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GALAXY-AN ACHIEVEMENT 
SURPASSING EXPECTATION 

The Hughes Galaxy System has evolved from an idea 
founded upon vision and technological ability to become a 

sophisticated satellite and terrestrial communications 
network. It is an achievement that represents success 

beyond imagination. 

The overwhelming demand for Galaxy service is superceded 
only by its reputation for excellence. Galaxy I-now sold 

out-has been selected by the most prestigious names in the 
cable business to transmit the most dynamic programming 

available-HBO, Cinemax, The Nashville Network, 
Group W -Home Team Sports,The Movie 

Channel, CNN, CNN Headline News, SIN, Galavision, 
The Disney Channel, WOR-TV, CBN Cable Network, 
ESPN, C -SPAN and much more. Galaxy I is a promise 

that has been fulfilled, with performance beyond 
our own expectations. 

But Galaxy I was only the first step. Galaxy II is also in orbit, 
offering specialized voice, video and data communications 
services to the general business community. Together with 

Galaxy III, scheduled for a May 1984 launch, Galaxy II will 
benefit the corporate world with the same outstanding 

performance that the world of cable already enjoys. 

Excellence. Performance. Commitment. 

The Hughes Galaxy System-a surpassing achievement 
in communications. 

For further information contact Cinch S. Whalen, Hughes Communications, RO. Box 92424, Los Angeles, CA 90009, (213) 615-1000. 
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We've got 
the connections 

for you 
400 cameramen 

worldwide 
26 international news 

bureaus 
40 million feet of film 

and videotape of world 
events since 1896 

Thousands of news 
and broadcasting contacts 
in Europe, Asia, Africa, 
and around the globe 

Daily newscasts to 
more than 250 television 
stations in 100 countries 

Contact Ed Helfer, 
Vice President, 
Marketing, 
(212) 307-7315. 

We can cover overseas 
stories of special interest 
to your viewers-stories 
involving local residents, 
politicians, community 
leaders, and stories about 
world events of 
significance to Hometown 
U.S.A. 

We can provide on - 
location camera crews, 
producers, directors, 
editing facilities, standards 
conversion, satellite 
transmbssL ons, shipping- 
anything and everything 
you need to get 
international connections 
into your broadcasts and 
within your budget. 

Viscom "Firsts" 

E Regularly scheduled 
American football games 
to Great Britain 

Newsweek's 50th anni- 
versary videoconference 
to Zurich, Tokyo, London 

Overseas premiers of 
Octopussy and other box- 
office hits to the U.S. via 
satellite 

International segments 
for PBS's "Inside Story" 

Viscom 
INTERNATIONAL 
U.S. subsidiary of Visnews, Ltd., the visual communications 
network and world's largest television news agency. 

International Building - Rockefeller Center 
630 Fifth Avenue, 22nd Floor, New York, N.Y. 10111 
(212) 307-7315 
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Guiding Light 

I THOUGHT THE CHANNELS 1984 FIELD 

Guide to the Electronic Media was great, 
and I particularly liked the graphics. I'm 
planning to save my copy. The informa- 
tion is really a crutch for someone like 
me, who knows nothing about the elec- 
tronic media. Every time I hear or read 
about C -Span, Galaxy I, or low -power 
TV, I'm going to grab my Guide. 

JOSEPH BOYLE 

Washington, D.C. 

Required Reading 

I HAVE JUST FINISHED READING YOUR FIELD 

Guide and wish to convey my congratula- 
tions to you on compiling this excellent 
document-it's even better than the 1983 
version. Indeed, I could have used the 
Guide when I was a graduate student at 
the Annenberg School of Communica- 
tions at the University of Southern Cali- 
fornia. Today, I would make it required 
reading for those seeking a perceptive, 
concise road map to the communications 
environment of the 1980s. 

A 60.3 rating and 77 share to all who 
worked on the Field Guide. 

ALLAN COATES 

Cable & Broadcast Policy Office 
Ministry of Transportation and 

Communications 
Ottawa, Canada 

Fanning Flames 

CONGRATULATIONS. CHANNELS HAS NOW 

earned the right to call itself the People 
magazine of broadcasting. Philip Weiss's 
puff piece on David-"he drives a silver 
sports car fast"-Fanning ["The Last, 
Best Hope for the TV Documentary," 
Nov/Dec] was so filled with self-serving 
inaccuracies and downright drivel that I 

suspect Weiss was paid by Fanning rather 
than by Channels. 

If David Fanning is "the last, best hope 
for the TV documentary" then James 
Watt must have been the last, best hope 
for the national wilderness reserves. But 
Watt's gone-and Fanning remains, with 

iimillefteri4411114141411 ,248444 

$4 million of Corporation for Public 
Broadcasting money that, though ear- 
marked for independent producers, is go- 
ing to be spent on another season of trash. 

JEFF KREINES 

DeMott/Kreines Films 
Millbrook, Alabama 

The Next Best Hope 

As AN INDEPENDENT FILMMAKER AT - 

tempting to fund and produce social -issue 
documentaries outside the mainstream, I 

found the whitewash of the Frontline se- 
ries truly disturbing. 

Philip Weiss acknowledges the contro- 
versy surrounding Frontline and briefly 
illustrates the history of the CPB Pro- 
gram Fund and its conceptual mutilation 
by the station -consortium system. Yet it 
all appears to boil down to the fact that 
David Fanning, the series producer, is a 
jolly good chap who truly wishes to see 
documentary flourish. 

However, the issue is not Fanning but 
the highly political choice made by the 
CPB in directing $5 million to Frontline in 
its first season. Despite the mandate that 
a substantial part of Program Fund mon- 
ies go to independent producers, and de- 
spite the contention that Frontline em- 
ploys independents, Frontline, in effect, 
is a public television station project, not 
an independent series. Coming so soon 
after the cancellation of Matters of Life 
and Death and Crisis to Crisis and the 
defunding of Non Fiction Television, the 
funding of Frontline sent a signal to inde- 
pendents that, regardless of congres- 
sional intentions, their works were too 
hot to handle. 

Even more upsetting was the absence 
of a request for proposals or peer -review 
policy, as the two canceled series had 
had. Weiss apparently did not question 
the fact that the CPB solution to these 
messy but necessary processes was elim- 
ination of any semblance of democratic 
process. CPB money is public money. 

The solution to the future of TV docu- 
mentary lies in more funding. The goals 
should be: to increase congressional ap- 
propriations to the CPB; to define "inde- 
pendent producer" so that such major 

public television suppliers as CTW are 
not put in the same category as individual 
film- or video -makers; to create an 
agency to administer public television 
funding to the independent community, 
and to see that local stations reserve a 
substantial portion of programming 
money for independents. 

ROBERT SPENCER 

Robert Spencer Productions 
New York City 

Nonfiction Facts 

I GREATLY ENJOYED YOUR ARTICLE ON TELE - 

vision documentary. Nonfiction pro- 
ducers may disagree with David Fanning 
in many respects, but I hope they emulate 
his efforts to create pieces that people 
"will want to watch," not just "pieces we 
feel we ought to watch." There is a huge, 
hungry audience out there for nonfiction 
programming; Nielsen's numbers indi- 
cate that more than 180 million people 
watch some form of nonfiction television 
every week. For nonfiction producers to 
reach their huge potential audience, they 
need that dose of showmanship that 
American audiences require. 

The problems that documentary film - 
and video -makers struggle with are how 
to reach their audience, and how to re- 
move some of the formidable prejudices 
and barriers that broadcast and cable pro- 
grammers put in their way. The path must 
be cleared between the nonfiction crea- 
tors and the fascinated audience that 
awaits them. 

LINDA BUZZELL 

International Documentary 
Association 

Los Angeles, California 

Correction 
IN THE 1984 FIELD GUIDE TO THE ELECTRONIC 

Media [Nov/Dec], the CBN Cable Net- 
work was inaccurately described as the 
Christian Broadcasting Network. The 
name of the network is CBN, and the 
name of its owner is the Christian Broad- 
casting Network. 
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BRIDESHEAD REVISITEDE 
. the best series ever seen on American television' Washington Post 

KING LEAR 
'A lifetime of acting is _oalesced in a single performance' New York Times 

Coming soon to the USA 
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ALL FOR LOVE ç1 
proof that tri single play can be hugely entertaining' Daily Mail 

- 

SHADES OF DARKNESS: 
'A flawless piece of television, a perfect hour' The Times 

looks set to be:ome one of the most thoughtful and important 
serial dramas ever brought to British television' 

Financial Times 

e 

The Adventures of Sherlock Holmes ti, 
[not yet broadcast in the UK] 

a ; <FROM GRANADA TELEVISION OF ENGLAND ä 
GRANADA TELEVISION 
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Granada is represented internationally by Granada Television International Limited g'' l`j 36 Golden Square. London W 1 4AH. Telephone 01-734 8080. Cable Granada London. Telex 27937 

and in the United Stat s, 1221 Avenue of the Americas. Suite 3468 New York, NY 10020 USA 

=' Telephone(212)869-8430. Telex 62454ÚW 
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The Free Way 

In two different corners of the broad- 
casting business, the notion has dawned 
on marketers that they can make more 
money by annoying their audiences less. 

Following the example of such market- 
ing brainstorms as cling -free laundry and 
caffeine -free soda, "commercial -free" 
rock -music radio is now commonplace, 
and "pledge -free" public television has 
met with success on Boston's WGBH. 
Both stunts work only when the audience 
cooperates, and in both of these instances 
we have cooperated gratefully. 

If we want rock music without com- 
mercials, large numbers of us must 
switch our allegiance to the station that 
offers "commercial -free" periods. In do- 
ing so, we bolster the radio industry's 
high regard for the "commercial -free" 
gimmick as a way to win new listeners. 

One of the bigger successes with com- 
mercial -free radio was achieved by New 
York City rock station WAPP-FM in the 
summer of 1982. The previous station on 
WAPP's frequency had had a 1.5 percent 
share of the city's radio audience. By air- 
ing no commercials for almost three 
months and promoting the fact widely, 
WAPP increased that share to 4.9 per- 
cent, according to Pat McNally, the sta- 
tion's general manager. In the year since, 
WAPP's share has slipped back to 3.2, but 
NcNally still proudly claims the city's 
largest audience among young adult men. 
Although WAPP probably passed up a 
million dollars in advertising, McNally 
estimates, the audience growth now al- 
lows his station to charge advertising 
rates three times higher than before. 

More often, however, a station that fol- 
lows the technique takes little or no loss 
in advertising time. Deejays bark about 
"five songs in a row" and an "uninter- 
rupted music sweep," but even after a 
commercial -free hour, the listener risks 
encountering a batch of commercials that 
make up for lost time. 

Audience cooperation has also made 
possible an even more astounding devel- 

opment-pledge-free public television. 
At WGBH Boston, the deal was: If view- 
ers wanted to watch all through August 
without falling prey to a tedious pledge 
break, they had to send in checks ahead 
of time. For every $60,000 or so the view- 
ers surrendered by mail, the public televi- 
sion station would thwack off one of its 
planned gauntlet of 16 pledge nights. 

WGBH still ran fund-raising pleas last 
summer, but they were short, seductive 
reminders rather than the usual intermi- 
nable harangues. "The fact is, we don't 
like pledging any more than you do," 
went one intimately confessional re- 
minder. In a giddier spot, WGBH spokes- 
man Will Lyman pretended to be a news- 
man reporting on the drastic declines of 
the pie -chart and tote -board industries, 
which normally would be working over- 

time to provide props for pledge drives. 
The spots were droll but, according to 

station manager David Liroff, they were 
not made according to the conventional 
wisdom about pledging: "The more en- 
tertaining you become, the less money 
you are likely to raise." Nevertheless, by 
the end of summer, the station figured 
that it earned 18 percent more with its 
pledge -free August than with its normal 
pledging the previous summer. 

August may be pledge -free again this 
year, but WGBH returned to pledging as 
usual in December and will again in 
March. The traditional pledge nights are 
expected to flush out more new donors. 
Besides, says Liroff, he wants viewers to 
be psyched for next August with memo- 
ries of "how terrible March was." (In a 
humane gesture, the station will ease reg- 
ular donors' aggravation in March by 
alerting them to the secret actual starting 
times for programs, so they can tune in 
late and skip the pledge breaks.) But both 
pledge -free television and commercial - 
free radio are good business ploys mas- 
querading as humane gestures. Media ex- 
ecutives are recognizing that it pays to 
keep their audiences from reaching the 
dreaded state of saturation aggravation. 

Since imitation is standard operating 
procedure in television, you'd think the 
networks and their advertisers would 
pick up on this new kind of self-serving 
self-restraint. So far they haven't. In fact, 
under pressure from advertisers, they 
have begun allowing two unrelated prod- 
ucts to be advertised in a single 30 -second 
commercial-the "split 30," they call it. 

Absence of Dallas 
Hungary has the most unusual Mon- 
day nights. The streets teem with peo- 
ple, the shops and bars stay open late, 
the movie houses are packed. Monday 
is the big night for theater, ballet, art 
exhibitions, and concerts. It is also the 
night for socializing, for having friends 
come to dinner, for postprandial con- 
versation. This is because Monday is 

the night television goes dark in Hun- 
gary, by government fiat. 

Much has been written about televi- 
sion's influence on our lifestyles. But 
Hungary presents the case for the in- 
fluence of no television. It couldn't 
happen here, of course, because 
people would complain of being 
deprived. L.B. 
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A leading advertising executive, Paul 
Harper Jr., has warned that this new pol- 
icy, along with a general proliferation of 
commercials, could boost the total num- 
ber of ads on the networks. There were 
210,000 back in 1975, and 325,000 are 
projected this year. Harper calls it 
"smog," which not only irritates the eyes 
of viewers but makes it hard to see the 
ads. 

There's an open invitation in this situa- 
tion for sharp marketing folks to serve 
themselves and the viewers by inventing 
smog -free station breaks. S.B. 

Child Support 
Hand a transistor radio to a six -year - 
old, and she will twirl the dial for a time 
to create a babble of sounds, then put it 
aside for a better toy. Radio doesn't hold 
much interest for children nowadays be- 
cause it has little to say to them. Yet, 
when you think about it, radios are so 

cheap, portable, and safe that they ought 
to be the perfect electronic companions 
for the very young-eloquent providers 
of the bedtime story. 

But radio stopped speaking to children 
during the late '60s, when the Federal 
Communications Commission began its 
deregulation of the medium. Radio in 
those days was being battered by televi- 
sion. The industry argued that its survival 
depended on the FCC changing the rules 
and allowing each station to direct its pro- 
gramming to a particular audience, in- 
stead of forcing it to provide for all ele- 
ments of the public. 

The FCC granted the industry's wish, 
figuring that market forces would serve 
every need; in metropolitan areas with 50 
or 60 broadcast signals, surely they 
would sort themselves out so that some 
stations would go after the parts of the 
public least served. It never dawned on 
the FCC that virtually every station 
would develop a 24 -hour, monochrome 
format in pursuit of the same lucrative 

CURRENTS 

market, adults in the age range of 18 to 49. 
Every station in America got out of 

programming for children. There wasn't 
much of a market there, and it would only 
disrupt the format. So when radio lost in- 
terest in children, children lost their inter- 
est in radio. 

Now there are at least three separate 
initiatives to correct that problem, and 
naturally they originate in the nonprofit 
sector. WNYC-AM, the station owned 
by New York City, has started a three- 
hour nightly show for children, with al- 
bum music, stories, jokes, news, call -in 
segments-and even a contest to name 
the show. Meanwhile, public radio is de- 
veloping a 90 -minute omnibus series for 
children to be produced by the Southern 
Educational Communications Associa- 
tion in cooperation with station WUNC, 
Chapel Hill, N.C. The project received a 
$125,000 planning grant from the Na- 
tional Endowment for the Humanities 
and will make its NPR debut this fall with 
a 90 -minute special that is likely to be the 
pilot show. 

Perhaps the most significant project is 
one already on scores of commercial ra- 
dio stations via a nonprofit company 
called Family Radio Programming Inc. 
Entitled New Waves, the program is 
aimed at the 9 -to -14 -year -old age group 
and has staked out the modest time pe- 
riod of Sunday mornings on radio sta- 
tions specializing in contemporary mu- 
sic. Two hours in length, the weekly 
magazine -format program is co -hosted 
by Fred Newman, who made his mark as 
emcee of the Livewire series on cable's 
Nickelodeon network, and New York 
disc jockey Susan Berkley. The project is 

funded by the John and Mary R. Markle 
Foundation, one of the original funders of 
Sesame Street, but it carries advertising. 

Sunday morning is one of the least at- 
tractive times in radio, because it is in low 
demand by advertisers. So it is oppor- 
tune for New Waves because commercial 
stations needn't fear they'll lose their fol- 
lowing if they carry it. 

If any of the new children's radio ven- 
tures should prove to be a hit, radio could 
change, right to the core. Nonprofit com- 
panies will determine whether a market 
exists for children's fare; if they should 
find that it does, there may be a scramble 
on the dial to make young kids love radio 
again. L.B. 

The Big Turn -On 
in India 

We lucky Americans, surfeited by tele- 
vision in the age of abundance, scarcely 
know what to do with our video -cas- 
sette recorders. But the citizens of India, 
who must limp along with a single chan- 
nel, if they can even afford a set, have 
adapted the VCR to local conditions all 
over the country. No other aspect of the 
communications revolution has touched 
India so deeply, if so ambiguously. 

Walk into any of thousands of small 
towns, where sacred cows wander the 
streets and temples stand at every cor- 
ner, and you'll find that, say, the Santosh 
Cold Drinks House is showing a popular 
Hindi film. Or perhaps it's showing an 
English or American B -film, like Big 
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Join Us 

ecomea memberof the Mu- 
seum of Broadcasting where history 
comes alive through its radio and tel- 
evision collections of great moments 
in comedy, drama, sports, politics 
and the lively arts. 

Relive Orson Welles' "War of the 
Worlds," FDR's Fireside Chats, Army - 
McCarthy hearings, Ali -Frazier 
fights, Nixon -Kennedy debates, and 
the Apollo 11 moon walk. 

Rediscover the comedy of Jack 
Benny, Fred Allen, Sid Caesar and 
Ernie Kovacs or see The Beatles in 

their first appearance on THE ED 
SULLIVAN SHOW or watch the 
Shakespeare plays, "Golden Age" 
TV dramas and "Dance in America." 

As a member you receive compli- 
mentary admission to exhibitions, 
the MB News, schedules of exhibi- 
tions and events, and special dis- 
counts on Museum seminars, 
events, and publications. 

RESIDENT INDIVIDUAL MEMBERSHIP $30 

RESIDENT DOUBLE MEMBERSHIP $40 

Membership extended to a second per- 
son and to children when accompanied by 
a parent. 

NON-RESIDENT OR STUDENT MEMBERSHIP $25 

Available to students with a valid college 
I.D. and persons living beyond a 50 -mile 
radius of New York City. 

Membership Application 
PLEASE PRINT 

NAME 

ADDRESS 

CITY STATE 

Individual $30 
Double $40 

ZIP 

7 

Second name if applicable 
Non -Resident Student $25 
My check in the amount of $ 
is enclosed. 
Please make check payable to the 
Museum of Broadcasting. 
Please detach and mail to: 
MUSEUM OF BROADCASTING 
Attn: Membership Department 
1 EAST 53RD STREET 
NEW YORK, NEW YORK 10022 
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Boss or Enter the Dragon or, likelier still, 
a suspiciously titled bonbon like I Feel It 
Rising. The proprietor owns, not a pro- 
jector, but a VCR hooked to a TV set, 
which he charges eager villagers 30 or 40 
cents a head to squint at from a rickety 
chair beneath a makeshift roof. An enter- 
prising owner can clear $30 a day-a fab- 
ulous sum in small-town India. 

Then there are the buses. India has ad- 
vanced a claim that perhaps no other na- 
tion would have thought to make-that it 
has the largest fleet of video -equipped 
buses in the world. Most tour buses now 
offer films on cassette to help passengers 
while away the endless hours. Many res- 
taurants offer the same amenity, though 
the food is usually a pretext for the film. 

The video library has also become a 

fixture in all of India's big cities. Palika 
Bazaar in New Delhi has an entire row of 
shops renting out films in Hindi, English, 
and a few of the regional languages. 
VCRs cost at least $1,500, yet any Indian 
who can remotely afford this sum will 
have bought one by now. It is often 
pointed out, especially by those who 
don't want to coddle the poor, that in 
Bombay's worst slum-indeed, Asia's 
worst slum-one may glimpse the 
wretched citizenry, clad in rags, sur- 
rounding the VCR of an evening. In these 
cases the machine will be owned jointly 
by as many as 50 people. 

VCRs have already made a discernible 
change in Indian film -going habits. 
Wealthy Indians simply do not go to the 
movie theaters at all, since cassettes are 
available as soon as a new film appears. 
And in small towns, video parlors consti- 
tute an important alternative to movie 
halls. According to G. Atmaram, a pro- 
ducer/director and official of the All -In- 
dia Film Producers Council, box-office 
receipts rose only 4 percent in 1982, the 
smallest increase in 50 years. Figures for 
1983, he said, promise to be even worse. 

Virtually every tape, foreign and do- 
mestic, has been pirated-copied in the 
Middle East and clandestinely sent into 
India. Video -parlor owners, bus -tour op- 
erators, and hoteliers claim that they 
need not pay royalties to the producers, 
since they are merely providing an amen- 
ity for buyers of cold drinks, bus tickets, 
and hotel rooms. Library owners claim 
that no copyright act governs rentals for 
private viewing. Only two states, Andhra 
Pradesh and Maharashtra, have agreed to 

license video parlors. Pornographic par- 
lors in both these states have been raided, 
but to very little avail. 

Producers, meanwhile, are trying to 
close ranks-though a few renegades 
have signed contracts with cassette man- 
ufacturers-and cinema owners are 
threatening to close their doors until the 
central government takes action against 
video piracy. If nothing is done, warns 
Atmaram, the $500 million film industry 
will face "a severe crisis." 

This is not of much significance to the 
nation's thousands of VCR fanatics, how- 
ever-as long as they keep getting their 
diurnal doses of video. J.T. 

Home Movies 
Made Easier 
By the wading pools and around the 
Christmas trees of America, there 
burns a desire to make home movies, 
but it's usually bridled by the cost and 
petty inconveniences of 8mm movie 
equipment. Though popular, home mov- 
ies have never been as successful as they 

Rock -a -bye: the Kodak video camera -re- 
corder in its "cradle." Its built-in re- 
corder also serves double duty as the 
working mechanism of the table -top 
player. 

could have been, says Bill Relyea, an in- 
dustry analyst for Wall Street's F. Eber- 
stadt & Co. 

More and more families are turning to 
home video cameras, used with their 
video -cassette recorders-although not 
nearly as many as once used 8mm film. In 
the 1970s, more than a million 8mm 
movie cameras were sold annually. By 
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VISIT US AT 
BOOTH 430 
NA3 CONVENTION 

UPI CUSTOM NEWS SERVES ONLY THE NEWS YOU WANT. WEEN YOU WANT IT. 

