MAG

m—
—

TRADE NEWS

CRTC pay-TV hearings at end

OTTAWA — CRTC public hear-
ings on applications for the
first pay-TV licenses in Canada
underway in Hull, Quebec
onSeptember 24, 1981. Although
few people doubt the serious-
ness of the enterprise, there
was an almost audible gasp
when CRTC Chairman John
Meisel, .in his opening com-
ments, .compared the events
with Neil Armstrong's first walk
on the moon ! Chairman Meisel
was perhaps closer to reality
when he argued that this was
Canada’s last chance to come
up with a system which could
develop and sustain both a vig-
orous culture and a vigorous
cultural production industry.
The first four days of hear-
ings were devoted to general
representations. Groups, in-

cluding private broadcasters
and cultural agencies, cable
companies, actors’ unions, re-
gional arts councils, MPs and
independent production enti-
ties, all had a chance to tell the
CRTC how they felt pay-TV
should be designed and run in
Canada. With the exception of
the parliamentarians and the
cultural agencies, nearly every-
one who spoke has a stake in
pay-TV.

In its proposal call, the CRTC
laid out some clear directives
of what it would view favour-
ably in any license application.
Specifically, it was looking for
solid facts and figures and how
much money applicants hope
to make and how much they
plan to spend on Canadian pro-
duction and Canadian content

Federation adopts new policy
to promote low budget films

TORONTO - The Federa-
tion of Canadian Guilds and
Unions for Film and Televis-
ion, anumbrella group of pro-
duction unions, guilds, and
associations, has decided to
offer reduced fees in an effort
tostimulate the production of
low budget Canadian feature
films.

Ingﬂnouncing the plan at
the Toronto Festival of Festi-
vals trade forum, the Federa-
tion said-it will offer a 30%
reduction of feés for films
budgeted between $750,000
and $1.5 million, provided the
films are 100% Canadian from
producer to all talent and
crew, plus script, production
tompany, and all contracted
services.

The producers must also
employ Federation members,
which include the Associa-
tion of Canadian Television
and Radio Artists (ACTRA),

the Directors Guild of Canada
IDGC), the Association of Ca-
nadian Film Craftspeople
(ACFC), the Canadian Associ-
ation of Motion Picture and
Electronic Recording Artists
(CAMERA), the Canadian Film
Editors Guild (CFEG), and the
Association des professionels
du cinéma du Québec (APCQ).
To be eligible, a producer
must submit a budget at least
eight weeks prior to the first
day of principal photography
for examination and approv-
al by the Federation.

The ACFC, along with the
Federation reductions, will of-
fer its own Canadian Film In-
centive Plan, also aimed at
low budget features. The plan
will provide reduced scale
rates for films budgeted be-
tween $750,000 and $1.5 mil-
lion, less overtime require-
ments, and fewer penalties.
The plan is the first of its kind
available in Canada.

in their programming.

Those making general re-
presentations fell into rough-
ly two groups on these key
issues. On the one hand were
the entrepreneurial interests :
the cablecasters who will carry
pay-TV and who are anxious to
expand their businesses, and
organizations like the Cana-
dian Association of Motion Pic-
ture Producers and the Cana-
dian Association of Broadcast-
ers. These groups are essential-
ly commercial in nature, and
their prime concern is protect-
ing ‘the bottom line.' They ar-
gued against too stringent Ca-
nadian content regulations,
and while they gave lip-service
to supporting Canadian pro-
duction and content, most
want the companies that are
licensed for pay-TV to be given
room [0 manoeuver.

On the other hand the Com-
missioners heard from the
whole range of independent
production groups. These in-
cluded the independent film-
makers, the Council of Cana-
dian Filmmakers, the Directors
Guild, ACTRA and many others.
All of these want to ensure that
a large slice of pay-TV revenues
are directed into the Canadian
production industry and they
don’t want this left to the dis-
cretion of the licensees. They
were backed in their views by
most of the federal cultural
agencies which appeared, in-
cluding the Canada Council,
the National Film Board and
the Canadian Film Develop-
ment Corporation. What these
groups don’t want is a repeat of
what happened when the CTV
network was introduced some
twenty years ago, and more re-
cently when the Global net-
work was started. Glowing pro-
mises were made about Cana-
dian production at the time of
the license applications but
these rapidly went out of the
window in the first year of

fcont.onp. 11)
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New film securities policy

MONTREAL — The Provincial
Securities Administrators have
adopted a revised National Pol-
icy concerning the public fi-
nancing of Canadian films. The
policy, number 23, was adopted
on October 8, and has met with
positive response from the film
community. The language of
the policy, and the various
modifications made, denote a
greater understanding on the
part of the administrators for
the fine points of film produc-
tion.

Gone is the confusion caused
in the first policy by the use of
the words “promoter/produc-
er! The key person is now
simply identified as the pro-
moter ; he is the person or the
company which a) “takes the
initiative in development, fi-
nancing and production of a
film, and bl is able to establish
the level of fees and other forms
of remuneration payable to
him or it.."

“In using the word 'promo-
tor, we cast the net wider,”
commented one source at
the Ontario Securities Com-
mission, “all the while making
life easier for the line-producer,
who is never really the fellow
we are interested in.”

Gone, too, are the strict limits
(5% and 10% of the total budget)
which had been put on the
producers’ fees, and the regula-
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tion that all fees paid to a
producer in any capacity must
be included therein. “Promo-
ters' fees shall not exceed... an
amount equal to the sum of the
following percentages of direct
costs...: 10% of first $500,000 ;
6% of the next $500,000; 5% of
the next $500,000; 3% of the
next $1,000,000 and 2% of the
amount in excess of $2,500,000.”
These limits are applied by the
securities commission to re-
duce the temptation to bump up
budgets, and to give the pro-
ducers of low budget films an
adequate remuneration.

In addition to the above fees,
promoters may now_ provide
facilities and production ser-
vices at fair market value. If a
promoter defers his basic fee
until after the investors recoup,
“the promoter's fee may be
increased by 100%.”

It is now thought that the
new policy will sufficiently
limit the “self-dealing” of which
the commissions disapprove,
while giving promoters the
flexibility they need.

Completion guarantees may
also now be provided on a non-
arm'’s length basis, and rebates
may return to the promoter.

(cont.onp.7)
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Ontario Censors change mind, ruling  Hard times for Humungus?

TORONTO — The Ontario Cen-
sor Board has reversed its earli-
er decision and allowed Pixote,
Brazilian director Hector Bab-
enco’s controversial study of
abandoned street children, to
be shown uncut — but only at
one Toronto movie house, not
throughout the province,
sources at the Board con-
firmed to Cinema Canada.

Pixote began its theatrical
release October 9 at the Inter-
national Cinema. It had one
previous screening in Ontario,
at the Toronto Festival of Festi-
vals in September.

Initially, the Censor Board
wanted to make seven cuts
from scenes which graphical-
ly depict sexual experimenta-
tion by children and sexual ex-
ploitation of children by adults,
two areas which the Board con-
siders sensitive. Previously, the
Board had banned Louis Malle's
Pretty Baby and cut Volker
Schlondorffs The Tin Drum
for scenes not nearly as graph-
ic as those depicted in Pixote.

An appeal by Pixote's Ontario
distributor, Pan Canadian, ask-
ing the Board to pass the film
uncut on the basis of its seri-
ousness and its critical ac-
claim, led to the compromise
decision. The film is restricted

to audiences 18 years of age
and older.

Also passed by the Board for
screening in Toronto was Calig-
ula, the Penthouse Films and
Bob Guiccione paean to sex and
violence, which opened in Tor-
onto October 9. However, this
is not the hardcore version
which played uncut in Vancou-
ver and with a one-minute cut

in Montreal, but a softcore ver-.

sion which Guiccione intends
to release in markets that pose
censorship difficulties.

The Caligula playing in Tor-
onto is similar to the British
version, which had ten min-
utes of hardcore material ed-
ited from the original. The Cen-
sor Board has made one one-
minute cut as well, a scene of
the tying of a man's penis prior
to castration.

Distributed by Citadel Films,
Caligula is playing at two Tor-
onto theatres to restricted aud-
iences at the admission price
of $7.00, believed to be the
highest ticket-price ever in To-
ronto movie-house history.

Meanwhile, distribution of
Bonnie Sherr Klein's documen-
tary examination of the porn-
ography industry, Not A Love
Story: A Film About Pornogra-
phy, produced by the National

Film Board, has been delayed
until the Censor Board and the
NFB can work out an agree-
ment on public screenings. Be-
cause it contains several depic-
tions of hardcore pornography,
the Censor Board will permit
only private screenings of the
film. Not A Love Story had one
public screning at the Toronto
Festival of Festivals, but a
scheduled screening at Toron-
to's St. Lawrence Centre Octo-
ber 6 had to be cancelled.

Pierre Lamy honored

MONTREAL - Pierre Lamy has
been awarded the Prix Albert
Tessier for his contribution to
filmmaking in Quebec.

Lamy, a partner with Michael
Spencer in Lamy Spencer and
Company, is one of Quebec’s
most prolific producers. His
most recent film, Francis Man-
kiewicz's Les Beaux Souvenirs,
opened in Montreal in early
October.

He is currently supporting
the Premiere application for a
pay-TV license, and would be-
come director of French pro-
duction there, should Premiere
be awarded the license.

TORONTO - Despite the low
budget rate agreement, signed
between the Directors Guild of
Canada and the production of
Humungus before the shoot
Legan, the DGC voted on Octo-
ber 19 to consider the feature a
high budget picture. No further
comment was forthcoming
from the DGC, and another
meeting is expected to decide
on what action, if any, is appro-
priate in the circumstances.

The DGC had agreed to low
budget rates when the produc-
tion presented it with a budget
of $1.2 million for the film.
According to the agreement,
retroactive penalties could be
applied by the DGC if the film
went over budget.

When the production filed
its preliminary prospectus, it
became clear that ““direct costs”
of the film (as defined by the
new national film policy, issued
by the securities commissions)
were $1.2, but that the entire
budget of the film ran to $2
million. Other costs included
the expense of the issue
($77,500), cost of financing
($286,800) and agent's commis-
sion ($180,000), among other
items.

In a letter to the DGC, the
producers Anthony Kramrei-

ther and Mickey Stevenson
argued that low budget status
should be granted the produc-
tion on the basis of the on-
screen costs, according to DGC
president Lew Lehman.

