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|he Piclure Tabe lhat broaghl"life"lo teleYision

The screen on your home television
table moclel receivel is the fnce of a

Iargc picture tube. Ancl the skater you
see on the face of the tube is the iderr'-

ticul ttoirt of the skatel being televised.

Pioneering and research iu liCA
Lirborertories led to thc cleveloprnent of
this tnbe rvhich allou's noue of the orig-
inal lealisrn to be "lost in trirnsit." It
replocltrces et'ery,thing the telc'r'isiol.r

cilmera sees, sltos's \rou evet'v clctiril,

kecps thc pictule amazinglv lifelike
ancl rcrrl.

An IICA \/ictor televisiou receiver
blings you all the action, drama and cr-

citernent that yoticl enjoy if you were
at thc event in petson-trtrcl on top of
that it's all blought to von in the com-

fort of youl o\vlt home . . . you don't
hirve to ntove frou voul favolite chirir'.

llCA Laboltrtories hirs macle pos-

sible orrtstarrtl irtg rtdr lttc'es irr every
nhase of tclevisior.r. Ancl for television
irt its finest, be sure to select the re-

ceivel bcaling the rnost firrnous nante itt
television todar'-RC.\ \tictor.

Radio Corpot'ution of t\ntcricu, RCABuiltl'
ing, Rutlio Citry, Ncro \-ork 20. Listen to
tli RCAYictor Slrorc, Sunclals,2:00P. M,'
Irnstcrn Standard Tinrc, NBC Ncfroorft.

Exclusive "Eye-Witness" feature
on all RCA Victor horne television
rccciveLs "locks" tlrc picture in tuue
s'ith thc sercling station. It ussttrcs
vrrrr l-rlig/r/t t. clr',trcr- slrrrr/icr Pit-
irrr,.s. ll tclerisi.rr i. itr:rilirbltl jn
r'our vicinitr', tsk t otrr RCA Victor
ilcaler fol r dcrtroirstration.

--..-.\ZN
(f l{^GI) RADro coRPoRATtoN or AMERTGA

SZ

Television today is clearer, sharper, and brighter — thanks to the improved kinescope, or picture tube, perfected at RCA Luboiatories. 

The Picture Tube that brought "life "to television 

The screen on your home television 
table model receiver is the face of a 
large picture tube. And the skater you 
see on the fade of the tubilis the iden- 
tical twin of the skater being televised. 

Pioneering and research in RCA 
Laboratories led to the development of 
this tube which allows none of the orig- 
inal realism to be "lost in transit." It 
reproduces everything the television 
camera sees, shows you every detail, 
keeps the picture amazingly lifelike 
and real. 

An RCA Victor television receiver 
brings you all the action, drama and ex- 

citement that you'd enjoy if you were 
at the event in person—and on top of 
that it's all brought to you in the com- 
fort of your own home . . . you don t 
have to move from your fttVonte chair. 

RCA Laboratories has made pos- 
sible outstanding advances in every 
jihase of television. And for television 
at its finest, be sure to select the re- 
ceiver bearing the most famous name in 
television today — RCA Victor. 

Radio Corporation of America, RCA Build- 
ing, Radio City, Natv York 20. Listen to 
the RCA Victor Show, Sundays, 2:00 P. M., 
Eastern Standard Tune, NBC Network. 

Exclusive "Eye-Witness" feature 
on all RCA Victor home television 
receivers "locks" the picture in tune 
with the sending station. It assures 
you brighter, clearer, steadier pic- 
tures. If television is available in 
MHir vicinity, ask vour RCA Victor 
dealer for a demonstration. 

RADIO CORPORATION of AMERICA 
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GET THE MOST OUT OF TELEVISION WITH DU MONT BROADCASTING EQUIPMENT

SPECIFY DU MONT Television Broadcasting

liquipment for prcstige-r'innirrg performancc.

its flexibilitl' and dependability stem from 15

years' concentration on precision electronics,

television and radar; and from 5 years' "p.ot'
ing" irr I)u N{ont's own television stations.

I)rr N'Iont has built more television stations

than arrv othel company. Du Mont's "unit
e orrs[r'ut:tiorr" permits tr station to grow lith its

programming requirernents - lfithout loss from

replacements or obsolescence. Du Mont engin-

eering "knon' hor." enables you to orvn the

finest television broadcasting equipment for the

smallest investment. May lve tell 1ou more?

May rre sho'lv you Du Mont equipment under-

going continuous testing in the rt'orld's largest

and most complete television installation? Write

frrr literature, or appoirrtnx:nt- todrty.

ALLEN B. DU I!1 ONT LABORATORIES,INC.
DU MONT'S JOHN WANAIVIAKER TELEVISION

iot)l riAht 1947, Allen ts. Du Mont Laboratorlcs, InC.

0U ffi 0m 7*r *d tu /'eor" p^"'"*

. GENERAL TELEVISION SALES OFFICES AND STATION WA8D,515
STUDIOS, WANAI\4AKER PLACE, NEW YORK 3. N. Y. . HOM€ OFFICES

MADISON AVE., NTW YORK 22, N. Y.

AND PLANTS, PASSAIC, NEW JERSEY

GET THE MOST OUT OF TELEVISION WITH DU MONT BROADCASTING EQUIPMENT 
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SPECIFY DU MONT Television Broadcasting 

Equipment for prqetige-winning performance. 

It« flexibility and dependability stem from 15 

years' concentration on precision electroniitef 

television and radar; and from 5 years' "prov- 

ing" in Du Mtmt's own television stations. 

Du Mont has built more television stations 

than any other company. Du Mont's "unit 

cortsfMfttillli" permits a station to grow with its 

programming requirements — without loss from 

replacements or obsolescence. Du Mont e«gin- 

eering "know how" enables you to own the 

finest television broadcasting equipment for the 

smallest investment. May we tell you more? 

May we show you Du Mont equipment under- 

going continuous testing in the world's largest 

and most complete television installation? Write 

for literature, or appoinlrncitt's todhy. 

(wfit 7%e, tn. 

ALLEN B. DU MONT LABORATORIES. INC. • GENERAL TELEVISION SALES OFFICES AND STATION WABD, 515 MADISON AVE., NEW YORK 22, N.Y 
DU MONT'S JOHN WANAMAKER TELEVISION STUDIOS, WANAMAKER PLACE, NEW YORK 3, N. Y. • HOME OFFICES AND PLANTS, PASSA1C, NEW JERSEY 
Copyright 1947, Allen B. Du Mont Laboratories, Inc. 
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April 7, rgeT .. . in the New York audi-

torium of Bell Telephone Laboratories,

a group of telephone people and their

guests sat looking at a glass screen.

There, clearly discernible, were the fea-

tures of Herbert Hoover, then Secretary

of Commerce, as he spoke to them from

Washingtorr-his voice and image carried

zz5 miles by wire.

Next the group witnessed a Program
of visual entertainment, originating from

Bell Laboratories' experimental studios

in New Jersey and flashed across the

intervening miles by radio.

Television-by wire and radio-was born.

The demonstration was a tribute to the

vision and skill of telephone scientists

and engineers-another milestone in the

progress of world communications.

From this beginning twenlt Tears ago, the Bell

S2stem has worked closely and constantly with

the teleuision industry in the deuelopment oJ

nezp and improued transmission Jacilities.

w

BETt TETEPHONE SYSTEM

mi mfe sy/eMS?1 

April 7, 1927 ... in the New York audi- 

torium of Bell Telephone Laboratories, 

a group of telephone people and their 

guests sat looking at a glass screen. 

There, clearly discernible, were the fea- 

tures of Herbert Hoover, then Secretary 

of Commerce, as he spoke to them from 

Washington—his voice and image carried 

225 miles by wire. 

Next the group witnessed a program 

of visual entertainment, originating from 

Bell Laboratories' experimental studios 

in New Jersey and flashed across the 

intervening miles by radio. 

Television—by wire and radio—was born. 

The demonstration was a tribute to the 

vision and skill of telephone scientists 

and engineers—another milestone in the 

progress of world communications. 

From this beginning twenty years ago, the Bell 

System has worked closely and constantly with 

the television industry in the development of 

new and improved transmission facilities. 

1 

BELL TELEPHONE SYSTEM 
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a really simple,a really simple, 
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HIBI 
THE NEW RCA TELEVISION PROJECTOR (TYPE 
TP-16A) FOR ELECASTING 16mm SOUND FILMS 

Attractive umber-gray, crackle-finish matches that 
of other RCA television equipments. Pedestal 
houses field supply and control circuits for motor. 
(See main copy). 

i 

H !,■ 

h 

mam 

  

--r— 
L . 

As Used With RCA's TK-20A Film 
Camera. Pictures are projected direct- 
ly on the mosaic of the pick-up tube 
in the film camera to obtain the video 
signal. By means of a mirror switching 
system, one camera can be used to 
serve a pair of projectors. 

H 
1 
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loul-cost television prolector

aoooaaaaoaaa o o . available for immediate delivery

Simplicity of operation, proved dependability, As shown by the diagram below, an ingeniously
and low cosr are the highlights of this new simple system is used to permit the required 60

television tool. field-per-second television scanning of standard

\fith it you can take full advantage of the 24 frame-per'second sound film. The 60 light
excellent program material now available on flashes- which must pass through the,film every

16mm ro.rod fil-r. Newsreels, shorts, documen- secondpre easily obtained with only three major
taries, and sound films on countless other sub- parts: a 1000-watt proiector lamp, a slotted

P RTIICIP tES
TIME-->

F--.-- -- 
SECON D -*-rl

PULLDOWN SJLLDOWN

-tl F- r:66 sEcoNo

OF OPERATIO]I

PULLDOWN PULLDOWN

f[ ruuoown rn

ll rfl.Evtstoil PRoJECToR

B:ru'*m

f scmruo rtttos

\ 60 PtR SECoNo

L- g"t"onol
Line A illustrates how, by using a special intermit-
tent mechanism, the "pulldo.*'n" time in the TP-16A
is reduced to Zg the "frame cycle." Line B indicates
the duration and repetition rate of the short inter-
vals during which light passes through the film.
Lite C shows the scanning intervals. Note that
scanning takes place during the unlighted interval

-l F- #sEcoNDETilEEEEEE
following each flash. This is made possible by the
"storage" property of the 6lm camera pick-up tube.
The 6rst frame is scanned twice, the second frame
three times, the third frame twice, etc., for an aver-
age rate of 2Vz scannings per frame. This rate
multiplied by 24 frumes per second provides the
required 60 scanned fields per second.

low-cost television projector 

available for immediate delivery 

* 

Simplicity of operation, proved dependability, 
and low cost are the highlights of this new 
television tool. 

With it you can take full advantage of the 
excellent program material now available on 
lomm sound films. Newsreels, shorts, documen- 
taries, and sound films on countless other sub- 
jects can be worked into your daily schedules 
to add program variety and to keep down costs. 

The TP-16A Television Projector is a com- 
pletely self-contained, streamlined unit designed 
especially to meet the exacting requirements of 
television stations. Features include: 

• High intensity optical system provid.ng bril- 
liant reproduction of pictures. 

• Stabilized sound unit assuring unequaled 
sound quality. 

• Simple, foolproof, film-feed sykem permitting 
quick, easy film threading 

• Dependability assured by using precision- 
made parts of design Miuilai t< those used 
in RCA's outstandingly successful sound film 
projector —the tainous PG--20I. 

As shown by the diagram below, an ingeniously 
simple system is used to permit the required 60 
field-per-second television scanning of standard 
24 frame-per-second sound film. The 60 light 
flashes which must pass through the film every 
second are easily obtained with only three major 
parts; a 1000-watt projector lamp, a slotted 
rotary shutter to interrupt the light beam, and 
a large-size' motor that acts as a shutter drive. 
There is no need for expensive pulse-forming 
circuits. The incandescent lamp furnishes plenty 
of brilliance for 16mm film. Perfect synchroni- 
zation with the television system is assured by 
using the common power source to drive the 
shutter motor. No external synchronizing con- 
nections are required. 

For better, easier film progtamming it will 
pay you to investigate this simplified projector. 
We'll be glad to send you complete price and 
descriptive data. Write: Dept. 104-C. Radio 
Corporation of America, Camden, New Jersey. 

TELEVISION BROADCASf t-OU/PMENT 

RADIO CORPORATION of AMERICA 
EHOINEERIHO PRODUCTS DEPARTMENT. CAM DEM, N. J. 

In Canada: RCA VICTOR Company Llmltad, Monlraal 

TIME- 
h—1 

PRINCIPLES OF OPERATION 

mm wmn.. 

A 

B 

C 

PULLDOWN 
PULLDOWN IN 
TELEVISION PROJECTOR 

—11*—' 
UNLIGHTED UNLIGHTED UNLIGHTED UNLIGHTED UNLIGHTED UNLIGHTED UNLIGHTED UNLIGHTED UNLIGHTE 
INTERVAL INTERVAL INTERVAL INTERVAL INTERVAL INTERVAL INTERVAL INTERVAL INTERVA LIGHT FLASHES 

60 PER SECOND 

SCANNING FIELDS 
60 PER SECOND 

Line A illustrates how, by using a special intermit- 
tent mechanism, the "pulldown" time in the TP-16A 
is reduced to Vh the "frame cycle." Line B indicates 
the duration and repetition rate of the short inter- 
vals during which light passes through the film. 
Line C shows the scanning intervals. Note that 
scanning takes place during the unlighted interval 

-I SECOND 

k- SECOND 

following each flash. This is made possible by the 
"storage property of the film camera pick-up tube. 
The first frame is scanned twice, the second frame 
three times, the third frame twice, etc., for an aver- 
age rate of 2Vj scannings per frame. This rate 
multiplied by 24 frames per second provides the 
required 60 scanned fields per second. 
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From FCC's Denny . . .
SIRS:

From all reports TEtnvrsnn did an excel-
lent job at your last annual Television Insti-
tute.

If the Commission can be of any assistance
to you in this year's Institute, please let us
know.

CHARLES R. DENNY, Cbairman
Federal Commanications Commis sion
lYasbington 25, D, C,

BesfWishes...
SIRS:

Trrrvrssn through its "Television In-
stitute" is, in my opinion, making a defi-
nite contribution to television, and the
business surely needs all the hypo injects
that can be jabbed into its anemic form.
These annual Institutes which you are
running 6ll a defnite need.

Best wishes for this very important
meeting.

HOYLAND BETTINGER
Teleuision Consulrant
IVonterey Comty, Calif .

l{o Mofh Bofls . . .
SIRS:

The Bristol-Myers video commercials
on film have not been packed in moth
balls as stated in Tnrrvrsrn. We used our
most recent Vitalis film efrectively, inte-
grating it right into the middle of WCBS-
TY's Party Line guiz and it zinged along,

Also, if you notice, 6lm opens and signs
ofi the Bristol-Myers' Sunday night half
hour.

JOSE or DONATO
Head of Teleilston
Doherrt, Clif ord fi Shenfeld, Inc.

I Profesf...
SIRS:

I caught a phrase in the JanuaryTELEvIsER
that gave me quite a start. On page 11 you
say there are only three major television sta-
tions,

Now, we at VBKB have, for several months,
the highest weekly average of telecasting of
any station in the country. No one has yet
approached our i0 hours a week of program-
ming.

'S7'e have maintained an almost continuous
program service since eatly L94L and have
pioneered every type of remote program in
the midwest. rtrZe have had our share of
:'firsts" nationally.

Ifhat does a guy have to do to play in the
big leagues?

REINALD TTIERRENRATH, JR.
Balaban & Katz Teleilsion
Cbicago 1, Ill.

Eo. Notr: Reference on page 11 should haae
read "lbree maior teleaision stations of Neut
York City."

6

WIBG, Philadelphiq .. .
SIRS:

lVhile we feel honored by being listed
among the stations subscribing to TELEvIsER,
we kind of resent having our station pushed
out in the sticks.

You see, \7IBG is a major station in
Philadelphia, which happens to be the third
major market. Oreland, Pennsylvania, in
which you list us, is one of those minor
suburbs outside the Philadelphia area. It so
happens that I have my copy of Trrrvrsrn
sent to my home rather than to the station
because I'd rather not have it borrowed by
members of the station's staff before I get
a chance to read it,

RUPE \TERLING
Prodilction Manager
Pbiladelpbia 2, Penn.

Eo. Nors: Oops . , , our error!

McNoughton's Sloge Sefs . . .
SIRS:

The reproductions of James McNaughton's
background settings used at ITCBS-TV were
rather heartening to one accustomed to
expecting the same poorly designed scenic
backgrounds previously created for television
snows.

One thing, however-the term "impres-
sionism" doesn't appear to mean what the
article intended it to mean. I believe the
proper term for McNaughton's scenic tech-
nique is "abstractionism"-which, in effect,
is the interpretation through the use of cre-
ative design in remaking or reshaping nature
or realism. In nsing abstract forms the artist
is licensed to recreate true representation to
suit his fancy. "Abstractionism vs. realism"
would have been the proper headline for his
article.

However, his particular version of avoid-
ing the effects of stark realism is not new.
Therefore it is difficult for me to understand
why Mr. McNaughton is credited with the
title of pioneer designer. He simply adapted
an ancient technique to a new medium!

It is also difficult for me to interpret Mr.
McNaughton's reference to the theater's go-
ing in for faked effects. If it's a simple state-
ment, let's leave it at that. But, if he means
to contrast his art with faked effects, may I
remind him that judging by the six photos
appearing in the Jan.-Feb. issue of TErs-
vrsrn, his work presents nothing but the
quality of faked effects-which is as it
should be.

McNaughton's general use of exaggerated
perspective for the illusion of depth has
within it the germ of a good idea for tele
backgrounds. As a whole, his designs are
a definite step in the right direction.

Television deserves it, I think.
ELEANOR RAMPELL
Cornmercial Artist
Neu York 2, N. Y.

A Large Order . . .
SIRS:

I am studying "Economics of Marketing"
at Florida State College for'Women, and am
particularly interested in your viewpoints on
the marketing of television now and in the
future.

Any information, pictutes, etc. regarding
the various aspects of television will be great-
ly appreciated. I have been assured that I
would be able to obtain almost any informa-
tion available from Tsrrvrsen. I read your
magazine and find it very interesting and
informative.

GLORIA BASILA
Florida State College for lVomen
Tallahassee, Florida

Enlhusiosn ...
SIRS:

I am eligible for Trnvrsrn's student sub-
scription rate ($2 per year), having taken
the U.C.L.A. course of "Television." Let's
hurry the day when we shall receive your
magazine once a month. I feel I cannot miss
any issue, as Trttvlstn is outdistancing its
years in information, news, and educational
value.

Out here, we are eagerly looking forward
to the day when television will emanate from
the West. Since I was a fashion copywriter,
intra-store tele is of particular attraction to
me.

CAROL McADAMS
Beaerly Hills, Calif.

TELEVISION and the METROPOLI-
TAN MUSEUM OF ART-A Study
by Lydia Bond Pouell, Metropolitan
Muteurn of Art, Nera York, N. Y,
1946. 109 pp.
An investigation of and report on tele-

vision made to guide the Metropolitan
Museum of Art in establishing policy
toward its possible use of television to
bring cultural collections to the public.
Lydia Bond Powell, Research Associate,
Teachers College, Columbia University,
carried out the study.

Here is an evaluation and approach to
the educational program that would be
well for every agency, client and station
executive to read, and further an overall
estimate of the telecasting business. Ex-
ample: "Sponsorship is a matter of buy-
ing and selling. The museum has a tele-
vision gold mine to sell." Miss Powell
elucidated on all phases of the museum's
"gold mine," and the problems involved
both in owning a station and in pad<ag-
ing shows. It is an unusually compre-
hensive reDort.

THE TELEVTSER 
i
i
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LETTERS TO the TELEVISER 

From FCC's Denny ... 
SIRS: 

From all reports Televiser did an excel- 
lent job at your last annual Television Insti- 
tute. 

If the Commission can be of any assistance 
to you in this year's Institute, please let us 
know. 

CHARLES R. DENNY, Chairman 
Federal Communications Commission 
Washington 25, D. C. 

Best Wishes . . . 
SIRS: 

Televiser through its "Television In- 
stitute" is, in my opinion, making a defi- 
nite contribution to television, and the 
business surely needs all the hypo injects 
that can be jabbed into its anemic form. 
These annual Institutes which you are 
running fill a definite need. 

Best wishes for this very important 
meeting 

HOYLAND BETTINGER 
Television Consultant 
Monterey County, Calif. 

No Moth Balls . . . 
SIRS: 

The Bristol-Myers video commercials 
on film have not been packed in moth 
balls as stated in Televiser. We used our 
most recent Vitalis film effectively, inte- 
grating it right into the middle of WCBS- 
TV's Party Line quiz and it zinged along, 

Also, if you notice, film opens and signs 
off the Bristol-Myers' Sunday night half 
hour. 

JOSE di DONATO 
Head of Television 
Doherty, Clifford & Shenfeld, Inc. 

A Protest. .. 
SIRS: 

I caught a phrase in the January Televiser 
that gave me quite a start. On page 11 you 
say there are only three major television sta- 
tions. 

Now, we at WBKB have, for several months, 
the highest weekly average of telecasting of 
any station in the country. No one has yet 
approached our 50 hours a week of program- 
ming. 

We have maintained an almost continuous 
program service since early 1941 and have 
pioneered every type of remote program in 
the midwest. We have had our share of 
"firsts" nationallv. 

What does a guy have to do to play in the 
tug leagues? 

REINALD IRRENRATH, JR. 
Balaban & Katz Television 
Chicago 1, III. 

Ed. Note: Reference on page 11 should have 
read "three major television stations of New 
York City." 

WIBG, Philadelphia . . . 
SIRS: 

While we feel honored by being listed 
among the stations subscribing to Televiser, 
we kind of resent having our station pushed 
out in the sticks. 

You see, WIBG is a major station in 
Philadelphia, which happens to be the third 
major market. Oreland, Pennsylvania, in 
which you list us, is one of those minor 
suburbs outside the Philadelphia area. It so 
hay pens that I have my copy of Televiser 
sent to my home rather than to the station 
because I'd rather not have it borrowed by 
members of the station's staff before I get 
a chance to read it. 

RUPE WERLING 
Production Manager 
Philadelphia 2, Penn. 

Ed. Note: Oops . . . our error! 

McNaughton's Stage Sets . . . 
SIRS: 

The reproductions of James McNaughton's 
background settings used at WCBS-TV were 
rather heartening to one accustomed to 
expecting the same poorly designed scenic 
backgrounds previously created for television 
shows. 

One thing, however--the term "impres- 
sionism" doesn't appear to mean what the 
article intended it to mean. I believe the 
proper term for McNaughton's scenic tech- 
nique is "abstractionism"—which, in effect, 
is the interpretation through the use of cre- 
ative design in remaking or reshaping nature 
or realism. In using abstract forms the artist 
is licensed to recreate true representation to 
suit his fancy. "Abstractionism vs. realism" 
would have been the proper headline for his 
article. 

However, his particular version of avoid- 
ing the effects of stark realism is not new. 
Therefore it is difficult for me to understand 
why Mr. McNaughton is credited with the 
title of pioneer designer. He simply adapted 
an ancient technique to a new medium! 

It is also difficult for me to interpret Mr. 
McNaughton's reference to the theater's go- 
ing in for faked effects. If it's a simple state- 
ment, let's leave it at that. But, if he means 
to contrast his art with faked effects, may I 
remind him that judging by the six photos 
appearing in the Jan.-Feb. issue of Tele 
viser, his work presents nothing but the 
quality of faked effects—which is as it 
should be. 

McNaughton's general use of exaggerated 
perspective for the illusion of depth has 
within it the germ of a good idea for tele 
backgrounds. As a whole, his designs are 
a definite step in the right direction. 

Television deserves it, I think. 
ELEANOR RAMPELL 
Commercial Artist 
New York 2, N. Y. 

A Large Order... 
SIRS: 

I am studying "Economics of Marketing" 
at Florida State College for Women, and am 
particularly interested in your viewpoints on 
the marketing of television now and in the 
future. 

Any information, pictures, etc. it garding 
the various aspects of television will be great- 
ly appreciated. I have been assured that I 
would be able to obtain almost any informa- 
tion available from Televiser. I read your 
magazine and find it very interesting and 
informative. 

GLORIA BASILA 
Florida State College for Women 
Tallahassee, Florida 

Enthusiasm . . . 
SIRS: 

I am eligible for Televiser's student sub- 
scription rate ($2 per year), having taken 
the U.C.I,A course of "Television." Let's 
hurry the day when we shall receive your 
magazine once a month. I feel I cannot miss 
any issue, as Televiser is outdistancing its 
years in information, news, and educational 
value. 

Out here, we are eagerly looking forward 
to the day when television will emanate from 
the West. Since I was a fashion copywriter, 
intra-store tele is of particular attraction to 
me. 

CAROL McADAMS 
Beverly Hills, Calif. 

TELEVISION and the METROPOLI- 
TAN MUSEUM OF ART—A Study 
by Lydia Bond Powell, Metropolitan 
Museum of Art, New York, N. Y., 
1946. 109 pp. 
An investigation of and report on tele- 

vision made to guide the Metropolitan 
Museum of Art in establishing policy 
toward its possible use of television to 
bring cultural collections to the public. 
Lydia Bond Powell, Research Associate, 
Teachers College, Columbia University, 
carried out the study. 

Here is an evaluation and approach to 
the educational program that would be 
well for every agency, client and station 
executive to read, and further an overall 
estimate of the telecasting business. Ex- 
ample: ""Sponsorship is a matter of buy- 
ing and selling. The museum has a tele- 
vision gold mine to sell." Miss Powell 
elucidated on all phases of the museum's 
"gold mine," and the problems involved 
both in owning a station and in packag- 
ing shows. It is an unusually compre- 
hensive report. 

THE TELEVISER 
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FOOTNOTES to the NEWS

He Feels Gyped
The rare television receiver owner has had

a field day with video's home quiz programs

-well, uniil now. Norman Chalfin, develop-
meni engineer with Daven's Electronic Co.,
for insfance, is fii io be tied. A year ago he
buill a set at 6 coel of $50 and recenlly il
began to show a profit, his winnings on John
Reed King's "Party Line" (CBS, Sundays)
have tolaled more than $100. not fo mention
boxes of soaps, shampoos, hair dressing and
iooihpaste (Bristol-Myers) that arrive with
the cash awards. But now wilh the influx of
new ielevision receivers, Chalfin finds il almost
impossible lo reach C85's busy switchboard-
and he feels he's oui of money, pariicularly
when the olher night he knew the $25 answer.

Finonces
\fith Ed Noble's Cecision not to dis-

pose of his $15,000,000 in ABC netwofk
stock, the trade is wondering where the
money is going to come from to finance
television to buiid, install and operate frve

stations which conservatively will lose a

million dollars each the first year.
ABC is still hoping for its New York

CP. The net plans to concentrate on get-
ting the New York station and the De-
troit station in operation in 1947, if pos-
sible. Chicago, Los Angeles and San

Francisco will follow later.

Hollywood Tefe Group
A new group, Hollywood Academy of

Television Arts and Science, (replacing
defunct ACT), was organized to safe-
guard Nfest Coast tele interests. Olicers:
Edgar Bergen, president; Ronnie Oxford,
KFI producer, first vice president; Mark
Fioley, Don Lee publicist, second vice
president; R. A. Monfort, Los Angeles
Tirnes technician, treasurer; Don Mac-
Namara, Telefilms, corresponding secre-

tary.
*

Program Code
John F. Royal, vice president in charge

of NBC television, heads up the TBA
program committee to investigate video
programs and draft a set of standards as

a guide for telecasters. Standards may
form basis of Tele Code, proposed by J.
R. Poppele, TBA president.

t€*rr
Dislaff FCC Member: Fann! Neyrnan

Lituin, goaernrrtent radio attorney for the
past 20 ),earr, tnay be appointed to tbe
FCC aacancy. lVby not?

8

Signif,conl
Recently CBS television staff members,

signing individually and not as union
groups, petitioned Senator Irving M. Ives
to vote against the entire series of anti-
labor bills now before Congress.

There are six unions at VCBS-TV.
However, on this petition they cooper-
ated as a unit. The unions are: IBE\f
(AFL), Radio Guild of UOP\74 (CIO),
Radio Directors Guild (AFL), IATSB
(AFL), Screen Cartoonists Guild (AFL),
United Scenic Artists (AIL).

Sfolions lnyolvernenls
o S7BAL, Baltimore, holder of tele CP
is currently involved in radio station re-
newal license with the FCC on Blue Book
charges. Columnist Drew Pearson and
Robert S. Ailen have filed for \7BAL fa-
cilities.
o I7PEN, independent regional radio sta-
tion and holder of a television CP (\7m.
Penn Broadcasting Co.) is being sold by
the Philadelphia Bulletin (owner) 

^t 
a re-

ported price of $1,000,000. The Bulletin
recently acquired J. David Stern's radio
station \7CAU along with his Phila-
delphia Record. and Camden Courier-Post.
(Stern sold out because of three-month
strike at his newspaper plants.) ITCAU
(CBS affiliate) had an UHF tele CP.

Query: Vill the Bulletin retain the low
band tele CP ? Or does it go with \7PEN?

Up WBKB Time Chorges
With more than 1,000 television re-

ceivers in the Chicago area, \(BKB on
March 15 rvill up its time charges (per
original ratc card). Efiective transmitter-
facilities rates: $200 per hour, $rzo per
half-hour, $80 per one-quarter-hour.
Present contracts continue on same basis

until expiration. Capt. Bill Eddy, station
manager, expects a further boost in facili-
ties chargcs in two months, with more set

deliveries (over ),000).

{. i< ,<

f nferesfinE Experimenl
Series to watch is Borden's experiment

with telc commercials on \trNBT,
through Kenyon & Eckhardt, working with
NBC on varied types of shows, to test
formats. First "experiment" (March 1)
will be followed by others on a non-
regular schedule. 

* x

Tele in EnEland
$trith BBC tele temporarily closed down

during Britain's fuel crisis, officials are
contemplating busy months ahead resum-
ing video's regular service.

In the meantime, television networking
plans for England are being studied.
Use of cable or radio relay (two way) to
connect London with Birmingham is un-
der engineering consideration.

A Color Problem?

!f'm,,:#&E

Q.;
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He Feels Gyped 
H The rare television receiver owner has had M 
M a field day with video's home quiz programs ■ 
^ —well, until now. Norman Chalfin, develop- ■ ^ 
H ment engineer with Daven's Electronic Co., ' 
^ for instance, is fit to be tied. A year ago he ^ 
HI built a set at a cost of $50 and recently it . 
^ began to show a profit, his winnings on John ^ 
H Reed King's "Party Line" {CBS, Sundays} H 

have totaled more than $100, not to mention - 
^ boxes of soaps, shampoos, hair dressing and ■ 
; toothpaste (Bristol-Myers) that arrive with H 
s the cash awards. But now with the influx of |i 
M new television receivers, Chalfin finds it almost || 
M impossible to reach CBS's busy switchboard— M 
^ and he feels he's out of money, particularly || 
J when the other night he knew the $25 answer. ^ 

       

Finances 
With Ed Noble's decision not to dis- 

pose of his $15,000,000 in ABC network 
stock, the trade is wondering where the 
money is going to come from to finance 
television to build, install and operate five 
stations which conservatively will lose a 
million dollars each the first year. 

ABC is still hoping for its New York 
CP. The net plans to concentrate on get- 
ting the New York station and the De- 
troit station in operation in 1947, if pos- 
sible. Chicago, Los Angeles and San 
Francisco will follow later. 

* ❖ 
Hollywood Tele Group 

A new group, Hollywood Academy of 
Television Arts and Science, (replacing 
defunct ACT), was organized to safe- 
guard West Coast tele interests. Officers: 
Edgar Bergen, president; Ronnie Oxford, 
KFI producer, first vice president; Mark 
Einley, Don Lee publicist, second vice 
president; R. A. Monfort, Los Angeles 
Times technician, treasurer; Don Mac- 
Namara, Telefilms, corresponding secre- 
tary. 

* * * 

Program Code 
John F. Royal, vice president in charge 

of NBC television, heads up the TBA 
program committee to investigate video 
programs and draft a set of standards as 
a guide for telecasters. Standards may 
form basis of Tele Code, proposed by J. 
R. Poppele, TBA president. 

* * * 
Distaff FCC Member: Fanny Neyman 

Litvin, government radio attorney for the 
past 20 years, may be appointed to the 
FCC vacancy. Why not? 

Significant 
Recently CBS television staff members, 

signing individually and not as union 
groups, petitioned Senator Irving M. Ives 
to vote against the entire series of anti- 
labor bills now before Congress. 

There are six unions at WCBS-TV. 
However, on this petition they cooper- 
ated as a unit. The unions are: IBEW 
(AFL), Radio Guild of UOPWA (CIO), 
Radio Directors Guild (AFL), IATSE 
(AFL), Screen Cartoonists Guild (AFL), 
United Scenic Artists (AFL). 

Jh ^ * 
Stations Involvements 
• WBAL, Baltimore, holder of tele CP 
is currently involved in radio station re- 
newal license with the FCC on Blue Book 
charges. Columnist Drew Pearson ^nd 
Robert S. Allen have filed for WBAL fa- 
cilities. 
• WPEN, independent regional radio sta- 
tion and holder of a television CP (Wm. 
Penn Broadcasting Co.) is being sold by 
the Philadelphia Bulletin (owner) at a re- 
ported price of $1,000,000. The Bulletin 
recently acquired J. David Stern's radio 
station WCAU along with his Phila- 
delphia Record and Camden Courier-Post. 
(Stern sold out because of three-month 
strike at his newspaper plants.) WCAU 
(CBS affiliate) had an UHF tele CP. 
Query: Will the Bulletin retain the low 
band tele CP? Or does it go with WPEN? 

A Color Problem? 

Up WBKB Time Charges 
With more than 1,000 television re- 

ceivers in the Chicago area, WBKB on 
March 15 will up its time charges (per 
original rate card). Effective transmitter- 
facilities rates; $200 per hour, $120 per 
half-hour, $80 per one-quarter-hour. 
Present contracts continue on same basis 
until expiration. Capt. Bill Eddy, station 
manager, expects a further boost in faciii 
ties charges in two months, with more set 
deliveries (over 5,000). 

❖ ^ * 
Interesting Experiment 

Series to watch is Borden's experiment 
with tele commercials on WNBT, 
through Kenyon & Eckhardt, working with 
NBC on varied types of shows, to test 
formats. First "experiment" (March 1) 
will be followed by others on a non- 
regular schedule. 

^ ^ * 

Tele in England 
With BBC tele temporarily dosed down 

during Britain's fuel crisis, officials are 
contemplating busy months ahead resum- 
ing video's regular service. 

In the meantime, television networking 
plans for England are being studied. 
Use of cable or radio relay (two way) to 
connect London with Birmingham is un- 
der engineering consideration. 
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FOOT'IIOTES TO THE NEWS

Audience Tug-of.Wor
The relalive audience "pull" of New

'York's three lelevision slalions will be
fesled fhis summer by baseball.

WCBS-TV has, and logically so, the
mosf colorfui leam, The 

-Broollyn 
Dod-

gers. DuMont has the best letm, The
New York Yankees, and NBC has lhe
second division specialisls, fhe New York
Gianls.

The befling, however, is thaf viewinq
won'f run in that l- 2- 3 order.

Show-wise
o Political stumping has started via
video. Alderman Bertram B. Moss, en-
cumbant of Chicago, took to \ilrBKB air
waves v/ith film, pictures, graphs and
charts to show constituents his public
improvements.
. TJ7CBS-TV "auditionid" on the air its
Come into tbe Kitcben with Heloise
Parker Broeg, Mother ParAer of \7EEI-
CBS, Boston, for an invited audience of
agency men. Mrs. Broeg prepared a lob-
ster grilled dinner. Six lobsters (to be
sure they were fresh) were flown by plane
from Maine. The studio crews enioyed
the food.
. Moppet round table, Minor Opiniont,
kicks around civic, social and educational
questions on \7BKB. "Class" of 6 to 9
year-olds are from the Gary Public School
system; George Menard, moderator.
o In Los Angeles, the Hollywood Sound
Institute is sponsoring an informal e & A
radro series, T'bit Is Teleuition, over
KMP (Suns., 2:30 p.m.).
. Leave it to Lee $Zallace, young actor-
director to try out new techniques. Recent
experiment was pantomime drama, Tbe
Doll, wiltten and directed bv Robert Mav-
berry and produced on.. V.RGB, Schen-
ectady. Only four words were spoken ilt
the half-hour show.
o Tex McCrary and Jinx Falkenburg arg
featured in the Sandra Gahle package
show, The HotnemaAers' Clab whjch
McCann-Erickson ad agency has optioned
for Swift & Co. Tom Hutchinson has
been signed to direct.

:1. {r ,.

Tefevision Gets Around
RCA has sent several carloads of its

table model receivers to Los Angeles,
now that LA public is assured broadcast
service with KTLA on the air six nights
a week. RCA shipped and is shipping re-
ceivers to Detroit (StrtU7DT, soon to
open) and to St. Louis (KSD-TV, on
the air).

MARCH.APRIL, 1947

So far RCA has been carrying the video
ball, taking its traveling television studio
all over the U. S., most recently to Bufialo
for the Sports and Boat show (Feb. ZZ to
Mar. 2). Buffalo station \7BEN-TV
cooperated in the public demonstrations.

**r<
Invenfors of Tefevision

The L947 STodd Almanac, which con-
tains a section on television for the first
time, credits under "Great Inventions,"
V. K. Zworykin (RCA) as the American
inventor of television (1.934), and as for-
eign inventor, Baird of Scotland (1926).

*{<t<
Anlenna Problem

TBA's president Jack Poppele has called
upon New York landlords to cooperate
with the industry, following the recent
edia by real estate managements banning
antennas on apartment house roofs, by
allowing set buyers to install antennas
until a satisfactory central antenna system
is developed. Up to publication time, no
cooperative action has been indicated.

Central antenna systems, which would
cost about $t0 to $Z; per apartment to
install, are not being looked upon kindly
by real estate owners. However, General
Electric is bringing out a simplified mul-
tiple-dwelling antenna system, claimed to
be economical and simple to install.

Indoor antennas are the solution being
oflered by Video Television, Inc., a New
York service organiza;tion. The company
claims that picture reception in a majority
of installations in multiple dwellings, has
proved as clear as with rooftop antennas.

Ernest A. Marx of DuMont is chairman
of the TBA committee 

- representing
manufacturers, advertising agencies, film
and service groups-assigned to study the
antenna problem.

:F{.*

To promote and expand. tbe sales of
its l{/CBS-TV teleuition lacilities, CBS
bat appointed itt Spot Broadcasting Diai-
sion, Radio Sales, to handle the leleaision
outle!. t< * {<

Films lor fefevision
. Los Angeles office of J. \Taiker
Thompson is currently conducting a sur-
vey of major motion picture companies
to check Hollywood films available for
television. Norman Blackburn, v.p., is in
charge of client-sen'ice project.
. It's now the Radio and Television Sec-
tion of the STar Dept.'s Office of Pub-
lic Relations. Department, with Capt.
rJ7arren T. Lenhard in charge of tele,

will service experimental and commercial
video stations with Armv films and will
aid in the televising of Army activities
(Army S7eek, Apr. 6-12).
o The latest development in filming and
using Smm and 16mm motion pictures
for television will occupy the attention
of Society of Motion Picture Engineers
at their semi-annual meeting in Chicago,
Drake Hotel , on Apill 2L-2).

***
Sporfs Gsles ond Video

Survey conducted by one of the public
opinion groups for a prospective sponsor
of a baseball club, disclosed the fact that
in New York City only 6/o of the gen-
eral public questioned could identify the
Giants, Dodgers or Yankees as New York
baseball teams.

Supplementing that fact, the advertis-
ing department of a New York news-
paper last .summer, in order to persuade
baseball managements to advertise, fi-
nanced a study to learn what per cent of
the people knew what team was playing
that day. Only 1/o knew.

Television people are using this com-
bination of figures when any of the sports
groups feel that television is going to cut
into game attendance. On the contrary,
video will broaden the base of people
who know the sport, thereby increasing
the number of people interested in going
to see a game. (See A Houtewife Reportt,
pg. L3 and. Sponsors Buying Tinre, pg.
zl t.

***
CBS reluctant to spend goaernment

fundt to establisb teleaision"in Canad.a,
il watcbing U. S. uid.eo growing pains,
waiting deueloprnents bere before giuing
the go-abead to applicantu,

:F*{.

Botter Up!
Start of baseball means busy days for

television. KSD-TV, new St. Louis Port-
Dispatcb station, will have cameras at
home games of St. Louis Cardinals and
the Browns; S7CBS-TV at Ebbets Field,
for Brooklyn Dodgers; ITABD-DuMont
at Yankee Stadium for the New York
Yankecs, and N7NBT-NBC at Polo
Grounds for the Giants.

Snag in selling sponsorship for the
New York Yankees: Ballantine's beer
has the radio broadcasts over \fHN,
which precludes a beer account (a natu-
ral) for video. Agencies and DuMont are
peddling package to cigarette, automobile
and breakfast food people.

(Continaed on Page 10)
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So far RCA has been carrying the video 
ball, taking its traveling television studio 
all over the U. S., most recently to Buffalo 
for the Sports and Boat show (Feb. 22 to 
Mar. 2). Buffalo station WBEN-TV 
cooperated in the public demonstrations. 

via 
en- 

Audience Tug-of-War 
The relative audience "pull" of New M 

York's three -lelevision stations will be B 
tested this summer by baseball. 

WCBS-TV has, and logically so, the J 
most colorful team, The Brooklyn Dod- B 
gi-TS. D iMont has the best team, The B 
New York Yankees, and NBC has the B 
second division specialists, the New York | 
Giants. 

The betting, however, is that viewing B 
won't run in that 1-2-3 order. 

IB 

Show-wise 
• Political stumping has started 
video. Alderman Bertram B. Moss, 
cumbant of Chicago, took to WBKB air 
waves with film, pictures, graphs and 
charts to show constituents his public- 
improvements. 
• WCBS-TV "auditioned" on the air its 
Come into the Kitchen with Heloise 
Parker Broeg, Mother Parker of WEEI- 
CBS, Boston, for an invited audience of 
agency men. Mrs. Broeg prepared a lob- 
ster grilled dinner. Six lobsters (to be 
sure they were fresh) were flown by plane 
from Maine. The studio crews enjoyed 
the food. 
• Moppet round table, Minor Opinions. 
kicks around civic, social and educational 
questions on WBKB. "Class" of 6 to 9 
year-olds are from the Gary Public School 
system; George Menard, moderator. 
• In Los Angeles, the Hollywood Sound 
Institute is sponsoring an informal Q & A 
radio series, This Is Television, over 
KMP (Suns., 2:30 p.m.). 
• Leave it to Lee Wallace, young actor- 
director to try out new techniques. Recent 
experiment was pantomime drama, The 
Doll, written and directed by Robert May- 
berry and produced over WRGB, Schen- 
ectady. Only four words were spoken in 
the half-hour show. 
• Tex McCrary and Jinx Falkenburg are 
featured in the Sandra Gahle package 
show, The Homemakers' Club which 
McCann-Erickson ad agency has optioned 
for Swift & Co. Tom Hutrhinson has 
been signed to direct. 

* Hs * 
Television Gets Around 

RCA has sent several carloads of its 
table model receivers to Los Angeles, 
now that LA public is assured broadcast 
service with KTLA on the air six nights 
a week. RCA shipped and is shipping re- 
ceivers to Detroit (WWDT, soon to 
open) and to St. Louis (KSD-TV, on 
the air). 
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Inventors of Television 
The 1947 World Almanac, which con- 

tains a section on television for the first 
time, credits under "Great Inventions," 
V. K. Zworykin (RCA) as the American 
inventor of television (1934), and as for- 
eign inventor, Baird of Scotland (1926). 

^ * 
Antenna Problem 

TBA's president Jack Poppele has called 
upon New York landlords to cooperate 
with the industry, following the recent 
edict by real estate managements banning 
antennas on apartment house roofs, by 
allowing set buyers to install antennas 
until a satisfactory central antenna system 
is developed. Up to publication time, no 
cooperative action has been indicated. 

Central antenna systems, which would 
cost about $50 to $75 per apartment to 
install, are not being looked upon kindly 
by real estate owners. However, General 
Electric is bringing out a simplified mul- 
tiple-dwelling antenna system, claimed to 
be economical and simple to install. 

Indoor antennas are the solution being 
offered by Video Television, Inc., a New 
York service organization. The company 
claims that picture reception in a majority 
of installations in multiple dwellings, has 
proved as clear as with rooftop antennas. 

Ernest A. Marx of DuMont is chairman 
of the TBA committee ■— representing 
manufacturers, advertising agencies, film 
and service groups—assigned to study the 
antenna problem. 

* * sfc 
To promote and expand the sales of 

its WCBS-TV television facilities, CBS 
has appointed its Spot Broadcasting Divi- 
sion, Radio Sales, to handle the television 
outlet. * * * 

Films for Television 
• Los Angeles office of J, Walker 
Thompson is currently conducting a sur- 
vey of major motion picture companies 
to check Hollywood films available for 
television. Norman Blackburn, v.p., is in 
charge of client-service project. 
• It's now the Radio and Television Sec- 
tion of the War Dept.'s Office of Pub- 
lic Relations. Department, with Capt. 
Warren T. Lenhard in charge of tele, 

will service experimental and commercial 
video stations with Army films and will 
aid in the televising of Army activities 
(Army Week, Apr. 6-12). 
• The latest development in filming and 
using 8mm and 16mm motion pictures 
for television will occupy the attention 
of Society of Motion Picture Engineers 
at their semi-annual meeting in Chicago, 
Drake Hotel, on April 21-25. 

* * H: 
Sports Gates and Video 

Survey conducted by one of the public 
opinion groups for a prospective sponsor 
of a baseball club, disclosed the fact that 
in New York City only 6% of the gen- 
eral public questioned could identify the 
Giants, Dodgers or Yankees as New York 
baseball teams. 

Supplementing that fact, the advertis- 
ing department of a New York news- 
paper last summer, in order to persuade 
baseball managements to advertise, fi- 
nanced a study to learn what per cent of 
the people knew what team was playing 
that day. Only 1% knew. 

Television people are using this com- 
bination of figures when any of the sports 
groups feel that television is going to cut 
into game attendance. On the contrary, 
video will broaden the base of people 
who know the sport, thereby increasing 
the number of people interested in going 
to see a game. (See A Hcusewife Reports, 
pg. 13 and Sponsors Buying Time, pg. 
27). 

