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As an advertiser, you know the selling
pawer of television.

You also know that consumers often
find commercial messages an
mterruption.

Now there’s a new, live cable TV pro-
gram in which buying and shopping are
the antertainment, your products and
services the stars of the show.

it's called The Winning Shopper, and
it sells—everything from your latest line
of televisions to your most reliable con-
sumer service.

A NEW DIMENSION IN

AUDIENCE INVOLVEMENT
The Winning Shopper is the first cable
TV program that pays people to watch.
We mofivate viewers to participate
direcily Encoutage them to buy ina
varizty of ways—all with immediate
payoffs. Viewers can win hundreds of
prizes caily...gst spectacular buys. ..

free offers...money-saving tips...and
useful consumer information-—-all for
paying extra attention to your sales
message.

A NEW DIMENSION IN
MEDIA FLEXIBILITY

The Winning Shopper delivers viewers
the product information you choose in
an entertaining one hour format de-
signed by merchandising experts. You
control the content and presentation of
your message, and its length. You can
buy standard :30s or :60s. Or take up to
six minutes to tell your product story
when you buy a program segment.

A NEW DIMENSION IN
AUDIENCE REACH

Twenty million viewers can tune in-your
sales message because The Winning

Shopper wiil be carried by CBN. That's
over 65 percent of the entire cable
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marketplace— consumers who, when
they turn to The Winning Shopper, will
do so to buy and not merely look.

A NEW DIMENSION IN

CABLE PROFESSIONALISM
The Winning Shopper is a joint pro-
duction of two industry leaders: Metro-
media, which owns and operates
television and radio stations in 11 major
U.S. markets. And Comp-U-Card of
America the world’s foremost electronic
shopping serfvice, with more than
2,000,000 paying members. Their
combined resources assure you the
best shopping program in cable tele-
vision history.

Let us tell you more about cable tele-
vision's nawest selling dimension, The
Winning Shopper. It pays viewers to
watch. It pays advertisers to participate-

Call Richard Sandberg now at :
(203) 324-9261. L
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Admit 1t Whether you're spending your network you can spend money on, or time
company’s ad money or just spending with, and feel good about. Cable News
your own precious time, you probably feel Network. High quallty broadcast journal-
a little guilty now and then about some of  ism. Reporting that’s as exciting as the
the television you're involved with. world it covers. Television that informs.

Your commercial in THE DUKES OF That contributes. The kind of advertising
HAZZARD may have been seen by alot of  environment you can be proud to be a
people, but in what kind of environment?  part of.

And your stolen moments with THREE'S It's television without guilt. If you
COMPANY didn't do you any lasting harm. haven't discovered it
But you probably won't discuss the plot  yet, come on over.
at your next cocktail party: And take a load
There Is an alternative—a television off your back.

TELEVISION
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INTRODUCTION:

TECHNOLOGY WITHOUT
FEAR

e call this a field guide, instead
of a guidebook or handbook, to
stress a point: What we are

dealing with is not a line of products but
an environment.

It grew up around us rather suddenly
the last few years, an electronic forest
springing from the union of four technolo-
gies: cable-television, computers, satel-
lites, and telephone. If this new land-
scape eluded almost everyone's notice, it
was because it is mostly invisible, made
up of such things as microwaves, laser
beams. data bits. microcomputer chips.
and digital impulses running through
wires.

Yet the electronic environment sur-
rounds us every minute of our lives. For
these wires. chips. and radio waves com-
bine in a profusion of new media. some of
which by now have entangled themselves
inextricably with business. education,
politics, law. and our popular culture. In-
deed, this electronic wonderland already
makes a greater claim than the natural en-
vironment on the attention of children.

Eversince the Stone Age. the efforts of
humans to understand the environment
have had three main purposes: survival.
opportunity, and enjoyment. These pur-
poses apply as well to the Electronic Age.
Survival is the prime issue because the
new systems taking root—from two-way
cable to cellular radio—portend change
in practically every aspect of life. Oppor-
tunity, meanwhile. abounds for entrepre-
neurs in quest of new wealth and influ-

ence, as well as for ordinary citizens
seeking convenience, security, and
greater personal productivity. As for en-
joyment, it is implicit in technologies that
put images on a television screen and en-
courage viewer participation.

The barrier to understanding this new
environment, oddly, is language. Every-
thing about it sounds intimidatingly tech-
nical—gigahertzes, bandwidths, trans-
ponders, addressable converters, up-
stream and downstream signals, bits and
bytes. digital and analog. Adding to the
bewilderment of the uninitiated is the in-
dustries’ habit of reducing every newly
named system, technique, or service to a
set of initials. Thus the landscape has be-
come littered with esoteric shorthand:
MDS., MTV, DBS. HVN, MSO, CBN,
CNN, ENG, HBO, SMATV. HDTV.
LPTV. VCR. ESPN, SPN, SIN, and
scores more.

In fact. there is no more reason to be
put off by technology in this instance than
with jet planes, automatic dishwashers,
or old-fashioned radios. Millions of us

drive cars without the merest notion of

why they run or what goes on beneath the
hood.

This 1983 Field Guide sorts out the
families, species, and subspecies of the
new electronic media and describes them
in everyday language that, we trust, will
demystify the jargon and dispel fear of the
technology. Our aim is to illuminate the
expanding electronic forest so that more
may explore it for reasons of survival, op-

CONTRIBUTORS

This Field Guide was written by the editors
of Channels and the following contributors:
Gary Arlen, editor and publisher of Inrer-
national Videotex and Teletext News in
Washington, D.C.;

Ben Brown. television critic for the new
national daily. USA Today:,

Stephen Fenichell, author of DES: Daugh-
ters at Risk, recently published by Dou-
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Channels;

Seth Goldstein, managing editor of Video
Week and senior editor of Television
Digest,

Martin Koughan, a producer for CBS
News and a frequent contributor to

portunity. and enjoyment. L.B.
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David Lachenbruch, editorial director of
Television Digest,

Jonathan Miller, managing editor of
Communications Daily and Satellite
Week;

John S. Reidy, vice president and media
analyst with the investment banking firm
of Drexel Burnham Lambert Inc.

Julie Talen, a frequent contributor to
Chanpnels;

James Traub, a writer on cultural and me-
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publications;

Jon Zonderman, a business and science
writer based in Massachusetts.
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' “You have the power to save lives. Use it.”

In the last few years, television has begun to show its With Cable Health Network vou can give your viewers a
power as a lifesaving force in our society. After a recent full ranze of programs on health, fitness and nutrition. You
television series on breast cancer, 20 early cancers were found can provide them with the :nformation and motivation they
by women viewers. In Los Angeles, 60,000 junior high school need to help solve problems by themselves such as high blood
students mace the decision not to smoke after a five day series pressure, obesity, heart disease and depression. You can help
on smoking prevention. them take control of their own life and make the most of their

In case after case, viewers have shown that they watch own health.
and respond to television programs that can improve their As a cable operator, you have the power to bring them

lives. Now, you have the chance to bring them these programs Cable Health Network. Useit.
on a full time basis with Cable Health Network.

ARTHURL. ULENE, M.D.
Chairman/Cable Health Network

For more information contact:
Don Andersson, Vice President,
Affiliate Relations,

2840Mt Wilkinson Parkwazy,
Atlanta, Georgia 30339

(404) 436-0886

Robert A, Illjes,

Vice President-Directeor,
Market Development & Sales,
1211 Avenue of the Americas,
New York, New York 10036
(212) 719-7376
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Cable
Health
Network’

Keeping America Healthy
©)1982 Cable Health Network. All rights reserved.




AN ECONOMIC PERSPECTIVE:

THE BUSINESS OF COMMUNICATING

as a period of dramatic expansion in

the scope of home entertainment
and information systems—a veritable
boom time that promises to change the
way we live.

The typical household today has one
color television set, which receives pro-
grams from three commercial networks,
the Public Broadcasting Service, and per-
haps one or more local independent sta-
tions. To see first-run movies, concerts,
plays, or sporting events, we still have to
leave our homes. To get detailed informa-
tion on any subject, we rely on books,
magazines, and daily newspapers.

But that should not be typical by the
end of this decade. If growth continues at
the current rate, most Americans will
own several color sets and will be able to
watch a wide variety of satellite-distrib-
uted programming, in addition to conven-
tional broadcasts, by 1990. Some of the
new programming services will be sup-
ported by advertising; others will be
funded by monthly subscription fees or
on a pay-per-view basis. The program-
ming will include new movies and major
concerts, plays, and sports events.

The consumer may also use the televi-
sion set to receive electronically distrib-
uted information services providing all
manner of textual material, from news
headlines to whole magazine articles,
from recipes to airline schedules. Sub-
scribers to two-way, interactive informa-
tion systems will also have the ability to
shop at home and make certain banking
transactions through the TV set. More-
over, the cables bringing these services to
the consumer will also carry burglar and
fire-alarm systems. so that the TV set, in
effect, will watch the home. Life in the
1990s will be quite difterent indeed.

The primary route through which these
new services will enter our households
will be cable television, whose lines are
likely to pass nearly 80 million of the 90-
t0-95 million television homes that will
exist by the end of the decade. It is ex-
pected that 60 percent of the homes hav-
ing access to cable will subscribe, so
there should be approximately 45 million
cable households by 1990, compared with
28 million today.

Despite cable’s growth, the commer-
cial networks are assured a dominant po-
sition, if not necessarily in distribution
then certainly in programming. Today, in
areas where cable’s penetration is great,

THE 1980s will be recorded in history

by John S. Reidy

the most popular channels remain those
carrying network programs. No new
company in any of the new media can af-
ford to finance, schedule, and distribute
for free the full menu of weekly series that
the networks provide.

Cable faces competition from a number
of new distribution technologies already
in the marketplace, but it has three dis-
tinct advantages over its existing rivals: It
can provide many more channels than
they, at roughly equivalent monthly fees,
it can engage in local programming and
services, and it lends itself to total ““inter-
activity,” or two-way communication.

The great threat to cable’s dominance
in distributing entertainment and infor-
mation comes not from the competing
new delivery systems but rather from ca-
ble’s own escalating costs, which cannot
readily be offset by higher subscription
fees. The rising spiral stems not only from
inflation and high interest rates but from
the intense competition for cable fran-
chises, which has led to unrealistic de-
mands from municipal franchising au-
thorities and untenable promises from the
cable companies themselves. All these
combine to make cable a less attractive
investment than before, and this could
hamper the medium’s development.

There may be a life-saver, however, in
the rapid development of pay-per-view
devices allowing cable systems to charge
consumers for single events. In a number
of limited tests, people have demon-
strated their willingness to pay more for
boxing championships and other major
sporting events, as well as blockbuster
films and cultural presentations.

In addition, sophisticated cable opera-
tors are eventually likely to develop local
advertising revenues and tap significant
new sources of income from the various
transactional options available. At this
stage of development, however, it re-
mains unclear how high the typical
household will go in paying for video ser-
vices.

CABLE’S COMPETITORS

The alternatives to cable in the deliv-
ery of premium entertainment are tech-
nologies that don’t have to rely on the
costly and cumbersome wiring of com-
munities. Many are already well en-
trenched in urban areas not yet invaded
by cable, and to the extent that they sat-
isfy their customers, they may survive
cable’s arrival. These rivals to cable are:

e STV (subscription television), a sta-
tion whose signal is broadcast scrambled
and requires decoding equipment in the
viewer’s home. Also known as over-the-
air pay television, it can be installed
quickly and the cost of its equipment per
subscriber is less than half that of cable.
But its disadvantage is that it is a one-

signal service, offering none of the vari-

ety of television-by-wire. STV may pros-
per in areas where there is little cable
service, but it is likely to lose subscribers
as the penetration of cable increases.
® SMATYV (satellite master-antenna tele-
vision), a distribution system created by
the installation of satellite receiving
dishes at modern apartment complexes
constructed with master-antenna sys-
tems. These operations, which charge a
monthly fee for providing the same sub-
scription services as cable. have already
skimmed off some of the most desirable
urban households, to the great frustration
of cable systems that have just won mu-
nicipal franchises. Although SMATV
cannot provide the channel capacity of
cable, it should survive as part of the
apartment-complex lifestyle.

® DBS (direct-broadcast satellites), a
technology through which several chan-
nels of programming can be beamed di-
rectly to households equipped with small,
affordable receiving dishes on their roof-
tops. No full-scale American DBS broad-
cast service is expected to be in operation
before the mid-eighties, and this is a
handicap because it allows competing de-
livery systems to establish themselves in
the meantime. A more serious handicap
may be cost. The expense of launching a
high-power, multiple satellite system
could approach $800 million. and the cur-
rent price of the components for a home
DBS receiving unit is still nearly double
the target price of $400 per home. Be-
cause of the enormous capital investment
and the large risks involved, DBS is likely
to take shape as a single system—rather
than several competing systems—and it
probably will be offered by a consortium
rather than by any single company.

® MDS (multipoint distribution ser-
vice), a system distributed by microwave
on the superhigh frequency band, which
is used for locally based pay program-
ming. Although it is hindered by recep-
tion problems—buildings and trees can
obstruct its signal—MDS may receive a
competitive boost if the Federal Com-
munications Commission authorizes a
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multi-channel service. Despite the short-
comings of range and reception, MDS
will have an edge on STV if it can offer
subscribers five channels instead of one.

® HVN (Home View Network), an in-
teresting blend of video-cassette-re-
corder (VCR) and broadcast technolo-
gies, which ABC proposes to enter in the
pay television sweepstakes beginning in
1984. The network would use its affiliated
stations to broadcast a scrambled signal
of a current movie during the early hours
of the morning. The subscriber would set
his VCR to record at the appointed hour
and woulid play the movie back at a con-
venient time. A decoding device manu-
factured by Sony and leased by ABC
would unscramble the signal for play-
back. Supposedly, the unit will be pro-
grammed to switch codes every month,
so recorded tapes will be viewable for

HOME VIDEO DOLLARS:

WHERE THEY'VE GONE,
WHERE THEY'RE GOING

1982
Total = $6.81 billion

Pay Cable
27.7%

Prerecorded

Video Discs 1.9%

Video
Disc
Players
.98%

MDS
2.6%

only a limited period of time. HVN
should do especially well in households
that cannot receive cable.

® Home Video, a catch-all phrase for
video-cassette recorders and video-disc
players. These technologies are seen by
some as competition for cable because
they provide vast programming choices
and encourage selective viewing. But it
appears that vidco recorders are pur-
chased primarily to allow consumers to
watch television programs at more con-
venient viewing times. The prerecorded
cassette business has become mainly one
of rentals rather than purchases. since
few consumers seem intcrested in creat-
ing their own tape libraries. As for video
discs, which permit the accumulation of a
library at less cost than with prerecorded
tape cassettes, they have been slow to
grab hold in the market, and the technolo-

VCRs 6.9%

9.9%

STV
6.1%

Blank Tapes 5.6%

Video Cassettes 4.4%
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STV 6.6%

N

Blank Tapes

Basic Cable
33.5%
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gy’s prospects remain unclear.

INFORMATION SERVICES

Although cable and the related tech-
nologies come into our homes mainly to
deliver entertainment, they are also mak-
ing substantial changes in the way infor-
mation is distributed. The convergence of
computer and telecommunications tech-
nologies has made possible the distribu-
tion of vast quantities of information
from central data banks to television
screens at home. In this market, cable
and telephone are likely to vie with each
other for dominance.

Several corporations have already be-
gun experimenting with the interactive
distribution of data, both by cable and tel-
ephone lines. Interactivity allows the
consumer to send down for precisely the
information he wants to receive. While
Pay-

Per-View
3.8%
MDS 2.7%

Video Discs
2.5%

Video
Disc
Players
2.1%

Prerecorded
Video Cassettes

10.3%

Pay Cable
22 .6%

1985

Total = $11.06 billion

Source: Home Video & Cable Report
DK ge Industry F ions. Inc. 1982




cable is a more economic and efficient
technology for such videotext services,
its shortcoming is that only a handful of
the thousands of existing cable systems
have two-way capability. Telephone
companies have the advantage here,
since their lines reach more than 95 per-
cent of all television households, and
theirs is a two-way wire. Telephone,
therefore, is the most convenient conduit
today for videotext services to the televi-
ston screen: the hitch is that under a re-
cent antitrust agreement with the Justice
Department, for the next seven years the
telephone companies will limit their role
in electronic publishing to transmitting
information without controlling or in any
way owning the data.

Itis too early to determine the eventual
size of the market for two-way electronic
publishing services, although several sur-
veys estimate an initial potential of be-
tween 10 and 20 percent of American
households. Nor is it clear how the mar-
ket will split between cable and tele-
phone. It seems probable that cable will
prevail in many of the large cities, where
new systems are being installed with two-
way capability. while telephone will rule
in the smaller communities served by the
older, one-way cable systems.

One-way information systems, al-
though limited to information in standard

textual form (such as wire-service news
and sports), may actually suffice for a
great many consumers. Commercial tele-
vision stations will soon be offering tele-
text—a continually updated, indexed col-
lection of information—for the cost of a
decoding unit. Teletext will carry adver-
tising, and the consumer will be able to
call up the pages he wants to see. Since
the medium uses the existing broadcast
frequencies, there is nothing to build, so
it may make its entry swiftly.

Time Inc., meanwhile, is investing
heavily in its own one-way information
system for cable. Called Cabletext, its ad-
vantage over teletext is that it can carry a
great deal more information and make it
available to consumers faster, with fewer
seconds elapsing between the viewer’s
request for information and its display on
the screen.

Among the mysteries of the moment is
what kind of information people will want
to receive, and a number of current tests
may provide the solution. Information
will probably be supplied to teletext and
videotext by local newsgathering organi-
zations such as newspapers, and by cen-
tralized data banks such as Dow Jones’s.
Since much of this information will al-
ready have been assembled and orga-
nized, its electronic distribution could be
quite profitable.

I YUOKLMWRQTXWXYZAMOVERVIEWIMBWCOQHSAGDMNIUR?Z2

PROGRAMMING

To fill all the new television channels
created by the emerging technologies,
some fifty program services have already
been introduced and dozens more are in
the wings. About ten or twelve of the ex-
isting services hope to survive on
monthly subscription fees, and most of
the others have pinned their fortunes on
the sale of advertising time. Like network
television series, most of these new pro-
gram services are destined to fail. Al-
though cable, STV, MDS, and the other
technologies continue to spread across
the country, their total audience universe
is considerably smaller than that of
broadcast television, which means the
viewers for any specific cable channel are
few indeed in number.

The consumer may be favored by cable
systems with 36, 56, or 120 channels—
but only so much time in a day can be
given over to television. Most operators
of the satellite services distributed by ca-
ble recognize that they will have to runup
losses until cable proliferates in the big
population centers, but it seems doubtful
that many will last that long. In all likeli-
hood, more than half the present services
will be gone five years from now. Others
will probably take their place, but the
sorting-out process has begun, and may
continue for years to come.

Communication

... aleading source of information cited by
researchers, scholars, practitioners, and media

The simple term “new technology” belies a complex pattern of hardware,
organizations, and policies. In the Autumn 1982 issue of the JOURNAL,

“The ‘New Technology’: Who Sells It? Who Needs It? Who Rules It?” presents a
comprehensive view of some of the historical, economic, and legal dimensions.

Five of the ten articles on the “new technology” are:

Recent Trends in Communications Legislation and Policy-Making by Willard D. Rowland, Jr.
FCC Media Ownership Rules: The Case for Repeal by Chip Shooshan and Catherine Reiss Sloan
Telephone Vendors in the New Telecommunications Marketplace by Kas Kalba

Public Information and “Electronic Publishing” Services by Kenneth Robinson

Beyond Deregulation: Communications Policy and Economic Growth by Forrest P. Chisman

Coming in the Winter 1983 issue: Computers, Education, and Public Policy. Every 240-page issue of the
JOURNAL contains about 15 articles, Intercom’s news of the field, and book reviews.

[ Please send me the Autumn 1982 issue

at tHe single copy price of $6.00.

Please enter my subscription:
[ 1 year $20
[] PAYMENT ENCLOSED [] PLEASE BILL

[ Please send me more information

(] 2 years $36

J 3 years $51 City

Name

Address

State Zip
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ERIC STALLER

CABLE TV.

WIRING FOR ABUNDANCE

C ABLE. The word is so prosaic it is no
wonder the technology took more
than thirty years to catch the na-
tion’s fancy. Had cable television devel-
oped in urban rather than rural areas,
with guidance from marketing experts, it
might have been named for what it
uniquely provides, rather than for a thick
wire, its main technical component. We
might speak today of magnavision or
wondervision when referring to this form
of television, since it has vastly increased
the yield of our home receivers.

Cable is a video cornucopia whose gifts
include a muititude of channels (upwards
of one hundred in state-of-the-art sys-
tems); an abundance of national program
networks; a potential for local public ac-
cess; a range of interactive services from
video games to home security; a method
of information retrieval from data banks;

BY LES BROWN

an electronic equivalent of the depart-
ment store, and an ability to narrowcast
to specific audiences, such as physicians
and investment brokers.

Cable is more of everything. Beyond
being just a television medium, it is also a
communications network for a munici-
pality. Many of the new cable installa-
tions link schools, libraries, hospitals,
and police and fire departments for point-
to-point  communications.  Nicholas
Johnson, former member of the Federal
Communications Commission, scarcely
exaggerated when he observed that ““the
difference between ordinary television
and cable is the difference between a gar-
den hose and Niagara Falls.”

Yet, for all this, there is still some con-
fusion among consumers about this new
kind of television. Many think they are
cable subscribers because they pay

monthly fees to receive movies and other
premium fare over the air. But they actu-
ally are subscribing to forms of single-
channel broadcast television—what we
used to speak of two decades ago as pay-
TV. Cable is something else; it is televi-
sion by wire.

As a technology, cable more closely re-
sembles telephone than television. In
fact, its wire—a coaxial cable—is strung
along telephone poles or through under-
ground telephone ducts and is connected,
like telephone, to households paying a
monthly charge for the basic service (usu-
ally in a range of $6 to $10). With some
refinements in the technology-—conver-
sion to fiber optics, for example—the
wire used for telephone service could
also carry cable television, and vice
versa. Some day a single wire may suffice
for all voice and video communications to

“The real power of cable television will be felt later in the decade, when all the major U.S. cities are wired.”

FIELD GUIDE
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and from the home.

One speaks of a basic cable service,
because all the additional services—the
channels specializing in movies and video
games, the burglar- and fire-alarm sys-
tems, and videotext—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 of-
fice into the home. Some industry ana-
lysts believe that once people grow ac-
customed to the idea of paying for video
services their monthly bills for cable will
exceed those for the telephone.

What is most unusual about cable, per-
haps, is that it was not born in a labora-
tory like most other communications
technologies but rather came into exis-
tence accidentally. It began as CATV
(community antenna television), an inge-
nious solution to the television reception
problem in rural areas where the terrain
interfered with broadcast signals. As the
story is told, an appliance dealer in the
hilly backwoods of Pennsylvania was un-
able to sell television sets because picture
reception was impossible, so he rigged a
large antenna on a mountaintop and con-
nected it to homes in the area by a system
of wires. This was in the late forties. Be-
fore long, enterprising technicians in nu-
merous communities deprived of televi-
sion were building tidy little businesses
with such CATYV installations.

Initially this was good news for the lo-
cal television stations because it in-
creased their audiences. It soon turned
into bad news, though, with the discov-
ery that the wire could bring in signals to
fill all twelve channels on the VHF dial;
stations from other cities, imported by
microwave relay, were added to the
CATYV service, creating serious competi-
tion for the local broadcasters. But this
was only the first stage in cable’s emer-
gence as the television of abundance.

The sixties saw the development of a
converter that increased the capacity of
CATYV systems to twenty channels, and
cable began to be taken seriously as a new
medium. No longer a mere retransmis-
sion system for existing television sig-
nals, it was capable of carrying its own
original programming. A decade later, re-
finements in the converter increased the
capacity to thirty-six channels, and the
technology has advanced now to provide
fifty-two channels on a single cable line.
By using two lines, cable systems can
provide 104 channels.

During the late sixties, with twenty-
channel systems as the lure, large cable
companies began laying plans to wire the
cities. Those plans were halted by the
FCC, which effectively froze the devel-
opment of urban cable with stiff regula-
tions on the importation of distant sig-
nals, while it pondered rules for cable in
the hundred largest cities. By the time the
freeze ended in 1972, hopes for wiring the
cities had been chilled by the horrendous

CABLE'S TOP TEN

.
Name

1. American Television and
Communications 1,950,000

2. Tele-Communications Inc. 1,900,000

Subscribers

3. Group W Cable 1,760,000
4. Cox Cable

Communications 1,164,000
5. Storer Cable

Communications 1,063,000
6. Warner Amex Cable 1,000,000
7. Times Mirror 715,000
8. Newhouse Broadcasting 646,000

9. Rogers-UA Cable Systems 560,000
10. Viacom Cablevision 543,000

. experience of both Teleprompter and

Sterling Manhattan Cable, which had al-
ready begun operation in Manhattan.

The two companies found that urban
construction was far more expensive
than anyone had expected, and there
were additional problems—the phone
company was refractory, landlords de-
manded payoffs, services were stolen,
equipment was vandalized, and police
doled out parking tickets to service
trucks. But worst of all, New Yorkers
showed scant interest in cable, and for
several years the companies lost millions
of dollars annually. The cable industry
made a quick retreat from its march on
the cities.

The climate for urban cable changed
dramatically in 1975, however, when the
eastern-based pay-cable service, Home
Box Office, leased a transponder on the
Satcom I satellite in hopes of broadening
its market. As a national service, it was
an instant hit and within two years was
operating in the black. But more impor-
tant, as the first program service to use
the satellite, it became, overnight, Amer-
ica’s new television network. Its success
produced a profusion of cable-satellite
networks, as other companies flocked to
the satellites for national distribution at
relatively low cost. And this gave cable
just what it needed for an invasion of the
cities: something bigger to sell than im-
proved television reception and more tel-
evision signals.

