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This study wes developed to investipfzte poseitle effects of
the use of Tucinecs films on televrisinn on current productinn met*rodsz
for these filums,

Businres films heve *rzditionelly heen mnlanned end scrinted
for erowings to groip audiences, Now, current literature shome thet

a substenticl numter of trece films ere beins shown nn televicion

with audience reports runnin~ “cr bewsnd the size 0 tre t-micel
groun sucfience, Survers of televieion stations show thet virtwlly
every station 1s no~ using bweinecs films es prosrem mztericzl,

The advent 0° televicion renrecents & r=mid expensisn in the
totel ouddence potentirl “or husiness films 23 well ac & Cistinct
shift in the comosition of the sulience, The siturtion reices e

rumber of cuerctions: Are film nroducers eltering the slent of film

©

to enpeal to tric nev audierce? Are procducers meiting separate ver-
sione of the scme film nroduction in order to avmezl to the cifferent
auciences? Frs televicion treen &n impart-nt fector in trhe continued
emension of the businers film inductry in the United States?
Surveying in the stu’y wes conducted among Tuciness film pro-
\

ducers snd commerciel film Fistribtutors, A selected lict of 75 msjor

roducers verrs surveved b mail crectiorneire on the nztnre snd evient
)Y ;

[ —







conducted by persorel interview, A mrevere’ cuestinn o:tline —:s

folln~ed in the interiew,

Recults shawed thet while film nro’uzers "n? distridutors 2-reed
thet televisinsn had been 2 good thing for *he film infdustry, it is
difficult to shor eny sirmificent influences in the desisn of tynical
tusiness films, Z=ffects anpecr to te more subtle in natyre, involvine
a trend to erd greater care to limit "commercialism® in films, pro-
ductinsns of sharter lensth, 2 more sophicti~ated sttitude among film
purchsserc and & greater orientation toward the film mecdium on the
pert of the putlic, Film fistributors are zhle to record z cdefinite
increzse in tusiness throurh their bookin. s to television st: tions
elthou-h producers ere not etle %o trace en chen-e in their tusinees
volume resulting frox televicion oprnortinities, Film sponsors are
seeking telrvicion hookinis with the ssme films offered for grom

shorin: s with little, 1f eny, mocification for tele—ision use,
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CilnPTiR I

BUSINZSS FIIMS °F TELEVISICH

Since TWorld Ter II, the business wotioa pleture indastrr in
tke United Stetes hes shown cubstential exnd continuved srowth, In
a recent editoricl, Tilm Medie regeanine renorted thet more than

two-end-g~Lhelf tillion dollers hrrve teen swent on non-thectricel

filmg cin

n

e 17:5,1 1In 195% 2 totnl of more than 7,200 tuciness,
irdu~trial, government, educetionel, civic ond medicsl filmg were
mede, Tilm Medic qunted the cu-rent cnniel evpenditire for non-
theetrical films as 4250 million,

Of this totel, & substentizl porti:zn is represented in dusiness
motion pictures: films procduced for commercial interecstz to further

their nronotimel prorreng, Lest winter the Tell Streetr Joirmel
2 Bs

renorted the current znnual proluctiasn of thece dusiness films as
5,100, Tnis comprres with 2 production lavel of 2,700 five vears

oy iv

eco, The boom in business films is in shorn contrest to Hollywood!s

Cas

output for the nztlon's movie houses rhich declined to “2% festure
o]
films this pest yeer,©

The populerity of tusiness filrs was also shown in e surver of
Dop ; )

h h! T 1
intentions of Tilm purchesers which wes publiched b Film ledis macazine,”

l"lhg 2,500,00n,00n," Filnm Ledia, Vol, IIT, Yo, M, October 1950, p, I,

— Y

)
""More Firms to Use Films to Promote Procucts, Heln Trzin Zmmloyees,”
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Fifty-six per cent of the respnondents in this study indicated

intentions of increasing their purcheses of tusiness films in 19859,
In answer to snnther guestion, 81.6 per cent of those enswverinz the
questionnsire soid ther cornsicfered motion pictures an extremelyef-
fective medium of communicetion, while the remaining 18.L ver cent
clessed films &s everu-e in effectiverness, None of the reshondents
felt thzat films were less than averece in effectiveneszs,

®ith the general uvsurge in »roduction of dbuciness films we
have witnessed the creation of & new point of consurm*ion for these
productions: television., Hes the use of business films 28 television
vrogrem matericl been a significent foctor sunpor*ing the boom in
business film productisn? There is eviience to suncort this conclusion,

¥=11 Street Journ~l pgeve substsniial credit to television in

their discussion of the trend:

"Fart of the reason for the sharp prowth of snonsored movies
18 increzsed willingness of theaters and televicion stations towe
them at no cost to the sponsor,"l

The storv went on to guote William L, Cooper, Jr., Film Kanacer
of #PIX~-TV, sn indenendent lew York television stztion, saving that
sponsored films "fill a definite need in the ststion for procramming
at no cost," Most of the svonsored films used by his stetionare
documentery or public service pictures, according to Coover,

Further support of the possible importance of televisinn in the
business film boom is found in a survey asking film sponsors sheout

auiiences thev expect to resch with their films.”
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Resnondents were asked to 1list uses to which films were put in
their rror~tional prosrams. Public relations usage was cited most
often " th 122 mentions, Seles promotion énd advertising ran second
with 10 mentions &and education @ close third with 107, Other uses
fell off shemly bevond the first three, It would seem g:ite voassible
that many films desirned for public relations or educetiosn work could
also be considered for &cceptance on tel=avision,

Perheps even more significant is the fact that the mejority of
film sponsors have multiple audience use in mind when they murchese
a motion picture, Only 12,2 per cent of the respondenis to the
Film Nedia survey said thev used films Tor & single purnsose only,
Using a film for two nurposes was the mast vopi:lcr course &nd indi-
cated b 77,2 per cent of the group, Triple-pumose films were re-
norted bty 15,5 per cent snd four nurposes bdr 1, ner cent, Responces
were scattered terond this ponint althoush some indicated usinge films
for more than 10 murnnses,

Television ranked third when the relative pornularities of the
varisus audiencre were cormuted, Resrondents were acked to 1ist the
vurpsses, or intended audiences, for thelr film, Three points were
given for a first choice, second cholce was assirned two points and
one point for third choice., Schools and colleres were most popular
with 140 points, followed bv industricl showings with 12 noints,
Television sudiences collected 11u points,

The multiple audlence intentions of film purchasers comled with

the comparetive popularits of the televicion medium ag a2n outlet lead






Another factor lencing supnort to the posczible immortance of

television to tocdayl!s business film industrv is the tremendous endience
reach that showinis on television comrmand,

Sneldon Nemeyer, cirectcr of industrial sales for Metro-Goldwm-
Maver's commercizal and industrizl division hes seid that 2 tusiness
film shown over 1C0 television ststions could resch an sudiencenf
seven million versons,?!

