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FUTURE TELEVISION

BROADCASTERS VISITED
G.E.’s WRGB IN 1945

’I“O study the facilities needed to
produce the finest pictures and
showsintelevision, tomorrow’s tele-
vision broadcasters are thronging to
General Electric’'s WRGB in Sche-
nectady everyday. Hereat the world’s
most powerful and best equipped
television station they survey station
operation and management, pro-
gramming, promotion, and main-
tenance.

With workshops for building
properties and for constructing ex-
perimental electrical equipment,
dressing rooms for actors, transmit-
ting and receiving equipment, studio
control and monitoring equipment
and special film projectors, WRGB
contains «// of the elements neces-
sary for the modern television studio.
Here future broadcasters can study
every phase of their new television
station and discuss their plans with
G-E experts—script writers, costume
and stage set designers, lighting

specialists, camera operators, stage
and technical directors, equipment
designers, and experienced main-
tenance technicians.

If you have not seen G-E television
in action and are not making use of
General Electric’s 20 years of tele-
vision experience, visit WRGB at
Schenectady now. Every Wednesday
and Friday WRGB holds “open
house”. Write for the folder “How
to get to Schenectady”, or see your
G-Ebroadcastsalesengineer. He will
be glad to plan your visit. Electronics
Department, General Electric Com-
pany, Schenectady 5, New York.

Order ‘"Television Shou i ]
Business” today. 246 /
lavishly illustrated pages m

of television “know-hotw”, ‘ i
by Judy Dupuy. An indis- | /
pensable guide to success-

Sul programming and pro-

duction. $2.50 per copy.

STUDIO AND STATION EQUIPMENT « TRANSMITTERS « ANTENNAS « TUBES « RECEIVERS

GENERAL @) ELECTRIC

156-E2-8912

First and Greatest Name in Electronics
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Just talking...

A word about our departments. There isn't a tremendous amount of activity in television these
days, it's still mostly telk. But what ever does happen of any importance you can be sure to find in our
departments. Take our Programming department — you'll find none of the prophecies or “expert’
dogma. You will find though a review of all programming of the past month. The same goes for our
Advertising department —no double talk about pictures being worth ten thousand words — just
factual descriptions of commercials, and reporting of agency activity together with a monthly list
of all agencies and advertisers using television. The some goes for our Equipment and Washingtor
departments. Yes, you will find complete coverage of all developments in the industry by reading
these departments every month. That's why we're kind of proud of them.

FREDERICK A. KUGEL

Published monthly by Frederlck Kugel Company, 600 Madison Ave., New York 22, N.Y. Single copy, 35 cents. Yearly
subscription in the United States, its possessions and nations of the Pan American Union, $3.50; in Canada, $4.00; elsewhere,
$4.50. Entered as second-class matter February 20, 1945, at the postoffice at New York, New York, under the act of March
3, 1879. Copyright 1946 by Frederick Kugel Company. All rights reserved. Editorial content may not be reproduced in
any form without permission,
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Television history was made when the
recent Lincoln’s Birthday ceremony
was televised from the nation’s capi-
tal to the people of Greater New York.

The impressive event inaugurated
experimental use of the Bell System’s
recently completed broad band
coaxial highway between New York

City and Washington, D. C.

This new 225-mile span represents
a pioneer step toward Bell System
communications networks that some
day will add sight to the sound of
nation-wide broadcasts.

BELL TELEPHONE SYSTEM

NEW YORK




Zoo:é'zzz%e/biavm

FARNSWORTH
for Betlr, Tetoviaiirn. EguspmerZ!

Farnsworth. direct pick-up
television camera.
“"fconoscope” Type Camera
Tube.

Farnsworth console for control of studio or film fele-

vision programs, making possible the simultaneous
r operation of one or more television comeras.

Imoge Di{sector Type Camero
tube.

A four-kilowatt Farnsworth telovision

L . ‘ ol picture fransmitter.
3w €

Farnsworth! The name you think of first in tele-
vision! With a rich heritage of eighteen years of
experience in electronic television, with increased
plant facilities, with war-acquired skills and tech-
niques, Farnsworth is ready to meet the industry’s
need for communications, broadcasting and tele-

Electron Muitiplier Tubes.

Farnsworth Telecine Projector for transmission
of motion picture film in television programs. ilg ol | . . .
P vision transmission and reception units, including

technical equipment for laboratory use,

FARNSWORTH Zo. 2=

FARNSWORTH TELEVISION & RADIO CORPORATION, Fort Wayne 1, Indiana

Fornsworth Radio and Television Receivers and Transmitters -

Alrcroft Rodio Equipment - Farnsworth Television Tubes -« Halstead Mobile
Communications and Traffic Control Systems for Rail and Highway

+ the Farnsworth Phonogroph-Rodio « the Capehart - the Ponamuse by Capehart



Question
of the month

when will
uhf color television
be in operation?

by frederick a. kugel

’I‘HE color-black and white controversy has completelv

confused the industry. Prospective tele applicants are
divided as to whether to wait for color or go into black-
and white now. Set manufacturers, with the exception
of a few of the leaders, are stalling just as long as they
possibly can. Advertising and agency men admit that
they have no idea what it’s all about. CBS, Zenith and
Federal make one claim. RCA, DuMont, Philco and
others make counter claims.

The function of a trade publication is to clarify such
muddled situations. To do this, we went to one of the
few independent groups in the industry consulting
radio engineers — a group which should be qualified to
pass judgment on this controversy. We asked their opinion
on how soon they believed commercial color television
would be technically and economically feasible the
time element involved before UHF color television could
2et into operation.

35 queslionnaires were sent to consulting engineers
throughout the country. 29 answered 7 placed color
television from 6 to 10 vears away. 12 estimated the
time element at five years. 7 thought color would be in
operation within two years. Three would not make any
commitments as to time. An average of the 26 replies on
the time element puts color television five years away.

Here's a hox score of the answers:

noim-
10 yre. | Tyrs. 6vrs.|5vrs. 2vrs. | yr.| committal
4 2 1 12 5 2 3

General feeling is that there has heen too much mug-
wumping, too little information available on color. Per-
haps more revealing than the time estimates are th
following comments by some of the engineers:

Paul F. Godley —10 years

“A number of factors other than lechnique and econ
omy bear upon a proper answer to the question in vour
mind; and for this reason, in part, no answer can be
better than a guess.

"Assuming perfected designs and production techniques
color television could be ‘commercial’ in 5 years. But
all things being considered — something like 10 years,
it scems te me, would be a better guess.

“How long, after development and demonstration, did
it take A.C. power or FM broadcasting — to name but
two of manv comparable new conceptions to become
‘feas:ble’ from the standpoint of the commercial operator?”

April, 1946

John V. L. Hogan

“l don’t know. Color television is technicully feasible
today. but there is as vet no proof that it will ever be
economically feasible — nor, for that matter, is there
such proof as to monochrome television.”

John Creutz — 5 years

“No ome had an intelligent basis on which to predict
how many vears would elapse hefore that time. It would
be a terrible mistake to delay black-and-white until color
comes_along.

“If we can get black-and-white into operation now
and discover what kinds of programs people want. and
learn to handle a lot of bugs which may crop up in the
service, later on we will be able to shift right over into
color without as much difficulty. If we don’t get into
black-and-white now, we will have to do a lot of pre-
liminary work when color goes commercial.

“A long time is necessary for the jump over from labh
tests to commercial production of receivers. Television
has got an awfully hard fight te compete on a dollars-and-
cents basis with other media and lots of experience is
needed. People who really mean business in tele and
don’t just want to be in the swim should get into it now.
Those who aren’t really interested in its development for
the long-run had best stay out.

‘If there were a war emergency or any particular pres-
sure behind government and industry we could have
color almost immediately. However, in the normal run
of things — with other factors, economic and equipment-
wise to be considered — it will take a much longer time.”

A. James Ebel — 5 years

- “Only after a single system of tele-
vision transmission is established, will
the service become universally popu-
lar with the general public. Since
color television represents the ulti-
mate in lelevision transmission, it
seems wise lo concenlrate on that svs-
tem. | am confident, that color televi-
sion will be technically feasible in
less than five years. However, five
years will be required for complete
commercial feasibility.”