* * * 
CBS reluctant to spend government 

funds to establish television in Canada, 
is ivatching U. S. video growing pains, 
waiting developments here before giving 
the go-ahead to applicants. 

* * * 
Batter Up! 

Start of baseball means busy days for 
television. KSD-TV, new St. Louis Post- 
Dispatch station, will have cameras at 
home games of St. Louis Cardinals and 
the Browns; WCBS-TV at Ebbets Field 
for Brooklyn Dodgers; WABD-DuMont 
at Yankee Stadium for the New York 
Yankees, and WNBT-NBC at Polo 
Grounds for the Giants. 

Snag in selling sponsorship for the 
New York Yankees: Ballantine's beer 
has the radio broadcasts over WHN, 
which precludes a beer account (a natu- 
ral) for video. Agencies and DuMont are 
peddling package to cigarette, automobile 
and breakfast food people. 

(Continued on Page 10) 
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FOOTT{OIES TO
Tefeyision Receiyers

8,998 television sets have been manu-
factured during Dec. and Jan., the Jan.
output of 5,437 being almost 2,000 over
Dec. production" according to the Radio
Manufacturers Assoc. It is estimated,
with Feb. figures, that over 16,000 new
sets are in homes or in hands of dealers.

Over 2.000.00Ct black and white receiv-
ers will be produced during the next
three years, Dr. $7. R. G. Baker, director
of Engineering Dept. RMA, and vice
president of GE, told the FCC.

General Electric, ready to release tele-
vision consoles to the public, is turning
out about 30 sets a *eek. The company
is building up a backlog before releasing
receivers to dealers.

t00,000 television receivers may well
be in the hands of the public by 1948,
j. David Cathard, Adv. Mgr. RCA Victor
Home In*rument Dept., told a Kiwanis
Club hrncheon meeting in Philadelphia
recently. (See "Sponsors Buying Tinte,"
1,000,000 sets, pg. 27).

Tefe on Agenda
Television takes over the one-day Cin-

cinnati Institute of Radio Engineers meet-
ing, May 3. Paul Holst, Crosley Corp.,
and A. Alford, consulting Engineer, are
scheduled. All interested in television are
invited. Chairman: E. J. H. Bussard,
Crosley Corp., 17 2) Arlington, Cincinnati.

THE |{EWS (Cont'd lront Page 9) Tefe.Arficfes
o "Television on the Job," cover picture
and lead article in February issue of Pop-
ular Science Monthly by George H. Waltz,
Jr., explores the television "eye" at work

-unds15s4 
exploring, in industrial plants,

smelting furnaces, and in the operating
room. Seven pages of text and pictures.
o Swell two-page cartoon spread, "cook-
ing a la television," by Cobean appeared
in the Narz; Yorher (Feb. 15 issue).
o "Can Advertising Support Large-Scale
Television" was answered NO/ by Com-
mander E. F. McDonald, Jr., of Zenith
Radio, and Yes! by Paul B. Mowrey of
ABC network in Printers Ink (Feb. zt).
o Television took over Radio Age, RCA
house organ, January 1947 issue. Among
the eight video articles are: "Television,
Films and The Human Eye" by Dr. Al-
bert Rose, and "Television Promotion"
by Charlotte Stern of NBC.
o DuMont has issued a new booklet de-

scribing its telesets-prices not included.
r Anniversary booklet on Alocander
Graham Bell, a four-color job, was dis-
tributed b)' the 

*AT*T. *
People
o Louis A. Sposa of DuMont expects his
Teleilsion Priner of Prodxction to be re-
leased by McGraw-Hill in April.
o Hoyland Bettinger's "Television Tech-
niques," to be published by Harper &
Bros., is now set for May, 1947.
. New television stations, readying for
commercial operation, are looking around
for experienced personnel. Receot job
changers include: Mark Spenelli from
\7RGB, Schenectady, to the'West Coast;

Jack Gibney from $7BKB to $7GN, Inc.,
Chicago; two engineers from WNBT to
the Los Angeles Times.
o Edward R. Evans, former Pathe RKO
News Director, is new \S7CBS-TV Film
Supen'isor. Laurence Schwab, Jr. recently
added to 'sfNB'f-NBC's tele production
stafi.
o Cledge Roberts, former director at
WCRS-TV, is currently conducting a

colrrse, Introduction to Teleaision, at
Hunter College, New York.
. Sar.n Chase, formerly Tide radio editor,
is now with The Billboard. Bill Packer
has taken over the radio editorship; and

John Balch is Tide's television editor.
r Ronnie Oxford, fotmer IflNBT-NBC
director, resigned to join KFI, the Eade
C. Anthony Los Angeles station (holder
of a tele CP) as exeortive video-FM
producer.

Sfudios
o International Alliance, Theatrical and
Stage Employees of America (IATSE) is

negotiating with management at WPTZ-
Philco.
. I7BKB is installing its new antenna,
a three-bay super turnstyle (RCA) which
will increase station's effective radiated
power from 2 kw to 13.8 kw and is ex-
pected to override local noise interference.
o WABD-DuMont is experimenting with
Westinghouse's new air-cooled mercury-
vapor lights at its John \Tanamaker stu-
dios. Both floor lights and floods, rim-
ming the studio balcony for set backlight-
ing;, are being tested.

Receiver Heodlines
o Life has been shooting a television
picture story for a forthcoming issue.

Double-page spread will show 27 models
by L4 manufacturers. Picture was shot
in the DuMont-rUTanamaker studio; re-

ceivers being laid on the floor, screen up
and carneraman shooting down from
overhead studio light grid.
o Science Illustrated has a double-page
spread of television receivers in its March
iisue. Some of the models, however, are

Prervar.
o Pic, in its current issue (March) gives
three 1'rages to Bob Diendorfer's "\fhat
Television \7ill Do To Spectator Sports."
Story is based mainly on \7CBS.

.{ Tempesluous Pick-Up

All in a remole crew's day: WPI-Z covers four-hour Mummer's Day Parade on New Year'r Day.
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FOOTNOTES TO THE NEWS (Cont'd from Page 9) 

Television Receivers 
8,998 television sets have been manu- 

factured during Dec. and Jan., the Jan. 
output of 5,437 being almost 2,000 over 
Dec. production, according to the Radio 
Manufacturers Assoc. It is estimated, 
with Feb. figures, that over 16,000 new 
sets are in homes or in hands of dealers. 

Over 2,000,000 black and white receiv- 
ers will be produced during the next 
three years, Dr. W. R. G. Baker, director 
of Engineering Dept. RMA and vice 
president of GE, told the FCC. 

General Electric, ready to release tele- 
vision consoles to the public, is turning 
out about 30 sets a week. The company 
is building up a backlog before releasing 
receivers to dealers. 

500,000 television receivers may well 
be in the hands of the public by 1948, 
J. David Cathard, Adv. Mgr. RCA Victor 
Home Inatrument Dept., told a Kiwanis 
Club luncheon meeting in Philadelphia 
recently. (See "Sponsors Buying Time," 
1,000,000 sets, pg. 27). 

Tele on Agenda 
Television takes over the one-day Cin- 

cinnati Institute of Radio Engineers meet- 
ing, May 3. Paul Hoist, Crosley Corp., 
and A. Alford, consulting Engineer, are 
scheduled. All interested in television are 
invited. Chairman: E. J. H. Bussard, 
Crosley Corp., 1729 Arlington, Cincinnati. 

Studios 
• International Alliance, Theatrical and 
Stage Employees of America (IATSE) is 
negotiating with management at WPTZ- 
Philco. 
• WBKB is installing its new antenna, 
a three-bay super turnstyle (RCA) which 
will increase station's effective radiated 
power from 2 kw to 13.8 kw and is ex- 
pected to override local noise interference. 
• WABD-DuMont is experimenting with 
Westinghouse's new air-cooled mercury- 
vapor lights at its John Wanamaker stu- 
dios. Both floor lights and floods, rim- 
ming the studio balcony for set backlight- 
ing, are being tested. 

Receiver Headlines 
• Life has been shooting a television 
picture story for a forthcoming issue. 
Double-page spread will show 27 models 
by 14 manufacturers. Picture was shot 
in the DuMont-Wanamaker studio; re- 
ceivers being laid on the floor screen up 
and cameraman shooting down from 
overhead studio light grid. 
• Science Illustrated has a double-page 
spread of television receivers in its March 
issue. Some of the models, however, are 
prewar. 
• Pic, in its current issue (March) gives 
three pages to Bob Diendorfer's "What 
Television Will Do To Spectator Sports." 
Story is based mainly on WCBS. 

A Tempestuous Pick-Up 
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All in a remote crew's day WPTZ covers four-hour Mummer's Day Parade on New Year's Day. 
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Tele Articles 
• ' Television on the JoD," cover picture 
and lead article in February issue of Pop- 
ular Science Monthly by George H. Waltz, 
Jr., explores the television "eye" at work 
—undersea exploring, in industrial plants, 
smelting furnaces, and in the operating 
room. Seven pages of text and pictures. 
• Swell two-page cartoon spread, "cook- 
ing a la television," by t obean appeared 
in the New Yorker (Feb. 15 issue). 
• "Can Advertising Support Large-Scale 
Television" was answered NO! by Com- 
mander E. F. McDonald, Jr., of Zenith 
Radio, and Yes! by Paul B. Mowrey of 
ABC network in Printers Ink (Feb. 21). 
• Television took over Radio Age, RC A 
house organ, January 1947 issue. Among 
the eight video articles are; "Television, 
Films and The Human Eye" by Dr. Al- 
bert Rose, and "Television Promotion" 
by Charlotte Stern of NBC. 
• DuMont has issued a new booxlet de- 
scribing its tciesets—prices not included. 
• Anniversary booklet on Alexander 
Graham Bell, a four-color job, was dis- 
tributed by the AT&T. 

* * ❖ 
People 
• Louis A. Sposa of DuMont expects his 
Television Primer of Production to be re- 
leased by McGraw-Hill in April. 
• Hoyland Bettinger's "Television Tech- 
niques," to be published by Harper & 
Bros., is now set for May, 1947. 
• New television stations, readying for 
commercial operation, are looking around 
for experienced personnel. Recent job 
changers include; Mark Spenelli from 
WRGB, Schenectady, to the West Coast; 
Jack Gibney from WBKB to WGN, Inc., 
Chicago; two engineers from WNBT to 
the Los Angeles Times. 
• Edward R. Evans, former Pathe RKO 
News Director, is new WCBS-TV Film 
Supervisor. Laurence Schwab, Jr. recently 
added to WNBT-NBC's tele production 
staff. 
• Cledge Roberts, former director at 
WCBS-TV, is currently conducting a 
course, Introduction to Television, at 
Hunter College, New York. 
• Sam Chase, formerly Tide radio editor, 
is now with The Billboard. Bill Packer 
has taken over the radio editorship; and 
John Balch is Tide's television editor. 
• Ronnie Oxford, former WNBT-NBC 
director, resigned to join KFI, the Earle 
C. Anthony Los Angeles station (holder 
of a tele CP) as executive video-FM 
producer. 

THE TELEVISER 
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t: OPERATION AND MANAGEMENT

Luncheon of THE TELEVISER'S Flrst Annual "Television Inslifufe." Speakers included: James L. Fly, Tony Miner, Dr. A. N. Goldsmith.

Televiser's 2nd "Television Institute"
To Convene April L4-I5 at Commodore

IDEO'S annual creative inventory-
taking meeting, the "Television In-
stitute," sponsored by TUE Trrn-

vIsttR, again takes over the Grand Ball-
room ffoor of the Hotel Commodore,
New York City, for two days, Monday,
April 14, and Tuesday, April 1t, for
seven panel sessions, two luncheons, and
four seminar round tables. These sessions
are reports on "how we did it" by the
men and women engaged in television.

'u7hat radio broadcasting in its entire
26 years has been unable to accomplish,
has become a reality in the short interval
of the visual medium's rebirth. A majority
of all the men and women who have
contributed to the advancement of tele-
vision as an entertainment. educational
and advertising medium, will gather dur-
ing the two days of the Second Annual
Television Institute to share their experi-
ences of the last fifteen months.

Every single session will be a laboratory
report by rnanagement or staff on the
development of the medium that is fast
coming of age. The panels cover: 1)
Production-Studio Shows; 2) Station
Operations; 3 ) Production-Remote Pick-
Ups; 4) Station Management; 5) Pro-
duction-Films; 6) Advertising; 7) Pro-
duction Demonstration.

Luncheon guests of honor and speak-

MARCH.APRIL, 1947

ers include: Dr. Lee de Forest, radio
pioneer; Ernest B. Loveman, Vice Presi-
dent, Philco Broadcasting Corp.; Capt.
17. C. Eddy, Director of Station IZBKB,
Chicago; Harry Bannister, General Man-
ager of WWDT, the Detroit Nez,r video
station; Dr. Allen B. DuMont, President
of Allen B. DuMont Labs., Inc.; Paul
Raibourn, Vice President of Paramount
Pictures and President of Television Pro-
ductions, Inc. (Station KTLA); C. E.
Hooper, researcher; G. Shupert, President
of ATS, and Mrs. Clara Burke, a viewer
prototype, representing the public.

Ponel Speckers
Panel meetings are under the able

chairmanships of Dr. Alfred N. Gold-
smith, noted felevision consultant; J. R.
Poppele, President of Television Broad-
casters Association and Vice President
of Bamberger Broadcasting System;
Thomas H. Hutchinson, freelance pro-
ducer, formerly with RKO and NBC,
and author of Here is Teleoition; Lee
Cooley, Director of Television, McCann-
Erickson advertising agency; and Irwin
A. Shane, publisher of Tsr Tnrevrsrn
and Director of the Television $Torkshop
of New York.

Speakers at panel meetings include:
Max Fleischer, veteran cartoon film pro-
ducer; Rudolph Bretz, Film Editor, CBS

television station, WCBS-TV; Paul Mow-
rey, National Director of Television, and
Hu+.1gy-* Maflgye, .Exeortive .Froducer,

both of American Broadcasting Company;
Charles R. Durban, Assistant Advertising
Manager, and Harry A. Ma&ey, Tele-
vision Director, both of United States
Rubber Co.; Clarence Thoman in charge
of remotes, \7PTZ-Philco; David Lewis
in charge of television, Caples advertising
agency; Ralph Austrian, president of
RKO Television; Jose di Donato, Tele-
vision Director, Doherty-Clifford-Shen-
field advertising agency; Les Arries, Man-
ager of Station $7TTG, Albert Preisman,
Vice President, Capitol Radio Engineer-
ing Institute; Helen Rhodes, Production
Manager, Station \XTRGB-GE; and Judy
Dupuy, Editor of TsE TErEvtsrn and
author of Teleoition Sltow Business.

The oroductioo demonstration will cor>
sist of a dress rehearsal of a Television
Workshop show, scheduled for produc-
tion over the General Electric station,
'S7RGB, at Schenectady, N. Y.

Fosr Senrinors

The four seminar round tables. each

limited to 20 persons, will be turned over
to discussions on STriting, Advertising,
Station Problems, and Television for Re-

tailers. They will be under the chairman-

tl

I: OPERATION and MANAGEMENT 

Luncheon of THE TELEVISER'S First Annual "Television Institute." Speakers included- Jaires L. Fly, Tony Minjr, Dr. A. N. Goldsmith. 

Televiser's 2nd "Television Institute" 

To Convene April 14-15 at Commodore 

VIDEO'S annual creative inventory- 
taking meeting, the "Television In- 
stitute," sponsored by The Tele- 

viser, again takes over the Grand Ball- 
room floor of the Hotel Commodore, 
New York City, for two days, Monday, 
April 14, and Tuesday, April 15, for 
seven panel sessions, two luncheons, and 
four seminar round tables. These sessions 
are reports on "how we did it" by the 
men and women engaged in television. 

What radio broadcasting in its entire 
26 years has been unable to accomplish, 
has become a reality in the short interval 
of the visual medium's rebirth. A majority 
of all the men and women who have 
contributed to the advancement of tele- 
vision as an entertainment, educational 
and advertising medium, will gather dur- 
ing the two days of the Second Annual 
Television Institute to share their experi- 
ences of the last fifteen months. 

Every single session will be a laboratory 
report by management or staff on the 
development of the medium that is fast 
coming of age. The panels cover: 1) 
Production—Studio Shows; 2) Station 
Operations; 3) Production—Remote Pick- 
Ups; 4) Station Management; 5) Pro- 
duction—Films; 6) Advertising; 7) Pro- 
duction Demonstration. 

Luncheon guests of honor and speak- 
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ers include: Dr. Lee de Forest, radio 
pioneer; Ernest B. Loveman, Vice Presi- 
dent, Philco Broadcasting Corp.; Capt. 
W. C. Eddy, Director of Station WBKB, 
Chicago; Harry Bannister, General Man- 
ager of WWDT, the Detroit Neil's video 
station; Dr. Allen B. DuMont, President 
of Allen B. DuMont Labs., Inc.; Paul 
Raibourn, Vice President of Paramount 
Pictures and President of Television Pro- 
ductions, Inc. (Station KTLA); C. E. 
Hooper, researcher; G. Shupcrt, President 
of ATS, and Mrs. Clara Burke, a viewer 
prototype, representing the public. 

Panel Speakers 
Panel meetings are under the able 

chairmanships of Dr. Alfred N. Gold- 
smith, noted television consultant; J. R. 
Poppele, President of Television Broad- 
casters Association and Vice President 
of Bamberger Broadcasting System; 
Thomas H. Hutchinson, freelance pro- 
ducer, formerly with RKO and NBC, 
and author of Here is Television; Lee 
Cooley, Director of Television, McCann- 
Erickson advertising agency; and Irwin 
A. Shane, publisher of The Televiser 
and Director of the Television Workshop 
of New York. 

Speakers at panel meetings include: 
Max Fleischer, veteran cartoon film pro- 
ducer; Rudolph Bretz, Film Editor, CBS 

television station, WCBS-TV; Paul Mow- 
rey, National Director of Television, and 
Harvey,^ Marlowe Executive Producer, 
both ot American Broadcasting Company; 
Charles R. Durban, Assistant Advertising 
Manager, and Harry A. Ma^key, Tele- 
vision Director, both of United States 
Rubber Co.; Clarence Thoman in charge 
of remotes, WPTZ-Philco; David Lewis 
in charge ot television, Caples advertising 
agency; Ralph Austrian, president of 
RKO Television; Jose di Donato, Tele- 
vision Director, Doherty-Clifford-Shen- 
field advertising agency; Les Arries, Man- 
ager of Station WTTG, Albert Preisman, 
Vice President, Capitol Radio Engineer- 
ing Institute; Helen Rhodes, Production 
Manager, Station WRGB-GE; and Judy 
Dupuy, Editor of The Televiser and 
author of Television Show Business. 

The production demonstration will con- 
sist of a dress rehearsal of a Television 
Workshop show, scheduled for produc- 
tion over the General Electric station, 
WRGB, at Schenectady, N. Y. 

Four Seminars 

The four seminar round tables, each 
limited to 20 persons, will be turned over 
to discussions on Writing, Advertising, 
Station Problems, and Television for Re- 
tailers. They will be under the chairman- 

II 
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ship of : Edward Stasheff, writer of CBS
teleshows; Chet Ktrlesza, television and
motion picture departments, BBD&O
advertising agency; Ernest \7alling,
Manager of 'VJPTZ-Philco; and David
Arons of Gimbel Brothers, Philadelphia.

Plans also include displays of sketches
of studio stage sets, miniature models,
special effects, and sample scripts. In addi-
plans are being made for displays by
leading manufaciurers of television re-
ceivers x1d 6466135-equipment of vital
importance to program and production
men.

500 Losf Yeor
The Institute is dedicated to those who

v'ork in television. The First Annuai
Television Institute was held in October
I94) and was attended by over 500 in-
dustry leaders and others 'interested in
television. This meeting was followed in
January 1946 by th<' \Tashington, D. C.,
Institute, sponsored in cooperation with
the Advertising Club of that city and
q'as attended by over 200 persons. It is

expected that an unprecedented number
of industry people (staft personnel to
manegement) from all parts of the
United States and Canada will be in
a_ttendance this year at the Hotel Commo-
dore.

Regisfrofion Fee

The complete program and list of
speakers and panel topics will be found
on pages 20 to 22. The registration fee
of $f z.:O covers the complete two-day
meeting and includes admission to ali
sessions and both luncheons.

Produclion Technique
in Television is

YOUR Job

FILM LABORATORY
TECH N tQU E

for getiing ihe finest
resulls in 16 mm film

is OUR Job
Fine Graln Developing : Prlnllng

Sound - Cofor . Speciol Worl

PRECISION
FItM TABORATOR,IES

2l W. 46th Slreet New Yorl. N. Y.
"ln Midlown New Yorl"

Receivers 2

Transmitters, antennas,
associated circuits 1

Film Scanners-

to 4t/2 3/2 to 5

to6 4 ro5l2

l6mm 1 to4 1 to4
35mm I/2 to 4r/, 3 to 4

Studio cameras 2 to 412 4 to 5

Remote field cameras 3 ro 4t/2 4 to J

Relay Radio links 2 to 3 2r/2 to 3

It must be born in mind, also, that the
RCA simultaneous system is in its ex-
perimental development stages only; it is
still in the laboratory.

Dr. Engstrom, speaking for RCA (he
is vice president in charge of research),
stated that RCA plans to "agressively

develop color television." CBS's Frank
Stanton is on record that his company,
with an already heavy investment in color
(about $2,000,000), is "not prepared to
spend further substantial corporate ener-
gies in this direction (UHF color tele)
should the Commission rule adverselv
upon your petition."

Radio-Television Electronics
Praclical and Theoretical Coursa leads lo oo-
portunities in Industry, Sroadcasling or o*n
Eusiness. Dav and Eve. Sessions. Enroll now
for new classes. Qualified Veterans EliEible.

NADIO.TETEYISION INSTITUTE
4&l Lexinglon Ave.. N. Y. 17 (46th Sf.)

Plaza 3-4585 Licensed by N. Y. State

Color-the Moon-and Receivers
AS the Federal Communications
Commission rendered its decision
on the "color" question-answered

rightly or wrongly the low band vs. high
band problem (standarization of CBS's
UHF television system) and the under-
lying economic factor of "monopoly"-
by the time you read this ? Even if it
has, some interesting data about ultra high
frequency broadcast service were brought
to light during the prolonged FCC three-
month hearings.

Did you know that an UHF television
station, whether black-and-white or color,
has a limited line-of-sight service area of
about 25 miles with many "dead" spots
in this area? This was forcefully empha-
sized by Dr. Allen B. DuMont, and
brought out in the demanded tests made
by a committee of engineers, including
CBS's Dr. Peter S. Goldmark. It was
found that in seven out of eight selected-
at-random locations around New York,
within 25 miles of the CBS UHF trans-
mitter, its signal could barely be received,
and the picture could not be seen even
when an elaborate receiving antenna sys-

tem was used.
This bore out Dr. DuMont's conten-

tion, which engineers were well aware
of, that reception in the UHF is limited
to line of sight, and since these waves
are extremely short, they fly off from the
iransmitter in a straight line to the hori-
zon. There is little earth deflection.

T'he Moon, q Ref,ecfor
\7hile this may seem an immediate

hindrence to wide-spread UHF service,
engineers are always coming up with solu-
tions os possible solutions. The use of the
moon and planets as reflectors to bounce
back or mirror television oictures was en-
visioned as a significant future possibility
by David Sarnoff, president of Radio Cor-
poration of America, speaking in Cincin-
nati recently. The moon, he recalled, is

only 240,000 miles, or radiowise less than
2 seconds away. The chemistry of the
atmosphere, yet to be explored, may con-
tain the solution to satisfactory back-to-
earth transmitted signals, assuring UHF
service.

Equi p me nt Def ivery Scheduf es
Other interesting data brought out at

the hearings were the time schedules in-
volved in getting into UHF equipment
production and delivering essential sta-
tion and receiver apparatus.

Six manufacturers of station equip-
ment replied to the questionnaire of the
Radio Manufacturers Association com-
mittee, headed by E. lDf. Engstrom, chair-
man. They were: DuMont, Farnsworth,
Federal, General Electric, RCA, and
'Westinghouse.

Briefly, the estimated dates of delivery
indicate that the best one could hope for
any system of color television to get going
would be four (CBS sequential) to five
(RCA simultaneous) years. But first there
would be the time lag of change-over, get-
ting into production. A chain is as strong
as its weakest link; a television system
gets going only with its last essential part
in place. (For instance, new tele station
\7\fDT in Detroit, The Evening News
low band station, has been waiting since

January 10 for its transmitter.)
The estimated minimum times to start

deliveries of commercial type UHF appa-
ratus-reffrember-jigs, dies, and assem-
bly lines have to be set up-are briefly:

S eq aent ial S im a\t an eo us
Sy stent-CBS S ystern-RCA

yrs. lfJ'
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Color—the Moon—and Receivers 
ship of: Edward Stasheff, writer of CBS 
teleshows; Chet Kulesza, television and 
motion picture departments, BBD&O 
advertising agency; Ernest Walling, 
Manager of WPTZ-Philco; and David 
Arons of Gimbel Brothers, Philadelphia. 

Plans also include displays of sketches 
of studio stage sets, miniature models, 
special effects, and sample scripts. In addi- 
plans are being made for displays by 
leading manufacturers of television re- 
ceivers and cameras—equipment of vital 
importance to program and production 
men. 

500 Lasr Year 
The Institute is dedicated to those who 

work in television. The First Annual 
Television Institute was held in October 
1945 and was attended by over 500 in- 
dustry leaders and others interested in 
television. This meeting was followed in 
January 1946 by the Washington, D. C, 
Institute, sponsored in cooperation with 
the Advertising Club of that city and 
was attended by over 200 persons. It is 
expected that an unprecedented number 
of industry people (staff personnel to 
management) from all parts of the 
United States and Canada will be in 
attendance this year at the Hotel Commo- 
dore. 

Registration Fee 
The complete program and list of 

speakers and panel topics will be found 
on pages 20 to 22. The registration fee 
of $12.50 covers the complete two-day 
meeting and includes admission to all 
sessions and both luncheons. 

Production Technique 

in Television is 

YOUR job 

FILM LABORATORY 

TECHNIQUE 

for getting the finest 

results in 16 mm film 

is OUR Job 

Fine Grain Developing - Printing 
Sound - Color - Special Work 

PRECISION 
FILM LABORATORIES 

21 W. 46th Street New York, N. Y. 
"In Midtown New York" 

HAS the Federal Communications 
Commission rendered its decision 
on the "color" question—answered 

rightly or wrongly the low band vs. high 
band problem (standarization of CBS's 
UHF television system) and the under- 
lying economic factor of "monopoly"— 
by the time you read this? Even if it 
has, some interesting data about ultra high 
frequency broadcast service were brought 
to light during the prolonged FCC three- 
month hearings. 

Did you know that an UHF television 
station, whether black-and-white or color, 
has a limited line-of-sight service area of 
about 25 miles with many "dead" spots 
in this area? This was forcefully empha- 
sized by Dr. Allen B. DuMont, and 
brought out in the demanded tests made 
by a committee of engineers, including 
CBS's Dr Peter S. Goldmark. It was 
found that in seven out of eight selected- 
at-random locations around New York, 
within 25 miles of the CBS UHF trans- 
mitter, its signal could barely be received, 
and the picture could not be seen even 
when an elaborate receiving antenna sys- 
tem was used. 

This bore out Dr. DuMont's conten- 
tion, which engineers were well aware 
of, that reception in the UHF is limited 
to line of sight, and since these waves 
are extremely short, they fly off from the 
transmitter in a straight line to the hori- 
zon There is little earth deflection. 

The Moon, a Reflector 
While this may seem an immediate 

hindrence to wide-spread UHF service, 
engineers are always coming up with solu- 
tions os possible solutions. The use of the 
moon and planets as reflectors to bounce 
back or mirror television pictures was en- 
visioned as a significant future possibility 
by David Sarnoff, president of Radio Cor- 
poration of America, speaking in Cincin- 
nati recently. The moon, he recalled, is 
only 240,000 miles, or radiowise less than 
2 seconds away. The chemistry of the 
atmosphere, yet to be explored, may con- 
tain the solution to satisfactory back-to- 
earth transmitted signals, assuring UHF 
service. 

Equipment Delivery Scnedules 
Other interesting data brought out at 

the hearings were the time schedules in- 
volved in getting into UHF equipment 
production and delivering essential sta- 
tion and receiver apparatus. 

Six manufacturers of station equip- 
ment replied to the questionnaire of the 
Radio Manufacturers Association com- 
mittee, headed by E. W. Engstrom, chair- 
man. They were: DuMont, Farnsworth, 
Federal, General Electric, R( A, and 
Westinghouse. 

Briefly, the estimated dates of delivery 
indicate that the best one could hope for 
any system of color television to get going 
would be four (CBS sequential) to five 
(RCA simultaneous) years. But first there 
would be the time lag of change-over, get- 
ting into production. A chain is as strong 
as its weakest link; a television system 
gets going only with its last essential part 
in place. (For instance, new tele station 
WWDT in Detroit, The Evening News 
low band station, has been waiting since 
January 10 for its transmitter.) 

The estimated minimum times to start 
deliveries of commercial type UHF appa- 
ratus—remember—jigs, dies, and assem- 
bly lines have to be set up—are briefly: 

Sequential Simultaneous 
System-CBS System-RCA 

yrs. yrs. 
Receivets 2 to 41/2 SVi to 5 
Transmitters, antennas, 

associated circuits 1 to 6 4 to 51/2 
Film Scanners— 

16mm 1 to 4 3 to 4 
33mm 11/2 to 41/2 3 to 4 

Studio cameras 2 to 41/2 4 to 5 
Remote field cameras 3 to 41/2 4 to 5 
Relay Radio links 2 to 3 2^2 lo 3 

It must be born in mind, also, that the 
RCA simultaneous system is in its ex- 
perimental development stages only; it is 
still in the laboratory. 

Dr. Engstrom, speaking for RCA (he 
is vice president in charge of research), 
stated that RCA plans to "agressively 
develop color television." CBS's Frank 
Stanton is on record that his company, 
with an already heavy investment in color 
(about $2,000,000), is "not prepared to 
spend further substantial corporate ener- 
gies in this direction (UHF color tele) 
should the Commission rule adversely 
upon your petition." 

Radio-Television Electronics 
Practical and Theoretical Course leads to op- 
portunities in Industry, Broadcasting or own 
Business. Day and Eve. Sessions. Enroll now 
for new classes. Qualified Veterans Eligible. 

RADIO-TELEVISION INSTITUTE 
480 Lexington Ave., N. Y. 17 (46th St.) 

PLaza 3-4585 Licensed by N. Y. State 
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Interesting Reactions of a Housewife
To Televised Sports

87 Cr-ana A. BunrE
A Pleasantoille (N. Y.) Housewife

humor, who called the announcer on all
his exaggeretions throughout the bout.

The main reaction of all those men, aPart

from their thrill of seeing the fight, was

a keen distrust for the future of radio
sports announcers' veracitY.- \Zith the adjustment of the sound on
our set, there came the regular television
announcef's pleasant running commen-

taries. Perhaps it is because television is

still so new an art that the announcers

have not developed the stifi formalitv
too characteristic of radio announcers. At
any rate, lookers or listeners all enjoy

their informal manner, with the chatty

asides, and voice the hope that fuller
schedules won't stereotyPe them.

A Bssebqlf Fon is Born

For years I had been hearing basebali

games blaring out from radios every-

*h.... Excepiing for an exciting \7orld
Series, I could never arouse a flicker of
interest. lY/atcbing those baseball games

proves the eye more responsive than the
ear. Seeing Leo Durocher in a heateci

argument at first base, watching him walk
away still arguing to himself--cap bob-
bing up and down-you tee why he is
called "Lippy." The catcher behind first
base, so small yet so sure of himself, vou
soon recognize as Bruce Edwards. The
intimate camera flashes take you into
their dug-out-suddenly you love "dem
bums" and you are a baseball fan! Sun-

day afternoons the dishes waited while I
dashed downstairs to see my team, each

member of which I can now identify. No,
not by face, for television is not that
clear on anything but closeups, but by
mannerisms and stature.

\Teekly fight nights are open house

nights at our menage and the "regulars"
troop in. \7ith the exception of a few
indifferent sports fans, they all agree that
watching any sports event via telecast is

second to attending them. $Zhen the an-
nolrncer rirentioned a cut over one gladia-

INCE the installation of our television
set the day before the Louis-Conn
fight, our basement rumpus room

has needed only a box office to become
VILLAGE THEATRE No. z. But there's
a law against that.

For that first big show the man of the
house invited fifteen neighborhood men
to view the fight. The house's lady prom-
ised to sit quietly on the highest step.
S7ith the landing of the first blow, the
stags were aware of the bloodthirsty doe

in their midst!
The sound in the set had not been

adjusted so the regular radio was used

for the blow-by-blow account. The first
round was less than a minute old before
everyone watching realized that the
gloved hand is far faster than the spoken
word. Then, as the fight progressed and
the gloved hands slowed down, we heard
the spoken words giving the fighters
speed we did not see. Among the guests

was a local priest with a keen sense of

"1
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Interesting Reactions of a Housewife 

To Televised Sports 

SINCE the installation of our television 
set the day before the Louis-Conn 
fight, our basement rumpus room 

has needed only a box office to become 
VILLAGE THEATRE No. 2. But there's 
a law against that. 

For that first big show the man of the 
house invited fifteen neighborhood men 
to view the fight. The house's lady prom- 
ised to sit quietly on the highest step. 
With the landing of the first blow, the 
stags were aware of the bloodthirsty doe 
in their midst! 

The sound in the set had not been 
adjusted so the regular radio was used 
for the blow-by-blow account. The first 
round was less than a minute old before 
everyone watching realized that the 
gloved hand is far faster than the spoken 
word. Then, as the fight progressed and 
the gloved hands slowed down, we heard 
the spoken words giving the fighters 
speed we did not see. Among the guests 
was a local priest with a keen sense of 

By Clara A, Burke 
A Pleasanlville (N. Y.J Housewife 

humor, who called the announcer on all 
his exaggerations throughout the bout. 
The main reaction of all those men, apart 
from their thrill of seeing the fight, was 
a keen distrust for the future of radio 
sports announcers' veracity. 

With the adjustment of the sound on 
our set, there came the regular television 
announcer's pleasant running commen- 
taries. Perhaps it is because television is 
still so new an art that the announcers 
have not developed the stiff formality 
too characteristic of radio announcers. At 
any rate, lookers or listeners all enjoy 
their informal manner, with the chatty 
asides, and voice the hope that fuller 
schedules won't stereotype them. 

A Baseball Fan is Born 
For years I had been hearing baseball 

games blaring out from radios every- 
where. Excepting for an exciting World 
Series, I could never arouse a flicker of 
interest. Watching those baseball games 

proves the eye more responsive than the 
ear. Seeing Leo Durocher in a heated 
argument at first base, watching him walk 
away still arguing to himself—cap bob- 
bing up and down—you see why he is 
called "Lippy." The catcher behind first 
base, so small yet so sure of himself, you 
soon recognize as Bruce Edwards. The 
intimate camera flashes take you into 
their dug-out—suddenly you love "dem 
bums" and you are a baseball fan! Sun- 
day afternoons the dishes waited while I 
dashed downstairs to see my team, each 
member of which I can now identify. No, 
not by face, for television is not that 
clear on anything but closeups, but by 
mannerisms and stature. 

Weekly fight nights are open house 
nights at our menage and the "regulars" 
troop in. With the exception of a few 
indifferent sports fans, they all agree that 
watching any sports event via telecast is 
second to attending them. When the an- 
nouncer mentioned a cut over one gladia- 
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tor's eye, a rabid fan expressed disap-
pointment over not seeing the blood.
Even if color television (which is prom-
ised soon) shows the gore the fans will
still prefer witnessing the "in the flesh'l
spectacle.

The confines of a living or rumpus
room inhibits the exuberance heard in
the arena. At a really exciting football
game one of the men kept rising from
his chair, sitting suspended in air, but
not a sound did he make. At the game
he would have yelled himself hoarse.
l7atchers are inclined to be onlv a little
less quiet than at the newsreel theaters.
Instead of decreasing the gate receipts of
sporting events, I believe television will
bring new fans to the arenas. Televised
sporting events may succeed in causing
the breakdown of the fabulous, and scan-
dalous, scalpers' prices. Such success
would be a great favor to the whole
sporting wodd.

Winfer Sporfs
Vith the close of the baseball and

football seasons, this housewife planned
"catching up" on such homey duties as
mending, knitting, and letter-writing-
all sadly neglected since the arrival of bur
tele set. I hadn't reckoned with the fasci-
nation of tele-viewing an exciting basket-
ball game. Now the neglected work piles
higher while we watch basketball games.
Our rumpus room is still turned into a
theatre on sports nights.

Ice hockey, though, is the one sport for
which we have not developed an interest,
nor a following. Ve ar. neu.r able to
see the puck and the speed of the skaters
is somewhat confusing. An ordinary ice
show, however, is tops in tele entertain-
ment.

For comic relief in sports-viewing we
always switch to wrestling matches. Not
one member of our viewing audience ever
has watched them without laughing.
Someone always voices a question as to
the attitude of the paying attendance-
whether they are taking the matches seri-
ously or if they go for laughs.

Until the advent of television into our
home, I never so much as glanced at a
sports section of the daily newspapers.
Now we battle for the sport pages. And
after witnessing any newsmaking event,
we. scan the papers for comments and
oPrnlons.

Next issue our Pleasanfville housewife will
discuss her reactions to children's Dro-
grams and video commercials.

l4

Labor-Mgm't
Public Refolions

So far as I know, labor has not used
television. Labor leaders, well aware that
the struggle for better wages is not limited
to the picket lines, are rapidly becoming
experts in public relations. The advertis-
ing campaign put on by the United Auto-
rnobile \Torkers during the last auto
strike, the recent Nathan Report, and the
film, Deadline for Action, are examples
of labor's public relations efiorts.

Industry is even more public relations
minded than labor, and a few firms are
beginning to use television for their mes-
sages. Business leaders know that they
can't simply produce goods, sell them and
go merrily on their way. They know in-
dustry has to convince most of the people
that a business economy provides them
with the most free, most secure and most
abundant way of life. To do this job,
U. S. firms are issuing pamphlets, writing
articles in magazines and newspapers, and
sponsoring radio programs-all dedicated
to the idea that business is good for you,
me and the guy next door.

Video ^Audience lor Films
Television will deliver to labor and in-

dustry and to any other group which has
gone in for public relations films the audi-

social and political organizations sym-
pathetic to labor.

Although such systems of film distri-
bution may eventually pile up large audi-
ences, they are largely failures. Both la-
bor and industry are circulating films
in places where their particular public
relations messages are not needed. For
example: Most of the people who saw
Deadline for Actiott were already solid
labor supporters. In like manner, the
business organizations are showing their
films to audiences laryely made up of
other businessmen, free enterprisers from
the word go.

Bringing ffre Sfory Home
In short, neither industry nor labor have

succeded in getting grass roots distribu-
tion for their films-getting their message
to the general public. Here, of course, is
where television comes in, bringing the
story into the home.

The American Broadcasting Company
has experimented to some extent with
public relations films, probably more than
any other telecaster. rilZe have not only put
them on the air, we have produced them.

Our work, however, is just beginning.
\7e have scraped the surface of what we
know will prove to be a mine of new
programs, studio and film, and new spon-
sors. Now we start digging.

How Public Relafions Programs Will
Pay Off-to Telecasfers $ $ $

by P,tur- Movnry
National Director ol Teleaision, American Broad.casting Company

mHE potentialities of television as a ences they have never been able to reach,

I public relations medium-attractive at least in satisfactory numbers. In a few* to both labor and management who years, television will be able to drop in
are anxious for public support-means the lap of a public relations counsel the
additional revenue for the telecasters and audience of his dreams.
provides the video industry with another Both industry and labor have been
answer to the critics who say television turning more and more to the use of film
is not economically feasible. as a public relations tool. This is a wise

A lot of people in and out of television move. The story of industry and its ser-
have been talking about what a great sales- vice to the nation, and the story of labor
man television is going to be. I've piped anditsuphillstruggle,aredramaticstories.
this tune now and then myself. I've told They need pictorial treatment. Film can
prospective sponsors that television is give such stories much more punch than
going to sell goods like nothing else ever pamphlets, radio announcements or fea-
ha.s. And it's true. iure^stories.

llowever, television can sell more than After producing a . public relations
just merchandise; it can and will sell ideas. film, the problem of finding an audience
Both labor and industry are going to find still remains. Business firms generally
it the most effective medium for building distribute films to service clubs, sales
public relations. Political, social and eco- meetings, business associations and some-
nomic ideas, dramatized and documented times schools, libraries and small the-
over television, can and probably will af- aters. A labor organization distributes
fect the thought pattern of the nation. principally through other unions, and
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tor's eye, a rabid fan expressed disap- 
pointment over not seeing the blood. 
Even if color television (which is prom- 
ised soon) shows the gore the fans will 
still prefer witnessing the "in the flesh" 
spectacle. 

The confines of a living or rumpus 
room inhibits the exuberance heard in 
the arena. At a really exciting football 
gamf one of the men kept rising from 
his chair, sitting suspended in air, but 
not a sound did he make. At the game 
he would have yelled himself hoarse. 
Watchers are inclined to be only a little 
less quiet than at the newsreel theaters. 
Instead of decreasing the gate receipts of 
sporting events, I believe television will 
bring new fans to the arenas. Televised 
sporting events may succeed in causing 
the breakdown of the fabulous, and scan- 
dalous, scalpers' prices. Such success 
would be a great favor to the whole 
sporting world. 

Wmrer Sports 
With the close of the baseball and 

football seasons, this housewife planned 
"catching up" on such homey duties as 
mending, knitting, and letter-writing— 
all sadly neglected since the arrival of our 
tele set. I hadn't reckoned with the fasci- 
nation of tele-viewing an exciting basket- 
ball game. Now the neglected work piles 
higher while we watch basketball games. 
Our rumpus room is still turned into a 
theatre on sports nights. 

Ice hockey, though, is the one sport for 
which we have not developed an interest, 
nor a following. We are never able to 
see the puck and the speed of the skaters 
is somewhat confusing. An ordinary ice 
show, however, is tops in tele entertain- 
ment. 

For comic relief in sports-viewing we 
always switch to wrestling matches. Not 
one member of our viewing audience ever 
has watched them without laughing. 
Someone always voices a question as to 
the attitude of the paying attendance— 
whether they are taking the matches seri- 
ously or if they go for laughs. 

Until the advent of television into our 
home, I never so much as glanced at a 
sports section of the daily newspapers. 
Now we battle for the sport pages. And 
after witnessing any ncwsmaking event, 
we scan the papers for comments and 
opinions. 

How Public Relations Programs Will 

Pay Off—to Telecasters $$$ 
by Paul Mowrey 

National Director of Television, American Broadcasting Company 

Next .ssue our Pleasantville housewife will 
discuss her reactions to children's pro- 
grams and video commercials. 
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THE potentialities of television as a 
public relations medium—-attractive 
to both labor and management who 

are anxious for public support—means 
additional revenue for the telecasters and 
provides the video industry with another 
answer to the critics who say television 
is not economically feasible. 

A lot of people in and out of television 
have been talking about what a great sales- 
man television is going to be. I've piped 
this tune now and then myself. I've told 
prospective sponsors that television is 
going to sell goods like nothing else ever 
has. And it's true. 

However, television can sell more than 
just merchandise; it can and will sell ideas. 
Both labor and industry are going to find 
it the most effective medium for building 
public relations. Political, social and eco- 
nomic ideas, dramatized and documented 
over television, can and probably will af- 
fect the thought pattern ot the nation. 

Labor-Mgm'f 
Public Relations 

So far as I know, labor has not used 
television. Labor leaders, well aware that 
the struggle for better wages is not limited 
to the picket lines, are rapidly becoming 
experts in public relations. The advertis- 
ing campaign put on by the United Auto- 
mobile Workers during the last auto 
strike, the recent Nathan Report, and the 
film, Deadline for Action, are examples 
of labor's public relations efforts. 

Industry is even more public relations 
minded than labor, and a few firms are 
beginning to use television for their mes- 
sages. Business leaders know that they 
can't simply produce goods, sell them and 
go merrily on their way. They know in- 
dustry has to convince most of the people 
that a business economy provides them 
with the most free, most secure and most 
abundant way of life. To do this job, 
U. S. firms are issuing pamphlets, writing 
articles in magazines and newspapers, and 
sponsoring radio programs- -all dedicated 
to the idea that business is good for you, 
me and the guy next door. 

Video Audience for Films 
Television will deliver to labor and in- 

dustry and to any other group which has 
gone in for public relations films the audi- 

ences they have never been able to reach, 
at least in satisfactory numbers. In a few 
years, television will be able to drop in 
the lap of a public relations counsel the 
audience of his dreams. 

Both industry and labor have been 
turning more and more to the use of film 
as a public relations tool. This is a wise 
move. The story of industry and its ser- 
vice to the nation, and the story of labor 
and its uphill struggle, are dramatic stories. 
They need pictorial treatment. Film can 
give such stories much more punch than 
pamphlets, radio announcements or fea- 
ture stories. 

After producing a. public relations 
film, the problem of finding an audience 
still remains. Business firms generally 
distribute films to service clubs, sales 
meetings, business associations and some- 
times schools, libraries and small the- 
aters. A labor organization distributes 
principally through other unions, and 
social and political organizations sym- 
pathetic to labor. 

Although such systems of film distri- 
bution may eventually pile up large audi- 
ences, they are largely failures. Both la- 
bor and industry are circulating films 
in places where their particular public 
relations messages are not needed. For 
example: Most of the people who saw 
Deadline for Action were already solid 
labor supporters. In like manner, the 
business organizations are showing their 
films to audiences largely made up of 
other businessmen, free enterprisers from 
the word go. 
Bringing the Story Home 

In short, neither industry nor labor have 
succeded in getting grass roots distribu- 
tion for their films—getting their message 
to the general public. Here, of course, is 
where television comes in, bringing the 
story into the home. 

The American Broadcasting Company 
has experimented to some extent with 
public relations films, probably more than 
any other telecaster. We have not only put 
them on the air, we have produced them. 

