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Subject: CABLE.

And now, for a momerit, a few dissenting voices:

"We are a technology in search of
demand, rather than a demand in
search of technology."

Three thoughts from three points of view, {Note plug for CBS
and AT&T!)
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A DECIDEDLY MINORITY OPINION
BY GERSH MORNINGSTAR

Cable television, with its pay services
proliferating like maggots over-acorpse,
is w rapilly decaying monument to
greed, smoke, flimtlam, shared ‘igno-
rance andl- a hysterical desire to believe
‘that the nitked emperor vedlly is-wearing
arfagio suit of dlothes.

Lots-of people are making money in
vable: lawyers, consultints, hardwaré
manufacturers and suppliérs. Here aud
there vou may find a cable system itself
actually bredking even or even making »
small profit. On the'whole, though, eable
television is a deficit beast with a ruv--

- enous appetite for money. It eats banks
ant defecates fibancial projections for a.
bright industry foture. The nice fulks at,
Chiese Manhattan or Continental 1ilinois
arany of the uther large banks who keep
fewiding the beast don't seem to rdind.
Like the happy little boy digging

_ through a huge pile of manure, they are
cunvinced thut there must be a pony.in
there sumeivhere.

Bail news, gang: there ain't no pony,

_amt the emperor is a5 naked us s new-
buirn babe, o

Befory guing on, Pve one. squivoca-
tioh: Itz mit the eoncept of multipie sig-
nal transniissions. from a single source

_that’s bad business. Its (he nonsense uf

stringing a piece of wire across the coun-
tryside to accomplish something better

grand plan: every home in the country
‘would be wired. The kind of interactive
communications this-would make Possi-

earth. Investors indiscriminately threw

tieg disillusion ¢rept in as new technol-
oy made it clear thut the scheme was

some of you have bet the farm on a ma-

Literarvy Machines diescribes as the

THE DEATH OF CABLE

HORSE AND BUGGY

THE 2¢. PLAIN

PEACE IN-QURTIME sy,

{THE U.S: CABLE INDUSTRY 4|

{4 arg-s g €2

e e e

dene-by other means: _
During the sixties there was this

ble would revolutionize the way we lived.
Eiitrepreneurs erawled forth from the

moitey at the scheme. During thé seven-

flawed, By the eighifes the notion wus
dead.

['m referring to the 1860s, rof the
19603, The scheme was to wire every
American home for the telegraph. But
the iessun of history is that we don't
learn from the lesson of history—and

chine.you think will turn.lead into gold.
To puraphrase Winston Churchill, never
have so many béen so reaily to aceept the
uninformexl technival fintasies of so few:
never has so much been spent on soine-
thing so little understood as cable televic
sion. The cable industry has became
trapped in what Ted Nelson in his book

growing gap between ity ignorance and

ary.” The idea is preposterous. Cable's

_sive to-maintain, necessitates loeal com-

pability of establishing a two-way com-

‘programmer.

the real world of te¢hnology.

In the August 24, 1987, issue of Nees--
week, Michdel Clark, vice president of”
program development for Showtime,
culls the technology of cable “revolution-

technulogy |is strdight out of the -mid-
nineteenth century. Its application tu
infbrmat_iumha‘ndiing problems dnd op-
portunities of the emerging twenty-first
century isas bizarre as. the' buggy-whip
holders that were faithfully installed on
the early Stuilehaker automobiles.

The delivery system cable offers is’
clumsy, is expensive to install, is expen-

munity entranchisement and is-out-.
maced. There is a myth that such an
iilintic setup is required to achieve the
“interactive™ feature of cable —the ca-

munication link betiveen viewer and

Nonsense. The technology for such a
two-wity link without the need for hard
wiring has existed for yeirs. Right now,
AT&T is perfecting individually

addressible wiveless telephones. 1 vou |

have a Zenith System 111, you can make
phone calls through your TV set. All

that'’s teft is to combine the tws technolo-
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el fustiilly thisappivatbs,

Tor xi

As a. practival matter, IS no argel-
ment, anywiy. The wumber of inteiaé-
tive wrstenis that are aetiiall on-line. in

Amex assures us therell be jots more—
somewhere.

deliver large numbers-of channels. Cer-
tainly-it can. So can satellites broadeast-

signal transimission from 4 single over-
the-air station, conibined with AT&Tx

- that will actually bury cable. (Move on
this in 2 moment.)