Purlished remorts on several of the most successful businecs
films utilized nn television bezr out the truth of Mr, Nemeyer!s
statement, The record holder for sudience size is "How to Ceich =
Cold," a W¢lt Disneraiimation production for Kimberley-Clerk Corp,,
manufacturers of Kleenex, From its release in 1251 through April,
1959, this film pil-d uw & comtined non-theztricel end television
audience of some 170,000,000 persons-~the greztest numter of people
ever to see a business film, Over 100,070,000 of thece people sew

the film on television.?

There are others, T:e Billhoard reports thet "a Liotter of Time,"

a 13} minute film on heart diserse, svounsored dv tre Inctitute of
Life Incursnce, carnered 1,077 teleccsts reachirs sver 100,060,000

vievers in & speciel promotion tied to Ketionel Herrt Month.l

l"uore Firme to Use Films to Proxzote Products, Eelp Train
Emloyees," loc cit,

2"The Secret of Long Lived Films," Film VMedie, Vol, III, No, 2,
April, 19%9, p. 11,

xnneure Mith Animzation, Vievwer Arna-l M
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"The Case of Cfficer Hallibrand," e driver safety film produced

for Ohio Oil Compeny was seen b7 120,200,000 persons throuch 270
telecasts during its first 16 months,?

Another fector favoring the ponulerity of television as en
nutlet for business films is the low cost for eszch viewer reached
ty the telecast, The cost-ner—viewer is often used &s an index
of performance by film sponsors, The cost ver viewer for "The Case
of Officer Jzllibrand¥ was reported as $,006h. This wovld egree with
the exnerience of the author on three business filmns with which he
has had television experience. Comparcble per-viewer co=ts for
these sarme films when shown to gFroup eaufiences ron-ed from five
to six cents,

Certainly the use of tusiness films on television has become
qui te wide-vread, When tcleviclon ceme into its own & deczde ago,
business films vwere utilized immediztely es a good source of lov-cost
pro-rem materiel, Unlike other low-cost prosrems—-the roller cderby
end wrestling matches--business films heve remcined s standerd fare
for virtuellyv c11 television stations,

In 1655, Mofern Talkins Pictures Service, Inc,, a mejor distri-
butor of tusiness films, surveyed televicsion stetions £s to their use
of business films.?

Of 222 ctations resoonding to the survev, 9% per cent indiceted

thet ther mede "some" use of business films as prosrem material,

1M. S. Hcuser, "Building Public Relztisns Throush Public Service, "
Film Medis, Vol, I, XNo, 1, June 1957, n. 22,






Seventv-two per cent of the statisns renorted using films on a re-
guler basis in prosremming, Averese use of snonsored films ren to
4.9 hours weel”lv with the rzn:se from less then a cuorter hour to
more thecn 30 bsurs weerxlv, In asddition, Th ver cent of the s*tations
renorted usinz srort films on & reguler tzzis in the scheduled chows
on their statisns,

Issential egreement with the findings of the Modern Talkirg
Pictures Service study was recorded the following veer in & st:ly
by the Induetrisl Audlo-Visual Association,l’

This survey drew 167 renlies from 478 ststions thzt were queried
on their use of business films, Acked 1f theyv telecast industrial
motion pictures, 157 of the stetlons, 96 per cent, responded in the
effirmetive while only siv st=ti-ns seid they dic not teleczst busi-
ness films,

The Industrial Audio-Visnzl Association survev also opened uo
the gnestinn of suitebility of business films 8s prorram material
for TV, Opinions on thet print were quite evenly Ffivided with 81
of the responding stetione remortinz thzt thev felt mozt filmsg reve
suttahle ‘or ﬁelevisién vhile 75 felt they were not, A corpzrable
8plit showed in resvnonses to & cospenion question on viever eppecl
of *usiness films on television., Eighty-five stations reported thet
in thelr opinion buriness films Aid hold eudien;e interest, Twelve
gtotions felt that films did rot holl interest while 66 1ndicsteé
the belief thet viewers Ypartizlly" paid attention to televiced

buciness films,
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Considera®le controversy does exist over the vilue of televiced
showlngs of a business film to the sponsor of the nroduction, Doubters
of the velue of telecests most often cite poor time placement tv the
station &s thelr orimcry o%jection, Whatever the full storv of the
matter, proponents of the uce of business €ilms on television ore
eble tn chnv evicdence of film use throu~hout the prosrzm dey, including
preferred time spots,

For erarmle, an anelysic »f some 15,000 television bookings placed
by Mo“ern Tell¥ingz Pictures Service showed thet 1liphtest unse of films
fell ints Class G, the lezst decirs*le time,

Table I~—Anslysis of time plecement cf
televised Pusiness motion pictures

Class of Time Time Clzss as % % Bookinrs
of Pro-rem Dey In Time Clsss
Ai, 8 pmn to 10:30 pm 1y 144
A, 6-8 pm, 10:20-11 pm 1y Clu+
B, 12-6 pm, 11-12 pm 29 53
c, 33 &+
Total 1c0 9%+

Stations ensvwering the Industrial Audio-Visual Asrociestion survey
most often mentinned morning, early afternoon or lete zfternoon heours
when esked about time treatament of televiced films,

A more recent study b William J, Gznz shoved 63 per cent of the

television tookini;s for films produc~d tr his comreny fell irnto Clcss
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in Class 4 (incluling Aa ard A time), 25 per ceat iu Class T znd

27 rer cent in Cless C.1

Wnile specific disegreement is to Te found in the dzta from
the three sources, the sum of the studies does tend to sunrort tre
rro-nsition thet husiness films ere used throu-hout the televisinn
program doy, including & falr prepertion of top clcss tire,