Our work, however, is just beginning. 
We have scraped the surface of what we 
know will prove to be a mine of new 
programs, studio and film, and new spon- 
sors. Now we start digging 
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Two New Statiohs - and More
Coming Helps Tele Outlook

LACK-AND-'WHITE commercial
television. which has been stal-

mated and stalled for the past Year,
looks hopefully to a clean-cut decision by
the FCC on the drawn-out, disturbing
color controversy, and more hopefully to
getting new video stations on the air in
1947. As of March 1, however, one Year
after the Commission started granting
television station construction permits,
only KSD-TV, the St. Louis Pofi-Dit-
patcb station, has been completed and is
on the air. It started telecasting commer-
cially on February 8, L947.

The low-band commercial station score,

not too bright, stands as of March lst:
A total of 57 stations either telecasting
or holding CPs (9 are on the air; 48 arc

in some stage of planning or construc-
tion). In addition, there are 15 applica-
tions on file, including the New York
City applications, awaiting decision since

Jl.une r)45.
The station picture though is not too

gloomy. In spite of industry unrest and
materials shortages, three new stations are

expected to be on the air within the next
two months. These are: \Uf${rDT, the De-
troit News station which is set to telecast

as soon as its ordered transmitter is de-

livered; ITNBIZ, the NBC \Tashington,
D. C., station which has been quietly con-

MARCH-APRIL, 
'947

structing and equipping its studio and

transmitter at the \Tardman Park Hotel;
and NZNGA, the Chicago Tribune station
which expects to concentrate on "re-

motes" until its new studio is built.
Out on the \7est Coast, KTLa in

Hollywood has started commercial opera-

tion, being on the air six nights a week.

Previouslv. Television Productions, Inc.
(KTLA) operated experimental station
W6XYZ. Also, Earle A. Anthony (KFI)
is rushing construction of its Los Angeles
video station, getting deliveries of equip'
ment, and assembling a studio staff. It ex-

pects to have its new station on the air by

early Summet.
Only V\7DT, Detroit, like KSD-TV

is bringing television service to a new

area. The other stations are located in
areas already enjoying television broad-
casting. At ptesent, areas with television
stations include: New York City, Schenec-

tady (N. Y.), Philadelphia, Washington,
D. C., Chicago, St. Louis and Hollywood
(Los Angeles). However, with stations in
Baltimore, Boston, Cleveland and San

Francisco scheduled to be telecasting bv
September L947, most major market areas

will be serviced by television.
Station interest is being bolstered by

televrsion receiver deliveries and by net'
working operation. Re.cent Radio Manu-

Remole crew o{ Delroil News lele slation.
WWDT, loading camerts in the two-car
mobile unit. Slalion vagon (nose, righr)
carries crew and associated equipmenf.

facturer Association figures show that
9,00u new sets were manufactured in
December and January. and with an esti-

mated 7,000 sets for February, this gives
a total of 16.000 new receivers delivcred
to dealers. Most of these sets are now in
homes, in addition to approximately
4,000 pre-*-ar sets still in operation.

It is only a matter of a few years when
television networks will be in service

from coast-to-coast. The Illinois Bell Tele-
phone Company announced recently that
it wrll have coaxial cable in operation
connecring Chicago eastward with Detroit
and 'Cleveland. These two cities are term'
inal points for cable now in operation or
being laid from New York City through
Bufialo. Eastern video stations in New
York, Philadelphia and \Tastrington are

operating regulady as a network, either
by coaxial cable or radio relay.

r$7ith stations on the air and networks
a practical reality, station managements
who have been scared off by high pro-
gram costs may look with relief at the re-

cent experience of KSD-TV. Even though
the station has been in operation only a

short time, it started off on the right foot,
calling in seasoned personnel to give it a

helping hand. Experienced men and

women from WBKB, from advertising
agencies, and from Television Advertis-
ing Productions, Inc., a Chicago package

organization, were engaged to train, work
with and help the station staff put on the
first week's programs. A staff of 18 people

-12 with only a week's training and 6

experienced video veterans - 
wrote,

staged, directed and produced over 20

hours of live programs. Reports indicate
that the shows were of high production
caliber, four "send-off" sponsors becom-

ing interested in signing up for l3-week
series. After this "baptism of fire," the

regular station staff has been able to carry

on like veterans.
Detroit's \fS(rDT has a list of sponsors

ready to sign for regular weekly Progran$
as soon as the station gets under way, ac-

cording to a station spokesman-these in
addition to the special "kick-off week"

sPonsofs.
rVith increased public interest in tele'

vision and with a few new stations act'

ually getting on the air, the black-and-
white television picture looks bright, in
spite of the many delays hampering com-

mercial television.
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Two New Stations —and More 

Coming Helps Tele Outlook 

BLACK-AND-WHITE commercial 
television, which has been stal- 
mated and stalled for the past year, 

looks hopefully to a clean-cut decision by 
the FCC on the drawn-out, disturbing 
color controversy, and more hopefully to 
getting new video stations on the air in 
1947. As of March 1, however, one year 
after the Commission started granting 
television station construction permits, 
only KSD-TV, the St. Louis Post-Dis- 
patch station, has been completed and is 
on the air. It started telecasting commer- 
cially on February 8, 1947. 

The low-band commercial station score, 
not too bright, stands as of March 1st: 
A total of 57 stations either telecasting 
or holding CPs (9 are on the air; 48 are 
in some stage of planning or construc- 
tion). In addition, there are 15 applica- 
tions on file, including the New York 
City applications, awaiting decision since 
June 1946. 

The station picture though is not too 
gloomy. In spite of industry unrest and 
materials shortages, three new stations are 
expected to be on the air within the next 
two months. These are: WWDT, the De- 
troit News station which is set to telecast 
as soon as its ordered transmitter is de- 
livered; WNBW, the NBC Washington, 
D. C, station which has been quietly con- 
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strutting and equipping its studio and 
transmitter at the Wardman Park Hotel; 
and WNGA, the Chicago Tribune station 
which expects to concentrate on "re- 
motes" until its new studio is built. 

Out on the West Coast, KTLA in 
Hollywood has started commercial opera- 
tion, being on the air six nights a week. 
Previously, Television Productions, Inc. 
(KTLA) operated experimental station 
W6XYZ. Also, Fade A. Anthony (KFI) 
is rushing construction of its Los Angeles 
video station, getting deliveries of equip- 
ment, and assembling a studio staff. It ex- 
pects to have its new station on the air by 
early Summer. 

Only WWDT, Detroit, like KSD-TV 
is bringing television service to a new 
area. The other stations are located in 
areas already enjoying television broad- 
casting. At present, areas with television 
stations include: New York City, Schenec- 
tady (N. Y.), Philadelphia, Washington, 
D. C, Chicago, St. Louis and Hollywood 
(Los Angeles). However, with stations in 
Baltimore, Boston, Cleveland and San 
Francisco scheduled to be telecasting by 
September 1947, most major market areas 
will be serviced by television. 

Station interest is being bolstered by 
television receiver deliveries and by net- 
working operation. Recent Radio Manu- 

Remote crew of Detroit News tele station. 
WWDT, loading cameras in the two-car 
mobile unit. Station wagon (nose, right) 
carries crew and associated equipment. 

facturer Association figures show that 
9,00u new sets were manufactured in 
December and January, and with an esti- 
mated 7,000 sets for February, this gives 
a total of 16,000 new receivers delivered 
to dealers. Most of these sets are now in 
homes, in addition to approximately 
4,000 pre-war sets still in operation. 

It is only a matter of a few years when 
television networks will be in service 
from coast-to-coast. The Illinois Bell Tele- 
phone Company announced recently that 
it will have coaxial cable in operation 
connecting Chicago eastward with Detroit 
and Cleveland. These two cities are term- 
inal points for cable now in operation or 
being laid from New York City through 
Buffalo. Eastern video stations in New 
York, Philadelphia and Washington are 
operating regularly as a network, either 
by coaxial cable or radio relay. 

With stations on the air and networks 
a practical reality, station managements 
who have been scared off by high pro- 
gram costs may look with relief at the re- 
cent experience of KSD-TV. Even though 
the station has been in operation only a 
short time, it started off on the right foot, 
calling in seasoned personnel to give it a 
helping hand. Experienced men and 
women from WBKB, from advertising 
agencies, and from Television Advertis- 
ing Productions, Inc., a Chicago package 
organization, were engaged to train, work 
with and help the station staff put on the 
first week's programs. A staff of 18 people 
—12 with only a week's training and 6 
experienced video veterans — wrote, 
staged, directed and produced over 20 
hours of live programs. Reports indicate 
that the shows were of high production 
caliber, four "send-off" sponsors becom- 
ing interested in signing up for 13-week 
series. After this "baptism of fire," the 
regular station staff has been able to carry 
on like veterans. 

Detroit's WWDT has a list of sponsors 
ready to sign for regular weekly program's 
as soon as the station gets under way, ac- 
cording to a station spokesman—these in 
addition to the special "kick-off week" 
sponsors. 

With increased public interest in tele- 
vision and with a few new stations act- 
ually getting on the air, the black-and- 
white television picture looks bright, in 
spite of the many delays hampering com- 
mercial television. 
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2: PROGRAMMING AND PRoDUcTIoN

l6

Outstanding special features included
WNBT's coverage of station \7HN's
radio program, Books on Trial, from Bar-
bjzon-Plaza Auditorium, and \7CBS-TV's
pick-up of the National Sportsmen Show
from Grand Central Palace; \7NBT's
telecast of the Lincoln Day Dinner, with
Harold A. Stassen as Principal speaker,
from the S7aldorf-Astoria Hotel.

In drama, nothing measured up to
NBC's production in January of Evelyn
\Tilliams' Tbinking Aloud.. The repeat
of the Lincoln excerpt, Abe Lincoln in
Ilhnois, again rated high praise. Mention
goes to the special production of Ben
Hecht's M)racle in the Rain by \7es Mc-
Kee of Young & Rubicam for Borden's
(I7NBT).

Standard Brands' Hour Glass was too
uneven in presentation and production-
one week being top entertainment, the
next spotty Grade B. This hour teleshow,
on N7NBT since last Tune. has been
dropped by Standard Brands together with
its other show, Danc)ng on Air. It has
been known that the adlvertising agency,

J. \Talter Thompson, producer of the
programs, has been dissatisfied with
present-day studio facilities (Standarri
Brands story, Tnr-nvrsEn, Jan-Feb., 1947)
which "limit and hamper" productions.

"Art Today," a lS-min. ABC show on WPTZ
feafured Dulch arlisl Hans Van Weeren-Griek.

In the same "entertainment" class are
CBS's Variety Sbotacase and Bristol-
Myers' Tele-Varieties-one can never tell.
An "insufficient" program pattern is being
set to the industry's detriment.

'$fith KTLA, Los Angeles, telecasting
six days 4 117ssk-n6q/ that it has its com-
mercial license-and with KSD-TV in
St. Louis, which went on the air Feb. 8,
the program pattern set by present oper-
ating stations is being adapted. A look at
KTLA's 10 to 12 hours' weekly schedule,
even at this Paramount station, indicates
that sports will fill most of the time.
The schedule reads:

Tuesday: "Your Town"; News, Boxing
lY/edneil.ay: Talk or Feature Film
Satilrclqt : Ice Hockey
Tbut'sday: Basketball
Sunday: The Telefunnies; "shopping

at Home"; News; Basketball
KSD-TV, after its opening week of

afternoon programs, all sponsored by local
businessmen to give television a hearty
send-off, has to settle down to a routine.
It has no regular schedule, being on the
air with auxiliary equipment. This time is
being used more to "rehearse" the crews,
getting the feel of video. However it,
too, is turning to sports, having arranged
to televise some of the home games of the
St. Louis Cardinals and Browns.

fefevision's Cfroffenge
SZITDT, the Detroit station which is

waiting for a transmitter in order to go
on the air, is also thinking in terms of
remote pickups. Not one new station,
with the possible exception of the Los
Angeles Times-Mirror (which is associ-
ated with the Pasadena Playhouse), gives
"blood" to television. The Times Mirror
plans to develop shows at the Playhouse's
experimental television workshop.

There are sponsors looking for video
vehicles-providing the script and the
show medsure up to good theatre. A
package agency is sending out SOS's to
this effect; "It seems ironic, when con-
sidering the state of television, to admit
that we have sponsors waiting to spend
money but not until we can show them
better scripts and series than they are
viewing on present-day television."

, The challenge of programming must
De met now.

Tele Programs Falling Into A Rut
HE one criticism leveled against
present-day television, and rightly
so, is its programming-the enter-

tainment that goes out over the air.
An analysis of a month's schedule

of present opera.ting television stations
shows that programs have fallen into pat-
fs1n5-2 few good, some bad, most of
them time-fillers.

Programs of six stations were examined

-N7ABD 
for January, the rest for Feb-

ruary (N7CBS-TV, \fBKB, WPTZ,
\7RGB, and TVNBT). During a total of
213 air-hours, an average per station of
8.8 hours telecasting per week, shows fell
into the following seven major classifica-
tions:

Remotes-
Special Featves, 8/6 32.4%
Sports, 24.4%

Variety, including music
and dance 22.8Vo

Cartoonists, NTomen's pro-
grams, etc. 3.t%

Drama 6.oVo

Quiz Programs 7.0%
News, Public Service, etc. 8.J7o
Film-Features,7l.2/6 L9.8%

Shorts, 8.6/6

Ioo.07o
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Tele Programs Falling Into A Rut 

THE one criticism leveled against 
present-day television, and rightly 
so, is its programming—the enter- 

tainment that goes out over the air. 
An analysis of a month's schedule 

of present operating television stations 
shows that programs have fallen into pat- 
terns—a few good, some bad, most of 
them time-fillers. 

Programs of six stations were examined 
—WABD for January, the rest for Feb- 
ruary (WCBS-TV, WBKB, WPTZ, 
WRGB, and WNBT). During a total of 
213 air-hours, an average per station of 
8.8 hours telecasting per week, shows fell 
into the following seven major classifica- 
tions: 

Remotes— 
Special Features, 8% 32.4% 
Sports, 24.4% 

Variety, including music 
and dance 22.8% 

Cartoonists, Women's pro- 
grams, etc. 3.5% 

Drama 6.0% 
Quiz Programs 7.0% 
News, Public Service, etc. 8.5% 
Film—Features, 11.2% 19.8% 

Shorts, 8.6% 

100.0% 

Outstanding special features included 
WNBT's coverage of station WHN's 
radio program, Books on Trial, from Bar- 
bizon-Plaza Auditorium, and WCBS-TV's 
pick-up of the National Sportsmen Show 
from Grand Central Palace; WNBT's 
telecast of the Lincoln Day Dinner, with 
Harold A. Stassen as Principal speaker, 
from the Waldorf-Astoria Hotel. 

In drama, nothing measured up to 
NBC's production in January of Evelyn 
Williams' Thinking Aloud. The repeat 
of the Lincoln excerpt, Abe Lincoln in 
Illinois, again rated high praise. Mention 
goes to the special production of Ben 
Hecht's Miracle in the Rain by Wes Mc- 
Kee of Young & Rubicam for Borden's 
(WNBT). 

Standard Brands' Hour Glass was too 
uneven in presentation and production— 
one week being top entertainment, the 
next spotty Grade B. This hour teleshow, 
on WNBT since last June, has been 
dropped by Standard Brands together with 
its other show, Dancing on Air. It has 
been known that the advertising agency, 
J. Walter Thompson, producer of the 
programs, has been dissatisfied with 
present-day studio facilities {Standard 
Brands story, Televiser, Jan-Feb., 1947) 
which "limit and hamper" productions. 
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"Art Today," a 15-min. ABC show on WPTZ 
faatured Dutch artist Hans Van Wearen-Griek. 

In the same "entertainment" class are 
CBS's Variety Showcase and Bristol- 
Myers' Tele-Varieties—one can never tell. 
An "insufficient" program pattern is being 
set to the industry's detriment. 

With KTLA, Los Angeles, telecasting 
six days a week—now that it has its com- 
mercial license—and with KSD-TV in 
St. Louis, which went on the air Feb. 8, 
the program pattern set by present oper- 
ating stations is being adapted. A look at 
KTLA's 10 to 12 hours' weekly schedule, 
even at this Paramount station, indicates 
that spiorts will fill most of the time. 
The schedule reads: 

Tuesday: "Your Town"; News, Boxing 
Wednesday: Talk or Feature Film 
Saturday; Ice Hockey 
Thursday: Basketball 
Sunday: The Telefunnies; "Shopping 

at Home"; News; Basketball 
KSD-TV, after its opening week of 

afternoon programs, all sponsored by local 
businessmen to give television a hearty 
send-off, has to settle down to a routine. 
It has no regular schedule, being on the 
air with auxiliary equipment. This time is 
being used more to "rehearse" the crews, 
getting the feel of video. However it, 
too, is turning to sports, having arranged 
to televise some of the home games of the 
St. Louis Cardinals and Browns. 

Television's Challenge 
WWDT, the Detroit station which is 

waiting for a transmitter in order to go 
on the air, is also thinking in terms of 
remote pickups. Not one new station, 
with the possible exception of the Los 
Angeles Times-Mirror (which is associ- 
ated with the Pasadena Playhouse), gives 
"blood" to television. The Times Mirror 
plans to develop shows at the Playhouse's 
experimental television workshop. 

There are sponsors looking for video 
vehicles—providing the script and the 
show mea'sure up to good theatre. A 
package agency is sending out SOS's to 
this effect; "It seems ironic, when con- 
sidering the state of television, to admit 
that we have sponsors waiting to spend 
money but not until we can show them 
better scripts and series than they are 
viewing on present-day television." 

The challenge of programming must 
be met now. 
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Erpert "Styling " -The Key to
Better Television Pictures

By Orun Tucrrn*
Stylis and Fatbion Consultant

fF black and white video pictures are

f to 
.have -the 

clarity and brilliance re-

- quired for successful entertainment,
they must be "styled" as expertly as ad-
vertising photographs.

"Styling" in advertising photography
means the selection of clothes, sets and
accessories, actors and models, make-up
and hair-do-witb an eye trained. to for-
see reprod,uction in black and tuhite. Only
through this painstaking attention to de-
tail - selection of clothes, props, and
sets in exact tones, texhrres, shapes and
sizes-does the picture on the magazine
page attain the near-perfection demanded
by advertisers. Television, with so many
similar problems, has not given sufficient
attention to this important phase of pro-
duction.

Sfyling "Musls"
Many styling milJtJ are being neglected

in television today, with the result that
many current video shows entertaining
and pleasing to the eye in the studio, lose
interest when viewed on a television
screen. In many cases poor pictures are
caused by selections of costumes, props
and sets with little regard for "telegenic"
qualities-for their reproduction in grey
scale. Explanations in television circles
are quite 66n5l5fa1f-"There is not a suf-
ficient number of sets distributed to in-
terest advertisers. As a result, there are
no appropriations available to do the
the things in television that we can and
will do when tbe ntoney is aoailable."

A recent survey of television shows,
made by the writer, furnished many ex-
amples of faults easy to avoid, without
cost increases. For instance:

{ A dancer's costume was in pastel pink
and blue. The fabric had no sheen or
other costume interest, and no contrast
in tones. As a result, when telecast in
black and white, the costume appeared
to be a dull, faded grey. It would have

*Ollie Tucker, netlly appointed Mercban-
dising Editor af Granroun (magazine),
bas been in ad.uertising pbotograpby for
fue years, and a free lance stylist for sea-
eral years. For tbe past six rtontbs sbe bas
been making a ilady of teleoition.

MARCH.APRIL, 1947

cost little, if aty, more to have selected
a costume which reproduced well.
!f In a dramatic seiial, both ingenue and
siren wore tailored medium-tone suits and
dresses throughout the program. The cos-
tumes, background, furniture, drapes and
even the actresses' hair and faces were so

near the same tone and texture that it
rvas difiicult to get any definition. The
clarity of the pictures could have been
greatly increased by using a variety of
tones and textures.

{ A chorus dance number, gay and at-
tractive in the studio, was mediocre and
even dull in the viewing room. This,
again, need not have been true. A photo-
graphic stylist could have costumed this
dance-for the same amount of money-
with a photogenic (or telegenic!) eye.

$ Sets were conventional stage sets, some
good as such, but lost in television. The
architectural detail served only to make
disturbing and out-of-focus patterns be-
hind the characters. Most shows would
have been more effective played before
a plain cyclorama, or a greatly simplified
set, with a resulting economy.

A good clear picture is "built" with
variations in grey scale tones in black
a.nd white television. These tone vari-
ations must replace color interest, and
without them a picture will be very dull

-or 
"flat."

Cornero Disforfion
Many of the "do's" and "don't's" for

advertising photography apply directly
to styling for television. The stylist se-

lects all elements in the picture with this
question in mind-"rtrZhat will this be
photographed against?" In television
this point will require a reading of the
script and consultation with the director,
since movement may put an actor here
one minute and there the next. Camera
angles and lighting are added photo-
graphic factors, differing from the "still"
ad picture.

Anyone who presumes the camera to
be like the human eye is doomed to dis-
appointment. A set may be beautifully
decorated with all the atmosphere-giving
detail along the back wall-an unknorv-

ing stylist may hnd all this out of focus,
with some insignificant object in the
foreground assuming all importance.
Other camera distortions often make it
necessary to hang a picture crooked to
make it look straight to the camera, or
to seat people in queer arrangements to
make them appear in correct positions.
Camera distortion in television, as in
photography, is one of the most im-
portant technical aspects with which a

stylist, as well as a director, must be
familiar.

For best results in photography, stage
sets are greatly simplified. An excellent
set for theatre or movie, or a beautifully
decorated display room may seem very
cluttered when reduced to an 8" x LO"
picture. The minirnum nurnber of piecet
that will provide the desired atmosphere
is a good rule. Also, small scale pieces
give best results. A love-seat can be sub-
stituted for a sofa, a pull up chair for a

club chair, etc. The television stage set
requires similar simplifications since it
must be reduced in size and must also
accomodate action.

One of the most important considera.
tions in decorating 

^ 
s.l fo. photography

is dovetailing props with the costumes.
A model in a medium-tone crepe dress
will be "lost" sitting on a sofa of the
same tone and texture. A satin gown in
a lighter or darker tone gives good con-
trast.

Cofors in Cosfumes, Sefs
Colors in costumes, sets and props in

"medium tones" are best. SThen black
or extremely dark colors are used the
amount of light needed to produce good
definition causes light tones to be over-
lighted or "burned out." SThite and ex-
tremely light tones cause light flashes or
"flares."

Variety in cloth texture can often sub-
stitute for variety in tone. If a high-lustre
satin gown and a dull finish crepe gown
are in exactly the same color, their tex-
ture alone will give excellent contrast.
Similarly, an upholstered chair in a,

rough weave and a drapery in a smooth
weave will reproduce with cleady de-
Iined separation-even though the color-
tones are the same. Best results are ob-
tained by taking full advantage of both
contrast in tone-color and contrast in
textufe.

Pofferns
\fhen pattern is introduced, (plaids,

geometrics, florals, etc.) possibilities for
interesting black and white composition

t7

Expert "Styling" —The Key to 

Better Television Pictures 

By Ollie Tucker* 
Stylist and Fashion Consultant 

IF black and white video pictures are 
to have the clarity and brilliance re- 
quired for successful entertainment, 

they must be "styled" as expertly as ad- 
vertising photographs. 

"Styling" in advertising photography 
means the selection of clothes, sets and 
accessories, actors and models, make-up 
and hair-do—tvith an eye trained to for- 
see reproduction in black and ivhite. Only 
through this painstaking attention to de- 
tail — selection of clothes, props, and 
sets in exact tones, textures, shapes and 
sizes—does the picture on the magazine 
page attain the near-perfection demanded 
by advertisers. Television, with so many 
similar problems, has not given sufficient 
attention to this important phase of pro- 
duction. 

Stylinq "Musts" 
Many styling musts are being neglected 

in television today, with the result that 
many current video shows entertaining 
and pleasing to the eye in the studio, lose 
interest when viewed on a television 
screen. In many cases poor pictures are 
caused by selections of costumes, props 
and sets with little regard for "telegenic" 
qualities—for their reproduction in grey 
scale. Explanations in television circles 
are quite consistant—"There is not a suf- 
ficient number of sets distributed to in- 
terest advertisers. As a result, there are 
no appropriations available to do the 
the things in television that we can and 
will do when the money is available." 

A recent survey of television shows, 
made by the writer, furnished many ex- 
amples of faults easy to avoid, without 
cost increases. For instance: 
<| A dancer's costume was in pastel pink 
and blue. The fabric had no sheen or 
other costume interest, and no contrast 
in tones. As a result, when telecast in 
black and white, the costume appeared 
to be a dull, faded grey. It would have 

* Ollie Tucker, newly appointed Merchan- 
dising Editor of Glamour (magazine), 
has been in advertising photography for 
five years, and a free lance stylist for sev- 
eral years. For the past six months she has 
been making a study of television. 
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cost little, if any, more to have selected 
a costume which reproduced well. 
<1 In a dramatic serial, both ingenue and 
siren wore tailored medium-tone suits and 
dresses throughout the program. The cos- 
tumes, background, furniture, drapes and 
even the actresses' hair and faces were so 
near the same tone and texture that it 
was difficult to get any definition. The 
clarity of the pictures could have been 
greatly increased by using a variety of 
tones and textures. 
<| A chorus dance number, gay and at- 
tractive in the studio, was mediocre and 
even dull in the viewing room. This, 
again, need not have been true. A photo- 
graphic stylist could have costumed this 
dance—for the same amount of money— 
with a photogenic (or telegenic!) eye. 
Ijf Sets were conventional stage sets, some 
good as such, but lost in television. The 
architectural detail served only to make 
disturbing and out-of-focus patterns be- 
hind the characters. Most shows would 
have been more effective played before 
a plain cyclorama, or a greatly simplified 
set, with a resulting economy. 

A good clear picture is "built" with 
variations in grey scale tones in black 
and white television. These tone vari- 
ations must replace color interest, and 
without them a picture will be very dull 
■—or "flat." 

Camera Distortion 
Many of the "do's" and "don't's" for 

advertising photography apply directly 
to styling for television. The stylist se- 
lects all elements in the picture with this 
question in mind—"What will this be 
photographed against?" In television 
this point will require a reading of the 
script and consultation with the director, 
since movement may put an actor here 
one minute and there the next. Camera 
angles and lighting are added photo- 
graphic factors, differing from the "still" 
ad picture. 

Anyone who presumes the camera to 
be like the human eye is doomed to dis- 
appointment. A set may be beautifully 
decorated with all the atmosphere-giving 
detail along the back wall—an unknow- 

ing stylist may find all this out of focus, 
with some insignificant object in the 
foreground assuming all importance. 
Other camera distortions often make it 
necessary to hang a picture crooked to 
make it look straight to the camera, or 
to seat people in queer arrangements to 
make them appear in correct positions. 
Camera distortion in television, as in 
photography, is one of the most im- 
portant technical aspects with which a 
stylist, as well as a director, must be 
familiar. 

For best results in photography, stage 
sets are greatly simplified. An excellent 
set for theatre or movie, or a beautifully 
decorated display room may seem very 
cluttered when reduced to an 8" x 10" 
picture. The minimum number of pieces 
that will provide the desired atmosphere 
is a good rule. Also, small scale pieces 
give best results. A love-seat can be sub- 
stituted for a sofa, a pull up chair for a 
club chair, etc. The television stage set 
requires similar simplifications since it 
must be reduced in size and must also 
accomodate action. 

One of the most important considera- 
tions in decorating a set for photography 
is dovetailing props with the costumes. 
A model in a medium-tone crepe dress 
will be "lost" sitting on a sofa of the 
same tone and texture. A satin gown in 
a lighter or darker tone gives good con- 
trast. 
Colors in Costumes, Sets 

Colors in costumes, sets and props in 
"medium tones" are best. When black 
or extremely dark colors are used the 
amount of light needed to produce good 
definition causes light tones to be over- 
lighted or "burned out." White and ex- 
tremely light tones cause light flashes or 
"flares." 

Variety in cloth texture can often sub- 
stitute for variety in tone. If a high-lustre 
satin gown and a dull finish crepe gown 
are in exactly the same color, their tex- 
ture alone will give excellent contrast. 
Similarly, an upholstered chair in a. 
rough weave and a drapery in a smoorh 
weave will reproduce with clearly de- 
fined separation—even though the color- 
tones are the same. Best results are ob- 
tained by taking full advantage of both 
contrast in tone-color and contrast in 
texture. 

Patterns 
When pattern is introduced, (plaids, 

geometries, florals, etc.) possibilities for 
interesting black and white composition 
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become even greater. Very large patterns,
however, are likely to be busy, while
very small ones will have a "dirty" look.
Some patterns which are beautiful in
color are very disappointing when re-
duced to black and white. Often the de-
sign is completely altered by the fact
that one color will photograph a much
lighter grey than another. This produces
e loud or "busy" effect. It is safer to
select medium sized patterns, whether
in clothes, wallpaper or upholstery fab-
lics. Plaid.t, geornetrics and stripes ate
usually preferable to floral design. If
florals are used it is better to avoid the
all-over patterns-figures with good clear
separation "come ofi" best.

Selecfing the Clolhes
"Cropping" in photography-framing

in television-should be taken into ac-

count when selecting clothes. If the ma-
jor shots are to be close-ups, the dress

should have chief interest around the
neck and shoulder line--no amount of
style in the skirt will help the picture
if it is to be cropped out!

In some layouts the silbouette of the
dress must be depended on for good def-
inition. A character in the foreground
may get scarcely any front light but will
be outlined against a light background.
In this case the silhouette of the dress

is even more important than tone or
texture.

There are many minor considerations.
Sequins produce flares; ostrich feathers

look like fuzz; fine small scale decora-
tions (embroidery, lace etc. ) do not
"come ofr.." These points and many
others are learned by trial and error by
the stylist in cooperation with photog-
rapher, cameraman and dark room men

-in television, with the director, cam-
craman and technical director.

Cosfing
Casting for television must, of neces-

sity, produce a new species-an "actor
inodel" with the photogenic qualities of
a model and the acting ability of an
actor. Television will not have the ad-
vantages of motion pictures and ad pho-
tos-editing in the cutting room or re-
touching in the dark room.

Facial bone structure, "sparkle," grace,
regular features and other points deter-
mine the photogenic qualities of a model.
Many attractive girls with smooth rounded
features are poor photogenic subjects,
while others less attractive to the eye, with
good bone structure, may make excellent
models. The camera adds 15 lbs. to the
weight of the ayerage model. Only a

platinum blonde can be counted on to
photograph as a blonde. A natural blonde
or an ash blonde will usually become a
brunette on the print or receiver screen.
It is safer to avoid dark brunettes, except
for special skits, because lighting them is
difficult.

lmporfonce ol Styling
The quality of the television picture-

definition, clarity, brilliance-quite apart

from subject matter, script, or talent, is of
paramount importance to television today.
The picture on the screen or the show, ad-
mittedly not good today, is necessarily the
chief criterion by which televisionis judged.
It behooves the booster of television
to see that euery pictare going oter tbe
air is cotectly styled. Styling cannot make
a good show out of a bad one, but the
lack of proper styling can unquestionably
make a mediocre show of one which is

otherwise good.
An inevitable conclusion from the fore-

going is that television-far from being
unable to afford styling at this point-
can hardly afford to be without it.

Some people in televisi,on are keenly
aware of the present lack of styling, and
are planning to lure top designers for
costumes and sets from the stage and
screen. This procedqre v/ill not neces-

sarily result in immediate good video pic-
tures. Since stage designers may not un-
derstand photography, their work may be
full of mistakes for television. Similady,
while movie designers are thoroughly
schooled in photography, they are likely
to be quite unfamiliar with some of the
problems involved in television-partic-
ularly the use of a scre€n as small as six
by eight inches. For example, many spec-
tacles involving large numbers of people,
while very effective on a theatre screen,
become dull and confusing on a video
screen. The type of picture that will reach
maximum effectiveness on a small video
screen will be similar in styling and com-
position to a good advertising photograph,

Television Workshop
of Philadelphia

'HE Television Workshop of New
York, founded in 1941, has afl-

nounced the establishment of the Televi-
sion Vorkshop of Philadelphia, at 600 N.
Broad Street.

Robert Jawer, of Merion, Penn., who
first became associated with T$7-NY in
Feb., 1946, to become program traffic
manager a year later, is Executive Director
of the Phiiadelphia TI7.

Like the T\7-NY, the Philadelphia
T\7 will produce experimental package
programs and conduct courses in televi-
sion, serving Baltimore and \Tashington
as well as Philadelphia.

Ernest S7alling of \VPTZ, Roy Mere-
dith of \[PEN, Dave Arons of Gimbel's,
are associated with the workshop as in-
structors.

t8

Yariaiions o{ lone-color and pallerns make this a well-styled piclure for the B & W camera.
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become even greater. Very large patterns, 
however, are likely to be busy, while 
very small ones will have a "dirty" look 
Some patterns which are beautiful in 
color are very disappointing when re- 
duced to black and white. Often the de- 
sign is completely altered by the fact 
that one color will photograph a much 
lighter grey than another. This produces 
a loud or "busy" effect. It is safer to 
select medium sized patterns, whether 
in clothes, wallpaper or upholstery fab- 
rics. Plaids, geometries and stripes are 
usually preferable to floral design. If 
florals are used it is better to avoid the 
all-over patterns—figures with good clear 
separation "come off" best. 

Selecting the Clothes 
"Cropping" in photography—framing 

in television—should be taken into ac- 
count when selecting clothes. If the ma- 
jor shots are to be close-ups, the dress 
should have chief interest around the 
neck and shoulder line—no amount of 
style in the skirt will help the picture 
if it is to be cropped out! 

In some layouts the silhouette of the 
dress must be depended on for good def- 
inition. A character in the foreground 
may get scarcely any front light but will 
be outlined against a light background. 
In this case the silhouette of the dress 
is even more important than tone or 
texture. 

There are many minor considerations. 
Sequins produce flares; ostrich feathers 

look like fuzz; fine small scale decora- 
tions (embroidery, lace etc.) do not 
"come off." These points and many 
others are learned by trial and error by 
the stylist in cooperation with photog- 
rapher, cameraman and dark room men 
—in television, with the director, cam- 
eraman and technical director. 
Casting 

Casting for television must, of neces- 
sity, produce a new species—an "actor 
model" with the photogenic qualities of 
a model and the acting ability of an 
actor. Television will not have the ad- 
vantages of motion pictures and ad pho- 
tos—editing in the cutting room or re- 
touching in the dark room. 

Facial bone structure, "sparkle," grace, 
regular features and other points deter- 
mine the photogenic qualities of a model. 
Many attractive girls with smooth rounded 
features are poor photogenic subjects, 
while others less attractive to the eye, with 
good bone structure, may make excellent 
models. The camera adds 15 lbs. to the 
weight of the average model. Only a 
platinum blonde can be counted on to 
photograph as a blonde. A natural blonde 
or an ash blonde will usually become a 
brunette on the print or receiver screen. 
It is safer to avoid dark brunettes, except 
for special skits, because lighting them is 
difficult. 
Importance of Styling 

The quality ot the television picture— 
definition, clarity, brilliance—quite apart 

from subject matter, script, or talent, is of 
paramount importance to television today. 
The picture on the screen or the show, ad- 
mittedly not good today, is necessarily the 
chief criterion by which television is judged. 
It behooves the booster of television 
to see that ever/ picture going over the 
air is correctly styled. Styling cannot make 
a good show out of a bad one, but the 
lack of proper styling can unquestionably 
make a mediocre show of one which is 
otherwise good. 

An inevitable conclusion from the fore- 
going is that television—far from being 
unable to afford styling at this point— 
can hardly afford to be without it. 

Some people in television are keenly 
aware of the present lack of styling, and 
are planning to lure top designers for 
costumes and sets from the stage and 
screen. This procedure will not neces- 
sarily result in immediate good video pic- 
tures. Since stage designers may not un- 
derstand photography, their work may be 
full of mistakes for television. Similarly, 
while movie designers are thoroughly 
schooled in photography, they are likely 
to be quite unfamiliar with some of the 
problems involved in television—partic- 
ularly the use of a screen as small as six 
by eight inches. For example, many spec- 
tacles involving large numbers of people, 
while very effective on a theatre screen, 
become dull and confusing on a video 
screen. The type of picture that will reach 
maximum effectiveness on a small video 
screen will be similar in styling and com- 
position to a good advertising photograph. 

Television Workshop 

of Philadelphia 

r | vHL Television Workshop of New 
York, founded in 1943, has an- 

nounced the establishment of the Televi- 
sion Workshop of Philadelphia, at 600 N. 
Broad Street. 

Robert Jawer, of Merion, Penn., who 
first became associated with TW-NY in 
Feb., 1946, to become program traffic 
manager a year later, is Executive Director 
of the Philadelphia TW. 

Like the TW-NY, the Philadelphia 
TW will produce experimental package 
programs and conduct courses in televi- 
sion, serving Baltimore and Washington 
as well as Philadelphia. 

Ernest Walling of 'W PTZ. Roy Mere- 
dith of WPEN, Dave Arons of Gimbel's, 
are associated with the workshop as in- 
structors. 
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You Are Cordiolly Invited Io Attend

TE LEVISE R'S

2nd Annual Two-Day

TELEVISION INSTITUTE
AND

INDUSTRY TRADE SHOW

HOTEL COMMODORE
NEW YORK CITY

APRTL t4-t5, t947

Cosfs! Programs! Films! Remotes!
New Sfafions! Equipment! Sponsors!

Panels . Seminars o Demonstrations . Exhibits
Displays . Two Luncheons

REGISTRATION FEE, $r2.50.
ADMISSION TO ALL PANELS,
SEMINARS, STUDIO TOURS.
AND 2 LUNCHEONS IN-
CLUDED. REGISTRATION
FEE, $7.50 WTTHOUT

LUNCHEONS

For Reservolions, Write

TH E TELEVISER
II W. FORTY-SECOND STREET

NEW YORK I8, NEW YORK

MARCH.APRIL, 1947 t9

You Are Cordially Invited to Attend 

TELEVISERS 

2nd Annual Two-Day 

TELEVISION INSTITUTE 

AND 

INDUSTRY TRADE SHOW 

HOTEL COMMODORE 

NEW YORK CITY 

APRIL 14-15, 1947 

Costs! Programs! Films! Remotes! 

New Stations! Equipment! Sponsors! 

Panels • Seminars • Demonstrations • Exhibits 

Displays • Two Luncheons 

REGISTRATION FEE. $12.50. r D .. w/ -x 
ADMISSION TO ALL PANELS, Reservations, Write 
SEMINARS. STUDIO TOURS, T Ul C TCI C\/ICCD 
AND 2 LUNCHEONS IN- IrlCICLtVlotK 
CLUDED. REGISTRATION .. w cnDTY CCn^Kin ctdcct 
FEE. $7.50 WITHOUT FORTY-SECOND STREET 

LUNCHEONS NEW YORK 18, NEW YORK 

• 
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''ME ETI NG TE LEVISION'S CHALLENGE''
TO KEYNOTE TELEVISION INSTITUTE;

DR. ALFRED N. GOLDSMITH
Consultant Television Engineer
Chairman, Man'ge'mf Panel

DR. LEE de FOREST
Vice-Pres., Amer. Tele. Labs.

Luncheon Speaker

C. E. HOOPER
Audience Research Exoert

Luncheon Speaker

J. R. POPPELE
Pres., Television Broad. Assoc.

l uncheon Sn,raler

DR. ALLEN B. DUMONT
Pres., Allen B. DuMont Labs., Inc.

Guest-of-Honor

PAUL RAIBOURN
Pres., Television Productions, Inc.

Guest-of-Honor and Speaker

MONDAY. APRIL 14

Registration, 9-10 AM

MorninE Sessions ll0 AM fo Noonf
1. PRODUCTION PANEL: Studio Shows-(Wzest

Ballroom.)

Tnouas H. HurcnrNsoN, Cbairman

1. T7hich Sound Programs Can Be Successfully Con-
verted to Television?

2. Putting Showmanship into Programs
3. What Ate the Tricks of Better Production?
4. IThat Should Every Producer and Director Know2
1. How Production Costs Can Be Cut

II. STATION OPERATION PANEL (Room A)
Dn. Ar.r,nEo N. Gorosurtn, Cbairnan

1. \Vhat Problems Face New Stations?
2. How to Plan for Yorrr Community
3. IThat About Unions?
4. How Can the Cost Problem Be Licked?
i. Vhat About Color?

III. LUNCHEON (12:15 to 2 PM) Grand Ballroonz

Dn. Ar rnro N. Gorosurtn,'fodstnzasrer
J. R. Porerrn, Co-Toastmaster

Guesls of Honor:
Dr. Lee de Forest

Dr. Allen B. DuMont
Capt. N7. C. Eddy
Ernest B. Loveman

Paul Raibourn
C. E. Hooper

George Shupert
Mrs. Clara Burke

rJ(/r'll Baltin
Harry R. Lubcke

Atlernoon Sessions 12 PM to 4:?0 PMI
IV. PRODUCTION PANEL: Remote Pick-Ups (IVest

Ballrcom)

Tnouas H. HurcrrrNsoN, Cbairman

1. Role of "Remotes" in Programming
2. Problems of Doing Remotes

3. How a Sponsor Uses Remotes

4. Personnel for Remotes
5 Fnrrinmenf fnr Rcmotcs

V. STATION MANAGEMENT PANEL (Room A)
Dn. ArEnEo N. GoroslttrH. Chairman

1. How About the Small Stations?
2. Problems of Equipping a Station Today

3. Operating Costs and Budget Problems
4. Training Operating & Ptogram Personnel

5. Setting Up a Rate Card
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"MEETING TELEVISIONS CHALLENGE" 

TO KEYNOTE TELEVISION INSTITUTE: 

* * ^, 

MONDAY, APRIL 14 

Registration, 9-10 AM 

DR. ALFRED N. GOLDSMITH 
Consultanf Television Engineer 
Chairman, Man'qe'mh Panel 

J. R. POPPELE 
Pres., Television Broad. Assoc. 

Luncheon Speaker 

m 

- 

/ 
m 

DR. LEE de FOREST 
Vice-Pres., Amer. Tele. Labs. 

Luncheon Speaker 

DR. ALLEN B. DUMONT 
Pres., Allen B. DuMont Labs., Inc. 

Guest-of-Honor 

■am,. 
esf 

\ 
Isl 

C. £. HOOPER 
Audience Research Expert 

Luncheon Speaker 

PAUL RAIBOURN 
Pres., Television Productions, Inc. 

Guest-of-Honor and Speaker 

Morning Sessions (10 AM fo Noon) 
1. PRODUCTION PANEL: Studio Shows- 

Ballroom) 
Thomas H. Hutchinson, Chairman 

-(West 

1. Which Sound Programs Can Be Successfully Con- 
verted to Television? 

2. Putting Showmanship into Programs 
3. What Are the Tricks of Better Production? 
4. What Should Every Producer and Director Know? 
5. How Production Costs Can Be Cut 

II. STATION OPERATION PANEL (Room A) 
Dr Ai.fred N. Goldsmith, Chairman 

1. What Problems Face New Stations? 
2. How to Plan for Your Community 
3. What About Unions? 
4. How Can the Cost Problem Be Licked? 
5. What About Color? 

III. LUNCHEON (12:15 to 2 PM) Grand Ballroom 
Dr. Aifred N. Goldsmith, Toastmaster 
J. R. Poppele, Co-Toastmaster 

Guests of Honor: 
Dr. Lee de Forest 

Dr. Allen B. DuMont 
Capt. W. C. Eddy 
Ernest B. Loveman 

Paul Raibourn 
C. E. Hooper 

George Shupert 
Mrs. Clara Burke 

Will Baltin 
Harry R. Lubcke 

Afternoon Sessions (2 PM to 4:30 PM) 
IV. PRODUCTION PANEL: Remote Pick-Ups (West 

Ballroom) 
Thomas H. Hutchinson, Chairman . 

1. Role of "Remotes" in Programming 
2. Problems of Doing Remotes 
3. How a Sponsor Uses Remotes 
4. Personnel for Remotes 
5. Equipment for Remotes 

V. STATION MANAGEMENT PANEL (Room A) 
Dr. Alfred N. Goldsmith, Chairman 

1. How About the Small Stations? 
2. Problems of Equipping a Station Today 
3. Operating Costs and Budget Problems 
4. Training Operating & Program Personnel 
5. Setting Up a Rate Card 
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COUNTRY's VIDEO EXPERTS GATHERING
APRIL 14, HOTEL COMMODORE, NEW YORK

TUESDAY. APRIL I5

Registralion, 9-10 AM

Morning Sessions Il0 AM to 12 Noonl
1. PROGRAMMING PANEL: Films (IVe:t Ballroom)

InwrN A. Su,tNr, Chairman

1. Ifhat is Film's Role in Television?
2. Putting Showmanship into Television Films

3. News, Documentary, & Special Events Films
4. \l'hat to Keep in Mind When Editing Film for

Video?
5. Setting Up a Film Department

II. ADVERTISING PANEL (Roont A)
Lrr Coortv, Chairman

1. An Agency's Experience in Television
2. Television Commercials Neecl Improving
3. Problems of Preparing Good Visual Commercials
4. The Television Serial
5. What About Commercial Films?

UI. LUNCHEON (r2:L1 to 2:00 PM) Grand Ballroom

J. R. PorrrlE, To4stnasler

1. Five-minute reports on Television ftom Chicago,

Detroit, Minneapolis, St. Louis, Washington,
D. C. and other centers.

2. Presentation of Televiser Production Awards

Alternoon Sessions 12 PM to 4:30 PMI
IV. PRODUCTION DEMONSTRATION (IVest Ball-

room )
InwrN A. SH.rNr, Chairman

1. Rehearsal of "Guess-A-Song," a half-hour audi-
ence participation show sponsored by Teleaiser,
t'ith actors in full costume and make-up. Mem-
bers of the autlience will have the opportunity to

operate dummy cameras, call shots and ask ques-

tions of Television Iii'orkshop staff directors and

production assistants.

A question-and-answer on all phases of televi-

sion production will immediately follow the

demonstration.