Kramreither further con-
firmed to Cinema Canada that
the producers were ready to
make sacrifices in order to see
the picture completed. As out-
lined in the prospectus, the
producers’ fees of $170,000 can
be deferred, as can production
costs of $75,000 and financing
fees of $150,000 (the latter, both
due to Manesco Films Ltd,, the
firm which has produced
Kramreither’s previous films)
should the issue not sell out.

Commenting before the Oct.
19 DGC meeting, Lehman said,
“Either they have a point or
they don't. If they don't, they
pay the higher rates. If they
won't that's another story.”
Although the DGC has decided
the production doesn’t have a
point, it has yet to comment on
whether it will require pay-
ment of higher rates.

Earlier, the Association of
Canadian Film Craftspeople
(ACFC) had turned down the
shoot after a series of unsuc-
cessful negotiations with the

{cont. on p. 43)
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Loans needed againstforeign pre-sales, still difficult

TORONTO — The problems of
interim_financing, always a
contentious issue with Cana-
dian independent producers,
is a much more serious threat
to the industry than most peo-
ple realize, according to pro-
ducer Bill Macadam.

Macadam, president of Nor-
folk Communications, one of
Canada’s largest independ-
ent television production
houses, claims that no bank
in Canada will lend money to
Canadian producers against
foreign pre-sale contracts. Be-
cause of this, Macadam be-
lieves the Canadian produc-
tion industry will be unable
to fulfill the Canadian con-
tent requirements of pay-tele-
vision.

“The industry needs very
strong new initiatives,” said
Macadam, “Otherwise, there
will be no new material on
pay-TV. The interim financ-
ing pool has dried up to a
puddle. There is no mech-
anism in place in this country
to support the pay-TV indus-

Macadam thinks the CFDC
should step in and guarantee
foreign pre-sale deals with
the banks, providing produc-
ers with letters of credit at the
cost of 5%.

“There must be a realiza-
tion within the industry that
the investor must be protec-
ted,” said Macadam. “If the
industry will protect the in-
vestor, in the long run the in-
vestor will keep in there.”

Macadam also emphasized
the difference between in-
vesting in feature films, with
the high costs of prints and

advertising taken off the top,
and television, whose adver-
tising costs are minimal be-
cause they are picked up by
the networks. “One has to
keep on investing in many
feature films in order to make
a profit, but in TV it's possible
to make money back the first
time out, although the up-
side is not as large,” he said.

In response to inquiries
made by Cinema Canada,
spokespersons for the Toron-
to Dominion Bank, the Cana-
dian Bank of Commerce, and
the Bank of Nova Scotia dis-
agreed with Macadam's asser-
tion that no bank in Canada
was willing to lend money on
the basis of a foreign pre-sale
contract, although all ex-
pressed their bank’s basic re-
luctance to do so.

“Yes, we would lend mon-
ey,” said Everett McCrim-
mon of the Canadian Imperi-
al Bank of Commerce.

“Our guidelines are rela-
tively stringent, but we are
prepared to consider lending
money based on a foreign
pre-sale agreement. If the buy-
er was familiar to us, had
dealt with us before, then we
would give a letfer of com-
mittment. If they were not
familiar, a letter of credit
would be required from their
banker.”

George Brand, also of the
Commerce, said the bank
was “still doing loans for
foreign pre-sale deals, but we
have to see the deals first.”
Brand empharised that the
bank required a strong letter
of committment from the
buyer insuring that real mon-

Hestons team up for Canadian Motherlode

VANCOUVER — Charleton
Heston is directing and play-
ing the leading role in Mother
Lode, a $6 million feature
film which began its seven-
week shooting schedule Sep-
tember 28 in Vancouver.

Fraser Heston, Charleton's
son, has scripted the film and
will Pproduce, along with ex-
ecutive producer Peter Snell.
Mother Lode marks the sec-
ond filmmaking venture of
the fatherand-son Heston
team; in 1980, Charlton Hes-
ton starred in The Mountain
Men, written by son Fraser.

Co-starring with Heston in
Mother Lode is Canadian Nick
Mancuso, who starred in
Ralph Thomas's Ticket to
Heaven, which opened the
Toronto Festival of Festivals.
O_Iher cast members include

Basinger, who starred in
Popular television film
and subsequent series From
Here to Eternity and in Katie :
ait of a Centerfold, and
veteran John Marley, who

—

most recently appeared in
Tribute.

Mother Lode is a certified
Canadian feature film. Fraser
Heston’s landed Canadian
immigrant status qualifies him
for screen-writing points un-
der the Canadian Film Certi-
fication Office (CFCO) system,
which requires that six out of
10 points represent Canadian
talent among the positions
of director and screenwriter
(worth two points each), first
and second highest paid per-
former, production designer
or art director, director of
photograph, music composer,
and film editor (one point
each). Heston's screenwrit-
ing credit, Mancuso's posi-
tion as second-highest paid
performer, along with Cana-
dians Doug Higgins as pro-
duction manager, Richard
Leiterman as cinematogra-
pher, and Eric Boyd-Perkins,
a landed immigrant from
Britain, as film editor, fulfill
the Capital Cost Allowance
certification requirements.

ey is available to the producer.
“Many foreign pre-sale deals
have so many holes in them
you could drive a truck
through,” he commented.
Rose Anne Barry of the To-
ronto Dominion said her bank
was reluctant to do interim
financing on a project basis
because of what happened
last year in feature film finan-
cing, with many film units
going unsold. Barry said the
banks were more interested
in financing a series of pro-
ductions than a single pro-
ject, and were looking to fi-
nance companies with long
term production committ-
ments and a good equity base.
Barry pointed out the prob-
lem of foreign pre-sale deals
eliminating a project's 100%
CCA tax write-off. To the tax
department, if a pre-sale is
extremely binding, then the
money is not at risk and there-
fore not deductible in the
write-off scheme. But from
the bank’s point of view, if the
pre-sale deal is not strong,

then interim financing invest-
ment is a risk most banks
would prefer not to take.

“The problem in the Cana-
dian feature film industry in
the past year has been with
the investors just looking at
the write-off, not at the invest-
ment,” said Barry. She noted
an exception, Prom Night,
which still made money with-
out a full CCA write-off, point-
ing out that the film's inves-
tors were better off without
full tax shelter coverage in
the long run.

Loren Chudy, Director of
Public and Corporate Affairs
at the Bank of Nova Scotia,
said his bank had no specific
policy militating against loan-
ing money based on foreign
pre-sale deals, but that the
decision would not be made
solely on the existence of a
pre-sale deal. A number of
factors enter into the propos-
al, including who the produc-
tion company is, who s finan-
cing the film, who developed
the project, what is the pro-

ducer’s track record, and what
is the initial equity financing.

“It is hard to determine the
merits of any deal on the
basis of one factor,” said
Chudy. He admitted that a
foreign pre-sale deal was a
positive factor in financial ne-
gotiations, but not the only
relevant one.

Chudy also said that he was
unaware of any deal made in
the recent past based on a
foreign pre-sale deal.

Barry and Chudy both stated
that they were not aware of
their banks having a special
policy differentiating be-
tween investment in feature
films and television. How-
ever, George Brand admitted
that “TV is the best deal in
town. The numbers aren’t as
big (as feature film) and we
can get Canadian deals.”
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Ontario new software office for film, vir

TORONTO — Larry Grossman,
Ontario’s minister of Industry
and Tourism, has announced
the creation of an Office of Film
Video and Software Develop-
ment in his ministry’s indust-
rial division. In his opening
speech to the Trade Forum of
the Festival of Festivals, Gross-
man said the Office would have
a mandate to establish an in-

dustrial focus in the above ar-

eas, and mentioned the impor-
tance of the emerging pay tele-
vision networks.

Grossman said the office
would create a new informa-
tion technologies capability
within the industry division
and seek to provide support for

the promotion and marketing’

of Ontario as a film production
location. He added that the
office will also extend to exist-
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ing marketing and promoting
services in the video and soft-
ware industries.

The Office of Film, Video,
and Software Development will
participate in the design of the
software programming for On-
tario’s new $11 million Video-
tex support program, which
recently purchased 2,000 Teli-
don terminals. Grossman es-
timated that by the end of the
decade, Videotex services in
North America will be worth
over $75 billion, much of which
will be in software program-
ming.

“There is still a great deal of
uncertainty about the idea of
culture as business, although 1
suspect that in the future, this
concept could become more
commonplace as more and
more of us will depend upon
the information and entertain-
ment industries for our liveli-
hood,” said Grossman. He
claimed that the nation's single
most important economic ac-
tivity now revolved around the
production, dissemination, and
use of information.

Many of the filmmakers of
the seventies, said Grossman,
would be the 'software’ devel-
opers of the eighties. He added
that the TV and video indus-
tries were so totally related
with the new high technolo-
gies that “their future cannot
be assessed in insolation with
these developments.”

Grossman did not announce
who would head the new
office, but said Ontario Film
Officer Brian Villeneuve would
be working in conjunction
with it.
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New priorities at GFDG to help

TORONTO — According to new
canadian Film Development
oration chairman David
silcox, there willbe achange in
the CFDC’s national priorities
in order to give the Canadian
film inustry the boost it needs.
In a speech on the changing
role of the CFDC delivered to a
group of film professionals at
the Trade Forum of the Festival
of Festivals, Silcox saw the
CFDC’s function as facilitating
the inevitable growth of the
Canadian film production in-
. dustry. He emphasized the
strong interim financing sup-
port available to the private
sector for films budgeted un-
der $4 million.

Silcox noted that the CFDC,
in its intervention to the CRTC
on the pay-TV licensing appli-
cations, strongly recommen-
ded that the new pay industry
support the private sector and
Canadian independent pro-
duction, but refused to com-
ment specifically on the then-
unpublished document. Silcox
also stated the need to restore
investor confidence and saw
his organization’s role as en-
couraging and facilitating the
number of financing mechan-
isms available to Canadian pro-
ducers.

Another CFDC priority is to
encourage more government
spending at the provincial and
federal levels. Silcox hoped the
CFDC could persuade the pro-
vincial governments to change
their policies and attitudes to-
ward the feature film industry.
Noting provincial jurisdiction
over distribution and exhibi-
tion, he commented: “They have
not used that responsibility as
strongly as they might have to

the benefit of the Canadian
production industry.”

On the capital cost allow-
ance, Silcox said that it “prob-
ably should have been 120%."

Silcox's speech formed part
of a panel presentation which
included CFDC executive di-
rector André Lamy and staff
members Jocelyn Pelchat-
Johnson, Judith McCann, and
lan McDougall. In the ques-
tion-and-answer period that
followed, the CFDC came under
strong criticism from former
Director’s Guild president Rob-
ert Barclay on its policy of not
investing in features with bud-
gets exceeding $4 million.

