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RCA Service technicians, dur-
ing their unique training pro-
gram, live and breathe the
subject of television-for your
benefft.

... all the complexities of kinescopes, elec-
tron guns, tubes, television cameras and
transmitters.

When their studies are complete, they have
a grasp of television's inside story that assures
you the most perfect installation and main-
tenance possible-under your RCA Victor
Factory-Service Contract.

See the lqtest uond.ers of rodio, teleaision, and elec-
Ironics at RCA Exhibition Hall, 36 West 49tll Street,
N. Y. Arlmi.rsion is fuee. Raclio Corporation ol America,
RC A Buitding, Radio Citt1, N. y. 20, N. Y.

Tese men 9/4714 /nside Story
When you buy a fine television re-
ceiver, correct installation and main-
tenance are as important as the set. For
service technicians, RCA has developed
the only training program of its kind-
a factory program.

During their studies, these men learn
the basic facts of modern, all-electronic
TV. . . how it reached its present perfection
by research at RCA Laboratories. ..how to
build a television receiver...how to select
and install the right antenna for yor,- home

RADTO CORPORAT]OU of ADTERICA
Wor/d Leader in Radrb - First n Te/ensrbn

Get all the performance that's built into
your new RCA Victor home television
receiver through an RCA Victor Facto$
Service Contract.
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RCA Service technicians, dur- 
ing their unique training pro- 
gram, live and breathe the 
subject of television—for your 
benefit. 

Vfi&se men get TVs /rrsfc/e Story 

When you buy a fine television re- 
ceiver, correct installation and main- 
tenance are as important as the set. For 
service technicians, RCA has developed 
the only training program of its kind— 
a factory program. 

During their studies, these men learn 
the basic facts of modern, all-electronic 
TV... how it reached its present perfection 
by research at RCA Laboratories.. .how to 
build a television receiver.. .how to select 
and install the right antenna for your home 

... all the complexities of kinescopes, elec- 
tron guns, tubes, television cameras and 
transmitters. 

When their studies are complete, they have 
a grasp of television's inside story that assures 
you the most perfect installation and main- 
tenance possible —under your RCA Victor 
Factory-Service Contract. 

See the latest wonders of radio, television, and elec- 
tronics at RCA Exhibition Hall, S6 West 49th Street, 
N.Y. Admission is free. Radio Corporation of America, 
RCA Building, Radio City, N.Y. 20, N.Y. 

■ 

Get all the performance that's built into 
your new RCA Victor home television 
receiver through an RCA Victor Factoiy^ 
Service Contract. 

KJlDfO COBPOnjlTfOM o-f AM EMC A 
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"We are adding
thousands

upon,thousund,s,.."

FRANK M. FOLSOM
President, Radio Corporation of America

"By a simple person-tor)erson canaass, we are adding thousand,s upon thou-
sands oJ serious saoers _to our Payroll satsings prin. our .*p[oy"", or.
eager to contribute to. the^strengthening oJ America's d.eJenses u;iite they
build their oun security. h9y knout that indiuid,ual saoiig initiatioe nl.eans
a blous at ruinous inJlation. They know that is the line oo-*hi"h all oJ us,at
horne can make our strongest fight."

"Thirty days has September." And every one of these
September days is a D Day. In newspapers... maga-
zines. .. over the radio. .. from the television screen
. . . on billboards. . . contributed advertising will urge
every American to o'Make today your D Day. Buy U.S.
Defense Bonds."

September days are ooD" Days for management, too
- Decision Days.

If you have a Payroll Savings Plan and your em-
ployee participation is less th^an 50/o. . . or if you have
not made a person-to-person canvass recently-con-
sider this your o'D" Day.

Phone, wire or write to Savings Bond Division, U. S.
Treasury Department, Suite 700, Washington Building,

Washington, D. C. Your State Director will show you
how easy it is to increase your employee participaiion
to 7 0 /o, 80 /o -ev en 90 /o -by a simple 

-p.rson-to-person

canvass that places an application blank in the hands
oj ev91l employee. He will furnish you with applica-
tion blanks,, promotional material, practical .ogg".-
tions and all the personal assistance you may de-".Ire.

-Your 
employees, like those of the Radio Corporation

of America and many o,ther companies will join by
the hundreds or thousands because they, too, are eager
to contribute to the strengthening of Ameri"u,, -il.-
fenses while they build their own- security. Make it
very easy for them-through the automaiic pavroll
Savings Plan.

The U. S. Gouernment d,oes not pay lor this aduertising. The Treasury De-
partment thanks, tor their patriotic donation, the Ad,uertisine Council and,
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"We are adding 

thousands 

upon thousands ... 
5? 

FRANK M. FOLSOM 
President, Radio Corporation of America 

By a simple person-to-person canvass, we are adding thousands upon thou- 
sands of serious savers to our Payroll Savings Plan. Our employees are 
eager to contribute to the strengthening of America's defenses while they 
build their otvn security. They know that individual saving initiative means 
a bloiv at ruinous inflation. They know that is the line on which all of us at 
home can make our strongest fight." 

"Thirty days has Septemher." And every one of these 
September days is a D Day. In newspapers ... maga- 
zines . .. over the radio . .. from the television screen 
. . . on billboards . . . contributed advertising will urge 
every American to "Make today your D Day. Buy U.S. 
Defense Bonds." 

September days are "D" Days for management, too 
—Decision Days. 

If you have a Payroll Savings Plan and your em- 
ployee participation is less than 50% ... or if you have 
not made a person-to-person canvass recently—con- 
sider this your "D" Day. 

Phone, wire or write to Savings Bond Division, U. S. 
Treasury Department, Suite 700, Washington Building, 

Washington, D. C. Your State Director will show you 
how easy it is to increase your employee participation 
to 70%, 80%—even 90%—by a simple person-to-person 
canvass that places an application blank in the hands 
of every employee. He will furnish you with applica- 
tion blanks, promotional material, practical sugges- 
tions and all the personal assistance you may desire. 

Your employees, like those of the Radio Corporation 
of America and many other companies will join by 
the hundreds or thousands because they, too, are eager 
to contribute to the strengthening of America's de- 
fenses while they build their own security. Make it 
very easy for them-through the automatic Payroll 
Savings Plan. 

The U. S. Government does not pay for this advertising. The Treasury De- 
partment thanks, for their patriotic donation, the Advertising Council and 
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o new medium on the move

t-ftHIS season television's newest
I dimension is a commelcial re-
ality, and while it isn't true to say

color has actually arrived, it has a
firm toehold on the ladder uP.

To those around todaY who still
hbve splinters in their knees from
crawling around on the ground floor
of black-and-white television, and
shared in the pioneers' satisfaction
and low pay, the atmosPhere at CBS
Studio 57 is femiliar and historY-
repeating. One need only see the pic-
ture on the monitor for the convin-
cer: That this exceedingly beautiful
multi-hued image, which seems to
improve on nature, is almost as

great an imProvement over mono-
chrome television as that was over
radio.

The CBS field-sequential color
system, which was authorized for
commercial broadcasting bY the
Federal Communications Commis-
sion, whose authoritY to do so was
recently verified bY the U. S. Su-
preme Court, exists in substantially
the same physical form todaY as

when it was first developed ten years

ago b1' Dr. Peter Goldmark. Norlv'

that it is heing Plogrammed regu-
larly, the engineers, whose almost
exclusive preserve it was for so

many years, are Yielding, as theY

BERT GOLD, TY station con-
sultant in programming and oPer-
ations, put four stations on the
air; was producer-director of over
?00 shows and Pioneer of many
developments.

SEPTEMBER, I95I

EACH comero control hos qn ouxili-
ory color shoding unit. Here o video

mon is shown operoting this unit
ot cBS Studio 57.

the bare essentials of a well-staged
performance.

This very restraint, in fact, is
where the comPlexitY of the opera-
tion comes in--in terms of judge-
ment and designing talent. The oc-
casional flair of a vivid primary col-
or is dramatic and striking, but.only
when the general tone is conserva-
tive. Too many extremes would be-
come ofiensive, and might easily
spoil an otherwise well-staged show'

Producing Progrqlns

ln CBS Color

By Bert Gold

inevitably must, to the coming in-
fluence of the Program PeoPle' It
is with them, the Producer and di-
rector, etc., that we will be con-

cerned now.

Stcging the Show

Staging the show for color is

simpler and less exPensive, and at

the same time but in other waYs

more complex and costly. That queer

combination of statements rePre-

sents the number of differences be-

tween color and black-and-white
oroduction which will have to be

understood by those people involved
in making the change.

An advertising man, accustomed
to the vastlY higher costs of color
plates and reploduction for maga-
zines and lithography, would nnder-
standably react with disbelief to
the statement that color TV is often
cheaper than monochrome-and Yet
it is. Wonderful effects can be

achieved by the simPlest things in
their natural color. The system's
ability to accentuate the color com-
position of even the most modest
objects could make anY extraneous
visual gimmick or ornamentation
look ostentatious. Very great care
must be taken to refrain from over-
prettifying things, for the lilY is
already gilded, so to sPeak.

The same lestraint is necessat'Y,

or at Ieast desirable, in the program
content of the show, since the
greater eye-impact of the color over-
comes the need for anything but

a new medium on the move 

Producing Programs 

In CBS Color 

j 

By Bert Gold 
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EACH camera control has an auxili- 
ary color shading unit. Here a video 
man is shown operating this unit 

at CBS Studio 57. 

THIS season television's newest 
dimension is a commercial re- 

ality, and while it isn't true to say 
color has actually arrived, it has a 
firm toehold on the ladder up. 

To those around today who still 
have splinters in their knees from 
crawling' around on the ground floor 
of black-and-white television, and 
shared in the pioneers' satisfaction 
and low pay, the atmosphere at CBS 
Studio 57 is familiar and history- 
repeating. One need only see the pic- 
ture on the monitor for the convin- 
cer; That this exceedingly beautiful 
multi-hued image, which seems to 
improve on nature, is almost as 
great an improvement over mono- 
chrome television as that was over 
radio. 

The CBS field-sequential color 
system, which was authorized for 
commercial broadcasting by the 
Federal Communications Commis- 
sion, whose authority to do so was 
recently verified by the U. S. Su- 
preme Court, exists in substantially 
the same physical form today as 
when it was first developed ten years 
ago by Dr. Peter Goldmark. Now 
that it is being programmed regu- 
larly, the engineers, whose almost 
exclusive preserve it was for so 
many years, are yielding, as they 

BERT GOLD, TV station con- 
sultant in programming and oper- 
ations, put four stations on the 
air; was producer-director of over 
700 shows and pioneer of many 
developments. 

inevitably must, to the coming in- 
fluence of the program people. It 
is with them, the producer and di- 
rector, etc., that we will be con- 
cerned now. 

Staging the Show 

Staging the show for color is 
simpler and less expensive, and at 
the same time but in other ways 
more complex and costly. That queer 
combination of statements repre- 
sents the number of differences be- 
tween color and black-and-white 
production which will have to be 
understood by those people involved 
in making the change. 

An advertising man, accustomed 
to the vastly higher costs of color 
plates and reproduction for maga- 
zines and lithography, would under- 
standably react with disbelief to 
the statement that color TV is often 
cheaper than monochrome—and yet 
it is. Wonderful effects can be 
achieved by the simplest things in 
their natural color. The system's 
ability to accentuate the color com- 
position of even the most modest 
objects could make any extraneous 
visual gimmick or ornamentation 
look ostentatious. Very great care 
must be taken to refrain from over- 
prettifying things, for the lily is 
already gilded, so to speak. 

The same restraint is necessary, 
or at least desirable, in the program 
content of the show, since the 
greater eye-impact of the color over- 
comes the need for anything but 

the bare essentials of a well-staged 
performance. 

This very restraint, in fact, is 
where the complexity of the opera- 
tion comes in—in terms of judge- 
ment and designing talent. The oc- 
casional flair of a vivid primary col- 
or is dramatic and striking, but only 
when the general tone is conserva- 
tive. Too many extremes would be- 
come offensive, and might easily 
spoil an otherwise well-staged show. 
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That part 
- the planning - is of

course the job of the production de-
partment, but the tactical end, the
actual balance of spectral hues and
intensities (chroma) has been un-
dertaken by the engineers. They
had to, for the color values are
measured as part of the shading
process on the auxiliary unit of each
camera control. This places a
greatel responsibility on the shoul-
ders of the video shaders, who in
black - and - white were concerned
only with technical picture quality.
Now they are artists as well.

Technicol Crew

The technical men at CBS are
under the supervision of Ted Law-
rence. He has worked constantly
with his men on the development of
arbitrary color standards, particu-
larly in the relationship of flesh
tones to every possible background
hue. The important and tricky prob-
lem of reproducing skin tones is
present in every reproduction me-
dium, as any photographer or en-
graver will attest, but here it is
assisted by the fact that the color
balance of the picture is under im-
mediate control at all times, requir-
ing continual attention.

Since parts of a frame would not
be colol-shaded separately, widely
divergent complexions are a pitfall
for the hapless director. That sitri-
ation arose this summer when two
extremely sunburned naturalists ap-
peared'ivith the pale Patty Painter.
The problem: To shade for Patty
and leave the griests looking like
lobsters, or vice-versa with Patty
looking like a marshmallow? The
fact is, people on the paler side tend.
to be better subjects, for they re-
quire less shading-down of the red
chroma with its complementary in-
crease in green-effect over the pic-
ture. It's very tricky, for red ha-
lation is most noticeable. All colors,
when extremely saturated in pure
hue, behave as u'hites do in mono-
chrome television----cause a halo. In
the case of color, the halo, or bloom,
appears in the complementary (op-
posite) color. Only experience and
practice will lick this and similar
posers, and by the time public cir-
culation has been achieved that will
have been done-and there will be
a ne\v ra4e of experts among us.

