-bags,
lingerie, men's wear, children's and in-
fants' wear, furniture and housewares, the
cost is only $z: per day, or $150 per week
per department - a very modest sum as

advertising budgets go.
NTho will operate the system ? It will

probably be under the jurisdiction of a
"television director", operating in conjunc-
tion with the display and advertising de-
partments, with the display manager in
charge of all props, backgrounds, and other
studio requirements. For this, display
managers will either undergo special train-
ing or will ,gain experience the hard way.

Now a few words of caution. Give care.
ful thought to the television requirements
of your store and do not rush in helter-
skelter; secondly, make your plans far
enough in advance, so that any future re-

modeling will include television in your
blueprints for postwar. This will save a

lot of headaches later-and a lot of cost.

If you have made your decision for
either intra-store or broadcast television,
it is well to place your order as soon as

possible with the equipment manufactur-
ers, who will fill orders in the sequence in
which they are received.

Television is not on its way . . . it is

here ! As soon as the war is over, you will
enjoy a very satisfactory television service.

Color television is coming. Its develop-
ment, which CBS has advanied, will prob-
ably be perfected for commercial use with-
in five years after the war's end.

Department store networks are not lar
off. Within a period of ten years after the
war's end, probably much less, you will
see some forms of department store net-
wogk in operation, probably occupying the

daytime hours.
"Je.p" television will be as common in

department stores as escalators and air-
conditioning - perhaps more so. Fully
500 stores are expected to have jeep tele-
vision within one decade after Victory.

Television is a selling tool which stores

will find useful and essential in competing
with chain stores. mail order houses and
"Old Man Depression" himself.

Television will lower selling costs, shav-

ing lo/o to l|/o off advertising budgets,
possibly more.

Television presents a challenge to every

merchandiser-a challenge to the ingenu-
iry and showmanship of American depari-
ment stores. I am sure the challenge of
television will be met in a manner that will i
do credit to all concerned-and to the satis. i

faction of an eager, expectant public. 
j

I

Sports On Television 
I

(Continued lrom page 28) 
|

ture theater owners, who will attempt tol
use television as a means of increasing I
their box-office receipts. I

In any case, the television listener can I
expect to see televised every sporting event I
that comes along-from charnpionship I
prize-fights and horse races to apple-crate I
push-mobile contests I I
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3: OPERATION AND MANAGEMENT

a{/ll{frt'

TELEVISION STATIO1\ OPERATIOI\

NY discussions on television station
operation must necessarily be di-
vided first into two main categories

and then again into several subcategories.
First of the two main categories is to

differentiate between television station op-
eration and radio station operation and to
mark similarities and differences. In or-
ganizational setups, there are a large num-
bei of practices, standard in radio, which
will be adapted by television. In this re-
spect it might be said that television, un-
like radio when 17 was launched, has cer-
tain precedents, standard practices, and
ttade terminology which gives it dis-
tinctive advantages.

Apart, however, from the organizational
setup, there is very little in television that
is like radio. Radio is very much more
simple to operate than television. To il-
lustrate this I select merely one point out
of a basket-full. Let us assume that on
relatively short notice a certain sponsored
program is cancelled. In radio, on net-
work operation, a staff orchestra can be

TELEVISER

By SAMUEL H. CUFF
Manager, Station IVABD-DuMont

assembled in a matter of an hour or so

fill-in can be devised. This orchestra can
rehearse anywhere-it walks into the stu-
dio for it's broadcast, microphones are

set up and it's on the air. In a local sta-

tion operation it's even more simple then
this. An announcer or production man
reaches into the record library, pulls out
an album of popular or classic music, and

the program is ready. Timing is no prob-
lem because any general musical selection
whether alive or recorded can be faded off
when the period is up.

Consider such an event however on
television. In the first place, talent has to
be cast and lines have to be memorized.
Then rehearsal periods of at least four to
one ratio have to be set up and every
single one of these rehearsals has to be

carried out in the studio with the
crew used for the telecast. Scenes and
settings have to be devised, title cards,
credits, etc. have to be drawn. Timing
has to be more or less exact because you
can't fade off a television show in the

middle of anything, and, you can't stretch

a television show by merely repeating a

few bars of music. Films. of course. can

be used but until such time as films are

made specifically for television, it's rather
dificult to acquire any kind of film enter-
tainment for emergency showing on short
notice. It's possible however that special
films will be made and held in readiness
as standbyes but this is something which
is at least two years off.

REHEARSALT.' Rehearsals for major
television programs are a rather compli-
cated affair. First there is the memorizing
of the lines by the actors; then there arb

the settings, the effects, the plotting of
the show, showing camera action with the

proper distances to individual scenes for
close-ups and long shots, and the exits

and entrances of the various actors onto
the sets ; then the costuming; and finally
the whole is put together into dress re-

hearsals.

: ::j;i

A View of WABD-DuMont During a Telecasi of "lnferesling People," with Dick Bradley Announcing.
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Taking these various aspects of the re-
hearsal, one at a time, there is first the
memorizing of the lines by the actors.
This can be done anylvhere and .until it is

completed and a few preliminary line re-
hearsals are held, it is not necessary to
come into the studio which will be used
for airing the show. During this period
the art director has set up his scenery and
the show is plotted so that cameras can
move about without getting in each others
way. Costumes, color, and design contrast
are then set up and finally the program is
ready for it's first camera rehearsal. It
usually develops that during this first
camera rehearsal a large number of chan-
ges are made in scenery and costumes so

that there is the perfect color contrast.
Various types of lights are used each hav-
ing their own color contrast effect. For
example when incandescent lights are

used reds become white; orange pink and
kindred tints become gray; blue turns to
black. \0hen mercury vapor lights are
used reds become black. \7ith this light-
ing, red lipstick and ordinary makeup is

satisfactory. N7ith incandescent lights the
lipstick has to be either brown or blue and
rouge has to be eliminated and brown
pancake makeup substituted.

In the show itself there is the "focal"
problem. Greater light gives greater focal
depth, thus strong light is very desirable.
Yet regardless of the quantity of light all
action has to be planned so that there is a
relatively small amount of forward and
backward movement on the part of the
actors. And when this movement does

occur it must be slow so that the camera-

men can keep his subject in costant clear
focus. Motion picture technique in this
respect is the proper one here. A certain
amount of slightly out-of-focus "shoot-
ing" is permissable when panning, but in
dolly shots the focus must be absolutely
perfect.

EDITING SCRIPT: No standard prac-
tice has been adopted with regard to the
editing of scripts but since television is

like radio in that it is designed for home
entertainment, scripts are edited down to
radio standards. Language used on the
legitimate stage and cabarets is definitely
tabu for television. Even certain lines
which might be satisfactory in the movies

have to be deleted. There is, however,
this one point in television broadcasting
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which does not hold true in radio. Tele-
vision has sight, and the language can be

more elastic when it describes an action
which the audience sees than would be

the case when the audience, being blind,
as it is in a radio program is supposed to
imagine the action that is taking place.

Editing action and costumes in televi-
sion are actually more important than
editing the script itself-for a perfectly
innocuous statement could conceivably be
accompanied by a certain action which
would give it an entirely different mean-
ing. Likewise, costumes have to be care-
fully edited. 1il7e have found that when
costumes fit naturally into the story almost
any amount of undress is not objection-
able. You can't do a strip-tease nor any
suggestion thereof. Nor in fact can you
put a singer in a bathing suit but you can
display both bathing suit and hosiery with
perfect grace.

It has been our observation at Station
\7ABD that radio directors have very lit-
tle trouble with editing because they are

naturally conservative, having been basic-
ally trained in programming for home re-
ception. Non-radio directors quite fre-
quently have a great deal of trouble in
editing and the station management has

had to take a hand in this task. This has

so far not been necessary when programs
are directed by radio men.

HOV/ A SHOIY n PUT ON.'It is not
the purpose of this narration to discuss

any of the engineering aspects of televi-
sion btoadcasting. Rather station man-
agement and a little bit of programming.
Thus in describing the method in which
a program is aired only the program as-

pects will be discussed.

Television, like radio, has a studio con-

trol room except that in television cam-

eras, as the reader has probably observed,
are always referred to as camera chains.
The reason for this is that the studio tele-
vision camera, unlike the motion picture
camera, is not a complete unit in itself.
Let me explain. The studio part of the
television camera consists of a "dolly"
upon which is mounted the camera head,

lens, iconoscopes and a focusing screen.

In DuMont cameras, unlike all others, are

equipped with a minature television re-

ceiver so that the cameraman constantly
sees the picture from his camera as it
actually goes on the air. The advantages
of this are that the cameraman sees not
the entire stage but only the exact por-
tion that his own camera is picking up.
He therefore can cut his lines both ver-
tically and horizontally down to the finest
point possible. He knows, for example
just exactly how much head room he has

and just exactly how much space he's

showing on the sides. Incidentally, it is

this aspect of the DuMont camera which
has enabled directors to put on elaborate
shows in a very small space. The camera-
men can cut into his set without any fear
of picking up anything else and sets can

be arranged one right beside the other.

Stringing back from the studio portion
of the camera is a heaw cable which ex-

tends back into the studio control room
to the other end of the camera chain.
Here, at the other, or rear end of the

chain is a monitor mounted upon a rack

over the control panel. Thus, in a studio
where there are two cameras, the director
can select his shots in advance. In such

a setup there would be two monitors, one

(Continued on page 58)

Television Show Sponsored by Marshall Field & Co., Chicago. Girls Wearing ClolhEs {rom lhe
"28 Shop" Are Seen Before the WBKB Cameras.
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Postwar Television Standards

Bv DR. ALFRED N. GOLDSMITH

HE brightest prospect on the radio
horizon is television broadcasting.
This remarkable accomplishment-

which will bring the priceless gift of
sight to the radio audience-is not only

^ great service to the public but also a
major factor in the future prosperity of
the radio industry. Its eady and full de-

velopment is therefore essential from the
viewpoint both of the nation and of those

who will produce and sell television pro-
grams and receivers.