Ian McDougall defended the
CFDC's policy as one of “self-
preservation”, noting that the
rate of return on investment
dropped substantially with
films budgeted above $3 mil-
lion and that most films bud-
geted above $5 million in 1980
sold only 50-60% of their units.
McDougall stated that the
CFDC would invest in a film
budgeted above $4 million only
if the producer could demon-
strate that the project merited
its high cost, citing as an ex-
ample David Cronenberg's
Videodrome. *

Ticket to Heaven director
Ralph Thomas asked the panel
what the CFDC's plans were to
develop Canadian script-writ-
ing. Likening a script to “a
blueprint of a movie,” Thomas
commented that "“if the Canad-
ian films being made this year
were buildings, they'd all be on
the ground in two or three
days.”

André Lamy answered that
the CFDC spent $1.3 million de-
veloping 50 scripts in the past

year, which he claimed was a
figure out of proportion with
the entire budget.

Not satisfied, Thomas pro-
posed a year of retrenchment
within the industry, urging the
CFDC to double or triple the
amount spent in 1979 and 1980
on script development.

“If we have pay TV, we will
be making terrible films on
that system, because we do not
have the basic component, the
script,” said Thomas.

In reply, Lamy said that if the
CFDC were given more money
in 1982, its two top priorities
would be distribution and
script development.

On the subject of financial
assistance for short films, lan
McDougall reiterated that no
money was available since this
area was outside of the CFDC's
mandate and pertained exclu-
sively to the Canada Council.
On the posibility of placing a
quota on the distribution and
exhiblition of short films, Ju-
dith McCann commented that
this would be “a negative way
of going about it,” and pointed
out that this was an area of pro-
vincial jurisdiction.

Marit Jensen, a Winnipeg in-
dependent filmmaker, asked
the panel to address the prob-
lem of young filmmakers try-
ing to make their first feature,
who don't have the experience
to present a $1-2 million pro-
posal to the CFDC but can only
get a maximum of $40,000 gov-
ernment assistance from the
Canada Council.

Lamy sympathized with the
problem but could only sug-
gest such groups apply for pro-
vincial government and re-
gionally available assistance.

Bijou Awards bow for shorts and TV prods

TORONTO — The CBC drama
War Brides earned seven nom-
inations, including Best Tele-
vision Drama, while indepen-
dent filmmaker Robert Fresco
topped the list of individual
nominations with five, as the
nominations were announced
for the first annual Canadian
Short Film and Television
Awards.

Ronald Cohen, chairman of
the Academy of Canadian Cin-
ema, and Pat Ferns, president
Dflhe Canadian Film and Tele-
vision Association, announced
the nominees for the awards,
which will be known as the
Bijous. The awards succeed
both the Canadian Film and
Television Awards and the
short film category of the Cana-
dian Film Awards, giving the
Canadian film and television
industries a second high-pro-
file awards presentation to
Wﬂ}plemam the Genie Awards,
which annually recognize
achievement in feature film.
Cohen and Ferns also unveiled

the Bijou Award statuette, a 14-
inch solid brass spiral sculp-
ture designed by Canadian ar-
tist Louis Stokes.

The nominations were dom-
inated by CBC and NFB selec-
tions. In the Best Documen-
tary categories, only Fresco's
Steady As She Goes, about an
old man building ships inside
of bottles, was not an NFB-pro-
duced film. The Best Tele-
vision Drama Over 30 Minutes
category was a clean sweep for
CBC productions, with War
Brides, Running Man, and
You've Come a Long Way, Katie
earning nominations.

Other top nominations were
Final Edition, with six individ-
ual nominations, and Running
Man with three, including an
Outstanding Direction in a dra-
matic production selection for
Donald Brittain. Top indepen-
dent film to gather nomina-
tions was The Olden Days Coat,
an adaptation of a Margaret
Laurence short story by Atlan-
tis Films, with four.

A multiple jury system was
used to select the 200 nomin-
ees in 27 award categories. El-
igible productions were pre-
selected by English and French
language filmmakers and for-
warded to a total of 19 juries
based in Vancouver, Edmon-
ton, Toronto, Ottawa, and Mont-
real. The juries selected three
nominees in each production
category, as well as pre-select-
ing nominees for the craft
achievernent categories, whose
final three nominees were
chosen by special craft juries.
Also, the highest-ranked inde-
pendent production (non-CBC
or NFB) was forwarded to the
Best Independent Production
jury, which selected the final
four nominees.

The awards will take place
October 28 at the Harbour Cas-
tle Convention Centre in Tor-
onto, sponsored by the Acad-
emy of Canadian Cinema, the
Canadian Film and Television
Association, and Imperial Oil
Limited.

IN TRANSIT

Martin Bockner, former pres-
ident of Saguenay Films, has
been named executive director
of the Association of Canadian
Movie Production Companies.
He brings to the new associa-
tion the experience of over 30
years in the film industry in
Canada, and is its first director.

Astral Films has announced
the appointment of Perry Per-
saud, formerly of Saguenay
Films, as 35mm theatrical
booker. Persaud replaces Pat
Salisbury who has gone on Lo
Paramount Films.

William T. Armstrong, past vice-
president of finance and comp-
troller of Norfolk Communica-
tions Ltd., has become the gen-
eral manager of the New Massey
Hall. Mark Moore, the hall's
first development and finance
officer, made the announce-
ment.

In Montreal, Lucienne Appel is
no longer with David Novek
and Associates. She had been,
along with Linda Shapiro, a
vice-president of the company.

In California, 20th Century Fox
has announced the appoint-
ment of Irving N. Ivers as exec-
utive vice-president in charge
of world-wide advertising, pub-
licity and promotion. At Man-
son International, Peter Elson
becomes vice-president of Ac-
quisitions and Marketing, after
having served there as Director

of New Projects and Sales
Manager.

In Toronto, film lawyer Chal-
mers Adams and his wife Gail
announce the birth of their
third son, Talmage, Sept. 18.

OBITUARY: Chief Dan George
Canadian actor best known for
his role as Old Lodge Skins in
the 1970 film Little Big Man, in
North Vancouver at age 82. Born
on the Burrard reserve in North
Vancouver, where he served as
chief for 12 years, George was a
dedicated spokesman for In-
dian rights and environmental
causes.

Tom Johnston, on the staff of
the National Film Board from
1953 to 1980, has died in Ottawa
at the age of 66. He had served
as the board’s representative in
New York and San Francisco,
and acted as the NFB liaison
with External Affairs. Of late,
Johnston had been a Film Con-
sultant to the Ottawa Branch of
the NFB.

Securities policy

(cont. fromp. 3)

The commissions have re-
moved all mention of gross
points participation, and have
added a new section on finan-
cial reporting.

Copies of the new palicy are
available through the offices of
the provincial securities com-
missions. .

FilmArts
Film

16/35 post-production

Television and feature
production

461 Church Street-
Toronto-Canada
M4y oC5 .

Telephone: 416-962-018

Arts
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Dorian Gray in Toronto as American TV movie shoots

e iti director Tony Ma
TORONTO — Shooting has been  tion which has been pre-sold to Produced by Jules Bass, with  four of its seven- Wee_?oilo‘ﬁf; lai?::,s;lose previous \o\z)rk iz
underway since September 30 ABC as one of the network's executive producer Arthur ing schedule. Prior to ' cludes Riddle of the Sand aic

4 4 X et i : g nt two weeks o e e
an The Sins of Darian Gray, s eesied of Sunday Ngght Warld Benkn I TR s o e g‘:n?:;d ;Ctl':zr:fgeork City, and The Burning, is directing ar

$3.5 million American produc- Premiere movies. Gray will shoot in Toronto for

Cinégarantie Inc.

625 Avenue du President Kennedy

Montreal, P.Q. H3A 1K1

the Toronto shoot will be fol-
lowed by a week in the Domini-
can Republic.

The screenplay by Ken Aug-
ust and Peter Lawrence is an
updated version of Oscar
wilde's classic novel, The Pic-
ture gf Dorian Gray, with an in-
teresting twist: the film por-
trays Dorian as a female, not a
male, character. Belinda Bauer
plays the leading role of Dorian,
whose innocent wish for eter-
nal youth leads to the aging not
of herself, but of her portrait.

IATSE-Toronto crew which in
cludes director of photography
zale Magder, production man-
ager Joyce Kozy King, art direc-
tor Karen Bromley, and sound-
man Rod Haykin. New York
special effects and make-up ar-
tist Bob Leyland, who has pre-
viously worked with Brian De
Palma on Dressed To Kill, Sid-
ney Lumet on The Wiz, and
most recently on The World
According To Garp, is working
with Canadian Barb Palmer,

Cockburn makes movie debut

TORONTO — Extra Modern Pro-
ductions will start shooting
their latest project, a feature
length documentary-concert
film on Canadian rock musi-
cian Bruce Cockburn to be titled
Rumours of Glory, at a Cock-
burn concert October 23 in Den-
ver, Colorado.

The project, budgeted at
$420,000, raised through pri-
vate donations, will be pro-
duced by Bill House and Peter
Walsh in conjunction with
Cockburn's manager, Bernie
Finkelstein. Martin  Lavut,
whose previous films include
War Brides, The Winnings of
Frankie Walls, and Certain

‘Practices for television, will di-

rect. Cinematographer Vic Sar-
in, who worked with Lavut on
War Brides and more recently
with Don Shebib on his latest
feature Heartaches, will be di-
rector of photography.

The film's crew will follow
Cockburn’s tour through the
western United States and Can-
ada, including a show at Los
Angeles's famous Roxy The-
atre, return to the east coast for
three shows in Boston, Phila-

delphia, and New York, then
conclude with two concerts
staged specifically for the cam-
eras in Toronto. The crew will
shoot with five cameras and
record the sound on a 24-track
system.

Grierson conference

MONTREAL — The Grierson
Project at McGill University,
Montreal, has announced that
it is holding a conference on
the documentary in Canada and
the work of John Grierson, in-
cluding the early years of the
National Film Board,on October
29, 30, and 31 in the Macdonald-
Harrington Building on campus.
Seminars and panel discussions
will include Canadian filmmak-
ers and visitors including Basil
Wright, Stuart Legg and Margar-
et Ann Elton from England, as
well as Forsyth Hardy, Grier-
son’s official biographer, and
Professor lan Lockerbie from
Scotland’s Grierson Archive at
the University of Sterling. Stan-
ley Hawes, retired head of the
Australian equivalent of NFB,is
also expected.