There was a clear demand in the cities
for pay channels that would deliver mov-
ies into the home, uncut and without
commercials. Cable was on the move
again. By 1980, virtually every city was
either being wired for cable or in the thick
of the franchising process. Most were de-
manding large-capacity systems with
two-way capability. This favored Warner
Amex Cable, the company that pioneered
two-way interactive cable with its Qube
system, which began operations in Co-
lumbus, Ohio in December 1977. Interest
in Qube helped Warner Amex win the
franchises for Pittsburgh, Dallas, Hous-
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ton, Cincinnati, and parts of New York’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 com-
munity’s system depends largely on when
it was built. Those dating from the early
seventies have twenty channels, those of
the late seventies about thirty-six, and
those of the eighties at least fifty. But
more than half the cable systems cur-
rently operating predate the seventies
and have such limited capacity—twelve
or fewer channels—that they can carry
only two or three of the cable-satellite
services. This unevenness around the
country, along with the absence of cable
in several of the largest cities, has been
the great impediment to the growth of
successful advertiser-supported cable
networks.

According to the 1982 midyear esti-
mates of the A.C. Nielsen Company,
some 34 percent of American households
(including those in Alaska and Hawaii)
subscribe to cable. But while cable has a
penetration of 71.2 percent in Laredo,
Texas, it enters only 9.8 percent of homes
in the Chicago market and 13.2 percent in
Detroit.

Nevertheless, cable continues to
spread rapidly across America, its
growth rate in the eighties exceeding the
forecasts of virtually all the experts.
When this decade began there were 4,225
cable systems serving 16 million homes.
By mid-1982 there were 4,800 cable sys-
tems serving 28 million homes.

The real power of cable as a new com-
munications medium will be felt when the
biggest cities are wired and the oldest sys-
tems are updated. That will allow the sat-
ellite-distributed programming to attain
something approaching the uniform na-
tional coverage that has been the strength
of the commercial broadcast networks all
these years.
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TELEVISION IN THE ACTIVE VOICE

HE ARRIVAL of two-way, or
T“imeractive," cable televi-

sion in Pittsburgh has
opened the way for, among other
novel experiences, electronic
match-making.

Every Tuesday evening at 7:30
Steve Hansen, host of Singles
Magazine, asks searching ques-
tions of bachelors and bache-
lorettes. Then he turns the deci-
sion-making over to the viewers.
On a recent evening some 300
folks at home pressed buttons on
their consoles while a computer at
the transmission center of Warner
Amex Cable instantly tallied their
responses. A fellow named Phil
was overwhelmingly the people's
choice for a night out with Nancy.

Warner Amex’s newly built
Qube cable system in Pittsburgh,
with sixty-three (of a potential
eighty) working channels provid-
ing virtually every kind of pro-
gramming service yet devised, de-
fines the state of the art in cable
television. The feature that makes
it stand out among large cable sys-
tems is interactivity.

Participatory romance is only
the most whimsical of the many
uses of this versatile technology. It
is also used for “instant polls’ on
political issues and speeches, col-
lege exams, and quiz shows. Two-
way capacity vastly simplifies
“pay-per-view” programming,
and even opens up the new busi-
ness of cable-monitored home-se-
curity systems.

Ordinary cable systems connect
the home to the source of program-
ming with a single wire; interactive
technology uses two wires so that
information can flow in both direc-
tions. The wires are hookeduptoa
large central computer that checks
each home in the system every six
seconds, ‘“reading” communica-
tions from viewers. And the view-
ers, in turn, make their prefer-
ences known on a hand-held
console that also serves as the
channel selector. To choose a date
for Nancy, for example, the
viewer pressed a “Response” but-
ton, and then hit *“1,”" “2,” or 3™
(for Chris, Phil, or neither).

Warner’s first commercial ex-
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Subscribers to Pittsburgh’s new Qube system use a
keypad (bottom) to select channels and send mes-
sages to the control-centercomputers pictured above.

S
periments with interactivity were
with its Columbus, Ohio system in
1977. Since that time cities solicit-
ing bids to build cable systems
have routinely demanded two-way
capacity, and other operators have
developed their own versions of
the technology.

In Columbus, Warner has em-
phasized the role of two-way sys-
tems in promoting ‘“‘electronic de-
mocracy.” After President
Carter’s 1979 energy speech, for
example, subscribers were asked
to offer instantly their opinion of
his performance. On another oc-
casion, consumer advocate Ralph
Nader asked viewers whether they
would support his petition to
change children’s advertising.

In Pittsburgh, Qube has edified
as much as entertained. Besides
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the somewhat tongue-in-cheek
Singles Magazine, the local inter-
active Channel 59 offers quiz
games for both school-age chil-
dren and adults, a talent show in
which viewers act as judges, and a
program in which moral choices
are dramatized by actors, after
which viewers indicate their solu-
tions to the dilemmas.

But in the long run, for most ca-
ble operators, the interactive
channel may be a good deal less
important than the pay-per-view
opportunities of two-way cable.
When an ordinary cable system,
or a subscription-television chan-
nel, wishes to offera program for a
one-time charge, it must advertise
well in advance and distribute spe-
cial decoders to unscramble the
signal. The system's popularity,

FIELD-CLICHE

WARNER AMEX CABLE

despite this cumbersome proce-
dure, was proved in September of
1981, when 500,000 homes paid up
to $25 to watch the Sugar Ray
Leonard-Thomas Hearns boxing
match.

With two-way cable, however,
the viewer simply indicates his
preference on his console, the
computer supplies the signal, and
the viewer is automatically billed.
In Pittsburgh, Qube offers four
pay-per-view movie channels
charging from $2.50 to $4 a title,
and one channel offering lessons-
for-pay in softball, home repair,
guitar playing, and the like.

Two-way cable also lends itself
to teleshopping, although it is as
yet unavailable in Pittsburgh. A
teleshopper can pore over tele-
vised descriptions of products and
buy them without ever leaving
home simply by punching in cata-
logue numbers on the console.

On the eighty-channel cable sys-
tem of the future, twenty channels
may well be devoted toretailing; at
least one analyst predicts that by
the decade’s end 20 percent of
America's shopping will be ac-
complished electronically.

Finally, two-way cable is revo-
lutionizing the security business.
Smoke detectors, burglar alarms,
and other home-security devices
can be connected to a home com-
puter that is in turn connected to a
master computer at the cable sys-
tem’s transmission center. The
computer sweeps subscribers’
homes every few seconds, alerting
the police or fire department to
changes recorded by the sensors.
Cable security services have be-
come another fixture in bids for
franchises. In Columbus, more
than 5,000 subscribers have al-
ready paid $1,100 to equip their
homes with sensors, and are pay-
ing monthly fees ranging from
$14.50 to $16.50 for the cable sur-
veillance.

Gustave Hauser, the chairman
of Warner Amex Cable Communi-
cations, predicts that home secu-
rity and pay-per-view will become
the two major sources of profit for
cable operators in the near future.

JAMES TRAUB
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HE LAST, BEST HOPE for the
Tplugged-in soap box may

well lie with homemade tele-
vision: with the amateur television
freaks in a Detroit suburb who pro-
duce a dog-obedience school-of-
the-air, and with artists, church
groups, cops, senior citizens, li-
brarians, rock 'n’ rollers, political
ax-grinders, exhibitionists, and
just plain folks around the country
who have something important or
entertaining to show to their
neighbors.

The public-access movement,
from which all this homemade tel-
evision flows, is anarchic and in-
tentionally amateurish, struggling
along in relative obscurity until
one of its more inspired members
drops his drawers on camera or
threatens to overthrow the gov-
ernment. Yet the idea of providing
public access to privately con-
trolled mass media is alive and
more or less well in hundreds of
American communities. And as
bothersome as such access seems
to those who make policy and
profits in modern telecommunica-
tions, the movement’s success
may be essential if citizens are to
salvage anything resembling indi-
vidualized freedom of expression
in the wired nation.

It won’t come easily. George
Stoney, the New York University
professor many consider the fa-
ther of community-access video,
readily admits it’s “a David and
Goliath movement.” In this cul-
ture, network programming has
established what television should
look like—so public-access televi-
sion iooks decidedly bush league.
But the problem is not the unpro-
fessional look of the program-
ming—at least not as far as
Stoney’s concerned. For him, am-
ateurism lies at the heart of the
movement.

From 1973 to 1978, Stoney di-
rected the internship program on
cable access at New York Univer-
sity’s Alternate Media Center,
which contributed most of the
strongest leaders in public access;
he remains the inspiration for what
Sue Miller Buske, executive direc-
tor of the National Federation of

PUBLIC ACCESS:

THE ANYBODY CHANNEL

“By setting aside a few channels on each cable system
for the free, relatively unrestricted use of the people,
the public-access movementis trying to preserve free-
dom of expression in the wired nation.”

Local Cable Programmers (and a
former student) calls *‘the gut phi-
losophy” behind the movement.

“It’s got to be a volunteer move-
ment,” Stoney says, “‘not some-
thing you’re going to make a real
living in. It’s in the hands of people
who have a real interest in their
communities and who can afford
to devote the time.”

Stoney and other community-
access enthusiasts want to set
aside, for the free, relatively unre-
stricted use of the pubiic, a few
lanes on the new superhighways of
telecommunications. They want
time on the air, space on the satel-
lites, and channels on the cable
systems. But their opponents say
that the people who own and run
cable systems have the right to de-
cide—free from government inter-
ference—how they are used. And
everybody claims to have only the
public interest at heart.

The issue gets blurred because
the cable industry and many of the
volunteer groups now using local
cable channels make little or no
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distinction between access pro-
gramming and locally originated
programming. But there is a cru-
cial difference.

The operator owns and controls
the local-origination (LO, in cable
talk) channels, which are equiva-
lent to cable-only broadcast sta-
tions, complete with commercials.
Public-access channels, in con-
trast, belong to the citizens of a
community according to the terms
stipulated in its franchise with the
cable company. And citizens,
through access committees or
boards, make the rules.

In the hands of a benevolent ca-
ble company, the process of mak-
ing noncontroversial LO televi-
sion might feel very much like
public access. Local foiks come
into a community video center,
learn how to use the gear, round
upacrew of volunteers, and set off
down the street to become their
neighborhood’s answer to 60 Min-
utes (or The Gong Show). Since
the cable company controls LO,
however, it has final say over what

FIELD GUIDE
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goes on the air.

Public access is different, be-
cause neither the cable company
nor local government can legally
interfere with programming (ex-
cept when there are scheduling
problems, or when programs vio-
late obscenity laws). This indepen-
dence suggests a peculiarly pure
notion of free speech—the only
glimmer of such a notion, in fact,
in the Electronic Age.

In sought-after suburbs and ma-
jor cities, companies typically of-
fer many access channels, millions
of dollars’ worth of equipment,
full-time staffers, and even mobile
vans—all for community use.
With all those goodies in the off-
ing, it's tempting to think that ac-
cess might finally be coming of
age.

But advocates of access say the
companies are unlikely to keep
their promises. “They’re talking
out of both sides of their mouth,”
says George Stoney. Individual
cable companies may be upping
the ante in the competition for
franchises, but at the same time
the National Cable Television As-
sociation is busy trying to free
them from regulatory require-
ments.

For the last two years, the
NCTA has been lobbying fiercely
for sweeping cable legislation in
federal communications bills, in-
cluding a provision that would pro-
hibit local and state governments
from regulating cable rates or man-
dating access channels. So far, the
National League of Cities and the
NFLCP have been able to dilute
the proposals before they’ve been
voted on. But if the industry’s
wishes ever become law, the ac-
cess people fear that all the cable
companies’ grandiose promises
will be meaningless.

“Things have gotten so out of
line with all these promises,” says
Sue Buske of the NFLCP. “It’s all
going to backfire. What worries
me is what happens after the fran-
chise is granted.” It’s always pos-
sible, she says, that communities
and cable companies, frustrated
by the difficulties of setting up a
workable access center from




scratch, will ditch the whole idea
when it gets more complicated
than anyone thought.

To help cities and towns design
reasonable approaches to access,
the NFLCP acts as a consulting
service and tries to put community
leaders in touch with others
who’ve gone through the same ex-
perience. The group publishes a
franchising primer, offers sample
bylaws for access corporations,
and distributes demonstration
tapes. In November, it launched a
series of workshops and intern-
ship sessions for community-ac-
cess coordinators.

The success of programs such as
the internship plan and much of
the NFLCP consulting depends in
part on the cooperation of the ca-
ble companies, which have raided
NFLCP ranks for experts on local
programming (including some of
Stoney’s old students), and are
kicking in the money for the ac-
cess-coordinator training. Stoney
approves: “If we don’t get inside
the industry,” he says, “we're
licked.”” But other access people
aren’t so happy about cozying up
to the operators.

Most don’t trust the cable indus-
try to remain friendly when the go-
ing gets tough, and many are wor-
ried that an NFLCP alliance with
cable companies will effectively
prevent the organization from
leading the fight in the communi-
ties. Others are simply tired of
community organizing and ready
to pursue their own interests in
filmmaking or video. They'd like
to play down the celebration of
amateurism and encourage the
NFLCP to make as much room for
independent film and video people
as it has for cable operators and
librarians.

A struggle clearly lies ahead.
But the access people have al-
ready survived quite a struggle.
“We've always sounded like radi-
cals,” Stoney told a group in At-
lanta. And maybe a little crazy
too. “If it were an absolutely ra-
tional process,” says the move-

ment’s senior member, “we’d
have given up long ago.”
BEN BROWN
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HOME SECURITY:

UNLEASHING THE VIDEO GUARD DOG

UST ABOUT the most popular
J two-way cable service avail-

able today has nothing what-
soever to do with entertainment,
or even, in fact, with television.
Home security, the first stage in
cable’s medley of interactive serv-
ices, is proving particularly attrac-
tive to those affluent homeowners
who make up the core of cable sub-
scribers.

**We’re selling peace of mind,
as well as a piece of equipment,”
says Miklos Korodi, president of
Warner Amex’s security systems
diviston. ‘*People feel the need for
more security today.”’

For more than a century, the
heart of the burglaralarm business
has been an operation known as
‘‘central station monitoring,”’ in
which an alarm installed at a pro-
tected premises is connected elec-
tronically to a central location. If
the alarm goes off, an operator at
the central station sees it on a mon-
itor and calls the police. This con-
nection was initially made over tel-
egraph wires, then over telephone
lines; now cable operators are cap-
italizing on the fact that cable can

make that same profitable connec-
tion.

For Warner Amex Cable Com-
munications, home security has
been the most successful interac-
tive component of its Qube system
to date. In Columbus, Ohio, more
than 5,000 Warner subscribers
took on the home-security service
within the first eighteen months of
its operation.

Warner's key rival for this mar-
ket is Dallas-based Tocom Inc.,
which pioneered two-way cable
security services throughout the
Southwest. Tocom farms out its
considerable expertise and tech-
nology to cable operators. Viacom
uses the Tocom system in Dayton,
for example. By hooking up with
Tocom, virtually any cable opera-
tor can provide security service
comparable to Qube’s. Tocom
president Mike Carboy boasts of
having developed interactive
hardware to **out-Qube Qube.”

Although cable companies are
representing their home-security
systems as pushing far beyond the
most modern offerings of the bur-
glar-alarm industry, they do not
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differ radically from the best con-
ventional systems on the market.
Both offer burglar alarms, medical
emergency buttons, and police
emergency summons. Both rely
on a two-way wire between the
home and a central monitoring
point. But because cable security
systems do not pay high telephone
tariffs, their prices are considera-
bly lower than conventional sys-
tems, which charge up to $3,000 or
more for installation and $20 to $50
for monthly monitoring. Cable se-
curity systems sell for an average
of $1,000 or less, and charge $10 to
$15 amonth.

For all the excitement over ca-
ble security services, subscribers
still number fewer than 15,000—
less than 2 percent of the nation’s
homes—and most of them are con-
tracted either to Warner Amex or
Tocom. Nevertheless, the next
few years will see the wiring of
most major cities with two-way ca-
ble, and the industry is betting that
security will become the first serv-
ice to wring a profit from all that
heavily mortgaged wire.

STEPHEN FENICHELL

“Cable security systems work in much the same way as traditional alarms: When a
smoke or intrusion detector is tripped in the home, a signal is sent to a central-
station monitoring point, which then alerts the fire or police department. But in-
stead of relying on costly phone lines, the new systems use two-way cable.”
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SATELLITES:
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THE BIRDS THAT MAKE IT ALL FLY

communications satellite inaugurated

transatlantic telecasting—and changed
the perceptions of a generation about the
limits of telecommunications. Along with
its gift of instantaneous global communi-
cation, the satellite brought visions of a
“global village.” Twenty years later, the
importance of satellites has become so
widely recognized that when the British
sailed for the Falkland Islands last April,
for instance, they took a satellite trans-
mitter with them.

In the last few years satellites have be-
gun to work profound changes in the
communications  environment. The
global-scale expansion of the satellite in-
dustry now underway will more than
quadruple the world’s capacity for long
distance communications in this decade.
No longer simply another tool in the com-
munications game, used mainly for such
things as international news and sports
relays, satellites are becoming a major
force in the creation of an entirely new
information environment. Communica-
tions scarcity, dictated by the big three
networks and the Bell System’s monop-
oly, is being replaced by communications
abundance.

You cannot read or watch a satellite,
but as a powerful distribution technology
the satellite greatly expands the power of
a host of other technologies and can even
spawn media hybrids, such as cable net-
works and USA Today, the new national
newspaper beamed by satellite to printing
plants across the country.

In 1975, when Time Inc.’s Home Box
Office began to transmit its programming
on Satcom I, satellites began irrevocably
to change the structure of the nation’s tel-
evision system. Before then, restrictive
regulations, imposed largely at the behest
of broadcasters, had confined cable to
the role of passive relayer of broadcast
signals; satellites shattered these limits.
Suddenly cable programming could be in-
stantly and economically transmitted na-
tionwide. Cable systems, themselves
proliferating rapidly, began to install
dish-shaped “earth station’ antennas to
receive transmissions. And HBO has
been followed by a wild profusion of net-
works offering cable programming.
There are arts channels, children’s chan-
nels, “superstations” such as Ted Turn-

I N 1962, the tiny, experimental Telstar

BY JONATHAN MILLER

Above: Canada’s Anik C satellite
Opposite: America’s Westar IV

er’'s WTBS in Atlanta, foreign-language
channels, “adult” entertainment chan-
nels, news channels, and ever more
movie channels. As more cable networks
have appeared, more satellites have been
sent up beyond the atmosphere to handle
the electronic traffic. Indeed, competi-
tion for space on the most coveted satel-
lite, Satcom I11I-R, has become so intense
that leases to its channels have been sold
for tens of millions of dollars.

Satellites are starting to make other in-
roads on network dominance. The three
major networks’ historic monopoly over
instantaneous program distribution to
broadcast stations, via webs of leased
AT&T long lines, has been overthrown.
The Public Broadcasting Service and
Spanish International Network have al-
ready equipped their affiliates with earth
stations, and independent, commercial
TV stations are starting to install dishes
as well. Hundreds of hours of program-
ming now are being delivered to stations
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by satellite each week, and even network
affiliates are “cherry-picking” some of
this fare from satellites as an alternative
to the offerings of the networks. A
“fourth network,” long talked about, has
not yet come to pass. But a new system is
falling into place: Any television station
can become part of an ad hoc program
network that can pit its national program-
ming against the offerings of the big
three.

But the use of satellites is not limited to
broadcasters and cable operators. Some
30,000 home owners have installed satel-
lite receiving dishes in their backyards, at
a cost of between $3,000 and $10,000.
Dish owners can feast for free on any of
the fifty or so program services currently
up on the satellites (though the legality of
doing so is unclear).

Another recent development of inter-
est to those who can’t afford a dish, or
don’t have access to a municipally fran-
chised cable system, is something called
SMATV—satellite master-antenna tele-
vision—which, in effect, is a mini-cable
system serving just a single building, or
complex of buildings. SMATYV installa-
tions—including an earth-station receiv-
ing dish connected by coaxial cable to
individual homes—are being installed in
apartments and condominium complexes
at the rate of hundreds per month, and
provide many of the same movie chan-
nels and sports services as conventional
cable.

Just as satellites are breaking the net-
works” dominance over broadcasting, so
they are making it possible to challenge
the familiar telephone and data-commun-
ications monopolies. In the past five
years, more than a million American indi-
viduals and businesses have started using
non-AT&T long-distance services, such
as MCI, which use satellites to relay
phone calls between major cities. This
number is expected to increase rapidly,
although another emerging technology—
fiber optics—may in a few years chal-
lenge satellites for some of this business.

A growing number of companies have
begun using satellites as a substitute for
executive travel, creating two-way satel-
lite *videoconferencing™ or meeting sys-
tems able to transmit audio, video, and
even documents. Today's Xerox ma-
chine, with appropriate modifications,
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could be tomorrow’s mail terminal. Con-
nected to a satellite dish, a copier at one
location can rapidly transmit documents
to similar machines thousands of miles
away. Without much fanfare, large cor-
porations are increasingly relying on sat-
ellites for instantaneous internal com-
munication.

Also little publicized, but of enormous
commercial importance, is the rapid de-
velopment of mobile communications
services using satellites. More than a
thousand ocean-going ships have already
installed satellite equipment to permit di-
rect-dial telephone and telex links; soon
these capabilities will be extended to air-
craft and surface vehicles. Something re-
sembling Dick Tracy’s two-way wrist ra-
dio-TV system could be along before the
end of the century.

While the technology of satellites is fre-
quently described as sophisticated, the
reality is that today’s birds are crude af-
fairs compared to the giant space stations
being planned for the next decade. When
the space shuttle begins routine opera-
tions in 1983, it will be capable of hauling
into orbit an entirely new generation of
satellites much larger and more versatile
than those now aloft. These systems will
in effect be orbiting switchboards, effi-
ciently relaying huge amounts of infor-
mation and possibly reducing the price of
an overseas telephone call to that of a call
across town.

One proof of the power and importance
of satellites has been the fierce debates to
which they have recently been subjected.
Public-interest advocates argue that sat-
ellite technology, underwritten by bil-
lions of taxpayer dollars, may already
have become a captive of corporate inter-
ests indifferent to the public’s needs.
These complaints are likely to become
more insistent following the deregulation
of satellite carriers now being undertaken
by the Federal Communications Com-
mission. Though originally *“common
carriers’’ were required to lease tran-
sponders on a first-come, first-served ba-

WESTERN UNION

sis, some satellite owners have recently
been seiling them to the highest bidder.
Internationally, satellites have been
targeted by the Third World in its demand
fora “new world information order.” De-
veloping nations fear that a few rich coun-
tries will gobble up the limited number of

(ESDFGHJKXKLQWERTYYUIOPSATELLITESPZCVBESNMASDEFGHJEKLAQ

orbital positions and space communica-
tion frequencies so quickly that space will
be filled by the time the poor countries
are ready to launch satellites of their own.
The technologically advanced countries,
meanwhile, have resisted limits on their
ability to launch new satellites at will.

Satellites serve as radio relay sta-
tions in the sky. They receive trans-
missions from the ground, beamed to
space from an “‘uplink,” and retrans-
mit them to a receiving dish called a
“downlink™ or an ‘‘earth station.”
The satellite always remains in the
same position relative to ground sta-
tions because it has been placed in
*“synchronous” orbit 22,300 miles per-
pendicular to the equator, where ob-
jects revolve around the earth at the
same speed that the planet revolves on
its axis.

The most important element of a

A Satellite Primer

satellite is the ‘‘transponder,” the
name given to a single receive/trans-
mit system. Typically, each transpon-
der can relay a single color-television
channel, or about a thousand simulta-
neous telephone connections (al-
though satellite operators are develop-
ing systems to double or triple this
capacity). Most satellites can carry
two-dozen transponders today; those
planned for later in this decade will
carry forty or more.

The nation using the most satellites
is the United States, which currently
has fifteen—owned by RCA, Western

Union, Comsat, and Satellite Busi-
ness Systems (a partnership of Com-
sat, IBM and Aetna Life & Casualty
Co.)—in orbit. Although the U.S. has
long dominated satellite communica-
tion, the Europeans are building birds
of their own, and both European and
Japanese companies are competing to
sell satellite systems in Asia, South
America, and Europe. One recent
study commissioned by NASA pre-
dicted that the total number of tran- |
sponders in use by all countries could
grow from fewer than 1,000 today to
more than 6,000 by 1997.

CHANNELS
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SATELLITE CHANNELS:
A GUIDE

Cable’s abundance of televi-
sion channels has given rise to some forty new program serv-
ices, and another thirty or so are on the way. Each is, in effect, a
new network, distributing whole schedules of programs by
satellite to cable affiliates across the country. Unlike the broad-
cast networks, many of the program services are “"narrow-
cast"—aimed at a particular, limited audience.

The networks in this chart are known as “basic services.”
Subscribers receive them for the standard monthly cable
hookup charge, except when a system sells “tiers” of serv-
ices—usually several in a package—for extra monthly fees.

Since there are many more program services than there
are channels on the average cable system (more than haif the
American systems have a dozen or fewer channels), the new
networks must compete for cable affiliates. The earliestsatellite
program services typically charged cable systems a féw cents
per subscriber per month, but competition has lately become
so fierce that most services are being offered free, and a few
new networks have gone so far as to pay cable operators to
carry their programming.