Frank H. Mclntosh — 1 year

“The American people will not be satisfied with any
thing less than color — even the progress that has been
made in this medium is “none too good” al the present
time.”
George M. Lohnes

“Don’t feel too qualified to talk . . . television experi-
ence too limited . . . some clients believe in black and
white. others in color . . . one client is going ahead with
black and white.”
C. M. Jansky, Jr. — 10 years

*“I do not believe that the facts are
available to justify quantitative time
estimates as asked for. Therefore any
specific estimate is a guess and one
man’s is about as good as another’s.
We were told in 1938 that mono-
chrome television on frequencies near
} 100 megacycles was “‘here.” ht still
is “around the corner.” The basic
technical and apparatus problems to
he met in high band television are
more complex and diflicult than with
low band television. A conclusion
that the public will not accept low band monochrome
television (and [ agree with Columbia on this point) does
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nol automatically solve the problems to he met with color
in the high hand. Technically it means that new and
more diflicult problems must be solved — if thev can.
Obviously in going to higher bands and color there will
be added delav before the industrv has been brought to
a point — technically where it can face the problems of
economics which must also be solved.”

Raymond M. Wilmotte

“l think that your question as t

the number of vears it will take for

color lelevision to le technicallv and

economically feasible is premature.

= The key to the problem, it seems to

me, is going to be the propagation

characteristics at frequencies in the

hundreds of megacycles. There has

not been published any adequate in.

formation on which we can judge

propagation problems in cities. We

have some knowledge, but that knowledge is largelv quali-

tative. An engineering opinion can hardly be given on

qualitative knowledge. It should not be diflicult to make

a study of this field and gauge the relative likelihood

of ghosts becoming more or less of a problem as the

frequency increases. and to gauge also the relative cost

at the receiver as the frequency increases of combating

these ghosts. The fact is, however. that no one has made

such a study. | hope when such a study is eventuallv

undertaken, it will not he carried out by organizations

that may bhe accused of being hiased. If it is, it hecomes

too diflicult for the government to distinguish between
engineering truths and economic wishful thinking.’

John H. Barron -— 5 years

Do not believe black and white television should be
held up pending perfection of color television. Operation
with black and white pictures will permit improvement
of engineering and programming.”

John J. Keel — 7 years

“Color television is definitely the
miracle invention of our time. How-
ever, it will take at least five or more
vears for commercial color television
lo become technicallv and economi-
cally feasible.

“After a great struggle for practi-
cal commercial realization, black and
white television is now at our door.
but there is still considerable advance-
ment to be made in the arts and tech-
niques of it. We should by all means
strive for the best quality before get-
ting into the many obvious and complex problems of
television,

When color television advances to a stage of practical
comnmercial application and reality, the American public
will undoubtedly accept it as worthwhile. There are nu-
merous examples of this, one being, the great advance-
ment in the art of broadcasting by means of FM, which
the public accepted wholeheartedly as an added service.

“When the time comes for color television to he an
added service or the eventual transition from black and
white to color television. I am sure we will find the Ameri-
can public ready and willing to accept the expense of the
improved service, as proved in past instances. We Ameri-
cans think nothing of huyving a new model automobile
every few years, just for the added comfort and pleasure,
etc.

‘We should go full speed ahead without delav, and

strive to perfect black and white television even more and
also set it up on a commercially sound basis. After that.
color television with all its improvements can follow, in
inuch the same way that FM followed the ultimate in AM
Broadcasting.”

Ernest J. Yogt — 5 years

“It is mv belief that it will require at least two years
for the technical development of color television in all its
phases. I do not feel that it will be cconomically practical
for approximately five vears.’

Garo W. Ray — 10 years

“Compared to color television
problems the FM picture is a toy. Dis-
counting war vears — compare the
rrogress of FM from its beginning to
today. Where are we? Do you know
for sure lie gain of a 6 bar antenna?
1 don’t, and I don’t think the manu-
facturer does either simply because
there hasn’t been enough work done
on such things — it does take time
and the sooner we realize it the better
we will all understand that color tele-
vision is not around the corner.

Dr. Alfred K. Goldsmith — 5 years

“Above estimate assumes 500-1000
me. electromechanical cyclic system.
[ 500-10,000 mec. simultaneous elec-
tronic system is involved, it is likel

10 vears would be needed for com-
mericalization.”

time element placed
by consulting engineers

H:. V. Anderson 10 years
Victor |. Andrew 5 years
John H. Barron > years
William E. Benns S years
William Burnett 2 vears
J. A. Chambers 5 years
Jolin Creutz 5 years
George C. Davis 2 years
F. Dillard 0 vears
A. James Ebel 5 years
Benson D. Gille 7 vears
Paul F. Godley 10 years
Alfred N. Goldsmith 5 years
John V. L. Hogan non-committal
C. M. Jansky 10 years
Frank G. Kear 2 years
John J. Keel 5-7 years
George M. Lolnes non-committal
Frank H. Mclntosh I year
Garo Ray 10 vears

Henry B. Rillett 2 years

Andrew D. Ring 5 years
Harold C. Singleton 5 years
Ernest ]. Vogt 5 years
V. Watson 5 vears

Raymond M. Wilnotte

non-committal

Anonymous 1 vear
Anonvmous 2 vears
Anonymous 5 vear

Television



A On Sundoy night, Jonuary 28, 1945, American

Central Manufecturing Corporation broadcast
an original television show over Stotion WABD,
New York City. This production, entitlted "The

Queen was in the Kitchen,” is the first show
ever televised to promote a complete kitchen.

The entire action of this humorous play took

place in an AMERICAN KITCHEN which had
been set up on a stagé in the t ision studio
of WABD. As a result, the world most modern
kitchen sold itself for a full 30 minvtes—the
entire period of the show. i

£
™~

The innovqﬁﬂ!l advertising kitchen equipment

via television is in keeping with American Cen-

tral _Jh;mu‘eemﬁng Corporation’s progressive

,._p*y- of effective advertising in all medo.

This television show--combined with extenswe

advertising in other media—is a powerful

start in @ progrom which will became mcre
extensive os time goes by . . . o program
aimed to give AMERICAN KITCHEN deolers o

tremendous odvantage over all others ¢

peting for the homemakers’ dollars.

w0

HOW YOU CAN CASH IN ON THI!S TELEVISION SHOW

1 4.

. Everyone today s vitally d in the
modesn miracie of.television.

... Imide this folder is 0 unique, originc! explanotion
of this television show . . . un explanation of inferest
o every one of your prospects, presert and future.
... Yo tie vp your store with television in the minds
af your customers is to give added presfige ond

prog fo yout store in their minds.

. To mdke this tie-up, disploy the inside fold of
this broadside 10 thot pecple con see it in possing.
Mong it in your best show window . . . or stick it
imide your tront door—or on ony wriace readily
1een by many people,

.Hang this poster NOW | For extra copies, write—

AMERICAN CENTRAL MANUFACTURING CORPORATION, CONNERSVILLE, INDIANA

by sidney r. lcne

ONSCIOUS of the slender tele audience they have for

today’s programs, a few alert advertisers have been
getting their money’s worth through well-planned and
well-timed promotional tie-ups. Telecasts heamed to lim-
ited audiences have been expanded to national coverage
by the simple expedient of hooking the video program to
the U. S. Mail. Television has offered a new angle for
promotional material and some sponsors and agencies
have prepared campaigns in all media— newspaper, radio,
direct mail, commercial movies— thus harnessing the pro-
motional value of sending pictures of their products
through the air. And they have found that tele does pay
ad dividends today when promoted with imagination.

cluett peabody

A particularly well-planned campaign was conducted bv
the Sanforized Division of Cluett Peabody, under the
direction of R. M. Dowling, sales and advertising manager
of the company. This was mailed to the publicity direc-
tors of 300 important department stores in the country.
Interesting was the approach of forthright honesty which
keynoted the entire series.

