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TV Ads
Selling products is not what T .V . ads do essentially .

The population explosion and the broadening of pur-
chasing power in the middle and lower classes have prob-
ably had more to do with selling than all the T .V . ads put
together. (Car manufacturers are in financial trouble these
days. The ads are as numerous as ever, but money is
tighter and the population is leveling off .)

Ads don't sell the products the corporations paid to
have advertised, but, they do sell a lot of things . They
help to sell the Museum of Modern Art by appearing in its
film catalogue . They help to sell McLuhan and the dozens,
if not hundreds, of college courses that are to some degree
spin-offs of McLuhanism. Selling the "corporate image"
is the explicit objective of many ads and the implicit
effect of all ads .

Ads sell themselves . The "need" they create is the
need to advertise .

Ads sell television-at least television as it has been
developed by the networks (and here I would not exclude
the "educational" or "public'.' networks) . Ads are often
more interesting to watch than the regular programmes .
Beyond that, the structure and rationale, the whole style
of network television, is set by the ads . Not only are the
programmes there for the sake of the ads, but the pro-
gramming itself, the structuring and choice of subject
matter, are at the mercy of the ads . It's not an accident
that the form and content of many T .V . shows are indis-
tinguishable from the ads .

Television's success depends on its ability to hold
up mirrors with the right answers for the right people .
The aero-space ads sell us the moon, Americanism and
the spending of public money for private profit. Airline
ads sell tourism and neo-colonialism . Car ads sell high-
ways (more public money for private profit) and private
ownership, not to mention the kind of "individualism" that
undercuts the development of mass transportation systems .

In Canada, a "prize-winning" beer ad showing two
Beautiful People kissing in front of the Quebec pavillion
at Osaka 70 sells Trudeau's new Pacific policy . From
McDonald's hamburgers and Kentucky Fried Chicken to
Xerox machines in chromium offices and Mercurys parked
on golf club fairways, what's really being sold is a white,
middle-class life style .

The video tapes made and exchanged by alternative
media people may promote particular causes and life
styles, or even, like the Whole Earth Catalogue, tell us
that Brand A is better than Brand X, but they do not try
to eliminate ambiguities for the sake of contrived cli-
maxes. They try to do justice to the complexity of human
beings by leaving things open to individual responses .
And that, in the long run, may be what "alternative media"
means-no ads .

	

Bill Wees

TV Competition

Television stations are presented with new competi-
tion when cable television makes distant stations avail-
able. Even if these distant stations, often American, do
not deliberately seek to compete for advertising revenue
with the locally licensed station, they do claim portions
of the audience . This affects the revenue of the local sta-
tions and is prejudicial to the establishment of additional
Canadian television services in some communities .

The Federal Communications Commission is
seeking ways of coping with this phenomenon in the
United States . just as the Canadian Radio-Television
Commission is in Canada .

There are however certain specifically Canadian
problems . Cable television has developed more rapidly
in Canada than in the United States, where its spread
in the major cities has been delayed by the FCC as a
matter of policy .

The problem for Canada is more acute than for the
United States .

Except for Detroit and Buffalo, no major U .S . city
is within reach of Canadian television signals . Yet, most
of Canada's largest cities are within reach of U .S . tele-
vision signals . In some cases television stations licensed
in the United States could not exist without their Cana-
dian coverage as a source of revenue .

As a result some Canadian cities that would otherwise
have several television stations have only one or two.

It is also estimated that some $12-million to $15-mil-
lion a year of Canadian money is spent to buy commer-
cial time on U .S . television stations . The indirect effect
is more difficult to calculate, but international advertisers
would probably have to spend about double that amount
per year on Canadian television stations to achieve the
same impact if the border spill-over did not exist .

Television stations in Canada's largest cities have
survived in spite of this problem, but often with difficulty .
Rapid development of cable television, especially with
distant head-ends and broadband techniques, increases
competition in larger centers and introduces competition
into areas where television broadcasting is already
economically difficult .

excerpt from : The Integration of Cable Television in the
Canadian Broadcasting System-Canadian Radio-
Television Commission (CRTC) Feb . 26, 1971 .

A More Viable Social Reality
Consider the breadth and depth of topics as well as the easy

accessibility which will be provided by the growth of VTR and EVR
cassettes and mass distribution which will link into a television
set anywhere . Consider how the linear sequence of film may be
broken down with ease and facility by the manipulation of images
enabled by the link up of a kinescope tube display screen, informa-
tion stored digitally on a computer tape and the information-handling
capabilities of high-speed fourth-generation computers and com-
puter terminals . These developments considerably weaken the
previous advantages which print has held over filmic material as
an academic medium . Now it will be possible to have a wide variety
of in-depth specialized topics for study which are readily accessible .
Now it will be possible to manipulate images and sequences of im-
ages in any desireable fashion, to view, review, rearrange and to
pursue, prod and contemplate images at any rate you want .

VTR and film can be readily extended into academia by virtue of
these features and by virtue of its engaging and timely conceptual
and information-storing characteristics . The ramifications of social
theory developed from visual data can be understood by non-aca-
demics . It is therefore likely to be used by these people and, with
the help of those researchers who are interested in social recon-
struction, for the purpose of developing a more viable social reality
for everyone .

Barry, de Ville

Sending Tapes Across the Border
(of their minds)
1 . Get the customs declaration label at the post

office and write down : Educational-non/com-
mercial .

2. Where the label asks value, give cost of raw
tape only .

3 . Address it to a friend at a university .
4. If true-write down : Return of loan, property

of addressee .
Tapes returning to country where they were

made should be so identified as it avoids all prob-
lems .

Ampex HS-200 Radio Quebec was created to serve education throughout Quebec provinceworking in collaboration with the Ministry of Education and other Provincial governmentdepartments . Included in the production equipment housed in two large studios are threePhilips Plumbicon colour television cameras, with two colour tele-cine cameras andprojectors . Two of the four colour video tape recorders are used for editing and thereis a computer controlled editing system which greatly speeds up the composition ofvideo tapes, especially where these contain a mixture of live and graphic subjects . I worked with an extremely interesting machine, the Ampex HS-200, partly computerized.It has a 30 second intake of film and can slow down, freeze, speed up, do reverse action,edit frame by frame, colourize tape shot in black and white (one colour at a time, not bygrey scale), and superimpose any number-of images on a particular frame . The experimentsproduced with the Ampex HS-200 are studies in video animation achieved, unlike their film counterpart, instantaneously . Radio Quebec has a studio reserved for training sessions. It serves France-QuebecTV personnel exchanges, students and professors who want more information on theuse of audio-visual techniques, groups desiring to be "sensitized" to different aspectsof communications media . Radio Quebec will lend this studio to universities with videoprograms and will furnish qualified personnel (technical and conceptual) at a nominalrate once an agreement has been drawn up between the ministries of communicationand education and the university or institution concerned . Nicole Leduc
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