2. Set-dressing and styling demonstration

V. SEMINAR ROUND.TABLES

(Limited ,o 20 peNons eacb)

1. S7riting (2:15 PM Io i:15 PM) Room E

2. Advertising (2:15 PM to 3:15 PM) Room F

3. Station Problems (3:15 PM to 4:30 PM) Room E

4. Television for Retailers (3:30 PM to 4:30 PM)
Room F

MARCH-APRIL, 1947

ERNEST B. LOVEMAN
\/ P ph;|.^ T^l^ R.^o '--o. uorp.
Guest-of-Honor and Speaker

PAUL MOWREY
Nat'l Tele Dir. ABC-Television

Member, Staiion Operation Panel

RALPH AUSTRIAN
Pres., RKO Tele. Corp.

Member, Advertising Panel

LEE COOLEY
Tele Direclor, McCann-Erickson

Chairr-nan, Adveriising Panel

GEORGE SHUPER,T
Pres., American Television Society

Guest-of-Honor

HARVEY MARLOWE
Exec. Dir., ABC-Television
Member, Production Panel
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COUNTRY'S VIDEO EXPERTS GATHERING 

APRIL 14, HOTEL COMMODORE, NEW YORK 

TUESDAY, APRIL 15 

Registration, 9-10 AM 

Morning Sessions (10 AM to 12 Noonl 
I. PROGRAMMING PANEL: Films fTTest Ballroom) 

Irwin A. Shane, Chairman 
1. What is Film's Role in Television? 
2. Putting Showmanship into Television Films 
3. News, Documentary, & Special Events Films 
4. What to Keep in Mind When Editing Film for 

Video? 
5. Setting Up a Film Department 

II. ADVERTISING PANEL (Room A) 
Lee Cooley, Chairman 

1. An Agency s Experience in Television 
2. Television Commercials Need Improving 
3. Problems of Preparing Good Visual Commercials 
4. The Television Serial 
5. What About Commercial Films? 

III. LUNCHEON (12:15 to 2:00 PM) Grand Ballroom 
J. R. Poppeee, Coastmaster 

1. Five-minute reports on Television from Chicago, 
Detroit, Minneapolis, St. Louis, Washington, 
D. C. and other centers. 

2. Presentation of Televiser Production Awards 

HI 

p 

I % 
ERNEST B. LOVEMAN 

V.P., Philco Tele. Broad. Corp. 
Suest-of-Honor and Speaker 

RALPH AUSTRIAN 
Pres., RKO Tele. Corp. 

Member, Advertising Panel 

Afternoon Sessions (2 PM to 4:30 PM) 
IV. PRODUCTION DEMONSTRATION (Vest Ball- 

room) 
Irwin A. Shane, Chairman 

1. Rehearsal of "Guess-A-Song,' a half-hour audi- 
ence participation show sponsored by Televiser, 
with actors in full costume and make-up. Mem- 
bers of the audience will have the opportunity to 
operate dummy cameras, call shots and ask ques- 
tions of Television Workshop staff directors and 
production assistants. 

A question-and-answer on all phases of televi- 
sion production will immediately follow the 
demonstration. 

2. Set-dressing and styling demonstration 

V. SEMINAR ROUND-TABLES 
(Limited to 20 persons each) 

1. Writing (2:15 PM to 3:15 PM) Room E 
2. Advertising (2:15 PM to 3:15 PM) Room F 
3. Station Problems (3:15 PM to 4:30 PM) Room E 
4. Television for Retailers (3:30 PM to 4:30 PM) 

Room F 

o Wi 

PAUL MOWREY 
Nat'l Tele Dir., ABC-Television 

Member, Station Operation Panel 

LEE COOLEY 
Tele Director, McCann-Erickson 

Cbairman, Advertising Panel 

' 
m, 

J 

■ill 

GEORGE SHUPERT 
Pres., American Television Society 

Guest-of-Honor 

HARVEY MARLOWE 
Exec. Dir., ABC-Television 
Member, Production Panel 
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''ON-THE.JOB'' PRODUCERS, DIRECTORS &
MANAGEMENT TO DISCUSS PROBLEMS

RUDY BRETZ
Film Ed. WCBS-TV
Prod. Panel-Studio

CLARA BURKE
H ou sewife-Viewer

Luncheon-Apr. l4

JOSE d|DONATO
Doh eriy-C I ifford-

Shen{'d. (Adv. Panel)

C. J. DUREAN
Ass't Adv. Mqr.
U. S. Rubber Co.

CAPT. W. E. EDDY
Mgr., WBKE-Chicaqo

Management Panel

22

DAVID ARONS, television di-
rector, Gimbel's Phila. Chair-
man: "Television for Retailers"
Roundtable, Tues., 3:30 pm.

RALPH AUSTRIAN, pr€s.,
RKO Television Corp. Speaker:
"What About Commercial
Films?"; Advertising Panel.

HARRY BANNISTER, Gen'l
Mgr., Station \f$(rDT, Detroit.
Speaker: "Problems Facing New
Stations"; Stahion Mgn't Panel.

RUDY BRETZ, film editor,
CBS Television, New York.
Speaker: "Does the Tele Drama
Have a Future?"; Prod. Panel.

PHITIP CALDI/ELL, sales
mgr., electronics dept. General
Electric Co. Speaker: "Equipping
a Station Today." Mgm't P'1.

LEE COOLEY, television direc-
tor, McCann-Erickson, New
York. Chairman, Advertising
Panel, Tuesday, IO am to Noon.

TOSE di DONATO, television
director, Doherty-Clifford-Shen-
field. Speaker: "Our Agency's
Experience." Advert'g Panel.

CHAS. J. DURBAN, ass't ad
mgr., U. S. Rubber Co. Speaker:
"\7hat is NTrong with Video
Commc'Is." Adv. Panel, Tues.

C. E. HOOPER, audience re-
search expert. Speaker: "The
Audience Speaks." Luncheon,
Monday, l2:I) pm.

MAX FLEISCHER, veteran film
producer. Speaker: "Putting
Showmanship into Programs."
Prod. Panel; Mon., 10 am.

DR. ALFRED N. GOLD-
SMITH, engineering consultant.
Toastmaster, Luncheon, Monday,
12:L5-2 pm, Main Ballroom.

JUDY DUPUY. editor, "The 
,

Televiser." Speaker: "Training I
Production Fersonnel." Mgem't
Panel. fues., 2:I5 pm, Room A.

JUDY DUPUY
Editor, "Televiser"
Manaqemenl Panel

T. H. HUTCHINSON
Tele Prod.-Author
Production Panel

''BUD" GAMBLE
Tele Producer

Prod. Panel-Sludio

CHET KULESZA
Tele Supv., BBD&O
Adverisinq Ponel

HARRY A. MACKEY
U. 5. Rubber Co.

Prod. Panel-Remotes

THOT{AS H. HUTCHINSON,
author of "Here it Teleaisiou."
Chairman, Prod. Panel, Mon.

CHET KULESZA, television
supervisor, B.B.D.&O. Speaker:
"Preparing Good Visual Com-
mercials." Tues. l0 am.

DAVID P. LE\7IS. television
director, Caples Agency. Speak-
er: "Our Television Serial."
Advt's Panel. Tuesday, LO am.

HARRY A. MACKEY. televi-
sion producer, U. S. Rubber Co.
Speaker: "How Out Co. Uses
Remotes." Production Panel.

HARVEY MARLON/E, exec.
prod., Amer. Broad. Co. Speak-
er: "Converting Radio Programs
to Television." Prod. Panel.

PAUL MOI7REY Tele Director,
American Broad. Co. Soeaker:
"Licking the Cosi Problem."
Management Panel. Monday.

JACK POPPELE, Pres., TBA.
Guest - of - Honor, Luncheon,
Mon. 12:11 pm. Main Ballroom.
JPeaRer; loastmastef, Iue.

RICHARD RAN7LES, Opera-
tions mgr. Amer. Broad. Co.
Spcaker: "Operating Costs and
Budget Problems." Mgm't Pl.

ALBERT PREISMAN, v.P.
CREI, N7ash.. D. C. Speaker:
"Training Operating Personnel. "
Management Panel. Monday.

HELEN RHODES, prog. mgr.,
N7RGB Schenectady, Speaker:
"\7hat Every Producer Shoulci
Know." Prod. P'1. Mondav.

ED\7ARD STASHEFF, writer.
Chairman: "lVriter's Round-
table." Tuesday, 2:15-3 I5 pm.

CLARENCE THOMAN, dir.,
and ERNEST ITALLING, mgr.,
WPTZ, Phila. Co-Speakers:
"Problems of Doing Remotes,"
Prod. Panel, Monday, 2:I5 pm. .

RICHARD RAWLES
Op'r. Msr., ABC-Tele

Managemeni Panel

HELEN RHODES
Prod. Mqr.. WRGB

Produciion Panel

IRWIN A. SHANE
Pub., "Televiser"

Prod. Panel-Films

EDWARD STASHEFF
Freelance Wriler

Wriier's Roundiable

ERNEST WALLING
Proq. Mqr.. WPTZ

Prod.- Pan6l-Remotes

TELEVISERTHE

ON-THE-JOB" PRODUCERS, DIRECTORS & 

MANAGEMENT TO DISCUSS PROBLEMS 

RUDY BRETZ 
Film Ed. WCBS-TV 
Prod. Panel—Studio 

I 

CLARA BURKE 
Housewife-Viewer 

Luncheon—Apr. 14 

C. J. DURBAN 
Ass't Adv. Mgr. 

U. S. Rubber Co. 

- 

CART. W. E. EDDY 
Mgr., WBKB—Chicago 

Management Panel 
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DAVID ARONS, television di- 
rector, Gimbel's Phila. Chair- 
man; ""Television for Retailers" 
Roundtable, Tues., 3:30 pm. 

RALPH AUSTRIAN, pres., 
RKO Television Corp. Speaker: 
""What About Commercial 
Films?"; Advertising Panel. 

JOSE diDONATO 
Doherty-Clifford- Shenf'd. (Adv. Panel) 

HARRY BANNISTER, Gen'l 
Mgr., Station WWDT, Detroit. 
Speaker: "Problems Facing New 
Stations"; Station Mgn't Panel. 

RUDY BRETZ, film editor, 
CBS Television, New York. 
Speaker: "Does the Tele Drama 
Have a Future?"; Prod. Panel. 

PHII IP C ALDWELL, sales 
mgr., electronics dept. General 
Electric Co. Speaker: "Equipping 
a Station Today." Mgm't P'l. 

LEE COOLEY, television direc- 
tor, McCann-Erickson, New 
York. Chairman, Advertising 
Panel, Tuesday, 10 am to Noon. 

JOSE di DONATO, television 
director, Doherty-Clifford-Shen- 
field. Speaker; "Our Agency's 
Experience." Advert'g Panel. 

C. E. HOOPER, audience re- 
search expert. Speaker; "The 
Audience Speaks." Luncheon, 
Monday, 12:15 pm. 

MAX FLEISCHER, veteran film 
producer. Speaker: "Putting 
Showmanship into Programs." 
Prod. Panel; Mon., 10 am. 

DR. ALFRED N. GOLD- 
SMITH, engineering consultant. 
Toastmaster, Luncheon, Monday, 
12:15-2 pm, Main Ballroom. 

/*> 

JUDY DUPUY Editor, "Televiser" 
Management Panel 

I 

  

JUDY DUPUY, editor, ""The 
Televiser." Speaker; "Training I 
Production Personnel." Mgem't 
Panel. Tues., 2:15 pm. Room A. 

CHAS. J. DURBAN, ass't ad 
mgr., U. S. Rubber Co. Speaker; 
"What is Wrong with Video 
Commc'ls." Adv. Panel, Tues. 

BUD" GAMBLE 
Tele Producer 

Prod. Pane!—Studio 

CHET KULESZA 
Tele Supy., BBD&O 

Advertsing Panel 

HARRY A. MACKEY 
U. S. Rubber Co. 

Prod. Panel—Remotes 

THOMAS H. HUTCHINSON, 
author of "Here is Television." 
Chairman, Prod. Panel, Mon. 

CHET KULESZA, television 
supervisor, B.B.D.&O. Speaker: 
"Preparing Good Visual Com- 
mercials." Tues. 10 am. 

DAVID P. LEWIS, television 
director, Caples Agency. Speak-. Rawle^ 
er; "Our Television Serial." Management Panel 
Advt's Panel. Tuesday, 10 am. 

HARRY A. MACKEY, televi- 
sion producer, U. S. Rubber Co. 
Speaker: "How Our Co. Uses 
Remotes." Production Panel. 

T. H. HUTCHINSON 
Tele Prod.-Author 
Production Panel 

HARVEY MARLOWE, exec, 
prod., Amer. Broad. Co. Speak- 
er: "Converting Radio Programs 
to Television." Prod. Panel. 

PAUL MOWREY Tele Director, 
American Broad. Co. Speaker: 
"Licking the Cost Problem." 
Management Panel. Monday. 

JACK POPPELE, Pres., TBA. 
Guest - of - Honor, Luncheon, 
Mon. 12:15 pm, Main Ballroom. 
Speaker; Toastmaster, Tue. 

RICHARD RAWLES, Opera- 
tions mgr. Amer. Broad. Co. 
Speaker: "Operating Costs and 
Budget Problems." Mgm't PI. 

ALBERT PREISMAN, v.p. 
CREI, Wash., D. C. Speaker: 
' Training Operating Personnel." 
Management Panel. Monday. 

HELEN RHODES, prog, mgr., 
WRGB Schenectady, Speaker: 
"What Every Producer Should 
Know." Prod. P 1. Monday. 

EDWARD STASHEFF, writer. 
Chairman: "Writer's Round- 
table." Tuesday, 2:15-3:15 pm. 

CLARENCE THOMAN, dir, 
and ERNEST WALLING, mgr., 
WPTZ, Phila. Co-Speakers: 
"Problems of Doing Remotes," 
Prod. Panel, Monday, 2:15 pm. 

¥\ 

HELEN RHODES 
Prod. Mgr., WRGB 

Production Panel 

* 

IRWIN A. SHANE 
Pub., "Televiser" 

Prod. Panel—Films 

r 

EDWARD STASHEFF 
Freelance Writer 

Writer's Roundtable 

ERNEST WALLING 
Prog. Mgr., WPTZ 

Prod. Panel—Remotes 
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A Hollvwood Technician's
Views of Television

Bv \flM. \7. BROCK\7AY. M. Sc.

ELEVISION is both radio and mo-
tion pictures. Therefore, the tech-
niques of television are based upon

known techniques of both industries and
video is slowly evolving techniques of its
own. It is the problem of developing
these techniques that challenges the
ingenuity of all persons now directly
engaged in motion picture and radio
production, and in television. But the in-
dustry should not place too much emphasis
on the "how"-it is the visual result that
is important.

Anyone associated with motion pictures
when sound was introduced in 1929 will
not forget the confusion caused by the
over emphasis placed upon technical
problems. \7e are sure to witness the
same type of confusion in television pro-
duction, only more so. The technician
will be ovedy conscientious in an attempt
to achieve perfection at the start. The
creative artist will be subordinate to the
technician until the inevitable simplifica-
tion of operational techniques is brought
about by intelligent cooperation between
the technician and the creative artist.

The Technicion's Probfem
The creative artist will visualize a

"wipe" to produce a desired subjective
time transition in a television program.
The technician will maintain that a
"wipe" can only be accomplished by
complex optical methods, and that some
other form of "story telling" should be
used. The creative artist does not under-
stand why he cannot use the effecfive
story transitions that are common to the
motion picture art. The technician does
not see why such techniques are needed,
particularly if the method employed to
produce the desired effect is technically
complex. Should the creative artist accept
the dictate of the technician, or should
he insist upon the "wipe" ? Eventually
this question will be answered as it was
in sound motion pictures and radio -simplification of technical controls.

*lXtilliam lY. BrocAuay, M.Sc., has been
a sound tecbnician at Metro-Goldwyn-
Mayer Studios for ruany year!, a consult-
ing electronic engineer (Fritz Burns Corp ),
and. a screen utriter.
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The largest problem facing the tele-
vision production facilities engineer is to
simplify existing control methods and to
develop means of giving the creative artist
the tools to work with that are now com-
mon to most of the other technological
arts.

The television engineer should not
limit his thinking in terms of optical
solutions or by adapting past methods of
producing visual effects. He should try to
produce the desired visual effects by elec-
tronic methods. Once the visual image
has been translated into electrical cur-
rents, more means of control are available
to control the image than could ever be
accomplished by optical means.

One of the real problems of television
as a commercial product is cost. The cost
of a live program can be materially re-
duced if the cost of sets and stage space

were reduced. How about "electronic
process methods as a solution for this
problem? Motion Pictures employ process
methods to solve just such a problem.
A photograph of the desired background
is projected upon a screen behind the
desired action and the action and back-
ground is then photographed as a com-
posite. In television, this same technique
can be employed but the background and
action can be combined electronically
rather than optically.

Let's take another example of some of
the problems that the television engineer
must solve to meet the demands of the
creative artist. This problem again in-
volves cost. In motion pictures, it is not
uncommon to photograph a scene involv-
ing a large set wherein a section of the
set is optically blanked out. The missing
portion of the set is filled in at a later
date by photographing a matched minia-
ture painting. A complete picture is
thereby produced. Can television accom-
plish this feat ? The answer is yes if the
engineer will look to electronic circuits*
and not to optical solutions.

All this implies that the future is
bright for the television engineer who is
willing to recognize the demands of
the creative artist and who will work to

*Patent application---Serial No. 577,437
Inventor, Wm. T7. Brockway.

produce the desired effects by simple
methods.

Besides providing the basic techniques
of the visual arts, Hollywood is planning
a very active part in television.

Six of the seven applicants for com-
mercial television stations in Los Angeles
were recently granted construction per-
mits. The Paramount station, KTLA (for-
mer experimental station S76XYZ) is
already bn a six day telecasting schedule.
The exoerimental station of Don Lee
Broadcaiting, \U76XAO, akeady has an
adequate operating personnel but is on
the air currently only one night a week.
It is waiting for its commercial CP. Be-
sides these active television stations, CP's
were granted to Eade C. Anthony, Na-
tional Broadcasting Company, American
Broadcasting Company, Times-Mirror
Company, and Dorothy C. ThacJcery
(New York Porl). Most of these stations
are expected to be on the air by the end
of 1947 or early L948.

Eventually all the television stations in
Southern California will be located upon
the high mountain areas that run parallel
to the Pacific coast line. Most of the above
mentioned applicants as well as \76XAO
and KTLA have secured transmitter
sites near Mt. Wilson. The large flat
areas that sDread out around Mt. Ifilson
extend frori Santa Barbanto San Diego.
Los Angeles is ideally situated for tele-
vision reception. The local situation for
television broadcasting is ideal as far as

coverage is concerned. Seven to ten mil-
lion people can be reached without relay
oPerauon.

Piclure Appreciotion
NTith the exception of one motion

picture studio, Paramount, very little if
any direct television activity or interest is
apparent on the part of the major motion
picture studios in Hollywood. The reason
for such lack of interest is hard to ex-
plain.

The motion picture studios are in the
business of providing scientific entertain-
ment and as such have developed tech-'
niques that are valuable to television
programming. The motion picture studios
have the technical "know how" that is
required for successful commercial tele-
vision programming. The motion picture
studios have the facilities for television
programming, such as sets and sound
stage space. A television program will not
compete with a good motion picture but
will build an appreciation for good visual
entertainment in the picfure audience.
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A Hollywood Technician's 

Views of Television 

By WM. W. BROCKWAY, M. Sc. 

TELEVISION is both radio and mo- 
tion pictures. Therefore, the tech- 
niques of television are based upon 

known techniques of both industries and 
video is slowly evolving techniques of its 
own. It is the problem of developing 
these techniques that challenges the 
ingenuity of all persons now directly 
engaged in motion picture and radio 
production, and in television. But the in- 
dustry should not place too much emphasis 
on the "how"—it is the visual result that 
is important. 

Anyone associated with motion pictures 
when sound was introduced in 1929 will 
not forget the confusion caused by the 
over emphasis placed upon technical 
problems. We are sure to witness the 
same type of confusion in television pro- 
duction, only more so. The technician 
will be overly conscientious in an attempt 
to achieve perfection at the start. The 
creative artist will be subordinate to the 
technician until the inevitable simplifica- 
tion of operational techniques is brought 
about by intelligent cooperation between 
the technician and the creative artist. 

The Technician's Problem 
The creative artist will visualize a 

"wipe" to produce a desired subjective 
time transition in a television program. 
The technician will maintain that a 
"wipe" can only be accomplished by 
complex optical methods, and that some 
other form of "story telling" should be 
used. The creative artist does not under- 
stand why he cannot use the effective 
story transitions that are common to the 
motion picture art. The technician does 
not see why such techniques are needed, 
particularly if the method employed to 
produce the desired effect is technically 
complex. Should the creative artist accept 
the dictate of the technician, or should 
he insist upon the "wipe"? Eventually 
this question will be answered as it was 
in sound motion pictures and radio — 
simplification of technical controls. 

* William W. Brocktvay, M.Sc,, has been 
a sound technician at Metro-Goldtvyn- 
Mayer Studios for many years, a consult- 
ing electronic engineer (FritzBurns Corp), 
and a screen writer. 

The largest problem facing the tele- 
vision production facilities engineer is to 
simplify existing control methods and to 
develop means of giving the creative artist 
the tools to work with that are now com- 
mon to most of the other technological 
arts. 

The television engineer should not 
limit his thinking in terms of optical 
solutions or by adapting past methods of 
producing visual effects. He should try to 
produce the desired visual effects by elec- 
tronic methods. Once the visual image 
has been translated into electrical cur- 
rents, more means of control are available 
to control the image than could ever be 
accomplished by optical means. 

One of the real problems of television 
as a commercial product is cost. The cost 
of a live program can be materially re- 
duced if the cost of sets and stage space 
were reduced. How about "electronic 
process methods as a solution for this 
problem ? Motion Pictures employ process 
methods to solve just such a problem. 
A photograph of the desired background 
is projected upon a screen behind the 
desired action and the action and back- 
ground is then photographed as a com- 
posite. In television, this same technique 
can be employed but the background and 
action can be combined electronically 
rather than optically. 

Let's take another example of some of 
the problems that the television engineer 
must solve to meet the demands ot the 
creative artist. This problem again in- 
volves cost. In motion pictures, it is not 
uncommon to photograph a scene involv- 
ing a large set wherein a section of the 
set is optically blanked out. The missing 
portion of the set is filled in at a later 
date by photographing a matched minia- 
ture painting. A complete picture is 
thereby produced. Can television accom- 
plish this feat? The answer is yes if the 
engineer will look to electronic circuits* 
and not to optical solutions. 

All this implies that the future is 
bright for the television engineer who is 
willing to recognize the demands of 
the creative artist and who will work to 

♦Patent application—Serial No. 577,437 
Inventor, Wm. W. Brockway. 

produce the desired effects by simple 
methods. 

Besides providing the basic techniques 
of the visual arts, Hollywood is planning 
a very active part in television. 

Six of the seven applicants for com- 
mercial television stations in Los Angeles 
were recently granted construction per- 
mits. The Paramount station, KTLA (for- 
mer experimental station W6XYZ) is 
already on a six day telecasting schedule. 
The experimental station of Don Lee 
Broadcasting, W6XAO, already has an 
adequate operating personnel but is on 
the air currently only one night a week. 
It is waiting for its commercial CP. Be- 
sides these active television stations, CP's 
were granted to Earle C. Anthony, Na- 
tional Broadcasting Company, American 
Broadcasting Company, Times-Mirror 
Company, and Dorothy C. Thackery 
(New York Post). Most of these stations 
are expected to be on the air by the end 
of 1947 or early 1948. 

Eventually all the television stations in 
Southern California will be located upon 
the high mountain areas that run parallel 
to the Pacific coast line. Most of the above 
mentioned applicants as well as W6XAO 
and KTLA have secured transmitter 
sites near Mt. Wilson. The large flat 
areas that spread out around Mt. Wilson 
extend from Santa Barbara to San Diego. 
Los Angeles is ideally situated for tele- 
vision reception. The local situation for 
television broadcasting is ideal as far as 
coverage is concerned. Seven to ten mil- 
lion people can be reached without relay 
operation. 

Picture Appreciation 
With the exception of one motion 

picture studio, Paramount, very little if 
any direct television activity or interest is 
apparent on the part of the major motion 
picture studios in Hollywood. The reason 
for such lack of interest is hard to ex- 
plain. 

The motion picture studios are in the 
business of providing scientific entertain- 
ment and as such have developed tech- 
niques that are valuable to television 
programming. The motion picture studios 
have the technical "know how" that is 
required for successful commercial tele- 
vision programming. The motion picture 
studios have the facilities for television 
programming, such as sets and sound 
stage space. A television program will not 
compete with a good motion picture but 
will build an appreciation for good visual 
entertainment in the picture audience. 

MARCH-APRIL, 1947 23 

www.americanradiohistory.com



PICTURE SHOWMANSHIP
87 Max

Port ll:
Tfie Seven Longuoges of

Showmonship
-I-NCLUDING the use of sound, show-

f manship in,any presentation is achieved

-mainly by the ingenious employment of
seven languages or elements.

These seven languages of the show have
been expressed in a variety of terms. How-
ever, the elements are readily recognizable
under the following designations:

1. Pantomime
2. Facial Expression
3. Physical Motion
4. Color
5. Composition (Scenic)
6. Lighting
7. ITords and Sound Effects

The showman must regard the seven
elements as seven distinct methods for the
transmission of inspiration or interpreta-
tion from his brain to the mind of the
observer. The observer reacts to any com-
bination of these elements - sometimes
strongly, sometimes passively, depending
upon how a picture is presented, how it
appeals to his emotions.

\7hile the use of words or sound is
important, other means of expression,
though silent, play extremely influential
roles in the presentation of a show. The
showman, well aware of the power of

FLrtscnEn*

words which may be devised to induce
an infinite variety of moods, is also aware
of the fact that, while some remarks may
"cut like steel," action will often cut
deeper than the sharpest words.

In the face of such facts, the apparent
lack of interest by the major motion pic-
ture producing companies is unanswer-
able. It probably remains for the creative
artists in Hollywood to allign themselves,
to bring to it their skills to develop the
sister art.

The showman considers the value of
each element. For instance:

Facial expressions may, at times speak
with more depth than words, action, or a

combination of both.
Physical movements also possess the

power of self-expression. The mere move-
ment of hands, even to the finger tips,
rnay be particularly revealing.

The importance of color, as an expres-
sive element, is not underestimated by the
showman. This is true when employed as

contrasting shades in black and white
media, or as "color" in the theatre or in
technicolor films.

The showman devises scenic composi-
tions designed to support the mood as

well as locale of his presentation.
SThile the presentation or show is in

progress, the seven principle elements

*Max Fleischer, veteran film carloon producer
and crealor of "8etty Boop," etc., has furned
his allenfion lo problem of showmanship in
lelevision programs and commercials.

virtually speak their parts in a variety of.
combinations, and frequently, all seven
speak in smooth, rhythmic unison, not
only to the eye and ear but to the imagin-
ation as well. As an example, suppose we
imagine a simple, romantic scene in which
the following words are used.

"Nothing matters now, Mary - but
you."

It is quite obvious to the showman
that such words are best presented in
slow tempo and in very delicate tone,
bordering on a whisper. The scenic com-
position and lighting should conform to
the delicacy of the words. Pantomime,
facial expression and movements of the
performers must conform to the required
delicacy as well. Here we have a picture
that causes strong reaction in the observer,
caused not only by the actual picture he
is seeing, but also by the secondary pic-
tures which the situation suggests to his
mind.

Ifhile in life all the conditions and
circumstances designed by the showman
may not occur exactly as presented, the
planned sequence, nevertheless, is highly
acceptable since it actually and truthfully
expresses the emotional effect experienced
by the couple involved. This result may
be described as "idealization," in which
the observer is made fully aware of the
circumstance, general appearance, plus the
romantic imaginations of the persons in-
volved in the sequence.

If we permit ourselves a little exag-
(Continued on Page 32)

Y{rile lor tn ormlrtion on

JULIEN BRYAN PRODUCTIONS
Available for Tefeyfsion

*
lnternalional Film Foundation

1600 Eroadway. Suffe 1000. l{. Y.
Members of French Mission, hero lo sfudy U. S. video, watch WRGB-GE conlrol room operafion.
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PICTURE SHOWMANSHIP 

By Max Fleischer* 

Part II: 
The Seven Languages of 

Showmanship 

INCLUDING the use of sound, show- 
manship in any presentation is achieved 
mainly by the ingenious employment of 

seven languages or elements. 
These seven languages of the show have 

been expressed in a variety of terms. How- 
ever, the elements are readily recognizable 
under the following designations; 

1. Pantomime 
2. Facial Expression 
3. Physical Motion 
4. Color 
5. Composition (Scenic) 
6. Lighting 
7. Words and Sound Effects 

The showman must regard the seven 
elements as seven distinct methods for the 
transmission of inspiration or interpreta- 
tion from his brain to the mind of the 
observer. The observer reacts to any com- 
bination of these elements — sometimes 
strongly, sometimes passively, depending 
upon how a picture is presented, how it 
appeals to his emotions. 

While the use of words or sound is 
important, other means of expression, 
though silent, play extremely influential 
roles in the presentation of a show. The 
showman, well aware of the power of 

words which may be devised to induce 
an infinite variety of moods, is also aware 
of the fact that, while some remarks may 
"cut like steel," action will often cut 
deeper than the sharpest words. 

In the face of such facts, the apparent 
lack of interest by the major motion pic- 
ture producing companies is unanswer- 
able. It probably remains for the creative 
artists in Hollywood to allign themselves, 
to bring to it their skills to develop the 
sister art. 

The showman considers the value of 
each element. For instance: 

Facial expressions may, at times speak 
with more depth than words, action, or a 
combination of both. 

Physical movements also possess the 
power of self-expression. The mere move- 
ment of hands, even to the finger tips, 
may be particularly revealing. 

The importance of color, as an expres- 
sive element, is not underestimated by the 
showman. This is true when employed as 
contrasting shades in black and white 
media, or as "color" in the theatre or in 
technicolor films. 

The showman devises scenic composi- 
tions designed to support the mood as 
well as locale of his presentation. 

While the presentation or show is in 
progress, the seven principle elements 
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*Max Fleische*" vpferan film cartoon producer 
and creator of "Betty Boop," etc., has turned 
his attention to problem of showmanship in 
television programs and commercials. 

virtually speak their parts in a variety of 
combinations, and frequently, all seven 
speak in smooth, rhythmic unison, not 
only to the eye and ear but to the imagin- 
ation as well. As an example, suppose we 
imagine a simple, romantic scene in which 
the following words are used. 

"Nothing matters now, Mary — but 
you." 

It is quite obvious to the showman 
that such words are best presented in 
slow tempo and in very delicate tone, 
bordering on a whisper. The scenic com- 
position and lighting should conform to 
the delicacy of the words. Pantomime, 
facial expression and movements of the 
performers must conform to the required 
delicacy as well. Here we have a picture 
that causes strong reaction in the observer, 
caused not only by the actual picture he 
is seeing, but also by the secondary pic- 
tures which the situation suggests to his 
mind. 

While in life all the conditions and 
circumstances designed by the showman 
may not occur exactly as presented, the 
planned sequence, nevertheless, is highly 
acceptable since it actually and truthfully 
expresses the emotional effect experienced 
by the couple involved. This result may 
be described as "idealization," in which 
the observer is made fully aware of the 
circumstance, general appearance, plus the 
romantic imaginations of the persons in- 
volved in the sequence. 

If we permit ourselves a little exag- 
f Continued on Page 32) 

Members of French Mission, here to study U. S. video, watch WRGB-GE control room operation. 
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The Dance on Television
Excerpts front lud.y Dupuy's booh, "Teleuition Show Bnt)nesf' pubhshed by

General Electric Co., Schenectad.y, N. Y. Third in a series.

EVOTEES of the dance seem to feel
that the dance is ideal for tele-
vision. Television does open up a

new stage for the dance but the average
routine for the ballet, night club or thea-
ter dance is too rapid and covers too large.
a performance area. The experience at
\7RGB (and at \7CBS-TV) during the
past several years bears this out. How-
ever, r'ideo dance programs indicate that
the dance to be made good television
requires a new choreography arranged to
conforn with the rules and regulations
of the video medium. Primarily, this
means dances designed for close-space
performance and restricted vertical move-
ment, with calculated action planned for
the camera. To televise the dance requires
expert cameramen who can pan smoothly
and continuously while on the air and at
the same time keep the dancer always in
focus. Vhen it comes to the ballet or
group dance the problem of the small
field of the camera lens is an extra hurdle.

This need for especially planned dance
routines for television has been em-
phasized again and again. \7hen a ball-
ro<.rm dance program was attempted, to
show the graceful movement and rhphm
of the dance, it was found that the fast
whirls and dios were hard to follow on
close-ups. Consequently, the producer had
to resort to many long shots to hold the
full fgures of the dancers. As a result
much of the dance nuances were lost.
Even on long shots, the dancers occasion-
ally left the camera behind and a mo-
mentary shot of an empty floor went on
the air.

The \t(rRGB studio had only moderate
success in telecasting the ballet adapted
for television. Productions were rehearsed
for cameras but in performance dancers
did not stay confined to the chalk-marked
floor space. Trained for stage routines,
they covered so much territory that they
were often out of camera reach. This ex-
perience showed the need for many
cameta rehearsals so that the cameramen
will be as familiar with the routine as the
dancers themselves. Thus the cameramen
as well as the producer can anticipate the
dancer's movements and be ready for
camera takes.

An interesting technique to introduce
the ballet line was found to be the oblique
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snf12n6s-62ch dancer coming into camera
for a momentary close-up, then whiding
off camera, allowing viewers to see the
dancers on close-up and at the same time
creating an effective picture.

The ballet, folk dancing, rhumbas, tap
dancing and oriental dances are excellent
for television-the dances of the East
particularly, since much of the rhythm is
expressed by hands and arms, allowing
for close-up camera work.

About one-third of the dance programs
offered over the Schenectady station were
rated as "good" by televiewers. Tap, bal-
let, square dances, jitterbugging and acro-
batic dancing were particularly enjoyed.
Acrobatic dancing can be televised effec-
tively sir.rce the dancer's movements are
usually spectacular and performed on the
proverbial "dime." In fact a camet^ eye-
view of an acrobatic dance is more re-
vealing than a stage performance.

In a specialty dance program, a pony
chorus dressed in brief shorts and blouses
went through their "Rockette" routine
and presented an engaging floor show
from the studio point of view. But the
television camera with its intimate oicture
quality emphasized the girls' bare thighs
in panning shots and gave the routine a
burlesque flavor. This is a point pro-
ducers must watch-for in dance programs.

Both lighting and stage sets are im-
portant factors in any television program
but lighting is even more important for
modeling, silhouetting and highlighting
dancers. The problem of spotlighting
dancers must be solved. Lightmen must be
rehearsed and cued for everv dance for
good picture results to p..rr.ri light flares
from getting into pictures when cam'eras
are being panned rapidly to follow a

dance. Lightmen must be on their toes to
avoid this.

Stage settings for a television dance
program can use a stylized background to
give the effect of a Grecian garden, a sim-
ulated night club, or simple drapes. For
ease of camera coverage the studio floor
has been chalk-marked for the dancing
area but artists invariably go off set. The
floor itself can be utilized as part of the
dance setting. (Ed: This has been done
successfully at VCBS-TV. )
Choreogrophy tor Television

Each dance program telecast has em-
phasized the need for a choreography
especially designed for television. Basic
television dance technique should con-
form to these factors:

{f The dance routine should be planned
for camera performance in a confined
space, limiting swe6ping horizontal move-
rnent.

{ The choreography of the ballet, folk
dance or chorus routine should be de-
signed for close-group action and for
camera ciose-up.

{ Theme inlerest in the ballet can be
sustained by the premiere ballerina or by

A group of arlisls dance, play and sing for the BBC camer6s. Nole: Close groupings,
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The Dance on Television 

Excerpts from Judy Dupuy's book, "Television Show Business" published by 
General Electric Co., Scbenectady, N. Y. Third in a series. 

DEVOTEES of the dance seem to feel 
that the dance is ideal for tele- 
vision. Television does open up a 

new stage for the dance but the average 
routine for the ballet, night club or thea- 
ter dance is too rapid and covers too large 
a performance area. The experience at 
WRGB (and at WCBS-TV) during the 
past several years bears this out. How- 
ever, video dance programs indicate that 
the dance to be made good television 
requires a new choreography arranged to 
conform with the rules and regulations 
of the video medium. Primarily, this 
means dances designed for close-space 
performance and restricted vertical move- 
ment, with calculated action planned for 
the camera. To televise the dance requires 
expert cameramen who can pan smoothly 
and continuously while on the air and at 
the same time keep the dancer always in 
focus. When it comes to the ballet or 
group dance the problem of the small 
field of the camera lens is an extra hurdle. 

This need for especially planned dance 
routines for television has been em- 
phasized again and again. When a ball- 
room dance program was attempted, to 
show the graceful movement and rhythm 
of the dance, it was found that the fast 
whirls and dips were hard to follow on 
close-ups. Consequently, the producer had 
to resort to many long shots to hold the 
full figures of the dancers. As a result 
much of the dance nuances were lost. 
Even on long shots, the dancers occasion- 
ally left the camera behind and a mo- 
mentary shot of an empty floor went on 
the air. 

The WRGB studio had only moderate 
success in telecasting the ballet adapted 
for television. Productions were rehearsed 
for cameras but in performance dancers 
did not stay confined to the chalk-marked 
floor space. Trained for stage routines, 
they covered so much territory that they 
were often out of camera reach. This ex- 
perience showed the need for many 
camera rehearsals so that the cameramen 
will be as familiar with the routine as the 
dancers themselves. Thus the cameramen 
as well as the producer can anticipate the 
dancer's movements and be ready for 
camera takes. 

An interesting technique to introduce 
the ballet line was found to be the oblique 
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entrance—each dancer coming into camera 
for a momentary close-up, then whirling 
off camera, allowing viewers to see the 
dancers on close-up and at the same time 
creating an effective picture. 

The ballet, folk dancing, rhumbas, tap 
dancing and oriental dances are excellent 
for television—the dances of the East 
particularly, since much of the rhythm is 
expressed by hands and arms, allowing 
for close-up camera work. 

About one-third of the dance programs 
offered over the Schenectady station were 
rated as "good" by televiewers. Tap, bal- 
let, square dances, jitterbugging and acro- 
batic dancing were particularly enjoyed. 
Acrobatic dancing can be televised effec- 
tively since the dancer's movements are 
usually spectacular and performed on the 
proverbial "dime." In fact a camera eye- 
view of an acrobatic dance is more re- 
vealing than a stage performance. 

In a specialty dance program, a pony 
chorus dressed in brief shorts and blouses 
went through their "Rockette" routine 
and presented an engaging floor show 
from the studio point of view. But the 
television camera with its intimate picture 
quality emphasized the girls' bare thighs 
in panning shots and gave the routine a 
burlesque flavor. This is a point pro- 
ducers must watch for in dance programs. 

Both lighting and stage sets are im- 
portant factors in any television program 
but lighting is even more important for 
modeling, silhouetting and highlighting 
dancers. The problem of spotlighting 
dancers must be solved. Lightmen must be 
rehearsed and cued for every dance for 
good picture results to prevent light flares 
from getting into pictures when cameras 
are being panned rapidly to follow a 
dance. Lightmen must be on their toes to 
avoid this. 

Stage settings for a television dance 
program can use a stylized background to 
give the effect of a Grecian garden, a sim- 
ulated night club, or simple drapes. For 
ease of camera coverage the studio floor 
has been chalk-marked for the dancing 
area but artists invariably go off set. The 
floor itself can be utilized as part of the 
dance setting. (Ed: This has been done 
successfully at WCBS-TV.) 

Choreography for Television 
Each dance program telecast has em- 

phasized the need for a choreography 
especially designed for television. Basic 
television dance technique should con- 
form to these factors: 

fj The dance routine should be planned 
for camera performance in a confined 
space, limiting sweeping horizontal move- 
ment. 

The choreography of the ballet, folk 
dance or chorus routine should be de- 
signed for close-group action and for 
camera close-up. 

tj Theme interest in the ballet can be 
sustained by the premiere ballerina or by 
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A group of arflsts dance, play and sing for the BBC cameras. Note: Close groupings. 
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Since | 943-lt's Been llew York's

TETEUISIl|lI IIJ l| RKS H tl P
For Top Rating Uideo Productions

"Psycholngical exploration into the
guilt ol an acquitted murd,eress pro-
oid,ed, a aehicle lor one ol the best lfue
shows teleaised, ain DuMont. Session
prod,uced by the Teleaision W orkshop
presented a prolessional cast und,er
slcilled d,irection and, demonstrateil
what su,ch a combinntion rneans to the
aiileornediunl,...."

*9 -D <V

rF HIS was Variety's comment of a
I Television Workshop production
on July 5, L94A.-a time when the
Television Workshop, established in
1943. was alreadv doine more than
a show a week on stati"ons in New
York City and stations elsewhere.

TErEUrSr0ll
lProduclion

Wrile for Television Workshop's Approved Courses.

Since then the Television Work-
shop has produced more than 150
television programs for advertising
agencics, department stores, and tele-
vision stations in New York, Sche-
nectady and Philadelphia.

This vast backlog of experience and
know-how, of scripts and ideas, of
talent and personnel trained exclu-
sivelv for television. is now available
to Sponsors, Advertising Agencies,
and Television Stations anywhere in
the country.

:S s& J"
Be assured, ol the best in progratn
prod,uction. Write tor d,etails ol the
Teleuision Workshop's new program
series, now aaaila,ble lor sponsorship.

singling out specific couples for close-ups.
Long shots of groups show the over-all
effect of the dance but lose interest if held
too long because of the inability of
viewers to see details. This limitation of
the long-shot must be considered and
used in intriguing picture sequences with
close-ups and medium close-ups of solo
dancers or individual line members to
personalize the dance rhphm.

Verlicof Movemenf

{ Vertical movement, such as tossing
a partner into the air or jumping, cannot
be covered adequately by the television
camera without perfectly timed rehearsals
and performers adhering to the routine
established. '$7hat generally happens even
in long shots is a momentary view of dis-
embodied feet or torso until the dancer
lands back into the picture. This adds an
unintentional grotesque note to a difficult
and probably well-executed step. The
director of the dance must consider this
restriction in conforming the art of the
dance to television.

{ Solo dancers ate easier for the
camera to follow even with modified
night club or stage routines. \fhen they
are trained with special television routines
they should be definitely video appealing.

Q Costuming is important. Costumes
should lend grace and beauty to the dance
and should accent the flavor of the music.
The picturesque costumes worn for most
dances, such as the colorful Spanish cos-

tumes for the rhumba or the conga, the
Hawaiian grass skirts for the hula, native
dress for folk dances and gay costumes
for chorus routines, add to the visual in-
terest of the performance. Costuming a

chorus requires particular attention. \What

may look pleasing on the studio floor may
be turned into burlesque by the intimate
television oicture.

r{ Danci programs must be rehearsed
before the cameras. The cameramen
should know the routine as well as the
artists so that they can anticipate the
dancers' movements.

Tefevision ond flre Donce

Television and the dance present a

mutual chailenge: The television producer
must evolve a camera technique to catch
all the nuaoces of choreographic move-
ment; the dance frnds its challenge in the
limited field of the television camera.
lVhat is certain to evolve is a new dance
form, one that is intimate, personalized
and acceptable to all members of the
family-the viewing audience.

o'Designs lor Tomorrow", 73-wk. Teleoision Workshop series lor Durez PIas-
tics & Chemi,cals Co. (Buffalo, N.y.) leatured, leading ind,ustri.al d,esigners

and, Iessica Dragonette, brought 270 mail inquiries.

@rq9'$KsHoP
,Eleven West Forty-second Street

New York 18, N. Y.

THE TELEVISER
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"Designs for Tomorrow", 13-wk. Television Workshop series for Durez Plas- 
tics & Chemicals Co. (Buffalo, N. Y.) featured leading industrial designers 

and Jessica Dragonette, brought 270 mail inquiries. 

Since 1943—It's Been New York's 

TELEVISION WORKSHOP 

For Top Rating Video Productions 

"Psychological exploration into the 
guilt of an acquitted murderess pro- 
vided a vehicle for one of the best live 
shows televised via DuMont. Session 
produced by the Television Workshop 
presented a professional cast under 
skilled direction and demonstrated 
what such a combination means to the 
video medium. . . 

☆ ☆ ☆ 

THIS was Variety's comment of a 
Television Workshop production 

on July 5, 1944—a time when the 
Television Workshop, established in 
1943, was already doing more than 
a show a week on stations in New 
York City and stations elsewhere. 

Since then the Television Work- 
shop has produced more than 150 
television programs for advertising 
agencies, department stores, and tele- 
vision stations in New York, Srhe- 
nectady and Philadelphia. 

This vast backlog of experience and 
know-how, of scripts and ideas, of 
talent and personnel trained exclu- 
sively for television, is now available 
to Sponsors, Advertising Agencies, 
and Television Stations anywhere in 
the country. 

☆ ☆ ☆ 
Be assured of the best in program 
production. Write for details of the 
Television Workshop's new program 
series, now available for sponsorship. 

singling out specific couples for close-ups. 
Long shots of groups show the over-all 
effect of the dance but lose interest if held 
too long because of the inability of 
viewers to see details. This limitation of 
the long-shot must be considered and 
used in intriguing picture sequences with 
close-ups and medium close-ups of solo 
dancers or individual line members to 
personalize the dance rhythm. 

Vertical Movement 
Cjf Vertical movement, such as tossing 

a partner into the air or jumping, cannot 
be covered adequately by the television 
camera without perfectly timed rehearsals 
and performers adhering to the routine 
established. What generally happens even 
in long shots is a momentary view of dis- 
embodied feet or torso until the dancer 

1 lands back into the picture. This adds an 
unintentional grotesque note to a difficult 
and probably well-executed step. The 
director of the dance must consider this 
restriction in conforming the art of the 
dance to television. 

CJ Solo dancers are easier for the 
camera to follow even with modified 
night club or stage routines. When they 
are trained with special television routines 
they should be definitely video appealing. 

CJ Costuming is important. Costumes 
should lend grace and beauty to the dance 
and should accent the flavor of the music. 
The picturesque costumes worn for most 
dances, such as the colorful Spanish cos- 
tumes for the rhumba or the conga, the 
Hawaiian grass skirts for the hula, native 
dress for folk dances and gay costumes 
for chorus routines, add to the visual in- 
terest of the performance. Costuming a 
chorus requires particular attention. What 
may look pleasing on the studio floor may 
be turned into burlesque by the intimate 
television picture. 