First mailing consisted of a letter declaring that

April, 1946

"I".‘ -

although some people thought television was for the world
of tomorrow “we at ‘Sanforized’ believe that now is the
best time to begin actual telecasting . . . to gain expe-
rience in programming . . . to devise and test techniques
and methods . in short, to explore every possihility
of this fascinating new advertising medium. And believing
this, we are doing something about it!” Letter went on to
describe the plans for their series of experimental pro-
grams titled “Fashions —— Coming and Becoming,” pro-
duced by Young & Rubicam over WABD. It was reiterated
that these were experimental, and that Sanforized had no
intention of keeping to themselves knowledge gained from
this work. They promised to send reprints of the script,
with marginal notes and comments, which would consti
tute a complete critique of each program. In additien
they offered to secure tickets to the telecasts for any store
executives coming to New York, and a convenient reserva-
tion hlank was enclosed.

Shortly after this letter went out, the complete script of
the initial telecast was mailed. On the bottom of each page
of the manuscript was an analysis of the good and bad
features of the dialogue and action. Pictures were spotted

American Central Manufacturing Corp. sent omt the above
booklet 10 let their dealers know that they had the sup-
port of an alert and progressive advertising campaign.

7
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Here are two sample pages from one of
the twelve interesting and complete re-
poris which the Sanforized Division of
Cluett Peabody sent oui to publicity
heads of 300 leading depariment stores.
Changes in the seript were indicated, and

the bottom margin of cach page carried
| an honest critique of the strong and weak
ettt

Naney \ points, with s;recial sircss on future .im-
et ot f«s} hew \ provements this experience woud bring.
3151 conties Lo 2 ,-J’ tow 220t \ Typical of this self--ev.nlualmn were such
pion C8™° o 108 P rancy-h = LY comments as: “The idea was zood bui
g vonet B O TE (g Bt O e - the execution faulty . . . Moral: If you
i o 3895 @M A\ eI g am BESTET can’t do aninmation as well as Walt Dis-
anpounce? + agpoildNS 3’\\‘,(..‘:, ney, don’t try.” . . . “The commercial
y cenlly 965 w";"\\‘“ reads well and fits into the script but it
courses 4EC0MING
panct: ¥ o o B P

was a radio, not a television eommereial.”

throughout the presentation to give added punch, and
criticisms were typed in contrasting red ink. Throughout
the critique was the thought “this is what we learned, and
this is for your education as well as ours.”

In all there are twelve complete reports. one for each
of the telecasts, which were given every other weck over
a twenty-four week period. Underlying theme in all the
scripts was a sustained enthusiasm for learning this new
medium, a frank appraisal of the weak spots, and a sense
of cooperation between the manufacturer and the retailer.
Last report closed on a highlv optimistic note with a
promise to be back in television soon.

american kitchens

American Central Manufacturing Co., which sponsored

‘the first complete television show for

. the first complete
kitchen”

over WABD, gave their telecast a double bar-
reled promotional splurge, using both film and dealer
mailing pieces.

The film, titled “Tell It With Television” and produced
by Jam Handy, took the audience behind the scenes of the
production and clearly demonstrated the many enterlain-
ing features possible in a tele program. without losing

The whole series successfully conveyed the idea of
Cluett Peabody’s progressiveness and willingness to co-
operate in helping their dealers. Company found a defi-
nite extra profit in taking their customers hehind the

scenes with them. via this new medium and its successful
promotion.

3

sight of the often subtle, but never ahsent commercial
treatment emploved in the telecast.

The promotional folder. sent to all dealer outlets. out-

Television



lined the obvious effectiveness of tele advertising for their
product. Dealer messages were printed on the back of the
folder, reiterating the profits in store for outlets who
handled this progressively merchandised line. A note titled
“How You Can Cash In On This Television Show” told
the advantages of “tying the store up with television in
the minds of the customers to give added prestige and pro-
gressive modernism to your store in their minds.”

Completely unfolded, the brochure became an attrac-
tive four-color poster which graphically announced that
“American Kitchens Present the Newest in Television.”
Twelve outstanding shots of the show were reproduced
with technical terms, and a description of the action which
took place in each of the frames. To add further punch,
running time and stage numbers were included, together
with a short glossary of television terms.

This two-way exploitation of one show demonstrated a
sound understanding of the promotional value of tele-
vision, even in these days of slender audiences which the
present set shortage causes. They were good examples of
the appreciation of secondary coverage which can be more
rewarding numerically than the initial effort.

chef boy-ar-dee

Chef Boy-Ar-Dee prepared a 16-page booklet promoting
their telecast over WRGB in cooperation with the Ameri-
can Broadcasting Company. Pamphlet was profusely illus-
trated with scenes of the show, which featured the cooking
of the spaghetti by a chef who was none other than the
president of the company. There is something flattering,
and personal about seeing the head of the company, work-
ing in the kitchen while he prepares his own product.
The sincerity he felt is well conveyed in the booklet which
received wide distribution. The last page explains how the
company went into television with their fingers crossed,
and how they came away with the feeling of having wit-
nessed a miracle.

Promotional angle here stressed that the company was
always on the alert for more and better advertising sup-
port for their products in all media.

rca victor

RCA Victor sent out a four-page broadside calling at-
tention to the promotion they were doing to push their
products via television. Promotional piece detailed the
type of announcement and show they were putting on
over the tele-pix waves to demonstrate the products pro-
duced by the company. Brochure played up other promo-
tional material, such as point of sale pieces, posters,
window display material, newspaper, magazine and radio

Here’s the cover of the interesting
16 page booklet prepared by Chef
Boy-Ar-Dee on their tele show.
Pamphlet pointed up the wonders
of television, through which the ease
and fun of preparing this spa-
zhetti was conveyed 10 the viewer.”

April, 1946

tie-ins. However, main theme was kept to the television
promotion, center.ng around the Ice-Capades of 1946 and
the television show in which they presented the many
products RCA makes for entertainment in the home . . .
of which, of course, television is the best.

mueller macaroni

Mueller Macaroni, through Duane Jones agency, is
planning to send out the opening souvenir program of
the DuMont Wanamaker Studios. This will be mailed
to all their dealers and will have an insert linking up
the tele tie-in by stressing the value to dealers.

audience building

The importance of working with sales outlets cannot
be over-emphasized. But there is also work that can be
done to insure that today’s audience — as well as tomor-
row’s potential one — are made aware of your program
via television. When “Cavalcade of America” hit the tele-
waves NBC ran display ads in three New York newspapers
announcing the program. Copies of the ad were mailed to
the 5,200 set owners in the metropolitan area. (Agency
is BBD&O.)

Pan American World Airways recent advertising cam-
paign played up their television program — a film travel-
ogue on distant picturesque lands which can be reached
by Pan American planes. Typical ad layout reproduced a
scene from the telecast, with the statement “Last week hun-
dreds saw Switzerland by television.” Tie-in is achieved
by lead copy line — “Tomorrow thousands will go to
Switzerland by Clipper.

Another example of good audience building was that
of Esso Marketeers (Marschalk & Pratt agency) who sent
personal letters of invitation to their “Date with West
Virginia” film telecast, along with a road map of the
state. These went to the complete list of set owners in the
metropolitan district, effectively tying the travel film in
with television.

summary

Though a certain amount of good alert promotional tie-
ups with tele activity has been accomplished, too few of
the agencies are attacking the job with sufficient vigor.
There has been little application to the many-sided pos-
sibilities of linking television to the general advertising
and merchandising picture. Too often the agencies over-
look the tremendous plus value of intelligent promotion.
Too many shows have been produced without an advance
agent to whet the appetite, or a follow-up campaign to
capitalize on the high interest which any step into tele
rates.




allen b. dumont laboratories, inc.

Address—515 Madison Avenue, New York
Officers—Allen DuMont, President; Paul Raibourn.
Treasurer; lLeonard Cramer, Vice-President

Estimated Costs

1. Vis. transmitter $65,000)
2. Aural transmitter plus tubes
3. Antenna System 17,500
S 4. Studio Equipment 90,000
television 5. Studio Lighting 10,000
6. F & M Monitors 65,000
7. Land 5,000
8. Building 20,000
outIOOk 9. Other items 50,000 studio
Estimated Total Costs $260,500
o Estimated Operation Costs per month—$20.000
I n Channel—#2 or #3
Kilocycles—54-60
ESR—3180
Antenna

pittSb“l‘gll Height, sea level-—1,783 feet

Height, ground level—458 feet

Transmitter location-—Montana and Swanson Streets,
Pittsburgh

Power, aural & visual-—aural 12.5 kw—visual 25 kw

Population—2,323,650

Size of area—pr. 941 square miles —sec. 4.917.5

Lawyers—Col. William Roberts

Misc.—Company proposes 5-station hookup of owned and
operated tele stations; Washington, D. C.; Pitts
burgh, Pa.; New York City; Cincinnati and Cleve-
land, Ohio. WABLD is operating in New York. FCC
has granted DuMont Washington application.

