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LOU DORFSMAN

How did CBS earn such accolades as “the
Tiffany of the networks” and “the corperation
with class?”

Qver and above its history of savwy showman-
ship and its esteemed news division, CBS has
consistently wrapped itself in an aura of ele-
gance. Sophistication permeates the com-
pany's physical environment, its advertising,
its design projects, and every form of commu-
nication that bears its name. And the man who
has coordinated, projected and polished that
image for the past 40 years is Lou Dorfsman,
Vice President and Creative Director of Adver-
tising and Design. In the words of William
Paley, founder of CBS:

“CBS has a corporate
commitment to excellence in design,
and Lou Dorfsman is the one whose genius has
translated that commitment into reality.
Deservedly, he has become a legend in the
annals of commercial design”

Lou 'Dorfsman has been studied, exhibited,
published, and honored with just about every
?walrd invented by the international graphic
arts community. His work for CBS and other
corporate clients has raised the business
world's conscicusness on the whole subject of
corporate design.

This retrospective of Dorfsman’s career at CBS
documents 40 years of memorable historic
events and entartainment, from epic news
features like the moon landing te inspired
promations for the NFL. Above all, the book
demystifies the broadcasting and advertising
business with some straight talk from this
master designer.

DORFSMAN AND CBS is packed with hun-
dreds of ads, promotional packages, books,
brochures, onTair promotions, exhibits and de-
sign projects that demonstrate Dorfsman’s all-
encompassing talents as an advertising man
and a creative director.

This is a book! for everyone interested in visual
communication. It is for professionals and stu-
dents, executives of large corporations and
managers of small businesses, art directors,

and everysoneflse curious about CBS and the
worlds of advertising, television and design.

Jacket design by Lou Dorfsman and David Suh
American Showcase, Inc., New York
Printed in/Japan © 1987 American Showcase



to Ann, Elissa, Mitchell and Neil
who didn’t have half as much fun as I did.

— Lou
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Why this book!?

n the firmament of advertising designers, there have been a great

many stars. But Lou Dorfsman, by any measure, is a giant. His work

for CBS Inc., in particular, endowed the company with an image so

scintillating and elite, it helped raise the world’s consciousness on the

whole subject of “corporate communications.” His peers applaud

him. Students study him. Dorfsman has been exhibited, published
and honored internationally with just about every award invented by the
graphic arts community. But with all the exposure, no one has ever crawled
inside his head and examined this intricate mind at work, and that is
precisely the purpose of this book.

Rather than just another accolade for Dorfsman, this book was con-
ceived with others in mind — corporate executives and managers of small
businesses, advertising managers and account executives, art directors and
copywriters, professionals and students — everyone who is involved in, or
who has some curiosity about, the world of advertising and design.

The ads, promotional pieces and design projects included here are by no
means a complete archive of Dorfsman’s work. Nor are they exclusively prize
winners. The work was selected primarily to demonstrate how Dorfsman
confronted advertising and marketing problems, how his ideas were hatched
and nurtured, the logistics behind his design and media decisions, and
the amazing absorption with details that is at the heart of his reputation
for integrity.

Although some of the material goes back decades, many of the problems
and their solutions remain timeless. The case histories of his innumerable
projects reveal Dorfsman’s mix of perceptive business sense, intelligence, wit,
inventiveness, tenacity, and superb taste. But for anyone who thinks Dorfs-
man rocketed to stardom on a swift and smooth trajectory, this story will also
recount some of the obstacles, frustrations, hassles, politics, and maneuvers
that are the day-in, day-out business of the business.

The details of the evolution of each project were drawn from countless
hours of conversation and taped interviews with Dorfsman himself. Insights
into his working habits and personality were elicited from artists and writers
who have worked with him, his wife who lives with him, and from the au-
thors’ longtime personal knowledge and observations. But to give Dorfsman
his proper place in the world of corporate graphics, the comments of certain
people bear special weight.

William S. Paley, founder of CBS, Chairman and Chief Executive Officer
for 50 years, and lifetime trustee of the corporation, said this of Dorfsman:

“CBS has a corporate commitment to excellence in design and Lou Dorfs-
man is the one whose genius has translated that commitment into reality.
Deservedly, he has become a legend in the annals of commercial design. He
combines a lively creative flair with an innate, sure sense of style and superb
taste....The special ‘CBS style’ that he has created reflects, to a large extent,
what I like to think of as the company’s personality....I am very proud of
the way he has defined CBS visually. I doubt that anyone else could have
done it as well.”



Dr. Frank Stanton, President Emeritus of CBS Inc., was President and
Chief Operating Officer of CBS from 1946 to 1973. During those years he and
Dorfsman established a philosophy and a visual image for the company that
reached for impeccability. They also developed a mutual admiration that
continues to this day. In 1978, when Lou was awarded the prestigious Ameri-
can Institute of Graphic Arts medal, Stanton made the presentation and
summed up Lou’s contribution to CBS with:

“Everything Lou Dorfsman touched was made better for his efforts. ..
whether it was a television studio set, a matchbook cover, a book, a book-
let, a cafeteria wall, a paper cup, an annual report or an annual meeting,
Lou has done it with taste and style and integrity.”

Tom Wyman, who succeeded Paley as Chairman of the Board and Chief
Executive Officer in 1980, came to CBS after serving in the top echelons of a
number of major corporations. He spoke with firsthand experience when he
made this observation:

“The tone of most enterprises is set by a surprisingly small number of peo-
ple. For CBS, Lou Dorfsman has been one of those — his elegant footprints

surround us, and that has been our extraordinary good fortune. His career
stands as eloquent confirmation that there is an important home for taste,
style and the elements of fine design at the heart of worthy and successful
commercial institutions.”

From outside the CBS family, David Levy, Executive Dean and Chief Ad-
ministrative Officer of the Parsons School of Design, sums up his assessment
of Lou succinctly:

“Lou is the ultimate in graphic design; his work is a reflection of his pro-
found intellect, intuition and elegance.”

But perhaps the most awesome compliment to Dorfsman comes from
Dick Hess, noted designer, illustrator and instigator of this book, who said:

“I did not go to art school; much of what I learned about this craft, I learned
by studying Dorfsman. In developing the material for this book I was
amazed to discover how greatly I am indebted to his example.”

On the strength of his own illuminating encounter with Dorfsman’s
work, Dick Hess conceived of this book as an edifying experience for others
as well. It isn’t intended as a textbook, a how-to book or a holy bible of
graphic design. But it is a documentation of the belief that advertising and
commercial communication can be inteiligent, market-wise, entertaining,
informative, and at the same time scale the heights of sophistication in design.

— The Authors






Lou who! A profile

rofessionally, Lou Dorfsman has been a lot of people in his
40-year career: art director, designer, ad man, teacher, lec-
turer, consultant, advisor. He is also a trustee and board
member of a number of schools and professional organiza-
tions, and ambassador-at-large to the international graphic
arts community. But behind all those titles is the man
himself, who directs and flavors every role he plays.

Any attempt to commit Lou Dorfsman to paper is like
filming fireworks; you can record the event, but it’s no substitute for the
crackling live performance. An encounter with Lou is a very physical experi-
ence. He is tall, virile-looking and trim (a description that should please him
as he worries about his waistline and keeps in shape with regular Sunday
morning swims). He’s an affectionate, demonstrative man. He greets visitors
— men and women alike — with a warm bear hug and an infectious grin
from beneath his generous mustache. With a hasty swipe at the pile of papers
on his office couch, he clears a space and invites you to settle in; his eager-
ness to talk is palpable. Pick a topic — world affairs, science, sports, the arts,
the advertising business — Lou is informed, perceptive and exceedingly ar-
ticulate about it. He can sound erudite and Ivy-League-eloquent when it
suits him. But Lou is at his best when he’s not polishing his act. Take him
off the dais, away from the microphone and lectern, and you hear the true
Lou. His speech reverberates with graphic metaphors, nuggets of wit, pun-
gent insights and outrageous language. You laugh a lot when you listen to
Lou. His humor runs the gamut from gentle ridicule of his own foibles to
searing sarcasm reserved for less fortunate victims. The truth is, this big,
good-humored Teddy Bear can turn grizzly with his wit. He has been known
to chew people out, make “chopped liver” {his own words) of their efforts,
and leave a trail of shredded egos in his wake.

As it happens, the small sign outside his office door is a profound clue to
the man inside. It doesn’t bear his imposing title, “Vice President, Creative
Director for Advertising and Design, CBS Inc.” It reads simply, “LOU
WHO?” It’s a playful little sign that tells you Dorfsman is secure enough
about his position to joke about it, and to forgo the pomp and trappings that
normally accompany such prestigious titles. In fact, this arbiter of good taste
for all the rest of CBS Inc. sits in an office that looks like the day after Arma-
geddon. Papers overflow his desk and chairs, tear sheets flap from the bulle-
tin board and memos cling to his lampshade. A stack of books, proofs and
display samples in his closet is an avalanche-about-to-happen. It’s obvious
that momentous decisions have been made in this office. But the humble
“LOU WHO?” sign betrays another aspect of Dorfsman. In spite of his obvi-
ous success and international fame, he has never quite obliterated the image
of himself as “just a nobody kid from the Bronx.”

Like the sign on his door, Dorfsman is a study in contradictions. He has
a strong social conscience and is concerned about personal ethics clashing
with business imperatives. Though he is troubled by the huckstering aspects
of the advertising business, he unquestioningly loves the eternal problem-
solving it requires. While he has often lamented that there were few heavy
thinkers to help him in his projects, to hear him talk it becomes clear he
truly relishes embracing a job and doing it all himself. And though he snipes
privately at certain “empty suits” in the organization, in public Dorfsman
is a trustworthy, loyal, reverent boy scout where CBS’s image is concerned.

Considering his prodigious accomplishments, it surprises most people
to discover that Lou is an irremediable worrier. “In fact,” his wife Ann as-
sures us, “Lou isn’t really happy unless he’s worrying.” In spite of the adula-
tion and authority he enjoys, he agonizes about his work. At one moment he
presents a picture of indomitable self-confidence. In the next, he turns hum-
ble, questioning and self-deprecating. He has tortured himself, writers, de-
signers and illustrators with revisions and alterations. He presses people to
their limits of ability, patience and endurance. And after all the wrangling
and perfecting, he’ll wonder out loud if the results are really good, carefully
pre-empting outside criticism by casting the first doubts himself.

Dick Jackson, a freelance writer who collaborated with Lou on a number
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of extra-curricular projects, reported a typical encounter. Meeting up with
Lou on the street one day, Jackson congratulated him on his newest cam-
paign for Dansk. Jackson described how Lou shifted around, uncomfortable
with the compliment, and offered an apologetic, " Yeah, the ads look nice,
but I'm not sure they sell any merchandise.” Such self-derogation flabber-
gasted Jackson, because on the strength of those ads, he had just purchased a
thousand dollar’s worth of Dansk tableware for his home. Dorfsman, the
sophisticated ad man, was genuinely amazed to hear such news.

his same unexpected diffidence and humility pervades
Lou’s personal life as well, and explains how he came to
own an expensive little MG auto. It seems that while vis-
iting London sometime back in the late '60s, Lou was
caught in one of those traditional afternoon showers. To
get out of the rain, he ducked into the nearest shelter,
which turned out to be an MG showroom. Now Lou, by
his own admission, is a pushover for a British accent. A
guy talks British to me, and I immediately figure him for a 200 1.Q.,” he vol-
unteers. Well the salesman talked ”British,” the rain continued relentlessly,
and by the time it stopped, Lou had hung around the showroom so long, he
was embarrassed to leave without buying a car.

Even for a cavalier spender, which Lou is decidedly not, an MG is a heavy
price to pay to cover an awkward situation. And the incident points up an-
other aspect of Dorfsman’s complex psyche. He is an appreciator of excel-
lence. He has a penchant for perfection. But he wants it at bargain prices.
Personally, he satisfies his cultivated taste in clothes with impeccable selec-
tions from Saks Fifth Avenue’s end-of-season clearance racks. For CBS, its
multi-million dollar advertising budget notwithstanding, Dorfsman strikes
hard bargains with suppliers. The perfectionist in him spares no investment
of energy or time; sometimes he’ll travel great distances just to feel the
paper for a job. Conversely, he derives exquisite pleasure out of saving the
company twenty bucks! He once went so far as to get his own press pass to
shoot photos of NFL football games for his newspaper ads. ”Why pay for
photos that you can take yourself?”” he reasoned.

Lou attributes his aversion to extravagance to growing up during the
Great Depression. The kid who knew the value of hand-me-down clothes
grew to be a man who delights in his ingenuity for getting extra mileage out
of design projects. He has incredible vision for designing elements that can
be cloned for multiple uses.

Obviously, you can extricate the kid from the Depression, but you can't
always get the Depression out of the kid. The hard-times mentality never
quite released its grip on Ann and Lou Dorfsman who grew up, went to
school and were married in those harrowing years. When they were finally
able to make the move to the affluent Great Neck community on Long Is-
land, they confounded the neighbors who came by to welcome them.
Dressed in their old work clothes, Ann, cleaning windows, and Lou, clearing
leaves out of rain gutters, were mistaken for the hired help. The Dorfsman
children were the spoilers of the neighborhood. Not only did they rake
leaves, mow the lawn and carry their weight of other household chores, they
also managed to walk away with top scholastic honors in their school.

But if the Dorfsmans’ work ethic surprised the neighbors, the Dorfsmans
also intrigued them with the taste and craftsmanship displayed in their
home. Ann, early on, dismissed the paper hanger who was messing up her
flocked wallpaper and proceeded to hang it herself. Since then, no painter,
paper hanger or workman of any skill has done a job in their house if Ann
can do it herself, including laying BX cable to electrify the garage. Not only
does it save money (which pleases Lou) and waiting time (which pleases
Ann), but she has found enormous pleasure in mastering the required skills.
Lou keeps his nose very clear of these household design and decorating
projects. ”Especially handling electricity,” he exclaims, ”“for Godsake, you
can get killed!” ””So he leaves it to me!” interjects Ann, with more triumph




The Dorfsman family
at Lou’s induction into
the New York Art
Directors Hall ot Fame,
1978. L. to R., daughter
Elissa, Lou, son Neil,
wife Ann. Son Mitchell
(right) resides in
California.

than disdain.

While Lou absents himself from decorating projects, the Dorfsmans have
a mutual interest in antiques, and together they have amassed an impressive
collection. It is Lou’s particular pleasure to go to work on a neglected piece
of furniture and restore its beautiful old patina. Not long ago they bought an
antique chest of drawers for some $750. Under 90 years of gunk and old var-
nish were inlays of six exotic woods and keyhole escutcheons made of
mother-of-pearl. Lou attacked the chest. He scraped, sanded, varnished and
burnished with meticulous care, laboring over the piece every weekend for
ten months. When it was done, he surveyed the finished chest and, with
typical self-mockery, quipped, ”So now it’s worth $780!”

Considering his zest for stripping old furniture, it’s no surprise to see
that Lou attacks advertising and design problems in much the same way. He
has a special gift for zipping through "’garbage” — extraneous issues and
information — and cutting through to the beautiful bare essence of things. It
makes life incredibly challenging for his staff. One writer summed up the
experience in two words: “exasperating” and "exhilarating.” Lou wrangles
with headlines, dissects words, digs deeper and deeper, searching for just the
right solution. And just when you think you've nailed it, he starts all over
again with yet another angle to consider. Unless you can crawl inside his
head, you're never really at the same level of a problem that he is. Worst of
all, at the eleventh hour he is likely to come up with precisely the right
headline and copy approach himself — a somewhat demoralizing thing for a
designer to do to a writer.

Still, there are those exalted moments when writers see their ideas come
to life more brilliantly than they envisioned, because of the logic, clarity and
elegance he brings to the visual presentation. It is also a great comfort to
writers that Dorfsman is not one of those designers who regards copy as a
necessary evil. He has far 100 much respect for ideas, words and meaning,
ever to make text illegible or subvert meaning for the sake of esthetics.

Like the writers, designers on his staff report the same extremes of expe-
rience. He presses them, eggs them on to do better. He directs them with a
scribble on the back of an old envelope...with harrumphing and facial
grimaces...with arms waving like semaphores. Some rise to his challenge
and flourish; some don’t. As one devoted longtime associate put it, I was in
awe of the guy’s brilliance when I first came to CBS, and I still am. But not
everybody can take it here. If your ego is totally invested in your work, you
may have to move out or be crushed.” All things considered, working with
Lou can be a tearful, terrifying experience for some but a terrific education
for others.

orfsman, like most movers and shakers, has bucked au-
thority, ruffled feathers, and stepped on egos in his time.
But it was always in the interest of getting his best work
done that he made himself heard on programming, re-
search, sales and marketing plans, as well as advertising
and design. He never settled for ready-made solutions.
He insisted on asking the questions and finding his own
answers. ”Of course,” he explains, ”you hope and pray
that everyone else involved will have the grace, insight and taste to let you
do a good job. But in every large company there are dozens of underlings
who can be difficult (without the credentials to warrant it!); still you have to
be nice and show them respect.”

Such outspoken pronouncements and Lou’s undisguised impatience
with mediocrity may have offended people along the way. But Dorfsman
redeems himself with his superb talent, his intelligence, his soul-searching,
and his total lack of pretense. He is an ad man who shuns words like
“creative” ... ”concept”... “images,” and speaks plainly about ideas, words
and pictures. He has taken brave new approaches to the field of advertising
design. But probably his most enduring contribution has been his integrity
and impeccable taste which has inspired a higher level of work and helped
give "advertising” a respectable name.
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Lubalin/Dorfsman
Dorfsman/Lubalin

o book about Lou Dorfsman can be complete without
some mention of his lifetime relationship with Herb
Lubalin, noted graphic designer and typographer. Four
times, Lou reached the point of resigning from CBS to
join Lubalin in a studio of their own. Once they even
progressed to the point of arguing about whose name
should take precedence on their logo. Herb suggested the
= studio be called Dorfsman & Lubalin, because Dorfsman
was already famous. Lou declined the honor and opted for Lubalin &
Dorfsman, because the partnership was Herb’s idea. Needless to say, the
argument was academic. Lou could never quite break his ties with CBS, and
the partnership never happened. But Lubalin and Dorfsman remained an
inseparable team in all their other activities.

The Dorfsman/Lubalin entente started back in 1935 when they enrolled
in Cooper Union, and it continued after graduation. They both married their
Cooper Union sweethearts, shared a wedding day, a honeymoon, and their
first apartment. They teamed up on vacations, anniversaries and professional
trips. Lou and Herb were frequently joint lecturers, joint judges, joint
teachers, and an irrepressible comedy team.

But close as they were in their personal relationship, they were poles
apart in personalities, physical traits and orientation to their work. Herb was
slight of stature, reticent, generally uncommunicative about his philosophy
of work, except when engaged as a panelist or lecturer. With regard to per-
sonal matters — feelings, fears and fantasies — he was deafeningly silent.
Lou, by contrast, is tall, vigorous, expansive about his work and ideas, and
disarmingly introspective about himself. In the 40-odd years of their rela-
tionship, Lou had two unresolved goals: one was to engage Herb in a conver-
sation about “people and feelings;” the other was to get Herb to initiate a
conversation on any subject. He failed at both. Once on a trip to California,
where they were traveling to judge a graphics exhibition, Lou vowed that he
would not utter a word unless Lubalin spoke first. To Lou’s everlasting dis-
tress and amazement, they spent the entire transcontinental flight in silence.

If Lubalin was taciturn with words, he was paradoxically verbose with a
pencil. He moved swiftly and silently over his tracing pad, spewing out mul-
tiple versions of a design, without so much as a flicker of doubt or hesita-
tion. By contrast, Lou mulls and chews, reflects and reviews, discusses and
dissects ideas over and over again before he commits a single squiggle to
paper. Lou envied Herb’s capacity to turn out volumes of impeccable work
with ease and concluded that Herb was incapable of making a bad design.
Lubalin never tortured himself with concerns about readership, audience
motivation or questions such as, “What makes effective advertising?” He
believed that if you did something exciting, people would pay attention.

Lou operates on the principle that the idea is paramount. He puts the
designer in him on hold until he knows what buttons to push to engage his
audience. As a feature story about him in Communication Arts put it:
“Dorfsman has no style.” Far from being a pejorative statement, it defines
his strength as an ad man. There are no design clichés or Dorfsmanisms that
stereotype his work. For him a project starts with studying the client’s prob-
lems, understanding his business, figuring out what has to be said and how
best to say it. Most often the words are in his head before the picture — a
strange sequence of events for an art director! All the design decisions about
layout, typography, illustration, etc., follow from the idea.

