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- Actually, our ‘interest is the other way. Our interest is in doing
- everything we can to broaden this medium, to get more stations on, to
get a greater variety of programing, locally and nationally, because
1t is only in this way that our business is really going to grow, if this
medium rendersa great service tothe public. =~~~ .~
‘Now, many years ago, we came to the conclusion that television was
going to be an awful lot different than radio. Whereas in radio you

could have a great dramatic show by a few people in sweat shirts stand-
ing around the microphone reading from a script, when you got to = =

television this was going to be a very costly and diﬂicult”thmgto
finance. We did not believe at that time that the advertiser could afford
- to spend the kind of money that we felt was going to be necessary to
program this thing. B e
- Now we think of advertising support of radio as being something-
ingrained in this medium, that it was almost invented along with it.
The truth of the matter is that this was an accident, this development =
of advertising in supportofit. o 0

- In the early days of radio when we weire’Staﬁting*;fﬁli;isjiygésj an
amateur thing for the most part. There was no real broadeasting as*
we know it now. Great arguments went on among men in the industry -

‘then as to how radio could be supported. Would manufacturers own a
radio station and use it to sell their own goods? Would the set manu-
facturers make a levy among themselves to pay for the broadcasting
of the stations? ' SRR T AT R
The use of this as an advertising support came about, the way I have
- heard the story, when one of the radio magazines, someone had printed

100,000 too many copies of them and they were stuck with them and o

they could not sell them. This was in the early. days of the National
Association of Broadcasters. As a matter of fact, Commander Mac-
Donald of Zenith, who was president of Zenith and the man who really
built the company, was the first president of NAB, and they got on

the radio and asked people to send in for these magazines for a quarter -
- and they sold them out. So far as I know, this was the first realuse of -

radioas a means of selling a product.

- But the technology had never been develo ed f6r~pra;étiéallj;ﬁ,wcrk-'

ing out a way that the public could share in the cost of bringing things

- that advertising could not support. So, we asked some of our cleverest
- research people whether there was a way that this could be done tech- -~

" nically. We have been workin,
- for more than 30 years.

g on the thing in terms of research now ’

In the course of that, we have devglfoped a whole vdfiéty of 'sjsteﬁis Tl
~which make it technically possible to scramble a signal at the trans-

~mitter so that when it goes out over the air and is received on the TV

set, both the sound and the picture are virtually unusable. They are
hashed up so that if you look at them and listen to the sound, you do not

get the intelligence from them.

- And, at the same time, to be able economically and simply to recon- 3
stitute that picture at the subscriber’s set in such a way that he does
get usable picture and sound and in such a way that his doing that =

can be recorded so that he can pay for what he has seen. e
- Now, we started an experiment in the city of Chicago in 1951. We:
had 300 homes that were involved in this. The only programing that we
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