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New RCA “image-orthi-
con’’ camera with sen-
sitivity 100 times great-
er than conventionol
television cameras.

Comera control (left) with Dup cate camera control used
power supply for fwo-camera operation

mesny PR

Master contrcl (left) with Shzping unit (left) and pulse
power supply unid

The average small station sterts with two field ccmeras, two control units (one
for each camera’ For monitoriag the pictures picked up by each camera, a master
control and swicching unit which containg push auttons to permit operator to
select the caomerd pickup desiwed, o field svmhro=izing generator (shaping and
pulse unit shows above) to provide standaoed sweep frequencies for the cameras
as well as the syschronizing pulses transmiteed w-th the video signal, and vari-
ous auxiliary switching, cont-ol and audia equipsents (not shown).




Portable Pick-up Equipment...

a new, low-cost way
to get started in
Television

F YOU PLAN to start a television station on a modest

scale, you will find this equipment a real money-
saver., With it you can enjoy the economies of using
already prepared program material such as, baseball
games, boxing and concerts—which do not require
expensive rehearsals and where lighting is seldom a
problem. And you can use it in place of fixed studio
equipment until you want to expand your station facilities.

W hen used as studio equipment, the small, lightweight
camera-control units can be mounted on tables or slid
into console-type racks (see models) that RCA will have
available for this purpose. The same field cameras are
used.

For remote pickup, a station wagon or light truck is
used 1o transport the suitcase-type units to the program
location. With a station wagon, the equipment is re-
moved, carried to the program area, and connected for
operation. A light truck offers greater flexibility in that
the equipment can be operated from the truck if shelter
is non-existent, or if brilliant illumination makes moni-
toring difficult. As with the station wagon, where ad-
vantageous, the equipment can be removed and set up
at the program scene.

Setup can be accomplished in a short time. Quality is
comparable to that obtained from standard studio equip-
ment. Best of all, iU's easy to operate.

Write for these 8 helpful bulletins:

“Locating the Television Studio,”
“Locating the Television Trans-
mitter,” A Television Transmitter
Building,” A Television Broad-
casting Studio,” “Equipment Lay-
out for a Standard Television
Station,” “‘Equipment Layout for a
Master Television Station,” *Equip-
ment Layout for a Small Television Station with Live-Talent
Studio,” “Equipment Layout for a Small Television Station
with Provision for Film and Network Programs Only.”
W rite: Radio Corporation of America, Dept. 79-C, Television
Broadcast Section, Camden, N. J.

/\ TELEVISION BROADCAST EQUIPMENT

'"(Q4)) RADIO CORPORATION of AMERICA
§ ENGINEERING PRODUCTS DEPARTMENT, CAMDEN,N.J.



Wave Makers

“A leaping trout awakens the still
pool to life in waves that move in
silent rhvthm.”

In the same way, when you speak
over the telephone, vibrating elec-
tric currents speed silently away
with the imprint of your voice over
the wire and radio highways of the
Bell System.

EXPLORING AND

4

INVENTING, DEVISING

Tomorrow, the vibrations will be
the living pictures of television. All
are examples of wave motion.

How to produce, transmit and
receive electrical wave motion is
the basic problem of the communi-
cation art.

Bell Telephone Laboratories,
which exist primarily to invent and

develop better communications for
the Bell System, devote the teamed
efforts of physicists and mathema-
ticians to the production and con-
trol of electric waves in all forms.

Out of these fundamental studies
have come the discoveries which
keep the Bell System at the fore-
front of the communication art,

BELL TELEPHONE LABORATORIES

AND PERFECTINC, FOR THE CONTINUED IMPROVEMENT OF TELEPHONE SERVICE

Television



Who will getinto tele-and why

By DOROTHY HOLLOWAY

March, 1946

UST what are vour chances for winning out over other bidders for a black-and-
white television station in one of the country’s top half-dozen markets?

As FCC sees it, your chances are good, if, in addition to having a good Dun and
Bradstreet rating and a clean slate at the Commission vou are (1) applving for a sta-
tion in your home town; (2) are a newcomer to video and have no other licenses in
your pocket; (3) or are a network with plans for a nation-wide TV hook-up.

All three considerations were compelling in FCC's proposed awards of three of
Washington. ). C.’s coveted picture channels to the Evening Star Broadcasting Co.

WMAL), Bamberger Broadcasting Co., and NBC.. A fourth principle clearly implied
but not spelled out in black-and-white — is FCC's insistence on permitting only
financially strong applicants in television. This feeling prevailed in FCC councils and
was plainly responsible for closing off the chances of little Capital Broadcasting Co.
(WWDC) almost at the outset.

While these guideposts are important, they do not tell the whole story. For they
did not give FCC the answer on which of two tele pioneers — DuMont Laboratories,
Inc. and Philco Products Corporation — should clinch the Capital’s fourth and last
remaining video slot.

With Philco’s withdrawal, the FCC will probably he spared the decision. Plainly
wringing its hands over a choice hetween the two companies, the FCC had called for
a further hearing at which counsel for both bidders were to have bulwarked their
earlier appeals. Philco and DuMont were given the right to take exception to anv of
the FCC proposed grants which meant keeping the Washington line-up still completel;
open and subject to change. Philco. in a letter to Charles Denny. acting chairman
of the FCC, protested the decision and pointed out their pioneering work in high-
frequency television relays. Rather than engage in controversy which would delay the
start of tele, they stated “we have therefore worked out ways and means of cooperaling
with certain other companies so that we can carrv forward this development work even
without a Washington station.”

Reaction to FCC’s Washington Findings

Although the issue has been setiled. radio men arve quick to point out several
loopholes and inconsistencies in the FCC'’s rationale for its Washington assignments.

On the procedural end, lawyers take exception to FCC’s provision for only an
“oral argument” rather than a second “hearing” to clinch a final choice between
DuMont and Philco. In a judicial proceeding like this, they point out, bidders cannot
mtroduce new evidence at oral argument. This meant that if Philco and DuMont had
decided to fight it out, the FCC would have had to relv on the relative persuasiveness
of the conteslants’ counsels to carry the day.

At the same time, FCC’s principle of preferring newcomers over those already in
television may be double-edged. Just what effect this will have on Bamberger’s appli-
cation for a New York City TV station is not known. At least a half-dozen local groups,
all new to television, are competing along with Bamberger for the New York market.
Given a choice of only one or the other location, it stands to reason that Bamberger
would prefer a grant in New York City, its home town and the top source of pro-
gram talent.

And should Bamberger win a Manhattan outlet. it seems reasonable that Philco
will have a right 1o feel aggrieved. since one of the arguments used against them in
Washington was their ownership of a Philadelphia outlet.

Others take position that FCU gave too little weight or “veleran’s preference” to
the very television companies who have pioneered and done most to make TV a reality.

Still others argue that Bamberger and the Star may never exercise their options on
the low-frequency television, since thev have been assigned channels #9 and #7
respectively. No equipment is presently available for either spectrum location. FCC
proposes to award NB( most nearly ready to launch a commercial service -
channel 4. DuMont will probablv come off with channel 5.

Judging from the way the Washington allocations came out. industry can prob-
ably look forward to other withdrawals in such crowded cities as New York and
l.os Angeles and the strong possibility of horse irading among the various applicants.

(Full text of proposed decisions on Washington, D. C. hearings on page 36.)



PERSONNEL required for
28 hour programming week

Number of people necessary to operate a station on the required schedule which goes into effect July st vary from
12 for a small local operation to 190 as stated in the Philco application for a video outlet in W ashington.
Here's an analysis of the various factors involved which will have a bearing on the final personnel requirements.

By SIDNEY R. LANE

OW many people are essential to the successful opera-
tion of a station on the twenty-eight hour schedule?
Personnel requirements in the operating studio todav can
only be taken as a guide, for programming has been
admittedly experimental and nowhere has it approximated
the daily schedule which stations will have to meet be-
ginning July lst.

There are many elements which must be considered
when basing personnel requirements. Number of studios,
amount of equipment, union regulations, interchangeabil-
ity of jobs, scope and type of programming all have a
bearing on the final staff. In general, television personnel
may be fitted into three classifications — technical, pro-
gramming and business administration. Within these sub-
divisions are’ many variations in the titles aflixed to the
various job classifications as reported by operating and
proposed stations. But that is to be expected in a medium
as comparatively new and as formalive as television. At
present there is a degree of interchangeability but unions
who, up to now, have been studving the problems and
work requirements of the new industry, will soon step in
and exert a wide influence in determining the functions
of each television employee. While many “privileges” are
permitted now, the application of union rulings to tele
personnel is a atter that is subject to change. At present
there is the Lea Bill which seems aimed at Petrillo over-
loading of personnel on broadcasting stations. If it passes
Congress there will be no standby musicians or other non-
participating personnel.

Equipment Design

Type of equipment will influence the amount of per-
sonnel in the technical departments. Control equipment
design is now being studied by manufacturers with the
object of placing the controls in the hands of the fewest
possible technicians. This trend toward simplification,
besides cutting down the station payroll, is aimed at
easier production and less chance of error in the “on the
air” show. Something to watch for along these lines, is
one manufacturer’s claim that in small slations, the elimi-
nation of the cameraman is possible if the scope of the
presentation is small enough to permit pickup with no
change of focus and without camera angling. However,
few things are duller than a presentation limited to one
fixed camera position. The desirable mobility of the
mediumn is lost with this kind of false economy.

Technical personnel is directly related to the equipment
which must be handled. However. it is in the program-
ming end of operations that the widest variance occurs
and where the personnel required is directly related to
the station’s programming aims and schedules. The per-
centage of live studio productions and the type of pro-
gramming planned are determining factors, for obviously
simpler presentations like audience participation and quiz
shows, require less production supervision than more
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elaborate presentations requiring many scenes, even if
such programs are planned for onlv one or two hours a
week.

CBS in a statement before the FCC last October, stated
that they required a full time stafl of 80 people to pro-
duce only four hours of good and original programming
per week. In a recent article, Edward Sobol. producer at
WNBT, stated “A television production at NBC involves
the following personnel. Five men in the control room.
including a man on turntables, three camera operators,
three stage hands, two light operators, one “mike” boom
operalor, one sound man, one stage manager, one scenic
designer and one studio supervisor. That makes a total of
18 in direct touch with the television production.”

On the other hand, Sam Cuff, DuMont program mana-
ger. in his article on “Operating a Small Local Station”
(page 16}, listed a staff of 12 people to supply an ade-
quate 28-hour programming week, for the local station.

Washington Applications

Perhaps the most concrete analvsis of the personnel
needed to operate under the new regulations were the lists
and charts presented by the applicants for video stations
in Washington, D. C. While all figures vary, thev are di-
rectly related to definite programming plans and technical
equipment and as such may serve as a guide.

NBC, with its weekly schedule comprising 4 hours of
studio. 7 hours mobile, 5 hours film and 12 hours fed
from the net in New York showed a chart of employee
categories.

DuMont’s schedule called for 31 people to handle 19
hours live. 6! film, 6 remote and 215 relayed from New
York. DuMont also includes among its personnel the posi-
tion of Continuity Acceptance Supervisor whose duties
include script censorship, copyright clearance, and exami-
nation of the program plans so that there is not too much
similarity in music or dramalic theme on successive
hourly programs. The primary duty will be to function as
coordinator of outside activity in relations with the ad-
vertising agencies. Studio manager stales thal it is an
oflice peculiar to DuMont because so much of their pro-
gramming comes from the adverlising agencies.

Bamberger figures on a staff of 51 for their program-
ming, composed of 1214 hours studio, 3 hours film, 6
hours mobile pickups, and 6% hours from New York.
The program department includes: 1 director of program
operations, 2 production directors and 2 assistants, 2
writers, 1 news director and assistant. 1 special events
director and assistant, 1 program coordinator, 1 art di-
rector, 1 animation assistant, 1 costume and make-up
assistant, 1 scenic design assistant, 1 scene shifter, 1 sound
effects technician-record librarian, 1 motion picture cam-
erman, 1 assistant motion picture cameraman, 1 film
laboratory technician, 2 executive secretaries, 6 typists.

In the engineering departiment there are: 1 chief engi-
neer and assistant. 1 assistanl supervisor transmitter, 2

Television



Proposed Organization Chart For NBC Washington

Television Station
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WASHINGTON. D.C.
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.
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ORGANIZATION CHART
OF PROPOSED COMMERCIAL TELEVISION STATION
WASHINGTON, D.C.
ALLEN B.DUMONT LABORATORIES. INC.

STAGE HANDS

IN

transmitler engineers, 1 assistant supervisor studios, 4
video-cameramen, 6 video-control engineers, 2 light-con-
trol engineers, 3 audio-control engineers, 1 film-control
engineer, 1 assistant supervisor technical facilities. 2
maintenance engineers, | assistant supervisor field pickup,
1 executive secretary, 4 in clerical pool, 1 chauffeur.

One of the most complete lists of personnel was sub-
mitted by Philco in its application. Over 40 job classifica-
tions were listed, totaling a stafl of more than 190 people.
This total is based on an elaborate weekly schedule of
41 hours, which consists of 25 hours studio, 215 hours
film, 1315 hours mobile.

Philco’s personnel includes: 5 chief techuicians, 20
video operators. 10 sound operators, 8 mike hoom opera-
tors, 17 cameramen, 14 assistant cameramen. 3 projec-
tionists, 6 electricians, 0 electrician’s helpers, 3 transmitter
operators, 3 assistant transmitler operators, 3 remote re-
ceiver operators, 3 studio relay transmitter operators, 4
remole relay transmitter operators, 3 truck drivers, 4 re-
mole equipment installation men. These employees make
up the engineering department.

In the program department there are: 1 art director,
1 assistant art director, 1 secretary to art director, 1 music
director, assistant and secretary, 4 program writers and
2 secretaries, 12 program producers and 12 secretaries
and script readers, 11 stage managers or assistant pro-
ducers, 8 studio hands. 4 prop men, 3 announcers (male),
3 announcers (female), 1 motion picture cameraman and
assistant, 1 film editor, 1 staff photographer, 3 reception-
ists-telephone operators, 3 receptionists. 3 guards.

Capital’s application estimated a staff of 40 to handle
21, hours studio, 334 hours film, 234 hours mebhile pick-
ups. Partlcularly interesting was their proposal to form
their own stock company of five actors.

8

Minimum Technical Set-Up

In analyzing these figures, we offer the following guide,
which with careful planning should carry a station
through the required 28-hour week.

An analysis of the technical equipment of a station will
reveal the type and number of personnel needed to service
this equipment. A well-rounded, adequate staff would
include

1 Chief Engineer

2 Supervisory Engineers
Master video control operators
Master audio control operators
Studio video control operators
Studio audio control operator
Studio cameramen
Mike Boom operators
Sound Technician
Lighting Engineer
Projectionist
Mobile cameraman

— e NS N — N

Same personnel can be used to operate the equipment
needed for mobile pick-ups and film offerings. In addi-
tion, some stations will probably require a turntable
operator to dub in sound effects and musical background.

Programming Department

As stated previously, the scope and type of program-
ming that stations plan will have very decided eflects on
personnel requirements. If the station plans to concen-
trate on films for the bulk of their fare, the programming
staff can be cut to the bone. Other stations will depend,
to a large degree, on such outside sources as advertising
agencies and television production units to provide them

Television



with video entertainnent. But most of the applicants are
counting on their staff for the hulk of their program-
ming output.

A well-equipped programming department naturally
must be headed by a program director, capable of form-
ing a diversified stafl and with a knowledge of outside
sources of program possibilities. Above all else he must
be a showman and must have a completely rounded expe-
rience in the entertainment field. The full responsibility
for program policy, which will be reflected in audience
reaction to the station, is dependent upon his know-how.

Outside Pick-Ups

Where outside pick-ups are planned, whether by mobile
equipment or the station’s own motion picture camera
crew. a field program director is needed to coordinate this
part of the schedule, and to survev all possible coniacts
and agencies whose cooperation is needed for well-rounded
coverage of special events, sports pick-ups, etc. Even in
this type of coverage, which can’t be rehearsed, the direc-
tor of the department must be thoroughly familiar with
the sport so as to plan camera positions. technical set-
ups, etc. In televising special events, as much hefore-hand
knowledge as possible should be secured. Television is
more than showing things as they happen. Plans must
be made to catch the right things as thev are happening.

Film Editor

As films will be included in almost every programming
schedule, a film editor will he necessary to make the selec-
tion of film material. This job requires a great deai of
experience as a good part of the time will be spent out
in the field contacting sources and viewing films for selec-
tion. In addition. film sequences will often be integrated
with live productions to give them greater authenticity.
This will require the building of a well-rounded film
library for quick reference when such cut-ins are needed.
Still another task, and a difficult one, requiring much ex-
perience, is the editing of films taken by the station’s
own camera crew. This must be skillfully done (and in
the least possible time), if the resultant film is to he a
smooth, interest-holding show.

Producer-Director

Upon the producer or director depends the final video
translation of the show. Here again you need people with
a high degree of showmanship, plus a knowledge of tele-
vision techniques, and of the scope and limitations of the
camera. You need people aware of visual tricks, who can
get the most out of every camera shot and out of everv
scene. Good idea might be in specialization of types of
production — assigning one director to news and special
events. another to dramatic shows, another to music and
dance programs. Interchangeable with his duties could be
the responsibility for selecting musical backgrounds for
all programs.

The number required in this category is again closely
tied in with the programming aims of the individual sta-
tion and the type of show thev will present. With the
amount of rehearsal time necessary for a sniooth show,
economizing on this end of the programming schedule
will show up where it hurts most — on the home viewers’
screens.

All scripts, cxcept those written especially for televi-
sion, require adaptation to the medium. Script writers
must know television techniques. nwst understand the
Jimitations ol the camera, the time required for costume
or make-up changes, the problems of settings, studio space
lLimitations, etc. It is their job to turn out a script that
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permits the continuous performance necessary to tele-
vision.

A studio director, responsible for stuge business, sched-
uling rehearsal facilities, stage settings and the other
prollems related to smooth, behind the scenes operation,
is also included in personnel lists. Here again the number
of assistants depends on the individual set-up of the
station.

A scenic designer is needed to plan the designs and
stage settings and to work with the producer in executing
the staging so as to tie in with the action of the script.
Dependent again upon the scope of programming would
be the number of assistants necessary to paint flats, etc.
At least one property man and a carpenter, plus two stage
hands would he required to set up and slore the sets.
As programming increases, animalors, costumers, make-
up artists will probably be added. A list of suggested per-
sonnel follows:

'xecutive program director
Studio director and assistant
Film editor

Field program director and assistant
Producers — Directors
Writer

Scenic designer

Property man

Carpenter

Stage hands

Announcer

That this end of the staff will grow is certain, for sta-
tions will develop their own additions as programming
scope increases.

Business Department

Needless to say, the success (other than artistic) of a
station will depend on its ability to return a profit.
Though the programming and technical departments can
contribute by skillful and economical operation it is up
to the business department to bring in the revenue. Head-
ing this very important task is the Sales Manager whose
function is to sell his station’s time. It is his job ‘to see
to it that those who control the advertising dollar (adver-
tising agencies, company executives, etc.) are made aware
of the value of the medium he has to sell. When the day
of large television audiences is here, he will be fortified
with details as to his coverage, etc. which means he will
need the assistance of research, publicity and press per-
sonnel.

The business set-up in lelevision differs little from
other fields. A station manager is needed to handle the
details of operation, and must hit a course hetween the
artistic needs of the medium and the cold dollars and
cents involved. Salesimen, accountants, typists. secretaries,
guards, chauffeurs, ushers or office boys, are all necessary
to the paper work of any station.

Common Sense

It’s just plain common sense that the better staffed a
station is, with personnel qualified for the jobs they hold,
the more popular their call letters will become. The ulti-
mate success of a station will rest with the audience
and the audience judges its standards solely by the shows
which they will see on their television screen.

Prospective television operators must realize that pro-
gramming is show business — visual show business. In
mos! cases. personnel will have to be drawn from the
theatre and Hollvwood. The technical operations must be
in the hands of capable engineers, and the business end
handled by good administrators. All three are mutually
dependent upon the performance of each other.



TELEVISION OUTLOOK IN DETROIT

Ninth in a series of articles on video applicants in major cities. Due to

recent withdrawals, Detroit only has four bidders for its five channels.