They might have made an extraordinary team — Lubalin, the prodigious
designer, and Dorfsman, the formidable thinker. Their unconsummated
partnership had become a joke they shared with the advertising and graphic
arts community, but the possibilities of such an alliance ended when Lubalin
died in 1981. Still the legend lingered on. It is typical of Lou’s wit and uncon-
strained sentimentality that in his memorial service tribute to Herb he con-
cluded with these words: “I feel sure that we will meet sometime in the
future and at last pull off our business partnership. And when we do... we're
going to redesign the hell out of heaven.”

{Overleaf)
Throughout their
careers, Lubalin and
Dorfsman teamed up
as judges of graphics
shows and guest lec-
turers at professional
seminars. They also
established themselves
as an irrepressible
comedy team.

A Kansas City illustra-
tor recorded his vision
of the Dorfsman/Luba-
lin team arriving for a
visit to the Kansas City
Art Institute.

Lubalin and Dorfsman
at the ceremony in-
ducting Lou into the
New York Art Direc-
tors Hall of Fame, 1978.






CBS, a hothouse for growth

henever the gurus of the advertising and design
world assemble to hold seminars, judge shows,
hand out medals or honor a member, one ques-
tion invariably surfaces: “What'’s kept Lou
Dorfsman at CBS all this time? (Over 40 years,
in fact.) It’s a question Dorfsman often raises
himself. Most high-powered creative people
have moved about from agency to agency, stu-
dio to studio — won their awards, established their reputations and finally
set up shop for themselves. The fact that Dorfsman didn’t follow this game
plan had everything to do with the salubrious climate he found at CBS when
he arrived in 1946 and that pervaded the company for decades afterwards.

Far from being the mythical “anonymous” corporation, CBS bore the
imprint of a number of highly visible personalities. For starters, there was
William S. Paley. As a young man Paley had a sharp head for business, a taste
for adventure and energy to spare. In 1927 he brought all those assets to bear
on a small ailing radio network called United Independent Broadcasting. For
an investment of half-a-million dollars, he acquired controlling shares of the
broadcasting company, its 16 affiliated stations and a record division. It was
a runt of an organization compared with the giant RCA/NBC operation
which had, in addition to a successful radio manufacturing division, some
50 affiliated stations in its grip. Paley found the competitive challenge invig-
orating. In the short span of three-and-a-half months, he tripled the number
of his affiliated stations by offering attractive new contracts. The expanded
broadcast coverage beefed up the capital worth of the company which he
re-christened “The Columbia Broadcasting System.”

But pure aggrandizement was never Paley’s sole pleasure. He had an
equally hearty appetite for the good life. He loved to travel. He sought out
gourmet food, fine art and sparkling companions from cafe society and the
cultural world. His taste for “the best of everything” didnt stop at the door
of his home, but extended into his business in all its manifestations.

In lining up programs for CBS, he was an aggressive and masterful show-
man. He pursued the most desirable and prestigious talent for his network. ~
Some he discovered. Some he lured from Hollywood and NBC. In the '30s Dr. Frank Stanton William S. Paley
and "40s, CBS sponsored such notable stars as Will Rogers, Jack Benny, Kate
Smith, Bing Crosby, Frank Sinatra, Benny Goodman, Paul Whiteman, Guy
Lombardo, Glenn Miller, Duke Ellington, and the Dorsey Brothers.

But beyond satisfying the popular tastes in entertainment, Paley wanted
to identify his network with a higher level of art. In 1930, CBS Radio made
broadcast history by transmitting the first concert by what is now called the
New York Philharmonic. In the drama department, CBS sponsored Orson
Welles’ “Mercury Theatre of the Air,” and initiated the “Columbia Work-
shop.” This experimental radio drama program was never offered for spon-
sorship to keep it free of commercial intervention. It became a showcase for
such literary lights as W.H. Auden, Dorothy Parker, William Saroyan, Irwin
Shaw, Stephen Vincent Benét, and others of such caliber. Another prized
CBS property was the gifted dramatist, Norman Corwin, who won an appre-
ciative following with his innovative radio plays.

During World War II, CBS Radio had the undisputed outstanding news
staff, broadcasting directly from the fronts in Europe and Asia. Listeners
who could not tell you the names of their own Congressman were intimately
acquainted with the names and voices of Edward R. Murrow, William Shirer,

Eric Sevareid, Charles Collingwood, Robert Trout, Cecil Brown, Larry Le-
Sueur, and others. They were more than household names; these CBS news-
men became world-famous authorities.

Later, when television took its place in the corporate scheme, CBS
sought the same balanced program mix. Through the years they offered the
popular entertainment shows — “I Love Lucy,” “The Ed Sullivan Show,”

“Gunsmoke,” “The Carol Burnett Show,” “The Mary Tyler Moore Show,”
“All in the Family,” “The Waltons,” “Lou Grant,” and “M*A*S*H.” But
this light fare was fortified with serious documentaries, news specials and
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Paul Kesten

Bill Golden

image-building dramatic presentations, such as: “See It Now,” “60 Min-
utes,” “Face the Nation,” a steady stream of “CBS Reports,” “The Body
Human,” “Requiem for a Heavyweight,” “The Autobiography of Miss Jane
Pittman,” “A Tale of Two Cities,” I, Leonardo,” ... not to mention sports
specials and educational and dramatic shows for children. '

Dynamo though he was, Paley was never a one-man operation. While he
busied himself buying talent and selling air time, he delegated responsibility
to others to run his company. His flair for acquiring the best of everything
extended to key people for his organization. One such find was Paul Kesten.
Paley hired him in 1930 to head the Research and Promotion Department.
At the time, Kesten was only 31, but already had ten years of advertising
experience under his belt. Kesten was a close match for Paley in his enthusi-
asm and energy where CBS was concerned. Paley admired his elegance and
taste “along with the touch of majesty with which he presented the image of
CBS.” Paley’s confidence in Kesten was well placed. Aside from the man’s
own accomplishments in promoting CBS, he was responsible for bringing
other people into the organization who continued to enhance it.

As a sales promotion strategist, Kesten relied heavily on research. In
1935, he came upon some cognitive studies done by a young man pursuing a
doctoral degree in Psychology. The work intrigued Kesten who perceived
that the research findings might be useful in promoting radio. He sent for
the young psychologist and was so favorably impressed, he fervently encour-
aged him to accept a job at CBS as head of Research. The young man was Dr.
Frank Stanton, who in no time at all became Kesten’s protégé. Stanton’s
intelligence, diligence and grace in dealing with people were quickly dis-
cerned. As Kesten’s administrative activities at the network expanded,
Stanton took over his position as head of Promotion.

In the mid-1940s, when it was obvious that television was no longer an
experiment, but a major industry, Paley felt it was time to reorganize the
company for more effective use of its personnel. He wanted to concentrate
on television programming and scouting for talent, and expected to turn the
presidency and day-to-day operations of the company over to Kesten. To
Paley’s distress, he learned that Paul Kesten was seriously ill and couldn’t
undertake such a burdensome job. But there was no doubt in Kesten’s mind
who could substitute for him. And so with Paley’s approval, on January 9,
1946, Dr. Frank Stanton was named President of CBS.

If Stanton’s reserved demeanor was the antithesis of Paley’s expansive
personality, Stanton out-Paley’d Paley in his concern for dignity and style in
CBS-related activities. During his 30-year reign as President and Chief Oper-
ating Officer of CBS, he was a patron of excellence. His own broad vision
and fastidiousness spurred creative people to do their best work. His elo-
quence and diplomacy in dealing with clients, affiliates and government
agencies made him a highly respected spokesman, not only for CBS, but for
the entire broadcasting industry.

In the pioneering days of television, there were also a number of other
exceptional people in the CBS fold — newsmen, writers and administrators
— who helped nurture an image of the company as a dynamic, imaginative
organization. To the public, CBS was visible through its programming. To
Lou Dorfsman, other fledgling art directors and old pro’s, the name that was
synonymous with CBS was Bill Golden.

Bill Golden joined the CBS Art Department, as an assistant, in 1937 and
became an art director three years later. Although his career at CBS ended
prematurely, (he died suddenly in 1959), his contributions to graphic design
were profound — the most visible of which is his CBS “eye.” Golden had
come to CBS from the art department of House & Garden magazine. There
under the tutelage of Dr. M.E Agha, the noted Condé Nast Art Director, he
was educated in the elegant and polished ways of a master, and he brought
that orientation to CBS. Golden treated each advertising and design project
as if it were fine art. He commissioned such painters as Ben Shahn and René
Bouché to illustrate CBS ads and promotional material. He paid excruci-
ating attention to typography. He was a purist when it came to materials.
Golden's talents won him innumerable awards from the Art Directors Club
of New York. Twice he was named among the ten best art directors by the
National Society of Art Directors. He was elected to the Board of Directors
of the American Institute of Graphic Arts. He was not only a star in the
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communications field, he was also honored in 1958 with an exhibition at
the White Museum of Art at Cornell University.

And so it happened that, with Paley’s showmanship, Kesten’s and
Stanton’s sagacious and imaginative management and Golden’s fastidious
graphic design, CBS became visible to the world as a very glamorous and
classy corporation.

No wonder that Sgt. Louis Dorfsman, lying on his Army cot in Dallas,
during World War II, flipping through Art Directors Annuals, was smitten
with the work he saw coming out of CBS. Then and there he made up his
mind: “CBS is the place to work!”

From its modest beginnings, CBS has expanded into a multi-faceted,
$5 billion corporation. Aside from its vast broadcasting function, its record
divison, Columbia Records, grew to be the world’s largest producer and dis-
tributor of recorded music. CBS Inc. also expanded its operation into pub-
lishing music, magazines, textbooks, educational materials, computer
software, video cassettes and disks, and theatrical films. In all their activities,
CBS designers felt the mandate to operate in the same high style ordained by
the management team of Paley and Stanton. “You couldn’t escape it,” ac-
cording to Dorfsman. “The sense of eliteness permeated the building and
everything that emanated from it. It was in our genes!”

Dorfsman’s beginnings

ctually, Lou never dreamed of becoming an artist or
designer in any sense. He grew up in the Bronx, went
to local public schools and graduated from Roosevelt
High School in 1935. His mother had high hopes he
would become a doctor someday, and Lou in fact had a
strong leaning toward science. He had his heart set on
enrolling at New York University and majoring in bac-
teriology. But in 1935 the country was in the midst of
the Great Depression. “The annual tuition at NYU was a big $300,” Lou
explains. “I don’t know for sure whether my father really didn’t have the
money or just wouldn’t spring for that much bread, so I had to consider other
options.” One possibility was to join his father in his sign-painting business,
which Lou promptly rejected. The other was to apply to The Cooper Union
for the Advancement of Science and Art. It was a highly respected, selective
institution. It also had the decided attraction of being absolutely free. Since
Lou liked to draw and the price was right, he took the entrance exam which,
to his surprise, he passed. It was the end of his mother’s dream of Louis
Dorfsman, M.D., but it was the start of something neither imagined.
Looking back at his years at Cooper Union, Lou can’t recall that he was
particularly interested in the Advertising Design courses. He was intrigued
with Architecture, Decorative Design, Painting, and Lettering. More memo-
rable still were the hours he spent away from classes altogether — up at the
Apollo in Harlem, listening to the jazz greats of the era. And most important
of all, were the friends and lifetime attachments formed at CU — to Ann
Hysa who became his wife, and to Herb Lubalin, his lifelong friend.
As far as Lou is concerned, his preparation for his career in advertising
design came from the 11 jobs he held before, during and after school and from
his experience in the Army. While still a student at Cooper Union, Lou

20

. Sergeant Dorfsman'’s
posters took first and
second prize in a
National Army Arts
Contest, 1945.

First prize poster.



worked part time at a Trans-Lux movie theatre, painting signs for $18 a
week. He also worked on-and-off for a number of small display shops which
gave him his first taste of the exhibit business. The most auspicious of these
jobs was with an outfit called Display Guild, heavily involved in producing
exhibits for the 1939 World’s Fair. The job was high in excitement, but low

in pay — a mere $8 a week — but, even then, Lou recognized an opportunity
and a challenge he couldn’t resist. He gave up the more lucrative Trans-Lux
job, transferred from Cooper Union day school to night school, and went to
work full time in the exhibit business.

It turned out that the job at Display Guild as assistant to the art director,
Bob Maguire, was truly a "higher education” of a special caliber. Maguire
was an industrial designer who in later years distinguished himself as one of
the creators of the Ford “Thunderbird.” But to Lou, he was a teacker, advi-
sor, father, and mentor on a broad range of topics. He taught Lou all about
friskets and airbrush, about architectural and structural design, and about
the engineering of exhibits. He also enlightened Lou as to the social and po-
litical implications of the “Little Orphan Annie” comic strip. To this day
Lou warms to the memory of Bob Maguire and still feels a real affinity for
the exhibit business. He savors the smell of paints and glues and recalls with
nostalgia the joy of sanding, sawing and airbrushing. His experience and
ingenuity about the construction of displays, in fact, is in evidence in a
number of unique CBS projects.

In 1940, the newlywed Dorfsmans and the newlywed Lubalins decided
to share an apartment to save on expenses. Lou was nervous about Herb’s
ability to kick in his share of the rent. He prevailed upon his boss at Display
Guild to give Lubalin a job, which he did, for the munificent salary of $5 a
week. In a very short time, Lou was informed by his employer, " Tell your
friend he has no talent for this work and he should find himself something
else to do.” Lubalin was fired and went on to seek his fortune in two-dimen-
sional design.

Lou continued in the display business, feeling very macho with the air-
brush, until 1943, when he was inducted into the Army. He was stationed
with an engineering unit in Louisiana which was scheduled to go overseas.
A final physical, however, revealed he had a punctured eardrum which dis-
qualified him from active duty. As luck would have it, the Eighth Service
Command in Dallas had just circulated a request for an exhibit designer.
That Lou was discovered and offered the job was a remarkable coincidence,
2. Second prize poster. as the Army did not generally have a record of such felicitous matching of
personnel and positions. Lou was shipped to Dallas, where he spent the re-
mainder of his Army career designing posters, displays and traveling ex-
hibits. When the Army announced a National Army Arts Contest, Lou
submitted several of his posters and, to his delight, won first and second
prize. “But,” he reports with his typical sardonic humor, ”“my luck the war
ended and the posters were never produced.”

When Lou returned to civilian life, it was Lubalin’s turn to help him
find work. Lubalin, who had been sidetracked from military service because
of a broken jaw, was already a full-fledged art director at a small New York
advertising agency. He magnanimously found work in his art department for
many Cooper Union friends returning from service, and Lou was among
them. At that time, Lou was a complete stranger to the world of print media:
words like “photostat,” "letterpress” and ”offset” were enigmas to him. But
just when he was getting the hang of it all, Herb decided he was bored with
agency work. He wanted to strike out in a studio of his own, and he wanted
Lou to join him in partnership. They put together a portfolio of their com-
bined work, which consisted mostly of Herb’s ads and Lou’s posters and
World’s Fair exhibit designs, and went scouting for business.

Recalling the inspired CBS advertising and promotional material he had
seen in the old Art Directors Annuals, Lou took the portfolio straight to
CBS. Eventually the portfolio came to the attention of Bill Golden who was
not interested in freelancers, but was impressed enough to offer a job in the
CBS art department. Hearing this, Herb wisecracked, ”Great, we’ll take it!”
To mitigate a potential crisis, Herb who had already received a tempting
offer from a highly respected pharmaceutical agency, Sudler & Hennessey,

3. A ly airbrush . 4 K R
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his father-in-law. for the Lubalin/Dorfsman partnership was shelved for a while.
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Dorfsman at CBS

o quote Frank Stanton, “It was a very bright day in the
history of CBS when Lou Dorfsman came to work in the
old building at 485 Madison Avenue.” According to Lou,
on that day in 1946, he was heady with exhilaration, but a
little weak in the knees. He was not only about to enter
the temple of the revered Bill Golden, but he was to sit at
the altar beside him.

Lou had reason for his trepidation. Because of his lim-
ited experience, he was not entirely comfortable in the area of advertising
design. He was happy and secure working on exhibits, building models, de-
signing posters and signs and “airbrushing the hell out of them.” To add to
his troubles, he was being paid the staggering salary of $125 a week. It
seemed to him an awesome amount of money, especially because he felt
inadequate for the job. Lou would have preferred a different scenario. He
confesses that he would have been more comfortable if he were underpaid.
“I would rather have been a good bargain. When you earn top dollar, some-
one’s bound to look over your shoulder and measure your output against
your draw. When you work at bargain prices, anything you do is gravy. It's a
no-lose situation.”

Nevertheless, he settled in at CBS as Golden'’s assistant, and started to
learn his polished professional tricks. Coming from the pedestrian, mass-
production little agency to CBS was such a contrast, “you could get the
bends,” quipped Lou. “At CBS, for instance, we didn’t rough-in facsimiles of
photos for a layout. We shot a photo or pulled one out of our files. We didn’t
scribble “Greek” into type blocks, we had type set and pasted it in position,
even at the layout stage.”

But with all this advanced experience in producing an ad, Lou did not
yet know the answer to a question that had been gnawing at him: “How
does an ad become an ad?.... How and where does it all start?”” He had
watched Lubalin at work. Herb was a machine; he churned out layout after
layout — each one different, each a wonderful piece of design. Lou had
watched Golden at work, maneuvering photostats and type with lightning
moves, like playing the old shell game. But while Lubalin and Golden were
superb at what they did, neither of them ever answered the basic question
Lou asked. Golden’s reassuring pat on the head and nonchalant, “You do it,
Louie, by doing it,” were very small comfort to him.

Maybe it was the repressed scientist in Dorfsman that made him dig and
dissect and want to know the root of things. He was still ill at ease in his
new position. To make matters worse, CBS employees had just been union-
ized, and Lou got the terrifying word that he was slated for a $28-a-week
raise. It was the last straw. He wanted out, and once again he and Lubalin
talked partnership. But when Lou spoke to Bill Golden about leaving CBS,
Golden convinced him to hang in. It was the vote of confidence he needed.

About this time, in the early 1950s, television had come of age and noth-
ing in the communications and entertainment world would ever be the
same. CBS, like the other networks, was overwhelmed with the ramifica-
tions of the new medium. Programming, Production, Sales, Advertising and
Promotion — every department was challenged to its limits. In order to give
each one ample time to explore the vast new potential of television, it was
decided to split radio and television into separate units — the CBS Radio
Network and CBS Television Network. In the Advertising and Promotion
Department, Bill Golden was freed to concentrate all his efforts on televi-
sion. Dorfsman, who by now had made a substantial impression on top
management, was offered the job of Art Director for the Radio Network.

Now here was a dilemma. On the one hand, Lou would have to separate
himself from the glamour and excitement of the new medium, and from
Golden, his hero and mentor. On the other hand, this was a golden opportu-
nity of another sort. In the face of the TV explosion, radio was stumbling
along — an orphan child. This was his chance to be that “bargain” art direc-
tor; anything that could be done to make radio look alive would be appre-
ciated. Besides, it was an irresistible chance to test himself against great odds.

Lou likes to recall one of the most important lessons of his life, learned
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4. One-column radio ads

from the early ’50s.
Dorfsman has a special
fondness for small
space ads and a talent
for investing them
with enormous impact.

. Photo taken for a story

in Interiors Magazine,
1955, the first of many
Dorfsman profiles

in professional
publications.
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The pictures talk
Instead of graphs and charts, Dorfsman used
engaging pictorial devices in these trade ads from the mid-1950’s to
demonstrate the pre-eminence of CBS Radio.

Inalist of numbers 6,
from 1 t0 40, 28 is
crossed out, indicating
that of the top 40 radio
shows, only one — the
28th in popularity — is
on another network.

On a 1950’ state-of- 7.
the-art radio, the dial is
set at 88, and the

tuning knob is gone,
suggesting the loyalty

of CBS’s radio audience.

. A time clock, with

punch cards bearing
the names of CBS stars
and hit shows, graphi-
cally presents the
dynamic CBS “sales
force” working for
advertisers.
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THEY'RE ALL BACK

«..and out front with the customers

You might easily picture this time clock in stares all over the country
And with the same names. For Benny, Bergen, Crozby, and company have
started a new fall season on CBS Radio....7There’s no sales force like them—
for selling more things to more people in more places.... All year long, the
star attractions of CBS Radio build bigger audiences for all the network’s
sponsors—offer the finest locations along the nrain stream of customer traffic~
assure the lowest cost....Far this reason 25 per cent more time is sponsored on

CBS Radio than on any other netwerk. And the time-slots still available

have all the “crowd” advantages. of stores next to Macy's or Gimbel's....You too

can be out front with the customers on the CBS RADIO NETWORK
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from a tyrannical old high school English teacher. The class was assigned to
write a composition about the Bronx Park Zoo. Since Lou lived just a few
blocks from the zoo, it held no magic for him anymore. “The zoo?” he re-
members whining, “that’s such a boring topic.” In reply to which the old
man jabbed his finger in Lou’s face and blasted, “There are no boring topics
— only boring people...like you!”