Finz1lv, current tooking remorts of mejor huviress film dietri-
tutors (dicscussed more fullv in Chepter IV) indicate thzt tusinecs
films are still telirs well received and used as progrem matericl by
television stations,

The business film has be=n a2 standerd commurication medium for
vears, Tyvplcally, these films he¢ve teen designed for showings to
relztively small eudiences in "live" situations in the cl:ssrocm,
meeting hsll or tusiness conference, The television eudience hesg
crected en explosive expension in the sudience potentizl for these
films, Tke situstion would r:zise a numrer of zuestions: Hes tele-
vision potential been & decisive frctor in the boom in business films?
Are sponsors shiftir: their attention from group audiences in favor
of the tif: er euvdience of television? Are producers conscilous of,
end scting on, a chan-e in audience composition as & result of TV!s
use of tusiness films? Whet, if cnv, significent vroduction trends
or mocificstions in technicue are emersing as a result of the z2dvent
of television?

Verv little informetion 13 evailahle on this subject, All nud-

lished studies in the area of television end business films have






cerved to estehlish the frct of television use of husiness films
but hzve not endeavored to essess the effects of this development,
Knowledce of experiences in this field would te of resl value
to the film sponsor in sy esting comropriate coursee in plenning
a f1lm project, Wowld he Le juctified in modlfyirz his film desisn
to better exploit the potentitl televisinn aucdience or would he be
wisest to continue focus on the groum zudience? This studv hes been
desirned to investizete the impact of television on the vrocuction
end utilizaticn of business films in hope of anevering cuestinns

such &8 thece,
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CHaPTTR II

STUDY wmETHODS

In orcer to develop information on effects of televicion in the
business film field, this etudy polled the two groups thet hzve hrd
vide evperience in handlinec Yusiness films over the past 1C vesrs:

tuciness film procduvcers and film distritutors,

Puciness Filwm Froducers

Nemes of film productinn comminies ware drewn from the 1050

-

ecltion of the Duciress Screen Productizn Yeertos

b eertonit,

The celectinn

wzs limited to producers vhoce creiit listin:'s reflected svbstarticl
activity in the btusiness film field, Producers shoring strong epeciali-
zation in en+v particiler phase of the business were avoided, Also,
the semple wes limited to producers having teen in husiness st least
five years, These criteric were regarced es essential in assuring
that re<ponding producers would refle-t brocd erxperience includirg
possitle chuanges bronrht cbout by the ¢dvent of television,

A totel of 62 film producers were celected for the studr in
thie way,

Surveving wes conducted by cuestiosnnaire mciled with a cover

letter erplaining the nur~oce of the cstudy, Intervieweces were ¢ffered

e summary of studv findinss 2s an incentive for cooperation, Stemred
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One minth after the initial meiling a follow-up letter with
annsther ccp» of the cvestinnneire w=as mailed %5 211 interviewees who
hed not vet reeponded, The follow—up letter is shown as Appendix C,

The twn mailin~s Arew a totzl of 53 recnonces “rom the 68 fi-rs
~ueried--e r-emonce 0f 7% per cent. TFive of the returns were thrown
out when nroducers proved to be too snecialized to ansver "uestions
fllv, Each of thece five procducers disgialified themselves es velid
resnondents, althourh several of them offered comments thet were uczeful
to the ecuthnr in cathering infoarmetion, These five returns rvere
counted &3 resoonses to the stud: btut were not used in cormiling the
determinations of the project. This left a worving summle of 18
surve renorts, The list of resronding dbusinecs film nroducers is

shown &s Appendix D,

Rusinessg Fi'm Distributors

Virtuslly 211 nationzl commercial distritution of tusinecss films
1s hendled by two egencies, ‘hile there are others in the field,
only Mo'ern Talkines Pictures Service, Inc,, &nd association Films
show the size en’ scone of schivity thet is deemed essential to this
survev, Other film Aistributors sre snecicllzed eltrer georrevhically
or in a particuler secment of the field, It w g judred thet surveving
thece specialized z:encies ~onld be prejudicisl to survev findines,

ince onlvy twn saurces of fzto were invnlved, it was decided

that information c-u'd best ha collected dr personsl interviev, A

question outline wes prenared ac a uide for the tro intervierws,

M2 e ANevmemt2 omavm mevd T 2 vmae € v clmrry rm bevvandtle D






1°
Interviers vere conducted with William Oerd, Vice President of

Mniern Telkinge Pictures Service, Inc,, &nc¢ Res S, Zvans, Vice President

of Association Films,
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CEAPTIR ITI

FITM PROTUCER FIUDINGS

Responses of producers to the virisus ¢-estions of the strdy
discloced a merked degree of verlation, Pattern continuity and asree-
ment in responses proved glmast totslly laclkins, showning ¢ wide veriation
in the attitucdes of individuel producers torerd tiis new medium ond its
importance to the business film incdustrr., Responses cid indicate a
substentisl awareness of televicion znd sugrest thet considercstble
thousht had been given the sutject., This thowht, hnvever, hcs feiled
to jell anv sort of ssresment re~arding the extent and the neature of

the imorct o televicion in the tusiness film incdustry,

Plenning, Scrinting end Tinming

Film nroducers were esked to remort the nortion of treir pro-
dnuctions in which television, ¢35 well as groum zudiences, is considered
in the plenning snd scrintins, Responses tn the guestion ren-ed “rom
10N per cent to 10 per cent with the median just over 50 per cent,

The distrihutisn of resnonses did not sirike a meeninefvl nz*tern,

(See Tehle IT, v, 1U,)
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Table Il.,--Incidence of considerztion to television in
planning end scrinting “usiness films

1 of All Numbter Pradncers
Productions Reporting
A1l 4
0 6
20 z
10 )i
€n 2
50 19
Lo 5
20 L
o6 5
10 2

Yone 0
Unlmowm 0
Yo ensrer Y
Total u3g

A comenion cuestion scked for the ner cent of 11 nroductinng
which were timed to fit television time serments &t the nrecent time,
Recponces to this cuection showed & similer ronse with the scme lsck
of a meeningful pattemrn,