By GILBERT WINFIELD

“IHE ARSENAL OF DEMOCRACY” during the war,

and America’s fastest growing city, Detroit has a
population of over two million. Six local organizations,
with an eye to that large number of consumers, applied
for the five channels which the FCC has allocated. Now,
however, with the hearings set to decide the final winners,
International Detrola Corporation and WJR, The Good-
will Station. withdrew their applications. This leaves hut
four applications for the five channels — and the FCC is
spared the headache of making a decision.

Interestingly enough, all four of the applicants in De-
troit are local interests, though some do have ties with
other organizations. The Evening News Association; the
King-Trendle Broadcasting Corporation, the Jam Handy
Organization; United Detroit Theatres are all located in
Detroit.

The Evening News Association
Address—615 West Lafayetie Boulevard, Detroit, Mich.

Estimated Costs

1. Vis. transmitter $22.000

2. Aural transmitter plus tubes 13,750

3. Antenna System 10.000

4. Studio Equipment 8.800

5. Studio Lighting

6. F & M Monitors 3.500

7. Land

8. Building

9. Other installation 5,000
Estimated Total Costs $63,050

Equipment—General Electric (except antenna system)
Financing—existing capiltal

Cost estimate by—G.E. estimates

Channel—#1

Kilocvcles—50,000-56,000

ESR-—2480

Antenna

Height, sea level—1235 [eet

Height, ground level—631 feet
Location—90 foot mast on Penobscot Building, Detroit
Power, aural and visual—aural—2 kw.: visual 4 kw.
Population—3,755,920
Location of Studio—Penobscot Building
Engineering Consultant—Ring and Clark. Washington

Misc.—Operates WWJ. AM, and WENA, FM, in Detroit.
Publishes Detroit Dailv News.
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The Jam Handy Organization

Address—2821 East Grand Building, Detroit, Michigan
Oflicers—Jamison Handy, President

Estimated Costs

1. Vis. transmitter $25,000
2. Aural transmitter plus tubes 15,000
3. Antenna System (included in items 1 and 2)
4. Studio Equipment 50,000
5. Studio Lighting 10,000
6. F & M Monitor (included in items 1 and 2)
7. Land
8. Building
9. Other item
Field Equipment 35,000
Estimated Total Costs $135,000

Operation Costs per month—$12,500 (monthlv revenue is
estimated at $15,000)

Financing—$100,000 existing capital

Cost estimate by—applicant, based on RCA estimates

Equipment—RCA

Channel—#1

Kilocycles—50,000-56,000

ESR-—-1940

Hrs. per wk. of operation—4

2 hours studio production)
Breakdown—no outside pick-up )
2 hours film

Transmitter location—1249 Washington Boulevard.

Detroit, Michigan
Power, aural and visual—aural—3 kw.: visual—4 kw.
Population—2.215,400

Size of area—yprimary, 318 square miles; secondarv, 1670
square miles

Engineering Consultant—Applicant’s engineers

Misc.—Applicant is engaged in meotion picture film,
camera and projection equipment—operation and
rating of theatres.

King-Trendle Broadcasting Corporation

Address—1700 Stroh Building, Detroit, Michigan
Officers—George W. Trendle, President
Equipment—RCA

Channel—#2

Kilocycles—60,000-66,000

ESR-—1548

Antenna
Height. sea level 1029 feet
Height. ground level—409 feet

Television



Location—present standard band WXYZ lattice tower
Transmitter location—15500 Jov Road, Detroit. Michigan
Power, aural and visual-—aural 3 kw.; visual—4 k.
Population— 2,272,433
Size of area—483 square miles

miles—secondary
Location of Studio—8415 Easl Jefferson Avenue, Detroit
Lawyers—Segal, Smith and Hennessey, Washington
United Detroit Theatres Corporation
Address—1600 Stroh Building, Detroit. Michigan
Officers—L. J. Hudson, President
Ownership—controlling stock (74.357) owned by Para-

mount Pictures—remaining 25.65% owned by Bala-

ban & Katz (Paramount Pictures subsidiary
Estimated Costs

primarv; 1920 square

1. Vis. transmitler $30,000

2. Aural transmitter plus tubes 20.000

3. Antenna System 15.000

4. Studio Equipment 60.000

5. Studio Lighting 5.000

6. F & M Monilors 1,200

7. Land

8. Building

9. Other item

Engineering fees and
construction 50.000

Estimated Total Costs $181.200

Operation Costs per month-—$10,000
Financing—existing capital

Cost estimate bv—DuMont Lahoratories
Equipment—DuMont

Chaunel—#4
Kilocvcles
ESR—800
Hrs. per wk. of operation—16

8,000-34.000

Breakdown-—outside pick-up 28 hours)
studio production—60 hours) monthly
film 8 hours)

Antenna

Height, sea level 872 feet

Height, ground level—270 feet

Location—12 storv brick and steel office and theatre
building

Transmitler location—2111 Woodward Avenue. Detroit,
Michigan

Power. aural and visual—aural—2 kw.: visual—4 kw.

Location of Studio—2111 Woodward Avenue, Detroit

Misc.—Balaban & Katz and Television ’roductions. Inc.
(also a Paramount subsidiary) operate WOXBX,
WBKB and W6AYZ. Los Angeles. WIXBK and
WBKB. Chicago.

Black lines indicate both the primary and secondary coverage in the Detroit area which can be given by a
25 kw station, assuming that the antenna is 500 feet high and located in the center of the business distriet.
Dotted lines indicate the trading area. Contour map, courtesty of Allen B. DuMont Laboratories, lne.
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Bamberger
Washington
Presentation

Here is how one applicant presented his plans and
qualifications for a siation before the Commission.

Al\ informative guide to aspirants for television stations

is this digest of the Bamberger testimony presented
before the FCC in the recent hearings to choose the Wash-
ington, D. C. stations.

Bamberger’s testimony was contained in 112 pages
bound and indexed. It was divided in these seventeen
sections:

Index
Section Deseription

. R. lI. Macy and Company, Inc, and Subsidiary Com-

panies Consolidated Balance Sheet.

Il.  Bamberger Broadcasting Service, Inc. Combined Balance
Sheet.
HI Radio Stations Owned and Operated by the Applicant.
IV. Organization Chart for Television Operations.
V. Operating Expenses.
VI. Cost of Equipment, Construction and Iustallation.
Vii. Transmitting Station and Tower, Architeets’ Plans, Sketches.
VI, Engineering Department Technical Equipment Chart.
IX. Engineering Department Organization Chart.
X. Technical Personnel, Engineering
XI.  Qualifications of Technical Personnel.
XIl.  Program Department Organization Chart.
XHI. Chart — Classified Program Breakdown of Weekly 28-hour
Schedule.
XIV. Program Schedule. Monday through Saturday.
AV. Television Programs Presented 10 Metropolitan New York
and Schenectady Audiences.
XVL.  Television Zoning Publicity.
AVIL Technical Data, Map Showing Coverage and Population.

To prove their financial strength, complete balance
sheets for both R. H. Macy, the parent company, and its
subsidiaries, and the Bamberger Broadcasting Company
were presented. The consolidated halance sheet of R. H.
Macy and its subsidiaries, as of July 28th, 1945, revealed
a total stock and surplus worth $62,348,200. The com-
bined balance sheet of Bamberger showed a total capital
and surplus on December 29th, 1945 of $1,184.573.

Operating Expenses
Interesting was Bamberger’s estimated annual operating
expense of $547.308 based on a 28-hour programming
week. The estimate was divided into the following six
categories:
Operating Expense — Summary

First Year of Operation
(28 Hours of Programming per Week)

Item 1 — Selling $ 6.500
2 Publicity 3.500
3 -— Promotional Advertising 3.000
4 — Technical Department 174.320
5 — Program Department 312.860
6 — Administration 17.128
Total $£5147,308
liem 1
Selling Expense
Salar _$6,50£)_
Total 20,500
Ttem 2
Publicity Expense
Salary (Clerical) $2,000
Overhead
Program Printing 1,500

Total Publicity $3,500

12

Item 3
Promotional Advertising Expense

Promotional Advertising $3,000
Total Advertising $3,000
liem 4
Technical Expense
Salaries (See Engineering Organization Chart) —
\sst. Chief Engineer, 1 $ 8,000
\sst. Supervisor — Transmitter, 1 6.700
\sst. Supervisor — Studios, 1 6,700
Asst. Supervisor — Technical Facilities,
1 ; 6,700
Asst. Supervisor — Field Department.. 6,700
Transmitter Engineers, 2 at 4,100 _ 8,200
\ideo Control Engineers, 6 at 4,100 24,600
Video Camera Men, 4 at 4,100 16,400
Light Control Engineers, 2 at 3,000. 6,000
Audio Control Engineers, 3 at 4,100.__ 12,300
Film Control Engineer, 1 - 4,100
Maintenance Engineer, 2 at 4,100 8,200
Chauffeur, 1 3,000
Secretary, 1 1,820
Clerical, 4 at 1,600 6,400
Total Salaries $125,820
Overhead —
Light, Heat and Power.._.. . e & 9,000
Vacuum Tubes 3,500
Engineering Supplies > 3,000
Professional Services 1,000
Repairs and Maintenance. ... ... 2,000
Transmission Lines* 30,000
Total Overhead % 48,500
Total Technical Expense $174,320

ltem 5
Program Department Expense

Salaries (See Program Department Organization Chart)

Director of Programs. $
Production Director, 2 at 3,900...... 7,800
News Director 3,900
Special Features Director 3,900
Asst. to News Director 1,820
Asst. to Special Features Director . _ 1,820
Asst. to Production Directors, 2 at 1,820 3.640
Writer, 2 at 2,600. ... 5,200
Program Coordinator 5.000
Art Director % 3,900
Sound Effects Technician. 2,600
Motion Picture Cameraman. - 3.900
Asst. Motion Picture Cameraman 2,600
Film Laboratory Technician 2,600
Scenic Design Assistant._. 2,600
Scene Shifter 1,820
Costume and Make-up Asssistant 2.600
Animatton Assistant . 1.820
Ex. Secretaries, 2 at 1,820. = 3.640
Clerical, Typists, etec., 6 at 1,300 7.800

Total Salaries $ 76.460

Program Cost

(Hours per week — 28

Weekly Cost $4,200) $218.400

Total Program Cost $218,400

Estimated yearly cost of the New York, N. Y. to Washington,
D. C. coaxial transmission line, $60,000. This cost to be shared equally
by both stations.

Television



Rovalties —

Special Features 15,000
Music ... 3,000
$ 18,000

Total Program Department Expense

$312,860

ltem 6

Administration and General Expense
Salaries —

Manager $ 7,500
Clerical . 2.400
Total Salaries $ 9,900
Overhead —
Oflice Supplies $ 2.000
FOAB and Emp. [ns. 4% of Salaries. 8828
Carfare and Travel 5.200
Entertainment 2.600
Insurance 600
Taxes 18.000

Total Overhead
Admiuistration Total

$ 37,228
$ 47,128
Personnel

A comprehensive analysis of all personnel needed for
the operation was included in the organizational charts
reproduced here.
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Organization Chart for Television Qperations

To back up their claims of a competent technical staff,
forty-six pages of detailed qualifications and the part ex-
perience of twenty-six of their engineers was presented.

Engineering Department Organization
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Program Department Organization

Cost of Equipment, Construction and Installation

A total of $503.400 was given as the cost for equip-
ment and ils construction and installation. Breakdown of
these costs was shown as follows:

ltem 1
Land : Transmitting Plant — Cost

Acquiring Land (including legal fees,
architects’ surveys, and engineer-

ing surveys) 8 65,000
Total Land £ 65,000
Building : $ 50,000
Total Building $ 50.000
Technieal Equipment:
Video Transmitter $ 61.500
Aural Transmitter 28.000
Antenna System 15.000
Frequency and Modulation Monitors 5,400
Total Technieal Equipment $109.900
Installation of Equipment $ 13,500
Total Installation $ 13.500
TOTAIL COST $238.100
ftem 2
Studios and Offices — Cost
Construction:
Studios (2 Studios) $ 60.000
Ofhces 20.000
Total Construetion % 80,000
Equipment:
Studio Technical Equipment including
cameras, microphones, film scan-
ners, video and audio consoles,
maintenance equipment, etc £ 85,000
Siudio Lighting .. . 20.000
Office Furniture and Fixtures 20,000
Total Equipment $125,000
TOTAL COST £205.000

Item 3
Field Equipment — Cost
Field Equipment — § 60,000

Total Field Equipment $ 60.000
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Engineering Department Technical Equipment

Programming plans were outlined in ten pages and
included a breakdown chart of a weekly 28 hour schedule
and descriptions of each program throughout the week.

T G e e
[\a| PROGRAM CLASSIFICATION | snops | Greack |  TWE | [0 OF
[ | QFFICIAL WEATHER REPORTS | 7 5 | Bww | 2.07 |
2 EDUCATIONAL 6 I5wm | | us 30un  5.36
3 | SHOPPING SERVICE 6 1Smn | 1w 30w 5.36 |
4 HOME ECONOMICS 6 16 win | ) un 30min 5.3
|'s | coMmMuNITY SERVICE | g 2': :::' : = f:::: 9.83
| 6 NEwS £ 15T | 3 wasdSwuin | 15.40
| I 30min | o o -
7 | SPORTS 3 25w | | walSwm | 4,47
8 SELF EDUCATIONAL | 6 ;om.{ 3 s 10.71
9 | EDUCATIONAL FILMS 6 | 30um | B o
10 CHILDRENS SHOWS | | 45 un 45un | 2.68
ENTERTAINMENT [ 7 zlu..f[
I G Siows L SRamA 12 30um | 7ws25um  26.48
MUSICAL VARIETY -cOmeDy | | RICL) - - p— |
12| RELIGIOUS SERVICES | 1 | fwr o7y 357 |
- TOTALS | 79 | 28 uas 100.00% |
I

ADDIT} P ING

MAKING TELEVISION SERVICE AVAILABLE OVER AND ABOVE THE
RECULAR SCHEDULE AS EVENTS OF PUBLIC INTEREST OCCUR

FROM WASHINGTON FROM NEW YORK

i3 GOVERNMENTAL FEATURES 16 ORAMATIC PRODUCTIONS
EVENTS OF NATIONAL SICNIFICANCE SUCH AS: MAKING AVAILABLE THE OUT-
A-PRESIDENTIAL INAUGURATIONS AND SPEECHES. STANDING TALENT FACILITIES
8- CONGRESSIONAL HEARINGS. OF NEW YORK TO WASHINGTON. |
C- GOVERNMENTAL MEETINGS
D- ADMINISTERING OATH OF OFFICE TO HIGH OFFICIALS. 7 Bmiﬁ":l}:i’:;ﬁ’&fg"
(1O BE PRESENTED TO N Y AUDIENCES ALSO) ST OLTSTANGEICN Py s aGe

14 SPECIAL FEATURES A - INTERSECTIONAL SPORTS CONTESTS
A-TELEVISING OF PACEANTS AND FESTIVALS B - CELEBRITY ARRIVALS.
B-DIPLOMATIC RECEPTIONS. € - PUBLIC DEMONSTRATIONS,

C- COMMEMORATIVE EVENTS.
{TO BE PRESENTED TO N.Y AUDIENCES ALSO)
15 EDUCATIONAL FEATURES

FACILITIES WILL BE MADE AVAILABLE TO EDUCATIONAL
ORCANIZATIONS FOR SCHOOL AND HOME PRESENTATIONS pofer

D - PARADES AND CONVENTIONS

Classified Breakdown of Weckly 28-Hour Schedule

Here’s what Bamberger proposes for a typical Monday to
Saturday schedule:

Daytime Program Schedule

11:00-11:15 A.M,
Home
Economics

IFOOD FACTS — A real “what-to-buy,’
“how-to-cook-it” “Tele-Menu” for today.
Food economics, dietetics and cooking
school all rolled into one as a public serv-
ice to Washington’s housekeepers. (Tele-
tested)

11:15-11:30 A.M.
Shopping
Service

LET'S GO SHOPPING - Milady Washing-
ton in the comfortahle surroundings of her
own home, can browse through specially
selected items daily. Brief demonstrations
will be given together with full infornation
on prices, delivery, and ordering instruc-
tions. Here, truly, Washington’s liome-
makers will often get a more complete and
detailed analysis of an item than they
would at a crowded store counter. Best of
all. if you see something vou want — just
telephone. Our trained shoppers will place
vour order.

11:30-12:00 Noon
Self Edueational

12:00-12:30 P.M.
Educational Film

12:30 - 12:45 P.M.

Educational

12:45 - 1:00 P.M.
News

THE WASIHNGTON WOMAN’S WORLD

A daily fashion show—how to dress,
how 10 care for Junior, how to sew, knit
crochet, serve tea. play bridge, entertain,
decorate your home, and other useful sub-

jects, together with personality interviews.
(Teletested)

FILM FACTS — Official travel film from
embassies, educational and documentary
films from the Department of Agriculture.
the U. S. Ofhce of Education. etc. (Tele-
tested)

LET'S VISIT — A Cook’s tour of Washing-
ton — for Washingtonians. Yes, “Let’s
Visit”” every place and everyone of interest
from the Mint 10 the White House. from
Government to Foreign Embassy Officials.
Sure you live in Washington, but chances
are vou'll see places and faces yon've never
seen hefore through the ever-roving eve of
our “Let’s Visit” television cameras.

NEWS AND THE MEN WHO MAKE 1T
Actual 1elecasts of Washington news of
a broad and inclusive nature in which there
will be such pertinent and entertaining fea-
tures as oflicialdom in action, combined
with animated maps and commentary. plus
still and motion pictures featuring news of
national and international interest,

Nighttime Program Schedule

7:30- 7:45 P.M.

News

7:45 - 8:00 P.M.
Community
Service
8:00-8:30 P.M.
Entertainment

8:30-9:00 P.M.

Entertainment

WASHINGTON TELEGROUND — News
“round-the-nation” and “round-the-world.”
still and motion pictures, animated maps
and pictographs combined with occasional
live on-the-spot inserts concerning. local
Washington aflairs, accompanied by ac-
credited commentary — sports included.

IT°S UP TO YOUTI{ — Pro and con views
of Washingion Iligh School and College
students on problems of the day.

FEATURE LIVE DRAMATI
TIONS such as:
Brownstone Theatre
vesterday. (Teletested)
The Sealed Book — Astounding tales of the
weird amd supernatural. (Teletested)
Special Investigator — Modern mysteries
with a message and fast-paced action solu-
tion,

Famous One-Act Plays — The best the
theatre has to offer in comedy. love. adven-
ture, and melodrama. (Teletested)

Just Five Lines —The story behind the
story that is buried in “Just Five Lines” of

PRODUC-

The famous plays of

type.

Leave It To Mike — Farce, comedy, drama
the misadventures of Mike McNally.
These and other fine live dramatic produc-
tions will originate from our New York

studios,

FEATURE LIVE VARIETY PROGRAMS
such as:

The Berter Half — A quiz to answer that
eternal question — “Which is the Better
Half —the husband or the wife.” (Tele-
tested)

Deadline Dramas — Out of the mailbag
comes a situation to he brought to a con-
clusion by an extemporaneous dramatiza-
tion by our cast who are permitted one
minute to prepare a complete story.

Dress Relearsal — Behind the scenes in an
actual rehearsal of a forthcoming produc-
tion,

Twenty CQuestions— The old childhood
game of “Animal, Vegetahle or Mineral”
in modern dress, hoard of experts and all.
Stairway to the Stars — Amateurs gel a
chance to act a part with their favorite
stars of stage, screen and radio. Winners

Television



9:00-9:45 P.M.

(or later)
Community
Service

Contour map showing coverage which will be given by the Bamberger station in

receive professional television engagements.
Opinion Requested — A forum type of
show in which the public asks a question
on a problem of the day and the experts
answer to the accompaniment of some
heckling by the audience who have the
right to disagree.

These and other live variety programs will
originate from our New York studios,

WASHINGTON BY NIGHT — The public
kuows only by report the many important
and interesting events that are available 1o
Washingtonians every evening. This pro-
gram will serve the public by bringing such
happenings into their homes. The variety
is great. Many types of sports events, in-
cluding basketball, hockey, boxing, wres-
tling, and bowling, to name a few, may be
telecast. Important meetings may be trans-
lated into the home. Social functions, botlt
official and unofticial, will help to round out
the multi-colored picture of the Capitol’s
nights. This series will be timely, instruc-
tive, entertaining, and often of genuine
cervice 1o people in their daily lives.