Television differs markedly in degree
from sound broadcasting in one major
respect. The necessary standards in
sound broadcasting are few and flexible.
It is easy enough to transmit and then
receive sound programs on receivers hav-
ing widely different circuits. One minor
exception to this rule is FM. broadcasting
which does, in fact, require a greater
number of basic standards than the eadier
type of broadcasting. But television re-

quires a rather impressive and compli-
cated group of standards. These are
necessary if every receiver is to be capa-

ble of receiving all transmissions. Ex-
treme flexibilif does not appear practical;
definite standards seem essential to con-
venient and ordedy television develop-
ment.

Among the television standards which
are needed the following may briefly be
listed. It is necessary to specify the shape
of the rectangular picture. That is, we
must state the ratio of its width to its
height. \7e must also describe the amount
of detail in the picture by specifying the
number of lines which are produced for
each picture and how many of these

actually appear within the visible picture
atea. In addition the number of full
pictures or frames transmifted per second

must be known, as must also the number
of fields (or partial pictures) which are

transmitted. This involves what is known
as the type of intedacing of the field
pictures-an expedient used to eliminate
picture flicker.

Further standards include the method
of modulation. It is necessary to know
whether higher antenna currents at the
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transmitter mean a lighter or darker part
of the picture. It is also necessary to
specify the type of horizontal and vertical
synchronizing signals, these being the
brief signals which tell the receiver, so

to speak, when we reach the end of a

line in the picture and when we reach
the end of a complete field or partial
picture. Further necessary are standards
on the type of sound transmission (am.
or FM), and the amount of pre-emphasis
of the higher frequencies to which the
sound is subjected.

Another set of necessary television
standards deals with the width of the
television channel and the arrangement
of the sight signal and the sound signal
within that channel. Also included in
any orderly plan for television develop-
ment must be the number of available
channels and the frequencies allocated
to each of these channels.

All of these present an apparently
formidable list of necessary standards.
Fortunately numerous engineers in well-
equipped laboratories have carried out
sufficient work to enable them to propose
standards for each of the preceding quan-
tities which will lead to satisfactory ser-
vice to the public. The preparation of
such standards has been entrusted to
several groups in the Radio Technical
Planning Board, which is a large group
of engineers set up at the suggestion of
the government and sponsored by in-
dustry and the engineering societies and
similar radio bodies. Panel 6: Television
of the RTPB has prepared numerous use-

ful specifications. Additional study will
be given by Panel 1: Spectrum Utiliza-
tion, of the RTPB to the best means of
using frequencies for television. And
Panel 2: Frequency Allocation, of the
RTPB will prepare recommendations on
the frequencies to be assigned to tele-
vision and the widths of the television
channels.

'When all the standards and specifica-
tions produced by the RTPB are in ap-
propriate form, they will be submitted
as recommendations to the government,
which will presumably issue regulations
through the Federal Communications

A Poslwar Television Set as Conceived by In-
dusfrial Designer Jean Reinecke of Chicago.

Commission. It is hoped and believed
that the government, the engineers, and
industry will be in reasonably full agree-

ment as to the nature of these necessary

standards. Wisely selected, such stand-
ards will permit the eady initiation of
television broadcasting service and the
speedy manufacture of television receivers
on a large scale. Considering the em-
ployment capabilities of these fields, to-
gether with the need for such employ-
ment in the immediate post-war period
when our returning service men will
rightfully look to industry to offer them
new opportunities, it is cleady essential
that wise standards shall be speedily
promulgated, widely accepted, and in-
telligently applied.

As the years go by, there is no doubt
that the engineering developments in the
television field will step by step lead us

to improved types of television. Pictures
of higher detail, as well as color pictures
will ultimately be offered to the public.
It would be well for the industry, how-
ever, to remember that wise parents teach
their children to walk before they urge
them to run. For this reason television
should be started on a satisfactorily op-
erative basis rather than on some highly
rdealized but remote and technically,in-
adequate engineering knowledge to per-
mit an excellent television service to be
given to the public and it is to be hoped
that the standards which will be issued

will fully utilize existing knowledge and
enable such knowledge to be speedily
turned to the beneft of the public and
industry.

Standards in television can never be
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permanent nor is it desirable that they
should be. They represent our best knowl-
edge and practice at a given time. As
our experience grows, our capabilities ex-

pand and correspondingly improved stand-

ards are justified.
But it is essential that standards be

stabilized for reasonable periods of time.
Otherwise the public is confused; the
purchase of equipment is discouraged;
equipment becomes obsolete too speedily;

investment in plant and broadcasting fa-
cilities is discouraged because of an un-
stable market and an excessively clouded
future.

Since the average receiving set has an
operating life of about seven years, it
is likely that standards in the broadcasting
field should be set for not less than five
years and perhaps as much as ten years.

Government and industry alike will do
well to consider the advantages resulting
from the prompt selection of the best

available standards, and the maintenance

of those standards for a sufficiently long
time to permit ordedy development of the

television art. rJ0'ise standards are nec-

essary, but stable standards are also

requisite. Constan't change is as irritating
as a rigidly fixed system. And the radio
industry and those who merchandise its

products well do well to remember, para-

phrasing an ancient proverb, that "Roll-
ing standards gather no financial mossl"

IKE television itself. the television
iechnician is pioneering in a new
field. Those who vrant to become

studio technicians have an excellent future,
providing they are ready and willing to
work hard and long, and to grow with
Television. There is no shortcut to suc-

cess in a pioneering enterprise.
The television technician must learn

to be an all-around man, prepared to
step into any gap that suddenly develops.
Like the stage, the television show must
go on . . . and it's up to the technician
to see that everything is ship shape at all
times.

Although tomorrov/'s technicians will
have superior equipment with which to
work, unhandicapped by obsolete equip-
ment rendered ireplaceable by war, they
will follow in the footsteps of today's
studio "commandos."

Lei's briefly review the duties of the
persons responsible for the equipment
that places a television program on the
air.

From the time the staccato command of
"Stand By, Studio" filters through the
studio inter-communications system un-
til the director says "\Zell Done, Studio"
at the program's conclusion, every man
is at his place working in perfect uni-
son, like so many mem'bers of a foot-
ball team, with the director calling signals.

Before the show goes on the air the
lighting technician must see that the
scene is propedy lighted. He must pre-
vent shadows, or he must create them,
depending upon what the director wants.
He must use his lights for special shots
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The Television Technician
By VILLIAM NTALLACE

required by the script. He must be alert
at all times, following the action of the
program with proper lighting at the
right time and place. He must antici-
pate camera movements, and be ready to
move quickly the moment orders are
given by the director. The lighting tech-
nician must know how to care for his
lights and how to make quick repairs
when necessary.

Now we come to the camera echnician.
The moment the first command comes

through the inter-com system, his camera
must be focused .on the scene desired,
ready to move quickly and assuredly to
the next scene. He must "frame" pic-
tures which are pleasing to the critical
gaze of the director in the control room
. . . and to the television audience miles
away. He must anticipate, as must every
studio technician, each sequence and be
prepared to rnove his camera quickly and

quietly to the next position, bringing his
camera swiftly into focus. In so doing,
he must handle his camera in a manner
not to damage the cables that lead to the
control room.

Since television is a combination of
hearing as well as seeing, the mike-boom
man must be on his toes to catch the
sounds emanating from the performers.
He is located at the end of a long boom, a

rod mounted on a dolly, which may be

moved about the studio with great speed.

Mike-boom men must watch the camera
men for warnings when the mike is show-
ing in the picture, as nothing can be so

distracting as a mike bobbing in and out
like a cork in water.

The sound technician should also be
alert to the possibilities of using planted
"mikes" in addition to the regular boom
mike. In some scenes the actors may be
so far apart as to make mike-boom use

difficult. In this event, a mike "planted"
in a vase, behind a curtain, in a fireplace,
or other hidden spot would do the trick.

Co-ordinating the over-all studio activ-
ity is the studio manager, or stage mana-
ger as he is sometimes known. His job
is to see that the show is smooth as pos-
sible by serving as a link between directors
and actors.

He should have worked on all of the
cameras and done all the studio jobs so

that he is thoroughly familiar with every
studio operation. He should know each

of the shots planned by the director so

that he can signal to the camera men
the shots coming up.

By means of hand signals he starts
studio action, speeds it up, or draws it
out. By familiaizing the cast with his
signals he can signal actors into positions
for better pictures. Ac ors who move out
of frame can be motioned back to posi-
tion by the studio director. Dozens of
situations arise which require quick think-
ing, quick action by the studio manager.

The television technician's life is not an

easy one . . . but what it lacks in com-
fort and convenience today it will make
up a thousand-fold tomorrow.

\7hen you see a good show on the air,

think of the hard-working, sweating tech-

nl6ias-s,'e1't you give him some of the

credit ?
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Equipping Your Television Station
By HERBERT E. TAYLOR, Jr.

GREAT many potential investors in
television have gathered an er-
roneous impression, possibly from

copywriters' pipe dreams and experisive
experimental operations on the part of a

few of the established telecasting stat'ions,
that an enormous financial outlay is neces-

sary to construct, equip and operate a
telecasting station.

This is not true. Iil7hen these pipe
dreams are brushed aside and a careful
analysis is made of these expensive-look-
ing operations, an investor will find that
he does not require a million dollars to
establish a telecasting station in his city,
and that he is in a position to consider
the necessary cash outlay for a modest
beginning.