Lighting is one of the difficulties;
approximately four times the inten-
sity being required. This does not

8

affect the ratios for highlights, and
for certain drarnatic effects, if well-
justified, atmospheric color "gels",
as in stage-lighting, can be used.
That has been experimented with,
but is not in common use now.

Fluorescents are not considered
dramatically effective when used
alone, being too diffuse for effec-
tive key and back light. Though
satisfactory in themsellres, as base
lights, they are difficult to mix with
other light soLrrces because of fun-
damental differences. In color, un-
less specially filtered, incandescents,
of course, mean heat-but this has
been partllr solved by installing
heat-absorbing filters on the myriad
of studio lights.

When it comes to lighting, noth-
ing beats the bright outdoors. Re-
motes in color lvill be extremely suc-
cessful, even in cloudy weather.

llhe additional dimension, the
composition of colol added to those
already existing of form and action,
offers the director many opportuni-
ties and challenges. While the phys-
ical procedure of calling a show re-
n.rains the same, a few new little
worries pile up but some old ones
:rre actually eliminated. As an ex-
ample of the latter, u'here before
elements of foreground and back-
ground in the same range of grey
scale had to be separated by trick
lighting, now the difference tn color
does the rvork. Special effects can be
obtained by changing the phasing
of the color wheel, a very simple
procedure which reverses the colol
parity in three distinct ways. This
is a novel title-card device, and is
being used now. For weird drama,
anything black or white would re-
main exactly the same while a
change of phase would turn all other
colors into opposites.

Interesting dramatic effects have
already been attained without any
additional production effort. One
example '!vas in "Sorry, Wrong
Number." a half-hour drama di-
rected by Fred Rickey during the
Washington demonstrations. Ac-
tress Meg Mundy's coloring, her au-
burn hair and pale, almost translu-
cent complexion presented a con-
vincing picture of the hypochon-
driac, bedridden and panicky,
doomed to destruction. In tension,
tiny blue veins stood out in her
hands, and as she gripped her fore-
head, red fingernails dramatically
accentuated the pallor of her face.

As the climax was reached, the
choice of colors surrounding her'
the amber medicine bottle, the black
menacing telephone beside the bed,
all were used to enhance the mood,
psychology and dramatic Perform-
ance. This and other exPeriences
with the advantage of color have
hardly scratched the surface of what
can be done.

On the debit side, bleached hair
generally comes out looking like ex-
actly that. Not because of any
change in the chemical composition
of the hair, but because of imper-
fections in the bleach job which the
color camera sees though the eye
generally does not. Costumes will
present a new problem unless they
are clean and in perfect condition.
AII the age and we:ri', patching and
refurbishing of the ones currently
available at the rehtal studios will
be revealed by the merciless color
eye. New ones, plus the replacement
of much stock scenery originally
made for the subtleties of black-and-
white TVI lighting, will add greatly
to production expense. And for quite
some time, the color director must
be mindful he can afford no such
extravagance.

All things considered, the produc-
er and director now have a medium
which will add enormously to the
impact of the show they do, and
compensate for" any lack of pro-
duction brimmings. As mentioned
before, restraint will be the order
of the new day. There will always
be a temptation to press the poten-
tialities of striking, brilliant hues;
to "capture the eye," which is prob-
ably the easiest thing in the rvorld
to overdo. The thought that pro-
gram people with untrained color
sense and cheap taste might even-
tually acquire control in a mad bat-
tle to out-bed,azzle the eyes of the
beholder is too harrowing to con-
template. One hope for tasteful pic-
tures is in the influence of the spon-
sors to use moderation in the show
so as not to dim the beauty of their
packaged products.

The other, and more important
hope, is that color control and de-
signing is left in the hands of those
trained for eolor matching and har-
mony, since the development of good
taste by the general public in a large
sense will be in their hands.

It's time the artists got a break,
anyway.
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That part — the planning — is of 
course the job of the production de- 
partment, but the tactical end, the 
actual balance of spectral hues and 
intensities (chroma) has been un- 
dertaken by the engineers. They 
had to, for the color values are 
measured as part of the shading 
process on the auxiliary unit of each 
camera control. This places a 
greater responsibility on the shoul- 
ders of the video shaders, who in 
black - and - white were concerned 
only with technical picture quality. 
Now they are artists as well. 

Technical Crew 
The technical men at CBS are 

under the supervision of Ted Law- 
rence. He has worked constantly 
with his men on the development of 
arbitrary color standards, particu- 
larly in the relationship of flesh 
tones to every possible background 
hue. The important and tricky prob- 
lem of reproducing skin tones is 
present in every reproduction me- 
dium, as any photographer or en- 
graver will attest, but here it is 
assisted by the fact that the color 
balance of the picture is under im- 
mediate control at all times, requir- 
ing continual attention. 

Since parts of a frame would not 
be color-shaded separately, widely 
divergent complexions are a pitfall 
for the hapless director. That situ- 
ation arose this summer when two 
extremely sunburned naturalists ap- 
peared with the pale Patty Painter. 
The problem: To shade for Patty 
and leave the guests looking like 
lobsters, or vice-versa with Patty 
looking like a marshmallow? The 
fact is, people on the paler side tend 
to be better subjects, for they re- 
quire less shading-down of the red 
chroma with its complementary in- 
crease in green-effect over the pic- 
ture. It's very tricky, for red ha- 
lation is most noticeable. All colors, 
when extremely saturated in pure 
hue, behave as whites do in mono- 
chrome television—cause a halo. In 
the case of color, the halo, or bloom, 
appears in the complementary (op- 
posite) color. Only experience and 
practice will lick this and similar 
posers, and by the time public cir- 
culation has been achieved that will 
have been done—and there will be 
a new race of experts among us. 

Lighting is one of the difflculties; 
approximately four times the inten- 
sity being required. This does not 

affect the ratios for highlights, and 
for certain dramatic effects, if well- 
justified, atmospheric color "gels", 
as in stage-lighting, can be used. 
That has been experimented with, 
but is not in common use now. 

Fluorescents are not considered 
dramatically effective when used 
alone, being too diffuse for effec- 
tive key and back light. Though 
satisfactory in themselves, as base 
lights, they are difficult to mix with 
other light sources because of fun- 
damental differences. In color, un- 
less specially filtered, incandescents, 
of course, mean heat—but this has 
been partly solved by installing 
heat-absorbing filters on the myriad 
of studio lights. 

When it comes to lighting, noth- 
ing beats the bright outdoors. Re- 
motes in color will be extremely suc- 
cessful, even in cloudy weather. 

The additional dimension, the 
composition of color added to those 
already existing of form and action, 
offers the director many opportuni- 
ties and challenges. While the phys- 
ical procedure of calling a show re- 
mains the same, a few new little 
worries pile up but some old ones 
are actually eliminated. As an ex- 
ample of the latter, where before 
elements of foreground and back- 
ground in the same range of grey 
scale had to be separated by trick 
lighting, now the difference in color 
does the work. Special effects can be 
obtained by changing the phasing 
of the color wheel, a very simple 
procedure which reverses the color 
parity in three distinct ways. This 
is a novel title-card device, and is 
being used now. For weird drama, 
anything black or white would re- 
main exactly the same while a 
change of phase would turn all other 
colors into opposites. 

Interesting dramatic effects have 
already been attained without any 
additional production effort. One 
example was in "Sorry, Wrong 
Number," a half-hour drama di- 
rected by Fred Rickey during the 
Washington demonstrations. Ac- 
tress Meg Mundy's coloring, her au- 
burn hair and pale, almost translu- 
cent complexion presented a con- 
vincing picture of the hypochon- 
driac, bedridden and panicky, 
doomed to destruction. In tension, 
tiny blue veins stood out in her 
hands, and as she gripped her fore- 
head, red fingernails dramatically 
accentuated the pallor of her face. 

As the climax was reached, the 
choice of colors surrounding her, 
the amber medicine bottle, the black 
menacing telephone beside the bed, 
all were used to enhance the mood, 
psychology and dramatic perform- 
ance. This and other experiences 
with the advantage of color have 
hardly scratched the surface of what 
can be done. 

On the debit side, bleached hair 
generally comes out looking like ex- 
actly that. Not because of any 
change in the chemical composition 
of the hair, but because of imper- 
fections in the bleach job which the 
color camera sees though the eye 
generally does not. Costumes will 
present a new problem unless they 
are clean and in perfect condition. 
All the age and wear, patching and 
refurbishing of the ones currently 
available at the rental studios will 
be revealed by the merciless color 
eye. New ones, plus the replacement 
of much stock scenery originally 
made for the subtleties of black-and- 
white TV lighting, will add greatly 
to production expense. And for quite 
some time, the color director must 
be mindful he can afford no such 
extravagance. 

All things considered, the produc- 
er and director now have a medium 
which will add enormously to the 
impact of the show they do, and 
compensate for any lack of pro- 
duction trimmings. As mentioned 
before, restraint will be the order 
of the new day. There will always 
be a temptation to press the poten- 
tialities of striking, brilliant hues; 
to "capture the eye," which is prob- 
ably the easiest thing in the world 
to overdo. The thought that pro- 
gram people with untrained color 
sense and cheap taste might even- 
tually acquire control in a mad bat- 
tle to out-bedazzle the eyes of the 
beholder is too harrowing to con- 
template. One hope for tasteful pic- 
tures is in the influence of the spon- 
sors to use moderation in the show 
so as not to dim the beauty of their 
packaged products. 

The other, and more important 
hope, is that color control and de- 
signing is left in the hands of those 
trained for color match1 ng and har- 
mony, since the development of good 
taste by the general public in a large 
sense will be in their hands. 

It's time the artists got a break, 
anyway. 
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Bell System completes
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network
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doubtedly, however, kinescopes ancl
film will continue to play major
roles in sponsors'coverage plans.

How lt Works

The new network is a miclolvavc
radio relay system, as distinguished
from co-axial cable whieh hereto-
fore has been used more extensively
for TV.

With radio relay the television
signal is transmitted on a carrier
wave approximately three inches in
length. These mierowaves are re-
layed at a frequency of 3700 to
4200 megacycles. About four bil-
lion of them pass a given point
every second.

Radio relay is not affected by
such static as lightning or such
man-made interference as is caused
by automobile ignition systems, be-
cause these disturbances do not
exist in the microwave frequency
range. Nor do microwaves inter-
fere with other radio or television

programs being transmitted in
their vicinity over other frequency
ranges.

Again, because. microwaves can
be concentrated sharply into beams
by the use of a new lens developed
by the Bell system, only a small
amount of power is needed for sat-
isfactory transmissions. Less than
one watt is enough to span the gap
between stations on a microwave
network. The distance between sta-
tions ranges between nine and fifty
miles.

Another value of microwaves
concerns the economical use of fre-
quencies assigned to carry televi-
sion programs by radio relay. Be-
cause the signal can be aimed pre-
cisely, the same frequency may be
used for transmitting the waves of
energy in different directions from
the same station.

When reeeived at each Bell sys-
tem station, the signal is carried
from the large antennas on the roof
through hollow tubes (called wave

Coust to Coust Tll

A NEW TV season is off to an
It ausoicious start with a live
telecast of a Presidential address
on September fourth being carried
coast to coast via a transcontinental
TV network.

AT&T built this new cross-coun-
try circuit in about three years at
a co.st of $40,000,000. This system
relays signals along a chain of 107
microwave towers spaced 30 miles
apart. Two channels, one west to
east and the other east to west, wili
be available to television for regu-
Iar commercial use by October.

Charges of the Bell system for a
44-station coast to coast hook-up,
based ort monthly rates for full time
service (eight hours per day sharetl
by the networks), would be ap-
proximately $1250 for one hour,
plus charges for any additional fa-
cilities rvhich may be required by
the network broadcaster to accom-
modate his specific operating re-
quirements,

This rate averages approximately
ten cents a mile per half hour, as
such a network covers a total of
6200 miles. The four networks re-
portedly plan to pass on fifty per-
cent of these charges to the adver-
tisers.

The biggest deterrent to exten-
sive use of this network will be the
three hour time differential be-
tween east and west coasts. Very
possibly the hottest time period,
now 8 to 9 P.1\[., will shift to 10 to
11 P.M. for New York. This woulcl
permit a Iive telecast to be viewed
at choice hours across the country.
By Pacific Time this would be 7 to
8 P.M., Mountain Time 8'to 9 P.M.,
and Central Time 9 to 10.

Repeat telecasts of live shows for
networking purposes may well be
attempted for the first time. Un-
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the first transcontinental 
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ANEW TV season is off to an 
auspicious start with a live 

telecast of a Presidential address 
on September fourth being carried 
coast to coast via a transcontinental 
TV network. 

AT&T built this new cross-coun- 
try circuit in about three years at 
a cost of $40,000,000. This system 
relays signals along a chain of 107 
microwave towers spaced 30 miles 
apart. Two channels, one west to 
east and the other east to west, will 
be available to television for regu- 
lar commercial use by October. 

Charges of the Bell system for a 
44-station coast to coast hook-up, 
based on monthly rates for full time 
service (eight hours per day shared 
by the networks), would be ap- 
proximately $1250 for one hour, 
plus charges for any additional fa- 
cilities which may be required by 
the network broadcaster to accom- 
modate his specific operating re- 
quirements. 

This rate averages approximately 
ten cents a mile per half hour, as 
such a network covers a total of 
6200 miles. The four networks re- 
portedly plan to pass on fifty per- 
cent of these charges to the adver- 
tisers. 