Lou never forgot that exchange. He has never since approached a project
with the preconception that it was unexciting. On the contrary, the more
hopelessly dull a problem threatens to be, the more intrigued and challenged
he feels to find a fascinating solution.

Lou accepted the offer and moved to the Radio Network. But contrary to
his expectations that he would be a member of a team working to keep radio
vital, the mood at the radio network was gloom and doom. To be stuck in
radio seemed a bum rap to people in the department. When Lou arrived, he
found himself the subject of brutal scrutiny. Like the standup comedian in a
nightclub, he felt all eyes on him. “So,” they seemed to say, “do something...
make us laugh... make a difference!” The pressure was on, but it was exactly
the kind of challenge Lou relished. He wasn't certain how to proceed, but he
knew one thing for sure — he wasn’t going to make a big difference with just
a pencil and a layout pad.

It turned out after all that, while working as Golden’s assistant, Lou had
learned an extremely important lesson about the origin of ads. He had ob-
served that while he and Golden were sitting in their shirtsleeves scaling
photos and cutting type apart, certain ivy-leaguers in three-piece suits were
sitting upstairs in conferences making decisions about the very projects he
and Golden were producing. It was obvious to Lou that he could do a more
intelligent and meaningful job if he were “up there” where the problems
were being discussed. This realization was the beginning of the do-it-yourself
education of Lou Dorfsman, advertising man.

Lesson 1: Mind the client’s business

he first objective Lou set for himself as Art Director for the
Radio Network was to learn the business. CBS was not
only his employer, it was his client. Lou stopped hanging
out with his art department buddies at lunch time, and
started to make lunch dates with the sales reps, the people
in Programming and Research. He asked questions, and
listened to their reports, followed Nielsen ratings, read the
trade papers, and studied the competition. It became clear
to him that the network was concerned not only with its immediate clients,
the sponsors, but with a wide range of audiences: the listening public, the
clients’ advertising agencies, prospective clients, affiliated stations, govern-
ment agencies, religious organizations, women'’s groups, racial and ethnic
minorities, political parties, civil rights organizations, conservationsists...
the list goes on. Not to be forgotten were CBS stockholders and CBS em-
ployees. It was incumbent on CBS to be responsive to all these sensitive
groups, and at the same time to constantly send out signals about the integ-
rity and pre-eminence of the company.
Lou did his homework and concluded that in the face of TV’s explosive
growth, radio might never regain its former robust health. But he believed it
could be kept profitable.

Instead of a list of
sponsors’ names, this
early trade ad for CBS
radio used empty
packing cartons to
dramatize the famous
brand-name manufac-
turers who advertised
on the network. {Story
on page 27)

. This 1955 institutional

ad for CBS Radio drew
a parallel between the
bumblebee’s success in
flying, despite its poor
aerodynamics, and the
continued success of
radio vis-a-vis televi-
sion, despite the nega-
tive predictions. The
drawing is by Robert
Osborn.
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Busy Market...

10. Many of CBS Radio’s
consistent advertisers
were big budget corpo-
rations whose names
began with ”Gencral.”
This jocular ad recled
them off.

12. An historic CBS Radio
ad on drug addiction.
The year was 1952.
The artwoik 1s Andy
Warhol’s, his first
commercial picce to
appear in print. The ad
won a Gold Medal
from the New York Ant
Directors Club.
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Lesson 2: Learn to identify opportunities

ccording to Lou, once you know what the business is
about, who your customers are and what’s good for
them, you don’t need a set of rules or a pre-ordained
philosophy to do effective advertising. Opportunities
for ads are lying around waiting to be discovered. “And
when you’re tripping over one, you've got to be smart
enough to pick it up and run with it,” he admonishes.

As a case in point, he refers to his 1953 “Busy
Market” ad (9), one of his early works. The idea came to him, one Saturday,
while he and his wife were loading groceries into their car in the parking lot
of their local supermarket. There in a corner of the lot, Lou spied a huge pile
of trash from the market — cartons, cans, boxes, bottles. It was obvious that
this was an active market. He also noted that the cartons all bore the names
of well-known, successful brands. From this parking lot refuse pile came the
flash of inspiration for a CBS Radio trade ad. CBS also had an impressive list
of brand name advertisers. But instead of a boring list of client’s names, he
envisioned an ad showing a stack of their empty packing cases. The ad would
make the point that many successful brands continue to spend advertising
dollars on the CBS Radio Network.

On another occasion, while Lou was browsing through a list of CBS
Radio advertisers, he was amused by the number of formidable clients whose
names began with “General.” There was General Electric, General Foods,
General Mills, General Motors — all impressive names. From that list came
Lou’s whimsical trade ad, “General Agreement” (10). The message: If CBS
Radio is good for all these big gun advertisers, it could be good for you, too.

In this way, Dorfsman found opportunities for ads in the most obvious
places — in letters of endorsement from sponsors and listeners that had been
tucked away in some executive’s drawer ... in statistics, misinterpreted or
ignored. Sometimes even a negligible bit of information could be turned into
a powerful argument. Lou likes to relate the genesis of the Pepsi Cola ad,
“Be Sociable” (187): “I had just returned to work after a month'’s vacation
and was all fired up for action. I made straight for the office of the V.P. in
charge of Radio and asked him, ‘What’s new? Anything come up while I was
gone?!’ He told me business was lousy ... nothing of interest had come
through. It was hard to believe. ‘Not a single piece of new business?’ I per-
sisted. Then he grudgingly allowed that Pepsi Cola had bought some time —
nothing to get excited about, he warned me, because they had also bought
NBC, ABC and MBS. There was, however, the small satisfaction that 40% of
the total budget was going to CBS.”

As a wise old philosopher once observed, “There’s no such thing as
reality, only our perception of it.” What this experienced, intelligent vice
president perceived as a negligible piece of information, Lou seized as an
opportunity for an important trade ad. By remarkable coincidence, he learned
from a friend at the Pepsi-Cola advertising agency that Pepsi’s new consumer
campaign was built around the slogan, “Be Sociable.” Lou made an immedi-
ate connection. He conceived of a photo of a bottle of Pepsi-Cola with four
straws in it, surrounded by microphones of all four radio networks. With the
caption, “Be Sociable,” the ad telegraphed the information that Pepsi-Cola
had included all the major radio networks in their advertising plans. The
copy went on to reveal that CBS was getting the major share of the budget,
proving that the successful Pepsi management knew the value of radio ad-
vertising in general, and of CBS Radio in particular.

The thrust of Dorfsman’s ads for CBS Radio was to convince advertisers
that network radio was still alive and well. Personally, Lou was also coming
alive in his role. He had the feel of what advertising was all about. Not just
pretty ads, not just tasteful typography and pictures, but solid facts presented
in dramatic, provocative form. He was obviously successful. In his first year
as Art Director for the Radio Network, he won a number of gold medals from
the New York Art Directors Club and a lot of respect from the CBS adminis-
tration. He was promoted from Art Director to Creative Director and up the
ladder to Vice President for Advertising and Promotion for the Radio Net-
work. When Bill Golden died suddenly in 1959, Dorfsman was immediately
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moved into the job of Creative Director for the CBS Television Network,
and subsequently was elevated to Vice President and Creative Director of
the entire Broadcast Group.

Lesson 3: Assume responsibility

t’s possible Dorfsman has a special kink in his brain for recogniz-
ing opportunities for ads. But he is quick to advise that it doesn't
amount to a bag of peanuts if you don't have the wherewithal to
set your plan in motion. “Now, life can get complicated,” he ex-
plains. “You want authority? You have to know what you're talk-
ing about. You have to be willing to sit in meetings for hours on
end. You have to care about research and budgets. You have to
fight for your ideas with cogent arguments. You have to earn the
confidence of the people in top management.” And Lou repeats over and
over again that “Without a perceptive, intelligent, tasteful guy like Frank
Stanton at the controls,” he could have papered the walls of his office with
all his brainstorms. Nevertheless, the presentation is always crucial. Even
the most astute, receptive audience requires a properly packaged idea. “You
don’t have to produce a finished piece of work. You can omit the cosmetics,”
advises Lou, “but you must be able to show that the project answers a need,
how it will work, what it will cost, to whom and how it will be distributed.”

With all his savvy in these matters, Lou concedes that CBS was no
Shangri-la. Not every brainchild of his flourished. Some never even saw the
light of day. But there were a few projects in his radio and TV experience that
demonstrate the importance of learning to identify opportunities and then
having the strategy to see them through. One favorite project was the Foot-
ball Book.

In the early '60s, CBS-TV had an exclusive, enviable contract with the
National Football League to broadcast all scheduled Sunday games through-
out the country. It was an extremely prestigious property for CBS, but the
contract was running out. It was obvious to Lou that NBC and ABC were
going to make a bid for the franchise. Football was big business. People who
mattered to the networks — business executives, advertising people, station
managers of affiliates, government people — all cared about football. It was
nice wholesome action programming, too, so from every angle, the NFL
contract was worth keeping.

Because of his connection with CBS, Lou managed to obtain a press pass
to shoot his own photos of the New York games for his newspaper ads. One
Sunday, out on the field with his camera, he was knocked off his pins by a
sidelines play. It also knocked some sense into his head. “Why am I fooling
around with this two-bit photography,” he thought, “when there’s the mak-
ings of a major promotion here!” Lou knew there was an impressive story to
tell about the technological feat of broadcasting seven different games in
seven separate areas of the country. It was a story that would glorify CBS,
interest football fans, make points with advertisers, and give the NFL a lot
of exposure.

Monday morning, Dorfsman went straight to Jim Aubrey, the then Pres-
ident of CBS-TV, and outlined his plan. He proposed that CBS produce an
elegant coffee-table type book covering a Sunday afternoon in the life of the
National Football League. It would cover all seven games played on a given
Sunday of the season. Lou recommended that two thousand copies of the
book be given to Pete Rozelle, President of the NFL, to distribute to his or-
ganization. There was no doubt in Lou’s mind that NBC or ABC could woo
Rozelle with more money, and that CBS might have to match their offer to
renew its franchise. But the quality of the book Lou had in mind would
surely make Rozelle think respectfully about CBS’s initiative and style.
Other copies of the book would be distributed to CBS affiliates, to clients, to
advertising agencies, to Congressmen, to schools and public libraries. It
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13. A newspaper ad for
CBS/National Football
League broadcasts. To
impress NFL manage-
ment, and to head off
competition from other
networks for the valu-
able NFL franchise,
Lou planned his daz-
zling Football Book.
{Story on this page.)

14. Another newspaper
tunc-in ad promoting
CBS/NFL broadcasts.
Dorfsman got extra
mileage out of the
photos in this ad by
cloning them for an
on-air promotion (146)
and the Football Book
{250).



How to watch football

Fomanal Foul (Coltege)=15 yin Touchdown ar Fiald Gost Ottside-$ yds.

Dyed-in-the-wool football fans always keep one eye on the ball
and one eye on the referee. For the next 14 consecutive weekends
they will keep both eyes on the CBS Television Network, where
theywill see exclusive coverage of the world s best football played
by America's leading college and professional teams. Tomorrow
they will see Florida vs. GeorgiaTech in the season’s first NCAA
Game of the Week. Sunday, in one of five regional games, the
Giants begin NFL play against the Colts. Altogether, this season
we will present 24 NCAA and 94 NFL games in various regions
throughout the nation. Clearly, the way to watch football is to

watch the CBS Television Network ®2




would be an all around educational and recreational contribution in addition
to a major business promotion.

Aubrey presented the plan to Pete Rozelle, who loved the idea. He
cleared the way for Dorfsman to send photographers into team locker rooms.
From a friend at Sports Illustrated, Lou got the names of newspaper sports
photographers in each city where a game was scheduled. He engaged them
and sent each one a four-page letter with detailed instructions of the shots
he wanted — locker rooms, scoreboards, long shots, close- ups, the offense,
the defensive action, the line, the quarterbacks, the referees, the hot dog
vendors, the stands. They were instructed to send him just the negatives,
along with the local Monday newspaper account of the game so he could
identify the action and the players. From the negatives, Lou ordered and
edited the prints. The CBS house staff wrote the text. Picture captions were
composed by an ex-football player, which provided color and authenticity.
The book was a huge success. It was perceived as a gift, rather than a promo-
tion. Every recipient was delighted, and the CBS/NFL contract was renewed.

While Dorfsman makes no claim that the Football Book saved the fran-
chise, {the new contract did have a higher price tag,) he is quick to point out
that efforts of that nature definitely enhance the reputation of a company,
which is a highly desirable goal. He also emphasizes that such a promotion
would probably never have been initiated by persons outside the company;,
as they would not have been privy to CBS/NFL contract negotiations. It for-
tifies his conviction that advertising people must be in on a company’s busi-
ness to do an effective job.

Dorfsman has countless success stories to demonstrate the scope of his
involvement in CBS promotions. His all-time favorite is his campaign to
save “The Waltons.” As Lou tells it:

“We have-this TV show, “The Waltons.” According to Nielsen, nobody’s
watching. It’s opposite “Flip Wilson” on NBC, and we're getting clobbered.
They tell me we’re losing $25,000 a week on the show. It’s the early '70s...
the country is crazy. Kids are tearing up the campuses. It’s a kid society.
Agencies are hiring 13-year-old creative directors. There’s a whole upside-
down craziness...with pot...and violence...and along comes this very
sweet, very civilized, very decent program. It’s set in Depression time, and
it’s full of old-fashioned values — family, work, love, caring. Kids say, ‘Yes
sir, Dad’.... ‘May I help you, Mother?’ ... .'Please’.... ‘Thank you’....All that
nice warm stuff.

“But the show is dying...dying in the ratings, and we're about to blow it
off the air. This bothers me, because it seems to me it’s a nice wholesome
program, and the network mix should include one of these. It’s good for the
people; it’s good for the country; it’s good for peace and quiet, and it has good
historical context. And frankly, I'm personally square enough to like it! I had
a gut feeling that the show hasn’t had a chance to catch on, even though it
got terrific raves from the critics. I want to save this show.

“One evening, I'm watching the show with my youngest kid, Neil. He’s
about 15 or 16 at the time...hair down to his butt...dressed in the proper
attire of the day — torn blue jeans...dirty sneakers — a real standout stu-
dent, though. I see he’s watching the show intently, and I think I also see
some tears welling up in his eyes. During the commercial break, I turn to
him and ask casually, ‘You like this stuff, Neil?’

“'Yeah,’ he mumbles.

“‘So how come you never want to listen to my Depression stories?’ I
complain.

“'Well,” he goes on, ignoring my grievance, ‘all the kids in school watch
it. Tomorrow, they’ll be talking about it.’

“Well, I had just done my in-depth research with my kid. In those days,
kids seemed to be at the cutting edge of programming, and he confirmed
what I had felt all along. The show needed a chance to succeed. The next day
I called Bob Wood, who was then president of the TV network, and laid out a
plan I'd thought out to build an audience for the show.”

First, Lou asked for close to $70,000 for a spread in TV Guide. He also
wanted a big on-air campaign featuring all the wonderful critical comments
about the show. In effect, he wanted to tell the TV audience, “This is a beau-
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The ad that saved “The
Waltons” series from
extinction. Deceptively
simple, it was designed
with the precision of an
enginecr. {Story on

this page.)




“Please, folks, don’t
let this one die!’

THE PITTSBL RGOH PRESS

“What will happen is
that The Waltons will
receive rave reviews,
be embraced by a
small, but enthusiastic
audience, collect a
number of awards
—and vanish from the
air with hardly a ripple.”

DALLAS TIMES HER LD

“...the only entirely
honest and rewarding
hour 1 have spent on

television this season!’
SAN FRANCIM QOCHRONICT |

"“When these kids

run down the dirt road

in their bare feet,

you can feel the dirt
between your own toes.”

THF PITTSBL RGH PRESS

“Totally unique,
exciting TV experience.”

THE ATLANTACONSTIILTEON

“The show is so

notural, so totally out
of the TV mode,

you have to worry
about its survival.’

HIt AGO 1ODAY

“Best family series

st
on air.
THE INDIANAPOLISSTAR

That was, as you will see, the strange
verdict pronounced by many television erit-
ics about a new series, “The Waltons.”

The audience reaction has been unusual,
too. Little children get all smiley and
weepy about it, the way they do for things
like My Friend Flicka, Little Women, and
the Cookie Monster stubbing his toe.

BRut from there on up in age and sophis-
tication, overt emotions disappear. To be
replaced by little smiles of recognition. An
occasional gulp. Red eyes.

And in grown men. funny little sounds
and fumblings in the dark, designed to hide
the fact that a man is doing something as
“unmanly” as being meved by a tender, sen-
timental story.

We at CBS would like to tell you what
“The Waltons” is all about, but it won’t be
easy. Because everything we tell you can
turn you off, if you relate it to similar pro-
grams with similar themes.

“The Waltons" is different. Not because
it isn't “with it” and it isn't cutesy. Which
it isn’t. Not because it isn't exciting. Which
it i=. But because it's an honest attempt to
portray a particular kind of American fam-
ily during a particular time in history.

The Waltons are a large family. Seven
children, the eldest eighteen, the youngest
six. A mother and father. A grandmether
and grandfather. Even a dog. Not a heroie
Lassie dog. Not a funny, mangy dog. A dog
dog.

And it’s about the 14930's. Depression
days. In the Blue Ridge Mountains of Vir-
ginia. The family is poor. One of the kids
plays the harmonica. And it's all about how
they all face life.

s 50 beatstiful

it has to die.

And that’s what makes the Waltons spe-
cial. The kind of life they face.

It has the feel of truth. The fook, the
texture. You can believe that there were
people like this who led lives like this dur-
ing times like these.

You can believe that maybe this was
really how it was to grow up in tough coun-
try during tough times. How it really was
to be part of a big, loving family.

It’s about people who love each other,
and love others. About people who care for
their aged as well as their young.

And it’s funny, too, because it's about a
sprawling family of bright, vital individ-
ualists.

But it isn't puppy-cute. It isn’t pat. And
each program doesn’t tightly package a
moral, like a fortune cookie.

Though there is a moral, overall. Life
can be tough. It can also be beautiful. Not
easy. Beautiful.

“The Waltons” is on Thursdays. Oppo-

site that funny man, Flip Wilson. And the
exciting action show, “The Mod Squad.”

It will remain alive until the end of this
season, because some people here at CBS
believe that there are enough of us around
—even in this super-sophisticated day and
age—who can still respond to some old-
fashioned notions like respect, and dignity,
and love. Who aren’t embarrassed by an
honest lump in the throat.

If there are enough of us, “The Waltons”
may even fool the critics and live next year.
Watch “The Waltons” tonight, for a
change. It may bring out the best in you.
It did in us.

Sdg-themTanight at 8:00 on Channel 2.

)

“...a family in which
people, real people,
talk to one another...
There's respect here,
and affection
openly displayed,
and both young
and old have their
own dignity.”

THE NEW YORK 1IMES

“It‘s easy to get
wrapped up with
The Waltons.
They happen to be real.”

NFW YORK PONT

“Breaks all the rules.
Except one:
It's entertaining.’

CHICAGO TRIBL NE

“Quite wondertful in
every respect...
beautiful in its
conjuring up of a
more innocent day,
poignant in its
relationships, a
perfect gem of a tale.”

THE BOSTON EVENING OLOBE

“Probably will
compare with the few
great ones of
television history.”

FHE DETROIE NEWS

“Might be the
best show commercial
television has

M ”n
uced in years.
DAY TON DAY NFWS
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tiful show; if you don’t watch it, you’ll be missing out on a good thing, be-
cause unless there’s better viewer response the show will be cancelled.”

He didn’t get the appropriation for TV Guide, but settled instead for a
page in The New York Times, The Washington Post and The Los Angeles
Times. He carefully picked these papers to impress upon business people,
affiliates, government and the Hollywood community that CBS cared about
values as well as about business. He also arranged to trade air time for space
in Time magazine and Newsweek. Then he put his ad together.

The ad (15) was a composite of glowing critical comments, with a head-
line, excerpted from one of the reviews, which read: “This show is so beauti-
ful, it’s going to die.” Designwise, the ad was no dazzler. Lou didn’t want
that. He wanted to avoid the esthetic niceties and make the ad look like a
cause — a “Save the Children” kind of appeal. The copy, written by Peter
Nord, was clean and straightforward. The photo of the cast looked like a
snapshot out of an old family album. The ad was signed, “Save the Waltons.”
Lou had to do battle to omit the CBS signature, but he prevailed.