Tatle IITI.~-Incicfence of timin+ business filxs to
television nrorram lensths

4 of ALl Wurrer Prodacers
Productions Reporting

A1l
a0
80
70
60
50
un

70

-0

(]
HNFOEFE WU I
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It cold e consiferrd sigrific-nt thet in onlv one cnse did
a producer renort that his films are never timed to televisisn pro-
sram length £nd none nf the ceses di? a producer indicate thot tele-
vision 1s never consi“ered in the nlainz enl scrintin~ of the pro-
duction, The runge of eanswers coes give eviience that the needs of
television wre guite often consilered in the iritiel phzses o pro-
duction zlthsouyh the frecvuency of this consileretion varies with
producers,

One respondings moducer volunteered the comzent that the potential
of televislon is almost inverlatly teken into consicerztion in timing
the picture es well &g ool t:rste in hzndling the commercirl mess=ce,

This is true, he pointed out, cdespite the fuct thzt ttis considerztion

(4]

may h-ve little or no e““ect on the ultimcte length nor the hendling
of zdvertisinge in the finished form of the film,

Another nroducer who renorted that his €ilms ere rerely timed
to length for television sail? thrt most film burers objected to heing

held to such & limit=ation,

Television Cleearvaice

Producers renort th=t Tusiness film productions are verv o ten
cleared for use on televisisn even thowh the sponsor mev heve 1ittle,
if anv, in‘ertion of usin: them in this wey, Two~thirs of the pro-
ducers responding reported provii‘ng cleerznce in holf or more of
their films, TFive producers reported cle:r.ring 11 of tuelr productions

while znother six sci? this was done in 90 per cent of the ceses, Only
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Table IV.-—Iancidence of recuecst for TV clearsnce for
business motion plctures

% of all
Proiuctions

all
a9

-

80

n
v

A0
50
1o}

70

0

10

None
Mhknown

Totzl

A commen* vol.mteersd Yt one of the mejinr film producers supmarts

Nucrer Producers
Reporting

=
(ulh‘h‘kﬂknkdkﬂko—dkﬂ ro vl

the trend incicated bv the tzlly of responses:

"Television clezrance is frecuently requested even thourh little

or no TV distritution is znticipated,

Te make no #dditionzl crerre

for such clearence in the United States, therefore, clearunce is

normnllv sutoma*ic,"

Producers were clto csked to iuventi€y the trend in sronsnr interect

in TV clearcnce for their productions over the pest 10 reers, Two

thirds, 23 producers, reported Interest runnins either continued

high or enntinued moderate over thnt

Interest wrs hi;h while
ducers felt interest in

¥*hile six felt interest

(@]

eriod,

ko]

15 cescribed interest

W

£ this group, 17 felt

s mo’erate, Five nro-

TV clearence had been hizh dut res dropning

vas clixzding “rom a lovw level,

Four others
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Cne producer who renorted continued Li;h interest cuelified his
response bty poiating out thet while interert mar he precent, proner
filmic precsentation of a sponsor's sudject often rilec out pos=ibilities
of television showings, Another producer who re-orted continued high
interest in TV clearence volunteered the ohservation thet television
stztions are now being far more selective in what ther will run,

A trird producer renorted continued moderate interest caving
thet television bookingss were usually of secondarv interest among
his clients, Neither lengsth nor conten® of his films ere tzilored
especiallv to meet television demands althoush his comneny usuelly
issues television clearance to provide for the a’ditionzl outlet,

Three of the five nroducers reporting & drom in interest
volimteered reasons for their attitude, Two cited poor time place-
ment for business films on televicion with one aiding thit on this
tasis only the big corporations were continuilng interest in telévision
clearance and baokings. The third procucer said thet sponsors now
unierstood the editorial requirements of television and were unvilling

to dilute thelir tusiness communications with entertainment,

Xodifications for TV

Thile client interest in television clesrance may be substentiel
it usually does not run to the voint of incrrzsing buigets to inclure
modified vereions of a film for television, Three fourths of the res—-
Ponges rerorted thet a modifie’ version of a film production is done

in only 30 per cent or less ~f the csses, A subctantiesl nurber renorted
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Tre rznze of resnonses on the incidence of film mo?i1€icctions

to provile for television treffic is &s follows:

Tebtle V,~~Freruencv of modi fied versisns of
bucines=s films “or television sghowines

b
H - ——

1 of All Numter Producers
Productions Renortings

All

20

20

70

60

5D

1o

30

20

19

None

Unxnown

i No encsver
| Total

(&)
WN DT HE WO

P o
| = \0

Producers were also asked to cescribe the nature of modifications,
in those cacses in which they are mcde, Elghteen producers mentioned
revisions to fit cuarter-hour or half-hour time sesments of talevicsion
progremmirg, Filve proiucers mentioned revisions to limit the commercisl
mescase and four mentioned the purchzee of black zrnd white filrorints
of & production done in color, Two »roiucers mentioned purchrse of
short segments teken from the full film for use as television prorrem
sunplements,

Technicues drawing single mernticns incluled documenterv treatment,
Te-recording music track with clecred music, revision of titles, elimina-
tions of scenes thezt ere poor TV, elimin=tion of clzssified meterizl ond

‘ieleting very technicsl information,
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Trends From Television

Surver subjects ~ere asked to studr a list of posesitle trends
in the tusiness film industry end to in“icate those which hed shown
a definite increase over the vest 10 vears es a result of the imact
of television, MNost often indicated wes a trend to limit "commercialism"
in films, T\ is trend wcs cited b 37 producers, 77 per cent of the total,
Also hich on the list was a treni tovard increcced use of clace
snd medium camera shots in proiuction, This point érew mentinn “rom
24 producers, half of the total, Tventy-t+o producers felt thet more
short films &are no~r telnz mede,
Other possidle trends end the votes given them include:
Different hendling of titles and/or credite 19

Greater ure of dramstic presentation of stories 18

Increased use of enimation 11
Greater demcnd for nsme stars 10
Use »f timines merxs in films 5

State~ernts o€ Cpinton

The fincl section of the cuestionnaire was z series of positive
statements receriing the film industry, In each case, producers were
asired to record goreement, dicsgreement or leck of an dpiniﬁnrwenrding
the stetement,

Greatest sgreement wos recorded for the statement that "tele-
vision has definitelv been 2 good thing for the usiness filmg incfustry,"

