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ducation,
at Five Cents
Per Capita

How a Light Company Reached
the Masses with a Movie Film

By Clayton B. Trost

OMMERCIAL motion-picture

films aren‘t new dvertising

films, publicity films, good-will
fima, all of them have been tried, and
with varying degrees of success. For
some concerns they have worked out
satisfactorily, but for other concerns
they have failed. And wsually their
success or Lheir failure chiefly has been
messured by the extent of their dis-
tribution, by the number of persons
who have seen them.

Distribution, then, is all-important.
No story, obviously, is worth telling
unless someone will listen; likewise a
piece of advertising or publicity, or a
message of any sort, has little effect
unless it reaches the public. To get
reader attention with a commercial
“movie” sdmittedly is difficult. The
actual making of the picture, which
includes selection of the cast and the
locations, the direction of the actioa,
and the “shooling” of the scenes, may
be left to one of the companies whose
sole business it is Lo produce commercial
films. That much of the problem is
salved. But how about the scenanc?

It is bere, in the scenario, in the
telling of the story, thal seems Lo lie
the master key to its distribution. And
that key the Cleveland Electric I-
luminating Company, the light and
power utility of the city of Cleveland,
seems to have found. Last fall, the
[lluminating Com produced a
film that, up Lo the first of May, this
year, had been seen by approximately
475,000 persons. No other film in
Cleveland, it is believed, irrespective of
kind, has been shown to even hall that
number.

“The Heart of Cleveland,” as il was
titled, wasn't produced as an atiempt
to win good will. Good will the com-
pany already possessed —lols of il.
I'here was no rate fight just linished, in
progress, or pending. The company
had no stocks or bonds Lo sell: for it
just had sold $10,000,000 worth of 6 per
cenl preferred stock to something like
6,700 buyers. Clearly, then, the com-

pany stood well with the publie;
special favor it didn't need. Nor, on
the other hand, did it have anything to
sell except electricily and steam heal
The INuminating Ci any leaves Lo
the dealers the sale of electrical ap-
phances

I'his motion picture, then, wusa'l
inspired by necessily Rather, the

executives of Lhe company considered
the time ripe for a piece of publicity
that would cement Lhe good will
already established, and tend to em-
phasize, as well, the commercial ad-
vantages of Cleveland. They realized
that the interests of a city and its
public utilities are parallel; thal as one
succeeds, so does the other; that the
success ol one is dependent upon the
success of the other. They wanted to
tell the people more about electricity
and about their own cily: and Lhey
wanted the public to be attentive.
This piece of publicity, they decided,
musl be interesting, educational, and
altogether an unusually attractive job.

Many avenues were open, but after
considering Lthem all, it was décided 1o
try the molion picture.

Next it was necessary to decide what
kind of a picture best would do the
job. Frank J. Hvan, director of

At the showing in Morgans Perk
publicity for the IHuminating Com-
pany, and the man who wrote the
scenarn, Lackled the problem carefully
The main element to consider, be
realized, was the public. 'What would
be its reaction? In motion pictures
nowadays, the public demands quality:
the public is movie-wise. And it was
to these movie-wise people, he recog
nized — the people who use electricity -
that he must tell his story.

The problem, Lherefore, was fto
prepare a picture that, in its buman
interest, ils continuily, its sub-titles,
and its pholography, would compare
favorably, from start Lo finish, with
any photoplay. There was no Lhought
of doing anything spectacular, no
intention of imitating the feature films
al the theaters.

“Our desire,” explains Mr. Ryan,
“merely was to tell the people interest-
ingly and simply, how we make elec-
tricily, how we distribute it, and what
it’s used for. We wanted to show them
that hehind this electric current that
they use so [reely and take so much @
a matter of course, Lhere are enormow
inveslmenlts, extensive properties, huge
and complicated machinery, an army
of employees, and another army o
mveslors.”
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How this story ought to be told, it
was apparent, largely depended opoa
the manner of resching the sudience;
mnd the first thoughl was of Lhe thealers.
Owners ol molion-picture houses in
Cleveland, the company learned, would
oot mind showing & one-reel industrial
film if it would interest their patrons.
Swoch a picture, the exhibitors explained,
must not be o obviously a piece of
ndvertising: thealer patrons doa't
ike to pay for entertainment and then

¢ asked to sssimilate & mils or so of
sdvu-uunl propaganda. Nor do they
ike poor pholography or aaylhing
amateurish.

For the theaters, then, a commencial
film had to silain certain standards.
The mext consideration was Lhe audi-
=nces outside the thealers, sudiences
soch ms elubs, charches, eivic organiza-
uons, celebrations of varous kinds -
wnd, highly desiruble, Lhe schools. For
whools and obviously, the
mcture must be educational. [t must
‘e simple enough to be understood by
i child of eight years, and sound
mough in principle to be respected by
e stodenl in high school, or in
wilege. And for clubs, churches, it
Bust presenl these qualities in com-
mnation. But for all sorts of audiences
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The time will come, in
the beleef of no lear an
authoriy than Thomas
A. Edison, when ihe
use of the molion
priure for educalion
will preatly excesd s

usre for amusemend

one quality, it was realized, must
predominate — human interest.