Motion Picture Guarantors Inc.

43 Britain Street, Toronto, Canada M5A 1R7
Telephone (416) 361-1664 « TELEX 065-24697

211 East 43rd. Street, New York, N.Y. 10017
Telephone: 212/682-0730
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tanada Councilhopes to bring back shorts to theatres

TORONTO — In announcing its
intention to fund the Canadian
Independent Short Film Show-
case, the Canada Council hopes
0] gstinnovative. quality shorts
pack into Canadian theatres.
n to independent Cana-
dian filmmakers, and to be ad-
ministered by the Academy of
Canadian Cinema in close asso-
ciation with the Council’s film
section, the Showcase is a pilot

project for the 1981-82 which, if
successful, will be established
on a permanent basis.

A jury of filmmakers, dis-
tributors, and exhibitors will
select an estimated six or seven
films from competition. The
Council will award each win-
ner a $2,500 honorarium, and
will also pay costs of blow-up
to 35mm and sub-titling where
necessary. Each film will be

held in the showcase on a non-
exclusive distribution basis for
up to three years. All films will
be offered to exhibitors across
Canada free of charge, with
distribution commencing upon
receipt of a signed licensing
agreement.

To be eligible, a film must
have been produced and di-
rected by a Canadian indepen-
dent filmmaker during the past

three years, be 10 minutes or
less in length, have a non-re-
strictive rating and complete
copyright clearance, and have
had no previous 35mm com-
mercial release. The tentative
deadline for entry is December
31,1981, with jury screenings to
take place in January 1982. The
awards announcement will co-
incide with the Genie Awards
in March, with the winning
films scheduled to be avail-

able for commercial exhibition
by late spring or early summer
of next year.

According to Francoyse Pi-
card, the Canada Council’s film
officer, the major Canadian the-
atre chains and independent
distributors agree in principle
with the program. Picard sta-
ted the cost of initiating and ad-
ministering the program to be
$10,000.

MONTREAL - The Festival In-
ternational du Nouveau Cine-
ma opens in Montreal Oct. 22-
Nov. 1, and is presenting an
ambitious and interesting
selection of new films and
unusual films,

The festival, once known as
the 16mm Festival, has an
equally impressive list of for-
eign guests. Marguerite Duras
heads a list which includes
Werner Schroeter, Daniel
Schmid, Marcel Hanoun, Tim
Burns, Bulle Ogier, Frans
Zwartjes and Boris Lehman.

There will be a section of
punk and new wave films,
and a selection of films from
Quebec. For the first time,
there will be a section called
Video Presence, organized by
various co-ops and organiza-
‘tions.

New cinema fest bows in Montreal

Because of the stiff compe-
tition for festival funding, and
the controversy which has
surrounded this festival in
particular, observers are
watching this year's presen-
tation carefully. For the mo-
ment, the festival's orga-
nizers, Claude Chamberlan
and Dimitri Eipides have
announced a budget of $60,000
with grants coming from the
federal and provincial, and
municipal governments.

For the moment, the festival
gets high marks for the num-
ber of films which will have
their North American pre-
miere, and for the quality of
its guests. What with simul-
taneous evening screenings
in three places and a seven
day schedule, the Festival
International would seem a
model of economy.

Ron Levine

Photographer for the
Academy of Canadian Cinema
at the 1981 Genie Awards

STILLS PUBLIC RELATIONS

Ron Levine o P.O. Box 687 « NDG « Montréal
Québec e Canada ¢« H4A 3R1

SPECIAL EVENTS

(514) 489-2236
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Pay-TV

The CRTC's pay TV hearings were carried by cable operators
live to their subscribers, and generated an unprecedented
amount of coverage in the press and on air. Over the next
months, Cinema Canada will reprint parts of the verbal
presentations made, especially as they pertain to the Canadian
production industry. In this issue, Joan Schafer of First Choice
and Jack McAndrew from performance comment, each outlining
their commitment to Canadian production.

The tables on this page were prepared at the National Film
Board of Canada in an effort to tabulate the differences between
the various proposals. Because no standard measure was used
in the original applications (some amounts were calculated in
constant dollars, others in inflationary dollars), figures have
been adjusted to render them uniform. They are offered as a
‘best efforts’ calculation, carrying no official sanction.

N FB -in the public interest

OTTAWA — James Domville,
Government Film Commis-
sioner at the National Film
Board, told the Canadian
Radio-Television and Tele-
communications Commission
(CRTC] pay-television hear-
ings that the new pay-TV sys-
tem must be designed to sup-
port Canadian interests.
“The entire subscription
television system should be
more effectivelv structured to
support high quality Cana-
dian program production,”
said Domville. "I do not be-
lieve the purpose of Cana-
dian pay-TV should be to re-
tool cable system hardware
or to export profits to the U.S.
entertainment industry.”

He also recommended the
CRTC restructure the entire
cable TV system, including
pay-TV, to allow several tiers
of programming. The first
channel would be reserved
for Canadian services, with

the costs of new program-
ming coming from the basic
cable fees, with a second tier
of channels for the U.S. net-
works at a separate fee, rev-
enues from which would sup-
port in part new Canadian
programming. Other chan-
nels providing mass enter-
tainment, sports, and cultur-
al events not carried on the
basic service, would form a
third tier. Videotex and other
interactive services could be
added later as the technology
developed.

Domville concluded that
“Pay-TV should not be intro-
duced unless it is demon-
strably in the public interest
and is capable of meeting the
objectives of the Broadcast-
ing Act. Its purposes should
be the creation of high-quality,
popular, Canadian program-
ming in both languages... it
should generate the maxi-
mum possible revenues for
program production.”

Table 1
¥ TELEVISION APPLICANTS
D BY THE MAJOR NATIONAL PA
FORECASTS PROVIDE e D BY CRTC
CANADSAN
L.AM.B., TELECANADA :,'.;ﬂi SHOWPLACE 3 PERFORMANCE 3 ASTRATEL  CTVA  pppyppg
LT ] SRS
ASSUNPTIONS AS STATED IN
APPLICATIONS RE:
4.2 £
Mature penetration of 7.5¢ 100 1T i 5% 303 3 1
CATV households, Year 5
1,500 1,460 2,000
:‘.:U::r:':::f'\'r::?sm 330 5,650 ¢ 1,850 1,250 1,500
(In 000s) i
wholesale price to $8.00 $2.50 57.50 to  $7.00 $59.00 to §10.00 $8.00 7
St i :;:;: o $12.00 to §13.005 $13.00
. 12.00 511.00 to ‘ . -00g 2
Bl pmean.  pad, Ahg X 5300 fio,  s1so0
TOTAL FIVE-YEAR REVEHUE &
EXPENSE PROJECTIONS:
et $ 906 5 BAS § 96k
Tatal retall revenue, 5 198 § 910, 5 1,226 § 528 § 5.\51 S Vi i
Total wholesale reveliue 5 122 § 832 5w § 308 5 '4522 H o . S
Tatal program expense 5 4 5 679 5 53k 5 230 § 350 % e i
Total Canadlan progrmi 5 25 § 593 5 4D} 13 § 152 § 230 § 183
expanse
§ b2
Average annual Canadlan 5 5 $ 118 H 81 § 26 5 30 5 53 s B
progran sxpense
Profit projection 5 7 Hor= $ .2 § 6.8 § 17 5 7.4 5 b0 $ 248
(cumulative total) Profit
Table 2

SEHOLDS
ASSUMED RESULTS BASED ON 25% PENETRATION LEVEL OF CABLE HOU
PROJECTED FROM FILINGS TO THE CRTC FOR PURPOSES OF COMPARISON

CFDC - should

OTTAWA — The indepen-
dent production industry in
Canada must be given prior-
ity access to any pay-televi-
sion system licenses in this
country, said Canadian Film
Development  Corporation
(CFDC) Chairman David Sil-
cox before the Canadian Rad-
io-Television and Telecom-
munications Commission
(CRTC] hearings on pay-TV
licensing applications.
“Pay-TV represents the last
chance Canada may have to
capture its own place in its
own market by providing
maximum access for both cre-
ators and consumers to Cana-
dian film and video,” said Sil-
cox. Commenting that the
CFDC's representation "does
not constitute an interven-
tion related to any one appli-
cant, but to all,” Silcox added
that the revenues from pay-
TV should lead to a stable, vi-

be universal

able production industry ben-
efitting both English and
French producers across the
country.

Silcox stated that the CFDC
Boad recommends that a pay-
TV service be made available
on a universal basis, man-
datory to all Canadian cable
subscribers, in order to meet
Canada's unique cultural and
economic needs. "It is the re-
sponsibility of all Canadians
— not just those who choose
to pay — to ensure the surviv-
al of cultural expression
through films and video, and
to support the industrial ac-
tivity which this involves.”

Silcox said that traditional
distribution systems had been
closed to independent pro-
duction in Canada, and that
pay-TV represented a last
chance for the federal gov-
ernment to help rectify the
situation.

CAMADI AN

L.AM.B.  TJELECAMADA :;;f:t SHOWPLACE ~ PERFORMANCE ~ASTRATEL  CTVA  pppy)ppy
ASSURBTIONS AS FORECAST e 100% 258 25% 253 253 24.28 251
Wumber of Pay subscribers 0 ll.&IUI 1,130 920 1,500 1,250 1,460 1,500
{in DOOs)
Wholesale price to the 5 8.00 $ 2.50 5 7.50 $ 7.00 $9.00 to $10.00 5 B.00 5 6.50
Exhibitor §13.25
Retall price to the §12.95 5 .75 §12.00 §12.00 $13.00 ta  $14.00 $13.00 $13.00
Subscriber 518.00
TOTAL FIVE-YEAR REVEWUE &
EXPENSE PROJECTIONS AS
FORECAST (in 000,000s)
Retal] revenues § 138 LR E] 5 746 § 388 $ 635 § 755 $ B 52
wholesale revenues $ le2 $ 707 § k6B 5 226 § k52 § 539 5520 5 361
Frogram expenses § b § 577 § 362 § 163 § 351 5 blb $ 35 $ 308
Canadian program expenses § 25 5 50 5 ke 5 96 5 152 - § 22 5 183 5178
Average anrual Canadian s 5 s 101 5 4g $ 18 $ 30 5 LB $ 5 35
program expenseq

