
GOLDSMITH DEVISES NEW TECHNIQUE 
FOR RADIO -TV AUDIENCE MEASUREMENT 

Noted inventor in the field of electronics will unveil "centercasting" 
process Thursday before the National Television Film Council in 
New York. System may enable large audience's reactions to be de- 
fined quickly, but possible similarity to CBS experiment which failed 
leaves some in doubt. 

A NEW SYSTEM, which in wide use might 
revolutionize the field of audience measure- 
ment, has been developed by Dr. Alfred N. 
Goldsmith, noted inventor, who said last week 

it not only would 
measure tune -in but 
could compile view- 
ers' or listeners' re- 
actions to a program 
in a matter of 30 to 
60 seconds. 

Additional break- 
downs showing such 
factors as the eco- 
nomic levels, nation- 
alities and residen- 
tial locations of the 
audience could be 
provided in a rela- 
tively few additional 
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seconds, it was reported. 
As seen by Dr. Goldsmith, who is slated to 

describe the system publicly for the first time 
this week, the technique-called "centercasting" 
-- would be useful in far more ways than just 
audience measurement. Advertisers, for in- 
stance, would find it useful in determining 
reaction to a new package or a new product; 
political and other organizations could use it 
to measure public opinion on major issues. 

"We have heard much about 'the voice of 
the people,' " Dr. Goldsmith said. "Here we 
are attempting to find out what 'the voice of the 
people' says." 

Holder of many basic patents in radio-tv, 
motion picture and allied fields, including a 
patent for the tri -color television picture tube 
employed in RCA's compatible color system, 
Dr. Goldsmith described "centercasting" as "a 
very high -speed polling system" that can be 
worked either by wirelines or by radio. 

Dr. Goldsmith anticipates the use of micro- 
wave radio. Tune -in would be measured auto- 
matically without the knowledge of the audi- 
ence. To get audience reaction, a push button 
arrangement would be installed in the homes 
making up the sample and the viewer or 
listener would punch one of five to indicate his 
feelings. The five buttons would range from 
"emphatically yes" to "yes," "neutral," "no," 
and "emphatically no." 

In a sample adequate, by research standards, 
to measure the New York metropolitan area, 
Dr. Goldsmith said, the system could get all 
the answers in half a minute to a minute. 
The speed thus would make it possible not 
only to measure reaction to programs, but to 
different portions of the same program. 

Dr. Goldsmith did not estimate the cost of 
a "centercasting" operation except to say it 
would be of about "the same order of magni- 
tude" as a small television station. He en- 
visions it as being financed jointly by networks, 
stations, advertisers and other commercial or- 
ganizations, business and professional groups, 
and those who would find applications of the 
service useful to them. 

He said the prospects are being explored with 
major factors in the field but that he was not 
at liberty to identify them at this time. Nor 
did he go into details of the workings of the 

BROADCASTING TELECASTING 

system, which he is scheduled to make public 
on Thursday at a luncheon meeting of .the 
National Television Film Council in New York. 

The NTFC announcement of the meeting 
described "centercasting" as "a device which 
automatically polls television audiences for sta- 
tions, indicating what programs are being 
listened to . the duration of the listening 
period ... and the reactions of those who are 
listening." 

(While the announcement related it only to 
television stations, Dr. Goldsmith said it could 
be used in radio measurement as well, and, 
indeed, could be installed in homes having 
neither radio nor television in order to get 
the views of these people on non- broadcast 
questions. He observed, incidentally, that he 
did not anticipate use of the system to forecast 
election results.) 

NTFC's report said " `centercasting; if widely 
applied, would greatly help in solving the ques- 
tions raised by the conflicting reports and sur- 
veys provided by many research agencies and 
poll- takers. 

"It also poses the question of what would 
happen to this segment of the industry if, here- 
after, all audience polls axe rendered auto- 
matically, largely via the television receiver 
and radio receiver on which the programs are 
received." 

Survey Men Hesitant 
First reaction of existing measurement serv- 

ices queried on the development was to wait 
for further details before commenting, although 
the apparent expense involved in "centercast- 
ing" was cited. 

