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HBO AND THE CABLE INDUSTRY:
ATRADITION OF PARTNERSHIP

Wed like to thank our friends in-cable. In a recent
Multichannel News survey, HBO was cited as
providing the best sales and marketing support
inthe industry. By ten times more cable operators
than any other service.

© 1983 Home Box
Office, Inc. Al rights
reserved.

® Registered service
marks and '™ service
mark of Home Box
Office, Inc.

We appreciate that vote of confidence from those
people who have been the key to our success.
And we want them to know well continue to
provide the kind of support that not only helps
expand your businesses, but will strengthen a
partnership of which we're very proud.

Source:

Wilson and Mason survey
commissioned by
Multichannel News
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TV Criticism,
by the Numbers

Back in the *70s, social scientists began tot-
ting up instances of violence on television
and gained some national attention: Their
tallies became important evidence of tel-
evision's over-indulgence in murder and
mayhem—ammunition  for  citizens
groups and legislators in getting televi-
sion to clean up its act. But the repentant
networks were not about to replace prof-
itable action-adventure with the drawing
room, so they quickly found a substitute
for people violence: automobile violence.
Since then prime time has become a veri-
table speedway, filled with screeching
tires, chases, crashes, and pile-ups.

Heady with success—for how often do
mere academicians influence change in
so powerful an institution as televi-
sion?—social scientists have continued
to plow the fertile field of quantified sin,
making a respectable academic discipline
of what is called “content analysis.”” And
what are these content analysts totting up
today? You guessed it: their own crea-
tion, dangerous driving on television.

Two Michigan State researchers have
published the findings of a major driving-
on-television study in a recent issue of
The Journal of Communications, which
is to content analysis what the Jowrnal of
Cardiology is to the heart attack. For
“The Portrayal of Driving on Televi-
sion,” Bradley Greenberg and Charles
Atkins counted up the instances of “ir-
regular driving” in 174.5 hours of prime
time between 1975 and 1980. Their find-
ings suggest that the time may have ar-
rived for the Nobel committee to start
paying attention to content analysis.
Among their discoveries:

® Cars on television leave the
ground far more often than they do
in real life.

® Fewer than 2 percent of all drivers
on television are shown buckling
their seat belts.

® [rregular driving acts—speeding,
screeching tires, ‘“‘autobatics.”
etc.—occur more than seven times
an hour in prime time.

What effect does all this automotive
anarchy have upon the driving habits of
our young? Greenberg and Atkins sug-
gest that the heavy viewer of television is

CURRENTS

“more likely” to accept irregular driving
as the norm, to think he can get away with
speeding and, perhaps worst of all, 10
drive this way without wearing a seatbelt.
Woe to the heavy viewer of television.
No sooner did we persuade him to dis-
card his Saturday-night special than
we’ve taught him to make his Rabbit fly.
If television really affects viewers the
way content analysts assume it does, the
heavy viewer is in deeper trouble than he
can possibly imagine. He should be hav-
ing serious nutritional problems, for ex-
ample, since TV characters seldom find
time for three squares. And how wcll are
the four basic food groups represented on
that kitchen table in the sitcoms?
Content analysis is a form of television
criticism whose premise is that television
must at all times set a good example. The

field is wide open, and the possibilities
for studies are endless. Want to catch tel-
evision shirking its responsibilities to so-
ciety? Sit there and start counting. Not
only can you get the goods on Magnum,
P.1. for failing to buckle up. you can also
nail him for not changing his socks, doing
the dinner dishes. or making his bed.
When did you ever see Mr. T flossing?

In addition to betraying a condescend-
ing view of the heavy viewer, the field of
content analysis shows little respect for
the ancient art of storytelling. Writers
and their audiences observe unspoken
pacts. one of which is to skip the boring
details to get on with the drama. There
simply isn’t the time on television for our
heroes to eat sensibly, floss after meals,
or buckle up in their cars. If there were, it
wouldn’t be drama; it would be life. M.p.

Video Art Moves Uptown

Video art, once the exclusive preserve of
the avant garde, has found its way into ev-
eryday television, not only through the
rock-music videos popularized by cable
but also through commercials, news, and
sports. The disconnected imagery, com-
puter graphics, and phantasmagoric ef-
fects that have been hallmarks of video
art provide the high-tech look on com-
mercial television that puts the medium in
touch with today’s young audience—the
same young audience that rallied around
MTV, Warner Amex’s Music Television
cable network.

MTV is programmed entirely with
video pieces prepared by recording com-
panies and promoters to help sell the mu-
sic of rock artists. Many of the vidcos
interpreting the songs are riveting crea-
tions. When Tony Basil displayed the
video version of her hit song, “Mickey,”
at the Museum of Modern Art in New
York, she said, I see it as an art picce, a
comprehensive picture of my work. I
don’t mind it being used to sell records.”

USA Network's Night Flight, airing
weekend evenings, presents along with
music videos a special segment called
“The Video Artist,” a showcase for
pieces with no promotional purposc.
Night Flight producer Eric Trigg con-
siders his show *“‘the only national vehicle
for video art”—and many of its tapes
have been displayed in art muscums. One
of these, Max Almy’s “Leaving the
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Twentieth Century,” portrays a techno-
logically dependent society whose every
waking moment is pervaded by television
news.

Almy’s piece is currently part of ““The
Second Link: Viewpoints on Video in the
*80s,” the first international touring
video art exhibition. It consists of tapes
by 30 artists selected by curators from six
countries. That a video art show can sus-
tain an international tour is an indication
of the mainstream’s growing acceptance
of video as a serious art medium. The
show's name. "“The Second Link,” was
borrowed from a turn-of-the-century so-
ciety called The Linked Ring dedi-
cated to promoting photography as an art
form.

Barbara London, director of the video
program at the Museum of Modern Art,
where the exhibition made a stop in Sep-
tember, remarked that “viewers are so
accustomed to the vernacular of televi-
sion that they easily accept artists’ inno-
vative uses of the video medium.” For

JOHN SCARLETT-DAVIS
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TIMELY

ATIVE A
THORITATIVE,

CHALLENGING, IN-
NOVATIVE, ANALYT-
ICAL, CAPTIVATING...

It's “Washington Week In
Review.” Every Friday night
on PBS, an estimated seven
million viewers tune in to
Public Television’s longest-
running, and most popular
public affairs program.

Ford Motor Company, in its
fifth consecutive year, is
proudly joined by Ford
Aerospace & Communica-
tions Corporation in under-
writing this program. A
program with an in-depth
behind-the-headlines look
at what's happening in our
world today and why.

“Washington Week In
Review,” produced by
WETA/26 Washington, D.C.
Consult your local listings
for day and time in your
community.
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those still wary of the medium as art,
“The Second Link™ demonstrates that
video amounts to more than the manipu-
lative electronic devices seen in its com-
mercial applications. There is some over-
kill with effects in the exhibition, but
there are also finely edited, imaginative
pieces. Mary Lucier’s **Ohio to Giverny:
Memory of Light” captures graceful
plays of light on water, flowers, and lily
pads reminiscent of Monet.

A contrasting experience is John
Scarlett-Davis’s A to Z,” which shows,
via quick edits linking colors and lines, a
nude young man painting himself with
bold strokes of color, and then rolling his
freshly painted limbs over a broad canvas
on the floor, to the accompaniment of
New Wave music.

In general, video art differs from com-
mercial video in that it tends to be con-
ceptual rather than representational. It
aims to create moods and environments
rather than plots and sharply defined se-
quences of images.

But the spinning boxes that flip images
in the teasers for network sports presen-
tations. or in news-feature programs such
as Entertainment Tonight, are straight
out of video art. When museum exhibi-
tions such as “The Second Link™ draw
from Nig/t Flighr and MTV, and vice
versa, there remains little doubt that
video canvases are entering the main-
stream. not only of American television
but also of American art.

L.M.

ABC Goes for the Gold

The 1984 Olympic Games telecasts are go-
ing to knock your socks off. They will
make you forget the 1980 Olympics,
which made you forget the 1976 Olym-
pics. In 1964, if youremember, the judges
actually scored the figure-skating compe-
tition by holding up cards. That was
about half a dozen generations ago. tele-
vision-wise. ABC, which has had a vir-
tual lock on the games since thosc troglo-
dyte days, recently unveiled to the press
a fully assembled space-age broadcast fa-
cility for the Olympics and wowed the re-
porters with the “total new look for the
1980s.™

The new facility. which the network
calls its “Olympic Village,” is four sto-
ries high and includes 36 video recorders,
12 editing cubicles. eight ENG (elec-
tronic news-gathering) units. and 73 tele-
CHAMNELS 4 NOV/DEC *83
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vision monitors. The studio weighs five
tons and is designed to be dismantled af-
ter the summer games in Los Angeles so
that it may be crated and reassembled for
the winter games at Sarajevo.

Everything in the studio is connected
to everything else by 17,000 cables.
That's 150 miles worth. Other key statis-
tics: ABC will broadcast 187/ hours of
games from Los Angeles (“facility-
wise,” according to Jeff Ruhe, the
games' coordinating producer, that
translates into more than 200 cameras
and 2,525 people); and Julie Barnathan,
ABC'’s ebullient president for broadcast
operations and engineering, will average
about three hours of sleep a night, if he's
lucky.

But that whole riot of recording,
switching, and interfacing will take place
off the screen. You're going to see com-
puter graphics that will blow your mind—
and afford you insights you never had, or
even wanted, before. Take the *‘pulse
watch,” for example. Say two marathon-
ers are matching one another stride for
stride at the 20th mile. Will one of them
falter? A machine measures their pulses
and instantly transmits the data to a com-
puter, which instantly feeds it into the
Dubner character background generator,
which instantly creates a pair of graphs
displaying the critical pulse-rate differen-
tial. Or maybe a lot of top-flight skiers are
skirting mayhem on a hazardous stretch
of the downhill. What’s going on? One of
about 35 skilled artists has already drawn
acomplete model of the slope on the Dub-
ner. Now he lifts out the appropriate
cross-section, while Jim McKay, or
whomever, describes the altitude, the
length. and the pitch.

There will be no empty space during
the XXIII Olympiad coverage. When a
commentator speaks, for example,
there’s often a great deal of unused space
between his shoulders and the top of the
screen. The Quantel “paintbox’ will be
generating images like mad to fill in this
void. If you're bored for more than 30
seconds of the 250 summer and winter
hours of coverage, it’s probably going to
be your own fault.

ABC will also use much of the equip-
ment, which cost the network roughly
$150 million, to cover the 1984 political
conventions. It seems appropriate that
technology developed for sports is to be
used for politics. Who, after all. can resist
the excitement and pathos of watching
the candidates’ pulses rise and fall as del-
egates post their votes? IT.
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| INTERNATIONAL COMMUNICATIONS:
What It Means To Businesses And Societies

Amateur Hours

Remember ham radio? Thousands of kids |

up in attics sending messages from one An International For more information contact:
part of the world to another? Well, today Communication Conference Dr. Larry Shore, P.O. Box 148],
it’s ham television. and some 12,000 li- At Hunter College, New York Hunter College, 695 Park
censed operators in the United States are January 24-26,1984 Avenue, New York, N.Y.
busy broadcasting everything from fam- Presented jointly by 10021-Tel. 212-570-5724

ily get-togethers to images sent back from

outer spuce by NASA probes ‘ Channels of Communications
Il Vi 3

. . ’ and the Hunter College Full Subscription—$300.00
Using assigned bandwidths (located BT EeiE e Donah t Single Day—$150.00
between 28.6 and 29.7 megahertz and be- | n parimen ng ay ’
tween 420 and 440 megahertz), ham-TV | What can be done to reconcile the interests of business
operators can communicate with anyone corporations with the interests of nations?

who has the right license and equipment.
They can set up computer-to-computer
links. send facsimile transmissions of

SPEAKERS: Richard Wiley, former | Producers Corporation ® Russell Pipe,
Chairman, FCC e Tyrone Brown, former | Editor, Transnational Data Report ® Carl
Commissioner, FCC o John Meisel, | Sauvant, Affairs Officer, United Nations

photographs from one site to another— Chairman, Canadian Radio, TV, and Tele- | Center on Transnational Corporations ®
even bounce signals off the moon. communications ® Juan Somavia, Direc- | Herbert Schiller, Professor of Communi-

Ham television is a direct outgrowth of tor, Latin American Institute for the Study of | cations, University of California, San Diego
ham radio. Indeed. the licenses one must Transnational Corporations (ILET) e Ceese | ® William Fore, President, World Associ-

Hamelink, Professor, International Com- | ation for Christian  Communications @
munications, Institute for Social Studies, The | Brennon Jones, Director, Interlink (U.S.
Hague @ John Eger, President, CBS Inter- | distributor of Inter Press Service) o D.K.

obtain from the Federal Communications
Commission to broadcast amateur televi-

sion are the same as those issued tor ham- national @ Richard Salant, President, | Sachdev, Manager, Research and Devel-
radio opcerators. There are five ditferent National News Council ® Henry Geller, | opment, INTELSAT @ Vincent Mosco,
classes—novice, technician, general . ad- Director, Washington Center for Public Pol- | Professor, Radio, Television and Film De-
vanced. ‘ahd amateurextia—aned all but icy Research @ Regina Dantas, Vice Pres- | partment, Temple University ... AND

the novice license entitle one (o transmit ident, Program Acquisitions, Metromedia | MORE TO BE ANNOUNCED.

television signals. Each category has dit- ! MODERATORS: Les Brown, John Downing, Everett C. Parker, Larry Shore —
ferent regulations about what frequencies

and cquipment can be used, which in turn

determine the quality of the broadcast.