OFFICIAL WEATHER REPOORT — Use-
ful meteorological information, presented
with animated charts, making up a pro-
duction that is not only of immediate serv
ice to every listener but also educational
and entertaining.

9:25-9:30 P.M.
Oflicial Weather
Report

Bamberger then gave a list and description of all pro-
grams that they produced over WRGB (GE) and WABD
(DuMont). And to make sure that the Commission knew
of all their efforts to secure permission from the zoning
hoard to erect a television transmitter and tower, Bam-
berger included reprints of newspaper stories describing
the zoning hearings.

Finally they presented a series of maps and graphs
prepared by George C. Davis, consulting radio engineer,
showing the computed contours for their proposed station.
Planned coverage showed that with the 5000 microvolts;
teter contour, an area of 975 square miles and a popula-
tion of 907,776 would be served: with 500 microvolt
meter contour, this is increased to 4.350 square miles and
a population of 1,145.079.

Washington.
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Operating a Small Local Station

Information on providing a desirable programming service, while keeping
overhead costs, personnel and equipment requirements down to a minimum.

By SAMUEL H. CUFF
Station Manager, WABD

LTHOUGH there have been no applications filed yel

for a community television station, from the long
range point of view there probably will be many such
slations, with programming content keyed to attract spe-
cialized groups.

However the majority of tele stations who start operat-
ing within the next few years will find themselves in much
the same position as the later community stations will.
Under the present F'CC rulings, a community slation is
defined as a local operation under controlled power
and/or antenna height, limited in coverage so that it does
not conflict with similar community stations in nearbv
areas. Its function is to serve a clearly defined community.

In these pre-network days, with only Washington to
New York to Schenectady linked up, the so-called metro-
politan stations are limited to the same function.

Thus many of the problems which will apply strictly to
community stations in the future are now common to all
stations.

Planned Programming

Under the current FCC rulings, tele stations will have
lo operate a minimum of 28 hours a week, at least two
hours each day, in order to maintain their franchise. As a
business investment and a service, programming for such
a station must be carefully and thoroughly planned so
that it:

1. Performs a valid and desirable service in its com-
munity.

2. Has rehearsal and broadcasting time scheduled to
fit practical conditions under which the facilities of the
station may be operated and the requirements of pro-
graniming met.

3. Holds its audience against competition of other tele-
vision stations and other types of entertainment available
to the home.

4. Gives advertisers generous returns from their in-
vestments.

The circumstances under which the small metropolitan
or community slation is operated will largely determine
the nature of its programs. If the broadcaster is in a large
city compeling with large metropolitan stations, for ex.
ample, then his greatest advantage would probably come
from throwing strictly community interest material
against the general programming offerings of the larger
rivals.

Local news of all sorts should be brought to the audi-
ence through this station’s facilities. Educational sub-
jects would be a fairly substantial portion of the station’s
fare because of the great community good will that such
program matter has when prepared in an engrossing, and
entertaining manner. Films, too. will necessarily be used
here to equalize the strength of this station in holding
audiences despite the opposition of larger stations serving
the area. A movie using the more prominent names in the
entertainment world will be stronger than run-of-the-mine
local talent in backing the more elaborate and expensive
programs most likely to be served up by the larger local
stations.
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If, on the other hand, the broadcaster has no competi-
tion from other stations, his planning must be consider-
ably altered. 1t must be altered to the extent that he
assumes the responsibility of offering audiences a more
complete television service, with national coverage as well
as local. It may be modified because he is released from
the expensive need of competing with “name” material
to woo his audience. This station also has the job of
bringing local events and personalities of importance into
the television homes of its region. It serves substantially
as a marketing instrument of local merchants, but it also
supplies national advertising material, to audiences. It is
a lively form for audience participation shows and its
film programs may be selected to fit the particular mar-
ket’s taste with comparative disregard for other factors
the rival-beset station must consider.

Hypotheticai Schedule

I have asked Louis A. Sposa, Program Manager of
WABD, to present a hypothetical day’s schedule of a small
station with a single studio broadcasting for four hours.
Factors that he considered in this schedule are the desira-
hility of accomplishing the necessary rehearsals and
broadcasts within an eight-hour working dav and the
allowance of time for changing sets. For this, he chose
two programs requiring rehearsals, two that are more
spontaneous in presentation, say an interview with celeb-
rities and an audience participation program, and a num-
ber of film shows.

12 noon to 3 p.m. Rehearsal for program No.1

3 to 4 p.m. Sirike set for No. 1, set up
for No. 2

4 to 7 pn. Rehearsal for program No 2

7 to 7:30 p.m Broadcast of program No. 2

7:30  to 8:30 p.n. Strike set for No. 2, set up
for No. 1 while feature
film is being shown

8:30 10 9 p.m. Broadcast of program No. 1

9 to 9:30 p.m Set up for No. 3 (audience

participation) while film
short is being shown
9:30  to 10 p.m. Broadcast of program No. 3
10 to 10:30 pm.  Set up for No. 4 (inter-
views) while film short
is being shown
10:30  to 11 p.m. Broadcast of program No. 4
The reason for putting the two programs requiring
rehearsal ahead of the two that do not is that chances
are these are the more elahorate of the programs offered
that evening and they are presented at the time of the
largest and most profitable audience. Also they are the
ones most likely to require the most involved settings
and this system pernits the installation of such sets with
a minimum of time lag.

Cost Factors

Operating costs and revenue to be derived from the
television station cannot be set down in anv dogmatic
{continued on page 18)
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DRAMA’S PLACE IN TELEVISION

By HARVEY MARLOWE
American Broadcasting Company

ONE-ACT plays will certainly now attain a new-found
nnportance and final recognition in the television
medium. Until lately, this type of play was almost solely
confined to the amateur stage. although a few sporadic
attempts have been made to liring an evening of it to
Broadwav. The public has made litile or no effort to pro-
tnote their showing for the stigma of amateur presentation
has too loug been associated with them.

One of radio’s great contributions was to legin to indi-
cate the value and importance of the half-hour dramatic
vehicle. It was left to such writers as Corwin, Obler and
others to really make the transition from stage to radio
in a truly individual style. It was men like Corwin and
Obler who first realized that it wasn’t sufficient merely to
transpose a play from stage to radio, but that there were
both advantages and disadvantages in this new medium.
1t was only after such men had begun to write specifically
for this new art that the radio thirty-minute play came
into its own.

All of this indicates one thing . . . that the sooner we
realize this, and begin to write for television as a com-
pletely new art medium with a full understanding of its
limitations and advantages today, only then will we he
materially aiding the pioneering of television programs.

A number of adaptations of three-act plays have already
been presented on television . . . some successfully and
others that left much to be desired.

Certainly television should not be limited to half-hour
dramatizations and there is no doubt that there
will be a great demand for adaptations of successful
Broadway shows.

It is a lazy way out, presenting an already successful
production in another guise. Even in an excellent adapta-
tion the producer limits himself to a vehicle that was
never originally intended for television. Surely, the vast,
and as vet so litile explored, potentialities of television
should be stimulating enough and worthv enough of a
completely fresh start.

While television offers many advantages lo a producer,
it also presents a great many disadvantages to the tele-
viewer, whose habits have been largely attuned to radio
which permitted a certain amount of movement around
the house and a minimum of concentration . . . televi-
sion demands a much closer attention. A three-act drama
mayv be placing too much of a strain on the attention and
concentration of the television audience.

One-Act Plays

However, it is the one-act drama with which I am pri-
marily concerned, not adaptations . . . and the serious
exploitation of this, as yet, embryonic art.

One-act plays have long been the core of many of the
three-act plays produced on Broadway. A one-act play is
like a Readers’ Digest condensation of a long and thunly
drawn-out article. There is no room for irrelevancies.
The time limitations make for a directness and concise-
ness which, unfortunately, is sometimes lacking in a
longer work. However, in a one-act drama, all the force
and power of a playwright’s imagination can be impacted
into the thirty minutes of plaving time.

Although each mediu:n . stage . . . screen
radio . . . and television . . . have certain limitations to
contend with, each in turn has advantages over the other.
There must be an exploitation of the advantages of tele-
vision if that medium is to realize its potentialities.

How does the new theatrical babyv stand in comparison
to the granddaddy of the theatrical arts . . . the legiti-
mate stage? The Broadway slage seems at the present
time. to be almost totally lacking in ingenuity and inven-
tion. It is bound with a conunercialism which deals only
with. the known formula for success . . . whereas televi-
sion is growing with the youthful vigor of experiment.

Technically, the newer medium has answered for itself
some of the stage’s oldest problems. [n the legitimate
theatre, the matter of changing sets has usually caused
some delay; breaking up the continuity of the story, as
well as the suspense and the interest, hy projecting its
audience back into reality as the lights go up for inter-
mission. A few moments of intermission is long enough
to give an audience its chance to think along logical lines
once more, and a play which should have been judged
as a whole, is examined piecemeal and usually found
wanting.

Continuous Action

In television, this break-up is avoided. Even in the
smallest of studios, six or more sets can usually be rigged
up. Instead of having a curtain drop in front of a play’s
action. or calling an intermission for a few minutes, the
camera simply pans from one set to another, thus insur-
ing continuous action. and no interruption to any sus-
pense that mayv have been huilt up.

One of the major cost factors in hoth movies and the
theatre hias heen the elaborate and pretentious sets. This

Harvey Marlowe (in white shirt) is shown at the controls in the WABD
studio. Paul Mowery, television director of ABC. is standing al the right.




has been necessary due to the all-encompassing eye of the
movie camera and the wide expanse of stage from pros-
cenium to proscenium which must be furnished in detail.
However, in television, the small size of the screen has
demanded for successful production, the use of at least
eighty per cent of close-ups, thus immediately cutting
down the need for huge sets that the movies and theatre
have emploved.

Radio vs. Television

How does radio stack up against television? Television
will merely supplement radio, never completely supplant
it ... television has its own advantages, but it can also
borrow most successfully from radio. Radio, heing such
a highly imaginative art. the power of suggestion has
frequently been used to startling effect on its audience.
The comparative elements here are sound plus sight.
Radio has at times, made extremely eflective use of sound

and the imaginative pictures that a voice can conjure up
in the mind of the listener. Sound effects have been used
to create astonishing illusions. Radio has heen so com-
pletely chained to sound, however, that its engineers have
never allowed more than a few seconds of silence on the
air. On the other hand, television will utilize silence to
build and greatlly enhance moments of suspense and
effect.

The screen and television seem to he the most closely
related of all the theatre mediums. Present indications
point to their furnishing each other with material. Their
basic difference seems to lie in the problems of distribu-
tion, in cost and in time. From the technical limitations
of television, it would seem that the one-act plav is best
adapted to its medium, while the longer work belongs to
the screen. Is it not conceivable that in time, the movies
mav find in the shorter television drama a source of mate-
rial and a proving ground for its own longer productions?

Operating d Sma” Local Station {continued from poge 16)

manner. Payrolls, power costs and suslaining program
costs are different with almost every station. The various
stations will need or desire facilities of varying scope.
As remote pick-up equipment and networks become in-
creasingly popular, new factors will affect the validity
of any figures chosen at this point. Therefore, the follow-
ing cost and revenue estimates must necessarily be con-
sidered little more than a general idea of the economics
affecting the small metropolitan or community station.

Let’s first consider the equipment involved and their
approximate pre-war prices:

Two DuMont studio cameras with push
dollies and DuMont studio control desk..$ 23,000.00

DuMont master control hoard . 35.000.00
Studio lighting and audio equipment 10,000.00
35mm special film projector 6.000.00
16mm special film projector 2.000.00
DuMont fibm pick-up camera 3,000.00

DuMont transmitter 5 kw peak video and
equivalent peak audio 36,000.00

Suitable antennae with supporting tower
located on same building 7,500.00
Spares and test equipment . 13.000.00
Sub Total $£135,500.00

Apart from the technical equipment required, assum-
ing that the prospective broadcaster already has made
arrangements for the necessary land and building to
house operations, -there are certain very flexible equip-
ment and installation costs to be considered. Figures
on these will vary appreciably in different cities, but a
hypothetical set might run:

Installation of television broadcasting

equipment $10,000.00
Structural alterations, electrical wiring,

.studio soundproofing, etc. 15,000.00
Fireproofing of film projection room 1.500.00
Furniture, fixtures and decoration . 10.000.00

Sub Total $36,500.00

These two sub totals bring the total initial capital in-
vestment to $172.000.00.

These figures, we must stress heavily, represent a hvpo-
thetical operation, but they do serve as a starting point
for the prospective station operator’s thinking along
expense-and-revenue lines. Some may need more film
facilities. Some mav have suflicient local outdoor activity

18

to necessitate remote pick-up equipment. A second studio
might prove important in a fairly large citv. The figures
and equipment must be selected to fit the individual set
of circumstances.

Personnel Required

To operate on the schedule described previously, with
the equipment we described, would require a studio and
technical staft of about 12 persons. Studio personnel, in
some cases, could be used on mobile equipment if that
were added to the facilities, since remote and studio
programs would be aired at different times.

Revenue would come from two sources. The first is
rehearsal time, the rate per hour to be fixed on a ratio
with cost of operating the studios, paving the crews and
paving for capital invested in the studio.

The second charge is for air time. This is contingent
on circulation. It will not correspond with such charges
for radio and for printed media, however. Factors foreign
to these other media enter in when considering television,
and many of these concerning the older media apply to
television in a slightly revised form. Among such factors
are:

1. Number of listeners per set.

2. Average income of the audience available in the

communily.

3. “Pulling power” of the individual stations — the
audience developed by its sustaining programs,
local popularity and programs preceding and fol-
lowing the time sold.

4. Comparative effectiveness of television alongside
other media. Accepted figures of the past have had
it that television was 10 to 11 times as effective as
radio and newspapers in influencing public opinion.
It remains for more controlled and prolonged tests
to indicate whether these figures are optimistic or
conservative.

5. Type of audience — men, women. children — in
relation to products advertised.

Of course all of these factors won't he listed in the
rate cards, but they will help in determining for the
broadcaster just what the traffic will hear fairly.

Certainly there is no reason why the small metropolitan
or community station, with its comparatively modest in-
vestment and its close-to-the-operator audiences, should
not show a reasonable profit to the broadcaster.

Television



ONE MAN’S REFLECTIONS

A regular monthly feature by DR. ALFRED GOLDSMITH

Should Television Have Studio Audiences ?

RATHER disconcerting situation

has arisen in television develop-
ment, insofar as studio planning is
concerned. Some of the prospective
television broadcasters, or rather the
architects who serve them, have of-
fered studio plans which are extraor-
dinarily complicated. Movable studios
with adjacent public audiences have
required the introduction of elabo-
rate mechanical and electrical equip-
ment which would probably be space-
consuming and of costly nature. It
seems timely to ask the fundamental
question: Should there bhe any televi-
sion studio audiences? 1f so, what
should be their character?

lllusions Destroyed

In a fundamental respect. the idea
of public audiences “behind the
scenes” is entirely contrary to the tra-
ditions of the entertainment industry.
These industries, as the writer has
previously pointed out, are funda-
mentally sellers of glamour and vend-
ors of illusion. As such, the more
effectively they shatter the illusions
they present. the less attractive the
resulting performance. The motion
picture industry has been well aware
of this stale of affairs. Despite its air
of apparently unrestricted publicity,
it rigidly and properly excludes the
public from the stages on which the
feature films of the future are under
preparation. Efficient and economic
operation is thus secured in the mo-
tion picture studios, and the public
does not become acquainted with the
multitude of devices and tricks which
are used in the preparation of films.

An extreme case of this same ex-
clusion of the public is that of the
stage magician who under no circum-
stances explains his tricks. In fact, to
become a member of any society of
professional magicians, it is first nec-
essary to assume a solemn obligation
not to expose the methods by which
any illusion is produced. Further, the
ethical physician refuses to tell his
patient his latest temperature record-
ings lest the patient’s condition might
be influenced. Perhaps television
should pay particular attention to
these restrictions since it is certain
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that the television art will include the
use of many mechanical and electri-
cal tricks which, however effective in
the home presentation, will be dis-
concerting and disillusioning in the
studio. Apparently there are many
fields in which a certain degree of
reticence is justifiable and necessary.

Station Functions

It is appropriate at this point to
ask: “What are the fundamental ob-
jects of a television station?”

1. First and foremost, one ohject
is to entertain the audience in their
homes. Unless this is acceptably ac-
complished, the station operation is
without justication.

2. A second and legitimate object
might be to entertain studio audi-
ences. But if this is so, will the same
sort of performance that pleases the
liome audience satisfy the studio
audience?

3. A third possible objective might
be to provide thrills and prestige to
the sponsor of the television program.
We all know how stage-struck some
producers have become after their
first contact with the legitimate the-
atre. If commercial television is to
fulfill its aim on behalf of the spon-
sor, it seems important that the spon-
sor should regard it as a sober ad-
vertising medium rather than a glam-
orous field contributing to his per-
sonal enjoyment.

Reasons For

There are a number of reasons why
studio audiences might be justifiablv
admitted. Some of these reasons are:

1. In the first place, it has been
found that a number of performers
in live talent shows are markedly
stimulated by the response of the visi.
ble audience. They are depressed
when they perform “into a vacuum”
in an empty studio. Yet, the motion
picture field seems to have overcome
this obstacle with a considerable
measure of success.

2. A second reason for a studio
audience is to enable it to participate
in certain types of shows like quiz
shows, “mind-reading” presentations,
and the like, which manifestly require

a visible audience. However, we may
regard the audience, in this case, as
reallv forming a part of the acting
group.

3. A third reason for a studio audi-
ence is that it enables the advertising
sponsor lo acquire numerous friends
by distributing tickets for his various
broadcasts. In the aggregate, how-
ever, the total number of persons thus
benefitted by the sponsor would he
extremely small in proportion to the
interested home audience.

4. And finally, the studio audience
provides a television broadcasting sta-
tion with added prestige. If studio
tours are thereby promoted, addi-
tional revenue is received. In fact, the
inleresting question arises whether
some television broadcasters may not
seriously consider charging admis-
sion to the public for witnessing their
suslaining program presentations on
a legitimate theatre basis.

Reasons Against

There is also a formidable group
of reasons against the presence of a
studio audience.

In the first place, the presence of
such an audience introduces consid-
erable cost and complication into the
stage design. There must be addi-
tional space, traffic channels, ticket
collecting and control points, space to
seat the audience, and ushers to main-
tain a reasonable degree of orderli-
ness.

Unless the actor and studio staff
are completely separated from the
audience by elaborate traffic-control
and building-constructional methods,
it is likely that complications might
arise by the mingling of two such
diverse groups.

And it is certain that studio design
and operating methods will be far
less flexible if a studio audience must
be accommodated. The placement of
the audience and the actors and sets
must be arranged in each case with
due regard for the comfort of all con-
cerned. This leads to rigidity of the
studio structure and of its operating
methods.

In some instances absurdities will
arise if a studio audience is actually
present. The lighting of the set may

(continued on page 35)
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TALK ABOUT IMPACT

Just recently we invited the press to a preview of full color tele-

vision in the ultra-high frequencies. Of course, we had planned

running an ad on the event. What we hadn’t planncd as that the

ad should be cntircly (and g]owingly) wrillen for us. Here's what

the press says about CBS color television.

SAYS “TIDE”

...CBS did not overlook the increased adver-
tising potential of color. A women’s style show,
almost meaningless in monochrome, came to
life in color. Even little things, like packages of
cigarettes, do much better when seen in their

familiar colors. ...

... The significance to the television industry

of last week’s demonstration would be hard

to overstate. ...

The general reaction: “THIS IS I'T!”

SAYS THE “‘DAILY NEWS”

... the demonstrations prove that 3 great oh-
stacles, once regarded by many as insuperable,

have been overcome. First, CBS is able to

generate suflicient power in frequencies above
300 mcgucyc]cs to transmit sulisl';lct()ry color
images. Secondly, it modulates a 10 megacycle
video band, which most authorities said could
not be done. Third, it has eliminated the both-
ersome reflections known as“ghosts”, which

have hitherto marred television pictures.

Ultra-high frequency color television, without

annoving “ghost” reflections, is a reality. ...

SAYS THE “WORLD-TELEGRAM”

CBS color video, in debut, proves heautiful

bevond description.

... The image is sharp, distinct and completely
realistic. Dr. Goldmark has given us a magic

casement, and the vistas it will open should



have a profound effect on every phase of the
advertising and entertainment business, not to
mention the arts, letters and scif@es. It is a

medium that calls for the best in all these fields.