With affiliate payments to program services becoming
increasingly rare, most of the new networks depend for their
support solely on advertising, which has been slow in coming.
But those networks prepared to withstand a few years of red
ink will be in an excellent position when wiring of the major
cities is completed, channel capacity Is increased, ands€able
emerges as a viable national advertising mediums

CHANNELS 16  FIELD GUIDE
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NAME
OWNER HOMES
CITY OF ORIGIN MEANS OF REACHED TARGET
LAUNCH DATE SUPPORT HOURS (MILLIONS)  AUDIENCE CONTENT
Entertainment & Advertising Around the 18 General In-depth daily sports coverage; major sports attractions,
@ Sports clock (esp. male) such as Davis Cup, world championship tennis, NBA
Programming basketball; college football, basketball, gymnastics;
Network (ESPN) professional boxing; exclusive rights to the new United
Getty Oii Co. States Football League (USFL) games
Bristol CT
Sept. 1979
p ;! Christian Viewer Around the 16.2 Families ‘Family programming stressing positive values”: classic
¢~ “ Broadcasting contributions; clock films; weekend golf; National Geographic specials;
4‘ Network (CBN) telethons; weekly series with inspirational themes
CABLE NETWORK i . e
Christian Broadcasting  advertising
Network
Virginia Beach VA
Apr. 1977
Cable News Network  System pays Around the 138 Upscale, Continuous reporting of hard
de (CNN) 15¢ per clock general | news, with live coverage of
Turner Broadcasting subscriber; breaking stories, soft features
System advertising on subjects ranging from style
Atlanta to cooking
June 1980
USA Network System pays Around the 12 Daytime: Women's self-improvement programs; prime-time
us‘ Time Inc.; Paramount  7-10¢ per clock women. sports, such as college football and basketball, Golden
caBLE NETwork | ictures; MCA Inc. subscriber; Early evening:  Gloves boxing, NHL hockey, major-league basebail
Glen Rock NJ advertising youth.
Sept. 1977 Nighttime: men
@Sp@ﬂ Cable Satellite Public System pays Around the 15 Adults Live coverage of U.S. House of Representatives
Affairs Network 3¢ per clock interested in debates. congressional hearings, National Press Club
(C-SPAN) subscriber public affairs luncheon speeches, government events; call-in
Nonprofit corporation programming
governed by
cable-industry
representatives
Washington DC
Mar. 1979
TeleFrance USA Advertising 9pPM-1AM 8.7 Upscale adults  French cultural programming: classic and contemporary
«)f;‘.:ﬁ' Gaumont Films; Radio Mon-Fri; French films: French-language courses; documentaries
\"ggb c Monte Carlo; Sofirad 10-11 am (French history, culture, and cooking); dramatic
C)’g& New York Sat, Sun adaptations of French literary classics
v July 1976
NICKELODEON Nickelodeon System pays 8 AM-9PM 8.5 Children, Children’s programming, 50 percent original; concerts;
Warner Amex Satellite  15¢ per daily adolescents foreign and domestic films; sporting events; teenage
Entertainment Co. subscriber; talk show; preschoolers’ programming; comedy series
New York corporate (no commercials)
Apr. 1979 underwriting
[ Alpha Repertory Advertising 9PMm- 7.5 Upscale adults Cultural programming: drama,
LI Television Service midnight documentaries on the arts and
(ARTS) nightly related subjects; profiles of
Hearst/ABC Video i artists, actors, playwrights, etc.
Services ]
New York
Apr. 1981
- Daytime Advertising 1-5pm 6.6 Upscale womeng,Self-improvement programming in & magazine format;
Hearst/ABC Video 4 Mon-Fri P ‘draws on resources of Hearst publications, such as
Services Hopse Beautiful, Cosmopolitan, Tewn & Cauntry
New York 1 N
Mar. 1982 -
PTL Television Church Around the ! E"—&' ’ Chsistian Inspirational programming, #ntertainment; news;
Network contributions ciock fgmilies specials
Heritage Village | e
Church and
Missionary
Fellowship
Charlotte NC
Apr. 1979
Chart desigined by Marian Chin
CHANNELS 17  FIELD GUIDE
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DAYPART APPEAL
. DREAL

THAN ANY SINGLE BASIC NETWORK
BECAUSE USA PROGRAMS TO EVERY MEMBER OF THE FAMILY.

USA’s Daypart programming has helped turn USA KIDSTIME CAPTIVATES

12 million cable prospects into excited cable subscribers. When it t0 tunint into kich
Because when it comes to generating real program Sothi fnr/ ctohmes Q SEUDTTEMBTHG S e
appeal, USA is the only basic cable network that has it QUG Kodris Wipdr

all. All the right programming. At all the right times. 2’.7 h k.e )
For all the right members of the family. Kids r:.;r;e.
USA DAYTIME DELIGHTS children’s
Here's eight hours of the most appealing programming
women’s programming on TV today. USA that grabs a kid
Daytime. It's fresh and involving. It's by the imagination
oniginal programming that's packed and won't let go. And
# - with a variety of regularly scheduled 4% always on when
*"_-; p shows. All at the times women want kids are there to see it
= to watch them Weekday afternoons
There's ALIVE AND WELL, for health  gpq mornings, and
ﬁg and fitness. SONYA, for provocative inter-  yeekend morln/'ngs. ‘
- ES views. ARE YOU ANYBODY?, where There's the ACE-award ™8
" ce/e:br ity spouses speak up. WOM: winning CALLIOPE. The film festival for kids.
AN'S DAY USA, for menu planning KALEIDOSCOPE, where kids learn fun, do-it-yourself
and shopping tips. THE USAMOVIE. projects at home. Then on SCHOLASTIC SPORTS
just for fun. England’s famous dra- acapemy, kids get winning tips from New York

matic series, CORONATION STREEF  knicks coach Hubie Brown, forner New York

And YOU!, television’s only video Cosmos star Werner Roth, and in the fall, former
fashion magazine. Washington Capital coach Garv Green. And last
(USA Daytime has more charis-  there's the new, USA CARTOON =XPRESS.

matic, top drawing stars than any USA Kidstime delivers that magic mix of fun
other women’s programming on kids crave. And, the award-wirning programming
cable today. It's classy entertain- parents want

ment that satisfies today’s women.
All daytime long.

. r/. | ’\g /‘“\
“Daipt - Vi AUmE

e T A s,




Notking appeals more to the man of the house Every household has its late
than spor-s. And USA is the leader in exclusive, live, hight viewers. And USA Nightime
prime-tinae, mgjor league sports programming. Over has the programming they don't
500 majcs league events a year. More than any other mind losing sleep over.

TV Netwark. And all when men want to see them Like NIGHT FLIGHT,™ every
most — prne-time weekday nights. Friday and Saturday night. Featur-

Ther= are regularly scheduled sports exclusives ing superstas corcert rock with mega

Jike MONLCAY NISHT NHL HOCKEY WEDNESDAY NIGHT talents like Toe Rolfing Stones and Rod

NASL SOCZER. THURSDAY NIGHT MAJOR LeAGUE Stewart. And io keep the young late
BASEBALL THURSCAY NIGHT NBA BASKETBALL. FRIDAY nighters tunec in, NIGHT FLIGHT varies
NIGHT MIS_ SOCTER. the action with cult film classics and
Plus “e Masters® Golf Tournament. Grand” avant garde video features.
Prix Tenni= Major college football and Also on Saturday nights, USA
basketbal. Professional and amateur box- g - Nightime presents ENGLISH CHANNEL.
ing. And e mcst complete, live cover-&~ This series is maded with star-studded
age of plasoff action on television. — interviews, documentaries, drama and

sports actmon off the field, too.
With provacative sports inter-
views on sBows ‘ike the
ACE-aware winnvng SPORTS PROBE.
This is the arcgram TV Guide calls
“the finestsports mterview show on
television.” Hosted by Larry Merchant
and his pai el of sportswiriters, SPORTS
PROBE pres2nts intriguing mterviews
with super=tars Ike Muhammed Al
Tommy {oF~. and Mike Bossy.

the video soorts magazine.
Five nights a week.
SPORTS LOCK gives sports
viewers wihat they want
In-depth sgorts
analysis. Topical
features. Updates
Sports preveews.
And more.

USA SPORTSTIME SIZZLES USA NIGHTIME IGNITES

USA SPORTSTIME offers great upbeat musical pre
sentations. It's the
i best of Britisk, Australian and Canadian
television.

Add to &l this, stock market infor-
. mation with FRf WALL STREET JOURNAL
REPORT, and nepeats of the day's sports
events. for thase who want to catch it
later. That's U5A Nightime. The late-
night entertarmiment that's keeping
America up.

USA Daynart appeal is real. It's the one and only

basic network that can help you effectively showcase

cable’s wide remge of excitement.
What's mare, USA is specially designed to help yau

deliver basic cable satisfaction to all your subscribers, all

day long. That's why, to sell-in basic cable, USAS

Daypart Programming Package is today's

™ Basic Best Attraction. Call your USA |
representatiye ' 1

today.

Then *eres SPORTS LOOK,

——
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NAME
OWNER HOMES
CITY OF ORIGIN MEANS OF REACHED TARGET
LAUNCH DATE SUPPORT HOURS (MILLIONS) AUDIENCE CONTENT
Modern Satellite Advertising 10 AM-1 PM. 51 Women Consumer information: product demonstrations;
Network (MSN) Mon.-Fri. The Home Shopping Show
wooem saveitire werwonn  Modern Talking Picture
Service Inc.
New York
Jan. 1979
Satellite Program Advertising Around the 5] General Regular series on hobbies, business, finance, personal
Network (SPN) clock money-management; entertainment and heatth-care
W satenire /. Satellite Program programs; how-to shows, classic movies
"ﬂ?ﬁ“&w* Network Inc.
! Tulsa OK
Jan. 1979
The Weather Channel Advertising Around the 5 General The weather: weekend
Landmark clock forecasts; season outlooks;
Communications Inc. special forecasts for pilots,
Atlanta boaters, etc.
May 1982
Music Television (MTV) Advertising Around the 4.5 12-t0-23- Video version of a rock radio station; tapes of leading
Warner Amex Satellite clock year-olds groups in concert; hit-songs accompanied by video art;
Entertainment Co interviews; record promos (in stereo)
New York
Aug. 1981
W« Cable Health Network Advertising Around the 4 General ‘Programming devoted to
Cable (CHN) clock health science and better
Health ' Viacom International living"": diet-cooking
Network Y Inc.; Dr. Arthur M. demonstrations; nature
Ulene; Jeffrey Reiss programs; fitness shows; talk
New York shows
June 1982
Reuters News View System pays Around the 3.8 Upscale viewers Teletext news service: financial news, and sports
Reuters $300-%$1,000, clock interested in
New York depending on business and
Apr. 1971 size general news
Satellite News Channel Advertising Around the 3.1 General [l Hard news and major
== Group W Satellite clock headlines in 18-minute cycles,
Communications; with hourly 5-minute regional
ABC Video news inserts
Enterprises
Stamford CT
June 1982
‘ ‘ Spanish International Advertising Around the 3.1 Spanish- Programs in Spanish: news; soap operas; sports;
blk\ Network (SIN) clock speaking musicals; variety shows; movies; specials; live telecasts
Sa ey ke Televisa S.A community from Mexico
Rene Anselmo
New York
Sept. 1976
E > UTV Cable Advertising Around the 3 General "Involvision" programming, which allows viewers to
Frank D Allessio clock participate by shopping at home, for instance, or by
CABLE NETWORK Fair LawnNJ phoning in and playing along with live game shows
T Jan. 1983
< rinity Broadcasting Donations Around the 2 Families Nondenominational religious fare: talk shows, variety
Network clock shows, musicals
Paul F. Crouch
'y Tustin CA
TBN May 1978
Black Entertainmeng# " System 8PM-2 AM. 2 Black Musicall events;; political
Television (BET) pays teper  nightly com Uity discussions. phone-in shows;
RobertLohnson: subscriber; regularweekly series on health
| TeleCommunications " ladvertising end fiiness, cooking. fashion,
Inc.; Taft ] career advice, and
| Broadcasting male-female relationships;
Washington DC movies
Wan. 1980

CHANNELS 20
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Not one,
not two,
not three,
not four,
not five,
not Six,
not seven,
not eight,
not nine,
not ten,
but eleven ACE nominations.

Showtime Pay TV was nominated eleven times for the coveted
ACE Award for cable casting excellence in four national program
series and seven individual shows.

We wish to thank the countless individuals whose talent, dedica-
tion, and creativity help to make Showtime the success it is.

We'd also like to thank the members of the NCTA and the
producers of the nominated programs for recognizing Showtime as
one of the premier cable networks in the country.

It is an honor to be recognized by one’s peers. Our commitment
to excellence has never been greater.

Thank you. All of you.

All eyes turn for
WTIME@

© Showtime Entertainment 1982. All Rights Reserved.
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NAME
OWNER HOMES
CITY OF ORIGIN REACHED TARGET
LAUNCH DATE TERMS HOURS (MILLIONS) AUDIENCE CONTENT
gun ACSN The Learning System pays 6 AM.-4 PM. 2 Adults ‘Telecourses” that can be taken for credit at
™ iamwcowed, Channel 3¢-5¢ per Mon-Fri; participating colleges; how-to programs: cooking,
Appalachian subscriber 6am-1pm. guitar-playing, auto-repairing, speed-reading,
Community Service Sat, Sun small-business management, resumeé-writing
Network
Nonprofit
Lexington KY
Oct. 1980
NJ T National Jewish Advertising 1-4 Pm 1.9 Jewish Public-affairs panels; educational shows; television
Television Sundays community magazine
Joel Levitch
New York
May 1981
CNN Headline Advertising Around the 1.6 General Major headlines and hard news in 30-minute cycles
dez Network clock
Turner Broadcasting
System
Atlanta
Jan. 1982
OTHER SERVICES
NORTH AMERICAN NEWSTIME/
THE TRAVEL CHANNEL .85 .
NATIONAL CHRISTIAN NETWORK a75
DOW JONES CABLE NEWS .6
FINANCIAL NEWS NETWORK 5
ETERNAL WORD TV NETWORK 5
ELECTRONIC PROGRAM GUIDE 3
SUPERSTATIONS **
WTBS System pays 10¢  Around the 22 General Network reruns; sports; movies; news
WTBs Turner Broadcasting per subscriber; clock
System advertising
Atlanta Carrier: Southern
Dec. 1976 Satellite System
‘g""‘.];. . WGN System pays 10¢  Around the 8.4 General Network reruns; sports; movies, news
m& The Tribune Co. per subscriber; clock
. Chicago advertising
Oct. 1978 Carrier: United
Video
WOR System pays 10¢  Around the 49 General Network reruns; sports, movies; news
RKO Gereral per subscriber; clock
Television advertising
New York Carrier: Eastern
Apr. 1978 Microwave

“*Typical, advertising-supported urban TV stations whose retransmission via satellite gives them a nationa! audience. This retransmission is arranged by an independent
carrier company that collects the fees from the cable systems.

ON THE DRAWING BOARD

Almi Group Network

To be announced

Apolio Satellite Television

To be announced

The Buena Vision Channel Winter 1983

Cable Newspaper Corporation Winter 1983
Cableshop Spring 1983

Christian Media Network To be announced
Cinemerica . Tobeannounced
The Community Channel Tobeannounced

Family Programming Network —__ " Tobeannounced

Heartbeat Media Network
The Job Channel

_— Winter1982

To be announced L

= Winter 1983

Kidvid Network

Magicable

Nashville Network

Satellite News Channel [l

The Silent Network

Sitcom Channel

Spanish Universal Network
SPN/International Network

Summer 1984
Winter 1983
Spring 1983
Spring 1983
Winter 1984
Winter 1983

To be announced

=, =~

" FIELD GUIDE
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i SPN/Financial-BeligiousNefwark __a@b.be announced
SPN/Classic Movie Network = Wlobe announced
SPN/How-To- rk : — Tobe announced

& Top Entertainment Network To be announced
window - To be announced
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How fo lose your
cable subscribers

MON 2:02 PH NOV 15 1982
MON 2:00 PN GUIDE

MepAnSHH

BARNEY MILLER

LITTLE HOUSE ON THE PRAIRIE
MOVIE: RAGGEDY MAN (1981)
divorced rmother of tuo snall
iza exeploited bw her boss
v Seacek stars. (PG)

-]
s
; ALL IN THE FAMILY
)

o = Y e ]
€A mJlN
S P

STAR TREK
HOGAN"S HEROES
3) UP AND COMING
l35) MOVIE: THE BAD SEED (135u)
BHad senetice but a sood showu
Patty McCormack stars.

THE BEST PROGRAN GUIDE

L
T
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A sure-fire way to stimulate churn in your
system is to fail to provide your subscribers
with information.

Particularly programming information.

Because it's a fact that a majority of
subscribers — especially new subscribers — drop
their cable service simply because they don’t
know what’s on.

Winning is better
than losing.

The most convenient, cost-efficient way to
keep your subscribers happy (and hooked up) is
to offer them Distributed Information Processing.

Better known as DIP.

DIP is the only comprehensive electronic
programming guide available today.

We originated this type of service. And we're
still the largest national electronic programming
guide (over 1.5 million subscribers).

Us vs. them.

Using DIP will cost you far less money than
producing a conventional printed guide.

And compared to other electronic
programming guides, DIP steals the show.

DIP's programming listings are gathered and
processed by a division of our parent company,
which has been providing this service for over 10
years —longer than anyone else. S0 you can
stop worrying about inaccurate listings.

Our competition has to buy its listings.

DIP's hardware was designed and
manufactured to our own exacting specifications
by VDS and Compuvid, the two leaders in the
field.

As a result, we're able to stand behind our
equipment with a complete service guarantee.

Our competition uses "'shelf’’ hardware.

And DIP alone is able to offer you 3 separate
character generators. Which gives you
maximum flexibility and allows you to expand
Qs your system grows.

With our competition, you pay your money
and you have no choice.

Finally, all this flexibility gives you the
opportunity to sell advertising space — both
within the listings and on the crawl — af your
own pace.

Stop getting sick
over churn.

DIP 1 and DIP Il are available now for lease
or sale.

And MSO’s will be pleased by our
discounts and incentive plans.

For complete information, call Denny Campo
at (404) 355-0100.

Unless of course you like losing subscribers.

m @
1819 Peachtree Road, NE,

Atlanta, GA 30309

DIP/TV WATCH is an affiliate of
United Media Enterprises, a Scripps-Howard Company.

Visit us at Booth 505A at the Western Show

R . N wWWW._americanradiohistorv.com




VIDEOCONFERENCING:

MEET ME IN ST. LOUIS, ATLANTA, SEATTLE,
GRAND RAPIDS . . . ALLAT ONCE

IDEOCONFERENCING is the
next best thing to being
there. It is, in fact, an en-

larged version of what American
Telephone & Telegraph’s two-dec-
ades-old Picturephone was meant
to be—a way of arranging face-to-
face meetings electronically, over
distances.

Picturephone failed because the
economics were against it. Ordi-
nary telephone lines lack the band-
width to convey images; required
instead were television land lines
like those used by the networks to
send programming to their affili-
ates. Those proved far too costly
for point-to-point personal com-
munication. But videoconferenc-
ing is a reality today, because
satellites make possible closed-
circuit video transmissions at
fairly reasonable costs.

Videoconferencing allows cor-
porations and industry associa-
tions to conduct their national
business meetings privately, with-
out extensive and costly travel.
Rather than paying air fares, hotel
bills, and per diems for scores of
executives to meet in a designated
city, many companies today elect
to hold their meetings on televi-
sion screens. The executives need
travel only as far as the nearest
Holiday Inn. Hilton Hotel, or
other facility equipped with a sat-
ellite earth station. Thus time is
saved as well as money.

A videoconference by satellite
not only offers teiephone’s inter-
active  capabilities—facilitating
discussion and questions from
every location—but it provides a
uniformly clear picture, can be in-
ternational as well as national, and
need run only as long as it takes to
get through the agenda. Meetings
are conducted, in most cases, on
large-screen projection receivers.

The videoconference offers the
surest evidence that communica-
tions increasingly will take the
place of transportation in the new
age. The Hilton Communications
Network, a joint venture with the

h A

: | \%m‘.

“Large TV screens linked by satellites can bring peo-
ple face-to-face across continents. Instead of travel-
ing, many executives, conventioneers, and even
church congregations now gather electronically.”

Hilton Hotels have teamed up with the Robert Wold

Organization to stage multi-city videoconferences.

Robert Wold Organization, quotes
“rule of thumb™ rates of $90 a per-
son for 1,000 people in ten loca-
tions. and $80 a person for 2,000
people in twenty locations. More
modest videoconferences can be
staged for even less, but in any

CHANNELS 24

case the meetings by satellite are
far less costly than those requiring

jettravel.

Other major suppliers of com-
prehensive services inciude Hi-
Net, the Holiday Inn video net-
work; Pioneer, a joint venture of

FIELD GUIDE
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The Hilton Communications Network

Intercontinental Hotels and Com-
sat General, and the Public Broad-
casting Service, which, as the only
broadcast network distributed by
satellite, has developed a sideline
in videoconferencing.

According to some estimates,
videoconferencing is a $30 million
industry today;, market analysts
expect it to expand rapidly in this
decade. Atlantic Richfield Com-
pany plans such extensive use of
video meetings that it is installing
its own satellite network connect-
ing seven key ARCO offices.

While private corporations are
likely to be the most consistent us-
ers of videoconferencing. the tech-
nology also has adherents in fields
such as medicine, education, and
religion. Successtul medical con-
ferences by satellite have been
conducted, and forseeably hospi-
tals around the country may be-
come linked in the manner of the
Hilton and Holiday Inn hotel
chains.

In August 1982, an estimated
500,000 followers of Texas evan-
gelist Kenneth Copeland partici-
pated in a closed-circuit video con-
ference over five continents at a
cost of $2 million. The Seventh
Day Adventist Church has con-
ducted a nationwide day-long bi-
ble conference by satellite. And
some of the leading television
preachers see videoconference
events as a boon to fund-raising.

In the field of education, classes
have been conducted cross-coun-
try by satellite. Last fall the Uni-
versity of lowa, in lowa City, held
a coast-to-coast conference onart-
ists in television through a satellite
link-up with New York University
and the University of California at
Los Angeles. Videoconference
techniques hold great promise for
education. Seminars held in
dozens of locations at once can
create a national, or even interna-
tional, classroom, giving new
meaning to the idea of the “school
without walls.™

GORDON M. HENRY
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The Wold Guide
fo Satellite TV

Satellite television is a complex maze of transponders, earth
stations, transportable up and downlinks, instant syndication,
ad hoc networks, new horizons for news, and videoconferencing.

The theory of communications by
satellite was first advanced in the middle
forties.

Reality began to replace theory in
late 1957 with the launch of Russia’s tiny
Sputnik I satellite, followed soon by
America’s Explorer I.

By 1964, trans-oceanic delivery of
television signals by satellite had be-
come possible.

Eleven years later—on August 9.
1975 —the first live commercial TV pro-
gram was carried on a U. S. domestic
satellite.

This milestone transmission was ar-
ranged by Wold, a company which
creates television and radio networks for
hundreds of customers. It was a baseball
game between the Milwaukee Brewers
and Texas Rangers, played in Milwaukee
and sent by the Westar I satellite to
Dallas for Wold’s customer, a TV broad-
cast station.

Soon. Wold had also booked the first
satellite deliveries of basketball, ice
hockey, news networking and radio sports
play-by-play.

The first satellite programs for cable-
TV, by the way. were transmitted in the
fall of 1975 for Home Box Office.

How many satellites carry TV?
Currently. the equivalent of 10 do-
mestic satellites accommodate TV traffic

on some or all transponders.

Transponders, of course, are the
devices on satellites which amplify and
relay communications between earth
stations. Most satellites have 24 trans-
ponders which are used for voice and
data traffic, both government and com-
mercial, in addition to TV and radio
program relays. For the best technical
quality, a full transponder is needed for
each TV signal.

Some of the current satellites were
launched in the mid-seventies and will
be retired by the end of 1983. If all
scheduled launches occur with success
—and some are yet to be authorized by
the F.C.C.—the number of active, do-
mestic (non-Alaskan) TV satellites will
increase by the end of 1983 to 13.

Are transponders available?

Full-time transponders on the more
desirable TV satellites are in very short
supply. A seller’s market has encour-
aged satellite owners and operators to
escalate prices for transponder leases and
purchases.

Certain satellites are more desirable
to certain users. Desirability factors
include the satellite’s age, location.
aggregation of similar users and the
earth station universe for both up and
downlinks.

Part-time and occasional needs are
accommodated by Wold and a few
others who have full-time transponders
dedicated to such use. As the most expe-
rienced company in this field, Wold has
made a fine art of managing such traffic.

What about RCA?

RCA’s Satcom I and Sarcom Il each
have little more than a year of remaining
lite. They are loaded mostly with voice,
data and Alaska traffic. Some full-time
but preemptible TV leases are available
on Satcom I. Some *‘occasional > time is
available with limited access.

Satcom [1I-R is called **Cable Net
One™ by RCA because it is filled entirely
with cable-TV programming services.
The value of full-time protected and

Adveriisement

preemplible transponder leases is the high-
est of any satellite currently in service.

On Satcom 1V, five transponders were
sold like condominiums at prices from
$13-16 million each. All of the remain-
der. except five, have been leased. These
five full-time transponders are each
available for $13 million up front or $1.5
million down and term financing with
interest as high as 15%.

A new satellite, Satcom V, was
scheduled for Jaunch in late October.
1982. Having been sold in entirety to an
Alaska carrier (which leased back four
transponders to RCA for government
traffic). it's not expected to have any
availability for TV in the lower 48 states
and Hawaii.

What about Western Union?

Westar I and Westar 1, currently
operating a year past their life design,
have been co-located as the equivalent of
a single |12-transponder satellite .

Westar 111, the last of the 12-trans-
ponder breed, was completed eight years
ago as a system spare and was launched
three years ago.

Westar 1V, with no full-time trans-
ponders available from Western Union,
is known as **The Broadcaster’s Bird.”

Ee e = __—— = _— =" ™

Wold’s place in the satellite universe

The unique role of Wold is to arrange production, distribution and interconnection for
hundreds of customers involved annually with thousands of television and radio programs,

Wold’s customers include broadcast stations and networks, producers, advertisers, dis-
tributors and others engaged in broadcast TV, cable and pay-TV, radio and video-

conferencing.

Their satellite needs vary from a single quarter-hour unit to 24 hours daily. By aggregating
such diverse needs, Wold is able to provide customers with optimum cost and operating

efficiencies.

From a pioneering commitment to a few hundred hours of satellite time in 1975, Wold
has grown to a current annual volume of 80,000 hours—and is still growing.

In providing its end-to-end network services, Wold also operates origination and uplink
facilities in three major cities, two transportable uplinks and 46 receive-only earth stations.

No other entity comes close to the size or scope of Wold’s capabilities in satellite

television and radio.

el —————————— ]
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Wold and PBS each have four transpon-
ders although PBS sub-leased part of
one. SIN has three including one used
for traffic from Mexico. Hughes TV has
two. Two of the Westar IV transponders
were sold rather than leased.

On Westar V, another nine transpon-
ders were sold—for undisclosed
amounts. Westar V's user aggregation is
likely to make it **Cable Net Two.”
Group W has nine transponders. primar-
ily for its cable programming services.
Wold has three. two of which will be
used for Disney’s pay-TV service and
one is being used to deliver New York
super-station WOR-TV to cable systems.

Occasional time is available through
Wold and others on certain transponders
of Westar I-1I. 1l and V.

earth stations. at relatively little expense.
to see III-R and D-4 simultaneously.