There are two types of amateur televi-
sion now in use: fast scan, which permits
live action, and slow scan, which can BAGEHOT FELLOWS
only broadcast still images. With slow |
scan, it takes 8 to 16 scconds for each
screen image to appear, as horizontal FOR 1 983-1 984
lines are stripped in from the top to the |
bottom of the screen. This is the same
imaging technique used when space Victoria Gits Robin Schatz
probes send back’piclures of Mars, Ve- managing editor, CableVision business writer,
nus, or the moon. T'he ndvzmlagc‘of slow . The Atlanta Constitution
scan is that it operates on low frequen- Petel‘ G Gossehn
cies, so a signal can be broadcast over labor reporter. Janice C. Simpson
very long distances. Fast scan. using The Providence Journal-Bulletin correspondent, Time magazine
higher frequencies, sends a normal tele- .
vision image but can only be transmitted Steve Govoni Kathleen Stauder
over a radius of 50 miles. business writer, business reporter.

The cost of a basic fast-scan system, The Record (Hackensack, NJ) Fort Worth Star-Telegram
including camera, antenna, and recciver, R .
ranges from $350 to $900, according to James Jubak Eileen White
Mike Stone. editor of AS Amateur Televi- Editor, A reporter, Education Week
sion magazine. Slow-scan systems are nvironmental Action 0
somewhat more expensive. and a basic S S h gaCk Wl“oughby
color system can cost up to $2,500. usan ac S . usiness reporter, _ ‘

The number of ham-television opera: staff writer, The Miami Herald The Globe and Mail (Toronto)
tors is expected to increase over the next
decade. Like ham radio betore it, ama- The Bagehot Fellowship is a mid-career program of study at Columbia
teur television offers individuals an op- University for journalists interested in improving their understanding of
portunity to experiment with new tech- economics, business and finance. For more information, write Chris
nology. “The big thrill.”” as Mike Stone Welles, Director. Bagehot Fellowship, Graduate School of Journalism,
puts it. “is that you're working Columbia University, New York, NY 10027.
with real TV, doing things the pros do at a
fraction of the cost.” Jost MARTIN |
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OF THE COMPUTER GAME

The new role-playing games will have
a potential for brainwashing that not even
George Orwell dared conceive.

by Steven Levy

HE DEBATE over video games is

reaching fever pitch. In an up-

dated version of “Trouble in

River City,” concerned moth-

ers, surgeons general, and lo-
cal TV news reporters are decrying the
multibillion dollar video-game industry
as a source of addictive habits, wasted
quarters, and minds turned to mush. On
the other side, the games’ defenders (who
turned out in force at a recent Atari-spon-
sored seminar at Harvard) wax enthusi-
astic over improved hand-eye coordina-
tion and first steps toward elusive
“computer literacy.”

But this point-counterpoint will soon
be rendered irrelevant. Technology, as
unstoppable as a wave of Space Invaders.
waits for no debate. Those controversial
arcade video games are merely the pre-
cursors of an advanced form of computer
game-playing that promises to be much
more powerful than any of its “corrup-
tive” predecessors, including comic
books, pinball machines, and pool tables.
The coming wave of computer games will
be so addicting and influential that it will
force us to grapple with completely new
issues. And we will be unprepared to deal
with them unless we stop bickering about
squandered lunch money and take a close
look at the games themselves.

There is a definable ethos and morality
(of a sort) to playing video games. The
form is in its infancy, but just as the child
is father to the man, the psychology of
video games will evolve into the more

Steven Levv’s book, Hackers, will be
published in 1984 by Doubleday/Anchor.

complex mind frame of computer games.
(To clarify my terminology: by video
games, | refer to coin-operated games in
arcades and the cartridge-based games
that play on machines made specifically
for game-playing; by computer games |
mean those games that take full advan-
tage of the powerful memory manipula-
tion of more sophisticated home com-
puters, such as the Apple.)

There’s a lively controversy over when
the first video game was played, but it is
generally agreed that years before people
fed the first quarter to a video game, fun-
loving computer programmers had
hooked up some sort of video display toa
computer in a way that enabled two play-
ers to engage in an interstellar joust.
Spacewar was significant not only be-
cause it was first, but because it set a vio-
lent tone for the games that would follow.
To win, you had to obliterate your oppo-
nent. And the first rule of video games
was thereby established: Shoot to kill.

Not that any evil was intended. The
technology just happens to be susceptible
to games in which some sort of missile
can be directed at an object. In Spacewar,
a protocol termed “collision detection™
took over. If the computer saw that the
missile and the spaceship occupied the
same coordinates on the monitor, it auto-
matically chose the part of the program
that displayed an explosion on the
screen. It was, well, neat.

Space Invaders was the first modern
video-game blockbuster. It reaffirmed
the natural marriage of computers, sci-
ence fiction, and war. The attackers,
clearly, were non-human—and if you

CHAMNELS 6 NOV/DEC '83
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paused to consider the morality of the
contest, you were a goner. When the sau-
cerappeared on top of the screen, did you
think who might be in1t? No! You shot at
it, and that was that.

Video game-playing to date has been
something of a Darwinian exercise.
When someone plays video games of this
genre, he buys into an instant doomsday
scenario; hopelessly surrounded by mor-
tal enemies, he must blast his way out at
any cost. More importantly, once the
game starts, the playeris totally absorbed
in the physical requirements of sur-
vival—move left to avoid missile. fire at
allen—and while he might feel pressure,
even dread. in his situation (and exhilara-
tion at clearing a screen of invaders). the
significance of the scenario does not fully
sink in. It is possible to play Missile Com-
mand hundreds of times without once re-
flecting that those missiles, which you
must stop from hitting your “cities” and
“power bases,” represent real Russian
missiles in a real nuclear war.

Video games have to maintain this “‘no-
think” pace: They make their money on
the assumption that one good 25-cent
adrenalin rush will deserve another, and
since the success of these games will al-
ways be measured in quarters, this ethic
is irreversible. The current trends in coin-
op games lean away from science fiction,
favoring instead cartoon-flavored sce-
narios like Pac-Man or Donkey-Kong (in
which the player climbs girders to rescue
a girl from a gorilla), but what remains
constant is the temporary feeling of peril,
and the possibility of relative success in
dealing with that peril by getting a high
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adolescence, but in excessive embellish-
ments on explosions and other macabre
details. (One programmer’s first effort
used a substantial percentage of the pro-
gram code to feed a digital representation
of a death scream into the computer.)
Perhaps for this reason, taste isnot one
of the strong points of computer games. A
game called Firebug has a prospective ar-
sonist as protagonist. The object is to
keep up a steady stream of gasoline from
the arsonist to the building so that the
torching goes off without a hitch. Other
games litter the screen with dead aliens
and people to such an extent that they
make the “traditional”™ video-game

If you pause to
consider the
morality of the
game, you're a
goner.

shoot-’em-ups look like kindergarten.

The best-selling computer games,
though, are more likely than not written
by experienced programmers in their 20s
or even older, people who know that a
successful game has to difterentiate itself
from hundreds of others and take full ad-
vantage of the computer’s powers. Chief
among these is the ability to create simu-
lations so complex the participant quite
easily pictures himself as a character in
an exotic scenario. Until recently, this act
of imagination has usually been the prov-
ince of books and films. The computer
goes a step beyond those media; it inter-
acts with the participant as he makes de-
cisionsin character. Thisis tremendously
compelling, and it is no wonder that for
many computer owners—adults in-
cluded—these games become a passion,
sometimes indulged to the point that life
away from the computer is neglected.

In what kinds of scenarios do computer
games immerse their aficionados? Let’s
consider two of the most popular com-
puter games made for the Apple. One is
called Castle Wolfenstein. The game’s
plot is explained when you “boot™ the
floppy disc containing the program into
your computer: You are a prisoner of the
Nazis in World War I, held in an old cas-
tle. You get hold of a smuggled gun, kill
the men guarding your dungeon, and go
through the castle unlocking trunks and
searching them for weapons, uniforms,
and enemy plans. As you manipulate

|

your persona through the castle, you en-
counter Nazi guards, who shout at you in
German. When you kill one of them, you
hear his screams through your com-
puter’s speaker. You win by escaping
from the castle. (I've played for hours.
and have yet to see the bright sunshine
and flapping doves that supposedly ac-
company an escape.) The other game is
Choplifter. and its object is to fly a heli-
copter across an enemy borderin order to
rescue 64 of your nation’s ‘““hostages.”
While dodging enemy fighters and tanks,
you attempt to land, wait for the human
figures to run into the copter (those who
can’t fit will dolefully wave goodbye), and

head back across the border to safety.
Scoring is simple: the number of hostages
rescued, minus the number killed.
Arcade games usually require only
dexterity, but these computer games call
for some strategy as well—and this is
where the value judgments come in. In
Castle Wolfenstein, you have to antici-
pate the reaction of the Nazi guards. At
times a guard may surrender to you, hold-
ing up his hands and calling you “Com-
rade.” Unfortunately, as far as I can tell,
dropping your gun or attempting to move
away from him will merely result in your
capture, so the only strategic reaction is
to shoot the poor fellow while he’s got his
hands up. This may not be the greatest
lesson for youngsters living in countries
that adhere to Geneva Convention rules.
Choplitter’s lesson is more humanistic.
The scoring of the game compels you to

give some thought to preserving lives, al-
though firing away at a tank will occa-
sionally result in a stray missile blasting
away a hostage or two. In tact, Choplift-
er's pacifist mission caused a sensation in
the computer-game industry. It remains
one of the very few games whose object is
not to bring about some sort of digital
genocide, but actually to save people.
Encouragingly. Choplifter's success has
spurred a spate of “rescue” games.

The important difference between
such contemporary computer games and
more visceral shoot-’em-up games is that
the former require players to internalize
the designer’s value system and act ac-
cordingly. Obviously, these still-rudi-
mentary arcade-style games do not call
for very sophisticated decision-making.
But you don’t need a crystal ball, or even
a consulting firm, to see the mind-blow-
ingnext step in computer games. They're
here already, and they are so complex
that you can literally get lost in them.

[ am referring here to “role-playing”
games on a computer. Though the trade
defines this term more narrowly, I use it
to apply to games, often text-based, in
which the player assumes a computer
persona and gives commands enabling
the persona to move in and manipulate a
fantasy environment, someétimes in ex-
tremely detailed fashion.

The first of these games was Adven-
ture, written in the mid-"70s by two com-
puter programmers working in the field of
artificial intelligence. In playing Adven-
ture (sometimes known as Colossal Cav-
erns), the persona finds himself in a world
full of murderous dwarfs, unbridgeable
caverns, and dark passageways. There
are treasures to be found, but only if the
adventurer gives the proper commands to
the computer, not only telling it where to
move the persona (**Go south’) but hav-
ing the persona interact with the environ-
ment. “Kill dwarf.” you might say, and
the computer will respond, *“With
what?” Then you might say, “"Use ax,”
and if you have picked up an ax in your
travels, the computer will tell you that
you have killed the dwarf. When the Ad-

Technology, as
unstoppable as a
wave of Space
Invaders, waits for
no debate.
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video games have
the power to
influence thinking.

venture program first appeared on the
Stanford University computer, people
would “enter the computer center on a
Friday afternoon and not leave until
Monday,” according to Donald Wood,
one of the game’s creators.

Softporn, a best-selling adventure
game for microcomputers, shows how a
role-playing game can force a player into
its author’s way of thinking. The player’s
objective is to “‘find and seduce three
girls.” So naturally, when a ‘“gorgeous
blond” is encountered in a hotel lobby,
the player will say anything—arnyvthing—
to get this female into bed. Forget about
your liberated view of women—you have
to think like a seducer, be a seducer.
Though this game is clearly marked
“Adults Only,” it illustrates a problem
endemic to adventure games: Each has a
value system that must be bought whole-
sale, and most often it's a violent one in
which “kill” is an accepted, at times a
required, command.

Yet adventure games can have remark-
able educational value. What better way
to learn about life in colonial America, for
example, than to be a colonial American?
The program for such a game could place
the player in various situations, and limit
acceptable responses to those that would
have been appropriate in colonial times.

Hundreds of adventure-style games
are now available for home computers,
their scenarios ranging from a re-creation
of a Greek myth to one in which the play-
er’s persona is a vacationer who has been
thrown in jail, and must escape a firing
squad, fight cannibals, and finally try to
get a refund from the travel agency.
Along with plots that become progres-
sively more complicated, the formats of
the adventures are becoming more so-
phisticated. Computers accept an in-
creasingly wide range of commands, and
often provide high-resolution pictures to
accompany the text. The day swiftly ap-
proaches when a game-player will sitin a
“media room,” fully equipped with ef-
fects for all five senses, using voice com-
mands to manipulate an adventure per-
sona who is, for all practical purposes,
indistinguishable from the player himself.

|

Obviously, there are dangers in games
that are so totally absorbing. How can a
game-player, especially a young one, get
so deeply involved without having the
ethics of the game bleed into his own per-
sonality? Where does the game stop and
“real life” begin?

Technology is not waiting tfor an an-
swer. However haphazardly, the com-
puter-game industry is developing its
own bounds, even its own law. One com-
pany caused a furor by releasing a video
game called Custer’s Revenge. Built to
operate on the Atari game machine, this
game has a player directing Custer to
rape an Indian woman tied to a stake. Un-
der pressure from feminist and I[ndian
groups, some localities considered ban-
ning the game, and Atari filed a suit
against its creators. The ACLU has
fought such banning efforts, insisting that
computer games are covered under the
First Amendment. (The publisher even-
tually bowed to the pressure and took the
game off the market.)