... those who watched the CBS demonstration
feel sure there will he a mad rush to buy tele-
vision sets as soon as the public has a glimpse

of natural color video.

SAYS THE “‘HERALD TRIBUNE”

There were several new things about the
demounstration. The signal was being trans-
mitted ina full 360-degree arc from the Chrys-
ler Building, rather than in a directional beam;
one transmitter was sending both sight and
sound, instead of a separate transmitter heing
used for each; there were no multiple reflec-
tions, or“ghosts”on the viewing screen; the
colors appeared real. There was clear definition

in the images as well.. ..

SAYS “TIME”

It was clearly—and colorfully—the most
notable television demonstration of the year.
...The reception, as vivid as a Van Gogh paint-
ing, made black-and-white television look

antiquated.. ..

= here’s how CBS full color television struck the press

SAYS THE “WALL STREET JOURNAL”

Television in color is a lot closer than most
people had believed, it was conceded over the

week-end by experts in the industry. . ..

The pictures shown by CBS were clear and
the color contrasts as good as those of the best

color moving pictures. ...
The CBS demonstration left little doubt that
color television has reached the pertection of

black and white. . ..

SAYS “P.M.”

The long-awaited press showing of CBS color
television demonstrated without doubt that
thev have achieved a dramatic refinement on

image transmission. . ..

THE COLUMBIA BROADCASTING SYSTEM



Long Shots And Close Ups

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

IF THE Republicans elected another
President, or the cost of living
went down, or the Government bal-
anced the budget, it wouldn’t cause
much more talk among the populace
than the advent of television has
among bhroadcasters, adverlisers, FCC,
motion picture people, writers, pro-
ducers and the others trying 1o get in
the act.

Even some of our great national
magazines are lending their aid to the
confusion by presenting feature bouts
with the skeptics of television in one
corner — versus — the optimists in
the opposite corner. An exhibition for
the public of the respective virtues of
“1 will” and “I wont”” or “We can”
and “We can’t.” The only unusual
thing about these bouts that I can
see is that there seems to be no refe-
ree — you my dear reader — are it.
You make vour own decision as to
who wins and nobody will argue with
yon. Nothing like keeping posted.

Regardless of all the theorizing and
practical experience with television, it
seems 1o me whether or not it makes
the grade will depend primarily, if
not solely, on the ability of the peo-
ple working with it to produce shows
that will get and hold audiences, and
produce commercials that will sell the
advertiser’s products. And, no mat-
ter how good the shows are — or be-
come — if they don’t bring in that
good old dollar sales return — you

can put on THE END title.

"Box-Office” Appeal

Even though television is going
into the home, it’s still going to have
to have “box-office” value to get in
there. ’Cause now, ladies and gentle-
men, YOU are going to be your own
theatre manager and don’t forget it

and when you turns it on, to take
vour choice — | gotta hunch it’s go-
ing to be what vou SEE, more than
what you hear that’s going to deter-
mine WHAT SHOW gets top-billing
in YOUR living room theatre when-
ever vou attend.

So, the show has got to be interest-
ing, entertaining and appealing or
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vou won't look. But, it must also sell.
or it won't he there 10 look at — un-
less it’s a pure suslaining public serv-
ice program or strictly a good-will
show, of which there aren’t enough to
foot the television hill, and probably
never will be. This brings us right to
the business of how to present tele-
vision commercials that will sell, and
not offend.

Commercial Technique

And here, it is my belief that much
can be learned from the movies. Con-
trary to some people’s opinions, 1
not onlv helieve, I know that movies
have and can do a great job of sell-
ing; both inadvertently in theatrical
pictures, and directly in non-theatrical
pictures, to sav nothing of sponsored
one-reclers and minute movies which
are being run in thousands of theatres
today. The selling power of pictures
is recognized by every theatre owner
who runs an announcement trailer on
his screen to sell his forthcoming at-
tractions. Some of those trailers run
five minutes and longer, still nobody
seems to object to them. Primarily be-
cause they re entertaining. Thousands
of these owner-managers wouldn’t run
paid screen advertising, because many
of them are anvthing but entertain-
ing. Still, there are many theatres who
will accept and run paid screen adver-
tising if it is produced to entertain
and sell.

That is what television commer-
cials are going to have to do — enter-
tain and create the desire to buy!
Commercials of this type are few and
far between and in my opinion it’s
due to radio writers who still try to
apply radio commercial technique to
television commercials. It can’t bhe
done — thev're two different breeds
of animal.

Here’s an example of what I mean.
Let’s assume we are producing a tele-
vision time check commercial for a
leading watch company. Sooner or
later we are hound to see a close-up
of a bracelet wrist watch on the wrist
of a charming ladv. Now what does
the average radio writer of commer-

cials have to sav about this? He tells
the audience that “the watch is heau-
tifully designed — it is a maslerpiece
of accuracy — the workmanship is ex-
quisite” — and such.

Tell 'Em What They Can't See

And what does the audience want
to know? They can see it’s heautiful,
that the workmanship they’re looking
at, is exquisite. Thev want to know
if it has a seventeen, nineleen or
twentv-one jewelled movement for
that accuracy; if it is gold. platinum,
white gold or just plain gold-filled;
and if it is gold is it 14 Kkarat or 18
karat; what kind of stones are in the
bracelet —diamonds, rubies, emeralds
or what; what does it cost? All of
these vour audience can’t see, so why
not tell ‘em? If it has a name like
“The Ladv Godiva” model, tell ’em.
You don’t know —some gal may
want to buyv one and won’t know what
to ask the jeweler for, except the
watch she saw on the air last night
with some Kkind of stones in the
bracelet.

Why waste words on something
that can be rold better by pictures
when you can use ’em to greater ad-
vantage talking about the things that
can’t be seen and are important to
the |1r0(luﬂ.

This question of which is most pow-
erful or longest remembered — that
which vou see, or what you hear
is of great importance in any medium
combining sight and sound. I believe
that sound is secondary to sight
surely anvone if they had to choose be-
tween blindness and deafness, would
prefer the latter. Things you see can
be so absorbing and interesting, that
vou hardlv hear what is being said.
With most people, SEEING 1S BE.
LIEVING.

Here is an interesting fact. Recently
I produced two minute movies for a
national advertiser which were ex-
actly alike in picture content, but with
different commercial plugs for the fin-
ish. The picture on the screen was
exactly the same for both plugs.
When thev were readv for screening
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for the acceptance of the client, the
president of the company. the vice-
president, their radio expert and the
vice-president of their advertising
agency were present. | screened both
prints which met with their enthusi-
astic approval. But. sez L. which one
did you like best. They're the same,
said thev. Oh no. sez I, there are two
entirely different commercials in them.
This they didn’t believe. they had
heard no difference, and the pictures
had to be screened aga’n, not only to
prove they were different, but so a
selection could be made. The onl
reason that any of those four men
could give for not detecting the dif-
ference in what was said in the two
commercials was that thev were so
absorbed in what was on the screen
they hardly heard the commercial.
WHY. because on the screen during
the commercial. the product was be-
ing shown and demonstrated so in-
terestingly that it took all their atten
tion. That’s the tremendous impres-
sion visnal selling can make!

Seeing Is Believing

It was no accident that the armed
forces speeded up their training 407
on such subjects as radar, bombing,
detecting submarines, gunnery and
hundreds of other technical subjects
by the use of visual methods. There
is no better way to make a lasting im-
pression on the mind than by pictures
that tell the story, supplemented bv
the right words, when and where
needed. That should be the hasic for-
mulae for television commercials.

The most valuable court witness is
an eye-wilness. A good reporter is a
guy who can accuratelv describe what
he saw and to help him out, news
photographers go with him, when fea-
sible. How many times have you said,
and heard other people say, “That
was the greatest sight | ever saw”

“I'll never forget the look on his face”

“I saw something today I’ll never
forget” — “I wouldn’ have believed
it. if 1 hadn’t seen it with my own
eyes” — “The very sight of it took
my breath away” — and hundreds of
similar statements aboul things they’ve
seen and somne of them going back
twenty to fifty years—indelible visual
impressions — never to be forgotten.
So again, | say. script writers, don’t
think vour words are the most impor-
tant. As a song composer said to me
just the other day when | compli-
mented him on the lyrics of a new
song, “The words are okay kid, but
what about the tune? Nobody ever
whistles the words.”

Picture Power

You may think 1 have a phobia
about the power of pictures over
words. But when you have agency
executives and copy men, and top-
flight men in their business at that,
insist that the copy is of greatest im-
[ortance in movies and television, and
that they do not believe that what a
person sees he remembers longer than
what he heard — 1 begin to worry
about the future of television.

This facility of television, to tell a
visual story, to prove verbal state-
ments by visual proof, should open a
new realm for advertisers who here-
tofore have never been able to use
radio profitably. Advertisers whose
products must be seen and not heard
(about) — products that must be
demonstrated to be sold — products
which by themselves are not inter-
sting, but hecome verv valuable and
useful by virtue of their accomplish-
ments, which will now be seen. Real
estate firms may offer homes over the
air, that otherwise you might have to
travel miles to see. There will be many
new advertisers using television —
and only because if you’re from Mis-
souri — thev can show vou!

tions.

named as general chairman.

TBA Convention

ALL session of the TBA Convention. set for October 10th and 11th
at the Waldorf Astoria in New York, will be highlghted by the
first showing of the latest television equipment
cameras and studio accoutrements. In addition, plans call for demon-
strations of television, both from local transmission and network opera-

Ralph Austrian, president of RKO Television Corporation, has been

receivers, lransmitters,
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R Complete, Practical
Handbook of Present-

day TELEVISION

Now, the tremendous opportunities
in the field of television are brought
within your reach—by means of
this crystal-clear book. Written in
plain English, concise and up to the
minute, it makes television easy
to understand. There is no mathe-
matics to confuse you and make ex-
planations difficult to follow. Hun-
dreds of vivid illustrations bring
every fact and point right before
your eyes. You’ll be amazed at how
simple television can become with

[ -

BRIEF OUTLINE OF CONTENTS

TELEVISIO
SIMPLIFIE

by MILTON S. KIVER

Associate Instructor in radio, U.S. Army
Air Forces. Formerly Instructor in rodio,
ilinois Institute of Technology.

This brand-new, authorita-
tive handbook not only con-
tains all the information you
need for success in television,
but covers the trouble shoot-
ing and repair of radio sets.
Beginning with a clear,over-
all picture of the entire field,
it breaks down the television
receiver into its component
parts and circuits. It ana-
lyzes them, step by step,
showing how they are formed,
the roles they play, and their
operating characteristics.

The Television Field; Ultra-high Frequency Wavesand

the Television Antenna; Wide-band Tunin,
Radio—fre(Rxency Ami
Tixer and

Oscillator,

Circuits,
slifiers; The High-frequency

ntermediate-frequency Ampli-

fiers; Diode Detectors and Automatic Volume-control
Circuits; Video Amplifiers; Direct-current Reinsertion;
Cathode-ray Tubes; Synchronizing Circuit Funda-
mentals; Deflecting Systems; Typical Television Re-
ceiverﬁAnal{sis and Alignment; Color Television;

Frequency M
ers; Glossary of Tele-
vision Terms.

EXAMINE THIS
BOOK FREE

Let this book prepare
you to take advantage of
the brilliant opportuni-
ties television offers.
Send for it NOW!

odulation; Servicing Television Receiv-

By the same author:
U.H.F. RADIO SIM.
PLIFIED . . . $3.25.
A complete, up-to-
duate book on the
methods and equip-
ment used in ultra
high frequency radio,
that has so many ap-
plications in war and
peace.

r == 7 = MAIL THIS COUPON —= — == "I

D. VAN NOSTRAND COMPANY, INC.

250 Fourth Avenve, New York 3, New York
Please send me the book or books I have checked.
Television 8implified @ $4.75.
U H.F. Radio Simplified @ $£3.25,
Within 10 days I will elther return the book or
s. or send you the purchase Brlce plus a few
cents postage. (1f you enclose checl
with this coupon, we wlll pay the postage.
return privilege and refund guarantee).

or money order
Same



PROGRAMMING

AMATEUR GROUP

Of particular interest to stations
who plan to use local amateur groups
is WRGB’s cooperation with Skidmore
College in the presentation of “Wuth-
ering Heights.” The full length play,
divided into three acts with five min-
ute intermissions, ran for 24 hours.

Adapted from Charlotie Bronte’s
novel, play required a cast of seven-
with three female and four male play-
ers. Girls were cast by Skidmore, with
G.E. casting the men who were se-
lected from local amateur groups in
Schenectady.

The play was completely directed
al the college and rehearsed there, for
stage presentation primarily. Bob
Stone, who produced the play for
WRGB, attended one rehearsal and
one performance at the college, in
order to plot camera angles. Big dif-
ficulty in adapting a stage-rehearsed
play to television is compressing the
action down to the limits of video.
The Skidmore stage is large —and
natural tendency is to make the most
of it. However, in building the sets
for the tele-version, thev were about
two-thirds the size of the original
scenery.

For a 214 hour show, there was
only a 3% hour camera rehearsal
which meant going through it just
once. The previouslv worked out cam-
era shots were tried and adjustments
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made where necessary. However,
WRGB does not consider this a par-
licularly good way to operate. In Bob
Stone’s opinion, the show needed
nearer twenty hours of camera re-
hearsal to really do a good television
job.

Only two cameras were used — one
fixed for close-up shots, and a mov-
able camera for the long shots. Cam-
era shooting was largely long shots,
with only a few medium close-ups
used. This technique occasionally re-
sulted in losing the effects of the
speeches, as the camera did not pick
up facial expressions.

Choice of such a play inay be open
to question, particularly since such
a speclacular job had been done on
it in Hollywood, with the dramatic
‘mpact heightened hy outdoor shots
on the moors which underscored the
wild rebellion inherent in the charac-
ters of Heathelifi and Cathy. For
those who had seen both, natural
tendency would be to compare the
two with video due to suffer in com-
parison. Story had a highly dramatic,
psvchological theme, based on the
elemental emotions of hate and love,
building throughout to a final climax
of destruction. Jt was a difficult play,
with long speeches and an nndercur-
rent of emotional tension to be sus-
tained, but the Skidmore group turned
in a creditable performance.

- —_
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WRGB's work with local dramatic groups . . . re-
sume of various formats tried by operating stations.

Title cards were lettered in old Eng-
lish to tie in with the period, but this
type of printing is difficult to read
and a little tough on the viewer. Cast
credits were handled by close-up shots
of each performer, followed by a slide
giving the character and name of
player.

DRAMA

WBNT’s presentation of “Laughter
in Paris” was a full length original
writlen for television by NBC’s script
manager, Richard McDonagh. Using
the promotional idea that the script
would make a good movie. NBC in-
vited representatives of motion pic-
ture studios to the viewing room to
see the performance. In addition, a
notice was sent to all viewers explain-
ing this and asking them to help cast
the play for the movies. Cards were
enclosed for their convenience.

Story was a psychological mystery
drama, employing the flash-back tech-
nigue to unfold the plot and hold
the suspense. Centering around two
brothers — Henri, gay, artistic, care-
free, and Pierre, mercenary and
wealthy manager of their joint busi-
ness interests, play opened in the
present in the bedroom of Pierre, a
sick, fearful old man who insists that
his two male attendants bolt all doors
and windows. Settling him for the
night they leave and as he lays there
lossing. his brother appears at his
bedside. taunting him for the injus-
tices which he had received from him
fortv-six vears earlier, threalening to
kill him, making him relive each
scene as it happened.

Good camera shooting heightened
the dramatic tension here, for side
angle shots only showed the arms and
back of the oider Henri, picked up
the terror on Pierre’s face. Black-outs
were then used for each flashhack.
Briefly the story concerned the broth-
ers’ love for the same girl, culminat-

This scene from WNBT’s “Launghter in
Paris,” shows the living room set which
was constructed along the end and
sides of the siudio. Particularly in-
teresting are the wall and drapery
treatments which, while eliminating
the bare look. are simple enough 10
avoid any confusion in close-ups.

Television
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Credits: Production Manager—N. Ray Kelly; Art Director—Bal Wade; St Decorations—Elwell.

Here's one method by which a television art director may transfer information visually and capidly to the executing staft,
A plate of settings and details for the NBC production of “Lavnghier in Paris.” a dramatie program directed by Fred Coe.
acts as an adjunet to the conventional scaled staging plan, and readily informs the seene painter, set dresser, property man
(and possibly the director or video technicians) about decorative details. wall treatments, the entting of stencils, ornamen-
tation that may not be indicated on the regulation blue-print.

Realizing that time is short in television planning, the designer has here rendered four sets on one plate, some in perspee-
tive, and one in elevation to show furniture 1ypes and placement, rather than the larger detailed scenie artists® clevations
used in the theatre. Given such visual instroctions, scene painters and set dressers may start work withont waiting for elab-
orate drawings. Natnrally this quickie work sheect does not replace the all-simportant staging plan by which space problems
and camera angles are plotted.
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ing in Pierre’s efforts to trick Henri
out of his share of the estate and
climaxing in his carefullv planned
murder of the girl with the evidence
arranged to throw guilt on Henri,
which resulted in his conviction and
life sentence to Devil’s Island.

There were fifteen scenes in the
fifty-minute production. with flash-
backs to the bedroom used to carry
the sequence of the story, as Henri
pummels Pierre. Novel story twist
came at the end with the attendants
coming in to find Pierre badly bat-
tered and the audience learning that
the setting is really a mental sani-
tarium and that these “delusions”
have been frequent occurrences.

Particularly interesting is the con-
troversy which this play aroused.
Some critics kicked it around; others
praised it. Choice of such a morbid
theme for a television play was criti-
cized. Significant also were the re-
marks of some of the movie guests
who seemed very impressed with the
presentation and voiced the old un-
answerable “What do you think tele-
vision will do to the movies?” Ex-
cept for a slow opening we thought it
was an interest-holding play excep-
tionally well produced and well acted.
Production-wise, it was excellent.
with the black-out technique adding
to the general somber mood, and the
switch from scene to scene done al-
most instantaneously.

Of interest too were the six sets re-
quired for the production and the
utilization of WNB'T’s studio space to
provide such a set-up. Reproduced
here are Bob Wade’s skeiches to sup-
plement the conventional scaled stag-
ing plan.

WNBT's one-act adaptation of Rob-
ert Sherwood’s “Abe Lincoln in Illi-
nois” kept the best of the playwright’s
dialogue and offered a program that
was both concise and timely, point-
ing out in a subtle fashion that the
problems of 1946 and the Civil War

ILLUSTRATIONS:

Top: ABC’s “I Saw It Happen,” pre-
sented over WRGEB, dramatizes the
high spots in a newspaper columnist’s
recollections.  Against  a newspaper
oftice background, the columnist and
his secretary are used as the connecting
links hetween the different incidents.

Center: WCBW's, “Tales From IHoff,”
was an experimental children’s bed-
time program. Format was a cartoon
visualization of a kid’s story, as the
tale was recoumnted by the cartoonist.
Cameras moved in for close-ups of the
cartoons. and side-angle shots of the
cartoonist at work, with good result-.

Bottormm: WBKB's educational program
in cooperation with the School of the
Art Institute, used the demonstration
technique to show the new art of de-
signing in plasties to their viewers.
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period are not too dissimilar. Four
sets were used with a minimum lapse
of time between scenes for costume
and make-up changes. Play was well
cast, well acted and moved swiftly
with a few minor exceptions.

First scene presented a Lincoln-
Douglas debate on slave rights, staged
on an outdeor rostrumn and complete
with a visible as well as audible mob.
Good trick was the camera moving in
over the heads of the people for a
close-up of the speaker. During the
long speeches, which could have
proven dull video, camera action cut
m to show mob reaction or reaction
of each man as the other spoke. The
interview in Lincoln’s home, second
scene, was the only interior shot used.

In both the election returns and
outside the railroad station, mob
scenes were particularly well cut-in.
Sound effects were good loo, giving
the impression that the speeches,
cheers, etc., were really taking place
out-of-doors. One disturbing factor
that could he added to the list of
little things that a producer must
watch, was the sameness of the faces
and costumes in the mob scenes, de-
spite the fact that the crowds were
supposedly appearing in different
years and different places.