It also was recalled that another system of 
instantaneous -type measurement was eyolved 
several years ago but never put, into general use, 
partly because of the expense factor. 

This was LAMS (for Instantaneous Audience 
Measurement System), developed by CBS on 
the principle of radar [BT, Nov. 24, 1947]. 
As subsequently described and demonstrated to 
the Institute of Radio Engineers by Dr. Peter 
Goldmark, now president of the CBS Labs, and 
other engineers responsible for its development, 
IAMS worked as follows [BT, Jan. 24, 1949]: 

At the New York transmitter an inaudible 
signal was mixed in with the program material 
being broadcast. This impulse went to trans- 
ceivers installed in pre- selected homes. When 
the home receiver was in use, the transceiver 
would in turn broadcast an impulse of its own. 
A later impulse indicated to what station the 
home set was tuned. 

Impulses from all the transceivers were 
received and electronically counted at a central 
point (the CBS -built counter was capable of 
counting 250,000 units per second). The counted 
information was then coded and transmitted 
by phone line to CBS headquarters where it 
was translated into a value and recorded on a 
coder, using a paper tape. The record thus 
produced showed, in graph form, the percentage 
of sets in use and tuned to a particular station 
at a particular time. 

IAMS also employed a subsidiary device, 
using push buttons, enabling the listener to 
vote "yes" or "no" at a given time. 

Turns Tv Test 
TELEVISION spot announcement cam- 
paign will be launched today (Monday) 
on WCBS -TV New York for Tums, a 
product of the Lewis -Howe Co., St. 
Louis, which has never before used tv 
spot announcements. The drive includes 
a saturation schedule of 26 10- second 
announcements a week on the station 
in the form of time service spots with 
"Turns Time" as a copy theme. If the 
campaign is successful it may be ex- 
panded to tv markets throughout the 
country, according to Frank Shakespeare 
Jr., general sales manager of WCBS. 
Ruthrauff & Ryan, St. Louis, is the 
agency representing Turns. 

C -P Buys 'The Millionaire' 
To Replace 'Strike It Rich' 
COLGATE-PALMOLIVE Co.'s Wednesday 
night Strike It Rich program on CBS -TV, 9 -9:30 
p.m. EST, will be replaced by The Millionaire, 
a new tv film show acquired by the company 
last week. The series will make its debut on 
Jan. 19. Strike It Rich will continue for Col- 
gate in its daytime radio -tv schedule. 

Negotiations were handled for C -P through 
Ted Bates' & Co., New York, with MCA, which 
represents Don. Fedderson and John R. Jacobs 
Jr., Tido Inc. Shooting on the films will begin 
immediately in Hollywood with Mr. Fedderson 
serving as producer. The two film companies 
will work on the series simultaneously. Ad- 
vance scripts have been written by Mary McCall 
Jr., James Webb, Charles Hoffman, Bert Granet 
and Packard & Davis. 

General format of the series will be to show 
the effect of receiving a million dollars on 
people from all walks of life. Two roles will 
be permanent. The other roles will change with 
each story. 

Three to Sponsor Cub Games 
THREE advertisers, two of them in the national 
field, have signed to sponsor radio broadcasts 
of all Chicago Cubs games on WIND Chicago 
for 1955, the station announced last week. 
Sinclair Refining Co. on alternate days will 
sponsor the games of the Cubs (and other Na- 
tional League teams when the Cubs are not 
playing), while Coca -Cola and General Finance, 
Chicago, will divide sponsorship on the other 
days. Agencies are D'Arcy for Coca -Cola, Gor- 
don Best for General Finance and Morey, 
Humm & Johnstone for Sinclair. 

McDermott Named Ayer V.P. 
THOMAS J. McDERMOTT, of the New York 

office of N. W. Ayer 
& Son, has been 
elected a vice presi- 
dent in connection 
with radio -television 
of the agency. 

Mr. McDermott 
has been with the 
firm since 1933 and 
has handled radio- 
television work since 
that time, including 
accounting; con- 
tracts, timebuying, 
planning and liaison 
work with other MR. McDERMOTT 

Ayer departments. 
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