One video game has already been sub-
jected to political censorship. Soon after
the Argentinians invaded the Falkland Is-
lands, a game called Obliterate appeared
on England’s Prestel teletext system.
Created by a newsman in Manchester,
the game urged participants to man an
English submarine and sink the Argen-

tine flagship. While a few observers
hoped that the playing of Obliterate might
let off some domestic steam, others com-
plained it fueled the jingoism then ramp-
ant in England. Finally, politicians ob-
jecting to the game’s distastefulness
managed to have it removed from Prestel.

Some newspapers here treated the inci-
dent as a joke. But it was no joke. Even
now, in their toddling stage, video games
have the power to influence thinking. As
the games mature, they will accommo-
date more sophisticated messages, more
political content, more graphic sexual
content . . . and master much more hyp-
notic ways of enveloping the player into
their tiny universes. It might come as a
surprise to those—such as a recent book
reviewer in The New York Times—who
consider video games a fad as ephemeral
as the Hula-Hoop, but the computer
games of the future are going to have a
profound effect on us.

Should we try to limit them? Abso-
lutely not. I am thinking ot another tech-
nology that has been devastatingly effec-
tive in changing modes of thought, of
shaping values, of creating worlds into
which people can escape. This technol-
ogy has become so addicting that re-
peated attempts to control it have been
doomed to failure; its users will always
find ways to practice it. This technology,
of course, is the written word, and what
we now call “games” are quickly devel-
oping the same versatility and persuasive
power that we have long regarded as the
essence of words on paper.

I have no idea what will happen when
these capabilities are wed to powerful in-
teractive computers that can stimulate
three, four, or maybe all of our senses.
The potential exists for electronic James
Joyces, and for brainwashing sessions
that George Orwell dared not conceive.

But I’'m pretty sure of one thing—

" sooner or later, people are going to stop

referring to these creations as “‘games.”’m
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How TV Caught the

Unprintable Truth

by T.D. Allman

The surprise about the series is not its
discoveries about the war but its revelations
about television.

IFTEEN YEARS after the Tet
offensive, arguably the
turning point of the Viet-
nam war, William West-
moreland and North
Vietnamese general Vo
Nguyen Giap sit before PBS cameras—
separately, of course—t0 explain the sig-
nificance of the bloody struggle. 1t is the
seventh episode of PBS’s monumental
13-hour documentary, Vietnam: A Televi-
sion History, now showing through De-
cember 20. Westmoreland argues, as he
has argued since 1968, that Tet was not
the stunning and humiliating defeat it

T.D. Allman covered the Indochina war

for the Manchester Guardian. His hook
on U.S. intervention in the Third World,
Unmanifest Destiny, will be published by
Dial Press in 1984.

seemed to most Americans, whose televi-
sion sets brought them images of Amerni-
cans fighting and dying in a ravaged land.
No, insists the general, the TV set was
wrong. Far from being a Viet Cong vic-
tory, he says. Tet “proved that we were
winning the war."™

General Giap, one of the many leading
North Vietnamese officials whom PBS
interviewed in Hanoi, sees things quite
differently. In the strict military sense,
Giap concedes, the Tet offensive was a
failure: American firepower forced the
Viet Cong and North Vietnamese troops
who overran South Vietnam to withdraw.
But psychologically and politically, Giap
adds, Tet was a Viet Cong victory of in-
calculable importance because it demon-
strated that victory as Americans had un-
derstood it was simply impossible in
Vietnam—indeecd that military defeat it-
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self could be staved off only at an im-
mense, and unacceptable, military, politi-
cal, financial, and psychological cost.

Giap of course was entirely correct.
His troops held the U.S. Embassy for
only afew hours, but several months later
L.yndon Johnson decided to abandon the
White House. The dumb, unblinking tele-
vision eye had shown the American peo-
ple what all the scholarly tomes and ear-
nest editorials never had completely
managed to convey in print, and what
Westmoreland, even now, does not seem
to grasp: The only way to “save’ Viet-
nam was to destroy it. Never again would
the American people really believe the
war was a noble endeavor to confer de-
mocracy and progress on Vietnam. Up
until Tet, the debate had centered on how
the war might be won. Thereafter there
was only one debate—on how to get out.

Vietnam: A Television History tells us
almost as much about televi-
sion as about Vietnam. The
narrator of the program re-
minds us more than once that
Vietnam was the first televi-
sion war. But this conven-
tional observation turns out
t0 mean more than one at
first thinks. Throughout the
series we witness televi-
sion’s capacity to communi-
cate more than those in front
of the camera, or even be-
hind it, intend.

As we watch the two aging
generals, we cannot help see-
ing beyond the facts, memo-
ries. judgments, and opin-
ions the two are seeking to
convey. Giap’s appreciation
of the human nature of war
animates his every word and
gesture. Westmoreland ap-
pears as rigid and unrelated
to his surroundings as he did
during the war. His notion that it is all a
matter of technology and hardware runs
through even his pieties about hearts and
minds.

Giap, we quickly realize, understands
that we Americans are human beings,
that we need to believe what his own
forces never doubted—that our wars are
not just winnable, but worth winning.
Westmoreland, as he faces the camera,
reveals an equally crucial fact about the
war: Like so many of our leaders, the
poor fellow never managed to grasp what
Vietnam was all about.

ROBERT ELLISON, BLACK STAR

Television’s influence on the war was
axiomatic. For the first time, people
could see a war while it was being fought.
But the enormous influence of television
was largely unexplored at the time and
remains misunderstood. Was television
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“biased,™ as the Westmorelands and the
Nixons claimed, or was it ““objective,” as
the network executives and elite com-
mentators countered?

Clearly it is disingenuous to argue that
television was wholly objective. Yet its
significant bias had to do not with the ide-
ology of those who controlled it but with

the medium itself. While print lends itself’

to abstraction—it is far casier for a writer
to state what things “mean’ than to re-
create the events themselves—television
craves concreteness. TV’s inherent pref-
erence for the dramatic image no doubt
influenced coverage of the war as

strongly as, for example, the tendency of

the B-52 bomber to hit “friendly” targets
influenced the American conduct of the
war.

Even the most experienced students of

the war eventually came to precisely the
conclusion the TV camera had arrived at
without having to think. By the mid-
1960s, for example, Bernard Fall, per-
haps the reporter respected the most by
those of us who covered the war, an-
nounced he was no longer bothering to
cover Saigon’s undulating intrigues and
ccascless prognostications of light at the
end of the tunnel. Caligula’s horse. he re-
marked, could be premier of South Viet-
nam now, and it wouldn't matter.

For the rest of his life Fall went around
with the grunts. It had taken him decades
of research and reflection to discover the
single most important fact, the determi-
nant truth of the war: All that mattered,
after a while, was the American destruc-
tion. The television camera arrived at the

Watching the series,
one realizes that
TV was the idiot

savant of Vietnam.

conclusion unconsciously. One realizes,
watching this most painstaking documen-
tary, that television was the idiot savant
of the Vietnam War.

Time and again on Vietnarn one sees
television challenge the abstract with the
concrete, and thereby gain a truth, Thus
in the eighth episode, “*Vietnamizing the
War,™ we learn that President Nixon or-
dered the number of troops fighting in
Vietnam steadily diminished between
1969 and 1973. The goal of Vietnamiza-
tion was Lo allow the United States to win
the war while minimizing the American
costin lives—and the Administration’s in
political standing.

Yet again a major North Vietnamese
and Viet Cong offensive unfolded. And
yet again it was ultimately turned back by
a stupendous expenditure of American
firepower. There infact was only one real
difference between the Tet offensive of
1968 and the Spring offensive of 1972:
This time it was the South Vietnamese,
not the Americans, who were dropping
the bembs. This particular battle of the
thirty-year Vietnam war ended when

<
b | . £

QQ“? o oSl
H

NOV/DEC '83

cHAMNE LS 11

www americanradiohistorv com

WIDE WORLD

troops Irom Saigon retook the northern
province of Quang Tri.

At the end of the episode the camera
pans over Quang Tri City. The only thing
moving is a South Vietnamese flag, list-
lessly flapping in a worn-out wind. Eve-
rything else is utter devastation. This was
a “victory.” The Vietnamization pro-
gram had worked. In mid-September
1972, for the first time in seven years,
there were no Americans killed in battle
in Vietnam. That same week 5,000 Viet-
namese died in combat.

PBS’s commentary on the battle for
Quang Tri is characteristically terse. We
are told that “the fierce and prolonged
battle for Quang Tri City provides ex-
traordinary footage of a South Vietnam-
ese army unit in combat, the terror of the
civilian population trying to escape, and
the destructive force of modern fire-

(Continued on page 86)

The turning point (opposite page):
American troops battle North Vietnam-
ese at Khe Sanh during 1968 Tet offen-

sive.

The view from the north (above): Vier-
minh commander Vo Nguven Giap, seen
here with Ho Chi Minl in 1945, is inter-
viewed in the PBS series.

The First Vietnam War (left): French
soldiers under siege ar Dien Bien Phu in
1954.
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©1983 Hughes Communications

ANNOUNCING THE ADVENT
OF GALAXY 11

The successful June launch of Galaxy I represented
a commitment fulfilled to the cable industry.

GALAXY Galaxy Il represents a commitment to

the business industry.

Both of these communications satellites are
cornerstones of an advanced telecommunications
network developed by Hughes Communications

called The Galaxy System.

With its launch, Galaxy II joins Galaxy I, 22,300 miles
above the earth, to provide specialized voice, video and data
communications service to the business community. Next
June Galaxy III will be launched into space, becoming the
third cornerstone of The Galaxy System.

A sophisticated terrestrial network of earth stations and
microwave interconnect facilities complements this space
segment. By locating earth stations in major metropolitan
areas throughout the country, Hughes Communications can
tailor service to individual customer needs.

That’s why business industry leaders such as

MCI Communications Corp. and IBM Corporation have
chosen to utilize the Galaxy satellites and the associated
ground network. They understand that from the outset
Hughes Communications works directly with its customers
to design a state-of-the-art communications network to
meet specific customer goals.

The general business community no longer needs to
compromise its long-term communications goals because
of the limitations of existing networks. Galaxy II

and the entire Galaxy System will make advanced
communications technology work for the specialized
needs of today’s businesses.

e HUGHES COMMUNICATIONS

________________

MUGMES AIRCRAFT COMPANY

For further information contact Cindi S. Whalen, Hughes Communications, PO. Box 92424, Los Angeles, CA 90009, (213) 615-1000.
Hughes Communications is a group of wholly-owned subsidiaries of Hughes Aircraft Company.
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INTRODUCTION:

AN ANNUAL REPORT ON THE ELECTRONIC MEDIA

L astyear, Channels produced the first
Field Guide to the New Electronic Media, a carefully researched and highly
readable publication whose purpose was to make order out of the confusion
about the new communications systems. As a primer on the media, the 7983
Field Guide was keyed to the metaphor of an electronic environment and,
accordingly, organized the technologies in the way the flora and fauna of the
natural environment are classified—by families, species, and subspecies.

The 71983 Field Guide was such a spectacular success—copies are still
being purchased in bulk by universities for use as textbooks, as well as by
media companies, investment concerns, and law firms—that it became the
basis for an annual service by Channels.

The Field Guide for 1984 goes well beyond the primer, in examining not just
the state of the art but the state of the market—how each of the species is
managing in the prevailing economic and regulatory climate, and how each is
faring against the competition. And, since this is a guide to the field of elec-
tronic media, it includes the best-established and most pervasive of them:
broadcast television, commercial radio, and telephone. They still dominate
electronic communications in America today, and any attempt to portray the
second age of television without these powerful carry-overs of the first age
would seriously distort the picture.

In its totality, this Field Guide shows where things stand and why. As part
of its research for this survey, Channels interviewed the leading media ana-
lysts, on Wall Street and elsewhere; their most provocative comments ap-
pear throughout the Field Guide. The Field Guide's centerpiece this year is a
graphic illustration of the electromagnetic spectrum, and how it has been
developed by new technologies over the years. Past and present mingle
here, as they should, against the intriguing horizon of the future.

With this second edition of the Field Guide, Channels provides what in
effect is the Annual Report of the Telecommunications Industry. Because
this magazine is independent and impartial, it is uniquely equipped to perform
this function, not enly for the business community but for all who depend on
telecommunications.

L.B.

CONTRIBUTORS

This Field Guide was researched and written by the editors of Channels
and the following contributors:

Gary Arlen, editor and publisher of Interna- Paul Mareth, a communications consuitant

tional Videotex and Teletext News;

Merrill Brown, telecommunications re-
porter for The Washington Post,

Mark Edmundson, a Channels contributing
editor;

Mel Friedman, a communications writer
based in New York;

David Lachenbruch, editorial director of
Television Digest;

Steven Levy, author of Hackers, to be
published by Doubleday/Anchor;

and frequent contributor to Channels;

Michael Schwarz, a television producer and
Channels contributing editor;

David Stoller, a cable industry reporter and
former writer for Cablevision,

Julie Talen, a staff reporter for Television
Digest and frequent contributor to Chan-
nels;

Laurence Zuckerman, associate editor of
the Columbia Journalism Review.