Forty-three procucers, 90 per cent of the resnhonients, egreed

Wwith this statemeat, Two disegreed while three renorted no orinion,






The stztement thet television h=s mede the tusiness world more
film conscious also drew substantizl sereement, Thirty-nine nroducers
concurred while two discsreed end seven sbstzined,

Two-thirds, or 22 nroducers, esreed thet television has mr e
clients more 2uiience conscious so thst ferar films ore now deins
mede in & wey mrrely to sult the president nf the spaneoring comvrenv,
Nine disgoreed vhile seven showed no oninion on the metter, Tvo
nroducers who arreed nointed out trhat ther doubted television decerved
a2ll the credit for this develonment,

Twentv-nire proiucers, 5l ver cent of the totzl, arreed thet
television has given votentisl film svansors more e perience with
films eo th-t producers nox have to contend with les: i¢norance in
sellings & nroduction, Fourteen recorded ciczrreement ~ith the provssition
while four h:d no oninion,

On this point, one producer agreed but edded the opinion the t
more e:perience on the part of the customer is not entirely egn zdventare,
FEe felt televisisn often lezcs the client to evpect the impossidle
and ~ont more than he is willing to pay for,

Another producer dlszoreed ~ith the premise feeling the TV
exhibition of tuciness films is genercllyr oversold in en effort to
compete with the "mescured medio,"

Trentv—eicht nroducer~, 58 per cent, zrre~d th:t televisinn hes
sp rired grecter incenuity in film oroduction, Sirteen diergreel ~hile
trhres shored ns opinion. OCne rroducer diserreed on the brsie thrt

his firm hos never relied on "o1d standerd" methods,
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Another oroducer brought ocut the opinloa that televiesion heas
follored the technimes of the businecss film field far more then
f1lms h-=ve conied €from television,

On the other bard, the mgjority of film nroiucers di-agreed thmt
television h=s been rermmoneitle for developrment of simmler, less
expensive nrniuctisn methods for tusiness films, Thirt—--four resmon-
dents, 71 per cent o the totul, rave a negctive recctinn to this
stztement, Ten arreed while four exsressed no opinion,

Twentry-five producers, Just over half, asrreed that the evtra
mileaze possible throush television exhibition of a husiness film
me¥es thes production ersier to sell to & client., Thirteen disagreed
while 10 “elt ns opinisn on the matter, 4 similer statement szring
thet the poreihilities of television sehowin-s heve increzsed the
emount of moneyv ¢ sponcor is willing to put into & production drew

acreenent from 71, Sisa;reement from 17 and no opinion from 10,
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FIIM TISTRIEUTCR FIETINGS

The TV Lorket

Both film cdistributors interviewed, Res S, Zvsns of Lssocietion
Films and Willicm Card of Kadera Talklug Fictures Se—v‘ce Inc.,, re-
ported that trokings to television stztiors heve consti*u‘ed en in-
crease in the cistritution of business films, At thre precent time
the tvo acencles show a combined listing of 795 different business
films offered to television stetions, OFf the totel, 070 cre listed
with Mocern T:1lkring Pic*tures Serrice en? 175 with Ascocistion Films,
It {sd¢nificant that this represents businesg thet Gid not evist
15 yeers &go0.

Unfortunately, criticnl eveluertion of the growth in dbusiness
film bookings to television stetions coull not he muce since commrlete,
comperztle totecls of ye=srly tonkin s were not conveniently evcilehle
fror the distridutor:, Tue sitration is not reccrded es critical in
the case of thic study vhich is zimed =zt evaluesting effects of tele-
vision traffic rether thin messuringe the extent, It should be poinrted

out that trhic in“ormation is doubtless avsileble i~ the case of s

[ N

study for which the deta would bte iuperztive,
Both distritutors indiccted that the volume of husiness pos-ihle

1n booking tuciness films to television stations is besed larcely
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knowled e of eny evidence shoring that the television inZustry hed
a seturetion point or meximum cmount of time to devo‘e to prosremming
business films,

Reg Evens of Association Films felt the sreatest demand of ser-
vicing the television market to be that of "firdirg non-commercial,
clear, cleen prints and subject matter that will evmerl to large
sudiences "

Williem Ocrd of Mo“ern Talking Pictures zrree=d, adding that
television traf“ic is contributing to something of a peracox in the
film distribution field, While television stations are demending
films with wiae eppeal for mcss gudiences, live proup gudiences are
becoming smeller end often more specialized, In schonls, for evirrle,
film showin;:s huve moved from the auditorium into ‘he cleserooms,
Miile the demand for miss appeul films, both for television and growp
gudience sghovings countinues strong, there is definitelv e trend to-
word more speci:zlized filus, sprealing to more select groups, now
teing procuced,

Statistics from both cdistribitors esree on eudlence sizes, The
averzce zulience for a cincle televiced film showing was renorted
to e 40,070 personc wvith the fijure remaining feirly conctant the
pest few vears, Group gudiences for film showrin-s everere £0 to
60 end sre sho~ing snme shrin'zce over the yverrs,

Botk distributors repcrted thev were not avare of any estzbhliched
form:le ured bv film smonsors to ecuste aulience remorts from tele-

vision &nd live groun showings,
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Derands of TV

Both i stributors zgreed thet the most exzcting recuirewent of
gservicing televicion with business filmg is thit of finldirg svit=>le
productions, "Suitability" for TV denends sn a number of circumstances,
eccording to the two sources, Stations sive very criticel of ercegeive
“commercizlism" in film offeringes. Chrances st IV hoo:ings &re also
enhanced tv drametic nresentytion of the resscre in z film, Runrinc
time is another factor, Timing exactly to cuzrter-hour or hclf-hour
serments i3 not mcndatory, according to Oard, althousch the closer
the filan meets this length the Ttetter the booking chances,

"a 20-minute film lecves & station with &n awxlomerd emount of
time to fil1," Czrd pointed oumt.

