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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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

A DIVISION OF
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Canada’s largest integrated organization serving
Qhe Motion Picture and Television Industry.

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

montage éclair inc.

1276, Amherst, Montréal, Qué. H2L 3K8
Tél.: 849-2241

Vos films montés dans nos salles

ou chez vous

avec nos Steenbeck (un ou deux écrans)
sans soucis de transport!

Edit your film in our place
or at home
with our Steenbeck (one or two pictures)
without moving problems!

SPECIALIST IN :

Animation

Photography
Optical effects Ve
Special effects

For information :

tel. (514) 526-5924

Jim Paquette
Jay Mattison
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