The vast majority.of cable subscribers
in the United States are seivei by [2-
chanrnel systems. Twelve vhannels have
generaliy proved adeguate. As Bruce
Mayer, executive vice president and gen-

eral mansger of channel 85, Boston's
subscription television system (8TVY,
observes, “Huw many different ABC
channels ¢an one individual reasonably
watch?”

Every cable promoter, however, hasa

tions) for gétting rich: movie channels,
sports channels, ‘weather ¢hanndls,
Women's ¢hannels (vou kuow the eiia-
log)—even, according to the Wall Sireet
Journal, a modern Bulgurian art chan-
nel. It all groing ta come Nooding down
that wire on « river of gold.

Sorry; gang. Gable-is finished. Many
things kilted it, among them: (1) sticker

chnluglwl trauma, (3) the luck of expeits
in the field anil (4) the advance of tech-

test on Tuesilay.
- Sticker shock. Cuble talk is ahways

laced with discussions of huge swmx of

is goingr to nuy anel pay, No.ongs hath.
ered'to ask the publicil; in faet, it woull
pay. 1t may be time somebatly i,

a kind of pay-service promoters para-
dise. It rich, sophisticated, growing
and a perfect illustration uf the rampant
greed now pervasive in cable and the
ancillary pay services.
We have cable, a [aniels-iwned -
channel system that char ies u base rute
- of $11.50 per month. That buys 23 chan-
nels; (With a gonrd antenna and. 4 rotor
we can get 26 vight off the ai but néver
minil:) Receitly we were dffered four

- additional pay services forthe following
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the United States caii be ciuniter on the
fingers of one hand, Nuturally, Warner |

and there must be a pony in here

Y

‘Cable’s other argument is that it can}
ing directly to the home. But. multiple:

aggressive involvement, is the shovel

gimmick (backed up by findaneial projec-

shock, (2) human physiology and psy- |

nology: Pay attention, iow, thereli be a.

money. Everyond expéets that the public:

Aun Arbor, Michigran, where [ live, is

SORRY,
GANG. CABLE
IS FINISHED,

AND fMANY

THINGS

KILLED IT.

monthly charges: Warner Amex’s Movie
Channel at 3495, Escapade at $7.95,
Bravo at 312,00 and HBO al.$12.00.. You

can get the whale package, however, for-
‘a mere $11.495 per month,

For another SI5.00 you can also get
HBO vig ninltipoint distribution serviee
{MDS). (The rates o up soon, so-hurry:)
That Lakes us.to.gbout 3H7.00 per month,

We have two STV channels available:

$26.95 for ote, $22.95 for the other.

‘Make our tub now about $107.00 per

month.

If we were in Chicago, come Apri] 1652
we could add anusther $26.95 for Sports-
Vixion. Net to worry: the Detreit profes-

sional sports frinchises are beginning to

look at i shimilar service, so- make Lhe

total about $134.00 per-month..

if, inaddition, we want to'subscribe toy

any of the infurniation sery ives avatlable
(13ow:

ald .tnnl‘wl ‘?ll'l'l!'w!a.nlumh, minimun,
hringing us Lo S2M80 per monih.

(-Jm: nthu_ STV s licensed but not
operating vet: another i applicd for:
Appllmtlmh have been filed for & Jow-
pawer TV to provide us still. more 8TV,
Anothetr MBS will:ee on-line before 1982
ends, (AN these investors are thor-
oughiyiecenvinced, o the basis of their
financial prajections, that the viewers
armund here sire groing 1o bux-their sey:
vices, | The totai ali coutil top SH0G.00-a
month, not inchudinig any. ather special
SeIVICRs promoters Just know will make
millions.

Resistanve @ my town, like that in
othertowns, tnall pay services is rapidly

hero Jearives

C umpu‘--e: Ve, ete.),’

1be pubiie wiil reluse L e i ol
Sports [ustyated this pasi <enimer
cirried aeouple of fine articles covering
the cable fantasips of several RPUtts ¢y
treprenenrs and system hustlers, M'_;m‘\‘
sep themselver getting rich "hl\'_ foreing:
the public to pay for that which has.
always been free, par t:cuidrh’ high-
school and cotlege sporting events, Their-
argument sourls sensible enough: “Foyr

-4 price, we can carry the local high~

school footbill game on one of olur cible
channéls, a gameé. that woulln't be on
television at all without us.”