UPI now has the way to sa: s vyouraucience's hurger for news --and your cra 12 for rat ires. 
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Soon two-thirds 
of all overseas 
communications 
and almost all 
intercontinental 
television 
programming 
will travel by 
satellites 
built by 
Ford Aerospace. 
Ford Aerospace has over 25 years 
of experience specifically designing 
and manufacturing rr.rre t.zan 75 
inter^ gtional. military and domestic 
sateLites. 

Sate lites -i:{e the remarkable 
INTELSAT V and ti -e soon to be 
la -.inched INTELSAT VA. 

ThrEe generations .Df military 
cocmun_.ations satellites for NATO. 

Mur -i -purpose communications, 
me:eorolDgy, broaicast and data 
collection satellites for I radia. 

Begin-ing in 1987, three new hybrid 
communication satellites built by Ford 
Aerospace be lau,ched for its new 
subsidiary. Ford Aerospace Satellite 
Services Cerporatior.. This next 
°gener2tion al. high power, long life 
communication sate_"i=es will service 
Ameri:a's owing teleconmunications 
markat with the first and only 
inte,connected C- arrc. Ku -Band 
pay cads providing u ama_ched 
opera=iona lexibility at costs 
signiiTcantly lower th,a-i ever befo:e. 
Fora_vanced satellite communications, 
the ;r,.orld lc oks up tc_ Ford Aerospace. 

Ford Aerospace & 
Communications Corporation 

www.americanradiohistory.com



CHANNELS 
CURRENTS 

1981, the number had dropped to 180,000 
and was surpassed for the first time by 
video camera sales -190,000. Last year, 
more than 400,000 home video cameras 
were sold, outpacing home movie -cam- 
era sales by four to one. 

Acknowledging the video boom, both 
Kodak and Polaroid recently announced 
they will put their brand names on blank 
video cassettes made by Japanese com- 
panies. The bigger news, however, was 
Kodak's decision to sell a new kind of 
8mm camera-a combination video cam- 
era and recorder using a new 8mm tape- 
to be available in stores this fall. 

When consumers learn that the Kodak 
"camcorder" uses yet another incompat- 
ible video format, many will howl, but the 
machine is actually the offspring of a 
broad standardization effort intended to 
yield compact, compatible equipment 
from many companies. Matsushita is 
making Kodak's hardware and will make 
versions for other companies. RCA, 
Sony, and others are planning their own 
models. With a video cassette the size of 
a standard audio cassette, the first Kodak 
models will weigh in at 5.3 pounds and 
operate for an hour before needing to be 
re -charged. Even smaller camcorders are 
coming. 

The miniaturized home video camera - 
recorders are still heavier and bigger than 
a home movie camera, but most have 
other advantages over 8mm film that 
should greatly facilitate the recording of 
school plays and weddings: one hour or 
more of uninterrupted shooting instead of 
three minutes of film; instant playback on 
the home TV set; no projection screen to 
set up. While the video camcorders will 
cost $1,500 or more-far more than a 
movie outfit-a minute of video tape 
costs perhaps 5 percent as much as a min- 
ute of processed 8mm film, and some 
models, like Kodak's, will have the addi- 
tional capability of recording broad- 
casts-which would make the purchase 
more valuable to many families. 

Even the models with the shortest re- 
cording time (for example, the JVC Vid- 
eomovie gear, which uses a 20 -minute 
cassette) provide more than enough time 
to immortalize a family event, says Leen- 
dert Drukker, the longtime home -movie 
columnist for Popular Photography mag- 
azine. In fact, he observes, "In 20 min- 
utes, you can bore people to death." If 
home TV producers are rendered prolific 
by cheap video-tape prices, they could 
bring about the downfall of the new gad- 
getry, Drukker speculates. "The only 
thing that will save it is the fast -forward 
button." s.B. 

TV -Lit. 101 

For 35 years, most high-school teachers 
have treated television as the enemy of 
education. That attitude is changing, 
however, following a report issued by the 
National Council of Teachers of English 
(NCTE), an organization representing 
12,000 academic institutions across the 
country. "We are recognizing a need to 
integrate all media into the teaching of 
English," reads a statement from the 
council's media commission. 

Media other than the printed word 
should be integrated into the English cur- 
riculum, the commission's report says, 
because "communication today demands 
the ability to understand, use, and control 
more complex symbol systems." Schools 
must teach "through" the new media in 
order to impart a complete understanding 
of how they function. 

Underlying the NCTE's finding is a 
practical consideration: "The growing 
number of jobs in information processing 
make teaching toward a more broadly 
based literacy absolutely essential." 

R.B. ABouT 
TIMEI" 
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The facts are clear. 
In Cable America (a growing 41% of the country) 
only 59% of all viewing is to network affiliates-compared to 80% 
in non -cable homes. Quite simply given the choice, viewers are 
switching to cable in dramatic numbers. 

In Cable 
America 

Net X affiliates' share drops from 26 to 19. 
Net Y affiliates' share drops from 29 to 21. 
Net Z affiliates' share chops from 24 to 18. 
The indiesv share drops from 18 to 14. 

In cable homes, total cable viewing overwhelms 
each of the conventional networks, and nearly two-thirds of 
that viewing goes to advertiser -supported cable, 
not pay. In fact, ad -supported cable is growing faster than any 
other segment o television programming. 

Isn't it time you stopped wishing you could advertise 
on pay cable? Advertisersupported cable is doing 
the job now. It's easy to buy, no more complex than a 
three -network or multi -station non -cable buy. 
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Clearly, 
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the media mix. But then, any genius can tell you that. 
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Post -Fight Post -Mortem 
There are about 40 murders a year con- 
nected with heavyweight boxing title 
matches, a sociologist has found. 
They're not occurring in the ring; the fatal 
connection is with boxing's media audi- 
ence. 

David P. Phillips of the University of 
California at San Diego examined U.S. 
homicide numbers from the days after 
each of the heavyweight title fights be- 
tween 1973 and '78. He found that mur- 
ders increased more than 12 percent over 
the expected rate on the third day after a 
title bout, and more than 6 percent on the 
fourth day. That increase amounts to 
about 40 deaths a year. 

Why the third day? Phillips is baffled 
but says the three-day lag also turns up in 
his studies connecting the incidence of 
suicides and single -driver auto fatalities 
with publicity about other people's sui- 
cides. 

One might suppose that the violence 
after prizefights is prompted by gam- 
bling, rather than the boxing itself. But 
Phillips offers contradicting evidence in a 
recent article in the American Sociologi- 
cal Review. He doesn't think gambling - 
related anger is to blame because his ex- 
amination of homicide rates after perhaps 
the heaviest gambling event of all, the Su- 
per Bowl, revealed no significant in- 
crease in the number of murders. 

The homicides were apparently not 
connected with actual attendance at 
prizefights. When the fights were held in 
other countries, the subsequent murder 
rate was six times higher than it normally 
is after domestic fights. The greatest ef- 
fect came after the widely promoted 
overseas "Thrilla in Manila" match be- 
tween Muhammad Ali and George Fra- 
zier in 1975, linked with 26 domestic 
homicides. 

Phillips's study reveals another con- 
nection between the boxers and the fans 
who evidently identify very closely with 
them: When a black boxer is beaten, 
there are significantly more murders of 

young black men, but no increase in the 
number of white victims. When a white 
boxer is beaten, there's an increase, 
though smaller, of white murder victims. 
Only New Year's Day and Thanksgiving 
are followed by larger sudden increases 
in murders of black men. In his study of 
suicides, Phillips also found that the in- 
crease in suicides was most noticeable 
among people who resembled the victims 
in widely publicized suicide stories. 

Boxing is a prime focus for research on 
media and behavior because it has the 
characteristics most likely to elicit ag- 
gression in viewers. In a thorough review 
of research, George Comstock concluded 
that violent acts seen in the laboratory led 
to aggression when the fictional violence 
was portrayed as being real, intended, 
justified, uncriticized, and rewarding. 
The description fits boxing. 

Among some 120 laboratory experi- 
ments, 94 percent showed an increase in 
aggression-walloping a plastic doll or 
inflicting electric shocks on strangers- 
after the subjects watched violent pro- 
grams. But critics argue that the setting 
and the violence in the lab are bogus and 
unrelated to real -life crime. So Phillips's 
study, based on crime in the real world, 
helps bolster these controversial lab find- 
ings. 

The television networks however, dis- 
miss Phillips as an unreliable if imagina- 
tive researcher. His boxing study hasn't 
been refuted yet, but NBC's staff of so- 
cial scientists (whose job it is to rebut 
published grievances about TV) invali- 
dated an earlier Phillips study purporting 
to show that soap -opera suicides lead to 
actual suicides among viewers. Phillips 
used weekly soap -opera plot summaries 
to determine which episodes featured su- 
icides, but failed to realize that the synop- 
ses retold the previous weeks' shows, 
rather than those seen in the current 
week. Score one for the networks and an 
embarrassment for social science. 

BEN SINGER 
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KTTL's License to Malign 
by Merrill Brown 

THERE IS A CERTAIN numbing 
sensation that comes from 
listening to Dodge City, 
Kansas radio station KTTL- 
FM. Undoubtedly, tapes 

from the station had a similarly stupefy- 
ing effect on members of the House tele- 
communications subcommittee, called 
together to discuss a proposal to deregu- 
late radio. 

The broadcasts over the past two sum- 
mers by two self-styled preachers, the 
Reverends William P. Gale and James P. 
Wickstrom, set off a storm of criticism in 
Kansas and around the country. There 
was nothing subtle in the approach of 
these "paramilitary tax resisters," as 
they call themselves. 

"If the Jews even fool around with us 
or try to harm us in any way," Gale said in 
one broadcast, "every rabbi in Los 
Angeles will die within 24 hours." 

"Blacks and browns are the enemy," 
Gale said at another point. 

Tapes from similar programs played at 
the congressional hearing last fall were no 
less offensive. "Who's the president of 
the NAACP? Ask the average Christian. 
They think it's a black organization. It's 
not. It's Jew." 

According to Charlie Babbs, co-owner 
of the station, his estranged wife Nellie 
was the cause of all the trouble. Since she 
left, he claims, the country -music station 
has stopped airing broadcasts by the 
Posse Comitatus extremist group, and a 
court order bars her from the station's 
studios. But a fight over the KTTL li- 
cense is unlikely to be resolved anytime 
soon. 

It's Nellie Babbs's view, according to 
her testimony before the House panel, 
that the broadcasts stimulated public dis- 
cussion. "I do not consider them at- 
tacks," she said, noting that only two 
people chose to go on the air to rebut the 

Merrill Brown is the New York financial 
correspondent for The Washington Post. 

Nellie Babbs, KTTL co-owner under 
siege in Dodge City. 

Gale remarks. "No one really is ready to 
jump into the water with a truly contro- 
versial issue or they will be attacked as 
surely as I have been attacked.' But chal- 
lengers of the KTTL license point out 
that the station aired 264 hours of pro- 
grams like Gale's and only about 10 min- 
utes of rebuttals. 

The State of Kansas, Dodge City offi- 
cials, the Jewish War Veterans, B'nai 
B'rith's Anti -Defamation League (ADL), 
the National Black Media Coalition, and 
others have protested KTTL's program- 
ming to the Federal Communications 
Commission. And a Dodge City group, 
Community Service Broadcasting Inc., 
now represented by former FCC chair- 
man Newton N. Minow, has petitioned 
for the Babbs's license. Like all contro- 
versial FCC licensing skirmishes, this 
one is almost certain to go on for years. 
"It is," an FCC official acknowledged, 
"an example of the worst kind of situa- 
tion we could find ourselves in." 

Last fall, the FCC conducted a "rou- 
tine" technical inspection of the 100,000 - 
watt station to determine whether it was 
violating engineering standards. Next, 
the commission may hold hearings on 

competing bids for the license, which 
came up for renewal last June; FCC staff- 
ers are drawing up a list of "questions of 
fact" to be used in setting out the issues. 

But in fact, it is very unlikely that any- 
one can do anything about the broadcasts 
on the Babbs's station. Some legislative 
proposals floating around Congress 
would even eliminate the comparative re- 
newal process, which is probably the 
most powerful tool opponents can use to 
challenge KTTL's license. Ironically, 
even those who don't buy all of the dereg- 
ulation efforts of FCC chairman Mark 
Fowler think there is little else that can be 
done about cases such as Dodge City's. 

"You can't take the license away be- 
cause of what they said," insisted 
Charles Ferris, Fowler's predecessor as 
FCC chairman. "Some things are very 
distasteful or offensive, but you have to 
be patient with the remedy. It's the price 
you have to pay to protect First Amend- 
ment rights." 

In Ferris's view, the strength of the 
comparative renewal process is in its pro- 
tection of First Amendment rights. "It's 
like a private antitrust suit," he said. The 
challengers, not the government, initiate 
the case against a license holder. They 
offer themselves as alternative candi- 
dates to broadcast on the frequency. "It's 
much easier to pick a candidate from a 
community, who promises to serve that 
community, rather than just deny a li- 
cense ... rather than just having the gov- 
ernment make the judgment." 

On the other hand, some station oppo- 
nents point out, the KTTL programs irre- 
sponsibly call for violence-in the man- 
ner of a person shouting "Fire!" in a 
crowded theater-and thus are unpro- 
tected by the First Amendment. Accord- 
ing to the ADL, many of the broadcasts 
should be considered violations of the 
Communications Act's "public -interest 
standard," reason enough to deny 
KTTL's license outright. "To allow such 

(Continued on page 60) 
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The VCR Is Changing the Whole TV Picture 
by David Lachenbruch 

NQUESTIONABLY the most 
surprising media devel- 
opment of 1983-and the 
one that has received the 
least public attention and 

analysis-was the amazing growth in 
sales of home video -cassette recorders 
(VCRs). As 1984 began, 10 percent of 
American homes, or about 8.3 million, 
were equipped with VCRs-a number 
sufficient to make the market for re- 
corded programs begin to look more prof- 
itable than pay cable is for movie pro- 
ducers. 

In 1982, VCR sales of two million units 
almost doubled the preceding year's 
sales, and manufacturers and marketers 
had forecast sales of perhaps 2.5 million 
units in 1983. As it turned out, the public 
snapped up more than four million of 
what must be the hottest electronic gad- 
get on the market. 

For all the publicity given home com- 
puters, their unit sales last year probably 
were a good bit lower than those of the 
VCR, and various estimates put the pop- 
ulation of home computers (as distin- 
guished from personal business com- 
puters) at anywhere from three million to 
five million units-probably less than 
one-third the number of VCRs. 

Since the introduction of home VCRs 
in late 1975, their sales have almost ex- 
actly paralleled the takeoff years of color 
TV sales, 1959 through 1966. Annual 
color set sales grew from 90,000 to 4.7 
million during that period. Aided by al- 
most continual price reductions in 1983, 
the spread of VCRs reached the "conta- 
gion" stage that seems to occur when a 

product reaches a penetration of about 7 

percent of American homes. In 1966, 
color television reached a similar point- 
at which almost everybody knows some- 
body who owns the new product. 

January's Supreme Court decision up- 
holding the legality of taping copyrighted 
material off the air removes any cloud of 
uncertainty about whether consumers 
will be permitted to use VCRs as time - 
shift devices. Perhaps even more signifi- 
cantly, it virtually eliminates any short- 
term possibility of congressional passage 

David Lachenbruch is editorial director 
of Television Digest. 
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VCRs versus HBO 

of a tax or fee on VCRs and video cas- 
settes to compensate copyright owners- 
which would have been almost certain 
had the decision gone the other way. 

Although VCR marketers expect a 

more modest sales increase, to about five 
million units, in 1984, the current sales 
momentum and a reasonably good econ- 
omy could push the year's sales to six 
million or more. The prognosis for sales is 

particularly good because of the contin- 
ued decline in prices. Virtually all VCRs 
come from Japan, and the units currently 
being shipped are averaging about $85 
less than those imported just a year ago. 

The price drop could accelerate this 
year because of a pending flood of VCRs 
from Korea. The floodgates are due to 
open in January 1985, when Korean man- 
ufacturers will be granted licenses to ex- 
port VCRs by the Japanese firms control- 
ling the patents. Korea, which brought us 
19 -inch color TV sets at $198, is expected 
to accomplish a similar production mira- 
cle with VCRs. 

The Japanese have a year to bring their 
prices down to a level competitive with 
those anticipated for Korean exports, 
and they're now re -engineering their 
products, simplifying and integrating 
them. In 1983, VCRs were advertised at 
below $300, but only occasionally. Be- 
fore this year ends that could be the es- 
tablished price for low -end machines. 

Thus 1984 could end with a VCR home 
population of at least 13 million-about 
the size of the subscribership that HBO 
has today. Already in 1983, movie pro- 
ducers were finding recorded cassettes 
an extremely profitable market. Block- 
buster movie titles on cassette today are 

D grossing in the multimillions of dollars. 
Paramount delivered nearly 550,000 cas- 
settes of Raiders of the Lost Ark plus al- 
most 100,000 video discs of the same title. 
RCA/Columbia Pictures Home Video 
was scheduled to ship as many as 100,000 
copies of Tootsie in early 1984. Even such 
modest titles as Bad Boys and Dark Crys- 
tal now are released in lots of 30,000 to 
40,000 or more cassettes. Video Week 
newsletter estimates that CBS/Fox Video 
and Paramount Home Video each 
shipped more than 1.6 million recorded 
cassettes last year. 

Twenty percent of the wholesale price 
of a video cassette or disc goes to the 
copyright owner-a higher share than 
they get from pay-cable showings. Para- 
mount is even considering skipping the 
HBO release of Raiders, and going di- 
rectly from cassette to network broadcast 
to give the cassette version a longer pe- 
riod of primacy. 

The horizon in home video is bright for 
producers, who have succeeded so far 
without revenue from cassette rentals, 
which outpace sales by about 10 to one. 
But in this session of Congress, Adminis- 
tration -backed legislation to give copy- 
right owners a piece of the rental action is 
likely to pass. 

Still unfathomed is the potential of the 
video disc in the consumer market. 
About 700,000 to 800,000 video -disc 
player owners supplement the cassette 
audience today. RCA this year is force- 
feeding its video -disc system to the public 
with player prices starting below $200 
and, in cooperation with producers, top 
movie discs at less than $20. Any real 
takeoff in video discs could frost the 
profit cake for the movie companies. 

Major producers could bring in more 
money this year from see -what -you - 
want -when -you -want -it devices than 
from pay cable. With this little -charted 
growth, home video has become a formi- 
dable competitor of pay TV. Despite Hol- 
lywood's bitter words in the Betamax 
case about how the VCR is stealing the 
copyrighted bread from its mouth, the 
home tape machine could turn out to be 
the best thing to happen to the movie 
business since television. 
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Short Takes on New Tech 

Terminal troubles. 
U.S. households with home computers 
watch around 40 percent less television 
than households without them. This is the 
finding of a survey by Cognos Associates, a 

Los Altos, Calif. consulting firm. 

Fiber optimum. Construction on the first fiber- 
optic cable to stretch across the Atlantic Ocean will begin in 1986. 
Eight -tenths of an inch in diameter, the cable will have the capacity 
for 40,000 phone calls at once; the present cable can handle only 
4,000. AT&T owns 35 percent, and a consortium of 28 communica- 
tions companies in the U.S. and Europe own the rest. Construction 
should be completed by 1988, 130 years after Western Union laid 

the first transatlantic telegraph wire. 

Found and lost. The popularity of cordless 
phones has caused a less popular side -effect: Growing numbers of 
people are complaining about misplacing them. 

Cultural aggression? The launching of Ja- 
pan's first television satellite in January raised a complaint from the 
South Korean government, which resented the intrusion of trans- 
missions over its borders. 

Hot lines. A new electronic -mail system links the 
White House with 22 agencies of the executive branch. It not only 
delivers messages, but culls newswire articles of interest to the 
executive branch. 

Running for coverage. Politicians in 1984 
should bypass broadcast television and advertise their election cam- 
paigns on such new technologies as cable and teletext. So says a 

study by Paley Communications, the consulting firm headed by 
William C., son of William S., CBS founder. The report cites the 
lower cost of advertising on the new media, along with the opportu- 
nity to reach specific audiences and the ability to use longer com- 
mercial spots. 

Northern lights. Bravo, the cultural pay-cable 
channel, has a mere 165,000 subscribers, but hopes to increase its 
numbers by invading Canada. That's not as easy as it sounds be- 

cause two Canadian pay services have failed in the past nine 
months. Bravo will also have to contend with Canada's strict quotas 
for national content: It has pledged to spend at least 10 percent of its 

programming budget on Canadian -produced shows. 

Feeling good. Thirty-five percent of the 100 mil- 

lion people who watched ABC's The Day After hold the network in 

high esteem for showing the movie, and only 3 percent feel nega- 
tively about it. This is the result of a recent ABC -funded study by 
R.H. Bruskin Associates. 

- 'Wholesome' kudos. After a two-year 
study, the International Coalition Against Violent Entertainment 
cited Ted Turner's superstation, VVTBS, as the commercial network 
with the least amount of violent programming in the world. 

Vive la videotex. The 400 members of the 
French National Assembly will each be given a Minitel videotex 
terminal this spring. Along with its nightly updating of proposed 
legislation and legal research, the system will serve as an electronic 
mailbox, allowing members to send private messages to their col- 
leagues. 

Gumption. Take it as a sign that someone has faith 
in the future of one emerging technology. A company in Chicago, 

Leas Confectionery, is marketing a product called Laser Disc Bubble 
Gum. 

The rock box. The 
popularity of MTV and its myriad imita- 
tors has inspired attempts at establish- 
ing video jukeboxes in malls, bars, and 
pizza parlors. Record companies sup- 
ply the videos on standard VHS video 
tape. Single plays typically cost 50 

cents. 

Play it again, samurai. Some bars and clubs in Japan have 
installed video jukeboxes that might be called interactive. The audio 
portion provides the music, and the video portion displays the 
words, permitting patrons to sing along on microphones. 

Music Bijou. In Britain a court decision requires that pub owners 
who want to install video jukeboxes apply for cinema licenses. An- 
nual registration fees go as high as $75. 

Ad nauseam. In the U.S., Video Music International Inc. sells 
video jukeboxes that play commercials continuously; the only way 
to stop them is to pay 50 cents and select a music video. The boxes 
contain two video-tape players, one for the 40 music segments, the 
other for the 30 -second ads, which cost advertisers about $40 a 

month. 

High tech in Texas. Guests at the Amfac 
Hotel and Resort in Dallas will find more than the usual amenities. 
All rooms are being equipped with 24 -hour videotex systems offer- 
ing, among other things, tourist information, stock quotations, and 
video games. 

School bell. With the Bell breakup, the public 
school district in Setauket, N.Y. has created its own telephone ser- 
vice. Using microwave dishes and cable wires, the system links the 
high school, junior high, and administrative offices and is expected 
to save about $43,000 a year in phone charges. If so, it will pay for 
itself in two years. 
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MAKIIYC WAVES... 
CHANNELS monitors the whole video revolution. And 
thinks about it in the broadest perspectives. A serious 
magazine, to be sure. But not solemn. Witty. But not 
cute. And, with Les Brown as editor, it doesn't hesitate to 
make waves. 

Walter Cronkite suggests that CHANNELS provides "the 
intelligent outside criticism that television needs' 

Robert MacNeil calls CHANNELS "an invaluable forum 
for thoughtful writing ... on the medium that dominates 
our culture." 