HE air has cleared up considerably in the “Smoky
City”, what with three out of the original five ap-
plicants for the four channels withdrawing.
Westinghouse; Allegheney Broadcasting Corporation.
x T . "1 - ti d 19)
licensee of KQV; Hearst Radio affiliate WCAE; Scripps- (ealfitapod on fiapa
Howard. and Allen B. DuMont Laboratories were the
original five applicants. Allegheney’s withdrawal is un-
derstandalle in view of their statement of $133,000 | \ both ) l l § .
it i i C i i 1 ar llack hues indicate both 1he primary and secondary coverage n
capital in their FCC application. Scripps-Howard. to ! ) e e e A o a7 28 A asmian
date has pulled out of hoth Washington and Pittshurgh the Pinshurgh afcs whicw cAm Je gwew BF 8 :

assuming that the antenna is 500 feet high and located in the
as the hearmgs drew near, ahhough they are rumored center of the husiness distriet. Dotted line indicates the trading

to be considering applications for other cities. Hearst  area. Contour map, courtesy of Allen B. DuMont Laboratories, Inc.
has also withdrawn their application from Milwaukee.
Thus Westinghouse and DuMont are the only two appli-
cants left.

Westinghouse has announced plans to manufacture
color studio equipment for the 480 to 920 mg. band.
However the following statement to TELEVISION clari-
fies their position: “Westinghouse has a broad interest
in all television development. Thus, despite our current
attention to color television and the fact that we are
at present building studio equipment for this service
we will not withdraw anv of our applications for tele-
vision stations at the lower frequencies.”

DuMont with operating station WABD in New York.
and an okay on their Washington experimental station
in Washington, also have applications in Cleveland and
Cincinnati,

That simoke that gets on your collar and gives Piuts-
burgh its nickname might get nothing but curses from the
visitor but to the native of the town it’s the perfume of
money. When Pittsburgh’s unrivaled steel mills are in
full production the population of their retail trading area
spends more than 750 million dollars a vear. And THAT
ain’t smoke.

Pittshurgh proper has a population of 630.000, with a D
irading area population of two million or over, a worthy § » mbgrns \
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target for the sales messages of the two alert and power-
ful interests who have applied for commercial stations in
that area.
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setting up a

production facilities
department

by mary gannon

BR EAKING 28 hours a week of programming into such
segments as 15 minule, half hour, or even one hour
shows is going to call for a lot of variety in the formats
presented. And that same degree of variety must also be
reflected in the settings and backgrounds of each telecast.
The lunch counter in Joe’s Diner looks very familiar to
the televiewer if it appears as a soda fountain the next
night and repeats itsell as the bar in Kelly’s saloon th
night after. Not that all these items have to be stocked!
A coat of paint, some molding, and a lot of imagination
can lurn a disreputable bar into an altar rail -— and on
very short notice too!

While the ultimate settings depend on the skill of the
production managers and art direclors, on the practical
side there are certain basic principles which prospective
television broadcasters can follow in planning their pro-
duction facilities department.

Most important factor and the rule of thumb by which
scenic elements should be judged are their degree of inter-
changeability. Everything that’s built or bought — from
flats to platforms — should be in the same scale so that
each piece can be easilv incorporated into the system.

On this question of building or buying, a studio will
find their own workshop a big money saver. Flats, drops,
small props. unit pieces can be quickly constructed. Little
original outlay is needed. A bandsaw, table saw. bench
grinder are enough to set up shop — but of course you
can go on from there.

flats

Basis of every set, whetlier interior or exterior, are the
standard unit flats. As to height. operating stations’ pref-
erence is pegged at either 9’ or 10'. Either of these sizes
is below average ceiling height, and yet high enough for
camera [ocusing.

Handiest types are free standing, with jack on back
which can he sandbagged into fixed positions. Mounted on
frames, the heavy canvas or duck surface must be primed
first with glue sizing 1o condition it for the many different
faces it will assume. Casein base water color paints seem

Partienlar attention was paid 10 detail in this corner of the living room
sel where much of the conversation 100k place. Note the piclture on the
wall placed there to add interest 10 these sequences. Draperies were
used instead of a door and the end table, lamp and book grouping
made the room seem lived in and added a homev touch. Charles Holden
is production manager at CBS: Jimm MceNaughton is art director.

1o be the answer to quick and repeated changes. With a
drying time of anywhere from 20 minutes to an hour
one coal will completely cover the old design. Tests have
proved that from 65 to 80 coats can be used on one flat

and ihat means 65 to 30 different sets. After such a
wear life, canvas can be ripped off the frame, a new one
put on. and the same thing started all over again.

Flats can also be papered but iU's wise 1o remove the
paper hefore paint is applied over it. Otherwise the paper
is liable to buckle.

But it takes more than paper and paint to completelv
change the appearance of a flat. Standard molding also
comes in handy to add character, to give a period accent.
or as paneling trim.

For exteriors, textured surfaced stone blocks or wood
slats can be achieved through painting. However for more
realistic treatments, necessary when the camera comes in
for close-ups, two-inch thick Celotex scenic blocks can be
cut 1o size and nailed on. With space left for simulated
concrete filling, a stone effect is easily achieved. Brick
veneer. with the outer surface deeply scored to give a
gravelly appearance. is also available in sheet form for
nailing right onto the flat.

Door and window units should be in the same scale as
the standard flat. Door units should include right and left
exits and a French door plug. Simple panel, tush types
can be given overdoor decoration and. through the use of
molding, can be transformed into late Renaissance. Geor-
gian, Empire, etc. Two or three different types of windows



such as the standard double hung, mullion types, case-
ment windows, etc., will allow for variety.

Round arches and columns can stand on their own when
used with drapes. But they should be in the same scale as
the other flats for incorporat’on into a set. Besides the
decorative value, they can be grouped into attractive open-
ings. Thickness pieces and backing pieces are also neces-
sary to round out the unit. These can be stock as they
are never in sharp focus. Textured plaster effect is usually
good, and the inclusion of curved niches for statuary,
flower pots, ete. in the backing piece adds that much more
interest io the sel.

A L'ttle pre-planning here in relation to wall space will
help in getting the maximum number of set-ups in a
studio. 4°, 2’ and 18" units have been found most practi-
cal by Bob Bright of DuMont. while Charles Holden of
CBS uses 5'9” and 4’ flats. At WRGB. Charlie McGarahan
stocks 5 units, with several 2, 3’ and 4’ filler pieces.

NBC’s production facilities manager, Ray Kelly, has
devised a structural element set-up, based on an inter-
locking unit principle. Uniformly spaced bolt holes are on
each piece so that every element in the system is inter-
changeable. Front is plywood, covered with canvas and
each section is bhraced and counter-braced in back. Each
piece is strong enough to take whatever structural trim
may be required. such as the addition of balconies, over-
door trim, paneling, etc.

Wall and door sections are 5°9”x10’ in size, with a few
filler wall sections measuring 3'8”x10’. Double hung win-
dows, interior arch piece, standard corner posts (1'6” in
diameter), header pieces, mantel pieces, French doors,
fireplace flat. enter slips, platform step. casement windows
and exterior doors are also included in the basic set-up.

Degree of interchangeabil'ty is high — units can be
turned sidewise to form hotel desks, etc. Corner pillars
can be used for cabins. Due to their multiple use, the
variety of room setlings and backgrounds which can be
created are almost unlimited.