Of course, if the investor visualizes his
station in the proportions of Grand Cen-
tral Station, equipped with Hollywood
lighting and trick stages, he must pay for
it. There will be stations of his type in
existence after the war, but they will be
located in key cities for network originat-
ing programs. Common sense tells us that
few of the smaller cities can hope to sup-
port a station of this type, nor is it neces-
sary when you consider the advent of
networks which shall provide the extrava-
g^nza progtams which standard radio and
the motion picture industry have taught
the public to expect.

Naturally, these networks will not be
available immediately after the war, but
film programs will. Many advertisers,
who have had the o,pportunity to study
"television selling" through experimenta-
tion on existing telecasting stations, are
planning today to place their post-war
television programs on film for distribu-
tion to telecasting stations in every city.

The average or representative station
would not constitute a "network originat-
ing" station, and would therefore require
only a modest investment for equipment
and surroundings as compared to the orig-
inating station. The average telecasting
station will present many original pro-
grams, such as simple dramatic sketches,
variety programs, fast-moving quiz pro-
grams, bu,t will not undertake elaborate
"live talent" studio productions. These
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elaborate programs will come via films at
first and networks at a later date. It is a
natural supposition then, that the role
played by the film studios will be impor-
tant for a long period of time in some in-
stances and for a shorter period in others,
depending upon the rapidity with which
network facilities, either coaxial cable or
satellite relay stations, are completed.

Prior to clearing the pipe dreamer's
smoke away, in so far as equipment re-
quirements are concerned, perhaps it
would be best to consider a few of the
problems affecting your coverage atea.

The first thing an investor learns about
television is that height of the transmit-
ting antenna is of prime importance in
determining television signal coverage.
Schooled in the ways of standard broad-
casting, he will be inclined to select a
fairly high building in the center of the
city to be served. Actually, a hill or moun-
tain L0 to 15 miles outside the citv limits
might work out to much better advan-
tage in extending the station's signal cov-
erage. In many instances it has been
proved that a transmitter located outside
the city limits on a sufficiently high spot
can increase its primary and secondary
coverage areas from 4O to 50 per cent.
Naturally, the initial cost is increased by
separating the studio and the transmit-
ter, but this increase is slight in com-
parison with the results achieved. The
increased cost arises from the need for
such extra equipment as a relay trans-
mitter at the studio and a relav receiver
at the transmitting site.

The cost increase, however, is amply
offset by the increase in area covered and
population served. These are impcirtant
factors in determining advertising rates
when full commercial status is aftained.
Television parallels radio. The television
station delivering the largest looking-
listening audience is in a position to earn
the lion's share of advertising revenue and
command the greatest attention.

Among other problems to be considered
by the prospective investor are:

1. Accessibility of transmitter to power
lines, roads, telephone lines, water supply,
etc. The capital investment may increase
considerably if you suddenly find you
must carry your own power lines for a
quarter or half mile or you have to build
and maintain a roadway of the same
length.

z. Proximity to air routes and airports.
This information must appear in your
F.C.C. application, but don' make the
mistake of taking an option on or pur-
chasing the property before determining
your position relative to the air routes.

3. The possibility of cornbining your
studios and transmitter at the same site.
If a desirabale location is found within
the city limits, this would not constitute
a problem. However, a careful survey of
your location outside of the city limits
may indicate that transportation facilities
permit the studios to be located at the
transmitter sitg thus reducing your capital
investment. .

Equipping your television station may
be compared with the purchase of an ex-
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Television Chaos Avoided!
By VILL BALTIN

TELEVISION BROADCASTERS ASSOCIATION, INC.

HE advent of television as a com-
mercial industry on the American
scene has stirred considerable specu-

lation as to the manner in which this
new-born art would make its bow. Per-
sons with long memories and romanticism
in their bloodstreams have the notion tel-
evision's course will parallel that of radio
back in post-\7odd \Var I days, since

history seems to be repeating itself in
many other ways.

The eady days of radio undoubtedly
were flavored with pinches of romanti-
cism, concocted in'to gobs of fun, ex-

uberance and an infectious desire to toy
around with a new fangled gadget.

But the inner circle of today's broad-
casters, many of whom participated in the
birth of radio broadcasting, are fully
aware of the pitfalls and, in some in-
stances, purposelessness that accompanied

the sudden and unexpected appearance

of radio as an instrument of entertain-
ment-and financial reward.

Think back to the early 1920's when

broadcasting "caught on" and stations

mushroomed indiscriminately across the
nation. It seemed everyone recognized
that radio broadcasting was likely to grow

into "something," and the native-Ameri-
can impulse to "get in on the ground
floor" on anything that looks like it is

going to develop into a financial "some-

thing," manifested itself quickly and

broke out in a wild rash.
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Allen B. DuMonl, President of ihe Television Broadcaslers Associalion, is Here Shown Looling at

pensive set of silverware. If you can not
afford the entire set at once, you may

purchase one piece at a time until you
have accumulated the pieces to achieve
the purpose and appearance.

For example, a modest beginning for a

telecasting studio would require:
A. Studio facilities
B. Film facilities
C. Foundation for network

participation
I am best acquainted with Du Mont

equipment; therefore, I shall base the
requirements on the Du Mont line. Prices

quoted are based on pre-war labor and
material costs.

Studio in the proportion of 30 x 40

feet should be ample for "live talent"
shows in a network-affiliate station. At
the start, this studio could be equipped
with a single camera and control equip-
ment. However, for ease in operation and
smooth programming, two cameras are a

veritable necessity.
2 Iconoscope Cameras equipped witb

push dollies and Studio Control
Desk................. fi23'ooo.

Necetsary ligbting and sound equip'
ment, saclt at mikes, intercornmu-
nication Jystern, sound contorl
eqaipment ..810,000.

Your film studio, being of prime im-
portance, maye be started with one pro-
jector and a film pickup camera. Here
again, for full-length pictures running an

hour or more, two projectors would be

an asset. llowever. for lower invest-
ment cost, you may start your station
with the one. (Du Mont's station \7ABD
in New York, concentrating on "live
talent" production, has been operating
with a single projector for four years.)

t Film Projector ...........................$6,000.

1 Iconoscope Film Pickup
Camera -............$3,ooo.

The master control board is the heart
of the station. The design of the board
permits expansion and complete control
over the entire station. It is here that
all of the shading is accomplished
whether the program originates from the
"live talent" studio, film studio, field
pickup, or network relay. It is here also

that the "live talent" studio, film studio,
field event and network Programs are

patched in. The incorporation of the con-
trol board at the start accomplishes a

specific shading job and paves the way
for future expansion.

(Continaed on page 58)
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The net result of this unrestrained

plunge into regions newly discovered but

hardly explored found many a would-be
broadcaster with a radio station on his

hands and, frankly, nothing to do with
it. Besides, he had considerable comPany

on the same channel in adjacent areas,

which provided the early radio fan with
a variety of discordant harmonics that

played a maddening tune on his nervous

system and created a revulsion that might
have wrecked the budding new industry
had the mess been permitted to continue

unchecked.

Fortunately, men of vision rolled up

their sleeves. took the situation in hand

and untangled the knotted wavelengths.

Through efforts of ,the Federal Radio

Commission, which later became and re-

mains today the Federal Communications
Commission, a solution was found to

what constitutes commercial radio broad-

casting as we know it now. Those who

took a fling at the new industry blindly
and without purPose were eventually

weeded out of the ethereal lanes; those

who exercised the American right of free

enterprise along paths that bode well for

the nation's millions, remained to create

the tremendous industry radio has become.

The indecisions that characterized

radio's birth will not be duplicated in

television. Unity of action and spirit and

the determination to bring onto the

American scene an instrument of high
(Continued on page 54)
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Industrial Television Systems
By JAMES D. McLEAN

N INDUSTRIAL television system
is one in which pictures and sound
are transmitted from one point to

another by means of wires or coaxial cable
for various private commercial uses. Such
systems do not require licenses granted
by the Federal Communications Commis-
sion or approval by the Government.

Industrial television might be used in
a large manufacturing establishment to
allow management to view operations in
the various departments of the factories.
Hazardous manufacturing operations in
dangerous or explosive atmospheres could
also be watched by such a system. In fact,
industrial television can be used for any
application "if you want to see where
you don't want to be."

Perhaps the most important application
of industrial television after the war will
be its use as a powerful merchandising
medium for department stores. Large de-
partment stores have thousands of display
points carefully chosen to catch and di-
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rect attention to specific products. The
animation of certain of the primary dis-
play points and the addition of sound
bringing an advertising message or an
explanation is regarded as a great step
forward in advertising technique. The
ability to televise fashion shows, demon-
strations, featured products, etc., on one
floor of a department store and transmit
pictures and sound to display projectors
on all other floors and in the show win-
dows at the same time, provides a service
long desired in the department s,tore field.

The apparatus required in an industrial
television system is obviously not as com-
plicated as that required for a regular
television broadcasting station. It must be
kept in mind, however, that industrial
television systems should use standard
television studio equipment generating
standard television signals, since the in-
stallation of such equipment will allow
the broadcasting of television programs
from any establishment using this in-
dustrial television system by the addition
of ultra-high frequency radio relay trans-
mitters which can carry the pictures and

sound from the department store to the
nearest television broadcast station. Using
standard television studio equipment in a

department store will allow that organi-
zation to produce programs not only for
internal distribution but also for broad-
casting over,local television stations.