CHANNELS may be right on your wavelength. So to 
speak. And if you act now you can receive a full year's 
subscription - six stimulating issues - for only $15. 
Snip out coupon and mail today. (A photocopy will do.) 

Your subscription may be tax deductible. Please allow 4-8 weeks 
for delivery of first issue. All foreign, add $6.00 per year for postage. 

O.K. CHANNELS, Dish out that intelligent, provocative, 
(and highly readable) criticism television needs (and 
so do 1)... and send it my way. 

D Send one year (6 issues) of CHANNELS magazine for $15. 

D Make that two years for $25 (Save $5.) 
Bill me. Payment enclosed. 

Charge to: 

D VISA D MasterCard D American Express (Use envelope.) 

Card # Expires 

Signature 

Name (Please print) 

Address 

City. State. Zip 

CHANNELS Magazine, P.O. Box 2001, Mahopac, N.Y. 10541 
MAH 
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En Espanol. A major Hollywood film studio is look- 
ing to tap the growing Hispanic population in the U.S., which now 
numbers 22 million. Beginning this spring Paramount's Home Video 
Division will follow up each major movie release with a subtitled 
Spanish version. 

Lone survivors. In 10 years there will still be a 

demand for pay -TV movie services-but only for two of them, ac- 
cording to a report by Frost & Sullivan, a marketing research firm. 
The two will be Home Box Office and one competitor. 

Talk is cheap? The Defense Department has 
budgeted $1.3 billion to pay its phone bill in 1984, and will add 
another $100 million to pay its 1985 bill. This is the most ever for 
Defense, which has the biggest phone bill in the country. It cites the 
AT&T divestiture as the cause of the increase. 

Commercial kids. Nickelodeon, which never 
carried commercials until last fall, is now selling seven minutes of 
national advertising each hour. The five -year -old cable channel for 
kids has so far signed more than a dozen national accounts. 

Hard rock. Rock -music videos are more violent than 
prime -time television. A recent survey by the Canadian Coalition 
Against Violent Entertainment counted, on average, 18 violent acts 
per hour's worth of videos. Thirty-five percent of the videos contain 
sexual violence. 

Cable computer. A $30 million cable -delivered 
home computer service has been developed by the NABU Manu- 
facturing Corp. For $20 a month subscribers to Ottawa Cablevision 
in Canada will be able to rent computer terminals and use software 
sent over cable -TV wires. 

Making it big. The Bell system's seven regional 
companies will list a new category, "Electronic Mail," in the next 
edition of its yellow pages. 

Slow fade. The networks' share of the prime -time 
audience, which only a few years ago stood at 90 percent of all 

viewership, will decline to 65 percent by 1990-or 13 percent below 
the present level-according to projections by a major ad agency, 
BBDO. The erosion is expected to be caused by inroads from cable, 
other new technologies, and independent stations, and will be 
helped along by rising program costs. 

Report card. In its third year, PBS's Adult Learning 
division offers 20 telecourses a year for college credit. More than 
75,000 students are enrolled. 

Paper chase. Connecticut has barred the South- 
ern New England Telephone Company from starting any electronic - 
publishing ventures until 1989. A collective sigh of relief came from 
13 area newspapers, which had complained that the phone compa- 
ny's ownership of the phone lines constituted an unfair advantage. 

Highest tech. President Reagan spoke from the 
Oval Office to a diplomat in Greece, journalists in seven European 
cities, and astronauts in a space shuttle during a videoconference 
that helped launch Euronet for the U.S. Information Agency in De- 
cember. Euronet, a network of satellites and land lines with two- 
way audio and one-way video capabilities, is the European portion of 
USIA's global system, Omninet. 

Olympic gold. The 
1984 Summer Olympics will give Me- 
tromedia's KTTV a golden opportunity 
to introduce its teletext magazine to 
Los Angeles. It will supply scores, sta- 
dium maps, traffic reports, and other 
Olympics information. Companies 
anxious to promote teletext will pro- 
vide terminals, decoders, and techni- 
cal assistance. 

Videotex at Bay. To aid tourism, San Francisco 
is installing hundreds of videotex terminals around the city for a 

system called the Bay Area Teleguide. It will provide sightseers with 
1,000 pages of information on points of interests, shops, and public 
transportation. 

The lust picture show. Two amateur mov- 
ies that starred adults acting out their erotic fantasies were released 
recently on video cassette by a California distributor of X-rated mov- 
ies. For more than a year, Essex Video Inc. has been receiving 
audition films and tapes, usually recorded on home equipment, 
from aspiring porn stars. For its January releases it simply packaged 
the best of these auditions. Now it is developing a line of home- 
made porn and is soliciting the films and videos. 

Narrowcast. More than a year after PBS applied 
for them, the FCC has granted permits to build 82 stations using the 
Instructional Television Fixed Service (ITFS) frequencies. Each sta- 
tion would broadcast on four channels that require special receiving 
equipment. PBS won't broadcast, actually; it plans to narrowcast 
seminars for lawyers, training for nurses, and other special -interest 
programs. Twenty other PBS license applications are still pending. 
Now public television has a year to raise the millions of dollars to 
build the network, which it's calling the National Narrowcast Ser- 
vice. 
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AFEW WEEKS AGO a press release arrived from the 
National Association of Broadcasters celebrating 
a change in the regulations for political broadcast- 
ing. The release was headlined, "Public Wins 
with Aspen Rule Revision." I shuddered. An- 

other blasted victory for the people. When will it end? 
We have been on a winning streak, if you believe the bureau- 

crats and industry lobbyists out there on the deregulation front. 
Last August, when the Federal Communications Commission 

said it was going to drop the rule that kept the networks from 
cutting themselves in on the ownership of prime -time programs, 
the networks hailed it as a victory for the viewers. 

When the Senate, last June, passed a bill that would allow the 
cable industry to renege on many of its promises to the cities, 
John V. Saeman, chairman of the National Cable Television 
Association, called it "a tremendous victory for the people." 

When the courts last spring upheld the FCC's deregulation of 
radio, Mark S. Fowler, chairman of the commission, saluted the 
decision as "a major victory for the public." 

And when the FCC, building on this success, began the proc- 
ess of deregulating television, Edward Fritts, president of the 
National Association of Broadcasters, congratulated the public. 

If there was no demonstration of jubilation across the land, I 

think it was because we're not too clear on what it is we've won. 
Now run that by us again, Mr. Fritts: Why is it such a terrific deal 
for the public that the FCC wants to deregulate television? Be- 
cause, Fritts explained in a statement, the regulations and pa- 
perwork "drain stations of time and resources that could other- 
wise be spent improving the quality of service to the 
community." 

In other words, it was those lousy regulations that were re- 
sponsible all these years for the lousy programming. And now 
that these regulations are going to be dumped, the broadcaster at 
last will have the time and energy to do right by the public, since 
this has always been his sincerest wish. 

Perhaps there is someone in America who will believe that. 
But anyone who has been in touch with the broadcast industry 
for even a few years knows what this freedom from regulation 
will mean. At the typical station, three or four people who handle 
the FCC paperwork will get fired, and the general manager will 
get to spend a few more days on the golf course entertaining 

important advertising clients. Maybe that has something to do 
with better programming, but it's a stretch. 

This talk of "tremendous victories" for the people has the ring 
of Orwellian doublespeak, like referring to war -making as 
"peace -keeping." 

So when a press release arrived on my desk declaring, "Public 
Wins with Aspen Rule Revision," I took it as something new to 
worry about. Another victory-how bad this time? 

What the public won in this instance was the broadcasters' 

The Aspen Rule was a 

charade, but the new rule 
openly evades the law. 

right to stage political debates themselves, without having to 
work through an outside organization like the League of Women 
Voters. That doesn't sound too serious on its face. More direct 
exposure to the candidates is surely desirable for the public, if 
that's what this change in the rule should encourage. But the 
immediate downside is a weakening of the Equal Time Rule- 
which exists to make television and radio more democratic- 
because it will be left to the broadcasters' discretion to include 
third -party and fringe -party candidates in the debates. That is, if 
the courts uphold the FCC action; it's under challenge by the 
League of Women Voters. 

The Equal Time Rule holds that every qualified candidate for a 
public office must be accorded equal opportunities for air -time 
with every other qualified candidate for the same office. In the- 
ory, this gives each minority candidate as much right to be heard 
as the Democrat and Republican, but in practice it has inhibited 
television coverage, because there are often a dozen obscure 
people in the race along with the main contenders. 

In a democracy it is decidedly in the public interest for every- 
one running for office to be allowed to state his or her case in the 
mass media, but the broadcasters' view is that if they all may 
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claim commercially valuable air -time, then none will get it. 
That's mainly what has made political debates so rare on televi- 
sion in the years between the Kennedy -Nixon debates of 1960 
(when Congress suspended the law for the Presidential race that 
year) and the FCC's adoption in 1975 of the Aspen Rule. 

The Aspen Institute for Humanistic Studies came up with a 
scheme that would place Presidential debates outside the Equal 
Time Rule by taking advantage of a loophole. Equal Time obliga- 
tions do not apply when candidates are part of the on -the -spot 
coverage of news events. Aspen pointed out that if an indepen- 
dent organization such as the League of Women Voters were to 
present a debate between candidates in an auditorium, television 
could bring in its cameras to cover it as a genuine on -the -spot 
news event. Fringe -party candidates then would have no proper 
claim to equivalent time. The FCC bought the scheme, even 
though it subverted the spirit of the law. The thinking was that 
it's not as important to be democratic as it is to be practical. The 
major -party candidates are the only ones really in the race, so 
why keep them off television just to play fair with the dissenters? 

The Aspen Rule made possible the Carter -Ford debate in 1976 
and the Reagan -Carter debate in 1980. Of course, the device of 
sponsorship by the League of Women Voters was a bit of a sham; 
television was the true reason for the debates. If there was any 
doubt about that, it was dispelled in 1976 when the television 
mikes went dead, and for 20 minutes Carter and Ford stood mute 
before their live audience in the auditorium until ABC engineers 
handling the pool coverage could get the national audience 
plugged in again. 

With an ends -justifying -the -means rationale, the Aspen Rule 
achieved its objective of getting the principal candidates on tele- 
vision in face-to-face debate. It fostered a charade that skirted 
the Equal Time Rule without doing direct damage to the law. The 
commission now has decided to do away with the charade and let 
the networks and local stations run the political show them- 
selves. This, however, does directly damage the law, because it 
effectively exempts political debates from Equal Time consider- 
ations and lets the broadcasters decide who may participate. 

The importance of the charade was that it provided a margin of 
separation between television and state. Under the altered FCC 
rule the margin vanishes. Not only does this invest broadcasters 
with exceptional power in the electoral process, it also erases the 
Equal Time Rule's guarantees for third -party and independent 
candidates, except in matters of political advertising. 

To enlarge broadcasting's role in politics, by putting the main 
public events for the candidates into the hands of television oper- 
ators, would have been dangerous at any time. But it is espe- 
cially dangerous today, when deregulation is relieving broad- 
casters of their 50 -year role as public trustees. With their 
public-service obligations gradually being eliminated and their 
licenses growing ever more secure, they are less likely than ever 
to treat politics with reverence. The danger is implicit in the 
broadcast association's statement under that questionable "Pub- 
lic Wins" headline. The statement says, in part: 

"The FCC's action proffers the best of all possible worlds for 
both the broadcast industry and the American electorate. For 
years, radio and television, the entities with the obvious exper- 
tise and the public's prime source of news and information, have 
been denied the right to conduct candidate debates. As a result, 
the public has been selectively precluded from in-depth expo- 
sure to candidates and issue forums. Those that did occur had to 
be sponsored by outside organizations and necessarily reached a 
limited audience [emphasis added]." 

Hold on. Necessarily reached a limited audience? The League 
of Women Voters debates were made expressly for television, 
with television's full logistical involvement. They were con- 

ducted with dignity and were only as interesting to viewers as the 
candidates themselves. What the NAB is saying is that when 
television takes over the production you're going to see some 
really big audiences out there. Television knows how to bang out 
those Nielsen numbers. 

So that's how the public wins. The prize for the viewer is 
bigger, livelier, and more entertaining political debates-per- 
haps like the one in January when the eight Democratic aspirants 
submitted to the Phil Donahue talk -show treatment. That show 
was presented on public television under the old Aspen Rule, 
with sponsorship by the House Democratic Caucus. But in mix- 
ing show business and politics-and providing more flash than 
content-it barely hints of what's ahead when commerical 
broadcasters become the impresarios of political debates. 

Television would rather have 
a Ted Turner on the screen 

than a John Glenn. 

Any institution that gives itself over to television mortgages its 
soul. Everything must adapt to television's value system. Foot- 
ball and tennis changed their rules, and baseball invented the 
designated hitter to add star power and action for television's 
benefit. Meanwhile, the news craft continually refines itself with 
a view to becoming better television rather than better journal- 
ism. Politics too will have to meet television's standard for mass 
appeal, if television is to remain interested. 

The broadening of the Aspen Rule to let television run the 
political show carries no guarantee that there will be any debates 
at all. Politics are no more sacred than anything else; profit goals 
will always come first in television, especially when there is no 
urgency to perform a public service for the sake of the broadcast 
licenses. None of the networks, for example, wants to cover this 
year's political conventions in their entirety, although NBC and 
CBS had always done so in the past. The quadrennial events may 
be a great national civics lesson, but they cost the networks a ton 
of money and don't draw huge audiences. The networks are 
begging off this year with the argument that both conventions 
promise to be cut-and-dried affairs not richly productive of 
news. That would seem the measure of television's earnest com- 
mitment to electoral politics and to improving the quality of the 
vote. 

When television runs the show, there will have to be charis- 
matic candidates and hot issues, in any election, if broadcasters 
are to go all out with a series of debates. Thoughtful, untelegenic, 
or wordy candidates aren't worth the time and trouble. It's not 
inconceivable that political candidates will be judged, like televi- 
sion performers, by TvQ (popularity) scores for their worthiness 
to be televised. Even now, television would rather have Ted 
Turner on the screen than John Glenn. 

With the right people in the race, television can be depended 
on to make public affairs fast -paced, entertaining, and not too 
demanding. Otherwise, with no revenues involved, who needs 
it? The rules for television news are bound to extend to politics: 
Everyone running for office should be young, trim, fast with the 
quip, slightly offbeat, and (wink) sincere. Eventually television 
will find a way to eliminate talking heads in a Presidential debate. 

That victory with the Aspen Rule decision-run that by us 
again, please. 
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The long and the short of it. 

Your news service is an integral 
part of your newsroom. And no two 
TV stations use the AP news report 
exactly alike. 

You've been editing it to your 
needs, and that takes extra time and 
energy. That's why APTV is so 
valuable. It's designed for the TV 
newsroom. 

APTV is the industry's most 
popular high-speed news wire-used 
by 123 of the nation's top TV news 
operations. And it's rapidly becom- 
ing the industry standard for 
electronic newsrooms. 

What makes APTV so appeal- 
ing is the news arrives already edited 
for use by your staff. No 3rd write- 
thrus. No newspaper gossip columns. 

Many stories are shorter and 
more to the point. But the big stories 
still come packed with the back- 
ground material that can turn a 
faraway happening into a local 
news event. 

Sure, APTV is the only high- 
speed service that delivers air -ready 
news, longer in-depth versions and 
plenty of updates that are great for 
day to day coverage. But APTV is 

even a better buy now as you plan 
coverage of the Olympics, primaries, 
conventions and the general election. 

On top of everything else, 
APTV comes complete with our 
reputation for quality, dependability 
and unmatched accuracy. 

So. to make a long story short, 
turn to APTV. It's the best thing to 
happen to TV news in a long time. 

For details, call Glenn Serafin 
at the Broadcast Services Division 

4 
1 of Associated Press. 

(202) 955-7200. 

Associated Press Broadcast Services. Wthout a doubt. 
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C H A NN E I. S THE 

VIDEO 
DISC 

Shining in a New Light 

FT THE LOOK of the video 
disc itself, you could easily 
imagine that it's something 
of greater consequence 

than an also-ran in the 
derby of the new television technologies. 
The kind of disc played with a laser, in 
particular, suggests a futuristic talisman, 
its polished surface refracting rainbow 
colors. Below that surface the images and 
sounds of life are trapped in seemingly 
inert plastic. 

The disc wears the sheen of a winner, 
but early sales disappointed its pro- 
moters, who tried to sell it chiefly as a 
playback device for movies. Now it ap- 
pears their expectations were misguided 
and the disc's abilities underestimated. 
Teamed with the microcomputer, the in- 
teractive disc is proving itself an enter- 
tainment and educational device of en- 
thralling power. 

You may have glimpsed the disc in an 
appliance shop, perhaps when you went 
in to buy a video -cassette recorder in- 
stead. It was there on the shelf, spinning 

Paul Mareth is a communications con- 
sultant specializing in visual -media tech- 
nologies. 

This prodigious child of 
television and the computer is an 

under -achiever no longer. 

by Paul Mareth 

out vivid video recordings of movies or 
rock concerts. You may have seen it in a 
General Motors or Ford showroom, pro- 
viding pictures and specifications for 
every model available. But you haven't 
really seen the video disc until you've 
seen it branch like a tree. 

When the disc's interactive abilities are 
used, you can "climb" it, from one 
branch to the next. Whether the content 
is a sales pitch, lesson, concert, cata- 
logue, game, or story, the disc branches 
out where you choose to go. It's a trick, of 
course, but the plastic disc appears to be 
possessed of the intelligence to respond 
to you. 

Along with the video game, the interac- 
tive disc is ending the age of passive tele- 
vision -watching. "There are some people 
who can't remember not having radio," 
observes Jeffrey Silverstein, a young disc 
designer. "My generation can't remem- 
ber not having television. The kids now 
can't remember not controlling televi- 
sion." 

The fullest uses of the interactive video 
disc have been funded by the U.S. De- 
partment of Defense, and most are not for 
public consumption. The closer a disc 
gets to performing magic, the more ex- 

pensive it is to produce. Only the Penta- 
gon could afford to finance the marvel- 
ous, experimental Aspen Movie Map, a 
demonstration of "surrogate travel" pro- 
duced between 1978 and '79 by the Mas- 
sachusetts Institute of Technology. The 
disc takes its viewer on a video driving 
tour of Aspen, Colo., letting the surro- 
gate traveler choose at each street corner 
the direction he wants to turn. 

Simpler but effective interactive discs 
can be found closer to home. If you've 
visited an Army recruiting station lately, 
you may have watched the disc sprout its 
branches. You sit in front of the screen of 
a JOIN console, as the Army calls the big 
contraption. The screen asks you to 
choose what you want out of your career 
from a diverse list of blessings. Each de- 
sire is like a branch on the disc's tree. Do 
you want high adventure, service to 
country, or a steady paycheck? 

You push the button for a steady pay- 
check. The Sony disc player putters 
briefly and then branches off into an ener- 
getic video sales talk promising monthly 
wages, funded by the Congress of the e 
United States, and guaranteeing food and Cÿ 

housing. Or you push the button for ad- 
venture, and the disc recites the Army p 
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International Communications Research. 
The single most comprehensive information and consulting 
service in cable television today. And the exclusive source of 

the CableProFile Database and Cable Planner's Workstation.'' n 
L_1 

Division of Titsch Communications Inc., Subsidiary of International Thomson Business Press. 

New York, call (212) 661-7410 
Jeri Baker 
Senior Vice President 

Pennsylvania, call (215) 565-2990 
William R. Pochiluk, Jr. 

Executive Vice President. 
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Computer and interactive video disc team up to 
show performances of Franz Schubert's "The Elf King,' 
and then guide this University of Delaware student 
through an analysis of the song. 

Travel Guarantee: "Army travel, go for 
it!" Not only are you shown soldiers en- 
joying their enlistments in Hawaii, but 
the disc player also doggedly pursues, as 
only a machine could, every stock sales 
point fitting your admitted ambitions. In 
partnership, the disc and computer ask or 
answer questions; you react, and they 
branch to the next appropriate full -color 
pitch. The disc goes on-branching, bud- 
ding, sprouting, twigging. 

Or maybe you've seen the disc at a ki- 
osk in a department store, where it tries 
to sell designer sheets. Not interested in 
sheets? The disc switches to towels. 

You may also have learned cardiopul- 
monary resuscitation from a video disc. 
The American Heart Association has 
found that the disc teaches CPR better, 
faster, and with more lasting effect than 
"live" instructors generally could. Wired 
to electronic sensors in a manikin, the 
computer can tell how well you work at 
resuscitation. To save the dummy, you 
team up with the teacher on the screen 
before you. If you breathe into the dum- 
my's mouth at the right time, the teacher 
keeps up his rhythmic compression of the 
victim's chest. If your timing is off, the 
disc branches to another sequence in 
which the teacher says, "You were a little 
late that time. Could you try again?' 

The video disc can branch to one or 
another scene with hardly a moment's de- 
lay, even if scenes are physically encoded 
some distance apart, because the disc is a 
radial medium, unlike magnetic tape. 
(Recall the ease of finding a particular 

ttttt. 

sing the Aspen Movie Map developed by the MIT 
Architecture Machine Group, the "surrogate traveller" can 
see what it looks like to turn the corner in Aspen, Colorado, 
by pressing the touch -sensitive screen. 

song on a record album, compared to 
searching for it through an audio tape.) 
The video disc gives television the same 
random-access capability that the floppy 
disc gives the computer. 

In the laser -disc players sold by Pio- 
neer, Magnavox, and Sony, a laser beam 
shining up at the whirring disc is precisely 
redirected by a tiny swinging mirror, 
cocked at the proper angle to "read" the 
desired picture -making data off the disc. 
Some 15 billion microscopic pits tell the 
player how to reconstruct up to 54,000 
television frames per side. (Somewhat 
slower at searching for the next scene is 
the RCA video -disc system, which uses a 
stylus to sense impressions in a grooved 
disc.) 

The searching, branching, and other in- 
teractive capabilities of the video disc 
held little interest for the companies that 
worked at developing disc systems in the 
beginning. MCA (which owns Universal 
Studios) and RCA (which owns NBC) 
were among the show-business compa- 
nies trying to create a movie machine for 
which consumers would buy their pro- 
grams, packaged and sold like records. 
MCA was united with IBM in a joint ven- 
ture, DiscoVision Associates, but the 
two companies had conflicting plans for 
the disc. When the operating partnership 
dissolved two years ago, Wall Street was 
ready to write the disc off. Rockley 
Miller, who edits Videodisc Monitor, 
says observers were then passing the 
word that "if IBM and MCA couldn't 

make a go of the disc, there must be 
something wrong with it." Failing to live 
up to overambitious sales projections, 
the disc was declared dead-prema- 
turely, it turned out. 

No wonder the new medium was disap- 
pointing. "The industry tried to make a 
new technology do an old job," says John 
Hartigan, a Sony marketing executive. 
For several companies selling disc play- 
ers, including Sony and Philips, the disc's 
big selling point today is its ability to do 
new jobs with its interactivity. 

Hartigan recalls the bewilderment of 
experienced film and television pro- 
ducers when faced with the disc's ability 
to branch like a tree. "They'd ask me, 
'Why do you want to keep stopping the 
movie? Movies are supposed to move!' 
Hollywood couldn't figure out why we 
wanted the movie to stop. It damn near 
killed the disc." 