Any price muiy have at fast become tog
high. An appareéntly innocuots lawsuit |

was filed in the Michigan courts just

previous to the NKL Mowiday Night
Foothall pame between the Detioit
Lions and the Chicagn Bears Ottober
19, 1981, challenging the NFL bluckuput
rule.on unique grounds. Detroit plavs:n |
the Silver Dome, which rvecerves an an- |
nual subsilly from the state, The suit
argued thit a taxpayer-supporteil event
cainot be denied to the public when
denial is solély for the prrpose of enriéh-
ing-a profit-making concern. The wheels
of justice ground ton slowly to; p: evernt
the blackout this Hme, but the issue is
still to be resolved. The “smart” money
is on the side of the taxpuyer. Whoover
wins; the suit holis profound lmplua-'
tions for the putveyors of pay-television
services. The entire issue of exclusivity,:
at least for taxpayer-supportec s porting
events, isup forgrabs. And this purticu-
lay suit isonly the first skirmish inwhat
promises-to be 4 long, bitter and expen-
SIVe wdnl

H‘u-um_n ph ofsinl ngy and psgehological .
tranwa. One of our more popular
catchphrases in these davs of “informa-
tion revolution™ “infor nmation over-
Joud.” In the 1950s, systems scientist
Jumes, Go. Miller condircted: sare highly -
sophisticated research concerhiig, what
happens when inilividuais are preseited.
with mare information than they can
effectively handle, Millers work demon-
strated thut there ard didcernible, fnite
limits to the amount of infogination jidi-

is

widduals can deal with, and there are Both

physiological and psychologivil vonse-
quences when those limjts are exceedeil.

Even theugh there are known effects
of too much information, even though it
Is possible to determine how niuch is too
much, the cable indlustry has procevdid
in a state of reprehensible ignortunice
concerning the impact of its sérvices
upoh cable viewers: It not fur luck of
existing research: there's plenty of that.

——gp




Thz exble ihddsiry «imply igneior i,
ppparently reluctant to find ent -
thing that might upset its préconceivesd
hotlong. i

We do hot knaw if 20-chanie] systems
are'helter or warse thun 20- o1 12-cHaii-
nel systems. The riemdml for.additional
channels comes, 1ot from viewers, who
| haven't been asked, but. from the opera-

hustles to'execute. The cubie industry is
a closed system, feeding upon its own
rumors, suppositions, fantasies and
propaganda.

“We don't kiow the long-range psycho-
logical consequences of systems with 100

gests they may be seribus. Yet. RCA s
pianning on putting up 20 more commu-
nications satellites. Added te what's al-
ready there, that's going to make move
'_'t_har_l_a"(lﬂ chamnels available, anid there
will be a great many more to come. We
kunpw there are Tinite iimits an.the
amount of information.a viewer can and
will tolerate. We don’t know what those

ever, and that of Neal Miller, Legn Fes-
tinger, Wilbur Sc¢hramm, David McClel-
Jand, Kurt Lewin, Hideya Kumata and a
whole host: of notable athers, there is
-avery reéason to believe that the phys-
jological and psyehological limits are far
less than cablecasters suppose them
“to be,

~atelits ancillary pay services reprexent a
multicbillion-dollar industry¥un with-all
the sophistication of a kids Kool-Aid
stand. There justaven't any'experts, [ty
‘true you can peel off 4 thousand-doltar
bill; xend it to an outiit in Coiinecticut
and get back 15 bucks in change-and.a
spiffy repart filled with charts and
graphs, Their oiwn promotional flack
“states: “High stakes. are involvéd, and
- the decision-makers must proceeid on
the basis of very meagre informatinn
about the actual revenue and proiit po-
-tentia_l of thexe new services.” What
tends Lo pet fed back to broadeastersare
their own specilations that were hased,
in the first place, on-almost totul igno-

serve.

cable viewing market. No one knows
when citbleis struiiy who-will subseribe
and who will not. That’s'why the cable
folks talk sbout the number of homes
their cable pusses, 1ot the characteris-
tics of the audience they propose to
serve.
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tors and from those wha have their own’

or more channels.. Samg evidence sijz-

limits .ave. The research has not. been
tone. ‘Based upon Miller’¥ work: how-.

Lack of experfise. Cable television -

rance of the people they propuse to

There are no definitive studies of the

TURMING
ATDT LDOSE
ON TiiB CABLE
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With few- exceptions, cable operators
generalize from their own expetience to
the entire market. a pracess fraught
with hazard. (Just as a famous broad-

casting executive once refused teslotthe

NBC Kemphony at a éertain time nn
riadio hécause he knew eveéryone wis oul
plavingg polo at that time.)