AT&T has a remaining queue of 83
orders for TV transponders. Orders will
be tilled on a first-come, first-served
basis as AT&T becomes operational in
1983 with its second generation Telstar
series of satellites.

What’s coming in '83?

RCA will launch Satcom [-R and
Satcom I1-R to replace the aging | and 11
satellites.

RCA has said it will provide three
transponders on [-R and 22 transponders
on II-R for television use.

In seeking the authorization it got
from the F.C.C. to build Satcom II-R,

The orbital spacing issues

Numerous applications for new satellites will not be acted upon at the F.C.C. until
resolution of orbital spacing issues, expected in late 1982.

Satellites currently used for TV are all in the C-band of the frequency spectrum (4-6 giga-
hertz). In this band, a separation of four degrees is required between satellites. If the F.C.C.
reduces the separation to three degrees, only five of 13 pending applications for C-band orbital
slots can be approved. A reduction to less than three degrees is also under consideration.

In a higher proportion of the frequency spectrum (12-14 gigahertz), Ku-band satellites
operate. SBS (Satellite Business Systems) has the only current Ku-band satellites. In this
band, the current minimum spacing of three degrees is likely to be reduced to two degrees,
leading to approval of some of the pending applications for orbital positions.

The issues are complicated by plans of Southern Pacific (recently sold to GTE) and
American Satellite for hybrid satellites containing both C and Ku-band transponders.

An upper portion of the Ku-band spectrum is reserved for high-powered direct broadcast
satellites which could bypass broadcast stations and cable systems to deliver TV programs
directly to homes. One DBS application was conditionally approved in September.

What about AT&T?

The Comstar satellite system. owned
by Comsat General, is leased to and
operated by AT&T which in turn has
sub-leased some of the capacity to GTE.

Comstar D-1 and Comstar D-2 are
co-located as the equivalent of one
24-transponder satellite. A dozen pre-
emptible transponders are available at a
lease rate of $96.000 per month until
August 31, 1983. Earth stations must be
provided by lessees.

Comstar D-3 currently accommo-
dates six customers with nine protected
transponders: The three major TV net-
works have five of the nine. two of
which are sub-leased from Wold.

Comstar D-4 will begin carrying TV
traffic in January. 1983. Because of its
orbital location in close proximity to
Satcom III-R. AT&T expects to populate
D-4 with cable TV customers. This
would enable cable operators to retro-fit

RCA said (in 1981) that it had at that
time “‘over 175 orders for transponder
and television service.”

If the F.C.C. approves. Western
Union will launch Westar VI at the end
of 1983 to replace the now-combined
Westar [ and II. The launch will be the
first of a U. S. satellite by Arianc. a
French-based consortium. All previous
launches have been handled by NASA.

In filings at the F.C.C. in mid-1982.
Western Union said Westars [ through V
“*are sold out™ and that *demand for
full-time transponders far exceeds their
availability.”

Telstar 301, the first of AT&T's own
satellites. is expected to be operational
in September. If AT&T is authorized a
fourth orbital slot by the F.C.C.. Com-
star D-1/D-2 will be kept in service and
the fourth slot will be tor Telstar 301.
Otherwise, 301 will replace D-1/D-2.
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Galaxy I—to be launched in June
will be the first satellite of Hughes Com-
munications, a subsidiary of Hughes
Aircraft Company. a major builder
of satellites. Hughes has sold all 18
“primary’” transponders for a reported
total of $190 million. Six “*standard™
transponders are still for sale. Trans-
ponder use is limited to primarily cable
programming.

Galaxy Il is scheduled for launch in
September. 1983. Hughes plans to
market it for general business use.

What about earth stations?

Because satellites are like busy
expressways crowded with communica-
tions traffic, they need on-ramps and
off-ramps— which translate into earth
station uplinks and downlinks.

Earth stations are vital to any satellite
system.

RCA and Western Union have earth
station facilities. for TV use. near only a
handful of major cities. Precious few
microwave links connect these earth sta-
tions with the central cities.

At the present time, AT&T offers no
earth station access. Hughes® own up-
links will be limited to Los Angeles and
New York.

Thus. the satellite user community
has had to construct much of the existing
universe of earth stations and micro-
wave links.

More than 5.000 cable systems —
according to RCA —have their own earth
stations. Many have two or three., aimed
at different satellites. Some will soon
be equipped to see two satellites with
one dish.

About 300 of the more than 700 com-
mercial TV broadcast stations already
have at least one earth station and some
have two. Most are steerable from one
satellite to another. and several have
uplink as well as downlink capability.

Wold operates the nation’s largest
single network of TV-related earth sta-
tions. Only Wold has uplink/downlink
complexes at the nation’s three principal
news centers (New York. Los Angeles
and Washington. D.C.). Wold also oper-
ates 46 receive-only carth stations,
mostly co-located with TV broadcast
stations.

Who has transportables?

Several companies operate transport-
able uplink/downlink units which travel
to the remote sites of many program
originations.

From the site. a transportable can
beam directly to a satellite. by-passing
expensive local telephone channels.

Wold operates two such units, kept
busy from coast to coast.




The transponder sales issue

At the end of July, the F.C.C. approved applications of Hughes. RCA and Western Union
to provide noncommon carrier services and sell (rather than lease) all transponders on Gal-
axy [ and 11, five on Satcom IV, two on Westar [V and nine on Westar V.

They deferred consideration of applications to sell on Westar VI (proposed launch, late
1983), Galaxy I1I (proposed for 1984) and Southern Pacific’s SpaceNet Il and 111 (proposed
for 1984 and 1985). Southern Pacific recently announced the sale of its entire planned system

to GTE.

Several parties had opposed the applications unsuccessfully. Their arguments contended
principally that domestic satellite facilities are scarce resources (with limited orbital locations)
which should, under the Communications Act, be offered only on a common carrier basis.

In September, the F.C.C.’s decision was appealed at the U.S. Court of Appeals.
Arguments in the case will probably not begin until 1983.

Receive-only transportables are read-
ily available too. Nearly 300 such units
may be leased for networking purposes.

What about program
origination?

Although much of the live, tape and
film programming of satellite TV origi-
nates in studio and playback facilities
owned by networks and distributors,
several new facilities are linked closely
with earth station uplinks. These accom-
modate new kinds of program traffic and
minimize signal degradation en route to
satellites.

Major uses of these new facilities are
for syndicated TV programs, news teeds
and private videoconferences.

Wold operates three such centers in
New York. Los Angeles and Washing-
ton, D.C.

What about syndication?

Distributors of syndicated program-
ming have taken to satellite delivery like
a kitten to milk. It has already become a
cost-efficient alternative to shipping
tapes and films to local stations.

In addition to cost efficiency. satel-
lites offer producers and distributors the
additional compelling benefit of time-
liness. A syndicated daily news program,
tor example Entertainment Tonight,
would have been economically imprac-
tical before the advent of satellites.

On its transponder 10D on Westar [V,
Wold aggregates ten recurring syn-
dicated programs —the largest single
lineup— with more to come aboard in
the near future.

The ad hoc network lives again
For years. ad hoc networks have

been attractive to sponsors and stations.

both affiliates and independents.

The new low cost of satellite deliv-
ery. and increasing interest among sta-
tions in program alternatives. have given
ad hocs a bright new future.

Live and time-sensitive specials such
as concerts and sports go to custom-built
network confederations. both national
and regional.

Wold, through its Communications
and Entertainment subsidiaries, markets
all the ingredients of production. time
clearance and delivery.

Local news expanding horizons
Satellites have joined minicams and

helicopters as new tools for local tele-

vision news. ENG—electronic news

gathering—has a whole new dimension
which Wold calls **Satellite ENG.”

Wherever a story is happening—
across the state, across the nation or
across the world—if it has special local
interest, local stations are going to go
after it.

Customized reports originate daily
from Washington. D.C. to many sta-
tions. News networks and services to in-
dependent stations have developed in a
major way due to satellite timeliness and
cost efficiency.

Wold operates a joint venture with
Visnews, the world’s largest TV news
coverage and distribution organization,
offering Wold facilities in the U. S. and
Visnews facilities in 21 foreign capitals.

Videoconferences a hot item

Electronic meetings have become a
promising new industry with the eco-
nomics and impact of satellite television
offsetting the high costs of travel and
executive time.

The cost per person for a multi-city
videoconference can vary trom less
than $50 to as much as $300 or more,
depending on the number of people,
number of locations, production values
and hotel amenities.

Robert N. Wold discusses the Wold Guide

Bob Wold is the founder and chairman of Robert Wold Company, Inc. and its subsid-
jaries, Wold Communications and Wold Entertainment. His comments on this Wold Guide:

“During both business and cocktail hours, satellite TV is a frequent subject of discussion.
Confusion, unfortunately, is rampant. This guide is meant to help reduce the amount of

confusion.

“As an industry pioneer, we feel an obligation to provide accurate information to our
customers and prospective customers, business and financial leaders, educators and students.

“I"'m joined in welcoming you to this Wold guide by Gary J. Worth. President of Wold
Communications, and Wayne Baruch, President of Wold Entertainment.”
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Major companies have already con-
ducted sales meetings, press conferences.
new product introductions. seminars
and numerous other forms of video-
conferencing.

Wold and the Hilton Hotels jointly
market a worldwide videoconferencing
service. the Hilton Communications
Network.

And don’t forget radio

Several new national network pro-
gram services. not economically feasible
before satellites, are now offered to
stations and sponsors.

Some originate from the same loca-
tion as a TV service and are carried on
sub-channels with the TV.

Others can originate from multiple
locations to transponders which are dedi-
cated to multi-channel audio.

A national network of more than 700
small earth stations is operated by the
Associated Press for newspapers and
radio stations. Wold shares in the use of
this system.

Wold also uses satellites for delivery
of many of the thousands of play-by-
play sports broadcasts it annually handles.

Videoconferencing—the whole world is in your hands

Live, simultaneous and interactive electronic meetings have become possible around the
world as well as within the United States.

The above illustration shows the route of a typical videoconference originating in Dallas
with participating audiences in a dozen or more other locations.

In this example, a domestic satellite carries the program from Dallas to other U.S. loca-
tions and to the international communications gateways at New York and San Francisco.
Four satellites of the Intelsat system relay the program simultaneously to foreign locations.

Although the illustration shows a one-way path from Dallas, both video and audio can be
interactive with multiple points of origin.

Wold, in association with Hilton Hotels, offers a total turnkey service in worldwide
videoconferencing. Wold also offers the TV production services of Visnews in 21 foreign
capitals. Indeed, the whole world is now in your hands.

e et e e ——— e ST CR ]
How to get more information about Satellite Television

The sales people at Wold will be pleased ro respond to your request for more infor-
mation about any aspect of satellite television (and radio).

Please identify the subject (or subjects) in which you have specific interest, and what
it is you would like to know more about. Address your request to Wold Sales, 10880
Wilshire Boulevard, Los Angeles, CA 90024.

Communications | Entertainment
Subsidiaries of Robert Wold Company, Inc.

Los Angeles

(Corporate Headquarters)
10880 Wilshire Boulevard
Los Angeles, CA 90024
(213) 474-3500

The World Leader in Satellite Television

New York Washington, D.C. area
Wold Communications Wold Communications
350 Fifth Avenue 8160 Leesburg Pike

New York, NY 10718
(212) 947-4475

Vienna, VA 22180
(703) 442-8550

Wold Entertainment
Suite 1607

15 Central Park West
New York, NY 10023
(212) 247-2120

& Robert Wold Company inc —October 1982

www americanradiohistorv com




_—

FRR A .[' The Home Video
-- & Cable Report

SEND

1 o o o o e S S S S S S S S e e e e
Return completed coupon to: , —
HOME VIDEO & CABLE REPORT iq
Knowledge Industry Publications, Inc. k Lz
701 Westchester Avenue White Plains, New York 10604 TITLE
[ ] YES! | want to keep up with the home ~ company
video industry — please send me a FREE ~ "ADDREss
k issue of The Home Video & Cable Report. iy, state, zie coc )
N —4

FOR PEOPLE WHO WANT THE FACTS...

U 4
The Home Video e om e ' eo
B & Cable Report
TR E‘f The Home Video e c bl R
o T e nepors a e evol
P The weekly Newsletter covering cable TV, pay TV, video tape, video disc, videotext, STV, MDS, LPTV

IF VIDEO IS YOUR BUSINESS . ..
FROM CABLE TO LPTV...
FROM VIDEOCASSETTE TO VIDEOTEXT . . .

N\

FOR YOUR FREE COPY TODAY
OR CALL: 914-328-9157

f HEgHO T EY DI D ED

to BACLE CEGLELLL, weees

the all-In-one source

REVISED AND EXPANDED
2nd Edition

Indispensable to everyone involved in
the home video and cable industry . . .

kLORDER YOUR COPY TODAY!

" —/

YOUR LINK TO
EVERY SEGMENT OF
THE HOME VIDEO
AND CABLE INDUSTRY!

Cut and Return To: Knowledge Industry Publications, Inc.
701 Westchester Avenue

White Plains, New York 10604

____ YES! Send me copy(ies) of THE HOME VIDEO &
CABLE YEARBOOK, 1982-83, 225 pps. @ $85.00.

NAME TITLE

COMPANY

ADDRESS

CITY, STATE, ZIP

____ Payment Enclosed

Charge my Mastercard Visa American Express
Card No. Expires
Signatu

CoC 1 1/§y)

.




£

thing you could carry home un-

der your arm, would you buy
one and stick it on your roof? What
if it cost only a few hundred dol-
lars, and allowed you to receive
several brand-new channels of
movies, sports, and cultural pro-
gramming—some of them free,
some of them scrambled and avail-
able for a monthly fee? And if you
already had cable, would you still
buy the dish?

These and other questions swirl
around the sudden arrival of di-
rect-broadcast satellites on an al-
ready chaotic television land-
scape. Direct- broadcast satellites
use a newly available span of fre-
quencies—the 12 gigahertz band
—and transmit a signal up to forty
times more powerful than those of
current communications satel-
lites. They send a television beam
so strong it can be picked up by a
dish smaller than an umbrella—
roughly two feet in diameter. (This
stronger signal is also narrower
than conventional ones; hence it
takes as many as four DBS satel-
lites to “‘cover” an area the size of
the United States, as compared to
one satellite on the current fre-
quency.) By reaching viewers di-
rectly, DBS poses a threat to tele-
vision stations as well as to cable
systems.

Spearheaded by Comsat’s pro-
posal to the FCC in the winter of
1980 for a three-channel subscrip-
tion service, to be operated by a
subsidiary, Satellite Television
Corporation, the field of DBS now
includes at least eight corpora-
tions, among them CBS, RCA,
and Western Union. With the FCC
encouraging the development of
DBS, the first American DBS
service could begin as early as
September, 1983, when United
Satellite Television expects to
start beaming four channels of
movies, sports, news, and pay-
per-view events from Canada’s
Anik-C3 satellite. This service will
use a relatively weak signal, re-
quiring a somewhat larger dish
than do the DBS systems due in
the mid-eighties.
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“Beginning late in 1983,

direct-broadcast satellites

such as GSTAR (top) will beam several new channels
of television to homes equipped with rooftop dishes.”

* SRR S

Among the eight American con-
tenders for DBS authorization,
one wants strictly common-carrier
status—to sell its time in lots to
any takers. Most propose a mix of
advertiser-supported “free" serv-
ices and subscriber-supported pay
services carrying uninterrupted
movies, sports, and specially tar-
geted programming, much as pay-
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cable systems now do. Two hope
to become the fourth national net-
work, reckoning that cable sys-
tems and local stations could pick
up and rebroadcast the DBS sig-
nal. RCA and Western Union in-
tend to lease out DBS time, but
want the right to select their cli-
ents, presumably to insure room
for their own programming.
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The FCC is pushing ahead on
DBS with uncommon speed be-
cause the new technology stands
to be the alternative to cable in the
sparsely populated areas that will
probably never be wired by cable
companies. The commission
opened the docket for DBS appli-
cations in the spring of 1981, is-
sued licensing guidelines in June
the following year, and seems
ready to approve construction per-
mits for existing and possibly new
applicants. The corporations in-
volved have already begun negoti-
ations with satellite manufactur-
ers; Comsat has even reserved the
space shuttle for satellite launches
in late 1985 and early 1986.

However, any final decisions on
how the spectrum will be divided
must await the 1983 Regional Ad-
ministrative Radio Conference,
which will determine how DBS
frequencies will be apportioned
among all countries in the hemi-
sphere. Already, American com-
panies’ requests for bandwidth ex-
ceed even the most optimistic
predictions of the amount of spec-
trum space to be allocated to the
United States.

To make matters more compli-
cated. the FCC has agreed that
part of the DBS spectrum should
be set aside for experiments
with  high-definition television
(HDTV), 1,125-line television,
which requires five times the
bandwidth of a normal 525-line
picture.

DBS systems are expensive to
build (Comsat’s alone will cost $1
billion), but on a per-household
basis they figure to cost considera-
bly less than cable. For consumers
who already receive cable, DBS
offers mainly the novelty of re-
ceiving television programs di-
rectly by satellite. But some 20
million homes—30 percent of
American households—are in ar-
eas too remote to be wired eco-
nomically. For these people, DBS
would provide an otherwise un-
available multi-channel pay serv-
ice—the first national television
service in America with no local
middleman. JULIE TALEN
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’“Pioneer
‘Television’s

New .
Frontler' ey

Mo_sti direct-to-home satellite We’'re adding space-age technology
services by-pass local participation. to local service ... making free,

_ But one group in the satellite advertiser-supported news, sports
space-race believes that free TV and first-run entertainment .
delivered with the help of local available to every American home
television stations has a bright via satellite with local station

" future. United States Satellite participation! ¥ .

Broadcasting Company, Inc.

Pioneer the future! Join us!
Call Bob Fransen at (813) 576-4444 or (612) 642-4467 today.

United States Satellite Broadcasting Company, |
- 3415 University Avenue St. Paul, Minnesota 55114

+*Pending F.C.C. approval. . -




{ AT RKO THERE ARE
TWO-SIDES TO EVERY SET.

Most people think TV is something you watch—but at RKO it's something you watch that watches you,
too. That's because at RKO we go out of our way to listen to the people we serve to find out what they
really need. Each one of our 3 stations has special programs that face up to the problems their commun-
ities live with every day. Like crime, prejudice, housing, poverty, hunger, unemployment and much more.
Because after all, as part of their community—their problems are our problems. And we never forget it.

TELEVISION IS A TWO-WAY MEDIUM

0 0 3

WOR-TV KHJTV WHBQTV
NEW YORK LOS ANGELES MEMPHIS
TELEVISION

DIVISION OF RKO GENERAL. INC.
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Hlustration by Anders Wenngren

PAY TELEVISION:

THE HAPPY MEDIUM

OT MANY YEARS AGO, the sages
N were saying that people would

never pay for television programs
when so many were already available
free. They weren’t just guessing: All the
experiments with pay television in the fif-
ties and sixties—in large cities such as
New York, Chicago, Los Angeles, and
London; in smaller cities such as Palm
Springs, California and Hartford, Con-
necticut, and in little towns such as
Bartlesville, Okiahoma, and Etobicoke,
Canada—were dismal failures.

Yet today, Americans living where pay
television is not available in any form feel
sorely deprived. In urban communities,
the demand for cable can be traced di-
rectly to the desire for those premium pay
channels that show movies, sports, and
other special entertainment not pre-
sented on conventional television. It is
nothing short of a monumental change in
our culture that people now wish to pay
for television fare that comes unabridged
and without commercials.

Since 1975, pay television has grown
into a billion dollar business and become
a medium in its own right. With five
routes into the viewer’s home—over the
air, on cable, on microwave systems
known as multipoint distribution service
(MDS), on master-antenna systems that
can receive satellite signals (SMATV),
and on direct-broadcast satellites

BY MICHAEL SCHWARZ

(DBS)—it continues to expand.

Mainly, pay-television services are
sold to subscribers on a monthly basis;
their scrambled signals are decoded in
paying households. Home Box Office
(HBO), the leading pay service, which pi-
oneered national distribution by satellite
in 1975, proved that a subscription net-
work could make huge profits with a
mere fraction of the audience drawn by
ABC, CBS. and NBC. Two years ago it
started a second pay network, Cinemax,
which offers an array of movies never in-
tended for mass audiences.

The other leading pay-cable services
are Showtime, owned by Viacom, and
The Movie Channel, the only twenty-four
hour all-movie channel, which is owned
by Warner Amex. New to the pay-cable
sweepstakes is The Entertainment Chan-
nel, a deluxe television network featuring
Broadway shows and the pick of the Brit-
ish Broadcasting Corporation’s output,
among other fare. Joining the field next
spring will be the Disney Channel,
viewed by the industry as a potential
blockbuster. And Group W Cable oper-
ates Home Theater Network (HTN), a
pay-cable service specializing in movies
suitable for family viewing.

HBO’s extraordinary success has
linked pay television to cable television in
the public’s mind. Indeed, of the 4 mil-
lion households that currently subscribe

to a pay service, some 11.5 million re-
ceive it on cable, paying about $i0 a
month for each pay network in addition to
a monthly fee for basic cable service. The
remainder receive their pay service over
the air on one of the STV stations (1.5
million subscribers nationally), via MDS
(750,000 subscribers), or by SMATYV and
DBS technologies that are just becoming
important.

These forms of monthly subscription
television, however, may seem primitive
in the latter half of this decade as two-way
cable—typified by Warner Amex’s Qube
system—and ‘‘addressable converters”
proliferate. These technologies allow
people to buy individual programs rather
than an entire monthly service. In the
long run, pay-per-view television may
prove more expensive for consumers
than paying monthly fees for pot-luck
channels, but the expectations are that
viewers will be better satisfied if they can
decide for themselves which programs
are worth paying for. Pay-per-view opens
a new frontier for promoters of special
events and holds great new profit oppor-
tunities for the various pay-television
systems.

Pay cable is now growing faster than
basic cable. It appears that paying for tel-
evision is a habit not very hard to acquire
after all.

Www_americanradiohistorv.com
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MDS:

MOVIES BY MICROWAVE

Microwave antenna used
to receive MDS signals.

DS, or multipoint distri-
bution service, which
operates in the su-

perhigh frequency  broadcast
band, came out of obscurity as a
communications medium with the
advent of pay television in the
mid-seventies. Today it is the non-
cable conduit for such services as
HBO and Showtime, and has a na-
tional subscriber count of more
than 750,000.

With a microwave signal that
travels a distance of only twenty-
five miles, MDS had set out ini-

tially to become a common-carrier
distribution service for business,
lending itself primarily to data
transmission and teleconferencing
in metropolitan areas. MDS strug-
gled as an industry until Micro-
band Corporation of America,
which holds the largest number of
MDS licenses, decided in 1975 to
use the evening hours for the
transmission of pay-television fare
to hotels and apartment com-
plexes in major cities. Refine-
ments in the technology soon
made it possible to include single-
family dwellings in suburban com-
munities. Since then, home enter-
tainment has become an MDS
mainstay.

Like subscription television
{STV), MDS has succeeded by en-
tering markets ahead of cable.
Typically, a subscriber faces an
initial cost of less than $150 for the
installation of a special rooftop an-
tenna, and then must pay monthly
fees of $10 to $15 for the program
service. The MDS *“feed” is
routed into a vacant channel on a
standard television set.

MDS provides opportunity for
local commercial broadcasters to
get into the pay-television busi-
ness as a sideline, without violat-
ing FCC rules of cross-ownership.
CBS, for example, has announced
its intention to provide an MDS
pay-television service in the five
cities in which it owns and oper-
ates television stations. It can do
this because it will not own the
MDS licenses, but in effect will be
leasing the channels from the
owner, Contemporary Communi-
cations Inc.

Meanwhile, Microband has
asked the FCC for authorization to
provide five channels of service in
its markets, instead of a single
channel. To do this, Microband
would take over some of the fre-
quencies previously allotted—but
rarely used—by Instructional Tel-
evision Fixed Service, a micro-
wave television service intended
for educational use. If the commis-
sion approves, MDS conceivably
could grow into an over-the-air
version of cable.

SETH GOLDSTEIN
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STV:

A DIFFERENT KIND OF TV STATION

TV (subscription television)
S is the least exotic, and the

oldest, of the “‘new” technol-
ogies. It is simply pay television
transmitted over the air by local
television stations that have cho-
sen to offer a subscription service
rather than conventional advertis-
ing-supported programming. The
only thing new about STV is its
right to operate.

The technology dates back to
1950, when the first STV test was
conducted in New York. For the
ensuing twenty-seven  years,
largely in response to lobbying by
commercial broadcasters and the-
ater owners, the Federal Com-
munications Commission sup-
pressed the medium’'s growth.
Today, thanks to the success of
pay cable, virtually all restrictions
on STV have been lifted.

STV stations, most of them on
the UHF band, send out a scram-
bled picture that a device on sub-
scribers’ TV sets can unscramble.
The fare is similar to that on pay
cable—current movies, entertain-
ment specials, and sporting
events—and the monthly charge
approximately the same. The great
difference is that pay cable comes
with all that basic cable has to of-
fer—from all-news to evangelical
channels—while STV offers only
movies and other typical pay-tele-
vision programming. But this
hasn't proven a handicap. Wher-
ever cable has been slow to get

started—in the large cities,
mainly—STV has prospered.

Cable companies require sev-
eral years to wire a city, but STV
stations can enlist subscribers as
quickly as they can install decod-
ing devices in homes. Moreover.
STV enjoys an economic advan-
tage over cable. By current esti-
mates, each subscribing house-
hold may cost an urban cable
operator around $1,000; the costs
for STV are only $200 per house-
hold.

After some five years in the
marketplace., STV has captured
more than a million subscribers
nationally and continues to grow
in such cities as Los Angeles, New
York, Dallas, Washington, De-
troit, Phoenix, and Miami. Even in
areas where cable has finally ar-
rived as competition—offering its
abundance of channels and serv-
ices—such single-channel STV
operators as Oak Industries, Se-
lecTV, and Wometco Home The-
atre have managed to hold their
ground.

Whether these companies can
continue to withstand the march of
cable may well depend on new
technological developments that
would increase program selection
for STV subscribers. And, in fact.
there is a new decoder that will
bring in more than one pay chan-
nel. Dalias, with three STV sta-
tions on the air, could be the first
citytotryit. S-G.