This much determined, the next step
was fo wrile the scenario, and into
this task there went a great deal of
serious thoughl. The story was writ-
len amd rewritlen, revised, and revised
aguin. Here, in brief, is its outline:

On a certain farm there lives &
youngster upon whom has descended 8
problem. His teacher has asked him to
wrile an essay, in a prize conlesl, on
the subject “Electricity; What Does
it Mean to You™ Here's what Lhe boy
is up ageinst: To him electricity
mieans nothing at ail. With his father,
mother, and sister, be lives in an old-
[ashioped ferm mansion only fifty
minutes {rom Cleveland's public square,
but fifty years behind the times. The
boy is baffled.

Then —the unexpected. Ome night
an avialor, on & lest fight in a pew
airplane, is forced (o land on the farm.
The members ol Lhe household invile
him to spend the night al the farm-
house. He sccepts and lugs outl of Lhe
plane n portable radio receiving set;
and the members of the family, that
evening, hear (heir first radio concert.

In the morning the aviator repairs
his ship, and starts for Cleveland, buat
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and many other products.
machinery, they learn, is driven by
electricity.

Then back to the larm they go.
greatly enthused by what they've seen,
and before long their hmm. a8 & result
ormed from an
oat-ol-date house to & home electrical.
And fOnally, of course, at a dinner
given at their home for the aviator

in the contest the boy's ssany has womn
first

prize.

The story is simple, but effective
The airplane views of Cleveland, and
the scenes within i(he factories, are
interesting. Ouly a few Llmes @
mentioned the pame of The IMumi-
nating Company. Thecharsctersarea’t
amateurs. The boy is an experienced
juvenile actor from Chicago; the girl,
his sister, was brought from St Louis;
and the farmer and his wife, although
sctoally dirt larmers, had had experi-
ence in Lhestricals. From beginning
to end Lhere isn't a single studio sel
Locations were chosen carefully. Every
important industrial scene first was
pholographed in the ordinary way, and
from these pholos were chosen iLhe
locations for the film scenes. And Lhe
farm home was real, slthough Lo find »
suitable one required a search, in an
aulomobile, of 500 miles. Every locs-
tion was selected and prepared belore
the film company started “shooling.”

So much for the story and ita filming.
MNow, the distribation. To 0t various
types of programa, the picture was cut
into wersions, of one, two and three
reels, occcupying, respectively, twelve,
twenty-lour and thirty-fodr minutes.

When finally the flm company
turned over the completed filma, The
Illuminating Company called together
a group of representatives of Cleveland
theaters, all of them exhibitors of
motion pictures. They saw the one-
reel film, and their approval was
immediate and unanimous. Yes, they'd
use Lhe picture. And they did. So far,
it has appeared lor at least thres days.



[#s]

and on every program, in each of about
122 theaters. From the light and
power company's personnel was re-
cruited a corps of inspectors, whose
job it was to watch closely the programs
on which the picture was scheduled Lo
appear. These inspeciors checked,
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the American Investiment Bankers
Association: and & month later came a
show at another white-way celebralion,
this time on Superior Avenue. The
crowd atl this show was estimated al
25,000,

These all were showings oul of doors.

The wosder of radie and—

too, the daily attendance. A compila-
tion of their reports was surprising, for
the figures revealed Lhat up to May |
of Lhis year, “The Heart of Cleveland™
had been seen, in the thesiers, by
aboutl 230,000 persons. [l has run in
nearly every theater in Cleveland, as
well as in the theaters of other towns of
Cuyahoga Counly. And for this
success{ul thester distribution there is
just one answer—the piclure was
something that the public liked.

Ooce the fBlm bad enlered the
theaters, then, “reader atlention™
became, to a ceriain extent, automatic.
Bul sttaining non-theatrical distribu.
tion was more dificult. Bul it was
sccomplished: and here, again, there
became apparent the value of careful
forethought. The fGrst public non-
theatrical showing of the fGlm was
belore & group ol ninety women,
delegates to s district convention of a
pational fraternal order. The second
showing, however, was before a crowd
in Morgana Park that, on the com-
pany’s records was estimated at 35,000,
but the police, who have seen other big
crowds in the park, estimaled the
sudience st around G0,000. The oc-
easion was a celebration of the lighting
of a new “while way™ oul on Broadway,
between Thirty-lourth Street and Miles
Avenue. The Broadway Merchants
Association, which was slaging the
celebration, inviled the company Lo
show its film as part of the scheduled
ppugr:m.

On the same day the piclure was
shown (o 400 invesimentl bankers.
ivlegatles Lo the national convenlion of

Then lollowed several showings indoors,

with erowds almost as big. On Oec-
tober 20, al a convention of the Knights
of Pythias, “The Heart of Cleveland™
showed Lo 14,000. Then on November
4, election day, it broke all indoor
records. The Cleseland Plain Dealer

I'hese crowds were record-breaken
but since them the picture ha
enlertained civic clubs, fraternal orgss
izalions, church socielies, convenlon
trade organizations, professional orgas
izations, schools, and colleges.