Table 3

A COMPARISON OF FORECASTS PROVIDED BY THE MAJOR NATIONAL PAY TELEVISION APPLICANTS
IN FILINGS TO THE CRTC AS GAZETTED

FIRST CANADIAN
L.AMB.  TELECANADA .ot SHOWPLACE  PERFORMANCE  ASTRATEL ETVA  ohenieme
CHANNELS OF SERVICE: z z 2 | 2 z z z
Hours of English & &1z FITIF] [] B.1/24 B.5 L]
Hours of French [ 82 12 n/a B.3/24 8.5 ]
Hours of Dual Audioe nia nfa nfa nfa nla 10/6.5% nla

LEVELS OF CANADIAN CONTENT
ACHIEVED:

Year |, total hours 37.5% 60% 501 0% Iux 3T 5% 33
Year |, total titles §5.6% 50% 671/58% 0% 391 0% 151 50%

AS RECOMMENDED IN THE CRTC's 1978 GUIDELINES THiS SHOULD REACH A MINIMUM OF 50% TOTAL HOURS

FPROGRAMMING COSTS A5 A
PERCENTAGE OF REVENUES

Total programming cost as

percentage of Wholesale 38t B2y m 751 781 B3 [ ¥:4 Biz
revenue

Total Canadian production

a5 & percentage of Whole- 0% 713 5% h2y L

pidlilcsedmil 3% b5y 35% 43
Total Canadian production
as a percentage of Retail
revenues 13% 653 13t 5% 243 37t 222 20k
HODE OF MARKETING:

A5 RECOMMENDED IN THE CRTC's 1978 GUIDELINES THIS SHOULD REACH 35% OF RETAIL REVEWUE

Discretionary X X X X
Universal X

Hovie Channel A 10 hours and Cultural Channe) B 6.5 hours,

FOOTNOTES

1. Figures given for L.A.M.B. in the application were inflated dollars at the "Expenses" level, but constant dollars for

the "Revenue” obtained through a constant $8.00 ) "
1881 dellars and costs were pro-rated to reﬁect a%hrﬂfg 1;rlafaeri'_ The "Expanse* figures wers defiated 1o refiect

2. Final year repeated to provide for five full operating years,
3. Based on English market only.
4. Since revenue projections are based on an increase in th
yare. : e real subscriber fee

revenue and expense projections have been adjusted by a deflator to w"“:i“,f,,’i‘;‘,’, :rgmlgrgs'owioitlf as: 2,515. bolff
5. The retail revenue has been estimated since no figure other than wholesal

was used: esale was stated. A mark-up of about 60%
6. An attempt was made to reflect the total Canadian progr i

funds and equity participation over the five~ earp g

administrative costs were included. YeaLpara,plg

7. TeleCanada is based on 100% panetration in
A year 1and not a gradual i inadi i
brief. In Table 2, total subscribers were 9radual increase as outlined in Appendix A of their
hetdn Tabie 2. tote reduced to 4,800,000 to better reflect other applica ntspgsiimales of the

8. NFE staff estimate.
9. Includes French and English program expenses except Showplace which is English ont
nly.

budget which includes acquisitions, development,
& start-up, pre-operational investment. No program
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JoanSchaferspeaks of six point First Choice project

Amajor dilemma for me in my
time as an independent pro-
ducer can best be illustrated by
a story. If you are calling CBC
and the party you are trying to
contact is out of his office and
down the hall, you ask to be
transferred. In order to accom-
plish this, the person will ask
you the all important question,
‘Are youcaﬂiqgfhom outside or
inside ? If you're out, you can't
be transferred. The phone sys-
tem doesn't work that way.
Neither does CBC.

when I moved from the
warmth and security of inside
television to the outside as an
independent, the significance
of the CBC telephone system
hit home. It was the outside
versus the inside in real life
too. Getting your project into
the system is a major task,
there are political considera-
tions, little money and less
facilities. For the independent
is in continuous competition
with American programs
bought at a fraction of his cost
and with in-house low budget
productions.

As one potential buyer of a
television concept said to me...
it's not that I don't like your
idea... it's just that I have so
many options and none of
them are in your favor : I could
do it myself inside. 1 could
purchase an American pro-
duction along the same lines
for 5% of the cost or you buy me
a series of lunchs. Then I can
say I was instrumental in en-
couraging your program if and
when it gets made. As you
remember Joan, on the inside
you're covered, on the outside,
i’'s just cold.

I swore that if 1 ever found
myself on the inside with the
resources and the power to say
yes, it would be different and
is going to be. First Choice
pledges not to produce any-
thing ourselves, not to buy
from the world market at a fifth
of the cost and not to encourage
producers to buy me lunches.
Pay TV is my chance, First
Choice Canadian’s chance to
help others bridge the inside/
outside gap. Here's how.

First, we pledge to produce
no in house programming. We
will use only independently
Produced films and programs.

Two, we pledge 13 million
dollars for creative develop-
ment and interim financing.
These funds will be adminis-
tered by a Creative Develop-
ment board independent of
First Choice and representative
of the industry. We pledge
substantial license fees for in-
dependently produced films

programs leaving with the
Producer all rights except the
Canadian pay window. We
l?ave earmarked over $90 mil-
on dollars a year for Cana-
dian produced material, fifty
percent of our programming

e

time is Canadian, sixty percent
of our programming dollars
are for Canadian films and pro-
grams.

Three, we pledge extensive
and expensive promotion and
advertising for it takes well
placed support for our Cana-
dian programs and films to
have the desired impact. Ameri-
can shows are promoted in the
minds of our viewers and so
shall it be with our Canadian
programs.

Four, we pledge to help
producers make export sales
and obtain additional licensing
fees. With Riff Markowitz on
our management team, we are
in the best position in Canada
to really help.

Five, we pledge to take no _

equity interest in productions.
We are encouragers, licensers
and schedulers. We look upon
ourselves as the connecting
link between the makers of
films and programs and our
First Choice subscribers. Having
tested our strategy out on the
independent community they
hope for our success, for if we
succeed, they succeed.

Six, we pledge that we do
not seek any endorsements
from the independent produc-
tion community. We are open
to every idea. We have no deals
on the side.

Three points I would like to
emphasize :

First of all, development
monies. Without substantial
dollars worthwhile projects
die. 1 spoke earlier of a 13
million dollar script, concept
and interim financing. First
Choice understands the need
to foster the creative talent that
gives us the scripts and show
formats. First comes the word.
Scripts need time to develop, to
be reworked and fine tuned.
Script writers need steady
work to develop their craft and
make a few mistakes. Our
creative development board
could fund two hundred and
fifty projects at 25,000 dollars
each, leaving an equal amount
for interim financing. May 1
repeat, two hundred and fifty
individual projects. This fund
operates independently of First
Choice Canadian giving us first
negotiation for first refusal on
projects. That's a substantial
injection into the industry of
the hardest money to find..
money that puts food on the
table while the writers works
up the script.

Second of all, licensing fees.

Important works require im-
portant money. First Choice
Canadian is committed to an
average of 33,000 dollars per
hour for premium presenta-
tions or programs, which is
equal to the American pay-TV
licensing fees. For some pro-
grams, the combination of our
development money and our
licensing fees would cover the

entire cost. For larger budget
productions some money at-
tracts more money. We will
make it possible for the pro-
gram to be produced. May I
also say we will not be tied to
hardware. We will own no
facilities, nor staff, any pro-
ducers executive or otherwise.
QOur programs will be produced
on a free enterprise system, en-
couraging the development of
state of the art facilities.

i Third of all, program creativ-
ity.

We have intentionally not
preconceived the concepts of
our programs for that is the
business of the independent
community. We intend to en-
courage it. Our 175 special
premium presentations and
our 40 Canadian films is a
demand, we feel, the Canadian
industry can support.

With the introduction of pay-
TV our independent base will
flower. Our Canadian creators
and crafts people will work all
the time. A real industry will
bloom. And to start up the
development board and fund
it in its first few months we
have committed $1.5 million
from the day of licensing. Our
program schedule is entirely
dependent on the independent
sector. For when it comes

down to it the only thing that
counts in broadcasting is pro-
gramming that gets and keeps
the subscriber. We share the
CFDC’s enthusiastic appraisal
of a few days ago that the talent
is here.

Let's face it — a 24 hour
schedule represents significant
viewing time for Canadian pro-
ductions: our 175 special
premium presentations and
our 40 Canadian films is a
demand, we feel, the Canadian
industry can support. With the
introduction of pay-TV our
Canadian independent base
will flower, our Canadian
creators and crafts people will
work all the time. A real in-
dustry will bloom ? To nurture
this industry we pledge in ad-
dition to the previously men-
tioned 13 million dollars
another 1.5 million dollars
available on the day the license
is granted to develop programs
specifically for our use.

In our programming sched-
ule First Choice subscribers
could get a taste of Mordecai
Richler's new novel “Joshua
Then and Now” going into
mini-series. “His Majesty’s
Yankee's" — a mini-series set in
Nova Scotia. Peter Simpson's
proposed documentary... “Death

in the Past Lane.” We know
there are Canadian scripts in
progress. Ralph Thomas is
busy writing his next feature
after Ticket to Heaven. Beryl
Fox is in pre-production with
two Canadian features. Joe
Koenig of International Cine-
media is in production with
children’s drama. Norman
Klenonn is developing 5 pro-
jects — one on the B.C. prison
riots, We look forward to docu
dramas, short films made by
first time filmmakers. It will be
our responsibility to encourage
the new wave of Canadian
comedy writers.

We know that the talent is
here. We intend to encourage
it, use it, sell it. We know our
subscribers will buy First
Choice Canadian for the Ameri-
can blockbusters. But for every
American hour they will also
buy an hour of great Canadian
films and productions. 1 em-
phasize great Canadian pro-
ductions for every dollar spent
abroad more than a dollar will
be spent in Canada. First Choice
Canadian pledges to create a
demand for our own indige-
nous programming making
new generations in Canada
more familiar with their own
culture than those generations
before them.

Combines urges action now,
licensee to be out of jurisdiction

TORONTO — Recommenda-
tions that the CRTC restrict in-
tegration of production, distri-
bution, and exhibition inter-
ests in the new pay TV industry
highlight the Combines Inves-
tigation Act's intervention to
the CRTC on pay TV licensing
applications, according 1o
Claude Thivierge, Combines’
deputy director of investiga-
tions and research.

Speaking at the Festival of
Festivals Trade Forum, Thi-
vierge warned against the pos-
sibility of price fixing agree-
ments between licensees uder
many of the systems proposed
by applicants. He argued that
the proposal of regional sys-
tems to combine together in
joint programming ventures
could result in an unfair less-
ening of competition.

"The game is now,"” said Thi-
vierge. "Because of the nature
of regulated industries in Can-
ada, once the CRTC exercises
its jurisdiction, the Combines
Act will not apply.”