CJ Dance programs must be rehearsed 
before the cameras. The cameramen 
should know the routine as well as the 
artists so that they can anticipate the 
dancers' movements. 

Television and the Dance 
Television and the dance present a 

mutual challenge: The television producer 
must evolve a camera technique to catch 
all the nuances of choreographic move- 
ment; the dance finds its challenge in the 
limited field of the television camera. 
What is certain to evolve is a new dance 
form, one that is intimate, personalized 
and acceptable to all members of the 
family—the viewing audience. 

THE TELEVISER 

Write for Television Workshop's Approved Courses. 

TELEVISION WORKSHOP 
(Production Division! 

Eleven West Forty-second Street 

New York 18, N. Y. 
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2z ADVERTISING AND MERCHANDISING

have been tentatively set, it was learned,
but the ad agency and client have not been
able to come to terms with NBC because
they feel that NBC's rate card is too high
in comparison with the rest of the field.
NBC, on the other hand. feels it is de-
livering the Number One audience in the
Number One market and believes there
is no basis of comparison between it and
any other station, rate-wise.

Foote, Cone and Belding is handling
the Procter & Gamble account (Compton
agency getting no part of it at this time).
P & G is getting into the picture, sup-
posedly for a new product. Lever Broth-
ers, its chief competitor, has already.ex-
plored the possibilities of television, hav-
ing been on television a yer or two ago
testing video versions of its radio daytime
serials.

McCann-Erickson is readying tele-
shows for a number of clients, princi-
pally Swift & Co., according to Lee Coo-
ley, tele chief. Agency has taken an
option on Tbe HomemaAerf Club, pack-
age featuring Jinx Falkenburg und T.*
McCrary.

B.B.D.&O. (North Star Blankets, Gen-
eral Mills Appliances, ITildroot), Duane

Jones, Geyer, Newell & Ganger-to men-
tion a few ad agencies are planning tele
shows for clients, checking on station

Fashion Commercial (live) for Lytlon's dep't
rtore, produced by Ruthrcufi & Ryan, Chicago.

time. B.B.D.&O. is putting on a one-shot
for General Mills Appliance on ITABD-
DuMont, tentatively set for April 22.
These are just a few agencies and clients
ready to climb upon the video band-
wagon, when and if.
Bosebolf Sponsorship

At this time, only CBS has sold spon-
sorship to its baseball video package, the
Brooklyn Dodgers (Dem Bums). Dual
sponsorship is being shared by General
Foods (a big radio advertiser) and Ford.
Ford is also sponsoring the Chicago Cubs
over N7BKB, on a share sponsorship
basis although a second sponsor hasn't
been signed up as yet. DuMont is offer-
ing the New York Yankees for single,
dual, or triple sponsorshi5although it
prefers one client. NBC, at press time,
has made no mention of a client for the
New York Giants, its baseball attraction,

Increased interest in television might
be traced to the trickling stream of re-
ceivers reaching the market, the news-
paper and slick magazine advertising by
RCA Victor and DuMont, General Elec-
tric's promised receivers for the imme-
diate present, and Philco's front-projec-
tion bright-irnage model which has
aroused great interest. (reportedly costing
$600). Further, Philco is supposed to have
under wraps two low-priced table models
which are now being manufactured and
will be displayed to dealers in May.

RCA is the oniy manufacturer making
a concerted effort to get television re-
ceivers on the market at this time. Since
production began in October-November
of last ye^r, an estimated total of 10,000
sets have been put into the hands of
dealers. General 

-Electric 
has announced

that it is bringing out a console set, possi.
bly within the next month or two. View-
tone has turned out over 3,000 sets.

It is consen'atively estimated by trade
sources that there will be 100,000 tele-
vision receivers on the market by Sep-
tember, and zoo,ooo by the end of 1947.
By the end of 1948, if there are no
hitches in schedules, 1,000,000 television
sets should be in operation in video areas.

Television market areas are opening
up, and farsighted advertisers are looking
into the possibilities of video.

(See EDITONAL on next page)
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Old & New Tele Sponsors
tTFfE secrecy with which agencies and

I advertisers are veiling their television

- plans is equalled only by the cloak
u'ith which the atomic experiments were
kept under wraps. Most top ad agencies

-now that receiver circulation is around
the '47 corner-are readying teleshows
for clients, checking available station time.
Sponsors are getting into video I Tele-
vision receivers are coming off the line.

Kraft Foods is sponsoring a full hour
shor', 9 to 10 p.m. on \7NBT, right
opposite its own radio show, starting May
lst. Agency, J. NTalter Thompson, and
the clier.rt are ialking about a dramatic
show, or possibly a variety program nos'
that Eddie Mayehoff is available. Maye-
hoff, under contract to J. \Talter was
with Standard Brands' Hour Glass.
Standard Brands has dropped all tele-
vision at this time because of "budget."

Procter & Gamble and General Mills
have set aside video money (about gzOO,-

000 each) for television experimentation
In 1947. Dancer-Fitzgerald-Sample is
busy lining up tele outlets for General
Mills which plans to place its home econ-
omist "Betty Crocker," its first radio pro-
gram of twenty years ago, on every iele
station in the country, at a limited amount
of expenditure. (The company owns the
"Betty Crocker" name). Some contracts

MARCH-APRIt, 1947

2: ADVERTISING and MERCHANDISING 

Ml 

I I 

h 

■ ' t 

M 

Old & New Tele Sp onsors 

THE secrecy with which agencies and 
advertisers are veiling their television 
plans is equalled only by the cloak 

with which the atomic experiments were 
kept under wraps. Most top ad agencies 
—now that receiver circulation is around 
the '47 corner—are readying teleshows 
for clients, checking available station time. 
Sponsors are getting into video! Tele- 
vision receivers are coming off the line. 

Kraft Foods is sponsoring a full hour 
show, 9 to 10 p.m. on WNBT, right 
opposite its own radio show, starting May 
1st. Agency, J. Walter Thompson, and 
the client are talking about a dramatic 
show, or possibly a variety program now 
that Eddie Mayehoff is available. Maye- 
hoff, under contract to J. Walter was 
with Standard Brands' Hour Glass. 
Standard Brands has dropped all tele- 
vision at this time because of "budget." 

Procter & Gamble and General Mills 
have set aside video money (about $200,- 
000 each) for television experimentation 
in 1947. Dancer—Fitzgerald—Sample is 
busy lining up tele outlets for General 
Mills which plans to place its home econ- 
omist "Betty Crocker," its first radio pro- 
gram of twenty years ago, on every tele 
station in the country, at a limited amount 
of expenditure. (The company owns the 
"Betty Crocker" name). Some contracts 
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have been tentatively set, it was learned, 
but the ad agency and client have not been 
able to come to terms with NBC because 
they feel that NBC's rate card is too high 
in comparison with the rest of the field. 
NBC, on the other hand, feels it is de- 
livering the Number One audience in the 
Number One market and believes there 
is no basis of comparison between it and 
any other station, rate-wise. 

Foote, Cone and Belding is handling 
the Procter & Gamble account (Compton 
agency getting no part of it at this time). 
P & G is getting into the picture, sup- 
posedly for a new product. Lever Broth- 
ers, its chief competitor, has already .ex- 
plored the possibilities of television, hav- 
ing been on television a year or two ago 
testing video versions of its radio daytime 
serials. 

McCann-Erickson is readying tele- 
shows for a number of clients, princi- 
pally Swift & Co., according to Lee Coo- 
ley, tele chief. Agency has taken an 
option on The Homeniakers' Club, pack- 
age featuring Jinx Falkenburg and Tex 
McCrary. 

B.B.D.&O. (North Star Blankets, Gen- 
eral Mihs Appliances, Wildroot), Duane 
Jones, Geyer, Newell & Ganger—to men- 
tion a few ad agencies are planning tele 
shows for clients, checking on station 

Fashion Commercial (live) for Lytfon's dep't 
store, produced by Ruthreuff & Ryan, Chicago. 

time. B.B.D.&O. is putting on a one-shot 
for General Mills Appliance on WABD- 
DuMont, tentatively , set for April 22. 
These are just a few agencies and clients 
ready to climb upon the video band- 
wagon, when and if. 
Baseball Sponsorship 

At this time, only CBS has sold spon- 
sorship to its baseball video package, the 
Brooklyn Dodgers (Dem Bums). Dual 
sponsorship is being shared by General 
Foods (a big radio advertiser) and Ford. 
Ford is also sponsoring the Chicago Cubs 
over WBKB, on a share sponsorship 
basis although a second sponsor hasn't 
been signed up as yet. DuMont is offer- 
ing the New York Yankees for single, 
dual, or triple sponsorship—although it 
prefers one client. NBC, at press time, 
has made no mention of a client for the 
New York Giants, its baseball attraction. 

Increased interest in television might 
be traced to the trickling stream of re- 
ceivers reaching the market, the news- 
paper and slick magazine advertising by 
RCA Victor and DuMont, General Elec- 
tee's promised receivers for the imme- 
diate present, and Philco's front-projec- 
tion bright-image model which has 
aroused great interest, (reportedly costing 
$600). Further, Philco is supposed to have 
under wraps two low-priced table models 
which are nosv being manufactured and 
will be displayed to dealers in May. 

RCA is the only manufacturer making 
a concerted effort to get television re- 
ceivers on the market at this time. Since 
production began in October-November 
of last year, an estimated total of 10,000 
sets have been put into the hands of 
dealers. General Electric has announced 
that it is bringing out a console set, possi- 
bly within the next month or two. View- 
tone has turned out over 3,000 sets. 

It is conservatively estimated by trade 
sources that there will be 100,000 tele- 
vision receivers on the market by Sep- 
tember, and 200,000 by the end of 1947. 
By the end of 1948, if there are no 
hitches in schedules, 1,000,000 television 
sets should be in operation in video areas. 

Television market areas are opening 
up, and farsighted advertisers are looking 
into the possibilities of video. 

fSee EDITORIAL on next page) 
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Commercial Shows During March
EDITORIAL

nNE of television's top sponsors
\r rccently dropped a bombshell in
the industry! After months of being
on the air with one of television's most
widely known and discussed shows, thc
sponsor suddenly dropped it, together
with It/2 hours of air time-this, after
spending thousands of dollars to ex-
periment with the video meditrm.

The corporation dropped video be-
cause of budget but, according to re-
ports, the sponsor left with a "bad
taste," not for the medium itself (it is

unhappy because it is losing its time
option) but for today's limited and
often very inadequate studio facilities.
Producers of costly shows expect sound
stages, multiple cameras,. lights, spe-

cial effects and rehearsal studios with
equipment. They expect these faciiities
as a mattcr of course and television
stations, particularly those in New
York and Los Angeles, the talent and
production centers, are going to have
to face this demand by sponsors sooner
or later. Today's bandbox television
studios have served their experimental
pufPoses.

Another cause of "bad taste" for
television, according to advertising
agency men working in the various
studios, is the "attitude" and "we
don't do that" edict of station directors
who handle shows once they arc
brought into the studios. Stations who
have set sights on retaining studio
control of plograms, are forcing a
"war of control" by the attitude of
working staffs which reflect manage-
ment, accordinll to these same agency
men. Many agency men have com-
plained that they were told to go "sit
in the client's booth" while the station
directors aired soonsors' shows.

The challenge of commercial tele-
vision is here and stations must look
first to the attitude and coooeration
of their staffs and second, to
facilities.

HOYLAND BETTINGER
Consulfonf

Sludio Design, Programming
Personnel Training

595 Fifth Avenue ?Lozo 8.2000

PNOGRAM 
- 

START, DURATION SPONSOR AGENCY

WABD-DuMonl, New York, N. Y.
I7ABD DuMont was off the air during February and March, installing a new transmitter.

It expects to be back telecasting programs on April 1.

WBKB-Bqlobqn & Kofz, Chicogo, lllinois
Telequizicalls, home audience telephone CommonwealthEdison

quiz; Fri. 8 pm.
"Live" Time Spot, Sundays Elgin ITatch Co.
Tele-Chats, Fri. 7:30 pm. The Fair Store.
Hockey games, \7ed. 8:30-11 pm; Nov. 24, General Mills; ABC

1946 Io Mat. 16, 1947.
Hockey or \Trestling, Sun. 8-30-11 pm; Henry C. Lytton &

Nov. 24, 7946 to Mat. 9, 1947. ABC Sons; ABC
Special Program , daily, 12 noon-3 pm; Nov. RCA-Victor dealers
......2r, 1946. For RCA Victor dealers. Pool Sponsorship

WCBS.IY-CBS, New York, N. Y.
Time signals, Nov. 6, 1946, 52 weeks. Benrus Vatch Co.
ITeather report, (60 sec.) three times Borden Co. (Reid Ice

weekly; Sept. 15, 1946,52 weeks. Cream)
King's Party Line, audience participation, Bristol-Myers Co.

Sun. 8:30-9 pm; Jan. 12, 1947,39 wks. (Ipana & Vitalis)
Time signals, Aug. 22, 1946, 52 weeks. Bulova \7atch Co.
Time signals, Jan. L6, 1946, 52 weeks. Elgin Ifatch Co.
Sports and evenis at Madison Square Gar- Ford Motor Co.

dcn, not boxing; Sept. 28, '46, 5Z wks.
Time signals, Apr. ), 1946,52 weeks. Gruen \7atch Co.
Television News, Thurs. 8:15 pm; June ,Gulf Oil Corp.

20, 7946, 52 r'eeks.

WNBT-NBC. New York. N. Y.
\S7eather film cartoon; Oct. 5,'46;26 wks. Botany rJTorsted Mills
I Love to Eat, with James Beard, Fri. Borden Co.

8;30-8:45 pm; Dec. r3, 1946, 13 wks.
Tele-Varieties, Sun. 8:15-8:30 pm; Dec. 8, Bristol-Myers (Trushay

1946, It weeks (Network). and Minit-Rub)
Time signals; Sept. 5, 1946, 26 weeks Bulova \fatch Co.
Time signals; Oct. 6, 7946, 26 weeks. Elgin National I7atch
Voice of Firesotne Televues, 6lm; Mon. Firestone Tire &

9-10-9:2O pm; (Network). Rubber Co.
Educational films, Mon. 8-8:lt pm; Sept. Ford Motor Co.

30, 1946. 26 weeks.
Boxing from Madison Square Garden and Gillette Safety

St. Nicholas Arena, Mon. & Fri. 10 pm; Razor Co.
Feature Bout. (Network).

You Are an Artist, with Jon Gnagy, Thurs. Gulf Refining Co.
9-9:10 pm; Dec. 12, 1946,26 weeks.
(Network).

I7orlti in Your Home, 6lm, Fri. 8:46-9 pm. RCA Victor
Hour ,Glass, variety, Thurs. 8-9 pm; May Standard Brands

9, 1946 to date, 52 weeks. (Chase g Sanborn)
Esso Reporter, newsreel, Mon. 9-p:10 pm; Standard Oil Co.

Dec. 9, 1.946, 52 weeks. Network. of N. J. (Esso)
Campus Hoop-la, with Clair Bee, Fri. U. S. Rubber Co.

8-8:15 pm; Jan. ), 1947,13 weeks.
Time signals; \(red. S pm; 26 wks. ITaltham \7atch Co.

WPTLPhilco, Philodelphio, Po.
Basketball, University of Pennsylvania Atlantic Refining Co.

games, Wed. and Sat. nights; Dec. 21-
1946 to Mat. 15, 1947.

Tele-Varieties, Sun. 8:20 pm; Dec. 8, 1946.
Network from \7NBT.

Voice of Firestcne Televues, Mon. 8-8:15
om: Nov. 4. Network from \fNBT.

Cavalcade of Sports. Tues. and Thurs. 10
pm; Madison Sq. Gar.; from IfNBT.

You are an artist, with Jon Gnagy, Thurs.
9-9:L0 pm; Netrn'ork from rUTNBT.

Television matinee, M-\U7-Th-F, 2 pm; Feb.
3, 1946, indefinite.

Visi-Quiz, Thurs., 9:10-9:40 pm; Sept. 12,
1946, 26 weeks.

Esso Television Reporter, newsreel, Mon.
9 pm; Nov. 4, 1,946. From \WNBT.

Sears, Roebuck & Co.

Standard Oil Co.
of N. J.

Direct

J. Walter Thompson
Ivan Hill
Knox Reeves or Dancet

Fitzgerald & Sample
Ruthrauff & Ryan

Direct

Young & Rubicam
Doher8, Clifford

& Shenfield
Doherty, Clifford

& Shenfeld
Biow Co.
J. I7. Thompson
J. W. Thompson

McCann-Erickson
Young & Rubicarn

Silberstein-Goldsmith
Young & Rubicam

Young & Rubicam

Biow Co.
J. ls7. Thompson
Sweeney & James

J. \f. Thompson

Maxon, Inc.

Young & Rubicam

J. 17. Thompson
J. I7. Thompson

Marschalk & Pratt

Campbell-Ewald

N. I/. Ayer & Son

N. V. Ayer & Son

Young & Rubicam

Sweeney & James

Maxon, Inc.

Young & Rubicam

Direct

Raymond E. Nelson

Marschalk & Pratt

Bristol-Myers
and Vitalis)

Firestone Tire
Rubber Co.

Gillette Safety
Razor Co.

Gulf Refining

Philadelphia
Electric Co.

(Trushay

&

Co.
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EDITORIAL 

/^\NE of television's top sponsors 
recently dropped a bombshell in 

the industry' After months of being 
on the air with one of television's most 
widely known and discussed shows, the 
sponsor suddenly dropped it, together 
with 11/2 hours of air time—this, after 
spending thousands of dollars to ex- 
periment with the video medium. 

The corporation dropped video be- 
cause of budget but, according to re- 
ports, the sponsor left with a "bad 
taste," not for the medium itself (itSti 
unhappy because it is losing its time 
option) but tor today's limited and 
often very inadequate studio facilities. 
Producers of costly shows expect sound 
stages, multiple cameras,- lights, spe- 
cial effects and rehearsal studios with 
equipment. They expect these facilities 
as a matter of course and television 
stations, particularly those in New 
York and Los Angeles, the talent and 
production centers, are going to have 
to face this demand by sponsors sooner 
or later. Today's bandbox television 
studios have served their experimental 
purposes. 

Another cause of "bad taste" for 
television, according to advertising 
agency men working in the various 
studios, is the "attitude" and "we 
don't do that" edict of station directors 
who handle shows once they are 
brought into the studios. Stations who 
have set sights on retaining studio 
control of programs, are forcing a 
"war of control" by the attitude of 
working staffs which reflect manage- 
ment, according to these same agency 
men. Many agency men have com- 
plained that they were told to go "sit 
in the client's booth" while the station 
directors aired sponsors' shows. 

The challenge of commercial tele 
'Vision is here and stations must look 
first to the attitude and cooperation 
of their staffs . . . and second, to 
facilities. 

Commercial Shows During March 

HOYLAND BET'INGER 

Consultant 
Stud Design, Programming 

Personnel Training 
S95 Fifth Avenue PLaza 8-2000 

PROGRAM START, DURATION AGENCY 

WABD—DuMont. New York, N. Y. 
W ABD DuMont was nfi the air during February and March, installing a new transmitter. 

It expects to be hack telecasting programs on April 1. 

WBKB—Balaban 
Telequizicalls, home audience telephone 

quiz; Fri. 8 pm. 
"Live" Time Spot, Sundays 
Tele-Chats, Fri. 7:30 pm. 
Hockev games. Wed. 8:30-11 pm; Nov. 24, 

1946 to Mar. 16, 1947. 
Hockey or Wrestling, Sun. 8-30-11 pm; 

Nov. 24, 1946 to Mar. 9, 1947. ABC 
Special Program, daily, 12 noon-3 pm; Nov. 
 25, 1946. For RCA Victor dealers. 

& Kotz, Chicaqo, Illinois 
Commonwealth Edison 

Elgin Watch Co. 
The Fair Store. 
General Mills; ABC 

Henry C. Lytton & 
Sons; ABC 

RCA-Victor dealers 
Pool Sponsorship 

WCBS-TV—CBS. New York. N. 1 
Time signals, Nov. 6, 1946, 52 weeks. 
Weather report, (60 sec.) three times 

weekly; Sept. 15, 1946, 52 weeks. 
King's Party Line, audience participation, 

Sun 8-30-9 pm; Jan. 12, 1947, 39 wks. 
Time signals, Aug. 22, 1946, 52 weeks. 
Time signals, Jan. 16, 1946, 52 weeks. 
Sports and events at Madison Square Gar- 

den, not boxing; Sept. 28, '46, 52 wks. 
Time signals, Apr. 3, 1946, 52 weeks. 
Television News, Thurs. 8:15 pm; June 

20, 1946, 52 weeks. 

Benrus Watch Co. 
Borden Co. (Reid Ice 

Cream) 
Bristol-Myers Co. 

(Ipana & Yitalis) 
Bulova Watch Co. 
Elgin Watch Co. 
Ford Motor Co. 

Gruen Watch Co. 
Gulf Oil Corp, 

WNBT—NBC. New York. N. Y. 
Weather him cartoon; Oct. 5, '46; 26 wks. 
I Love to Eat, with James Beard, Fri. 

8:30-8:45 pm Dec. 13, 1946, 13 wks. 
Tele Varieties, Sun. 8:15-8:30 pm; Dec. 8, 

1946, 13 weeks (Network). 
Time signals; Sept. 5, 1946, 26 weeks 
Time signals; Oct. 6, 1946, 26 weeks. 
Voice of Firesotne Televues, film; Mon. 

9-10-9:20 pm; (Network). 
Educational films, Mon. 8-8:15 pm; Sept. 

30, 1946. 26 weeks. 
Boxing from Madison Square Garden and 

St. Nicholas Arena, Mon. & Fri. 10 pm. 
Feature Bout. (Network). 

You Are an Artist, with Jon Gnagy, Thurs. 
9-9:10 pra; Dec. 12, 1946, 26 weeks. 
(Network). 

World in Your Home, film, Fri. 8:46 9 pm. 
Hour Glass, variety, Thurs. 8-9 pm; May 

9, 1946 to date, 52 weeks. 
Esso Reporter, newsreel, Mon. 9-9:10 pm; 

Dec. 9, 1946, 52 weeks. Network. 
Campus Hoop-la, with Clair Bee, Fri. 

8-8:15 pm; Jan. 3, 1947.13 weeks. 
Time signals; Wed. 8 pm; 26 wks. 

Botany Worsted Mills 
Borden Co. 

Bristol-Myers (Trushay 
and Mini) Rub) 

Bulova Watch Co. 
Elgin National Watch 
Firestone Tire & 

Rubber Co. 
Ford Motor Co. 

Gillette Safety 
Razor Co. 

Gulf Refining Co. 

RCA Victor 
Standard Brands 

(Chase & Sanborn) 
Standard Oil Co. 

of N. J. (Esso) 
U. S. Rubber Co. 

Waltham Watch Co. 

Basketball, University of Pennsylvania 
games, Wed. and Sat. nights; Dec. 21- 
1946 to Mar 15, 1947. 

Tele-Varieties, Sun. 8:20 pm; Dec. 8, 1946. 
Network from WNBT. 

Voice of Firestone Televues Mon. 8-8:15 
pm; Nov. 4. Network from WNBT. 

Cavalcade of Sports, Tues. and Thurs. 10 
pm; Madison Sq. Gar.; from WNBT. 

You are an artist, with Jon Gnagy, Thurs. 
9-9:10 pm; Network from WNBT. 

Television matinee, M-W-Th-F, 2 pin, Feb. 
3, 1946, indefinite. 

Visi-Quiz, Thurs., 9:10-9:40 pm; Sept. 12, 
1946, 26 weeks. 

Esso Television Reporter, newsreel, Mon 
9 pm: Nov. 4, 1946 From WNBT. 

WPTZ—Philco, Philadelphia, Pa. 
Atlantic Refining Co. 

Bristol-Myers (Trushay 
and Vitalis) 

Firestone Tire & 
Rubber Co. 

Gillette Safety 
Razor Co. 

Gulf Refining Co. 

Philadelphia 
Electric Co. 

Sears, Roebuck & Co. 

Standard Oil Co. 
of N. J. 

Direct 

J. Walter Thompson 
Ivan Hill 
Knox Reeves or Dancer 

Fitzgerald & Sample 
Ruthrauff & Ryan 

Direct 

Ycung & Rubiram 
Doherty, Clifford 

& Shenfield 
Doherty, Clifford 

& Shenfield 
Biow Co. 
J. W. Thompson 
J. W Thompson 

McC ann-Erickson 
Young & Rubicam 

Silberstein-Goldsmith 
Young & Rubicam 

Young & Rubicam 

Biow Co. 
J. W Thompson 
Sweeney & James 

J W. Thompson 

Maxon, Inc. 

Young & Rubicam 

J. W. Thompson 
J. W, Thompson 

Marschalk & Pratt 

Campbell-Ewald 

N. W. Ayer & Son 

N. W. Ayer & Son 

Young & Rubicam 

Sweeney & James 

Maxon, Inc 

Young & Rubicam 

Direct 

Raymond E. Nelson 

Marschalk &. Pratt 
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Esso Markefers Find Tele
Pays Off-TODAY!

TANDARD Oil of N. J. (Esso) en-

tered television in June t)46, spon'
soring NBC's Teleaision Nerasreel,

with a planned campaign: 1) To measure

video's selling power, z) to check its
commercials and news program formats.
generally.

It has found out that television can sell:
Esso users, jumping from 295/a, indi-
cated in a pre-telecast survey made in May
just prior to going on the air, to 39.7/o
in a check-up survey four months later.
The company also found out that 81/o
who had seen Your Esso.Teleaision Re'
porter could identify the sponsor cor-
rectly.

The use of television is important to
Esso, one of the top radio news sponsors.
Its five-minte Your Etso Reporter cur-
rently is broadcast over 40 radio stations
and its Esso Veather Reporter is on L 3

additional radio stations in the Company's
selling arca-L8 Eastern states, most of
them bordering the Atlantic coast. On
the NBC video station in New York,
\7NBT, Your Esto Teleuiilon Reporter
(film with commentary) currently is on
Monday nights, al ), for ten minutes.
Esso started out sponsoring the 7:50 p.m.
spot for the first 26 weeks, changing time
in December.

High Refurns
To study the effectiveness of video com-

mercials, Esso's ad agency, Marschalk and
Pratt, prepared a four page, cartoon illus-
trated questionnaire which was mailed
out on May 9, 1946 to 51,010 people in-
terested in television, including all known
receiver owners. No mention of television
was made (just products covered), since

this was a pre-telecast check. 2t.8/o rc-
turns, a high percentage, were received.
All returns received after May 25th were
thrown out, since Esso took over sponsor-
ship of NBC's Newsreel on June 6.
. In September, four months after Esso

had been on television, a check-up survey
was made (Sept. 3rd to 25th) by per-
sonal interview with 205 people of the
same group those who had responded to
the questionnaire. These 20, persons
were all television set owners, most of the
sets being in homes, as seen from the fol-
lowing analysis:

.MARCH-APRIL, 1947

Location of Sets:

86.3% in homes
1.o.8% in places of business
4 sets elsewhere

Users of Esso showed a significant gain
as indicated by the answers to the ques-
tion: \7hat brand of gasoline do you use?

May questionnaire 29.5/o use Esso

Sept. Interviews......39.7 % use Esso

Similarly, with Esso Motor Oil a sig-
nificant gain was indicated:

May questionnaire ..................L1.6%

Sept. interview ...........................24.7 %
The economic status of the 201 tele-

vision receiver owners fell into these in-
come classifications:

$25,000 per year........................I9.o%

$10,000 to $15,000..................36.6%

$5,ooo to $10,000.....................32.7 %
Under $5,000 .............................rr.7 Vo

The age groups were:
Under 26.......................................... 3.4%
20 to 3C.......... ....20.970

3r to 35.......... ...r3.27o
36 to 50.......... ...1o.3%
)1 to 60.......... ....12.270

About half the respondants viewed tele-
vision five or more nights per week, de-

pending upon station schedules. The view-
ing habits of these set owners are:

5 or more times per week...48.2/o
3 to 4 times. .-27.870
1 to 2 times. ...142%
Once in a whi1e........................... 9.8Vo

They indicated that their leisure time,
the best viewing hours, are from 7 p.m.
to 9 p.m., falling off after that. 20.5/o
preferred 7 p.-.; 33.6%,8 p.m. In spite
of this, Esso - as mentioned before -shifted its Television Newsreel to 9 p.m.
on Mondays.

Esso Cornrnerciofs
Esso commercials are informative -facts about your car, about oil and gas.

Aseries, for instance,were planned around
"Evaporation of Gasoline," "Vapor Lock,"
"Frequency of Oil Change." They usually
run one minute and 30 seconds of the 10-
minute Etso Teleaision Neutreel.

In order to check on both the com-
mercial and program materials, an NBC
Panel Group made a six week study, from

July 15 to Sept. 16, 1946. On each of six
Mondays, a group of 31 people, total L83

persons, sat in on the panel and viewed
the newsreel. Later they expressed their
reactions to both the commercial and the
show. Here are some of the results:

1. As many as three out of every four
were seeing television for the first
time. The fourth had seen television
in this frequency:
1 to 1 times (33 persons) ...78.6%
6 to 10 times (4 persons)....9.5/o
More () persons) .....................i-I.9%

2. Almost half drive cars.

3. All contents of the television pro-
gram rated below the commercial.
a. Only 8/o considered commercial

too long (1 min., 30 sec.)
b. One-half stated they learned some-

thing from the commercials.

4. Of the three types of items in the
Teleuision Neusreel (sports, news,
features), the features were liked

l.S,;. 
t." preferred sports and

5. Sports coverage rated higher than
news. During weeks of the panel,
Netusreel covered Forest Hills tennis,
Hambletonian racing, motorboat,
polo, and amateur golf contests.

6. Show as a whole had greater appeal
for housewives. than for men. One
out of every five in the panel were
housewives.

7. Panel groups objected to seeing people
talk and not being able to hear them.
(Coverage of events by newsreel
camera without 59und-66rnmentatof
filling in story).

On the basis of factors learned from the
panel study, Esso changed its program
format somewhat, particularly in its at-
tempt to use a single system camera, re-
cording both picture and sound at the
same time. However, this equipment is

extremely expensive; not always available.
From the research studies. Esso offi-

cials feel that they have already developed
a television equivalent of their outstand-
ing radio program, Your Esso Reporter.
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ST\NDARD Oil of N. J. (Esso) en- 
tered television in June 1946, spon- 
soring NBC's Television Newsreel, 

with a planned campaign: 1) To measure 
video's selling power, 2) to check its 
commercials and news program formats, 
generally. 

It has found out that television can sell: 
Esso users, jumping from 29.T^, indi- 
cated in a pre-telecast survey made in May 
just prior to going on the air, to 59.7% 
in a check-up survey four months later. 
The company also found out that 85% 
who had seen Your Esso Television Re- 
porter could identify the sponsor cor- 
rectly. 

The use of television is important to 
Esso, one of the top radio news sponsors. 
Its five-minte Your Esso Reporter cur- 
rently is broadcast over 40 radio stations 
and its Esso Weather Reporter is on 13 
additional radio stations in the Company s 
selling area—18 Eastern states, most of 
them bordering the Atlantic coast. On 
the NBC video station in New York, 
WNBT, Your Esso Television Reporter 
(film with commentary) currently is on 
Monday nights, at 9, for ten minutes. 
Esso started out sponsoring the 7:50 p.m. 
spot for the first 26 weeks, changing time 
in December. 

Higit Returns 
To study the effectiveness of video com- 

mercials, Esso's ad agency, Marschalk and 
Pratt, prepared a four page, cartoon Jlus- 
trated questionnaire which was mailed 
out on May 9, 1946 to 51,010 people in- 
terested in television, including all known 
receiver owners. No mention of television 
was made (just products covered), since 
this was a pre-telecast check. 21.8% re- 
turns, a high percentage, were received. 
All returns reoeived after May 25th were 
thrown out, since Esso took over sponsor- 
ship of NBC's Newsreel on June 6. 

. In September, four months after Esso 
had been on television, a check-up survey 
was made (Sept. 3rd to 25th) by per- 
sonal interview with 205 people of the 
same group those who had responded to 
the questionnaire. These 205 persons 
were all television set owners, most of the 
sets being in homes, as seen from the fol- 
lowing analysis: 

Location of Sets: 
86.3% in homes 
10.8% in places of business 
4 sets elsewhere 

Users of Esso showed a significant gain 
as indicated by the answers to the ques- 
tion: What brand of gasoline do you use? 

May questionnaire 29.5% use Esso 
Sept. Interviews .39.7% use Esso 

Similarly, with Esso Motor Oil a sig- 
nificant gain was indicated: 

May questionnaire  15.6% 
Sept. interview  24.7% 

The economic status of the 205 tele- 
vision receiver owners fell into these in- 
come classifications; 

$25,000 per year 19-0% 
$10,000 to $15,000 36.6% 
$5,000 to $10,000 32.7% 
Under $5,000   11.7% 

The age groups were: 
Under 26  3.4% 

■20 to 30 20.9% 
31 to 35 13.2% 
36 to 50 50.3% 
51 to 60 M  12.2% 

About half the respondants viewed tele 
vision five or more nights per week, de- 
pending upon station schedules. The view- 
ing habits of these set owners are: 

5 or more times per week,..48.2% 
3 to 4 times  27.8% 
1 to 2 times 14.2% 
Once in a while  9-8% 

They indicated that their leisure time, 
the best viewing hours, are from 7 p.m. 
to 9 p.m., falling off after that. 20.5% 
preferred 7 p.m.; 33.6%, 8 p.m. In spite 
of this, Esso — as mentioned before — 
shifted its Television Newsreel to 9 p.m. 
on Mondays. 

Esso Commercials 
Esso commercials are informative -—- 

facts about your car, about oil and gas. 
A series, for instance, were planned around 
"Evaporation of Gasoline," "Vapor Lock," 
"Frequency of Gil Change." They usually 
run one minute and 30 seconds of the 10- 
minute Esso Television Newsreel. 

In order to check on both the com- 
mercial and program materials, an NBC 
Panel Group made a six week study, from 
July 15 to Sept. 16, 1946. On each of six 
Mondays, a group of 35 people, total 183 

persons, sat in on the panel and viewed 
the newsreel. Later they expressed their 
reactions to both the commercial and the 
show. Here are some of the results: 

1. As many as three out of every four 
were seeing television for the first 
time. The fourth had seen television 
in this frequency: 
1 to 5 times (33 persons)...78.6% 
6 to 10 times (4 persons) 9.5% 
More (5 persons) 11.9% 

2. Almost half drive cars. 
3. All contents of the television pro- 

gram rated below the commercial. 
a. Only 8% considered commercial 

too long (1 nun., 30 sec.) 
b. One-half stated they learned some- 

thing from the commercials. 
4. Of the three types of items in the 

Television Newsreel (sports, news, 
features), the features were liked 
least. Men preferred sports and 
news. 

5. Sports coverage rated higher than 
news. During weeks of the panel, 
Newsreel covered Forest Hills tennis, 
Hambletonian racing, motorboat, 
polo, and amateur golf contests. 

6. Show as a whole had greater appeal 
for housewives, than for men. One 
out of every five in the panel were 
housewives. 

7. Panel groups obj ected to seeing people 
talk and not being able to hear them. 
(Coverage of events by newsreel 
camera without sound—commentator 
filling in story). 

On the basis of factors learned from the 
panel study, Esso changed its program 
format somewhat, particularly in its at- 
tempt to use a single system camera, re- 
cording both picture and sound at the 
same time. However, this equipment is 
extremely expensive; not always available. 

From the research studies, Esso offi- 
cials feel that they have already developed 
a television equivalent of their outstand- 
ing radio program, Your Esso Reporter. 
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'47i
BUDGET: $l00,000

U. S. RUBBER Cll. GllJI-

TIlIUES IIURIlIG

By Juov Dupuy

ooTT EDS, keds. keds! Rah, rah, rah! K-e-d-s,
I\ keds!"

'I'hat's the commercial cheer of the
"K" girls (second photo) rooting for their favor-
ite footwear on Cantpus Hoopla, NBC teen timers
teleshow, Friday nights. The tab for the weekly'S7NBT sweets shop gathering spot is picked up
by United States Rubber Company, Keds' parent
organization.

Largest manufacturer of .footwear in the world,
Keds is just one of the 15 divisions of U. S.
Rubber. These 15 divisions, each autonomous-
Tire, Mechanical Goods, Lastex, Synthetic Rubber,
etc. 

- manufacture over 30,000 products. And
Cam/tas Hoopla, NBC package show for which
the company pays about 91,i00 a week, is just
part of the rubber organization's exploration and
experimentation in television.

Budget: Over $100,000
U. S. Rubber is currently using time over three

New York television stations. Already. it nas
built a reputation for its film and live'coverage
of special sy6n15-ifs Christmas telecast from
Grace Church, New York; its Washington, D. C.,
pickup of the seating of Protestant Episcopal
Church's new bishop; and New Year's Eve at the
Stork Club. The Company has had a regular
weekly seies, Ser'ving Througb Science, On Du-
Mont since L945, and recently starting using
N7CBS-TV for special remotes (Sportsman Show).
This is in addition to the NBC series, Friday
QaarterbacA, with Lcu Little for football, and
Canpus Hoopla for basketball. Both "sell" Keds.

The company, a two and a half million dollar'
advertiser (all media, 1946), has a "respectable"
1947 video budget, well over $100,000, accord-
ing to amiable, astute Charles J. Durban, Assistant
Advertising director, in charge of television. Even
with this it will be "robbing Peter to pay Paul,"
he stated, by getting a division, such as Keds, to
take over "sponsorship" of teleshows after they
are "tested."

fefevision on Agenda
U. S. Rubber became interesteci in television

back in L942 when it sponsored two unrelated pro-
grams purely for public relations. ln L944, the
company's top management-there arc 12 vice
presidents, each heading up one or more of the
Ll autonomous divisions--instructed Central Ad-

30

*-"t : :

Trade mark seal is used lo open and close leleshows, backed by announcer's voice.

Singer Jack Kilty o{ "Oklahoma" lies a Keds commercial on "Campus Hoopla"

:i

Television visiled fhe Stork Club on New Year's Eve, Allen Prescolf loasling c.mera.

THE TELEVISER

U. S. RUBBER CO. CON- 

TINUES OURING '47; 

BUDGET: $100,000 

K 

By Judy Dupuy 

EDS, keds, keds! Rah, rah, rah! K-e-d-s, 
keds!" 

That's the commercial cheer of the 
"K" girls (second photo) rooting for their favor- 
ite footwear on Campus Hoopla, NBC teen timers 
teleshow, Friday nights. The tab for the weekly 
WNBT sweets shop gathering spot is picked up 
by United States Rubber Company, Keds' parent 
organization. 

Largest manufacturer of-footwear in the world, 
Keds is just one of the 15 divisions of U. S. 
Rubber. These 15 divisions, each autonomous— 
Tire, Mechanical Goods, I.astex, Synthetic Rubber, 
etc. — manufacture over 30,000 products. And 
Campus Hoopla, NBC package show for which 
the company pays about $1,500 a week, is just 
part of the rubber organization's exploration and 
experimentation in television. 

Budget: Over f 100,000 
U. S. Rubber is currently using time over three 

New York television stations. Already, it has 
built a reputation for its film and live coverage 
of special events—its Christmas telecast from 
Grace Church, New York; its Washington, D. C, 
pickup of the seating of Protestant Episcopal 
Church's new bishop; and New Year's Eve at the 
Stork Club. The C ompany has had a regular 
weekly series, Serving Through Science, On Du- 
Mont since 1945, and recently starting using 
WCBS-TV for special remotes (Sportsman Show). 
This is in addition to the NBC series, Friday 
Quarterback, with Lou Little for tootball, and 
Campus Hoopla for basketball. Both "sell" Keds. 

The company, a two and a half million dollar 
advertiser (all media, 1946), has a "respectable" 
1947 video budget, well over $100,000, accord- 
ing to amiable, astute Charles J. Durban, Assistant 
Advertising director, in charge of television. Even 
with this it will be "robbing Peter to pay Paul," 
he stated, by getting a division, such as Keds, to 
take over "sponsorship" of teleshows after they 
are "tested." 

Television on Agenda 
U. S. Rubber became interested in television 

back in 1942 when it sponsored two unrelated pro- 
grams purely for public relations. In 1944, the 
company's top management—there are 12 vice 
presidents, each heading up one or more of the 
15 autonomous divisions—instructed Central Ad- 

30 
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Trade mark seal is used to open and close teleshows, backed by announcer's voice. 
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Singer Jack Kilty of "Oklahoma" ties a Keds commercial on "Campus Hoopla" 

Television visited the Stork Club on New Year's Eve. Allen Prescott toasting camera. 
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Television enfered Washinglon, D. C., calhedral for sealing of Episcopal bishop'

l

Coach Lou Lilile diagrams a play {or lhe edificalion of "Quarlerback" home viewErs.

Commercial: Real gas clalion, Esso pumps cnd new Ford car, for U. 5. Royal Tires'

MARCH-APRIL. 1917

vertising (T. H. Young, Director) to enter tele-
vision actively, to explore its advertising and pub-
lic relations possibilities, and to learn how to use

the medium.
The television job was given to C. J. Durban,

a comparative newcomer with the company (t0
years), along with his other duties. Under T. H.
Young, he coordinates the advertising of all divi-
sions; is custodian of poliry and budget. Last

year, of the U. S. Rubber Company's estimated

$2,500,000 for overall advertising (automotive

products, clothing and shoes, household and sport-
ing goods, industrial products, Fisk Tires, services,

chemicals, etc.), about one half went for radio
(principally New York Philharmonic Symphony
Orchestra, CBS networks). But this was instiru-
tional advertising. sclling "Serving Through Sci-

ence" during intermission talks. It is Durban's
expressed hope that each division, (Keds, Fisk
Tires, Lastex, etc.) with consumer goods will
sponsor eventually its own video shows.

Company's Video Tesling
Durban's first active video venture in 194i was

a series of 13 weekly programs over \7ABD-
DnMont. He made use of films (Rabber Goes to
lY/ar, Birtb of the B-92) and concentrated atten-

tion on visually presenting commercials involving
products associated with the films-life faft, Mae
Vest bullet-proof life preservers, fire suits of
asbestos, asbestos ironing board covers, flame proof
upholstery covering. Later in the series he ventured
into live shorws.

After this test he reported: "Television is po-

tentially an important advertising medium making
possible a presentation and demonstration of mer-
chandise, not feasible in either radio or publication
advertising. Sound motion pictures can approxi-
mate the results but there is no way to show mo-

tion pictures of prociucts in thousands-eventually
millions-of homes, week after week on a regu-

lar schedule except through television."
With this beginning, learning how to use the

medium, Durban initiated a 30-week series of
Seruing Tbroagh Sciettce, at the new DuMont-
John \Tanamaker studios on May 16, 1946. Again,
motion oictures were used with a "scientist" in-
troducing the film from the studio. Again, parti-
cular attention was placed on the development of
the commercial and \!'as used to build public rela-

tions with dealers and to promote relations with
allied industry customers. For instance:

{ Ken Schall of U. S. Tire Supply, New York
City, n'as brought in and "interviewed" by 

^
Dealer Nelr.'r reporter about U. S. Royal Air Ride

Tires. Dealer News, a house organ with 40,000

circulation, goes to important rubber buying execu-

tives and tire dealers all over the country.

{ To promote its farm chemical, Spergon, an

anti-fungus dust, Michael J. N/atson, sales man-

ager of Vaughans Seed and Bulb Co., set up a
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Commercial: Real gas station, Esso pumps and new Ford car, for U. S. Royal Itres 
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vertising (T. H. Young, Direitor) to enter tele- 
vision actively, to explore its advertising and pub- 
lic relations possibilities, and to learn how to use 
the medium. 

The television job was given to C. J. Durban, 
a comparative newcomer with the company (10 
years), along with his other duties. Under T. H. 
Young, he coordinates the advertising of all divi- 
sions; is custodian of policy and budget Last 
year, of the U. S. Rubber Company's estimated 
$2,500,000 for overall advertising (automotive 
products, clothing and shoes, household and sport- 
ing goods, industrial products, Fisk Tires, services, 
chemicals, etc.), about one half went for radio 
(principally New York Philharmonic Symphony 
Orchestra, CBS networks). But this was institu- 
tional advertising, selling "Serving Through Sci- 
ence" during intermission talks. It is Durban's 
expressed hope that each division, (Keds, Fisk 
Tires, Lastex, etc.) with consumer goods will 
sponsor eventually its own video shows. 

Company's Video Testing 
Durban's first active video venture in 1945 was 

a series of 13 weekly programs over WABD- 
DuMont. He made use of films (Rubber Goes to 
War, Birth of the B-92) and concentrated atten- 
tion on visually presenting commercials involving 
products associated with the films—life raft, Mae 
West bullet-proof life preservers, fire suits of 
asbestos, asbestos ironing board covers, flame proof 
upholstery covering. Later in the series he ventured 
into live shows. 

After this test he reported: "Television is po- 
tentially an important advertising medium making 
possible a presentation and demonstration of mer- 
chandise, not feasible in either radio or publication 
advertising. Sound motion pictures can approxi- 
mate the results but there is no way to show mo- 
tion pictures of products in thousands—eventually 
millions—of homes, week after week on a regu- 
lar schedule except through television." 

With this beginning, learning how to use the 
medium, Durban initiated a 30-week series of 
Serving Through Science, at the new DuMont— 
John Wanamaker studios on May 16, 1946. Again, 
motion pictures were used with a "scientist" in- 
troducing the film from the studio. Again, parti- 
cular attention was placed on the development of 
the commercial and was used to build public rela- 
tions with dealers and to promote relations with 
allied industry customers. For instance: 

IJ Ken Schall of U. S. Tire Supply, New York 
City, was brought in and "interviewed" by a 
Dealer News reporter about U. S. Royal Air Ride 
Tires. Dealer News, a house organ with 40,000 
circulation, goes to important rubber buying execu- 
tives and tire dealers all over the country. 

<]J To promote its farm chemical, Spergon, an 
anti-fungus dust, Michael J. Watson, sales man- 
ager of Vaughans Seed and Bulb Co., set up a 
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virtual store in the studio, displaying
Spergon along with seed packages anci
supplies. He "sold" Spergon on the air.
Pictures of lVatson and stories of the
telecast appeared in farm trade journals.