According to Loy, the ad changed his life. He was never really certain
how to measure the effectiveness of advertising. Now he had concrete re-
sults. CBS was inundated with letters and petitions bearing thousands of
signatures. They came from school children, from local station listeners,
and from the readers of Time and Newsweek. “The Waltons” remained on
the air and by the end of the season was the number-one CBS-TV show.

Dorfsman observed, honestly, “Maybe, given time, the public would
have caught onto the show anyway. But the point is, to initiate a catalytic ad
like that, you had to be an insider. You had to know the projected plans for
the program and have the leverage to turn them around. Such responsibility
goes way beyond art directing.”

Lesson 4: Define the company’s character

n the 40-0dd years that Dorfsman has been associated with CBS,
he has risen from staff artist to Vice President and Creative Direc-
tor for Advertising and Design for CBS Inc., with a variety of in-
terim titles and responsibilities. As a staff artist and art director,
he did his stint at the drawing board. As a creative director, he
initiated projects and supervised the planning and production of
thousands of ads and promotional pieces. As a designer, he has
had his hand in defining CBS’s appearance in print and its physical
environment. But however lofty his title, he was never above involving him-
self in those minute details of a job that spell the difference between “pedes-
trian” and “perfect.”

Much as Lou reveled in advertising problems, he was in his element
when he became immersed in the graphics for the new CBS building. It was
no secret that not everybody in the CBS hierarchy was thrilled with the
new home. In the ‘60s, when New York City was in danger of becoming one
solid wall of aluminum and glass, the black granite monolith was a shocker;
“Black Rock,” people called it. Once, in those early days, a cab driver depos-
ited Lou at the door of the building with the parting sneer, “Here you are...
Buchenwald!”

But just as Frank Stanton had stuck by his choice of the elegant Eero
Saarinen design, he was equally determined about the character of the inter-
ior and exterior graphics. Dissatisfied with the plans submitted by the archi-
tectural firm, he decided to handle the job in-house. He turned the project
over to Dorfsman who once more pronounced Frank Stanton, “the dream
client.” It was a fastidious operation all the way. For Lou, there was not only
the joy of the unity he was able to achieve, but also the economies he af-
fected through his knowledge and ingenuity.

When the building was just a hole in the ground, instead of the usual
plywood fence with peepholes for “sidewalk engineers,” Lou elected to wrap

. The CBS building at

51 West 52nd Street in
New York City is
unique architecturally
and historically. It was
Eero Saarinen’s first
skyscraper design, and
also his last project
before he died. In
keeping with CBS
design consciousness,
Frank Stanton (presi-
dent at the time) nur-
tured every detail with
vigilance. After scarch-
ing the quarries of the
world, the desired
granite was finally
found and imported
from Canada. For the
finish, special equip-
ment was fabricated to
achieve the matte
black color and en-
hance the natural
rough texture of the
stone. The building,
once mockingly, but
now endearingly
dubbed, “Black Rock,”
has won awards from
the American Institute
of Architects, the New
York Chapter of the
AlA, the New York
Board of Trade and the
Municipal Art Society
of New York.
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a clear plexiglass wall around the excavation. Loudspeakers placed at inter-
vals informed pedestrians about the future home of the company and pro-
vided periodic CBS news reports. As the building rose on its foundation, the
plexiglass wall had to be replaced with a protective walkway. Veteran display
designer that he was, Dorfsman’s adrenalin flowed at the prospect of usable
exhibition space. He came up with a plan that turned the normally depress-
ing passageway into a pleasant, entertaining thoroughfare, and a smashing
promotional opportunity for CBS, as well.

From his experiences at the 1939 World’s Fair and other exhibitions, Lou
became a great believer in audience participation. He had 30 illuminated
panels fabricated, each equipped with a small alcove for a telephone. The
panels provided space for visual material; the telephone receivers, when
lifted, delivered a relevant recorded message. The panels were installed along
the walkway, and they became the vehicle for three different exhibits (21-23).

The first installation recalled broadcasts of notable news events from 17. Window washer clean-
1927 to 1963, the years of CBS'’s life span at that time. The second exhibit, ing the plexiglass fence
scheduled to coincide with that summer’s presidential nominating conven- installed around the
tions, celebrated past presidents and reminded listeners to tune in CBS con- ng;ﬁ':f{;“e‘;ﬁz; siee:
vention coverage. Finally, in autumn, the third exhibit was devoted to through knotholes
promoting CBS'’s fall programs. Lou ordered blow-ups of the Hirschfeld cari- sidewalk superinten-
catures he had commissioned for his newspaper ads. These were installed in dents had an unob-
the illuminated panels, and the telephone recordings carried messages from action.

the featured stars reminding the listener to tune in.

Eventually, this walkway exhibit was dismantled and stored away. But
out of sight was not out of mind for Lou. The thought of perfectly good, ex-
pensive display material lying fallow prickled his conscience. It didn't take
long for him to hit on the idea of resurrecting the whole display for the New
York Yankee baseball team, a CBS Inc. property at that time. He pulled all
the panels and telephone receivers out of the warehouse and, with minor
adjustments, turned the old exhibit into a brand new Yankees Hall of Fame
(24), which was installed at the stadium. The panels contained photo blow-
ups of Yankee heroes; their bios and statistical data were recorded on the
telephone tapes. This kind of shrewd manipulation of design resources gives
Dorfsman enormous pleasure.

While Lou is always invigorated when he saves a buck, he and Frank
Stanton gave no quarter when it came to the tone and quality of design
projects for the new building. The words “good enough” never crossed their
lips. For the CBS logo outside the building, and for almost all the interior
signage, Lou re-styled and hand-lettered the gracious old 17th-century type-
face, Didot. As an auxiliary to the elegant CBS Didot, he chose a restrained
sans serif face, now referred to as CBS Sans. Everything related to the build-
ing, from the eight-and-one-half inch bronze letters over the entrances to the
cafeteria paper goods, was unified in the two CBS faces. Some 80-odd Swiss
electric clocks were taken apart and fitted with new numerals and hands in
CBS Didot. Cafeteria dispensing machines were masked off and repainted
with CBS Didot lettering. Floor numerals, door numbers, directories, exit
signs — everything read in CBS Didot and CBS Sans (25).

It was over the exit signs that Lou fought an exhilarating battle, though
he almost met his Waterloo. A fire inspector, whose duty it was to make
sure that exit signs met with fire department specifications, took one look at
the fancy Didot lettering and said, “Nothing doing!” Fire regulations are
very clear: the word EXIT must be eight inches high, straight up and down,
no thicks and thins, and no serifs! But Lou was indomitable. He returned to
his office, whipped out a hairline felt-tipped pen and carefully lettered EXIT,
eight inches high. Back to the fire department he raced with his two signs.
“Here,” he said, flashing his alternate version, “just what your specs say:
straight up and down letters, even thickness, no serifs! Now, if you were in a
burning building, which sign would you rather have — this one with the
skinny letters that follow your specs, or my nice clear one?” Lou won the
argument, but the fire department specs have since been carefully reworded,
and a caper like that will probably never happen again.

Two other design projects prompted by the move to the new building
were especially satisfying to Dorfsman. One was the stationery. The other
was the cafeteria wall.

Like anyone moving to new quarters, Frank Stanton decided it was time
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18.

19.

Figures on the roof of
the protective walkway
were dwarfed by the
scale of the CBS logo.
The mammoth clean
and classic letterforms
proclaimed the august
character of the new
neighbor on the block.

CBS design conscious-
ness filtered down to
the matchbooks de-
signed for The Ground
Floor restaurant.
Dorfsman commis-
sioned Irving Penn to
shoot the still life
photos. As a final
touch, he colar coded
the match tips to the
vegetables on the cover.

to clean the attic. He wanted all the old printed materials and supplies re-
viewed, excesses trimmed away, so they could start in the new building with
a clean, unified look. One area that desperately needed rethinking was the
stationery. To study the problem, Lou ordered a sample of every memo pad,
letterhead, envelope, mailing tube, and label sent to his office. He was not
prepared for the inundation. “I was up to my navel in cartons,” he described.
Not only did each division have its own version of CBS stationery, every
executive and executive assistant had his own personal letterhead, memo
pads and envelopes. There was variety in sizes of letterpaper, in weights, in
rag content, engraving...and so on. Considering the frequency with which
people moved around within the organization, keeping up with so much
personalized stationery was a staggering expense, to say nothing of the stor-
age problem.

Dorfsman, with Stanton’s approval, made some quick and drastic deci-
sions. To cut down on the number of letterheads he concluded that nobody
below the rank of vice president should have personalized stationery. (Since
Lou was not yet a vice president, he felt he could recommend this measure
with impunity.) Instead of the variety of weights and sizes, he standardized
down to two sizes in a lightweight 20-1b paper with a 25% rag content. Both
he and Stanton preferred lightweight paper on esthetic grounds. They esti-
mated that the savings on paper alone, multiplied by the million-and-a-half
letters mailed annually, would save the company hundreds of thousands of
dollars a year. With no small satisfaction, Lou figured how many times over
he had earned his salary with that one move. By standardizing the weight
and rag content of all his paper, he was able to gang-buy his supplies and
worked out a deal to have the paper watermarked with the CBS insignia
instead of the paper company’s. A very classy touch.

The paper question settled, he then proceeded to redesign the letterheads
for each division of CBS in a cohesive format. Large mailing envelopes were
also standardized to a customized uniform gray with black Didot lettering.
For wrapping materials, he specified custom kraft paper of the same gray
with black string. The results were economical and elegant. Dorfsman’s Law
in matters of esthetics is to spend where it shows; save where it doesn’t mat-
ter. To carry the CBS design consciousness to its ultimate conclusion, every
box of stationery comes packed with a typewritten sample letter which des-
ignates the exact format to be followed for every communication that leaves
the building. It is specific, even to the dot where the salutation should begin
(26-32).

uring the years that CBS was settling into the new
building-at 51 West 52nd Street in New York City,
Dorfsman was not only involved in the details of
graphic design, he was also curator of most of the art
that was installed in corridors and offices. He purchased
paintings and prints and supervised their distribution
and installation. He confesses that he and Stanton were
in such a fever over the esthetics of the building, they’d
hold clandestine meetings on Saturdays, stalk the corridors and offices to see
if the screws in the door hinges were all lined up, and that nobody had pol-
luted their offices with snapshots of their grandmothers. “Unless,” Lou
conceded, ““it was an Avedon portrait.” If that kind of vigilance seemed
extraneous, it was the price they were willing to pay to maintain CBS's leg-
endary style.

Of all the design projects that Lou contributed to the new building, the
one that stands as his magnum opus is the cafeteria wall (39). When Frank
Stanton and interior designer Florence Knoll Bassett contemplated the
empty, still incomplete cafeteria, they were stymied about what to do with a
40-ft. blank wall. All the predictable ideas were mentioned — a photo mural
of the city, maps, etc. At this point Lou joined the meeting and reminded
Stanton of something Lou had given him as a birthday gift — an old job case,
filled with wooden letterforms and copper engravings. Lou suddenly envi-
sioned the wall as an expanded job case, but instead of filling it with unre-
lated, isolated characters, it would be a collage of words related to food. He
visualized the words as three-dimensional cutouts in a variety of faces, sizes,
weights and depths, interspersed with culinary paraphernalia — pots, pans,
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Building an image

In the early 1960s, while the new CBS building was under construction, it was necessary to
erect a protective walkway for pedestrians. Instead of the usual dark, depressing jungle of stanchions,
plywood and planking, Dorfsman created a passageway that was an entertaining and functional exhibition space.

Thirty illuminated, illustrated panels, equipped with recorded messages, formed the basis for three successive CBS promotions.
The first was devoted to historic news broadcasts. The second promoted the summer’s presidential nominating
conventions. The third previewed the new CBS fall schedule. (Story on page 34.)
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When the walkway
was dismantled, Lou
conceived of setting up
the exhibit in Yankee
Stadium as a Yankees
Hall of Fame for the
then CBS-owned
baseball team.

“I get a special kick out

of cloning my own
projects and extending
their usefulness,”
Dorfsman voluntecrs.
“I believe that under-
standing budgets and
affecting economies is
an enviable talent fora
designer to possess
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A face for the image
Dorfsman co-opted the elegant 17th-century typeface, Didot, and made it

CBS’s own. He made some necessary adjustments in the letterforms for the sake of
modern reproduction techniques and rechristened the face, CBS Didot. This typeface is

the unifying graphic element of the building. The bronze letters over the entrance doors,
floor numbers, room numbers, executives names, mail chutes, fire alarm boxes,
clock faces and even the exit signs (over the protest, but final consent
of the NYC Fire Department) are all in CBS Didot.
(Story on page 34.)
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- Mhié 1s the format to be used with your nev CBS stationery. Flease
( prerare your letters in the following manner so that uniformity of
lstyle can be maintained throughout the company.

Ze salutation should be 3" from the top of the sheet (a printed
dot indicates the proper position). The left-hand margin of the

e [Letter should align with the printed address at the top. Leave one
l/lbl space after the salutation, between each paragraph, and immediately
lpreceding the closing.

5 3/4"; an average length of 5 1/2" is most desirsble. Whenever
jpossible, words should not be broken at the end of a line. If the
lstationery is not personalized, leave three lines for the signature,
fthen type the sender's name ana title. Leave two lines, then type
"4 E: addressee's.neme and address, followed by the datc one space

of P
)/ {Paragraphs are not to be indented. No line should be longer than
/

elow. If the stationery is personalized, the same seven-line space
ween your closing and the addressee's name 1§ to be maintained.

&m letter should not lock crowded on the page. If it is longer
\_‘1'. n this one, continue the letter on a second sheet.
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26.

Stationery
The move to new corporate headquarters, with a new address,

prompted a revision of the company’s stationery and mailing supplies. In the matter of
letterheads, Dorfsman discovered that democracy had gotten out of hand. From top exccutives
to minor assistants, everyone was operating with individualized letterheads
and paper of varying sizes, weights and rag content. He redesigned
stationery for all CBS divisions in a cohesive format.
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Personal imprints were restricted to vice-presidents and up. Paper
was ordered in uniform size, weight and rag content. For the ultimate in
fastidious design, every box of CBS stationery is packed with a sample letter which demonstrates
the exact format to be used in CBS correspondence and includes a dot to indicate where
the salutation should begin (28). Envelopes and wrapping materials were
standardized to gray kraft paper and black string. (Story on page 35.)

World Radio Histol
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The cafeteria
A blank wall, 40 ft. long and 8 ft. high, begged to be filled and integrated into the space.
Dorfsman resisted the obvious — photo murals, maps, etc. — and opted to treat the wall like an
enlarged printer’s job case, with a lockup of words and objects related to food.
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41. Even the paper goods in
the cafeteria did not
escape Dorfsman’s
commitment to unity.
Plates, cups, sugar, salt
and pepper packets —
all are imprinted with
“51/20 CLUB” {abbre-
viation for 51st Street,
20th floor) in CBS
Didot. Words on food
dispensing machines
were also re-lettered in
the Didot face. 41.

720 (1113

(For story see page 44.)
The wall was created in nine separate panels. Most words were
jigsawed out of wood, interstices filled with sculpted food items and culinary props, and
the entire assemblage was spray-painted in white enamel.
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strainers, beaters, etc. and assemblages of sculpted foods. The wall was to
stretch from floor to ceiling, span the entire length of the cafeteria and be
spray-painted in white lacquer for a unified and stunning effect. Stanton was
enthusiastic about the idea and gave Lou the nod to proceed with his plan.

Lou’s experience in the display business made this potentially over-
whelming project feasible. His first move was to design and produce a sample
panel, four by eight-and-one-half feet. He recognized that the wall would
have to be created in sections. Using his sample panel as a guide, he enlisted
Herb Lubalin to work out the details of the remaining eight sections. Herb,
by this time, had distinguished himself as a connoisseur of typography, and
the job couldn’t have fallen into mere loving hands. Lou and Herb collabor-
ated on the project, using typography and hand lettering. Lou designated the
depths of words to create interesting shadow effects. With particular ingenu-
ity, he also devised a simple means of hanging the panels so they are remov-
able and appear to be seamless on the wall. The wall, complete with found
and fabricated objects, as well as antiques filched from his wife’s kitchen, is
a monumental achievement. Lou prides himself not only on the idea and the
design, but on the engineering and construction details, as well. It gives him
particular pleasure, too, to recall that this mega-project — the “gastrotypo-
graphicalassemblage,” as he calls it, was produced for a mere $14,000. It was
recently estimated at a value 20 times his original expenditure — a credit to
his experience and ingenuity in display design.

The total designer

bviously, there’s hardly an aspect of the visual commu-
nications business that has escaped Lou Dorfsman’s at-
tention. There is no one word to describe his labors on
behalf of CBS. He shuns the word “designer” because it
has the connotation of “cosmetician,” a person who
pretties things up. But he accepts the title “designer” if
it implies the fullest sense of the word — master planner.
That is the area in which he feels his talent lies. He has
been an initiator of projects and an innovator. He was ahead of the field in
creating environments for newscasters. He pushed to make weather reports
a scientific learning experience. He was the first to use film for on-air pro-
motions and TV spots for radio promotions. As far back as 1952, he was using
The New York Times as a trade paper to influence clients, ad agencies and
government policies. His long arm even reached into programming when he
revived Walter Cronkite’s slipping rating by engineering (with the help of
publicist Sid Garfield) a guest appearance on “The Mary Tyler Moore Show.”

To be sure, Dorfsman did not bat a thousand in getting his ideas ap-
proved. Among his favorite unfulfilled schemes for the TV network was his
plan for an “on air” sweepstakes to induce audiences to tune in and sample
CBS'’s new fall line-up. Another, was his proposal for a national election, in
which audiences would cast votes for the pilot shows they wanted kept on
the air. But topping the list of favorite rejects, was his institutional campaign
idea for CBS, Inc.

In 1960, when the new building was still at the excavation stage, it oc-
curred to Lou that most people had no idea of the diversity of CBS’s activi-
ties. It was known mostly as a broadcasting company. “What a marvelous
opportunity,” he thought, “to let the public (and the stockholders) know
what CBS is all about — the entertainment function, the record division,
the publications, the electronics — all related to American culture.”

Lou visualized a series of ads with the construction site as a stage set.
The gist of the campaign would be: on this site a building was being con-
structed, dedicated to information, education and entertainment. As the
building progressed from floor to floor, each ad would demonstrate a specific

. Dorfsman involved

himself in all aspects of
CBS business. To
revive Walter Cron-
kite’s slipping ratings,
Lou conceived the idea
of a guest appearance
on the popular “Mary
Tyler Moore Show.”

All parties were de-
lighted with the results.

. Roughs for his pet

building-under-con-
struction campaign,
rejected but not forgot-
ten. (Story on this
page.) Dorfsman does
only the roughest,
most rudimentary
sketches of his ideas.
He generally commu-
nicates his concepts
with comped photo
images and actual
dummy type blocks.
Most often he presents
his ideas verbally,
accompanied by inimi-
table facial and hand
gestures that only his
longtime associates
have become expert at
interpreting.
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CBS property and function. For starters, he would have the New York Giants
scrimmaging in the excavation, as a reminder of CBS’s NFL broadcasts.
When the building reached the record division floor, he planned to photo-
graph Leonard Bernstein conducting the New York Philharmonic there. For
Programming, he envisioned an ad with the 90 people of the department
lined up on a beam and Jackie Gleason operating a derrick. For Research,
another photograph crammed with people from that floor...and so on, con-
tinuing his ads until the building was completed. As it happened, the build-
ing was scheduled to be finished by Christmas, so for the final ad in the
campaign, Lou planned to photograph the traditional “topping off” ceremony
with a Christmas tree and the simple message: “Merry Christmas Every-
body, from CBS Inc.”

Sweet as the idea was to him, and even with the staunch support of
Frank Stanton, Lou could not get the campaign budget approved. It remains
a memory, albeit a fond one. Which proves there’s no Utopia for designers,
not even at CBS.

Dorfsman sums it all up

eviewing his career at CBS, Lou counts the period from
the early ’50s through the '70s as the most personally re-
warding. They were the years of great challenges — when
television came of age, when radio was brought back from
the brink and when the new headquarters of the company
took shape.
During those golden years, CBS achieved unprece-
dented heights in its advertising and design work. There
were two reasons, according to Lou. The tirst was Frank Stanton, Lou’s mod-
ern day Medici, who provided an incomparable, benevolent and supportive
atmosphere for creative work. “Stanton was the fantasy client. You never
had to sell him on a good idea; he could see the possibilities before you fin-
ished your sentence. And he made wonderful, intelligent design judgements
of his own,” Lou emphasizes.