While the needs of each station vary, good bet would
be to include about 10 to 15 of the widest flats, with pos-
sibly 5 to 10 each of the filler sizes. In addition about
four columns and six thickness pieces should also be
added to the collection.
unit pieces

Platforin picces have innumerable uses, but each sec-
tion should be scaled for easv combination. Grouped to-

gether, they can give any level needed. can be used as
balconies, stairs, doorsteps, etc. Used singly and turned
on end, thev can double as bars, counters. hotel desks,
ete. — with the addition of some paint and molding, of
course.

window dressing

Smart idea would be to stock curtains and draperies in
sizes to fit the standard window plugs and door openings.
Ruftled marquisettes, tailored ninons, and lace panels,
would do for a starter — and would help in creating a
feminine, masculine or period influence. Two pairs of
draperies — one in a plain color and another in light
chintz perhaps — could alternate for window treatments.
To this minimum set-up, could he added a pair of heavy
velour Victorian draperies, for definite period accent.
These drapes could also be hung over archways, set open-
ings, elc.
draperies

Interview formats, choral groups, audience participa-
tion shows are just a few of the programs which can be
performed against drapes. Three sets should give enough
variety — wth one in a plain color: another with a
large pattern design; and the third a textured fabric with
a self pattern. Colors should he on the light side, so that
lighting won’t be more of a problem than it is. Width and
size would again be dependent upon studio space, with a
little thought as to the possible programming and camera
shooting which will be done in front of them. Whatever
the size, they should be ample enough to be hung drapery
style, in full folds or stretched.

drops

Drops should be about 10’ wide and can be used behind
openings or as background for certain types of shows.

Good variety would include a countryside exterior; city
rooftop type, both in daylight and at night; straight land-
scape, with few buildings or none; rural landscape with
farm buildings; urban type of landscape, small homes,
with stereotyped treatment of trees and bushes. This in
particular ought to be in good scale as it may be used
in focus.

Special types — such as night club, circus, ballet, mod-
ern dance, etc. — can be added as needed to round out
the selection. Such background suggestions are usually
best depicted by allegorical handling.

Cycloramas — curved background pieces — are often

In scene at lefi, NBC stock equipment was painted and texiured 1o achieve this sircet scene. French sireet cafe set a right, nsed
some of the same units. Redesigned and painted differently, structural members were placed horvizontally 10 include window unit.
Awning was made of standard unit with profile edge. N. Ray Kelly is facilities manager of WNBT and Robert Wade is art director.




preferred to drops because the rounded side treatment
eliminates any break, which may be discernible when side
pieces are added to a drop. At least one plain cyclorama
should be included with the basic units. Character for
different shows can be gotten by placing flat props such
as trees, bushes, benches, street signs, etc. in front of it.

furniture

Undoubtedly rental arrangements can be made with
local stores, interior decorating shops, etc., in each com-
munity and such sources should be catalogued and a list
of what they have to offer set up for easy reference — and
quick getting. But economy wise, a studio will be better
off to purchase certain basic furnishings, which will have
repeated use and a chameleon personality.

Simplicity of line and style which should make for
interchangeability of furniture and easy period grouping,
should be the determining factor in making the selections.
Sectional furniture might be good as a starter — a mod-
ern sofa for example could be broken into three chair
sections, or regrouped as a love seat and a chair. An over-
stuffed Charles of L.ondon sofa, and an overstuffed chair;
a Georgian wood carving, and a set of arm and side
chairs, with a slight accent on Georgian, can be inter-
changed and fit in with almost any period room. A Louis
XV type Victorian sofa, and two or three arm chairs in
Victorian style with cabriole legs, would round out the
selection. To complete the modern set-up, three or four
small side chairs with an arm chair to match should be
included.

Best trick of all from the “change the look” viewpoint
is the use of slip covers for the furniture. Three sets.
made up in three different styles, can not only be a tre-
mendous help in disguising the same basic pieces, but can
give definite character to a room. One set in large prints,
another in stripes, and the third in a textured fabric
allows for lots of set tricks.

A desk (for news broadcasts, demonstrations, etc.) and
two easels for title cards, maps, charts, etc., are other
“musts.” Besides the more obvious uses, two standard
library tables will come in handy for demonstrations, as
pedestals, etc.

End tables and a coffee table are also frequently used
pieces. These should be on the small side.

Such a furniture inventory would provide an extremely
elastic basis for a combination of the most frequently
called for interiors. However for kitchen or bedroom

Drops were used as background in the “Summertime”
baller at €CBS.  Particularly imeresting was the false per-
spective used in the floor ireatment. Sets for the dance pro-
gram scries are designed by Jim MeNaughton, art director.

scenes it may be well to set up a rental arrangement for
securing these items as needed. Same thing holds true
where unusual props, or furniture of a definite period,
such as an Early American selting, are necessary.

accessories

Lamps present something of a problem — and best way
to duck it is to buy some of an indefinite period. Four
should serve the trick. It’s a good idea to have some
framed pictures too — perhaps one or two portrait oils of
the head and shoulder type. Steer clear of full lengths —
they give you too much period flavor. Currier and Ives
prints are good for any interior since 1880 to today.

Bric-a-brac, ash trays, and the usual accessories can be
bought as needed and catalogued away for handy ref-
erence.

According to Bob Wade, Art Director at NBC, good
trick to simplify the problems of lighting and color values
as picked up by the ike is to classify paints by numbers
so that a scene painter instead of receiving instructions
for a “warm vellow.” whch could verv easily varv many
shades. would receive a definite formula, which had pre-
viously been worked out. These are the kinds of files

(continued on page 17)

In the scene at lefi, drop wus used for the background. Foreground island effect was achieved by using a wood frame arma-
lure as the base and covering it with real sod and artificial grass mais. Particularly interesting though is the scene at the
lefi. A twenly minute show was done in a 3'x7’ set, using 53 zand 2 flais. Sicel compariment effect was achieved through
painting, with the exception of the pipes and gadgets. Bob Bright, arl director a1 Dumoni, designed both seis for use over WABD.
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ALTHOUGH many independent scholastic groups have
appeared on television, the New York and Chicago
Boards of Education, in cooperation with WCBW and
WBKB were the first 1o embark on a definite program
series.

Of particular interest to television programmers plan-
ning to work with school groups or in training their own
stock companies as some propose to do, is the experi-
. mentation done by CBS with the New York Board of

. . : Education under the supervision of Edward Stashefl. This

N > / D set-up not only supplied CBS with a fertile source of good
as a Source f or programs but gave them a wealth of experience in work-
ing with amateur groups. Conversely, it provided the
Board with an actual workshop for training their students
in television techniques.

Mutual cooperation resulted in the students being given
studio visits and lectures by the CBS staff, and the station
getting a half hour program “There Ought To Be A Law,”
which was presented fifteen times in nine months. “The
All-City Radio and Television Workshop” has thirty-eight

/
(5
(e
7
2.
é students this term, chosen by audition from over two
.
2
Z

hundred applicants from New York’s fifty-four academic
and twenty-six vocational high schools. The group reports
to WNYE, the Board of Education’s own FM station, four
days a week for two periods. This training takes the place
of the English course and kids get credit for their work.

.

pated in a program dramatizing the work of the Civil Air Patrol over WCBW.
kFilm sequences at the airport were taken and incorporated into the live studio show.

?o Youngsters from New York's “All City Radio and Television Workshop” partici-




preliminary training

Primary techniques of timing and ad libbing are the
first steps in their training. Youngsters are taught to ad
lib on a live mike, thus help.ng them overcome any ten-
dency towards mike fright. Kids act as their own critics,
with four going into the control room to listen as four
others work out on the mike. Sense of timing is also
taught right from the beginning with kids made conscious
of just how long sixty seconds really is. Two or three
half hour sessions along this line and mike fright is ban-
ished early in the game.

Next steps are some of the tricks of video, especially
an awareness of the mike boon. They are taught not to
look toward the mike but to favor it. With these primary
principles drilled into them, youngsters are then consid-
ered ready to try their hand at programming.

In the “There Ought To Be A Law” series, format is
based on an informal debate, with each speaker limited to
a minute’s discussion on the pros and cons of the topic.
Edward Stasheff acts as moderator, calling on the Kids,
cutting them short if they start to wander, in keeping with
his pre-show instructions, “Make yourself interesting and
you can talk longer.” Average runs between fifty and sev-
enty seconds.

Subjects range from serious problems of the day, such
as compulsory military training, to the more comic “trage-
dies of youth,” such as boys asking girls to dance at
school affairs. Keynote of program is one of naturalness,
with kids encouraged to heckle each other. But this “nat-
uralness” is as much a part of their training as anything
else.