Ironically, the pioneers of radio and tel- 
evision envisioned their media as magnif- 
icent tools of public enlightenment-only 
to see them become sources of escapism 
and diversion. The disc, on the other 
hand, was invented by huge multinational 
companies as a mass -entertainment me- 
dium, but instead has found its true voca- 
tion in education and training. 

Devices to put pictures on a record 
have a long history, almost as long as that 
of broadcasting itself. The earliest disc, 
called Phonovision, was marketed briefly 
in Britain during the 1920s. Today's two 
major video -disc systems came on the 
U.S. market quite recently-the laser 
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Trough sensors in the manikin, a 

computer detects how well the student 
is learning resuscitation, and uses the 
video disc to show how it's done. 

system (Philips/MCA) in 1978 and the 
stylus system (RCA) in 1981. To develop 
its disc, RCA reportedly pumped half a 
billion dollars into what many financial 
analysts considered a bottomless pit. 
What rescued the disc, however, was not 
private industry's generous investment, 
but the explosive growth of a previously 
ignored market. 

A set of unanticipated needs had 
arisen, centering not on home entertain- 
ment but on armed forces training camps. 
After the abolition of the draft in 1971, the 
armed forces had to recruit and train 
large numbers of people, many of them 
unschooled, to perform highly complex 
and precise technical tasks. The solution 
was to team up television and computers, 
two previously separate technologies. 

The resulting hybrid-the interactive 
video disc-was born because the mili- 
tary recognized that even illiterate re- 
cruits could be taught to perform exact- 
ing technical work if the instructional 
design was sufficiently clear and compre- 
hensive. Increasingly complex weapons 
demanded more training of personnel, 
but the weapons were too expensive to 
use for practice. The military developed 
simulation devices, some with several 
disc players standing by to serve up dif- 
ferent video versions of battlefield 
action. 

This amounted to more than mere 
"transfer of information." In the phrase 
of David Hon, the designer of the disc 
teaching cardiopulmonary resuscitation, 
it was "transfer of experience." 

Interactive uses of the video disc were 
also developed for the civilian branches 
of government. In the 1960s, when the 
Johnson Administration was supporting 
ambitious educational research and de- 
velopment, computers were brought into 
the classroom as "programmed instruc- 
tion" teaching machines. The idea behind 
these computer -aided instruction ma- 
chines was exemplary, but the machines 
themselves didn't work. They could ask a 
question, take a student's answer (which 
would determine the subsequent ques- 
tion), reward correct answers, and give 
remedial information for wrong answers. 
But they were unreliable, expensive and, 
worst of all, could address only a very 
narrow range of "objective" skills-cer- 
tainly not the application of those skills or 
the judgment needed to use them well. In 
short, the teaching methodology used in 
the early programmed -instruction ma- 
chines was antithetical to critical think- 
ing. The machines were thus resisted by 
teacher and student alike. 

Today's interactive video -disc player is 
simply a lineal descendant of the pro- 
grammed -instruction machine-faster, 
better, and more attractive to the student. 
More significantly, it works with pictures 
rather than words. The visuals do more 
than enhance and illustrate the message. 
Their very presence alters the nature of 
the message. 

Of course, there have always been peo- 
ple who think in terms of visual imagery 
rather than in the abstraction of words. 
That was one distinction in early America 
between the self-educated possessors of 
"Yankee know-how" and the university 
intellectuals. In a study of early Ameri- 
can technology, Anthony F. C. Wallace 
observed a "growing isolation" of people 
who think in mental pictures. "Theolo- 
gians, humanists, even scientists can 
converse freely because the thinking is 
done with the same system of symbols as 
those used in communication," Wallace 
wrote. "Indeed, it has become conven- 
tional to assume that thought itself is 
merely a kind of internal speech and to 
disregard almost completely those kinds 
of cognitive processes that are conducted 
without language, as though they were 
somehow more primitive and less worthy 
of intellectual attention." 

Teaching with the interactive video 
disc could suffer this same stigma in the 
universities while receiving a warmer 
welcome in other institutions with grow- 
ing educational needs. Computer -aided 
instruction had been virtually discarded 
by the educational establishment by the 
end of the 1960s, but has made its come- 
back outside the traditional school. Dur- 
ing the 1970s, no institutions had a greater 
need to train large numbers of people ef- 

fectively than the big corporations and 
the military. They also had the resources 
to do it. 

Many people in the labor pool were nei- 
ther well-read in the liberal arts and sci- 
ences nor trained in any technique of crit- 
ical thinking. They weren't accustomed 
to assembling facts from diverse sources 
and using them to reach independent or 
original conclusions. But that mattered 
little, as the task of computer -aided in- 
struction was to teach specific, unambig- 
uous, and replicable technical skills. The 
fact that this kind of training did not con- 
vey education as culture, critical discrim- 
ination, or intellectual delight wasn't im- 
portant to the institutions paying the 
training bills. 

Indeed, the relics of liberal education 
earned their own pejorative sobriquet 
from the new breed of instructional de- 
signers: "soft skills." The important, 
how-to stuff is called "hard skills." 

The disc can 
teach illiterates 

to perform 
highly exacting 
technical work. 

To the extent that technology trains 
workers to do their jobs without prepar- 
ing them to think independently, the so- 
cially useful skills will erode as the infor- 
mation age continues. Already, there are 
widespread complaints that clerical 
workers using computers go to great 
lengths to avoid any situation requiring 
them to exercise judgment or make quali- 
tative evaluations. 

In the hands of corporate personnel 
trainers, the interactive disc may contrib- 
ute to this kind of intellectual passivity, 
but there is no technological reason that 
the disc can't be used equally effectively 
to teach "soft skills" and encourage inde- 
pendent thinking. Indeed, the disc's 
unique way with pictorial and printed ma- 
terial should be an ideal medium for lib- 
eral education. Few discs have been 
made for this purpose, but a truly inspired 
example was produced by the University 
of Delaware. The disc dissects Schu- 
bert's haunting song "Der Erlkönig" 
("The Elf King") in visual terms, while 
the two audio channels carry the song in 
German and English, allowing the stu- 
dent to switch at random between them. 
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The visual part of the disc develops an 
increasingly complex musical analysis of 
the song's harmonies, melodies, counter- 
point, and rhythms, to be pursued at the 
student's own pace. 

Such excursions into the "soft skills" 
are, of course, not big moneymakers. To- 
day, the most certain long-term market 
for video discs appears to be in training, 
merchandising, and other interactive ap- 
plications for business. But there is still a 

reasonable market for the disc player in 
the home; the electronics industry ex- 
pects to sell 500,000 players and some 12 

million discs this year, mostly for home 
use. Pioneer, the major maker of laser - 
disc players, claims to have made a profit 
on them for well over a year, and RCA 
predicts its disc operation will be profit- 
able by 1986. 

While more than a half -million homes 
now have disc players, the devices won't 

Shortcut to the Home 
THE VIDEO DISCS quickest route 
into the American home may 
be through the video -game ar- 

cade. The disc is already a hit in the 
arcades and pizza shops of the land, 
spinning out fast -action adventures 
for would-be bomber pilots and 
dragon -slayers. Next, it may bring 
home a wider variety of games and, 
possibly, unforeseen forms of interac- 
tive electronic entertainment. 

One of the first games using a video 
disc to supply pictures, Dragon's Lair 
became the arcades' most popular 
game for many months, and was also 
the first to break the quarter barrier, 
allowing arcade operators to extract 
50 cents a play. Instead of the simple 
moving figures and bleeps of a com- 
puter game, the new disc -based ma- 
chines use stereo sound tracks and ei- 
ther live -action footage or Disney - 
style animation to heighten the games' 
realism. 

The next big wave of disc games will 
come if designers can make them en- 
ticing and cheap enough for home use. 
It's too early to say how high that 
wave will crest, but at least one com- 
munications -industry analyst thinks a 
rapid boom in video -disc games could 
help sweep disc players into 15 million 
homes by 1990. Sales of rock -music 
video discs will also help make that 
happen, says David Butterfield, a 
Cambridge media consultant. In a 
study, Butterfield projected that en- 
tertainment video discs could be a 
$6.75 billion industry six years from 
now-bigger than total movie box-of- 
fice grosses or record sales. (Other in- 
dustry analysts have doubts the disc 
will become a common home device 
so quickly, or that games are the key.) 

Games using video discs thrill their 
players with high -quality animation or 
movie footage shot from low -flying 
jets and race cars, although players 
have less control over what happens 
on -screen than in earlier games of the 
Pac-Man generation, with their corn- 

puter-generated graphics. But design- 
ers say the "playability" of games in 
the arcades today is crude compared 
to that of disc games now in develop- 
ment. 

Games designed to be played at 
home are likely to change in nature 
from the arcade games, possibly be- 
coming more cerebral and less violent. 
There won't be the economic incen- 
tive for fast action, for one thing. 
"Home games could take on a whole 
different feel because they're not de- 
manding a coin drop every 90 seconds 
to two minutes," says Garry Hare, a 
California game designer who has 
worked with Atari, Lucasfilm, and 
other firms. Hare's company, Search 
& Design, stands ready to produce 
seven new disc games when the home 
market opens up. "We're either 
slightly ahead of our time," he admits, 
"or dumber than hell." 

Bigger companies are also taking 
the gamble. Coleco, a major game - 
maker, has paid a reported $2 million 
for rights to sell a home version of 
Dragon's Lair, and industry observers 
expect the video -disc version to be 
compatible with Coleco's home com- 
puter. RCA is also issuing disc games, 
and next year plans to sell a disc player 
that can work under computer con- 
trol. 

Word games, trivia quizzes, mys- 
teries with variable plots, and other in- 
teractive amusements are already be- 
ing produced for the disc. The 
designers' next challenge will be to 
conceive new kinds of popular art that 
interact with their viewers. 

STEVE BEHRENS 

become ubiquitous necessities of middle- 
class life unless producers can offer a tan- 
talizing stock of "must -have" software to 
run on them. As the marketers say, home 
video is a "software -driven industry." 

The video disc had the misfortune of 
coming to market in the late 1970s, just as 
the consumer television market was be- 
ing glutted by a glittering array of new 
technologies. Cable television and video- 
cassette recorders, especially, inflicted 
great damage on the disc's prospects as a 
mass -entertainment medium. The VCR, 
with its unique abilities to record off the 
air or from a home video camera, is out- 
selling disc players ten to one. 

The disc, however, has its own special 
talents: interactivity; the ability to do 
double backflips at the behest of a com- 
puter; picture and sound quality higher 
than that of most VCRs; the random-ac- 
cess ability to play out any sequence or 
still frame from among 54,000 images on 
each silvery side, and the attractive ease 
of handling of a nearly indestructible pho- 
nograph record. And future models will 
have the additional selling point of play- 
ing digital audio compact discs as well as 
video discs. 

If consumers can be made to hunger for 
interactive programs, which are not 
available through any other video tech- 
nology, the disc would have a chance to 
become a major entertainment medium. 
That chance may come with home ver- 
sions of the new video games incorporat- 
ing the disc (see box). 

More likely, the disc will have other 
roles in the home and in business. In a 
world where telephones, computers, 
typewriters, TV sets, and every other 
electrical contrivance will be wired to- 
gether for concerted action, the video- 
disc player could be the most remarkable 
member of the electronic family. 

One video -disc manufacturer, Philips, 
gives away the likely ending to this story 
with the surprising design of one of its 
latest player models. In contrast to the 
typical video device, laden with knobs 
and buttons, this disc machine has almost 
no controls designed for the human 
touch. It takes its cues instead through 
connections to a microcomputer. The 
disc player is surely the junior partner in 
that pair. Computer folks even call it a 
"dumb peripheral." 

The video disc may take its orders from 
other sources, but it executes those com- 
mands with a flexibility all its own. By 
creating a unique combination of our two 
most important technologies-television 
and the computer-the interactive video 
disc raises the powers of both exponen- 
tially. Whether harnessed for purposes of 
education, entertainment, persuasion, or 
indoctrination, those shiny discs are 
changing the way we see, learn, and acts' 

C 11 A M4 E IS 30 M A R/A P R' 8 4 

www.americanradiohistory.com



PICTUR E THIS. 

DUE TO TECHNICAL 
DIFFICULTIES BEYOND 

YOUR CONTROL, 

You WSE. 
Interruption of service. It's the nightmare of 
all satellite telecommunications system owners, 
lessors, lessees, managers and operators. 

If one link in the complex telecommuni- 
cations chain fails, not only are revenues and 
profits forfeited, but substantial unplanned 
expenses can be incurred. 

International Technology Underwriters 
can't prevent "technical difficulties." But we 
can protect against their costly effects. 

As recognized pioneers and specialists in 
space and telecommunications insurance, we 
offer Satellite and Telecommunications 
Service Interruption Insurance. 

This program can insure revenues and 
profits, as well as extra expenses. It can cover 
satellite failure, ground station outage and land 
lines performance. No telecommunications 
systems should be without it. 
For further information on this unique 

insurance, contact us now. 

international 
technology underwriters 
915 L'Enfant Plaza North, Washington, DC 20024 
(202) 488-3500 TELEX 904 247 

Insurance Leaders in a New Age 
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An invitation to watch 

cc 

he Amazing 
World of Tomorrow" 

A one hour special on the newest 
technological advances in communications, 
transportation and health & medicine. 
To be televised on stations throughout the 
United States crn Sunday evening, 
April 29. 

Produced by 
Group W Television in association with 
Channels of Communications Magazine 
and SFM Entertainment. 

Sponsored by 
AT&T Consumer Sales Service and 
Del Monte Corporation. 

Look for it in your area: 
8-9 p.m. Eastern Standard Time 
7-8 p.m. Central Standard Time 
8-9 p.m. Pacific Standard Time 
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SCRAMBLING TO BE 

th 
by Reese Schonfeld 

Testing the waters for a fourth network were 
such programs as A Woman Called Golda, with 
Ingrid Bergman (above), Smiley's People, with 
Alec Guinness (at left), and the daily series 
Breakaway, with hosts Martha Lambert and 
Norman Mark (below). 

. N THE BEGINNING there were four networks-NBC, CBS, ABC, and DuMont. As it turned 

out back then in the '50s, there were barely enough stations on the air to support three proper networks, and scarcely enough 

advertising money to support two. The DuMont Network struggled gamely with quiz shows, Bishop Sheen, wrestling, and other low - 

budgeters for about nine years and finally collapsed in 1955. The handful of stations it owned, having lost their tie to a network, became 

Metromedia, the largest chain of independent stations. And their struggle continued. 

For about a quarter -century the independent stations' lot was to live in the shadow of the powerful networks, surviving on 

ball games, vintage movies and cartoons, and reruns of used -up network series. 

But time has brought change. Today there are many more unaffiliated stations on the air than in the early days, and many are 

Reese Schonfeld, a consultant for Cox Cable, was founding president of Cable News Network. 
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Television's 
"outstanding dramatic 

series;' 
1981,1982,1983. 

Twenty Emmy Awards 
infirst three years. 

Top Ten Nielsen 
rankings in desirable 

18-34 and 25-54 demos. 

Exceptionally high 
TvQ and Performer Q 

`favorite"scores. 

Significantly higher 
audience shares than 
lead-in programming. 

Source: NTI, 1983-84. Marketing Evaluations. Inc.. 1983-84. 
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Your vehicle 
for the long run. 

An MTMProduction 

VICTORY TELEVISION 
New York (212) 687-1516. Chicago (312) 790-3030. San Francisco (415) 435-9113 
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At SFM. we've put together some of 'he brightest 
events that highlight a television season From th3 
1983 Mobil Showcase Network preseltation cf 
THE LIFE AND ADVENTURES OF NiICHOLA3 

NICKLEBY" to the 'AMERICAS CUP RACE OF THE 
CENTURY" to the "THIRD ANNUAL -4EISMAN 
TROPHY AWARD' program to the "WALT DIS- 
NEYWORLD VERY MERRY CHRIST7,1A.S Pa - 
RADE..... We ve brought entertainment tack to the 
family. positioned prestigious programming for thet 
special audience. successfully created ad -hoc 
networks, and. in turn opened the doors to a new 
world of television programming. Reccgrized as a 
leader in the broadcast industry. SFM carries on i:3 
tradition of excellence with diverse and exciting first- 
rate presentations. For 1984... SFM presents, for 
the seventh consecutive year. THE SFM HOLIDA`v 

JVORK, a package of all -family featu-es. which 
takes viewers into a world of action-packad adven- 
ture. powerful drama and passionate rorrance. Ali- 
star presentations from Hollywood's finest studios. 
The most extraordinary movie package ever assemr 
bled with clearance in over 
175 markets covering all 50 
states. But. that s not all .. 
After a successful initial 
season. Walt Disney Pro- 
ductions continues its 
commitment to junior ath- 
letics by providing further 

adventures with TORT GOO= and the worlds 
finest junior tennis players. SFM continues the 
ad -hoc network special programming concept with 

ROSE PETAL PLACE, a half-hour animated spe- 
cial; The 1984 MOBIL SHOWCASE NETWORK 
featuring the International Emmy-award winning 
specials, Laurence Olivier's 'KING LEA= , A VOY- 
AGE ROUND MY FATHER", and the acclaimed 
TWO BY FORSYTH'; "RAINBOW BR! . a half- 

hour animated special and the one hour 
SHOO a look at the world of tomorrow that is with 
us today. Always seeking to provide truly special 
high -quality programminc to attract the maximum 
audience - SFM will present the CBC six -hour 
mini-series - MPIRE, IN - an international 
best-seller in the tradition of "Dynasty" and "Dallas". 
And more ... THE NDOMITABLE TEDDY 
ROOSEVELT" narrated by George C. Scott, 
"DAYAN'S ISRAEL", THE MARCH OF TIME", 
"CRUSADE IN THE PACIFIC", "THE ORIGINS 
GAME . a NEW special from Walt Disney Produc- 
tions ... and much. much more. Come and visit us.- 

Suite 242 at the 
Fairmont Hotel. 
SFM Entertainment/ 
Division of 
SFM Media Corp. 
1180 Ave. of the Americas 
New York, N.Y. 10036 
(212) 790-4800 
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Metromedia's Bob Bennett will offer up to 17 hours 
a week of national programming. 

thriving on original syndicated fare and 
the reruns of such still -popular network 
shows as M*A*S*H, Three's Company, 
and All in the Family. Moreover, the ad- 
vertising market has burgeoned since the 
'50s. Today there is such demand for 
commercial time on the three networks 
that ad rates keep soaring, making adver- 
tisers wish for a new competitor in the 
marketplace. 

And so Metromedia has come full cir- 
cle. The offspring of DuMont has designs 
again on a fourth network. 

To succeed, it has to put together a con- 
federation of stations that would enable it 
to reach around 70 percent of American 
households, conventionally the minimum 
required to compete for network adver- 
tising. This means that Metromedia 
needs not only one station in every mar- 
ket where independents exist, but also 
cooperation from network affiliates in 

cities that have no independent outlets. 
Such a network would seem within Me- 
tromedia's grasp, at least for a limited 
schedule of programs, but for one compli- 
cation: Another company, almost as big 
and influential, has the same idea-the 
Tribune Company. 

The importance of networks is that 
they bring larger audiences to stations by 
producing programs on a grand scale and 
promoting them nationally. During the 
'50s and '60s, when ABC was losing mil- 
lions as a network, the losses were justi- 
fied by the glamour and importance the 
network gave to the five stations owned 
by ABC. Those stations' profits more 
than compensated for the network's poor 
competitive position in the league domi- 
nated by CBS and NBC. Any ABC sta- 
tion in those years was better off by far 
than an independent and was worth more 
when it went up for sale. And that is why 
Metromedia and Tribune are verging on 

war in their drive to create a fourth net- 
work. 

How the other independent groups 
align themselves with these aspiring new 
networks depends in large part on 
whether they compete with either Metro- 
media or Tribune in their main markets. 
A group such as Chris-Craft, for exam- 
ple, would be loath to contribute to Me- 
tromedia's success because its flagship 
station competes with Metromedia's 
KTTV in the lucrative Los Angeles mar- 
ket. 

Metromedia and Tribune are old antag- 
onists having battled each other in the 
New York market for 30 years. That con- 
flict was extended to Chicago last year 
when Metromedia bought a UHF inde- 
pendent, WFLD, challenging Tribune on 
its home turf, where WGN has long ruled. 
The race to establish a fourth network 
might be said to have begun then and 
there. 

The strength of ABC, CBS, and NBC 
centers on the fact that each has a well - 
established VHF station in New York, 
Chicago, and Los Angeles. In terms of 
television population, these three mar- 
kets represent coverage of more than 16 

percent of the country. Metromedia's 
purchase of the Chicago station now 
gives it a presence in those same three 
cities, while Tribune has powerful VHF 
stations in New York and Chicago. 

At both companies, leadership has 
passed to a new generation. Metrome- 
dia's field general is Bob Bennett, who 
had headed New York station WNEW- 
TV with spectacular success during the 
late '60s. In 1971, Bennett left Metrome- 
dia to establish WCVB in Boston, joining 
a new group that had won the contested 
license to the station. Very quickly, 
WCVB, an ABC affiliate, became the 
country's exemplary station for public- 
service and local programming. It was 
such an attractive property that Metro- 
media bought it in 1982 for the then re- 
cord price of $220 million, putting Ben- 
nett in charge of the company's entire 
broadcast operation. 

Bennett is bold and aggressive. He re - 

Tribune's Jim Dowdle called together owners of 
independents reaching nearly half the population. 
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tains some of the pleasant brashness that 
served him well early in his career when 
he sold commercial time. He has the con- 
fidence not only to take on the Tribune 
Company but also the three major net- 
works, some of whose affiliates he will 
need for his own network. 

Jim Dowdle is Bennett's counterpart at 
Tribune. Dowdle also rose through the 
ranks from sales. He is a quiet, modest 
man, a powerfully built former Marine, 
born in Chicago, educated at Notre 
Dame, thoroughly Midwestern. Dowdle 
is not a swashbuckler; he keeps a low pro- 
file. Without calling much attention to 
himself, he is an effective leader. 

Thus, as the two companies set out to 
build the fourth -network empire, they do 
so in sharply contrasting styles. 

Bennett's brashness and flamboyance 
show up when he speaks of the Tribune 
Company. "They're just doing what I'd 
be doing in their place," he says. 
"They're reacting defensively to our 
plan." 

Dowdle, on the other hand, maintains 
that he's not trying to start a fourth net- 
work. He says that's just something for 
people to write about. He says his efforts 
are just "a continuation of the other occa- 
sional ad hoc networks" that have been 
formed to finance and air such programs 
as A Woman Called Golda, Smilev's Peo- 
ple, and Mary Hartman, Mary Hartman. 

But Dowdle last year called a meeting 
in Chicago with his fellow independent - 
station barons to see about establishing a 

permanent confederation of indepen- 
dents. The group he met with-Taft 
Broadcasting, Gaylord Broadcasting, 
and Chris-Craft Industries-are all Me- 
tromedia competitors. Five years ago 
Metromedia moved into Texas. The sta- 
tion it bought in Houston soon beat out 
the Gaylord station there; now it has en- 
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Whatever develops over the next year or two, there will almost 
certainly be five networks before there are four. 

Thicke of the Night Metromedia's first 
offering toward a network. 