PUBLIC SERVICE

WBKB, in cooperation with the
National Safety Council. presented
“D.W.1.” — which means a person
who “Drives While Intoxicated.” In-
troduced for the first time on tele-
vision was the famous “Drunk-o-
Meter,” developed by the Evanston
Police Department, which can scien-
tificallv detect the degree of intoxica-
tion of a “D.W.L” who has Dheen
picked up. Evanston officials and a
member of the Safety Council ap-
peared on the program, explaining
the workings of the mechanism and
the dangers of drunken driving.

ILLUSTRATIONS:

Top: Half-hour dance program, recre-
ating authentie Haitian voodoo rites,
was telecast by the Katherine Dunham
Company over WCBW. Interpretation
featured 1welve dancers. a narrator,
and recorded and “live” drum beats.

Center: ABC’s. “Play the Game.” pre-
semted over WRGB, emphasized the in-
formal house party formatl idea with
the rumpus room setting. ““Pary”
rucsis were each given a problem to
act out or a stunt to do as in Charades.

Bottoni: A series of golfing lessons
have been presented over WBRB with
a leading golf pro demonsirating some
of 1the finer points of the game.
Opener started with the more elemen-
tary principles of the game. with the
instruction progressing each week.
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WOCBW?s mobile units televised the annual Sportsmen’s Show from Madi-
son Square Garden. Here cameramen move closer to the scene of action.

WONAO, capitalizing on the wide-
spread interest in the atomic bomb
experiments scheduled for the Mar-
shall Islands, presented an explana-
tory program. A representative of the
U. S. Navy discussed plans for setting
off one bomb in the air and another
from a float. Tying in with this dis-
course was the film program, “The
Last Bomnb,” an Army Air Forces pro-
duction which depicted the final op-
erations of the B-29 in defeating
Japan and the atom-hombing of
Nagasaki.

WBKB’s “Preparation of an In-
come Tax Return,” had as its star a
member of the Internal Revenue De-
partnient. No attempt was made to
dramatize the format or make it en-
tertaining. It was a straight educa-
tional presentation, giving a detailed
explanation of the proper methods of
filing a return.

VARIETY
WRGB’s “Gems from the Harvey

Girls.” tied in with local movie show
ings of the picture. Using a strip of
16 mm. film, a scenic background was
drawn in with the Atcheson, Topeka
and Santa Fe lettered on. A tov train
was slowly drawn across and super-
imposed against the strip for the
opener. Camera then picked up a girl
singing, fading in and out of the film
background. Dissolve was then made
from film sequence into live show.

Studio set showed a restaurant
scene with a man walking in to be
served and heading toward a table
where a waitress was standing. The
menu was lettered “Harvey House,”
and the musical numbers were print-
ed on the menu. The man’s ordering
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was the cue for the songs, with close-
ups of the menu giving the titles. The
three wailress-vocalists were accom-
panied by a piano.

This handling is typical of the
WRGD song presentations—-whereb:
all musical numbers are dramatized
with a story formal.

WCBW’s latest experiments with
children’s formats brought the fairy
tale up-to-date and used the talents of
cartoonist Syd Hofl to visualize the
story of the snow babies. Setting was
simple, with Holl seated at the draw-
ing board and the two youngsters on
each side of him. Narrative of the
tale was carried by Hofl. who drew
the figures of Momma and Poppa,
who were very unhappy because they
had no children, until the snow babies
came along.

As Hoff told the story, he illus-
trated each sequence with charcoal
caricatures. Kids’ comments added a
natural touch to the whole program
and Hoff interjected enough humor
in his commentary and sketches to
hold adult interest. Camera action
was exceptionally well worked out
for a format of this type where there
was no movement on the part of the
performers. Action varied from shots
of the three at the drawing board, to
close-ups of the artist’s hands, and
switching from that to a close-up of
what had just been drawn. This pace
gave an element of surprise, for
there’s a fascination in watching an
incident take shape under an artist’s
hand. Bedtime story idea was plaved
up by having the Kkids in their pa-
jamas, ready to scamper off to bed at
the conclusion of the story.

ABC’s “I Saw It Happen.” a half-

hour show produced over WRGB,
builds its format around Don Dun-
phy, in the role of a newspaper col-
unmist and his secretary Margie.
Opening is set in a newspaper ofhce,
with camera moving in for a close-up
of Dunphy at his typewriter. Record-
ing provides the usual background of
noise found in a newspaper office.

Opening conversation hetween Dun.
phy and Margie as he starts to write
his colummn introduces the evening’s
guests. Scene then fades out to a
dramatization of the event which
Dunphy had started to describe. Dis-
solves back to office between episodes
furnish the connecting link.

Typical of this program was the
format which starred Jimmy Grippo,
the hypnotist. Story was built around
Grippo hypnotizing Tony Galento,
swung to a comedy routine between
Grippo and Evil Eye Finkel, with
each trying to outstare the other, and
concluded with a demonstration of
Grippo’s powers over some of the
spectators. Grippo hypnotized one
boy into believing he had been stung
by hees, another into thinking he
could not sit down, still another into
believing that he was alternating be-
tween freezing and burning up.

Screen titles and credits, superim-
posed over a montage of filmed sports
events, open the show.

MOBILE PICK-UPS

WCBW's mobile camera crews have
been bringing the baskethall games
from Madison Square Garden as a
regular weekly feature o tele-viewers.
In addition, they have widened their
scope to include the Golden Gloves
Boxing Tournament and the Nev
York Sportsmen’s Show, also from
the Garden.

WNBT has kept to their schedule
of bringing boxing bouts on Mon-
day and Friday night. baskethall on
Wednesday, and hockey on Sunday.
In addition they also televised the
N.Y.A.C. games at the Garden, which

featured top track events.

Duplicate coverage of some sport-
ing evenls by the two stations will
probably continue untll a spousor
steps in and nails the event as an
exclusive.

Interesting sidelight on this televi-
sion coverage of sports events — and
boxing in particular — are the stories
civculating about the bars and tav-
erns equipped with television sets, in
the New York and New Jersey area.
Business booms on the nights when
such events are shown. One midtown
bar has discontinued showing the
fights hecause of the crowds the fea:
ture pulled——too many outsiders who
disturbed their regular clientele’

Television



STATION POLICIES

N THE controversial point of
agency producer vs. network di-
rector control, NBC’s policy, as stated
in their recently issued brochure
“Guide To Commercial Production
Procedure.” gives the reins to the
agency producer, along with the right
to okay the director assigned by the
network. Studio rehearsals, conducted
by the director, will be held under the
producer’s supervision and he will be
in the control room to transmit his
instructions on the camera handling
of the show to NBC personnel through
the director.

Another interesting feature is the
inclusion of rehearsal time in the flat
charges — which can be interpreted
as a smooth network maneuver to in-
sure at least minimum camera re-
hearsal. This overall charge will elim-
inate anv corner cutling on costs and
skimping on rehearsal time which
may resull in a less perfect, on-the-air
technical performance.

Emphasizing that any policy set up
at this stage must necessarily be ten-
tative and subject to change as the
medium grows, the booklet neverthe-
less puts down in black and white a
definite policy and sets a rate card.

All program material presented for
production over WNBT must conform
to the same rules of good taste that
NBC has enforced in their sound
broadcasting.

Live Shows

When advertisers create original
program material for live television,
development of the script and all de-
tails pertaining to staging it will he
handled by the agency producer. NBC
will assign a director and complete
technical stafl to work under his su-
pervision on studio rehearsals and to
carry out his orders in the camera
execution of the television material.
The producer will he in the control
room and the director will transmit
his instructions during the on-the-air
prograw. On the nel's side, the direc-
tor will he responsible for the main-
tenauce of all company policies, rules
and regulations and for the direction
of NBC personnel. In addition, he
will be available for consultation and
discussion with the agency producer
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ADVERTISING

Analysis of New York stations' commercial rates

and procedures .

al all stages of the program’s prepara-
tion.

For such sponsors as have devel-
oped original television programs but
who do not have a production staff,
NBC will add the services of a pro-
ducer, and any additional crealive
personnel to the basic production
unit, The net’s producer will work
with the client in developing the idea
into a package program. This collabo-
ration, if desired, can be broadened
to cover scripl preparation, casling,
rehearsals, coordination of facilities

. . new shows .

and responsibility for the presentation.

Film Programs

NBC will film television programs,
or will accept client’s own material
for presentation over WNBT. In addi-
tion, NBC built-and-produced televi-
sion film programs will also be avail-
able as packages.

Commercials

If requested. NBC will also assist
in the preparation of commercial copy
and continuity, Charges for this serv-

Esso promoted their half-hour television show, “A Date With West Virginia,” by
sending a letter of invitation and a road map 10 the WNBT list of viewers.
This is the first in a scries of four states. Marschalk & Prait is the agency.

oot —man ramer.sa e

STANDARD OI1. COMPANY OF NEW JERSEY

. A0 NORTH BROAD WYRERT

o. D DONALD.
evmion memanes
., 9TEYY
aasv. Divesron wamanas

Dear Telenthuglastiis

You can have a teley
Virginia at 8:00 P
February 27.

tion WNBT a 30 ®
"A Date with We
%111 enjoy this
bsauty and fao

To make the evendy
neighborhood R
thia colorful
+hen you plan
your Bsgo deal
oan have for ¢

Ewuzanern, N J.

- |

A FULL COLOR
76 MM. SOUND MOTION PICTURS
RUNNING TiM.

29

. . agency activity.



This rich new

field needs wirters

NOW

Television is no longer just around
the corner. It’s here—and mushroom-
ing. You can grow with it. Television
needs—and will pay large sums to
writers who know specifically liow to
write for television. You can be one
of them.

Doug Allan is writer, director and
participant on lelevision’s oldest and
most nonular regular show. “Thrills
and Chills with Doug Allan” His
clear, simple book tells you how to
break into television, how to select
and develop ideas, how to build pro-
grams. It also tells you about studio
procedure, makeup, camera angles—
every problem in television is made
clear. Get this book now and cash in
on the writing opportunity of the
century. llustrated with photographs.

HOW TO WRITE

FOR TELEVISION
by DOUG ALLAN

At all bookstores—$2.75 or

—| E. P. DUTTON & CO., N. Y. 10, N. Y, |—

ice will be figured separately from
program costs, dependent upon the
type of commercial and the prepara-
tion involved.

Miscellaneous Expenses

Scenery and slage settings may be
furnished either by the client or by
NBC, but must be built to NBC speci-
fications. I requested NBC will ar-
range for the sellings, charging on
the basis of decorating or allering
sets on hand, rental, transportation,
or new construction. Charges for set-
up and striking of sets will he hased
on man-hours required.

Where NBC handles the entire
show, charges for casts, musicians,
announcers, etc.. will he dependent
upon the talent used. For film studio
showings, where announcers, com-
mentators, effects men, music and
script rights are required. charges
will also vary according to the per-
sonnel required. Charges for cutting
and editing films, preparation of
slides, captions or other required spe-
cial film effects will be quoted on in-
dividnal basis. For field pick-up units,
quotations are again hased on the fa-
cilities, personnel and equipment re-
quired in each case.

WNBT Rate Card

Contract minimum is 13 weeks.
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with air time segments of 10 minutes
or more than hour upon request. A
separate transmitter charge of $75 for
ten minutes and $100 for 11 minutes
to | hour is made. Including this cost,
the on-the-air time is as follows:

Live

I hour — $850 (including five hours
rehearsal )

1% hour — $600
hours rehearsal)

Y4 hour—$400 (including two hours
rehearsal

10 minntes — $325 (including 1%
hours rehearsal

Note: A flat charge of $75 is made
for the use of the film studio when
used in connection with live studio
productions.

Film

I hour—$350 (including three hours
rehearsal)

V5 hour—$300 (including two hours
rehearsal)

14 hour — $250 (including one hour
rehearsal

10 minutes — $200 (including forty
minutes rehearsal)

Additional Rehearsal Costs

Use of studio facilities for addi-
tional rehearsals is pegged at $150
per hour or nearest half-hour frac-
tion thereof; with $50 an hour or
nearest half-hour fraction thereof be-
ing charged for the film studio.

Programs, such as audience partici-
pation shows which do not require
the allotted rehearsal time, will he
charged at the rehearsal rate of $150
per hour, for pre-program prepara-
tion, plus the time for actual broad-
cast.

DuMont
DuMont’s policy of letting the agency

(including three

producer run the whole show at the
station will still be in effect when the
new Wanamaker studio opens, al-
though no formalized procedure has
been set nor have they settled on the
final form of their contracts as vet.

As reported previously, DuMont’s

rales are:

\ir Time

1 hour — $300 (%255 on 32-time
hasis)

V5 hour — $180 (%153 on 52-time
l»asis)

Ly hour — 890 — (film onlv £76.50
on 52-time basis)

Announcements — $30 for a minute
or less

Rehearsal Time

Large studio — %65 an hour
Small studio — $40 an hour

Stage settings, props, etc. will be
handled by DuMont’s art department
when requested.

CBS

CBS’ original policy of $150 an
hour facilities charge for the use of
their studios, both during rehearsal
and on-the-air, stilt holds, but 1t is
understood that a definite policy is
heing formulated, This leaves CBS at
the moment the toughest of the three
stations, still retaining their right to
pass on the program content from the
angle of what makes good television
entertainment,

Summing It Up

Summing up the cost factors, dis-
crepancy in rates are not as wide as
thev seem. I the five hours rehearsal
which NBC includes in iheir flat rate,
were added into the charges of the
other two. the three stations in New
York would stack up as follows on the
howrly basis:

RATES FOR ONE HOUR

NBC $350
CBS $900
DuMcent 8625

$100 transmitter charge: $750 pro-
gram facilities charge: 5 hours re-
hearsal included

1 hour air time plus five hours re-

hearsal
of facilities

=300 per hour plus five hours rehear-
sal at 865 per hour

or 6 hours at $150 for use

COMMERCIAL SHOWS

Esso inaugurated its series of
half-hour film shorts over WNBT with
“A Date with West Virginia.” Direct
commercial was limited to the Esso
sign at the beginning and end of the
program. However the entire film was
planmed to promote travel by car.

with opening sequences picking up
the hills and valleys of West Virginia
and the highwavs which interlace the
state. Commentarv neatly tied in the
scenic bheauty on the screen with its
accessibility to the motorist, by point-
ing out the bridges, clearly marked
highway signs. and the precautions
for safetv taken in building the road-

Television



Sel in a box at the opera, latest Wah-
ham 1ime signal film carries oul the
theme of uassocialing elegance with
Waltham. These twenly-second signals
will be shown over WNBT, WPTZ
and WARBD. Ageney is N. W. Aver.

ways. I'ilm then swung into the in.
dustries of the state — farming, coal
mining. gas pipes, glass blowing, ete.
with at work scenes to add interest.
Shots of Charleston. Huntington aud
Wheeling, as well as views of state
parks, rounded out the program.

Film was well planned and picture
composition was excellent. Particu-
larly clever integration of the theme
to promole more moloring was the
use of highwav scenes as a bridge
from sequence 1o sequence, with just
a word or two to emphasize the road
conditions in the commentary. Pro-
gram closed with the Esso slogan, in-
viting the viewers to “happy motor-
ing” in West Virginia.

This filin was an excellent example
of the subtle commercial technique.
The entire shooting script was built
around the theme of increased vaca-
tion travel by car, and tied in the
beauties of the state with the con-
venience and safely of its state high-
wayvs. Nowhere was the sponsor’s
product mentioned during the com-
mentary, but the Esso trademark car-
ried a visual punch.

In addition 1o video scanning,
shorts will be shown to motoring
clubs and other groups, thus cutting
down on the per viewer cost. Particu-
larly interesting was the promotional
tieup which Marschalk & Pratt
agency. made with the owners of tele-
sets. Agency sent oul letter announcing
the program and enclosing a road map
of West Virginia, to all people on the
NBC list of viewers. Similar films are
being planned for six other states.

Esso has signed a 26-week contract
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with WNBT for two weekly ten-min-
ule spots which will feature the Fsso
Television Reporter. According to
John Allen. television director at the
agency, they expect to increase this
gradually to the point where they will
be on every night in the week. Films
will be made by the NBC camera
crew, who will take full responsibil-
itv for the authenticity of the film.
I'hese can bhe relaved to Philadelphia
and Schenectady. Agency also has its
eve on the Washington station when
completed.

Marxman Pipes made their tele-
vision debut with a 10-minute variety
show, “Close-Ups,” over WNBT. Pro-
gram was completely produced by the
web’'s stafl. Commercial theme was
based on stressing quality of the pipes
and top talent was chosen to tie in
with this angle.

Program opened with a singing
commercial on pipe smoking played
against the title card and was fol-
lowed with a still of a hand holding a
pipe. while the off-screen announcer
stressed the quality of Marxman in
general. ldea of close-ups was used
to switch from the pipes into the three
entertainment spots. Slides of Marx-
man pipes were used between each
number with off-screen conmmercial.
Film strip pointing out a particular
feature was used at the end 1o show
the craftsmanship that goes into mak-
ing a fine pipe. Program concluded
with the last few lines of the theme
song.

Format was in three parts, with
Lillian Cornell singing in the open-
ing and closing spots, and Sheila Bar-
rett’s impersonation of a cockney girl
saving good-bye to a Yank sand-
wiched in between. While no one
could question the quality of the tal-
ent, it still did not make very excit-
ing television fare. First the perform
ers acled before a drape and a vase
of flowers. certainly not very much in
the visual line. Camera action varied
between routine long shots and close-
ups. There was not enough “business”
or action to hold interest. Against the
hackdrop of a night-club or a stage,
where the eye may roam to the or-
chestra or to the selting, this tvpe of
entertainment can he tops. But within
the confines of the video screen, it

fell flat.

ommercial seemed rpowerin

yel actually included the opening
and closing theme song, the three ofl-
screen commercials and the film strip,
it only totaled two minutes of the
10-minute program. Flashing from
the close-up of the pipes, to the close-
up of the entertainer, seemed to give
equal weight to each portion of the
program. This impression was prob-
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ably due to the fact that the enter-
tainment itself was of simple nature

a song, an impersonation, a song.
This same technique of alternating
the plug with the acts has been tried
successfully before but usually onlvy
where the acts have heen skits, in-
volving a few characters and with
some dramatic or comedy theme to
sustain interest and to give substance
lo the format.

This points up again the well known
fact that a direct video commercial
is potent and must be measured out
in carefully spaced doses.

CBS PACKAGE SHOW

WCBW’s latest package show, “It’s
A Gift,” is obviously a commercial
format but it failed to hit the bell as
top video entertainment. Set in a gift
shop with various pieces of merchan-
dise displayed in niches in the wall,
people who enter the shop are asked
to choose their gift and then made
to answer a question or do a stunt in
order to win it. The selection of the
gift gives the emcee a chance to de-
scribe it. Such a format could be used
for commercials on multi-sponsored
programs or to show different lines
for one sponsor.

Entertainment portion of the show
fell ftat however. An emcee needs
more than his own laugh at his own
jokes and perhaps the background of
a studio audience helps keep the gags
from falling too flat in this type of
show.

Home viewer participation is in-
vited by asking them to send in gags
and a letter of 50 words saving why
they would like to win the prize that
is offered for the best letter. Winners
are the first two contestants on the
program, followed by a few pre-
selected guesls. Spontaneily, so neces-
sary in this type of format, is lack-
ing altogether, while a forced humor
which rang false, seemed 10 be the
keynote.

AGENCY ACTIVITY

N. W. Ayer has produced two new
films for the Waltham Waich time
signals which tie in with woman’s
preoccupation with fashions. Theme
of films, which were produced by
Caravel, carries out the association of
elegance and Waltham. Conover mod-
els display fashionable attire against
sophisticated backgrounds. One film
18 built around a travel scene in a
railroad station, and the other is
placed in a box at the opera. Don
McClure is television director for the
agency.
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This closeaup view of four outstanding
pipes, together with an offserecen com-
mercial deseribing them, was one of
the commercials used between the acts
in the “*Close-Ups’’ show. sponsored by

the Marxman Pipe Co. over WNBT.

Duane Jones is planning a quiz
type show that will have an unusual
twist for its client Mueller Macaroni.
The show will be the first sponsored
presentation to appear on the open-
ing night of DuMont’s Wanamaker
studios. According to Walter Ware,
agency tele executive, this show will
differ from other quiz shows in that
all questions will be acted out with
the idea of visual entertainment up-
permost in mind. Each of the ques-
tions will he a well-integrated unit of

QUESTION

Where

ran advertising
agency television men find
the solution to their film

problems?

gt
ANSWER

Call BRyant 9-4786 and
meet a versatile, producing
film group. Your problems

will be welcome.