The biggest deterrent to exten- 
sive use of this network will be the 
three hour time differential be- 
tween east and west coasts. Very 
possibly the hottest time period, 
now 8 to 9 P.M., will shift to 10 to 
11 P.M. for New York. This would 
permit a live telecast to be viewed 
at choice hours across the country. 
By Pacific Time this would be 7 to 
8 P.M , Mountain Time 8 to 9 P.M., 
and Central Time 9 to 10. 

Repeat telecasts of live shows for 
networking purposes may well be 
attempted for the first time. Un- 

doubtedly, however, kinescopes and 
film will continue to play major 
roles in sponsors' coverage plans. 

How It Works 
The new network is a microwave 

radio relay system, as distinguished 
from co-axial cable which hereto- 
fore has been used more extensively 
for TV. 

With radio relay the television 
signal is transmitted on a carrier 
wave approximately three inches in 
length. These microwaves are re- 
layed at a frequency of 3700 to 
4200 megacycles. About four bil- 
lion of them pass a given point 
every second. 

Radio relay is not affected by 
such static as lightning or such 
man-made interference as is caused 
by automobile ignition systems, be- 
cause these disturbances do not 
exist in the microwave frequency 
range. Nor do microwaves inter- 
fere with other radio or television 

programs being transmitted in 
their vicinity over other frequency 
ranges. 

Again, because, microwaves can 
be concentrated sharply into beams 
by the use of a new lens developed 
by the Bell system, only a small 
amount of power is needed for sat- 
isfactory transmissions. Less than 
one watt is enough to span the gap 
between stations on a microwave 
network. The distance between sta- 
tions ranges between nine and fifty 
miles. 

Another value of microwaves 
concerns the economical use of fre- 
quencies assigned to carry televi- 
sion programs by radio relay. Be- 
cause the signal can be aimed pre- 
cisely, the same frequency may be 
used for transmitting the waves of 
energy in different directions from 
the same station. 

When received at each Bell sys- 
tem station, the signal is carried 
from the large antennas on the roof 
through hollow tubes (called wave 
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guides) to the amplifying equip-
ment below. Next, vacuum tubes le-
vitalize the faded signal by ampli-
fying it, on the averag:e, a million-
fold. The program is then relayecl
on at a changed wave length. If this
shift in fr:equencies were not made,
some portion of it might feed back
to the receivers on the roof and
cause interference. At the next sta-
tion the program is put back onto
the original frequency, and there-
after they alternate between thc,
two.

Radio relay stations are not
placed in a straight line, but zig-zag
somewhat. This is to prevent inter-
ference which might be caused if
the signal transmitted overshot its
immediate mark, the adjacent sta-
tion, and were received at an an-
tenna further along th.e route.

The relay stations generally
range in height from 40 to 200 feet.
In many cases they are concrete
buildings, with space on the grouncl
floor for a gasoline engine to gener-
ate emergency power in case the
regular outside source fails. On the
second and third floors are storage
batteries and associated power ap-
paratus required to operate the all-
important amplifying and testing
equipment which, in turn, is on the
fourth floor. On the top of each sta-
tion are square, horn-shaped direc-
tional antennas. These are the de-
vices which act on the signal as
lenses, to concentrate the energy of
the microwaves into narrow beams.

At the ends and at the appropri-
ate intermediate points along the
radio relay route there is equipment
to deliver the picture to its destina-
tion. Converters step down the mi-
crowaves to the lower frequencies
used by television stations. Techni-
cians at these control centers cool-
dinate the audio and video portions
which travel over separate channels
and despatch them to the local
broadcasting station.

Contrary to general belief, this
is not the first nor only system that
could carry TV coast to coast. The
co-axial cable, following a southeru
route cross-country, was completed
in November, 7947. This, however:,
was economically infeasible for net-
work use due to the lack of inter-
mediate TV stations along the way.
It was built by AT&T, as was this
new system, primarily for tele-
phone service. This radio relay
route is the seventh telephone high-
way to cross the country.

l0

By Rohert E. Harris

With colorcasts and, ca1'st to coast TV recent reelities' tel'eai,si,on's tre'
mendo'us technical strides are being macle impl'essiaely obttiotrs to aII.

Great men, such as Nipkow, Jenkins, De Forest, Farnsworth, Baird,
Du Mont, Zworkyn and others, have made historic contributions to the
rapid development of television as a technical medium of communication.
They have been with great vision and imagination. They had startling
original ideas which they proved were workable. The scien{ists, the engi-
neers, the technicians have done and are doing a job for television for
which they can be justly proud.

Bttt what of the progt'a,mrners? \Yhat haue the men responsible f ot' tlrc
materi.al transmitted, on this electronic maglic carpet been doing? We hear

no suclt roII caII of immortal naines in this phase of teleaision.

It would seem that the program people exhausted all their ideas even

before TV became a commercial reality. During the experimental years

of 1939 and 1940, every type of program now on the air was telecast.
The main difference between programs then and now is that today they
are much more expensive. Technique has, of course, improved over the
years, but nothing basically new or original has been attempted.

Network progrmnxnel's are utell &xlare of this fa,ct. Ind'eed, they are

largely responsible f or it. The surprising aspect'is that f ew seem to realize

the ilanger of this si,tuati.on. The success of any entertaintnent medium'
uiII rise or faII with its abi,Ii.ta to ottract and, hold patrons. Because of the
general low leoel of programming to whiclt' radio h,ad, succumbed, it was an,

eas?l preA to TV's inherent plus factors. Recogni,zi,ng tlt.ot "th,e pla'lJ's the

th.i.ng," Hollytoood aduertises that "mouies are better than etter."

What is to threaten TV? Stations and networks are apparently lulled
into complacency because the basic advantages of the television mediurn

seem to defy competition.

But TV stations and networks are being tlr'reatened eaen nola. Theater
TV, Ed.ucationnl TV and Phoneuision can cut deeply into thei,r attdiences.

Tlt,ey represent a challenge that cannot be ignored.

It can be met successfully in only one way: with better programs. But
better programs do not mean more elaborate presentations of current
shows. TY must develop new and original concepts of programming. They
must be as inherent and vital to the medium as color and network relays
are in the technical field.
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guides) to the amplifying equip- 
ment below. Next, vacuum tubes re- 
vitalize the faded signal by ampli- 
fying it, on the average, a million- 
fold. The program is then relayed 
on at a changed wave length. If this 
shift in frequencies were not made, 
some portion of it might feed back 
to the receivers on the roof and 
cause interference. At the next sta- 
tion the program is put back onto 
the original frequency, and there- 
after they alternate between the 
two. 

Radio relay stations are not 
placed in a straight line, but zig-zag 
somewhat. This is to prevent inter- 
ference which might be caused if 
the signal transmitted overshot its 
immediate mark, the adjacent sta- 
tion, and were received at an an- 
tenna further along the route. 

The relay stations generally 
range in height from 40 to 200 feet. 
In many cases they are concrete 
buildings, with space on the ground 
floor for a gasoline engine to gener- 
ate emergency power in case the 
regular outside source fails. On the 
second and third floors are storage 
batteries and associated power ap- 
paratus required to operate the all- 
important amplifying and testing 
equipment which, in turn, is on the 
fourth floor. On the top of each sta- 
tion are square, horn-shaped direc- 
tional antennas. These are the de- 
vices which act on the signal as 
lenses, to concentrate the energy of 
the microwaves into narrow beams. 

At the ends and at the appropri- 
ate intermediate points along the 
radio relay route there is equipment 
to deliver the picture to its destina- 
tion. Converters step down the mi- 
crowaves to the lower frequencies 
used by television stations. Techni- 
cians at these control centers coor- 
dinate the audio and video portions 
which travel over separate channels 
and despatch them to the local 
broadcasting station. 

Contrary to general belief, this 
is nof the first nor only system that 
could carry TV coast to coast. The 
co-axial cable, following a southern 
route cross-country, was completed 
in November, 1947. This, however, 
was economically infeasible for net- 
work use due to the lack of inter- 
mediate TV stations along the way. 
It was built by AT&T, as was this 
new system, primarily for tele- 
phone service. This radio relay 
route is the seventh telephone high- 
way to cross the country. 

jjl Off CAMERA 

By Robert E. Harris 

* # * 

With colorcasts and coast to coast TV recent realities, television's tre- 
mendous technical strides are being made impressively obvious to all. 

Great men, such as Nipkow, Jenkins, De Forest, Farnsworth, Baird, 
Du Mont, Zworkyn and others, have made historic contributions to the 
rapid development of television as a technical medium of communication. 
They have been with great vision and imagination. They had startling 
original ideas which they proved were workable. The scientists, the engi- 
neers, the technicians have done and are doing a job for television for 
which they can be justly proud. 

But what of the programmers? What have the men responsible for the 
material transmitted on this electronic magic carpet been doing? We hear 
no such roll call of immortal names in this phase of television. 

It would seem that the program people exhausted all their ideas even 
before TV became a commercial reality. During the experimental years 
of 1939 and 1940, every type of program now on the air was telecast. 
The main difference between programs then and now is that today they 
are much more expensive. Technique has, of course, improved over the 
years, but nothing basically new or original has been attempted. 

Network programmers are well aware of this fact. Indeed, they are 
largely responsible for it. The surprising aspect is that feiv seem to realize 
the danger of this situation. The success of any entertainment medium 
will rise or fall with its ability to attract and hold patrons. Because of the 
general low level of programming to which radio had succumbed, it was an 
easy prey to TV's inherent plus factors. Recognizing that "the play's the 
thing," Hollywood advertises that "movies are better than ever." 

What is to threaten TV? Stations and networks are apparently lulled 
into complacency because the basic advantages of the television medium 
seem to defy competition. 

But TV stations and netivorks are being threatened even now. Theater 
TV, Educational TV and Phonevision can cut deeply into their audiences. 
They represent a challenge that cannot be ignored. 

It can be met successfully in only one way: with better programs. But 
better programs do not mean more elaborate presentations of current 
shows. TV must develop new and original concepts of programming. They 
must be as inherent and vital to the medium as color and network relays 
are in the technical field. 
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Tested Methods of

rf\HE truth is not all advertising
I men want to get into television.

Secretly they want some safe and
sure method of atsoi'd'ing television'
If they could only do this for long
enough, maybe it would go away.
We've, therefore, prePared a com-
prehensive study on avoiding TV.

Tested Method of Avoiding Tele-
vision No. 1: This is the advertising
executive who says: "Television
hasn't developed to the stage where
u)e can consider it. However, we're
watching it with an open mind, of
course."

Well, how fat: has television de-
veloped? Is it beyond the baby stage
yet? There are only four national
magazines that have a circulation of
4,000,000. Right now there are more
than twelue million television sets
in the country. That means that
there are roughly about 36,000,000
people watching television today.

While TV is still in its own in-
fancy, it's a pretty big baby.36 mil-
lion people represents more than
two and a half times as many PeoPle
as there are in all of Canada. It's
more people than the entire popula-
tion of 27 states.

But let us get on to our second
Tested Method of Avoiding Televi-
sion. This consists in saying: "TV?
No, I don't think so. You see, we
use only national media."'

There's an obvious measure of
truth in this. Certainly television
isn't a national medium in the sense
of covering 100% of the country.
And yet television is probably with-
in reach of more people than you
imagine. Perhaps one of the rea-
sons this is not more rvidely recog-
nized lies in the kind of television
map you are usually shown. This

Avoiding Television

by John A. Thomos

Batten, Barton, Durstine & Osborn, Inc.

consists of a vast map of the U. S'
with 63 tiny circles on it represent-
ing television areas. Maybe that's
the wrong kind of map to show.
After all, we'Le not selling geog-
raphy-*.'.e selling PeoPIe and
m.arltets and bttging Poxoer.

Rut perhaps there is another waY
of showing a map of television, one

that will meet the objections of this
, chap: "We need coaerage," hds

saying, "and you can't get that with
television."

Again, there's some truth in what
he says. But televisio\ nl,o,A be Pro-
viding more coverage already than
)'ou think. Television's coverage in
the large metropolitan areas of the
country is well established. One-
third of the whole country's retail
sales are made in just 12 of these
metropolitan areas. In these areas,
television coverage exceeds that of
Life Magazine by a margin of bet-
ter than 4 to 7.

Smoll Budget

But back to our tested methods
of avoiding television. Here is one
of the more popular methods we
have, the man who says: "We don't
have the money to go into TV in a

big 'ray, and we can't afford to go
in in a small way."

Well, all other media can be en-
tered in a small-way if you want tQ.
Why not television? Advertisers
use small space in newspapers, small
ads in magazines, quarter runs in
car cards, spots in radio. WhY
should television be the exception?

Our next case is the man who
says: "Our market is women, son.
No point in our considering TV
until you build up a daytime audi-
ence."

You might as well saY, there's no
point in going after men, either.
After all, there ..are more women
watching television in the evening
than there are men. For everry 100
television sets on at night, there are
100 men watching and 130 women.

Incidentally, day television Pro-
gramming is increasing raPidlY,
particularly as two things haPPen;
as more sets are sold, making the Po-
tential audience larger, and as less
trnd less evening time remains avail-
able to advertisers. Right now Kate
Smith, on daytime television, is
reaching more than 2,500,000 homes
every day. But just keeP in mind
also that daytime isn't the only time
to get big audiences of women.