Edited by Michael Pollan
lllustrated by Anders Wenngren
Charts prepared by Lisa Moss & Richard Barbieri
Cover by Andrea Baruffi
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Help Stamp Out Unicorns

The CABLESHOP will change Infomercials from imaginary creatures into

real workhorses for your business.
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popular topic of conversation. Alas, since
none were ever captured, no one could
ever take advantage of the Unicorn’s
magical powers. So it is today with
Infomercials.

A lot of advertisers are talking about
Infomercials, but most are having prob-
lems finding a way to put them to work
as part of their marketing mix. Or even
knowing if Infomercials do have the mar-
velous properties claimed for them. The
CABLESHOP is changing all that.

The CABLESHOP is the first all-
Infomercial cable television service. We've
just launched into almost a quarter mil-
lion cable homes and we've got ambi-
tious growth plans in the top 30 markets.
By advertising on The CABLESHOP you
can now gain invaluable marketplace
experience in assessing the upside poten-
tial of a brand new form of television
advertising.

Because The CABLESHOP can pro-
vide measurable results. We've got an
interactive capability that helps gauge
consumer demand for your Infomercial.
And we can combine the power of direct
response with cable television to see what
kind of lift Infomercials provide for your
offer. A comprehensive market research
program is available as well.

Based on results of our nine-month
test market in Peabody, Massachusetts,
we're sure that consumers will make the
Infomercials on The CABLESHOP an impor-
tant part of their television viewing habits.
And we're equally certain that consumer
viewing translates into increased retail
traffic and sales.

But we know you won't be fully
convinced until you try it for your own
products. So come on and discover what
we've discovered.

You don't have to think of Infomer-
cials as Unicorns. The CABLESHOP will help
you harness their powers and turn them
into real workhorses for your business.

Call Garth Hallberg or any of our
experienced staff at (212) 980-6686 for
all the details.

C

767 Third Avenue, New York, NY 10017
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ERIC STALLER

PERSPECTIVE:

BEYOND BOOM & BUST

BY LES BROWN

ne of the odd effects of the communications revolu-
tion is that it seems to have made people less inter-
ested in today than in tomorrow. For a journalist,
whose bailiwick is the present, it's somewhat dis-
concerting to be asked repeatedly, not “What's the lat-
est?’'—which any mortal might be competent to answer—
but, “Where is all this going?"’ Over lunch the subject of an
interview is likely to leanin and say, "“"Tellme, is DBS going to
fly?" or, “What's it look like for cable down the road?"

No one really expects a reporter to foretell the future, of
course; the questions are nothing so much as a nervous tic.
People with a stake in the media are understandably on
edge these days because fortunes are at risk, and they wilt
seek out almost any educated theory on what's to come.
The danger is that they may give too much credence to
transitory indicators. The present is a notoriously poor guide
to the future. It tends to be myopic and always on the edge
of change. Anyone who had used the present as a road map
in 1982 would have seen Atari as the future. A much better
guide is the past, which affords some perspective and re-

minds us that we have lived through this, or somethirg like
it, before.

The present has no patience: It will celebrate whatever
comes out the gate a roaring success and condemn what
does not. Those given to basing long-range judgments on
present signs would have placed their bets on Mork and
Mindy when it began but not on such slow starters as All in
the Family, 60 Minutes, Hill Street Blues, and M*A*S*H.
Gustave Hauser, the former chairman of Warner Amex Ca-
ble, remembers that only a month after the smash debut of
MTV, one critic decided the widely praised rock-video net-
work was in trouble because it was losing money.

When the present was 1939, and television made its pub-
lic debut at the New York World's Fair, The New York Times
conceded it was impressive but predicted flatly that it would
never measure up to radio broadcasting. Wonderland of
Knowledge, an off-brand encyclopedia published in 1938,
summarized the views of some experts who doubted that
television would ever be a medium for mass audiences.
Why? Because transmissions were expensive, television
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sets complicated and in need of frequent attention, and
channel frequencies too few in number to compete with
radio. Too few channels, the experts said, would necessarily
restrict audience size.

In light of what we know today, these misreckonings are
amusing. And one wonders whether the immediate present

The sobering effects
of experience have altered
the face of the revolution.

e —— ]
{late 1983) isn't providing us with comparable intelligence.
Experts who project the future from the present would have
you believe the following:

e That STV (subscription television broadcast from UHF
stations) can be written out of the picture, because it has
gone bust in a number of key cities;

e That two-way cable isn't what it was cracked up to be,
because it hasn't caught fire with subscribers in Cincinnati,
Pittsburgh, or Dallas;

® That teletext may be a dead issue, because itcan’'t seem
to get started in the United States;

e That the video disc is a loser because it lacks the ability to
record programs off the air, the way a VCR can;

e That pay-per-view is a fantasy because Sophisticated
Ladies and The Pirates of Penzance each lost a bundle for
the promoters;

® That no one in his right mind would get into the cultural or
upscale television business, because didn't CBS Cable and
The Entertainment Channel both go belly-up in short order?

The problem with the view from the present is that it is
shallow. The past has the depth of hindsight. CB radio, for
instance, looks very different to us today than it did six or
seven years ago when citizens-band broadcasting was the
rage. The past reminds us that color television took years to
catch on, that UHF television was a frail business until cable
gave it parity on the dial with VHF, and that cable itself had
dim prospects for growth until less than a decade ago, when
satellite-delivered programming gave the medium some-
thing to seliin the cities. What we learn from the past is that
history doesn’t follow a straight course. Often, unforeseen
developments cause it to turn a corner.

The instructive example is FM radio, which was touted as
the hot new medium even before the end of World War 1.
Today almost anyone would rather own an FM station than
an AM. But those facts belie FM's miserable struggle in the
marketplace for almost a quarter-century. Things got so bad
that during the mid-'60s many large broadcasting compan-
ies gave up on FM's business prospects. NBC sold off some
of its stations, and Metromedia donated a commercial FM
station to a local public television organization. But a few
years later FM had an explosive emergence, brought on by
the coming together of stereo technology and rock-music
culture. Who would ever have dreamed that so many rock
enthusiasts would want to spend thousands of dollars on
stereo rigs that brought the music in pure? Now the AM
radio industry is scrambling for a stereo capability in hopes
of recapturing some of its old audience.

The past also reminds us that not every technology takes

hold just because it exists. Bell Telephone’s Picturephone
has been in mothballs for decades, and 3-D movies,
Cinerama, and Smeliavision were only passing fads (al-
though the 3-D fad has passed several times, and the princi-
ple of Picturephone is being rediscovered in satellite vid-
eoconferencing). Undoubtedly, some of the glamorous
technologies and systems on today's frontier will exist only
in our memories in the year 2000. Yet it would be a serious
mistake, at this stage of the revolution, to write off any
technology on the basis of its present or recent perform-
ance in the marketplace.

STV does seem at the moment the first of the big flops in
the new media sweepstakes. Still, the possibility remains
that some day, when competition for the advertising dollar
grows fierce, the currently powerful commercial VHF sta-
tions will find over-the-air subscription television a useful
option, if not their key to survival. indeed, STV already fig-
uresin public television’s contingency plans. There has been
some talk at PBS of adopting a part-time STV service for live
cultural events as a way to help finance the system. The idea
isn't wildly popular with noncommercial broadcasters at this
moment, but it could gain adherents if the financial condition
of public television grew desperate. STVis aresort, evenifa
last one. So it is possible that rather than dying, STV is
merely entering a period of dormancy.

From the vantage point of the present—at least to some
eyes—cable is notin the pink of health. With possibly one or
two exceptions, none of the two-score advertiser-sup-
ported cable networks saturating the satellites is making a
profitas yet, though it had all seemed so promising a year or
two ago. But advertising has always been scandalously
slow to support new ventures (including television itself,
when it was young}, and a more sophisticated view of ca-
ble’s comedown in 1983 is that it was mainly the natural
reaction to a period of excessive hype.

In a speech to the cable industry, Herbert Granath, presi-
dent of ABC Video Enterprises, predicted that by the end of
the decade fewer than a dozen of the ad-supported net-
works on the satellites would survive. “'Does this mean the
cable industry itselfis dying? Absolutely not,"” he said. Citing
the case of the three television networks, which habitually
cancel failures even when the advertising exists to support
them, he added, "The process of winnowing out the weak
from the strong is a natural one. It's more a sign of the basic
health of the industry than it is a symptom of disease."

As cable enters a new phase and begins the process of
growing up, other new technologies that are just about to
make their debuts—direct-broadcast satellites, multichan-
nel MDS, and cellular radio—have captured some of the
enthusiasm that previously surrounded cable. But their
great expectations are rooted strictly in business rather than
in public service.

If the state of the telecommunications revolution is mark-
edly different this year from last, it probably has less to do
with the faltering of certain technologies in the marketplace
than with the sobering effects of experience. The second
age of television is old enough by now tc have a past of its
own, albeit a brief one. The gold-rush fever has subsided,
along with the blue-sky hype, and these are surely positive
developments.

It's no easier to peer into the future than it was a year ago,
but we are unguestionably better equipped than we were to
understand the present.
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EASTMAN Film.

There’s nothing
to stop you...

but your
Imagination.

The Mobius strip — symbol of infinity— also symbolizes Eastman film’s ability to capture your

unlimited visual imagination.

THE FILM LOOK: It shows you it’s better. It
reveals reality. It conveys fantasy. It captures
everything in between. Eastman color negative
film does it —beautifully and believably. It
offers the broadest range of imaging —from
delicate hues, subtle contrast and controlled
depth, to brilliant color, sharp contrast and bold
perspectives. This is why the film look is widely
preferred for original production.

PORTABILITY: Whether for moon shots, ocean
shots, action shots or location shots, the motion
picture camera continues to be the most porta-
ble and rugged original production equipment.

FLEXIBILITY: Film is the production medium for
the future, as well as the present. Your film origi-
nal can be converted faithfully to videotape for
television transmission without losing image
quality, because of film’s unique wide latitude.
The superior resolution of today’s original
Eastman color negative films not only satisfies all
of the technical requirements of existing TV
standards, it also surpasses the requirements of
the proposed high-definition TV systems of
tomorrow.

THE STANDARD: Film represents the standard of
image excellence. And the family of Eastman
color negative films represents the quality,
sophisticated technology, reliability and world-
wide service that will continue to help your
imagination become reality.

Eastman film — the imperative,
not the alternative.

EASTMAN KODAK COMPANY
MOTION PICTURE AND AUDIOVISUAL MARKH'S DIVISION
ATLANTA: 404-351-6510
CHICAGO: 312-654-5300
DALLAS: 214-351-3221

HAWAIL: 808-833-1661
HOLLYWOOD: 213-464-6131
NEW YORK: 212-930-7500

SAN FRANCISCO: 415-928-1300
WASHINGTON, DC: 703-558-9220
MONTREAL: 514-761-3481
TORONTO: 416-766-8233
VANCOUVIR: 604-926-7411

&

? Eastman Kodak Company, 1983
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SATELLITES:
THE BIRDS THAT MAKE IT ALL FLY ’s&g‘;
Dy SATCOM
< e 3 ) (RCA Americom)
| RCA aHBO (future use
r O ((é?ﬂi;l‘AR NBC-TV *SIN : )
P IR Hi-Net *FNN
Communications *SPN
GALAXY 2 Y\IAT%\JT K Network ABC (future use)
- (Hughes) 3 \’;JV?)(I; oL RCA mBravo (Rainbow)
Communications ijBAé De{gz;;:lznt of
: E}:OBU?W Cable éggﬂ;w:rt Netcom International CBS
Times Mirror D4 mON TV Armed forces wThe Playboy
* Spanish *ESPN Satellite Network Channel
e adtonal *Country Music TV NASA American Busvr)ess
Network (SIN) AT&T SRM Computers Network (BizNet)
A ABC * Trinity
Turner Broadcastmg £y Brigadiasting
.*Sg?sv;;::&e 2 RCA Network (TBN)
2 ‘MCI 3R % ARTS Time Video
* Nickelodeon Information
* The Inspirational Services
Network mAmerican Network
*WGN Superstation Movies
* ESPN Number One TV
% CBN Cable % National Christian
Network Network
HEN THE FIRST communications sat- g o S Moy perl
ellite was lofted into space in 1962, | ISh;)wtime Natwionk
telecommunications was suddenly lib- aHBO *ESPN
erated from the confines of the earth. ’ *MTV QUBE
Yet the moment was not, like the % Cable News NBC
moon landing, merely symbolic. The Network 5 Learn Alaska
revolution in communications that has % The Learning Al N:tvsvotrl?l.t TV
occurred over the ensuing 20 years owes a tremendous l .HCTPE"SIEIS ?r;ezte I
debt to the satellite. The capacity for inexpensive, instanta- S Gable tiealih
neous, nationwide transmission offered by the satellite has Network
transformed cable television from a relay system into an % Hearst/ABC
immense industry; freed broadcast stations from much of Daytime KEY: ,
their dependence on networks; increased the volume and | * Reuters Monitor " Eagé?;ri?g'ce
efficiency of long-distance phone service; blurred the dis- *ég:rl\caTWorld . :A": Basic Cable Service
tinction between print and electronic media, and created Network 7 = Telephony &
such wholly new technologies as videoconferencing. % The Weather Telegraphy
Three elements comprise satellite communications. A Channel
transmission station on the ground, known as an “‘uplink,” ; % Modern Satellite
beams signals into the sky. There the signals are received, Network

amplified, and retransmitted by any one of a satellite’s 24
transponders, each of which handles one video signal or
1,000 phone calls at a time. The signals are received back on
earth by a radar dish, or ““downlink.”" Because the satellite is
locked into what is called “"geosynchronous’ orbit, in which
it moves at the same speed as the earth. it always remains
in the same position with respect to its thousands of
downlinks. The whole process can link any two points on a
continent in one quarter of a second.