Fame: Canceled by NBC, the striving young performers were brought back into produ lion 
by a Bennett partnership. 

tered Dallas to compete again with Gay- 
lord. In the District of Columbia, Metro- 
media competes with Taft, in Los 
Angeles with Chris -Craft's KCOP; in 
both markets, Metromedia is ahead. 

All the Metromedia rivals own other 
TV stations. Chris-Craft has the number - 
two independent in San Francisco, in ad- 
dition to outlets in Minneapolis and Port- 
land, Oregon. Gaylord has stations in 
Cleveland, Seattle, and Milwaukee, 
along with the two in Texas. Taft has out- 
lets in Philadelphia, Miami, and Cincin- 
nati, as well as Washington. The Tribune 
Company's other stations are in Denver, 
Atlanta, and New Orleans. 

So when the four groups sat down to 
talk, they represented 17 of the top 30 
television markets, or coverage of nearly 
half the country's population. They are a 
formidable gathering of forces-made 
even more so by the presence at the meet- 
ing of an executive from Paramount TV. 

Dowdle says, "We are not reacting to 
Metromedia. When we met a year ago, 
Metromedia wasn't even talking about a 
fourth network. We have to run our own 
companies. What the other guy does is 
very secondary." Dowdle says that all he 
and his group of Metromedia rivals are 
talking about is a one -night -a -week net- 
work. 
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Paramount had figured prominently in 
the plan initially; now it seems to have 
usurped it. "Paramount wants to be the 
fourth network, by itself," Dowdle says. 

The film company has had network 
ambitions ever since it made the horrible 
mistake of letting William S. Paley buy 
out its half interest in the Columbia 
Broadcasting System during the '30s. In 
recent times Paramount has made several 
efforts to build a network. In 1973 it 
bought 50 percent of UPI Television 
News, hoping to make it the foundation 
for a program -distribution system. Four 
years later it purchased the Hughes 
Sports Network with a view to delivering 
more than sports. And some time after 
that it announced a joint venture with the 
Benton & Bowles advertising agency for 
a proposed one -night -a -week network on 
independent stations. None of these 
plans panned out. 

Recently, however, Paramount hit it 
big in the syndication -by -satellite market 
with Entertainment Tonight and Solid 
Gold; through these successes it has de- 
veloped tight relationships with indepen- 
dent stations. Paramount speaks openly 
now of its involvement in a consortium of 
station groups that intends to feed out 
programs in network style all year round. 
The consortium, which includes the 
Chris-Craft and Taft groups, is preparing 
to invest $100 million in original prime - 
time programming, ranging from series to 
made -for -TV movies. Indicating that it 
means business, Paramount has already 
opened a network advertising -sales of- 
fice in New York. 

Bennett is already doing business. His 
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first offering toward a network was 
Thicke of the Night, a 90 -minute program 
that audaciously went head -to -head with 
Johnny Carson last September on sta- 
tions that covered approximately 85 per- 
cent of the country. "If it works," Ben- 
nett said before the debut, "it's 
Armageddon. Carson grosses $100 mil- 
lion for NBC every year, and $25 million 
of that comes right to the bottom line." If 
Thicke had been an instant hit, NBC 
would have been in trouble. It didn't hap- 
pen, but it does illustrate what Bennett 
has in mind. He succeeded in pulling in 
several key network affiliates for the 
show. 

Through Bennett, Metromedia became 
a partner in Breakaway, a syndicated 
news -magazine show, and also led the 
consortium that kept alive Fame and Too 
Close for Comfort after they had been 
canceled by the networks. He is develop- 
ing a Saturday -night music show, On 
Stage America, with producers Nick 
Vanoff, Gary Smith, and Dwight He- 
mion, whose credits include The Holly- 
wood Palace, The Sonny and Cher Show, 
and Hee Haw. He also hopes to clear one 
Sunday a month with his affiliates for a 
movie and 30 minutes a night for a na- 
tional prime -time news show. And he has 
committed prime time on all the Metro- 
media independents for a nightly soap op- 
era, Rituals, produced jointly with Tele - 
pictures. If all Bennett's plans bear fruit, 
Metromedia will be responsible for some 
17 hours of national programming each 
week. 

The Metromedia plan for a prime -time 
news service has not yet taken shape be- 
cause the Tribune Company got there 
first. The Independent News Network, a 
Tribune subsidiary based at WPIX, New 
York, has been in operation for more than 
three years and has garnered satisfactory 
ratings and favorable critical reviews. 
INN could be the foundation for a Trib- 
une Company network. 

Typically combative, Bennett re- 
marks: "I don't think of INN as commer- 
cially viable. All I see is a bunch of one 
ratings. I frankly haven't seen anything to 
worry about. We're going after every one 
of their stations." 

John Corporon, president of INN, sees 
it differently. He says the reason Metro- 
media hasn't gotten off the ground with 
its news program is that it hasn't been 
able to take away any of the INN sta- 
tions. He knows Metromedia has visited 
his member stations and tried to lure 
them away, but so far none has defected. 
Although he concedes that many of the 
stations carrying INN are not breaking 
any records in the ratings, he points with 
pride to the continuing growth of his news 
network's national audience. Corporon 

Gaining Independents 
THE RISE of independent television is 

manifested in these statistics: Ten years 
ago, 78 independent stations were on 
the air; today there are 193, about half of 
which have begun operations in the last 
five years. Collectively, the indepen- 
dent stations can reach around 80 per- 
cent of the population. 

But these stations are not distributed 
evenly around the country. New York 
and Los Angeles, the two largest mar- 
kets, have 17 independent stations be- 
tween them, while many smaller cities 
have only one or two, and some areas of 
the country none. (A number of inde- 
pendents are actually committed to reli- 
gious or foreign -language program- 
ming; a score of them are affiliates of 
the Spanish International Network.) 
This makes it necessary for any aspiring 
network to gain air -time from affiliates 
of ABC, CBS, or NBC in certain parts 

thinks Bennett and Metromedia are really 
reacting to INN, and that Metromedia 
missed a step when it let Tribune estab- 
lish a national news service to which it is 

now playing catch-up. Independent Net- 
work News now claims to serve 125 sta- 
tions with its midday, nightly, and weekly 
roundups. A companion venture, The 
Wall Street Journal Report, is said to be 
in reach of 70 percent of American televi- 
sion households. The Tribune Company 
also syndicates At the Movies, with film 
critics Gene Siskel and Roger Ebert, to 
120 markets. 

But Tribune's biggest thrust into net- 
working is Operation Prime Time, the 
consortium of independent television sta- 
tions that pools large amounts of money 
to produce programs of network quality. 
OPT's biggest success to date has been 
Golda, the biography of Israel's Golda 
Meir, starring Ingrid Bergman, which not 
only cut deeply into the network ratings 
but made off with three Emmy awards. 

The race between Metromedia and 
Tribune to establish a fourth network will 
ultimately be decided by their ability to 
enlist affiliates. Metromedia starts with a 
base of seven stations of its own, six of 
them independents. But the Tribune 
Company, with its alliances, has a foot- 
hold in 17 independent markets. How 
does Bennett plan to gain entry to the cit- 
ies where Tribune is established? In a 
market where a Metromedia station com- 
petes with another, he says, he would go 
so far as to divvy up programs between 
them. Thus, in Washington, the Taft sta- 
tion would get one program and the Me - 

of the country. For example, The Wall 
Street Journal Report, distributed by 
the Tribune Company, is aired on 85 sta- 
tions, 19 of which are network affiliates. 
This dependency on network affiliates 
hinders the establishment of a full-time 
fourth network. 

Another handicap to the formation of 
a network is that independents are pre- 
dominantly on the UHF band, which 
makes them somewhat harder to re- 
ceive on ordinary television sets than 
VHF stations. Of the 193 independents 
on the air, only 29 are on VHF (channels 
2-13). Cable, however, has been a boon 
to independents, not only making them 
more accessible locally but also carry- 
ing their signals to other markets. The 
prospects for independents thus stand 
to improve markedly with the wiring of 
the major cities. 

RICHARD BARBIERI 

tromedia-owned station another. Taft 
controls the best independent station in 
Philadelphia, the fourth largest market in 
America and one vital to any new net- 
work's hope for success. Except for Taft, 
Bennett thinks he can make it without 
participation from the Tribune coalition. 

Watching all this with keen interest are 
the heads of other broadcast groups own- 
ing independent stations. One executive 
who deals with both Metromedia and the 
Tribune Company sees no need to be- 
come the permanent ally of either. He in- 
tends to maintain the freedom to join the 
Tribune network one night, the Metrome- 
dia network another, and no network 
most of the time. The ultimate decision, 
he says, will be based on the quality of the 
programs and their ability to draw to au- 
diences substantially larger than an inde- 
pendent can attract with its own shows. 

Whatever may develop over the next 
year or two, there will almost certainly be 
five networks before there are four. If ei- 
ther of the two fledgling networks should 
enjoy any significant degree of success, 
even with a limited schedule, the three 
major networks will feel the brunt. A 
fourth player changes the chemistry of 
the game. It's to be remembered that 
back in the early days, it was DuMont 
that had the big Monday -night sports 
event-boxing; it was DuMont that 
brought the National Football League to 
television, and it was DuMont that car- 
ried the historic Army -McCarthy hear- 
ings. And Bishop Fulton J. Sheen pulled 
in a whale of an audience during prime 
time. 
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FOR 
DISTINGUISHED 

SERVICE BY 
THE N.EDIA.. . 
PLANNED PARENTHOOD INVITES NOMINATIONS 

FOR 1984 "MAGGIE AWARDS" 

Recognizing the essential role of the media in educating the public on vital issues relating to sexuality 
and family planning, the Planned Parenthood Federation of America annually acknowledges pertinent 
programs and articles of exceptional merit from the broadcast and print media. The Maggie Award, 
named after Planned Parenthood's founder, Margaret Sanger, is presented for outstanding treatment of 
sexuality education, contraception, teen pregnancy, abortion, or other family planning concerns. 

Planned Parenthood is now inviting your nominations for the 1984 Maggie Awards. The deadline 
for receipt of entries is July 9, 1984. The eligibility period is from July 1, 1983 to June 30, 1984. An entry 
foe of $50.00 must accompany each nomination. The 1984 Maggie Awards will be presented in a spe- 
cial ceremony during PPFA's annual mooting in Chicago in October. 

Planned Parenthood Federation of America is the largest voluntary family planning agency in the 
United States. Its 190 community -based affiliates in 43 states and the District of Columbia provide med- 
ical, educational, and counseling services to more than 3 million individuals each year. Planned Parent- 
hood is an advocate for reproductive rights for every individual regardless of race, age, sex, disability, or 
economic circumstances. 

1983 MAGGIE AWARD RECIPIENTS 

Television News: ABC News-"Nightline" 
("Teen Contraception - The Baltimore 
Experiment," "Abortion Clinic Violence," 
"Anti -Abortion Setback") 
Television Editorial: KPIX-TV, San Fran- 
cisco, California ("The Snitch Rule,' 
"Snitch Rule Update") 
Television Entertainment' NBC-TV 
("Family Ties"-"Oops" episode) 
Radio Documentary: WRKS-FM. New York 
City ("The Stork Doesn't Work Alone") 
Magazine Feature: PARENTS MAGAZINE 
("Genetic Counselors: How They Can 
Help and How They Can't') 
Newspaper Editorial: LOS ANGELES 
TIMES (Nine editorials on the subject of 
reproductive rights) 

HONORABLE MENTIONS 
Television Documentary: KUHT-TV, Hous- 
ton, Texas ("A Baby Maybe: To be or not 
to be a parent") 
Television News: WFSB - Hartlord, 
Connecticut ("Babies Shouldn't Die") 
Magazine Feature: NEWSWEEK ("Infertil- 
ity") FAMILY CIRCLE MAGAZINE ("How 
Women Feel About Abortion: An Exclusive 
Family Circle Survey") 
Magazine News: GLAMOUR ("The Battle 
Over Abortion") 
Newspaper Feature: THE CHARLOTTE 
NEWS AND OBSERVER ("Growing Up In 
The 80'5") Gannett News Service (Out- 
standing coverage of the issues surround- 
ing abortion) 

E 
TITLE OF ENTRY 

SUBMITTED BY (STATION/NETWORK/PUBLISHER) 

ADDRESS 

CONTACT TELEPHONE 

CREDITS OF ENTRY (PRODUCER/EDITOR) 

(WRITER/REPORTER) 

CATEGORIES TELEVISION RADIO NEWSPAPER O MAGAZINE E 
3/4" VT only Cassette only 

PLEASE ATTACH BRIEF DESCRIPTION OF ENTRY, MAKE $50.00 ENTRY FEE PAYABLE TO PPFA. 

MATERIALS WILL NOT BE RETURNED UNLESS REQUESTED. 

SEND ENTRIES BY JUNE 30th TO: 

AWARDS COMMITTEE, PPFA, INC. 
810 SEVENTH AVE, NEW YORK, NY 10019 J Planned Parenthood® 

Federation of America, lnc- 
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Where the Do-Gooders Went Wrong 
by Walter Karp 

In slavishly enforcing the reformers' `pro -social' dogma, the 
networks have adulterated children's cartoons. 

THERE IS SOMETHING distinctly sin- 
ister about the world of chil- 
dren's television. I discovered 
this quite by accident while 
trying to resolve a difference 

of opinion: My children like Saturday - 
morning children's television; the critics 
loathe it. "A monstrous mess," Gary 
Grossman calls it in his 1981 study, Satur- 
day Morning TV. "An animated world of 
meanness and mayhem," is how it ap- 
pears to Peggy Charren, founder and 
head of Action for Children's Television. 
The critics especially deplore "outdated" 
cartoons such as Bugs Bunny. My chil- 
dren like Bugs Bunny best of all. 

Intrigued by a difference of opinion so 
sharp, I decided to spend a few Saturday 
mornings judging for myself the merits 
and defects of children's television. Here 
I made the first of many curious discov- 
eries. I thought judging the merits of chil- 
dren's TV would be comparatively easy. 
Instead I found it virtually impossible. I 

Walter Karp is a contributing editor of 
Channels and author of The Politics of 
War (Harper & Row). 

simply had no standard for judging what I 
saw. One episode of the Smurfs, a blue - 
skinned race of dwarflets, convinced me 
of that. 

In the episode, a trumpet -playing 
Smurf, feeling spurned by his fellows, 
blows a loud blast on his trumpet, unwit- 
tingly disclosing to the evil wizard the 
whereabouts of the Smurf village. What, 
if anything, did the plot signify? I cer- 
tainly didn't know. The wizard looked to 
me far more comical than menacing, but 
was he? How can an adult know what a 
child will find fearsome? The wizard 
chases the tiny Smurf up hill and down 
dale, but in vain. His back aches, he 
gasps for breath. He is an out -of -shape 
wizard. A witty idea, I thought, but I 

wondered whether it was not perhaps too 
adult an idea. Do children really think big 
hulking adults are too weak to harm 
them? I suspected not, but what did it 
signify one way or the other? 

Ultimately the exhausted wizard winds 
up hanging from a log slung over a ravine. 
Instead of shoving him to his doom, the 
Smurf decides that vengeance is "un- 
Smurflike" and mercifully spares the 

wicked wizard. When the Grimm broth- 
ers' Gretel had the witch at her mercy, 
she shoved her into a hot oven. Was 
Smurf mercy "better" for children than 
Hansel and Gretel's grisly justice? Again, 
I simply did not know, and I think most 
people don't know. My own knowledge 
of children is exactly the common knowl- 
edge: Once I was one of them, now I have 
two of them. The common knowledge 
does not suffice. That leaves a vacuum 
and a politically perilous one, for the ig- 
norance of a free people endangers their 
freedom. 

Trying hard to fill that vacuum are the 
various critics of children's television. 
They include organized parents, educa- 
tors, enlightened (usually public) broad- 
casters, pediatricians, child psycholo- 
gists, and professors of human 
development. They have also included a 
few powerful politicians, but that I did 
not know until much later. 

The critics (whom I now began to read 
in earnest) have evolved a stringent stan- 
dard of judgment. They believe that good U 

children's television teaches children to ' 
be cooperative, hard-working, and a°', 
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peace -loving members of society. Pro- 
grams that carry such lessons are praised 
as "pro -social." The critics regard as de- 
fective those programs that appear to en- 
courage selfishness, self -assertiveness, 
and aggression. After an experimental 
group of young children watched Super- 
man and Batman, which are deemed to 
be "aggressive" shows, they demon- 
strated a heightening of aggressive ten- 
dencies, according to two professors of 
human development at the University of 
Pennsylvania. After watching Mr. Rog- 
ers' Neighborhood, a much -lauded "pro - 
social" program, young children report- 
edly demonstrated greater "observance 
of the rules, tolerance of delays, and per- 
sistence in tasks." 

I 
N ORDER TO SERVE the pro -social 
ideal of peaceful, unselfish, coop- 
erative behavior, pro -social pro- 
gramming would feature, for ex- 
ample, "television characters who 

solve problems in non -aggressive ways" 
and "television characters who cooper- 
ate with each other, who openly express 
their feelings, who devote their energies 
to helping other people." Pro -social pro- 
gramming would alter, often drastically, 
traditional story -telling devices. In the 
ACT Guide to Children's Television, 
which was written "with the cooperation 
of the American Academy of Pediatrics," 
Evelyn Kaye points out that "construc- 
tive" children's stories would show supe- 
rior evil forces overcome by means of 
"thoughtfulness, cooperation, or rea- 
son," rather than by "magic, cunning, or 

Group -minded kids 
would resemble 
those Japanese 

workers so admired 
by U.S. 

businessmen. 

cheating"-traditional modes of besting 
giants and wizards who violate the pro - 
social rules. 

Group -minded, industrious, and self- 
effacing, the pro -social child envisioned 
by the critics of children's television 
bears a curious resemblance to those Jap- 
anese workers so much admired of late by 
American businessmen. 

Determined to "socialize" children 
and provide them with "strategies for 
coping with an increasingly complex 
world," the critics of children's television 
also prefer factuality to fantasy and real- 
ism to rowdy comedy. Slapstick, for one 
thing, is excessively aggressive, while 
fantasy the critics tend to regard as de- 
ceiving. As Peggy Charren puts it in 
Changing Channels: "Children need to 
understand that many of the things they 
see on TV do not happen in real life. Real 

Most group -minded of all, 
NBC's Smurfs depend on 
each others' specialties. 

people do not fly or disappear or walk 
through walls." The critics prefer pro- 
grams that "reflect our own reality"- 
programs, for example, that would make 
children more aware of the people "who 
carry out the basic tasks of American so- 
ciety," such as blue-collar workers and 
sales personnel. They also prefer stories 
that show black and Hispanic characters 
in positions of leadership. 

This kind of sanitized "realism" bears 
a striking resemblance to what was taught 
in the "progressive" schools of the 1940s, 
described by David Reisman in his cele- 
brated work The Lonely Crowd as "agen- 
cies for the destruction of fantasy," 
where "fairy tales are replaced by stories 
about trains, telephones, and grocery 
stores and later by material on race rela- 
tions or the United Nations or 'our Latin- 
American neighbors.' " 

Lastly, the critics of children's televi- 
sion have taken great pains to demon- 
strate to the nation's parents that what- 
ever is not pro -social is physically and 
mentally harmful to their children. Work- 
ing closely with pediatricians and child 
psychologists, the critics contend that 
frightening stories and fearsome villains 
make children "anxious" and give them 
nightmares. Citing studies that show 
"some children" cannot distinguish an 
animated cartoon from real life, the crit- 
ics demand the elimination of any rowdy 
or unreal actions that a deluded child 
might imitate at his peril, as in the ex- 
treme instance of children jumping off 
roofs thinking they are Superman. In this 
way the critics can demand on the 
grounds of safety the curtailment of "ag- 
gressive" actions that they disfavor, in 
any case, on pro -social grounds. 

More persistently, the critics of chil- 
dren's television have tried to marshal in- 
controvertible scientific proof that view- 
ing violent action on television incites 
violent behavior in children. The proof 
has not been forthcoming. The most posi- 
tive conclusions are hedged and cautious, 
as in the assertion that "there is evidence 
to support the theory that watching de- 
structive cartoons leads to destructive 
play." Other studies give exactly the op- 
posite results. As Cecily Truett, a former 
PBS official, ruefully noted in Television 
& Children, "Studies on the effects of vi- 
olence on children's behavior are incon- 
sistent and inconclusive." Completely 
undaunted by these disappointing 
results, the critics of children's television 
remain determined to root out televised 
violence and destruction. 

In their hostility to violent deeds and 
powerful emotions, the critics of chil- 
dren's television bear a remarkable re- 
semblance to those bowdlerizing turn -of - 
the -century schoolmarms who used to 
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march through Grimms' fairy tales snip- 
ping out cruelty and cutting down ogres in 
the name of "mental hygiene." 

THAT RESEMBLANCE. more than 
anything, made me suspicious 
of the pro -social standard. 
In defending the fairy tales 
from the censorious school- 

marms, England's G.K. Chesterton of- 

fered a memorable insight into the psy- 
chology of children and of the ancient 
children's stories. "Fairy tales," wrote 
Chesterton, "do not give the child the 
idea of the evil or the ugly; that is in the 
child already because it is in the world 
already. Fairy tales do not give the child 
his first idea of bogey. What fairy tales 
give the child is his first clear idea of the 
possible defeat of bogey." Instead of pro- 
tecting children from unhealthy fears, the 
bowdlerizers of the fairy tales were de- 
priving them of much -needed hope, the 
hope that the ghouls beneath their beds 
and the monsters in their closets have 
forms and faces, and that there is a cham- 
pion who can best them, if not by 
"thoughtfulness, cooperation, or rea- 
son," then somehow or other-perhaps 
with a sword. The fairy tales, as Chester- 
ton understood them, exposed the 
schoolmarms as the children's false 
friends. I strongly suspected that they 
might shed the same merciless light on 
today's pro -social critics and, more im- 
portant, on the real merits and defects of 
children's television. 

I thought I knew where such light could 
be found. In 1976 Bruno Bettelheim, an 
eminent child psychologist and one of the 
shining spirits of our time, published a 
book entitled The Uses of Enchantment: 
The Meaning and Importance of Fairy 
Tales. It is a rich and difficult work (espe- 
cially after reading the banalities of the 
pro -social), the fruit of high intelligence, 
long reflection, and deep compassion for 
children-the work of an "informed 
heart," to borrow the title of Dr. Bet- 
telheim's own account of what he learned 
about himself and his fellow man in the 
hellhole of a Nazi concentration camp. 

In The Uses of Enchantment, Bet- 
telheim shows how irrelevant to the real 
needs of children the pro -social enter- 
prise turns out to be. "Since the child at 
every moment of his life is exposed to the 
society in which he lives, he will certainly 
learn to cope with its conditions, pro- 
vided his inner resources permit him to 
do so." In concentrating on mere out- 
ward behavior (cooperating, helping oth- 
ers), proponents of the pro -social neglect 
the child himself-the fearful, struggling 
child "with his immense anxieties about 
what will happen to him and his aspira- 
tions." The difficulties a child faces seem 

Fairy tales come to 
the rescue of 

children, giving 
hope that bogeys 
can be defeated. 

to him so great, his fears so immense, his 
sense of failure so complete, says Bet- 
telheim, that without encouragement of 
the most powerful kind he is in constant 
danger of falling prey to despair, "of com- 
pletely withdrawing into himself, away 
from the world." What children urgently 
need from children's stories are not les- 
sons in cooperative living but the life-sav- 
ing "assurance that one can succeed"- 
that monsters can be slain, injustice 
remedied, and all obstacles overcome on 
the hard road to adulthood. 