Whit is even more sur pnsmg is-that
banks have been so \\IIllng Lo.poir mous
ey inlo such an ephemeral enterprise, [F
I were the Chuse Manhattan Buaik, |
world wake up each morning in a cold
sweat because of the millions [ had cam-
mittéd to an hidustry about which s
little is known, an industry that-has ex-
hibited s little interest i finding out
about. itself, an industey that faces such
a shaky futuresus a result of imminent
competition from such powertul forces

A multisipgnal  bver-the-air tédevision

anid direet satellite-tio-home services.

Technolugy. Iy the late 10602 the
Federal Communications Commission

anthorized experhnents in which a-sins.
e over-the-aiv TV station was allow edd
i send out three different sigudls simul-

taneously, using sidebmids anil en-
wineering ‘magrie. Though apparently

anly @ marginal success, It was a

beginning.

‘We've come a long way in the past 15
vears, thanks largely-to the spULe pros
seram. Digritad transmission of video xig-
nals makes fur move efficient use ofpres-
ent ‘available chainel L.lp.u.l!.\ ExXisting

technoingy grives the over-the-wiF stition

theé eap: 1hl|__1_t]. of transiitting & prreut

| many :-zimu]t-a:u;_uus signals with no diffi-

" station is expectadl to have the capability

- phone lines. AL least twa different tech-

e grave. On
"House version comes even remotely
video industry it has =o0ght forso nuny
years, Given the relaxation of régula-

onr total information.company, incliul-
dngad formk of video.

CAnd it s lgose. Before the hunds were
Jowered In the Senate, AT&ET wnd CBS
hoine  telegiaph.

‘the death of the exbie industey:
¢an be Said,

urdwa, the history of cabile would makon |
great, if somewhat silly, comie opere.

specialist.

Fulty wnd only avioer
existinge setd There = at feast vue vioe
tranies fivin presently  exticrimentiing’
with figital transmission of partial vides
sienals,
the peture withinfurmation provided by
microgrocessors right in the TV set.
This frees up so niuch extra space onahy’
given channel that a single over-the-air

oG i ul.-I

enhancinge sinid, reconsteie(ing

of transmitting up to &0 separate and
distinet signals,

Digital ‘transmission. of video signals
opens up.yet another pessibility: movies
nh demand, fed down vour em:&lug;h.’{f-

nigues. § am told, alveady exist, .
Andthé mention of phone lites brings
us back to M Bell, the mother ofusall
Far-those with the mistaken idex that
there muy-still be xotve life lett in cihle,
let ATET deliver the technalogical coujs
Sebober 71981 the TLR.
Senate passed its ver sion of the new
comnmunications act (S. X681 I the

close: TPC (“The Phone Company™i will
at last have the freedom to mové intothe

tions; AT&T fully titends to heeanip

[ )

AT&T may he the hest-managed com-
pany T the worll, It also- hus vast re-
search eapability (it cares about rve-
search}and the technical and financial
clout to buryvanyonne it wants to. Turning
this sophisticated nionster loose on the
naive-and childlike cable industrywill be
like putting 4 lion in a den of Daniels.

hatt announced a joint test of g two-wuy -
videotext system. Next comes graphies.
Then pictures that. nlove, Never bet
against TPC. Remémber whiy Killed the
rooiibyve;, Columbus,
Cabie is dead. Tike the money and run,
Theres more that can be said about
Much
tov, about the imminent
démise of STV, but in bath cases, why
belabor the obvidus? Reducod than hoir

Certainly a few of us, at least, would.
leave the theater laughing: but of
course, we were faughing ;_,um;_r in. o
(‘I:JES'H MORNINGSTAR is a profes-
sional bromdeaster, wrder, syuectis.
consitiant and warket

researeh
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it ohso

beiors iz"is- fime?

Weve ALL HEARD those gushing sto-
ries about how cabie television is gaing
to take over the country: atout how it
won't be long before we're:ail wireg for
50 or more channgis eatn threbbing
with grogirams more hightly {ailored to our
individual needs and tastes.

Hegk, I've written a. few such cabie

stones myself, even as. {'ve tned 1o wam

that cable wont necessarly ce-as big
and beneficial as. some cheerieading
enthusiasts maintan.

But nothing 've wnttén orredd throws

‘as much cold water on the much-baily-

hooed ¢abie telévision revolution as. the
curent issue of Emmy magazrie. oup-
lished by the Acacemy of Talevision Ans
-and Sciences. Wniter Gersh Mormingstar,
biled. as a broadcasier. wnter, and

© market researcher, has penned an coiti-
“ary for cable. He thinks the boom has
turned out to be .a fizzle and thal cable.
television

is dead as last spnng's
daisies.