Above is a block diagram of a typical
industrial system which outlines the basic
equipment which is required. On the
left are shown outlets for both portable
television cameras and sound microphones.
The diagram is set up to show how these

camera and microphone outlets can be

distributed on several floors of a de-

partment store. Two channels are pro-
vided for two portable cameras as well
as an alternative film projector and film
pick-up camera. Picture and sound are

picked up by the portable cameras and
microphones are fed to a control and

monitoring console through cables. The
monitoring console is a simple adapta-

tion of the standard console supplied to
television btoadcasting stations. Associ-

ated with the monitoring console is a
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camera amplifier channel for each portable
camera, an audio amplifier for the sound,
and a pulse generator to provide the
timing signals.

The control and monitoring console
includes monitors for both cameras and an
output monitor as well as picture control
and switching equipment. Two outlets
are available at the output monitor which
allow picture and sound to be fed through
a multiple cable to any number of dis-
play projectors throughout the store and
also to carry the signals to a coaxial line
or low oowered link transmitter for trans-
mission- to the nearest television station.
The control console and associated equip-
ment can be installed in a small room
cen'trally located in the store, thus pro-
viding a central point from which all
operdtions are directed.

In conjunction vrith the television sys-

tem it is proposed that portable water-
cooled mercury vapor flood lamps be used
with suitable outlets on all floors so that
they may be made available at any loca-
tion in the store. Adequate lighting must
be provided wherever television cameras

are used. The mercury vapor flood lamps
provide a high level of illumination with-
out heat.

It is impossible today to estimate post-
war prices for industrial television equip-
ment because of unceriain labor and ma-

terial conditions. So the figures given be-

low are based on pre-war prices for simi-
lar equipment. As an example, consider
a fypical industrial television system in-
stalled in a five-story department store.

Two camera outlets and one microphone
outlet are made available on each floor.
Four display projectors are also available
on each floor. A small control room
housing the control and monitoring con-
sole and associated apparatus is built in a

convenient location on one floor. The
equipment required for such a system is

outlined below.

Two camera channels, includ-
ing camera, amplifiers, cam-
era dolly, plugs and cable,
camera sweeP generaror,
video amplifier, monitor
console, shading and cam-
era control equipment, dis-
tribution and mixing panel
at $14,8t0 each.......-................ $29,700.00

One pulse generator..................... 4,rOO.OO
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One audio equipment, includ-
ing microphone, portable
pre-amplifier, audio ampli-
fier, control and monitor
equipmeni

One L6-mm motion picture
film projector and film pick-
up camera, including ami-
plifiers and camera tube......

Twenty display projectors (18
by 24-inch picture) ...............

Ten camera outlets
Five hundred feet 

- 
camera

cable . .........

Two thusand feet of receiver
cable ...............

Tweniy receiver plugs..................

Four portable mercury vapor
flood lamps

decade to perfect a form of televisior,

that makes possible the establishment of
an entirely new industry on the American
scene-an industry that gives promise of
providing jobs for countless thousands

and will, in many resPects, insure post-

war prosperity-arc now banded together

for one great PurPose: to open the door-

ways of the magic of television to every

family in America.

Since the Association came into being,

the tempo of television has stepped up

considerably. Although wartime restric-

tions on material Prevent construction of
new television stations at the Present,
plans for their erection are being care'

?ully drawn. IThen victory comes and

the clouds of war are dissipated, all the

elemenis that will help forge a mighty
new industry will be directed at one ob'

iective-to bring the marvel of television

to every state in the nation in the shortest

possible time.

As this article went to press nine tele'

vision stations were operating in the

country with 77 applications pending for
construction permits. That the numbet

of applications will increase materially

before the end of the year seems almost

a foregone conclusion, with interest in this

n.* ^tt 
growing by leaPs and bounds

among the nation's foremost radio broad-

castefs.

Since 1939, when electronic television

made its bow in metropolitan New York,
the public has shown tremendous interest

in the art. \Zith nation-wide television

coverage now assured either by radio re-

lay or coaxial cable webs, millions who

have heard of television, but have never

seen electron-coated images dance across

a television screen, are eaget to purchase

receivers for their homes.

James Lawrence FlY, Chairman of the

Federal Communications Commission,

told televiewers in four states a few

months ago, when he aPPeared on a

three-station television network Program,
that he continues to "marvel at the

progress of science and the skill of Ameri
can engineers who make possible the pre-

sentation" of television Programs in

homes. And he believes, as other Ameri'

can leaders do, that nationwide television

is soon at hand. Mr. Fly considered the

three-station hookup the "forerunner of

a permanent and indeed better nation-

wide television service to which we all

mav look forward."

2,t00.00

8,200.00

7,000.00

100.00

750.00

400.00

20.00

2,000.00

Total,approximate pre-war
price ............... $55,000.00

To the above figure must be added the
cost of installation.

A system such as that desctibed above

will allow a department store to Produce
and televise its own programs throughout
its store and also to originate programs
for local television stations. It is a com-
plete and flexible system to which addi-
tional display projectors or camera chan-
nels can be added without modification
of the original apparatus.

TELEVISION CHAOS AVOIDED!

(Continued from page 52)

quali'ty that will provide for millions a

service of entertainment, education and

information unequaled in history is the
dominating factor behind the television
broadcasters today.

Dedicating itself to the task of launch-
ing television on a nationwide scale is

the Television Broadcasters Association,
whose membership today and in the future
will represent the foremost proPonents
of television enterprise in the country,
came into being last January. Birth of
the organization in itself has become one

of the most significant developments in
television this year. It's very existence

presages the emergence of the video art
as a great American industry.

Organizations whose scientific exPerts

have labored ceaselessly during the past

TELEVISER



Bill Srill in ihe Studio of His Siation W2XJT,
Jamaica.

MEET
BILL

STILL!

By A. I7. BERNSOHN

TT NTOULD look like just another

I radio repair shop, this little store in
- Jamaica, L. L, were it noi for the tele-
vision demonstrations shown in its win-
dow every night. And Jamaica Radio &
Television Service might be such a shop
were it not operated by the owner of one
of the most fertile inventive minds in tele-
vision, STilliam B. Still.

Bill Still's the John-Henry-size Negro
who:

Shattered one of the major obstacles to
the creation of small, private television
operations with his announcement and
substantial proof that transmitters could
be constructed for less than $20,000, about
a tenth of the price quoted by major
manufacturers;

Sidestepped the need for costly film-
televising equipment by creating a gadget
which permits television to transmit 24
frames per second (the number at which
movie cameras most commonly operate),
instead of the customary 30, when motion
pictures are beidg shown via television;

Aided metropolitan police with automo-
bile television receivers which permit pa-
trol cars to receive instantaneous pictures
of missing persons, criminals sought and
other visual aids for police work;

Invented a simplified home television
receiver which can reduce cost between a
fifth and a third, a portable television re-
ceiver and numerous other equally signi-
ficant contri'butions to the advancement of
television.
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And Bill Still is only 30 years old!

Last August, the FCC issued a permit to
the electronic engineer for television trans-
mitter S72XJT on Channel L3. Con-
struction is already well under way. This
culminated a technical ascent which began
by neady wrecking Still's high school
education.

Bill's father, the famed composer, Vil-
liam Grant Still, had brought the family
up to Brooklyn from Danville, Ky., where
Bill was born. Bill, a student at Brooklyn
Technical High School, was so busy ex-
perimenting with his own home-built re-
ceivers and making sets for his friends
that his course through high school was
distinctly precarious. Aftet a short period
at C. C. N. Y., he worked a while on his
own, for Marine Radio Corp., Collins
Radio Corp., the Rexall Radio Stores in
Brooklyn and went into his own business.
First a small shop in Brooklyn, then a

larger one with a recording studio in
Jamaica started this phase of his career.

He was going great in the tailor-made re-
cording business, with Xavier Cugat's

^rtanger, 
Clarence Nfilliams, Fats \7aller,

Jimmy Johnson and other great musicians
as regular customers. Then the television
virus infected him.

He made custom-built receivers. Among
his customers for these were many of our
leading television manufacturing corpora-
tions. Still was the first experimenter to

send a television signal out on the amateur
air channel. In the first buying wave a

few years back when television made its
false start, Still's technical selling ap-
proach, based on a jeep set so that people
watching the store window could see

friends inside being televised, sold more
receivers than all the larger stores in

Jamaica together.

rVhen war came, Bill Still put his
knowledge of electronics to work flling
contracts for making ship-to-shore radio
telephones, electronic devices for measur-

ing the speed of projectiles, electronic
laboratory equipment, the primary design

for the Navy walkie-talkie and filling con-

tinuous sub-contracts on s/ar orders .of
Dictograph Products Corp.

NThen his contractual obligations were

fulfilled, Still left the large factory he had
occupied as a war plant operator and ac-

cepted a post with Dictograph as head

of its electronics research department. He
enjoyed the work, doing such jobs as de-

signing a postwar carrier telephone sys-

tem which vdll let you plug a telephone
into any light plug for intercommunica-
tion throughout the building's electrical
system. But, after three months of separa-

tion from his beloved television, Still re-

signed to returo to his litttle shop in

Jamaica and to his television experi-
mentation.
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Studio Tour I: WABD-DuMont

TN THE embryonic stage of any in-

I dustry there are always the small
^ pioneer groups-those enthusiastic
and far-seeing champions of a new cause

-about 
whom legends spring up in the

later years of its development.

For television, the DuMont station,
\7ABD, in New York City has been
just such a pioneer; and now that tele-
vision has arrived, DuMont is ready, with
a brand new studio and an accumula-
tion of "know how" derived from con-
stant program experimentation, to step
forth as a leader in post-war television.