The Combines Act is de-
signed to maintain free mar-
kets, protect competition and
fair practice dealing, and pre-
vent false advertising in non-
regulated industries. The main
points of theirintervention are:

- Order divestment of pay TV
ownership from programming

production if the number of
competitors in the pay TV mar-
ket is limited.

- Allow open entry and com-
petition in the provision of pay
TV programming service sub-
ject to the applicants meeting
the CRTC's Canadian content
requirements and other con-
siderations set out in Public
Notice 1981-35.

- Encourage a long-term pol-
icy to promote the lessening of
concentration in the cable TV
sector; in the interim, order
compulsory access lo the inte-
grated cable operator's prime
time viewing channel capacity
for independent pay TV dis-
tributors.

Like many industry observ-
ers, Thivierge sees the hear-
ings which began September
24 as a last chance forthe CRTC
to insure the survival of an in-
dependent Canadian produc-
tion industry.

"Everything we (the Com-
bines intervention) said they
{the CRTC) have said in the
past. We'll see if the CRTC is
really serious about protecting
Canadian production.”

CRTC hearings close

(cont. fromp. 3)

operation. More seriously no
disciplinary action was ever
taken by the CRTC against
either of these companies.

Throughout the four days of
general remarks, the Commis-
sioners questioned presenters
on what they would do if they
were in the CRTC's shoes. Few
grasped the opportunity to give
the Commission specific direc-
tives.

That American feature films
will be the attraction, and the
staple, for those who subscribe
to pay-TV, at least at the outset,
was something “that nobody
questioned. What the CRTC
must do now is to plot a course
across a very thin tight-rope
which will allow the pay-TV
companies a chance to get off
the ground, but not at the ex-
pense of the Canadian produc-
tion industry.

Following the first stage of
general  presentations, the
CRTC moved immediately to
hear from the license applicants
themselves. All 28 were covered
in an intense six-day-a-week
work period from October 1-13.

Following that, intervenors
were allowed to comment on
specific applications. With a
final rebuttal from the appli-
cants, the CRTC wound up its
hearings on the proceedings
and is now pondering who will
be granted a license to bring
pay-TV to Canada.

Sarah Jennings ®
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Jack McAndrew explains Performance’s point of view

When all is said and done the
business of creative television
production is betting on people
and ideas — making pragmatic
and intuitive judgements - and
then taking the calculated risk
that the people that you have
chosen can translate an idea
into a television program that
will reach and touch the emo-
tions of an audience.

I've been in that business for
twenty five years, producing
radio, television and theatre
programs and putting them
into the Canadian and the in-
ternational marketplace.

Six years ago 1 emigrated
from my home in the Maritimes
and moved to Toronto to revive
the Variety department for
CBC television.

Just over a year ago, I left the
CBC to enter the uncertain
world of independent television
production.

In doing so, I moved from
buyer to seller — programmer
to supplicant - so that I speak
to you today as one who has
worked from both sides of the
desk.

I have a single minded and
personal objective for this ap-
plication that comes from a
lifetime of working in Cana-
dian entertainment and com-
munications - to create a body
of Canadian independent tele-
vision production that will
rank as the best in the world.

I believe that the pursuit of
excellence is the only thing
that counts - and that quality is
the only thing that will win—at
home and abroad.

Canadian audiences deserve
no less — Canadian producers
and the creative community
should aspire to no less.

That's why I'm here — because
pay television holds that chal-
lenge and that opportunity.

I do not believe that the pro-
duction money generated by
television will solve all the
problems of the feature film
industry or the independent
television industry.

Every great idea will not sur-
face. Every producer will not
get his program sold. Everyone
will not find a pot of gold at the
end of the pay rainbow.

But there will be the chal-
lenge of competing for a new
source of financial resources...
a new opportunity to enter a
new marketplace.

That competition must be
based on excellence - excel-
lence of ideas and excellence
of execution.

The principle is fundamental
to our application.

We understand the historical
necessity for quotas on Cana-
dian programming.. but the
quotas for Performance are
different.

They are bounded only by
the ability of the Canadian
creative community to produce
as much quality entertainment

programming as the audience
will accept and we can afford.

When we serve the twin
masters of ideas and audience
- then we serve the larger na-
tional goals.

But first we must entertain —
engaging the audience with
ideas so that we create a shared
emotional experience.

Performance believes that
can best be done with programs
produced by Canadians.

We believe we can compete
for a Canadian audience with
Canadian programs — and that
we can win that competition —
on our terms — on our turf.

I do not share the general
paranoia about Americans and
American programming.

The Americans are not the
enemy. The Americans are the
competition.

It is a competition that can
be won.

I have produced television
programs all over this country
and abroad as well.

I have toured theatre pro-
ductions to New York and Otia-
wa, Saskatoon and Idaho.

I've seen CBC variety pro-
ductions chosen the best in the
world ; and I've seen full thea-
tres for Anne of Green Gables
and Feux Follets ; I've seen the
weekly ratings for Anne Mur-
ray and the Royal Canadian Air
Farce. And I've seen 6,000
Americans on their feet cheer-
ing a Canadian production.

It's always the same. Engage
the audience and theyll get
your message.

The Performance strategy
will win because we have put
dollars with Canadian creativity
in the achievement of national
cultural objectives.

And we are willing to bet on
our convictions by putting our
money in up front - where it
counts most.

The industry has argued
eloquently that it can compete
with excellence if only it is
given the opportunity and the
resources — the market and the
mechanisms.

We agree.

There are six basic steps in
that process :

1) create the idea

2) sell the idea

3) produce the program

4) schedule the program

5] promote the program

6) sell the program in other

markets

Now, it's not enough merely
to create Canadian quality
entertainment. We must con-
vince the audience of that
quality at home and abroad in
a highly competitive market-
place.

That's important - because
Performance will expect to col-
lect nine dollars a month from
what the subscriber sends the
cable operator - less than what
one couple would spend for
one evening out at one movie.

Seventy five cents of every
dollar we receive will be spent
on programming - and at least
fifty percent of that will be
spent on Canadian program-
ming by year five.

We think that at least twenty
five percent of the available
audience will sign up for the
programming  Performance
will provide.

By year five we will have
spent 347 million dollars on
Canadian programs and we
will be programming at least
fifty percent of our schedule
with those programs.

That's our vote of confidence
in Canadian producers. We
have protected that vote by
estimating our cost of foreign
programming high - at $3.25
per subscriber, and our pene-
tration conservatively at twenty
five per cent of available
homes.

That's our margin of safety
for our Canadian investment.

That makes Performance
different.

If we have estimated acquisi-
tion price high and penetra-
tion rate low — we can invest
more money in Canadian pro-
duction.

We believe that we can make
our programming strategy
work best if we are in partner-
ship with the producer. Our
mechanism is equity financing
—up front money that puts us at
risk with the producer.

Equity money makes pro-
grams happen. It goes directly
into the production. It's first
money — the hardest kind for a
producer to get.

Because it's up front and
committed, equity money is
the lever by which the producer
can pry open other sources of
financing.

Equity financing requires
network executives to make
the best judgements on ideas
and people, because that
executive is on the line each
time a decision is made. The
best guarantee producers can
receive against politics, friend-

ship and favoritism and deci-
sion making. Equity financing
makes performance different.

Ideas, audience... and a part-
nership to produce the pro-
grams with responsibilities
clearly defined between the
partners.

The producer must remain
in creative and budgetary con-
trol of the production — within
the guidelines set by agree-
ment between the partners.

The producer ensures his
control over the production by
taking responsibility for rais-
ing the rest of the money for
the budget; exercizing res-
ponsible budget management
and executive supervision ;
and retaining distribution con-
trol over the program.

These functions should not
be part of a pay-TV licencee’s
bureaucracy. They should be
decentralized to the production
industry.

This makes Performance dif-
ferent.

GROWTHMANSHIP
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Andermann & Campbell
TV festival curtain falls

BANFF — The 10-day Banff Internationat Festival of Films
for Television closed September 29 with awards cere-
monies at the Eric Harvie Theatre, followed by a cocktail
party, dinner and dance at the Banff Springs Hotel.

Festival representatives estimated that approximately
300 delegates attended the screenings, seminars, lunch-
eons, and social events.

A recurring theme of encouragement emerged at the
Awards Ceremonies. Jury chairman Rock Demers gave
what he claimed was the shortest speech on record, saying,
“Long live the Banff Festival,” a sentiment echoed by many
of the winners.

Executive Director Carrie Hunter presented a large
sculpture (“Inspiration”) to Fred McNeil of the Bank of
Montreal (which had contributed $150,000 to the Festival) as
well as three small “inspirations” to Mr. McNeil, David
Leighton, and Fil Fraser.

In turn, Fred McNeil presented the Bank of Montreal's
Award of Excellence to Norman Campbell, who thanked
"my bank,” wondering how he would be received in future
at his Don Mills, Ontario branch. The showing of a clip of
Campbell's work — sans sound - was saved by Campbell's

piano and played the melody, to the immense delight and
applause of the audience. Campbell also thanked the CBC,
as did Sam Levene, who, in accepting Best Drama Special
Award for Final Edition, thanked both CBC and Television
Drama Head John Kennedy. a

Ken Taylor, former Canadian Ambassador to Iran, pre-
sented the Best Film of the Festival Award to Italian
director Andrea Andermann for Castelporziano Ostia dei
Poeti. The prize consisted of a sculpture, airtime on the
Preview channel in the U.S., and a $5,000 cheque. Ander-
mann commented that, in coming to Banff, he had arrived
in Wonderland and found Alice in the person of Carrie
Hunter, and that, consequently, he plans to leave his
cheque in the Bank of Montreal in Banff, “so I can come
back next year and make a film in southern Alberta.”

The many positive comments from international guests
were balanced by discontent from some Canadian dele-
gates concerning organization and scheduling.

Hunter is not unaware of these criticisms, and she
pinpoints the source of the trouble. "We had a tight budget
and we were seriously understaffed.”

At the last festival in 1979, people complained there was
too much activity, and not enough free time, so Hunter
changed that this year, only to discover the reverse was
equally criticized, and that the event tended to lose
momentum,

She anticipates the following changes for next year’s
festival:

L. a title change to The Banff Television Festival.

2. a change in timing to some other month than the
industry’s peak period (possibly June or late August).

3. a compression of seminars (“I will tighten it up. We'll
inundate people with activities and information next
year.”)

4. a change in length to five days.

5. use of only one facility (Spreading the events into several
facilities appeared to diffuse their impact and the oppor-
tunity for mixing,)

6. an emphasis on marketing and finance.