Here's a calm character. "What's
the rush?" he says. "Television will
still be there when we want it"'

Sure it will. Staying out of a

medium isn't likely to ruin a com-
pany 6t'".ttight. if ever. It can af-
fect your competitive standing if
the competition uses it effectively
and you don't. You can alwaYs go
into other media, of course, and this
may be the best course. But if tele-
vision is an effective medium for
you-and it may turn out to be the
most effective in advertising history

-rvould 
you rather be using it your-

self or having it used agai'nst yoaT
Our next case is what you might

call competition-shy: "Our competi-
tors are spending big dough in tele-
vision," he wails. "We can't afford
to buck them."
' This was a rough problem long
before teievision was invented.
There have always been competitors
who were spending big dough in
one medium or another. One way to
meet them is to figure out ways and

Tested Methods of 
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THE truth is not all advertising 
men want to get into television. 

Secretly they want some safe and 
sure method of avoiding television. 
If they could only do this for long 
enough, maybe it would go away. 
We've, therefore, prepared a com- 
prehensive study on avoiding TV. 

Tested Method of Avoiding Tele- 
vision No. 1: This is the advertising 
executive who says: "Television 
hasn't developed to the stage where 
we can consider it. However, we're 
watching it with an open mind, of 
course." 

Well, how far has television de- 
veloped? Is it beyond the baby stage 
yet? There are only four national 
magazines that have a circulation of 
4,000,000. Eight now there are more 
than twelve million television sets 
in the country. That means that 
there are roughly about 36,000,000 
people watching television today. 

While TV is still in its own in- 
fancy, it's a pretty big baby. 36 mil- 
lion people represents more than 
two and a half times as many people 
as there are in all of Canada. It's 
more people than the entire popula- 
tion of 27 states. 

But let us get on to our second 
Tested Method of Avoiding Televi- 
sion. This consists in saying: "TV? 
No, I don't think so. You see, we 
nse only national media." 

There's an obvious measure of 
truth in this. Certainly television 
isn't a national medium in the sense 
of covering 100% of the country. 
And yet television is probably with- 
in reach of more people than you 
imagine. Perhaps one of the rea- 
sons this is not more widely recog- 
nized lies in the kind of television 
map you are usually shown. This 

consists of a vast map of the U. S. 
with 63 tiny circles on it represent- 
ing television areas. Maybe that's 
the wrong kind of map to show. 
After all, we're not selling geog- 
raphy—we're selling people and 
markets and buying power. 

But perhaps there is another way 
of showing a map of television, one 
that will meet the objections of this 

• chap: "We need coverage," he's 
saying, "and you can't get that with 
television." 

Again, there's some truth in what 
he says. But television may be pro- 
viding more coverage already than 
you think. Television's coverage in 
the large metropolitan areas of the 
country is well established. One- 
third of the whole country's retail 
sales are made in just 12 of these 
metropolitan areas. In these areas, 
television coverage exceeds that of 
Life Magazine by a margin of bet- 
ter than 4 to 1. 

Small Budget 
But back to our tested methods 

of avoiding television. Here is one 
of the more popular methods we 
have, the man who says: "We don't 
have the money to go into TV in a 
big way, and we can't afford to go 
in in a small way." 

Well, all other media can be en- 
tered in a small way if you want to. 
Why not television? Advertisers 
use small space in newspapers, small 
ads in magazines, quarter runs in 
car cards, spots in radio. Why 
should television be the exception ? 

Our next case is the man who 
says; "Our market is women, son. 
No point in our considering TV 
until you build up a daytime audi- 
ence." 

You might as well say, there's no 
point in going after men, either. 
After all, there'are more women 
watching television in the evening 
than there are men. For every 100 
television sets on at night, there are 
100 men watching and 130 women. 

Incidentally, day television pro- 
gramming is increasing rapidly, 
particularly as two things happen; 
as more sets are sold, making the po- 
tential audience larger, and as less 
and less evening time remains avail- 
able to advertisers. Eight now Kate 
Smith, on daytime television, is 
reaching more than 2,500,000 homes 
every day. But just keep in mind 
also that daytime isn't the only time 
to get big audiences of women. 

Here's a calm character. "What's 
the rush?" he says. "Television will 
still be there when we want it." 

Sure it will. Staying out of a 
medium isn't likely to ruin a com- 
pany overnight, if ever. It can af- 
fect your competitive standing if 
the competition uses it effectively 
and you don't. You can always go 
into other media, of course, and this 
may be the best course. But if tele- 
vision is an effective medium for 
you—and it may turn out to be the 
most effective in advertising history 
—would you rather be using it your- 
self or having it used against you? 

Our next case is what you might 
call competition-shy; "Our competi- 
tors are spending big dough in tele- 
vision," he wails. "We can't afford 
to buck them." 
' This was a rough problem long 
before television was invented. 
There have always been competitors 
who were spending big dough in 
one medium or another. One way to 
meet them is to figure out ways and 
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means of using television more ef-
fectively than they do. When you
get to the stage where you can't
afford to buck competition, don't
invest in television-what you need
is Social Security.

Remember, your competition on
television is not just the companies
directly competitive to you. Every
company is a competitor com-
peting for your customer's dollar
. and also competing for good
times, good availabilities, good pro-
grams, good spots. The longer you
stay out, the more time they have
to build up their rights to better
time on the networks.

And now we come to a method
that has been thoroughly tested:
"Don't even mention television . . .

you'il just unsell him on a million-
buck radio program."

Heaven forbid. But lvhy any feel-
ing that you can't mention televi-
sion to a radio advertiser? Does the
use of magazines eliminate news-
papers? Or the use of network ra-
dio rule out spot?

Each medir-rm must be sold for
what it can do, and in terms of how
it best fits a particular advertiser's
plans. Radio does a tremendous job,
and will continue to do so for some
time. There will be jobs for radio
and areas for radio that TV can't
touch. Br-rt by bhe same token, there
are some areas that TV caz touch

-and, brother, when TV touches
an area, it stays touched.

A few years ago radio had access

to practically all the ears In the
country. Today 36,000,000 people
are watching television.

It doesn't take a Kefauver inves-
tigation to figure out that this must
be having some effect on radio, par-
ticularly in the major markets of
the country.

Well, what do you do rvhen You
see this happening to your favorite
radio show in the top markets of
the country ? It is no service to a

client to play ostrich about it, for
fear he will get jittery about radio.
His radio program may still be
doing a job that probably no other
medium can do so well. There's
nothing to get unsold about in that.

Our next case has a rather self-
assured attitude toward TV. "I
don't believe in this franchise stuff,"
he says. "After all, radio's been
around for 30 years. and YoLl can
still find plenty of radio time if you
want it."

Well, ma]'be you nill be able to
find all the television time yolr want
when you're ready. But there's a
waiting list looking fol good net-
work times now-plus others now
on TV who hope to improve their
present time befole 1'ou even get
a chance at it. This affects not onlY
network but spot television. Just a
month ago I had a TV test-market
operation to set up for a client new
to television. Because of the nature
of the product and its distribution,
our choice of markets was limited.
In one section of the country, rve in-
vestigated six markets for sPot
availabilities. Five out of the six
had to be discarded because theY
did not have adequate spot sched-
ules to make a test rvorthwhile.
Don't let anyone tell you that good
TV time is just going to be hanging
around on trees.

Our next case is a difficult one
... the type that languidly objects:
"Ours is a high-class product. We're
not inberested in your lvrestling and
prize-fight cro\r'd."

Or"rr friend must be sitting around
in the \4'rong homes. Wrestling and
boxing toere top attractions in the
early TV days, and they still are
for many peopie who are now see-
ing TV for the first time. But for
those u'ho are not "dyed in the
sweat" fans, the novelty wears off
and the audience simmers down to
normal size. However, even when
drn'indled, this audience may be a

more potent and responsive one than
you think.. One of our advertisers

(Contimted on 7tage 20)

Working from scripts prepared
by N. W. Ayer & Son, Inc., Video
Films, Detroit, has produced two
unusual TV film spots for Silver-
cup Bread. The 2O-second and
one-minute films for Gordon Bak-
ing Compan;'are being shown on
stations in Detroit, New York,
Chicago and Toledo.

Highlighted in the spots is a
model Ferris Wheel which took
over a month to construct and is
perfect in everl' detail. Commer-
cial angle was achieved by sub-
stituting miniature loaves of Sil-
vercup Bread for the usual gon-
dolas. Opening shots of the wheel
revolving against a carnival
background set a theme of con-

stant motion which is further de-
veloped by a dissolve from a side
view of the wheel to an electric
clock with sweep second hand;
dianeters as well as rates of rev-
olution are matched exactly. The
clock is used to illustrate the
copy line, "Around the clock, Sil-
vercup Bread is everybody's fa-
vorite ! "

Near the close of the films,
Video has employed a type of
traveling matte to give the effect
of milk bottles disappearing into
the middle of the loaf-cars on the
wheel, punching up the Silvercup
claim that "more than a half a
pint of whole milk goes into
every loaf."

means of using television more ef- 
fectively than they do. When you 
get to the stage where you can't 
afford to buck competition, don't 
invest in television—what you need 
is Social Security. 

Remember, your competition on 
television is not just the companies 
directly competitive to you. Every 
company is a competitor ... com- 
peting for your customer's dollar 
. . . and also competing for good 
times, good availabilities, good pro- 
grams, good spots. The longer you 
stay out, the more time they have 
to build up their rights to better 
time on the networks. 

And now we come to a method 
that has been thoroughly tested: 
"Don't even mention television . . . 

you'll just unsell him on a million- 
buck radio program." 

Heaven forbid. But why any feel- 
ing that you can't mention televi- 
sion to a radio advertiser? Does the 
use of magazines eliminate news- 
papers? Or the use of network ra- 
dio rule out spot? 

Each medium must be sold for 
what it can do, and in terms of how 
it best fits a particular advertiser's 
plans. Radio does a tremendous job, 
and will continue to do so for some 
time. There will be jobs for radio 
and areas for radio that TV can't 
touch. But by the same token, there 
are some areas that TV can touch 
—and, brother, when TV touches 
an area, it stays touched. 

A few years ago radio had access 
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Working from scripts prepared 
by N. W. Ayer & Son, Inc., Video 
Films, Detroit, has produced two 
unusual TV film spots for Silver- 
cup Bread. The 20-second and 
one-minute films for Gordon Bak- 
ing Company are being shown on 
stations in Detroit, New York,' 
Chicago and Toledo. 

Highlighted in the spots is a 
model Ferris Wheel which took 
over a month to construct and is 
perfect in every detail. Commer- 
cial angle was achieved by sub- 
stituting miniature loaves of Sil- 
vercup Bread for the usual gon- 
dolas. Opening shots of the wheel 
revolving against a carnival 
background set a theme of con- 

stant motion which is further de- 
veloped by a dissolve from a side 
view of the wheel to an electric 
clock with sweep second hand; 
diameters as well as rates of rev- 
olution are matched exactly. The 
clock is used to illustrate the 
copy line, "Around the clock, Sil- 
vercup Bread is everybody's fa- 
vorite!" 

Near the close of the films, 
Video has employed a type of 
traveling matte to give the effect 
of milk bottles disappearing into 
the middle of the loaf-cars on the 
wheel, punching up the Silvercup 
claim that "more than a half a 
pint of whole milk goes into 
every loaf." 

to practically all the ears m the 
country. Today 36,000,000 people 
are watching television. 

It doesn't take a Kefauver inves- 
tigation to figure out that this must 
be having some effect on radio, par- 
ticularly in the major markets of 
the country. 

Well, what do you do when you 
see this happening to your favorite 
radio show in the top markets of 
the country? It is no service to a 
client to play ostrich about it, for 
fear he will get jittery about radio. 
His radio program may still be 
doing a job that probably no other 
medium can do so well. There's 
nothing to get unsold about in that. 

Our next case has a rather self- 
assured attitude toward TV. "I 
don't believe in this franchise stuff," 
he says. "After all, radio's been 
around for 30 years, and you can 
still find plenty of radio time if you 
want it." 

Well, maybe you will be able to 
find all the television time you want 
when you're ready. But there's a 
waiting list looking for good net- 
work times now—plus others now 
on TV who hope to improve their 
present time before you even get 
a chance at it. This affects not only 
network but spot television. Just a 
month ago I had a TV test-market 
operation to set up for a client new 
to television. Because of the nature 
of the product and its distribution, 
our choice of markets was limited. 
In one section of the country, we in- 
vestigated six markets for spot 
availabilities. Five out of the six 
had to be discarded because they 
did not have adequate spot sched- 
ules to make a test worthwhile. 
Don't let anyone tell you that good 
TV time is just going to be hanging 
around on trees. 

Our next case is a difficult one 
. . . the type that languidly objects: 
"Ours is a high-class product. We're 
not interested in your wrestling and 
prize-fight crowd." 

Our friend must be sitting around 
in the wrong homes. Wrestling and 
boxing were top attractions in the 
early TV days, and they still are 
for many people who are now see- 
ing TV for the first time. But for 
those who are not "dyed in the 
sweat" fans, the novelty wears off 
and the audience simmers down to 
normal size. However, even when 
dwindled, this audience may be a 
more potent and responsive one than 
you think. One of our advertisers 

(Continued on page 20) 
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Planning and Producing

The Television Quiz
By Chorles Adqms

master, the rvinner or loser. But to
enjoy a game being televised, he
must have the opportunity to par-
ticipate in it. He can do this in two
ways. The home viewer can have a
chance to win a cash alvard or Prize
for sending in a letter, or question,
or fact, that's to be read or used on
the live shorv. Also, in some in-
stances, he can appear on the live
show. The second involvement is
the vicarious enjoyment the home
viewer derives from identifying
with a panel member. Attaching
hirnself emotionally to one panelist
he wins when the panelist does or
loses with him. Panelists, therefore,
should be picked with as widely di-
vergent personalities as possible in
order to offer a broad assortment of
human values for the several mil-
lion home viewers to choose from.