Actually, the DuMont station is only
one branch of the television department
of the Allen B. DuMont Laboratories,
Inc., which has its main offices in Pas-

saic, New Jersey. Started seven years ago
as an experimental station for testing
equipment produced by the company, it
commenced broadcasting on a regular
schedule in the fall of 194r. Putting on
programs for purely experimental pur-
poses led to an increased interest in pro-
gramming itself. The result was that
since the spring of 1944, wher' it was
granted a commercial license and the call
numbers were changed from \072X\7-V to
\7ABD, the DuMont Television station
has taken the lead in encouraging the de-
velopment of program techniques by ad-
vertising agencies and independent pro-
dfcers.

The operational relationship between
the station and the laboratories is very
close. Not only does the studio continue
to serve as a testing ground for DuMont
equipment, but the station's entire tech-
nical staff is made up of men engaged
during the daytime in essential war work
in the Passaic plant. They commute
every night to New York to serve as

cameramen and engineers for rUfABD.

This has been an important factor in
keeping the station running during the
war, and also explains why all studio re-
hearsals are held at night.

Station manager is wiry, soft-spoken
Sam Cuff, who came over to DuMont
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as a news commentator from NBC when
that studio discontinued its live programs
in 1942. He continues to present weekly
news commentaries on IDTABD, and, in
addition to his full day-time job man-
aging the office, finds time to be present
during most evening rehearsals and tele-
casts.

ln l94l television was "wrapped up"
and put on the shelf for the duration of
the war. Production of new television
receivers and studio equipment was halt-
ed; the personnel needed to run a sta-

tion either entered the Armed Forces or
had taken up essential war work. But
DuMont disagreed with the negative ap-

proach adopted by other stations. After
all, although the manufacture of im-
proved equipment and the distribution
of new sets v/as forcibly halted, gargaa-

tuan strides were being made in electronic
research and the design of post-war sets.

After the firing stops, the blueprints of
new transmitters, cameras, and receivers

will rapidly become a reality hardly
dreamed of three years ago. It was felt that
it would be a great disappointment to the
public and a slap in the face of the
television industry if post-war Program-
ming standards were still those of the
eady experimental days. As a result, the
advertising agencies were invited to come

in, put on shows, learn the techniques
of good television production, so that
after the war they will be ready to meet

the requirements of a critical audience.

Unlike most stations. both rehearsal and

broadcast time are supplied free for these

commercial telecasts, and the response has

been gratifying. Included in the long list
of advertisers who have sponsored shows

on NTABD during the last twelve months

are: Dobbs Hats, Harper's Bazaar, Saks

Fifth Ave., Lillie Dache, I. J. Fox, Rival
Dog Food, Post Tems-Kellogg Products,

Alden's Chicago Mail Order House, Boots

Aircraft Nut Co., Tintex, Coty, Helena

Rubenstein, Chesterfield cigarettes, Star-

dust Under Garments, Lever Brothers,

Durez Plastics, and dozens of others.

As Sam Cuft says, "\il?'e are interested

in helping anybody who is really serious

about getting into television."

The question has been raised as to
when S7ABD will start charging for
commercial time. The answer is, "as

soon as it will be profitable to producers

and agencies to Pay for it."

Station TU7ABD rambles over the 2nd,

39th and 42nd floors of the building at

5 15 Madison Ave. Until very recently the

focal point of its operation was the 42nd

floor, where, crowded into an area of 900

square feet, was the complete broadcast-

ing unit: studio, production booth, film
room, monitor foom, transmitter room,

workshop, make-up room and the viewing
room for visitors.

All of this equipment is still in use,

although a latger studio has since been

constructed on the 2nd floor. The 42nd'
floor studio, enlarged from an original

300 square feet to 500 square feet, is one

of the smallest studios in use. This factor

has been important in keeping the station

operating during wartime, since only a

rninimum staff is required and the cost

of production is kept at low level. A sut'

prisingly large variety of Productlon tech-

niques is possible, however, and in somr

cases it has been found even more con'
venient to operate within such a small

space than it would be in a larger studio.
The equipment here is all of a Pre-war
vintage and, to the nontechnical observe4

looks like a complicated creation by Rube

Goldberg. It is quite un-streamlited, and,

it occasionally breaks down, whereupon
the ingenious young technicians calmly
start fiddling around with the nuts, bolts,

tubes, wiring and what-not that go to
make up the intricate mechanism, and

have it in working order almost instantly

During a rehearsal or just before a

performance, the tiny studio is the last

word in confusion-littered with cameras'

microphone boom, props for several

scenes, cables strung across the floor,
shouting directors and technicians, Per'
formers loudly rehearsing their acts
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in addition to a few fascinated spectators
who get pushed around from one corner
to another. Since television requires in-
tense lighting of its subjects, the ceiling
of the studio is covered with movable
lighting units, which bring the tempera-
ture of the room to a warm 120 degrees.

One subject that \7ABD can't televise
is someone eating a delicious dish of nice,

cool ice cream ! What they actually "shoot"
is an actor "enjoying" a dish of un-melta-
ble mashed potatoes I

$7ABD is unusually hospitable to in-
terested visitors and there is a constant
stream of them from all over the country.
Should you have happened to phone
Miss Shean at the station for a pass to
one of their evening entertainments a

month or so ago, you probably would
have been ushered to one of the two
viewing rooms on the 39th and 4znd
floors. You would have witnessed at first
hand the general interest in television by
the presence there of a gre^t many agency

men, advertisers and hopeful talent clog-
ging the narrow corridors between the
elevators and the viewing rooms. You
would have finally wormed yourself into
a seat in a small room with a television
receiver set in one corner. If you had
never seen a television show before, you
would have been impressed at first by the
moving, talking image before you; then
soon you'd notice how small it seemed,

how many defects kept marring the qual-
ity of the picture itself. Someone might
have explained to you that, technically,
television is far more advanced than the
sample you were viewing; that larger
images of greater clarity will be ready

immediately after the war. Pretty soon

your interest would increase as you sensed

the tremendous possibilities of this new
medium. You would probably find that
you had caught the bug, like the other
viewers and like all those actors sweating
it out in the hot studio or the technicians

mothering along the hard-pressed equip-

ment. And you would have left the

studio determined to do something about
television.

If you go over to ITABD now, you
will find considerably larger facilities on
the second floor, where the new studio was
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opened Sept. 13th. Everything is more
streamlined here. The production booth
is raised above the studio floor for better
vision; the control desk is more compact
and efficient; the walls of the studio
itself are sound-proofed with a special
treatment which prevents the room from
being too dead. The floor space is much
larger than that of the 4znd floor studio.
Here it covers an atea of. p00 square
feet, and plans have been made to in-
crease this by another 600 square feet

in the near future to accommodate a "live"
studio audience. There is a spacious view-
ing room on this floor with a latger
television receiver at one end. In addi-

tion, special patrons' viewing rooms have

been constructed, along with more ade-

quate make-up and property space.

Additional plans have been made for
a huge studio to be built in the heart
of Manhattan, capable of putting on
any type of television show at the least

possible expense. However, actual con-
struction will not commence until it is

known more definitely what the require-
ments of the advertising agencies and

producers will be.

\7ABD is growing up, but the pioneer
spirit that has motivated its policies and

activities for the past seven years is still
present. Triumphantly now it seems to
say "Not only has television arrived, but
television is going places!"

Network Fashion Reviews
(Continued from page 45)

tising might very well be pro-rated among city's women have been focused on furs
all the stores participating, or absorbed by and this impact will result in greater fur
the manufacturers sponsoring the broad- sales.
cast' It may be founcl impractical to engineer

So much for paid advertising and co- a cooperative promotion such as I have
ordinated displays. Concurrently, news sought to predict. If this proves truq then
stories together with "stills" from the the exclusive type of televised production,
forthcoming production are released to the in which only the products being mer-
local papers. Blow-ups of these "stills" chandised by a single store, in each city,
and lithographs are displayed in selected are dramatized, will greatly complicate and
spots throughout the city and in store ele- increase the cost of the promotional proj-
vators and windows. ect. I do not, however, anticipate any ob-

\7'here feasible, a star or stars of the jections to the cooperative, because it is

scheduled broadcast is invited to be pres- no more competitive than the existing filrn

ent at the showing and the faa is publi- distribution plan, which enables the public
cized. This innovation will invariably in- to see the same movie at anyone of a num-
sure a larger attendance at the stores' audi- ber of local theatres on the same days; the
toriums and immeasurably more colorful public makes its choice of theatre as it does
follow-up publicity after the showing. of stores and none of the theatres seems to

Local movie critics and fashion and suffer for want of audiences or customers.
radio editors are, of course, guests of the No matter how television with color,
stores and are bound to mention the event sound and plot is adapted to merchandise
in their next day's columns' exploitation, one thing is certain. rzhen it'

Naturally, each store will publicize the comes, the drab commercialism attached
event in its own way and those with the to dry goods stores will vanish in a pufi
most ingenious publicist will garner the of smoke and the magic spirit of the en-
largest store audiences. But as I pointed tertainment wodd will enter and invest
out before, whether you have standing department stores with some of the shim-
room only or only a fair audience at the mering glamour which today attaches only
store showing, your advertising and pub- to the theatres of Broadway and the studios
licity has hit its mark; the minds of the of Hollywood.
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Television Station Management
(Continued from page 48)

for each camera in the studio control
room and then a third showing the pic-
ture which is on the air. Cameramen,
light-men, microphones and studio direc- .

tors and assistants all wear earohones.
The director sitting in the studio control
room can see his studio and he can talk
to every single person in the studio ex-
cept the actors without being heard on the
air. He thus previews his shot, tells cam-
era L exactly what he wants, and when
camera t has it to his complete satis-
faction he puts it on the air. In the mean-
time cameia 2 which has been on the
air previously is ordered to change posi-
tion, focus on anything else, and then
2 goes on the air and L makes still
further changes. The system, though it
sounds complicated, in reality is relatively
simple to operate and it is fool-proof in
the sense that every picture is seen before
it is aired. No picture can go on the air
without the directors say-so.