Y-

SPRINGER PICTURES, INC.

33 WEST 43 STRRET
NEW YORK, N.Y

FISHER SUILDING

DETROIT, MICHIGAN
MOTION PICTURES - ANIMATION . SLIDE FILMS

1
|

entertainment. Commercial on the
program is expected to last for two
minutes, and will be handled without
sugar-coaling as a straight-forward
selling job.

Agency is preparing a brochure
that will be sent to all dealers to fur-
ther exploit the commercial possibili-
ties of this television program.

McCann-Erickson announced the
signing of a 52-week contract for
Gruen Watch Company with CBS tel-
evision statton WCBW for a series of
time signals. The signals will be on
film, and run for 20 seconds each.
They are scheduled to be shown twice
a week beginning April 3rd. Carlo
D’Angelo is television director for the
agency.

Milion Biow Ageney has pre-
pared 20-second films for Bulova
Waich Company. They were made by
the Well-Got Trailer Service under
the direction of Biow’s tele director,
Harry Spears. Cost of the film is in
the neighborhood of $500. The film
is to be a background for the voice
of the announcer who will give the
correct time. Theme will feature
church bells with the name Bulova
spelled out letter by letter, and super-
imposed with each peal of the bells.
Time signals will be shown over
WABT and WCBW.

\gency is planning presentations
on behall of its other clients, among
which are Eversharp and Phillip
Morris.

Compton Advertising Agency
is devoting much time and energy
to seeking smooth film presentations
for telecasting. They have been work-
ing with both 35mm and 16mm films,
which are complete video and audio
packages. According 1o agency’s
James Manilla, “Today’s tele stations
are lomorrow’s motion picture pro-
jection booths.”

SINGING COMMERCIALS

Television Trademarks, Inc., has
heen formed by the originators of the
singing commercial, Alan Kent and
Austen Croom-Johnson, in an attempt
to marry their successful audio tech-
nique to the video. They have affili-
ated with Anson Bond, who has suc-
cessfully produced many religious
filtms. and are planning to merchan-
dise their ideas via film. Thus far ex-
periments have convinced them that
the commercial should run about one
minute and one-half. They believe
that they can successfully translate
into sight what they have done in
sound. All films will be done on a
cost basis with a royalty arrangement
for the producers.

Television



EQUIPMENT

Philco requirements for the contested D.C. station . ..
new lightweight portable equipment . . . latest patents.

( F INTEREST to equipment manufacturers and applicants alike is the break- Mobile Equipment

down of equipment which Philco estimated they would require for their Continuing the trend towards com-
proposed station in Washington, and the cost of each unit. Sources from which  pact mobile equipment is Philco’s
equipment will he obtained and a list of needed units were also listed as follows: entrance into the lightweight camera

equipment field.

Their television engineering labora-
tories have developed a new 35 pound

Breakdown of Estimated Initial Costs — Equipment and Sources D : ;
television cammera and lightweight

1. Visual Transmitter (RCA) $ 22,500 suitcase type control equipment, de-
Monitoring Equipment (Philco) 10,000 $ 32.500 signed to allow quick portability and
2. Aural Transmitter (Philco) 8,719 fast setting-up. Philco claims a televi-
Monitoring Equipment (Philco) 3148 12,137 sion crew can have the equipment
3. Antenna Tower® (International Derrick) 12,995 operating in a few minutes from a
Antenna and Transmission Line (Philco) 7,000 19,995 single portable master control unit.
4. Studio Technical Equipment 4,500 This new master control unit will per-
No. 1 Control Room & Syne. Gen. (Philco) 2,000 mil the operation of several television
No. 2 Control Room & Syrc. Gen. (Philco) 15.000 cameras (espite ils comparatively
Additional Sync. Gen. and Control Room Equip- 3,500 small size. It has been found possible
ment (Philco) 12,000 to operate three of these new light-
Feerless Dollies (3) (Feerless) 4,000 171,300 weight cameras in various positions
Camera Dollies (3) (Feerless) as much as 500 feet from the master
Mike Booms (2) (Mole Richardson 35,900 control unit, so that complete cover-
35 min Movie Projector (2) (Simplex) 35,900 age can le had at any large outdoor
16 mm Movie Projector (1) (RCA) event. Though smaller and much
Studio Cameras (6) (Philco) 48,000 lighter than the pre-war models, the
Movie Scanners (2) (Philco) 10,500 new camera will give pictures which
5. Studio Lighting and Sound Proofing 300 KW Studio have more brillance and higher defi-
Lighting (Ross) 15,000 nition. Reason for this is that it is
Sound Proofing 19,000 34,000 designed around the latest types of
6. Frequency and Modulation Monitors. 1,630 1,630 television camera tubes, and both
7. Acquiring Landf ... 10.000 10,000 camera and control equipment are
8. Acquiring or Construction of Buildingsi 167281 167,281 constructed with new tvpe of elec-
9. Other ltems tronic circuils.
Link Equipment (Philco) 23,760 M
Office Equipment . 4,545 09n8‘|'ljons '
Test Equipment (Philco) 1.275 Sylvania Electric Products, Inc.
Two Mobile Units 50,000 79,580 announced a new type of tunable
— magnetron, which is suitable for
10. Total 528,423 pulsed transmission within the 6 cm.

7 cm. range, and may be used for
=i frequency modulation applications
tg:nv:'i"l::]s“bc‘:?np:::;?s‘:d, where deviations up to 500 kc. are
t Figures obtained from contractors’ bids include paving, plumbing, air conditioning and needed. This "”er(hg’taled magnetron

wiring. may be operated with a permanent

Status of Equipment Required iagnet, and mounted in any position.

On Hand To Be Obtained Bright Picture Transmission
RCA Victor Bright Picture Trans-

L Aural Transmitter ; ilolmloru:\g ,[I,::(Illlll"l.'elfl Li mission Line is an important new de-
2. *Video Transmitter 3' ‘\‘l" ?f'"i. K LARaILEESLONE RIC velopment which according to RCA
3. * Side Band Filter o ‘_‘;:](]::asll(llo) m}akes :Ii 'lhr'ee-fol(ll illf:Teaie in piclurei
4 250’ Antenna Tower 5. Film Scanners (2) when t s 18 used with t € 1mproved
i 4y 6. Projectors (3) antenna. The basis of this improve-
5. Land for Transmitter Building 7' Control Room Equipment (2) ment is the addition of }he new plastic
. . : . . wp i Polyethylene for the insulating ma-

6. Architects Plans for Transmit- 8. Swudio Equipment ' g q ; )
S ; . . terial which provides uniform space

ter Building (Lights, Dollies, Mike Booms, fof the wires $i5. thie lifie

7. Television Relay Link etc.) It is claimed that this new develop-

9. Mobile Units (2)

ment will also make it possible to re-
ceive programs from any lelevision
channel without necessitating a

(Washingtaon to Philadelphia)

* On order and immediately available.
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Professional Directory

RING & CLARK
Consulting Radio Engineers
WASHINGTON, D.C.

Munsey Bldg. . Republic 2347

Frank H. Mclntosh

Consulting Radio Engineers
710 14th ST., N. W.  ME. 4477

Washington, D. C.

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

Washington, D.C.

JANSKY & BAILEY

An Organization of
Qualified Radio Engineers
DEDICATED TO THE

SERVICE OF BROADCASTING
National Press Bldg., Wash., D. C.

COMMERCIAL RADIO
( v\ EQUIPMENT CO.
by 1 Radio Engineering Consultant
b (o Complete engineering services for
applicant, owners, and operators of
AM — FM — and Television
Broadeasting Stations
International Building, Washington, D. C.

321 E. Gregory Boulevard, Kansas City, Mo.
Cross Roads of the \World, Mollywood, Calif.

™

WORTHINGTON C. LENT
Consulting Engineers

Wash., D.C.
District 4127

International Bldgq.
1319 F Street, N. W.

JOHN J. KEEL
CONSULTING RADIO ENGINEERS
Earle Bldg. :
Washington 4, D.C.

NATIONAL 6513

GEORGE C. DAVIS

Consulting Radio Engineer
Munsey Bldg. District 8456

Washington, D. C.

John Creutz

Consulting Radio Engineer

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

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

1605 CONNECTICUT AVENUE
PHONE—MICHIGAN 415]

DIXIE B. McKEY
ROBERT C. SHAW

CONSULTING
RADIO ENGINEERS
1108 16th Street, N. W,
Washington, D. C.

Suite 405
NAtional 6982

JOHN BARRON
Consulting Radio Engineers

Specializing in Broadcast and
Allocation Engineering
Earle Building, Washington 4, D. C.
Telephone NAtional 7757

GARO W. RAY

CONSULTING RADIO ENGINEERS

991 Broad Street Bridgeport, Conn.
Phone 5-2055

HOYLAND BETTINGER
CONSULTANT

Studio design, Programming,
Personnel Training

505 Fifth Ave. PlLaza 8-2000

MAURICE T. GROEN

EDITING
CUTTING SCRIPT WRITING
10 Rockefeller Plaza New York 20, N. Y.
Phone COlumbus 5-6216

change in antenna direction when
used with the latest type of RCA
antenna.

PATENTS

Two patents have lheen granted in
recent weeks in the field of television.

Receiving System

Heinz E. Kallmann, Boston, Mass..
won No. 2,394.917 on a receiving sys-
tem for television and other short
wave transmitters capable of receiv-
ing signals from more than one trans-
mitter (application for patent Oct. 6,
1943. nine claims allowed, not
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assigned.)

The patented receiver is held to
solve the problem of providing clear
television reception in locations
where television signals arrive from
different  directions. The system
avoids the poor signal-to-noise ratio
and the multi-path reception typical
of all-wave, all-directional antennae,
by provision of a number of direc-
tional receiving antennae which may
be individually tuned. directed, and
located.

A common signal transmission line
is associated with the different direc-

tional receiving anlennae, and one or
several individual television receivers
may be coupled to and fed by the
common transmission line. Built into
this single line are electrical means
constructed to avoid interaction and
interference.

The arrangement as a whole is flex-
ible, so that in case of relatively
strong incoming signals and ordinary
fully sensitive receivers, the output of
the antennae may be directly com-
bined by suitable passive networks
matched to the impedance of the
transmission system.

Television



Electron Multiplier

Joseph D. Schantz, Fort Wayne,
Ind. received No. 2,396,023 on ap-
paratus designed to vary automati-
cally the amplifving characteristics of
an electron multiplier associated with
a television image analyzing tube, in
accordance with the average light
intensity incident upon the tube (ap-
plication for patent April 26, 1943;
seven claims allowed, assigned to
Farnsworth Television and Radio
Corporation.)

Conventional

television practice,

Above: The ten-inch horizonial bar of the re-
ceiving antenna, with a section of its Parabolic
reflector in the background, stops all “ghosts”
or unwanted reflections. This is part of the CBS
nhra-high frequency. full color television svsiem.

the inventor explains, calls for means
ior maintaining a predetermine’
range of video signals irrespective of
the average light intensity incident
upon the image analvzing tube. A
wanual adjustment can be made to
vary the size of the aperture which
admits light reflected from the sub-
ject, and automatic controls have
heen developed for controlling the
gain of a thermionic amplifier.
There are instances, however, when
it is desirable to control automatically
the gain of an electron multiplier tvpe
of amplifier. particularly when tele-

Below: New film pick-up equipment used in
CBS’ color demonstrations. In the foreground
is the are lamp with its control mechanism. The
center section contains the scanning mechanism,
while directly behind the film reel is the cylin-
drical unit, housing electronic dissector tube.

vision signals are transmitted by re-
mote control.

The light responsive device cov-
ered by this patent has a photo-
electric cathode and an anode. In-

cluded in the circuit is a resistor
through which current is varied under
the control of the photoelectric tube in
accordance with the average light in-
tensity upon the image analyzing
tube. A voltage developed in the re-
sistor is applied to one of the multi-
plier electrodes to control the gain
of the multiplier stages.

One

be in the wrong direction from the
viewpoint of the studio aundience thus
producing unforeseen and unpleasant
results. Where motion-picture sections
of the program are introduced. studio
audiences will either not see these at
all or will have to view them on spe-
cial motion-picture projection screens
provided for the purpose.

Similar troubles will arise with the
studio audience wherever duhbed
sound is introduced into the perform-
ance. It would be difficult to preserve
any illusion or maintain the interest
of the studio audience under such
conditions. This will also be the case
when backgrounds are introduced or
injected electrically. The only way of
showing such backgrounds to the
audience would be through television
receivers. one of which must be pro-
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vided for each member or group of
members of the audience.

From the commercial viewpoint,
the presence of a studio audience
might readily lead to an increased
emphasis being placed by the adver-
tiser or sponsor or the theatrical serv-
ice. so to speak, which the station
renders to him. If the sponsor be-
comes stage-struck, he will be more
interested in the studio audience than
in the home audience. This is con-
trary to the basic interests of televi-
sion broadecasting and to its healthy
development. Similar conflict of in-
terests may arise in the minds of the
studio staff, for the operating staff
and the actors may never be quite
sure whether theyv are playing pri-
marily to the home audience or to the
studio audience. Yet the techniques
inost applicable to each of these dif-

Man's Re”ections {continued from page 19)

fer almost as much as those of the
legitimate theatre. on the one hand.
differ from those of the motion-pic-
ture on the other.

It would probably he more desira-
ble in the interests of all concerned
to permit studio audiences only in
such cases as those in which the audi-
ence actually participate in the per-
formance and is, in fact, a part of the
acting audience group. It must be ad.
mitted that this rigid exclusion of the
public fromn the television studio, ex-
cept in rare instances, will require
much self-control on the part of the
hroadcaster and the sponsor. The le-
gitimate stage and the motion-picture
studios have found the strength of
character and the wisdom to do this
effectivelv. Should not television, with
so many additional reasons for such
a procedure, follow in their path?
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WASHINGTON

—_

Complete text of proposed decisions in Washington,
D. C., hearings . . . applications and withdrawals.

On the much disputed Washinglon allocations hearings, the summaries, as well as the rules of Jaw. were
drawn up by the Commissioners. Because of the importance of interpretation 1o applicants and
the possibility of misinterpretation always present in condensations. we are printing the entire text.

Proposed Decisions

The Commixsion proposes to grant the applicnions of Bamberger

Broadcasring Serviece, Ine., The Evening Srar Broadeasting Company
and the National Broadeasting Company, Ine. It proposes to deny

e
a
1

T

he application of Capital Broadcasting Company. Ingofar as the
pplications of Allen 13, DuMent Luaboratories, Ine. and Phileo
'roducts, Ine. is concerned, the proposed decision anhounces that

“I'he Conimission is unable at rhis time to make a choice

between I'hileo and DuMont and accordingly, defers a

decision on this peint until afier the conclusion of oral

argumcnt on this proposed decision in which Philco and

DuMont may present their views.™

Parties nre requested at the oral argument to direct their atten-
ion specitically ro that portion of paragraph 6 of the conclusions

concerning the importance of a network owning a television starion
in Washington, D.C.

Before the FCC

In the Matter of
BAMBERGER BROADCASTING

New York, N. Y.
For Construction
CAPITAL BROADCASTING COMPANY
Washington, D. C.

Ior Construction I'ermit

ALLEN B. DuMON'T

Passaie, N, J.
For Construction Perniit
THE EVENING STAR

Washington, D. C.
For Construction Permit

SERVICE, INC. e

DOCKET NO. 7014
FILE NO. B1-I'CT41
DOCKE'T NO. 7015
I'ILE NO. B1-rCT-36
DOCKET NO. 7016
1LY NO. B1-PCT-16
DOCKIET NO. 7017
F1L13NO. B1-PCT-141
DOCKET NO. 7019
1'1LE NO. B1-PCT-19
DOCKET NO. 7021
F{LE NO. B1-PCT-38

I'ermit

LABORATORIES, INC.

BROADCASTING COMPANY

NATIONAL BROADCASTING

COMPANY, INC.

New York, N. Y.

For Coustruction Fermit
PHILCO PRODUCTS, INC.
Philadelphia, Pa.

For Construction I'ermit

Broadecasting Service,

Appearances

Frank Scott and Charles H. Singer, on behalf of Bamberger
tne.; W. Theodore Pierson and Ralph L.

Walker, on hehalf of Cupital Broadeasting Cowmpany-; William A,
Koberts, on behalf of Allen B. DuMont Laboratories, ine.; D. M

Patriek and Karl
casting Company ;

t. Smith, on behalf of the Evening Star Broad-

John T. Cahill, Charles F. Detmar, Jr., and

Guatay Margraf, on behalf of the National Broadcasting Company :
Louis G. Caldwell, on behalf ot the Philco Producrs, Inc.; Harry
M. Plotkin, on behalf of the Federal Communications Commission.

This proceeding involves the allocation of the four available

commercial television channels in Washington. D. C. Six applicants
have applied for these four channels. They are Bamberger DBroad

[

asting Serviee, Ine., Capital Broadeasring Cowmpany, Allen .

DuMont Laboratories. 1nc.,, The Evening Star Broadeasting Com-
pany, Natlonal Biroadeasting Company. Ine., and I'hileo Products,

i]
a

ne. Hearings were held on their applicaions on Jlanuary 21, 22,
nd 28, 1046, All of the parties have waived their right to tile

proposed findings of fact and conclusions of law.

Bamberger Broadcasting Service, Inc.

1.

Bamberger Broadeasting Service, Inc., of New York, N. Y., is a
wholly-owned subgidinry of L. Bamberger & Company, n retail
department store in Newark, N. J., which, in turn, is wholly-
owned by R. I1. Macy and Co,, Inc., a retail department srore in
New York City. The consolidated balance sheet of K. H. Macy
and its subsidiaries as of July 28, 1943 indieates itx total stock
and surplus ro e worth $82,348,200,06. The combined balance
sheet of the applicant shows a total eapital and surplus on
December 29, 1945 of $1,184,5373.37. Bamberger Broadeasting
Service owns a 50 kw. AM station, WOR, and an KM sration,
WIAM, both in New York City. It is aflilinted with the Murual
Broadcasting network and owns about 209 of irs stock. Mr.
McCosker, chairman of the applieant’s Board of Directors, is also
chairman of the Mutual Board. Bamberger DBroadeasting Service
has an application pending before this Commission tor a tele-
vigion station in New York City and for one in Philadelphia
but at the hearing it stated that it intends to withdraw the
Philadelphia application.

The applicant proposes to make Washingron programs of na
tional interest available to Mutual atlilintes with relevision sta-
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tions and possibly to the Yankee Nctwork: these arrangements,
however, are onty in the discussion stage. Mutual at present has
au AM afliliate in Washington, WOL, which has pot made an
application for a commercial television station.

The applicant has purchased land located ar Brandywine and
40th Streets, N.W., Washington, D. C., at a cost of $£43,000.
While plans for the transmitter and tower which are to be lo-
cated there have been drawn, no site has been chosen for studio
facilities, which are intended to be located in downtown Wash-
ington. The 5000 microvolt contour, assuming a radiated power
of 20.25 kilowatts, will einbrace 975 square miles with a popula-
tion of HU7,776G. Within the 300 microvolt contour, there will he
included 4.360 square miles with a net coverage of 1,145,079
people. Fhese ealeulations are made for Channel 5, 76-R2 mewsa-
creles, whieh lhas been requested by the applicant.* The toral
estimated cost of the proposed equipment, construction and
installation is $303,400, the cost of the transinitting plant being
cstimated at $2:38.400, studio and oflices at $205.000 and field
equipment at $60,000.

'The estimated cost of operation for the first year on 28-hour
schedule of programming is $347,308 of which technieal expense
will amount ro $174.320 and program expense $372.8G0. For the
second yvear, & minimum rise of 10% in cost of operation is
expected. No projected income from the sale of rime has been
estimated. No special refinaneing is expected to be made in con-
nection with the proposed station: expenses in the pre-profit
period will be borne by both the applicant and Maey.

Although the applicant has been operating WOR since 1922 and
WIAM since 1940. neither of its affilintes has ever owned or
controlled the operation of a television station. Ilowever. since
19431, employees of the applicant have had experience in the
operatior of television studio and console equipment in connec-
tion with the production of television programs over WARD
tiie DuMont station in New York City and WRGR the Gen-
eral Clecrric station in Sehienectady. Over 50 honrs of live pro-
grams were produced hy these employees who have become famit-
iar with all phases of televigsion operation except rhie television
transmitter. Key employvees will supervige the operation of the
Washington station and at the same time will continue their
work in New York. It is proposed that a local resident, as yet
not engaged., will manage the station and a full time program
executive will be employed for Washington. Twenty-six of 32 peo-
ple planued to be employed in the engineering deparrinent of the
Wasghington station have been named.