Attention is also paid to video tricks, and some kind
of “business” is included as the telecast opens on the
kids before the class is called to order. Girls knitting,
boys playing jacks — any of the things that high school
youngsters do normally hits the right spot.

But even in presenting amateur shows, nothing just
happens in television. Things must be planned in advance.
Even in this type of show where the kids ad lib, the
beginning and end of the program is rigidly set and a
rehearsal is held on a dummy script. Because the primary
purpose of this program, from the Board of Education’s
point of view, is to give the students a chance to perform
in a television studio and develop the poise and assurance
needed, dry (pre-studio) relearsals are held on a com-
pletely crazy subject. In the studio, camera rehearsals for
position are held, but the cameramen only know the places
of the first two speakers. From then on, Mr. Stasheff sig-
nals the cameramen for the next pick-up, as he calls on
the different students.

talent source

In addition to this cooperative venture between CBS
and the Board. students have been used in three of the
CBS produced Encyclopaedia Britannica series “The
World We Live In,” which combines educational films
with live studio parts.

Preliminary work was done at WNYE as part of the
students’ classwork, with CBS sending a director and
assistant director down to the school’s studios to hold cast-
ing and first two rehearsals. This was incorporated as
part of the classwork with the students not cast observing
only the first and last rehearsals. The last two rehearsals

were held at WCBW.

For this integration of live with film, youngsters re-
hearse with film and time continuity to it so they will see
how television is received. They are trained to ad lib if
film goes out, to pick it up when film goes on. Interesting
too are the changes made in the format. In one show they
used a classroom scene, with the teacher showing the film

April, 1946

as part of the school course. However CBS found that the
audience resented the scholastic touch. Next time, format
was built around a students’ club with the kids deliver-
ing their reports and the program received a much better
reception.

In all, twenty-five students have worked in shows other
than “There Ought To Be A Law,” at salaries ranging
from 85 plus $1 rehearsal hour, to $30. (Th's is the same
pay scale as other actors receive for equivalent work.)

future plans

Up to now, talent has been drawn from *“The All-City
Radio and Television Workshop” group, but future plans
comprise lapping the talent of all schools in the city.
Plans are now in the works for two half-hour shows for
ABC and two formats have been tentatively approved.

“One Strike, You're Out” is a quiz show played along
the lines of verbal baseball. A miniature diamond will
be marked out on the studio floor, with color added by
rooters, cheer leaders, etc. The umpire will act as the

The work done by art students in the Chicago schools was demon-

strated in the “Young Chicago”

quiz master. Two teams of five each from different schools
will compete in the quiz which will consist of stunts,
guessing ideas from skeiches, spelling, pronunciation,
pantomime, etc. An animated score board, consisting of
a miniature diamond and four players will give the score
at all times. Three strikes will retire a side. Four games
will probably comprise one half-hour show. This program
will be more in the nature of a “brain trust,” fostering
inter-scholastic competition and getting in a plug for the
different schools.

Juke Box Jamboree will be a high school jam session at
a Teen Canteen, with the best talent of all schools tapped.
Typical format will include jitterbugging to recorded mu-
sic, singers, magicians, acrobats — any special stunt that
will make good television. Continuity will be given to
series with theme of kids trying to furnish a poorly
equipped canteen. Each week some piece of furniture or
equipment will be added. The same three or four kids will
carry the dramatic theme throughout the series but the
acts will change each week.

program series over WRBKR.



The Workshop has also been asked to cooperate with
the U. S. Department of Agriculture, using films supplied
by them and set into a dramatic framework, using the

“World We Live In” technique.

educational series

An educational series has been scheduled over WNBT.
Titled “Your World Tomorrow,” the weekly programs will
be produced with the cooperation of the NBC University
of the Air. Emphasis will be on new scientific develop-
ments which will directly affect the viewers. Among the
first televised programs will he “The Mighty Atom,” an
explanation of atomic power; “Jet Propulsion” and “Hufi-
Duff, the Radio Detective.”

Formats will be llexible and will include unusual labo-
ratory demonstrations, dramatization of historical events,
outside field pick-ups, including a visit to the Smithsonian
Institute in Washington, and extracts from educational
motion pictures.

To test their effectiveness, groups of students will view
the programs at NBC and answer questionnaires to test
their reactions. These will be analyzed and used by NBC

poration for in-school viewing. Each week’s audience
group was carefully chosen so that the program presenta-
tion would be suitable for group as well as grade level.
Science classes were scheduled to see the science telecasts;
boys interested in aviation saw the vocational telecast on
aviation, etc. Careful programming made it possible to
cover a wide range of subjects.

Some of the programs were close to direct teaching;
most of them however supplemented the classroom work
and these were felt to be more successful. Still others were
of the “assembly™ type, of general value and entertain-
ment interest. The demonstration type of program which
showed just “how to do it” was also received verv well.

In the “Hobbies” show, twenty-six students from seven
different schools participated. Kids supplied their own
exhibits and they were re-selected for television by the
station’s producer.

Student emcee opened show with definition of the word
hobby and introduced the first voungster who displayed
the quilt she had made. Kids introduced each other from
scene to scene for continuity. as camera shifted to pick
them up either singlv or in groups. Lines were kept to a
minimum with a few statements about the school subject
that may have given them the idea. or tying in specific
subjects, such as arithmetic to scaling of plane models.
Hobbies for fun were also included with the scientific and
educational ones. List included quilt making; floral ar-
rangements of dried plants; diorama-making; miniature
playground; model planes; microscope-making; chemis-
try; taxideriny: wood-carving; coin collecting; stamp col-
lecting and mask making. Entertainment note was added
by a singing-accordionist.

While educational theme was stressed throughout, di-
rect application was made in pointing out terms used
during the telecast. Emcee pronounced each word slowly,
while holding up a card with the word printed on it.
Telecast concluded with an invitation to the viewing
youngslers to send in their hobby.

“Community Helpers” was a good example of kinder-
garten teaching techniques and was viewed by a group
of boys and girls who were preparing themselves for the
teaching field. Six kindergarten kids, a teacher, and a
visiting policeman, fireman and mailman comprised the
cast.

Format was typically kindergarten, with teacher quiz-
zing group on who helped them cross the street, and kids
chorusing their answers. One youngster would point to
the picture of a policeman, and then the entire group

would sing a song about him. Teacher introduced police-
man who talked to the group, as the camera picked up
kids’ reactions. Same format was followed for the fire-

Here a group of Chicago students go through their paces in a
physical fitness program over WBKB. This was part of the
“Young Chicago” series.

for improving program content and techniques.

chicago experiments

Chicago’s Board of Education, under the direction of
George Jennings, acting director of Radio Council-Station
WBEZ and Elizabeth Marshall, program director, has
already completed fourteen experimental telecasts aimed
at the child in school and sponsored by the American Gear
Company. The series, “A View to Education,” covered
such subjects as social studies, literature, home mechanics,
aviation, health habits, radio and FM. television and
radar, fire prevention, commercial art, Christmas art, hoh-
bies, etc. These were planned for different grade levels
and in integration with the courses of study for the grade

levels scheduled.

Programs were presented in cooperation with WBKB
and television receivers were installed in two schools
through the courtesy of the station and the Rauland Cor-

16

man and the mailman.

program evaluation

To test the results. student evaluation forms were pre-
pared with the teacher instructed to query the students on
the following:

L. Is television as valuable to you in learning about
new things as radio? Motion Pictures? Reading?

2. Were the televiews helpful? Give the reasons for
vour answer.

3. Did the television broadcast make you want to do
something more about the subject of the broadcast? (Fur-
ther reading, research, projects, other activities.)