STV stations broadcast a scrambled signal, which is
decoded by a box like the one above. This form of pay
TV has prospered in areas without cable.

FIELD GUIDE
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MINI-CABLE SYSTEMS GET GOOD RECEPTION

OR YEARS, builders rou-
Ftinely equipped their new

apartment complexes with
master-antenna systems (MATV)
special wiring to insure
good television reception for all
tenants. In effect, they created
miniature cable systems, for the
MATV installations connect all
dwelling units of the building to a
single transmission center capable
of originating closed-circuit pro-
gramming. A few years ago, some-
one thought of hitching the MATV
system to a satellite receiving dish,
and overnight what had been a res-
idential convenience was trans-
formed into a brash competitor to
cable.

Today these installations are
known as SMATYV, satellite mas-
ter-antenna systems. They pull
down signals from the satellites,
including the pay channels, and
provide them to tenants paying
monthly subscription fees. Wher-
ever SMATYV exists, cable has lit-

CHANNEL ONE INC.

tle chance of entering, because the
two services are quite similar.

The development of SMATV
has brought anguish to the cable
industry, since it threatens to skim
the cream off cable’s choicest resi-
dential areas even before many cit-
ies are wired.

The cities themselves are also
frustrated by SMATV because
these systems, unlike their cable

counterparts, pay nothing to the
municipalities. Because cable op-
erators are franchised by cities and
use the public rights of way, they
are obliged to pay up to 5 percent
of their gross revenues (ostensibly
to coverthe municipalities’ admin-
istrative and supervisory costs).
Moreover, they are usually re-
quired to provide public-access
channels and production equip-

“By wiring each dwelling to a dish, SMATV lets any
housing complex create its own small cable system.”

ment for community use. SMATV
1s outside municipal jurisdiction
and free from such obligations.

SMATV operators have cor-
ralled close to 500,000 subscribers
so far, but their chore has grown
tougher. Some of the pay-cable
networks—Home Box Office, for
nstance—are faithful to the indus-
try they depend on, and have be-
gun rallying to cable’s cause by
refusing to let SMATV use their
services. A SMATV operator in
Phoenix has filed suit against the
pay-cable networks and local ca-
ble operators, claiming they have
conspired to put him out of busi-
ness.

But this conflict has provided an
opportunity to some entrepre-
neurs. They are racing to develop
programming expressly for
SMATYV, and for the hotels and
motels that have installed satellite
receiving dishes to provide their
guests with added television service.

S.G.
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Finally, there's something
they all agree on.

“The world's most unduplicative pay TV service...

Paul Kagan’s Pay TV Newsletter

“The Entertainment Channel seems well on its
way to establishing itself as a viable second- or
third-tier pay service. CableVision found initial
subscriber rates to be, with a few exceptions,
between 30 and 50 percent of homes marketed.
TEC's choice of programming has been well re-
ceived by operators, and the company’s efforts at
building a strong sales network have received rave
reviews from affiliates.”

Eric Taub, CableVision

“Unlike many of the other pay TV networks (Home
Box Office, Showtime, or The Movie Channel),
The Entertainment Channel promises a monthly
schedule 100% its own.”

David Crook, The Los Angeles Times




“Webster's defines ‘premium’ as ‘of exceptional
quality,” and plenty of quality programming heads
skyward [on] The Entertainment Channel.”

Peggy Ziegler, Multichannel News

“For those wondering when pay TV is going to
offer something really new, The Entertainment
Channel seems to have the right idea.”

Tom Jory, Associated Press

“...the most innovative pay TV channel. It's called
The Entertainment Channel. | wish my cable
company carried it.”

Jeffrey Lyons, WCBS Radio

Eastern: August Turak, 1133 Ave. of the Americas, NY. NY 10036, 212-530-4881
Central: Patrick Grotto, 75 E Wacker, Chicago. IL 60601, 312-263-0266
Southern: Mark Henderson, 245 Perimeter Center Pkwy., Atlanta, GA 30346. 404-393-2575
Southwestern: Bruce Stover, 14651 Dallas Pkwy., Dallas, TX 75240, 214-934-0773
Western: Sharon Portin, 1900 Ave. of the Stars. Los Angeles, CA 90067, 213-556-8974

0% DUPLIGATION

www.americanradiohistorv.com
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PAY-PER-VIEW:

El

OPENING NIGHTS AT HOME

the sequel of, say, ET, the Ex-
tra-Terrestrial opens and the
family is dying to see it, you won't
have to wait until the lines die
down, or fight the crowds and ar-
rive too frazzled to enjoy the film.
Instead, even before its theatrical
release, you may hear of its televi-
sion release—a special, one-shot,
well-hyped presentation that can
be watched at home for less than
the cost of a family movie outing.
By 1990, estimates the advertis-
ing firm of Ogilvy & Mather, as
many as half of all U.S. house-
holds could be equipped to receive
such ‘‘pay-per-view” events. At
least 2 million homes already have
the capability. Since the first large-
scale pay-per-view venture in
1978, consumers in Los Angeles,
Phoenix, Chicago, and other cities
have been given the opportunity to
see prizefights, concerts, Broad-
way shows, and football games as
they happened, for fees of around
$10. Since 1977, subscribers to
Qube, Warner Amex’s interactive
cable experiment in Columbus
(and now in several other cities),
have been offered pay-per-view
telecourses. Group W, the na-
tion’s third-largest cable-system
owner, also offers weekly pay-
per-view events to 2,500 of its sub-
scribers. In late September, Twen-
tieth Century-Fox timed a
widespread pay-per-view release
of Star Wars to occur just after the
nationwide theatrical reissue.
While perhaps only interesting

, N THE SUMMER of 1986, when

A “disposable trap” allows cable, STV, MDS, and
SMATV subscribers to receive a pay-per-view event.

T =

Bl =
to the consumer because of the
convenience it affords, pay-per-
view is wildly exciting to business
because of its vast—and easily
tapped—money-making potential.
“Consider a blockbuster film like
Star Wars,” crows one study. “A
25.0 rating among 50 million
homes at $10 is a $125 million box
office [overnight].” This jumps

r T B

the gun a bit, since not even one-
tenth that number of homes is
ready for pay-per-view. Neverthe-
less, even the most popular first-
run movies don’t make $125 mil-
lion in a week’s theatrical run. It’s
clear what the excitement is about.
That excitement runs in many
quarters, too: Film studios such as
MGM/UA and Columbia, multiple

cable-system owners such as Cox
Cable, and manufacturers of ad-
dressable converters and other
equipment designed to make *‘im-
pulse purchasing™ easy for the tel-
evision viewer—all have begun
jockeying for a part of the new
market.

But certain problems must be
overcome. Especially difficult for
cable operators, for instance, has
been the defining of pay-per-view
for customers already confused by
the alphabet soup of the new tech-
nologies. *l had a hard time ex-
plaining pay cable to my sub-
scribers,” one cable operator told
Variety. *“Now I'm going to have
to explain pay-per-view.”

Another major problem is tech-
nical. Attempts at upgrading older
cable systems—making them ad-
dressable and thus more compati-
ble with pay-per-view (see box)—
have been foiled in many cases by
equipment malfunction. The lead-
ing producers of addressable con-
verters and similar hardware have
been grappling with all the bugs of
this relatively untried technology.
Equipping the nation’s cable sys-
tems may take years.

But that doesn’t preclude our
hearing quite a bit on the subject
meanwhile. As one-shot presenta-
tions of big-budget films and con-
certs become more common, the
purveyors of pay-per-view will
doubtless become skilled in their
art, adding a whole new dimension
to the word *“hype.”

SAVANNAH WARING WALKER

DURING the next five years.
many of us will acquire televi-
sion sets adapted to accept pay-
per-view events. Some will have
two-way interactive cable, oth-
ers one-way addressable cable
or over-the-air subscription tele-
vision (STV). What follows are
several likely scenarios.

e [f you have interactive tele-
vision, otherwise known as two-
way cable (in which case you
have two-way addressability),

HOW TO PUT A BOX OFFICE IN YOUR LIVING ROOM

you can order a program merely
by pressing a button on the key-
pad controlling your set. The ca-
ble company’s computer will
then transmit an unscrambled
signal to your home, and bill you
for it automatically.

e [f you have one-way ad-
dressable cable, things aren’t
quite as convenient: A call or
postcard to your cable operator
prior to a pay-per-view event
will alert him to unscramble the

appropriate channel. which he
can do from his end.

® [f you have cable, but your
television is neither of the above,
you have to trek to your cable
company and stand in line to buy
a small, disposable decoder for
one-time use—that is, you screw
it onto your cable converter box
or the back of your TV set in or-
der to receive the program, and
unscrew and throw it out after-
wards.

® If you have STV instead of
cable, a call or postcard to your
operator will be required before
you can watch a pay-per-view
event. More advanced STV sys-
tems, however, do provide their
subscribers with a simple de-
coder device that allows push-
button ordering, and facilitates
monthly billing by using tele-
phone lines to tally up their

charges electronically.
S.w.w,

Wwww_americanradiohistorv.com
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C A N E S

ANEW VISION

WHY IS EVERYONE TALKING
ABOUT CHANNELS?

WALTER CRONKITE: “A force as potent
as television needs intelligent outside
criticism, and CHANNELS should be a

valuable contribution.”

ROBERT MACNEIL: MacNeil/Lehrer Report
“CHANNELS provides an invaluable
forum for thoughtful writing about
television, the medium that now
dominates our culture.”

Television affects our lives in ways never
before dreamed of. A dynamic medium

of CHANNELS for $25.

with CHANNELS, | get a full refund.

that touches each of us...as business- revolution: welcome to CHANNELS.
e e s s
: NO RISK OFFER!
i YES, | want to keep abreast of the latest Name
i developments intelecommunications and
i what their impact is likely to be on me. Address
i [ Start my subscription to CHANNELS— City
E one year (six issues) for $15.
1 [ | preferto save $5. Send me 2 years State Zip
:
[ ]
]
]
[ ]

-

[0 Payment enclosed. If I'm ever dissatisfied

WWW._americanradiohistorv.com

OF TELEVISION

people, consumers, and members of
society. What's happening in Cable?
Satellites? Video? Commercial and
Public Television?

CHANNELS not only discusses these
issues —but takes a stand. At CHANNELS
we take television seriously.

CHANNELS is not for everyone. It is
for thinking, concerned, aware people.
CHANNELS may be for you. Find out.

Clip out the coupon below and mail it
today. We will bill you later. If ever you

feel CHANNELS does not suit your needs,

we will refund every penny you‘ve paid.
Welcome to the telecommunications

CHANNELS, P.O. BOX 2001, MAHOPAC, N.Y. 10541

Please allow 4-8 weeks for delivery of first issue. Canada and
Mexico—$18; other foreign—$22.
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NAME
OWNER NO. OF
CITY HOURS SUBS. CONTENT

LAUNCH DATE

" Home Box Office Around the clock 9 million Movies: specials; sports
Time Inc.
New York
Sept. 1975

i
m Showtime Around the clock 3.5 million Movies; original programs; Broadway shows; live concerts;

Viacom International Inc. comedy; children’s shows; documentaries
New York
July 1976
The Movie Channel Around the clock 2 million Full-length feature films
Warner Amex Satellite

Entertainment Co.

New York
Jan. 1980

cinemax Cinemax Around the clock 1.5 million Movies: 10 a.M.-3 PM., aimed at female audience; 3 P.m.-8
Time Inc. P.M., youth and family films; 8 P.M.-10 A.M., family and adutt
New York features

August 1980

The Playboy Channel 8 P.M.-6 AM. daily 265,478 Action and soft-core aduit films
Daniels & Associates. Cox Cable

Communications Inc.; Cable Vision

Systems Development Co.

Woodbury NY

Dec. 1980

F-14

Chart designed by Marian Chin

Wwww.americanradiohistorv.com
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HOW THEY
SIZE UP

NAME *
OWNER -l-. NO. OF

CITY HOURS SUBS. CONTENT
LAUNCH DATE
b
!HT’N Home Theater Network 4 PM.-4 a.M. daily 155,000 G and PG movies; travel films
ooty b Pl Group W
Portland, ME; New York
Fall, 1976; satellite distribution
Sept. 1978
\"e A A GalaVision 4 PM.-4 A.M. Mon-Fri; 100,000 Exclusive rights to more than 400 Spanish-language films;
Spanish International around the clock weekly dramatic series; sports; musical and comedy
W E]‘ﬂ Network (SIN) Sat, Sun specials (in Spanish)
Cine en su Hogar en Espaiiol New York
Oct. 1979
= Bravo 8 P.M.-6 A.M. daily 65,734 Performing arts: classical music, dance, and opera;
mo Daniels & Associates; Cox Cable monthly film festival with specific theme or artist
Communications Inc; Cable Vision
Systems Development Co.
Woodbury NY
Dec. 1980
THE The Entertainment Channel Around the clock (Not availabie) Broadway shows; novel serializations; original family
ENTC}UEIT;\‘\,L%AE"LE:NT RCA; Rockefeller Center Inc. programming; foreign and classic films: imported comedy
New York and drama series (first U.S. rights to BBE-pogramming)
June 1982 -
|
= » 8 =
w7 s
A ‘ y4
=== The Disney Channel 18 hours ' Original productionsasd Disney filmm:‘ﬁhg to children
: Walt Disney Productions 4 @ under 12; family ayentg at night S
Stamford CT; New York g 4

April 1983 (projected)
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VIDEOTEX:

B P i

a

THE ELECTRONIC WORD

TELEVISION SET is transformed into
Aan information-age appliance as

soon as it’s connected to a com-
puter. That computer can be a small one
in the same room, or a giant one a conti-
nent away. Videotex is the generic name
for the two new technologies that arrange
this transformation over long distances.

One makes the connection through tel-
ephone or two-way cable lines and thus is
interactive. Itis known as videotext (with
the final “*t”"), and allows the user to per-
form various transactions with the main
computer. such as banking, shopping,
and even sophisticated research, using
the television screen and a keyboard at-
tached to the set.

The other is a one-way technology that
relies on signals broadcast over the air by
television stations. Called reletext, this
system promises to be cheaper and more
widely available than videotext, but its
information can flow only from the com-
puter to the television set: transactions
are not possible. A small keypad is used
to select “"pages” of information on the
screen.

The teletext user, for example, could
call up on his screen a theater directory to
learn what shows have tickets available.
but he could not reserve tickets through
the television screen. The videotext user,
on the other hand, not only learns what
shows are not sold out. but could call for
reviews and even to place his order for
seats.

The 1980s began with four incompati-
ble videotex formats, each developed ina
different country with substantial gov-
ernment funding. Each now competes for
a share of the world market.

Prestel, the world’s first full-scale com-

mercial videotex service, was introduced
in 1979 by the British postal service.
France’s post office and broadcast au-
thority created the Antiope teletext sys-
tem, which spawned the more elaborate,
two-way service, Telematique. The Ca-
nadian Department of Communications
sponsored the radically different Telidon

VIDEOTEX GLOSSARY

Videotex—The generic term for systems
that transmit textual information for
display on television screens.

Videotext-—An interactive videotex sys-
tem that uses either two-way cable or tel-
ephone lines to connect a central com-
puter to a home television set, allowing
for information retrieval and transac-
tions. .

Teletext—A one-way videotex system that
transmits textual material as part of the
standard broadcast or cable-television
signal.

Ceefax—British teletext system operated
by the BBC.

Oracle—British teletext system operated
by ITV (commercial TV).

Prestel—British videotext system oper-
ated by government postal and
telephone service.

Antiope—French teletext system.

Télématique—French videotext system
operated by government postal and tele-
phone service.

Captain—Japanese videotext system
operated by government postal and
telephone service.

Telidon—Canadian teleteXt system.

system, and Japan in 1980 introduced its
own system, Captain.
These governments funded the devel-

opment of videotex services because
they also control their countries’ postal,
telephone, and telecommunications serv-
ices: they regard the provision of video
information as a logical component of a
comprehensive public-communications
utility. The United States, in contrast,
has left the development of videotex to a
“free” market—dominated by large com-
munications, broadcasting, publishing,
and financial concerns—on the ground
that it is not a public utility but rather the
technical basis for a new and exciting (if
still somewhat vague) commercial enter-
prise known as electronic publishing.

All four foreign videotex formats are
being tested by American entrepreneurs,
while other companies are working en-
tirely with American-made hardware and
software.

In any format, videotex is essentially a
hybrid of mass-communications and
computer technologies. Combining tele-
vision, print, and data processing, it blurs
the traditional distinctions between pub-
lishing a message. broadcasting a mes-
sage, transmitting a message, and report-
ing a message. As a result, videotex
defies easy categorization: It can come
into the home over the air, by cable, or by
telephone: it can be a form of banking,
publishing, newspaper reporting, enter-
tainment, shopping, classified advertis-
ing, or a host of other “‘information serv-
ices.” The wvariety of transmission
methods and the range of activities and
services encompassed by videotex make
it exceedingly difficult to regulate. How
the various forms of videotex should be
regulated, and who should be responsible
for the decisions, are pressing issues of
public policy.

VIDEOTEXT:

PUTTING THE TV SET TO WORK

KL QJd!

ideotext is the difference
between watching televi-
sion and using it. Yes, using

it: to retrieve textual material on
the screen when you want it, and
to make various kinds of transac-
tions. You might, for example,

summon up an airline’s schedule,
make your flight reservations, and
then instruct your bank to issue a
check for the tickets—all at the tel-
evision set.

You could buy theater tickets in
the same manner, make réstaurant

WWW._americanradiohistorv.com

reservations, call for the latest
stock-market prices and place an
order, or select a shirt from an
electronic catalogue. With vi-
deotext, television also becomes a
research library and electronic
newspaper.

You make all this happen with a
keyboard hooked into your televi-
sion set. In effect, it connects you
to a bank of computers and data
bases at the transmission source,
either through telephone lines or
two-way cable, allowing for many




kinds of transactions at home.
Two videotext services, home
banking and home shopping, seem
to have the greatest potential for
making television something you
use rather than watch. They thus
receive special attention here.

HOME BANKING

Anyone who has ever waited for
the next available teller knows that
bankingin banks is no fun. Incities
the banks are invariably crowded,
and in rural areas. they're often a
long drive from home. So it may
prove a stroke of universal good
fortune that banks themselves are
disenchanted with the local-
branch system. Once an effective
way of increasing clientele by
making banks more convenient,
branches have now become un-
economical to build and operate.
This is why more and more banks
conduct their business electroni-
cally today. offering customers not
only the convenience of sidewalk
cash machines but, increasingly.
the ability to bank at home.

**Banks see electronic services
as a means of opening up new mar-
kets without a massive investment
in bricks and mortar,” says Janet
Norman, director of the Center for
Technology and the Consumer.
“Videotext presents them with the
opportunity to become a financial-
services supermarket. in which
the home terminal represents the
shopping cart.”

Through videotext, bank cus-
tomers can check the status of
their accounts, pay bills. transfer
funds. check interest rates and
money-market funds. or request
more general financial informa-
tion.

Although most bank-at-home
services are still in a testing stage,
Alan Lipis, president of Electronic
Banking Corporation, a consulting
group, predicts there will be ap-
proximately a million home-bank-
ing terminals by the mid-eighties.
“There is a tremendous potential
for new accounts, new services,
new territories,”” claims Lipis,
“but this will require a major in-
vestment not just in technology.
but in getting people to know it’s
there, getting them to sign up, and
getting them to use it.”

TELESHOPPING

Teleshopping is a way of putting
department stores on television—
an electronic version of the mail-
order catalogue. In October 1980,
Federated Department Stores

(owners of Bloomingdale's and
Abraham & Straus) bought an in-
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terest in Comp-U-Card, the na-
tion’s first and most extensive
electronic shopping service. For
an $18 yearly membership fee, 1.5
million Comp-U-Card subscribers
can use cable television, home
computers, or telephone lines to
get access to a product list of more
than 50,000 items.

In conjunction with Times-Mir-
ror, Comp-U-Card has tested The
Shopping Channel, a two-way-ca-
ble shopping service reaching
some 150,000 subscribers in six
Times-Mirror cable-system test
markets. The Shopping Channel's
only competitor has been the
Home Shopping Show, produced
by Modern Satellite Network. But
it won't be long before the compe-
tition stiffens. Warner Amex Sat-
ellite Entertainment has an-
nounced plans to test its own
shopping service, ShopAmerica,
in 1983. Theoretically. people
watching ShopAnierica should be
able to order products by tele-
phone, charge them to their Amer-
ican Express accounts, and have
them delivered from regional
warehouses within a few days.

Videotext Goes On-Line

All these shopping services are
examples of an entirely new form
of commercial programming
known as the ‘“infomercial.”
Based on a largely unproven mar-
keting premise, such television
spots can entertain consumers
while informing them about the
merits of specific products.

But unlike home banking,
which has proven readily adapt-
able to a pure data-processing
technique (with a few notable ex-
ceptions, such as electronic bill-
paying and cash withdrawals), any
home shopping service must over-
come a number of significant logis-
tical obstacles in devising low-cost
systems for order entry. account-
ing, and delivery. The fastest or-
dering setup in the world could
easily be crippled by a reliance on
the post office for speed. Setting
up an alternate distribution system
would daunt companies whose
business is the provision of infor-
mation. But teleshopping still fig-
ures heavily in nearly all videotext
trials, including the CBS/AT&T
test in Ridgewood, New Jersey
and Times-Mirror's two-way cable
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test in the Los Angeles area; it is
projected as part of Warner
Amex’s Qube operations in Co-
lumbus, Cincinnati, Pittsburgh,
and Dallas.

“The point of videotext is to
help the consumer get through a
very complex, noisy world.” says
John Warwick, director of the
Times-Mirror videotext experi-
ment. “We help them to make a
decision and act on that decision.
Videotext is the only medium in
which the user is in total control;
we've given the consumer back
the level of choice he had before
the advent of the electronic age.”

“The things videotext does best
are ultimately boring,” observes
Pat Montague of the Birmingham
Post & Mail, whichis activein En-

gland's videotext trials. *'Vi-
deotext is perfectly suited to pro-
viding an unprecedented

knowledge of the mundane details
of life. But it is those mundane de-
tails, the transactions, the record-
keeping, the storage of informa-
tion, that do, in fact, seem to make
the modern world go round.”
STEPHEN FENICHELL

Transmission

. R i
Name Location Subscribers Method Services
- —
Qube Columbus, Cincinnati, 130,000 Cable News, weather, home banking,
(Warner Amex) Pittsburgh, CompuServe
Houston, Dallas

Dow Jones News Retrieval Nationwide 47,000 Telephone Business news, information

CompuServe Nationwide 28,000 Telephone News, local newspapers,

(H & R Block) shopping, games

The Source Nationwide 23,600 Telephone Electronic mail, stock quotes, news,

(Readers Digest) or cable shopping information

NYTIS International 5,000 Telephone News summaries, current and back

(New York Times Co.) issues of N.Y. Times, business
information

Bank-at-Home (Financial Nationwide 500 Telephone Home banking, CompuServe

Interstate Services)

Pronto (Chemical Bank) New York 500 Telephone Home banking, electronic mail

Videotex America* Palos Verdes and 350 Telephone Home banking and shopping,

(Times Mirror Co.) Mission Viejo CA or cable electronic mail, news, local
newspapers, Comp-U-Card

Cox Cable-Indax* San Diego and 325 Cable Home banking and shopping,

Omaha news, information, The Source

FirstHand* North Dakota 250 Telephone Home banking, news, local

(First Bank Systems) newspapers, classifieds

Venture One* Ridgewood NJ 200 Telephone Home banking and shopping,

(AT&T and CBS) news, weather, CBS Publications,
local newspapers

Day and Night* Los Angeles 200 Telephone Home banking, information

(First Interstate Bank)

Prestel (British Post Office) Nationwide 160 Telephone Information

Viewtron* Coral Gables FL 150 Telephone Home banking and shopping,

(Knight Ridder and AT&T) electronic mail, local newspapers,
information

Bison (A.H. Belo Cotp.) Dallas 150 Telephone News,, information

Citibank Homebase* New York 100 Telephone Home banking

Chase Manhattan* New York (Not available) Telephone Home banking

*Test operation

e S———
Source: Arlen Communications inc.
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TELETEXT:
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GRABBING PAGES OFF THE AIR

Consumer
Connection

Pages 23-26 .S1imline

27-29 .Consumer News

3¢-31 .Garden Tips
32 .Emergency Phone Numbers
33.Crime Report
34 .School Bulletin Board

e

HATHEAVY BLACK LINE that
bobs up annoyingly on the
television screen when the
vertical hold needs adjusting is not
asinnocuous as it seems. It holds a
hidden treasure. the promise of a
new kind of broadcasting known
as teletext.

In back of the black bar are
twenty-one little-used lines of tele-
vision signal that can do some
amazing things. For these lines
can carry specially programmed
textual material—news headlines,
sports scores, restaurant and the-
ater directories, television listings,
stock-market  reports, airline
schedules, recipes, horoscopes,
classified ads—that the viewer
may call up at will, either on a
blank screen or superimposed on
the television image.

Moreover. each of these
‘pages” of information can be
sponsored. The border may read:
“Pepsi Presents the Weather Re-
port.” Teletext, then, is poten-
tially a new source of income for a
television station. which is why
technologists now call the black
bar hiding below the screen “the
most valuable piece of real estate
on the electromagnetic spec-
trum.”

The black bar is known as the
vertical blanking interval. and be-
fore the invention of teletext its
main purpose was to guide the
electron gun in the television set.
That gun shoots a beam of elec-
trons horizontally for 525 lines, go-
ing from left to right and top to bot-
tom, to create one picture. The
process takes one-thirtieth of a
second. When the beam hits the
505th line—the start of the vertical
blanking interval—it is sent back
to the top and starts the process
anew. The blanking interval nceds
only one line to signal the end of a
video frame, yet there are twenty-

one lines in the band.

Some of these lines are now be-
ing used in sets that have auto-
matic color adjustment, and line
twenty-one 1s reserved as a
closed-captioning  service  tor
the hearing-impaired. (Specially
equipped television sets can dis-
play superimposed captions over
the regular picture.) Teletext. in
the experiments now underway in
the United States, uses two other
lines of the blanking interval to
transmit a “magazine of some
100 pages of topical information.
This information is digitally en-
coded into the blanking interval by
the  broadcaster;  households
equipped with a decoder are able
to call up any of the pages to their
screens with a waiting time of no
more than seven seconds.