Yet, with only three months to plan this year’s Festival,
Hunter finds the participation “incredible”.

Part of this can be attributed to the powerful support of
the Bank of Montreal. Its impact was felt not only financial-
ly, but, also, in the highly successful p.r. campaign mounted
by the bank. In particular, says Hunter, “the press confer-
ence in New York helped counteract the crippling effect of
the mail strike.”

Also, “the Bank's contribution helped our image, because
suddenly people in business took us seriously.”

] The Bank is not vet committed to financing next year's
Festival, although it has requested first refusal. But one
source has already committed itself. The Alberta government
has pledged $200,000 a year for eight years.

Linda Kupecek @
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grace and humour, as he strolled in the dark to the onstage*
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BANFF — While agreeing they
personally see no difference
between directing for TV and
for theatrical film, panel
members at the opening sem-
inar pointed out that each
form of film has it own set of
circumstances and difficulties.

Daniel Petrie opened his
remarks by saying there was
a difference and no differ-
ence at all. Using the example
of directing Fort Apache: The
Bronx and his four-hour TV
project Eleanor and Frank-
lin he pointed out the major
difference was in the me-
chanics, starting with a §13
million budget for Fort Apache
versus $2 million for the TV
film. “There was no differ-
ence in my approach to film-
ing, except for the time factor
of production,” he said, “But

there's an inside change, you
have a different time clock in
your head for TV, he admit-
ted, pointing out Eleanor and
Franklin was alloted half the
production time given Fort
Apache.

The theme, that there is no
difference, was carried brief-
ly through the talks of the rest
of the panelists; the conces-
sions made for television di-
recting are concessions of
scale because of money, not
in personal approach. Cana-
dian director Peter Rowe sug-
gested the decline of theatres
as exhibition venues in all but
major urban centres, especi-
ally the US., is part of the
trend that has TV growing
whilecinemabtutteralungofl
their last legs. He was also
somewhat critical of film-
making in Canada, pointing

outl that TV in general, the
CBC in particular, is the only
game on the block when it
comes to serious filmmaking.
“And most theatrical film-
making here is in the B-film
category,” he insisted.

A common theme running
through the talks given by
French director Liliane De
Kermadec and Italy's Andrea
Andermann, echoing Rowe's
comments, was the difficulty
of working television film with
crews operating from a bur-
eaucratic system, what Dan-
iel Petrie described as civil-
servant film crews plugged
into projects.

De Kermadec was especial-
ly critical of the situation of
French state TV, maintaining
she would prefer to be given
the money to make a film
rather than work within a sys-

Directors dehate merits of
TV vs. theatrical film production

tem that makes the director a
management person dealing
with the film crews as labor.
She illustrated some of the
frustration by saying whether
it was a simple story for adap-
tation, or a complex one with
dozens of characters, she still
has 23 days for script writing.

Andermann, however, in-
sisted that while there is no
difference in the way he con-
structs a film, or in the photo-
graphic techniques he uses,
he does have to think in terms
of the audience that will see
the film, which is usually
viewers who aren’t necessar-
ily prepared to receive the
material as film so much as
part of the regular stream of
TV programming.

He offered hope, saying new
film and video technology
makes production more ac-

cessible to more people and
everybody has some sort of
story, but the possible handi-
cap to that situation is the pos-
sibility of an overwhelming
supply of dull, boring pro-
grams.

The one great difference
between directing TV film and
theatrical film Petrie said is
the advantage TV has in its
immediacy, with the end
product being distributed that
much more quickly.

The panel also agreed that
the notion of TV as a farm
team for theatrical directing
is a myth of the past. Informa-
tion volunteered by audience
members, as well as panel-
ists, was that the situation is
actually reversed, with the-
atrical film being the breed-
ing ground for TV because
theatrical films must now try
to be more universal in ap-
peal these days than TV film
and filmmakers should look
to the fragmenting television
market as the medium for
serious film directing.

Dave Greber @

“Writeforyourself,”is

BANFF — "You must write for
yourself,” Emmy-winning
television screenwriter Steph
en Cannell told the festival's
writing for television seminar
Thursday, Sept. 23.

“It's a mistake to create for
an audience; you can't write
for 50 million people oryou'll
write junk,” said Cannell,
whose track record in tele-
vision stands at an enviable

10 series sold out of 14 pilots.
“You must write for yourself
as a writer and you have to be
able to accept an audience's
rejection.”

Cannell said his successes
have put him in the position
of being able to write to his
standards and not those of a
programs advertizers.

If you're sought after you
can quickly have a degree of

advice from Steve Gannell

control. I've pretty much been
able to do what I wanted to
do what 1 wanted to do. You
have to protect the quality of
writing you do or you end up
being just another person for
sale.

“1 don't even know who ad-
vertises on my programs,”’
Cannell continued. “The net-
work executives worry about
that, not me.”

He reitereated a theme
those executives made at the
first Banff Festival, saying, “A
writer must go to the market.
It's a help to live in the mar-
ket you hope to sell to — you'll
improve vour chances mar-
kedly. Opportunities are cre-
ated through friendships and
if you're up here, you're in a
postion of putting something
in an envelope and sending it
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to someone who doesn’t want
to read it."

Cannell is one of televi-
sion's most consistently suc-
cessful writers. He has written
for such shows as The Rock-
ford Files, Baretta, Tenspeed
and Brownshoe and, most re-
cently, The Greatest Ameri-
can Hero, shows he also cre-
ated.

Cannell broke into the busi-
ness after two-and-a-half years
of writing when he sold story
ideas to Mission Impossible
and Ironside at the age of 24.

“I'm not by nature a very
disciplined person,” he re-
calls, “but I started writing for
specific TV targets.

“It's very important to set a
time and write every day,” he
responded when asked what
advice he had to writers.

“If you write every day, the
discipline will become part
of vour life. Your craft im-
proves until you can hit small-
er and smaller targets, and
the more you write the better
you get, until you get senile.”

Cannell maintains a daily
writing schedule and says that
his creativity is fuelled by a
sort of writer’s schizophrenia. ,

“These characters live in
Iyour head and they really are
people.1 may feel sick orhave
‘other problems on a particu-
lar day, but when I start be-
coming those characters, all
the rest falls away.”

He warned beginning writ-
ers against regarding their
creations as gold. Flexibility
regarding rewriting is a valu-
able commodity for a writer
in television, he said.

“We are in a collaborative
art form,” he said. “Directors
and actors add their own in-

(cont.on p. 16)
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Videodisc

the next revolution

BANFF — “I'm excited by new
technology but I'm worried
what use we'll make of it,”
gritish filmmaker Peter Mor-
ley told a festival luncheon
gathering Sept. 24.

Morley, who had earlier de-
scribed himself as a former
freelance producer has re-
cently become a pioneer in
video disc production and it
was the disc, its possible uses
and the problems disc tech-
nology raises, that made up
the bulk of his informal talk.

Morley, after an illustrious
filmmaking career that has
won him numerous awards
and world-wide acclaim, is
now Controller of Program-
ming for England's EMI Thorn
Corporation, which is active-
ly involved in video disc re-
search. The company is gear-
ing up for video disc market-
ing in England in October
1981 and Morley is now in-
volved in production of six
discs.

There is an inherent differ-
ence between video discs and
other visual media such as
television and film, Morley
said. This difference hinges
on the fact that the discs will
be purchased by consumers.

That act will make the discs
more like books than films,
Morley maintained. Because
disc owners will keep the
discs, rather than just view

them once, it will be possible
to put more information on
them than on a film or tele-
vision program of compar-
able length.

“I've always been con-
cerned about the superfici-
ality of television,” Morley said.
“I'm not criticizing crafts-
manship but you can't over-
load a television program with
statistics, facts or ideas. If you
do, you'll cause mental indi-
gestion in your audience.

“You have to paint in broad
brushstrokes. It doesn’t mat-
ter whether you're doing a 13-
part series, you're speaking
the same language and I've
found that I have to discard 50
per cent of my ideas on any
topic.

“The video disc will im-
prove this situation,” he as-
serted. He said the video disc
will nat have television's built-
in S-point, the point at which
a viewer decides to either
continue with a program or
switch to another. Because
the disc owner has already
invested money Jn a pur-
chase, he or she will be more
inclined to stick with a disc.

This commitment, coupled
with the fact that a disc will
be replayed many times,
makes the disc a denser me-
dium, he said. In other words,
the video disc can and should
contain more facts than a film

of the same length.

This makes the video disc a
natural medium for educa-
tion, he said. “You don't have
to hook people with a video
dise,” he claimed. “You have
an opportunity to provide in-
formation of a higher density
than with a linear show. But
the disc has to be ever-green,”
he cautioned, "It has to stand
the test of time.”

Morley said the video disc
lent itself to non-linear uses.
For instance, one side of a
disc could feature a normal
narrative documentary while
the flip side could be used as
an index of related informa-
tion or could include foot-
notes. “Very dense reference
works will come out,” he pre-
dicted. “We will use the disc
like a book and we will get
more sophisticated as we go.
From a teaching point of view
the possibilities are enor-
mous.

“"We have to develop an
appropriate grammar for the
video disc, that is our im-
mediate task,” Morely added.
"We are used to wallowing in
programming in a rather pas-
sive way. We must take the
disc purchasers by the hand
and lead them gently across
the technological threshold
so they can participate in a

(cont.onp. 16)
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Taking the medium seriously

BANFF - It's difficult to take
TV programming seriously,
though the medium itself
should be taken seriously.
That was the drift of argu-
ments throughout Monday’s
seminar on taking TV serious-
ly, the liveliest seminar of the
festival.

Carlo Sartori, Italian com-
munications professor, show-
ed a 20 minute film of clips
from his film about TV around
the world, and in his later
comments, summed up his
message thatas longas Amer-
ican-style programming is
the world model, TV can’t be
taken seriously.

Although he divides the
world of television into two
areas - the economics of the
industry, and contents and
format - it is only analysis of
the economics that gets seri-
ous consideration ; contents
and format are simply viewed
as parts of a standardized
concept.

James Roy MacBean point-
ed to the paradox that, in the
midst of the festival which
has focused on more markets,
more money, and more of
everything for the filmmaker,
the only topic considered at
the seminar was that of art.

“The critic sticks to this
world and tries to make sense
of the shambles,” MacBean
said, adding that he hopes
then to be able to point out
the gems that can be found in
the video rubbish heap.