The vicarious pleasure of the
home viewer, or his direct partici-
pation, will have no enjoyable stim-
ulus unless the sr,rbject matter of
the quiz game has deflnite appeal,
and is on a subject that's known and
understandable to many. A quiz
program on the fauna of the unex-
plored regions of the Atlantic Ocean
will sink in popularity to the depths
of the ocean itself. No one knows
what's down there. Good subjects
for quizzes al'e marriage, news
events, historical events, contempo-
rary heroes, sports and music.

The element of competition is
part and parcel of the panel quiz
program. A panelist, guest or regu-
lar, must win a prize or cash or a
trip. Vicariously the home viewer
strives to win the award, anticipat-
ing the pleasure of enjoying it as
his own. Competition is sure-fire
entertainment. It is the oldest
known formula for holding public
attention.

on onolysis of o
noturol TV progrom
for stotion ond sponsor

Part I

A MERICA'S pallol games have
A been re-christened TV Quiz-
zers. Before Television, a handful
of sober and industrious men who
rvanted to play charades or "Twenty
Questions" would gather, alone, in
someone's parlor for the occasion.
Today, they "still congregate in a
parlor but so do 5 or 10 million
others rvho have flicked on tele-
vision svgitches and poised their
sharpened pencils and wits.

Easy to ploduce, low in cost, al-
most sute to get a resPectable rat-
ing, and an agency's delight rvhen a

new program idea gets stuck in the
making, TV Quizzers are a natural
for television. TheY were Pre-
ordained to gathel on oul' ait'ways
in quantities as abundant as grapes
in a vineyard. Some are good; some,
mediocre. Some have the sPonsor
holding his own quiz show-query-
ing his agency men "WhY is mY
show so poor?" What are the ele-
ments that, when mixed together
and televised, result in a Popular
panel quiz program? And, how is
one produced?

l. Progrom Elements

The first requirement is audience
participation. Playing in a parlor
game at home, the individual Par-
ticipates in the actual game. He is
the panelist, the guest, the quiz-

MR. ADAMS produced and di-
rected "Inside Detective" and
"With This Ring" for the DuMont
network. He was also in charge of
program development for that net-
work. Previously he packaled and
produced TV shows over WXYZ,
Detroit. For five years he was
managing director of the Detroit
Dramatic Guild.

The appeal of observing a bril-
liant mind at lvork is basic. It not
only provides entertainment per se
but subconsciously fulfills the quest
for knowledge. A brilliant person
on a T\r qluizzer is a strong spike
that will help nail down a high rat-
ing.

Always facing the problem of
falling into ir static pace, quiz pro-
grams should stless visual treat-
ment. Instead of reading all letter
problems or questions, have some
depicted by live actors. Celebritg
Tim.e does this in brief scenes, 2 or
3 to a program. News questions are
prolifically visualized on "It's News
to Me." Wi,th This Ring dramatizes
2 of its 5 problem letters in 3-min-
ute comedy sketches portraying
problems of married life. Guest
House uses stars to act out, sing,
or pantomime the problem. A con-
test score-board can be used effec-
tively as in 'Soy It With Acting,
where the spirit of competition is
played up vigorously and effectively.

The MC is one of the most vital
cogs in a popular quizzet. He should
possess the quality of magnetism.
Whether it is seculed by warmth,
wittiness, casualness or other per-
sonality traits is, of coulse, uP to
the individual himself. But he must
be liked, for what he is, bY the
viewer. In addition, he must have
the capacity to keep the show cohe-
sive, to pace it, to fill in when nec-
essary and to bring out the guests
by skillful questioning. He, alone,
will not necessarily make the Pro-
gram a success. But he alone can
pull the prog'ram down to dull medi-
ocrity.

A top pr"ogram feature is the
prize. Through astute promotion
and selection, one can be secured
that's nseful and glamorous to the

on analysis of a 
natural TV program 
for station and sponsor 

Part I 

Planning and Producing 

The Television Quiz 

AMERICA'S parlor games have 
been re-christened TV Quiz- 

zers. Before Television, a handful 
of sober and industrious men who 
wanted to play charades or "Twenty 
Questions" would gather, alone, in 
someone's parlor for the occasion. 
Today, they still congregate in a 
parlor but so do 5 or 10 million 
others who have flicked on tele- 
vision switches and poised their 
sharpened pencils and wits. 

Easy to produce, low in cost, al- 
most sure to get a respectable rat- 
ing, and an agency's delight when a 
new program idea gets stuck in the 
making, TV Quizzers are a natural 
for television. They were pre- 
ordained to gather on our airways 
in quantities as abundant as grapes 
in a vineyard. Some are good; some, 
mediocre. Some have the sponsor 
holding his own quiz show—query- 
ing his agency men "Why is my 
show so poor?" What are the ele- 
ments that, when mixed together 
and televised, result m a popular 
panel quiz program? And, how is 
one produced? 

I. Program Elements 
The first requirement is audience 

participation. Playing in a parlor 
game at home, the individual par- 
ticipates in the actual game. He is 
the panelist, the guest, the quiz- 

MR. ADAMS produced and di- 
rected "Inside Detective" and 
"With This Ring" for the DuMont 
network. He was also in charge of 
program development for that net- 
work. Previously he packaged and 
produced TV shows over WXYZ, 
Detroit. For five years he was 
managing director of the Detroit 
Dramatic Guild. 

By Charles Adams 

master, the winner or loser. But to 
enjoy a game being televised, he 
must have the opportunity to par- 
ticipate in it. He can do this in two 
ways. The home viewer can have a 
chance to win a cash award or prize 
for sending in a letter, or question, 
or fact, that's to be read or used on 
the live show. Also, in some in- 
stances, he can appear on the live 
show. The second involvement is 
the vicarious enjoyment the home 
viewer derives from identifying 
with a panel member. Attaching 
himself emotionally to one panelist 
he wins when the panelist does or 
loses with him. Panelists, therefore, 
should be picked with as widely di- 
vergent personalities as possible in 
order to offer a broad assortment of 
human values for the several mil- 
lion home viewers to choose from. 

The vicarious pleasure of the 
home viewer, or his direct partici- 
pation, will have no enjoyable stim- 
ulus unless the subject matter of 
the quiz game has definite appeal, 
and is on a subject that's known and 
understandable to many. A quiz 
program on the fauna of the unex- 
plored regions of the Atlantic Ocean 
will sink in popularity to the depths 
of the ocean itself. No one knows 
what's down there. Good subjects 
for quizzes are marriage, news 
events, historical events, contempo- 
rary heroes, sports and music. 

The element of competition is 
part and parcel of the panel quiz 
program. A panelist, guest or regu- 
lar, must win a prize or cash or a 
trip. Vicariously the home viewer 
strives to win the award, anticipat- 
ing the pleasure of enjoying it as 
his own. Competition is sure-fire 
entertainment. It is the oldest 
known formula for holding public 
attention. 

The appeal of observing a bril- 
liant mind at work is basic. It not 
only provides entertainment per se 
but subconsciously fulfills the quest 
for knowledge. A brilliant person 
on a TV quizzer is a strong spike 
that will help nail down a high rat- 
ing. 

Always facing the problem of 
falling into a static pace, quiz pro- 
grams should stress visual treat- 
ment. Instead of reading all letter 
problems or questions, have some 
depicted by live actors. Celebrity 
Time does this in brief scenes, 2 or 
3 to a program. News questions are 
prolifically visualized on "It's News 
to Me." With This Ring dramatizes 
2 of its 5 problem letters in 3-min- 
ute comedy sketches portraying 
problems of married life. Guest 
House uses stars to act out, sing, 
or pantomime the problem. A con- 
test score-board can be used effec- 
tively as in Say It With Acting, 
where the spirit of competition is 
played up vigorously and effectively. 

The MC is one of the most vital 
cogs in a popular quizzer. He should 
possess the quality of magnetism. 
Whether it is secured by warmth, 
wittiness, casualness or other per- 
sonality traits is, of course, up to 
the individual himself. But he must 
be liked, for what he is, by the 
viewer. In addition, he must have 
the capacity to keep the show cohe- 
sive, to pace it, to fill in when nec- 
essary and to bring out the guests 
by skillful questioning. He, alone, 
will not necessarily make the pro- 
gram a success. But he alone can 
pull the program down to dull medi- 
ocrity. 

A top program feature is the 
prize. Through astute promotion 
and selection, one can be secured 
that's useful and glamorous to the 
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winner. Then the home viewer, win-
ning when his man does, might well
murmur fervently, "Gosh, I'd like
to own that myself." If he exclaims
thusly, you've agitated his emotions

-and that's show business.
A highly dramatic situation can

be developed if an expert and a nov-
ice can be pitted against each other
for, say, one round of comPetition.
There you have the t aPParent)
underdog, for whom all Americans
root but who often sllrprises bY
winning. Imagine an elderly scien-
tist and a farm lad competing with
each other to see who answers first,
and correctly, one question on
atomic power, another on raising
pigs and the third on a neutral sub-
ject-girls.
' We all like to be "id" on a secret.
This device is successfully used on
several quiz prograrirs. After the
panel, for instance, on What's MY
Line? lnas had a first quick (usually
wrong) guess at the challenger's
trade, the home viewer learns, bY
super-imposition, what the chal-
lenger's real line of endeavor is.
The viewer then sits in a seat of su-
periority, always desirable, and
vratche r the expel'ts squirm.

An element of surprise can helP
change the pace of a quiz show-
always a pleasurable procedut:e in
panel programs. The appearance of
an unannounced guest artist, or a
panelist being asked, on the sPot, to
perform extemporaneously are good
startlers. And, if colorful personali-
ties (a must for all panel shows)
are participating, the surprise ele-
ment and all other program values,
will be heightened.

Live Audience

Some television programs play
better without a live audience. Top-
most in this category are: The
Vaughn Monroe Show, dramatic
programs, the Dave Garroway
Show. The quizzer needs a iive audi-
ence. It stimulates the participants.
To.the^home viewer, audience laugh-
ter and applause help underscore
the show's comedy and dramatic
values. If the home viewer didn't
happen to think a particular round
r,vas amusing, audience laughter will
incline him to feel otherwise.

Stars will spruce up the pro-
gram's appeal. Everyone likes to
hear a celebrity's point of view, get
a peek at his private life. Usually,
it is discovered that stars aren't
much different than the rest of us

7'4

-a 
gratifying feeling.

There are three program fea-
tures that are most important to a
successful TV quiz program' The
first is the subject matter used for
discussion. The choice of a host is
second. Element of competition
comes third. But each is so closely
related, one to the other, that it can
be said they are tied for flrst Place

The tragic story of a typical
case of teen-age narcotics addic-
tion is the subject of a documen-
tary film being released for tele-
vision by Sterling Television Co.,
Inc., in presenting "H, The Story
of a Teen-Age Drug Addict."
Recent investigations in New
York City, Chicago, Miami and
other cities have revealed aston-
ishing numbers of narcotics ad-
dicts.

The use of television as a
means to focus attention on the
narcotics issue is a vital step in
combating this social menace.
Because of the gravity of the
problem presented in "H," and
its stark presentation, Sterling
will release this film only to Tr/
stations who *'ill use it as the nu-
cleus for a serious community
service program. A discussion
guide has been prepared with the
help of Young America Films
that will accompany every TV
print to serve as background ma-
terial for preparation of this type
of program.

Written and produced by
Larry Frisch for Young America
Films, "H" features non-profes-
sional high school actors. The
locale might be anywhere in the
U. S. The photography is intense
and forceful. "H" is rough-it

of importance because without all
three there can scarcely be any
chance of producing an entertain-
ing and high rating program.

Studio prod,uction details of a T\/
qu'iz wiIL be discussed nert montlL

in the concl,uding article of this two
part series.

3'Ht' for Heroin

lacks the finesse of a finished
school of documentaries. Yet it
is this quality of roughness that
gives the fllm such impact. It is
a brutally graphic presentation
with no holds barred.

Although there may be some
protest about the realistic fiIm
approach to this community
problem, medical and welfare
officials have praised this pres-
entation. James R. Dumpson.
Consultant tif ttre Welfare Coun-
cil of New York City, has com-
mented, "The educational value
of the film and its object lesson
are excellent. It is skillfully ex-
ecuted." Dr. Lester C. Spier, for-
mer Chairman of the New York
Medical Society's Narcotics Com-
mittee, is one of the many who
has also endorsed this film.

The medium of television can
become an important factor in
gaining public support to stamp
out the drug traffic as well as to
promote understanding of the
need for adequate medical antl
psychiatric facilities to help cure
these pitiful addicts. It is only
through public education that
the protrlem of narcotics, as well
as other social problems, can.be
solved. An informed and under-
standing public is a necessity.
Ignorance solves no problems!

TELEVISER.

winner. Then the home viewer, win- 
ning when his man does, might well 
murmur fervently, 'rGosh, I'd like 
to own that myself." If he exclaims 
thusly, you've agitated his emotions 
—and that's show business. 

A highly dramatic situation can 
be developed if an expert and a nov- 
ice can be pitted against each other 
for, say, one round of competition. 
There you have the (apparent) 
underdog, for whom all Americans 
root but who often surprises by 
winning. Imagine an elderly scien- 
tist and a farm lad competing with 
each other to see who answers first, 
and correctly, one question on 
atomic power, another on raising 
pigs and the third on a neutral sub- 
ject—girls. 