The second reason for CBS’s luminous reputation in advertising and
design was that “everything was handled in-house. In the CBS Broadcast
Group, we operated our own self-contained advertising agency and design
studio. We produced our own ads, specified the media, and were responsible
for all our own packaging, displays, interior design and architectural con-
structions. Measured by our billings, in 1977 for instance, the Broadcast
Group’s Advertising and Design Department would have ranked as the 11th
largest agency in the United States”

Lou presses the point that as an insider he was able to keep tight control
over the quality and unity of design in everything that bore the CBS insignia.
More important, he was in a better position to function as a problem-solver
than someone outside the organization. He was intimately acquainted with
all aspects of the Broadcast Group’s business. He had access to developments
concerning the company that enabled him to respond quickly and appropri-
ately with ads, promotions and special projects. Dorfsman doubts that any-
one outside the company could have the perspective, or would invest the
time, to dream up speculative projects not solicited by CBS.

Of course, not every “insider” in an organization has the appetite and
acumen to perform like Dorfsman. Paradoxically, even when he’s an “out-
sider” working on a freelance project, Lou operates like an insider. He digs
into research, marketing problems, media decisions — all the hard gritty
facts about a client’s business — and manages to find an elegant solution for
every problem he embraces. This volume of work is testimony to the fact
that Dorfsman is one of those rare stars that streaks across our horizon only
once in a lifetime.









Advertising the entertainment

ompanies with tangible merchandise to sell can, for the most

part, determine who their customers are, and when and where to

advertise their products. Network advertising is far more com-

plex. First, there are a multitude of diverse programs to market:

there is entertainment in the form of dramas, sit-coms, musicals,

variety shows, sports, comedy, children’s programs, and movies;
there are special educational programs and cultural offerings; and there are
documentaries, news specials as well as the day-in, day-out, scheduled news
broadcasts.

Not only must the network produce the right mix of programs to please
its listeners, it must take into account its pluralistic audience: the clients and
prospective clients who sponsor shows, their advertising agencies, and the
network stations and affiliates that carry the shows. Beyond all those inter-
ested parties is a long list of vigilant “watchers” to whom the network must
also be responsive: racial, religious and ethnic minorities, women’s groups,
political parties, opinion leaders in government and the academic commu-
nity, environmentalists, and certainly the stockholders.

Like every program broadcast by the network, everything that appears
in print or on the air in the way of advertising is subject to scrutiny by many
interested parties. Every form of network communication must reach out to
the intended audience without offending others. In addition, at CBS there
was a concerted effort to make their visual presentations convey a sense of
the pre-eminence of the company.

Dorfsman’s total immersion in the advertising function was unique for
an art director. He involved himself in the planning of ads, in media deci-
sions, in marketing problems, as well as in the technical and design prob-
lems. All too often, art directors limit themselves to the purely visual aspects
of a project. “But if you are in the visual communications business,” Dorfs-
man advises graphic design students, “you have to ask yourself ‘Why am I
doing this design?’ You’re doing it to sell a product, a service or an idea! You
can go home and paint or sculpt for yourself,” he says, “but if you are in
advertising, you must constantly keep in mind your clients’ needs, the pub-
lic’s need and,” he often adds, “my little old aunt in Brooklyn.”

45, The telegraphic head-

line, billboard-like
. {Overleaf) photo and brief copy

Photograph of vintage communicate a sense
CBS microphones, of excitement and
commissioned for the urgency. Even the
1976 Annual Report, in unintrusive, tiny logo
celebration of the helps magnify the
company’s 50th Anni- importance of the

versary (319). entertainment.



Wednesday, March 13, 1963

NEXT TUESDAY FOR AN HOUR
(NEXT SEASON-EVERY WEEK!)

Tuesday, March 19, 8:30-9:30 pm EST-JUDY GARLAND AND HER GUESTS, PHIL'SILVERS AND ROBERT GOULET-on the CBS Television Network®
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SECTION 11 » SEPTEMBER 9,1962
Advertisement Alvertisement
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Innovative use of media
In 1962, when almost all television advertising was concentrated in
daily newspapers, Dorfsman proposed that CBS announce its new fall schedule in a
magazine supplement and distribute it through the major Sunday newspapers in markets where
CBS either owned stations or had affiliates. Such inserts had been used frequently
to advertise fashion and home furnishings merchandise,
but for TV programs, it was a bold new idea.




6.

47.

The elegant gravure
supplement proved
successful on a number
of counts: it was eco-
nomical to produce and
distribute; reprints
were made available to
CBS stations for their
own local promotions
{the back page was left
blank for their im-
print}; photo and copy
elements were re-
usable for spin-off ads
and promotions. Most
important, the concen-
trated announcement
had enormous impact
and positioned CBS as
the prime network

for entertainment.

Inside spreads; one for
each day of the week.

47.
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SECTION 12 + SEPTEMBER 8, 1963
Advertisement Advertisement

N / @he New Jork Times

©1963 CP3, INC.

Same concept, new technique 48

The 1962 magazine supplement announcing the new season’s offerings
proved so successful, Dorfsman repeated the idea in 1963. This time he engaged Hirschfeld,
the artist who for years has been the definitive caricaturist of film and theatre people, especially
for The New York Times. The artwork endowed the supplement with a drama page editorial
look, and helped identify CBS with show business and stars. As with the 1962 supplement,
the 1963 edition became the source of spin-off and tie-in ads for daily newspapers.
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10:00-11:00 PM WCBS-TV
THE DANNY KAYE SHOW
Your world is brighter this season
because Danny takes over for an hour
each week at CBS, The Stars’ Address!

®2

9:00-10:00PM WCBS-TV
JUDY GARLAND SHOW
1t's a bewitching season as Judy

weaves her special magic each week!
Tonight’s guest ABCDEF GHLJKL
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8:00-9:00PM WCBS-TV
TED .S.U_L'}IYAN SHOW
ABCDEFG HIJKLMNOP QRSTUVWX
ABCDEFGH LJKLMNO PQRSTUV
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48. Cover of 1963 maga- 49. Inside spreads. 50. Small space newspaper

zine supplement. spin-off ads.
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The old Jules Verne
vintage engraving
intimated the science
fiction nature of the
program. The other
illustrative elements —
the trajectory of the
rocket and the arc of
the moon in the upper
left — directed the
reader to the headline
and down through the
text.

In the *Chronicle”
takem you to
the Raman Forum,

al2th mz miarket place

and Britain's Coney Island.
Accompan

biy the cast of

ond the Fringe,

it takes you on

ATRIP
TOTHE

CHRONICLE
7:130-8:30 PM
TONIGHT CBS®2
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52.

Which name would be
the bigger attraction:
Moses or Burt Lancas-
ter? By subtle use of
typography, they re-
ceived equal billing.
”"Moses” was set larger
than ”Burt Lancaster,”
but subdued by a
screen so that both
names read with equal
importance. The daring
juxtaposition of an
ancient subject with a
contemporary split-
screen photo technique
energized the page.

strongest empice in the
world to free the lsraelites
from . Of the

series was filmed
in Israet and Italy, and was
written by the famed

53.

51.

Announcing the “specials”

Aside from its regularly scheduled programs, CBS offers one-time-only
“specials.” To accentuate the uniqueness of each of the broadcasts, Dorfsman
consciously avoided uniformity in the ads. Each event was treated in a graphic style that
reflected the specific content and mood of the program. The ads were not immediately
identifiable as CBS ads, but bore the look of editorials. Even the CBS logo surrendered
its identity and conformed to the typography of the headline in each ad.

The poster-style treat-
ment of this ad implied
an event of artistic
significance. The
contrast in size and
scale of the juxtaposed
photos heightened the
drama; an example of
deft maneuvers with
stock photos.

m%‘mgmillz&.:‘mz
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THE NEW YORK TIMES, THURSDAY, JUNE 14, 1962

IGOR STRAVINSKY’S
“NOAH ANDTHE FLOOD"

| A
<l 7
A original dance dvama based on the familiar Biblical theme, with Lawrence Harvey, Sebastian Cabot.

Jacgnes ddmboise. and Elsa Lanchester; performed by the New York City Ballet. and produced by Sextant Inc.
1 Breck Golden Showcase presentation. Commissioned by the CBS Television Network.

WORLD PREMIERE TONIGHT 9:00 TO 10:00 CBS®2
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55.

56

Ing]:ld Bel’gl 1an appears tonight on the CBS Television Network

in a hauntingly powerful 90-minute drama of romance and betrayal: “Twenty- Four Hours

in a Woman's Life Also starring Rip Torn. PONIGHT 9:00 TO 10:30 CBS ®2

TWO BIG TELEVISION "SPECIALS” TONIGHT ON CBS ®2

Judy sings!
and sings!
and sings! in
a shimmering
hour filled
with her
favorite songs
and her
unquenchable
talent.And

as if Judy
alone weren't
enough, she
also dances,
jokes, and
cavorts with
two great
guest stars,

FRANK
SINATRA &
DEAN
MARTIN on
THE JUDY
GARLAND
SHOW
970 10:00
CBS®2

Wednapdary, Novombar 34, 1976 VARTEPY

54. Ingrid Bergman was not etted, illuminated face
anxious to sit for a emerging from the
special costume por- background, and the
trait for this ad, but arms extended toward
Dorfsman felt that no her audience, epito-
stock photo would mized Garland’s style
characterize the nature in concert. The open
of the program. He hands lead into the
dipped into his budget copy block which, set
and wooed her with a in reverse, maintains
Richard Avedon photo. the unity of the ad.

55. Judy Garland’s picture 56. This quintessential
for this ad came out of Lucy mug shot from
a CBS library of stock the CBS photo library
photos. The silhou- was a perfect illustra-

Presenting the stars
Some performers are guaranteed drawing cards.

But viewers can also be enticed by the
theme or mood of a show. Communicating
such information in an ad is not always
as simple as Dorfsman made it look,
especially when time and budget limitations
often forced him to work with stock
photes. Dorfsman’s choices and decisions
about scaling, cropping, silhouetting
and combining photos, made them look
made-to-order for each ad.
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Wedosmiay, Novomber 34, 1976

e was Lucy Ricardo,and she made America laugh...no,roar...

-the first time on October 15,1951.

:atest entertainers wi

Twenty-five years later, Lucille Ball is the world’s best-loved
lhead. The astonished...and astonishing. .. eyes, the endless

tion for the ad an-
nouncing the 25th
anniversary of the
"] Love Lucy” show.

Elizabeth Taylor made
her first appearance on
TV as a hostess on a
tour of her native
London. Instead of the
usual sultry movie star
image, Dorfsman
presented her with
ambassadorial dignity
silhouetted against a
photo of the London

58.

legs, the beautiful, sexy, funny, marvelous
goddess of innocent bedlam are world-
wide phenomena. Around the clock
and around the globe, at almost any hour,
someone somewhere is in front of
a television set having a ball with Ball.
She has, in fact, become an international
art form.And like all good art forms,
she deserves retrospective.

This Sunday from 8to 10 pm
we present " CBS Salutes Lucy...the First
25 Years.” Itis agorgeous tribute toa
gorgeous woman. Fifteen of the world’s
Il join her, including many of the people she
s worked with. There’ll be laughter, reminiscences, and replays
some of the funniest of her funny moments. And there’ll
aspecial introduction by CBS Chairman William S. Paley.
We at CBS are proud to have been home to Lucy for
the years of her television life. Like everyone eise, we are guilty
having chuckled, giggled, laughed and roared at the lady for
z last quarter of a century. With affection and infinite respect,
s want the world to know that we, too, love Lucy.
These two hours are our way of showing it.

56.
skyline. The combined
photos summed up the
contents and character
of the program.

Despite the Carnegie A
Hall setting, it was
clear from the photo
that this was to be no
long-haired perfor-
mance. Julie Andrews,
in ten-gallon hat, was
not going to behave
like Mary Poppins, and

- = :

ELIZABETH TAYLOR [N LONDON TONIGHT 10-11 CBS @2
In her tirst appearance ontelevision.the noted actress brings to the sereen a fascinating mosaie of the people and places that
make her native city unique among the capitals of the world. i eolor and black and white with script by S.J. Perelman.

Carol Burnett promised 57.
to be her zany self.
i x
Julie and Carol at Carnegie Hall™
starving Julie.dndrews and Carol Burnett
Tonight 10011 CBS®2
58.

57
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SARTETY Wedaruray, famanrs 16, 1963

Dickens
Chronicle

Wedaruriay, Jemanry 16 (983 SARTETY

RUSSIANS:
SELF
IMPRESSIONS

CBS TELEVISION NETWORK®

i/ t To
fly s
Y |
counterpoint 10 some of the celebrated
Rl cTeations of his s087ng ImagnaLion

Dominating the screen i the memorabie
figure of M, Pickwick’s famous manservant -
Sam Weller- who alternates between presenting

&

SE8 OO0

The influence of great men on their timen in
3 % melessofn realily than the latest news
L7 repertof a fre. an ach of Congress,ora Isher
L diopuie. In tonlght's breadenat RS News. L
- ranhes inte the reslitien of a past century to )

inate
Just s K reaches into teday's internations] 7

12 prosent an iaterview with Chanreltor e e
Adenauer,a military sapedition in Southeast
d

The Impact of Drawings

Since newspapers are saturated with photographs, Dorfsman occasionally likes the

sudden change of pace and impact of drawings. Also, there are times when photographs are not

available, or readers would not recognize the characters from photos anyway, as in the

case of Dostoevsky, Gogol, Turgenev, Chekhov, and Pasternak (59) and Charles Dickens (60).

A drawing, more than a photograph, can infuse a character with a legendary quality,
as in the Gershwin portrait (61). “Besides,” Dorfsman admitted,
“when everybody is zigging, I like to zag.”

The illustration 59.
for the “Russians”,
done by Milton Glaser
in 1963, is still the
subject of a friendly
feud between Glaser
and Dorfsman. Glaser
preferred his original
version, a virtuoso
drawing which he con-
sidered esthetically
superior to this one.
Dorfsman, however,
rejected it because he
felt it lacked clarity.
The final illustration is
the result of numerous
arguments and revi-
sions, a circumstance
that has happily not
compromised their
friendship.

59.

60.
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The CBS Television Network presents a 90-minute musical extravaganza with Richard
Rodgers as host—starring Maurice Chevalier, Florence Henderson, Ron Husmann,

Julie London, Frank Sinatra and Ethel Merman...Produced by Leland Hayward.
8:00TO 9:30 TONIGHTON CBS®CHANNELZ2
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WHAT A SEASON OF
SPARKLING SPECIALS!

vlrhty P clrcult in Western Canada. .."The Attempted open up television to the widest array of mem. tothe
music, dk tection of Simas Kudlrka atense drema based forms of enter
taries—more of all klndt will appear on CBS ona Soviet seaman’s life-and-death ieap to cmtel withina s addlng pal
Television for the 1976-77 season than ever before.  freedom...'Monte Carlo Circus Festival”...Peggy  endless variety and change of pa
Onthis 8 page are a fewof the spechll inthe Fleming with ‘Holiday on Ieo atMadison Square They're all in addition tothe excltlng new series
CBS schx 60 or more includ «The . And many more. nanlng on the CBS Television Network this fall, and
“Goldenrod,” a dramatic love story of the rodeo Program sp Is are s CBS sp y. They to g program

America's Salute to Richarc

All the merchandise on one page
These ads demonstrate Dorfsman’s masterful handling of many diverse elements
on a single page. He artfully combined photographs with drawings, and square halftones with
silhouettes, so that each element registered clearly and received equal attention.
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CBS PRESENTS FEBRUARY

Or how come such a cold month has so many hot specials?

4-5 pm.
Waum up forspring The tastest men in
esch Saturday the world hot up tha
~8 topreoniendars ice sach Sunday as
=ait wlo vie for CBS Sports foliowe
$225,000 1n prizes ' their drive for s crazk
match-play series. at tha Stanley Cup.

Tuesdays

Feb.d and 18.
60 Minutes.
10-11pm.

CBS News’ evary-other«
Tuecday magazin.:
covers an extrgowdinary
range of subjects: on

February 4. a visit wilh

the Duke and Duchess

of Windsor as they try

10 sefl Harry Peasoner

their milhon-doliar ]
home near Peris. ¢

" Sunday,Feb.8. » weaver turned donk vy -naplsy':{ l‘pvrv‘:oh’h‘
idsummer and atalry queen adc mischief—and tun
A M Id.su . bewitched into laving 1 the Royal Shakespeare
Night's Dream. nim are justtwootthe  Company production of
9.1t:15pm. mismated mortals the Bard's “sweet comedy

Saturday, Feb.15.
Fisherman's

K ) X
Worid. 1 gpm. >

Srwad and other
celabrit.es are cast

= Tuesday,Feb.18
e Australia:The
Timeless Land.

) 7:30-8:30 pm.
A National Geographic A love story of the Now
special brings a aweeping A generation that pases
panorama of the land timeless questions about the
down unier —from 3 a pnce of success. Barry Sullivan
cosmopolitan cies o » e Tuesday, Feb. 25, neads acast inwh chihe

the continent's great /& | CBS Playhouse: younger gencralion s
L |
(e ' “The Experiment! (/20150 155"
9:30-11pm. andM K. Douglas(Ki-k'ason). \
Fndaa Feb.28.
The Flightof

Apolic 411sam.’

Newgwill cover every
phasss of this next
(! cniical step in our
Charlie Brown. prograss towards.a
oon landiny
“30-8 pm. e\t 8IS
Sncepy gets idcas
‘above his station ind
the Pearuts Gang
raylo=- thew star

shoretcp

Locking Back.
8-9 Em.

Andy Gritfith and guests
Including Jane! Legh,
Don Kaotts and

iTennessee Ernic Ford
take 8 fast, funny leok al
the charms of the Thirties

Double Feature:
Thursday,Feb. 20,
7

The total effect — there’s a lot of excitement on CBS-TV.
Despite the variety of illustration techniques, the typography unifies the page. All picture
captions are set in the same typeface and size. The logo repeats the typeface of the headline,
sandwiching in all the disparate elements and keeping the page under control.
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THE GOLOEN AGE OF GREECE 6-7 PM Tonight in a unique television broad-
cast, King Paul and Queen Frederika of Greece review their coumtry’s historic
contributiong to civilization symbolized by that great monament of human
aspiration, the Parthenon. Surrounded by its soaring columns, t9e King and
Quecen discuss the design of the famous structure with CBS News Currespondent
Eric Sevareid. demonstrating how its noble proportions refleczed the social, po-
litical and artistic ideals and way of life of the Age of Pericles, the forerunner
of moderndemocracy. Produced bx Perry Wolff, tonight’s on-the-scene broadcast
is the second :n a CBS News series of specials entitled THE ROOTS OF FREEDOM

THE
HERITAGE
AND
THE
PROMISE

LINCOLN CENTER OAY 8.9 PM Just one year ago Lincoln Center for the
Performing Arts opened :ts doors to express “the enduring values of art as a true
measure of civilization!” Tonight a first-anniversary broadcast, with Alistair Cook
as host, will display the arts of the ballet and the musical theatre. Members of
the New York City Ballet, directed by George Balanchine, will perform excerpts
from ballets by Stravinsky and Bizet. Another portion of the program introduced
by Richard Rodgers will tell the story of the American musical stage, through
the singing of a notable cast with Sally Ann Howes, Robert Mcrrill,©2
Veronica Tyler, David Wayne, special guest star Miss Ethel Merman.

Promoting the cultural image

The opening of Lincoln Center for the Performing Arts in New York City provided
CBS with numerous opportunities to broadcast concerts, ballets and operas. It also created
opportunities for promoting CBS’s image as a major disseminator of culture.

This one ad announced
two CBS cultural
programs scheduled for
the same evening: a
documentary on "The
Golden Age of Greece”
and a broadcast cele-
brating the first anni-
versary of Lincoln
Center. By juxtaposing
an ancient Greek
temple and the archit-
ecturally derived
Lincoln Center build-
ing, Dorfsman made a
visual equation be-
tween the culture
inherited from Ancient
Greece and the cultural
offerings to'come from
Lincoln Center

and CBS.

When an associate of
Dorfsman discovered a
1927 newspaper story
about CBS's first broad-
cast from the old Metro-
politan Opera House,
Lou did not let the
promotional opportu-
nity slip through his
fingers. On September
27, 1966, exactly 39
years after that first
broadcast, he ran this
ad congratulating the
Metropolitan Opera on
its move to its new
home at Lincoln
Center. The ad
confirmed CBS'’s
longtime commit-
ment to cultural
programming,.