The revolution brought about by this technology is clearly
seen in its effects on the very concept of a network. This
term used to be reserved almost exclusively for the three
broadcast giants, apparently as solid and immutable as mar-
ble. All that's ancient history now: The last few years have

seen an explosion of satellite-linked networks. Every month
brings an announcement of a new “ad hoc' network, with
independent and even Big-Three affiliate stations forming a
tenmporary unit to broadcast a show or series fed to them by
satellite— Nicholas Nickleby, or Entertainment Tonight, for
example. In the fall of 1981 fewer than 200 of the 800 com-
mercial TV stations owned a receiving dish; two years later
the figure had reached 550.

Satellite transmission has virtually created modern cable,
almost every one of whose myriad channeis carries a new
network. With its 24-transponder {or channel) capacity, the
satellite has fulfilled cable’'s promise of abundance—the
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Independent
X Network News
4  YWestern Union

SATELILITES
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Hughes TV Net‘Wo_r_k g *The Nashville
National Public Radio Network
Bonneville Satellite . Cmcorp
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Catholic Group W
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Network Ertertainment
Wold Television (BET)

Communications The American
American Satellite Network

Company M/A-COM DCC Inc.
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Service mThe Disney Channel
ABC Network mSpotlight West
*SIN * ARTS & Daytime
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* CNN

medium's principal advantage over rival delivery systems. It
has also allowed cable programmers to leapfrog the cum-
bersome and expensive system of land lines used by the
networks.

The satellite has broken down all sorts of centralized
power—one might almost call it a democratic technology.
As network control has been eroded by new, satellite-fed
programming choices, so AT&T's dominance in the long-
distance telephone market has been challenged, if not ex-
actly imperiled, by the ability of competitors such as MCl to
offer service via satellites rather than phone lines. Individ-
uals, too, have gained a new power. The homeowner can

" ‘Bro#dcastm'g

- Compan : X
2 usal i (lBH Corﬁ.sht F&Ae’tna)
' C3 Telesat [ :
mSuperChannel I Satelhte Busmess‘
* Knowledge Systems
wFirst Choice 2 Satellite Business
JAtlantic Satellite Systems
Network Videostar
mSTAR 3 Satellite Business
mTVEC Systems
mlasette Comsat General
* TV Ontario 1Skyband
D1 Canadian
Broadcasting
Company
Cancom

now put a receiving dish in his back yard, shortcutting (per-
haps illegally) the entire structure of program delivery.

Finally, the satellite has made several new technologies
possible. Bankers or physicians or hotel executives all over
the country can now communicate with one another in-
stantly via satellite-delivered videoconference, which repre-
sents only one variety of the "'private network’ made possi-
ble by the bird. The major new development of the past year
has been the direct-broadcast satellite, or DBS, a means of
beaming programming right to the house, bypassing once
again the traditional local delivery structures.

All of this feverish activity has made the satellite business
terrifically lucrative. In June 1983 Hughes Communications,
after about $145 miilion in expenses, launched the Galaxy
satellite. Before it even cleared the gantry, the company had
sold 18 transponders—it held the other six in reserve—for
$270 million. Customers are clamoring for more transpon-
der space. The so-called "'arc of good location” for satellites
has already been filled, and the FCC has allowed satellites to
orbit more closely together, so more can fit. The commis-
sion has also given the satellite business a boost by allowing
transponders to be sold like any other commodity, rather
than leased on a first-come, first-served basis, at a uniform
price, as common-carrier law requires.

indeed, technological developments may loosen several
logjams. 1984 will see the birth of a new generation of satel-
lites operating in the ""Ku’* band, at a higher frequency than
today’'s "C"' band satellites do. Future satellites may carry
54 transponders. New dishes may be able to receive signals
from several satellites instead of just one. And a whole new
piece of the spectrum, known as the “Ka' band, may be
made available for satellite transmission sometime in the
next decade.

JAMES TRAUB
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When he launched this 60-part series pro-
filing the American states and territories, Ted
Turner was asked if he would present the
negative as well as the positive “No.’ he
answered “Anything wrong with that?”

Fair enough. Let this cable series be
judged as what it means to be: an upbeat
ravelogue, an expensive valentine 10
American places and down-home values.
These (usually) monthly documentarles, 1o
be produced over a five-year period, are not
investigations of the states, but picture-
posteard tributes to them,

Thal's OK by me. 60 Minutes will keep us
posted on whal's wrong with the country.
And there's cerainly a place on televisior for
Turner's kind of patriotic boostensm. This is
armchair traveling, with reverently fiilmed
scenery, pithy bits of history and appreciative
vignettes of Ife as it's ived by Georgians,
Virginians, Puerto Ricans, Floridians. ..

he hour on Georgia toid me a good deal
| hadn't known about 1hat stale, a place |
associated vaguely with peanuts, swamps.,
Jimmy Carter and Burt Reynold's trucker
movies. It has all thosa things and more—
including a coaslline of Caribhean-like
beaches and pretly seas, rollip'g green
mountains and stately rivers. Hal Hoibrook,
our host for the series, calls Goorr?ia
‘modern—but primordia, too! If the worid's
biggest tast-food restaurant is found there
(serving more than 2 miles af hot dogs a
day), so are "‘peopie who've got time 10 sit
down and talk 1o you. They're not in & hurry
about anything.' according to one satisfied
resident

In each state Portrait of America finds eight
of 10 people whose lives typify something

Tv GUIDE SEPTEMBER 17. 1963

about the territary. For the hour on Nevada
we were introduced 1o a Paiute Indian. a
Veegas chorus girl and a sheepherder, among
others. Holbrook talked about “the power
and harshness'' of Nevada, as we looked at
jagged purple mountains, glinting desert fats
and crigp shadows stamped across arid
rocks. ""You can be as big as you wantio be
in Nevada,’ bragged an old-timer. Holbrook
recounted a few Nevada legends—Iike the
guy who walked into a casino with $777,000
in cash, doubled it and left without telling his
name.

The hour on Puerto Rico revealed Puerto
Ricans' extravagant iove of their land, and
what Holbrook called "'a love of life that
seems 10 wink at obsessions with success
and failure!’ The industrialization of this
tropical isie—once as poor as Haiti—has
given the energetic Puerto Ricans the

ighes! per capita income in Latin America
and the largest middie class. It's an American
showplace with a sa/sa beat.

There are moments when the chamber-of-
commerce positivism makes the series seem
shallow—ag when a segment dwells on the
bumptious spectacie of Las Viegas without so
much as a hint that there rnI?m somothing
wrong with the place. And the scripts coul
use some scrutiny:; it hurts to hear Holbrook
utter grammatical barbarisms, as when
describing the sheapherder's pregnant ewe.
"‘Unabie 10 give birth hersei, Pele has to
aseisl in the delivery.’

But Turner is no nit-picker, The series pic-
tures the America he believes in: & vast,
beautiful, open-ended place where paople
make their dreams come frue. Anything
wrong with that? @&

The power of posit
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OOD NEWS
With Liz Wickersham, Terry
Beaver, Tom White
Supplier: WTBS-TV Atlanta
Exec Producer: Robert J. Wussler
Seaior Producers: Terry Turner,
Bornie Turmer
Producer: Jeffrey Hewitt
Diector: Teny Marshali
Mon. (22), 7:35 p.m.
WTBS-TV Atanta
“Good News,’ a half hour fast-
paced program consisting of just
plzasant and upbeat news items, was
cartainly entertaining to watch and
easy on the mind. It's skedded to fol-
low the regular evening news dose.
Three smiling, handsome hosts
bounced good news items back and
farth with one another in this effec-
tvely-packaged program, that Ted
Turnes’s Super Station plans to air
every weekday evening.
The broadcast began with an

upbeat story about laid of7 auto
workers returning to work at a
Detroit Chrysler plant, some having
been off the job for two vears. The
story avoided sentimentality and
instead focused on how the em-
ployees’ returning would have a
domino effect on area businesses,
such as gas stations and diners.

There was also a feature on how
hotels are coping wizth execs who
often travel alone. The report
examined what provisions hotels are
taking for this new bieed of travel.

Even the ‘‘bumpers®’ (the seg pre-
ceding a commerciali were tied to
good news. One ‘‘bumper” had a
political cartoon, thz other aman in
the street interview with a New
Yorker being asked *‘What news
would make you smile?”’—No war
and the Yankees in first place.

A sports seg feztured baseball
great Willie Mays® mumber being
retired at San Francisco's
Candlestick Park.

The program was attractively
packaged and one hcpes for good
news for “Good News?’—Kev.

£ 1983 Turner Broadcasting System, iic

The audiences are discovering it. The critics are confirming
it. For original, quality TV programming, the emerging force
in the industry today is Turner Broadcasting.

The leader in telecommunications.
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In a troubled world
with its multitude of clamoring voices,
there is one satellite network
beaming its way into all fifty states
twenty-foir hours d ddy,

offering a scarce cormmodity sought'by everyone...

m@m—t

“Best in inspiration...all the time”

To receive your copy of the new, colorful PTL Satellite Guide, .
listing all 24-hour a day Inspiratienal Network programming, write:
Satellite Schedule
The Inspirational Network
Charlotte, NC 28279




SATELLITES

SATELLITE NETWORKS:

THE GREAT PROGRAMMING SHAKEOUT

ard realities broke in on the promise of cable in 1983,
and about the only company to emerge unscathed
was, as usual, Time Inc.'s HBO. The technology, after

—— 3, NS always been elegantly simple: Programming

is sent to a communications satellite, in turn beamed down
to an earth station, usually a dish-shaped receiver ten or
more feet wide, then relayed to the "headend,” where it is
sent out to homes by coaxial cable.

The economics used to be simple, too—and still are, in
the case of, say, HBO. More than 12.5 million people pay $5
to $10 a month to watch recent films and original fare on
HBO, all carried without advertising and profitable enough
to make Time's Video Group the single largest contributor to
the company'’s revenues and profits.

But for the rest of the cable services, the economics have
been complicated indeed. The satellite networks in this sur-
vey are offered to the cable subscriber fora ""basic’ monthly
fee of anywhere from $2 to $12. They are meant to be
supported, in large part, by advertising. But the glowing
promise of ad-supported cable has given way tc a realization
that, for the moment at least, there is no such animal. While
network TV amassed almost $6 billion in advertising reve-
nue in 1982, only $204 million in advertising sales went to
cable channels—and two-thirds of that amount went to Ted
Turner's Atlanta UHF superstation, WTBS, and his 24-hour
news channels, Cable News Network and CNN Headline
Network. Even assuming nearly 50 percent grcwth in cable
advertising by 1984, to $375 million, as does a study by
Doyle Dane Bernbach, the amount will still equal oniy 2
percent of the total outlay for TV.

Advertisers have stayed away from the cable services in
droves—primarily, they say, because the channels cannot
provide the accurate audience measurement that the net-
works do. The result, coupled with a prolonged recession,
has been dubbed the "cable shakeout''—by the same me-
dia analysts who predicted rosy futures for the satellite serv-
ices a few years ago. Only 15 or so of the current crop can
exist on the advertising available, they say. The number of
new services on the dial has dropped dramatically—one
trade reporter called this spring's Group W startup of the
Nashville Network “the last of the old-time launches.” And
several planned launches never occurred: Satellite News
Channel 2, a companion service to SNC; UTV, a New Jer-

sey-based talk channel, and others.

With advertisers slow to jump on board, many basic ser-
vices have turned to a second source of support: Eight of
the top ten basic services charge the cable operator a fee
varying from 5 to 15 cents per subscriber a year. Even some
of the fastest-growing channels, such as Warner Amex’s
MTV, which pioneered rock video, and ESPN, the three-
year-old all-sports channel, have found it necessary to im-
pose such fees on their cable operators. (Warner Amex also
found it necessary to accept advertiser underwriting on its
children’s channel, Nickelodeon, this fall.)

The one hope for the beleaguered basic services has been
the gradual entry of cable channels over the last two years
into the elite inner circle that can show numbers to the
advertisers—those services now in the Nielsen survey.
WTBS, CNN, CBN,ESPN,MTV, and USA Network carefully
package their monthly and quarterly reports to put their
sometimes minuscule numbers in the best light, and con-
vince agencies and sponsors to advertise on cable. But even
when armed with these reports, those selling cable are frus-
trated by what Nielsen admits is an under-measurement of
cable viewing. The company has been moving to increase
the number of homes in the survey from 1,200 to as manyas
2,000 by year's end, in an effort to improve cable represen-
tation. To be included in the survey, a cable channel has to
have enough potential subscribers to equal 15 percent of
the 83.3 homes Nielsen estimates as having television, or
roughly 14 million subscribers. (The term subscribers, it
must be remembered, refers to the people with the option
of watching a service, not those in fact watching it. Sub-
scribers to basic cable pay for all the channels in a basic tier,
whether they watch them ornot.)

Another illusion to bite the dust in the last several months
was the idea that cable would serve the narrow audiences
that networks wouldn’t or couldn’t. The unceremonious de-
mise of CBS Cable, a critically acclaimed cultural basic ser-
vice, and a pay cultural service, The Entertainment Channel
(a joint venture of RCA and Rockefeller Center, or RCTV),
drew accusations that cable was dependent on the same
large audience as the networks. Many have noted, how-
ever, that the network parents themselves seemed less
than committed, if not outright ambivalent, toward their ca-
ble progeny.