' We all like to be "in" on a secret. 
This device is successfully used on 
several quiz programs. After the 
panel, for instance, on What's My 
Line? has had a first quick (usually 
wrong) guess at the challenger's 
trade, the home viewer learns, by 
super-imposition, what the chal- 
lenger's real line of endeavor is. 
The viewer then sits in a seat of su- 
periority, always desirable, and 
watches the experts squirm. 

An element of surprise can help 
change the pace of a quiz show— 
always a pleasurable procedure in 
panel programs. The appearance of 
an unannounced guest artist, or a 
panelist being asked, on the spot, to 
perform extemporaneously are good 
startlers. And, if colorful personali- 
ties (a must for all panel shows) 
are participating, the surprise, ele- 
ment and all other program values, 
will be heightened. 

Live Audience 
Some television programs play 

better without a live audience. Top- 
most in this category are: The 
Vaughn Monroe Show, dramatic 
programs, the Dave Garroway 
Show. The quizzer needs a live audi- 
ence. It stimulates the participants. 
To the-home viewer, audience laugh- 
ter and applause help underscore 
the show's comedy and dramatic 
values. If the home viewer didn't 
happen to think a particular round 
was amusing, audience laughter will 
incline him to feel otherwise. 

Stars will spruce up the pro- 
gram's appeal. Everyone likes to 
hear a celebrity's point of view, get 
a peek at his private life. Usually, 
it is discovered that stars aren't 
much different than the rest of us 

—a gratifying feeling. 
There are three program fea- 

tures that are most important to a 
successful TV quiz program. The 
first is the subject matter used for 
discussion. The choice of a host is 
second. Element of competition 
comes third. But each is so closely 
related, one to the other, that it can 
be said they are tied for first place 

"H" for Heroin 

of importance because without all 
three there can scarcely be any 
chance of producing an entertain- 
ing and high rating program. 

Studio production details of a TV 
quiz %vill be discussed next month 
in the concluding article of this ttvo 
part scries. 
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The tragic story of a typical 
case of teen-age narcotics addic- 
tion is the subject of a documen- 
tary film being released for tele- 
vision by Sterling Television Co., 
Inc., in presenting "H, The Story 
of a Teen-Age Drug Addict." 
Recent investigations in New 
York City, Chicago, Miami and 
other cities have revealed aston- 
ishing numbers of narcotics ad- 
dicts. 

The use of television as a 
means to focus attention on the 
narcotics issue is a vital step in 
combating this social menace. 
Because of the gravity of the 
problem presented in "H," and 
its stark presentation, Sterling 
will release this film only to TV 
stations who will use it as the nu- 
cleus for a serious community 
service program. A discussion 
guide has been prepared with the 
help of Young America Films 
that will accompany every TV 
print to serve as background ma- 
terial for preparation of this type 
of program. 

Written and produced by 
Larry Frisch for Young America 
Films, "H" features non-profes- 
sional high school actors. The 
locale might be anywhere in the 
U. S. The photography is intense 
and forceful. "H" is rough—it 

lacks the finesse of a finished 
school of documentaries. Yet it 
is this quality of roughness that 
gives the film such impact. It is 
a brutally graphic presentation 
with no holds barred. 

Although there may be some 
protest about the realistic film 
approach to this community 
problem, medical and welfare 
officials have praised this pres- 
entation. James R. Dumpson. 
Consultant of the Welfare Coun- 
cil of New York City, has com- 
mented, "The educational value 
of the film and its object lesson 
are excellent. It is skillfully ex- 
ecuted." Dr. Lester C. Spier, for- 
mer Chairman of the New York 
Medical Society's Narcotics Com- 
mittee, is one of the many who 
has also endorsed this film. 

The medium of television can 
become an important factor in 
gaining public support to stamp 
out the drug traffic as well as to 
promote understanding of the 
need for adequate medical and 
psychiatric facilities to help cure 
these pitiful addicts. It is only 
through public education that 
the problem of narcotics, as well 
as other social problems, can be 
solved. An informed and under- 
standing public is a necessity. 
Ignorance solves no problems! 
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duties ond requirements of the .

HE preparation and production
problems of a remote sports or

special features program are totally
unlike tlqat of the studio director,
who, moreover, has everYthing at
his finger tips; stage hands to move
his scenery; liehting exPerts to do
his lighting; property men to as-
semble his props; with a batterY of
production secretaries, floor men,
and other operating PeoPle to lend
welcome assistance. The field di-
rector has to do all these chores
himself, with the help of one as-
sistant.

The studio director has nothing
to do but concentrate on his show,
handle the rehearsals, and Put it
on the air.

The remote director, on the other
hand, has to prepare his Program,
sometimes weeks in advance of the
play date. The flrst step in the pro-
duction routine after the program
has been booked for television, the

I remote director and his chief en-
I gjneer visit the location of the pro-

I posed pick-up for a survey of all
I facilities. The power supply and

source must be checked. Sometimes
the power supply is inadequate for
television needs, and a special line
must be ordered, to insure a steady,
unbroken nower feed.

Audio Problems

Audio and phone line termtna-
tions have to be determined on in
order that the audio man can be in
a favorable position close as possi-
ble to the announcer. and the scene
of the action. Camera positions
must be plotted. If the cameras
need elevation, heavy platforms

SEPTEMBER, I95I

have to be procured if available,
and if not, must be constructed.
If the lighting at the location is
inadequate (more often the rule
than the exception) lighting units
must be installed, often at great
cost, and with the necessity of ad-
ditional power to supply those
lights, if the area to be lighted is
a large one,

The announcer's position must
be carefully selected, as microphone
cables sometimes have to be strung
across rafters and girders to keep
them off the floor. If there are to
be interviews with personalities, a
iocation has to be selected that will

@fiEEu)
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THE ABOVE diogrom wos devised by
the outhor to show light positions for
the live Schoefer Beer commerciols

during bqseboll remotes.

be free of milling, curious crowds'
This area might also have to be
Iishted. The event being televised
might be a horse show, or a swim-
ming meet, where studio lighting
is needed. The lights, in this case,
have to be strung in such a way so
as not to blind those Persons Par-
ticipating in the show and Yet not
lose their effectiveness. This situa-
tion usually presents problems, such
as location of cables, amount of
cable, and type to conform with the
existing fire laws. It is then up to
the director to know, at a glance,
the amount of light necessary for
his show, and he must make this
decision at the time of the survey,
for lighting corrections done on
the day of the broadcast can be
very costly.

If a show is sponsored, the cli-
ent's needs must be taken into ac-
count. The exPerienced director
usually advises the use of films or
slides as these can be presented
from the studio projection room
with little or no chance of technical
failure. But if the client has not
provided for these films or trans-
parencies, title cards must then be
made up, and used on an easel at
the scene of the pick-up, an ineffi-
cient and precarious method at best.
Many times the client wants to pre-
sent his product as a "live" com-
mercial. This type of commercial
then calls for the fitting up of a

room to be used as a temporary
studio. This in turn, has to be
lighted and decorated. The adver-
tiser himself usually handles "dress-
ing" the set, but again it is the di-
rector who must inform him as to
type of background and color,
which would be most conducive to
the success of his commercial mes-
sage.

It goes without saying, that the
best method of doing a "live" com-
mercial that is part of a remote
sports show, is to present it from
the studio. This gives the sponsor
an insurance of good presentation
with less chance of failure from
lack of staging facilities. This
method is expensive as it entails
another crerv to handle the cameras
and video operation in addition to
the cost of a stage crew. Despite,
holvever, it is the best and safest
way.

One of the most highly important
details of television remote produc-
tion is the location of the cameras.
Bad camera placement will often
spell disaster for a sports program.

Remote Director
by Roy A. Meredith

Director of Sports Production, WOR-TV
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duties and requirements of the . . . 

Remote Director 

by Roy A. Meredith 

Director of Sports Production, WOR-TV 

THE preparation and production 
problems of a remote sports or 

special features program are totally 
unlike that of the studio director, 
who, moreover, has everything at 
his finger tipflstage hands to move 
his scenery; lighting experts to do 
his lighting; property men to as- 
semble his props; with a battery of 
production secretaries, floor men, 
and other operating people to lend 
welcome assistance. The field di- 
rector has to do all these chores 
himself, with the help of one as- 
sistant. 

The studio director has nothing 
to do but concentrate on his show, 
handle the rehearsals, and put it 
on the air. 

The remote director, on the other 
hand, has to prepare his program, 
sometimes weeks in advance of the 
play date. The first step in the pro- 
duction routine after the program 
has been booked for television, the 
remote director and his chief en- 
gineer visit the location of the pro- 
posed pick-up for a survey of all 
facilities. The power supply and 
source must be checked. Sometimes 
the power supply is inadequate for 
television needs, and a special line 
must be ordered, to insure a steady, 
unbroken power feed. 

Audio Problems 
Audio and phone line termina- 

tions have to be determined on in 
order that the audio man can be in 
a favorable position close as possi- 
ble to the announcer, and the scene 
of the action. Camera positions 
must be plotted. If the cameras 
need elevation, heavy platforms 

have to be procured if available, 
and if not, must be constructed. 
If the lighting at the location is 
inadequate (more often the rule 
than the exception) lighting units 
must be installed, often at great 
cost, and with the necessity of ad- 
ditional power to supply those 
lights, if the area to be lighted is 
a large one. 

The announcer's position must 
be carefully selected, as microphone 
cables sometimes have to be strung 
across rafters and girders to keep 
them off the floor. If there are to 
be interviews with personalities, a 
location has to be selected that will 
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THE ABOVE diagram was devised by 
the author to show light positions for 
the live Schaefer Beer commercials 

during baseball remotes. 

be free of milling, curious crowds. 
This area might also have to be 
lighted. Tne event being televised 
might be a horse show, or a swim- 
ming meet, where studio lighting 
is needed. The lights, in this case, 
have to be strung in such a way so 
as not to blind those persons par- 
ticipating in the show and yet not 
lose their effectiveness. This situa- 
tion usually presents problems, such 
as location of cables, amount of 
cable, and type to conform with the 
existing fire laws. It is then up to 
the director to know, at a glance, 
the amount of light necessary for 
his show, and he must make this 
decision at the time of the survey, 
for lighting corrections done on 
the day of the broadcast can be 
very costly. 

If a show is sponsored, the cli- 
ent's needs must be taken into ac- 
count. The experienced director 
usually advises the uf%( of films or 
slides as these can be presented 
from the studio projection room 
with little or no chance of technical 
failure. But if the client has not 
provided for these films or trans- 
parencies, title cards must then be 
made up, and used on an easel at 
the scene of the pick-up, an ineffi- 
cient and precarious method at best. 
Many times the client wants to pre- 
sent his product as a "live" com- 
mercial. This type of commercial 
then calls for the fitting up of a 
room to be used as a temporary 
studio. This in turn, has to be 
lighted and decorated. The adver- 
tiser himself usually handles "dress- 
ing" the set, but again it is the di- 
rector who must inform him as to 
type of background and color, 
which would be most conducive to 
the success of his commercial mes- 
sage. 

It goes without saymg, that the 
best method of doing a "live" com- 
mercial that is part of a remote 
sports show, is to present it from 
the studio. This gives the sponsor 
an insurance of good presentation 
with less chance of failure from 
lack of staging facilities. This 
method is expensive as it entails 
another crew to handle the cameras 
and video operation in addition to 
the cost of a stage crew. Despite, 
however, it is the best and safest 
way. 

One of the most highly important 
details of television remote produc- 
tion is the location of the cameras. 
Bad camera placement will often 
spell disaster for a sports program. 

SEPTFMBER, 1951 15 

www.americanradiohistory.com



In the studio, the cameras are eas-
ily moved from place to place, but
on location, they are, as a rule, in a
fixed position. At boxing and
wrestling matches the cameras are
placed side by side in a cage or
balcony, dead center to the ring.
These shows are comparatively sim-
ple, as all action takes place in one
spot, and the selection of lenses can
be determined almost at once. but
sports, such as swimming meets,
horse races, trotting races and auto-
mobile races present various prob-
lems in the camera placement.

The best vantage point is usually
in the grand stand camera cage at
the racetrack or on the roof of
another building adjacent to the
track. One of the best examples of
this is the beautiful Yonker"s Race-
way. The conditions for a televi-
sion pick-up aLe, to say. the least,
ideal. A camela platform was con-
structed which took care of camera
positions, the announcer, the audio
lnan, and the dssistant director-
and there was ample space on the
toof for an "interview spot." This
location was lighted-the trotting
races are held at night-and the
power location and sources was con-
veniently at hand-a short cable
run across the roof. Sometimes at
these events, the director has at his
disposition three cameras, when the
budget allows, and he can employ
them wherever he thinks they would
be effective. However, this is not
the rule, but the exception, two
cameras being used at most sports
events.

Boseboll o Chollenge

Baseball on television has always
been more or less of a challenge to
the sports production director, and
the placement of the cameras has
been a source of much controversy.
The television pick-up of the Brook-
lyn Dodgers baseball games has
been talked about, probably more
so than any other sports program.
A lot of preparation and planning
went into it before the baseball
season opened in 1950.

On a bitter cold day in Febru-
ary, 1950, the author and the en-
gineering field supervisor took a
standard Mitchell motion picture
camera, using lenses that matched
those used on the television carriera.
and photographed the baseball dia-
mond from every position and vant-
age point in the park. Not until
the films had been shown for.study

l6

u'ere the camera positions decided
upon. The camera located at the
Dodger dugout at ground level was
a later and effective addition-so
much so that this year another
camera, making a total of five, is
now used at the visitor's dugout.
In the original survey of Ebbets
Field the sponsor's needs were
taken into account and a specially
constructed room was fitted out for
single camera "live" commercials.
A glance at the diagram illustrated
will give an idea as to studio ar-
rangements.