Teletext—as opposed to vid-
eotext—is one-way. meaning that
consumers cannot request specific
information, but can only receive
what is being sent. Using a hand-
held keypad. a viewer punchesina
page number from a subject index,
and the television set “grabs™ that
page for display the next time it
whizzes by in the cycle of pages
being broadcast. Since the sender
decides what the pages will con-

Teletext Takes to the Air

tain, teletext is similar to a regular
magazine. But teletext enjoys one
important advantage over its print
counterpart: Information can he
continually updated.

The first full-fledged teletext
service was Britain’s Ceefax,
which was started by the BBC in
1976 and now has about half a mil-
lion subscribers using its televi-
sion listings, news headlines, basic
video games, and sports scores.
Oracle. a similar system, also op-
erates in Britain on the indepen-
dent (commercial) network and is
the world’s first advertiser-sup-
ported teletext service. The
French entered the market with
the Antiope system, which is tech-
nically more flexible than the Brit-
ish versions, since it can be broad-
cast over FM radio as well as the
standard television signal.

But perhaps the most sophisti-
cated teletext system of all is Can-
ada’s Telidon, which offers more
detailed graphics than competing
systems. In the United States, Tel-
idon has the additional advantage
of conforming to a technical stan-
dard adopted by AT&T and CBS.
Nevertheless, each of the teletext
systems has picked up proponents
inthe U.S., and it remains unclear

which will prevail.

This question is just one of many
that a series of trials around the
country is altempting to answer.
Assuming people are willing to
read their television screens, what
will they want to see? Will adver-
tisers be willing to sponsor
“pages”? Who is in the best posi-
tion to “publish” teletext—the
networks. local affiliates, or news-
papers? What effect will the new
service have on conventional
broadcasting? And finally, is there
a large enough market tor elec-
tronic publishing to support both
teletext and videotext?

Since most of its hardware is al-
ready in place, teletext has the ad-
vantage of being cheaper and eas-
ier to launch. By the end of 1982,
Keyfax will have started the first
commercial teletext  service
transmitting 100 pages of news, in-
formation. and advertising to ca-
ble subscribers whoreceive super-
station WTBS, for a monthly tee of
$20 (which covers rental of a de-
coder and keypad). And both CBS
and NBC have announced that.
pending FCC approval. they will
launch national teletext services
sometime nexy year.

GARY ARLEN

Name Location Format Subscribers Services
Telecaption (Sears & Nat'l Nationwide Line 21 60,000 News, captioning for the deaf
Captioning Inst.)
Cabletext* San Diego, Telidon 400 Afull-cable channel with 5,000 pages
(Time Inc.) Orlando ~ ofnews, information, features, recipes
CBS Extravision® (with KNXT, Los Angeles Antiope 100 News, travel information and
KNBC, KCET) . schedules, classifieds )
DirectVision* (Group Wwith  San Francisco Antiope 75 News, shopping information,
KP1X) classifieds
WKRC* Cincinnati British 25 Local news, sports, information
WETA/Alternate Media Washington Telidon Selected Washington Post, N.Y. Daily News,
Center* public U.S. Weather Bureau
places

Farm Market Infodata Denver, Tampa, Line 21 (via {Not available) Agribusiness news
Service Fresno, Fargo, local PBS

Springfield MO stations) B
Keyfax-by-Satellite Nationwide British (via  (Notavailable) 100 pages of news, sports,
(KEYCOM Electronic Superstation information, and advertising
Publishing) WTBS)
“Test operation Source: Arlen Communications Inc.

CHANNELS
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A NEW WORLD AT

Soon the best way to hunt for an apartment
may be to stay home and watch television.

News, sports, weather. Movie times. Plane schedules. Close-out sales.
Stock prices. Theatre tickets availabilities. School closings. Classified ads.
Retail information. Program captions for the hearing-impaired.

All this and much, much more. At your fingertips when you want it, for as
long as you want it. Thanks to teletext, your television set will be converted into
a 24-hour communications center. With the aid of a special decoder,you
can receive printed up-to-the-minute information to make your life easier.

CBS has been a pioneer in the development of teletext in the United
States, actively testing the technology since 1979, and broadcasting an on-
screen ‘‘magazine”’—called Extravision™ —over KNXT Los Angeles since |
1981. Feedback has been exciting. In the future our service will be offered |
nationwide and made available to stations affiliated with the |
CBS Television Network.
| A new source of information you can’t get anywhere else. New access for
r the hearing-impaired. New convenience for everyone.

It’s all at hand!

EXTRAVISION
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Hlustration by Anders Wenngren

NYONE who has spent
countless days waiting for
that important piece of mail

to arrive knows that rain, snow,
sleet, and hail are often the least of
the post office’s problems. By the
turn of the century, though, there
will be no more waiting. Important
mail will arrive not in days, but in
seconds—directly into your living
room.

Electronic mail (EM) could turn
out to be one of the most widely
used offspring of videotext as
home terminals become common
household appliances. Sending a
letter will merely require typing
the message on a home-computer
keyboard. The words are trans-
formed into bursts of digital data,
which are transmitted as electrical
signals over telephone lines or in-
teractive cable television. Central
computers sort and deliver the
message to the ‘“electronic ad-
dress” of the recipient’s home
computer, where the signal is re-
constructed into words on a screen
or printed on paper.

By replacing the mail carrier
with computer-to-computer chat-
ter, EM will handle personal com-
munications faster and more reli-
ably than the post office ever
could. But the benefits of EM go
well beyond speed and efficiency.
Electronic mail will extend the
benefits of telecommunications to
some groups that have previously
been excluded. The hearing-im-
paired, for instance, were un-
touched by the miracle of the tele-
phone, but EM will give deaf
users, for the first time, instanta-
neous access to a distant network
of friends and business associates.
EM will also allow user groups
with common interests to link up
and share the latest information in-
stantly and inexpensively. Profes-
sionals ranging from accountants
to zoologists, adoption and disas-
ter-relief workers—all will create
their own open-party lines, elec-
tronic bulletin boards serving their
individual interests.

Currently, home use of EM is
limited to subscribers of such ser-
vices as The Source and Compu-

ELECTRONIC MAIL:

VERY SPECIAL DELIVERY

Serve, networks that offer anyone
with acomputer terminal access to
information banks through tele-
phone lines. But eventually, you
will be able to compose a wedding
invitation on your home terminal
and transmit it simultaneously to
the entire universe of your friends
and relatives—and the machines
will keep track of the RSVPs. If
that strikes you as a saver of time
and money, then imagine how ea-
ger the executives at your local
bank or utility will be to mail
monthly statements, which are al-
ready computerized, directly to
their customers with a single
command.

The huge volume of business
communications makes EM a nat-
ural for corporations, and not just
for their bills and monthly state-
ments. Internal company com-

munications, such as memos.
charts, or reports that must circu-
late among offices and factories all
over the world, can be distributed
by EM and updated instantly.
GTE's Telenet, a pioneer in busi-
ness EM, provides a service called
Telemail, which allows traveling
executives to tap into their per-
sonal ““mailboxes” from any loca-
tion using a briefcase-size portable
terminal and a telephone. So
promising is the commercial po-
tential of business EM that the
competition in that field is fierce
and strictly blue-chip. Joining
GTE and Tymshare in the office-
communications market are Ex-
xon, Xerox, ITT. and IBM. Other
computer manufacturers are ex-
pected to enter the fray, but the
one player watched by everyone is
the sleeping giant of the communi-
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“The post o-ffice had better watch out: EM, one of the
most promising offspring of videotext, can deliver im-
portant mail directly into the home, instantly.”
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cations field, American Bell
Among the first words Ma Bell’s
unregulated child utters will be
electronic mail—spoken through
Western Electric’s “smart™ tele-
phones, which will communicate
over the company's long-line
system.

All these developments spell big
trouble for the U.S. Postal Ser-
vice. Eighty percent of all first-
class mail comes from business;
according to recent estimates,
one-quarter of first-class mail vol-
ume could shortly transfer to EM,
thereby crippling the USPS. Enter
ECOM (Electronic Computer-
Originated Mail), USPS’s $40 mil-
lion counterattack against the tele-
communications giants that would
dare steal their lucrative business
customers. ECOM allows bulk
mailers to transmit their messages
electronically over phone lines to
computers in twenty-five specially
equipped postal centers across the
country. The computers sort the
mail by postal zone and transmit it
to the appropriate ECOM post
office.

But that's where ECOM’s re-
semblance to electronic mail
abruptly ends. As the messagesar-
rive at the local ECOM office,
they are printed out, stuffed in
special blue-and-white envelopes,
and delivered by mail carriers. De-
livery is guaranteed within two
days. In concessions to postal un-
ions and potential competitors,
USPS has vowed never to extend
ECOM’s reach directly to any re-
cipient’s terminal, a fatal limita-
tion for any EM service. As a
result, the bulk mailers who were
expected to use ECOM to send
nearly 30 million pieces of mail per
year have been staying away in
droves; in the first ten weeks of
operation, ECOM’s volume did
not evenreach | percent of projec-
tions. As business customers be-
gin to defect to commercial EM
suppliers, postal revenues will
plunge and service will worsen. By
the year 2000, we may not have the
post office to kick around any
more.

MARTIN KOUGHAN
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HOME VIDEQ:

GEARING UP FOR MORE

room. Although activated by its

owner, the home screen was at least
equally in the service of those fortunate
enough to own a television station. Today
the screen looks much the same, but it
has been changed irrevocably. A group of
new technologies, known as the “video
peripherals,” make it possible to origi-
nate programming in the home, shifting
complete control over the screen to the
living room.

The transformation of the box from a
receiver to an all-purpose display device
began in 1972, when Magnavox intro-
duced the first home-video peripheral, a
game called Odyssey. The precursor of
today's burgeoning video-game industry,
Odyssey was the first device that let
viewers put images on their screens and
control them. And though these images
were intended to entertain, they bore no
relation to broadcast programming.

The video game is the most successful
peripheral to date. An estimated 4 million
games for home TV sets were sold in
1981, and the 1982 figure is expected to be
double that.

But the video game is viewed as a tran-
sitional product that eventually will
merge with the home computer. Com-
puter prices have already fallen to equal
those of deluxe video games. More thana
million home computers—that is, com-
puters sold as consumer products, not
“personal’” computers for business use—
were sold in 1982, and as early as next
year the line between games and com-
puters should begin to blur.

Games and home computers are video
peripherals only inasmuch as they hap-
pen to use the television screen for dis-
play. They really have nothing to do with
television except that they compete with
it for the user’s leisure time—but then, so
do swimming pools, books, and non-elec-
tronic games. And although the use of a
computer or game by one family member
ties up the television screen, it’s unlikely
this situation will continue for long. Most
home computers will soon have their own
video monitors, leaving the family set
free again for television.

More truly competitive with broadcast
and cable television—since they offer
similar entertainment—are two other
popular video peripherals: video-cassette
recorders (VCRs) and video-disc players.

The VCR was first introduced as a

,T BEGAN with the screen in the living

BY DAVID LACHENBRUCH

o cooe

A new generation of ‘video periph-
erals’ gives us more control over
the home screen than ever before.

product for the home by Sony in 1975,
and close to 4.5 million are now in use in
more than 4 percent of America’s televi-
sion homes. Sales in 1982 are expected to
exceed 2 million (up from 1.4 million in
1981).

So far, the growth of the home VCR
industry closely parallels that of color tel-
evision. Annual sales of VCRs in their
first seven years on the market match,
almost unit for unit, those of color TV
sets from 1959 through 1965. If this trend
continues, nearly 5 million VCRs will be
sold in 1983, which will exceed the most
optimistic forecasts of the industry.
Whether or not sales reach that level,
they are expected to remain strong as the
VCR’s versatility and ease of operation
improve and prices drop.

The home VCR can be used in three
ways: to tape television programs, to
view prerecorded cassettes, or with the
addition of a home video camera, to tape
home “movies.”

The vast majority of home VCRs are
purchased for taping television shows for
later viewing. Since a VCR records inde-
pendently of the television set (it actually
comprises a color TV set minus picture
tube, loudspeakers, and related cir-

cuitry), it can record a program while an-
other is watched on the home set. Virtu-
ally all home VCRs have on-off timers, so
they can be set in advance to record pro-
grams while the viewer is away, asleep,

WWW._americanradiohistorv.com

or otherwise occupied. Many have multi-
day (or even multi-week) and multi-chan-
nel timers, that turn the machine on, re-
cord a designated program, turn it off,
then repeat the procedure on a different
channel at a specified time, and so forth.
Thus, home VCRs are used to unlock
programs from television's rigid time
slots. With a VCR, any time is prime
time.

Used in this way, a VCR can add to the
total time spent viewing broadcast or ca-
ble television. The rating services recog-
nize this and tally VCRs just as they do
TV sets. If a family is watching a program
while taping another, both shows are
counted as viewed, on the theory that the
taped show eventually will be watched.

Most recent-model VCRs have various
“special effects” features, and manufac-
turers vie with one another to add inge-
nious new ones. Already some machines
have variable fast and slow motion in for-
ward and reverse, stop-action, and sin-
gle-frame advance. There’s no record of
how often these special effects are used,
butit's believed to be infrequent after the
first week or so of ownership. An excep-
tion is “visible search™ or 'scan,” used
to zip through commercials when they’ve
been recorded along with a program.

Whether scanning features negate the
value of commercials is arguable. In
scanning a commercial at ten to twenty
times normal speed, the viewer must pay
close attention to the screen so he doesn’t
overshoot the commercial and cut into
the program. The effect may be sublimi-
nal, but the ad certainly has more impact
than one transmitted while the viewer is
foraging through the refrigerator.

Casting a small shadow over the VCR
industry, an appeals court ruled last year
that home recording of copyrighted mate-
rial violates the law. The Supreme Court
has agreed to review the decision this
term. In the meantime, Congress is con-
sidering legislation to amend the Copy-
right Act to make taping for home use
legal, and perhaps to levy a fee on sales of
VCRs and video cassettes to reimburse
copyright owners. Whatever the out-
come of these widely publicized judicial
and legislative activities, it’s not likely to
have much effect on future sales oronuse
of recorders.

In a novel application of VCR technol-
ogy, ABC and Sony have conjured up the
Home View Network, which is expected
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to start transmitting pay television pro-
gramming in 1983 to an audience made up
entirely of machines. The network will
use its affiliated stations’ early morning
off-air hours to transmit scrambled pro-
grams to home recorders preset to turn
on in the wee hours. The shows can be
viewed at the subscriber’s convenience
with the help of a decoder rented on a
monthly basis. The Home View Network
ingeniously skirts the copyright issue,
since the decoder can be programmed to
stop unscrambling after a certain period
of time.

The second purpose for which VCRs
are used is to play prerecorded tapes.
Most of these consist of movies, although
some original material is produced for
cassette (the most popular of which is an
exercise tape with Jane Fonda). All the
major studios release their movies in this
medium, generally before they make
them available to cable television. It's es-
timated, however, that fewer than half of
all VCR owners regularly view prere-
corded tapes. Many stores specializing in
the sale of tapes have already gone bank-
rupt, as the prerecorded-cassette market
changed to a predominantly rental busi-
ness.

The third use for video recorders, and
the least popular, is as a substitute for a
home-movie system. Despite much
weight-cutting in the last two years, color
video cameras and recorders still consti-
tute an awkward encumbrance on a vaca-
tion.

Overproduction in Japan, the source of
all the VCRs sold in the United States,
resulted this year in excess inventory and
sharp price reductions. Basic recorders
now can be bought for under $400, and
while the most deluxe high-end units list
for prices of $1,500 or $1.600. they often
are advertised at less than $1,000. All of
this has helped to boost sales sharply,
even in the middle of a recession.

Two incompatible VCR formats, Beta
and VHS, exist side by side, with VHS
now commanding more than 75 percent
of the market. The VHS system initially
gained its edge by offering more record-
ing time per cassette (originally two hours
compared with Beta’s one). The issue is
almost moot now, since time on both sys-
tems has been multiplied through slower
recording speeds and longer tapes. VHS
now has a maximum recording time of
eight hours on its longest-playing cassette
versus four-and-a-half for Beta.) The
VHS manufacturers are now offering ma-
chines that can record and play back
stereo sound, and in 1983. the Beta manu-
facturers plan to add an FM multiplexed
stereo soundtrack, which should result in
the first true high-fidelity sound on home
VCR.

But now, after only seven years, both
Beta and VHS could be near the end of
their run as home VCR technologies. In
Japan, a committee of manufacturers has

VCR. SONY, VIDEQ-DISC PLAYER. RCA: COMPONENT TV PANASONIC

nearly completed work on a new format
using one-quarter-inch-wide tape—half
the width of the current systems’—in a
cassette just a little larger than an audio
cassette. Although designed especially
for compact, combination camera/re-
corders, the new format is expected to
become standard for all home use. The
first machines using the new mini-tapes
could be available as early as 1984.

The other major home video technol-
ogy—the video-disc player—has suf-
fered from inflated expectations and de-
flated VCR prices. Given a choice
between a machine that could record and
one that could not, the public bought
VCRs instead of disc players. Like the
VCR, there are two incompatible video-
disc systems, but in this instance there
are major differences in the capabilities
of each. RCA's CED player is basically a
video version of the phonograph—it con-
sists of a stylus and a grooved disc—
whose main virtues are its price and sim-
plicity of operation. The costlier and
more technologically advanced Laservi-
sion system fielded by Philips and Pio-
neer offers sophisticated interactive fea-
tures and can be used in conjunction with
a computer.

Despite the differences in their capabil-
ities. both video-disc players are gener-
ally used for playing preprogrammed ma-
terial with high quality sound and picture,
and both systems do this well indeed. The
CED system currently offers a catalogue
of more than 300 discs, LaserVision more
than 250. The ultimate success of both
will depend almost entirely on the pro-
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gramming they offer and the continued
ability of their corporate parents to pour
in cash during the development period.

The RCA-developed CED system
bombed when first introduced in 1981,
but is now gradually picking up momen-
tum at a new base price of $299.95, down
$200 from the introductory figure, with
new “high end” units featuring stereo
sound and wireless remote control.

RCA’s dramatic price reduction was
designed to get its almost stillborn prod-
uct moving. But it also was a calculated
decision to take the profits on the blades
instead of the razor. RCA had been
amazed to find customers bpught more
than thirty records per player in the first
year of ownership, and not the ten to
twelve it had projected originally.

The growth of the peripheral-equip-
ment market is leading to changes in the
TV set itself. As pioneered by Sony and
embraced in one form or another by a
dozen television brands, the new televi-
sion is evolving into a “video component
ensemble’ similar to audio component
systems, with separate monitors, sound
systems, and tuners. These component
systems make it easy to plug in the vari-
ous peripherals, and offer improved pic-
tures and sound.

Translated loosely, “television’ means
“viewing at a distance.” Applied to the
box with the screen in the living room, the
new peripherals make the word obsolete,
since the distance between an image’s
source and the set may now be only a few
inches. The ““home video system™ has ar-
rived.

The television set is evolving into a “video component ensemble,”” with
separate monitors, tuners, and speakers (right), allowing components
such as video disc players and VCRs (left) to be added on easily.
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OPTICAL DISC:
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THE AMAZING VIDEO MACHINE

ITTING before a screen, you

are driving yourself down the

main strect of Aspen, Colo-
rado. At the first intersection, vou
touch an arrow on the left side of
the screen—and make a left turn
onto another street. Midway down
the block you come upon a hand-
some old hotel. stop to examine
the architecture, touch the build-
ing—and you are inside. Once
there you can hear a history of the
building by touching it again. And
then you can return to your drive,
touring Aspen in any order you
wish. turning right or left at any
crossing.

This is the video travelogue to
end all. a trip through a city routed
entirely at the viewer’s whim. The
Aspen Movie Map. as it is called.
is a triumphant demonstration of
what an interactive technology
known as the optical video disc
(also known as the laser disc) can
do when linked with a computer.
The team from the Massachusetts
Institute of Technology that cre-
ated the Movie Map disc in 1977
exploited as never before the opti-
cal disc’s extraordinary storage
capacity—each  side  contains
54,000 frames of audio und visual
information—and random-access
capability allowing the viewer to
call up any one ol those frames in-
stantly. The viewer can control the
disc by means of a system of but-
tons, or astick, or asin this case. a
touch-sensitive screen. In its best
use. the optical disc—which looks
like a highly polished platinum re-
cord—is not plaved sequentially
but randomly. With the Aspen
Movie Map. for instance. the
viewer can make a building appear
bathed in sunshine or shrouded in
snow by ‘“accessing” a different
set of frames.

Itis hard to believe that a device
capable of such miracles is not al-
ready the pride and glory of the
new television age. In fact, the op-
tical disc, having arrived in the
midst of the development of cable
and satellites. has all but gotten
lost in the welter of new electronic
marvels. The laser disc had the
misfortune of arriving in a televi-
sion-saturated market, at the

z
o
w
Q
=
[7]
w
=
<
S
>
o
[a]
w
T
a
<C
e
S
=
o]
I
o
Q
on
(&)
o
o]
a
>
o d
w
W
2
o
a1

This optical disc contains 54,000 frames, which can be
viewed in any order and at any speed, by moving a low-
power laser beam across the disc’s surface.

height of the enthusiasm for cable,
and well after the introduction of
the home video-cassette recorder
(VCR), with which the disc inevi-
tably is compuared. Why would
anyone want a disc player, the ar-
gument runs, when for about the
same price you can buy a VCR that
not only plays back prerecorded
tapes but can also record programs
off the air? This astonishing new
technology, which should send
minds spinning, is faulted instead

for its inability to record.

The laser disc had the additional
bad luck of arriving at about the
same time as another kind of video
disc, which can do much less. but
which has been marketed a lot
more aggressively. When most
people hear the term video disc,
thev think of RCA’s SelectaVi-
sion. which plays back prere-
corded audio and visual material
sequentially. like a phonograph re-
cord. moving a needle through

grooves. But the laser disc is based
on an entirely different technol-
ogy, and is likely to have an alto-
gether different destiny.

In the laser optical video-disc
system, a low-power laser beam
“reads’ billions of microscopic
pits etched into the disc. The beam
scans each of the disc’s 54.000
frames fora thirtieth of a second; it
can stop at any frame for scrutiny,
can move in fast or slow motion,
and most important of all, can race
from any one frame to any other in
no more than three seconds, using
a capacity known as “random ac-
cess.” The disc can only play back
prerecorded material; an official at
Pionecr Video. which is develop-
ing laser optical software. reports
that efforts to overcome this limi-
tation have been more or less
abandoned.

Pioneer offers a catalogue of
about two hundred disc titles. con-
sisting mainly of movies and con-
certs. The company’s reliunce on
movies may help account for the
relatively disappointing sales of
discs and players. Not only do
movies tail to exploit the disc's ca-
pabilities. they also put the disc in
competition with more established
systems for delivering movies to
the home. such as VCRs and pay
cable.

The movies are likely to drop
away. however. in favor of partici-
patory programs now being de-
signed, including maze games and
how-to classes in jogging. cook-
ing, “jazzercise,” and even in
watching professional football.
The viewer can thread his way
through the program. play along.
and answer questions. all at his
own pace. The First National Ki-
disc explains how to dance. make
paper airplanes. tie knots, all by
ingeniously exploiting the fast-
and slow-motion and freeze-frame
capabilities of the laser disc.

But the disc’s greatest contribu-
tion may not be to the mass mar-
ket. As the Aspen Movie Map sug-
gests, the laser disc holds out some
thrilling possibilities for educa-
tion. Much research is being done
in this area, and the Department of
Education is sponsoring an ambi-
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tious television/video-disc com-
puter project. But no one can
safely predict whether this formi-
dable tool will ever have a major
effect on the schools.

The laser disc’s random-access
capability and its prodigious stor-
age capacity make it an ideal de-
vice for cataloguing, and the Na-
tional Gallery of Art is making use
of this capacity in a video-disc tour
through its galleries. You can also
use a laser disc to browse through
an experimental Sears Roebuck
catalogue, or to survey car fea-
tures in a General Motors show-
room.

Where the laser disc will un-
doubtedly make its mark is in oc-
cupational training. The leading
software developer. WICAT Sys-
tems, based in Utah, chargesin the
neighborhood of $250,000 per cus-
tom-made, computer-controlled
disc, and suffers no lack of cus-
tomers. It has devised mainte-
nance training courses tor the U.S.
Army. a course in cell biology tor
the National Science Foundation,
and marketing programs for IBM.
lts Diagnostic Challenges in Gas-
troenterology, a series of medical
simulations developed for the firm
of Smith Kline & French, engages

the doctor in a “‘conversation”
with a patient. To deduce the pa-
tient’s illness, the doctor can order
lab tests and review the results on-
screen. After the diagnosis and
treatment, he receives acritique of
his performance from a computer
hooked up to the disc.

Even these achievements seem
prosaic. however, when compared
with the most recent experimental
partnerships between computers
and video discs. The paring is
spawning programs like 3D Movie
Maps (which allows the viewer to
either “fly over” or “drive
through™ an area) and a micro-
travel system (which gives the
viewer a tour through the work-
ings of a jeep engine). Perhaps
most astonishing of all is the Talk-
ing Map, in which the computer
takes note of the armchair trav-
eler’s location, speed. and direc-
tion. sifts through its stores of in-
formation, and tailors its
comments to the situation and the
time available. The tour guide’s
voice still sounds a little mechani-
cal, but technological improve-
ments should soon make it a com-
pletely intelligible and intelligent
“traveling companion.”

JAMES TRAUB
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PROJECTION TV:

THE LITTLE SCREEN GROWS UP

ELEVISION is most arresting

on a large projection screen.

Liberated from the little
glass-windowed box and clevated
to something resembling a movie,
it becomes. in uny room or circum-
stance. a presence difficult to ig-
nore. The big curved screen alters
the viewing experience and one
day could well alter television it-
self. Few would doubt that large-
screen projection receivers repre-
sent television's future.

In recent years, important tech-
nical innovations have done won-
ders for large-screen television.
The original front-projection units
almost required rooms of their
own to achieve the proper distance
between the lenses and the
screens; that problem was solved
with rear-projection models incor-
porating all the circuitry and
lenses in a single unit. Picture
quality has improved markedly as
well. The older models were trou-
blesome because their delicate
screens could be damaged merely
at a touch. This concern has also
been eliminated.