A program organization of 29 persons is planned and n mini-
mum 28-hour weekly schedule of programs is proposed, Some of
the programs have already heen televised hy employees of appli-
cant and other programs will include local and publie events.
I'rograms will be relayed from New York City by coaxial cable
when such facilities are available.

Capital Broadcasting Company

1.

The Capital Broadcasting Company is a family corporation.
Ninety-five percent of its stock is owned by Joseph Katz. its
president. Ben Stronse, his son-in-law, is vice president-general
manager and owns 21!. % of its stock, Charles llarrisou is sec
retary and owns 2% 7% of its stock. Kate Katz, wife, and Ruth
Strouse, daughter, of Joseph Katz, are treasurer and assistant
treasurer, respectively. These persons arve all residents of Halti-
more, Marviand. Mr, Katz, his wife and daughter own 94.129,
of the loseph Katz Co., an advertising agency in Baltimore,
Maryland, and New York, N. Y., Mr. Katz himself owning
51.47% of the stock, Ben Strouse has a 26 2/3 interest in a
retail music store in Baltimore, Maryland. The net worth of the
Joseph Katz Company as of Octoher 31, 1945, was $36:1,202.84
and the total eapital stock and surplus of the applicant as of
November 30, 1945, was $83,748.82. During the last seven or
eight years. the Joseph Katz Company has had a net income
hefore taxes of 100,000 to $125,000 per year.

Caplital Broadcasting Company is the licensee of station WWDC,
in Washington, D. C.. and has an applieation pending for change
in {requeney and increase in power to 30 kw, It alzo has applied
for an M sration for Washington, D. C. In addition, Jaseph
Katz and Ben Strouse each have a 259 interest in WIHOW,
Ine.. which has applied for an AM sration in DBaltimore, Mary-
land, and which proposes to file an FM applieation for the same
ciry,

The applicant has an option for a site one mile north of Silver
Spring, Montgomery Counry, Maryland, at which it intends te
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Unfess otherwise indicated. the coverage fipures used in these findings are those
given by the applicants at the hearing. and all have been made substantially in
accordance with the methods prescribed by the Commission’s Standards of Good
Engineering Practice. These figures may, therefore. be used for comparative
purposes and there is na necessity at this time for the Commission to find whether
or not the anplicants will, in fact, serve the actual number of persons or areas
.clainted by them.
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locare both 18 present AM transmitter and s progosed relevi
sion transwittes. No evidence was offered coneerning the loca
tion of srudio tacilities. The 5000 microvolt contonr, assntaing
aoradinted power oniput of 2 Kilowarts, will embrace 7441
sz miles with ¢ 26 CAWithin the S00 anicero
volt RRO spare miles with a net
COVeri e people. These ealenlations are made for
Channel aceveles, whiell has been requested by the
applics

I'he estimated cousrruetion costs of the applicant are $£276.810,
whieh includes reansmitting, lilin, studio. master eontrol and

pickup equnipment. Estinmted television operating costs for the
three vears 1947, 1948 amd 1949 are S675.900. These funds are
proposed 1o be made available to applicant in the following
manner .

An initial loan in 1946 tfrom Joseph Karz Co. .. %
Another loan in 1947 from Joseph Katz Co. .. ..
mated prefit WWDC afrer taxes 1946 ... ...

170000
1,000

Es 48,000
Istimated protit WWIHC before t1elevision expense
AD4T, TS, 1Y o 240,000

niated revenne from television 1947
Sstimatred revenne from televigion 1948
Estimated revenue from celevision 1919

Toral
This rotal is
penses of S

bont 109% lurger than the lotal estimarted ex
710 during che same period. 'Fo make up any
additional and unexpected rele deticits, Mr. Joseph Katz
has turther pledged another Arrangements have been
nade Tor a credit purchase of necessary apparatis,

With respeet to the S80.000 in annual protits betore taxes which
WWDC expecrs 1o make, it shoutd he pointed ont that in uo
year has WWDC sneeceded in making such pralits. At the hear
ing applicant justitied this e wite on rhe intention of che
Josepl Karz Co. ro forego the payment of agency fees Crowm
WWDC in connection wirh sale of time: Mr. Katz to waive his
whole galary from WWDC: Mr. Stronse ro take a reduection in
salary of $10,000; and in a saving of $8,000 by reduerions in
promotionil expens
turther on the opinion of applicant’s officers 1hat the advertising
revennes of WWDC in post-war years will remain the same or
#row larger even if the Commission licenses as many twelve
M stations to serve \Vashington. At present, 70-75% of
WWDC's programs are already commereinl.

A(pplic:lnt's estimate of revenue from television operations for
1947 is based upon a rate of $S100 an hour for {4 hours a week,
Applicant’'s estimate of revenne from television during the first
three years of operation is based upou conversation wirh adver-
tisers and a prediction of one ollicer rhat 20,000 and of another
that TOOOM) televigion receivers wonld be in use in Washingron
by 1948, "Lelevision program ecosts will he low throngh the extra
effort of applicant’s employees.

While the applicant has several years experience in AM broad
easting. it has never owned or controlled the operation of i
televigion station. s proposed stafl inclides Ren Strause as
erol nanager of all applicant’s aetivities. tra Walsh as telovis
manager, and Don Beville as teehnieal director. K. Arthur Hun
gerford. Jr.. will be employed four dayx each month as television
advisor, Mr. Walsh, who will also be iu c¢harge of programming,
has had some experienee in the production of relevision pro
grams from 1938 until 1941, Mr. Beville has not had ANY expe-
rienee in the operation of a television sration. hnt he stated that
he has become tamiliar with rhe literature in the field. It is pro
posed 1o employ echnieal =taff of 22 peaple in econneerion wirls
television aerivities, 'Fhis stafl will he trained under the super-
vision of Mr. Walgh and Me. Beville ar the Capital Radio Fngi
neering Institute with rhe appliecant paving for one-half rhe cose
of course of study.

A program organization of JR persons is ranned nnder the diree
tion of Mr. Walsh and a weekly sehedule of 28 hours of pro-
g is proposed. Many shows now prodneed over WWDE will
be adapted to television broadeasting and the program will in
elidde Joeal and pablie evenrs. No plans have been made for the
relevising of programs originaring from ourside of Washington,

Applicant’s estimare of profies is based

Allen B. DuMont Laboratories, Inc.

1.

The stock of Allen It. DuMont Laboratories, Ine 18841, New
dersey, is divided into two groups. Class A and 8 13 There
are 1,046,040 ghares of Class A stock issned, which is held by
about 2000 stockholders, of whom only five persons own more
than 19 of the total. Allen B. DuMont owns 92050 Class A
shures, and Paramount DPictures, Ine., owns Ny Class A
shares heneticially bur not of record. All of the H60.000) shares of
It stock is owned by Paramount. Class A stock elects four
it seven direetors and also the president and viee president,
Allen B. Dudont is president and Leonard I°. Cramer is viee
president. Cluss 13 stock eleets three direetors and also fhe see-
retary and treasurer. 'Uhe secrerary is Bernard Goodwin and the
treasurer is Paul Raibouru.

A condensed balance sheetr of the applicant as of Deeclier
1945, shows the value of irs i stock and surplus as
52,814,647 with current assers of S:i, W and cnrrent liabili-
ties of $1,160.303. DuMont manufactn radio appliances inetud
ing television reccivers. 1t is the licensee of commereial relevixion
fration WABD in New York City and has applied for eommer
cial {elevision stntions in Cleveland, Cineinuati. and PPittsburgh,
all of whieh would be connected with the Washington and New
York statious into a network.

Applieant at rhe present time operates experimental television
station \W3AXW'T in Washingron on Channel No. 5. 76-82 megi-
veles. This station is loeated at the Harrington Hotel in down-
town \Washingion. This same site under lease for four more yoears
is to he used for its proposed commereial televigion station and
plaus have heen made for the construetion of rransmission nned
studio faeilities at that place. I'he antenna is to be placed on a
tower already built on the premises and will he 250 feet above
sea level. Asguming an effective radinted power of .15 kilowarrs.
the 5008 mier t conrour will enmbrage 125 square miles with a
population of 000, There will he ineluded within the
microvolr contour 2 square miles with n coverage of 847.000
people. These ealeulations have been made for Channel 5, T6-82
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megaeyeles, whiel has heen requesied by the applicaut.® At the
hearing applicant stated thae a higher antenna with resulting
wider erige wonld ultimately he desirable, hut that in the
early ges it felt it was expedicnt to keep the rrangmitrer near
the conveniently located studio for purposes of experiments on
the rravesmitter. FFurther during this period the lower height
wounld niike the antenna more easily aceessible than in the case
of a higher antenna. Applicant also stated that the ehoice of
sntenna site wag based ou the srrong signal it will give in down-
town Washington, rhe laree expense that has gone into the con-
strtnerion of present faeilitiex there and the faet that operation
eould hegin sooner than if a new loeation was chosen. The appli-
eant estinuites coverage clleeriveness (o0 he very large so lar as
the marketing and buying power of metropolitan Washingron is
conecrned. In the futnre, if it believes the need exists, a change
will be made. At present it feels rhe coverage is adequate.
Applicant hag had exrensive experience in the technieal and pro-
duerion aspeetx of relevision, It will have available many trained
persons to operate rhe proposed Washington station. It has made
plans for the use of only 3L persons in the operation of its sta-
tion beennze of the experience of the personnel and the fact that
many of its network programs will originate in New York.

A\ capital investment of approximately $115,000 has heen made
in the Washington experimental station, The estimated ital
investment required for the commercial station is $396 . i
cluding stidio, transmission and pickup equipment. The operat-
ing co first yvear are estimated at $396,052, the second
yeur, . The income from television operations for the
11 year stimated 1o be 4,465 and $614
second year. Both estimates :tre hased oa network operation.
The applicant estimates that 33,000 receivers will be in Wash-
ington by the end of 1'!M8 and that until 15,000 are in use, the
station will have an operating detieit. The proposed i
rate wonld he $180 per half hour the tirst year and $297 for the
second yvear hased on the estimited number of receivers in use.
Applicant has made plans for a minimum weekly program sched-
nke of 22 liours which will make use of its experimental facilities
amd past experienee in bhorli prodoection and transmission. The
program will inelude loeal amd publie events. In the tirst year of
operiation an average of 13 % honrs of commereinl shows aml
14 honrs of sustaining shows are planned. Use will he made of
the ¢oaxial eable or relays for its network and the station will
televise shows originating from outside of Washington.

¢

The Evening Star Broadcasting Company

fhe Evening Scar Broadeasting Company of Washington, 1. C..
ix i wholly-owned subsidiary of the Ivening Star Newspaper
Company of Washingon, D, C. Samuel Kanftiman, president of
the applicant company is rreasurer of the newspaper eompany.
The editor of the puper is Theodore W. Noyes, the president.
I'rank 13, Noyes, and the secretary, R M. Kaonffman. 13, M.
AMeKelway. o direcior of the paper, is vice president of applicaut
and W. R, Lirtle, comptroller ol the paper. is seeretary-t
All bt 249 of the paper's stock owned by Mr. MeKelway is
held by desceendants of its founders. Al the officers and directors
of hoth the paper and the applicant have been Washington v -
dents for many years. some all their lives. A8 of December
1945, 1the talunee sheet of the Kvening Siar indieated 8 o
tal stock wnd snrplus to he $3642.511.57. The eapital and
plus of the applicant as of December 31, 19475, was $316,03
The applicont iz the licensee of station WMAL in Washington,
which is an aftilinte of the American Brondeasting Company net-
work. It is proposed 1o atlllinte the tolevision station withh som
network but no commitments have been wade in this regard.

The applicant has an option for the lease of a site at the
campus of American University located at Massachusetts and
Nebraska Avennes, N.W., Washington, 1. €., on whieh it would
build a transmitier, station and tower for television and M.
By agreement the applieant's racilities will he mace available to
the yniversity for fnstrnctional porposes. 'I'he university witl he
allowed to hroadeast without eost programs in furtheranee of
its edueational program. A studio would be built on the enmpus
in a building cesting between $50.000 ro $60.000, while the cost
of the other technical improvements on the university campus is
esttimated at X180,000 to $190.000. Applicant has purehased a
site at the corner of 12th and K Streets, N.W., Washington,
D. C., on which it intends to erect a willion dollar oflice build-
ing to house its present AM operations and any television and
KA operatious it may have. Studios here would cost $100.000.
‘I'he 5000 microvoit contonr, assuming a radiated power of 14,23
kilowatts, will embrace nver 816 square miles with a population
of 891,421, There will he included within the 5iK) mierovolt con-
ronr, 3,930 square miles with a net coverage of 1,082,936 peopl

T'hese calcularions are based on the 1 of Channel 4, G
megacyeles, whieh was requested by the applicant.

‘The paper has authorized the purchase of all or any part of an
issue of honds Ly the applicant in a total amonnt wet 10 exeerd
£800,000, when and as the same may be offered by the broad
casting company. No publie olVering of these debentures is con
templated. IFurther unsecured loitns from the paper to the appli-
eant are nlso aurhorized. T'0 finanee 1he cost of its new million
dollar bnilding, a mortgage already over-subseribed will raken
from loeal Washington banks in the amount of ahout
ro $750.000. The estimated cost of the tirst year's operations are
from $300,000 to $500,000. No cxtimates of futiure revenune have
been made,

Applicant has never owned or controlled the operation of a tele-
vision station. It plans to use its present AM staff, supplement.-
ing it with whatever personnel is necessary. If the television
operations are separate it estimates it wonld need 42 people in
the program department and 30 enginecrs. 'the cost of rhe addi-
tional personnel is estimated at $216.000 a year. No television
programming plans have heen made on the groumds rhat the
applicant prefers in the beginning to experiment with atl types
of programs and techniques. Its general manager has had radio
experience in Washingten for (he last 23 vears and it is pro-
poged 1o have a halanced program with proper emphasis on loecal
and public events. For some time all programs will he sustain-
ing and originate only in Washington.

* Applicant did wot submit figures as to coverage at the hearing. The figures used

in this finding are those contained in the application.
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Eaticnal Broadcasting Company

38

The National broadeasiing Company, lue, is i wholly-owned
snbsidi of Radio Corporation of  Americ NBC owns and

res xix stations engaged in AM Dbroadeasting — ineluding
, Washingion, D. C. an M station in New York, and
one television station. WNBT, New York. In addition. NBC
o < a4 numb of shortwave br asting sration= amd a net

Vhout wtilinted AM siations. A eonsolidated balance
RCA and its domestic subsidiaries as of November 30,
1945, indicates i1s capital stock and surplus w0 be worth
$ 51,205 A preliminary balance sheet at December 31. 19
shows the capital stock and surplus of the applicant as $8.G14,
960,60, NIBRC has plans for a narional television network of inide
pendently owned aftiliated stations. Applications have heen filed
tor television stations in Cleveland, (,Jl,li(‘:ly.'o and Los Angeles,
as well as the instant plication, Applications have been tiled
for 1M stations in Washington, . C., Cleveland, Chicago, Den
ver and Nan Kraaeiseo.

In December, 1941, National Broadeasting Company received a
construction permit for a eommercial television starion that was
1o be located at the Wardman Park Hotel in Washington, . C..
the site of its experimental station, whose license lapsed in
June, 1942, The consiruction permit for the commercial station
was surrendered becanse the war made it impossible to complete
the station. The presently proposed station is to be loeated at
this same site, the Wardman Park Iotel, on which the applicant
has an option on space for a transmitter, studio and antenna.
’ans have been made and the proposed cost of the transmitrer
is £117,000, awlio-virteo faciliries, $106,000, live talent theater,
£01,700, and tield equipment, $60,000. Arehiteetural costs are to
be $140,000. Additional stndio space will he used in applicant’s
premises on 1ith Street and New York Avenue, N.W., Washing-
ton, N C. The 3000 microvolt contour, assuming a radiated
power of 13.3 kilowatts, will embrace 5 square mniiles with o
population of %50,000, There will he incinded within the 500
microvelt contour 3 ) square miles with a net coverage of
1.153,600 people. These calenliations have heen made for Channel
> megacycles, which has been reguested by the applieant.

Applicant has had extensive experience in the technical and pro-
duiretion aspects of (elevision, Te will have available many trained
persons 1o operate rhe propesed Washington station, A detailed
plan far a large staff has heen completed and many experienced
persons who will occupy supervigsory positiong have already been
named. Applicant’s weneral manager in Washington has had
many years of radio experience in Washington.

Applicant has made available the total sum of $520.000 for the
ingtallatvion of its Washingtou televition sration. ¥is estimated
operating expenses for a 28-hour a week program of network
operation is $61.000 per month: for 67 hours a week 2 s
per month, s imated revenue, baged on N hour -
tion per weeak. is 072 for rhe first vear. Deticits will be made
up trom regolar operating funds and surpluses of NREC.
Applicant has made plans for i minimum 2R-honr weekly pro-
gram whiceh will make use of its experintental facilities and past
experience in both production and rransmisgion. The program
will include loeal and public evenrs, Use will he made of the
coaxinl cable for irgR network to televise programs oviginating
from ontside of Washingron.

work of
sheet of

Conclusions

1'ie Commission lhas consistently held that where the number
of applicants exceeds the facilities available, in choosing among
the applicants preference will be given other factors .Iwm;; .~:||I)-
stantially equal to local interests. In the Connmission’s opinion.
maximum opportunity for local expression amd development ol
community aerivity is alforded by licensing lo sl persons who
are gualitied rather than persons from other cities, In this case,
the Kvening Star Brondcasting Company is the only local inter
est. The Capital Broadeasting Company ig the licensee of a
loeal station but all of its stockholders reside in Baltimore, and
agide trom their interesis in WWDC have their busine inrer
ents outside of Washington. As to the Evening Ntar Broadeist
ing Company, it has selected a transmitrer sire which will
render service 10 the entire metropolitan irea ot Wasltingron
and has made extensive plans for downtown studios. 1t is well
equipped finaneially to undertake the construction and opera
tion of a television station. Although it has had no experience
in the operation of a television station, it has had extensive
experience in the operation of an AM rion in Washington.
The Comsnission conclndes that the Evening Star Tire

adeasting
Company is qualificd ro eperate a television station. The Com
mission alsp coneludes that sinee the Lvening Star DBroadeast
ihg Company is composed of loenl people, public iuterest, con
venience, or necessity would be served by the issuance of a
construction permit to it.

Phe remaining five applicants fall into two groups. In the first

group ig Bamberyer Broadensting Service amd (u]»itul Rroad-
cisting Compa whiclh are not the licensees of any com-

mercial television stations-—and in the second group are
National Broadeasting Company, Allen B, DuMeont Laboratorvies,
ine., and Phileo Productx, each of whieh is the livensce of one
commereial television station. ‘The Commission is of the opin
ion thar where there is o choice between two applicants, one
of whom has a television sration and anether whieh does not,
publie interest is better served by granting a license to the
newconier other fietors being substantially equnal rather than
to the person already having a television station, Under this
poliey, it iy possible for the maxinnun number of qualified peo-
ple 10 participate in television and not have it restrieted to a
fow large interests,

Conxidering the application of Bamberger Broadeasting Service
it appears that it has seleeted o transmitter site which will
render service to the entire metropolitan arey of Washington,

Philco Products, Inc.