He quoted figures for 1975
that showed that 80 percent
of the commercials on Ameri-
can TV in 1975 came from the
100 largest corporations in
the world ; those same 100
contributed to 40 percent of
the sponsored programs on
American public TV.

The end result of the figures
is “When something good gets
made, it doesn't get seen.
There's a censorship that
operates through the context
of television that all too often
trivializes programs,” he said.

MacBean pointed out the dif-
ficulties of films like The War
Game, Emile, and Marcel
Ophuls's The Sorrow and
The Pity, all of which were
commissioned for TV, but
weren't carried by the original
commissioners because the
end product frightened
broadcasters and triggered
banning or blocking of the
programs.

“These are forms of cen-
sorship that militate against
art or reality on TV,” he con-
cluded.

Philippe Meyer, critic for
L'Express, catalogued the
rules he set himself when he
entered the world of TV criti-
cism and pointed out the critic
trying to act responsibly has
to fight his editors, the indus-
try, and the context of the
industry itself.

“A TV channel has to be
considered like a book, a film,
Chinese food,” he said, “And
we should take it seriously,
and it will have an impact.”

At one point in the proceed-
ings, moderator, Dave Billing-
ton, suggested the critic/re-
viewer must respect the me-
dium, even though the con-
tent is pap. He argued the
critic is a person that is born,
not bred, describing his back-
ground as a cowboy who
writes criticism as a career
focus that started as a normal
Newsroom move.

Billington insisted the pub-
lic takes its chances, that critics
can’t be bred, though he came
up with the promising notion
of mating Pauline Kael and
Andrew Saris, planting the
fertilized ova in host mothers
to term, and producing a raft
of brillant critics.

“Unfortunately,” he said,
after the seminar, “that isn't
and can't be the case. You
can'tbreed 'em, you can't train
‘em, they just happen and you
hope for the best.”
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BANFF — Communications
satellites will soon be used to
shorten the distance between
film producers and prospec-
tive buyers.

An American-based com-
pany is about to inaugurate
what it calls the Preview
Channel, James Speck, Vice-
President of marketing for
the Preview Channel, an-
nounced at the Banff festival
Pay TV seminar.

The company has leased
time on Comsat One and plans
to broadcast three-and-one-
half hours of film previews
each weekday to prospective
buyers commencing October
19, said Speck. Time on the
broadcast would cost $5,500
per half hour but the broad-
cast would be available with-
out charge for the approxi-
mately 6,000 owners of sat-
ellite earth stations, also
known as downlinks. These
owners include about 4,500
North American cable sta-
tions and 249 television sta-
tions, Speck added.

The program will be sup-
ported by a Preview Channel
newsletter which would serve
both as a program guide and
an advertising medium. Each
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preview will be broadcast
twice in a month and, at the
conclusion of each preview,
buyers will be able to tele-
phone the Preview Channel
directly, thus forming an in-
staneous communication link
between the producer and
buyer.

This reduction in time be-
tween presentation to buyers
and buyer reaction is a major
selling point of the scheme.
The other, says Speck, is thata
film producer will be able to
reach many more prospec-
tive buyers than is possible by
other means.

“The shortest distance be-
tween two points is now 46,000
miles,”Speck told the semi-
nar. “The Preview Channel is
an electronic trade journal
aimed at program directors
and distributors. It's not for
the public.

“Now you (producers) can
reach programmers directly,”
he continued, “and they can
pick up the phone and re-
spond directly. Producers will
have a bargaining chip and
buyers will be able to make a
more educated buy.”

speck, a former salesman
for retail radio-advertising and

_for cable TV stations in the

U.5., said the idea for the Pre-

p[’Olld to a

the formation of

view Channel came out of
frustration at not being able
to get to people. “Getting the
product to market was the
problem,” said Speck.

Now, thousands of poten-
tial buyers can view a pro-
ducer’s proposal simultane-
ously, saving the producer an
enormous amount of time and
effort. Speck estimatles the
Preview Channel will be 40
times as cost effective a film
marketing procedure as more
conventional methods.

All the producer has to do
is hand the Preview Channel
a 20 or 30 minute video pack-
age, pay the fee and await the
results of the broadcast.

Speck emphasized that us-
ers of the Preview Channel
did not need to have a fin-
ished film, just a video pack-
age that would attractively
present their product.

T would recommend the
project be at least at a story-
board stage, though,” Speck
said, “and preferably include
a few selected scenes with
the actors intended. It should
include all the information
an exhibitor would need to
know."

If the producer needs help
designing his package, the
Preview Channel would help,

Satellites provide shortest distance

speck said, and the company
is preparing a guidebook for
its customers.

The channel’s first broad-
cast is on October 19 and
Speck said his company has
booked satellite time on 4
regular time-slot indefinitely.

Speck sees the project as a
new use of existing technol-
ogy, one that will produce an
electronic marketplace to fa-
cilitate the flow between film
producers and buyers. Al-
though exact sales figures are
lacking at this time, Speck
says he is confident the chan-
nel will succeed.

“It's very hard to get any-
thing done without people’s
cooperation,” Speck con-
cluded. “You have to figure
out how to make an every-
body wins situation.”

And that is what he hopes
the Preview Channel will
bring about... for producers,
buyers, and for the Channel
itself.

Paul Hepher @

TORONTO - The National Film
Board reports that the complete
works of internationally-
acclaimed filmmaker Norman
McLaren have been purchased
by the new Fourth Channel in
Great Britain.
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Videodisc

{cont. from p. 15)

new way. You can use video
discs to learn at your own
speed in your own way."

He said early indications in
England point towards a huge
market for vidoe discs, des-
pite their cost. “We have to
use the discs in a positive and
enriching way,” he added.
“Communicators must never
lose sight of the power of
their medium. We must take
care we are not blunted to
our responsibilities.”

P.H.

Cannel says

(cont. from p. 14)

terpretations to the script.
That's what makes film excit-
ing. And, as shows can be-
come wonderful upon execu-
tion, they can be terrible too.”

The rise of cable and Pay
TV is creating a vast new mar-
ketplace for film writers and
Cannell told writers, “We have
to get into that marketplace
and create and be innovative
or cable too will be imitative.”

And that, to paraphrase one
of Cannell's more famous
characters, you can take to
the bank.

P.H.
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— programming de-
\’;alupad by the three major
1S, television networks has

ad around the world an.d
of imitation will
tinue in new media says
?;ian media expert, Carlo
ms:nnuﬁ, a mass cnmmun_i-
cations professor at the Public
Relations School of the Mod-
ern Languages Universiry_ in
Milan, drew that conclusion
sherstudying television in 60
countries Over a permq of
m]'::”:algse same all over the
world from a structural point
of view," Sartori said. “The
United States is the major
of television.”
Television, more so than
other media, is dependent for
its form and its content on the
local context, he added.

“Much more than other
media television depends on
its own context,” he said. “It
exists in a form that is typical
toits politicial, economic con-
text. Television is the most
controlled medium.”

‘I'm not making a moral
judgement here, I'm just
pointing out facts. The Ameri-
can economic system could
not exists as it does without
television as it is.”

CINE MAG

Sartori’s outlook gloomy

“The three networks are in
business to produce viewers,
not programs,” he continued.

In some countries, pro-
gramming depends in a very
strict way on the economic
context,” he stated.

“It's a very direct relation-
ship and you have no chance
of changing it unless you
change the whole system.
The fact that PBS is going
down in the US. is not by
chance.” -

Sartori held out little hope
for significant changes in
commercial television pro-
gramming formats,

“In other countries where
you have strong public insti-
tutions independent from the
government, you can have
more flexible programming
geared to different ethnic and
cultural groups.”

These groups are not repre-
sented by commercial televi-
sion as it exists, he said. Re-
sponding to the assertion that
television as presented by the
three U.5. major networks
does give people what they
want, he said, «Audiences
may want certain kinds of
programs because they got
those kinds of programs from
the beginning.”

In other words, they may

as U.S. dominates world-wide TV

not be aware of alternatives
because they have not been
given them, creating a sort of
limiting vicious circle.

Earlier in the festival Pay
and Cable TV had been hailed
as mediums with the poten-
tial for bringing television out
of the commercial general
consumption mode.

Asked if he thought the Pay
and Cable TV explosion in
North America would demo-
cratize television, Sartori re-
plied, “No, the programs will
still come from the same
sources and only the big cor-
porations will be able to afford
to jump on the new wave.”

“Maybe in the U.S. some-
thing will change because
cable stations will buy more
foreign programs. There will
be a Europeanization of the
UBS.A. while, unfortunately,
Europe and Italy in particular,
are becoming more and more
influenced by the old (com-
mercial network) model of
American TV.

“The U.S. had Laverne and
Shirley and now they want La
Scala and Shakespeare. Italy
has La Scala and Shakespeare

and now they want Laverne -

and Shirley, and that's very
sad.”

Paul Hepher

Mander gives advice
“Tum it off now!’

BANFF - The coming of Pay
TV and the proliferation of
cable TV will not necessarily
herald a golden age of televi-
sion, media observer, Jerry

'Mander, told a festival semi-

nar Friday.

Mander, a former success-
ful advertising man, and au-
thor of the controversial book
Four arguments for the Elim-
ination of Television, said,
“There will be a lot more
outlets doing the same kind
of programming.”

He rejected the theory that
Pay and Cable TV would foster
specialized  programming
which would suit special in-
terest groups, saying “the
potential is tremendously
over-rated.”

“The net result will be
more centralism,” he pre-
dicted. “Cable will bring a
few doubtful local benefits
but the democratic potential
has been over-rated.”

Mander, who has turned to
media advocacy for such
groups as the Friends of the
Earth since leaving the adver-
tising world, said the televi-
sion medium would not be
essentially changed by the
coming availability of many
more television channels.

He said many of the interest

groups who seek to take ad-
vantage of television’s power-
ful hold on the North Ameri-
can public, would fall short of
their goals because they would
not_have the capital or the
expertise to properly make
use of the medium.

As well, he said that subtle
and complicated issues, such
as environmental ones, do
not lend themselves to expo-
sure on television, which, by
its nature, demands simple
and visually attractive sub-
jects.

“They are up against the
biases of the medium,” he
said, adding that commercial
considerations will still dom-
inate the medium.

Mander, dubbed the Ralph
Nader of advertising, said he
was not so much concerned
about the effect of reporters’
biases on news reporting as
he was on the effect the medi-
um itself had on the way
news is seen.

“It is difficult to think of a
story that necessarily can be
presented better by televi-
sion,” he asserted, although,
he acknowledged television's
impact, saying “television is
the most powerful medium
of all.”

Paul Hepher
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