Fairy tales can help provide the inner 
strength to grow up, notes Bettelheim, 
only because they are fantasies. The 
menace of despair weighs so heavily on a 
child that "only exaggerated hopes and 
fantasies of future achievement can bal- 
ance the scales so that the child can go on 
living and striving." "Realistic" stories, 
he says, cannot give children inner 

Three siblings and a living 
cube, not any individual, are 
the collective hero of ABC's 
Rubik's Cube. 

strength because they can offer only pe- 
destrian hopes and mundane triumphs. 
They inform without nourishing, like the 
"educational reports" and "social stud- 
ies" that the pro -social critics demand of 
children's television as part of their curi- 
ous campaign to make blissful Saturday a 
sixth day of school. 

Fairy tales can "come to the rescue" of 
children, moreover, only because their 
fearsome, fantastic dangers are rooted in 
a child's real fears-the fear of being lost 
or abandoned; the dread of monsters, 
which represent to the child, says Bet- 
telheim, the monstrous side of himself, 
the side he must learn how to master. 
Fairy tales, in a word, are meant to be 
scary. If they do not frighten, they do not 
work, for overcoming a flimsy danger 
gives a child no real assurance. 

In the fairy tales, the hero of the story 
struggles alone. This, too, is an essential 
feature, for without it the fairy tales could 
not fulfill their task of helping the child 
"go on living and striving." The lonely 
hero offers the child "the image of the 
isolated man who is nevertheless capable 
of meaningful achievement." His isola- 
tion mirrors the isolation every child feels 
in the face of his real terrors. The hero's 
ultimate triumph provides the heart - 
swelling promise that the child, too, will 
find inner strength when he ventures 
forth on his own. 

Lastly, the fairy tales help rescue the 
child from despair with their trium- 
phantly happy endings-gaining a king- 
dom, winning a peerless spouse, van- 
quishing all foes. "Without such 
encouraging conclusions, the child, after 
listening to the story, will feel that there is 
indeed no hope of extricating himself 
from the despairs of life." No happy end- 
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ing is complete, moreover, unless the 
wicked are severely punished. To a child, 
says Bettelheim, only severe punishment 
truly fits the terrible crimes he believes 
are committed against him-which, in his 
own view, go utterly unpunished. The 
punishment of the wicked is welcome 
proof to the child that he, too, will find 
justice one day; the great world will not 
let him down. "The more severely those 
bad ones are dealt with, the more secure 
the child feels." Thus, the fairy tales 
(speaking through Bettelheim's deep, 
tender analysis) answered my question 
about the significance of mercy in a chil- 
dren's story. Quite simply, it is adultera- 
tion: something adults foist upon children 
at the children's expense. 

By conjuring up fearful dangers, lonely 
trials, and justice triumphant, the fairy 
tales give children strength for their ardu- 
ous journey to the kingdom of adulthood. 
Like wise and loving parents, these an- 
cient, universal tales serve the true inter- 
ests of children as distinct from the inter- 
ests of society, which cares nothing about 
the inner strength of its members, but 
only about their outward conformity. The 
fairy tales are not pro -social. What they 
are is pro -child. They stand guard against 
the adulteration of childhood by society's 
overzealous agents. 

HOW PRO -CHILD Would chil- 
dren's television turn out to 
be, I wondered, when at last 
I felt ready to return to the 
animated cartoon world of 

Saturday -morning television? With eyes 

A lone person 
is helpless, 

the cartoons say, 

and the group 
is strong and kind. 

sharpened by The Uses of Enchantment, 
I discovered the astonishing answer 
quickly enough. Every essential element 
that makes it possible for fairy tales to 
give children inner strength, hope, and 
security is absent today from children's 
TV. 

The hero of children's television is not 
a person at all. It is the ubiquitous group. 
The group is five dogs roaming the world; 
two frogs and a turtle solving crimes; two 
teenagers and two dogs unmasking vil- 
lains; a team of young gymnasts and their 
ghetto -smart leader; three chipmunks; an 
explorer, his niece, and a cowardly lion; a 
village of minuscule dwarfs; an island of 
minuscule monkeys; a team of tree - 
dwelling elves. 

In this group -dominated world, deeds 
are group deeds, and motives, group mo- 
tives. It is the group that faces the dan- 
gers and the group that emerges trium- 
phant, demonstrating its invincible 

The goofy ghosts of Pac-Man 
and other Saturday -morning 
villains mock children's real 
fears. 

strength. The sources of group strength 
are constantly made clear through social 
backchat among the group members. 
Their discussions of tolerance, team- 
work, and the evils of vanity and selfish- 
ness often rival, and sometimes over- 
whelm, the action. The sources of group 
weakness are also made clear. In Satur- 
day's group -minded world, the noncon- 
formist is an obnoxious complainer. In 
the Smurfs, he is Grouchy. In Dungeons 
and Dragons, he is Eric, the sneering 
sourpuss who constantly derides the 
group's judgment. In every conceivable 
way, children are taught the pro -social 
virtues of cooperation, self-effacement, 
and subservience to the group. 

The "image of the isolated man who is 
nonetheless capable of meaningful 
achievement"-so important to the 
child, so useless to society-rarely 
crosses the screen on Saturday morning. 
Even when the group must split up to per- 
form special tasks, nobody goes forth 
alone. Like an army unit, the group, 
when it splits, divides into squads. That 
an isolated being may be capable of 
meaningful achievement is an idea kept 
from the children as though it were a se- 
cret of state. If, as the fairy tales tell us, a 
child learns to have faith in his own inner 
strength through fantastic tales of lone 
heroes, then children's television system- 
atically deprives children of that faith. 

What is even worse, it actively sub- 
verts a child's faith in his own inner 
strength. On Saturday -morning televi- 
sion, practically the only thing a lone be- 
ing can do is fall prey to wizards, wicked 
adults, and master criminals. On Satur- 
day -morning television, the most vivid 
"image of the isolated man" is that of a 
hapless victim whom the group decides to 
rescue. The group -rescue motif is one of 
the main devices of children's television, 
and its primary message is perfectly 
plain: The lone individual is weak and 
helpless; the group is strong and kind. 
Several programs dramatize this seduc- 
tive message by making one of the 
group's members a slightly comical cow- 
ard whom the group treats with bemused 
toleration; the group has strength enough 
for all. 

This kind of reassurance is sweet con- 
solation to children (including my own), 
but it is treacherous and baseless, the 
most insidious kind of false comfort. In 
real life, no gang can help a child master 
the deep anxieties that beset him. In real 
life, cowardice is not in the least comical, 
for every child knows in his heart how 
desperately he needs courage. Like the 
sugary cereals the pro -social critics are 
forever assailing, this kind of sugary, pro - 
social reassurance sweetens subservi- 
ence and weakens the child. 
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Children's television doles out equally 
poisonous comfort with its treatment of 
danger. Whereas the fairy tales confront 
the terrors of childhood by showing great 
perils overcome, children's television 
deals with those terrors by making light of 
them. The out -of -shape wizard who had 
puzzled me at first proved to be merely 
one example of television's massive falsi- 
fying of children's fears. With the consis- 
tent exception of two programs, Dun- 
geons and Dragons and The Littles, the 
bogeys and perils of Saturday -morning 
television have little or no power to 
frighten. 

Often the villains are deliberately por- 
trayed as inept clowns. The Grumplins 
are manifestly too silly to do the Mon - 
chichis any harm. Dragons are drawn 
with goofy faces, or they trip over their 
tails as soon as they breathe fire. "Isn't 
danger funny!" these shows seem to say. 

On the more "realistic" programs, 
children's fears are mocked outright: A 
disguised villain, seemingly scary and 
phantasmal, is unmasked at the end, re- 
vealing a run-of-the-mill crook. The two 
teenagers and two dogs on Scooby-Doo 
reveal that the "Hound of the Baker - 
villes" is only the caretaker disguised. Ri- 
chie Rich reveals that the "Phantom of 
TV" is merely a security guard at the 
broadcasting studio. This kind of un- 
masking is petty rationalism at its worst. 
It does no good whatever to call a child's 
fears groundless. It only makes his de- 
mons all the more terrible, since the child 
sees no way to overcome them. 

These cartoons seldom present the 
kinds of dangers that spring from the real 
fears of childhood. Bank robbers and 
master criminals are not rooted in chil- 
dren's primordial fears. They are merely 
cartoon copies of adult television. 
Wicked witches and evil stepmothers do 
rise up from childhood's primordial 
depths, but during many, many hours of 
watching Saturday television, I saw not a 
one of them. Rooted in the child's pas- 
sionate life in the family, these mother 
figures (as Dr. Bettelheim shows) are 
much too potent, it seems, for the anti- 
septic world of children's television. In 
the great majority of children's shows, 
the family does not exist at all, perhaps 
because it is the only group that deeply 
matters to the child. The characters in 
most children's television shows dwell in 
a kinless, bloodless limbo drained of all 
real emotion. 

Even the pro -social campaign against 
"aggression" and "violence" ends by be- 
traying the real interests of children. Out 
of fear of encouraging "aggressive" be- 
havior, it deprives children of the very 
promise of justice itself. In the sanitized 
world of children's television, the wicked 

Seldom do 
the cartoon plots 

cleal with kids' 
most profound 

fears and passions. 

are merely foiled, the scene quickly 
changes, and they are left scot-free, pre- 
sumably because punishment would be 
too "violent." So children's television, 
which gives children no faith in their own 
inner strength, which gives them no hope 
that their demons will be bested, robs 
them of the precious assurance that jus- 
tice will be theirs when they, too, venture 
into the great world. You must put no 
faith im yourself, says children's televi- 
sion: You must put no faith in an unjust 
world; the group alone can save you. This 
is a very strange lesson to teach a free 
people's children. 

HEN I FIRST READ the 
pro -social critics, I as- 
sumed that they were 
lonely voices in the 
video wilderness. Yet 

nothing could be further from the truth. 
The pro -social standard dominates chil- 
dren's television. As one veteran chil- 
dren's show producer, David de Patie, 
put it four years ago: "The greatest 

The group idea operates even 
in Pac-Man, where the spheri- 
cal character works in a Pac- 
land bureaucracy, protecting 
the community from harm. 

changes [in children's television] are be- 
cause of the ladies in Boston-Action for 
Children's Television. I think they have 
exerted a great influence." Rigid network 
codes, I learned, rigorously enforce the 
pro -social standard by eliminating "ag- 
gression" and emasculating danger. "To- 
day, networks red -pencil any prolonged 
action that would so much as make a palm 
sweat," notes Gary Grossman in Satur- 
day Morning TV. One network code rules 
that if a building is damaged in the course 
of an episode it must be repaired by the 
episode's end. The networks' "program 
practices" departments-the censors- 
also enforce with rigor the pro -social 
stricture against dangerously "imitable" 
behavior. One network cut out a scene 
showing a pussy -cat character hiding 
from a monster in a dish of spaghetti on 
the grounds that some child might dunk 
his cat into pasta as well. "I can't even 
have a character throw a pie in some- 
body's face anymore," says Joseph Bar- 
bera, the most prolific producer of chil- 
dren's cartoon shows. "The reason is 
simple. It's imitable, and the networks 
say we can't do anything bad that a child 
might imitate. It's gone that far." 

The pro -social may not be esteemed, 
but it is certainly feared. When I inter- 
viewed a children's programming execu- 
tive, she quickly assured me (supposing 
me to be a snoop from pro -social head- 
quarters) that her network was dedicated 
to promoting "positive values" such as 
"cooperation as a group," "teamwork," 
and "working together," and that it duti- 
fully showed characters "resolving con- 
flicts within the group" while scrupu- 
lously putting "self=shness" and 
"bellyaching" in a "negative" light. Only 
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when I hinted that my preferences lay 
elsewhere did she feel free to tell me how 
"browbeaten" by the codes the script- 
writers felt and how hard it was, under 
the rules, to establish "emotional contact 
with the child." The pro -social has be- 
come a despotic little orthodoxy. 

Interestingly enough, you would never 
know this from reading the pro -social lit- 
erature. When a leading critic assails Sat- 
urday -morning television in 1982 as an 
"animated world of meanness and may- 
hem," who would ever suspect that the 
networks had paid the pro -social any 
heed whatever? 

This, too, struck me as a little strange, 
because it cuts off a question that would 
arise naturally in people's minds if they 
knew how thoroughly the pro -social 
forces have triumphed. The question is: 
How did a band of pedagogues, "ladies in 
Boston," and professors of human devel- 
opment manage to wield so much power? 
The question would open up interesting 
lines of inquiry. It would lead back from 
the pro -social critics to the real wielders 
of power who have promoted the pro -so- 
cial cause. It would lead, as I discovered, 
to powerful federal officials such as the 
Federal Communications Commission 
member who, in 1968, invited parents to 
sue the networks if they thought televi- 
sion had harmed their children-an invi- 
tation to the most overwrought, irrespon- 
sible, and censorious parents to help the 
government bowdlerize children's TV. It 
would lead back to still more powerful 
political figures, such as Senator John 
Pastore of Rhode Island, a former chair- 
man of the Senate Commerce Commit- 
tee's powerful communications subcom- 
mittee. In 1972 Senator Pastore put the 
frightened networks on notice that he and 
his senatorial colleagues would no longer 
tolerate television's "endless repetition 

Alarmed by I960s 
protests, leaders 
looked to TV to 

help model a more 
docile youth. 

of the message that conflict may be re- 
solved by aggression." It was behind Pas- 
tore's well -organized assault on televised 
aggression, begun in 1968, that the pro - 
social critics gathered their forces. His 
victory became their victory. 

Interestingly enough, while Senator 
Pastore was forcing the networks to cut 
down on "aggression" for the sake of the 
children, he remained a diehard sup- 
porter of the Vietnam War. Here was a 
powerful public man who approved of B- 
52 bombers blowing women and children 
to bits while frowning on Bugs Bunny as 
an incitement to violence. Nor was Pas- 
tore the first bellicose senator to cam- 
paign against televised violence. His 
predecessor in this work was the infa- 
mous Thomas Dodd of Connecticut, who 
was as determined to rid television of 
"aggression" as he was to see America 
girded for war in every corner of the 
globe. 

That those two senators should have 
worried so greatly about televised vio- 
lence struck me, I confess, as a very odd 
coincidence. Pondering that coincidence 
brought dark suspicions to my mind. I 

wondered whether the Dodds and the 
Pastores were really worried about tele- 
vised "aggression" at all, or whether, 
perhaps, they harbored concerns of a 
very different kind. Their timing alone 
was worth considering. While these two 
war -minded worthies were fretting over 
fisticuffs on Wagon Train, a vast rebel- 
lion against official violence and official 
aggression was taking place in America, a 
vast protest in the cause of peace, a vast 
uprising against the war policies that the 
Dodds and the Pastores had so ardently 
supported for so many long years. For 
the first time in more than half a century, 
private citizens in America were demon- 
strating that they still had the inner 
strength to think for themselves, to judge 
for themselves, and to act for themselves. 
That demonstration profoundly shocked 
the established political leaders of the 
country, especially old-line machine poli- 
ticians like Senator Pastore. 

FlNTRENCHED IN POWER for 50 
years, unchallenged by a 
people grown pliant and 
credulous, the nation's star- 
tled leaders suddenly found 

themselves facing a great democratic re- 
volt against their power and prerogatives. 
It was plain enough what the nation's 
leaders needed to put their challenged 
power on a more secure and lasting basis. 
They needed a citizenry more prone to 
obedience and less prone to act for them- 
selves than young Americans so surpris- 
ingly had turned out to be. It was clear, 
too, that the traditional anarchy of chil- 
dren's television, with its knockabout 
comedy, irreverent clowns, and head- 
strong heroes, had done nothing to aid 
and abet the nation's leaders. It seemed 
to me, therefore, that when Pastore 
struck his decisive blow for pro -social 
children's television, what he was really 
asking the networks to do was make a 
more positive contribution to the indoc- 
trination of America's children, to play a 
more systematic role in modeling a more 
docile and subservient people. 

Such was my suspicion, and it seems to 
me far from groundless, for this is pre- 
cisely what pro -social television attempts 
to accomplish. It is systematic training 
for personal weakness and social subser- 
vience. It promotes conformity and saps 
inner strength. It teaches the children of a 
free people (whose ignorance thus men- 
aces their liberty) to look to the group for 
their opinions and to despise those who 
do not do the same. Out of a pretended 
fear of "aggressiveness," it would de- 
prive a free people of the very inner force 
and self-assurance they need to stand up 
and fight for their rights. 

Is this not a little sinister? 
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THE 
RELUCTANT 

DOCTRINE 
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AFEW WEEKS AGO, a friend re- 
counted a meeting of news- 
paper executives whose 
topic was their growing con- 
cern about the public's atti- 

tude toward the press. At one point dur- 
ing the meeting, a lawyer voiced the fear 
that something similar to broadcasting's 
Fairness Doctrine might one day be ap- 
plied to the newspaper industry. My 
question to him was, "What Fairness 
Doctrine?" 

Complaints still pile up at the Federal 

Stuart Sucherman is executive director 
of the Media and Society Seminars at Co- 
lumbia University and executive pro- 
ducer of the PBS series, The Constitu- 
tion: That Delicate Balance. 

In the rule book, the 
Fairness Doctrine is down 
in black and white, but in 
practice it's fading away. 

by Stuart F. Sucherman 

Communications Commission (in 1981, 
the last year the FCC kept separate Fair- 
ness and Equal Time figures, there were 
almost 6,000 grievances). The procedural 
enforcement mechanisms are still in 
place, but the doctrine seems to have died 
a natural and unnoticed death. Since 1976 
the commission has not penalized any 
station for a Fairness complaint, and 
there has been no major Fairness case 
since 1974. What happened? 

There seem to be a number of opinions 
about that. Pro -Fairness Doctrine disci- 
ples argue that the very existence of the 
Fairness Doctrine keeps broadcasters by 
and large acting in a fair and responsible 
fashion. 

Another, probably more plausible ar- 
gument is that from the beginning the 

doctrine did not have any practical viabil- 
ity. Proponents of this theory maintain 
that we are merely witnessing the doc- 
trine's death after a 35 -year illness, 
caused by obscure reasoning and the 
complaining party's historically crushing 
procedural burdens. 

In order to understand exactly what 
has died, one has to conjure up an overall 
picture of the beast. If this were a political 
cartoon, I would draw all of the FCC reg- 
ulations on content as a huge lumbering e 
dragon with many heads. On the right 
side of this dragon's body are the heads., 
relating to politics and elections: Equal L5 

Time, reasonable access for political can- 
didates, etc. On the beast's left side are Lt; 

the Fairness Doctrine heads: Basic Fair- § 
ness, personal attack, and some smaller 
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ones, such as political editorializing, 
which are similar to the heads on the right 
side. The heads on the left side are atro- 
phying, while the political parts seem to 
be prospering. 

The head in the worst shape is the one 
relating to the Fairness Doctrine. That is, 
a broadcast licensee's obligation to de- 
vote a reasonable amount of its program- 
ming to the coverage of controversial is- 
sues of public importance, and to afford 
reasonable opportunity for the expres- 
sion of opposing viewpoints. Often con- 
fused with the Equal Time Rule, which is 

concerned only with elections, this con- 
cept has been floating around the broad- 
cast industry for decades. While reason- 
able on its face (who could be against 
broadcasters producing programs on 
controversial issues and being fair while 
doing it?), the doctrine cannot be en- 
forced without raising the danger of gov- 
ernment intrusion into the editorial pro- 
cess. As a result, almost as soon as the 
commission enunciated the doctrine, it 
began an elaborate semantic and proce- 
dural dance away from it. 

Early on it was established that a li- 

censee's fairness not be judged on the ba- 
sis of a single program but by his overall 
programming on a particular issue or con- 
troversy. So a single program or series of 
programs could be totally biased toward a 
particular point of view, as long as some- 
where in the schedule contrasting view- 
points were presented. 

The commission's next series of dance 
steps away from the doctrine was to in- 
vent an elaborate, confusing, and totally 
inconsistent game of defining the words 
that make it up: What is the "issue" 
raised in a particular program? When is 
an issue "controversial" or of "public im- 
portance"? What is a "contrasting" or 
"conflicting" viewpoint? There are liter- 
ally thousands of pages of decisions in 
FCC files that come to some peculiar 
conclusions. For instance, in its desire to 
avoid enforcement, the commission 
found that a program entitled Hunger: A 

National Disgrace did not "raise the is- 
sue" of whether hunger is a national dis- 
grace: similarly, a discussion of fluorida- 
tion in a segment on dental care did not 
"raise the issue" of fluoridation. 

In trying to cope with material that 
would make Alice's conversation at the 
Mad Hatter's tea party seem like lucid 
discourse, the commission then devel- 
oped a standard relying heavily on a li- 

censee's "reasonable judgment." If the 
licensee made a "reasonable judgment" 
on the thrust of an issue, choosing an ap- 
propriate spokesman and allowing an ad- 
equate amount of time for the opposition, 
the commission would in all likelihood 

As soon as it 
proclaimed the 

doctrine, the FCC 
began to waltz 
away from it. 

walk away from the controversy. 
In 1974 NBC clashed with the FCC and 

Accuracy in Media (AIM) about a pro- 
gram entitled Pensions: The Broken 
Promise. In a fascinating, bewildering, 
often raucous series of hearings, federal 
court rulings, and en banc proceedings, 
the U.S. Court of Appeals for the District 
of Columbia came to the conclusion that a 
hard-hitting, aggressive, investigative 
documentary that won numerous awards 
and that may have been responsible for 
new legislation involving pension reform, 
did not deal with a "controversial issue of 
public importance." While the case was 
mercifully allowed to expire, in a form of 
legalistic euthanasia, it left a frustrating 
legacy for lawyers, regulators, and espe- 
cially NBC. which had to pay hundreds of 
thousands of dollars in legal fees for pro- 
ducing material far better than normal 
network fare. 

The second and possibly more impor- 

tant set of FCC decisions strangling the 
doctrine have been those placing extraor- 
dinary procedural burdens on persons or 
institutions bringing Fairness com- 
plaints. To begin with, the complainant 
must show that a station has not provided 
reasonable opportunities for contrasting 
viewpoints. Since the station has no obli- 
gation to show transcripts of all its pro- 
gramming, a person seeking to win a Fair- 
ness Doctrine complaint must monitor 
the station for months and months to sup- 
port the claim that conflicting viewpoints 
have not been presented. The end result 
is that unless the complaining party is 

made up of crazed, monomaniacal insom- 
niacs who have nothing better to do than 
watch the licensee's programs for months 
on end, chances of winning a traditional 
Fairness complaint are practically zero. 