4. State briefly what the program meant to you.

In addition, the teachers filled out an evaluation form,
giving their opinions and criticisms on the educational
value of television, reception and production techniques.
These reports will be used as a basis for future telecasts.

dramatic telecasts
In addition to these educational formats, the Chicago

Television



schools also presented thirteen dramatic shows over
WBKB, sponsored by the Admiral Radio Corp. In these
“Young Chicago” series, each of the technical, vocational,
commercial and regular high schools who participated
presented a telecast picture of that school’s outstanding
activities and talents. Program format, rehearsals and
casling were left up to the individual high schools who
participated. In some cases, the speech and drama classes
“took over” and planned the special program for their
high school’s performance. In others, it was the debating
team. the student council, or lalent selected by a student
or teacher committee, while still others selected their tal-
ent and decided what was to be included by principal’s
and teachers’ choice. Some schools turned their program
completely over to students, such as the Christmas pro-
gram presented by the Goudy Elementary School where
the students wrote the script, made their costumes and
scenery, planned their rehearsals and presented the pro-
gram with very little outside help.

For the most part. either the schools or the Radio Coun-
cil worked out a script. All schools had preliminary re-
hearsals, even to the timing of the numbers. Beulah
Zachery, WBKB producer of the series, had a final studio
rchearsal, cutting, arranging for camera angles and tele-
vision techniques — in short, adapting the whole to studio
limitations.

In analyzing the scripts of the “Young Chicago” series,
underlying theme seemed to tie in the talents of the young-
sters with school activities, either through classroom work,
sports or extra-curricular activities.

Typical example was “Art In Our Time,” presented by
Tuley High School. Using a puppet as an emcee, and with
a cast of fourteen kids, format was built around the work
of the art department. Program opened with a shot of the
school banner and a commentary on the background of
the school, then swung to the emcee puppet who intro-
duced the kids at work. Visual interest was sustained by
showing the youngsters drawing cartoons, making pot-
tery, designing textiles, drawing posters, lettering, paint-
ing and abstract art in relation to music. Kids’ scripts
were brief, either pointing up their school training along

these lines, their pleasure in it as a hobby, or their hope
of making it their life work. Demonstration technique was
used in explaining the making of potiery, and at the end
the puppet emcee showed how he was made by one of
the students.

“Fiesta at Waller,” an inter-cultural relations program,
followed the variety format and utilized the entertain-
ment talents of their students. Two emcees introduced
the carolers, instrument players, soloists, etc. The many
nationalities of which the student body was comprised,
was pointed up as typical of the democratic character of
the school and further visualized by Spanish, Chinese,
Hungarian and Hawaiian dancing.

Opener in their series was “The Ring,” a straight dra-
matic presenlation, written by George Jennings of the
Radio Council, with the cast chosen from the Central
Radio Workshop group. Set in ancient times in the Far
East, story theme centered around a ring and the effect
it had on the lives of the people who came in contact with
it. Only two scenes were used — one a street scene and
the other a goldsmith’s shop. Entire program was kept
simple and was well received.

summing it up . . .

With amateur groups being hailed as one of the answers
to tele’s prayer for good, but easy on the budget talent,
such cooperative ventures between the operating stations
and the local Boards of Education may well be the answer.
But, as the foregoing experiments point out, close atten-
tion must be paid to planning the production and re-
hearsing the cast.

Nothing can make an audience squirm quicker than
bungling amateurs. In all types of television program-
ming, a smoothly paced show is still a viewer must,
whether produced by amateurs or professionals.

The educational potentialities of television are also
slated for much experimentation on the part of stations
and Boards of Education. The work being done by the
two pioneers should serve as a guide for other coopera-
tive ventures between educators and broadcasters as tele-
vision studios open around the country.

setting up a production facilities department (c.uinied srom page 13

which stations can develop as they go along and which
can be built up with each telecast.

Even starting out with a minimum set-up. a facilities
department is bound to grow like Topsy. A good cata-
loguing system -— perhaps a card file kept handy for easy
reference — will be a time saver. There must be adequate
storage space available for the props, plus a large enough
shop for painting the scenery, making small hand props,
fitting unit pieces together, etc.

summing it up...

But there’s more to setiing the stage for any television
show than just putting up a room set and placing the
furniture in it. There’s a high degree of cooperation and
close collaboration necessary between the producer and
the art direclor or production manager. From the moment
the script goes inlo work at the studio, the art director
must not onlv know what is required, but must also be
familiar with the theme and action of the play, the cam-
era angles, the placement and costumes of the cast in
relation to the set.

The theme dictates the type of settings — elaborate or
simple; period or helerogeneous; formal or informal.
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The action of the play determines space limitations,
exits and entrances, furniture placement, the grouping of
sets in the studio for easy camiera shifting from scene to
scene.

The placement and costuming of the cast bears a rela-
tion to the set. in order that light costumes won’t fade
into light walls, and that set proportions are wide enough
for action, compact enough for camera angling.

The camera angles must be plotted and set decoration
planned in accordance with the long shots, close-ups and
montage effects indicated. This will enable the art director
to know what part of the set will be in focus and to plan
every tele picture to supplement the action and mood of
each scene without competing with it or distracting from
it.

Summing it up, these suggestions are intended solely
as a guide in setting up a production facilities depart-
ment. But in the final analysis, the best stocked properties
storeroom will be of little value without the imagination
and decorative talents of the production managers and
art directors. upon whose creative skill depends the suc-
cessful combination of the many elements involved.
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nat word TELEVISION
T“\\'el)slel"s"’ gives it just four
lines, quote: “The transmission and
reproduction of a view or scene by
anv device which converts light rays
into electrical waves and reconverts
these into visible light rays.”

In other words “Webster’s” doesn’t
care how you do it — so long as you
do it. Boy! Are they smart — get that
“by any device” in that there defini-
tion. It’s phrases like that that can
start small wars. It’s in the same class
with the argument de-luxe — they
gotta be live shows — they gotta be
movies. Again “Webster’s” is smart

—stay out of things like that — ex-
cept to say, quote, “LIVE, alive; not
dead.” Thinking back on some live
television shows I’ve seen — that defi-
nition seems too literal. The only
thing that showed any signs of life
was the camera. It was always on
the move — they just can’t resist
pushing ’em around.

movies vs. live

Now, just for fun — what are some
of the claimed advantages for using
movies — and for live shows?

‘The argument for movies are nu-
merous. First, there is the factor of
greater flexibility. That should be
obvious — but let’s talk about it a
little anvhow — even though I’'m not
paid by the word. The thing that
brings millions to the motion picture
theatres every week is the convincing
and entertaining manner with which
a story is told in pictures. When | say
millions it means just that. Gallup
says il is anywhere between 68 and
72 million, while Hollywood claims
i’s between 92 and 107 million people
weekly. Quite a lot of people!

It is this faculty of picture produc-
tion — that the legitimate stage has
to compete with. The stage is defi-
nitely handicapped in this respect: It
is confined to small space, a limited
number of sets, limited action, and
it takes two-and-a-half hours to tell a
story, also comparatively few people
get the opportunity to see it. BUT IT
Is A LIVE SHOW!

Now, when a stage hit is made into
a picture, the same story is played
more vividly. Much of the descriptive
dialogue or narrative can be elim-
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inated because pictures tell the story
better. Locations and incidents im-
portant to the plot ralked about on
the stage become actual on the screen
and the whole story is told in half
of the stage time and plays to mil-
lions instead of thousands. And no-
hody ever says I’m not going because
i’s not a live show!

I’ll probably go down for the third
and last time gurgling — your living
room is your theatre, your receiver
is your screen and you’re not going
to dial out a motion picture for a
LIVE show — just because ir’s LIVE

its gotta be more than live, it’s
gotta be better. You don’t dial out
transcriptions on your radio now just
hecause theyre transcriptions do you?
No sir, you dial out any show you
don’t like no matter what it is.