Just seven notes on a
startling blank page of
music may seem like
reckless use of expen-
sive space. Here, it is
an irresistible visual
device for drawing
readers into the text.
The copy in this ad
celebrated the opening
of Lincoln Center’s
Philharmonic Hall and
CBS’s continuing
involvement in broad-
casting and recording
concerts by The New
York Philharmonic.
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Notes of triumph

All that mesic is, acd prebably ever can be,
starts with these seven sounds. In different
combinations they have lulled children to
sleep, serenaded wamen. sent men off to war.
Bach used them % praise God. Brahms
. 14 A Tllahy Reetl
ven built them into nine trarsfiguring sym:
phonies that echo the depths of man'’s hopes,
joys and fears
Tonight these same notes celebrate the tri-
umph of an idea—the opening of the new
Lincoln Center for the Performing Arts. As
part of the zeremomes the New York Philhar-
monic Orchestra under Leonard Bernstein
will present its first concert in its new homne,
Fhilharmonic Hall.
Attended by a brilliant audience of 2600
people, the concert equally represents the
iumph and magic of electrenic communi-
cation. For it will be broadcast over the CBS
Radio and CBS Television Networks, where
it will be heard and by people than
have attendled all the performances of the
orchestra iu its 120 years of existence. And it
will be permanently recorded for posterity
by Columbia Records

In recent tears the Columbia Broadcasting
System has commissicned over 300 original
works for broadcat—many o€ them by the
world's foremost composers including Igor
Stravinsky. Aaron Copland, Benjamin Brit-
ten and Darius Milliaud. Its association with
the New York Phitharmonic Orchestra has
extended without interruption over 32 year:
through 1124 rad#) and television broad-
casts. Sinee 1940 Columbiz Records has
been the exclusive recording organization
for the Philharmonic. And in 1948 CBS
Laboratories revolutionized the recording
industry by developing the famous long-
plaving record which could reproduce a

CBS takes pride in helping to usher in a new
era of pleami:e and inspiration for Ainericans
through its nationwide television and radio
broadcasts ot tonight’s inaugural ceremonies
at Lincoln Center from9® | I pmepT. Besure

you are loaking and listeming.

‘THE COLU'MBIA BROADCASTING SYSTEM

8 more than passing in-
tran
y of Thirt h
butante of Lincoin C
tan Opera in

e will be

N our cpening night
d the first broadcas

s

that opening r
anotk
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THE
BUSlliJ:ESS

0
BEING
FUNNY

0ct. 30

Serious about comedy
These ads demonstrate two Dorfsman imperatives: grab hold of every
promotional opportunity and milk every advertising dollar for its full value. Each of these ads
started with a specific message which he extrapolated into a larger one

to position CBS as “the network of comedy stars.”

(BS®

The immediate pur- 67
pose of this ad was to
announce Danny
Kaye’s first appearance
on TV. But, by includ-
ing other CBS funny
men, the ad engendered
additional support for
Kaye and for CBS
comedy, as well. The
unexpected serious
expressions conveyed
to prospective adver-
tisers and to the public
that CBS comedy
programming was
thoughtfully planned,
and carefully re-
searched; it was serious
business. The ad rein-
forced CBS’s domi-
nance in the field of
comedy.

67.



When Dorsfman heard
from an associate that
Goodman Ace, a recog-
nized giant among
comedy writers, had
privately raved about
CBS’s “Mary Tyler
Moore Show,” he did
not let the unsolicited
endorsement slip away
unrecorded. He used it
to promote all of the
CBS comedy shows,
and to impress other
comedy writers, direc-
tors and players (espe-
cially in the Hollywood
community) with
CBS'’s leadership in

the field.

The design of the ad
looks simplistic. There
is more text than
picture. {Lou knows
when to let esthetics
take a back seat to a
good story.) The head-
line, photo, postscript
pictures of other CBS
stars, and the “haha-
haha” tell the whole
CBS story, even if the
ad isn't read in its
entirety.

68.

When the
erican comed
something

itsfu

says

For somethirg like forty years,
Goodman Ace has been the comedy writ-
ers comedy writer. Name the funny
man, and the chances are that Goodman
Ace put funny words in his mouth.

Se if he says something is funny, yau
got totigure it's funny. And this is what he
said about CBS': Mary Tyler Moore Show:

“A show with-a firely honed group of
players, so befievable and hilarious that
during the six days they're not on the air,
I find nayself fighting a desire to phone
their TV studio in Mirmeapolis to ask
Mary, Mr. Grant, Rhoda, Murray and Ted
Baxter how things are going. Mary Tyler
Moore is not TV's traditional ‘girl who
lives next door! But you wish she did”

And Time magazine, which doesn't
usually get all chexed up about situation
comedies, said this:

“Someane should write an ode to
Mary Tyler Moore, whose show seems to
get better with every passing week. Now in
its third year, the series has taken the
brass of the usual situation comedy for-
mula and transmuated it into something
resembling gold.’

The Mary Tyler Moore Show is just
one inalong line of CBS comedies that

THE NEW YORK TIMES, THURSDAY . MARCH 1,197

have made us beyond argument {which
isn't to say that we won't get an argument)
the top banana of the three television
networks.since the earliest days of humor
on the tube.

Forargument’s sake, let's just take
Saturday nights on CBSthese days. Start-
ing in a neat little-home n Queens and
ending in a big shambles in Hollywood,
all we do is work your funny bone.

For openers, there’s the top-rated
showonall television, alittle number called
All in the Family. Take away its ground-
breaking themes, its precedent-shattering
dialague, its psychology, sociology, phi-
losophy, and all the other heavy stuff, and
what you've got is one funny television show.

From Edith, Archie and the kids, we
go to Bridget Loves Bernie, which mainly
proves that all the world loves two lov-
ers. But just listen to how much they love
these two lovers. This year, the three net-
works brought out 23 new shows. Two
of them—just twe ot them—burst into
the top ten. Both from CBS. Both come-
dies And Bridget Laves Bernie was one of
them. (The other one was the indomita-
ble Maude, whom you aar catch on Tues-
day night, sailing into battle with her heart

deanof
%lwnters

on her mink sleeve, her political position
fixed, and her meuth at full speed ahead.)

Next, we're off to Minneapolis and
the aforementioned lady with the voice
that lives on the edge of panic—Mary
Tyler Moore.

Whereupon Bob Newhart gets on the
line to show us that (A)a psychologist
who shares a secretary with a dentist can't
be all bad, and {B) Newhart's maybe even
funnier off the phone than on.

Next, exploding onto our screen is...
Carol Burnett. Mostly tearing things to
shreds. Like traditiors, pomposity and an
occasional piece of furniture, And be-
coming evenmore popular while she’s at it.

Now we didn't put you throughall
this just to get yoau to watch CBS some
Saturday night. But just for laughs, why
don't you watch €BS this Saturday night?
You'll see for yourself that when we say
something is funny, it's funny.

And you'll see enough to keep you
smilingright up to the eleven o'ciock news,
and the report of that law pressure area
heading your way, bringing with it heavy
rains, and you have to take the dog out,
and you know yau left your umbrella in
the office. .
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Jack Benny’s twentieth 6
year on radio was
acknowledged with
this ad, as quietly
comical as the star
himself. Until Benny
appeared on TV, his
face was not familiar to
most people, but the
sound of his hapless
violin playing was
recognized instantly.
What better 1D. for

the comedian than

the violin with

the broken string?

JACK BENNY Maestro of the microphone . .. genius of casy laughter
<. faitbhful keeper of the violin, the Maxwell, and the all-Benny dollar.
He helped make radio a voice heard evervwhere—and comedy
a new art in radio. His nnfailing example of taste and showmanship
guides a new generation of artists. Today, his 20t year
on the air is a donble anniversary—in a showman's career and iu
a nation’s entertainment. To the Jov and pride of radio,
with the jov aud pride of CBS Radio— CONGRATULATIONS

69.

Suiting the message to the medium
Dorfsman struck incisively at the inherent difference between television and radio in these
ads. Each ad is appropriate to the star and to the medium in which he appeared.
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70. An ad for “The Jackie
Gleason Show” enticed
readers with familiar
visual memories of the
star. The series of
photos leads the reader
through the entire page
to the blank box at the
end which cleverly
suggests there are more
characters and sur-
prises to come.

70.

THE NEW YORN TIMES, PRID Y. SEPTEMBER 28 1962

Jackie of all trades

(LMNOPQRSETUVWXYZ)

Hehasyettoplay Hamlet. Butden't knock theidea. For thisisa man of multipleand monu- THE JACKIE
mental takents that have carried him to the pinnacle of fame in the entertainment world. G LEASO N SHOW:
Tomorrow night at 7:30 pm Jackie Gleason refurns to the CBS Television Network in a ;

brand-new full hour blazing musical comedy and variety program with special guest star THEAMERICAN
ArtCarney, Sue Ann Langdon, FrankFortaine, the June Taylordancersand hiscustomary SCENE MAGAZl,N B
bevy of beautiful girls. Be sure you're watching. You'll see a phenomenon of showbusiness.
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Wk thic announcemont, (8BS Rudio spens the mass

special prometions.

RED SKELTON, warchowmen. serscivomen — wd
Mo 13 mailian lsbenors — o

teme basis. The cost : app

0 o magasins.

Hore's how a onosime budget new fits bigtime radiot

THE CBS RADIO NETWORNK

71. The segmented photo
graphically introduced
to advertisers the new
merchandising scheme
of sponsoring segments

of an expensive pro-
gram. In the 1950s, this
was a departure from

the practice of selling a
valuable property to a
single advertiser.

rys

Three ways to see Red
This retrospective of Red Skelton ads illustrates Dorfsman'’s

flexibility in shifting approaches to the same subject. It also reveals how
he responded to marketing imperatives and the visual
vernacular and social themes of the times.



@2
8:00-9:00 PM WCBS-TV
THE RED SKELTON HOUR

Have a hilarious hour with television’s
Clown-Prince! Tonight's guest stars:
ABCDE ABCDEFGH ABCDEFGHIJK

REDIS
BEAUTIFUL.

73. A tune-in ad with
Hirschfeld illustration
cloned from the 1963
supplement.
iSee page 53.)

us many, masy more.
Isn't thata Iautiful way to see Red?
“The Led Skelton Show™

8:30 TONIGHT CBS®2

74. A 1960s tune-in ad.
The headline echoes
the popular “black is
beautiful” slogan of the
'60s. The layout and
typographic treatment
reflect the prevailing

\ Minimalist movement

in the arts of that
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Advertising the news and public affairs

ecause they enjoy the use of public airwaves, radio and TV sta-

tions are obliged to pay their dues and devote a portion of their

broadcast time to news and matters of public interest. Although

such programs are not generally high-audience shows, (CBS’s

current 60 Minutes is a notable exception), CBS went all-out in

the area of public information — to maintain its desired image as
a responsible public institution.

Starting back in the days before World War II, CBS lined up a news team
that was the undisputed leader in the field. Their direct-from-the-front
broadcasts during the war, their intrepid domestic reports and their elevated
intellectual style set the standard for the entire industry. Through the years a
succession of CBS reporters and analysts maintained the network’s reputa-
tion and authority, and CBS News enjoyed a virtual monopoly in the field for
decades. Also, CBS shows like “See It Now,” “Face the Nation,” the unforget-
table 1954 “Army McCarthy Hearings,” “CBS Reports” and a series of educa-
tional documentaries fortified the company’s prestige.

But when television exploded as an advertising medium, the demand for
prime time exceeded the supply. Networks had to do some serious juggling to
balance profitable high-audience entertainment with less profitable educa-
tional and cultural offerings. As a result, the entire television industry came
under blistering attack. In 1961, Newton Minow, the chairman of the Federal
Communications Commission, chastised the industry for underestimating
the intelligence of its viewers, programming lightweight, mindless entertain-
ment and turning the public airwaves into a “vast wasteland.” (Mr. Minow,
still vigilant, currently exercises his concern as a board member of CBS, Inc.)

At that time, Dorfsman saw it as part of the Advertising Department’s
responsibility to counter the negative image and impress opinion leaders in
Washington, as well as in the educational and religious communities, that
CBS took its public obligation to heart. His ads had to reflect the intelligence
and concern of the network. But he also knew he had to make news and
information programs sound entertaining and urgent enough to attract lis-
teners and sponsors. Every piece of advertising and promotion was geared to
entice the audience and, at the same time, to make CBS appear as a veritable
university of broadcasting.

75. The CBS News Team
at a presidential nomi-
nating convention. The
booth, designed by
Dorfsman, made CBS
eminently visible to
convention partici-
pants and the TV
audience.
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Collision at Columbia,

Backfire at Berkeley,

_ trife at Sorbonne,
Disruption at Duke,
Opposition at Oxford,
Semantics at San Francisco,

Turmoil at Tokyo,
Conflict at Chicago,
Revolt at Rutgers,
No nonsense at Notre Dame.

What's got the students of the world in sucl

four yesrs ago at Berketey. And we've bee nd .

the problem ever sin ith broadcast; el ow Left,
Sixte tepped up aur efforts.
Last jloge Turmoil,

In late May and June we’ Ing you a special series, three full hours titled
Generations Apart. The failure of understanding between young and old «an

make youcry. Or rage. Or turn to a news source that offers less heat, mors light.

The “Worldwatchers” campaign
From the mid-'60s to the mid-'70s, the world was in a state of social and political
convulsion. There were campus riots, race riots and international incidents. News reports
were full of strange names. Battles were being fought in unpronounceable

places. It was all troubling and perplexing.
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0. The words for this
series of ads were
derived from news-
paper headlines. With
clever word play, repe-
tition, alliteration,
puzzling abbreviations,
and arresting typogra-
phy, the ads provoked
curiosity and readership.

Dorfsman also coined a
name for the CBS
Network News Team,
“Worldwatchers,” and
designed a symbol — a
jigsawed globe resting
in a newsman’s hands.
The take-apart globe
and hands appeared in
newspaper ads and in
on-air promotions (176},
intimating that CBS
newsmen could take
the world news apart,
study it and put it back
together for the viewer.

WAICH THE
WORIDWATCHERS
CBSNEWS

Innovation:Washington.

: ches ; Initiation:Paris.
o on Walehios Moaysiin. Indication :Saigon.

MaowatchesHo. - Inensitiction: Hano
nation:Peking.
~ Ho WatChes.Il%’ lnflammation:Prag'tllge.

(Who watches Thieu). Indignation: Moscow.

Ngsser wwgttﬂes BayGaan . llmplt.nt‘azion Ee;Avw

n €S beuaulie. mplication:Cairo.

DeGaaly‘?le watches Nixon. lntepwentiomU.N.

Installation:Grand Forks.
Investigation:Moon.

V-

(#

Cronkite watches Everybody.

ALk} WATCH

THEWORLDWATCHERS
CBSNEWS

77-80.

THE WORLDW
CBSNEWS

ATCHERS
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A 90-MINUTE SPECIAL BROADCAST:CBS REPORTS TONlGHT 8 30-10PM @2

Film technique for newspaper ads

For these CBS documentaries, Dorfsman developed a format related to the split
screen and quick cut used in film making. By positioning two contrasting photos side-by-side,
he encapsulated the contents and drama of the shows.

'World Radio Histol

The photo on top 81
reveals the turbulent
scene at Normandy
Beach on 1D-Day. Below,
General Eisenhower
and Walter Cronkite
survey the peaceable,
deserted site 20 years
later. The ad promises
an authentic review of
the event by the Gen-
eral and the CBS news-
man who “were there.”

8l.



32. The photo of the ocean
is almost three times
the size Of (he desen _THE NEW YORK TIMES, THURSDAY, OCTOBER 19, 96} N
phota. The graphic ool -
relationship not only
dramatizes the subject
of the documentary, it
promises startling
insights into the para-
dox of thirst in the
presence of oceans
of water.

75% OF
., THE EARTH'S I S o alaite e
SURFACE f t vidt ¢ ongis. the CBS
IS WATER antinues to clarify the crucial is-
-BUT movirg rorrow night the CBS News pro-
THE EARTH President preserts an m~tM~$me report of
1S DYING r N0 %arty Congress meeting in Moscow.)
OF THIRST!

CBS REPORTS:“THE WATER FAMINE"TONIGHT 10-1IPM CBS®2
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ThE:
@ FRESINERY:

\ JANL 20 16 S

sination approaches,CBS Ne
hlighted our thirty-fifth P,

s, those at his inau-
uring the Cuban missile crisis,and following the signing of the
it ban tr. Inr thy ded nar , his ¢k 2880~
al memories of President Kennedy,contributing
to those history-making experiences they shared with him.

The Burden and the Glory of gohnﬁl@)nnedy
Tonight 7:30-8:30 CBS News ®2

Narrated by Hubert H. Humphrey, Dean Rusk, Adlai E. Stevenson,
W. Averell Harriman, McGeorge Bundy, Plerre Salinger,
Theodore g. Smnlﬂ: Allen W. ng;s. Arthur M. Schiesinger, Jr.,

)
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3. The documentary
scheduled for the
anniversary of Presi-
dent Kennedy’s assas-
sination was advertised
with this haunting and
provocative, rear-view
photo. It defined the
absence of the man and
implied behind-the-
scenes revelations.

84. Instead of a close-up

portrait, Dorfsman did
the unexpected and
chose a long shot of
President Eisenhower
in casual conversation
with Walter Cronkite.
1t reflected the univer-
sally held vision of

Ike as the relaxed,
communicative father-
figure.

TONIGHT 10-11PM ON @ CHANNEL 2,GBS REPORTS PRESENTS THE
PERSONAL STORY OF THE 34TH PRESIDENT OF THE UNITED STATES

EISENHOWER ON THE PRESIDENCY

e CBS Telession Network brings youshis unique browdeast mir-
Dnng the mind and perwonaltty of 3 wan who a4 mach & any
wirer individual helped shape the mmsaive events of the pag tvo

Jeowtes ol iston ) or the first trime millons of Americaas througn-
aut the nation will have ar opporiungy 10 see and lwar former
Present Lrwmht 1) Fisentower reveal hus camdid assessment of
nans of the wwh events and wuss of s adminststions

n the first el an e whasiseseries of baxuleusts he will discias the
guestion of Prowdentisl discbility and speak frunkly about 11w di

senwicns of the MeCartdy em and the Presbonaal esndidacy of
Richard M Nixon He wit mako known his concem over the grow-
g miitary and tecyrological forees at work in the nanon. He will
tell hew he learmed to v withithe tenvioms of the Preadency and
how we must allkearn 10 ve ' ith the tensions S ou Lines
Tiimed in the hitericToun Tysude surreuncing the President’s
Gettytburg fam. ths sersss of aeur-lerg progams is a fasenat.
ing distillation of “rve cays oF nformal convensstien between
Mr Eisenhowet and Ciits Newss Correspendent Walter Cronhite.

This camdid, pugna-
cious close-up of Lyn-
don Johnson promised
that his TV interview
with Walter Cronkite
will be a challenging
confrontation. There is
an immediacy and
directness in the photo
that guarantees some
straight talk.

Last time he told Walter Cronkite
that he would have beaten Nixonin '68, that he didn’t intervene
to keep the Democratic Conventionin Chicago, that he wouldn’t
have accepted a draft for the Presidency, that he hadrather
serious questions in his own mind about being President.

What will he reveal to Cronkite tonight?
10pm GBS News®2

i dcczion 10 Nalt the bnasbin

84. 85.

Depicting a president
The job of presenting a U.S. president in an ad raises questions beyond the
quality of the phato. Is he recognizable? Does the photo capture the personality?
Is it objective, or is it prejudicial? Will it please or offend the public? How will it reflect on CBS?
Will the photo communicate the nature of the program?

In the actual broadcast, there are opportunities to present many facets of the person. In an ad, you
get just one shot. Dorfsman’s concern for CBS’s image, and his own astute perceptions
about the men involved, gave these ads their direction. The ads look like editorials,
with no hint of commercialism. At the same time they present CBS
as the host to an edifying experience.
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86.

Who makes the decision to use nuclear weapons?
Who pushes the button? How long would an all out
nuclear war last? Is use of nuclear weapons virtually
automatic if war breaks in Europe? How long could
the NATO forces hold in the event of Soviet nuclear
attack? Is it true that manned hombers can't reach
targets fast enough to evade Soviet anti-aircraft?
At what point do you abandon conventional warfare
andusetacticalnuclearweapons? if nuclearweapons
are in the hands of front-line units, does this not give
away the power of decision you and the President
want to retain? With fifteen fingers on the trigger
(NATO countries) how can you arrive at a decision?