19

. Applicant has purchased a

I"iileo I'roducts, Tne.. is o wholly-owned subxidiavy of the Phlleo
Corporation, manutaetn of radio and other electriesl appli
anees.  inelnding  television receivers, 1'hileo 1'roduets is  the
national distributor of rhe parent manutacturing corporation and
has a special division to handle broadeasting operations, The bal
ance sheet of 1'hileo Corporation at December 31, 1944, showed
a total eapiral srock and sarplus of S16,696, while that of
I'liilco Products showed a eapital stock and surjdus of SH.671.
711, whieh should be added ro the undetermined 1945 profiv to
sliow its present tinauecial status. With few exeeptions, the ot
cors of rhie two corporations are the same and the directors of
both are exaetly the same. Twelve persons or tirms own more
than 1¢% of the rtotal stoek, 1.372.143 shares, of which the
largest Lolder is Cross and Co. with 1.98%. Applicant owns and
operates a commercial television station WIPTZ in 1'hiladelphia.
Except for the latter and the propcsed Washington statien. it
does not intend 1o own or operate any other commerceinl tete
vision stations, 1t bag at present an experimental televigion sta
viont in Philadelphia, 18 experimental television relay broadeast
licenses and special temporary authorization® for a fest trans
mitter aml (wo poirt-to-peoint ecommunication sysrems. It will
connect the Philadelphia and Washington stations either by its
own relay system in whieh it has already invested 150,000 or
by eoaxial cable.

gite in Arlingten County, Virginia
npon which it proposes to erect at a cost of $167.000 g building
1o honse its televigion stiation, ineluding transmission and some
ol its stndio fucilitios. 1ts antenna will be located on a fower
already erected on the site. In addition to these facilities n
studio in downtown Washington will he obtained, ‘The toral eosr,
ineluding bnilding, transmission and stndio faeilities and pickup
cquipment the proposed station is estimated at 8528420,
The 3000 microvolt contour, assnming a radiated power of 34
kilowattg, will embrace 330 squarve miles with a population of
7.000. Within the 500 microvelr contour there will be ineluded

2640 square miles with a net coverage of 1002000 people.
These ealeulations have heen made for Chaunel 4. -T2 e -

eveles, which bas been reguested by the applicant.*
Applicant has had extensive experience in the technical and
production aspeets of television, 1t will have avi ilnble many
trained persons to operate the proposed \Washington station.
It has made plans for a technical and produetion staff of 190
people at maximum operation. In the beginning a gomewhit
rmaller statt of about 133 is expected 10 be adegnate for sutis-
factory se-vice, A loeal resident, as yet unengaged will he em-
ployed as general manager.
Phileo Corporation will furnish sieh snms as will be necessary to
construer and operate applieant’'s proposed station. Its mouthly
< of operation is estimated at £61.500 per month or about
$750,000 a vear, No estimate hasx been made of revenue from
operation of the station hut a maximum ceiling of 0% has bern
set on commereial progrioms.
Appticant has made plans for a weekly program ol 37% hours
ar full-tledged operarion and will make use of its exveriment
tacilities and past experience in both produetion and transmis-

sion. The program will include both loeal and public events
Programs orviginating in Philadelphia  will be presented  in
Washington.

of Law

It is well equipped tinancially undertake the construction
and operation of a televigion s iont, Altheugh it is net, and
has not been, the licensee of a television station, irs personnel
have aequirerd experience in relevision operations through pre-
sentation of television programs over WABD and WRGL. The
Commission concludes that the Bamberger Broadeasting Service
is quatlitied to operate a televisgion starion The Commisgion also
conclirdes thatr sinee the Bamberger Broadceasting Servieg has
no orher television gtation, publie interest, convenience or neees
sir,\'. wourhll be served by the issiinee of a construerion permir
to gt

i, As to the Capital Rroadeasting Company, it appears that it has

seleered a transmitter site which will render service to the

enlir .nu-ll'opnlil'nn area of Washington, While its proposed
relevision ntanager has had some experiencee in television opera

tions, tae organization as a whole seemsg ro have very little
experience in the operation of a televigsion bhroadenst station in
Washington. It has hidd experience in the operation of an AM
station in Washington. A serions question arises in rhe ease of
the flaancial qualifieations of Capital DBroadeasting Co, On the
Iutsis of it8 present balance sheet, Capital Broadeasting Co, is
concededly pot tinaneially qualitied to operate a television sta-
tion, aml although it proposes to sell time on its television
station at an early date, admittedly thig will not be enough to
support the operarion of rhe station, In order to meet this defi-
cieney, rhe principal stockholder has proposed to make exten
sive loans to the station, ro forego agency commissions for the
siale of time on WWDC, and to wiaive any salary from the sta
rion. In addition. the manager of the station has proposed. it
necessary, to take a salary reduction of $10,000 a yvear. licono-
mies in rthe operation of the station are also proposed. Even rhis
will not produce suflicient reverte unless WWDC is capable of
making $80,000 a vear lefore taxes. Applicant has 1ted that
it believes it can make sueh a protit despite the fact that it has
never made any such protits even during the war years when
it has sold as mneh as 70 1o T8% of its time. T'he Commission
is of the opinion that on the basis of the foregoing fiucrs, seri
oug question is raised concerning the tinancial qualifientions of
Capital Broudeasting Co. to construct and eperate a conuner-

The population estimate contained in this finding is based upon the 1940 census.
Applicant utilized figures based upon estimated population for the District ot Colum-
hia as of July 1, 1944,
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¢inl television station at this time. The ability of Capital
Rroadeasting Co. to construct and successfully operate a televi-
sion station depends too mueh upon the ability of Station WWDC
to earn money at higher rate than it has ever earned before.
The Commlssion is of the opinion that iwith the repeal of the
excess profits tax, with the greater availability of faeilities in
advertisinT media comperitive with radio, and with the expecta-
tion that in_the near future the Commission will license as
many as 12 M stations in Washington, ir is extremely doubt-
ful that WWDC can maintain sneh a high earning rate withonrt
unduly degrading its program service. In addition, the gRuccess-
ful operation of a televigsion station by Capital Brondcasting
Company is dependent fo a great extent upon the applicant’s
ability successfully ro sell time on itg television station at an
early date and on its ability to maintain its operating expenses
ar a point substantially lower than that suggested by any of
the other applicants. The Commission is of the opinion that it
is much too early at this stage 1o predier wirh any aceuracy
what the operating revenues of television stations are going
to be. ''he Commission is not convinced by the showing made
by Capitn! Proadeasting Company that it will be in n position
not only to construer its television station but to operate it
for several vears in the evenr that television should not ret
started as quickly as the applieant thinks it will, or in rhe
event that it should not he possible to operate WWDC as prof-
itably as applieant prediers, In view of these faets and in view
of the faet that there nre other applicants who are well gquali-
fiedd 10 eonstruect and opernte a television station in Washington
at this time, the Comnrigsion does not bhelieve that publie inter
esf, convenience, or necessity would be served by the iszsnance
of a construetion permit to Cnpital Broadeasting Compuany.

Thar leaves the choice for the two remaining televigion channels
hetween National Lroadeasting Company, Allen . DuMont Lab-
oratorics, Ine. and Philco Produets, Ine. The first two ench own
a commercial television station in New York City. and I'liileo
is the licensee of a commercial relevision station in I'lila-
delphin. All three applieants have extensive experience in tele-
vision and all three would be qualified to eonstruct and operate
a televigion station in Washington. Ou the hasis of the site
ehosen National DLiroadeasring Company and Phileo IProdnets.
Ine. would render service to a substantially greater area amd
population than Allen B. DuMont Laboratories, Inc. As a mat
ter of fact the coverage proposed by the DulMont station,
amounting to 98.59% of the population in the metropolitan area
of rhe Distriet of Columhia i8 smaller than that of auy other
application invelved in this proceeding.

‘I'he importance of Washington ax an origination center of pro-
grams for a television network was stressed ar the hearing.
Sinee Washingron is the nation's eapital, there are nmany im
portant events oceunrring here which are of great interest to
audiences throughout rhe United States. I'he Commission is of
of the opinfon rhat the effective operation of a nation-wide
television network will be greatly nided by network ownership
of a televigion station in Washington. It should bhe noted that
this tinding is limited to (elevision only where much develop-
ment and experimental work remaing to bhe done. Nothing
herein said is to be construed as a finding eoncerning netweork
ownership of AM or FM stationg. National Broadcasting Com
pany has proposed a television nation-wide nerwork and has had
extensive experience in the operation of o nation-wide AM net
work. I'hilco proposes to conduet an experimentnl relay serviee
hetween Philadelphia and Washingron but has no plans for a
nation-wide network. DuMonr lag no plans for a nation-wide
nelwork but expeets to eonnect its New York station into a net
work wirh televigion srations in Washington, Littsburgh, Cleve-
land and Cineinnati, if these applications arve granted. ‘I'he
National Broadeasting Company application for a television sta-
tion in Waxhington should, therefore, be preferred over that of
Phileo and DuMonr. So far as PPhileo is coneerned the owner-
ghip of a televigion ftatrion in Washington isx not associated
with the operation of a network. ex ept pogsibly to conneet irs
Waghington and Philadelphia Srations. 8o far as DuMont is
coneerned, while it does have plang for a network, it ix only
of a1 very limited sort and i8 to be composed of apparently
only tive DulMont sgtations and not of many independently atlili
ated stationg as in the ease of National EBroadceasting Company.
Moreover, as hag alrendy heen pointed out, the gite proposed
in the DuMont application is substantially inferior ro that pro-
posed hy National Droadenstinge Company. Aceordingly, a con
struetion permit should isguie to Natrional Broadeasting Company.

This leaves the choice for the tinal ehannel hetween DuMont
and Phileo. hoth of whieh are qualiticd to construer and operate
a telavision station in Washingron. In favor of DuMont is the
fact that a Washington ontler would be of assistance in con-
nection wirh the network operation which DuMent proposes.
In favor of Phileo ix the fact thar the Rite it proposes is snpe
rior 10 that propescd by DuMonr. Also. rhe ownership of a
station in Waghingron would he helptful in eonneetion with the
experimentation heing eonducted by Phileo in relaying programs
hetween Washingron and Philadeiplila. The Commission is un
abla at this time to make a ehoice hetween Phileo and DuMont
and aecordingly defers a decigion o this poinr until atrer the
conclusion of oral argument on this proposed degision in whieh
I’hileo and DnlMont may present their views,

The Commixgion is uot unmindful of the faer that a grant of
the DuMonr application would make possible the establishnienr
of a commereial televigion service in Washingron at au earlier
date than is otherwise possible because DnMont is already op-
erating an experimental station in Washiugron. The Commis-
siou believes thar this factor should not he controlling for rwo
reasons. In the firgr plaece, the Commivsion has consistently
declared thar rhe issnanee of an authovization for an experi
mental station is for experimental purposes only. and may not
be used hy the applicant ag an enfering wedge for securiug a
license for a eonmercial station. Therelfore. the appliention of
Allen . DuMont Laboratories, Ine. must he considered on the
same hasis nas the other applieations as thongh it were not
the liceusee of an experimental station. In the second place,
rhe establisment of television in Washington at an early date
shonld he posxible becanse Nitional Rroadeasting Company has
all the equipment necessary for the installarion of a television
station.

There remains for eonsgideration the quesrion of what ehan
nels shonld be asgigned to rhe sueeessful applieants. From the
evidence at the hearing it appeared rhat equipment for Chan-
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nels No. 4 and 5 will be available at an carlier date than for
Channels No. 7 and 9. National Broadcasting Company has
requested Channel No. 4 and has stated that it bas on hand
the equipment for that channel and that this equipment can:
not readily be used on any other channel. In the interest of
the early establishment of television in Washington, Channel
No. 4 should be granted to National Broadeasting Company.
No far as Channel No. 5 i8 concerned DuMont has applied for
rhis channel and could start operation at an early date if i1s
application were granted. I'hilco PProducts=, Ine. has applied for
Channel No. 4. However it does not have the equipment for rhis
channel on hand and although it states that it haxs such equip-
ment on order. it _should he possible to convert rhis equipment
for operntion on Channel No. & as readily as on Channel No. .
Moreover, I'hilco I'roducts has it8 tower already constrneted
and if it application were granted it ecould procecd expedi
rionsly wirh rthe construetion of a station. Nince ueither DBatn-
herger Broadeasting Service, Ine. nor the Evening Star Broad-
casting Company the other 1wo successful appliennis Itnve
any equipment on order or towers construcied. the Conntission
is of the opinion that the early establishment of television in
Washingion will be advanced if Channel No. o iz reserved for
assignment to cither DuMont or Phileo. whichever is the sue
cessful applieant. This leaves Channels No. 7 ad 9. There ap-
pears 10 be no substantinl diference between these two fre-
quencies, Channel No. 7 will he granted to the Evening Star
Droadeasting Company and Channel No. 9 will be granted to
Bamberger Droadeasting Serviee.

Al conxsrriuetion permits to he issned will be expressly condi
tioned npon a showing that the transmitter site ¢h n eomn
plies with the Rules and Regulations of the Civil Aeronauties
Administration.

N

EW APPLICATIONS

One new commercial and two experimental applica-

tions were filed with the FCC last month. On the other
side of the fence. however, were four withdrawals, two of
them from Detroit on the eve of hearings to determine
who would get the final allocations. (For “Television Out-

look in Detroit,

see page 10.) WIR, The Goodwill Sta-

tion, Detroil, and WGAR, Cleveland, both CBS afhliates,
International Detrola. Detroit, and Yankee Network, Prov-
idence, were the four who pulled out of the video field.

COMMERCIAL APPLICATION
Toledo, Ohio

Name—Fort Industry Company

Address

306 New Center Building

Oflicers—J). Harold Rvan, Vice-I’resident and 'F'reasurer

Fstimated Costs

1. Visual transmitter
2. Aural transmitter plus tubes § 0.0
3. Antenna Syslem 14.000
4. Studio Equipment 95.000
5. Studio Lighting 1,500
6. ' & M Monitors 3,500
7. Building 10,000
8. Other item 5,000
Estimated Total Costs %189,000

Equipment
Channel-

RCA
#13

Kiloeveles—210-216 mc

ESR—928
Antenna

Transmitter location
Population
e of area—2,700 square miles

Si

Height, sea level—841 feet
Height, ground level—241 feet
R.F.D. #3, Perryshurg, Ohio

153.886

Engineering Consultant—C. M. Jaushv, Ir., Washington,

D. C.
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Lawyers—Fred Albertson, Don Lohnes & Albertson, D. C.
Misc.: 60% commercial programs or 73 hours sponsored
a month; wants chain programs if available. Outside
pick-ups, 11; studio production, 60; film 50 — total
121 a month. Fort owns WGBS. Miami: WSPD,
Toledo; WLOK, Lima, Ohio; WWYS, Wheeling,
West Virginia: WAGA, Atlanta, Georgia. Entertain-

menl shows, 60%.

EXPERIMENTAL APPLICATIONS

Boston, Mass.

Name—Conltinental Television Corporation

Address—150 Causeway Street, Boston |4, Mass.

Oflicers—Richard L.. Campbell, President; Grant ]J. Holt,
Vice-President; Abraham Zimble, 11 Nichols Street.
Chelsea, Mass.

listimated Costs

. Vis, transmitter

. Aural transmitter plus tubes § $ 20,000
Antenna System 5,000
Studio Equipment 15.000
Studio Lighting

F.& M. ilor

Lind Meiriors 6.600
Buil(ling ]

. Other item

Csl‘mmle(l Total Costs for one vear

ST Sl SISl

-~

o -

operation $ 52.000
Istimated Total Costs of research
program $100.000

Channels—7. 9 and 13 and selected frequencies 490-920
me

Hrs. per wk. of operation—12 hours a week minimum

Equipment—Continental Corporation

Power, aural and visual-—250 watts.

Misc.: Company primarily interested in development of
television on upper channels. However wants to ex-
periment on lower bands to compare transmissions.
Also propoese to manufacture receivers. Program of
research will be headed liy R. L. Campbell.
Engineers supervising research: head, Richard L.
Campbell — in tele development since 1920: director
television transmitter development at Allen DuMont
Laboratories 1938-1942.

Richard Mosher: Robert Woolev: Allen MacNee;
Henrv Wallman. Station wants to use pre-war stand.
ards but ai the same time experiment in ultra-highs.

Lancaster County, Pa.

Name—Conestoga Television Association

Address—RFD #5. Lancaster, Pa.

Ofhcers—President. Philip A. Richards; Vice-President,
Rav Harnish; Secretary. Richard Voight; Treasurer,
Hannah Moody.

Ownership—Non-corporate club

Lst*mated Costs

Vis. transmitler % 730
Antenna System 750

Estiinated Total Cosls

k.xperimentation %2500
first vear $200
Financing—contribution of association members
KNilocycles—390-610 me

Hrs. per wk. of operation

Operation Costs per month

1 experimental operation only
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Transmitter location—Salisbury Township, Lancaster
County

Power, aural & visual—25 w; 100 w.

Engineering Consultant—Formed as club, majority of
whom are engineers.

Misc.: Chief Engineer, Eugene Hoffman. Purpose of ap-
plication for relav: to relay video programs picked
up from WPTZ and W3XE. “Relay only economical
way to extend tele service to Lancaster. Company
principals are a group of engineers planning to man-
ufacture electronic tubes for receivers.

“Television is enjoyed in Philadelphia 65 miles away.
We want to relay those programs to Lancaster, Pa.”
Have agreement with Philco.

HEARING SCHEDULE

The FCC has set a tentative schedule for hearings on
final allocations for television in the following eleven
cities. However withdrawals may change the picture be-
fore the hearings take place.

City Date 'Date
5 channels
4 applicanls

Harrisburg | April 15—Harrisburg |1 channel—
- 2 applicant:

Detroit March 25—Detroit

Pittsburgh | April 15—Pittsburgh |4 channels—
5 applicant:
Lancaster April 18—Lancaster L community chan-
- nel —2 applicants
Baltimore  [May 6 Washington, |3 channels—
D.C. 4 applicants
Cleveland  |Mav 13—Cleveland 3 channels
' 6 applicants
New York  |May 20~ Los Angeles |7 channels
13 applicants
Los Angeles June 3-—Washington, |7 channels-
D. C. 12 applicants
New York |June 17--Washington, |4 channels
D. C. 10 applicants

Philadelphia | June 17— [rovidence |1 channel
1 applicant
San July 15—San Francisco!6 channels.
I'rancisco 7 applicants

Keep up with (elevision

By reading TELEVISION

Television



You can take

General MacArthurs

word for 1t/

*The Red Cross has done a 100 per cent
job in this theatre. Mathematical limi-
tations alone prevent my saying the Red
Cross services here have been more than
100 per cent.”

—General Douglas MacArthur

Red Cross in action. General MacArthur saw
the Red Cross at your fighting man’s side, all
through the gruelling months of the Pacific cam-
paign. He saw Red Cross men under fire on D-Day
beachheads—sweat it out in foxholes—follow the
men with candy, cigarettes and other comforts right
up to the firing line.

SO SPEAKS a distinguished eye-witness of your

He knows that wherever your fighting man went,
your Red Cross went, too—that wherever, whenever
he needed respite and recreation, help with a per-
sonal problem, or just someone to talk to, the Red
Cross was there.

He also knows, as you do, that your Red Cross
cannot yet say, “Mission accomplished.” It still has
an enormous task to do. With your help, it will
carry this task to a successful completion.

The War is over. ..
but another battle has begun

Your Red Cross must now fight on three new bat-
tlefronts. The thousands of our men still in vet-

crans’ hospitals and in faraway lands overseas
need its comfort and cheer now, as they did when
the bombs were bursting. And as our servicemen
return to civilian life, your Red Cross must lend
them a helping hand.

And when disaster strikes here at home—fire,
flood, tornado—your Red Cross must be ready with
aid for the victims. Its war against human misery is
never wholly won.

But remember—it is your Red Cross. It depends
on you for its very existence. So give from your
heart. Give generously. Give today!

YOUR Red Cmss MUST CARRY ON ... @VE./ +

- Prepared by the Advertising Council in Cooperation with the American Red Cross *



k Zr270002¢# YOUR TELEVISION stamion

: "~ ...1S A JOB FOR DU MONT

NEW YORK

.

Four of the ten television stations now operating in the United States
were built by the Allen B. Du Mont Laboratories, Inc. No other com-
pany has built more than one station. This fact speaks volumes.
It is especially important, too, since Du Mont’s newest, most advanced
tclevision broadcasting equipment sets new standards of video quality
CHICAGO and flexibility. Du Mont’s 15 years of electronic and television "‘know-
how” assure smooth, trouble-free efficiency at low operating cost.
If you are planning a television station, avail yourself of Du Mont's
. highly specialized television experience. Incidentally, we have published
+ a down-to-earth booklet on “The Economics of Du Mont Television.”

it We will be glad to send it to you—write on your firm’s letterhead.

Copyright 1946, Allen B. Du Mont Laborateries, Inc.

WASHINGTON ALLEN B. DU MONT LABORATORIES, INC., GENERAL OFFICES AND PLANT, 2 MAIN AVENUE, PASSAIC, N. J.

TELEVISION STUDIOS AND STATION WABD, 515 MADISON AVENUE, NEW YORK 22, NEW YORK