The cameras now located at Eb-
bets Field are as follows: counter
clock wise, camera one in the cage
at third base; camera two, dugout
ground level near home plate; cam-
era three located in the announc-
er's booth, high in the grand stand
behind home plate; camera four
located in the cage betr.veen third
base and home and usually equipped
with zoomar lens. There is an ad-
ditional camera used on the pre-
game show on the location near the
bull-pen-this same camera being
used later in a specially fltted room
for the post-game show. All in all,
there is a total of seven cameras
used during the baseball season at
Ebbets Field.

One of the most successful re-
mote television pick-ups this year
was the MacArthur Parade. It
was a "pooled" transmission in
which three of New York's leading
television stations took palt, WCBS-
TV, WOR-TV, and WJZ-TV. Two
days before the scheduled program,
representatives of these stations
met at City Hall Plaza for the ini-
tial survey and seleetion of loca-
tions of the cameras at strategic
spots along the route. WOR Mobile
Unit was located at historic Bowl-
ing Green on lower Broadway. This
position was chosen after a careful
survey by Robert Wood. WOR
Newsroom Manager, the author of
this article and George Riley of the
engineering staff. Location selected
was later discussed with Dave Dris-
coll, Director of News & Speeial
Events, WOR, who agreed that the
position was ideally suited for the
type of pick-up we had planned to
do. WJZ-TV was located on Broad-
way midway between Bowling
Green and the CBS location on the
steps of City Hall. The pick-up
turned out happily, for the location
of the cameras kept the MacArthur
car on the viewers screen almost
continuously as it moved along the

parade route. This type of "pooled
pick-up" was coordinated from the
centrally located WJZ-TV master
control room at that studio and
was handled by the capable Robert
Bendick, Director of Special Events
at CBS. The three Mobile Units
"fed" the master monitors at Mas-
ter Control. Switching and editing
of all pictures "fed" was done at
that point, and, in turn, fed to the
network.

Preporotions

The preparation of this program
in final form was done at Mr. Ben-
dick's office, at a session that went
far into the night. A complete op-
erations sheet was there discussed
by all three directors and put into
effect on a "time basis." Each di-
rector was given a copy which was,
in effect, a "bible."-. There was
phone communication between all
directors and Master Control room
at all times. By this method the
viewer was able to see a program
packed with action, for if matters
got dull at one point, the coordina-
tor had the choice of switching to
another, and the excitement of the
day, the crowds, the tickel tape,
and various amusing scenes and in-
cidents along the way could be
spotted as they happened. The suc-
cess of this program was the lesult
of careful advance planning, direc-
tion, and camera work, and intelli-
gent switching and editing by all
concerned.

Before closing, a word must be
said concerning the engineers who
work ceaselessll and tirelessly at
backbreaking jobs installing and
setting up the equipment. They
must face u'hat seem to be insur-
mountable problems and possible
equipment failures under conditions
unknown in the studio. To them
must go the credit for ingenuity
and resourcefulness. I have worked
with these men under all kinds of
conditions in the field, dragging
cables coated with ice in winter; in
the rain; in the heat; making
equipment repairs on the spot; and
to the wonder of all, getting the
program on the air in nine cases
out of ten. If it is at all possible,

"the show," to quote a hackneyed
phrase, "goes on!" To them should-
go most of the credit. For, in my
opinion, the remote directol is as
good as his crew.

TELEVISER

In the studio, the cameras are eas- 
ily moved from place to place, but 
on location, they are, as a rule, in a 
fixed position. At boxing and 
wrestling matches the cameras are 
placed side by side in a cage or 
balcony, dead center to the ring. 
These shows are comparatively sim- 
ple, as all action takes place in one 
spot, and the selection of lenses can 
be determined almost at once, but 
sports, such as swimming meets, 
horse races, trotting races and auto- 
mobile races present various prob- 
lems in the camera placement. 

The best vantage point is usually 
in the grand stand camera cage at 
the racetrack or on the roof of 
another building adjacent to the 
track. One of the best examples of 
this is the beautiful Yonkers Race- 
way. The conditions for a televi- 
sion pick-up are, to say. the least, 
ideal. A camera platform was con- 
structed which took care of camera 
positions, the announcer, the audio 
man, and the Assistant director— 
and there was ample space on the 
roof for an "interview spot." This 
location was lighted—the trotting 
races are held at night—and the 
power location and sources was con- 
veniently at hand—a short cable 
run across the roof. Sometimes at 
these events, the director has at his 
disposition three cameras, when the 
budget allows, and he can employ 
them wherever he thinks they would 
be effective. However, this is not 
the rule, but the exception, two 
cameras being used at most sports 
events. 

Baseball a Challenge 

Baseball on television has always 
been more or less of a challenge to 
the sports production director, and 
the placement of the cameras has 
been a source of much controversy. 
The television pick-up of the Brook- 
lyn Dodgers baseball games has 
been talked about, probably more 
so than any other sports program. 
A lot of preparation and planning 
went into it before the baseball 
season opened in 1950. 

On a bitter cold day in Febru- 
ary, 1950, the author and the en- 
gineering field supervisor took a 
standard Mitchell motion picture 
camera, using lenses that matched 
those used on the television camera, 
and photographed the baseball dia- 
mond from every position and vant- 
age point in the park. Not until 
the films had been shown for study 

were the camera positions decided 
upon. The camera located at the 
Dodger dugout at ground level was 
a later and effective addition—so 
much so that this year another 
camera, making a total of five, is 
now used at the visitor's dugout. 
In the original survey of Ebbets 
Field the sponsor's needs were 
taken into account and a specially 
constructed room was fitted out for 
single camera "live" commercials. 
A glance at the diagram illustrated 
will give an idea as to studio ar- 
rangements. 

The cameras now located at Eb- 
bets Field are as follows: counter 
clock wise, camera one in the cage 
at third base; camera two, dugout 
ground level near home plate; cam- 
era three located in the announc- 
er's booth, high in the grand stand 
behind home plate; camera four 
located in the cage between third 
base and home and usually equipped 
with zoomar lens. There is an ad- 
ditional camera used on the pre- 
game show on the location near the 
bull-pen—this same camera being 
used later in a specially fitted room 
for the post-game show. All in all, 
there is a total of seven cameras 
used during the baseball season at 
Ebbets Field. 

One of the most successful re- 
mote television pick-ups this year 
was the MacArthur Parade. It 
was a "pooled" transmission in 
which three of New York's leading 
television stations took part, WCBS- 
TV, WOR-TV, and WJZ-TV. Two 
days before the scheduled program, 
representatives of these stations 
met at City Hall Plaza for the ini- 
tial survey and selection of loca- 
tions of the cameras at strategic 
spots along the route. WOR Mobile 
Unit was located at historic Bowl- 
ing Green on lower Broadway. This 
position was chosen after a careful 
survey by Robert Wood, WOR 
Newsroom Manager, the author of 
this article and George Riley of the 
engineering staff. Location selected 
was later discussed with Dave Dris- 
coll, Director of News & Special 
Events, WOR, who agreed that the 
position was ideally suited for the 
type of pick-up we had planned to 
do. WJZ-TV was located on Broad- 
way midway between Bowling 
Green and the CBS location on the 
steps of City Hall. The pick-up 
turned out happily, for the location 
of the cameras kept the MacArthur 
car on the viewers screen almost 
continuously as it moved along the 

parade route. This type of "pooled 
pick-up" was coordinated from the 
centrally located WJZ-TV master 
control room at that studio and 
was handled by the capable Robert 
Bendick, Director of Special Events 
at CBS. The three Mobile Units 
"fed" the master monitors at Mas- 
ter Control. Switching and editing 
of all pictures "fed" was done at 
that point, and, in turn, fed to the 
network. 

Preparations 
The preparation of this program 

in final form was done at Mr. Ben- 
dick's office, at a session that went 
far into the night. A complete op- 
erations sheet was there discussed 
by all three directors and put into 
effect on a "time basis." Each di- 
rector was given a copy which was, 
in effect, a "bible." There was 
phone communication between all 
directors and Master Control room 
at all times. By this method the 
viewer was able to see a program 
packed with action, for if matters 
got dull at one point, the coordina- 
tor had the choice of switching to 
another, and the excitement of the 
day, the crowds, the ticker tape, 
and various amusing scenes and in- 
cidents along the way could be 
spotted as they happened. The suc- 
cess of this program was the result 
of careful advance planning, direc- 
tion, and camera work, and intelli- 
gent switching and editing by all 
concerned. 

Before closing, a word must be 
said concerning the engineers who 
work ceaselessly* and tirelessly at 
backbreaking jobs installing and 
setting up the equipment. They 
must face what seem to be insur- 
mountable problems and possible 
equipment failures under conditions 
unknown in the studio. To them 
must go the credit for ingenuity 
and resourcefulness. I have worked 
with these men under all kinds of 
conditions in the field, dragging 
cables coated with ice in winter; in 
the rain; in the heat; making 
equipment repairs on the spot; and 
to the wonder of all, getting the 
program on the air in nine cases 
out of ten. If it is at all possible, 
"the show," to quote a hackneyed 
phrase, "goes on!" To them should' 
go most of the credit. For, in my 
opinion, the remote director is as 
good as his crew. 
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Today's television market al-
leady accounts fol

. . .61.8% of the U. S. popula-

tion.
. . .66.7% of total retail sales.

In this market there are over
12,800,000 television sets.

By January, 1952, there will be

15,500,000 sets" in operation-a
television set for better than one

otr,t of euery th.ree U. S. f amilies.

In 19 of the biggest U. S. mar-
kets, there's already a television
set in more than one otr t of
eaery two radio homes.

An Advertest survey conductecl

in the Nelv York market area in
May 1951 showed that 39.5% of
tlte adult f emales in telettision
Itontes watched television some
time between the hours of 9 a.m.
and 5 p.rn. Mondays through
Fridays.
Of these viewers

. . . 94.4% watch television at
some time between 12 noon

and 5 p.m.
. . .49.7% watch at some time

between 9 a,m. and 12 noon.

The average number of sets in
use from 1 to 5 p.m., Mondays
through Fridays, was 381,200 irr
March, 1950 and 1,832,000 in
March, 1951. This 387Vo increose
is the combined result of more
sets 'atsailable and greater inter-
est in d,aytime programs.

Talent costs for daytime shows
are considerably lotoer than at
nighttime. Time rates are half
of nighttime rates. This means
advertisers can sponsor a multi-
weekly dayti,me sbow on a, once-
a-week nightti,me bu,dg et.

Multi-weekly shows are geared
to women's shopping habits. A
recent study conducted by Ad-

(Contintrcd on page 20)

A must for every od ogency
qnd film €ompqny, this TV
FILMS issue of TELEVISER

contqins o detqiled direc-
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rFHIS month marks the thitd an-
I niversary of the FCC's freeze

on new TV station construction. If
this clamp on TV's natural growth
has produced any beneficial effect,
it has been the development of day-
time and late evening program-
ming. With the lack of choice time
availabilities due to the limited
number of TV outlets, new adver-
tisers, or those wishing to increase
their TV activities, rvere forced to
experiment with hours that might
otherwise have been avoided. In-
telligent use of these time periods
has paid off extremely well for
many snch sponsors. As a result TV
has grown in stature as a full time
advertising medium.

In an attempt to encourage fur-
ther commercial activity during
daytime hours, CBS-TV is circulat-
ing a presentation book entitled
"Five Big Reasons For Getting Into
Daytime Television Now." The
points outlined are:
1. To keep ahead of your: r:ompeti-

tion.
2. To deliver: your sales messages

!,o large housetoif e audiences.
3. To deliver these messases at loirr

cost-per-thousand.

TV Like Sex . . .

A TV gag now making the
rounds contains as much
truth as poetry. "TV," they
say, "is like sex. When it's
good, it's very, very good.
But when it's bad-it's still
pretty good."

D.

To profit by the proDeTL sales i'nt-
puet of daytime television.
To get a valuable daytime tele-
vision franchise.

Among the many interesting
facts brought out to support these
reasons the following are the most
imnortant:

TELEVISER
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Extra Copies 

at Special 

TV FILMS 

issue Sti 11 

Ara\ lahle 

A must for every ad agency 

and film company, this TV 

FILMS issue of TELEVISicR 

contains a detailed direc- 
tory of television station's 

film departments. It states 

the number and size re- 

quirements for motion pic- 

ture and slide projectors in 

all 107 operating stations. 

Addresses and individuals 

to be contacted are also 

listed. 

Fifty cents per issue, write: 

TELEYISER 

1780 Broadway, New York 19 

Reasons For Using 

Daytime Video 
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THIS month marks the third an- 
niversary of the FCC's freeze 

on new TV station construction. If 
this clamp on TV's natural growth 
has produced any beneficial effect, 
it has been the development of day- 
time and late evening program- 
ming. With the lack of choice time 
availabilities due to the limited 
number of TV outlets, new adver- 
tisers, or those wishing to increase 
their TV activities, were forced to 
experiment with hours that might 
otherwise have been avoided. In- 
telligent use of these time periods 
has paid off extremely well for 
many such sponsors. As a result TV 
has grown in stature as a full time 
advertising medium. 

In an attempt to encourage fur- 
ther commercial activity during 
daytime hours, CBS-TV is circulat- 
ing a presentation book entitled 
"Five Big Reasons For Getting Into 
Daytime Television Now." The 
points outlined are; 
1. To keep ahead of your competi- 

tion. 
2. To deliver your sales messages 

to large houseivife audiences. 
3. To deliver these messages at low 

cost-per-thousand. 