“NORSTAD OF NATO"~TONIGHT

6TO7PM CBS®2

31 Million

87.

Provocative questions and answers

The object of these ads was to arouse interest and create an audience for CBS’s in-depth news
specials. Each of the ads aimed to engage the audience with a different device.



His wife, his mother,

his best friend, his boss,

his fellow workers, the
boardinghouse keeper, the
police chief, the girls who
heard shots, the Governor,
the rifle range manager, the
bus driver, the cab driver,
the woman who saw

Tippitt shot, the clerk

who spotted the suspect,
the arresting officer...

will reveal today, as they
did before the Warren
Commission, what they
know of Lee Harvey Oswald
and the tragic events of

last November 22.

Television’s most complete

coverage of the background
and findings of the

Warren Commission Report
5-7pmToday CBS News®2

88.

86. The general in the ad

looks worried. It's a
disturbing picture
because generals
should radiate confi-
dence. But General
Norstad, Supreme
Commander of NATO
forces, has some trou-
blesome questions
about nuclear war that
should also trouble the

87.

reader. The questions
are articulated in the
ad; the promise is
they’ll be answered in
the broadcast.

A proposed ad to pro-
mote participation in
the CBS Current
Events Contest. The ad
presented the shocking
statistic that in the

Thisisthe bullet
that hitboth

President Kennedy and

Governor Connally

the Warven Repon, confus

rid

TheWarren Report: A CBS News Inquiry in Four Parts

Tonight, Tomorrow, Tuesday and Wednesday at 10pm in color CBS News ®2

midst of the controver-
sial Vietnam War, “31
Million Americans
Don't Know Whose
Side We're On.” The ad
suggested that the
broadcast would clarify
other important issues,
as well.

88. The ad promises inti-

mate person-to-person

89.

interviews, questions,
answers, and revela-
tions about the murder
of President Kennedy.
The copy, photo and
name of the show are
threaded together in
one urgent message.

The headline states a
fact, and then ques-
tions it. The program

89.

on the Warren Com-
mission Report sounds
like a mystery story,
not a legal treatise.
(Dorfsman went to the
National Archives in
Washington and held
the actual bullet in his
hand for this photo-
graph. He never fakes
the details if he can
get the real thing.)
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' “THE YEAR |
-OF THE
‘POLARIS |

WITH EDWARD R MURROW
89 TONIGHT ON
e ons CBS®CHANNEL 2

[
nt weapon ..a nuclear headed of a daning underiaking that m

rsLstage 18 2 foor submarin

We'll keep our eye
on McDivitt and White,

for complete coverage from
countdown to recovery,

starting tomorrow moming at7

“Gemini Preview"tonightat8

CBSNEWS ®2

90. 91.

CBS and the national adventure
For a series of CBS broadcasts about the United States’ advanced technology in weapons
and space explorations, Dorfsman established a totally journalistic approach. Some ads focused
on the event, some on the people, some on the technology. In every case CBS was
identified with the adventure as if it had been along on the voyage.




92.

'0. The sequence of photo-

graphs picturing the
firing of the Polaris
missile suggests that
CBS cameras were on
the scene. The copy
guarantees that the
broadcast will educate

91.

listeners about this
space-age nuclear
weapon.

Astronauts [ames A.
McDivitt and Edward
H. White were featured
as partners in space.

92.

Newsmen Walter
Cronkite and Mike
Wallace were presented
as their partners on

the ground.

The close-up photo
of the space shoes

it goes from here.

quaTter-acre

suggests CBS's exhaus-
tive coverage of the
moon landing. Dorfs
man regretted that he
could not get his hands
on the actual pair of
space shoes used for
the moon walk. But he

Man on the Moon: The epic journey of Apollo11
Coverage starts at 7am CBS News ®2

consulted with author-
ities at NASA and had

a facsimike fabricated
according to their
specifications. The

moon landing in the ad
was re-created at a

Long Island aircraft plant.
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THE
ROCKET'S
RED

GLARE...

Early tomorrow mornlng — it all
goes well —the eyes of a nation,
and its hopes and prayers, will be
focused on the first attempt of
an American to orbit the earth

As the rocket propeiling Lt
Col. John H.Glenn, Jr., soars into
space, the magic of television witl
enable millions of his fellow
Americans to share in one of the
great moments of their histor

Starting at 7-00 am.. the C
Television Network will stand
ready to transmit continuous
pooled reports of Colonel Glenn's
three-orbit flight starting withthe
advance preparations for the lift-
off to tis recovery some six to
eight hours later in the waters
off the Bahamas.

REPORT ON RECOVERY

The CBS Television Network will
interrupt its program schedule
to present the video-tape report
of Colonel Glenn's recovery the
moment 1t becomes available.
Should the flight be postponed,
the network will, of course,
broadcast the event whenever
it 15 scheduled

For its own special coverage
and supplementing the pooled re-
ports of the event, CBS News has
assembied the largest comple.
ment of reporters, technical per-
sonnel, and facilities ever con.
centrated on a single news event
with the exception of the national
conventions and elections. Sta
tioned at the CBS News control
center adjacent to the launching
site at Cape Canaveral, CBS News
“anchor man" Walter Cronkite
assisted by Charles von Fremd
and Richard Bate, will provide a
running commentary at the mis
sile area. The event will also be

broadcast by the CBS Radio
Network with CBS News corre
spondent Dallas Townsend as
*“anchor man“and Arthur Godirey
providing commentary

To picture the course of the
flight, a model of the capsuie will
be moved by magnets on a flat
projecticn map showing the as
tronaut's location at any given
moment. In addition, two ani

mated globes will also reveal the
orbitat course.

HOW TO FLY A CAPSULE
CBS News wiil also present a
striking demonstration of how to
“fly" a capsule in a special 20
minute filmed report showing
an engineer manipulating the
controls of 8 capsule identical to
the space craft carrying Colonel
Glenn onhis journey

From London, Paris, and Mos.
cow CBS News correspondents
will report foreign reactions to
the ftight; while 1n Washington
CBS News reporters Roger Mudd
and Neif Strawser will describe
Congressional reactions and the
United S:ates Information Agen.
Cy's brozdcasts throughout the
world. Fram New York CBS News
Moscow correspondent Marvin
Kaib and UN correspondent Rich-
ard C. Huttelet will describe the
Soviet man-in-space program
and cont-ast the relative secrecy
of the Russian experience with
the full pablicity surrounding the
American effort.

FAMILY REACTIONS

In New tConcord, Ohio, Colonel
Glenn's home town, CBS News
correspordents Marry Reasoner
and Hughes Rudd will interview
the astranaut’s parents and re-
port the mass gathering of the
town’s 2100 citizens at Muskin.
gum Collsge to watch the broad-
cast. In Arlington, Virginia, CBS
News correspondent Nancy
Hanschman will report the reac
tions of Mrs. Glenn, her children,
and her parents at their home.

For the benefit of the thou-
sands of dailly commuters and
other travelers in Grand Central
Station, & giant screen will «
port the flight, as CBS News
correspondent Doug Edwards
moves through the crowds to pick
up the reactions of the public

Finally, if all goes according to
schedule, CBS News will present
a special report tomorrow night
at 7.30 p.m. reviewing the high-
lights of the day’s events and in-
cluding the press conference
with top NASA ofticials following
the completion of the flight

Tomorrow will be a day to re
member as television once again
demonstrates its unique power to
enlarge asd deepen the range of
human expertence. From the
dawn's early light tothe twilight's
last gleaming, you can see it al).

CBS®2
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This abstract version of

the flag served a func-
tional and psychic
purpose. The white
stripes provided copy
space. The overall
design provided the
patriotic mood appro-

priate for the program.

94.

Frestota
MACO-PARt senis

Black I hstors
LostSolenor Sraved

The half-flag painted
on the black man’s face
was a potent symbol of
the unfulfilled citizen-
ship of black Ameri-
cans, the subject of

the broadcast.

Front1 776 to 1927, wannen Tud nosg
n goverrment,

Bersy Ross wies e alfoned 1 vowe,
Neither was Durlly Madisar e Or Marzha
Wehimymon

Or even Bartves Sneecdae (“Shao ot
you munst this ofd gra, head bat sure yoar
courtrysthiz.” she sard)

Bur voring ween't the halt ot e

Wotnen were expecand o keep sherr
pohtical opimcs to themselves.

In one state. gman sould legalls hewr
his wite wheneser he thow'se due
needed it provided the ik be userd was
rwr thicker than the ke judiee’s thumb,

Inventive use of a common symbol

95.

Woaren Jidn't wea the
unal 1922 And things heve resn

the that were o e s
eno! to Strwacles fike ehis st grpour

artention

wht e vee

Sewa we approsch our Bicenrennial
we lonk behind e e we
towhere we are iy

CBS s chunge juse thea,

In an exciting senes of boaduae
entithed appropristel enowghy, “The
Areriea Parade.” And punssd by
Eaton Copuatan

The panke wall b led by “We vhe
Woenen,” wiuch will mwe Amenca’s
continury — and sumenmie birrer
stnugzle 00 womens sl mehes

We the Women witl be dmwed
by dooen eeher Buontennaal
penpect sesam the Frosdoscy de
Inddustnal Revadutior, Shvery,
the Armrad Forces. rhe Winning of
the Weae Conures Lahor amd vther
aspects o our comime n hergage

Near will be “Mr Presdent.” whs
ks us from Ceonx Wosh neten o
Tokdy Rowsevelt, the e Presdent of
the 20th&entury

Tt willbe tolkowed b “The 3ath Star
Tesall sl ehe sten o3 Koo the 34th
atarin the Union flae — how iz grese

The American flag is such a familiar symbol, it almost goes unnoticed. When
Dorfsman injected the flag in a series of ads, it was done in such an unexpected way, it forced

attention to itself and the ads in which it appeared.

The succession of flags,
coupled with the
headline, made a
satiric comment about
the role of women in
America. The ad was
designed to arouse
interest in a CBS-TV

series on historical
subjects.

Irven budtabs prarre thanach the soming
of the rarlnd, the Tagan and Cial
Wars, the camng of thie kicusts and the
o Je cities,

I produces ; dhis venies, CBS News
thus takas a themare, mther thn
chrmkwncal approash s histoey, and
alkows 1t 10 he seen trom a vaners il new
and ditferent penpecryes

Tt st tor sy yomandd yonr family
sl learn a kot ahout Amerwea that
waw never knew hetore

'Ihe
eé

1heﬁrstmthem

premieres SundayMarch T 8.9PM.

" CBS®2

954
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You always said you

And now your darling daughter has
presented you with one that doesn't look
like you. Or like her.

How do you handle it? What do you say
when she tells you she has adopted a
black baby instead of having a child of her
own?

Ready for that kind of news? There’s
plenty of it around in this high-pressure,
fast-changing, almost unrecognizable
world.

Not just adoption across racial lines.
Kids without marriage and marriage with-
out kids. Teen-age divorce. Communes.
Abortion. New attitudes, new ways, that
are tearing up all the old ideas about sex,
and love, and life, and family.

Bewildering, alien, frightening changes
arrive faster and more unlooked-for every
day. Especially in the big cities, where
everything seems to happen first, change
faster, and come harder.

How do you deal with it?

First of all, you've got to know what’s
going on. You can handle almost anything,
but no surprises, please.

That’s our job. The CBS Owned tele-
vision stations in the big cities where the
changes start. New York, Los Angeles,
Chicago, Philadelphia, St. Louis. Digging
into what’s happening. Holding it up to
the light. Examining it. Trying to see if it
makes sense.

Qur stations broadcast more than 800
hours a year of this kind of public affairs
programs, Programs designed to elimi-
nate some of the surprises. To cushion the
shock of change.

Like the recent fifteen-part series in
which our Chicago station probed today’s
marriage modes, so wedlock at 16 and
divorce at 19 won’t come as such a mystery.

Or a program our St. Louis station
did on “VD and the Kid Next Door” that

underscored one particularly worrisome
aspect of changing times—VD, once
considered an “adult” disease, and now
most virulent among teen-agers.

An inquiry into the alienated life-
styles among today’s youth called “Tamor-
row's People”—which just won two
local Emmys for our New York station—
was designed to make it somewhat under-
standable when a youngster with all
the promise in the world decides to chuck
it and move into a commune.

Ch

wanted grandchildren.

A program called “V,” in which our
Philadelphia station showed one group
of young activists actually working inside
the system to change it. Successfully.

And what happens when daughter
brings home a new, adopted, bouncing
black baby—explored by our Los Angeles
station in a program called “More
Special Than Others,” designed to ease
the shock for grandpa.

So it won’t come as abolt from the blue.
For him. Or his neighbors.

c.

Youcanseeitcomingon
TheFive CBS®Stations

Daring

In an era of social revolution, CBS initiated a series of programs that spoke out

about some traumatic problems facing the nation: the epidemic of divorce, school drep-outs, teen-

age pregnancy, the spread of venereal disease, the breakup of families, babies born
out-of-wedlock, and interracial adoption.
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The plot to inform the people

Huddled in the empty vastaess of San Francisco's
Cow Palace arc some of the most experienced,
knowledgeable and expert jouinalists :n television.
When this picture was taken some |0 months ago
they were formulating their strategy and tact’cs for
thebig duy—July 13-when this huge auditorium will
explode with:a smoke-filled mass of banner-waving
Repubiicans gashered in national corvention to
select their candidate for the next President of the
United States.

The seated figure in the foreground is immedi-
ately recognizable to niany millions af Americans

who watch THE ¢ BS EVENING NEWS WITH WALTER
CRONKITE. They know him as one of television's
most distingaished reporters who has trucked down
and come back with some of the biggest stories of
the past two decades...who does his own leg-work
and meticulouslv gathers the facts and figures.
vho has covered every national convention and
najor election since 1952.
For the past tour years Cronkite and his col-
leagues” have been plotting the coverageof the great
tical events of 1964. They have delved into the
history of Presidential candidates, primary elections,

Dramatic

party platforms, electian campaigns and regional
voting patterns until they know them virtually by
heart. They form the nucleus of the CBS News Elec-
tion Unit,part of a natioawide coordinated news
organization of some S00Torrespondents, reporters,
poltical analysts and public opinton experts. In
th i ] t |y it} will Zil:
most complete, accurawe and informative pictures
of the Presidentsal election process available to the
television audience. If the'sceneabove seems hushed
and mysterious—wait till the political fireworks

erupt on your screen in July. OCBS News

There are more direct ways to tell the public that CBS will cover the presidential

nominating conventions. But this mysterious photo of Walter Cronkite and CBS reporters

seated in an empty convention hall planning their presentation, promised that the
broadcasts would be comprehensive and memorable.
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VOO T TR Tiaame MONDAY, AU 10 19w

THE A YORS TIMEL B EEDAY, AUGLET 18 19er

Be there when the brand-new team of Robert Trout and Roger Mudd swings
into action as anchormen for CBS News coverage of the Democratic Conven-
tion in Atlantic City. Together with top political analyst Eric Sevareid and a
crack CBS News convention team, Robert Trout and Roger Mudd will bring a
bright, bold point of view to one of the year's most important television events.

What’s in a name?

CBS Nows Comenpmomts Rebet Troud snd Rages Mudd wll

Wt 6007w on 1he o of the Capltal, raperting the Civ
AR Gotute. 3 Navnd 86 2 Lndmar o Spievmnon PRSI,
/€ Semurenc ot M puwsioss sty B0 099488 D0t Wit o0
o000 St T e g play o ity . lotroned

1 City Trin ant Mokt 9 8 B/t v b et o o S

e o CBS Pt oo COvANR. - o s Woltace 0 Cowtas Kusak.

e e e o i g « oty s s PeToc Ty oo 8
Tooy ws

o towmng Tt oud Muttl, GO Nowi comtmaas By wiodon ratong Clmgrehima Covrage of o0 of e e boesion

oo ol Bia o
At Do trane navmas, i1t gat: CBS News - Mroudcauting's

TSRS ST e A T e B s L e T
See for yourself See forzfourself
®CBS NEWS Starting Tonight at 7on CBS®2

Promoting the news team
During the 1964 presidentia] nominating conventions,
NBC's Huntley-Brinkley team was running away with the ratings. In an attempt
to win its share of the audience, CBS created a new anchor team, Robert Trout and Roger Mudd.
Dorfsman explored a number of techniques to call attention to the new team
and to CBS coverage of the conventions and election returns.
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The qush
. persuasive reason there
s for piningas s the Repabiic t

Armencam - spend moer tene watching

| CBS News during e Democratic
Convention than any other tfevision source.

The best place for the race is right heve, 1%11' am like tt%IS 2
Starting tomorrow at 6:30pm, this is where you'll moare 1s there say’¢
et the complete election picture firmt. = -
100. 101.

98. The purpose of this ad combination of names. Eric Sevareid. The married to a single a horse race.

was to introduce the

multiple photos, in

technique; he’ll try

new anchor team, and . The whole CBS news close-ups and long anything to stir up in- 101. An almost all-type ad.
to hyphenate the duo team was presented in shots, recreated the terest and readership. The CBS News Team
in listeners’ minds as this ad, with special visual excitement of Here he resorted to the was lined up like an
solidly as Huntley- attention to anchor- the TV screen. irresistible cartoon all-star roster of
Brinkley. The ad also men, Trout and Mudd, approach, parodying players in a sports
played up the amusing and veteran analyst 100. Dorfsman never stays the convention as event.
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The man who
“wrote the book”

! on convention coverage

“Nothing replaces two feet in motion’

BCBS News Ay Ve

BUY
TIME

As a cub reporter
Walter Cronkite was
always there
with the big story.

He hasnt changed a bit!

102.-110.

Presenting a national institution
In his time, Walter Cronkite was the #1 CBS newsman and
the paragon of a professional news broadcaster. He radiated intelligence, integrity
and authority. But to be successful on television also required a warm rapport with the audience.
In a series of ads designed to popularize Cronkite, Dorfsman balanced the image of the
authoritative figure with that of a down-to-earth, accessible human being.



1952
1954
1956
1958
1960
1962

1964 Walter Cronkite extends his record run as the only

television reporter to cover every convention and election

since 1952. Joined by fellow CBS News Correspondents

Numberl Eric Sevareid and Harry Reasoner, and backed by television’s
: most experienced news-gathering organization, he’s the

man to watch at the Republican National Convention

in San Francisco beginning tomorrow. ® CBS NEWS

How
Walter Cronkite
ot to

San krancisco

Re-deet the
Most Trusted
Man in
Anerica

CHS NEWMFLECTION'T2
STARTING GMIPM, 82
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CBS News was the only news
in
“ive™
‘coverage of the semoon
procesdings of the March on Learning that a French magazine On September 18 Teamster laader
‘Washingion on August 28 and to editor had taken clandestine James Hotta came out in wwon
carvy “live” the “I Have A Dreem™ flims inside Red China showing of Gov. Neison On L]
an inmerview with C8S spesch by the Rev. Martin Luther the conditions under which the Qn 13in a speciat report
News Far Eastorn King. in addition to the three people lived, CBS News' Hong hait-hour interview with Walter exclusive interview wn sunloy onthe wmla adlvnon Leander
Mme. Nhu first hours of afterncon Kong C¢ Bernard Cronkite, the public received its  Levey, CBS News business, labor  Perez, political boss
used her widely-publicized ‘caverage & specisl hour-long Kalb notified New York tirst rounded political portrait and economic corraspondent. Plaquemines Parish In l.oulslnm.
“barbecues™ in referring 1o the news summary of the event was of Senator Barry Goldwater since it was broadcast on the and the Roman Catholic Churoh
ring prime evening more ware made 10 broadcast the fitm  he became & front-runner for the: cls MORNING NEWS WITH
night. on September 1. Presidential nomination.

STRONG STRONG STRONG- STRONG STRONG STRONG
FEELINGS() _POSITION HOLD PO§I§ILITY NUDGE FEELINGS (D

STRONG STRONG STRONG STRONG- RO
GIRL ADVICE FAITH MINDED MEDICINE

For a tota! of 9 hours and 42 As hurricans Flora ravaged the On October 10 CBS News In atransatiantic In the first interview grunted to At 10230 pm £ST Sunday night,
Waller Cronkite  TOWN MEETING OF THE WORLD television since hostilities broke  November 3,8

represented “ive” coverage, destructionsand desth 1o more Interviewed
the CBS Television Network inerview in Budapest News Dwight D. Eisenhower at his farm  satellite, Teistar |1, Protestantand  President Ahmed Ben Itella in
carried the Valachi hearinge with Jenos Kadar, in which the 1n Gettysburg. General Catholic ciergymen inLondon,  Algiers told CBS News the
which started Y forthe Rome, P . New Jersey  Correspondent Paul Niven that the
ot Senate that full first time that he was In favor of metinats 11 his troops L] ngm showing the occupation of the

refations would be withdrawing the bu'k of Unilod of the forces working for until t Palace and the atreet
It was the only network to provide  resumed between Hungary and States Chy 10 their fighting.
‘such extended coverage. the United States. The interview was carried "live” over the CBS  The interview was bromicaston  Kalischer and CBS News
was broedcast on October 4. Te evision Network at 8230 am FACE THE NATION o Ov:iober 27.  cameraman Ji
eno«omnewnwmc
on tape for nighttime audiences
tha following day st 730 pm.
'ijoumnllunnmboﬁ.

