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School lasts for approximately one hour, ‘The average movie 

runs a minimum of two and one-half hours. ‘The comparison of 

almost 10 hours under the influence of the movies to one hour 

in Sunday School is not very encouraging. Only one additional 

remark: is necessary hore. Lutheran folk are pretty muuch like 

other Amoricans. We add, That should not be 80." 

What is it that draws so many people and such a large 

percentage of the american amusement doliar? The American 

people with each passing decade have had more and more lei- 

suro tine. The sovie theater is a convenient place to spend 

much of that time. The motion pictures offer a means of 

escape from tho cares and responsibilities of life--an es- 

cape that requires no intelligent thinking. "One leaves 

the droary main-street of a town to enter a cool palace of 

dreams where all the rules of living are changed, where re- 

sponsibilities are sloughed off, where pleasure and enter- 

tainmont reign supreme." By following the hcro or heroine 

of the screen in his or her role, the movie fan experiences 

a vicarious thrill which is lacking in his life, and which 

buoys up his spirits for the work ahead. The movies are a 

cheap, convenient, thrilling form of entertainment, where 

one can see all his problems solved by the "star." Vicari- 

ously, the movie fan thus conquers the obstacles ‘in his ow 

  

4. Cf. chapter VI for suggestions. 

5.6 George D. Stoddard, -""What Motion Pictures Mean to the 
Child," Bulletin of the State University of Iowa, Child Wel- 

fare Pamphlets, No. 351 (November 11, 1955), 5. ae
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life. The movie is cheaper, more convenient, more ‘vivid, 

and offers more frequent changes of program than the legi- 

timate stage. It also requires less intelligence and less 

thinking. 

And there are in life many rules governing our behavior 

which we would Tike to see relaxed at times. To some these 

rules are the folkways or more; to others they are the laws 

of tho state; to others they are the commandments of an 

ommiscient, ommipresent God. Everyone has tho desire to 

satisfy some of his baser longings. Everyone has the de- 

sire to do wrong. In our theology we ascribe these desires 

to the "old Adam." In the movies these cravings find a vi- 

carious fulfilment.‘ 

Porhaps the motion picture producors, distributors and 

exhibitors don't use the same terminology. But they, too, 

see these two appeals of the movie: an escape through vi- 

carious identification with the charactors on the screen, 

and the desire to satisfy vicariously cravings which are in 

ordinary life inhibited. For they appeal to both through 

their advertising. - 

Advertising 

A movie star's popularity is judged by two things in 

particular: fan mail and the box-office receipts of parti- 

cular plotures. Hovie stars are "built up" in advertising



  

6 They 

have no real problemse ‘They have all the money they need 

as poople who live a life of carefree enjoyment. 

or want. ‘Their days are spent at the beach, in the country, 

or lounging in the "ideal" home. Their nights are passed 

in Ciro's, Earl Carroll's and other night-clubs in wonder-= 

ful Teiisures If there happens to be any marital problem, 

divorce is reported as the simple, natural solution. With 

such an image of the private life of a movie star, it is 

no wonder that their exploits on the screen are appealing. — 

No one else in America can live in such a manner, although 

many wish they could. And the "private" lives of the stars 

are well-publicized. On Thanksgiving Day, 1947, we saw 

eleven different movie magazines in the rack of a small 

drug store; there were eighteen on the magazine stand of 

another small store the next day. To judge for yourself 

whether or not this advertising is effective, simply recall 

the way people flock to the -theater when a movie star will 

be there in person. Ask your high school teachers how many 

girls "cut" school on days when Frank Sinatra or Van John= 

son is appearing in a dovmtown theater. Check some of the 

figures of the size of movie star fan clubs existing all 

over the country. ‘The number of pieces of fan mail for any 

of the major studios is overwhelming. ‘The stars must suffer 

  

6. This, in spite of Hays* attempt in the early twenties 

to eliminate this type of publicity. Cf. Chapter III.
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for this popularity in lack of privacy wherever they go. 

And many of them do not like 1t.? But it is the price they 

must pay if they are to retain their appeal. 

The appeal to the "old Adam" is taken care of in bill- 

board, newspaper and magazine advertising. It is not showing 

bias to hazard the statement that the appeal is "sometimes" 

to sex. "One of the greatest sins in the moving picture 

profession is the indecent setting forth of all that may 

stimulate a sex consciousness."® ‘This is true particularly 

in the "pre-views" as well as in the other forms of advcr- 

tising. Shortly after the adoption of the Production Code 

in 1930 (an attempt to uphold the woral standards of the 

screen) an advertising code was adopted.” 

  

7. "This exploitation of the person rather than the pro- 
fession, of individual traits and habits rathor than talent, 
of charm rather than ability, applies particularly to the 
female contingent of the screene And I !mow that this sort 
of ballyhoo is personally distasteful to them. And it is 
not at all necessary. . . « And that is all I would like the 
novie going public to know about our Hollywood stars--to know 
them and judge them by their work on the screen, by their 
portrayal of difficult roles; in brief, by the triumphs they 
have achieved as artists." Edward G. Robinson, "The Movies, 
the Actor, and Public Morals," in The iovies on Trial--The 
Views and Opinions of Outstanding Personalities Anent Screen 
Envertainments Past and Present, William J. Perlman, ede, 20. 