{ Raymond H. Leet, representing the
Dairymen's League, was interviewed by
Miller McClintock, consultant to the Ency-
clopedia Britannica and associated with
the U. S. Rubber Company's tele series.
There are 2t,OOO members in the League,
operating thousands of trucks-a large
potential tire market. Leet, himself, is a

dairy farmer.
It is interesting how McClintock be-

came associated with U. S. Rubber. The
type of films used by the Company on its
DuMont series were made for motion
picture viewing and many were not suit-
able for television with its small screen.
Hard put for "scientific'l and "educa-
tional" films, U. S. Rubber approached
Encyclopedia Britannica, makers of this
type fikn, for video rights. These were
gladiy granted for the "usurl gtO fee,"
even supplying 35mm prints. Becoming
interested in the rubber company's work,
"Dr." McClintock signed up as com-
mentator.

Expanded Tefe y'cfivifies
About this time, Durban who had been

personally assembling and directing the
television shows, scoured the company
for ar.r assistant and selected solid Fiarry
A. Mackey, a former salesman in the U. S.

Tire division's advertising department.
Mackey, an amateur photographer of no
mean ability, has taken hold and through
his initiative, the U. S. Rubber Co. went
into producing remote pick-ups, the first
being Grace Church on Christmas Eve,
with Mackey directing the DuMont crew.

U. S. Rubber had previously sponsored
many filmed special events through ABC's
television department 

- National Air
Races at Cleveland, Minneapolis Aqua-
tennial, local news events, such as New
York's recent tenement house disaster.
Its one previous live remote u,as the Tanr
O'Shanter Golf Tournament in Chicago
televised over WBKB.

\7ith the commercials. Mackev is as-
sisted by the Company's advertising
agency, Campbell-Ewald, particulady on
the NBC program where the sales message
is their only real 66n6s1n-1h6 network
building and delivering the show. It is
only recently, however, that the ad agency
has participated in the production of the
taleshows.
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Television programs today may cost too
much as television but their other uses

-promotional and public relations-
will repay a company, U. S. Rubber has
found out. (Company's aye:m,ge cost
per teleshow has run around $1,000 right
from the start.) The company has had co-
operative programs with the oil industry
(see pbotograph, bottom page 31), with
aviation and seed growers. Films of spe-
cial events have been used for promotion
and public relations between the corpora-
tion and industry customers, as well as the
public. Golden Jubilee filrn after being
televised on five video outlets (NewYork,
Philadelphia, \Tashington, D. C., Sche-
nectady, N. Y., and Chicago), was used
throughout the country to cement war-
time relations between tire and automotive
dealers.

Similarly, the video film of the National
Air Races at Cleveland was shown to air-
lines and plane manufacturers-which to-
gether constitute the rubber company's
biggest market for aviation producti.

These films and others have been made
available to schools, libraries and clubs as
well. Universities-Florida and Indiana
recently-1y1ite in for the video 6lms.
Better Houte and Gardens (publication)
has accepted prints for its Club Service
Bureau. U. S. Rubber doesn't spend a
nickle on film promotion, accoriing to
Durban. It's all word of mouth, yet thou-
sand of people have seen these fiims.

Home Viewers
$/ith Mackey taking over details of the

Company's television activities, Durban
has become a home "critic," watching tele-
casts on his receiver (he's had one for two
years). He is now concerned with the
overall showmanship of the programs,
and visual effectiveness of comrnercials.

As home critic, Durban has noted a
trend in viewing habits, "Friday night is
fight night; Saturday night is basketball
night; Monday is full length feature film
night; Thursday is variety show night."
On each of these nights, he finds "certain
of my neighbors sort of accidentally drop
in." At least four extra chairs are always
provided - with everything ready, asir-
trays, cigarettes, etc., within reach.

That video shows have a viewing audi-
ence even with limited receivers in homes,
(at present about 12,000 in the New York
area) and that the visual medium is efiec-
tive, was indicated by the response to a
give-away on Teleuision Quarterback
(NBC). Over 40 requests per telecast

were received last Fall for the Keds Sports
Department pamphlets, Official Bulletint
on football rules. Most letters also re-
quested Lou Little's autograph.

U. 5. Rubber ond Tefevision
Television is much more costlv than

any other media for a given p.ogr.- o,
per viewer, U. S. Rubber has found, and
as time goes on and networks become
possible, it is expected to become even
more expensive. Yet Durban believes
television is the most effective advertising
medium ever known because products can
be shown and visibly demonstrated.

U. S. Rubber has staked time claims
both on NBC (Fridays, 8 to 8:30 p.m.)
and on DuMont (Sundays, 9 to 9:30
p.m., or Tuesdays, 9 to 9:30 p.m.) The
company selected the late hour on Sunday
because it doesn't want to cornpete with
Fred Allen and Charlie McCarthy, al-
though part of the time it will have \Talter
NTinchell as competitor if it decides to
retain the Sunday spot. U. S. Rubber is
now cementing relations with CBS. It is
the corporation's intent to "establish time
schedules on most of the important sta-
tions so that U. S. Rubber television will
be national in character, even though com-
prehensive networking is in the future."

Like a number of other far-seeing cor-
porations, Bristol-Myers, Standard Brands,
Esso, etc., the U. S. Rubber Company is
not going to be caught short.

PICTURE SHOWMANSHIP
(Connnued from Page 24)

geration, suppose we attempt to visualize
the romantic words employed in the se-

quence above, in a very different setting.
The locale now is the seashore. The couple
are in full action romping about and
splashing in the surf. The sun is high and
brilliant. Now we hear his shouted words
(tne very same words) :

"Nothing matters now - Mary - but
you."

This result is absolutely ineffective.
The words make no lasting impression,
and actually transmit no inner feelings
of the performers. The elements of the
picture. are not employed to create a
romantlc scene.

Accordingly, the seven principle ele-
ments or seven means of thought-trans-
mission employed by the showman should
be applied in a manner in which they
serve most effectively, even to the point
of idealization but neaer beyond that
point-to exaggeration. Exaggeration is
not good showmanship.

THE TELEVISER

virtual store in the studio, displaying 
Spergon along with seed packages and 
supplies. He "sold" Spergon on the air. 
Pictures of Watson and stories of the 
telecast appeared in farm trade journals. 

CJ Raymond H. I.eet, representing the 
Dairymen's League, was interviewed by 
Miller McClintock, consultant to the Ency- 
clopedia Britannica and associated with 
the U. S. Rubber Company's tele series. 
There are 25,000 members in the League, 
operating thousands of trucks—a large 
potential tire market. Leet, himself, .is a 
dairy farmer. 

It is interesting how McClintock be 
came associated with U. S. Rubber. The 
type of films used by the Company on its 
DuMont series were made for motion 
picture viewing and many were not suit- 
able for television with its small screen. 
Hard put for "scientific" and educa- 
tional films, LT S. Rubber approached 
Encyclopedia Britannica, makers of this 
type film, for video rightjyi' These were 
gladly granted for the "usual $50 fee," 
even supplying S^mm prints. Becoming 
interested in the rubber company's work, 
"Dr." McClintock signed up as com- 
mentator. 

Expanded Tele Activities 
About this time, Durban who had been 

personally assembling and directing the 
television shows, scoured the company 
for an assistant and selected solid Harry 
A Mackey, a former salesman in the U. S. 
Tire division's advertising department 
Mackey, an amateur photographer of no 
mean ability, has taken hold and through 
his initiative, the U. S. Rubber Co. went 
into producing remote pick-ups, the first 
being Grace Church on Christmas Eve, 
with Mackey directing the DuMont crew. 

U. S. Rubber had previously sponsored 
many filmed special events through ABC's 
television department — National Air 
Races at Cleveland, Minneapolis Aqua- 
tennial, local news events, such as New 
York's recent tenement house disaster. 
Its one previous live remote was the Tarn 
O'Shanter Golf Tournament in Chicago 
televised over WBKB. 

With the commercials, Mackey is as- 
sisted by the Company's advertising 
agency, Campbell-Ewald, particularly on 
the NBC program where the sales message 
is their only real concern—the network 
building and delivering the show. It is 
only recently, however, that the ad agency 
has participated in the production of the 
taleshows. 
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Television programs today may cost too 
much as television but their other uses 
—promotional and public relations— 
will repay a company, U. S. Rubber has 
found out. (Company's average cost 
per teleshow has run around $1,000 right 
from the start.) The company has had co- 
operative programs with the oil industry 
(see photograph, bottom page 31), with 
aviation and seed growers. Films of spe- 
cial events have been used tor promotion 
and public relations between the corpora- 
tion and industry customers, as well as the 
public. Golden Jubilee film atter being 
televised on five video outlets (New York, 
Philadelphia, Washington, D. C.nSche- 
nectady, N. Y., and Chicago), was used 
throughout the country to cement war- 
time relations between tire and automotive 
dealers. 

Similarly, the video film of the National 
Air Races at Cleveland was shown to air- 
lines and plane manufacturers—which to- 
gether constitute the rubber company's 
biggest market for aviation products. 

These films and others have been made 
available to schools, libraries and clubs as 
well. Universities—Florida and Indiana 
recently—write in for the video films. 
Better House and Gardens (publication) 
has accepted prints for its Club Service 
Bureau. U. S. Rubber doesn't spend a 
nickle on film promotion, according to 
Durban. It's all word of mouth, yet thou- 
sand of people have seen these films. 

Home Viewers 

With Mackey taking over details ot the 
Company's television activities, Durban 
has become a home "critic," watching tele 
casts on his receiver (he's had one for two 
years). He is now concerned with the 
overall showmanship of the programs^1 

and visual effectiveness of commercials. 
As home critic, Durban has noted a 

trend in viewing habits, "Friday night is 
fight night, Saturday night is basketball 
night; Monday is full length feature film 
night; Thursday rs variety show night." 
On each of these nights, .he finds "certain 
of my neighbors sort of accidentally drop 
in." At least four extra chairs are always 
provided — with everything ready, ash- 
trays, cigarettes, etc., within reach. 

That video shows have a viewing audi- 
ence even with limited receivers in homes, 
(at present about 12,000 in the New York 
area) and that the visual medium is effec- 
tive, was indicated by the response to a 
give-away on Television Quarterback 
(NBC). Over 40 requests per telecast 

were received last Fall for the Keds Sports 
Department pamphlets, Official Bulletins 
on football rules. Most letters also re- 
quested Lou Little's autograph. 

U. 5. Rubber and Television 
Television is much more costly than 

any other media for a given program or 
per viewer, U. S. Rubber has found, and 
as time goes on and networks become 
possible, it is expected to become even 
more expensive. Yet Durban believes 
television is the most effective advertising 
med.um ever known because products can 
be shown and visibly demonstrated. 

U. S. Rubber has staked time claims 
both on NBC (Fridays, 8 to 8:30 p.m.) 
and on DuMont (Sundays, 9 to 9:30 
p.m., or Tuesdays, 9 to 9:30 pm.) The 
company selected the late hour on Sunday 
because it doesn't want to compete with 
Fred Allen and Charlie McCarthy, al- 
though part of the time it will have Walter 
Winchell as competitor if it decides to 
retain the Sunday spot. LT S. Rubber is 
now cementing relations with CBS. It is 
the corporation's intent to "establish time 
schedules on most of the important sta- 
tions so that U. S. Rubber television will 
be national in character, even though com- 
prehensive networking is in the future." 

Like a number of other far-seeing cor- 
porations, Bristol-Myers, Standard Brands, 
Esso, etc., the U. S Rubber Company is 
not going to be caught short. 

PICTURE SHOWMANSHIP 
(Continued from Page 24) 

geration, suppose we attempt to visualize 
the romantic words employed in tne se- 
quence above, in a very different setting. 
The locale now is the seashore. The couple 
are in full action romping about and 
splashing in the surf. The sun is high and 
brilliant. Now we hear his shouted words 
(the very same words) 

"Nothing matters now — Mary — but 
you." 

This result is absolutely ineffective. 
The words make no lasting impression, 
and actually transmit no inner feelings 
of the performers. The elements of the 
picture are not employed to create a 
romantic scene. 

Accordingly, the seven principle ele- 
ments or seven means of thought-trans- 
mission employed by the showman should 
be applied in a manner in which they 
serve most effectively, even to the point 
of idealization but never beyond that 
point—to exaggeration. Exaggeration is 
not good showmanship. 
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So me Tho u g hfs o n I ntra-Sto re Te le',t,,,"i,:;',il:;;;i;

OMETIME soon, programming,
sales and technical staffs concerned
with the wide-scale launching of

intra-store television will be anxiously
awaiting a verdict on their combined
"Design for Shopping." Nfill the lady
most concerned give it her unqualified
approval ?

From a technical standpoint, present
intra-store video plans leave The lil7o-

man Shopper very little room for com-
plaint. Certainly, the department store's
many television screens will offer an
eloquent invitation to shop. $Taiting in
shoe departments, beauty salons, etc.,
will be infinitely pleasanter with tele-
vision to help her pass the time. And,
a sheltered but not too out-of-the-way
viewing spot on each floor will prove
a boon when she's waiting for a pack-
age or desirous of catching some pro-
gram feature on schedule without hav-
ing to go to another floor.

Receiver Location
But what's this about a receiver

planted in the center of a main ground-
floor artery to divert store traffic to
little visited departments ? Tch, tch,
tch! There's a plan that could succeed
so well that Milady-who traipsed all
the way downtown with a fur jacJ<et in
mind - never doet run the obstacle
course to the fur department but goes
home with an underprivileged egg-
beater or bathmat. (That's right . . .

she COULD go home with a fur jacket
when she came for an egg-beater-but
think of the pangs of conscience that
could set in later!)

Bulletin-B oard Schedule
Almost as important as the right re-

ceiver locations, to the busy shopper
of tomorrow, will be adequate bulletin-
board information on programming.
Bulletin boards containing program
schedules, if located just inside every
store entrance, at information booths
and in elevators, will enable her to
reyise her itinerary as she goes along,
and help her take fullest advantage of
intra-store television. (There's no law,
of coursq against baiting the hook with
intriguing titles on the strictly com-
mercial presentations.)

But the all-important factor in mak-
irg tomorrow's shopper television-

MARCH-APRIL. 1947

minded will be program content, first
and last.

Feature program items-in the enter-
tainment, cultural, educational or news

line-interspersed with spot selling,
will naturally attract the greatest view-
ing audiences. But in-use demonstra-
tions, shopping suggestions and re-

minder advertising in almost any shape

or form will find audiences recePtive-
even enthusiastic-in the opinion of
this shopper, IF PRESENTED \7ITH
A MINIMUM OF PALAVER AND
A MAXIMUM OF CLOSEUPS.

Some Sofes "Don'fs"
Rut, speaking from experience ac-

quired in two years of "on-the-air"
programming, I'd like to present a few
specific pleas-on behalf of The \7o-
man Shopper - to the advertising
powers-that-be:

If four-dollar slips are specially
priced at $3.89, please don't break the
news in a breathless announcement of
the FLASH ! type. Make sure any trem-
ors of excitement in an announcer's
voice are warranted by a really hot
merchandising tip.

Soare us demonstration commercials
featuring those very dull citizens-
"Real People in Real Situations"-un-

less fortified with a smart script. Better
a closeup demonstration by a member
of the store's personnel with an off-
screen commentator to enliven (as well
as explain) the proceedings.

Foshion ls Action
Don't photograph a standard fashion

show accompanied by the usual run-
ning comment about pattern, material
and too many details, and then com-
plain if audiences are lukewarm about
television. Fashions in action-caught
by the cameras against realistic-appear-
ing backgrounds-will speak for them-
selves with very little help from an
announcer. They'll tell The N7oman
Shopper a whole lot more if a few
models with figures a trifle short of
perfection - matrons, stylish stouts,
pint-sized collegiennes and out-size
glamazons - are included with the
streamlined beauties displaying clothes.

Don't forget a five or ten minute
review of "The Day's Best Buys" once
or twice a day-presented by announc-
ers who have trained for the job by
practicing the writing of ten word tel-
egfams.

Don't ever imagine that a woman
who can't be sold in ten to twenty
words can be sold in fifty to a hundred.
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Fiflh Avenue window of W, & J. Sloane's showing a modern living room wilh a DuMonl receiver.

Some Thoughts on lntra-Store"'ele Television Consultant 

SOMETIME soon, programming, 
sales and technical staffs concerned 
with the wide-scale launching of 

intra-store television will be anxiously 
awaiting a verdict on their combined 
"Design for Shopping." Will the lady 
most concerned give it her unqualified 
approval ? 

From a technical standpoint, present 
intra-store video plans leave The Wo- 
man Shopper very little room for com- 
plaint. Certainly, the department store's 
many television screens will offer an 
eloquent invitation to shop. Waiting in 
shoe departments, beauty salons, etc., 
will be infinitely pleasanter with tele- 
vision to help her pass the time. And, 
a sheltered but not too out-of-the-way 
viewing spot on each floor will prove 
a boon when she's waiting for a pack- 
age or desirous of catching some pro- 
gram feature on schedule without hav- 
ing to go to another floor. 

Receiver Location 
But what's this about a receiver 

planted in the center of a main ground- 
floor artery to divert store traffic to 
little visited departments? Tch, tch, 
tch! There's a plan that could succeed 
so well that Milady—who traipsed all 
the way downtown with a fur jacket in 
mind — never Joes run the obstacle 
course to the fur department but goes 
home with an underprivileged egg- 
beater or bathmat. (That's right . . . 
she COULD go home with a fur jacket 
when she came for an egg-beater—but 
think of the pangs of conscience that 
could set in later!) 

Bulletin-Board Schedule 
Almost as important as the right re- 

ceiver locations, to the busy shopper 
of tomorrow, will be adequate bulletin- 
board information on programming. 
Bulletin boards containing program 
schedules, if located just inside every 
store entrance, at information booths 
and in elevators, will enable her to 
revise her itinerary as she goes along, 
and help her take fullest advantage of 
intra-store television. (There's no law, 
of course, against baiting the hook with 
intriguing titles on the strictly com- 
mercial presentations.) 

But the all-important factor in mak- 
ing tomorrow's shopper television- 
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Fiffh Avenue window of W. & J. Sloane's showing a modern living room with a DuMont receiver. 

minded will be program content, first 
and last. 

Feature program items—in the enter- 
tainment, cultural, educational or news 
line—interspersed with spot selling, 
will naturally attract the greatest view- 
ing audiences. But in-use demonstra- 
tions, shopping suggestions and re- 
minder advertising in almost any shape 
or form will find audiences receptive— 
even enthusiastic—in the opinion of 
this shopper, IF PRESENTED WITH 
A MINIMUM OF PALAVER AND 
A MAXIMUM OF CLOSEUPS. 

Some Sales "Oon'fs" 
But, speaking from experience ac- 

quired in two years of "on-the-air" 
programming, I'd like to present a few 
specific pleas—on behalf of The Wo- 
man Shopper — to the advertising 
powers-that-be: 

If four-dollar slips are specially 
priced at $3.89, please don't break the 
news in a breathless announcement of 
the FLASH! type. Make sure any trem- 
ors of excitement in an announcer's 
voice are warranted by a really hot 
merchandising tip. 

Spare us demonstration commercials 
featuring those very dull citizens— 
"Real People in Real Situations"—un- 

less fortified with a smart script. Better 
a closeup demonstration by a member 
of the store's personnel with an off- 
screen commentator to enliven (as well 
as explain) the proceedings. 

Fashion Is Action 
Don't photograph a standard fashion 

show accompanied by the usual run- 
ning comment about pattern, material 
and too many details, and then com- 
plain if audiences are lukewarm about 
television. Fashions in action—caught 
by the cameras against realistic-appear- 
ing backgrounds—will speak for them- 
selves with very little help from an 
announcer. They'll tell The Woman 
Shopper a whole lot more if a few 
models with figures a trifle short of 
perfection -— matrons, stylish stouts, 
pint-sized collegiennes and out-size 
glamazons — are included with the 
streamlined beauties displaying clothes. 

Don't forget a five or ten minute 
review of "The Day's Best Buys" once 
or twice a day—presented by announc- 
ers who have trained for the job by 
practicing the writing of ten word tel- 
egrams. 

Don't ever imagine that a woman 
who can't be sold in ten to twenty 
words can be sold in fifty to a hundred. 
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REVIEWS of "REMOTES" By
JUDY DUPUY

Dorothy Tbotnpson: "SticA to tbe booA."

"Books on Trisl"
S/t/e.'Radio forum "trial" of Elliot Roosevelt's

As He Saw 1t,' and Kurt Von Schuschnigg's
Aastriax Requiern ; half-hour remote.

Producer: Burke Crotty
En gineering Field Superuisor., John Burrell
" I adgd' : Sterling North
Stetion: \7NBT-NBC, N. Y., I p.m., Mon.
Reuiewed: Jan. 27 & Feb. 27

The most forceful show seen on television
recently is, peculiarly enough, not a tailor-
planned video vehicle, but a radio forum in-
volving noted personalities engaged in a battle
of minds and issues. It is understandable that
NBC has assumed "video" sponsorship of the
seties. Boohs on Trial is broadcast regularly
over New York's independent radio station
I7HN. from the Barbizon-Plaza auditorium.
It is a "trial" of an author and his book.

Norman Cousins, editor of Saturday Reuie,u
of Literattr.re and Leland Stowe, foreign cor-
respondent, "prosecuted" and "defended" re-
spectively Elliot Roosevelt and his much-dis-
cussed book, As He Saw It.

Turning the cameras on men the public want
to see as well as hear is a neat bit of show-
manship. Viewers were given a close-up of
proceedings. And, Elliot Roosevelt was judged
more by what he said and how he said it than
by Cousins' attack or Stowe's support.

On the second telecast. Kurt Von Schusch-
nigg, Austrian official during the years of Hit-
ler, and his Aililrian Requienz were both
stripped of their sheltering cloak of simulated
"democracy" by fighting Ralph Ingersoll. De-
fense "attorney" Dorothy Thompson, driven to
platitudes, 'was on the verge of tears and re-
sorted to personalities. She was warned by
"Judge" North: "This is not a return engage-
ment on the Polish question," referring to a
CBS People's Platform battle.

'Greatest thrill was in seeing people: Von
Schuschnigg, aristocratic, assured; Ingersoll
(my boss on PM), a little older and tired
looking; Miss Thompson, emotionally unhappy.

Production was simple and smooth-Buike
Crotty having his cameras cover in medium
close-ups most of the time, catching speakers
at the right moment. Crotty let you see people
who make the news.
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Produclion Deloils
I Two image orthicon cameras were used,

so located to get full face and profile views of
speakers.

Q Lighting in the auditorium was suffrcient
for good pictures.

Q Even microphones (this was a radio
show) in front of people's faces weren't too
objectionable, so tense and dramatic was the
program. (It is hoped NBC will use hidden
mikes frorn now on.)

{J Uses of multiple lenses, cutting from
wide-angle lenses to long focal-length lenses,
adds such variety to programs that they flow
like well-edited films.

IVew York Avialion Show
Stlle: lndoor remote, from Grand Central

Palace; half hour; sustaining
Cornnentator : Win Elliot
Director: Bob Bendick
Field Saperaitar.. Andrew Mercier
Station: TSTCBS-TV, New york City
Reaiewed: Feb. 6, tg47; ):25 p.m.

Polo: Ramspo ys. Redbsnk
Style: Indoor remote, from Essex Troop Ar-

mory, Newark, N. J. Part of game: Ramapo
Freebooters vs. Redbank; Sustaining.

Director: Burke Crotty
Engineering Field Superuisor.. Jack Burrell
Annoancer: Bob Stanton
Station: \7NBT-NBC, N. Y.
Reaiewed: Sat., Jan. 25, 1947;8:40 p.m.

Remote video coverage of indoor polo, while
inadequate both picture-wise and game-wise in
this test pickup, indicated what television can
do in scanning the rich man's sport. Camera
rvork was hampered by poor lighting condi
tions, making action hard to follow, and by a
projecting balcony covering part of the playing
field.

Announcer Bob Stanton at no time really
introduced the Ramapo Freebooters or the Red-
bank team. He gave little polo information or
color to heighten viewer-interest in the game
Players were rarely identified and then usually
by number. In polo as in baseball, it is the
"DiMaggios" and "Durochers" who will make
the sport popular. Just one name was carried
away by this reviewer, Coombs of Redbank.

Horses, scions and a contest are a high-
powered triple combination that can attract an
audience, providing viewers know what's going
on, become acquainted with players and game,
and learn something about the mounts.

Produclion Defoils
![ After surveys of all indoor armories and

arenas where polo is played around New York,
NBC selected Essex Troop Armory, Newark,
N. J., for its trial telecasts.-This armoty has the
best lighting, even though inadequate for good
image orthicon pickup. (The image orthicon
tube manufactured for broadcasting use has
been designed for full spectrum response, te-
quiring from 40 to 200 foot candles of light
for proper scene pickup. The image orthicon
developed for military use and shown to the
press, has a high infra red response and can
photograph a scene by the light of a match.
It conveys information but the picture is not of
acceptable commercial broadcast quality.)

lll Three image orthicons were used-two
located to cover most of the field and one goal;
one located some yards distanced to shoot under
the balcony where players too frequently disap-

Trade shows, in this case the National Avi
ation Show at Grand Central Palace, which in-
herently conjure glamour, present a tough video
assignment-the telecast usually falling short of
viewer expectation. This .was true of theITCBS-
TV pick-up of the New York Annual Aviation
Show, in spite of hard-working ITin Elliot who
kept up a constant chatter while visiting the
Coast Guards' life raft display, its pilot train-
ing station, and the Link training plane.

Director Bendick iniected a hat sivle show-
fashions for plane wear-which, while interest-
ing with attractive hats and beautiful models.
was raiher disappointing when this viewer ex-
pected- planes. The only close-up glimpse given
was of a helicopter, and was unsatisfactory.

Television coverage of this type special event
is a challenge and a chore. This one proved that.

Produclion Defcils
!l[ Portable lights were used, being moved

around from location to location with the
cameras. However, even this additional light
at times, particularly on long shots, failed to
avoid dark pictures.

Q Additional light, however, saved the hat
style spot. A small area, with a curtain back-
ground,-was used, with models walking in and
out of frame. Coverage was held on a medium
closeup shot, apparently by one camera.

Q Cameras, at least one of them. were on
dollies. An interesting shot, which unfortun-
ately meant yety little picture-wise except to
show it could be done, was a truck shot with
!7in Elliot walking into the camera as he
chatted and left the life :lcLft and went down
an aisle to the pilot training station.

{ Elliot worked with a hand microphone,
which destroys the illusion of freedom. Ii
anchors people.

$ Best shot of the shorr was a view of the
main -floor showing planes on display, even
though views of planes were obstruited bv
the Palace's many pillars. Shots were made
over the central balcony from the third floor
where cameras were located.

The teleuiion camera follows tbe play.
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Product/on Details 
W Two image orthicon cameras were used, 

so located to get full face and profile views of 
speakers. 

<1 Lighting in the auditorium was sufficient 
for good pictures. 

♦I Even microphones (this was a radio 
show) in front of people's faces weren't too 
objectionable, so tense and dramatic was the 
program. (It is hoped NBC will use hidden 
mikes from now on ) 

Q Uses of multiple lenses, cutting from 
wide angle lenses to long focal-length lenses, 
adds such variety to programs that they flow 
like well-edited films. 

Dnrotby Thompson: "St'ck to the book." 

"Books on Trial" 
Style: Radio forum "trial" of Elliot Roosevelt's 

As He Saw It; and Kurt Von Schuschnigg's 
Austrian Requiem; half-hour remote. 

Producer, Burke Crotty 
Engineering Field Supervisor: John Burrell 
"Judge": Sterling North 
Station: WNBT-NBC, N. Y., 8 p.m.. Mon. 
Reviewed: Jan. 27 & Feb. 27 

New York Aviation Show 
Style: Indoor remote, from Grand Central 

Palace; half hour; sustaining 
Commentator: Win Elliot 
Director: Bob Bendick 
Field Supervisor: Andrew Mercier 
Station: WCBS-TV, New York City 
Reviewed: Feb. 6, 1947; 9:25 p.m. 

The most forceful show seen on television 
recently is, peculiarly enough, not a tailor- 
planned video vehicle, but a radio forum in- 
volving noted personalities engaged in a battle 
of minds and issues. It is understandable that 
NBC has assumed "video" sponsorship of the 
series. Books on Trial is broadcast regularly 
over New York's independent radio station 
WHN from the Barbizon-PIaza auditorium 
It is a "trial" of an author and his book. 

Norman Cousins, editor of Saturday Review 
of Literature and Leland Stowe, foreign cor- 
respondent, "prosecuted" and defended' re- 
spectively Elliot Roosevelt and his much-dis- 
cussed book, As He Saw It. 

Turning the cameras on men the public want 
to see as well as hear is a neat bit of show- 
manship. Viewers were given a close-up of 
proceedings. And, Elliot Roosevelt was judged 
more by what he said and how he said it than 
by Cousins' attack or Stowe's support. 

On the second telecast, Kurt Von Schusch- 
nigg, Austrian official during the years of Hit- 
ler, and his Austrian Requiem were both 
stripped of their sheltering cloak of simulated 
"democracy" by lighting Ralph Ingersoll. De- 
fense attorney" Dorothy Thompson, driven to 
platitudes, was on the verge of tears and re- 
sorted to personalities. She was warned by 
"Judge ' North "This is not a return engage- 
ment on the Polish question," referring to a 
CBS People's Platforrh battle 

Greatest thrill was in seeing people: Von 
Schuschnigg, aristocratic, assured; Ingersoll 
(my boss on PM), a little older and tired 
looking; Miss Thompson, emotionally unhappy. 

Production was simple and smooth- -Burke 
Crotty having his cameras cover in medium 
close-ups most of the time, catching speakers 
at the right moment. Crotty let you see people 
who make the news. 
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Trade shows, in this case the National Avi- 
ation Show at Grand Central Palace, which in- 
herently conjure glamour, present a tough video 
assignment—the telecast usually falling short of 
viewer expectation. This was true of the WCBS- 
TV pick-up ot the New York Annual Aviation 
Show, in spite of hard-working Win Elliot who 
kept up a constant chatter while visiting the 
Coast Guards' life raft display, its pilot train- 
ing station, and the link training plane. 

Director Bendick injected a hat style show- - 
fashions for plane wear- -which, while interest- 
ing witl attractive hats and beautiful models, 
was rather disappointing when this viewer ex- 
pected planes. The only close-up glimpse given 
was )f a helicopter, and was unsatisfactory. 

Television coverage of this type special event 
is a challenge and a chore. This one proved that. 

Production Details 
*1 Portable lights were used, being moved 

around from location to location with the 
cameras. However, even this additional light 
at times, particularly on long shots, failed to 
avoid dark picture.-, 

<1 Additional light, however, saved the hat 
style spot. A small area, with a curtain back- 
ground was used, with models walking in and 
out of frame. Coverage was held on a medium 
closeup shot, apparently by one camera. 

<1 Cameras, at least one of them, were on 
dollies. An interesting shot, which unfortun- 
ately meant very little pu ture-wise except to 
show it could be done, was a truck shot with 
W in Elliot walking into the camera as he 
chatted and left the life raft and went down 
an aisle to the pilot training station. 

*1 Elliot worked with a hand microphone, 
which destroys the illusion of freedom. It 
anchors people. 

^ Best shot of the show was a view of the 
main floor showing planes on display, even 
though views of planes were obstructed by 
the Palace s many pillars. Shots were made 
over the central balcony from the third floor 
where cameras were located. 

The television camera follows the play. 

Polo: Ramapo vs. Redbank 
Style: Indoor remote, from Essex Troop Ai 

mory, Newark, N. J. Part of game: Ramapo 
Freebooters vs. Redbank; Sustaining 

Director: Burke Crotty 
Engineering Field Supervisor: Jack Burrell 
Announcer: Bob Stanton 
Station: WNBT-NBC, N. Y. 
Reviewed: Sat., Jan. 25, 1947; 8:40 p.m. 

Remote video coverage of indoor polo, while 
inadequate both picture-wise and game-wise in 
this test pickup, indicated what television ran 
do in scanning the rich man's sport. Camera 
work was hampered by poor lighting condi- 
tions, making action hard to follow, and by a 
pro; ;cting balcony covering part of the playing 
field. 

Announcer Bob Stanton at no time really 
introduced the Ramapo Freebooters or the Red- 
bank team. He gave little polo information or 
color to heighten viewer-interest in the game 
Players were rarely identified and then usually 
by number In polo as in baseball, it is the 
"DiMaggios" and "Durochers" who will make 
the sport popular. Just one name was carried 
away by this reviewer, Coombs of Redbank. 

Horses, scions and a contest are a high- 
powered triple combination that can attract an 
audience, providing viewers know what's going 
on, become acquainted with players and game, 
and learn something about the mounts. 

Production Details 
♦I After surveys of all indoor armories and 

arenas where polo is played around New York, 
NBC selected Essex Troop Armory, Ntwark, 
N J., for its trial telecasts. This armory has the 
best lighting, even though inadequate for good 
image orthicon pickup. (The image orthicon 
tube manufactured for broadcasting use has 
been designed for full spectrum response, re- 
quiring from 40 to 200 foot candles of light 
for proper scene pickup The image orthicon 
developed for military use and shown to the 
press, has a high infra red response and can 
photograph a scene by the light of a match. 
It conveys information but the picture is not of 
acceptable commercial broadcast quality.) 

<1 Three image orthicons were used—two 
located to cover most of the field and one goal; 
one located some yards distanced to shoot under 
the balcony where players too frequently disap- 
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peared. (Crotty does not like to split cameras,
preferring to retain one viewing vantage point.
Change of perspective confuses audience.)

{ Turret lens mount on I.O.'s give producer
a wide variety of camera shots, having available
a complete range from extreme wide-angle
lenses to extreme "telephoto" lenses. Lenses are
changed for shots desired.

{ rD7here light was adequate, cameras caught
action-viewers could see players ride down the
ball, could see ball in play. They could not,
however, see goals being made. That end of the
field was too dark.

I The tanbark floor absorbed a lot of light.
It would cost between $4,000 and $t,000 to in-
stall additional lights for adequate television
pickup of polo at the Armory.

Q During time between periods when play-
ers changed mounts, walked horses to warm
them up, announcer Stanton had an excellent
opportunity to give viewers data on players and
mounts and game. He did none of these.

I Only a podion of the game was telecast,
the pickup cut in after the game had been started
and signed ofr after the start of second period.

"March of Dimes fce-Cornivof"
St,/e.. Public Service, indoor remote from

Brooklyn (N. Y.) Ice Palace; benefit Na-
tional Foundation for Infantile Paralysis.

Director: Garry Simpson
Engineering Field Superuisar.' Jack Burrell
Spoils Annoaxcer.. Radcliff Hall
Station: TU7NBT-NBC, New York
Reoieraed: Feb. j, t947; 8 to 9 p.m.

Television will be called upon to participate
in many public service remote programs, and
the March of Dimes Ice Carnival indicated the
iob video can do in covering public events.
Horrever, the telecast also emphasized the need
of adequate iight, or supplementary light, re-
quired for good picture pickup.

The benefit which featured specialty skaters
and ice races, was unusually interesting and well
presented. Camera coverage of action leas excel-
lent except in close-ups when lack of picture
clarity fogged people's features. Close-ups of
spills, fancy skating and barrel jumping showed
the job image orthicons can do.

Produclion Deloils
t[ Two image orthicons were used, located

in a balcony box overlooking the ice rink, and
shooting down to the curtained entrance.

llf Cameras caught acts as they made their
entrance, and using a variety of lenses, gave
viewers close-ups of skaters and racers.

{ It was dificult for cameras to get close-
ups of specialty dancers receiving "thank-you"
bouquets since speaker's stand was located al-
most directly below the carneras.

Q Lack of adequate light gave pictures an
all-over grey tone,

Q Coverage of audience was not good,
mostly shots of the backs of people's heads.

tl[ Director held specialty dancers on camera
shot with medium close-up lens, for most of
their routine, cutting to other views only when
action changed.

tlJ Director rates a bow for excellent camera
coverage of boys' races and former world speed
champion Caesar's spectacular barrel jumping.

{ Announcer needs to be more fully in-
formed about personalities to keep viewers in-
terested in performance.

MARCH-APRIL, 1947

Hoekey: Rongers vs. Canodiens
.lr7le,' Remotg from Madison Square Garden;

sustaining; 9:05 p.m. to end of game.
Director: Herbert Bayard Swope, Jr.
Field Superuisoz.' Andrew Mercier
Sports Announcer,' Win Elliot
Starion: \7CBS-TV, N. Y.
Reoieued: Feb. 2, t947

Television image orthicons give a more than
satisfactory picture coverage of hockey, one of
the fastest sports s/ith ten men swooping down
on a "quarter-sized" disk, racing it down the ice
or piling up in a mele. At this particular game,
a hectic battle (New York Rangers, 7; Cana-
diens, 1), cameras followed .the action most
of the time, even though it was impossible for
viewers always to see the puck.

Announcer lfin Elliot, a quiet-voiced trip-
hammer talker and former hockey player, kept
right up with every plan calling name and
pass as quickly as it happens. Producer Swope
assisted by alert cameramen and varied lenses
available, switched from long shot to close-up
so that little game-action was lost. The whoop-
ing enthusiasm of the Garden crowd, a surging
background to Elliot's play-calling, contributed
the final realistic note. The viewer was right
there in the Garden.

Produclion Delolls

{i Two image otthicons, equipped with a

variety of nine different action lenses, were
Iocated in the second balcony CBS cage, a little
to left-center of the uptown side of Madison
Square Garden. This location gives the cameras

unhampered view of the Garden floor. Clocks
and score board are located on the opposite
side.

$ Announcer, with a television monitor
at his side so he can see the air picture, was
located at the left end of the cage, a small stand
microphone at chin height.

{l Monitor controls and director are located
in a special monitoring room on the ground
floor, director following action on camera moni-
tors and depending upon cameramen to keep on
the plal' or pick up "color." (CBS hopes to
have a second monitor for the cage, one fof
each camera, then the director will work from
there. Present cage-monitor shows on-the-air
pictures. )

{ Commentator and cameramen are on the
same intercommunication line from the director,
all hearing whatever is said. Cameramen an<i

a.nnouncer can also speak to the director. They
wear head phones.

lll Game wes picked up during the first
period, after scheduled studio show had signed
off.

![ Most Garden events telecast by CBS, are
sponsored by Ford. This game x/as not, Ford
having sponsored the previous night's Millrose
Track Meet (not reviewed).

Q Hockey is too fast a game and the puck
(disk) too small for cameras to catch at all
times, however video coverage is more than
adequate. Director and cameramen anticipate
play, and therefore catch most of the goals,
and let viewers see, as was in this case, the
Canadiens miss making goal again and again
after reoeated tries.

lYin Blliot tries bis band. at bowling.

Bowling: Exhibilion
Style: lndoor remote, from Capitol Health Cen-

ter, New York City. Half-hour exhibition.
Director: Herbert Swope, Jr. (station)
Sponsor: American Bowling & Billiard Corp.

(direct)
Station: TUZCBS-TV, N. Y., 9-9:30 p.m.
Reaieuted: Sun., Jan. 26, 1947

This bowling telecast proved top entertain-
ment and showed what can be done with plan-
ning when some control of remote action can
be exercised. Show opened on an empty bowling
alley with camera panning alleys (pim set up)
to banner identifying "Capitol" location.

A cut to \Vin Elliot, emcee, had the show
off to a good start, with ITin receiving a bowl-
ing lesson, how to hold the ball, how to throw
the ball. Mixed doubles teams were introduced
in action as they played. A camera held pins
in closeup so viewers could see strikes, splits
and misses-see them being made. Close-ups of
score board showed how score is keot. After
a couple of frames, the team of four left to
finish their game elsewhere.

Trick shots by the "One and Only" Joe Fal-
caro of bowling and 6lm fame rounded out the
sports telecast, which was climaxed by lfin
Elliot who, after an evening with the experts,
picked up the ball for a final shot and made a
strike !

The production and camera coverage by
Herb Swopq .|r., was tops !-interesting to those
who know the sport and to the uninitiated. An-
nouncer lflin Elliot (emcee of ndio's County
Fair) also did a top job in keeping the show
rolling.

Produclion Defoils
![ Ten extra floodlights were brought in to

bring up light levels, particularly on the pins.
{J Two image orthicons were used, one on

a home-made dolly. It was used to cover head'
of alleys, to shoot down alleys, and to pan for
shots of speakers.

![ Hanging microphones were tried but
balls striking pins caused high noise level and
hand microphones had to be used. Microphones,
however, were held at waist level and weren't
too objectionable, picture-wise.

![ Viewers received most kick from seeing
the "One and Only" Falcaro miss his trick shots
which seem so easy in the movies. Announcer
explained that in television Falcaro required
"6ve chances or less" because in movies the
misses are left on the cutting room floor.
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peared. (Crotty does not like to split cameras, 
preferring to retain one viewing vantage point. 
Change of perspective confuses audience.) 

<1 Turret lens mount on I.O.'s give producer 
a wide variety of camera shots, having available 
a complete range from extreme wide-angle 
lenses to extreme "telephoto" lenses. Lenses are 
changed for shots desired. 

<1 Where light was adequate, cameras caught 
action—viewers could see players ride down the 
ball, could see ball in play. They could not, 
however, see goals being made. That end of the 
field was too dark. 

*1 The tanbark floor absorbed a lot of light. 
It would cost between 44,000 and $5,000 to in- 
stall additional lights for adequate television 
pickup of polo at the Armory. 

<1 During time between periods when play- 
ers changed mounts, walked horses to warm 
them up, announcer Stanton had an excellent 
opportunity to give viewers data on players and 
mounts and game. He did none of these. 

<1 Only a portion of the game was telecast, 
the pickup cut in after the game had been started 
and signed off after the start of second period. 

"March oi Dimes ice Carnival" 
Style: Public Service, indoor remote from 

Brooklyn (N. Y.) Ice Palace- benefit Na- 
tional Foundation for Infantile Paralysis. 

Director: Garry Simpson 
Engineering Field Supervisor: Jack Burrell 
Sports Announcer: Rad' liff Hall 
Station: WNBT-NBC, New York 
Reviewed: Feb. 3, 1947; 8 to 9 p.m. 

HoeKey: Rangers vs. Canadians 
Style: Remote, from Madison Square Garden; 

sustaining; 9:05 p.m. to end of game. 
Director: Herbert Bayard Swope, Jr. 
Field Supervisor: Andrew Mercier 
Sports Announcer: Win Elliot 
Station: WCBS-TV, N. Y. 
Reviewed: Feb. 2, 1947 

Television will be called upon to participate 
in many public service remote programs, and 
the March of Dimes Ice Carnival indicated the 
job video can do in covering public events. 
However, the telecast also emphasized the need 
of adequate light, or supplementary light, re- 
quired for good picture pickup. 

The benefit which featured specialty skaters 
and ice races, was unusually interesting and well 
presented. Camera coverage of action was excel- 
lent except in close-ups when lack of picture 
clarity fogged people's features. Close-ups of 
spills, fancy skating and barrel jumping showed 
the job image orthicons can do. 

Producfion Details 
d Two image orthicons were used, located 

in a balcony box overlooking the ice rink, and 
shooting down to the curtained entrance. 

CJ Cameras caught acts as they made their 
entrance, and using a variety of lenses, gave 
viewers close-ups of skaters and racers. 

<1 It was difficult for cameras to get close- 
ups of specialty dancers receiving "thank-you" 
bouquets since speaker's stand was located al- 
most directly below the cameras. 

<1 Lack of adequate light gave pictures an 
all-over grey tone. 

Coverage of audience was not good, 
mostly shots of the backs of people's heads. 

fl Director held specialty dancers on camera 
shot with medium close-up lens, for most of 
their routine, cutting to other views only when 
action changed 

<[ Director rates a bow for excellent camera 
coverage of boys' races and former world speed 
champion Caesar's spectacular barrel jumping. 

*1 Announcer needs to be more fully in- 
formed about personalities to keep viewers in- 
terested in performance. 

Television image orthicons give a more than 
satisfactory picture coverage of hockey, one of 
the fastest sports with ten men swooping down 
on a "quarter-sized" disk, racing it down the ice 
or piling up in a mele. At this particular game, 
a hectic battle (New York Rangors, 7; Cana- 
diens, 1), cameras followed the action most 
of the time, even though it was impossible for 
viewers always to see the puck. 

Announcer Win Elliot, a quiet-voiced trip- 
hammer talker and former hockey player, kept 
right up with every play, calling name and 
pass as quickly as it happens. Producer Swope 
assisted by alert cameramen and varied lenses 
available, switched from long shot to close-up 
so that little game-action was lost. The whoop- 
ing enthusiasm of the Garden crowd, a surging 
background to Elliot's play-calling, contributed 
the final realistic note. The viewer was right 
there in the Garden. 

Production Details 

<3 Two image orthicons, equipped with a 
variety of nine different action lenses, were 
located in the second balcony CBS cage, a little 
to left-center of the uptown side of Madison 
Square Garden. This location gives the cameras 
unhampered view of the Garden floor. Clocks 
and score board are located on the opposite 
side. 

CJ Announcer, with a television monitor 
at his side so he can see the air picture, was 
located at the left end of the cage, a small stand 
microphone at chin height. 

<1 Monitor controls and director are located 
in a special monitoring room on the ground 
floor, director following action on camera moni- 
tors and depending upon cameramen to keep on 
the play or pick up "color." (CBS hopes to 
have a second monitor for the cage, one for 
each camera, then the director will work from 
there. Present cage-monitor shows on-the-air 
pictures ) 

<1 Commentator and cameramen are on the 
same intercommunication line from the director, 
all hearing whatever is said. Cameramen and 
announcer can also speak to the director. They 
wear head phones. 

<1 Game was picked up during the first 
period, after scheduled studio show had signed 
off. 

<1 Most Garden events telecast by CBS, are 
sponsored by Ford. This game war not, Ford 
having sponsored the previous night's Millrose 
Track Meet (not reviewed). 

<1 Hockey is too fast a game and the puck 
(disk) too small for cameras to catch at all 
times, however video coverage is more than 
adequate. Director and cameramen anticipate 
play, and therefore catch most of the goals, 
and let viewers see, as was in this case, the 
Canadiens miss making goal again and again 
after repeated tries. 

* 

Wi» Elliot tries his hand at bowling. 

