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GUD 
RAYTHEON MANUFACTURING COMPANY 

EQUIPMENT SALES DIVISION 

138 RIVER STREET · • WALTHAM 54, MASS. 

Dear Sir: 

One of the best opportunities available to you to promote the sale of 
Raytheon Marine Products is to work with your local yacht club, power 
squadron, fishermen's group or cooperative group. 

Nearly everyone in these groups is interested in the subject, "Marine 
Electronics," and a number of dealers have taken advantage of this interest 
by offering to put on a ''Raytheon Night" at these club meetings. As enter­
tainment, these dealers demonstrate and explain various Raytheon Marine 
Equipments, discuss subjects of interest to boat owners and show interesting 
and entertaining marine films. 

Along with this letter, we are sending you a file folder with suggestions 
as to how to arrange for meetings of this sort. Included also is a suggested 
outline to follow and a listing of marine films which are available on a free 
loan basis. 

Remember, when you talk to marine groups, you have before you a high 
concentration of potential customers. Ideal circumstances! 

DWT:crw · 
Encls. 

Very truly yours, 

RAYTHEON MANUFACTURING COMPANY 

Donald W . Tait 
Manager of Sales Promotion 
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( 2) those designed as straight institutional fi lms i n y, hich the i nterest 

of the audi ence is mai nt ai ned by t he knowl edge of skills imparted through 

a combination of clear, concise narratio11, and t he vivid portr ayal of 

the acti on described on the screen . "Curiosity Shop" is ready for pro­

duction, and this picture will show that Alcoa throughout its corporate 

history has endeavored to make aluminum more useful. It will sell Al­

coa's research and development . Like ''Unfinished Rainbows" "Curiosity 

Shoprr will dramatize individual initiative and issue a challenge to 

youth. It, too, will be in technicolor, and one of the limited number 

of business films produced in technicolor in 1947. 

Alcoa develops and supervises a production .by one of the most 

t horough methods in industrial film work. During the planning and 

script preparation stage, as well as in the approval of the rough cut, 

t he company operates through a committee, with the head of its Motion 

Pict ure Department serving as chairman. All the members of the com­

mittee are held accountable for the technical details in the picture, 

and the chairman reserves the right to pass on all matters of motion 

picture technique. A new committee is selected for every picture. All 

committee members are expert in their field in the company. For general 

pictures the members may be selected from a number of different depart­

ments, so that t he activities of the various departments such as operating, 

sales, research, developing, and engineering can be coordinated. Dur-

ing all committee meetings on script preparation the distribution of the 

picture, as well as the audience for which the picture is intended, are 

major considerations. Probably the most important factor in the success 

of Alcoa's film program is the fact that the distributor is consulted at 
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allied factors. Sponsors want materials prepared by persons who under­

stand and appreciate the sponsor's problems, accomplishments, and object­

ives. There are indications;, however, that business is also interested 

in individuals who combine the qualifications set forth by business and 

by educators. 

From eighty-eight industries surveyed by Dr. Thomas Sinclair 

concerning what particular group in their company was responsible for 

preparation of teaching aids the following information was revealed: 

In seventeen companies the advertising department handled this task; 

twelve companies public relations department handled it; thirteen com­

panies delegated the responsibilities to public relations distinct 

from advertising department; twenty companies had a school service 

division of public relations department. There were twenty-two 

"other replies", and four "No replies".* 

A number of commercial companies and several other organi­

zations are set up to help business in one way or another on planning, 

production, and distribution of free business sponsored teaching aids. 

The commercial companies include advertising agencies which differ 

from other advertising agencies only in that they are qualified to han­

dle "school accounts". In addition to commercial firms offering coun­

sel and services for a price, there are other organizations set up on 

a non-profit basis for the express purpose of serving the interests of 

business or education, or both. In this category are the Consumer Edu­

cation Study of the National Education Association, promoted jointly by 

*8. P. 31 
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organized so as to carry its message to the widest possible audience. 

Because the schools are sought as part of this audience, and because 

more and more sponsored films are being produced each year, it is the 

responsibility of school people to understand this type of film and to 

accept the films which contribute to classroom learning and reject those 

which are of doubtful or no value. Some educators feel that sponsored 

films are entirely acceptable in helping to meet the educational objec­

tives of local school systems. Others refuse to use them on the ground 

that the school could become a 11 captive audience" for films which are 

biased in favor of a sponsor's point of view. 

There seems to be a growing insistence on the part of curricu­

lum workers and qualified teachers that community resources must be used 

more and more. There is also a growing insistence that the selection 

and use of films in the classroom should depend on an analysis of the 

instructional needs. If this is so, and if the school wishes to investi­

gate life, those best able to explain the community are the people who 

make up the community itself. \Vho is in a better position to explain 

telephone communications than the telephone company? wVho is better 

qualified to explain the services of an international airline system 

than an airline company? 

The most important question for a teacher to ask after pre­

viewing a film is: Does this film make a contribution to an instructional 

problem beyond what can be accomplished with the instructional materials 

already in use? 

Classroom use of films has revealed many values. Pupil inter­

est is heightened, more learning is accomplished, retention of learned 

material is more permanent, and interest in reading is increased. How-


























































































































































































































































