““Ad-supported cable programming is a very speculative, entrepreneurial business.
We were all too optimistic.”

John Reidy, Drexel Burnham Lambert
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TeleFrance, another culturally oriented service distributed
by a group of French producers, was dropped by the Satel-
lite Program Network this fall. TeleFrance provided a lucid
example of cable economics: It cost $3.5 million a year but
brought in only $500,000 in advertising.

Narrowcasting, however, as Warner Amex Satellite En-
tertainment vice president Robert Pittman has pointed out,
doesn’t mean appealing to a small audience. It means find-
ing a narrowly focused form of programming that appeals to
a wide audience. The highly successful MTV proves that in
certain instances this i1s something cable can do. In MTV,
cable had its first original contribution to the larger entertain-
ment scene: It used the song-length video clips that the
record companies had been supplying to rock clubs and
retailers, programming them on a 24-hour channel complete
with VJ's, contests, rock news, and concerts. The result is
very much like a radio station. This summer, NBC paid the
ultimate compliment and put a video show on its late-Friday-
night lineup. WTBS, HBO, Cinemax, Showtime, Black Enter-
tainment Television, and USA Network have all placed rock
videos in prominent slots in their regular schedules. Country
Music Television, one of the season’s few new entries, had
apotential 2.1 million subscribers at birth. MTV also boosted
the home video market, whose observers predicted the sale
of music software would eventually be second only to that
of movies.

In answer to the increased competition, Warner Amex
insists that MTV is not a “'show"’ in the traditional sense, but
has promotional value because it presents songs in continu-
ous rotation. The company continues to receive program-
ming free from the record companies while NBC pays
$1,000 a clip. MTV was credited in 1982 and '83 with reviv-
ing the record industry, and radio programmers viewed with
alarm a new music medium from which, after years of su-
premacy in the field, they were in effect barred.

Sports on basic cable, long a staple attraction of the lead-
ing services, was confronted with the rumblings of what
may be its most significant foe: the pay regional sports
network. Across the country, team owners and entrepre-
neurs have been putting together packages of games for
their regions, to be sold by subscription to local fans. Last
spring, Group W announced it would provide wraparound
material for six such networks in something it called “The
Sports Network," set to launch in April 1984,

On the bright side, cable proved the cornerstone of an-
other creation—a new football league. The United States
Football League, created at least in part because America’s
most popular sport seemed barred forever (on the profes-
sional level) from ESPN, was a strong drawing card Monday
and Saturday on the cable service throughout its debut
spring season. (The Sunday games were shown on ABC.)
The games averaged a respectable 3.3 rating. Though bat-

tling the inroads of regional sports networks and the swiftly
escalating costs of rights, ESPN, WTBS, and USA Network
continued to draw a major portion of their audience for
prime-time sports, particularly baseball.

Meanwhile, the one commercial network that has stayed
committed to cable, ABC, is doing so only at some cost to its
balance sheet. ABC Video Enterprises (AVE) lost $25 million
in 1983 alone, and loss projections for 1984 are at $50 mil-
lion. President Herbert Granath told analysts last spring that
the company was behind schedule by as much as a vyear.
Satellite News Channel, a joint venture with Group W, bled
ata projected cost of more than $20 million in 1983, and was
finally sold to Turner's rival CNN in October.

To try and stem the hemorrhage caused by its myriad
ventures, AVE has been busy with a number of mergers:
Daytime, a joint venture of AVE and Hearst, the publishing
group, merged with Viacom's 24-hour service, Cable Health
Network, early in the summer of 1983 to form Hearst/AVE/
Viacom Entertainment Services. As of the autumn, exactly
what this new service would look like was still a question,
but it did have a new name: Lifetime. AVE also negotiated
with the BBC, for programming and for rights to material The
Entertainment Channel didn't use, resulting in a second
new channel, Arts & Entertainment, which may be the only
cultural service to survive the current doldrums. And
Granath has suggested that other new partnerings may be
on the way.

One potential challenge to basic cable that loomed on the
horizon in 1983 turned out to be fairly innocuous. When the
Copyright Royalty Tribunal decided to increase the fees im-
posed on cable systems’ carriage of “'distant signals”—i.e.,
the signals of superstations WTBS (Atlanta), WGN (Chi-
cago), and WOR (New York City)—cable operators and own-
ers, Ted Turner among them, were up in arms. The industry
dubbed March 15, the day the fee increases were to be
imposed, "“Black Tuesday.”" As it turned out, however, most
systems dropped nearby stations whose signals they’'d
been importing, or found that their superstation contracts
didn’t fall under the decree. Thus, the move did not deprive
many viewers of the old movies and sports that are the
superstations’ staples. Some have suggested that the ruling
even did cable a service, making room for channels such as
Cable Health Network and the Nashville Network.

What follows is a breakdown of the array of basic-cable
channels. Look on them as survivors. Also bear in mind that
cable-programming corporations, such as Warner Commun-
ications, ABC, American Express, Viacom, and Group W,
seem to go through more mating and breaking up than a
year's worth of soap opera plots, and that, even as we
speak, new partnerings are dancing in some cable execu-
tive’'s dreams. (Note: Unless otherwise indicated, all cable
services are available around the clock.) JULIE TALEN

e = ————— e == =T
““The basic thing that advertisers have been seeking for 100 years hasn’t
suddenly changed with cable. To crack into the big time of advertising dollars,
you need a big-number audience, because you’re always competing with other

media on a cost-per-thousand basis.”

Allan Gottesman, Rothschild Unterberg Towbin
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lﬂAlES INTO

A SPORTING PROPOSITION.

29% MORE ESPN 25% MORE HAVE AND 48% MORE
VIEWING HOUSEHOLDS TRAVELED BY AIR HAVE AN IRA/KEOGH
BOUGHT A CARIN THREE OR MORE TIMES PLAN COMPARED

THE PAST YEAR. IN THE LAST 12 MONTHS. TO THE U.S. AVERAGE.

These and similar findings from
ESPN'’s Nielsen product usage survey
can maks selling local ad time easier
and more profitable than ever before.

Eas er because the Nielsen
numbers tell you specifically which
businesses need to reach the ESPN
audience. Like car dealers, travel
agents, f nancial institutions—
businesses dependent on reaching
men. And more profitable because
these numbers show that ESPN
reaches men, and for a lower
out of pocket cost, than any
other network.

What's more, ESPN gives you over
40,000 commercial availabilities to sell
each year, more than any other cable
service. And that means profits for you.
ESPN's staff of advertising experts will
even help you get started, with
professional advice on everything from
staffing and pricing to the necessary
equipment.

So get in on the money with
ESPN. Call your regional

.representative and learn how
ESPN can turn your ad sales
into a very sporting
proposition.

THE TOTAL SPORTS NETWORK

NORTHEAST SOUTHEAST
Joan Wiight Mike Nickerson

203-584-8477  404-266-3776 817-274-1556

SOURCE: NIELSEN HOME VIDEO INDEX NAD. MSA. SUBJECT TO QUALIFICATIONS, AVAILABLE ON REQUEST.

NWW america

SOUTH CENTRAL
Shirley Rohn-Saito

WES™
Mike Fleming
213-738-6003

©1983ESPN

MIDWEST
Jim Ballard
312-938-4200

ROCKY MOUNTAIN
Charlie Mills
303-740-8940




Follow TV Watch to
new revenue sireams.

TV Watch is cutting a new path in cable programming and local ad sales.
We call it the TV Watch Program and Shopping Guide of the Air™

Combining comprehensive program information with full video ads, the TV
Watch Program and Shopping Guide of the Air is the only cable channel that can
provide you with complete local ad sales representation, video production and
billing services. In addition to 75% more local ad time than the average cable
network offering local spot avails. And seven times the exposure
for your advertiser!

All with the help of the smartest ad system in the industry:
The Stationmaster.

For more information, call Dennis Campo at

(404) 355-0100.
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SATELLITE CHANNELS:

A GUIDE

NAME HOMES
OWNER MEANS OF REACHED TARGET F B
LAUNCH DATE SUPPORT (MILLIONS) AUDIENCE CONTENT
-_—
Entertainment & System pays 27.5 General in-depth daily sports coverage: major sports
@ Sports 4c¢-10¢ per (esp. male) attractions, such as Davis Cup, world championship
Programming subscriber; tennis, NBA basketball; college football, basketball,
Network (ESPN) advertising gymnastics; professional boxing, exclusive rights to
Getty Qil Co. the United States Football League (USFL) games;
Sept. 1979 business news 6-8aM. Mon-Fri
p Christian Advertising 22.2 Families 'Family programming stressing positive values
c/ = Broadcasting classic films; weekend golf; National Geographic
4‘ Network (CBN) specials; weekly series with inspirational themes
CABLE NETWORK - .
Christian Broadcasting
Advertising Network
Apr. 1977
Cable News Network System pays 15¢ 20.8 Upscale, Continuous reporting of hard
(CNN) per subscriber; general news, with live coverage of
Turner Broadcasting advertising breaking stories; soft
June 1980 features on subjects ranging
from style to cooking
USA Network System pays 7c- 18.5 Daytime: Women's self-improvement programs; prime-time
Time Inc; Paramount 10¢ per subseriber: women, sports, such as college football & basketball, Golden
CABLE NETWORK Pictures MCA Inc. advertising Earty evening: Gloves boxing, NHL hockey, major-league baseball;
Sept. 1977 youth, Night Flight (video art and music); syndicated
Nighttime: men programming; movies
Music Television System pays 1Qc— 15 12-t0-23-year- VideovarsionlofirocKkiradion
(MTV) 15¢ per subscriber olds : X
Warner Amex (for new affiliates); s Ieadlng groupsin
Aug. 1981 e ! concert; hit songs accompanied
: 9 by video art; interviews; record
promos (in stereo)
Cable Satellite Public  System pays 3c 14 Adults Live coverage of U.S. House of Representatives
Affairs Network per subscriber interested in debates, congressional hearings, National Press Cluly
(C-SPAN) public affairs: luncheon speeches; government events; calf-in
Nonprofit corp. some high programming
governed by cable- schools
industry
Mar. 1979
Cable Health Network  Advertising 13 General ‘Programming devoted to health science and better
Cable (CHN) living"; diet-cooking demonstrations; nature programs; o
Health Viacom International fitness shows; talk shows. (Merges with Daytime | -
Network Y Inc.; Dr. Arthur M. Cable as “Litetime” in 1984.) -
Utene; Jeffrey Reiss ia ..-1
June 1982 i o "-"]L-'
MICKELODEON  Nickelodeon System pays 10¢- 12.7 Chiidren, Children’s programming, 50 percent'originalz conc;ﬁé;
Warner Amex 15¢ per subscriber; adolescents foreign & domestig films; §pﬁiﬁdg5¢§hts; teenage talk
Apr. 1979 corporate show: preschoolers’ programming; comedy series.
underwriting ; 8am-9pm. daily ! i o 2
~ Alpha Repertory Advertising = =T =‘3:_8 Ubslcale adults - Cuitural programming: y
w2 Tetevision Service P i | drama, documentaries on the
(ARTS) B - arts & related subjects,
Hearst/ABC o profiles of artists, actors,
Apr. 1981 playwrights, etc. 9pm.-
midnight nightly
Tphsrmvrhoms - The Inspirational Church 10 - Christian Inspirational programming; entertainment; news;
Network contributions families specials. (Afso carried on a limited number of MDS
Heritage Village systems )
Apr. 1979
The Weather Channel  System pays 3¢-5¢ 9.8 General The weather: weekend forecasts, season outiooks;
LT Landmark per subscriber; special forecasts for pilots, boaters, etc.
b Commu‘nir‘@:ions advertising
'’ May 1982
P2 . -
Advertising 9.6 General - Country-oriented entertainment:

Nashville Network
1 Group W
i .~ Mar. 71983
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At 11 AM this morning, the Rolling Stones played to an empty house. At 2 PM,
Nolan Ryan pitched a no hitter to no one, and at 3, the day’s news fell on deaf ears.

No doubt you need 24 hours of sports, news, weather and music.

But now what you need is 24 hours of audience.

You've always called them subscribers. But a subscriber who isn’t part of an
audience isn’t happy And an unhappy subscriber is a potential disconnect.

At USA, we've solved this basic problem. We've programmed every single moment
of the day to appeal to the audience that’s home at the time.

Like Daytime for women. We start the morning with shows like “Alive and Well”
to exercise the body and follow with “Sonya” to exercise the mind.

Then mornings and afternoons after school, we feature “Calliope” and “Cartoon
Express” expressly for kids.

And in prime time, we offer prime sports for men. We have exclusives on NHL
hockey and Major League Baseball. All live.

Then late at night we have cult entertainment on “Night Flight” and rock and roll
night club acts on USA “Hot Spots” for teens—as well as for teens at heart.

That way, no matter what the time, we give you an audience that’s changing with it.

It’s an idea that’s made the USA Cable Network the one network that’s getting a
sitting ovation. And a family audience that’s applauding your programming is a family
that’ll keep on subscribing. Then of course, the more people you have who are happy
with cable, the more new people you can sign up.

So if you think you’re ready to add a 24 hour audience to your cable schedule, call us.

But please, don’t rush into a decision. Take 24 hours and think about it.