The death was caused: says the mag-
azine, by price. new technciogy, ignor-
ance, and plain old human nature.

The projected prce is-awesome, uo 10
$400 a month for subscrbers deter-

mined to buy everything now on the pay

TV market. Even it peaple had the ume:

of need for ali those semvices, which they
don't, they wouldn't want them decause

humans can hanagle just so much mnior-

matign before they start tning. ¢ out.
Meanwhile, the cable ngustry $ in the
hands ‘of incompetent tozcs. who can't
seem to figure out what to do with their
new technological toy, whicn reaily. 1snt

* . .pew at all and is inn fact obscisté:

s B dregary pcture acclraiely la-

_ beled by Emmy editcrs as “a cecidealy

minority opinion.” As with many mnority
opinions. however. the armcle’s key
points deserve flrthier discussion.

The price of cable TV nas aways
t;othered me. Basic semvice is
cheap, almost always less than $10-a
month, but when you start adding exiras
such as uncut movies. and scoming

-@vents, the price can scar, Aithough the .

cost of a. good. vared cadie service fails

well below the $400 mark cited in the

article, it can easly excesa ithe cost:cf
telephone service N rmany homes. is
Arr_\erica redlly. ready, wiling ana atile to

|a|r1y :

s\ a’ln.' m"
4! ({”!v
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Ron
Alridge

TV-radio critic

pay tnat kind of money for television,
which we've previously received for free?
in a country where most people dont
reguiarly ga ‘to the movies.
sure,

Likewise. I'm troubled by the veople
who seem to be funning the cable TV
ndgstry. My very unscientific observa-
tions have turned up 100 many managers
who know (oo hitle about such things as
customer service, programming,
pubiic access channeis, The Ltypical
cdble system in this country has only

apcul & dozen channgls, rmost of which:

are lttle more than huge antennae car-
ying .the shows tetevised by ABC. NBC.

GCBS. and therr affihates. Too often, canle’

service s not avaidable mn  pgorer

neignborhcods. ARd . when  somelhing:

goes wrang, whicn it does. getting heip
can ce difficutt

in ane city ! lived in. the local cable

'm not 'so

and

'JUDIE AUDER!Q«

company had so few telephones that it
was almost imposssible o get a ecail.
through. | received a call the other day
from a suburban Chicage reacer com-
plaining that a cable company in his
nelghbomood wouldnt hook.up its- tasic
service. without first requiring the:
subscriber to endure a sales pitch atout
other services. The industry s young
and sometimes -dumb.

Pernaps the rmost intriguing pessioility:
of all is that cable has tecome cbsciete’
oven before it has emerged from its
infancy. Whife the industry has muddied -
BCRG. _snamn_g _I[S e tnrougn tha egun-.
try and enderwhelming the world with iis:
programming; others have been Working
on exchic. .new forms of commurnicauon.
The day is fast approacning when satel-
lités- can beam programs directly, and
cheagly, to mndividual hormes. Regular
television statons may soon tegin
broadcasung severzl programs simuitas>
neously over a single signal. ATAT, the
giant telepnone company that already
has the nation wired, 1S siowly ¢reeming
toward becoming a huge cahie-TV sys-
em.

Cable TV may not be dead, but it
could be terminaily ill. 's something to

fhunk about.

Ron Alridge appeers in Tempo onday, Wednesday, and Thursday and in sporm on. Friday.
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_programming services sometime down

“Who Really Wants Canle 1v7

By Raymond E. Joslin

(Bditor's note: Thefoiiowmg are excerpts of remmks made
by Raymond E. Joslin, vice president and general man-
ager of Hearst Cable. Commiunications Division. He of-
Jered his observations at the Annenberg School of Commu-
nications, University of Southern California. )

Many of us in the cable-netw or-k pro- v
gramming business are assuming that

“the major-market systems will dev elop T "‘-f" 3

rapidly. More importantly. mary are e i
predicting that because technology al- ’_\ t
lows carriage of 50 to 100 channels, YN
automatically there will be 50 to: 160 ot

the road. _ b
This is shaky logic. If you examine i s

our free-enterprise system, you will

find that generally, when a demand existed, an entrepre-

neur orinventor filled that demand. (Ora promotor created

the demand and then the entrepreneur or inventor filled

‘the demand.)