The real strength of a news organization is its
abilityto uncover and illuminate the events and
forces that shape our lives. As shown above, it
may be a struggle for power or a statement of
policy; an act of man or of nature. The point is
to know where to look for it and be there when
ithappens;to askthe key question thatwillyield
the news-making answer. This takes a lot of
doing. More to the point it takes a world-wide
organization of correspondents, cameramen,
producers and editors who have established
over the years an unequaled reputation for
accuracy, enterprige and ingight—for being at
the right place at the right time with the right
information. When all is said and done, this
is what produces “TV journalism at its best:’

@®CBS NEWS

Verbal and visual devices
All components work together in this ad designed to promote the CBS News Team.
The provocative two-word captions coupled with familiar faces induce readership. The capsule
news stories demonstrate the broad scope of CBS news coverage. And the repetition
of the word “strong” leads conclusively to “strong team.”




Thin wesk's seResuls of programd on WEBHTY W subioct bn shongt ¥ oy $U°¢ 40d ey bt LS4RrIUOIDd (oe IOULkaute Sews beedns o1 s oTemEE OF IMPITA Sous evonts.

Thou gh t'fu ’ ,-No less than 94 of the 314 Network and Local programs listed above are
primarilydesigned to convey information. Itis atypical schedule in a typical week (Jan. 28—Feb. 3)
in one community (New York) on one station (WCBS-TV). It's something to think about. CB S®
112.

Counter-attack
To counter negative criticism of TV as ‘mindless’ and a ‘time-waster,’ this ad
bombarded readers with a graphic account of all the news and information programs offered
by CBS in a single week. Though the ad is merely a listing of the week’s schedule,
the full page spread, crammed with pictures and summaries of the
programs, magnified the effort enormously.
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Segryation:Northern-Style
CBS Reports 7-30 Tonight ®2

et
CHS REPORTS TONIGHT
23010 8 30FM CHS82

For an entire generation Germany has been among our closest allies. Now there are signs

that the F d may be ing @ more p course. Tonight, CBS Reports
explores the unique ination of nati h ics which has helped make the
Germans some of our best new friends and their own worst enemies. From gemutlichkeit
to hidebound traditionalism, here is a close look at what is happening in Germany today.
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O; Friends,
the French

1t's difficult to keep s Jevel head about the French
when your oldest ally has become one of your sever- e

§ vty poins it el p (g thad e b Rerd (2

y est critics. Tonight producer-writes Perry Wolfl and et —
N CBSNC“(MW(&&&VI&H(“E-W
i atihe diffe h anthe
Americanism the semi ial Tance,
THE GAME OF DIRTY POLITICS A e o ey o Fres. T YEARS OF GRISIS
Tonight THE TWENTIETM CENTURY examines the political differences Frenchmen are having among themselves. istitas S B Sl i o S s errdt
pestand present. Smeet tociies il be Severiing. Diflrnces whch d e French bear 1 e i e o O
e nred m SO0 vnn(l.x‘:luw and the French mind in the twentieth w-—..—...,m”mm73q_g‘€‘ o2
oo  ond B INIGHT 7309 L83
s P O e To 100 010000 repertes Is CBS News Correspondont anw. TOnght 10-111In Color 113
TONIGHT AT 6:00 CBS NEWS @2 CBS News ®2 122

A sense of scale
Dorfsman has a strong predilection for small space ads. He enjoys the
challenge of the limited arena. He believes they are sound economically, and he has
mastered the art of designing them. The clue to his success is in the magnification of detail
and the scale of photos in relation to text. Regardless of the actual dimensions
of his ads, fractions of a page (113-122) or full page (123),
he invests them with the impact of a billboard.
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123.

THE NtW YORK TIMES, THURSDAY, MARCH 17, 1960.

PORTRAIT OF A DICTATOR
10-11 TONIGHT CBS ®CHANNEL?2

Same call him a public benefs one ofl our strongest anti-Ci ist allies
in the Caribkean. Others call him a murderer, a despot whose rule is on the
verge of collupse. After hs in the Domini Republic seeking the full
story of the Trujillo regime, CBS Newa correspondent Bill Leonurd succesded
infilming a rave interview with the General, reaching the anti-Trujillo under-
ground, and bringing back this hard-hitting, uncensored report on the con-
truversial strongman who has held his country in an iron grip fer 30 years.
Don’t miss the seventh in the series of notable programs on CBS REPORTS.
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On-air promotions

rint advertising and on-air promotions are created out of the

same basic elements —words and pictures. Though television

offers the advantages of motion and sound, it also imposes a for-

midable challenge: television is an instant medium.

With print ads, a reader can turn back, re-read a passage,

linger over a picture, even clip the ad as a reminder to tune in a
show. Television offers no such options. In on-air promotions you have less
than 30 seconds — sometimes as little as ten seconds —to grab the attention
of the audience and deliver a message. To be successful, you must first over-
come the built-in resistance to commercials by an audience anxious to get on
with the entertainment. Then your “interruption” must be so compelling
and memorable that it will prompt listeners to act upon it.

In the early days of television, everyone was a pioneer in the medium.
Art directors and writers studied film techniques and mimicked Hollywood
in creating on-air promotions. Programs were advertised like coming attrac-
tions at the movies, with trailers clipped from the shows themselves. But
when Dorfsman took over as Art Director for CBS-TV, he was constitutionally
incapable of following the established form. He created special dramatiza-
tions for CBS television shows. And he saw absolutely no conflict of interest
in using television to promote radio shows like “The Jack Benny Show” (128,
129) and “WCBS Newsradio 88 Traffic Reports” (160). He even took the lib-
erty of using television characters, Edith and Archie BunKer, to advertise CBS
Newsradio (159).

A wonderful animated cartoon series for CBS Sports came out of Lou’s
special ability to recognize opportunities, and his inability to waste anything
— time, talent or money. Out of the kindness of his heart, Lou had employed
a friend — a gifted cartoonist and animator— who was in need of a job.
Exceptional as the man’s talents were, there was simply no work for him in
the art department. Uncomfortable about paying out a salary for no work,
Lou invented a project; he turned the man loose to produce some animated
cartoons to promote CBS Sports. The resulting series (143, 144) was delight-
fully humorous and successful.

Dorfsman enjoyed the challenge of TV’s time limitations as much as the
extra dimensions of animation and sound. He experimented with a variety of
techniques — sometimes with primitive still frames; sometimes he contrived
magical animated sequences. His promos for TV and radio shows were small
gems; always at least as entertaining as the programs they advertised...and
often more so.



124. DENNIS THE MENACE

VIDEO: AUDIO:

Footage of wall of  Voice over:

building. Close-up  “You'll collapse

of sling shot poised with lauger with

for firing. Pellet is  ‘Dennis

fired; building Menace;’ Sunday

collapses. evening on the
CBS Telewvision
Network.”
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125. DENNIS THE MENACE

Three rubber- [Voice over paced

tipped darts whizz  to coincide with

by and hit wall of  dart’s landings):

building. Fourth “Something...

dart hits man in always...

the temple. happens...on
‘Dennis the
Menace;’ Sunday
evening on the
CBS Television
Network.”

126. GUNSsM

VIDEQ: AUDIQ:

Close-up of bullets  {Sound of gunfire
n'fping through 1n background.)
black shapes. Veice over:
Camera pulls back  “Satusday night on
to reveal word the CBS Television

GUNSMOKE, riddled Network.”

is revealed.

with buliet holes.

127. GUNSMOKE

Still fx: f ‘(ASo d t gunfire
arme o und of

pistol, badgeand  1n background.}

western hat. Hand  Voice over:

reaches in and “Television’s most

removes each prop  popular program,;

one at a time. Saturday t on

When hat is lifted,  the CBS Television

title GUNSMOKE Network. "

128. THE JACK BENNY SHOW

YIDEQ: AUDIO

Close-upof hand  {Jack Benny's

on neck of violin.  theme, Love in

After a few bars of  Bloom, played in

music, another his typical scratchy

hand reaches in style.] Voice over:

and clamps down  “Join television’s

on playing hand. test vio...
ﬁland i:lltemxpts
pla
cox;légan; Sundays
on the CBS Telewi-
sion Network.”

129. THE JACK BENNY SHOW

VIDEO: A :

Close-up of glass [Love m Bloom,
vase. After a few Jack Benny’s

bars of music the  theme, playedin
vase shatters. his typical scratchy

style, interrupted
by sound of shat-
tered vase.} Voice
over: “Well, maybe
he won't play, ...
Sunday night on
the CBS Television
Network.”
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130. THE ED SULLIVAN SHOW

VIDEO: AUDIQ:

A series of frames  Ed Sullivan's voice:
showing lightning, “A really big

a volcano erupting, shoe.” Voice over:
a stampede of ele-  “Sunday on the
phants, acrowdin  CBS Television

an amphitheatre.  Network.”

131. THE ED SULLIVAN SHOW

VIDEO: AUDIO:

Ed Sullivan, Ed Sullivan’s voice:
as master of “From Broadway,
ceremonies. Hollywood and

Eurape — singers,
dancers, come-
dians, circus stars,
Sports greats — a
really big shoe!
Voice over:

“Sunday night on
the CBS Television
Network.”
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DANGER
CURV

132. ROUTE 66

VIDEO! AUDIO:

Headlights of car  (Sounds of screech-

pick up highway ing tires in back-

signzﬁas ingby  ground.) Voice over:

rapidly to indicate  "Gripping adven-

’?eedo car. Final  ture on the high-
ame holds on way; Friday night

sign reading: on the CBg'

Route 66. Television

Network.”
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133.

VIDEO:

Close-up of man in

derby hat with
eneraus head of

?hait. He lifts :zhat '

air goes with it
to reveal an almost
bald head.

I'VE GOT A SECRET

T |

L]
I

AUDIO:
Voice over:
“Laughs and
surpnses on ‘I've
Got a Secret,’
Wednesday on the
CBS Television
Network.”

135. HENNESSEY
Close-up of Navy  {Sound of air
doctor checki wheezi
patient’s bl pump.) Voice aver:
pressure. With “The pressures of
each pump, his life as a Navy
whole boz;y doctor lead to
levitates higher lively sitnations on
and higher off the  ‘Hennessey;’
ground. Monday on the
CBS Television
Network.”

136. FATHER KNOWS BEST

VIDEO: AUDIO:

Photos of cast Voice over:
emerge from nest  “Meet the

of cubes. Title Anderson family,
comes up, nudges  where father
father’scubeand  knows best ...
rotates it toreveal  usually; Tuesdays
asecond photoof  on the CBS Televi-
father with puz- sion Network.”
zled expression.

134. PERRY MASON

VIDEO: AUDIO:

Close-up of tele- Sound of phone

one. Segue to ringing ceases
and disconnect- whe:dplug is

ing phone. pulled. Voice over: |
“Another strange
case for ‘Perry
Mason.’ Mondays
on the CBS Televi-

sion Network.”



137. WHAT'S MY LINEY

VIDEQ:
Series of portraits
illustrating rich

AUDIO:

Voice aver:

“Rich man, poor
man, beggarman,
thief...no telling
who you'll find on
‘What's My Line?’
Sunday on the
CBS Television
Network.”

138. PETE AND GLADYS

VIDEO: AUDIO:

Camera dollies in  Sound of footsteps.

on welcome mat Voice over:

outside door. Door  "You'll find Pete

opens a crack and  and Gladys

mat is yanked friendly ...{mat

inside. yanked inside)...
neighbors, Mon-
days on the CBS
Television
Network.”

139. DOBIE GILLIS

A huge ice cream  Voice over:

sundae is rapidly ~ "Dig those teenage
reduced in size s appetites...for

two spoons alter. romance; Tuesdays
nately whittle on the CBS Televi-
away at it and sion Network.”
reveal the title,

DOBIE GILLIS.

140. CANDIT) CAMERA

VIDEO: AUDIO:

II;a;'t of hands \'SI)"ihce over: -
0. dmg newspaper “The story i

with photo o this headline is

Allen Funt under  comedy... caJJtured

headline, winpow  hy the candi

SHADES DOWN. camera; Sunday on

Camera pokes the CBS Television

thro hoto Network.”

from behind.

141. CANDID CAMERA

VIDEO: AUDIO:

Close-up of Voice over:

Medieval suit of You never know

armor. Visor lifts where you'll find

and camera the candid camera,

pokes out. except here,
Sundays on the
CBS Television
Network.”

142. I'VE GOT A SECRET

VIDEO: AUDIO:

Man whispers to Voice over:

another man, “r've  "'I've Got a Secret,
A SECRET.” Wednesday on the

Words increase in ~ CBS Television

sice as voice Network.”

increases in val-

ume. Second man
iggles finger in

injured ear.

All the preceding 10-second black and

white spots signed off with the CBS logo,

with no additional typography.
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143. CBS SPORTS

Ball bounces into  Marching music.
view from top of
screen. Wor "
appear in syn.
with bouncing
ball: Keep Your
Eye on the Ball.
CBS SPORTS

144, CBS SPORTS

One of a series of cartoons, drawn and
animated by Len Glasser, offered to all
CBS Network stations to promote CBS
coverage of basketball, baseball, tennis,
golf, and football events. Local station
announcers provided live tune-in infor-
mation specific to their areas.

AUDIO:
IJtlIe Ey receives  Stadium noises
footb, and grunts of
down the ﬁeId players.
with it, Opj nent
cuts him o
mxmes onllz;m
m
be
pounl:::su on lmle
guy, ball pops out
of his hfands into
arms of opponent
who runs off with it.

and BowL enter
screen from
oppasite sides and
| converge to read
SUPERBOWL.

145, CBS SPORTS

VIDEQ:
(Drawings and
animation by Len
Glasser) Man in
his living room
watching football
gameon TV,
Sudden]y football
comes bouncing
through screen.
Man innocently
catches it; ootbaII
team tackles him.

AUDI[O:
Grunts of players.

146. CBS SPORTS

| VIDEQ: AUDIO:
Still photos of Sounds of march-
Ieferee’s signals, ing band, whistle
presented in quick blowmg, and
cuts. Words supER  crowd.



147. CBS INSTITUTIONAL

VIDEO: AUDIO:

(Created b Christmas music.
BIechmanJy I’eople

ndu;g up a store
escalator. Little
girl in tattered
clothing waits in
line to see Santa
Claus. At her tumn,
she whispers in his
ear. Final frame:
she walks away
wearing Santa’s
coat.

© SEASONS

GREETINGS
FROM CBS®

148. CBS INSTITUTIONAL
VIDEQ: AUDIO:
{Designed by R. O.  God Rest Ye Merry
Blechman) Birds Gentleman, played
singing in tree; on v:olin. Birds
snowffakes fallmg chirp along.
Woodsman
appears with saw.

armed, birds

stop singi
Wo%dsma’;g ulls
out bow and sturts
playing on saw.
Birds resume
singing.

149. CBS INSTITUTIONAL

VIDEO: AUDIO
(By Ted Andre-
sakes) Close-up of
Santa Claus ﬁfute
skating in circ
Camera pulls back
to reveal mes-
sage cut in ice:
Greetings.

Christmas music.

150. CBS INSTITUTIONAL

VIDEOQ: AUDIO:
(memis by Ted  Christmas music.

Reindeer snung in
snow. Homns start
§row1ng Iarger and
larger and evolve
into a huge poin-
settia. Deer
struggles to rise
under the weight.
Walks away and
reveals: Season’s
Greetings, CBS.
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151, LOGO FOR CHICAGO AFFILIATE

VIDEO:

AblueT, redV
and yellow 2, each
created out of thin
lines of color,
overlap each other
in successive
planes, creating a
moiré effect. They
move apart to read
TV 2 for Chicago
dffiliate station.

153. LOGO FOR PHILADELPHIA AFFILIATE

VIDEQ:

Starts with black

screen. Circular
jeld recedes from

center, inki)

in size to reveal

the number 10.

152. LOGO FOR ST. LOUIS AFFILIATE

VIDEO: NO AUDIO
Animated colored

ribbon folds into

figure 4 for St.

Louis affiliate

station. CffS logo

emerges from

behind.

p
n
b
154. IN THE NEWS
VIDEQ: AUDIO:

Globe spinsonto  Computerized
screen, changing music.

colors. Globe tums

blue; words IN THE

NEWs circles globe

and then zoom

forward to fill

screen.



155. CBS ELE(
VIDEO:
Abstract shapes of
lack, blue and
red m to form
the 1970 election
logo; 70 wipes on;
stars and stripes
wipe over 70.

TION PROMO

NO AUDIQ

156 CBS ELECTION PROMO

VIDEO: NO AUDIO
A series of angular

lines enter screen

from upper r‘ght

and lower left.

They converge

at center screen

to form the

number 72.

ELECTRONIC VIDEO RECORDING

ELECTRONIC VIDEO RECORDING

ELECTRONIC VIDEO RECORDING

ELECTRONIC VIDEO RECORDING

158. CBS LADS

VIDEQ: NO AUDIO
Animated line

assumes configu-

ration of letters

EVR — Electronic

Video Recording

— followed lg:)a

series of rainbow-
colored lines that
ernanate and grow
in size to

height of the insig-
nia far CBS Labs.

157, €BS NEWS

VIDEQ. NO AUDIO
Starting with early
1970s, numerals
click by as on an
odometer until
last frame freezes
on 21ST CENTURY, @
CBS Television
News Special,
narrated by Walter
Cronkite.
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159. CBS NEWSRADIO

One of a series featuring Edith and
Archie Bunker. In each promo, Archie
reads an item aloud from the newspaper.
Edith offers a comical innocuous inter-
pretation. Archie responds with typical
disgust, “Aw Edith..."”

VIDEO:

Edith and Archie
in their living
room from “All in
the Family” series.

AUDIO:

Voice over:

“Don't be a ding-
bat. Get the news
and get it right... "
(Final frame freezes
on local radio call
letters.)

‘WCBS NEWSRADIO 88

NEWS ALL DAY.ALL NIGHT
! i iy t

e

160, CBS NEWSRADIO 88 — HELICOPTER

TRAFFIC REPORTS

VIDEC:
Close-up of nuns
seated in station
wagon, stuck in
traffic. Nun in
driver’s seat taps
resi, ly on
steering wheel;
others gaze heav-
enward as if for
help, then smile at
the sight of CBS
traffic helicopter.

AupIO:

Traffic noises
mingle with traffic
report from car
radio announcing
tie-ups, followed
by sound of
helicopter.

{Voice Ovelil:
“Anyone planning
to drive in this
town during rush
hour ... better look
for a little help
from above.
Newsradio 88 has
its own traffic
helicopter, and
we'll give you at
least I8 traffic
reports during rush
hours. Now we're
not promising
miracles; we're
just going to help
you get where
you're going.
Newsradio 88.”

WCBS NEWSRADIO 88

NEWS ALL DAY.ALL NIGHT

161. £BS NEWSRADIO 88
VIDEO: AUDIO:
Close-up of news-  Radio news report
dealer. Camera in background.
slowly dollies Voice over:
back toreveal he  “There's good
is in his stand news. There’s bad
surrounded by news. Sometimes
newspapers and ou like what you
magazines. ear. Sometimes
you don'‘t.
No matter. You
should know what
goes on in the
world.
When Sid Garfield
wants all the

news...the [atest
news...he turns to
someone he
knows:

Newsradio 88.
Have we got news
for you.”
Background radio
sign off: “This is
Lou Adler,
Newsradio 88."

WCBS
NEWSRADIO

162. CBS NEWSRADIO 88

In this series of s,

ts, two identical

radios are seen side-by-side. One is
| identified as WCBS NEWSRADIO 88. In
each spot, a disaster befalls the “other”

radio.

VIDEO:
Knobs pop off.

VIDEO:
| Antenna collapses.

VIDEO:
Explosion and puff
of smoke.

VIDEO:
Line-up of portable
radios goes down,
domino-fashion.

Voice over:
“No is as

ood as CBS
ewsradio 88."
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