Yet for all its virtues and refine-
ments, large-screen projection tel-
evision remains an idea whose
time still hasn’t come.

The promotional hoopla con-
tinues to be larger than unit sules.
Some 200,000 projection televi-
sion sets were sold in 1982, com-
pared with 120,000 in 1981 and

FIELD GUIDE
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only 52,000 the previous year. On
its face, this is an impressive rate
of growth. But the rude tact 1s that
an entire year's worth of retail
sales for projection television is
about equal to a single week's
worth of sales for conventional TV
sets.

Price, mainly, has been the big
deterrent to the long-anticipated
market breakthrough. For all their
trying, manufacturers have not
been able to produce units that will
sell for much below $3.000 retail.
In contrast to the video-cassette
recorder (VCR), whose price has
dropped to almost one-quarter the
price of the first Sony Betamax in
1975, large-screen television—
which has been around much
longer than VCRs—has had no
dramatic price decline.

Another deterrent is space.
Where in the home do you put a
large-screen set that actually com-
mands viewing? In today’s econ-
omy, people are not apt to expand
the size of their homes tor the sake
of television.

Proliferation of large-screen re-
ceivers will take more time than
the pioneers of projection TV
imagined. Indeed, time has al-
ready run out on the tirst company
in the field. Advent went out of
business in 1981.

S.G.

A large-screen TV made
by Zenith. The image is
projected from behind.




“MTV-it's hot!”

Bob Roelff, Marketing Manager
Area Cablevision, Florida
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Don’t be squeamish. There's a whole world of young people out there
just waiting for you, yes you, to bring them MTV: Music Television. So take a deep breath.
Pick up your phone. Call us now. Say loud and clear,

New York Chicago Atlanta Denver Dallas Los Angeles

Gil Faccio John Reardon  Michael Wheeler Carolyn McCrory E. A. “Buzz” Hassett Bruce Braun
(212) 944-4020 (312)565-2300 (404)320-6808 (303)741-3600 (214)241-1421 (213) 506-8316
m Warner Amex Satellite Entertainment Company ©1982 Warner Amex Satethite Entertainment Company
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THE SUGAR-COATED COMPUTERS

IDEO GAMES, as Warner
Communications Inc.’s
1981 annual report grandly

puts it, have “‘reached the propor-
tions of a sociological phenome-
non.”” While other information
technologies promise to change
daily life some day soon, these
computer-driven games have al-
ready changed the habits of mil-
lions of adolescents, as well as the
rules of the entertainment indus-
try. In 1981, the annus mirabilis,
movies grossed $3 billion, while
the six-year-old video game busi-
ness grossed $6 billion.

One of the first games was Pong,
amodest electronic amusement in-
vented in 1972 by a young tinkerer
named Nolan Bushnell. Although
Pong didn’t take, Bushnell went
on in 1975 to start a California
company that did: Atari. Capital-
izing on the development of the
microcomputer, Atari began de-
veloping such  computerized
games as Space Invaders and As-
teroids. Today Atari, which also
produces personal computers, is a
billion-dollar-plus subsidiary of
Warner, and the colossus of the
video-game industry.

-lﬁ".:.l
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Video games come in two vari-
eties: those for the home and those
for an arcade. Both involve a mi-
crocomputer, a screen, and a set of
hand controls. Because the arcade
games use a more powerful com-
puter, they are capable of more
spectacular effects. But the home
video-computer system (VCS) has
the same powers as a fairly simple
home computer, with a bonus of
snappy graphics and sound ef-
fects. The VCS plugs readily into a
television set, which saves the
cost of buying a screen. The games
come in the form of cassettes that
fit into a slot in the VCS, and are
controlled by *‘joy sticks,” or pad-
dles, which also plug into the VCS.
The VCS can cost as little as $135,
with cassettes running between
$20 and $40—a steal when com-
pared to the mountains of quarters
the dedicated player feeds into an
arcade game.

VCS units are being purchased
about as quickly as they can be
made, although buyers of the Atari
VCS cannot use games designed
for the principal competition—

CHAMMELS

Mattel’s Intellivision—and vice
versa. Eight-and-a-half million
homes now have video games, and
some analysts predict that by
1985, 50 percent of America’s 80
million homes with television will
have them, making them more
plentiful, for example, than cable
television—which will itself be-
come a servant of video games.
Mattel, with General Instrument
Corp., has already launched Play-
Cable, a channel offering Intellivi-
sion owners televised video
games—in  effect, rentals—
twenty-four sleepless hours a day.

Some games have already be-
come as well known as household
cleansers. The most famous of
them all, Pac-Man, is expected to
earn Atari on the order of $200 mil-
lion. In Pac-Man the player rushes
around a maze ‘‘eating” dots be-
fore being engulfed. This is consid-
ered an unusually peaceful game
motif. In Freeway, two players
compete to get as many chickens
as possible across a ten-lane high-
way before a car or a truck crushes
them or time runs out. The *“first
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monster-movie computer game’’
is entitled Crush, Crumble, and
Chomp.

Anyone who has walked past a
video arcade in the middle of the
night and watched adolescents ap-
parently locked in a state of high-
tech narcosis may have concluded
that video games can be hazardous
to one’s health. But the similarity
between games and more edifying
forms of computer work is also too
obvious to ignore. Some of the
software available for computer
use in primary schools involves
“math games” or “spelling and
reading games,” the game being
both a form of sugar-coating and a
way of organizing the adventure of
figuring something out. This de-
velopment has not been lost on the
computer makers themselves.
Manufacturers of game computers
have begun advertising them to
parents as an opening wedge for
wider computer use, encouraging
buyers to “‘upgrade” later with
keyboards and printouts, while
manufacturers of personal com-
puters emphasize their dual use as
gaming devices.

JAMES TRAUB




THE FIRST
THEATRICAL MOTION PICTURE
MADE FOR TELEVISION

OPENING FEBRUARY 1983
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"Dz'rectz'ng I8 knawz’ng the concept you want and geﬂz’ng it

As an actor, Clint Eastwood bas proven to
be the fastest draw in the Western box office.
His films of the lust ten years bave grossed $1.4
billion, and be bas been named "Star of the
Decade.” But much of bis energy goes into bis
own production company, Malpaso Productions.
He is unique in turning scant budgets ($3.5
million for Every Which Way But Loose)
into extremely bigh returns (over $87 million
Jor that same picture). He has directed eight
Jeatures, including The Outlaw Josey Wales
and Bronco Billy.

“I shoot fast. The first feature I ever
directed—Play Misty for Me —was wrapped in
a little over five weeks. Breezy was com-
pleted in less than five weeks. It's not just a
matter of money. [ like to have momentum,
to keep the spirit and energy going. To me,
directing is knowing the concept you want
and getting it.

“Shooting on location is easier, because
a crew gets wrapped-up in the spirit of the
film. I cast my crews as carefully as [ cast
my actors. That’s why we have such happy,
democratic crews. And we move—I try not
to keep people on location too long.

“A director should change camera
angles a lot. My theory is, when you're look-
ing at a film, you're looking at a flat piece
projected onto a flat surface. The only way
you can approach a 3-D feeling is to cross
over and get the camera right in there. So
the audience can feel a part of a group rather

than just observers of a group. Camera work almost flaming look, all contributed to what
is a lot like penmanship. The way you film I was trying to say. The last was achieved
a film says as much as the way it's written.  withan Eastman color negative film, which
“Casting is one of the most important ~ gave me the really black blacks I wanted with-
aspects in making a film. A film can live or  out pushing the filmatall.
die on it. The cast has to bring those charac-  “For my latest picture, Firefox, we used
rers to life. If you miscasta character, or the new Eastman color high-speed negative
one stands out wrong, you can throw the  film 5293. We must have been among the
whole picture out of whack. It’s like having first to use it ina feature. We were doinga
a pebble in your tire. lot of front-screen projection versus live ac-
"People say I know just what the public  tion. We were also geting a lot of deflection.
wants. I don’t think the people themselves ~ We figured the new high-speed film would
know what they want until they see it or save ime and lighting, and we were right.
hear about it. One should judge a property ~ We used very little supplemental lighting and
simply by whether or not one would like to ~ got great definition. The scenes also inter-
go see it. There’s a lot of gut instinct going ~ cut very well with the rest of the footage. It
when buying or rejecting a property. was the right film for the problem.”
“A lot of critics thought Dirty Harry Ifyou would like to receive our monthly
was sort of a right wing film. It wasn'tatall. publication about filmmakers, KODAK
It portrayed the circumstances that one guy Professional Forum,write Eastman Kodak
was put into, and showed the frustration Company, Dept. 640, 343 State Street,
with our courts and our judicial system. Rochester, New York 14650.
Which is all very timely even today. The ©Fastman Kodak Company. 1982
film was just ahead of itself. I try to say N
something different in every film, and this Eﬁﬁgmﬁvﬁogﬁﬁﬁ%ﬂmm ATV
oneis abogt that frustration. Play szty for é-lrlliél:-(r}t 43%//3655 }"_gg :)%
Me wasa little statement on commitment DALLAS: 214/351-3221
and misinterpreting commitmentinmen ~ HOLLYWOOD: 213/464-6131

) ", NEW YORK: 212/930-7500
and women. There is no ‘Clint Eastwood ROCHESTER: 716/254-1300

message.’ There are lots of different S R s oatald00
messages.

“Talso try to find a look for each of my E?Stma{l film.
films. In High Plains Drifier the Mono Lake It looking better
location, the mirage effect, the telephoto all the time.

lens work, and especially the scorched,

www americanradiohistorv com
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PERSONAL COMPUTERS:

BRINGING THE INFORMATION AGE HOME

OMPUTERS have grown

smaller and smaller and

cheaper and cheaper, and
ever more familiar; so much so
that they appear less like territy-
ing, alien instruments bound to
subvert human nature, and more
like technological house pets and
ingenious home appliances. In-
deed, the tact that the computer
can be readily hooked up to that
most familiar of apphances, the
television set, in order to play
games and scan information, has
probably helped domesticate it.
The popularity ot video games has
had a like effect: A whole genera-
tion of children has been intro-
duced to the microcomputer in the
form of such games as Pac-Man
and Space Invaders, and has gone
on to gain a much wider fluency
with this miraculous device than
have many adults. But since 1977,
when three decades of miniatur-
ization culminated in the advent of
the television-size object known
as the personal computer. children
and adults alike have assimilated it
into their lives with unimaginable
speed.

The personal computer, like all
computers, may be thought of as
possessing four parts. The central
processing unit (CPU) does all the
heroic labor of analyzing and cal-
culating—playing chess or games,
figuring your budget. and so torth.
But the computer not only proc-
esses information, it also stores it
in immense quantity. Much of the
inside of a computer, which con-
sists of thousands of miniature ¢ir-
cuits etched on silicon chips
aligned on a series of boards. is de-
voted to memory. Since a good
portion of this memory is wiped
clean with each use, information
must be preserved on the second
component—either an ordinary
cassette tape or a “tloppy disk”
roughly the size of a 45 rpm record.

The third partis an input device,
ameans by which the user talks to
the machine. This is ordinarily a
typewriter-type keyboard, or in
the case of most video games, a
series of hand controls. The final
element is an output device, a
means by which the computer

A home computer hooked up to Qube. “Two-way cable,
or a telephone, can transform any home computer into
a powerful communications technology.”

talks buck. Normally this is a cath-
ode-ray-tube screen, the same
screen used for a television set.
When you buy a computer. you
can buy a video display terminal as
partof the package. or you can just
as easily connect your television
set to the computer.

The first two parts of the com-
puter. CPU and memory, define
its two primary functions—as a
calculating machine, and as a de-
vice for storing and retrieving in-
formation. With this memory ca-
pacity, the computer can be used
as the central element in a home
information system in combina-
tion with myriad other technolo-
gies, including the video disc, ca-
ble, and the telephone. Many
people use the computer as a min-
iature filing system, preserving
recipes or travel information or
important dates. Some programs
for managing various aspects of
home life are availuble at com-
puter stores, along with games and
other kinds of “software” that
come in the form of cassettes or
disks. One unusually sophisti-
cated budget program allows the

user to record his checks in any of

CHANNELS 58
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twenty-seven categories and 2
hundred subcategories. Deposits
can be automatically apportioned
among regular expenses, so the
user always knows his available
balance. The system also keeps
track of energy use and costs.
The computer is also a powertul
communications technology when
connected to sources of informa-
tion outside the home. A small,
box-like device called a “*modem™
can translate the audio signals of a
telephone, or even the audio and
video signals of a cable system,
into the digital impulses of a com-
puter. (Some analysts expect a
struggle for computer users be-
tween American Telephone & Tel-
egraph and operators of two-way
cable systems such as Warner
Amex Cable transmits the signals
more quickly than telephone, but
reaches far fewer households.)
With a modem and the proper
password, the computer operator
can use novel systems like Bank-
at-Home, an arrangement by
which checks can be paid and
money transferred from one ac-
count to another electronically.
The user can also hook into huge

FIELD GUIDE

data bases held on central com-
puters. Two major services, Com-
puServe and The Source, offer a
wide array of financial informa-
tion, as well as newspapers and
magazines. travel data, and home-
management systems. With some
firms charging as much as $1 for a
minute of computer time. some in-
dependent souls have turned their
own computers into free sources
of data called computer “bulletin
boards.” A whole subculture of
computer butfs now exchanges in-
formation and messages via these
networks.

But the most powertul applica-
tions of the home computer may
appear not in its guise as data base
and filing system, but as analyst,
calculator, and instructor. The
value of the computer games now
preoccupying much of American
youth may be debatable, but many
of the principles of these games are
now embodied in educational pro-
grams used in school and at home.
Computer-based simulations can
teach practically any subject to
childreninan exciting way. Games
make such rote activities as spell-
ing and arithmetic pleasant and un-
threatening. The computer itself
can correct and explain errors.
And educators have discovered
that the process of devising com-
puter programs radically improves
a child’s ability to learn.

None of this comes free. of
course. Though small computers
now cost as little as $100, a com-
puter with various attachments to
make it versatile and interesting
runs for five to ten times that
much. But with the computer al-
ready a fixture in 4 million Ameri-
can households, a business that
did not exist five years ago is now
a sizeable industry. Apple Com-
puter, the kingpin, has already
broken into the Fortune 500. And
IBM, which just entered the per-
sonal-computer business last fall
with an upscale model, has its
smaller competitors quaking in
their boots. There may be no other
business in which so much money
is to be made—and lost—in the
immediate future.

JAMES TRAUB
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DAVID WAGNER

NEW DEVELOPMENTS

As profoundly as today's
new technologies have al-
tered our electronic envi-
ronment, the process of
change is not likely to end
soon, or even pause. Al-
ready visible on the horizon
are new species of com-
munications technologies,
some of them still in the
laboratory, others being
tested in the field. What fol-
low are reports on those
most likely to make a mark
on the landscape.

HDTVSTEREO TV-
FIBER OPTICS-
LOW POWER TV
CELLULAR RADIO

VEN IF YOU WATCH nothing
E but Masterpiece Theatre,
you're still watching low-
definition television. **Definition™
refers to the amount of visual de-
tail in a picture: on American tele-
vision screens, even the sharpest
pictures are always a little fuzzy
because they consist of only 525
lines of information. (This stan-
dard was set in 1941 by the Na-
tional Television System Commit-
tee; most European countries re-
ceive better pictures because
they've adopted the 625-line
standard developed in Germany.)
Now much clearer pictures are
possible, thanks to the efforts of
Japan’s public broadcasting orga-
nization, NHK, which has figured
out how to get twice as much detail
onto the screen. Backed in this
country by CBS and Sony. high-
definition  television—HDTV—
offers 1,125 lines per picture, a
wider aspect ratio (i.e., a wider
screen), better color resolution,
and the clarity of a motion picture.
With a prototype high-definition
video system already being tested
by Francis Ford Coppola and
other filmmakers. Sony hopes to
refine its HDTV system for com-
mercial production within five

years. HDTV may well revolu-
tionize the way films and televi-
sion dramas are made and distrib-
uted, since it combines the visual
precision of thirty-five millimeter
film with the lower costs and

SONY

" HDTV:

GETTING THE PICTURE PERFECT

greater flexibility of video. Movies
shot on HDTV tape instead of film
could be distributed to theaters by
satellite. Until more theaters are
equipped to receive satellite sig-
nals, producers may shoot movies
on HDTV and transfer them to
film for theater distribution, re-
taining the original tape for cable
and network broadcasts and
video-cassette sales.

At the moment, HDTV produc-
tion equipment is available, but
the frequencies over which it
could be broadcast are still lack-
ing. That’s because an HDTV sig-
nal contains much more electronic
information than an ordinary one
does—so much more that each

HDTV signal actually requires
about five times more space on the
broadcast spectrum than a regular
525-line picture.

Until this impediment is over-
come, there will be little incentive
for 100 million television house-
holds to junk their 525-line sets for
the 1,125-line HDTV models (es-
pecially with the high-definition
sets estimated to cost 30 percent
more than the most expensive tele-
vision receivers now available).

So CBS currently pins its hopes
for HDTV broadcast on the devel-
opment of direct-broadcast satel-
lites, whose 12 gigahertz band
could provide the spectrum space
HDTYV needs. Although the FCC

Left: Sony’s HDTV image. Right: Standard TV image.
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has turned down CBS’s request to
set aside the entire 12 gigahertz
band for HDTV, it will allow some
experimentation. Experts predict
that the availability of broadcast
frequencies will make home recep-
tion of HDTV possible by 1990.

CBS has already demonstrated
HDTYV in three American cities,
and has used a cable channel in
Texas and an over-the-air station
in San Francisco for experiments
in high-resolution television. But
the ultimate prospects for HDTV
may well depend on the success of
research into *“bandwidth com-
pression,” which would shrink the
amount of spectrum space re-
quired by HDTV signals, and
hence make their transmission
much more feasible.

Also being explored are the pos-
sibilities for a modified high-defi-
nition system that would work on
conventional television sets by
packing more information into the
available 525 lines. IBM has al-
ready filed such a system with the
patent office, and other companies
may follow. These systems are the
precursors of HDTV: their added
definition anticipates HDTV’s ex-
quisite precision without being
able to duplicate it. But by expos-
ing consumers to the pleasures of
more and more sharply defined
pictures, they could well pave the
way for the advent of full-fledged
high-definition television.

JULIE TALEN
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STEREO TV:

BREAKING THE SOUND BARRIER

/]

AINLY 1t has been the
devotees of opera and
classical music—the

hard-core viewers of public televi-
sion in America—who have expe-
rienced television in stereophonic
sound. To them it has been worth
the inconvenience of juggling
equipment and dialing around the
radio band for the stereo simulcast
of a concert on television; it has
given them the best of sight and
sound at once.

But soon this need for dual sys-
tems will be obviated by television
receivers built with two hi-fi
speakers and wired for two-chan-
nel audio. When these sets arrive
on the market, popular program-
ming will be faced with the chal-
lenge to please the ear as well as
the eye.

Stereophonic television already
exists in Japan and Germany,
where it not only provides en-
hanced sound but also allows for
the broadcasting of programs in
two languages, one on each of the
audio channels. Baseball becomes
a special stereo treat in Japan; the
crowd noises come across from
both the left and right field hnes,
simulating the effect of being at the
park.

A move is on for the adoption of
stereo TV in the United States, if
only to help commercial television
keep pace with its new video com-
petitors. Video-cassette recorders

and video-disc players are making
a selling point of their stereo-
phonic audio capability, and at
least two cable program serv-
ices—The Movie Channel and
Music Television (MTV). both via
Warner Amex Satellite Entertain-
ment—transmit their program-
ming in stereo for viewers willing
to attach hi-f1 equipment to their
TV sets.

The lesson not lost on commer-
cial television broadcasters is that
AM radio was devastated by FM
largely because the newer band ac-
commodated the legions of stereo
buffs. AM radio’s hopes for a
comeback now rest with its newly
gained ability to transmit in stereo-
phonic sound.

The creation of an American
stereo TV receiver awaits authori-
zation by the Federal Communicu-
tions Commission, which first
must decide on an engineering
standard to make all stereo broad-
casts compatible with all televi-
sion sets. This will rest mainly on
recommendations from profes-
sional societies, which have been
studying a number of proposed
stereophonic systems tor the last
few vears. The authorization proc-
ess is likely to go into high gear
when the Electronic Industries
Association gives its endorsement
to a system—probably before the
end of 1982.

Among the leadging enthusiasts
for stereophonic television, not
surprisingly. are the hardware
manufacturers. A new stereo-
phonic-sound feature could boost
the sales ot new television sets the
way color has during the last fif-
teen years. But it also opens a
whole new field for the audio-com-
ponent industry, since existing
sets will probably have to be
adapted for sterea betore new sets
are purchased. Indeed, the stereo
feature may open the way to com-
ponent television, the video coun-
terpart of component high-fidelity
systems. Sony, Panasonic, and
Zemth have already introduced
television receiving systems in
which the screer. speakers, and
tuner are purchased separately.

JON ZONDERMAN

FIBER OPTICS:

THROUGH A GLASS LIGHTLY

coaxial cables are, fiber optics

could soon make them obso-
lete. A single strand of optical tiber
no thicker than a human hair can
transmit the entire broadcast spec-
trum or more than 100,000 tele-
phone calls. A bundle of these fi-
bers may eventually bring the
whole array of communications
media—radio stations. telephone
calls, and hundreds of television
channels—into the home through
asingle wire.

Unlike present-day television
sets and telephones, whose elec-
tronic impulses travel through the
air or on copper wire, fiber-optic
technology involves digital pulses
of light sent through flexible
strands of glass. Since light waves
are much higher on the spectrum
than radio waves, a much greater

, mpressive as the capabilities of

amount of information can be
transmitted through an optical fi-
ber than through a conventional
wire. And since the main ingredi-
ent of optical fibers is sand instead
of copper, they should become
much cheaper to produce.

If fiber optics seems a blessing
to the cable industry, it is a decid-
edly mixed one. because the tele-
phone company also has plans for
the technology. Fiber optics would
allow Bell to do what cable does—
bring video signals into the home.
The French government already
has plans to wire part of Biarritz
with a fiber system that will com-
bine voice telephony. color video,
and data transmission. In this
country, the cable industry may
have to race Bell to get the fiber-
optic wire into the home.

ERIC SCHEYE

When AT&T installs new telephone lines today, it uses
bundles of optical fibers like the one above. Made of
glass rather than copper, the new wire can carry vast

amounts of data—including video images.
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BROADCASTING IN A MINOR KEY

HEN the Federal Com-
munications Commis-
sion solicited applica-

tions in 1981 for licenses to operate
low-power television stations,
then-chairman Charles Ferris
called the technology ‘‘the first
new broadcast service in twenty
years offering the same intriguing
possibilities as the advent of com-
mercial-television broadcasting in
the late 1940s.”

The mechanism for low-power
television has been around since
the early days of television. Low-
power transmitters, known as
‘“translators,” have been used in
rural areas to pick up distant sig-
nals and rebroadcast them into
nearby regions that otherwise
would have been bypassed. Until
recently, translator operators
were forbidden to broadcast their
own material. When the FCC
lifted this restriction, low-power
television  became possible.
LPTV, as it is called, raised hopes
for a new kind of television—
small-scale, populist, adventur-
ous. But some of the initial opti-
mism has faded as the reality of
economic and bureaucratic obsta-
cles has sunk in.

LPTV uses very weak signals to
broadcast over a small area with-
out interfering with other signals.
Every city keeps segments of its
broadcast spectrum empty to
avoid such interference. Philadel-
phia, for example, cannot use
Channel 2 because that channel
has been allocated to New York.
Stations on the same channel must
be 170 miles apart. Limited to only
1,000 watts of power (as opposed
to as many as S million watts for
some standard broadcast chan-
nels), the low-power signal will
travel only ten or fifteen miles in
any direction. The FCC has prom-
ised wary broadcasters that
should an LPTV channel impinge
on an extant signal, it will be hus-
tled off the airwaves.

LPTV has been greeted with en-
thusiasm by ethnic minorities and
community-oriented groups owing
to a belief that it was especially in-
tended for them. One “‘intriguing
possibility™ is the opportunity for

a geographically defined commu-
nity to speak to itself over the air-
waves—blacks in Harlem, Ameri-
can Indians on a reservation,
small-town citizens anywhere.
Nonprofit groups could get in-
volved. And so they all have: The
FCC received applications from
black and Hispanic groups, from
unions and religious bodies, from
radical television-for-the-people
types, and from small-town folk of
all descriptions.

But it also received carloads of
applications from such big com-
panies as Turner Broadcasting,
the Gannett newspaper chain,
ABC, and NBC. The FCC re-
ceived 6,593 applications in all be-
fore the stunned commission de-
clared a freeze on applications
from all but the most rural areas.
Neighborhood TV, a firm for
which Sears Roebuck (through its
subsidiary, Allstate Insurance)

provided major financial backing,
submitted applications for 141
LPTV stations. Its hope was to es-
tablish a “fourth network" whose
programs would *“show what is
great about small-town life on a na-
tional scale.” The FCC has since,
however, given notice that appli-
cants with no other LPTV stations
will be given preference.

Perhaps more than that of any
other communications technol-
ogy, the future of LPTV rests with
the federal government. The FCC
will decide who gets the 4,000 or so
licenses, though it is not clear
when or how the decision will be
reached. In the summer of 1981
Congress authorized the FCC to
choose winners by lottery, after
having figured in a preference for
minorities and small owners. The
FCC dillied and dallied and finally
refused altogether—in large part,
some critics suspect, because it
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“Using weak signals to broadcast over a small area,
low power promises thousands of new television sta-
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did not want to favor little guys at
the expense of large corporations.
A second piece of legislation has
now passed Congress, but until the
lotteries are held, perhaps in mid-
1983, no one can know who will
finally benefit by LPTV.

A further problem for LPTV
owners is their current exclusion
from the “‘must carry’ rule. The
FCC requires that cable systems
carry all local stations and **signif-
icantly viewed’’ broadcast sta-
tions within a thirty-five mile ra-
dius. As a result, people who hook
up to cable forits better reception,
greater diversity, and increased lo-
cal programming won’t be able to
watch LPTV unless the rules are
changed or the cable operator vol-
untarily carries it. The prospects
for this are decidedly poor: Small
cable systems won 't have room for
LPTV channels, and large ones
may well view LPTV as competi-
tion, especially if the low-power
station engages in pay television.