‘We are assuming that process: works in reverse, as well.
Weare assuming that invention is the mother.of necesnity
We are proceeding down a path that offers the proverhial
cure for which there may be no proverbial disease. Wearea

technology in search of a demand, rather than a demand i in.

search of a technology.

There will be as many channels of service as people are
willing to buy, regardless.of channel capacity.

Lookat the numbers. J. Walter Thompson savs that ma-
jor-network prime-time sha1 es will dropto 70 by 1990. As-

The question is: How many quality
non-pay cable networks can be supported?
The answer: five,

sume for the moment that today is 1990. The universe of
television households is 100. If the majoi networks have a.
70 share, that leaves 30, Assume pay-television only has a
10 share 4 eonservative estimate because of the nature of
theservice. That leaves 20, Divide thatin half because the

| cable industry will have achieved a 50-percent penetration

of all television households by 1990. That leaves a 10 share-

| universe for the non-pav cable networks.

The real question becomes: How many advertiser-sup-
ported, non-pay, quality cable networks can be fed from 4
10 share? (Remember we are talking 1990. not 1981.)

The real answer: five, at best, not the 20 or 40 some are
talking about. Five, even if we employ the best tar get-cast.

audience practice that creative minds can concoct. Five..

even if we solve the two major problems confronting this
new industry:

e Convincing the established TV advertising community:
that cost-per-thousand benchmarks no longer apply, and
that cost-per-quality ~exposure: does. Changing the thought.

| process of a30-vear institution is not an easy task,

» Producing quahh programming at a fraction of com~
mercial-network programming costs. This is a tough as-

signment because of major-network precedence. and be-
cause the creative community currently does not under-
stand the economics of target-cast networking.

Somehow, there has to be a balarice between program-
ming costs for a quality product and the price that advertis-.
ers are-willing to.pay for small target audiences. If niot, we-
have no business..

How does one build a strategy for part1c1patzon and sue-
cess in this new business? The task is knowing the ques-
tions—-let alone the answers. If you ask what mlght bethe |

 process (and vou are w 1llmg toaccept one man's musmgSJ 1

would respond as follows:
1) Unfettered and anond_:t-:oned Creativity

Assume that past major-rietwork practices are for guid--
ance only anid may not apply to this new medium. Whosays
that one has to provxde a 10-hour-or-more service to be a
network. No one requires that a network has to be continu-
ous, or evern entlrely on only one transponde1 Perhaps tar-

get-cast programming is more like magazine publishing
than traditional television.

2). Nistribution—Satellite Position
You ean publish the best magazine or newpaper, but if
vou don’t have a place in the home or on the newstand, no
one will ever know,
3) Product—Produce for Quality, not Quantity
Concentrate available financial (and other) resources

upon quality and not upon filling a huge time space because

you think you must provide 10-12, or 24 hours of service in
order.to be a network. “ARTS,” the Alpha Repertory Tele-.
vision Service, is on threé hours perday, sevendavsa week. |
“Daytime,” begmmng in Mareh, will be on four hours per

-day, five days a week. Start with-a commitment thatis man-

ageable; honelt thenexpand it. Don't over-promise. trying

“to Jook like ABC CBS or NBC, hoping tofind the right corn- |-

bination in this new business. Remember the three major

networks don’t provide 10 hours of programmiing a day, and
they have more resources than cable people,

4) Durability—Staying Power for the Long Haul
If you buy:.the premise that there are'to be fewer—not
more—cable networks inthe future, be one of the horses

that makes it to the finish line, rather than a fast starter
who falters mid-race. Don't spend all your dollars on the
_opening bet, More will be needed later to play in the game.

5) Credibility

Say what vou are going to do only when your plans are
definite. Then, do as you said you w ould go. This business,
like any business, is not going to be built upon flash but
upon performance.

While my remarks do not echo all that we have read and
heard about the promise and opportunity of cable, this in-

‘dustry has a rewarding and challenging future. But the re~-

wards will only goto those who are willing to take risk .

ina deliberate and businesslike manner.

‘The'days of some industry participants being rewarded,
regar dless of their abilities, are-over. Just being there, or
being there firgt, is no guar ‘antee of siiccess. One has to be

there at the right time, in the right way, with the right

plan. Taking a risk with sound business sense makes
sense—it’s the building-block pr inciple. o
Remember; Warner did not produce allits movies in the |

first year. Nor did Westinghouse make all its appliances.

Nor ABC start its network with instant suceess. Diligence,
prudence and providence will reward some. . .. a few.