Bowling: Exhibition 
Style: Indoor remote, from Capitol Health Cen- 

ter, New York City. Half-hour exhibition. 
Director: Herbert Swope, Jr. (station) 
Sponsor: American Bowling & Billiard Corp. 

(direct) 
Station: WCBS-TV, N. Y., 9-9:30 p.m. 
Reviewed: Sun., Jan. 2d, 1947 

This bowling telecast proved top entertain- 
ment and showed what can be done with plan- 
ning when some control of remote action can 
be exercised. Show opened on an empty bowling 
alley with camera panning alleys (pins set up) 
to banner identifying "Capitol" location. 

A cut to Win Elliot, emcee, had the show 
off to a good start, with Win receiving a bowl- 
ing lesson, how to hold the ball, how to throw 
the ball. Mixed doubles teams were introduced 
in action as they played. A camera held pins 
in closeup so viewers could see strikes, splits 
and misses—see them being made. Close-ups of 
score board showed how score is kept. After 
a couple of frames, the team of four left to 
finish their game elsewhere. 

Trick shots by the "One and Only" Joe Fal- 
caro of bowling and film fame rounded out the 
sports telecast, which was climaxed by Win 
Elliot who, after an evening with the experts, 
picked up the ball for a final shot and made a 
strike! 

The production and camera coverage by 
Herb Swope, Jr., was tops!—interesting to those 
who know the sport and to the uninitiated. An- 
nouncer Win Elliot (emcee of radio's County 
Fair) also did a top job in keeping the show 
rolling. 

Producfion Details 
*1 Ten extra floodlights were brought in to 

bring up light levels, particularly on the pins. 
Two image orthicons were used, one on 

a home-made dolly. It was used to cover head 
of alleys, to shoot down alleys, and to pan for 
shots of speakers. 

? Hanging microphones were tried but 
balls striking pins caused high noise level and 
hand microphones had to be used. Microphones, 
however, were held at waist level and weren't 
too objectionable, picture-wise. 

Viewers received most kick from seeing 
the "One and Only" Falcaro miss his trick shots 
which seem so easy in the movies. Announcer 
explained that in television Falcaro required 
"five chances or less" because in movies the 
misses are left on the cutting room floor. 
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TELEVISION STATION DIRECTORY
lOperatinE E C.P.s. Grantedl

(Total as of Mar. l:57-9 opr. stas & 48 C.P.s Also 15 app on {ile.)

PART ONE:

CALIFORNIA

Los ANcnlrs
(* Sales Rank, 3-Pop., 2,904,596)

**
KTLA ('$V6XYZ), Channel 5 (76-82 mc)

Srild;o: 545I Marathon St., Hollywood 38
Telephone : HOllywood z4tt
Licensee: Television Productions, Inc.
N. Y, Office: Paramount Pictures, Paramount

Building, New York City
Affiliation: Paramount Pictures, Inc., ownet
CP Grunted: Dec. 20, 1946
On the air: Commercial, Jan. 22, L947

Experimental, WGXYZ
T rans m itt er-Location : Mount Wilson

** Power: 4 kw visual; 2 kw aural
Facilities-Remote: 4 image orthicon field

pickup cameras; 2 trucks
Film: 2 16mm prcrjectors and 2 6lm pickup

cameras
Studio: 6 iconoscope cameras

President: Paul Raiburn (N. Y. headquarters)
General ALanager: Klaus Landsberg
Directolr-Dran;atic Proganr,' Alan Mobry;

Progranz Rercarcb: J. Gordon rS7right;

Special Eaents.' Keigh Hetherington ;

Variety €t iVlutical Prog.,' Richard Lane;
Pbytical Ed. & Sports: James C. Davis;
Conedy Prog.: Frank Faylen;
lllystery Prog.,' Dean Owen;
Stage A[anager,' Jay Dettman

Engineering Srperuiior : Raymond Moore ;
Deuelopnent Exgr.: ChaAes Theodore;
Studio Facilitiet Engr,: Hugh F. Latimer;
Transnzitter Engr,: James G. Duncan

*

KTTV, Channel 11 (198-204 mc)

Stud.io: To be constructed on Figueroa St.,
Los Angeles

Licensees : The Times-Mirror Company
202 rJ7est First Street, Los Angeles 5i, Calif.

CP Grunted: Dec. 2O, 1946
Telecasting Seraice: Estimated, Jan. l, 7948
Affliation: Publishers, Los Angeles Times-

Mirror
Trunsmitter: Mount Disappointment near Mt.

lfilson
Power 40 kw visual; 20 kw aural

Arrtenild Heigbt: 5,860
Constructi on rtdr tls-T runsmitter : Architectural

planning. Type: RCA, TT5A
Studio: Architectural planning

Program Director: David Crandell;
Director Film Actitities,' Jack Chertok;
Chief Engineer,' R. A. Monfort;
Sr/d;o Operdtions Superuisor.' Joseph I/.

Conn

* Sales rank indicates retail sales
** Power is efrective radiated power; antenna

height is above average terrain
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Call Letters Not Yet Aseigned

Channel 7 (102-108 mc)

Stadio: 1440 No. Highland Ave., Los Angeles
Headquarters: 30 Rockefeller Plaza, New York

20, N. Y.
Licensee : American Broadcasting Company
CP Granted: Dec.20, 1946
Telecauing Seruice Date: Indefnite
Affiliations: Radio Station KECA, ABC net-

n'ork, tele CPs for Chicago, Detroit, San
Francisco; application for New York

Studio Construction Status: Indefinite
Trunsmitter: Indefinite '

Power: 5.4 kw visual; 2.7 k:w aural
Antenna Heigbts: L28t f.t.
V.P. Cbarge o-f Teleuision: Adrian Samish

Channel 9 (186-192 mc)
Licensee: Earle C. Anthony Inc.
Studio: 141 North Vermont Ave., Los Angeles
T el e p ho n e : F Airfax 2L2L
CP Granted: Dec. 2O, L946
Telecasting Seraice Date: Late 1947
Afi.liation: Radio Station KFI; NBC network
Studio: Being planned
Transtnitter : Being ordered

Power: 4 kw visual; 2 kw aural
Anrenna Heigbt:
Cbief Engineer.' Curtis Mason
Program Director: Charles B. Brown

*

Channel 4 (66-72 mc)
Studio: Location to be selected
Headquarters: 30 Rockefeller Plaza, New York

20, N. Y.
Licensee : National Broadcasting Company
CP Gruxted: Dec. 20, 1946
Telecasting Seraice Date : Indefinite
Transmitter: On order
V.P., Cbarge of NBC Teleaision: John F.

Royal, New York Headquarters

*

-, 

Channel L3 (210-216 mc)
Studio: 1000 Cahuenga Blvd., Los Angeles
Telephone : Hillside 1161
Headquarterc:. New York Parl, 75 lfest

Street, New York, N. Y.
Licensee: Dorothy S. Thackrey
Affliations: Radio Station KLAC, New York

Post
CP Granted: Dec. 20, 1946
T elecastin g Sentice Date : Undetermined
SruAio Tfie: F|CA

Construction status: Late summer 1947
Transnitter Location: Mt. ITilson

Completion date: Late summer 1947
Facilities-Remote: 2 camera chains, RCA

Film: Both 16 mm and 35 mm
Studio: 3 camera chains, 2 studios

General ll4znager: Don J. Fedderson
Cbief Engixeer,' Paul C. Schulz

Rrvrnstor
(Suburb of Los Angeles)

**
KARO, Channel 1 (44-)o mc)
Stud.io: 3401 Russel St., Riverside, Calif.
T elephone : Rlverside 6290
Licensee: Broadcasting Corp. of America
CP Granted: Dec. 19, 7946
Telecasting Seraice: Estimated, OcL l. 1947
Stordio Type: DuMont

Completion date: September 1,7947
Transnzitter Location: Cucumonga Peak, San

Bernardino County
Power: 1 kw visual and aural
Completion date: September l, 1,947

Antenna Heigbt: tL32 ft.
Facilities: Remote, film and studio
General Alanager: 17. L. Gleeson
Program Direcror: Larry Sutton; Con'l IVgr.;

Gene Villiams
Chief Engineer.' Stan Reynolds

SaN FnaNctsco
(Sales Rank, 7-Pop., 1,428,521)

KCPR, Channel 4 (66-72 mc)
Studio: Fifth & Mission Sts., San Francisco

19, Calif .
Telepbone : Garfield tttz
Licensee: The Chronicle Publishing Co.
CP Granted.: July 19, 1946
Telecasting Seruice Date: Nov. 18, 1947
Studio: Being planned
Trans nzitt er : Delivery indefinite

Power: 18.24 kw visuall 19.2 kw aural
Antenna Heigbt: 2281 ft.
Presid.ent: George T. Cameron
Vice President.' Nion R. Tucker
Cbarge of Telettition: Charles Thierot

K\fIS, Channel 1 (76-82 mc)
Suldio: Mark Hopkins Hotel, One Nob Hill

Circle, San Francisco 6, Calif.
Telepbone : Exbrook 4567
Licensee: The Associated Broadcasters, Inc.
I\{ark Hopkins Hotel, One Nob Hill Circle
CP Grunted: Oct. 77, 1946
Telecasting Serttice Date: Late in 7947
Affliations: Radio Station KSFC
Studio Contructiorz Stdtus: Being planned
Traunirrer: Top, Mark Hopkins Hotel Bldg.

Construction status: Type and make equip-
ment not yet selected
Power: 4 kw visual; 3 kw aural

Presid.enr:'S7. I. Dunn; V,P. & General Man-
d.ger : Philip Lasky; Program Direclor:
Keith Kerby-Lakin; V,P. Engineering: Royal
V. Howard

*

Call Lerters Not Yet Aseigned

Channel 7 (174-180 mc)
Srildio: 155 Montgomery St., San Francisco
bcensee : American Broadcasting Company

30 Rockefeller Plaza, New York 20, N. Y,
Affliatioxs: Radio Station KGO, ABC network

THE TELEVISER

TELEVISION STATION DIRECTORY 

(Operating & C.P.s. Granted) 

(Total as of Mar. I: 57—9 opr. stas & 48 C.P.s Also 15 app on file.) 

PART ONE: 

CALIFORNIA 

Los Angeles 
(* Sales Rank, 3—Pup., 2,904,596) 

* * 

KTLA (W6XYZL Channel 5 (76-82 mc) 
Studio: 5451 Marathon St., Hollywood 38 
Telephone: HOllywood 2411 
Licensee: Television Productions, Inc. 
N. T, Offce: Paramount Pictures, Paramount 

BuiHing, New York City 
Affiliation: Paramount Pictures, Inc., owner 
CP Granted: Dec. 20, 1946 
On the air: Commercial, Jan, 22, 1947 

Experimental, W6XYZ 
Transmitter—Location: Mount Wilson 

** Power: 4 kw visual; 2 kw aural 
Facilities—Remote: 4 image orthicon field 

pickup cameras; 2 trucks 
Film:® 16mm projectors and 2 film pickup 

cameras • 
Studio: 6 iconoscope cameras 

President: Paul Raiburn (N. Y. headquarters) 
General Manager: Klaus Landsberg 
Directors—Dramatic Programs; Alan Mobry; 

Program Research: J. Gordon Wright; 
Special Events; Keigh Hetherington; 
Variety & Musical Prog.: Richard Lane; 
Physical Ed. & Sports: James C. Davis; 
Comedy Prog.; Frank Faylen; 
Mystery Prog.: Dean Owen; 
Stage Manager: Jay Dettman 

Engineering Supervisor: Raymond Moore, 
Development Engr.; Charles TheodorePj 
Studio Facilities Engr.: Hugh F. Latimer; 
Transmitter Engr.: James G. Duncan 

* 

KITV Channel 11 (198-204 mc) 
Studio: To be constructed on Figueroa St., 

Los Angeles 
Licensees: The Times-Mirror Company 

202 West First Street, Los Angeles 53, Calif. 
CP Granted: Dec. 20, 1946 
Telecasting Service: Estimated, Jan. 1, 1948 
Affiliation. "Publishers, Los Angeles Times- 

Mirror 
Transmitter: Mount Disappointment near Mt. 

Wilson 
Power 40 kw visual; 20 kw aural 

Antenna Height: 5,860 
Construction status—^Transmitter: Architectural 

planning. Type: RCA. TT5A 
Studio: Architectural planning 

Program Director: David Crandell; 
Director Film Activities: Jack Chertok; 
Chief Engineer: R A. Monfort; 
Studio Operations Supervisor: Joseph W. 

Conn 

* Sales rank indicafes retail sales 
** Power is effective radiated power; antenna 

height is above average terrain 

Call Letters Not Yet Assigned 

 , Channel 7 (102-108 mc) 
Studio: 1440 No. Highland Ave., Los Angeles 
Headquarters; 30 Rockefeller Plaza, New York 

20, N. Y. 
Licensee. American Broadcasting Company 
CP Granted: Dec. 20, 1946 
Telecasting Service Date: Indefinite 
Affiliations: Radio Station KECA, ABC net- 

work, tele CPs for Chicago, Detroit, San 
Francisco; application for New York 

Studio Construction Status; Indefinite 
Transmitter; Indefinite 

Power: 5.4 kw visual; 2.7 kw aural 
Antenna Heights: 1281 ft. 
V.P Charge of Television: Adrian Samish 

* 

 , Channel 9 (186-192 mc) 
Licensee: Earle C. Anthony Inc. 
Studio: 141 North Vermont Ave., Los Angeles 
Telephone: FAirfax 2121 
CP Granted: Dec. 20, 1946 
Telecasting Service Date: Late 1947 
Affiliation; Radio Station KFI NBC network 
Studio: Being planned 
Transmitter: Be-ing ordered 

Power; 4 kw visual; 2 kw aural 
Antenna Height: 
Chief Engineer; Curtis Mason 
Program Director: Charles B. Brown 

♦ 

 , Channel 4 (66-72 mc) 
Studio: Location to be selected 
Headquarters; 30 Rocketedler Plaza, New York 

20, N. Y. 
Licensee: National Broadcasting Company 
CP Granted: Dec. 20, 1946 
Telecasting Service Date: Indefinite 
Transmitter: On order 
V.P., Charge of NBC Television: John F. 

Royal, New York Headquarters 

* 

 , Channel 13 (210-216 mc) 
Studio: 1000 Cahutnga Blvd, Los Angeles 
Telephone: Hillside 1161 
Headquarters:. New York Post, 75 West 

Street, New York, N Y. 
Licensee: Dcothy S. Thackrey 
Affiliations; Radio Station KJ AC, New York 

Post 
CP Granted: Dec. 20, 1946 
Telecasting Serfice Date: Undetermined 
Studio Type: RCA 

Construction status: Late summer 1947 
Transmitter Location: Mt. Wilson 

Completion date Late summer 1947 
Facilities—Remote: 2 camera chains, RCA 

Film: Both 16 mm and 35 mm 
Studio: 3 camera chains, 2 studios 

General Manager: Don J. Fedderson 
Chief Engineer: Paul C. Schulz 

Riverside 
(Suburb of Los Angeles) 

* * 
KARO, Channel 1 (44-so mc) 
Studio: 3401 Russel St., Riverside, Calif. 
Telephone: Riverside 6290 
Licensee: Broadcasting Corp. of America 
CP Granted: Dec. 19, 1946 
Telecasting Service: Estimated, Oct. 1. 1947 
Stud.o Type DuMont 

Completion date; September 1, 1947 
Transmitter Location: Cucuraonga Peak, San 

Bernardino County 
Power: 1 kw visual and aural 
Completion date: Septembei 1, 1947 

Antenna Height: 5132 ft. 
PXfllities: Remote, film and studio 
General Manager: W. L. Gleeson 
Program Director: Larry "Sutton; Com'I Mgr.; 

Gene Williams 
Chief Engineer: Stan Reynolds 

San Francisco 
(Sales Rank, 7—Pop., 1,428,525) 

* * 
KCPR, Channel 4 (66-72 mc) 
Studio: Fifth & Mission Sts., San Francisco 

19, Calif. 
Telephone: Garfield 1112 
Licensee: The Chronicle Publishing Co. 
CP Granted: July 19, 1946 
Telecasting Service Date: Nov. 18. 1947 
Studio ■ Being planned 
Transmitter: Delivery indefinite 

Power: 18.24 kw visual; 19.2 kw aural 
Antenna Height: 2281 ft. 
President: George T. Cameron 
Vice President: Nion R. Tucker 
Charge of Television: Charles Thierot 

* 
KWIS, Channel 5 (76-82 mc) 
Studio: Mark Hopkin; Hotel, One Nob Hill 

Circle, San Francisco 6, Calif. 
Telephone: EXbrook 4567 
Licerrrce: The Associated Broadcasters, Inc. 
Mark Hopkins Hotel, One Nob Hill Circle 
CP Granted: Oct. 17, 1946 
Telecasting Service Date: Late in 1947 
Affiliations: Radio Station KSFC 
Studio Construction Status: Being planned 
Transmitter: Top, Mark Hopkins Hotel BIdg. 

Construction status: Type and make equip- 
ment not yet selected 
Power; 4 kw visual; 3 kw aural 

President: W 1. Dunn; V.P. & General Man- 
ager' Philip Lasky; Program Director: 
Keith Kerby-Lakin; V.P. Engineering: Royal 
V. Howard 

* 

Call Letters Not Yet Assigned 
 , Channel 7 (174-180 mc) 
Studio: 155 Montgomery St., San Francisco 
Licensee: American Broadcasting Company 

30 Rockefeller Plaza, New York 20, N. Y. 
Affiliations: Radio Station KGO, ABC network 

36 THE TELEVISER 

www.americanradiohistory.com



CP Granted: Jan. 20, 1947
T elecasting Seruice : Indefinite
St udio Construction : Indefinite
T ran s m i t I er : Indefinite
V.P. Charge of ABC Teleaision: Adrian Samish
National Dir. of Teletision: Paul Mowrey

SrocrroN
(Sales Rank, 108-Pop., 79,317)

Call Lerters Not l-er Asslgned

Channel 8 (180-186 mc)

Stadio: 51.7 East Market St., Stockton, Calif
Telepbone:4-4551
Licen.ree: E. F. Peffer (same address)
CP Granted.: Jan.9, 1947
Telecastixg Seraice Date : Indefinite
Afi.liations: Radio Station KGDM
Stadio: Being planned
T rans m itt er : being planned

Power: 1.93 kw visual; 1.80 kw aural
Antenna Ileigbt: )11 ft.
Otuner: E. F. Peffer

DISTRICT OF COLUMBIA

tJfassrNcroN, D. C.
(Sales Rank, 12-Pop., 907,816)

\7NB\7, Channel 4 (66-72 mc)
Studio: 'Vardman Park Hotel, Washington,

D. C.
Headqrarters: 724 14th St., N.rX/., $(i'ashing-

ton, D. C., and 30 Rockefeller Plaza, New
York 20, N. Y.

Telepbone : Republic 40oo
Licensee : National Broadcasting Company
CP Granted.: April 26, 1.946

On the air: Est., March or Aprtl, 1.947

Afi.liations: Radio Station ITRC; NBC net-
work

Stadio Construction Status: Being completed
Transrnitter: Vardman Park Hotel

Construction strtus: completed, testing
Power: 11.4 kw visual; 10 kw aural

Antenna Heigbt: )oz ft.
NBC Execatiae.' Frank M. Russell
General Manager: Carleton D. Smith.

,t

\(TTG (\73X\7T), Channel 5 (76-82 mc)
Studio: Harrington Hotel (Station has to

move out)
Head.qtarters: 515 Madison Ave., New York

22. N. Y.
Licensee: Allen B. DuMont Labs., Inc., Tele-

vision Broadcast Division
Comnt.ercial CP Granted: Aptil 26, 1946
On the Air: Experimental station V3XVT
Commercial License:t Nov. 29, 1946
Affiliations: Tele Station ITABD (see listing) ;

. Paramount Pictures Inc. l Allen B. DuMont
Labs., Inc. (Mfg.)

Transmitter: Harrington Hotel, ITashington,
D. C. Type: DuMont. New 5 kw transmitter
being installed
P<>wer: 6.25 kw visual; 2.5 kw aural

Antenna Heigbt: 45 ft.
Fucilities-Remote: 2 image orthicon cameras

Film: 1 16mm projector

MARCH.APRIL, 1947

Studio: 3 iconoscope cameras
Exec. Ass't. to Viee Pres.: Prul Eshleman
General Manager: L. Arries; Ass't, Manager

& Program Operations Manager: C. Kelly;
Mobile Operations: J. R. Harter

Chief Engineer.' W. Sayer; A:tt. Cbiel Engi-
neer: R. F. Hester; Cbiel Operations Engi'
neer: M. Burleson

lOperating on a commercial basis temporarily
(Noa. 29, 1946 for 90 day:)

*
rUfTV\0f, Channel 7 (174-180 mc)
Studio: 724 14th St. N.W. Washington, D. C.
Headqaarlers: Same
'f elephoxe: National 5400
Licensee: The Evening Star Broadcasting Co.
CP Grunted: ApfiL 26, 1946
Telecasting d.ate: Eslimated, Summer 1p47
Affliations: Radio Station WMAL; Washing-

ton Ettening Star
Studio Coxstruction St4rilr : Undecided
Transmirter Location: American University

Campus
Expect to complete construction in July

of 1947; Type: RCA
Power: 14.25 kw visual; 15.2 kw aural

Antenna Height: 543 fr.
Facilities-Remote: 3 image orthicon cameras

Film: 2 35mm and 1 16mm projectors
Studio: image orthicon

General lWanager: K. H. Berkeley
Chiel Engineer.' Daniel O. Hunter
Tele Operation Saperoisor: Frank Harvey

\7I7BR, Clrannel 9, (186'192 mc)
Studio: Downtown \Tashington, D. C.; site

to be selected
Headqaarters: 1440 Broadway, New York 18,

N. Y.
Licen.ree : Bamberger Broadcasting Company
CP Granted: April 26, 1946
Telecasting dale: Eslimated, Nov. 1947
Affl)ations: Radio Station \7OR; I\IBS net-

work
Transnilter-Location: 40th and Brandywine

Sts.,'Washington; being constructed
Cornpletion date: unknown
Power: 30.25 kw visual; 24.5 kw aval

Antenna Height: 413 ft. aural;453 ft. visual
Secretral & Chief Engineer: J. R. Poppele

(1440 B'way, N. Y. C.)

ILI,INOIS

Cnrcaco
(Sales Rank, 2-Pop., 4,499,126)

\fBKB, Channel 4, (66-72 mc)
Studio: 190 N. State St., Chicago, Ill.
T elephone : RANdolph 5300
Licensee: Belaban & Katz Corporation

177 N. State St., Chicago 1, Ill.
On the Air: Experimental started Oct 13, 1942

Commercial license granted, Oct. 1943
Afiliation: Paramount Pictures, Inc.
Transmitter: 190 N. State St., Chicago, Ill.

Construction Status: complete (April 6,
1944)

Power: 1.8 kw visual and aural
New transmitter to be located at 210 N.

State St.

Facilitie:-Remote: RCA 2 image orthicon
camera chains

Film: 2 16mm RCA ptojectors; pro.iection
room under construction

Studio: 2 RCA orthicon cameras, 2 DuMont
iconoscope cameras

Two complete studios: "A" 30'x30' (1942)
"G" t5' x 14' x 28' (Oct. 1'946)

Television theater for audience
Station Director; \Tilliam C. Eddy
Chiel Engineer.' A. H. Brolly
Program Director: A. \(arren Jones
Direclors: Pauline Bobrov, Helen Carson,

Loraine Larson, Beulah Zachary
Director Special Ettents.' Reinald rUflerrenrath

Stadio M.anager.' Lewis D. Gomavitz
A.rs't. Engineer.' I7. P. Kussack;

Studio Engineer.' James Leahy;
Rernote Operations Engineer: Richard L
Shapiro; DereloPment: Elmer Cawthorn;
Public Relationr; IVIorton K. Tuller

*
\7ENR-TV, Channel 7 (174-180 mc)

Sttdio: Merchandise Mart, Chicago ,4, lll.
Headqaarlers: 30 Rockefeller Plaza, New York

20, N. Y.
Licensee : American Btoadcasting Company
CP Granted: JuJy 25, 1946
Telecasting Seraice Dale : Indefnite
Affiliation: Radio Station \fENR; tele sta-

tions in Detroit, I os Angeles, San Francisco,
and New York

Studio Construction Statur : Undecided
Transrnitter: To be decided

Power: 30 kw visual; 15 kw aural
Antenna Height: 6t1 ft.
National Director ol Teleuision: Paul Mowrey
General rVgz., \fENR: Roy Mclaughlin

,1.

\7GNA, Channel ) (186-192 mc)
Stadio: In ITGN Studio Bldg., Tribune

Square, Chicago, Ill.
Headqaafiers: 44I North Michigan Ave.,

Chicago 11, Ill. Telephone: SUperior 0100
Licensee: N7GN, Inc.
CP Granted: Oct. 20, 1946
On tbe air: Estimated June or July, 1947
Affliation: Radio Station \fGN; Chicago

I /1'ilne
Stadio: Under construction; RCA-GE equip-

ment
Transmitter-Location: Tribune Towet, 435

Michigan Ave.
Power: 18.4 kw visual; ll.4 autal
Completion date: June 1p47

Antenna Heigbt: 496 ft.
Facilities: Remote: Complete RCA Field

portable equipment
Film: 16mm and 35mm projection equip-' ment

General Manager, IVGN Inc,: Frank P.

Schreiber
Director ol Engineering, IYGN Inc.: Carl J.

Meyers 
*

r$(/NBY, Channel 5 (76-82 nc)
Stadio: 222 W. North Bank Drive, Chicagcr

54, |1.
T elephone : SUperior 83OO

Headquarters: 30 Rockefeller Plaza, New York
20, N. Y.

Licensee : National Broadcasting Company
CP Granted: May 2, 1946
Completion Date: Late 194'l
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CP Granted; Jan. 20, 1947 
Telecasting Service: Indefinite 
Studio Construction: Indefinite 
Transmitter: Indefinite 
V.P, Charge of ABC Television: Adrian Samish 
National Dir. of Television: Paul Mowrey 

Stockton 
(Sales Rank, 108—Pop., 79,337) 

* * 
Call Letters Not ^ et Assigned 

 , Channel 8 (180-186 mc) 
Studio: 517 Hast Market St., Stockton, Calif. 
Telephone: 4-4551 
Licensee: E. F. Peffer (same address) 
CP Granted: Jan. 9, 1947 
Telecasting Service Date: Indefinite 
Affiliations: Radio Station KGDM 
Studio: Being planned 
Transmitter: being planned 

Power: 1.93 kw visual; 1.80 kw aural 
Antenna Height: 337 ft. 
Otvner: E. F. Peffer 

DISTRICT OF COLUMBIA 

Washington, D. C. 
(Sales Rank, 12—Pop., 907,816) 

* * 

WNBW, Channel 4 (66-72 mc) 
Studio: Wardman Park Hotel, Washington, 

D. C. 
Headquarters: 724 14th St., N.W., Washing- 

ton, D. C, and 30 Rockefeller Plaza, New 
York 20, N. Y. 

Telephone: Republic 4000 
Licensee: National Broadcasting Company 
CP Granted: April 26, 1946 
On the air: Est., March or April, 1947 
Affiliations: Radio Station WRC; NBC net- 

work 
Studio Construction Status: Being completed 
Transmitter: Wardman Park Hotel 

Construction status: completed, testing 
Power: 13.4 kw visual; 10 kw aural 

Antenna Height: 302 ft. 
NBC Executive: Frank M. Russell 
General Manager: Carleton D. Smith 

« 

WTTG (W3XWT), Channel 5 (76-82 mc) 
Studio: Harrington Hotel (Station has to 

move out) 
Headquarters: 515 Madison Ave., New York 

22, N. Y. 
Licensee: Allen B. DuMont Labs., Inc., Tele- 

vision Broadcast Division 
Commercial CP Granted: April 26, 1946 
On the Air: Experimental station W3XWT 
Commercial License A Nov. 29, 1946 
Affiliations: Tele Station WABD (see listing) ; 

Paramount Pictures Inc.; Allen B. DuMont 
Labs., Inc. (Mfg.) 

Transmitter: Harrington Hotel, Washington, 
D. C. Type: DuMont. New 5 kw transmitter 
being installed 
Power: 6.25 kw visual; 2.5 kw aural 

Antenna Height: 45 ft. 
Facilities—Remote: 2 image orthicon cameras 

Film: 1 16mm projector 

Studio; 3 iconoscope cameras 
Exec. Ass'I. to Vice Pres.: Paul Eshleman 
General Manager: L. Arries; Ass't. Manager 

& Program Operations Manager: C. Kelly; 
Mobile Operations: J. R. Harter 

Chief Engineer: W. Sayer; Ass't. Chief Engi- 
neer: R. F. Hester; Chief Operations Engi- 
neer: M. Burleson 

■fOperating on a commercial basis temporarily 
(Nov. 29, 1946 for 90 days) 

* 

WTVW, Channel 7 (174-180 mc) 
Studio: 724 14th St. N.W. Washington, D. C. 
Headquarters: Same 
Telephone: National 5400 
Licensee: The Evening Star Broadcasting Co. 
CP Granted: April 26, 1946 
Telecasting date: Estimated, Summer 1947 
Affiliations: Radio Station WMAL; Washing- 

ton Evening Star 
Studio Construction Status: Undecided 
Transmitter Location: American University 

Campus 
Expect to complete construction in July 

of 1947; Type: RCA 
Power: 14.25 kw visual; 15.2 kw aural 

Antenna Height: 543 ft. 
Facilities—Remote: 3 image orthicon cameras 

Film: 2 35mm and 1 16mm projectors 
Studio: image orthicon 

General Manager: K. H. Berkeley 
Chief Engineer: Daniel O. Hunter 
Tele Operation Supervisor: Frank Harvey 

* 
WWBR, Channel 9, (186-192 mc) 
Studio: Downtown Washington, D. C.; site 

to be selected 
Headquarters: 1440 Broadway, New York 18, 

N. Y. 
Licensee: Bamberger Broadcasting Company 
CP Granted: April 26, 1946 
Telecasting date: Estimated, Nov. 1947 
Affiliations: Radio Station WOR; MBS net- 

work 
Transmitter—Location: 40 th and Brandy wine 

Sts., Washington; being constructed 
Completion date: unknown 
Power: 30.25 kw visual; 24.5 kw aural 

Antenna Height: 473 ft. aural; 453 ft. visual 
Secretray & Chief Engineer: J. R. Poppele 

(1440 B'way, N. Y. C.) 

ILLINOIS 

Chicago 
(Sales Rank, 2—Pop., 4,499,1(16) 

WBKB, Channel 4, (66-72 mc) 
Studio: 190 N. State St., Chicago, 111. 
Telephone RANdoIph 5300 
Licensee: Belaban &. Katz Corporation 

177 N. State St., Chicago 1, 111. 
On the Air: Experimental started Oct 13, 1942 

Commercial license granted, Oct. 1943 
Affiliation: Paramount Pictures, Inc. 
Transmitter: 190 N. State St., Chicago, 111. 

Construction Status: complete (April 6, 
1944) 

Power: 1.8 kw visual and aural 
New transmitter to be located at 210 N. 

State St. 

Facilities—Remote; RCA 2 image orthicon 
camera chains 

Film: 2 16mm RCA projectors; projection 
room under construction 

Studio: 2 RCA orthicon cameras, 2 DuMont 
iconoscope cameras 

Two complete studios: "A" 30' x 30' (1942) 
"G" 55' x 34' x 28' (Oct. 1946) 

Television theater for audience 
Station Director: William C. Eddy 
Chief Engineer: A. H. Brolly 
Program Director: A. Warren Jones 
Directors: Pauline Bobrov, Helen Carson, 

Loraine Larson, Beulah Zachary 
Director Special Events: Reinald Werrenrath 
Studio Manager: Lewis D. Gomavitz 
Ass't. Engineer: W. P. Kussack; 

Studio Engineer: James Leahy; 
Remote Operations Engineer: Richard I. 
Shapiro; Development; Elmer Cawthorn; 
Public Relations: Morton K. Tuller 

* 
WENR-TV, Channel 7 (174-180 mc) 
Studio: Merchandise Mart, Chicago 54, 111. 
Headquarters: 30 Rockefeller Plaza, New York 

20, N. Y. 
Licensee: American Broadcasting Company 
CP Granted: July 25, 1946 
Telecasting Service Date: Indefinite 
Affiliation: Radio Station WENR; tele sta- 

tions in Detroit, Los Angeles, San Francisco, 
and New York 

Studio Construction Status: Undecided 
Transmitter: To be decided 

Power; 30 kw visual; 15 kw aural 
Antenna Height: 613 ft. 
National Director of Television: Paul Mowrey 
General Mgr., WENR: Roy McLaughlin 

* 
WGNA, Channel 9 (186-192 mc) 
Studio: In WGN Studio Bldg., Tribune 

Square, Chicago, 111. 
Headquarters: 441 North Michigan Ave., 

Chicago 11, III. Telephone: Superior 0100 
Licensee: WGN, Inc. 
CP Granted: Oct. 20, 1946 
On the air: Estimated June or July, 1947 
Affiliation; Radio Station WGN; Chicago 

Tribune 
Studio: Under construction; RCA-GE equip- 

ment 
Transmitter—Location: Tribune Tower, 435 

Michigan Ave. 
Power: 18.4 kw visual; 11.4 aural 
Completion date: June 1947 

Antenna Height: 496 ft. 
Facilities: Remote: Complete RCA Field 

portable equipment 
Film: 16mm and 35mm projection equip- 

ment 
General Manager, lUGN Inc.; Frank P. 

Schreiber 
Director of Engineering, WGN Inc.: Carl J. 

Meyers 
* 

WNBY, Channel 5 (76-82 mc) 
Studio: 222 W. North Bank Drive, Chicago 

54, 111. 
Telephone: SUperior 8300 
Headquarters: 30 Rockefeller Plaza, New York 

20, N. Y. • 
Licensee: National Broadcasting Company 
CP Granted: May 2, 1946 
Completion Date: Late 1947 
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Afi.liations: Radio Station VMAQ; NBC net-
work; Tele Stations in New York, Cleve-
land, Los Angeles, San Francisco

S t ud. i o-Location : I\{erchandise mart
Transmitter-Location: Civic Opera Building

Equipment on order
Power: 21.8 kw visual and aural

Antenna Heigbt: )92 f.t,
Manager: I. E. Showerman (VMAQ)
V.P, Cbarge of NBC Teletision : John F. Royal

*
\VTZR, Channel 2 ()4-60 mc)

W9XZV, Channel 2 (54-60 mc)
W9){Z.C (Ultra high frequency station)
Studio:6001 !0f. Dickens Avenue, Chicago 39
Telepbone : BErkshire 7i00
Headqtarters: Same
Licensee: Zenith Radio Corp. (Manufacturer)
Commercial CP Granted: May 2, 1946
Telecastixg Date: Fot WTZR, requested FCC

delay
Experimental stations on the air

f7a25v1i77s7-location: 6001 rU7. Dickens Ave.
Construction Status: rDTTZR, indefinite
\f9X2V and If9XZC in.operation

VTZR Pouer.' 4.t kw visual'and aural
Antenna Heigb: )eO f.t.
Facilities-Direct pick-up and film
President: E. F. McDonald
Ass't. Vice Pres,: I. E. Brown

INDIANA

INuaNaporrs
(Sales Rank, 24-Pop., 455,i57)

,6*

Srildio: Plans not formulated
Licensee: The William H. Block Co.

50 N. Illinois St., Indianapolis, Ind.
Telepbone: Rlley 8421
CP Granted.: Oct. 10, 1946
Telecasting Dale.' Not known
Afiliation: \filliam H. Block Department

Store
Transmitter: Plans not formulated

Power: 14.44 kw visual; 7.6 kw aural
Antenna Heigl:t: 33t ft.
Teleaision Director: Merill Lindlev

IOWA

AMES
(Sales Rank,- Pop., 12,555)

**
Call Letters Not Iot Aesigned

Channel 4 (66-72 mc)

Stad.io: Service Building, Iowa State College,
Ames

Licentee: Iowa State College' Service Building (Ext. 281)
CP (Non-commercial) Granted.' Sept. 19, 1946
Teleeasting Dara.' Not known
Afiliations: Educational Radio Station \(OI
Studio: Completion Date: Not known
Trunsmitter-Location: .l7aiting for CAA ap-

proval on tower site
Completion Date: Not known

, Power: 13 kw visual; 10.4 kw aural
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Antenna Height: 650 ft.
Facilities: Remote: Co-axial cable on campus

Film: 16mm; Studio: Not completed
Program Plans: Ptograms on homemaking,

farm equipment and livestock. Also college
musical, drama groups and athletic events.

General Maxager: t07. J. Grifith
Dilector: Ricbard. B. Hull;
Pro granz Direetor : Edward Wegener;
Chiel Engineer.' L. L. Lewis

KENTUCKY

Loursvtttr
(Retail Sales Rank, 33 Pop., 408)

**
\rHAS-TV, Channel 9 (186-192 mc)
Studio: 6th & Broadway; Under construction
Licensee: WHAS, Inc.-Courier-Journal and

Louisville Times Co.
Headquarterc: 300 W. Liberty Street, Louis-

ville, Ky.
Telephone: VAbash 2211
CP Granted: Sept. 19, 1946
Telecasting Dala.' Not known
Afi.liat i on: : Newspapers ; Radio Station'$7HAS
Transmitter-Location: 6th and Broadway

Construction not started
Power: 9.6 kw visual, 7.2 kw artal

Antenna Heigbt: 529 f.t.
Program Plans: Being formulated
Executioe Maxager: rS7. Lee Coulson; Corn-

mercial Director: Joe S. Eaton; Program
Manager: Richard E. Fischer; Tecbnical
Directol: O. W. Towner; Ass', Tecb.
Director: D. C. Summerford

LOUISIANA

Nrw OnrrnNs
(Sales Rank, 31-Pop., 541,0to)

**
Call Lerters Nor Yet Assigned

Channel 4 (66-72 mc)

Studio: Maison Blanche Dept. Store
Lieensee: Maison Blanche Co.

901 Canal Street, New Orleans, La.
CP Granted: Jan. 16, 1947
T elecasting Serilce : Indefinite
Afi.liations: Maison Blanche Dept. Store
Studio: Being planned
Transrnitter : Being ordered

Power: 13.6 visual; 7.2 kw aural
Anrenna Heigbt: 311 ft.

MARYLAIID

Studio: Baltimore & Charles Sts., Baltimore 3,

Headquarters: Same
Telephone : LExington 7700
Licensee: The A. S. Abell Co.
CP Granted: May L6, 1946
Telecasting Date: Eslimated, Sept. 1947
Affiliation: Baltimore Szn papers

T r an s m i t t er-Location : Tower O'Sullivan Bldg.
at Baltimore and Light Sts.

Construction Status: Transmitter ordered
Power: 17.1. kw visual and aural

Antenna Height: i97.4 ft.
Facilities: Remote: 2 camen. chains, video

truck, air link
Film: 16 & 35 mm; Studio

Director ol Radio: Donald Withycomb
Program Direetor: Robert B. Cochrane
Chief Engineer; Carlton G. Nopper

v\trBT, Channel 11 (198-204 mc)

Stadio: 26th and Charles Sts.,
Lexington Building, Baltimore, Md.

T elephoxe : Lexington 4900
Licensee: Heatst Radio Inc.
CP Granted: May 21, 1946
Telecasting Date: Estimated Oct. lst, 1947
Affliations: Radio Station !7BAL
Studio: lJndet construction. Being built by

RCA
Completion date approx. Aug. lst 1947

Tran.rmitter: Cottage and Violet Aves.

Under construction. Being built fry RCA.
Completion date approx. Aug. lst 1947
Power: i2.6 kw visual; 17.2 kw aural

Antenna Height: 5oo ft.
Facilities: Remote: RCA complete mobile unit

Film: 2 16mm projector channels
Studio: One large, one booth

Manager ol IYBAL: Harold C. Burke; Cbief
Engineer: Richard Duncan; Program Man-
ager: Donald DeGroot; Ass't Ptog. Mgr.:
Edward Harvey

MASSACHUSETTS

BosroN
(Sales Rank, 5-Pop., 2,310,514)

**
\VBZ-TV, Channel 4 (66-72 mc)

Strdio: New radio-tele center, Soldiers Field
Road. Boston

T elepbone : Hancock 4261
Headquarters: Hotel Bradford, 27t Tremont

St., Boston 16, Mass.
Licensee: Westinghouse Radio Stations, Inc.
CP Granted: Atg. 8, 1946
C o nz pl e t i on D at e : Indefinite
Afiliarions: Radio Station IflBZ; !7BZ-FM;,

\Testinghouse (Mfg. Co. & radio chain) ;

ABC Network
Studio Conslruction: Getting under way
Transmitter-Location: Soldiers Field Road

Construction Status: on order-l kw video;
2 kw audio transmitter
Power: 10 kw visual; 7.5 kw aural

Antenna Heigbt: 50o f.t.
V.P. Chg. of Broadcastixg.'Itr. C. Evans

(Grant Bldg., Pittsburgh 19, Pa.)
S t at i on Manager, W e s tin g bo ur e Rad i o Sl ati on s,

Inc.: J. B. Conley
IVBZ Manager,'!f. C. Swartley

Barrrlronr
(Sales Rank, 13-Pop., 1,046,692)

**.
!rAAM, Channel r3 (2Lo-2r6 mc)

Stadio: O'Sullivan Building, Baltimore
Light Sts., Baltimore, Md.

Headqu#terc: Same
Licensee : Radio-Television of Baltimore
CP Granted: May 21, 1946
T elecastin g Date : lndefrnrte
S t udi o C on s tr uct i o n : Indefrnite
Transmitter : Not ordered

Power: 36.65 kw visual; 20 kw aural
Antennd Heigbt: 410 f.t.

Ouners: Ben and Herman Cohen

and

Inc.
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Affiliations: Radio Station WMAQ; NBC net- 
work; Tele Stations in New York, Cleve- 
land, Los Angeles, San Francisco 

Studio—Location: Merchandise mart 
Transmitter—Location: Civic Opera Building 

Equipment on order 
Power: 21.8 kw visual and aural 

Antenna Height: 592 ft. 
Manager: I. E. Showerman (WMAQ) 
V.P. Charge of NBC Television: John F. Royal 

* 
WTZR, Channel 2 (54-60 mc) 
W9XZV, Channel 2 (54-60 mc) 
W9XZC (Ultra high frequency station) 
Studio: 6001 W. Dickens Avenue, Chicago 39 
Telephone: BErkshire 7500 
Headquarters: Same 
Licensee: Zenith Radio Corp. (Manufacturer) 
Commercial CP Granted: May 2, 1946 
Telecasting Date: For WTZR, requested FCC 

delay 
Experimental stations on the air 

Transmitter—Location: 6001 W. Dickens Ave. 
Construction Status: WTZR, indefinite 
W9X2V and W9XZC in operation 

WTZR Power: 4.5 kw visual and aural 
Antenna Height: 580 ft. 
Facilities—Direct pick-up and film 
President; E. F. McDonald 
Ass't. Vice Pres.; J. E. Erown 

INDIANA 

Indianapolis 
(Sales Rank, 24—Pop., 455,357) 

* * 
WWHB, Channel 3 (60-66 mc) 
Studio: Plans not formulated 
Licensee: The William H. Block Co. 

50 N. Illinois St., Indianapolis, Ind. 
Telephone: RIley 8421 
CP Granted: Oct. 10, 1946 
Telecasting Date: Not known 
Affiliation: William H. Block Department 

Store 
Transmitter: Plans not formulated 

Power: 14.44 kw visual; 7.6 kw aural 
Antenna Height: 331 ft. 
Television Director; Merrill Lindley 

IOWA 

Ames 
(Sales Rank, Pop., 12,555) 

* * 
Call Letters Not Yet Assigned 

 , Channel 4 (66-72 mc) 
Studio: Service Building, Iowa State College, 

Ames 
Licensee: Iowa State College 

Service Building (Ext. 281) 
CP (Non-commercial) Granted: Sept. 19, 1946 
Telecasting Date: Not known 
Affiliations; Educational Radio Station WOI 
Studio: Completion Date: Not km wn 
Transmitter—-Location: Waiting for CAA ap- 

proval on tower site 
Completion Date: Not known 
Power: 13 kw visual; 10.4 kw aural 

Antenna Height: 650 ft. 
Facilities: Remote: Co-axial cable on campus 

Film: 16mm; Studio: Not completed 
Program Plans: Programs on homemaking, 

farm equipment and livestock Also college 
wusical, drama groups and athletic events. 

General Manager; W. J. Griffith 
Director: Richard B. Hull; 
Program Director: Edward Wegener; 
Chief Engineer: L. L. Lewis 

KENTUCKY 

Louisville 
(Retail Sales Rank, 33 Pop., 408) 

WHAS-TV, Channel 9 (186-192 mc) 
Studio: 6th & Broadway; Under construction 
Licensee: WHAS, Inc.—Courier-Journal and 

Louisville Times Co. 
Headquarters: 300 W. Liberty Street, Louis- 

ville, Ky. 
Telephone: WAbash 2211 
CP Granted: Sept. 19, 1946 
Telecasting Date: Not known 
Affiliations: Newspapers; Radio Station WHAS 
Transmitter—Location: 6th and Broadway 

Construction not started 
Power: 9.6 kw visual, 7.2 kw aural 

Antenna Height: 529 ft. 
Program Plans: Being formulated 
Executive Manager; W. Lee Coulson; Com- 

mercial Director; Joe S. Eaton; Program 
Manager: Richard E. Fischer; Technical 
Director: O. W. Towner; Ass't Tech. 
Director; D. C. Summerford 

LOUISIANA 

New Orleans 
(Sales Rank, 31—Pop., 540,030) 

♦ * 
Call Lelters Not Yet Assigned 

 , Channd 4 (66-72 mc) 
Studio: Mar:,on Blanche Dept. Store 
Licensee: Maison Blanche Co. 

901 Canal Street, New Orleans, La. 
CP Granted: Jan. 16, 1947 
Telecasting Service: Indefinite 
Affiliations: Maison Blanche Dept. Store 
Studio: Being planned 
Transmitter: Being ordered 

Power: 13.6 visual; 7.2 kw aural 
Antenna Height: 375 ft. 