USA

CABLE NETWORK
WE FEATURE A 24 HOUR AUDIENCE

WwWWwW americanradiohistorv com
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NAME HOMES L
OWNER MEANS OF REACHED TARGET
LAUNCH DATE SUPPORT (MILLIONS) AUDIENCE CONTENT -
il
“ ) Daytime Advertising 9.5 Upscale Self-improvement programming in a magazine format;
—DX"Y ~ Hearst/ABC women draws on Hearst publications, such as House Beaut/ful
Mar. 1982 & Cosmopolitan. 1-5pm. Mon-Fri. (Merges with Cable
Heaith Network as “Lifetime” in 1984.)
Satellite Program’ Advertising 8.7 Upscale Regular series on hobbies, business, finance, personal J
Network (SPN) general money-management; entertainment & health-care r
' e )/ Satellite Program programs; how-to shows; classic movies; music j |
®  Network Inc. videos; international programming 2 LAY
"1 Jan. 1979 i ."
7 i
FINANCIAL NEws NeTwork  Financial News Advertising 8.5 Upscale National business & financial news; stock market I J)J
Network professionals reports; talk shows; continuous stock ticker. 7am -7i
Financial News Mon-Fri. {Also carried on some UHF stations.) : f
Network
Nov. 1981
Modern Satellite Program producers 8.2 General Consumer information; product demonstrations; The
Network (MSN) pay for air-time; Home Shopping Show, BizNet, News Today. Movie
uooemsaveure werwore - Modern Talking Picture  advertising Week. 10am.-1pM Mon.-Fri.
Service Inc
Jan. 1979
Black Entertainment System pays 3¢ 4.7 Black Musical events; political discussions; phone-in shows:
Television (BET) per subscriber; community regular weekly series on health & fitness, cooking,
Robert L. Johnson; advertising i fashion, career advice, and
TeleCommunications male-female relationships;
Inc.; Taft movies. 8PM.-2aMm. nightly
Broadcasting
Jan. 1980
AP Newscable System pays 47 General Text news service: national & state news, sports,
‘AP Associated Press according to no. of financial news
June 1965 subscribers
WH}:ADUNE CNN Headline Advertising; uniess 46 General Major headlines & hard news in
Network the system carries 30-minute cycles. (Also carried
Turner Broadcasting CNN it pays 5¢ per on 140 broadcast stations during
System subscriber one hourin aAm, 0one hourin em)
Jan. 1982
™ The Learning System pays 3¢-5¢ 38 Adults ‘Telecourses” that can be taken for credit at
LEARNING  Channel per subscriber participating colleges; how-to programs: cooking,
CHANNEL  »5(achian guitar-playing, auto repair, speed-reading. smali-
Community Service business management, resumeé-writing, career
Network development, parenting. 6am.-4pm. Mon-Fri, 6am.-1pm
Oct. 1980 Sat, Sun
The Silent Network Advertising 37 Deaf & Original captioned programming: game shows. talk
'ﬁeldon Altfeid hearing- shows, aerobics, drama. 6-8 ™. Thurs
lan 1984.!' impaired
an"ﬁ’nternanonal Advertising 3.2 Spanish- Programsm Spanish: news,
k Network (SIN) (Spanish- speaking
$\ o elevisa S.A; speaking community
/ 7 Rene Anselmo homes)
1 1 /  Sept 1979
o U e B
~ ~£1_ Trinity Broadcasting Donations 32 Families Nondenominatio
I Network shows, musical
' 'P ul F. Crouch
vy 1978
Advertising 2 General
- ri Y
Donations 1.7 Catholic
i community
- System pays 1¢ 1.5 Upscale
~ per subscriber viewers
interested i
business
om program 1.4 All
Network denominations
~ Ray Kassis
June 1980
p) Cableshop” i .25 General Long-form informational
Adams Russejl C.o_, .- p o
Nov. 1983 e
<
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NAME HOMES
OWNER MEANS OF REACHED TARGET
LAUNCH DATE SUPPORT (MILLIONS) AUDIENCE CONTENT
Reuters News View System pays $300- N.A. Upscale Text news service: financial news; sports
Reuters $1,000, deperding viewers
Apr. 19771 on size
NJT National Jewish Advertising N.A. Jewish Public-affairs panels; educational shows; television
Television community magazine. 1-4 M. Sun
Joel Levitch
May 1981
,,7’ . \\\ UPI Custom Cable System pays N.A. General Text news service: news: sportskfinancial information
{}P},’ United Press Int'| according to no. of
N, ¥ Nov. 1982 subscribers -
WTBS WTBS System pays 10¢ 27.4 General Network reruns; sports, movies; news. Origlpal
Turner Broadcasting per subscriber; programming: soap opera; misic-videos;
System advertising. documentaries
Atlanta Carrier: Southzrn
Dec. 1976 Satellite System
""“,I‘ WGN System pays “Oc¢ 10.7 General Netwolk rerdns; Sports; movies; news
b,&-m,,,. The Tribune Co. per subscriber;
syezfheaane] Chicago advertising.
y = Oct. 1978 Carrier: United
Video
W WOR System pays " O¢ 4.1 General Movies: sports; news; documentaries
ARPN RKO General per subscriber;
VY ) Television advertising.
wm New York Carrier: Easte'n
April 1978 Microwave

*Cableshop is not, strictly speaking, a “satellite network": Itis distributed to cable systems by video cassette

THE BULL
STOPS HERE!

FNN NOW ON WESTAR V
AND SATCOM IV

FINANCIAL

V]

NEWS NETWORK

2525 Ocean Park, Santa Monica, California 90405
600 Madison Avenue, New York, New York 10022
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VIDEOCONFERENCING:

THE ELECTRONIC MEETING COMES TO ORDER

ate in 1982, in the wake
of the Tylenol murders,
hundreds of reporters in 30

L

pmmeeemen Citi€S  Simultaneously at-

tended a live-via-satellite John-
son & Johnson news confer-
ence. When, afterwards, CBS's
Mike Wallace dubbed the experi-
ence "'the wave of the future in
press conferences,” he wasn't
just being profound. The satellite
makes possible an infinite vari-
ety of private networks, ar-
ranged according to the needs of
the user. Anyone today may
stage a nationwide medical sym-
posium, news conference, or re-
ligious rally across the country
using videoconference technol-
ogy. It has made television net-
works of several hotel chains
that have equipped their key lo-
cations with satellite receiving
dishes and their ballrooms with
large-screen projection TV units.

MARKETPLACE: Among the
more remarkable videocon-
ferences during the last year:

® A Kenneth Copeland Minis-
tries World Communion service
produced by Momentum Enter-
prises, which spread the word
across the globe to 150 cities in
30 countries via four domestic
and three international satellites,
along with a system of land lines.

® A fund-raising event by In-
ternational Christian Graduate
University in La Jolla, California,
transmitted by Momentum and
Netcom Enterprises to 25 Ameri-
can cities, and produced by Vic-
tory Communications.

® The formation of the Na-
tional University Teleconference
Network, a group of 84 U.S. col-
leges and universities that rou-
tinely share lectures by satellite.

® The inauguration of special
education networks by the
Agency for International Devel-
opment in Indonesia and the
West Indian islands.

There are, nevertheless,
many who share the view of

ENCOUNTERS OF THE VIDEO KIND

Videoconferencing could well become the main means by
which communication takes the place of transportation.
Instead of flying scores of executives from their far-flung
branches to a single convention center, large corporations
have found it advantageous to hold person-to-person
meetings by satellite. Such transmission is the key to vi-
deoconferencing because it relays signals over the entire
country. When local interference inhibits the transference
of signals from receiving dish to meeting site, the satellite
is aided by microwave transmission or coaxial land lines.
Universities, government agencies, unions, and other en-
tities are also getting in on the videoconferencing act.

Goldman Sachs analyst Ellen
Berland-Gibbs, that "'videocon-
ferencing will be an interesting
business, but probably more lim-
ited than its advocates have
thought. There is still a very real
need for face-to-face contact.”

TECHNOLOGY: Unlike the
audio teleconference, which

uses telephone lines, the video-
conference requires considera-
ble bandwidth for satellite trans-
mission and quality picture reso-
price

lution.  The for this

bandwidth is fairly high—up to
$2,000 an hour for the rental of a
satellite transponder—even be-
fore the production costs begin.
Methods of compressing the
bandwidth and reducing the cost
are being explored, but with
inevitable consequences for pic-
ture resolution. Widergren Com-
munications Inc., which pro-
duced a prototype compression
system that is now under con-
tract to the Defense Depart-
ment, claims its system will re-
duce transmission costs
substantially. But it provides only
265 lines of resolution, com-
pared with the 525 lines televi-
sion normally provides. Never-
theless, the affordability of such
compression  services could
make the videoconference ac-
cessible to smaller organizations
than those using it now

The latest development in vid-
eoconferencing is laser op-
tronics, which transports TV sig-
nals by a light beam and is
immune to interference from
eiectronic transmissions. J.C.
Penney recently installed a laser
system linking its two New York
skyscrapers, about a quarter-
mile apart. Conference rooms at
each of the buildings are
equipped with cameras, video
recorders, main control panels,
and sophisticated sound equip-
ment. Penney plans to practice
the art of electronic meetings
between the two buildings be-
fore moving on to national satel
lite videoconferences. At that,
the company will be following
the lead of Atlantic Richfield
Corp., which created its own net-
work in 1983 by interconnecting
its various branches.

Inthe view of companies such
as J.C. Penney, the videocon-
ferencing technology contrib-
utes to better management be-
cause it increases and improves
internal communication.

LISA MOSS

CHANNELS
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CABLE

CABLE TV:

e Channels (upwards of

WIRING FOR ABUNDANCE

able is a video cornu-
copia whose gifts in-
clude: a multitude of

CABLING AMERICA

There was a clear demand
in the cities for pay channels
that would deliver movies

a hundred in the most up-to-
date systems); an abun-

(Subscribers, in millions)

into the home, uncensored
and without commercials. By
1980, virtually every major

dance of national program
networks; a potential for lo-
cal public access; a range of

city was either being wired
for cable or in the thick of the
franchising process. Most

interactive services from
video games to home secu-
rity; a method of information

were demanding large-ca-
pacity systems with two-
way capability. This favored

retrieval from data banks; an
electronic equivalent of the
department store, and an
ability to narrowcast to such

Warner Amex Cable, whose
interactive Qube system
was introduced in Columbus,
Ohio in December 1977. In-

specific audiences as physi-
cians and investment bro-
kers.

Beyond being just a televi-
sion medium, it can also
serve as a communications network for a municipality.
Many of the new cable installations link schools, libraries,
hospitals, and police and fire departments.

As atechnology, cable more closely resembles telephone
than it does television. In fact, its wire—a coaxial cable—is
strung along telephone poles or through underground tele-
phone ducts and is connected, as telephone is, to house-
holds paying a monthly charge for the basic service (about
$6 to $10). With some refinements in the technology—con-
version from coaxial to fiber-optic cable, for example—the
wire used for telephone service could also carry cable televi-
sion, and vice versa. Someday a single wire may carry all
voice and video communications to and from the home.

One speaks of a basic cable service, because all the addi-
tional services—the channels specializing in movies and
video games, the burglar- and fire-alarm systems, and vid-
eotex—call for extra fees. Indeed, from the consumer's
standpoint, the hitch with cable may be that it tempts new
expenditures by bringing the box office into the home.
Some analysts believe that once people grow accustomed
to theidea of paying forvideo services, their monthly bills for
cable will exceed those for the telephone.

What is most unusual about cable, perhaps, is that it was
notborn in a laboratory as most other communications tech-
nologies were. It began in the late 1940s as CATV (commu-
nity antenna TV), an ingenious solution to the TV reception
problem in rural areas where the terrain interfered with
broadcast signals.

It remained largely a rural medium until the mid-"70s. In
1976 Home Box Office leased a transponder on the Satcom
| satellite in hopes of broadening its market. The satellite not
only made HBO an instant hit, it also gave cable just what it
needed foran invasion of the cities: something bigger to sell
than improved TV reception and more TV signals.

terest in  Qube helped
Warner Amex win the fran-
chises for Pittsburgh, Dallas,
Houston, Cincinnati, St
Louis, and parts of New York
City's outer boroughs.

Much of the general confusion about cable rises from its
uneven penetration across the country. While some cities
are still years away from being wired, others already have
highly advanced systems. Moreover, the dimension of each
community’s system depends largely on when it was built.
Cable systems dating from the early '70s have 20 channels,
those of the late '70s about 36, and those of the '80s at least
50. But more than half the cable systems currently operating
predate the '70s and have such limited capacity—12 or
fewer channels—that they can carry only two or three of the
cable-satellite services. This unevenness around the coun-
try, along with the absence of cable in several of the largest
cities, has been the great impediment to the growth of suc-
cessful advertiser-supported cable networks.

According to the 1983 mid-year estimates of the A.C.
Nielsen Company, some 39.3 percent of American house-
holds (including those in Alaska and Hawail) subscribe to
cable. But while cable has a penetration of 77.5 percent in
Santa Barbara, Cal, it enters only 16.4 percent in homes in
Chicago, and 23.7 percent in Detroit.

Nevertheless, cable continues to spread rapidly across
America, its growth rate in the '80s exceeding the forecasts
of virtually all the experts. When this decade began, there
were 4,225 cable systems serving 16 million homes. By
mid-1983, there were 5,700 cable systems serving 33 mil-
lion homes.

The real power of cable as a new communications me-
dium will be felt when the biggest cities are wired and the
oldest systems updated. That will allow the satellite-distrib-
uted programming to attain something approaching the uni-
form national coverage that has been the strength of the
commercial broadcast networks all these years.