Sitting one one side of the director is
an engineer who shades the pictures as

they come up for proper light contrast.
Sitting on the other side is a technical
production assistant who pushes buttons
putting cameras on and off the air at the
directors command. Still further away is
a sound man with turntables who super-
imposes off stage sound effects and music,
if and when the director wants them. The
director is likewise in constant interphone
communication contact with a projec-
tionist in the film studio. A studio scene
can be dissolved from camera to camera
or it can be flashed from camera to camera
at the directors discretion. Likewise, the
studio scenes can be faded into and out of
film sequences,

An illustration of this technioue was a
program known as "Television noof."
Studio cameras picked up a couple sitting
in the living room listening to a radio
program. The radio program ends-the
wife says to the husband "let's go to a

night club"-where to-Television Roof

-the 
husband gets up, turns off the radio,

the q/ife puts on her wrap and the two of
them exit on a fade. The film sequence

dissolves into a couple entering a taxi

58

cab. The cab pulls away from the curb
and drives through city streets at
night time. It pulls up to a curb,
and the couple emerges. Studio cameras

pick up a marquis of a building, dolly
into an elevator with the door closing,
dollies back and slowly pans up the face
of a sky-scraper. At this point film camera
dissolves into a regular juke box type film
of a band in a night-club. After about
thirty-five or forty seconds there is an-
other dissolve back to the studio where an
M.C. thanks the orchestra and goes into
his routine of introducing entertainers.

In a program of this sort which is in-
terspersed with short films of dance bands
coming back constantly from live studio
to film studio, the audience is never aware
of a change from one to the other. Just
like on a transcribed radio program, the
announcer at the end says "orchestra and
taxi cab sequences were film presenta-
tions." But apart from this, the audience
has never been aware of this fact. ]U7e

have had guests in viewing rooms at
N7ABD who after the program have
wanted to know if it was possible to get
the orchestra leader's autograph. And
when told that the orchestra leader had
been present on film, have insisted in-
dignanily that they were being given the
brush off.

It has been said that the technique of
television programming more closely re-
sembles that of motion picture production
than of radio programs. This is only
partly true since there is undoubtedly a

great similarity between the two. The big
difierence however is that, whereas in
motion pictures many scenes wind up on
the room floor-in television there is no
cutting room floor. The actor can't make
a mistake and feel that after all the public
won't see it. Television is instantaneous
and everything the camera takes goes on

the air. The "fluff" of a line, the embar-

rassed expression are seen and heard, and

as a result of this it has been found that
those shows built around more informal-
ity, where errors can be covered or are less

noticeable, make for better television en-

tertainment.
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(Continued from page 52)

Marter Control Board. ............$ 35,000.

The cost of the transmitter depends

upon the power desired. At the start, a

stition could install a ) KS7 video and

2.5 KW audio transmitter. As more

power is required, additional stages

iould be added (with the approval of the

F.C.C.) with minor changes to the basic

system, to incorporate the greater Power.

5 Klf/ aid.eo 2.5 KIV audio trans'

mitter with the control con'

sole .................... 836'000'

There we have the entire equiPment

purchase picture for starting a telecast-

ing station. The total for this basic

equipment, which provides for expan-

sion, would be $tt3,ooo, or less, if a

single camera is to be used. This is fat

remote from previous concePtions that

equipment for a station would run into

hundreds of thousands of dollars.

For expansion of your station to pro-

vide complete telecasting setvice, a te-

mote or nitd pickup unit could be added

at a later date. This equipment would in'

clude:

2 Field PicAup Camerat
with associated conlrol
equipment 824'000'

Sound. equipment ..................... 1,500.

Field. Relay Transmitler...... 8'000.

Relay Receiuer .......................--.. 2'000.

Track tuith generalor and
antenna t 

'000,

fi10 '500.

As prosperity warrants additional cam-

eras, projectors, pickup cameras, remote

units, transmitter Power stages can be

purchased. These do not have to be pur'

lhased immediately to provide the tyPe

of service expected by the Public.

Television is a new industry which will
prosper if entered into sensibly, with

careful planning, consideration given to

the type of station the service 
^rea 

c^n

sopport. Plan your station now, while

rpl.a ir not important, but plan it mod-

estly with provisions for expansion at a

later date. You will find many capable

organizations with invaluable experience

waiting to assist you in evety possible

way.
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4z REVIEWS, NEWS AND Vl EWS

BOOI$:
TELEVISION: THE REVOLUTION, bY

Robert E. Lee, Etsential Baair, New
York, t944.

A clevery concieved plan for the present
and future'of televisio'n is laid out'for us
in considerable detail. It includes every-
thing from how television is to be fi-
nanced, to what its programs will be like,
to problems of wage scales and employer-
employee relations within the industry.
The plan is very pat, and generally plausi-
ble,-at least to a non-expert. But there
are occasional contradictorv details which
puzzle even the "lay" reider, and it is
likely that some television experts would
make strenuous obiections to some of the
points made by the author.

According to Mr. Lee, television pro-
gramming will be handled through films
almost entirely. "Live" shows on an
adequate scale, he claims, will be impgs-
sible financially, and, for some time to
come, technically. The chief obstacle is
the tremendous expense of constructing a

coast to coast co-axial cable tie-up between
broadcasting stations, thereby making a

"film net-work" a necessary substitute.
But lt uill be possible for the motion pic-
ture theatre chains to build their own
private coast to coast co-axial net-work
for the purpose of carrying "Live" tele-
casts of news and special events into the
nation's theatres, where the public will
pay for such services at the 

-box 
office.

This prospect may seem a little frighten-
ing to those who foresee television as the
greatest medium of democratic mass com-
munication by virtue of its very ability to
reach the public at home.

Through his system the author neatly
pays for all the bills in television, includ-
ing those of an Association for the Ad-
vancement of Television, comprised of
representatives from all parts of the in-
dustry and financed by a subscription plan
to which all set owners would be obliged
to subscribe. But, as a means of financ-
ing television program itself, Mr. Lee
rules out such a subscription plan on the
to have his television service, like radio,
thesis that the average American expects
free !
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However, the author seems to have the
public interest at heart in the matter of
program content. He ofiers some very in-
teresting suggestions o n all types of
shows and makes a strong appeal for the
restrained use of the commercial. There
is "no place for the cheap little advertis-
ers with cheap little minds," he writes.
Spot announcements must be left out. But
commercials can be extremely effective so

long as, in addition to selling goods, they
either inform the public or provide genu-
ine entertainment of themselves.

The reader is taken on a fascinating
tour of a post-war television studio, and
of a special production unit for feeding
houdy newscasts over the theatre net-
work to the movie houses of the country.

Mr. Lee ends his book with a plea to
all interests-broadcasters, filmmen, ex-
hi.bitors-for cooDeration in wise and
planned exploitatibn of the gigantic new
industry, and assures us that everything
should work out for the best if such a
plan as his is followed. lVhile the book
is interesting and informative throughout,
it is felt that a more objective presenta-
tion can be offered. Howevet, Mr. Lee's
is provocative, at least, and at this stage
of the game, there is no harm in that.

MACAZII\ES:
IN THREE RECENT articles in Ad-

aertising and Selling, John Southwell
ofters some of the most realistic. hard-
hitting and constructive advice to prospec-
tive television producers that has yet ap-
peared in prirlt. He even has a few words
for the writers, the station managers and
the advertisers themselves. And it all
hinges on the basic themes: "Learn the
medium. . . . Learn the facts. . . . Forget
about other media and go into it tr'ith
studied amnesia about how you used to
do things in radio, space or motion pic-
tures beware of preconcieved ideas,
consciously or unconsciously. The
time is now!"

"Don't let television fool you" says

Mr. Southwell. It's no cinch; it's not just'
a radio show that can be seen: it is an
entirelv new medium and must be treated
as such. It is most like the motion picutre
in that it gives the audience everything-
"There is relatively nothing to be im-
agined." On the other hand, unlike the
movies, it is extemporaneous-no cutting,
editing and re-taking-which makes the
rehearsal very important to television.
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A list of good, solid "Do's and Don'ts"
is offered for the ageficy man who starts
out to create and produce a television
show; and it is suggested, in particular,
that he study the movies, see the same
film over and over again, and see a lot of
them that way, to study the techniques
used there in "cuts, dissolves, wipes,
close-ups, dolly-in, dolly-out, two shot,
montages, etc."

In discussing commercials via televi-
sion, the author concedes that the new
medium can be the greatest selling
medium of all time----ran ,be nine times
more effective than radio and several
times more efiective than space, but-
"it's iust like any other selling medium
when it comes to using it; it has to be
used correctly to make it effective." Sev-
eral impressive examples are given to
prove its tremendous selling powers-rec-
ommended reading matter for the pros-
pective advertiser.

In this most recent piece, "\Zhat to Do
About Television Now," Mr. Southwell
outlines the immediate steDs that should
be taken if vou ate an advertiser. an
agency, a radio station, or a writer or
producer-and stressed the fact that,
whatever vou are . . . "The time is now."
He supports the theory that experimenta-
tlon rn programmlng now rs rmportant,
for "television is not a development or
radio or a refinement of the movies or an
outgrowth of the stage, but . . . it is just
teleuision, pure and simple . . a brand
new business and a brand new medium
that will go its own way and the devil
take the hindmost.'

"If television means anything to you
. . . if you are counting on it to make
money, to further your career, or to sell
your products, don't be taken in by any
rumors that television is not ready yet . . .