TV Like Sex . . . 
A TV gag now making the 

rounds contains as much 
truth as poetry. "TV," they 
say, "is like sex. When it's 
good, it's very, very good. 
But when it's bad—it's still 
pretty good." 

4. To profit by the proven sales im- 
pact of daytime television. 

5. To get a valuable daytime tele- 
vision franchise. 

Among the many interesting 
facts brought out to support these 
reasons the following are the most 
important: 

• Today's television market al- 
ready accounts for 

. . . 61.8% of the U. S. popula- 
tion. 

. . . 66.7% of total retail sales. 
In this market there are over 
12,800,000 television sets. 

• By January, 1952, there will be 
15,500,000 sets in operation—a 
television set for better than one 
out of every three U. S. families. 

• In 19 of the biggest U. S. mar- 
kets, there's already a television 
set in more than one out of 
every two radio homes. 

® An Advertest survey conducted 
in the New York market area in 
May 1951 showed that 39.5% of 
the adult females in television 
homes watched television some 
time between the hours of 9 a.m. 
and 5 p.m. Mondays through 
Fridays. 
Of these viewers 

. . . 94.4% watch television at 
some time between 12 noon 
and 5 p.m. 

. . . 49.7% watch at some time 
between 9 a.m. and 12 noon. 

• The average number of sets in 
use from 1 to 5 p.m., Mondays 
through Fridays, was 381,200 in 
March, 1950 and 1,832,000 in 
March, 1951. This 381 % increase 
is the combined result of more 
sets available and greater inter- 
est in daytime programs. 

® Talent costs for daytime shows 
are considerably lower than at 
nighttime. Time rates are half 
of nighttime rates. This means 
advertisers can sponsor a multi- 
weekly daytime show on a once- 
a-tueek nighttime budget. 

• Multi-weekly shows are geared 
to women's shopping habits. A 
recent study conducted by Ad- 

(Continned On page 20) 
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Commerciqls of the lAonth
an odvertising directory of film commerciols

"Fi,***{,a*s.!*-
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Groy-O'Reilly Studios

480 Lexington Avenue
New York, N. Y.
PLaza 3-1531-2

James Gray, Vice-President in
charge of sales.

Producers of film com'merc'iols, both
ani,mation and liae; com'plete faci,li-
ties for complete production under
o'it,e roof .

*%ffiff*.
't;m* -

Series of seven one-minute corn-
mercials, full animation with mu-
sical background, Produced in the
animation studios of Gray-O'Reilly
for Joseph Armstrong Co.

Gray-O'Reilly Studios
480 Lexington Avenue
New York, N. Y.
PLaza 3-1531-2

James Gray, Vice-President in
charge of sales.

Prod..ucers of fiIm cotnmercictls, both
ani,m.ation and, Liae; complete facili'
ties for complete prod'ttction uniler
one roof.

Here is another examPle of this
series of 20- and 60-second beer
spots. They all combine live action
and animation with a musical
background.

Sorrq, lnc.
New York
200 East 56 Street

Chicago
16 East Ontario Street

Specialists in uisual selling'

No longer is a timer confined to
the kitchen stove. A series of one-
minute and twentY-second sPots
shows, through live action and in-
teresting opticals, how the Port-
able Lux Minute Minder gttards
valuable time in any room in the
house. Created for the Lux Clock
Mfg. Company of WaterburY, Con-
necticut, through Edward Grace-
man & Associates.

Sorro, Inc.

Nerv York
200 East 56 Street

Chicago
16 East Ontario Street

Specialists in uisual selling.

Yessir, pardners, the flavor-
bound stagecoach made it! A real
Western-shooting cowboYs, a rac-
ing stagecoach and the treasure
chest full of Heide Jujyfruits is
saved for youngsters everYwhere.
Originated for Henry Heide, Inc.,
through Kelly, Mason, Inc.' this
one-minute spot has all the ele-
ments of a Western thriller.#

SEPTEMBER, I95I

Commercials of the Month 

an advertising directory of film commercials 

Gray-O'Reilly Studios 

480 Lexington Avenue 
New York, N. Y. 
PLaza 3-1531-2 

Tames Gray, Vice-President in 
charge of sales. 
Producers of film commercials, both 
animation and live; complete facili- 
ties for complete production under 
one roof. 

Tit-"" 
--r-* 

Series of seven one-minute com- 
mercials, full animation with mu- 
sical background, produced in the 
animation studios of Gray-O'Reilly 
for Joseph Armstrong Co. 

Gray-O'Reilly Studios 

480 Lexington Avenue 
New York, N. Y. 
PLaza 3-1531-2 

James Gray, Vice-President in 
charge of sales. 
Producers of film commercials, both 
animation and live; complete facili- 
ties for complete production under 
one roof. 

Here is another example of this 
series of 20- and 60-second beer 
spots. They all combine live action 
and animation with a musical 
background. 

Sarra, Inc. 
New York 
200 East 56 Street 
Chicago 
16 East Ontario Street 

Specialists in visual selling. 

ft 

IM* 

No longer is a timer confined to 
the kitchen stove. A series of one- 
minute and twenty-second spots 
shows, through live action and in- 
teresting opticals, how the port- 
able Lux Minute Minder guards 
valuable time in any room in the 
house. Created for the Lux Clock 
Mfg. Company of Materbury, Con- 
necticut, through Edward Grace- 
man & Associates. 

Sarra, Inc. 

New York 
200 East 56 Street 
Chicago 
16 East Ontario Street 

Specialists in visual selling. •v 

Yessir, pardners, the flavor- 
bound stagecoach made it! A real 
Western—shooting cowboys, a rac- 
ing stagecoach and the treasure 
chest full of Heide Jujyfruits is 
saved for youngsters everywhere. 
Originated for Henry Heide, Inc., 
through Kelly, Mason, Inc., this 
one-minute spot has all the ele- 
ments of a Western thriller. 
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Commerciols of the Month (continued)

Science Pictures, Inc.
5 East 57th Street
New York 22, N. Y.
PLaza 9-8532. JUdson 6-1945

Francis C. Thayer, President
Two studios producing liae action,
com,posite and, cartoon animation
for TV commerci,als.

'Ihe opening and closing film for
"Twenty Questions," achieves
maximum identity for Ronson with
the famed action-device of the
lighter. Stop-motion animation is
followed by outstandingly-photo-
graphed films of selected Ronson
models. Brilliant control of light-
ing and optical skill in combining
animation, live action and copy
characterize these commercials.

Science Pictures, Inc.
5 East 57th Stleet
Nerv Yolk 22, N. Y.
PLaza 9-8532. JUdson 6-1945

Francis C. Thayer, President.
Two stttdios prodttcing liue actiort,
com.posite and cartoon animation
f or TV eontmercials.

The "station-break" takes on
new glamour (and sales potential)
in this ten-second ..Bulova series
f eaturing entertainment - world
stars. "Live-action" testimonial is
matched to sparkling product dis-
play with composite animation. In-
tegrated series involves a tailor-
made job for each star, each sta-
tion, each watch.

DAYTIME VIDEO
(Continued from page t8)

vertest Research (covering the
Ne*' York area) shows that
women shop an aDerdge of 3.2
days a week.

o Results of the recent Hofstra
Str"rdy on television's impact
shorv that daytime television
provides as many extra eustorn-
ers per dollar as nighttime.
This study shows that the aver'-
age daytime television program

cleliuers 18.7 ertra cztstotners
per dollnr in TV ltomes as
comqared, to non-TV ltomes.
E uening teleuision'pro{/ rv.,nt s
clelitter 78.6 ertra cu^stom.ers
per dollar.

a Altogether, 17 bie adver:tisers
have nsed daytime network tele-
vision during the past season or
are starting this Fall:

American Home Products
Andrern'Jergens
Best Foods
Byrnart
Califolnia Prune & Aplicot Grou'els
Califolnia Walnut Growers
Cannon Mills
Chesebrough
Colgate- Palmolive-Peet
Corn Ploducts Refining

20

Coro Jewelry
Cory Cofree Brewer
Durkee Famous Products
Esquire Polish
Flako Products
French's Mustard
General Electric
General Foods
General Mills
Gerbel Baby Foods
Glidden Paints
Hazel Bishop Lipsiick
Hotpoint
Hudson Paper
Hunt Foods
International Latex
Junket Brands
Ladies Home Journal
Landers, Frary & Clark
Lehn & Fink
Little Yankee Shoes
Marlene's Hair Wave Shampoo
Minute Maid
Owens-Corning Fibergias
Premier Foods
Pillsbury Mills
Procter & Gamble
Quaker Oats
R. J. Reynolds
Simmons Mattresses
Simoniz
Standard Brands
Sterling Drug
Suchard Chocolate
United Fruit
Wearever Aluminum
Willett Furniture

AVOIDING TV
(Continued frotn page 12)

took, among other time spots, a
five-minute newsreel following
wrestling and boxing to plug his
room air conditioner. It outpulled
every other sPot he had.

Ah, here's a plaintive case: "You
mean it costs $1,000 to make a film
that luns only 20 seconds .?"

This is a frequent objection to
television. And cost is an element in
TV-no doubt about it. We don't
like it any more than you do. We
hope to keep it within bounds-and
you can help us.

On the other hand, it is at least
a fair question as to whether TV is
the only costly medium in the adver-
tising business. The client who
makes a television chainbreak has
used the services of cameramerr,
sound men, film cutters, electricians,
studio facilities, prop men, and so
on. If he gets out for $1,000 he's
lucky. But what happens when he
gets back to his office? He OK's
a magazine drawing by a big name
commercial artist, at $1,500
plus having four-color plates made
at $1,200 per set of engraving:e.
Let's remember that other media
aren't for free either.

TETEVISER

Commercials of the Month (Continued) 

Science Pictures, Inc. 
5 East 57th Street 
New York 22, N. Y. 
PLaza 9-8532. JUdson 6-1945 

Francis C. Thayer, President 
Two studios producing live action, 
composite and cartoon animation 
for TV commercials. 

ft 

u 

The opening and closing film for 
"Twenty Questions," achieves 
maximum identity for Ronson with 
the famed action-device of the 
lighter. Stop-motion animation is 
followed by outstandingly-photo- 
graphed films of selected Ronson 
models. Brilliant control of light- 
ing and optical skill in combining 
animation, live action and copy 
characterize these commercials. 

Science Pictures, Inc. 
5 East 57th Street 
New York 22, N. Y. 
PLaza 9-8532. JUdson 6-1945 

Francis C. Thayer, President. 
Two studios producing live action, 
composite and cartoon animation 
for TV commercials. 
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The "station-break" takes on 
new glamour (and sales potential) 
in this ten-second .Bulova series 
featuring entertainment - world 
stars. "Live-action" testimonial is 
matched to sparkling product dis- 
play with composite animation. In- 
tegrated series involves a tailor- 
made job for each star, each sta- 
tion, each watch. 

DAYTIME VIDEO 
(Continued from page 18) 

veriest Research (covering the 
New York area) shows that 
women shop an average of 3.2 
days a iveek. 

• Results of the recent Hofstra 
Study on television's impact 
show that daytime television 
provides as many extra custom- 
ers per dollar as nighttime. 
This study shows that the aver- 
age daytime television program 

delivers 18.7 extra customers 
per dollar in TV homes as 
compared to non-TV homes. 
Evening television programs 
deliver 18.6 extra customers 
per dollar. 

• Altogether, 47 big advertisers 
have used daytime network tele- 
vision during the past season or 
are starting this Fall: 

American Home Products 
Andrew Jergens 
Best Foods 
Bymart 
California Prune & Apricot Growers 
California Walnut Growers 
Cannon Mills 
Chesebrough 
Colgate-Palmolive-Peet 
Corn Products Refining 

Coro Jewelry 
Cory Coffee Brewer 
Durkee Famous Products 
Esquire Polish 
Flako Products 
French's Mustard 
General Electric 
General Foods 
General Mills 
Gerber Baby Foods 
Glidden Paints 
Hazel Bishop Lipstick 
Hotpoint 
Hudson Paper 
Hunt Foods 
International Latex 
Junket Brands 
Ladies Home Journal 
Landers, Frary & Clark 
Lehn & Fink 
Little Yankee Shoes 
Marlene's Hair Wave Shampoo 
Minute Maid 
Owens-Corning Fiberglas 
Premier Foods 
Pillsbury Mills 
Procter & Gamble 
Quaker Oats 
R. J. Reynolds 
Simmons Mattresses 
Simoniz 
Standard Brands 
Sterling Drug 
Suchard Chocolate 
United Fruit 
Wearever Aluminum 
Willett Furniture 

AVOIDING TV 
(Continued from, page 12) 

took, among other time spots, a 
five-minute newsreel following 
wrestling and boxing to plug his 
room air conditioner. It outpulled 
every other spot he had. 

Ah, here's a plaintive case: "You 
mean it costs ^1,000 to make a film 
that runs only 20 seconds . . .?" 

This is a frequent objection to 
television. And cost is an element in 
TV—no doubt about it. We don't 
like it any more than you do. We 
hope to keep it within bounds—and 
you can help us. 

On the other hand, it is at least 
a fair question as to whether TV is 
the only costly medium in the adver- 
tising business. The client who 
makes a television chainbreak has 
used the services of cameramen, 
sound men, film cutters, electricians, 
studio facilities, prop men, and so 
on. If he gets out for $1,000 he's 
lucky. But what happens when he 
gets back to his office? He OK's 
a magazine drawing by a big name 
commercial artist, at SI,500 . . . 
plus having four-color plates made 
at SI,200 per set of engravings. 
Let's remember that other media 
aren't for free either. 
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