As indicated earlier, certain adjuncts 
of the Fairness Doctrine remain alive and 
well. The so-called Cullman Doctrine 
(under which broadcasters must give free 
time to counter paid political advertise- 
ments in the absence of any other presen- 
tation of conflicting viewpoints) remains 
strong, particularly regarding ballot 
propositions and referenda. But if you 
look closely, Cullman is fairly political. 
The rules applying more generally to the 
Fairness issue seem to have died, and no- 
body has noticed. It just may be that over 
the years the commission came to some 
form of communal subconscious recogni- 
tion that it was just too dangerous to have 
lawyers, tribunals, regulators, and judges 
knee-deep in what, after all, are editorial 
judgments. 

Aß' 

/ 

z 

Cß5 

CA ßL 

EARTHS ATMOSPHERE 

Ngc 

C. 11 A t`9/ß E 1. S 51 M A R/ A P R' zi 4 

www.americanradiohistory.com



They're portrayed night after night as billionaires, 
bombers, and belly dancers. 

ARABS 
TV's Villains of Choice 

by Jack G. Shaheen 

TURN TO ANY CHANNEL, to any 
show from Alice to Hart to 
Hart. Billionaires, bombers, 
and belly dancers are virtually 
the only TV images of Arabs 

that Americans ever see. 
Our perceptions come from four myths 

about Arabs: They are fabulously 
wealthy; they are barbaric and uncul- 
tured; they are sex maniacs with a pen- 
chant for white slavery, and they are 
prone to terrorist acts. Yet just a little sur- 
face probing reveals that these notions 
are as false as the assertions that blacks 
are lazy, Hispanics dirty, Jews greedy, 
and Italians all Mafia types. 

Extensive interviews with television 
executives suggest that they permit Arab 
stereotypes because they have run out of 
other villains. Hollywood films preserve 
traditional stereotypes, and television 
follows Hollywood's lead. 

Some might argue that television has 
stereotyped most ethnic groups, and not 
just Arabs. But through organized pres- 
sure, many of these images have been re- 
placed: The popular comedy Benson fea- 
tures a black as the savvy, sophisticated 
aide to a governor. Chico and the Man 
featured a Hispanic in a leading role as a 

Jack G. Shaheen is professor of commu- 
nications at Southern Illinois University. 
His book, The TV Arab, will be published 
this year by the Popular Press. 

tough, lovable Los Angeles Chicano. 
And Captain Frank Furillo of Hill Street 
Blues is the Italian -American Eliot Ness, 
just the right blend of law -and -order cop 
and compassionate civil servant. Arabs 
have not received the same second look 
as these groups. 

Grotesque Arab images often appear in 
TV dramas. In one episode of Charlie's 
Angels, Arab terrorists attempt to mur- 
der an Arab delegation as well as scores 
of innocent Americans. 

In The Powers of Matthew Star, "Mr. 
Moustafa" tries to purchase the services 
of kidnapped American geniuses. 

In Hart to Hart, Arab dignitaries try to 
assassinate their king. 

In Small & Frye, the detectives jeer: 
"You can tell the man's an Arab. He stole 
the bedsheets from the Aladdin Hotel." 

In Callahan, an ABC pilot program, a 
mythical oil -rich Arab nation's symbol- 
a dagger-is stolen. If the dagger isn't 
found, the Arabs will "shut off" Ameri- 
ca's oil supply. 

In a Cagney & Lacey episode, we see 
the policewomen dupe an arrogant, oil - 
rich Arab who has run over an American 
Jew with his Rolls Royce, which bears a 
license plate reading "OILBUX." The 
Arab has diplomatic immunity. He won't 
pay his victim's hospital bills. And he 
can't be arrested. An angry Cagney says: 
"You know what ticks me off, inspector? 
In this guy's country you steal a piece of 

fruit off a cart and they cut your hand off. 
He comes over here and ... nearly kills a 
man. And we can't even touch him." 

On visiting the Arab's embassy, the 
women are served Arabic coffee and 
Lacey complains, "Ohhhhh, how do they 
drink this stuff?" Cagney replies, "It's a 
ritual of politeness." The women laugh. 
Lacey then dumps her coffee into the 
nearest flower pot. 

Eventually, the two outsmart the Arab, 
who agrees to pay the hospital bills and 
gives the officers a $500 donation to a 
"worthy charity-the United Jewish Ap- 
peal." 

What if the writer had switched the 
characters' identities? Would it be ac- 
ceptable to telecast a program that shows 
a rich Jew running down an Arab? 

Television comedy, too, has its share of 
anti -Arab barbs: Bob Hope, for example, 
in his 1982 Pink Panther/Thanksgiving 
Special, said, "Not everyone in Beverly 
Hills has a turkey. The Arabs sacrifice a 
goat." 

When Mork prepares a Moroccan meal 
for Mindy in a Mork and Mindy episode, 
he insists they eat with their fingers. First 
they wash their hands in dishwashing li- 
quid. "Feet next," chuckles Mork. Sil- 
verware is a no -no because "all the silver- 
ware in Morocco is used to break out of 
prisons." Mindy gags on the food. Mork 
sighs, "It's so hard to get fresh camel lips 
in Boulder." 
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In an episode of Condo, a sitcom de- 
signed to "throw some light on a few of 
our prejudices," James asks his Hispanic 
friend, Jesse, "Where do all the million- 
aires come from?" Replies Jesse, "Saudi 
Arabia. They come over here and buy up 
everything." 

"The great enemy of truth is very often 
not the lie-deliberate, continued, and 
dishonest-but the myth-persistent, 
persuasive, and unrealistic," said Presi- 
dent John F. Kennedy. Here are a few of 
the myths that TV writers employ about 
Arabs: 

Arabs are buying up America. In re- 
ality, European nations and Canada ac- 
count for 80 percent of foreign invest- 
ment in the United States, according to 
U.S. government reports. Direct invest- 
ment by OPEC countries amounts to less 
than one-half of 1 percent of all foreign 
investment. Arabs buy less than 1 per- 
cent of the American agricultural land 
sold annually. 

Arabs are fabulously wealthy. The 
average gross national product of per - 
capita income in the Arab world, notes 
the U.S. Department of Commerce, is 
about $1,000 a year, or one -eighth the 
per -capita gross national product of the 
United States. Those Arab countries in 
which the per -capita income reaches that 
of the United States-Kuwait, United 
Arab Emirates, Libya, Qatar, and Saudi 
Arabia-represent no more than 8 per- 
cent of the total population of the Arab 
world. 

OPEC's members are all Arab. Only 
seven of the 13 member nations of the 
Organization of Petroleum Exporting 
Countries are Arab. Of the five largest 
oil -producing nations, only one, Saudi 
Arabia, is Arab. 

Iranians are Arabs. Iranians are Per- 
sians. They are not Semites, as Arabs 
are. They are Aryans who moved into the 
Persian plateau in the 17th century B.C. 
They do not speak Arabic, but Farsi, an 
Indo-European tongue that shares sev- 
eral characteristics with Western Euro- 
pean languages. 

All Palestinians are terrorists. The 

In one show, an Arab runs over a Jew with 
his Rolls Royce. But would it have played if it 
had been a rich Jew running over an Arab? 

Palestinian population is made up of more 
than four million peace -loving people 
who, like the once -scattered Jews, be- 
lieve they have a historical right to a 
homeland. Explains an Israeli official: 
"Since 1948, out of approximately 

Scriptwriters stereotyped an oil baron in 

an episode of Alice. 

450,000 Israeli Arabs, only about 400 
have joined `terrorist' groups. The num- 
ber of Palestinians holding university de- 
grees is exceptionally high." And a 1982 
issue of Time magazine reported, "Their 
industry and zeal for learning have 
earned them the sobriquet 'the Jews of 
the Arab world.' " 

"I think the Arab stereotype is attrac- 
tive to a number of people," says James 
Baerg, director of program practices for 
ABC-TV. "It is an easy thing to do. It is 
the thing that is going to be most readily 
accepted by a large number of the audi- 
ence. It is the same thing as throwing in 
violence when an episode is slow." 

"I don't have any explanation for ster- 
eotyping other than that it's easy," says 

Producers admit the easy way out 
for a writer in search of a bad guy 

is simply to dress someone in a burnoose. 

Harve Bennett, producer of The Bionic 
Woman and The Six Million Dollar Man. 
"Let me put it to you this way. Do you 
know how to play charades? Television is 
one great charade. You don't go for the 
meat of the material. You do a pantomime 
of a guy in a burnoose. It's sign language. 
It saves the writer the ultimate discom- 
fort of having to think." 

He also notes that the television me- 
dium itself often forces the writer to give 
subjects and characters only cursory 
treatment. "Sometimes, unthinkingly 
and under deadline pressure in a medium 
that has no lead time, everyone tends to 
think in quick solutions." 

Some television officials say it would 
help if more Arabs worked in television. 
"Sure, if Arabs were writing, producing, 
and directing a lot of shows, you'd see 
more Arabs," says Alan Rafkin, execu- 
tive producer of the popular comedy One 
Day at a Time. "If we had an Arab work- 
ing on One Day, he might say, `Excuse 
me, Alan, we're not all rich. We don't all 
do the same things.' " 

Scriptwriter Irving Pearlberg thinks 
Arabs should form a television -monitor- 
ing group similar to the ones other minori- 
ties have. "Any minority group that has 
achieved anything [in broadcasting] has 
done it through organized pressure," 
says Pearlberg. "The Jews, the blacks, 
the gays have, and the Chicanos a little." 

But whom to pressure? "Go to the top, 
to the networks," advises Pearlberg, 
"because whatever pressure they exert 
goes downward and would affect every- 
thing. You should get to a point where a 
broadcast standards division of any net- 
work will say, 'No, we will not accept any 
reference to camel jockey. We will not 
accept anything that can be construed as 
anti -Arab.' If that can be done, I think the 
battle is half won." 

As TV comedian Milton Berle said in 
1951, "There is no room for prejudice in 
our profession." The distorted TV im- 
ages of Arabs should be taking their place 
in video heaven alongside other stereo- 
types-the black domestic, the savage 
American Indian, the dirty Hispanic, and 
the Italian -American mobster. 
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Some of the most startling 
stories on television today are 
taken right from the pages 
ut Jlother Jones... yesterday. 

Emmv-winner 60 -Minutes 
took our cue on the explosive 
Ford Pinto and on the Dalkon 
Shield, the contraceptive that 
does more harm than good. 

PBS read our story called 
"The Corporate Crime of the 
Century" and turned it into 
a full-length film about drugs 
and chemicals banned in 
America, dumped at a dis- 
count on Third World markets. 

Even Lou Grant has 
found our truth more gripping 
than fiction. 

All because our tough 
investigative reports make 

MOTH E 

Non .1i r, 
Norkers Ate 
Drugged, 
Bugged And 
Coming 
Inplugged 

james 
Nature 
Enemy 

OlUktf 

more than news. They 
make news history of the 
most dramatic kind. 

One story we reported 
actually led to the 
first indictment of a 
corporation for murder. 

How does a monthly 
magazine like Mother Jones 
beat the networks to the punch? 

We don't wait for stories, 
we go out and find them. We 
don't live on PR handouts, we 

devote months of travel and 
hundreds of interviews to the 
checking and double-checking 
it takes to blow the lid off 
a cover-up. 

«aae«etenue,.c. Jóß 
i read labels AV.:. 
1 trust only 
products that 
have been 
scientifically 
tested. So how 
come my deg 
is dead, and I 

don't feel so 
good mysen?" 

The 
irst-to 
Know 

We take the time to get 

the proof before we go to 

press. And hit the nation's 
newsstands like a bombshell. 

In fact, there is no other 
newsmonthly like Mother 
Jones. Our colleagues agree. 
We have the awards and cita- 
tions to prove it. 

But we don't do it for 
pats on the back. We do it for 

the rare, pure pleasure of 
raising hell with those who 
use and abuse and endanger 
the rest of us. 

And we do it for you, 

our 640.000 readers. 
Because what you don't 

know can hurt you badly. 
And what we uncover 
can help. 

If you're not a reader yet. 
you should be. Simply fill out 
the post-paid card and we'll 
deliver your first startling, 
colorful issue absolutely free 
and without risk 

Do it now. 
After all, why wait for your 

television to decide what's 
news? Read Mother Jones 
and you'll be the first to know. 

I»I IBM IBM 

The first issue is free. 
Send me a free copy of MOTHER JONES. If I like it, 

I will pay S12 (33% savings off the regular subscription 
price) for a full year-nine more issues. If I decide not to 
subscribe for any reason, I'll just mark "cancel" on the 
bill and that's it-no further obligation. 
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State Zip 
MOTHER JONES,1886 Haymarket Square. Marion. OH 43306 
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In Praise of 

the Dumbest Show 

of All 

by William A. Henry III 

E MAY HAVE EXISTED only in the imagination of 
some journalist, but I've always longed to meet 
the college professor who was supposedly de- 
voted to The Beverly Hillbillies. I do know a 

Harvard literature teacher who adored Laverne 
& Shirley, and a Massachusetts Institute of Technology faculty 
member who was enchanted by The Rockford Files. Miz Lillian 
Carter used to watch the wrestling matches. Novelist Dan Wake- 
field is just one of many acquaintances who have given them- 
selves passionately to All My Children. My mother would cancel 
almost anything for Burnaby Jones reruns, and my wife gets up 
at 7 A.M. on Saturdays to watch the cartoons, even though we 
don't have children. Everybody, I guess, is entitled to a televi- 
sion vice: Mine is for what may be the dumbest, most exploit- 
ative, and most violent show on the medium, The A Team. 

What is there to like? I could mention genial good humor, self - 
deprecating one-liners, an ingratiating mix of characters. I could 
josh about the camp appeal of deadpan dialogue and once-over- 
lightly adventure plots. (Who could resist the cultural mélange 
and devil-may-care daffiness of an episode about Chinese-Amer- 
ican Tong wars that starts out in Athens and is called "The 
Maltese Cow"?) I could opine about sociological implications. 
Each week the plot is a rescue fantasy, rather like what is ped- 

dled on 60 Minutes: a quartet of tough guys standing ready on 

behalf of the public to oppose wrongdoers of every description. 
(The members of The A Team are military commandos, wrong- 
fully accused of a crime, who escaped from prison and set up 

shop as a rather philanthropic private army.) The show also has 

its place in the family tree of popular culture: It is an unmistak- 
able bastard of forebears ranging from an incoherent kung-fu 
movie called Force Five to Mission Impossible, and is even re- 
lated, in its vigilantism, to The Lone Ranger. But when I watch 
The A Team, I do not think like a critic. I watch for pleasure- 
above all, for the satisfaction of seeing cheerfully administered 
violence. 

Few if any of my life's problems could be solved with a gun, 
and the same is true of the lives of most people I know. Thus I do 
not fear that my soul, or almost anyone else's, is likely to be 

William A. Henry III is an associate editor of Time magazine. 

corrupted by seeing violent acts performed. Beatings, bludgeon- 
ings, and bombings have almost no relevance to the workaday 
me. But I have always responded to violence on -screen. I derive 
great comfort from the fantasy that there are simple, straightfor- 
ward solutions to life's complexities. There are really only two 
schools of thought about cinematic violence: Watching it either 
keys you up dangerously, or else it mercifully helps you let off 

Off -duty as a critic, 
watch The A Team for the 

satisfaction of cheerfully 
administered violence. 

steam. Belief in either tenet requires, in the end, a religious leap 

of faith. Neither side, therefore, would be likely to win a debate 
based on logic, as all the contradictory research bears out. 

To be sure, there is more than violence to The A Team. Or 
perhaps one ought to say that there is less than violence. Part of 
the charm of the show (and much of its insidiousness, according 
to critics) is that in a typical episode, hundreds of bullets are 

fired, dozens of cars wrecked, squadrons of enemies flattened by 
the team's four invincible misfits. Yet there is no death, no in- 
jury, virtually no blood. Hardly anyone is ever so much as 

scratched. Cynics say that this is NBC's way of getting around its 

own regulations, and complain that the show teaches children 
that violence can unfold without brutal consequences. I doubt 
whether even the smallest child takes this show any more seri- 
ously than he does his comic books, which The A Team resem- 
bles. Most likely, the show appeals to children, as it does to me, e 
as a "gang comedy," a genial and funny little treatise about 
teamwork. The violent outbursts are almost a poetic after- 
thought-they 

.v 

are what the team does well, just as football is 
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what the Raiders do well. 
It is axiomatic that, for a show to succeed these days in Holly- 

wood, it must have a "breakout character"-a figure who 
strikes the public fancy and thus becomes a star even beyond the 
context of his original vehicle. By now it is hard to imagine that 
there is anyone in America who has not at least heard of The A 

Team's breakout personality, Mr. T, the bejeweled behemoth 
with the Mohawk haircut who is the show's least articulate and 
(perhaps not coincidentally) its most beloved character. Mr. T 
first came to public attention in Rocky III as the embodiment of 
an urban nightmare: Black as night and big as Mt. Rushmore, 
bizarre in appearance and hulking in manner, he carried enough 
muscle to terrify the character played by Sylvester Stallone. 

For television, NBC preserved Mr. T's almost monstrous im- 
age but turned the character (officially named B.A. Baracas) into 
a sort of huggable help -meet. The TV version of Mr. T is afraid of 
flying in an airplane or helicopter, and says so. He mutters al- 
most ceaseless threats, especially to his colleagues, but the 
words turn out to be just a perverse sort of affection-he hardly 
ever clobbers anyone. Off -camera, Mr. T is a Bible -quoting ec- 
centric who views himself in messianic terms but who has an 
almost divine instinct for public relations. At Christmas, he 
donned a Santa suit and lured Nancy Reagan, bangles and all, 
onto his lap. A friend of mine who spent some days on location 
with The A Team said that Mr T. is known as "One -Take." He is 
never directed, because he is undirectable. He never rehearses, 
because he is not an actor. He is never asked to change anything, 
because he would find it both unbearable and impossible. And he 
rarely shoots more than one take of each scene, because he has 
exactly one way of reading each line. 

Mr. T is used carefully. He records seemingly all of the promo- 
tional spots for the show-although the cast includes veteran 
pretty -boy Dirk Benedict as a non -macho character aptly named 
Face, George Peppard as the group's canny leader, and a gifted 
mock -lunatic named Dwight Schultz as the team's be -bopping 
oddball, a psychic chameleon who changes personality and 
accent almost minute by minute and frequently talks to himself. 

On the show itself, however, Mr. T mostly stands around, mak- 
ing few and short speeches. He could too easily be overexposed. 

In any case, sometime in the next year or two, Mr. T, like the 
Fonz and Mork and all the other youth heroes of the recent past, 
will almost certainly be jilted by that most fickle of publics, 
young kids. Childhood is not a continuum but a whole sequence 

Mr. T is known as "One -Take." 
He never reshoots a scene 

because he has exactly 
one way of reading a line. 

of generations. Part of growing up is having heroes; part of dif- 
ferentiating oneself from younger and older kids is dropping old 
favorites and finding new ones, which takes place at the same 
fast pace that children grow up. When the current crop of de- 
voted kids turn away from Mr. T, NBC may be quick to drop the 
show that featured him. That will leave me bereft. There will be 
other violent and undemanding shows, other simple-minded mo- 
rality plays, other cotton candy for the eyes. But none, I suspect, 
will be quite so beguilingly light-hearted, quite so ingratiatingly 
devoid of standards and self-respect, as The A Team. I can only 
hope that when I have to go shopping again for a slam-bang 
giggle, CBS and its less volatile audience of teenagers will have 
kept afloat my other old favorite, The Dukes of Hazzard. It, too, 
offers crashes but no damage. 

But I am not quite ready to watch the grand -daddy of violence - 
without -violence shows: I cannot abide the wrestling, not even 
to honor Miz Lillian. 
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The Auteurs of Prime Time 

The Producer's Medium: 
Conversations with Creators of American TV 
by Horace Newcomb and Robert S. Alley 
Oxford University Press, $17.95 

UBBLE GUM for 
the eyes. The 
vast wasteland. 
The boob tube. 
Television has 

been called a lot of things but 
rarely has anyone had the 
courage to call it art. For 
Horace Newcomb and Robert 
Alley, both university humani- 
ties professors, commercial 
television constitutes a body 
of fictional stories ripe for lit- 
erary analysis. In The Pro- 
ducer's Medium they are con- 
cerned with how fiction is 
made and how the individuals 
who make it view themselves 
and the creative process. 

To this end, the authors 
have interviewed many of tele- 
vision's major producers: 
Norman Lear, Quinn Martin, 
Garry Marshall, David Victor, 
John Mantley, Richard Levin- 
son and William Link, Earl 
Hamner, Grant Tinker, James 
Brooks, and Allan Burns. The 
introductory chapter and its 
analysis of American TV fic- 
tion may seem a bit stodgy to 
non-academic readers, and the 
authors occasionally rehash 
their interviews too much in 
the chapter prefaces. But the 
interviews themselves bring 
the book very much to life. 

Each of the producers is an 
"auteur," an artist in a collab- 
orative medium, whose vision 

Robert Kubey conducts be- 
havioral research on televi- 
sion's effects. 

is fulfilled in the way his sto- 
ries are told. How does a pro- 
ducer put his mark on a show? 
"I would try to pick a camera 
style and a photographic style 
and have it be something rec- 
ognizable," says Quinn Mar- 
tin (The FBI, The Fugitive, 
Twelve O'Clock High), "so 
that you viscerally know what 
show it is just by seeing it and 
feeling it." 

And curiously, many of the 
producers' best-known crea- 
tions befit the personalities 
that emerge in the interviews. 
Martin is somewhat detached 
but confident and decisive, not 
unlike The FBI's Inspector 
Erskine or The Fugitive's Dr. 
Richard Kimball. David Vic- 
tor is warm and avuncular, as 
are his creations Marcus 
Welby and Owen Marshall. 

"The producer is usLally the 

center of the creative proc- 
ess," says Norman Lear. "It is 
he or she who sees the project 
through all of its stages from 
inception to broadcast." Adds 
John Mantley (Gunsmoke), 
"The fact that a one -hour 
show must be shot every six 
days does not allow much time 
for a democratic society!" 

Martin notes that the savvy 
producer must be sensitive to 
changes in the audience: "As 
commercials got people used 
to absorbing information more 
quickly, I had to change my 
style to give them more jump 
cuts or they'd be bored ... the 
whole art form has speeded 
up " 

Richard Levinson and Wil- 
liam Link describe how, on 
Columbo, hours were spent 
figuring out how to move a 
character upstairs so that the 
audience wouldn't catch on, 
and so all the pieces of the puz- 
zle would fit together-"to 
make it seamless." 

The book confirms things 
some of us may have sus- 
pected. According to Martin, 
for instance, Fred Silverman 
didn't quite live up to his 
"golden gut" reputation._ 
"[Silverman] tried to force me 

to make the fifth year of 
Streets of San Francisco more 
violent. He thought the char- 
acters talked too much." As 
for Tom Selleck, Silverman 
told Martin, "He stinks. Get 
rid of him." 

The problem of wresting 
creative control away from the 
dullards at the networks is 
faced by every producer. 
Mantley waxes nostalgic for 
the days when the only inter- 
ference came from the spon- 
sor's advertising agency. 
(Back then Chevrolet spon- 
sored Bonanza, and a script 
could not have characters 
"ford" a river. "On Gunsmoke 
we always `forded' rivers," 
says Mantley, "on Bonanza 
they only crossed them!") 