: on Picture Research Council Bulletin (November 17, 
1935). im his syndicated column, "Broadway," ‘ialter Winchell 
writes, "Hsthor Williams's aquabatics keep the ontertainment 
rippling along in 'This Time for Keeps.' Her swimming suits 
cover everything, without consoring anything. Ah<hem." 
Ste Louis Post Dispatch (December 10, 1947). Gf. Appendix I, 
pe 100 for a table o e pictures in advertising motion 
pictures, and for the major adjectives in the written ad- 

vertisements. : 
9. Cf. Appendix II, pe 107. It is enforced by the P.C.A. 

described below. The refusal of the P.C.A. seal for "The 
Outlaw" came under the provisions of this Advertising Code.
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In Harch, 1955, the Association adopted a reso- ~< 
lution establishing a fine of not less than $1,000 
or more than $5,000 for violation of the Adver-= 

half-e-dozen tines during the Lest ten yeuras’® 
Individual exhibitors may arrange their own advertising, 

and are also not subject to the Advertising Code. Inglis 

adds here that "there are unwritten agreements or infornal 

arrangements with many newspapers that unsuitable motion 

picture advertising will not be accepted. "11 However, just 

what is meant by “unsuitable” is not explained. How lax 

both the enforcement of the code and these "unwritten 

agreements or informal arrangements" are may be seen from 

the “choice" advertisements selected out of the Post Dis= 

patch daily newspaper of St. Louis from’ October, 1947, to 

February, 1948.12 

Paragraphs 3 and 4 of the Advertising Code states: 

Se Illustrations and text in advertising shall faith- 

fully represent the pictures themselves. 

&. No false or misleading statements shall: be used 

directly, or implied by type arrangements or by distorted 

quotations’ i ; 

' "Forever Amber" was advertised in the Post Dispatch 

of Ste Louis of October 22, 1947 by a picture of a book 

with the title of the same name. A few days’ later in’ the 

  

10. Inglis, Ope Cites, Pe 146. 

ll. Inglis Ope Cite Pe 149.



same newspaper the advertisement said that "Forever Amber" 

was coming to the screen from the novel by Kathleen Winsor. 

On October 29 the advertisement said, "Amber is on the screent 

Darryl F. Zanuck presents FOREVER AMBER." Was the picture 

the same as the book, as the advertising intimated? "Life" 

magazine of November 3, 194'7, made the accusation that the 

life of the plot was taken out in the screen version of the 

book--al1 the bedroom scenes were cut out. ‘The movie critic 

of the Post Dispatch of October 31, 1947, has the following 

to says 

We're afraid that the many readers of Kathleen 
Winsor's besteselling novel, "FOREVER AMBER," 
are soing to bo disappointed with the screen 
version, « « « produced by Darryl F. Zanuck after 
two years of labor and hulabaloo. That is, if 
they expect it to be as sexy as the book, in which 
the author determinedly set out to create the 
wickedest woman in quote~-literature--unquotes. 

lo get by the movie code, "Amber" has been 
scrubbed and diluted until it is only a weak sha- 
dow of its book self, Amber hes been reduced to 
only four lovers and one husband, and been di- 
vested of such evil deeds as bigemy and murder-- 
she does kill a murderous old harpy of a nurse in 
the plague scone, but it's pure self-defense. 
That she sells her favors to improve her station 
in life is indicated, but with decorum. There is 
no violent love=-making or boudoir detail on the 
sereen-=-nothing like, for instance, the depic- 

tion of lust that was overdone in "Duel in the 
Sun."" The men involved, far from being the lecher- 
ous rakes of the novel, are quite gentlemanly in 
their attitude toward Amber ... The intrigues 
and gilded depravity of the Restoration court are 

only lightly skirted. In short, in spite of the 
money spent on it, "Amber" adds up to two hours 

and 20 minutes of gilded and gaudy telling of a 

true story confession plot.
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This has beon discussed in some detail, since it is one of 

tho few clear-cut instances of a violation of the Advertis- 

ing Code which the P.C.A., the "self-regulating" organ of 

the industry, approved, it seems. 

It is not too mich to say that in the advortisernent 

of the "Golden Earrings" and of "Singapore" the appeal is 

made to the purely sensual aspect of loves!® In reference 

to the latter, one wonders what paragraph 11 of the Adver-= 

tising Code means 2 

ll. Nudity with meretricious purpose, and salacious 

posturos, shall not be used. 

"The Outlaw" has been condemmed by the P.C.A. for its 

advertising. But'’one wonders whether such advertising!* 

is not "wmsuitable."45 

fhe motion picture industry knows well what will attract 

their weekly audience of approximately 75,000,000 Auericans. 

  

15. Cf. Appendix I; Pp. 101-102. 

14. Thid. 
15. “the arguments a business man employs in attempting 

to sell his goods furnish clear evidence of his conceptions 
of the intelligence and the desires of his customors. Per= 
haps, too, these arguments show what sort of goods he would 
deliver if economic and statute laws permitted him to do so. 
if the expressions employed by exhibitors, the posters dis- 
played by them, and the glimpses of coming pictures flashed 
‘on the screen as advertisements, do thus express the business 
manager's conception of the level of the public's intelligence 
and of its tastes, that Gorneept ion + carey noe very 
flattering to the genus that calls self homo sapiens. 

Charles ce Peters, ‘The Motion Pictures and Standards of 
Morality, Pp. 129.