Permission to show the piclure
because of ils educational value, in U
schools of Cleveland, is & recognition o
which the company is especially proud
In Cleveland, as in most cities, any-
thing introduced culside of the reguiar
curniculum must conform to rgd
requirements. Ordinary advertinsg
matter, for example, is b-rrul But s
board of review composed of fifteer
principals, afler secing the picture
decided, with only one dissenling vote
that it ought to be shown to eveny
student from the fifth grade up. So s
schedule was arranged, and the film
went to every school that contained ar
suditoriom. Colleges, too, have hat
their turn, as well as grade schools al
over Cuyaboga County.

Thus did an apparently difleul
problem turn oul to be no problem s
all. Non-theatrical distribulion, o
fact, has exceeded the distribution o
the theaters. The comparative atlend
ance reconds, on May 1, stood @
follows: theaters, 230,000; other show
ings, 245,000,

Here arises a question of technic
the guestion of salislactory projectiod
How, in the open air, in public building
in lodge rooms, and so en, was goo
projection possible? Few places ou
side of the theaters are suitable, withou
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The swnder of Welisatry

staged an eleclion-night show in Cleve-
land's mammolh civic suditoriam,
providing & vuried enlerisinment be-
iween Lhe announcements of the voling

relurns, Part of thal program was
“The Heart of Cleveland,” snd the
erowd that packed the building =

14, IMN} persons —was Lhe biggest crowd
in the building's history

special equipment, to exhibit a mol
piciure For example, there's 1
matler ol darkness. To darken |
average room with erdinary wind
shades, particularly during the dax
well-nigh impossible. Then there's |
screen, and the distance lrom the scr
to the projecling machine. And su
lar problems arise oul of doors.
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These were some of Lhe problems Lhal
the publicity department of the [l
luminating Company faced, and solved.
Previous to every showing, the location
was inspecied. 1 the show was Lo be
indoors, in the daytime, the company
provided specially-designed shades [or
the windows. The screen, almost
invariably was a poriable sereen spe-
cially designed. The projection ma-
chines, naturally, were portable too,
and in the company’s laboratories
these machines —which were standard
types —were altered to increase their
projection range. For every show the
company supplied an experienced oper-
ator, and in most instances Lhe operator
used two machines. Thus there were
no delays caused by changing reels, for
in exhibitions outside the theaters the
films were the two-reelers and three-
reclers. For shorl-range projection,
small machines, equipped with incan-
descent lamps, were sulficient; but for
big halls and for oul-door screemings,
there were needed bigger machines,
equipped with are lamps and molors.

Thiss was good projection assared.
In the non-theatrical exhibitions noth-
ing more was needed. The picture was
complete within itsell. [i told its own
slory, and needed no explaining. Oe-
casionally, however, there'd be o re-
quest for a speaker. The company
would send one. Bul oever was o
speaker permilled to do more than
introduce the picture, and briefly
explain its purpose. Never did he

| attempt anything like an illustrated

lecture,

Thus has the Cleveland Electric
lNluminating Company suceeeded in a
venlure in which many have [ailed;
thus has it solved a perplexing problem
of reader distribution. The results of
its efforts, naturally, are more or less
intangible. Hul there's been a sul-

ficient assurance of the picture's el-

| fectiveness in the [ect that, since the
| st few showings of

“The Heart of
Cleveland,” there has been a steady
demand for more. Wilth the possible

exceplion of Lthe schools, the compan
has soughl few exhibitions. [nsiesd
many requests for Lhe piclure have beess
refused. The reason is this: The
pictare is familiar, now, lo fully hal
the population of Cleveland. There

fore, Lhere is danger now of duplicated
circulation. The company belirve
that the average person doesn’l waal

to see an industrinl film twice. There
fore, every request is investigated, and
if duphnl.un appears hkely. the filr
isn't shown. And, besides, Lo gel i
film the applicant must guarantes ar
udlmu of al least seventy-five.

nquestionably, the piclure hw
hnnn lrmdwd-y
serap book in theoﬂ]tunﬂhe publicity
depariment are hundreds of letter
from many different organizations, am
all of them are imentary. Then
are letters (rom luncheon clubs, ad
vertising clubs, commercial clubs, trad
leagues, organizitions of prolessiona
men, women's clubs, wellare assoca
tions, [raternal orders, school teacher
college prolessors, and theres even on
from a film eensor.

And now, what about the expense
Sach an elaborate piece of puﬂml{h
all very well, but whal did il cost?
total expense, including the prepan
tions for taking the picture, its actu
production, and Lhe cost of exhibitin
i, was $25000. Figured on a
capita basis, Lhe cosl per “reader™ E
been about five cents, And five cent
is lower tham the per eapila eost
many a simple piece of direct-ma
advertising.

And the possibilities of comumerc:
molion piclures —the fulure? Ti
success of this picture, it would seem,
encouraging; and some day, perhap
thcp.mphecy of Thomas Edison, wh
be voiced when he and some of B
associales saw, nnd praised. the picto
will be fTulfilled, ]lu prophecy w
this: That eventually the  use
motion pictures for educational pe
poses greally will exceed their use |
amusement.
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