Evens estimated thet perhens 10 per cent of the film sponsors

sunply a modified version, ucsually a metter of cutting to TV prersram

length, for television bookings,

Sr.ecial TV Services

Both bookins arencies rensrted estrtlishing special film ser-
vices for televisisn traffic, kodern has developed the Digest con-
cept while Association Films collects productions on similer subjects
into their series,

The Modern Tel¥Wing Tictures Service plan offers short film seg-
ments for use withinestablisted prosrsms of the stetisn, TFilms for
the Direst may be outtakes from finished productions or mey te pro-

duced especizlly for Digrest bookings, At present only ore Digest,
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is proving nopular in gchools where short films are used in cless-
rooms to illustrate specific points,

Association Films offers three comlete ncciicres in their Series
plan: "americen Ofyssev," commosed of films on various psrts of the
United States; "Helps 'n' Hints for Homemalrers;" znd "Your Neighbdor,
the World," composed of films on travel or foreign lencs,

The Series are composed of full-lensth films, A telavision station
books the entire growp for a run e&s a continuing, schefuled show,

Both tooking erencies rerort following the prectice of meintaining
gseparate stock:s of film prints for servicing television stetions end
group euciences, Wrile distritutors provide ‘or re—lar inspection
end rengir nf films, tel~vicion hee forced &n ~ven more evecting
emmhesis on too print cuality,

"Televi-ion hes demanded a more criticel definition of & 'worn
print? " sccording to Oerd,

For this reesson ferwer boskings constitute the life of a film
print utilized on television althouch the larger sudiences for e=zch
showing sllow 1t to be seen hr far more neonle,

Televicion is slso more selective thon are croup eullences,
Televizicn strtisns virtunlly zlways cubject a film to criticel re-
view before shtovings end reject eny that ere deemed unsnitabls, As
a result, recoris of Mofern Tclking Pictures Service show that 2lmoct
one trird of their tookinss to television stations do not result in
showin. s. The compircble fisure for bookinegs to orgenizztions end

schools is ebout 5 per cent,
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STH. ARY, DISCUSSION, CJ.CLTUSICHS

Sunmery
Bueiness Film Producers
The eulience notentiel o“fered by televicsion shovings is being
glven sutstrntiel consideration in the initisl ctagzes of huciness
£1lm oroductinn, cltrayh the degree of consiferstinn veries widelv
with ceces, As¥%el to in'icete the vercentaces of nrsfuctions now
teing nleanned znd scrinted to meet television's demeznds, the L& res—
ponding nrodicers remorted ell the wey from 100 ver cent to 10 ver
cent, Tre meli:n was just over &N per cent, A similar array was
recorded@ for a compznion cuection ceckine grout the incidence of timing
productions to meet television pro-rzm sesments, In thi: case, ancswers
ranged from all to none with the medicn 7 sin just over 57 per cent,
Clecrence for television srovinz i 2 common practice for current
business film produétions, Two-trirlis of the respondin- nroducers
revor*e’ cleering h:1f or more of their nrofuntions, Almost nre-fourth
re~orted cleerins 97 per cent or more, The pattern of sponsor interect
in TV clezrince of the past 10 years wrs deccribed es either continued
high or continued moderste ty two-thirds of the film producers, Others
were ¢ivided in opininn &s tn vhether interest wrs clim™inc, declinir
or erratic,
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volunteere? comments that TV clearence is virtnually sutomstic, even
vhen the snonsnor hes 11*“tle or no intention o0¢ sharing his film over
the zir waves,

In relativelv few cises is a modified film versinn, esmecielly
tailore? to the demrnds o€ television, produced &s ¢n e3ditinrzl
portion of a film production vroject., Three-fourthe of the producers
revorted thet this is dme in 20 ver cent or fever of the c-sses,

Nine procfucers, 19 per cent of the totel, indicected thev heve never
nrocuced mo*ified versions of films for television uce,

FThen such morified versinons ere mace ther 2re most often a tzilorin~
of lensth ty mret televicion vro; remming times, Softenines the com-
mercial mesasse, purchese of blrck end white vrinte an® nroduction
of shart serments “or use &s progriém content drew lcozser mentions,

Over three-fourths of the nroducers renorted crecter cire is
beins token to limit commercislism in #11 dusiness filme as a result
of the comings of television, An increzsed vse of cloce and medinum
shots was alco crecited to TV!s influence, Another sizehle growp
felt more shArt £ilma are novw hein~ mede ac e result of televicsion!s
influence on the €41m intusztry,

Ninety per cent of the resvonding nroducers z:reed with a stzte-
ment th:t "televisiocon hrs fefinitely bern a good thine for the film
industrs,® T is wes the rreztest chov 2f cansistency of opininns
recorded in the surver., Zichtr per cent o0f the nroducers agreed tret
telcviéion his mede the businese vorld more film cnnscious, Two-thir’e

felt thet television hes mude film sponsors more zn?ience cnnscioue so
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more films are beins mrde to suit the votentizl viever rether then
en official of the snonforing coipely.

Trnentr-aizht of the 48 producers a-reed that television kes
spar¥ked greater ingcenwitr and ime;ination in turiasess film production,
Sixteen re istered dicasreeuent,

Tienty-<ive producers, Just over half, felt the extra mileuce
nossible thronush television muzte i1t easier to sell a production to
a potenticzl client, On the other hand, the majoritv disscreel that
this evtra poccible reach mede *he customer willine to increcse his

investment in e dhurineges film,

Business Film Distributors

Film distridutors, Modern Tslking Pictures Service, Inc,, 2nd
Association Films, rerorted increrses in husiness zs 2 result of the
advent of tel-visison, The two “imm:~ 1list 2 combined totel of 295
motinn nictures offered for television hookinge, Tiils is btusinesc
that did not exist 1% yrars aro,

The volume of busines: mnoscidble in sumlring films to TV ig dbzsed
rore on the su.nlv of s:itetle films aveilatle rsther than s given
demand from the teleczsting industry, Criteris of suitsdility in-
volve timing at least avproxim-tely to prosram leng ths, dramatic
Presente‘ion of messz-es, selectins s:-tjects of wide interest and
limited commerciclism, ZRBoth cdistribating orgruizetions report a
short:re of filns meeting these recuiremsnts,

RBoth éistributars srreed that the everc, o gulience for s business
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constent over the nust few yvears, Crourn cudiences renge from 50 to
50 on the averz~e =nd hove shovn shrin¥cre in recent veors,

Both distritutors revorted eststliching specizl services to supnly
the televielon industry, associction Filme his developed their Series
plon of collecting “ilms on similer s hjecte into progrem srowms,
Mo“ern T: X'-ing Fictiures Service operntes thelr Digest plan of chort
film errmenta o0"fered “or use within estcthlished progronms,