It is neither remote nor 'just around the
corner'-it is alreadv here." That's what
we like to hear. Mr. Southwell I Let's
have more of the same !

THE PROMISE OF TELEVISION. bv
Robert Conly-T he American Meri ury,
July, 1944.

In this rather qeneral article the radio
editor of "Newsieek" Magazine, ofiers a
realistic, if occasionally pessimistic, view
of the television picture presented from
the consumer's p6int of vie*. "Televi-
sion, in the past ten years" he begins,
"has received more advance ballvhoo than
any other embryonic industry in history.
. Iflithout entirely discrediting such
optimism, it is well to remember that
most of the experts who see television's
future so near a-nd rosy are in the employ
of the industrv."

6o

Although it may be to the advantage
of the would-be station owner to get in on
the ground floor, he continues, there is no
hurry for the consumer. "The longer he
waits the better his set will be when he
does buy it." The technical improvements
in television, which are coming fast, will
be of great benefit to both the home
audience and the performer in the way of
brighter and larger images, cheaper and
more efficient sets, better cameras and
other studio equipment. One of the most
pressing technical problems, which the
author reviews for the layman, is the as-

signing of new frequencibs for television
transmission.

"Television's hardest problem, how-
ever, is not technical but financial. It is

evident that the sale of receiving sets and
transmitters alone will not make televi-
sion broadcasting a paying business.
Someone must be found to foot the bill."
As one method of solving this problem,
Mr. Conly descibes several non-advertis-
ing systems advocated by some television
and motion interests. Among them are
(1) theatre television; (2) some kind of
metering device to be attached to televi-
sion recevers; (3) wired television paid
for as wired radio hookups like Muzak
are by subscribers." The Scophony Cor-
poration of America, in particular, is

thinking along such lines, whereby "by
charging a small fee, the broadcaster

could easily collect enough to produce

television programs at least as good as

anything the movies have to offer."
On the other hand, writes Mr. Conly,

"It looks now as if television is going
ahead on the same formula as radio as ao
advertising medium. Eady experi-
mentation indicates that it can be an ex-
tremely powerful sales force." Both sta-

tion NTNBT of the National Broadcast-
ing Company and the DuMont station
have attracted sponsorship from thirteen
maior advertisers in eleven months of
commercial operation, and it is members
of the two largest advertising media-
radio and newspapers-who either own
or have applied with the FCC for the
largest share of station licenses. "There
is a danger especially felt by newspapers,
which have been able to hold out against
the inroads of radio advertising chiefly
because department stores felt that cus-

tomers preferred seeing drawings of mer-
chandise to merely hearing it described.
lYitb teleaision, howeoer, stores utill dit
play their daily specials-not iutt picutres
but the rnercband.ise itself-in the cus-

tomer's homes."
But such interest shown by advertisers

and manufacturers in television, does not
mean, according to the author, that its

financial problem is solved. "Before pro-
gram sponsors will invest enough money
in televisionprograms to make them really
good, they must be assured an audience
not of thousands but of millions. On the
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The Horrors o{ War Are Witnasscd by the Television Audience.

An Arlisl's Conception of Television During lhe 1890's.
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Although Bed Stricken, This Person ls Siill Able to Wafch a Performance of l'Opera Comique, via
Large Screen Television. From a French Periodical of 1885. 

'

the country is provided showing existing
A. T. & T. cable and wire rou'[es, existl
ing television co-axial cable routes, and
the proposed co-axial routes; and a time
tabel is given which estimates completion
of a complete trans-continental route by
l9ro. At the end of the pamphlet an
instructive chronology is given of tele-
vision's developmenl' from' 18t7, *hen
Baron Jons Jacob Berzelius discovered
selenium, to the present day.

TELEVISION AT ITRGB - General
Electric Company, t)44.
Full of interesting photosraphs. this

booklet describes the-history -and goings-
on at Station \flRGB, Schenectady. Prep.
arations for the show, and the prciductio'n
itself, are described and illustrated. The
way the picture travels from studio, via
camera, control desk, transmitter to the
receiver, is also described in simple, un-
technical terms, as is the principle of the
television relay system. G-E's part in the
dev-elopment-of ielevision is given along
with some of the bright prospects of thE
luture.

THE STORY OF ELECTRONIC TELE.
VISION 

- Farnsworth Television &
Radio Corporation, 1944.
This very attractive booklet, illustrated

with. many- colorful charts, pleasing
sketches, and actual photographs'of telel
vision in- action, explains"pe'rhaps most
clearly of all, exactli how 'the 

teievision
picture is' made and transmitted. The
principles of lmage dissection, scanning,
electron multiplication, the components
of the camera,^ the various tubes. the re-
ceiver-are all described with a deqree of
clarity and authenticity that will "appeal

to the average layman. A section is de-
voted to the future of the medium in
industry, commerce and education. Final-
Iy, an interesting recapitulation of tele-
vision's development is^given, in addition
to Farnsworth's contribition to the field
and a display of Farnsworth products.

PLANNING YOUR TELEVISION
STATION-Allen B. DuMont Labora-
tories, Inc., 1944.
DuMont presents a break-down of the

equipment needed to run a post-war tele-
vision station, and makes suggestions as
to how a small station can Jtart with a
minimum amount of equipment and build
gradually to the point-where full opera-
tion is possible. DuMont television equip-
ment is illustrated and described in d-e-
tail, piece by piece, along with the cost
of each item.

a

other hand before millions will spend
$zoo for a television receiver, they hust
be assured of good programs." Current
programming is extremely limited in
quality and the programs of the future,
in order to compare favorably with mo-
tion pictures, must run to prohibitive ex-
pense. This is a point on which many
television producers will differ with Mr.
Conly. However, he does concede that-
"as television grows it will evolve new
studio program material of its own, as
radio evolved the soap opera and the quiz
show." And nearly all will agree with
that !

A combined note of hope and caution
winds up these comments-"The full sig-
nificance of television, aftet commercial
exploitation has brought it into wide use
and near to technical perfection, is not
yet clearly apparent. Once it has become
a means of mass entertainment. it will
automatically become also a system for
mass education, culture, and travel-and
for mass propaganda and deception as
well. It may well turn out to be a more
useful tool and a more powerful weapon
than radio, press, and cinema combined.
Like all great technical advances, its value
will not,be inherent in itself, but will de-
pend on the wisdom with which it is
used."
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"Television," Life Magazine, Sept. 4,
L944.
"Life" introduces television to the lav-

man. Touching on the technical and pr6-
duction high s[ots, it first of all analyzes
how television works by presenting an in-
teresting array of simplified diagrams,
photographs of camera and receiver tubes,
and illustrative photographs showing such
principles as scanning, electron multipli-
cation, the Schmidt projection system.
After describing the pr^esent status of pic-
tu-re quality un"d tt e CBS campaign 'for
advancing television channels to the up-
per frequencies, two pages of production
ihots ari offered, including some good in-
teriors of SZRGB. Schenectadv.

BROCHTJRES:
TELEVISION: PROGRESS & PROMISE

-Radio 
Corporation of Amefica, L944.

This is the story of the recent develop-
ment of television and RCA's role in it,
attractively illustrated with imaginative
sketches. \7e are told what can be ex-
pected- after the war-high quality pic-
tures for home owners, the types oi t?le-
casts which will be used. the role of
theatre television, color television, indus-
trial uses of the medium, cost of receivers,
etc. Of particuuar interest is the descrip-
tion of a national television net-work by
radio relay and co-axial cable. A m"p of
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Who's Who in the Video World
This Issue: The Pioneers, Inventors, Engineers

WALTER RANSOM EAIL BAKER

T ONG associated with the General

I . Electric Company and its advance-
U ment of teleuision, Dr. Baker was

born November 30, L892 in Lockport,

New York, and studied engineering at

Union College from which he graduated

in 1916 and subsequently received sev-

eral scientific degrees. Commencing as

electrical engineer for G-E in 1916, he

worked his way up through the organi-
zation to become vice-president and head

of the Electronics Department of that

company. As a tribute to his contribu-
tions to television, the G-E Television
Station, rJfRGB, was given his initials.
He serves as Director of the National
Electrical Manufacburers' Association;
Chairman of the Radio Technical Plan-

ning Board; fellow of IRE; member of
the National Television Systems Commit-
tee and other scientific grouPs.

ALLEN B. DUMONT

Y commercializing the cathode-ray
tube, hitherto a laboratory curiosity,
Allen B. DuMont laid the founda-

tion for everyday television. As engineer,
he made commonplace this electronic in-
dicator for many scientific and industrial
purposes; as inventor, among other con-

tributions, he suggested a practical radar

system a dozen years 
^go; 

as industrialist,
he is responsible for a tremendous output
of cathode-ray tubes, oscillographs, radar

and radio equipment; as telecaster, he has

pioneered with Station ITABD-New
York, is ready to install other stations

later, and ofiers transmitting equipment,
television receivers, trained personnel and

rare experience for the post-war television
era. Allen Balcon DuMont was born in
Brooklyn, N. Y., January 29th, 1901. An
eady wireless amateur, he owned and op-

erated \F2AYR;; later went to sea as

commercial radio operator. Deciding that
a technical career required thorough basic

training, he attended Rensselaer Polpech-
nic Instifute at Troy, N. Y., receiving the

degree of Eelectrical Engineer in 1924.

After graduation, he ioined the \Testing-
house Lamp Company, where he rras

awarded in t927 the coveted lTesting-
house First Award for the most outstand-
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ing accomplishment among employees.