If a live television show is re-
stricted to the space of present
studios, they are in about the same
spot as the stage, so far as action and
variety is concerned. They have, how-
ever, one facully the stage hasn’t —
that of combining pictures with live
action . . . a technique that will un-
doubtedly be developed to some de-
gree. But its use so far as television
is concerned has definite limitations
from the production angle. It will
never equal the present day photoplay
technique. Pictures will always have
far greater diversity.

repeat performance

Also pictures can always assure a
flawless performance — AND DO IT
OVER AND OVER AGAIN — and
on as many different stations as a
sponsor may want— regardless of
whether or not they are part of a
network. Now, the advocates of live
shows have a peculiar slant on this
question of flawless performances
and T hasten to add — they may be
1007 right. Some of them bhelieve
that delayed entrances or exits — the
missing of cues— forgelting or
“blowing” lines—and the many
other “fluffs” that can happen during
a performance are going to be the
thing that will put live shows awav
out front— the audience is going to
howl at the actors’ embarrassment.
They will hardly be able 10 wait for

loseups ... ...

aregular

~ onfilmproduction
- by H. G. Christensen

the “fluffs and blows” in the next
show. Mebbe so — but. before a show
hits Broadway for an opening night.
i’s rehearsed and rehearsed for three
or four weeks to prevent that sort of
thing. Following this the show is
taken out on the road for try-outs
and further polishing and possible re-
visions. And before returning 1o New
York for the opening performance a
pretty near flawless show is assured

. and even then “fluffs” are made
on many an opening night.

takes and retakes

A movie director goes through the
same routine rehearsing each scene
until it is ready for a “iake” and he
keeps on making “takes” until he
gets a perfect one in the bag. This
is probably one of the reasons for
Eastman Kodak’s financial success.
Think of how much easier a director’s
job would be if this flawless per-
formance wasnt a “must.” And
brother, if said director makes one
mistake that gets to the screen — does
the fan mail tell him about it. By the
same loken, don’t the dramatic critics
light into actors who slip up on open-
ing night. Maybe live shows in tele-
vision are going to change the actor’s
concept of good acting— [ wouldn’t
know. I can’t imagine an actor barg-
ing into the Lambs Club some noon
saying, “Boy, did | wow ’‘em last
night —1 muffed wmy lines four
times.” 1f that is what it’s coming to,
(and it can well be with the short
rehearsal time allowed for television)
God have mercy on movie and stage
directors who demand perfect per-
formances.

It reminds me of a classic credited,
| believe, to the great playwright.
George S. Kaufman. He was attend-
ing the performance of one of his
plays on the opening night sitting
in the back row, listening and walch-
ing every move on the stage and
walching every reaction of a critical
New York first night audience. An
actor in the cast didn’t deliver so well

and after the first act curtain.
Kanfman went out and sent said actor
a telegram, which said — “dear so-
and-so! ’'m in the back row watching
the performance. Wish vou were here.
George.”

Television



fiuffed lines

The business of fluffing lines will
cause no conslernation when come-
dians who are great ad-libbers do it,
like Fred Allen, Millon Berle and
others — as long as it doesn’t throw
the rest of the cast for a loop. Nor in
an audience participation show —
where it is expected and doesn’t de-
tract from the show. But, in a drama
or anything of a serious nature — it
would be my guess that flawless per-
formances will be a must . . . and that
means plenty of rehearsal.

Another thing about pictures. It
will undoubtedly be some time before
we have networks from coast-to-coast
or in all major cities. It seems to me
that pictures are the only solution for
a sponsor who wants to grow with
television. That is, buy time on all
the important stations as they go on
the air. With his show in a can, he
can lelevise when he wants, where he
wants and on any station available.
Also as additional stations open up,
he can use it on them.

1 think it #s within the realm of
possibility that in the future, the
“canned show” will make the rounds
of stations pretty much in the same
manner that movies make the rounds
in the theatres. In other words, if
you’ve got a good show in the can,
why not let everybody get a chance
to see it. Does it, or will it. have to
he restricted to ONE network. If so

why?

multiple use

There’s another thing about pic-
tures that I’ve pointed out in previous
articles — and that is a smart adver-
tiser can so plan his televison or pic-
ture program so that he can obtain
additional uses for it. For instance
there are about 1,000 associations.
clubs, societies, and organizational
groups to whom pictures on hun-

dreds of different subjects are to be
distributed daily. The members of all
these groups constitute a large and
important buyers’ market. They are
constantly being shown pictures on
subjects of interest too numerous to
mention. But whenever these pictures
are run for any group, a visual and
lasting impression is made to the
sponsor’s advantage. There is no rea-
son why good canned television shows
cannot be distributed to this markel

- a great many of whom won’t have
a television receiver for years, nor a
station ta serve them, if they did have
one. This type of distribution is do-
ing a real job for many of the biggest
corporations in the country and there
is no reason why the “canned show
can’t double in brass.”

The live show advocates say live
shows are cheaper — pictures are 100
costly for one shot televising. If
they’re only going to televise it once.
I heartily agree with them. Live
shows are prohably cheaper. But
somebody has to explain to me
First, WHY must it only be televised
once — and secondly, WHY has it
outlived its usefulness after il has
been televised. Iis life can be just be-
ginning! Of course, this does not
apply 1o news reels, spol events, some
sport events, although 1'd like to own
the rights to the World Series baseball
films, championship prize fights, the
Army and Navy football game and
others. Pictures of those games would
le great stuff for small school and
college coaches to use to teach their
aspiring pupils some of the fine
points of the game. A lot of use can
be found for pictures of the right
type after they’ve been televised —
and | think the returns would justify
their higher cost, assuming the live
show advocates are right.

Assuine, for example, that some of
large airline companies with service

to many foreign countries sponsor a
television show to sell the enchant-
ment of a visit to various historical
and interesting spots on the globe.
Why couldn’t those pictures, after be-
ing televised, be shown to the public
on continuous automatic projectors in
travel bureau offices, air line offices
and terminals, hotel lobbies. They
could also be sent to schools for edu-
cational purposes. And many other
uses could be found for them — all of
which give the sponsor a big plus he
couldn’l get otherwise.

Take informative and educational
subjects which may be filmed and
televised, such as: health, nutrition,
cooking, care of children, popular
science and many more. Certainly
none of these should be limited to one
performance. There is a very large
non-theatrical audience numbering
millions for pictures of ihis type.

Lel’s take one minute television
spots. These can be so written and
filmed so that in addition to heing
televised they can also be distributed
as minute movies in approximately
10.000 theatres, playing to a weekly
attendance of approximately 30,000..
000 people. And one thing we can be
sure of is that 99 and 44./100 percent
(apologies to Ivory Soap) of the
people seated in the theatre at the
time the film is shown will see or hear
it — or both.

summing it up . . .
Unquestionably a certain percent-
age of all television shows will be live
and another percentage will be mo-
tion pictures. | believe the tvpe of
show will determine which it will be.
But here’s one thing to remembher —
no matter which it is, live or film
the one to be viewed and listened to
will be determined by your audience
on the basis of which is the best show.

'eIeViSion OU'IOOk in pi“‘SbUl‘gh {continued from page 10}

westinghouse radio stations, inc.

Address—1619 Walnut Street. Philadelphia, Pa.

Ofhicers—G. A. Price, President; Walter Evans, Vice-
President and General Mgr.; C. W. Pormeroy, Secre-

tary; L. H. Lund, Treasurer

Ownership—100% owned by Westinghouse Electric &

Manufacturing Company
Estimated Costs

I. Vis transmitter

2. Aural transmitter plus tubes
3. Antenna Syvsitem

4. Studio Equipment

5. Studio Lighting

6. F & M Monitors

7. Land

8. Building

9.

Other item
Estimated Total Costs
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Operation Costs per month—$12,000

Channel—#1

Antenna

Kilocycles-—50-56 me

Height. sea level—1880 feet

Height ground level-—718 feet

Transmitter location—Clearview Road, Allison Park, Pa.
9 miles from Pittsburgh

$30,000
15,000
18,000
62,500
4,000
1,500 D. C.
10,000
Misec.

70,000
$241,000

Power, aural & visual—3 kw aural; visual—4 kw
Population-—2,421.000

Size of area—4.869 square miles

Location of Studio—310 Grant Street

Engineering Consultant—Ring & Clark, Washington

Lawyers—Dow, Lohnes and Albertson, Washington, D. C.
Westinghouse has also filed television applications
in Philadelphia and Boston.
standard AM stations.

Company operates 6
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THE PUBLIC SPEAKS...

Color television has now been shown to groups of non-set

owners and owners of black-and-white sets. These groups speak

for the audience television must create for itself. lmpartiul

observers well-known in the fields of research and psvcholog)

attended the survey session. One was C. E. Hooper. who said:

“I feel that Columbia leaned over backwards in being fair.”

Here’s what the public says:

... GREATLY PREFERS COLOR, AND HERE’'S THE EVIDEN<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>