LES BROWN
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CABLE

CABLE INDUSTRY:

uring the 10 vears Gus-
tave Hauser headed
Warner Amex Cable, it

D

— grew tobe the fifth larg-

est cable company and was
poised to become, if not the larg-
est company of all, nothing less
than the industry's pace-setter.
With its remarkable two-way ca-
ble installations known as Qube,
Warner Amex boasted '‘the
most advanced communica-
tions service ever." Its experi-
ments in interactive program-
ming, which fascinated the
press, helped Warner Amex
beat out all competition for the
highly prized franchises in such
key cities as Pittsburgh, Dallas,
Houston, St. Louis, and two of
the most populous boroughs of
New York, Queens and Brook-
lyn. Cable's promise as the supe-
rior form of television seemed
embodied in Warner Amex.

But by the end of 1982, the
promise began fading. Warner
Amex posted a $47 million loss
for the year, and investors ex-
pressed concern that the losses
for several cable systems were
much larger than anticipated.
Stock prices began to slip, and
the choice, big-city franchises
won by Warner Amex began to
be viewed as high-investment
burdens for the company rather
than as glittering prizes. As if to
close the manic, entreprenurial
era of cable, Hauser resigned
from Warner Amex to pursue
ventures of his own and was re-
placed by former Transportation
Secretary Drew Lewis, who
promptly tightened the compa-
ny's belt and all but stopped the
experimentation.

The excitement over cable
that prevailed for almost a dec-
ade has simmered down with
the rash of negative develop-

END OF THE GOLD RUSH

. CABLE’S TOE TEN

Warper Amex

No. of No. of
Subscribers  Franchises
. TeleCommunications (TCl) 2} j00 428
. Time Inc. {ATC) 2,267,000 119
. Group W Cable ,872,000 1]
. Cox Cable

146

. Rogers/L ;Columbia

nunications

. Newhouse

© |l (N (o (v (s w N |-

Source: Cable TV Investor Newsletter

the cities disproportionately ex-
pensive. Also, in their zeal towin
franchises, cabie companies
made extravagant promises
they can't afford to keep. Then
there is the growing problem of
cable theft—people stealing the
service—the losses from which
are said to run as high as $400
million a year. And there is the
constant "churn’’ of subscribers
canceling the service because
they're dissatisfied with it.
Cable now passes some 60
percent of the 83.8 million U.S.

households with TV sets, but
only about half those house-
holds subscribe. A majority of
the top 20 cities remain unwired,
including the four outer bor-
oughs of New York, two sec-
tions of Los Angeles, most of
Philadelphia, Boston, and Den-
ver, and all of Baltimore, Cleve-
land, Chicago, Detroit, Milwau-
kee, Minneapolis-St.  Paul,
Sacramento, and St. Louis.
These are vital markets from an
advertiser's standpoint, and the
delay in wiring them threatens

e e ||
“Wiring the big cities is a risky venture

the survival of dozens of cable
networks that subsist primarily
on advertising sales. The delays
are also causing the postpone-
ment of many enhanced, inter-
active cable services, especially
those keyed to the urban con-
sumer. Some analysts believe
that cable’s long-term success
depends on its ability to derive
substantial revenues from the
enhanced services (home secu-
rity, shopping and banking, infor-
mation retrieval, etc.).

Stuck now somewhere be-
tween its blue-sky promises and
the earthbound bottom line, ca-
ble has turned to public relations
and political fobbying to resolve
its problems. An organization
called the Council for Cable In-
formation has been formed by
the industry to engineer a multi-
million-doliar public-image cam-
paign. At the same time, the in-
dustry has been working
feverishly for deregulation legis-
lation in Congress. The result
was S 66, a bill the Senate
passed in 1983. It prohibits cities
from demanding any specific
services save three govern-
ment-access channels, thus re-
lieving the cable industry of hav-
ing to fulfill many of its more
extravagant promises. [t also re-
moves the limits from the fees
operators charge subscribers
(though some markets are ex-
empt, and existing contracts
would be "grandfathered” for
five years). More importantly,
S.66 limits cable companies’ ac-
countability by imposing a 5 per-
cent ceiling on the franchise
fees operators pay, while virtu-
ally guaranteeing them auto-
matic franchise renewal. The
House is likely to add require-
ments for commercial leased ac-
cess, and possibly for public ac-

”
ments. The rising costs of equip- for cable. cess, but will probably keep the
ment, labor, insurance, and Mark Kriss, The Yankee Group | main provisions of the bill intact.
maintenance have made wiring DAVID STOLLER
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WARNER AMEX

TWO-WAY CABLE:

TS

he advent of two-way ca-
ble promised an age of
great convenience. With

T

e |US1 OUr TV set and a key-

pad, and in the comfort of our
living room, we were to be able
to go shopping, make banking
transactions, vote in public-opin-
ion polls, rent a movie or an op-
era for an evening's viewing, or
take an adult-education course.
But, despite &ll the excitement
about this remarkable form of
television, only some 500,000
homes have two-way cable to-
day, and the prospects are dim
for its availability to most Ameri-
cans anytime soon

MARKETPLACE: Virtually ev-
ery big city that awarded a cable
franchise the last few vyears
made two-way cable installation
a requirement. But cable opera-
tors, faced with rising costs for
construction and  marketing,
have been postponing interac-
tive operations. In Denver, for
example, Mile-Hi Cable has re-
ceived the city's permission to
delay interactive service several
years

Two-way television services
in general, whether by cable or
over the phone, have been pro-
gressing slowly. (See Vi
deotex,”” page 40.) The experi-
ments of Warner Amex {Qube),
Cox Cable (Indax), CBS/AT&T
(Reach), Knight-Ridder/AT&T
(Viewtron}, and Times Mirror
(Gateway), among others, have
so far failed to strike a gusher.
Research hasn‘t yet come up
with a clear picture of what ser-
vices Americans want badly
enough to pay for, although it has
found that people are not averse
to the idea of paying.

Services such as home secu-
rty and  energy-monitoring,
which require little subscriber in-
teraction, are currently available
on fewer than 50 cable systems
in the United States. The lot-
teries and gambling activity that
some analysts believe will be big
moneymakers on interactive tel-
evision are still in the develop-

PROMISES DEFERRED

TELEVISION IN THE ACTIVE VOICE

Two-way ceble makes television interactive: It not only
allows viewers to rece've signals, but to send them. This is
accomplished by the use of a second wire, which allows
rudimentary electronic information to travel “upstream”
fromthe subscriber’s home to the cable svstem’s headend,
or transmission center.

The two-way cable subscriber typically has a hand-held
console resembling a small caiculator, with a variety of
response buttons. By piessing these, he can answer multi-
ple-choice questions, request pay-per-view programs, and
shop at home, among atner things. The cable wire is con-
nected to a central ccmputer that checks every few sec-
onds to see what buttors. if any, a subscriber has punched,
and acts accordingly. The computer can ¢lso keep a record
of which channels the subscriber watches.

e = e e e e —————
“There’s only one system out there—
Qube—and it hasn’t made any money
yet. Call me in 50 years.”

Alan Gottesman, Rothschild, Unterberg, Towbin

ment phase and inevitably will
face strong opposition from local
governments, religious groups,
and social activists.

Hybrid interactive systems
that use both cable and tele-
phone lines are considered the
most commercially feasible for
two-way services today, but
their quick adoption is likely to be
complicated by the animosities
between the telephone and ca-
ble industries. Nevertheless
Warner Amex is considering
such a hybrid system for both
Brooklyn and Queens in New
York City, a move that suggests
the company is backing away
from its pioneering—and expen-
sive—Qube technology.

REGULATION: One deter-
rent to the wide proliferation of
two-way services Is the growing
concern over the possible
abuses of interactivity, which
could lead to infringements on
privacy and personal freedom.
Two-way cable works with a
computer that may store infor-
mation on one’'s buying and living
habits, raising the fear in some
quarters of Big Brother's arrival.

Warner Amex, which oper-
ates seven Qube systems, all in-
terconnected now in a Qube net-
work, has issued its own privacy
code, which limits release of In-
dividual information but permits
the release of bulk data for devel-
oping and improving services.
Warner Amex'’s code, the first in
the industry, conforms to privacy
laws already on the books in
some states. In general, these
laws recognize that the danger is
in human misuse of the technol-
ogy, rather than in the technol-
ogy itself

The rash of books, news re-
ports, and movies dealing with
computer abuses has been fuel-
Ing the national debate. Itis likely
that the large media companies
will proceed cautiously with in-
teractive services and hold off
large investments until the social
Issues have been resolved.

DaAVID STOLLER
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SMATV:

arely four years old, the
SMATV industry has had
its share of hard knocks
— DUt has still managed to
gain momentum. Opinions vary,
however, as to how long it can
defend its territory against the
inevitable onsiaught of cable TV.

SMATV has a lot going for it.
Anyone can enter the business
(even broadcast and cable com-
panies otherwise restrained by
FCC ownership rules), and the
return on investment is swift. In
four to six months, a 400-unit
apartment complex can be out-
fitted with an earth station, am-
plification equipment, and wir-
ing for about $80,000, roughly
one-third the  cost-per-sub-
scriber of cabling a city. Once a
system is up and running, it can
add new customers cheaply.

MARKETPLACE: Since
1979, when the FCC's deregula-
tion of satellite receiving dishes
opened up the skies to “"private
cable,” SMATV installations
have cropped up in Dallas, Chi-
cago, New York, Phoenix, At-
lanta-—wherever there has been
frustration with cable’s slow pro-
gress. In some markets where
franchises have been granted
but wiring has been slow, TCl,
ATC, Cox, Warner Amex, and
other top cable firms have been
forced into the SMATV business
in self-defense. The best guess
is that SMATV subscribers now
number between 500,000 and
one million—at least 3 percent
of pay-TV homes.

Generally, the outlook for
SMATV is considered bright.
Large apartment complexes are
going up faster than single-fam-
ily houses. To date, SMATV has
not been practical in dweliings
with fewer than 200 units. But
the advent of a new generation
of high-power, Ku-band com-
munications satellites will drive
down the cost of earth stations,
boosting SMATV profits and ex-
panding its market to smaller
apartment buildings. Yet to be

STEALING CABLES THUNDER

MINI-CABLE SYSTEMS

For years builders routinely equipped their new apartment
complexes with master-antenna systems {MATV)—spe-
cial wiring to insure good television reception for all ten-
ants. In 1979, when the FCC deregulated satellite receiving
dishes,someone hitched an MATV system to a satellite re-
ceiving dish, and what had been a residential convenience
was transformed into a miniature cable system known as
SMATV, satellite master-antenna television. These instal-
lations pull down signals from the satellites, including the
pay channels, and provide them to tenants paying monthly
subscription fees. Erected on private property, SMATV
systems are exempt from all FCC rules. Moreover, if a sys-
tem does not lay wire across public streets, it is exempt
from municipal regulation and from obligations to pay the
city a percentage of revenues. The development of SMATV
{also called “private cable”) has brought anguish to the
cable industry, since it threatens to skim off cable’s
choicest residential areas before many cities are wired.

tapped fully are the nation's
27,500 large hotels and 7,500
hospitals. By 1992, according to
one market-research report,
SMATV could be the primary
pay-TV medium in 3.3 million ur-
ban households, representing
half of all the hookups in dwell-
ings of 20 or more units.
REGULATION: The luster of
SMATV's rising star is directly re-
lated to the industry’s legal for-

tunes. The legality of SMATV/
landlord contracts, which
exclude cable companies from
marketing their services to build-
INng occupants, is being tested in
court. Last May, the first blow
was struck when a New Jersey
superior court judge ruled, in a
case brought by a local cable
company, that an SMATV opera-
tor could not operate without a
state cable permit. The National

“SMATV is struggling for legitimacy in
an environment where everyone is
accusing it of unfair competition.”

Anthony Hoffman, Craline & Co.
[ R — I —— |

Satellite Cable Association, the
trade group for more than 220
SMATV operators and program-
mers, immediately petitioned
the FCC for a declaratory ruling
that states had no authority over
SMATV. Whatever the FCC de-
cides, the grievances are likely
to be carried over into federal
court and, possibly, resolved by
the Supreme Court

In 1982, a Dallas SMATV oper-
ator found a clever way to ex-
pand circulation while still escap-
ing municipal jurisdiction. He
applied to the FCC for a cable mi-
crowave license to beam signals
between buildings separated by
public arteries. The FCC granted
the request on the condition that
he voluntarily submit to FCC ca-
ble rules. Thus a new breed of
SMATV was born, one regarded
as a cable system by the FCC,
but which nonetheless eludes
local regulation.

Cable companies and cities
are not the only ones affected by
SMATV's extraterritorial status.
UHF and public TV stations
might be shut out of SMATV
buildings because, unlike cable,
the systems are not required by
the "must carry’”’ rule to carry
them

An attempt by the cable in-
dustry to undermine SMATV by
denying it pay-TV programming
has apparently failed: Two major
STV suppliers, American Sub-
scription Television and Oak In-
dustries, announced they would
sell to SMATV, and within a few
years both MDS and DBS should
be major programming suppli-
ers. But the lawsuits inspired by
this attempt linger on. in Tucson
and Chicago, rulings are pending
incomplaints filed by SMATV op-
erators, who charge that Show-
time, The Movie Channel, and
other cable concerns conspired
to restrain trade. If SMATV wins,
then the one card missing from
its deck, popular premium pro-
gramming, will be added.
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PUBLIC ACCESS:

DOT YOUNG/JAA

FROM VANITY VIDEO TO OPEN FORUM

t a time when most of
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