MARYLAND 

Baltimore 
(Sales Rank, 13—Pop., 1,046,692) 

* * 
WAAM, Channel 13 (210-216 mc) 
Studio: O'SulIivan Building, Baltimore and 

Light Sts., Baltimore, Md. 
Headquarters: Same 
Licensee: Radio-Television of Baltimore Inc. 
CP Granted: May 21, 1946 
Telecasting Date; Indefinite 
Studio Construction: Indefinite 
Transmitter: Not ordered 

Power: 36.65 kw visual; 20 kw aural 
Antenna Height; 410 ft. 
Owners: Ben and Herman Coh^n 

WMAK, Channel 2 (54-60 mc) 
Studio: Baltimore & Charles Sts., Baltimore 3, 
Headquarters: Same 
Telephone: LExington 7700 
Licensee: The A. S. Abell Co. 
CP Granted: May 16, 1946 
Telecasting Date: Estimated, Sept. 1947 
Affiliation: Baltimore Sun papers 
Transmitter—Location; Tower O'SulIivan Bldg. 

at Baltimore and Light Sts. 
Construction Status: Transmitter ordered 
Power; 17.1 kw visual and aural 

Antenna Height: 397.4 ft. 
Facilities: Remote: 2 camera chains, video 

truck, air link 
Film: 16 & 35 mm; Studio 

Director of Radio; Donald Withycomb 
Program Director: Robert B. Cochrane 
Chief Engineer: Carlton G. Nopper 

* 
WWBT, Channel 11 (198-204 mc) 
Studio: 26th and Charles Sts., 

Lexington Building, Baltimore, Md. 
Telephone: Lexington 4900 
Licensee; Hearst Radio Inc. 
CP Granted: May 21, 1946 
Telecasting Date: Estimated Oct. 1st, 1947 
Affiliations: Radio Station WBAL 
Studio: Under construction. Being built by 

R( A 
Completion date approx. Aug. 1st 1947 

Transmitter: Cottage and Violet Aves. 
Under construction. Being built by RCA. 
Completion date approx. Aug. 1st 1947 
Power: 32.6 kw visual; 17.2 kw aural 

Antenna Height: 500 ft. 
Facilities: Remote: RCA complete mobile unit 

Film: 2 l6ram projector channels 
Studio: One large, one booth 

Manager of WBAL: Harold C. Burke; Chief 
Engineer: Richard Duncan; Program Man- 
ager: Donald DeGroot; Ass't Prog. Mgr.: 
Edward Harvey 

MASSACHUSETTS 

Boston 
(Sales Rank, 5—Pop., 2,350,514) 

* * 
WBZ-TV, Channel 4 (66-72 mc) 
Studio: New radio-tele center. Soldiers Field 

Road, Boston 
Telephone: Hancock 4261 
Headquarters: Hotel Bradford, 275 Tremont 

St., Boston 16, Mass. 
Licensee: Westinghouse Radio Stations, Inc. 
CP Granted: Aug. 8, 1946 
Completion Date: Indefinite 
Affiliations: Radio Station WBZ; WBZ-FM; ^ 

Westinghouse (Mfg. Co. & radio chain) ; 
ABC Network 

Studio Construction: (letting under way 
Transmitter—Location: Soldiers Field Road 

Construction Status: on order—5 kw video; 
2 kw audio transmitter 
Power: 10 kw visual; 7.5 kw aural 

Antenna Height: 500 ft. 
V.P. Chg. of Broadcasting: W. C. Evans 

(Grant Bldg , Pittsburgh 19, Pa.) 
Station Manager, Westinghouse Radio Stations, 

Inc.: J. B. Conley 
WBZ Manager: W. C. Swartley 
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W'arrrrau
(Suburb of Boston)**

WRTB, Channel 2 (54-60 mc)
Studio: Location not determined
Headquarters: 11 Chapel St., Newton 58, Mass.
Telepbone : Bigelow 7500
N. Y. Headqtafiers: 60 East 42nd St., New

York 17. N. Y.
Licensee : Raytheon Manufacturing Co.
CP Grunted: May t7, 1,946
Completion Date: Consttnction not started;

Oct. 16. 1.941

Transnzirter: To be decided
Power: visual 50 kw; aural 30.7 kw

Antenna Height: 373 ft.
Publicity Director: Ray Rice

(New York Office)

MICHIGAN

DErnorr
(Sales Rank, 6-Pop., 2,29t,567)

\[/DLT, Channel 5 (76-82 mc)
Stadio: Stroh Building, Detroit 26, Mich.
Telepbone: Cherry 8321
Headquartets: 30 Rockefeller Plaza, New

York 20, N. Y.
Licensee : American Broadcasting Co.

CP issued to King-Trendle Broadcasting Co.
Transferred on sale to ABC

CP Granted: Jily L2, 1946
Telecasting Seraice Date: Late 1947
Afi.liation:: Radio Station Y./XYZ: ABC Net-

work
Stildio Constrtrclloa.. Not started
Transmitter: To be located at Joy Road &

,Greenfield Sts (suburban Detroit)
Power: visual 16 kw: aural 14 kw

Antenna Height: 179 ft.
V.P. Cbg. ol ABC ?e/e.. Adrian Samish

(30 Rockefeller Plaza, New York 20, N. Y.)
National Dir. ol Tele: Paul Mowrey
General Manager, IYXYZ: H. Allen Campbell
Tele Special Eaents: John Pival

I7\7DT, Channel 4 (66-72 mc\
S,adio: 6tO I7. Lafayette Ave., Detroit 3l
Teleltbone: RAndolph 2000
Licensee: The Evening News Association, 630

rtr7. Lafayette Ave., Detroit 3l
CP Granted: July 22, 1946
On tbe Air: March li, 1947 (depending upon

transmitter delivery)
Affliations: Radto Station \JZrJ7J; Detroit

Eaening News
Studio: Using Studio A, IflUfJ Building,

temporarily
Completion Date: March 15, 1,947

Transrnitter: Location: Penobscot Building,
45th floor. Type: DuMont

Completion Date: March 15, 1947
Power: 17.1 kw visual: 17.7 kw aural

Anrenna Heigbt: 5sa ft.
Facilities: Remote: 2 camera image orthicon

chain (RCA)
Film: 2 camera iconoscope chain (DuMont) ;

Slide projector
Studio: 3 camela iconoscope chain (Du-

Mont)
Director of Ralio, The Detroit Neus: W. J.

Scripps
General Manager: Ha:-l"y Bannister

MARCH-APRIL, 1947

Ass". Gen. Mgr,: Edwin K. Vheeler
Butiness Maxager: Harold I7. Priestley
General Sales IVgr.: Harry T7. Betteridge
Gen. Program Mgr.: Melvin C. Vissman
Dir. Special Euents: James G. Ebeile;' Dir.

Strdio Programr.. Haford G. Kerbawy Film
Director : Elaine Phillips

Gen. Engixeering Mgr.: Edgar J. Love; Chiel
Srtdio Engr.: Herbert F. Tank; Chief
Transmitter Engr.: Carl H. Wesser; 7ala
Transmitter Superaisor: Ronald H. Fisk

MINNESOTA

MtNNrapous
(Sales Rank, 1l-Pop., gtt,}1-7)

**
Call Lertere Not Yer Aeelgned

Channel 4 (66-72 mc)

Studio : Location undecided
Licensee : Minnesota Broadcasting Corp., ITes-

ley Temple Building, Minneapolis
Telepbone: Main 6562
CP Granted: Oct. 4, 1946
Teleeasting Date: Estimated, Dec. 1947
Affliations: Radio Station ITTCN: Ridder

newspapers: St. Paul Dispatch and Pioneer
Press; ABC network

Srudio Coftstriletion: To be decided
Completion Date: Expected in 1947

Transmitter-Location: Foshay Tower, Minne-
apolis

Completion Date: Sometime in t94j
Facilities: Remote: mobile mainly

Film: 16 mm to start
Studio: Undecided at present

Ge.neral Manager, VTCN: F. Van Konynen-
DurS

Teleaision Ditector: Joseph H. Beck in charge
of programming and production

Tecbnical Director (\7CTN): John M. Sher-
man

Sr. Paur
(Sales Rank, 1l-Pop., 9lt,Oj]-)

**
KSTP-TV, Channel 5 (76-82 mc)

Studio; St. Paul Hotel, St. Paul 2, Minn.
Telephone: Cedar J511
Licensee: KSTP, Inc.
Saint Paul Hotel, St. Paul 2, Minn.
CP Granted: May 17, 1946
T e I e c as t i n g Date.. Undetermined
Aff.liation: Radio Station KSTP; NBC network
Studio: Completion date, July 16, 1947
Transmitrer: Completion, Jnly 1.6, 1947

Power: 13.68 kw visual; 6.48 kw aural
Antenna Heigbt: 547 ft.
General Manager: Stanley E. Hubbard
Chie'f Engineer.' John N. Fricker

FILM EQUITIES
CORP.

t600 tnoADwAY
New York Clty

MISSOURI

Sr. Lours
(Sales Rank, 10-Pop., 1,167,977)

**
KSD-TV, Channel ) (76-82 mc)
Studio: llll Olive Street, St. Louis, Mo.
Telepbone: Main L111
Licensee: The Pulitzer Publishing Co.
CP Granted: Jnly 12, l)46
On tbe Air: Commercial telecasting service

started Feb. 8.1947
Aff.liations: Radio Station KSD; St. Inuis

Post-Dispatcb; NBC network; has UHF ex-
perimental station CP

Stadio: Completion Date: Jan. 15, 1947
RCA equpiment

Transmitter: Location: 1111 Olive St.

Completion Date: March br, 1947
Type: RCA TT5A
Power: 18.1J kw visualt aural to be deter-

mined
Anrenna Heigbt: 524 ft.

Operating with temporary transmitter
Facilities: Remote: RCA mobile unit, 2 camera

chain TK-30 image orthicon cameras,
microwave relay

Film: One film camera; 1 16mm, 1 35mm
and one slide projector

Studio: Floor 2J' x 45'; remote equipment
will be used for the present

General Naaager: George M. Burbach
Chief Engineer.' Robert L. Coe
Engixeers: J. Edwin Risk, Thomas E. Howard

NEW MEXICO

ALBUQUERQUE
(Sales Rank, Pop.,77,492)

**
KOB-TV, Channel 4 (66-72 mc)
Stadio: 9Oi Buena Vista Blvd., Albuquerque
Headqtarters: 418 \f. Gold Avenue (Box

r119)
Telephone: 44tt
Licensee : Albuquerque Broadcasting Co.
CP Granted.: May 21, 1946
Telecasting Date: Estimate late 1947
Aff.liation:: Radio Station KOB; NBC Net

work
Studio Construct;on Srat,.tr: late 1947
Transmitter-Location: 901 Buena Vista Blvd.

Construction Status: Ordered 5 kw RCA
TT'A

Power: 1J kw visual. 8 kw aural
Antenna Heigbt: 18 ft. (100 ft. above ground,

5,240 ft. above sea level)
Facilities: Remote RCA 6000 mc relay trans-

mitter and receiver; 2 image otchicon cam-
efas

Film: RCA 6lm camera: RCA 16mm sound
6lm

Studio: Two RCA iconoscope camera chains
Program Plans: Expect to work with Albu-

querque Little Theatre and Univ. Rodey
Theatre groups; also remote sports and
special features

Gexeral Manager: Frank Quinn
Cbiel Engineer.' George S. Johnson
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Waltham 
(Suburb of Boston) 

* * 
WRTB, Channel 2 (54-60 mc) 
Studio: Location not determined 
Headquarters: 55 Chapel St., Newton 58, Mass. 
Telephone: Bigelow 7500 
N. Y. Headquarters: 60 East 42nd St., New 

York 17, N. Y. 
Licensee: Raytheon Manufacturing Co. 
CP Granted: May 17, 1946 
Completion Date: Construction not started; 

Oct. 16, 1947 
Transmitter: To be decided 

Power; visual 50 kw; aural 30.7 kw 
Antenna Height: 373 ft. 
Publicity Director: Ray Rice 

(New York Office) 

MICHIGAiN 

Detroit 
(Sales Rank, 6—Pop., 2,295,867) 

* * 
WDLT, Channel 5 (76-82 mc) 
Studio: Stroh Building, Detroit 26, Mich. 
Telephone: Cherry 8321 
Headquarters: 30 Rockefeller Plaza, New 

York 20, N. Y. 
Licensee: American Broadcasting Co. 

CP issued to King-Trendle Broadcasting Co. 
Transferred on sale to ABC 

CP Granted: July 12, 1946 
Telecasting Service Date: Late 1947 
Affiliations: Radio Station WXYZ; ABC Net- 

work 
Studio Construction: Not started 
Transmitter: To be located at Joy Road & 

■Greenfield Sts (suburban Detroit) 
Power: visual 16 kw; aural 14 kw 

Antenna Height; 379 ft. 
V.P. Chg. of ABC Tele: Adrian Samish 

(30 Rockefeller Plaza, New York 20, N. Y.) 
National Dir. of Tele: Paul Mowrey 
General Manager, WXYZ: H. Allen Campbell 
Tele Special Events: John Pival 

* 
WWDT, Channel 4 (66-72 mc) 
Studio: 630 W. Lafayette Ave., Detroit 31 
Telephone: RAndolph 2000 
Licensee: The Evening News Association, 630 

W. Lafayette Ave., Detroit 31 
CP Granted: July 22, 1946 
On the Air: March 15, 1947 (depending upon 

transmitter delivery) 
Affiliations: Radio Station WWJ; Detroit 

Evening News 
Studio: Using Studio A, WWJ Building, 

temporarily 
Completion Date: March 15, 1947 

Transmitter: Location: Penobscot Building, 
45th floor. Type: DuMont 

Completion Date: March 15, 1947 
Power; 17.1 kw visual; 17.7 kw aural 

Antenna Height: 588 ft. 
Facilities: Remote: 2 camera image orthicon 

chain (RCA) 
Film: 2 camera iconoscope chain (DuMont) ; 

Slide projector 
Studio: 3 camera iconoscope chain (Du- 

Mont) 
Director of Radio, The Detroit News: W. J. 

Scripps ■ 
General Manager: Harry Bannister 

Ass't. Gen. Mgr.: Edwin K. Wheeler 
Business Manager: Harold W. Priestley 
General Sales Mgr.: Harry W. Betteridgt 
Gen. Program Mgr.: Melvin C. Wissman 
Dir. Special Events: James G. Eberle; Dir. 

Studio Programs: Haford G. Kerbawy; Film 
Director: Elaine Phillips 

Gen. Engineering Mgr.: Edgar J. Love; Chief 
Studio Engr.: Herbert F. Tank; Chief 
Transmitter Engr.: Carl H. Wesser; Tele 
Transmitter Supervisor: Ronald H. Fisk 

MINNESOTA 

Minneapolis 
(Sales Rank, 11—Pop., 911,077) 

* * 
Call Letters Not Yet Assigned 
 , Channel 4 (66-72 mc) 
Studio: Location undecided 
Licensee: Minnesota Broadcasting Corp., Wes- 

ley Temple Building, Minneapolis 
Telephone: Main 6562 
CP Granted: Oct. 4, 1946 
Telecasting Date: Estimated, Dec. 1947 
Affiliations: Radio Station WTCN; Ridder 

newspapers; St. Paul Dispatch and Pioneer 
Press; ABC network 

Studio Construction: To be decided 
Completion Date: Expected in 1947 

Transmitter—Location: Foshay Tower, Minne- 
apolis 

Completion Date: Sometime in 1947 
Facilities; Remote: mobile mainly 

Film: 16 mm to start 
Studio: Undecided at present 

General Manager, WTCN: F. Van Konynen- 
burg 

Television Director: Joseph H. Beck in charge 
of programming and production 

Technical Director (WCTN): John M. Sher- 
man 

St. Paul 
(Sales Rank, 11—Pop., 911,077) 

* * 

KSTP-TV, Channel 5 (76-82 mc) 

Studio: St. Paul Hotel, St. Paul 2, Minn. 
Telephone: Cedar 5511 
Licensee: KSTP, Inc. 
Saint Paul Hotel, St. Paul 2, Minn. 
CP Granted: May 17, 1946 
Telecasting Date: Undetermined 
Affiliation: Radio Station KSTP; NBC network 
Studio: Completion date, July 16, 1947 
Transmitter: Completion, July 16, 1947 

Power; 13.68 kw visual; 6.48 kw aural 
Antenna Height: 547 ft. 
General Manager: Stanley E. Hubbard 
Chief Engineer: John N. Fricker 

FILM EQUITIES 

CORP. 
1600 BROADWAY 
New York City 

MISSOURI 

St. Louis 
(Sales Rank, 10—Pop., 1,367,977) 

* * 

KSD TV, Channel 5 (76-82 mc) 
Studio: 1111 Olive Street, St. Louis, Mo. 
Telephone: Main 1111 
Licensee: The Pulitzer Publishing Co. 
CP Granted: July 12, 1946 
On the Air: Commercial telecasting service 

started Feb. 8, 1947 
Affiliations: Radio Station KSD; St. Louis 

Post-Dispatch; NBC network, has UHF ex- 
perimental station CP 

Studio: Completion Date: Jan. 15, 1947 
RCA equpiment 

Transmitter: Location: 1111 Olive St. 
Completion Date: March 1st, 1947 
Type: RCA TT5A 
Power: 18.15 kw visual; aural to be deter- 

mined 
Antenna Height: 524 ft. 

Operating with temporary transmitter 
Facilities: Remote; RCA mobile unit, 2 camera 

chain TK-30 image orthicon cameras, 
microwave relay 

Film: One film camera; 1 16mm, 1 35mm 
and one slide projector 

Studio: Floor 25' x 45'; remote equipment 
will be used for the present 

General Manager: George M. Burbach 
Chief Engineer: Robert L. Coe 
Engineers: J. Edwin Risk, Thomas E. Howard 

NEW MEXICO 

Albuquerque 
(Sales Rank,    Pop., 77,492) 

* * 

KOB-TV, Channel 4 (66-72 mc) 
Studio: 903 Buena Vista Blvd., Albuquerque 
Headquarters: 418 W. Gold Avenue (Box 

1319) 
Telephone: 4411 
Licensee: Albuquerque Broadcasting Co. 
CP Granted: May 21, 1946 
Telecasting Date: Estimate late 1947 
Affiliations: Radio Station KOB; NBC Net- 

work 
Studio Construction Status: late 1947 
Transmitter—Location: 903 Buena Vista Blvd. 

Construction Status: Ordered 5 kw RCA 
TT5A 

Power: 15 kw visual, 8 kw aural 
Antenna Height: 18 ft. (100 ft. above ground, 

5,240 ft above sea level) 
Facilities: Remote RCA 6000 mc relay trans- 

mitter and receiver; 2 image orchicon cam- 
eras 

Film: RCA film camera: RCA 16mm sound 
film 

Studio: Two RCA iconoscope camera chains 
Program Plans: Expect to work with Albu- 

querque Little Theatre and Univ. Rodey 
Theatre groups; also remote sports and 
special features 

General Manager: Frank Quinn 
Chief Engineer. George S. Johnson 

(PART II IN NEXT ISSUE) 
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*DEPTH OF FOCI-JS"

Wor-of-Nerves

A MORE effective war-of-nerves could not have been mas-
fL lglrnildgd than the one our industry is now experiencing.
If the multitude of conflicting statements, rumors, charges and

insinuations isn't giving €veryone a bad case of jitters, we ore

badly mistaken. Flying about us as thick as bats, have been

distressing, unfounded rumors bf several companies about to

shut their doors, of RCA ready to give up television, of a

New York station ready to be placed on the block, of televi-

sion being postponed ten years and maybe forever. These

rumors are doing television much harm and should be ilnme-
diatety countered by a well-planned, well-financed publicity
campaign. Confidence must replace confusion-due largely to

the controversial color hearings.

***

Antenns Probfern

A DDING to the industry's confusion was the publicity re-
n cently given the bannrng of television by a New York
realty company in all of its buidings. The Netu York Times

considered it of such import as to devote to it a full column.

In the Neez; York Post, Paul Dennis warned his readers against

purchasing television receivers until the antenna problem is

iick.d, or until they have received permission from their land-

lords to erect an antenna. TBA called an emergency meeting.
I{as color been occupying the best engineering minds to the

exclusion of developing a master antenna for mutiple use ?

For the sake of millions of aPartment house dwellers, we hope

. the problem can be immediately licked, regardless of tlre color

outcome.

Tefeviser's Insfifufe

\YfE'VE always prided ourselves in being more than just
VV another trade magazine. As a result, TErrvtsrR has un-

dertaken many important television advancing projects, but

rnost important has been its annual "Television Institute,"
which was first held October 1945 at the Hotel Commodore,
in New York, and later at the Hotel Statler in rVashington,

D. C., in collaboration with the Advertising Club of that city.
In April we are again holding our annual "Institute" at the

Hotel Commodore. S7e, of Trrrvlsnn's staff, invite all our

readers to attend this important two-day (April 14-15) event.
'With men like Dr. Alfred N. Goldsmith, Jack Poppele,

Thomas H. Hutchinson, Ernest \(alling, Ralph Austrian,

Paul Mowrey, C. E. Hooper, Dr. Allen B. DuMont, and r
score of others on hand to act as mentors, we don't see how

our readers can go wrong. Especially when the price is oniy

$12.t0 for two days, which includes two luncheons, seven

panels, four seminars, and an opportunity to watch an actual

show in rehearsal.
If you're interested, we suggest you let us know at once. 'We

can accommodate only a Lmited number of guests. Our
readers come first, naturally.

t<*t<

The High Cosf of Sels

fN this period of inflated labor and material costs, there is
r probably ample economic justification for manrrfacturers

pricing their television receivers as they have. But nearly every-

one agrees the prices are much too high.
If television is to succeed, it will only do so when it enioys i

mass audience. This, in turn, is only possible if receivers are

priced for the masses, rather than the few. N7e don't profess

io know the answer, but we do believe that if all manufac-
turers (the Sherman anti-trust act permitting) were to concen-

trate their efforts toward putting out a medtum or low priced
set to retail at $200 (and less), it could be done by strictly
standardizing parts and limiting screens to one or two sizes,

preferably one not smaller than 6" x 8".
If television is not to be limited to Park Avenue dwellers and

bars, it is agreed that concerted effort is needed to reduce the

price of receivers and the high cost of installation.
Isn't this a legitimate matter for the TBA and RMA to take

up-rather than a Congressional committee ?

t

We Second the Motion
rFHAT there's need for a trade organization t'hereby Persons
I in the television profession can cor)e together to discuss

problems of a strictly professional charactel, is being more

and more felt in the inciustry, it seems. The editors of Tur
TrrrvlsttR have receir.ed meny sr.rggestions for such an organi-

zation from people in the advertising agencies and from
writers and directors.

A top agency tele executive recently wrote us: "It would
do the television industry a xorld of good if all of us adver-

tising agency producers could meet regularly to discuss each

others' experiences, gripes, and ideas."

'ilfe second thc motion.

THE TELEVISER

^FlITDTTJ fW? TTOPTTC views of television 
Uthr 1 £1 Ur r v/v_>< U O >, » ^ > BY the editors 

War-of-Nerves 

A MORE effective war-of-nerves could not have been mas- 
terminded than the one our industry is now experiencing. 

If the multitude of conflicting statements, rumors, charges and 
insinuations isn't giving everyone a bad case of jitters, we are 
badly mistaken. Flying about us as thick as bats, have been 
distressing, unfounded rumors of several companies about to 
shut their doors, of RCA ready to give up television, of a 
New York station ready to be placed on the block, of televi- 
sion being postponed ten years and maybe forever. These 
rumors are doing television much harm and should be imme- 
diately countered by a well-planned, well-financed publicity 
campaign. Confidence must replace confusion—due largely to 
the controversial color hearings. 

^ ^ 

Antenna Problem 

ADDING to the industry's confusion was the publicity re- 
cently given the banning of television by a New York 

realty company in all of its buidings. The Neiv York Times 
considered it of such import as to devote to it a full column. 
In the Neiv York Post, Paul Dennis warned his readers against 
purchasing television receivers until the antenna problem is 
licked, or until they have received permission from their land- 
lords to erect an antenna. TBA called an emergency meeting. 

Has color been occupying the best engineering minds to the 
exclusion of developing a master antenna for mutiple use? 
For the sake of millions of apartment house dwellers, we hope 
the problem can be immediately licked, regardless of t}ie color 
outcome. 

^ ❖ 

Televiser's Institute 

WE'VE always prided ourselves in being more than just 
another trade magazine. As a result, Televiser has un- 

dertaken many important television advancing projects, but 
most important has been its annual "Television Institute," 
which was first held October 1945 at the Hotel Commodore, 
in New York, and later at the Hotel Statler in Washington, 
D. C, in collaboration with the Advertising Club of that city. 

In April we are again holding our annual "Institute" at the 
Hotel Commodore. We, of Televiser's staff, invite all our 
readers to attend this important two-day (April 14-15) event. 

With men like Dr. Alfred N. Goldsmith, Jack Poppele, 
Thomas H. Hutchinson, Ernest Walling, Ralph Austrian, 

Paul Mowrey, C. E. Hooper, Dr. Allen B. DuMont, and a 
score of others on hand to act as mentors, we don't see how 
our readers can go wrong. Especially when the price is only 
$12.50 for two days, which includes two luncheons, seven 
panels, four seminars, and an opportunity to watch an actual 
show in rehearsal. 

If you're interested, we suggest you let us know at once. We 
can accommodate only a limited number of guests. Our 
readers come first, naturally. 

^ * 

The High Cost of Sets 

IN this period of inflated labor and material costs, there is 
probably ample economic justification for manufacturers 

pricing their television receivers as they have. But nearly every- 
one agrees the prices are much too high. 

If television is to succeed, it will only do so when it enjoys a 
mass audience. This, in turn, is only possible if receivers are 
priced for the masses, rather than the few. We don't profess 
to know the answer, but we do believe that if all manufac- 
turers (the Sherman anti-trust act permitting) were to concen- 
trate their efforts toward putting out a medium or low priced 
set to retail at $200 (and less), it could be done by strictly 
standardizing parts and limiting screens to one or two sizes, 
preferably one not smaller than 6" x 8". 

If television is not to be limited to Park Avenue dwellers and 
bars, it is agreed that concerted effort is needed to reduce the 
price of receivers and the high cost of installation. 

Isn't this a legitimate matter for the TBA and RMA to take 
up—rather than a Congressional committee ? 

^ * 

We Second the Motion 

THAT there's need for a trade organization whereby persons 
in the television profession ran come together to discuss 

problems of a strictly professional character, is being more 
and more felt in the industry, it seems. The editors of The 
Televiser have received many suggestions for such an organi- 
zation from people in the advertising agencies and from 
writers and directors. 

A top agency tele executive recently wrote us: "It would 
dp the television industry a w orld of good if all of us adver- 
tising agency producer' could meet regularly to discuss each 
others' experiences, gripes, and ideas." 

We second the motion. 

1 
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Cqn You BEAT These Broodcosfers
for Purchosing Power? ...

-Among Them Are Sfofions Who Will Spend
Millions'f,or feleyision Equipment - All feleyiser SUBSCRTBERS

K4LE........................ Portland, Oregon
K8ON.............................. Omaha, Neb.
KDKA........................... Pittsburgh, Pa.
KD'fH............................. Dubuque, Ia.
KDYL....,..........Sa1t Lake City, Utah
KEC4........................ Hollywood, Cal.
KELO........................Sioux Falls. S. D.
K8X................................. Portlantl. Ore.
KF4R..................... Fairbanks, Alaska
KFBL.......................... ITichita, Kansas
KFL.............................Los Angeles, Cal.
KFNF..................... Sl'renandoah. Iowa
KFMB...........................San Diego, Cal.
KFRO........................... Longview, Tex.
KFUO..............................St. Louis, Mo.
KFW11..................... HollywooiJ, Cal.
KFXM............San Bernardino, Cal.
IiGA............................ Spokane, \U/ash.

KIIQ......... ....Spokane,$flash.
KG8..............................San Diego, Cal.
KGER........................Lon9 Beach, Cal.
KGFJ........ ... ...Los Angeles, Cal.
KGHL............. Billings, Montana
KGKO........................Ft. \Worth, Tex.
KGNC........................... Amarillo, Tex.
KG\7.............................. Portland, Ore.
KID...........................Idaho Fall. Idaho
KIDO................................. Boise, Idaho
KIRO.............................. Seattle, Wash.
KLO.................................... Ogden, Utah
KLZ................................. Denver. Colo.
KMA..................... Shenandoah, Iowa
KMBC.....................Kansas City, Mo.
KMED........................... Medford, Ore.
KMOX............IJ7ebster Grove, Mo.
KMPC.....................Los Angeles, Cal.
KMYR........................... Denver, Colo.
KNX........................Los Angeles, Cal.
KOA................................. Denver, Colo.
KOIL................................. Omaha, Neb.
KOL................................. Seattle, Wash.
KOMO........................... Seattle, Wash.
KONO...............San Antonio, Texas
KOTA.....................'Rapid City, S. D.
KOY.............................. Phoenix, Ariz.
KPO........................San Francisco, Cal.
KPRO........................... Riverside, Cal.
KQV................................ Pittsburg, Pa.
KRGV........................... Welasco, Tex.
KRNT...........................Des Moines, Ia.
KRO\7........................... Oakland, Cal.
KSD........................-.........St. Louis, Mo.
KSTP..............................St. Paul, Minn.
KS\7O........................... Lawton, Okla.
KTAR........................... Phoenix, Ariz.
KTHT........................ Houston, Texas
KTUC........................ Tucson, Arizona
KTUL................................ Tulsa, Okla.
KTUA...............Sa1I Lake City, Utah
KVEC...........San Luis Obispo, Cal.
KVG8...............Great Bend, Kansas
KVOA..................-.......... Tucson, Ariz.
KVCO................................. Tulsa, Okla.
K\fK.................................St. Louis, Mo.
K\fKH........................ Shreveport, La.
KXL.......................-........ Portland, Ore.
KXOK............-................St. Louis, Mo.
KXOX..................... Sn'eetwater, Tex.
KYA..........,.............San Francisco, Cal.
KY\f........................ Philadelphia, Pa.

\fAAT...........................Newark, N. J.

tUfABC..................New York, N. Y. \U7GNC........................Gastonia, N. C.
W4G4.............................. Atlanta, Ga. '$7GNY..................Newburgh, N. y.
y4lT .-.--. 

-C_hicago, 
I1l. yqsq . ...... Louiwiile,, Ky.

SfAL4.............................. Mobile, Ala. \$rcST................................. Atlanti. Gi.y4P--Q Chattanooga, Tenn. S/HAM.....................Rochester, N. y.
\74VE. ..................... Louisville, Ky. \7HAS........................... Louisviile, Ky.
!7BAL.. .. ............. Baltimore, Md. S7HB........................Kansas Citv.-M6.
\f84P......... ........Ft. lJforth, Texas WHBC.............................. Canton.'Ohio
\7B4X........ .... Wilkes-Barre, Pa. rUfHIO.............................. Davton. Ohio
\7BBM........... .................. Chicago, Ill \fHK........................... Cleveiand, Ohio
\7BEN...........................8uffa1o, N. Y. rtfHKC..................... Columbus. Ohioy_PFZ .............. Chicago, Ill. rSfHN.....................New York,-N. y.
\7BML................................ Macon, Ga. \fHO................._..Des Moines, Iowa
$7BNS..................... Columbus, Ohio \7HTD..................... Hartford, Conn.
r$fBT........................... Charlotte. N. C.
v/B,Z,...... .................... Boston. Mass.
\f C4E........................... Pittsburgh, Pa.
WCAO........................ Baltimo;,'iud.
rUfC4U.............. ..... Philadelphia, Pa.
\7CBM..........,. ....... Baltimore, Md.
N7CCO............... Minneapolis. Minn.
IJ7CLO..................... ;anewille, rJfzisc.

WCOS...........................Co1umbia, S. C.
WDAY..............................Fargo, N. D.
r)7DRC..................... Hartford. Conn.
SfEAN.....................Providence, R. I.
\7EBC........................... Duluth, Minn.
\7EEI.....,........................ Boston, Mass.
\J(/EGO........................Concord, N. C.
\fELO.............................. Tupele, Miss.
WEVD..................New York, N. Y.
WE\U7.............................St. Louis, Mo.
rU7 F,t,{.............................. Dallas. Texas
\$7FBC.....................Greenvi11e, N. C.
\7FBM.................. Indianapolis, Ind.
\7FBR........................... Baltimore. Md.
WFDF................................. Flint, Mich.
SfFEA..................Manchester, N. H.
\Uf FIL........................ Philadelphia, Pa.
Iil/FMJ............. Youngstown, Ohio
\7FLA................................. Tampa, Fla.
\VFTL................................. Miami. Fla.
\7G8S......................... ..... Miami. Fla.
\DfGAC.............................. Augusta, Ga.
$/G44........................ Cedartown. Ga.
t}7G4L........................... Lancaster. Pa.
S(/GAN..................... Portland, Maine
$7G4R..................... Cleveland. Ohio
\U7GliV......Charlestown. S?est Va.
\UfGL...........................Ft. ITayne, Ind.
'SZGN................................. Chicago, Ill.

rUfINX..................\Tashington, D. C.
VIP, ...... .... ..... Philadelphia, Pa.
\fIRE..................... Indianap6lis, Ind.
r$f ITH........................... Baltiinore. Md.

\fKY............Oklahoma Citv. Okla.
\7LAC..................... Nashvill6, Tenn.
I$fLA\f.................. Lawrence, Mass.
IS?'LIB........................New York, N. Y.
WLrUf........................ Cincinnati, Ohio
WMAL...............\(/ashington, D. C.
rUfMAM.................. Marinette, rtrfisc.
\$fMAQ............................ Chicago, Ill.
\$fM42..................... Macon, Georgia
r$fMBD....................................Peoria, Ill.
\fMBG........................ Richmond, Va.
\U7MBR.................. Jacksonville, Fla.
I7'MC.A..................Ne* York. N. Y.
\fMJF...............Daytona Beach, Fla.
\$fMPS..................... Memphis, Tenn.
N/MUR..................Manchester, N. H.
\$7N4C........................... Boston, Mass.
\7NBF..................Binghamton, N. Y.
'$fN8H...............New Beford. Mass.

For FulI lnlormotion About Rofes ond Circufsfion, Wrife

ffi Televiser ffi
JOURNAT OI VIOI,O PROOlJCTION. AOVIRTISIN6 & OPERATION

II WEST FORTY.SECOND ST., NEW YORK 18. N. Y.
IRWIN A. SHANE. Pubffsher . JUDY OUPUY. Edlfor

WIBC..................... Indianapoiis, Ind.
W18G............... .. Philadclplria, Pa.
I$7I8rU7........... ...... Topeki, Kansas
\7lND ............... Chicago, Ill.
\J7ING.............................. Dayton, Ohio
\7INS.....................New York, N. Y.

IfNEIf..................New York, N. Y.
\S(/NOE.....................New Orleans. La.
t0(NYC..................New York, N. Y.
\7-NYE..................New York. N. Y.
rJfO,{I..................San Antonio, Texas
\UfOC........................ Davenport, Iowa
\UfOI....................................... Ames. Iowa
\J7OL.....................\(/ashington, D. C.
WONS..................... Hartford. Conn.
Sf OR........................New York, N. Y.
\VOW.............................. Omaha. Neb.
\7OWO..................Fort Iflayne, Ind.
r07P4T...........................Paterson, N. J.r$f PDQ.................. Jacksonville, FIa.
WPEN..................... Philadelphia, Pa.
'07PTF...........................Ra1eigh, N. C.
WR4W.............................. Reading, Pa.
\7R8L........................... Columbus. Ga.
\7RC.....................\(/ashington, D. C.
\fRD\Uf........................... Augusta, Ga.
I7REC........................ Memphis, Tenn.
\fROL..................... Knoxville, Tenn.
WRR................................. Dallas, Texas
!7RUF..................... Gainesville, Fla.
\J7S4L....................... Cincinnati. Ohio
$7SAN........................ Allentown. Pa.
\7S8.................................... Atlanta. Ga.
\7SB4.................. York, Pa.
VSJS............Vinston-Salem, N. C.
WSBC................................. Chicago, Ill.
NfSNJ........................8rid9eton, N. J.
WSOO.........Sault St. Marie. Mich.
\J7SP8.............................. Sarasota. Fla.
\J7SPD.............................. Toledo.-Ohio
WSPR..................... Springf eld,' Mass.
\UfTAG.................. rJforcester, Mass.
!7TAR.............................. Norfolk, Va.
IfTCN............ Minneapolis, Minn.
lfTIC........................ Hartford. Conn.
rUfTMJ.................. Milwaukee, Ifisc.
SfTMV.....................E. St. Louis, Ill.
lrTOL.............................. Toledo, Ohio
r$(/TOP..................u(ashington, D. C.
\fTRC.............................. Elkhart, Ind.
\7TTM...........................Trenton, N. J.
\WTSP...............St. Petersburgh, Fla.
\f\fDC...............\(ashington, D. C.
tJf,UfJ.............................. Detroit, Mich
\(/\$fL........................New Odeans, La.
\(/\$fSW..................... Pittsburgh, Pa.
rJfXYZ........................ Detroit, Mich.

Can You BEAT These Broadcasters 

for Purchasing Power?... 

Mill ions 

— Among Them Are Stations Who Will Spend 

for Television Equipment — All Televiser SUBSCRIBERS 

KALE Portland, Oregon 
KBON  Omaha, Neb. 
KDKA  Pittsburgh, Pa. 
KDTH SufiDubuque, la 
KDYBjjM.S.ilt Lake City, Utah 
KECA  Hollywood, Cal. 
KELO Sioux Falls, S. D. 
KHX............... .Portland, Ore. 
KFAR  Fairbanks, Alaska 
KFBI  Wichita, Kansas 
KFI Los Angeles, Cal. 
KFNF  Shenandoah, Iowa 
KFMB San Diego, Cal. 
KFRO  Longview, Tex. 
KFUO St. Louis, Mo. 
KFWB  Hollywood, Cal. 
KFXM San Bernardino, Cal. 
KGA  Spokane, Wash. 
KHQ H;  Spokane, Wash. 
KGB San Diego, Cal. 
KGER Long Beach, Cal. 
KGFJ Lo^ Angeles, Cal. 
KGHL  Billings, Montana 
KGKO Ft. Worth. Tex. 
KGNC  Amarillo, Tex. 
KGW  Portland, Ore 
KID Idaho Fall, Idaho 
K1DO Boise, Idaho 
KIRO  Seattle, Wash. 
KLO.,»_.„. ,   Ogden, Utah 
KLZ  Denver, Colo. 
KMA....L1.  Shenandoah, Iowa 
KMBC Kansas City, Mo. 
KMED  Medford, Ore. 
KMOX Webster Grove, Mo 
KMPC Lot Angeles, Cal. 
KMYR   Denver, Colo. 
KNX„„|t^g...Los Angeles, Cal. 
KOA  Denver, Colo. 
KOIL  Omaha, Neb. 
KOL.L  Seattle, Wash. 
KOMO  SeattL, Wash. 
KONO San Antonio, Texas 
KOTMIir: Rapid City, S. D 

Phoenix. Ariz. 
KPO San Francisco, Cal. 
KPRO  *»... Riverside, Cal. 
KQV     Pittsburg, Pa. 
KRGV.M  Welasco, Tex 
KRNT  Des Moines, la. 
KROW    Oakland, Cal. 
KSD St. Louis, Mo. 
KSTP ■....St. Paul, Minn. 
KSWOJsllMl  Lawton, Okla. 
KTAR..^,  Phoenix, Ariz. 
KTHfBi  Houston, Texas 
KTU^^ffiisfS"tucson, Arizona 
KTUL   Tulsa, Okla. 
KTUA  Salt Lakv. City, Utah 
KVEC San Luis Obispo, Cal. 
KVGB Great Bend, Kansas 
KVOA   Tucson, Ariz. 
KVCO  Tulsa, Okla. 
KWK.   St. Louis, Mo. 
KWKH  Shreveport, La. 
KXL   Portland, Ore. 
KXOK  St. Louis, Mo. 
KXOX  Sweetwater, Tex. 
KYA J San Francisco, Cal. 
KYW  Philadelphia, Pa. 
WAAT 1 'Newark, N. J 

WABC New York, N. Y. 
WAGA    Atlanta, Ga. 
WAIT  Chicago, 111. 
WAlBj,,. jy  Mobile, Ala. 
WAPO  Chattanooga, Tenn. 
WAVE....*, rTTijjLn.ouisville, Ky. 
WBz1   Baltimore, Md. 
WBAP ......Ft. Worth, Texas 
WBAX  Wilkes-Barre, Pa. 
WBBM  Chicago, III 
WBEN Buffalo, N. Y. 
WBEZ  Chicago, III 
WBML  Macon, Ga. 
WBNS  Columbus, Ohio 
WB j  Charlotte, N. C. 
WBZ  Boston, Mass. 
WC./WJ^a  Pittsburgh, Pa. 
WCAO  Baltimore, Md. 
WCAU  Philadelphia, Pa. 
WCBM....M  Baltimore, Md 
WCCO Minneapolis, Minn. 
WCLO  Janesville, Wise. 
WCOS 5 Columbia, S. C. 
WDA\pi^S Fargo, N. D. 
WDRC  Hartford, Conn. 
WEAN Providence, R. 1. 
WEBC  Duluth, Minn. 
WELL.,jS  Boston, Mass. 
WEGO Concord, N. C. 
WELO  Tupele, Miss. 
WEVD New York, N. Y. 
WEW   St. Louis, Mo. 
WFAA Dallas, Texas 
WFBC Greenville, N. C. 
WFBM  Indianapolis, Ind. 
WFBR  Baltimore, Md. 
W FDF.  Flint, Mich. 
WFEA Manchester, N. H. 
WFIL .™..... Philadelphia, Pa. 
WFMJ.E  Youngstown, Ohio 
WFLA  Tampa, Fla. 
WFTI    Miami, Fla. 
WGBS   Miami, Fla. 
WGAC   Augusta, Ga. 
WGAA.....^;. Cedartown, Ga 
WGAL  Lancaster, Pa. 
WGAN .HjcE Portland, Maine 
WGAR  Cleveland, Ohio 
WGKV Qiarlestown, West V. 
WGL Ft. Wayne, Ind. 
WGN  Chicago, 111 

WGNC. jflt'.i,Gastonia, N. C. 
WGNY Lrewburgh, N. Y. 
WGRC •.  Louisville,, Ky. 
WGST  Atlanta, Ga. 
WHAM Rochester, N. Y. 
WI Asf! j  Louisville, Ky. 
WHB .7l«|.....Kansas City, Mo. 
W HBC Canton, Ohio 
WHIO  Dayton, Ohio 
WHK Cleveland, Ohio 
WHKC  Columbus, Ohio 
WHN. New York, N Y. 
WHO Des Moines, Iowa 
WHTD S. Hartford, Conn. 
WIBC  Indianapolis, Ind. 
WIBG  Philadelphia, Pa. 
WIBW  Topeka, Kansas 
WIND    Chicago, 111. 
WING  Dayton, Ohio 
WINS New York, N. Y. 
WINX Washington, D. C 
WIP.  Philadelphia, Pa. 
WIRE  Indianapolis, Ind. 
WITH  Baltimore, Md. 
WIZE Springfield, Ohio 
WJBK  Detroit, Mich. 
WJJD f*V. ■... Chicago, 111. 
WJR  Detroit, Mich. 
WJW  Cleveland, Ohio 
WJZ New York, N. Y 
WKBN 9 Youngstown, Ohio 
WKMO. Kokomo, Ind. 
WKY. Oklahoma City, Okla. 
WLAC 9 Nashville, Tenn. 
WLAW  Lawrence, Mass. 
WLIB New York, N. Y. 
WLW.  Cincinnati, Ohio 
WMAI Washington, D. C. 
WMAM  Marinette, Wise. 
WMAQ  Chicago, III. 
WMAZ  Macon, Georgia 
WMBD Peoria, III. 
WMBG...  Richmond, Va. 
WMBR .cS.. Tackionville, Fla 
WMCA „ Necf York, N. Y. 
WMJF Daytona Beach, Fla. 
WMPS|lMH.... Memphis, Tenn. 
WMUR Manchester, N. H. 
WNAC m.  Boston, Mass. 
WNBF. Binghamton, N. Y 
WNBH New Beford, Masr 

WNEW New York, N. Y. 
WNOE New Orleans, La. 
WNYC New York, N. Y. 
WNYE New York, N. Y. 
WOAI San Antonio, Texas 
WOC   Davenport, Iowa 
WOI  Ames, Iowa 
WOL .Washington, D. C. 
WONSt:.^.  Hartford, Conn. 
WOL 7"..^ New York, N. Y. 
WOW Omaha, Neb. 
WOW^L^ffHBrt Wayne, Ind. 
WPAT. lllSSPaterson, N. J. 
WPDQ.. .l!J  Jacksonville, Fla. 
WPENKWHj Philadelphia, Pa. 
WPTF.... Raleigh, N. C. 
WRAW Reading, Pa. 
WRBL iriiS.  Columbus, Ga. 
WRC Washington, D. C. 
WRDW...M  Augusta, Ga. 
WRECt?.   Memphis, Tenn. 
WROL.'...^  Knoxville, Tenn. 
WRR  Dallas, Texas 
WRUF  Gainesville, Fla. 
WSAI ||.  Cincinnati, Ohio 
WSAN ■.. Allentown, Pa. 
WSBB Ll—  Atlanta, Ga. 
WSBA.j    York, Pa. 
WSJ^3|...Winston-Salem, N. C. 
WSBC    Chicago, 111. 
WSNJ Bridgeton, N. J. 
WSOO Sault St. Marie, Mich. 
WSPB..|tPl  Sarasota, Fla. 
wsPD.|i aaalyBroiedo, Ohio 
WSPR.fctsB- Springfield, Mass. 
WTAG  Worcester, Mass. 
WTAR   Norfolk, Va. 
WTCNHS!. Minneapolis, Minn. 
WTIC  Hartford, Conn. 
WTMjlLtj... Milwaukee, Wise. 
WTMV IE. St. Louis, 111. 
WTOLL. jMciloledo, Ohio 
WTOP.Ea|.Washington, D. C. 
WTRC —   Elkhart, Ind. 
WTTM .Trenton, N. J. 
WTSP St Petersburgh, Fla 
WWDC Washington, J). C. 
WWJ.. .......................... Detroit, Mich 
WWL New Orleans, La. 
WWSW  Pittsburgh. Pa 
WXYZ  Detroit, Mich 
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