As & conrumer o0¢ Ymciness films, telnvisiaﬂ stztisns are more
criticel then growm eufiencers, Modern Tel'sing Pictures Service re-
vorte thet slmast 2 third of their bookin:s to TV stitinns do not
result in £ shavwing, The comrorehle refus~l rete for grour auliences

is about 5 per cent,

>3

Discussig;

Sconsors of Tweiness fllms are avare of the nnssitilities for
televicsion showinss s showa by consieraztion siven TV demands in
the plenning, scrip*irg ~nd timing of productions and the frct thet
television clearence is usnelly dems=nded, On the ctler han”, the
evidence does not swwomort 2 conclusisn thet this ‘nterest hes resnlted

micsl durciness film production, Film

4

in env eimificrnt chenges in &
distridutors renort the greatest limitztion in sur1lrins films to
television strtions to te *hr 1lsck 0¢ suitcTle nroductions, Thie
Certainly indic-tes thit rel-tively fevw of the thourcands of business
filns nov beins nroduced ennually sre ccturlly heines tailared to

meat telewicion specifications,
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attitudes reflected b the variousproducers responding %o the survey,
Perhzps the most consistent finding throughout the survey ~az a comlete
lack of &,;reement emong producers regsriing just whet the advent of
television h: s meant to the business £ilm industry, It was epnarent
thet producers hLold & m:r.rked reluctence to credit television for any
great pert of their current business boom,

Feirly genercl egreement was found on points showvins thet tele-
vision h:d mede both film sponcors znd the genersl putlic more film
conscinus, Television pntentiel cprzrently does picue the interect
of potential filwm sponsors cdesnite the frct that chences ere good
that the f;lm 711l never be sho'a on televicior,

Televicion tooldngs for business films hove resulted in a2 definite
business increzse for film distritutors althoush the seme result is
not zprerent in the producticn of business films, While television
may serve a:z somewhet of an ettraction to the potenticl film sponcor,
the bulk of nroductions are still being sheped for the groun endience
with the sponsor reluctrat to modify his messz:se or increase his in-

vestment in orier to nrovide for television rudiences as well,

Conclusi-nsg
1, The groun zudience is still the target for the grest mejority
of film productions., Televicion boovings zre recarded as
a seconfzry or "windfell" ben-fit nnerxible to *he owner of
a film,
2. Film sponsors exhidbit considera®le interest in the potentirl

gy o ond o Ny - e . ~ - - ~es1 &
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: ! ic modifications in typical film ign that is
1sistent throuchout the industry,
ere ve ’».!.; changces i £3 ' Yel. 3 s in - 1". '"'7 } a
n influentizl although 'these changes are of secondary
ort e, Thece include care to hendle commercial messages
stefully, reducing average film length and increessed use
~r1lose-up or medium shots,
e rreatest contribution of television to the business film
eld h=s been to increzse genersl consciousness of the film
to condition viewers to accept filmed messeges
r ches several hours a day,
: tion of business films by television stations is not
the s2turation level, The volume of film use by television
ti is besed largely upon the supply of suitadble films
+) It‘ ~y v q“

n on fixed program time to be filled,

amoun v






CHAPTIR VI

SWGGETTICYS FOR FURTHZIR RESEARCHE

The esuthor offers these swgestions for further research re-

lated to the ctu’v reported here:

1, Investiretion to determine and &n«lyze ezny differences in
production criteria thet senarate business motinn nictures
end television progrem materizl, We have thoustnds of busi-
nes< films produced yesrly znd can zssume thet a great numter
of them are successfil, However, verv “ew of them seem %o
meet the pro-rrm dlrector's definition of suitctble televisinm,

2. Studies nf the snudience impact of Ttusiness filmc used on
television, The stuly revorted here hee shown the cverare
™ sudience for business films to numdber L4D,000, EHow would
tris compere in effect with a like number of persons sering
the nroduction in group situatiors?

3. Studies attemntin~ to correlate recentivitv end retentisn
of filmed messs  es with habits of light, medium or hesvy
tel~visisn viewin~, uch & study co-1? zlso sezrch for
characteristics identifrins merhers of the verinus grows,

i, Studies similzr to the one rerorted here could be corducted

on the use of “usiness notion nic*ures in thezters or feor

) e

conwercizl sponsorchin of nraduction of 2hort £ilm sersrents

offered es television vro:-rem metericl,



b television bonkirss could resnlt in more marked

on the btusiness film industrv in future veers,

studles alonz this sume line would te justified at

dete to me-sure znr mosci%le crense 2t that time,



(APPEDIX A, SURVEY QUESTIO.NAIRE)

TELEVISION AND BUSINESS FILMS

This questionnalre is designed to study the
effects of television use on the production
of business films. Please answer questions
as fully as possible. If you would rather
not identify your firm with a particular re-
sponse or comment, please indicate this and
the source can be protected. Please feel
free to add comments or any other information
you feel is pertinent.

1. What per cent of your productions are planned and scripted for
televislion bookings, as well as group showings, at the present

time?
All 40
90 30
80 20
70 10
60 None
50 Unknown

2. What per cent of your business film productions are now being
timed to fit television time segments?

All 40

90 30
80 20

70 10

60 None

50 Unknown
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3. In what per cent of business rfilm productions do clients now
demand television clearance?

All 40

90 30

80 20

70 10
60 None

50 Unknown

4. What has been the pattern of interest in television clearance
for business films over the past 10 years?

High earlier but declining
Continued high

Continued moderate
Continued low

Low at first but climbing
Erratic, no pattern

Other (please explain)

Comments or explanations:

5. For films designed basically for group showings, in what per
cent of the cases 1s a modified version produced for television

bookings?
All 40
90 30
80 20
0 10
60 None
50 Unknown

."IIlIIlllllllllllI--------------.....
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6. If modified versions are produced, what form do they take? 3

7. Would you say there has been an lncrease in any of the follow-
ing over the past 10 or 12 years as a direct result of the ad-
vent of television? Please check appropriate items.