The independent LPTV opera-
tor—the determined neophyte
with a station or two—faces one
final problem that the government
cannot solve: where to find pro-
gramming. A station may cost only
$50,000 to build, but the costs of
original programming are im-
mense for stations with limited
revenue potential. This awkward
fact has spawned partnerships like
that of Gene Autry’s Golden West
Broadcasters and a black group
called Community Television Net-
work; CTN gets the daytime hours
and Golden West prime time.

But independent LPTV stations
may have great trouble providing
the kind of community-based pro-
gramming they have in mind. An
official of SelecTV, which pro-
vides movies and special events
for over-the-air subscription tele-
vision, reports the company has
been ‘‘virtually swamped with in-
quiries’’ from would-be owners.
The force of economics just might
turn LPTV into another fast-buck
game. Intriguing possibilities
have, after all, been overlooked
before.

JAMES TRAUB
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THE UPWARDLY MOBILE PHONE

l ’NLIKE A NUMBER of the
new information technolo-
gies that face exceedingly

murky economic prospects, cellu-

lar radio is expected by some ana-
lysts to gross an astounding $3 bil-
lion in its first full year of
operation. This is largely because
cellular radio is not so much a rev-

olutionary new development as a

modification of an extant and

highly competitive one.

Cellular radio involves neither
radio nor cells; it is in fact a new
form of mobile telephone com-
munication. As undramatic as this
may sound to the average con-
sumer, for whom it is not intended,
it represents a great breakthrough
for business and the professions.
Today a businessman is likely to
wait several years for a car tele-
phone. And once he gets it he will
generally find the lines jammed
and the reception poor. Only
twenty-three users can place calls
simultaneously  from  mobile
phones in Manhattan. With cellu-
lar radio the number might rise to
10,000 or more.

As developed in Bell Labs in the
1970s, cellular radio makes this
quantum leap possible by re-using
the same stretches of the radio fre-
quency many times. A call from a
car or a construction site is now
received by a single tower in a
given city, which then relays the
signal to the recipient. With cellu-
lar radio, however, the conversa-
tion will be transmitted to one of
sixty towers scattered around the
city, and then patched into the ex-
isting phone network.

The technology depends on the
use of a low-power signal that will
not interfere with conversations
on the same frequency a few miles
away. Each tower, or cell, thus
commands its own switching area.
And with the Federal Communica-
tions Commission having ex-
panded to 40 megahertz the sec-
tion of the radio spectrum
available for mobile telephony,
each tower will now be capable of
receiving 666 two-way channels.
But even with the low signal,
neighboring cells will not be able
to use the same channel at the

AT&T

same time, so each channel will be
able to handle about 222 conversa-
tions simultaneously.

Cellular technology has already
been proven in experiments
abroad, and has satisfied even the
most optimistic expectations in
tests in Illinois and Washington,
D.C. And customers are lining up
to fork over the $150 or so a month
that the service will probably cost.
Lawyers will suddenly be able to
conduct billable conversations
while riding about town; construc-
tion workers or repairmen will be

able to confer with headquarters
as they go through a site or a job.
American Telephone & Telegraph
estimates that cellular radio can
raise productivity 20 to 25 percent
for some users. A Wall Street ana-
lyst has suggested that 1.5 million
potential cellular subscribers exist
right now; by 1987, when all of
them could be reached, the indus-
try would be raking in $2.7 billion.

The question is, who will be get-
ting all this money? The FCC so-
licited applications for big-city cel-
lular franchises last year, and the

“The wireless telephone has come of age, and dozens
of companies are scrambling for a piece of this $3
billion business.” Above, a handset for cellular radio.
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ensuing fracas prompted commis-
sioner Joseph Fogarty to tell For-
tune magazine, “‘I’ve been amazed
by the greedy reaction throughout
the communications industry to
the prospect of getting cellular li-
censes.” One firm, Graphics
Scanning Corporation, submitted
two truckloads of documents in
bids for all thirty franchises. Such
telecommunications  giants as
AT&T and GTE, as well as MCI,
have gotten heavily involved,
while some companies in related
businesses, such as Metromedia
Inc. and the Washington Post
Company, have charged into the
field, buying up mobile-phone
companies in a last-minute frenzy.

But the field really consists of
AT&T, and everyone else. In
1974, when the FCC first began
promulgating rules on cellular ra-
dio, a D.C. Circuit Court judge
stated that the commission al-
lowed a *significant plausibility”
of an AT&T monopoly. Some
competitors have joined with pub-
lic-interest groups to call for the
exclusion of “wireline” compan-
ies, meaning AT&T and GTE.

The FCC has consistently main-
tained, however, that the real pub-
lic interest lies in the speedy estab-
lishment of a national mobile-
phone service, and that AT&T,
which has both the local systems
and the technological and adminis-
trative expertise, should not be ex-
cluded. So in the interest of speed
as well as competition, the FCC
has divided each of the franchises
in half, one part for the wireline
companies, the other for non-wire-
lines.

While a gaggle of firms honk at
one another over half of each city,
AT&T and GTE have already
carved up twenty-nine of the thirty
franchises between them. And
now the fear is that they’ll get an
early start, and sign up all the cus-
tomers before the smaller firms get
their systems going.

The anxiety may not be mis-
placed: With the eagerness of the
business community for high-qual-
ity mobile-phone service, the first
one to offer it may reap a windfall.

JAMES TRAUB
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THE PLAYERS;
POWERS THAT BE

Hundreds of companies are in-
volved in the new television, but only a handful are likely to
shape its future. Herewith, a guide to the most important players.

video entertainment—the three tel-
evision-network companies, ABC,

CBS, and RCA (which owns NBC)—
doubtless will continue to dominate the
field for years to come. As players in the
emerging new age of television, they de-
rive their commanding position from
great financial resources, from years of
experience in programming, and from
virtually total penetration into American
homes. All three have already begun ven-
tures in the new distribution technolo-
gies, and each may expand into cable
ownership, now that the Federal Com-
munications Commission has lifted its
ban on network involvement in cable.

But the commercial networks them-
selves, even at the end of the decade, will
still attract more than half of the home
audience’s viewing time. While the new
entertainment/information services un-
doubtedly will claim a substantial portion
of the total audience, their effect on the
financial future of commercial television
will be offset by population growth (by
1990, the number of television house-
holds is expected to grow from 81 million
to nearly 95 million), and by the likeli-
hood that people will be spending more
time each day before the TV set.

Because they will remain unique
among the electronic media in their abil-
ity to reach a mass audience, the broad-
cast networks will continue to be a favor-
ite of advertisers. Their revenues are
likely to outpace general inflation,
though by only a modest amount, through
the rest of the decade. In the meantime,
their parent companies will be tapping the
potential of a variety of related television
services.

TODAY'S LEADING SUPPLIERS of home

ABC has been particularly aggressive
in exploring new fields. It is a partner in
four program services for cable: ARTS

BY JOHN S. REIDY

and Daytime (both with Hearst), the Sat-
ellite News Channels (with Group W),
and a pay-sports operation (with Getty’s
ESPN). ABC also has a partnership with
Cox Communications to explore pay-per-
view ventures, and is enlisting its family
of broadcast affiliates for Home View
Network, a pay-television service that
will send movies and other premium pro-
gramming in the middle of the night to the
pre-set video recorders of subscribing
households.

CBS plunged into cable with an ambi-
tious cultural service known as CBS Ca-
ble but gave it up when, after incurring
huge losses, it saw no prospect for a turn-
around in the near future. Nevertheless,
the company’s executives have made it
clear that they plan to return to cable. In
the meantime, CBS has taken steps to be-
gin an MDS pay service in the five cities
where it owns television stations, and it
has teamed up with AT&T for a major
videotext test in New Jersey.

CBS also produces and manufactures
video discs for use with RCA’s playback
system and has entered the prerecorded
video-cassette field in a partnership with
Twentieth Century-Fox. And the net-
work is ready to begin broadcasting its
teletext service as soon as the FCC grants
approval.

RCA isincable as backer of The Enter-
tainment Channel, in partnership with
Rockefeller Center Inc. It also operates
the primary cable-programming satellite,
Satcom III-R, and has applied to operate
a direct-broadcast satellite service in
which it would serve as a carrier rather
than a programmer. RCA is the largest
domestic distributor of video-cassette re-
corders and one of the two largest domes-
tic manufacturers of TV sets. It also pio-
neered the mechanical video-disc
system—its SelectaVision.

www americanradiohistorv. com

After the three network corporations,
the other leading prospectors on the new
television frontier are active on a number
of fronts:

TIME INC. is the owner of the most
successful cable program service, Home
Box Office (HBO), and of the largest ca-
ble operating company, American Televi-
sion & Communications (ATC). It also
operates a second pay-cable service,
Cinemax, and has one-third interest (in
partnership with Paramount Pictures and
MCA Inc.) in the USA Network, an es-
tablished advertiser-supported cable
service. Time has interests in two STV
systems, is developing a one-way cable
videotex service known as Cabletext,
and has an involvement in film produc-
tion through its investment in Orion Pic-
tures (formerly Filmways). The company
is also starting up a weekly cable-listings
magazine, in which it promises to invest
as much as $100 million.

WARNER COMMUNICATIONS is
half-owner (with American Express) of
Warner Amex Cable, the nation’s sixth-
largest cable company and the leader in
two-way cable technology with its pat-
ented Qube system. It also owns Warner
Amex Satellite Entertainment Company,
which is already operating three cable-
satellite services—The Movie Channel,
Nickelodeon, and Music Television—
and is developing two others, a shopping
channel and a games network. Warner
Bros. Pictures, a subsidiary, is one of
Hollywood’s leading motion-picture
companies and a producer of video cas-
settes. But the corporation’s most profit-
able division is Atari, the leading pro-
ducer of video games.

WESTINGHOUSE BROADCASTING
and CABLE is owner of an important

.

-
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THE
BIG
EIGHT

BROADCAST
NETWORK

BASIC CABLE
SERVICES

PAY CABLE
SERVICES

TV/FILM
PROGRAM
PRODUCTION

VIDEO
CASSETTE/
DISC
PROGRAMMING

INTERACTIVE
CABLE/
VIDEOTEX

VIDEO GAMES

TV STATION
OWNERSHIP

STV

MDS

CABLE SYSTEM
OWNERSHIP

LOW-POWER TV
DBS

SATELLITE
OWNERSHIP

TRANSPONDER
OWNERSHIP/
LEASE ***

HARDWARE

ABC CBS RCA
ABC CBS NBC
ARTS
Daytime**
Satellite News
Channels**
RSVP** The Enter-
tainment
Channel**
ABC Motion CBS Theatri- NBC
Pictures cal Films
ABC CBS
ABC Video CBS/Fox Selectavision
Enterprises Home Video  Discs
CBS Video NBC int'l.
Enterprises ——
RCA/
Columbia
Partnership CBS/ATAT teletext
with Cox Cable videotext
teletext
Gabriel Toys
ABC CBS NBC
5 stations 5 stations 5 stations
Home View
Network
MCS**
Black Hawk
Cable
Applications Applications
filed filed
Proposed Proposed
(for HDTV)
Satcom
satellites
Satcom IR Westar V Satcom IV
Westar V Westar V
TV sets
disc players
VCRs

Time Inc.

USA Net-
work**

Home Box
Office

Cinemax

Orion Pic-
tures (part
interest)

Time-Life
Video

Cabletext
(teletext)

1 station
ATC.

ATC.
ATC.

Satcom IR
and IV
Gataxy |

Times
Mirror Co.

Spotlight

Videotex
America
(test)

7 stations

Times Mirror
Cable

Satcom lIIR
Gaiaxy |

Warner Com-
munications

Nickelodeon

MTV: Music
Television
(Warner
Amex)****

The Movie
Channel
(Warner
Amex)

Warner Bros.

Warner Home
Video

Qube
(Warner
Amex)

Atari

Warner Amex
Cabie

Satcom llIR
and IV

Atari home
computers and
video games

Westing-
house

Satellite
News
Chamels**

Nashwille
Neatwork**

Home
Theater
Natwork

Group W
Productions

DirectVision*
(teletext)

Group W
& stations

Group W
Group W

Westar V
and V|

*Total revenuces im millions. For purposes of this chart, companics have been listed in order of the scope of their involvement in video activities.

**Co-ventures. (Satellite News Channels: ABC and Group W: Daytime: ABC and Hearst publications: RSVP: ABC and Getty; The Entertainment Channel: RCA and
Rockefeller Center Inc.; USA Network: Time Inc.. Paramount and MTA: MCS: CBS and Contemporary Communications Corp.: Nashville Network: Group W and

WSM Inc.: DirectVision: Group W and Sparks Newspapers.)
*xSatcom IR, [IR. Galaxy I, and Westar VI have yet to be launched. Satcom V wis scheduled to be launched before the end of 1982.
FEEEWarner Amex is a co-venture of Warner Communications and American Express.

Information for this chart was prepared by the editors of Home Video & Cable Report. Knowledye Industries Publications
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Viacom
Internationai

Cable
Health
Network

Showtime

Viacom
Productions

Viacom
Enterprises

2 stations

Viacom
Cable

Satcom IR
and IV
Galaxy |
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group of television and radio stations
and, with the acquisition of Teleprompter
Corp. in 1982, parent of the third largest
cable operating company. It also owns a
fledgling pay-cable service specializing in
family movies, Home Theatre Network,
and is a partner with ABC in the Satellite
News Channels. With the Grand Ole
Opry it will introduce The Nashville Net-
work for cable early in 1983. A television
subsidiary, Group W Productions, has
long been a leading force in program syn-
dication and has been notably successful
in recent years with PM Magazine.

COX COMMUNICATIONS is owner of
several television and radio stations and
is also the country’s fourth largest cable
operator. One of the more technologi-
cally sophisticated cable companies, it
has developed Indax, an interactive sys-
tem used for information services and
banking and shopping at home. Cox is a
partner with Times Mirror in the Spot-
light pay-cable movie service and has
joined in pay-per-view explorations with
ABC. Cox also has an interest in the Rob-
ert Wold Company, a leader in satellite
distribution services.

TIMES MIRROR CO. is a newspaper-
publishing concern that now ranks as the
seventh largest cable operator. It is the
founder of the Spotlight pay-cable motion
picture service, which it owns in conjunc-
tion with four other cable companies. In

addition, itis currently testing videotex in
the Los Angeles area, as well as operating
seven television stations. But for all these
video interests, it derives more than half
its profits from its group of newspapers,
the flagship of which is The Los Angeles
Times.

VIACOM INTERNATIONAL is the sole
owner of Showtime, the second largest
pay-cable service (with more than 3 mil-
lion subscribers), and owner of the tenth
largest cable operation. Viacom also
owns a group of television and radio sta-
tions and is a major syndicator of televi-
sion programming.

OAK INDUSTRIES is dominant in the
STV field with systems in five major mar-
kets, and is also a leading producer of the
converter/decoder units installed in vir-
tually every new cable-television house-
hold. Qak recently postponed a plan to
launch a DBS service in 1984.

TURNER BROADCASTING SYSTEM is
the owner of the first superstation—
WTBS, Channel 17 in Atlanta—probably
the most profitable television station in
the world, reaching more than 20 million
cable homes. The station, owned by the
visionary, entrepreneurial, and mercurial
Ted Turner, has been supporting the com-
pany’s two Cable News Networks.
Turner is laying plans now to create a
fourth national television network.

20 OTHER IMPORTANT PLAYERS

Capital Cities Communications—
broadcasting, cable, publishing, videotex

Dow Jones—publishing, cable, videotex

Dun & Bradstreet—publishing, cable,
broadcasting

Field Enterprises—publishing, broadcasting,
cable, videotex

General Electric Co.—broadcasting, cable

Harte Hanks Communications—publishing,
broadcasting, cable

Hearst Corp.—publishing, broadcasting,
cable

Knight-Ridder Newspapers—publishing,
broadcasting, videotex

Landmark Communications—publishing,
broadcasting, cable

McGraw-Hill—publishing, broadcasting,
cable

Metromedia Inc.—broadcasting

Multimedia—broadcasting, publishing, cable

New York Times Co.—publishing,
broadcasting, cable, videotex

Scripps-Howard Broadcasting Co.—
broadcasting, cable

S.1. Newhouse & Sons—pubilishing,
broadcasting, cable

Storer Broadcasting Co.—broadcasting, cable

Taft Broadcasting—broadcasting, cable,
videotex

Tele-Communications Inc.—cable

Tribune Co.—publishing, broadcasting, cable

Wometco—broadcasting, cable, STV

LES BROWN'S

ENCYCLOPEDIA

of TELEVISION |

Your 3 7 Gwde 1 Dhe Shows, The
People, The Hidors. 4nd
The Buntness of V!

“A Remarkable
Achievement!*

LES BROWN'’S
ENCYCLOPEDIA

OF TELEVISION

The standard reference
guide to the colorful world
of television!

From / Love Lucy to Hill Street
Blues, from Sylvester “Pat” Weaver
to Fred Silverman and Grant Tinker,
from AA Rating to Z Channel, it’s all
here: everything you want to know
about the people in front of and
behind the camera, the shows, the
history, the politics and business of
the most revolutionary medium the
world has seen since Gutenberg.

*American Film said of the first
edition: “the book deserves to be
read from cover to cover . .
invaluable to anyone interested in
the medium. . . It's an explosion of
knowledge, the fruit of a notable
career!”

$16.95 (paper) $29.95 (cloth)
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Hi Zoetrope,
Please enter my
order for copies of Les

Brown’s Encyclopedia Of
Television. I've enclosed a check
or money order for the proper
amount, plus $1.50 postage and
handling. | understand the book will
be shipped to me as soon as it is
printed.

NYS residents add 814% sales tax.

Name:

Address:

Zip:

Mail Today To:

NEW YORK ZOETROPE
Suite 516 Dept N

80 East 11th St

New York 10003

NEW YORK ZOETROPE publishes
a wide range of books on film and
media.

[ Also send me your new
catalogue.

Please allow 3 to 4 weeks for
delivery
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State of the art.

You're looking at the most sophisticated
interactive home terminal in use today.

It was developed, not surprisingly, for
the Warner Amex Cable QUBE?" systems, in
Columbus, Cincinnati, Pittsburgh, Dallas,
Houston and other areas.

_ We pioneered the technology behind

B\ two-way home communications. Now

B we're finding new ways to make that

A technology work for you.

' For example: Home shopping.

Home banking. Electronic mail.

Information retrieval. Commercial
data services through fiber optics.

And that’s just the beginning.

You can expect a lot more
where that technology came from.

Warner Amex Cable.
So stay tuned. “‘
Warner Amex Cable

©1982 Warner Amex Cable Communications Inc.

www.americanradiohistorv.com
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WHAT'S WHAT:

A GLOSSARY OF INITIALS

ABC—American Broadcasting Companies
Inc.

ACSN—tormeriy Appalachian Community
Service Network, now known as ACSN/The
Learning Channel

ACT—Action for Children’s Television

AFTRA—American Federation of Television
& Radio Artists

AIM—Accuracy in Media

ARTS—Alpha Repertory Television Service
(Hearst/ABC Video cuble service)

ASC—American Satellite Company (Comsat)

ATC—American Television &
Communications (Time Inc.’s. cable MSO)

AWRT—American Women in Radio and
Television

BBC—British Broadcasting Corporation

BET—BIliack Entertainment Television (cable
service)

CATA—Community Antenna Television
association

CATV—Community Antenna Television.
cable television

CBC—Canadian Broadcasting Corporation

CBN—Christian Broadcasting Network

CBS—formerly Columbia Broadcasting
System. now known by initials

CC—<closed captioning for the deat’

CCIA—Computer and Communications
Industry Assn.

CCTV—closed-circuit television

CIED—capacitance clectronic disc (RCA
video disc)

CEN—Central Educational Network

CHN—Cable Health Network

CIT—Central Independent Television
(Britain)

CNN-—-Cable News Network (cable service)

COMSAT—Communications Satellite
Corporation

CPB—Corporation tor Public Broadcusting

CRT—cathode ray tube

C-SPAN—Cable-Satellite Public Affairs
Network

CTIC—Cable Television Information Center

CTW—Children’s Television Workshop

DBS—direct-broadcast satellite

EBU-—European Broadcasting Union

LCOM—clectronic computer-originated mail

EEN—Eustern Educational Network

EIA—Electronic Industries Association

EM—elcctronic mail

ENG—clectronic news gathering

FEPG—Electronic Program Guide (cable
service)

ESPN—Entertaimment & Sports
Programming Network (cable)

ETV—educationul television

FCC—Federal Communications
Commission

FM—frequency modulation

FNN—Financial News Network (cable
service)

GHz—gigahertz (1 billion hertz)

Group W—Westinghouse Broadcasting and
Cable inc.

GTE—General Telephone & Electronics
Corporation

HBO—Home Box Office (cable service)

HDTV—high-definition television

HTN—Home Theater Network

HUT—households using television

HVN—Home View Network (ABC)

Hz—hertz (a unit of frequency equal to one
cycle per second)

IBA—Independent Broadcasting Authority
(Britain)

INN—Independent Network News

INTELSAT—International
Telecommunications Satellite Organization

INTV—Association of Independent
Television Stations

ITFS—Instructional Television Fixed Service

I'TNA—Independent Television News
Association

ITT—International Telephone & Telegraph
Company

ITV—instructional television or Independent
Television (Britain)

KHz—kilohertz (1.000 hertz)

LO—local-origination channel

LPTV—low-power television

LV—LaserVision (optical video dis¢)

MATYV—master-antenna television

MBS—Mutual Broadcasting System

MCA—parent of Universal Pictures

MDS—multipoint distribution service

MHz—megahertz (1 million hertz)

MPAA—Motion Picture Association of
America

MSG-—Madison Square Garden Network

MSN—Modern Satellite Network (cable
service)

MSO—multiple cable system owner

MTV—Music Television (cable)

NAB—National Association of Broudcasters

NATAS—National Academy of Television
Arts & Sciences

NATPE—National Association of Television
Program Executives

NBC—National Broadcasting Company

NBMC—National Black Media Coalition

NCTA—National Cable Television
Association

NFLCP—National Federation ol Local Cable
Programmers

NPR—Nutional Public Radio

NRB-—National Religious Broadcasters

NRBA—Nationul Radio Broadcasters
Association

NSCA—National Satellite Cable Association

NTA—National Translator Association

NTIA—Nuational Telecommunications and
Information Administration

NTSC—National Television System
Committee (U.S. color TV system)

ONTV—Il.0s Angeles STV system

PAL—phase alternation line

CHANNELS 68
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(German-developed color TV system)
PBS—Public Broadcasting Service i
PMN—Pacitic Mountain Network L ]
PPV —pay-per-view
PSA—public-service announcement
PTAR—Prime Time Access Rule
PTL—formerly Praise the Lord Television
Network. now known by initials {(cable
service)
PTV—public television
RAI—Radiotelevisione ltaliana
RCA—tormerly Radio Corporation of
America. now known by initials
RFE—Radio Frec Europe
RTDNA—Radio & Television News Directors
ASSOCIution
SBS—Satellite Business Systems
SECAM—sequential couleur a mémoire
(French-developed color TV system)
SHO—Showtime (cable service)
SH¥ —super-high trequency
SIN—Spanish International Network (cable
service)
SMATV—satellite master-antenna television .
SNC—Satellite News Channel (cable service)
SPACE—Society for Private and Commercial
Earth Stations

SPN—Satellite Program Network (cable .
service)
SSS—Southern Satellite Systems

STV—subscription television
TARPAC—Television & Radio Political
Action Commitlee
TBN—Trinity Broadcasting Network (cable
service)
TCl—Telecommunications Inc. (cable MSO)
TEC—The Entertainment Channel (cable
service)
TIO—Television [nformation Otfice of the
NAB
TMC—The Movie Channel (cable service)
TNT—Target Network Television
TRAC-—Telecommunications Research and
Action Center (formerly NCCR) *
TvB—Television Bureau of Advertising
UHF—ultra-high tfrequency
USA—a cable network
USSB—United States Satelhite Broadcasting Y
(DBS)
USTV—United Satellite Television (DBS)
VCR—video-cassette recorder
VCS—video-computer system
VHD—vidco high-density disc system
VHF—very high trequency
VHS—video home system (a VCR format)
VIA—Videotex Industry Association
VOA—Voice of America
VTR—uvideo-tape recording or recorder
WARC—World Administrative Radio
Conference
WASEC—Warner Amex Satellite
Entertainment Company
WCI-—Warner Communications Ing.
WHT—Wometco Home Theatre (STV)
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with correspendent
E Charlayne Hunter-Gault-
“EP“I{[ . Robert MacNeil and Jimrm

Leqrer don't condense the
news into a series of brief reports. Thay examine
\ one story a night—presenting-a timely, probing,

§ authoritative repot that both explgres and
informs.

AT&T and your local Bell System company
- are proud to help uncerwrite this incomparable
news program.

if you want a bet-er understanding of-what’s
going on in the world around you, watch The

Ca-produced by WNET/ THIRTEEN, Mew York and i ! ; - o d
WETA/Washington, D.C. Made possible by grants from MacNeil L?hrer R‘:‘pm tomght on PBS. Check
Exxon, the Belt System and member stations of PBS. your local hs’ungs for -ime and chanhel.

@ Bell System
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During November ATC will reach another cable -

industry milestone: four million subscriptions.
Naturally we're pleased to lead our exciting in-
dustry to this new level of consumer acceptance.
But numbers are not the whole ATC story. Indeed,
ATC's consistent profitability and broadbased in-
dustry leadership are the product of a corporate
strategy that emphasizes health as
well as growth.
We're adding new subscribers and
new territory at a healthy pace. We're

offering the best available cable programmring and
service. And we're developing those new services
which the consumer really needs.

ATC s philosophy of balanced growth is shaped
and executed by an outstarding management
team and backed by Time Inc., one of the world’s
most respected communications companias. This

winning combination will ensure that
ATC reaches new milestones in cable
communications.

Keep an eye on us.

NUMBER ONE IN
CABLE COMMUNICATIONS

AMERICAN TELEVISION & COMMUNICATIONS CORPORATION - A TIME INC.COMPANY
160 INVERNESS DRIVE WEST / ENGLEWOOD, COLORADO 80112/ (303) 773-3411