For those in the industry 
and for serious students of the 
medium, for budding TV writ- 
ers, actors, directors, and pro- 
ducers, The Producer's Me- 
dium is required reading. One 
comes away with a deeper ap- 
preciation of commercial tele- 
vision, and the mechanism of 
TV production is revealed in a 
more palpable way than any 
textbook on TV production is 
likely to match. 

ROBERT W. KUBEY 

1 1( 
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FUTURE WORK: 
Where in the Rewired World 
Will Americans Find Jobs? 

Martin Agronsky moderates this new segment of 
the provocative, critically -acclaimed series, "Rewiring Your 
World," which can be previewed by you for broadcast 
during the Orwellian year of 1984. 

FUTURE WORK goes behind the grim headlines .. . 

"Robots Make Robots" ... "Computers Eliminate Jobs" .. . 

to ask some of the most vital questions of the decade. How 
can we survive as a nation in a world that is bewildering in 
its breakneck rate of change? Who is working to meet the 
tremendous challenge to train America's workers for future 
work in the Information Age if we are not to become 
obsolete? 

FUTURE WORK is the latest edition of "Rewiring 
Your World," a public affairs series sponsored by the 
Communications Workers of America (CWA) to focus 
attention on issues emerging in this nation's leap from the 
Industrial Age to the Information Age. 

Panelists include Eleanor Holmes Norton, head of the 
National Council on the Future of Women in the Workplace; 
Dr. John Gibbons, Director of Congress' Office of Tech- 
nology Assessment; Bill Wiggenhorn, director of the 
Motorola Corporation's Training and Education Center; 
Edward Cornish, president of the World Future Society, 
and Glenn E. Watts, president of the 650,000 -member 
Communications Workers of America. 

This half-hour program is now available for television 
broadcast. Program directors should contact Thea Mar- 
shall, executive producer, at 1511 K Street, N.W., Suite 
207, Washington, DC 20005. (202) 737-5840. 

KTTL 
(Continued from page 15) 

unprotected 'speech' [access to] the lim- 
ited resource of the airways is to deprive 
the 'public -interest' standard of all mean- 
ing," ADL legal affairs director Jeffrey 
P. Sinensky wrote in a letter to the FCC 
last year. 

Even in a case as troubling as KTTL's, 
comparative renewal is an extraordinar- 
ily difficult procedure. Only once in 50 
years has a radio license been denied 
solely on grounds of comparison. And no 
television licensee has ever lost a license 
in a comparative challenge. 

It remains to be seen whether the sen- 
sational case of KTTL will have any ef- 
fect on broadcasting, or a Congress and 
an FCC seemingly eager to eliminate the 
high costs of comparative hearings. 
Minow thinks the process has not been 
working well, and proposes that would- 
be challengers be required to make a 
"prior showing" that the license holder 
has violated FCC rules or otherwise per- 
formed inadequately. 

For now, the KTTL license remains in 
the Babbs's hands-evidence to some 
observers of the First Amendment's 
strength. To others, however, the case 
now proves how intractable the regula- 
tory apparatus has become. 

INTERNSHIP 
PROGRAM 

AT 
CHANNELS OF 

COMMUNICATIONS 

Applications are being accepted for 
the Internship Program at Channels 
of Communications for summer, 
1984. Interns work with the editors 
and art directors in research, 
fact -checking, and promotional 
work. The position is unpaid, but 
interns will be paid for any articles 
they may write that the magazine 
accepts for publication. Editors will 
assist student -interns in arranging 
for academic credit. Both part-time 
and full-time positions are 
available. 

To apply send a resumé, writing 
sample, and two references to: 

Richard Barbieri 
Channels of Communications 
1515 Broadway 
New York, NY 10036 

: H AP44 E LS 60 M A R/A P R ' 8 4 

www.americanradiohistory.com



ON AIR 

T 

Who Gets Hurt by Home Taping? 

HE RECENT Supreme Court 
decision on home taping 
lays a large responsibility at 
Congress's door. Many 
thousands of workers, 

pressmen, technicians, performers, and 
others who produce records and motion 
pictures will lose their jobs-merely be- 
cause some people think they can have 
something for nothing. This should not be 
allowed to happen. 

Unabated home taping inevitably 
results in diminished sales of original 
copyrighted material. In the absence of a 
copyright fee, the prices of copyrighted 
materials must be increased to counteract 
the diminished sales. This in turn in- 
creases the economic incentive to tape 
programs and music at home. The vicious 
cycle will continue until Congress enacts 
a copyright fee. 

When our Constitution was drafted, it 
specifically authorized Congress to adopt 
copyright laws encouraging people to 
compose and write. It was recognized 

Sanford Wolff is executive secretary of 
The American Federation of Television 
and Radio Artists. 

by Sanford Wolff 

The lost sales 
have already cost 

thousands of 
workers their jobs. 

that no one would make the effort to do so 
if there was no protection against some- 
one else making an unauthorized copy of 
the work to sell or give away. 

As was hoped, the law protected au- 
thors. And although the copyright law 
has been revised from time to time, its 
essential principle has not changed. Even 
the advent of new technologies-the pho- 
nograph, radio, and television-has not 
altered the fact that an author is entitled 
to compensation if someone uses his or 
her product. But the home tape recorder 
may change all that. 

It used to be that we had to buy a record 
in order to enjoy our favorite singer in the 
privacy of our homes. The copyright 
holder. of course, received a portion of 
the purchase price. When we went to the 

movies we paid for admission, and a por- 
tion of our payment made its way back to 
the copyright owners. But now people 
can buy blank tapes and make copies of 
records, audio tapes, or video tapes 
bought by others; copies can also be 
made off the air. Copyright owners re- 
ceive nothing from the people making 
these copies. 

Across the country, stores are opening 
that will rent a record and usually also sell 
a blank tape. Customers pay less than a 
dollar to copy the record and return it. 
The store owner makes his profit from 
the rental fees and from the thousands of 
blank tapes he sells. But the people who 
made the record get paid only for the sale 
of that one album to the store. Video 
rentals are following this same pattern. 

The record -rental stores have clearly 
turned our system on its ear. None of us 
would accept that kind of practice in any 
other business. If you owned a hotel, 
would you allow your guests to profit r 
from subletting their rooms to others? In 
1980 alone, an estimated 455 million re - 
cord albums were copied on home tape ", 
recorders-a volume with a market value 
of $2.85 billion. Of course, if buying were 
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the only means of getting the records, it is 
unlikely that people would buy as many 
records as they had taped. But even so, 
experts estimate that taping costs the re- 
cording industry at least $1 billion in sales 
each year. 

A recent survey in Japan found that 
97.4 percent of all record -rental outlet 
customers said they taped the records 
they rented. Record -store sales, corre- 
spondingly, fell by 30 percent. And for 
the first time in 25 years, overall Japanese 
record sales dropped-by a substantial 
15 percent. As video -cassette recorders 
proliferate, a similar impact is being felt 
in this country by video producers and 
distributors. 

The overwhelming majority of com- 
posers, screenwriters, performers, and 
others who earn their living in the pro- 
duction of sound recordings and motion 
pictures endure numerous failures for 

every success. On the average, male per- 
formers in the arts earn between $6,000 
and $10,000 less annually than other pro- 
fessionals; females earn from $1,000 to 
$5,000 less than their professional coun- 
terparts. Performing artists are also 
much more likely to experience unem- 
ployment than other workers. 

The home tape-recording problem, 
however, affects many other people as 
well. The audio and video product cannot 
be distributed without the assistance of 
recording and lab technicians, camera 
operators, carpenters, truck drivers, edi- 
tors, public-relations executives, retail 
distributors, and many others who per- 
form the great variety of tasks involved in 
producing and selling programs. Over the 
past years, numerous record -industry 
plants, factories, warehouses, and other 
facilities have closed. Thousands of 
workers have already lost their jobs, and 

most of this can be attributed to the loss 
of sales caused by home taping. 

The taping is not an unmixed blessing 
for consumers, either. Those who con- 
tinue to buy records will, in effect, have 
to absorb some of the loss created by 
those who get their music free. Similarly, 
the price of movie admissions and prere- 
corded video cassettes will go up because 
those who pay for such products will be 
supporting the freeloaders. 

Home tape recorders are important in- 
novations that can serve many useful 
functions. But if they are used in a man- 
ner that denies rightful compensation to 
performers, technicians, writers, com- 
posers, and others who create the pro- 
gram material being copied, talented peo- 
ple will abandon the field, quality will 
decline, the price for original program- 
ming will increase-the recorder's many 
benefits will in effect be canceled out. 

Channels of Communications in cooperation with The New School for Social Research presents 

The Second Age of Television: 

A TEMPEST OF CHANGE 

A one -day seminar 
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Registration is limited. Reserve your place now by mailing the 
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How Television Weakens 
the Presidency 

by David R. Gergen 

It Begins with the Election Campaigns 
THINK THOSE OF US Who have been 
involved in this country's politi- 
cal process in the last 15 years 
have become increasingly con- 
cerned about the impact of mod- 

ern television on our governing institu- 
tions. I would argue that commercial 
television has made it increasingly diffi- 
cult to govern. It is no accident that with 
the rise of television we've had a decline 
in the authority and the respect in which 

David R. Gergen, farmer assistant to the 
President for communications, is now a 

fellow at the Harvard Institute of Politics 
and a visiting fellow in communications 
at the American Enterprise Institute. 
This article was adapted from a speech 
delivered last November at the PBS Pro- 
gram Fair. 

our Presidency is held. Modern televi- 
sion has had the tendency to inflate ex- 
pectations about our presidents. Too of- 
ten, in their first year, we discover they 
have feet of clay. 

There is no doubt that a relationship 
exists between the rise of television and 
the weakening of the Presidency. Simi- 
larly, there is no doubt that the way the 
networks cover Congress has contrib- 
uted to the decline in respect suffered 
by that institution. 

This was well illustrated one day back 
in 1976 or '77. The Supreme Court or- 
dered Congress to reorganize the Federal 
Election Commission within 30 days, and 
David Brinkley said on the air that Con- 
gress couldn't make a cup of instant cof- 
fee in 30 days. That kind of attitude has 
been a factor in what we've seen as the 

steady decline of trust in Congress. 
Similar things are happening in the cov- 

erage of our Presidential election cam- 
paigns. Of course, television isn't the 
only culprit. Many different factors have 
made our campaigns less productive and 
less constructive than they were 20 to 30 

years ago. The campaigns, for one thing, 
are far too long and monotonous. They 
tend to bore people. The candidates en- 
gage in too much inflated rhetoric. There 
are all sorts of factors that have made the 
public less interested, but commercial 
television nevertheless has played a large 
role in spawning that disaffection. 

Some very good books on this subject 
are emerging. Tom Patterson, a professor 
who has written several books on televi- 
sion, studied the 1976 campaign and 
found that in commercial television about 
58 percent of the coverage was devoted to 
the game: the strategies, the hoopla, the 
horse race, who's ahead, who's behind, 
the latest polls, the hidden motives of the 
campaign strategists. There was only 
about 29 percent on substance-on the 
issues, what's at stake for the country, 
what we are looking for in the next four 
years. 

Contrast those findings with the stud- 
ies of campaigns before television. One of 
the best was made on the 1948 election. 
Two very well-known political scientists 
found that, in that year, a lot more than 
half the coverage in the newspapers and 
magazines was on substance, and less 
than a third was on the horse race and the 
hoopla. 

I would also argue that commercial tel- 
evision's coverage of the candidates 
tends to be negative. Michael Robinson, 
who teaches at Catholic University, 
looked at the coverage the networks gave 
the 1980 Presidential campaign, espe- 
cially CBS, and he found that there were 
three times as many negative stories 
about the candidates as positive ones. 

The University of Michigan has been 
looking at this kind of question pretty 
closely for the last 30 years and finds that 
the public's impressions of the candidates 
have been changing. The number of peo- 
ple who think positively about the candi- 
dates has gone steadily downward since 
1952, the advent of television. The nega- 
tive impressions have gone steadily up- 
ward. The study found that in 1980, for 
the first time, more people thought nega- 
tively about the candidates than posi- 
tively. That's the kind of burden the cam- 
paign winners carry into the Presidency. ._ 

I attended a 1981 symposium at Har- 
vard's Institute of Politics, where people 
from the networks came together with 
campaign managers and others to talk ' 

about the way elections are covered. The p 
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meeting was almost confessional in nat- 
ure. 

Roger Mudd, who sat out the 1980 cam- 
paign because he was between jobs, 
watched the coverage on commercial tel- 
evision. He commented at this sympo- 
sium that he felt very dissatisfied, not 
very proud, and not very well informed. 
Indeed, he and Tom Brokaw talked about 
the problem of so-called "closers" on po- 
litical clips in the news. A closer, a two- 
line ending on a news spot, gives it a sort 
of personal signature. Both Brokaw and 
Mudd said they feel a compulsion to 
make gibes about candidates in their clos- 
ers because they don't want anyone to 
think they've been taken in by the cam- 
paign. 

One of the most damning indictments 
of the way campaigns are covered today 
came from Tom Patterson's look at the 
1976 campaign. He asked a big sample of 
voters how much they really knew about 
the candidates and where they stood on 
the issues. About 30 percent of the people 
in that sample knew where the candidates 
stood. He compared that to the 1948 elec- 
tion, which was covered solely in print. 
More people -37 percent-knew where 
the candidates stood. 

Furthermore, television-combined 
with a number of other factors-has con- 
tributed to a 10 percent decline in voter 
turnout since 1960. During that same pe- 
riod, we have seen an incredible increase 
in cynicism towards government and 
those who govern. 

The University of Michigan takes a poll 

Ina 1958 poll, 
58 percent of us 

trusted the govern- 
ment. By 1978, only 

19 percent did. 

every year about trust in government. In 
1958,58 percent trusted government, and 
11 percent were cynical. In 1978, the 
number who trusted government was at 
19 percent and the number who were cyn- 
ical was up to 52 percent. Of course, the 
behavior of those in government over 
that 20 -year period has had a lot to do 
with this shift. You cannot ignore Viet- 
nam, Watergate, and the economic tur- 
moil of the 1970s. But I also argue that 
television had something to do with it. 

In fairness, one has to say that the net- 
works understand these problems and are 
trying to do what they can to deal with 
them. For instance, this year they are 
paying less attention to straw polls as the 
1984 election approaches. We should give 
them credit for being responsive-and 
responsible. 

But let us recognize that in 1984, public 
television has a golden opportunity to im- 

prove on the commercial networks' cov- 
erage. 

Now that the MacNeil/Lehrer program 
has become an hour long, it can over- 
come some of the problems intrinsic to 
commercial television and offer a true al- 
ternative. It can do a fuller job of present- 
ing the candidates' views, so people can 
really hear their messages. This could 
produce a different and more serious dia- 
logue in the country, which would be 
healthy for everybody. 

Public television's second opportunity 
in 1984 is at the convention. There's no 
doubt that CBS, ABC, and NBC are mov- 
ing away from gavel -to -gavel coverage. 
They argue that full convention coverage 
represents a $10 million investment by 
each network in an event with a shrinking 
audience. 

The conventions are a form of political 
expression that deserves to have a na- 
tional airing. Some people in this country 
are very deeply concerned about the 
state of our parties, and the conventions 
provide the major opportunity for party 
members to speak out, tell what they 
think, and then let the public make intelli- 
gent, informed choices. If the commer- 
cial networks are not going to air the con- 
ventions gavel -to -gavel, then public 
television has a very important role to 
fill. 

In this particular Presidential year, 
public television has the opportunity to 
bring things better into view, to bring us 
not only a better -informed public, but a 
better -governed republic. 
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An old friend announces a new name 
But it's more than just a 
change in our name. You see, 

Bonneville Satellite Communica- 
tions - the people, the services - have become part of a larger, 
more complete communications 
organization: Bonneville Tele- 
communications. And as part of 
that organization, we can now 
offer more services and 
better services than ever 
before. 

Bonneville Telecommuni- 

cations offers everything in 
broadcast and business com- 
munications. From a full spec- 
trum of satellite services including 
teleconferencing and full video 
transmission, to instant data and 
the networks to carry it, you now 
have access to any or all of 

Bonneville's services. 
Bonneville Satellite 

Communications. Now 
Bonneville Telecom- 

munications. 

Don't think of us as a new name. 
Think of us as an old friend. 

Vize 
BONNEVILLE 
TELECOMMUNICATIONS 

Satellite Systems Division 

A subsidiary of Bonneville International Corporation 

©1984 Bonneville Telecommunications 
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myOU PASS THEM On 

the street, you 
brush shoul- 
ders in eleva- 
tors, you catch 

their eyes, and you know. 
They were watchers of Badger 
Watch. Nobody has to speak 
of it, even to this day; it's not 
necessary. If you meet in other 
worlds, fleecy or fiery, the 
bond will remain. 

Badger Watch is unques- 
tionably the greatest cult 
series ever produced for tele- 
vision anywhere. It was pro- 
duced by the BBC, circa 1977, 
not on tape, not on film. Live. 
The format was deceptively 
simple. You watched badgers. 
Or not. Depending on the 
whims of the badgers. For 
these were not professional 
animals with hairy stage moth- 
ers. These were the unpaid 
amateurs, ordinary badgers in 
the wild. 

The show opens with a pan- 
oramic shot of a van parked in 
a forest somewhere in Eng- 
land. Two young men sit in the 
van wearing terrific sweaters. 
They are both named Brian. 
There is much state-of-the-art 
equipment in the van. The 
sweaters are certainly state- 
of-the-art. The program is de- 
cidedly art -of -the -state. 

We learn straight off that 
Brian and Brian are there to 
watch for badgers, to show 
these badgers to us, and to 
comment on their lifestyles. 
Theirs or the badgers'. Sud- 
denly infrared light illuminates 
a patch of forest. The main 
action is the Brians sitting, 
watching. "That's a fabulous 
sweater you've got on," says 
Brian. "Thanks very much," 

Harvey Jacobs's latest novel is 
The Juror, published by 
Franklin Watts Inc. 

Badger Watch 
// /í 9)ihY Y7' //(,4r! 

by Harvey Jacobs 

says Brian, "yours is smash- 
ing too." "Ta," says Brian. "I 
think we should point out to 
the audience that the reason 
the forest seems an eerie sil- 
ver -white is that we are using 
infrared. Actually the grass 
and leaves are green." "Yes," 
says Brian. "We are. It is. 
They are. Indeed." 

Nothing moves in the forest. 
"I do hope a badger appears," 
says Brian. "It would be such 
a treat for the millions." 

"What I would like to see is 
badgers setting scent on one 
another. Wouldn't that be 
wonderful?" says Brian. 

"I don't know," says Brian, 
blushing. 

"Oh, really, do stop that," 
says Brian. 

The first program in the se- 
ries ended with no badger in 
view. It ran only an hour, but 
to many it seemed a lifetime. 
The second episode went 
much like the first until the fi- 
nal minute or two when a 

snowy owlet appeared, tod- 
dled along a branch, and fell to 
the ground. "I wouldn't give a 
shilling for its chances," said 
Brian. "Nor I," said Brian, 
"for this will bring out a hun- 
gry badger." And even as he 
spoke, a hungry badger ap- 
peared, sniffing toward the 
baby owl. "Trouble," said 
Brian. "Trouble for the owl." 
"Undoubtedly," said Brian. 
"Well, we've got to sign off 
now. Until tomorrow then." 

All England was on edge the 
entire next day. A child owl in 
jeopardy. A genuine badger on 
view, hungry. The badger 
watch had borne triumphant 
fruit, but perhaps tragically. 
What had been the owlet's 
fate? And was the badger 
stricken with stage fright? 
London's streets were de- 
serted the third night of 
Badger Watch. Everyone, 
simply everyone, tuned in. 

"You're wearing your shet- 
land," said Brian. "And that's 

f(k %i.' 
r , . , 

a Pringle, if I'm not mis- 
taken," said Brian. No word 
of the owlet; no new badgers. 

And so this lovely nature se- 
ries became the center of con- 
troversy. The BBC was 
swamped with letters and 
phone calls. 

It disposed of the owlet con- 
troversy by announcing to the 
press that the little creature 
had found a hole in a tree trunk 
just in the knick of time. But 
the problem-an absence of 
badgers on Badger Watch- 
remained. There was always 
video tape, but the press gave 
warning that the public would 
brook no editorial additives. It 
had to be the real thing or noth- 
ing. And so it was the real 
thing: nothing. 

"It's difficult to anticipate 
the appearance of badgers," 
said Brian, in winding up the 
final episode. 

"Like your fisherman's 
knit," said Brian. 

"Thought you would," said 
Brian. 

There were only four epi- 
sodes of Badger Watch. And 
only eight sweaters. It was 
mesmerizing and, like any 
great show, left you wanting 
more. Someone thought of ex- 
porting the format to the 
States, but for some reason 
there were no takers. 

So we are left singularly en- 
chanted, those of us who con- 
sumed the whole thing. We are 
driven to meeting in infrared 
forests, in our tiny vans and 
smashing sweaters. We keep 
up the badger watch, but it is 
not the same. We all know, 
deep down, that there will 
never be a show like it again. § 

(Note: The name Brian has e 
been used to protect the inno- .4 
cent. Dialogues are para- 
phrased. The rest happened. I 

was there.) 0. 
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Because the Canadian Broad- 
casting Corporation produces 

an extraordinary range of program- 
ming, with a distinctive North 
American style that delivers audi- 
ences in all markets. 

North American Style 
At CBC, our productions are North 
American in style, language and 
pace. The Canadian accent is one 
that your audience understands 
and identifies with. The popularity 
of Dan Ackroyd, Peter Jennings. 
William Shatner, Lorne Greene and 
Margot Kidder- all Canadians- 
proves this fact. 

Award Winning Programs 
High quality productions are what 
counts. And CBC delivers just that. 
For two years in succession, the 
CBC won an Academy Award-in 
1982 for our animated CRAC and 

CBC 

EMPIRE, INC. LEONTYNE PRICE BEACHCOMBERS CHAUTAUQUA GIRL 

The Canadian 
Broadcasting Corporation 

has sold to more cable channels 
than any other broadcaster 

in the world 
in 1983 for our documentary, 
JUST ANOTHER MISSING KID. 
Our most recent International 
Em my Award was for the highly 
acclaimed FRAGGLE ROCK, 
a CBC co -production with Jim 
Henson International presented 
to America by HBO. 

World Class Productions 
That Perform 
The long -running, acclaimed docu- 
mentary series THE NATURE OF 
THINGS, is currently playing to fab- 
ulous numbers on Public Television 
stations and has been sold to 78 
countries around the world. 
SEEING THINGS, the hit 26 episode 
mystery/comedy series, is playing 
in 25 U.S. markets and ratings are 
climbing rapidly. It has been sold to 
over 30 countries. FRAGGLE ROCK 

has already sold to 87 countries by 
Henson International. 

New Productions 
And the tradition continues. Among 
the many programs we are offering 
this year to the American market 
are: EMPIRE, INC., a lavish six -part 
mini-series, sold to 35 countries. 
Variety called it "a knock-out 
drama from start to finish": 
BEACHCOMBERS, a 220 episode 
family action/adventure series, 
sold to 60 countries: and 
LEONTYNE PRICE, a stunning 
Christmas Special, just completed. 

Higher Share 
For the last three years. CBC has 
been the only major network in 
North America to have increased its 
share of audience while competing 
against all three American 
networks. 

the one to watch in '84! 
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