Greater emphasis on close and medium shots
Greater demand for name stars in productions
Increased use of animation

Different handling of titles and/or credits
More films of short length

Greater use of dramatic presentation of stories
Greater care to limit "commercialism"

Use of timing marks in films

8. Do you agree or disagree with the following statements?

Television has made the business world more film conscilous.
Agree Disagree No opinion

Television has been responsible for the development of simpler,
less expensive production methods for business films.
Agree Disagree No opinion

Television has made clients more audience conscious. We now
do fewer films to suit the company president.
Agree Disagree No opinion

The extra mileage possible through television definitely makes
it easier to sell a production to a client.
Agree Disagree No opinion

Television possibilities have increased the amount of money that
clients are willing to put into a film, in many cases.
Agree Disagree No opinion

Television definitely has been a good thing for the business
£11lm industry.
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Television has sparked greater ingenuity in film production.
There 1s now less dependence on 0ld standard methods.

Agree Disagree No opinion

Television has given potential clients more experience with
films. We no longer have to crash through so much ignorance
in selling or producing a film.

Agree Disagree No opinion

Name

Company

Would you like to see a tally of results of this survey?

Yes No

Please use this sheet and the next for any additional comments
you have. Thank you for your help.
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N THE DOW CHEMICAL COMPANY

MIDLAND. MICHIGAN

(APPENDIX B, INITIAL COVER LETTER)

Mr, John A, Brown
Executive Producer

Acme Film Productions, Inc.
123 lein Street

New York 1, New York

Dear Nr, Brown:

Television hzs opened up vest new sudiences for
sponsored motion pictures, Statistics show that film
sponsors have been talking good adventege of these new
audiences., The enclosed questionnaire is a survey of
effects of more than a decade of TV traffic on production
of business films, The study 1s being run to find answers
useful in my work as well as to fill & personal require-
ment toward an advenced degree,

I will appreciate your help in filling out the
questionnaire as fully as possible, as well es in
volunteering further information that you feel is
pertinent,

If you are interested, I would be glad to send you
a telly of results of the survey. If you would like
to receive a summary, please indicate this at the end
of the ouestionnaire,

Sincerely,

Burton Seeker
Public Relations
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(APPENDIX C, FOLLOW-TP LETTER)

Mr, John A, Brown
Executive Producer

Acme Film Productions, Inc,
123 Main Street

New York 1, New York

Dear Mir, Brown:

A month ago I mailed you a questionnaire for a
study we are conducting. The study is an effort to
assess the effects of television's use of business
films on the current production methods of these pic-
tures, Since we have not yet heard from you I am in-
closing another copy of the questionnaire in case my
first letter went astray,

Would you please complete the enclosed questionneire
and return it as soon as possible, It is quite important
to us that we inclucde the experiences of your production
company in our survey,

Sincerely,

Burton Seeker
Public Relations

- THE DOW CHEMICAL COMPANY

MIDLAND, MICHIGAN
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&PPDIX D, FILY PROJUCZENS PARTICIPATILG I.. STRVE

Alexander Film Comerny
Americ:in Film Procucers
Atles Film Coro,
Ai1’io Profuctions
Ear S*tate Film Producers, Inc,
¢1vin Fr>tictians, Ine,
C-te & ¥rClone
Centron Corp,
John Colbhurn As=nciztes, Inc,
Cn’or Fillms, Inc.
Felter S, Craiy Films
Denhonure St:’iss, Iac,
D 7mic Filme, Ine,
suzles Profuctings
Trmire Photn=ound
7:lter En--el Pro'wetinns, Inc,
Jerrv Fairhrnks of C-lifornia
Farrell & Ca-e Films, Irnc.
Fordel Films, Inc.
¥11liem J. Ganz Cn,
Gre~hic Pirtures, Inc,
Yair & Patterson Productions, Inc,
Tre Jem E:ndy Crganization
Jamieson Film Comeny
Dalles Jones Productione
Knickertoc'zer Productions, Inec,
120 Profuctisns, Inc,
C-en Wurrhv Productions, Inec.
Fred Kiles Productione, Inc,
The FPcthescone Compeny of Americe
Peliccn Fillms, Ine,
Prenier 11lm & Recording C-.
Rerig Film Productions
Reid E, Ray Film Indvuctries, Irnc.
Refan Film Proinectinane, Inc,
Riviera Prziuctions
R-clet Pintures, Irc.
Fre'erick J. Roc'ett Co,
Soir? Llirster, Inc,
J-hn Southeorlend Productionsg, Inc,
Henvr Streuss & Co,, Inc.
Star~is-Grent Praductianz, Inc,
Tronc¥ilm-Carcvel Incoernorsted
Tite? S*gtes Frniuctisns
Van Pra~~ Proi-acvizie, Ime.
Wilding, Ivc,

L 0 B B . oK Y S -

It






41

M THNDIX B, Uo3TICY OUTLINE FOR TISTRIBUTONS

1,

9.

1¢,

11,

Eow mauy films Joes our & ency 2¥fer to *elevicion stctions?
anrnal figures over pust 10 yesrs,

How wuuy films do you offer for :roun showin s? Anncel floiares
over nact 1C years,

How wmany televisicn Yookings Co you plece rearly? Annual firures
over pest 1C years,

Eow many bonkingz for ¢raup shorings do you nlece yearly? annuel
fisures for past 10 yeurs,

Eow meny televicinn showrinss resulted from the astove tookines?
Anmmn~l £{ ures for prst 10 years,

How meny rroun shovinss resilted from these bookinss to groums?
Aanuzl fircures for post 10 years,

Thit is the sverese size of tre audience for a televised shoving
of 8 tu:iress film? Hes trhis evers, e rezained constant over the

pest 12 rears?

Whet 1s the ¢verrse size of gudiences for group showirngs of business

films? Eas this sver=ge rencined constsnt over the post 10 yezrs?
Are rou awzre of auny metlod or formula used by film enonsors to
ecuate the sizes of television an® groun audiences?

That portion of film sronsors seeizx T7 end grouwp bookings mith the
same €ilm version? Whet portion offers & modified version for
televicinn?

Hes you compeny adopted enr new services or cervice modi‘icetions

c8 & result of television nre of buciness filme?
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1y,

Do you meintecir separste invenilories of film prints for servicing
televizicen bookings?
Do ynu feel that there is & msvimum on the emount of business

filmz thet the telovieion industry will use zs pro~rim matericl?
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