In 1928 he went to De Forest Radio Com-
pany, first as Chief Engineer and later as

Vice-President in charge of all engineer-
ing development work and manufactur-
ing. In addition to building, from scratch,

the large plant for production of tubes

and transmitting equipment, he was res-

ponsible for the company's television
ictivities, including the eary sight-sound

programs of DeForest television station
\72XCD at Passaic. Intrigued by the

potentialities of the cathode-ray tube, he

embarked on its commercialization in

June 1931, starting first in the basement

of his Upper Montclair, N. J., home'
The Allen B. DuMont Laboratories, Inc.,
grew rapidly. Today, in its own Passaic

plant, and with a personnel upwards of
a thousand workers, the comPanY oP-

erates four production plants, several ex-

perimental and model shops, and labo-
ratories. Dr. DuMont-the honorary de-

gree of Doctor of Engineering was con-

ferred upon him this yeat by his alma
mater, R.P.I.-is President of the Tele-

vision Broadcasters Association and a

member of many engineering and scien-

tific societies. He is author of several

articles and papers on electronics and

television.

ALFRED N. GOLDSMITH
NE of the best-informed authori'
ties on all aspects of television-
technical, programming and eco-

nomic-Dr. Goldsmith is currently serv-

ing as consulting engineer and as a mem-

ber of Panel 6, Radio Technical Planning
Board which is concerned with television
problems. Born in New York City on
September 15, 1887, he was graduated
from the College of the City of New
York in l9o7 and received the degree of
Doctor of Philosophy from Columbia
University in 1911 plus an honorary Doc-

torate of Science from Law'rence College
in 1931 . His many professional affilia-
tions have included positions as professor
of electrical engineering at City College;
consulting engineer for G.E.; Chairman
of the Board of Consulting Engineers at

NBC; Director of Research, chief broad-
cast engineer, vice president and general

engineer of RCA. During this war he has

been chairman of the Sub-Committee on

Insulating Material Specifications for the

Military Services of the VPB, operating

under the ASA Secretariat. Because of
his vast knowledge of radio and tele-

vision, Dr. Goldsmith is constantly asked

to speak before scientific, programming
and executive grouPs of all kinds. He

was awarded the Medal of Honor by the

IRE in l94l and the Townsend Harris

Medal in 1942. He is a fellow of IRE

(also past president and director), edi'

tor of its "Proceedings," Past president

of the Society of Motion Picture En'

gineers, and a member of many other

scientific groups. His many writings in

the television field include "Radio Tel'
ephony," "This Thing Called Broadcast-

ing" (with A. C. Lescarboura) and "Tel'

evision Economics."

O. B. HANSON
RCHITECT and executive as well

as a leading engineer, O. B. Han'

son has risen from amateur wire'

less in the eady days of radio to achieve

the post of vice-president of NBC, re'

sponsible for half a dozen significant in'

ventions and much of the radio equip'

ment in Radio City. Born in Hudders'

field, England, he attended primary school

in this country, then was sent back to
England for eight years of study at the

Royal Masonic Institute, Hertfordshire.
At that time he planned to become an

architect. but because of his father's un'

timely death and resultant family financial

reverses, he returned to America and went

to work in the Underwood fypewritet

factory in Hartford, Conn. At the same

time he studied engineering at Hillyet
Institute's night school and pursued his

interest in amateur wireless. In 1917 he

took a f ob with Marconi; in 1921, im'

bued with the possibilities of broadcast'

ing, he became associated with Station

\7AAM, Newark, and produced Programs
which brought him to the attention of

N7EAF who ofiered him a job as Plant
manager. Later he was named Chief

Engineer of NBC, and in 1938, vice'

president. A man of great versatility, his

activities have included much of the de'
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signing of Radio City, New York, and
of NBC's Hollywood studios. Hanson is
a fellow of IRE and the Acoustical In-
stitute of Electrical Engineers, Society of
Motion Picture Engineers, Television
Broadcasters Association and FM Broad-
casters, Inc. Since the war he has con-
tributed his time and knowledge to the
Radio Technical Planning Board and the
Office for Emergency Management.

VLADIM]R K. ZWORYKIN
ORN in Russia on July 30, 1889,
he studied in the Petrograd In-
stitute of Technology and the Col-

lege of France, in Paris, before coming
to this country in 1919. Penniless, but
full of enthusiasm and ideas about tele-
vision, he finally succeeded in landing a
job in the Research Laboratories of ITest-
inghouse Electric and Manufacturing
Company in Pittsburgh. IThile there he
continued his technical studies at the Uni-
versity of Pittsburgh and received the
degree of Doctor of Philosophy. In t929
Dr. Zworykin joined the RCA Manu-
facturing Company in Camden, New
Jersey and in L942 was promoted to his
present post as Associate Research Di-
rector. Outstanding among his many
contributions to television are the icono-
scope and kinescope, the basic elements
of the television camera and receiver. In
1934 he was awarded the prized Morris
Liebmann Memorial for his notable
work in television. He is a fellow of
IRE, the American Institute of Electrical
Engineering, American Physical Society,
American Association for the Advance-
ment of Science and other orqanizations.

Schedule for Installation of
Network Co-Axial Cable

1 945-New York-Vashington
1946-New York-Boston; .\Tashington-

Chadotte; Chicago-Terre Haute-
St. Louis; Los Angeles-Phoenix

1947 
-Chicaso 

- Toledo - Cleveland - Buf-
falo; part of the Southern Trans-
continental Route including Char-
lotte; Columbia-Atlanta-Birming-
ham-Jackson-Dallas-El Paso-Phoe-
nix

1.948-'5}-Completion of the Southern
Transcontinental Route: Sfash-
ington - Pittsburgh - Cleveland; St.
Louis - Memphis - New Orleans;
Kansas City - Omaha; Atlanta-
Jacksonville-Miami; Los Angeles-
San Francisco.
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AN APPROACH TOWARD BETTER PROGRAMMINE.....

LTHOUGH broadcast television is still in the "hands-

and-knees" stage of development, the present interim
period should witness the development of intelligent

programming and production policies by each of the licensed

broadcasters and by every prosPective user of television, in-
cluding advertising agencies and department stores.

The perfection of programming should keep pace with the

perfection of television in the laboratories. Unfortunately,

this has not been the case in the United States.

For want of sponsors with sufficient production budgets

and farsight, television programming has been allowed to de-

velop the best it could . . . which has been none too good.

Even before the war's end, when television broadcasting

sheds its mantle of immaturity, it should be incumbent uPon

all associated with television Program production, or who are

planning to work in television in the postwar period, to begin

to learn the fundamentals of good programming.

Judging from current television offerings, Program produc-

ers in general still have little conception of what constitutes

truly good television entertainment. There appears to be:

1) An apparent lack of understanding of the television

audience (which difiers widely in listening and viewing

habits from radio, stage and motion pictures).

2) Poor evaluation of the entertainment possibilities of a

given script or idea.

3) Failure to make fullest and ProPer use of visual efiects,

sound effects, background music, trick openings, props,

costumes, etc.

4) Lack of program pace.

5 ) Failure to coach players in television camera technique.

6) Failure to use professional talent-actors, writers, direc-

tors, set designers, etc.

7) Failure to use videogenic personalities, personalities who

register well on television.

8) Failure to rehearse a show properly.

In a number of instances some of the worst shows were pro-

duced by men allegedly conversant with the medium, but

whose production kits were uttedy devoid of good television

techniques.

\(hat's the answer?

Television must-and will-bring to its fold persons with
brave, new minds-eager and imaginative minds-minds free

from the prejudices of any other medium.

If they come to television from radio, they must be prepared

to change their audeo-radio ways and learn to use the camera.

It is not simply coincidence that some of television's least suc-

cessful producers have been radio directors attempting to adapt

television to radio techniques.
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The reason for their failure is not hard to find. Radio is a
medium which builds pictures with sound. Nfhen you simply

add sight to sound, the net result is a talky, rambling, static

production, hardly worth the attention of the tele-viewer.

On the other hand, the stage director, newly come to tele-

vision, is certain to forget the narrow limitations of the tele-

vision stage and have his action spread over a too wide area,

with actors moving out of the camera's viewing range or field
of focus.

The stage director, who probably comes best equipped for
this new medium, must remem.ber to concentrate his action in
a small area.

As for the motion picture director, he should approach tele-

vision without cynicism. Too often motion-picture people view

a television show critically, but add nothing to the techniques

of television production. They forget that for every foot of
film that goes into a finished picture, fifty feet had gone into

the cutter's basket.

The fitst requisite to efiective Program planning and produc-

tion is knowing your audience: its likes and dislikes, its listen-

ing moods, knowing when and how they listen, the distractions

that occur during a telecast, etc. Only a few of the present

television stations have an idea who or what their audiences

are like. As soon as economically practical, studies of typical

audience reactions should be made. Crossley and Hooper sur-

veys would be very helpful. If necessary, the industry-pos-
sibly through the Television Broadcasters Association-should
finance continuing studies of television audiences.

Secondly, more schools and universities should be encour-

aged to ofier television training courses. The courses offered

by Yale, New York University and The New School are

steps in the right direction.

Thirdly, more and more agencies should begin experiment'

ing with television. Those who don't will find the postwar

road to television expensive and full of pitfalls.

Fourthly, more and more directors, writers and producers

should be encouraged to enter television now, to learn the

medium while time and faciliities are still available. .

To further programming and to develop it to a high level,

an exchange of program ideas should exist between stations. By

cooperative efiort, television programming can become a high

art, a boon to the budding Postwar television industry-rather
than a hindrance !

Let program standards be raised everywhere; let there be a

uniform system of program evaluation; let creative talent come

into television; let the agencies and department stores and

other future users of television experiment with the medium

and learn how to use it now-rather than later.

Let the stations set up a standard for directors and clients.

Let television programming come rnto its oun!
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